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ABSTRACT 
This paper examines the link between innovation and olive oil tourism, a rural tourism product tied to 

agricultural heritage and local identity. A systematic review of Scopus-indexed studies shows research 

is limited and centered in Mediterranean countries, particularly Spain. Studies mainly focus on 

"innovation through tradition," where creative reinterpretations of olive-based culture, gastronomy, 

and landscapes enhance tourism experiences. Olive oil tourism emerges as a hybrid model, blending 

traditional knowledge with modern practices to boost competitiveness and development. However, 

further empirical research is needed to understand how innovations are implemented and perceived 

by tourists and communities. Future research should broaden geographic scope and address 

community participation and service innovation. 
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INTRODUCTION 
Olive oil tourism is considered a specific and emerging type of rural tourism linked to 

agriculture and the environment, the culture of rural spaces, and the production of olive oil 

(Murgado-Armenteros et al., 2021; Pato, 2024). Its expansion began in many regions as an 

alternative to complement agricultural income, promoting family-based and small-scale 

agriculture and local farmers (Millán et al., 2018; Pulido-Fernández et al., 2021), and helping 

to promote olive oil and the respective territory characterized by olive groves (Bezerra & 

Correia, 2019). 

The offer provided by the activity makes even more sense given that a good part of the 

market seeks rural spaces and new types of tourism. On the one hand tourists seek 

authenticity, tradition, history, the nostalgia of the past and to immerse themselves in the 

rural culture of the territory (Rodrigues et al., 2024). One the other hand, tourists also seek 

comfort, novelty, and creative reinventions of rural traditions (Hjalager et al., 2018). In this 

context, creativity and innovation are fundamental tools that can be used by the rural 

managers that operate in this sector. Although innovation can be observed in different ways, 

in its initial form it can be defined as the capacity to introduce new products or services, new 

processes, new forms of business organization or new marketing methods in the market 

(Madureira et al., 2013; OECD & Eurostat, 2005; Schumpeter, 1934). Brandão (2014) also 

emphasizes new collaborative or organisational structures, such as networks or alliances 

and innovations that bring benefits residents and other local business. The distinctive value 

of a rural entity resides precisely in the integration of tradition and modernity within a 

coherent framework of well-being and innovation. 

An overview of the innovation literature also reveals a growing recognition of the importance 

of looking to the past as a source of innovation (Capaldo & Petruzzelli, 2014; Guiné et al., 

2021; Messeni Petruzzelli & Savino, 2015), as this may allow for the discovery of values, 
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practices, and abilities connected to specific traditions of specific places that may contribute 

to developing them in a sustainable way (Presenza et al., 2019). Indeed, mixing tradition and 

new tools or technologies may be the formula for successful innovation. Accordingly, new 

products and services may arise from the process of recombining endogenous and cultural 

tradition as well as the tradition of some long-standing small family firms with the adoption 

of cutting-edge technologies (Messeni Petruzzelli & Savino, 2015). As described by De Massis 

et al. (2016) this  is a new form of innovation, called “innovation through tradition” (ITT).  

If innovation is essential to the development of any touristic destination, it is still more 

important in the rural space (Fuste-Forne & Cerdan, 2021), characterized by scarce human, 

technical and financial resources (Pato & Kastenholz, 2017), yet endowed with a wealth of 

(rural) traditions. Here innovation is seen as one of the principal keys to succeed (Pato & 

leguíssimo, 2024), although it is not enough to guarantee success for itself.  

Despite the recognition of the importance of innovation in rural tourism, to the best of our 

knowledge, to date the research that combines the two concepts is scarce, particularly in 

olive oil tourism. Based on this gap, the purpose of this paper is to gain insights concerning 

the relationship between innovation and olive oil tourism. For this purpose, a systematic 

literature review of olive oil tourism and innovation was conducted (in Scopus database). 

Specifically, the main contributors and their geographical distribution are identified, as well 

as the type of innovation emphasized.  

