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Abstract

Using food as a differentiating asset of destinations and its potential in influencing tourists’ travel
decisions is being much discussed in academia. Different countries use distinct terms to relate food
to tourism. Concepts such as culinary tourism, food tourism and gastronomy tourism are used
interchangeably. This paper aims to explore regional innovation strategies based on food and
tourism and on how they can contribute to destination management. The study adopts a systematic
literature review by focusing on two main databases, namely SCOPUS and ISI Web of Science. In
total, 538 articles (from 1985 to 2017) published in English peer-reviewed academic journals were
analysed. The systematic review revealed that food and tourism has been approached from varied
perspectives, from interactions with traditional protection strategies under European food quality
labels, such as Protected Designation of Origin (PDO) and the Protected Geographical Indication
(PGI), to innovative actions, which encapsulate the reengineering of places transforming them into
creative food spaces or food clusters. Finally, this paper seeks to contribute to the body of
knowledge on food and tourism, under the perspective of regional innovation strategies, applying a
gualitative systematic literature review of a 27 selected articles within the scope of the research.
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Introduction understudied topic, deserving further research,
The role of food tourism in territorial dynamics certainly if ever more new establishments
has become an important issue for local and/or associating food and tourism — creative food
regional development. However, it is still an spaces and food clusters — appear (Burnett,
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2014; Cavicchi & Stancova, 2016; Everett &
Aitchison, 2008; Richards, 2015).

Initial research showed different concepts
being used interchangeably to associate food
to tourism. Culinary tourism appears mostly in
North American publications, food tourism in
Australia and New Zealand and gastronomy
tourism in Europe. It is not the scope of this
paper to review these concepts in-depth. As
such, food tourism is the terminology applied
throughout this paper, the reason being
justified later in this paper.

Already a decade ago, Everett & Aitchison
(2008) claimed that there was a scarcity of
academic research when it comes to tourists
engaging with local food and, hence, its impact
in regional development and sustainability in an
interdisciplinary approach. In fact, one of the
first efforts to evaluate the impact of food in
territorial dynamics was made by the European
Commission establishing the interconnection
between food, gastronomy and territory,
stressing their potential for innovating and
diversifying regional strategies, particularly
when it comes to developing regional umbrella
brands for European Union sustainable agro-
food products (Cavicchi & Stancova, 2016).
Immediately after, the World Tourism
Organization (UNWTO) reiterated the tourism
perspective, stating that local cultures can be
absorbed through food/gastronomy and wine
tourism since they have become one of the
most dynamic and creative parts of tourism
(UNWTO, 2017). Furthermore, the United
Nations Educational, Scientific and Cultural
Organization (UNESCO) and Organisation for
Economic Co-operation and Development
(OECD) associated gastronomy to the creative
industries, based on the relationship between
culture and food (Kivela & Crotts, 2006)
allowing visitors to access culture and heritage
in an innovative way by adding creative
elements (OECD, 2014). It is further suggested
that food is one of the essential expressions of
any culture and one of the elements of
creativity in everyday life that is engaging for
many tourists (Richards, 2012) and the creative
elements are added by the combination of
knowledge, skills and values through different
food elements and/or places outside traditional
eating establishments (Justiniano, Jaria-
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Chacon & Valls-Pasola, 2017). Additionally, the
UNWTO (2016, p. 15) claims that “88.2% of
destinations consider gastronomy a strategic
element in defining its image and brand”. This
trend is confirmed by the increasing number of
existing publications that analyse food tourism
from a marketing perspective.

The United Nations Conference on Trade and
Development (UNCTAD), on the other hand,
does not directly recognise the gastronomy
sector as a creative industry, but considers it
under the umbrella of cultural heritage, along
with crafts, traditional cultural expressions,
festivals and cultural sites (UNCTAD, 2008). In
this line of thought, namely highlighting the
relevance of events as trading spaces in
stimulating economic, cultural, environmental
and social cohesion (Getz, 2009), wine and
gastronomy festivals, wine museums and art
exhibitions in wineries can be characterised as
examples of creative activities and adequate to
integrate UNESCO’S Framework for Cultural
Statistics (UNESCO-UIS, 2009).

As the central focus of this study is the
identification of regional innovation strategies
based on food tourism, the most representative
studies addressing both food tourism and
territorial (urban and rural areas, regions, and
destinations) dimensions were reviewed
according to a set of established criteria that is
explained in the methodology. This paper also
provides a theoretical background on concepts
related to food, tourism and territorial
innovation strategies, the main research results
and concluding remarks, and provides a
discussion on the research limitations and
pathways for future research.

