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Methodology



) Methodology

The survey was conducted among a
sample of 1001 people, representative of
the French population aged 18 and over.

(] ia(op (Q) airbnb

The representativeness of the sample
was ensured by the quota method (sex,
age, occupation of the respondent) after
stratification by region and category of
agglomeration.

The interviews were conducted by self-
administered online questionnaire
from August 8 to 12, 2025.
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Results of the study



P The importance of local gastronomy in the choice of destination

Question: On a scale of 1 (not at all) to 5 (very strongly), to what extent does the local gastronomy influence your choice of destination for a trip,
a holiday or a short stay in France?

Base: those who go on holiday or short stays in France, i.e. 85% of the sample

1 5

Not at all Very strongly

3 (Moderate Influence)

2 ( Low influence )
28% 4 (Strong influence)

! (Noinfluence) A S (Very strong

influence)

75% of French people who go on holiday or short stay in France are
influenced by the local gastronomy in their choice of destination
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. Buying regional specialities as souvenirs

Question: When you go on holiday or for a short stay in a region other than the one in which you live, do you regularly, from time to time, rarely or
never, bring back regional specialities, local food products, or wine from that region?

Base: those who go on holiday or short stays in France, i.e. 85% of the sample

TOTAL TOTAL
"Regularly, from "Rarely, Never"
time to time"

o )
B )

m Regularly ® From time to time m Rarely m Never
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. Gastronomic activity preferences

Question: Which of the following gastronomic activities do you like to do best when you travel or are on holiday in France? First?
Second?

Base: those who are influenced by local gastronomy in their choice of destination, i.e. 65% of the sample

I 24
I, 9%

I 25

Taste local products and specialities

Eat in typical restaurants or bistros

I 42%
I 23

Visiting local markets

Buy local products in boutiques or stores

Visit local wineries, farms, or producers

Eat in a Michelin-starred or reputable

restaurant - 9%

Visit fairs or participate in local l 2%
gastronomic events - 8%

Take a course to learn how to cook a l 2% m First
local specialty - 5% m Total Citations*

6 i(op @ airbnb (*) Total exceeds 100 since the respondents were able to give several answers.



) Gastronomic activity preferences

Question: Which of the following gastronomic activities do you like to do best when you travel or are on holiday in France?
First? Second?

Base: those who are influenced by local gastronomy in their choice of destination, i.e. 65% of the sample

- Depending on the level of influence of local
gastronomy on the choice of destination -

—— i — — — — — — — — — — — — — — — — — — —

-First- e - e
;- Verystrong Strong Moderate \\
// influence influence Influence \
Eat in typical restaurants or bistros 0 I
I - | > 2 2
|
Taste local products and specialities _ 24% : 11 28 23
| <0 <9
|
| 1J 19 <9
|
Buy local products in boutiques or stores _ 14% : 14 13 15
|
Eat in a Michelin-starred or reputable |
evaorere | i 16 5 4
|
Visit local wineries, farms, or producers - 4% : 5 4 5
|
Visit fairs or participate in local gastronomic 0 |
events l 2% I\ 5 4 1
\ /
Take a course to learn how to cook a local o /
\
specialty l 2% \ 2 1 2 /

Gi(op (Q) dirbnb S~ - -7



. Sources of inspiration for a gastronomic stay

Question: Who inspires and influences you the most when it comes to choosing a destination for its local gastronomy?

Base: those who are influenced by local gastronomy in their choice of destination, i.e. 65% of the sample

- Depending on the level of influence of local
gastronomy on the choice of destination -

o ———— — — — — — — — — — — — — — — — — — — — — — —

-
7 Very strong Strong Moderate >\
/ Influence Influence Influence k
/
Your loved ones (family, friends, etc.) I
49% : 34 40 57
I
Television programmes presenting regional :
gastronomy | 12 23 17
I
I
Gastronomic guides |
| 28 20 10
I
I
Consumer reviews on social networks I
: 13 10 10
I
Cooking magazines :
| 10 4 5
I
|
Digital influencers \
N 3 3 1 A
N ~N —_ - - g

— o e —— — — — — — — — — — — — — — —
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. Researching local addresses and specialities before departure

Question: Before your holidays or short stays (weekend, trip of a few days) in France, do you search restaurant locations or
local producers, as well as local culinary specialities?

Base: those who are influenced by local gastronomy in their choice of destination, i.e. 65% of the sample

TOTAL Often, from time to time
Often

From time to time

TOTAL Rarely, never - 31%
Rarely - 23%
Never l 8%
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) The main motivations for choosing a gastronomic destination

Question: Why do you choose a destination based on its local gastronomy?

