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Summary 
This work aims to present the gastronomic tourism, which is a new conception and form of tourism, dealt with 

separately from other forms of  tourism, which combines features of cultural, thematically and durable tourism, aiming 
at meeting and educating tourists in traditional culinary arts, bringing benefits to the local people and maintaining 
various sectors of the economy. 

Gastronomic tourism consolidates, in this vision, as a key element in the diversification of the tourism supply 
and stimulation of the development of local regional, and national economy, with values of sustainability based on 
local and authentic products, in accordance with the current trends of cultural tourism consumption. 
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1. Introduction 
 

Gastronomic tourism, as a new form of tourism, is a part of cultural tourism, both through her traditional and 
culinary values, including at the same time tourism in urban areas and rural ones with its various specific activities. 
Gastronomic tourism, as s distinct form of cultural tourism, is based on the discovery of the values and traditions of 
local communities and entities, combining elements of the local tradition, the treasures of gastronomy through the 
rediscovery of local or regional values. Gastronomic tourism, as defined by the consulting experts of the World 
Tourism Organization (OMT), " gastronomic tourism is that form of tourism according to which tourists and visitors 
plan their trips in order to try the local cuisine or to carry out activities related to gastronomy.’  

The definition reveals that gastronomic tourism is the most creative and dynamic tourism segment, showing 
the traditions and the special notes on-site. 

Gastronomic tourism, a new form of tourism, is part of cultural tourism, with its specific activities, such as: 
agro tourism, gastronomic festivals in the open air, products tasting, etc. 

Gastronomic tourism, as a distinct form of cultural tourism, is based on the discovery of the values and 
traditions of the local communities and entities, be it local tradition, gastronomy or rediscovering values, folklore, or 
crafts. 

Gastronomy means a rational knowledge of all that means and it has something to do with feeding people, so 
incorporating the habits and local traditions. Thus, the gastronomy is related to the Fine Arts and Social Sciences in the 
vision of the local culture, and with the Natural Sciences concerning the nutrition system of the human body. 
  Local tradition, as an intangible asset, can be the vector of the identity of a human community, in tourist 
product design, ensuring its individuality. Tradition and gastronomy forms a key element of the diversification of 
tourism, helping to stimulate and development of the economy, adding sustainable values, based on tradition and 
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genuine local products, as well as respecting the concordance, trends and requirements of cultural consumption. The 
ratio between gastronomy and tradition is complex, deep; of mutual inter conditioning and synchronous development.  

 As defined by the World Tourism Organization UMWTO, gastronomic tourism is that form of tourism, in 
which tourists and/or visitors plan their trips, partially or entirely, in order to taste the local cuisine and/or to engage in 
activities related to gastronomy. In a different scientific approach, gastronomic tourism is integrated into thematic 
tourism, based on traditional events with a gastronomy component, organized in order to preserve and continue 
traditions. In the specialized literature, gastronomic tourism is also called culinary tourism travel or tasting trips for the 
pleasure of the taste. 

Gastronomic tourism enthusiasts are looking for culinary treasure, satisfaction coming from that of the taste 
buds and not only from the one of the visual analyzer pleasure, looking for restaurants with tradition, in which they can 
tasted something genuine of the culinary field. 

Local gastronomic experiences can be turned into real memorable moments, and for this reason gastronomic 
tourism has become a niche market with great potential. Tourism gastronomic roots are to be found in the times when 
Europeans were traveling in search of Asian spices. 

Gastronomic tourism means not only exclusiveness and snobbism, luxury or pretense, the tourist trying unique 
and memorable satisfactions, and not necessarily in luxury restaurants or wine cellars, but also in small restaurants, 
boarding houses, or gastronomic events and festivals. Preference and consumption of extremely demanding and 
luxurious culinary products, has given rise to another subgenre of gastronomic tourism, the one for gourmands 
"gourmet tourism", subgenre of culinary tourism. 

Another feature of gastronomic tourism refers to its development, aspiring to healthy food and to gastronomic 
values of the bio type. 

Through its base components, gastronomy and tradition, gastronomic tourism should develop and strengthen 
the so-called local brand, which is set at the base of forming the gastro-tourism product. 

A gastronomic brand is all the more powerful as it is more difficult to reproduce and thus remain alone in the 
market. Statistics show that the initiatives which are based on the idea to promote a brand locally are more 
powerful/sustainable, and have a lot more customers. 

