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ABSTRACT
The article presents the functioning of traditional farming landscapes in Eastern Poland, using the example of Lubelskie Province. 
This peripheral region, situated on the border of the European Union, demonstrates how the development of tourism, food tourism 
in particular, based on local crops and regional foodstuffs, helps to protect and promote local heritage and, at the same time, gain 
additional financial resources for its inhabitants. With a view to the aims set in the paper, the authors investigated the perception 
of the Lublin Region’s image as regards the predominant features of the natural and socio-economic environment. Moreover, they 
analysed the recognisability of the regional products and dishes among people from outside the province, who have visited it for 
tourism purposes. The research material was collected during international and Polish tourism fairs held in five largest Polish cities. 
The researchers collected 493 questionnaires, 220 of which underwent a detailed analysis. The study shows that the leading func-
tions of Lubelskie Province include agriculture and tourism. The particular form of tourism that should be developed in the region 
is food tourism and related products due to the natural features and landscape assets. The conclusions drawn from the respond-
ents’ answers as well as the query of strategic documents and promotional campaigns allowed the researchers to outline further 
directions as regards using traditional farming landscapes with the aim of development of the region. It appears that centuries-old 
forms of farming and methods of food production, resulting from the region’s history and natural conditions, may determine rec-
ognisability, build a brand based on the place of origin concept, and influence the socio-economic situation of the area, preserving 
traditional landscapes at the same time.
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1. Introduction

The subject matter of this paper is the functioning 
of traditional farming landscapes in Eastern Poland, 
Lubelskie Province. It is a peripheral region located to 
region located on the border of the European Union, 
Ukraine, and Belarus. Centuries-old farming forms 
and food production methods associated with the 
natural environment and the history of the area have 
been maintained here.

As shown by many researchers (e.g. Fischer et al. 
2012; Brown, Kothari 2011; Selfa et al. 2010; Skow-
ronek et al. 2005), traditional farming landscapes 
are typical of many areas where farming and animal 
breeding practices have not changed significantly 
over the centuries. These areas can be easily distin-
guished due to their characteristic socio-economic 
features: 1) the predominance of small-size fields; 
2) extensive farming; 3) orientation of production 
towards satisfying one’s own needs or the needs of 
local markets; 4) cultivation of traditional crops and 
farming methods (Fischer et al. 2012).

This type of farming results, among other things, 
in a unique culinary heritage of the region. Many 
publications demonstrate that currently support and 
promotion thereof has a significant influence on the 
economy and the image of peripheral regions with 
large tourism potential (Ivanova et al. 2014; Bes-
siére, Tibere 2013; Borowska 2010; Sims 2009; Hall 
et al. (eds.) 2003; Bessiére 1998), one of which is the 
region discussed herein (Bronisz et al. 2017).

Furthermore, regional dishes can become attrac-
tive to tourists, since they reflect the “typical features” 
of a specific area/region (Bessiere 1998; Urry 1990). 

Local food is rarely the main reason for visiting a des-
tination and is most often considered part of the over-
all experience of the destination (Hjalager, Richards 
2002). Yet, it may become one of the most important 
attractions, as tourists are increasingly searching for 
authentic experiences and alternative forms of tour-
ism (Hall et al. (eds.) 2003; Hjalager, Richards 2002; 
Crouch, Ritchie 1999).

Therefore, the present article is in line with the 
research on traditional farming landscapes. Similar to 
other publications (e.g. Špulerová et al. 2017; Fischer 
et al. 2012), it touches upon the problem of the excep-
tional value of such landscapes as well as the ways of 
their protection and preservation in the future. On the 
other hand, it concerns the issues of the development 
of tourism, including culinary aspects (food tourism, 
culinary tourism, gastronomic tourism) in areas with 
agricultural heritage/traditional farming landscapes. 
The topic has been discussed before, for instance by 
Kowalczyk (2016); Richards (2015); Jansen-Verbeke, 
McKercher (2013); Vafadari (2013). 

Moreover, an important aspect discussed in the 
article is territorial marketing – building the image of 
the region, creating a place brand (e.g. Lai et al. 2017; 
Spilková, Fialová 2013; Lin et al. 2011; Hankinson 
2004), and in particular building a region brand based 
on the place of origin concept or authenticity.

As demonstrated by the literature, food is regarded 
as a reflection of the culture of the country/region and 
its inhabitants. It is therefore a product - an attraction 
at the destination that can be simultaneously used as 
a marketing tool (e.g. Okumus, Cetin 2018; Lin et al. 
2011; Cohen, Avieli 2004; Hall et al. (eds.) 2003; Long 
(ed.) 2003; Hjalager, Richards 2002; Richards 2002; 
Wolf 2002) (Figure 1).

There are many examples from different coun-
tries/regions where practical associations have been 
created between food, tourism, and regional develop-
ment with the aim of the development and promotion 
of regional culinary products (Boniface 2003; Hall et 
al. (eds.) 2003; Richards 2002; Scarpato 2002; Mac-
donald 2001). The development of culinary tourism 
based on local food and wine has been described by 
Hall et al. (eds.) (2003) in Australia and New Zea-
land, and by Corigliano (2002) and Bessiere (1998) 
in regions of France (e.g. Burgundy, Champaign, Bor-
deaux) and Italy (Tuscany).

