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Abstract

Purpose — As the city aspires to declare itself as a quality dinning destination, this paper aims to
provide some guidelines to achieve that goal.

Design — The paper aims to appraise as to what extent the gastronomic product supply of
Cordoba can be considered a high quality and differentiated one, which may serve as a basis for
tourism product development.

Methodology — we use a univariate and bivariate analysis in order to describe the socioeconomic
variables to explain the variety of restaurants in Cordoba and the relationships among them. To
forecast the demand of gastronomic tourism in Cérdoba, we use ARIMA models.

Finding — The findings of the study give an insight into the gastronomic tourism of Cérdoba.
Culinary tourism is a growing industry, made up of micro-companies, most of which are
restaurants with menus where different dishes of Cordoba gastronomy appear, because they
believe that products with designation of origin have an excellent quality and can attract tourists.
Originality — The paper makes an estimate of the demand for gastronomic tourism in Cérdoba.
No other study on the topic exists due to the complexity of obtaining reliable information. The
originality of this paper comes out of the need to forecast and identify the socioeconomic
characteristics of the Cordoba cuisine.

Keywords Gastronomic routes, Protected Designation of Origin, Gastronomic Tourism, ARIMA
models, Cordoba

INTRODUCTION

Gastronomic tourism has become a key factor for stimulating the economy not only in
rural areas but also in the urban areas which host many of the gastronomic routes.
Enhancing certain local products through distinctions that are recognized at the
national and regional level, and are characterized by the quality of the dishes, which is
supported by a certification (Consejo Regulador Montilla-Moriles and Baena) obtained
through regulatory boards of designation of origin or geographical indications, make
them more attractive, not just because of their nutritional characteristics, but also they
become a tourism product capable of boosting the gastronomic tourism sector.

Gastronomy acts as an identifier of a place’s culture, however we must not use it as an

intrinsic and distinctive element, but as a valid selling argument (Armesto and Gomez,
2004). Local cuisine is not just a cultural identification. It is much more, as it can
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properly create its own tourism products. This concept increases the value of the
destination apart from the value of the product itself (Barrera and Bringas, 2008).

Gastronomic routes, understood as itineraries where tourists can learn about the
production process of a product or taste it, are more than a rural product as they can be
linked to the city. Commercially, these routes allow tourists to learn about the products
beginning with the manufacturing stage until the final stage where the finished product
is displayed in gourmet shops, giving an additional commercial value to gastronomic
tourism (more selective, challenging and with higher purchasing power, Millan et al.,
2014). The gastronomic tourist uses their five senses to experience the product. For
example, who does not remember the stacked barrels when visiting a winery (sight);
the smell of wine in oak barrels (smell); the flavor of the wine (taste); the sound of the
press when crushing the grapes (sound); taking a bottle or glass and pouring the wine,
appreciating its texture (touch)? Therefore, the tourist acquires a memory of that
experience through a tourism product based on gastronomic routes.

Gastronomic tours take place on a predetermined route with the intention of making
them memorable, allowing tourists to enjoy the agricultural and industrial production
process and a series of dishes that express the cultural identity of a region. It involves
all agents starting with the producers, who host tourists in their factories and teach
them about the production process, and about the menu or culinary offers based on the
local primary production. The culinary dishes of these places are designed around a
raw material or, in some cases, around a group of products (wine and oil). These
products provide the route with an identity that develops on the base of the route
network (Schliiter and Thiel, 2008).

Cultural values are changing in terms of food preferences; customers seek high quality
culinary dishes. We eat differentiated or organic products that adapt to the new
necessities of the different market segments. This forces manufacturers to try to
establish a distinctive element in their products that differentiate them from others in
the market. One of the best ways to achieve differentiation is through the designation
of origin, which integrates the geographical origin of the product in its definition and
the tradition and expert process of high-quality manufacturing and the regulation and
mechanisms of control over the production (Marquez and Hernandez, 2001).

As far as commercial strategies are concerned, food companies use strategies to
increase or maintain market share by differentiating their products. The designation of
origin helps these companies to better position their products and services in the
market. In the past, some restaurants used the commercial word "zero kilometer" (some
restaurants offer cuisine under certain fundamental premises like: buying raw materials
directly from producers in a radius of less than 100 kilometers and the products
purchased are mainly ecological and have the appropriate certification that accredits it,
giving it an added value to the gastronomy supply.

