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Foreword

Taleb Rifai, UNWTO Secretary-General

Gastronomy is a fashionable trend, a hobby for thousands,
and one of the main reasons for many to travel. People seek
to experience food in the same way that they seek out other
elements of different cultures like art, music and architecture.

Gastronomy tourism offers enormous potential in stimulating
local, regional and national economies and enhancing
sustainability and inclusion. It contributes positively to many
levels of the tourism value chain, such as agriculture and local
food manufacturing.

Linking gastronomy and tourism also provides a platform for the
promotion of cultures through their cuisine. This not only assists
in destination branding, but also helps to promote sustainable
tourism  through preserving valuable cultural heritage,
empowering and nurturing pride amongst communities, and
enhancing intercultural understanding. Through a visit to a
food festival, cooking class or farm-to-table dining experience,
tourists garner a better sense of local values and traditions.

2017 has been designated by the United Nations as the
International Year of Sustainable Tourism for Development.
It is now more important than ever for destinations to
maximize the potential of gastronomy tourism to contribute to
economic growth, social inclusion, cultural and environmental
preservation, and mutual understanding.

Second Global Report on Gastronomy Tourism

Yet, to fulfii this potential, destinations must adapt by
understanding and forecasting demand, creating networks
with all local stakeholders and develop adequate products and
marketing strategies. Support is also required to foster skilled
human capital.

This report, developed by the UNWTO Affiliate Members
Programme, aims at showcasing how gastronomy tourism can
be a driver for the modern tourist hungry to create authentic
yet memorable experiences and a pillar of sustainable tourism.
We would like to thank each of the 60 contributors to the report,
including UNWTO Member States, Affiliate Members and
partner organizations, who provided the tried and tested case
studies included in the report. | trust that the initiatives outlined
will provide an excellent point of reference for stakeholders on
the immense potential gastronomy tourism has to offer.
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