The paper consists of five parts after the introduction. Section 2 provides a review of the 

concepts of “Innovation and Creativity”. The methodological approach is explained in Section 

3, while Section 4 presents and discusses the results of the systematic literature review. 

Finally, in the last section (Section 6), the study´s main conclusions are summarized, the 

study´s limitations are pointed out, and possible areas for future research are put forward.  

THE MEANING OF INNOVATION 
Joseph Schumpeter (1934) was one of the first authors to conceptualize the term 

“innovation” (Pato & Teixeira, 2016). In fact, in his seminal work “The Theory of Economic 

Development", published originally in 1934, entrepreneurship is viewed as a key engine for 

economic development with innovation as a fundamental element (Gualerzi, 2024). 

Accordingly, innovation can take the form of (Pato & Teixeira, 2016): 

i. discovery of a new source of raw materials, 

ii. presentation of a new product, 

iii. implementation of a new method of production, 

iv. search for new markets, 

v. creation of new types of industrial organization. 

Despite the recent extension of the term “innovation”, Schumpeter’s continues to influence 

many of the new classifications suggested for the concept. For instance, in 2005, the Oslo 

Manual developed jointly by the OECD and Eurostat (the international reference guide for 

collecting and using data on innovation) suggested four different types of innovation (OECD 

& Eurostat, 2005): 

• product innovation: introduction of a good or service that is new or significantly 

improved. These improvements will have a substantial impact on both its functional 

characteristics and its intended uses.  

• marketing innovation: implementation of a new marketing method involving 

considerable changes in product design or packaging, product placement, product 

promotion or pricing; 
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• process innovation (implementation of a new or significantly improved production or 

delivery method), and, 

• organizational innovation (implementation of a new organizational method in business 

practices, workplace organization or external relations).  

 

Schumpeter’s notion of innovation has influenced also diverse research endeavours 

conducted on (rural) tourism. In the publication called “Innovation in tourism: the role of 

innovation regional systems, Brandão (2014) also emphasizes the importance of additional 

categories of innovation, namely institutional innovation (extending beyond the organisation 

to represent new collaborative or organisational structures, such as networks or alliances); 

reverse community innovation (innovations that benefit local residents), and reverse 

business innovation (innovations that benefit other local businesses). This is obviously the 

case of ITT. That is, an approach that integrates traditional knowledge, practices, and values 

with modern innovation and technologies to create new solutions that respect and build 

upon cultural heritage (De Massis et al., 2016; Presenza et al., 2019). ITT´s concept 

emphasizes the value of traditional wisdom in addressing contemporary challenges, 

blending the old with the new in a way that enriches both. For that reason, represents a 

harmonious blend of the past and the future. It leverages the strengths of traditional 

knowledge and practices to create innovative solutions that are sustainable, culturally 

enriching, and socially inclusive. The approach not only honours and preserves cultural 

heritage but also adapts it to meet contemporary needs, fostering a deeper connection 

between people and their cultural roots while addressing modern challenges. Rodrigues et 

al. (2024), for instance, discuss how cultural heritage (or local traditions) can be used in 

creative tourism to regenerate rural areas — which closely relates to the concept of blending 

the old with the new to address contemporary challenges. 

METHODOLOGICAL APPROACH 
To get insights concerning the relationship between innovation and olive oil tourism a 

systematic literature review using Scopus was conducted. The methodological guidelines of 

Pato (2024) served as the basis for selecting the relevant studies (articles), that could reflect 

the field of innovation in olive oil tourism. Accordingly, a list of keywords related to this field 

was used, most notably, "oleotouris*" or "oil touris* or "olive based agritouris*" or "olive oil 

touris*" and then "creat*" or "innovat*"or "entrepreneur*". The search was conducted on 

20 July 2024, considering all years up to the moment of the search, selecting only articles or 

reviews indexed in Scopus (Figure 1).  