The increase of local raw materials and the specific products have two results:

e The beginning and strengthening of traditional cuisine, with the use of local
products.
e The consolidation of a type of gastronomic tourism (Armesto and Gomez, 2004).
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The place of designation of origin for products or raw materials can become an
important source of competitive advantage for business organizations, because this
influences consumers when evaluating products or brands (Agrawal and Kamakura,
1999).

According to Regulation (EC) 510/2006 of 20 March 2006, an agricultural product or
foodstuff has a denomination of origin when it meets the following requirements:

¢ Originating in that region.

e The quality or characteristics are essential or exclusive to the geographical
environment of natural and human factors.

e The production, processing and preparation are carried out in a defined
geographical area.

Yet for a protected geographical indication it is not mandatory that all stages
(production, processing and preparation) are carried out in the same geographical area.
(In both cases they use the geographical name always associated with both PDO and
PGI). There are 186 protected designations of origin in Spain, of which 46%
correspond to a single product, wine. The humber of protected geographical indications
is lower (132) but significant. Andalusia, with 29 D.O.P. (15.6% of the country) and 26
I.G.P. (19.7% of the country), is one of the Spanish regions with the highest number of
quality products supported by this certification system. Cordoba has 8 DOP, 4 for olive
oil (DOP Baena, DOP Montoro-Adamuz, DOP Priego de Cérdoba, Lucena DOP), one
wine (DOP Montilla Moriles) and one Iberian ham (DOP Valle de los Pedroches).

In order to get approval, marketing and commercialization of different regions and
locations that do not have sufficient financial resources or have other more pressing
economic needs use the concept of gastronomic routes as the most important strategy
to promote and advertise their areas/ places (Martinez and Jimenez, 2006).

The rising demand for quality food endorsed by DOP and IGP (especially wine and
olive oil) makes the supply of gastronomical tourism necessary, allowing tourists to
learn about, taste and appreciate typical products of the region, thus increasing their
sales.

Spain is predominantly a tourist receiving country. In 2015 it received 68.1 million
tourists, 4.9% more than the previous year. Andalusia is one of the 17 autonomous
communities that make up the country, and is the fourth region in number of tourists,
9.3 million, representing 13.6% of the total number of tourists. The main tourism sector
that visits Spain looks for sun and beach resorts near the coast.

Cordoba is an inland city of the Andalusian region, where the tertiary sector, especially
tourism, represents its core business. In 2015 it received nearly a million tourists,
especially during the second quarter of the year because of the great number of local
festivals (Catas, Cruces, Patios, Feria, Holy Week...) and has a rich, cultural, tangible
and intangible heritage recognized by UNESCO (Mosque-Cathedral, the old town or
fiesta de los patios); a legacy of the Roman, Muslim, Jewish and Christian cultures.
This confluence of cultures has resulted in a pluralistic society with a mixture of
traditions and gastronomy. This city is known for being the Latin American capital of
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gastronomy. Several gastronomic events take place every year (food festival) which
attract more and more tourists.

Cordoba, as a gastronomic emergent destination, is a brand that is promoted in
international and domestic markets, yet only a few studies have been published on this
topic.

This paper is intended to carry out a geographical analysis of foodstuffs in the province
of Cordoba (Spain) and try to study if it really is taking advantage of them or if it is
producing a loss of opportunity by not using the synergies of the product family that
already have DOP and have created value in each location, based on a survey of the
gastronomic tourism in the province.

1. THEORETICAL FRAMEWORK
There are several definitions that link the concept of food and tourism:

According to Poulain (2007), "Food is a central part of the tourist phenomenon because
it is a biological necessity for tourists, especially because it is an invaluable gateway to
the culture and history of the country visited."”

Santos and Leal (2012) indicate that feeding in addition to the provision of the physical
and nutritional vital requirements to the survival of the species, as it has the power to
translate a wide variety of material and symbolic elements (sexual, social, political,
religious, ethical, aesthetic, etc.) which include the production, the handling and
consumption of food because, "as a spoken language, the food system contains and
carries the culture of those who practice it, it is the guardian of the traditions and the
identity of a group." Therefore, tourists are involved with the entire set of a culture
which involves the preparation of a dish when they consume a food product from a
specific place.

Herrera et al. (2012) associate the gastronomic tourists who plan their travels partially
or totally to taste the local cuisine or to develop activities related to gastronomy.

