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Abstract

Reviewing the reports about meanings, formats and importances of Food Consuming Tradition in
Travelling was showed that there are different definitions of Food Consuming Tradition according to the age.
The meanings and formats of Food Consuming Tradition were mainly separated into 3 topics, 1.) Creating the
worths. 2.) Creating the meanings and 3.) Creating the differences, for promoting the travelling industry and
improving the consumers' behaviours, especially, the relation between food consuming and travelling.
The procedures or formats of Food Consuming Tradition were used in this case. Therefore, consumers will have
more choices to perceive about products and/or services which can satisfactorily make them most pleasant.

These factors will subsequently lead to the income making and stability of economy.

Keywords: Consumer culture, Gastronomy
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