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5. Obiekt Rolny Linie Marek Grądzki – Marek 
Grądzki Farm in Linie
The farm produces goat cheese on the basis of 
unpasteurised milk obtained from goats fed 
during the grazing period on green fodder 
that comes only from farm’s ecological mea-
dows, and during the winter season – on hay 
and kibbled grain from farm’s fields. Goats are 
hand-milked. Cheese is produced as a result of 
adding special cultures of bacteria, after which 
milk is curdled with original plant or animal 
rennet. After the brine bath, cheese ripens for 
three months in properly prepared basement 
spaces. People can buy cheese from the farm by 
mail order. The farm also organises farm stays 
for cheese tourists, including 2-day workshops 
of cheese production, accommodation and 
sustenance. 

6. Rzeźnictwo-Wędliniarstwo Stefan Sło-
ciński – Stefan Słociński Butchery and Cold 
Meats Production in Bukowiec
The meat processing plant is a family business 
producing traditional and regional foodstu-
ffs in accordance with old, well-tried recipes 
passed down from generation to generation. 
Products used in the meat processing come 
from producer’s own farm, where pigs of native 
breeds are fed on livestock feed and slaughtered 
in the nearby slaughterhouses. The products 
are of the highest quality, which allows for the 
production of tasty deli meats that are charac-
teristic of western Wielkopolska.

Meat smoking takes place in a  traditional 
alder and beech smoking chamber. Any phosp-
hates or soya or any other functional additives 
are not used in the production process.

Stefan Słociński’s specialty is a  roasted leg, 
Nowy Tomyśl-style ripening sausage, ribs and 
smoked Wielkopolska leberka, all of which 
have been entered on the List of Traditional 
Products of the Ministry of Agriculture and 
Rural Development.

7. Okręgowa Spółdzielnia Mleczarska TOP-
-TOMYŚL – Regional Dairy Cooperative in 
Nowy Tomyśl
This Regional Dairy Cooperative has been ope-
rating in western Wielkopolska for 60 years. 
From its beginnings, it has manufactured an 
array of products related to the local tradi-
tion. Their preparation is based on traditional 

methods and the products contain only natu-
ral 100% milk-derived ingredients. Their top 
quality has made them popular both in this 
country and abroad. The procured milk comes 
from the farms located in the western part of 
Wielkopolska, whose owners are the Coopera-
tive members.

Fried Cheese, entered by the European 
Commission in the Register of Protected Geo-
graphical Indication, is one of the key products 
manufactured by the Cooperative (Fig. 3). It is 
based on a recipe passed down from generation 
to generation.

Other specialties manufactured by the Coo-
perative include Wielkopolska Gzik cheese, 
Wielkopolska extra-quality butter, yoghurts, 
cottage cheese, buttermilk and cream.

The coordinator of the network of Culinary 
Heritage Wielkopolska, which is the Subdivi-
sion for Agriculture and Rural Tourism Promo-
tion at the Department of Agriculture and Rural 
Development of Marshal Office of the Wielko-
polska Region (Oddział ds. Promocji Rolni-
ctwa, Żywności i Turystyki Wiejskiej w Depar-

Figure 3. Fried Cheese produced by TOP-TOMYŚL – 
a product in the Register of Protected EU Geographi-
cal Indication

(source: www.gloswielkopolski.pl/, date of access: 
20/03/2017)
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tamencie Rolnictwa i Rozwoju Wsi UMWW), 
is very proactive and undertakes various initia-
tives to promote, popularize, and develop the 
network as well as to provide information about 
network activities. To achieve this objective, the 
regional network coordinator cooperates with 
different media: TV, radio, newspapers. Infor-
mation about the network is also published via 
the internet and social media. Moreover, the 
Marshal Office of Wielkopolska actively pro-
motes the idea of regional food through par-
ticipation in big and well-known national and 
international events (fairs, markets, festivals), 
like: Targ Śniadaniowy – Breakfast Market in 
Poznań, Smaki Regionów – Tastes of Regions in 
Poznań and Festiwal Dobrego Smaku – Good 
Taste Festival in Poznań (in Poland), Grüne 
Woche in Berlin (Germany), Tutto Food Milan 
(in Italy). The network of Culinary Heritage 
Wielkopolska also participates in a  national 
competition called “Nasze Kulinarne Dziedzi-
ctwo. Smaki Regionów” – Our Culinary Heri-
tage. Tastes of Regions. In 2016, the network of 
Culinary Heritage Wielkopolska was also pre-
sent during smaller local events in Poland, such 
as: Piknik nad Odrą – Picnic by the Oder River 
in Szczecin, Dni Obornik – Oborniki Town 

Days, Wielkopolskie Dożynki Wojewódzkie 
– Wielkopolska Province Harvest Festival in 
Liskowo, and also at the Christmas Market in 
Neustadt in Germany. The scale of the network 
promotion and its effect vary depending on the 
range of an event during which the promotion 
takes place. For example, Smaki Regionów – 
Tastes of Regions Fair in Poznań were visited in 
2015 by 60 thousand visitors. Visitors were able 
to get familiar with culinary heritage of Wiel-
kopolska, represented by 41 exhibitors (Fig. 4) 
(information provided by Mateusz Sieradzki, 
Coordinator of the Wielkopolska Network of 
Culinary Heritage in February 2017).

Every year the network of Culinary Heri-
tage Wielkopolska participates in the Annual 
Forum of Regional Culinary Heritage Europe 
(e.g. in 2016, its representatives went to Oslo). 
It also organises the Wielkopolska Culinary 
Heritage Forum – in 2016, the event was hosted 
by Tłokinia Kościelna Palace & Restaurant.