In addition to these definitions about tourism and gastronomy, there are culinary
tourism studies which analyze this sector by products or countries, being the literature
on the topic quite abundant, especially those analyzing the tourism demand, being
fewer the studies about supply and demand. It highlights the research from Australia
(NS Robinson and Getz, 2014) to Hong Kong (Au and Law, 2002; McKercher et al,
2008; Cohen and Avieli, 2004; Tse & Crotts, 2005), Japan (Kim & Ellis, 2015) in
Turkey (Okumus et al, 2007), Argentina (Schuler, 2003), Peru (Sariego, 2015), Canada
(Stewart et al., 2008), Chile (Camarena-Gomez et al, 2014), Croatia (Fox, 2007),
Hungary (Medina, 2015) or in Northern Europe such as Finland (Tikkanem, 2007).

There are studies that relate the behavior of tourists about food; Mak et al, (2012) and

Chaneya & Ryan (2012) identify the salient factors affecting tourist food consumption
(there are five socio-cultural and psychological factors influencing tourist food
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consumption:  cultural/religious influences, socio-demographic factors, food-related
personality traits, exposure effect/past experience, and motivational factors).

On the Iberian Peninsula we find studies that analyze the gastronomy of Portugal
(Oliveira, 2007; Forné, 2015) and of all Spanish regions like Valencia (Clemente et al.,
2008), Asturias (Feo, 2005), Galicia (Pereiro and Prado, 2005; Ramirez, 2015);
Extremadura (Mogollén, et al, 2015; Di Clemente et al, 2013), Andalusia (Vargas,
2008) etc.

For Cérdoba, the research conducted by Millan and Hernandez (2015), Lopez-Guzman
and Sanchez (2012) and Millan et al. (2014) among others is important. The findings of
the studies suggest that gastronomy is one of the main attractors for travelling to
Cordoba. The gastronomic tourist has a high educational level and stays overnight
more days in the city with a degree of satisfaction for high culinary dishes.

The literature review shows how gastronomic tourism is no longer a tourism product
located in certain countries with culinary tradition, such as the case of France. This
kind of tourism has become a universal typology and can be developed in any region or
country that has a quality tourism product. Domingos & Henriques (2015) corroborate
this statement with the study about traditional sweets from the Algarve (Portugal) as a
relevant regional tourism product, like a dynamic element of the gastronomy as a
vehicle to encourage tourism in the area.

Gastronomic tourism is mainly an experience. A direct experience in the production
territory and the sensory and cultural experiences that gastronomy offers are new
elements that can be added to the discovery of new and unknown landscapes and
territories by tourists. (Medina, 2015).

2. GEOGRAPHICAL AREA OF STUDY.

The tourism sector is still one of the main dynamic elements of the Spanish economy.
Although the "number of tourists™ is seasonal, it has had an annual growing trend over
recent years despite the crisis experienced by Spain. The incomes generated by the
tourism sector in Spain in 2014 amounted to 48.9 billion euros according to the
Ministry of Industry, Energy and Tourism, of which 35.3 million were made on a net
basis in the country. According to the Tourism Satellite Account in Spain, this sector
represented almost 12% of national employment and 11% of GDP in 2012. Currently,
it employs almost two million people, largely offsetting the trade deficit and it has
become an economic engine of the country (Exceltur, 2014), considered by the
Government as the main economic hub, and the most important sector for job creation,
extending to all branches of the tourism industry (Bojollo et al, 2015).

According to the National Statistics Institute (INE, 2015) and Turespaiia (National
Tourism Agency responsible for the marketing of Spain) in the month of February
2015 (latest date) the number of international tourists who visited Spain was 3.3
million, 5.3% higher than the previous year. The source markets for emitting tourists
are the United Kingdom (640,000 tourists in February), France (537,000) and Germany
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(514,000). These tourists chose mostly coastal areas such as the Canary Islands,
Catalonia and Andalusia as a destination. There were also 14.4 million overnight stays
in hotels (domestic and foreign tourists) were recorded. Length of stay is an average of
2.9 nights each. National demand chooses mainly Andalusia, Madrid, Valencia and
Catalonia. In January 2015, the expenditure of international tourists who came to Spain
reached 3.4 billion euros, almost 10% more than the previous year. The most
interesting facet is the increase in both the number of tourists and the money spent per
tourist. They spent more than 1,000 euros per person on the trip and about 114 euros a
day. Tourists spend more in the Canary Islands and Madrid (over 1,200 Euros per trip)
and come from Northern European countries, in Andalusia, tourists spend 63 Euros in
average terms, 53 in Cordoba, and the average stay is 8 and 3.4 days respectively.

