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Abstract: Various tourism trends have appeared with developing technology. One of them is
gastronomy tourism. It is necessary to determine the factors which affect the development of this
type of tourism for supply determinants to be successful in marketing activities. Products registered
with geographical indication are considered to be one of these elements. In this direction, the purpose
of the study is to determine the effects of local food and local products registered with geographical
indications on the development of gastronomy tourism. Bolu, which is one of the Turkey’s cities,
was selected as implementation area. Data were collected from effective tourists, who visited Bolu,
or potential tourists, who have a possibility of visiting Bolu, via questionnaire technique, and 391
questionnaires were reached. Data were solved using statistical package program. Multivariate
regression analysis was used to determine the effect of the products registered with geographical
indication. According to the research results, the most effective element on the development of
gastronomy tourism is local products registered with geographical indications with an impact rate of
60%. The effect of local foods, registered with geographical indication, is 37.7%.

Keywords: sustainability; gastronomy tourism; products registered with geographical indications;
local foods; local products

1. Introduction

The changing social and cultural life, due to world population increase, has caused
differences at the consumption perception of individuals. The foods prepared with tra-
ditional and natural methods in the past have given place to the serial production and
unhealthy foods with the developing technology in food production. This situation has led
regional foods to gain importance again [1] and the beginning of a tendency towards local
food today. Individuals started to visit regions where local foods are produced, and local
foods had an important role on the promotion and preference of tourism destinations [2,3].

These tendencies of tourists towards local foods are very important in the emergence
of gastronomy tourism type. However, local foods are not enough for the development of
this type of tourism. In the preference of destination, local products, apart from the food
culture belonging to the region, attract tourists’ attention, provide destination branding,
and make a contribution to its economic development. On the other hand, the life manner
of local people, the history of the destination, and the customs and traditions are other
important factors in the development of gastronomy tourism [4,5].

It can be said that local food and products have a highly important place in tourism
activities. These goods must be registered with geographical indications in order to transfer
them to future generations. Geographical indication protects the culture, traditions and
customs, touristic assets, and cultural heritage of the region and supports its sustainabil-
ity [6]. This situation shows that the products registered with geographical indications
make a contribution to tourism development.
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When geographical indication is associated with gastronomy tourism, it provides
significant tourism income to the region by forming a destination element, for tourists,
toward regions where goods are produced. It also becomes an attraction element by
promoting tourism assets of the region, and it can support development [7]. When taking
into account these elements, it can be said that the goods with geographical indications
and gastronomy tourism have a close relationship. The goods with geographical indication
make significant contributions to the gastronomic identity formation of the region it belongs
to. Moreover, they provide protecting of the traditional production and the soul of the
region [8], transferring from generation to generation as protected [9].

In the literature, there are studies exhibiting that local products, registered with
geographical indications, make contribution to competitive power of tourism destina-
tions [3,10–17]. On the other hand, there are studies which show that local foods that are
registered with geographical indications contribute to the development of tourism [18–21].

It is aimed to investigate the effects of local food and local products on the development
of gastronomy tourism in this study. In previous studies, there is no study in which
the effects of goods, registered with geographical indications, on the development of
gastronomic tourism are evaluated together. In this direction, the research contributes
significantly to the expansion of the literature. On the other hand, with this research, it is
determined whether local assets have significant effects on the development of gastronomic
tourism. The results to be achieved and the activities carried out, for the development of
gastronomy tourism, are important in terms of promoting the protection of local products
and foods and their registration with geographical signs. In this respect, the research
has the quality of being a guide for tourism supply determinants in their studies on
tourism marketing.

2. Theoretical Background and Hypothesis
2.1. Gastronomy Tourism

Gastronomy is described as a science including the elaboration, examination, com-
prehension, theoretical and practical implementation, and development of foods and
beverages’ features [22,23]. Gastronomy can also be labelled as “the science and art of food
and beverage” which searches the connection between food and culture [24].

Gastronomy tourism can be defined as touristic visits to food production areas, fes-
tivals, or local restaurants in order to observe the taste or production of certain types of
food belonging to a region. Daily regular restaurant visits are not included in the scope of
gastronomy tourism [25]. Food and beverage are cultural items for gastronomy tourists.
Therefore, existing local foods have relationships with elements such as language, reli-
gion, traditions, history, and art which form the identity of the region they exist in; they
have significant effects on forming an identity of the region and destination preference of
tourists [26].

