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Resum

«El Turisme Gastronomic en Zones Rurals: el Cas del Formatge a la
Vall de Boi, Patrimoni de la Humanitat»

El turisme gastrondmic és una tipologia turistica que al llarg dels Ultims anys esta
tenint un intereés creixent tant per part dels academics com per part dels professionals
del turisme, i evidentment també com una motivacié turistica de primer ordre. Si bé la
gastronomia forma part inherent de qualsevol desplacament turistic, i és imprescindible
en les vides tant de residents com de forans, el fet de viatjar per coneixer les
elaboracions culinaries o les formes de consum d’una cultura que no és la propia son el
leitmotiv de la practica del turisme gastronomic. Aquesta s'emmarca en la present tesi
en els espais rurals i zones de muntanya, on la gastronomia hi juga un paper essencial
com a factor d'identitat de la societat i en un entorn paisatgistic que no es déna en cap
altre lloc. El paisatge, el territori, en definitiva el sense of place son els trets d'identitat
que confereixen a les regions una autenticitat convertida en factor d’atraccié turistica.

Els espais rurals son propicis per a la posada en valor d'aquesta autenticitat. Si bé
tradicionalment han estat les zones més oblidades també per la practica turistica,
sobretot en zones de muntanya, hi ha un creixent interés per part dels habitants de les
ciutats en visitar destinacions com la Vall de Boi, repositoris d’'una cultura mil-lenaria i
d’'una naturalesa imponent. En aquest sentit, un dels trets més caracteristics de
I'autenticitat és el seu patrimoni culinari, un patrimoni que es forja a partir de les
tradicions i també com a conseqiiéncia de la configuracié geografica del territori, el seu
clima, la seva vegetacid, tots ells elements que modulen el paisatge gastronomic al
compas de les estacions de I'any.

La Vall de Boi és un municipi de la comarca de I'Alta Ribagorga, a la provincia de
Lleida. Es tracta d’'una destinacié internacionalment coneguda ja que el seu conjunt
d’esglésies romaniques va ser declarat per la UNESCO com a Patrimoni de la Humanitat
I'any 2000. A més a més, és la porta d’entrada occidental a I'tinic Parc Nacional de tota
Catalunya, Aigliestortes i Estany de Sant Maurici. A part d’aquests dos /andmarks, la
configuracié de la seva oferta turistica es basa en les estacions d’esqui i balnearia aixi
com en els seus recursos culturals, materials i immaterials, entre els quals s’hi troba la
gastronomia.

En el context de la gastronomia, el formatge és un element gastronomic fortament
arrelat al terroirja que s’elabora a partir de la llet que s'obté dels animals que pasturen
i mengen a les terres d'on és caracteristic. Les visites als obradors, les rutes
gastronomiques, els festivals o els mercats locals sén plataformes per a la promocio i
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distribucié d’'un producte que s’ha anat convertint en el protagonista d’una tipologia
turistica dins del turisme gastronomic, el turisme formatger. Aquesta tipologia apareix
a la Vall de Boi en els Ultims anys en forma de dos elaboradors artesans que a poc a
poc es van introduint en el circuit turistic. Es a través de I'experiéncia en primera
persona que es genera al voltant d’'un producte local, com I'activitat turistica ha de
tenir un efecte de retroalimentacié sobre la poblacid; I'is per exemple del formatge
local en els restaurants n’és una conseqiieéncia, contribuint aixi al desenvolupament
local.

Cal destacar que tant la innovacié en els productes i serveis turistics com la
internacionalitzacié de les destinacions son dues de les principals preocupacions dels
gestors de turisme. La necessitat de diversificacio de I'oferta turistica es fa encara més
palesa en entorns com l'estudiat on I'estacionalitat del turisme hi és més accentuada.
Aixi doncs, en el context dels reptes d'internacionalitzaci6 de les destinacions de
turisme rural i de muntanya, la present recerca recull algunes idees de bones
practiques per a la innovacié del turisme a la Vall de Boi, a partir de casos
d’experiéncies de turisme gastronomic portades a terme a la regié neozelandesa de
Canterbury. També hi ha exemples de recursos culturals i naturals vinculats a I'impuls
de la practica turistica, que no només son una mostra de I'estreta relacidé del turisme
amb el paisatge i de la forta vinculacid de la comunitat amb el territori sind que
representen un marc complementari idoni i necessari per al desenvolupament holistic
del turisme gastronomic.

La tesi menciona també la importancia que tant els mitjans de comunicacié com les
noves tecnologies han tingut en la democratitzacié i globalitzacié del turisme, elements
que tot i generar les logiques inércies positives no poden imposar-se sobre la localitat
que ens identifica. Sigui com sigui, el turisme implica una simultaneitat del servei i el
consum de manera que la interaccid entre amfitrions i invitats esdevé inevitable. La
sostenibilitat d’aquesta relacio, en la riquesa del resultat de la mateixa, ha dimplicar
sempre la maxima que un lloc bonic per viure és un lloc bonic per visitar, i a l'inrevés.
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Resumen

«El Turismo Gastrondmico en Areas Rurales: el Caso del Queso en la
Vall de Boi, Patrimonio de la Humanidad»

El turismo gastrondmico es una tipologia turistica que a lo largo de los ultimos afios
tiene un interés creciente tanto por parte de los académicos como por parte de los
profesionales del turismo, y evidentemente también como una motivacion turistica de
primer orden. Si bien la gastronomia forma parte inherente de cualquier
desplazamiento turistico, y es imprescindible en las vidas tanto de residentes como de
visitantes, el hecho de viajar para conocer las elaboraciones culinarias o las formas de
consumo de una cultura que no es la propia son el /eitmotiv de la practica del turismo
gastrondmico. Esta se enmarca en la presente tesis en los espacios rurales y en zonas
de montafa, donde la gastronomia juega un papel esencial como factor de identidad
de la sociedad y en un entorno paisajistico que no se da de igual forma en ningln otro
lugar. El paisaje, el territorio, en definitiva el sense of place son las sefias de identidad
que confieren a las regiones una autenticidad convertida en factor de atraccién
turistica.

Los espacios rurales son propicios para la puesta en valor de esta autenticidad. Si bien
tradicionalmente han sido las zonas mas olvidadas también para la practica turistica,
sobre todo en zonas de montaifa, hay un creciente interés por parte de los habitantes
de las ciudades en visitar destinos como la Vall de Boi, repositorios de una cultura
milenaria y de una naturaleza imponente. En este sentido, una de las caracteristicas de
la autenticidad es su patrimonio culinario, un patrimonio forjado a partir de las
tradiciones y también a consecuencia de la configuracion geografica del territorio, su
clima, su vegetacion, todos ellos elementos que modulan el paisaje gastronémico al
son de las estaciones del afio.

La Vall de Boi es un municipio de la comarca de la Alta Ribagorca, en la provincia de
Lleida. Se trata de un destino internacionalmente conocido ya que su conjunto de
iglesias romanicas fue declarado por la UNESCO como Patrimonio de la Humanidad en
el ano 2000. Ademas, es la puerta de entrada occidental al Unico Parque Nacional de
Catalunya, Aigiiestortes i Estany de Sant Maurici. Aparte de estos dos /andmarks, la
configuracion de su oferta turistica se basa en las estaciones de esqui y balnearia asi
COmo en sus recursos culturales, materiales e inmateriales, entre los que se encuentra

la gastronomia.

En el contexto de la gastronomia, el queso es un elemento fuertemente arraigado al
terroir ya que se elabora a partir de la leche obtenida de los animales que pastan y se
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alimentan en las tierras de donde es caracteristico. Las visitas a los obradores, las
rutas gastrondmicas, los festivales o los mercados locales son plataformas para la
promocion y distribucién de un producto que se ha ido convirtiendo en el protagonista
de una tipologia turistica dentro del turismo gastronémico, el turismo del queso. Dicha
tipologia aparece en la Vall de Boi en los ultimos afios en forma de dos elaboradores
artesanos que poco a poco se van introduciendo en el circuito turistico. Es pues a
través de la experiencia en primera persona que se genera alrededor de un producto
local, como la actividad turistica debe tener un efecto de retroalimentacion sobre la
poblacién; el uso por ejemplo del queso local en los restaurantes es una consecuencia,
contribuyendo asi para con el desarrollo local.

Cabe destacar que tanto la innovacion en los productos y servicios turisticos como la
internacionalizacion de los destinos son dos de las principales preocupaciones de los
gestores de turismo. La necesidad de diversificacion de la oferta turistica es ain mayor
en entornos como el estudiado donde la estacionalidad del turismo es mas acentuada.
Asi pues, en el contexto de los retos de internacionalizacidn de los destinos de turismo
rural y de montafia, la presente investigacidon recoge algunas ideas que pueden ayudar
en la innovacién del turismo en la Vall de Boi, a partir de casos de experiencias de
turismo gastrondmico de la regidén neozelandesa de Canterbury. También hay ejemplos
de recursos culturales y naturales vinculados al impulso de la practica turistica, que no
solo son una muestra de la estrecha relacidon del turismo con el paisaje y de la fuerte
vinculacion de la comunidad con el territorio sino que representan un marco
complementario idéneo y necesario para el desarrollo holistico del turismo
gastronémico.

La tesis menciona a la vez la importancia que tanto los medios de comunicacién como
las nuevas tecnologias han tenido en la democratizacién y globalizacion del turismo,
elementos que aun y generando las ldgicas inercias positivas no pueden imponerse a la
localidad que nos identifica. Sea como sea, el turismo implica una simultaneidad del
servicio y el consumo de manera que la interaccion entre anfitriones e invitados es
inevitable. La sostenibilidad de esta relacidn, en la riqueza del resultado de la misma,
debe implicar siempre la maxima que un lugar bonito para vivir es un lugar bonito para
visitar, y viceversa.
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Abstract

«Food Tourism in Rural Areas: the Case of Cheese in Vall de Boi, a
World Heritage Site»

Food tourism is a type of tourism that over recent years has been achieving a greater
interest by academics and tourism professionals, and evidently also as a tourism
motivation. Food is an inherent part of any tourist trip, and it is essential in the lives of
both residents and visitors. Travelling to know culinary preparations or consumption
patterns of a culture that is not the own one, is the leitmotiv for the practice of food
tourism. The framework of the thesis is based on rural and mountain areas, where
food plays an essential role as an identity factor of a society, and a unique landscape
that does not happen in the same way anywhere else. The landscape, the territory,
and ultimately the sense of place are the signs of identity which give the regions an
authenticity factor turned into a tourist attraction.

Rural areas are ideal places to the enhancement of this authenticity. While traditionally
being the most neglected areas also for the tourism practice, and especially in
mountain areas, townsmen still have a higher interest in visit destinations like Vall de
Boi. These are repositories of an ancient culture and have a stunning nature. In this
sense, one of the characteristics of authenticity is its culinary heritage. This heritage is
forged from tradition and also because of the geographical configuration of the
territory, its climate and its vegetation; all of these are elements that modulate the
culinary landscape to the rhythm of seasons.

Vall de Boi is a municipality in the region of Alta Ribagorga, in the province of Lleida. It
is an internationally known destination since its Romanesque churches were declared a
UNESCO World Heritage Site in 2000. It is also the western gateway to the only
National Park in Catalonia, Aigiestortes i Estany de Sant Maurici. In addition to these
two landmarks, the configuration of its tourism offer is based on ski and thermal
resorts as well as its cultural resources, including gastronomy.

In the context of gastronomy, cheese is a product strongly rooted in the terroir due to
it is made from milk obtained from animals grazing and feeding on land itself. Visits to
workshops, culinary tours, festivals or local markets are platforms for the promotion
and distribution of a product that has gradually become the protagonist of a food
tourism type, cheese tourism. This type of tourism has appeared in the Vall de Boi in
recent years. Two local cheese producers set out and gradually introduced its produce
to the tourism sector. Also tourism must have an effect on local people through first-
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hand experiences created around a local product; and consequently this can contribute
to local development, for example by using local cheese in restaurants.

It is noted that both innovation in tourism products and services, as the
internationalization of destinations, are two of the main concerns for tourism
managers. The need for diversification is even greater in the studied environments
where the seasonality of tourism is more pronounced. Thus, in the context of the
internationalization challenges in rural and mountainous tourism destinations, this
research includes some ideas from cases of food tourism experiences in the region of
Canterbury in New Zealand, which may help in the innovation of tourism in Vall de Boi.
There are also examples of cultural and natural resources linked to the promotion of
tourism practice; these are not only a sign of the close relationship between tourism
and landscape, and the strong involvement of the community with territory; they also
represent an ideal complementary framework for the holistic development of food

tourism.

The thesis also points out the importance that both media and new technologies have
had in the democratization and globalization of tourism. However these elements are
generating a logical positive inertia, they cannot be imposed on the locality that
identifies a place. Tourism involves a simultaneous service and consumption process,
so that the interaction between hosts and guests is inevitable. The sustainability of this
relationship, thereof the richness of its outcome, must always involve that a nice place
to live is a nice place to visit, and vice versa.
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1. Introduction






Food Tourism in Rural Areas: Francesc Fusté Forné
the Case of Cheese in Vall de Boi, a World Heritage Site

This chapter is divided into two parts. Firstly, it deals with a review of the
more recent and relevant literature, where updated references on food,
tourism, local produce and rural areas are brought together. Secondly, the

chapter outlines the objectives and pathways of the thesis.

1.1. Food, tourism, and rural areas development: a state of the art

Food is a key component of sense of place (Smith, 2015), food is a taste
of culture (Sims, 2009). UNESCO recognised the importance of the relationship
between food and culture in 2010 through its formal recognition of cuisine as
an element of heritage. Food, gastronomy and culinary traditions are among
the foundational elements of a culture. The UNWTO (2012) suggests that
gastronomy as part of the tourist experience allows visitors to access the
heritage of a destination through tasting, experiencing and purchasing of local
food produce. Hall and Sharples (2003) define food tourism as the journey to
gastronomic regions, with recreational and entertainment purposes, which
includes visits to primary and secondary food producers, gastronomic festivals,
food fairs, events, farmers markets, cooking shows and demonstrations, tasting
quality food products or other tourist activities related to food. Food tourism is
also referred to within the literature as cuisine tourism, culinary tourism,
gastronomy tourism, gourmet tourism or tasting tourism (Bjork and Kauppinen-
Réaisanen, 2016; Boniface, 2003; Hjalager and Richards, 2002; Lépez-Guzman

and Sanchez-Caiiizares, 2012).

There are a number of authors who recognize the benefits of food
tourism as a tool for local and regional development (Bessiere, 1998; Gossling
and Hall, 2013; Hall, Sharples, Mitchell, Macionis and Cambourne, 2003;
Hjalager and Richards, 2002; Sidali, Kastenholz and Bianchi, 2015; Sims, 2009).
Food tourism is a key actor in regional development because of the close
connection between food, land and community. Also because food tourism
includes not only food specialties and food establishments, but also it

incorporates products and experiences that encapsulate both cultural and
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natural factors of a place (Béssiere, 2013; Hashimoto and Telfer, 2008; Kim and
Ellis, 2015; Richards, 2002; Staiff and Bushell, 2013). Both the regional origin
and characteristics of the territory are important for food production and
consumption (Blichfeldt and Halkier, 2014). Consequently, food becomes an
item that, when commercialized, wraps as a tourism product enabling
sustainability, authenticity, and embodiment of cultural, geographic, and rural
characteristics (Hillel, Belhassen and Shani, 2013; Sims, 2009). As Béssiere and
Tibere (2013) suggest, “the trip offers different opportunities to come into
contact with local food cultures, through material elements that are easily
identifiable in the tourist area (e.g. dishes, ingredients, plant and animal
produce, utensils, tableware) but also other components that are increasingly
part of the intangible (the symbolism of food, social values, hierarchy and
codes, social links, culinary, cultural and craft knowledge” (Bessiere and Tibeére,
2013: 3423).

In this sense, it is important to briefly highlight the word terroir. Terroir
is, according to Lee, Wall and Kovacs (2015: 135), a concept that acknowledges
a sense of place that brings together the geographic, cultural and economic
dimension of the landscape of a locality. Similarly, " terroir encapsulates the idea
that a particular interplay of geography, history and human factors imbues
foods with a particular taste that cannot be recreated elsewhere. The term is
usually closely associated with European wine; however, today, it is used in the
popular press to describe artisanal foods from different continents. French has
long used the idea of terroir to instill pride and promote its own culinary

authenticity among citizens and tourists alike” (Musgrave, 2009: 158).

When the relationships between agriculture and tourism are examined, it
is not sufficient to only consider the figures in terms of visitors or their
expenditure, because if incomes do not reach local people, communities lose
more than they gain from tourism development (Canoves, Villarino, Priestley
and Blanco, 2004; Telfer and Wall, 1996). Thus direct and indirect benefits of
linking agriculture and tourism are, according to Berno, Laurin and Maltezakis
(2014: 105) “increasing economic development; the pride of place, generating
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attractive, vital and viable rural areas; and a vibrant and locally distinctive
tourism product”. Agriculture is the starting point of food tourism, because
“agriculture provides the product; culture provides the authenticity; and tourism
provides the infrastructure and services” (Berno, Laurin and Maltezakis, 2014:
113). According to these authors, local produce supported by local agriculture is
crucial for rural tourism development because agriculture is a prerequisite for
food tourism. Definitely, agriculture provides the basis from where visitors can

explore a destination throughout its food.

Baldacchino (2015: 223) suggests that local food and its associated
culture can help sustaining rural tourism and rural communities. The key to
success is to integrate the natural, the local and the traditional aspects
(MacDonald, 2013), referring to the wishes of the visitors who appreciate a
consumption of food products associated with the identity of a landscape and
its authenticity. Each landscape expresses a unique sense of place that defines
its identity (Antrop, 2005; Tellstrém, Gustafsson and Mossberg, 2006). Thus
landscape is an essential resource for rural tourism and an example of how
farmers perceive what their role is in relation to the symbiosis of agriculture and
tourism (Bowen, Cox and Fox, 1991; Kim and Ellis, 2015).

Food tourism contributes as well to the diversification of destination offer
and to the reduction of the negative effects derived from the seasonality of
demand. This is based on a tourist use of a local product, while maintaining the
natural and cultural essence of its culinary heritage tradition, at the same time
preserving the local authenticity. Consequently, food tourism makes it possible
to approach a culture in a more authentic, experiential and participatory way.
As a key marker of the connectivity between cultures and places, food is one of
the most important resources of any tourist destination and is integral to this

sense of authenticity (Fusté and Berno, under review).

Added to the fact that local food and food experiences are an essential
part of the journeys to any destination, food is a heritage resource that takes

on an increasing importance as a visitor's main motivation to visit a specific
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destination (Hall, 2016). Food heritages are perceived by visitors as identity
markers, with a high symbolic value regarding the significance and meaning of
a place (Bessiere and Tibere, 2013). The authenticity of heritage food is
transferred to the tourism industry in products transformed into souvenirs,
museums, routes, or visits to farms and workshops (Timothy, 2016); and also
using local products in the hospitality industry (Duarte and Bressan, 2014;
Fusté, 2016). Therefore, local produce has a high tourism potential and several
uses as an appealing factor for destinations. Their uniqueness and relevance
are understood when experiences are showcased, presenting the process of
producing and even allowing tourists to participate, definitely, conveying
authenticity (Byrkjeflot, Pedersen and Svejenova, 2013). These connections are
largely studied in the case of wine (Duarte, 2013; Baird and Hall, 2014; Coren
and Clamp, 2014; Elias, 2006), and other local products like oil (Millan and
Agudo, 2010). This mentioned research acknowledges and expands the
implications and benefits of local products, which includes more and more food

tourism niches.

This uniqueness of local produce relies on a particular local area.
“Residents and visitors are attracted to such places that have established a
unique cultural and artistic landscape that can be used to create a distinctive
place identity” (Lee, Wall and Kovacs, 2015: 135). This leads to “top-of-mind
associations [which] include England, the country of fish and chips; the USA,
home of potato chips and buttered popcorn; Mexico, known for fajitas and
tacos; and Italy, place for pasta and pizza” (Bjork and Kauppinen-Raisanen,
2016: 178). Similarly, this is also drawn for Spanish paella, French wine, or
Catalan pa amb tomaquet. However these examples may lie excessively on the
globalism, they are only examples of how identities, both linked to production
and consumption, can arise from culinary traditions. In this context, locality
must play a key role, thanks to movements like Slow Food, which aims to resist
this global standardization by promoting locally authentic and traditional

gastronomy (Pollan, 2008).
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In addition, there is a growth of niche markets that have revalued local
food artisan producers, especially in Europe and Australasia (Hall, 2016;
Henderson 2009). Local initiatives are expected to meet visitors’ demands by
providing them with first-hand experiences, such as hearing stories about the
landscape or tasting the local food (Jalis, Che and Markwell, 2014), previously
reported. When consuming traditional specialties at their point of origin, visitors
show “an act of complicity with the place, a way of becoming a part of the
intimacy of that place and of the other, a symbolic consumption of a land, a
region, a province, its climate, its history, its scenery” (Bessiere, 2001: 117).
The opportunity for tourists to have contact with local residents and learn about
their lifestyle is central to the rural tourism experience (Lane, 1994; Kastenholz
and Figueiredo, 2014; Sims, 2009).

Visitors view local food as authentic and traditional, as well as simple and
particular to the region (Sims, 2009). Local food is a source for destination
attraction, crucial for both community and tourism development as far as “local
foods serve several local stakeholders: local residents, retailers, farmers,
producers, service providers and, eventually, the entire community” (Bjork and
Kauppinen-Raisanen, 2016: 179). These authors go on, and affirm that “local
food is a gateway to understanding a destination’s intangible heritage, culture

and local food and drinking culture (Bjork and Kauppinen-Raisanen, 2016: 180).

This gaze may be experienced throughout resident’s stories. Hjalager,
Johansen and Rasmussen (2015: 2720), suggest that the food experts are
capable of delivering consistent stories about the use and preparation of local
foods. Moreover, by situating eaters in a region and bringing them closer to the
producers, Bessiere and Tibére (2013) state that “tasting foodstuffs, with
accompanying explanations, is an important aspect of the tourists’ food
experience [...]. Consuming food, gastronomic specialties, adopting local table
manners are a step towards understanding and apprehending cultural practices,
taste, all good things the region visited has to offer [...]. [Also] demand
expresses a need to link food to a particular space, to give it an origin, a story,
to associate it with the name of a producer, this quest for information and
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proximity with producers is a mark of authenticity” (Béssiere and Tibére, 2013:
3422).