Factors that favor gastronomic tourism evolution: 
■ increasing the levels of education; 
■ the increase of the custom-themed tourism demand; 
■ Tourism product authenticity; 
■ Asserting individualism on the market; 
■ increasing the involvement of administrative bodies and local public administration in the promotion of 

tourism. Among the specific factors of the development of gastronomic tourism in accordance with the Global Report 
in Gastronomic Tourism we can lists: 

■ the territory and the landscape, which is the backbone of development of gastronomic tourism offer, element 
that distinguishes and the source of local identity, incorporating individual elements of the environment and landscape, 
history, culture, traditions and gastronomy values, by the existence of a natural, folkloric and ethnographic, spiritual, 
architectural and gastronomic heritage specific to the area; 

■ the existence of some products or food resources with a local specific, which can be converted into genuine 
tourism product and ensures the identity of the place; 

■ local gastronomy-as the basic motivation for the choice of the destination allows for tourists to access the 
cultural and historical heritage of the city by tasting, by the acquisition of the purchase experience; 

■ the cultural heritage and the local cultural inheritance, being a set of behaviors, habits and knowledge, which 
shapes also the gastro-tourism, offer, giving it a local identity. Any design of the gastro-tourism offer will not be viable 
if it does not take into account the characteristics and the cultural heritage of the territory, thus ensuring sustainability, 
the quality of products and services, which plays an important, even defining role in gastronomic tourism development.  

The destinations which wish to develop and promote gastronomic tourism should give great importance to the 
quality of products because it provides identification and recognition of local products, development of competitive 
products. 

■ communication, gastro-tourism destinations must submit reliable, authentic and real offers; because of the 
behavior changes, the tourist experience starts much before and ends after consumption itself, preparation and gastro-
tourism experiences being shared on social networks by tourists. Communication plays a major role also in promoting 
the gastro-tourism destination, characters and key elements being cooks of renown, the mass-media, guides, blogs, and 
social network which plays a major role in promoting; 

■ integrated cooperation between gastro-tourism market actors is essential in the development of a 
destinations aiming gastronomic tourism. 
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2. CONCEPT USED IN TOURISM  
 

Understanding the fundamental definitions and concepts used in the context of travel and tourism industry 
provides an essential framework on which are based the largest part of discussions of this industry.  

Tourism refers to all activities of the visitors including both tourists (visitors which stay the night), as well as 
the day visitors. Tourism has several forms, namely: 

■ internal tourism is tourism carried out by residents of the economic territory of the reference country; 
■ receiver tourism is the non-residents tourism in the economic territory of the reference country; 
■ broadcaster tourism is the resident’s tourism outside the economic territory of the reference country; 
■ interior tourism is the visitor’s tourism, of both residents and non-residents in the economic territory of the 

reference country; 
■ national tourism is the resident’s tourism within and outside the international economic territory and is 

composed of the receiver and broadcaster tourism. Tourism companies relate to individuals / households that are the 
subjects of tourist activities and may be regarded as statistical units.  

These refer to: 
■ the surrounding environment is difficult to be defined in specified terms and that is why it is necessary to 

make a clear distinction between visitors and other persons traveling in a given area. In general, the concept of 
surrounding environment corresponds to the geographical limits in which an individual moves regularly in order to 
carry out its daily activities. As it is defined in the OMT Recommendations on the Statistics in the Tourism Sector, the 
surrounding environment of a person means the immediate vicinity of the area in which he lives, works or studies or 
the immediate vicinity of other places frequently visited by him. This has two dimensions: 

 ■ frequency – the most visited places by a person, which are to be regarded as integrated parts of the 
surrounding environment, even if they are placed at a considerable distance from the residence of this person. 

 ■ distance - the places placed in the immediate vicinity of the residence of a person, even if those sites are 
rarely visited by the person concerned. 

By definition, the tourist visit in that place will generate an extra expense to that generated by the resident 
consumers. This additional expenditure provides the baseline for the economic activity generated by tourism and is, 
therefore, the element which is set at the base of the forming of CST. 

 Finally, the concept of surrounding environment is an economic concept which has very little to do with legal 
circumstances: aliens who stay illegally in a country still have their surrounding environment within the borders of the 
country concerned. On the other hand, legal right of a person to reside in a place doesn’t automatically assume that the 
individual disposes of that place as his surrounding environment. 

