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In the present Indian scenario, culinary tourism have gained more significance than 
ever as the expanding arena of tourism industry have given rise to mushrooming 
culinary outlets that have, not just made the deleterious effect on local cuisine, but 
also exaggerated the situation to a level where the local traditions and culture have 
come onto the verge of extinction to which the paper has made an observational and 
recommendatory framework that can bring back the unsustainable growth of tourism 
industry on right track. The paper has given focus upon the Awadh region with 
respect to culinary traditions that stands the potential to enhance and develop the 
culinary tradition in the region at both local and state level. It is very important to 
define the trends that are currently pursued at the domestic and international level, 
that if implemented in the tourist destination could afford a competitive advantage at 
their region. It is important that the distinctive branches of tourism industry must use 
their potential to support the other, and precisely in the case of culinary tourism, it is 
possible to make an arrangement that embolden the fundamental of tourism industry 
at regional level. Digitalization developments in the present world order have also 
opened the new doors to explore the culinary tourism enhancement schemes and plans 
to overcome the competitiveness challenged form developed societies at international 
level. There are insinuations from the paper that suggest the neglected or weak effort 
of state government of Uttar Pradesh, such as non-inclusion of characteristically 
defining and placing the culinary tourism and cuisine heritage in under their policy 
development, that in case of Awadh region had drastic impact on tourism industry as 
the presence of heritage sites, rich handicraft and world famous cuisines have 
nurtured the region to have a high potential towards a perfect cuisine for 
extraordinarily tourism belt development in the region that attracts domestic and high 
value of international tourists in the region. The paper thus concludes with their 
recommendatory annotations over the culinary tourism and its future prospects with 
the active state involvement.  
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Culinary Tourism in Awadh: Generalized Approach 

Cuisine of mughal were influenced by Mughal cuisine and were influenced by those 
of Persia Kashmir Hyderabad and Punjab. It is also very noteworthy to state that The 
Bawarchies of awadh evolved Dum style of cooking which is cooking on low fire. 
This mode of cooking later became synonymous to the region.  The  Awadh cuisine 
have used profoundly the Ghee and spices lavishly .Nawabs of Awadh region were 
very considerate about their gastronomic arrangements and hence there was heavy  
budgetary allocation made for the enrichment  of the  fooding and preparing dishes of 
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various kinds. large kitchen working day and night that were known as Dasterkhan  
and there was a chief cook who was also known as the Inspector of said kitchen which 
was translated as daroga-e-bawarchikhana.1 This makes an background to the present 
paper that, though briefly discusses about the prospects of culinary tourim while 
leaving suggestive data for further research, has given introspection upon the rising 
trend of culinary tourism and its subjective contexts for its better improvement.   

Food tourism is one of the activity that has been a very significant influencer 
determining the contemporary aspect of tourism across the world .it is very important   
to determine the nature and scope of tourism that Associates its identity with the 
culinary trends of a particular region or related to a particular territorial area. One 
definition by Hall and Michell speaks of the different appellations of food tourism 
such as cuisine, culinary and gastronomy tourism2 which with varied names prevalent 
in different culture of the world, helps to define the broad scope of said culinary 
tourism that is under research in the present in instant matter. There are various other 
aspects of defining the cuisine or culinary tourism that starches to the behavioural and 
experience based definition of the said form of tourism which in due course gives 
multidimensional observational eye on the topic which is precisely defining the 
subjectivity to the tourism trends that dependent along the line of psychological 
determination and user experience.3 To state the precise definition of culinary 
tourism, It is pertinent to refer the definition given by one of the premiere 
organisation dedicated for the study and research of state culinary tourism Ontario 
Culinary Tourism Alliance (OCTA), culinary tourism refers to “Any tourism 
experience in which one learns about, appreciates, and/or consumes food and drink 
that reflects the local, regional, or national cuisine, heritage, culture, tradition or 
culinary techniques”.4  Therefore, it is very clear that the food tourism is one of the 
activity being adopted by them tourist so as to measure and experience the cultural 
and societal trends of a particular tourist place. Therefore we can perceive by the 
before said definition that culinary tradition and its enhancement by the state bears a 
very significant policy issue that not just be given a generalized approach, rather it 
should be given much specific concerned so as to increase and developed the culture 
of culinary tourism which in response will enrich the cultural experience by the 
tourists. 

