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ABSTRACT

The aim of this article is to highlight the imparta of urban food markets as tourist
icons in the current competitive race to createaetitve cities. Food markets attract a
large number of consumers, both local and tourldtsvever, their impact on the city

and its dynamics should be treated to establishsamea to ensure sustainable
(compatible) uses for both kinds of users. Thissdak the establishment of a system of
indicators to determine what level of sustainapiftod markets are at and facilitate

decision-making for the agents involved in theimagement.
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INTRODUCTION
Currently, cities compete to attract new activitie®re tourists, new residents, etc. One
of the tools in this race is local culture (Urng9D; Richards, 1996). Among the wide

range of cultural aspects, gastronomy is one ohibklights (Bourdieu, 1984; Hjalager



& Richards, 2003). To be recognized around the dyofbod markets have to be
authentic, genuine and local. Food plays an imporale in everyday activities (both
for tourists and for residents) and it is also Hapiof local identity creation and
therefore of the cultural specificity that is attige to foreigners. The food industry
offers great opportunities of tourism developmétitiards, 2012; Stanley and Stanley,
2015). In addition, tourists have evolved from th@ntemplative tourism tradition to
experimentation where creativity and the local camity’s lifestyle are included. As a
result, culinary experiences are the current tréthaolvever, there is a tension and a
balance to be achieved, between the two uses: beth&ing attractive to visitors from
different places and cultures of the world, whileaimtaining local identity and
characteristics and responding to the demandsroémuresidents. This is described as
standardization versus local identity (Edensor,8) 9% this line, urban food markets
appear as a type of tourist resource and regeoeraibl of urban centers. They are
icons for promoting the image of the city. The alijge of this paper is to find the key
to ensure the sustainability of these places. Wihed markets become tourist icons,
they run some risks. The most prominent risk ofdfenarkets is that of becoming
touristified markets, i.e., spaces with a lack athanticity that are only visited by
tourists and ignored by residents. Therefore, timallenge of any destination
management organization (DMO) is to look for andsprve the compatibility of the

food markets with their duality of uses and usémsorder to meet this challenge, a



measurement system, based on the four differeneérsians (socio-cultural, economic,
environmental and destination (resource) managema&as designed to assess at what
level the food market is currently operating. Thee wf indicators has been widely
recognized as an appropriate tool to assess thelagewent and facilitate the
operationalization of sustainable policies. Accoglly, a significant number of national
and international organizations are getting indregg involved in the collection and
dissemination of several indicator measures. Howekis is not happening with regard
to food markets, hence, our proposal is the figsttcbution. In short, the aim of this
article is to provide a measuring tool to assessstistainability of food markets and to

enable their reconciliation of uses and users.

The proposed measuring tool serves to find thesasdgenegative sustainable aspects
and to facilitate information to design strateg@sthe management and monitoring of
food markets. Ultimately it intends to seek a suosfsle food market management

model to ensure compatibility of uses between kaal visitors.

To achieve these objectives, the paper is struttwith a section of scientific literature
review related to sustainability, gastronomic tenri and food markets. Then 42
synthetic indicators are designed to get infornmatiand diagnose about the

sustainability status of the resource. The casdysti the Boqueria food market in



Barcelona (Spain) is the illustrative example ug$ed implementing the designed

experimental system of indicators and determiniagsiage. Once the analysis is done,
it seeks to implement management proposals to ersampatible use between local
community and tourism. Finally, it is intended teeuthis measure tool to be applied to

other similar resources geared towards sustaitabili

The methodology used in the empirical analysis mbination of quantitative and

qualitative techniques, gathering information frasecondary as well as primary
sources. On the one hand analysis of document@tianicipal ordinances and strategic
plans), information published on the website andketabrochures, on the other hand
information provided by interviews with technicalanagers of the Boqueria and the
Barcelona Municipal Institute of Markets (IMMB), ngors and users, both locals and
tourists. Specifically, 4 semi-structured indivitluaterviews were conducted among
the Boqueria managers and 8 among the establishonardrs; 200 tourists were asked
to answer different questions in order to deterntime reasons for their satisfaction
when visiting the market, and 200 residents wenmwesied to know their level of

satisfaction or disappointment with the tourist akthe space.

SUSTAINABLE DEVELOPMENT



The theoretical contributions on the concept oftainable development are still far
from consensus and a clear significance. Therefthrere is a great disparity of
definitions (Lopez Palomeque, 2007) and at the stme, a great difficulty in its
application. Krippendorff (1977) was the first tefer to the concept of sustainability
and later, in 1987, in the World Commission on Eomwment and Development, the
Brundtland Report legitimized and spread this idéhe report considered that
sustainable development puts the emphasis on rgetncurrent needs of humanity
without compromising the ability of future genecais to find solutions to their own
needs. However, the vagueness of this statementhanghrticular interests of different
stakeholders (Wall, 1997) make it difficult to oiota universal definition of sustainable
tourism. TheWTO (World Tourism Organization, 2005) states thagtainable tourism
takes full account of its current and future ecommmocial and environmental impacts,
addressing the needs of visitors, the industry, #mironment and the host
communities. In that sense, Sharpley (2000), LROB or Padin (2012) point out that
these needs include both tourists and residemts fn@sent to future and also the three
dimensions of sustainability: environmental, ecormoamnd socio-cultural sustainability.
The European Commission (2013) strengthened thigoaph by introducing the fourth
dimension: destination management. Tourists sdeghaquality experience in safe and
attractive environments. Therefore the touristipeziences must be monitored and

enhanced and DMOs have to look for and protecigbsatisfaction.



Destination management must be the new dimensiomake into account when

managing a tourist resource or a destination. Thrsn planners, as well as tourism
managers, need to be aware of and analyze théudsi that attract and motivate
tourists in their decisions to visit, just as muah does a destination or a resource

(WTO, 2005).

