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Abstract: Previous studies have highlighted the role of local food as a source of destination differ-
entiation and tourist motivation, and as part of the understanding of slow food tourism. However,
few previous researchers have discussed the proximity degree of products delivered in food tourism
spaces such as markets, and how they contribute to the creation of slow tourism experiences. Based
on the analysis of the origin of fruits and vegetables being sold at Mercat del Lleó, the municipal
market of Girona (Catalonia, Spain), this paper investigates the value of local supply in an urban
food tourism system. Fieldwork included nine interviews with market vendors, and data regarding
301 fruits and vegetables sold at the market were obtained. While results show a wide representation
of local and regional produce, fruits and vegetables of national and international origin predominate
over proximity products. The article reveals that there is still potential to improve the relationships
between local food, identity promotion, and the sustainable experiences that attract slow tourists to
urban destinations.

Keywords: culinary heritage; food market; gastronomy tourism; regional development; slow tourism;
urban destination

1. Introduction

Food is an example of heritage that represents a manifestation of the “sense of
place” [1,2]. Drawing upon local products and culinary traditions, food refers to the
dynamics of production and consumption, which are illustrative of cultural and natural
heritage [3,4]. Food tourism is a growing niche form of tourism that lies at the core of
destination management and marketing [5]. Changes in tourists’ behaviors, needs and
expectations generate continuous modifications to the planning and development of ser-
vices [6]. Tourists have more and more knowledge, more purchasing power and more
free time to travel [7]. As a consequence, many of them look for authentic experiences
that are typical of the host culture, with food heritage being among the most important.
Food is an avenue to express a place’s identity and promote its natural and cultural geogra-
phies [8–11]. When tourism value is awarded to “food”, Flavián and Fandos [12] describe
two possible scenarios. First, food could be viewed as the main reason for tourism. Second,
it could be seen as a complementary experience that adds major value to the trip (see,
for example, [13]). In both cases, food emerges as an avenue toward the configuration of
a food-based tourism offering that relies on locally grown products and can lead to the
development of slow food tourism experiences [14].

This research understands slow tourism as a journey where tourists seek authentic
experiences that depend on aspects of heritage such as food, for example, “taking time
to browse the local market” [15] (p. 77), in order to build an attachment to people and
places [16]. Slow tourism is a form of travel born in Italy in the 1980s from the “Slow
Food Movement” [17–20] as a local system of resistance to the standardization of food [21].
Slow tourism promotes cultural, economic and environmental sustainability through
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travel [22–25], and brings people the opportunity to discover local heritage [19], where food
plays a pivotal role [26] as a way to connect culturally with the local community and the
local landscape. In this sense, slow food tourism is an example of the slow movement [26],
whose objective is to gather an authentic experience combining the enjoyment of local
foods and beverages with the knowledge of gastronomic practices and resources [27].

Catalan culinary heritage in general and Girona culinary heritage in particular feature
a diverse and rich gastronomic landscape [28–31] that includes a wide inclusion of both
mountain and sea products. In this sense, the most typical dishes of Catalan cuisine are
“canelons” (cannelloni), “pa amb tomàquet” (bread with tomato), or “crema catalana”
(Catalan cream). The study of food tourism in Catalonia has been predominantly focused
on the impacts of food tourism management and marketing on rural environments [32]. In
addition, previous research has developed the territorial dimension of food tourism [33]
and investigated the role of food tours [34], particularly in the case of wine [35]. From an
urban perspective, the relevance of food markets is acknowledged as a path to protect and
promote food in urban tourism, and some studies have specifically reviewed the Boqueria
market in Barcelona [36,37] and municipal markets in the Costa Daurada region [38]. While
previous research has mostly analyzed food tourism in Barcelona [39], other areas within
Catalonia remain underrepresented in food tourism research, despite their local food value,
as in the case of Girona. Drawing from a study case approach, this article aims to fill in this
research gap and analyze the meanings embedded in the origin of foods available at its
municipal market, Mercat del Lleó, as a relevant factor in the management and marketing
of tourist experiences. In particular, this paper understands the value of local food as
a symbol of territorial identity and a means to attract tourists, in order to explore the
implications of slow experiences in food tourism in urban destinations.

