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Abstract
In this study we explore the meaning of authertigitthe Latvian experience industry based

on five chosen restaurants in Riga: Folkklubs Adgrabs, LIDO, Navat Club, &iu, and
Uzbekistina. Interviews with the administration of the resgats, with the customers of
restaurants, as well as the authors’ personal wdsens are carried out in order to obtain the
data. Triangulation is used in order to check ttiermation and establish validity. Coding is
applied to give meaning to the data. The reseaebals five different key codes: passion,
consistency, genuineness, expressing identity les.cBased on triangulation method the
paper concludes that only three key codes outefdre equally significant: genuineness,
expressing identity and clues. In turn, passiona@msistency, which were obtained through

interviews, could not find support by the data gagial through observations.

Keywor ds. authenticity, experience industry, Latvian, restatiindustry, restaurants
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1. Introduction
The Industrial Revolution, which brought mass prthn of goods and services, has

made significant changes in how consumers pergegucts. This has happened because of
the competitive environment, which has made difiegpods and services increasingly
similar to each other; hence, they look more ligexmodities. For instance, it is often

difficult to distinguish the difference between sg@me products of different brands (Pepsi vs.
Coca-Cola), or the difference between the foodftdrdnt eating places (two restaurants that
represent same ethnic food). Therefore, comparyds tifferentiate themselves in other
ways. This has made companies go in great lengthmake the experience as a differentiator
(Pine & Gilmore, 1998).

Experience as a differentiator is the main driviest aew economy — the experience
economy (Pine & Gilmour, 1999). The rise of the exgnce economy can be observed in the
restaurant industry. In order for a restaurantistrejuish itself from competitors, it needs to
offer not only excellent food but also a unique&xgnce. By using a specific theme,
restaurants can charge a higher price becausewersoeceive higher value; they receive
more than food and services (Jugard & Modig, 2009).

Authenticity could be one part of experience. Baraple, in 2012 Riga was
announced as the Delightfully Delicious Destinaff{idlVE RiGA Calendar 2013”, n.d).
Through the cooperation with chefs from Riga’s vestaurants and cafes the project under
the bold title ‘Delightfully delicious destinationRiga — the gastronomic capital of the
Baltics’ was launched. The main idea behind thgegtas to provide people with the
opportunity to experience the best Latvian nat@®tb offer every month of the year as well
as to build up the image of Riga as a “citadelgmurmands”. Thus, the restaurant industry in
Latvia not only claims itself to be excellent imrtes of the cuisine, but it also announces itself
as genuine and exceptional. The Latvian restaumdostry aims at being unique to offer
experiences no one can get anywhere else.

Authenticity in the experience industry is a welsearched topic and it mostly
concerns the tourism and restaurant industries.gdew in the case of Latvia, no studies on
authenticity can be found in either the experiendestry or, more specifically, the
restaurant industry. This means that the Latviatargant industry in terms of authenticity is
an unexplored subject. This research will helpritestaurants to become more successful
or avoid unnecessary bankruptcies. It is an eskyeoievant subject because the importance
of authenticity has been growing faster than em&mne and more marketing messages chase

consumers around the world. Pace (2011) has statbdn you're not as genuine, people
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tend to tune you out and hold you in lower regaiidiis and many other studies suggest that
in order to be competitive, a restaurant shouldraih authentic experience to its clients. But
since being unique is not an easy part of a busimésimportant to understand what makes
it authentic to customers.

The purpose of this study is to explore the meanfrauthenticity in Latvia, more
specifically in the context of the restaurant indusSeveral case studies will be conducted in
Riga. In order to narrow down the scope of theysttiie authors focus on five concept
restaurants in Riga: Folkklubs Ala Pagrabs, LID@yat Club, Sivu and Uzbekigina.
Folkklubs Ala Pagrabs positions itself as “thetfasd the only traditional musical bar in
Latvia” that offers everyone the atmosphere of tratvian style; LIDO claims that its bistro
and restaurants represent a family-friendly Latviastive with a variety of food and unique
entertainment; Navat Club wants its guests to ettjegolce vitanot just through the offered
cuisine but mainly through feelings that one capegience in the restauranta@ll is proud
of the genuine Russian cuisine and the way the i®being prepared; and finally,
Uzbekistina, through a beautifully-told narrative, callelfs'an oasis for exhausted
travellers” where magic atmosphere, skilful inteitems, and gourmet dishes made from
natural products introduce each customer to theieubf the East (LIDO (2012), Ala (2013),
Slavu (2012), Navat Club (2012), Uzbekistana (2D1&]) five restaurants offer unique
experience for their customers, thereby hintintpatauthenticity of each.

Buckingham has suggested: “with authenticity, yano never have a complete
formula, otherwise, it stops being authentic” (sat2012). The central research question that
will be answered within the current study is “Wisthe meaning of authenticity in the
Latvian experience industry based on five chosstamgants in Riga: Folkklubs Ala Pagrabs,
LIDO, Navat Club, Sivu, and Uzbekiana?” By answering the question we will find a
definition of authenticity in the Latvian restauramdustry. The definition in turn might help
to understand what is essential for both the cust@nd the owner in order to call a
restaurant authentic.

The main source of data will be observations, pebkmterviews with the owners and
online interviews with the visitors of the five tagrants. Preliminary investigation of the five
restaurant’s websites and printed materials, §e.af secondary data, will not only provide
us with a clearer image of each dining place kaa aklp in forming the interview questions.
Questions for the interviews will be based arodraresearch question, and they will be

mostly open-ended; however, some closed-endedigasstill be asked as well.
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Following the introduction, chapter 2 is a broddrkture review which covers
previous studies on the topic where the experiemhestry and authenticity in the industry
are explained, as well as different approachegptaa the authenticity are presented. The
authors also cover previous studies on authentiist, in the tourism industry and, second,
in the restaurant industry. The third chapter idekia description of the methodological
approach chosen by the authors, based on methae®lofgprevious studies together with the
suggested methods from the literature. Resultdrexdaduring the observations and
interviews are presented in chapter four, andatewed by analysis and discussions of the
results in chapter five. Finally, we conclude bgwaring the research question in chapter

SiX.
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2. Review of Literature

2.1. The Experience Economy
History of the concept “experience economy” dateskito 1970 when the book

Future Shockuvritten by Alvin Toffler was published. The bookdame the international
bestseller and has sold over 6 million copies. [€offLl970) wrore about the information
overload in the future and that there will be toacim change in too short period of time,
which will eventually lead people to spend a gpaation of their salaries on having amazing
experiences.

The experience economy became a more well-knowm aéter Pine and Gilmore
(1998) discussed it in their research paper uridetitle “Welcome to the Experience
Economy”. This paper was the first to differentiatgperience economy from service
economy. In the paper, they emphasized that tleeatlstaging experience is spreading
beyond theatres and theme parks. The experiemoenbined with the product or service, so
when using the latter one can get additional ematibenefit. This means that experience is
the “fourth economic offering” after commoditiegagls and services. Pine and Gilmore
stated that the companies, which ask admissiofofale experience, also belong to the
experience industry. In Pine and Gilmore’s viewth# experience has not been priced yet, all
the managers should have started to think of wiegt tould have changed if they priced it,
which motivates them to charge admission fees.

On the other hand, Edensor (1998) has a diffenginian of the experience economy.
He believed that sensual experience is more poWwetfan it has an element of surprise.
Edensor described two types of tourist spacessidokTouring the Taj: Performance and
Meaning at Symbolic Sitbeterogeneous tourist space and enclave topeses The latter is
the type of tourist space, which is well reguladed serves the capitalistic society, while the
former is not regulated and is more hectic. Ede(@98) described it as following:

It seems that the sensual and social body padsioggh heterogeneous
tourist space is continually imposed upon and ehgld by diverse activities,
sensations and sights which render a state atneariaith the restrained and
distanced distraction of the tourist enclave. (p.50
This contradicts Pine and Gilmore’s theory mairggduse pricing experience would make it
less valuable and can even ruin the experience.

There are other theories about experience econloatyate worth mentioning. Jensen

(2001) described in his bodihe Dream Societihat in the future the story behind the
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product will be increasingly important. He diffeteted markets for adventure, love and
friendship, care, self-identity, peace of mind,dfsland convictions. Darmer and Sundbo
(2008) indicated that food and eating, video garaed,tourist attractions belong to the
experience economy. For example, one can createxjerience in the restaurant by hiring a
famous chef, changing the restaurant design onlgdiie music in the restaurant. Kotler,
Keller, Brady, Goodman, and Hansen (2003) agreaidi matching services and goods one
can construct a setup for the positive experiehbey pointed out that positive experience
should have the five aspects of the “experienceesend”. These are personal relevance,
novelty, surprise, learning and engagement.

In order to create experience, one needs to erfgageistomers. Pine and Gilmore
(1999) described two different dimensions of howple are engaged into the experience.
The first dimension iguest participationwhich means that guests are either actively
participating in creating the experience or arespas A fine example of this could be
visiting symphony orchestra concert, where visitmes expected to be quiet and are not
actively involved in creating the experience, whildien people go skiing, they actively
participate in creating their own experience. Téeosid dimension ignvironmental
relationship which connects the performance with the custoinesne end of the spectrum,
it means that the visitors are absorbing the egpeg, and on the other end, it means that
they are immersed by the experience. Example sfcbild be brought from watching live
football match, where the match visitors absorbattton happening, while the players are
immersed by the game itself and the surroundingtetkby the visitors. When one puts these
two dimensions together, four different experienmescreated: entertainment, education,
aesthetics, and escapism.

Different enterprises make a lot of effort to eqdimi the right category of the
different aforementioned experiences. Businessasmpsitive cues and try to eliminate
negative cues so that the customer gets the erperi@he reason for this is that businesses
like restaurants can differentiate themselves fotiners and customers know what
experience to expect. For example, restaurantddédee Rock Café offer entertainment as
experience. The restaurant has created a spdwfieet, which leaves its customers with
certain impression of the restaurant. At the same,tBritish Airways use their base service
as a stage to give their customer a breather fhenstressful everyday life (Pine & Gilmore,
1998). Although companies go to great lengths tauibentic and deliver the appropriate
experience, in the end customers will always beoties who decide whether the experience
is authentic or not.
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2.2. Authenticity in the Experience Economy
According to Nehamas (1998), authenticity was filesscribed by Plato who tried to

distinguish the meaning between authentic and@aiif Plato constructed the Theory of
Forms. The theory hinges on the fact that nothsrauithentic unless it is inherently the thing
itself. Nehamas (1998) described Plato’s thinkimgthing fake can be good and nothing
good can be fake. Only the genuine can be a prapeel of imitation, and nothing short of
the genuine can ever be perfect”.

