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WHAT IS
GASTRO -TOURISM?

NThe pursuit c
authentic food & beverage
experiences while traveling
locally, regionally or
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WHAT GASTRO -TOURISM REQUIRES

|dentifying local food &
beverage resources

Knowledgeable people
willing to share their
Kitchen cultures in
genuine ways.

WHAT IT DOES
NOT NEED!

Extraordinary natural or
man-made features

such as mountains, All geographic destinations have unique

amusement parks, 5-star
hotels. food & beverage cultures to share.
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ABOU
GASTRO -TOURISTS

- Travel more often

- Stay longer

- Spend more

- Create more eWOM

- Post more on social media

They are food enthusiasts who want to
go behind the scenes to taste, touch,
and learn about region specific foods or
beverages with local kitchen culture
experts.

© 2019 GastroGatherings.com @ Mar-Kadam Associates




INTERNATIONAL TOURISM TRENDS
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DIGITALIZATION IMPLICATIONS OF OVER -TOURISM

(HIGH TOUCH & HIGH TECH ) _ ,
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ABOUT THE MARKET



MARKET SIZE

. Breakdown of Travel & Tourism's Total
A G IO bal Trave I/TOU FiIsm market Contribution to GDP and Employment 2014

GDP (2014 USDbn)
$7.6 Trillion (2014)
$11.4 Trillion (2025)

A Global Food+Beverage market
$380 Billion (2014)
$570 Billion (2025)

Employment
("000)

= Total contribution of Travel & Tourism

HUGE REVENUE AND
JOB-CREATION POTENTIAL
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BABY -BOOMERS LED THE WAY

Emulating the celebrity
chefs they watched on TV

Trying to recreate the
authentic culinary
experiences they watched

and read about. (Barcelona
Field Studies Center, 2012)

24% of Baby Boomers
identify as foodies and
spend disposable income

on food-related activities
(Boyle, 2013; Levin, 2015)
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Find out how other people live, eat,
and cook. Learn from them wherev
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MILLENNIAL GASTRO  -TOURISTS

50% of Millennials self-
Identify as foodies

52% would rather attend
a food festival than a
music festival

/8% chose to spend T’
discretionary money on a ¢ T\
memorable food | §

experience over a

purchased item
44% have posted a photo of a food

or drink experience on social media

(Eventbrite, 2014; UCI Trend Lab, 2014,
Boyle, 2013; BBDO Atlanta, 2013)



CRITICAL ELEMENTS OF
SUSTAINABLE
GASTRO -DESTINATION
DEVELOPMENT



INFRASTRUCTURE

MEMORABILITY

COMMUNICATION
EENSPORTATION
B L ODGING

CREATE PLAN  TRAVEL EXPERIENCE REFLECT STAGES

TIME MONEY CAPITAL PEOPLE RESOURCES

(Williams, Yuan & Williams, 2018)



MOST IMPORTANT

HEALTH & SAFETY CONSIDERATIONS

1 | DRINKING WATER
2 | SAFE FOOD HANDLING

3 | CRIME & SECURITY

4 | SAFELODGING [
5 | CLEAN BATHROOMS  |ji
6 | SAFE TRANSPORTATION

7 | CLEAN LODGING =

Results of Friedman Non-Parametric Test
1 = Most Important

(Williams, 2018)



PREFERRED METHOD TO DETERMINE
HEALTH & SAFETY WHILE PLANNING

READ WRITTEN INFORMATION
- look for assurances

ONLINE WEBSITE
- look for assurances

ONLINE BLOGS/SOCIAL MEDIA
- look for assurances

ASK PEOPLE WHO HAVE
BEEN THERE

CALL THE DESTINATION
WITH QUESTIONS

ASK TOURISM PROFESSIONALS

EMAIL THE DESTINATION
WITH QUESTIONS

Results of Friedman Non-Parametric Test
1 = Most Important (Williams, 2018)




MOST IMPORTANT TRANSPORTATION
CONSIDERATIONS FOR GASTRO TOURISTS

1 SAFE

2 RELIABLE

3 CLEAN

4 FRIENDLY

5 EASY/CONVENIENT

6 QUICK

7 ECONOMICAL

8 LEISURELY

9 AUTHENTIC COMPONENT

Results of Friedman Non-Parametric Test
1 = Most Important

[ ] Transportation related

[ ] Health & Safety related

B Vemorability related

[ Direct person-to-person communication

(Williams, 2018)



COSTA RICA INVESTS [nvertiremos
#¢90 mil millones

IN INFRASTRUCTURE para modernizar

, . oA s A A " nuestros aeropuertos
a¢CKAaAa Ay@dSauYSyu ISYS

SYSNHAT Sa 20KSNJ aS0OG 2
President Carlos Alvaradd a g A UK 0 S
terminals, tourists will have the option to reach
NBEY230S RSaAUOUAYIGAZ2Yya A
Recent Comments from Tourism
Minister Maria Amalia Revelo

