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In the beginning was the cheese...

~FOOD, TOURISM

NO O —

TOURISTS . /LOW INTEREST/ NO
\_~ INTERES]

s/

RURAL/ URBAN 7

¢ g visiting a famillar
restavrant while vou

TOURISM // are travelling because
——s y yvou have to et
/
-y . : “LOW INTEREST
AN \
,(,l l‘l \:(‘ \./ c.g. visthing a local
TOURISM / \\ market. food festival
/

winery, or restauram

/,«/ because it s
7 something different”
MODERATE
S——— / INTERES]
\\_ /_,/ ¢.g visiting a local
GASTRONOMIC X market . festival
TOURISM /’/ \\ restaurant of winery once

= / vou have arrived at a
A L F 0 L D r \ destination as part of &

wider range of lifestyle

7 activites
rd
N GOURMET
TOURISM HIGH INTEREST: ¢.2 travelling to a
/ destination with the primary motive
/ being to visit a specilic restaurant,
/ market or winery. All or nearly all
/ tounst activities are food related

PRIMARY SECONDARY SUBSIDIARY TO OTHER

INTERESTS




N\

...we |later became the face of artisan cheese
events and cheese tourism in Hungary
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Article | Full-text available \

Theoretical framework
of cheese tourism

Cheese tourism in a World Heritage Site: Vall de Boi
(Catalan Pyrenees)

October 2015 - European Journal of Tourism Research 11:87-101
DOI: 10.54055/ejtr.v11i.196
License - CC BY 4.0

Francesc Fusté-Forne
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The cheese tourism wheel

Farm and/or
production visits

Demonstrations
and tastings

Festivals ]
Thematic routes

(touristic and/or

Travel agencies, Tourist S

offices, Marketing

SITEIAEIIOE Direct selling

Souvenirs (food and
non-food) Indirect

Usein selling
restaurants

based on Fusté-Forné (2015)
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Introducing the Digital System

Hungarian-
developed,
operating for 4
years

Unique in Europe

Goals: objectivity,
sustainability, data
collection

Combining artisanal
traditions with digital
tools
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Pontszam: 36/40
Bira o ) ) _ :
izhibas enyhén savanyu jellegzetesen tiszta
Kat
« Teh éretlen kissé Ores, jellegtelen aromas, zamatos
e Feh
keserd kissé sotlan v. sos kellemesen sos
Ter
Feh émelyitd kissé csipds kellemesen pikans
kés
Kati élesztos kissé pikans
tisztatalan élesztos
A] enyhén kesernyés
Megjegyzés:
A
Osszbenyomas:
A leirdsanak tokéletesen megfelel, valdban egy szerethetd, kellemes termék. Tiszta izd, nagyon kicsit sétlan. Kellemes aromak, és valéban, a klasszikus camemberthez képest
- visszafogottabb aroma
A

Osszpontszam:
92




@

1 Cheesemakers vs. Cheese Judges: Insights
from Parallel Surveys

Cheesemakers (n=38) * Cheese Judges (n=27)

- Mostly small-scale, * Strongly Budapest/Pest-
71% solo craft based (67%)

workshops e Mostly recent

Balanced experience certifications (2022-25)
(0-2 yrs to >10 yrs) * Focus: evaluation,
Focus: production, gastronomy

livelihood
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Roles at Events

 Cheesemakers:
mostly visitors &
competitors; rarely
sellers (71% never
sell)

e Judges: mostly
attend as judges;
many repeat at
flagship events

* |mplication:

Programs must serve

both producer

learning and judging

standardization
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Motivations

 Cheesemakers: professional
development, feedback,
modest marketing

e Judges: establishing
standards, consistent scoring,
gastronomic refinement

* Implication: Dual-track
professional days (practical
workshops + judge seminars)




Travel & Costs

Cheesemakers

Own car (84%),
flexibility for product
transport

100-300 km
domestically; steep
drop abroad

Highly cost-sensitive

Judges

Shuttle buses attractive
(37%), cars (33%)

100—-300 km domestically

More flexible with
organized logistics
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Marketing & Awards

e Both agree awards build consumer trust (~70—
75%)

 Cheesemakers underuse awards (only 24% active)

e Judges highlight potential

* Marketing: producers rely on Facebook (63%);
18% websites; 31% no channels

* Implication: Provide PR kits & training on award
marketing



Technology & Feedback

e Judges: need mobile-first features (logbook,
thresholds, edit)

 Cheesemakers: need transparent,
constructive, usable feedback

* |Implication: Develop software that serves
both sides (workflow + digestible reports)



Shared Ground (Consensus)

1. Professional days highly valued
2. Practical, hands-on content is key

3. Awards need stronger post-event

communication

4. Costs/logistics are critical




Geography: urban judges vs. rural producers
— outreach & rotating venues

Roles: producers rarely sell vs. judges actively
judge - shared stalls/logistics help

Marketing: producers lack tools vs. judges see
potential - PR kits/training

Feedback: producers want constructive tone
vs. judges focus on detail - feedback training
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Recommendations

* Regional outreach & inclusion

* Dual-track event design

* Cost/logistics support packages

* Unified post-win communication kits
e Judge 'soft skills' training
 Enhanced judging software

* Fairer competition categories

e Stronger post-event media strategy
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Marketing Recommendations for Cheesemakers
and Cheese Competition Organizers

Strategic Communication
of Competition Results
Unified “Hungarian
Artisan Cheese” Brand
ldentity

Strengthening Digital
Presence

Events as Experience-
Based Marketing

Nationwide Campaigns

Consumer Education and
Storytelling
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