The paper has also focused upon the digitalization of society that has put force among 
most of the technologically sound options5 entailed to be opted by the tourist 
destination owners to promote their services and also to gain a competitive advantage 
with other destinations in either domestic or international interface. With this part 
being introduced recently have seen modification and adaptability challenges among 
the old market players to sustain with their culinary tradition while competing with 
the new entrants in the market wherein the some of the famous online platforms like 
Tripadvisor, yarta.com, makemytrip.com, blogs at Google Blogspots, Google Maps, 
facebook, twitter and many others in similar nature have given scope and 
acclimatization prospect for the food based tourism. Not just the technological means 
of tourism have given chance of sharing the culinary based tourist places or cuisines 
but also gives a platform to discuss the cuisines vis-à-vis traditions and cultural 
conversation goes in place, which provides the chance to interact with the destinations 
specialities and attractions encouraging the visitors and tourists to try the places 
mentioned in such conversation by co-sharers. This helps to boost upon the financial 
infusion in the destination that converts in the positive economic development of the 
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destination and also the feedback resulted from those conversation6 build a trust and 
qualitative experience among the tourists.   

The region of Awadh have also evidenced to be touched by the technological 
revolution as there are several famous facebook groups like Lucknow Foodies, 
Lucknow Foodies Club and Foodies of Lucknow7 with thousands of members as their 
part that have taken initiative in making available the necessary recommendations and 
sharing platform for the food lovers but it is still not available openly to the tourists 
that are exploring the opportunities in the said field. Also, the governmental intent in 
the said area is almost absent which one of the major is lacking in the field of culinary 
tourism with special reference to State Government of Uttar Pradesh that governs the 
Awadh region of the culinary destinations. Its evident example in the present scenario 
that the Department of Tourism website itself possesses no such explanatory or useful 
information regarding the various destinations to be explored in the context of the 
food based tourism and only giving emphasis on the heritage and core cultural 
destinations on their list Weekend destinations, Heritage Hotels Eco-tourism etc.8 In 
the light of said governmental tourism response, it is pertinent to mention here that the 
new tourism policy that runs from the name “ Uttar Pradesh Tourism Policy, 2018” 
that has no mention of food tourism or prospective policy measures taken by 
government in advancement of culinary tourism in state except “bed and butter” 
scheme that is discussed in the paper while proposing suggestive area of focus. 

1- Trends based approaches to culinary tourism  

In recent years, there are few growing Trends that have made the culinary tourism 
very popular among the masses as they have in vote several opportunities to the 
tourist coming to explore the cultural and heritage of a particular tourist location.  

2.1- Culinary hands-on experience 

 Few of these trends can be enumerated like the growing culture was seen in the form 
of cooking classes and workshops wherein the tourist was given chance to make the 
local cuisine by their own hands. Such an experience is very different from what one 
could watch on television or in a cookery show related to the particular location in 
such a form of growing Trend, tourist be given a chance to connect the ingredients 
that are used to prepare a particular meal from the local market and then self-cooked 
dish or cuisine by their own. Example of which could be traced from the tourist 
location in the local villages and Gardens of France Italy at present. Such a trend can 
also be espoused in the belt of Awadh region stitching from Faizabad to Lucknow 
where in the local dishes used to prepare by the food experts, must be given to 
experience it’s procedure to the tourist visiting the destination. This not only enriches 
the tourism attraction value of a particular place, which in addition to, could also be a 
Heritage site. Starting could be made from the already developed places like Lucknow 
and Faizabad while slowly reaching the said culinary tourism Trend to the villages 
nearby the area. Therefore the statement justifies itself by stating that the “Food can 
be a destination for tourism. Culinary workshop will help to build the relations 
between regional and national identity with economic development of a destination. 
Through the gastronomy of the region, proper structuring of marketing and 
development program will help to improve local business by attracting tourists and 
building a new market of touristic services.”9Present paper went to a great deal 
exploring different trends in the recent period to the culinary tourism and it's 
multilateral impact on different branches of tourism as an industry. It is noteworthy to 



Online International Interdisciplinary Research Journal, {Bi-Monthly}, ISSN 2249-9598, Volume-08, July 2018 Special Issue (02) 

 

 
w w w . o i i r j . o r g                      I S S N  2 2 4 9 - 9 5 9 8 

 
Page 51 

mention that the contemporary trends or concepts being utilised at the international 
forum will bring into the conceptualization of the promotion of culinary tourism in 
India vis-à-vis beholding to the focus area of Awadh region that the paper relates. 

