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Abstract. The study of gastronomic tourism has experienced growth in the tourism 

industry in recent decades, and there has been an increasing number of tourists who 

travel mainly to experience the food and related culture. In addition, more and more 

destinations are using local cuisine as a differentiating feature in marketing a destina-

tion. This article presents an overview of research trends in gastronomic tourism and 

marketing. The aim is to identify research related to gastronomic tourism based on sci-

entific productions published in the last five years based on the Scopus scientific data-

base. This article uses a systematic literature review approach. The results of this article 

summarize studies related to current trends in gastronomic tourism topics and identify 

gastronomic study topics that are still limited as potential future research. The research 

classified topics on gastronomic tourism publications as tourist development and 

experience, recognition and promotion of local gastronomy, innovation, technology 

and market intelligence and image and position. 
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1. Introduction 
In recent years, the growth of special interest tourism has increased, where the motiva-

tion is the desire to indulge existing interests in new or known locations or develop new 

interests in new or known locations. Like activity-based tourism, special interest tour-

ism can be an entire holiday focus or a way of spending a day or two during a vacation 

[1]. Gastronomic experiences are increasingly becoming a significant driver of tourism 

flows worldwide as they allow tourists to get to know the local culture and traditions of 

the places visited[2]. The gastronomic experience has boosted the hospitality and tour-

ism gastronomic experience, attracting the attention of many hospitality and tourism 

companies and encouraging the development of regional tourism. Gastronomic tourism 

experiences require visits to food-themed events and festivals, primary and secondary 

producers, cooking classes, restaurants, and places where food tasting is the prevailing 

travel motivator [3]. 
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The relationship between gastronomy and tourism has been studied from several 

dimensions. This article specifically identifies research on gastronomic tourism and 

determines its contributions and conceptual gaps. In line with the aims of this research, 

this study also attempts to answer the following questions: 1. How has the development 

of publications on gastronomic tourism been in the last five years? 2. What are the most 

studied topics related to gastronomic tourism? 3. What are the research topics in 

gastronomic tourism that are still limited in the study? 

By systematizing existing knowledge in an area of study and identifying emerging 

trends and gaps in existing knowledge, a substantial contribution can be made to 

progress, and an updated field perspective is provided. Therefore, the most important 

motivation of scientific research is fulfilled, expanding knowledge and projecting 

internal and external understanding of activities to improve, in this case, gastronomic 

tourism. 

2. Method 
 

The method used in this research is a Systematic Literature Review (SLR) to identify, 

evaluate, and interpret research results relevant to a particular research question, topic 

area, or phenomenon of concern [4]. [5] Systematic Literature Review (SLR) examines 

past literature studies by formulating a transparent, organized, and replicable procedure 

with every step of the learnable and understandable process being synthesized. There 

are several advantages of using a systematic review over a formal assessment. 

Given the many studies and approaches around gastronomic tourism, this study uses 

tertiary sources from publications indexed in a peer-reviewed literature database, 

namely, Scopus, as a search tool. This literature study was carried out with the qualifi-

cations of the selected articles, namely having a research focus on gastronomic tourism 

marketing. Based on these criteria, the author searches articles specifically with the 

following search criteria: Gastronomy, Tourism, and Marketing in titles, summaries, 

and/or keywords published between 2018 and 2023. 

The results obtained from Scopus produced 99 documents, with the types of docu-

ments in the form of scientific articles, books, book chapters, doctoral theses, and con-

ference proceedings. To ensure suitability and to focus on the information source, the 

search results are filtered again. Documents are filtered by limiting the criteria to "sci-

entific articles" and "full text available" (open access). The result is that the total num-

ber of documents identified for analysis in this study was 29 scientific article documents 

with a research time interval of 5 years. 

 

 

3. Results and Discussion 
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Figure 1 shows the number of published documents related to gastronomic tourism 

in the last five years. The results show that from 2018 to 2023, there has been a con-

sistent increase in the number of publications related to gastronomic research. Although 

there has been a decline in publications related to gastronomic tourism in 2020, this is 

likely due to the COVID-19 pandemic, which has hit the whole world and affected 
various sectors of people's lives. However, the number of scientific journals related 

to gastronomy will increase again in 2021 and 2022. 

 

Furthermore, the study found the percentage of publications related to gastronomic 

tourism issued by subject area. The large number of gastronomic tourism articles 

published in various subject areas reflects the complexity of conceptualizing 

gastronomic tourism. The growth of studies on gastronomic tourism shows the need to 

see the development of gastronomic studies, not only from a thematic point of view but 

also from an evolutionary point of view. It shows that the topic of gastronomic tourism 

can be studied in various fields of science. 

Then, to answer the second question regarding what topics have been studied the 

most or have become trends in gastronomic tourism publications in the last five years. 

