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This expert meeting of the ATLAS Tourism and Gastronomy Group attracted a total of 30 delegates from Portugal, South Africa, the United States, Thailand, New Zealand, the UK, the Netherlands, Spain,  Russia and Ireland. The meeting opened with an outline of the history of the group, which was launched at a meeting in the Alto Minho region of Portugal in 2001. Carlos Fernandes was thanked for his hard work in organising the meeting and Ana Paula Vale for her hosting of the meeting in the historic surroundings of the Agricltural School  at Refóios do Lima.

The meeting opened with a comparison of the innovatory strategies for tourism and gastronomy in Portugal and Spain. Greg Richards outlined how Spain and Portugal, neighbours in the Iberian Peninsula, arguably represent polar opposites in terms of their approaches to innovation and tradition in gastronomy. While Spain has been one o fthe leading gastronomic innovators in the past decade with gastrostars such as Ferran Adria, Portugal seems to be lagging behind. For example, Portugal only has 14 Michelin stars for its restaurants, while the Spanish city of Barcelona alone has 36. The origins of this apparent disparity lie in a number of factors, including a more traditional approach to gastronomy in Portugal, a value chain that is relatively heavily biased towards primary food production and a lack of contact with international gastronomic networks. This underlines the fact that gastronomic riches alone are not enough to create a gastronomic tourism destination: it also depends how you employ the gastronomic resources you have to create an attractive image and strong brand. 

Carlos Fernandes, in his paper on ‘ Re-discovering traditional cooking through retro-innovation: Flavors of Minho as a tourism strategy’ pointed out that Portugal has not changed much in some respects, because of tradition, regulation, and other barriers. The Minho region in particular tends to be very traditional. Carlos reviewed the contributions of the Confraternity of the Gastronomers of the Minho, a region in Northwest Portugal, in the transformation of a gastro-region into a gastro-tourism destination. It is doing so mainly by balancing authenticity with practicality in the form of retro-innovation of recipes and experiences with tradition.

However, there are no restaurant guides for tourists and a general lack of information. The Confraternity is taking steps to remedy this problem. The Minho-In consortium has brought together all 24 municipalities in the Minho  to host the European Region of Gastronomy in 2016. 

Experiential tourism is being developed through the identification of signature dishes in each municipality. The form of the traditional dishes has been innovated to increase their appeal.  A Regional Gastronomy Centre is also being created by the IPVC. It is anticipated the practices of the Minho region case study will be shared with regions that may be facing similar challenges for attracting tourists. There is a need to attract new tourist segments, but it is difficult to diversify in a traditional society. 

Tracy Berno then presented a paper on ‘Agriculture, agri-tourism and Thai cuisine: Optimising opportunities along the value-chain in Northern Thailand’, which emphasised the importance of food to tourism policy. The current National Tourism Development Plan (2012-2016) identifies five strategies, one of which is tourism’s contribution to the development of the creative economy. As part of its ‘7 Greens’ approach to sustainable tourism, the TAT is also promoting agri-tourism and the Northern region of Thailand is one of five areas identified as an agri-tourism destination. Despite the importance of traditional cuisine to an authentic cultural tourism experience, however, a content analysis of the TAT and 7 Greens websites and associated agri-tourism publications suggests that traditional foods are not embedded as part of the Thai agri-tourism product. This is potentially a lost opportunity for the industry to optimise the benefits of tourism in the Northern region along the entire value chain. 

Five case studies were analysed, including the ‘rice for life’ project, an agrotourism product that is linked to many different levels in the value chain. An organic farm homestay product was developed as an ‘accidental tourism operation’, which then grew through word of mouth. Now they have plans to develop a cooking school. Algae tourism has also been developed through a spirulina farm, which is now developing other value-added products such as spa products and spirulina cuisine. A farm to table cooking school is growing organic products and teaching people how to cook Thai food. Tourists visit the local market to buy products and use what the farm can  produce. All of these projects are working in agrotourism. But the ‘7 greens’ concept has disappeared, and they are now being presented as part of ‘creative tourism’. This emphasises the whole value chain approach – from farm to plate. There is more targetting of domestic and international tourism markets and engaging experiences and co-creation are emerging. This should accrue more benefits to producers and consumers. But often these kind of operations do not see themselves as operating in tourism.

