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Abstract: The aim of the article is to present the culinary heritage of Lower Silesia. The quantitative and qualitative analysis of the culinary
tourism offer of 2014-2017 was performed on the basis of available source materials. It also presents the offer of regional products and award -
winning manufacturers and producers. Additionally, it indicates institutions responsible for promotion. The research shows that culinary tourism
in Lower Silesia is characterized by high potential, which is evidenced by the growing number of culinary events. However, over 100 regularly
organized events, numerous regional products and producers require support as well as efficient and effective promotion. The measures taken by
local and regional institutions are still insufficient. Despite the rich offer, only a few events capture wider public awareness. There are also few
events of international significance. The same applies to the producers of traditional regional products and the products themselves. The number
of Lower Silesian entities belonging to the European Culinary Heritage Network is small (56). By analysing the system of nati onal and European
labels and protection of regional products, it can be noticed that the Lower Silesian producers have problems overcoming the complex EU
procedural obstacles. Although 48 Lower Silesian products are included on the "List of Traditional Products" of the Ministry of Agriculture and
Rural Development, only one of them can boast of an EU certificate.
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INTRODUCTION

Culinary tourism is an important component of cultural tourism. It plays an important role in promoting the region and shaping its
image, as well as in stimulating local entrepreneurship and community integration. Culinary tourism is often associated with a specific
historical or ethnographic region. It has become one of the leading segments of cultural tourism in recent years. Lower Silesia region,
which is the subject of this paper, is located in the south-western part of Poland. The present Lower Silesian cuisine was shaped mainly
after 1945, when a substantial part of the population was resettled on an unprecedented scale. After the Second World War, the
inhabitants of the former borderland areas of Lviv, Tarnopol, Stanistawow, Polesie, Nowogrodek and Vilnius settled the so-called
recovered territories, including the current Lower Silesian province. As part of the same operation, the ethnic groups of Lemkos and
Boykos were also displaced from their traditional lands in south-eastern Poland. A large group of those who then came to Lower Silesia
were settlers from central, northern and eastern Poland. The discussed area was also inhabited by post-war Polish re-emigrants from
Yugoslavia, Romanian Bukovina, France and Belgium. In 1947-1948, Lower Silesian towns became home for Greek emigrants
(Szczepankiewicz-Battek, 2014). Each group brought their customs, rituals, clothes, language, as well as culinary culture to Lower
Silesia. In this cultural melting pot, a cuisine that is unique, heterogeneous, highly diverse and rich in flavours has been created. The
richness and diversity of Lower Silesian flavours is a unique culinary attraction of the region and an incentive for tourists to explore
Lower Silesia. The diversity of the cultural heritage, especially culinary, of the discussed region is worth further presentation and
analysis, hence the aim of the article is to describe the culinary heritage of Lower Silesia and to indicate culinary tourism as one of the
elements of the region's promotion. The research which the article is based on was conducted in the years 2014-2017.

MATERIAL AND METHODS

One of the first definitions of culinary tourism was proposed by Long (2004). In her opinion, culinary tourism includes "intentional,
cognitive participation in learning about eating patterns, participation in consumption, preparation and presentation of food, exploration of
culinary and nutritional styles, and eating in a way differing from one’s native ways" (Kordowska et al., 2013). In Long’s perspective,
culinary tourism pursues new culinary experiences, assigned to different regions. Currently, culinary tourism covers a wide range of aspects
from culinary trails, to cookery classes, tasting of dishes in restaurants, to specialist literature in the form of cookbooks, cuisine guidebooks
or new recipes. Culinary tourism focuses on tasting new dishes, as well as education in the cuisine of a given region or country (Long, 2004).

Wolf (2001) was also one of the first authors of the definition of culinary tourism, which he described as: "(....) travelling to find and
taste ready meals and drinks" (Durydiwka, 2013). Plebanczyk (2013) distinguishes different variants of culinary tourism:

- gastronomic tourism, aimed mainly at reaching places where unique food of interest is served, e.g. restaurants;

- food tourism understood as travelling in order to visit food fairs, producers and festivals in search of flavours, tasting and buying products;

- culinary tourism, as the broadest category, including the two above concepts, and also closely related to cultural tourism and culinary
heritage. This type of travelling also aims to explore local cuisine with its recipes, participate in the preparation of dishes, but also to learn
about local traditions and culinary habits.