In order to enhance food tourism in rural areas in particular, recent
studies also focus on the role of internationalization and innovation (Hall and
Gossling, 2013; James and Halkier, 2014). For example, the development of
food clusters in rural communities benefits farmers through the creation of
gastronomy-related local businesses, jobs and supplementary income
opportunities through the enhancement of local trade (Hall and Page, 2002).
This, according to Lee, Wall and Kovacs (2015: 134) “can provide an important
foundation for creative activities (innovation) and increase opportunities to

improve the economic, cultural and environmental well-being of residents”.

Food, as one of the ingredients of tourism, is inherent to any place and is
expected to have a critical role in the dynamics of tourism activity. From the
point of departure that food production and consumption are found in any
destination, Majé (2016) suggests that places may build its gastronomy
component easily, as far as places always have producers and restaurants from
where it is possible to heighten up and improve food attractions. When local
restaurants serve food cooked from local ingredients, they do not only add
value to eating experiences (Pieniak, Verbeke, Vanhonacker, Guerrero and
Hersleth, 2009), but also settle down a strong interface between production

and consumption.

Furthermore, during the last decade food became into a mass media
phenomenon. Pujol (2009) understands the key role of chefs, and explains it as
follows: “the abrupt change from a home to a restaurant cuisine can only be
explained in socioeconomic terms, gastronomy becoming [...], thanks to the
popularity of starred chefs, yet another tourist attraction” (Pujol, 2009: 442).
Similarly, Hjalager, Johansen and Rasmussen (2015) support that chefs and
food experts have redefined their role to become more than just reproducers of
food. In this sense, two Catalan restaurants helped enormously acknowledging

Catalan cuisine, which is one of the most important heritages of our culture,
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consolidating Catalonia nowadays as one of the leading and strategic centers of
gastronomy. Both Ferran Adria — £/ Bulli — and the Roca brothers — £/ Celler de
Can Roca, currently the world’s best restaurant — became popular personalities
who brought their restaurants to the leading edge of world cuisine. They,
together with a numerous list of recognized Catalan chefs, demonstrate the
mediatization of cuisine, the transcendence of their social initiatives, and their

role as cultural and gastronomic ambassadors.

Within this context, chefs and restaurants are expected to be a mirror of
traditional cuisine. Consequently, restaurants around the world play a crucial
role in terms of a cuisine founded on a permanent use of locally grown food,
together with research on new uses for traditional flavors and savours. To
achieve this, chefs need to continue building relationships and working close
with the growers and artisan producers, and learning about their products and
stories. As a consequence, menus will be plenty of dishes with a difference
showcasing the sense of place, its authenticity, at the same time contributing to
the local development. It seems logically that richness and diversity of local
landscapes are the basis from where the whole gastronomy offer of a
destination is built up. The leitmotiv stated by Noma restaurant — Danish,
former best restaurant in the world — reflects it as follows: /n an effort to shape
our way of cooking, we look to our landscape and delve into our ingredients

and culture, hoping to rediscover our history and shape our future.

1.2. Objectives

This thesis, entitled «Food Tourism in Rural Areas: the Case of Cheese in
Vall de Boi, a World Heritage Site» presents a collection of articles published,
whose references are observed in the table of contents. These articles

constitute the core of the thesis, as well as its quality indicators.

The first objective of this thesis is to define the literature affecting food
tourism, together with its implications for local development, the enhancement

of the authenticity and the generation of experiences. Food tourism has a great
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potential in Vall de Boi, whose study leads to the second goal: to contribute to
the theoretical and practical definition of a new type of tourism, cheese
tourism, and to analyze the synergies generated in the interfaces between
agriculture and tourism. In this sense, it is also important to consider the
linkages between local production and industry (i.e. restaurants). Some
research has been carried out in parallel to the thesis in order to study, from a
qualitative point of view, the impact that cheese has for regional development
through its presence on restaurant menus. The third aim of the thesis is to
obtain an international perspective — in this case from the region of Canterbury,
New Zealand — to generate ideas of best practices that benefit tourism
development in Vall de Boi. The fourth objective, then, is to define the
opportunities that come from the innovation and internationalization challenges

faced by Vall de Boi, focused on the authenticity of food tourism.

Tourism in rural areas has appeared as an activity mainly linked to rural
acommodation, together with agricultural and livestock practices. Gradually,
however, tourism practice in rural areas has diversified, and increasingly
includes different specialised tourisms. Thermal activities and hiking were the
reasons that initially led the first visitors to explore the Catalan Pyrenees, but it
was not until the arrival of mass tourism in mountain regions — with skiing —
when Pyrenees areas began to develop tourism. Thus, Vall de Boi, destination
declared a World Heritage Site by UNESCO in 2000, represents a paradigm for
understanding the evolution of tourism in rural and mountainous areas. The
millennial Romanesque heritage, the Aigliestortes and Sant Maurici National
Park, the thermal facilities of Caldes de Boi, and Boi Talll Ski Resort are the
main landmarks of this destination located in Alta Ribagorca. These resources,
along with the tangible and intangible heritage, identify a particular society in a

concrete landscape.

The first article of this thesis deals with one of the major opportunities
for growth and internationalization of destinations. It discusses the existing
literature regarding the phenomenon of food tourism as one of the specialised
tourisms which is, nowadays, reaching a greater importance. In this sense, food
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represents the integration of landscape characteristics of a place, both natural
and cultural. However, the authenticity of each place must deal with a
globalization which is increasingly fierce, and capable of bringing gastronomy
and forms of consumption from one to the other side of the world. Given this
challenge, local tourism sector must increase the use of local produce, and
obviously local people need to support initiatives and events generated around
the promotion of culture, specifically regarding culinary and gastronomic
traditions. The chapter examines the relationship between agriculture and
tourism, as well as the role of food as a tourist experience and as a useful tool
for local development, which is the result of the sum of the efforts of the

different economic sectors, and stakeholders.

As outlined earlier, tourism in rural areas means not only accommodation
in a rural environment, but a combination of products and facilities related to
the enhancement and added-value of the regions themselves. The second
article in this compendium examines the case of cheese tourism in Vall de Boi.
This region features a foodscape strongly influenced by landscape and within
this, the artisanal cheese production stands out as one of the local products
with an extraordinary potential. Consequently, it is emerging a new tourism
type, cheese tourism. The article sets a framework for the study around this
phenomenon as well as a methodological approach for practical analysis of the

impact that cheese tourism has in destinations like Vall de Boi.

Two of the main concerns for tourism managers are innovation in
tourism products and services, and internationalization of destinations. This is
the starting point of the third article. Firstly, competition among destinations is
global and also driven by new technologies, democratizing tourism in terms of
information that tourists can access and assess directly. Secondly, a context of
economic crisis can not avoid tourism practice, but only reducing it in terms of
time and distance. Thirdly, collaborative work among stakeholders is also a key
factor in the innovation process and regional development of destinations.
Similarly, it is important to consider the inherent internationalization of tourism
consumption, and the growing and inevitable role that both tourists and locals
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play in the joint creation of experiences and innovations. In this context, food
tourism means a benchmark for the enhancement of the identity and the
authenticity linked to each territory, with a wide range of possibilities for
innovation, and where food itself acts as a conveyor between landscape and
visitors. Examples of the region of Canterbury in New Zealand are used to give
ideas to help in the process of internationalization of Vall de Boi as rural and

mountain destination in Catalan Pyrenees.

The thesis is a journey with several stops which are summarized as
follows: the definition of food tourism in rural areas; the extent to a new type
of tourism — cheese tourism —; and the impact of a local product — authentic —
both on local development and on the creation of experiences within the
tourism industry in Vall de Boi. All of this happens in a context of global
competition where it is essential to use best practices from other destinations —
in this case New Zealand —. Specifically, this allows the transfer of a spectrum
of ideas to various stakeholders — including local people — of Vall de Boi in order
to jointly define the processes of tourism innovation, together with the
internationalization strategies in a sustainable relationship framework between

community and visitors.
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El turisme gastronomic: autenticitat i desenvolupament

local en zones rurals

Resum

Un dels turismes especialitzats que esta assolint més importancia en ’actualitat és el
gastronomic. L’activitat agricola i ramadera tradicional en I’ambit del turisme rural esta
veient com la practica turistica li guanya terreny. En aquest sentit, la gastronomia
representa la integracio dels trets caracteristics del paisatge, tant natural com cultural,
d’una destinacid. Aixo no obstant, 1’autenticitat propia de cada territori ha de fer front a
una globalitzaci6 cada vegada més ferotge, capa¢ de fer arribar la cuina i les formes de
consum d’un costat a 1’altre del mén. Davant d’aquesta situacio, el patrimoni culinari ha
d’actuar com a font de desenvolupament local, sumant els esforgos dels diferents sectors
economics i lluitant contra 1’estacionalitat de la demanda turistica. Tot en un espai on

els residents i els forans puguin conviure de manera sostenible.

Paraules clau: autenticitat; desenvolupament local; paisatge; turisme en espais rurals;

turisme gastronomic.

Resumen. El turismo gastronémico: autenticidad y desarrollo local en &reas rurales

Uno de los turismos especializados con mayor relevancia en la actualidad es el
gastrondmico. La actividad agricola y ganadera en el ambito del turismo rural esta
viendo cémo la préctica turistica le gana terreno. En este sentido, la gastronomia
representa la integracion de los rasgos caracteristicos del paisaje, tanto natural como
cultural, de un destino. No obstante, la autenticidad propia de cada territorio debe hacer
frente a una globalizacion cada vez mas feroz, capaz de hacer llegar la cocina y las
formas de consumo de un lado a otro del mundo. Ante esta situacion, el patrimonio
culinario debe actuar como fuente de desarrollo local, sumando los esfuerzos de los
distintos sectores econdmicos y luchando contra la estacionalidad de la demanda
turistica. Todo ello en un espacio donde los residentes y los foraneos puedan convivir de

manera sostenible.

Palabras clave: autenticidad; desarrollo local; paisaje; turismo en espacios rurales;

turismo gastronémico.
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Résumé. Le tourisme gastronomique: authenticité et développement local dans les

zones rurales

Aujourd’hui, I’'une des niches touristiques spécialisées de plus grande importance est le
tourisme gastronomique. Les activités traditionnelles agricoles et d’¢levage dans le
cadre du tourisme rural voient la pratique du tourisme gagner du terrain sur elles, et en
ce sens, la gastronomie d’un lieu représente 1’intégration des caractéristiques du
paysage, a la fois naturelles et culturelles, d’une destination. Toutefois, 1’authenticité
particuliere & chaque région doit faire face a la mondialisation de plus en plus féroce,
capable de porter la cuisine et les modes de consommation d’un bout & 1’autre du
monde. Dans cette situation, le patrimoine culinaire doit agir comme source de
développement local, en s’ajoutant aux efforts des secteurs économiques, et en luttant
contre la saisonnalité de la demande touristique. Et ce dans un espace ou les résidents et

les touristes puissent cohabiter de maniére durable.

Mots-clés: authenticité; développement local; paysage; tourisme dans les espaces

ruraux; tourisme gastronomique.

Abstract. Food tourism: Authenticity and local development in rural areas

Food tourism has now become one of the most important specialised tourism niches.
Tourism is gaining ground on traditional agricultural and livestock activities in the
sphere of rural tourism. Local gastronomy reflects the integration of both the natural and
cultural features of a destination. However, the authenticity of each region must deal
with an increasingly fierce globalisation capable of bringing cuisine and forms of
consumption from one to another side of the world. Culinary heritage must act as a
source of local development by combining the efforts of economic sectors and
combating seasonality in tourism demand. A balance must be sought to ensure that

residents and tourists can live sustainably in a space.

Keywords: authenticity; local development; landscape; tourism in rural areas; food

tourism.
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Every tourist is a voyeuring gourmand.
(Lacy i Douglass, 2002: 8)

1. Introduccié

Els recursos del mon rural han estat, des de sempre, la base del sector primari, pero ja fa
unes quantes decades que hi ha una demanda creixent cap a uns altres sectors i, en
aquest sentit, el turisme ha superat 1’agricultura com a activitat principal a la majoria de
les comunitats rurals europees (Daugstad, 2008). Com més va, més clara és la relacio
entre 1’activitat turistica i les produccions agricoles i ramaderes: «cada vegada més, les
arees rurals estan sent considerades llocs destinats a 1’entreteniment, les activitats d’oci,
les segones residéencies i com una alternativa a les arees residencials urbanes» (Bessiére,
1998: 21-28). Ara bé, la relacié entre turisme i agricultura no es pot tractar només des
del punt de vista de I’impacte que el sector turistic exerceix en el sector agricola
(Fleischer i Tchetchik, 2005), perque, de retruc, la produccié agricola també beneficia la
produccid turistica en el context del turisme rural. Sigui com sigui, hi ha diferents actors
en el marc del turisme rural: d’una banda, I’agroramader i, de I’altra, el turistic, amb
interessos diferents, perd amb una preocupacié comuna en relacié6 amb la preservacio
del paisatge cultural i natural (Daugstad, 2008). Cal apreciar el quadre, és a dir, el
paisatge, pero també el pintor, en aquest cas, 1’agricultor o el ramader. La qiiestio
fonamental ¢€s si els sectors del turisme 1 ’agricultura i la ramaderia poden treballar
conjuntament amb uns objectius sostenibles (Everett i Slocum, 2013: 790). Aixi, una
manera de continuar impulsant 1’activitat primaria és que els agricultors s’involucrin
també¢ en 1’activitat turistica (Fleischer i Tchetchik, 2005: 494), encara que, a vegades,
sigui per una mera questié de supervivencia i per complementar els ingressos provinents
de les activitats tradicionals del sector primari. Sigui com sigui, aquesta relacio
contribueix a millorar el marc conceptual de I’enllag existent entre turisme rural i
agroramaderia, deixant palés que tots dos sectors poden treballar junts (Bowen et al.,
1991); per exemple: la millora d’infraestructures no només facilita ’accés dels
productes a mercats potencials, sin0 que, a la vegada, permet que les persones foranes
puguin viatjar i observar el paisatge rural. La promocio turistica també pot centrar-se en
productes agricoles per estimular-ne la demanda exterior i, a la vegada, la promocié

agricola pot fer-ho en el paisatge regional per ajudar la demanda turistica a créixer
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(Bowen et al., 1991. 49). Encara que, tambe, «el desenvolupament de les
comunicacions, a la vegada amb millores significants pel que fa a la productivitat i als
sistemes de produccio, ha contribuit ampliament a obrir les arees rurals al mon exterior»
(Bessiere, 1998: 22). En aquest sentit, «el turisme gastronomic pot ser una de les
oportunitats alternatives per als productors d’aliments, especialment a les arees rurals,
per afegir valor als seus productes» (Quan i Wang, 2004: 303), tenint en compte el medi

fisic i el medi huma alhora.

2. El turisme en espais rurals: la importancia del paisatge i del patrimoni culinari

El turisme rural és considerat crucial en la politica agricola, en la mesura que aquesta
vol reestructurar i crear o mantenir llocs de treball a les arees rurals (Canoves et al.,
2004: 759), i aixo és també gracies al fet que el turisme rural manté la simbiosi entre la
producci6 agricola i la conservacié d’un entorn rural cada vegada més humanitzat. Aixi,
el turisme rural no es pot circumscriure tinicament al concepte d’allotjament, ja que «la
millora de les caracteristiques Uniques de cada area requereix el desenvolupament de les
activitats inherents al territori» (Canoves et al., 2004: 766), entre les quals es troba la
gastronomia local. El cultiu de la terra, el manteniment de les explotacions, la
restauracio dels edificis, entre altres, formen part del patrimoni cultural de les zones
rurals: no hi ha atracci6 turistica sense un estil de vida propiament campestre. D’altra
banda, Urry (1990) afirma que ha sorgit un nou consumidor que sent que ha perdut les
seves arrels, perque, tal com diu Pearce (1990), I’atraccié universal del turisme rural
resta en els esdeveniments ordinaris i quotidians de la seva comunitat: «les arees rurals,
en contraposicié a les urbanes i només ocupades per la flora i la fauna, representen
I’oportunitat de conéixer les formes de vida locals i el contacte amb els residents, la qual
cosa atorga un rol especial a I’experiencia de turisme rural» (Lane, 1994). Aixi, els
entorns rurals constitueixen I’oportunitat d’establir contacte amb la naturalesa i la
cultura, de tornar al que és auténtic, a un ambient diferent, i sense els factors d’estrés de
les arees urbanes (la contaminacio, les aglomeracions, el soroll o els horaris atapeits),
amb la qual cosa contribueixen també a promoure la desestacionalitzacié de I’activitat

turistica.

En entorns rurals, i especificament en arees de muntanya, «a qualsevol lloc on
mirem, estem envoltats de paisatge. La manera com es configura el paisatge és el

resultat d’una serie de decisions. La terra cultivada proporciona aliments, 1 el paisatge
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cultural influenciat per ’agricultura és d’una gran importancia per al turisme, el
patrimoni cultural i la identitat, I’oci i el benestar, com tamb¢ per mantenir la diversitat»
(Daugstad, 2008: 417). Segons Diaz i Llurdés (2013: 75), «guan tota una comunitat
identifica una série d’elements tangibles i intangibles i els reconeix com a propis i nics,
aquests configurarien el seu paisatge, un marc que no existeix enlloc més». El paisatge,
que es viu a través dels cinc sentits, és un factor imprescindible per al turisme rural i un
exemple de com els propis agricultors i ramaders veuen el seu paper en relacié amb la
combinaci6 d’agricultura i turisme. Aixi, la cadena completa de processos que
intervenen en la produccio de la llet, les verdures, els productes de la terra al plat no
pot ser observada en un sol espai (Hjalager, 1996: 108). Una resposta innovadora
consisteix a reinventar tradicions a traves, per exemple, de la creacié de productes
agricoles o de botigues que ofereixin experiéncies practiques on els turistes participin en
la coccio, la teixidura, el munyiment i altres activitats (Daugstad, 2008: 421). En aquest
sentit, el patrimoni culinari esta profundament arrelat a un lloc en particular, aixi com a
un espai i a un temps concrets, de manera que les tradicions culinaries son un element
identificador de pobles i territoris, i revelen el caracter de la societat i la mentalitat dels

membres d’una area especifica (Bessiere, 1998; Feo, 2005).

El patrimoni culinari que es troba a les arees rurals es correspon a la memoria
d’un grup sencer, a les seves arrels, 1 genera un sentiment de pertinenga a una area
particular (Bessiére, 1998), tal com es veia unes linies més amunt. D’aquesta manera, la
promocié o la valoritzacio d’aquest patrimoni ha d’encoratjar les iniciatives locals,
individuals i col-lectives, i és vist com un procés per promoure el desenvolupament del
turisme rural, vinculat, aixi, a la filosofia slow, a un turisme de proximitat que aprofita
les potencialitats inherents a un territori (Diaz i Llurdés, 2013), a partir de la
reivindicacid del que ¢€s local. Se’n troba un exemple a la recuperacié d’una tradicio
mil-lenaria en I’elaboracié del laguiole, un formatge local frances, a través de la creacio
de la Coopérative Fromagere Jeune Montagne, I’any 1960, per preservar la maquinaria
original 1 promocionar el producte d’aquesta ciutat homonima; perque, a Franca, el
patrimoni culinari s’hi aprecia ja des de I’any 1980, amb la distincio dels sites
remarquables du go(t (Bessiére, 1998). La gastronomia, i també el vi, sén un aspecte de
I’estil de vida d’un territori i exerceixen una poderosa influéncia pel que fa a un
sentiment d’implicacié i d’identificaci6 amb aquest (Henderson, 2009: 318-323).

Perque els productes frescos que s’ofereixen en aquests mercats agricoles atrauen, a la
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vegada, turistes 1 locals. Sigui com sigui, «el consum de 1’espai implica 1’apreciacio de
la idiosincrasia de cada territori, i les zones de turisme rural son especialment riques en
cultura, diversitat de paisatges, gastronomia i tradicions» (Canoves et al., 2004: 767). La
comunitat local té, per tant, un rol actiu en la creacié de 1’experiéncia turistica, la qual
cosa ajuda les persones foranes a descobrir una experiencia meés intensa dels llocs i a
gaudir-ne, a la vegada que en beneficia el propi desenvolupament. Els residents
comparteixen el seu coneixement de la historia de la regid, la cultura i el patrimoni
natural, i poden oferir oportunitats d’establir un contacte més proper amb la seva
manera de viure (rebent els turistes a casa seva) o amb els productes locals (oferint-los-
els) (Kastenholz et al., 2012: 208). Segons Daugstad (2008: 413): «el turista modern vol
I’experiéncia personal de tastar, sentir i escoltar histories sobre el paisatge,
experimentar-ho de primera ma», perqué la gastronomia és un dels ingredients més

importants de 1’oferta d’una destinacio.

3. Gastronomia i turisme: el combat de ’autenticitat contra la globalitzacio

McNeill (1974) exposa la nocié de la relacié natural entre el territori, les seves
condicions climatiques i el caracter de la gastronomia que produeix. Es aquesta
diversitat geografica la que proveeix la distincié regional en referencia a les tradicions
culinaries i I’evolucié d’un patrimoni caracteristic. I és servint-se de valors com
I’autenticitat, la identitat cultural o 1’etnicitat que s’aconsegueix convertir I’espai 1 el
patrimoni rural per fer-ne un 0s turistic (Canoves i Villarino, 2000). Aixd no obstant,
segons Belisle (1983), els turistes solen preferir aliments similars als que troben als seus
propis paisos, i aixo facilita la globalitzaci6 i dificulta la promocid dels productes propis
dels llocs on viatgen. «Per qué la temptacio del que és llunya sol eclipsar el paisatge del
que és quotidia?» (Diaz i Llurdés, 2013: 84). Segons Norberg (2006),
I’homogeneitzaciéo de la cultura ha implicat un menyspreu cap allo que ens és més
proper, a la vegada que ha promogut un desig cada vegada més gran cap allo que ens és
llunya. Aixi, actualment, és clara la tendéncia a I’estandarditzacio, a la coca-colaitzacio,
que posa en perill la integritat de les cultures (Hughes, 1995), perque hi ha una
tendéncia cap a I’homogeneitzacid universal, per exemple, mitjangant I’expansi6 de les
cadenes de menjar rapid (Alfino et al., 1998). Sota 1’amenaca d’aquesta
homogeneitzacié global impulsada pel consum, i que connecta totes les audiencies del

moén a través dels mitjans de comunicacid, l’autenticitat ha de representar una
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manifestacio de la integritat territorial (Hughes, 1995: 784). D’aquesta manera, la forca
de la globalitzacio és comunament vista com una amenagca per la relacio proxima entre
gastronomia i territori, a la vegada que, en consequéncia, representa també una amenaca
per la identitat gastronomica local i la imatge que pot mostrar (Mak et al., 2012). Avui
en dia, s’observa, doncs, una mcdonalditzacio que fa que les samoses siguin ara menjar
angles igual que la pizza és americana i el curri indonesi és tipic d’Holanda. Pero el
sandvitx rapid i el Big Mac estan mancats de tradici6 i d’identitat (Bessiere, 1998).
«Fins i tot quan el toc del que és exatic i la uniformitat del que és local sobn més
intensos, es pot menjar internacionalment —menjar mexica a Noruega, etiop a Italia»
(Calhoun, 2002: 889). Per bé o per mal, el turisme és un vehicle que promou la
globalitzacio.

