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Abstract. The relevance of the study lies in the impact of gastronomic tourism on the development of the tourism
sector and the fact that gastronomic tourism is a means of activating tourist destinations; supporting national
producers by integrating gastronomic tourism into local event resources. Given the lack of a holistic understanding
of the concept of gastronomic tourism, the imperfection of existing recommendations and conclusions on its
development, there is a need for a detailed analysis of the subject. The purpose of the paper is to study the features
of gastronomic tourism as a means of activating the development of the tourism sector. The paper covers that
gastronomic tourism is based on the specific features of regional cuisine and culinary traditions of the tourist
destination. It was established that from the standpoint of organising tourist activities, gastronomic tourism includes
not only familiarisation with the local cuisines of the region but also original technologies for organising local food,
culinary processes and food traditions, local products, as well as the opportunity for tourists to take part in the
preparation of national dishes, visiting culinary festivals, various types of tastings and competitions. The originality
of the research results consists in deepening theoretical approaches to the study of gastronomic tourism - a new
area of cultural and educational tourism, which is relevant to combine with eco-tourism, tourism in protected
areas, rural green tourism. In particular, rural green tourism is rich in cultural, culinary, authentic traditions, and is
valuable for revival and development

Keywords: gastronomic tourism, culinary tour, gastronomic tour, regional cuisine, local product, authenticity,
environmental friendliness, event resources

The Problem Statement

The development of the tourism industry on a global scale
gives grounds to consider it as an important factor in the
recovery of the national economy of Ukraine in the post-
crisis period. The tourism sector has a considerable impact
on the development of small and medium-sized businesses,
affects the employment of the local population, and con-
tributes to the socio-economic development of the regi-
ons. Due to the tourism industry, the transport, municipal,
industrial, and information spheres are being improved.
Nowadays, one of the most promising areas related
to familiarisation with the production, technology of prepa-
ration, and tasting of national dishes and drinks is gastro-
nomic tourism. Gastronomic tourism is one of the types
of tourism to which a large number of works by both
Ukrainian and foreign scientists are devoted. Research in
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this area specialises in the study of the history, culture,
cooking technology and customs of consumption of dishes
and products of national, regional, and local importance.
From the standpoint of organising tourist activities,
this can include not only familiarisation with the culinary
process but also the opportunity for tourists to take part in
the preparation of national dishes, visiting culinary festivals,
various types of tastings and competitions. Considerable scien-
tific and practical interest of researchers of the tourism indus-
try has not yet found a single definition regarding the con-
cept of “gastronomic tourism” and its classifications. There
is no coordinated, concretised approach to understanding the
essence of the concept, and the works that cover the classifi-
cation characteristics of gastronomic tourism are segmental.
There are no categories of tourists who go on gastronomic tours.
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Analysis of Recent Research and Publications
The problems of the establishment and development of
gastronomic tourism are studied by the following scien-
tists: V.O. Omelnytska [1], D.I. Basiuk [2], H Sarkisian [3],
L.M. Hodia [4], from the standpoint of contextual devel-
opment and creation of tourist products of regional origin
based on national cuisine. Such researchers as T.G. Sokol,
H.P. Shchuka [5], V.V. Kornilova, N.V. Kornilova [6] explore
the thematic area of gastronomic tourism. The combination
of hospitality and tourism is carried out by V.K. Babaritska,
O.Yu. Malinovska [7], EE Shandor and M.P. Kliap [8].

Purpose of the Study

The purpose of the paper is to study the features of gastro-
nomic tourism as a means of activating the development
of the tourism sector. The paper defines that gastronomic
tourism is based on the features of regional cuisine and
culinary traditions of a tourist destination.