Matlovi¢ova and Pompua (2013), on the other hand, list three distinct forms of culinary tourism where food is the primary focus of
tourists’ attention: gourmet, gastronomic and cuisine tourism. On a scale of degree of interest and sophistication of tourists and their tastes,
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first comes gourmet tourism, mainly aimed at those seeking high-quality luxury food and food specialities and willing to travel because of
them. The next is gastronomic tourism practised by a larger proportion of tourists looking for quality, status and prestige but willing to accept
a wider range of gastronomic products. The third type of culinary tourism, cuisine tourism, is defined by tourists’ wish to explore and taste
local culinary specialities by visiting farmer markets, fairs, or gastronomic festivals and other events focused on specific food products or
gastronomy offered by a given area (Matlovi¢ova and Pompua, 2013). Therefore, culinary tourism is often combined in professional
literature with broadly understood cultural tourism. In the opinions of many authors, culinary tourism is part of the cultural tourism in a
broad sense. Cultural determinants significantly shape culinary traditions and nutrition cultures (Kowalczyk, 2008). Many tourists choose
regions that are rich in culinary heritage. By eating new dishes, or experiencing a broadly understood culture of eating, tourists discover
different flavours. Visiting places of this type provides tourists with knowledge about the attractiveness of the region, its traditions and social
changes that have occurred over the centuries. Participation in such trips shapes culinary knowledge (Zuromskaité and Leisiené, 2014).

Kowalczyk (2016) defines culinary tourism as tourist trips, during which the tourist has the opportunity to taste dishes and drinks, visit
renowned food establishments, participate in gastronomic events, learn recipes and ways of preparing dishes, as well as the opportunity to
purchase products and ingredients necessary to prepare particular dishes. The definition also encompasses tourist visits to the regions and
towns that are noteworthy in the context of culinary traditions (Kowalczyk, 2016). Jedrysiak (2008) also argues that culinary tourism is part
of cultural tourism. According to him, people undertaking this form of travelling seek not only culinary attractions, but also want to broaden
their knowledge. In the author's opinion, the attractiveness of a given region can be largely determined by the diversity of its cuisine and its
abiding by tradition in a broad sense. Culinary tourism is now a very dynamically developing form of tourism. It is estimated that culinary
tourists account for about 15% of the world’s tourist traffic (Durydiwka, 2013). It is worth investigating the motives of culinary travel.
According to E. Wolf, these are: searching for "ordinary” food establishments, meetings with famous people from the world of cuisine
(restaurateurs, chefs), participation in cookery workshops or courses, or traveling along the so-called culinary routes (Durydiwka, 2013).

Similar elements are taken into account by Ortowski and Wozniczko (2016). In their opinion, culinary motives cover a very wide range
of activities and places, but the most important of them include: participation in presentations and tastings of food products, visiting culinary
museums, travelling along tourist culinary trails, participation in festivals, feasts, fetes, events, culinary competitions, culinary trainings and
courses, as well as visits to restaurants, classified in gastronomic rankings, thematic taverns, inns, hostelries, auberges, wineries, places of
raw materials and culinary products processing, etc. (Ortowski and Wozniczko, 2016).

Also Tomczak (2013) indicates a number of tourist attractions awaiting a culinary tourist. The most important ones include:

— places where you can taste local products and regional dishes, including shops with regional produce or organic food, inns, taverns, etc.;
culinary events such as: culinary festivals, regional food markets, country fairs, tastings, culinary shows;
regional products and dishes;

— people engaging in traditional manufacture of regional products, processing food according to traditional technologies.