Afortunadament, en una part de la demanda turistica, es produeix un canvi que té
a veure amb la consciencia gastronomica. «La cuina amb un toc de pais i els productes
naturals han augmentat la seva popularitat» (Bessiére, 1998: 24): pa cuit en forns de
pedra o productes frescos, entre altres. «La vida camperola s’ha convertit en el santuari
d’origen de les persones, de les seves arrels perdudes i en la font d’una autenticitat
improbable» (Burguiere et al., 1993). En consumir un producte natural, o tradicional,
aquell que se’l menja incorpora, a més de les caracteristiques nutritives dels aliments,
unes qualitats simboliques: «ens apropiem de la naturalesa, la cultura i la identitat d’una
zona. També representa la integracié en un moén social en contraposicié amb 1’univers
d’aliments industrialitzats. Menjar productes frescos de granja, per exemple, pot
representar, per al turista urba, no només gaudir d’una qualitat biologica, sind també fer
una apropiacié efimera de la identitat rural» (Bessiére, 1998: 25). Cal lluitar contra la
globalitzacié emfatitzant la unicitat de la cultura gastronomica local i la seva identitat, el
sense of place, que representa un important factor d’atraccié (Scarpato, 2002). Per
exemple, a Hong Kong, I’estil de te anglés ha evolucionat en un nou estil local de beure,
perque, en la preparacié del te amb llet, s’usa llet evaporada en comptes de llet fresca.
Una altra beguda comuna consumida als cafes locals és el yuan-yang, que consisteix en
una barreja de te i cafe. Totes dues begudes s’han convertit en productes alimentaris
glocals d’éxit (Mak et al., 2012). Una iniciativa glocal que ha sorgit a Catalunya
recentment és la del butipa, que utilitza la idea de 1’entrepa com un concepte del menjar

rapid, pero elaborat amb productes de la terra.
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L’autenticitat de la gastronomia inclou inevitablement un component geografic i
cultural. Tal com afirmen Hillel et al. (2013: 202), el component natural déna a la
gastronomia les condicions fisiques propies i Uniques de cada territori, i el component
cultural li confereix els valors compartits pels membres de la comunitat local. Els dos
components transformen la gastronomia en un bé patrimonial material que parteix de la
identitat cultural, n’assegura la continuitat i dona fe del compromis adquirit amb el
territori. «Les destinacions gastronomiques d’éxit son, en conseqiiéncia, aquelles que
sacien I’apetit dels turistes gastronomics per 1’autenticitat, oferint productes i
experiencies que comuniquen fidelment un vincle proper entre gastronomia, territori i
comunitaty (Hillel et al., 2013: 202). S’ha d’entendre la unicitat i la rellevancia d’alguns
productes locals (per exemple: el formatge, el pa o el vi, entre molts altres) que, quan
son presentats com a experiéncies, mostrant-ne el procés de produccié d’una forma
atractiva 1 potser fins i1 tot permetent als turistes que hi participin, se’ls atorga
autenticitat (Wang, 1999). El concepte de gastronomia tradicional, per exemple en
zones de muntanya, pot augmentar-ne 1’atraccid si es comercialitza el fet que es pot
menjar exactament el mateix plat que es va servir al primer excursionista, al primer
viatger o al primer escriptor que hi va anar (Lauritzen, 2003), «la qual cosa es pot veure
com un producte de nostalgia, mentre que el producte gourmet és una barreja moderna
tipica del que és local i el que és global que déna com a resultat la gastronomia glocal»
(Daugstad, 2008: 416), com es deia al paragraf anterior.

La gastronomia en les destinacions és una de les Ultimes arees d’autenticitat
(Reynolds, 1994; Torres i Pulido, 2009), i el que fa la gastronomia és oferir «una
autéentica mossegada del territori» (Hillel et al., 2013: 202), perqué és un forjador
poderos de la identitat cultural (Fischler, 1980, 1988). Es tracta d’exposar el turista a
una autentica experiéncia culinaria, que se senti involucrat en la construcci6 d’una
identitat cultural en un entorn natural Unic, com passa, per exemple, en el cas de la Vall
de Boi, als Pirineus, i en el marc del Parc Nacional d’Aigiiestortes i Estany de Sant
Maurici. Aixi, en un estudi realitzat sobre el cas de la Vall de Boi com a destinacio
turistica gastronomica (Fusté, 2014b), s’hi mostra com es configura la gastronomia als
Pirineus catalans 1 com aquesta es troba fortament marcada per les estacions de I’any,
moduladores del paisatge i el territori, de manera que és imprescindible associar aquest
paisatge canviant amb les menges propies de cada €poca. En conseqiiéncia, s’observa el

Iligam indissoluble de la gastronomia amb el cicle natural de la terra (Moyes, 2010).
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4. El turisme gastronomic com una eina de desenvolupament local

En la relacio entre el turisme i I’agricultura i la ramaderia, «és insuficient establir metes
simplement en termes de nombre de visitants o en relacié amb la seva despesa turistica,
ja que, si les oportunitats de treball i els ingressos no arriben als residents locals, aquests
perden més del que guanyen amb el desenvolupament del turisme» (Telfer i Wall, 1996:
650). Aixi, hi ha diversos autors que reconeixen els beneficis del turisme gastronomic
com una ancora per afavorir el desenvolupament regional (Béssiere, 1998; Hall et al.,
2003; Hjalager i Richards, 2002; Millan et al., 2014). Dins del turisme cultural, el
turisme gastronomic també ha de servir com una eina de desenvolupament local,
establint, com es deia unes quantes linies més amunt, una connexi6 entre gastronomia,
territori i comunitat, perque el turisme gastronomic s’estén més enlla d’una col-lecciod
d’especialitats gastronomiques o d’establiments d’aliments de qualitat, per incloure-hi
productes 1 experiencies que encapsulen els factors huma i geografic propis d’una
destinacio (Hillel et al., 2013: 208), el component cultural i el natural (Tresserras,
2009). A la vegada, el turisme gastronomic com a eina de desenvolupament rural ha
d’ajudar a protegir el medi (Henderson, 2009: 321; Millan et al., 2014).

Es ben clar que el desenvolupament del turisme permet, a la vegada, millorar les
infraestructures i, de retruc, beneficiar el sector agricola, com es veia al principi, pero és
facil trobar també que molts agricultors fallen a ’hora d’ajustar la seva produccié com
una resposta a les necessitats especials d’una industria turistica creixent, 1 aixo fa que no
se’n beneficiin. Per tant, ajustar 1’activitat o els horaris a les necessitats dels visitants és
el que fa perdre ’esséncia de I’activitat tradicional. En entorns rurals i de muntanya, els
establiments solen ser empreses familiars on poques persones ho fan tot —reserves,
atencio de trucades o servei al visitant—, a més de continuar realitzant la feina de tota la
vida. Pero ha de ser al revés, cal donar prioritat a I’activitat agricola o ramadera, i
’activitat turistica n’ha d’esdevenir una conseqiiéncia, per tal que pugui ser aprofitada
com una autentica eina de desenvolupament local, com es veu també a Diez (2012) i a
Torres 1 Pulido (2009). Aixi, s’observa el creixement de ninxols de mercat que
revaloritzen els aliments artesanals identificats geograficament: Franca i Italia, com
també Espanya, son els paisos en els quals aquesta tendéncia s’observa més clarament
(Barrera, 1999; Henderson, 2009).
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Els elaboradors de productes gastronomics veuen, en la qualitat i en
I’assegurament de la qualitat, «una eina de marqueting per augmentar les vendes»
(Hughes, 1995: 793). Pero, realment ho volen? El que si que esta clar és que cada
vegada trobem més consumidors que mostren un interés creixent en tots dos aspectes
per diverses raons, tal com enumera el propi Hugues (1995): una preocupacié que
augmenta sobre la seguretat en relacio amb els productes gastronomics; un interes
creixent pel medi ambient i pel benestar animal en relacié amb les consequliéncies dels
metodes de produccio, i, a la vegada, una demanda creixent de productes gastronomics
de qualitat, dels quals valoren tant termes d’aparenca, com de frescor, sabor, textura o
qualsevol altra excel-lencia percebuda. Aixi, es considera cabdal el procés de produccio,
elaboracio i control dels productes i dels mitjans per tal de mantenir els valors
tradicionals i permetre’n el desenvolupament sense deteriorar els recursos que el fan
possible (Fusté, 2014a). Es tracta d’aliments regionals que es distingeixen per aspectes
de qualitat o per un cert nivell de sofisticacio, ja sigui «per la novetat que mostren en el
mercat, pel packaging o per la vinculaci6 amb regions de 1’interior que contenen algun
atractiu natural o cultural per als consumidors» (Barrera, 1999: 5). Segons el mateix
autor, «els aliments produits sota patrons de qualitat certificables basen la seva
estratégia de penetracio en el mercat i la seva identitat, en una relacié privilegiada i de
respecte pel medi ambient i la cultura regional» (Barrera, 1999: 6). Aixi, el gaudi pels
productes autoctons i la marca i el valor afegit que es genera, per exemple, amb els
productes amb denominacié d’origen representen, també, un factor molt important per
al desenvolupament economic regional (Bigné, 2011), amb la qual cosa se situa la
qualitat en la producci6 en un territori especific (Tresserras i Medina, 2008). En aquest
context, la clau de I’¢xit és integrar el que és natural, el que és local i el que és
tradicional (MacDonald, 2013), en una clara referéncia als desitjos del consumidor que

aprecia un consum alimentari associat a una identitat, a un paisatge.

5. El turisme gastronomic com una experiencia especialitzada

Segons Kastenholz et al. (2012: 212), la manera com ’experiéncia vinculada al turisme
rural és oferta representa un repte per a la comunitat local en la seva cerca d’identitat,
aixi com pel que fa a noves oportunitats de desenvolupament, tant per als proveidors
locals de turisme rural, en la generacid d’un benefici també sostenible, com pels turistes,

en la cerca d’experiéncies auteéntiques 1 significants. En aquest sentit, la gastronomia
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esdevé un component fonamental del viatge: menjar €s una part integral de les vacances,
i I’entorn rural representa una apropiacid de la historia local en termes d’habits
alimentaris (Bessiere, 1998). El turisme gastronomic és definit com aquell desig
d’experimentar un tipus de gastronomia particular d’una regid especifica (Hall 1
Sharples, 2003: 10), i aquest turisme gastronomic es pot experimentar des de dos sectors
diferents: 1’agricultura i el turisme (Everett i Slocum, 2013). Aixi, la rellevancia de la
gastronomia en 1’activitat turistica és tan clara com que tots els turistes han de menjar en
algun moment durant el viatge (Richards, 2002). De fet, tenen en 1’alimentaci6é una de
les despeses principals quan es desplacen: més d’un ter¢ del total (Belisle, 1983; Hall 1
Sharples, 2003; Telfer i Wall, 1996, 2000), i aquesta despesa en alimentacié no inclou
només el consum propiament dit, sind també 1’adquisicid de productes alimentaris
locals com si fossin souvenirs (Henderson, 2009: 318). Aixi, la literatura existent sobre
gastronomia i turisme revela diversos punts importants. Segons Mak et al. (2012: 176):
és essencial, ja que els turistes necessiten menjar quan viatgen; pot tenir lloc en
contextos desconeguts pel que fa a aliments i a habits alimentaris; és de caracter

temporal; implica un significat simbolic, i s’associa amb la motivacio turistica.

Un model util per conceptualitzar 1’experiéncia en el turisme gastronomic és el
que estableixen Quan i Wang (2004: 301), que diferencien entre dues perspectives:
’una, la seva relacié amb I’experiéncia turistica cim i, ’altra, la vinculacié que presenta
amb D’experiencia diaria. El comportament del turista que només cerca un canvi en
relacio amb la rutina i aquell que cerca la novetat es diferencien 1’un de ’altre en el fet
que el segon es refereix a la situacio en la qual les persones son capaces de tastar
aliments que encara no coneixien (Quan i Wang, 2004). Aixi, segons Long (1988: 181),
els turistes gastronomics son aquells que es defineixen per participar en els costums
alimentaris de 1’altre de manera intencional i exploratoria. Les experiencies vinculades
al turisme gastronomic, doncs, consisteixen en dos tipus: primer, quan els ingredients
del menjar sén nous; segon, quan ho és la manera de servir o de consumir. Per exemple,
a la Xina, I’arros es cuina normalment en una cassola o en una olla d’arros eléctrica; ara
bé, en algunes zones turistiques com ara, per exemple, Jiangxi, I’arros que se serveix als
turistes es cou en bambu (Quan i Wang, 2004), la qual cosa representa una manera
diferent de viure la mateixa experiencia. Aixi, aquesta experiéncia gastronomica pot ser,
a la vegada, cim o tambe una extensio de la vida quotidiana (Mkono et al., 2013). Per

tant, dues persones poden experimentar cada una de les dimensions davant un mateix
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plat, la diferéncia es troba en si una ja I’havia tastat abans o no. El rol de la gastronomia
pot esdevenir repetitiu i rutinari en la vida diaria de cada individu, perd augmenta la
seva importancia quan hi ha situacions noves, inusuals i estranyes com les que els
turistes troben en un viatge (Cohen i Avieli, 2004: 758). Ara bé, hi ha una puntualitzacio
que cal afegir-hi: els aliments i les begudes estranyes poden representar un risc
potencial per al cos; les escenes poc habituals, no. Es a dir, mentre una escena o un
paisatge que no ens agradi es pot treure del programa de viatge si és poc atractiu, no es
pot evitar menjar o beure. Per tant, hi ha una tensi6 constant entre 1’atracci6 i el rebuig a
la novetat gastronomica, a la novetat o a la familiaritat dels aliments i dels habits
alimentaris (Cohen i Avieli, 2004: 775; Mak et al., 2012), tal com es veia unes linies

més amunt.

Sigui com sigui, la gastronomia és un atractiu important des del punt de vista
turistic i representa un factor decisiu a I’hora de decidir un viatge. Sense anar més lluny,
gairebé el 10% dels turistes internacionals que van visitar Espanya ’any passat van
declarar que la qualitat de 1’alimentacid i dels vins era el motiu principal d’haver triat
aquesta destinacié (Diputacié de Lleida, 2013). Segons Flavian i Fandos (2011: 12):
«caldria destacar que la gastronomia s’esta convertint en una motivacioé de viatge cada
vegada més important en els nostres dies. De fet, actualment, visiten Espanya per aquest
motiu fonamentalment al voltant de cinc milions i mig de persones cada any. A més, la
gran majoria dels cinquanta milions de turistes estrangers que van venir a Espanya
destacaren I’atractiu de la seva gastronomia quan se’ls pregunta sobre els aspectes més
valorats del pais». Dades com aquestes demostren la importancia de la motivacio per la
gastronomia, perqué «ofereix plaer i entreteniment» (Henderson, 2009: 317). Una de les
motivacions dels turistes és tastar aliments, la qual cosa inclou, doncs, el turisme
gastronomic propiament dit, pero també festivals gastronomics, turisme enologic i altres
esdeveniments relacionats amb el menjar i la beguda (Everett i Slocum, 2013: 791).
Aixo significa que aquests elements son, per si sols, una atraccio turistica, com passa
amb el Taste of Chicago, el Festival de I’Esparrec a Stockton (California), els festivals
de la xocolata britanics o els tours enologics arreu d’Europa, entre molts i molts altres.
En el cas de Catalunya, destaquen els programes d’enoturisme i oleoturisme impulsats
per I’Agéncia Catalana de Turisme i la Generalitat de Catalunya, iniciatives per afavorir
el desenvolupament economic territorial i fomentar el desenvolupament turistic en base

als productes de qualitat i I’elaboracidé que comporten. Tamb¢ hi trobem les festes del vi
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0 les fires de la fruita (maduixa, cirera o pera) de Lleida, a més d’altres jornades
tematiques al voltant de productes autoctons com ara el mateix oli, el formatge o els
bolets, per citar-ne alguns exemples. De rellevancia internacional, cal citar també la
candidatura Vic-Osona com a ciutat UNESCO de la Gastronomia o la participacio de la
cooperativa Falset-Marg¢a en una ruta turistica europea, amb 1’objectiu de promoure la
riquesa del patrimoni cultural i industrial de la regio. En tots aquests casos, els aliments
constitueixen una atraccio per a les persones foranes, «no menys significant que altres

atraccions com ara el paisatge o un parc tematic» (Quan i Wang, 2004: 302).

L’experiéncia gastronomica cada vegada esta adquirint més resso a nivell
internacional i també gracies a la promocié que se’n fa a través dels mitjans de
comunicacio. Dins del turisme gastronomic, I’enoturisme (Diez, 2012; Millan et al.,
2014) és un dels més consolidats a escala global; a paisos com ara Franca, Italia,
Espanya, Portugal, Regne Unit, Bulgaria, Romania i Hongria a Europa, i també als
Estats Units, Australia, Nova Zelanda, Canada i Sud-africa (Hall, 2004). I és que el
significat de la gastronomia es pot donar en aquesta mateixa com a simbol —en el cas
del vi—, com a signe de comuni6 —Ia funcid social de compartir—, com a marcador de
classe —en el consum diari— i com a emblema —el patrimoni culinari identificador
d’una area o d’una comunitat— (Bessicre, 1998: 23). D’aquesta manera, els productes
alimentaris, les especialitats culinaries o les rutes gastronomiques, aixi com també els
festivals gastronomics, son algunes de les fonts principals que ajuden a promocionar la
identitat local de la destinaci6 (Everett i Aitchison, 2008; Feo, 2005; Millan et al., 2014;
Royo, 2011; Torres i Pulido, 2009) i on la participacio de la comunitat local esdevé
imprescindible perque la combinacié de gastronomia i turisme sigui sostenible (Quan i
Wang, 2004). Es evident, pero, que la gran quantitat de productes que es deriven del
turisme gastronomic també genera una logica problematica: gastronomia i turisme
encara han de crear una col-laboracié viable (Everett i Slocum, 2013: 806). En
definitiva, el desenvolupament i la promocio de productes gastronomics ha de contribuir
a facilitar la «posada en valor dels recursos naturals i culturals de I’interior del pais, al
mateix temps que promoure el respecte pel medi ambient i la cultura rural» (Barrera,
1999: 10).
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6. Conclusions

La literatura creixent referent a la vinculacié de la gastronomia amb el turisme en
diferencia diversos ambits: la gastronomia com un producte o una atraccio turistica, el
comportament de la gent forana en relaci6 amb el consum d’aliments i ’interés que
mostra pel menjar i la beguda, com tambeé per qualsevol esdeveniment i activitat que hi
estiguin relacionats. Aquest Gltim és el que mes clarament representa la gastronomia
com a motivacio principal de viatge (Mak et al., 2012). Segons Kivela i Crotts (2006),
menjar €s una practica Unica dins 1’activitat turistica, perque gratifica els cinc sentits.
«Aquell que menja es converteix en part d’una cultura. Tant el menjar com la cuina, ja
que estan determinades culturalment, col-loquen aquell qui menja en un univers social i
en un ordre cultural» (Bessi¢re, 1998: 24). Aixi, la dieta d’un habitant d’una ciutat
contrasta amb els habits alimentaris tradicionals: «I’anonimat de 1’alimentacio actual és
el resultat de la industrialitzacié nutritiva, menys apats estructurats, entrepans
improvisats, un llegat culinari empobrit i una escletxa més gran entre 1’agricultor i el
consumidor» (Bessiere, 1998: 24). Aix0 permet retornar a la complexitat de la relacio
entre turisme i agricultura, ja que aquesta relacié «s’ha d’emmarcar dins el concepte de
desenvolupament turistic sostenible» (Telfer i Wall, 1996: 643), tenint en compte que
«el mercat dels aliments constitueix una unitat que s’inicia al camp, continua a la
indUstria i arriba als consumidors» (Barrera, 1999: 4), amb la qual cosa toca els tres

sectors economics.

Segons Padin (2009), un dels productes turistics que exerceix més impacte en la
cultura 1 en la identitat d’'una destinacid turistica €s la seva gastronomia. En aquest
sentit, per augmentar 1’impacte positiu d’aquesta activitat, també s’ha d’incrementar la
quantitat de menjar local utilitzat en la industria turistica (Telfer i Wall, 1996), amb
«aliances estratégiques que exhibeixin els productes alimentaris locals» (Henderson,
2009: 319), combinant iniciatives publiques i privades amb rutes gastronomiques,
visites als centres de produccid o creaci6 de museus, per exemple. Agquesta
diversificacié no esta unicament dirigida als turistes, de manera que els residents també
son uns consumidors reals i potencials importants d’aquests productes gastronomics:
«molts restaurants i esdeveniments depenen del suport local, la qual cosa ajuda a
alleugerir les conseqiiencies adverses d’una arribada estacional de turistes» (Henderson,
2009: 320). Es el problema de 1’estacionalitat en espais rurals, en general, i en zones de

muntanya, en particular, ja que es produeix una demanda concentrada durant els caps de
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setmana i els periodes tradicionals de vacances (Canoves et al., 2004: 767), i aquesta

estacionalitat del turisme també afecta el sector primari.

