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EXECUTIVE	SUMMARY		
 
This thesis gives an insight on innovation and creativity within gastronomy field in 

Croatian cuisine. By means of qualitative study, this paper provides an explanation 

for different factors that influence the level of creativity and innovation in fine dining 

restaurants in Croatia. Cooking is still not recognized as a domain of creative 

industries, neither chefs have gained an “artistic status”. People in Croatia don’t 

consider restaurants as a stage to present art and they are rather reserved when it 

comes to letting their palates tasting new food.  

 
In the era where food has been gaining popularity by the speed of greased lightning, 

restaurants need to compete to be distinctive. Probably the only way of doing it is by 

increasing creativity among their chefs. This study offers an insight on the factors that 

influence creativity and ultimately innovation. Those factors come in two groups: 

intrinsic and external. Intrinsic factors that are enhancing creativity are self-

motivation, curiosity and persistence as the main personal characteristics, expertise in 

the area and good social skills. On the other hand, tough financial crisis in Croatia, 

accompanied with ruthless governmental laws inhibit the process of creativity. 

Extrinsic factors are addressed by the motivation of winning international awards 

such as being enlisted in Michelin Guide or The World’s Best 50 Restaurant List led 

by San Pellegrino.  

 
Chefs are driven by their domain- and creativity-relevant skills. One doesn’t work 

without another. However, in the case of the restaurants that were part of my research, 

and from the survey that I conducted with students from a culinary school, it is seen 

that creativity- relevant skills are far more important than the former one.  

 
The characteristics of the chefs are sufficient to create a nouvelle cuisine movement in 

Croatia. There are still some elements that need to be considered, like the problem of 

local production and the heap of meals that are rather considered to be international 

than Croatian.  
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1.	INTRODUCTION	
 

This thesis will talk about the level of creativity and innovation in fine dining 

restaurants in Croatia. The gathered data is analyzed using theories of creativity, 

innovation, sustainability (in terms of local production) and gastronomic identity. The 

main focus throughout the paper is set on the notion of creativity. I investigated how 

internal and external factors influence creativity, and how creativity further influences 

innovation. The local production is an important element in the research, as I want to 

see if Croatian gastronomy is ready for a movement that would lead to nouvelle 

cuisine. 

 
The paper is led by the convention set by Bessiére (1998) that says: “Eating is 

integration or adoption of qualities of the food you eat. On the other hand, “the 

eater” becomes part of a culture” (pp. 24). I see the culture as a crucial prerequisite 

for further improvements in Croatian cuisine.  

 

1.1.	Problem	area	
 

The empirical background is represented by Croatian gastronomy, more specifically 

restaurants in Croatia. Having been studying about creative industries and 

understanding the ways they differ from other sectors, sustained with learning how 

different processes can strengthen innovation and creativity in such industries, I 

developed a strong interest in a particular area in this industry: gastronomy. 

 

During the history, not many researchers have written how creativity affects 

gastronomy in a particular restaurant. However, my opinion is that lately restaurant 

started receiving lots of attention from media (Instagram, Facebook, food blogs), and 

that set in a motion researchers to start investigating that subject of matter.  

 

Innovation, as well as creativity, create a level of distinctiveness and build a brand for 

a restaurant. It is important that a manager or a chef undertake many tasks to preserve 

distinctiveness, which leads to building a brand for a restaurant. Gradually those 

talented chefs would create a gastronomic name for Croatia. 
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However, the problem of Croatian gastronomy is that it evidently is missing that 

"touch" of innovativeness and creativity that would launch it next to the French, 

Spanish or Nordic cuisine. Having two "homelands" helped me to understand 

differences between Croatian and Danish culture. One of those culture elements that 

profoundly differ from one country to another is food culture. Expect the fact that 

Croats cannot imagine having lunch at noon and dinner at 5, or that Croats don't have 

the habit going to restaurants during weekdays (usually only holidays or very special 

occasions); the most important difference is in the whole preparation process of the 

food and ingredients used in that process. 

 

Using the same ingredients and not having a dose of creativity, creates a situation 

where almost every restaurant offers the same menu, like somebody “copy-pasted” 

from its neighbor restaurant. Most often one will find themselves before of menu that 

offers pizza, pasta, ražnjići (similar to kebab), ćevapčići (grilled minced-meat sticks), 

sarma (spicy minced meat rolled in pickled cabbage leafs), Weiner schnitzel. Most of 

this food is traceable to Turkish (Balkan), German or Italian food, as well as to 

international food trends (Fox, 2007, see also Appendix 1).  

 

It is obvious that most of the restaurants are offering similar food, and when a tourist 

leaves the country, they will say they ate Croatian "ćevapčići” or “ražnjići," while 

none of it is Croatian. Furthermore, I noticed that most of the restaurants were 

offering menus full of different types of meat prepared using similar techniques, like 

grill or frying. Those restaurants are mostly considered to be "everyday" restaurants, 

meaning that whoever goes to eat there, doesn't need a big budget. 

 

Furthermore, I also noticed that all of those restaurants that have a reputation for 

being "stylish" restaurant, or "place to be," are all based on the fish menu, moreover, 

on the Mediterranean cuisine. The restaurants whose managers or chefs I interviewed 

during my research are all lead by the philosophy of the Mediterranean cuisine while 

each of them have some specific interpretations of that type of food. 

 

According to Croatian Tourism Institute, it looks like more and more tourists are 

visiting Croatia because of its gastronomy. In 2004, only 19% of visitors picked 

Croatia as a gastronomic destination, while ten years later, 26% of tourists came to 
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Croatia to try its gastronomic offer (TOMAS, 2015). I want to investigate if 

restaurants have a potential to compete with other gastronomic destinations, regarding 

creating their culinary brand or initiating a movement like "New Nordic Cuisine" or 

"New Spanish cuisine".   

 

1.2.	Context	and	setting		
 

In the following paragraphs, I will give insights in the creation of concepts such as 

haute and nouvelle cuisine, and how science got involved in the kitchen. Furthermore, 

I will mention "tradition guardians," i.e. guides that are addressing the best of 

worldwide cuisine. In the end, I will explain regional cuisine of Croatia, going from 

East of Croatia to North, and concluding it with West and South regions. I will 

mention the most popular meals of each of the regions. Explaining regional 

differences is necessary for describing the setting of the research. 

 

1.2.1.	Development	of	cuisine	
 

Neither nouvelle nor haute cuisine has their beginning proven at the specific ages 

(Beaugé, 2012, Mennel, 1996). However, it could be said that haute cuisine started to 

develop over three centuries ago, at the end of the 17th century, when François la 

Varenne published a book called “Le Cusinier François” (eng. “The French Book”) 

(Beaugé, 2012). The book included new recipes, description how meals should look 

like and how they should be served. For many years, haute cuisine indicated the style 

of cooking that was almost entirely different from "home cooking" (Beaugé, 2012). 

Remarkably refine meals and a very complicated hierarchy of tastes characterized 

haute cuisine or "cuisine royale” (Gronow, 1993).  

 

On the other hand, nouvelle cuisine is considered to be much younger, and the formal 

start of that style of cooking is 1973. That year, Gault and Millau published The Ten 

Commandments of Nouvelle Cuisine (Beaugé, 2012). In their work they addressed 

ten characteristics of nouvelle cuisine that together were creating the perfect formula 

of that cuisine style: 
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1. Thou shall not overcook 

2. Thou shall use fresh, quality products 

3. Thou shall lighten thy menu 

4. Thou shall not be systematically modernistic 

5. Thou shall seek out what new techniques can bring you 

6. Thou shall eliminate brown and white sauces 

7. Thou shall not ignore dietetics 

8. Thou shall not cheat on thy presentation 

9. Thou shall be inventive 

10. Thou shall not be prejudiced 

(Rao et al., 2003) 

 

These ten rules reflect four values of cooking: truth, lightness, imagination and 

simplicity (Rao et al., 2003). 

 

Nouvelle cuisine represents a style of cooking that breaks all conventional methods of 

preparing food. It breaks down food and flavors and put them back together in a new, 

modern way. The process of creating this new food covers different usage of 

temperature, structure and look (Arboleya et al., 2008). Chefs from nouvelle cuisine 

are highly qualified for producing new dishes in the way that combines science and 

cooking.  

Both of these concepts of cuisine originated from France, and over the years 

restrictions disappeared, which enabled many chefs from all around the world to 

contest the system of French cuisine and start creating their haute cuisine (Beaugé, 

2012).  

 

There are different definitions of the role of science in cooking, such as molecular 

gastronomy, culinology, science-based cooking, etc. (Ibid). In this paper, I also 

investigate molecular gastronomy as one of the growing trends in haute and nouvelle 

cuisine. It has become the key topic and the latest movement that chefs all around the 

world try to incorporate in their kitchens. Molecular gastronomy is simply defined as 

the science behind the preparation of any dish (Cousins et al., 2010). And by science 

authors mean chemistry, biology, and physics (Ibid). It is clear that this culinary 
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movement has a purpose of using the scientific knowledge of preparation of food for 

creating healthier and more attractive dishes (Ibid).  

However, it is important to say that there is a concern within the culinary field if this 

term fits its purpose or not. Considering the basic theory of gastronomy that defines 

gastronomy as a relation between food and culture, molecular gastronomy doesn't fit 

in these aspects (Arboleya et al., 2008).  

 

1.2.2.	Tradition	guardians		
 
There is a couple of convention setters, or tradition guardians that represent the best 

quality in the field. Among these are the Michelin Red Guide, the San Pellegrino List 

and the GaultMillau Guide (Svejenova et al., 2007).  

 

The Michelin Red Guide is a famous arbiter of restaurant quality in many countries 

across the globe (Snyder & Cotter, 1998). Annually it publishes over 800,000 copies 

covering about 8,500 restaurants, 4,000 of them as separate establishments and 4,500 

in hotels. The first Guide was published in 1900 in a pocket-sized edition. At first, it 

contained helpful information about car repair, telegraph facilities and gasoline 

stations (Johnson et al., 2005). The rating system uses three stars, where three stars 

restaurant is classed as "best tales and worthy of a special trip", two stars as "deserve 

a detour", and one star for a restaurant that provides "a good table in its category" 

(Snyder & Cotter, 1998). It is interesting that there are no written standards required 

for the various star levels (Johnson et al., 2005). The idea behind the omitting of the 

standards is in avoiding the standardization and encouraging creativity, innovation 

and individuality within the restaurant sector (Ibid). To be considered as a Michelin 

Guide nominee, it requires “substantial investments in real estate, hiring high-quality 

personnel, use of the first-rate ingredients and securing extensive and expensive 

wines” (Johnson et al., 2005, pp. 172). 

 

Highly skilled chefs lead Michelin-star rated restaurants. Those chefs have been 

gradually forming their artistic kitchen skills rather than business and managerial 

competencies (Johnson et al., 2005). The chef's motivation is an answer for their 

passion to haute cuisine (Ibid). 
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While Michelin Guide is considered "local" rating guide, on the other side, San 

Pellegrino's "The World's 50 Best Restaurants List" is deemed to be a global ranking 

system. It has to be assured that none of the employees of The World's Best 

Restaurant Academy are linked to any of the sponsors associated with the awards 

(The World's 50 Best, 2016a). If any of the employees is connected to those sponsors, 

they cannot vote or have any influence over the results (Ibid). The Academy counts 

around 1000 members, each selected because of their expert in the international 

restaurant sector (Ibid). These experts are well-travelled gourmets, chefs and 

restaurateurs and food writers (The World's 50 Best, 2016b). They have to judge what 

constitutes as the best (Ibid). Even tough the common opinion is that this list includes 

only restaurants in haute cuisine domain; the voting system doesn't have any criteria 

that a restaurant should meet. It doesn't matter what type of food they offer neither 

they have to hold any precedent awards (Ibid).  

 

In the end, Henri Gault and Christian Millau, journalists that published Ten 

Commandments of Nouvelle Cuisine, initiated the publication of GaultMillau Guide 

(Svejenova et al., 2007).  During their work for a magazine they had to inform about 

the best of everything in Paris, but in their guide, they focused on food and wine 

(GaultMillau, 2016). The guide lists the restaurants that offer delicious meals with an 

excellent presentation of the food and imagination of the chef (Ibid). Restaurants can 

score 20 points, and those are based on the quality and freshness of produce, the 

creativity, and professionalism of presentation, the overall harmony of the menu, the 

timelines of service and the restaurant's consistency of performance (Ibid).  

 

To sum up, these three guides pose constant pressure on accomplished and aspiring 

chefs to be creative and innovative (Svejenova et al., 2007). However, none of these 

guides have entered Croatian market and graded any of Croatian restaurants. This 

research strives to understand what are the factors that keep chefs motivated, if those 

factors are internal and external and if there is a place for these guides to enter 

Croatian market. 
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1.2.3.	Croatian	gastronomy	
 

Geographical and cultural traces of Croatia are affecting tastes all over the country. 

Starting from the eastern Croatian borders, one can feel a strong influence from 

Western and Central Europe (the Frankish Empire and the Austro-Hungarian 

Monarchy). For that reason, shepherd's stew is one of the most exciting dishes in 

Eastern Slavonia, while the best culinary product is "kulen”; dried pork sausage with 

hot pepper (Croatian Eno-Gastronomy, 2015). As two big rivers, the Drava and The 

Danube, surround this area, there is also a various freshwater fish offer (Ibid). 

“Đuveč," meal that has its roots in the Ottoman Empire is another "traditional" dish 

with oriental rice and vegetables (Ibid). 

 

The Turkish influence is more emphasized as moving on the west. Bean stew and 

“sarma” come from Bosnian and Turkish culture, while from Italian Apennines comes 

the broad usage of horse meat and horse sausages. It is also important to say that this 

habit extinct in Italy while Croatia still holds to it (Croatian Eno-Gastronomy, 2015). 

The surface of this area is full of highlands and hills, with numerous rivers and ponds.  

 

The capital of Croatia, Zagreb, is famous for baked and fried chicken, turkey with 

dumplings, strongly flavored soups, and venison in red wine sauces, etc. Austro-

Hungarian culture influenced the taste of Zagreb. The capital is also very famous for 

its pastries, and "štrukli”1 is the one that was even adopted by Viennese cuisine 

(Croatian Eno-Gastronomy, 2015).  

 

The following region is Lika and Gorski Kotar. For this area, it is said that cooking is 

affected by Austro-Hungarian culture, as well as a bit older influence of Napoleon. 

Here bread plays an important role in the gastronomy, as well as dry meat from deer 

and bear combined with Ogulin’s renowned cabbage (Croatian Eno-Gastronomy, 

2015). Lika is very famous for a selection of cheeses, such as different types of 

smoked cheeses, and “škripavac”, a type of halloumi cheese (Ibid).  

                                                
1 Traditional Croatian dish served mostly in Zagreb, composed of dough and various types of fillings 
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Istria and Dalmatia are two coastal regions of Croatia, with the authentic style of life 

and unique gastronomic ambiance. Istria is very famous as a habitat for expensive 

truffles and asparagus. Moreover, the region is known for different types of 

homemade pasta, usually combined with meat stew (Croatian Eno-Gastronomy, 

2015). Boiled vegetables, fish soup, fish cooked in wine, all types of risottos with 

seafood characterize both of these regions. However, Dalmatian cuisine on the best 

way shows a complex history of Croatia (Ibid). Its kitchen is very basic and 

sophisticated, and preparation of fish, shellfish and crabs vary from baking to boiling 

it in marinades (Ibid). It also uses different types of meat, like roasted lamb and 

famous “pašticada” that has Byzantine origins (Ibid). 

 

All in all, Croatian cuisine is influenced by a diversity of cultural heritage, customs, 

and habits. The historical turbulence left a big trail, so Croatians often find themselves 

in front of a meal that originates from Greeks, Ottomans, Austro-Hungarians, etc. 

Since the first invasion, Croatia has been connecting its cuisine with the climate. 

Centuries later and it still doesn't have its culinary brand neither it introduced 

advanced haute or nouvelle cuisine to its natives and guests.   

 
 
 

 
Image 1 Maps o f  r eg ions  in  Croat ia2 

                                                
2Kvarner on this map refers to Lika and Gorski Kotar. Source: 
http://www.croatiaexclusive.com/Travel/Destinations/CroatianRegions.aspx 
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1.3.	Problem	statement		
 
In this section, I will briefly explain how I decided to address the following problem 

as a driver of the research. The concepts mentioned in the research question will be 

further explained, as they will guide the interpretation of the findings. Afterward, I 

explain why this research is relevant for my studies and my future, and I finish with 

delimitations. 

1.3.1.	Research	question		
 

In the last couple of years, food scene has been expanding, in Croatia and the rest of 

the world. Some chefs and restaurateurs became aware of this fact and started opening 

fine dining restaurants all over the countries. Food is gaining on its status and for 

some, it is considered to be "a work of art." Many restaurants all over the world are 

competing for Michelin stars or being enlisted in some of the most respected gourmet 

guides. However, to gain an artistic status, and moreover to attract these guides to a 

restaurant, a restaurateur should shift from conventional and sophisticated food to 

avant-garde of haute cuisine or nouvelle cuisine. The field of gastronomy, regarding 

culinary arts and restaurants' innovation and creativity, has been gaining lots of 

attention lately. However, restaurants in Croatia are hardly diverging from traditional 

food, and just couple of them is trying to introduce more modern interpretations of its 

cuisine, mostly Dalmatian and Mediterranean. 

 

Therefore, I base my thesis on the following research question:  

 

What are the opportunities and the barriers for shifting from traditional to 

nouvelle cuisine? 

 

I further formulated few sub-questions that I find relevant for the process of analyzing 

the findings and answering the central question. I hope that these sub-questions will 

eventually help me to give a precise answer to my research question. These questions 

are: Why nouvelle cuisine is still not popular in Croatia? Are there restaurants in 

Croatia that offer molecular gastronomy? How far is Croatia from creating its 

culinary brand? Can local production influence the gastronomy innovation? What 
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drives motivation in a kitchen? How does motivation influence creativity and 

innovation? What happens when the chef comes up with a new dish? Is there a 

potential for Michelin Guide to enter Croatian market? 

 

1.3.2.	Concept	definitions	
 

The main question includes two central concepts: traditional and nouvelle cuisine. To 

begin with I will define traditional cuisine simply as food that is passed through 

generations. That means food constitutes culinary heritage that corresponds to the 

memory of a group and its roots (Bessiére, 1998). I chose this definition as it shows in 

a short line the meaning of traditional food and it correlates to the generations that 

have been passing the tradition towards the modern days. I already mentioned the 

notion of nouvelle cuisine earlier in the introduction, where I explained it as a style of 

cooking that breaks down food and put it a new, modern way. This definition is 

relevant as it stresses the element of novelty and modernity, which opposes to the 

definition of traditional food. 

