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resumo

Esta tese resulta de uma bolsa de estudos concedida ao autor, que permitiu
trabalhar durante 3 anos e 4 meses na área do enoturismo no projeto
INNOVINE & WINE. Durante esse período, a equipa de investigação trabalhou
junto dos stakeholders das três regiões vinícolas reconhecidas oficialmente no
Norte de Portugal (Vinhos Verdes, Douro e Trás-os-Montes) contribuindo para
uma melhoraria dos seus negócios.
Nas últimas décadas, houve uma mudança notável em termos de
comportamento de consumo de viagens e turismo. As tendências turísticas
internacionais indicam que, cada vez mais, os viajantes procuram destinos que
lhes ofereçam atividades novas e autênticas relacionadas com gastronomia e
vinhos, seja como motivo principal para viajar ou como uma experiência
complementar que agrega valor à experiência de férias.
À medida que a procura pelo turismo gastronómico e enoturismo aumenta, a
oferta de atividades relacionadas com este tipo de produtos turísticos continua
a diversificar. Se anteriormente as práticas de turismo eram orientadas para
equipamentos e serviços tradicionais de apoio ao destino (restaurantes,
quintas de enoturismo, museus temáticos relacionados com gastronomia
comida e vinhos, etc.), atualmente, as oportunidades de participação ativa em
experiências gastronómicas e vínicas numa ampla variedade de espaços
alternativos são mais frequentes. Deste modo, a cooperação entre os
stakeholders na construção e gestão de uma identidade regional baseada nos
seus atributos diferenciadores, particularmente, na gastronomia e vinhos é
crucial para a capacitação do território para a fruição turística.
No entanto, estudos que definam e testem a cocriação com base na
participação ativa em experiências turísticas, mais concretamente, em
experiências gastronómicos e de enoturismo, são escassos. O objetivo geral
desta tese prende-se em explorar as determinantes da cocriação em
experiências gastronómicas e de enoturismo, uma vez que estudos anteriores
não abordaram como o construto de cocriação pode influenciar as
experiências dos viajantes em contextos territoriais relacionados com estes
produtos turísticos. Para atingir esse objetivo, foram utilizadas abordagens
qualitativas e quantitativas.
Numa primeira fase do presente estudo foi realizada uma pesquisa
exploratória com recurso a métodos e técnicas qualitativas com o propósito de
analisar as perceções dos stakeholders do território (oferta) e dos turistas
(procura) respeitante ao desenvolvimento dos produtos gastronomia e vinhos.
As conclusões da parte exploratória destacaram uma falta evidente de
cooperação entre os setores gastronómicos (restauração), vínicos (quintas de
enoturismo, enotecas, bares) e o turismo nas três regiões vinícolas do norte de

Portugal, refletindo a falta de promoção conjunta de produtos gastronómicos e
vínicos, o que tende a dificultar a construção cocriada de uma identidade
territorial para fins de desenvolvimento turístico. Explorando a perspetiva da
procura sobre a conceptualização da cocriação e sua abordagem às
experiências gastronómicas e vínicas no destino, sete dimensões de cocriação
emergiram. Das sete dimensões, a dimensão da interação social foi a que
reuniu mais concordância entre os turistas. Identificou-se igualmente que,
algumas das dimensões da cocriação podem ter sido descuradas por outros
estudos, como é o caso da sustentabilidade social e da consciencialização
ambiental.
Na segunda fase do estudo empírico foi adotada uma abordagem quantitativa,
materializada através da aplicação de um questionário on-line de forma a
testar as determinantes de cocriação da procura turística em experiências
gastronómicas e de enoturismo. As técnicas estatísticas multivariadas
aplicadas na fase quantitativa revelaram que a cocriação de experiências, a
interação entre turistas e residentes locais, a interação entre turistas e os
profissionais do setor turístico, os recursos operantes e a satisfação
influenciam o nível de participação ativa em experiências gastronómicas e de
enoturismo.
O presente estudo encerra com um conjunto de recomendações e implicações
teóricas e práticas, não apenas na área do marketing turístico, mas também na
área do design de experiências turísticas. Esta tese contribui, particularmente,
para a literatura respeitante à cocriação nas experiências gastronómicas e de
enoturismo, através da identificação de determinantes e temas relacionados
com o processo de cocriação. Implicações para os agentes turísticos, gestores
e decisores de estratégias e políticas do desenvolvimento turístico são
discutidas, bem como as limitações da tese e os caminhos para futura
investigação.

keywords

Co-creation; active participation; food-and-wine tourism; regional development;
regional identity; cooperation; enogastronomic experiences; demand and
supply perspectives; systematic literature review; content analysis; multivariate
statistical analysis

abstract

This thesis results from the scholarship awarded to the author which allowed to
work during 3 years and 4 months on the wine tourism track of the
INNOVINE&WINE project. During that period, the research team worked
alongside the stakeholders of the three officially recognised wine regions in
North Portugal (Vinhos Verdes, Douro and Trás-os-Montes) and contributed to
improving their businesses.
Over the past decades, there has been a remarkable change in terms of travel
and tourism consumer behaviour. International tourism trends indicate that
tourists are increasingly looking for destinations that offer them new and
authentic food-related activities as a primary reason to travel and/or as a
complementary pass-time that adds value to the holiday experience.
As food and wine tourism demand expands, the range of food-and-wine related
activities offered continues to diversify. If previously tourism practices were
oriented towards destination support facilities and services (restaurants, wine
farms, food and wine museums, etc.), currently, opportunities of active
participation in a wide range of different and alternative spaces are more
frequent. The cooperation between stakeholders in the construction and
management of a regional identity based on differentiating its food and wine
attributes is, therefore, crucial for both the capacity building of the territory and
tourist fulfilment.
Nevertheless, studies defining and testing co-creation based on the active
participation in tourism activities and, particularly, in food-and-wine tourism
experiences, remain scarce. The overall purpose of this thesis is to explore the
drivers of co-creation in gastronomy and wine tourism experiences, as previous
studies have generally not addressed how the co-creation construct may
impact tourists’ experiences in food-and-wine related territorial contexts. To
achieve this goal, qualitative and quantitative research approaches were
combined.
An exploratory qualitative data inquiry was employed in the first phase of the
study to pin down both stakeholders’ (supply-side) and tourists’ (demand-side)
perceptions of the food-and-wine tourism product development. The findings
highlight that there is an evident lack of cooperation between the food-and-wine
and the tourism sectors in the three northern Portuguese wine regions, which
tends to hinder the construction of a co-created territorial identity for
development purposes, and which also reflects the lack of combined promotion
of food-and-wine products. To explore the demand perspective on the cocreation conceptualisation and its approach to food-and-wine destination
experiences, seven co-creation dimensions were disclosed. Out of the seven
dimensions, the social interaction dimension was the one that gathered more
agreement among tourists. It was also recognised that some co-creation

dimensions might have been overlooked by other studies, such as social
sustainability and environmental awareness.
In the second phase of the empirical study, a quantitative approach was
adopted, employing an online questionnaire to test the co-creation drivers of
tourists in food-and-wine experiences. The multivariate statistical techniques
employed revealed that a very diverse set of variables – experience cocreation, the interaction between tourists and local residents, the interaction
between tourists and frontline tourism employees, operant resources, and
satisfaction – influence the level of active participation in food-and-wine tourism
experiences.
This study concludes with a set of theoretical and practical recommendations,
not only regarding the field of tourism marketing but also in the area of tourist
experience design. This thesis contributes mainly to the co-creation of food-andwine experiences literature, identifying drivers and themes related to the process
of co-creation in these specific tourism products. Implications for business
managers and policymakers are also discussed, as well as limitations of the
thesis and avenues for further research.
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Drivers of co-creation in food-andwine tourism experiences

Susana Rachão

CHAPTER 1 | INTRODUCTION
The overall purpose of this thesis is to explore the role of co-creation in gastronomy and
wine tourism experiences, as previous studies have generally not addressed how the cocreation construct may impact tourists’ experiences in food-and-wine related contexts. To
achieve this goal, qualitative and quantitative approaches were employed.
This introductory chapter provides a synopsis of the thesis topic and its key concepts
(section 1.1). Subsequently, the research design and methods rationale are briefly
presented (section 1.2.1), followed by the data collection techniques and data analysis
employed (section 1.2.2). The chapter ends by outlining the structure of the thesis (section
1.3). The key concepts used throughout this thesis are: physically active participation, cocreation, and food-and-wine tourism, which will be briefly defined below. A comprehensive
analysis of these concepts will be provided in the subsequent chapters, as well as a
discussion of their use in this study.

The contribution of travel and tourism to the worldwide Gross Domestic Product (GDP) is
undeniable and it is predicted that tourism, growing steadily, will reach 1.8 billion
international arrivals by 2030 (OECD, 2018; WTTC, 2019). However, particularly in the light
of the current pandemic COVID-19 crisis that has affected the tourism industry dramatically,
the previous forecasts towards 2030 remain unpredictable. Representing a loss of 67 million
international arrivals in the first quarter of 2020 compared to the same period of 2019
(UNWTO, 2020), the tourism industry needs, as it already did with the 2009 economic crisis,
to reinvent itself. According its social media post in March 11th, the Editor-in-Chief of the
European Journal of Tourism Research, Professor Stanislav Ivanov, tourism 2020
keywords will revolve around “staycation”, “undertourism”, “digitalisation” and “robotics”.
Nevertheless, this thesis was elaborated before the pandemic COVID-19 crisis and, for this
reason, discussion on its tangible impacts on tourism will not be point out.
Over the past seven decades there has been a remarkable change in terms of travel and
tourism. Given their economic, social and environmental impacts, it has become essential
to accurately define tourism to determine its influence on destinations. The first step towards
the development of international classifications on tourism was done in 1937. However, it
was only in 1963 (Conference of Rome) that the United Nations Conference on International
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Travel and Tourism recommended a specific description of the concepts of “visitor”, “tourist”
and “excursionist” that has prevailed until nowadays, be it with substantial revisions
(UNWTO, 1995). In the late 1990s, another essential reference tool, the Tourism Satellite
Account (TSA) was created in Nice, France (Conference of Nice), consisting of a more
accurate framework to measure the economic impacts resulting from the tourism industry
(UNWTO, 2010). It was, however, in 2008 that the latest updated official document was
produced, the "International Recommendations for Tourism Statistics", providing a
comprehensive methodological framework for the collection and compilation of tourism
statistics in all countries (UNWTO, 2010).
Tourism trends indicate that, increasingly, tourists are looking for destinations that offer
them new and authentic food-related activities. Nevertheless, scarce international statistics
is measuring the number of tourists looking for this type of activity. The exception is regional
data that has been collected by national associations, such as the Ontario Culinary Tourism
Alliance (OCTA), Canada, and the World Food Travel Association (WFTA), United States,
linked to the food and wine sectors.
According to Eurostat, in 2018, the total expenditure of European tourists in Portugal was
around 2 billion euros. Of these, around 7 million euros was spent on restaurants and cafés,
thus representing a substantial proportion of tourists’ spending on trips. However, the
expenditure on restaurants and cafés does not reflect the tourists’ primary reasons for
travelling, but only the acquirement of these services while on holidays. Nevertheless, even
if the purchase of these food-related services is only to fulfil a basic need (nourishment),
there is a great potential in using the gastronomic heritage to promote a destination as it
allows direct contact with the culture of the place visited.
Recent market segmentation studies reveal that gastronomy and wines were one of the
main reasons for tourists visiting the North of Portugal, and one of the main activities carried
out during their trips. The Millennials were the main segment of international tourists visiting
this destination (53% were aged between 19 and 40 years-old) (IPDT, 2017).
The concepts more intrinsically related to this work, such as culinary tourism, food tourism
and gastronomy tourism are used interchangeably in the literature. In this thesis, food
tourism is the terminology applied as it is more encompassing of the activities/services
offered (e.g. farm activities, vineyard experiences, cooking classes), following the
recommendations of key-related organisations, such as the OCTA, WFTA and the United
Nations World Travel Organization (UNWTO), and academic experts (Hall & Mitchell, 2001;
Hall et al., 2003). In addition, as verified during the research in the databases Scopus and
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ISI Web of Science (WoS) by, separately, employing in the advanced search, the
terminologies “culinary tourism”, “food tourism“, “gastronomy tourism” in title, abstract or
keywords (TITLE-ABS-KEY) option, “food tourism” is the most commonly used terminology
(271 – Scopus; 224 – WoS publications), followed by “culinary tourism” (215 – Scopus; 189
– WoS) and, lastly by “gastronomy tourism” (34 publications in both databases) on
February, 2020.

Table 1 – Key concepts employed in the thesis

Co-creation
Co-creation can be defined as involving direct
interaction between tourists, residents and
tourism employees and, physically active
participation in tourism experiences that
should mirror the transfer of new skills and
knowledge.

Bertella (2015), Bertella et al. (2018),
Mossberg (2008), Payne et al. (2008),
Reichenberger (2017), Schuckert, Peters
& Pilz (2018), Tung et al. (2017), Vargo
& Lusch (2004; 2008)

Food-and-wine tourism
Food-and-wine tourism can be described as
the participation in food-and-wine-related Charters & Ali-Knight (2002), Getz &
activities, ranging from tastings to partaking in Brown (2006), Hall et al. (2003), Hjalager
their creative processes at the visited &

Richards

(2002),

Long

(1998),

destination, in which learning outcomes are UNWTO (2012)
favoured.
Physical active participation
Physically active participation in tourism
experiences can be defined as requiring from
the participant (tourist) a direct body action
with the service (e.g. wine tasting).
Tourist (or overnight visitor)
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A visitor (domestic, inbound or outbound) is
classified as a tourist “if a trip includes an

UNWTO (2010, p. 10)

overnight stay, or as a same-day visitor (or
excursionist) otherwise”.
Source: own construction
As the interest for food-and-wine continuously grows, gradually more tourism industry
stakeholders’, and even destinations as a whole, begin to develop niche-oriented marketing
strategies. This is particularly evident in the increasing number of places that combine foodand-wine products with tourism services that are defined in the literature as creative food
spaces (Burnett, 2014; Cavicchi & Stancova, 2016; Everett & Aitchison, 2008; Garibaldi &
Pozzi, 2018; Richards, 2015). The absorption of the culture of the destination visited through
direct contact with local food/cuisine, together with the search for authentic local
experiences and traditions are prompting food tourists to consume spaces in a unique way
(Hjalager & Johansen, 2013; Kiralova & Hamarneh, 2017; UNWTO, 2012).
Food tourism experiences are being performed in a wide range of settings outside the
traditional eating establishments (Justiniano, Jaría-Chacón, & Valls-Pasola, 2017). These
new spaces, such as pop-up restaurants, food-art galleries, food festivals, alternative food
thematic routes, and local residents’ homes, are seen as engaging for many tourists
(Presenza & Chiappa, 2013; Richards, 2012). In addition, former industrial plants (e.g. dairy
and olive oil factories) are being transformed into places to attract food tourists as they
provide innovative food preparation processes and, thus, new tourism experiences
(Hjalager & Wahlberg, 2014; Tsai, 2016). These new food tourism-based place
configurations

can

drive

economic

diversification

by

reusing

former

industrial

infrastructures, generating new entrepreneurial businesses and leading to an increase of
tourist flows (Everett, 2012; James & Halkier, 2016; Lee, Wall, & Kovacs, 2015; Metaxas &
Karagiannis, 2016; Montanari & Staniscia, 2009; Munadjat, 2016; Rinaldi, 2017; Tresidder,
2015).
To attract visitors (tourists and excursionists) to these cultural and socialising food-and-wine
places, a robust network of all stakeholders involved in the food tourism system (food
providers, wineries, farms, accommodation facilities, tour operators) is required to provide
a composite tourism product (Damayanti, Scott, & Ruhanen, 2017; Getz, 2000; Kline et al.,
2014; McGregor & Robinson, 2019; Ottenbacher & Harrington, 2013; Spilková & Fialová,
2013; Zhang, Song, & Huang, 2009).
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As the stakeholders’ network evolves and strengthens, the chances to promote a coherent
identity and a recognisable territorial brand are higher (Staggs & Brenner, 2019). Therefore,
the local/regional food-and-wine heritage should be rooted in the place, and connected to
local gastronomic traditions and, therefore, part of the destination’s (regional) identity
(Corigliano, 2015; Everett & Aitchison, 2008; Hashimoto & Telfer, 2006; Kim & Ellis, 2015;
Kim & Iwashita, 2016; Scorrano et al, 2018; Tsai, 2016). Employing these assets, tourism
stakeholders can build a differentiating identity and use it as a competitive advantage
(Frochot, 2003; Haven-Tang & Jones, 2008; Lin et al., 2011).
These attributes sustain the perceived authenticity of the locally produced food-and-wine
products and their methods of production and consumption that are difficult to replicate
elsewhere (Lenglet & Giannelloni, 2016; Sims, 2009). Authenticity, thus, plays a key role,
not only in maintaining traditional foods but also in the construction of memorable food
tourism experiences (Antón et al., 2019; Ellis et al., 2018; Gregorash, 2018; Mkono, 2011;
Stone et al., 2017); UNWTO, 2019; Williams, Yuan, & Williams, 2019).
Thus, consumption of food during the travel experience is no longer merely an action to fulfil
a basic need but rather a cultural and social experience (Kivela & Crotts, 2006; OECD,
2014; UNWTO, 2017) and a reason for broadening the offer of food-related activities and
food-travel experiences (Robinson, Getz, & Dolnicar, 2018). Several food-related activities
are giving their customers (for this study’s purposes the focus is on tourists) opportunities
to co-create their own experiences. It has been tested that co-creation experiences
contribute to both the tourism demand and supply-side perspectives. From the perspective
of tourism demand, it contributes to:
(1) a raise of tourists’ satisfaction with the holiday experience (Assiouras et al.,
2019; Buonincontri et al., 2017; González-Mansilla, Berenguer-Contrí, & SerraCantallops, 2019; Shulga, Busser & Kim, 2018);
(2) achieve a higher place attachment to the visited destination (Sthapit,
Coudounaris, & Björk, 2018; Suntikul & Jachna, 2016);
(3) increase the level of expenditures and happiness of the tourists (Buonincontri et
al., 2017);
(4) enhance of learning, creativity and tourists’ skills acquisition (Antón et al., 2017;
Prebensen, Kim, & Uysal, 2015; Prebensen & Xie, 2017; Ross, 2017; Schuckert
et al., 2018);
(5) individual self-growth and social connections (Lee, Lee, & Tussyadiah, 2017);
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(6) positive memorability of the destination experience (Campos et al., 2016;
Campos et al., 2018; Morgan et al., 2009);
(7) the perceived authenticity of the experience (Bryce et al., 2017; Johnson &
Neuhofer, 2017; Smed et al., 2016);
(8) tourists’ engagement with tourism and hospitality brands (Buhalis & Sinarta,
2019); and, thus, a positive effect on tourists’ subjective well-being (Dekhili &
Hallem, 2020; Fan, Hsu, & Lin, 2020);
From the tourism supply-side perspective and, mostly through online platforms, co-creation
contributes to:
(1) a positive impact on the hotel's brand equity - the set of assets and symbols
linked with the brand name (González-Mansilla et al., 2019);
(2) loyalty to the destination (Shulga et al., 2018);
(3) sharing of the experience with a wide online network of subjects, and thus,
enhancing C2C electronic word-of-mouth (e-WOM) marketing strategies
(Buonincontri & Micera, 2016; Zatori & Beardsley, 2017);
(4) real-time information to tourists (Buhalis & Foerste, 2015).

The growing interest among academics, practitioners, and policy-makers to link co-creation
and food-and-wine experiences (Adongo et al., 2017; Fu & Lehto, 2018; Hwang & Seo,
2016; Johnson & Neuhofer, 2017; Liang, 2017; Ngamsirijit, 2014; Paulauskaite et al., 2017;
Polese et al., 2018; Sthapit, Coudounaris, & Björk, 2019) calls for further research to
understand their impact in tourism destination dynamics better. If previously tourism
practices were oriented towards tourism amenities (e.g. hotels, rent-a-cars, restaurants)
and passive food-tourism consumption forms, currently opportunities to participate in active
culinary activities in a wide range of different spaces are more frequent (e.g. local homebased culinary experiences) (Fusté-Forné, 2019b; Johnson & Neuhofer, 2017; Murray &
Kline, 2015; Paulauskaite et al., 2017; Sthapit, 2017).
However, an important drawback to segment tourists based on food-and-wine experiences
is that they are commonly passive-related (e. g. attending food and/or wine festivals, visiting
food markets, experiencing the atmosphere, eating at the winery) (Madeira, Correia, &
Filipe, 2019). As tourism destination’s activities are changing towards more participative
behaviour of tourists (Campos et al., 2018) – active participation –, provided that it
empowers the tourist, is seen as a critical factor in increasing the value of co-creation
(Dekhili & Hallem, 2020; Liang, 2017). Research evidence suggests that active/physical
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participation in tourism experiences functions as a key factor to engage tourists in
destinations (Bertella, 2014; Komppula, 2001; Stamboulis & Skayannis, 2003), where coproduction is part of the creative experience (Anastasiadou & Vettese, 2019). Therefore,
the co-creative tourism model arises as an innovative approach for tourism product
development (Richards, 2014).
To address this situation, this research intends to contribute to the issue of co-creation
experiences in food-and-wine settings, facilitating the creation of a comprehensive
understanding of the tourism supply and demand sides for one specific contemporary trend
– the food experience economy.

Supported by the aforementioned theoretical background, and attempting to fill some of the
research gaps previously discussed, the overall purpose of this thesis is to explore the
drivers of co-creation in food-and-wine tourism experiences, investigating the demand and
supply-side perspectives. This overall purpose is framed around the following specific
objectives:
1) to explore regional innovation strategies based on food and tourism and on how they
can contribute to destination management;
2) to analyse the dimensions of co-creation in on-site food-related activities;
3) to understand how conflicting stakeholders’ interests and agendas of the public,
private and non-profit sectors may affect the management of the food tourism
destination identity;
4) to analyse the tourists’ perceptions of the co-creation construct, their food-and-wine
tourism experiences and their willingness to actively co-create in this type of
experiences;
5) to assess the level of co-creation participation in food-and-wine activities from the
lens of tourism co-creation experiences.

Based on the last specific objective (5) that aimed to assess the level of co-creation
participation in food-and-wine activities from the lens of tourism co-creation experiences –
the formulation of the following research hypotheses was proposed:
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H1. The level of active participation is positively related to the co-creation in foodand-wine tourism experiences;
H2. Operant resources are positively related to the co-creation in food-and-wine
tourism experiences;
H3. Interaction between tourists and frontline tourism employees is positively related
to the co-creation in food-and-wine tourism experiences;
H4. Interaction between tourists and local residents is positively related to the cocreation in food-and-wine tourism experiences;
H5. Interaction between tourists is positively related to the co-creation in food-andwine tourism experiences;
H6. The level of expenditure is positively related to the co-creation in food-and-wine
tourism experiences;
H7. The level of satisfaction is positively related to the co-creation in food-and-wine
tourism experiences.

Hypotheses are effective tools of scientific research (Pizam, 2005). The hypotheses
presented in this study were mainly composed by bivariate and multivariate variables
expressing the relationship between one dependent and one independent variable and,
more than two variables. The validation of the hypotheses, derived from the literature, is
made in chapter 6.

1.2.1

Research design and methods rationale

The philosophical positioning underpinning this thesis is discussed in this section. Intending
to achieve the established research objectives, this thesis follows assumptions of both
qualitative and quantitative research paradigms. The rationale for adopting more than one
method of data collection is complementary, as the results of different methods contribute
to the development of the main study (Creswell, 2009; Ritchie et al., 2005; Veal, 2006).
Within this research, as the main topic of the role of co-creation in food-and-wine
experiences is under-conceptualised, the results derived from the exploratory qualitative
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data collection (in-depth and semi-structured interviews, and focus groups) enlighten the
development of the quantitative data collection (questionnaires).
Therefore, the empirical study of this thesis is divided into two distinct phases, which allow
to accomplish the objectives and to test the defined hypotheses. An exploratory qualitative
data inquiry was employed in the first phase of the study, to point down both stakeholders’
(demand-side) and tourists’ (supply-side) perceptions of the food-and-wine tourism product
development. This exploratory phase of the study followed a phenomenological research
philosophy (Altinay & Paraskevas, 2008; Creswell, 2009), as it attempts to understand
individuals’ behaviour (Clark et al., 2007; Veal, 2006), employing a qualitative research
strategy to obtain in-depth insights into the social reality of a restricted number of
respondents (Melkert & Vos, 2010).
Northern Portugal was selected for the first phase of the empirical analysis of this thesis.
Since this thesis is part of a larger research project – INNOVINE & WINE – aiming to assess
and develop food-and-wine tourism in Northern Portugal, the researcher had worked
alongside the stakeholders of the three officially recognised wine regions (Vinhos Verdes,
Douro and Trás-os-Montes) and contributed to improving their businesses regarding
tourism demand motivations and needs.
The food-and-wine sectors play a key role in the Portuguese economic growth. Portugal is
the 11th wine producer and the 10th exporter in the world (IVDP, 2017; OIV, 2018). As such,
the wine sector was included in the Smart Specialisation Strategy for the Northern Region
(RIS3) in the priority domain of Agri-food Systems, acknowledging the importance of
gastronomy, and in particular wine, as regional products with potential for acquiring higher
added value, and to attain more market segments (CCDRN, 2014). For this reason, a
holistic vision requires research on territorially – based activities dependent on the vine and
wine complex, such as food-and-wine tourism. Portugal’s National Tourism Authority
(Turismo de Portugal, IP) has placed increased emphasis on destination competitiveness
based on the country’s food-and-wine heritage, inherent in the Portuguese Tourism
Strategy 2027 (Araújo, 2017). The positive influence of gastronomy on international visitors’
satisfaction has been confirmed in different regions of Portugal, namely in Porto (Ramires
et al., 2018), but also the Algarve (Serra et al., 2015) and the Alentejo (Amaral et al., 2016).
In the second phase of the empirical study, a quantitative approach was adopted employing
an online questionnaire. This quantitative phase of the research was grounded on the
positivist research paradigm. Positivism is a widely used approach in tourism studies
characterised by its objective methods employed to explain the social phenomena, through
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facts and observations, applying theories and models developed by researchers (Altinay &
Paraskevas, 2008; Neuman, 2014; Veal, 2006). Within this paradigm, a detailed research
process is followed, which involves hypothesis formulation, data collection, data analysis
and testing the hypothesis formulated (Clark et al., 2007; Melkert & Vos, 2010).

1.2.2

Data collection techniques and data analysis

As described in the previous subsection, the first phase of the empirical study employed
nine in-depth interviews (Appendix 1) that were conducted with key stakeholders in foodand-wine-related services (accommodation, restaurants, animation, and wineries) to
identify key themes and specific roles of public and private organisations in promoting the
construction of a territorial identity (Figure 1). The nine in-depth interviews were conducted
between January and April 2017 through purposive sampling as the interviewees were
selected based on their involvement in food-and-wine tourism sectors in Northern Portugal.
Then, a focus group and semi-structured interviews (Appendix 3) were undertaken with
tourists travelling in Northern Portugal, aiming to explore their perceptions’ regarding foodand-wine co-creation tourism experiences.
Tourists who had participated in the focus group and in the semi-structured interviews were
recruited through travel and hospitality networks. The sampling frame was defined as
people over 18years old, travelling in Northern Portugal not for business and professional
purposes, and whose travel included, at least, one overnight stay. The focus group and the
semi-structured interviews were held in the Vinho Verde wine region of Northern Portugal
that typically promotes food-and-wine tourism, and took place in 2018 during peak summer
season (July and August). In total, five tourists made part of the focus group, and fourteen
semi-structured interviews were performed.
Face-to-face in-depth and semi-structured interviews were used to “lay the groundwork or
act as a precursor to the primary quantitative study” (McGehee, 2012, p. 367). Several
tourism studies also applied these data collection techniques (e.g. Bertella, Cavicchi, &
Bentini, 2018; Liang, 2017; Reichenberger, 2017; Schuckert, Peters, & Pilz, 2018). The
focus group technique allowed to explore information on perceptions and attitudes of
individuals through discussion among participants (Clark et al., 2007; Krueger & Casey,
2000; Veal, 2006). NVivo 11 Pro – a computer-assisted qualitative data analysis software
(CAQDAS) – was the software employed to conduct the content analysis, specifically for
qualitative thematic analysis (Fox et al., 2010; Neuman, 2014).
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In the second phase of the empirical study, primary data were obtained through an online
questionnaire (Appendix 4 – 8). The questionnaire employed in the thesis was designed
according to related literature, mainly that of Antón et al. (2017), Baker and Crompton
(2000), Bertella, Cavicchi and Bentini (2018), Binkhorst and Dekker (2009), Bryce et al.
(2017), Buonincontri et al. (2017), Campos et al. (2017), Chang and Gibson (2011), Liang
(2017), Mathis et al. (2016), Prebensen, Vittersø and Dahl (2013) and, Rihova et al. (2015).
The questionnaire, targeting national and international tourists, was available online in five
languages (Portuguese, English, German, French or Spanish) between November 2018
and September 2019.
Formulation of the research problem

Review of the related research
Clarification
of concepts

Aim

Specific
objectives

EXPLORATORY QUALITATIVE DATA COLLECTION

In-depth
interviews
with
stakeholders

Focus
groups with
tourists

Semistructured
interviews
with tourists

Results integrated in the questionnaire
development

QUANTITATIVE DATA COLLECTION

Online questionnaire to
tourists with interest in
food-and-wine tourism
activities at destinations

QUANTITATIVE DATA ANALYSIS
Factorial analysis
Correlation analysis

Interpretation of results and main findings
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Figure 1 – Adopted research framework
Source: own construction

The online survey was disseminated through emails, Facebook groups (e.g. FoodTrekkers:
Eat Well, Travel Better) and Instagram groups for food and wine travellers. In addition, the
online survey was promoted through a variety of organisations (International Wine Tourism
Association, World Food Travel Association, Ontario Culinary Tourism Association, and
Creative Cities of Gastronomy), Internet sites and mailing lists to reach food and wine
travellers (with no incentive being offered). The sampling frame was travellers who had
participated in destinations’ onsite food and wine activities during their holidays. A total of
500 valid responses were obtained. The data have been processed and analysed with the
IBM Statistical Package for the Social Sciences (SPSS) Statistics 25. Multivariate statistical
analysis were employed (Kim et al., 2015).

The thesis is divided into three parts. The first part is composed of this chapter, an
introductory chapter contextualising the research problem by focusing on the specific
research objectives and the research process adopted to overcome the research gaps. The
second part includes five chapters (Figure 2), each corresponding to an article submitted to
peer-reviewed scientific journals, and presents the results derived from the empirical
research. Four papers were accepted and have been published while the last paper was
submitted. The last part presents the conclusions, the main implications of the research,
and suggestions for future studies.
The second part, in chapter 2, a systematic literature review is made on the concept of food
tourism, and the approaches undertaken by tourism destination managers based on foodrelated strategies for regional development. This in-depth review of exploring food tourism
in regional development approaches unveiled three different managerial perspectives:
political and/or legal, urban and rural. These managerial perspectives assume that
innovation under creative and co-creation approaches around food-and-wine products is
considered a crucial lever for the development of higher demand for these tourism-related
services. This study gave rise to the article entitled “Food tourism and regional
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development: A systematic literature review”1. Thus, it is essential to understand what cocreation is and, how the development of co-creation in food-and-wine related experiences
can impact tourism demand. This is accomplished in chapter 3.

Figure 2 – Framework of the thesis
Source: own construction

Chapter 3 presents results that suggest that there are limitations in the research on cocreation in food-and-wine tourism experiences, both at conceptual and empirical levels. A
systematic literature review of these key concepts has revealed that the way experiences
are designed, distributed and consumed (co-created) is being transformed by technological
advances, shortening tourism supply chains, and bringing tourists closer to providers.
Therefore, co-created food-related experiences by both tourists and hosts/local residents
are favoured, particularly when there is a transfer of knowledge and new culinary/wine skills.
As a result of this systematic literature review, the article entitled “Co-creating tourism
experiences: Are food-related experiences being explored?”2 was concluded.
Chapter 4, “Enogastronomy in Northern Portugal: Destination cooperation and regional
identity”3, is part of the first phase of the empirical research, drawing on primary data
1

Rachão, S., Breda, Z., Fernandes, C., & Joukes, V. (2019). Food tourism and regional development: A systematic literature review. European

Journal of Tourism Research, 21, 567-586.
2

Rachão, S., Breda, Z., Fernandes, C., & Joukes, V. (2020). Co-creation of tourism experiences: Are food-related activities being explored?.

British Food Journal, 122(3), 910-928. https://doi.org/10.1108/BFJ-10-2019-0769
3

Rachão, S., Breda, Z., Fernandes, C., & Joukes, V. (2019). Enogastronomy in Northern Portugal: Destination cooperation and regional identity.

