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Gastronomic identity encapsulates an individual's cultural background and
food choices wherever they go to work or visit as tourists. The study evaluated
various factors that are considered to influence gastronomic identity. The
Keywords:  dominant environmental elements include geography and climate, which
impact available agricultural products and the adaptability of new products due

Food Tourism, to trends, fashion, or demand from increased travel. The cultural elements
Adaptability, included religions, history, ethnic diversity, innovations, capabilities,
Traditions, traditions, beliefs, and values. The tourism industry is not only affected by the
environment but also by cultural and culinary heritage and the cost of living.
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Social S o . .
Relationships Tourism is a way to promote traditions and customs. Eating habits are a matter
Incompe, of culture, a product of codes of conduct and the structure of social

relationships. This study aimed to establish how Kenya’s vast cultures satiate
their gastronomic identities while appreciating other cultures’ ethnic foods
with the current economic situation. The study used a desktop review of
studies in gastronomic identity. Findings will be used to provide information
on gastronomic tourism. Understanding these concepts can be valuable when
relating food choices, defining culinary tourism strategies, and local restaurant
concepts.
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INTRODUCTION

Tourism is an essential sector in many countries
as itis a multi-faceted industry. The industry relies
on other sectors for its success; failure to that it
does not flourish. The agriculture sector, which is
highly informed by peoples’ customs and habits,
produces foods that are in demand by the populace
and tourists. According to Dixit and Prayag
(2022), gastronomic tourism is a niche
proliferating informed by the education and
employment of persons from different locations or
destinations to different regions. These people
could also be tourists, especially when sent to
work in a separate area other than their residence.
Gastronomy includes flavour, food, tradition,
environment, and history Baldwin (2018).
Gastronomic identity plays a significant role in the
sensory aspects of food, especially in food
preparation, presentation, and taste. Thus,
gastronomic tourism is emerging as a substantial
component of lived experiences for consumers,
notwithstanding their origin, as it influences food
menu selection in any destination Dixit (2020).
The United Nations World Tourism Organization
(UNWTO, 2021) defines tourism as the
movement of people outside their usual place of
residence for a specific reason. The reasons could
either be social, cultural, or economic related.

Culinary tourism is travel driven mainly by the
desire to experience and consume food.
Researchers have argued that culinary tourism, as
a fundamental component of cultural tourism, is
significantly shaped by geographic locations,
environmental characteristics, and the socio-
cultural dynamics of destinations (Ji et al., 2017).
Ellis et al. (2018) maintain that culinary tourism
not only allows for the elucidation of culture and
identity but also enhances communities through a
consistent rise in tourist mobility, driven by the
increasing desire to experience foreign or exotic
delicacies as a central aspect of visitors' holiday
experiences (World Food Travel Association,
2020). Thus, from the wvisitor experience
perspective,  culinary  tourism  stimulates
heightened local gastronomy interest and fosters
slow tourism in rural and urban settings (de la
Barre & Brouder, 2013). The gastronomic identity

of an individual is informed by the how, where,
when, and why eating is essential to society and
all participants in the food service industry
(Ondieki et al., 2017). When developing menus
for various events and services (on order or
buffet), the food service industry considers the
origins of the client and the guests attending the
event or even partaking of the meals to be served.
Each community has some form of understanding
of nutrition that guides or informs the food items
to be prepared for different meals. For example,
one will not miss having tea for breakfast in many
communities. However, considering the day's
activities, most will have a different menu item.
The sampled communities by Ondieki et al.
(2017) will serve whole meals for breakfast when
they have events like weddings. This includes
Ugali (maize meal), vegetables, buttermilk,
protein, and assorted beverages.