Regarding the economic dimension, it is necessartake into account the aspects
related to the long-term viability of tourism as eronomic activity. That is, leverage
and consolidation of tourism-generated employm#d,direct and indirect effects of
the activity; identifying and differentiating theestination for a memorable tourist
experience and specific brand (Ritchie & Crouch030 In the environmental
dimension, the aspects involved are the conservainl protection of natural resources
and ecosystems to ensure long-term viability. i ¢hse of the social dimension, the
observed issues have to do with the welfare oflabal population; cultural heritage
conservation; community participation in planningdatourism development; and
finally, health, hygiene and safety linked to thésitv Finally, the destination
management section focuses on issues related toofion and communication, and

visitors' satisfaction.



To implement a model of sustainable and compatimleism, it is necessary to know
the sustainability status of the resource or dastn at a given time. Hence, the
importance of sustainability measuring tools. Tisatmeasures that provide relevant
information to better understand the links and igmrimpacts with respect to the
cultural and natural environment in which the atfivakes place and upon which it is
largely dependent (WTO, 1995). Food markets doesotpe this trend and concern.
Being aware of the food markets vulnerability whiegy are becoming tourist icons has
to be the main priority of food market managersiider to implement sustainable and
compatible policies for both uses and users, thakaily residents' grocery purchasing
and visitors' sightseeing. Without such awaren#ss,touristification, gentrification,

disneyfication, museumification or standardizatainfood halls will expand globally,

as has happened with urban historical sites (Zuk&895; Petroncelly, 2008; Nelle,

2009; Hiernaux & Imelda, 2014; Barranha et 2017).

The central debate in this article revolves arotimel issue of the tension between
globalization and the local sphere (Harvey, 198#&jdéns, 1990, 1991; Robertson,
1992; Friedman, 1994; Featherstone, 1996), asesssll dialectical process (Hall,
1991; Giddens, 1991), which can militate againgt tbquirements of sustainability,
through the processes of homogenization and coeséaxclusion. In this case it is

applied to traditional food markets facing the pree of tourism as a globalizing trend,



especially in city centers. Whether the scaleppdd, in favor of tourism or local use,
the issue is how to find a balance in dynamic amehging urban environments. To be
explicit, the question is, whether the food markats/e towards scenarios of urban and
cultural homogenization or scenarios that resgezidcal particularity or generate new
particularities allowing urban development as dedigcal result while maintaining the
inclusion of local communities and the prevalendetheir idiosyncrasies, thereby

maintaining their sustainability.

Gastronomic Tourism and Food Markets

Gastronomic tourism is a kind of trip whose intéfesuses on exploring and enjoying
local meals and drinks; to experience typical fobthe destinations visited (Ignatov &
Smith, 2006; Long, 2004; Wolf, 2002). The compeétirace between tourist
destinations around the world to attract more @isitrules the current scenario. Tourist
destinations become successful if they conceivesdhealled "tourist reflexivity” (Urry,
1995), i.e., if they develop a range of goods argdlises that can distinguish them from

other destinations and appear attractive to p@kewsitors.

As Crespi-Vallbona and Dominguez-Pérez (2016: 46idke “food markets are

exceptional spaces filled with the history and wdtof a territory, tastes and eating



habits of the inhabitants of a destination”. Therefthey are significant icons in
contemporary cosmopolitan cities as places of d¢ofeural exchange, everyday
belonging, and citizenship (Crespi-Vallbona & Dimoitski, 2017). They are places
where people converge to buy and sell food, condusiness, share news and engage
in various social, cultural, economic and leisuracfices. In consequence, the cultural
tourism trend (Keller, 2005) has also affecteditradal food markets. Touristic interest
in urban food markets is due to this cultural trand visitors' demands, just as Crespi-

Vallbona and Dominguez-Perez (2016: 402) assert.

In that sense, high-quality cooking or distinctleeal food products play an important
role (Hage, 1997; Hashimoto & Telfer, 2006; lIbetyal., 2003). Food markets do, as
well (Crespi-Vallbona & Dominguez-Perez, 2016)fdnt, as it is said, local foods have
a particularly noticeable interest among touristsduse they are considered flagship
products that capture the typical and identity reatof a particular place (Bessiére,
1998; Urry, 1990), where the local population depslits cultural features, which in

turn can be viewed and shared by visitors.

Here, food markets play a relevant role, mainlysththat are classified as sustainable
food markets according to Crespi-Vallbona and Dguéz-Pérez's typology (2016).

These sustainable food markets dispense gourmeteemidgical goods, as well as
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traditional, healthy and quality groceries, areai¢d mainly in the center of the cities,
and they also provide leisure and culture, alignéti the new lifestyles of the urban

middle class residents and tourists. The typoldggustainable food markets only refers
to indoor markets; those located in the streefyout roof structures, are excluded. The

market building has also an artistic and historictdrest.

Therefore, food markets become drivers for sushdénarban development (Costa et
al., 2015:19) and appear as a new type of res@mddool for the regeneration of urban
centers (Dimitrovski & Crespi-Vallbona, 2017). Fhetmore, the rise of gastronomic
tourism and travelers' quests to find memorableeggpces (Hashimoto & Telfer 2006;
Okumus et al., 2013), lead to the so-callambd-market lovels These are a new sub-
category of food travelers: those tourists who esitstically spend a proportion of
their holiday time visiting these urban establishiseand seeking urban food market

experiences (Crespi-Vallbona & Dimitrovski, 201633.

Although food markets can serve as tourist enviremis1 and offer up the local
idiosyncratic experience, there are some warniggssrelated to their conversion into
impersonal spaces or "no places" with no diffeediin between them: becoming
another disneyfied (Zukin, 1998) or museumifiedaf@l, 1992) part of the city, and

hence, part of the homogenization of all urban epaentailing themed visual
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coherence, dissolution of particular urban contexded a generalized aesthetic

overview. This is a highlighted risk of the conseqces of globalization.