Advances in Hospitality and Tourism Research, 7(2), 216-237.
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collected directly from different stakeholders in Portugal. The paper begins by outlining
concepts on cooperation among tourism industry stakeholders and discusses relevant
existing theories on territorial/regional identity. It then describes the role of innovation
through creativity both in food-and-wine products and in territorial dynamics focusing on the
cooperation of key industry stakeholders (food tourism supply chains). Qualitative in-depth
interviews were conducted with key stakeholders, selected based on their significant
involvement in food-and-wine and tourism networks in Northern Portugal. The interview
data was submitted to qualitative thematic analysis (Fox et al., 2010; Neuman, 2014), in
which data reduction, proceeded by data display, was applied to draw conclusions.
Chapter 5, “Food-and-wine experiences towards co-creation in tourism”4, analyses the
tourists’ perceptions of the co-creation construct, their food-and-wine tourism experiences
and their willingness to actively co-create in these experiences. This chapter, also part of
the first phase of the empirical research, is based on primary data collected directly from
tourists in Portugal. This analysis not only contributed to conceptualising the construct of
co-creation, but also to understand how tourists were willing to participate (being physically
active) in different stages of food-and-wine tourism experiences. Although the analysis is
based on stated preferences rather than revealed preferences, it has identified some cocreative dimensions that have been integrated into a model for the development of cocreated food tourism experiences.
Once the first phase of the empirical research has been performed, the next emphasis was
on testing the co-creation dimensions unveiled by the study. Chapter 6, entitled “Drivers of
experience co-creation in food-and-wine tourism: An exploratory quantitative analysis”5,
discusses the factors likely to affect tourist’s participation in food-and-wine co-creation
experiences while on holidays. The environmental awareness dimension was not included
in the quantitative phase as the existing literature was very limited, opening up new
opportunities for future research focused on the topic, which is beyond the scope of this
thesis. This chapter, part of the second phase of the empirical research, is based on primary
data collected directly through an online survey. The aim of understanding tourists’
behaviour concerning their role in the co-creation of food-and-wine experiences during their
holidays is pertinent because it may influence their level of expenditures and satisfaction
with the overall tourism experience. An exploratory factorial analysis (EFA) was carried out

4

Rachão, S., Breda, Z., Fernandes, C., & Joukes, V. (2020). Food-and-wine experiences towards co-creation in tourism. Tourism Review,

75. https://doi.org/10.1108/TR-01-2019-0026
5

Rachão, S., Breda, Z., Fernandes, C., & Joukes, V. (2020). Drivers of experience co-creation in food-and-wine tourism: An exploratory

quantitative analysis. XXXXX, XXX, pp. XXX.
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in a first stage process, and the main factors obtained were analysed. In the second stage
process, a correlation analysis (Spearman correlation – Rho) between factors and the two
experiences was undertaken, and data was scrutinised.
The third and last part, of the thesis highlights the main findings of the research and
advances the main contributions of the work. It also provides the limitations of the study,
discussing recommendations for the co-creation of food-and-wine tourism products, as well
as the priorities for further research.
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CHAPTER 2 | FOOD TOURISM AND REGIONAL DEVELOPMENT: A
SYSTEMATIC LITERATURE REVIEW6

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 have 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
qualitative systematic literature review of 27 selected articles within the scope of the
research.

Keywords: food, tourism, regional development, policies, systematic literature review

6

This chapter has been published at “Rachão, S., Breda, Z., Fernandes, C. & Joukes, V. (2019). Food tourism and regional development: A

systematic literature review. European Journal of Tourism Research, 21, pp. 567-586”.
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The role of food tourism in territorial dynamics has become an important issue for local
and/or regional development. However, it is still an understudied topic, deserving further
research, certainly if ever more new establishments associating food and tourism – creative
food spaces and food clusters – appear (Burnett, 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, p. 14) 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, JaríaChacón & 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”.
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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.

2.2.1

Food tourism

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 2
displays what should be understood under “food tourism”.
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Table 2 – Food tourism terminologies
Author(s)

Terminology

Long (1998, p. 21)

“The intentional, exploratory participation in the foodways of an
Other”.

Hall & Mitchell (2001,

“Visitation to primary and secondary food producers, food festivals,

p. 308); UNWTO

restaurants and specific locations for which food tasting and/or

(2012)

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

OCTA & Skift

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

(2015, p. 4 )

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
It is suggested that food not only satisfies physical needs but also provides opportunities to
enhance social relationships, learning and 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 socialising with local culture (Mitchell & Hall, 2003; OCTA & Skift, 2015; UNWTO,
2012).
On the other hand, “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). Food consumption also represents a substantial proportion of tourist
spending (Eurostat, 2015).
Broadway (2017, p. 470) suggests that “food 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
3. The origin and cultural distance of the consumer (international or domestic visitors)
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creates different positions regarding food (Prada-Trigo, 2017), thus different levels of
involvement.
Levels of involvement
Low

High

Moderate

Familiar foodies

Low

Tourist foodies

Indigenous foodies

Moderate

Gastronomes

High

Levels of interest

Figure 3 – Levels of involvement and interest among food consumer
Source: Adapted from Mitchell & Hall (2003)

As illustrated in Figure 3, 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.
On the other hand, “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
styles (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 trends are impacting
the territorial organisation, 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).
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2.2.2

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 oil crisis, worldwide
governments 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 globalisation and
digitalisation 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 3).
Table 3 – Categories of innovation
(1) Product
or service

(2) Process

(3)
Managerial
(4)
Management
(5)
Institutional

Changes directly observed by the customer and
regarded as new; new to the particular enterprise
or destination.
Typically backstage initiatives, which aim at
escalating efficiency, productivity and flow (e.g.,
technology investments, reengineered layouts for
manual work operations).
New ways of organising internal collaboration,
directing and empowering staff, building careers
with pay and benefits.
New segment of customers or redirect existing
messages and strengthen brands.
New collaborative/organisational structure or legal
framework that redirects or enhances the
business in certain fields of tourism.

Source: own construction based on Hjalager (2010)
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E.g. online platforms to
order fresh aliments.

E.g. weekly informal
meetings.
E.g. hotel search engines
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between hospitality and
entertainment agencies.
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The increase in food tourism reflects the improvement of the economic living standard of
postmodern consumption societies. Nevertheless, 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 rising of the service sector, investing in a “cultural economy” has been an
outstanding characteristic of the capitalist societies (Perkins et al., 2015; Scott, 2010), and
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 developing cross-sectoral and transregional collaborations in order to
generate innovative agro-food products and services (Cavicchi & Stancova, 2016).
Nevertheless, when it comes to the tourism industry, for a long period of time production
sites and consumption spaces were often discussed as separated units in tourism
discourses overlooking the ‘in-betweeness’ of the categories (Everett, 2012). However, 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 are
seen as innovative territorial strategies. In this way, 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.

Data extraction, search strategy and inclusion criteria

This research addresses the following review question:
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
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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 prioritise and
organise the data to be analysed (Sedarati, Santos, & Pintassilgo, 2019). A SLR should
provide comprehensive, objective and replicable data which can be analysed (Weed, 2006).
Despite the increasing number of tourism research publications in this specific area over
the last two years (2017 and 2018) (Elsevier, 2018b), this technique is it 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; (ii) approaching food and tourism in the context of territory, innovation and
networks; (iii) being written in English.
More specifically, a combination of keywords were used to collect data, particularly:
“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 4.
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 food tourism (Hall, 1996); it further differs from food tourism regarding
policies and planning. For this reason, the authors have focused mainly on the importance
(emphasising territorial innovation strategies) of the food tourism phenomenon in
destination management.
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 broader 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
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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 on a free basis in the
selected electronic databases, and sometimes are not peer-reviewed.
Searched keywords

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

Criterion 1
Screening 1
Arts and Humanities
160

Language: English
Business, Management and
Accounting
538

Document type: all
(except book reviews)
Economics, Econometrics
and Finance

102
Fields: Title, abstract
and keywords

Social Sciences
276
Criterion 2
Screening 2

35

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

Criterion 3

Screening 3

Journals must be listed in Scimago
Journal and Country Ranking

27

Figure 4 – Flowchart describing the phases of the selection of relevant papers for the
systematic review
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 fullpaper. 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 organise 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
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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
(SCImago Journal & Country Rank, 2018). As a result, eight 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 5 represents the
temporal distribution of the publication years of the articles.

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 a new
and more in-depth 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 emphasises the
role of food tourism in regenerating rural areas (n= 14), a second group has an explicit
urban focus (n= 8), a third group does not specify this kind of focus (n= 3), and the fourth
group uses a mixed rural and urban focus (n= 2).
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 5).
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Tourism Geographies
Tourism and Hospitality Management
Sustainability
Scandinavian Journal of Hospitality and Tourism
New Zealand Geographer
Museum Management and Curatorship
Marketing and Management of Innovations
Man in India
Journal of Tourism and Cultural Change
Journal of Sustainable Tourism
Journal of Rural Studies
Journal of Rural and Community Development
Journal of Extension
Journal 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
Continuum

2012
2013
2016
2017
2016
2014
2017
2016
2015
2008
2015
2016
2011
2016
2017
2016
2014
2016
2009
2011
0

2013

2015

2017

2017

2017
2013

2017
1

2

3

4

NUMBER OF ARTICLES

Figure 5 – 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 (n=4) is Tourism Geographies (2012;
2013; 2015; 2017). 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 4 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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[2] FustéForné (2016);

[4] James &
Halkier
(2016);

[11] Munadjat
(2016);

[5]
Quaranta, et
al. (2016);
[6] Boesen
et al.
(2017);

[12] Broadway
(2017);

[13]
Kocaman
&
Kocaman
(2014);
[14] Rinaldi
(2017);

[16] Lee,
Wall &
Kovacs
(2015);

[19] Tresidder
(2015);

[24]
PradaTrigo
(2017);

[15]
Kiral'ova et
al. (2017);

Agriculture
and tourism

[23] Tsai
(2016);

Regional
identity

[18] Hjalager &
Wahlberg
(2014);

Creative
food clusters

[17] Kim
& Ellis
(2015);

Behavioural
intentions/
perceptions

Innovation

[10] De Salvo
et al. (2013);

Regional
regeneration

[3]
Dougherty &
Green
(2011);

Place
branding

[9]
Hjalager &
Johansen
(2013);

[1] Duruz
(2011);

Local/ place
development

[8]
Spilková &
Fialová
(2013);

Governance

Protected
natural
areas

[7] Everett
(2012);

Regional
brands

Transformati
on of spaces

Territorial
networks

Authenticity

Table 4 – Main authors per subjects of investigation

[25] Lee,
et al.
(2016);

[26]
Everett &
Aitchison
(2008);

[27]
Montanari &
Staniscia
(2009);

[25]
Canada
Perth
County,
EastCentral

[26]
Cornwall,
South
West
England

[27]
Apennines,
Central and
Southern
Italy

[20] Metaxas &
Karagiannis
(2016);
[21] Alonso, et
al. (2017);
[22] Gyimóthy
(2017);

[1]
Canterbury,
New Zealand
[2] Katong,
Central
Region of
Singapore

[3]
Wisconsin,
USA
[4] North
Jutland,
Denmark [5]
Italy
Campania
region,
Salerno
[6] Danish
islands

[7] West
Ireland;
Norther and
Southern
islands,
Scotland

[8]
Czechia,
SouthEastern,
Czech
Republic

[9] North,
Zealand
Denmark

Geographical
[10]
Umbria region,
Italy and
Andalusia,
Spain
[11] Bandung,
Western region
Indonesia
[12] West
Cork, Ireland

Locations
[13]
Tokat
Province,
Turkey
[14] X
[15] All
country,
Czech
Republic
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[16]
Canada
Ontario,
EastCentral

[17]
Kagawa,
Japan

[18] North
Zealand,
Denmark
[19]
Copenhagen,
Denmark
[20]
Southwestern,
Greece
[21] Italy,
Spain, UK
[22]
Central and
South Denmark

[23]
Tainan,
Southern
region,
Taiwan
[24]
Cuenca,
Ecuador
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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. Studies are predominantly (n=19) qualitative 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.
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 5 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 simultaneously fulfil tourists’ needs, on the one
hand, and business goals of different firms, on the other hand.
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Table 5 – Typology of the 27 studies with a detailed description of the different research approaches
Authors

Theoretical/Empirical

Demand/Supply

Research strategy

Sample size

Sample characteristics

Sampling technique

Everett & Aitchison (2008)

Empirical

Supply

Case study

12

- Restaurant-owners

Quota sampling

Montanari & Staniscia (2009)

Empirical

Supply

Case study

34

- Farmers and producers;
- Tourism entrepreneurs;
- Representatives of local authorities.

Snowball sampling

Duruz (2011)

Theoretical

Supply

Grounded theory

-

-

-

- Restaurateurs;
- Farmers;
- Tourists.
- Producers;
- Tourists in Ireland and Scotland.
- Certified producers;
- Entrepreneurs in culinary tourism.

NA

Data collection technique
- Policy analysis;
- In-depth interviews.
- “Environmental scanning”;
- In-depth semi-structured interviews;
- Focus group.
- Observation;
- Secondary data.
- Mail surveys;
- Semi-structured interviews;
- Tourist surveys.
- Interviews;
- Participant observation.
- Questionnaires;
- Semi-structured interviews.

Data analysis
Thematic analysis
NA
Narrative analysis

Dougherty & Green (2011)

Empirical

Demand and supply

Case study

475

Everett (2012)

Empirical

Demand and supply

Grounded theory

66

Spilková & Fialová (2013)

Empirical

Supply

Case study

110

Hjalager & Johansen (2013)

Empirical

Supply

Case study

126

- Business operators in food (providers and producers).

Convenience sampling

- Online questionnaire.

Descriptive statistics

De Salvo et al. (2013)

Theoretical

Supply

Benchmarking

-

-

-

- Secondary data.

Comparative analysis
Phenomenological analysis

Purposive sampling
Simple random sampling

Descriptive statistics
Thematic analysis
- Descriptive statistics;
- Content analysis.

Hjalager & Wahlberg (2014)

Empirical

Demand and supply

Experimentation

NA

- Museum guests at a marine science centre.

Convenience sampling

- Observation;
- Experiment;
- Semi-structured questionnaires.

Kocaman & Kocaman (2014)

Theoretical

Supply

Grounded theory

-

-

-

- Secondary data;
- Field research.

Grounded theory analysis

Lee et al. (2015)

Empirical

Supply

Comparative case study

17

-

Purposive sampling

- Interviews;
- Direct observation;
- Participation.

Narrative analysis

Kim & Ellis (2015)

Empirical

Supply

Case study

-

-

-

- Secondary data;
- On-site observation.

Narrative analysis

Tresidder (2015)

Theoretical

Supply

Case study

-

-

-

- Secondary data.

Narrative analysis

Tsai (2016)

Empirical

Demand

Survey research

378

- Tourists.

Convenience sampling

- Self-administered surveys.

Structural equation modelling

Metaxas & Karagiannis (2016)

Empirical

Supply

Multiple case studies

10

- Business managers, chefs and business owners.

Purposive sampling

- Semi-structured interviews.

Qualitative Comparative Analysis (QCA)

Munadjat (2016)

Empirical

Supply

Case study

-

-

-

- Focus Group;
- Questionnaires.

General Electric Matrix

Purposive sampling

Semi-structured interview

Narrative analysis

Convenience sampling

In-depth interviews

Practice oriented analysis

- Marketing and food programme directors;
- Staff of the DMO;
- Farm members and food retailers;
- Restaurant managers and employees;
- Tourists.
- Public policy members;
- Professionals working with tourism and/or food;
- Food producers, caterers and retailers.

Lee et al. (2016)

Empirical

Demand and supply

Case study

NA

James & Halkier (2016)

Empirical

Supply

Case study

22

Fusté-Forné (2016)

Theoretical

Supply

Case study

-

-

-

Secondary data

Narrative analysis

Quaranta et al. (2016)

Empirical

Supply

Case study

-

-

-

Participant observation

Triangulation

Prada-Trigo (2017)

Empirical

Demand and supply

Case study

210

- Restaurateurs managers and professors;
- Residents and tourists.

Convenience sampling

- Structured surveys;
- In-depth interviews.

Mann–Whitney test
- Scheffé post hoc;
- Independent samples t-test;
- Word association analysis;
- Content analysis.

Alonso et al. (2017)

Empirical

Supply

Case study

187

- Craft brewery owners;
- Craft directors/employees.

Simple random sampling

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

Rinaldi (2017)

Theoretical

-

Review article

-

-

-

Literature review

-

Gyimóthy (2017)

Theoretical

-

Case study

-

-

-

Secondary data

Rhetorical analysis
- Theory of action;
- Attitude logics analysis.

Boesen et al. (2017)

Empirical

Supply

Multiple case studies

6

- Central local tourism actors;
- Food producers.

- Judgmental sampling;
- Networks purposive sampling.

- Participant observation;
- In-depth semi-structured interviews;
- Surveys.

Kiral'ova & Hamarneh (2017)

Empirical

Demand and supply

Survey research

1149

- Tourism stakeholders (managers);
- Domestic visitors.

Purposive sampling

Questionnaires

- Arithmetic mean;
- Sample coefficient of variations.

Broadway (2017)

Empirical

Supply

Case study

53

All stakeholders involved in the trail guide.

Purposive sampling

Participant observation

Content analysis

50

Drivers of co-creation in food-andwine tourism experiences

Susana Rachão

2.4.1

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” (Spilková & Fialová, 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 cultural-historical as well as geographical
qualifiers of typicality” (Gyimóthy, 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 et al., 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 (2016), policymakers have tried
to connect food and tourism, fundamentally through destination branding, providing new

51

Drivers of co-creation in food-andwine tourism experiences

Susana Rachão

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 products
and dishes, local suppliers as restaurants still do not include the origin of their products in
their menus (Broadway, 2017).

2.4.2

Food clusters: A rural 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, 2016, 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 developing 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 weak
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).
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When it comes to developing creative tourism experiences, food clusters can “offer visitors
an array of culinary tourism opportunities, such as food tours and farm 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-side 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 (Spilková & Fialová, 2013).

2.4.3

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 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 realities and socializing is also
highlighted.
Montanari and 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 and 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, serves to generate a creative gustatory experience in an urban context.
In this innovative environment, the construct of authenticity is put into question when
stakeholders reinvent local traditions in order to fulfil touristic needs (Duruz, 2011).
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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 Gyimóthy, 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-betweenness” 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.

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; Gyimóthy, 2017; James & Halkier, 2016; 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.
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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 commodification 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 traditional foodways, as it happens in wine
regions in the 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 microsized 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

55

Drivers of co-creation in food-andwine tourism experiences

Susana Rachão

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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CHAPTER 3 | COCREATION OF TOURISM EXPERIENCES: ARE FOOD
RELATED ACTIVITIES BEING EXPLORED?7

Abstract

Purpose: This study analyses the dimensions of co-creation in on-site food-related
activities.
Research design: A systematic literature review was conducted in two databases (Scopus
and ISI Web of Science), and 67 peer‐reviewed articles were identified on co-creation in
tourism experiences.
Findings: The study reveals that food-related activities involving active participation are
more likely to be successfully performed in more informal environments, in which culinary
experiences co-created by both tourists and hosts are favoured. Moreover, tourists who
learn something new appreciate the value of co-creation within food tourism experiences
better.
Research limitations: Although the researchers used two renowned databases to conduct
the systematic literature review, there is the risk that some manuscripts related to the topic
were excluded.
Practical implications: The transfer of new skills and knowledge through direct contact
between tourists and hosts are pre-requisites for the raise of the value of the co-creation
process itself and of the final outcome of the co-creation experience. As a result,
professional service providers should dedicate more attention to the inclusion of co-creative
“learning” elements in the food tourism experiences they create.
Social implications: Due to the changing structure of the tourism ecosystem (technological
advances), how experiences are designed, distributed and consumed (co-created) is being
transformed. The present study highlights some aspects to be developed by tourism
destination managers.
Originality/value: This study is the first to explore food-related tourism experiences through
the lens of co-creation.

7 This chapter has been published at “Rachão, S., Breda, Z., Fernandes, C. & Joukes, V. (2020). Co-creation of tourism experiences: Are food-

related activities being explored?, British Food Journal, 122 (3), 910-928.
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The increased interest in food and tourism is exemplified by the number of recent journal
publications over the last decade as well as by industry activities, such as international
conferences and food tourism reports (Ellis et al., 2018; Horng &Tsai, 2012; Okumus et al.,
2018; Rachão et al., 2019; UNWTO, 2019). It is also clearly revealed in the growth of the
food tourism market, including more diversified food-related activities and food-travel
experiences (Robinson et al., 2018).
Given that most tourists also search for local/traditional cuisine during their holiday and
given the importance of experiential food consumption in travel experiences, it should be
remembered that food authenticity is acknowledged as a key element of the tourism
destination identity (Ellis et al., 2018; Mkono, 2011; Stone et al., 2017; UNWTO, 2019;
Williams et al., 2019). Also, the food-related identity is formulated by Robinson and Getz
(2013) as a dimension of tourists’ food involvement. This is to say that the involvement of
tourists in food-related activities may be leveraged through a growing number of places
where the co-creation experience represents the local culture (Chen, 2018).
Co-creation can be defined as tourists’ active participation (physical by involving body
actions and/or intellectual engagement) (Bertella, 2014; Campos et al., 2018; Richards &
Raymond, 2000), in a wide range of destination activities in which tourists take part by cocreating or co-performing (Landry, 2010; Stamboulis & Skayannis, 2003).
In general, in any leisure context (nature, sports, animal-based) in which tourists get
involved through active participation in on-site experience activities (Campos et al., 2018),
co-created tourism experiences can be implemented as long as they imply social
interactions among tourists, tourism-providers and residents (Bertella, 2014; Bertella,
Cavicchi & Bentini, 2018; Brejla & Gilbert, 2014; Bresciani et al., 2014, 2012; Bryce et al.,
2017; Schuckert et al., 2018; Reichenberger, 2017; Szmigin et al., 2017; Smed et al., 2016;
Tung et al., 2017).
Research about co-creation experiences in food-and-wine contexts is still scarce (Adamo
et al., 2019; Bruin & Jelinčić, 2016; Campos et al., 2016; Richards & Wilson, 2006), despite
the number of studies investigating the positive contribution of food and wine tourism to
regional development strategies (Gyimóthy, 2017; Hjalager & Johansen, 2013; James &
Halkier, 2016; Rinaldi, 2017; Tsai, 2016) and to the increase of travel consumption
behaviour (Bruwer & Alant, 2009; Charters & Ali-Knight, 2002; Getz & Brown, 2006; Hall et
al., 2003; Hoon et al., 2011; Ignatov & Smith, 2006; Robinson et al., 2018; Sparks, 2007).
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Hence, the aim of this study is to analyse the dimensions of co-creation in on-site foodrelated activities (Chen, 2018; Chien et al., 2018; Williams et al., 2019) and to investigate
which are the dimensions of active participation in food-related activities (Campos et al.,
2018). The paper is structured as follows: first, a contextualisation on co-creation of tourism
experiences is provided; second, the research methods employed are presented; next, the
systematic findings are grouped and discussed; and, finally, the main conclusions and the
areas for future research are listed.

At the beginning of the 2000s, Prahalad and Ramaswamy (2004) posited that personalised
interactions between consumers and businesses are the basis for co-creating experiences
and, therefore, for value creation. In line with this theoretical position, Vargo and Lusch
(2004; 2008) developed the service-dominant logic (SDL) paradigm, a marketing approach,
in which consumers are co-creating their own experiences with the firm (tourism service
providers) and, therefore co-creating a higher value proposition (Busser & Shulga, 2018).
According to Payne et al. (2008), the framework for co-creation is based on three main
components: the customer, the supplier and the interactive encounter in which the
consumer is engaged in a learning process. However, as argued by Grönroos and Voima
(2013), co-creation only occurs when there are direct interactions. Moreover, depending on
the consumers’ level of participation in the co-creation process, value will be generated
(Cabiddu et al., 2013). Furthermore, the creation of meaning or utility will encourage
consumers to actively participate in co-creation practices (Ind & Coates, 2013). As such,
there are four main thematic areas arising from the literature on co-creation (Figure 6):
tourist-firm co-creation, Information and Communication Technologies (ICT) co-creation
processes, co-creation in special interest tourism, and co-creation in the context of the
sharing economy.

3.2.1

The co-creation process in tourism experiences

Empirical and theoretical discussions about co-creation are substantial in the tourism
literature, whereby a number of key dimensions of producing and consuming co-creation
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experiences are proposed in different international contexts (Binkhorst & Den Dekker, 2009;
Mossberg, 2008).

Tourist-firm cocreation

ICT co-creation
processes

Sharing economy

Special interest
tourism

Figure 6 – Main components discussed in the literature on co-creation

Rapidly, this approach was adopted by tourism research, placing tourists creating value
through tangible and intangible aspects (e.g. sharing information) (Adongo et al., 2017;
Blazquez-Resino et al., 2015; Liang, 2017; Melis et al., 2015; Prebensen et al., 2013;
Rihova et al., 2015; Sfandla & Björk, 2013).
The importance of tourists’ social interactions in different co-creation experience contexts
was discussed at greater length by some authors (Bertella, 2015; Bertella et al., 2018; Brejla
& Gilbert, 2014; Lin et al., 2018; Reichenberger, 2017; Tung et al., 2017). They documented
interactions between tourists and tourists, tourists and residents, and tourists and service
providers.
A growing literature illustrates that the ICT of a destination, particularly focusing on mobile
devices (e.g. online platforms for searching and booking), provide an increasingly influential
role in co-creating personal and real-time tourist information (Buhalis & Foerste, 2015;
Buonincontri & Micera, 2016; Eide et al., 2017; Jiménez-Barreto & Campo-Martínez, 2018;
Kelly et al., 2017; Lee et al., 2017; Li et al., 2017; Morgan et al., 2009; Neuhofer et al., 2012;
2014; Polese et al., 2018; Rahmani et al., 2017; Tussyadiah, 2013; Von Solms & Von
Solms, 2016; Wiltshier & Clarke, 2016). Additionally, platforms that promote online cocreation have been developed by national tourism organisations to engage tourists and
tourism service providers in innovative services’ development (Lee et al., 2017).
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Much of the literature surrounding the processes of tourism co-creation has focused on
investigating the active role of tourists in archaeological heritage sites, museums and
artistic/creative contexts (Antón et al., 2017; Bryce et al., 2017; Magee & Gilmore, 2015;
Murdy et al., 2016; Ross et al., 2017; Smed et al., 2016; Zátori, 2016).
The wide range of different and alternative spaces where tourists co-create their own
experiences play an important role to increase place attachment (Suntikul & Jachna, 2016)
and a lasting memory value (Upadhya & Vij, 2016). Recent studies suggest that the
perceived attractiveness of everyday life (Paulauskaite et al., 2017), living with local people
and the demand for informal atmospheres (Johnson & Neuhofer, 2017; Schuckert et al.,
2018) are identified as key dimensions in co-creation practices in travel experiences.
Co-creation has also been studied in special interest tourism, such as sports tourism
(Shipway et al., 2016; Prebensen et al., 2015; Prebensen & Xie, 2017) and animal-based
tourism (Bertella, 2014; Campos et al., 2017; Notzke, 2017). From these studies, it is
perceived that tourists experience places actively, by cycling, sea rafting, dogsledding,
swimming with dolphins, among other activities and this approach influences their level of
expenditures, happiness and satisfaction (Buonincontri et al., 2017), individual self-growth
and social connections (Lee et al., 2017).
Previous studies have acknowledged the complexity of the tourism services system
(Baccarani & Cassia, 2017), yet, they have neglected the potential of co-creation in the
development of food-related activities. The following sections provide a systematic literature
review analysis of the studies that have been published during the last decade on cocreation and food tourism.

3.3.1

Defining the review objective

Systematic reviews (SR) provide objective, replicable, and comprehensive coverage of a
defined area (Pickering & Byrne, 2014; Weed, 2006). In addition, the efficient use of time
and financial resources to refine large amounts of information are some of the advantages
of this method (Elsevier, 2018; Petticrew & Roberts, 2006). In order to limit bias, a SR
applies a particular methodology (Pickering & Byrne, 2014), as described in the following
subsection.
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SR have been previously employed in tourism studies, mostly in sports tourism (Weed,
2006), tourism networks (Zee & Vanneste, 2015), innovation in hospitality and tourism
(Gomezelj, 2016), sustainable tourism (Carter, O’Rourke, and Pearce, 2015), virtual and
augmented reality in tourism (Yung & Khoo-Lattimore, 2017), wine tourism (Correia et al.,
2017; Gómez et al., 2018), tourism planning and development (Sedarati et al., 2019), food
tourism (Okumus et al., 2018), authentic dining experiences (Le et al., 2019) and the
evolution of netnography in tourism research (Tavakoli & Wijesinghe, 2019).
A SR answers a pre-defined research question or a set of questions (Dwyer et al., 2012;
Petticrew & Roberts, 2006). In this way, two research questions (RQ) guided this study,
namely:
RQ1. In general terms, to what extent do tourists engage in activities at destinations
and does that active participation turn into co-creation experiences?
RQ2. More specifically, to what extent do tourists engage in food-related activities
at destinations and does that active participation turn into co-creation experiences?

3.3.2

Process of the systematic review: Data extraction, search strategy, and
eligibility criteria

A SR was conducted in July 2019 in order to contextualise the construct of co-creation in
the tourism industry. The review protocol included English language publications, published
in peer-reviewed journals in the subject areas of “Arts & Humanities”, “Business,
Management and Accounting”, “Economics, Econometrics and Finance” and “Social
Sciences” of the Scopus and ISI Web of Science databases (Figure 7).
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Literature search
Keywords: “co-creation” AND “tourism” AND
“experiences” AND (food) OR (gastronomy) OR
(culinary) OR (wine)
Databases: SCOPUS and ISI Web of Science
Inclusion criteria:
English-language only
Journal publications only
Full-text records only

Screening

Search results combined (n = 101)

Articles screened on basis of title and abstract

Excluded (n =11)
Not available for free (n =9)
Not found (n = 2)

Eligibility

Included (n =90)

Manuscript review

Excluded (n =23)
Not related (n = 22)
Duplicate (n = 1)

Included

Articles included in synthesis
(n =67)

Qualitative approach
(n =46)

Quantitative approach (n =19)

Mixed-methods approach (n
=2)

Figure 7 – Study selection process based on a PRISMA flowchart
Source: adapted from Moher et al. (2009)

Scopus and ISI Web of Science were selected as they are the broadest bibliographical
databases of scientific literature subject to peer review (Elsevier, 2018; Clarivate, 2018) and
also identified as the most powerful databases to perform systematic reviews (e.g. Yung &
Khoo-Lattimore, 2017; Zee & Vanneste, 2015).
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To develop a systematic analysis under a comparable theoretical framework only journal
publications were analysed (Pickering et al., 2015), namely review, conceptual and
empirical research papers. Because book chapters and book reviews do not go through a
similar peer-review process as journal publications, they were excluded.
The SR employed the following code scheme with Boolean operators “AND” and “OR” to
guarantee the relevance of the papers retrieved: (co-creation) AND (tourism) AND
(experience) AND (food) OR (gastronomy) OR (culinary) OR (wine) whether they were in
the title, abstract or keywords (TITLE-ABS-KEY). To avoid the exclusion of potential articles,
the period covered was the widest allowed by the databases, from 1960 until 2018 (the
extraction ended on July 15, 2019. To achieve the widest number of publications and to
identify

additional

studies,

academic

social

networks,

such

as

ResearchGate

(www.researchgate.com), were also used to contact the respective authors.
In total, 101 research papers were found. Yet, only 67 matched the selection criteria, as 22
were not completely related to the topic analysed; 11 were not available and 1, to some
extent, repeated another selected article in terms of content. In terms of methodological
approach, 46 dealt with the research question through a qualitative lens, 19 were
quantitative in nature and 2 used mixed-methods.
After a comprehensive reading of the 67 publications, they were grouped and categorised
by type of activities and approach undertaken by researchers, as illustrated in Table 1.
Subsequently, the data collected was inserted into an Excel spreadsheet to perform the
coding of all 67 articles through descriptive analysis.
Each article was extracted and coded according to a framework which included: (i) general
characteristics of the article, such as authors, year, title, journal, key words and objectives;
(ii) research approach, strategies and samplings; (iii) theoretical perspectives that
addressed tourism co-creation experiences in general, narrowing to food tourism activities;
(iv) typology of leisure activities studied; (v) active participation in tourism co-creation
experiences (narrowing to food-related activities). To ensure data reliability, two reviewers
independently reviewed the titles and abstracts. The following section displays the
systematic analysis of the published articles from 2008-2018 on co-creation and foodtourism related experiences.
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3.4.1

Methodological characteristics of the papers in co-creation of tourism
experiences

Table 6 displays the publishing frequency of the peer-reviewed articles from 2008 to 2018.
It indicates that while the total number of publications is not very expressive, there is an
increasing trend in the use of co-creation in tourism over the past four years.

Table 6 – Aggregation of the 67 selected papers by main methodological characteristics
Data categories

No. of

Subgroups

references

%

2008

1

1,5

2009

2

3,0

2012

1

1,5

2013

3

4,5

2014

4

6,0

2015

11

16,4

2016

11

16,4

2017

24

35,8

2018

10

14,9

31

63,3

8

16,3

6

12,2

1

2,0

3

6,1

<30

15

35,7

31-95

7

16,7

96-150

11

26,2

>151

9

21,4

Online questionnaire

10

13,7

Data collection

Self-administered questionnaire

3

4,1

technique

Questionnaire in form of face-to-face interview

8

11,0

In-depth interviews

9

12,3

Year of
publication

Europe
Austria [3]; Denmark [2]; Finland [1]; Germany [1];
Hungary [1]; Ireland [2]; Italy [3]; Norway [5]; Portugal
[1]; Poland [1]; Spain [4]; Sweden [1]; Switzerland [1];
United Kingdom [5]
Asia
China [1]; Japan [1]; Macau [1]; Malaysia [1]; Taiwan
Destination

[1]; Thailand [1]; Tokyo [1]; United Arab Emirates [1]
America
Canada [1]; Grenada [1]; Jamaica [1]; United States of
America [3]
Africa
Ghana [1]
Oceania
New Zealand [2]; South Australia [1]

Sample size
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Online structured interviews

1

1,4

Semi-structured interviews

13

17,8

Structured interviews

1

1,4

Secondary data

13

17,8

Participant observation

5

6,8

Non-participant observation

3

4,1

Focus group

3

4,1

Online reviews

3

4,1

Workshop

1

1,4

Table 6 also illustrates the geographic setting of the selected studies. European
destinations were analysed in 31 of the 67 studies (63,3%); being Norway (5), the United
Kingdom (5) and Spain (4) the countries that earned the highest attention of academics.
Out of 67 papers, 18 studies were not associated with any destination, as they were
literature reviews and conceptual papers, and 12 studies applied mixed methods, employing
mainly in-depth interviews combined with participant observation and/or questionnaires.
Given the exploratory nature of several of the studies analysed, 35.7% are composed of
samples with less than 30 individuals. Larger sample sizes are found in the latest paper
publications, employing netnography research strategies using thousands of online tourist
reviews. The co-creation of tourism experiences was mostly examined through semistructured interviews, secondary data and online questionnaires. Table 7 depicts the main
journals publishing on the topic of co-creation in tourism experiences.

Table 7 – Top five journals for co-creation in tourism experiences research
Journals
Tourism Management
International Journal of Tourism Research
Annals of Tourism Research
Current Issues in Tourism
International Journal of Contemporary Hospitality Management
Total

No. of studies
8
7
5
5
4
29

Co-creation within the tourism industry has been developed and expanded around different
theoretical perspectives. The co-creation processes in experiences have been analysed
from marketing theories (i.e. service-dominant logic), management (tourism providers’
business orientation towards co-creation prerequisites), technology (i.e. mobile apps, virtual
and augmented reality), psychology (i.e. tourists’ needs and motivations), social exchange
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theories (social interactions among tourists, residents and tourism providers), among
others, as illustrated in Table 8.