In the academic context, authenticity became a mpopeilar theme only in the end of
the 20th century. The first academic who discusaglenticity in a scientific research was
MacCannell (1973). He studied “staged authentiaitythe tourism industry. He showed that
in the tourist attractions tourists are being frdrtebelieve that they are in the back region of
a setting where the authentic experience is tlmgést. After the MacCannell study,
authenticity has been discussed more widely byeroars in the tourism industry.

According to the Oxford Dictionaries Online (n.daythentic represents something
“of undisputed origin and not a copy; genuine”. i@tance, in a sentence “the restaurant
serves authentic Italian meals” authentic, accgrtiinthe dictionaries, means “made or done
in the traditional or original way, or in a way thaithfully resembles an original”. Thus, the
Oxford Dictionaries suggest that when taking restauindustry as an example, ltalian
cuisine does not necessarily has to be preparialynn order it to be authentic. It only
needs to be made as closely as possible in thergeway.

Today, however, the word “authenticity” has mangipretations behind it, and there
is no clear consensus among the academics whicls dime most appropriate. Branch (2012)
defined four different concepts of authenticitygmgsenting an example of Porsche 356
Speedster. These concepts are: objectivist coralepty subjectivism/constructivism,
interactionism and postmodernism.

Reisinger and Steiner (2006), intrigued by theatgrof different concepts, have
studied authenticity in tourism. They have conctlteat academics should not use the term
“authenticity” as there is no clear consensus anamaglemics which explanation is correct
for the tourism industry.

However, Belhassen and Caton (2006) challengetirthleword of Reisinger and
Steiner (2006) by arguing that tourism should ldied through many different theoretical

concepts as those concepts are alive and in theésnoiitourists.
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2.3. Different Approaches in Understanding Authenti city
Several studies conducted by such authors as Jagériodig (2009), Belhassen,

Caton and Stewart (2008) as well as Wang (1999eledthree different approaches:
objectivism, constructivism and postmodernism. €hane, we also proceed by reviewing the

existing literature on the three concepts.

Obijectivist conceptualism

In objectivist conceptualism approach items areartgnt because there is something
unique in them, something that makes them valu&bleis manuscript, Hartman (1973)
described this concept in the following way:

A good chair, then, has all the properties yournedmairs have. It is a knee-
high structure with a seat and a back. Now if drdeanothing but a back it's a
pretty poor chair. It's a good back but a bad cAdiere you have another
little beautiful thing of our simple definition. Asthing which is good if it has
the totality of its properties is not good whehas less than the totality of its
properties. (p.7)

MacCannell (1999) described how businesses usgedtauthenticity” concept to
trap tourists by staging authentic experience éonthHe divided the tourist setting into six
stages in which “stage authenticity” is being ugeat. instance, in stage two he described
how fish restaurant tries to stage front region ivéick region by decorating the surrounding
with fishnet hanging on the wall. This is done sadplicate the authentic experience of
eating in a true fish restaurant near the sea ahihrihe centre of the city.

Boorstin (1961) introduced the concept of “pseuderts” to authenticity. He stated
that the United States of America were surroundeifiusions created by the society. He
claimed that the society is packed with fake evants people, who are staged in order to
create illusion, which tries to replicate realioreover, he believed that people actually
prefer the illusion to the authentic experience eildplained this as following:

The tourist seldom likes the authentic (to him wftaintelligible) product of
the foreign culture; he prefers his own provinegbectations. The French
chanteuse singing English with a French accent seaone charmingly

French than one who simply sings in French. (p.6).
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Subjectivism/Constructivism

Different view on authenticity is offered by sultjetsm. This view supports the idea
that meaning of authenticity is created by one’s omnd and that the mindset is socially
constructed. Wang (1999) described authenticitshiyiew that it is determined by the
beliefs or expectations tourists have in connediictine experience. These beliefs may
depend on religion or on other characteristics vpleason may have. Wang found that tourist
explores or discovers himself in the tourist sgttimd by this achieves the state of being true
to oneself. However, he also mentioned the fadttistory of the item in the social context
determines authenticity. This means that somettiagis thought not to be genuine in the
present can become authentic in the future.

Spooner (1986) wrote that the meaning of authdptafione certain product is
different in different cultures. Oriental carpetaynbe authentic in the eyes of the western
viewer, but in the eyes of eastern viewer they gayy different meaning.

There are many different studies done in subjesttivipproach in an effort to
understand what affects authenticity. For exanfpdédamone (1997) suggested that
authenticity may vary in a different context. Hatetl that the image of Mexico in the two
San Angela Inns means success in Mexican contewgVer, in the Western world it has
more romantic context. Silver (1993) believed idablogy determines authenticity.
However, Bruner (1989) researched the fact thatlétermining authenticity in one’s head

depends on what views one has on the events, Whigpened in the history.

Postmodernism

Third view on authenticity is postmodernism, whernerist actually cannot make a
difference between the authentic and inauthentidyet and believe that the replicated
product is realer than the real product itself. Ek@98) found that postmodernism emerged
with the technological development. He described Bisneyland is being even more
hyperrealistic than wax museums mainly becausaghemuseums are informing us that
they are replicating reality, while Disneyland lstknow that illusions are being replicated.

Gottdiener (1995) brought out many examples of hyadity happening in theme
parks, such as Disneyland, shopping malls, i.eyauere where the objects in the life have
been conceptualized in order to produce simulagggions.

Another approach to postmodernism view is offeng@®audrillard (1995) with

“simulacrum”. Simulacrum is a concept, which idées the fact that society is becoming
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more acquainted with the replicated item than &a thing by which it becomes the real
thing — hyperreality. Baudrillard described it wéliwist:
But what if God himself can be simulated, thabisay can be reduced to
signs that constitute faith? Then the whole sydtenomes weightless, it is no
longer anything but a gigantic simulacrum - notaeahy but simulacrum, that is
to say never exchanged for the real, but exchafggéatself, in an

uninterrupted circuit without reference or circunefece. (p.4)

2.3.1. Approach used in the study

In our study, we look at authenticity from the doustivist approach. Constructivist
approach is confirmed and supported by many reseessuch as Spooner (1986), Silver
(1993), and Wang (1999). Moreover, the study isigly based on Jugard and Modig’s
(2009) methodology that in turn supports subjectigsition: according to Jugard and Modig,

“authenticity lies in the eyes of the beholder”.

2.4. Previous Studies on Authenticity in the Restau  rant Industry
While many studies are conducted on customer aatish in the restaurant industry,

there is a relatively limited number of studiesamthenticity in the experience industry and
in the restaurant industry in particular. Howe\bke, increasing importance of authenticity in
relation between consumers and businesses boostteugst in this field among researchers
and publishers.

In case of services, they cannot be evaluatedsily @a goods. Zeithaml (1981) and
Kotler (1999) distinguished three main charactessdf services: intangibility,
nonstandardization, and inseparability of producaad consumption.

Game (1991) believed (as cited in Mohammad & CBad.1) that the vital part of
travelling to a new land is to try cuisine fromiffetent culture. The author stated that
anything visible can be seen on television; wheneaal food is an essential element of any
destination, combined with other attractions aagidling experience (Symons, 1999, as
cited in Mohammad & Chan, 2011).

Ebster and Guist’s (2005) study (as cited in Jugamodig, 2009) suggested that the
extent to which customers identify the authentioity restaurant depends on their cultural
experience; consequently, the more culturally eéepeed consumers were able to
distinguish a themed Italian restaurant from tfa restaurant in Italy better. Interestingly,

such cluster attached less importance to authgntictheme restaurants than the customers
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who were not as culturally experienced. Neverttgelbsing given a choice between a themed
and a truly-located restaurant, both groups gawe fineference to the restaurant located in
Italy. Taking such findings into considerationngportant for the industry specialists as well
as new entrants when setting up a concept restatianwould help in meeting expectations
of clients depending on the level of their cultueaperience and awareness (Jugard & Modig,
2009).

An eye-catching article on whether restaurants asédw are actually authentic or
simply adapted to local tastes is presented byihgd2011). He distinguished four
components of authenticity in preparation of dislvesicept of place, products, technologies
and trends. Lavrin discussed the following abaaitdh restaurants: for example, restaurants
with democratic prices typically serve “gentlemesét” that includes Caesar salad,
Margherita pizza, risotto and other well-knowrettl But if those are just the names, and if
those names are the only thing that resembleantatiots of the place, it is unlikely that the
restaurant will be perceived as the true repretientaf Italian concept.

According to Cohen (1988), plenty of tourists paredourism as a play “the success
of which is a great deal of make-believe, on the plboth performers and audience”.
People engage in a game of “as if”, believing m dluthenticity of a service despite any
uncertainty they might have with respect to theiser

Jugérd and Modig (2009), who conducted their shaked on four concept
restaurants in Sweden, found out that the “busisessB, i.e. its uniqueness, can be described
as a restaurant’s core value. In the study, cdreesaof the observed restaurants stand for
“the owners’ background and passion for what th&y 8uch passion, in the opinion of the
authors, holds a much more important place anduishrmore valuable to the owners than
the financials of the business.

MacLaurin and MacLaurin (2000) argued of importantservice quality in the
restaurant industry. Hard Rock Cafe in Singapoteciwvhas been observed in the scope of
their study, required its entire staff to attene tomplete customer service-training program
before beginning the job. Moreover, the authorsirdisished another aspect that helps
restaurants to retain their clients: portion siad #s reliability turned out to be among the
main factors that kept customers (MacLaurin & Maadia, 2000).

Menu of a dining place occupies a substantial iroustomer satisfaction. Several
studies stressed that a good menu possesses slitiegas attractiveness to customers as
well as selection of goods and services that asacbenough to keep them happy (Kahn,
1995, as cited in Zhong & Ryu, 2010; MacLaurin &ddaurin, 2000). This belief has been
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confirmed by the fact that either consumers hareadly had enough of common food, or are
simply looking for something new (Kahn, 1995, aeaiin Zhong & Ryu, 2010).