Literature review

Food tourism

In the realm of tourism studies, some academic
publications have highlighted the importance of
relating food and tourism in managing
destinations from both demand and supply
sides. Some of these publications discuss that
food experiences can add value to tourism
(Hall et al., 2003; Hjalager & Richards, 2002),
since food is a key aspect of the travel
experience and essential to understand the
culture of the place visited (Getz, Robinson,
Andersson, & Vuijicic, 2014). Such debates led
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to new critical discussions regarding the
complex food tourism system in a post-modern
food experience economy (Stanley & Stanley,
2015; Yeoman, McMahon-Beattie, Fields,
Albrecht, & Meethan, 2015).

Food tourism is the terminology applied
throughout this paper. It follows the example of
the Ontario Culinary Tourism Alliance (OCTA)
as well as the World Food Travel Association
(WFTA), who switched from culinary tourism to
using food tourism as it is more encompassing
of the offerings (e.g. farms, artisanal
producers), while the culinary term “can
sometimes have an exclusive or elitist ring to it”
(WFTA, 2018, p. 7). The UNWTO adopted the
most used definition of food tourism, as
proposed by Hall & Mitchell (2001). Table 1
displays what should be understood under
“food tourism”.

It is suggested that food not only satisfies

physical needs but also provides opportunities
to enhance social relationships, learning and

Table 1. Food tourism terminologies

belonging (Hjalager & Johansen, 2013;
Hjalager & Wahlberg, 2014). Moreover, food
consumption spaces, as bistro bars or
coffeehouses, have become “areas of culture
performance, rather than simply areas of
physical consumption” (Kim & Ellis, 2015, p.
154) and as a means of exchanging life
experiences and socializing with local culture
(Mitchell & Hall, 2003; OCTA & Skift, 2015;
UNWTO, 2012).

“In recent years gastronomy has become an
indispensable element in order to get to know
the culture and lifestyle of a territory” (UNWTO,
2012, p. 10). The demand for new food
products with local origins is, for example,
amplified by Michelin star chefs (Hjalager &
Wahlberg, 2014), who play the role of
“interpreters of the territory” (UNWTO, 2012, p.
15). For destinations, food consumption
represents a substantial proportion of tourist
spending (Eurostat, 2015).

Broadway (2017, p. 470) suggests that “food

Author(s) Terminology

Long (1998, p. 21)
Hall & Mitchell (2001, p.
308); UNWTO (2012)

“The intentional, exploratory participation in the foodways of an Other”.
“Visitation to primary and secondary food producers, food festivals,
restaurants and specific

locations for which food tasting and/or

experiencing the attributes of specialist food production region are the
primary motivating factor for travel”.

OCTA & Skift (2015, p. 4)

“Food tourism is any tourism experience in which one learns about,

appreciates, and/or consumes food and drink that reflects the local,
regional or national cuisine, heritage and culture”.

WFTA (2018, p. 7)

"Food tourism is the pursuit and enjoyment of unique and memorable food

and drink experiences, both far and near”.

Source: own construction

Levels of involvement

Low < »  Moderate > High
Familiar - ! : ;

e Tourist foodies Indigenous foodies
Low <« > Moderate < »  High

Levels of interest

Source: Adapted from Mitchell & Hall (2003)

Figure 1. Levels of involvement and interest among food consumer
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tourism’s growth is part of an overall rise in
special interest tourism” that results from socio-
economic development and living standard
improvement of recent decades” (Metaxas &
Karagiannis, 2016, p. 3). This assertion follows
Mitchell & Hall (2003) who identified market
segmentation based on the level of interest and
involvement of visitors in local food and cuisine
at destinations, as illustrated in Figure 1. The
origin and cultural distance of the consumer
(international or domestic visitors) creates
different positions regarding food (Prada-Trigo,
2017), thus different levels of involvement.

As illustrated in Figure 1, the higher the level of
involvement, the higher the level of interest is.
“Gastronomes” is how these most involved and
interested consumers are called. When it
comes to ‘“indigenous foodies” they show
moderate to high levels of involvement/interest.
“Tourist foodies” and “familiar foodies” display
low to moderate levels of involvement/interest.

The levels of involvement can also be
explained by the rise of postmodern
consumption (Richards, 2014), portrayed by
changes of eating styles along with the trend
towards increased consumption of typical food
products, both reflecting the search for
meaning of modern cultural consumers. These
contemporary food consumption tendencies
are impacting the territorial organization, and,
therefore, the management of tourism
destinations. As a result, products with strong
territorial attachment are viewed as potential
micro-attractors in  contemporary tourism
demand, in which authenticity, local traditions
and tacit knowledge are pre-conditions for self-
development (in intellectual and leisure ways).
“The interest of visitors in food tourism is
growing together with interest in culture,
traditions,  emotions, experiences  and
creativity” (Kiralova & Hamarneh, 2017, p. 18).