2.2- Digitalization of Tourism Industry  

With the development and ever-enhancing reach of the digital media, it is pertinent to 
settle down the focus on a major role-player in culinary tourism that is internet and 
growing digital marketing trends which can be justifiably attached to flourish and 
reconnoitre future opportunities in the food tourism through such digital marketing 
platform. Decision making process is one of the most vital part of the digital 
marketing which with the co-partaking towards conceptualization of visitor 
experience which in due course generate and improve value for tourists.10 With the 
ever-mounting trend of the social media presence and bloggers revolution, we can see 
the culinary tourism reaching towards the new era of advertising at its best form as the 
tourist have been attracted to the local blogs or e-marketplace committed for tourism 
support or professional services that are committed towards providing the general 
tourism support11 that can be utilized to promote culinary tourism as well. One of the 
most significant advantages to the digital interaction among the customers is towards 
the brand sharing by the community12 that are very vital in the consumer businesses 
and hence it also encourages the local culinary destination marketplace to keep ahead 
in exploring the digital marketing and social-media advertisement techniques that 
include the involvement, co-learning, recommending and interacting by tourists13 for 
ever-lasting promotion of their culinary tradition among the present and potential 
tourists.  

2- Suggestions 
 
Some of the key suggestions are embrace by the author that have potential to develop 
in effective piece of policy inclusion if given proper research orientation to the said 
field could advance an intrinsic advantage to the tourism industry with respect to 
culinary tourism in Awadh Region.  
(1). There must be a broad level campaigning warranted to be initiated for marketing 
particular cuisine of a region and there must be alliances between the entrepreneur 
and business class society so as to increase the financial inclusion in the said 
campaigning. 
 
(2). There must be across marketing strategy be applied by the government and also 
the local culinary shop owners so as to enhance the significance and level of attraction 
among the tourist. One of the best example is to serve famous or locally made drinks 
with the food such that there must be and sense of Identity be perceived among the 
tourist regarding both the set of cuisine. 
 
(3). It is also suggested that there must be standardization of the current market 
location where these local cuisine are made and served so as to provide and clean and 
safe identifiable memory among the tourists making the aforementioned choice of 
visitation. There must also be proper recognition and classification of the potential 
places where the culinary trends could be embraced so as to post of the tourism in the 
particular region and therefore the government and interference and observance seems 
to be very crucial for the said implementation of present scenario. 
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(4). It is advisable that the food of a particular location must be included as the 
lifestyle statement for a particular region so that the tourist visiting the place have a 
psychological impact on their tourism spend and plans which, if not included the 
culinary tourism, will proceed to include the culinary exploration around the area in 
their itinerary. It is in the study on the population of South Africa that has seen an 
unusual increase in downfall of domestic and international tourists that have given 
scope to explore the niche market standardization of the culinary tourism in the 
aforementioned country14 and hence these trends are also visible in the Indian society 
that has refuelled with the economic strength and per capita income in the urban areas 
which in due course have encouraged the spending of the domestic tourists.  
 
(5). In the light of aforementioned suggestions it is pertinent that tourism must be 
given small and specialised score to their targeted stakeholders that are tourist and 
hence there must be a specialised recognition given to a particular product at domestic 
as well as International level so as to flourish the culture of culinary tourism and to 
propagate the presence of such culinary culture present in a territory. There must be 
group of expert members being deployed by the tourism department of the state of 
Uttar Pradesh to have to bring into the specialised services that must recognise and 
explore the specialised food for a particular region so that it must not be constructed 
with the similar kind of cuisines from other region. Such anexpert group would also 
be responsible for the result in the area of culinary tourism in the state while 
particularly focusing on the heritage sites like one in the case of Lucknow and 
Faizabad belt of the state. There are different cuisine that were made during the 
Mughal period and hence they have to be differentiated by the expert group so that 
they could be propagated differently for the different locations falling in that belt so as 
to avoid any such conflict regarding the similarity of the nomenclature using that was 
Mughlai cuisine.  
 
(6). It is suggested that the food can play an important role in extending the tourism 
Seasons that are prevailing in a particular region which food certainly shows the local 
people who are dependent on those tourism activities. It is possible that the tourism 
seasons must be extended with the help of different kind of food festivals that are to 
be organised in that region so as to provide a reason to the tourist to extend their stay 
or to attract the fresh tourist in the region celebrating such food festivals. 
 
(7). It is likewise suggested in line of above statements that there must be a coherence 
and harmonization between the location and the cuisine that such location offers. The 
locations or places those who have an exceptional or unexplored cuisine, must use it 
to brand the location rather than branding the cuisine in reference to the location. 
Destinations must be given the cover of such cuisine that are famous in the said 
region and have nexus to the core cultural and heritage value of that location.Such 
influence of culinary tourism as an another spectrum upon its nexus with other tourist 
attraction in the particular destination means that one can relate the cuisine of one 
region to other tourist attractions of the same place. Culinary tourism has also a scope 
to be attached with the natural destinations and famous traditional sport activities of a 
particular region that will enhance the subjective interest of the tourist. 
 