Culinary tourism has been widely covered in literature on the subject. These issues were undertaken in the works of Grebowiec (2010),
Krupa (2010); Widawski and Olesniewicz (2014); Duda-Seifert et al. (2016); Buczkowska-Gotabek (2017); Charzynski et al., (2017).
Regional cuisine of various regions of the world was of interest to Zuromskaité (2009); Matloviova and Pompura (2013); Matlovicova et
al. (2014); Dorocki and Stru$ (2015); Salanta et al. (2015); Benkhard and Halmai (2017); Jasinska et al. (2017); Privitera et al. (2018);
Kapsdorferova and Svikruhova (2019). The issues related to the promotion of culinary tourism have been dealt with by Boyne et al. (2003);
Meler and Cerovic (2003); Boyne and Hall (2004); Huang (2009); Batini¢ (2017); Yousafab and Xiuchenga (2018). Culinary tourism is now
a very dynamically developing form of tourism. It is estimated that culinary tourists account for about 15% of the world’s tourist traffic
(Durydiwka, 2013). The fascination with broadly understood culinary heritage, observed in recent years in the world and in Poland, can even
be seen as a fashion trend, which is related to the social demand for this topic (Tomczyk-Miczka, 2011). According to Wozniczko et al.
(2015) culinary tourism is one of the most important segments of tourism. Based on the review and selection of mass data and source materials, a
quantitative and qualitative analysis of the offer of regional culinary tourism was performed. Among the applied methods of quantitative analyses
(Denzin and Lincoln, 2009) an important part was the inventory of culinary events organised regularly in the Lower Silesia Province
(Voivodeship) in 2014-2017 (Lower Silesia Culinary Events Calendar 2014-2017). The inventory was taken on the basis of source materials
obtained from local government units of Lower Silesia (Marshal's Office, country offices (poviat starosty) and commune offices), local and
regional tourist organisations and associations such as: country housewives club, educational farms network. The research was supplemented
with conclusions from observations carried out during field research - 26 events, held regularly, were visited. During the field research, one of
the methods of qualitative analysis was used, i.e. free-form interviews with the organisers of culinary tourism events. The methodology of
the free-form interview is defined in-depth by Mayntz et al. (1985); Frankford-Nachmias and Nachmias (2001); Oppenheim (2004).

On the basis of data from the List of traditional products published by the Ministry of Agriculture and Rural Development
(https:/lwww.gov.pl/web/rolnictwol/lista-produktow-tradycyjnych), traditional Lower Silesian products entered on the nationwide list of
traditional products were compiled. Producers of regional products who were awarded prizes in prestigious culinary competitions organised
in 2014-2020 were also listed. The study also indicates institutions responsible for promoting this form of tourism. The activities of such
institutions and organizations as: the European Network of Regional Culinary Heritage, the Marshal's Office of the Lower Silesian Province,
the Lower Silesian Agricultural Advisory Centre, the Agricultural Market Agency, the Lower Silesian Tourist Organization, the Polish
Chamber of Regional and Local Products as well as regional associations and foundations and local action groups were analysed.

The material presented in the article is a result of qualitative and quantitative research performed in the years 2014-2017 in Lower Silesia.
As observed by Denzin and Lincoln (2009), “qualitative researches conduct studies in the natural environment, trying to capture sense or
interpret phenomena applying terms used by the surveyed people”. The research methodology of this study was selected for the purpose of
accomplishing the aim of this article. The authors made use of methods of scientific literature analysis, secondary data obtained from different
institutions, participant observation methods, as well as interviews conducted with participants of selected events of culinary character.

RESULTS AND DISCUSION

One of the key motivational factors of culinary tourism for tourists is perceiving it as part of cultural heritage of a touri st destination;
as the connection between the past and the present through preserved tangible and intangible relics of culture — food and its variations
(Matlovi¢ova and Huséarova, 2017). Having discussed the motives of tourism, it is worth presenting and evaluating the tourist offer of the
Lower Silesian province. Over 100 regularly held events provide an opportunity to get acquainted with the culinary heritage of Lower
Silesia. These are: country fetes, food fairs and markets, culinary festivals and feasts, picnics, competitions, gastronomic exhibitions,
demonstrations of traditional food production and master chef championships (Figure 1). They feature the traditions of the region, but
also foster the integration of the local community and the accumulation of experience.

227


https://www.sciencedirect.com/science/article/abs/pii/S0261517718300827?via%3Dihub#!

