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V. Abstract 

The idea of project is to enhance role of culinary tourism in local areas of Azerbaijan. The 

main aim is to bring more tourists to rural areas of Azerbaijan with assisting of local cuisine and culture 

in sustainable framework.  This project is one of the good examples how we can develop sustainable 

tourism in rural areas of Azerbaijan which will give a great deal of opportunities to local residents and 

will give unforgettable memories to incoming tourists. The main aim of project is to increase economy 

and tourism in rural areas, decrease unemployment, branding Azerbaijan as a travel destination, create 

niche product for international tourists and make close relationship with government and local people. 
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1. Introduction  

 

Nowadays, tourism has become to take the main role in the economy of the world. According 

to United Nations World Tourism Organization (UNWTO) (UNWTO, 2012), there were 

approximately 983 million international tourist arrivals worldwide in 2011 and international tourism 

receipts has grown up to US$1.03 trillion. Despite of crisis in 2008-2009, tourism continued to grow, 

hit new records in world economy and saved a lot of jobs. UNWTO forecasts that international tourist 

arrivals will be over 1.4 billion in 2020 (UNWTO, 2012). These facts make tourism an instrument for 

developing economy of the country. Therefore, tourism has become popular industry in developing 

countries. Early researches have shown how tourism can increase the level Gross domestic product 

(GDP) of developing countries. Hence, the bottom line of project “Taste the Delicious Treasure of 

Azerbaijan (TDTA)” is to develop tourism in rural areas of Azerbaijan using culinary and rural tourism 

resources for increasing overall economy in the country.  

Tab. 1 Typology of culinary tourism resources 
Source: Ignatov, and Smith (2006, p. 240); Smith and Xiao (2008, p. 290). 

 

Tourism is a main part of modern economy, in which food plays significant role. Food is an 

important part of all cultures, a main element of global intangible heritage and highly significant 

attraction for tourists and creating linkage between food and tourism providing opportunities for local 
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economic development. It provides new opportunities for tourism destinations and meanwhile, creates 

new challenges in the fields of experience development, marketing and branding. Corigliano and 

Baggio study 2002 (cited in Horng & Tsai 2012, p.796-816) states that culinary tourism is a new 

concept that combines food and tourism; it emphasizes that local foods are among a society’s most 

precious natural cultural. As Long (2005, p.20) states “Culinary tourism is about food as a subject and 

medium, destination and vehicle, for tourism. It is about individuals exploring foods new to them as 

well as using food to explore new cultures and ways of being.” For demonstrating local features 

cultural characteristics and local features, a tourism destination must unite the featured culinary 

cultures with tourism resources to support the culinary tourism strategies.  There are different culinary 

resources Ignatov and Smith (2006, p. 240); Smith and Xiao (2008, p. 290) classified culinary tourism 

resources as facilities, activities, events and organizations (Table 1).  

Rural tourism and agritourism is a fastly growing industry in Europe and North America, 

experiencing an annual growth rate of 6%. In many developing countries rural areas has become a 

significant source of livelihood for the rural population. Tourism has demonstrated to be growth 

engine for many Asian countries and it is largely driven by international tourists. The rich tradition 

gives to rural areas opportunity to become a source of attraction for the urban population. Gannon 

(1994, p.51-60) states that rural tourism is “a range of activities provided by farmers and rural people to 

attract tourists to their area in order to generate extra income for their business.” Bonntron and 

Lassnier (1997, p.427-446) study shows that tourism contributes significantly to rural employment.   

Azerbaijan is a territory with 9 climate zones out of 11. Climate gives opportunity to organize 

tours in summer and winter season. “Very common are ecological tours to Azerbaijan, which include 

visits to nature reserves, trekking and climbing routes. Midday sandy beaches offer opportunities for 

diving, and swimming season starts in Azerbaijan in May (Azerbaijan.Travel 2012).” According to 

Azerbaijan.Travel (2012) tourist arrivals are increasing every year and in 2011 it was more than 2.2 

million. Location on the Silk Way route makes this destination popular for some tourists. Azerbaijan is 

located in the south-eastern part of the Transcaucasian region, western Asia. Population is 

approximately 9 million. Its area is 86 600 sq. m. km. Azerbaijan.Travel (2012) states that “The 

Azerbaijani cuisine has long won recognition both in the East and in Europe. It was written in ancient 

written sources by famous historians and travelers.” 