Food tourism also entails drink experiences
(see Table 1 — OCTA & Skift and WFTA termi-
nologies), particularly wine-related events,
visitation to wineries and vineyards but also
beer festivals and whiskey routes. Wine
tourism considered as a subcategory of food
tourism (OECD, 2012), is an important marker
of territories and a crucial input for the tourism
industry. In most regions of the world, wine
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tourism is just one element of the total tourism
offer, yet in some regions, for example in
Australia and France, it gets privileged
attention as it is the main tourism product to
attract visitors to the destination. Regardless of
wine tourism being included in food tourism, it
can be seen as a category by itself (Charters &
Ali-Knight, 2001; Getz, 2000), due to its
capability of generating economic benefits to
an array of local stakeholders and its
complementarity with other service sectors as
hospitality, arts and entertainment (Carlsen &
Charters, 2006).

Territorial innovation strategies

Since the early 1970’s, spatial relations within
advanced capitalist economies have been
radically restructured, due in part to the decline
of old industries and the growth of the service
sector (Meethan, 1996). Immediately after the
1973 oail crisis, governments worldwide began
to reassess their economic development
strategies, starting to focus more on local and
regional political approaches based on
endogenous resources (Moulaert & Sekia,
2003). In fact, innovation and knowledge
creation set new challenges both for policy
makers and for governance models, as they
have to find new ways to integrate strongly
increasing numbers of new forms of
businesses influenced by modern consumer
lifestyles (Cavicchi & Stancova, 2016).

Researchers  have  discussed  different
knowledge and innovation models to promote
territorial dynamics, such as regional innovation
systems, territorial innovation systems and
territorial innovation models (Cooke, 2008;
Moulaert & Mehmood, 2010; Moulaert & Sekia,
2003). In general, the different models share a
similar goal — the strategical development of
“organisational proximity” — which has been
improved through the globalization and
digitalization of the world.

The search for innovative products and
experiences is reflected by the new spatial
configurations of tourism places (urban and
rural). The innovation construct is comprised of
several categories and can be applied at
different stages of development of a tourism
product. Hjalager (2010) identifies five
categories of innovation (Table 2).
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The increase of food tourism reflects the
improvement of the economic living standard of
postmodern consumption societies. Never-
theless, the postmodern societies, influenced
by the effects of globalisation in which culture,
fashion and eating styles are patterned have
led to a search for authenticity and, therefore
the development of territorial valorisation
strategies.

Along with the rise of the service sector,
investing in a “cultural economy” has been an
outstanding characteristic of the capitalist
societies (Perkins et al., 2015; Scott, 2010). As
a result we have witnessed the appearance of
cultural and creative districts, in general, and
enogastronomic clusters, in particular. New
stakeholders are increasingly involved and
looking forward to develop cross-sectoral and
transregional collaborations in order to
generate innovative agro-food products and
services (Cavicchi & Stancova, 2016).

Yet when it comes to the tourism industry, for a
long period of time production sites and
consumption spaces were often discussed as
separate  units in  tourism  discourses
overlooking the ‘in-betweeness’ of the
categories (Everett, 2012). But new spatial
configurations of tourism places, such as
typical production sites, i.e. bakeries, dairy
factories and olive oil industrial units are being
turned into creative enogastronomic food
systems, and a means to know the local
lifestyle. These enogastronomic food systems

Table 2. Categories of innovation

are seen as innovative territorial strategies.
Thus, there is an overall need for a better
understanding of the benefits of integrating
food tourism strategies in a broader territorial
development and destination management
context.

Methodology

Data extraction, search strategy and inclusion
criteria

This research addresses the following review
guestion:

How can food related to tourism contribute to
regional innovation strategies in destination
management?

In order to identify scientific contributions in the
research area, both empirical and conceptual,
the present study adopted a systematic
literature review (SLR) approach. A SLR
employs a specific methodology in order to limit
bias, but “will not completely eliminate it”
(Pickering & Byrne, 2014, p. 546), producing a
scientific summary of the evidence collected in
one or more academic domains such as,
business and management, arts and
humanities among others (Petticrew & Roberts,
2006). As a result, a SLR can provide the most
relevant information in the research field as it
assists the researcher to prioritize and organize
the data to be analysed (Sedarati, Santos, &
Pintassilgo, 2018). A SLR should provide
comprehensive, objective and replicable data
which can be analysed (Weed, 2006). Despite

(1) Product

or service L
destination.

Changes directly observed by the customer and
regarded as new; new to the particular enterprise or

E.g. mobile phone check-in.

Typically backstage initiatives, which aim at escalating

(2) Process

operations).

efficiency, productivity and flow (e.g., technology
investments, reengineered layouts for manual work

New ways of organising internal collaboration, directing

E.g. online platforms to order
fresh aliments.

(3) . and empowering staff, building careers with pay and E.g. yveekly informal
Managerial . meetings.

benefits.
4) New segment of customers or redirect existing .