Gastronomy, which has a non-negligible position for cultural attractiveness, plays
a significant role at destination preferences. Gastronomy tourism is characterized as a
tourism type that leads to an important desire about gaining new experiences with food
and beverage, and this influences travel behaviors significantly [27]. With these aspects,
gastronomy tourism is a concept that should not be ignored when creating destination
marketing areas [10].

2.2. Geographical Indications

Geographical indications are legal activities intended for transferring local products
to the next generations in a reliable way [28]. Such that, registration of local products with
geographical indications, whose value is increasing day by day, bears a feature of a formal
proof [29]. The products with geographical indication can be used as a marketing tool for
the region they present, have features of increasing income sources, and prosperity levels
of regional people [30].



Sustainability 2021, 13, 6692 3 of 13

From past to present, the term of geographical indication was first put forward in the
last quarter of the 19th century. The first use of the term (Unvan d’origine contrôlée -AOC-)
in France was realized in the first quarter of the 20th century. After the first legal regulations
were made with the Paris Convention in 1883, the essence of it was finalized with the
Lisbon Agreement (1958) by European countries, and additional definitions were made.
There were 17 countries that accepted a set of decrees entitled “Geographical Indications”
(Geographical Indications -GI-), and 170 products were taken under protection with the
geographical indication [31].

This agreement gained an international qualification by including 160 countries on
15 October 2000 [32]. It is shown that the first studies began with “Statutory Decree on
Protection of Geographical Indications” with the number 555, on 27 June 1995, in order to
protect local products in Turkey. It is also mentioned that the Turkish Patent and Trademark
Office has been tasked with the management of the legal registration [33].

2.3. The Effect of Products with Geographical Indication on the Development of Gastronomy
Tourism

Gastronomy tourism is visits done in order to experience foods and beverages, which
are produced within a region and are particular to that region [15]. Most of the tourists tend
to learn and experience local foods of a destination in addition to the food and beverage
services provided by the lodged facility. Therefore, local foods become a tool to know and
learn a culture [34–37]. For this reason, local foods are also registered with geographical
indications like other local products.

Registered products with geographical indication are highly important in terms of
keeping the sustainability of gastronomy tourism by being a cultural differential element
of regions [38] and transferring local foods, a cultural element, to the next generations [39].
It has been tried to investigate the effects of local foods and local products, which are
registered with geographical indication on the development of gastronomy tourism. In
this direction, hypotheses of H1 and H2 were established, which are seen in Figure 1.
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According to the literature, the main aim, of some tourists, is to visit a particular food
place or to taste foods belonging to a local kitchen. For many tourists, the quality of the
kitchen is a significant part of the holiday experience as a whole [40]. In this direction, it can
be said that local foods can attract tourists’ attention, gain them new experiences, increase
the potential of gastronomy, and be an important attraction element of gastronomy [41].
Accordingly,
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Hypothesis 1 (H1). Local foods registered with geographic indication influence the development
of gastronomy tourism significantly and positively.

Local foods are very important for the sustainability of the food culture that is about
to disappear. Because local foods continue to be prepared, mostly, in the undeveloped
rural areas of the regions. In industrialized, developed places, unhealthy foods, which
can be prepared quickly with globalization, are prepared, sold, and consumed. The world
continues to globalize rapidly, and the population migrates from undeveloped rural areas
to developed ones. On the other hand, local foods are very important for a healthy life.
During the novel coronavirus (COVID-19) pandemic, which has become an important
problem today, healthy life and healthy food have been the most emphasized issues. As
a requirement of globalization, it is thought that healthy local foods will be important in
preventing health problems in future disasters and crises in the world. This situation is
important for the development of gastronomic tourism, the main theme of which is food.

On the other hand, it is stated that regional foods will make a contribution to the
sustainability and development of gastronomy tourism in the case that promotion and
marketing are provided [42]. Because food is not the primary motivation for gastronomy
tourism [17]. Gastronomy tourism is not just related to food culture, rather, it is a tourism
kind making significant contributions to cultural elements such as “monuments, museums,
architecture, and activities” [43]. Therefore, the protection of cultural and technical identity
is so important to attract tourists. Accordingly;

Hypothesis 2 (H2). Local products registered with geographic indication influence the development
of gastronomy tourism significantly and positively.

