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via the Internet from people probably outside 
the region. Only 36% of all respondents could 
name at least one dish or regional food product. 
It appears from the collected data that Kuya-
via is mostly associated with duck blood soup 
(czarnina), cabbage with peas and incorrectly 
with Toruń gingerbread. Individual persons 
gave the names of less popular dishes, such as 
plum soup or Kuyavian oil made in Kuyavia. 

In Kołuda Wielka (near Inowrocław), there is 
an experimental station of the National Rese-
arch Institute of Animal Production (Fig. 3A). 
Long-term breeding and research resulted in 
a different breed of goose Biała Kołudzka (white 
goose from Kołudza) (Fig. 3B). Although goose 
meat has been promoted as a regional specialty 
for several years, none of the respondents con-
sidered it as a Kuyavia-specific product.

Figure 3. Experimental Station of the National Research Institute of Animal Production  in Kołuda Wielka; Biała 
Kołudzka goose (Photo by A. Dąbkowska)

There were few answers – only 32 – provi-
ding examples of particular dishes from the 
Warmian-Masurian region. The respondents 
found dzyndza�ki (kind of dumplings) and far-
szynki (kind of potato knodel) most characte-
ristic. They associated the region mostly with 
fish prepared in various ways (e.g. smoked fish, 
fish soup). Moreover, one person named a tinc-
ture – nied�wiedziówka, i.e. alcoholic beverage 
based on honey and spirit.

When it comes to Podhale cuisine, the ans-
wers were not varied. Podhale region is mainly 
associated with cheese – oscypek (smoked 
sheep milk hard cheese) and bundz (sheep milk 
cheese) and kwa�nica (sauerkraut soup). About 
57% of the respondents named at least one dish 
of that cuisine, including 37% choosing oscypek 
as a characteristic product and only individual 
persons chose roasted mutton, bryndza (sheep 
milk soft cheese) and ha�uski (thick soft nood-
les or dumplings).

The cuisine of Kurpie also proved to be 
unpopular. Only 15 respondents correctly 
named a  dish from this region: Kurpie cake 
(babka kurpiowska), barley soup (krupnik), ko�-
duny (stuffed dumplings), cabbage with mus-
hrooms and rejbak (potato cake).

The next question was about the actual 
preparation of tourists for their journey. The 

majority of respondents – 60.2% – stated that 
they do not perform any research on local cui-
sine before their trip. Lack of action to obtain 
relevant information is probably caused by 
the spontaneity of preparations and the idea 
that the implementation of a previously accep-
ted tour programme will still give them the 
opportunity to taste regional specialities. The 
actual preparation (39.8% of the respondents 
does so) helps the tourists pay special atten-
tion to regional products and reduce the risk 
of disappointment when the “exotically” called 
dish, as e.g. karminadle – a traditional Silesian 

Figure 4. Willingness to participate in a trip with a cu-
linary theme
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dish, turns out to be a  familiar dish, known 
as minced meat cutlet. First of all, it is worth 
mentioning that giving up previous search for 
information on the cuisine specialities of the 
visited region forces the respondents – 68.5% 
(85 people) – to look for restaurants or bars 
offering dishes of regional cuisine during their 
trip, which is connected with the loss of time 
and in many instances giving up finding such 
a place.

The obtained results also indicate the 
demand for interesting offers addressed to 

culinary tourists. As many as 79.8% of the 
respondents showed willingness to participate 
in theme trips in order to get acquainted with 
dishes and culinary products of a  particular 
region connected with sightseeing, getting to 
know the culture and tradition of a region. Only 
13.7% of the respondents could not decide and 
6.5% claimed no interest in such an offer (Fig. 
4). The importance of food for a modern tra-
veller can also be proven by common mentions 
on postcards sent from journeys (Buczkowska-
-Gołąbek, 2016).

5. Summary and Conclusions

For centuries eating meals together has been 
a crucial element of life. After a busy day of work, 
studies and other duties, people sat at a table. It 
was often the only time and place where family 
members met together. Also during celebra-
tions, the table full of special dishes played the 
most important role. In the rush of modern life, 
eating meals together has slightly lost its value. 
We do not pay such attention to it, because of 
the pace of modern life and lack of time. Meals 
are prepared quickly and ready meals are often 
bought and consumed quickly and at different 
times. Despite the increased pace of life, many 
of us began to see the need of change in the 
kitchen and during meal preparation. We also 
pay greater attention to the ingredients of pro-
ducts and their origin. We are starting to appre-
ciate new tastes and various ways of preparing 
the food. TV shows with celebrities or chefs 
teaching us how to cook are extremely popu-
lar. The number of programmes and books 
on healthy cuisine continues to increase. The 
popularity of healthy and interesting cuisine 
also causes changes in tourism. It is not enough 
anymore to go sightseeing, to appreciate the 
landscape etc. Modern tourists want something 
more: contrary to pervasive globalisation, they 
want to enter into authentic local culture, learn 
customs, try unknown dishes and beverages as 
well as to discover local delicacies. This “search” 
for tastes has become a reason of the culinary 
tourism development. 

The research showed that young people 
are open to new tastes, eager to try new 
dishes and products, especially regional ones. 
Healthy natural products of high quality are 

desirable and sought after. The uniqueness of 
dishes, their local flavour and the richness of 
flavours may be of special value to the tourists. 
Consumption of meals is a crucial element of 
journeys, and a local cuisine may become one 
of the attractions. Analysis of the culinary tou-
rism in Poland indicates that culinary tourism 
trails are the basic element of culinary tourism 
marketing. In 2014, there were over 20 opera-
ting culinary tourism trails in Poland with tra-
ditional and regional products in their offers. 
Because they are a relatively new development, 
they are not well known and not recognised by 
tourists. Simultaneous advertising of culinary 
trails with advertising of traditional products 
from regions with trails should be conducted 
through coordinated actions of institutions, 
organisers and creators of both the trails and 
those who promote the regional products. 
Therefore, building a  shared brand for all 
trails, impeccable information on their speci-
ficity and offer as well as effective popularisa-
tion should be a priority.  

Due to the limited knowledge of regional 
cuisine in Poland by the younger part of the 
society, as evidenced by the questionnai-
res whose respondents were mostly young 
people, it would be necessary to improve the 
education about products and dishes from 
different regions of Poland as part of the 
intangible cultural heritage of the country. 
Agricultural and food products are under 
special protection and thus have a  better 
chance to become known through the Euro-
pean Union system of Protected Designation 
of Origin (PDO), Protected Geographical 
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Indication (PGI) or Traditional Speciality 
Guaranteed (TCG).

Advertising regional and traditional pro-
ducts, culinary trails, culinary festivals and 
workshops would attract potential tourists not 
only from our country, but also in a long per-

spective from abroad. Polish cuisine, with its 
variety, unique taste and centuries-old tradition 
of the products, has a huge potential to become 
famous among foreigners. However, long-term 
and deliberated gastrodiplomatic actions are 
necessary.
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