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Abstract       This paper studies the link between functions and the role of 
agrotourism and gastronomic tourism. There are defined concepts of 
agrotourism and gastronomic tourism, showing the principles governing the 
two activities.   
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Agrotourism is the crossroads of tourism and 

agriculture. When the public visits farms, ranches or 

wineries to buy  products, enjoy entertainment, 

participate in activities, shop in a country store, eat a 

meal or make overnight stays. 

          In U.S.A. some authors carried out  a research 

study on agrotourism operation in Michigan, and 

placed these operations in ten categories (animal 

products; berries; Christmas; fall harvest; farm market; 

farm experience; honey/maple syrup; nurseries; 

orchards; vineyards). He identified  some specific 

benefits: these farm activities help many families stay 

on the farm, and provide a new draw of customers to 

area businesses. In this way the state history and 

heritage are protected. [12]. 

Gastronomic tourism includes visiting food producers, 

eating festivals, restaurants and special places related 

to some special foods together with tasting a special 

dish. Also it includes observing the production and 

preparation processes or eating a special dish from the 

hands of a very famous chef. [8]. 

Today, there is a food movement to get back to the 

basics. The old way of eating is now becoming the 

mainstay in the modern countries of central Europe and 

America and are influencing the food culture of today 

on a global scale. [1]. 

 

Materials and Methods  
 

The paper is based on consultation literature in the 

fields of agortourism, ecotourism, culinary tourism, 

and sustainable tourism. The research was conducted 

by consultation of online bibliographic resources. 

 

Results and Discussions 
 

More and more farmers are developing their 

business to include tourism and culinary experiences 

because they see the need to diversify and the financial 

benefits that follows. Such tourism contributes to the 

economic and social development in the rural sector. 

As a result of the linkages between agriculture and 

tourism, the benefits go beyond the actual product ”on 

the plate”. Some of the direct and indirect benefits of 

linking agriculture and tourism are: increased 

economic development; pride of place, generating 

attractive, vital and viable rural areas; a vibrant and 

locally distinctive tourism product. [2] 

Agritourism or agrotourism is a form of rural 

tourism in which tourists see and participate in 

traditional agricultural practices without destroying the 

ecosystems. Between 1997 and 2007, nature- 

Agrotourism and agricultural-based tourism was the 

fastest growing sector of the US travel and tourism 

industry. Rural tourism growth in Europe is three times 

greater than the increase in tourism in general. Key 

elements include farm based tourism, community 

tourism, agro-heritage tourism, agro-trade 

(agribusiness), culinary tourism, and health and 

wellness tourism. [14, 25] 

Agrotourism is funded by the European Union 

in its agriculture policies to diversify a worldwide 

farming economy fraught with increasing costs with 

little return. E.U. policy recognizes the role of 

agrotourism in food security as well as garnering 

higher prices through value-added experiences. [3] 

Agrotourism as a key factor for local 

development in particular for rural marginal areas, or 

in areas where the environmental and cultural heritage 

are strongly appreciated by tourists. [9] 

Farmers’ markets are usually defined  by their 

local and regional context. The main purpose for 

farmers’ markets is to provide fresh regional food to 

local residents and support local agriculture. [4, 5, 16, 

17, 18] 

              Traditionally associated with Europe, 

agrotourism has spread through the world to the 

Americas, Australia and New Zeeland and is even very 
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popular in China through the ”nong jia le” (happy farm 

family) concept.  

          Agrotourism has been especially popular in 

domestic tourism as it allows urban dwellers to 

experience a simpler lifestyle at a reasonable cost.  

Agrotourism is particulary important in sustaining the 

livelihoods of farm families and ”keeping them on the 

land”.          

In present different terms like “culinary tourism”, 

“gastronomy tourism”, “gastro-tourism”, “wine 

tourism”, “food tourism”, and “gourmet tourism” are 

used in literature to define the linkage between 

gastronomy in general and tourism, the widely used 

term “gastronomic tourism” is defined as “being in 

pursuit of unique experience of eating and drinking.” 

[5, 16] 

According to The International Culinary 

Tourism Association, a culinary tourism grows 

exponentially every year. It certainly is compatible 

with the "eco-tourism", "slow food tourism", 

"sustainable tourism" and "sustainable agriculture". 

[11, 15, 19 ] 

The most used definitions of Gastronomic 

tourism is one proposed by Lee et al. [9]: gastronomic 

tourism "is a journey, in regions rich in gastronomic 

resources, ho generate recreational experiences or have 

entertainment purposes, which include: visits to 

primary or secondary producers of gastronomic 

products, gastronomical festivals, fairs, events, cooking 

demonstrations, food tastings or any activity related to 

food." [7] 

This form of tourism is further enriched by 

participation in cooking courses and/or visits to 

companies that manufacture traditional products. 

Gastronomic tourism is part of cultural tourism; 

gourmet products could become emblematic for a 

country or a city. 