TDTA is unique project for Azerbaijan in order to increase tourism in rural areas. Rural areas 

of Azerbaijan have rich tradition, delicious cuisine and outstanding art.  
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2. Concept of Project 

 

According to Director.co.uk (2010), "Two years ago the World Bank named Azerbaijan the fastest-

reforming economy in the world. It's now settled into a creditable 38th in the best place to do business 

report." Nevertheless, Azerbaijan still in list of developing countries and economy growth has shown 

only in several big cities. In order to develop rural areas TDTA project will assist increase popularity of 

tourism in rural areas of country and life of population rural areas will be better. Nowadays, it is 

tendency that people from small cities and villages moving in to capital city or other biggest cities in 

country.  The reason is unemployment and relatively low life standards in rural areas. The aim of 

project is to try to eliminate these negative factors and enhance the life level of rural population. 

Bottom line of project is preserve traditions and culture, create sustainable development of rural and 

culinary tourism, increase GDP of country and provide opportunity for families in rural areas to 

increase their income. TDTA will also educate the local community about several concepts of 

sustainable tourism development.  

 According to TDTA project, a tourist will choose one village from 10 options. Then, he or she 

arrives to capital of Azerbaijan – Baku. In Baku tourist will have orientation for 1-2 days, depending on 

the tourist. In orientation, team members will train and explain general details about local people, 

traditions and culture in chosen destination. Besides, in these days tourist have a time for discovering 

Baku. He or she can order city tour. After orientation, tourist is going to destination and staying in one 

of the families in the destination. Family members or tour guide will explain traditions of village during 

tea drinking or eating national cuisine. The next day’s tourist will discover all different kinds of arts, 

farming and agriculture in the destination. He or she can also try to help family members to cook food, 

to help in farm, try to make some pottery bowls, play national games and so on. Tourist will feel 

himself or herself as it home and member of family and community. It will give to the tourist 

unforgettable memories about destination and about his vacation.  

 Orientation in Baku is one of the significant parts of the project. Tourist will have general 

knowledge about destination. When tourists go to some destination he or she has several questions in 

his or her mind. For example: How is destination look like? What types of attractions it has? What is 

forbidden to do what is not? What is typical to this destination and local people there? Orientation 

tries to answer to all these questions. It also prevent most of risks that tourist may has face. Obviously, 

some of local people are very conservative and they consider that foreign tourists will change their old 

traditions and culture. Therefore, before project starts several community meetings and workshops will 

organize in order to eliminate these thoughts among local people. However, the positive point is 

Azerbaijan has well known because of its hospitality. According to lots of comments in Tripadvisor 

and in several travel blogs, the most of tourists are very liked the local people and their hospitality. 

There is a well-known saying in Azerbaijan that if guest come to my house then he or she is our family 
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member. Another point of orientation is tourist can purchase or rent equipment or buy different 

souvenirs during orientation days in Baku. There is also option that during orientation tourist can stay 

in one of the families in Baku, so he or she can learn about modern life of townsman. Going to some 

night clubs, restaurants with European and National cuisine, walking in shopping streets will give 

unforgettable experiences (Fig.1). 

Fig. 1: Shopping streets in Baku 
Source: Trend (http://www.trend.az) 

On the way to chosen destination tourist can visit several other destinations and make lunch 

or tea break in national restaurants and buy some souvenirs as well. When visitor arrives to destination 

family members will wait for him near the door and after they will show the room and all other 

facilities in the house. After several hours of free time they will make lunch or dinner for the visitor. 

During preparation tourist can help the family member in order to know more about traditions. Family 

members will talk about traditions of village, cultures. What kind of farming, agriculture and arts are 

developed in the destination and try to get more hospitable with tourist. Tourist will familiarize with 

members of family, their family traditions and their typical everyday life. After having lunch or dinner 

tourist and hosting family can play some national games and drinking tea (Fig. 2). 

Fig. 2: Playing backgammon  
Source: Day.az (http://www.day.az) 
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Following day, visitor exploring the destination arts and farming. He or she can see how 

womens making national carpets and try to help them. Learn more abour weaving techniques. The 

several carpet weaving schools were formed in Azerbaijan. They got their names from regions and 

become known as Guba, Baku, Shirvan, Ganja, Gazakh, Garabakh, Nakhichevan and Tabriz schools. 

