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Whattopicsdo 
we cover:

Å Our approach 

Å Setting the stage for food tourism in BSR

Å Latest trends affecting culinary tourism in BSR 

Å Who is a culinary tourist? 

Å Persona Analysis

Å Customer Relations 

Å What is the Business Model Canvas? 

Å Traditional and virtual channels

Å Food tourism experiences you canprovide 

Å How to launch new food tourism experience 

Å Cost calculation 

Å Examples 



Our approach

ÅWe want youto be co-authorsof the 
manual.

ÅThe manual shouldansweryourmost 
importantchallenges

ÅDescribegoodexamplesfrom your
region

ÅFacilitateyourworkwith companies
and farmersgivingyoumodels, 
examples, toolsand supportto assist
the changetowardstourism
experienceeconomyin yoursrural
area.

ÅWe adressthe Manual to {a9Ωǎlike
food producersand farmersand youas 
the changeagent of the process



Setting the stage for food tourism in Baltic Sea Region

ÅThe mainaimof our work is to bring
longlastingchangein diversifying
portfoliosand addingvalueto {a9Ωǎlike
food producersand farmersworkingin 
BSR-region by introducingservices ς
food travelexperience

ÅAt the same time to builda professional, 
tailor madetourismexperiencethat can
be a part of  BSR destinationbranding

New service 
experience



Setting the stage for food tourism in Baltic Sea Region

Tourist Food producers
and farmers

New service 
experience

ÅWin-Win transactionfor both sides



Setting the stageς{a9Ωǎlikefood producersand farmers

ǒ Increase direct sales

ǒ Start selling on-line or to increase it

ǒ Less dependence on the weather 

ǒ New, interesting jobs

ǒ Sale of tourist souvenirs

ǒ New audiences

ǒ Strongerbrand

ǒ Sense of pride



Setting the stage ςtouristperspective

ǒ To buildanall yearroundoffer for tourists

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

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

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



Whoisa culinarytourist?

ǒ Both residentsŀƴŘ αclassicalέ tourists declarethat they
areopen to trying new localflavours

ǒ Mostly food is just one of the reasonsto travel - seldom
unique.

ǒ A bit more into food travelingarethe Millennialsand 
the Gen Z about45% declarethat food maybe a unique
reasonto travel

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



Persona Analysisςexistingand newcustomers

ǒ Examplehow to run a workshopon Persona 

analysis

ǒ Questionsto ask

ǒ Platformsto find existingcustomersas it is

easierand cheaperto do so



WhatisBusiness Model Canvasand whywe useit?

ÅIt iseasierto performany
business whenyouthink
on paper

ÅIt isa valuable tool for 
companies to visualize, 
analyze, and communicate 
their business model



How to makeit evensimpler?

VIABILITY SECTION = COSTS + REVENUE

DESIRABILITY 

= VALUE PROPOSITION = Value + CUSTOMERS + 
CHANNELS

FEASIBILITY 

= KEY PARTNERS + KEY 
ACTIVITIES + KEY RESOURCES



Traditional and virtual channels

Å Twoaspects: 

Å The essence of the offer

Å How to pitchthe story dependingon target groups

Essence ςgoodqualityphotosand videosand catchy/ short
texts

Å How to preparea goodtext

Å How to makea goodhigh qualityphoto

Å How to be  visiblein the region

Å To print currencyinsteadof rubish

Å Cross promote

Å Cooperatewith travelagents



Pros and Consof promotionchannels

Å Your internet page with a unique domain

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

Å Social media  - : Facebook, Instagram, Tik Tok

Å Print ς visit cards

Å Print ς leaflets 

Å Print ς catalogues 

Å Print ς common folders, maps
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What kind of  food tourism experiences can you provide?
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#1 Degustations 
and all kinds of 
sampling and 
tastings
enhanced by the storytelling 
about the quality, history and 
health properties of the food are 
the core experience of the food 
travel service. They use the sense 
of taste and combine it with a 
memory of the place what makes 
the experience unforgettable. 
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#2 Pop up 
restaurants and 
cafes 
are the very best way to jump into 
the restaurant business in the soft 
way. They are usually open for a 
limited period of time e.g. one 
weekend in the unique places  such 
as: fields, orchards, barns  and offer 
unforgettable memories both for 
visitors and hosts. When deciding to 
open such a place make sure you 
have read safety regulations that 
exist in your country. 
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#3 Events and 
festivals
related to seasonality, products 

and working activities in the field 

or orchard etc. including harvest 

of vegetable and fruits (eg. 

excavation, picking apples in the 

orchard), taste festivals, open 

door days, harvest festivals.
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#4 Guided tours
including getting to know raw 

materials, manufacturing 

traditions and tasting in: 

processing plants, breweries, 

vineyards, cheese dairies,  

butcheries and sausage factories,  

fish farms, dairy farms, organic 

farms etc.
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#5 Workshops 
and cooking 
classes
focused on food processing and 

preparation, including: pickling, 

curing, smoking and preparation 

of traditional dishes based on 

local products.
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#6 Food 
exhibitions and 
museums 
dedicated to local and traditional 

products like bread, moonshine, 

herring, chess, cham, beer, potato 

etc. Showing history, food 

processing and offering 

degustation of different varieties 

of local specialties food and 

drinks.
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#7 Combination 
of experiences 
above. 
They match very well and very 

often one can find a combination 

of two or more food experiences 

served together. The common 

example is visiting a food or 

beverage exhibition followed by 

sampling.
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How to launch new food tourism experiences step by step