 

I explained the central concepts that are part of the main research question, yet I find 

it necessary to explain few other concepts from my sub-questions. First of all, I want 

to clarify the possible confusion between molecular cuisine, haute cuisine, and 

nouvelle cuisine. For my research, I will relate to a study on Ferran Adriá (Gaya et al., 

2012), where authors emphasize that Ferran uses the term haute cuisine when talking 

about molecular gastronomy. Secondly, the inspiration to culinary branding I found in 

readings about New Spanish and New Nordic cuisine. The simple, and probably the 

most widespread definition of branding is that brand is a name, term or design (or 

combination of them), intended to identify the goods and services of a seller and to 

differentiate them from their competition (Kotler, 2014). When it comes to cuisine, 

movements mentioned above (Nordic and Spanish cuisine) created a term that 

identifies particular ingredients and kitchen techniques and methods. 
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1.3.3.Relevance	
 

It is interesting how creativity and innovation are two distinct constructs, yet at the 

same time, one rarely goes without another. Creativity is an essential element within 

the innovation field, and observing how those change in a restaurant industry is of 

great interest to me. Having been studying about creative and innovative processes in 

creative industries formed a high level of enthusiasm towards food innovation, chefs, 

and restaurants in general. Being "a foodie"3, I wanted to find out more about 

Croatian cuisine, the boredom of restaurants' offers and the lack of chefs who could 

initiate change. 

 

Furthermore, I don't want to focus only on innovation and creativity. Here I am also 

interested in more global issues, like local food and sustainability. I am aware that 

Croatia has a splendid geographic position and climate that "work" for local farmers. 

However, the relationship between government and farmers doesn't have a good 

influence on the local production. 

To conclude, I investigate this matter, as I want to create awareness of a lack of the 

creativity and innovation in Croatian gastronomy. Regarding ingredients, Croatia has 

a satisfying background, while not many people are using those ingredients to create 

something exceptional. This is important for me, as I want to continue my 

professional life in this domain; maybe not in restaurants, but for sure in a field of 

culinary innovation and creativity in Croatia.  

 

1.3.4.	Delimitations	
 

There are three main delimitations I would like to address. Firstly, I limit the scope of 

data collection to fine dining restaurants in Croatia. I picked those restaurants, as they 

have been present in media for the last couple of months for their distinctiveness 

when compared to other restaurants. Furthermore, the restaurants I used for the 

                                                
3 A person who loves food and is very interested in different types of food (Cambridge English Dictionary) 
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analysis of research are all based on the Mediterranean cuisine. This wasn't something 

I had known before I started my research, as I was primarily interested in 

investigating if fine dining restaurants and their chefs can initiate a change and create 

gastro-movement in Croatian cuisine. However, at the end of data collection, it has 

been exposed that restaurants are mainly following Mediterranean trends.   

 

Secondly, gastronomy is generalized as a relation between food and culture, and as 

the art of cooking and eating food4. When I talk about gastronomy in this research, I 

talk about restaurants and that primarily chefs are involved in the art of cooking. I 

also reach to the notion of culture, but mostly to create easier understanding for a 

reader when it comes to the problem of culinary identity. 

 

In the end, my primary focus in this research is to the professionals in this field, i.e. 

managers and chefs of renowned restaurants. I also did a survey with culinary 

students, as I wanted to see the level of awareness among youth towards modern 

culinary trends. 

	

1.4.The	paper's	structure	
 

The thesis is structured as follows. In the current chapter, I have introduced my 

motivation behind the research. I also illustrated why I find it relevant, including 

personal and academic motivation. Furthermore, I have presented my research 

question that will lead a reader through the paper. Following the research question 

section, I also give a definition of key concepts that drive the research. In the end, I 

finish with delimitations of research.  

 

The methodology chapter explains how I approached this research. This includes 

philosophy of science, scientific reasoning, and qualitative data collection. I also 

address reflexivity and give a critique of the methodology section.   

 

In the third chapter, I will introduce theoretical framework. I start with creative 

industries, followed by narrower theories of creativity, culinary innovation, local 
                                                
4 gastronomy, n. The art and science of delicate cooking (Oxford English Dictionary) 
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food in cooking and gastronomic identity. These theories will serve as a fundament 

for the analysis of data.  

 

This will lead into next two chapters that help to present data collection and analyze 

findings. Using the theoretical framework will give me a hand in answering the 

research question. The analysis is presented in five big topics.  

 

In the discussion, I take a step back and look at the bigger picture. I go beyond my 

data collection and try to understand what my findings mean. I apply a critical view 

while matching data results with the research question, theoretical framework, and 

key concept. I finish with conclusion where I reflect on my key findings, and where I 

point out the limitations of the research and give possible guidelines for further 

research. 

 

 
Figure  1 Thes i s  o f  s t ruc ture  

1.Introduction	

2.Methodology 	

3.Theoretical background	

4.Data Collection	

5.Analysis	

6.Discussion	

7.Conclusion	
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2.	RESEARCH	METHODOLOGY	
 
This research is set in Croatia, in the field of Croatian gastronomy, or to be even more 

specific, in the restaurants that I think might be “the movers” in creation of Croatian 

haute cuisine. This social context involves people that live and work there, and with 

their interaction and culture they construct the reality. This matter of social context 

that influences social constructivism will be explained as the starting point of the 

methodology section.  

 

Afterwards, I will describe the relation of social constructivism with the manner of 

doing qualitative research. At the end of this section, I will reflex on my role within 

this research.  

 

2.1.	Philosophy	of	science		
 

No epistemology can thoroughly explain what is happening in science learning and 

teaching (Atwater, 1996). Neither realism nor phenomenology nor constructivism has 

developed “an adequate way of responding to many of meanings learners construct” 

(Ibid, pp. 831). However, social constructivism provides a framework to study the 

nature of quality of socially and culturally situated constructions (Ibid).  

 

Even though all of the informants I interviewed for this research come from the 

restaurant industry, each one of them has different background; interests and their 

viewpoints differ from one person to another. Each of them offered something unique 

for my research, and together they construct the reality. It was important for our 

interaction to understand context and culture of society in order to build knowledge 

based on this understanding (Orey, 2010).  

 

Meaning and our perception of reality are socially constructed, and ideas about the 

reality influence our behavior (Keaton & Bodie, 2011) The process of constructing 

the reality covers specific assumption about reality, knowledge and learning (Belbase, 

2014). That means that human beings are not only formed through their interactions 
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with each other’s, but also by their individual processes, such as learning and 

knowledge (Ibid). Cognition of one being is built through its interaction and 

interpersonal communication (Ibid). As Belbase (2014) explains, the individual world 

is a part of the collective social world, which means that there is no individual reality 

apart of socially constructed world. However, that world is built through personal 

experiences of individuals who create social experiences when they are shared and 

retained as knowledge. Therefore, knowledge is constructed through the shared 

experiences of society and culture (Ibid).  

 

One of the focal elements of social constructivism is understanding the language 

game and interactions as means of constructing the knowledge (Belbase, 2014). These 

elements can construct knowledge in a certain way, but they do not clearly state what 

happens in the mind.  

 

The reality is constructed through human activity. The members of the society are 

interacting with each other and that leads to the process of inventing the properties of 

the world. Furthermore, as the nature of this study is explorative, taking the 

perspective of social constructivist will provide the relationship to the reality by 

dealing with constructive processes (Flick et al., 2004).  

To enable socially constructed reality to exist, interviews were conducted as the main 

method in my research. This way, the knowledge obtained during the research is 

developed on the basis of everyday knowledge of men living their life in their society 

(Flick et al., 2004). Moreover, data in constructivist analysis is constructed through 

text, and interviews are form of a text, so this was one more reason to use this 

perspective in conducting my study.  

 

2.2.Exploratory	research		
 

This research is conducted as an explorative study. The initial concept for this 

research was formed based on the growing personal interest in the potentials of 

Croatian gastronomy and haute and nouvelle cuisine. Studying about the New Nordic 

Cuisine and nouvelle cuisine in general, made me aware of Croatian cuisine missing 
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some remarkable food to show on the plate, while at the same time it has all the 

preconditions necessary to have successful gastronomy brand.  

 

When doing exploratory research, we have to focus on the reality that is presented by 

the words, which means that instead of looking for the essence behind the word, we 

have to explore what aspect of the reality this specific word has created and what 

aspect of the reality it is referred to (Reiter, 2013). This is closely related to the 

doctrine of social constructivism.  

 

Following a convention set by Reiter (2013), a person that is conducting this type of 

research has to be aware about the starting position of the study, as this position is 

never neutral. Moreover, the reality is constructed by our mental ideas that we hold 

about the world.  

 

At the end, it is worth mentioning that exploratory research is initially very broad in 

its focus but gradually the focus becomes narrower. This can be seen from the topic 

delimitation, which was set at the beginning of the research, and gradually it led to the 

narrow focus of this study.  

 

The aim of my study is to try to determine whether there is a potential for creating 

brand in nouvelle cuisine. I will investigate that matter by using some of already 

existing theories in the area of innovation, creativity and culinary branding. 

Furthermore, I hope that this research will provide guidelines for researchers that 

want to investigate this concern deeper.  

 

Consequently, the purpose of the study is not to offer some final generalizations about 

my area of interest, but to create a setting for further research. As Reiter (2013) said, 

even though exploratory research sometimes does not offer conclusive solutions to the 

conducted research, it helps in better understanding of the addressed problem. 

 

2.3.Scientific	reasoning	
 

Even though I started with choosing the case of study, which was consequently 

followed by the theoretical framework, this study is not entirely inductive. One can 
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argue that focus of inductive reasoning is experience that will gradually create 

conclusion about what will happen (Lucaites & Gilbert, 2011). The basic approach is 

that known problem can provide knowledge and information about unknown cases. 

Consequently, inductive reasoning relies on taking individual occurrences in order to 

construct a conclusion (Ibid). By using inductive approach, I can provide only some 

evidence for the conclusion, because conclusion always generalizes provided 

evidence. It is important to mention that with inductive reasoning, there is always a 

level of probability (Pine, 1996).  

 

However, as interviews were conducted to provide the facts about the case of study, at 

the same time surveys are kind of deductive reasoning. The reason to that is because 

in my survey questions I set concrete area of the research. Furthermore, by proposing 

multiple-choice questions, students were limited in that specific area. Deductive 

reasoning commences with certain generalizations and seeks to find out if those 

generalizations could be applied to any specific notions (Hyde, 2000).  

Due to these conventions, it can be said that this research is not strictly inductive or 

deductive, but it contains elements of both types of reasoning.  

 

2.4.Sampling	and	Data	Collection	
 

This research employed two purposive sampling strategies: critical sampling and 

chain (snowballing) sampling. Critical case sampling involves selecting small number 

of cases that could be important in providing information and constructing the 

knowledge of a field (Guetterman, 2015). After I had spotted the problem in the field 

that I wanted to investigate, I contacted couple of restaurants that were my starting 

point in the research. However, as not all of the restaurants were able or willing to 

give me the interview, snowballing sampling was utilized. Informant from the first 

couple of interviews recommended number of restaurants that could provide more 

information for my research. I converged to a few key names that got mentioned 

repeatedly (Suri, 2011). 

 

Data collection is an ongoing systematic approach of gathering valuable information 

from a variety of resources that enable a researcher to answer their questions. A 
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research can be conducted using the variety of qualitative and quantitative data 

collection methods, or the mixed method where both methods are carried out.  

 

Data collection was carried out using qualitative methods with focus on interviews, 

which are chosen to be the main source of information in this study. However, in 

order to support the data provided in the interviews, I also conducted survey and 

searched for secondary data from media. I collected press articles, documentaries, 

leaflets, cookbooks and websites related to those restaurants and to Croatian 

gastronomy in general. Due to fact that restaurants are based in Croatia and managed 

by native Croatian speaker it was easier to conduct interviews and surveys in 

Croatian. Moreover, I considered that it would be easier for my informants to speak in 

Croatian so the conversation “goes with the flow” rather than trying to control the 

situation.  

 

2.4.1.Qualitative	methods	
 

Qualitative research aims to describe a situation “from the inside out”, putting in 

focus point of view of people who participate in the research (Flick et al., 2004). As 

Lee (1999) says; the empirical data from a qualitative research is derived from the 

participants’ experiences within their natural setting. Furthermore, the qualitative 

methods are the best choice if new theoretical propositions are necessary and the 

researcher doesn’t have enough knowledge about the phenomenon (Ibid). 

By doing this type of research, one gets better understanding of social realities 

between specific processes and patterns (Flick et al., 2004).  

 

The reason I decided to conduct this method is the fact that it is more open and 

researcher gets more involved in the phenomena under investigation, compared to the 

quantitative and rather standardized methods (Flick et al., 2004). As I took 

perspective of restaurateurs, it was important for me to get as concrete image as 

possible about their life in the restaurant, work and ideas. This approach will help me 

in discovering what is new in the phenomena that I am studying and the unknown in 

what it seems to be familiar (Flick et al., 2004).  
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For the purpose of my research, I conducted interviews with chefs or managers of 

some well-known Croatian restaurants. I also did a survey with students from culinary 

school. That specific culinary school has reputation of the best one in Croatia, each 

year their students win lots of awards in different culinary competitions. Furthermore, 

many of them finish working as chefs in restaurants all over Croatia. What I wanted 

from those students is to see how familiar those students are with modern cuisine 

concepts, and how many of them would like to create those concepts one day.  

 

Based on my research question and time limit, I chose these methods as I found them 

the most fruit bearing, meaning that these methods provide enough data to drive this 

research and answer my research question. These methods will be explained in the 

next section.  

 

2.4.2.Interviews	
 

In social research, so does in mine, qualitative interviews are commonly used. 

Interviewees were asked semi structural questions. I had an interview guide that was 

used as an orientation for the interview, but given the character of the semi structural 

questions and loose guide; I had the freedom of “asking supplementary questions to 

attain deeper understanding of complex issues” (Ottenbacher & Harrington, 2009). 

Followed up questions were structured based on the previously given answers.  

 

In order to investigate my hypothesis, I restricted my attention only to fine dining 

restaurants in Croatia. Firstly, I did a short research on well-known restaurants in 3 

Croatian cities: Zagreb, Split and Šibenik. I checked their philosophy behind the work 

and menus they offer, and consequently contacted them in order to set an interview. 

Out of 9 contacted restaurants, I managed to get interviews with 3 of them. The 

reason to that is because lots of them are open seasonally (during summer season) as 

it is common practice in Croatia. Because of that, I expanded my research to one more 

city, Zadar, and to a maritime national park Kornati that attracts many guests for its 

preserved environment and couple of well-known restaurants.  

 

Secondly, once the interviews started, it was extremely important to me to explain the 

framework of my research and the reason why I am doing it. I explained the issue that 
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I want to investigate and made clear that the interviewees understand it. Each of the 

interviewees was asked if they could be recorded by mobile phone. During the 

interviews I remained in an independent position, making sure that I don’t interrupt 

the stream of interviewees’ answers.  

 

Thirdly, during the interviews I tried to stimulate my informant to talk as much as 

possible about the subject as possible. Those questions that were meant to uncover 

more details were asked when the interviewee was done with answering a specific 

question, and were very short for the reason of not affecting their answers.  

 

At the end, I kept asking questions until it was completely clear to me what happens 

in a specific restaurant. After having done the interview, the recorder was switched 

off, but my notebook was still open in case that the interviewee says something 

important that he or she skipped in the interview. Having left the restaurants, I wrote 

down some additional observations.  

Then, all the interviews were listened once again and for each interview I wrote a 

short abstract with all the important facts and concepts. 

 

Four of the interviews were conducted in the restaurants managed by the interviewee. 

The last one was conducted over Skype. Three managers were also chefs in their 

restaurants, and two other interviewees were just managers. The manager warmly 

welcomed me, which already created a relaxed atmosphere for the interview that was 

about to start. During one of the interviews, which was conducted in the morning of 

Valentine’s Day, the surrounding was very loud as staff was preparing the scene for 

an overbooked dining. As already mentioned, restaurants are located in bigger 

Croatian cities, except one, which is situated on the island of Kornat.   

I have to mention that during the process of analysis I contacted two of the 

interviewees by email to get some additional information that I found relevant for the 

analysis.  

 

2.4.3.Surveys	
 

The idea behind a survey was to see how much and if students of culinary school are 

aware of growing trends in worldwide cuisine. Because of that I identified specific 
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group of people that I want to get some insight from. That group of people was 

students from culinary school in Zadar city. They are all full time enrolled in the 

school. In January I conducted survey in two classes; one that was going to graduate 

in March of this year, and one that will be graduating next year. Consequently, a 

priori mentioned group of students are 17 to 18 years old, and other group is 15 to 16 

years old.   

 

From the moment I entered the class with the older students, I could see that most of 

them will take the survey seriously and are eager to answer all of the questions. On 

the other hand, in the class with younger students, the atmosphere was rather too 

casual for the survey. Students were telling jokes and tried to impress their colleagues 

or me with their comments on the questions from the survey.  

 

The survey questions were based on a key research questions. I already had the aim of 

my study, so questions were formulated to help me answer my doubts about the 

problem I investigate. Couple of questions was open type questions, like those where 

I asked them who is their culinary idol, while the rest of the questions are multiple- 

choice questions. I made sure that questions are easy to understand to avoid bias 

(Appendix 2).   

 

While conducting the survey, I had to make sure that none of the classic survey errors 

occur, such as coverage error, sampling error, nonresponse error and measurement 

error (Leeuw et al., 2008).  

I collected a sample of 48 participants that was afterwards examined and the result 

will be presented later in my study.  

 

2.5.Reflexivity	and	trustworthiness	
 

For a researcher it is important to systematically approach the context of knowledge 

construction. The perspective that researcher takes, shapes every type of a research, 

doesn’t matter if it is qualitative or quantitative.  
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“A researcher’s background and position will affect what they chose to investigate, 

the angle of investigation, the methods judged most adequate for this purpose, the 

findings considered the most appropriate, and the framing and communication of 

conclusions.” 

(Malterud, 2001, p.484) 

 

Reflexivity is a process in the formation of one’s mind (Salzman, 2002), and as 

already has been mentioned; reality is constructed by our mental ideas that we hold 

about the world (Reiter, 2013). Reflexivity is perceived as an integral part of the 

research (Lambert et al., 2010) with the constant awareness and assessment of the 

researcher of her/his own contribution to the research (Salzman, 2002).  

 

My background, as a co-manager of a restaurant and a passionate “foodie”, helps me 

in better understanding and interpreting the culture and language of the restaurateurs 

involved in my research. I brought my restaurant background with me to my master 

program and didn’t really expect that we are going to be introduced to Danish food 

scene to such an extent. Complementing my professional restaurant background with 

the educational one resulted in having even greater interest in gastronomy.  

 

After studying about New Nordic Cuisine, Ferran Adriá, culinary innovation, 

molecular gastronomy, etc. I realized that Croatia has perfect geographical location 

and touristic background to also have a culinary brand. I started wondering how it is 

possible that we are still imitating Mediterranean, Italian, French cuisine. After I had 

collected broad knowledge during my master education, I began to investigate on this 

matter. Subjectivity that I brought into the research is not a threat, but a necessary 

starting point for a good social analysis (Aaltio, 2009). I tried hard to situate myself 

socially and emotionally in relation to respondents. During the second interview, 

informant asked me why I like restaurant business and why I would like to open one. 

He didn’t seek for an answer, but he wanted to prove that having a restaurant means 

being constantly available to your guests. As I grew up in a restaurant business, I 

knew the concept. I realized that disclosing my position in the industry, which is 

similar to theirs, would gradually lead informants to talk more freely about 

opportunities and barriers of the industry. 
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Since social constructivist consider that social reality is socially constructed, it is 

their, and in this case, also my job to investigate how that reality is carried out 

(Alvesson & Skoldberg, 2009). Yet, Alvesson and Skoldberg (2009) point out that 

theories are not important part of the research, but I consider theory as important as 

knowledge from the informants. My role in the research was initially to access the 

knowledge of the informants, and afterwards to link it with the theories.  