The current challenge is to provide tourist logagidhat are full of local culture and
gastronomy, without going beyond the limits of sirsibility, making these places an
ad hocproduct for the tourist, without losing their vaoular identity. This difficult

balance between both components focuses on hovesplae perceived, used, and

managed (Baerenholdt et al., 2004).

Sustainability of Food Markets: A Measuring Proplosa

The key to competitiveness of food markets is pegiensuring their sustainability and
maintaining the balance between popular and taditi public, on the one hand, and
tourists, on the other. This is to ensure the cdibiity of their applications and users.

There are different appropriate methodologies to used in this multi-criterion

decision-making process and to deal with multigaflicting attributes, as is the case
in other sustainability assessments (Diaz-Baltetr@l., 2017). The Weighted Linear
Aggregation, with indicator weights can be obtaifbgdsubjective methods (Krajnc &
Glavic, 2005), or objective methods (Pulido & Séiex, 2009; Carrillo & Jorge, 2017).

Other methods commonly used are Compromise Proga(Biaz-Balteiro & Romero,
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2004) or Goal Programing (Blancas et al., 2Qddzano-Oyola et al., 2012). We chose
Goal Programing (GP), due to it being a better wetwith which to handle multiple
conflicting objective measures and optimize deaisitaking. GP is a multi-objective
programing technique first developed by Charneslef{1955) and more explicitly
defined by Charnes and Cooper (1961). GP is knasva distinguished and effective

method of problem solving in any field of multiplariables.

Therefore, our proposed measurement approach igtiaah that is, indicators are
established based on the four dimensions of saindevelopment (socio-cultural,
economic, environmental and resource managemedtjadapted to food markets to
measure their sustainability in order to see t@tus and what future awaits them.
These indicators will help food market managertheir decision-making, determining
the desired degree of sustainability in all its eimsions and solving any deviations

observed.

The goal is obtained based on theriori provided information that is, using the given
preferenceof the analyst, who, based on these preferencepages the optimization
of the model. Therefore, any assessed issue isectath with a value. This value
indicates the level of aspiration or, acceptablemimum level for the corresponding

attribute. This value must reach a minimum (positsign) or has a maximum value



13

(negative sign, since it is the acceptable minimurh)s is calledsetting goalsThen, a
priority order is established among all the objexdi This order is determined by the
preferences of the decision maker, being a subgthing and based on the needs and

expectations of the organization.

In short, based on the Sustainable Tourism AttitGdale -SUSTAS- by Choi and
Sirakaya (2005), the contributions of White et @010), the European system of
tourism indicators (2013) and other studies by awads who have analyzed and
measured tourism sustainability (Sirgy et al, 20dgsal et al, 2012; Jeon et al., 2016),
a system of 42 indicators is proposed to analypd foarkets in their four dimensions.
The Tables 1, 2, 3 and 4 indicate the basic asipeotach dimension, the specific
evaluated question and the conceptual dimensidrthibg belong to. Any indicator has
its linked positive or negative value. Each of thesynthetic measures is called

Synthetic Indicator Goal Programming.

Table 1 lists the issues related to socio-cultim@lacts of tourist activity on the resident
population and proposes 14 indicators. These idsaes to do with the local residents'
wellbeing; the health, hygiene and public safetked to the market visit; and finally,
cultural heritage maintenance.

Insert Table 1
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Table 2 identifies 12 indicators related to the rexoic viability of the market.

Therefore, it is analyzed the economic income te ttommunity and market
stakeholders; the development and resource cornvpettss;, and also the supply
diversity.

Insert Table 2

Environmental dimension is represented in Table@® lests 9 indicators. The studied
aspects are the environmental impact limits and #mwironmental resource
management.

Insert Table 3

Finally, Table 4 focuses on issues related to stsirsatisfaction and market information

and communication. It corresponds to the destinatitanagement dimension and

proposes 7 indicators.

Insert Table 4

The positive indicators show a clear health signtled market in achieving the

compatibility of uses; the negative signs must banted, controlled. In this last case,
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the analyst must set a maximum threshold not texeeeded in order to maintain the

compatibility of uses and make these spaces fukyasnable.

For each of the aforementioned negative indicaadimit value has been stipulated to
maintain sustainability and compatibility of uses these spaces. However, for some
indicators, it is generically impossible or difficdo provide this value. For example,

indicators regarding to the social dimension, for the k -Tourist stalls, the threshold

not to be exceeded is 15% of exclusive touristbéistaments. But, thezI-Carrying
capacity-, the maximum volume of individuals notexceed is difficult to calculate,

since it is an indoor place, but with completelgpmccessibility to the public.

This issue, @ -tourist stalls), highlights the importance of ifisnof acceptable change

(LAC). LAC is the degree of change or impact thet be tolerated for the resource, the
local community or the visitors. It involves the oW process of defining desired
resource conditions and taking actions to maintainachieve those conditions.
Middleton and Hawkins (1998) defined carrying catyaas a measure of the tolerance
of a tourist site and the limit beyond which it mayffer from adverse impacts.
Therefore, the LAC framework has been used to roomdurist activities and sites by
identifying standards of quality and placing emphasn positive planning and

management anticipating overuse. Therefore, th@mogeh to managing impacts is
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based on the amount of change to be allowed iricpfat settings and developing
monitoring to assess these changes. Both physidadators and users' perceptions are

informational sources of social indicators andrtlaeceptable thresholds.

Many research projects have been conducted, anglyanpacts, to promote a
sustainable balance between environmental and|soeeds (Stankewt al., 1984;
Diedrich et al., 2011; Bentz et al., 2011; Massard Santoro, 2012). The current study
explores the use of LAC to safeguard the sustdibhabi food markets, and proposes
an appropriate and acceptable proportion of stilised at visitors, to avoid their

touristification (15%).