As previously explained from the 99 documents collected. After re-sorting, there were 

29 scientific articles, which were then analyzed. The result is that some topics/themes 

have been studied the most in research on gastronomic tourism, their contributions, and 

the development of their publications. 

 
3.1 Gastronomic Tourism as an Instrument for the Development of   

      Tourism Destinations 
 

The authors examine gastronomic tourism as a vital instrument for destination 

development [6]; [7]. This publication reveals that gastronomic identity is considered a 

strategic resource for destinations [7]. Besides that, research conducted [6] found that 

one way to attract tourists is to plan an area as a gastronomic destination. Among recent 

publications, case studies of gastronomic tourism are identified as a component of 

Figure 1 Number of Documents in Gastronomic Tourism 2018-2023 
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development in specific destinations [8], as well as research by [9] found that restaurant 

quality is more important than quantity in relation to gastronomy-tourism and Michelin-

starred restaurants are a strong attraction for foreign tourists. Then [10], it was 

confirmed that the quality of the gastronomic experience and accommodation 

experience, accompanied by several sub-dimensions, significantly impacts tourist 

satisfaction. 

Several topics in gastronomic tourism publications are tourist development and 

experience, recognition and promotion of local gastronomy, innovation, technology 

and market intelligence and image and position. Authors who reviewed this research 

highlighted that eating is a highly stimulating recreational experience and, 

consequently, a strong motivation to travel [11]; [12]. Attractive gastronomic marketing 

has an amplifying effect capable of influencing activities other than tourism and 

affecting satisfaction with destinations [13]  

Writers researching this topic have focused on recognizing the potential of specific 

areas regarding facilities to connect visitors to the essence of a destination through local 

produce and the gastronomy, traditions, and historical components it brings. Amidst the 

needs identified is the promotion and development of gastronomic tourism activities to 

contribute to the assessment and preservation of a region's culture, intangible heritage, 

memory and identity. The most significant contribution of this line is that gastronomic 

tourism can be used as a tool to add value to local production and develop local [14]. 

Therefore, culinary production is an asset of high tourism value thanks to its 

transversality implications. It brings different experiences and approaches to residents 

and the environment. 

 

Technology implementation is a significant challenge, according to [15]; its proper 

use provides a competitive advantage when accessing various sources of information. 

Admittedly, gastronomic tourism has been visualized thanks to social media/[12]. The 

study [12]  reveals that innovation in culinary tourism experiences can also increase 

visitor awareness and motivation to explore tourism. This study highlights the link 

between gastronomy and tourism as the basis for imaging a region. The potential of 

gastronomic tourism to increase the attractiveness of a destination is analyzed, where 

culinary destination image and memorable gastronomic experience positively influence 

tourist behavioural intentions [16]. Several authors highlight the value of consumer 

perceptions. In the past, food was often seen as a necessity rather than an attraction. 

This perception has changed over the last two decades as food has become an essential 

link between people, place, culture, identity and tourism [17]. 

 
4. Conclusion 

This study shows a significant growth in scientific studies focusing on gastronomic 

tourism. This research is expected to complement other literature reviews that analyze 

bibliometric results, data, and unique publication sources or focus on specific 

gastronomic tourism topics. So far, the authors found four identified research topics to 

be the most studied. These results also reveal that gastronomic tourism is a complex 

activity requiring constant research attention. From this SLR review, it was also found 
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that several authors studied gastronomy with a multidisciplinary approach. Then, it 

cannot be denied that this SLR review has several limitations, such as only indexing 

literature from one database, namely Scopus, since the analysis of the study is also 

limited to articles in English with open access criteria. Even so, the authors hope this 

paper can direct further research on gastronomic tourism. 

 

 

5. References 

1. Swarbrooke, J., & Horner, S. (2007). Consumer Behavior in Tourism.Elsevier. 
http://journal.um surabaya.ac.id/index.php/JKM/article/view/2203 

2. Björk, P., & Kauppinen-Räisänen, H. (2016). Local food: a source for destination 
attraction. International Journal of Contemporary Hospitality Management , 28 (1), 
177–194. 

3. Hall, C. ., & Sharples, L. (2003). The consumption of experience or the 
experience of consumption? An introduction to the tourism of taste. In Food 
Tourism around the World (pp. 1–24). Routledge. 

4. Kitchenham, B. (2014). Procedures for Performing Systematic Reviews. Keele 
University Technical Report , 33 (2004), 1–26. 