Aneta MAREK, Anna WISNIEWSKA

Gu'u.m
-
Gawﬂnyﬂh Jarzmanowa
b
. ; Jemielne
@ Ostasiiw . Ruda Mili
Praembdw . Imigrodzka @
b3
i L ]
Zamek Sabin WInskD  Bizlawy Mate
Kliczkéw  Lipiany L Wszemirdw
Viglinige, * @ Rasziwka g YR o R+ e Feastda
- *
Piafish Bglustawio o e y
Nowagredziecll Eu;ejnurice Zamik— Nowd Wies (s}borr?ik:i Oleénica c fai
M|“6'ﬂ'- @ Grodzioc Legnicka Leonichle M-lgclz:a laskie Dhugoieka | cuntry fair
. oiCiszdw ) u bl & .$| b il
Lubat Nowy Koéci6l -~ pidiramice froda Slaska , @S * P K®yiddizsw +  Festival
. x @ Jawar
Smnmwa.mfslﬁwat.,;“mj“ e L I ket
Boghtynia . Nwawgé ®Balkawice ocal marke
- .Ialenla;gzra Wieka @Bofkaw # Sirzegom
. ®Lomnica StareBogaczowice p Marcinowice 4  Fete
Szilzrska Kamienna Borawno oidnka -
P iy oS . %88 aorion 3N «  Culinary compefition
OGUSZOWA :
EGNE’E Jed |nn.- * - .Q‘Nlemcm . -
he-r;n_.skn Zeird). Walim Wostawics™ | iapiowady »  Exhibition of feasting tables
Lol Srebrna Zabkowice
gcinawka coram "W % Other
rednia XH»
WEn?h ArEYCE N Bardo
1L
><.I‘{ul:lclwan X
Zdrdj Klodzko
N
Giarbmlii
*
Marianawka
1} 20 40 km
b0 200 km 1

Figure 1. Inventory of regular culinary events in Lower Silesia in 2014-2017 (based on own research)

The unflagging interest of tourists led to an increase in the number of culinary events organized in the province of Lower Silesia in 2014-
2017 from 104 in 2014 to 157 in 2017 (Table 1).

Table 1. Number of Lower Silesian culinary events in the years 2014-2017 (based on data from The Lower Silesia Culinary Events Calendar of 2014-2017)

Year Feast day Cofur_nry Festival Local Fete Culln.’_ar_y EXh!b'tlon of Other* Total
air mar ket competition feasting tables

2014 32 20 19 3 5 7 6 12 104

2015 33 25 22 5 4 8 6 45 148

2016 34 24 26 2 5 3 2 51 146

2017 33 25 29 3 4 7 5 51 157

*including picnics, fetes, fairs, workshops

Country fairs, feasts and festivals dominated in the structure of culinary events. Many events have become permanent landmarks in the
Lower Silesian cultural landscape, including the Festivals of: Milicz Carp, Flour in Wroctaw, Cucumber in Legnica, Honey and Wine in
Przemkoéw, Eegi Odrzanskie in Scinawa, Ktodzko Trout, and Eco-fair in Wroctaw, as well as Our Culinary Heritage - Tastes of Regions
competition, Carp Festival in Wroctaw, International Bread Fair in Jawor, Easter Traditions Meetings in the Ktodzko Valley, Easter and
Christmas Feasting Tables and many more. Noteworthy international events include the ‘Europe on the Fork’ festival in Wroctaw or the
International Apiary and Beekeeping Workshops in the Western Sudetes.

A guide to the culinary events of Lower Silesia is the "Calendar of Culinary Events of Lower Silesia” published regularly by the Marshal
Office of the Lower Silesian province. An analysis of the culinary tourism offer of Lower Silesia reveals that the organizers of culinary
events often choose themes and motifs for their events that stem from the traditions of national and ethnic minorities. The cuisine of the
inhabitants of the former Eastern Borderlands, Czadca Highlanders, Lemkos, Greeks, Armenians and many other minorities can be
experienced during e.g. the Our Culinary Heritage - Tastes of Regions competition held in Wroctaw, the Kaleidoscope of Cultures in
Wroctaw, Festival of the Balkan Culture in Bolestawiec, or Pieczenica (pork roasting) in Gosciszow. In Lower Silesia, numerous people and
companies are engaged in the production of regional produce. Among them are the winners of the "Our Culinary Heritage" national
competition held as part of the International Polagra Food Fair in Poznan. Since 2003, the "Pearl" award has been given to 39 entities from
the Lower Silesian province for the presented culinary products. The winning products and producers in 2014-2017 are presented in Table 2.

