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PECULIARITIES OF THE DEVELOPMENT OF GASTRONOMIC TOURISM IN GEORGIA

The article examines the essence of gastronomic tourism and its structure, considers its various definitions developed by
foreign and domestic scholars. Gastronomic tourism is one of the types of excursion and educational tourism that was formed at
the end of the 20th century. This is a relatively new but extremely interesting direction of the tourism business, which is actively
developing, allowing travellers to learn about the cuisine of different countries and ethnic groups. The research uses the methods
of structural-logical and semantic analysis (to clarify the terminology and conceptual apparatus of gastronomic tourism), system
analysis (to assess the current state and prerequisites for the development of GT in Georgia), statistical method (to assess the
place of GT in the tourist industry of Georgia), graphic method (for visual presentation of statistical data). The formation and
development of gastronomic tourism in the world, its importance for the formation of the image of the territory are analysed.
It is determined that gastronomic tourism is an integral part of all tours, and gastronomy has the potential to increase the
attractiveness of the tourist product and tourist destination in general. It is proved that creating a favourable image of a country
through the prism of national cuisine is a successful marketing ploy that helps attract tourists. It is intended, on the one hand,
for tourists seeking knowledge and experience of new cultures, and, on the other hand, it provides additional value to the brands
of tourist destinations. The influence of international (the World Food Travel Association and others) and national gastronomic
tourism organisations on its development is characterised. The place of gastronomic tourism in the tourism industry of Georgia
and the prospects for its development are analysed. It is proved that the culinary and wine sectors of Georgia play an important
role. Thus, the contribution of the "Food and beverage service activities” sector in recent years has been approximately 20%
in the GDP structure of the tourism industry. The analysis of the Georgian tourism sector has shown that gastronomic tourism
in Georgia has significant potential to contribute to the development of new quality tourism products and experience. For its
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part, the National Tourism Administration of Georgia is doing its utmost to promote gastronomic tourism both nationally and
internationally.
Key words: gastronomy, gastronomic tourism, culinary tourism, national cuisine, cooking culture, gastro-tour.

boiiko 3. B., I'oposcanxina H. A., Kopueee M. B., Il[onokosa I. B., Ymancoka C. O. Ocobnueocmi po3eumcy
2acmponomiunozo mypusmy 6 I'pysii

Y cmammi docnidoceno cymuicms 2acmpoHOMIUH020 Mypusmy ma 4o2o Cmpykmypy, po3eiaHymo pizHi 1io2o 0eqhiniyii.
IIpoananizogano ocobnueocmi Cmano8IeHHs ma po3eUmKy zacmpOHomitmozo Mypusmy 8 c6imi, 1020 3HA4eHHs Onsl qupMyGaHH}l
imioxcy mepumopii. I acmponomiunuti mypusm oydice ROnYAApHULL y ceimi auo MypusMy, AKUL 106 A3AHUI 3 KYIbIMYPHUM, eMHIY-
HUM, ROOIEBUM MA A2POMYPUSMOM. ‘{epes’ €6010 6A2AMOPAHHICIMb 2ACMPOHOMIYHUL TNYPUIM MAE KiTbKa KAAcupixayiti, 3acHo-
BAHUX HA PIZHUX XAPAKMEPUCTIUKAX, HAUBAIICIUBIULA 3 IKUX 3ACHOBAHA HA MUNT KOHKPEMHO20 npodykmy abo nanoto. I acmpo-
HOMIYHUL Mypuzm 00360JI5€ THOOUHI GIOYYmMU KYIbmypy Neeroi Kpainu uu pe2iony uepes KynHapHi de2ycmayii ma Haeuumucs
20MYy8amu cmpasuy. 3a60aKu 2ACMPOHOMIYHUM MYPAM i HOOOPOXHCAM MOJICHA OMPUMAIIU He MITbKU HOBT 8i04YmMMmSl 6i0 NOIOAHHA
DIBHOMAHIMHUX CMPAs i de2ycmayii uH, ane ye maxKoxic € OOHUM i3 WLISXI8 NPOHUKHEHHA 8 MY YU iHuLy Kyiemypy. I acmporomis
npotiuina 0082utl icmopUYHUL WILAX PO36UMKY. Busnaueno, wjo 2acmpoHoMiunuLl mypusm 6UCHYRAE CKIAO0BUM elleMEHMOM YCix
mypis, a 2acmpoHOMiA MAE NOMeNYian 0is NiO8UWeHHS. RPUBAOIUBOCTNT MYPUCIUYHO20 NPOOYKIY A MYPUCUYHOT OecmuHayii
6 yinomy. Jlosedeno, wo PopmysanHs CRpusmMIUE020 IMIONCY Kpainu Kpizb NPUMy HAYiOHATbHOT KYXHI € 60aIUM MAPKEMUH20-
BUM XOOOM, WO CHPUSIE 3ANTYYeHHIO mypucmig. Bin npusnauenuil, 3 00H020 OOKY, NSl Mypucmis, ki WyKaiomo 00cgioy 03Hatiom-
JIEHHA 3 HOBUMU KYTILIMYPAMU, d 3 iHW020 OOKY, 8iH HAOAE 000AMKOBY YiHHiCMb OpeHdam mypucmuunux nanpavxie. Oxapaxme-
PU308AHO BNAUS MINCHAPOOHUX (Bceceimuboi acoyiayii cacmpoHoMiuHo20 mypusmy ma iHuux) ma HayioHanbHUX opeanizayitl
2ACMPOHOMIUHO20 MYPUSMY HA 1020 PO38UMOK. 1Ipoananizosano micye 2acmpoHOMIYHO20 MypusMy 6 MypucCmuyHii iHoycmpii
Ipy3ii ma nepcnexmugu 11020 po3eumxy. JJogedero, wjo Kyainapuui ma eunnuii cexkmopu I pysii sidieparoms sasxciugy poiv. Ana-
ni3 cekmopy mypusmy I py3ii 00360116 ecmanogumu, wjo eacmporomivnuti mypusm y 1 pysii mae snaunuii nomenyian ona cnpu-
SAHHA PO3POOYI HOBUX AKICHUX MYPUCIMUYHUX NPOOYKMIE i doceidy. 3i ceoeo boky Hayionanvha adminicmpayis mypusmy I pysii
Dpobums yce Modcause 018 NPOCYBAHHA 2ACHMPOHOMIYHO20 MYPUIMY AK HA HAYIOHATLHOMY, MAK | HA MIJNCHAPOOHOMY DiGHSX.

