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Sustainable Food Cities Network

Background context
Eating City – International Platform
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Food and Gastronomic Tourism

Hall and Sharples, 2003

Definition: “visitation to primary and secondary food producers, food festivals, 
restaurants and specific locations for which food tasting and/or experiencing the 
attributes of specialist food production regions are the primary motivating factor for 
travel” Hall and Mitchell (2001) 
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Food and Gastronomic Tourism

Hall and Sharples, 2003



Local Food & Gastronomy > Branding places

•From local food & wine to stakeholder engagement: 
– Examples: 

• The implementation of sustainable wine practices in the local wine industry 
through stakeholder engagement and participation: 

– Case of US & New Zealand, Marshall et al., 2011
• Stakeholder engagement practices in the field of food & wine festivals 

– Different cases in Europe (Cavicchi & Santini, 2014) and in the World (Hall & Sharples, 
2008)

• The linkage between product & stakeholders: 
– What is typical is strongly linked to the hosting community, so stakeholder engagement 

is facilitated
» Community sees itself as the factory; social sustainability achieved throug local 

products helps in pursuing stakeholders’ engament (Savoja, 2011)

•The strategic importance of gastronomy for promoting a place: 
– Using food and wine for differentiating places and promoting tourism 

(Haven-Tang & Jones, 2006) 

Theoretical Framework (1)



The urgency for branding 

• «Branding is perhaps the most powerful marketing weapon 
available to contemporary destination marketers» (Morgan & 
Pritchard, 2002, p.11)

– Branding enhances destination image among visitors and 
assists DMOs in measuring achievements (Blain et al., 2005)

– Effective for achieving a differentiation (Blain et al., 2005; Pike, 
2004)

– It helps in the identification of something that represents a place  
– The state of the tourism industry pushes for destination 

branding: 
• A vast choice of destination
• A high presence of niche players in a crowded marketplace

– The rise of “entrepreneurial cities” and entrepreneurial modes of 
urban governance (Griffiths, 1998; Hubbard and Hall, 1998)

Theoretical Framework (2)



Branding Cities: labels used to describe the city branding research domain

Theoretical Framework (2)

Source: Lucarelli and Berg (2011): City branding: a state-of-the-art
review of the research domain; Journal of Place Management and

Development



Branding and stakeholder engagement

• Multi-stakeholder actions are processes “in which actors from civil society, business and 
governmental institutions come together in order to find a common approach to an issue that 
affects them all” (Roloff, 2008).

• “.. the most effective place branding initiatives are those where a wide range of local players 
are involved and energized. On the contrary, initiatives, which do not engage, and in some 
cases alienate local stakeholders, are almost always destined to fail” (Houghton and Stevens, 
2011, in Halme, 2014)

• “.. It is the conflicting voices of different stakeholder groups that contribute to the place brand, 
arguably adopting a brand – as  - dialogue approach.” (Baker 2007, in Halme 2014)



Wicked problems” refer to issues which are highly complex, have 
innumerable and undefined causes, and are difficult to 
understand and frame. 

– there is broad disagreement on what ‘the problem’ is
– the search for solutions is open ended
– Imply a wise stakeholders’ management
– The problem solving process is complex because constraints, such as 

resources and political ramifications, are constantly changing
(Roberts, 2000)

Thus, wicked problems cannot be resolved through finding “right 
answers” or “solutions”, but rather, they must be managedthey must be managed. 

Wicked problems in Tourism and Agribusiness



BURGOS Experience

Gastronomic Cities



- Our participation in URBACT project «Gastronomic 
Cities»

Gastronomic Cities



Gastronomic Cities: the URBACT Method
Giving City (Best practices):
Burgos – SPAIN (178.000 inhabitants) 

Receiving Cities:
Hospitalet de Llobregat (257.057) 
SPAIN
Alba Julia (58.000) – ROMANIA
Korydallos (63.455 ) – GREECE

AND
Fermo (37.274) – ITALY



Gastronomic Cities

The city of Burgos considers that transfer of good practice based on 
gastronomy:

• It is easy to understand and to be embraced by stakeholders.
• All territories have gastronomic elements, primary resources as well as 

professionals to develop and implement a joint tourism and 
gastronomy strategy; urban gastronomic tourism gives multiplier effects 
on rural development in wider area.

• The relationship between tourism, gastronomy and culture is in the DNA 
of all territories and basis for experience tourism and economy.

• No need for big investments and new policies.
• Gastronomic tourism can be developed and can give results on the 

short – medium term.
• Visible results on short term help to achieve consensus among city 

stakeholders about major questions of strategic development and 
policy and contribute to governance improvement. 