Thailand was also the subject of the following presentation, as Thanya Lunchaprasith presented  a case study of the ‘Samchuk 100 –year market’ and the authenticity around food products sold at this marketplace. References to local tradition and identity is widely used among food traders to promote their culinary products.  Nevertheless, they are not the only factor that contributes the success of culinary products. Other elements, such as creativity, quality of food and compatibility with the market’s atmosphere are taken into account. In fact, culinary activities form as an integral of tourism experience in Samchuk market community, which grouped numerous types of tourism activities e.g. community tourism, cultural tourism, ecotourism, etc. Moreover, tourists have different tastes, thus express different demands.

The idea to promote Samchuk market as tourism attraction was initiated in early 21st century by a group of residents of Samchuk community who wanted to safeguard old buildings from the Treasury Department’s plan to demolish old buildings in the market. With collaborations from numerous organizations and academia, the tourismification of Samchuk market as old marketplace was a huge success. Samchuk has now rebranded itself, partly on the basis of culinary products and heritage and a number of old-tradition eateries. 

Interviews and observations were used to examine the visitor experience. Tourists saw local cuisine as an important part of the tourism expereince and they were generally satistfied wth their experience. Tourists recognised the importance of local traditions, but they looked at other dimensions beyond authenticty, including taste, innovation, variety and innovation. There is a need for stronger branding as a culinary destination and better communication. This would help to turn the gastronomic expereince from a peripheral element of tourism into a central attraction.

Lori Miranda and Lynn Carano  from Cognizant Communication presented the new Journal of Gastronomy and Tourism. This will be a multidisciplinary journal which will bring together a lot of the disparate sources in this field. The first volume will be a single issue consisting largly of invited contributions. Some of the papers from the current meeting will also be submitted for a Special Issue of the journal which will probably appear in 2015.

Gerrie du Rand presented the findings of three studies of the contribution of cuisine as a sustainable resource in rural areas of South Africa, with particular reference to culinary tourism in the context of cultural villages. The study looked at the relationship between cuisinc¡e and sustainable tourism and how it can contribute to the tourism base. Both quantitative and qualitative data were gathered from three cultural villages in rural areas of South Africa: Lesedi, North of Pretoria, Shangana in Mpumalanga near Mbombela and Sodwana bay, Maputaland to examine the contribution of cuisine as a sustainable resource was identified in each of these studies by determining the consumer expectations and satisfaction of the meal experience, the acceptability of traditional local dishes and the presence and utilization of local foods and traditional dishes in the restaurants of the cultural villages and selected rural areas. 

The data collected in the three studies utilised collection methods reflecting on cuisine as a sustainable resource for both the host community and the consumer. Questionnaires were used to determine the consumer expectations and satisfaction of the meal experience and the acceptability of traditional local dishes. Focus groups were used to determine the presence and utilization of local foods and the preparation of traditional dishes in restaurants. Data analysis provided descriptive statistics on consumer expectations and satisfaction of the meal experience, the acceptability of traditional local dishes and presence and present utilization of local traditional foods and dishes in the rural areas and cultural villages. 

Food products, seasoning, preparation techniques, and presentation are all  elements of cuisine. These elements are changable, and the concept of what is ‘authentic’ is also flexible. Cuisine as has a number of effects, including strengthening local identity, offering new expriences and contributing to attractivity. The research showed that local recipes were being used in local restaurants, but that these were often adapted to cater for Western tastes. The current menu was most popular, but there were some groups who wanted a more traditional menu. However, the level of accepatability depended on the individual dishes invoved. Food quality was seen as less important than variety and sensory aspects. Each of the villages had a different position regadring the acceptability and authenticity of the food. 