Kito40Bi coBa: eacmponomis, 2acmporoMiuHuti mypusm, KyAiHApHULE Mypusm, HAYIOHANbHA KYXHA, KYIbMypa npueomy-
BAHHA, 2AaCMPO-MYp.

Problem statement. The field of tourism is actively undergoing changes and innovations. The structure of
the tourism industry is quite dynamic. Mass, standard and complex tourism is being replaced by new types and
destinations that depend on consumer demand. One of these directions is gastronomic tourism, which is developing
rapidly all over the world. Gastronomic tourism (GT) acts as a constituent element of all tours, and gastronomy has
the potential to increase the attractiveness of the tourist product and the tourist destination as a whole. Gastronomy
has gone through a long historical path of its development. The functioning of organizations of GT only contributes
to its development. The most influential international organization in the field of gastronomic tourism is the World
Food Travel Association (WFTA). In addition, the popularization of gastronomy in tourist markets takes place
thanks to the activities of UNWTO and UNESCO. All countries of the world have prerequisites for the development
of GT, and this is a special feature of this type of tourism. But there are already countries about which a certain
idea has been formed in the gastronomic tourism market. One of these countries is Georgia. This country has
a favourable geographical position, a variety of climatic conditions and traditions of national cuisine, which it
successfully uses to promote its tourist product and develop the gastronomic direction of tourism. Georgian cuisine
attracts tourists from different regions of the world with its simplicity of ingredients and unique taste. Therefore, the
study of the development of gastronomic tourism in Georgia is relevant, especially in the conditions of the recovery
of the tourism industry after the COVID-19 pandemic.

Analysis of recent research and publications. Gastronomic tourism is one of the types of excursion and
educational tourism that was formed at the end of the 20th century. This is a relatively new but extremely interesting
direction of the tourism business, which is actively developing, allowing travellers to learn about the cuisine of
different countries and ethnic groups. Currently, there is no consensus on the definition of "gastronomic tourism",
both in foreign literature and among Ukrainian scientists. Among foreign scientists, C. Hall and R. Mitchell [1],
M. Brokaj [2], G. Gheorghe, P. Tudorache, P. Nistoreanu [3], A. De Jong, M. Palladino, R. Garrido Puig, G. Romeo,
N. Fava, C. Cafiero, W. Scoglund, P. Varley, C. Marciano, D. Laven, A. Sj6lander-Lindqvist [4], G. Tovmasyan
[5], S. Dixit, G. Prayag [6] were engaged in the study of issues of gastronomic tourism, and among domestic
researchers — O.V. Nykyha [7], V. Pidgirna, H. Yeremiia, M. Khnykina [8], V. Khudaverdiyeva [9], etc. Research
devoted to the development of gastronomic tourism in Georgia was highlighted in their works by M. Meladze [10],
L. Kadagidze, M. Piranashvili [11].

The goal of the article is to analyse the peculiarities of the development of gastronomic tourism (GT) and
determine its place in the tourist industry of Georgia.