This study emphasises an important aspect of ter-
ritorial marketing targeted at building the region’s 
brand in relation to the place of origin concept. It is 
based on a transfer of the image, connotations, and 
stereotypes related to a given place (country, region, 
city) onto a specific product/products, which sig-
nificantly determines consumer’s behaviour and 
preferences.

The influence of the place of origin on increas-
ing the value of the product and on the consumers’ 
motivations and behaviours has been the object of 
numerous studies and scientific works conducted in 

Fig. 1 Contribution of local food to regional development; own 
analysis based on Gerrie et al. (2003).
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a number of countries. They regard a wide range of 
products, including drinks and foods, e.g. wine (Bru
wer, Lesschaeve 2012), beer (Lentz et al. 2006), cheese 
(Marcoz et al. 2016), or pork (Lorenz et al. 2015).

To date, the place of origin concept has rarely been 
discussed in the context of tourism development in an 
area (e.g. Charters et al. 2017). In Poland, it was not 
until recently that several provinces started to con-
sciously use this conception in promotional activities 
(Milewska et al. 2017; Stasiak 2015) – e.g. Lubelskie 
Province (Bekier-Jaworska, Bochenek 2014).

The main aim of the study is to present the relation-
ships between the traditional agricultural landscape 
of Lublin Province, the current use of its resources, 
and the possibilities of preservation thereof in the 
future, with the example of activities related to the 
development of culinary tourism. This objective is 
supported by the following detailed research tasks: 
1) identification/description of the resources of tra-
ditional agricultural landscapes in terms of develop-
ment of tourism, including the culinary aspect; 2) pre-
sentation of actions undertaken for recognisability of 
the Lublin Province in relation to the place of origin 
concept; 3) recognition of the perception of the Lub-
lin region by tourists from other Provinces; 4) deter-
mination of the degree of recognisability of regional 
products and dishes originating from the Province 
across Poland; 5) assessment of the potential of the 
use of traditional agricultural landscapes in the light 
of strategic documents; 6) indication of activities to be 
undertaken aimed at the use of the traditional agricul-
tural landscape of the region.

2. Characteristics of the study area

Lubelskie Province, the third largest and the eighth 
most populated province in Poland, is at the lowest 
level of economic development in Poland and the 
European Union (Michoń 2017). Its structure is dom-
inated by the agricultural function, which has been 
developed over centuries and based on the favoura-
ble natural conditions. Arable lands account for 70%, 
while forests represent approximately 23% of the 
whole area (Rolnictwo… 2017).

2.1 Natural determinants of the functioning  
of agricultural landscapes

Lubelskie Province covers a varied and visually attrac-
tive area between the Vistula River and the eastern 
border of the country. It features three natural regions, 
whose diversity is reflected by landscape variety. The 
northern and north-eastern part of the province is 
occupied by lowland areas – it is a land of pastures, 
marshes, peatbogs, and lakes. It consists of South 
Podlasie Plain and Western Polesie (Figure 2). The 
absolute heights in the lowland usually range from 
160 to 200 m a.s.l., and the denivelations do not exceed 

30 m. In Polesie, these values are 155–165 m a.s.l. 
and 10 m, respectively (Świeca, Brzezińska-Wójcik 
2009). The plains were built from quaternary river 
sands and lake clays, which transformed into luvi-
soils, podsolic, and alluvial soils, respectively (Turski 
et al. 2008). Moreover, vast areas are covered by peat-
bogs. The presence of the only karst lakes in Poland 
is a characteristic feature of this land. Meadows and 
pastures prevail in the agricultural use of the area, 
but there are also fields of rye, barley, corn, and pota-
toes (Bański 2010). Cattle and horses (including thor-
oughbreds and Arabian stallions) are also bred in the 
region.

The central part of the area is occupied by mac-
ro-regions – Lublin Upland, Roztocze, Volhynian 
Polesie, and Volhynian Upland – built from Mesozoic 
and Cenozoic carbonate-siliceous rocks partly cov-
ered with loess. Their characteristic features include 
large denivelations (differences in height/altitude) 
of up to 100 m and areas with the greatest number 
of loess gorges in Europe, near Kazimierz Dolny and 
Szczebrzeszyn (11 km per 1 km2) (Świeca, Brzezińs-
ka-Wójcik 2009). Rendzic leptosols are typical of 
carbonate-siliceous rocks, whereas brown earth and 
luvisols, as well as chernozems are characteristic for 
of loess-covered rocks (Turski et al. 2008). The nearly 
woodless upland is covered with a patchwork of ara-
ble fields. The whole area is grown with wheat, sug-
ar beet, and rape crops. The plants grown in Lublin 
Upland also include hops, herbs, roses, some vege-
tables (e.g. cabbage, garden beets, carrots) and fruit 
(e.g. apples, raspberries, strawberries). In Volhynian 
Polesie, there are plantations of potatoes and barley, 
in Volhynian Upland – edible pulses (broad beans, 
kidney beans, peas), and in Roztocze – fields of buck-
wheat, tobacco, onion, and beans (Bański 2010). Ani-
mal breeding in the whole upland area is dominated 
by swine, and by poultry (hens) in Volhynian Polesie.