Regional products are often the leitmotif of thematic villages - villages with an idea - of which worth visiting are Morzecin Maly - a
spinach village, Bagno - a herbs village, Golgdzindow - a rowanberry village, Pegow - a strawberry village, RoScistawice - a sunflower
village. The dynamically operating Lower Silesian Culinary Trail called "Smaki Dolno$laskie (Lower Silesian Tastes)", associating 49
service points, is of great importance in the development and promotion of the discussed form of tourism. The trail is not linear, so
tourists and event organizers can, depending on their preferences, include selected points of the trail in their sightseeing itineraries. The
Trail associates entities operating in the broadly understood culinary tourism industry in Lower Silesia, which hold a quality certificate
awarded by national or international certification organisations. Entities that do not have such a certificate are certified by a verification
commission appointed by the Lower Silesian Tourist Organization (http://smakidolnegoslaska.pl/en/home/). The Trail associates
restaurants and other catering establishments, hotel service facilities, retailers and associations selling traditional and regional products,
regional food processors, farmers, gardeners, and fishing companies. Culinary tourism is part of a wide offer of agriculture farms. It
develops particularly well in 32 farms associated in the National Network of Educational Farms (Bogusz and Wojcieszak, 2018). Half of
the farms declare maintaining the tradition of regional cuisine, and 13 have prepared educational programmes related to traditional
products and local cuisine. Most farms organise: shows, workshops, feasts and tastings (www.zagrodaedukacyjna.pl).
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Table 2. "Pearl" award winners from Lower Silesian province in
2014-2017 (based on data from http://www.produktyregionalne.pl)

Year

Product

Producer

2014

Half-fat curd cheese

"DEMI Dairy Cooperative" in Géra

2014

Jagodnik sausage

Dariusz Konarski

2014

Mushroom soup with wild game meatballs

2014

Leg of mouflon

Ilona and Jarostaw Dabrowski

2014

Cream of spinach soup

2014

Rabbit saddle with spinach in its own juice

"Koniczyna" cooperative

2015

Goliszéw goat cheese

Adam Kudtaty

2015

Ryczyn lime tree honey

Ewa Migocka Honey pantry

2015 | Sobotka Gorka 16 Beer Bartlomiej Bogdanski Sobdtka Gorka Brewery
2015 | Trzebnica Cider NOEL Henryk Nowakowski
2015 | Lamb stewed with vegetables (dish) "Cynamonowa" Kaffe Bistro Dariusz Stabicki, Dorota Stabicka

2016

Sudeten mountain cheese

Lucyna and Sylwester Wanczyk "Wanczykdwka"

2016

Pickled cucumbers

Scinawa Fruit and Vegetable Processing Plant, Marta
Postol, Teofil Szelwika, Tomasz Szelwika

2016

Karkonosze liqueur

Tomasz Luszpinski, ABDITUS Ltd.

2016

Wild boar and deer stew

Dworek Galosa in Strachocin

2017

Jagodnik cooked ham

Dar-Vit Butchery, Dariusz Konarski

Lower Silesia as a region promotes its
products and regional dishes. The most
recognizable are: blueberries in Chocianow,
dumplings (pierogi) in Paszowice, bread in
Jawor, honey in Przemkéw and Olesnica,
wine in Sroda Slaska, trout in the Ktodzko
Valley, carp in Milicz, curd cheese in
Migdzyborz, cheese in Dzie¢morowice,
chocolate in Swiebodzice, soup in Jedlina
Zdr6j, lamb in "Kowalowe Skaty" or goose
meat in Kudowa Zdr¢j. Traditional Lower
Silesian products entered on the "List of
Traditional Products” of the Ministry of
Agriculture and Rural Development were
divided into 9 categories (Table 3). Country
Housewives' Clubs also play a significant
role in promoting culinary tourism. On their
initiative or with their participation, events

2017 | Traditional butter Miedzybérz Dairy Cooperative are _Qrganize‘j dur_ing which the culinary
2017 [ Niemcza forest honey "Honey by Turek" Apiary, Maciej Turek traditions of the region are presented, such as
2017 [ Marrons Elzbieta Malinowska, Beekeeping Farm harvest festivals, fairs, Christmas events.
Table 3. Traditional Lower Silesian products on the “List of Traditional Products” (based on data from http://www.minrol.gov.pl)
Category Products

Dairy products

Blue cheese, the Sudetes curd cheese, cheeses of Kamienna Gora, Zgorzelec, Lomnica goat cheese

Meat products

Zacisze roasted pig, Niemcza pickled fatback, Niemcza home-made meat pieces, Niemcza pork ham, VVolhynia-style relish of
Niemcza, Przedgérze Sudeckie sausage in jar, Niemcza sausage, Niemcza galicjanka sausage

Fish products

Milicz carp, Klodzko trout, smoked Ktodzko trout

Fruit and vegetables

The Barycza Valley raspberry syrup, Sleza sauerkraut, Sleza sour cucumbers, Scinawa pickled cucumbers