The use of food in the medieval fair of Coimbra, Portugal, was the subject of the presentation by  Maria do Rosário Castiço de Campos. She argued that nowadays historical recreations are a way of promoting touristic destinations. Medieval fairs in medieval fairs in Portugal have become an important tourist marketing tool, and food is a particularly important part of these events. However, how realistic are the recreations of medieavl food and gastronomic practices? Certain foods, such as potatoes and tomatoes, would not have been available in medieval times. The reconstruction of medieval fairs therefore needs to take many different issues into account. The quality of historical recreation is particularly important for visitors to the Coimbra medieval fair. The first recreation of the fair took place in 1992 and has now become an annual event. As jistorical accuracy is a requirement of the recreation, researchers from the University of Coimbra are involved in the desgn of the event. The fair had 25,000 visitors in 1992, and 40,000 in 2009. 

Helena M. P. Teixeira presented a paper on ‘Perceptions of the performance of the restaurant service and the valorisation of the traditional gastronomy of a group of hotels in the Alto Douro region’. The Portuguese National Strategic Plan for Tourism itself (PENT 2006-2015) considers “Gastronomy and Wine" a strategic tourism product for generating a distictive identity. In the Alto Duoro, gastronomy is particularly important to cultural tourism and one of the main reasons for visitng the region.

 A comparison of four hotel restaurants in the region focussed on the satisfaction and loyalty of tourists to map the competitive position of the restaurants. In the first part of this study the perceived performance of the hotel restaurants was compared. Secondly, the key attributes that determine satisfaction were identified examining the relationship between satisfaction and loyalty. Thirdly, the focus was on the potential and constraints faced by the hotel restaurants in this region in relation to the traditional gastronomy which is an intangible heritage with tourism value. 

The guests were predominantly male, relatively young, coming from major urban areas in Portugal or international tourists (29%). Many were repeat visitors to the hotels. All of the hotels provided traditional dishes. Portuguese guests associate codfishm suaages ad roast kid wth traditional cuisine, whereas foreign guests only recognised codfish. One of the main barreirs to the consumption of traditional gastronomy was the high calorific value of the dishes. The hotels overwheminly agreed that tourists are interested in traditional cuisine. They also see specialist food and wine shops as an important tool in promoting food tourism. One hotel is developing closer relationships with suppliers and guests by inviting farmers to provide local products for the menu in a monthly event. This was also the hotel that had the highest ratings for its food. There was a strong relationship between satisfaction and loyalty. The main factors tat the clients use to evaluate the hotels are quality of service and quality of food. The study recommends the promotion of Portuguese regional cuisine with local food. The most highly rated hotel also had the highest staffing levels and more concern with innovation

Silvia Aulet, Lluís Mundet and Josep Roca provided a highly visual jurney through the innovative cuisine of the Roca brothers in their paper ‘Between tradition and innovation: the Case of Celler de Can Roca’  El Celler de Can Roca restaurant in Girona, which is run by the three Roca brothers and was awarded three Michelin stars in November 2009, was named the best restaurant in the world in 2013 by the British publication “The Restaurant Magazine”. It began as a small restaurant attached to their parents’ menu bar, where the three brothers began to develop their own philosophy of cooking, distinct from the family business. The restaurant now has a team of 50 professinals and a cellar with 30,000 bottles of wine. The three brothers take different roles: chef, sommelier and pastry chef. The restaurant has developed over the past 25 years, but the brothers have never forgotten their roots in traditional cuisine, but they have also been open to many other influences, including Ferran Adria. 

The creative process followed by the three brothers links tradition and innovation on the basis of 13 key elements, each linked to a particular dish:

1.- Academicism (sole meunière)

2.- Memory (batter-fried squid)

3.- Tradition (pigeon liver with onions)

4.- Contrast (ying-yang oyster)

5.- Landscape (chocolate truffles served on a rock)

6.- Wine (Riesling suckling pig)

7.- Chromaticism (green salad)

8.- Product (artichoke flowers)

9.- Audacity (treasure island)

10.- Magic (green eucalyptus stalectite)

11.- Transversality (lemon cloud)

12.- Idealism (the world – respecting seasonal cycles and products)

13.- Sense of humour (a dessert inspired by Messi’s goal)

Based on an analysis of the above points, the paper shows how tradition merges with innovation and how the brothers articulate the discourse of the Celler de Can Roca menu, which is a declaration of principles and philosophies rooted in the local region.