L’activitat turistica és extremament competitiva, amb una logica rivalitat entre
destinacions, i aix0 n’inclou també 1’aspecte gastronomic: «la singularitat local ha de
ser, per tant, identificada i emfatitzada, utilitzant la gastronomia com un mitja de
posicionament i diferenciacié en la promocié» (Henderson, 2009: 322). El turista busca
el que és local, diferent del que esta acostumat a viure i a veure, pero també cerca allo
que no s’ha creat especificament per a ell com a turista, i la gastronomia compleix totes
dues caracteristiques (Tresserras i Medina, 2008). Aixi, «I’evolucio de I’espai rural se
centra en la vinculacio de I’oferta turistica als productes locals 1 a la tradicié culinariay
(Bessiére, 1998). Segons la mateixa Bessiére (1998: 30), «la gastronomia és un factor
d’atracci6 turistica, integracio i dinamitzacié social», que representa la suma de tots els
elements que formen el paisatge global d’un territori 1 que els residents i els forans han

de compartir de manera sostenible.
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CHEESE TOURISM IN A WORLD HERITAGE SITE: VALL DE
BOI (CATALAN PYRENEES)

Abstract

Tourism in rural areas does not only mean accommodation in a rural environment, but
also a combination of products and services related to the commodification of
destinations. The purpose of the paper is to set a theoretical framework in relation to
food tourism, in the context of tourism in rural areas. The creation of authentic
experiences in rural environments is transferred to food tourism in the current paper
through the study of cheese tourism. Applied to the Vall de Boi, which is a municipality
located in the Catalan Pyrennes declared by UNESCO as a World Heritage Site, there
must be highlighted the seasonally marked foodscapes of this region and the cheese
tourism as a case of an emergent tourism typology.

Keywords: authenticity; cheese tourism; food tourism; Pyrenees; rural tourism; Vall de
Boi.

1. Introduction

The well-developed rural societies are those ones able to organize their
development strategies around the revaluation of the place, and show a deep knowledge
of the universal and global (Hernandez et al, 2013). Resources of rural world have
always been the basis of the primary sector, but for decades there has been a growing
demand in other sectors. In this sense, tourism has overtaken agriculture to become the
main activity in most rural communities in Europe (Daugstad, 2008). Therefore, the
relationship between tourism and agricultural and livestock production is increasing
sharply. However, this relationship between tourism and agriculture cannot be treated
only from the perspective of the impact of tourism in the agricultural sector (Fleischer
and Tchetchik, 2005), owing to the fact that the agricultural production also benefits
tourism in the context of rural tourism.

Nevertheless, there are different agents within the rural tourism framework,
livestock on one side and tourism on the other, with different interests but a common
concern about the preservation of both cultural and natural landscapes (Daugstad,
2008). Both the picture (the landscape) and the artist (the farmer) should be appreciated.
The fundamental question is whether tourism and agriculture and livestock can work
together aiming at reaching sustainable goals (Bowen et al, 1991; Everett and Slocum,
2013). For example, infrastructure improvement does not only make the access to new
products easier to potential markets, but it also gives tourists the possibility to visit the
countryside while they travel. Tourism promotion can also focus on agricultural
products to stimulate their foreign demand. This could be done by carrying out the
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promotion of such products in order to grow tourism demand in the regional landscape
(Bowen et al, 1991). The purpose of the paper is to set a theoretical framework in
relation to food tourism, in the context of tourism in rural areas. The creation of
authentic experiences in rural environments is transferred to food tourism in the current
paper through the study of cheese tourism. Having determined the theoretical proposal
from the literature review section, the article discusses cheese tourism and the potential
that it has in relation to the case of the Vall de Boi (Catalan Pyrenees) as a gastronomy
destination.

The development of communications and the significant improvements in both
productivity and production systems have contributed largely to opening rural areas to
the outside world (Bessiere, 1998). In this sense, culinary tourism can be an alternative
opportunity for food producers to add value to their products, especially in rural areas
(Quan and Wang, 2004) and taking both the physical and human environment into
account. Nowadays, globalization and the consequent ease of movement of goods and
people across the surface causes a clear trend towards homogenization - especially for
food - and even more on those destinations which receive a higher number of tourists.

Fortunately, this standardization has not arrived massively in the form of large
multinational fast food companies in rural and mountain destinations such as the
Catalan Pyrenees yet. For this reason, so in destinations as the Vall de Boi, it is
important to know how to emphasise the promotion of a culinary heritage inherent to its
territory, associated to its local land production. Thus, food heritage is an integral part
of the cultural heritage destination, even when food is considered as the result of the
relationship between the cultural component and the history and traditions of the local
community; as well as a natural component, closely related to the physical environment
of each destination. The main example is the Vall de Boi framed in the Aiguestortes and
Estany de Sant Maurici National Park, the only one in all Catalonia.

2. Rural tourism in mountainous areas

Rural tourism is the tourism activity that takes place in rural areas, structured to
offer integrated leisure, and that is the reason why it takes the name of tourism in rural
area. This kind of tourism has the objective to implement the greatest number of
activities in a rural area in order to offer leisure and tourism experiences (Canoves and
Villarino, 2000; Canoves et al, 2005). This denomination is accepted because of the
inclusion of different tourist specialties in rural areas (Crosby and Moreda, 1996; Lopez
Palomeque, 2008; Mediano and Vicente, 2002). Although rural tourism was first a
complementary activity associated to the traditional agro livestock, practicing rural
tourism was more like practicing tourism in rural areas than rural tourism in itself
(Jimenez and Prats, 2006). In this sense, there is a clear difference between tourism in
rural areas and rural tourism since tourism in rural areas does not necessarily mean
practicing rural tourism. However, tourism in rural areas was first associated
exclusively to the accommodation sector. Later, the development of tourism results then
in a combination of products and services regarding the commercialisation of farming
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areas (Canoves and Villarino, 2000). Agritourism resources such as farm stays, major
wine or cheese regions, and fruit growing areas have helped the small European farms
to fight against the decrease in commodity prices for years (Slee et al, 1997; Grykien,
1999).

In this sense, different forms of agri-tourism - or farm tourism - have gained or
regained relevance as a specific genre of rural tourism throughout Europe during the last
decades (Nilsson, 2002). Agriculture is vital to rural landscape (Gullino and Larcher,
2012), and it is perceived as a key to maintain food production, rural landscapes, and
environmental protection (Hollander, 2003). Beyond the usual farm activities,
agricultural tourism offers important opportunities for agricultural producers to get
involved in the tourism industry, which results in increased regional economic benefits
and reduced leakage (Berno, 2004; Telfer and Wall, 1996; Torres, 2002). Agritourism
offers the chance to sell high-value local foods, rent rooms, create jobs, and maintain
the regional service base (Busby and Rendle, 2000; Clemens, 2004; Nilsson, 2002;
Pevetz, 1991); because agriculture itself also provides a rich ethnographic heritage
based, as highlighted by Diez (2012), on tools and utensils, agricultural machinery,
trades and craft workshops, forges, quarries, warehouses, mills, bakeries, and other
(Diez, 2012). Thanks to the use of values such as authenticity, cultural identity and
ethnicity, conversion and touristic utilization of the territory and rural heritage has
become a reality (Canoves and Villarino, 2000).

The traditional support previously assumed by the agricultural production has
now led to a new economy based on rural commodification. It is essential that the
process of economic revitalization is carried out accordingly with the value of identity
of the landscape and the provision of food products. Survival in times of globalization
depends on the maintenance of its identity through agricultural and rural areas (De San
Eugenio and Barniol, 2012). In this regard, since agriculture has been relegated from
their hegemonic position in the economy of rural areas, other sectors involving
agricultural activities have been gaining more relevance, as well as the production of
handicrafts, gastronomy and tourism itself. The improvement of the unique features of
each area requires the development of activities inherent to the territory. The use of
these areas involves the appreciation of the idiosyncrasies of each territory and the rural
areas due to their rich culture, diversity of landscapes, cuisine and traditions (Canoves et
al, 2004). However, not only the cultural aspects are considered as relevant. Most of the
first national parks occupy mountainous areas, and the landscape is also an effective
instrument of heritage (Gomez-Mendoza, 2013): landscape, geography and rural space
as resources to project culture surface. Rural tourism consists of the three P’s: heritage,
landscape and food production (patrimoine, paysage and production agricole) as stated
by Canoves et al (2005).

The tourism industry has become a major economic sector worldwide thanks to
the emergence and consolidation of new products and new destinations nowadays: this
fact makes the Catalan Pyrenees a strong competitor against the Aragon or the French
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Pyrenees, and even against further mountainous destinations such as the Carpathian
Mountains, Scandinavia, Lapland, Argentina, Chile or New Zealand (Fusté, 2012).
Budget airlines and new technologies increase competition between destinations and
rural and mountainous areas growing globally. Consequently, there is a constant need
for companies to expand and diversify tourism products that should meet new market
demands (Font 2011). Food, trade, festivals and cultural events, the range of sports
activities or enjoyment of nature altogether should lead to an improved rural tourism
offer; improving tourism is improving the quality of life; improving the quality of life is
improving tourism (Jiménez and Prats, 2006). As Jafari (2014) claims, a nice place to
live must be a nice place to visit, and a nice place to visit must be a nice place to live.

Growth at any cost is not what should really matter in the long term, but the
sustainable development of landscapes, cultural, social and territorial resources. Rural
areas should not be considered anymore the cities’ backyard or the space for recreation
of weekend’ holidaymakers. Instead, their inhabitants are claiming their social and
environmental role of land conservation (Canoves et al, 2005). It is important to
consider the identity of the territories, once again its landscape (Nogué 1989; Font,
2011; Gullino and Larcher, 2012), the Pyrenees in general and the Vall de Boi in
particular. Therefore, a landscape linked to both the natural area as well as to cultural
idiosyncrasies; because an element of uniqueness of a region is the evident and
necessary exaltation of local identity in times of globalization (De San Eugenio and
Barniol, 2012).

3. Authenticity in food tourism: cheese tourism

Rural tourism is not solely confined to the concept of accommodation as
mentioned previously. It enhances the unique features of each area by developing
activities inherent to the territory (Canoves et al, 2004), for example the local cuisine.
Soil cultivation, farm maintenance and building restoration are part of the cultural
heritage of rural areas among other issues. In this sense, authenticity serves as an
essential ingredient of the inner logic of cultural heritage (Daugstad and Kirchengast,
2013). Unlike urban, flora and fauna areas, rural areas represent an opportunity to get in
contact with local residents and learn about their lifestyle. This is considered the rural
tourism experience (Lane, 1994; Kastenholz and Figueiredo, 2014). In rural
environments and specifically in mountainous areas, wherever we look we are
surrounded by countryside; the cultivated land provides food, and cultural landscapes
influenced by agriculture which are of great importance for tourism, cultural heritage
and identity, leisure and welfare, and to keep diversity (Daugstad, 2008). The landscape
is an essential resource for rural tourism and an example of how farmers perceive what
their role is in relation to the symbiosis of agriculture and tourism. Thus, the entire
chain of processes involved in the production of milk, vegetables and products from the
ground to the plate are not necessarily found just in one place (Hjalager, 1996).

In this sense, food heritage is deeply rooted in a particular place and a particular
time and space, since the culinary traditions of a specific area reflects the nature of
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society and the mentality of its members (Bessiere, 1998:28). The development or
enhancement of this culinary heritage encourages individual and collective local
initiatives, something which is seen as a process for the development of rural tourism
(Bessiere, 1998). Local initiatives should meet the modern tourists’ demands by
providing him with first-hand experiences, such as hearing stories about the landscape
or tasting its local food (Daugstad, 2008; Kastenholz et al, 2012). Food is indeed one of
the most important resources of any tourist destination and its authenticity; each
traditional landscape expresses a unique sense or spirit of place (genius loci) that
defines its identity (Antrop, 2005). Integrity is a value belonging to both cultural and
natural landscapes that facilitates the recognition of identities (Gullino and Larcher,
2012: 5).

By contrast, McNeill (1974) explains the concept of the natural relationship
between the land, its climate, and the qualities of the food it produces. It is precisely the
geographical diversity which awards a regional distinction of culinary traditions and the
evolution of a distinctive cultural heritage. The popularity of the area increases thanks to
the use of local and natural products as well as cooking dishes with a touch of country
charm (Bessiere, 1998). Thus, the tourist is not only incorporating the nutritional
characteristics of the food when consuming a natural or traditional product, but he/she is
also ‘tasting’ its symbolic features: nature, culture and the identity of the area. Eating
fresh farm products, for example, can represent not only a biological quality, but also a
short-lived ownership of rural identity (Bessiére, 1998).

The authenticity of the cuisine inevitably includes both a natural and a cultural
component (Figure 1), as seen before: on the one hand, the natural component gives
gastronomy an own unique physical environment in each region. On the other, the
cultural component offers the values and the culture shared by the members of the local
community (Hillel et al, 2013). Both components turn food into a material part of the
cultural identity, ensuring its continuity and attesting its historical commitment to the
region. The successful gastronomy destinations are, therefore, those that are able to
satiate the tourist’s appetite thanks to authenticity, offering products and experiences
which shows a close faithful relationship between food, land and community (Hillel et
al, 2013), as in the case of cheese tourism. It is most likely that the farmers’ educative
role as ambassadors of farming improve the prospects of the authenticity of their
experiences (Daugstad and Kirchengast, 2013). Therefore, the unigueness and relevance
of some local products (i.e. cheese, bread or wine, among many others) should be
understood when such experiences are presented, showing the process of producing and
maybe even allowing tourists to participate, conveying authenticity (MacCannell, 1999;
Wang, 1999): the search for authenticity should be a central motivation for both tourists
and hosts.
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Figure 1: Theoretical framework of Cheese Tourism
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Cheese tourism involves visiting areas of cheese making and milk production.
This typology is practiced in rural mountainous areas such as the Catalan Pyrenees, with
has a long livestock tradition. Although there is no specific literature that deals with
cheese tourism, there are many international references regarding cheese as a tourist
resource, for example visits to the Société des caves Roquefort, Wisconsin (United
States) or Canterbury (New Zealand) cheese factories, as well as events like the Festival
Cheese! held in Bra (Piedmont, Italy). That is, cheese tourism comes from the concern
with the process of developing a product closely linked to a territory, and drift towards a
typology that includes not only the tourist visit to the craft workshop, but also a set of
synergies from complementary food consumption and leisure (Figure 2). Moreover,
there are also many internationally known cheeses such as French Mont d’Or,
Camembert or Bri, Italians Parmigiano, Gorgonzola or Mozzarella, Swiss Emmental
and Gruyeére, Dutch Edam and Gouda, British Cheddar, Deutsch Miinster, Greek Feta or
Spanish Cadi, Tetilla, Idiazabal and Cabrales. As Bernstein (2014), it must be noted that
some of these emblematic instances are focused on highly specialised commodity
production, like the Parmesan cheese producers of Italy.

Food, and specifically a certain gastronomic product such as cheese, is used to
compete and gain notoriety in competitions; a product whose excellence gives the
region a brand labels (Ortiz, 2003). The recovery, or even the discovery of some
products is carried out by using certain strategies, among which one of the most
important is the protection of authenticity (Contreras, 1999), just like what happened to
the Vall de Boi’s cheese case. In this sense, “by prioritising agrarian activities, the
farmers hinted that they took agriculture more seriously than tourism. Hence, by giving
first priority to farming and accentuating farming as their real job and/or life, they
indicated that tourism was pursued in a somewhat amateurish manner” (Daugstad and
Kirchengast, 2013: 181), despite the great importance of tourism for economic
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development. Growing interest in local food helps to the creation of demands for locally
produced foods (Coren and Clamp, 2014), including artisan producers. This can allow
for the creation of smaller farm’s cooperatives, and ventures within tourism sector, as
alliances of food producers, distributors, hotels and restaurants, promoting the use of
local products in the tourism industry (Telfer, 2000).

However, in the current context of a globalized world ‘“governed by
commodities, the fast-food and sanitary barriers, the existence of many small rural agro-
industries is threatened because they do not reach the levels of productivity to compete
in global markets. Many of these companies could have an outlet if they are able to
articulate with the business of rural tourism, through the provision of products and
services (Figure 2) to meet the demands of tourists interested in learning aspects of
agricultural and agro-industrial culture of a particular region” (Blanco and Riveros,
2004: 1). Examples of pseudo-backstages are cheese cellars and dairies in the Alps, in
the Bregenzerwald: places where officially tourists are not permitted to enter due to
hygiene regulations (Daugstad and Kirchengast, 2013). Therefore, “cheese production
on alpen is regarded a rare and even an endangered practice. Alpine dairies and the
cheese cellars are places of production for the most valuable and prestigious products of
agricultural activities; cheese that is wholly produced on alpen is said to be the best.
Hence, cheese cellars and dairies on alpen are special places, which the farmers are
usually eminently proud of and which many tourists are eager to view” (Daugstad and
Kirchengast, 2013: 185). Because farmers can create intimacy and make tourists feel
superior to just ordinary tourists.

Figure 2: The Cheese Tourism wheel
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This experience can be reinforced and emphasized through the land routes in
order to discover the whole environment of production (Figure 2). For example, the case
of cheese Turrialba in Costa Rica, around which the building of a food route is proposed
as a strategy for local development and improvement of artisanal cheese agribusiness
(Blanco and Riveros, 2004). This concept, which has the European gastronomic routes
as referents, is an innovative tourism product with great potential for areas with
significant agricultural production (Blanco and Riveros, 2004). Barrera (1999) defined
these routes as paths that enjoy an organized agricultural industrial production process,
tasting regional cuisine and expressions of local culture. These routes are organized
around a key product that characterizes them (Blanco and Riveros, 2004); among the
European gastronomic routes, the best known are the wine, cheese, ham and olive oil’
routes, existing mainly in France, Spain and Italy (Blanco and Riveros, 2004).

Previous research (Hall and Mitchell, 2000) indicated that food is an important
reason for travelling as well as an essential source of tourist satisfaction. Several authors
then consider the benefits of food tourism as an anchor for regional development
(Bessiere, 1998; Hall, Sharples, Mitchell et al, 2003; Hjalager and Richards, 2002;
Lopez-Guzman et al, 2014; Sidali et al, 2013). The key to success is to integrate the
natural, the local and the traditional (MacDonald, 2013), in a clear reference to the
wishes of the consumer who appreciates a consumption of food products associated
with identity of a landscape. Food plays different roles for tourists: it is functional for
sustaining life; it is entertaining; it is a way of experiencing new cultures; and it is part
of a travel experience. In any circumstance, a destination needs to capitalize on
appealing foods to be able to create an essential component of its own cultural capital
(Lan et al, 2012). In this sense, food tourism is defined as a desire to experience a
particular type of cuisine in a specific region (Hall and Sharples, 2003), where tourists
are those that are set to take an intentional exploration in the food habits of others
(Long, 1998). And this food tourism can be experienced from two different sectors:
agriculture and tourism (Everett and Slocum, 2013), production and consumption, and
hosts and guests.

As Lan et al (2012) point out, “food tourism can be regarded as a travel to a
destination for cultural purposes with experiences of unique and affective foods at the
destination. Travellers normally have the desire for new tastes, knowledge and concepts
at the destination. Although most travellers may not choose their destination only for
food reasons, they can end up remembering their travel on the food they experienced at
the destination” (Lan et al, 2012: 609). Thus, the importance of food in tourist activity is
as clear as all tourists have to eat during the trip, because food is a compulsory activity
when travelling (Richards, 2002). They actually have food as one of the main expenses
when they move: more than a third of the total (Belisle 1983, Hall and Sharples, 2003;
Telfer and Wall, 1996; 2000). And the food budget of tourists does not only include
consumption but also the acquisition of local food products like souvenirs (Henderson,
2009); buying rural products in situ is part of tourists’ experience in participating in the

70



Fusté Forné, F. (2015): Cheese tourism in a World Heritage Site: Vall de Boi
(Catalan Pyrenees). European Journal of Tourism Research, 11: 87-101.

authenticity of another lifestyle they are looking for, and it is, therefore, one of the main
reasons of the journey (Ortiz, 2003: 79).

Food is a unique practice in tourism, which gratifies all the senses (Daugstad,
2008; Kivela and Crotts, 2006): who eats becomes part of a culture (Bessiere, 1998).
Thus, in order to increase the positive impact of tourism, the amount of local food
consumed in tourism industry should also be increased (Telfer and Wall, 1996). The
more interconnections between the farm and the restaurant table there are, the more
sales and promotion of local products a destination gets (Veeck et al, 2006).
Fortunately, diversification is not only aimed at tourists, so residents are also important
and potential consumers of food products: many restaurants and regional events depend
on local support (Kayat, 2008), which helps alleviate the adverse consequences of a
seasonal arrival of tourists (Henderson, 2009).

4. The case of study: Vall de Boi
4.1. Tourism at the Vall de Boi

Vall de Boi is the largest municipality of Alta Ribagorca in the northwest of
Catalonia, at an altitude of 1,111 meters, with 21,753 acres and 1,052 inhabitants spread
among the eight towns that comprise: Barruera, Boi, Cardet, C6ll, Durro, Erill la Vall,
Sarais and Tadll. Briefly, the first tourists arrived in the Vall de Boi looking for
wellbeing resorts (Moyes, 2010), and hiking. Traditionally, the main tourist attractions
in the Vall de Boi had been the thermal baths of Caldes de Boi (Molina, 2008) and the
excellence quality of its natural valleys that form their environment, which has the
appeal of the only National Park in Catalonia, Aiguestortes and Estany de Sant Maurici.
These hot springs, the World Heritage Romanesque Art and the beauty of the landscape,
were the only tourist attractions of this valley for years, undergoing a major
transformation with the advent of snow tourism (Gili, 1999).