Bakery and Pomocne home rye bread, Pomocne wheat-rye souerdough bread, Przemkéw honey gingerbread biscuits, Ole$nica wheat-rye
confectionery gingerbread cakes, kolach of Kuty Armenians, Rogowo Sobdckie rustic bread, crumble topping cake of Ktodzko region, Gogotowice
products bread, begle (jumbals)

Oils and fats Traditional butter

Honey The Sudetes buckwheat and multiflower honey, the Barycza Valley multiflower honey, the Zabkowice region lime tree set honey,

Ryczyn lime tree honey, Bory Dolnos$laskie heather honey

Ready dishes and

Chrzastawa potato and curd cheese dumplings (pierogi), rabbit pate with spinach, Spytkoéw goose stuffed with pancakes, Kruzewniki
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‘Figure 2. Numbers of fﬁembers and approved regions of the European NetWork of Regional Culinéry Heritage

in 2015 and 2017 (Prepared by the authors based on data from http://www.culinary-heritage.com/regions.asp)

The promotion of the culinary heritage of Lower Silesia is handled by many organizations and institutions. One of the most important
ones is the European Network of Regional Culinary Heritage, which brings together 33 European regions (Figure 2), aimed at joint
development through regional food and culinary traditions (Jeczmyk et al., 2014). The first Polish region to join the Network in 2005 was the
Warmian-Masurian province. In subsequent years, other provinces joined the Network (Table 4). In 2016, 10 provinces (673 entities) were
members of the organization. The network logo - a white cook hat on a blue background has become synonymous with high quality products
produced in a traditional way while preserving the tradition of the region (Switata-Trybek, 2014). On June 10, 2011, the Lower Silesia
province became a certified member of the Network. The Network logo and the wording Lower Silesia Culinary Heritage can be found at the
entrance to many restaurants, processing plants or shops, which are inspired by a common idea: respect for tradition and high quality of
offered products. By the efforts of the Polish Chamber of Regional and Local Produce, the national "Quality and Tradition" system was
established for promotional purposes. Its aim is to recognise high-quality food products with a traditional character or with characteristics

229



Aneta MAREK, Anna WISNIEWSKA

that distinguish them from other products of the same category, and which have the producer’s assurance of their unique features or
maintenance of higher production standards (Jeczmyk and Sammel, 2012). All the described activities aim at protecting traditional and regional
products at the national level. Traditional food, often based on ecological
raw materials and traditional production methods, is becoming a very
sought-after and valued commaodity. In order for regional products and

Table 4. Provinces members of the European Network of Regional Culinary
Heritage (based on data from http://www.culinary-heritage.com/regions)

No Province Joined in | Number of members the tradition of their production to be properly protected, a system of
1 | Lower Silesian 2011 56 their protection has been created. In 1992, the European Union passed
2 | Kuyavian-Pomeranian 2012 39 two regulations introducing three categories of acknowledging and
3 | Lesser Poland 2014 12 protecting regional and traditional products. These are: Protected
4 | Masovian 2008 67 Designation of Origin (PDO), Protected Geographical Indication
g Sg;':raman 3882 gg (PGI), Traditional Specialty Guaranteed (TSG). The Protected
7 [Swictokrzyskic 2010 68 Geographlcal Indlcatlor_] label is awarded to regional products
8 [Warmian-Masurian 2005 156 characterlzed_ by exceptlonal quality and whose names refe_r to the
9 | Greater Poland 2008 116 places of their production. The PGI label can be given to agricultural
10| West Pomeranian 2008 40 products for consumption or ready-made food products such as: bread,