2. The Value of Local Food in Food Tourism Systems

Food tourism relies on the connection between gastronomy and identity, and how this
union becomes a tourist attraction [9]. According to Raina et al. [40], “food tourism will be
more or less developed, depending on the connection between cuisine and local culture, as
cuisine plays an important role in the tourist experience and satisfaction and represents
the cultural heritage of the destination” (p. 14188). This is manifested, for example, by
udon noodles [41], a Japanese cultural symbol and a tourist attraction. In particular, Kim
and Iwashita [41] add to the definition of food tourism the notion of travel to a specific
location, where the main motivation is to enjoy its local products, flavors and aromas, and
to learn about its cooking styles and culinary traditions. Previous research showcases that
there is a wide range of opportunities to develop a tourism experience that relies on food
heritage [42,43] This can be experienced through local food producers and culinary events,
or even by eating in a specific restaurant or visiting a food market.

Specifically, the United Nations World Tourism Organization [44] (p. 27) describes
food tourism as a stimulator of the local economy because it “provides the opportunity for
job creation and the development of local economies, which in turn positively affects other
sectors. It is also a major contributor to overcoming seasonality”. In addition, according to
Seyitoğlu and Ivanov [45], entrepreneurs are aware of the special value of gastronomy as a
motivator of tourism that can generate economic profits. Quan and Wang [46] affirm that
food tourism can offer an opportunity for food producers, especially in rural areas, to add
value to their products. The understanding of local food also refers, according to Morris
and Buller [47], to “the development of mechanisms or systems of food supply that are in
some ways alternative to the conventional channels (particularly those associated with the
multiple retailers and large food processing companies)” (p. 559), and include, for example,
farmers’ markets or local fairs. These activities are often the basis of food tourism [48].
According to Ferran Adrià (quoted in [49]), tourism promotes the sustainability of the
gastronomic sector in a city.

The notion of slow in tourism refers to “making real and meaningful connections
with people, places, culture, food, heritage and the environment” [22] (p. 78), where slow
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tourism practices may include the discovery of the local uniqueness and “eating at local
restaurants, buying in local markets or direct from producers, trying local drinks, beer, and
wine” [22] (p. 78). Both public and private stakeholders within destinations must protect
and promote food heritage and traditions, and also include slow food menus as part of
their restaurant offer. Slow production is the driver for slow consumption. In this sense,
Fusté-Forné and Jamal [14] reveal that “calls for slow tourism and slow food experiences
reflect the need for a conscious, active way of being and living, oriented not to speeded-up
lifestyles driven by mass consumption, business competition and jockeying for market
position, but to slow, responsible, mindful relationships and practices that foster resilience,
sustainability and social plus ecological well-being” (p. 228). Slow tourism is a conscious
and alternative attitude [50].

In Spain, according to the KPMG study [49], a food tourist “spends 20% more than an
average tourist” (p. 49). This percentage is even higher than the statistics suggest, since,
as previously mentioned, food comprises a third of tourist spending [11]. This is due to
the fact that, as Richards [51] stated, all tourists have to eat during the trip. According to
Henderson [52], the expenditure on food includes not only the consumption of food, but
also the purchase of local food products as souvenirs. There is a direct connection between
gastronomic motivation and tourist spending [53] and food markets emerge as a crucial
tourist attraction.

In Catalonia, the agri-food sector is considered the main economic sector of the region,
generating a turnover equivalent to 16.28% of its GDP [54]. This showcases the relevance of
primary industries for the economic development of a region. It is also an essential sector
for food tourism because without agri-food activity there would be no quality food. In
this sense, food tourism acknowledges the relationship between food and agriculture [55].
While food tourism is frequently viewed as an opportunity, it is also confronted by the food
globalization phenomenon, which has paradoxically been accentuated by the development
of this segment of tourism [52,56]. Food tourism has to protect and promote both past and
future authenticity [44]. This is the main challenge for the tourism industry. According to
the UNWTO, “promotion should be global, but the experience local. Food tourism is a form
of cultural preservation and should be configured around the quality and authenticity of
the product and territory” [44] (p. 27). The difficulty is ensuring that each food experience
represents the culinary authenticity of the specific destination. In this sense, a crucial factor
is the proximity of food [57], which is the focus of this paper.

Previous research has also discussed the role of local food in building a regional
or national identity [58,59]. Gastronomy is a cultural expression that communicates a
particular culinary identity shared by a group of people [60], which relies on both food
production and consumption [61]. There are different factors that contribute to the building
of identity through food, for example, “depending on the region, geographical environment,
climate, economy and society” [62] (p. 881). This is also important in countries whose
national cuisine is formed by different regional food heritages, such as Mexico [59]. In
addition, a particular cuisine is changing constantly due to culinary influences [63], and
the typical food of a region could be considered “traditional” for different reasons, such as
the cooking style, the consumption process, or the ingredients. Food tourism can valorize
both the tangible and intangible heritage of a culture.