The major promotional activities organised 
by the network of Culinary Heritage Wielko-
polska, e.g. in 2016, include:

−− 	Website design – www.sdk-wlkp.pl;
−− 	Publication of two editions of promotional 

articles about the Wielkopolska network in 

Figure 4. Stand of Culinary Heritage Wielkopolska at Smaki Regionów Fair – Tastes of Regions in Poznań in 2013

(source: www.umww.pl/, date of access: 20/03/2017)
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26 regional weekly magazines and 4 web 
portals;

−− 	Publication of a  brochure related to the 
Wielkopolska culinary route;

−− 	Validation of the Culinary Heritage Wielko-
polska 2016 catalogue;

−− 	A  3-minute TV spot about the network of 
Culinary Heritage Wielkopolska;

−− 	Purchase of new roll-ups to promote the 
network;

−− 	Preparation of new network promotional 
gadgets.
Among various local promotional activities 

organised by the network of Culinary Heritage 
Wielkopolska in 2016, the following can be 
mentioned: financing of awards for the youth 
culinary competition held in the school com-
plex in Nietążkowo, co-organization of the 
”Pyra i Korbol” culinary competition (“Potato 
and Pumpkin” – Polish names are in the local 
dialect) for Country Housewives’ Clubs (in 
Polish: Koła Gospodyń Wiejskich), organi-
zation of a  culinary tour for pupils from the 
school complex in Liskowo.

The network of Culinary Heritage Wielko-
polska is represented also some agritourism 
farms that hold the title: The best tourism in 
rural areas in Wielkopolska, awarded in the 
contest organised by the Marshal Office of the 
Wielkopolska Region in 2007-2016 (they acco-
unt for 20% of all 122 farms awarded) (Naj-
ciekawsze…, 2015). The coordinator of Culi-

nary Heritage Wielkopolska always controls 
whether the network logo is present next to 
farms’ descriptions in the annual contest cata-
logue, to emphasize the culinary uniqueness of 
those places.

5. Tourists’ knowledge about the network of Culinary Heritage Wiel-
kopolska – research results. Its importance for the food tourism 
development

As explained at the beginning of the paper, 
Regional Culinary Heritage Europe is a  well-
-known and recognisable initiative among 
people working in tourism and food indu-
stry, but the author has decided to investigate 
whether also tourists travelling around Wielko-
polska are familiar with the logo and objectives 
of the network. 

A  short questionnaire was prepared for the 
purpose of the research. The surveyed people were 
shown the logo of Culinary Heritage Wielkopol-
ska (Fig. 2) and asked two questions: 1) Have you 
ever seen this sign/logo before? If so, where was 

it? 2) Do you know what it symbolises? Respon-
dents were asked only for their gender and age. 

The research was carried out in February 
2017 by twelve students of tourism and recre-
ation from Poznań (who had completed the 
course of Cuisine and culinary art as tourism 
attraction at Poznań University of Physical 
Education) – each of them interviewed, using 
the above-mentioned questionnaire, 15 acci-
dentally encountered people from the Wielko-
polska region (who travel around the region at 
least once a year and eat lunch or dinner during 
that trip). They collected 218 answers. 

Figure 5. Knowledge and experience related to Culi-
nary Heritage Wielkopolska among habitants of the 
region – local tourists, n = 218

(source: own research)
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In total, 58.3% respondents were female and 
41.7% were male. They represented the follo-
wing age groups: up to 18 years of age: 3.2%; 
age 19-25: 35.5%; age 26-35: 26.3%; age 36-50: 
21.7%; age 51-70: 11.5%; age over 70: 1.8%.

The research results are not representative 
and they are only preliminary. Nonetheless, 
they indicate the need for further, more com-
prehensive research.

The results of the survey (Fig. 5) show that 
the significant majority of respondents (82.6%) 
have never seen the logo of the network of Culi-
nary Heritage Wielkopolska before. Almost 
every other person (8.7%) has seen it before 
but did not know or remember exactly what it 
meant. The same percentage of Wielkopolska’s 
inhabitants – local tourists (8.7%) know the 
logo and its meaning.

Half of the respondents who knew the 
network logo and its meaning were men and 
half were women.

Young respondents, at the age of 19-35, were 
the strongest group (79%) that recognized the 
logo properly. Another 20% of the good ans-
wers belonged to people at the age of 36-50 and 
51-70 (10% each). 

People who have never seen the logo before 
had different opinions about it. One person said 
that the colours of the sign are very nice, and 
the logo has a simple form that may encourage 
tourists to enter the place, e.g. a  restaurant, 
while another one found the logo not modern 
enough and absolutely not clear. Some people 
mentioned that it looks more like a T-shirt or 
an apron, but not a  chef ’s hat. A  few people 
mistook it with the EU logo or with UNESCO 
activities or Michelin designation.

6. Conclusions

The author concludes that initiatives such as 
the network of Regional Culinary Heritage 
Europe are nowadays undoubtedly interes-
ting and necessary because people who are 
interested in healthy, regional, authentic food 
need reliable signposts of what and where to 
eat. The network member regions, like the 
network of Culinary Heritage Wielkopolska, is 
such a signpost. The network develops in the 
region very fast and undertakes many actions 
to promote, popularize, and provide informa-
tion about its own activities. Certainly it has 

become a  culinary trademark, which is very 
well recognizable, mainly by food and tourism 
sectors. Unfortunately, it is not widely known 
in society, even among current and prospec-
tive tourists.

Culinary Heritage Wielkopolska has so far 
done a lot to develop the network and to pro-
vide information in the community but pro-
bably now it is time for new ways of promotion, 
targeting new groups, presenting the network 
with a fresh look, so the information will reach 
more and more tourists.
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