Origins os carpet weaving in Azerbaijan are tracked back to Bronze Age. Archaelogical findings and 

written sources testify that as early as in the 2nd millenium BC people living in the territory of 

Azerbaijan used to weave various carpet-wares. It shows that carpet weaving is very old culture of 

Azerbaijan and it developed in most regions of the country. Therefore, to learn more about this art and 

try to weave carpet will challenge the tourist and also gives him or her extraordinaory feelings (Fig. 3).  

This experience can increase word of mouth in incoming tourists which is very significant in marketing 

strategy of project.  

Fig. 3: Carpets in Azerbaijan  
Source: Improtex Travel Tours & Conferences 

TDTA project is very complex and has broad options for tourists. Wide range of options, 

uniqity of tourism product makes it niche product. It is obvious that some tourists may do not like the 

food in destination. Therefore, during orientation or before orientation tourists can choose his or her 

menu during the travelling days. There were several options of menu which is only included national 

meal of selected destination. Hence, vegetarians and other target groups can join to this project and 

travel to Azerbaijan. Visitors can also choose family by themselves. This project is unique because 

tourist can make his or her own tour package. He or she can add more attractions, choose hosting 

family, choose what kind of art he like to learn and try and what kind of entertainments he wants.  

The one of the most interesting part of TDTA project is tourist can participate in national 

holidays. One of the most wide known is Novruz. Novruz is the traditional Azerbaijan holiday. 

Preperation for this holiday begins one month before. There are 4 elements of Novruz Bayram: water, 

fire, earth and wind. Each Tuesday people celebrate one of the elements. In this month people do 

house cleaning, plant trees, paint eggs, make national cookies such as shakarbura, pakhlava and so on. 

Officially Novruz is on 20-21 March every year. On these days children knocking every door and put 

their hats near the door and family has to put some cookies, nuts and sweeties. It is also a family 

holiday and all members of family gathering together around the table taste the all delicous meals and 
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pastries.  Novruz means the coming of New Year and in ancient times Novruz was the New Year 

event for people and from these times it preserved as a tradition and each year in March 20-21 every 

citizen celebrating this national holiday (Fig. 4).  The holiday lasting several days and ends with festival. 

Public dancing, folk bands, contests of national sports, crop holidays and others are attribute of 

festival. The decoration of Novruz table is khoncha. Khoncha is a big silver or copper tray with 

Samani placed in the centre and candles and eggs 

by the numbers of family members around it. 

They put cookies as shakarbura and pakhlava, 

different kind of nuts, dried fruits on this tray. 

Participating in this holiday will be the unique 

travel experience for visitor. He or she can 

participate in games, sports, buy some national 

cookies, dress, souvenirs, etc.  

Fig. 4: Novruz Holiday in Azerbaijan  
Source: Trend (http://www.trend.az) 

Major aspects of tourism is to develop sustainable tourism in rural areas. Project assisting to 

preserve and increase traditions, culture and art among local people. After the first phase of project 

local people try to save the traditions, culture and art in order to enhance the level incoming tourists 

and being amazing destinations in the country. Competiteveness will be higher and it will help for 

developing rural areas. Tourists can taste only natural foods, vegetable and fruits from the farms of the 

destination. Local government will start to work with local people in order to develop sustainable, 

culinary and rural tourism which will help to build close relationship and will try to avoid any 

misunderstanding between stakeholders. Local people can make their own souvenirs and after can 

open gift shops which will help to decrease level of unemployment. People will be educated after this 

project and will try to save the nature and culture for future generations. Tourist and family members 

will interchange with ideas and thoughts about destinations. It will help the local people to challenge 

new obstacles towards the success in the tourism field.  
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3. Development and Marketing 

 

According to project plans, target group will be Europe and Commonwealth of Independent 

States (CIS) countries. It is also possible that tourists from North America, Africa, Austrila and other 

Asian countries will come to destination. However, Europe and CIS countries the nearest countries to 

Azerbaijan and flight will not cost so much as from North America to Azerbaijan. Why we choosed 

Europe and CIS countries? The most of European tourists has tendency to go out Europe because 

most of them have already seen the several European countries. Therefore, they are looking for unique 

and extraordinary destinations. This is one of the main factors. Another point is the most European 

tourists have visited the Turkey and liked the destination and local people in this country. Taking into 

account that Azerbaijan and Turkey people are relatively similar and our language is also from the 

turkish group languages, we can consider that European tourists will like Azerbaijan as a destination. 