Tourism currently contributes between 9% and

MmmeE: 2F [/ 2adlF wAaAOlFQa D

need for investments. Mas inversion

Foreign tourists (3 million last year) who arrive | Mas turismo

in Costa Rica visit aaverage of five Mas empleo A

destinations,which allows extending the 4“4.

benefit of tourist income throughout the :

territory J GOVERNMENT with PRIVATE SECTOR

will invest $160 million in 2020 at

4 international airports & 8 local airfields
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MOST IMPORTANT LODGING
CONSIDERATIONS FOR GASTRO TOURISTS

1 CLEAN

2 RELIABLE

3 SAFE

4 FRIENDLY STAFF

5 COMFORTABLE BEDS

6 ECONOMICAL

vi EASY TO GETTO /
CONVENIENT LOCATION

8 HAS WIFI

9 HAS POOL, HOT TUB, G
EXERCISE FACILITIES |—

Results of Friedman Non-Parametric Test
1 = Most Important

[ Lodging related
[ Transportation related

[ ] Health & Safety related
[ Direct person-to-person communication

[ Indirect communication (Williams, 2018)



MOST IMPORTANT COMMUNICATION
FACTORS FOR GASTRO TOURISTS

1 WIFI ON SITE
2 MY NATIVE LANGUAGE
3 INTERNET COMMUNICATION
WHILE PLANNING
4 CELL PHONE COVERAGE
AT THE DESTINATION
5/6 PHONE ACCESS WHILE PLANNING
5/6 ACCURATE COMMUNICATION /
NO MISCOMMUNICATIONS
7 AUDIO TRANSLATIONS
OR INTERPRETERS
8 WRITTEN SIGNS OR HANDOUTS
9 INTERACTIVE MOBILE APP

Results of Friedman Non-Parametric Test
1 = Most Important

[ Direct person-to-person communication

[ Indirect communication

(Williams, 2018)



FACTORS THAT HAVE FRUSTRATED
GASTRO TOURISTS WHILE PLANNING

NO PHONE NUMBER

N

PROBLEMS BOOKING LODGING

DIFFICULTY PLANNING
LOCAL TRANSPORTATION

W

COULD NOT FIND RELIABLE
HOURS OF OPERATION

COULD NOT SPEAK WITH
A HUMAN PERSON

LANGUAGE, COMMUNICATION, OR
TRANSLATION PROBLEMS

TRAVEL INDUSTRY DID NOT HAVE
INFO ON FOOD AND BEV SITES

0 N | O O

LACK OF ONLINE INFO REGARDING
FOOD AND BEV EXPERIENCES

9

DIFFICULTY GETTING PRICE INFO

Results of Friedman Non-Parametric Test
1 = Most Important

[ Direct person-to-person communication

[ Indirect communication
[ Transportation related

[ Lodging related

(Williams, 2018)



MEMORABILITY



MEMORABILITY

AUTHENTICITY

DECIBERATER€===c===—===—=-= > INCIDENTAL

PLANNING TRAVELING EXPERIENCING REFLECTING

(Williams, Yuan & Williams, 2018)



OP 14 AUTHENTICITY DESIRES

1. Having fun

2. Tasting is part of the experience
3. Enjoying the food

4. Unigue cuisine

5. Knowledgeable hosts

6. Interesting cooking techniques

/. Making memories/building intimacy with friends/family/loved ones
8. Hands on experiences

9. Bringing home new recipes

10. Casual dining is part of the experience

11. Learning about a new culture

12. Watching an experienced cook or chef

13. Hosts and tourists co-create the experience
14. Local or regional host

ltems were distilled from qualitative data and then ramklered by gastrdourists in quantitative questions

(Freidman NolParametric Ranking Tesf) © 2019 GastroGatherings.com @ Mar-Kadam Associates



STAKEHOLDERS



KEY PRIMARY STAKEHOLDRS

1. TOURISTS 2. OWNERS/MANAGERS 2. DEVELOPERS
WHO SEEK OF GASTRO-BUSINESSES OF TOURISM
GASTRO-EXPERIENCES DESTINATIONS
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WHA

1. TOURISTS
WHO SEEK
GASTRO-EXPERIENCES

EASY TO FIND
GASTRO -ACTIVITEIS

CONVENIENT ACCESS
RELIABLE CONTENT
TRUSTWORTHY
AUTHENTIC

MEMORABLE
EXPERIENCES

HEY WAN

2. OWNERS/MANAGERS
OF GASTRO-BUSINESSES

STEADY FLOW OF OUT -
OF-AREA TOURISTS TO
SUPPLEMENT LOCAL
LOYALS

STRENGTHEN THEIR
BRAND IMAGE

HIGHER REVENUE

ELEVATED STATUS

COST -SHARING WITH
PARTNERS

AND NEED

2. DEVELOPERS
OF TOURISM
DESTINATIONS

ECONOMIC
DEVELOPMENT IMPACT

JOB CREATION

IMPROVE QUALITY
OF LIFE

REDUCE POTENTIAL
FOR OVER -TOURISM

REDUCE FOOD WASTE
& ELIMINATE HUNGER

RECOGNITION AND
PRESTIGE
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PRIMARY STAKEHOLDRS

(Williams, 2018)