The tourism carrying capacity (TCC) is the othery kactor in measuring the
sustainability of any resource. TCC is definedtas rnaximum number of people that
may Vvisit a tourist destination at the same timéhout causing destruction of the
physical, socio-cultural and economic functionhe tocal community and environment
or prejudicing the crucial balance between develeqnand conservation. In statistical
terms, it is the number of visitors that can beocawodated in a place at any peak time
without resulting damaged to the attraction (Wdrteirism Organization 1992, quoted
by Echamendi (2001)). The result is not an absahuteber of visitors (Getz, 1983;
Cifuentes, 1996), but a range of levels of appadpritourist use. For some specific

resources, managers are forced to adjust intutivelsitu the access to these places
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(Garcia Hernandez and Calle Vaquero, 2012: 255-25&Yeriades (2000) suggested
that the restriction of tourist numbers provides iamportant carrying capacity
management approach, whereas, Abernethy (2001§dsthe concept is deficient,

unquantifiable and inapplicable.

In any case, carrying capacity management impliesodel of socially, culturally,
environmentally and, economically sustainable SetZ, 1983; Glasson et al., 1995;
Cifuentes, 1996; Abernethy, 2001), where an in@edasvisitors does not adversely
affect either the resilience of the attraction ahe resident community or the
satisfaction and quality of the tourists' experef€Chamberlain, 1997; Segrado Pavon
et al., 2015). Therefore, according to Saveria@88(@), authors who have attempted to
determine carrying capacity have emphasized looaincunity and culture, the site's
physical characteristics and the quality of vistqrerceived experience (Shelby et al.,
1989; Vaske & Donnelly, 2002). There are some swddf sustainable carrying
capacity models based on indicators (Castellania8a,S2012), focused on cities or
tourist destinations. The method of Cifuentes (J9®ased on the optimum level of
tourist utilization, has been widely applied in urat parks and public spaces (Nghi et
al., 2007; Segrado & Arroyo, 2009; Schliter & Druomd, 2012; Sayan & Atkim,
2011; Marozzi et al 2011; Garcia et al., 2011). The scholars proposeasuring tool

to assess the carrying capacity for tourism ressyrérom the real to the effective
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carrying capacity and the manager's criteria (2@63). Their proposals also take into
account three dimensions of analysis: 1) territpBaecological and 3) administrative.
The result is a maximum number of people that thmaiaistration can manage without
incurring negative impacts on the tourist site. §hin the case of food markets,
determining the real and affective social and &iucarrying capacity depends on the
actual size of the corridors (taking into accousmtkages, boxes, trolleys and employees
working in front of the stalls). It is not possikite establish a generic threshold in these

cases, because each market has a specific siperiofocs.

THE CASE STUDY OF THE BOQUERIA FOOD MARKET IN BARCELONA (SPAIN)

The Boqueria food market in Barcelona is analyzedhieck its sustainability level and
to propose, if they are needed, the required coores The market is located on the
Rambles, one of the most touristic avenues of the It is designated as a tourist
attraction not to miss in different websites, gbioeks, tourist brochures, personal
blogs, etc. and is classified asustainable food market due to its duality of uses and

users.

The IMMB (Barcelona Municipal Institute of Marketss) an autonomous agent, which

manages the 44 municipal markets of Barcelona. bgquBria is one of them. This
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autonomy is exercised at the administrative letred pwn budget management) and in
the field of regulation. To this end, the new mipat ordinance about markets, which
updated the former ordinance (from 1968) and reddfi the markets, their

establishments and types of goods, sellers’ rigimd duties, etc., was approved in
January 2009. Similarly, the IMMB has carried outeanodeling, modernization and

updating project of all the municipal markets. e tspecific case of the Boqueria, the
IMMB has remodeled the nearby urban area creatmgralerground car park and a
public area with benches and trees, where manjysteuake the opportunity to rest and

eat.

Methodology

To analyze the state of the Boqueria market follmvihe proposed indicators of
sustainability and compatibility of uses, the miypat Ordinance referring to Barcelona
Markets and the urban environment ordinance haea bealyzed, and interviews have
been conducted with the responsible managers,f&adigi the head of communication
and the head of research and strategy (these tieoviews were conducted or"6
November 2015), as well as the Boqueria market geméld’ November 2015), and
the technicians responsible for certifications &edlth checks of establishments'{17
November 2015), from the Barcelona Public Healtleray (ASPB). These four roles

represent the management and administration oivtitde group of Barcelona markets
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and the specific management of La Boqueria, res@it The main purpose of these
semi-structured interviews was to get as much médion as possible related to the
four sustainability dimensions, according to thsirategic positions. Therefore, the
interview was structured following the four sustdility dimensions and the issues

referred into within each of them.

Importance has also been given to various markedoars' interviews (specifically eight
owners) from both sectors, those targeted to tougsods and those more traditional
(equal pairs), that is, the most happy and optimiahd also the most upset and
negative, due to their high or low income, respetyi (these interviews were
conducted between %6and 28" November 2015). Their comments were highly
significant, emphasizing both the advantages arel ititonveniences of tourism,
according to their level of economic profitabilipnd also regarding their business
essence: a) bars and ready meals, b) fruits andtaldgs, c) poultry, meat and
charcuterie, and d) fish. The vendors’ associagiave us the information related to the
economic relevance of each of these establishmdihes. structure of the interview

followed the aforementioned format used with markaenhagers.

Neighbors’ and tourists’ impressions have also bm#lected and analyzed. Related to

the tourists’ impressions, this research colle@eshmple of 200 respondents, tourists
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who visited La Boqueria in Barcelona, on differdalys and hours of the week (except
weekend), from Monday to Friday, mornings and aftens, from % March to 1%
April 2015. The questionnaires were distributechbatt the main entrance and along the
different aisles within the market. They were askednswer 16 questions (grouped
into social, environmental and resource managemiemension) in order to determine
the reasons for their satisfaction when visiting tharket. In particular, respondents
expressed their level of agreement on a seven-pdiett scale (1= strongly disagree,
and 7= agree absolutely, with each given premiBag. questionnaire took into account
questions in the social, environmental and resoaraeagement dimensions as travel

motivator factors, according to the research of iDowuski and Crespi-Vallbona (2017).

