& @)
The Journal of Tourism and Hospitality Marketing Research < 2> Volume 3. Issue 1. Spring and Summer 2025. Pages 223 to 247.

UNIVERSITY OF
MAZANDARAN

Research Paper
Identifying the potential of food tourism in attracting tourists

Nargess Mooraki™ Masoud Honarvar? Mohadese Talebi Haghgo?®

! Associate Professor, Department of Fisheries Science, NT. C, Islamic Azad University, Tehran, Iran.
(nargessmooraki@iau.ac.ir)

% Associate Professor, Department of Food Science and Technology, SR. C, Islamic Azad University, Tehran, Iran.
(m-honarvar@hotmail.com)

3 M. Sc student of the Department of Food Science and Technology, NT. C, Islamic Azad University, Tehran, Iran.
(mohadesetalebihaghgo@gmail.com)

) & | © The Author(s) Publisher: University of Mazandaran
d 10.22080/TMHR.2025.29331.1065
Keywords:
Culture, Food safety, Food AbStraCt
tourism, Iran, and Travel Context and Purpose: Food tourism, or dynamic food tourism, is an activity in

which tourists travel to a destination to experience local food and beverages. This
type of tourism leads to an enhanced travel experience and supports regional
identities. By providing insight into the culture and character of various regions,
food tourism has become one of the most creative and dynamic sectors. The
purpose of this study is to investigate the role of food tourism in improving the
travel experience, strengthening regional identity, increasing food knowledge
among the younger generation, and supporting the cultural and social
sustainability of local communities. Design/methodology/approach: The
present research is applied in nature and employs a descriptive-analytical
methodology. In the descriptive part, the library method and a review of relevant
domestic and international sources were used. In the analytical part, data were
collected through surveys, field studies, observations, and interviews. Findings:
Culinary tourism, leveraging Iran’s cultural, geographical, and culinary diversity,
holds significant potential for economic development and the preservation of
cultural heritage. Findings indicate that food safety, quality improvement, human
resource training, and effective marketing are key success factors. Additionally,
the roles of women, local restaurants, and cultural storytelling play an influential
role in attracting tourists. Conclusion: Culinary tourism is an effective tool for
strengthening the economy, preserving traditions, and promoting Iranian
culture. Despite positive initiatives, such as the registration of creative food
cities, challenges like weak infrastructure, lack of support, and poor marketing
still persist. Targeted development, comprehensive policymaking, and support
for local stakeholders can transform Iran into one of the world’s leading culinary
tourism destinations. Originality /value: This study emphasizes food tourism as
a strategic tool for enhancing food knowledge among youth and preserving local
traditions, with a perspective that has not been explored in previous research.
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Extended Abstract

1. Introduction

Tourism is a complex and influential
industry that significantly contributes to
national development. Among its various
forms, food tourism is experiencing rapid
growth, with scientific research and
international conferences highlighting a
surge in interest and increasing focus on
this sector. In recent decades, food
tourism has emerged as a prominent
research area within the tourism industry.
This field explores the intricate
relationship between food and tourism,
presenting food as a conduit for
connecting with the host culture and a
rich means of experiencing the history and
heritage of the host country. This article
examines the concept of food tourism and
its potential in Iran, emphasizing its
effectiveness as a tool for attracting
tourists. Food tourism, a rapidly growing
tourism industry, focuses on experiencing
diverse regions' cuisine and culinary
culture. In this form of tourism, travelers
seek to taste local foods, visit food
production and distribution centers,
participate in food festivals, and explore
their destinations' dietary customs and
lifestyles (Hall & Sharples, 2003). As this
field has expanded, research approaches
have evolved, increasingly emphasizing
cultural, social, and geographical
perspectives. Despite significant
advancements in research, shortcomings
persist in definitions, methodologies,
concepts, and theoretical frameworks.
Given food’s critical role in shaping
societies' cultural and economic identity,
food tourism is expected to maintain its
upward trajectory as both a research
domain and a practical industry.