SECONDARY STAKEHOLDRS

GASTRO
DESTINATION

(Williams, 2018)



WORKING STAKEHOLDR MODEL

PRIMARY
GASTRD
STAKEHOLDERS
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WORKING S
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AKEHOLDER MODEL

GASTRO

DESTINATION

PRIMARY
STAKEHOLDERS
SECONDARY
STAKEHOLDERS

STAKEHOLDERS THAT FLUCTUATE
BETWEEN PRIMARY & SECONDARY

28



What DEVELOPERS VALUE MOST
ABOUT GASTRO -TOURISM

ABoosts local
economies through
new outside-of-the-
area monies

ACreates local jobs
and a skilled
workforce

AElevates local living
standards such as
potable water and
sewage management
to attract and satisfy
tourists but citizens
benefit as well.




WHAT WORKS?

DELIBERATE GASTRO-TOURIST

PROFESSIONAL COMMUNITY GOVERNMENTS
& CIVIC GROUPS MEMBERS & MUNICIPALITIES

(Williams, Yuan & Williams, 2018)



INTERNATIONAL
GASTRO -TOURISM
INITIATIVES



Wales Named Gastronomic
Destination (2015) *

Gwir Flas

>
=,

Cymr
Wales the

* The Guardian

Government Grants awarded to help
fund specific projects and activities
that promote Welsh Food.

This spurred increases in the number
of Food Festivals, tourist trails, and
added gastronomic components to
existing tourist packages

The brand has been embraced by the
Welsh people as well i new
businesses that bring out-of-town
tourists into the kitchens of Welsh
families now exist.
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PERUOS VI SI ON & MI SSI C

G. & 0UKS @SINI Hnumz P8
Peruvian cuisine is
recognized worldwide for
Its high quality in diversity
and richness, and that the
country is consolidated as
the main dining destination ~
Ay GKS 52NI RS
i

Gt NEY23GS 3 &l
factor of identity, ».

sustainable, decentralized
YR Ay Of dzaAgds



Annual Food Festival 22NI RQa f SI RA
(392,000 attendees) destination 20122017



PERUOS GASTRONOMI C MAR
CAMPAIGN
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A PROPOSED VISION FOR INDIA

Aro positively impact local
Indian economies and living
standards through new or
expanded gastro-tourism
destination development that
hi ghlight s -classd |
cuisine and unparalleled

hospitality. ©

A NEW GASTRONOMIC DESTINATION

(Alfaro, Bauman, Chapa, & Williams, 2018)



MATCHING CULINARY REGIONS &

INFRASTRUCTURE

Busiest Indian Airports
April 2015 - March 2016

48,424,165
passengers oz

.Mw







END
Additional Background &
Research Slides Follow



Attributes of Memorable Features and Definitions

\\
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Two TypeS)f gastrotravelers report memorable experiences. - e : :
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Attributes of Memorable Features and Definitions
Gastrol 2 dzNA & G & Qo@)E LISNA Sy 0SS &

= - Involves the local food and drink
AUthentICIty is important to the memorability of gastronomic [\ TSRS I .

experiences but how it is defined varies per individual tourist and host. F- SR \=xeelel leRalclialols SEETgle Nol X0 i[5S
A Authenticity is individually defined basec
on expectations and practices
Cocreation or hand®n involvement
intensifies authenticity

- “ - Traveling with friends or famil
SOClabllltyaspects between traveling companions and hosts, chefiy Traveling - Straggers

and support staff contribute to memorability. Friendly, helpful, knowledgeable suppor
staff

E _ _ _ _ Intense emotions such as awe, wonder,

EmMOtIoNSoring about triggering moments that contribute to acceptance, excitement, wonder, love, a

creating memorable experiences. words tourists use when describing thei

most memorable experiences.

(Williams, Yuan & Williams, 20
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TRAVELER

. VISITOR
HONORED .

GUEST GASTRO HOST ;,
& &N > i CLUSTOMER
FRIENDS @ TOURIST
& FAMILY J)/f’y \\,/
ZJURIST ENGAGEMENT CONTINLLM
MIFFERENT
ENEMY UNWELCOMED PERSON

STRANGER

(Williarié, 2018)



COMPETITIVE
ADVANTAGE

A Self-regulating / Co-promoting
A Difficult to copy or replicate
A Indirect tourism competitors can become affiliates

(R ——

(Wi”iams’ 2018)



T&T % OF

TOTAL ECONOMY
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MARKET MULTIPLIER
EFFECT
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TOURISM IMPACTS COMMUNITY
DEVELOPMENT AT MULTIPLE LEVELS
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PLANNING TRAVELING EXPERIENCING REFLECTING

(Williams, Yuan & Williams, 2018) 46