The resources available to culinary tourists in
prosperous emerging nations vary. However, they
all have particular plans to encourage the use of
distinctive local cuisine to increase the allure of
their travel destinations. According to Mitchell
and Hall (2001), particular tactics created to
promote wine and food tourism were credited with
the success of culinary tourism in Australia and
Canada. A person’s origin and food choices shed
light on their culture, traditions, and heritage and
develop their pride and identification among peers
(Dixit, 2019). This allows domestic and
international visitors to enjoy the meal experience
in the food outlets. Beyond dietary values and
gastronomic identity, local foods have diverse
values that include but are not limited to history,
local customs, and national and ethnic traditions
(Choe & Kim, 2018). Research examining food
aversions during food experiences with items not
similar to the home environment is emerging to
aid in menu preparation (Fakhimi et al., 2021).
Many external forces inform gastronomic
identity, the key being the economic environment.
No matter the religious tradition, cultural
background, or the type of work one is engaged in
(Hall & Prayag, 2019), financial resources limit
the accessibility of food items considered
traditional for one to have.
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The purchasing power of an individual is
determined by the work they are engaged in on a
day-to-day basis. Since food is considered a basic
need, there must be a way to access it for
consumption. Kenya has made steady progress in
attaining Sustainable Development Goal #2 (SDG
Goal #2), which aims to end hunger and all forms
of malnutrition (Ramos et al., 2020). The Global
Nutrition Report (2018) indicates inadequate
dietary intake among adults of several food
groups, including vegetables, fruits, nuts and
seeds, meat, and other sources of nutrients. This
inadequacy can be attributed to a turbulent
economic situation in the country. Byrd et al.
(2017) established that many household heads are
aware of their dietary needs and deficiencies, but
resource constraints (revenue) and food price
changes determine the morphing of gastronomic
identities.

The impact of food tourism is enormous and can
improve the overall economy of any country.
Cultural diversity informs many aspects of life in
a given locality. When people relocate to places
that are not their homes, they have to adapt to the
locality that they are in. Local culture and tradition
of a given destination present new things to the
new resident in an attractive manner. Hence, it
becomes appreciated as an authentic experience,
though it can quickly become an “aesthetic” item
as it loses originality to conform to the customers'
demands (Kesimoglu, 2015). Gastronomic
tourism is an emerging niche that significantly
contributes to the sustainability of tourism
development. GE du Rand et al's (2016)
framework for gastronomic tourism resources
suggests that several variables, including cuisine,
destination  geography, culture, and the
availability of additional tourism support
infrastructure, are necessary to succeed. Research
has indicated that a destination's environment and
culture significantly determine its particular
culinary character. Despite the advantages that a
destination might gain from establishing culinary
tourism, studies have demonstrated that research
on the subject is still scarce in Kenya and that the
industry is still in its early stages of development.
For instance, Jebotip (2021) contends that

although there is high potential for gastronomic
tourism development in Kenya, it has not been
developed due to over-emphasis on traditional
beach and safari tourism. Therefore, this study
aims to establish the impact of the country's
environment, culture, and economic situation on
the gastronomic identity of people from Uasin
Gishu, Nairobi, and Murang’a Counties in Kenya.

Development of Food Choice Patterns

A person is believed to morph into the region
where he or she was born. This denotes that the
individual will have eating habits and food
selection criteria based on their background. The
patterns are significantly informed by the
available foods and diversity the person is
exposed to while growing. Chen and Antonelli
(2020) state that a person's resources, social
framework, food context, personal factors, and
ideals generate a set of influences in their lives.
Personal systems in food choice-related situations
are shaped by personal state, features of food, and
socio-economic  factors  (Shepherd, 1996).
Moreover, a person's taste and preferences are
sharpened by their perception. Steenkamp (1997)
further explains the phenomenon that food
properties (sensory perception), environmental
factors (marketing, word of mouth, and economic
factors), and personal factors inform food choice
patterns.