Quan and Wang [46] stated that tourists want new gastronomic experiences to make
their trips more authentic, and these experiences sometimes become commodified [64].
As a result, the authenticity of a destination’s gastronomy is adapted to satisfy tourism
demands [65]. According to Scarpato and Daniele [66], the relevance and reappraisal of
the concept of sense of place include the cultural and natural elements of a food destina-
tion [11] in order to achieve sustainable food tourism [67]. The globalization of food also
accentuates the development and planning of local products [68] that protect and promote
the characteristics of a place and its people [69]. In this sense, the article aims to analyze
how this is exemplified in the city of Girona, north-eastern Catalonia, according to the
origin of the fruits and vegetables available at its municipal market.
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3. Methods

The objective of this article is to analyze food tourism experiences based on the origin
of the food being sold at markets, in order to observe the potential for authentic food
tourism activities and practices in the context of slow tourism experiences. Girona is
a tourist destination located in the north-eastern side of Catalonia, north-eastern Spain,
south-western Europe (Figure 1), in a Mediterranean region where gastronomy plays
an increasingly relevant role. Within the context of the UNESCO acknowledgment of
the Mediterranean diet in 2013 as Intangible Cultural Heritage, it is reported that “the
Mediterranean diet emphasizes the values of hospitality, neighborliness, intercultural
dialogue and creativity, and a way of life guided by respect for diversity” [70]. In the
framework of the Mediterranean diet, local food “markets also play a key role as spaces for
cultivating and transmitting the Mediterranean diet during the daily practice of exchange,
agreement and mutual respect” [70]. In recent years, the city of Girona has become a
major cultural tourist destination due to the artistic and historical value of its medieval
Old Town [71,72]. The city is also famous for the El Celler de Can Roca restaurant, a
three-Michelin-starred restaurant that, in 2013 and 2015, was considered the best restaurant
in the world. This accolade resulted in a boom in food tourism in Catalonia in general, and
in Girona in particular [73] where local food emerges as a factor of tourist attraction [74].
The municipal market of the city, called Mercat del Lleó, is the main point of distribution
for local food in the region. This market is not only a commercial hub but also a cultural
and social mediator within rural and urban relationships [75]. In the current context of
the COVID-19 pandemic, tourism in Catalonia is slowly recovering [76]; however, it must
be acknowledged that tourism has not fully recovered from the lockdowns and travel
restrictions that have occurred since March 2020 [77].

Figure 1. Location of Girona, Catalonia (own source).

Following previous research [38], this paper investigates the origin of foods available
at the municipal market of Girona. In particular, data collection is focused on fruits and
vegetables because within the context of products being sold at municipal markets, “fruits
and vegetables are the products that present a greater variety, and, therefore, a greater
weight in the total” [38] (p. 221). Mercat del Lleó includes nine places that sell fruits and
vegetables [78] and all of them are included in the sample. Fieldwork and data collection
were carried out during the last week of June and the first week of July 2021. A total of
three visits were made to the Mercat del Lleó, where nine interviews were conducted with
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vendors, in order to collect the products that were being sold and ascertain their origin.
Data collection included all the fruits and vegetables sold at the market, which were sold
by nine vendors. The research analyzed the entire sample of fruits and vegetables. The
participants were questioned about the types of fruits and vegetables sold, and the origin
of the fruits and vegetables. The evidence from the interviews is the list of products sold,
which comprises the elements of analysis in this research and the reason why the profiles
of the interviewees are judged as not relevant to the discussion of the results. As a result of
the data collection, a total of 301 food products, both fruits and vegetables, were obtained.
In relation to each product, the following elements were annotated: the commercial name
of the food store; the name of each product; its place of origin; and the degree of proximity.
Regarding the proximity, the classification included four types of products based on the
place of origin: local (when food comes from the county in which the market is located, or
from its bordering counties), regional (when it comes from Catalonia), national (when it
comes from Spain) and international (when it comes from any country in the world).