beer, confectionery products, bakery products, as well as cork and cotton.
In order for a product to receive the PGI label, at least one of the production stages has to take place in the area to which its name refers. In
Poland, until 2017, this label was awarded to 16 products, including one from Lower Silesia - heather honey from Bory Dolnoslaskie. This
product is characterized by an exceptionally high content of heather pollen and other unique components (http://www.produkty-
tradycyjne.pl/offer/cert/chog/page/2. The Traditional Specialty Guaranteed label is awarded to products bearing a name that refers to the
tradition of this product or its unique character. The product marked with this sign should have been produced from generation to generation
(Grebowiec, 2010). The TSG mark can be given to agricultural products intended for consumption or finished products such as drinks from
plant extracts, bread, beer, confectionery products, chocolate products, pasta and ready dishes. In Poland, this mark was awarded to 8 traditional
products by 2017. Among them there are none from Lower Silesia. The Polish Chamber of Regional and Local Product is another organization
which promotes the culinary heritage of Lower Silesia, and awards the "Pearl" prize. This organization’s involvement in promoting regional
produce resulted in establishing the national "Quality and Tradition" system. This institution acknowledges high quality food products, including
these from Lower Silesia, distinguished by traditional character or features that differentiate them from other products of the same category, and
holding the manufacturer's assurance of exceptional features of this product or maintaining higher production standards (Jgczmyk and Sammel,
2012). It is worth noting that the Regional Branch of the Polish Chamber of Regional and Local Product operates in Lower Silesia.

Table 5. Selected promotional activities of local and regional institutions supporting the culinary heritage of the Lower Silesia region in 2014 (based on Wabnic, 2015)

o . Example material

Institution Form of promotion Title Volume
Marshall Office Calendars Culinary Events of Lower Silesia 2000
Division of Rural Areas Catalogues Regional and Traditional Products of Lower Silesia 1500
Lower Silesian Branch Office of Agricultural Leaflets European Culinary Heritage Network 1000
Advisory Centre Brochures Lower Silesian Vineyards 100
Lower Silesian Tourist Organisation Traditional Regional Products of Lower Silesia 4000
Calendars Regional Products 500

The Barycza Valley -
Local Action Groups Calendars Recipes ' 500
Catalogues Carp Festival 20000
Klodzka Wstega Sudetow Information folders Lower S!Ies!an Flavours 1000
Local Action Groups Leaf!ets' Lower S!Ies!an Flavours i 500
Publishing house Lower Silesian Flavours — Recipes 600
Bory Dolr_loélqskie Posters Award winning dish of the ,,Ale Pasztet” Culinary Competition 250
Local Action Groups Promotion of the ,,Ale Pasztet” Festival 100

The culinary heritage of the region is supported at the national level by entering the product into the "List of Traditional Products™ of the
Ministry of Agriculture and Rural Development (Act of December 17, 2004, Journal of Laws of 2005 No. 10, item 68). The evaluation criteria
are quality and traditional production methods that have been used for at least 25 years. The benefits of placing the product on the Ministry List
include greater interest in the product itself and also in the region it comes from and an increase in its market value (Krupa, 2010).

The list currently encompasses 1650 products, 47 of which are from Lower Silesia. Products representing the Lower Silesia province
account for only 2.8% of Polish traditional produce (Wabnic, 2015). However, in the European system of traditional products protection
there is only one Lower Silesian product — the heather honey from Bory Dolno$laskie (Protected Geographical Indication certificate).
Culinary events are often used to create the image of the region. Properly used in promotion, they can be an important element of the
message about the attractiveness and uniqueness of the tourist region (Bienia et al., 2014). The offer of Lower Silesian culinary tourism can
also be found in widely distributed nationwide guidebooks and brochures issued by the Agricultural Market Agency entitled Following the
Trail of Good Taste (Szlakiem dobrego smaku) (volume: 32 330 guides and 50,000 brochures). The promotion of culinary tourism of Lower
Silesia is, however, primarily supported by provincial and local level authorities, i.e. the Marshal's Office, the Lower Silesian Agricultural
Advisory Centre, the Lower Silesian Tourist Organization, as well as associations and foundations, and local action groups. The main
platform of communication with tourists and others interested in culinary tourism are the websites of the above-mentioned organizations. For the
promotion of the region's offer, these entities also use printed materials (Table 5). Although local and self-government authorities see culinary
tourism as an excellent opportunity to promote the region and actively strive to support it, this activity should be intensified. Only a few
events or regional products are more widely identified with the region. It is only the capital of the province, the city of Wroctaw, that stands
out positively against the background of the region, i.e. various culinary events thrive there, being promoted by tourist and local government
institutions and developed under the patronage of famous people (e.g. Robert Maktowicz). This phenomenon is confirmed by the research of
Duda-Seifert et al. (2016) and Wozniczko and Ortowski (2017). However, in other parts of Lower Silesia, such events remain merely local in
character. In the opinion of the organisers of culinary events, the promotion provided is insufficient. Information about planned events is
directed mainly to local communities via websites and social media, whereas the costly, though effective, promotional campaign on banners,
posters, in the media, such as radio and television is limited. The authors' observations show that there is a lack of appropriate activities
aimed at tourists. The organisers of culinary events do not promote their offer among the owners of accommodation facilities.
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CONCLUSIONS