Local products are also doomed to disappear in the globalizing life. With mechaniza-
tion, handmade products have been replaced by factory printouts. On the other hand,
the reputation of local products is returned with tourism activities. One of the types of
tourism in which local products are important is gastronomic tourism. Although food and
beverage is effective on tourists’ travel motivations, tourists also benefit from local products
during these activities. Especially during the COVID-19 pandemic, the travel motivations
of tourists are directed towards gastronomic tourism, which is a special interest where
they can benefit from local foods and products instead of a mass tourism that develops
depending on the sea-sun-sand trio.

3. Materials and Methods
3.1. Survey Instrument

In this study, the effects of the perception of local food and local products at Bolu on
the development of gastronomy tourism was searched with questionnaire technique. There
is a scale consisting of 23 statements in the questionnaire. When forming the questionnaire,
related studies were examined in the literature, and it was tried to determine the most
appropriate scale for this study. As a result, it benefitted from the scale used by Duru-
soy [44]. In the first part of the scale, the perception of local food belonging to Bolu was
investigated. There are statements regarding local product perceptions in the second part
and the perception of gastronomy tourism development in the third part. These statements
were directed as “strongly disagree”, “disagree”, “neither agree nor disagree”, “agree”, and
“strongly agree” to the respondents, according to the 5-point Likert scale. There are also
questions to determine the demographic information of the sample in the questionnaire.

3.2. Data Collection and Sampling

The population of the study consists of the tourists who visit or have the potential to
visit the city of Bolu in Turkey. The location of Bolu on the map of Turkey is given in Figure 2.
The main reason for choosing the research population as Bolu was to reach a homogenous
layer that has information, or tries to get information, about local foods, local products, and
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the development of gastronomy tourism in the city of Bolu in order to get valid and reliable
results. Another reason why Bolu was selected as a population is that it is such a city that
engages with activities in the gastronomy field in the region, and the chefs from Mengen,
Bolu have an important reputation throughout Turkey. In addition, according to the data of
the Turkish Patent Trademark Office for 2020 [45], while the most registered geographical
indication is in the field of food, the province with the highest number of registrations was
Bolu. On the other hand, Bolu Provincial Culture and Tourism Directorate announced the
number of visitors to Bolu in 2019. According to the announced visitor statistics, the number
of domestic tourists staying in tourism establishments was 728 thousand, the number of
foreign tourists staying in tourism establishments was 104 thousand, and the number of
tourists visiting the recreation areas daily was 1 million 788 thousand 660. Accordingly, the
total number of tourists visiting Bolu is 2 million 620 thousand 660 people [46].
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During the field study, the fact that all the tourists who visited Bolu before, or want to
visit, could not be reached due to time and economic reasons caused the sampling method
to be preferred and the convenience sampling method to be preferred. Tourists who have
visited Bolu before have a perceived image of the city. For this reason, it is important to
measure the perceptions of Bolu’s gastronomic tourism and regional food and products.
On the other hand, tourists who have not visited before can have information about the
image of Bolu as a result of their research. Therefore, effective and potential tourists were
evaluated together, and the convenience sampling method was preferred. Because the
data in convenience sampling are collected in the easiest, fastest and economic way from
the population [48]. The most important reason for choosing this method is that it has an
unlimited population.

The data of study were collected between the dates of 10 January 2021 and 26 March
2021, and 391 participants were reached. It is thought that the number of participants is
enough to represent the population. Because [49–51] expressed that collecting 10 times
the number of expressions in the questionnaire is enough, and Stevens [52] expressed
that 15 times of the number of expressions are enough to get reliability. Both 230, which
is 10 times of the 23 expressions in the questionnaire, and 345, which is 15 times of the
23 expressions were exceeded. On the other hand, since it has the capacity to represent
an unlimited population, it was tried to increase the reliability of the survey by exceeding
sampling of 384 [53].
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3.3. Data Analysis

The data were collected via questionnaire method from effective and potential tourists
of Bolu. There were 400 participants were reached in total. The aim of the study was to
reach more participants. However, the COVID-19 pandemic, which was experienced in
the world during the data collection period, prevented this situation with the obligation to
maintain social and physical distance. Because pandemic problems are undoubtedly very
effective on travel habits and food and beverage consumption. For this reason, the data was
obtained by means of an online questionnaire method by researchers. The questionnaires in
which 15% of items were left blank or only one choice marked (Straight line) are excluded
from analysis [54]. Thus, 391 of the questionnaires were included in the analysis.