• 1. POLITICAL DECISION 
MAKERS/ADMINISTRATION 

• a. Mayor/Mayors office 
• b. Representative of City council 
• c. Representative of City administration 
• d. Representatives of regional/provincial 

administration 
 
• 2. PROFESSIONAL 

GASTRONOMY/TOURISM ORGANIZATIONS 
• a. Tourism associations 
• b. Gastronomy associations 
• c. Wine producers associations/suppliers 
• d. Agri-Food production associations/suppliers 

• 3. ACTORS/ACTIVE PARTICIPANTS IN THE 
PROJECT 

• a. Chefs/Cooks 
• b. Restauranteurs 
• c. Event organizer 
• d. Hoteliers 
• e. Transport organizers/providers 
• f. City police (organizing road traffic, parking, having 

problems with visitors,..) 
• g. Education & training institutions  - h. NGOs 

• 4. USERS/BENEFICIARIES OF THE PROJECT 
• a. Citizens 
• b. Representatives of citizens 
• c. Tourists/Visitors/Representatives of visitors 

(workers in tourist promotion organization, tourist 
information centers) 

Gastronomic Cities: the URBACT Method
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Gastronomic Cities: main activities and results
Burgos Deep Dive - Technical visit to the “city 
providing the practice”.
1st staff exchange - “Devora es Burgos”
2nd staff exchange - “Chefs Exchange”
3rd staff exchange - “Zero Km producers 
exchange”

1 Transnational event organized in Fermo showing 
the partners “Tipicità 2014 Edition” 
3 Transational events in each participating city: 
Alba Iulia, Korydallos and L’Hospitalet de Llobregat
 
At local level, we have established the Fermo ULSG 
in February 2014 presenting the project and its 
strategy during the assembly of Marca Fermana 
Association (DMO)

The role of University:
-Facilitator of 3 Stakeholders meetings
-1 survey among stakeholders on the main desired 
activities
-Involvement of the «Degree of Tourism»  students 



A. Farm Visits/Tour and tasting 

B. Agricultural experience taught by farmers

C. Walk into vineyards while tasting wines

D. Cooking classes held in agritourisms

Gastronomic Cities: main activities and results



E. Literary events linked to gastronomy or to local 
brands and long-established companies

G. Increasing the quality of street food offer and 
facilities

F. Events in the Fermo City Centre involving 
local businesses

H. White gastronights 

Gastronomic Cities: main activities and results



I. Increasing relationship between education, research 
and business

M. Organizing foreign chef competitions 
on local typical products

L. Exploiting existent travel guides by the means of  
web marketing and social media

N. Initiatives to increase the dialogue between farmers 
and hospitality actors

Gastronomic Cities: main activities and results



Problem-based Learning (PBL)
• Student-centred
• Learning thru problem 

solving
• Active learning
• Discovery
• Facilitator instils 

confidence, 
encouragement & 
extends…

Gastronomic Cities: main activities and results

http://www.google.com.au/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=W3FQpmuS0XSwMM&tbnid=6pCu2Hfe5ajXPM:&ved=0CAUQjRw&url=http%3A%2F%2Fintegratingtech301.pbworks.com%2Fw%2Fpage%2F20021598%2FProblem%2520Based%2520Learning&ei=oRIsUdnZI4qWkwW4u4DQDw&bvm=bv.42965579,d.dGI&psig=AFQjCNHWoxTkkXa0cJjiqlil5HESoQkdvQ&ust=1361929241391023


Gastronomic Cities: main activities and results

University co-creation for sustainability:
-Beyond the “Third Mission”
-Young students dealing with 
entrepreneurs to discover their “smart 
specialisation”
-Mutual exchanges: what the job market 
really needs?
-Cross-fertilization involving colleagues 
from abroad (in this case prof. Robinson 
from Australia - experts in Food 
Tourism)
-Suggesting Local Action Plans – not the 
“magic potion” but giving the chance to 
the most involved, committed and 
motivated entrepreneurs to carry on the 
path!
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Gastronomic Cities: main activities and results
• Development of a specific strategic document (LAP) where gastronomy and tourism are linked 

with culture

• There is evident political commitment and support to gastronomic tourism development from the 
municipality and province administration

• There is the potential for a strong Destination Management Organization  – Marca Fermana DMO 
- but there is a need to further strengthen inter-sectorial cooperation

• “Mutual trust” among stakeholders as been detected as both a current social problem and 
an essential issue to be solved for effectively planning and developing tourism strategies

• The suggestions received by Burgos as Giving City to stress the importance of in-kind and 
reciprocal contribution, has been felt by all the stakeholders as a crucial step to follow

• Internal and external efforts for communication and promotion are strong, but players in this 
sector are aware of the necessity to use new e-tools, looking for niche markets and cross 
marketing opportunities.  

• The whole project has been important to increase stakeholders’ self-consciousness about the 
presence of huge cultural heritage and tradition. Stakeholders have been proud to take part of 
such international project, through a strong and tireless dialogue with the local team, interacting 
with the university and participating to staff exchanges.  



alessio.cavicchi@unimc.it
Skype: alessio.cavicchi

Department of Education, Cultural Heritage and Tourism
University of Macerata (Italy)

THANKS!
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