4. Results

The results of this research analyzed a total of 301 products. Table 1 reveals that there
are 48 different types of fruits and vegetables and gives their proportions of weight. Among
them, apple, tomato, melon, peach, pear, onion and potato are the most widely represented.
In relation to their origin, Table 2 highlights the relevance of products from local (95) and
national (110) origin, which predominate over regional (43) and international (53) fruits
and vegetables. In this sense, the analysis of data shows that 31.56% of products have a
local origin, 14.29% have a regional origin, 36.54% have a national origin, and 17.61% have
a global origin. The sum of local and regional products is weighted less than national and
international products.

Table 1. Fruits and vegetables available at Mercat del Lleó (own source).

Product N %

Apple 23 7.64%
Apricot 8 2.66%

Asparagus 4 1.33%
Avocado 9 2.99%
Banana 9 2.99%

Bean 5 1.66%
Blueberry 1 0.33%
Broccoli 4 1.33%
Cabbage 3 1.00%
Carrot 5 1.66%
Celery 1 0.33%
Chard 2 0.66%
Cherry 10 3.32%

Coconut 1 0.33%
Cucumber 3 1.00%
Eggplant 8 2.66%

Fig 1 0.33%
Garlic 6 1.99%
Ginger 1 0.33%
Grapes 4 1.33%

Grapefruit 2 0.66%
Kiwi 10 3.32%
Leek 3 1.00%

Lemon 7 2.33%
Lettuce 6 1.99%
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Table 1. Cont.

Product N %

Lime 2 0.66%
Mango 6 1.99%
Melon 13 4.32%

Mushroom 3 1.00%
Nectarine 3 1.00%

Onion 12 3.99%
Orange 11 3.65%
Papaya 3 1.00%

Paraguayan peach 6 1.99%
Peach 13 4.32%
Pear 13 4.32%

Pepper 11 3.65%
Pineapple 6 1.99%

Plum 7 2.33%
Potato 12 3.99%

Pumpkin 2 0.66%
Spinach 1 0.33%

Strawberry 3 1.00%
Sweet potato 1 0.33%

Tangerine 3 1.00%
Tomato 20 6.64%

Watermelon 7 2.33%
Zucchini 7 2.33%

Total 301 100.00%

Table 2. Origin of fruits and vegetables being sold at Mercat del Lleó (own source).

Origin N %

Local 95 31.56%
Regional 43 14.29%
National 110 36.54%

International 53 17.61%
Total 301 100.00%

In relation to the local origin (see an example in Figure 2) of fruits and vegetables,
almost a third of them have their origin in the province of Girona, since they grow in
the fields of Girona towns, like Fornells de la Selva or Santa Cristina d’Aro. Fruits and
vegetables that have a regional origin (Figure 3) come mainly from the provinces of Lleida
and Tarragona. On the other hand, products with national origin (Figure 4) have greater
weight, and they come mainly from the southern regions of Spain, the Andalusian terri-
tories (mainly Almeria) and Murcia, and are fruits and vegetables that in some cases are
not in season. For that reason, sellers cannot yet purchase some of these products from
local farmers. At the national level, the availability of citrus fruits (mainly oranges) from
Valencia is also relevant. Regarding those products with international origin (Figure 5),
these are tropical fruits such as grapes or pineapples from Central and Latin America, or
kiwis from New Zealand. It is also worth noting the international origin of some products,
such as apples and pears from Chile, and tangerines from Argentina or South Africa.
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Figure 2. An example of a local product: tomatoes from Blanes, Girona (own source).

Figure 3. An example of a regional product: strawberries from Maresme, Catalonia (own source).

Figure 4. An example of a national product: bananas from the Canary Islands, Spain (own source).
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Figure 5. An example of an international product: kiwis from New Zealand (own source).

Finally, Table 3 shows the aggregated data in relation to the origin of each of the fruits
and vegetables. In particular, the proximity can be independently analyzed per product. It
is observed that apples are mostly locally grown, which is explained by the fact that Girona
apples have a quality label (Protected Geographical Indication). However, some food stores
sell apples from international markets, as mentioned above, such as Chile, but also from
famous apple countries such as Italy and New Zealand. Tomatoes, melons and onions
either come from Catalan and Spanish territories, where Andalusia and Murcia are major
agricultural regions. Finally, while peaches grow in regional fields, pears predominantly
come from national and international markets, and the origin of potatoes is both local
and global.

Table 3. Fruits and vegetables available at Mercat del Lleó and their origin (own source).

