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WHAT IS 

GASTRO -TOURISM?

ñThe pursuit of memorable, 

authentic food & beverage 

experiences while traveling 

locally, regionally or 

globally.ò  (Williams et al., 2014)
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WHAT GASTRO -TOURISM REQUIRES

All geographic destinations have unique 

food & beverage cultures to share.

Identifying local food & 

beverage resources

Knowledgeable people 

willing to share their 

kitchen cultures in 

genuine ways.

WHAT IT DOES 

NOT NEED!

Extraordinary natural or 

man-made features
such as mountains, 

amusement parks, 5-star 

hotels.
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ABOUT 

GASTRO -TOURISTS

50% of all travelers 

are FOODIES! 

- Travel more often

- Stay longer

- Spend more

- Create more eWOM

- Post more on social media

They are food enthusiasts who want to 

go behind the scenes to taste, touch, 

and learn about region specific foods or 

beverages with local kitchen culture 

experts.
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INTERNATIONAL TOURISM TRENDS

SEEKING EXPERIENCES PERSONALIZATION

DIGITALIZATION

(HIGH TOUCH & HIGH TECH )

IMPLICATIONS OF OVER -TOURISM
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ABOUT THE MARKET



ÅGlobal Travel/Tourism market 

$7.6 Trillion (2014)

$11.4 Trillion  (2025) 

ÅGlobal Food+Beverage market 

$380 Billion   (2014)

$570 Billion  (2025)

HUGE REVENUE AND 

JOB-CREATION POTENTIAL

MARKET SIZE
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BABY -BOOMERS LED THE WAY

ñSleep on the floor if you have to. 

Find out how other people live, eat, 

and cook. Learn from them wherever 

you go.ò - Anthony Bourdain

Emulating the celebrity 

chefs they watched on TV 

Trying to recreate the 

authentic culinary 

experiences they watched 

and read about. (Barcelona 

Field Studies Center, 2012)

24% of Baby Boomers 

identify as foodies and 

spend disposable income 

on food-related activities 
(Boyle, 2013; Levin, 2015)
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MILLENNIAL GASTRO -TOURISTS

44% have posted a photo of a food 

or drink experience on social media 

50% of Millennials self-

identify as foodies

52% would rather attend 

a food festival than a 

music festival 

78% chose to spend 

discretionary money on a 

memorable food 

experience over a 

purchased item

(Eventbrite, 2014; UCI Trend Lab, 2014; 

Boyle, 2013; BBDO Atlanta, 2013)
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CRITICAL ELEMENTS OF 

SUSTAINABLE 

GASTRO -DESTINATION 

DEVELOPMENT



INFRASTRUCTURE

[

CRITICAL ELEMENTS OF SUSTAINABLE 

GASTRO-TOURISM DEVELOPMENT
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(Williams, 2018)