Base: those who are influenced by local gastronomy in their choice of destination, i.e. 65% of the sample

To discover the terroir and local expertise
To explore new flavours

To meet locals

To taste specialities seen on social
networks

6 i’(op & airbnb

o —— — — — — —— — e e e

39

36

13

12

- By generation -

Millennials GenX Boomers
52 62 69
31 28 19
9 5 1
8 5 1

(*) This subpopulation is present in small numbers.

— e — — — — — — — — — — — — — — — — — — — — — — — — — — — —

The Silent
Generation*

61

15

24

\

——— ——— — — — — — — — — — — — — — — — — — —
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P The influence of social networks

Question: To what extent does the content seen on social media (Instagram, TikTok, food blogs...) make you want to try a

local specialty?

Base: those who go on holiday or short stays in France, i.e. 85% of the sample

TOTAL Strongly - 17%

Very strongly I 4%

Quite strongly - 13%

roraL atttie/ Notatat [N o2
A little . 12%

6 i’{op @ airbnb
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- By generation -

o i — — — — — —

35

26

44

21

13

25

21

20

55

15

40

14

12

19

67

13

54

Boomers

13

82

74

(*) This subpopulationis present in small numbers.

AN
The Silent \
Generation*

14

86

— e —— —— — —— — — — — — — — — — — — — — — — — — — — — — — — — —

N N N N e



. Favourite regions for their gastronomy

Question: Which of the following are the three French regions that attract you the most for their gastronomy? First? Second? Third?

Base: those who go on holiday or short stays in France, i.e. 85% of the sample

= I
B Erittany 12

BREIZ

Occitanie (i Pyrinées Lnsuedoctousslor) ey 34

5 I
@ Auvergne-Rhone-Alpes  pes 12 32
ilg Nouvelle Aquitaine (Poitou-Charentes, Limousin, Aquitaine) _ 1 o

I

Nolivélle- 27

Aquitaine

@ Grand Est (camsane ardeme, e Lomaine) ey 5
N 5
Normandy (Upper Normandy, Lower Normandy) | 6

NORMANDIE

K
lI2 Provence-ipes-cote dazur  —— 26
- :

W onicn  E— 25

EE Burgundy - Franche-Comt |y 73
X
T4 Hauts de France (Nord-pas-de-Calais, Picardy) -_3 13
el

) PAYS DE LA LOIRE Pays de la Loire [ | 2 11

* fleceFrance ||e-de-France I 4
I S

Centre-Val de Loi H 2 m First m Total Citations*
entre-Val de Loire Sy @

Celitre-ValdeLoire

6 i(op @ airbnb (*) Total exceeds 100 since the respondents were able to give several answers.



. Favourite regions for their gastronomy

Question: Which of the following are the three French regions that attract you the most for their gastronomy? First? Second? Third?

Base: those who go on holiday or short stays in France, i.e. 85% of the sample - Depending on the level of influence of local
gastronomy on the choice of destination -
) - -~— T =~ N

-First- 7~ Very strong Strong Moderate \\
,/ influence influence influence
| |
) o I s | 1° 18 7o
{ Occitanie (Midi-Pyrénées, Languedoc-Roussillon) _ 12% : m E ﬂ :
I |
© swvrnevoneoes | 2% e e B
I I
B Nouvelle Aquitaine Fotowcrarents imausin, aqutaie I o | 5 9 10 |
ol , |
@ Grand Est (Champagne-Ardenne, Alsace, Lorraine) _ 9% | 7 8 8 |
I I

I
""% Provence-Alpes-Céte d'Azur _ 8% | 8 9 6 :
S corsce I o B ; .
|
Burgundy - Franche-Comté _ 7% : 6 6 8 :
NCI_)ED‘E Normandy (Upper Normandy, Lower Normandy) - 5% : 8 6 6 :
I I
¥ ileseFrance lle-de-France - 4% : 15 2 4 :

X
i\?j Hauts de France (Nord-Pas-de-Calais, Picardy) - 3% : 2 2 4 :
uuuuuuuuu | | I
))BK*SDE uwre  Pays de la Loire - 2% \ - 2 4 !
(@) \ /
. Centre-Val de Loire - 2% \\ 2 2 1 //

. Cefitre-ValdeLoire
Gl(OrJ () Hm i \\ //
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. The main specialities associated with each region

Question: And what local specialty do you associate most with ...? (Open-ended question, answers not suggested)

Base: those who go on holiday or short stays in France, i.e. 85% of the sample. Each respondent commented on the three regions they identified in the previous

question.
Brittany Occitanie Auvergne-Rhone-Alpes
Galette bretonne Cassoulet Cheese
Crépe Duck (duck breast, confit) Aligot
Kouign-amann Foie gras Truffade
Seafood Wine Raclette
Nouvelle Aquitaine Grand Est Normandy
Foie gras Sauerkraut Camembert
Duck (duck breast, confit) Flammekueche Cider
Wine Wine Crépe
Seafood Champagne Meat
Provence-Alpes-Cote d'Azur Corsica Burgundy-Franche-Comté Hauts de France
Bouillabaisse Corsican charcuterie Boeuf bourguignon Welsh
Pissaladiéere Cheese Wine Maroilles

Ratatouille Sausage (charcuterie) Cheese Mussels

( For the Tle-de-France, Centre-Val de Loire and Pays de la Loire regions, the sample size was insufficient to ensure statistical reliability.
6 i op & airbnb Under these conditions, no specific presentation has been made for these regions.