The southern part of the province is located within 
the limits of Sandomierz Basin. It is formed by plains 
and uplands with denivelations of 10–40 m. The typi-
cal elevations in the uplands built of quaternary dune 
sands are 240–250 metres a.s.l., while in the uplands 
formed from Miocene clays covered with quaternary 
sands and clays, they range from 195 to 250 m a.s.l. 
(Świeca, Brzezińska-Wójcik 2009). The majority of 
soils in this area are podzolic soils and luvisols (Tur-
ski et al. 2008), with potatoes, buckwheat, rye and 
linen crops (Bański 2010). The landscape is dominat-
ed by vast forest complexes – Janowskie Forests and 
Solska Forest, with characteristic natural resources, 
i.e. mushrooms and fruit (cranberries, crowberries).

2.2 Specific socio-economic traits of the region

In most areas of Lubelskie Province, the tradition-
al agricultural function co-occurs with specific 
socio-economic conditions, typical of peripheral 
regions. In the literature, such areas are described 
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as problematic, marginal, or poorly developed eco-
nomically and requiring support for development 
processes (Mazur et al. 2015). Their characteristic 
features include a low level of socio-economic devel-
opment, especially as regards its socio-demographic 
aspect (e.g. weak population density and urbanization 
rates, depopulation processes), and the cultural and 
political-administrative aspect. They are character-
ised by poor prospects for improvement, including 
enhancement of the living standards. As regards the 
spatial criteria, the areas in question are difficult to 
reach by transport and are located far away from 
major economic and development centres (Miszczuk 
2010).

Around 52% of Lubelskie Province population are 
country dwellers. About 80% of all farms are small, 

ranging from 1 to 10 hectares. The fragmentation and 
small area of the farms do not ensure achievement of 
satisfactory production results. Thus, most farmers 
run business activity only to satisfy their own needs. 
As a result, large numbers of young people leave the 
province, which leads to the depopulation of rural 
areas (Flaga 2018). The population density in the 
rural areas of Lubelskie Province is on average 47 per-
sons/km2 (in Poland – 53 persons/km2); the small-
est density was recorded in its borderland area and 
southern part (Powierzchnia… 2018). The dynamics 
of area development is considerably slowed down 
by the absence of major industrial centres, periph-
eral location, and the close proximity of even more 
poorly developing borderland regions of Ukraine and 
Belarus.

Fig. 2 Major crops and leading trends in animal breeding in Lubelskie Province with respect to physical-geographical regions.
Source: Authors.
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2.3 Touristic resources in terms of development  
of tourism

Poorly developed industry and the predominance of 
extensive agricultural production in Lubelskie Prov-
ince lead to a situation where, next to the services sec-
tor, chances for some improvement of the economic 
situation are sought in tourism (Bronisz et al. 2017). 
Its growth is based on the natural and cultural assets 
of the region.

The most valuable elements of the natural envi-
ronment in the province are taken under protection 
in the form two International Biosphere Reserves 
(MAB) – the “Western Polesie” and “Roztocze”, two 
national parks – Roztoczański and Poleski, as well as 
17 landscape parks, 17 areas of protected landscape, 

87 nature reserves, and nearly 1300 monuments of 
nature (Figure 3).

The province’s rich cultural resources are rooted 
in its multinational and multi-denominational history. 
Due to the borderland location at different periods, the 
area was inhabited by Russians, Jews, Germans, Lith-
uanians, Italians, Armenians, the Dutch, Scots, Austri-
ans, the French, English, Greeks, and Tatars. Despite 
the stormy history, many elements of the tangible 
and intangible cultural heritage have been preserved 
(Skowronek et al. 2006). The largest group of objects 
includes historical buildings performing different 
functions (residential, religious, economic, and indus-
trial) as well as public utility buildings and small archi-
tecture structures, e.g. roadside chapels, saints’ figures, 
crosses, etc. (Figure 4). There are also some interesting 

Fig. 3 Most valuable elements of the natural environment in Lubelskie Province.
Source: Authors.
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old urban and rural spatial layouts (Szczęsna, Gawry-
siak 2009). The most precious elements of the cultural 
heritage in the region have been appreciated and taken 
under international and national protection. The Old 
Town in Zamość has been placed on the UNESCO World 
Heritage List (1992). Moreover, five monuments of his-
tory have been established: Kazimierz Dolny, Kozłów-
ka – a palace and park complex, Lublin – a historical 
architectonic and urban complex, Janów Podlaski – 
a horse stud, and Zamość – a historical urban com-
plex surrounded by 19th c. fortifications (Figure 4).

Besides some spectacular examples of material 
culture, the province can boast of noteworthy ele-
ments of intangible heritage, such as rich folklore, 
traditions and customs, as well as local cuisine. The 
unique features of the latter are strictly connected 
with the multiculturality of the inhabitants and the 
diversity of original recipes, ingredients, and cooking 
methods (Orłowski 2016).