According to Exceltur (2014), tourism activity represents 12.5% of the Andalusian
GDP and has become the main engine of the regional economy.

Cérdoba is located in Southern Spain and is one of the eight provinces that form the
Andalusian Community. It currently has 799,402 inhabitants (INE, 2015), with an
average per capita income of 13,861 Euros, below the average of its community
(Andalusia, 18,300 Euros) and the national average of Spain (22,700 Euros). Its main
activity is the tertiary sector, highlighting cultural and rural tourism.

Cordoba has different landscapes along the region that makes this area a unique place
(Moral and Orgaz, 2014). It also has high-quality food products endorsed by protected
designations of origin (PDO) and Protected Geographical Indication (PGI), elements
that act as a catalyst to attract selective tourists that seek a differentiated quality
product.

Coérdoba (capital) is a city that has a very important, unique and diverse tourist offer.
This offer is important for the amount, meaning and great value of the elements that
make it up, and unique because it is peculiar without sharing any elements with other
cities; and diversified by the different kind of nature, typology and potential offered by
the different constituent products. (Consorcio de turismo y observatorio de Cordoba,
2013).

The quality of Cordoba's supply, highly valued in the perception of the agents and
tourist factors is an additional feature to take into account. 2015 was a good year for
Coérdoba’s tourism, with more than 900,000 visitors 3.11% more than the previous year
and overnight stays exceeded a million and a half (8.54% more than in 2014). In
numbers, 61.12% of tourists who visited Cordoba were national and 38.88%
international. Coérdoba has improved 11 points when compared with the national
average of 50.74%. Something interesting has occurred in Cérdoba which has not taken
place in the rest of Spain, in that, national tourism has increased more than
international tourism. The tourist resources offered by Cérdoba are mostly based on the
historical importance of the city and in a monumental legacy that integrates the most
valuable elements of our assets. At a great distance from the rest, in terms of number of
visitors, the Mosque-Cathedral is highlighted which received 1,434,345 visitors in
2013. The second is the “Alcazar de los Reyes Cristianos” that has managed to double
its number of visitors in the last three years, receiving 428,094 in 2013 (Strategic
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Tourism Plan 2015-2019 Coérdoba, Industrial Organization School). The three main
monuments in Cérdoba city receive 80% of visitors.

If we analyze the main focuses of tourist arrivals to the city of Cérdoba, there are a
large number of catering businesses and hotels that sustain their income from activities
related to gastronomy and overnight stays in the city. Cérdoba’s gastronomy is
characterized by its cultural heritage, using local products like raw materials,
highlighting dishes such as “gazpacho, rabo de toro (oxtail), and flamenquin.” As for
the type of catering establishments, there are many taverns in tourist areas in which
they serve the "tapa™ concept which is a small portion of a dish that represents a typical
restaurant’s brand and tradition: The “Caballo Rojo, El Churrasco, Casa de Pepe la
Juderia, La Almudaina, or Bodegas Campos” among them.

The four most important touristic places in Cordoba are the following: the Mosque
area, the Jewish Quarter that surrounds the mosque; the river area, where the Roman
Bridge is located; and the Victoria area which is the most modern zone where tourists
can taste avant-garde cuisine. The first three areas offer mainly traditional dishes, but
all four areas use local products to prepare their dishes.

3. METHODOLOGY

The method used to gather information consisted of two parts: (a) field work based on
visits to different catering establishments (64) in order to find out what is offered in the
city of Cérdoba. (b) Analysis of the information collected by the Tourism Observatory
of Cordoba and the Institute of Statistics of Andalusia in order to predict and model the
evolution of gastronomic tourism in Cérdoba.

3.1. Analysis of the supply in Cérdoba

A survey of the catering supply took place in the surroundings of the four most
important tourist attractions of the city in order to analyze the advertising and
knowledge of local products from Coérdoba and its province; as well as the province's
designation of origin and gastronomic routes.

The information was collected through a questionnaire for managers of the catering
establishments in the Cérdoba Capital.