E.g. hotel search engines

Management messages and strengthen brands.

New collaborative/organisational structure or legal E.qg. horizontal links between
(5) framework that redirects or enhances the business in hospitality and entertainment
Institutional Y

certain fields of tourism.

agencies.

Source: own construction based on Hialaaer (2010)
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the increasing number of tourism research
publications in this specific area over the last
two years (2017 and 2018) (Elsevier, 2018b),
this technique is still not widely used in the
tourism academic field (Carter et al., 2015).

A set of criteria was established in order to
select pertinent publications (conference
papers, articles, review articles, articles in
press or research notes) in peer-reviewed
journals: (i) being indexed in the electronic
search database SCOPUS and ISI Web of
Science  before  November  2017; (i)
approaching food and tourism in the context of
territory, innovation and networks; (iii) being
written in English.

More specifically, a combination of keywords

Searched keywords

were used to collect data, specifically: “culinary
tourism”, “food tourism”, “food-related tourism”,
“gastronomic  tourism” and  “gastronomy
tourism” in the fields “abstract”, “keywords” and
“title”, as well as in the subject areas “Arts &
Humanities”, “Business, Management and
Accounting”, “Economics, Econometrics and
Finance” and “Social Sciences” as shown in
Figure 2lpeuka! N3TOYHUKDBLT Ha
npenpaTkaTta He € HaMepeH..

Despite the complementarity of gastronomy
and wines as tourism products, each product

has distinct dynamics and supporting
structures. The wine tourism ecosystem
encapsulates primary resources (e.g.
vineyards, wine  production  processes,

wineries) and is considered as a sub-set of

“Culinary tourism”; “food tourism”; “food-related tourism”; “gastronomic tourism” and “gastronomy tourism”

Screening 1

160

538
102 Not available

276

Screening 2

35

Screening 3

27

Criterion 1

Arts and Humanities

Language: English

Business, Management and
Accounting

Document type: all
(except book reviews)

Economics, Econometrics
and Finance

Fields: Title, abstract

and keywords
Social Sciences

Criterion 2

Paper refers to territory, innovation and
local food networks within food tourism
(abstract reading and analysis)

Criterion 3

Journals must be listed in Scimago
Journal and Country Ranking

Figure 2. Flowchart describing the phases of the selection of relevant papers for the systematic

review
38
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food tourism (Hall, 1996); differing from food
tourism regarding policies and planning. For
this reason, and as wine tourism is previously
described as an economic, territorial and social
robust activity, the authors have focused mainly
on the importance of the food tourism
phenomenon in destination management
emphasizing territorial innovation strategies.

Different “overall” concepts are used in different
regions: “Food tourism” in Australia/New
Zealand, “culinary tourism” in United States of
America/Canada and “gastronomy tourism” in
Europe. For this study’s purpose the term food
tourism was adopted to develop the analysis,
since it has a larger bibliographic scope than
the other.

Scopus was selected since it is the broadest
bibliographical database, containing summaries
and academic citations of scientific literature
subject to peer review (Elsevier, 2018a).
Additionally, the ISI Web of Science was
chosen in order to ensure comprehensiveness,
as it is the first citation database set of
references compiled by the Institute of
Scientific Information (Web of Science -
Clarivate, 2018). Book chapters and book
reviews were excluded since, usually, they are
not available in a free basis in the selected
electronic databases, and sometimes are not
peer reviewed.

In order to reach the greatest possible number
of publications, whenever these were not
accessible through the selected databases,
academic  social networks, such as
ResearchGate and Academia.edu, were used
to contact the authors and request the full-
paper. Every time an article was somehow
updated or duplicated, only the initial
publication was analysed.

538 papers were extracted to an Excel
spreadsheet in order to organize and detect
duplicates. An initial screening led to 276
unique papers being identified. The second
stage involved the abstract reading and
analysis in order to verify if they were related to
the topics “territory”, “innovation” and “local
food networks”, which narrowed down the
results to a total of 35 papers. A third screening
was performed based on a criterion in which

journals should be listed in the SCimago
Journal and Country Rank (SJR). SJR ranking
uses citation data from Scopus and measures
the influence of a given journal by the number
of citations received that are weighted
depending on the subject field and the journal's
prestige (SClmago Journal & Country Rank,
2018). As a result, 8 papers were excluded, as
they are not included in the ranking, resulting in
27 papers identified as eligible for analysis.
Once the sample of 27 papers was settled,
different analyses were done. Figure 3
represents the chronological distribution of the
publication years of the articles.

Systematic literature review results

This section frames the descriptive results of
the systematic literature review about the role
of food tourism within territorial innovation
strategies since 2008.

A qualitative strategy approach based on the
content analysis of the 27 scientific papers was
undertaken. A deductive approach (theory-
driven) was applied in order to gain new and
deeper understanding of the phenomenon
(Altinay & Paraskevas, 2008).

