


TODAY’S AGENDA
From local ingredients to market-ready food tourism
• Erik Wolf, MA, CCTP, MCTP, Founder and Executive Director, World Food 

Travel Association 

Food tourism development in tourism networks
• Sari Kasvi, Project Manager, Travel industry internationalization, coaching 

and tourism marketing, BusinessOulu

Taste Estonia - Building a Strong Food Tourism Destination 
• Helina Andruškevitšus, Food Tourism Manager, Visit Estonia

DMO Visit Tallinn food sector support and development
• Hele Lõhmus, Tourism Development Project Manager, Visit Tallinn

Estonian Wine Trail: Developing a Unique Culinary Journey Across Estonia
• Gregor Alaküla, Owner, Valgejõe Veinivilla

Tartu County Food Region 2025: Showcasing Local Flavours and Innovation
• Karl Pajussaar, Chef and Owner, Gastronomist



From Local Ingredients to Market-Ready Food Tourism
Turning Assets into Revenue

Erik Wolf

Founder, Food Travel Industry

Executive Director, World Food Travel Association

www.WorldFoodTravel.org



• “Local food” is expected, not differentiating

• Visitors choose based on clarity, not quality

• The winners make food easy to understand and buy

THE MARKET REALITY  Most Destinations Are Not Competing on Food

Make your products & experiences easy to find & buy
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• Products exist

• Demand exists

• Demand does not always find the product

• Revenue is less than desired or expected

THE INVISIBLE PROBLEM  Strong Supply, Weak Conversion

Make your products & experiences easy to find & buy
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• Strong ingredients, weak or nonexistent packaging

• Local pride, unclear positioning

• Many actors, no orchestrator

• Experiences exist, but are not clearly defined or easy to buy

A GLOBAL PATTERN  Why Regions Underperform

Make your products & experiences easy to find & buy
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THE CRITICAL SHIFT  From Food Culture to Market System
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TODAY’S OFFER WHAT’S NEEDED



• What is it?

• Why here?

• How do I experience it?

• How do I book it?

DISCOVERABILITY IS KEY  If Visitors Cannot Understand It, They Will Not Buy It
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• Producers → supply authenticity

• Restaurants → interpret value

• Operators → package experiences

• DMOs → coordinate and enable

CONNECTING THE PIECES  Coordination Turns Supply into Revenue
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• No bundled experiences

• No clear routes or journeys

• No pricing logic

• No booking pathway

PACKAGING GAP  Unstructured Offers Cannot Scale
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CREDITS: OULU2026 & 
HARRI TARVAINEN



Visitor Cannot See the Difference
• Looks similar to everyday dining
• No clear signal of what makes it special

Value Is Not Explained
• Origin is unclear or invisible
• No story that connects product to place
• No reason to perceive higher worth

Decision Defaults to Price
• Visitor compares like-for-like
• Chooses convenience or lower cost

PREMIUM HAS A PROBLEM  It Only Works When The Visitor Understands Why
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CREDITS: OULU2026 & 
HARRI TARVAINEN



• Define 2–3 clear food themes

• Set minimum stakeholder participation standards

• Enable cross-sector packaging

• Ensure visibility and bookability

• Maintain for the long-term

HOW DMO’S CAN HELP  Focus on Systems, Not Campaigns
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If Nothing Changes …

What the Visitor Experiences
• Eats well, but does not recognize anything as unique
• No clear memory of place through food

What Happens in the Market
• Local food is treated like any other option
• Choices are made on convenience or price

What This Means for Businesses
• Premium products cannot command higher prices
• No competitive advantage
• Revenue potential is limited

STRATEGIC RISK  Without Structure Food is Consumed But Not Always Valued
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• Coordination beyond individual projects

• A shared framework for quality and positioning

• Continuity beyond funding cycles

• A system that connects all actors

THE MISSING LAYER  What Most Regions Still Lack
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• Long-term framework not a project

• Connects destinations, producers, 
experiences

• Turns disconnected efforts into a clear, 
unified offer for consumers/travelers

• Nationally, this can be implemented through 
an Alliance model



• Structure creates clarity

• Clarity creates confidence

• Confidence creates bookings

• Structure creates long-term value

FROM INGREDIENTS TO IDENTITY  Continuing the Conversation
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“The opportunity is not to promote what you have.
It is to organize it into something the market can 
understand and buy.”



SCAN TO GET IN TOUCH

Erik Wolf

Founder, Food Travel Industry

Executive Director, World Food Travel Association

www.WorldFoodTravel.org



Bothnian Coastal Route

WHERE THE SEA UNITES



Photo Fredrik Broman

Bothnian Coastal Route

• The runtime of the project:
1.1.2023–31.12.2025.

• The total budget is 2 712 677 EUR, whereof
1 763 241 EUR EU-funding via the Interreg 
Aurora programme.

• The rest of the funding comes from Finnish 
national and Swedish regional co-funding, 
from the Nordic Council of Ministers, and 
from municipal and private co-funding.
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Bothnian Coastal Route 
• The main objective of the project is to make 

the northern Finnish and Swedish coastline a 
well-known destination as a unique year-
round coastal route.