The design of the questionnaire as a measurement instrument consisted of 20 questions
divided into three sections:

a. Company Profile: In this section, we try to determine the information about the
catering companies, number of employees, educational level and the
establishment's training policy. In total, five questions out of twenty.

b. Economic Perception of the gastronomic routes, local products and gastronomic
tourism: In this section we evaluate the range of the products and the way tourists
perceive the price of the products as well as the evaluation of the employers or
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catering managers on the routes and current situation in Coérdoba in terms of
tourism. These were five out of 20 questions.

c. Promotion and marketing of the gastronomic routes and DOP or local products of
Cordoba. Through these questions we try to analyze the promotion that the
establishment undertakes, if the company advertises through the menu or through
another type. Making up ten out of the twenty questions.

The interviews were carried out during the months of March, April and the first week
of May in 2015. Data obtained through fieldwork in different areas has served to
provide the gastronomic tourism supply in Cérdoba. We consulted the majority of the
main actors involved, such as managers of the hostelry and hotelier: associations
“Hostecor” and “Cordoba Apetece” to complete the research. A sample of the 64 most
important restaurants (by number of tourists) of the 320 located in Cordoba, which
provides typical culinary products of the city on their menus, according to the opinions
of managers in the restaurant industry. After defining the population, we proceeded to
design a specific questionnaire for this research with 20 items, which differs from those
used by Lopez- Guzman & Sanchez (2012) because they are based on perceptions by
the restaurateur on gastronomic tourism in Coérdoba. However, in this research
employer involvement is discussed in gastronomic tourism and as disclosed or used
culinary raw material of DOP in the region.

The fieldwork data sheet to analyze the supply of food tourism in Cérdoba is shown in
table 1.

Table 1: data sheet

Survey offers
Population Restaurants
Sample size 64 valid surveys
Sampling error +4,8 %
Confident level 95% ; p=0=0,5
Date of our fieldwork. March- April- May 2015

Source: Authors

3.2. Analysis ARIMA models

A time series is defined as a set of data collected sequentially over time. It has the
property that neighboring values are correlated. This tendency is called autocorrelation.
A time series is said to be stationary if it has a constant mean and variance. Moreover,
the autocorrelation is a function of the lag separating the correlated values and called
the autocorrelation function (ACF).

A time series is said to be seasonal of order d if a trend exists for the series to exhibit
periodic behavior for interval d. Traditional time series methods involve the
identification, unscrambling and estimation of the traditional components: secular
trend, seasonal component, cyclical component and the irregular movement. For
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forecasting purpose,s, they are reintegrated. Such techniques could be quite misleading.

The time series {Y;} is said to follow a multiplicative (p, d, ) x (P, D, Q)s seasonal
ARIMA model if:

#(8)2(5) VYT =6 (5)0 (5 Ja,

Model 1
A stationary time series {Yt} is said to follow an autoregressive moving average model
of orders p and g and where {a;} is a sequence of uncorrelated random variables with
zero mean and constant variance, called a white noise process, and the ¢;’s and 6;’s as
constants;

§(B)=1-9B 9B —¢B - .. —¢F°

equation 1
{BV=1_s5 68 —6F _ _8 5 )
L3)=1 ':E - : i equation 2
Where @, 0, @, and * are polynomials of order p, q, P and Q respectively. That is:
s(5°)=1-28" 5% - _2 5"
' : - : equation 3
ol57)=1-05 -0 5 - -8 5¥ _
' : - i equation 4
where the @;, 6;, @; and the *; are constants such that the zeroes of the equations (1),
(2), (3) and (4) are all outside the unit circle for stationarity or invertibility respectively.
Equation (1) and (3) represent the autoregressive operator whereas equation (2) and (4)
represent the moving average operator.

Existence of a seasonal nature is often evident from the time plot. Moreover, for a
seasonal series the ACF or correlogram exhibits a spike at the seasonal lag. Box and
Jenkins (1976) and Madsen (2008) are a few authors that have written extensively on
such models. Knowledge of the theoretical properties of the models provides basis for
their identification and estimation, asserts Harrison.