Also in this same period, and following a similaettmodology, 200 residents who were
regular buyers at the Boqueria market, were sujeiyeorder to know their level of
satisfaction or disappointment with the touristeoted use of the space. Specifically,
this questionnaire posed 19 questions (also groupmedsocial, economic and
environmental dimensions) and the survey was cdeduan different days and hours
of the week, from Monday to Saturday, mornings aftdrnoons, betweerf"dMarch
and 17" April 2015. Respondents also expressed their lefelgreement with each
given premise, on a seven-point Likert scale (wHerestrongly disagree and 7= agree

absolutely). The questionnaire structure was a®vigl Concerning environmental
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costs, several questions considered were relatetthetadbuilding's deterioration and
degradation, vandalism, littering, dirt, pollutiguilfferage, exceeding the infrastructural
carrying capacity, and noise (Jurowski et al., 299ursoy et al., 2002, 2004; Sirgy et
al., 2010; Uysal et al., 2012; Jeon et al., 20R@Jating to the socio-cultural dimension,
questions were based on the increase in pride ahura identity, the interaction of
different cultures, and the conservation and régdtion of local culture (Crespi-
Vallbona & Richards, 2007; Berno & Ward, 2005). &iyp, in the economic dimension,
new jobs, business and investment opportunitied, innome were covered (Ko &
Stewart, 2002; Andereck et al., 2005; Frauman &K8a011; Latkova & Vogt, 2012;

Zhou et al., 2015).

Findings

In the analysis of the collected information inatedn to the 42 proposed indicators, it
was found that the Boqueria retains its esseneef@sd market for local use and shares
its usability with tourists. However, there are sonegative indicators that should be
evaluated in this case, such as #ustainable carrying capacity and thelimit of
acceptable change. This shows how this tool can help to evaluategustainability of

the food markets.
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So, firstly, taking into account th&ocial dimensionwe analyzedvho goes to these
places and why, and what their characteristics are. The public that attends this
equipment is the Barcelona population and touri8tsyway, the calculation of the
exact number of visitors is complex and it cannot be accurately establisfdu
Boqueria is an indoor market, but fully open, sis ihot possible to know what number
of users regularly accesses this hall without wiggtishing between residents and
tourists. However, the market managers estimatedahdaridays and Saturdays 2,000
people visit the market per day. This amount rieeS000 on Mondays from April to
October with cruise-ship passengers. The influxisitors is so great that sometimes it
is difficult for the residents to do their shoppirigr the vendors to sell and for tourists
to visit the market. Therefore, it exceeds theaozarrying capacity {). Thus, it is not
possible to calculate the market carrying capadiltjpough the current Evacuation and
Self-Protection Market Plan states that a total people fit in its aisles. To address this
aspect of social sustainability, the local governtrteas just approved a decree limiting
visits by organized groups of 15 or more touristsFosidays and Saturdays, between
opening time and 3pm. The aims are to protect g af this space by residents to
encourage proper development of market activitytaravoid structural damage within
the hall (Regulation of Access to the Boqueria Mipal Market, April 29 2015), in

order to achieve an appropriate level of tourist ofsthis space (Cifuentes, 1996, 2012).
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However, the different sizes of the corridors malkdifficult to determine the real and
effective carrying capacity, due to there being feasible way to establish the
applicable number of packages, boxes, trolleysnopleyees working in front of the

stalls.

Regarding the Boqueria supply that determines thgket inclination towards one type
of public or another, results show that of the ltofa257 stalls in the Boqueria, 85%
servetraditional goods. meat, fish, seafood, fruits and vegetables, Ete remaining

15% offer goods focused on tourism, like ready-maéals; fruit juices; trays of ready-
cut fruit pieces; chocolates, etc. These stallsiged ontourism goods are located in

the first three aisles near the Ramblas (the mairaece); bids are written in English
and Catalan or Spanish, since the structure has te®vated and modernized, and
employees are usually young people with foreigrgleage skills. They are therefore
more visible. Consequently, a limit of acceptabh@arge (LAC) has been introduced
(15%) to identify an optimum threshold of tourispierance and impact containment
(Middleton & Hawkins, 1998) and to slow down theoflomarket's touristification or

disneyfication (Zukin, 1995, 1998).

In any case, the more traditional establishmentsn¢ only specialized in tourists)

occupy the rear and side aisles. Some of thesés st not modernized, their
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employees are often the owners (who have inhetitedoroperty and go on with the

family tradition), and some of them have an undéeraad difficult future.

In this line and based on the residents’ survey (28pondents), 71% said that tourism
bothers them in their daily shopping activity. Sarly, 72% believe that the tourist
crowd congests the market. Finally, 85% of respotel®elieve that due to tourism,

prices of market goods have increased.

As for its schedule and its conditioning for the influx of visitors, the timetable is
broader than other commercial centers (until 21, g Monday to Saturday. The
Boqueria opens on Mondays, when the rest of thensérkets are closed, and in fact
this day has become the third best day in ternsalafs, behind Fridays and Saturdays,

the regular shopping days of the week.

About the ease of accessibility to the market, it should be noted that peopleataness

the market by public transport (bus and undergrpamd there is a car park ensuring
that residents of other neighborhoods can buy tjreiceries at the Boqueria. However,
accessibility and adaptation for disabled are not total, specially referring to old
people which are one the main users of the maNatall of the eight market accesses

are equipped with ramps for people with reduced ilitgbonly 70% of entrances are
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available for them. The central corridors are wide people who have to move in a
wheelchair. However, lateral aisles are narrowed when boxes, trolleys or other
obstacles accumulate, the accessibility drops. elfage neither lines marked on the
floor with different contact for the blind peopler tactile screens and informative
panels with Braille language. Also, the 74.5% dfpa@ndents believe that the market
security level is acceptable or correct. In fact, it has two ségguards 24 hours a day,

as well as video surveillance.