After reading the full papers, they were divided
by rural and/or urban focus and four separate
groups of studies regarding their approach
were identified. A first group totalizing fourteen
papers emphasises the role of food tourism in
regenerating rural areas, a second group
encompassing eight papers has an explicit
urban focus, a third group does not specify this
kind of focus and entails three papers, and the
fourth group uses a mixed rural and urban
focus enclosing two papers.

Until 2008 the survey did not reveal any
published articles. The first paper relating food,
tourism and territorial identity was published in
2008 in the Journal of Sustainable Tourism,
with the title “The role of food tourism in
sustaining regional identity: A case study of
Cornwall, South West England”. The number of
publications on food tourism and territorial
innovation increased at a very slow pace until
2016, when seven papers were published in
distinct scientific journals (Figure 3).
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Tourism Geographies

Tourism and Hospitality M anagement
Sustainability

Scandinavian Journal of Hospitality and Tounsm
MNew Zealand Geographer

Museum Management and Curatorship

Marketing and M anagement of Innovations

Man in India

Joumal of Tourism and Cultural Change

Joumal of Sustainable Tounsm

Joumal of Rural Studies

Joumal of Rural and Community Development
Joumal of Extension

Joumal of Developmental Entrepreneurship
International Journal of Wine Business Research
International Journal of Tourism Research
International Journal of Economics and Financial Issues
European Urban and Regional Studies
European Planning Studies

Cantinuum

SCIENTIFIC JOURNAL

2012 2013 2015 2017
2013

2016 2017
2017

2016

2014

2017

2016

2015 2017
2008 | 2013
2015

2016

2011

2016

2017

2016

2014

2016

2008 2017
2011

1 2 3 4
NUMBER OF ARTICLES

Figure 3. Distribution of the sample per year of publication and per scientific journal

In 2017, an additional seven papers were
published, meaning that over half of the sample
was published. Thus between 2016 and 2017
the majority of the papers used for this study
was published. The journal with the most
publications is Tourism Geographies (Figure ).
Everett (2008; 2012), Hjalager (2013; 2014)
and Lee et al. (2015; 2016) were the authors
with the highest number of publications (with
two articles each).

Table 3 summarises the main authors per
subject of investigation/dimension. Considering
the inclusion criterion number 2 (“paper refers
to territory, innovation and local food networks
within food tourism”), data evidence that
innovation, territorial networks, followed by
governance and place development were the
most  discussed dimensions.  Especially
Denmark, United States of America and Italy
were studied under the dimensions of
innovation as well as of territorial networks.
Particular attention was paid to the governance
dimension in three of the twenty-seven studies
analysed with fieldwork conducted in Italy,
Spain, Indonesia and Ireland.
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Table 4 details the different research
methodologies employed in the twenty-seven
studies under analysis. Of these, seven are
theoretically-based approaches in territorial
strategies within agro-food-tourism systems
focusing mainly on the supply-side and the
remaining twenty have an empirical approach
and are mostly supply-side-based. This
evidence might be explained by the fact that
territorial innovation strategies are seen mainly
from the policy and governance points of view,
since the government is the territorial manager
(Hjalager, 2010).

Multiple data sources were frequently
employed to evaluate the relationship between
food tourism and territorial innovation
strategies. Nineteen papers are predominantly
gualitative in nature, applying interviews (semi-
structured, structured and in-depth), focus
group, observation (participant and non-
participant) and content analysis of documents

as data collection techniques. Respecting
secondary data, the main sources were
national or  regional  tourism plans,

governmental policies, technical reports and
media sources.
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[27] Montanari &

[26] Everett &
Aitchison
(2008);

[25] Lee, et
al (2016);

[23] Tsai
(2016);

[18] Hjalager & Wahlberg

(2014);

[17] Kim &
Ellis

[16] Lee,
Wall &

[13] Kocaman &

Kocaman
(2014);

[9] Hjalager &  [10] De Salvo et a/
(2013);

Johansen
(2013);

(8] Spilkova &
Fialova
(2013);

[7] Everett
(2012);

[3] Dougherty & Green

(2011);

[1] Duruz (2011);

Staniscia (2009);

(2015);

Kovacs

(2015);

[24] Prada-

[19] Tresidder (2015);

[11] Munadjat (2016);

[4] James & Halkier

(2016);

[2] Fusté-Forné

(2016);

[14] Rinaldi

Trigo (2017);

[20] Metaxas & Karagiannis

(2016);

[12] Broadway

(2017);

[5] Quaranta, et a/

(2016);

[21] Alonso, et al(2017);
22) Gyiméthy (2017);

[6] Boesen et al(2017);

Locations

[13]

Geographical

[10]

[25) [26] Cornwall,  [27] Apennines,
Central and

Canada

[23]