Since two of the participants didn’t fill more than 15% of the expressions in the ques-
tionnaire and seven of the participants answered as “straight line,” these questionnaires
were excluded from the analysis. The data obtained from the survey were analyzed with
a statistical package program. To determine whether the data distributed normally, the
values of kurtosis and skewness were evaluated. According to Kline [51], if the value of
skewness is between −0.851 and 0.265 and the value of kurtosis is between −0.947 and
−0.039, the normality assumption is provided.

Multivariate regression was used to measure the effects of local food and local product,
which were the dimensions emerging after factor analysis results on gastronomy tourism
development. As a result of this analysis, the effects of the dimensions of local food
and local product on gastronomy tourism development were determined separately as
percentage.

3.4. Validity and Reliability

Exploratory factor analysis was applied in order to determine the structural validity
of the scale. The results of analysis were given in Table 1. Exploratory analysis is used to
explore the data [52] and to suggest hypothesis [55] rather than to verify the information
produced. As a result of the factor analysis, three different dimensions were found as local
food, gastronomy tourism development, and local products. Principal Competent Anaylsis
(PCA) method was used in the factor analysis applied. The varimax, one of the orthogonal
varieties, was preferred in the rotation. Kayser Mayer Olkin (KMO) value (0.959) is at
the perfect level [56] to do scale factor analysis and the Barlett test result (X2 = 9588.335,
p < 0.05) is at proper level to do factor analysis [50]. The factor loadings of every expression
in the scale are over 0.50 and this is pretty good, according to Hair et al., [50].

Table 1. Exploratory Factor Analysis.

Factors Items Factor
Loadings

Explained
Variance Rate

Cronbach’s
Alfa

Local Food Registered
with Geographic

Indication

Tourism companies can make a difference by organizing
gourmet tours to the region. 0.879

29.425 0.963

Gastronomy tourism should be used more in the
marketing of the region. 0.878

Bolu local cuisine is a cultural value and needs to be
preserved. 0.870

A traditional food festival related to the Bolu local
cuisine can be organized. 0.856

Bolu local cuisine should be identified with Turkish
Culinary Culture. 0.834

Local cuisine has a positive effect on being visited of
Bolu. 0.726

The geography of Bolu and the way of production affect
the quality of the products. 0.686

The local cuisine has been influenced by other cuisines in
the country. 0.664
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Table 1. Cont.

Factors Items Factor
Loadings

Explained
Variance Rate

Cronbach’s
Alfa

Gastronomy Tourism
Development

Bolu local cuisine has increased the number of local and
foreign tourists coming to Bolu. 0.835

26.571 0.956

Bolu local cuisine has positively affected gastronomy
tourism in Bolu. 0.807

Bolu’s local cuisine is one of the most important reasons
why Bolu is visited as a touristic area. 0.807

Bolu local cuisine has provided diversification in
accommodation and transportation services in Bolu. 0.751

The competitiveness of gastronomy tourism, which is
formed by the local cuisine of Bolu, is high. 0.746

Bolu local cuisine meets the expectations for gastronomic
tourism in general. 0.741

Bolu local cuisine has enabled tourism investments to be
made in the city of Bolu. 0.731

Bolu local cuisine has contributed to the promotion of
the city of Bolu. 0.713

Local Food Registered
with Geographic

Indication

The production of local products is sufficient for Turkey. 0.756

17.872 0.879

Plenty of local products is to get the attention that it
deserves in Turkey. 0.718

Bolu local products are easy to access. 0.694
The sale price of Bolu local products is affordable. 0.667
Plenty of local products are well-known in Turkey. 0.645
I think that plenty of local produce are sufficiently
known in Turkey. 0.537

Local products are still produced by traditional
production methods. 0.517

73.868 0.968

To determine the internal consistency of the scale, reliability test (Cronbach Alpha)
was applied. Cronbach alpha reliability is one of the most commonly used measures in
social and organizational sciences. Since the Cronbach alpha values of each dimension
forming the scale in this survey are over 0.70, it can be said that the scale is reliable [57].

4. Result
4.1. Demographic Information of Participants

The demographic information of participants was presented in Table 2. According to
the demographic information, 59.8% of the sample is women. In terms of age interval, the
majority of the participants are in the age group of 18–41 with a ratio of 87.2%. Regarding
education level, 76.4% of the participants have bachelor’s degree and master’s degree.