Regarding cultural and leisure activities that seag a claim and also boost citizen
participation, the Boqueria has, on the first fledrthe building, a space faultural
activities, gourmet cooking courses and workshops for botiideats and visitors.
BcnKITCHEN is the name of the organization thaeddfthese services. Finally, in this
section of social indicators, one of the highliglifsthe market is itsartistic and
historical interest which gives identity features to the local popiglatand serves as an
attraction to tourists. Although the building itskhs not been declared a Cultural Site
of National Interest (BCIN), the main entrance aswme of its stalls are in the
modernist style, and the architectural body thatltelrs the market according to
neoclassical parameters, has an artistic and tuatointerest to both tourists and
residents. The two users value this tangible hgeitaery high, 71% and 88'5%

respectively.
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With regard to theeconomic dimensigrall indicators have a positive sign. As for the
market profitability and its contribution to sustable local economy, IMMB estimates
a global turnover of 95-100 million euros per yeaith an average of € 400,000 per
establishment, despite of the variability. Thus 8talls that address their goods to
tourists have a revenue volume of 95-100% of ttwe@l sales. For example, any juice
stall sells 1000 glasses per day (2 euros eacly day of little influx of tourists; on

maximum visit days this same stall can sell 30@&sgs, which coincides mainly with
Mondays, the day cruise-ships arrive at the citgrsBalso focus their income on
tourists, 95% of the total amount. The remaining &imnes from the market vendors,
who usually have their coffee, eat breakfast anenelvave lunch. Moreover, some
traditional establishments have enabled a smallgdaheir stalls to tourist goods (only

5% of the total), such as selling paper cones withsheets of Serrano or Iberian ham,
and restock this product 20 times a day, so itsssablume is very noticeable. In fact,

these sales represent between 50-70% of theirliosahess.

As for employment generation, the market offers different employment optiongii@
total number of 257 stalls none are closed andrallprivate properties. The Municipal
Ordinance of Markets does not allow stall rentals] establishes a sanction of losing

the right to sell on the market. Although therents specific data, it is estimated that
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about 725-750 employees work in the market. Itss #o be considered that on Fridays,
Saturdays and Mondays the establishments hire sxdfbito cover the needs of the

service. The average is between one and eight wsrke

As for thetypology of the establishments, it is found that a significant number of stalls
cater only to new customers (15% of establishmefresh juices, fruit cut into pieces,
takeaway meals, sweets, candies and chocolates,tie#t is, different goods that
tourists can easily consume during their visit.ditianal stalls of meat, fish, fresh fruits
and vegetables, and other products of recognizaditgmushrooms, spices, nuts...)
represent 50% of the total. The remaining 35% combocal and traditional goods with
tourist fare. In that case, a small part of théspthy cases is dedicated to ready-made
food for tourists, but the rest is exclusively mied for residents. 25% of the
establishments sell their own locally produced goodimost all vegetables. The
remaining stalls provide fresh goods, food milecfsas cherries from Sant Climent,
beans from Maresme, artichokes from El Prat, peas Llavaneres, cold meat from

Moia, etc.) and international goods (mainly Gree# Aatin American).

Regarding thenvironmental dimensigthere are some negative indicators that must be
controlled, such as the waste disposal, the naideaa pollution, etc. For example, the

market does not have tanks tmtlecting wastewater. They exist in the city, but not in
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the market itself. Neither does the market collechwater. As forselective waste
collection, the Boqueria has one of the most modern systeittsa compacting system
for cardboard / paper, one for organic waste arel fon special waste. Twice a day,
these containers are emptied directly by the Depant of Environment for treatment.
The only thing that is not collected separatelglass, since it is not a usual material in
market establishments, except bars. However, theg birban glass containers close to
the market. On the other handiurnal noise pollution is below the acceptable
threshold, since music is prohibited in the stallsl market loudspeakers are only
occasionally used, just in emergency cases. Evetheanarket doesn’t work before 8
am or after 21 hours. While from 21 to 24 houiis ihecessary to clean the market, the
noise is not excessive and lies within the allowedshold. Also, being closed at night,
the market does not create amyghttime noise pollution. Air pollution is
characteristic of any food market. And althoughtifation is deficient, since it should
reach 30-40 meters as regulations indicate, dubetanarket structure, the established

outdoor contamination values are not exceeded.

Regardingcleanliness, the residents' and tourists' opinion is positb&2o of surveyed
residents believe that the level of cleanlinesshef market is good or right. As for
tourists, 75% are satisfied with the cleanlinesshef market. There are two types of

cleaning services. One company that deals withmtheket and is paid by the Boqueria
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Sellers Association and a reinsertion company pgidhe City Council, through the
autonomous body, the Barcelona Municipal Instiniteviarkets. The latter enterprise
collects tourist wastes daily, at 11 am and 19 mmappers of prepared food trays,
plastic cups of juice, paper cones, etc. To thisppse, there are 10 additional

containers.

The Barcelona Public Health Agency is in chargehef health and safety control of
stalls that provide prepared food. The establishseisplay the distinctive Health
Certificate and are also subject to periodic inipas by the Agency. Similarly, the

bakery stalls that prepare cooked foods do h&@equality certification.

Finally, looking at thedimension of resource or destination managemins found
that the Boqueria market has several resourcesathadrtise and indicate the place as
attractive. There is website, in Catalan, Spanish, French and English; the aetalso
offers promotional videos and is present in sao&lvorks. However, the historical and
artistic explanation of the architectural complex is nonexistent, exdep the main
entrance, with a commemorative plaque in Cataldmn¢hwis highlighted as a negative

indicator.
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Similarly, the market has eenter of information about market stalls and it sells
merchandise such as garment bags, magnets, mogéseorsatisfaction and repeat

visits, 93.5% of respondents think that their visit exgace is authentic, that they have
perceived many opportunities to learn about loadtuce and culinary habits, and
consider their experience a pretty and highly relwvay visit. Among them, 62.5% visit
the Boqueria market for the first time and the remng 37.5% repeat. 62.5% of
respondents consider that the value for money matithe offered goods is good,

acceptable.