 

Interviews and survey as the main methods of collecting data provided very good 

validity of the results and showed that the same method led to the same result each 

time. However there are some segments of particular interviews where I cannot 

guarantee validity of the answers. For example, during the first interview, the 

respondent mentioned that the restaurant is going to be visited by Michelin Guide 

experts. I had already known that Michelin never announces whom they are going to 

visit so it was strange to me, and in another interview I got confirmation for my 

doubts. 

 

2.6.Critique	of	methodology	
 

Even though using only qualitative methodology could narrow the perspective of a 

research, I believe that using quantitative methodology wouldn’t provide sufficient 

data as the prior approach. The most important aspect of choosing qualitative methods 

is to obtain fundamental experience from the participants.  

 

The biggest problem for me was to get in the contact with the restaurants due to their 

seasonal work time. The problem was also in setting a time for interview due to my 

limited stay in Croatia during the research, and on the other hand many food fairs all 

over Croatia in that period, which occupied chefs and managers of the restaurants that 

I wanted to interview.  

 

Furthermore, a focus group would be a great option in order to get more opinions, 

beliefs and attitude toward my research problem. However, it was very hard to meet 

chefs even individually, with different location and free time lowering the chances to 

meet them in the group. In the case that I actually have managed to gather those chefs, 

I would also ask couple students that participated in my survey to join the focus 
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group. The reason for that is to see how big the gap is between acknowledged chefs 

and those students.  

 

3.THEORETICAL	FRAMEWORK	
 
The following chapter will establish a theoretical framework that should serve to a 

reader to understand further analysis and to provide a necessary understanding about 

key concepts used in this research. These concepts are creativity, innovation and 

gastronomic identity. As cooking is still “young member” of creative industries 

family, there are not many authors writing about culinary creativity and innovation. 

Thus, some of the theoretical concepts used in this research are not specifically 

related to cuisine, but it is rather given general theoretical perspective on those 

concepts.  

 

Lately, gastronomy has been getting more attention and restaurants constantly seek 

for novel ideas that will create distinctive step when compared to others in the field, 

so chefs need to be creative and innovative. Thus, creation and innovation are taken 

as the main concepts that drive this research. Moreover, as one of the goals is to 

identify barriers and opportunities in creating Croatian cuisine brand, gastronomic 

identity will also be explained. 

 

Theories are tentative explanations about how the different elements of the world 

relate to each other and why. This is not to say that they actually do. Theorizing about 

- and hence explaining of – the world is an effort to make sense out of it by ordering it 

and putting it in causal sequence. Doing so allows us to shed light on a segment of 

reality.  

(Reiter, 2013, p.7) 
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Figure  2 The "umbre l la" o f  theor i e s  

	

3.1.Creative	industries	
 

Creative industries are not like “old-style” industries that are named after what they 

produce (motorcycle industry, airplane industry, etc.), as in this case creativity is an 

input, not an output. Even though creative industries have most in common with 

service sector, it is hard to fit them in any specific sector as creative products and 

processes are found in all of them (Hartley, 2005).   

 

Probably the most influential definition of creative industries is one from UK’s 

Department for Culture, Media and Sport (2001), saying that “creative industries 

involve activities that have their origin in individual creativity, skill and talent and 

which have potential for wealth and job creation through generation and exploitation 

of intellectual property”. This definition covers thirteen sectors, namely: advertising, 

architecture, arts, crafts, design, designer fashion, film, music, performing arts, 

publishing, software and computer service, computer games, and radio and TV. It 

covers broad range of activities, yet it doesn’t include food or cooking in its 

framework.  However, as this general definition of creative industries clearly states 
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that individuals use their talent and creativity to produce something new that could 

create wealth, I decided to join cooking5 to this framework.  

 

Despite this very generic definition of creative industries, there are many authors that 

have different focus when explaining its notion. As cooking is all about creating a 

final dish that will satisfy one’s appetite, I decided to apply definition set by Jones et 

al. (2015) saying that combination of changes in semiotic codes and material usage 

reflect and drive innovation of a creative product. These two concepts of creative 

products shape our aesthetic experience and enable us to differ creative products 

(Jones et al., 2015).  

 

First of all, semiotic codes signify the symbolic nature of a product and shape how 

audience interprets it. If symbolic elements of those codes are represented in a certain 

pattern, then there is style that classifies those products. In industry like restaurants, 

codes experience dynamic change. The second dimension, the material usage, 

includes materials that are base for product creation, but also technology and socio-

techno systems that enable production and consumption of those products (Ibid). The 

degree of change in the material usage depends on decisions whether to use more 

quality products or different technologies. As Jones et al. conclude; “semiotic codes 

and the material base are to classify creative products that populate creative 

industries, creating distinct niches, which vary on their conformity to conventions and 

their degree of protection from market forces” (2015, pp. 5).  

 

Furthermore, Davies and Sigthorsson (2013), accordingly to the previous explanation 

of creative products, say that creative products are symbolic products, because 

creative individuals are making products that have meaning. That’s why creative 

industries can be defined as a combination of individual creativity and the mass-

production of symbolic creative/ cultural goods (Ibid).  

 

Creative industries experience continuous changes driven by different forces (Jones et 

al., 2015). One of the most important challenges is to keep a balance between art and 

                                                
5 I am talking about cooking in restaurants, where chefs generate their ideas and present it on a plate to their guests 
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economic value (Ibid). Those forces that help keeping the balance can be creativity 

and innovation.  

 

3.2.	Creativity	
 

There is such diversity in the use of term of creativity, so the clarification of 

definition relevant to this paper will be given. I will use the definition set by Amabile 

(1988) who says that “creativity is the production of novel and useful ideas by an 

individual or small group of individuals working together”. Those individuals have to 

show capability and willingness to engage in non-routine, experimental and uncertain 

activities (Jones et al., 2015). Such individuals and teams are working together in a 

network, usually in a particular city that is characterized by creativity more than some 

other cities. However, not only cities and network influence creativity, but also 

governmental policies and their support (Ibid). However, creativity is often 

considered as a talent, but it also can be seen as a goal-oriented process for producing 

innovations (Luecke, 2003). Yet, it is hard to identify those goal-oriented processes in 

individuals a priori their assignment to particular tasks (Ibid).  

 

Creativity used to be related only to those artists engage in art of music, painting, 

movies, and other cultural goods. It can be said that only in 2007, there was first 

formal announcement that raised chefs to a new level as artists  (Suárez & Caparrini, 

2013). That happened on the open ceremony of an art exhibition called Documenta 

12, where Ferran Adriá, one of the most significant chefs of haute cuisine and 

molecular gastronomy, was a special guest. The director of Documenta 12, Roger 

Buergel, included Adriá’s restaurant as a part of the exhibition, offering dinner for 

two people for 100 days. Many people had had arguments how both Buergel and 

Adriá were placing cooking where it doesn’t belong- to artistic creation. However, 

that event marked new era for chefs; and their cooking started getting an artistic label 

(Suárez & Caparrini, 2013).  

 

Ferran Adriá was a head chef of elBulli restaurant, the Michelin 3-star restaurant and 

considered one of the best chefs in the world. In order of creating the greater value for 

the guests and improved experience, Adriá had to come up with philosophy that 

would lead his staff in the long run (Suárez & Caparrini, 2013). He made a decision to 
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be creative and to make creativity the cornerstone of the business (Ibid). That shaped 

three phases of creativity: mastering the main techniques of haute cuisine, creating 

their own culinary language and explosion of creativity and attempts to make 

creativity sustained.  

 

3.2.1.Componential	Theory	of	Creativity	
 

In her work about organizational creativity and innovation, Amabile (1988) addressed 

ten qualities of an individual that influence creativity:  

 

• Various personality traits 

• Self-motivation 

• Special cognitive abilities 

• Risk-orientation 

• Expertise in the area 

• Qualities of the group 

• Diverse experience 

• Social skills 

• Brilliance 

• Naivete 

 

All of these qualities are working together and interacting with each other to influence 

individual creative behavior (Amabile, 1988). Furthermore, she outlines three major 

components that trigger individual creativity: dominant-relevant skills, creativity-

relevant skills and intrinsic task motivation. In her further research (2012), she adds 

one more component outside the individual: social environment in which individual is 

working.  

 

These components are foundation of the componential theory of creativity, which 

describes the creative process and the various influences on the process and the 

outcomes. The theory specifies that creativity is going to be the highest when all of 

the components are included in the process (Amabile, 2012).  
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Domain-relevant skills: These skills include knowledge, talent, expertise and 

technical knowledge in the domain in question. Number of personal qualities affects 

domain-relevant skills, such as the positive characteristics of expertise in specific 

area, certain of the special cognitive abilities, negative characteristics of being 

unskilled, factual knowledge about task in question and aesthetic criteria (Amabile, 

1988).  

It could be seen as a set of cognitive pathways that help one to solve a problem or a 

task. The larger the set of those cognitive pathways is, there will be more solutions 

and alternatives in resolving the problem.  

These skills serve as material for an individual that will help him/ her in a creative 

process- all personal qualities will be combined to create possible responses and to 

judge those responses (Amabile, 2012).  

 

Creativity- relevant skills: Without those skills, an individual’s performance would be 

just adequate and ordinary. If an individual holds creativity-relevant skills, his or her 

performance will become extra-ordinary, therefore those skills bring a level of 

creativity to a process (Amabile, 1988).  

 

“Creativity-relevant skills include a cognitive style favorable to taking new 

perspectives on problems, an application of heuristics for the exploration of new 

cognitive pathways, and a working style conducive to persistent, energetic pursuit of 

one’s work”  

(Amabile, 1988, p. 131) 

 

Personal qualities that build creativity-relevant skills are various personality traits, 

qualities of groups, social skills, diverse experiences and special cognitive abilities 

(Amabile, 1988).  Furthermore, these skills depend on personal training, experience in 

idea generation and personality characters (Amabile, 1983).   However, lack of social 

skills can largely harm the creative process. Individuals with creativity-relevant skills 

also have an ability of heuristically approaching to a problem: search for knowledge 

that will generate novel ideas (Amabile, 1988).  

 

There is also specific cognitive style relevant to creativity (Amabile, 1983):  

• Breaking perceptual set: “thinking outside the box” 
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• Breaking cognitive set: abandon an old set of unsuccessful problem-solving 

strategies and move into new direction  

• Keeping response options open as long as possible: approaching a canvas 

without definite plan will bring more solutions to a task 

• Suspending judgments: most responsible for positive results 

• Using “wide” categories: be able to see relations between wide range of 

information 

• Remembering accurately: those who can memorize large amounts of 

information have advantage in creative performance 

• Breaking out of performance “scripts6”: occasionally break out of well-used 

scripts 

 

 

Task motivation: Intrinsic task motivation is led by the passion to undertake a task 

because it is interesting, challenging or satisfying, rather than by extrinsic motivation 

arising from rewards and evaluations (Amabile, 2012). It is important to mention that 

there are also two elements concerning motivation that inhibit creativity: being 

unmotivated and being externally motivated. It could be said that motivation is the 

most important element in the creative process; there is no amount of creative skills 

and knowledge about tasks that could possibly compensate for a lack of motivation to 

undertake a task (Amabile, 1988). On the other hand, high level of motivation can 

make up for deficiency in domain-relevant and creativity-relevant skills (Ibid). 

Furthermore, it appears that motivation depends on work environment, and that it can 

vary not only from one domain to another, but also among tasks in the same domain 

(Ibid).  

 

To sum it up, according to Amabile (2012), people are most creative when they are 

motivated by their interest, enjoyment and satisfaction, and not by extrinsic 

motivation, such as creating competitive advantage. Some principal extrinsic 

motivators can influence motivation of an individual, so their existence in social 

environment is very important.  

 

                                                
6 set of steps for performing tasks or solving problems in a given domain (Amabile, 1983, p. 364) 
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The social environment: This includes number of factors in the environment that can 

inhibit or stimulate the intrinsic motivation and creativity (Amabile, 2012). There are 

many factors that can block creativity, such as strict norms and regulations, political 

problems within the organization, low-risk attitude and time pressure. On the other 

hand, there are many factors that stimulate creativity: collaboration among people in 

teams, positive challenge in the work, freedom in carrying out ideas and diversity of 

skills, etc. (Ibid). Managers play very important role in stimulating creativity; they 

should encourage development of new ideas, support innovation and encourage 

sharing vision within the organization (Ibid).  

 

To sum up, culinary creativity depends on the interaction among several factors, such 

as personality, motivation level, way of thinking and professional knowledge and 

experience (Horng & Hu, 2009). However, creativity as idea generation (Horng & 

Hu, 2009, Anderson et al., 2014) is often followed by innovation that includes idea 

implementation (Anderson et al., 2014).  

 

3.3.Culinary	innovation	
 

The simplest definition of innovation is that innovation is “a stage of implementing 

ideas toward better procedures, practices or products” (Anderson et al., 2014, p. 

1298). Those ideas have to be judged and accepted by stakeholders, and innovation 

starts when implementation of useful creative ideas is implemented (Lane & Lup, 

2014). There are several benefits from innovation, but in terms of restaurants and 

cooking, innovation enables restaurants to become competitive (Ottenbacher & 

Harrington, 2007). The solution to the problem of innovations in food industry easily 

being copied, lays in constant innovation.  

 

Fine dining restaurants are surrounded by highly competitive environment, so chefs 

have to successfully seek for ways to adapt to that environment (Ottenbacher & 

Harrington, 2007). Well-known chefs are always looking for innovation to make new 

dishes (Arboleya, 2008). Study by Stierand and Lynch (2008) addressed elite chefs as 

innovating artists and their culinary innovation is a result of chef’s artistic aspiration, 

learning and networking, and adapting to new dimensions. Innovations developed in 
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fine dining restaurants are usually original in their nature, including ingredients of top 

quality and the finest service, and require high-level tacit skills from chef 

(Ottenbacher & Harrington, 2007).  

 

3.3.1.Innovation	development	process	
 
 

 
Image 2 Innovat ion Deve lopment  Process ,  Source :  Ottenbacher  & Harr ing ton (2007) 

 

Ottenbacher and Harrington set a model that is integrating strategic action planning, 

food science, culinary art and marketing research (2007). This model includes seven 

steps that highlight important indications for fine dining restaurants, namely: idea 
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generation, screening, trial and error, concept development, final testing, training and 

commercialization.  

 

Idea generation: There are three elements that should be considered in the first phase: 

product consideration, tacit skills and sources of inspiration. Product consideration is 

regarded to chef’s choice of food product that will be basis for their idea. The starting 

point for chefs in this level of innovation process is to find out which products are in 

season. Chefs consider the quality of the products as the most crucial element in 

creating new dish. In the ideal world, chef would like to find products that are not 

(easily) available for competitors, as that would create competitive advantage for that 

chef’s restaurant. Tacit knowledge comes to the fore after chef’s decision on which 

product to focus on. During this stage, chefs are piling ideas in their head about the 

product; try to find a flavor that would perfectly fit to that product, or another 

ingredient that together with the initial product will end up in tasteful composition. 

There are three elements that chef should consider when thinking about perfect 

harmony between ingredients: taste, texture and color. The two most popular sources 

of inspiration are visiting colleague’s or competitor’s restaurant and reading cooking 

literature.  

 

“Cooking on such a high level means that just copying ideas would be the start of the 

end” 

(Ottenbacher & Harrington, 2007, p.449) 

 

Screening: The most common screening criterion is seasonality and quality of 

products. Other screening elements include cost efficiency, profitability, whether the 

dish has a balance with the rest of the menu and if the idea will be accepted on the 

market.  

 

Trial and error: Based on their tacit knowledge, chefs reconsider many possible 

combinations of existing ingredients, how they would fit together, which spices to use 

and which technique would be the best fit. In order to be as innovative as possible, 

chefs need to have broad experience in the field. After thinking about the idea in their 

heads, they give it a try in the kitchen. Individuals parts are cooked are often recooked 

for several times and assembled at the end.  
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Concept development: In this stage, idea that has been previously tested is now 

developed in a full concept. Developing a concept might include writing down the 

recipe, taking photos of completed dish or writing the instruction. The important 

factor that affects concept development is chef’s authentic style, meaning that chef’s 

roots and local character influence style of cooking.  

 

Final testing: Usually the restaurant manager is the first person that tests new dish. 

Other important final testing sources are sommelier, friends and regular guests. Final 

testing includes the sequence of how one should eat the dish, and eating experience 

depends on atmosphere in the restaurants.  

 

Training: Some restaurants first do training of their employees followed by final 

testing. However, majority of restaurants first do final testing and then they train their 

employees. Chef explains the whole process to his/ her kitchen crew expecting from 

them to cook 100% perfect dish every time they prepare it. It is also important to train 

waiters and sommeliers so guests will have top experience in the fine dining 

restaurant.  

 

Commercialization: This final stage is performed when the dish is offered to the 

guests in the restaurant. It also includes evaluation of the new dish, where managers 

keep track of its performance and undertake changes if necessary.  

 
 

3.3.2.Local	food	as	a	driver	for	innovation	and	creativity	
 
Lately, there has been lots of focus on food in general and particularly on local food. 

The food sector is one of the most valuable sectors in the global economy that brings 

about 4 trillion USD per year (Arcese et al., 2015). It includes all stages of food 

supply chain; from its agricultural production, distributing, retailing, food preparation 

to waste (Garnett, 2013). Because of its outspread, food sector is a major pollutant. It 

causes higher rates of greenhouse gas emissions, unsustainable water extractions and 

pollution, deforestation and loss of biodiversity (Ibid).  
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Recently, people have started seeking for food experience that will bring special 

elements of interpreting and understanding the food (Sundbo, 2013). Important fact is 

that those consumers are becoming increasingly interested if that food is local, if it 

comes from the closest geographical area and if the social value of community is 

brought into food innovation (Ibid).  

 

Here important notion comes to its emphasis: terroir. Terroir is an element that was 

given importance back at the beginning of the 18th century. The fundamental of this 

approach is to link taste with the place, to trace the taste back to mountains, farms, 

plants and animals (Trubek, 2008). At first, the meaning of the notion was strictly 

linked to wine, giving an importance to wine quality and wine (Leeuwen et al., 2004). 

It could be defined as an ecosystem of a given place, its climate, soil and the wine 

(Ibid). When it comes to food and cuisine, terroir is a core concept first mentioned in 

French nouvelle cuisine (Trubek, 2008), but rapidly spread through many others, 

explaining how taste of food should implement physical conditions of the single 

place: the soil, the climate, the cultivation methods, the social aspect (Sundbo, 2013).  

 

Having the local perspective in its focus, terroir can create a level of distinctiveness 

among restaruants, as it would represent an authenticity of the place. Local food has a 

potential to create sustainable practice as it reduces the effects of some of the greatest 

polluters (Ibid). According to Bassiére (1998) local food is part of one country’s 

heritage, and represents certain level of distinctiveness of a social group. Promoting 

local food as a gastronomic product by conserving skills and techniques helps to 

create, innovate and accept change (Ibid).   