3. Research methods

In order to achieve their established goals, the authors 
used primary and secondary materials. The second-
ary sources included Central Statistical Office data, 
scientific publications regarding the geographical 
environment of the area, traditional rural landscapes, 
and territorial marketing. Moreover, the authors col-
lected and used publications and websites presenting 
the promotional campaigns of Lubelskie Province. In 
this aspect, the prospects of tourism development, 
including culinary tourism with respect to traditional 
farming landscapes of the region were analysed. Sec-
ondary materials were obtained using the prelimi-
nary research method.

Primary materials were collected during a field 
study with the use of participant observation and 
the diagnostic survey method. The field observations 
were conducted in the summer seasons of 2017 and 

Fig. 4 Most valuable elements of the cultural heritage of Lubelskie Province.
Source: Authors.
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Fig. 5–8 Traditional agricultural landscapes and crops in Lubelskie Province (photo: authors, 2016).

Tab. 1 Respondent profile.

features characteristics of the sample

gender
[%]

males females

41.8 58.2

age
[%]

under 20 21–30 31–40 41–50 51–60 61–70 over 70

6.4 33.2 23.2 13.6 12.7 8.6 1.8

education
[%]

elementary middle school vocational secondary college higher vocational higher MA

0.5 1.8 3.2 20.9 9.1 16.8 47.3

place of 
residence 
[%]

country
town with fewer 
than 20.000 
inhabitants 

town with 
20–50.000 
inhabitants

city with 
51–100.000 
inhabitants

city with 
101–200.000 
inhabitants

city with 
201–500.000 
inhabitants

city with 
over 500.000 
inhabitants 

8.6 2.4 5.6 10.5 7.4 19.6 45.6
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2018. The questionnaire-based survey was carried 
out between November 2017 and June 2018 during 
international and domestic tourism fairs in Warsaw, 
Wrocław, Łódź, Katowice, and Szczecin. It included 
respondents from outside Lubelskie Province, who 
filled out 493 survey questionnaires. A detailed anal-
ysis involved 220 questionnaires (44.6%) selected 
based on the respondents’ presence in the region 
and the tourism-oriented purpose of travel. Thus, the 
sample consisted of tourists from outside the prov-
ince, which fitted the concept followed in the article. 
The empirical data that was collected was processed 
by means of statistical and cartographic methods.

3.1 Characteristics of respondents

The group of the respondents consisted of 220 tour-
ists from outside Lubelskie Province, who declared a 
tourist purpose of their visit and were staying in the 
Lubelskie Region at that time. A small majority of 
them (58.2%) were women. As for the age structure, 
most respondents were aged 21–40 (56.4%). The 
majority of them had completed higher (47.0%) and 
secondary (20.6%) education.

Importantly, the respondents came from 12 prov-
inces (except Warmia-Mazuria, Opole, and Pomerania 
Provinces), despite the fact that the data was collect-
ed only in cities that organised tourism fairs. This is 
connected with the respondents’ place of origin. The 
majority of people came from Łódź (38.6%), Masovia 
(19.5%), Silesia (14.1%), West Pomerania (9.1%), 
Lower Silesia (6.4%), and Holy Cross (5.0%) Prov-
inces. They were mostly inhabitants of large cities 
populated by more than 500,000 people (45.6%) and 
smaller cities, inhabited by 201,000–500,000 resi-
dents (19.6%) (Table 1).

4. Traditional farming landscapes  
of the Lublin region as the potential to build 
the region’s image and recognisability

With reference to secondary resources (publications 
and internet websites on promotional campaigns of 
Lublin Province), the activities of Lublin self-govern-
ment for creation of the image and recognisability of 
the region through agricultural landscapes and local 
food products were analysed. Noteworthy, Lublin 
self-government was the first authority in Poland to 
recognise this potential of development of the region. 
Particular attention was paid to the regional prod-
ucts which were defined, after Winawer and Wujec 
(2010), as those “whose quality is noticeably high-
er than average and inseparable from their place of 
origin and local methods of production” (Adamczuk 
2013). That strategy was possible to implement due 
to the specific features of local farming and products, 
considered to be healthy, ecological, and based on the 

region’s tradition. Thus, the brand that started to be 
developed was based on the place of origin.

4.1 The place of origin concept

The place of origin concept assumes transferring 
the image, associations, and stereotypes regarding a 
given region onto a specific product, thus having an 
effect on the consumers’ behaviours and preferenc-
es. The bond between the product and the area may 
be so strong that products become the region’s brand 
(Andéhn, Berg 2011; Usunier 2006; Peterson, Jolibert 
1995; Schooler 1965).

The place of origin may be indicated by the name 
of the product (e.g., if it contains geographical adjec-
tives), information about the product placed on the 
wrapping or label, the appearance of the product 
(packaging), marketing communications (advertise-
ments, PR), or certificates. The products most com-
monly promoted via the place of origin effect include 
foodstuffs, especially regional and traditional. In the 
European Union, they are protected by a special legal 
protection system, and registered under one of three 
schemes: Protected Geographical Indication (PGI), 
Protected Designation of Origin (PDO), and Tradition-
al Speciality Guaranteed (TSG) products. 