DISCUSSION AND CONCL USION

Destinations are launched as visitor attractiomsnating of their cultural and touristic
heritage to capture new investments in a framewairlprevalence of the cultural
paradigm (Touraine, 2005; Bauman, 2011). Food ntsutte not escape this trend. The
so-called sustainable markets are those that grethen most risk of becoming
touristified, gentrified markets, losing their esse and singularity, due to their
remarkable position as touristic icons. The urbaodfmarkets are part of the cultural
landscape (Pujia, 2016) since they are indispeadabhn understanding of the identity
of a particular territory. They are usually histoplaces, featuring plenty of local

custom, and socially dynamic heritage (populariti@ts, gastronomic habits, social
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interrelations, etc.). There are not many previstuslies regarding the food markets as
touristic icons and none related to the need tcsgmwe their sustainability and
compatibility of uses and users. The problem i tiia situation is not a snapshot but a
process. We mean that there is an ongoing prodeshamge which can become a
public and political issue.

Therefore, the aim of safeguarding those food ntarkkassified as sustainable, that is,
those food markets that coordinate dual uses aed grsups, (regular who purchase
their daily groceries, as well as organized andasiomal tourists), leads the researchers
to establish a system of indicators to determine/tadt level of sustainability they are
operating. La Boqueria Food Market in Barcelenthe illustrative case and the starting
point of the proposal for a new preservation marfesustainable market3hat is, a
proposal of sustainable food market managementséatwn the limits of acceptable
change (LAC) and the tourist carrying capacity ()CBoth TCC and LAC deal with
undesirable impacts of tourism on food marketzdiion and both set standards on how

this resource should be managed to maintain aisabta state.

The analysis of the 42 indicators concludes thatBbqueria success lies in its location
in the tourist center of the city and its adaptatio new users. Its classification as a
sustainable market is due to its compatibility sesl that must be guaranteed in the

future. The proposed indicators are used to dethath aspects are vulnerable in order
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to find a solution and allow the market to remaimenchmark for residents when
shopping for their groceries, while remaining aasibne for tourists during their visit
to the city of Barcelona. This case is a demornistrahat this tool can serve to evaluate
the sustainability of markets as well as pointhose issues that require correction or

transformation.

These sustainability-measuring indicators indicettat the Boqueria market still
remains as a sustainable market. However, it offes® different worlds.
Establishments located in the first three corrideear the Ramblas (the main entrance)
live off tourism. The rear and lateral aisles follthe pattern of a traditional local
market. The tourist pressure on the overall markgresents 15%, the maximum
threshold, as the LAC proposed (following Middlet&Hawkins, 1998). But the
perception of this by resident users is greatal]ifg animosity and discontent towards
tourists because of congestion in the aisles, xbeezling of carrying capacity, and the
price increase of goods. Related to the price asmeof goods, it should be noted that

these increases mainly occur in just those 15%tatbdishments focused on tourists.

Clearly, the Boqueria management must be oriemedrd a limit of change among the
stalls, but all the while, seeking consensus anadinipe establishment owners. Because

food market managers cannot exclulle traditional stalls that resist tourism or their
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type of goods does not allow them to adapt. Indlesses, they stoically survive. The
range of neighbors, who buy at their establishmestsnainly elder and immigrant
people, who form the majority in the local surroumgdcommunities. The Boqueria
location makes it difficult to successfully contenas just a traditional market. The
Boqueria is situated in the Barcelona tourist haad at the edge of the Raval district,
with a predominant Muslim population, which buys Halal shopping centers. The
chicken stalls, butcher shops, and traditionalnfishgers are the establishments most
affected in their daily work. In short, the Bogwers maintained thanks to tourism and
the specialized, food mile and local quality godistchers and nut shops have adapted
and included a service variant to new customerstings as the emblem. Another
example is the tripe and offal stalls that survilanks to Latin Americans and
Africans, their current traditional customers, hesm their diets include these
ingredients. The feature of multiculturalism withire neighborhood is mirrored within
the market. Furthermore, these tripe and offalsstave reinvented their businesses:
ready-made dishes to local residents, who don’etiame for cooking or do not know
how to do it. Other stalls are well-known around Barcelona population due to their
goods: hunting birds, mushrooms or patés; othersnaolved with the Foursquare app
for customers which look for buying or visiting thest places of cuisine around the
world. In the latter case, it is clear that gerstrier upper middle classes play an

important role. It is clear that this specializatiand adaptation is the key to the
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market’s continuity and success (Costa et al., 2@iitrovski & Crespi-Vallbona,

2017).

But undoubtedly the Boqueria resists deterioratioe to the influx of tourists. And

despite of them (or because of them), the traditi@stablishments exist, adapting to
the changing needs of these consumers, with fiidd $kewers, paper cones with
Serrano or Iberian ham slices, natural fruit jujcgts. This new, good preparation and
presentation guarantees the vendors a generousnpege of their total turnover.

Moreover, modern urban society’s buying habits havanged: the midday meal is no
longer made at home; the weekday grocery purclsdgaited to a radius of 400 meters
walk, and therefore people usually shop in supekatarand usually prefer ready-made

food in order not to have to cook.