According to Font (2011), three phases in the historical development of tourism
in the Pyrenees can be distinguished: the first one took place during the second half of
the nineteenth century when bourgeois tourism first emerged based on thermal stations
and summer relaxation (i.e.: Caldes de Boi). Also, the Catalan region and specifically
the mountainous areas were discovered by hikers, practitioners of a Catalan variety of
hiking born in the last quarter of the nineteenth century (Jimenez and Prats, 2006).
Hiking, like travelling for entertainment or leisure, also incorporates the imaginary area
which will have a great importance in shaping tourism in Catalonia later on: the
Pyrenees. Not until the first decades of the twentieth century, Catalan Pyrenees were an
unknown land, a too wild mountain to appeal to the civilized people of the cities
(Jimenez and Prats, 2006). Among the walkers, the Catalan poet Jacint Verdaguer and
the well-known Antoni Gaudi also made stays in the Catalan Pyrenees that helped them
to get as an inspiration for their work.
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It was not until the 1980s when a series of problems appeared: the crisis of
agriculture; an incipient depletion of sun and sand model; the emergence of new forms
of tourism (cultural tourism), and the loss of the rural roots from urban inhabitants after
the boom in rural tourism (Canoves et al, 2005). The current tourist is bored with the
sun and sea cliché and has become interested in a greater variety of products. There is a
strong interest towards the culture, nature and traditional lifestyle of the places visited,
which are highly important features (Boissevain, 1996). However, the tourism product
in rural areas represents a commodification of the local history, the culture and the
natural environment (Gullino and Larcher, 2012; Panyik et al, 2012; Santana-Jiménez,
Hernadndez and Suarez-Vega, 2013), so the inland areas tend to be repositories of
ancient forms of life and cultures which respond to the postmodern research of an
antidote to urban life (Urry, 2002). However, the mass tourism was also moving
gradually to mountainous areas and ski resorts (Font, 2011; Lépez Palomeque, 1994).
As Canoves et al state (2005), the growing concern for environmental protection have
contributed to the growth of rural tourism, given the experience of the negative effects
that mass tourism has produced. It is very important for the development of heritage
protection: on the one hand, the natural, and on the other, the cultural.

Concerning the historical and cultural heritage, the first list of the cultural
heritage of the Vall de Boi came up in 1931 with the declaration of the churches of Sant
Climent and Santa Maria de Talll as Historic Artistic Monuments. Later, in 1962, Sant
Joan de Boi and Santa Eulalia d’Erill la Vall churches (located near Vall de Boi
Romanesque Information Center) joined the heritage group. Even though in 1955,
Aiguestortes and Estany de Sant Maurici National Park was declared as a natural
heritage protection, Gili (1999:5) states that the protection of these four churches of the
Vall de Boi is timely and affects the buildings exclusively, but leaving the environment
totally unprotected. Later, the government declared the Historic Site of the Vall de Boi
in 1991 and UNESCO recognized the whole Romanesque churches of the Vall de Boi a
World Heritage Site on November 30™ 2000. It is demonstrated that UNESCO highly
values the following parameters: historical features, traditional crops and local products,
land-use and agricultural practice permanence, and the presence of architecture related
to agricultural activity (Gullino and Larcher, 2012). As reported above, the importance
in the relationship between culture and nature that characterizes the integrity of a rural
area is a value attached to both cultural and natural landscapes. This allows the
recognition of a site identity (Figure 1).

4.2. Foodscapes of the Vall de Boi

The gastronomy or, in other words, the culinary heritage of the Vall de Boi in
the Catalan Pyrenees varies depending on the season and the changes in the landscape
and territory. Thus, a destination’s foodscape, is the one that is rooted in the land and
identifies the authenticity of both natural and traditional culture of a gastroregion, a
gastronomy destination. As stated by Moyes (2010), it is essential to associate the
changing landscape of Vall de Boi with the foods and products of each season,

72



Fusté Forné, F. (2015): Cheese tourism in a World Heritage Site: Vall de Boi
(Catalan Pyrenees). European Journal of Tourism Research, 11: 87-101.

observing the indissoluble bond of gastronomy with the natural cycle of the earth, the
climate and the landscape.

Regarding the food from the region of Alta Ribagorca, the Patronat Comarcal
de Turisme de ['Alta Ribagor¢a (Alta Ribagorca County Tourist Board, 2007)
highlights, for example, Les Jornades Gastronomiques del Bolet (Gastronomic
Mushroom Festival), which is organized every weekend during the month of October
and has different itineraries, as well as natural and mycological exhibitions and craft
fairs. This Food Festival is backed up by the regional restaurants, offering special
menus which include mushrooms and bottled water from Caldes de Boi and Ratafia dels
Raiers (local liqueur) (Palau, 2015). Besides, Girella Fair is held on the third Sunday of
October in El Pont de Suert. This fair receives its name Girella from one of the most
traditional lamb sausages in the region; originally, this meal was reserved for special
occasions during the fifteen century. Finally, the Cep Festival is held on the first Sunday
of November in Vilaller and offers activities concerning this type of mushroom, and
also contests, exhibitions, and the taste of traditional products of the autumn.

Moyes (2010) carried out a study about the traditional recipes from the Vall de
Boi in which more than forty hotels and restaurants of the region participated. Among
the most significant products of the cuisine of the Vall de Boi, studied by Fusté (2014)
meats and sausages show are the most popular products in the foodscape of the Vall de
Boi. These products, which are mainly elaborated using pork, lamb or beef, account for
more than a quarter of the total samples analysed (27%). This is due to the great
tradition of farming in the region since it has a lot of presence in the cuisine of the
valley. Then, the group of vegetables (tomatoes and xicoia - a type of lettuce -) receives
an 11% as well as the group of tubercles’, where truffle is one of the most typical
products and they both represent the importance of the agro sector. Dairy products such
as eggs and milk (from cow, sheep or goat) and its derivatives (cheese) represent a 10%
of the total food present in Moyes’ recipe book.

Furthermore, the presence of fish and mushrooms in the area is also important to
consider. The first of these products is characterized by traditional trout fishing, whereas
the second (mushrooms such as carreretes, rovellons or ceps) is a typical mountain
product in the whole context of the Catalan Pyrenees. Other products such as thyme and
bay leaf are also abundant in the forests of the Pyrenees. Considering the production of
all these commodities mentioned above, the Vall de Boi can be considered a sort of big
gourmet set in the Pyrenees. The combination between the agro livestock activity and
tourism has great value in the area. Therefore, food tourists could incorporate a
sustainable small part of the landscape of the valley, i.e. through cheese, a product
which has been used for years in the regional cuisine and has been enhanced during the
last lustrum because of the establishment of the two local producers described in the
next section. Anyway the whole area is also under continuous development thanks to
the benefits from both agriculture and livestock.
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4.3. The case of Cheese Tourism

Regarding the Spanish case, there are many events which are dedicated to
cheeses that are produced locally, such as the afuega’l pitu cheese contest which is held
in January in Morcin (Asturias, Spain), the cebreiro cheese fair in As Nogas (Lugo,
Spain) or the cheese festival held in Santa Maria de Guias (Gran Canaria, Spain), which
was created in 1978 to promote flower cheeses (made with sheep and cow milk, then set
with thistle flowers) typical of the region of Montafia Alta (Sanchez, 1998), in Canary
Islands. In the case of the Vall de Boi, cheese tourism is structured around two
producers: Cade Tunica and Ca de Moneny.

Cade Tunica is located in Barruera, and its production began in 2010. It has no
own livestock, and therefore, the milk is obtained from a farmer in the region. They
produce twice a week; each time purchasing 250 gallons of raw sheep’s milk in
Concorrui. This is a farm located in the county which disposes of more than 1,000 heads
of sheep and is able to produce 150 pieces of cheeses per week. The type of cheese
produced in Cade Tunica is curd cheese from raw sheep’s milk with a maturity of
between two and three months and jelled with animal rennet. The workshop covers an
area of 38 square meters, but there are no signs to indicate the location and visits are not
organized yet. “If I wanted to, I would have many visits, but I don’t want to” (Farré,
2014), despite in recent months, some visits have been made to individuals who must
request it through the Alta Ribagorca County Tourist Board, always according to the
schedule that the producer sets. First, distribution is done in the own point-of-sale in
Barruera and also in ten agribusiness’ shops in the region; in addition, there is a
distributor in Barcelona, as well as the participation in gastronomic fairs. The product is
marketed as cheese Serrat de Gelada de Cade Tunica.

On the other hand, Ca de Moneny is a farm located in the outskirts of the
internationally well-known town of Talll. They began producing cheese in 2012, and
producing sheep milk cheeses from Concorrui’s milk, but they soon had an own flock,
and producing alpine goat’s milk. He currently has 120 heads with the objective to
increase them to 250 and to produce exclusively cheese from goat milk itself. Two
hundred-fifty heads is the maximum number of heads they can have to produce
ecological according its area extension (an area of 400 square meters), taking the
density per square meter per animal into account. In tourist terms, visits from last Easter
are been carried out, “and being a success” (Farelo, 2014). Additionally, a visit to the
workshop along with a beekeeper and honey and cheese tasting combo is done. There
are three types of cheese: the star cheese, the Craba cheese, a skin washed curd mixed
cheese with a minimum maturity period of three weeks. Then the Craba Serrat, which
is the ripened cheese with maturation time of between two months and two years,
producing pieces even around 10 kg. The production of Ca de Moneny is 600 kg of
cheese per month, 450 of them from goat’s milk and 150 from sheep’s milk (for the
elaboration of the Panical cheese). Considering the 450 kg of cheese from goat’s milk,
two thirds are used to prepare the Craba, and the other third for the ripened. As for
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distribution, direct selling is done at the shop situated in Tatll and stores in the county,
and distributed also in Barcelona. Apart from offering direct sales in their store - located
in front of the church of Santa Maria de Taldill - , a new product has been launched this
summer in addition to all the cheeses they produce: goat milk ice cream, made with
creamy goat cheese, county walnuts and Durro honey, as a 0 km product. Their trade
name is La Formatgeria a Taull (“the Cheese producer in Taiill”).

These two are the cheese producers established in the Vall de Boi and sets out
the link between agro production and tourism. In this sense, the use of cheese can adopt
different forms (Figure 2) which can help holistically the local development through the
tourism practice. Having a look at Figure 3, the main manifestations found in the study
area include visits to farms, production and processing centers, tourist and gastronomic
routes where cheese is a complement, direct sales or through the municipality agrostores
groceries selling souvenirs - food as ice-creams or inedible as soaps made from goat or
sheep milk - . Also, the use of cheese in culinary dishes in local restaurants. It is as well
important and remarkable the promotion through the local tourist board and the
presence through demonstrations and tastings at fairs, as locals Gastronomic Mushroom
or Cep Festivals. Not being cheese themed, they represent a door for the promotion of
the product studied in relation to the fairs’ parallel activities conducted for the global
benefit of the local culinary industry. Thanks to the elaboration of cheese as a local
product, and its linkage to the hospitality and tourism sector, it has emerged as part of
food tourism, as a new trend also for future research.

Figure 3: The Cheese Tourism wheel applied to the Vall de Boi
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As seen previously, local food from different destinations is one of the last areas
of authenticity (Reynolds, 1994), and what the food does is to provide a real bite of the
territory (Hillel et al, 2013) because it is a powerful builder of cultural identity (Fischler
1980; 1988). This identity has improved and it also has given possibilities to tourist
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destinations for economic growth (Lopez-Guzman et al, 2014). Cuisine and culture are
the main resources that tourists mostly value and desire. The tourists want to be exposed
to an authentic culinary experience; making them feel involved in the construction of a
cultural identity in a unique natural environment.

To sum up, one of the motivations of tourists is food tasting, including not only
culinary routes, but also food festivals, wine tourism, and other food-related events -
Figure 2 and Figure 3 - (Everett and Slocum, 2013; Hall and Sharples, 2008). Eating
and drinking seems to be an attraction of an area, and food becomes a tourist attraction
which is not less important than any other attractions, like a landscape or a theme park
(Quan and Wang, 2004). “Tourism is extremely competitive and this extends to food
tourism with rivalry amongst destinations to entice visitors on the basis of related traits.
National and local uniqueness must therefore be identified and emphasised, utilising
food as a means of positioning and differentiation in advertising” (Henderson, 2009:
322). In this regard, the development of rural areas focuses on the tourism offer based
on local products and culinary tradition (Bessiére, 1998). Food is an attractive resource
that represents the sum of all elements in the overall landscape of a region shared by
both hosts and guests in a sustainable manner.

5. Conclusion

Nowadays, Pyrenean tourism is characterized by stagnation of traditional
mountain tourism, yet associated to and dependent on skiing and winter sports. Tourism
in rural areas and, more specifically, tourism in mountainous areas such as the Vall de
Boi, are more based on weekend trips or short stays, thanks to the relative proximity to
large urban centres such as Barcelona, the main outbound focus in Catalonia. The
promotion or enhancement of the food heritage should encourage local initiatives,
individual and collective, and it is perceived as a process of rural tourism development
in a current context where people are facing a strong tourism demand for
McDonaldisation holidays; so a close link between food, land and community is
required.

In this respect, food tourism represents an authentic experience for tourists in the
context of rural tourism; each territory shows specific features - natural and cultural -
those characterizing and defining their identity and appeal. In the case presented, cheese
tourism has a high potential and varied uses as a resource for tourist attraction which is
represented by visits, tours or souvenirs. Through the Vall de Boi as a case study,
current research demonstrates the potential of food tourism in general and cheese
tourism in particular; remaining a challenge for both public administration and the
private sector in carrying it out always for the benefit of development of the local
community.

As the Catalan writer Josep Pla stated, la cuina és el paisatge posat a la cassola
(the cuisine is the landscape added to the pot). This is what happens in the case of the
Vall de Boi; an offer of a gastronomic tradition justified not because of fashion but
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because of the tradition of a cuisine coming from an old and strongly grown root in the
terroir (Moyes, 2010). In this sense, cheese tourism reflects an integration of natural,
local, and traditional aspects. In other words, cheese tourism shows the link between
food, land and community. Tourists want to see how a farm works and experience this
cycle of life. As Barham (2003) revealed, terroir represents the composite value that a
crafted and cultivated artisan food product constitutes for both the producer and the
consumer. Attributes such as artisanal production, historical and cultural value, and a
stunning protected landscape environment, gives to this valley a cheese production
which provides an appealing food tourism offer as part of its landscape, so that this rural
region develops in an economically and sustainable way by fostering agro livestock
activity.
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Internacionalitzacio de les destinacions rurals i de muntanya: idees per a la Vall de
Boi del turisme gastronomic de la regio de Canterbury (Nova Zelanda)

Tant la innovacio en els productes i serveis turistics com la internacionalitzacio de les
destinacions son dues de les principals preocupacions dels gestors de turisme. La
necessitat de diversificacio de I’oferta turistica es fa encara més palesa en entorns rurals
1 de muntanya on I’estacionalitat del turisme hi és més accentuada. En aquest context, el
turisme gastronomic es consolida com una tipologia de referéncia per a la posada en
valor de la identitat i autenticitat vinculades a cada territori, tant pel que fa al seu
paisatge cultural com natural. Exemples de la regié neozelandesa de Canterbury
s’utilitzen també en aquest article per tal de donar idees que ajudin en el procés
d’internacionalitzacié de la Vall de Boi com espai rural i destinacio turistica de
muntanya als Pirineus catalans.

Paraules clau: autenticitat, espais rurals i de muntanya, internacionalitzacid, Nova
Zelanda, turisme gastronomic, Vall de Boi.

Resumen. Internacionalizacion de los destinos rurales y de montafia: ideas para la
Vall de Boi del turismo gastronémico de la region de Canterbury (Nueva Zelanda)

Tanto la innovacion en los productos y servicios turisticos como la internacionalizacion
de los destinos son dos de las principales preocupaciones de los gestores de turismo. La
necesidad de diversificacion de la oferta turistica es ain mas patente en entornos rurales
y de montafia donde la estacionalidad del turismo es mayor. En este contexto, el turismo
gastronomico se consolida como una tipologia de referencia para la puesta en valor de la
identidad y autenticidad vinculadas a cada territorio, tanto en relacién a su paisaje
cultural como natural. Ejemplos de la regién neozelandesa de Canterbury se utilizan
también en este articulo para dar ideas que ayuden en el proceso de internacionalizacion
de la Vall de Boi como espacio rural y destino de montafia en los Pirineos catalanes.

Palabras clave: autenticidad, espacios rurales y de montafia, internacionalizacion,
Nueva Zelanda, turismo gastronémico, Vall de Boi.

Abstract. Internationalization of rural and mountain destinations: ideas for the Vall
de Boi from food tourism in Canterbury region (New Zealand)

Both the innovation in tourism products and the internationalization of the destinations
are two of the main concerns of the tourism managers. Diversification of tourism
activity is even more evident in rural and mountain destinations where the seasonality of
tourism has a higher trace. In this context, food tourism is becoming a reference tourism
for the enhancement of identity and authenticity linked to each territory, both in terms
of own cultural and natural landscapes. Examples of New Zealand’s Canterbury region
are also used in this article to give ideas to enhance the process of internationalization of
the Vall de Boi, a rural area and mountain destination in the Catalan Pyrenees.

Key words: authenticity, rural and mountain areas, internationalization, New Zealand,
food tourism, Vall de Boi.
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“Ours is the “cooking paradox” generation: SO
many people today read about cooking or watch cookery
programmes, reality shows, soaps and contests on
television, or even movies about cooks (Tucci, Powell,
Child and Prud’homme, 2010). Meanwhile, and in spite of
this vogue, never in human history have so many people
spent so little time preparing food from scratch as now
(Pollan, 2013)” (Baldacchino, 2015: 228)

1. Introduccié

La innovacio i la internacionalitzacid que son necessaries en tots els sectors
economics son una preocupacidé encara més palesa en el sector turistic. Aixo és a causa
de I’exigencia de la qualitat en la prestacio de serveis 1 per 1’elevada competéncia entre
destinacions perd també entre empreses en el si d’'una mateixa destinaci6. En aquest
context, la necessitat de diversificar en 1’oferta fa que el turisme gastronomic es pugui
convertir en una tipologia turistica de referéncia. La gastronomia no nomes és present
en qualsevol desplagament turistic sindé també en les necessitats d’oci dels residents. A
més a més, I’experiéncia del turisme gastronomic es pot presentar de maneres variades,
des d’un formatge que el turista compra com un souvenir, a la preséncia en mercats
locals passant pels festivals tematics, o simplement en el gaudi d’un plat en un
restaurant. Tot a partir d’uns productes locals elaborats per artesans en un entorn
paisatgistic concret.

Els productors locals i I’impacte que el patrimoni culinari té en el
desenvolupament regional son per tant un element que s’ha de tenir en compte en la
planificacio de I’expansié del turisme gastronomic. La comunitat ha de ser particip de
les estrategies que es portin a terme en la mesura que la gastronomia forma part de la
identitat propia; el sense of place s’ha de transmetre i fer visible als forans directament
per part dels residents, ja que aquesta autenticitat és un factor d’atraccid pels turistes.
L’objectiu de D’article és la proposta d’aplicacid, a partir d’una aproximacio a la
literatura vinculada a la innovacid i la internacionalitzacid, de diferents estratégies en
benefici de la Vall de Boi com a destinacio turistica. La recerca presenta també alguns
casos de practiques de turisme gastronomic a la regié de Canterbury, a la illa sud de
Nova Zelanda, que mostren la diversitat del paisatge gastronomic en un entorn que igual
que la Vall de Boi disposa d’una riquesa cultural i natural tnica.

2. La innovacid i la internacionalitzacio en les destinacions turistiques

Segons Hjalager (2010: 1) “al llarg de la historia, el turisme ha estat un fenomen
caracteritzat per una inmensa capacitat d’innovaci6. Llibres 1 articles han cridat
I’atencioé a persones i empreses i els seus exits s’han analitzat i avaluat des de tots els
angles”. Thomas Cook, per exemple, va ser el primer agent de viatges 1’any 1814, quan
va organitzar un trajecte en tren entre Leicester i Lougborough en un moment en qué
van coincidir una infraestructura ferroviaria emergent i un marc organitzatiu efica¢ que
li van permetre proporcionar el servei a un preu que la gent podia permetre’s (Blasco,
2002; Brendon, 1991). Altres exemples d’innovacio es troben en la tematitzacid dels
productes turistics, com el cas Disney, que a través dels parcs tematics aconsegueix
atraure no només al public local sind que genera un interés global (Weth, 2007). La
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innovacio, ara més que mai esta jugant un rol creixent en el sector dels serveis en
general i en el turistic en particular (Hjalager, 2002). Sigui com sigui, la industria del
turisme és una activitat innovadora per se, i també el principal element de difusio de les
tecnologies de la informacié i la comunicacio en el sector serveis (Buhalis i Law, 2008;
Hall i Williams, 2008).

D’aquesta manera, un dels primers punts que s’ha tenir en compte fa referéncia
al canvi en el rol dels propis turistes; s’ha passat d’una activitat controlada
majoritariament per les agencies de viatges, a una conjuntura on els consumidors
accedeixen directament a la creacio dels seus propis paquets turistics (Aldebert, Dang i
Longhi, 2011). Tots ens hem convertit en agéencies de viatges minoristes i aquesta
caracteristica desenvolupa “un mercat mes segmentat, especialitzat i sofisticat destinat
principalment a activitats disponibles Unicament en els propis llocs visitats” (Nylander i
Hall, 2005; Robinson i Novelli, 2005). Cada lloc és unic i la competitivitat de les
destinacions turistiques depen “de la seva imatge, de la seva organitzacio, de la seva
qualitat, i de la seva sostenibilitat, ja que per molta promoci6 que es realitzi sobre els
productes turistics, la millor promoci6 dels productes d’una zona és la satisfaccio del
turista, i el seu retorn, després de comprovar que milloren les infraestructures, els
equipaments i els serveis de la destinacio, a la vegada que ’espai receptor es va
adaptant de manera sostenible a les aspiracions de la nova i canviant demanda”
(Lardiés, 2004: 184).

Per al desenvolupament economic en entorns regionals com els casos aqui
presentats, és necessari saber convertir els avantatges comparatius de la destinacio en
avantatges competitius i dinamics (Jackson i Murphy, 2006; Pareja-Eastaway i Turmo,
2012). D’aquesta manera, Porter (1998) destaca per exemple la creacio de clusters com
una eina clau pel desenvolupament d’avantatges competitius: la collaboracié entre
administracions aixi com I’actitud emprenedora de les associacions turistiques i les
empreses locals (Jackson i Murphy, 2006; Lardies, 2004), a més d’altres actors com les
estacions d’esqui, que en entorns rurals i de muntanya amb una demanda estacional sén
de vital importancia per I’impuls de la internacionalitzaci6. Els clusters, doncs, faciliten
i promouen la transferéncia de coneixement, que és a la vegada un element clau en el
procés d’innovacié empresarial i territorial. Segons Weidenfeld, Williams i Butler
(2010: 611), es tracta d’un concepte que és facil de dir pero no tant d’aplicar ja que “la
transferencia de coneixement i la divulgacié de les innovacions entre atraccions
turistiques depén a la vegada tant de la similitud entre productes com de la proximitat
espacial. Una major distancia espacial entre atraccions semblants implica una menor
competencia en el mateix segment de mercat, impulsant transferéncies de coneixement.
En conseqliencia, quant major sigui la distancia espacial entre productes semblants,
major és la possibilitat que intercanviin coneixement d’explotacié”. Aqui es podria
mencionar el cas de les diferents regions de muntanya dels Pirineus catalans, que si bé
en moltes accions exteriors es comercialitzen sota el paraigiies d’una mateixa marca
territorial, son destinacions competidores directes entre elles.