2.5. Summary of the Literature Review
The term authenticity is becoming more and moreufgmmong scholars and is

mainly discussed in the experience industry. Maagliss talk about the concept as it is seen
in the eyes of tourists, i.e. people who are séagctor new experiences. What is appreciated
is something that is “not a copy”, something tisdigenuine”. There are three approaches to
understanding authenticity: objectivist conceptrali subjectivism or constructivism, and
postmodernism. For the purpose of the current stilndymost suitable approach is
constructivism, which is supported by the literattgview. Constructivism implies that
authenticity is created at the personal level &adlthe mindset is socially constructed. This
means that each person sees authenticity diffgréoth the other. Some studies suggest that
the identification of authenticity in the restaurardustry depends on customers’ cultural
experience. Others say that a well-played perfoomanh the restaurant’s staff may make

everyone see something as authentic even if dtigaly far away from being real.
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3. Methodology

3.1. The Choice of Qualitative Method
According to Mack, Woodsong, Macqueen, Guest antéya(2005), qualitative

methods are most useful when doing a research alpmibns, behaviours or social context.
Denzin and Lincoln (2005) wrote that qualitativeearch is more focused on how social
experience is created; while quantitative resefrchses on causal relationships of different
variables. Thus, qualitative research is able ¥e dgietailed information about the socially
constructed reality, information about the resiits that limit the study and information
about the researcher and subject relationshigndmpoint of view of Denzin and Lincoln,
“qualitative investigators think they can get closethe actor’s perspective through detailed
interviewing and observation”. Bryman and Bell (ZD8aid that ‘the stress is on the
understanding of the social world through an exatmm of the interpretation of that world
by its participants’. As a result, qualitative medrhelps in a deeper understanding of a
certain social phenomenon, namely authenticity.

Since the purpose of the work is to study suches@tienomenon as authenticity,
qualitative research strategy is the most recomexnith order to define authenticity one
needs to take into account the perspectives ad¢tars’ answers. Moreover, observation of
the answers is necessary, when making conclusitiges might give hints of possible
biases or even lies. Silverman (2007) confirmedZbeand Lincoln (2005) who argued that
through interviews in qualitative research, theeagsher can get more information about the
context of the answers or the feelings respondente during answers, which in the case of
guantitative research is impossible. Therefore ptaen sources of information are the
participants who are involved in answering the aesle questions, and who in the scope of
the current study are customers of the chosenurestts.

Mack et al. (2005) brought out three most widelgdigualitative study approach
methods: participant observations, in-depth intama and focus groups. Each of them is
suitable for a particular purpose when one triesbiimin specific information:

1. Participant observation is the most relevant fahgang information about

behaviours in their common context;

2. In-depth interviews is the best choice for collegtinformation about the history

of the personal experience, different perspectiweksensitive topics;



Jekaterina Fjodorova, MedlisTara 17

3. Focus groups are suitable in the cases when @dsssary to understand norms in
culture and create broad summary about the probtemsected with the
represented group.

In the scope of the current study, we are turnintgvb approaches, namely
observations and in-depth interviews. Observat@imsv us to have an insight into details
that are necessary for our study: to form our oemcgption of the restaurants’ concepts,
understand the methods which the chosen diningplapply to be authentic, try to
recognize the characteristics of clientele of eashaurant and, lastly, to make sure that the
chosen restaurants fit in the context of the stumglepth interviews help to understand a
single client’s experience and feeling he has hatle specific restaurant and let us find out
that customer’s needs.

Schall (1983) has confirmed that consumers migtd thifficulties with defining the
concept or describing its main characteristicshé&ncase of authenticity same challenge is
likely to occur. Thus, Schall suggested that infiess, interpretations and analysis should be

undertaken.

3.2. Methodology in Previous Research on Authentici ty
Researchers on the concept of authenticity havalynairned to qualitative method.

For example, Ma and Liao (2009) tried to identtig tharacteristics of product authenticity
through in-depth interviews and focus group intexxs. They used a two-stage, multi
method approach, in order to understand the priegest authenticity in consumption. First,
they conduct personal interviews with ten consunteash interview’s length ranges within
60-90 minutes. The interviewees are encouragedue An open mind about the meaning of
authenticity when being asked questions relatébdeganeaning of authenticity. After
generating six characteristics of authenticityansumption and three idiosyncrasies of
customers, they moved to the next stage. In thenskestage authors conducted interviews
with three focus groups of seventeen actors in. totee focus groups are formed using
snowballing sampling method. They use the sametignesire, which is used in the first
stage, and interviews take approximately the same t

Another study by Jugard and Modig (2009) researthedneaning of authenticity in
the restaurant industry by identifying five diffateestaurants as cases. The restaurants were
selected from the constructivist point of view atteenticity. The authors used the matrix of
real and fake created by Pine and Gilmore in ammlehoose the authentic restaurants. Next,

the authors moved on to gather data and understhatidetermines authenticity. The data
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was gathered from secondary data, in-depth intes/end observations. They carried out
qualitative interviews with restaurant keepers addsers so to understand what they have
made in their restaurant to be authentic.

There have also been researchers who used quastitathod. Sukalakamala and
Boyce (2007) investigated how perceptions and e&pieas were determined when going to
ethnic Thai restaurant. In addition, the studydttie investigate how much of the authenticity
consumers desire from the restaurant experienaeatithors carried out a survey in three
kinds of restaurants: fast food, buffet and tablwise. The questionnaires were emailed to
restaurants, which distributed them and then $entiled questionnaires back. It was a
multiple choice questionnaire in a 10-points Likerale, which enabled the authors to
conduct the following statistical analyses: meath standard deviation analysis, factor

analysis, and correlation analysis.

3.3. Case Studies
First of all, a case study is chosen for the folfayweason: it investigates a

contemporary phenomenon that can be observed ie#hdife context. Since the purpose of
the research is to explore such social phenomesnanithenticity, a multiple case study is
applied. The approach contributes to a broaderrstateding of authenticity and avoids
basing conclusions on one restaurant only. Ana#eeson is the fact that customers of each
restaurant usually give different answers; sogddiit interpretations provide a ground for
comparison.

According to Pettigrew (1988, as cited in Eisenhal@89), due to the fact that there
is typically a limited number of cases to be stddieis worthwhile to select cases in which
the process of attention is “transparently obsde/aln order to choose an authentic dining
place, we use the methodology presented by Jugdrtadig (2009). The idea was based
on a matrix (see figure 1) created by Pine and @#nf2007) with a purpose to help to

define what the authors believed to be an autheesitmurant.

Is not true to itself Is true to itself
Is what it say it is Real-fake Real-real
Is not what is say it is Fake-fake Fake-real

Figure 1. Thematrix of four modes of authenticity (Pine & Gilmore, 2007)
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Such design corresponds to constructivism approeicich supports the view that
authenticity is something in the eyes of the be#wol@herefore, the matrix enables a study to
show what the researchers believe is authentic.e@rd and Modig have noted that the
selection approach is not the most objective wapch, weaknesses should be considered.

The matrix is divided into real-real, real-fakekdareal and fake-fake. Current work
aims at studying restaurant that fit the real-oesle. A restaurant is authentic, when it is true
to itself and is what it says it is. Being trudtself is defined so that the restaurant has not
changed its concept and stayed the same for gplengd of time. “Is what it says” means
that if, for example, a restaurant says it is aviagt restaurant, then everything that represents

that restaurant must be perceived as Latvian.

3.4. Choice of Restaurants
Although the number of cases to be considered fmracular study varies depending

on the focus of the work, for the case study reteathen theory is being built, Eisenhardt
(1989) recommended choosing between four and wescét the same time, Yin (1994)
proposed that application of a greater number sésdelps to create more certainty. In the
scope of this study, we focus on five concept restats in Riga: Folkklubs Ala Pagrabs,
LIDO, Navat Club, Slvu and Uzbekigina. These restaurants were chosen because they have
been most successful in communicating the spexp@réence to us. Also, we chose the
restaurants that we were familiar with and notdhes recommended by others. Next, the
chosen restaurants had to fulfil the real-real irequent presented by the matrix of four
modes. All the five restaurants offer a unique ewgmee for their customers, thereby hinting
at the authenticity of each. More detailed spegifind claims of uniqueness of each
restaurant are discussed below.

Folkklubs Ala Pagrabgor equivalently in English Folk Club Ala Basemefatther in
text Ala) is a traditional Latvian tavern and tlivstfand only traditional music bar in Latvia
that has been operating since October 1, 2010./®ugation of traditional Latvian culture,
cuisine and lifestyle is what Ala strives for. Tplace is also unique because of live music,
traditional folkdance nights as well as the oppaitiuto choose from seventeen Latvian
beers available on the spot (Ala, 2013).

LIDO is an open-kitchen “democratic” bistro and restats’ chain with the original
interior and furnishing design. According to theteairant's homepage, it aims
at “developing hospitality and tourism on the badikigh quality service, a healthy lifestyle

and an aesthetic living environment.” LIDO clairogie “an integral part of the current
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image of Latvia”, and, thus, represents a uniqueeept in the Latvian restaurant industry
(LIDO, 2012).

Navat Clubis a compilation of cuisine of the Middle and East, namely, Uzbek and
Japanese. Navat Club wants its customers to ehggjolce vitanot just through the offered
cuisine but mainly through feelings that one capegience exceptionally in the restaurant.
The restaurant is rather young as it was openddigust 2011; yet, the cosiness of the place
immediately attracted and kept the audience (N@ua, 2012).

Slavu restaurant symbolizes Russian spirit and hospitdlhe restaurant is proud of
the genuine Russian cuisine, supplemented witlusix& homemade drinks, modern design,
excellent service, as well as the skills of thea@snt's chef from Moscow. 8lu invites
everyone to feel the generosity of the RussianmiSlavu, 2012).

Uzbekisgnatells its visitors a legend about a young pilgend a wise man. The two
happen to come across “an oasis for exhaustedl&es/e The “oasis” opens to its visitors
the world of magic atmosphere, skilful interiomite, and gourmet dishes made with natural
ingredients (Uzbekistana, 2012).

3.5. Triangulation
Triangulation, also known as “mixed method” reshars a method that consists of

combining different approaches in order to answsearch questions and establish greater
validity of the results. According to Patton (20@2¢ purpose of triangulation is not to arrive
at the same conclusions with different sourcesthmiinconsistencies should be considered
as a chance to unveil the deeper and hidden meahthg given information.