From ancient times travellers from Europe are passing through Azerbaijan and they wrote more about 

this country and they had positive experience with this country. The most European tourists are 

interested in Silk Way and Azerbaijan is located on this way. Location on the Silk Way is opportunity 

for Azerbaijan and incoming tourists. Incoming tourists after visiting this country can continue their 

trip to other Silk Way countries.  This project has wide range of options and it is almost consist of 

individual tours and tourists from Europe is more likely to have individual tours where they can change 

time scheduele or other options. Project has very flexible tour packages where tourists also can 

organize his or her own tourpackage. The most of citizens of CIS countries can speak in russian. It 

gives opportunity to Azerbaijan as a destination because local people in rural areas of country can also 

speak russian. The flight also not so expensive for CIS countries. Russia the biggest country in CIS 

countries the main target group. Russian tourists are more likely to eat delicous food and drink national 

drinks. There are a lot of Azerbaijan citizens working and living in Russia. Therefore, they have more 

knowledge and information about Azerbaijan as a destination. Tourists from Russia knows that 

political and social conditions in country are calm and tourist can freely visit the country and come 

back without any problems. However, North America and other overseas countries knows about 

Karabakh conflict and they have somehow fear to visit the country. Nevertheless, Azerbaijan still has a 

lot of tourists from North American countries. Russia is a big potential target group of TDTA project. 

Nowadays, a big number of tourists from Russia are visiting Azerbaijan but most of them just visiting 

capital of the country and several biggest tourism spots like Shaki, Gabala and Ismayilli. After this 

project tendency may change from biggest tourism spots to the smallest ones. There also several CIS 

countries which can speak turkish language and local people in Azerbaijan may also speak turkish. For 

instance, Uzbekistan, Turkmenistan Kazakhstan and so on.  

How we will reach to chosen target group? As mentioned above the main target group is 

Europe and Russia. Secondary target group is other CIS countries. To reach European market project 
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team with one or two hosting families will go to different exhibitions in Europe. We will develop the 

same experience on the stage in exhibition. Visitors can taste some foods and drinks and can watch 

commercials stage. Hosting family will dance national dance or making pottery and it will interest the 

visitors. All project members will wear national clothes and all stage is decoraated unique with national 

ornaments and also in the corner it will decorate like room in one of the hosting family. Visitors can 

imagine themselves for several minutes that they have already bought the tour package and 

participating in this project. The one of main exhibiton for project will be ITB Berlin. There we can 

make also contracts with biggest tour operators of Europe as TUI , Thomas Cook, Travelport and so 

on. After exhibition, project member will go to several biggest cities in Europe and will make their own 

exhibition in city centers. Commercials also will be major instrument of marketing strategy. We will 

make two commercials, one for European market another for Russia and CIS countries. Commercials 

will be shown in different wide-known TV channels of Europe and Russia. In other CIS countries 

commercials will not be shown. Commercial will show the one day life of tourist with family. How 

they having tea ceremony, dining, trying to weaving carpet or trying to make pottery bowl. Infotours is 

also significant marketing plan in TDTA project. There will be two infotours. First, well-known 

tourism journalists and bloggers from Europe. Second, well known tourism journalist and bloggers 

from Russia. It is interesting that each them will be in different destinations with different hosting 

families. It will help participant of infotour to be in shoe of tourist and write about this project. 

Moreover, these participants will choose tour package options by themselves. Typically, infotours are 

fixed tour programs but in this case infotour participants can choose options by themselves. It helps to 

generate atmosphere of real tourist in real trip. After infotours, these participant can write articles 

about this project what they experienced. How was their feeling, what they adored in this project what 

they did not like and so on. It will also help project team to work on some mistakes if they would have 

it. It can be possible that one of journalist or blogger will not like some elements in this tour. Then, it 

will be problem because if he or she write about this negative element. If we look to this problem in 

another point of view, if journalists will write only positive things nobody will believe in his or her 

articl, even if he or she is well known. There are two significant points: we can learn from mistakes, the 

articles will be more beneficial if there is some negative points as well. We are sure that negative points 

will not be so crucial. Hosting families are choosen by professionals from tourism, psychology and 

socioloy fields. The key element of this project is hosting family. Therefore, we are choosing them very 

carefully. We also will coworking with European and CIS touroperators for selling our product and 

branding our product. Relatively different corporative rates will give opportunity for touroperators to 

sell our product.  