 
 

3.4.	Gastronomic	identity	
 

Gastronomy comes from Greek word “gastros” which means stomach, and “nomos” 

the law, but its meaning represents two broad, overlapping areas. On one side, 

gastronomy would simply represent enjoyment in food and drinks, and on the other 

side it is a far-reaching area that encompasses everything about the food (Symons, 

2000), “the production of food, and the means by which foods are produced, the 

political economy; the treatment of foods, their storage and processing, their 
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preparation and cooking; meals and manners: the chemistry of food, digestion and 

psychological effects of food: food choices and customs and tradition…” (Santich, 

1996, cited Symons, 2000, p. 93). For the purpose of my research, I will take 

Santich’s definition of gastronomy as a cornerstone in explaining gastronomic 

identity.  

 

Gastronomic identity of one country should be based on its cultural heritage and offer 

a level of distinctiveness when it’s compared to other national cuisines (Fox, 2007). 

There are many benefits from creating a unique culinary identity; it creates 

recognition for gastro-tourists, it builds destination’s identity (both are important in 

economic sense, as this specific group of tourists includes above-average-income 

couples that search for good gastronomy place to be their next destination), and 

finally, it builds person’s social identification (Ibid). It is important if one wants to 

include national heritage in their cuisine, to actually communicate that heritage 

through the food. Culture and heritage are not only shown in museums and 

monuments, but also in transferring country’s ideas, beliefs and tradition; so food is as 

is important as visiting museums in an act of consuming cultural heritage (Ibid). The 

historical process and cultural and natural resources are necessary for one place to 

create its gastronomic authenticity (Hillel et al., 2013). These elements are part of 

geographic and cultural components, which means that geographical component 

blends into food unique characteristics of the location, and cultural component blends 

shared cultural value that comes from community (Ibid).  

 

“Successful gastronomic destinations are therefore those that satiate the appetite of 

gastronomic tourists for authenticity by offering products and experiences that 

faithfully communicate an intimate link between food, place and community” 

(Hillel et al., 2013, p. 202) 

 

For a gastronomic identity to be created is important to have a person or group of 

people that will initiate change in existing cuisine. For creating haute cuisine identity 

I relied on a archetype proposed by Svejenova, Mazza and Planellas (2007) who are 

saying that an entrepreneur can initiate change in cuisine if he or she undertakes four 

steps that shape potential for change: creativity, theorization, reputation and 

dissemination.  
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Creativity is achieved through constant generating of new ideas, new methods, 

concepts and techniques, and organizing of space, time and people. Theorization takes 

place in restaurant’s philosophy and evolutionary maps through record keeping, sense 

making and categorization. Reputation is shaped by author’s ideas being recognized 

and criticized by peers and critics. Furthermore, reputation is built if chef’s ideas are 

seen as worthy of attention. At the end, dissemination is about publications and events 

that chef attend in order to spread his or her ideas (Svejenova et al., 2007). 

 

However, even if chef tries to initiate change, there are many other factors that 

influence the acceptance of that change. Culinary movement will be successful if it is 

triggered by leaders in the culinary field, high-profile political personas and supported 

by scientists, media and the rest of audience (Byrkjflot et al., 2013).  

	

3.5.Critique	of	theory	
 
In my research I try to conceptualize idea of creating Croatian cuisine brand. 

Gastronomic identity seems to be one of the most important factors in order to 

succeed in creation of such a brand, however there are few researchers writing about 

that notion. I was primarily interested in describing how gastronomic identity is 

established, but most of the literature is investigating how enhancing gastronomic 

identity can attract more tourists (Fox, 2007, Lin et al., 2009, Béssiere, 1998), and not 

so many are explaining what is necessary to create gastronomic brand. 

 

Searching for literature that could be used in my research, I found many researchers 

talking about creativity and innovation, but mostly in the industries that are 

considered to be creative long since, and not in gastronomy. Even a book that 

explores the organization of creative industries, “Creative industries: Contract 

between Art and Commerce”, written by Richard E. Caves (2000), is exploring visual 

and performing arts, movies, sound recordings and book publishing, and lacks to 

mention gastronomy as one of those industries.  
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However, going through the literature, I found many articles that have created 

meaningful path in this research. Moreover, it is very important that the literature I 

used can answer data that I collected during my research. The data will be analyzed 

throughout the theory in the next two sections.  

4.	DATA	COLLECTION	
 

In the following chapter I will introduce the restaurants where I collected my data. For 

each one of them I will briefly present its history, philosophy of its business, its chef 

and awards.  

4.1.	Zinfandel's		
 

Zinfandel’s restaurant is situated in Esplanade Hotel in the heart of Croatian capital 

Zagreb. The restaurant was fully renovated in 2004, yet it has kept some details dating 

back to the beginning of the 20th century. It carries the name of the grape zinfandel 

that was exported from Dalmatia (coastal region of Croatia) to the USA. 

Consequently, the grapevine has become a trademark of the restaurant and today is 

served with specially marked dishes and dishes prepared according to Halal standards 

(Zinfandel’s, 2016a).  

 

Since the renovation, restaurant started getting more and more attention due to its chef 

de cuisine Ana Grgić that brought food to the new level. High society dining and 

Mediterranean chic inspire concept of the kitchen while at the same time serving the 

best “štrukli” in town. Restaurant’s menu often reflects the season of the year, proving 

that they offer the best fresh ingredients on a plate.  

Restaurant’s chef, Ana Grgić, was working alongside executive chef at the time 

Jeffrey J.Vella for three years, whereupon she became chef de cuisine herself 

(Zinfandel’s, 2016b). She continued Vella’s philosophy of cooking that focused on 

“keeping the actual tastes, respecting the ingredients, their seasons and the cultures” 

(Carpe Diem Club, 2016, Zinfandel’s, 2016b). Food is carefully linked to the broad 

offer of the wine list, selected by the first Croatian sommelier, Ivan Šneler (Dobri 

restorani, 2015a).  
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4.2.	Pelegrini	
 

For the second year in a row, nine years old restaurant Pelegrini holds a title of the 

best restaurant in Croatia. Situated in Šibenik, with the view of the Cathedral of St. 

James, listed on the UNESCO’s World Heritage list, the restaurant offers the unique 

experience of food and the atmosphere (Dobri restorani, 2015b). The 700 years palace 

where the restaurant is settled as well as local gastronomic heritage together with 

contemporary trends reflect the concept of the restaurant and talk to a modern guest 

who appreciates culinary innovation and creativity (Pelegrini, 2016).  

 

The chef and the manager, Rudolf Štefan, is probably one of the best Croatian chefs, 

opened the restaurant to integrate all the ideas he got during his travels and previous 

work experience (Story, 2015). Lately he shakes Croatian gastronomy scene with 

many innovative and creative food ideas, such as monkfish’ tripe7. The restaurant is 

led by the philosophy of reinterpreting traditional Dalmatian dishes (Pelegrini, 2016), 

serving local ingredients while using new and different techniques of food preparation 

(Dobri restorani, 2015b).  

 

Pelegrini restaurant is a member of Jeunes Restaurateurs d’Europe, the association of 

young restaurateurs of Europe who want to share their talent and passion for 

innovation in the cuisine (Pelegrini, 2016).  

 

The chef, Rudolf Štefan, is aware of Croatia’s richness of qualitative ingredients, 

which is not valorized. His mission is to use those local ingredients and to offer them 

in a new, more innovative and more creative way, while keeping the focus on the taste 

of the food (Suhi u čaši, 2013).  

 

4.3.	Niko	
 

Fifty-three years old Niko restaurant, located in Zadar, is a synonym for a unique 

gastronomy experience based solely on sea menu. Accordingly, house specialties are 

scampi, fish (guests can choose fish themselves from the fish selection) and the 

                                                
7 Tripe is a rustic Croatian dish made from beef or lamb offals 
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lobsters (from the restaurant’s aquarium) (Niko, 2016). For the last 15 years, the 

restaurant has been listed ten times in the top 100 Croatian restaurants.  

 

The restaurant’s philosophy is to create “the living room” for all domestic guests, as 

well as for the tourists, while being situated just a step away from the sea and 

musically accompanied by its choir “Niko” (Zadarski list, 2013). Combining these 

elements for the past 53 years, the restaurant has been very successful in creating its 

brand.  

 

4.4.	Paradigma	
 

Located in Split, Paradigma restaurant is a modern Mediterranean restaurant in which 

the chef, Ante Udovičić, finds his inspiration in traditional Dalmatian cuisine, among 

with Spanish, Italian, Greek and Provence cuisine (JRE, 2016a). The chef is using 

advanced cooking techniques on daily fresh ingredients in order to offer creative 

dishes. The menu is carefully coordinated with a best-of-Croatian wine list (Timeout, 

2015).  

 

Opened only two years ago, the restaurant already got on the top of “the best 

restaurants” lists. The idea behind the concept was to offer the people in Croatia 

dishes that are not too pretentious, and at the same time to create place where people 

will come back to try out new food. The restaurant was named Paradigma (eng. 

Paradigm) as the owner’s vision is to create comfortable ambient for guests to enjoy a 

dining, but at the same time to discover something new in their dishes (Wine time 

experience, 2015).  

 

4.5.	Opat	
 

The restaurant Opat is situated on the island of Kornat, which is part of the national 

park Kornati. It is incorporated into the intact environment that is marked with miles 

of handmade stonewalls, sending a message of respecting all ecological principles. Its 

kitchen is based on Mediterranean food, from seafood that are fully used in cooking, 

to the herbs that are grown on the slopes of the island (Opat, 2016). Selecting freshly 

caught fish from the local fishermen creates the experience of the dining as the menu 
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basically changes from day to day. The restaurant is very famous for its offer of the 

raw fish, known as carpaccio.  

 

The problem is that the location of the restaurant is in the island of Kornat, which, as 

the rest of the archipelago doesn’t have fresh water nor electricity. The owner finds it 

very difficult to manage the restaurant in such conditions and in the same time to 

comply with government regulations.  

4.ANALYSIS	
 

In the following chapter I will present the data I collected from the interviews with 

chefs and managers of previously mentioned fine dining restaurants in Croatia. 

During the analysis of the data, I detected common and diverging patterns and 

identified key concepts that are the most relevant for answering my research question.  

 

4.1.	Mediterranean	cuisine	as	basics	
 

All of the analyzed restaurants are based on Mediterranean cuisine. Croatian cuisine is 

known as a cuisine of regions, as each region has its own cuisine. Each of these 

cuisines is influenced by years long impact of many historical invaders over Croatian 

territory. However, it seems that fine dining restaurants in different regions of Croatia 

are all led by seafood menu, usage of Dalmatian and Istrian (both coastal regions of 

Croatia) olive oil, Istrian truffles and Mediterranean spices, such as basil, rosemary 

and capers.  

 
 
 
Zinfandel’s Pelegrini Niko Paradigma Opat 

Smoked 

Adriatic 

langoustine 

with pine nuts 

cream 

Octopus salad Camshells Cuttlefish 

napkin 

Marinated 

conger 

Poached Truffle and All types of Sous vide lamb John Dory 
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oyster, herbs 

soup and 

kikuna leap 

tempura 

prosciutto 

pappardelle 

with sheep’s 

milk cheese 

and fresh 

parsley 

fish “á la 

brodetto” 

leg, lamb brain 

espuma and 

garlic coulis 

with Truffles 

Glass noodles, 

sesame foam, 

Adriatic 

langoustine 

Monkfish tripe 

with polenta 

Rocket with 

crabs 

Sous vide 

Adriatic sepia 

Tuna 

Carpaccio 

 Lamb with 

paprika puree 

Tuna mousse  Lobster risotto 

 

Table  1 Menu comparison ( took f rom res taurants '  webs i t e s ,  whole  menus are  presented  in  appendix 3)  

 

Even tough investigated restaurants are located in different cities of Croatia 

(Zinfandel’s is in the capital city region, Paradigma, Niko and Pelegrini are in bigger 

coastal towns and Opat is on the island Kornat that is 3 hours far from the mainland 

by boat), the basics of their menus are not so different. As it can also be seen in the 

menus (Appendix 3), the majority of the menus includes different types of fish 

prepared with different techniques and accompanied with various side dishes. 

 

However, for none of these dishes could be said that there are solely Croatian. You 

can find oysters, truffles, tuna fish and cattle fish, as well as many others that are 

listed in menus of those Croatian fine dining restaurants, in many other restaurants 

alongside Mediterranean coast, starting from Greece, over Italy and French Provence 

to Spain. Some of the best fine dining restaurants in those countries are offering 

similar food, as Scala Vinoteca in Athens (Scala Vinoteca, 2016), Palazzo Petrucci in 

Napoli (Palazzo Petrucci, 2016) and Flaveur in Nice (Flaveur, 2016).   

 

Comparing these menus, it is evident that Croatia is following more international food 

trend, than actually creating its own. Even in the mainland regions of Croatia, most of 

the well-known restaurants offer different interpretations of Mediterranean cuisine. 
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The manager of Zinfandel's Restaurant thinks that relying mostly on Mediterranean 

cuisine will attract domestic guests. Their guests are mainly tourists that are staying in 

the hotel where Zinfandel's is located. Attracting guests that live in Zagreb would be 

more successful if their menu includes fresh Mediterranean food. However, if 

"natives” want to come to the restaurant, it has to offer them something that will make 

them feel like at home. As he says:  

 
“Our menu is based on the Mediterranean cuisine, but it has that “touch” of Zagreb, 

it is adapted to every person’s palate and primarily to Zagreb guests, who we would 

like to see more often in our restaurant, and not only foreigners” 

 Stjepan Okun, Restaurant manager of Zinfandel’s, 20168 

 

On the other hand, Pelegrini restaurant is led by the philosophy of keeping the 

Mediterranean and Dalmatian cuisine at its core of the business, while using different 

techniques to improve the tastes. The chef, Rudolf Štefan, thinks that this type of 

cuisine is significant enough. The restaurant attracts enough guests so he doesn't even 

want to be further exposed in the media (Pelegrini, 20169).  

 

Moreover, the chef of Pelegrini, as well as manager of Niko, shares some similar 

thoughts. They both think that Mediterranean cuisine is fundamental to Croatian 

cuisine, and it reflects an image of a light food that includes lots of fish, shrimps, 

lobsters, red meat, legumes and high-quality olive oil in combination with many 

different Mediterranean spices. Their philosophy is to use whatever they have “in 

front of their restaurant” and as both restaurants are located in the coastal cities of 

Croatia, they have lots of fresh ingredients. 

 

"The restaurant created a brand for itself; guests come here because they know they 

will eat the best fish that they can pick from our aquarium, the fresh lobsters, shrimps 

that are caught in the Zadar channel. We don't like when some foreigners come and 

ask to put mayo next to their fish. Croatians are very simple, we have fish, we put 

some olive oil, garlic, and parsley, and here you have the perfect meal. And that's 

what we sell. Excellent seafood." 

                                                
8 From now on, this interview will be quoted as S.O., 2016 
9 From now on, this interview will be quoted as R.S., 2016 
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Stipe Šimunov, Restaurant Manager and chef in Niko, 201610 

 

However, the concept of Paradigma is set by some broader view. The manager’s 

opinion is that Dalmatian cuisine is influenced by South Italy, Greece and the Middle 

East.  

 

"This is a modern Mediterranean restaurant serving modern Mediterranean cuisine, 

inspired by traditional techniques and traditional ingredients. It is Mediterranean, 

and not Dalmatian, as you feel some influence from Italy, Greece, France, the Middle 

East, etc. This influence marked our cultural as well as our gastronomic heritage." 

Zoran Pejović, Restaurant manager of Paradigma, 201611 
 
 

The manager, who is also a chef in the Restaurant Opat, has some "geographical" 

thoughts about his kitchen. As the restaurant is on the island of Kornat and it is 

surrounded by the Adriatic Sea that is a part of the Mediterranean Sea, no other food 

but Mediterranean should be served. He thinks that guests are more likely to come to 

his restaurant because of the unique position he offers than to any other with the same 

type of food. Guests can arrive there only by boat and consequently the group of 

guests frequenting the restaurants is wealthy guests. So the manager says that he 

wants his guests "to feel the full experience of the ambient, and food is part of it” 

(Ante Božikov, Opat, 201612).  

 
 

4.1.1.	Croatian	gastronomic	heritage	creating	a	difference	
 
To create its gastronomic brand, Croatia has to change the concept of its marketing 

(Fox, 2007). The initial problem is a widespread belief that food is not part of the 

cultural heritage. If there already exists a rich gastronomic heritage, it should also be 

easy to create a gastronomic identity (Ibid). Creating a gastronomic identity and 

attracting people to taste it, will gradually initiate more and more people to consider 

food as important as visiting museums (Ibid).  

                                                
10 From now on, this interview will be quoted as S.S., 2016 so it is not confused with website reference 
11 From now on, this interview will be quoted as Z.P., 2016 
12 From now on, this interview will be quoted as A.B., 2016 
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As it is seen from the interviews, the interviewees find Mediterranean cuisine to 

influence Croatian, or even some have said that Dalmatian cuisine is part of the 

Mediterranean cuisine. There is no significant gap between these two. Even if it can 

be linked to touristic branding, the authentic gastronomic experience is a matter of 

innovation and creativity in a cuisine (Hillel et al., 2012). That being said, successful 

gastronomic destination links food, place and the potential of the community to create 

something authentic.  

 
Thus, the restaurants could be the one to initiate changes in gastronomic identity as 

long as they have some degree of creativity and innovation among its staff, moreover 

its chefs. Chefs have to be capable of consistently playing between creativity and 

gastronomy for the sake of novelty in the cuisine (Stierand et al., 2014). As Jones et 

al. said (2015) creativity is all about combining elements that already exist for the 

sake of creating something new. In accordance to that, the manager of Paradigma 

mentions: "Once we ordered a box of rucola from our supplier and the company sent 

a box of basil instead. Our chef didn’t return it but created a new meal with what he 

had then” (Z.P., 2016).   

 

4.1.2	Chefs	vs.	the	Change	
 
A chef has to be capable of creating a new technique that will multiply the 

possibilities of creating new dishes (Suárez & Caparrini, 2013). A new recipe will 

create only one dish, but creating many new techniques, concepts or preparations will 

create possibilities of preparing so many dishes (Ibid). Therefore, chefs are not 

considered to be only skilled workers; now they have become inventors of creative art 

that are capable of provoking remarkable dining experience for the guests (Ibid).  

 

"I don't like the idea that in Croatia people still think that being a chef is easy. 

Doesn't matter the time that we spend the kitchen, and the fact that we are in the 

restaurant for almost every day and each holiday. So few people understand that your 

restaurant is your stage, and you need to offer something that will make people 

happy, and they will want to return. Here I have plenty of fish, and I am going to 

make the best of it, so my guests enjoy it." 
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A.B., 2016 

 

Furthermore, Stierand and Lynch (2008) say that chefs are not culinary snobs, but 

“innovative and artistic omnivores” that engage in culinary creation if they are in a 

constant process of learning and networking and influenced by the international 

gastronomic world as well as by their interpersonal relations.  

 

"I have a degree in economics, and I tried to work in that field. Soon after I 

discovered I want to be a chef, and I started my journey. I worked in many 

restaurants all over Europe, met many great chefs, some of them with one, two or 

three Michelin stars." 

