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Development of Food Travel
Destination

Recognized & Leading

Food experiences may constitute the leading part of package activities.

Food travel inbound agencies are active in the market.
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° Culinary Tourism Offers
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>Start|ng from guided feod tours and self-
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guided itineraries to experiences solo

through online platforms. e .

The growth of digital platforms has 7
democratised access to culinary” & Rl ~
experiences, allowing local providéersto

market their offers to a global audien
B : : o
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Travel agencies and tour operators play a INRREARAL | |
significant role inspfomoting theses r:
experiences; espegially for multi-day’ U

packages and group tours. { ks
Successful food travel packages often blend )

food activities withwisits to cultural
landmarks or active tourism elements.
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Setting Up and Managing Food Trails

e P
t“ B
. Food trails canbe develop

'arognd cifie themies like v
ciders, tradltlonal,dls’r\gs or.
I@Istourced‘ipéredrentlsvT
success of suchitrails liesin
selecting authentic'and distinct
features that resonate with\botk
locals and tourists."
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CoIIaboratlonMJtal in Mmanaging
food trails.From. pooling ¥
resources toe a‘ﬁlpshlng 1
marketing strategies, Iocal entities
must work together to“create a\
cohesive experiencé that

enhances the region'sappeal.
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Examples Of The Corh@’ex CulinaF
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. Issued by Association of Rural
Tourism in Mecklenburg-Westem
Pomerania
Refers to Mecklenburg-Westemn

’ Pomerania, Germany

= For both locals and tourists:

L)

. Refers to Pos\erania
Region, Poland

. forlocals and tourists as well - milies, individuals, groups,
as corporate clignts . . connoisseurs
. P 3 ipnts e hitps:/www.auf-nach-
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% * Cheese Village — Ostebygda, . T B

Norway .

TO
~  INSPIRE * Estonian Wine Trail (Eesti

‘ Neig‘tee)

Located in Klaipéda Region,
Lithuania

. For organized tourist groups,
business clients (for groups
of 10-30 people). Individual &
offers may be ananged for.,
families with children,

https://veinitee.ee/ ?

Located Norway, right in the middle,
between Oslo and Bergen in Hol
Individuals and group tourists can drop
by to see how cheese is made and
buy a cheese platter with the cheeses .
from Ostebyada

In season open every day (Winter

Co-funded b break, Easter, Summer, Spring break
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Common Pitfalls in Group Tours
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