The exercise produced 17 articles. In a second stage of the process, we exported all these 

articles to an Excel spreadsheet and created a new database with the following relevant 

fields: authors’ names, article title, year of publication, source, and abstract. In the first step 

of the process, all 17 abstracts were read, and in some cases the entire article, and selected 

only that effectively referred to olive oil tourism. Of the 17 papers, 12 papers cross the 

thematic of olive oil tourism and innovation. 
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Figure 1 – Methodological procedure 

In a third stage, the 12 relevant articles were downloaded, read and classified according to 

their main dimensions: main topic, authors’ affiliation, country of analysis and type of 

innovation. Finally, in the fourth stage, a literature review analysis was performed, based on 

simple, exploratory statistics.  

RESULTS  
THE EVOLUTION OF STUDIES 
The first study that crosses olive oil tourism and innovation-related concepts emerged only 

in 2011. As shown in Figure 2, between 2012 and 2017, there were no more studies 

concerning these concepts. Except for two years (2021 and 2023), all the other articles were 

published in recent years. This trend coincides with that detected in other literature on 

tourism-related innovation (Madanaguli et al., 2022). 

 

Figure 2 – Evolution of articles that crosses olive oil tourism and innovation-related concepts 

Source: Own computation based on data gathered from Scopus 

Anyway, it must be recognized that low number of studies after this year that intersects the 

concepts, which reveals a gap in research. This can be explained by the fact that olive oil 

tourism is a recent type of rural tourism and that, subsequently, the literature on olive oil 

tourism-related dimensions is still scarce (cf. Pato, 2024). 
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OUTLETS AND SUBJECT AREAS 
Out of the 12 articles, three were published in Sustainability and two in the “Revista 

Portuguesa de Estudos Regionais” (Table 1). All the remaining seven articles were published 

in different journals. 

Table 1 – Main outlets and subject areas 

Rank in 

terms of 

frequency 

Journal Scimago Subject Areas Freq. 

1 Sustainability Computer Science; Energy; 

Environmental Science; Social 

Science 

3 

2 Revista Portuguesa de 

Estudos Regionais 

Social Sciences 2 

3 International Journal Of 

Environmental Research 

And Public Health 

Environmental Science; Medicine 1 

3 International Journal Of 

Euro Mediterranean 

Studies 

Arts and Humanities; Economics, 

Econometrics and Finance Social 

Sciences 

1 

3 International Journal Of 

Gastronomy And Food 

Science 

Agricultural and Biological 

Sciences; Social Sciences 

1 

3 Journal of Tourism 

Analysis 

Business, Management and 

Accounting; Social Sciences 

1 

3 Journal of Tourism And 

Development 

Business, Management and 

Accounting; Social Sciences 

1 

3 Revista de Ciencias 

Sociales 

Social Sciences 1 

3 Smart Innovation Systems 

And Technologies 

Computer Science; Energy; 

Decisions Sciences 

1 

Source: Own computation based on data gathered from Scopus 

It is also remarkable that the subject area of these journals is mainly related to social sciences 

(all the journals focus on this area) and environmental sciences (four journals focus on this 

area. Only two of the aforementioned journals are related to business and management 

studies, which seems seems to reflect that innovation is still marginal within business-related 

research on olive oil tourism. 

COUNTRIES UNDER RESEARCH 
The bulk of the research (9) focuses on Spain (Figure 3). Only two studies focus Portugal and 

one conducts a more in-depth research, highlighting the existing initiatives based on the 

olive oil heritage of the Euro-Mediterranean producing countries, including Spain, Italy, 

Greece and Portugal as European Union (EU) member states, and Tunisia, Turkey, Morocco 

and the Syrian Arab Republic as non-EU states. 
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Figure 3 – Countries of analysis, 2011-2024 

Source: Own computation based on data gathered from Scopus 

This trend is coherent with Pato´s (2024) research, who highlighted that olive oil tourism is 

mainly a Spanish concern. 