Guion, Diehl and McDonald (2011) brought out thiofwing types of triangulation:
Data triangulation
Investigator triangulation
Theory triangulation

Methodological triangulation

o~ 0w Dbd P

Environmental triangulation

This study uses data and methodological triangutatObservations, personal
interviews with administration and online interviewith customers are used to increase the
credibility of findings. After gathering data frothe three different sources, analysis will be
performed to understand the areas of consensudigrdience. We discuss the study
approach methods used for data collection in th¢ sudbchapter. The discussion touches

upon the relevance of each method and presentscaten of the data collection process.
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3.6. Data Collection Methods
3.6.1. Observations

Studying something that exists in the eyes of #telder means becoming the
beholder on one’s own, i.e. involving in the pracas a participant (Kasa, 2012). As one of
the data collection methods, observations servedheedping tool in gaining the idea of the
concept of each restaurant and understanding vithenmeal uniqueness is hidden. Since we
had a predefined focus of our research, obsenafalowed tight study design which
allowed us to agree in advance at what detailsspedific issues we were going to pay
attention to in the restaurants of our interesta4esult, this helped us not only because we
were able to understand the way each restaurasemied itself to the visitors, but was also
useful afterwards when creating interview guidedine

First, we studied each restaurant’s homepagesimtarnet which was a good insight

into the messages that were conveyed to the \8side studied the restaurants’ “about”
sections, examined their menus and looked at ttanes. Given that we were already
familiar with the restaurants for some time befibre current study, we could approve or
disapprove our belief if the observed dining plaege indeed chosen correctly.

Next, closer approach, were the on-site obsernatidmere we were able to involve in
the settings on our own. We attended the restaumantveekdays during or after the lunch
time so that the places were not crowded too mahing the visits, we paid our attention to
everything that might reflect the uniqueness ofaggx interior, artefacts, music, staff, menu,
food, as well as the clients. We tried food at easiaurant which also helped us to get to
know the service part of each place. Short notes weitten down on the spot; however,

more detailed recording of the insights followetkahttending each restaurant.

3.6.2. Interviews with administration
During our observational visits to the restaurants approached the administration of

each place in order to agree on having intervidatheewith the owners or managers. The
meetings were scheduled in the afternoon on woskeden the interviewees were free, and
the sites were not particularly crowded. This wlase done with a purpose to maximize and
keep the interviewees’ attention, and not to makentdistracted. In some places, the
respondents were the owners, while in some theg weministration; in Uzbekigta it was
only possible to talk to the chef of the restauranist of positions that the interviewees held
in a particular place is presented in table 1 bel& also mention the language in which

each interview took place.
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Restaurant Interviewee Language of interview
Folkklubs Ala Owner, manager and chef | Latvian

LIDO Marketing Specialist Latvian

Navat Club Administrator Russian
Restauranslivu Owner and manager Russian
Restaurantzbekisina Chef (also for Navat Club) | Russian

Table 1. Thelist of interviewees (created by the authors)

An interview guide was created in advance and reedhihe same for all the five
restaurants. However, the interviews were semetirad because for some interviewees we
had individual questions that mostly arose becafisespecific fact about the restaurant or
the interviewees’ experience. In addition, follog-guestions contributed to the guideline
and were essential. Also, we did not name the topaur study to the interviewees in order
to make their answers the least biased.

The interviews lasted for 45 to 70 minutes. Weiinmfed the interviewees that we
were recording our conversation in order to be &bfecus on the interview itself and go
through the interviews once again later. We onlglensome short notes during the
interviews if we had some fresh ideas that werehwariting down.

After the interviews had been conducted, we trabedrthem to be able to analyze
the data. However, from time to time the interview¢old us something we did not ask
about. Therefore, we did not transcribe whole inéwvs; yet, only the data that was
meaningful for our topic, or which was useful fengrating new ideas and looking for new

related literature, was transcribed.

3.6.3. Online interviews with customers
Face-to-face interviews with the administrativeesid each restaurant helped us to

come up with the most important questions to askctistomers online. Approaching visitors
in the restaurants for interviews would be difficHirst, it could disturb them from having a
meal. Second, there might be a negative reactmn fthe administration side. Moreover,
awaiting people next to the entrance could be aatisfactory solution. We tried to approach
visitors several times in LIDO (here it should m#iced that among the observed restaurants
LIDO is the least formal place because visitorsrareserved by waitresses; on the contrary,

they choose the food on their own); however, ehenetthat turned out to be with almost no
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success: people were enjoying their food while migzionversations, and they were not
pleased being interfered. Thus, it was decidedséosocial networks to attract people. In such
a way, we found the pages people followed or wihigy “liked” on Facebook. Customers of
four restaurants, such as Ala, Navat Cluby&land Uzbekigina, were contacted on
Facebook, while customers of LIDO were approacheoligh draugiem.lv, a Latvia-based
social network. Thus, we turned to convenience sagn the case of customer interviews.
Messages that explained the purpose why we appedgmtople were sent to 124
Facebook user and 20 draugiem.lv users on MarcMaét responses were received during
the first five days after the messages in Latviath Russian had been sent; however, there
were also people who replied later. Overall, we aged to collect responses from 19
Facebook users and only 2 LIDO users. After examgitine replies, we were able to identify
several respondents with more interesting, dedywekihg, and better mood conveyed. We
thanked all respondents, as well as asked thosaom we were interested if it was possible
to meet for a cup of coffee someday for a 30-mimuteerview. Unfortunately, our messages

were ignored.

3.7. Content Analysis — Coding
Qualitative data provides a researcher with aflalada and the process of its

interpretation may be complicated. To understaeditikaning of authenticity in the
restaurant industry based on the data availabihe the observations and interviews we
decided to use coding.

Coding in qualitative research approach meansypgcation of labels which are
further used for classification and giving meantiognformation collected. Since data
obtained in open-ended interviews is broad, sejparaf it into smaller pieces allows
researchers to organize the information; thusfitttengs become easier to understand and
interpret (Kasa, 2012). Coding can be considereslibgective because it is up to the
researchers to decide which part of the data sar(Denzin & Lincoln, 2005). Because of
large-volume data that are obtained through opele@imterviews, we addressed two-step
coding process (KaSa, 2012). In the beginningjrtfegmation was filtered in a more
dispersed way where codes were rather broad. Adireisy the data was combined into more
specific manner where codes were narrowed down.

After transcribing the interviews, we were ableséparate our findings into more
pronounced concepts, or codes. Since it was feasildrientate around the data we obtained,

we turned to manual coding, though another optiazhtrhave been a computer software
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program NVivo, mentioned by Jugard and Modig (20@@mparison between theory and
the concepts served as a way to answer the resgaestion of our study.
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4. Results
In this chapter, we present the results that wbtaimed from observations and

interviews. We first show the administrations’ paafi view regarding the meaning of
authenticity. Later, we present the idea of autb@ptbased on the online interviews with
customers. Finally, we address our personal obsengwith a focus on authenticity in each
of the five restaurants.

4.1. The Meaning of Authenticity for Administration
After conducting interviews and writing them dowm the paper and reflecting our

personal thoughts, which arose during the intergjeme summarized the ideas for each
restaurant separately. The ideas present eaclimrasta concept as it was described during
each interview and reflect the meaning of authéwptas it is perceived by each interviewee
and, thus, each restaurant (we presume that adratios forms the image of a restaurant

based on their personal way of interpreting authigyl.

4.1.1. Folkklubs Ala Krogs
In the beginning of the interview the owner, whalso a manager and a chef, told us

that he and his friends felt the need for placesre/thatvian folk could be gathered and
exhibited. As a result, Ala was established. Alghg place where Latvian wisdom is
cultivated: atmosphere, cuisine, selection of driakd live music altogether result in
common Latvian patriotic atmosphere.”

We were informed about the experience of the cauksiely that they had been
connected to reconstruction of the old culture. Gindem participated in ancient-themed
events and gained experience in cooking autheatsine. Second cook’s background
consisted of working in a small village where oldmen taught him how to make ethnic
cuisine. Thus, the owner requires the cooks to laavenderstanding of the Latvian cuisine.

The owner is not only managing the restaurant. &edneated his own recipes, the
interior and played in a band in the evenings.isndpinion, it is essential for a person who
owns a restaurant or pub to be passionate aboutheldoes, and the person should not be
afraid of losing sometimes because it is only thessible to stay true to oneself:

A great mistake in randomly opening a themed baestaurant is not
knowing the field and not being passionate abaaitalpic itself. It is stupid to
rely on an excellent barman. You should be famikidh the field in which
you operate. | was once advised to hold some destcAsa, i.e. transform it

into a club at night. Yes, that might be a goodrsewf extra profit; however,
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I don’t know anything about managing night club &mibn’t feel that this is
my calling.

The cuisine that is represented in Ala follows lLatvraditions: ingredients of the
dishes are typical for Latvia, and Ala purchaseslpcts that come from the local market.
Besides traditional dishes, there are seventeass typLatvian beer available in Ala, and
there is no other place with that wide variety afiian beer selection.

In furniture and finishing of the details, consialele amount of wood is used. Many
tables and chairs were collected from old beeoféest around Latvia, and the owner knew
the history of each item. Same applied to pictoreshe walls that came from different
places.

The interview revealed that Ala is being perceidédterently: some say it is ethnic;
some find lags behind the concept. As the owneaewes, the real truth whether Ala is
genuinely Latvian varies from individual to indivdl: “It all depends on where you draw the
line between what is real and what is not.” He &dked about authenticity of Ala: “we
associate ourselves with the words “traditionadiyithentic”; we still try to offer something

authentic, however, together with the modern tduch.

4.1.2. LIDO
LIDO developed their current style in the bistra aastaurant sector in early 1990s

and the idea almost fully belongs to its owner Kirsons. The Marketing Specialist who
participated in the interview was sure that LID@ets from other dining places. According
to her, the main distinguishing aspects are tHeviahg:
» especially cozy atmosphere;
» interior design according to Latvian traditions @awents, which is typical only for
LIDO;
» prices are targeted at families with children;
* in almost every LIDO people can see how the fodekiag prepared and can choose
the one they like the most;
» huge selection of homemade dishes;
» large investments into decorations, attractionsdesign: LIDO has its own team of
florists, gardeners and decorators, and they esed to have their own design factory;
* LIDO makes its own beer.
The interviewee did not consider LIDO to be a gaaly ethnic; she’d rather call the

place stylized: “we are not saying that we haverr@ mational motive: it is stylized, Mr.
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Kirsons’ style.” According to her, a restaurant “damt necessarily need to represent folk
motive: it depends on what clients want to seenestaurant; those might be folk elements,
or a cozy atmosphere, or a salon atmosphere. Fherdd be a theme which the restaurant
represents: be it a rock-café, or high-tech fonagers, or roller skaters’ motive, or surfers’
motive.”