Breogán Antón Martínez Vila and Elias J. Torres Feijó  looked at the ‘Resources, cultural images, and gastronomical practices: profiles of visitors to Santiago de Compostela.’ They argued that the possession of a distinctive cuisine is a means through which members of a cultural group externalize their models for interpreting,  viewing and organizing their life, and excluding from them other groups. They presented results derived from the analysis of a large volume of data collected by quantitative / qualitative interviews by Grupo Galabra (University of Santiago de Compostela); it analyzes the different profiles of visitors to the city that had explicit interest in local gastronomy at the time of interview. Santiago has 100,000 inhabitants but 8 million visitors each year. 15% of GDP is accounted for by tourism.

They aimed to examine whether the expression of interest for gastronomic products are 

linked – or not - with a specific sociocultural and economic profile, with an associated 

speech, and with certain cultural practices from the respondents. Almost 2000 interviews have been conducted over the past year. Only 2% of visitors mention gastronomy as a reason for coming to Santiago. Miainly visitng for personal reseaons, culture and religion. But in terms of the attractiveness of Galicia, Spanish vistors are much more interested in regional gastronomy (40%). Knowledge of the place is directly related to interest in gastronomy. Octopus is seen as particularly important as Galician food. However, there is a gap between the intention to consume and what tourists actually eat. For Portuguese visitors there is more consumption of generalised Spanish food such as Paella and tortilla. 

The consequnces of this pattern of touristic gastronomy include restaurants are offering low cost seafood (frozen from outside the region). So it is not ‘real’ local gastronomy but a staged experience of Galician gastronomy. Galicia produces 11% of the fish in the EU, but it is difficult to eat these products in Ssantiago. There is no link with local diet and foreigners are confused about what Galician food is. The food offer is influenced by what the tourists are likely to buy. This leads to some traditional products not being offered any more. 

The efforts of Saint Petersburg in Russia to develop a ‘Gastronomic brand to strengthen the tourist destination attractiveness’ were described by Valery Gordin and  Julia Trabskaya. They provided a classification of gastronomic brands – rural, mono-product- metropolitan. Gastronomic products can be for export or for internal use. Multicultural cities have a particular challenge in developing clear brands. The team researched 244 restaurants in a range of regions – Finland, Spain, Germany, Italy, France, Russia. The proportion serving local cuisine ranged from 75% to 23%. They also researched tour operators, who are less likely to support local gastronomic brands. A total of 35 Expert surveys were conducted. These revelaed that Saint Petersburg has no gastronic brand or own local cuisine, but they also said it was important for the city to create a gastro band. Many of the consumer reviews  mentioned authentic cuisine – so restaurants can become key actors.

There are current attempts at branding, including the development of an ‘Imperial cuisine’ brand, ‘silver age’ cafes (beginning of 20th century) and ‘Lenigrad cuisine’ (using Soviet history as an inspiration). New restaurants are also being developed, such as Russian Vodka Room no 1. They posed the question of whether it would be possible to develop a food brand on the basis of historic resources, and also suggested the development of a ‘Gastronomic nation brand index’.

Discussion on Innovation and Tradition in Gastronomy

There was much discussion during the meeting on issues of innovation and tradition in gastronomy, and how these relate to tourism. In particular authenticity was a concept that cropped up several times in the debate, even though, as many delegates emphasised, the meaning of the term is itself disputed. It was felt that many tourists are in search of ‘authentic’ local or regional food, even though very often their idea of what is authentic differs from the local image. This was underlined by the research in Santiago, which showed different tourist groups as having distincting profiles in terms of the food they expected to eat and which they eventually ended up eating. 