TOPICS OF ANALYSIS 
In relation to the main topics, the systematic literature review identifies that three of the 

studies emphasize rural development or sustainable olive oil tourism attractions, while the 

majority (eight) focus specifically on the topic of “creative tourism experiences” (Figure 4). 

Figure 4 – Topics of analysis, 2011-2024 

Source: Own computation based on data gathered from Scopus 

Regarding the studies specifically focused on “creative tourism experiences”, Bezerra and 

Correia (2019) present a review concerning creative tourism, particularly an overview of olive 

tourism experiences in the northern region of Portugal. These are mainly experiences based 

on the culture of the space and its tradition, such as the experiences offered on mills, 

museums, festivities and fairs, thematic exhibitions, routes, thematic restaurants and rural 

accommodation in rebuilt mills and farms. Also, Dancausa Millán and Millán Vázquez de la 

Torre (2022) emphasize creative tourism experiences based on quality foods endorsed by 

Protected  Designations of Origin (PDO) regions in the Province of Córdoba (Spain); 

Dancausa-Millan et al. (2022) focus on the tradition of the use of olive oil in contemporary 

cuisine and how it can produce new gastronomic tourism proposals in the south of Spain 

(Andalusia); Ferreira et al. (2024) developed a survey in the Northen region of Portugal and 
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segmented individuals interested in and seeking activities related to olive culture and its 

tradition; Hernández-Mogollón et al. (2021) through investigative research, try to 

demonstrate the most outstanding initiatives, products and events related to olive oil and 

aimed at giving more visibility to its heritage and culture in the Euro-Mediterranean area; 

Parrilla-González et al. (2020) propose oil tourism as a type of Special Interest Tourism (SIT): 

experience, sustainability awareness and the promotion of local culture, based on a survey 

conducted in the province of Jaén (Spain); Pulido-Fernández et al. (2020) based on a survey 

conducted in southern Spain, identify four segments with well-differentiated behaviors, 

which will help stakeholders, policy makers and destination managers to reach decisions, 

with a view to adapting their product and cultural experiences to the expectations and needs 

of potential customers. Finally the study of Soares and Dias (2024) in a survey conducted in 

Portugal reveals the existence of a significant predisposition among the consumers surveyed 

to carry out creative experiences related to the olive heritage.  

TYPE OF INNOVATION 
In relation to the type of innovation, all of the studies mainly relate olive oil tourism to 

innovation through tradition. Indeed, Aguilar and García (2019) note that the creation of 

cultural routes in the province of Jaén (Andalusia, Spain) is increasingly contributing to 

energizing local economies, raising awareness among local populations about the 

importance and advantages of preserving their territorial heritage and strengthening local e 

identity. Similarly Millán et al. (2018) state that visitors of Andaluzia can enjoy landscapes of 

ancient olive groves and visit its oil mills called almazaras, to learn about its manufacture 

and to taste different oil varieties, which requires adequate preparation to receive these 

visitors. Bezerra and Correia (2019), Soares and Dias (2024) and Ferreira et al. (2024) 

emphasize that creative olive oil tourism gives visitors the opportunity to have emotional 

experiences, to learn more about local skills and traditions, and to engage with local people 

and culture in Portugal. In a similar vein Moreno (2011), Pulido-Fernández et al. (2020) and 

Ruiz-Guerra (2018) reached a similar conclusion in relation to the Spanish case. Also, 

Dancausa Millán & Millán Vázquez de la Torre (2022) and Dancausa Millan et al. (2022) 

emphasize the role of quality traditional food products in the revitalization of rural areas. 