Even though the interviewee talked about how sdithe place is (with the
application of wooden materials, Latvian musicjoral costumes and ornaments), she
stressed that not only tourists associate LIDG/pisal to Latvia, but also the locals see “the
long-existing Latvian enterprise” as “national @idLIDO shows “the way old Latvians
lived”. When people come to LIDO, they feel satisfan that they come to a long-existed
Latvian enterprise and that they, in a sense, stuppmals: local farmers, employees and
owners”. Also, during major events they play folksic and invite folk bands and dancers.

Talking about main services, LIDO offers not jusitvian but also European dishes.
The interviewee admitted that there are not maslesi that can be called Latvian because
cuisines have mixed over time. Despite that, tHésr mational dishes that can be rarely
found in places other than LIDO. “People know witego to LIDO: for good food, a broad
choice, and for entertainment”, said the Markefapgcialist. She is confident that “there is a

lot to see with one’s own eyes: preparation offtluel, decorations, shows and events.”

4.1.3. Navat Club
“Nothing like this had existed in Latvia befored]d the administrator of the

restaurant. The place is a “mixture of differensmes, such as Uzbek and Japanese, a
combination of different designs, a place that fes excellent service at a reasonable
price.” The place was established by an Uzbek,enduil idea to blend beautiful and stylish
interior and different cuisines came from MoscoweTdeas were developed in cooperation
with the chef and the cooks.

In order to deliver the idea of the East, thoughin@n unobtrusive way, elements are
put in the context of the restaurant. Guests camagonal Uzbek dishes and pictures on the
walls, each with its own story, books on the shglteaditional carpets, and a chargrill space
where it is possible to see how shashlik is benmegpg@red. However, the music at the
restaurant is not Uzbek: it is more typical toasslic restaurant’s music.

Uzbek food is the main offering at Navat Club, whibpanese is just an addition.
However, “unlike Uzbekiana where you plunge into Uzbek atmosphere as sogowaenter

the restaurant, in Navat Club you will most prolyalohderstand it only when you open the
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menu”, the administrator sdid'If the owners wanted the restaurant to be ekpflit)zbek,

they would have done so”, she told us. The restduligtinguishes itself from the others as a
beautiful and cozy place where people come to reapoy delicious food and feel like

home, and at the same time enjoy the excellenicgerv

Particularly crucial is the way visitors are trehtAt Navat Club, every person is a
guest, but not a visitor or customer. Guests at@nly welcomed, but also escorted at Navat
Club. We were told the following: “the restauraashvery high standards and requirements
to the staff: everything should be at the highegell Meanwhile, the old qualities and values
of Navat Club are preserved.” During the intervi¢ghig administrator stressed four main
things why people come to Navat Club: food, servicerior and reasonable prices.

Many products and ingredients come from Uzbekistad, as the administrator
joked, sometimes even the cooks bring something toabekistan if they go back home.
“Yes, cooks were invited from Uzbekistan”, stresteslinterviewee; “we strongly
disapprove the situation, when people who areelated to a particular culture are
responsible for the cuisine of its culture.” Thettho is responsible for Japanese cuisine is
a specialist from Moscow, who worked with world-fans gurus of Japanese cuisine.
Nonetheless, staff at the restaurant is local malok to the language, and there are no
special requirements related to the staff's knogdedf Uzbek or Japanese culture. “Staff
must be competent when it comes to food: they hkustv all ingredients and tastes, which
they must learn when they are hired or when a risvid introduced”, the administrator,
who is also responsible for recruiting and trainmegv employees, told us.

The quality of the food and proximity to the origirare essential. There
cannot be inconsistencies in the taste, whichmsrotbed by the chef.
However, sometimes different ways of serving hatéyavat Club, and
Uzbekistina exist. Menu does not change often: yet, notixrg exotic is
introduced. There are some “standard” dishes aMaila Navat Club in case a
person does not want to have Uzbek or Japanesexdonple, Ceasar salad or

salmon with rice.

4.1.4. Slavu
The restaurant, which moved to the Old Town of Rigae years ago, has existed for

almost thirteen years. When we talked to the manag® is also the owner of the

restaurant, she stressed: “the chef must représeiculture of dishes which he prepares”.

! Note: Navat Club and Uzbekisia belong to the same owner.
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Slavu had a talented chef from Moscow in the earlges$eof the restaurant who worked in
Slavu for two years. “The cooks are locals now, buthage had them for twelve years
already. The school they represent has remainduanged as it was at the first day of the
existence of the restaurant, and we are exceplyomadud of it”, the manager said.

The restaurant has a visually restrained style.dgars are responsible for decoration
since the designer is only in charge of the intefibhere is not enough space now for all the
decorations, and we also could not move all of tfrem the old place because they lost their
initial shine”, we were told. The main emphasis riswn the collection of gzhel and on the
window dressing. Most of the elements were acquethe owner, though some decorations
were presented to the restaurant by its guests.

The main way in which the restaurant tries to dglihe idea of Slavic culture is
through its menu; thus, most attention is paicheduisine and people come mostly for this
reason. Names of dishes in the menu have very hippéidles and descriptions which the
owners write on their own. In 8lu, “I call the meal we serve as “live-food”. Halfuff is not
what we support. Of course, some decorations cqmdpared in advance, but never the
meat, fish, salads and other food”, the intervieayggroved. Many recipes have remained
same from the very beginning of the restauranteraiion. “Luckily, the team remained,
thus, the traditions are kept”, said the owner. fidstaurant is also proud of its specialty
drinks which one can taste only ira@l.

There is another restaurant in Jurmala that hasezkfor a shorter time period. It is
more popular during the summer, is more rakish|enthie restaurant in Riga is more
restrained. This is also expressed by music: “Theiecndepends on the clientele: sometimes
we put Russian music, sometimes we prefer calmuestt music, and sometimes we switch
to international artists. The national motive irnia makes us focus on the situation in the
hall”. The owner also told us a story that onceaug of Latvian-speaking visitors had come
to the restaurant and the music that had beenngatithat moment was Russian. After a
while, the owner came to a barman and asked hrhdage the music. To her surprise, a
gentleman from the group approached her and askgdhe music had been changed. “l am
in a Russian restaurant. Please let me listen $3iR0i songs!” said the visitor.

Slavu does not chase modern trends either in intesion food. The restaurant
preserves its initial idea and initial offeringdldwadays, it is rather hard to surprise people”,
admitted the owner during the interview, “people adot, travel a lot, and have a huge
choice of everything. We do something all the time:never relax. But the most important

thing that we want to show is the generosity ofShevic soul.”
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4.1.5. Uzbekist ana
We learned from the interview, which was conduatéti a chef of Uzbekigha (as

well as Navat Club), that the restaurant had b@emed three years ago by an Uzbek. In
order to arrive at the interior one can now obsémtbe restaurant, a designer had to study
the culture of Uzbekistan. A lot of decorations eoftom Uzbekistan, and each of them
represents the true Uzbek culture.

The chef shared how he began to work: “From thg keginning of my career | tried
to avoid working in canteens. Practice is tremestoimportant; when | was 16-17 years
old, and | was directed to work in a canteen,d tdo, | want to work in a restaurant!” A
person should be committed to what he does. Samighideing a chef.” He followed the
idea that only by working in the best environmeatcbuld learn how to be a professional.

In Uzbekisina cooks also come from Uzbekistan. The intervieladieved that
cooks can only present the true cuisine of a pdatiaountry or culture if they originate from
that country or represent that culture. Two moibéfore Navat Club opened the chef taught
new cooks how to prepare each dish: “They weratatk but they came with different
school. | had to teach them my school.”

The chef stressed the importance of the name edtaurant. According to him, if a
restaurant is given a specific name, and espedfatlyepresents a particular country or
culture, everything within the restaurant shoutésitthat. The interviee touched upon the
issue of genuine. He presented the following exampl

Let's say Eurostyle Uzbek restaurant. Forget aliblityou want to boost the
restaurant, it should be antique inside. This ig pople also come to have a
look; they observe the way people lived in the p@snsider the grapevine: in
Uzbekistan if you have your own house with the sarestle-bed, there will
undoubtedly be a grapevine above the trestle-bésibkautiful, stylish. In
many places | see Eurostyle, but you see the sahmree. Or you enter a
cafeteria with European cuisine, and you also firedlsame. People want to
see something different! When people visit a restaty they want to get into a
completely different world. Thus, every detail slibrepresent that particular
world: even plates, even this [here he pointedregkin holder with national
Uzbek cotton pattern]!

Though, he admitted that it is expensive to mamtiaé concept, but that everyone
who belongs to the restaurant can be proud offis'is 200% Uzbekistan! In summer

people should have the feeling that they are wigithat sunny country,” the chef claimed.
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He told another story that he was once serving fa@an old lady, and she started to
cry. When he asked the lady if he was doing somgthirong, she replied that during the
war she lived in Uzbekistan, and she was hostemhtlyzbek family. The chef's appearance
and accent reminded her of those times.

In the chef’s words, in the East they say: “theggu® dearer than the father”. He
taught others this rule: both in Uzbekish and Navat Club (here we can remember that in
Navat Club we were also told that there are onsggiwho come to the restaurant). This is
how a person would be treated in Uzbekistan, andamaot do it otherwise.

The interview in a sense was a lecture on the uttiUzbek people. Talking about
the atmosphere and interior, the chef pointed atyneéements that could be observed and
explained their meaning. Also, he told that Uzbelsio plays all the time. According to him,
it favours conversation and allows guests fullysgréhe feeling of Uzbekistan.

The menu of the restaurant represents most of zhekJdishes, which are served on
traditional plates. Along with Navat Club, manyiiedients come from Uzbekistan. Other
products the chef prefers to buy from the centraik®t. We asked him if he bargained as a
real Uzbek. “Of course, | do! But | should confésst | am impressed with the quality of

vegetables and meat | can buy from the local predythe said.

4.2. The Meaning of Authenticity for Customers
The following subchapter gives an overview of thsults obtained from the online

interviews. We separate the results accordingdditle restaurants and analyze the data later

in the next chapter.

4.2.1. Ala
People find Ala truly Latvian because of the atni@sp inside and even due to the

fact that it is located in the basement. Peopletisatythe place brings them many years back
to the Old Town of Riga where locals gather togetfibe authentic feeling comes from the
traditional music (both live and audio), danciragdl beers, the menu with beer snacks and
the food itself. Interior of the place with all itandle stands, bottles ofgas Melnais
balzams and other details contribute to the feadingpmething Latvian.