Table 2. Frequency Analysis Regarding Demographic Characteristics of Participants.

n % Cumulative Percent

Gender
Female 234 59.8 59.8
Male 157 40.2 100
Total 391 100

18–25 110 28.1 28.1
26–33 126 32.2 60.4

Age
34–41 105 26.9 87.2
42–49 27 6.9 94.1

50 and above 23 5.9 100
Total 391 100
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Table 2. Cont.

n % Cumulative Percent

Educational
Status

Secondary School 9 2.3 2.3
High School 41 10.5 12.8

Vocational High School 42 10.7 23.5
Undergraduate Education 160 40.9 64.5
Postgraduate Education 139 35.5 100

Total 391 100

4.2. Results of the Measurement Model

A model was established within the scope of (H1) and (H2) in order to measure the
effects of perception of local food and local product, registered with geographic indication
belonging to Bolu, on the development of the Bolu gastronomy tourism. The established
multivariate regression model is as follows;

Y ‘= α + β1X1 + β2X2 + ε

The symbols in the model stand for variables. The explanation of these variables is
given below;

Y’= Predicted variable

α = constant variable

X1 = Local food registered with geographic indication

X2 = Local product registered with geographic indication

The most important reason for including multivariate regression analysis in the re-
search is to determine to what extent the regional foods and products have an impact on
the policies and strategies to be followed for the development of gastronomic tourism.
According to the regression analysis ANOVA test, presented in Table 3, at least one of the
dimensions of local food and local product, which was measured, explain the development
of gastronomy tourism in Bolu, significantly, with the value of p < 0.05.

Table 3. Multivariate regression analysis ANOVA test.

Model Sum of Squares df Mean Square F Sig.

1 Regression 284.765 2 142.383 314.641 0.000
Increasing 175.579 388 0.453

Total 460.345 390

Regression analysis was presented in Table 3 in order to that investigate at which
level the perceptions of local food and local product, which are independent variables,
explain the gastronomy tourism development, which is a dependent variable. In this
analysis, when the adjusted R2 value (0.617) is examined, it shows that there is an effect
of 61.7%. Additionally, there is no autocorrelation problem since DW coefficient is at the
level of (2.041) [58]. In such a situation, 61.7% of a change occurring in the gastronomy
tourism development stems from the perception of local food and product registered with
geographic indication dimensions.

Individual significance tests, with regards to measuring the effects of the dimensions
of local food and product on the development of gastronomy tourism, were presented
in Table 4. According to this test, the dimension of local food registered with geographic
indication with beta value of (0.347), and the dimension of local product registered with
geographic indication with beta value of (0.600) influences the development of gastronomy
tourism, statistically, significantly and positively. Additionally, there is a multicollinearity



Sustainability 2021, 13, 6692 9 of 13

between independent variables due to VIF < 10 [59]. The result obtained according to the
established model is given below:

Y ‘= 0.165 + (0.347) × Local food registered with geographic indication + (0.600) × Local Product registered with geographic indication

Table 4. Multivariate regression analysis.

Model R R2 Adjusted R2 Standard Error Durbin-Watson

1 0.787 0.619 0.617 0.67270 2.041

In this regard, a unit of increase in the dimension of local food registered with geo-
graphic indication causes a 34.7% increase in the perception levels of gastronomy tourism
development. According to the Gastronomy Tourism Report, prepared by the Association
of Turkish Travel Agencies (TÜRSAB) in 2014, the number of tourists exceeds 1 billion
people around the world and 88.2 percent of tourists traveling use the expression of “Food
is very important for destination preference.” So, it is seen that the food factor is very
important in destination preferences around the world [60]. López-Guzmán and Sánchesz-
Canizares, [40] stated, in their study, that local foods registered with geographic indication
increase the satisfaction of tourists and has an incentive feature for touristic activities
because food experience has a strong relationship with overall satisfaction [11]. Local foods
play an important role in destination preference [40] as tourists want to visit the source
place of food [20]. Therefore, supply determinants, and marketers’ use of local foods to
optimize the tourism potential is very important [10]. According to this result, H1 (Local
foods registered with geographic indication influence the development of gastronomy
tourism significantly and positively) hypothesis was accepted.