Aixi doncs, resulta evident que la competencia universal en un mon globalitzat
com I’actual no beneficia la creacio de les sinergies esmentades, encara que “la teoria
dels clusters empresarials podria proporcionar un mitja per a fomentar una estructura
d’organitzacié de base regional on les empreses locals de turisme i les industries
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relacionades i de suport puguin interactuar tant de forma cooperativa com competitiva,
on la competéncia es basa en la diferenciacid i la innovacié en comptes d’una activitat
contraria a la competéncia o basada en la reduccié del preu o els costos” (Jackson i
Murphy, 2006: 1032-1033). | aquesta cotlaboracio entre empreses és encara mes
important tenint en compte el rol clau que les Petites i Mitjanes Empreses (Pimes)
juguen en el subministrament de productes i serveis als turistes (Ateljevic, 2009;
Erkkila, 2004; Mungall i Johnson, 2004; Novelli, Schmitz i Spencer, 2006; Smeral,
1998), imprescindibles per al desenvolupament de qualsevol destinacio pero encara més
importants en entorns rurals i de muntanya.

Tal com diu Pearce (1990), I’atraccio universal del turisme rural resta en els
esdeveniments ordinaris i quotidians de la seva comunitat: “les arees rurals, en
contraposicio a les urbanes i només ocupades per la flora i la fauna, representen
I’oportunitat de con¢ixer les formes de vida locals i el contacte amb els residents, la qual
cosa atorga un rol especial a I’experiéncia de turisme rural” (Lane, 1994). No obstant,
s’ha de mencionar la dificil relacié6 que hi ha entre un sector agricola encara reaci a
I’obertura al turisme, i aquesta activitat turistica colonitzadora, la qual cosa porta a
Thompson (2004: 597) a I’afirmacio segiient: “[el turisme rural] no ha de ser vist només
com una oportunitat de negoci, sind com una via a través de la qual els residents puguin
validar la importancia de la seva vida rural contemporania”. En aquest sentit, el treball
en xarxa i els clisters mencionats anteriorment poden ajudar en el procés d’innovaciod
de les Pimes turistiques i han de contribuir al desenvolupament regional, a través de les
activitats, accions i esdeveniments produits com a resultat del treball cotlaboratiu. Ara
bé i com es deia abans, I’heterogeneitat de les empreses que integren el sector dels
serveis fa que es tracti d’un sector complex on tant la innovacidé com les practiques
d’internacionalitzacd varien segons els seus constitutius subsectors (Novelli, Schmitz i
Spencer, 2006; Shaw i Williams, 2004; Sinclair i Stabler, 1997). Sigui com sigui, “les
innovacions han de ser portades a 1’etapa de la implementacid i la comercialitzaci6o”
(Hjalager, 1994), com es veu també en la recerca coordinada per Boyra, Fusté i Mollevi
(2014).

Per la seva banda, la internacionalitzaci6 s’ha d’entendre com una forma
d’innovacid - a la vegada que I’¢xit d’un procés d’internacionalitzacié depen de la
innovacio (Fusté, 2014b) -, és a dir, sent capac de produir canvis tant en el rendiment
com en la competitivitat d’'una empresa, o del conjunt d’una destinacié com a suma de
les realitats empresarials, i tambe de la seva gobernanca (Hall, Cambourne, Macionis i
Johnson, 1997; Hernandez, Castelld, Alonso i Pueyo, 2012). Segons Williams i Shaw
(2011: 28-29), “el caracter distintiu de la innovacid turistica esta format no només per la
mobilitat inherent dels turistes, sind també per la internacionalitzacié generalitzada
d’aquesta mobilitat aixi com de la connectivitat”. Aixi doncs, no és patrimoni exclusiu
de les grans empreses (Zahra, 2005) i tant aquesta com la innovacié s’han de considerar
inevitablement en les petites i mitjanes empreses que sén especialment importants en el
sector turistic, com es veia unes linies més amunt.

La connectivitat global és una de les conductores de la innovacio, sobretot en el
que fa referéncia a I’accés al coneixement, com es veia també uns paragrafs més amunt,
a la vegada que permet unir els conceptes d’innovacid i internacionalitzacio: “de
particular importancia és la internacionalitzacio del consum turistic i el creixent paper
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que els turistes juguen en la co-creacio d’innovacions. L’augment de la connectivitat a
través d’Internet ha permés a un collectiu de cotlectius en linia de les comunitats
turistiques de poder portar a terme un paper critic en la co-creacié d’innovacions”
(Williams i Shaw, 2011: 42). En aquest sentit, la glesti6 més important a tenir en
compte en el procés d’internacionalitzacid €s la posterior simultaneitat de la produccio i
el consum turistics, i és aquesta caracteristica de la co-preséncia la que implica que el
productor del servei turistic hagi de tenir una preséncia local material a la vegada que
els consumidors estan obligats a desplacar-se cap a la destinacio. El resultat n’és
I’experiéncia del contacte entre amfitrions i invitats.

En relaci6 a la co-creacid facilitada per la connectivitat global, cal abans
d’acabar aquesta seccid almenys nombrar el concepte de 1’economia de 1’experiéncia
desenvolupat per Pine i Gilmore (1999), i on hi ha dos aspectes claus: la participacio
dels consumidors, i la connexié que uneix al client amb I’experiéncia (Boné, Rey i
Fusté, 2015). Aixi, la importancia dels turistes internacionals radica en el seu caracter
distintiu, en els seus valors culturals i les seves experiencies i coneixements, incloent el
coneixement d’idiomes, i que inevitablement aporten a les trobades turistiques com a
trets caracteristics diferents als dels turistes nacionals. “[Els turistes] interactuen amb
altres turistes, tant dins com fora del seu grup immediat, amb els treballadors i amb els
residents, en un procés de co-creacid que necessariament significa que estan innovant en
relacio a 1’experiéncia turistica. Es aquest procés d’innovacio el que dona sentit a les
trobades turistiques” (Williams i Shaw, 2011: 43). En conclusid, la co-creacid ha de ser
vista com una oportunitat tant pels visitants com pels productors també per co-aprendre.
El creixement del turisme proporciona oportunitats per innovar en destinacions rurals i
de muntanya com la Vall de Boi, on la majoria de les empreses son Pimes, la majoria
dels visitants continuen sent nacionals — turisme d’interior i de proximitat —, i la
capacitat d’innovaci6 i internacionalitzacid és amplia.

3. El turisme gastronomic en espais rurals i de muntanya

Un dels turismes especialitzats que esta assolint més importancia en ’actualitat
¢és el gastronomic; d’aquesta manera, ’activitat agricola i ramadera tradicional en
I’ambit del turisme rural esta veient com la practica turistica li guanya terreny 1 en
aquest sentit, la gastronomia representa la integracié dels trets caracteristics del
paisatge, tant natural com cultural, d’una destinacid (Fusté, 2015a; Hillel et al, 2013;
Tresserras, 2009). Ara bé, I’autenticitat propia de cada territori ha de fer front a una
globalitzacié cada vegada més ferotge, la qual cosa obliga al patrimoni culinari a actuar
com a font de desenvolupament local, sumant els esforcos dels diferents sectors
economics 1 lluitant contra I’estacionalitat de la demanda turistica.

El turisme rural és considerat crucial en la politica agricola, en la mesura que
aquesta vol reestructurar i crear o mantenir llocs de treball a les arees rurals (Canoves et
al., 2004: 759), i aix0 és també gracies al fet que el turisme rural permet mantenir la
simbiosi entre la produccio agricola i la conservacioé d’un entorn rural cada vegada més
humanitzat. Aixi, “la millora de les caracteristiques Uniques de cada area requereix el
desenvolupament de les activitats inherents al territori” (Canoves et al., 2004: 766),
entre les quals es troba la gastronomia local. El cultiu de la terra, el manteniment de les
explotacions, la restauracio dels edificis, entre altres, formen part del patrimoni cultural
de les zones rurals: no hi ha atraccio turistica sense un estil de vida propiament
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campestre. Els entorns rurals constitueixen 1’oportunitat, per tant, d’establir contacte
amb la naturalesa i la cultura, de visitar un ambient auténtic i sense els factors d’estrés
de les arees urbanes, amb la qual cosa contribueixen també a promoure la
desestacionalitzacio de 1’activitat turistica. Logicament hi ha altres exemples a part de la
gastronomia que també reforcen el sentiment de pertinenca i identitat de la comunitat
local a la vegada que en contribueixen al desenvolupament, com poden ser les rutes pel
territori (Mundet i Coenders, 2010).

En entorns rurals, i especificament en arees de muntanya, “a qualsevol lloc on
mirem, estem envoltats de paisatge. La manera com es configura el paisatge és el
resultat d’una série de decisions. La terra cultivada proporciona aliments, i el paisatge
cultural influenciat per I’agricultura és d’una gran importancia per al turisme, el
patrimoni cultural i la identitat, 1’oci 1 el benestar, com també per mantenir la diversitat”
(Daugstad, 2008: 417). Segons Diaz i Llurdés (2013: 75), “quan tota una comunitat
identifica una serie d’elements tangibles i intangibles i els reconeix com a propis i unics,
aquests configurarien el seu paisatge, un marc que no existeix enlloc més”. El paisatge,
que es viu a traves dels cinc sentits, és un factor imprescindible per al turisme rural i un
exemple de com els propis agricultors i ramaders veuen el seu paper en relacié amb la
combinacié d’agricultura i turisme (Berno, Maltezakis i Laurin, 2014; Fusté, 2015a),
una relaci6 més importat com més remota és la regié (Berno, 2011; Oliver, Berno i
Ram, 2010). Una resposta innovadora, doncs, consisteix a reinventar tradicions a través
de la creacio de productes agricoles que ofereixin experiencies practiques on els turistes
participin en la coccio, la teixidura, el munyiment i altres activitats (Daugstad, 2008:
421), generant experiencies que els visitants gaudeixen en primera persona.

El patrimoni culinari esta profundament arrelat a un lloc en particular, és un
element identificador de pobles i territoris i les tradicions culinaries revelen el caracter
de la societat i la mentalitat dels seus membres (Bessiére, 1998; Feo, 2005; Sims, 2009).
D’aquesta manera, la promocio i la valoritzaci6 d’aquest patrimoni ha d’encoratjar les
iniciatives locals, individuals i col-lectives, i és vist com un procés per promoure el
desenvolupament del turisme rural, vinculat, aixi, a la filosofia slow, a un turisme de
proximitat que aprofita les potencialitats inherents a un territori (Diaz i Llurdés, 2013).
La gastronomia, i també 1’enologia, son un aspecte de ’estil de vida i exerceixen una
poderosa influéncia pel que fa a un sentiment d’implicaci6 1 d’identificaci6 amb el propi
territori (Henderson, 2009: 318-323). Sigui com sigui, “el consum de I’espai implica
I’apreciacié de la idiosincrasia de cada territori, 1 les zones de turisme rural son
especialment riques en cultura, diversitat de paisatges, gastronomia i tradicions”
(Canoves et al., 2004: 767). D’aquesta manera, la comunitat local té un rol actiu en la
creacio de I’experiéncia turistica, la qual cosa ajuda les persones foranes a descobrir una
experiencia més intensa dels llocs i a gaudir-ne, a la vegada que en beneficia el propi
desenvolupament. Els residents comparteixen el seu coneixement de la historia de la
regio, la cultura i el patrimoni natural, 1 poden oferir oportunitats d’establir un contacte
més proper amb la seva manera de viure - rebent els turistes a casa seva - 0 amb els
productes locals - oferint-los-els - (Kastenholz et al., 2012: 208). | és que per exemple
els productes frescos que s’ofereixen en els mercats agricoles atrauen, a la vegada,
turistes i locals.

Segons Kastenholz et al. (2012: 212), la manera com I’experiéncia vinculada al
turisme rural és oferta representa un repte per a la comunitat local en la seva cerca
d’identitat, aixi com pel que fa a noves oportunitats de desenvolupament: tant per als
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proveidors locals de turisme rural, en la generacid d’un benefici també sostenible; com
pels turistes, en la cerca d’experiéncies auténtiques i significants. En aquest sentit, la
gastronomia esdevé un component fonamental del viatge: menjar és una part inherent de
les vacances, 1 ’entorn rural representa una apropiaci6é de la historia local en termes
d’habits alimentaris (Bessi¢re, 1998), una apropiacié del paisatge i les tradicions a
través del tast dels productes (Kim i Ellis, 2015; Sims, 2009). Long (1988: 181) afirma
que els turistes gastronomics son aquells que es defineixen per participar en els costums
alimentaris de I’altre de manera intencional i exploratoria. Les experiéncies vinculades
al turisme gastronomic, doncs, consisteixen en dos tipus: primer, quan els ingredients
del menjar s6n nous; segon, quan ho és la manera de servir o de consumir.

Son varis els autors que reconeixen els beneficis del turisme gastronomic en el
desenvolupament local i regional (Bessiere, 1998; Diez, 2012; Fusté, 2015a; Jafar,
1986; Hall et al., 2003; Henderson, 2009; Hjalager i Richards, 2002; Milléan et al., 2014;
Torres i Pulido, 2009). Aixi, la gastronomia és un atractiu important des del punt de
vista turistic i representa un factor decisiu a I’hora de decidir un viatge. Una de les
motivacions dels turistes es tastar aliments, la qual cosa inclou, doncs, el turisme
gastronomic propiament dit, pero també festivals gastronomics, turisme enologic i altres
esdeveniments relacionats amb el menjar i la beguda (Everett i Slocum, 2013: 791),
com per exemple els souvenirs (Fusté, 2015a; Lin i Mao, 2015) els quals permeten
també una apropiaciéo material d’allo local. Ja Pine i Gilmore (1998) afirmaven que el
disseny d’un souvenir pot ser una part vital de les estratégies turistiques
gastronomiques. Després, segons Park (2000) els aliments representen el tipus de
souvenir més habitual; i en I’actualitat autors com Lin i Mao (2015: 20) emfatitzen la
importancia dels souvernis a la vegada que posen sobre la taula una obvietat que a
vegades pot ser descuidada: “les especialitats de menjar i els souvenirs gastronomics
també poden beneficiar altres industries locals, com ara I’agricultura, la silvicultura, la
pesca 1 les industries lacties”. Si bé la gastronomia en si mateixa permet fer una
mossegada al territori, els souvenirs signifiquen emportar-se un boci de territori cap a
casa: “fulles de te com un souvenir de 1’india o el Regne Unit, formatge dels Paisos
Baixos, salm6 de Noruega, vi de Borgonya de Franga” (Lin 1 Mao, 2015: 19).

Es tracta d’aconseguir que els aliments constitueixin una atraccid per a les
persones foranes, “no menys significant que altres atraccions com ara el paisatge o un
parc tematic” (Quan i Wang, 2004: 302). S6n molts els elements vinculats a la
gastronomia que representen una atraccid turistica a Catalunya, entre ells el Parc
Tematic de I’Oli, a Les Borges Blanques, pero també les festes del vi o les fires de la
fruita (maduixa, cirera o pera) de Lleida, a més d’altres jornades tematiques al voltant
de productes autoctons com el formatge o la mel, per citar-ne alguns exemples. De
rellevancia internacional, es poden mencionar els festivals de la xocolata britanics, els
mercats italians a 1’aire lliure, els tours enologics arreu d’Europa, o les visites a les
fabriques de cervesa i les destileries de whisky.

L’experiéncia gastronomica cada vegada esta adquirint més ressO a nivell
internacional 1 també gracies a la promocié que se’n fa a través dels mitjans de
comunicacio. Dins del turisme gastronomic, 1’enoturisme per exemple (Diez, 2012;
Millan et al., 2014) és un dels més consolidats a escala global; a paisos com ara Franca,
Italia, Espanya, Portugal, Regne Unit, Bulgaria, Romania i Hongria a Europa, i també
als Estats Units, Australia, Nova Zelanda, Canada i Sud-africa (Hall, 2004), pero altres
tipologies de turisme gastronomic com el turisme formatger (Fusté, 2015b) estan

93



Fusté Forné, F. (2015): Internacionalitzacié de les destinacions rurals i de muntanya: idees per a la Vall de Boi del
turisme gastronomic de la regié de Canterbury (Nova Zelanda). Revista Iberoamericana de Turismo, 5 (2): 3-26.

comencant a crear sinergies entre els academics i els professionals, i també com una
motivacio turistica. D’aquesta manera, els productes alimentaris, les especialitats
culinaries o les rutes gastronomiques, aixi com també els festivals gastronomics alguns
exemples dels quals es citaven unes linies més amunt, son algunes de les fonts
principals que ajuden a promocionar la identitat local de la destinacié (Everett i
Aitchison, 2008; Feo, 2005; Millan et al., 2014; Royo, 2011; Torres i Pulido, 2009) i on
la participacié de la comunitat local, com es veura en les properes seccions, esdevé
imprescindible perque la combinacidé de gastronomia i turisme sigui sostenible (Quan i
Wang, 2004).

En resum, el refor¢ del consum de la tradicio i de la naturalesa, a través del
suport a les petites industries tradicionals (Aguilar, Merino i Migens, 2003) ha de ser
clau en el desenvolupament de regions turistigues com la Vall de Boi, tal i com
s’observava al principi. Tots els projectes han d’encaminar-se a incrementar la qualitat
global de la destinacio, la diversificacid del producte turistic, la desestacionalitzacio de
la demanda de les activitats i el respecte pel medi ambient. Ja fa gairebé dues decades
gue Mundet (1996) va tractar en aguesta mateixa revista la barreja entre geografia,
turisme i marqueting, i sigui com sigui les estrategies de marqueting en la promocié de
la gastronomia de les destinacions (Bigneé, 2011; Blakey, 2012) han d’incloure la
utilitzacio de la cuina local com a part de la seva imatge, a la vegada que la diversitat de
productes 1 experiéncies pot ajudar a enfortir la identitat i la competitivitat d’una
destinacio turistica (Jalis, Che i Markwell, 2014: 103). Per tant 1’aprofitament de la
“historia del menjar” connectant la cuina local als contextos i realitats culturals i
historiques és una consideracié important en les estratégies de marqueting de destinacio.
Perqué la singularitat d’una destinacio en la qual una herencia culinaria distintiva es
posa en valor, facilita que els turistes puguin aprendre i experimentar aixo a traves del
consum directe d’aliments (Everett, 2012). Com ja s’ha vist anteriorment, hi ha una
nova apreciacié i demanda per una cuina local que ofereix tant el context historic com la
historia del lloc — el 1loc en si perd també la granja en concret, 1’agricultor o pescador
que cull el producte, el camp o el riu on s’ha collit (Baldacchino, 2015) — , i que els
turistes estan disposats a viatjar per experienciar-ho, i a fer-ho com a motivacid
principal.

4. Bones practiques: el turisme gastronomic a la regi6 de Canterbury, Nova
Zelanda

Nova Zelanda té una de les marques de destinaci6 més ben posicionada i
admirada del mon i segons es destaca al lloc web de New Zealand Tourism (2015a) és
“un lloc que sempre et mantindra sota el seu encanteri”, donada la gran varietat de
paisatges naturals i de recursos culturals que la caracteritzen: la naturalesa que es pot
recorrer a través dels espais protegits al llarg de les dues illes, i una cultura en molts
casos vinculada a la poblacié maori. Alguns exemples de lemes maoris sén una mostra
de I’estreta relacio de la comunitat amb el territori: “els maoris consideren la terra, el sol
i I’aigua com taonga (tresors). Es veuen a si mateixos com kaitiaki (guardians) d’aquest
taonga, que és una font d’unitat i identitat per als tangata whenua (la poblacio local)”
(New Zealand Tourism, 2015b).

94



Fusté Forné, F. (2015): Internacionalitzacié de les destinacions rurals i de muntanya: idees per a la Vall de Boi del
turisme gastronomic de la regié de Canterbury (Nova Zelanda). Revista Iberoamericana de Turismo, 5 (2): 3-26.

Amb 2.752.257 visitants internacionals 1’any 2014 (Statistics New Zealand,
2014), els gestors de turisme no consideren tan important 1’atraccié de nous turistes,
sind el centrar-se en aconseguir que els que vénen realitzin una estada més llarga i facin
una despesa major. Es important mencionar també el seu leimotiv turistic: 100% Pure
New Zealand. Aquest element deixa entreveure la importancia de la identitat i el sense
of place i obre la porta a una série de reptes que el turisme a Nova Zelanda també
afronta, i que parteixen del turisme com una eina per a la millora de la qualitat de vida
local. D’aquesta manera, el suport i la interaccidé comunitaria en I’experiéncia dels
visitants és clau per al rendiment del turisme: “cada dolar que es gasta localment se
suma als beneficis regionals. Si el turisme treballa per les comunitats, les comunitats
treballaran pel turisme” (Milne, 2015). En aquest sentit, per tal que les comunitats
puguin ser tan participatives com els propis turistes ho son quan viatgen, han de tenir
tant la capacitat com la visibilitat de crear un sentit de 1’autenticitat per al visitant, amb
exemples com ja s’han vist previament en aquest article com la creacio de vincles entre
empreses locals. Per un costat, tots els agents han d’entendre, definir i poder interpretar
aquesta localitat — qué significa 100% Pure New Zealand — distingint-ne els elements
més caracteristics — per exemple la gastronomia — i fent-los arribar als visitants en
primera instancia a través de la xarxa. Els quatre punts que el propi Milne (2015)
estableix per tal de fer la localitat visible i interactiva son:

1. Desenvolupar el capital huma: a partir d’'una marca que creix des del punt de
vista d’allo organic, cal construir grups de suport local tant a la xarxa com in
situ, tenint en compte que el turisme és quelcom de tots — quina és la relacid
comercial de cadascu amb el turisme —.