Presentation of the main material. The research uses the methods of structural-logical and semantic analysis
(to clarify the terminology and conceptual apparatus of gastronomic tourism); system analysis (to assess the current
state and prerequisites for the development of GT in Georgia), statistical method (to assess the place of GT in the
tourist industry of Georgia), graphic method (for visual presentation of statistical data). Materials presented on the

148 ISSN 2521-6643 Cucremu Ta TexHonorii, Ne 2 (68), 2024



websites of the Gastronomic Association of Georgia [12], the National Statistics Office of Georgia [13] and other
materials were used for the analysis. In the specialized literature, there are several definitions related to gastronomic
tourism (Fig. 1).

Definitions related to gastronomic tourism

culinary tourism food tourism gastronomic tourism

Figure 1. Definitions related to gastronomic tourism
Source: [14]

It is possible to note related concepts, such as culinary tourism, GT, gastro tours and gourmet tours, wine
tourism, food tourism, as well as tasting and beer tourism [15].

C. M. Hall and R. Mitchell define gastronomic tourism as a type of tourism that includes visits and tastings
of food, gastronomic festivals, food industry enterprises, especially restaurants, and special places related to certain
food products, where gastronomic tourism includes observation according to the processes of food production and
preparation [1]. Many scientific studies emphasize the advantages of including gastronomy in the brand identity of
tourist destinations. Quantitative and qualitative results achieved by some tourism entities confirm the benefits of
incorporating gastronomy into nation branding, as well as its role and importance in the development of the local
economy [7]. But to develop it, it is necessary to consider the factors that determine the gastronomic culture of a
particular area (Fig. 2).
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Figure 2. Factors determining the gastronomic culture of the region
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Source: [7]

Gastronomy contributes to the development of additional economic value in the regions and is also important
for the development of the economy of Georgia as a whole. Gastronomic tourism helps to increase the length of stay
and spending of tourists on local goods and services of domestic production.

Tourism as an industry plays a leading role in the structure of the service sector and the economy as a whole
(Fig. 3).

The rapid trend of growth of tourism was observed up to and including 2019. In 2019, tourism increased to
USD 3.6 billion, which is 1.6 times more than in 2017. The share of the tourism industry also tended to grow and
was 8.4% in 2019.

The COVID-19 pandemic has adversely affected the world tourist industry as a whole and Georgia in
particular. In 2020, the share of tourism in the GDP structure was less than 6 %. But in 2021-2022 the tourism
industry began to be restored and in 2022 the total GDP of tourism was more than USD 4.4 billion, and the share of
tourism increased to 7.2% [13; 16].

Such dynamics indicate that tourism is one of the main sources of income for the country, so it develops
different types of tourism, forms a positive tourist image in the international arena, and attracts investments for the
construction of tourism.

Food and drinking service in the tourism industry of Georgia ranks third in GDP. Its share in 2022 was 21%,
inferior to land and water transport, as well as services provided by means of accommodation (Fig. 4).
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Figure 3. Dynamics of economic indicators of tourism development in Georgia for the period 2017-2022
Source: [13; 16]
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Figure 4. The structure of industries in the volume of GDP of the tourist industry of Georgia in 2022
Source: [16]

The share of "Food and drink service activities" in GDP of the tourism industry from 2017 to 2022 has been
approximately 20%, reaching its maximum in 2017 (26.1%) and a minimum in 2019 (18.3%). The total absolute
contribution of this industry to the country's GDP in 2022 was almost USD 938 million, nearly twice as much as in
2017 (Fig. 5).
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Figure 5. GDP dynamics of the "Food and beverage service activities" industry in Georgia
Source: [16]

Georgia's involvement in global tourist policies expanding its international cooperation in the tourism sector
is an important trend, as the local specificity of tourist supply and demand, a modern and planned level of tourism
development in regions and individual cities are taken into account. The National Tourism Administration [16],
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which takes part in the conduct of domestic and international exhibitions, fairs and other events [17], is engaged in
tourism in Georgia.

The result of such actions was an increase in international tourist flows, their number in 2019 amounted to
more than 7.7 million people, but because of the COVID-19 pandemic, the Georgian authorities significantly limited
the possibility of foreigners visiting the country. In 2020-2021, the number of foreign tourists amounted to 1.5—-1.7
million people, but already in 2022 it increased to 4.7 million people (Fig. 6).
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Figure 6. Dynamics of international tourist flows to Georgia for the period 2017-2022
Source: [13; 16]

The most popular regions of Georgia among foreign tourists are Tbilisi, whose share annually is about 50%
among all international tourists, Adjara with its centre in Batumi (about 30%), as well as the wine region of Kakheti
with its centre in Telavi; Tbilisi, Batumi (and other coastal cities) and Kutaisi are popular among domestic tourists,
as well as the mountainous regions of the country, primarily Svaneti [16].