It can be said that a unit of increase in the dimension of local food registered with
geographic indication causes a 60% increase in the perception levels of gastronomy tourism
development. Gastronomy tourism is generally associated with the heritage of region and
cultural resources, in other words with local products [61]. Velissariou and Mpara, [62]
stated in their study that the relationship between local foods and tourism is too low.
On the other hand, the writers have reached the result that local products have potential
to develop gastronomy tourism. Especially cultural activities, festivals, and activities,
which combine with local food and local products, can make contribution to the develop-
ment of tourism and can be incentive to attract more visitors. According to this result in
Table 5, H2 hypothesis (Local products registered with geographic indication influence the
development of gastronomy tourism significantly and positively) was accepted.

Table 5. Multivariate regression analysis (percentage of variables).

Standardized Coefficient Collinearity Statistics

Model Independent Variables Beta t p Tolerance VIF

1 Constant 1.423 0.155
Local Food Registered with Geographic Indication 0.400 9.174 0.000 0.517 1.935

Local Product Registered with Geographic Indication 0.454 10.409 0.000 0.517 1.935

5. Discussion
5.1. Practical Implementation

The consumption habits of individuals have started to change with developing tech-
nology. Supply determinants deploy marketing activities after detecting what products
the customers tend to. New tendencies also occur in tourism supply. It is thought that the
gastronomy tourism is one of the most important of those.

Gastronomy tourism can be used as a tool to add value to local production and
develop local identity [63]. The development of local identity is one of the necessary
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conditions for local development [64]. Because not only local people, but also tourists, are
interested in local products and local foods [65]. Local distinctions, such as local culture
and history, socioeconomic and environmental factors, food types, and dietary preferences
attract tourists to destinations [4,5]. For this reason, it is very important to register local
foods and products with geographical indication.

Gastronomy tourism is activities carried out, especially, to taste local foods, and the
popularity of this type of tourism is increasing day by day [15]. Contemporary tourists
are in demand for local foods [66]. Therefore, local foods can trigger the choice of desti-
nation [67]. This means that regional food is also very important in tourists’ pre-travel
destination selection [4,68,69]. For this reason, many destinations integrate local foods into
tourism products in order to increase attractiveness [70]. In other words, the registration of
local foods with geographical indication is very important in the tendency of everyone to
travel to that destination, especially tourists who do not have any image perception of the
destination.

Apart from food, local traditions, local culture and products are also important in the
development of gastronomic tourism [17,71–74]. In this study, important contributions
are made to the applied field by addressing the effects of local products and foods on the
development of gastronomy tourism.

Products registered with the geographical indication have an impact on the economic
performance of a destination as they protect cultural heritage [75–78]. Because products
registered with geographical indication can be sold at twice the price (Turkish Patent and
Trademark Office, 2020). On the other hand, geographical indication plays an important
role in both product and destination marketing [79]. For this reason, determining that
products registered with geographical indications contribute to the development of gas-
tronomy tourism provides information that can be used by destination marketers, planners,
and strategists in the applied field. In addition, together with gastronomy tourism, the
sustainability of the products marked with geographical registration is ensured.

5.2. Theoretical Implementation

In this study, it is aimed to detect the elements which make contributions to the
development of gastronomy tourism. According to the results of this study, local foods
registered with geographical indications have an effect of 34.7% on the development of
gastronomy tourism. The local product, registered with geographical indications, explains
the development of gastronomy tourism with a high rate of 60%.

When the literature is examined, there are studies related to the legal, procedural,
and certification process [8,80]. However, similar studies with this study are encountered,
too. In these previous studies, it is mentioned that the products are important for the
development of gastronomy tourism [38]. In this direction, there are studies putting
forward that local food makes contributions to gastronomy tourism development [41,81].
On the other hand, Privitera, Nedelcu, and Nicula [17] set forth in their study that local
foods are not the primary motivation means for gastronomy tourism. Velissariou and
Mpara [62] state that local products are influential on the development of gastronomy
tourism in their study.

6. Conclusions and Recommendations

In this study, it is concluded that local foods, and products registered with geographi-
cal indications, have an effect on the development of gastronomy tourism. The pandemic
was also effective in the emergence of this conclusion. With the pandemic, the supply and
demand of mass tourism for marine tourism has decreased significantly. For this reason,
the weak point of the research is that the participants’ views on local food and products, in
the tourism activities they will carry out during the pandemic, could not be determined
by in-depth interview method. Negative developments in mass tourism indicate that
tourists, who are a social entity and want to engage in activities, will tend to increase their
orientation towards elements such as local food and products within the scope of special
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interest tourism. On the other hand, developing gastronomic tourism acts as a driving
force for the registration of local foods and products with geographical indication.

