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Abstract

While a significant portion of the world struggles with the challenges that come with being over-
weight, another large portion of the world searches for authentic cuisine that will make their holi-
days a memorable experience. This is where the importance of the concept of food literacy comes
into play. It is necessary to reach and influence large communities to raise awareness of the society
about food and nutrition. The purpose of this study is to uncover food literacy awareness and the
meaning assigned to it in the tourism community by using a semi-structured interview form. The
findings reveal that tourism stakeholders have a misunderstanding of food literacy. People who
have heard this phrase previously are almost entirely wrong about its definition, but those who ha-
ven’t heard it before can roughly anticipate its subheadings. However, all the participants believed
that having detailed information about food and nutrition is essential.

Keywords: Food consumption, food literacy, tourism

Turizm Alaminda Gida Okuryazarhg Anlayisi
Oz

Diinyanin 6nemli bir kism1 asirt kilolu olmanin getirdigi zorluklarla miicadele ederken, diinyanin
bir bagka biiyiik kism1 da tatillerini unutulmaz bir deneyim haline getirecek otantik mutfag: ari-
yor. Iste burada gida okuryazarlig1 kavraminin énemi devreye giriyor. Toplumu gida ve beslenme
konusunda bilinglendirmek i¢in genis kitlelere ulagsmak ve onlar1 etkilemek gerektigi agiktir. Bu
nedenle, 6nemli turizm paydaslarini igeren bir 6rneklem grubuyla calisarak konuyu tiimevarimci
bir yaklagim ile ele almak biiylik 6nem tagimaktadir. Bu ¢aligmanin amaci, turizm camiasinda
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gida okuryazarlig farkindaligini ve ona yiiklenen anlami yar1 yapilandirilmig bir goériisme formu
kullanarak ortaya ¢ikarmaktir. Bulgular, turizm paydaslarinin gida okuryazarligini yanhs anladi-
gin1 ortaya koymaktadir. Bu kavrami daha dnce duyanlar, tanimi1 konusunda neredeyse tamamen
yanilmaktadir; ancak daha 6nce duymamis oldugunu ifade edenler bu kavramin alt bagliklarim
kabaca tahmin edebilmistir. Ancak tiim katilimcilar, gida ve beslenme hakkinda detayli bilgiye
sahip olmanin gerekli oldugu konusunda hemfikirdir.

Anahtar Kelimeler: Gida tiiketimi, gida okuryazarligi, turizm

Introduction

Considering the mortality rates in the world, it
is seen that one out of every five people dies due
to poor dietary habits (Murray, 2019). Although
eating habits do not always lead to death, it is
obvious that they significantly reduce the qual-
ity of life of people. Malnutrition can result in
cardiovascular disorders, diabetes, and over-
weight (Rosas, Pimenta, Isabel and Schwarzer,
2019). According to the World Health Organiza-
tion (WHO), the obesity rate increased 3 times
between 1975 and 2016 and the overweight
rate is nearly 2 billion people in adults who are
18 or over (WHO, 2020). Lack of information
can be predicted as one of the factors that have
an impact on poor entry on this subject. In this
context, health literacy, food literacy, and nutri-
tion literacy concepts are frequently mentioned
in recent years. According to Velardo (2015),
health literacy means the knowledge and the
usage of health-related information, while food
literacy and nutrition literacy are defined as ef-
fective weapons to protect public health.

Although there is no consensus on the definition
of food literacy in the literature, this concept
simply means having knowledge about food
(process, origin, ingredients, etc.) and acting
accordingly (Durmus, Balci, Oral and Sonkaya,
2018). It is well known that knowledge of
healthy foods affects a person’s behaviour
through healthy eating motivation (Miller and
Cassady, 2012). For this very reason, the impor-
tance of people who have an impact on large
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masses of people to be food literate stands out.
Although there are many ways to reach large
masses, it is an undeniable fact that tourism pro-
fessionals are one of those who appeal to the
masses and influence them due to the high par-
ticipation in tourism. It is known that nearly 1.5
billion people participated in the tourism move-
ment in the last year before the pandemic (UN-
WTO, 2019). In this sector, where billions of
people travel every year, the issue of food con-
sumption happens to be very important. These
tourists are in constant consumption during their
travels, when they arrive at their destinations, at
their hotels, restaurants, and during their shop-
ping. In this consumption, they always need
advice because they are outside of the environ-
ment, they usually live in. In this context, the
knowledge level of tourist guides, tourism op-
erators, and all other tourism employees about
food literacy is quite important. And it should
not be forgotten that food is an important part
of a tourist’s choice of destination (Frolova, Ro-
gach and Ryabova, 2020).