Research Results

Gastronomic tourism is a new phenomenon that is devel-
oping as a new tourist product, due, in particular, to the
fact that according to specialised literature, more than a
third of tourist expenses are spent on food. Therefore, the
cuisine of a tourist destination is one of the most import-
ant aspects that determines the quality of recreation [9].
The strategic goal of tourism development in Ukraine is to
create a product that is competitive on the world market,
can meet the tourist needs of the country’s population as
much as possible, to ensure the integrated development
of territories and their socio-economic interests based on
this while maintaining economic balance and historical and
cultural heritage. Ukrainian national cuisine is as much
a cultural heritage of the Ukrainian people, such as art,
language, or literature. Nowadays, it is widely popular and
well-known in the world. This is also confirmed by the fact
that Ukrainian national dishes and drinks are included in
the international restaurant business. Ukrainian cooking is
an invaluable achievement that Ukrainians should be proud
of and comprehensively popularise. One of the most effec-
tive methods of popularising authentic culinary traditions
should be gastronomic tourism.

During gastronomic tours, the tourist has the oppor-
tunity to: 1) visit restaurant establishments and other loca-
tions of national cuisine; 2) take part in gastronomic fes-
tivals; 3) visit the production of food and beverages; 4) get
acquainted with the history and recipe of dishes of national
cuisines, traditions of their consumption; 5) take part in the
process of preparing national dishes and drinks [10].

Tourists going on gastronomic tours are represented
by the following categories of the population:

« tourists who do not like regular tourism;

« tourists who want to diversify their diet through
interesting culinary offerings;

o gourmets (culinary tourists);

« tourists whose work is related to cooking and eating,
who use culinary tourism for training and professional skills
(chefs, sommeliers, restaurateurs, tasters, bloggers);

« representatives of travel companies interested in
organising their own gourmet trips [10].

Having analysed the offer of Ukrainian tourist ope-
rators, it is worth noting: firstly, gastronomic tourism in
Ukraine has not become widespread - professional gastro-
nomic tours are carried out by a limited number of compa-
nies; secondly, there is a disparity regarding the location of
gastronomic tours in Ukraine — most trips are organised
in the Lviv region and Transcarpathia, which is explained
by the original culture and specific culinary traditions of
these regions [2].

Gastronomic tours are divided into two types: rural
(so-called “green”) and urban. Their fundamental differ-
ence is that when going to the countryside, a tourist tends
to try an environmentally friendly product, without any
additives. For example, “green” tours offer picking wild
berries, vegetables and fruits, “hunting” truftles, or walking
along the wine roads. The city’s gastronomic tour may include
a visit to a confectionery factory, a sausage shop, and a restau-
rant that offers a delicious dish made in the shop. In addi-
tion, some tours introduce tourists not to different dishes
of the same area but one dish in different localities (Table. 1).
These are wine tours that offer vineyard walks, grape pick-
ing, wine tasting, or coffee tours. Gastronomic festivals are
held for tourists [11].

Table 1. Classification of gastronomic tourism

Classification trait Subtype of tours Characteristics of tourist activity
. Picking wild berries, vegetables, and fruits, looking for truffles or a walk
By location Rural .
) o along the wine roads
of the tourist destination — : - — "
Urban Visit restaurants with tasting of delicacies and specialties
Wine Visiting vineyards and excursions to wine-making farms with wine tasting
Beer Visiting breweries, both large and local, tastings
Cheese Visiting factories and cheese cellars, tastings
B ¢ il Chocolate Visiting chocolate factories, tastings
y type of a particular -~ - . -
product or drink Tea V!s!t!ng tea plantatlon.s, packaglng.factorlesA 4
Coffee Visiting coffee plantations, packaging factories, collecting
Agro Visiting agricultural complexes and farmlands
Fruit and berry Tasting fruits and vegetables that are typical for this area, country
Mixed A combination of several specialisations
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Table 1, Continued

Classification trait Subtype of tours Characteristics of tourist activity
Culturally-educational | Visiting various excursions
By the purpose Wellness Tastin.g tga coII_ectiops made from medicinal h.erbs; honey in
of the trip combination with apiotherapy, wine therapy, diet therapy
Gourmet Tasting food and drinks by gastronomic specialists (sommelier, taster)
By the orientation Holiday Attending and taking part in gastro holidays
of the trip Festival Attending and taking part in food festivals

Source: developed based on [11]

In gastronomic tourism, there are various areas that
have been formed to meet the wishes of the tourist. There
are classifications of gastronomic and culinary tours based
on several key criteria, such as the specific features of the
area, the purpose of the trip, or the desire to try a partic-
ular drink or dish. All these features should be considered
when creating a gastronomic tour, so that it best meets the
expectations of the target audience [12].