P The most attractive local specialities (1/2)

Question: Which of the many French regional specialities would you absolutely like to try on holiday? First? Second? Third?
(Open-ended question, answers not suggested)

Base: those who go on holiday or short stays in France, i.e. 85% of the sample

CassOUl et o —— 147/,

ChoUCroUt e o —— 147,
Bouillabaisse Rl A

 — 1%
Aot —— 79/

I 3%

Galette bretonne A
Fondue savoyarde % 6%
Bourguignon beef __2% 4%
Raclette m 39%,
o )
REGIONALH e : i; 3%
Tartiflette oy 3%
Flammekueche ey 39%, B First
Welsh -_1:/’2% W Total Citations*
Duck confit = io/%

Pissaladiere - 1%

. . I 6%
Other regional dishes
. . |
6 |’(op (Q) dirbnb 21%

(*) Total exceeds 100 since the respondents were able to give several answers. 17



P The most attractive local specialities (2/2)

Question: Which of the many French regional specialities would you absolutely like to try on holiday? First? Second? Third?

(Open-ended question, answers not suggested)

Base: those who go on holiday or short stays in France, i.e. 85% of the sample

Charcuterie (unspecified)

2 7 % Foie gras
MEAT AND CHARCUTERIE Duck breast

Meat (unspecified)
Sausage (charcuterie)

Other meats / Charcuterie

Crépe
Pastry (unspecified)
24%
Kouign-amann
PASTRIES AND DESSERTS
Cannelés
Other pastries / desserts
Seafood
17%
Fish
SEAFOOD
Other Seafood
Cheese
1 2% Wine
m Other drinks

(] ia(op (Q) airbnb

(*) Total exceeds 100 since the respondents were able to give several answers.

M First

B Total Citations™



P Interestin wine tourism

Question: To discover French wines and spirits, would you be willing to travel specifically to certain French wine ?

Base: those who go on holiday or short stays in France, i.e. 85% of the sample

- By gender -
o T e T
/
// Men Women

[
I
I

TOTAL Yes 44% | 50 37
I
I
I

Yes, absolutely : 16 11
|
|

Yes, to some extent - 31% : 34 26
I
|
I
I
I
I

No, not really 30% : 27 33
I
\

No, not at all 26% \\ 23 30

AN
N

— o — — o — o — — — — — — — — — — — —

6 i’{op @ airbnb
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) Favourite territories for wine tourism

Question: If so, in which ones? First? Second?

Base: those who are ready to practice wine tourism, i.e. 37% of the sample

Burgundy
Alsace

Bordeaux

I 2 0%

I 36%
I 14.%

I 26%

I 1 6%
I 26%

6 i’{op @ airbnb

Champagne
Val de Loire
Rhone Valley
Beaujolais

Corsica
Provence
Languedoc-Roussillon
Cognac
Jura

Armagnac

I 1 1%
I 7%

23%

I 16%

B 7%

I 13%

N 5%
I 11%

N 5%
I 10%

I 3%
I 10%

I 5%
I 10%

Il 2%
I 9%

I 3%
N 7%

. 2%

m First = Total Citations*

(*) Total exceeds 100 since the respondents were able to give several answers.
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FOCUS - Families and
gastronomy tourism



. FOCUS Families - Gastronomic activity preferences

Question: Which of the following gastronomic activities do you like to do best when you travel or are on holiday in France? First?
Second?

Base: those who are influenced by local gastronomy in their choice of destination, i.e. 65% of the sample

- Total citations -

Visiting local markets

Taste local products and specialities

Buy local products in boutiques or stores
Eat in typical restaurants or bistros

Visit local wineries, farms, or producers

B s

Eat in a Michelin-starred or reputable restaurant

B %

Visit fairs or participate in local gastronomic events m Persons with at least one
child in the household
B 4%

Take a course to learn how to cook a local specialty

6 i(o P & airbnb (*) Total exceeds 100 since the respondents were able to give several answers. 25



FOCUS Families - The main motivations for choosing a gastronomic

destination o
Question: Why do you choose a destination based on its local gastronomy? p §
g
Base: those who are influenced by local gastronomy in their choice of destination, i.e. 65% of the sample '/ % -
. . . 48%
To discover the terroir and local expertise _
To explore new flavours
- - - 10%
To taste specialities seen on social networks
9% m Persons with at least one child in

To meet locals the household

6 i(op & airbnb
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