Table 8 – Theoretical perspectives on co-creation in tourism experiences
Perspective adopted

Authors

Consumption
behaviour
Economic

Ngamsirijit (2014); Mathis et al. (2016); Fu & Lehto (2018);
Paulauskaite et al. (2017); Rahmani et al. (2017)
Adongo et al. (2017)
Binkhorst & Den Dekker (2009); Bertella (2015); Brejla & Gilbert
(2014); Jiménez-Barreto & Campo-Martínez (2018); Lin et al.
(2018); Lin et al. (2015); Notzke (2017); Shipway et al. (2016)
Blazquez et al. (2015); Busser & Shulga (2018); Chathoth et al.
(2016); Johnson & Neuhofer (2017); Kelly et al. (2017); Liang
(2017); Murdy et al. (2016); Prebensen et al. (2015); SantosVijande et al. (2018); Sfandla & Björk (2013); Thomas-Francois et
al. (2017); Upadhya & Vij (2016)
Baccarani & Cassia (2017); Del Vecchio et al. (2015); Eide et al.
(2017); Hwang & Seo (2016); Magee & Gilmore (2015); Melis et al.
(2015); Morgan et al. (2009); Mossberg (2008); Prebensen et al.
(2013); Rihova et al. (2015); Ross et al. (2017); Weiler & Black
(2015); Zátori (2016)
Wiltshier & Clarke (2016)
Antón et al. (2017); Buonincontri et al. (2017); Campos et al. (2017);
Campos et al. (2018); Prebensen & Xie (2017); Lee et al. (2017);
Sthapit et al. (2018); Suntikul & Jachna (2016); Zatori & Beardsley
(2017)

Exploratory

Marketing (SDL)

Management

Museology
Psychology

Frequency

%*

5

7,5

1

1,5

8

11,9

12

17,9

13

19,4

1

1,5

9

13,4

Sociology

Bertella (2014); Bertella et al. (2018); Bryce et al. (2017); Schuckert
et al. (2018); Reichenberger (2017); Szmigin et al. (2017); Smed et
al. (2016); Tung et al. (2017)

8

11,9

Technology

Buhalis & Foerste (2015); Buonincontri & Micera (2016); Gibbs et
al. (2016); Lee et al. (2017); Li et al. (2017); Neuhofer et al. (2012);
Neuhofer et al. (2014); Polese et al. (2018); Tussyadiah (2013); Von
Solms & Von Solms (2016)

10

14,9

3.4.2

Leisure activities in co-creation of tourism experiences

Table 9 outlines the type of leisure activities analysed in co-creation contexts, according to
the extracted articles. Particularly, the active participation dimension of co-creation in onsite activities was examined in: (i) museological activities (Antón et al., 2017; Bryce et al.,
2017; Magee & Gilmore, 2015; Ross et al., 2017; Smed et al., 2016); (ii) animal-based
activities (Bertella, 2014; Campos et al., 2017; Eide et al., 2017; Notzke, 2017); (iii) sporting
activities (Prebensen et al., 2015; Prebensen & Xie, 2017; Shipway et al., 2016); and (iv)
collaborative guest-host activities in peer-to-peer accommodation (Johnson & Neuhofer,
2017; Paulauskaite et al., 2017; Schuckert et al., 2018).
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Table 9 – Type of activities investigated in co-creation contexts (2008 – 2018)
Leisure activities

No. of
articles

Authors

Agricultural

1

Liang (2017)

Animal-based

4

Bertella (2014); Campos et al. (2017); Eide et al. (2017); Notzke (2017)

Collaborative (guest-host)

3

Johnson & Neuhofer (2017); Paulauskaite et al. (2017); Schuckert et al.

Cruise

1

Brejla & Gilbert (2014)

Creative

1

Ngamsirijit (2014);

Family and wedding

2

Bertella et al. (2018); Fu & Lehto (2018)

Fishery

1

Lin et al. (2018)

Handicrafts

1

Lin et al. (2015)

Museological

5

Antón et al. (2017); Bryce et al. (2017); Magee & Gilmore (2015); Ross et al.

Music festival

1

Szmigin et al. (2017)

Nature

1

Rahmani et al. (2017)

Guided tours

2

Weiler & Black (2015); Zátori (2016)

Resort

1

Busser & Shulga (2018)

Shopping (souvenir)

1

Sthapit et al. (2018)

Sporting

3

Prebensen et al. (2015); Prebensen & Xie (2017); Shipway et al. (2016)

Volunteerism

1

Adongo et al. (2017)

38

Baccarani & Cassia (2017); Bertella (2015); Binkhorst & Den Dekker (2009);

(2018)

(2017); Smed et al. (2016)

Non-leisure activities

Blazquez et al. (2015); Buhalis & Foerste (2015); Buonincontri & Micera
(2016); Buonincontri et al. (2017); Campos et al. (2018); Chathoth et al.
(2016); Del Vecchio et al. (2015); Gibbs et al. (2016); Hwang & Seo (2016);
Jiménez-Barreto & Campo-Martínez (2018); Kelly et al. (2017); Lee et al.
(2017); Lee et al. (2017); Li et al. (2017); Mathis et al. (2016); Melis et al.
(2015); Morgan et al. (2009); Mossberg (2008); Murdy et al. (2016); Neuhofer
et al. (2014); Neuhofer et al. (2012); Polese et al. (2018); Prebensen et al.
(2013); Reichenberger (2017); Rihova et al. (2015); Santos-Vijande et al.
(2018); Sfandla & Björk (2013); Suntikul & Jachna (2016); Thomas-Francois
et al. (2017); Tung et al. (2017); Tussyadiah (2013); Upadhya & Vij (2016);
Von Solms & Von Solms (2016); Wiltshier & Clarke (2016); Zatori &
Beardsley (2017)

In the realm of museums, active participation in visitor activities can range from art
workshops to film seminars and theatre performances at historical places. These activities
have the ability to boost the learning dimension (Antón et al., 2017), the tourists’ creative
input (Ross et al., 2017), the co-creation of transformative experiences (Magee & Gilmore,
2015) and the search for past authenticity (Bryce et al., 2017; Smed et al., 2016).
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In the domain of animal-based activities, the encounter with animals (e.g. dogs and horses)
shapes two-way relationship experiences and raises the meaningfulness and the
memorability of the co-created experiences by means of physical active participation
(Campos et al., 2017; Eide et al., 2017).
The co-creation dimensions arising from the sports tourism studies are mainly tourists’ selfperceived knowledge and skills, and psychological co-creation (learning and sharing
knowledge acquisition) (Prebensen et al., 2015; Prebensen and Xie, 2017). In addition, the
temporary sports event settings and the co-creation of personal experiences reinforcing a
sense of identity and belonging (Shipway et al., 2016) are also important outcomes from
partaking in this type of activities.
In the field of collaborative guest-host activities (peer-to-peer), active participation is
integrated into “everyday life” of the hosts. An often-highlighted activity is cooking local
dishes with the host of the peer-to-peer accommodation. It is the cultural exchange involving
strong reciprocity (Schuckert et al., 2018), the immersion in local culture (Paulauskaite et
al., 2017) by learning about the everyday lives of locals (Schuckert et al., 2018) through
first-hand experiences of local food preparation (Johnson & Neuhofer, 2017) that leverages
the perceived authenticity by guests (tourists).
Of the 67 studies analysed, 38 did not investigate any specific type of leisure activity, nor
did they assume that co-creation implies interactive action in any of the approaches made.

3.4.3

Food-related experiences in co-creation tourism settings

The results from SR show that only ten articles somehow addressed food-related
experiences in the tourism industry. Besides, the approach to food-related activities in the
co-creation of tourism experiences is dispersed, as is shown through the summaries below.
From a hospitality perspective it is stressed that tourists can explore other cultures by tasting
local food products through the breakfast service (Polese, 2018). Within the peer-to-peer
accommodation sector, cooking with local residents is a central activity for both hosts and
guests (Johnson & Neuhofer, 2017). Furthermore, cooking with locals and consuming more
‘authentic food’ seems to increase the perceived authenticity of the tourism experience
(Adongo et al., 2017; Paulauskaite et al., 2017).
Tourists’ active participation in agritourism experiences, such as fruit and vegetable picking
and bean pancake making, were found as critical factors to increase the value of co-creation
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(Liang, 2017). Tourists’ active participation was also addressed by Fu and Lehto (2018),
who considered ‘enjoying local food’ as a co-creation variable. Nevertheless, this activity
does not imply a physical participation, but only the rather passive consumption of local
food.
The co-creation in food-related tourism experiences can be portrayed in light of more
relational means, such as sharing conversations, food and drinks with local residents
(Bertella et al., 2018; Ngamsirijit, 2014), exchanging information with hospitality owners
(Polese, 2018), and making tourists interact (Liang, 2017). All of these communication forms
contribute to increasing the value of co-creation.
Food-related activities are also viewed as strategies to promote intangible heritage. In other
words, archaeological sites can use local and ancient traditions, as wine making processes
and culinary experiences, to offer alternative and historic tourism experiences (Ross et al.,
2017).
From a psychological perspective, Hwang and Seo (2016) suggested that factors such as
personality traits and past experiences with food derive from tourists’ cultural backgrounds
and, therefore, may influence the tourists’ perceived co-creation value of the food-related
experience. Furthermore, the educational realm is also a determining factor as, by partaking
in food-related activities, tourists aim at acquiring new skills, knowledge and having
emotions (Liang, 2017; Ngamsirijit, 2014).

As shown in this study, the number of publications echoing co-creation and tourism
experiences has increased since 2015 (Table 1), while most of the articles about co-creation
of food-related tourism experiences, in particular, were recently published (2017 and 2018).
Overall, research in food and wine-related activities from a co-creation approach is still
scarce.

3.5.1

Tourists’ active participation in leisure activities at destinations

By actively engaging in co-creating (active participating) experiences, such as craft
workshops, feeding animals, picking vegetables, cooking classes, tourists are consuming
and producing their own experiences (Szmigin et al., 2017; Vargo & Lusch, 2004; 2008). At
the same time, these ‘hands-on activities’ have the potential to enhance dimensions as
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learning and skills acquisition (Antón et al., 2017; Prebensen et al., 2015; Prebensen & Xie,
2017; Schuckert et al., 2018) and, therefore, the tourists’ creative input (Ross et al., 2017).
Boosted by co-creation during on-site tourism activities, memorability is an experience
outcome underpinned by several authors (Campos et al., 2016; Campos et al., 2018;
Morgan et al., 2009), which has the potential to stimulate tourists’ place attachment (Sthapit
et al., 2018) and loyalty to the destination (Shulga et al., 2018) and their full collaboration in
word-of-mouth marketing strategies (Zatori & Beardsley, 2017). Additionally, as the
personalisation of the encounter and the cultural exchange is higher (Schuckert et al., 2018)
when tourists and residents participate in collaborative activities (co-creation interactions),
the tourists experience higher levels of satisfaction (Shulga et al., 2018).

3.5.2

Tourists’ active participation in food-related activities at destinations

The social interaction occurring in on-site experiences between tourists (Liang, 2017), local
residents (Bertella et al., 2018; Ngamsirijit, 2014) and hospitality owners (Polese, 2018)
may be seen as enablers to raise the value of co-creation of food-related activities. The
active role of the tourists in food-related activities is reflected in peer-to-peer contexts
through direct contact between guests and hosts in culinary activities, and within agritourism
settings through hands-on activities (Liang, 2017).
Besides the active role of tourists during the co-creation processes of food-related activities,
the place where the activities are carried out is crucial for the overall experience. Culinary
experiences at residents´ homes are perceived as more authentic (Adongo et al., 2017;
Johnson & Neuhofer, 2017; Paulauskaite et al., 2017), rather than official eating
establishments identified in travel guides. Accordingly, the dimensions advanced in cocreation of food-related activities are mainly connected to the educational realm, as
illustrated in Figure 8.
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Figure 8 – Dimensions of active participation in food-related activities

From the previous standpoints it is apparent that food tourism has significant potential to
actively involve tourists with the destinations’ culture and, therefore, to contribute to the
identity management of destinations.

The research findings point to a number of implications for practice. Food tourism activities
involving active participation in more informal environments favour the culinary experience
of tourists, when they co-create/prepare their food with local residents. This is due to the
changing structure of the tourism ecosystem, impacted mainly by technological advances
(i.e. mobile devices), allowing to personalise experiences, as they can now be designed,
distributed and consumed (co-created) on an individual basis or for small groups.
Nowadays, there is a broader network of people (peer-to-peer networks) providing food
experiences in their homes (i.e. EatWith). This is possible through internet-based platforms
allowing the online booking directly with the provider (peer-to-peer services), and therefore,
reframing the established services (official restaurants) and changing the whole process of
value creation in food tourism consumption.
The transfer of new skills and knowledge through direct contact between tourists and hosts,
for example, the preparation of local dishes and/or picking of specific plants to create
liquors, are pre-requisites for a successful co-creation experience process and for the
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increase of the value of co-creation. As a result, positive learning outcomes are more likely
to increase the value of co-creation of food tourism experiences.
Noteworthy is the physical setting where food-and-wine activities take place. The dining
experience is delivered through the interior architecture, layout, employees, and
atmosphere. All of these elements combined should create an immersion in local culinary
resources, provide a meaningful, creative and ‘eatertainment’ experience.
Moreover, co-creation processes in the context of hotel services can be identified at specific
times when customers and hotel staff interact directly. Of particular interest here is the
hotel's breakfast experience (common service purchased by hotel guests), where a good
selection of local products can enhance the perceived authenticity of the food experience
and its memorability.

Whereas this systematic review has contributed to an understanding of the co-creation
research in food-related experiences, it is constrained by certain limitations. First, two
databases were employed, Scopus and Web of Science, which may not include all relevant
research on the topic. Second, some papers may have been overlooked because of the
keywords applied. Therefore, additional keywords related to active participation,
involvement and creativity may be added. And, lastly, only journal publications in the English
language were extracted, disregarding book reviews and chapters, and conference papers.
Although the literature addresses the complex processes of co-creation within the most
diverse settings, to the best of our knowledge, scarce research has been found on the cocreative experiences of food tourists. Furthermore, it seems that only a limited number of
providers foresee co-creation experiences in wine tourism settings, despite the high
experiential profile of wine tourism activities.
As co-creation experiences involve multiple actors and appealing spaces where activities
can take place, the use of new and different spaces for food tourism (dining experiences,
cooking classes and/or food tours) could be an interesting issue to address as a growing
number of tourists is willing to participate in food experiences outside the official eating
establishments.
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CHAPTER 4 | ENOGASTRONOMY IN NORTHERN PORTUGAL: DESTINATION
COOPERATION AND REGIONAL IDENTITY8

Abstract:

This study aims to understand how conflicting stakeholders’ interests and agendas of the
public, private and non-profit sectors may affect the management of the tourism destination
identity. It focuses on Northern Portugal, a geographical area with contrasting
characteristics, ranging from coastal urban areas to rural hinterland, each dealing with
different development issues.
The study is qualitative in nature, being carried out using in-depth interviews conducted with
various stakeholders (public, private and non-profit sectors) at three wine regions located
in Northern Portugal. Data were examined through content analysis.
The findings suggest that there is an evident lack of cooperation between the food-andwine and the tourism sectors in the three wine regions, which tends to hinder the
construction of a territorial identity for development purposes.
This study identifies the role of public organisations in promoting a shared vision for
endogenous products alongside local stakeholders, thus contributing to the construct of
territorial identity.
Although regional identity is studied in the relatively limited context of cooperation
among stakeholders’ practices, the paper exemplifies how local food and wine products
can enhance the identity of tourism destinations.

Keywords: food-and-wine; tourism; regional identity; cooperation; local products
Article classification: Research paper

8

This chapter has been published at “Rachão, S., Breda, Z., Fernandes, C., & Joukes, V. (2019). Enogastronomy in Northern

Portugal: Destination cooperation and regional identity. Advances in Hospitality and Tourism Research, 7(2), 216-237”.
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Previous studies have acknowledged the importance of local food as an element of the
cultural identity of place (Mkono, 2011), and that the preservation of traditional food
production sustains the regional and national identities of a tourism destination (Kim &
Iwashita, 2016). Akin, the uniqueness and authenticity of local food are important markers
in constructing the identity of a destination (Chatzopoulou et al., 2019; Ellis et al., 2018;
Everett & Aitchison, 2008; Stone et al., 2019; Ting et al., 2019). Furthermore, a recent study
found that the tourists’ emotional bond (place attachment) may impact their return intention
to a food destination (Yeap et al., 2019).
As tourists are increasingly engaging in personalised food-and-wine experiences at
destinations visited (OECD, 2018), more entrepreneurial businesses related to food-andwine are emerging, for example food vendors attending festivals, street food and other
micro food providers (Kline et al., 2014). However, an overweight of micro stakeholders in
the food-and-wine sectors may not be in tune with the needs of local economies (Thomas
et al., 2011), and by dominating the industry, particularly in peripheral areas, they may
function as an obstacle to the improvement of the tourism product (Getz & Carlsen, 2005).
Tourism has become a vital industry in Portugal, both in urban and rural areas, contributing
to the economic development of local communities (Turismo de Portugal, 2016), in which
the value of food-and-wine landscapes are recognised as important dimensions of the
country’s economy (Silva et al., 2018). Yet, the evolution of food-and-wine tourism was
slower compared to other tourism products. In fact, food and wine tourism is a rather recent
activity in Portugal. Until 2013, the country had 339 wine tourism units, of which 78% had
initiated their activity after 2000 (Turismo de Portugal, 2014). Portugal’s National Tourism
Authority (Turismo de Portugal, IP) has placed increased emphasis on destination
competitiveness based on its food-and-wine heritage, inherent in the Portuguese Tourism
Strategy 2027 (Araújo, 2017).
Nevertheless, the Portuguese tourism industry, similar to other European countries, is
fragmented and the majority of businesses are micro-sized (Banco de Portugal, 2014;
Mykletun & Gyimo, 2010). This is quite evident when it comes to wine tourism businesses
where the average number of full-time workers is five (Turismo de Portugal, 2014). In the
accommodation and restaurant sectors, the number drops to an average of three
employees (PORDATA, 2019).
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According to Lee et al. (2017), the fragmentation of the food-and-wine sectors may have
negative impacts on the tourism destination identity, a phenomenon that requires more
research to be fully understood and managed. Yet, despite the importance of food-and-wine
tourism for local economies, little research has been undertaken on the cooperation of
various stakeholders in food tourism to sustain a destination identity (Correia et al., 2014;
Everett & Slocum, 2013; McGregor & Robinson, 2019). As acknowledged by Staggs and
Brenner (2019), a coherent collective identity requires a shared perspective amongst
stakeholders. Similarly, due to the increasing importance of micro food-and-wine
entrepreneurship, it is important to understand how conflicting stakeholders’ interests and
agendas (of the public, private and non-profit sectors) may affect the management of the
tourism destination identity.
Based on this rationale and to achieve the research purpose, two (2) objectives have been
defined:

Objective (1) – To analyse the influence of cooperation between the food-and-wine
and the tourism sectors on a structured destination identity;
Objective (2) – To understand how local stakeholders perceive the enogastronomic
identity of Northern Portugal.

This case study offers theoretical insight into the relationships between food-and-wine and
tourism stakeholders and how their cooperation may affect the destination/territorial identity.
The paper begins by outlining concepts on cooperation among tourism industry
stakeholders, particularly focusing on food-and-wine tourism contexts. It then briefly
discusses relevant existing theories on territorial/regional identity and shifts to the analysis
of empirical data obtained from interviews with key stakeholders within the research setting.
The paper ends with the main conclusions, as well as the limitations of the study and some
suggestions for future research.
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4.2.1

Cooperation among tourism industry stakeholders

There is a significant number of theoretical and empirical research related to cooperation in
tourism destinations, particularly about the different levels of cooperation between tourism
industry stakeholders (Beritelli, 2011; Boesen et al., 2017; Czernek, 2013; Damayanti et al.,
2017; Wang & Xiang, 2007). However, it is not the purpose of this research to develop a
new theory on cooperative matters, but rather to understand how cooperation can be
decisive for the success of a strong identity of food-and-wine tourism destinations.
One of the growing tourism trends is the pairing of wine with quality food products, prepared
by local chefs and/or the organisation of events and exhibitions which are linked to culinary
demonstrations (Telfer, 2001). To provide this type of food-and-wine experiences, the
involvement of multiple stakeholders from different sectors is necessary (Getz, 2000).
These multiple stakeholders (food providers, wineries, farms, accommodation facilities, tour
operators) must share a shared vision in order to develop composite tourism products; yet,
competing individual interests and conflicts may interfere in its development (Alonso &
Northcote, 2008; Gammack, 2006).
Given the fragmentation of the tourism industry, one fundamental key issue for a successful
territorial identity promotion is the cooperation among stakeholders (Damayanti et al., 2017;
Ottenbacher & Harrington, 2013). As mentioned above, food-and-wine-related tourism
businesses are characterised by their micro and small scale. Therefore, they tend to trigger
entrepreneurial activities (Lee et al., 2017), as small-scale boutique wineries (Dawson et
al., 2011), innovative food-related facilities (Hjalager & Johansen, 2013) and third-wave
coffee shops (Lee et al., 2017), just to name a few examples. For that reason, cooperation
among small food-and-wine businesses might benefit the structural development of a
territorial identity.
Zhang et al. (2009) point out that cooperation is a form of an inter-firm relationship in a
tourism supply chain. For Correia et al. (2014, p. 45), cooperation describes “the intentional
and voluntary relationships/initiatives in which two or more independent businesses and/or
individuals interact”. Cooperation among stakeholders can take a form of micro-clusters,
allowing innovation through interaction and facilitating knowledge sharing (Braun & Hollick,
2006). At the same time, tourists benefit from these micro-clusters as they reduce search
and travel costs, and raise the associated tourism experience (Taylor et al., 2007).
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Cooperation might be shaped by specific social contexts of countries/regions as business
life cycles, demographic features and spatial determinants (Czernek, 2013). Based on
research in Australia, it was suggested that wine tourism industry members are keener to
participate in cooperative activities (Taylor et al., 2007). Correia et al. (2014), studying
cooperation among wine and tourism businesses in the Douro Valley, confirmed this finding
for the Portuguese context.
If destination stakeholders fail in defining the regions’ attributes or landmarks (Silva et al.,
2018), the regional identity may become confusing in the eyes of the visitors. For that
reason, branding a food-and-wine destination requires a considerable negotiation among
key stakeholders to define the place’s identity that should emphasise the uniqueness of
local food (Lai et al., 2019).

4.2.2

Territorial and regional identities

The development of territorial valorisation strategies is seen as a consequence of a
postmodern society strongly marked by the standardisation of products and services
(Rachão et al., 2019). The Protected Designation of Origin (PDO) and the Protected
Geographical Indication (PGI) labels, for example, illustrate how the European Agrarian
Policies operationalises the preservation and strengthening of endogenous food-and-wines
(Silva et al., 2018).
As a form of differentiation, in a globalised crowded marketplace, many destinations have
been using food as a form of attraction (Frochot, 2003; Lin et al., 2011). This is because the
uniqueness of local food and wine products (Haven-Tang & Jones, 2008), deeply rooted
into a place (Frochot, 2003; Lin et al., 2011), can reinforce cultural differences among
regions and countries (Fox, 2007). By using such endogenous products, destinations have
the opportunity to increase the uniqueness of their identity, and, additionally, to formulate a
unique selling proposition (Haven-Tang & Jones, 2008). The increasing interest in cooking,
dining locally, and travelling for and socialising through food experiences (Kline et al., 2014)
has led to the growth of tourists seeking novelty in experiences focused on local food
heritage (Presenza & Chiappa, 2013).
Additionally, food-and-wine production methods are connected to gastronomic traditions
which have a significant role in marking the regional identity of places (Corigliano, 2015;
Hashimoto & Telfer, 2006). These production methods (wine, dairy products, olive oil,
among others) can also support the development of unique food-and-wine experiences that
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policymakers may link with local communities as they are a part of a destination’s identity
(Lin et al., 2011), and thereby of the territory (Corigliano, 2015). The natural landscape of
territories is also considered as a unique characteristic (attribute) of a food and wine
destination (Scorrano et al., 2018), and the quality of the experience of the viticultural (winegrowing) landscapes or grape-wine environments has a critical impact on the attitude of
tourists towards the destination (Quintal et al., 2015). Moreover, shared local identities and
visions may facilitate the involvement and commitment of local stakeholders in decisionmaking processes (Sto & Vanneste, 2018). As acknowledged by Hallak et al. (2012),
entrepreneurial success drifts from the tourism entrepreneur’s sense of identity with the
place where the business is operating.
This overview of the literature emphasises the need for a better understanding of the issues
involved in the development of a territorial identity based on its endogenous resources, such
as food-and-wine, as well as the local stakeholders.

Like other food-and-wine destinations, such as France, Italy and Spain, Portugal is now
promoting its enogastronomic offer of local cuisine and terroir to attract tourists. The positive
influence of gastronomy on international visitors’ satisfaction has been confirmed in different
regions of Portugal, namely in Porto (Ramires et al., 2018), but also the Algarve (Serra et
al., 2015) and the Alentejo (Amaral et al., 2016). To satisfy the ever-demanding tourist
market, Portugal offers several certified regional/traditional products ranging from dairy
products, such as cheese, dry fruits (e.g. almonds and chestnuts), honey, olive oil, to
different types of animal meat (beef, pork and lamb) (DGADR, 2019). Portugal has 14
demarcated wine regions (Wines of Portugal, 2016), 14 wine routes, 31 Denominations of
Origin (DO) and 10 Geographical Indications (GIs) (IDTOUR, 2016), and has world primacy
regarding the number of indigenous wine grape varieties (Silva et al., 2018). These
Portuguese endogenous products associated with food and wine heritage could become
even stronger identity markers, as reviewed in the literature. Additionally, Portugal is the
11th world wine producer (IVDP, 2017), with the Douro Valley (in the mainland) – Alto Douro
Wine Region – and the Pico Island (Azores Archipelago) – Landscape of the Pico Island
Vineyard Culture – are recognised as world heritage by the United Nations’ Educational,
Scientific, and Cultural Organization (UNESCO) (Silva et al., 2018). Also, Portugal has
created a brand associated to the traditional and authentic image found in its privately-
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owned wine tourism estates (Quintas) (Ramos et al., 2018), mostly located in the
countryside. To further explore the potential of food and wine tourism, an informal group of
producers was established to promote traditional Portuguese gastronomy and stimulate
short food supply chains (no more than one intermediary) branded as ‘Prove Portugal’
(https://tasteportugal.com/). This initiative has encountered mixed results, some positive
and some negative. Considerable work needs to be carried out including the increased
integration of local producers, whom tend to be declining in number due to rural exodus
(Silva et al., 2018).
For this study, the North of Portugal was chosen. With around 3.6 million inhabitants,
composed of 86 municipalities and 1,426 parishes, this region accounts for almost 35% of
Portugal’s resident population, and about 29% of the national economy’s Gross Domestic
Product (GDP) (CCDRN, 2019).
Northern Portugal is a relevant food-and-wine destination because, for example, 21 of the
65 traditional Portuguese products certified as PDO, are from this region (DGADR, 2019).
Moreover, the majority of its territory is covered by demarcated wine regions: two major
regions, namely Douro and Vinho Verde, and two smaller regions, Trás-os-Montes and
Távora-Varosa (Marques & Marques, 2017). This study will only focus on the first three wine
regions (Figure 9).

Douro interviews
Vinhos Verdes interviews
Trás-os-Montes interviews
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Figure 9 – Northern Portugal and the regions in which the interviews took place
Source: Northern Portugal Regional Coordination and Development Commission (CCDRN), 2019
The Douro Valley is renowned as the place of origin of the Port wine and as the first
demarcated and regulated wine region in the world, since 1756 (IVDP, 2017). In 2001, part
of this region, the Alto Douro Vinhateiro (Upper Douro Valley) was classified by the
UNESCO as a World Heritage Site because of “its cultural, evolutionary and living
landscape” (IVV, 2015, p. 118). Concerning the Vinho Verde, it is Portugal’s largest
demarcated region in geographical terms, as well as one of the largest in Europe, extending
over 34,000 hectares throughout the northwest of Portugal (CVRVV, 2019). It also hosts
the sub-region Vinho Verde Alvarinho. The demarcated wine region of Trás-os-Montes has
a “secular origin, being intrinsically marked by winepress basins dug in the rock of Roman
and Pre-Roman origin” (ENOTUR, 2016).
This section described the overall resources for food-and-wine and tourism present in
Northern Portugal, relating them as core factors of differentiation and attractiveness of this
region. The following section presents the main objectives and research questions and
explains the methodological processes to collect and analyse the research data.

To gain insights into a specific phenomenon, this study follows a phenomenological
research philosophy (Altinay & Paraskevas, 2008) to understand the people’s meanings,
their own explanations of their behaviour (Clark et al., 2007; Veal, 2006). This exploratory
study employed in-depth interviews to obtain the opinion of individuals (Creswell, 2009)
within their real-life context (Ritchie et al., 2005; Veal, 2006).
Qualitative in-depth interviews were conducted with nine public, private and non-profit key
stakeholders, between January and April 2017, in the regions illustrated in Figure 9. The
face-to-face interviews took place at the participants’ place of business, and each interview
took about 60 to 90 minutes. The interviewees were selected based on their significant
involvement in food-and-wine and tourism networks in Northern Portugal. Within each wine
region, they represent different activity sectors, namely: accommodation, societies,
governance, restaurant and wine production (Table 10). Therefore, purposive sampling was
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employed as it restricts to more experienced individuals (Altinay & Paraskevas, 2008; Veal,
2006) and provides quality data about a relatively short period of time (Bertella et al., 2018).

Table 10 – Interviewees' profile

Interviewee

Wine Region

TOM1

TOM2

Policy maker
Trás-os-

Head of food and

Montes (TOM)

wine brotherhood

TOM3

Wine producer

D4

D5

Business operation

Restaurant owner

Douro (D)

Country house owner

Overlap with tourism
Coordinates events within food and wine
tourism

Sector

Public

No overlapping

Non-profit

Wine tastings and winery visits

Private

Restaurant serves both tourists/visitors
and residents
Accommodation and wine tourism
activities

Private

Private

D6

Wine policy maker

No overlapping

Public

VV7

Wine policy maker

No overlapping

Public

VV8

VV9
Public sector = 4

Vinhos Verdes
(VV)
Wine Region

Policy maker
Accommodation
manager
Private sector = 4

Coordinates events within food and wine
tourism

Public

Hotel accommodation related to wine

Private

Non-profit = 1

Total = 9

A four-section framework to guide the in-depth interviews with local stakeholders was
employed addressing the following research issues: (1) the closeness/proximity of
cooperation among stakeholders of the food-and-wine and tourism sectors; (2) perceptions
of competition or conflict between food-and-wine and tourism businesses within the same
wine region; (3) aspects considered the most relevant for the region’s identity; and (4) the
role of gastronomy in regional territorial dynamics.
A total of four academics participated in the pre-test to avoid possible ambiguous words
and shortcomings. Minor adjustments were made to the wording of questions. Despite the
defined interview protocol, supplementary issues emerging from the interview were added.
As suggested by Clark et al. (2007), face-to-face interviews can benefit from supplementary
questions, direct invitations to go deeper, and from open-ended questions that allow longer
answers.
Participants were informed of the objectives of the study, and the in-depth interviews were
audio-recorded, with prior approval. Transcripts of the interviews were then coded and
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categorized into emerging themes and sub-themes with the assistance of NVivo 11 Pro, a
computer-assisted qualitative data analysis software (CAQDAS).
The interview data were submitted to a qualitative thematic analysis (Fox et al., 2010;
Neuman, 2014), in which data reduction, proceeded by data display, was applied to draw
conclusions. The emerging themes and sub-themes were developed gradually and
collaboratively based on the coding process. Additionally, a deductive content analysis was
employed as the themes were grounded on the theory developed in the literature review
section. Some procedures were implemented during the research data analysis to ensure
the validity of the findings. Firstly, a high degree of consensus of the codes (emerging
themes) was reached by applying a triangulation of the researchers (Decrop, 1999; Dwyer
et al., 2012; Verma & Chandra, 2018). At least three coders were appointed to secure
reliability and provide the most objective insight for each theme assessment. Secondly,
emerging themes were subjected to a process of continuous comparison through intercoder agreement (Creswell, 2009).
The first author of this paper coded transcriptions individually and the second author verified
the coding in order to have a systematic coding reliability. The next section presents the
results of the qualitative thematic analysis of the interview data and discusses the main
research findings.

The findings revealed four major themes (i) scarce and informal cooperation (ii) competition
and conflict between stakeholders (iii) wine region attributes and (iv) the role of gastronomy
in territorial dynamics. Within the latter key theme, the complementary of gastronomy and
wine, the creativity in enogastronomy, the potential of gastronomy in promoting wine, the
lack of gastronomic quality and the creation of micro-thematic routes emerged and are
discussed to demonstrate how these dimensions may affect the management of the tourism
destination identity.

4.5.1

Informal cooperation

As illustrated in Table 11, the first theme arising from the in-depth interview data, and
labelled as “scarce and informal cooperation”, demonstrates that the few existing types of
cooperation among stakeholders are based on inter-personal relationships and trust. This
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study thus supports Beritelli’s (2011), Damayanti et al.’s (2017), and Wang and Xiang’s
(2007) notion that friendship ties and trust are a common cooperative inter-firm strategy, in
which decisions are made at a personal level.

Table 11 – Stakeholders’ cooperation

Themes

Scarce and informal
cooperation
(**VV7, VV9, D5,
TOM1, D4,
VV8, TOM3)

Quotations extracted from interviews
*[1] There is natural cooperation, for example, […] we recommend guests a place in the neighbourhood for lunch or
dinner.
[2] There are two or three producers that cooperate […]; one of the largest producers in the region links wine
production with the offer of accommodation.
[3] […] we do not have a ready-made and structured offer for a group.
[4] The contact among the stakeholders is continuous, however, I have to manage it.
[5] Individually.
[6] Scarce, with the except for Monção and Melgaço.
[7] There has to be a sense of closeness, of affection; it is almost a family, we are a small territory which gives us
this connection.
[8] We work with other local hotel units, restaurants, shops […] the golf course […], a riding ring.
[9] Some hotel units send their guests to dine at my restaurant because the owners are my friends.