In this study, it was aimed to measure the
awareness of academicians who train tourism
personnel, graduate students who take tourism
education at a high level, and various tourism
professionals to the concept of food literacy.
Semi-structured interviews were conducted in
order to understand the thoughts of tourism pro-
fessionals about food literacy, who are believed
to have an impact on large masses (Wirawan,



Wirawan, Kurniasari and Merati, 2020). The
study is unique in that it examines the concept
of food literacy, which has not yet been recon-
ciled in tourism literature.

Food and Tourism

Food has an important place in the tourism sector
as well as being the biological needs of people.
Food issues in tourism as a tourist phenomenon
can be studied in many contexts socioculturally
(Aslimoski and Gerasimoski, 2012). In a study
investigating the food consumption motivations
of tourists, 14 different factors were found.
These are: “authentic experience, prestige, cul-
tural knowledge, health concern, assurance,
convenience, price/value, novelty, variety, fa-
miliarity, eating habit, sensory pleasure, social
pleasure, and contextual pleasure” (Mak, Lum-
bers, Eves and Chang, 2013). Authentic experi-
ence and cultural knowledge refer to local food
and food which shows the local culture of the
destination, prestige is about finding the chance
to eat unique and famous food, health concern
and assurance are under the obligatory head-
ing and they refer to being sure what to eat and
knowing about the ingredients, convenient is
named to emphasize they wouldn’t want to pay
more than the food are worth, novelty and vari-
ety are for the people seeking for new kinds of
food and the other aspects are aiming for plea-
sure (Mak, Lumbers, Eves and Chang, 2013).

Aslimoski and Gerasmioski (2012) mentioned
in their study that there are different expecta-
tions while traveling and some tourists’ core
motivation in a destination can be food and
nutrition. Food and nutrition-related products
and services offered to visitors during vacation
also affect tourists’ enjoyment and duration of
stay. In this case, it can easily be said that if the
expectations are covered, the tourists get satis-
fied, but it is seen that it is not always in this
way. In some cases, being a vegetarian creates
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instability in participating in the tourism move-
ment. The reason for this may be the lack of
awareness of visitors with different eating hab-
its, which are seen as minorities, and the lack of
appropriate menus everywhere (Huang, Chen,
Lu and Shen, 2019). The food knowledge of the
companies and their attention is quite import-
ant in this issue. A tourist mostly has in mind
the food he or she has eaten before and is prone
to. The underlying reason for this is that they
know better what its ingredients are and how
it is prepared. In this context, when the tourists
see that specially prepared and presented food
is presented to them with a special subscription,
their holiday can turn into a unique experience
(Aslimoski and Gerasimoski, 2012). Therefore,
some people can get nervous about tasting local
food. Sometimes, even though they know that
it is not healthy, people may prefer fast food to
meals they have never tasted before. A study
conducted on a group of students traveling from
China to England shows that these people pre-
fer global food companies in their food pref-
erences (Yen, Cappellini, Wang and Nguyen,
2018). Going after these (so-called junk food)
can release crucial health issues. There is also
a small link between globalization and tourism,
which develops at an uncontrolled pace day by
day, can lead to income inequalities and this can
force people to change their eating habits with
affordable and unhealthy foods. Although it is
not argued in the study that tourism is exactly
the reason for this, it depends on the attitudes
of individuals and societies (Leatherman and
Goodman, 2005).