The Protected Geographical Indication (PGI) 
scheme protects products whose names include the 
proper name of the region where the whole techno-
logical process takes place (extracting ingredients, 
production, preparing the product for sale). Moreover, 
the quality of the product and its reputation are strict-
ly related to the fact that it comes from a specific area 
(e.g. Parma ham – prosciutto de Parma).

The Protected Designation of Origin (PDO) scheme 
protects products whose connection with the place of 
origin is weaker, but at least one of the three stages of 
the production process takes place in this area. Their 
quality may result from both natural features (climate, 
vegetation, land relief, type of soil) and anthropogenic 
factors (inhabitants’ skills, methods and traditions of 
production, local know-how) (e.g. Gouda cheese).

The Traditional Speciality Guaranteed (TSG) 
scheme protects products that bear special names 
emphasizing their unique features and are produced 
from traditional food resources. They may be made 
from traditional ingredients or produced in a tra-
ditional way (e.g. Naples pizza – pizza napoletana) 
(Milewska et al. 2017).

To sum up, marking a product’s place of origin 
makes it unique and guarantees its high quality pro-
vided by the local tradition. Market-wise, it becomes 
more attractive, purchased more willingly, and com-
petitive. On the other hand, the high quality of such 
products, clients’ satisfaction, and their positive opin-
ions promote the region from which the products orig-
inate. In this way, they create, strengthen, and estab-
lish a positive image of the area. Thus, there is mutual 
reinforcement of two brands: the brand of the product 
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through the reputation of the place and the brand 
of the place through the reputation of the product.

The same relationship occurs between tour-
ist regions and local food products. The customers 
include tourists who buy regional products while 
visiting a given area. Local specialties, strongly iden-
tified with the visited region and its landscape, pro-
vide tourists with new experience. It may be purely 
culinary (eating products in an attractive landscape) 
or it may have a wider cultural dimension and involve 
the possibility of discovering the history and the con-
temporary life of the region, modern farming meth-
ods, and ways of making food. As a result, the visit 
becomes richer, more exciting, and long remembered.

The offer of traditional products increases the 
region’s attractiveness, improves its image, or 
increases the number of tourists. Theoretically, we 
can assume a certain model of relationships between 
the region, the product, and the tourists (Figure 9). 

This article is the first attempt to describe the rela-
tionships presented in the model, using the example 
of Lubelskie Province. This administrative region was 
the first in Poland to implement consciously and pur-
posefully the place of origin strategy in the promotion 
of food and tourism products. 

4.2 Activities increasing the recognisability  
of Lubelskie Province

Since 2008, several national campaigns have been 
launched, e.g. “Lubelskie is great for the weekend” 
(2008), “Lubelskie – turn off the stress, turn on the 
power!” (2009), “Lubelskie – may the moment last!” 
(2010), “Lubelskie. Taste life!” (2011), “Lubelskie 
brand” (2011), “Lubelszczyzna flavours” (2011-2012), 
“Lubelskie – for a while or longer” (2014), “Lubelskie. 
The best because it’s ours!” (2015), and “The force is in 
us!” (2016). Through those campaigns, the authorities 
of the region encouraged people to buy and consume 
goods produced in Lubelskie Province. Moreover, the 
activities mentioned above were to help identify the 
region with the high culture of taste by highlighting the 

image of the Lublin Region as a land of ecological food. 
The campaigns also emphasised that it was not only 
about tasting a wide variety of foods, but also “tast-
ing” culture, taking advantage of beautiful nature, and 
indulging in one’s passions. The campaigns cost over 
2.5 million Euro and in greater part were sponsored by 
the European Union. They involved distributing bill-
boards all over Poland, broadcasting commercials on 
national and private TV channels (national and region-
al), launching on-line campaigns on popular informa-
tion portals and Facebook, radio campaigns (nation-
wide and regional), press campaigns (in nation-wide 
and regional magazines), and promotion during Pol-
ish and international tourism fairs and in selected 
airlines using Lublin airport (https://www.lubelskie 
.pl/kampanie-promocyjne; Skoczylas 2012).

The commercials broadcast as part of two cam-
paigns won prizes at a number of international CIFFT 
festivals (International Committee of Tourism Film 
Festivals). In 2010, the spot entitled “Lubelskie – may 
the moment last!” won six awards at the CIFFT festi-
vals in Poland, Romania, Slovenia, Russia, the Czech 
Republic, and Austria (the Grand Prix). In 2014, 
another spot, entitled “Lubelskie – for a while or lon-
ger”, was appreciated at the CIFFT festivals in Berlin, 
Riga, and Warsaw.

The promotional campaigns were run in the media 
(radio, television, press, Internet) in all the provinces 
in Poland, and large-format billboards and citylights 
could be found in the largest Polish cities: Warsaw, 
Gdansk, Szczecin, Poznań, Krakow, Katowice, Łódź, 
Wrocław, and Rzeszów.

The promotional activity was also run abroad, e.g. 
through airlines in cities where passengers can fly 
directly from Lublin (e.g. Dublin, Stockholm, Glasgow, 
Brussels). Economic commercials and advertising 
boards were placed in mass media, e.g. on BBC News, 
on TV channels in Europe, Asia, and Pacific, and the 
Middle East; commercials promoting the region were 
broadcast during international CIFFT festivals; events 
promoting brand regional products were organised in 
Brussels (2011 and 2012).