2. Research Methodology

Based on the components examined, the
present study is classified as applied in
terms of its objectives and adopts a
descriptive-analytical methodology with a
combined approach. Initially, a systematic
critical review was conducted to identify
and analyze a collection of international
scientific articles in the field of food
tourism. Using targeted keywords such as
culinary tourism, food, food consumption,
food production, and taste tourism,
articles were retrieved from selected
academic journals. Each article was
thoroughly reviewed, qualitatively
analyzed, and relevant data were recorded
in a dedicated research database. In the
next phase, cognitive mapping was
employed to illustrate the conceptual
relationships among the extracted data.
These maps reflect the researcher’s
mental framework by capturing causal and
semantic links between the concepts. To
support visual analysis of the cognitive
structure, the Decision Explorer software
was used within the framework of
computer-aided qualitative data analysis.

In addition to this library-based
process, and to enrich the conceptual
analysis and validate the findings, survey
methods—including semi-structured
interviews with experts in food and
tourism—were conducted. The integration
of these two approaches (textual analysis
and field investigation) contributed to a
deeper understanding of the conceptual
dimensions, semantic patterns, and
dynamic relationships involved in food
tourism.

3. Research Findings

The tourism literature employs several
terms to describe food-related tourism,
including “food tourism,” “culinary
tourism,” and “gastronomic tourism.”
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These terms are applied in varying
contexts. “Culinary tourism” emphasizes
the interplay between culture and food,
offering tourists a cultural and educational
experience through cuisine. In contrast,
“food tourism” focuses more on the local
dishes' physical and sensory experience.
These terms provide distinct perspectives
on tourists’ interactions with food.

Additionally, “gastronomic tourism”
highlights the role of food within the host
society’s culture. Different approaches
exist for defining food tourism. The
“activity-based perspective” defines it
through food-related experiences, while
the  “motivation-based  perspective”
centers on tourists’ intrinsic motivations
to explore specific cuisines at a
destination. The *“hybrid perspective”
integrates both, considering activities and
motivations in food tourism.

Food tourism is a multidisciplinary field
that encompasses diverse approaches,
including management and marketing,
social and cultural studies, and geography.
The management and marketing approach
emphasizes promoting and developing
tourism destinations, whereas the social
and cultural approach focuses on culture
and social interactions facilitated by food.

Iran’s culinary diversity arises from its
geographical and ethnic diversity. Each
region features distinct dishes shaped by
its climate, such as seafood in the south or
Abgoosht in the northwest. Despite the
proliferation of international restaurants,
many local Iranian foods remain largely
unknown. Experiencing traditional cuisine
in eco-lodges could attract tourists, yet
the training of guides and strategic
planning for food tourism development
have been insufficiently prioritized.

The Ministry of Cultural Heritage has
undertaken initiatives to  enhance
women’s roles in this sector, including
organizing workshops, exhibitions, and
repurposing historical houses. With its
diversity, fresh ingredients, traditional
cooking methods, and deep cultural ties,
Iranian cuisine holds significant potential
to draw tourists. However, weak
marketing and limited stakeholder
engagement have impeded progress in this
field. Registering creative food cities and
developing an atlas of Iranian foods are
essential steps toward promoting the
country’s local cuisines globally.

4. Conclusion

Food tourism enriches the travel
experience and helps preserve cultural
heritage,  while also  significantly
contributing to the economic and cultural
development of regions. Ensuring food
safety at tourist destinations is critical, as
it affects public health, the food industry,

tourism, and indigenous culinary
traditions.
Despite  Iran’s  unique  cultural,

geographical, and historical potential in
culinary tourism, fully leveraging these
assets requires strategic reform and long-
term planning. Relevant organizations and
institutions must take a more active role
by engaging tour guides, travel agencies,
and local stakeholders, while
simultaneously strengthening
international marketing efforts and
improving the quality and authenticity
standards of local cuisine. Moreover,
comprehensive policymaking, investment
attraction,  capacity  building  for
professionals and practitioners, and
promoting the cultural narratives behind
traditional foods can position Iran as one
of the Ileading culinary tourism
destinations globally. Purposeful and
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efficient use of these resources will greatly
contribute to the country’s economic
growth and cultural advancement, while
also preserving and promoting Iran’s
valuable and unique culinary heritage on
the international stage.
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