R.S., 2016 

 

Ante Udovičić, a young and talented chef in Paradigma, changes his menu seasonally. 

It is very hard to come up with new ideas quarterly, especially because those new 

ideas have to bring the dose of freshness.  He constantly travels with his colleagues to 

the best world restaurants from where they draw some ideas (buro247, 2015). 

Moreover, the manager and the chef of the restaurant are planning to create a business 

relationship between Paradigma and few Michelin star restaurants so that kitchen staff 

can go in those restaurants for a type of internship (Ibid). That establishes a stronger 

relationship between restaurants and creates a desire to be more creative and 

innovative.  

 
 

4.1.3.	Chef’s	qualities	
 

For any creativity to happen, chefs and the rest of restaurant staff have to possess 

some skills and qualities (Amabile 1983, Amabile 1988, Amabile 2012). In her 

researches about creativity, as aforementioned, she addressed ten qualities that 

promote creativity. However, my respondents in the interviews haven’t mentioned all 

of them.  

 

Various personality traits, such as curiosity, energy and persistence characterize a 

creative individual. As the manager of Zinfandel's Restaurant (S.O., 2016) says:  
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"Ana (Grgić, the chef) never stopped believing in creating something bigger than just 

a hotel restaurant. People have this hotel food stereotype, and they think that we cook 

liters of soup or goulash in huge pots. She thought outside the box and her desire 

brought this restaurant to a new level". 

 

Self-motivation is another quality that a creative individual should have. If a chef is 

not excited about his or her work and the lack of enthusiasm or commitment is present 

(Amabile, 1988), the restaurant won’t experience that shift from the ordinary to 

extraordinary and distinctive.  

 

"If you want to open a restaurant, do you know that you have to give up on most of 

your everyday habits? Especially if you are going to cook in that restaurant. Today is 

a Valentine's Day, and I am not spending it with my beloved. I am here since eight 

this morning, and going to be here until midnight probably."   

R.S., 2016 

 

According to that, devoting yourself to your work is one of the most important 

features of a person. From some other interviews, it is seen that chefs do not have so 

much time for their everyday rituals and that the most of their time pass in the 

kitchen. On the one hand, I understand that a chef has to be in the kitchen for at least 

the busiest period of lunch and dinner, but on the other hand, I asked myself if that 

influences on chef's self-motivation. Working for at least 8 hours per day, day to day, 

surrounded mostly by the same people seems somehow confined. Wouldn't it be 

better if those chefs start creating something new so the routine of their job becomes 

more interesting and the level of self-esteem and self-motivation rises?  

 

Furthermore, it is evident that a creative individual has to have some expertise in the 

area, meaning that he or she has experience and acquired knowledge in the particular 

field (Amabile, 1988). Not all of the restaurants that I talked to have chefs that are 

educated particularly in culinary schools and did practice in some renowned 

restaurants. However, chefs from Paradigma, Pelegrini and Zinfandel’s, who are 

ranked higher than the other two restaurants, have a long education experience and 

working in many restaurants.  
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For Ante Udovičić, the most important part of his culinary education is influenced by 

the very famous French chef, Jean-Marc Tachet (buro247, 2015). He learned the most 

about different techniques of cooking; so today he prefers "sous vide" style, which he 

brought from France (Ibid). Both Ante Udovičić and Ana Grgić spent a significant 

part of their life in the kitchen and educated themselves in that direction since early 

ages (Z.P., 2016, Zinfandel's, 2016b). On the other hand, Rudolf Štefan finished 

university where he studied economics, and just afterward he figured out he wants to 

open a restaurant. He started culinary classes as well as cooking in many Michelin 

star restaurants (R.S., 2016).  

 

Furthermore, according to Amabile (1988), it is important to have good social skills. 

People that are good listeners, good team players and are open to hearing other's ideas 

are to be more creative or also to influence creativity in their teams (Ibid). According 

to the chef of Opat, "it is important to have a friendly working atmosphere in the 

kitchen, and you need to be ready to hear any proposal or criticism for your dish” 

(A.B., 2016).  

 
 

4.2.	Enhancing	Croatian	cuisine		
 

To look how gastronomy can become a brand, first, we need to look at Croatian 

history. Since the 12th century, Croatia alternately had been under three big invaders: 

Turks, Italians, and Austro-Hungarian Empire. Each of these nations left a significant 

mark on the Croatian culture. For example, Croats find it very in common to drink 

Turkish coffee for hours. It is an everyday thing to meet for coffee in the morning and 

welcome lunch while still drinking morning coffee. Regarding food, one can find 

many interpretations of Turkish pita in Croatian bakeries. From Italians, Croats 

adopted a habit of eating lots of bread with almost every possible food, even with 

pasta. Many restaurants are offering only Italian food and many Croatians claim to 

make better pizza than Italians. In the end, Austro-Hungarians left a significant 

impact concerning preparation of soups, different types of stews and different 

techniques of processing meat.   
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To sum up, Croatia has four different, quite distinctive cuisines. While Istrian and 

Dalmatian are based on light Mediterranean cuisine, on the other hand, the cuisine of 

Zagorje and Slavonia are characterized by cooking on lard and dense flavors. The 

manager of Niko says: "If you ask a tourist in Croatia what Croatian food they ate, 

they will say ćevapi or beefsteak or some pasta. We, as a country, don't offer 

something that can for sure be said it is Croatian. And that you can try it in each part 

of Croatia. In Zadar, you can eat brodetto, which is ultimately Dalmatian, and then in 

Osijek; you only can eat ten different pork sausages” (S.S., 2016). 

 

Every famous cuisine, such as French, Spanish or Nordic, has its techniques and 

ingredients that make it distinctive from others. Even though most of these cuisines 

are still divided in regional cuisines, like Croatian is, the level of recognition is widely 

set. For Croatian cuisine, it can be said it is a merged spot of Balkan, middle 

European and Italian influences. 

 

4.2.1.What	would	Ferran	Adriá	do?		
 

Croatia might need a person or better say a movement; that will start its renovation 

from an old, tedious type of cuisine, to a high end, haute or nouvelle cuisine. Probably 

the world's most famous restaurants for years, Spanish elBulli, started its business 

with the vision of differentiating from everybody else (Suárez & Caparrini, 2013). 

The restaurant focused on serving locally influenced food based on variations from 

nouvelle cuisine, which marked the separation from classical culinary art (Ibid). Soon 

after, the restaurant focused on creativity as a cornerstone of distinguishing itself and 

positioning as a high cuisine restaurant (Ibid).   

 
When Ferran Adriá, superstar chef from elBulli joined the restaurant team (in 1983), 

elBulli already had two Michelin Stars. Gradually, his creativity has become the 

milestone for New Spanish Cuisine, and his artistry was symbolized by using a 

variety of contrasts, the concepts, the techniques and the creative methods (Svejenova 

et al., 2007). New technologies are an important factor in a culinary innovation as 

they can be both influenced by chefs or influence chefs in their process of learning 

and innovating (Stierand & Lynch, 2008). From the interview with the manager of 
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Paradigma, it can be said that ingredients also influence discovering new techniques 

and creative methods.  

 

"My chef noticed the boredom of serving ordinary baba ganoush13 so he decided to 

change ingredients a bit, put it in the compressed bottle and under nitrogen pressure 

create a baba ganoush foam. The importance of that process is because he used it in a 

dish of a Sicilian origin, and consequently he created our version of Mediterranean/ 

Middle East dish" 

Z.P., 2016 
 
As Svejenova (et al., 2013) mentioned, entrepreneurs, like Ferran Adriá did, can use 

four mechanisms to generate change: creativity, theorization, reputation, and 

dissemination. For him, creativity is a way of life, and it is a union of two elements: 

will and ability. The important thing to do while engaged in the creativity is to seek 

continually for novelty (Ibid). And innovation is possible "if creativity denotes the 

chef’s willingness to come up with new concepts and techniques and his ability to do 

that through methods for creativity and organizing” (Svejenova et al., 2013, pp.547).  

 

As already mentioned from one of the interviews, the concept of the foam (baba 

ganoush foam from Paradigma) marks the essential difference between classical and 

nouvelle cuisine. It differentiates the cuisines because it opens many new possibilities 

to combine concepts and thus to increase the level of innovation (Svejenova et al., 

2013). 

 

Furthermore, methods of creativity and organizing are mentioned as a trigger for 

creativity (Svejenova et al., 2013). None of my respondents mentioned any particular 

methods that are used to increase a level of creativity in a dish. However, from their 

menus, it can be seen that chefs are probably using some creative methods. 

Zinfandel's offers lard chips, which might require some unique methods to prepare it 

(Appendix 4.1) Regarding organization, it refers to a possible separation of the 

restaurant and the lab where food concepts and techniques are tested. Only one chef 

(R.S., 2016) from those that are interviewed mentioned that he is trying to prepare 

new dishes outside his restaurant, which would be at his home. However, I would 

                                                
13 Baba ganoush is a Levantine dish of cooked eggplant mixed with onions, tomatoes, oil and various seasonings 
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guess that those dishes prepared outside the restaurant cannot be prepared using many 

different techniques, and it is maybe only to start a concept of a new dish. 

Another element of the organization is a committed team. For the manager of Niko, it 

is critical that a kitchen personnel is working "all for one and one for all” (S.S., 

2016). Furthermore, in Zinfandel's Restaurant, it is important that each member of the 

kitchen can help another one any time needed (S.O., 2016).  

 

Besides creativity, another mechanism is theorization (Svejenova et al., 2013). If 

engaged in theorization, a chef, and his restaurant should maintain the track of the 

restaurant's evolution in a synthesis and an evolutionary map through record keeping, 

self-reflection, and categorization. If we talk about the restaurants that I investigated, 

none of them is thoroughly engaged in a process of theorization. However, it can be 

noted that most of them are doing record keeping in some way. Chef of Paradigma 

restaurant is traveling around the world, together with his manager and sous chef to 

check for new trends and to gather new ideas. They flew to Copenhagen to eat in 

Noma as one of his sous chefs is trying to implement Nordic cuisine influence in 

Paradigma's cuisine (buro247, 2015). They write down all ideas from their trips, as 

well as ideas from everyday life, and try to implement them while creating a new 

dish. In accordance to that, the chef from Opat restaurant says that he always tries to 

write down ideas that cross his mind thousands time per day. He "follows" many 

food-oriented profiles on Facebook and Instagram, and he draws many ideas from 

there (A.B., 2016).  

 

As Svejenova, Mazza and Planellas say (2013), theorization feeds into reputation; 

"what artists do in their lifetimes to facilitate the survival and future identification of 

their oeuvres is critical in determining whether, and how well, their names will be 

known to posterity” (Lang & Lang, 1988 as cited in Svejenova et al., 2013). When 

talking about reputation, there are two elements to distinguish: the recognition by 

peers and critics in the field and the renown beyond professional circle, and chef's 

efforts to project and protect new ideas (Svejenova et al., 2013). 

 

Manifested in evaluations of a chef's performance, the recognition is the esteem in 

which artists are held (Svejenova et al., 2013). For example, awards are the 

manifestation of chef’s and restaurant's recognition. "Dobri restorani" (eng. Good 
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Restaurants") is a platform in Croatia that wants to stimulate competitiveness between 

restaurants and raise the quality of restaurant service (Dobra Hrana, 2016). Since 

2012 five hundred people across the whole country have been grading the general 

level of satisfaction in a particular restaurant. Last year Pelegrini was awarded the 

best restaurant in Croatia, and for the previous two years, it had been holding high 

position between top five restaurants. On the other hand, Paradigma is quite young 

restaurant (opened two year ago) but it already started rising very high on the list of 

some unofficial reviewers (punkufer, 2015). For the manager of Paradigma, that 

seems “quite absurd, because how is it possible that we are already listed as the top 

restaurant, and we have been opened for not even two full years” (Z.P., 2016). Ana 

Grgić is recognized among her peers for risotto that is listed among 101 best risottos 

in the world in 2013 (Zinfandel's, 2016c). Two other restaurants, as well as three 

previously mentioned, are rated very high on Trip Advisor, and three of them (Niko, 

Pelegrini and Zinfandel's) have received the Certificate of Excellence (Trip Advisor, 

2016). 

 

At the moment, one of the most prestigious statuses among chefs in Croatia is being 

part of JRE (Jeunes Restaurateurs d'Europe), the largest association of young chefs of 

Michelin-starred or comparable level in Europe. First, it is important to mention that 

Michelin Guide still has not entered Croatian market, as Rudolf Štefan says: 

"Michelin Guide won’t come to countries where it won’t sell more than 60,000 copies 

of its guide, and Croatia is one of that countries for sure” (R.S., 2016). It means that 

Croatian chefs who are part of JRE enjoy notable recognition among their peers. 

Pelegrini and Paradigma are both members of this association (JRE, 2016b).  

 

Renown is a more cosmopolitan than recognition and it means that there is interest 

from general press about chef's work (Svejenova et al., 2013). Croatian public yet 

doesn't seem to be very interested in gastronomy scene in Croatia and there are still a 

small number of people that are engaged in those types of events. For many people is 

still more important to be seen in a popular restaurant than actually enjoy the 

restaurant's offer. 

 

“I am not happy if people are coming to my restaurant only because they heard it is 

one of the best restaurants in this region, so they can sit here, take photo and post a 
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“check in” on Facebook. And they will leave having no idea what they have just 

eaten.” 

Z.P., 2016 

 

In accordance to the lack of interest in Croatia for gastronomy scene, there are not 

many events organized by some other circles but gastronomic in which restaurants 

and their chefs are presented. However, there was a big event in a Museum of Broken 

Relationships14 in Zagreb. Thirteen chefs from JRE Croatia prepared an exclusive 

charity dinner. Aim of the dinner was to collect money to build shelters for children 

and women that are victims of violence (Kozlović, 2016). Media accompanied the 

whole event.   

 

However the chef of Pelegrini doesn’t think that being too exposed in media is a sign 

of success, and he states that “I don't need media coverage, people already know for 

me, and I kind of don't want too many people coming here if they don't have free 

table. For me it is bigger success to function in a city like this, where I am able to pay 

off my people, my suppliers, cover all expenses and still survive with my family” (R.S., 

2016). The manager of Paradigma thinks that awards are at the same time important 

and mishit as they are coming mostly from colleagues (Z.P., 2015).  

 

At the end, dissemination is the mechanism for spreading new ideas that have been 

generated through creativity, theorization, and reputation (Svejenova et al., 2013). It 

includes chefs' publications and presentations as well as their efforts to spread their 

work. None of the chefs from interviewed restaurants have published any books or 

contributed to selected magazines (Ibid).  

 

These mechanisms are some of the elements that a chef that would initiate a change in 

Croatian cuisine should have. The manager of Zinfandel’s states that chef Ana Grgić 

could be one of the people that are starting a movement toward Nouvelle Cuisine in 

Croatia.  

 

                                                
14 Museum won a Kenneth Hudson prize for the most innovative museum in Europe in 2011 
(https://brokenships.com/en/news/we_won_emf_kenneth_hudson_award_2011) 
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"Ana is a talented young chef that strives to perfection and constant improvement. As 

she is one of the few women chefs in Croatia in high ranked restaurants, she receives 

quite lots of attention. If judging by these two facts, I believe she can be a cornerstone 

in creating Croatian gastronomic brand. " 

S.O., 2016 

 

The manager of Paradigma shares some similar thoughts saying that change will be 

possible if Croats change their state of mind. It won’t be easy to convince them to 

change it unless some popular restaurant or chef launches it. The chef from Opat 

restaurant agrees with that statement, claiming that he cannot initiate change, as he is 

not as popular as his colleagues from Paradigma, Dubravkin Put (Zagreb), Foša (in 

Zadar) or Pelegrini.   

	

4.2.2.	The	Process	of	Creating	New	Nordic	Cuisine	
 

If it is to compare with one of the most popular gastro movements these days- New 

Nordic Cuisine, Croatia needs to have three mechanisms. It has to choose an empty 

label without previous meaning in the food, the invitation for participation for the 

most innovative initiatives and the organized dissemination of the label through the 

creation of scientific stories (Byrkjeflot et al., 2013). One thing that Nordic countries 

had, and that cannot be said for Croatia, are politicians and public servants that saw an 

opportunity to pursue a political agenda for state branding. Considering rough politic 

situation in Croatia15, there would be a lot of problem in initiating change that is 

supported by politicians.  

 

There are also several factors that influenced the shaping of New Nordic Cuisine. 

First of all, fine dining restaurants became more important and in general people 

started frequenting restaurants more often than they used to before (Byrkjeflot et al., 

2013). Many international restaurants were opened and instantly gained popularity 

(Ibid). However, in Croatia, it is still not so popular to go out for lunch or dinner, so 

the restaurants mostly rely on tourists. According to the chef of Opat, "Croats don’t 

have the culture of going out for a dinner. It is normal in Denmark, right? Or in many 

                                                
15 Constant competition between «left» and «rights», mostly prejudicial to Croatian public 
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Western countries. Now you can see some shift; more young people are gathering in 

the restaurants, but it is still not as it should be” (A.B., 2016). The chef of Pelegrini, 

as well as manager of Paradigma, is also emphasizing a big financial crisis that 

Croatia has been going through for ages. They both state that fine dining restaurants 

cannot be as popular as many Croatians are hardly surviving a month with their 

incomes. 

 

The financial crisis is link to the second factor, which states that economic prosperity 

of Nordic region made it economically possible for people to dine out, seeking for 

gourmet food (Byrkjeflot et al., 2013). The average wage in Croatia16 is around 5500 

HRK (1 HRK≈1 DKK), but one will spend around 1500 HRK per month for utilities, 

1500 more for rent and the rest is left for the normal life (Numbeo, 2016).  

 

Third factor is existence of culinary movements around Europe, which is one of the 

factors that can push Croatia to initiate its gastronomic movement (Byrkjeflot et al., 

2013). The next factor, the growing interest in food, especially gourmet food, can also 

be seen in Croatia. However, it is not affecting many people only a few groups. It is 

also worth mentioning that growing number of opening restaurants with different 

concepts is spotted. 

	

4.3.	Sustainability	in	terms	of	local	production	
 

The manager of Zinfandel's Restaurant says that Ana Grgić keeps going to the local 

market where she searches only for the local ingredients. However, Rudolf Štefan 

thinks it is impossible always to get a locally grown ingredient. Furthermore, he states 

that sellers on the market will want to sell you everything, no matter what. 

 

"If you ask them where a tomato came from, they will say they don't know. After a 

while, they will say it came from Konzum17. When you go to Konzum and ask where 

the tomato came from, they will say it is from their distributor. The distributor will 

                                                
16 Cost of living in Croatia is 41.88% lower than in Denmark (http://www.numbeo.com/cost-of-
living/country_result.jsp?country=Croatia) , but the average salary in Denmark is 3149 EUR, while in Croatia is 880 
EUR (https://www.reinisfischer.com/average-salary-european-union-2015)  
17 The biggest Croatian retail chain store 



 60 

say it is from Spain. But on the market tomato will still have the label that it is locally 

grown.” 

R.S., 2016 

 

The problem of local food becomes bigger during the summer when the number of 

restaurants almost doubles. The reason to that is the touristic season, which causes the 

only seasonal existence of many restaurants on beaches and in highly touristic areas. 