Online marketing is one of the crucial part of marketing strategy of TDTA project. Creating 

project own website with online payment will increase the level of incoming tourists. It will give to 

tourists to be flexible and chose their own tourpackage or create their own tourpackage. Website will 

be connected to GDS system so tourists can also purchase flight or pay for hotel in Baku during 
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orientation. It also possible that orientation will be in another city where the airport is located. For 

instance, in Ganja we can also provide orientation. It depends on tourists and he or she can choose all 

these options using website. We also will be partners with Expedia, Travelport and another online tour 

operators and websites for broading our distrubition channels. Online advertisements will be in several 

major tourism related websites as Tripadvisor, Booking.com, Expedia, etc.
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4. SWOT analysis 

Tab. 2: Swot Analysis of TDTA 
Source: Nijat Baghirov 

Strenghts – Our team members are professionals of their work from tourism and other fields 

like psychology, sociology and so on. We planned all details of project very carefully and detailly. All 

risks and oppurtinities are calculated.  Our team members have all skills for organizing trainings for 

local people or local government. Ministry of Culture and Tourism (MCT) and other local 

governments are proved our project and are our partners. MCT will assisting us in exhibitions and 

during making commercials for our marketing strategy. It also has political power and having MCT as a 

partner will help us with working local government. They know us a serious organization and believe 

us that we can increase development of tourism in their destinations. Funding from government is a 

great opportunity for creating website, working with local government, participating in exhibition. The 

difference between funding from government and funding from another source like a bank is that 

government is giving its funds for developing the country and rural areas. However, it is not as a easy 

as it seems. Because government is fundung by milestones. As soon as we finish project phase 1 

successful, government is giving another part of funds for the next milestone of project. We have very 

strict finance plan and we have to go step by step by this finance plan. Language skills of local people is 

a big opportunity for getting in touch with tourist. Obviously, we they do not have these language skills 

tourists will come by tour guide. Then, it will be somehow obstacle because it is different feeling is 

talking without translater with your guest. Therefore, Russian tourists is one of the main target groups. 

Corporative partners all over the Europe and CIS countries creates broad distribution channell for 
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selling our tour packages.  Having these companies as our partners will also prove to tourists that it is 

serious and wide-known project and they believe in this project, then try to participate as well.  Wide 

range of options will make our product to niche product. It gives flexibility to tourists to choose 

whatever he or she want. He or she can choose from different meals, hosting families, destinations, 

transportation, attractions and so on. Website with modern features will help to increase the sales. 

Tourist can enter to our website choose his or her product or create his or her own tour package, 

choose the destination for orientation and so on. 

Opportunities – Project gives opportunity to develop sustainable tourism in rural areas. Local 

people will be educated in order to preserve culture, tradition and art for future generation. After 

several workshops with local government and local people, there will be close relationship between 

them and any small problems will be solven on the government level. After establishing this project 

and increasing the number of incoming tourists, GDP level of country will rise. Moreover, local people 

will increase their income and it makes their life standards better. After, they can educate their children 

in universities and will also enhance the educational level in rural areas. Unemployment will decrease, 

one family will host the tourist, another will make suovenirs or will work in his or her pottery shop. 

Local people can speak in russian and turkish and it gives them opportunity for selling, teaching and 

training more directly. Tourist is also will be more comfortable to talk without guide with family and 

community members. Project is also opportunity to preserve tradition, nature, culture and art without 

that local people after several years cannot be hosting family and community so they understand this 

principle and try to be responsible citizen. Overall, project will help to make the Azerbaijan as a brand 

of tourism destination.  

Weaknesses – Training and educated some families which only finished school or even have 

not finished school will take more time for our professionals. However, they are professionals and they 

know how to deal with all kind of people. It will not be so a big obstacle for our project. Another 

disadvantage can be price if tourists will buy it not from direct distribution channel. It can be higher 

and tourists can refuse to buy our product. Therefore, several price strategies will be discussed with 

cooperative partners.  Another obstacle can be problems with local people. Some of them may be too 

conservative and try to avoid talking with tourists and not participiting in this project at all.  

Threats – One of the risks is tourists arrivals maybe not as much as forecasted. It can be 

because of political situations. Karabakh conflict and bordering with Iran can be a big obstacle for 

tourists to choose our destination. Another risk is marketing strategy need lots of financial funds and it 

may not refund after project.  
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