The main task in developing a gastronomic tour is
to combine cooking and a cultural and educational pro-
gramme in one tour. The advantage of gastronomic tour-
ism compared to other subtypes of educational travel is that
only gastronomic tourism involves, in addition to vision
and hearing, other human senses, in particular taste and
smell [13]. Tourists who come to Ukraine, admittedly, also
want to try traditional local dishes. Therefore, one of the
most important aspects of the development of tourist ser-
vices is the familiarisation of tourists with the specific fea-
tures of traditional food and the development of the service
sector in this area [1].

Assistance in organising gastronomic trips can become
a factor in supporting the tourism business, which ensures
an increase in the length of stay of tourists, an additional
business area for households, small food production [2].
This can be achieved due to:

« promotion of the development of objects of interest
for gourmet tourists and connoisseurs of Ukrainian gas-
tronomic culture, well-known food industry enterprises,
households;

« maintaining effective and initiating the creation of
new gastronomic tourism facilities: tasting rooms, muse-
ums of gastronomy, ethnic villages and towns, as well as
specialised attraction events and tourist and excursion
routes that will contribute to the creation of a competitive
local tourist product, increase the tourist attractiveness of
the region;

« development of tourist infrastructure of accommoda-
tion, food, entertainment establishments, as well as retail
and service enterprises;

« development of information and communication sys-
tems that will provide information to the tourist market
about the gastronomic microclaster and act as an important
marketing tool for generating tourist demand;

« directing the efforts of the government, business, and
local community to support food tourism facilities, the
development of gastronomic attractions and events that
would attract the attention of Ukrainian and international

tourists, as well as private and public partnership in pro-
moting a local tourist product, activating the marketing
communications system, using brand management tools
for territories and cities;

o development of thematic culinary tour programmes using
local raw materials, food and beverages, and iconic restau-
rant establishments that will emphasise the authenticity of
national traditions in cooking [14];

« expanding the geography and popularising thematic
culinary festivals, holidays, visiting international profes-
sional exhibitions and conferences, so that familiarisation
with national cuisine becomes the main element in the tourist’s
stay programme;

« study of the best international experience in the devel-
opment of gastronomic tourism in the wine and food indus-
try, restaurant industry, introduction of modern environ-
mentally friendly technologies for growing agricultural raw
materials and manufacturing products;

o popularisation of Ukraine on the world market as a
promising tourist destination [2].

Leading experts of the tourism industry highlight
the following current global trends in the development of
gastronomic tourism:

1. The gastronomic tourism market is growing. This is
one of the most dynamic segments of the tourism market.

2. “Gastronomic” tourists are tourists who take part
in new areas of cultural consumption. These are travellers
who learn the authenticity of the places they visit through
food. They are concerned about the origin of the products.
They recognise the value of gastronomy as a means of com-
munication, as a space for sharing experiences with other
people. Such tourists have higher expenses than average,
they are demanding, grateful, and avoid monotony.

3. The basis of gastronomic offers is the territory. The
terroir is the element that distinguishes it and is the source
of its local identity. It covers ecological and landscape val-
ues, history, culture, traditions, rural nature, sea, and the
place’s cuisine. In this regard, the transformation of the ter-
ritory into a culinary landscape is one of the problems of
tourist destinations.

4. The basis of gastronomic tourism is the product. It is
important to determine what resources need to be turned
into a tourist product, which will allow identifying this
area.

