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Gastronomy is the art or activity of cooking and eating fine
foods. Since the early 18th century, gastronomy has
dominated the study of the relationship between culture
and food. It is an interdisciplinary topic that includes
discovering, tasting, experiencing, learning, researching,
understanding, and writing about food. Therefore,
gastronomy tourism is more than focusing on eating
activities. Destinations worldwide are now developing
strategies for gastronomy tourism to target inbound
markets.

This course provides viewpoints on marketing gastronomy tourism products to attract
international tourists. Shizuoka’s tea culinary and tourism is a case study of creating
a gastronomy strategy.

Learning topics:

1. Concept of gastronomy tourism and gastrodiplomacy

2. Gastronomy tourism products and strategies

3. Marketing gastronomy tourism products for inbound markets: lesson learned from
Umegashima’ s gastronomical tea tourism project
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