Product Local Regional National International N

Apple 16 4 − 3 23
Apricot 2 5 1 − 8

Asparagus − 1 2 1 4
Avocado − 1 6 2 9
Banana − − 9 − 9

Bean 5 − − − 5
Blueberry − − 1 − 1
Broccoli 2 − 2 − 4
Cabbage 3 − − − 3
Carrot 2 − 3 − 5
Celery 1 − − − 1
Chard 2 − − − 2
Cherry 2 3 5 − 10

Coconut − − − 1 1
Cucumber 2 1 − − 3
Eggplant 1 1 6 − 8

Fig − − 1 − 1
Garlic 5 − 1 − 6
Ginger 1 − − − 1
Grapes − − 2 2 4

Grapefruit 1 − 1 − 2
Kiwi − − − 10 10
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Table 3. Cont.

Product Local Regional National International N

Leek 1 − 1 1 3
Lemon 2 1 4 − 7
Lettuce 5 - 1 − 6

Lime − - 1 1 2
Mango − − − 6 6
Melon 1 1 9 2 13

Mushroom − − 2 1 3
Nectarine 1 1 1 − 3

Onion 6 2 4 − 12
Orange 1 1 8 1 11
Papaya − − − 3 3

Paraguayan
peach 1 3 2 − 6

Peach 3 7 3 − 13
Pear 3 1 5 4 13

Pepper 1 2 7 1 11
Pineapple − − − 6 6

Plum 4 1 2 − 7
Potato 4 1 2 5 12

Pumpkin 1 − 1 − 2
Spinach 1 − − − 1

Strawberry 2 − 1 − 3
Sweet potato − 1 − − 1

Tangerine − 1 − 2 3
Tomato 8 3 8 1 20

Watermelon 1 − 6 − 7
Zucchini 4 1 2 − 7

Total 95 43 110 53 301

As a summary of the results, a similar proportion exists between local–regional and
national–international food. As a consequence, while the origin of fruits and vegetables
that come from the immediate surroundings of Girona is representative, data shows that a
potential to improve local supply chains exists, as discussed in the next section.

5. Discussion and Conclusions

The theoretical section of this paper discussed the concept of food tourism [5,42,79]
and, in particular, has delved into the value of local food and gastronomy for the protection
and promotion of identity and heritage, and as a source of tourism attraction [45,63,68].
The slow food tourism movement relies on local food heritages and practices as a way
to show respect toward the environment and the host communities [14,17,19]. Previous
research has focused on food tourism as a relevant type of tourism that includes a wide
range of experiences (i.e., visits to food producers, restaurants or events) with a primary
motivation: to taste local food. The current research understands products sold at markets,
and their origin, as a differential attribute of the food tourism system in the city of Girona.
This paper has discussed the role of local food in the offering of food tourism in Girona,
drawing from the analysis of the origin of food being sold at the municipal market.

The gastronomy of Girona is a mixture of products from landscapes near the city, but
also from national and international environments. This is a clear indicator of the strategic
line that the city needs to follow for the development and promotion of slow food tourism.
Like most European cities, Girona offers a wide range of fruits and vegetables from multiple
origins. In this sense, previous research on food tourism consumption and production in
another Spanish city, Santiago de Compostela, reveals that the food tourism experience
is often standardized, which “supposes a high reduction in the diversity of the product
that can be offered and produced in terms of proximity, and its territorial differentiation,
compared to the usual consumption of the Galician population, to the potential agricultural
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production by associated foodshed, and to the gastronomic advertising through official
web pages” [55] (p. 1). The significance of this research relies on the understanding of the
experiences derived from the local and regional agricultural production and their potential
to promote a taste of the land, the uniqueness of a destination, and its cultural and natural
heritage. In addition, it focuses on a city where few studies have been conducted, as a
means to explore the relationships between food and tourism in Catalonia.

The results of this research show that there is a similar weight of local-regional foods
and national-international foods, which slightly exceeds the proximity product. Although
this does not confirm the strength of proximity fruits and vegetables and therefore of a
slow tourism experience, it is obvious that products from Girona and its surroundings
represent a distinctive element when selling fruits and vegetables, as also reported in
previous research [38]. Local products are presented as a path to explore a place through
its food heritage [80,81]. However, global products can also satisfy tourists who may prefer
to find food that they are used to when they travel [46]. Food markets are spaces where the
origin of products and the configuration of the supply chains determine to what extent they
can provide slow tourism experiences. This study informs local and regional stakeholders
about the origin of the fruits and vegetables being sold and what type of food identity is
being promoted. This is relevant for a sustainable future of tourism and enhances the value
of local food for the management and marketing of food-based tourism.