• Through the project, the Finnish and Swedish 
partners aim to increase the reasons for 
visiting the destinations along the route to 
discover their rich product range and create 
better conditions for sustainable growth.



What’s our
geography?
• Connecting 13 destinations to an attractive 

coastal travel route.

• The environmentally friendly ferry 

Aurora Botnia across the Kvarken strait 

connects it to a circle route.

• 835 km of coastal attractiveness.

• Good infrastructure with public transportation 
along coastal highway 
E4 and E8 with e-car charging stations.



Two Nordic 
countries together
• Rich in nature and culture with a common history.

• Two countries, two languages, two time zones, 
two currencies, two cultures.

• Sweden sunrise side and Finland sunset side.

• Nordic Kingdom vs Nordic Republic.

• HaparandaTornio twincity cross border culture.

Ferry to Holmön island, UMEÅ
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Thank you!
Sari Kasvi 

BusinessOulu

Project Manager

sari.kasvi@businessoulu.com

+358 40 724 9419

mailto:sari.kasvi@businessoulu.com


Taste Estonia - Building a Strong Food Tourism Destination 

Helina Andruškevitšus
Food Tourism Manager
Visit Estonia / Enterprise Estonia 



Visit Estonia role

+ marketing (B2C, B2B, PR)
+ competence centre
+ strategic developer



Partners

www.visitestonia.com

Visit Estonia 

associations

Destinations (7)

gates and carriers

Ministry of 
Economic Affairs 

and 
Communication

Businesses / service providers

http://www.visitestonia.com/


Visit Estonia. It’s about time

Brand Essence
Our Brand Essence distils our  

strategy into a few short words,  

capturing Estonia’s spellbinding  

ability to flex its space and time,  

so it’s tailored to the traveller.



Culture Scout Natural NomadFlavour Seeker
Finland
Sweden
Norway 

Germany 
UK

Latvia

Business tourism



+ Purpose: Estonia is a food tourism destination 
with a good price-quality ratio, valued among 
foreign visitors and the awareness of Estonian 
food experiences has increased. Food is one of 
the three reasons to travel to Estonia.

Action plan for food 
tourism



+ regional DMO system development and building strong Food 
Destinations together (culinary routes development)
+ collaboration drives innovation
+ every year new Estonia’s Culinary Region and strong focus on 
them – 2025 Tartu County 
+ MAD Academy study trips for restaurateurs 
+ focus 60% Tallinn and 40% rest of Estonia 
+ strong focus on marketing and communication – restaurants, 
events, small producers, culinary routes and experiences.
+ „Hooked on Estonia“ festival in Stockholm 
+ food innovation 
+ €10 million support scheme to help small and medium-sized 
enterprises with digitalization. 
+ Green Key

Activities

https://visitestonia.com/en/what-to-do/scoop-up-tastes-of-southern-estonia-where-every-bite-tells-a-story
https://visitestonia.com/en/what-to-do/the-tartu-county-culinary-region-offers-exciting-flavours-1
https://visitestonia.com/en/what-to-do/hooked-on-estonia-city-festival-may-23rd-in-stockholm


MICHELIN Guide Estonia 

+ Estonia has the most Michelin-recognized restaurants per capita in the regioon 

+ between 2022 and 2024, restaurants with MICHELIN recognition generated an estimated 
additional €10 million in revenue compared to the year before receiving the recognition

+ employment in MICHELIN restaurants has grown by 16% compared to the period before 
receiving the recognition

+ strong positive influence on brand Estonia

2022 2023 2024 2025

TOTAL 31 34 35 43 

One Star 2 1 1 1

Two Stars 0 1 1 1

Three Stars 0 0 0 0

Bib Gourmand 5 6 6 7

Green Star 2 2 3 3



Strengthening the image

Result: 
+ according to a study of target markets, at least 80% of visitors from 
neighbouring countries rate the price-quality ratio of the food 
experience as good and very good
+ 66% of visitors say that Estonia is a country worth travelling to for 
its food
+ visiting restaurants and enjoying food experiences is the top 
activity among international visitors to Estonia (68%).
+ food is one of the three reasons to travel to Estonia. 
+ visitors whose main motivation is restaurants and food experiences 
spend an average of €50 per day on dining . Also spend more on 
accommodation. 
+ among food tourists, a higher share travels in winter: 34% visited 
Estonia between December and March

Challenges: 
+ increase international awareness of Estonia as a culinary 
destination
+ strong but under-told food identity
+ seasonality and uneven visitor distribution
+ small producer limitations
+ increasing tax system and all the things happening in the World



succeeding
at change 
is our 
superpower



Hele, Lõhmus - Visit Tallinn 
Palun lisa oma slaidid (ENG) ja kasuta soovi 
korral oma põhja. 

