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Abstract: 
Menus represent the written food offer in restaurants. They are a significant 
marketing tool that influences the guest’s choice and personal experience of 
food in the restaurant. The aim of this study is to perform research on the 
specific segments of the menu that affect the guest’s decision on food choice. 
The study will try to determine how the names of dishes that are associated 
with health, sentimentality and ethnic origin have an effect on the guest’s 
choice of food. It is considered that the menus that associate with the given 
names are to appeal to guests even though they are similar to classic dishes. 
The research has been conducted in a la carte restaurants. Five menus, offer-
ing the dishes made of the same ingredients but with different names, have 
been offered for the research needs. The “classic” name has been given to 
the specific dish and the same dish has been titled with “sentimental” name, 
“authentic” name, “national” name, “organic” or “healthy safe” name and 
the name that associates with “memory of a family”. The participants have 
marked the menu using the Likert scale (the most appealing 5 to the least ap-
pealing 1) without knowing that they have been grading the same dish. The 
data has been systematized and processed by means of descriptive statistics. 
The research results will show that the names of dishes have significant effects 
on the guest’s choice of food. The results should make the managers of the 
restaurants pay more attention to the names of dishes during the process of 
menu creation. Also, these findings should contribute to the improvement 
of the restaurants’ service.
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LITERATURE REVIEW

Th e attractive descriptive names of restaurant dishes directly infl uence 
the consciousness and the guest’s personal experience before and aft er 
the consumption of the dishes (Carddelo, 1986; Vansink & Park 2002; 
Wansink, 2003). On the basis of what have been said, it could be noticed 
that the names of dishes besides their similar sensory characteristics more 
appeal to the guest than the dishes with classic names. Th is statement 
could be confi rmed by the fi nding that when the products made of off al 
had been launched to the American market and had not been given true 
names, the demand for such products had largely increased until the true 
nature of this product was not discovered (Wansink & Park, 2002).
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In order to realize the plans of restaurant business, 
it is important to create convenient menus for target 
group of guests (Tešanović, 2012). Th e creators of men-
us need to have knowledge of all elements important for 
making the appealing and stimulating off er (Lončar & 
Lončar, 2004; Tešanović, 2011 p. 54; Ozdemir & Calis-
kan, 2014; Gagić, 2014; Kalenjuk et al., 2016). Th e sig-
nifi cant segment of planning is to monitor the theme of 
the production and service of the restaurant (Morrison, 
1996; Jones & Mifl i, 2001). It is believed that the names 
of dishes have direct impact on both the guest’s person-
al experience and choice of food in the restaurant. Th e 
dishes that have descriptive names associated with fam-
ily, nation, healthy and safe food and something authen-
tic have more positive eff ects on the guest’s choice of 
food than the dishes that have classical names. Creative 
and descriptive names of dishes increase the demand 
for these dishes (Wansink et al., 2001). Moreover, nu-
merous studies confi rm that the most attractive dishes 
regardless of their place in the menu are more likely to 
be ordered (Lorenzini, 1992; Tešanović, 2011).

Wansink et al. (2001) have conducted the study by 
replacing the dishes that have classical names with the 
same dishes giving them descriptive names. Th e survey 
data show that the sales of dishes rose by 27% in relation 
to the period when the dishes on off er had classic names.

Th e study conducted in schools in New York in 2001 
shows that the name of a dish aff ected the choice. Th e 
carrot that had the descriptive name had been twice as 
much consumed compared to its off er with classical 
name (Wansink et al., 2012). Th e dishes with descrip-
tive names have a hedonistic aspect and the name of 
the dish implies what might be expected from its taste 
(Wansink et al., 2004).

It is believed that the guests’ provoked sentimental 
feelings infl uence their perception of high quality dish. 
Th e studies conducted in France show that the partici-
pants considered the food that had been consumed fi ft y 
years ago far better compared to the food consumed 
nowadays (Mermet, 2010, p. 46). Moreover, a signifi -
cant number of participants considers the traditional 
food to be of more nutritional value and the meals to 
be more nutritionally balanced compared to the meals 
we consume today (Sheehy et al., 2016). Also, there is 
the belief that food made of local ingredients is more 
appealing, and thus its labeling in the menu can boost 
sale (O’Kane, 2016).