[1] I do not think so at this stage. Obviously, there are always exceptions. Overall, there is no conflict.
[2] Conflict is inevitable, and discussion is necessary.
[3] There is always conflict. Conflicts have to be managed. It is crucial that we manage conflicts. Obviously, there
conflict
are conflicts between producers.
(VV9, TOM2, TOM1,
[4] I think there have been more conflicts. At this point, people have realized that the market is much larger than they
TOM3, VV8)
might have imagined.
[5] There is still no connection among the local establishments, […] the presence of the wines is not so strong.
* Number of quotations; ** Interviewees
Competition and

Stakeholders in the Vinho Verde region recognise that, despite the lack of a structured wine
tourism supply, the wineries should collaborate, as they have a wide range of different wines
and tourism services. Overall, there is no strong cooperation among wineries, wine
museums, and other tourism support services (e.g. accommodation units, entertainment
businesses, tour operators). This supports the work conducted by Correia et al. (2014), in
which they conclude that food-and-wine and tourism stakeholders in the Northern
Portuguese wine regions usually do not cooperate.
Cooperative strategies (particularly, informal partnerships) were developed mainly by
medium to large-sized businesses. These include partnerships with businesses specialised
in outdoor sports activities that provide tourists with things to do in the region. This approach
to cooperation supports Telfer's (2001) findings which show that the commitment of the
wine industry to tourism is partly related to the age of the winery and the availability of
financial resources.

85

Drivers of co-creation in food-andwine tourism experiences

Susana Rachão

Nonetheless, in a small wine sub-region within the Vinho Verde region (producing the
alvarinho variety), the local stakeholders are managed by the two municipal councils,
respectively, the level of local cooperation is higher. The key role of public governance lays
within managing/supporting stakeholders’ involvement in and commitment to a successful
food-and-wine tourism destination. This governance structure, discussed by Wang and
Xiang (2007), who suggested that stakeholders may overcome problems of collaboration
and coordination in the market place through a hierarchical/public mode of governance, was
reinforced by the participants’ responses.
Nevertheless, there was no consensus amongst the interviewees regarding this public
governance mode. This was evident in statements like “Where the government regulates
and supports people, it can be a good system, but it must be recognised that […] people
and private businesses have to fight for their own interests” (Interviewee VV7).

4.5.2

Competition and conflict

When questioned about potential competition and conflicts, respondents, particularly those
in the wine industry, showed different positions on the topic, illustrating different realities
between wine regions. The Vinho Verde stakeholders concur that there is still insufficient
competition as they are in an initial stage of food-and-wine tourism development: “The wine
producers are all very young, as well as are the members of the wineries, but there is a
dynamic tendency on the part of the young” (Interviewee VV7). On the other hand, in the
Trás-os-Montes region conflicts between stakeholders are very common and they are
usually resolved and/or managed by local non-profit organisations and associations, acting
as mediators. This was revealed in statements such as “Producers who do not talk to each
other sometimes have to share the same spaces in festivals and events; obviously, we
cannot place them close to each other” (Interviewee TOM1).
Yet, some local businesses are starting to cooperate as they recognise the need to offer a
more integrated food-and-wine tourism supply. “They also realised that with an isolated,
selfish strategy, they would not succeed” (Interviewee TOM3).

4.5.3

Wine region attributes

Interviewees acknowledged that the gastronomic heritage is an important attribute of the
territorial identity, as illustrated in Table 12. The agricultural products such as almonds,
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olives, mushrooms, animal production (lamb), and their use in traditional food recipes were
emphasised. This supports the work of Haven-Tang and Jones (2008), who recognise local
food and wines as identity marks of a destination, and a source of identity formation in postmodern societies (Richards, 2002). In this context, food tourism can be an important means
of strengthening a region’s identity (Everett & Aitchison, 2008; Hashimoto & Telfer, 2006).

Table 12 – Wine region attributes according to respondents after thematic codification
Attributes

Gastronomy

Natural landscape

TOM (1,2,3)
Olive grove
Chestnut trees (2)*
Vines
Wine (2)*
Olive oil
Almonds
Mushrooms
Diversity of soils (2)*
Natural environment
Granite
Shale (sedimentary rock)

Local inhabitants

Historical heritage

D (4,5,6)

Wine (2)*
Port wine
Vines
Lamb

Landscape
Greatness of walled
terraces
Changing landscape
(every 50 km)
Remarkable presence of
vines
Friendly people
Local inhabitants
Farmers who work the
walled terraces
Humanized territory

Castles
Roman olive oil mills
Olive oil mills arts
Built heritage

VV (7,8,9)

Regional sweets (traditional
flavours)

River valleys
Seacoast
Mountain area
National Park of Peneda-Gerês

Romanesque Route

Religious heritage

Religious tourism

* Mentioned more than once

The three food-and-wine destinations also have natural landscapes as attraction points. In
fact, the distinctiveness of the Douro Valley landscape led to the classification of world
heritage by UNESCO. An interviewee showed how this recognition is valued locally with the
following reference: “It was the interaction between nature and man that was worth the
UNESCO classification, […] the greatness of the territory” (Interviewee D6). The natural
landscape features were also emphasised by the interviewees of the Vinho Verde region,
as it is the region which integrates the only National Park of the country, as shown in Table
12.
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‘Local inhabitants’ was the third attribute most mentioned. This was evident in statements
such as “The identity of the region lies in the local people because they made the territory”
(Interviewee D6). One possible explanation for the awareness of the importance of local
residents on their surrounding environment is that local people are constantly remembered
of the fact that the UNESCO classification was obtained due to the human interaction with
nature (landscape).

4.5.4

The role of gastronomy in regional territorial dynamics

According to the respondents, there is also a growing need to apply creativity within their
enogastronomic context in order to attract consumers (Table 13). This relates to the work
of Fox (2007), referring to the reinvention and ‘spectacularisation’ of local food products for
trade, and, also, to other trends, like fostering creative enogastronomic clusters (Lee et al.,
2015; Richards, 2012), the use of creative techniques in local products (Tresidder, 2015)
and overall creativity in gastronomy (Pearson & Pearson, 2017). These mixed ‘creative’
efforts will enable residents to build a successful regional identity.
Gastronomy was also described as a means of communicating Portuguese wine heritage.
However, most of the restaurants are still not pairing food and local wines. Thus, combining
the varietal heritage (Silva et al., 2018) with traditional and new architectural forms of
landscape (e.g. restaurants, gourmet shops, wine cellars, wine museums) might strengthen
the cultural economy (Ramos et al., 2018).
Respondents from the Douro and Trás-os-Montes regions associated the lack of
gastronomic quality with the short opening hours of the restaurants, particularly during
periods of high demand: “If you go out to have dinner, it is hard to find restaurants open”
(Interviewees D5; TOM1). Furthermore, there is evidence that endogenous agricultural
products are not always integrated into popular dishes: “A region producing chestnuts does
not have a typical chestnut dish all year round, only in the chestnut season” (Interviewees
D5; TOM1). Menus based on seasonal products are practically non-existent. Food providers
tend to use year-round menus.
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Table 13 – The role of gastronomy in regional territorial dynamics
Themes
Complementarity of
gastronomy and wine
(** VV9, TOM2,
TOM1, D6, TOM3)

Creativity in enogastronomy
(VV8, D6, D5)

Gastronomy can promote wine
(TOM1, TOM3)
Lack of gastronomic quality
(D5, TOM1)
Micro-thematic routes
(TOM2)

Quotations extracted from the interviews
*[1] Wine and gastronomy are intrinsic.
[2] It is necessary to associate gastronomy and wines.
[3] We cannot dissociate them. The wines are based on food and both complement each other.
[4] There is no gastronomy without wines.
[5] The style of wine I produce is associated with the gastronomy of the region.
[1] Reinventing traditional dishes […].
[2] Making wine according to the changing consumer taste is a new thing.
[3] The dining experience is on the same level as other experiences.
[4] In addition to the obvious products, such as wine, jams, olive oil, some handicrafts, we added apples
and oranges to fairs/events […], we offered them to the festival attendees, and they ended up having
contact with them.
[1] Gastronomy is an excellent way to communicate wine.
[2] People involved in the restaurant sector present dishes and do not present wines.
[1] Unfortunately, the region suffers from a lack of gastronomic quality. If you go out for having dinner,
it is hard to find restaurants that are opened.
[2] Restaurants with local gastronomy are scarce. A region producing chestnuts only has a chestnut
dish during the chestnut season.
[1] The development of an almond-themed route in Torre de Moncorvo.

* Number of quotations; ** Interviewees

What several authors (Brunori & Rossi, 2000; Bruwer, 2003; Corigliano, 2015) attested in
other regions it is also observed in Northern Portugal: micro-thematic food-and-wine routes
serve not only to express the regional attributes of a place (cultural, natural and social
characteristics) but also to promote local economic development.

Gastronomy and wines have become significant factors of regional distinctiveness. Portugal
has followed other successful international cases by improving its wine tourism services
and gastronomic products (Correia & Ascenção, 2006). In the regions where this study was
conducted, the lack of cooperation between small scale stakeholders appeared evident and
putting at risk the quality of the tourism services provided. Despite the existence of some
informal partnerships among medium to large-sized businesses, the food-and-wine tourism
supply in Northern Portugal is fragmented. In regions where the governance mode is
predominantly managed by the public sector, food, wine and tourism stakeholders
demonstrated higher levels of collaboration, as well as commitment and trust (McGregor &
Robinson, 2019).
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This study has identified the role of the public organisations in pushing local stakeholders
to establish and defend a shared vision on the endogenous products, and, thus, helping
them to construct a collective territorial identity. For this reason, local initiatives, particularly
those that are funded, should not only support individual stakeholders, but also foster the
launch of joint activities leading to the creation of more composite tourism products.
In this sense, different forms of collaborative activities, such as micro-thematic food routes
and street food markets (harnessing local farmers’ market structures), could improve
community pride and lead to a unique selling proposition of the destination. Also, various
sub-brands linked to the regional identity of a place could be developed (Hashimoto &
Telfer, 2006). Concerning the most relevant aspects for the regions’ identity, respondents
agreed that the gastronomic heritage, natural landscape and local inhabitants were the main
attributes of the Northern Portuguese wine regions and that they should represent in a far
more conscious way a ´coherent collective identity´ (Staggs & Brenner, 2019).
The role of gastronomy in regional territorial dynamics is seen from the innovation and
creative perspectives. Traditional recipes may be reformulated to attract new
consumers/tourists, and to promote local food and wine pairing. As tourists are increasingly
looking for personalised and memorable enogastronomic experiences, local food providers
need to retro-innovate traditional recipes by adapting to current trends without losing their
cultural value.

Certain limitations of the research process were identified. Given the qualitative nature of
the research, time constraints and small sample size, the results cannot be generalised.
Future research should be based on a broader sample of stakeholders to understand better
the process of regional leadership and cooperation in building a coherent destination
identity, particularly in hinterland rural areas.
This case study identified a dichotomous view of the governance structure in the
collaborative dynamics of food-and-wine tourism: from a public governance intervention in
a small wine sub-region to a private management perspective in larger wine regions. Further
and more in-depth research into these two management perspectives is required.
Future research can analyse more complex international cooperative strategies. They can
embody different types of network initiatives, such as the slow food movement or alternative
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food networks. Gaining membership of international creative food networks such as the
UNESCO network of Creative Cities of Gastronomy, Portuguese food-and-wine regions
may acquire new knowledge on how to exploit the unique food-and-wine attributes of a
destination and, thereby reinforce their identity through creative strategies and, in the end,
strengthen the cultural economy.
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CHAPTER 5 | FOOD-AND-WINE EXPERIENCES TOWARDS CO-CREATION IN
TOURISM9

Abstract:

Purpose: In general, literature recognises that co-creative experiences add value to the
tourism experience, yet, empirical research within a food-and-wine context remains scarce.
The present exploratory study aims to analyse the tourists’ perceptions of the co-creation
construct, their food-and-wine tourism experiences and their willingness to actively cocreate in this type of experiences.
Research design: Departing from general co-creation theoretical concepts, this research
explores how they can be applied in a specific food-and-tourism context. The end goal is to
formulate a model that can be applied by food-and-wine managers when they create their
tourism experience. A convenience sample of 19 tourists composed by one focus group
(five participants) and fourteen face-to-face semi-structured interviews provided data for the
qualitative research in order to explore tourists’ perceptions of co-creation and how these
perceptions can be employed to create engaging and successful food-and-wine
experiences.
Findings: Results reveal that tourists perceive co-creation as one or a combination of
seven categories: social interaction, novelty, creativity, social sustainability, environmental
awareness, enjoyment, and memorable experiences. Respondents have participated in
food-and-wine activities while travelling as a complement to their tourism experience
displaying more willingness to actively participate in food rather than wine experiences.
Moreover, this study discloses the increasing significance of developing creative
environmentally-friendly experiences.
Research limitations: This study is exploratory in nature which makes the data not
generalisable. The findings need further quantitative validation. Although the food-and-wine
experiences were created based on existing experiences, they are composed of a different

9

This chapter has been published at “Rachão, S., Breda, Z., Fernandes, C., & Joukes, V. (2020). Food-and-wine experiences

towards co-creation in tourism. Tourism Review, 75”.
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number of stages (without standardisation), which may difficult further statistical analysis
(comparisons).
Practical implications: By conceptualising the co-creation construct, tourism managers
may use the outcome of this study to turn their experiences more environmentally-friendly
and to improve the creative process of the experiences.
Theoretical implications: The research findings not only emphasise the significance of
understanding tourists' co-creation conceptualisation, but also indicate the importance of
integrating creativity and environmental awareness dimensions into experiences.
Particularly, the study develops a theoretical model supportive of the co-creation
dimensions that can be applied to food-and-wine tourism contexts.
Originality/value: This study fills a gap in the literature between co-creation in tourism and
its application in food-and-wine settings by highlighting the significance that co-creation has
in developing tourism business experiences.

Keywords: co-creation; food-and-wine experiences; tourism; demand perspective; content
analysis
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Experience seekers are moving away from standardisation and purely material goods and
are looking for “authenticity” in the places they visit and select customised travel. These
more ‘authentic’ experiences are related to the gastronomic heritage of destinations, taking
many forms and provoking interactions among tourists and with the visited destination (Hall
et al., 2003; Long, 1998; OECD, 2012; UNWTO, 2017). As a result, tourism experiences
combining food/drink and culture have a growing central role in themed museums and
exhibitions (Garibaldi & Pozzi, 2018). Tourists are getting involved with destinations by
tasting local food and wines, and as a result they collect higher memorabilia in each place
visited, because of its uniqueness and authenticity (Williams et al., 2019). This involvement
in food-and-wine experiences is reflected by an increase in learning experiences, such as
cooking classes or making-wine workshops (Paulauskaite et al., 2017; Stone et al., 2017).
However, academics attest a gap in understanding the tourists’ willingness to adhere to cocreation experiences based on active participation and interaction indicators (Campos et
al., 2018). Further, the assessment of the level of co-creation in tourism experiences’
research is needed (Hwang & Seo, 2016).
Despite the growing literature regarding tourist food and beverages consumption (Alonso &
Yi, 2010; Alonso et al., 2015; Bruwer, 2003; Bruwer, Prayag & Disegna, 2018; Charters,
Fountain & Fish, 2009; Charters & Menival, 2011), little research has comprehensively
explored the elements affecting tourists’ active participation in food-and-wine experiences.
The research about connecting food experiences and co-creation is also limited (Chen,
2018). Only recently steps in this direction have been taken: Chen (2018) highlighted the
unique atmosphere co-created between customers and suppliers in typical Hong Kong
teahouses; Chien et al. (2018) focused on the interactivity in food-tourism experiences for
the enhancement of a recommendation intention, while Williams et al. (2019) concentrated
on the memorability of food experiences through learning about and active participation in
the preparation of regional dishes.
This study aims to fill a gap of knowledge on co-creation from a tourism demand-side
perspective by, first, analysing the tourists’ perceptions of co-creation and subsequently
employing these perceptions for the creation of food-and-wine tourism experiences.
Specifically, it intends to theoretically contextualise the co-creation construct in the tourism
industry in order to conceptualise a new model for tourism professionals. By exploring
tourists’ perceptions on co-creation and by analysing their willingness to actively participate
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in food-and-wine activities, a model for the co-creation of food-and-wine tourism
experiences is proposed.

5.2.1

The co-creation construct in tourism experiences

Experiences can ‘touch’ people better than products or services (Binkhorst & Den Dekker,
2009). However, they are intangible, subjective and personal (Morgan, 2007; O’dell, 2007),
which make their conceptualisation and operationalisation a challenge. Experiences are the
dynamic and core elements of the tourism industry (Kim et al., 2012; Neuhofer et al., 2014;
Mathis et al., 2016). They are seen as a dynamic phenomenon that is changing, depending
on the emotional attributes of the individual connected to his affective psychological
processes (Zatori & Beardsley, 2017; Campos et al., 2018). They also result from the
interaction between destinations and tourists (Stamboulis & Skayannis, 2003), which leads
to co-creation practices in tourism.
The co-creation construct, firstly developed in a context of storytelling experiences, is
employed to improve the involvement of tourists with tourism businesses (Mossberg, 2008).
It is further theorised by Binkhorst & Den Dekker (2009) who place the consumer as a crucial
resource to add value to tourism. Tourists and local residents (hosts) can co-create, when
they share and enjoy everyday life (Paulauskaite et al., 2017) and when both parties are
willing to invest in social interactions (Ngamsirijit, 2014). These social interactions are the
essence of co-creation processes and an important factor in the value construct (Bertella,
2015; Bertella et al., 2018; Reichenberger, 2017; Schuckert et al., 2018; Tung et al., 2017).
Some studies are continuously emphasising the importance of other travellers in co-creating
experiences based on the customer-dominant logic (CDL) approach (Rihova et al., 2015;
Rihova et al., 2019), echoing the positive affective, social, functional and network value
outcomes (Rihova et al., 2018).
Numerous authors underline the opportunities that Information and Communication
Technologies (ICTs) offer to destination managers to co-create tourism experiences
(Michael et al., 2009; Neuhofer et al., 2012; 2014). Also, ICTs are seen as supporters in the
development of innovative tourism products (Eide et al., 2017).
Under a heritage/cultural spaces focus, co-creation processes between service providers
and visitors are also analysed. Antón et al. (2017), for example, stated that prior visitor
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knowledge is considered to be a key driver for active participation and interaction during
museum visits. Through intangible heritage, museum sites can also design experiences
related to traditional culinary techniques (Ross et al., 2017). Further, co-creation is often
investigated under the service-dominant logic (SDL), a marketing approach, which analyses
tourists creating value with businesses through intangible aspects (e.g. sharing information)
(Sfandla & Björk, 2013). Tourists who participate in co-creation processes through
involvement, time and effort spent, leverage the value of the experience, while producing it
(Prebensen et al., 2013).

5.2.2

Food-and-wine tourism and the co-creation experience

From an academic point of view, Hall et al. (2003) have advanced the definition of food
tourism as an experiential trip for primary and secondary food producers, food festivals and
fairs, farmers markets, cooking shows, tastings or any food-related tourism activity. In order
to broaden this conceptualisation, the international leading organisation in the field of
tourism – the World Tourism Organisation – expands on that definition in that “tourists and
visitors who plan their trips partially or totally in order to taste the cuisine of the place or to
carry out activities related to gastronomy” (UNWTO, 2012, p. 7). For the contemporary foodand-wine tourists, local cuisine, environment, health, lifestyle, regionalism, rurality,
authentic foods and the novelty element are fundamental components in providing
memorable experiences (Mason & O’Mahony, 2007; Stone et al., 2017). The authenticity of
the food experiences has been attested has a significant attribute of the experience (Antón
et al., 2019), and its perceived quality influences the buying behaviour of local foods by
tourists (Rahman et al., 2018). These elements are promoted in well-established food-andwine countries such as Italy, France, South Africa and Thailand (Figueroa & Rotarou, 2018).
On the other hand, food waste in tourism-related activities is raising concerns about the
environmental sustainability of destinations (Gretzel et al., 2019).
Food tourism includes the countries’ wine culture, and for that reason, wine tourism
literature is vast (see, for example, Getz & Brown, 2006; Charters & Ali-Knight, 2002). Wine
tourism is an integrative part of food tourism experiences (OECD, 2012), despite its distinct
territorial dynamics and supporting structures (Rachão et al., 2019). A widely accepted
definition of wine tourism is proposed by Hall et al. (2000), which embodies wineries
visitation, attending wine festivals and tasting/experiencing wines. As food and wine tourists
want to learn something new while having fun (Goossens, 2000; Leri & Theodoridis, 2019),
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and increasingly want to become involved in the production of food (Richards, 2012), food
and wine events should offer active participation (Getz & Robinson, 2014). This active
participation through cooking classes, winemaking workshops, harvesting activities, grape
crushing, among others, may foster the escapist and educational experience (Quadri-Felitti
& Fiore, 2016; Thanh & Kirova, 2018). Co-creation, in this context, may be represented by
taking part in practical activities of the food-and-wine preparation processes. As a matter of
fact, partaking in wine-related activities and adding a novelty component are crucial factors
for a memorable experience (Saayman & Merwe, 2015; Williams et al., 2019). Thus, the
novelty as a touristic element (Stone et al., 2017) plays an important role in tourists’
memorabilia (Kim et al., 2012; Bertella, 2014), tends to influence the satisfaction of the
tourists (Prebensen & Xie, 2017), leads to higher food involvement (Caber et al., 2018) and
it is a major motivation to travel (Zatori & Beardsley, 2017).
Despite the various debates on the role of co-creation in tourism, the construct – an
informed, scientific idea developed to describe or explain behaviour (Nunnally & Bernstein,
1994) – of co-creation remains, in some way, unclear. The issue of conceptualisation may
have serious practical implications for private and public tourism organisations in
understanding tourists’ motivations (Neuhofer et al., 2012). Although the literature
addresses the complex processes of co-creation within the most diverse settings such as
ICTs, peer-to-peer (guest-host) and cultural (Binkhorst & Den Dekker, 2009; Neuhofer et
al., 2012; Sfandla & Björk, 2013; Campos et al., 2018), to the best of our knowledge, scarce
research has been done on the conceptualisation of the co-creation construct and how it
can be employed in food-and-wine tourism experiences. Recent studies relate food-andwine tourism experiences combined with cultural activities, yet the level of tourists’ cocreation (active participation) is not discussed. As claimed by Festa et al. (2015), wine
tourists are already perceived as prosumers of the winery experience, nevertheless further
research is needed on the active participation of tourists motivated by wine-related
activities, as well as food offerings in general (Hwang & Seo, 2016).

To explore tourists’ perceptions on the co-creation construct and their willingness to active
participation in food-and-wine experiences, a qualitative research strategy was chosen due
to its suitability to reveal how consumers perceive new concepts (Roininen et al., 2006) and
to the subjectivity of the co-creation of experiences (Wilson & Hollinshead, 2015).
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Qualitative research is, as well, more appropriate for understanding tourism experiences
(Holbrook, 2006), and co-creation experiences in particular (Rihova et al., 2015).

5.3.1

Focus group

The focus group technique was chosen as it is highly efficient to extract information on
attitudes and motivations (Clark et al., 2007), through free-flowing discussion (Veal, 2006),
encouraged by the moderator. Although there is no fixed number for a focus group, there
should be enough participants to generate discussion, which can range from five to ten
(Dwyer et al., 2012).
The participants for the focus group of this research were recruited through travel and
hospitality networks. The sampling frame was defined as people over 18 years old,
travelling in Northern Portugal not for business and professional purposes, and whose travel
included, at least, one overnight stay. The focus group was held in the Vinho Verde wine
region of Northern Portugal that typically promotes food-and-wine tourism, and took place
in 2018, during peak summer season (July). The focus group session was video-taped and
transcribed verbatim by the moderator, the main researcher of the study. The content
analysis was prepared through the software package QSR International NVIVO 11. A focus
group interview guide, divided into three sections, was prepared to assist the moderator in
leading the focus group participants in their discussion (Krueger & Casey, 2000). Topics
included in the focus group guide were:
-

Perceptions on the co-creation construct (word association technique);

-

Regions/countries where food-and-wine experiences took place;

-

Type of food-and-wine activities experimented;

-

Preferred type of food-and-wine experiences performed;

-

Willingness to participate in a food and in a wine experience (with different stages);
and

-

Sociodemographic profile;

To understand whether interviewees were interested in actively participating (level of
intervention) in the different stages of food-and-wine experiences, two experiences were
created. Both were based on existing experiences available in accommodation
establishments, with some minor adjustments. For the food experience, two options for
which tourists would prefer to take cooking classes were added: "Cooking class with a chef"
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and "Cooking class with local people". For the wine experience, brief explanations on the
different technical stages were added to provide additional information to participants.
A word association technique was employed as it is a method commonly used to explore
concepts (Prebensen, 2007; Hosany & Gilbert, 2010), through the assessment of the first
thoughts and/or words that come to the mind of the respondents (Mesías & Escribano, 2018;
Roininen et al., 2006; Verma & Chandra, 2018). As co-creation is a concept perceived by
tourists, the inductive content analysis was employed as the themes derived from the data
collected on the stimulus word ‘‘co-creation’ and they were not imposed by a defined
framework (Mehmetoglu & Dann, 2003). Therefore, under an interpretative research
approach, data exploration led to the construction of a theory (Bustard et al., 2018; Clark et
al., 2007).
During the initial phase, the elicited associations were subjected to open coding performed
to identify major themes relative to the study. Constructed based on similarity, words were
grouped together using the triangulation of researchers’ technique, the research team
developed to build up thematic categories, first in an independent way and then followed by
consensus (Verma & Chandra, 2018). Thematic categories were subjected to a process of
continuous comparison. The triangulation of researchers was employed to enhance the
reliability of the findings (Decrop, 1999; Dwyer et al., 2012). A pilot study of ten face-to-face
semi-structured interviews was employed to assess the flow of the questions, refine
question wording and eliminate any weakness in the quality of the categories.

5.3.2

Semi-structured interviews

Due to difficulties encountered to gather tourists for implementing further focus groups,
individual face-to-face semi-structured interviews were introduced. The interview script
consisted of 12 questions divided into three sections following the structure of the focus
group interview but from an individual approach. The convenience sampling technique was
chosen since tourists were selected because of their convenient accessibility (Altinay &
Paraskevas, 2008). Clark et al. (2007, p. 87) adds that “convenience sampling means taking
as a sample whoever is available to receive the administration of the research instrument
(a questionnaire, an interview). For this research, tourists were approached in small
accommodation facilities during periods of relaxation such as reading by the pool or
consuming beverages on the terrace. The semi-structured interviews were performed in
August and September 2018.
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Regardless of the common agreement that 1 to 30 informants is suitable for qualitative
analysis (Bengtsson, 2016), the 14 semi-structured interviews would turn out to be
adequate, mainly due to the merit of face-to-face interviews that allowed longer answers
and supplementary questions (Clark et al., 2007), and whenever the researcher felt that
data saturation was reached (Altinay & Paraskevas, 2008), she proceeded to the next
question. The complete profiles of the participants of the focus group and structured
interviews are described in Table 14.

Table 14 – Profile of the interviewees
Interviewees

Gender

Age

Country of residence

Occupation

FG1

Female

18-35

Switzerland

Specialist in intellectual and scientific activities

FG2

Female

18-35

Switzerland

Other: Physiotherapist

FG3

Female

36-45

Germany

Specialist in intellectual and scientific activities

FG4

Female

36-45

Germany

Specialist in intellectual and scientific activities

FG5

Female

46-65

Germany

Specialist in intellectual and scientific activities

Specialist in intellectual and scientific activities

Focus group (FG)

Semi-structured Interviews (SI)
SI6

Male

18-35

Mexico

SI7

Female

18-35

Germany

Administrative staff

SI8

Female

18-35

Russia

Other: Yoga teacher

SI9

Female

46-65

Germany

Specialist in intellectual and scientific activities

SI10

Female

18-35

Germany

Administrative staff

SI11

Male

18-35

Israel

SI12

Male

18-35

Austria

Administrative staff

SI13

Female

18-35

Austria

Administrative staff

SI14

Male

18-35

Germany

Specialist in intellectual and scientific activities

SI15

Female

18-35

Germany

Administrative staff

SI16

Female

18-35

Germany

Skilled industry workers

SI17

Male

> 65

Australia

Specialist in intellectual and scientific activities

SI18

Female

> 65

Australia

Specialist in intellectual and scientific activities

SI19

Female

18-35

Portugal

Graduate student

Specialist in intellectual and scientific activities

The semi-structured interviews also involved a content analysis of the tourist responses.
Content analysis is a technique increasingly used in tourism research (Veal, 2006),
particularly to develop valid contextual inferences from texts or other objects (Krippendorff,
2004).
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5.4.1

Tourists’ perceptions of the “co-creation” construct

Using an interpretative method for data analysis (Bustard et al., 2018; Massa & Bédé,
2018), the study started with eliciting participants to write down the first associations related
to “co-creation”, and after categorisation, seven themes emerged as displayed in Table 15.
The emergent themes will be further analysed to find out how specific actions in each of the
seven co-creation dimensions might benefit co-creative food-and-wine experiences.

Table 15 – Word association on the stimulus word “co-creation” after categorisation
Themes

Associations

Frequency of mention (n)

association; collaboration; cooperation; couple; coworkers; doing something with somebody; group;
Social interaction

learn; making something new together; not feeling
alone; partners; partner or family; share; sharing**;

22

synergy; team; team work**; together; with a friend;
working together
arts; a combination of traditional with new
Creativity

perspectives; creating something with natural
products; creativity**; designing; manifestation; own

10

ideas; passion; talent; vision
assistance; creating new forms of communities;
Social sustainability

community; help**; helping each other; helping poor
people; inclusive work; mixed generations of people;

9

organising trips with local people
agriculture; clean up nature; ecological process;
Environmental awareness

nature; planting; recycling; to be more responsible

8

for nature; upcycling techniques
discover; diversity; experiencing new things; getting
Novelty seeking

to know different cultures; meeting new people; new

8

product; open; openness (for new ideas)
Memorable experiences

collecting moments; creating memories;
meaningfulness; taking pictures

4

Enjoyment

friendship; fun; happiness; harmony

4

Business-plan

*

1

Discussions

*

1

No hierarchy

*

1

No idea what co-creation is

*

2

Progressive form of tourism

*

1

Note: participants could state more than one association
* Floating ideas with no connections to others
** Most representative
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Theme 1 – Social interaction
Results from the thematic analysis showed that “social interaction” is a representative
theme, encapsulating diverse associations; in total 22 mentions, in which ‘sharing’ and
‘team work’ were emphasised by the respondents. In fact, social interaction, is an
indispensable factor in adding value to the tourism experience. Interacting with others,
either tourists, residents or tourism professionals while travelling, promotes knowledge and
more authentic experiences through relational contact with others.
Theme 2 – Creativity
The subsequent theme found was “creativity”, in which associations such as “arts”,
“combination of traditional with new perspectives” and “talent” emerged. Creativity in
tourism is reflected in the return to the ‘origins’, in more informal networks, social
atmospheres, and reinvented traditional places. The development of alternative forms of
travel and accommodation (e.g. home swapping; Airbnb) mirrors the changing patterns of
consumption habits. Tourists are looking to develop their skills (painting, sporting, learning
languages) while travelling, avoiding mainstream cultural tourism forms.
Theme 3 – Social sustainability
The word association test generated references such as “helping each other”, “inclusive
work”, “organising trips with local people”, and “creating new forms of communities”. This
theme is strongly linked to “social interaction”, referring to the interactions between tourists
and local residents. However, this new relational form of travel in which tourists seek to
connect to local people poses challenges in defining what is “local” in a globalised world.
Theme 4 – Environmental awareness
There was a consensus amongst the interviewees that co-creation could be associated with
environmental practices ranging from recycling to upcycling ideas. Progressively more
people are concerned about environmental issues, both in their usual residence and while
they are travelling, sometimes engaging in collective cleaning up waste actions, particularly
in natural sites and on coastlines. This was evident in statements like “To be more
responsible to nature” (FG1) and “Clean up nature by collecting garbage” (FG5).
Theme 5 – Novelty seeking
The tourists’ perceptions regarding co-creation led to the “novelty seeking” theme. As
disclosed in Table 4, interviewees seemed to associate co-creation to openness for
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innovation, emphasising the pursuit of “discover”, “experiencing new things”, “getting to
know different cultures” and “openness for new ideas”.
Theme 6 – Memorable experiences
Tourists travel to several places, and they particularly recall and tell others about their
positive experiences. They also tend to consume numerous services that might have an
impact on their memory. This was expressed in associations such as “collecting moments”,
“creating memories” and “meaningfulness”.
Theme 7 – Enjoyment
Co-creation was, however, less often associated with the enjoyment theme. Tourists are, in
fact, motivated by hedonic benefits when it comes to travel experiences. For that reason,
the co-creation construct evoked emotive associations such as “friendship”, “fun”,
“happiness” and “harmony”.

5.4.2

Food-and-wine tourism experiences

The interviewees, when enquired about their participation in food-and-wine tourism
activities, mentioned that most of their previous experiences were related to wine and olive
oil tasting and tours to whiskey and rum distilleries. These activities were mainly done in
countries where food-and-wine tourism is already well-established, such as Austria, Italy,
Spain, New Zealand, South Africa, and Thailand.

I was in some whiskey distilleries in Scotland and rum in Cuba, in Columbia
and Nicaragua. [FG1]
When I was in New Zealand, I visited a famous wine region, and […] once a
month a restaurant invites a wine producer from the region, and he gives tips
about the wine which goes best with the meal. [FG2]

When interviewees were questioned about what they liked most, the atmosphere, the
landscape, and learning were the most significant attributes in the experience. And, when
they were not particularly appealed by wine, they showed interest in learning about winemaking processes and food-and-wine pairing.
The atmosphere, the area, the vineyards. [FG4]
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I just liked to see the procedure, the process from the beginning to have rum
in a bottle. [FG1]
We were driving along the coastline, seeing the vineyards, the old houses,
relaxing in the gardens, having some wine and bread, the landscape. [FG5]
I am not a wine drinker, but I just enjoyed the atmosphere and learned how
they got into wine. [FG2]

Nevertheless, part of the interviewees never tried or simply was not motivated to participate
in food-and-wine activities during their holiday, demonstrating some lack of knowledge
regarding this type of experiences.