 It must be highlighted the importance of the day visitors in the tourism sector: it has an important increase in 
the European countries, and tends to replace visits which involve a night stay; this is mainly due to increase of the 
speed of transport and the existence of new networks of communication involving multiple trips and appointments in a 
day. However, there are many difficulties in statistical measuring the day visits, and in particular, in the form of transit 
visits that start (and/or) ends in a different place of the usual environment of residence, since there is no record of 
visitors (within a country there may be transit visits in different places). 

Visitors in transit are a special category of visitors, who are linked with both domestic and international 
visitors, as well as with those categories of day visitors and tourists. These are visitors that are not returning 
immediately to the place of origin, but they stop in a particular locality or reference country on their way to a 
destination. Of this category are part of the visitors that are legally in transit in a country, so that they will remain in an 
area of transit, in such a way that they do not enter, from the administrative point of view, in the country concerned (a 
situation normally associated with the arrival visitors by air), but also those visitors that cross through a territory of a 
country, heading for a different destination (the most relevant condition refers to the travelers using means of transport 
such as road or rail links). In general, visitors in transit are day visitors, but in some cases visitors in transit which stay 
the night in the reference country may be more important. Identifying visitors in transit or subcategories of them may 
be of interest in some cases. 
 

3. ACCOMMODATION SERVICES, FOOD AND LEISURE 
 
Through its contents, which has as an object meeting personal needs (Krippendorf Just, 1971) arising on the 

occasion and during traveling, tourism can also be regarded as a sequence of services (benefits), such as those of the 
organization of the voyage, transport, rest and food, leisure, etc. Thus, the types of service offered to tourists in the 
place where they spend their holidays are the most important tourism activity. In the case of supply of services for 
tourists, a center position has the accommodation services, considered together with the food, transport and leisure 
services as base services.  
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3.1. DISTRIBUTION SYSTEMS OF TRAVELING 
 
The request for tourism is encountered by focusing marketing efforts with a wide variety of services for 

tourists. Together, these services form the largest world industry and with the fastest growing. Since some of these 
services are crucial for generating and meet the needs of tourists, to define what is meant by tourism industry is full of 
difficulties. Some services, such as transport and catering, serve also other categories of persons, other than the tourists. 
Other services, such as banks, shops, taxis, can only serve tourists, as they are addressing mainly local population. 
Traditionally, tourist products are distributed at the intersection of a number of intermediaries linking producers to the 
consumers. These intermediaries are each and every one of them wholesalers, buying in large quantities from suppliers 
and selling them in smaller quantities, for other factors involved in the system of distribution of traveling. Sometimes 
they are resellers, which are forming the final connection between the system of production of tourism product and 
consumer. As seen previously, tourism product is formed, in particular, of the services of transport, accommodation 
and food, as well as from tourist, natural or anthropogenic attractions. Producers of these services (Stănciulescu G., 
Stan S., Milcu M., 1995) include: 

■ service provider’s agents of tourist transport by rail, road, air, naval (by sea or inland waterway) national or 
international, including tourist transport on cable; 

■ hotel and food service providers in towns and resorts, on tourist routes; 
■ treatment service providers’ agents in balneary touristic resorts or in localities with subsidized spa facilities; 
■ recreational-sports entertainment, cultural, fun, and other such activities service providers agents intended 

for tourists in the localities, resorts or on tourist routes, 
■ complementary services provider’s agents for tourists or travel agencies: some of the banking, insurance 

services, visa services, reservations-renting (means of transport, sports equipment, etc.), performing advertising, 
information, etc. These services can be purchased by tourists through a variety of ways, either directly or from travel 
agencies, which may be retail or tour operating company. 

 
CONCLUSIONS 
 
Gastronomic tourism is a new concept and form of tourism, dealt with separately from other touristic forms, 

which combines features of cultural, thematically and durable tourism, which aims at meeting and educating tourists in 
traditional culinary arts, bringing benefits for the local people and maintaining various sectors of the economy. 

Therefore, assuring the conditions for development of the gastronomic tourism and, in particular, for the 
capitalization of the entire capacity of its potential, asks for a balanced distribution of tourist infrastructure. In this 
respect, it is not about an equalization of the areas in respect to material facilities, but about a rigorous correlation with 
the potential and trends of the demand, with the requirements of sustainable development.  
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