Food also has a lot to do with culture. Hearing
the local music in the restaurant, seeing the art
on the walls, and learning about the architectur-
al structure of the restaurant can all signify a lot
to a tourist in a cultural sense (Aslimoski and
Gerasimoski, 2012). Tourists now have new
interests and as a result, new types of tourism
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are emerging. One of the issues that tourists are
starting to demand is the requests related to food
and nutrition. In tourism destinations that can be
named as developed tourism destinations, spe-
cial interest groups are offered tours under the
name of culinary tourism. The content of these
tours can be quite interesting. Here, not only
tasting but also participating in the preparation
stages of the guests are provided to have this
authentic experience. They buy products from
local vendors and dine at the area’s famous res-
taurants. In addition, we have the chance to see
and taste products unique to that culture, whi-
ch will enable them to get to know that culture
(Aslimoski and Gerasimoski, 2012). It is seen
in the present literature that people who are se-
eking for nice food and health-related tourism,
open new doors to the sector. For example, in
the simplest terms, olive oil tourism has develo-
ped in recent years and the reason for this is the
motivation of people to experience healthy food
(Hwang and Quadri-Felitti, 2021). To reconcile
tourism with food, you don’t even need to mo-
nitor people or quantify their effects. Even the
nutritional habits of animals living in regions
with high tourism can change. Some animals
suffer how tourists feed them (Abrantes, Brun-
nschweiler and Barnett, 2018), but on the other
hand, the movement they have to do improves
their fitness (Norkaew et al., 2019). In tourism,
where even the health of animals is affected, it
becomes very important for people to be cons-
cious and knowledgeable. In this context, the
importance of the concept of food literacy co-
mes to the fore in this field as in other fields.

Food Literacy

Food-related issues have started to be raised
more and more in our contemporary society. The
only reason for this is that it is not only the ca-
lories and nutrients needed by the human body,
but also it is one of the basic building blocks of
culture and society (Gartaula, Patel, Shukla and
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Devkota, 2020). People want to learn about the
ingredients of the food they eat, where it comes
from, and their cultural characteristics. Litera-
cy, which is seen in many areas, is also included
in the subject of food in this context (Gartaula
et. al., 2020). Kohls (1960) is perhaps one of
the first researchers to use the concept of food
literacy in history. His perspective was mostly
on the marketing strategies of restaurants and
understanding the wishes of the customers. As
with every concept, food literacy has changed a
lot over the years. It is also possible to call them
development rather than change because every
new concept continues by adding something to
it, not contrary to the previous ones. In the last
decades, the concept of food literacy has been
defined by researchers in different ways. Some
put forward food literacy is the ability of a per-
son to acquire information about food and nutri-
tion and to apply them in order to lead a healthy
life (Kolasa, Perry, Harris and Shovelin, 2001).
Where some other studies more emphasize the
skills to prepare healthy and tasty meals star-
ting from their own family (Thomas and Irwin,
2011). Two experts who examined past studies
and worked on the subject for many years, made
a neat definition of food literacy as follows:

Food literacy is the scaffolding that empowers
individuals, households, communities or nati-
ons to protect diet quality through change and
strengthen dietary resilience over time. It is
composed of a collection of inter-related know-
ledge, skills, and behaviours required to plan,
manage, select, prepare, and eat food to meet
needs and determine intake (Vidgen and Galle-
gos, 2014, p. 54).

While they were putting forward components of
food literacy as plan and manage, select, prepa-
re, and eat, Cullen, Hatch, Martin, Higgins and
Sheppard (2015) brought forward the term as
an intersection of community food security and
individual food skills. They stated that all this



cluster constitutes health and wellbeing. In this
list of components, community food securities
subheadings are “local food system, programs,
access, availability, affordability” and the indi-
vidual food skills subheadings are “knowledge,
access, values, beliefs, and culture” (Cullen et
al., 2015, p. 143).

It has been frequently emphasized in the past lit-
erature that the fewer people know about food,
the more neophobia they have. In their study on
local food consumption, Kim, Eves, and Scarles
(2013) drew attention to the importance of food
neophobia and food involvement in personality
traits specific to food-related situations. In the
motivational characteristics, it was emphasized
that the factors of “cultural experience, interper-
sonal relationship, excitement, health concern,
and sensory appeal” (Kim, Eves and Scarles,
2013, p. 484) were effective in consuming lo-
cal foods. While some people hesitate to try the
local food abroad in case health issues popped
out, usually the global fast foods are most prob-
ably worst in terms of this subject. Also, it is
shown in a former study that local food is usual-
ly freshly produced and served, and this is much
more likely to satisfy customer health concerns
(Kim, Eves and Scarles, 2013). In a study con-
ducted in Yucatan, it was stated that although
tourism brought welfare and job opportunities
to the local people, it was obvious that it caused
a lot of damage to public health and the envi-
ronment (Leatherman, and Goodman, 2005). In
this study, it is aimed to emphasize the impor-
tance of the food literacy knowledge of the tour-
ism employees, and anyone related to tourism.
This issue is seen as the missing piece of the
tourism puzzle where various research has been
done on this subject.

