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The delicacy elements in tourist destination image

— A case of Chengdu

LI Xiangyun LU Xingyang GUO Xuan
(1. Department of Tourism Sichuan Tourism College Chendu Sichuan 610100 China;

2. School of Business Administration Southwestern University of Finance and Economics)

Abstract: Delicacy is one of the important parts of tourists’ experience. Based on the destination image theo—
ry taking Chengdu as a case the elements of the delicacy were recognized by analyzing tourists travel notes.

It was found that the number and frequency of the expressions regarding delicacy account for nearly 20% in
destination image description illustrating the importance of delicacy and great attraction to tourists; information
sources played an important role in affecting tourists’ recognition of delicacy with introduction from their rela—

tives as the most predominant; and over-commercialized delicacy resulted in bad reputation.

Key words: tasty food tourism; destination image; word frequency analysis
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Study on the image of kebabs in the Han Jin and Northern Dynasties

— And the distribution in the world of contemporary kebabs

WANG Renxing
( China Food Newspaper Press Beijing 100073 China)

Abstract: Archaeologically found images and related utensils and objects in the Han Jin and Northern dynas—
ties implied that in the period from around the BC to the 6th century AD kebabs have been popular in Chi-
na’s Yellow River basin and its surroundings. The most delicious in the world and admired by royal should be
the main reason for the prevalence of kebabs. More than a thousand years afterwards the decline of classical
kebabs and the popularity of Xinjiang-style kebabs confirm the historical facts that Chinese food has bright
spots and innovation. Today kebabs are enjoyed in dozens of countries and regions. To find the source of ke—

babs is a big topic needing multi-national scholars to do it together.

Key words: image of kebabs in the Han Jin and Northern dynasties; kebabs; distribution of kebabs in the

world; food culture