Nevertheless, for some people it was difficult istidguish the real Latvian motive in

the entire place, except for Latvian language azat.b
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4.2.2.LIDO
One respondent mentioned that what made LIDO Latwiare the facilities and

design made in the ancient Latvian style, natidnesses worn by waitresses and Latvian
music hits. Also, most of the respondents belteat the menu offered by LIDO represents
the true Latvian cuisine. A different respondeipiiegl that the interior with folk motives,
celebrations of Latvian holidays, traditional disliepresented in the menu as well as Latvian
music are those aspects that make LIDO Latvian.

Quick on-site questions allowed us conclude thatvgleveral people perceived to be
exceptional at LIDO was the fact that “there istatb see with one’s own eyes: preparation
of the food, decorations, shows and events.” Magliete that LIDO had stayed true to

itself, which also makes the place special.

4.2.3. Navat Club
The cuisine of the restaurant is different fromeosh however, with classic dishes, it

represents the atmosphere of modern East in thkelmissuropean life. People compare it
with “abundant Asia”, or say that there they cah“gggendary Uzbek meal on European
table”. According to some, variety of national dishinterior and many details make Navat
Club authentic. However, some say that the atmasphest be in its original flavour. Others
argue that atmosphere and interior play importaletin creating a positive impression, and
facilitates conversation, but for a restaurante@bénuine staff should be dressed accordingly,
authentic food should be offered on the menu, backtshould be themed interior.

Another aspect which makes a restaurant authemtitha ingredients: they should
either be original, i.e. from Uzbekistan, or atskeaf the best quality. In addition, service in a
restaurant should stay the same, without changeseder, the quality of the food must be
maintained.

4.2.4. Slavu
The atmosphere that make&\&l authentic is represented in the music, mosthyis|

visitors and the cuisine. Some people believettimtestaurant manages to convey the
breadth of the Russian sole, its friendliness argpitality. The fact that the tables are
already served, the tableware and furniture atepfjuality, and the staff is older than 30, is
also perceived to be authentic by some respondemésstaff and the interior should be

relevant to the dining place.
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4.2.5. Uzbekist ana
Most of the respondents admit that having pretigrior, delicious and well-served

food and excellent service in an ethnic restausanodt enough. Every detail is essential: staff
uniforms, tableware, music, everything must créfatenational picturesque atmosphere. For
some, authentic interior means that they not oat Wwith the mouth, but also with the eyes”.
Variety of details, such as costumes, the cultfiseovice, traditional Uzbek skullcaps,
canary bird, round table, make the whole pictdrdzbekistan. And everything is
accompanied by traditional Uzbek music.

Some people pointed out that what makes Uzlmtasan Uzbek restaurant is the
plov: you cannot find the same plov anywhere aisgiga. The way plov is served in
Uzbekistina is unique. When a chef serves plov in front dient, the impression of
authenticity is created; it feels like the recipeektraordinarly distinctive.

People believe that a restaurant should have itstmditions and always follow
them. It was also stated that the presence of Uldming staff would contribute to the

pureness of an Uzbek restaurant.

4.3. Artefacts as a Hint to Authenticity
When visiting the five restaurants we paid closerdion to the following details:

menu and food, music, front line staff, kitcherffsiaterior, artefacts, how the restaurant
looked from the outside, and clientele. We were ablobserve performance stage in Ala,
traditionally dressed waitresses in LIDO, froniggt@ooking areas in Navat Club, grapevine
in Uzbekistna, gzhel collection in ®u and much more. Because of the large quantity of
observations, we formed a table and made notesafdt above mentioned part of every

restaurant. Tables that summarize our observaiiompresented in Appendix 1.
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5. Analysis and Discussion of the Results
In this chapter, we present the analysis and dssoo®f the results obtained during

the study. The analysis is interconnected witHitbeature that we discussed in the second
chapter. Based on triangulation approach, we th&eliterature to the restaurant
representatives’ view on authenticity, customeestcpption of genuineness, and our personal
on-site observations. After summarizing the reswts provide the interpretation of the

meaning of authenticity.

5.1. Constructivism and Triangulation
The constructivist approach implies that authetytisi defined on a personal level. As

a result, it is a socially constructed concept thiikely to be subjective. Nevertheless, we
stick to this approach as it, first, provides treetiom for the people we interview, and,
second, gives freedom for our personal interpratatiln order to make our conclusions the

least biased, we turn to the triangulation method.

5.2. Offering Authentic Experience
Despite food and service being the basic for eauhglplace, one can argue that

there is something more than that. In order to keegpomers, restaurants should offer their
visitors greater or completely different experient®an anyone else can. When a restaurant
needs to add experience, it can get a fantastic cha&nge the interior or have live music
(Darmer & Sundbo, 2008). One of the owners strefsednportance of the atmosphere that
makes a client feel welcome and being treated hignélscould have even put cardboard
boxes to eat on, instead of chairs; if there isgibed atmosphere, they will not care if you
have a 200-years old oak table of the cardboard B question is how to reach it? In fact,
you get it through your front line staff.” (Ala) i8ilarly, Navat Club’s administrator claimed
that their aim is to make their guests feel at hofirey never call them clients (Navat Club).

Moreover, the issue of opening other places wighsdime concept under the same
management was discussed with the intervieweeis: i&la very individual place and
opening the same somewhere else is not a goodatsaise then the current place would
stop being authentic.” (Ala)

As Ebster and Guist (2005; as cited in Jugard & iglo2009) suggested, the extent to
which customers identify the authenticity of a aesant depends on their cultural experience.
In this way, foreigners are far less critical todsathe concept when they come to a new

country. For instance, in Ala foreign visitors tadkeerything for granted, the only thing they
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could have complained about is the service, whashriot been the case. On the contrary,

locals tend to be more critical to the concepthef pub.

5.3. Restaurants’ Perspective

Being true to oneself

When asking the interviewees about the developwfeie concept throughout the
years, we were able to see clearly that they hatvehranged the idea and the message of the
places since the beginning of their operation:dveere no significant changes in their
menus, as well as the interiors have not been meddilt was possible to reflect some
personal values of the interviewees which theyltteefollow when managing the business:

Nowadays, people, especially young, are chasinghfwtern trends in the
restaurant industry: be it Italian, French or atheo sophisticated cuisine. [...]

| do not support the idea of mixing different copise especially when it comes
to cuisine. We have been staying true to oursdtweslready 13 years.” (8fu)

In LIDO, for instance, if something new is introeuf; it should not contradict the
concept. The idea of the way old Latvians lived thgresented in LIDO in a stylized way is
still present in today’s concept. A Marketing Spdist stressed that locals see “the long-
existing Latvian enterprise” as “national pridehus, by remaining true to the initial concept
and values, the restaurants express not only peceto themselves, but also to their

customers.

Passion for what you do

Similarly to our study on concept restaurants, dligdd Modig (2009) concluded
that “business soul”, or uniqueness, of restaunaigét be considered as the core value,
which is represented by “the owners’ background @askion for what they do”. After
talking to the representatives of the restaurambsen for our study, we can claim that those
people are indeed enthusiastic about the placgsthie and operate. “My friends and me
felt the need in something purely Latvian, a plabere Latvian folk music could play all the
time and where people could enjoy the true Lataisnosphere”, told the owner of Ala. He is
a musician himself, and has received his educaitsom chef.

In Uzbekisina not only the owner, chefs and cooks are fullpmitted to their job,
but also the local staff. “When people visit thetagirant, they do not know much about
Uzbekistan, that’s true. But, you know, | can des they get interested in the culture very

quickly: they start reading books, look for infortiaa in the internet, and ask us, of course.”



Jekaterina Fjodorova, MedlisTara 36

What's more, we were able to observe that thevigerees, most of whom were the
owners, were all the time engaged into monitoriregdtaff, as well as talking with the
clients. “I am demanding towards the staff whesoines to work: there may be tears, there
may be tough times for them. But | am also genevatls compliments and rewards. The
reason for control is because | want my team tkwaoth full dedication so that they can

deliver the best service and treatment with resfoectr clients.” (Ala)

Maintaining genuineness

As suggested by the Oxford Dictionaries (n.d.)tl@nexample of Italian cuisine, in
order to be authentic the food must be preparedgenuine way, i.e. as close as possible to
the original. All interviewees stressed the impoceof a chef in the restaurant, and they do
implement their doctrines: all the five restaurdmse chefs with an excellent understanding
of cuisine. Accordingly, in the case of Ala, stagiifrom the owner and ending with the main
chef, people who are involved in cooking as welvaising recipes have outstanding
experience and knowledge about traditional Lateiisine. The main chef, for example,
used to be connected to the reconstruction of ltheatvian culture, and he learned a lot
about old cooking techniques from participatiomntient-themed events. At the same time,
chef and cooks in Navat Club and Uzbekistare Uzbeks: “we find it to be essential to have
a chef who knows the way the food should be prehdhe way it should look and taste like”
(Navat Club). Despite the fact thag@l currently has a local chef, the first chef wamsrf
Moscow, and he was also the teacher for the cuctesfs: “we recruit only experienced
chefs; another thing is that new chef must be tatighidea of each dish, the way it should
be prepared, served and tasted; customers areemrsitive and they notice every change.”
(Slavu) The story about the old lady that was told yshe chef of Uzbekigha and is
presented in the previous chapter can be also stoder from the position of authenticity.
The fact that the lady started to cry when the eVees serving plov can be interpreted as a
sign that customers associate an Uzbek chef witteang original, genuine.

Another factor that makes the cuisine close tootiiginal are the ingredients used in
preparing the dishes. Ala uses locally grown amdipced ingredients. Uzbekisg is proud
of the fact that many of the products they useiaig from Uzbekistan. Eventually, with the

help of culturally-aware chefs, the food can bepred in a way that is close to the original.
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Being who you say you are to others

During all five interviews the importance of keepipromise, or the message that has
been sent out to the public, was stressed. Acopitdithe chef of Uzbekiaha, if a restaurant
is given a specific name, and especially if it es@nts a particular country or culture,
everything in the restaurant should be typicattifiat country of culture. Uzbekista strictly
follows its ethnic concept, starting from Uzbek fthed cooks and finishing with traditional
Uzbek tableware. The owner of Ala also admitted, imaterms of the operations of the pub,
it is essential for them to be honest with theigmis with regards to the quality, quantity and
prices. He believes that this is one of the colesrin the service industry; one should first
consider a customer and only then think of the ofayetting more sales from them.

