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* QOurapproach
«  Setting the stage for food tourism in BSR

* Latest trends affecting culinary tourism in BSR W h at tO p | CS d O

* Whois a culinary tourist?

we Cover:

*  Persona Analysis

* Customer Relations

* Whatis the Business Model Canvas?

*  Traditional and virtual channels

*  Food tourism experiences you can provide

* How to launch new food tourism experience
* Cost calculation

*  Examples
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Our approach

We want you to be co-authors of the
manual.

The manual should answer your most
important challenges

Describe good examples from your
region

Facilitate your work with companies
and farmers giving you models,
examples, tools and support to assist
the change towards tourism
experlence economy in yours rural
area.

We adress the Manual to SME’s like
ood ||cq)roducers and farmers and you as
the change agent of the process




Setting the stage for food tourism in Baltic Sea Region

* The main aim of our work is to bring
long lasting change in diversifying
portfolios and adding value to SME’s like
food producers and farmers working in
BSR-region by introducing services —
food travel experience

* At the same time to build a professional,
tailor made tourism experience that can
be a part of BSR destination branding

New service
experience




Setting the stage for food tourism in Baltic Sea Region

* Win-Win transaction for both sides

New service
experience

Food producers
and farmers



Setting the stage — smEslike food producers and farmers

Increase direct sales

Start selling on-line or to increase it
Less dependence on the weather
New, interesting jobs

Sale of tourist souvenirs

New audiences

Stronger brand

Sense of pride




Setting the stage — tourist perspective

To build an all year round offer for tourists

53% food travelers according to WFTA (Source:
2020 Food Travel Monitor).

81% of trying local foods and cuisines is the part
of traveling they look forward to most. (Source
2023 Global Trends Report, American Express
Travel).

Food tourism is no longer just a segment of
tourism, it is the core of the tourism experience
and a necessity in the marketing of every
destination




Who is a culinary tourist?

|II

Both residents and ,classical” tourists declare that they
are open to trying new local flavours

Mostly food is just one of the reasons to travel - seldom
unique.

A bit more into food traveling are the Millennials and
the Gen Z about 45% declare that food may be a unique
reason to travel

Profile of curious explorers that will find true joy in
discovering new tastes




Persona Analysis— existing and new customers

Example how to run a workshop on Persona
analysis

Questions to ask

Platforms to find existing customers as it is
easier and cheaper to do so




What is Business Model Canvas and why we use it?

* Itis easier to perform any
business when you think
on paper

* Itis a valuable tool for
companies to visualize,
analyze, and communicate
their business model




FEASIBILITY DESIRABILITY

= KEY PARTNERS + KEY = VALUE PROPOSITION = Value + CUSTOMERS +
ACTIVITIES + KEY RESOURCES CHANNELS

VIABILITY SECTION = COSTS + REVENUE




Traditional and virtual channels

*  Two aspects:
*  The essence of the offer

* How to pitch the story depending on target groups

tEsstence — good quality photos and videos and catchy / short
exts

How to prepare a good text

How to make a good high quality photo
How to be visible in the region

To print currency instead of rubish
Cross promote

Cooperate with travel agents




Pros and Cons of promotion channels

Your internet page with a unique domain

Other entities channels — eg: regional tourism
organization pages, regional municipality
pages, booking platforms

Social media -: Facebook, Instagram, Tik Tok
Print — visit cards

Print — leaflets

Print — catalogues

Print — common folders, maps




What kind of food tourism experiences can you provide?




#1 Degustations
and all kinds of
sampling and
tastings
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#2 Pop up
restaurants and
cafes

INTRODUCTION TO THE MANUAL — DESIGNING CULINARY TOURISM SERVICES, VOL.1.—- COMPANY LEVEL



#3 Events and
festivals
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#4 Guided tours
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#5 Workshops
and cooking
classes
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#6 Food
exhibitions and
museums
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#7 Combination
of experiences
above.
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How to launch new food tourism experiences step by step




Key steps to launch culinary tourism offers

4. Trying and
: testing
3. Preparing
the show
2. Setting and
1. Choosing the venue personnel

a topic



EXAMPLES OF FOOD
TRAVEL EXPERIENCES
FROM BALTIC SEA
REGION



Mead Sudvé, Lithuania / Kédainiai
county/ villagePlinkaigalis

https://susvesmidus.lt/en/home/
https://www.facebook.com/susvesmidus
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https://susvesmidus.lt/en/home/
https://www.facebook.com/susvesmidus
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STRAUSS
"KAZA

FERMA | RESTORANS | E-VEIKALS

Ostruch and Goats Farm "Norieki" —
"Strauss un kaza"

Latvia / Kurzeme / Snépele

http://www.straussunkaza.lv

https://www.facebook.com/straussunkaza



http://www.straussunkaza.lv/
https://www.facebook.com/straussunkaza

Restaurant Dzukyné

Lithuania, Varéna district, Merkiné

https://www.facebook.com/dzukyne/
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https://www.facebook.com/dzukyne/

Erste
/)22 o) MEENNERHOBBY

BBY GmbH

Germany, Mecklenburg-West Pomerania,
Monchhagen

https://www.maennerhobby.eu
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https://www.maennerhobby.eu/

Malinéwka Farm, Poland, Lubuskie
region, Drggowina

http://www.malinowka.pl/
https://www.facebook.com/malinowkapl
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http://www.malinowka.pl/
https://www.facebook.com/malinowkapl

Zagroda Sledziowa / Pomorskie / Poland
/ Starkowo
https://www.zagroda-sledziowa.pl/
https://www.facebook.com/profile.php
?id=100039449361166&fref=ts
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zagroda-sledziowa.pl
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Augai farm

Lithuania, Druskininkai region
https://druskininkai.lt/en/wha
t-to-do/augu-ukis/

https://www.facebook.com/Au
guUkis/?locale=It_LT




Eriksgarden
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http://www.eriksgarden.nu/

Stundo / Hol / Norway
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https://www.hanen.no/bedrift/1219

Allikukivi Wine Manor

Estonia, Parnu county;

https://www.allikukivi.ee/en/

https://www.facebook.com/allikukivivei
nimois
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https://www.allikukivi.ee/en/

Niclas Fjellstrom Krinova & Hubert Gonera landbrand
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