The local suppliers cannot supply every restaurant like they could do during the non-

touristic period. Only in the place where I live, there are only four restaurants that are 

open throughout the whole year, and during summer, there are eighteen restaurants. 

And my town counts barely 2,500 people, yet during summer, the number rises to 

even 10,000. How many local farms should exist to cover that high demand?  

 

The problem in Croatia is that government doesn't support local farmers. The trend of 

importing food keeps growing. In 2013, Croatia imported $2,5 billion worth the food. 

In 2014, it kept growing by 13,9% and in 2015 by 22,7% (Poslovni-info, 2015). 

Because of that, many local farmers have been shutting down their enterprises; only 

in 2013 more than 3000 enterprises were closed (Index, 2013). 

On the other hand, if the local farmer entrepreneur keeps running the business, high 

taxes rates and the rest of the liabilities are not stimulating that type of business to 

grow. The manager of Opat draws attention to the quality of the products. For him, 

the products that come directly from rural areas and small-scale producers are the 

ones that make dishes as special as they are. He knows that those ingredients are not 

sprayed with pesticides, unlike those bought in the market. However, because of 

HACCAP regulations, it is very hard to “smuggle” those products to his kitchen.  

 

"I know that my grandma's friend has the best tomatoes in the area. But she grows 

them in her garden, doesn't have a legal enterprise, so she is practically not allowed 

to sell it to me. We could both get fined. These HACCAP regulations are just too 

much sometimes. Each tomato or any other ingredients I buy for my restaurant needs 

to have a label, a document for some institution claiming it's healthy, or similar 

nonsenses." 

A.B., 2016 
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In France, a government has been stimulating the local production. Gradually, local 

tastes have become a synonym for superior quality, and the French are willing to pay 

a higher price for those tastes (Trubek, 2008). The consumer insists on a closer 

relationship with the producer of his food as an adequate labeling gives a guarantee 

about the history and the nature of the product (Bessiére, 1998).   

 

In Croatia, however, the situation is different. Only the manager of Zinfandel's claims 

that the Croatian guests appreciate if ingredients are seasonal or locally produced. As 

he says: “My guests know that we have asparagus from the local area, and they insist 

on having them on the plate. Doesn't matter the price of the dish, it is only important 

that the asparagus comes from local farmers” (S.O., 2016). On the other hand, 

informants from Pelegrini and Paradigma restaurants share a different opinion; 

"Croatian guest will never pay more for local production. The social awareness is 

still not very high in this society” (Z.P., 2016). Furthermore, they both state that is not 

a problem of restaurants, but the general problem of the state.  

 

"I am very responsible when it comes to sustainability, and here I start with the 

garbage. The staff separates trash, and we make vegetables and fruits into compost. 

The problem is when trash men come; they fit all trash cans in the same van. 

Separation then finishes, and you are left to think about your procedures." 

 R.S., 2016 

	

4.3.1.	Simplicity,	Purity	and	Freshness	
 

New Nordic Cuisine has become a movement driven by the desire to create a 

common culinary identity and inspired by the existence of many quality raw materials 

(Byrkjeflot et al., 2013). The New Nordic Cuisine Manifesto was written in 2004 and 

stated the basic principles behind the concept of New Nordic Cuisine, which included 

simplicity, purity and freshness (New Nordic Food, 2011). These factors can easily be 

related to Dalmatian as well as Mediterranean cuisine. Simplicity means that on the 

contrary from French or Chinese cooking that are using highly complex methods and 

combining a huge range of ingredients, New Nordic Cuisine utilizes fewer, but more 
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high-quality ingredients grown under Nordic condition (New Nordic Food, 2011).  

Ingredients should be recognizable, and their preparation should present the local 

characteristics (Ibid). This philosophy of simplicity is closely linked to the philosophy 

behind the concept of Pelegrini: “Local ingredients are our main inspiration. We 

reinterpret traditional Dalmatian dishes.  We offer you Dalmatia on a plate but with a 

twist. Our creations are bold but made of familiar ingredients, but first and foremost- 

tasteful” (Pelegrini, 2016). 

 

Just like the Nordic landscape, the Croatian one is quite sparsely populated (75 

people/square meter (DZS, 2011)) and the process of Ruralists moving to a bigger 

city has been growing for the last two decades (Nejašmić & Toskić, 2000). The vast 

areas of land, mostly untouched, clean air and pure water have a tremendous impact 

on the quality of the ingredients in the Nordic countries. Croatia shares similar 

statistics. Around 2.5 million hectares of land are turned into farmland, and the rest of 

it is untouched but full of autochthonous species (Babić, 2007). However, only 3% of 

the land is used for fruits farms and 0,41% for vegetable farms (Index, 2013). 

 

 New Nordic Food took advantage of the untouched ingredients and achieved 

harmony with the environment, which reflects the image of Nordic society (New 

Nordic Food, 2011). Similar philosophy led the French cuisine that elevated the 

traditional notion of making food with what was on hand (Trubek, 2008). The 

manager of Niko restaurants thinks that the brand that the restaurant has built is 

because of the fresh seafood that can be bought most of the time. 

 

"We have so many different types of seafood that we can use in the kitchen. People 

are unaware of the richness of our sea. There are a couple of fish nurseries that are 

selling our fish worldwide. That fish is terrible. You have to connect to local 

fishermen, and you are safe that you will get the best fish all the time. I am not talking 

only about fish, but lobsters, shrimps, octopus, etc."  

S.S., 2016 

 

The concept of freshness also comes to its importance here. For every fine dining 

restaurant is imperative that the ingredients served on the plates are fresh. In Niko, 

kitchen staff knows that fish is best served one day after it is caught as it "loses its sea 
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smell and becomes perfect to eat” (S.S., 2016). However, it is important to keep track 

on seasonal offer. Not every fish can be caught in every time of year, neither 

cephalopod18that is very popular in Dalmatian cuisine. Neither one can get a fresh 

vegetable that is grown locally throughout the whole year. 

 

4.3.2.	Terroir	and	the	quality	of	the	products	
 
Another important point of using local ingredients is the terroir. It distinguishes the 

ingredients and products and makes them unique (New Nordic Food, 2011). As it has 

already been mentioned, terroir covers the elements of the soil, the climate, method of 

cultivation, etc. And these elements are expressed in the taste of the product from a 

specific place (Sundbo, 2013). Terroir explains people's relationship to the land, and 

that connection is considered essential (Trubek, 2008). Rural areas can be considered 

as a place where the lost identity can be found and as a representation of "good old 

days" (Bessiére, 1998). Even though the environment has an impact on the flavors of 

food, yet it is the culture that creates the terroir (Trubek, 2008). Ultimately, terroir 

links the taste to the particularity of place and the everyday practices of locals (Ibid).  

 

The success of creating this distinct flavor lays in an ability of tastemakers to create 

an association between location and quality (Trubek, 2008). In a case of France, the 

tastemakers pushed legal and governmental mechanisms to emphasize the importance 

of local ingredients, including both food and drink (Ibid). Pelegrini restaurant has its 

garden but only for the basic spices, such as basil, parsley, and mint. Having their big 

garden would work perfectly for them, but there are so many restrictions set by the 

government that "are simply inhibit any possible progress you want to do regarding 

sustainability or concerning the encouragement of local production” (R.S., 2016). 

There are many regulations in Croatia that discourage entrepreneurs to grow their 

vegetables and sell them, or in the case of a restaurant, it is very hard to have 

restaurant's garden. Because of that, both Paradigma and Niko connected to local 

farmers that will ensure the sufficient quantity of ingredients, at least during the 

summer season. 

 

                                                
18 Octopus, squid and sepia  
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The lack of local farms influences the development of local Croatian cuisine, 

especially regarding fine dining restaurants. A restaurant needs top quality ingredients 

to offer to their guests while the lack of the local production makes restaurateurs buy 

imported food. Ottenbacher and Harrington (2007) addressed the quality of ingredient 

as one of the critical elements of creating a distinctive dish. Chefs from their research 

pointed out the freshness of a product as a factor that creates a competitive advantage; 

"purchasing regional products results in a shorter delivery channel and thus has the 

advantage of fresher product quality and better taste” (Ottenbacher & Harrington, 

2007, p.447). Furthermore, the authentic taste of the food products is of critical 

importance to many chefs (Ibid). In fact, according to Bessiére (1998), “processed 

food is devoid of tradition and identity: functionalized, standardized and recomposed 

mass foodstuffs” (p.24).  

 
Further, terroir is not the only important element in local cuisine. Cooking traditions 

from one area can also define the local food (Sundbo, 2013). The nowadays 

consumers are trying to be aware of the food they eat, considering its source, 

preparation, and identity (Bessiére, 1998). Cooking traditions are part of the heritage, 

and as such must be considered as an identity marker and distinguishing feature of a 

social group (Ibid). Furthermore, Bessiére in its work offers an assumption that 

"building up heritage consists in actualizing, adapting, and re-interpreting elements 

from the past of a given group" (p.27). Combining modernity and tradition, 

reproduction and creation will consequently give a new social meaning to a 

gastronomy which will ultimately generate identity (Ibid). 

 

"Our philosophy is to keep the old preparation styles in our kitchen. However, given 

the time we live in, where everybody is connected to the rest of the world at any 

moment, we need to use something modern. Sometimes we come up with that 

something on our own; sometimes we use a world of Internet to find inspiration from 

other national cuisines." 

S.S., 2016 
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4.4.	How	motivation	affects	creativity	and	innovativeness	
 
When I asked my interviewees about motivation, all of them shared same thoughts 

about it: it is a “must have” for a restaurant to succeed. The chef of Opat summarizes 

it like this: “being motivated in a kitchen is the same as being in love; it gives you so 

much energy to do stuff that maybe you thought you wouldn't and it opens up a totally 

new world for you” (A.B., 2016).  

 

4.4.1.Notorious	kitchen	
 
Being a chef involves both physical and psychological pain (Palmer et al., 2010). 

Chefs are ready to spend long working hours in hot kitchens and their day can involve 

burns, cuts, and scalds. These types of physical demands influence the psychological 

mindset that supports an individual to be a chef (Ibid). Because they are hot and 

uncomfortable, kitchens are notorious for their discipline, as attention to details is an 

imperative in a production of high-quality food (Pratten, 2003). One of the most 

famous chefs nowadays, Gordon Ramsey, says that a kitchen has to be assertive and 

aggressive environment; otherwise nothing will happen (Ibid). Rudolf Štefan shares 

similar thoughts, saying that “kitchen is where the magic happens, you have to deal 

with steam and hotness but without a bit of pain, there is no success ” (R.S., 2016).  

 

A woman in this field might find bigger problems than hot kitchens. The industry is 

male dominated, for example in Michelin Guide, none of over 100 awarded 

restaurants in Paris had a female chef (Pratten, 2003). The industry also has a strong 

reputation for sexism (Ibid). However, even two of restaurants that I interviewed had 

a female chef, Niko and Zinfandel's. Ana Grgić has been receiving lots of media 

attention for her great culinary success, such as having her risotto listed in top 101 

risottos of the world. The chef of Niko has been working in that restaurant for over 30 

years, and most of that time spent as a chef. The manager says that the chef enjoys a 

significant respect from both her colleagues and the guests.   

 

"As she (the chef) has been working her for ages, everybody pays an enormous 

respect for her. Her colleagues will help her in everything; I love to see how close 

they are when it comes to helping or covering someone else's work. On the other 
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hand, there are also guests that come here for years, and they always ask for chef's 

recommendation, or they specifically ask she prepares their meals." 

S.S., 2016 

 

As I already mentioned previously, working in a kitchen means working for at least 

10 hours per day. Free weekends for chefs are almost impossible to happen, as the 

weekend is usually the busiest. It also happens during the holidays (Pratten, 2003). 

Only the most dedicated employees will accept these conditions and see the long 

working hours as an opportunity to develop skills further (Ibid).  

 

4.4.2.	Intrinsic	motivation		
 
For some chefs, long working hours are seen as a motivation for greater success. 

However, according to Amabile (1983), motivational task variables influence 

individual's approach to a given task. Motivation varies over time for a particular task 

(Ibid). The chef of Opat says that staff is always the most motivated at the beginning 

of the season. New menus create a high level of motivation and excitement, but as 

time goes by, the motivation to cook the same meal vanishes (A.B., 2016).  

 

Amabile (1983, see also Amabile 1988 & 2012) states that intrinsic motivation is of 

greater importance than extrinsic. Furthermore, the freedom from external pressures 

and controls is essential, as levels of interest in a particular task may be affected by 

social and environmental variables, and not only by individual passion (Amabile, 

1983). Self-motivation is a personal quality that enhances creativity (Amabile, 1988), 

as the manager of Paradigma says: "Our chef came here because he is self-motivated 

to create and to succeed” (Z.P., 2016). The rest of the managers and chefs that I 

interviewed share the same thoughts about self-motivation.  

 

"Ana (Grgić) spends so much time in this kitchen, but she is still always motivated to 

create something new. She creates food that's feeding us, but the process of creating it 

feeds her like she finds some great pleasure in it." 

S.O., 2016 
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Furthermore, task motivation is driven by both domain-relevant and creativity-

relevant skills (Amabile, 1988). The greater the knowledge and technical skills are, 

the greater available alternatives for creating something new will be (Ibid). However, 

domain-relevant skills don't affect creativity without creativity-relevant skills, which 

include a cognitive style of taking new perspectives on the problem (Ibid). As 

manager of Niko says, students in the culinary school (talking specifically about the 

students that participated in my survey) are not driven by anything else than finishing 

that school. Moreover, he thinks that they will never succeed in becoming a chef if 

they keep being unmotivated for that job.  

 

"They (the students) have a very broad culinary knowledge. Probably bigger than any 

of those chefs that never actually finished culinary school. The problem is that those 

chefs without school are driven by passion, and it was easier for them to create that 

knowledge and skills about cooking than it is for those students who have the 

knowledge and skills to create a passion for cooking."  

S.S., 2016 

 

This statement can be framed in Amabile's (1988) two extremes towards liking or 

disliking particular task. The high end is the positive, aforementioned, self-motivation 

factor: being self-driven, enthusiastic, excited by the work, committed to the idea. The 

other end marks the "unmotivated" factors, such as lack of motivation for the task, not 

being challenged, laziness, being pessimistic. Furthermore, she points out that while 

one person can be enthusiastic by the task, another person in the same environment 

can be entirely cynical about it. The manager of Niko also talks about it, saying that 

creates a mess in the kitchen and the restaurant in general. "If one or two persons are 

not in the good mood that day, everybody will suffer, their kitchen colleagues, the 

waiters and ultimately the guests” (S.S., 2016).  

 

Despite the strong focus in the literature on intrinsic motivation, extrinsic motivation 

can also influence creativity. The chef of Pelegrini thinks that awards and media 

attention are not strong motivation factors for him, and time constraints affect him 

more when it comes to performing the tasks. On the other side, the manager of 

Zinfandel's believes that winning some awards drives his chef, "as it would present 

reward for her hard work” (S.O., 2016). Furthermore, the chef of Opat, as well as the 
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manager of Niko, thinks that some social factors can have a significant influence on 

the chefs and their performance. They both state that financial crisis had an effect on 

salaries and taxes, and many people started getting lower wages. Because of that, 

chefs are neither motivated nor inspired to spend a whole day in a kitchen creating 

something new. 

 

In spite of that, motivation is one of the vital factors if it comes to creativity, and 

ultimately innovation. If a chef is motivated and has particular creativity-relevant 

skills, innovation should proceed. According to Ottenbacher and Harrington (2009), 

the innovations developed in fine dining restaurant are likely to be individual and 

original, featuring the best products. As aforementioned, the innovation requires 

remarkable tacit skills by chefs to survive in this competitive environment (Ibid).   

4.4.3.	Traditional	guardians	as	an	external	factor	for	motivation		
 
At one event in Zinfandel’s Restaurant, a director of the Tourist Board in Zagreb told 

the manager of the restaurant that Michelin Guide is entering Croatian market in this 

current year. Moreover, according to the director of the Tourist Board, the restaurant 

is listed as a preference for Michelin experts to come and check it out. “It is fantastic 

that they are even considering us as one of the restaurants that should be holders of 

their stars. Nobody in Croatia has a Michelin star”, says the manager. Furthermore, 

he explains how that influenced on the chef, Ana Grgić. “When I heard the news, I 

immediately talked to her. She started thinking out loud which ingredients will be the 

best in the next couple of weeks or months. Her mood was going from euphoria to 

worry. But I believe she didn’t stop believing in herself at any point of our 

conversation about Michelin people coming to our restaurant” (S.O., 2016).  

 
On the other hand, the chef of Pelegrini says that it is very unprofessional that a 

Tourist Board could release such information. What it is more important, he thinks 

that it must be some misunderstanding, as Michelin Guide will enter some country 

only if the guide is sold in a certain number of copies. And according to Rudolf 

Štefan, Croatian won't buy as many copies as it is necessary for Michelin to consider 

this market (R.S., 2016). 
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The manager of Paradigma also thinks that Michelin Guide won't show up in Croatia 

for few more years. He thinks that some of the restaurants, or more great- chefs, have 

a great potential to get one and more of Michelin Stars. For him, Michelin Guide has 

a significant impact on the motivation of chefs. 

 
"Even though Michelin stars are given to the restaurant where both food and 

ambiance is outstanding, I think that chefs will get very motivated in a case they have 

to compete or keep their position in Michelin Guide. That is like an Oscars in the 

movie world. Each actor gives its best to win it." 

Z.P., 2016 

 
But would a high-qualified actor win an Oscar if the production and scenario were 

bad? Or if there is no flow in the action? According to the research conducted by 

Chossat and Gergaud (2003), there are two strategies to get a good grade in a guide: a 

"cuisine" strategy and a "setting" strategy. When talking about "cuisine" strategy, it 

means that the chef's knowledge and creativity are crucial elements, whereas "setting" 

strategy would say that the setting of the restaurant, such as cellar, service and cadre 

carries a significant weight but not as important as the art of cooking (Ibid). Thus, it is 

important to combine all the elements to create a surrounding worth mentioning in 

Michelin Guide.  

 
Each of the restaurants employs a highly educated cadre of kitchen stuff, barkeepers, 

and waiters. It is very important that waiters have perfect knowledge about 

welcoming guests, offering and serving food. Furthermore, each restaurant has their 

sommelier that is in a constant contact with the guests to provide them with the best 

wine fit to their food. 

 
At the end, it is important to point out that nobody knows what Michelin experts 

grade after they enter a restaurant. The guide is famous for its discreteness; it offers 

no comments what is graded, contrary to its main competitors (Chossat & Gergaud, 

2003). It is declared that cuisine is the only one matter in the guide, and the element 

of setting is an alternative strategy to rise the position of the restaurant (Ibid). Each of 

the respondents said that nobody is familiar with grading criteria of Michelin experts. 

“You don't know how many people will come to evaluate your food if they are going 

to present themselves as a couple, or friends, or family with a child," says the 
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manager of Paradigma (Z.P., 2016). The chef of Opat says that Michelin experts try to 

stay "incognito" so they test the atmosphere in a normal surrounding and food when a 

chef doesn't know for whom he or she is cooking (A.B., 2016). 

 
 

4.4.4.The	process	of	innovation		
 
Every dish, to be successful, should go through innovation development process that 

consists of several phases (Ottenbacher & Harrington, 2009). 