Regional foodstuffs have been successively intro-
duced onto the Polish List of Traditional Products 
supervised by the Ministry of Agriculture and Rural 
Development. Currently, with its 208 products, Lubel-
skie Province comes third on the list (https://www 
.gov.pl/rolnictwo/lista-produktow-tradycyjnych12). 
In 2014, a regional specialty – Lublin cebularz (onion 
pie) was registered under the Protected Geographical 
Indication (PGI) scheme.

5. Analysis of the perception  
of Lubelskie Province

To achieve the goals adopted in the study, the percep-
tion of the image of the Lublin Region was investigated 

Fig. 9 Place of origin concept – relationships between the region, 
the product, and the tourists.
Source: A. Stasiak.
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with respect to the predominant features of the nat-
ural and socio-economic environment and the rec-
ognisability of its regional products and foods was 
analysed. On this basis, the effectiveness of the pro-
motional campaigns across the country was assessed. 
This knowledge allowed establishment of the direc-
tion of possible activities aimed at taking advantage of 
the traditional farming landscape of the region.

5.1 Perception of the major features  
of the socio-economic and natural environments  
of Lublin Province 

The analysis of the region’s image started from a 
question the tourists were asked about their direct 
associations with Lubelskie Province. The respond-
ents pointed mainly to its rich history and multicul-
tural heritage (16.6%), well-developed agriculture 
(14.9%), tourist attractiveness (14.8%), diversified 
and well-preserved nature (13.6%), and hospitality 
(11.4%). Less frequently, they mentioned features 
associated with the peripheral character of the region, 

e.g. the peripheral location (9.9%), poorly developed 
industry (16.9%), backwardness and poverty (1.8%) 
(Figure 10).

Based on the responses, it can be concluded that 
the majority of tourists perceive the region positively. 
It should be emphasised that the respondents indi-
cated resources promoting the development of tour-
ism (rich history and multicultural heritage; tourist 
attractiveness; diverse, well-preserved nature; hospi-
tality) as the most recognisable; these observations 
accounted for 56.4% of all responses. Together with 
the opinions on the well-developed agriculture in 
the region, they constituted as much as 71.3% of all 
responses. Therefore, it can be assumed that, besides 
the agricultural function, the tourist function should 
be developed in the province.

Next, the opinions were verified. The respondents 
were asked to evaluate the socio-economic situation 
of Lubelskie Province on a 1–5 scale. It turned out 
that most tourists described it as good (53.6%) and 
average (27.3%), although in fact Lubelskie Province 
is one of the poorest regions of the European Union as 

Fig. 10 Respondents’ general connotations with Lubelskie Province.
Source: Authors, based on own calculations and the questionnaire survey.

Fig. 11 Respondents’ evaluation of the socio-economic situation of Lubelskie Province.
Source: Authors, based on own calculations and the questionnaire survey.
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regards GNP. Very few respondents said that the sit-
uation is bad (1.4%) or very bad (0.9%) (Figure 11).

When asked to indicate the factor which they 
believed was the cause of the current socio-econom-
ic situation of the province, the respondents usually 
pointed to the development of tourism (20.0% of all 
indications), the predominantly agricultural function 
(15.8%), the poorly developed industry (12.0%), and 
the border zone location (10.9%) (Figure 12).

In the next part of the study, the tourists indicat-
ed the types of landscape that they associated with 
Lubelskie Province. Most respondents associated the 
area with natural (23.7%) and farming (19.0%) land-
scapes, woodlands (16.4%) as well as rural (12.9%) 
and tourist (12.5%) landscapes (Figure 13). As many 
as 90.5% believed that the anthropogenic transforma-
tion of the region’s natural environment was insignif-
icant or average.

All the responses presented herein allow us to 
conclude that although tourists recognize the periph-
eral character and the economic weaknesses of the 
region, their evaluation is still positive. In their opin-
ion, the most important factors determining the 
province’s development are tourism and agriculture. 
Interestingly, the economic shortcomings are viewed 
as advantages, guaranteeing a high-quality natu-
ral environment, only slightly transformed by peo-
ple (e.g. well-preserved nature, absence of industry, 
healthy food). Such an approach may have an influ-
ence of the respondents’ trust in the food products 
coming from the Lublin Region, which are consid-
ered healthy, high quality, and based on tradition that 
fits into the place of origin concept. The high-quali-
ty natural environment as a development factor in 
peripheral regions was emphasised by e.g. Olechnicka 
(2004).

Fig. 12 Causes of the current socio-economic situation of Lubelskie Province perceived by the respondents.
Source: Authors, based on own calculations and the questionnaire survey.

Fig. 13 Landscape types associated by the respondents with Lubelskie Province.
Source: Authors, based on own calculations and the questionnaire survey.
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5.2 Recognisability of regional products  
and foodstuffs from Lubelskie Province

As mentioned before, products may create, strength-
en, and consolidate the positive image of an area. 
Hence, the knowledge of local products and dishes 
that Polish tourists staying in Lubelskie Province had 
was investigated.