4. RESULTS

The results have been divided into two parts:

4.1. ARIMA’s model results. Development and modeling of supply for food
tourism Cérdoba

With the information obtained from the Tourism Observatory of Cérdoba and the
Institute of Andalusia we have tried to model the behavior of the evolution of tourism
through the Box Jenkins methodology, using multiplicative seasonal ARIMA models.
The sample period used was January 2007 to December 2015.
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Figure 1: Development of gastronomic tourism in Cérdoba
(January 2007- December 2015, number of tourists)
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As it is shown in Figure 1, the value "number of gastronomic tourists™ is seasonal with
a slight upward trend. May is the busiest month and December has the lowest demand.
Out of all the given years, 2009 was the worst year in the last decade for tourism in
Coérdoba, while the year 2011, during the economic crisis in Spain, tourism grew
slowly, being the revitalizing engine of this city, offsetting job losses of one of its most
important sectors which is the jewelry industry.

There are no forecast demand studies for food tourism in the province of Cérdoba; this
is the novelty of this research. To carry out this research we have obtained monthly
information for the last eight years of the tourist who was interested in gastronomic
tourism in this province (data from Observatorio Turistico de Cérdoba). To model
these values, the Box Jenkins methodology was used to design a seasonal ARIMA
model. A variable is studied as a function of its past values.

®(B) §(B) (1-B) (1-B)°'Y% = O(B) 0(B) &

The demand for food tourism in Cérdoba is a variable with a variance trend, which has
been corrected with the Box-Cox transformation A = 0 and average and trend cycle
have been corrected with a differentiation medium and cyclic.

It is the estimated monthly forecast model that gastronomic tourism demands in

Cordoba an ARIMA (0, 1,1) (4, 0, 0)y,
(1-0.945988B"2) (1 —B)* Tourist’ = (1 -0.677043B)a;
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Table 2: ARIMA model forecasting gastronomic tourism demand

Dependent Variable: D(INTOURIST,1)

Method: Least Squares

Variable Coefficient Std. Error t-Statistic Prob.
AR(12) 0.945988 0.032953 28.70745 0.0000
MA(1) -0.677043 0.076332 -8.869659 0.0000
R-squared 0.870084 Mean dependent var 0.005327
Adjusted R-squared 0.868687 S.D. dependent var 0.209217
S.E. of regression 0.075814 Akaike info criterion -2.300237
Sum squared resid 0.534544 Schwarz criterion -2.246471
Log likelihood 111.2612 Hannan-Quinn criter. -2.278511
Heteroskedasticity Test: ARCH
F-statistic 0.282395 Prob. F(1,92) 0.5964
Obs*R-squared 0.287651 Prob. Chi-Square(1) 0.5917
Source: Authors
Table 3: Gastronomic Tourism demand forecast 2016
2015 2016 o

(Real data) (estimate data) Variation
February 16,269 16,487 A 1.33%
March 21,012 21,356 A 1.63%
April 29,835 31,934 A 7.03%
May 30,369 31,578 A 3.98%
June 23,967 24,456 A 2.04%

Source: Authors
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This model predicted a demand of 16,487 gastronomic tourists for February 2016,
21,356 for March, 31,934 tourists in April, 31,578 in May and 24,456 in June. All of
them are slightly higher than the previous year, indicating that culinary tourism is a
modality boom and the province of Cérdoba has a strong attractiveness for its cuisine
and products from designation of origin. Being one of the most valued services in the
last five years, the average satisfaction had a value of 8 according to the Tourism
Observatory of Cérdoba.

There is a growing trend of gastronomic tourism since the predictions are all still
growing. April had a greater increment (7.03%).

4.2. Survey offers results

We have tried to analyze “the implication of Cérdoba’s city cuisine in tourist areas,”
with touristic products such as gastronomic routes, products under protected
denomination of the province, and local products. A survey was carried out to analyze
elements such as the promotion, restaurateurs' knowledge or training.

There are no studies of the gastronomic supply in Cérdoba, (Lopez- Guzman &
Sanchez, 2012). However, there is plenty of research on the demand for food tourism
based on raw materials (oleo-tourism: Millan et al, 2011, wine: Lopez - Guzman et al
(2009)

A univariate and bivariate analysis has been carried out with the questionnaires.
According to table four, the results are:

1. Number of employees. The restaurant and hospitality companies in Cérdoba are
characterized as being small companies. 48.7% have 1-4 employees, 42.86% have
5-9 employees and only 8.57% have more than 10 employees.

2. According to level of education. The workers have basic or elementary education
(62.85%), being the level of education very low.

