
*

**

mihwalee@hotmail.com
***

fukiko.nakako@komatsu-u.ac.jp

･ ｢ ･

｣

：

･

｢

＆ ｣

：

･

＆ ･

: (Food Trail), (Apple Pie Trail), 
(Chocolate Trail), (Bacon Ale Trail), (Authenticity)

1. 

(Oie 
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2010

8,260 (2017 ) EU (2014 ) ( 18 )

(Apple Pie / Chocolate / Bacon Ale)

WEB

(

) 3 2018 9 9 ~14

CTA(Culinary Tourism Alliance) Podgorsky

BMVA(Blue Mountain Village Association) Kendall

STA(Stratford Tourism Alliance) Rehberg

3

2. 

1990

(Oie & LEE, 2018) Syoku-No-Kaido
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(Boyne, Williams & 

Hall, 2002 ;Kim Meyer-Czech, 2003;Mason & O’Mahony, 2010; Anderson & Law, 2012)

Dougherty & Green(2011) Wiliams,Williams Jr. & Omar 

(2014)

Urban Bourbon Trail

Seafood Trail

( ) ( ) 3

(Productio

n) ( Gastronomy) ( Tourism)

(Oie & LEE, 2017)

3

1)

DMO

1) 1997( 9)
3

(JTB HP https://www.tourism.jp/tourism-database/glossary/roadside-station/, 
2019 3 19 )
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BLUE MOUNTAIN

3. 

3

1

4

36~40 (2018 9 )

2

3 . 1  ･ ｢ ･ ｣

(Blue Mountain)

1800

1800

6

( HP)

3.1.1 CTA BMVA

DMO (Destination Management 

Organization) BMVA(Blue Mountain Village Association)

CTA(Culinary Tourism Alliance) 

CTA 2006
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(2011 OCTA ) CTA

FEAST ON 140

25%

CTA

10

( )

BMVA

( )

https://www.applepietrail.com/

1> 
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(signature item)

CTA

4 fee (

) 4

BMVA

BMVA

3.1.2 

10%

40

37 ( )
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82% 18%

The Cheese Gallery

Grandma Lambe’s
Thornbury Village Cider 
House & Brewery

Ravenna Country Market

Georgian Hills Vineyards

(Inside information)

3 . 2  ｢ ･ ＆ ･ ｣

(Stratford) 30,886 (2011 )

(4
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10 ) 50

5 1 (

)

1855

3.2.1 STA

STA(Stratford Tourism Alliance) DMO 2007

( ) ( )

( ) 5

STA

201( 2017)

STA

C$30

( )

STA

C$400

( ) 75%

2

20% 5%
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STA

( )

Fresh Fun Exciting

3.2.2 

STA 5

(3 4 ) (9 10 )

50

Chocolate Barr’s cadies Rheo Thompson 

cadies Rocky Mtn Chocolate 3

STA

< 2> ( )
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< 1> 

6 (C$30) (24 )

1 C$7~9

16

5 C$30 5

5 C$7~9

( )

1

365 (5 6 ) 1
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STA

< 3> 

4. 

DMO

10

(Chocolate, Bacon, Ale)

365
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(5 6 ) 1

(Production) ( Gastronomy) (

Tourism)

( )
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Heinemann

Boyne S.,Williams F. & Hall D.(2002),Tourism and Gastronomy ;Chapter 6 On the trail of regional success; tourism, 
food production and the Isle of Arran Taste Trail, pp.91-114

Kim Meyer-Czech(2003), Hall & Sharples(2003)FOOD TOURISM Around the World; Chapter8 Food trails in 
Austria, pp.149-157

Mason R.& O’Mahony B.(2010) On the Trail of Food and Wine:The tourist search for meaningful experience; 
p498-517;Annals of Leisure Research Volume 10,Numbers 3 & 4, 2007

Anderson A.& Law L.(2012) An advanced framework for food trail performance;Journal of Vacation Marketing 
18(4), pp.275-286

Ontario’s Four-Year Culinary Tourism Strategy and Action Plan 2011-2015(2011)
Management of the food trail in Japan Mihwa LEE Tateo OIE Timothy LEE, The 1st Global Congress of Special 

Interest Tourism & Hospitality, 2017
& (2018) 3 (Vol.29 

No.2) pp.75-81
http://www.ontariostyle.com/
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Apple Pie Trail HP: https://www.applepietrail.com
https://visitstratford.ca/index

: 2019 03 20
: 2019 04 16

1 : 2019 05 12
2 : 2019 05 15

: 2019 05 17
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カナダオンタリオ州におけるフードトレイルの成功要因

･

(Food Trail)

DMO

(Production) ( Gastronomy) ( Tourism)

3

Focused on Success Factors of Food Trail in Ontario, Canada

Lee, Mi-Hwa･Fukiko, Nakako

This study focuses on the success factors of Food Trail in Ontario, Canada, which utilizes local foods and cultures as resources, 
and leads to significant implications by conducting a factual survey from a marketing perspective. 

Specifically, I interviewed each DMO’s Food Trail manager. And I also visited, observed and interviewed stores participating 
in Food Trail. From a marketing point of view, three Food Trail cases show that by entirely utilizing local resources centering
on DMO they are developing a genuine and sustainable Food Trail with storytelling.

The implications of this field survey are as follows : first of all, that with the participation of stores from various businesses, 
production manufacturing, Gastronomy(retail and food) and Tourism are operating in one united body, that a community 
based on connections between companies participating in the Food Trail is active, and that they hang onto authenticity. 
Recently, there has been a movement in Japan that is conscious of the Western European Food Trail. In developing Food Trail 
suitable for Japan in the future, it should be noted that these three cases have the implications. But despite the success of 
the Food Trail in Ontario, it should be careful to apply it to Japan without any strings attached.




