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ABSTRACT

Tourism is an activity strongly characterized by different motivations and specific interests. In this sense,
tourist destinations and territorial stakeholders are paying attention to attributes (e.g. gastronomic her-
itage) as a preponderant element of territorial management and brand awareness (e.g. city marketing,
place marketing, internal marketing, relationship marketing). Cheese tourism has been of particular
interest to the marketing and tourism academic community. Portugal, and “Queijo da Serra” in partic-
ular, is a tourist product much appreciated by visitors and an important destination brand attribute in
the Portuguese context. The chapter aims to present a brief theoretical and exploratory reflection of this
product for the niche tourism literature (specifically, cheese tourism). From an embryonic perspective,
the chapter presents insights for tourism, internal marketing and territorial management.

DOI: 10.4018/979-8-3693-3490-4.ch023

Copyright ©2025, IGI Global. Copying or distributing in print or electronic forms without written permission of IGI Global is prohibited.

41



INTRODUCTION

Tourism, as an area of research, has expanded its scope, reflecting a growing recognition in the aca-
demic community, parallel to the application of interdisciplinary concepts and methods (Kim et al., 2024).
Last years, cheese tourism has been characterised as a niche of food tourism, which has seen growing
interest from academics worldwide (Ermolaev et al., 2019). In addition to academics, professionals have
also worked extensively to understand how food products are transformed into tourist attractions (Dixit,
2019). In fact, tourism research has studied its various implications from a multitude of perspectives
and with interdisciplinary perceptions (Fraiz et al., 2020; Khalilzadeh, Kozak & Del Chiappa, 2024). In
this context, niche tourism can be considered an alternative (Sousa et al., 2023), almost the antithesis
of modern mass tourism (for example, cheese tourism). In the last years, brand management and place
marketing have generated much interest both in academic and business circles and branding strategy
has been widely recognised as a source of sustainable competitive advantage (Alves & Sousa, 2021;
Lubowiecki-Vikuk & Sousa, 2021). Segmentation and special interest tourism have been asserting itself
in recent decades and is strongly associated with the theory of niche marketing (Santos et al., 2021;
Sousa et al., 2020). In this context, Sousa et al. (2022) argues that the growing global competitiveness,
the need to innovate and the desire to make a difference are at the origin of the progressive segmentation
of the tourism market. This leads, therefore, to the diversification and multiplicity of tourist products.
We easily find activities and / or products considered as specific interest tourism (Dias et al., 2023; Nair
& Mohanty, 2021; Trauer, 2006; Barzallo-Neira & Pulido-Fernidndez, 2023). Some special forms of
tourism (SFT) are the result of technological developments. SFT can be operated both on a first level,
through a network of small companies (tour operators, hotels, etc.), making use of low barriers to entry,
characteristics of the tourism industry, and employing information technologies as a form of “home in-
dustry”, as at another level, on a larger scale, through transnational companies, using highly developed
specialist systems that can provide a greater variety of tourism products and tourism services (e.g. cheese
tourism) (Ogan & Celik, 2023; Bujok, Klempa, Jelinek, Porzer & Rodriguez Gonzalez, 2015; Moreno-
Lobato et al., 2023; Stosic, Smugovié, Ivanovié, Kalenjuk, & Stosi¢, 2023; Magri-Harsich, Fusté-Forné,
Fernandes & Vidal-Casellas, 2024).

This chapter develops the existing research since it discusses the growing phenomena of cheese
tourism and the perspective of marketing (e.g. relational, endomarketing and place).

NICHE MARKETING AND SEGMENTATION

Tourism is a phenomenon that moves millions of people around the world, taking as a major driver
of the global economy. Every year, much due to the frequent changes in the tourism environment, fosters
competition between and within tourist destinations (Santos, Ramos & Sousa, 2021; Sio et al., 2024).
It is multifaceted and geographically complex activity, where different services are ordered and deliv-
ered in different stages, from origin to destination (Lubowiecki-Vikuk & Sousa, 2021). To set Special
Interest Tourism (SIT) in a broader overall tourism context, Trauer (2006) suggest a “Tourism Interest
Continuum”. As a psychological phenomenon, a tourist trip is preceded by a specific need that generates
a reason to travel and sets a goal for the trip, which follows the search for information (Wen, Goh & Yu,
2023; Dai et al., 2024). Like other emerging sectors in a modern economy, tourism is a dynamic and
ever-changing industry (Bellato, Frantzeskaki & Nygaard, 2023). Consequently, SIT, both as a product
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