I am interested in local food, but food-and-wine is not my primary reason to
travel. [SI16]
I have never done such a thing in my life. I am not a wine drinker. I am
vegetarian. And I don’t like cooking. [FG3]
Never heard about it until now. Maybe I would try it. [SI15]
One of the respondents [FG3] showed another facet of the post-modern tourist that has to
be taken into account: changing eating habits due to the growing number of vegetarians,
healthy people following other diets and people with food allergies and intolerance.

5.4.3

Level of interest in actively participating in different stages of food-and-wine
experiences while travelling

Table 16 displays the level of interest of tourists who actively participate in the food and
wine experiences. Concerning the wine experience, in this study, wine tasting, learning
about wines (brief theoretical introduction to wines) and blending construction (mixing the
wine grape varieties) were the stages in which interviewees showed a higher level of interest
to actively participate. Additionally, the stage of label design (drawing the front bottle label)
also collected a significant level of interest. Conversely, the more technical stages of the
wine experience as bottling, coiling (place cork in the bottle), encapsulation (place the
capsule that surrounds the bottleneck) seemed to have the least interest level to actively
participate.
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Table 16 – Level of interest in active participation (based on the focus group questionnaire
section and semi-structured interviews, n= 19)
Level of interest in active participation %
Wine experience
A brief introduction to wines (theory)

37% interested

Wine tasting

42% very interested

Blend construction (mixing varieties of wine grapes)

32% interested

Bottling

26% somewhat interested

Coiling (place the cork in the bottle)

32% neutral

Encapsulation (place the capsule that surrounds the bottleneck)

37% not at all interested

Label design (drawing of the label)

32% interested

Final photo of the experience

26% neutral

Food experience
Receive an explanation of food products and ingredients used

47% very interested

Pick your own ingredients

47% very interested

Cooking class with Chef

32% very interested

Cooking class with local people

47% very interested

Eat the meal you cooked yourself

47% very interested

Overall, the food experience obtained a higher level of interest from the interviewees who
were willing to actively participate in all its stages, something that was not the case when
compared with the wine experience. Also, the interviewees demonstrated a higher interest
in having cooking classes with local people rather than having cooking classes with
professionals (chefs). This might be explained by the ages of the interviewees (18-35),
fitting into the Millennial generational cohort (18-37 years old).

Tourists’ perceptions of the “co-creation” construct

The study results from the word association technique showed that “social interaction” is a
representative theme as referred in the literature review (Rihova et al., 2015;
Reichenberger, 2017; Schuckert et al., 2018), and the co-created relationships during social
interaction are one of the attributes linked to generating memorable gastro-tourism
experiences (Williams et al., 2019). The study found that applying creativity to redesign
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alternative experiences (Ross et al., 2017) might facilitate a lasting memory value (Upadhya
& Vij, 2016) as was discussed in the literature review section.
The results also reveal that the integration of the activities into daily life (Ngamsirijit, 2014),
namely to involve with local communities while seeking for experiences which are perceived
as authentic, is an important attribute. As a matter of fact, this way of processing echoes
the post-modern tourist consumption behaviour, as tourists now ache for making part of the
community visited (Paulauskaite et al., 2017). Furthermore, environmental awareness
amongst tourists is growing and considered as an important attribute in the hotel choice
decision (Adongo et al., 2018; Verma & Chandra, 2018).
The identified theme, of novelty-seeking is mentioned in previous studies (Kim et al., 2012;
Bertella, 2014; Stone et al., 2017), and is deeply connected to the enhancement of
memorable tourism experiences. Besides seeking novelty, tourists are seeking hedonic
benefits which are explained into enjoyment, fun, excitement (Goossens, 2000; Leri &
Theodoridis, 2019) and might be enriched through the co-creation of social interactions
(Reichenberger, 2017) as described by interviewees.

Food-and-wine tourism experiences

The findings of this study support previous work by Thanh and Kirova (2018) who examined
the main type of activities undertaken by tourists in food-and-wine related travels, such as
wine and olive oil tasting and vineyard tours. Research results of this study also show that
Austria, Italy, Spain, New Zealand, South Africa and Thailand were the countries preferred
by the interviewees to explore food-and-wine experience which is consistent with the
literature (for example Getz & Brown, 2006; Figueroa & Rotarou, 2018).
The study also confirmed that whoever creates food-and-wine experiences today, has to
consider this major influencer of travel and eating behaviours: the new tourist takes health
concerns in consideration when he decides what he will do (Mak et al., 2012; Dilek &
Fennell, 2018). The study further indicates that non-wine related activities such as the
atmosphere, the landscape, and learning were the most significant attributes in the
experience. This reflects the changing wine consumption behaviour of younger consumers;
as a matter of fact, a winery visitation experience is more successful when it includes nonwine related activities, as enjoying the scenery and food, dining and socialising (Stergiou,
2018). Another unexpected result was that the interviewees spontaneously and explicitly
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ask for the inclusion of some of the principles of sustainable development and thus,
indirectly, appreciate experiences that incorporate something of the sustainable
development goals.

Level of interest in actively participating in different stages of food-and-wine
experiences while travelling

Finally, it was identified that tourists showed more interest in actively participating in less
technical activities, in food activities rather than in wine experiences. As the literature review
revealed, there is a need to define which stages of the tourism activities require co-creation
and to what level tourists prefer co-creation (Hwang & Seo, 2016).
The fact that interviewees showed a tendency to prefer food activities echoes the findings
of Williams et al. (2019), who reported the tourists’ increasing interest in food-related
activities, within a culinary/gastronomic context. Moreover, these experiential food
experiences, combined with local human capital, local knowledge, and creativity, provide
substance for ‘authentic’ and signature local experiences, and this is precisely what
Millennials prefer, as they are on the search for authentic, local and non-touristic
experiences (Stone et al., 2017).

As a result of this exploratory research, a model for the co-creation of food-and-wine tourism
experiences is proposed (see Figure 10), which suppliers might want to implement, enabling
their clients to engage into new relationships.
The model presented in this study centres on seven categories which were informed by the
theoretical underpinnings and the empirical findings of this study: social interaction, novelty,
creativity, social sustainability, environmental awareness, enjoyment and memorable
experiences. The first layer of the model joins the first five categorical dimensions (social
interaction, novelty, creativity, social sustainability and environmental awareness) of the cocreation conceptualisation on the same level of importance. These dimensions can improve
the hedonic benefits (enjoyment) as well as the memorabilia of the experiences (memorable
experience), shown in the second layer. Thus, the categories of the second layer derive
directly from the fulfilment of the categories of the first layer. Based on the literature review
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and the empirical findings resulting from the semi-structured interviews and focus group
content analysis, Figure 1 illustrates how five of the dimensions of the co-creation construct
can be transformed into guidelines/principles for tourism professionals interested in
conceptualising or improving co-creative tourism experiences.

Social interaction

Novelty

Creativity

Social sustainability

Environmental awareness

Sharing

Experiencing new things

Designing

Integrating daily life

Upcycling activities

Learning/collaborating

Knowing different cultures

Creating

Helping local communities

Going greener

Co-creation
outputs

Co-creation dimensions implying
active participation

Co-creation

Enjoyment
Memorable experiences

Figure 10 – Proposed model for co-creative tourism experiences

The proposed model presents a new approach to the development of food-and-wine tourism
activities based on co-creation. It indicates that is crucial to recognise the seven dimensions
displayed when designing and delivering co-creative food-and-wine experiences for
generating value co-creation.
Thus, while a standard wine and/or food tasting in a winery or restaurant is a usual tourism
product model, involving interactions, experiencing something new, participating into locals’
daily life, co-creating activities, being environmentally responsible for generating fun and
memorable experiences call for greater input from tourism providers.

5.7.1

Managerial and theoretical implications

As a highly experiential and social way of exploring different cultures, more hands-on
information about how to turn co-creative food-and-wine experiences even more appealing
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will certainly interest managers willing to capture and/or maintain the attention of their
clients. This could be done in the form of encouraging social interaction with other
participants and local service providers, the latter enabling their customers to creatively
develop their own experience to suit their needs. Results show that, the interviewees are
more willing to actively participate in less technical food experiences. As such, destination
stakeholders should take these factors into consideration when designing food-and-wine
related experiences. Furthermore, business managers should include environmental
practices into their experiences, making them visible for their customers, through upcycling
activities (e.g. creative reuse of bottle corks) or reducing business waste, such as replacing
water plastic bottles by drinking fountains along vineyards.
It is also suggested that managers should incorporate the social sustainability category in
the new experiences they design. They might start investing in typical social
entrepreneurship practices of the food industry that imply co-creation aspects (e.g.
attending local farmers’ markets and having local people teach how to cook traditional
dishes) and thus increase their impact on society.
From a theoretical perspective, this study reflects an attempt to offer a more
compreehensive understanding of the co-creation construct. The research findings not only
emphasise the significance of understanding tourists' co-creation conceptualisation, but
also indicate the importance of integrating the creativity and environmental awareness
dimensions. Additionally, the findings of the content analysis suggest the willingness of the
tourists to get involved in experiences that can make express themselves by taking an active
and creative role.

5.7.2

Limitations and future research

This study has some limitations. Its exploratory nature makes the data not generalisable.
Therefore, the findings need further quantitative validation. Although the food and wine
experiences were created based on existing experiences, they were composed of a
different number of stages (non-uniform), which may complicate further statistical analysis
(comparisons).
Research results also show that tourists were involved in different types of food and
beverages experiences. Further research is recommended to explore how food tourism
experiences, e.g. olive oil, or beverages experiences using beer or whiskey, might differ in
terms of creative design. Thus, assessing the optimal level of actual co-creation intervention
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in different contexts could impact the quality in designing food-and-wine tourism
experiences.
Findings suggest an increasing healthy eating and vegetarianism phenomenon. In fact,
people have now much more diverse food consumption habits: from vegetarianism and
veganism to intolerance to lactose and gluten, among others. Future research should
investigate the relevance of how low processed products, biological wines and other organic
products (e.g. olive oil) might influence the demand on food-and-wine tourism
products/services. Also, more research is needed on eating habits and tourism consumption
behaviour to improve the daily customer-interactive-operations of food-and-wine
establishments with other tourism-related businesses.
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CHAPTER 6 | DRIVERS OF EXPERIENCE CO-CREATION IN FOOD-AND-WINE
TOURISM: AN EXPLORATORY QUANTITATIVE ANALYSIS10

ABSTRACT:
This paper aims to investigate the underlying drivers of co-creation in food-and-wine tourism
experiences and, consequently, to explore how they might influence the level of tourists’
active participation in related activities. An online survey was developed and sent to
platforms specialised in food-and-wine related tourism experiences and 243 valid
responses were obtained. The hypotheses were tested using multivariate statistical
analysis. The research results reveal that experience co-creation, the interaction between
tourists and local residents, the interaction between tourists and frontline tourism
employees, operant resources, and satisfaction influence the level of active participation in
food-and-wine tourism experiences. This study contributes to the body of knowledge by
proposing and testing a model that explores the drivers of co-creation in food-and-wine
settings. The theoretical and managerial implications of these results are discussed.

Keywords: co-creation; experience; active participation; food tourism; wine tourism
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Tourism experiences involving food and wine heritage are growing (Del Vecchio, Secundo,
& Passiante, 2015). As food tourism expands, the range of food-and-wine related activities
offered continues to diversify (Stone, Migacz, & Wolf, 2019). Seasonal mushroom picking
experiences (Fusté-Forné, 2019a), cheese tasting (Fusté-Forné, 2015), olive oil tasting
(López-Guzmán et al., 2016), craft brewery experiences (Kraftchick et al., 2014), among
other special-interest food-related activities, are just a few examples.
If previously tourism practices were oriented towards destination support facilities and
services, currently, opportunities of participation in active culinary activities in a wide range
of different spaces are more frequent, e.g. locals’ home-based culinary experiences (FustéForné, 2019b; Johnson & Neuhofer, 2017; Paulauskaite et al., 2017). As such, food
experiences are extending beyond a restaurant setting, to such settings as boathouses,
campsites (Sthapit, 2017), and in craft or boutique breweries (Murray & Kline, 2015).
Given the experiential dimension of food-related tourism experiences, the active
participation of tourists in food-related activities is enhanced in places that co-create
experiences by linking local culture and food (Ellis et al., 2018; Mkono, 2011; Stone et al.,
2017; UNWTO, 2019; Williams, Yuan, & Williams Jr., 2019). The demand for memorable
experiences supports the increasing number of food festivals (including wine and craft beer
festivals) (Kim, Duncan, & Chung, 2015), small restaurant entrepreneurs, and farmers
(Plummer, et al., 2005).
However, there is evidence of limited research focusing on the demand for contemporary
food and wine tourism (Alonso et al., 2014; Pikkemaat et al., 2009). In addition to the limited
research on tourism demand, studies defining and testing co-creation based on the active
participation in tourism activities (Campos et al., 2018; Campos et al., 2017; Chathoth et
al., 2017), and, particularly, in food-and-wine tourism experiences, remain scarce (Rachão
et al., 2020). There is also the argument that the desirable level of co-creation should be
examined according to different consumer groups (Hwang & Seo, 2016). In fact, food-andwine activities are commonly used in tourism literature to segment tourists (Bruwer &
Rueger-Muck, 2019; Gu et al., 2018; Kim, Duncan, & Chung, 2015; Kline, Lee, &
Knollenberg, 2018; Lee, Bruwer, & Song, 2017; Levitt et al., 2019; Robinson & Getz, 2013).
However, an important drawback to segment tourists based on food-and-wine experiences
is that they [tourists] are commonly passive prone (e.g. attending food and/or wine festivals,
visiting food markets, experience the atmosphere, buying wine, eating at the winery)
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(Madeira, Correia, & Filipe, 2019). As tourism destinations activities are changing towards
a more participative behaviour of tourists (Campos et al., 2018), active participation is seen
as a critical factor in increasing the value of co-creation (Liang, 2017). Despite conceptual
differences, constructs as active participation, active involvement, active creative
involvement, interactive creative experiences, and active exchange are commonly used
interchangeably in the literature. Furthermore, Rachão et al. (2020) claim that food tourism
provides interactive creative encounters with the destinations’ culture, therefore, contributes
to a ‘coherent collective identity’ (Staggs & Brenner, 2019).
This study aims to analyse the tourists’ level of active participation in food-and-wine tourism
activities through the lens of the experience co-creation theory. The paper is structured as
follows: the current introduction (section 1); a brief literature review on the main constructs
guiding the study (section 2); the survey design and the description of the collected data
(section 3); the methods used in the study (section 4); the results (section 5); the discussion
and main conclusions (section 6); theoretical and practical implications (section 7); and,
finally, limitations and recommendations for future research (section 8).

The construct of experience has been theorised under diverse perspectives since the early
1990s and by different scholars (Schmitt, 1999; Schulze, 1992). Alongside, research has
begun to measure the influence of the experience itself in consumers' buying behaviour
(Pine & Gilmore, 1998). Later, the concept of co-creation of experiences was advanced by
Prahalad and Ramaswamy (2004), in which consumers played a key role in co-creating
their unique experiences facilitated by service providers, and by adding value through the
co-creation process (Vargo & Lusch, 2004; 2008). At this stage, the experience construct
was seen as a key element in value creation for tourism service providers (Ngamsirijit,
2014). As attested by Quan and Wang (2004), one of the pioneer examples of the
experience economy is tourism. The authors also considered that food experiences might
be seen as a peak tourism experience (food-related tourists) or a supporting consumer
experience (Quan & Wang, 2004). These trends mirror a demand for ‘postmodern touristic
activity’ (Everett, 2009).

Tourism experiences are perceived differently among individuals and cultures (Pikkemaat
et al., 2009), and, as argued by Binkhorst and Dekker (2009, p. 316), “people vary in their
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preference for active or passive tourism consumption”. Experiences co-creation is, thus, a
subjective phenomenon deeply connected to internal tourists’ perceptual, cognitive
processes (Campos et al., 2017; Mathis et al., 2016), but, they can also involve physical
active participation (Campos et al., 2018; Prebensen & Xie, 2017). Research evidence
suggests that active/physical participation in tourism experiences functions as a key factor
to engage tourists in destinations (Bertella, 2014; Komppula, 2001; Stamboulis &
Skayannis, 2003), in which co-production is part of the creative experience (Anastasiadou
& Vettese, 2019). Therefore, the creative tourism model arises as an innovative approach
for tourism product development (Richards, 2014).
Co-creation, co-production, prosumption (Ritzer & Jurgenson, 2010) and collaborative
experiences share similar theoretical underpinnings as they are grounded in active
participation/intervention in both creation and consumption processes. Studies have
indicated that when activities are centred on direct interaction through physical engagement
with a key attribute (e.g. chocolate tasting), the experience co-creation enhances
memorability and its perceived authenticity (Campos et al., 2017; Saayman & Merwe, 2015;
Sthapit, 2017; Williams et al., 2019), and, hence becomes an ‘out of ordinary’ experience
(Duerden et al., 2018). Yet, as claimed by Rachão et al. (2020b), studies investigating the
co-creation of food-related tourism activities are predominantly from a co-creation passive
consumption perspective. Table 17 illustrates the few studies analysing food-and-wine
experiences that involve physically active participation of tourists. Undoubtedly, the most
analysed experience is beverage tasting (e.g. wine, beer, and cognac), followed by cooking
classes, in which learning traditional and new food techniques are demanded activities.
Seventeen research papers only focus on passive consumption activities, such as gazing
at the vineyards, visiting local food markets and/or interacting directly with local residents
and tourism employees.
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Table 17 – Physical active participation in food-and-beverage tourism experiences

Participating in the
wine/cognac making
process
Riding a grape picker

X

Harvesting grapes

X

Hiking, cycling and hot air
ballooning over vineyards

Visiting breweries,
distilleries, and wineries

Attending a food and wine
festival

Beer or wine tasting

Cooking classes

Fruit & vegetable picking

Pancake making

X

Beverage-related

Shopping at a farmer's
market

Williams et al. (2019)
Sthapit et al. (2019)**
Leri & Theodoridis (2019)**
Antón et al. (2019)
Bruwer and Rueger-Muck
(2019)
Chen (2018)**
Robinson et al. (2018)
Caber et al. (2018)**
Rahman et al. (2018)**
Chien et al. (2018)**
Massa and Bédé (2018)**
Thanh and Kirova (2018)
Su et al. (2018)
Wang et al. (2017)**
Liang (2017)
Stone et al. (2017)
Sthapit (2017)
Björk et al. (2016)
Quadri-Felitti and Fiore
(2016)**
Byrd et al. (2016)
Carlsen and Boksberger
(2015)**
Organ et al. (2015)
Kim et al. (2015)**
Murray and Kline (2015)**
Saayman and Merwe
(2015)
Björk et al. (2014)
Getz and Robinson (2014)
Nella and Christou (2014)
Kraftchick et al. (2014)
Quadri-Felitti and Fiore
(2014)**
Gug et al. (2013)**
Robinson and Getz (2013)
Mason and Paggiaro (2012)
Lee and Chang (2012)
Quadri-Felitti and Fiore
(2012)
Mkono (2011)**
Famularo et al. (2010)
Bruwer and Alant (2009)
Cohen (2009)
Everett (2009)
Stewart et al. (2008)
Sparks (2007)
Brown et al. (2007)
Ignatov and Smith (2006)
Kivela and Crotts (2006)
Carmichael (2005)**
Quan and Wang (2004)**
Alant and Bruwer (2004)
Charters and Ali-knight
(2002)

Tasting local food
products

Food-related

Preparing food in
traditional ways

Authors

X

X

X

X

X
X
X

X
X

X

X
X

X
X

X

X

X

X

X

X

X
X

X

X

X

X
X

X

X
X

X
X

X
X

X

X
X
X

X

X
X
X

X
X
X

X
X

** Passive consumption

Source: authors’ elaboration
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Few studies attempted to asses the level of active tourists’ participation in food-and-wine
related activities. For example, Liang (2017) evaluated the level of active tourists’
participation in agritourism tasks, which included pancake making and/or fruits and
vegetables picking. A few other studies tried to understand how co-creation participation in
activities, such as picking grapes, bottling the wine, or making wine, contributed to a
memorable and authentic experience (Cubillas et al., 2017; Saayman & Merwe, 2015).
Based on the few studies that focused on the active participative behaviour of tourists while
experiencing food-and-wine activities, two separate experiences were created: a wine
experience, with seven co-creation process stages, and a food experience, with five stages.
Then the intensity level of physical active participation was determined. According to the
physical active participation required to carry out the activity, the existence of three levels
was established, varying between low, moderate and high participatory tourist behavior, as
displayed in Table 18.

Table 18 – Level of physically active participation in co-create food-and-wine tourism
activities
Type of experience

Physical active participation (level)

Wine experience (W)
W1 – Brief introduction to wines (theory)

Low

W2 – Wine tasting

Moderate

W3 – Blend construction (mixing the wine grape varieties)

High

W4 – Bottling

High

W5 – Place the cork in the bottle (coiling)

High

W6 – Encapsulation

High

W7 – Label design (drawing of the label)

High

W8 – Final photo of the experience

Low

Food experience (FOOD)
FOOD 1 – Receive an explanation on food products and ingredients used

Low

FOOD 2 – Pick own ingredients

High

FOOD 3 – Cooking class with a chef

High

FOOD 4 – cooking class with local people

High

FOOD 5 – Eat the meal you cooked yourself

Moderate

Source: authors’ elaboration based on relevant literature

Source: authors’ elaboration
Whereas the existing measures of tourist involvement scales in, particularly, cookingrelated experiences have been documented in some food studies (e.g. Kim & Eves, 2012;
Robinson & Getz, 2013), the operational meaning of physically active participation is less
apparent. Because travellers are interested in getting involved in more experimental foodand-wine activities, it becomes essential to profile passive and active participation
behaviours.
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6.3.1

Co-creation in food-and-wine tourism experiences

Co-creation is a well-developed construct in marketing and management studies. Several
authors attest to the importance of co-creating experiences/services between consumers
and service providers (Prahalad & Ramaswamy, 2004; Vargo & Lusch, 2004, 2008). It is
the interactive encounter through direct interactions (Grönroos & Voima, 2013) between the
customer and the supplier that lays the foundation for co-creation (Payne, Storbacka, &
Frow, 2008) and, thus, for a higher value proposition (Busser & Shulga, 2018). In addition,
tourism destination activities have also been changing towards the promotion of more
participative behaviour (Campos et al., 2018). By generating the creation of meaning or
utility, tourists can easily be encouraged to actively participate in co-creation experiences
(Ind & Coates, 2013). For that reason, the active participation in these destination activities
can be portrayed in the light of the creative tourism theory as tourists seek more engaging
and learning experiences rather than passive cultural gazing (Richards, 2014).
According to Rachão et al. (2020b), limited previous studies recognised the co-creation
processes within food-and-wine settings. For example, Johnson and Neuhofer (2017) affirm
that tourists and hosts cooking a traditional meal is a key activity in peer-to-peer
accommodation, leveraging the perceived authenticity of the tourist experience (Adongo,
Badu-Baiden, & Boakye, 2017; Paulauskaite et al., 2017). Similarly, in an agritourism
context, the active participation of tourists in rural activities is viewed as a critical factor to
increase the value of co-creation (Liang, 2017).

H1. The level of active participation is positively related to the co-creation in food-and-wine
tourism experiences

6.3.2

Operant resources

Personal traits of visitors’ demand in food-and-wine tourism consumption are significant
psychometric variables in measuring tourists’ motivations and expectations. These personal
traits can be seen from the lens of the self-perceived mastering dimension (Prebensen &
Xie, 2017) in which operant resources, such as tourists’ perceived knowledge and skills
(Antón, Camarero, & Garrido, 2017) and tourists’ creative potential (Richards & Wilson,
2006; Richards, 2011; Ross et al., 2017), by taking an active and creative role in destination
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experiences (Rachão et al., 2020), are important variables in assessing the co-creation
processes outputs. Personal resources, such as time and effort, are also important inputs
in co-creation experiences (Prebensen, Vittersø, & Dahl, 2013). Therefore, tourists’ operant
resources play a fundamental role in the success of food-and-wine experiences.
H2. Operant resources are positively related to the co-creation in food-and-wine tourism
experiences.

6.3.3

Interaction between tourism employees, local residents and tourists

Human resources, particularly, those who work directly with tourists are an integrating part
of the tourism experience, by creating and facilitating the experience itself (Campos et al.,
2018; Murdy, Alexander, & Bryce, 2016). Hence, the social interactions between frontline
tourism employees and tourists are discussed in the literature. Previous studies recognise
how frontline tourism employees may influence the experience’s co-creation processes. For
instance, Buonincontri et al. (2017) and Bryce, Murdy, and Alexander (2017) suggest that
the capability of tourists to directly interact with tourism professionals highly influences the
co-creation experience. Direct staff contact can also contribute to overall satisfaction with
the tourism experience (Mathis et al., 2016). This means that tourists may improve their
tourism experiences by expressing their needs to service providers, hence, ensuring a more
personalised experience. Besides, the ability of hotel employees to be responsive may
function as a key moderator of satisfaction, loyalty, and perceived value (Smed et al., 2016;
Tung et al., 2017).
Concerning the interactions between tourists and local residents, many tourists want to get
involved in the real-life of the destination becoming part of the local community and
contacting with the everyday life of local residents directly. For that reason, a growing
number of theoretical and empirical studies discuss the social interaction between tourists
and local residents in developing tourism experiences (Bertella, Cavicchi, & Bentini, 2018;
Ngamsirijit, 2014; Paulauskaite et al., 2017; Schuckert, Peters, & Pilz, 2018). The quality
and nature of these encounters may affect the tourists’ willingness to pay for their
experiences (Sharpley, 2014). The engagement of local residents with tourists may impact
the long-term success of a destination (Bertella et al., 2018), and within a food-and-wine
tourism setting, tourists in general, but particularly food tourists, are keen to engage with
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local chefs through food-related experiences at a destination (Su, Johnson, & Mahony,
2018).
According to, the level of consumer-to-consumer interactions is influenced by four factors,
namely, individual characteristics, consumer needs, service employees, and the service
environment. Tourists sharing experiences and interacting with other tourists while on
holidays (i.e. wine tours, gastronomic events) are part of the tourism experience. However,
the level of interaction between tourists will depend on personal and contextual factors
(Rihova, Buhalis, Moital, & Gouthro, 2015). Moreover, the value co-creation is mainly
influenced by personal factors, which can be divided into intrinsic goals related to pleasure
stemmed from social contacts, and extrinsic goals perceived as obligations regarding the
need for information or help (Reichenberger, 2017). As attested by Szmigin et al. (2017),
the value of co-creation is based on collective interpersonal experiences. Based on the
previous discussion, the following three hypotheses were tested:

H3. Interaction between tourists and frontline tourism employees is positively related to the
co-creation in food-and-wine tourism experiences.
H4. Interaction between tourists and local residents is positively related to the co-creation
in food-and-wine tourism experiences.
H5. Interaction between tourists is positively related to the co-creation in food-and-wine
tourism experiences.

6.3.4

Level of expenditure

According to Buonincontri et al. (2017), the level of expenditure, satisfaction, and happiness
are successful outcomes of experience co-creation for both tourists (demand) and tourism
destination providers (supply). In an agritourism context, Liang (2017) explains that the level
of expenditure is higher when tourists join activities (e.g., fruit picking, farm visits).
Furthermore, Grissemann and Stokburger-Sauer (2012) claim that tourists who are satisfied
with their co-creation performance are more willing to spend more on holidays. Focusing on
a wine tourism setting, Nella and Christou (2014) found that the greater the involvement in
wine tourism experiences, the higher the level of spending on on-site purchases. Engaging
tourists in a wide range of activities that allow co-creation through self-development, skills
acquisition and cultural immersion (i.e. ‘authentic food’ markets) ensures the length-of-stay,
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and, therefore, the level of expenditure at the destination (Adongo et al., 2017). For that
reason, the following hypothesis is proposed:

H6. The level of expenditure is positively related to the co-creation in food-and-wine tourism
experiences

6.3.5

Level of satisfaction

There is substantial literature on the construct of satisfaction in tourism and marketing
studies. Satisfaction is a sum of different dimensions of service providers’ performance
(Baker & Crompton, 2000), tourist mood and personality traits (Kocabulut & Albayrak,
2019), and tourists’ perceived value of the experience (Wong et al., 2019). By participating
in collaborative activities, tourists are experiencing higher levels of satisfaction (Shulga et
al., 2018). Particularly, when the learning, emotional and social inputs increase in the
experiential encounter, the higher the satisfaction experienced by tourists (Prebensen &
Xie, 2017). Also, as suggested by Mathis et al. (2016), the co-creation of experience affects
satisfaction with the holiday experience. Consequently, participation in co-creation is
expected to increase the satisfaction of the tourist experience. Based on the above
discussion, the following hypothesis was proposed:
H7. The level of satisfaction is positively related to the co-creation in food-and-wine tourism
experiences

6.4.1

Survey design

As this research attempts to assess the level of tourists’ intervention in food-related
activities, the research process was based on a positivist paradigm (Altinay & Paraskevas,
2008; Veal, 2006). As such, data were gathered through an online survey research
methodology, and quantifiable outcomes were analysed through statistical tests in order to
find correlations between variables (Clark et al., 2007).
Screening questions at the beginning of the online survey were introduced to ensure
respondents met the criteria for inclusion in the research. Respondents were screened
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based on four criteria: (i) age (18 years of age or older), (ii) having taken a leisure trip in the
previous year, and (iii) whose travel included, at least, one overnight stay, and (iv) the
participation in an enogastronomic tourism experience (i.e., on-site activities related to wine
and/or food performed during their stay in a tourism destination) – if not, they had to point
out why they never had enogastronomic experiences while on holidays. In case participants
fit into the predefined profile, they would proceed to the second section.
The second section comprised seven constructs (experience co-creation, operant
resources, the interaction between tourists and frontline tourism employees, the interaction
between tourists and local residents, the interaction between tourists, level of expenditure,
and satisfaction) in which respondents were asked to rate them based on their food and
wine tourism experiences on a 7-point Likert scale ranging from 1 = “strongly disagree” to
7= “strongly agree”. The seven constructs were developed by gathering existing scales in
the literature and readjusting them to the theme of co-creation in food-and-wine tourism
experiences (Table 19).

Table 19 – Initial scale items of tourists’ experience co-creation in food-and-wine activities
Constructs

Scale items operationalised in the survey

References

During my stay, I directly interact with local producers (wine; gastronomy).
Experience

co-

creation in tourism

During my stay, I participate actively in wine and gastronomy activities.
My holiday experience is enriched with my participation in wine and

Campos et al. (2017); Mathis
et al. (2016)

gastronomy activities.
I have a keen interest in learning about art/history/science.
Operant resources

I frequently visit museums and/or exhibitions.

Antón

I frequently participate in cultural activities.

Prebensen, Vittersø, and Dahl

Enogastronomic experiences are personally appealing to me.

et

al.

(2017);

(2013)

I identify myself with enogastronomic experiences.
Interaction

During my stay, I enjoy interacting directly with local tourism professionals

between
and

tourists
frontline

tourism employees

Bryce et al. (2017); Mathis et

During my stay, I co-create (active participation and collaboration) with local

al. (2016)

tourism professionals which improves my experience.
Normally, I establish new acquaintance relations with people (local residents).

Interaction
between

(hotel employees; tourism office employees; guides).

tourists

and local residents

Normally, I enjoy spontaneously interacting with local residents (on the street,

Bertella, Cavicchi, and Bentini

in a bar, in a restaurant).

(2018)

Normally, I try to interact with local residents.
Interaction
between

During my stay, I find it gratifying to interact with other tourists.
tourists

et

al.

(2016);

Reichenberger (2017); Rihova
Interaction with other tourists enhances my tourism experience.

and tourists

Mathis

et al. (2015)

I prefer to spend more time and money during an engaging tourism
Level
expenditure

of

experience (be an active participant in the activity; not a passive observer).

Buonincontri

I am likely to buy products sold in a shop.

Liang (2017)

I am more likely to buy a product made by me during the experience.
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If I have to choose between the product made by me during the experience
and the product sold by the shop I would buy “my product”.
Normally, I feel that my holidays enrich my life.
Satisfaction

Normally, I feel much better about myself after the holidays.

Mathis et al. (2016)

Overall, a co-creative experience (active participation and collaboration with
others) adds pleasure and value during my visit.

Source: authors’ elaboration
The third section was designed to assess the respondents’ willingness to participate in two
hypothetical food and wine experiences, by rating the different stages of the experiences
on a 7-point Likert scale ranging from 1 = “not at all interested” to 7= “very interested”. Likerttype scales can be a helpful tool for operationalising constructs such as attitudes and
preferences (Richards & Munsters, 2010), and, thus, responses can be quantified (Veal,
2006) based on the positive-negative tendency towards the object being studied (Clark et
al., 2007). The 7-point Likert scales were employed following other studies on co-creation
and food-and-wine tourism experiences (Busser & Shulga, 2018; Kim & Eves, 2012; Leri &
Theodoridis, 2019; Prebensen, Kim, & Uysal, 2015; Santos-Vijande, López-Sánchez, &
Pascual, 2018). Additionally, given the exploratory and developmental nature of the
research, the 7-point Likert scale was found appropriated to extract underlying constructs
in the questionnaire (Robinson & Getz, 2013).
Fourth, and last, section collected data on sociodemographic information (gender, age,
country of residence, level of education, main occupation, professional background, and
academic/vocational background). The survey was based on existing scales in English and
translated into French, German, Portuguese and Spanish by members of the research
team, some of whom are bilingual and native speakers. A pilot of the survey was
administered to tourism scholars for further refinement and, subsequently, to 19 tourists of
different nationalities to test its length and readability. Few adjustments were made to the
wording of some variables, such as adding information explaining some constructs.

