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ABSTRACT

This study investigated the research trends in Korean food tourism through a bibliometric approach, and analyzed 700 Korea
Citation Index (KCI)-listed articles published between 2000 and 2025. Using VOSviewer (version 1.6.20), keyword
co-occurrence networks and clustering were utilized to examine temporal changes, core themes, and structural linkages in the
field. The results revealed three major findings: First, food tourism research has steadily increased since 2004, showing rapid
growth after 2010 and stabilizing at more than 40 articles annually in the 2020s. Second, keyword frequency analysis revealed
that “food tourism” (109 cases) was the most central and frequent term, reflecting both conceptual integration and thematic
expansion. Third, the cluster analysis identified seven thematic groups, including market segmentation, locality and
authenticity, expanding culinary culture experiences, tourist behavior and response, data-driven methodology, tourist
perceptions and values, and global diffusion and social issues. These results suggest a system in which the knowledge structure
of food tourism research develops from a conceptual basic stage to various cultural, methodological, and global dimensions.
Through this, it contributes academically and provides practical implications for future food tourism policy establishment and

food tourism product development.
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Table 1. Research methods and procedures
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Description

Collected academic papers published between 2000.1 and 2025.6

Data collection

Source: Korean citation index (KCI)

Search terms: food tourism OR culinary tourism OR gastronomy tourism

Initialresults: 1,315 papers

Excluded duplicates, irrelevant papers, and keyword errors
Merged ‘culinary tourism’ into ‘food tourism’

Final data set: 700 papers

Data selection . .
Two categories for analysis:

1) Food tourism (including culinary tourism)

2) Gastronomy tourism

Analytical tools VOSviewer (v1.6.20)

Applied thesaurus.txt to unify synonyms and variations

Analysis of yearly research trends
Frequency of major keywords

Keyword co-occurrence network analysis

Analytical methods — Link strength, centrality

Clustering of research themes

Density visualization & overlay visualization
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Table 2. Evolution of food tourism research: Key keywords
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Fig 3. Top 20 keyword frequency in domestic food tourism research.
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Table 3. Meaning by cluster topic group
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