Methodology

This research covers the concept of food litera-
cy, which is seen as a distant subject for tourism.
Although this concept has been defined many
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times in the current literature, the evaluation of
the perspectives of staff, students, or even aca-
demicians related to tourism has been ignored.
Creswell (2017) states that qualitative research
focuses on learning the meaning that the par-
ticipants attribute to the phenomenon, not the
researcher or the authors in the literature. He
likens research to draw a general picture of the
underlying problem or thought. Precisely from
this point of view, a qualitative research meth-
od was used to understand and reveal how the
concept is perceived in the tourism sector and
whether there is a general knowledge about this
subject.

In the study, a semi-structured interview form
consisting of 5 questions was prepared by in-
spiring from the question range of the previ-
ous studies and adding to them (McNamara,
Mena, Neptune and Parsons, 2021; Ronto, Ball,
Pendergast and Harris, 2016; Rosas, Pimenta,
Leal and Schwarzer, 2019). Here, the thoughts
formed in the minds of the participants with
the concept of food literacy and the relation-
ship between food and tourism are examined.
Tourism professionals, tourism academics, and
tourism graduate students were selected as the
samples, as they have been trained in tourism
for a long time and may have heard of different
concepts. The study was prepared in accordance
with the ethical principles, and it is approved
by Aksaray University Human Research Ethics
Committee (Reference Number: 2022/01-03)
on 22 February 2022. In studies like this, pur-
poseful sampling, one of the improbable sam-
pling types, is used when the researcher aims
to understand and explore a concept, topic, or
event from the perspective of the participants
(Patton, 2002). Because of the implementation
of a curfew due to the COVID-19 measures in
the country where the study was conducted, the
data collection process was carried out online.
The consent of all interviewers who would con-
tribute to the study was obtained and the study
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was ethically tested and approved by the board.
The qualitative data analysis program MAXQ-
DA 2018 was used to see similar and different
opinions together and to make a detailed anal-
ysis. The opinions of the participants were first
translated into English and then translated into
the language in which the interview was made
by a different author and translation was provid-
ed. This process was also done while creating
codes and themes, and opinions were received
by experts in their field. A similar one of these
checks is a pilot test conducted with 10 different
people in order to measure the comprehensibili-
ty of the questions before starting the study.

Results

Interviews were conducted with 19 different
people in the study. The sample consists of 9
women and 10 men. In interviews with almost
half the sex ratio, the age scale of the partici-
pants is 22 to 49. Except for a high school grad-
uate who is a tourism staff, all other participants
have a postgraduate level. Among the academ-
ic participants of tourism, 5 are academicians
and 6 are students. Those working in the tour-
ism sector consist of 3 people working in the
hotel business, 3 tour guides, 1 travel agency
employee, and 1 cabin crew. Before analyzing
the answers given, it was deemed necessary to
create a word cloud in order to look at the event
from a wider window and to perceive the gen-
eral view of the participants. The word cloud is
as in Figure 1.

Figure 1. General word cloud of the study
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When talking about food literacy, and the impor-
tance of tourism personnel being food literate,
the first expressions in the mind of participants
were ‘“‘content, quality, culture, information,
knowledge, service, and experience.” Most of
these words became codes and themes when the
readings are detailed. Also, it won’t be wrong to
say these are some of the ingredients of the food
literacy domains.

Food and Tourism

Rather than asking the participants directly
about the more detailed concept of food liter-
acy, it was more appropriate to start with a soft
question such as how you reconcile tourism and
food issues. People travel to participate in the
tourism movement. To embark on this trip, they
need financial means, free time, and most im-
portantly, a motivation that drives them. As it
is frequently mentioned in the literature, one of
the most important of these motivations is food
consumption. This consumption can be to taste
local foods, to keep fit while on vacation, or just
to fill one’s stomach. The pattern derived from
the responses of our participant audience, who
are intertwined with the tourism sector, reveals
the connections between the two concepts more
clearly. It is possible to analyse the views result-
ing from the coding of the transcripts under four
themes: cultural expectations, essential needs,
gastronomic requirements, and economic fac-
tors.