As a result of population exchange after 1945, Lower Silesia is a multicultural and diverse region. According to Duda-Seifert et al.
(2016), typical Lower Silesian dishes are still poorly recognizable. This stems from historical events (population exchange), during which the
cultural continuity of Lower Silesia was interrupted. Hence, Lower Silesian cuisine, which in a way has been reconstructed from scratch,
draws from the flavours and cuisines of other regions and countries, including Silesian, German, Ukrainian, Lemko, Czech and other
traditions. Research shows that culinary tourism in Lower Silesia has a vast potential - as evidenced by the growing number of culinary
events such as country fetes, food fairs and markets, culinary festivals and feasts, picnics, competitions, gastronomic exhibitions,
demonstrations of traditional food production and master chef championships. The wide offer of the region includes, among others 100
regularly organized events and 49 certified points associated in the dynamically developing Lower Silesian Culinary Trail "Smaki
Dolnoslaskie". Many events have become a permanent part of the Lower Silesian cultural landscape, including the Festivals of: Milicz Carp,
Flour in Wroctaw, Cucumber in Legnica, Honey and Wine in Przemkéw, Carp Festival in Wroctaw, Ktodzko Trout Festival, Eco-fair in
Wroctaw as well as Our Culinary Heritage - Tastes of Regions competition. Numerous regional products, including forest honey from
Niemcza, Milicz carp or Karkonosze mountains liqueur win prizes in national competitions and shows.

It is noteworthy that culinary tourism is part of the wide offer of Lower Silesian agriculture farms. It develops particularly in 32 farms
associated in the National Network of Educational Farms, offering educational programmes related to regional cuisine, tastings, culinary
workshops and folk feasts. Educational farms, agritourism farms and country housewives' clubs are important entities cultivating the culinary
traditions of the region. An analysis of the system of national and European labelling and protection of regional products reveals that
although 48 traditional products from Lower Silesia are entered on the "List of Traditional Products™ of the Ministry of Agriculture and Rural
Development, only one of them (Heather Honey from Bory Dolno$laskie) has an EU certificate. Producers in Lower Silesia have a problem
with overcoming the obstacles of complex EU procedures. Similar is the case of the manufacturers of traditional regional products and with
the products themselves. The number of Lower Silesian entities belonging to the European Network of Culinary Heritage is small (56). The
benefits of this membership are worth promoting. Another problem is the low recognisability of the organisation's logotype.

Despite the rich offer of culinary tourism in Lower Silesia, only a few events reach wider public awareness. Most of them are poorly
recognisable even in the region. There are also few events of international significance - the exceptions are the International Bread Fair in
Jawor, the ‘Europe on the Fork® festival in Wroctaw or the International Apiary and Beekeeping Workshops in the Western Sudetes. The
potential resulting from the region's near-border location also remains untapped. The neighborhood of the Czech Republic offers additional
opportunities for establishing cooperation in the organisation and promotion of culinary events.

The offer of culinary tourism in Lower Silesia requires support and efficient, effective promotion carried out on many levels. The most
involved entities in this area are the Marshal's Office, the Lower Silesian Agricultural Advisory Center, the Lower Silesian Tourist
Organization, as well as associations and foundations and local action groups. The main platform for communication with tourists and all
interested in culinary tourism are the websites of the above organizations and promotional materials, such as leaflets, guidebooks and
thematic brochures. The promotion of culinary tourism takes place mainly on a local and regional scale, there are few coherent national and
international campaigns. The only exception is the city of Wroctaw, where the promotion of festivals is very strong. The International Bread
Fair in Jawor, Easter Traditions Meetings in the Ktodzko Valley, Easter and Christmas Feasting Tables and many other are worth promoting.
Due to the vast potential of the culinary heritage of Lower Silesia, it can be concluded that measures for the development of culinary tourism
require a consistent strategy and cooperation on many levels. Cooperation between organisers of culinary events, producers of regional
products, owners of tourist facilities (mills, apiaries, farms), and local government administration and institutions established for the
development of tourism in the region is vital. Joint activities should be aimed at creating a brand that attracts tourists and investors.
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