2. Establir les bases per a un sistema de suport a la presa de decisions on els
amfitrions entenguin millor els visitants i el que pensen sobre el resultat de la
seva experiencia de manera directe.

3. Promoure recorreguts 1 activitats tematiques vinculades a I’art, la
gastronomia o la historia, reduint la pressio visitant en els punts de més
afluéncia de turisme i fomentant el desenvolupament sostenible a través
d’activitats no vehiculars com les vies verdes.

4. Posar en valor les propies “histories” que reflecteixen el sentit de territori, i
crear continguts digitals generats des de la comunitat amb aquestes histories,
consells per als viatgers, coneixements locals, o tradicions.

La regié de Canterbury, a I’illa sud de Nova Zelanda, esta formada per deu
districtes, i un total de 574.300 habitants — dels quals 375.200 (dos tercos del total)
viuen a la principal area urbana, Christchurch — Es tracta d’una economia
tradicionalment basada en les activitats del sector primari, agricultura, ramaderia i
pesca, i on el turisme ha anat consolidant-se també com un motor economic al llarg de
les décades. Dins de les activitats vinculades a la practica turistica, Christchurch i
Canterbury Tourism (2015) en destaca quatre que engloben al turisme gastronomic: art i
cultura, mercats d’agricultors, historia i patrimoni, i les rutes del vi. Sota la denominacio
Food and Wine Trails s’estructuren també una série de productors i serveis turistics en
quatre grans ambits dins de la regié de Canterbury que sén la zona Nord, Mig, i Sud,
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aixi com I’area de Selwyn. En aquestes rutes gastronomiques tematiques s’hi enmarca la
localitat de cadascun dels deu districtes.

Donat que no es poden exposar totes i cadascuna de les accions i iniciatives, es
presenta a continuacid el que es considera I’exemple més destacat de cada districte,
segons el criteri de ’autor. Si bé en termes generals el vi, les granges organiques, els
productes lactics i les fruites del bosc caracteritzen bona part del paisatge gastronomic
de la regi6 de Canterbury, conjuntament amb els omnipresents mercats de productors
locals, la segiient mostra intenta a la vegada ser el més heterogénia possible en els
exemples:

- Kaikoura: el propi nom d’aquest districte significa “menjar del cranc de riu” 1 a
part de tractar-se d’un dels millors llocs del mon per a I’observacié de balenes,
dofins i foques, hi destaca la Kaikoura winery, gque és el celler de Nova Zelanda
més proper al mar. S’hi poden realitzar visites i destaca la seva localitzacié entre
les muntanyes interiors i I’ocea.

- Hurunui: Lovat Venison és un productor local de Greta Valley que disposa d’una
granja de céervols que es promociona com un productor de carn procedent
d’animals que s’han criat a la granja en un ambient lliure d’estrés, i destaca
també¢ per la utilitzacié del seu producte al programa de televisid “Masterchef”.
També permeten visites a la granja i tenen adjunt un bed & breakfast.

- Selwyn: el productor local de formatge Emilio’s Cheese produeix formatges des
de I’any 2001. Les seves peces s’elaboren majoritariament a partir de llet de
vaca, pero també amb llet de cabra i ovella de ramaders locals. Les visites a
I’obrador per veure el procés de transformacio de la llet en formatge es poden fer
entre setmana, i disposen d’un petit restaurant annex. Els seus productes es
distribueixen directament en diversos mercats locals de la regio.

- Waimakariri: a Rangiora s’hi localitza 1’unica fabrica d’aiguamel — meadery —
de tot el pais. Els seus propietaris fa cinquanta anys que es dediquen a la
producci6 d’aquesta beguda alcoholica elaborada a partir de mel fermentada, 1
amb cadenes de distribucio a paisos com Estats Units o Suissa.

- Christchurch: un projecte iniciat a Christchurch, la capital de la regio, son els
paisatges comestibles (edible landscapes) que son espais agricoles en ple nucli
urba (urban farms). Aquest projecte collectiu no només s’especialitza en la
produccidé i distribucié d’aliments locals sind que esdevé un espai social
accessible a tots amb la intencié de generar també experiencies i programes
educatius en el context de la comunitat. Una iniciativa semblant en un nucli més
reduit és el Community Food Forest a la localitat de Lyttelton (Banks
Peninsula), que consisteix en el disseny i manteniment d’un petit bosc per poder
satisfer les necessitats de la comunitat local.

- Ashburton: Southberry és també un productor local i familiar que té una granja
de baies a Ashburton, on conreen i venen diferents tipus de productes com per
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exemple gerds, méres o groselles. No només permeten visites a les seves
instatlacions sin6 que el propi visitant pot collir la seva compra.

- Mackenzie: ubicada a Twizel, High Country Salmon és una granja de produccio
de salm¢ als peus del Mont Mackenzie. Amb diferents tipus de salmo, com el
sashimi o el salmd fumat tant calent com fred, ofereixen als visitants
I’experiéncia d’alimentar els peixos en un entorn 100% Pure New Zealand.

- Timaru: al mercat de productors locals de Timaru, que es celebra cada diumenge
al mati a peu de mar, s’hi poden trobar productes frescos de temporada, i de
productors locals que van des del pa a les avellanes, passant per les verdures o la
mel. La majoria de les parades tenen degustacio i hi sol haver — en els mercats
locals en general — un espai d’animaci¢ infantil i musica en directe.

- Waimate: Havoc Pork disposa d’una granja porcina a la localitat de Waimate i
una botiga propia a Dunedin. Tenen punts de distribucio a tot el pais i productes
com la carn de porc, cansalada, salami, salsitxes, paté o les famoses empanades
(pies). Destaquen la tradicionalitat de les seves tecniques de coccié i la
preocupaci6 per I’estil de vida saludable dels animals (el seu lema és la “Casa
dels Porcs Feligos™) i amb la minima intervencio.

- Waitaki: al passeig maritim d’Oamaru s’hi troba la Scotts Brewing Co, una
cerveseria artesanal amb una taverna annexa. Les seves elaboracions es fan amb
grans conreats a les zones alpines de la mateixa illa sud de Nova Zelanda, i
ofereixen productes sota la marca “cervesa artesanal elaborada naturalment”,
també sense gluten.

Es tracta d’exemples de com integrar diversos productes agricoles locals en el
desenvolupament d’una industria del turisme que beneficia a la vegada la comunitat,
perque parteix de la comunitat. En la majoria dels casos, I’explotacié no només esta
relacionada amb el producte siné que esta ben integrada al circuit turistic permetent les
visites a les installacions 1 en alguns casos disposant d’oferta d’allotjament o restauracid
complementaria. A més a més, el sector porta a terme una preséncia a la xarxa d’una
manera molt propera amb el public: el cas per exemple de la Rangiora Artisan Bakery
(2015), on s’identifiquen tots 1 cadascun dels membres de 1’equip, amb una fotografia i
una descripcid que combina 1’experiencia professional i les aficions personals dels seus
treballadors. Aix0 genera una transparéncia i una interaccié amb el client potencial —
local o visitant — prévia a la seva visita i que en manté el lligam posterior. Tampoc es
pot obviar la xarxa de transport public que connecta amb molta freqliencia les diferents
localitats rurals d’aquesta regid, mantenint bones combinacions fins i tot en caps de
setmana i festius. A la vegada, altres xarxes d’autobusos de linia regular ofereixen
connexions més rapides i on el propi xofer genera un valor afegit actuant habitualment
de guia turistic inesperat.

La creaci6 d’experiéncies €s doncs inherent al context del turisme gastronomic,
pero també en relacio a altres iniciatives: respecte a alguns exemples de casos culturals,
es poden destacar espais que permeten la inscripcid de noms a les rajoles (New
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Brighton), abundants galeries d’art d’accés lliure i que promocionen als artistes locals
(Lincoln), centres d’interpretacio especialitzats com el Museu del Tractor (Rangiora), 0
la utilitzaci6 de contenidors de carrega com a petits comercos o cafeteries
(Christchurch). Finalment i pel que fa a iniciatives a la naturalesa, és important fer
explicita la gestié de les rutes senderistes, que en la majoria dels casos impliquen un
cost pel visitant — no només estan definides dins els espais protegits sind per tot el
territori —, perd un cost que repercuteix també en els propietaris de les terres i en la
gestio per a la conservacio de I’entorn. I €s que aquestes rutes son sindonim de territori i
paisatge, i del sentiment de pertinenca de la comunitat a la terra, a la vegada que
representen una font d’ingressos per al desenvolupament de 1’economia local i
signifiquen el medi ambient com a via de transport i moviment.

5. La Vall de Boi i el turisme gastronomic: idees per a la innovacio i la
internacionalitzacio

La Vall de Boi és un municipi de 1I’Alta Ribagorca, a una altitud de 1.111
metres, amb una extensié de 219,5 km? i una poblacié de 992 habitants que es
reparteixen entre les localitats de Barruera, Boi, Cardet, Coll, Durro, Erill la Vall, Sarais
i Taiill. En P’actualitat, 1’aparicié i consolidacié constant de nous productes i noves
destinacions fa que els Pirineus catalans ja no només competeixin amb els Pirineus
aragonesos o francesos sind que també ho fan amb destinacions de muntanya mes
[lunyanes com pot ser Laponia o fins i tot Alaska, Xile o la mateixa Nova Zelanda.
D’aqui es deriva una constant necessitat de diversificar i ampliar 1’oferta turistica
atenent a les noves i canviants demandes del mercat, que afecten també al producte
gastronomic. La Vall de Boi és internacionalment coneguda pel seu conjunt d’esglésies
romaniques que va ser declarat per la UNESCO com a Patrimoni de la Humanitat I’any
2000, pero també per ser una de les portes d’entrada al Parc Nacional d’Aigiiestortes 1
Estany de Sant Maurici, per les seves infraestructures d’esqui 1 balnearia i pel seu
patrimoni cultural, material i immaterial.

En relaci6 a la gastronomia, aquesta, igual que passa en el conjunt dels Pirineus,
es troba fortament marcada per les estacions de I’any. Tal i com afirma Moyes (2010) és
imprescindible associar el paisatge canviant de la Vall de Boi amb les menges propies
de cada epoca, observant-se el Iligam indissoluble de la gastronomia amb el cicle
natural de la terra; també per tant amb la meteorologia que configura un paisatge
especific, vinculat a la qualitat de la pastura i dels aliments que es produeixen. En el
context de 1’Alta Ribagor¢a son varis els esdeveniments que entorn a la gastronomia
s’organitzen any rere any, i que conformen part del seu paisatge gastronomic (Fusté,
2014b) com per exemple les Jornades Gastronomiques del Bolet de 1’ Alta Ribagorga, la
Fira de la Girella (El Pont de Suert) o la Festa del Cep (Vilaller), i que compten amb el
suport dels productors locals i també dels restaurants amb els seus menus. Aquestes
iniciatives contribueixen al desenvolupament local a la vegada que es constitueixen com
un atractiu turistic.

Un informe elaborat per I’Institut Superior d’Estudis Turistics (2012), avalua els
recursos naturals i culturals de la Vall de Boi, la seva imatge, la presencia a la xarxa, el
perfil de la demanda o la qualitat percebuda, entre altres aspectes. L’informe ja apunta
que la gastronomia és un aspecte a potenciar (Insetur, 2012: 68) en un territori que ha
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d’apostar per la creacio de nous productes culturals i naturals, gastrondomics i
d’aprenentatge que permetin un poquer de beneficis: incrementar 1’estada mitjana, la
despesa dels visitants, la fidelitat i I’aposta per la internacionalitzacid. I és que “un dels
elements que més positivament valoren els turistes de la Vall és la seva gastronomia i
els apats realitzats en els establiments d’allotjament. Sobretot, pel que fa a la cuina de
muntanya tradicional i vinculada amb els productes de la terra i amb productes
ecologics. Els quals moltes vegades son conreats o procedeixen d’explotacions
ramaderes de la propia familia que dirigeix 1’establiment d’allotjament” (Insetur, 2012:
31). Aquesta és una referencia clara a les possibilitats que es generen envers un
producte gastronomic que juga un paper determinant en el record i la satisfaccié de
I’experiéncia turistica.

Per altra banda, també resulta cabdal el posicionament que les empreses, i en
conseqliencia les destinacions com la Vall de Boi tenen a Internet (Carreras i Berni,
2003). Aqui es troba, com es veura a continuacio, una de les oportunitats de millora ja
que per exemple la Diputacié de Lleida (2015) afirma que els trets caracteristics de la
gastronomia de 1’Alta Ribagorca son els productes naturals (fredolics, ceps, carreretes,
gerdons i nabius) i els productes elaborats (girella, escudella ribagorcana, palpis de
corder, civet de senglar i d’isard, col i trumfes amb suc de rosta, freginat, formatge
d’ovella, xolis i d’altres embotits artesans de porc, mostillo i melmelades de fruits
silvestres), mentre que els llocs webs tant a nivell comarcal (Patronat Comarcal de
Turisme de 1’Alta Ribagorga, 2015) com municipal (Patronat de la Vall de Boi, 2015)
no posen prou émfasi en aquesta potencialitat gastronomica local.

En tot aixo, el paper dels mitjans de comunicacié també és transcedental aixi
com la mediatitzacio de la gastronomia que es veia anteriorment, on restaurants com El
Bulli o El Celler de Can Roca, distingits internacionalment, beneficien enormement la
gastronomia catalana per un costat pero per 1’altre la continuen monopolitzant en els
principals nuclis urbans i contribuint inconscientment a 1’estacionalitat dels entorns
rurals, tot 1 la promocié d’una cuina km 0. En la mateixa direccid, declaracions com les
del cuiner Roca evocant Josep Pla ajuden a la promocid dels territoris rurals i de
muntanya, i també accions de I’Agéncia Catalana de Turisme amb la celebracid
d’esdeveniments com per exemple el mercat de les escapades en el context de I’any del
turisme rural aquest 2015, 1 que serveixen de plataforma per destinacions com 1’aqui
estudiada.

D’aquesta manera, hi ha una série de factors de desenvolupament local basats en
Novelli, Schmitz i Spencer (2006: 1150) que es poden aplicar al cas estudiat de la
segilient manera, tenint en compte tamb¢ les diferents categories d’innovacio establertes
per Hjalager (2010):

- Reduccio de I’efecte de fuga economica tant per part dels visitants com per part
de les empreses locals, mitjancant la compra de béns locals produits en el
territori, de manera que per exemple els hotels i restaurants incrementin la
utilitzacio dels productes locals en les seves cartes.

- Augment del valor afegit dels productes locals abans que es distribueixin
utilitzant un segell de marca local en I’empaquetat de tots els productes. Cal
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destacar la importancia de la preséncia en les fires de turisme nacionals i
internacionals, tant amb la marca propia Vall de Boi com dins de les marques
Pirineus, Catalunya i Espanya encara que de forma més diluida com més gran és
la unitat territorial que fa de paraigua.

L’impuls de la venda directa als turistes a través de botigues de productes
agricoles in situ, mercats o fires d’agricultors i la possibilitat de visitar els
obradors dels nostres productes, com el formatge. Per un costat es tracta de
vendre souvenirs locals fets en el territori, per gent del territori i en benefici dels
artesans locals, pero també intensificar les accions conjuntes relacionades amb la
gastronomia local amb iniciatives com un calendari d’esdeveniments
gastronomics o un passaport de la gastronomia local.

Cal emfatitzar per tant la identitat local i I’autenticitat en totes les accions de
promocio; per exemple, i com en alguns casos ja s’esta fent, amb les Jornades
Gastronomiques del Bolet a I’Alta Ribagorg¢a. | cal saber com es vol definir la
Vall de Boi i fer-ho entre tots els agents implicats — aqui es pot fer referéncia a
les Cartes del Paisatge, entre les quals la de la Vall de Camprodon que va ser la
primera en entorns de muntanya (Mancomunitat Intermunicipal de la Vall de
Camprodon, 2015) .

Cooperacié entre els actors locals, mitjancant la creacié d’aliances, clasters i/0
xarxes de comercialitzacié local. Es valorable per un costat la creacio per
exemple de rutes dins del territori (Senders Alta Ribagorg¢a) i, per altre, la
possibilitat d’establir també antenna shops (Thompson, 2004) fora del territori.
En relaci6 a la gastronomia, una marca coordinada i participada per tots els
agents del municipi n’enfortiria el posicionament i estaria vinculada amb les
iniciatives mencionades en els punts anteriors.

L’atraccio de recursos externs — capital huma, material i economic — amb varis
objectius: per un costat, arribar cada vegada a més clients de fora de la regio; per
’altra, fidelitzar els clients actuals (veure segiient punt). També es pot valorar la
possibilitat de vehicular espais de recerca per a I’atracci6 d’estudiants i
investigadors que puguin realitzar estades que permetin una transferéncia de
coneixement posterior atil per a la presa de decisions. En aquest punt €s
imprescindible 1’s de les noves tecnologies, les xarxes socials 1 en
conseqiiencia del marqueting viral per obtenir visibilitat — destacar per exemple
el compte de Twitter @ValldeBoi o la presencia a Instagram i Youtube —.

Creacio d’una relaci6 que es mantingui en el temps entre el visitant 1 la
comunitat — abans, durant i sobretot després de la trobada turistica — per
aconseguir la fidelitzacié del client i fer continua i constant la seva experiencia
en relacié a la Vall de Boi. Com es veia abans, una estrategia de fidelitzacio
conjunta s’hauria de definir per part de tots els agents, monitoritzar des del
Patronat i implementar per part dels prestadors de serveis. Es cert que a nivell de
diversitat empresarial és un repte, pero hi hauria d’haver una linia en coml que
permeti als forans identificar que és la Vall de Boi en el fons independentment
de quina forma en tastin cada cop que la visiten.
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Si es tenen en compte algunes de les referéncies de la seccid anterior, el ventall

de possibilitats és divers, com també ho mostren les evidéncies observades de la Vall de
Boi. A part de totes les iniciatives vinculades a la gastronomia, 1’entorn cultural i
natural també caracteritza la Vall de Boi en les sinergies infinites que es poden crear en
relacié al patrimoni gastronomic. Un repte és també la millora de la xarxa de transport
public que no obligui als visitants a moure’s en vehicles propis i un altre element a
avaluar constantment és la felicitat — tant de residents com de forans — i ’esperit
d’hospitalitat (Jafar, 2014), imprescindible en la prestacid de serveis, 1 en el compliment
de les expectatives de totes les parts. En resum, es poden apuntar les seglients tres grans
linies d’actuacio:

1-

Diferenciaci6 de I’oferta en relacio a les regions més properes i competidores, a
través, pero no només, dels landmarks culturals (patrimoni romanic unic) i
naturals (Parc Nacional d’ Aigiiestortes i Estany de Sant Maurici). La Vall de Boi
té definida quina és la seva columna vertebral, perd0 com es posa en valor
I’autenticitat des de la localitat i per part de la comunitat? Cal valoritzar la
identitat local a través d’iniciatives vinculades a la cultura propia de la Vall de
Boi expressada mitjancant elements com la gastronomia (per exemple bolets,
formatges, mel o licor), perd també 1’artesania, els balls tradicionals o festivals 1
esdeveniments locals com el Via Crucis de Barruera o les Baixades de Falles.

Creacio de clusters entre empreses del sector turistic i també amb les
administracions i altres entitats vinculades al sector per la facilitacié de la
transferencia de coneixement, la desestacionalitzacié de la demanda — amb
esdeveniments puntuals o activitats permanents — i la potenciacié d’un
desenvolupament territorial i sostenible. Segons el Patronat de Turisme de la
Diputacid de Lleida (2015), si bé moltes de les comarques dels Pirineus tenen
entitats gastronomiques, com la Cuina de la Mel de la Noguera o 1’ Associacio
La Xicoia al Pallars Sobira, aquest no ¢€s el cas de 1’Alta Ribagorga.

L’0s de les tecnologies de la informacido 1 la comunicaci6 com eines de
promocio, comunicacio i fidelitzacio, i també com a generadores d’experiéncies
com ja succeeix en casos com a I’església de Sant Climent de Taiill, on s’ha
realitzat una recuperacio virtual del seu interior (el projecte Taull 1123) per tal
de mostrar com era I’església al segle XII mitjancant la projeccié audiovisual de
les pintures integrades en la seva arquitectura, amb 1’impacte positiu que aixo té
en el nombre de visitants, veins i1 forans. I no només aixo, sind també 1’us de la
xarxa per donar-se a conéixer: qui som i qué fem, per acostar-nos al visitant i
generar una relacid de confianca des del primer moment, com se n’han
exemplificat alguns casos en la seccié anterior. Molts establiments turistics al
Pirineu en general i a la Vall de Boi en particular son familiars i no tenen lloc
web, per la qual cosa la xarxa representa un potencial important.
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6. Conclusions

La Vall de Boi ha de continuar afrontant varis reptes, alguns d’ells ciclics com la
conjuntura economica, i altres permanents com la relativa llunyania del principal focus
d’atraccid de turistes més proper, la ciutat de Barcelona. Aquestes dificultats han de ser
superades mitjancant la implementacio d’estratégies d’innovacié i internacionalitzacio,
algunes d’elles ja en marxa, algunes altres que s’han posat sobre la taula al llarg del
present article i encara moltes altres que han de sortir del dialeg amb i entre els agents
del municipi. Tot pel benefici del desenvolupament de 1’economia del territori
mitjangant la comunio i convivéncia d’una identitat local i una activitat turistica global.
I on és cabdal que els gestors i investigadors del turisme sapiguen que és tan important
mesurar i comprendre la satisfaccio dels turistes, com la de la comunitat.

Aixi doncs, el patrimoni — natural i cultural — en destinacions rurals en espais de
muntanya com la Vall de Boi ha de consolidar la seva internacionalitzacié com un espai
d’interaccid entre accions globals i accions locals, perd sempre amb la caracteristica de
la identitat auténtica com a requisit. Logicament 1’éxit d’aquest procés no es pot
mesurar només a partir de les dades d’arribades de turistes, sind que resulta
imprescindible avaluar la vinculacié del fenomen turistic i gastronomic amb el procés
de fidelitzaci6 dels turistes (Omar, Karim, Abu Bakar i Omar, 2015). Cal fer
experimentar la singularitat i la unicitat de la propia destinacio, ja que una especialitat
gastronomica — adopti la forma que adopti — amb I’atribut de 1’autenticitat és una
atracci6 turistica, a la vegada que 1’autenticitat que es transmet, i la manera com es
transmet, condiciona la percepcid dels atributs de la gastronomia. Les experiéncies en
primera persona vinculades al turisme gastronomic com ara veure el procés d’obtencio
de la llet en una granja local, I’elaboracié artesana del formatge o 1’estil de vida general
dels productors — explicat per ells mateixos — en un entorn com els Pirineus no només
crea una vinculacié amb la cultura local i la seva historia culinaria, siné que genera a la
vegada una experiencia inoblidable, un “moment wow” (Lin 1 Mao, 2015) que fa que els
visitants gaudeixin (satisfaccid), recordin (tornin) i recomanin (nous visitants). La
trobada turistica, la interaccio entre amfitrions i invitats, es dona en un moment i un lloc
determinat, i encara que tornem a la mateixa destinacié una vegada i una altra, cada
visita €s unica i irrepetible.