6.4.2

Data collection and analysis

Due to limited financial resources and time (Neuman, 2014) and to contact respondents
located in different international contexts (Altinay & Paraskevas, 2008) and across a broad
population, an online survey was employed. A respondent-completion questionnaire survey
was designed and employed as in this case the participation patterns in tourism activities
had to be assessed (Veal, 2006).
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The online survey was available for approximately 10 months, from November 6 th, 2018 to
September 30th, 2019. It was disseminated through email, Facebook groups (e.g.
FoodTrekkers: Eat Well, Travel Better) and Instagram groups for food and wine travellers.
In addition, the survey was promoted through a variety of organisations (International Wine
Tourism Association, World Food Travel Association, Ontario Culinary Tourism Association,
and Creative Cities of Gastronomy), Internet sites and mailing lists to reach food and wine
travellers (with no incentive being offered). The sampling frame was respondents who
participated in destinations’ onsite food and wine activities during their holidays.
In total, 970 responses were received, however, only 500 were valid (completed) and
retained for analysis. From these, 243 respondents reported that they had food-and-wine
experiences while on holidays. Data screening to prepare the data for analysis was
conducted including some procedures to make results more interpretable, by controlling
missing data and by coding open-ended questions. The data have been processed and
analysed with the IBM Statistical Package for the Social Sciences (SPSS) 25.0.
Sociodemographic characteristics and travel behaviour were analysed using univariate
descriptive statistics. The 22 items of the drivers to co-create in food-and-wine activities
were subjected to principal component factor analysis (PCA), as demonstrated in table 6.
The Kaiser–Meyer–Olkin (KMO) measure of sampling adequacy (KMO = .828) exceeding
the recommended value of 0.6 (Pallant, 2010) and 0.7 (Field, 2009) and Bartlett’s test of
sphericity (χ2, 3061, 529, df = 231, p < .000) confirmed that factor analysis was appropriate
on the initial 22 items. In order to test the proposed hypotheses, between the factors
extracted from the PCA and the two experiences (wine and food separately), Spearman’s
correlations were employed to test the relations between them. Additionally, the impact of
gender and age on the level of interest in active participate in food-and-wine experiences
were tested. Significative differences were determined at the confidence level of 95%.

Sociodemographic and travel behaviour information of the respondents is summarised in
Table 20. Research results display that respondents’ gender was closely distributed: female
(52.3%) and male (47.7%) and respondents were aged mainly aged from 18 to 35 years
old (34.6%) and 46 to 65 years old (34.2%). This proves that groups of younger and older
respondents were included in this study.
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Table 20 – Overview of respondents' sociodemographic characteristics and travel
behaviour

Variables

N
(=243)

%

Gender

Variables

N
(=243)

%

Highest level of education

Female

127

52.3

High school degree

22

9.1

Male

116

47.7

University degree

73

30.0

Postgraduate/Master

96

39.5

Doctoral degree

51

21.0

Post-doctoral

1

0.4

Social Sciences

86

35.4

Services and Sales

45

18.5

Arts and Humanities

37

15.2

Age
18-35

84

34.6

36-45

68

28.0

46-65

83

34.2

65+

8

3.3

Region of residence

Academic/vocational background

Europe

194

79.8

Engineering, Manufacturing and Construction

23

9.5

America

29

11.9

Science, Mathematics and Computing

18

7.4

Asia

16

6.6

Education

13

5.3

Africa

2

0.8

Health and Social Protection

13

5.3

Oceania

2

0.8

Agriculture

8

3.3

Portugal

99

40.7

Employee

150

61.7

Italy

15

6.2

Self-employed

31

12.8

Spain

14

5.8

Student

29

11.9

Belgium

10

4.1

Entrepreneur

19

7.8

Poland

10

4.1

Retired

8

3.3

Unemployed

6

2.5

Top European countries

Main occupation

Travel party (multiple choice)

Travel frequency

Travel with friends

93

25.0

One time

129

53.1

Travel with partner

90

24.2

Multiple times

36

14.8

Travel with friends and family

49

13.2

Two times

21

8.6

Travel alone

40

10.8

Once a year

19

7.8

Travel with family with children (up

38

10.2

Twice a year

9

3.7

Travel with group package travel

33

8.9

Multiple times a year (3 or more times)

9

3.7

Travel with family no children

29

7.8

to 12 years old)

Source: authors’ elaboration
Research results revealed that the majority of respondents were from Europe (79.8%),
coming mainly from Portugal (40.7%), Italy (6.2%) and Spain (5.8%). More than 90% of
respondents had an undergraduate or postgraduate university degree, mainly in social
sciences (35.4%) and in services and sales (18.5%), and the majority was employed
(61.7%). Approximately 25% of respondents travelled with their friends and 24.2% travelled
with their partner. The majority of respondents that reported that they performed on-site
activities related to food-and-wine travelled at least once (53.1%). Table 21 displays the
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tourists’ interest to actively participate in food and wine activities in ranked order according
to the stage of the experience. If the highest-ranking items, those ranked higher than 5.5,
are considered, it is apparent that for the wine experience three activities dominate: the
tasting, the blending of the wine grape varieties and a brief introduction to wines (theory).
Concerning the food experience, all the stages encompassing the experience gathered a
moderate level of interest (all items were above 5.8 on a 7-point Likert-type scale). These
results can mirror the fact that cooking can be an everyday activity and, therefore, a cooking
class can be more meaningful to tourists, as they can relate it to their previous or future
tourism experience. On the other hand, bottling and labelling are not everyday activities,
and more technical, which may not be so meaningful to tourists.

Table 21 – Descriptive statistics regarding tourists’ interest to actively participate in the
stages of two experiences related to wine and food
Type of experience
Wine experience
W1 – Brief introduction to wines (theory)

N

Mean

SD

243

5.57

1.387

W2 – Wine tasting
243
6.25
W3 – Blend construction (mixing the wine grape varieties)
243
5.70
W4 – Bottling
243
5.07
W5 – Place cork in the bottle (coiling)
243
4.92
W6 – Encapsulation
243
4.64
W7 – Label design (drawing of the label)
243
5.32
W8 – Final photo of the experience
243
5.29
Food experience
FOOD1 – Receive an explanation of food products and ingredients used
243
6.23
FOOD 2 – Pick your own ingredients
243
5.76
FOOD 3 – Cooking class with a chef
243
5.89
FOOD 4 – Cooking class with local people
243
6.10
FOOD 5 – Eat the meal you cooked yourself
243
6.17
7-point Likert-type scale (1 = not at all interested, 7 = very interested.)

1.180
1.334
1.455
1.513
1.587
1.557
1.573
1.001
1.302
1.363
1.279
1.314

Source: authors’ elaboration

Both activities display different levels of physically active participation. This is because they
were created based on existing experiences offered in the hospitality industry, with some
minor adjustments. For the food experience, "Cooking class with a chef" and "Cooking class
with local people" were added. For the wine experience, short explanations of the different
technical stages were added to provide additional information to respondents.
Stated preferences (SP) data have been used in many fields and later extended to the travel
and tourism industry (Albaladejo-Pina & Díaz-Delfa, 2009). Developing and validating
questions based on SP can imply hypothetical bias as respondents can overstate their
intended behaviour (Whitehead & Wicker, 2018). On the other hand, the main advantage
of employing SP is that it can predict tourists’ choice patterns and improve knowledge on
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actual behaviour in activities where data is scarce (Alexandros & Shabbar, 2005;
Whitehead, Weddell & Groothuis, 2016).
Table 22 – Results of the principal component factor analysis of the drivers to food-andwine experiences co-creation (n=243)
Factor
Loading

Factor and item

Cronbach
Alpha α

Variance
explained
% (VE)
34.923

Eigenvalue
(EV)

Factor 1 – Experience co-creation in tourism
.863
1) During my stay, I directly interact with local producers (wine; gastronomy).
.550
2) During my stay, I participate actively in wine and gastronomy activities.
.756
3) My holiday experience is enriched with my participation in wine and
.811
gastronomy activities.
7) Enogastronomic experiences are personally appealing to me.
.833
8) I identify myself with enogastronomic experiences.
.823
Factor 2 – Interaction between tourists and local residents
.842
11.421
11) Normally, I establish new acquaintance relations with people (local
.689
residents).
12) Normally, I enjoy spontaneously interacting with local residents (on the street,
.826
in a bar, in a restaurant).
13) Normally, I try to interact with local residents.
.836
16) I prefer to spend more time and money during an engaging tourism
.449
experience (be an active participant in the activity; not a passive observer).
Factor 3 – Interaction between tourists and frontline tourism employees
.799
7.951
9) During my stay, I enjoy interacting directly with local tourism professionals
.514
(hotel employees; tourism office employees; tour guides).
10) During my stay, I co-create (active participation and collaboration) with local
.534
tourism professionals, which improves my experience.
18) I am more likely to buy a product made by myself during the experience.
.903
19) If I have to choose between the product made by myself during the
.892
experience and the product sold by the shop I would buy “my product”.
Factor 4 – Operant resources
.805
7.284
4) I have a keen interest in learning about art/history/science.
.755
5) I frequently visit museums and/or exhibitions.
.904
6) I frequently participate in cultural activities.
.736
Factor 5 – Satisfaction
.688
5.658
20) Normally, I feel that my holidays enrich my life.
.785
21) Normally, I feel much better about myself after the holidays.
.800
22) Overall, a co-creative experience (active participation and collaboration with
.555
others) adds pleasure and value during my visit.
Factor 6 – Interaction between tourists and tourists
.908
5.224
14) During my stay, I find it gratifying to interact with other tourists.
.852
15) Interaction with other tourists enhances my tourism experience.
.899
Extraction method: PCA. Rotation method: varimax with Kaiser normalisation. Rotation converged in ﬁve iterations; total
variance: 72.461%.
7-point Likert-type scale (1 = strongly disagree, 7 = strongly agree.)

7.334

2.398

1.670

1.530

1.188

1.097

explained

Source: authors’ elaboration
One of the items, “I am likely to buy products sold in a shop”, displayed low loadings (less
than 0.5) and, consequently, was removed from the final model to improve its robustness.
PCA was processed to ensure uni-dimensionality and internal consistency of the constructs
as the items of each construct were extracted from the literature but were modified to suit
the context of the study. As the purpose of these analyses was to explore the drivers of cocreation underlying the set of food-and-wine items, a PCA with Varimax rotation was
performed. PCA revealed a six-component solution with eigenvalues exceeding 1,
explaining 34.9%, 11.4%, 7.95%, 7.28%, 5.65% and 5.22% of the variance, respectively.
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These components were found to be reliable, as their Cronbach’s alpha (α) values were
above 0.7 (Pallant, 2010), except for satisfaction (with α = .688). Nevertheless, low alpha
values tend to be related to the small number of items and not particularly associated with
poor internal consistency (Martire et al., 2002).
The factorial analysis excluded the component of the "level of expenditure" previously
tested by the research of Buonincontri et al. (2017). The items composing the excluded
component were grouped in two different components as illustrated in table 6. This may be
because the "level of expenditure" was employed in a general context, while this study was
specially developed for a food-and-wine co-creation context. It can also mirror the relevance
of the activities developed between tourists and the local residents reflecting a higher level
of engagement with the experiences (Bertella et al., 2018; Richards, 2014), and a higher
cultural immersion experiencing a sense of “authenticity” (Adongo et al., 2017). As tourists
carry out experiences in which a higher level of active participation is required (i.e.
performing a cooking workshop), the need to interact with and rely on tourism professionals
is essential to raise the experience to its full potential (Bryce et al., 2017; Buonincontri et
al., 2017).
Study results from the Spearman’s correlation analysis showed that most of the factors are
significantly correlated with all stages of the wine and food experiences. The results are
reported in Table 23. Therefore, the “experience co-creation in tourism” is positively related
to the level of active participation in food-and-wine tourism experiences, being H1
supported. Factor 4 defined as “operant resources” and the “wine tasting” (W2) stage
revealed no correlation (Rho=0.084; p=0.194). Therefore, H2 was partially supported.
Regarding Factor 3 – “Interaction between tourists and frontline tourism employees” and
the stage “brief introduction to wines” (W1) (Rho=0.120; p=0.061) and the “wine tasting”
(W2) stage (Rho=0.049; p=0.451), results indicate that there is no statistically significant
correlation. Therefore, H3 was partially supported.
Spearman’s correlation analysis showed that “interaction between tourists and local
residents” and the “level interest of active participation in food-and-wine tourism
experiences” are correlated, and, therefore, H4 was supported. However, no statistically
significant correlation was found between Factor 6 – “Interaction between tourists and
tourists” and the “wine tasting” stage (W2) and drawing the “label design” (W7) (Rho=0.108;
p=0.094 and Rho=0.112; p=0.080). For that reason, H5 was partially supported.
Spearman’s correlation analysis also indicated that “satisfaction” was correlated with the
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level of interest of active participation in food-and-wine tourism experiences, being H6
supported.
Concerning the “level of expenditure”, this factor was reduced and divided by the PCA. As
displayed in Table 22, the “level of expenditure” was repositioned into Factor 3 –
“Interactions between tourists and frontline tourism employees” with high factor loadings
(>0.8), as the activities were co-created with tourism staff during the experience. It means
that there is a relation between the latent construct of the level of money spent on the
outcome of the co-creative experience and the direct interaction between tourists and
tourism employees. The item “I prefer to spend more time and money during an engaging
tourism experience (be an active participant in the activity; not a passive observer)” was
also relocated into Factor 2 – “Interaction between tourists and local residents”. For this
reason, H7 was supported.

Table 23 – Spearman correlation (Rho) between factors with the level of interest to actively
participate in different stages of two experiences

W1

W2

W3

W4

W5

W6

W7

W8

FOOD1

FOOD2

FOOD3

FOOD4

FOOD5

F1 Experience co-creation in tourism

.271**

.330**

.334**

.246**

.257**

.241**

.290**

.360**

.413**

.285**

.348**

.391**

.315**

F2 Interaction between tourists and local residents

.289**

.176**

.279**

.266**

.266**

.273**

.252**

.310**

.375**

.294**

.314**

.396**

.314**

**

**

**

**

**

**

.256

**

**

**

**

.399**

.270

**

**

.235**

**

**

F3 Interaction between tourists and frontline tourism employees
F4 Operant resources

.120
**

.199

**

.049
.084
**

.189

**

.168

**

.300

**

.192

**

.321

**

.178

**

.369

**

.172

**

.314

**

.196

**

.350

**

.192

**

F5 Satisfaction

.184

.188

.257

.285

.300

.293

.212

.306

.322

F6 Interaction between tourists and tourists

.205**

.108

.178**

.187**

.159*

.227**

0.112

.308**

.190**

.468

**

.218

**

.389

**

.180

**

.270

.411

.332

.408

.378**

.178**

.254**

.238**

.231**

** Correlation is significant at the 0.01 level (2-tailed).
* Correlation is significant at the 0.05 level (2-tailed)

Source: authors’ elaboration

In order to explore any correlation between the level of interest in active participation in
food-and-wine experiences and gender, the Mann–Whitney U test was employed. Results
revealed statistically significant differences between gender and the stage of “pick your own
ingredients” (U = 5883.000, p = 0.005), “cooking class with a chef” (U = 6009.500, p = 0.009)
and “cooking class with local people” (U = 5945.000, p = 0.005). The stage “pick own
ingredients” tends to have a lower interest to male tourists, but, conversely, male tourists
tend to have a higher interest in cooking classes with a chef rather than female tourists.
Female tourists tend to have a higher interest in a cooking class with local residents.
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Based on the Kruskal-Wallis test, results revealed that there were statistically significant
differences between the age group and the stages of “pick your own ingredients” (X2 =
16.710, p = 0.001), “cooking class with a chef” (X2 = 9.058, p = 0.029), “cooking class with
local people” (X2 = 21.812, p = 0.000) and “eat the meal you cooked yourself” (X2 = 12.094,
p = 0.007). There appears to be evidence that tourists above 65 years old seem to be less
interested in those stages of the food experience that the other age groups prefer (median
of 5.00 against medians between 6.00 and 7.00).

This study indicates that the construct of co-creation, as a consequence of tourists’ active
participation in the creation process, is correlated with food-and-wine experiences. Tourists
considered it in their interest to participate actively in the food-and-wine activities, as the
experience proved personally relevant and self-related” (Campos et al., 2018; Ind & Coates,
2013; Liang, 2017; Prebensen, Vittersø, & Dahl, 2013).
Results indicate that tourists’ operant resources, such as knowledge and skills acquisition,
are not the main driver underlying their interest to actively participate in the wine experience,
particularly, in the wine tasting stage. The influence of tourists’ operant resources is, though,
evident on the level of interest in participating in all the other stages of the wine and food
experiences. This leads to the interpretation that the wine tasting stage (although it can be
an experience on its own) implies a lower level of participation and creativity in the cocreation process, contrasting with the other stages of the wine experience.
Results underline the fact that the interaction between tourists and frontline tourism
employees was not correlated to the theoretical introduction to wines and the wine tasting
stages. That is to say that tourists perceived that the frontline tourism staff may not influence
their level of interest in participating in those stages, but, conversely, the tourism staff may
be seen as facilitators in the other stages of the experiences as they require more skills and
support. These findings reflect what is argued by Campos et al. (2018) and Murdy et al.
(2016) in their studies regarding the facilitating role of the tourism employees in the cocreation process. In addition, gaining wine knowledge (introduction to wines) among young
consumers is regarded as a less important motivator in the wine experience (Stergiou,
2018).
This investigation further indicates that the interaction between tourists and local residents
was correlated with the tourists’ level of interest in actively participating in food-and-wine
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tourism experiences. This is to say that tourists are likely to participate in food-and-wine
activities when it involves members of the local community at a destination. Prior research
has suggested that food tourists are keen to engage with local chefs and local food
producers to embed with the destination (Su, Johnson, & Mahony, 2018).
The findings of this study show that interaction among tourists while participating in a wine
experience at a destination is not a driver underlying their interest to actively partake in the
wine tasting and the design of the bottle label stages. Past research claimed that the
experience exchange with other tourists at a destination did not have a strong influence in
the process of experience co-creation in tourism (Buonincontri et al., 2017). Contrary to
what is advocated by Joy et al. (2018) that wine tourism experiences (at a winery setting)
enable interactions between tourists, the current study suggests that particular wine-related
activities do not have that influence. Furthermore, during a wine tasting, due to its individual
consumption nature, and lower physical active participation (you only have to taste), the
interaction is mainly developed between the tourist and the interlocutor who may be a
winemaker or wine producer. The same holds for the design of the bottle label. This activity,
however, has extra value because of the more intensive the co-creative role played by
tourists during this stage of the wine experience. This individual more self-creative activity
requires more inner-self throughout the experience as supported by Tan, Kung, & Luh
(2013).
The current study also proved that as the level of satisfaction rises, the more active your
co-creative participation in a tourism experience is reached. Furthermore, tourists even
perceived that having an active role in destination activities (through co-creation of
experiences) had a positive influence on their total holiday satisfaction. These results
emphasise the findings of previous studies (Buonincontri et al., 2017; Shulga et al., 2018).
Research results demonstrated that male tourists tend to have a higher interest in cooking
classes with an (expert) chef rather than female tourists, as they have higher interest to
develop their cooking skills with local residents. The same applied to the “pick own
ingredients” stage. This outcome is in line with extensive research, in which socioeconomic
variables, such as age and gender, have influence, particularly on wine tourists' behaviour
(Mitchell, Hall, & McIntosh, 2000; Hall, & Mitchell, 2008). In particular, the present study
postulates that gender influences the level of interest in participating actively (co-creating)
in specific food-related activities.
The current research further suggests statistically significant differences based on age
across the food experience stages. Tourists above 65 years old seem to be less interested
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in partaking in cooking classes. These results may mirror the fact that cooking is an ordinary
activity. Conversely, younger food tourists seem to be more willing to actively participate in
these experiences. These results underscore the findings of Gu and Huang (2019) in the
sense that younger food tourists are more likely to get involved and immersed in the
experiences rather than older tourists, who usually encounter more constraints. Moreover,
food-and-wine travel markets are not demographically or behaviourally homogeneous as
acknowledged by the study of Robinson, Getz and Dolnicar (2017).

Although considerable research on food and wine tourism has been conducted, research
concerning tourists’ active participation, especially within food-and-wine scenarios remains
scarce. Besides, when exploring a small number of activities in wine-related settings,
authors fail to provide empirical research on the experience co-creation of tourists that takes
place in this type of settings. The insights generated in the current study through the
exploration of latent constructs in the co-creation of food-and-wine experiences provided a
roadmap to enhance knowledge about co-creative food-and-wine activities.
This study is the first to attempt to differentiate the level of physical active participation
between two different experiences: one dedicated to a winemaking process experience and
another entirely related to a cooking class experience. Furthermore, this study provides
empirical evidence about the underlying drivers of co-creation in food-and-wine tourism. It
demonstrated that tourists’ prior knowledge and creative skills did not influence the level of
interest in participating in wine tastings. However, tourists may feel less comfortable in
participating in more technical stages of the wine experience, in which prior knowledge and
skills may be seen as crucial to successfully conclude the experience.
The interaction between tourists and frontline tourism employees during the wine
experiential process showed significant outcomes. In wine stages implying a lower level of
physical active participation such as the introduction to wines and the wine tasting,
interaction with tourism staff did not influence tourists’ active participation. On the other
hand, interaction with the local community may be viewed as a driver to co-create food-andwine experiences. Furthermore, social interactivity with other tourists while performing a
wine tasting or design the label of a bottle was not considered as an underlying driver to cocreate.
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Sociodemographic variables such as age and gender were found to be influencers of the
level of interest to physically active participate (co-create) in specific food-related activities.
Older tourists were less keen to join cooking classes, in contrast to younger tourists showing
more willingness to participate in cooking activities while on holidays. Previous research
has shown how sociodemographic segmentation by cohorts (Baby-boomers, Generation X,
Millennials) is an important criterion to understand consumption’s behaviour.
As such, it is crucial to understand what features of food and wine production processes
provide compelling tourism experiences to co-create. Only then wine tourism professionals
can create the best service packages for each of their client segments and inform them
about the benefits they will obtain. This approach will not only favour the demand side, but
most certainly also the supply side, more specifically wine hotels, wine bars, wineries, food
markets, and agritourism) units.

This study displays several limitations that future research should address. The study
focused on assessing the level of interest to actively participate in two hypothetical
experiences, which means that tourists were requested to answer based on their stated
preferences. Despite the difficulties in gathering tourists to take part in experimental
research (food-and-wine related) while on their holidays, relevant data could be obtained
from the experimental method, exploring their revealed preferences.
Another research limitation is related to the number of stages included in the two
experiences. In the current study, the food experience did not include technical
variants/sub-activities/stages. Readjusting the food experience towards a more complex
and technical lot of activities could be appropriate to assess greater differences among the
stages of the food and wine experience.
For these reasons, further research should be implemented to explore how tourists perceive
the physical active participation in food-and-wine tourism experiences on the spot, in
complex real-life situations. Given the tourist demand for more participatory experiences as
well as the tourist market’s need for self-development and transformational experiences,
there is scope for more research of these factors within food-and-wine settings.
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CHAPTER 7 | CONCLUSIONS AND IMPLICATIONS

In general, the literature acknowledges that co-creation adds value to the tourism
experience. However, empirical research of food-and-wine tourism towards co-creation
remains scarce. For this reason, this thesis aimed to analyse the impact of co-creation on
food-and-wine tourism destination experiences.
The first part of the thesis (2nd chapter) focused on the identification of regional innovation
strategies based on food tourism. The systematic literature review results revealed the three
most discussed dimensions within regional development strategies: (i) innovation taking
form of breakthrough experiences in food-museums and creative cuisines around the
concept of ‘terroir’ restaurants; (ii) territorial networks exemplified by informal ties between
farmers, restaurateurs and tourists and (iii) the development of cross-sectoral platforms and
network-collaboration, followed by governance represented in food tourism strategic
models and regulation and place development through food-and-wine routes and related
festivals. Although these dimensions reflected the positive influence of food tourism
approaches in regional and territorial dynamics (Boesen et al., 2017; Dougherty & Green,
2011; Gyimóthy, 2017; James & Halkier, 2016; Lee et al., 2016; Montanari & Staniscia,
2009; Quaranta et al., 2016; Rinaldi, 2017), the systematic literature review findings
disclosed different uncovered issues.
The innovation dimension is addressed in the development of new tourist attractions by
recovering old spaces/ buildings and employing creativity around local products and
gastronomy. Creative innovation is placed in the atmosphere of restaurants and foodrelated businesses, in the manipulation of traditional culinary processes, and in the cocreation of new local dishes with visitors of food-related museums (Hjalager & Wahlberg,
2014; Lee et al., 2015; Metaxas & Karagiannis, 2016; Tresidder, 2015). These findings
underline the importance of taking advantage of the innovative food-and-wine tourism
experiences and co-creation relationships.
Supported by the literature, in this first part of the thesis, it was also noteworthy to explore
and to identify the main dimensions of co-creation in tourism experiences in general, and in
on-site food-and-wine experiences in particular (3rd chapter). The systematic literature
review findings suggested that co-creation within the tourism industry had been theorised
mainly around four perspectives. These theoretical perspectives divided into management
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models, marketing, technology and psychology discussed the potential benefits arising from
the implementation of co-creation methodologies in tourism experiences.
From a management standpoint, co-creation literature discussed on customer experience
management, the maintenance of innovation in tourism experiences, organisational (private
and public stakeholders) collaboration on the supply side and on experience-centric
approaches (Baccarani & Cassia, 2017; Del Vecchio et al., 2015; Eide et al., 2017; Hwang
& Seo, 2016; Magee & Gilmore, 2015; Melis et al., 2015; Morgan et al., 2009; Mossberg,
2008; Prebensen et al., 2013; Rihova et al., 2015; Ross et al., 2017; Weiler & Black, 2015;
Zátori, 2016). The management perspective has been attempting to operationalise the cocreation model into tourism ecosystems (tourism destination and tourism operators).
Regarding the marketing perspective, the findings were mainly examined in light of the
service-dominant logic (SDL), which focuses on intangible resources and relational
exchange processes through the integration of the customer in the service process
(Blazquez et al., 2015; Busser & Shulga, 2018; Chathoth et al., 2016; Johnson & Neuhofer,
2017; Kelly et al., 2017; Liang, 2017; Murdy et al., 2016; Prebensen et al., 2015; SantosVijande et al., 2018; Sfandla & Björk, 2013; Thomas-Francois et al., 2017; Upadhya & Vij,
2016; Vargo & Lusch, 2004). All these authors investigated innovative marketing strategies
and techniques to build, communicate and promote the core values of co-creation in tourism
businesses (micro-level) and tourism destinations (macro-level) as a differentiation
strategy.
The technological approach to co-creating experiences was found to be one of the most
prominent topics in tourism research. The advent of new technologies increased the tourism
experience before, during and after travel through mobile apps, virtual and augmented
reality (Buhalis & Foerste, 2015; Buonincontri & Micera, 2016; Gibbs et al., 2016; Lee et al.,
2017; Li et al., 2017; Neuhofer et al., 2012; Neuhofer et al., 2014; Polese et al., 2018;
Tussyadiah, 2013; Von Solms & Von Solms, 2016). Due to the changing structure of the
tourism ecosystem, the way experiences are designed (information search and online
booking), distributed (internet-based platforms; peer-to-peer networks) and consumed (cocreated) are changing the whole process of value creation in food tourism consumption.
From a psychological viewpoint, destinations are adjusting their tourism offer as tourists are
continually changing their needs and motivations. This is evident as tourists are searching
for activities that allow them to learn and self-develop through their active participation (cocreation dimension) at the destination experiences (Antón et al., 2017; Buonincontri et al.,
2017; Campos et al., 2017; Campos et al., 2018; Prebensen & Xie, 2017; Lee et al., 2017;
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Sthapit et al., 2018; Suntikul & Jachna, 2016; Zatori & Beardsley, 2017). The active
participation, one of the co-creation dimensions, is reflected in the tourists’ level of physical
participation in destinations’ activities. Value will be generated depending on the tourists’
level of participation and their perception of meaning or utility in the co-creation process
(Cabiddu et al., 2013; Ind & Coates, 2013).
The systematic literature review revealed that active participation in food-related activities
(e.g. culinary preparations) has been mainly studied under the sharing economy
background, such as Airbnb and/or EatWith (peer-to-peer) settings, conferring, at the same
time, a higher perceived degree of authenticity in the co-creation process. The learning
dimension of experiences of food-and-wine co-creation is a relevant output for tourists that
expect to obtain creative and cultural values and skills resulting from the activities, as well
as embeddedness with the tourism destination. Although co-creation is studied in a
relatively limited context of food-and-wine tourism practices, the study illustrated how
the topic has been gaining importance for the tourism industry over the past two years
and for its practitioners. In addition, it illustrates future research guidelines that must
be met, as the demand for this type of food-and-wine tourism consumption is
challenging.
These two systematic literature reviews gave rise to the subsequent empirical studies. The
first empirical study focused on the perceptions of public and private stakeholders (supplyside) regarding the development of food-and-wine tourism products and their relationship
within territories, in the particular case of the Northern Portugal region. The second and
third empirical studies concentrated on tourists' behaviour towards co-creating food-andwine tourism experiences during their trips (demand-side).
The findings of the in-depth interviews’ content analysis with food-and-wine tourism
stakeholders in Northern Portugal suggested that their scarce cooperation tended to lead
to negative competition and conflict among them. These research findings are consistent
with the literature (Alonso & Northcote, 2008; Gammack, 2006) that guided the study. The
few existing informal partnerships (cooperation) are limited in the number of businesses
and are based on previous inter-personal relationships supporting the work of Beritelli’s
(2011), Damayanti et al.’s (2017), and Wang & Xiang’s (2007).
In spite of the overall agreement in food-and-wine destination attributes, of particular
interest was the interviewees’ recognition on the lack of promoted complementarity of foodand-wine in the local cuisines (restaurants; hotels), mirroring the scarce collaboration
among wineries, restaurants, wine museums, food-themed hotels and tourism-related
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services. Evidence suggested that food and wine products in Northern Portugal destination
are still promoted separately not following the tourism market trends of pairing these
products.
Nevertheless, ongoing efforts are being made by both private and public players to develop
micro-thematic routes based on endogenous products, with Protected Geographical
Indication (PGI) and Protected Designation of Origin (PDO) labels.
Lastly, all interviewed stakeholders acknowledged that food-and-wine products rooted in
place attachment are assets that can provide a competitive edge to Northern Portugal as a
tourism destination. However, the results revealed that there is the need to employ creativity
in reinventing traditional dishes and/or creating innovative food-and-wine attraction
concepts in this geographical area. By following the contemporary needs and motivations
of the tourism demand markets, authors such Hjalager and Wahlberg (2014), Pearson and
Pearson (2017) and Tresidder (2015), suggest that tourists should get physically involved
in the co-creative processes of food-and-wine experiences.
After the analysis carried out on the territorial development strategies based on food-andwine tourism in Northern Portugal, a co-creation construct in gastronomy and wine activities,
in particular, was conceived. This step derived from the observation that the analysis of the
co-creation construct had become a growing research area among academics given the
evident advantages of the active involvement of tourists in a diverse range of tourism
activities. Despite the emergence of co-creation as a significant research area, a large
portion of these studies did not apply to food-and-wine contexts, which indicated that further
empirical research was necessary on both the demand and supply side.
The findings of the study, based on the focus group session and semi-structured interviews,
revealed that tourists perceived co-creation as a combination of seven dimensions. Out of
seven dimensions, unveiled by a word association test, the social interaction dimension
gathered more agreement among tourists. Consequently, it was recognised that some cocreation dimensions might have been overlooked by other studies, such as the case of
social sustainability and environmental awareness. Concerning the participation in foodand-wine activities during holidays, the interviewed tourists showed an ‘active’ consumption
of mainly core-related experiences, such as wine and whiskey tastings and tours (but also
other beverages and olive-oil). The most significant attributes of the experience were the
atmosphere and the landscape. The respondents also emphasised the learning dimension.
Even those who were not particularly appealed by wine products showed interest in
acquiring knowledge about wine-making creation processes. This group of respondents
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stated that food-and-wine was not the primary reason to travel but rather complementary to
their holidays.
Respondents, when confronted with a hypothetical experience, appeared to be more willing
to actively participate in food-related experiences than in wine activities. Moreover, stages
which required more technical skills were perceived as less attractive. This study led to the
construction of a model that promotes the development of appealing co-creative
experiences for food-and-wine tourism contexts (accommodation, bars, restaurants), taking
the seven dimensions disclosed by the research into consideration.
Four dimensions of the model – social interaction, novelty-seeking, creativity and social
sustainability – were further analysed as drivers of co-creation through quantitative
methods. Environmental awareness was excluded from further analysis due to the lack of
relevant literature. The two outputs that derived from the co-creation experiences, namely
enjoyment and memorable experiences are briefly considered in the qualitative and
exploratory part of the thesis and are described as results of the tourists’ co-creation
process. As they do not fully coincide with the scope of the present study, they will be
addressed as directions for future research.
This new model is related to the next empirical study, which focused on tourists’ drivers in
co-creating food-and-wine tourism experiences. Therefore, tourists were encouraged to
answer an online questionnaire and those who participated actively in food-and-wine
activities during their holidays were questioned about their underlying drivers to co-create
in tourism-related experiences. They were also asked about their level of active participation
in two hypothetical experiences, one in a wine-related setting and another in a food-related
setting. In general, the research results reveal that experience co-creation, interaction
between tourists and local residents, interaction between tourists and frontline tourism
employees, the tourists’ operant resources, and satisfaction level of the tourists’ previous
experiences influence the level of active participation in food-and-wine tourism experiences.
However, the findings of the correlation analysis suggest that tourists’ operant resources
such as knowledge and skills acquisition, are not the primary drivers underlying their interest
to actively participate, particularly, in the wine tasting stage. The influence of tourists’
operant resources is, though, evident on the level of interest in participating in the other
stages of the wine and the food experiences. Also, the results of the correlation analysis
underline the fact that the interaction between tourists and the frontline tourism employees
was not correlated to a theoretical introduction to wines, specifically, and the wine tasting
stages, in general. That is to say, tourists perceived that the frontline tourism staff might not
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influence their level of interest in participating in those stages, but conversely, the tourism
staff may be seen as facilitators in the remaining stages of the experience (blend
construction, bottling, coiling, encapsulation, drawing the bottle label and the photo of
experience), as they require more skills and support.
The findings of the study also show that interaction among tourists during a wine experience
is not a driver to actively participate in the wine tasting and the drawing of the bottle label
stages.
The present study postulates that gender and age have an influence on the level of interest
in participating actively (co-creating) in specific food-related activities. Results
demonstrated that male tourists tend to have a higher interest in cooking classes with a
Chef rather than female tourists as they have higher interest to develop their cooking skills
with local residents. The same applied to the “pick your own ingredients” stage. When it
comes to age, tourists over 65 years old seem to be less interested in partaking in cooking
classes, contrary to younger food tourists.