3. Investment in workers training. 5.88% indicates that they are continuously being
trained, 88.24% occasionally and 5.88% never. This question was linked to the
previous question, highlighting the low training level of workers and little worry of
the owner to train the workers.

4. State of gastronomic tourism: 68.57% of employers considered the situation to be
good, 28.57% regular and 2.86% bad. Those who rank the situation as bad are
restaurants whose menus do not include products with PDO and do not consider
that quality products will be able to increase their number of customers and
conversely, they think that if they were to include PDO products, they would raise
their prices.

5. On the establishment's menu: do you name or refer your dish to designation of
origin of the province? 26.47% in all dishes, 44.12% in some dishes, 29.41% in
none of them.

6. According to the biggest barrier to the development of a gastronomic tourism route
in the province, 51.43% of managers indicate that the main trouble is the lack of
coordination between different public administrations. They argue this through the
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10.

11.

12.

example that the visitor center has been closed for several years upon being built,
because there has been no agreement among the local administration, which
belongs to one political party, and the central administration which belongs to
another political party. This situation is taking place even though it was built as an
improvement for tourism in the city. Just 8.57% think it is due to lack of initiative
of the local private sector.

On the menu it lists the dishes using the origin of the raw material. Most of the
restaurants and hotels (82.86%) refer the place of origin of the raw material which
is considered as an additional value to the dish and motivates tourists to consume
and value it.

If a tourist is questioned about places to visit: would you recommend gastronomic
routes in the province of Cérdoba? 42.86% of respondents answered positively,
being this a major promotion, because if the visitor likes the gastronomic dish (due
to a good elaboration, presentation or good service), the tourist will be more
motivated to know the origin of the raw material, linking the city with the rural
area where it is produced or manufactured.

11.4% is local tourism; the rest is national and international tourism, mostly
traveling in a group, organized by tour operators.

44.22% of employers affirm they participate actively in decision-making and in the
territorial planning of their area and the most common way is through business
associations which represents 35.29%.

From the bivariate analysis, we obtain the existence of an association between
values related to the opinions as to whether it is a good idea to sell the use of
products under the PDO or PGI from Coérdoba and if it is the norm of the
gastronomic tourism in the zone. The statistic x2= 11,606 (p-value= 0.003), results
show that if the product is under a designation of origin, the tourist will appreciate
the product more and, therefore, the situation of gastronomic tourism will improve
in Cordoba.

There is a relationship between the variables when referring to the inclusion of the
restaurant on a gastronomic route within the province in order to increase the
attractiveness of the restaurant and the variable recommends gastronomic routes
across Cordoba’s province. The statistic y 2 = 11,878 (p-value = 0.018), if the
employer is part of a route or if they want to be part of one, they are more likely to
recommend it because they are more conscious of the fact that a gastronomic route
attracts more customers by "word of mouth" or creates a loyal tourism sector that
may repeat the experience.

As the presented results show, the interviewed managers’ commitment with the
implementation of a strategic marketing plan for the gastronomic product is not strong
enough and must be enhanced. However, the quality and image contribute to the
possibility of it becoming a source of income, but in practice only 31.43% of
respondents recognize that they put the name of the PDO in their menus.

Results show information about the company profile and workers' training. For
example, most SMEs, which are between one and nine workers, do not invest
economic resources in training staff even if they know about gastronomic routes and
DOP.
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Table 4: Univariate results of the survey near here

Question Percentage
1-4 employees 48.57%
Number of Employees 5-9 employees 42.86%
more than 10 employees 8.57%
Uneducated 17.14%
Education Level Basic studies 45.71%
Higher education 37.14%
Permanent training 5.88%
Investment in Training Occasionally 88.24%
Never 5.88%
Own website 2.94%
Commercial brochures 2.94%
Travel agencies 0.00%
Fairs, exhibitions, etc. 2.94%
Ways of advertising Press releases, media relations, etc. 0.00%
Other (specify) / Journals / designation 8.82%
of origin / Chamber of Commerce / 82.35%
Social Networks /...................
Two or more ways to promote
L L Good 68.57%
Current situation of food tourism in Bad 2.86%
the area Regular 28.57%
On the establishment’s menu: names On all dishes 26.47%
or refers to designation of origin of Some dishes 44.12%
the province? No dishes 29.41%
Have you received some training?

