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Abstract

With the concern of the quality of food, people are becoming interested in food tourism, which has
gradually attracted the attention of internal and external scholars. First, the connotations of food
tourism-culinary play an important role during the journey which is discussed. We also put for-
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ward that the research about food tourism should pay more attention to the influence of food on
tourists’ behavior and destination. Secondly, the influence of food on the economy and culture of
tourist destinations has been analyzed. Then an important concept in literature and food image is
been discussed. Food image is tourists’ perception of food attribute and affection, which belongs to
tourists’ perception image. Finally, some enlightenment for the tourism industry is provided.
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R R R B E S 5 R I o RIERR RS — RANES) . E AR SE BRI A 7T
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