According to these results, it can be suggested that supply determinants use local
foods and local products, registered with geographical indications, as marketing tools
in their studies to develop gastronomic tourism. The other elements which may make
contribution to the development of gastronomy tourism can be recommended for those
who will make research on this topic. According to another suggestion, studies can be
done on what scale tourism products, registered with geographic indication, affect the
development of other tourism types.

Author Contributions: Conceptualization, H.P. and M.S.; methodology, Ö.S. and S.A.; validation,
H.P. and Ö.S.; formal analysis, Ö.S.; investigation, S.A; resources, H.P. and M.S.; data curation, Ö.S.
and S.A.; writing—original draft preparation, H.P and Ö.S.; writing—review and editing, M.S.;
visualization, H.P.; supervision, H.P. and Ö.S. and S.A. and M.S.; funding acquisition, H.P. and Ö.S.
and S.A. and M.S. All authors have read and agreed to the published version of the manuscript.

Funding: This research received no external funding.

Institutional Review Board Statement: Not applicable.

Informed Consent Statement: Not applicable.

Conflicts of Interest: The authors declare no conflict of interest.

References
1. Roininen, K.; Arvola, A.; Lahteenmaki, L. Exploring consumer perceptions of local food with two different qualitative techniques:

Laddering and word association. Food Qual. Prefer. 2006, 17, 20–30. [CrossRef]
2. Armesto, X.A.; Gómez, B. Productos agroalimentarios de calidad, turismo y desarrollo local: El caso del Priorat. Cuad. Geogr.

2004, 34, 83–94.
3. Kivela, J.; Crotts, J.C. Tourism and gastronomy: Gastronomy’s influence on how tourists experience a destination. J. Hosp. Tour.

Res. 2006, 30, 354–377. [CrossRef]
4. Smith, S.; Costello, C. Segmenting visitors to a culinary event: Motivations, travel behavior, and expenditures. J. Hosp. Mark.

Manag. 2009, 18, 44–67. [CrossRef]
5. Tikkanen, I. Maslow’s hierarchy and food tourism in Finland: Five cases. Br. Food J. 2007, 109, 635–653. [CrossRef]
6. Murgado, E.M. Turning food into a gastronomic experience: Olive oil tourism. Options Mediter. 2013, 106, 97–109. Available

online: http://om.ciheam.org/article.php?IDPDF=6809 (accessed on 8 June 2021).
7. Rodrigo, I.; da Veiga, J.F. From the local to the global: Knowledge dynamics and economic restructuring of local food. In Naming

Food After Places: Food Relocalisation and Knowledge Dynamics in Rural Development; Papadopoulos, A.G., Fonte, M., Eds.; Taylor &
Francis eBooks: Abingdon-on-Thames, UK, 2016; p. 127.

8. Josling, T. What’s in a Name? The Economics, Law and Politics of Geographical Indications for Foods and Beverages; Paper presented to
the Institute for International Integration Studies; Trinity College: Dublin, Ireland, 2005.

9. Björk, P.; Kauppinen-Räisänen, H. Local food: A source for destination attraction. Int. J. Contemp. Hosp. Manag. 2016, 28, 177–194.
[CrossRef]

10. Du Rand, G.E.; Heath, E. Towards a framework for food tourism as an element of destination marketing. Curr. Issues Tour. 2006, 9,
206–234.

11. Ryu, K.; Jang, S.C. Intention to experience local cuisine in a travel destination: The modified theory of reasoned action. J. Hosp.
Tour. Res. 2006, 30, 507–516. [CrossRef]

12. Ab Karim, M.S.; Lia, C.B.; Aman, R.; Othman, M.; Salleh, H. Food image, satisfaction and behavioral intentions: The case of
Malaysia’s Portuguese cuisine. In Proceedings of the International CHRIE Conference-Refereed Track, Denver, CO, USA, 29 July
2011; p. 13.

13. Qing-Chi, C.G.Q.; Chua, B.L.; Othman, M.; Ab Karim, S. Investigating the structural relationships between food image, food
satisfaction, culinary quality, and behavioral intentions: The case of Malaysia. Int. J. Hosp. Tour. Adm. 2013, 14, 99–120. [CrossRef]
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