First, the respondents were asked whether they 
were familiar with the regional dishes or products 
from Lubelskie Province. Over 1/4 of them (26.8%) 
provided a positive response. Next, they were asked 
to give examples of regional food. The analysis of 
the responses shows that the best-known region-
al products include Lublin onion cake (cebularz) 
(25% of responses), gryczak/Biłgoraj pieróg (9.4%), 
vorschmack (a kind of goulash soup), and rape hon-
ey (3.1% each). The respondents also mentioned 
potato dumplings (kartacz cake), traditional dump-
lings, kulebiak pie (stuffed pastry), regional breads 

and oils, raspberry tincture (malinówka), sękacz pie 
(a “branched-tree” cake), drop scones (racuchy), Pol-
ish potato pie (kartoflak), bałabuchy pie, and pickled 
apples (Figure 14).

Except two (kartacz cake and bałabuchy pie), all the 
products or dishes mentioned by the respondents can 
be found on the List of Traditional Products (a reg-
ister kept by the Ministry of Agriculture and Rural 
Development). In 2014, Lublin onion cake (cebularz) 
was registered under the Protected Geographical 
Indication (PGI) scheme.

Next, all the respondents were shown a list of 
products and dishes and asked to choose those that, 
in their opinion, were originally from Lubelskie Prov-
ince. The results point to a relatively good knowledge 
of the Lublin region food among the respondents. It 
is confirmed by the average number of indications 
(over 3) for each of them. Tourists most often pointed 
to onion cake/cebularz (13.6%) honey, (11.9%), tra-
ditional dumplings (9.6%), sękacz (6.9%), gryczak/ 

Fig. 14 Regional dishes and products mentioned by the respondents.
Source: Authors, based on own calculations and the questionnaire survey.

Fig. 15 Regional products and dishes associated by the respondents with Lubelskie Province.
Source: Authors, based on own calculations and the questionnaire survey.
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Biłgoraj pieróg (6.1%), and rape or linseed oils (8.7%), 
as well as tinctures – raspberry (malinówka) or cran-
berry (żurawinówka) (6.7%). Other dishes, e.g. tripe 
soup (flaki), kulebiak pie, kutia, and steamed dump-
lings (parowańce) were less strongly associated with 
the region (Figure 15).

To sum up, the analysis presented above indicates 
that Lubelskie Province and the foodstuffs (including 
regional ones) produced in the region are recognis-
able in Poland. Similar observations were reported by 
Czeczelewski et al. (2017). 

As shown by the research results, regional products 
appear to be important for creation of the tourist offer 
of Lublin Province, including culinary tourism. This is 
also confirmed by field observations, which demon-
strate that there has been an increase in the interest 
in the offer of regional products expressed by both 
manufacturers and customers in recent years. Such 
dishes and products are increasingly being offered 
in the menu of gastronomic facilities. Additionally, 
regional food selling facilities are set up, especially in 
attractive rural areas. New events related to cultur-
al heritage appear, during which dishes and regional 
products are offered and accompanied by workshops 
on their preparation. Moreover, traditional recipes are 
made available on websites.

Further development of tourism in the rural areas 
of Lubelskie Province should be accompanied by oth-
er promotional campaigns and protective activities, 
e.g. registering other products under the EU regional 
and traditional products protection scheme (e.g. gry-
czak/Biłgoraj pieróg, honeys, regional oils, and tinc-
tures). Furthermore, besides products that are already 
offered in the region based on the culinary heritage 
(e.g. the Museum of Cebularz in Lublin, the Trail of 
the Tastes of the Land of Loess Gorges, the European 
Festival of Taste in Lublin, “Gryczaki” Groats Festival 
in Janów Lubelski), new products should be offered, 
such as food-producing establishments, gastronomy 
museums, culinary trails, events) with domestic and 
foreign tourists in mind.

6. Potential of the use of traditional 
agricultural landscapes in the development 
of Lublin Province in relation  
to strategic documents

Tourism development in peripheral rural areas may 
improve their economic situation by using the tan-
gible and intangible rural resources, which has been 
demonstrated by the study results. Tourism has 
been proven to have an important role to play in this 
respect. Many researchers have already found sense 
in developing tourism activity, e.g. Tervo-Kankare, 
Tuohino (2016); Lane, Kastenholz (2015); Carneiro et 
al. (2015); Siow et al. (2013); Cawley, Gillmor (2008); 
Garrod et al. (2006). Tourism as a new function 

developed in rural areas has also been recommended 
in a number of strategic documents, including global 
and European-scope strategies (e.g. CEC 1996, 2005; 
OECD 1995, after Cawley, Gillmor 2008).