Indeed, a successful gastronomic route first requires quality raw material and, second, good 

dishes prepared from those materials whose recipes are typical of the area. Such a route 

includes not only the places that produce the raw material (vineyards, dehesas, curing 

facilities, oil mills, wineries, etc.) but also restaurants where tourists can sample the 

traditional food or customs of the area, accommodation, shops, etc., and it needs a well-

structured offering that is part of the gastronomic route (Dancausa Millán & Millán Vázquez 

de la Torre, 2022, p. 6). As mentioned above olive oil is a gourmet and essential ingredient 

on the gastronomic cultural route of Andalusia (Spain) (Dancausa-Millan et al., 2022). In a 

more encompassing perspective, Hernández-Mogollón et al also (Hernández-Mogollón et al., 

2021) claimed that creative olive-oil-based experiences set out to harness the educational 

component of olive oil tourism, to contribute to the safeguarding of the authentic and age-

old heritage of Mediterranean people and thus disseminate the Euro Mediterranean identity 

that has been forged by olive cultivation and olive oil production.  

As a form of innovation rooted in tradition, olive oil tourism, according to Moreno (2011), can 

be characterized by four key dimensions: (i) its intangible nature fostering environmental 

awareness; (ii) a distinctive sensory experience involving all the senses; (iii) the promotion of 

local culture and territorial development; and (iv) cultural and interpersonal motivations 

linked to status and prestige. 
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CONCLUSIONS AND IMPLICATIONS 
Drawing on a systematic literature review from Scopus database, this paper makes some 

important contributions to the literature on olive oil tourism and innovation. First, it provides 

an objective account of the evolution of studies that link the two topics, as well as the outlets 

and subject areas of publication.  

Second, it has to some extent identified the type of innovation put forward, revealing that 

innovation in olive oil tourism is mainly based on tradition. Therefore, olive oil tourism is 

simultaneously an innovative and traditional form of rural tourism, which lays its foundation 

in the endogenous resources and culture of the rural space (Moreno et al., 2011). This form 

of tourism, by positioning itself as a vital strategy for diversifying agricultural income and 

ensuring territorial sustainability (Millán et al., 2018), finds its maximum potential in the 

harmonious integration of tradition and modernity. Indeed, the main theoretical finding of 

the systematic literature review, lies in the explicit recognition of endogenous resources and 

historical legacy are as the most promising avenues for innovation in olive oil tourism. This 

finding not only aligns with but also reinforces the idea of ITT (De Massis et al., 2016; 

Presenza et al., 2019). ITT goes beyond just preserving the past; it’s a strategic approach that 

blends the traditional knowledge and values of olive cultivation with modern techniques and 

ideas to create different offers. Tourist demand corroborates this need for balance, as 

visitors simultaneously seek authenticity and cultural immersion (Rodrigues et al., 2024), 

while also desiring value-added experiences that creatively reinterpret traditions (Hjalager 

et al., 2018). The sector of olive oil tourism must transcend the classic categories of industrial 

innovation (product, process, marketing, organizational) (OECD & Eurostat, 2005; 

Schumpeter, 1934) and adopt more holistic approaches, such as institutional innovation and 

community-based reverse innovation (Brandão, 2014). This implies that any new offering—

whether in themed routes, wellness experiences, or the digitalization of oil mills—must be 

designed to actively benefit residents and cultural heritage, ensuring the socioeconomic 

sustainability of the territory.  

Third, it has unveiled interesting research gaps that should be addressed in future studies. 

Specifically, it is important to invest in building solid empirical research concerning the entire 

touristic product of olive oil tourism and how it is offered to tourists. Furthermore, empirical 

research encompassing Mediterranean and other countries of olive oil production (e.g., 

Brazil), would enrich the literature of rural and innovative olive oil tourism and at the same 

time, would help managers to propose enriched tourism experiences in the field. 

Concurrently, another path for future research is to analyze the willingness and motivation 

of the local population to participate in the promotion of olive oil tourism in their territories. 

Indeed, olive oil tourism cannot be fully developed until the attitudes of the social agents 

change (Dancausa-Millan et al., 2022), particularly local residents.  

This study has some limitations. The systematic literature review focused on peer-reviewed 

journal articles indexed in Scopus, thereby excluding other scientific works published in 

different databases, such as Web of Science or Google Scholar, which should also be 

considered in future research. 
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