Table 24 – Research hypotheses
“Experience co-creation in tourism” is positively related to the level of
active participation in food-and-wine tourism experiences.

H1 supported

“Operant resources” and the “wine tasting” stage revealed no
correlation.

H2 was
partially
supported

“Interaction between tourists and frontline tourism employees” and
the stage “brief introduction to wines” (W1) and the “wine tasting”
(W2) stage results indicate that there is no statistically significant
correlation.
“Interaction between tourists and local residents” and the “level
interest of active participation in food-and-wine tourism experiences”
are correlated.
“Interaction between tourists and tourists” and the “wine tasting”
stage (W2) and drawing the “label design” (W7).
“Satisfaction” was correlated with the level of interest of active
participation in food-and-wine tourism experiences.
Concerning the “level of expenditure”, this factor was reduced and
divided by the PCA. As displayed in table 6, the “level of expenditure”
was repositioned into Factor 3 – “Interactions between tourists and
frontline tourism employees” with high factor loadings (>0.8), as the
activities were co-created with tourism staff during the experience. It
means that there is a relation between the latent construct of the level
of money spent on the outcome of the co-creative experience and
the direct interaction between tourists and tourism employees. The
item “I prefer to spend more time and money during an engaging
tourism experience (be an active participant in the activity; not a
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passive observer)” was also relocated into Factor 2 – “Interaction
between tourists and local residents”.

Source: authors’ elaboration

7.2.1

Theoretical contributions

Although several authors have studied food and wine tourism, research concerning tourists’
co-creation in food-and-wine settings remain scarce. The conducted analysis and
discussion contributed mainly to the food-and-wine literature, but also providing insights to
the academic literature on co-creation.
From a theoretical perspective, firstly, this thesis combines both food and wine tourism
viewpoints. Food-and-wine products are complementary to other tourism products that
make part of the tourism industry. The study provided empirical evidence of the relationship
in the fields of food-and-wine tourism and the co-creation of experiences.
Secondly, through a structured review of a vast and fragmented literature collection this
study contributes to the body of knowledge on food-and-wine tourism models in territorial
destination management, and also the co-creation of food-and-wine experiences at
destinations (see Chapter 2;3).
Thirdly, it provides empirical evidence, by using secondary and primary data and different
qualitative and quantitative techniques, reinforcing the relationship of food-and-wine
products and the development of co-creative tourism experiences. Therefore, this study
contributes to the co-creation literature by identifying drivers and themes related to the
overall process of experience co-creation in food-and-wine experiences.
Fourthly, this thesis introduces new drivers to the process of co-creation in food-and-wine
tourism experiences comprising a wide range of new variables/items. More generally, it
extends previous work on co-creation by adding appropriate first-time items (e.g. tourists’
operant resources, the interaction between tourism frontline employees, tourists and local
residents) for the particular context of food-and-wine tourism experiences.
Fifthly, this thesis contributes to a more refined view of the drivers underlying the processes
of co-creation, and in particular food-and-wine experiences. In sum, evidence suggested
that operant resources echoing tourist’s prior knowledge, skills and creative potential, the
frontline tourism employees and interaction among tourists were not correlated to the wine
tasting stage. This evidence contradicts some previous studies, which propose that tourists
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who participate in wine tastings reflect their self-perceived mastering dimension and social
status. However, both tourists’ operant resources and frontline tourism staff may be
regarded as drivers to co-create activities that demand a higher creative and physical
involvement.

7.2.2

Practical contributions

This study has shown the complexity of issues related to the process of co-creation in foodand-wine tourism experiences. The issues addressed have important practical implications
for food-and-wine entrepreneurs, policy makers, and hospitality managers. In addition, it
indicates future research guidelines that must be met, as the demand for this type of
experimental food-and-wine tourism consumption is growing.
The findings of this study show that food-and-wine tourism has a crucial role in territorial
development and, therefore, comprehensive knowledge of the corresponding strategies is
important for business decision-making, territorial planning, as well as economic and
cultural policies. They encourage business owners (tourism and hospitality industry and
food and wine sectors) to form territorial networks as well as cross sectorial platforms (online
distribution channels) in delivering and selling food-and-wine composite (organised) tourism
products. Furthermore, business owners are encouraged to work with other stakeholders in
the process of delivering experiences.
Tourism and hospitality business’ owners and food-and-wine professionals can profit from
a better understanding of how to implement the co-creation model in the food-and-wine
tourism sectors. As tourists are keen to discover the culture of the visited destination through
active participation in food-and-wine experiences, co-creation models are needed to design
experiences that meet their needs for cultural knowledge and social interaction.
Due to the changing structure of the tourism ecosystem, strongly impacted by technological
advances, food-and-wine experiences are distributed and co-created in more direct contact
with the service providers (consumer to consumer), eliminating intermediaries from
distribution channels and changing the whole process of value creation in food-and-wine
tourism consumption. Through fostering and sustaining this co-creation of experiences new
networks should arise; in particular, different levels of businesses integration should be
nurtured. Small hotel managers should promote destination inter-firm relationships with
local boutique wineries, gastro bars and local museums to test different experience products
and to identify their experiences-product portfolio.
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The physical setting, where food and wine activities take place, is noteworthy. Tourists tend
to increase their level of active engagement in experiences in spaces that they perceive to
be more cultural/local-related to the destination. Therefore, managers/owners should
deliver their key food-and-wine activities in spaces related to these local resources (foodand-wine) and take on local residents to deliver a more authentic and meaningful
experience and to increase cocreation of value. These physical spaces may be
interpretative centres of the local gastronomic resources, former dairy factories, abandoned
heritage sites, in which eating and drinking are seen as more than just a meal but rather an
immersive, cultural and innovative experience.
The study further stresses the importance of integrating cooperative strategies between
small scale stakeholders. By joining local initiatives related to endogenous food-and-wine
products, business managers are strongly encouraged to establish partnerships with a wide
range of actors (restaurants, food shops, wine bars, wineries, art galleries, food-and-wine
museums, local artists, tourism animation and public organisations). This study reinforces
the importance of establishing partnerships with the public sector (municipalities, NTOs,
regional organisations related to food-and-wine), as they will facilitate the creation of
composite tourism products, thus increasing a stronger territorial identity. For destinations
and businesses, creative collaborative activities, such as micro-thematic food routes and
street food markets (harnessing local farmers’ market structures) should become part of
their objectives and action plans.
The findings of this study also indicate that destination stakeholders should combine
creativity (e.g. planning the steps of an experience which demands more physical active
participation), environmental (e.g. using natural resources, reusing materials, investing in
biological products) and social sustainability (e.g. interacting with other local stakeholders,
including local residents) practices when designing their food-and-wine experience models.
Creativity can be materialised through exploratory and hands-on activities, where tourists
can learn and experiment with new or different foods or beverages. From a tourist’s
perspective, environmental sustainability may include responsible sourcing of ingredients,
purchasing locally, environmentally-friendly operations, and reducing business waste, such
as replacing plastic water bottles by drinking fountains along vineyards. Social practices
can be materialised through hiring local residents with complementary skills, helping in the
process of experience co-creation (e.g. attending local farmers’ markets and having local
people to teach how to cook traditional dishes) and, thus, impacting society positively.
Therefore, food and wine tourism providers should focus on communicating their
sustainable and creative practices.
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Finally, the findings of the multivariate statistical analysis revealed that tourists’ operant
resources (e.g. prior knowledge and creative skills) were an underlying driver to co-create
in more complex and technical experimental food-and-wine activities. The multivariate
statistical analysis also showed that social interaction with the local community was likewise
a driver to co-create in food-and-wine experiences. In addition, the findings indicated that
younger tourists were more open to actively participate in food-and-wine-related
experiences.
Hence, stakeholders should be aware that tourists are might be well informed about the
food-and-wine products of the destinations before they travel as they get inspired by
television shows and social media posts encouraging more food-and-wine-related travels.
Providing basic wine tastings may not be enough to fulfil the current market demand, as
tourists can interpret it as a globally standardised experience (what used to be “local”
experiences in the past are now more “generic”). A further example includes the
organisation of local food-and-wine festivals and/or markets involving local businesses and
residents promoting food-and-wine heritage and traditions. These local events should also
advocate the information about local farmers’ products and about the terroir. Besides, this
study encourages food-and-wine destination stakeholders to develop marketing strategies
that promote unique environments to experiment “new” (local) food and/or wine
experiences, particularly for Millennials and Generation Z cohorts which tend to get actively
involved in this kind of experiential activities.

As with the majority of studies, the design of the current study is subject to limitations. The
present thesis is divided into two distinct, but complementary, parts: the first being
qualitative and exploratory, and a second part following a quantitative research paradigm.
Concerning the first part of the thesis, although previous qualitative research undertaken in
food-and-wine tourism-related phenomena has demonstrated that it can contribute to
understanding complex phenomena (e.g. Hjalager & Wahlberg, 2014), limitations typical of
qualitative study designs and shared by previous studies (e.g. Everett & Aitchison, 2008;
Paulauskaite et al., 2017; Schuckert et al., 2018) also apply in this research.
A first issue, common to all qualitative research, concerns the generalisability of this study’s
findings to a broader context (chapters 3 and 4). Although generalisations from only nine
(chapter 3) and nineteens cases (chapter 4) may have limited reliability, the richness of the
face-to-face in-depth and semi-structured interviews design allowed the formulation of the
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drivers of the co-creation process of food-and-wine tourism businesses. Regarding the
heterogeneity of the nine cases selected in chapter 3 (they were from different sectors, e.
g. restaurants, public sector, accommodation), a broader sample of stakeholders involved
in the process of regional cooperation to build a coherent destination identity would have
achieved a higher saturation of the findings.
The second issue relates to the online survey research. Given its nature, it is harder to draw
probability samples as it can be difficult to gain access to the geographic scope of the
respondents. So, participants who responded to the survey questions are not a random
sample. In addition, respondents may provide less reliable data as there is no interviewer
to clarify and guide the questions, they may also abandon the survey giving partial data,
and, therefore, the response rate may be lower.
A third issue concerns the environmental awareness theme. In the qualitative exploratory
phase of the thesis (chapter 4), the theme of environmental sustainability emerged. But it
was not validated in the quantitative phase due to the limited research carried out in the
environmental sustainability area concerning food-and-wine tourism. Perspective studies
relating these two areas appeared only when finalizing this thesis (e.g. Gretzel et al., 2019).

The present study has identified some unaddressed issues, which offer the opportunity for
further research. Some research opportunities are presented below, organised from two
different viewpoints: further analysis of the study data; and exploration of related themes
arousing from the study.
Further research could explore in greater detail the potential of existing data and three
aspects are suggested. Firstly, from a regional development strategy standpoint, the
replication of the study considering different Portuguese regions and/or other countries,
would contribute to further explore the results obtained related to the cooperative ties
among public and private stakeholders. And, consequently, to explore the impacts of the
existing or non-existing ties to the identity formation of the regions with food-and-wine
touristic potential. In addition, exploring destination management based on creative tourism
strategies to reinforce food-and-wine regional identities would complement the conclusions
of the thesis.
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Secondly, there is evidence in the literature that age differences exist with concerning active
participation in food-and-wine experiences. Considering that data collected for the purpose
of this research include age information, further analysis of available data would allow
exploring the nature of tourists’ age-related differences regarding their active participation
in food-and-wine activities.
And, thirdly, as the findings of this study revealed differences in tourists’ gender concerning
the active participation in the food experience, particularly in processes of collecting
ingredients and matters of who should guide the cooking workshop (an expert or a local
person) and given the current lack of studies focusing on these variables, further research
would provide significant insights to future business marketing strategies.
In addition to exploring existing data, additional research is recommended, which could
contribute to overcoming some of this thesis’ limitations. Progressively more people are
concerned about environmental issues while travelling which could influence their food-andwine travel behaviour decisions. Further research employing models for assessing and
evaluating the sustainability patterns in food-and-wine-related travels would enable a
greater understanding of the phenomena.
As a growing number of tourists are willing to actively participate in food-and-wine
experiences outside official eating and drinking establishments (restaurants, bar, shops,
…), locals’ home-based activities are growing in the number of providers. For this reason,
the development of experiential offers involving local residents’ homes, and also their key
role in co-creative experiences design, should be further researched.
Finally, future studies should consider the outputs deriving from the co-creation of food-andwine experiences, particularly, the enjoyment and the construction of memorable
experiences. Few recent studies have explored the elements of memorable experiences
through the consumption of local food (e.g. Antón et al., 2019; Stone et al., 2017; Williams
et al., 2019). Sthapit, Coudounaris and Björk (2019) have explored the influence of
experiences co-creation in the construction of a memorable experience through local food
consumption. Nevertheless, the studies have not explored in detail the actual active
participation of tourists in related experiences. Further research should enable a
comprehensive knowledge about these co-creation outputs, from a demand perspective,
and inform the destination stakeholders on how to organise and market these experiences.
Due to the current challenges in international travel caused by COVID-19, numerous new
questions for the tourism industry have emerged.
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The tourism industry is highly prone to external factors that affect its practices at the
economic, social and environmental levels. Rapid response to the COVID-19 was reflected
in the ability to adapt to the new ‘reality’ foodservice concepts, particularly, in delivery
models, such as take-away. The development of innovative and sustainable food-and-wine
and hospitality concepts for the changing consumer behaviour provides a way to more
easily reach some of the 17 Sustainable Development Goals’ of the United Nations – the
2030 agenda (goal number 2 ‘zero hunger’; goal number 11 ‘sustainable cities and
communities’; goal number 12 ‘responsible consumption and production’) that are directly
and indirectly related to food.
From a supply-side perspective, business management models of distant social dining
should be reengineered. Already in Sweden, one restaurant proposes a unique dining
experience in a rural countryside called “Table for one” (Hurst, 2020) offering a social
distance food experience. However, can this business model be implemented in
metropolitan and peripheral urban areas?
Governmental food policies and strategies must foresee the impacts of health and safety
restrictions for local residents and tourism flows. Still, will restaurant communication design
and aesthetics under a digitalisation transition offer effective digital tools (e.g. QR code
menus) for both human resources (frontline employees and business managers) and for
costumers (tourists and local consumers)?
In addition, transformational solutions for food markets and food events will need to be taken
for participants’ social distancing. It is acknowledged that there are limitations of social
gathering of people over certain numbers. For this reason, mainstream and big scale food
events will be downsized and probably be more restricted and exclusive.
From a demand-side perspective, research on the new tourists’ perceptions of hospitality
and behaviour tomorrow’s food tourism is be necessary. Exploring the tourists’ attitudes
towards Artificial Intelligence (AI) in food-and-wine service delivery and experience will be
extremely vital to business adaption. Food-and-wine experiences should be reengineered
to a “contactless” services design, and food-and-wine technologies are a major factor
supporting the change within food-and-wine tourism sectors.
As co-creating food-and-wine tourism experiences involve a learning process, physically
active participation and social interaction drivers and encounters between local residents
and tourists (Figure 11), given the current and foreseen pandemic situation, will be limited
and collaborative activities will be framed mainly in two scopes: in virtual (online) scenarios
and in open nature-based spaces (offline) allowing individual and social distancing.
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Visitors/tourists
Online and automation
factors

Co-creation
Chefs; winemakers;
artists (experience
ambassadors)

Local community
(providers of ‘everyday
culture’ experiences)

Figure 11 – Actors of the co-creative process in food-and-wine tourism experiences

Lastly, as physically active participation in the co-creative process of food-and-wine
experiences (e.g. winemaking; cooking classes) comprises direct interactions between the
three actors, strategies should be adopted to create different forms of co-creating value and
place identity through online and automation factors (e.g. implementing robotics in wine
tasting experiences; online cooking classes; virtual food tours).
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(Topic) Network cooperation

Q1: Are food-and-wine businesses and tourism actors cooperating for a structured supply?
i.

How close, and in what parameters food-and-wine businesses collaborate with each
other?

ii.

Is there any formal or informal collaboration and cooperation between food-andwine businesses in the Portuguese northern region?

iii.

Are institutions and organisations supporting food-and-wine entrepreneurs (public
bodies, Destination Management Organisations, academia ...)?

(Topic) Food-and-wine businesses and the promotion of the local area

Q2: Is there an enogastronomic identity in Northern Portugal?
i.

What aspects are considered the most relevant for the northern Portuguese region's
identity?

ii.

Do food-and-wine businesses within the Portuguese northern region have a
coherent image?

(Topic) The role of gastronomy in regional territorial dynamics

Q3: What is the role of the food-and-wine businesses in heritage preservation (gastronomy,
culture, nature)?
i.

What do you think about the role of gastronomy and wines in Portuguese northern
region territorial dynamics?
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Department of Economics, Management, Industrial
Engineering and Tourism

Focus group consent form

Main Researcher: Susana Rachão
Email: susanarachao@ua.pt

Purpose
This study investigates the tourists’ opinions on co-creation in wine and gastronomy tourism
experiences. As part of this study you will be asked to participate in a focus group and
answer structured and open-ended questions. This study will take approximately 60
minutes.
Participants’ Rights
I understand that my responses will be kept in the strictest of confidence and will be
available only to the researcher. No one will be able to identify me when the results are
reported and my name will not appear anywhere in the written report. Please do not share
other people’s identities or responses from the focus group with others to maintain the
anonymity of the participants outside of the focus group. I agree to have my verbal
responses tape-recorded and transcribed for further analysis with the understanding that
my responses will not be linked to me personally in any way. I understand that I am
participating in a study of my own free will.

Consent to Participate

I acknowledge that I am at least eighteen years old, and that I understand my rights as a
research participant as outlined above. I acknowledge that my participation is fully voluntary.

Researcher signature: __________________________________Date: _______________
Participant signature: __________________________________Date: ________________
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FOCUS GROUP INTERVIEW GUIDE – CO-CREATION IN FOOD AND WINE TOURISM
Phase 1 – Opening session (5 minutes)
- Presentation of the moderator;
- Thanks the participants for being part of the focus group;
- Explain the methodology of the work and the importance of recording;
- Reading and signing the informed consent statement;
- Rotating presentation (brief and neutral) of the participants;
- Review of the objectives of the meeting. Clarification of doubts. Beginning of questions.
Phase 2 – Conceptualization of co-creation
When you think of co-creation, what are the first words that associate immediately?
First individual exercise. Group discussion.
(Participants should write the words on a separate paper sheet provided by the
mediator) (WRITTEN).

When you think of co-creation, what are the first words you associate immediately?
Please list in order of importance. There is no limit to the number of words.

What leisure activities do you usually undertake at home/your place of residence?
Do you have any hobbies? If so, which are the activities you usually do? (DISCUSSION).

Next question I need you to pick the activities that you probably do during your holidays. So
the question is: To what degree were you willing to participate in the following
activities during your holidays?
Please pick the answers from the list (WRITTEN).
1 – Totally unacceptable; 2 – Unacceptable; 3 – Slightly unacceptable; 4 – Neutral; 5 –
Slightly acceptable; 6 – Acceptable l; 7 – Perfectly acceptable
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1

2

3

4

5

6

7

Cooking (classes or other activity)
Making crafts (e.g. pottery; embroidery)
Filming (e.g. vlogger; video edition)
Gaming (e.g. video games)
Going for leisurely strolls
Painting
Taking photographs
Playing an instrument
Practicing sports
Listening to music
Reading and/or writing (e.g. writing in a blog)
Other: __________________________
When you arrive at a destination what are elements that you consider the most
important? (e.g. visitor information centres)

Participation in enogastronomic experiences.
Brief explanation about what are enogastronomic experiences.
Enogastronomic experiences: “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” (OCTA & Skift, 2015, p. 4 ).
Examples: “Visitation to primary and secondary food producers, food festivals, street food
and wine (Hall & Mitchell, 2001, p. 308); UNWTO (2012).

Have you ever participated in an enogastronomic tourism experience (on-site activities
performed during your stay related to wine and/or food)? (DISCUSSION)
If you replied yes: (if you had several enogastronomic experiences think in the experience
you liked most)
(DISCUSSION)
Where? (Country and region) ________________________________________________
When? (Year and/or month) _________________________________________________
How many times? (Once; twice or more times) ___________________________________
What did you like the most? _________________________________________________
What did you like the least? _________________________________________________
For those who had the enogastronomic experience try to remember which was the main
reason to participate in it?
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If you replied no, please can you say why?_________________________(DISCUSSION)

Now, we will talk about some topics regarding your tourism experiences in general.
Operant resources (tourists’ creative potential, prior knowledge and skill acquisition)
- Do you frequently participate in cultural activities? (e.g.

music, theatre, cinema,

literature).
Interaction between tourists and frontline tourism employees
- When you go holidays do you like to interact directly with local tourism professionals
(hotel employees; tourism office employees; tour guides) or just in last circumstance?
- Do you ever have done an experience which has involve you and a local tourism
professional?
Interaction between tourists and local residents
- Do you like to establish new friendship relations with people from the place you travel
to (local residents)? If yes, why you like it? If not, why you don’t like?
- Do you try to interact with local residents? (to know the local language, local history, to
know the local social conditions).
- If yes, why you like it? If not, why you don’t like?
Interaction between tourists and tourists
- And do you like to establish interactions among other tourists (from the same nationality
or from other nationalities)? Why you like it? Why you don’t like it?
Level of expenditure
- When you travel, would you prefer to spend more money for a more active experience
(be an active participant in the activity rather than a passive observer)? Why?
- Imagine that If you have to choose between a product made by you during one
experience and the same product sold by the atelier where you perform the activity which
one would you buy?
Satisfaction
- Do you think that a co-creative experience can add pleasure and value to your holidays?

The next question, you will need to write down your opinion in your sheet of paper (survey).
Question number 2 is:
How interested are you to actively participate in the following stages of
enogastronomic experiences? (WRITTEN). You should give a rate from 1 to 7 where 1
is not at all interested and 7 is very interested. I will give you 5 minutes to fulfil the boxes.
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1 = not at all interested; 2 = not interested; 3 = not very interested; 4 = neutral; 5 = somewhat
interested; 6 = interested; 7 = very interested
1

2

3

4

5

6

7

6.1 Wine experience
Brief introduction to wines (theory)
Wine tasting
Blend construction (mixing varieties of wine
grapes)
Bottling
Place cork in the bottle (coiling)
Encapsulation (place the capsule that surrounds
the bottleneck)
Label design (drawing of the label)
Final photo of the experience
6.2 Food experience
Receive explanation of food products and
ingredients used
Pick your own ingredients
Cooking class with Chef
Cooking class with local people
Eat the meal you cooked yourself

After rating the previous experiences, please can you write it down: (WRITTEN)
the maximum amount of money you would be willing to pay for a wine experience such as
the one previously described _____________________________________________, 00€
and the maximum amount of money you would be willing to pay for a food experience such
as the ones previously described _________________________________________, 00€

Phase 3 – SUMMARY AND CONCLUSION (10 minutes)
- Ask if the participants want to add something to the summary.
- Check the completion of the forms with those of the characterization of the participants.
- Finish and thank the participants again, delivering the gifts.
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APPENDICE 4

Survey in German language (DE)
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1. Welche Freizeitaktivitäten unternehmen Sie zu Hause/ an Ihrem Wohnort?
Kochkurse
Basteln (z. B. Töpfern; Stickerei)
Filmen (z. B. Vlogger; Video-Bearbeitung)
Gaming
Spazieren gehen
Malerei
Fotografie
Musizieren
Sport treiben
Musik hören
Lesen und/oder Schreiben (z. B. einen Blog)
Sonstiges: ___________________________
2. Wie schätzen Sie Ihre Bereitschaft ein an den folgenden Aktivitäten während Ihres
Urlaubs teilzunehmen?
1 – Absolut unakzeptabel; 2 – Unakzeptabel; 3 – Leicht unakzeptabel; 4 – Neutral; 5 – Ein
wenig akzeptabel; 6 – Akzeptabel; 7 – Vollständig akzeptabel

1

2

3

4

5

6

7

Kochkurse
Basteln (z. B. Töpfern; Stickerei)
Filmen (z. B. Vlogger; Video Bearbeitung)
Gaming
Spazieren gehen
Malerei
Fotografie
Musizieren
Sport treiben
Musik hören
Lesen und/oder Schreiben (z. B. einen Blog)
Sonstiges: __________________________

3. Haben Sie jemals an einer önologisch-gastronomischen Tourismus-Veranstaltung
teilgenommen (vor-Ort Aktivitäten während eines Urlaubs-Aufenthalts mit Bezug zu
Wein und/oder Essen)?
Ja

Nein
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3.1 Wenn Sie mit Ja geantwortet haben (Falls Sie an mehreren Veranstaltungen
teilgenommen haben bewerten Sie bitte diejenige die Sie am meisten gemocht
haben):
3.1.1 Wo? (Land und Region) ________________________________________________
3.1.2 Wann? (Jahr und/oder Monat) ___________________________________________
3.1.3 Wie viele? (einmal; zweimal oder mehr) ____________________________________
3.1.4 Was hat Ihnen am Besten gefallen? _______________________________________
3.1.5 Was hat Ihnen am Wenigsten gefallen? ____________________________________
3.1.6 Mit wem wie verreisen Sie in der Regel? ___________________________________
ich verreise alleine
mit meinem Partner
mit Freunden
Familie mit Kindern (die Kinder sind 12 oder jünger)
Familie ohne Kinder (z.B. mit Jugendliche, Großeltern oder anderen
Verwandten)
Gruppenreisen mit Freunden und Familie
Sonstiges:

3.2 Wenn Sie mit Nein geantwortet haben, können Sie bitte den Grund nennen?
(Fahren Sie mit Frage 9 fort)

4. Bitte geben Sie an inwieweit die folgenden Aussagen auf Sie zutreffen.
1 – Trifft nicht zu; 2 – Trifft größtenteils nicht zu; 3 – Trifft

teilweise nicht zu; 4 –

Unentschieden; 5 – Trifft teilweise zu; 6 – Trifft weitestgehend zu; 7 – Trifft vollkommen zu
1 2
3
4 5 6 7
Erfahrung in der Mitgestaltung im Tourismus (Agrotourismus; Street-Food und Wein; Wein
und/oder gastronomische Events)
Während meines Aufenthalts habe ich direkten Kontakt
CC1
mit lokalen Produkten (Wein, Gastronomie).
Während meines Aufenthalts bin ich körperlich aktiv (in
CC2
Bezug auf Wein- und/oder Gastronomie-Veranstaltungen).
Meine Urlaubserfahrung verbessert sich durch die
CC3
Teilnahme an Wein- und/oder GastronomieVeranstaltungen.
Operante Ressourcen (kreatives Potential, bestehendes Wissen und Fähigkeiten)
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Ich habe ein großes Interesse über
Kunst/Geschichte/Wissenschaft zu lernen.
OR2
Ich besuche regelmäßig Museen und/oder Ausstellungen.
OR3
Ich nehme regelmäßig an kulturellen Veranstaltungen teil.
Önologisch-gastronomische Veranstaltungen sind für
OR4
mich persönlich relevant.
Diese Art kreativer, önologisch-gastronomischer
OR5
Veranstaltungen sagt viel über meine Selbstanschauung
aus.
Interaktion zwischen Touristen und Mitarbeitern im Tourismus-Sektor mit Kundenkontakt
Während meines Aufenthalts genieße ich den direkten
Kontakt mit lokalen Mitarbeitern aus dem TourismusITE1
Sektor (Hotelangestellte; Mitarbeitern des TouristenBüros; Reiseleitern).
Während meines Aufenthalts nutze ich die Erfahrung und
ITE2 Hinweise von lokalen Mitarbeitern aus dem TourismusSektor um meine Urlaubserfahrung zu verbessern.
Interaktion zwischen Touristen und Einheimischen
Üblicherweise knüpfe ich neue Freundschaften mit
ITR3
Einheimischen.
Üblicherweise genieße ich den spontanen Kontakt mit
ITR4
Einheimischen (auf der Straße, in Bars oder Restaurants).
Üblicherweise versuche ich mit den Einheimischen zu
ITR5
interagieren.
Interaktion zwischen Touristen und anderen Touristen
Während meines Aufenthalts suche ich den Kontakt mit
ITT6
anderen mir sympathischen Touristen.
Die Interaktion mit anderen Touristen verbessert meine
ITT7
touristische Erfahrung.
Bereitschaft Geld auszugeben
LE1
Wenn ich Geld übrig habe, ist es wahrscheinlich, dass ich
es für eine touristische Veranstaltung ausgebe.
LE2
Ich gebe lieber mehr Geld für eine interaktive TourismusVeranstaltung aus (ein aktiver Teilnehmer sein; nicht
passiver Beobachter).
LE3
Ich würde die vom Geschäft hergestellten und
angebotenen Produkte erwerben.
Es ist wahrscheinlich, dass ich Produkte kaufe die ich
LE4
selbst in der Veranstaltung hergestellt habe.
Wenn ich die Wahl habe zwischen dem von mir
hergestellten Produkt und dem vom Hersteller
LE5
angebotenen Produkt würde ich mich für „mein Produkt“
entscheiden.
Zufriedenheit
Üblicherweise finde ich, dass mein Urlaub mein Leben
S1
bereichert.
S2
Üblicherweise fühle ich mich besser nach einem Urlaub.
Im Allgemeinen hat die Erfahrung der Mitgestaltung
S3
meines Urlaubs meine Lebensqualität bereichert.
OR1

5. Was ist für Sie der Hauptgrund an önologisch-gastronomischen Veranstaltungen
teilzunehmen?
Abenteuer

Wissen
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Kreative Entwicklung

Persönliche Entwicklung

Erziehung

Persönliche Erfüllung

Unterhaltung

Selbstausdruck

Erfahrung

Sonstiges_____________

6. Wie interessiert sind Sie an der aktiven Teilnahme den folgenden önologischgastronomischen Erfahrungen?
1 –überhaupt nicht interessiert; 2 – Nicht interessiert; 3 – Nicht sehr interessiert; 4 Neutral; 5 – Etwas interessiert; 6 – Interessiertl; 7 – Sehr interessiert

1

2

3

4

5

6

7

6.1 Wein-Erfahrungen
Kurzeinleitung zur Önologie (Theorie)
Weinverkostung mit typischen regionalen
Rebsorten
Herstellung eines Cuvées (Herstellung eines
Weins aus verschiedenen Rebsorten/Lagen)
Abfüllung in die Flaschen
Verkorkung
Verkapselung
Etiketten-Design (Zeichnung des Labels)
Abschlussfoto
Sonstiges (bitte nennen):
6.2 Kulinarische Erfahrungen
Informationen und Erläuterungen zu den
verwendeten
Lebensmittelprodukten und Zutaten
Die verwendeten Zutaten selbst
suchen/sammeln/einkaufen
Kochkurs mit dem Küchenchef
Kochkurs mit Einheimischen
Das selbst gekochte Gericht essen
Sonstiges (bitte nennen):

7. Was ist der maximale Betrag, den Sie für eine önologische Erfahrung (wie in Frage
6.1 beschrieben) ausgeben würden? __________________________, 00€
7.1 Denken Sie, dass Sie für diesen Betrag einen entsprechenden Gegenwert
bekommen?
Ja

Nein
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8. Was ist der maximale Betrag, den Sie für eine kulinarische Erfahrung (wie in Frage
6.2 beschrieben) ausgeben würden? __________________________, 00€
8. Denken Sie, dass Sie für diesen Betrag einen entsprechenden Gegenwert
bekommen?
Ja

Nein

8.1 Ich würde auch in Zukunft für eine der beschriebenen Aktivitäten bezahlen, wenn
der Preis steigen würde.

Trifft nicht
zu

Trifft

Trifft

größtenteils

teilweise

nicht zu

nicht zu

Neutral

Trifft

Trifft

teilweise

größtenteils

zu

zu

Trifft zu

9. Was ist für Sie das wichtigste wenn Sie im Urlaubsort ankommen?
(Mehrfachantworten sind möglich)

Tourismus-Büro
Touristen Informationsmaterial und Karten
Event/Attraktionen-Führer
Mobile Apps für Handy oder Tablett-PC
Gute Beschilderung
Touristen Karten (mit Rabatt-Aktionen; Bustickets)
Gute öffentliche Verkehrsmittel (Bus, Bahn, Taxi)
Erschwingliche Unterkunft
Zugang zu authentischem Essen
Sonstiges:_____________________________________
10. Persönliche Daten
10.1 Geschlecht

weiblich

männlich

10.2 Alter _____________________
10.3 In welchem Land haben Sie ihren Hauptwohnsitz?_________________________
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10.4 Was ist das höchste Ausbildungsniveau, das du erreicht hast? (Nur eine
Antwort)
Grundschule
Hauptschule/Realschule
Bachelor
Postgraduate/Master
Doktorgrad/Promotion
Sonstiges (bitte nennen):___________
10.5 Was ist Ihre Hauptbeschäftigung? (Nur eine Antwort)
Im Ruhestand
Hausfrau (mann)
Schüler (in)
Angestellte (r)
Unternehmer (in)
Selbstständige (r)
Arbeitslos
Sonstiges (bitte nennen):___________
10.6 Welchen beruflichen Hintergrund haben Sie?
Management- und Führungskraft in der Wirtschaft
Spezialist mit intellektueller Tätigkeit (Professoren; Ärzte, Rechtsanwälte,
Künstler)
Administration (Büro-Angestellte, Sekretäre, Kunden-Dienst)
Landwirtschaft
Facharbeiter/in in der Industrie
Öffentlicher Dienst (Polizei, Bundeswehr, Feuerwehr etc.)
Sonstiges:__________________________________________
10.7 Welchen Ausbildungs-Hintergrund haben Sie?
Studium oder Ausbildung im Bereich der Landwirtschaft
Studium oder Ausbildung im Bereich Kunst- und Literaturwissenschaften
Studium oder Ausbildung im Bereich Erziehung
Technisches Studium oder Ausbildung
Studium oder Ausbildung im medizinischen Bereich
Studium oder Ausbildung im naturwissenschaftlichen Bereich
Studium oder Ausbildung im öffentlichen Dienst
Studium oder Ausbildung im Bereich der Sozialwissenschaften
Wirtschaftswissenschaften oder im Rechtswesen
Sonstiges:_____________________________________

Möchten Sie noch etwas hinzufügen?
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______________________________________________________________________
Vielen Dank für Ihre Zeit und Ihre Mithilfe!
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APPENDICE 5

Survey in English language (ENG)
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This questionnaire is part of a doctoral study about the main motivations and experiences
on co-creation in wine and gastronomy tourism. As part of this study, you will be asked to
answer structured questions which will take approximately 15 minutes.
Thank you for your participation in this research, and we assure the confidentiality of
responses.

