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your restaurant, menus and promotions. Also you can take the visitors to your site, invite them to

participate in social networks and subscribe to the newsletter.

Dynamic Digital Menus. “Smart” digital menus that are projected to replace paper menus
over the next few years. Each restaurant visitor is offered to choose dishes and directly contact the
waiter using a tablet. The visitor can see the total cost of the order and the calorie content of the
dishes. If something does not suit you, you can easily remove it and choose something else before
serving the dish. One digital ordering company, “Menuvative”, uses an algorithm that will offer
wine pairings based on the food guests order. This intuitive technology has increased guests” orders
up to 10 percent.

Amazon tries food service. The online giant is beginning to play for the foodservice
industry. Its Amazon Fresh grocery delivery network is competing in the meal kit world, and
Amazon Prime now offers third-party delivery from restaurants in 17 states. In addition, the
Amazon Go concept, launched in test in Seattle in December, is offering a convenience store-QSR
hybrid that serves chef-made breakfasts, lunches and dinners along with select groceries in a high-
tech format where checkout lines and cashiers aren’t necessary. Instead, it’s using smartphone
technology to track what’s taken from the shelves and charging orders to a virtual cart.

Conclusion

Restaurant technologies are improving, and businesses who want to compete will have to
start offering customers innovations like mobile apps, personalized loyalty programs and online
ordering. The benefit of this technology will be better customer experiences, leading to better
customer retention. Not only customers will profit, but restaurants can also save costs down with

technology platforms that help to manage the work more efficiently.
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VISITORS' PROFILE IN GASTRONOMIC EVENTS AT A FORMER EUROPEAN
REGION OF GASTRONOMY: THE CASE OF THE MINHO REGION (PORTUGAL)

Abstract

This study refers to a study market conducted in the Master Program in Innovative Tourism
Development at the Polytechnic Institute of Viana do Castelo namely to the visitor’s profile of three
gastronomic events in the Alto Minho Region (Portugal), more precisely at the municipalities of
Ponte de Lima, Valen¢a and Viana do Castelo. Minho (which includes Alto Minho) was nominated
us European Region of Gastronomy in 2016. This fact served as main motivator for the realization
of this study, which intended to audit if this classification was perceived by the visitors of
gastronomic events and to identify the consumption behavior of the gastronomic visitors.The main
conclusions revealed that the brand Minho European Region of Gastronomy 2016 should renew its
strategies of marketing and communication; that the majority of the attendants reside within Minho
region; and that one of the most famous local gastronomy products (Sarrabulhorice) is still the most
acclaimed dish in the region. Also, it was manifested, during this study, the necessity of
implementing and improving systems of market research and data intelligence to ameliorate the
operational and marketing aspects of the gastronomic events in Minho, in order to perfect the
cexperience of participants, both locals and visitors.

Background

Gastronomy has been contemplated as an essential element of the cultural and touristic offer
in Portugal. The most recent strategic document for Portugal’s tourism identify gastronomy as
“qualifier asset”, improving the experience of visitors (Turismo de Portugal, LP.; 2016). It is also
considered to be an essential and strategic element for the Minho region. (Comissio de
Coordenagdo ¢ Desenvolvimento Regional do Norte; Governo de Portugal, n.d.). When Minho
submitted a candidacy for European Region of Gastronomy, it was stated that the regional
community is strongly proud of its own gastronomic culture, considering it to be a key-element to
attract visitors for the entire region, showing its “ancient necessity in using creativity, innovation
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and culture as a motor for regional development” (Consorcio Minho IN; nd). Since Minho is

acknowledged as a region of strong cultural ties, gifted with authentic folks, it is casily perceived
that tourism development stakeholders should capitalize strengths and opportunities that derive
from these endogenous realities.On a first instance, it can be considered that the classification of
Minho as European Region of Gastronomy 2016 was highly relevant for Minho and Portugal, due
to academic and other public interventions regarding the topic. Richards (2002 cited in Cardoso;
2013:44) stated 15 years ago that the Portuguese gastronomy has international relevance, not only
in terms of the offer for visitors and locals, but also on the transformational potential it has to
influence foreign gastronomies, as history as shown in the past. If a region intends to provide a
good touristic experience, it is becoming necessary to focus on the identity and cultural authenticity
of local communities (Morgan, 2006 cited in Cardoso; 2013:46). One of the best ways in doing so is
in creating and potentiating local gastronomic products (Mak et al, 2012 and Chang et al, 2011 cited
in Cardoso; 2013:46), in order to attract specific niche market segments and to obtain touristic
revenues (Kivela and Crotts, 2005 cited in Cardoso; 2013:46). As Oliveira stated, “gastronomy and
wine tourism can be a ‘tablet of salvation® for regions who could not compete in touristic terms,
despite acknowledging the importance of tourism for growth” (n.d.:14). It is unquestionable that
tourism has been growing in Portugal, in areas of an already big affluence. Nevertheless, the same
is verified in rural areas and non-primary destinations, such is the case of several locals in the
Minho regions, which reinforces the importance of these kind of studies.

Methodology

To discover if visitors were aware of Minho as European Region of Gastronomy and to
perceive their consumption behaviour, a questionnaire created by ATLAS (Association for Tourism
and Leisure Education and Research) was conducted. This questionnaire is a part of the Events
Monitoring Project/Event Scale proposed by ATLAS. In total, 223 questionnaires were conducted in
three events, over three different weekends in the past January: 23 questionnaires in Festa de Sdo
Silvestre (Viana do Castelo), 66 questionnaires in Festa dos Reis (Valenga) and 134 questionnaires
at the IX Feira do Porco e as Delicias do Sarrabulho (Ponte de Lima). A bigger emphasison the
analysis was given to the second part of the questionnaire due the pertinence of the questions
regarding the investigation problem. The software IBM SPSS v. 23 was used to manage the data
obtained.

Findingsand Conclusions
One of the main objectives was to discover if visitors were aware of Minho as European

Region of Gastronomy of 2016. Only 30,5 % of the respondents (68 individuals) knew about the
classification. Since the majority of respondents came from within the region (75,34 %) it is

corroborated that the marketing and communication approaches were not effective, taking these
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factors in consideration. Curiously, only 11 respondents had participated in activities related to the

European classification, while only 34 individuals (15,2 %) manifested the will in participating in
{uture gastronomic events.

One of the other aims was to determine the consumption behavior in gastronomic events. A
majority of respondents acquired local products (61 %) and the local verde wine (42,6 %) for local
consumption, while the same products (39,5 % and 24,7 %) were acquired to take home.

The research also confirmed Sarrabulho rice (made with pork, cow and chicken meats and
pork blood) as the favorite gastronomic product (for 40 %), followed by Rojdes (fried pork meat)
(13,8 %), codfish (11,8 %), kid (11,3 %) and other local dishes with less representative percentages.
On other hand, for the less favorite gastronomic products, just 49 individuals have responded.
Considering these 49 respondents, 34,7 % identified lamprey as the less favorite, followed by
16,3% for both Sarrabulho rice and octopus and 10,2 % for Rojoes.

Itis pertinent to state that trials at innovation should be carefully considered, in terms of
pricing and offering. The research shown that there is not a wide gap in average spending per
person and that the main local gastronomic products (mostly the Sarrabulho rice) indicating that
event organizers should maintain these standards.

The local gastronomy of Minho continues to be one of the main reasons for attendance at
cvents, but it was also shown that the availability of local products for attendants to take home is a
both a necessity and an opportunity for event’s organizers.
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