Factors that Affect Food Choices and Eating
Habits

The environment is a critical player in informing
an individual’s eating pattern. Growing up in a
region that does not encourage one to partake in
certain foods, they consider it strange when they
find others doing so. Also, seasons do not match,
which informs the type of produce that will be
farmed in a region. The counties under study have
different seasons and rely on others for fresh
produce to have a variety of fresh produce. Thus,
it is easier for someone from either county to make
a home away from home in a new place. The
environment shapes the palate to what is easily
accessible for an individual. Gastronomy is an
essential part of an individual's identity, but it is
not just feeding; it means experiencing the culture
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and developing an interest in visiting the place
where it is done daily (Lopez et al., 2019; p700).
According to Chen and Antonelli (2020),
environmental health and human choices in global
food systems have many challenges before they
can be declared from farm to fork. Swinburn et al.
(2011, p378) stated that a person's selection of
certain food products results from interactions
between individual factors and the environment.
Often, one will make food choices based on one's
cultural background and information about the
available options. The embeddedness of cultural
background in an individual has evolved with
time to accommodate changes to the natural
environment, physical needs, lifestyle, and
technological development to inform individual
food choices. Studies have highlighted that many
people eat more processed foods as they are more
affordable than whole foods prepared at home.

The environmental aspect in moulding one's food
choice includes the physical area and the social,
economic, sociocultural, and policy environments
(Chen & Antonelli, 2020). With the recent change
in government and policy, there has been an
increase in the environment in a negative way for
people to be able to afford basic needs, among
them being food. The policies and taxes being
levied on the populace affect how they can afford
to obtain even a simple meal for their families.
The continuous increase in fuel prices, electricity
costs, and other levies leave one in a way that they
are left to make poor food choices that, in turn,
may lead to malnutrition and underperformance in
the workplace and school. According to
Hardcastle et al. (2015), food choice depends on
social and environmental factors informed by
psychological influences. This is informed by an
individual's cultural background, the work
environment, and motivation and reward based on
foods one chooses to consume at a given time.

MATERIALS AND METHODS

Gastronomic identity is multi-faceted and crucial
to individuals as it primarily affects our planet and
health. Individual differences and society-related
features are equally essential to be understood by
policymakers to enhance food availability within

a given country. Given the recent changes in
policy, especially on the increased cost of living,
the review sought to understand whether the target
population and other research inform the
gastronomic identity of an individual.

The review used Science Direct, Research Gate,
Google Scholar, and MDPI publications.
Keywords used for the search were as follows:
Food choice criteria, gastronomic tourism, the
economic impact on food choice, nutrition, and
community. The papers used for the review were
in English and used a healthy adult population. A
total of 17 papers were reviewed, with three (3)
being rejected as they were focused on
gastronomic tourism and another set of two (2)
dismissed as they were inconclusive on what
informs the gastronomic identity of an individual.

RESULTS AND DISCUSSION

The review established that people are more
informed about food choices but are limited by
environmental factors such as the economy,
location, socio-cultural  backgrounds, and
psychological aspects. Many papers cited the
emotional and monetary aspects as leading to an
individual's food purchasing pattern (Ondieki et
al., 2017; Lopez et al., 2019; Chen & Antonelli,
2020); Dixit & Prayag, 2022). Marketing of food
products and influencers also played a significant
role in informing food choices, in that if one is
following a celebrity and they claim that a specific
food product is giving a positive vibe, the
followers will tend to try the product or go to a
particular restaurant that is serving the product.

Akombi et al. (2017) imbibe that food security
public policies need to be improved for better
economic and welfare conditions of households.
Though this may not be easy to attain given the
current international events that affect the
economy, gastronomic identity may be morphed
to the region that one is in to be able to afford
locally available food. This will promote culinary
tourism and better diets for the excellent
nourishment of the population. This will
encourage culinary tourism for the people and
promote an understanding of the people's culture
and practices in that location. Most of the research
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findings indicated that culinary tourists always
plan to partake of a meal or drink in a particular
region to experience the destination's appeal. This
demonstrates that restaurants in any location have
to hire the right people for them to be able to
provide authentic meals to residents, visitors, and
locals who appreciate culture (Chen & Antonelli,
2020; Dixit & Prayag, 2022).