The idea of staged authenticity, formed by MacClr{h873), could be also
observed in some of the restaurants. Namely, LIB®dn open kitchen in most of its bistro
and restaurants, while Navat Club and Uzbekesthave exposed kitchens with either open-
window kitchen in the first case and traditionabbgk oven tandoor in the second. On special
days, Ala offers its visitors to cook together witie chefs, which is also a way of removing
the so-called boundaries between the staff andtsliénterestingly, there was even such an
event in which the customers switched the roleh thie staff: while the staff was celebrating
Christmas, clients became barmen or waitresses.

The interviewees also admitted that even thougin testaurants represent unique
concepts, some aspects of the theme cannot biefillfThus, while many accept the music
played in Ala the way it is and consider it to eg®nt pure Latvian folk music, some locals
blame the owners of the pub on adding modern vessié music to the content.

We take traditional, and we take the modern. Bez#use took some really old
folk music, something very ritual, it might haveteleed people more than
attracted. And that's why we call our style “posltkf: a modern way of
performing old songs and folk music. (Ala)

On the example of tourists Wang (1999) shows thaty®ne has his own beliefs and
expectations in connection to the experience. Toereeveryone who visits Ala, or other
restaurant, will have his own position with regat@suthenticity.

As another example of adjustments to nowadaysdif@xfing might be considered:

We do have some dishes that are neither UzbeKlapatnese. For example,
salmon with rice were included because in majaityations there is at least
one person in a company of our guests who warftave fish. Otherwise, we

have only two cuisines. (Navat Club)
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Even though there is something in the menu whidsdmwt represent cuisines, Navat
Club focuses on, this does not, according to timeimidtrator, imply that traditional dishes

they offer are not authentic.

Using clues to communicate the concept

It is rather difficult to evaluate the quality adfrgice, atmosphere, cuisine and the
concept itself, and the assessment might be silgeets a more tangible part of a concept
restaurant are the artefacts. Each interviewess fingecessary to use artefacts in a themed
restaurant. The artefacts come from the countrgdeing on the concept represented in the
restaurant. Moreover, some artefacts have beeermegsto the restaurants by guests.

A Marketing Specialist at LIDO told us that the quany used to have its own design
factory that produced furniture and other woodemants. In order to preserve the stylized
concept now, LIDO specially orders everything ieds from local producers. Moreover,
LIDO has its own team of gardeners, designers acdrdtors who help in maintaining the
concept. Similarly to LIDO, Ala represents Latvieoncept. The owner of Ala could say a lot
about the furniture: almost each table and chaie liaeir own origin stories.

From the five restaurants, Uzbekisa probably can be called the most complete with
artefacts. Everything has been brought from Uzlbekisand the chef is grateful that there are
people who agree to help if something is needateSihe chef is Uzbek, he appreciates
every element of the interior that is representetthé restaurant. He assures that every guest
will undoubtedly feel like being in Uzbekistan i ltomes to the restaurant.

Overall, the restaurants pay a lot of attentioth®visual appearance of each place

because this is one of the first things visitorsaso

5.4. Customers’ Perspective

Adhering to the concept
Based on the answers to the online questions wd ctaserve that visitors try to use
as many of the five senses, such as sound, sigitt) t smell and taste, as possible to assess a
new place. For example, almost every customer meeti music that is being played in the
restaurant: be it folk music in Ala, Latvian hitsliIDO, Russian songs in@u, or Uzbek
music in Uzbekigina. However, in the case of Navat Club none of¢éspondents told
anything about the music. Such an observation neapterpreted in the following way:
while Ala, LIDO, Skvu and Uzbekigina are attributed to ethnic restaurants, Navat Gbés

not position itself as such, apart from the cuisftethe same time, people did not distinguish
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whether it had to be folk music, as in the casalaf or hit music, as it is in Lido: in both
cases everyone called the music Latvian, by thidyimg its authenticity. Such observation
was discussed by Wang (1999) who claimed thatiterly of an item in the social context
determines authenticity. Thus, in music, authetytican be hardly defined: it just has to be of

that language, and, maybe not too up-to-date.

Attention to details

When it comes to visual assessment of a site, ces®pay a lot of attention to
national motives. In case of Ala and LIDO, peopi¢iace wooden furniture and finishing. In
LIDO, open kitchen and national dresses were alsotioned by respondents. In this way,
customers from Uzbekista say about national costumes on the staff, dsawelumerous
decorations on the walls, tableware, and otheiildefeccording to the respondents, every

detail is important in creating national pictures@imosphere.

Demanding the truth

The quality and genuineness of cuisine, undoubtediyain the determinants of
authentic restaurant. This corresponds to the Sgh{@899, as cited in Mohammad & Chan,
2011) suggestion that whereas television can afex good visualization of almost every
part of the world, local food is an essential elatrid any destination. In Navat Club, one
respondent said that authentic cuisine is the @éasgart of a restaurant. To fulfil this, i.e. to
deliver the genuine cuisine, the restaurant shosédoriginal ingredients or at least the ones
of the best quality. The way the food is servednastioned by a customer of Uzbekis,
might have a substantial impact on the perceptigheodining place. When the respondent
talked about the way plov is served in the restatushe stressed that the personal service by
the chef created the feeling that the recipe wag $ipecial. Visitors of Navat Club also
mentioned the inartificial experience they coultligghe restaurant.

According to customer responses, the restaurantlean to be authentic only if it
stays true to itself. This was told by severaltois of LIDO as well as one of Navat Club.
Lido as a dining place has existed for more thantwyears, thus such statement is
perceived to be valuable. In the case Navat Cliiiglwhas existed for just one and a half
years, it may be argued that drawing conclusiontemmeaning of authenticity in such case
would be wrong. However, the meaning of the phemaneas something very individual.

Moreover, the truth that newly opened places changenost during the first year of their
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operations, might add to the credibility of theimiaNevertheless, this shows that customers
have noticed and highly appreciated the fact tlaatatiClub has not changed.

Darmer and Sundbo (2008) told that in order toexfzkrience, a restaurant could, for
example, get a skillful chef or have live musicr Fstance, in LIDO customers perceive
celebrations of Latvian holidays as particular egree that can be found only in LIDO. In
Uzbekistina visitors are extremely keen on the fact thattref and the rest of the staff are
exceedingly hospitable, so that the true atmospbieizbekistan is conveyed in the right

manner.

5.5. Analysis of the Results of Observations
In this analysis, we try to bring out key detaliattrestaurants use to create an

authentic experience. This is done by identifyimgilsirities between the restaurants we
observed. Based on the evidence, we have distimggiisee main key codes of these details

in creating the authentic experience: genuineregsessing identity and clues.

Genuineness

We consider genuineness by exploring the way irclvihie restaurants present
details, so that what they make resembles origindlizbekisina one can see that the chef
and the cooks are from Uzbekistan and hear the lkJaoguage; while in LIDO one can hear
native Latvian speakers and they put emphasizehbataitresses are mostly blonde,
bringing out the ethnic characteristics of northeeople. In the five chosen restaurants, we
could observe several details, which symbolizeddbethat the dishes are made in a
traditional way. For example, LIDO and Ala use liatvproducts. Uzbekigha and Navat
Club offer their visitors to see how shashlik isngecooked, putting emphasis that it is made

in an original way.

Expressing identity

From observations we can identify how the chosstatgants are expressing identity.
The most evident way of how all the restaurantsesidentity is by offering ethnic dishes,
which characterize the restaurant. According torK@®95), menu plays a critical role in
customer satisfaction. LIDO, Ala anda®l emphasize, in the menu, such details as original
names of the dishes, which make the restaurant etbréc. Sdvu’s menu describes the
dishes thoroughly and uses peculiar names for tAderhas 17 different Latvian beers to
offer its customers. Additionally to ethnic dishesLIDO and Uzbekigina the waitresses

wear traditional clothes with traditional ornamefla, LIDO and Uzbekigina offer ethnic
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background music. Also, the chosen restaurantesgpdentify through interior. We could
observe that each restaurant has developed intehich matches the ethnic background of
the restaurant. In this way, LIDO,a8l and Uzbekigha use wood when decorating the

interior.

Clues

The observations gave us information of how théareants use original artefacts, or
clues All the restaurants use artefacts to stage authexperience, which corresponds to
MacCannell (1973) study: customers are made tew®lkhat they are in a setting where
there is strong authentic experience. All the adtsf symbolize historical values and give the
impression of being in a different environment. Akes craft wheel, beer kegs, old piano;
LIDO has wooden barrels and other old decorationkssaktas (traditional Latvian brooches)
are used as curtain clipsa®8l has samovars, gramophone; Uzbékesthas clay statuettes,
pots, old lamps, plants in clay pots, a tree witlditional Uzbek and oriental desserts under
it, as well as they use traditional Uzbek tablewaité cotton pattern These artefacts indicate
that authenticity lies in bringing back the histaitisurrounding to the customer. This is
supported by the postmodernism approach of theeatidity. Similar to the findings in
Gottdiener’s (1995) study, the restaurants tryréate hyperreality and bring back historical

surrounding, which makes customers believe that ltla@e gone back in time.