També cal tenir present la importancia de tots i cadascun dels elements que
conformen una destinacio turistica, ja que el més petit d’ells pot convertir-se en una
nova tipologia de turisme, i en aquest cas de turisme gastronomic: turisme de formatge,
de carxofa, de mandarines, d’arros, o també altres més exotics com 1’udon tourism, i
amb un impacte economic local a través de la venda en mercats, 1’s en restaurants o la
posada en valor en esdeveniments. Segons 1’Organitzacio Mundial del Turisme, en el
context del terroir, els valors ambientals i paisatgistics, la historia, la cultura i les
tradicions son elements molt destacats en el procés de comercialitzacié de la cuina
(Organitzacio Mundial del Turisme, 2012), ja que aquests valors es transmeten a través
de la gastronomia: el turisme gastronomic ofereix el sabor i 1’olor d’un lloc in situ pero
tambe un cop els turistes tornen a casa. Tot aix0 en una realitat actual de competéncia
entre destinacions que es converteix en un repte més, un repte en la diferenciacio i
I’especialitzacié d’un turisme gastronomic, abanderat de 1’autenticitat en un mén on
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paradoxalment “la forma en qué es produeix i es manifesta la localitat en multiples
ubicacions és estranyament similar” (Baldacchino, 2015).
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Food Tourism in Rural Areas: Francesc Fusté Forné
the Case of Cheese in Vall de Boi, a World Heritage Site

This chapter is organised into two sections. It focuses firstly on the
general conclusions derived from the thesis. Later, the second part draws
theoretical and practical implications, together with opportunities for further

research.

5.1. Concluding remarks

The tourism industry as the main global economic sector has been
recently experiencing an incessant emergence of new products, brands and
destinations. This, together with transportation facilities and tourism use of the
information and communication technologies, make Catalan Pyrenees compete
not only with their bordering regions but also with mountain destinations
anywhere in the world. As a consequence, there is a constant need to expand
and diversify tourism products in order to respond to the demands of new
niches; however what should matter most is not the growth at any price but
the sustainable development of resources: cultural, social and territorials, in the
long term. Then, it is essential to take into account the identity of each territory
and its landscape. This is consequently linked to both natural and cultural

idiosyncrasies.

In this context, therefore, some issues must be highlighted for the
development of rural tourism in Vall de Boi: (a) the need to characterize a
varied and unique offer, (b) the enhancement of the identity and the
authenticity, and (c) the creation of alliances not only between businesses in
the tourism sector but also in relation to public administrations and the local
community. This latter is one of the starting points so as to enhance the
transfer of knowledge between the different actors, at the same time helping to
reduce the seasonality of demand and stimulating local and sustainable
development. It is also essential to use new technologies as a tool for
promotion, communication and loyalty, as well as generators of experiences —

with recent trends such as video mapping —.
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One way to differentiate the offer of Vall de Boi, while emphasizing its
authenticity, and as a platform for joint collaboration with active participation of
local community, is through food tourism. Thus, the growing literature about
the linkages between gastronomy and tourism refers to different fields: food as
a tourism product or attraction; the behavior of foreign people regarding food
consumption; and the interest on food and drink, as well as on any related
event or activity. Tourists seek to find the local, something different than what
they are used to live and see at home, and also they are searching for
something that has not been created specifically for them as tourists.
Gastronomy, which meets the two features, is one of the tourism products that

deploys a greater impact in the culture and identity of a destination.

Food therefore represents a heritage resource that becomes increasingly
more important in the motivation for travelling. However globalization creates a
tendency to homogenize in terms of food consumption, the search for
authenticity in local products is also booming. This authenticity is conveyed to
the tourism industry through souvenirs, museums, tours, or visits to farms and
factories. Also, thanks to the use of local produce in hospitality industry and
restaurants. So food tourism can work for local and regional development; the
use of own products, with a positive impact generated from the symbiosis and
co-work between public and private sectors, and local community. That is, the

link-up between the producer and the consumer through tourism industries.

Nowadays, tourism in Pyrenees is still too often associated and
dependent on skiing and winter sports. Demand for tourism in rural areas, and
more specifically, tourism in mountain areas such as Vall de Boi is usually linked
to weekend trips and short breaks in traditional holiday periods; and thanks to
the relative closeness to Barcelona, the main market in Catalonia. In this sense,
the appreciation of food heritage should encourage new initiatives, especially
local ones, and must be seen as a process for the development of tourism in
rural areas. This happens in a context where a tourism demand characterized

by a cocacolaization of holidays is to be faced, as reported a few lines above.
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Traditionally, Vall de Boi has not been a food tourism destination, and
even today the two main landmarks are still Aigliestortes i Estany de Sant
Maurici National Park and the Romanesque heritage (UNESCO World Heritage
Site) as well as ski facilities together with thermal station. Fortunately, it is
unavoidable the domino effect of these landmarks towards the heritage that
food represents — and present in any trip to the valley —, the sustainability of
the union between primary and tertiary sectors, and the use of local products

transversely in a local-based cuisine.

The Best Practices’ Code for Food in Lleida sets the mission of placing
the cuisine of Lleida at an outstanding level. This can be achieved through
quality, innovation and singularity, and thanks to the respect for the diversity of
regional traditions and products. So prioritizing the use of local produce is
crucial to get a sustainable development of processes, and a control of products
and resources to maintain the traditional values. Definitely, the development
and promotion of food products contribute to the enhancement of natural and
cultural attractions of a destination. At the same time, successful food
destinations are those that are able to satisfy the appetite of tourists for
culinary authenticity, offering products and experiences that communicate a
close link between food, territory and community. As Josep Pla said, cuisine is
the landscape put in the pot. And as it happens in the case of Vall de Boi, it is
about offering a culinary heritage based not on fashion but on the tradition of a
cuisine that comes from older times and has been growing strongly rooted in
the land. This is the case of the production of milk and the consequent

cheesemaking process.

In this sense, cheese tourism has a high tourism potential and diverse
uses as a resource for attracting tourism. A theoretical definition of this type of
tourism and a proposal of a methodological wheel for practical analysis are
established in order to analyze the impact of cheese in terms of local and
regional development. Thus, cheese tourism reflects the integration of natural
aspects, local and traditional; in other words, cheese tourism shows the close
relationship between food, land and community through handcraft production.
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Cheese as a tourism resource takes many forms — tasting, machinery or ice-
cream — and therefore there is a wide heterogeneity in their uses, for example
in a fair, @ workshop or a plate. Food tourism in general, and cheese tourism in
particular, contribute to the diversification of supply and a lower seasonality of
demand, based on tourism use of local products, while maintaining the natural

and cultural idiosyncrasies attached to its food landscape.

Cheese is a product closely linked to the territory, since it is made from
milk obtained from animals grazing and feeding on land itself. Therefore, it is a
way to acquire, symbolically, the cultural and natural characteristics of a
destination. One of the main challenges faced by local produce is its
transformation from a culinary to a tourism product. While for example wine as
a tourist motivation is prominent in terms of journeys to the place of
production, it is much more difficult that other local products, namely cheese,
can successfully enter this circle. Nonetheless, there are many national and
international examples where cheese as a tourist product is able to create a
strong motivation. This is the case of the Centro de Interpretacion y
Degustacion del Queso Idiazabal in Spain, La Maison du Camembert in France,
or Puhoi Valley Cafe and Cheese Store, in Auckland, New Zealand. These
examples elevate cheese as gastronomic product, to the status of tourist

attraction.

Small cheese artisan producers in destinations such as Catalan Pyrenees
or New Zealand South Island, the two rural areas’ studied, have a challenge
that cannot be faced individually. There is a need to build synergies, not only
related to production itself but also to distribution and consumption. Rural
businesses must design strategies to obtain sufficient levels of productivity to
survive in a market with an increasing supply in terms of authentic local
produce. At the same time, projects such as the European Cheese Route or
events like the Fira Internacional del Formatge celebrated in Vall de Boi last
August represent platforms for the visibility and viability of these small cheese
producers. It is also noteworthy the New Zealand conglomerate called
Canterbury Food and Wine Trails, which includes not only the own producers
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but also accommodation businesses, catering establishments and farmers

markets, generating synergies across the whole regional industry.

Foodscapes of Vall de Boi have the particularities of rural and mountain
destinations in the Pyrenees, among which there is the local cheese production.
This is exemplified in this region, Alta Ribagorca, by the settlement of two
artisan producers in recent years. One way to analyze the impact — from a
qualitative point of view — of this local product is through its presence on
menus, and the results show that in all cases restaurants use cheese in their
recipes. So as to increase the positive impact of this type of tourism, there is
also a need to continue increasing the amount of local food used in tourism
industry. At the same time, there is a chance for further investigation on its
impact not only qualitatively but also quantitatively at local and regional levels,
as explained below. Moreover, most of the initiatives related to food have an
added value that is not only aimed at visitors, so residents are also frequent

consumers of food products and gastronomy events.

Vall de Boi must continue facing many challenges, some of them cyclical
as economic context; and other permanent, as the need to have a car for the
mobility within the destination. These difficulties must be overcome by
implementing strategies in terms of innovation and internationalization: some of
these strategies are already working; some others have been exposed during
this thesis; and still many others, which must be the result of dialogue with and
among stakeholders in the municipality. These strategies will allow to increase
the economic development within the territory, thanks to communion and
coexistence of a local identity and a global tourism activity. And where it is
essential that both managers and researchers know that local community
satisfaction is as important to measure and understand as tourists’ satisfaction.

This is another opportunity for future research.

Heritage, both natural and -cultural in rural areas in mountain
destinations like Vall de Boi, has to consolidate its internationalization as a

unique spaciousness for the enhancement of its authenticity. To achieve this,
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some ideas can also be taught from cases of best practices from other regions
such as the case of Canterbury (New Zealand) which is handled in one of the
chapters of the thesis. There is a constant need to make people experience the
uniqueness and the identity of own destination; because a food specialty with
the attribute of authenticity is clearly a tourist attraction. The way to convey
this to the visitors also affects the perception of authenticity’s attributes, and
the added value of gastronomy. The success of this process cannot be
measured only from data in terms of tourist arrivals, and it is essential to
constantly assess the linkages of tourism and gastronomy phenomena in terms

of visitors’ loyalty processes, and community’s happiness at the same time.

So that, first-hand experiences related to food tourism in an environment
such as the Pyrenees, are able to create an entailment with local culture and its
culinary history that allows visitors not only to enjoy, but also to remember and
to recommend. In addition, the tourist encounter, the interaction between hosts
and guests, occurs within a concrete landscape; so even when returning to the
same destination again and again, every trip is unique and unrepeatable. Food
and cheese tourists are interested on knowing the identities of a destination
through its gastronomy. They are looking forward to tasting and purchasing the
product in the exact place where it is made, and from the hands of the own
cheesemaker. There is also a need to let them know the effort that the process
of cheesemaking implies, and put it in value throughout farmers’ stories.
Visitors and tourists appreciate being able to build relationships with growers
and artisanal producers, learning firsthand about their products, and
understanding how much passion and care are implicit in animal husbandry or
farming. These examples provide an additional motivation factor regarding the
discovery and ephemeral appropriation of identity and authenticity of a

territory.

It is finally also important to remember the importance of each of the
elements that compound a destination, as the smallest of them can become
into a new and innovative tourism niche. In this case, niches related to food
tourism: cheese tourism, liquor tourism, apple tourism or ‘xicoier’ tourism, and
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all of them with a local economic impact. In the process of marketing the
cuisine and in the context of terroir and sense of place: environmental and
landscape values, history, culture and traditions, are the main highlights since
these values are conveyed from gastronomy. Food tourism provides the taste
and smell of a place, also when tourists go back home. All this happens in a
current context where competition between destinations becomes a daily
challenge, a challenge in terms of differentiation and specialization of food
tourism, which carries the flagship of the authenticity in a world where locality

is manifested in a very similar way on multiple locations.

5.2. Discussion and implications

According to Chen and Huang (2016: 44), “with the growing importance
and popularity of food tourism, recent years have witnessed a surge of research
interest in food tourism”. Consequently, there is an increasing body of research
on a wide range of areas related to food and tourism at destinations, as food
became one of the most important attractions (Boniface, 2013; Horng and Tsai,
2012). Food is available any day of the year, any time of day and in any
weather (Kivela and Crotts, 2006) and local food displays a huge potential to
contribute to destination differentiation, specialization, and competitiveness. In
addition to journal papers, the interest drawn on food tourism is also
showcased by publication of several recent composite volumes (Wolf, 2014;
Yeoman, McMahon-Beattie, Fields, Albrecht and Meethan, 2015; Hall and
Gossling, 2016; Hall, Goéssling and Scott, 2015; Sloan, Legrand and Hindley,
2015).

Local products and dishes feature as “specific sensory window” (Telfer
and Hashimoto, 2003: 158) into the nature of a place and its people (Bessiere
and Tibere, 2013). Globalization must be fought by emphasizing the uniqueness
of local food culture and its identity, sense of place, which is an appeal to
tourist consumption (Gyiméthy and Mykletun, 2009; Scarpato, 2002), as

discussed earlier. Tasting local food in its original place is an authentic
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experience, and also an opportunity to increase knowledge about a culture, and
explore how other people live (Kim and Eves, 2012). Thus “the presence of
people or activities which belong to or originate from the site can help to build
visitors’ trust and increase the level of perceived authenticity” (Hai Nguyen and
Cheung, 2015: 7).

However there is a substantial amount of literature on tourism,
agricultural production and the development of food products, results of this
thesis have indicated some theoretical implications. Research contributes to the
existing body of food tourism literature by bringing connections between food,
rural, authenticity, place and tourism together with other fields such as local
development. Theoretical outcomes provide evidence on how the singularity of
food tourism experience becomes very important to face the fierce globalism
boosted by the current tourism activity. Culinary heritage is a key actor for the
transmission of the identity and authenticity typical of each society, and place.
Also, food is a perfect vehicle for tracing and understanding community
changes (Pujol, 2009: 439). Definitely, the developed theory adds two issues to
the understanding of food tourism phenomenon: firstly, it shows an integrative
process between rural activities, the heritage of a particular place, its landscape
and landscapers, and tourism; secondly, the role of gastronomy regarding the

development of rural and mountain areas.

Moreover, this thesis highlights the importance of a particular product for
regional development as a result of these interfaces between agriculture and
tourism. The production of cheese has always been a symbol of regional
distinction and over recent years, this product, and their ways of processing,
has also become part of tourist circuits (Fusté, 2016). Pyrenees is a region with
a long tradition in artisanal cheese making, and where the dairy sector is a very
important part of the regional economy. In this sense, “cheese consumption
symbolizes a ritualistic, intimate sharing of a specialized quality food while
simultaneously symbolizing the sharing of an ancient mountain culture” (Sidali,
Kastenholz and Bianchi, 2015: 1190). The commodification of cheese may be
understood as another invention of tradition (Hobsbawm and Ranger, 1983).
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Specific products, such as cheese, can become a new type of tourism
with a consequent economic impact through sales on markets, use in
restaurants, or related events and festivals. However cheese tourism is scarcely
studied by academics in comparison to other food tourism niches as wine itself,
beer or even coffee and tea (Dunn and Wickham, 2016), this thesis builds a
wheel in order to analyse how local producers have the ability to offer tourism
services as a component of their product offering (Mak, Lumbers and Eves,
2012; McKercher, Okumus and Okumus, 2008). There are a number of different
ways in which cheese tourism contributes to local development, and
complementary food consumption and leisure become significant for holistically
regional development. Hjalager and Corigliano (2000) state that visitors are
delighted to be involved into the local culture through authentic experiences,
like eating a typical dish or drinking local wine, among other examples.
Similarly, “the experience can be even more positive when the cultural and
natural landscape is enjoyed together with story-telling — for example when
visiting farms or factories — which allows in turn to diversify the tourism
portfolio of a destination” (Fusté, 2015: 285).

Sidali, Kastenholz and Bianchi (2015: 1180) support that “rural areas
with their specific history, traditions and eno-gastronomic heritage seem
suitable for the development of successful food niches”. Consequently, from
this thesis there appears to be a great potential for developing new food

tourism niches, like cheese tourism.

Outcomes of the thesis also suggest some managerial and practical
implications. When elevating a food product to a specific tourism niche, wide
ranges of synergies are created. Practical implications derived from this work
directly benefit local producers and allow further exploration within the
connections between rural tourism and farm diversification (Ricart, 2016;
Sharpley and Vass, 2006). Thus small producers play a decisive role, as
explored by Eriksen (2015), who analyses experience innovation as a means to
create value for small food and tourism firms in rural areas by heightening
existing or new products, into experiences.
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This study may be also of particular interest to the destination managers.
Best practices of local food tourism drawn from an international case —
Canterbury, New Zealand — are expected to provide destination stakeholders
with new notions. Innovation and internationalization (Williams and Shaw,
2011) make a difference for destinations, by designing experiences and
marketing initiatives in order to encourage food tourism practice. For example,
the commercialisation of food routes, the organization of food festivals, or the
building of a museum are means that enable the creation of alliances within
different stakeholders in the region. This commodifies the common sense of
place to tourists (Brunori, 2006). Sidali et a/ (2015) provide another example:
“sharing family recipes with guests, showing the working environment and/or
lodging tourists in one’s own home are but some of the practices that signal the
entrepreneur’s willingness to establish a closer relationship with the guess”
(Sidali, Kastenholz and Bianchi, 2015: 1189).

Further research on the area can deal with the study of different aspects.
There is a scope to better promote agricultural activity and local products in the
framework of a food tourism context. Stanley and Stanley (2015) posit as
follows: “one of the drivers of food tourism is nostalgia and a desire by tourists
to rediscover the past. One area of food tourism that will increase in importance
is prehistoric and traditional cooking and food preparation, i.e. what our
ancestors ate, how they prepared that food, cooked it and ate it. Tourism
operators will be able to pick an era and create a food experience based on that
era. This will include cooking using hot stones, clay-baked food and other
cooking techniques. Food tourism in the future will be about the past, but using

modern marketing techniques” (Stanley and Stanley, 2015: 224-225).

Also, there is a lack of quantitative analysis of the correlation between
community development and tourism development. This will provide further
empirical evidence on whether or not food tourism is able to become a useful
tool not only contributing to the economic development of a small settlement,
but also to wider regional development. Thus research also opens a wide area
of study of food tourism and its niches. The impact that local foods production

122



Food Tourism in Rural Areas: Francesc Fusté Forné
the Case of Cheese in Vall de Boi, a World Heritage Site

and consumption have in rural and mountain destinations should be further
demonstrated in the literature. Very recent empirical approaches provide
primary outcomes on how to develop and integrate local food and rural tourism
(Frisvoll, Forbord and Blekesaune, 2016).

In addition, the in-depth analysis of the motivations and perceptions of
visitors represents an opportunity for research that may be able to justify the
importance of food tourism from the demand side. This could heavily benefit
policy makers and destination managers to develop innovative strategies of
food tourism based on the understanding of the needs, expectations and
behaviours of visitor experiences regarding local food (Chen and Huang, 2016;
Okumus, Kock and Scantlebury, 2013). Tsai (2016) draws a model to analyse
connections between travel experiences, place attachment and behavioural
intentions for consuming local food. Thus visitors’ engagement on authenticity
is also critical and of interest to the food geographies research (Altintzoglou,
Heide and Borch, 2016; Bryce, Curran, O’'Gorman and Taheri, 2015). Similarly,
Hjalager, Johansen and Rasmussen (2015: 2708) state that “the development
of new or improved products depends on consumer’s attitudes, preferences and

demand for the products”.

It is therefore critical for the destination stakeholders to investigate the
importance of the whole food tourism experience. Very recent research provide
new directions for understanding the food experience with a multi
methodological approach (Sidali, Kastenholz and Bianchi, 2015) by merging two
theoretical techniques, the intimacy model and the experience economy. The
latter aligns with international trends where food is moving into the experience

economy (Hjalager, Johansen and Rasmussen, 2015).

Finally, food tourism can be used as a means to diversify traditional
agricultural and artisan practices, or as a vehicle to create new ones (Berno,
Laurin and Maltezakis, 2014). There is also a lack of study in terms of the
strategic role that locals can play; this could lead to investigations that aim to

explore to what extent the food tourism phenomenon enhances the sense of
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place of local people. For example, a study conducted by Hjalager and
Johansen (2013) shows that farmers and producers closely located to protected
areas have a positive attitude towards the development of food-related
activities, providing evidence on the strong potential of natural areas and
environmental policies. When exploring these linkages in a broad range of rural
and mountain areas — Vall de Boi itself — future research will drive to strategies

for further sustainable development.

To sum up, research in terms of food tourism generally, and rural food
tourism particularly, must focus on empirical evidence to extend the knowledge
boundaries around motivations of locals and visitors, multifunctionality and farm
diversification, and also the marketing and promotion of rural gastronomy.
Sidali et a/ (2015: 1179) explore “the meaning of local food, including the
pursuit of reconnection with nature, resilience to globalisation, the role of local
food in reinforcing personal identity, the search for freshness, taste and
authenticity, support for local producers, and environmental concerns”. Further
studies in the same direction will help accelerating the development of food
tourism at a particular destination. Also, Hjalager et a/ (2015: 2708) suggest
that “obtaining mutual advantages for producers and regions depends on the
existence of institutions that can create an interpretative bridge between food
resources of the region and the recreational and experience economy”. Food to

benefit development; food for thought.
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Defensem la nostra identitat
Amb la forca d'un petit gegant
L'esperit de ser incondicionals

Ens ajudara a ser grans

(Marc Martin i Carles Ringo)
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