(18] North Zealand, Denmark

(17

[16] Canada
Ontario,

[9] North,
Zealand

18

[7] West Ireland;
Norther and

[3] Wisconsin, USA

[1] Canterbury,
New Zealand
[2] Katong,

South West
England

[19] Copenhagen, Denmark Tainan,

Kagawa,

Czechia, Umbria region, Italy Tokat Province,

South-

[4] North Jutiand,

Southem Italy

Perth

Southern

region,

and Andalusia, Spain

[11] Bandung,

Denmark

Southern islands,

Scotland

Denmark [5] Italy

County,
East-

Southwestern, Greece
[21] Italy, Spain, UK

Central

Eastern,
Czech

Campania region,

Salemno

Central Region
of Singapore

Taiwan
[24)

[15] All country,
Czech Republic

Western region
Indonesia

Central

Republic

[6] Danish islands

Cuenca,

Central and South Denmark

[12] West Cork,

Ireland

Ecuador

Only three studies are quantitative in nature
and all used questionnaires: Tsai (2016)
applied structural equation modelling in order to
model behavioural intentions in consuming
local food; Prada-Trigo (2017) employed the
Mann—-Whitney test to evaluate the perception
of residents and visitors to a territorial product,
and Kiralova & Hamarneh (2017) used the
arithmetic mean and sample coefficient of
variations to assess local gastronomy as a tool
of food tourism development.

Table 4 shows that the samples under study
were mainly composed by restaurateurs,
farmers, food producers, representatives of
local authorities, tourism stakeholders and
domestic/ international tourists. The wide range
of participants in the samples reflects the need
for a comprehensive understanding of the
tourism industry. Ranging from private to public
and third sectors, destination managers should
evaluate and plan the operations within the
tourism supply chain in order to fulfil
simultaneously tourists’ needs on the one hand
and business goals of different firms on the
other hand.

Food tourism and its position in territorial
innovation strategies

Recognising the potential of food as a factor of
regional development, the European Union
established in 1992 two legal instruments
aiming the protection of regional food, namely
the Protected Designation of Origin (PDO) and
the Protected Geographical Indication (PGI)
(European Commission, 2013). These legal
instruments were implemented in order to
respect specific traditions and to attest the
quality of food since the progressive
industrialisation of the food production resulting
from the globalisation “has contributed to the
re-territorialisation of food” (Montanari &
Staniscia, 2009, p. 1466).

They also “have a strong association with the
regional development, since a great majority of
PDO and PGI products come from the Less
Favoured Areas” (Spilkova & Fialova, 2013, p.
180). Furthermore, they comprise food, place
and tacit knowledge involved in the process of
creation of typical products, therefore
representing the site’s history (Rinaldi, 2017),
“‘embedded in a conservationist ideology, using
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- Independent samples t-test;
- Word association analysis;

- Scheffé post hoc;
- Content analysis.

Online questionnaires;
- Face-fo-face interviews;
- Telephone interviews.

Simple random sampling

- Cratt brewery owners;
- Craft directors/employees.

187

Case study

Supply

Empirical

Alonso et al(2017)

Literature review
Secondary data

Review article
Case study

Theoretical

Rinaldi (2017)

Rhetorical analysis

Theoretical

Gyimothy (2017)

- Attitude logics analysis.

- Theory of action;

- In-depth semi-structured

- Participant observation;
interviews;
Surveys

- Judgmental sampling;
- Networks purposive

sampling.

- Central local tourism actors;

- Food producers.

Multiple case
studies

Supply

Empirical

Boesen et a/(2017)

- Arithmetic mean;

- Tourism stakeholders (managers);

- Domestic visitors.

149

1

Demand and

supply

Kiral'ova & Hamameh

(2017)

Questionnaires

Purposive sampling

Survey research

Empirical

- Sample coefficient of variations.

Content analysis

Participant observation

Purposive sampling

All stakeholders involved in the trail guide.

53

Supply Case study

Empirical

Broadway (2017)

cultural-historical as well as geographical
qualifiers of typicality” (Gyiméthy, 2017, p.
1204). “Typicalness, in fact, does not only
depend on the productive process one takes to
get the product done, but as well on the
relations between the actors of the territorial
system who give the product a collective
dimension” (Salvo, Hernandez-Mogollén, Di
Clemente, & Calzati, 2013, p. 24).

Products with “geographical indication” are
attached to the place, the terroir,
encompassing unique attributes that allow their
identification (Rinaldi, 2017), giving a sense of
place (Lee et al, 2015) and adding
ethnographic and landscape values to
gastronomic offerings (UNWTO, 2012). As
such, food is a mixture of old and new with
clear continuity with the past. The word
tradition simply means long-established or
handed down (Kim & Ellis, 2015, p. 164).