It seems that the authenticity of gastronomic products and experiences is a negotiated concept, affected by both supply and demand side factors. What is authentic for the local population may not match the tourist image of ‘real local food’, and in many cases the tourists may also not be willing to eat exactly the same food as the locals. This is an issue for regions such as the Minho, where some signature dishes consist of ingredients that may be unfamiliar (and even repulsive) to tourists. This is underlined by the brisk trade in Sarabulho in the town of Ponte de Lima (where the meeting was held). This dish is overwhelmingly popular with domestic tourists, who often queue to sample the dish at weekends. However, many foreign tourists would probably be less eager to eat a dish largely composed of pig’s blood. 

One of the issues in judging the authenticity of food products is clearly the level of knowledge possessed by tourists. In general, most tourists have limited knowledge of the food they are eating or the cultural content from which it comes. One potential solution for this problem could be the extension of the ‘creative tourism’ concept to more food experiences, allowing the tourists to learn about the local food, purchase the ingredients themselves and prepare meals with the help of local cooks. This seems to be one avenue that is developing in Thailand, where many of the agri-tourism projects explored by Tracy Berno were actually turning into creative tourism projects as a result of the national drive to strengthen the creative economy.

More exploration of ‘foodways’, or cultural gasatronomic links between regions may be one option. Portugal has some very good examples of fodway development, for example through the consumption of Bacalau (codfish) or the port wine industry. Foodways are now being seen by UNESCO as a means of conserving intangible heritage linked to food, and may provide fruitful research avenues in the future. 

The delegates seemed to feel that there is a need for rethinking tradition, particularly as rapid globalisation, regulation and social and economic change make some traditional practices difficult to maintain. Traditional foods need to be given a new lease of life through innovation, finding new ways to prepare and present them. In this sense, it may be useful to make a distinction between gastronomy, which is the culture of food in a particular place, and culinary practices, which involve the transformation of food (as Gerrie du Rand’s paper points out). Although one may seek to preserve or conserve the local gastronomy as a cultural expression of a particular way of life, community, tradition or region, the way in which culinary practices are organised could be changed in order to adjust to shifting internal and external conditions. For example, the basic ingredients in a local dish may be kept the same, but it may be presented in new ways or even consumed in new ways by locals and visitors alike. 

Although there seems to be a need in many areas for innovation to meet tourist demand and to better profile local gastronomy, there was also a feeling that there is a danger of ‘over-innovation’. Not all tourists want high gastronomy or cutting edge cuisine, so the areas in which innovation is applied should be thought about carefully. This is particularly true in areas where there is a danger of over-looking traditional local foods in favour of imported ideas, techniques or ingredients. 

This is also important in terms of the gastronomic image of destinations. One problem in  Portugal is that tourism strategy has concentrated on sun, sea and sand as the main attractors of tourism, and resources such as gastronomy are being ignored. There are very good local products, but these are not connected to gastronomic networks. Agriculture also has an old-fashioned image, although gastronomy is beginning to change this. 

The gastronomic image of places was also a discussion point, particularly as Lluis Mundet pointed out the pivotal role of the Roca brothers in improving the image of the city of Girona through gastronomy. This is a strategy that many cities and regions would like to emulate, although it is not always clear how to achieve this. One interesting example is the Finnish capital Helsinki, which now has a Food Culture Strategy. In trying to determine what kind of strategies might be appropriate in developing the image and reality of cities and regions, Julia Trabskaya suggested that we might consider developing a ‘Gastronomic nation brand index’, or gastronomic destnation brand index as a tool for monitoring the effect of food and gastronomy policies on the image of places. 

Launch of the European Region of Gastronomy

The meeting concluded with the official launch of the Minho 2016 European Region of Gastronomy programme. Over the next three years the region will be developing a series of activities and events that will help to showcase the gastronomy of the Minho and put it on the European map. An agreement regarding the organisation of the event was signed between representatives of the region, the Polytechnic Institute of Viana do Castelo and the International Institute for Gastronomy, Culture, Arts and Tourism (IGCAT), which is organising the European Region of Gastronomy.

Future activities

In addition to the forthcoming special issue of the Journal of Gastronomy and Tourism, members of the group are currently working on a Brazilian edition on Tourism and Gastronomy. This is part of an ongoing collaboration that will also result in another expert meeting to be held in Brazil in 2015. There was also discussion of a potential meeting in New Zealand.  