Their room and kitchen staff knows Continuously 25.71%
the concept of designation of Occasionally 51.43%
origin and the province of its Never 22.86%

products
Do you have a distinct and clear
offering of dishes inside your Yes 71.43%
gastronomic supply dedicated to No 28.57%
Cérdoba?
men, 4o you take products rom he Yes B2.86%
' No 17.14%

province into account?
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Question Percentage
Do you think it is beneficial to sell
products under the PDO or PGl in \’(\Ies 82.86%
. 0 17.14%
Cérdoba?
What do you think of products’ High 58.82%
prices under PDO in the province of Medium 41.18%
Cordoba? Low 0.00%
I find them easily 79.41%
Regarding the ease of purchasing I have trouble finding a good supplier 17.65%
products protected under DOP or delivery service. 2.94%
| have no ease of purchase
If a tourist asks for places to visit:
does the establishment recommend Yes 42.86%
doing a gastronomic route in the Sometimes 37.14%
province of Cordoba? Never 20.00%
Foreign 22.86%
Where is the origin of most of their National 17.14%
customers? Local 11.43%
Either foreign or national 48.57%
What is the biggest barrier to the Uncoordinated actions between 51.43%
development of the area in the field different public administrations.
of gastronomic tourism route in the Disinterest of public bodies 40.00%
province? Lack of private local initiative 8.57%
Other 0.00%
Yes. How? 44.22%
Business associations 35.29%
o . . Cooperatives 5.88%
Do you participate actlvgly in Commonwealth 2 94%
decision-making and territorial CcIT 0.00%
planning in your area? Town Hall 0.00%
Rural Development Group 0.00%
No 55.88%
How do you assess the attractiveness High 65'712/0
of local products to attract tourists? Medium 31.43%
Low 2.86%
How would you assess the |nclu5|(_)n Very positive 31.43%
of your restaurant on a gastronomic L
tour of the province to attract tourism qumve 60.00%
Indifferent 8.57%

to the establishment?

Source: Authors
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Entrepreneurs generally favorably regard Gastronomic Routes for their businesses and,
in fact, they consider them very positive and include or link their facilities on
gastronomic routes of the province, although in price, products are in the range of
above average.

Promotion or marketing of the gastronomic routes in catering establishments is
performed: directly via staff or by the menu. Marketing via staff is recommended by
42.86% of respondents. Marketing via menu shows that most entrepreneurs do not
include designation of origin of products in their menus, showing a lack of direct
marketing by catering establishments.

CONCLUSIONS

From the results we can say that gastronomic tourism in Cordoba has great potential
because it shows a growing trend based on the results obtained in the ARIMA model,
in part because of the existing cuisine, which can be enjoyed in taverns, restaurants and
hotels but also as it can generate new jobs and create wealth in the city.

Regarding the research referring to the type of supply, it has been observed that the
operator or manager of catering establishments knows the gastronomic routes of
Cordoba’s province, designation of origin and products associated with them that give
name to PDO. They are aware that it is a good way to promote their establishment.
However, they do not employ resources to train their workers; they believe that
products that have designation of origin have a backed quality and they are a good way
to promote the menus of their establishments. However, they do not expressly market
such products so this is a loss of an opportunity to increase their business and the local
products in the province of Cordoba.

Entrepreneurs generally favorably regard Gastronomic Routes for their businesses and,
in fact, they consider including or linking their facilities to gastronomic routes of the
province as something positive, although in price, products are in the high range on
average.

Gastronomic tourism as a new segment may favor Cérdoba by putting less pressure on
tourism, while creating greater sustainability, greater territorial integration and greater
profits in the territory, through food commodities and dishes, achieving the same
results according to Gomez et al. (2016).

Gastronomic tourism in the city of Coérdoba is a booming segment that complements
the distinctive architectural cultural tourism in this city (Corroborating studies in other
provinces as stated by Mazon et al. (2014) to Alicante and Mogollon et al (2015) for
Caceres). The varied cuisine of the city and the quality of the raw materials produced
makes the final product (gourmet dish) very appreciated by the tourists who savor it.
The strategies that unite synergies between restaurants (final product) and the province
(raw materials) can be achieved through the union of synergies, networks of
gastronomic routes and by giving value to these products; a vision that is shared by a
part of the entrepreneurs of Cordoba. The support and coordination of all stakeholders
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is necessary: the business side and the local and regional authorities that have an
important position in Cordoba.
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