5. Durability. Gastronomic tourism can solve problems
of culture and the environment in a way that is compatible
with purely economic arguments. The idea is not to create
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new non-discriminatory pressure on the culinary heritage
but to use it rationally with sustainability in mind. This refers
not to “touristification” of gastronomy but about creating
new offers or increasing existing ones. It is not only about
creating a tourist product to attract visitors but rather about
attracting visitors to take part in their own cultural reality
of a particular destination, well explained and interpreted
through the cuisine, local products, and all the services and
activities that surround them.

6. Quality. Tourist destinations that want to promote
gastronomic tourism should work at different levels in the
field of quality: protection and recognition of local prod-
ucts, development of competitive offer, professionalism of
human resources, consumer protection, and proper reception
to increase the level of customer satisfaction.

7. Communication. Tourist destinations should formu-
late a reliable and authentic description of their offers in
the gastronomic tourism market. Now the experience of
a tourist trip is not limited only to the actual days of its imple-
mentation but begins much earlier, with its preparation (the
tourist collects information, compares it, buys it). This expe-
rience ends when the traveller evaluates and shares their
impressions through social networks. Famous chefs, mass
media, tourist guides, gastronomic blogs, and social networks
play a key role in the process of creating the gastronomic
image of a tourist destination.

8. Cooperation. It is necessary that all persons working
in a tourist destination (food producers, farmers, fishermen,
chefs, restaurateurs, hoteliers, representatives of the state
administration, etc.) take part in the creation of a tourist
product of gastronomic tourism [9].

The concept of “gastronomic tourism” reflects the com-
bination of knowledge about the culture, traditions, and his-
tory of the country through familiarisation with national
cuisine and cooking technology. Providing psychological,
aesthetic, taste, and research satisfaction. National cuisine
is closely interrelated with other aspects of life that reflect
the relationships of people in society, norms and behaviours
that are traditional for the nation [10]. The popularisation
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of this type of tourism is also growing due to the fact that
people in the everyday, fast pace of life do not have time
to enjoy the process of cooking and eating food, and in-
creasingly use fast food products.

Therefore, by its own definition, gastronomic tour-
ism is a trip, the purpose of which is to learn about the
cultural and culinary features of a region or country. And a
gastronomic tour as a service is more than a trip since it is
a well-thought-out route where tourists can get acquainted
with the production, technology of cooking, culinary tradi-
tions of local cuisine, taste dishes, drinks, and local products.

It is important to combine gastronomic tourism with
eco-tourism, tourism in protected areas, and rural green
tourism. After all, the latter have a large stock of cultural,
culinary, authentic traditions that should be revived. Gas-
tronomic tours will form a new vision of tourism in the
context of destination development. The study of traditional
cuisine will ensure social, cultural, commercial, technolo-
gical, and economic development. It is also important to cre-
ate new structural links in the management of the tourism
and restaurant business, the regulatory framework, and acti-
vate the research on the potential of regions for this type of
tourism [15].

Conclusions

Ukraine has a considerable potential for the broad develop-
ment of gastronomic tourism. The organisation of gastro-
nomic and culinary tours is a serious event related to the
study of the culture and customs of the Ukrainian people,
their past through national cuisine and food traditions. Today,
tourists are ready to travel to different parts of Ukraine to
taste original cuisine, attend master classes of local chefs,
and visit the production of local products. Tour operators
should plan and organise their trips in such a way that
when visiting historical centres with cultural and architec-
tural monuments, they should definitely visit restaurant
establishments and other locations where original local
cuisine can be tasted.
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FacTpoHOMIYHMI TYPU3M AIK 3aci6 akTuBi3aLii
TYPUCTUYHUX AeCTUHaLIN

MapuHa AHgpiiBHa Py6iwl, MupocnaBa BacunisHa Yopin,
Jliniga BonognmmpiBHa 3esieHCbKa

MykauyiBCcbkunii fep)xaBHUi yHiBepcuTet
89600, Byn. Y>xropoacbka, 26, M. MykayeBo, YKkpaiHa