In Poland, such recommendations can also be found 
in many documents of national importance (e.g. in the 
Krajowa Strategia Rozwoju Regionalnego 2010–2020: 
Regiony, Miasta, Obszary Wiejskie, adopted in 2010; 
Koncepcja Przestrzennego Zagospodarowania Kra-
ju 2030 (adopted in 2011); Strategia Rozwoju Kraju 
2020 (approved in 2012); Strategia Rozwoju Kapitału 
Społecznego 2020 (since 2013); Program Rozwoju 
Turystyki na Obszarach Wiejskich (adopted in 2015). 
They foster tourism development by creating new 
jobs in the tourism industry and by taking action to 
improve tourist attractiveness of rural areas. Follow-
ing the strategic assumptions, tourism development 
should involve building up infrastructure, protecting 
and promoting natural and cultural heritage and land-
scape, as well as increasing the creativity of local com-
munities. This should result in using unique endoge-
nous resources, developing local products and tourist 
services and, consequently, growing competitiveness 
of the region. Moreover, the activities should improve 
the quality of inhabitants’ lives and tourists’ comfort 
of stay and satisfaction, stemming from the features of 
the tourism space.

On the regional level (Strategia rozwoju wojewódz-
twa lubelskiego na lata 2014–2020, possibly contin-
ued until 2030, adopted in 2014; Plan Zagospodaro
wania Przestrzennego Województwa Lubelskiego, 
approved in 2015), it is recommended that tourism 
should be developed in rural areas, tourism insti-
tutions should be supported, and the region’s offer 
should be promoted. The core of the activity should be 
tourist products – especially those related to cultural 
(including culinary) tourism, also in the supra-region-
al aspect (e.g. theme tourist trails), which should be 
next promoted in Poland and abroad. One of the ways 
to do it is applying for EU certificates for regional food 
products, such as Protected Geographical Indication 
(PGI), Protected Designation of Origin (PDO), or Tra-
ditional Speciality Guaranteed (TSG).

To sum up, as shown in the literature on the sub-
ject and the strategic documents presented above, it 
is possible to use traditional farming landscapes for 
development of Lubelskie Province by protection 
and promotion of the natural and cultural heritage, 
development of tourism in rural areas, maintenance 
of the high quality of the natural environment as a 
place to live for inhabitants and to visit for tourists, 
and building social capital (educating, raising qual-
ifications, triggering creativity, and stimulating the 
inhabitants).

The observations made in Lubelskie Province seem 
to fit into the future scenarios for peripheral regions. 
In certain conditions, they may pass straight from the 
agrarian to the information technology civilization, 
omitting the industrial era on the way (Olechnicka 
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2004; Gilowska et al. 2000). The prerequisite for this 
change is a high potential of the countryside resourc-
es (e.g. good quality of the natural environment, an 
attractive landscape, unique cultural heritage), which 
build the image of the region, as well as a high social 
capital (Siow et al. 2013; Garrod et al. 2006). Tour-
ism developed in such conditions, integrating various 
actors (e.g. farmers, consumers, institutions) (Ilbery 
and Kneafsey 1999), may contribute to the improve-
ment of the socio-economic situation of peripheral 
regions.

7. Conclusions

At present, there are many regions where traditional 
agricultural landscapes have survived. They are dis-
tinguished by specific socio-economic features, e.g. 
traditional extensive farming and production main-
ly for own needs or local markets. Frequently, such 
regions are referred to as peripheral. Due to the lack 
of other development opportunities, such areas are 
dominated by agricultural function with traditional 
crops and lifestyle. On the one hand, these charac-
teristics determine the low income (poverty) of the 
inhabitants; on the other hand, they are a valuable 
component of the region’s cultural heritage.

As shown by the literature, given the growing 
demand for authentic sensations and impressions, 
tourists are increasingly choosing areas/regions 
where elements of local heritage are preserved in 
various forms, e.g. local food and cuisine. They are 
perceived as important components of the overall 
experience of the destination.

Traditional food is therefore an attractive resource 
facilitating creation of a variety of tourist products 
(events, workshops, museums, routes, gastronomic 
facilities, agritourism farms) and providing the pos-
sibility of using the offer as a marketing tool. The lev-
el of marketing, entrepreneurship, and investments 
implemented by local communities and local govern-
ments will consequently determine the further devel-
opment of the region in this respect.

The use of regional products can contribute to stim-
ulation and support for traditional agricultural activi-
ty and maintenance of centuries-old food production 
methods, preservation of the authenticity of the place 
(sense of place), enhancement of the attractiveness of 
the region; empowering the community (e.g. by creat-
ing jobs, development of entrepreneurship); integra-
tion of residents by the sense of pride in the common 
heritage (especially in relation to food), and conse-
quently to strengthening the identity of the region/
area brand (see also Telfer, Wall 1996). In the light of 
the research results, this also seems to be confirmed 
by the presented place of origin concept, as manu-
factured regional products consolidate the positive 
image of regions with traditional agricultural land-
scapes, simultaneously strengthening two brands – 

the product through the reputation of the place and 
the place – through the reputation of the product.

As shown by the present analyses and consider-
ations, it is possible to develop another function, i.e. a 
touristic function, in the peripheral regions with tra-
ditional agricultural landscapes. However, it should 
be developed in a sustainable way as a supplemen-
tation of the basic agricultural function. Only such a 
way of using the region’s resources will not diminish 
its authenticity, which determines its attractiveness.

Social capital is a very important factor in the activ-
ities described above, as the awareness, activity, and 
creativity of the inhabitants will determine their suc-
cess in the future.
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