5.6. Summary
In triangulation analysis, we look at different escand how data lead to that code. In

addition to the three methodological approachekitapat the meaning of authenticity, such
as interviews with the administrative side, onlimrviews with customers, as well as our
personal observations, we add the theory suggeasigdupported by the literature. We cover
the following codes: genuineness, clues, expresdenfity, passion, and consistency. For
the purpose of more convenient overview, we hagated a table with the codes where each
of them is described based on the different dateces (see table 2). We can see from the
table that only three codes (genuineness, expeaiemtity and clues) can be explained by
the four approaches, while it was challenging tplese passion and consistency through
observations. However, this follows a logical exion: in the case of our observations, it
was difficult to reveal the passion of the owndxstause of no personal contact with them in
the beginning of the study; whereas consistencglged to time, thus, we cannot make

conclusions based on one visit.
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oneself (Pine
& Gilmore,
2007)

idea of mixing
different concepts,
especially when it
comes to cuisine.
We have been
staying true to
ourselves for already

13 years” (Slvu)

K ey code Theor etical Interviewswith Interviewswith Observations
concept administration customers
Genuineness | Made or done| All chosen People who Uzbekistina and
in the restaurants have especially praise | Navat Club offer
traditional or | chefs who are the chef are visitors their visitors to
original way, | specialists in certain| of Uzbekistina and| see how shashlik
or in the way | cuisine. Navat Club. This ig is being cooked
that faithfully mostly because of
resembles an the special way
original plov is served.
(“authentic”,
n.d.)
Clues Original “Solid wood tables | Each detail is All the artefacts
artefacts from old brewery, important: staff symbolize
(MacCannell, | Latvian patterns and uniforms, music, | historical values
1999) folk make the place | tableware, and give you the
authentic, though in| everything must impression that
a more modern way’ create the national| you are in
(Ala) picturesque different
atmospher: environmen
Expressng | Staged Navat Club and Celebrations of The most evident
identity authenticity, | Uzbekistina have Latvian holidays in| way how all the
be what you | exposed kitchens LIDO; dancing and| restaurants
say you are with either open- music concerts in | express identity is
(MacCannell, | window kitchen in Ala; Uzbek music | by offering ethnic
1999; Pine & | the first case and at Uzbekisina. dishes, which
Gilmore, tandoor in the characterizes the
2007) second. restaurant.
Passion “Core values | “Me and my friends | In order for a
stand for the | felt the need in restaurant to stand
owners’ something purely out, it should have
background Latvian, a place a strong team in
and passion | where Latvian folk | which everyone is
for what they | music could play all | committed to and
do” (Jugard & | the time and where | passionate about
Modig, 2009) | people could enjoy | the job they are
the true Latvian responsible for
atmosphere” (Ala) | (Uzbekistna)
Consistency | Stay true to “I do not support the| A restaurant can

claim authenticity
if only it stays true
to itself throughout
its operations
(customers of
LIDO and Navat
Club)

Table 2. Coding analysis (created by the authors)
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6. Conclusions

6.1. The Meaning of Authenticity in the Latvian Res  taurant Industry
The purpose of this research was to explore thenimgaf authenticity in the Latvian

experience industry based on five concept restéaimarRiga: Folkklubs Ala Pagrabs, LIDO,
Navat Club, Sivu, and Uzbekistana. After carrying out the extemsitudy comprised of
personal interviews with the restaurants’ admiatstn, online interviews with customers,
individual observations, and analysing the dataugh coding we came to the following
conclusions.

Factors that drive the meaning of authenticityhi €xperience industry in Latvia can
be characterized by five codes; they are pass&myigeness, expressing identity, clues and
consistency. The meaning of authenticity lies bétihose codes. In order for a company to
be authentic in the experience industry, it hasatch the codes.

Based on the findings of this study, the codesbeaexplained in the following way:
restaurants should show their genuineness by makidging something in an original way;
clues should be offered in a way of artefacts, Whdl creates hyperreality; restaurants
should express identity by being what they prortasiee; administration should show
passion in what they do by actively being involwed restaurant’s operations and captivated
by the theme; and the restaurants should staydrtieemselves by not changing their
concepts.

We ranked the significance of the key codes grdatehose which were supported
by the three different perspectives. We conclutiati three codes, such as genuineness,
expressing identity and clues are equally significevhile passion and consistency are less
significant.

There are many possibilities for future researcthig area. The main obstacle to
defining authenticity is subjectivity of human bg#n what is authentic for one person can be
inauthentic for another. Also, there can be mosedales, which this research has not
identified. In addition, one should take into caesation that it is difficult to determine the
correct number of key codes that a company in xperence industry must fulfil in order to
be truly authentic. What is more, interaction beswéhe key codes remains a debatable
guestion. Lastly, the focus of the current studg wa restaurants; however, there is a wide

range of other industries using experience to becarore authentic that can be considered.
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&

6.2. Research Limitations
Despite the thorough research, the paper stilsba® limitations, which need to be

clarified. First, there is subjective bias in choagsthe restaurant. Even though, the research
uses 4-mode authenticity matrix in order to detema@uthentic restaurants, there still
remains bias in the choice of the restaurants basexlir own perception.

Second, convenience sampling method was used vametucting interviews with
customers. This sampling method has a bias thatatmple is not representative of the whole
population and limits us from making strong conwus related to the whole population.

Third, it is important to remember that, accordiagonstructivism, authenticity is
not given, but it is in the eyes of the beholdegnkk, the research is limited in answering
hypothesis questions and giving strong conclusaimit authenticity. Instead, it aims to
explore the meaning of authenticity in the restaunadustry in a wider scale.

Fourth, this research is unique because it capiémterviews among owners and
customers in Latvia. Moreover, there are many stidone in the tourism industry related to
this topic, however, considerable less in the teatats industry. Thus, this has brought some
limitations as it is hard to compare the resulthwther similar researches.

Fifth, we find it to be essential to indicate th#iculty in studying the topic of
authenticity because of language. First, in orggrto lead interviewees’ answers in any
direction, we had to discuss the topic by usingdsarther than “authentic”. As a result, such
words as “unigue”, “genuine” and “original” were nimned during the interviews, and
therefore, we use them throughout this study. Stscasthe interviews (both personal and
online) were held in Latvian and Russian words inigive been given different meaning
than they have in English, as well as there miglvehbeen a different inconsistencies
between the Latvian and Russian languages. Thid t@wve been a reason for biased
answers of some interviewees. Though, in mostet#ses people arrived at the issue of
authenticity on their own by saying words “authe’htind “authenticity”. Also, language bias
might have occurred when we translated the datirsdd through interviews; however, we
tried to stay as precise as possible.

Sixth, because data analysis takes more time thamght initially assume, this
research carried out research in five restaurdiis.could limit our research in terms of very
small sample; however, the aim of this researchtwéscus on these restaurants and put

more emphasize on quality.
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Appendices

Appendix 1. Tables of the Main Observations in the

Folkklubs Ala Pagrabs

Restaurants

Menu & Food

Traditional Latvian food

Grey peas and bacon
Dessert with Rjas Balzams
17 Latvian beers

Monthly offers

Themed days of the week
Latvian wines

Eco-products grown in Latvia

Music

Latvian folk music
Live performances
Folkdances

Front line staff

Simple uniforms
Waitresses
Cheerful barman

Kitchen staff

Cannot observe them

Interior

Elements of the old basement wall (bricks)
Traditional Latvian patterns used in decoration
Old wallpaper

Backlight

Artefacts

Solid wood furniture

Beer kegs

Bordeaux napkins

Craft wheel used for lamps

Old piano

Pictures and visual work exhibitions on the walls
Bottles as decorative elements

From the outside

Located in the basement
The logo has a Latvian ornament
Daily offers are on a display

Clientele

Mostly Latvian-speakers
Of different age
The interest among foreigners is growing

Table 3. Observationsin Folkklubs Ala Pagrabs (created by the authors)
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LIDO

Menu & Food

Many dishes are prepared from prodingscome from Latvia
Natural products

Latvian and European cuisines

Broad choice of dishes (starters, meat, fish, saksalips, sides,
desserts)

Cold dishes stored in ice which is periodicallyrgereplaced
Self-service: possible to observe and choose the fo

Music

Mostly Latvian hit music

Front line staff

Traditional clothes (skirts, shirts, vests, headlsan
Waitresses are mostly blond girls

Don't serve the food: they are responsible for Ehegand
putting fresh dishes, accepting orders and cledablgs

Kitchen staff

Open kitchen, thus, can see cooks preparing food

Interior

Wood as the main material for construction anditura

Nails in the walls (some are also used as hookslddines)
Wooden baskets with flowers

A huge lamp in the middle of the hall

A lot of decorations (seasonal): animals, plantslsdecorative
arrangements on the tables, etc.

A lot of lights (windows, skylight, and lamps)

Artefacts

Saktas (traditional Latvian brooches) used as icudas
Wooden window frames with metal handles (a disinact
element of LIDO design houses), as well as woodenices
and windowsills

Latvian patterns on the walls and furniture

Wooden barrels

From the outside

The following can be observed in the main LIDO eent
A lot of attractions for children: skating rink cetrack, etc.
LIDO design wooden houses

A lot of decorations

Clientele

International

Table 4. Observationsin LIDO (created by the authors)
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Navat Club
Menu & Food Uzbek cuisine as the main offer as well as Japanigsae
A lot of ingredients come from Uzbekistan
Music Neutral

Front line staff

Mostly Russian-speakers
Mostly waiters (men)
Classic uniforms

Kitchen staff

Uzbek chefs at chargrill as well as serving plov

Interior

4 different halls

Stylish, cozy and homelike
Soft chairs and sofas
Open-kitchen window
Brick ceilings

Artefacts

Pictures representing Uzbek culture and food
Traditional Uzbek plates and other tableware asdec
Books

Navat (Uzbek sugar)

A canary in a birdcage

Carpets and cushions

Mirrors and TVs

Wine shelves and cupboards

From the outside

Located in the basement
Elegant logo

Clientele

More local

Table 5. Observationsin Navat Club (created by the authors)

Slavu
Menu & Food Traditional Russian (Slavic) dishes
Peculiar names of dishes
Specialty drinks
Have to wait for the food relatively long
Music Depends on the audience

Violin three times a week
Mostly classical music

Front line staff

Native Russian speakers
Classic uniforms

Kitchen staff

Cannot see them

Interior Discreet interior
Wooden elements
Artefacts Artefacts are mainly presented on display

Gzhel (a style of ceramics)
Samovars

Traditional Russian shawls
Gramophone
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Posters in the washing room

From the outside

Display with many artefacts
Red inscription on green background

Clientele

International

Table 6. Observationsin Savu (created by the authors)

Uzbekistana
Menu & Food Traditional Uzbek dishes
Pilaf is served by the chef
Have to wait for the food quite long
Music Traditional Uzbek music

Front line staff

Native Russian speakers
Traditional ornament in waiters’ and waitressesfarms

Kitchen staff

A chef and cooks from Uzbekistan
Often speaking Uzbek
The chef serves plov

Interior Wooden elements
Brick elements in walls
Several halls
Chargrill window
Artefacts Traditional Uzbek tableware with cotton pattern

Cotton branches and vine

A tree with traditional Uzbek and oriental desserider it
(chak-chak, dried and fresh fruit, baklava, etc.)

Carpets, upholstery, cushions, plaids and curtains

A canary in a birdcage

Traditional music instruments, clothes, paintirgates and hats
on the walls

Clay statuettes, pots, old lamps, plants in clag po

Carved door

D

From the outside

The logo has a shape of the dome of a mosque
Blue and yellow colours that are very typical fabgkistan

Clientele

Mostly Russian speaking, yet diverse

Table 7. Observations in Uzbekistana (created by the authors)