Tourists can consume a juice or a tray of sliceidt,fbut what they expect from their
visit to the market is to know the locals' eatingbits, as well as to compare the
fishmongers, delicatessens, butchers, specialitedid,setc. with the ones of their own
culture. Without these traditional establishmetttg, food market loses its prestige, its
cachet, and tourists disappear from the scene. db5&l stalls may not seem a high
proportion, but it is true that the way they shomd a&xhibit their goods makes them

highly visible, and the touristification and logsanithenticity is magnified.
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MANAGERIAL IMPLICATIONS

These indicators are one useful tool to preventttheistification or disneyfication
(Zukin, 1995, 1998) of food markets, especiallysiiidhat have been classified as
sustainable markets attracting different kinds sérg, tourists and residents (Crespi-

Vallbona and Dominguez-Pérez, 2016).

The dilemma is that the Boqueria is attractive tats traditional stalls: butchers,
fishmongers, greengrocers, etc. Without these kestiafients, the market would lose its
authenticity and interest. Therefore, it is recomdesl enabling and readapting these
stalls to reach a balance in their dual use. SiheeCity Council and the Barcelona
Municipal Institute of Markets as the Vendors Asation are fully aware of this
situation, they have to join forces and continuevping their services to both
audiences. That is, their union has the obligation prevent the Boqueria’s
disneyfication on touristification. In that sendbe proposed indicators represent a
useful tool for the Boqueria managers and stakehsltb detect the turning point of its
sustainability and to influence and ensure itssgincrasy and authenticity. That is, they

have to keep offering local and traditional goodsBarcelona neighbors, but without
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excluding tourism. Food markets used to have aheatic essence, they showed the
specific idiosyncrasies of local culture, the silaguatmosphere, tastes and habits of a
territory. Therefore, they have to be preservedrder to answer tourism's demands and
expectations related to cultural (Keller, 2005) gadtronomic (Richards, 2012; Stanley
& Stanley, 2015) trends. Food markets exhibit pteot sensory stimuli that elicit
emotions connected to taste, smell, sight, touchem@n hearing. They promise great,
unique, memorable experiences. Therefore, food ebarkanagers must focus their
efforts on all of these aspects and legislate ésgnve tourists' memorable experiences

(Tsai, 2016)If not, the danger is that the memorable experieneay disappear.

In conclusion, a specific ordinance for the Boqaers needed to maintain the
sustainability and compatibility of uses and usdrss also needed to survive in the
group of sustainable markets. One of its negatngcators is the limit of acceptable

change ( -tourist stalls), and the other is the maximunwflof people (1 -carrying

capacity), that is exceeded at certain times ofitheand in specific seasons. To correct
the first negative indicator, a specific ordinameeequired that regulates the Boqueria
adaptation to the new reality of users in ordemtmntain the existing compatibility of
uses. It should emphasize avoiding unfair competitietween what is fresh and what is
prepared and/or precooked. Establishments shouldffer ready-made meals if they

don’'t already sell the main fresh ingredients. Thtlse basic character of the
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establishment and the market will not be lost. Bhisuld also lead to the disappearance
of exclusive tourist stalls. There could be a leditof fresh goods to prepared/cooked

meals at a minimum rate of 50%.

The other seriously negative indicator has to dthwhe maximum carrying capacity
that the market can accommodate. According to esiims, in poor days, about 1,000
people visit the food hall; and 5,000 tourists dgrimore generous days. Then, the
crowd, congestion and saturation are manifest. M&oovation, such as an expansion
of the corridors, cannot be carried out becauseathistoric site. Notwithstanding, this
is one of the common complaints among residentsleAenlargement would make it
possible to puff up the crowds of visitors and desis and reduce the discomfort of
neighbors and sellers who work (with boxes, cani$ aether packages). In this sense,
market managers should recover licenses from owhatsvant to sell their property to

get a free zone or space within the market, ansl degongest traffic areas.

The City Council approved a decree to relieve peggluration in the indoor passages
(mainly from the main entrance, the Rambles). Tasree prohibits organized groups
(of 15 people or more) on Fridays and Saturdays fopening until 15 hours from
visiting the market. Not on Mondays. However, thsuit is ineffective. These tourists

come in the market in a more or less separatedividual way through the entrance
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(under the watchful eyes of the security forced) gather two aisles further down to
continue the tour with the rest of the group, fallog the guide's explanations.
Therefore, the collapse in the passages or the amrance still remains. In that sense,
managers should redistribute visitors in a morart@@d way. There are needed visible
indications of the other two entrances that existfee Rambles, in order to decongest
the accesses and lead tourists to stroll on theofethe aisles. Also, interpretive and
informative panels are required to explain thednisal and artistic value of the market

in different languages.

LIMITSAND FUTURE RESEARCH

This research is mainly concerned with evaluatimg $ustainability and the risks of
touristification and disneyfication of a touristend local resource within an urban
setting, namely the Boqueria food market usingap@sed methodological tool. In this
way, we have analyzed the Boqueria as a case sStudyrder to propose our
methodology for other cases across cities. We aivatds the non-disappearance of
traditional stalls (the attractive base for tow)stacilitating adaptation and reinvention
of the business to new consumers, without forggttive traditional users. It would be
fruitful to study the level of sustainability of hwr urban food markets to implement
new management policies in benefit its sustaingbiainly those that consist of dual

uses and users, i.e., residents’ local shoppindsaed tourists' cultural explorations.
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Hence this proposed measuring tool to assess\bedésustainability of food markets

can be considered good practice to be extendethtr cases such as the touristified
markets of San Miguel or San Anton in Madrid. Ewbnse markets that could be

susceptible to losing their essence, their singsihal, such as San Fernando or Anton
Martin in Madrid, or La Barceloneta, Sant AntoniQanta Caterina in Barcelona, could
benefit, as they change and re-define their charsachlso, this methodology can be
applied to other cities and countries, just forregke Les Halles Saint-Géry in Brussels

or the Mathallen in Oslo.

Furthermore, in the future, it would be interesttnganalyze the foodtruck trend. It is
another example of the drive to regenerate andaleag8 urban spaces, following the
current gastronomic momentum, yet as a new phenomehis more dynamic and

flexible.
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