(8). One of the recent and advanced way to increase the flow of tourist at a particular 
destination in the name of cuisine tourism or culinary tourism could be further 
developed by the manner where in the pictorial representation and graphical images 
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be used to provide the distinctive character and identification to that particular cuisine 
of a region. One of the instance which could be related to the said graphical 
representation of the cuisines can also be utilised to formulate an integrated map of 
the region that depicts the important culinary destinations at the tourist location. One 
such an example was recently approved by the Uttar Pradesh Government where in at 
the tourist location of Lucknow Lucknow city, the government have made a heritage 
Arc that depicts the important heritage sites of Lucknow and provide it's a particular 
Signage alongside the roads. Such experiment can also be done in case of places of 
culinary detection and making the sign boards available to the tourist visiting the 
destination. 
 
Apart from the above recommended measures, those of which are necessary to 
inclusive provide stable growth to the culinary tourism in India and particularly to the 
region of Awadh area, there must be research based approach adopted by the 
government with the help of institutions of eminence that could being into the study 
upon the competiveness and sustainability of the culinary tourism in the Awadh 
region. This research could be jointly tasked by the aforementioned expert group with 
the teams of members from local management, policy and legal education related 
universities and NGOs for example in the Awadh region the Indian Institute of 
Management with other government and private universities could manage to function 
of the modalities of the said research with jointly or fully funded projects. Need for 
NGO’s is requisite to provide with the local expertise, experienced and resources 
needed to carry on the research. There are several sustainability and competitiveness 
models15 available for referencing with specific destination competitiveness models16 
that could be used to give opening hypothesis and objectifying the said research.  
 

3- Conclusion 

It is seen from the above content that there is an under Estimation and underutilization 
of food to be considered as a tourist attraction and marketing tools in destination 
marketing both at the local and at the international level. Government must need to 
provide with few Technological Solutions17 that are based on the managerial research 
outcome which could solve the said issue related to culinary tourism. The 
stakeholders are also required to develop marketing tools that include food as one of 
the major component to showcase the dimensional strength and market attraction of a 
particular place or region. Also to be very considerate upon the area or belt stretching 
from Faizabad to Lucknow it will be of utmost importance that the government must 
put all efforts to enhance and develop the trend of culinary tourism in the 
aforementioned area as with the expected footfall of tourist in the Allahabad Kumbh 
2019 in millions, it will be responsibility of government to provide quality 
accommodation at an affordable prices which is imperative only in this case if 
government provide accommodation in the areas around Allahabad Ayodhya the 
Buddhist circuit and other surrounding places within the state. The government came 
up with the bed and breakfast scheme18where in government will increase bed and 
breakfast operators to develop more accommodation insurance visitor experience and 
the said policy is supposed to be conceptualize under the Incredible India that is Atithi 
Devo Bhava scheme.  

However, it is astonishing to observed that the government is investing 1. 5 crores in 
Ashram to improve the lodging facility and also to publicise set Ashram through the 
department of tourism resources but government has taken no step to publicise the 
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culinary Trends and speciality of the areas surrounding the Kumbh region which 
shows a lack of policy making ability of the government and its interest in promoting 
the inclusive development of tourism so advertising the culinary traditions of the state 
wherein, it is unequivocally assumed that, the said religious gathering will attract the 
tourist from around the world and therefore it is most suitable time and opportunity to 
publicise the tourism and its related activity in form of culinary toourism promotion 
of the Awadh region as well as for the whole state of Uttar Pradesh. Also, there is the 
great deal of events occurring in domain of e-marketplace where the approach of 
government and other stakeholders have not yet strategically focused, as the 
consequence to which the culinary tourism is losing to the market competitors in other 
developed societies those have opted for such digital platform to boost their culinary 
tourist activities wherein easily approachable digital marketing platforms like 
Facebook and Twitter have proven their capacities for boosting digital tourism 
strategies.19  Therefore, it is evident that the local tourism have been neglecting at the 
state and national level, which of distinctly applies to whole Indian tourism industry, 
towards the enriching culinary heritage in respect towards finding regional 
cuisine20that creates concerns among the stakeholders like government and business 
class to encourage a cohesive framework for strategic development of culinary 
tourism. 
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