Key steps to launch culinary tourism offers

1. Choosing 
a topic

2. Setting 
the venue

3. Preparing 
the show 
and 
personnel 

4. Trying and 
testing
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EXAMPLES OF FOOD 
TRAVEL EXPERIENCES 
FROM BALTIC SEA 
REGION
Degustations/ Restaurants/ GuidedTours / Workshops
/ Food Exhibitions/ Integratedoffers/ On-line visits
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aŜŀŘ ~ǳǑǾŤΣ [ƛǘƘǳŀƴƛŀ κ YŤŘŀƛƴƛŀƛ 

county/ villagePlinkaigalis

https://susvesmidus.lt/en/home/ 

https://www.facebook.com/susvesmidus 

The host organizes tasting programs 
"Mead flowed..." and offers customers to 
learn about the history, consumption, 
features of production of the oldest 
Lithuanian alcoholic beverage. 

Usually, a mead company is visited 
during the education, but tastings can 
also be arranged at the customer's site.  
It doesn't matter where the education 
takes place, you always learn about the 
history and present of mead, taste 10 
different types of mead and serve 
homemade cheese and honey....

Degustations

https://susvesmidus.lt/en/home/
https://www.facebook.com/susvesmidus
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Ostruchand GoatsFarm "Nornieki" ς 
"Strauss un kaza"

Latvia/ Kurzeme/ {ƴŢǇŜƭŜ

http://www.straussunkaza.lv

https://www.facebook.com/straussunkaza 

Buy healthy and valuable ostrichand goat 
meat products and take a trip to an ostrich 
and goat farm. 

A delicious meal will be provided by the 
chef in the family-run restaurant. The menu 
includes ostrich and goat burgers.

They also offer tastings and creative 
workshops.

Restaurants

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

Restaurant5ȊǹƪȅƴŤ

Lithuania, ±ŀǊŤƴŀdistrict, aŜǊƪƛƴŤ

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

The small restaurant serves deer and 
venison farmed on their own farm. 

The offer is addressed mainly to 
tourists. 

Since agricultural production is limited, 
the owners decided to add value to it 
by opening a restaurant instead of 
selling raw meat to the wholesaler.

https://www.facebook.com/dzukyne/
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Erste 
a,bb9wIh
BBY GmbH

Germany, Mecklenburg-West Pomerania, 
aǀƴŎƘƘŀƎŜƴ

https://www.maennerhobby.eu/

Distillery and brewery experience. 
Several times a week it offers 
guided tours, followed by tastings 
of gin, KALAND YǸƳƳŜƭ, 
FOERSTER's Heide Gin and other 
locally distilled liquors, fruit 
liqueurs, rums, vodkas and also 
corn distillate.

GuidedTours 

https://www.maennerhobby.eu/
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aŀƭƛƴƽǿƪŀ CŀǊƳΣ Poland, Lubuskie 

ǊŜƎƛƻƴΣ 5ǊŊƎƻǿƛƴŀ
http://www.malinowka.pl/

https://www.facebook.com/malinowkapl

They organize workshops with many 
specialists: in the field of herbalism, 
permaculture, natural construction, nature 
conservation, beekeeping, tincture and 
handicrafts.

It deals primarily with beekeeping, and the 
apiary is run in such a way as to disturb the 
bees as little as possible. There is also 
permaculture, crop cultivation and sheep 
and "forest" poultry breeding in the pasture 
system.

Workshops

http://www.malinowka.pl/
https://www.facebook.com/malinowkapl
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¾ǊƽŘƱƻΥ ȊŀƎǊƻŘŀ-sledziowa.pl

½ŀƎǊƻŘŀ |ƭŜŘȊƛƻǿŀ κ Pomorskie / Poland 

/ Starkowo

https://www.zagroda-sledziowa.pl/ 

https://www.facebook.com/profile.php

?id=100039449361166&fref=ts 

HerringIs the tourist driver of the place as it was granted 
ōȅ ƭƻŎŀƭ ŦƛǎƘŜǊƳŜƴΩǎ ƎǊƻǳǇ ȅƻǳ Ŏŀƴ Ǿƛǎƛǘ ƛǘ ŦƻǊ ŦǊŜŜΦ

Tourists can get familiar with the traditions of herring 
fishing in Pomerania, historical ceramic to store and 
serve herring as well as see a documentary films about 
herring in European cuisine and fishing tradition. 

However the hosts are making profits out of tavern and 
beŘ ϧ ōǊŜŀƪŦŀǎǘΦ Lǘ ƛǎ ƭƻŎŀǘŜŘ ƛƴ мфǘƘ ŎŜƴǘǳǊȅ ǇŜŀǎŀƴǘǎΩ 
house that had been renovated and adopted for the 
tourists purposes. The tavern servs mostly herrings in 
variety of tastes so one can make degustation out of it. It 
also specializes in herring and beer pairing. 

After opening a tavern the owners bought a food truck 
and are serving herring based fast food in Ustka and 
other sea resorts.

Food Exhibitions