CONCLUSIONS

Most foods that are available are seasonal and
unique to various locations. The counties initially
studied and reviewed have seasons that do not
coincide. Hence, the residents obtain food from
their original homes to satisfy their needs.
Economic growth may positively impact the
hospitality industry, allowing it to diversify its
menus and hire the right people to produce the
correct gastronomic product. With a favourable
economic environment, culinary tourism will gain
in the destinations and even start attracting new
markets. Efficient use of natural resources,
preservation of cultural values, diversity, and
mutual understanding will enhance culinary
tourism and promote the product's sustainability.

The review findings will be helpful to hospitality
investors and county government for the
development of businesses and public and private
policymakers to enhance the development and
promotion of diversity and inclusivity.

Recommendations

The review recommends the following studies to
enhance tourism and hospitality products:
promoting agri-tourism in conjunction with
gastronomic identity, the role of inclusivity and
diversity in the development of restaurant menus,
and assessing economic impacts on the promotion
of culinary/ gastronomic tourism.

REFERENCES

Akombi, B., Agho, K., Merom, D., Renzaho, A.,
& Hall, J. (2017). Child malnutrition in sub-
Saharan  Africa: A meta-analysis of
demographic and health surveys (2006-2016).
PloS one, 12(5), e0177338.

Baldwin, W. (2018). Chef’s sabbatical: An
analysis of chef’s gastronomic research
through culinary tourism. International
Journal of Gastronomy and Food Science, pp.
13, 65-72.
https://doi.org/10.1016/j.ijgfs.2018.05.006

Byrd, K., Williams, A., Dentz, H. N., Kiprotich,
M., Rao, G., Arnold, C. D., Null, A. C,,
Dewey, K. G., & Stewart, C. P. (2017).
Differences in complementary feeding
practices within the context of the wash
benefits randomized, controlled trial of
nutrition, water, sanitation, and hygiene
interventions in rural Kenya. The FASEB
Journal, 31(1 supplement), pp. 165-1.

Chen P. and Antonelli M. Conceptual Models of
Food Choice: Influential Factors Related to
Foods, Individual Differences, and Society
2020 MDPI

Choe, J. Y. J,, & Kim, S. S. (2018). Effects of
Tourists’ local food consumption value on
attitude, food destination image, and
behavioral intention. International Journal of
Hospitality = Management, 71, 1-10.
https://doi.org/10.1016/j.ijhm.2017.11.007

de la Barre, S., & Brouder, P. (2013). Consuming
stories: Placing food in the Arctic tourism
experience. Journal of Heritage Tourism, 8,
(2-3), 213-223

Dixit S. K. & Prayag G. (2022). Gastronomic
tourism  experiences and  experiential
marketing. Tourism Recreation Research,
47(3), 217- 220, DOI:10.1080/02508281.202
2.2065089

Dixit, S. K. (2019). Gastronomic tourism: A
theoretical construct. In S. K. Dixit (Ed.), The
Routledge handbook of gastronomic tourism
(pp. 13- 23). Routledge. https://doi.org/10.43
24/9781315147628

Dixit, S. K. (2020). Marketing gastronomic
tourism experiences. In S. K. Dixit (Ed.), The
Routledge Handbook of Tourism Experience
Management and Marketing (pp. 322-335).

34 | This work is licensed under a Creative Commons Attribution 4.0 International License.


http://creativecommons.org/licenses/by/4.0/

African Journal of Tourism and Hospitality Management, Volume 4, Issue 1, 2025
Article DOI: https://doi.org/10.37284/ajthm.4.1.2675

Routledge. https://doi.org/10.4324/97804292
03916

Ellis, A., Park, E., Kim, S. & lan Yeoman, I.
(2018I). What is food tourism? Tourism
Management, 68, 250— 263. https://doi.org/1
0.1016/j.tourman.2018.03.025.

GE du Rand, 1. (2016). Culinary mapping and
tourism development in South Africa's Karoo
region. African Journal of Hospitality,
Tourism and Leisure, 5(4), 1-22.