5. Higgins, JP., ALTMAN, D.., GOTZSCHE, PC, JUNE, P., MOHER, D., OXMAN, AD, 
SAVOVIC, J., SCHULZ, K. ., WEEKS, L., & STERNE, JA. (2011). The Cochrane 
Collaboration's tool for assessing risk of bias in randomized trials. BMJ , 343 , 1–
9. https://doi.org/https://doi.org/10.1136/bmj.d5928 

6. Jerez, M.R. (2023). Tourism marketing of the Autonomous Communities of Spain 
to promote gastronomy as part of their destination branding. International 
Journal of Gastronomy and Food Science , 32 , 100727. 
https://doi.org/10.1016/J.IJGFS.2023.100727 

7. Seyitoğlu, F., & Ivanov, S. (2020). A conceptual study of the strategic role of 
gastronomy in tourism destinations. International Journal of Gastronomy and 
Food Science , 21 . https://doi.org/10.1016/j.ijgfs.2020.100230 

8. Di-Clemente, E., Hernández-Mogollón, J. ., & López-Guzmán, T. (2020). Culinary 
tourism as an effective strategy for a profitable cooperation between agriculture 
and tourism. Social Sciences , 9 (3). 

9. Castillo-Manzano, J. ., Castro-Nuño, M., Lopez-Valpuesta, L., & Zarzoso, Á. 
(2021). Quality versus quantity: An assessment of the impact of Michelin-starred 
restaurants on tourism in Spain. Tourism Economics , 27 (5). 

10. Hossain, MS, Hossain, MA, Al Masud, A., Islam, KMZ, Mostafa, MG, & Hossain, 
MT (2023). The integrated power of gastronomic experience quality and 
accommodation experience to build tourists' satisfaction, visit intention, and 
word-of-mouth intention. Journal of Quality Assurance in Hospitality and 
Tourism . https://doi.org/https://doi.org/10.1080/1528008X.2023.2173710 

11. Michael, N., & Fusté-Forné, F. (2022). Marketing of luxurious gastronomic 
experiences on social media: The visual storytelling of luxury hotels. 
International Journal of Tourism Research , 24 (6), 827–838. 
https://doi.org/10.1002/jtr.2548 

The Rise of Gastronomy Tourism: A Systematic Literature Review             507

http://journal.um/


12. Fusté-Forné, F. (2022). Seafood 'speaks' in Costa Daurada's Michelin-starred 
restaurants (Catalonia, Spain). Journal of Marine and Island Cultures , 11 (1), 
293–298. https://doi.org/10.21463/jmic.2022.11.1.20 

13. Millan, MG., De la Torre, MGM., & Rojas, R. . (2021). Analysis of the demand for 
gastronomic tourism in Andalusia (Spain). PLoS ONE , 16 (2). 

14. Pamukçu, H., Saraç, Ö., Aytuğar, S., & Sandıkçı, M. (2021). The effects of local 
food and local products with geographical indications on the development of 
gastronomy tourism. Sustainability (Switzerland) , 13 (12). 
https://doi.org/10.3390/su13126692 

15. Fusté-Forné, F., Ginés-Ariza, P., & Noguer-Juncà, E. (2021). Food in slow tourism: 
The creation of experiences based on the origin of products sold at Mercat del 
Lleó (Girona). Heritage , 4 (3), 1995–2008. 
https://doi.org/10.3390/HERITAGE4030113 

16. Kalenjuk Pivarski, B., Grubor, B., Banjac, M., Đerčan, B., Tešanović, D., Šmugović, 
S., Radivojević, G., Ivanović, V., Vujasinović, V., & Stošić, T .(2023). The 
Sustainability of Gastronomic Heritage and Its Significance for Regional Tourism 
Development. Heritage , 6 (4), 3402–3417. 
https://doi.org/10.3390/heritage6040180 

17. Prasongthan, S., & Silpsrikul, R. (2022). The structural equation model of 
behavioral intentions toward gastronomy tourism in Thailand. Kasetsart Journal 
of Social Sciences , 43 (2), 425–432. https://doi.org/10.34044/j.kjss.2022.43.2.21 
 
 

 

Open Access This chapter is licensed under the terms of the Creative Commons Attribution-NonCommercial 4.0 International License
(http://creativecommons.org/licenses/by-nc/4.0/), which permits any noncommercial use, sharing, adaptation, distribution and
reproduction in any medium or format, as long as you give appropriate credit to the original author(s) and the source, provide a link to
the Creative Commons license and indicate if changes were made.
        The images or other third party material in this chapter are included in the chapter's Creative Commons license, unless indicated
otherwise in a credit line to the material. If material is not included in the chapter's Creative Commons license and your intended use is
not permitted by statutory regulation or exceeds the permitted use, you will need to obtain permission directly from the copyright holder.

508             M. S. D. Hadian et al.

http://creativecommons.org/licenses/by-nc/4.0/

	The Rise of Gastronomy Tourism:A Systematic Literature Review