Cultural Needs

It was emphasized that the way to get to know
the people living in the destinations and to sat-
1sfy the sense of curiosity we involuntarily de-
velop towards them is to consume local foods.
Participants put forward the link between tour-
ism and food as follows:

“The number of individuals whose motivation
to travel is based on discovering and experien-



cing the eating and drinking habits of different
cultures is increasing day by day” (Participant

7).

“As much as we are curious about the touris-
tic places, history, and culture of a place, we
also want to experience different foods and fla-
vours” (Participant 1).

Raising the bar a little further, participant 18
highlights the following feature in tourists’ trav-
el motivations.

“Recently, the desire to experience the local
food and beverages of the destinations comes at
the top of the travel motivations of domestic and
foreign tourists” (Participant 18).

Essential Needs

Food and beverage are mostly founded as an
obligatory need of human beings. This issue
won’t change even though a person is on a va-
cation. Participants strongly indicated this fact
in different words.

“One of the compulsory needs of individuals
who go out of their places of residence for var-
ious reasons and participate in activities that
constitute the basis of tourism is food and be-
verage” (Participant 19).

“When a person travels for tourism, he must
also fill his stomach. Because eating is a physi-
cal need” (Participant 12).

“Food is a basic need; it is our first need wher-
ever we are” (Participant 9).

Gastronomic Requirements

People besides seeing the beauties of the des-
tinations, day by day their expectations about
having a nice quality meal increase. While
participant 17 emphasizes “The quality of the
food service offered will also have positive ef-
fects on the person engaged in tourism activi-
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ties” (Participant 17), participant 18 highlights
more specific areas as “...attend food festivals,
taste olive oil, and wine, attend cooking classes,
and visit vineyards” (Participant 18). One oth-
er thought explains the situation by supporting
this idea with the emerging education system in
this field.

“The concept of gastronomy tourism became
popular, gastronomy tours serving the men-
tioned motivation increased and schools were
established at high school, associate degree,
undergraduate and graduate levels aiming to
train competent personnel within this field. All
these show that there is a growing, popular, and
important connection between the concepts of
tourism and food.” (Participant 7).

Economic Factors

A large part of the economic income of some
countries is provided by tourism, which is called
flueless industry. It is also important to market
and diversifies the tourism product well in or-
der to increase tourism inputs. These thoughts
poured out of the tongue with these sentences:

“Food is an important factor in diversifying
tourism products” (Participant 15).

“...the concept of food is a great source of in-
come for tourism” (Participant 16).

“This contribution also develops the region or
nation where the tourism activity is carried out,
both economically and in terms of advertising”
(Participant 8).

Food Literacy

In the interviews held with the employees, aca-
demicians, and graduate students related to the
tourism sector, it was determined that everyone,
without exception, associated tourism, and food
under different topics. At this point, the issue
of whether the sample had never heard of the
concept of food literacy gained importance.
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Findings on familiarity with the concept of food
literacy are as in Figure 2.

Figure 2. Familiarity with the concept of food
literacy

Have you ever heard of the food Lteracy term
before?

.......

Although it is known that the importance of
food in tourism is high, it is understood that the
concept of food literacy is a little new to tour-
ism with 68% of the answers. For this very rea-
son, when presenting the results, opinions and
expressions about food literacy will be divided
into those who have heard of the concept before
and those who have heard it for the first time.

Those Who Have Not Heard of Food Literacy

Surprisingly, it is seen that people who told that
they heard the concept for the first time in the-
ir lives knew the subject more deeply and even
gave features that fit some of the definitions in
the literature. The words in Figure 3 were spo-
ken by those who had never heard of this term
before.

Some of the definitions of food literacy that ap-
peared in the minds of the participants who ha-
ven’t yet heard the term are as follows.

“...to know the details such as production, fun-
ctioning, presentation, seasoning and service in
different cultures” (Participant 8).

“...to be able to master the terminology of the
contents written on the food products” (Parti-
cipant 16).
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“...researching whether the foods we produce
are healthy or not.” (Participant 3).

“...the content (ingredient) of the food” (Par-
ticipant 17).