Among the spending groups of international tourists, food and beverage spending has the largest share and
accounted for more than 33% in 2022, ahead of accommodation spending. And for domestic tourists, the share of
spending on food and drinks is about 24%, inferior to spending on shopping (Fig. 7).
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Figure 7. Expenditure of Georgian tourists in 2022
Source: [16]

The Georgian National Tourism Administration [16] and the Gastronomic Association of Georgia [12]
promote Georgia's gastronomic tourism on the world stage [18].

Kvevri production is practised throughout Georgia, especially in rural communities where unique grape
varieties are grown. A kvevri is an egg-shaped earthenware vessel used to prepare, age, and store wine. The
knowledge and experience of kvevri production and winemaking are passed down through families, neighbours,
friends and relatives, all of whom join in the collective harvest and winemaking. The winemaking process involves
pressing the grapes and then pouring the juice, grape skins, stems and seeds into a kvevri, which is sealed and
buried in the ground to allow the wine to ferment for five to six months before it can be consumed. This method of
wine preparation is used by most farmers and city dwellers. Wine culture plays an important role in everyday life,
as well as in the celebration of secular and religious events and rituals. Wine cellars are still considered the most
sacred place in the family home of Georgians. The tradition of kvevri winemaking defines the way of life of local
communities and is an integral part of their cultural identity and heritage, and wine and the vine are often mentioned
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in Georgian oral traditions and songs. However, it is not advisable to stop there, because the unique Georgian cuisine
can be fully included in the intangible heritage of UNESCO, following the example of French or Mexican cuisine.

The National Tourism Administration of Georgia prepared brochures "Food, Wine and Everything Else"
and "Guide to Wine Routes". The first one presents general information about the country's gastronomic tourism,
provides a map with the designation of gastronomic regions, and briefly describes some Georgian dishes, such as
khachapuri, khinkali, etc. The second publication tells in more detail and in-depth about the history of Georgian
winemaking, their traditions and customs, the peculiarities of Supra, Georgian grape varieties [19].

In addition, the Internet project "Taste Atlas" contributes to the development of gastronomic tourism in
Georgia, which presents information about the most popular products, dishes, drinks and restaurants of the country

(Fig. 8).
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Figure 8. Advertisement of Georgian gastronomy on the Internet project "Taste Atlas"
Source: [20]

The peculiarity of this resource is that it provides recommendations on which dishes to try in which restaurants,
as it is based on the reviews of experts and visitors to these establishments, who had the opportunity to determine
their features, that is, the tourist only needs to choose. In addition, restaurants are grouped by region, which allows
tourists to choose establishments in the cities and regions where they are or are going to be when planning their
route. A similar and more popular resource for finding establishments that present national Georgian cuisine is
the "Tripadvisor" application, which only in Tbilisi presents 654 establishments of national Georgian cuisine with
reviews from visitors, another 259 establishments are presented in Batumi, 87 — in Kutaisi, 32 — in Gudauri, 31 —in
Telavi, etc. [21].

Conclusions. Gastronomic tourism is a very popular type of tourism in the world, which has links
with cultural, ethnic, event and agrotourism. Due to its multifaceted nature, gastronomic tourism has several
classifications based on different characteristics, the most important of which is based on the type of specific
product or drink. Gastronomic tourism allows a person to experience the culture of a particular country or region
through culinary tastings and learning how to prepare dishes. Thanks to gastronomic tours and travels, it is possible
to get not only new sensations when eating different dishes and tasting wines, but it also acts as one of the
ways to penetrate a particular culture, an opportunity to understand the psychology of the native inhabitants and
get new impressions from communication with people of another culture. Gastronomy has gone through a long
historical path of development. The functioning of organizations of gastronomic tourism only contributes to its
development. The most influential international organization in the field of gastronomic tourism is the World
Food Travel Association. In addition, the popularization of gastronomy in tourist markets takes place thanks to
the activities of UNWTO and UNESCO. It has been proven that gastronomic tourism has significant potential
as a means of development of tourist destinations around the world. Forming a favourable image of the country
through the prism of national cuisine is a successful marketing ploy that helps attract tourist flows. Gastronomic
tourism includes various activities such as visiting producers of local products, participating in festivals, visiting
markets, cooking demonstrations, tasting high-quality products, visiting restaurants or other activities related
to food. Analysis of the Georgian tourism sector shows that gastronomic tourism has significant potential for
the development of new quality tourist products. Various activities such as marketing and promotional tours,
exhibitions, fairs, cooking courses, wine tastings, food and beverage brochures promote the country as a food
tourism destination. The Georgian food and wine sector plays an important role.
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