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The development of 
gastronomic tourism in 

Finland and Russia 
 

- The portrait of ”gastronomic tourist” 

- Recipe of the gastronomic product 

- Actions to increase food related tourism in 
Finland and Russia 

 The conclusions of presentation are results of a research carried out in the 
project Kalitka – the development of cross-border gastronomic tourism. 
 



The gastronomic product 

Customer-oriented 

food tourism product 
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Profiling the customer 

Sunday exursionists Sigthseers 

Art users 

Organized groups 

Companies  
Curious visitors 

Vips / exclusive guests 

Students 

”Specialist” associations 

Professional 
communicators 

”Non-spcialist” associations 

MULTI-INTEREST 
VISITORS 

EXPERTS 

NOVICES 

Ref. to Croce & Perri 2011 



Customer interest level  
and market potential 

Customer 
potential 

Lower 
interest in food based 
products / services 

Low interest or no interest 
at all, visit a familiar 
restaurant on the way 

Low interest eg a visit to a marketplace, 
winery or restaurant because it offers variety 

Moderate interest, such as visiting a 
restaurant and wine festivals as part of 
itinerary 

High interest, the primary reason for traveling. For 
example, a visit to a particular restaurant and winery. 
All or almost all activities are related to food 

Gourmet 

tourism 

Cuisine 

tourism 

Gastrononomic  

tourism 

Culinary  

tourism 

Rural / urban  

tourism 

Food is primary reason for 
traveling 

Food is secondary reason for 
traveling Ref. to Hall & Sharpless 2005, Havas, Adamsson & Slevers 

2015 



Food related tourism 
can increase, if… 

- Development of all tourism services supports also 
food tourism 

- Cooperation between local food producers, local 
tourism entrepreneurs and local events 

- Networks of local food producers 
- Compact network of entrepreneurs offering quality 

accommodation services 
- Well planned and varied food tourism routes 

 
 



Thank you. 
Cпасибо. 

Kiitos. 

Keijo Koskinen 
Karelia University of Applied Sciences 
Joensuu, Finland 

keijo.koskinen@karelia.fi 
+35850 310 9438 

 

Paavo Raappana 
Karelia University of Applied Sciences 
Joensuu, Finland 

paavo.raappana@karelia.fi 
+35850 465 9027 

@kalitkaproject /kalitkaproject 

mailto:keijo.koskinen@karelia.fi
mailto:Paavo.Raappana@Karelia.fi