Global Nutrition Report (2018). What people eat
and why it matters. https://media.globalnutrit
ionreport.org/documents/Chapter_4 2018 G
lobal_Nutrition_Report.pdf

Hall, C. M. (2020). Improving the recipe for
culinary and food tourism? The need for a
new menu. Tourism Recreation Research,
45(2), 284— 287. https://doi.org/10.1080/025
08281.2019.1694243

Hall, C. M., & Prayag, G. (Eds.). (2019). The
Routledge Handbook of halal hospitality and
Islamic tourism. Routledge.

Hardcastle, S. J., Theggersen-Ntoumani, C.,
Chatzisarantis, N. L. D. (2015). Food Choice
and Nutrition: A Social Psychological
Perspective.  Nutrients, 7, 8712-8715.
https://globalnutritionreport.org/reports/glob
al-nutrition-report-2018/

Jebotip, J. (2021). A Critical Review of
Gastronomic  Tourism  Development in
Kenya, Journal of Hospitality and Tourism
Management, Vol. 4(1), 27-39.

Kesimoglu, A. (2015). A reconceptualization of
gastronomy as relational and reflexive.
Hospitality &  Society, 5(1), 71-91.
https://doi.org/10.1386/hosp.5.1.71_1

Lopez H., T.E., Hernandez C., Y., Sanchez C.,
LM. and Pastaz V. MM. (2019).
Gastronomic Tourism: Attitudes, Motivations
and Satisfaction of the Visitor in Cantons of
Tungurahua, Ecuador. American Journal of
Industrial and Business Management, 9, 699—

719. https://doi.org/10.4236/ajibm.2019.9304
7

Ji, M., Wong, I., A, E., A. & Scarles, C. (2016).

Food-related personality traits and the
moderating role of novelty-seeking in food
satisfaction and travel outcomes, Tourism
Management, 57, 387- 396 https://doi.org/10.
1016/j.tourman.2016.06.003

Mitchell, R. (2001). Taking advantage of the
relationship between wine, food and tourism:
joint marketing activities. In C. M. Kearsley,
Tourism in New Zealand: an introduction.
Oxford University Press.

Ondieki E. B., Kotut E. J. Gatobu C. K., Wambari
E. M. (2017). Gastronomic ldentity: Role of
the Environment and Culture on Culinary
Tourism. African Journal of Tourism,
Hospitality and Leisure Studies, 3(1), 17-21,
ISSN: 2413-4120 Copyright: 2017 AJTHLS
Open Access — Online @ http://onlinescience
journals.com/index.php/ajthls/index 1

Ramos, MP; Custodio, E; Jiménez, S; Mainar-
Causapé, A; Boulanger, P; and Ferrari, E.
Improving food security and nutrition
indicators in Kenya through market
incentives: a macro-microsimulation
approach, EUR 30034 EN, Publications
Office of the European Union, Luxembourg,
2020, ISBN 978-92-76-14654-4,
d0i:10.2760/925912, JRC119390.

Shepherd, R. (199). Social determinants of food
choice. Proc. Nutr. Soc., 58, 807-812.

Steenkamp, J. -B. E. (1997). Dynamics in

consumer behavior with  respect to
agricultural and food products. In
Agricultural Marketing and Consumer

Behavior in a Changing World; Kluwer
Academic Publishers: Boston, MA, USA, pp.
143-188.

Swinburn, B. A., Sacks, G., Hall, K. D,
McPherson, K., Finegood, D. T., Moodie, M.
L., & Gortmaker, S. L. (2011). The global
obesity pandemic: Shaped by international

35 | This work is licensed under a Creative Commons Attribution 4.0 International License.


http://creativecommons.org/licenses/by/4.0/

African Journal of Tourism and Hospitality Management, Volume 4, Issue 1, 2025
Article DOI: https://doi.org/10.37284/ajthm.4.1.2675

drivers and local environments. Lancet, 378,
804-814

World Tourism Organization (2021), Internation
al Tourism Highlights, 2020 Edition,
UNWTO, Madrid, DOI: https://doi.org/10.18
111/9789284422456.

36 | This work is licensed under a Creative Commons Attribution 4.0 International License.


http://creativecommons.org/licenses/by/4.0/