1. What leisure activities do you usually undertake at home/your place of residence?
Cooking (classes or other activity)
Making crafts (e.g. pottery; embroidery)
Filming (e.g. vlogger; video edition)
Gaming (e.g. video games)
Going for leisurely strolls
Painting
Taking photographs
Playing an instrument
Practicing sports
Listening to music
Reading and/or writing (e.g. writing in a blog)
Other(s): ___________________________
2. To what degree are you accepting to actively participate in following activities
during your holidays?
1 – Totally unacceptable; 2 – Unacceptable; 3 – Slightly unacceptable; 4 – Neutral; 5 –
Slightly acceptable; 6 – Acceptable l; 7 – Perfectly acceptable

1
Cooking (classes or other activity)
Making crafts (e.g. pottery; embroidery)
Filming (e.g. vlogger; video edition)
Gaming (e.g. video games)
Going for leisurely strolls
Painting
Taking photographs
Playing an instrument
Practicing sports
Listening to music
Reading and/or writing (e.g. writing in a blog)
Other: __________________________
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3. Have you ever participated in an enogastronomic tourism experience (i.e., on-site
activities related to wine and/or food performed during your stay in a tourism
destination)?
Yes

No

3.1 If you replied yes: (if you had several enogastronomic experiences think on the
experience you liked the most)
3.1.1 Where? (Country and region)__________________________________________
3.1.2 When? (Year and month)______________________________________________
3.1.3 How often? (Once; twice or more times)_________________________________
3.1.4 What did you like the most? __________________________________________
3.1.5 What did you like the least?___________________________________________
3.1.6 With whom you travelled with? ________________________________________
Travel alone
With partner
With friend (s)
With family, with children in the group (up to 12 years old)
With family, no children in the group (teenagers, grandparents and other relatives
are allowed)
Group / package travel
With friends and family
Other: _____________________________________________________________

3.2 If you replied no, please can you say why? _________________ (go to question 9)

4. Please indicate the extent to which you agree or disagree with the following
statements.
1 – Strongly disagree; 2 – Disagree; 3 – Disagree; 4 – Undecided; 5 – Agree somewhat; 6
– Agree; 7 – Strongly agree
1

2

3

4

5

Experience co-creation in tourism (ex. agritourism farm; street food; wine and/or
gastronomic event)
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During my stay I directly interact with local producers
(wine; gastronomy).
During my stay I participate actively in wine and
CC2
gastronomy activities.
My holiday experience is enriched with my
CC3
participation in wine and gastronomy activities.
Operant resources (tourists’ creative potential, prior knowledge and skill
acquisition)
I have a keen interest in learning about
OR1
art/history/science.
OR2
I frequently visit museums and/or exhibitions.
OR3
I frequently participate in cultural activities.
Enogastronomic experiences are personally
OR4
appealing for me.
OR5
I identify myself with enogastronomic experiences.
Interaction between tourists and frontline tourism employees
During my stay, I enjoy interacting directly with local
ITE
tourism professionals (hotel employees; tourism
office employees; tour guides).
During my stay I co-create (an active participation
ITE2 and collaboration) with local tourism professionals
which improves my experience.
Interaction between tourists and local residents
Normally, I establish new acquaintance relations with
ITR3
people (local residents).
Normally, I enjoy to interact with local residents in a
ITR4 spontaneous way (on the street, in a bar, in a
restaurant).
ITR5 Normally, I try to interact with local residents.
Interaction between tourists and tourists
During my stay I find it gratifying to interact with other
ITT6
tourists.
Interaction with other tourists enhances my tourism
ITT7
experience.
Level of expenditure
I prefer to spend more time and money during an
LE1
engaging tourism experience (be an active
participant in the activity; not a passive observer).
LE2
I am likely to buy products sold in a shop.
I am more likely to buy a product made by me during
LE3
the experience.
If I have to choose between the product made by me
LE4
during the experience and the product sold by the
shop I would buy “my product”.
I prefer to spend more time and money during an
LE5
engaging tourism experience (be an active
participant in the activity; not a passive observer).
Satisfaction
S1
Normally, I feel that my holidays enrich my life.
Normally, I feel much better about myself after
S2
holidays.
CC1

208

Drivers of co-creation in food-andwine tourism experiences

Susana Rachão

S3

Overall, a co-creative experience (an active
participation and collaboration with others) adds
pleasure and value during my visit.

5. What is the main reason for you to participate in enogastronomic activities? (Only
one response)
Adventure

Knowledge/learn

Creative development

Personal development

Education

Personal fulfilment

Entertainment

Self-expression

Experience

Other _____________

6. How interested are you to actively participate in the following stages of
enogastronomic experiences?
1 – Not at all interested; 2 – Not interested; 3 – Not very interested; 4 - Neutral; 5 –
Somewhat interested; 6 – Interested; 7 – Very interested;

1

2

3

4

5

6.1 Wine experience
Brief introduction to wines (theory)
Wine tasting
Blend construction (mixing varieties of wine grapes)
Bottling
Place cork in the bottle (coiling)
Encapsulation (place the capsule that surrounds the
bottleneck)
Label design (drawing of the label)
Final photo of the experience
6.2 Food experience
Receive explanation of food products and ingredients
used
Pick your own ingredients
Cooking class with Chef
Cooking class with local people
Eat the meal you cooked yourself

7. What do you suggest is a reasonable amount of money to pay for a wine experience
with all the phases, as described on point 6.1? ____________________________, 00€
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7.1 Do you feel that you would obtain value for money?

Yes

No

8. What do you suggest is a reasonable amount of money to pay for a food experience
with all the phases, as described on point 6.2? ____________________________, 00€
8.1 Do you feel that you would obtain value for money?

Yes

No

8.2 I would continue to pay for the previous experiences even if the price was
increased.
Strongly

Disagree

disagree

Disagree

Undecided

somewhat

Agree
somewhat

Strongly
Agree

agree

9. When you arrive at a destination what are the elements that you consider the most
important? (Tick all that apply).

Visitor information centres
Tourist brochure/maps
Event/attraction guide
Mobile applications
Good signage
Tourist card (offering discounts; bus tickets)
Good local transportation (bus; train; taxi)
Affordable accommodation
Access to authentic food
Other:_____________________________________

10. Demographic profile
10.1 Gender

Female

Male

10.2 Age _____________________
10.3 What is your usual country of residence? _________________________________
10.4 What is the highest level of education you have completed? (Only one response)
Primary school
High school
University degree
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Postgraduate/master
Doctoral degree
Other (specify): _________________________
10.5 What is your main occupation? (Only one response)
Retired
Housewife
Student
Employee
Entrepreneur
Self-employed
Unemployed
Other (specify) _________________________
10.6 What is your professional background/occupation?
Director and business manager
Specialist in intellectual and scientific activities (professors; doctors; lawyers;
artists)
Administrative staff (office employees, secretaries, customer support)
Agriculture
Skilled industry workers
Military
Other (specify)
________________________________________________________
10.7 What is your academic/vocational background?
Agriculture
Arts and Humanities
Education
Engineering, manufacturing and construction
Health and social protection
Science, mathematics and computing
Services
Social sciences, trade and law
Agriculture
Other (specify): _______________________________________________

Feel free to provide additional comments.
_______________________________________________________________________
Thank you very much for your time and your collaboration!
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Survey in French language (FR)
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1. Quelles activités de loisirs entreprenez-vous habituellement chez vous/votre lieu
de résidence ?

Cuisine (cours ou autre activité)
Faire de l'artisanat (par exemple, la poterie, la broderie)
Filmer (par exemple, vlogger, édition vidéo)
Jeux (par exemple, jeux vidéo)
Se promener
Peinture
Prendre des photos
Jouer d'un instrument
Pratiquer des sports
Écouter de la musique
Lecture et/ou écriture (par exemple, écrire dans un blog)
Autre(s): ___________________________

2. Dans quelle mesure êtes-vous prêt à participer activement aux activités suivantes
pendant vos vacances ?
1 – Totalement inacceptable; 2 – Inacceptable; 3 – Légèrement inacceptable; 4 – Neutral;
5 – Légèrement acceptable; 6 – Acceptable; 7 – Parfaitement acceptable

1

2

3

4

5

6

7

Cuisine (cours ou autre activité)
Faire de l'artisanat (par exemple, la poterie,
la broderie)
Filmer (par exemple, vlogger, édition vidéo)
Jeux (par exemple, jeux vidéo)
Se promener
Peinture
Prendre des photos
Jouer d'un instrument
Pratiquer des sports
Écouter de la musique
Lecture et/ou écriture (par exemple, écrire
dans un blog)
Autre(s): ___________________________
3. Avez-vous déjà participé à une expérience touristique œnogastronomique
(activités sur place réalisées durant votre séjour en rapport avec le vin et/ou la
nourriture)?
Oui

Non
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3.1 Si vous avez répondu oui : (si vous avez eu plusieurs expériences œnogastronomiques,
pensez à l'expérience que vous avez préférée)
3.1.1 Où? (Pays et région) __________________________________________________
3.1.2 Quand? (Année et/ou mois) _____________________________________________
3.1.3 Combien de fois? (Une fois, deux fois ou plus) ______________________________
3.1.4 Qu'avez-vous aimé le plus? _____________________________________________
3.1.5 Qu'avez-vous aimé le moins? ___________________________________________
3.1.6 Avec qui avez-vous voyagé ? (Placez un "X" dans la case la plus appropriée)
Voyager seul
Avec partenaire
Avec ami(s)
Avec famille, avec des enfants dans le groupe (jusqu’à 12 ans)
Avec famille, sans des enfants dans le groupe (les adolescents, les grands-parents
et d'autres proches sont autorisés)
Groupe / paquet voyage
Avec famille et amis
Autre: ______________________________________________

3.2 Si vous avez répondu non, pouvez-vous dire pourquoi? ____ (passez à la question 9)
4. Veuillez indiquer dans quelle mesure vous êtes d'accord ou pas d’accord avec les
énoncés suivants.

1 – Fortement pas d’accord; 2 – Pas d’accord; 3 – Plutôt pas d’accord; 4 – Indécis; 5 –
Plutôt d'accord; 6 – D’accord; 7 – Fortement d’accord
1

2

3

4

5

6

7

Expérience de la co-création dans le tourisme (ex: ferme agritouristique, restauration de rue,
événement œnologique et / ou gastronomique)
CC1

Pendant mon séjour, j'interagis directement avec les
producteurs locaux (vin, gastronomie).

CC2

Pendant mon séjour, je participe activement aux
activités œnologique et gastronomique.
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CC3

Mon expérience de vacances est enrichie par ma
participation
aux
activités
œnologique
et
gastronomique.

Ressources opérationnelles (potentiel créatif des touristes, connaissances préalables et
acquisition de compétences)
OR1

J'ai un grand intérêt à apprendre sur l'art / histoire /
science.

OR2

Je visite fréquemment des musées et/ou des
expositions.

OR3

Je participe fréquemment à des activités culturelles.

OR4

Les expériences œnogastronomiques créatives
sont personnellement attrayantes pour moi.

OR5

Je m'identifie aux expériences œnogastronomiques.

Interaction entre les touristes et les employés du tourisme de première ligne

ITE1

Pendant mon séjour, j'aime interagir directement
avec les professionnels du tourisme locaux
(employés de l'hôtel, employés des offices de
tourisme, guides touristiques).

ITE2

Pendant mon séjour, je co-crée (une participation et
une collaboration actives) avec des professionnels
du tourisme locaux ce qui améliore mon expérience.

Interaction entre les touristes et les résidents locaux
ITR3

Normalement, j'établis de nouvelles relations
d'amitié avec les gens (résidents locaux).

ITR4

Normalement, j'aime interagir avec les résidents
locaux de manière spontanée (dans la rue, dans un
bar, dans un restaurant).

ITR5

Normalement, j'essaie d'interagir avec les résidents
locaux.

Interaction entre touristes et touristes
ITT6

Pendant mon séjour, je trouve qu'il est gratifiant
d'interagir avec d'autres touristes.

ITT7

L'interaction avec d'autres touristes améliore mon
expérience touristique.

Niveau de dépense
LE1

Je préfère passer plus de temps et d'argent au cours
d'une expérience touristique d'engagement (être un
participant actif à l'activité, et non un observateur
passif).

LE2

Je suis susceptible d'acheter des produits vendus
dans un magasin.

LE3

Je suis plus susceptible d'acheter un produit
fabriqué par moi pendant l'expérience.
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LE4

Si je dois choisir entre le produit fabriqué par moi
pendant l'expérience et le produit vendu par le
magasin j'achèterais "mon produit".

Satisfaction
S1

Normalement, je sens
enrichissent ma vie.

que

mes

vacances

S2

Normalement, je me sens beaucoup mieux après
mes vacances.

S3

Dans l'ensemble, une expérience de co-création
(une participation et une collaboration actives)
ajoute du plaisir et de la valeur lors de ma visite

5. Quelle est la principale raison de participer aux activités œnogastronomiques?
Aventure

Connaissance/apprendre

Développement créatif

Développement personnel

Éducation

Accomplissement personnel

Divertissement

L'expression de soi

Expérience

Autre _____________

6. Dans quelle mesure êtes-vous intéressé à participer activement aux étapes
suivantes d’expériences œnogastronomiques?
1 – Pas du tout intéressé; 2 – Pas intéressé; 3 – Pas beaucoup intéressé; 4 - Neutre; 5 –
Un peu intéressé; 6 – Intéressé; 7 – Beaucoup intéressé;

1
6.1 Expérience œnologique
Brève introduction aux vins (théorie)
égustation de vins
Mélange de construction (mélange des cépages de
vin)
Embouteillage
Placer le bouchon dans la bouteille (enroulement)
L'encapsulation de la bouteille
Conception de l'étiquette (dessin de l'étiquette)
Photo finale de l'expérience
6.2 Expérience gastronomique
Recevoir des explications sur les produits
alimentaires et les ingrédients utilisés
Choisir vos propres ingrédients
Cours de cuisine avec Chef
Cours de cuisine avec les locaux
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Mangez le repas que vous avez cuisiné

7. Quel est le montant maximal d'argent que vous seriez prêt à payer pour une
expérience œnologique telle que celle décrite à la question 6.1? ______________, 00€
7.1 Avez-vous le sentiment que vous obtiendrez une bonne relation coût-bénéfice ?
Oui

Non

8. Quel est le montant maximal d'argent que vous seriez prêt à payer pour une
expérience gastronomique telle que celle décrite à la question 6.2 ____________, 00€
8.1 Avez-vous le sentiment que vous obtiendrez une bonne relation coût-bénéfice?
Oui

Non

8.2 Je continuerais à payer pour les expériences précédentes si le prix était
augmenté.
Fortement
pas
d’accord

Pas

Plutôt pas

d’accord

d’accord

Indécis

Plutôt
d’accord

D’accord

Fortement
d’accord

9. Lorsque vous arrivez à destination, quels sont les éléments que vous considérez
comme les plus importants? (Cocher tout ce qui s'applique).

Centres d'information aux visiteurs
Brochure/carte touristique
Guide d’événement/d’attraction
Applications mobiles
Bonne signalisation
Carte touristique (offrant des réductions, tickets de bus)
Bon transport local (bus, train, taxi)
Logements bon marché
Accès à la nourriture locale/authentique
Autre:_____________________________________

10. Profil démographique
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10.1 Sexe

Féminin

Masculin

10.2 Âge __________________
10.3 Quel est votre pays de résidence habituel? ______________________________
10.4 Quel est le niveau de scolarité le plus élevé que vous avez atteint? (Une seule
réponse)

École primaire
Lycée
Licence / licence professionnelle
Troisième cycle / master
Doctorat
Autre (précisez) ___________
10.5 Quelle est votre situation professionnelle actuelle?
Retraité
Femme au foyer
Étudiant
Employé
Entrepreneur
Travailleur indépendant
Au chômage
Autre (précisez) _________________________
10.6 Quel est votre parcours professionnel/occupation?
Directeur et chef d'entreprise
Spécialiste dans des activités intellectuelles et scientifiques (professeurs,
médecins, avocats, artistes)
Personnel administratif (employés de bureau, secrétaires, service à la clientèle)
Agriculture
Travailleurs qualifiés de l'industrie
Militaire
Autre (précisez)
______________________________________________________
10.7 Quel est votre parcours académique?
Agriculture
Arts et sciences humaines
Éducation
Ingénierie, fabrication et construction
Santé et protection sociale
Science, mathématiques et informatique
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Services
Sciences sociales, commerce et droit
Autre (précisez): ______________________________________________

N'hésitez pas à fournir des commentaires supplémentaires.
_______________________________________________________________________

Merci beaucoup pour votre temps et votre collaboration!
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Survey in Portuguese language (PT)
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1. Quais são as atividades de lazer que costuma realizar em casa/no seu local de
residência?

Workshops de culinária (ou outra atividade relacionada)
Artesanato (ex. cerâmica; bordados)
Vídeo (ex. vlogger; edição de vídeos)
Vídeo jogos
Passeios de lazer
Pintar
Fotografar (ex. natureza; pessoas)
Tocar um instrumento musical
Praticar desporto
Ouvir música
Ler e/ou escrever (ex. blogger)
Outra (s): ___________________________

2. Até que ponto aceitaria participar ativamente nas seguintes atividades durante as
suas férias?
1 – Totalmente inaceitável; 2 – Inaceitável; 3 – Ligeiramente inaceitável; 4 – Neutro; 5 –
Ligeiramente aceitável; 6 – Aceitável; 7 – Perfeitamente aceitável

1

2

3

4

5

6

7

Workshops de culinária (ou outra atividade
relacionada)
Artesanato (ex. cerâmica; bordados)
Vídeo (ex. vlogger; edição de vídeos)
Vídeo jogos
Passeios de lazer
Pintar
Fotografar (ex. natureza; pessoas)
Tocar um instrumento musical
Praticar desporto
Ouvir música
Ler e/ou escrever (ex. blogger)
Outra (s): _________________________

3. Alguma vez participou numa experiência de turismo enogastronómico (atividades
realizadas durante a sua estada relacionadas com vinho e / ou gastronomia)?
Sim

Não

3.1 Se respondeu sim:
3.1.1 Onde? (País e região) _________________________________________________
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3.1.2 Quando? (Ano e mês) _________________________________________________
3.1.3 Quantas vezes? (Uma vez por ano; duas vezes ou mais vezes) ________________
3.1.4 Do que é que gostou mais? ____________________________________________
3.1.5 Do que é que gostou menos? ___________________________________________
3.1.6 Com quem viajou?
Sozinho/a
Com parceiro/a
Com amigo/a (s)
Com família, com crianças no grupo (até aos 12 anos)
Com família, sem crianças no grupo (adolescentes, avós e outros parentes são
permitidos)
Viagem em grupo / pacote turístico
Com amigos e família
Outro: ____________________________________________

3.2 Se respondeu não, por favor pode dizer o porquê? _____________________________
(vá para a questão número 9)

4. Por favor indique até que ponto concorda ou discorda com as seguintes
afirmações.
1 – Discordo totalmente; 2 – Discordo; 3 – Discordo parcialmente; 4 – Nem concordo, nem
discordo; 5 – Concordo parcialmente; 6 – Concordo; 7 – Concordo totalmente

1

2

3

4

5

6

7

Experiências co-criativas no turismo (ex. agroturismo, street food, vinho e/ou evento
gastronómico)
CC1

Durante a minha estada interajo diretamente com
produtores locais (vinho; gastronomia).

CC2

Durante a minha estada participo ativamente em atividades
ligadas ao vinho e à gastronomia.

CC3

A minha experiência em férias é enriquecida com a minha
participação em atividades de vinho e gastronomia.

Recursos operantes (potencial criativo dos turistas, conhecimento prévio e aquisição de
capacidades)
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OR1

Eu tenho um grande interesse em aprender sobre
arte/história/ciência.

OR2

Frequentemente visito museus e/ou exposições.

OR3

Frequentemente participo em atividades culturais.

OR4

Experiências criativas ligadas ao vinho e gastronomia são
pessoalmente atrativas para mim.

OR5

Eu identifico-me com experiências turísticas ligadas ao vinho
e gastronomia.

Interação entre turistas e profissionais de turismo
ITE
1

Durante a minha estada gosto de interagir diretamente com
os profissionais de turismo locais (funcionários do hotel;
funcionários do posto de turismo; guias turísticos).

ITE
2

Durante a minha estada eu cocrio (participo ativamente e
colaboro) com os profissionais de turismo locais, o que
melhora a minha experiência.

Interação entre turistas e residentes locais
ITR
3

Normalmente estabeleço novas amizades com os residentes
locais (residentes do destino que visito).

ITR
4

Normalmente gosto de interagir com os residentes locais de
maneira espontânea (na rua, num bar, num restaurante).

ITR
5

Normalmente tento interagir com os residentes locais.

Interação entre turistas
ITT6

Durante a minha estada acho gratificante interagir com outros
turistas.

ITT7

Interagir com outros turistas melhora a minha experiência
turística.

Nível de despesas
LE1

Prefiro gastar mais tempo e dinheiro numa experiência
turística mais envolvente (ser um participante ativo na
atividade; não um observador passivo).

LE2

É mais provável que eu compre produtos vendidos numa loja.

LE3

Sou mais propenso a comprar um produto feito por mim
durante a experiência.

LE4

Se eu tiver que escolher entre um produto feito por mim
durante a experiência e um produto vendido numa loja, eu
compro o “meu produto”.

Satisfação
S1

Normalmente, sinto que as minhas férias enriquecem a minha
vida.

S2

Normalmente, sinto-me muito melhor depois das férias.
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S3

No geral, uma experiência co-criativa (participação ativa e
colaboração com outros) aumenta o prazer e o valor durante
a minha visita.

5. Qual a principal razão para participar em atividades ligadas à gastronomia e
vinhos? (Apenas uma resposta).
Aventura

Conhecimento/aprendizagem

Desenvolvimento criativo

Desenvolvimento pessoal

Educação

Realização pessoal

Entretenimento

Autoexpressão
Outra _____________

Experiência

6. O quão interessado está em participar ativamente nas seguintes fases de
experiências ligadas à gastronomia e vinhos?
1 – Nada interessado; 2 – Muito pouco interessado; 3 – Pouco interessado; 4 – Neutro; 5
– Algo interessado; 6 – Interessado; 7 – Muito interessado;
1

2

3

4

5

6

7

6.1 Experiência enológica
Breve introdução aos vinhos (teoria)
Prova de vinhos
Construção do Lote/Blend (mistura de
castas/variedade de vinhos)
Engarrafamento
Enrolhamento
Encapsulamento (colocar cápsula em torno do
gargalo)
Desenho do rótulo
Foto final da garrafa
6.2 Experiência gastronómica
Breve introdução teórica sobre os produtos e
ingredientes a utilizar
Apanha dos ingredientes a utilizar (legumes, ovos,
etc.,)
Aula de culinária com Chef
Aula de culinária com pessoas locais
Degustação da refeição que preparou
7. Qual o valor máximo que estaria disposto a pagar por uma experiência relacionada
com o vinho tal como a descrita na alínea 6.1? ____________________________, 00€
7.1 Acha que obteria uma boa relação custo-benefício? Sim
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8. Qual o valor máximo que estaria disposto a pagar por uma experiência relacionada
com gastronomia, tal como a descrita na alínea 6.2? _______________________, 00€
8.1 Acha que obteria uma boa relação custo-benefício? Sim

Não

8.2 Eu continuaria a pagar pelas experiências anteriores se o preço fosse
aumentado.
Nem
Discordo
totalmente

Discordo

Discordo

concordo,

Concordo

parcialmente

nem

parcialmente

Concordo

Concordo
totalmente

discordo

9. Quando chega a um destino turístico, quais são os elementos que considera mais
importantes? (Marque todos os que acha que se aplicam).

Postos de informação turística
Brochuras/mapas
Guias com atrações e eventos
Aplicações móveis
Boa sinalização
Cartão turístico (descontos; bilhetes de transportes públicos)
Boa rede de transportes públicos (autocarros; comboios; táxis)
Alojamento a preços acessíveis
Acesso a comida/gastronomia local
Outro:________________________________________________________
10. Perfil demográfico
10.1 Género:

Feminino

Masculino

10.2 Idade: ___________________
10.3 Qual é o seu país de residência habitual? ________________________________
10.4 Qual é o nível de qualificações mais elevado que possui?
Ensino primário
Ensino secundário
Licenciatura
Pós-graduação/mestrado
Doutoramento
Outro (especificar) ___________
10.5 Qual é a sua situação perante o trabalho?
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Aposentado (a)
Doméstico (a)
Estudante
Empregado (a)
Empreendedor (a)
Trabalhador (a) por conta própria
Desempregado (a)
Outro (especificar) ___________
10.6 Qual é a sua profissão?
Diretor e/ou gerente
Especialista em atividades intelectuais e científicas (professores; médicos;
advogados; artistas)

Pessoal administrativo (funcionários de escritório, secretárias, atendimento ao cliente)
Agricultura
Trabalhadores qualificados da indústria
Militares
Outro __________________________________________________________
10.7 Qual é a sua formação académica/profissional?
Agricultura
Artes e Humanidades
Educação
Engenharia, manufatura e construção
Saúde e proteção social
Ciências, matemática e computação
Serviços
Ciências Sociais, comércio e direito
Outro: ______________________________________________
Queira adicionar comentários.
_______________________________________________________________________

Muito obrigado pelo seu tempo e colaboração!
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APPENDICE 8

Survey in Spanish language (ES)
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1. ¿Qué actividades de ocio usted suelen tomar en casa/su lugar de residencia?

Cocinar (clases o otra actividad)
Artesanía (por ejemplo cerámica, bordado)
Rodaje (por ejemplo vlogger, edición de video)
Juegos (por ejemplo videojuegos)
Visitas de ocio
Pintura
Sacar fotografías
Tocar un instrumento
Hacer deporte
Escuchar música
Leer y/o escribir (por ejemplo escribir un blog)
Otra(s): ___________________________

2. ¿Hasta qué punto usted está dispuesto a participar activamente en las siguientes
actividades durante sus vacaciones?
1 – Totalmente inaceptable; 2 – Inaceptable; 3 – Ligeramente inaceptable; 4 – Neutro; 5 –
Ligeramente aceptable; 6 – Aceptable; 7 – Perfectamente aceptable

1

2

3

4

5

6

7

Cocinar (clases o otra actividad)
Artesanía (por ejemplo cerámica, bordado)
Rodaje (por ejemplo vlogger, edición de
video)
Juegos (por ejemplo videojuegos)
Visitas de ocio
Pintura
Sacar fotografías
Tocar un instrumento
Hacer deporte
Escuchar música
Leer y/o escribir (por ejemplo escribir un
blog)
Otra(s): ___________________________
3. ¿Usted ya participó en alguna experiencia de turismo enogastronómico
(actividades realizadas localmente durante su estancia relacionadas con vino y / o
comida)?
Sí

No

3.1 Se responde que sí (si usted ha tenido varias experiencias enogastronómicas piensa
en la que más le gustó)
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3.1.1 ¿Donde? (país y región) _______________________________________________
3.1.2 ¿Cuándo? (Año y mes)? _______________________________________________
3.1.3 ¿Cuántas veces? (una, dos o más veces) _________________________________
3.1.4 ¿Lo que más le gustó? ________________________________________________
3.1.5 ¿Lo que menos le gustó? ______________________________________________
3.1.6 ¿Con quién ha viajado? _______________________________________________

Solo
Con compañero/a
Con amigo/a (s)
En familia, con niños en el grupo (hasta 12 años)
En familia, sin niños en el grupo (adolescentes, abuelos y otros parientes)
Viaje en grupo / paquete
Con amigos y família
Otra

3.2 Si respondió no, puede indicar por qué por favor. ______________________________
(Pase a la pregunta 9).

4. Por favor, indique hasta qué punto concordia o discordia con las siguientes
declaraciones.
1 – Estoy en total desacuerdo; 2 – Desacuerdo; 3 – En algo desacuerdo; 4 – Indeciso, nem
discordo; 5 – Algo de acuerdo; 6 – Estoy de acuerdo; 7 – Estoy muy de acuerdo

1

2

3

4

5

6

7

Experiencia co-creación en el turismo (por ejemplo, agroturismo, street food, vino y / o evento
gastronómico)
Experiencia co-creación en el turismo (vino y / o evento
gastronómico).
Durante mi estancia interajo directamente con los productores
CC2
locales (vino; gastronomía).
Durante mi estancia participo activamente en actividades de
CC3
vino y gastronomía.
Recursos operativos (potencial creativo de los turistas, conocimiento previo y adquisición de
competências)
CC1

OR1

Tengo un gran interés en aprender sobre arte / historia / ciencia.

OR2

A menudo visito museos y/o exposiciones.

231

Drivers of co-creation in food-andwine tourism experiences

Susana Rachão

OR3

A menudo participo en actividades culturales.

OR4

Las experiencias
atractivas para mí.

OR5

Me identifico con las experiencias enogastronómicas.

enogastronómicas

son

personalmente

Interacción entre turistas y empleados de primera línea de turismo
ITE1

Durante mi estancia, me gusta interagir directamente con los
profesionales de turismo locales (empleados de hotel,
empleados de oficina de turismo, guías turísticos).

ITE2

Durante mi estancia, co-crío (una participación activa y
colaboración) con los profesionales de turismo locales, lo que
mejora mi experiencia.

Interacción entre turistas y residentes locales.
ITR3

Normalmente, crío lazos de amistad con las personas (residentes
locales).

ITR4

Normalmente, me gusta interactuar de manera con los residentes
locales (en la calle, en un bar, en un restaurante).

ITR5

Normalmente, intento interactuar con los residentes locales.

Interacción entre turistas y turistas
ITT6

Durante mi estancia, para mi es gratificante interactuar con los
otros turistas.

ITT7

La interacción con otros turistas mejora mi experiencia turística.

Nivel de gastos
LE1

Prefiero pasar más tiempo y dinero durante una experiencia de
turismo atractivo (ser un participante activo en la actividad, no un
observador pasivo).

LE2

Es probable que compre productos vendidos en una tienda.

LE3

Es más probable que compre un producto hecho por mí durante
la experiencia.

LE4

Si tuviera que elegir entre el producto fabricado por mí durante la
experiencia y el producto vendido por una tienda, compraría "mi
producto".

Satisfacción
S1

Normalmente, siento que mis vacaciones enriquecen mi vida.

S2

Normalmente, me siento muy mejor conmigo mismo después de
las vacaciones.

S3

En general, una experiencia co-creativa (una participación activa
y colaboración con otros) agrega placer y valor durante mi visita.

5. ¿Cuál es la razón principal para participar en actividades enogastronómicas? (Sólo una
respuesta)

Aventura

Conocimiento / aprender
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Desarrollo creativo

Desarrollo personal

Educación

La realización personal

Entretenimiento

Autoexpresión
Otra _____________

Experiencia

6. ¿Cuál es su grado de interés en participar activamente en las siguientes etapas de
experiencias enogastronómicas?

1 – Nada interessado; 2 – No me interesa; 3 – No muy interesado; 4 – Neutro; 5 – Algo
interessado; 6 – Interessado; 7 – Muy interesado;
1

2

3

4

5

6

7

6.1 Experiencia vínica
Breve introducción a los vinos (teoría)
Prueba de vinos
Mezcla de construcción (mezcla de las variedades
de uva de vino)
Embotellar
Poner corcho en la botella
Encapsulación (poner la cápsula que rodea el
cuello de botella)
Diseño de etiqueta (dibujo de la etiqueta)
Foto final de la experiencia
6.2 Experiencia gastronómica
Recibir una explicación de los productos
alimenticios y los ingredientes utilizados
Recoger sus propios ingredientes
Clase de cocina con Chef
Clase de cocina con habitantes locales
Comer la comida que cocinaste
7. ¿Qué valor máximo estaría dispuesto a pagar por una experiencia de vino como la
que se describe en el número de pregunta 6.1? ____________________________,00€
7.1 ¿Siente que obtendría una buena relación calidad-precio? Sí

No

8. ¿Qué valor máximo estaría dispuesto a pagar por una experiencia de vino como la
que se describe en el número de pregunta 6.2?_____________________________,00€
8.1 ¿Siente que obtendría una buena relación calidad-precio? Sí

No

8.2 ¿Continuaría pagando por las experiencias previas si su precio aumenta?
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Estoy en
total

Desacuerdo

desacuerdo

En algo
desacuerdo

Indeciso

Algo de

Estoy de

acuerdo

acuerdo

Estoy muy
de
acuerdo

9. ¿Cuándo llega a un destino cuáles son los elementos que considera más
importantes? (Marque todo lo que corresponda).

Centros de información para visitantes
Folleto / mapas turísticos
Guía de eventos / atracciones
Aplicaciones móviles
Buena señalización
Tarjeta de turista (ofreciendo descuentos, boletos de autobús)
Buen transporte local (autobús, tren, taxi)
Alojamiento asequible
Acceso a comida auténtica
Otro: ______________________________________________________
10. Perfil demográfico
10.1 Género

Hombre

Mujer

10.2 Edad ___________________
10.3 ¿Cuál es su país de residencia? ________________________________________
10.4 ¿Cuál es su nivel más alto de estudios que ha completado? (Sólo una respuesta)
Escuela primaria
Escuela secundaria
Grao
Postgrado / Máster
Doctorado
Otro (por favor, escríbalo) ___________
10.5 ¿Cuál es su ocupación principal? (Sólo una respuesta)
Jubilado (a)
Amo (a) de casa
Estudiante
Empleado (a)
Empresario (a)
Trabajador (a) independiente
Desempleado (a)
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Otro (por favor, escríbalo) ___________

10.6 ¿Cuál es su ocupación profesional?
Director y gerente comercial
Especialista en actividades intelectuales y científicas (profesores, doctores,
abogados, artistas)
Personal administrativo (empleado de oficina, secretarias, atención al cliente)
Agricultura
Trabajadores calificados de la industria
Militar
Otro: ____________________________________________________________

10.7 ¿Cuál es su formación académica/profesional?
Agricultura
Artes y Humanidades
Educación
Ingeniería, fabricación y construcción
Salud y protección social
Ciencia, matemáticas y computación
Servicios
Ciencias sociales, el comercio y la ley
Otro:_____________________________________________________

¿Le gustaría hacer algún comentario adicional?
_______________________________________________________________________
¡Muchas gracias por su tiempo y colaboración!
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