The main limitation of this research is that it relies solely on the origin of fruits and
vegetables available at the municipal market of the city as a means to discuss the planning
and development of slow food tourism. While the relationships between food and tourism
acknowledge a diverse landscape of experiences, this research is exclusively based on the
discussion of the origin of food sold at the municipal market of Girona, which limits the
generalization of the results. Further research must also analyze other factors that affect
food supply and demand. On the one hand, from a supply perspective, it is important
to further scrutinize the economic impact of supply chains and the elements that inform
the development of the marketing strategy of both producers and sellers, in order to
understand the dynamics of production, prices, distribution and promotion. On the other
hand, future studies should also explore the visitor experience from the perspective of
tourist behavior, motivation and satisfaction. In addition, it is important to note that data
was collected in the northern hemisphere during summer, which also influences the results
presented. As a consequence, the proportion of fruits and vegetables from different origins
will vary with the seasons, which will require further analysis to provide generalizable
results and also to compare the food landscape between periods. This may also lead to
studies that analyze the influence of global issues like climate change on local environments
and growing seasons.

It is obvious that more empirical research is needed to assess whether there is a
sufficient supply of local cuisine to satisfy visitors, or whether the city needs to do more to
use its local food products to develop slow tourism experiences. Previous research suggests
that local food markets are a gateway to learning a destination’s food heritage [82,83], and
to taste local products that explain the culinary identities of Girona—its gastrospeak [84]. A
local offer of food tourism experiences must acknowledge both a specific locality (Girona)
and its surroundings (mainly the Costa Brava), in order to preserve the uniqueness of local
products and the gastronomic identity of the region. In this sense, the most important
practical implication of this research is the relevance of local food markets as a source for
food tourism experiences. This research has also demonstrated that there is still potential
for growth in the city with regard to the local origin of fruits and vegetables available at
Mercat del Lleó, and the subsequent activities and practices based on the development
of a slow food identity. Both public and private stakeholders must use the results of this
research to design food tourism strategies that are based on local food heritages (a local
fruit), local culinary traditions (the way a local fruit is cultivated and prepared) and local
gastronomic experiences (a local fruit in a restaurant menu) that not only protect our
landscape but also promote our lifestyle.
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In order to further investigate the integration of local food into tourism systems, it
must be acknowledged that the potential for developing food tourism will depend on many
more factors than merely the food available in the local markets. For example, the rural
and urban relationships, the seasonality of demand, the food tourist’s consumption and
motivations, and also the role of restaurant services. In particular, restaurants are visited
by both locals and tourists, whether or not they are interested in gastronomy. Restaurants
are spaces where people come into contact with food and, therefore, with the region’s
gastronomic identity and heritage through local dishes and beverages. Empirical work that
analyzes the use of local fruits and vegetables in restaurant menus can also provide a more
robust picture of the topic, also in relation to the perspectives of both locals and visitors.

Furthermore, the paper expands the literature focused on the development of local
food tourism in urban destinations by acknowledging the significance of a local product
as a basic badge to configure the food tourism identity of urban destinations, as it does
in rural areas. This paper innovatively studies the roles played by local food and slow
tourism in urban environments, which are lesser-studied areas in food tourism. Food is a
path to make connections with people and places when traveling [22]. In the framework of
slow food tourism, destinations must deliver bioregional food experiences that are rooted
in the local “sense of place” [14] and, at the same time, celebrate food as a manifestation
of local heritage. For example, destinations must allow tourists to try the local produce
first-hand and include the retail sector as part of their gastronomic offer, in order to link
production and consumption, and build sustainable and local-based food supply chains.
If the offering is global, tourists will simply eat. However, if it is local, differentiated
and unique, restaurants and other food services will be able to provide a genuine visitor
experience that relies on vernacular products. The research provides evidence that Girona
could become a stronger gastronomic city, with its own identity, regardless of the influence
of star chefs. This would attract more food tourists, who are coming to experience a different
kind of food—unique local gastronomy and its culinary landscapes and heritages—from
what they are used to [46]. It is possible to find a variety of fruits and vegetables, from
different origins, which gives stakeholders the opportunity to meet a greater part of visitors’
demands, but may this lead to a potential loss of the “sense of place”, and of links to the
region′s history and culinary roots?
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