 

Product consideration, as a part of idea generation phase, includes finding the finest 

quality products to create a high-quality dish (Ottenbacher & Harrington, 2009). As I 

already mentioned, many of the restaurants that I interviewed are trying their best to 

keep good relations with their local suppliers. The chefs of these restaurants know the 

importance of buying the ingredients from local farmers. Due to the lack of local 

suppliers in Croatia, not many restaurants get the chance to buy the finest ingredients 

for their kitchen. 

 

Another element of the idea generation is tacit skills in creative thinking, which 

means that chefs are "playing" with the ideas in their head, thinking how each 

ingredient should be combined with another one, so the final result is a harmonized 

composition (Ottenbacher & Harrington, 2009). The chef of Opat says that he thinks 

about ingredients all the time, and how one should fit with another; "If I see 

something in my garden or at the market, I think about it a whole day. Trying to go 

through a million other ingredients to find one that would make the perfect fit with 

that one from the garden” (A.B., 2016). The combination relates to three most 

important aspects: taste, texture and color (Ottenbacher & Harrington, 2009). The 

manager of Paradigma states that together with his chef, he tries to link traditional 

dish with some Middle East spice to create new taste (Z.P., 2016).  

 

The final element of the idea generation is a source of inspiration. As previously 

mentioned, the Niko's staff is finding their inspiration on the Internet, while the chef 

and sous chef of Paradigma are traveling around to get inspired. Further, the manager 

of Paradigma points out that finding inspiration in the restaurant that offers the same 
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style of food is never good for the business, as people will interpret that as lack of 

creativity and inspiration (Z.P., 2016).  

 

The second phase is screening. In only one interview I got information about 

screening criterion. The chef of Pelegrini is concerned about financial gain from the 

business, as the profit is not so big after they cover all the costs. He thinks there is not 

much space left for improvements if suppliers of certain products are expensive, and 

the whole cost of running the business and paying liabilities to the state is high (R.S., 

2016).  

 

The following phase is trial and error, where chefs begin to work further on their 

ideas that they already "cooked in their heads" (Ottenbacher & Harrington, 2009). In 

this stage, chefs combine the main ingredient with many different ingredients, spices, 

textures, aromas, etc. (Ibid). This step wouldn't be so innovative if the chef doesn't 

have some domain-relevant skills (Amabile, 1988), as previous experience in food 

innovation (Ottenbacher & Harrington, 2009). According to that, the manager of 

Paradigma points out that his chef wouldn't be able to create such a dishes if he wasn't 

going around the world working closely with some renowned chefs (Z.P., 2016). 

Furthermore, in this stage chefs give test parts of the dish to customers as a free 

appetizer to get feedback on it (Ottenbacher & Harrington, 2009).  

 

The pretested idea is in the next phase developed to a full concept. In all of the 

restaurants that I interviewed, the development of concepts includes writing down the 

recipe and presenting it to the staff.  

 

"The presentation should include the philosophy of the dish, how the chef got 

inspired, what's the story behind it. It should look like a small workshop where we 

discuss which plate we want to use for that dish, and the most important, which wine 

is the perfect fit for it." 

S.O., 2016 

 

 

The final testing follows the previous stage as in this method dish is served to the 

frequent customers and friends, who need to “understand how to eat the dish” 
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(Ottenbacher & Harrington, 2009). Only restaurant Niko serves their new dish to 

friend before finalizing it. Training follows the final testing, and here chef trains 

his/her staff to perform the dish perfectly every time they cook it (Ibid). The manager 

of Niko believes no dish is 100% same, as "you can always use a bit more or less of 

the salt, different type of salt, dried or fresh rosemary. There are so many small 

factors that can influence on the similarity of the dish” (S.S., 2016).  

 

The last stage in the innovation development process is commercialization. It is 

performed by evaluating the overall satisfaction by the dish after it ends up on the 

menu (Ottenbacher & Harrington, 2009). One of the ways to assess satisfaction is to 

talk with guests after they meal, as the managers of the restaurants I used in my 

research do.  

4.5.What	about	Molecular	Gastronomy?	
 
During my interviews, none of the respondents seemed to be very impressed by the 

notion of molecular gastronomy. Moreover, the chef of Pelegrini showed a negative 

attitude towards the notion of molecular gastronomy. He is sure that neither people 

who came up with that movement know what it is exactly about. 

 
“I went to Madrid Fusion19 and many chefs were talking about molecular 

gastronomy. But what is it? How is that cooking? They are trying to create a taste out 

of something that tastes like nothing. I think that molecular gastronomy is "spitting" 

on us who are trying to build something with the ingredients that are not changed too 

much."  

R.S., 2016  

 

He also states that it would be terrible for any restaurant to start doing its dishes using 

the principles of molecular gastronomy; "restaurants should present what they have 

in their environment, what their heritage is, and not do some crazy “hocus pocus” of 

dismantling every possible ingredient and then assembling it on some unnatural 

ways” (R.S., 2016).  

 

                                                
19 The most important international gastronomy event that takes place in Madrid since 2003 
(http://www.madridfusionmanila.com/about) 



 73 

On the other hand, when I asked the manager of Niko about molecular gastronomy he 

clearly stated that the restaurant won't change its cuisine for a long type and that it is 

all about keeping tradition in the cuisine. However, it is interesting that he thinks 

Pelegrini is using molecular gastronomy. I am not sure that he knows what molecular 

gastronomy is as he was talking about fish tripe as an example of molecular 

gastronomy in Pelegrini (S.S., 2016). Furthermore, he points to Paradigma as an 

example of molecular cuisine. 

 

When the manager of Paradigma talked about baba ganoush and the way of 

compressing it by nitrogen, I was wondering if they have some practice of molecular 

gastronomy in their cuisine. However, he disagrees with that as he thinks that “the 

flavor is still the same, it just that the texture changed a bit. It is not so avant-garde; I 

believe that a chef from molecular cuisine would make it totally another way than we 

did. Or he or she wouldn't even spare their time on baba ganoush” (Z.P., 2016).  

 
At the end, the Zinfandel's restaurant is not particularly interested in that movement, 

however if guests start to show high interest in it, the manager and the chef will start 

reconsidering the philosophy of their cuisine (S.O., 2016). 

 
 

4.5.1.Molecular	Gastronomy	and	creativity	and	innovation	
 
Ferran Adriá's restaurant elBulli holds a title of "ground zero for the world's 

molecular gastronomy movement" (Cousins et al., 2010), and Ferran is considered as 

a founder of motion (Gaya et al., 2012). 

 
The engagement in molecular gastronomy means creating new dishes and in general 

healthier and tastier food (Cousins et al., 2010). The chef of Pelegrini restaurant 

argues about the philosophy behind molecular gastronomy. He says that molecular 

gastronomy doesn't make much sense in an area where one can get delicious 

ingredients that don't require much preparing. Further, his opinion is that he can 

create a tasteful dish without using some techniques that don't belong to a kitchen 

(R.S., 2016). Moreover, the chef of Opat shares a similar opinion. Firstly, I have to 

mention that he doesn't approve the idea of molecular gastronomy, but he didn't want 

to comment further on it as he said that he doesn't have adequate knowledge about it. 
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What he knows is that "Croatia doesn't need something like molecular gastronomy. 

Here I have fresh shrimps, and I am going to marinate them, and tomorrow night 

each table will have shrimp Carpaccio. What else should I do with those shrimps? I 

only need some basic spices and that's all” (A.B., 2016).  

 
It is seen from the interviews that interviewees are not fans of molecular gastronomy. 

Scholars say that to be a great chef in the area of molecular gastronomy is important 

to be a master technician and to have a good knowledge and experience (Cousins et 

al., 2010). My respondents think that they and their colleagues are great chefs and 

have a great depth of culinary knowledge, yet they think that molecular gastronomy is 

not a movement that would bring a culinary brand to Croatia. 

 
"I read a lot about this movement, and I find it very interesting. I like how those chefs 

are combining different types of science in the kitchen. It is also interesting how fast 

molecular gastronomy became a trend in many restaurants, and many of them are 

holding a high position on the list of the world's best restaurants. But for me, that 

style of cooking doesn't represent too much. I can't even say we are talking about 

cooking any longer. It is closer to a lab focus than what we learned about cooking." 

S.O., 2016 

The manager of Paradigma thinks that the problem might be in Croatian social 

conscience. For him molecular gastronomy might be a great movement, and might 

bring Michelin Guide or San Pellegrino list to Croatia, “but for whom as Croats don’t 

even go to dine out so often. And if they do they order beef steak” (Z.P., 2016).  

 
At the end, I could say that it seems fine dining restaurants in Croatia won’t be 

adapting molecular gastronomy in a long time. The managers and the chefs don’t find 

it too creative. As the chef of Pelegrini says: “It might be innovative, using all those 

weird techniques, but it is not creative. Neither I found it too tasteful. There are so 

many creative ways to make a tasty dish, and as long as I can use them and my guests 

enjoy it, I will not consider molecular gastronomy as something restaurant should do” 

(R.S., 2016).  
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4.6.Opportunities	and	Barriers	
 
After collecting and analyzing my data, I noticed that a variety of elements that are 

affecting the creativity and innovativeness in Croatian cuisine. The majority of the 

fine dining restaurants in Croatia are following Mediterranean food trends. Having the 

same type food in highly ranked restaurants is not creating a note of distinctiveness 

and refers to the lack of the creativity and culinary innovation. From the interviews, it 

is seen that many factors influence on the creativity among those chefs and on the 

creation of gastronomic identity. 

 
First of all, Croatia is a young country. It got independent 25 years ago, after centuries 

of being ruled by many great historical invaders. All of them left a recognizable trail 

in the Croatian culture and cuisine. Because of that, Croatia is still struggling to find 

its identity. Furthermore, chefs as inventors of creative art should possess high levels 

of creativity and innovativeness to initiate changes in creating a distinct identity. 

 
Many factors are affecting the level of creativity among chefs from the restaurants, 

such as self-motivation, expertise in the area, good social skills and various personal 

skills. The domain-relevant skills are as important as creativity-relevant skills. 

However, some chefs haven't initially finished any culinary schools and are self-

taught. 

 
A problem with local farmers is a big concern when it comes to shifting to nouvelle 

cuisine. The fine dining restaurants require the best quality ingredients, meaning that 

one of the features is freshness. Due to the government restrictions, farmers have a 

hard time producing local food and selling it to the restaurants. Because of that, it gets 

more difficult for a chef to present terroir of the area. 

	
5.DISCUSSION	
 

Through this study, an aim has been to clarify what are the chances for Croatia to shift 

to nouvelle cuisine based on local production and initiated by some of the chefs from 

the restaurants that were part of my research. 



 76 

Many people would say Croatia has a gastronomic identity, and all of that food that 

came from its invaders would be listed as traditional, and it would be offered in 

restaurants. Based on the international cuisine, gastronomic offer in Croatia is rather 

conventional and sophisticated (Fox, 2007). Restaurants are quite reserved when it 

comes to serving national and local dishes (Ibid). It is evident that Croatia could 

create a strong gastronomic identity if people would learn how to use its rich 

gastronomic heritage and ingredients that are available throughout most of the year 

(Ibid).  

 
Restaurants in Croatia mainly base their food on the Mediterranean cuisine, and 

especially those that are considered to be fine-dining restaurants. The lack of 

creativity becomes an obvious problem. Many chefs in not-outstanding restaurants 

keep preparing the same type of food that doesn't distinguish their restaurants from 

others. One of the problems is using same ingredients throughout the whole year, not 

changing menus seasonally, and not considering new cooking techniques nor 

methods. 

 
Most of the researchers are writing about culinary creativity and innovation on the 

individual level while the social level is usually left out, and only Svejenova and 

Petruzzelli are addressing that problem (2015). Furthermore, not many mentioned 

some external factors that influence motivation (Amabile, 2012). During my research, 

I found that potential entrance of some of the most renowned gourmet guides would 

awake creativity among chefs.  

 

Fine dining restaurants from my research hire chefs that are self-motivated to create 

and innovate in their kitchens. Some of them finished culinary school while others 

were driven by culinary passion. This conclusion leads to a short discussion about the 

survey that I conducted with students from the culinary school. 

 
The results show that the students mostly learn to prepare dishes that are considered 

to be Croatian but can be found in many cuisines that surround Croatia. Nobody 

answered positively if they are using any modern techniques in their kitchen, so I 

address that as one of the problems when it comes to tedious menus all over Croatia. 

If students don't get knowledge and technical skills about the broad usage of many 

ingredients and many ways they can prepare them, they will lack domain-relevant 
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skills that is one of the bases for creativity. The domain-relevant skills constitute the 

individual's raw materials for creative production (Amabile, 1988). It is impossible 

for a chef to be creative unless he or she knows something about special methods of 

preparing dishes or how specific ingredients fit some spices. 

 

I couldn’t use many of the results from the survey because of the students’ levity 

during the survey. However, regarding the problem of the lack of the domain-relevant 

skills, students haven’t heard about molecular gastronomy neither they are interested 

in studying about it. Furthermore, some of them have heard about chefs like Ferran 

Adriá or Rene Redzepi, but none of them could list even one Michelin star restaurant. 

Even one of my interviewees said that kids in the culinary school are not interested in 

cooking and “they just want to finish school and that school is one of the easiest” 

(S.S., 2016).  

 
Chefs from the restaurants that I interviewed seem to have a high level of creativity-

relevant skills, which drives them through their work. As not all of them went to 

culinary school, their creativity is a product of their expertise. Longer time they spent 

on their training will result in a better idea generation (Amabile, 1988). Another 

important component that triggers creativity is motivation. Chefs from these fine-

dining restaurants are highly motivated to keep their menus distinctive and to keep 

creating and innovating new dishes through different seasons. 

 
However, one of the constraints that limit the creation of nouvelle cuisine is the lack 

of local food. As fresh local food is considered one of the most important factors of 

high-end cuisine, restaurants in Croatia are facing many problems regarding that. The 

restaurants that were part of my research are trying their best to have a local supplier 

for their kitchen. It is hard to find one that could fill the restaurant's demand, and it is 

even more difficult for a local supplier to survive in a disarray of government 

restrictions. The restaurateurs should try harder to find enough local suppliers to keep 

their ingredients fresh. Or as one of the interviewees says "You have a couple of 

solutions; one is to buy ingredients from store chains, and then you lose on the 

quality. You can start a relation with more than one local supplier, but then you have 

to make sure if all of them are following regulations and HACCAP rules. That takes a 

lot of time to check with only one supplier, imagine doing that with 5 of them. In the 
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end, you can try to find a loop in the law, or create a loop on your own, and hope that 

your fine won't be too high when an inspection finds out for it” (A.B., 2016).  

 

This statement puts life of the restaurateurs in a “nutshell”20. For those that are 

motivated to create and innovate it gets hard when they start doing it. The government 

is not inspiring the businesses with their strict and often very rigorous restrictions. 

Because of that the restaurateurs have to fight constantly to keep motivation high, 

inspiration should be consistent and push innovation and creativity if they want to 

keep their business flawless. 

6.CONCLUSION	
 

The problem behind Croatian gastronomic identity probably can be related to the long 

history that Croats shared with many invaders and all of them left deep trials in its 

heritage and culture. In only 25 years of being independent, Croatia succeeded a lot 

regarding enhancing gastronomic identity. Even though menus are still full of 

"traditional/international" food, fine dining restaurants like those that I have 

interviewed for my research, can be seen as movers and they call for a change. 

 
Whether the restaurateurs think that molecular gastronomy is unnecessary in a cuisine 

that has so many ingredients to offer just the way they are, I can say with safety that 

chefs from my interviews can be initiators of a movement towards Nouvelle Croatian 

cuisine. They are driven by their motivation, the level of their expertise is high, and 

they were educated in some of the best restaurants in the world. The constant search 

for inspiration makes them even more valuable asset for Croatian gastronomy. 

 

Even if restaurateurs can’t successfully sustain the relationship with their local 

suppliers due to the government regulations, chefs could focus on new technologies 

and methods and not on the production of new recipes. Like elBulli, the chefs from 

my research have to step out from traditional cooking and try to find a method that 

will multiply the creative effects of all elements involved in a dish (Suárez & 

Caparrini, 2013).  

 
                                                
20 in a nutshell: in a few words, concisely stated, encapsulated (Oxford English Dictionary) 
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Shifting to new techniques will gradually lead to a creation of nouvelle cuisine, and 

chefs, as inventors of the work of art will initiate changes in gastronomic identity. In 

their culinary art chefs have to effectively combine new techniques with what is said 

to be food terroir: local ingredients that are characterized by their freshness, simplicity 

and purity, and cooking traditions. 

 
Achieving the compound of creativity and terroir, a path to Michelin Guides and its 

competitors might be open for Croatian market. In term of this, it is important to state 

that there are still lots of confusion if only food matters to guide experts, or if it is the 

whole setting of a restaurant. However it is, chefs in Croatia might be famous for their 

food, and their food might be tasteful, presented in the best way. When it comes to the 

setting of a restaurant, I think there is still place for improvements. 

 
At the end, creativity stands as more important factor than innovation towards 

implementing nouvelle cuisine in Croatia. Different elements of motivation drive 

chefs to create something novel, so intrinsic motivation becomes as crucial as 

external.  

 

6.1.Limitations	and	future	research	
 

Throughout my research, I came across many theories about creativity and how an 

individual triggers creativity. None of those readings were talking about group level 

of creativity, so I didn't focus on the organizational creativity. However, I could say 

that for the restaurants the individual level of creativity, carried by a chef, is more 

important than organizational level. 

 
I stated at the beginning of the paper that gastronomy just lately started to receive lots 

of attention from researchers. However, some of the readings are obsolete, yet I could 

easily relate their theories with a nowadays gastronomic phenomenon. Furthermore, 

as gastronomy is still not so popular subject in Croatia, it was hard to find some 

academic articles about that field. There is no evidence that anybody was writing 

about gastronomy in any other way but linking it to tourism.  
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As most of the readings are worried how gastronomy affect on Croatia as a tourist 

destination, in further research, I would like to conduct a survey with tourists to see 

what dish they think about when they think about Croatian cuisine. I'd investigate the 

chance of picking Croatia as one of the gastronomic destinations, and they would be 

obligated to write which restaurants they consider offering authentic Croatian food 

and which of them they contemplate offering Nouvelle Croatian cuisine. The reason I 

would be doing that is to see if these restaurants that were part of my research are 

seen as shifters in someone else's eyes but mine. 