Those Who Have Heard of Food Literacy

When the comments of those who know about
this concept, which relatively few people know,
are examined, they can only refer to three of the
codes given in the previous section, far from a
comprehensive definition. The resulting themes
can be listed as research, label reading, health
issues.

“Reading and critical evaluation of the articles
about Food and Nutrition are the first state-
ments that come to my mind” (Participant 18).

“It can be considered as a detailed examination
of the foods we eat and drink and transferring
this information to other people” (Participant

4),

“To do research about products, cuisine type
and history. In short, to research and read
about food and have knowledge about it (Par-
ticipant 5).

“Knowing the terms indicating the content of
the product information, reading it, something
like the product MSDS” (Participant 14).

“Knowing the food additives, codes and ingre-
dients on packaged foods” (Participant 13).

“...nutrition, agriculture, health”

(Participant 19).

organic,

Basically, it can be said that knowledge part is
an essential part of food literacy and people who
are in the tourism sector are asked how they are
collecting information about food-related is-
sues. Mostly it is seen that participants tend to
collect information from the internet and social
media. The other sources they use, which or not
that relevant are publications, verbal sources,
tv, and other tourism employees.
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Figure 3. Those who have not heard of food literacy
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Possible Benefits of Being a Food Literate
Tourism Worker

This part of the results is very crucial in terms
of giving an idea to measure the necessity of the
study. Participants who are related to tourism
think that it will provide various advantages for
people who will work in this field to be food lit-
erate. The most notable finding is that the qual-
ity will increase. They explain this situation in
the following terms:

“Businesses that have detailed information
about the nutritional values and nutrition of
foods may plan the menu more effectively”
(Participant 18).

“In order to provide quality service, it is of
great importance that employees have sufficient
and accurate information and can transfer this
information appropriately, especially in work
environments such as the tourism sector, where
customers and employees have to be in constant
interaction. A tourist group who has travelled
to get to know and experience different foods
and beverages will be able to obtain correct in-
formation about the foods, and management by
people with up-to-date literature will increase
tourist satisfaction and thus increase the pop-
ularity of the current destination day by day.”
(Participant 7)

AYDIN GASTRONOMY, 6 (2), 227-238, 2022

P .
et
1 . A Preparation
& P Ressearch

: v Process n, 5 ad

Know ledze 4 | A,
b . Ungn
\ [mgridicres &

.

Culneal

“As in everything else, being conscious about

food and doing research leads us to good qual-

ity food. The fact that tourists are looking for
quality, requires tourism businesses to be high
quality” (Participant 5).

Knowledge has also been frequently empha-
sized as what reveals the quality and even as the
element that plays a mediating role in customer
satisfaction. Apart from this, it was emphasized
that the issue has special importance for ensur-
ing customer health. They emphasized it in their
own words as:

“Because, thanks to food literacy, food and
products that threaten human health are pre-
vented from being included in the menus. In
this way, the satisfaction of the tourist increases
and the health of the tourists is also protected”
(Participant 18).

“Tourists with allergic reactions know what
they consume as content” (Participant 14).

“Informing about food or hygiene” (Partici-
pant 10).

And finally, it has been suggested that being
food literate will contribute to the sector eco-
nomically. Lastly, they expressed their opinions
on the economic effects as follows:
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“This increases the product range and market-
ing diversity. It is also expected to make an eco-
nomic contribution” (Participant 8).

“These advantages are the reduction of the
costs of the enterprises and the prevention of
waste” (Participant 18).

Conclusion

The feedback from the participants in this re-
search, which set out to see if there is a place
for healthy eating, knowing about foods and
nutrients, and having information about them in
tourism, reveal how important this issue is. To
be clear, none of the tourism sector employees
interviewed can confidently define the concept
of food literacy. The fact that at the beginning of
the study, the researcher found almost no stud-
ies in the literature that associated food literacy
with tourism, explains this situation. The main
result of the study is that tourism professionals
find this issue very important, but at the same
time they do not have detailed information
about it. The best thing to do in this regard is to
increase the courses related to food and nutri-
tion during tourism education and to ensure that
each tourism personnel graduates as a food lit-
erate. In addition, food literacy trainings can be
provided through certificate programs, which
can put job-seeking tourism graduates one step
ahead in the sector. It is suggested that research-
ers who plan to work by reconciling these two
issues in the future should also examine the is-
sue from the perspective of tourists.
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