AHoTaLif. AKTYa/bHICTb IOCTI/PKEHHSA TO/ATA€ Y BIUIMBI TaCTPOHOMIYHOTO TYPU3MYy Ha PO3BUTOK TYPUCTUYHOI
cdepn i Te, 1[0 TaCTPOHOMIYHMIT TYPU3M € 3acOO0M aKTMBIi3aLil TYpUCTUYHOI AecTaHaLil; TATPUMKI Hal[iOHATBHUX
BUPOOHMKIB 3 JOIOMOTOI0 iHTerpanil racTpOHOMIYHOTO TypUsMy y MiclieBi OAi€Bi pecypcu. 3 OILIY Ha BifiCYTHICTD
L[I/TICHOTO PO3yMiHHS IIOHATTSA TaCTPOHOMIYHOIO TypPU3MY, HE[IOCKOHA/TICTh HASBHUX PEKOMEH/ALIiN Ta BUCHOBKIB 3
IMTaHb 10r0 GOpMyBaHHs, BUHIKAE II0Tpeba y JOK/IaJHOMY aHaIi3i TeMu. MeToro CTaTTi € JOCIIKeHHsI 0COOMMBOCTel
racTPOHOMIYHOTO TYPU3MY, K 3ac00y aKTUBi3allil pO3BUTKY TYpUCTUYHOIL cepu. Y cTaTTi BUABIEHO, [0 B OCHOBI
racCTPOHOMIYHOIO TYpU3MY 3aK/IaficHO 0COOMMBOCTI perioHaabHOI KyXHi Ta KyIiHapHi Tpaguuii TypucTUIHOI
mecTuHanii. Busnaueno, mo 3 TOYKM 30py oprasisanii TypUCTUYHOIL Iis/IBHOCTI, TACTPOHOMIYHUIT TYPU3M MiCTUTD
y co6i He nuie O3HAIOM/IEHHS 3 MiCIIeBUMM KyXHSMU PeTiOHY, OpUriHaJIbHMMM TEXHOJIOTisIMM OpraHisarii
MICIIEBOTO XapYyBaHHsA, Ky/JTiHADHUMMU IIPOLIECAMM Ta TPAJULIAMYU Xap9yBaHHS, TOKaJIbHUMU IPOLYKTaMU, a TAKOX
MO>X/IMBICTIO TYpMUCTa B3STU YYacTb Y IPUTOTYBaHHI HalliOHA/JIbHMX CTPaB, BifjBimaHHI KymiHapHux decTusais,
pisHOTO BUJY ferycraiiil Ta KOHKypciB. HaykoBa HOBM3HA pe3yabTaTiB [JOCII/PKEHHs IOMATa€ y MOrMNOTeHH]
TEOPETUIHUX MiIXOMIB O JOC/I)KEHHSA raCTPOHOMIYHOTO TYPU3MY — HOBOTO HAIIPAMY KY/IbTYPHO-IIi3HaBaJIbHOTO
TYPU3MY, KU aKTYaIbHO 00’ €JHATI 3 eKO-TYPU3MOM, TYPU3MOM Ha IPYPOLOOXOPOHHUX TePUTOPIAX, CIIbCHKUM
3€/ICHUM TYpM3MOM. 30KpeMa, CUIbCbKIIL 3e/IeHMIT TYpU3M OaraTuii Ha Ky/IbTypHi, Ky/liHapHi, aBTeHTUYH] Tpaguujil,
i € HiHHMM I BiIPOIKEHHA i PO3BUTKY

Knto4oBsi cnosa: racTpOHOMIYHMIT TYpU3M, KY/liHApHUI TP, TACTPOHOMIUHUIA TYP, perioHanbHa KyXHs, TOKaIbHMIA
MPOAYKT, aBTEHTNYHICTD, €KOJIOTiYHICTD, IOMIi€Bi pecypcn
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