7 min 

• Kindlasti lisa: practical tool, real-
world example, and shared 
inspiration for building a 
stronger food tourism identity 
and challenge

•















Gregor Alaküla
Valgejõe Veinivilla & Estonian Wine Trail



Myths

➢ Myth 1: Estonia does not have a long winemaking 
history

➢ ->First berry wine factories in 1920's (Põltsamaa and 
Luscher&Matiesen)

➢ Myth 2: Estonia is not a wine country 

➢ > Officially appointed to EU's wine-growing Zone A in 
2021, defining permitted varieties ja other rules



It’s a Network of wineries (23+2) which:
a) produce wine or fruit and berry wine from 
ingredients grown only in Estonia
b)host visitors

Joint events are: season opening in May and 
Põltamaa veinipäev in July/August



Routes 
and possibilities

+ Made with minimal budget

+ Initial offering was the map

+ 4-5 routes free to use – B2C, DMOs, tour operators

+ Rising international interest



Challenges

+ Wine offering to local restaurants – scepticism

+ Reputation and future > How to reach the stage of 
national pride?

+ Sustainability > of people and passionate leaders



Tartu County
Culinary region

Karl Pajussaar
Head chef of Tartu Culinary region



Karl Pajussaar
• Head chef of Tartu Culinary region

• More than 12 years fine dining experience
• Member of Head Chefs Association of Estonia

• 2024 bronze medal of Chef of the Year 
competition in Estonia

• Participant of Master Chef Professionals 
Estonia

• Chef de cuisine of Gastronomist Restaurant –
Casual fine dining

• Creator of Chefs Table in Era Villa – 6-9 course 
tasting menu concept



Food Network

• Our rural-urban food network 
currently involves more than 180 
different companies and 
organisations from our region, 
including primary producers, food 
processors, caterers from private 
and public sector, tourism and 
accommodation service providers, 
cultural organizers, retailers, local 
governments, universities and 
development agencies.

• One urban and seven rural 
municipalities

• More than 150 000 inhabitants





Map of the Culinary region



Challenges

• What is our food heritage?

• How can we get different groups to work together 
(Municipality, Restaurants, Food producers, Universities, 
Public Schools)

• How can we create a clear message to tourists about 
what are our values as a Food Region



Objectives of the Culinary region



Tartu County is a well-known 
food region in Estonia and 
Europe

• Valuing local produce

• Innovation

• Cooperation and co-
creation

• Uniqueness and diversity

• A food(ie) destination!



Promoting food history, culture, and 
education, and raising awareness

• Introducing and utilizing Tartu 
County’s food heritage and 
culinary history

• Supporting the mental and 
physical health of children and 
youth through modernized 
catering arrangements

• Introducing the flavours of Tartu 
County through workshops and 
trainings



Ajast aega

Legendary ingredient in Tartu area. 
Northern Pike nicknamed “Tartu havi”.

Tartu havi







Recent international award

• The restaurant month “Tasty Tartu” 
won first place in the European 
Cultural Tourism Awards in the 
category “Wine and Gastronomy 
Tourism based on eno-culinary 
heritage preservation”



Recent international award

• Tartu was declared the best foreign 
food destination in 2025 at the 
international tourism fair TTG 
Travel Experience



Main achievements

A comprehensive study of the food history of Tartumaa has been completed

Special menus of Tartumaa flavours have been developed

A web collection of recipes of Tartumaa flavours has been completed

Tartumaa taste competitions were held and Tartumaa apple pie masters were 
chosen

Cooperation was started with the retail chain COOP, where the bearers of 
„Tartumaine toit “label were introduced



Main achievements of Estonian Culinary Region 2025

135 food and tourism events

150,000 participants/visitors local and tourists

41 Tartumaa Taste Workshops

115 Tartumaa Food Recipes



Thank you!



Thank you!

Follow us @VisitEstonia, @VisitTallinn, 
@EstonianWineTrail, @Estonia’sCulinary RegionTartu
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Helina Andruškevitšus, 
Helina.Andruskevitsus@eis.ee
Hele Lõhmus, hele.lohmus@tallinnlv.ee
Gregor Alaküla gregoraa@gmail.com
Karl Pajussaar karl.pajussaar@gmail.com

http://www.visitestonia.com/
https://www.visittallinn.ee/
https://veinitee.ee/en/
https://visittartu.com/culinary-region/
https://visittartu.com/culinary-region/
https://visittartu.com/culinary-region/
mailto:Helina.Andruskevitsus@eis.ee
mailto:elina.Andruskevitsus@eis.ee
mailto:hele.lohmus@tallinnlv.ee
mailto:gregoraa@gmail.com
mailto:karl.pajussaar@gmail.com


• Private LinkedIn group

• For professionals

• Neutral, non-profit community

• Network, share, collaborate

https://www.linkedin.com/groups/14620603/

https://www.linkedin.com/groups/14620603/


In cooperation

ARE YOU OUR NEXT 
SPEAKER?

 
NEED MORE 

INFORMATION?

Anna Rinteinen
+358 43 827 3703
anna.rinteinen@mkn.fi 
https://www.linkedin.com/in/annarinteinen/

mailto:anna.rinteinen@mkn.fi
https://www.linkedin.com/in/annarinteinen/
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