Using innovation in order to safeguard
traditional and local products and transform a
typical dining experience into a tourist attraction
is exemplified through the creation of “terroir
restaurants”. “The terroir restaurant may locate
itself as both a response to and a refuge from
globalization” (Tresidder, 2015, p. 350). The
same argument could be made for the slow
food movement (originated in Italy) in which
local food producers have been encouraged by
the government to preserve and promote local
food production (OECD, 2012).

From a tourism perspective, according to
James & Halkier (2014), policymakers have
tied to connect food and tourism,
fundamentally through destination branding,
providing new food tourism experiences and
pushing supermarkets and restaurants in
supplying local food products.

The link between food, territory and tourism is
also developed by Tsai (2016) who stresses
the importance of tourists’ experiencing local
cuisines in order to create a stronger
attachment to destinations. In destination
management, food tourism development is
seen as an economic opportunity to improve,
particularly, small and medium food and
beverage enterprises (Munadjat, 2016). Yet,
despite public sector efforts to promote local
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products and dishes, local suppliers as
restaurants still do not include the origin of their
products in their menus (Broadway, 2017).

Food clusters: arural perspective

“Very little is known about how local food
systems” (Prada-Trigo, 2017) or “food clusters”
(Lee et al., 2016, p. 73) are formed or how they
operate. Indeed, “in some localities — e.g.
Tuscany — food tourism is well-established, but
in most European regions cross-sectoral
relations are either limited or not systematically
exploited” (Therkelsen & Blichfeldt, 2012, cited
in James & Halkier, 2014, p. 8). As stated by
Lee et al (2016) not all geographical places
hold appropriate factor conditions to form a
food cluster in which partnerships between
public and private sectors along with a strong
leadership are facilitators for the development
of a food cluster. The lack of centralised
ordering and delivery services for local food is
one of the most significant barriers to develop
local food tourism networks (Dougherty &
Green, 2011). Also, the level of trust among
rural stakeholders is a challenging determinant
for the success of an agro-tourism network
where friendship “can prove more valuable
than its economic benefits” (Quaranta, Citro, &
Salvia, 2016, p. 3) and poor awareness of local
resources (e.g. services and activities) “hides a
lack of trust between local actors” (p. 7).

The use of “Short Food Supply Chains” and
“Alternative Food Networks”, as advanced by
Rinaldi (2017), can contribute to the
improvement of local/regional food clusters.
Producers can explore more ways to diversify
their production (Fusté-Forné, 2016), promoting
at the same time local agricultural products to
domestic and international visitors. These
alternative food networks also allow consumers
to have a closer interaction with local
producers. For tourism consumption
experiences the same rule applies: the tourists
have to be reconnected to the producer
through the personalization of the selling
channel (Everett & Aitchison, 2008; Rinaldi,
2017).

When it comes to developing creative tourism
experiences, food clusters have the ability to
“offer visitors an array of culinary tourism
opportunities, such as food tours and farm
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visits, as well as complementary experiences,
such as arts-related activities” (Lee et al., 2015,
p. 133). This association between local food
and innovation can boost entrepreneurial
businesses in food tourism consumption
(Metaxas & Karagiannis, 2016). Nevertheless,
emphasizing  the collaboration ~ among
agricultural producers, cultural heritage assets
and creative industries, Lee et al., (2015) and
Lee et al., (2016) have described the barriers
and benefits of developing rural creative
culinary places through food clusters. For
instance, the authors acknowledge in their
research that an industry-oriented approach
acquires more funding from the local
government and higher partnerships when
comparing to a community-based approach.

From the demand viewpoint, visitors may
spend more money during their stay (Lee et al.,
2015), and demand ever more innovative on-
farm food programs, allowing them to explore a
destination in alternative ways (Dougherty &
Green, 2011). These alternative ways, which
can be operationalized e.g. through food
routes/trails (wine, olive, beer), are seen as
tools for economic revitalization (Duruz, 2011;
Everett, 2012; Salvo et al., 2013; Broadway,
2017), in particular for rural areas (Spilkova &
Fialov4, 2013).

Innovation and the reengineering of
traditional spaces: an urban perspective
According to the systematic review it is
possible to attest that innovative processes
applied to local food products and to traditional
dishes are the focus of the urban perspective.
Additionally, the reengineering of spaces in
order to attract and fulfil the demand of food
consumption places as arenas for experiencing
other realites and socializing is also
highlighted.

Montanari & Staniscia (2009) argue that while
in rural areas meaningful value is given to
endogenous products, in urban areas creativity
and innovation are more in vogue. An example
is addressed by Hjalager & Wahlberg (2014):
they relate how science museum guests were
invited to develop innovative local food through
scientific experiments. Also Tresidder (2015)
highlights how innovation, this time using
creative cuisine technique on local products,
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serves to generate a creative gustatory
experience in an urban context. In this
innovative environment, the construct of
authenticity is putted into question when
stakeholders reinvent local traditions in order to
fulfil touristic needs (Duruz, 2011).