In the exclusive restaurants, one of the most cru-
cial business strategies is innovative off er in the menus 
(Lane, 2013). It is believed that innovative approach has 

considerable infl uence on the consumers’ perception of 
consumption that in return can directly aff ect future in-
tentions. Also, the innovation means careful selection of 
the names of dishes. 

Th e topic of the study is the restaurant’s food cre-
ated in menus with diff erent names of emotional nature. 
Th e composition of dishes in all the menus is the same 
but the names of dishes in each menu diff er. One of the 
menus has dishes with classical names and the rest of 
them have the names that associate with family, authen-
ticity, nation and healthy and safe food. 

Th e task of the study is to determine whether the 
names of dishes impact the consumers. Also, the aim 
of the study is to explore the extent to which the names 
of dishes in the menu aff ect the consciousness of the 
customer deciding on the choice of food.

RESEARCH METHODOLOGY

The place of the research

Th e research was conducted during the period from 
January 01 to February 01, 2016 in Novi Sad. Th e restau-
rant of a la carte type has been chosen for the purpose of 
this research. It disposes of sixty-four table seats while 
the capacity utilization is 76% on a monthly basis. 

The participants

One hundred and forty six guests were randomly se-
lected. During the research realization, the participants 
were not given any information, apart from the task to 
choose the most acceptable menu. 

The menus

Five expanded menus have been composed for the 
purpose of the research and are presented in Table 1. 
One of the menus has dishes with classic names and the 
names of dishes in other four menus are associated with 
sentimentality, something authentic, nation, organic 
and healthy and safe food.

Th e participants graded each of the menus using the 
Likert numerical and descriptive scale (1 to 5). Th e par-
ticipants have marked the most appealing menu with 
mark 5, mark 4 for the menu of average appeal, mark 
3 for the menu that is neither appealing nor unappeal-
ing, mark 2 for the menu that is partially appealing, and 
mark 1 for the least appealing menu.
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Statistical analyses of data

Th e marks of all participants are grouped and the 
results are analyzed by means of descriptive statistics: 
minimum (min), maximum (max), the coeffi  cient of 
variation (CV), a measure of standard deviation (σ) and 
average value ( x ).

RESEARCH RESULTS AND DISSCUSION

Socio-demographic characteristics of the participants 

Th ere have been one hundred and forty seven par-
ticipants with an average age of 36.6 years. Accordingly, 
60.7% of participants were women and 39.3 men. 32.5% 
of participants have a high school degree, 20.5% of them 
have a college degree, 41% have a bachelor’s degree and 
6% have a master’s degree. 

For the purpose of this research and convenience of 
the participants, an important question has been deliv-
ered: “How oft en do you visit restaurants?” 10.8% of the 
participants have answered once a week, 42.2% once a 
month and 47% several times a year. 

Also, important information has been: “How long 
do you stay in the restaurant?” Namely, 15.7% of re-
spondents said that they stay approximately one hour, 
74% answered one to two hours, and 9.6% said that they 
stay more than two hours.

The analysis of menu selection

During the research, the participants express their 
opinions on the most and least appealing menu. For the 
detailed analysis of data, the average value has been used 

as the most reliable statistical element. Table 2 shows the 
obtained data evaluation of all fi ve menus.

Table 2. 

MENU MIN MAX x σ CV

Classical 1 5 2.00 1.18 1.39

Sentimental 1 5 3.58 1.18 1.39

Authentic 1 5 3.29 1.23 1.52

National 1 5 3.23 1.09 1.20

Organic/
healthy safe 1 5 3.62 1.69 1.37

Table 2 shows the average value of graded menus. 
Th e largest number of guests (26%) has chosen the fi rst 
menu as the most appealing with the organic/healthy 
safe label with the average mark 3.62. It is believed that 
the off ered menu has been marked with the highest av-
erage value because the consumption of such food has 
become the growing trend all around the world (Baou-
rakis, 2004) and there is growing concern of consumers 
for their health as well. Th e participants consider the 
ecological food as something that is good, appealing and 
tasty (Lessa et al., 2013), which leads to a more positive 
experience (Wansink et al., 2004). Also, it should take 
into consideration that simple prepared small meals have 
been consumed these days (Roseboro, 2016). Gaste et al. 
(2015) confi rm that various statements of nutrition have 
contributed to these results as well as the one that claims 
that consumption of fruits and vegetables provides the 
prevention against cancer (Ledikwe et al., 2005). Since 
the guests have been provided with alternatives when 

Table 1. 