Consumption is in fact an integral part of the 

tourist experience, this being equally consumption of 

places, customs and traditions, as well as consumption 

of local flavor through specific dishes.[6] 

Gastronomy is one of the elements 

incorporated in a new concept of cultural heritage and 

cultural tourism, driven by growing trends of a well-

being lifestyle, authenticity, environmental protection 

and the need to have a high-quality experience. 

Tourists increasingly want foods which emphasize the 

heritage and culture of a place, which assist the 

preservation of traditional forms of agriculture and 

cultural heritage. [22] 

           In the world the Slow Food movement, which 

was founded in 1986, is present in more than 122 

countries.[23] 

Food can also provide the basis of branding 

and marketing activities, including: partnerships 

between food producers, restaurants and the tourism 

industry; setting standards for local foods; lifestyle 

positioning, emphasizing the attractiveness of lifestyles 

related to gastronomy; identifying niches; theming and 

packaging; developing specialty restaurants; 

communicating the national or regional brand through 

gastronomy. [13] 

According to Rodriguez (2014) the food 

tourist is a person whose motivation to travel outside of 

his/her normal place of residence is the desire to 

experience food and drink culture in any of its possible 

manifestation. [15] 

Gastronomic tours, arranged to introduce a 

region’s dishes and food culture which play an 

important role in selection of and the experience 

tourists can have in a region, can feature a region. [10] 

The culinary tours can be classified in: 

cooking school holidays, dining at restaurants famous 

for their local cuisines or their celebrity chefs and 

visiting food markets, visiting food producers with 

tours specially related to just one product. Most 

culinary tours include a combination of all three types. 

[20] 

Travelers are more concerned about 

food/drink waste and its packaging waste, and they 

have a continued interest in sourcing and buying local 

food and drink. 

The motivation for which tourists have to visit different 

destinations and experience their gastronomy was 

studied by numerous researchers: Gillbert (1993), 

Hudson (1999), Ryan (1997), McIntosh (1995). [21]. 

 

Conclusions 
 

Food experiences can also stimulate local 

development, because food tourism is high yield 

tourism, that can extend the tourist season and 

diversify rural economies.  

      Food can contribute to regional attractiveness, 

sustain the local environment and cultural heritage and 

strengthen local identities and sense of community.   

Gastronomic tourism is strongly associated with 

creating sustainability within a country. 

              The farmers’ market can serve as strong 

connectors along a food tourism trails and crated 

destinations that attract tourism in rural communities, 

such as the development of local and regional food 

festivals. Another role of farmers’ markets is to 

provide a venue for nutritional education, cooking 

demonstrations, supporting the local food movement, 

community building, food security and entrepreneurial 

incubators for food artisans. 

               In order to promote the local gastronomy in 

Romania are organized different events like: 

“Festivalul păstrăvului”, Ciocănești, in Suceava 

county, ”Festivalul Brânzei și al țuicii”, Rășinari, Sibiu 

county, ”Festivalul sarmalelor”, Praid, in Harghita 

county, ”Festivalul cârnaților de Pleșcoi”, Berca, in 

Buzău county, ”Festivalul clătitelor”, Prejmer, in 

Brașov county. 

               In Romania was organized in 2014 the The 

International Congres of Culinary Traditions. [26] 
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The World Food Travel Association (WFTA) 

is the world’s leading authority on food and drink 

tourism. The WFTA identified the following food and 

drink tourism industry trends:[24] 

 Changing Demographics – Today’s gourmet 

travelers are evolving from past preconceptions of who 

foodie travelers really are.  

 Customers from Asia are youngest, while 

those from North America are the oldest. 

 Europe and North America are the most 

popular areas for food/drink tours. 

 Global average trip length is 5.3 days. 

 Less than 1/3 of customer bookings are made 

entirely online. 

 Increasing Sustainability Sensitivity – More 

concern about food/drink waste and its packaging 

waste.  

 Local Sourcing Still Hot – Continued interest 

in sourcing & buying local food and drink.  

  More Expensive – Increased costs for food, 

drink, water, labor and transportation.  

  More Knowledgeable Travelers – Knowing 

more than ever; still seeking new and different. Smart 

purveyors of food and drink will tantalize you with 

exciting new ingredients and products. 

 Authenticity Thriving – Still important to 

foodies.  

  Increasing Destination Competition – More 

competition among tourism offices for a “slice of the 

pie”. 

  Strong Mobile Growth – Fast, reliable 

3G/4G/wi-fi service is a requirement.  

  Peer to Peer Dining Experiences – Coming 

onto the scene in a strong way.  

  Wellness Packaged with Food – Now 

integrated into food and drink tourism. 

To make known the local gastronomy it is 

recommended to organize food&drink events  which 

can bring thousands of visitors and provide much 

needed funds for the local community.   

The gastronomic routes are very popular touristic 

products.  

Most food tourism research was been done 

through large-scale surveys in particular populations. 

In the wine tourism domain research in the early years 

was done at wineries.  

        Large-scale, comparative studies are needed. It 

must be tested the products/experiences and the 

communications messages and methods by contacting 

real tourists in order to know how to best communicate 

with their consumer group. 
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