As reviewed in the food clusters section, under
a rural perspective, the terroir is a strategy to
promote and preserve local identities.
Nevertheless, in a rather controversial
perspective, Broadway (2017, p. 468) affirms
that “in the twenty-first century, the terroir's
influence is minimal since food can literally be
transported from anywhere to anywhere at any
time of the year”. It is the case of “wine-
producing regions in the United States of
America (USA) or New Zealand, which may
lack an established viticultural heritage, yet
they pursue the construction of some kind of
‘placeness’ in their marketing strategies”
(Charters, 2010, cited in Gyimoéthy, 2017, p.
1205). Another example is forwarded by Duruz
(2011), who stresses on how “laksa”, a
Malaysian/Singaporean dish, became an
Australian taste, questioning the sense of
authenticity, emphasising how cross cultural
encounters can add extra local identity.

When it comes to the reengineering of typical
manufacturing places for tourism and
production practices, the “in-betweeness”
setting is a determinant factor for contemporary
tourism demand. Actually, Everett (2012, p.
535) approaches in her research the issue of
“global transformation of small food production
sites into spaces of novel touristic experience”.
At the same time, she explores the
interconnection between work places and
tourism spaces underlining their dynamics
when they are simultaneously acting as spaces
of production and consumption. Everett (2012)
found that increasing social and economic
pressure have been put on producers to
transform traditional productive spaces into
touristic consumption places.

Concluding remarks

This systematic literature review revealed that
food clusters and food-tourism networks are
considered strategies in innovative territorial
development (Boesen, Sundbo, & Sundbo,
2017; Dougherty & Green, 2011; Gyim@éthy,

2017; James & Halkier, 2014; Lee et al., 2016;
Montanari & Staniscia, 2009; Quaranta et al.,
2016; Rinaldi, 2017).

Lee et al. (2015) described creative food
clusters as organised food systems, yet they
did not establish concrete connections to the
creative  economy, i.e., with creative
areas/activities (performing arts, media, and
architecture among others) and relationships
(social, cultural and economic) among the
different sectors.

When it comes to innovation, innovative
attraction concepts are being developed within
food tourism. Museums around local cuisines
and/or their endogenous resources are
highlighted (Hjalager & Wahlberg, 2014).
Additionally, traditional food production spaces
are being reengineered into places of tourist
consumption, which can provide more
economic benefits for private stakeholders, but
at the same time may provoke a
commoadification of immaterial heritage (e.g.
local culinary know-how) into a “tourist friendly”
use. The manipulation of traditional food
processes in order to “facilitate growing
consumptive demands and increase profits”
(Everett, 2012, p. 551) may place the
authenticity of traditions in question. Moreover,
these changes in endogenous/typical
processes can be seen as contradictory
regarding the shift in consumer motivations
who search for authentic experiences (IPK
International, 2016).

The influence of territorial government policies
(with the exception of marketing and branding
strategies) is only emphasized by Lee et al.
(2015). Their outcomes show that local
community-based policies are not always
financially supported by regional and national
governments.

A dual approach to the phenomenon of food
tourism is made by Montanari & Staniscia
(2009). Innovative and creative food is more
likely to be demanded in urban areas rather
than in rural environments in which authenticity
and freshness of the products are the most
relevant attributes. As a result, the rise of
“signature cuisine” is an innovative approach to
gastronomy and a way to overcome the lack of
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traditional foodways, as it happens in wine
regions in USA, where place identities are
created and “touristically” developed.

The systematic literature review showed that
food clusters are viewed as an instrument to
develop alternative food supply chains and, as
a matter of fact, to achieve sustainable goals
(Rinaldi, 2017). Sustainability is also addressed
in the light of producers and production
processes (Everett & Aitchison, 2008) and,
lastly, good food tourism practices and policies
demonstrate their contribution to the local
development of rural areas through, e.g., the
creation of jobs in new food businesses,
eventually linked to complementary services.

The present systematic review of literature on
the role of food tourism in territorial innovation
strategies, carried out as a part of an ongoing
research project, has identified some
unaddressed issues, which offer the
opportunity for further research.

The majority of tourism-related firms
(hospitality, food services, entertainment,
among others) are micro-sized which reflects a
fragmented industry. In this way, deepen
studies exploring local food suppliers’ network
relationships with two different approaches are
needed: one in which the focus should be on
independent medium-sized restaurants inside
hotel chains and a second approach, regarding
micro-scale restaurants (particularly, those
which are managed on a family basis).

Food tourism may have further indirect impacts
on food exports. Nevertheless, to the best of
the researchers’ knowledge, there are few
studies on how international tourists can
become ambassadors of local products and
how they can influence others, such as family
and friends.
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