1. Restaurant’s 
“classical” menu 2. Sentimental menu 3. Authentic menu 4. National menu 5. Organic/healthy 

safe menu

Chicken soup Grandmother’s 
yellow chicken soup Clear chicken soup

Soup made of 
Vojvodina’s farm 
chicken

Soup made of free 
range chicken

Serbian traditional 
roasted pork

Grandpa’s 
traditional roasted 
pork

Th e authentic 
traditional roasted 
pork

Serbian roasted pork Traditional roasted 
mangalitsa

Mixed salad Sister’s mixed salad Classic mixed salad Šumadija’s country 
salad Organic mixed salad

Poppy strudel Aunt Nena’s poppy 
strudel

Traditional poppy 
strudel

Banat’s poppy 
strudel

Strudel fi lled with 
organic poppy seeds
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selecting the menu, the eff ect of attractive food can be 
observed herein (Dojl et al., 1999).

Th e average value of 3.58 of sentimental menu cat-
egorize it as the average appealing menu. 24% of partici-
pants have claimed this. Th e authentic menu is marked 
with 3.29 and it is described as neither appealing nor 
unappealing by 23% of participants. Th e national menu 
that is marked with 3.23 is partially appealing and it has 
been noticed by 16% of participants. Th e results of the 
study show that the names associated with sentimental-
ity, patriotism, and family infl uence the choice of dish-
es since they generate positive feelings of consumers. 
Each of these dishes has its own spiritual meaning in the 
heads of consumers and it attributes particular fl avor to 
the dish (Žaper, 2004). However, it is very important 
to mention that the given names of dishes can invoke 
greater expectations that can lead to disappointment in 
the case they are not met (Richardson et al., 1994). Th e 
menu that is noticed as the least appealing is the classi-
cal menu with the average value of 2.00 and only 11% 
of participants have marked this menu as the most ap-
pealing. Generally speaking, the trends of restaurants’ 
off er have been changed and the results of the study 
were expected. Th e classical menu is the least conveni-
ent to the guests and it is confi rmed by recent studies on 
the changing needs of consumers (Tešanović, 2012, p. 
61). On the other hand, devastating data can be noticed 
in Vojvodina’s restaurants with only 3% of special off er 
(Kalenjuk et al., 2016), which applies to a very impor-
tant segment of business (Gaste et al., 2015).

CONCLUSION

On the basis of the research on the impact of names 
of dishes in the menu on the guest’s choice of restaurant 
food, the following conclusions could be drawn:

 ◆  Th e menus that had words denoting memory of 
family, authenticity, national characteristics, or-
ganic/healthy safe in the names of dishes were 
more attractive to the guests in relation to the 
off er based on the dishes with classic names. 

 ◆ Th e most desirable foods were those that had 
in front of their name attribute ecological and 
healthy safe, then the guests valued dishes with 
sentimental names and then those with prefi x 
“national” while the same dishes with classic ti-
tles were in the last choice.

 ◆ Th is study confi rms that when creating the menu 
one of the important issues to be addressed are 
the names of dishes. To ensure that this potential 
is fully used, it is critical to make the analysis of 

user demand. Aft er that, during the formation of 
the off er, it is recommended to use the descrip-
tive terminology that will be understood by the 
guest. Th e studies have shown that the eff ect of 
giving attractive names to dishes is the long last-
ing one, not transient on (Wansink et al., 2012). 

 ◆ In addition to the attractive and authentic off er 
that restaurant places on the market by provid-
ing authentic, national and sentimental names to 
the dishes it also infl uences the preservation and 
promotion of gastronomic culture and traditions 
of the region.

 ◆ Th e research results can contribute to better res-
taurant practice; if greater attention was paid to 
the present topic, that would have direct impact 
on all segments of the restaurant business.
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