 
My focus in this research was primarily on the restaurateurs, to see how they would 

manage the potential of creating new cuisine. Many of the respondents pointed out 

that the problem is not in the restaurants and their longing to succeed something 

better, become distinctive and offer a real food experience. Instead, they are 

addressing the mentality of Croatians as one of the biggest problems. For that reason, 

I would make a quantitative study on how frequent people are going to restaurants 

and how satisfied they are with the offer. 
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8.	APPENDICES	

8.1.	Menus	of	the	restaurants	with	ordinary	menus	

	

	
Pizzeria Mareta, Murter 
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Pizzeria Mareta, Murter 
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Restaurant Lantana, Murter 

 

 
 
Restaurant Lantana, Murter 

8.2.	Survey	
 
1. About which cuisine you learn the most (Mediterranean, Italian, French…)? 

2. How familiar are you with the gastronomy trends (gluten free food, organic food, 

local food, vegan food)? 

a. Not at all 
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b. Bit 

c. Medium 

d. I know everything about these trends 

3. Do you study about aforementioned gastronomic trends? YES/NO 

4. If your answer is yes, do you think that material is sufficiently represented? 

YES/NO 

5. If your answer is no, do you think you should be studying about that? YES/NO 

6. When you finish your school, what do you want to do? 

a. I want to work in a restaurant that offers food similar to most of the restaurants in Croatia 

b. I want to work in “haute cuisine” restaurant where I would be chef or sous chef 

c. I want to work as a chef, but still not sure in which type of a restaurant 

d.  I don’t want to work as a chef 

e. I still don’t think about it 

7. Which of the following restaurants have you heard of? 

a. Noma 

b. elBulli 

c. Gordon Ramsay 

d. The Fat Duck 

8. Have you heard of any of these chefs? 

a. Rene Redzepi 

b. Heston Blumenthai 

c. Gordon Ramsay 

d. Ferran Adriá 

9. Do you know anything about molecular gastronomy? YES/NO 

10.  If you answer is yes, where did you study about it?  

a. I have studied about it in the school 

b. I heard about it in media 

c. From my personal experience in that kind of restaurant (Write which one) 

11. Do you think that restaurants should change their menus seasonally, i.e. 

composing it regarding the ingredients that are available at given season? 

YES/NO 

12. Is it more important to buy local and seasonal ingredients that are bit more 

expensive but available throughout the whole year, but they guarantee quality, or 

is it better to buy cheaper ingredients that are not high quality, but available 
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throughout the whole year? 

a. It is more important to buy more expensive but local ingredients 

b. It is more important to buy cheaper ingredients  

13. Do you learn how to make taste menus? YES/NO 

14. If your answer is yes, how many sequences those menus have? 

15. Do you know any restaurants that hold Michelin star (1 to 3) or that are listed on 

San Pellegrino list? 

16. Who is your chef model? 

8.3.	Menus	from	the	restaurants	that	are	part	of	my	research	

	
Pelegrini, Šibenik 
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Niko, Zadar 
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Niko, Zadar 

	
Zinfandel’s, Zagreb 
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Zinfandel’s, Zagreb 

 
 

 
 
Opat, Kornati 



 97 

	

	

8.4.	Interviews	

8.4.1.	Zinfandel’s	
ABSTRACT  

Interviewee: Stjepan Okun, the restaurant manager. The interviewee has been 

working in the restaurant for 27 years, and for the last 12 years he is the food and 

beverage manager. He likes to educate young people, especially those who passed 

through the restaurant for practice and culinary education. The restaurant was built in 

1925, but 12 years ago it was renovated, and now it has modern design but with some 

old elements. It is based on Mediterranean cuisine but with touch of Zagreb’s cuisine 

and it fits to everyone. Manager wants to attract more and more Zagreb people, not 

only tourists.  

They are following growing trends in cuisine, like gluten free and vegan food. Menus 

are adjusted to everyone. Menus are changed 4 times a year (seasonally). They don’t 

change it completely, and they leave their “signature dish”. Those signature dishes 

consist of 5 meals that mark each of Croatian regions (štrukle, itd.). Gluten free food 

needs more attention when it is prepared, and needs more regulations.  

The manager thinks that chef of the restaurant could start molecular gastronomy if 

needed, even though I would say that he is not really sure about it, considering how 

unsure he was about my question. However, he also thinks that it is more important to 

prepare food that they have been already preparing as guests are not used to molecular 

gastronomy.  

The restaurant has several awards, mainly they are Croatian awards, and couple of 

them is international, like Gallo de Risotto, which enlisted chef’s risotto in the best 

100 risottos of the world.  

The manager says that this year Michelin guide is entering Croatian market, and the 

restaurant wants to compete for the stars. 

The restaurant supports sustainability, in terms of buying supplies from local 

suppliers and recycling. The manager thinks buying from locals creates a distinctive 

note when comparing to other restaurants that don’t pay too much attention to 

sustainability. Food supply is mainly from Croatia as well as wines. Foreign guests 

like domestic wine, sommelier follows trends in the market and brings them to the 
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restaurant. The restaurant doesn’t offer long list of plates, as he called it finger food, 

followed by carefully selected wine, but it has normal tasting menu consisting of 4,5 

or 6 plates. However, sommelier offers wine that goes with specific wine, and guests 

really appreciate it. They don’t have organic food.  

The manager thinks that their chef (Ana Grgić) could start new era in Mediterranean 

cuisine, bringing fresh dose of creativity and innovativeness to Croatian cuisine. He 

also thinks that their menu is still not as creative as it could be, and there is lot of 

space to improvement, however, all of the guests are satisfied with the menu as it is. 

Moreover, the restaurant is not fully based on menu but they ask their guests what 

they want to it and they prepare it to the guests. They are always open to hear their 

guests out and prepare food they want to eat.  

 

INTERVIEW QUESTIONS:  

1. Can you tell me more about your carrier?   

2. Can you tell me more about the history of the restaurant and its philosophy behind 

the business?  

3. On your website it is written that you are following food trends. What are those 

trends?  

4. How complicated and expensive is to change kitchen features in order to follow 

some trends? For example, if you want to produce gluten free food there is a list of 

things that you have to consider.  

5. How innovative do you think your menu is? Does your chef, Ana Grgic, have any 

preferences towards molecular cuisine? Do you think she would start changing your 

menu to look and taste more like molecular gastronomy?  

6. When you would have to grade your menu regarding its seasonality, which grade 

you would give?  

7. Can you tell me something about awards that the restaurant and the chef have?  

8. Would you ever consider improving the setting of the restaurant so much that 

Michelin Guide considers you as a star member, or that San Pellegrino enlists you 

among their choice of the world’s best restaurants?  

9. Do you support sustainability? How do you do that?  

10. From where do you get your ingredients? And what about wines?  

11. Do you have organic wine on your wine list?  
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12. As Ana is one of the most famous chefs nowadays in Croatia, do you think she 

has a potential of initiating a movement that is similar to f.e. New Nordic Cuisine?  

13. How often do you change your menu?  

14. When chef comes up with new dish, what is the process before it ends up on the 

menu? 

15. Do you think your menu is distinctive from menus of other restaurants in this 

area? 15. If you have to limit your menu on only seasonal ingredients, and that 

everything is based on the local production, do you think you would be able to sustain 

your business?  

16. Do you think people are ready to pay more for seasonal menus?  

8.4.2.	Pelegrini	
 

ABSTRACT 

Interviewee: Rudolf Štefan, the chef and the manager. He opened the restaurant back 

in 2007. He doesn’t seek for media attention as he thinks that is unnecessary. More 

people would come and he wouldn’t have place for all of them, and the restaurant is 

very famous without it. There is a garden for spices behind the restaurants but due to 

the government regulations, he is not allowed to have bigger garden with more fruits 

and vegetables in it. The manager is trying to find a good local farmer that could 

supply the restaurants as often as possible. The concept of the menu is seasonal, 

meaning that he would never write that he has tomato, but he would write seasonal 

vegetable so that factor changes throughout the year, depends on what is fresh that 

season. He is not a fan of molecular gastronomy; thinks that not even people who 

came up with the concept know what it is about. However, he uses some special 

technologies when preparing food. These technologies are used for Dalmatian cuisine 

that uses only ingredients that are available. When asked about trends, the only trend 

he considers is a trend of being able to cover all of your costs, pay suppliers and staff 

and still have money to survey (given the financial crisis in Croatia). Awards are 

really subjective opinion, yet it is good because they are coming from the colleagues. 

The restaurant is a member of JRE association. His interest is not in receiving an 

award or being enlisted in some of the most famous gourmet guides, but to make 

guests satisfied. When it comes to sustainability, he doesn’t use shrimps as it is 

impossible to get them from local suppliers, but he uses a lot of blue fish as it is the 
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most expanded type of fish in Adriatic Sea. Furthermore, he thinks that sustainability 

starts from one man’s trash, so he always checks trashcans to make sure garbage is 

separated. However, even though the restaurant staff does that, it is very annoying to 

know the fact that trash men are putting all the garbage at the same place. When it 

comes to wines, he starts the selection of wines on the micro location, than 

continental Croatia, and then the EU. Menus are changes once per year, usually at the 

beginning of June. The taste menu consists of 11 plates. Croatian public is not ready 

for the experiments in the kitchen (like offering ants in a dish). Guests won’t pay 

more for local food for some longer time, as Croatia doesn’t have that common sense. 

Furthermore, he thinks his menu is quite innovative and creative, but there are more 

stuff that could affect even more on the creativity of the menu. He says that it is not 

possible to limit a menu only on seasonal ingredients as Croatia doesn’t have so many 

local farmers and those that exist don’t receive too much support from the 

government.  

 
INTERVIEW QUESTIONS: 

1. Can you tell me more about your carrier?   

2. Can you tell me more about the history of the restaurant and its philosophy behind 

the business?  

3. On your website it says that you are using only local ingredients? Do you maybe 

have your own garden? Where do you get those ingredients? 

4. On your website it is written that you are following food trends. What are those 

trends?  

5. How complicated and expensive is to change kitchen features in order to follow 

some trends? For example, if you want to produce gluten free food there is a list of 

things that you have to consider.  

6. You are linking Dalmatian cuisine with something bit new modernistic. Have you 

ever consider trying molecular gastronomy? 

7. Is your menu seasonal? If it is not, would you consider making it seasonal? 

8. Can you tell me something about awards that the restaurant and the chef have? 

9. I heard from the manager of Zinfandel’s that Michelin is entering Croatian market. 

I guess you are on that list as well? Will you prepare harder for their unexpected 

visits? 

10. Do you think you have potential to be in top 50 restaurants on San Pellegrino list? 
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11. Do you support sustainability and local farming? 

12. Where are your wines from? Do you have organic wines? 

13. As your restaurant was the best restaurant last year, do you think that you could 

initiate a movement similar to New Nordic or New Spanish cuisine? 

14. Do you think Croats are ready for something like ants on their plates? 

15. How often do you change your menu? 

16. When chef comes up with new dish, what is the process before it ends up on the 

menu? 

17. Do you think your menu is distinctive, innovative and creative? 

18. If you have to limit your menu only on seasonal ingredients, do you think that 

would be possible?  

19. Are people in Croatia ready to pay more for food from local production and 

organic food? 

8.4.3.	Niko	
 

ABSTRACT 

Interviewee: Stipe Šimunov, the manager and the chef. The restaurant is based on 

traditional Mediterranean cuisine and they don’t want to change it as guests are 

satisfied with that type of food. The manager says that they are trying to buy strictly 

local food as often as it is possible, and it is nicer because guests seek for local 

production. He thinks that Croatia has kind of gastronomic identity, but he states that 

identity is Mediterranean cuisine. He also thinks that restaurants can create their own 

brand but it is hard to influence that on the country level. Croatians are bit special 

when it comes to food and tradition, ingredients are tasteful when they are fresh and it 

is not so important to cook them using some special techniques. The restaurant is 

following only gluten free trend, and trying to cope with vegans, but not really sure if 

they are going to continue with that. Further, he states that he wouldn’t like molecular 

gastronomy to get in Croatia because its food already tastes very well. He thinks 

Noma wouldn’t survive with the same menu like his restaurant for so many years, 

because guests appreciate many good and fresh tastes. The restaurant’s menu is 

different from other restaurants in the city, but not so much. The main difference is in 

strong focus on fish, and lack of meat dishes. They have their own supplier that is 

involved in local production, the local farmer is in cooperation with the restaurant and 
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seeds for their needs. The background of a good restaurant brand is having local and 

fresh ingredients. The problem is that Croatia lack farmers to supply all of the 

restaurants, but he thinks that there is potential all over the country, in terms of 

geographical elements, to start enough local farms to cover the majority of demand. 

The restaurant doesn’t change menu too often, it is problematic because during the 

winter it is hard to find fresh vegetables and some other ingredients. They don’t have 

tasting menus. When it comes to organic wines, he thinks this type of wine doesn’t 

have a future. Croatian guests are not ready to try something new and very different, 

neither they are ready to pay more for local and organic food. Another problem is that 

Croatians don’t have a habit of dining out. If a chef or somebody else from kitchen 

comes out with a new dish, they give it to other staff, friends or permanent guests to 

try it out. New dish doesn’t always go on menu. Strict innovation processes are 

possible in bigger organizations than his restaurant. There is not a big level of 

innovativeness in the restaurant, and there are many other restaurants with higher 

level of innovativeness and creativity. Gastronomy is creative industry; one needs to 

be free, have courage as you have to cook it and present it so everybody likes it. Not 

many people that finish culinary school go to cook in a restaurant. It is more for 

people who actually like to cook. The problem in culinary school is that students go 

there just to finish any type of school, and it doesn’t push them to become chef. 

Motivation is very important element in the kitchen, personal motivation of becoming 

better is important. A chef needs to follow some trends to get more creative and 

distinctive. If mood in the kitchen is good and staff is functioning well with waiters, 

then the motivation is on a high level. External factors are also important, it can be 

felt that crisis took its part, as well as high taxes. Government is destroying Croatian 

brand, and some chain suppliers are also destroying our gastronomy. A tourist 

wouldn’t pick Croatia as their destination just because of the food, maybe they would 

if they know restaurants are offering for example fresh fish. The problem is that 

tourists think that our food is ćevapi and pizza.  

 
 
INTERVIEW QUESTIONS 

1. Can you tell me something about the restaurant, what is the idea behind the 

concept, when it was open, etc.?  

2. Which cuisine this restaurant is the most similar to (Italian, French, Balkan)?  
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3. Do you think that Croatia could create a gastronomic brand, like France has?  

4. Do you follow kitchen trends, like vegan or gluten-free food?  

5. Would you try molecular gastronomy in your restaurant?  

6. Do you think your menu is a lot more distinctive than the rest of the restaurants in 

this area that offer similar ingredients?  

7. Do you use local food in your kitchen?  

8. How often do you change menu? Would you think about seasonal menus?  

9. Do you have taste menus?  

10. Do you support sustainability and how do you do that?  

11. Where are your wines from? Do you have organic wines?  

12. Do you think Croats are ready to pay more for organic and local food, or some 

experimental food?  

13. When chef comes up with new dish, what is the process before it ends up on the 

menu?  

14. Do you have any awards?  

15. What do you think, what is the level of innovativeness and creativity in your 

kitchen?  

16. Do you think cooking is part of creative industries and why?  

17. Is your kitchen staff educated in culinary school, or what is their background?  

18. Does motivation influence creativity in the kitchen?  

19. How much some external factors influence the motivation?  

20. How much Croatian gastronomy influences tourists to pick it as a next 

destination?   

21. Do you think Croatia has some people that could initiate a movement in Croatian 

gastronomy?  

	

8.4.4.	Paradigma	
 

ABSTRACT 

Zoran Pejović, the manager. Paradigma is modern Mediterranean restaurant serving 

modern Mediterranean cuisine, inspired by traditional techniques and traditional 

ingredients. The manager thinks that it is hard to make something totally different. 

There are enough reasons to create everything that is based on local tradition, but it 
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doesn’t mean that everything has to be risotto or pašticada. The restaurant is 

Mediterranean, and not Dalmatian, as you can feel influence from Italy, Greece and 

the Middle East. These countries marked our cultural as well as gastronomic heritage. 

He thinks that geographically Dalmatia is not part of Croatia but part of 

Mediterranean. Croatian regional cuisine is really distinctive among itself, and a 

tourist can think of continental, Istrian or Dalmatian cuisine as Croatian cuisine. In 

China there are 7 different cuisines, however the most famous are noodles. So it all 

depends on the perspective of the tourists. The bigger problem is to rise restaurateurs 

on higher level, and not cooking. He thinks that it is more important that restaurants 

rise their knowledge, service and concepts, as that segment is missing. That would 

lead to higher level of creativity and gradually to some Croatian brand. But 

gastronomy has to be based on the ingredients, and all of the most famous world wide 

cuisines are around Mediterranean. He thinks that New Nordic Cuisine is a nonsense 

as our ingredients are the highest quality.  

 

 

INTERVIEW QUESTIONS: 

1. Can you tell me something about the restaurant, what is the idea behind the 

concept, when it was open, etc.?  

2. Which cuisine this restaurant is the most similar to (Italian, French, Balkan)?  

3. Do you think that Croatia could create a gastronomic brand, like France has?  

4. Do you follow kitchen trends, like vegan or gluten-free food?  

5. Would you try molecular gastronomy in your restaurant?  

6. Do you think your menu is a lot more distinctive than the rest of the restaurants in 

this area that offer similar ingredients?  

7. Do you use local food in your kitchen?  

8. How often do you change menu? Would you think about seasonal menus?  

9. Do you have taste menus?  

10. Do you support sustainability and how do you do that?  

11. Where are your wines from? Do you have organic wines?  

12. Do you think Croats are ready to pay more for organic and local food, or some 

experimental food?  

13. When chef comes up with new dish, what is the process before it ends up on the 

menu?  
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14. Do you have any awards?  

15. What do you think, what is the level of innovativeness and creativity in your 

kitchen?  

16. Do you think cooking is part of creative industries and why?  

17. Is your kitchen staff educated in culinary school, or what is their background?  

18. Does motivation influence creativity in the kitchen?  

19. How much some external factors influence the motivation?  

20. How much Croatian gastronomy influences tourists to pick it as a next 

destination?   

21. Do you think Croatia has some people that could initiate a movement in Croatian 

gastronomy?  

22. When did you become member of JRE? What does it mean for the restaurant? 

Does it help to build reputation?  

23. Do you think you are close to molecular gastronomy or haute cuisine?  

	

8.4.5.	Opat	
1. Can you tell me something about the restaurant, what is the idea behind the 

concept, when it was open, etc.? How hard is to have a restaurant so far from the 

mainland?  

2. Which cuisine this restaurant is the most similar to (Italian, French, Balkan)?  

3. Do you think that Croatia could create a gastronomic brand, like France has?  

4. Do you follow kitchen trends, like vegan or gluten-free food?  

5. Would you try molecular gastronomy in your restaurant?  

6. Do you think your menu is a lot more distinctive than the rest of the restaurants in 

this area that offer similar ingredients?  

7. Do you use local food in your kitchen?  

8. How often do you change menu? Would you think about seasonal menus?  

9. Do you have taste menus?  

10. Do you support sustainability and how do you do that? Is it hard given the 

circumstances of your position?  

11. Where are your wines from? Do you have organic wines?  

12. Do you think Croats are ready to pay more for organic and local food, or some 

experimental food?  
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13. When chef comes up with new dish, what is the process before it ends up on the 

menu?  

14. Do you have any awards?  

15. What do you think, what is the level of innovativeness and creativity in your 

kitchen?  

16. Do you think cooking is part of creative industries and why?  

17. Is your kitchen staff educated in culinary school, or what is their background?  

18. Does motivation influence creativity in the kitchen?  

19. How much some external factors influence the motivation?  

20. How much Croatian gastronomy influences tourists to pick it as a next 

destination?   

21. Do you think Croatia has some people that could initiate a movement in Croatian 

gastronomy?  

22. You are often on radio talking about cooking, or attending some festivals? Does it 

affect on the business? 

 
 


