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Street Food Tourism. Perspectives and Experiences 
of Two Countries – Vietnam and Poland 

Turystyka kulinarna. Perspektywy i doświadczenia dwóch krajów – Wietnamu i Polski

Abstract: This article aims to showcase the perspectives and experiences of street food in Vietnam 
and Poland. While the tapestry and historicity of street food tourism is variegated in the two countries, 
its prevalence and persistence are enduring in both countries. The methodology used to compile this 
conceptual article included a survey and observations by two of the authors. The findings indicate the 
embedment of street food tourism in the lives and cultures of both countries. Growth in Poland can be 
ascribed to experimentation with luxurious and “foreign” cuisines in the mix. In Vietnam, food served 
in the streets is traditional, and the settings are commonplace, simple and ordinary, against a backdrop 
of human and traffic congestion. The occasional mobile vendor with bamboo sticks and baskets, push 
carts and bicycles/motorcycles complements. In Poland, the traditional dishes take a regional character 
because of the country’s historical legacy, and natural climatic conditions. Overall, Poles have shown 
an affinity to prepare and eat food at home. The upsurge in street food in Poland can be attributed to 
changing lifestyles, increasing incomes and women taking up professional jobs. For policy, it is clear 
that government has a big role to play especially in regulating street food as a health issue and ensuring 
public safety on the streets.

Keywords: street food; Poland; Vietnam; tourism; food tourism

Abstrakt: W artykule przedstawiono perspektywy i doświadczenia Wietnamu i Polski w zakresie 
ulicznej turystyki kulinarnej. Choć struktura i historyczność ulicznej turystyki kulinarnej jest odmienna, 
jej rozpowszechnienie i trwałość utrzymują się w obu krajach. Metodologia zastosowana do opra-
cowania tego artykułu koncepcyjnego obejmowała analizę dokumentów administracyjnych, ankietę 
i obserwacje uczestniczące prowadzone przez autorów. Wyniki wskazują na zakorzenienie turystyki 
jedzenia ulicznego w życiu i kulturze obu krajów. W Polsce rozwój turystyki kulinarnej w ostatnim 
czasie nastąpił dzięki eksperymentom z mieszanką kuchni luksusowej i „obcej”. W Wietnamie jedzenie 
serwowane jest na pełnych ruchu, zatłoczonych ulicach. Otoczenie jest tradycyjne i proste. Okazjonalnie 
pojawia się mobilny sprzedawca z bambusowymi kijami i koszami, wózkami pchającymi i rowerami/
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motocyklami. W Polsce tradycyjne dania polskie nabierają charakteru regionalnego ze względu na 
dziedzictwo historyczne kraju i naturalne warunki klimatyczne. Ogólnie rzecz biorąc, Polacy wyka-
zywali skłonność do przygotowywania i spożywania posiłków w domu. Wzrost sprzedaży jedzenia 
ulicznego w Polsce można przypisać zmianie stylu życia, rosnącym dochodom i podejmowaniu przez 
kobiety pracy zawodowej. Jeśli chodzi o politykę, oczywiste jest, że rząd ma dużą rolę do odegrania, 
zwłaszcza w zakresie regulowania kwestii dystrybucji i bezpieczeństwa żywności ulicznej.

Słowa kluczowe: gastronomia uliczna; Polska; Wietnam; turystyka kulinarna

INTRODUCTION

Street food is growing in developed and developing countries because of its 
convenience, affordability and uniqueness in flavours (Okumus & Sonmez, 2019; 
Giampiccoli & Mnguni, 2022; Dłużewska et al., 2022; rutynskyi & Kushniruk, 
2020). More than 2.5 billion people eat street food as a major source of daily calorie 
intake (Kraig & Sen, 2013). in urban areas, street food has become an acceptable 
alternative to home cooking because of quick access, variety and time-saving 
dimensions. Quick access is when you can pay and go (waiting time is minimal). 
Because of the sheer number of street vendors, variety is guaranteed. For working 
people, street food saves the buyers the hours required to prepare food at home. 
Properly prepared meals need time which many urbanites and tourists may not have. 

It could be said that there is an embedded institutionalization of street food 
which started with the eighteenth century’s capitalist economic system (see Santana 
& Amparo-Santos, 2019). it is a fact that “most of the world’s outside dining expe-
riences do not revolve around a restaurant culture but around a street food culture. 
indeed, for the majority of people on earth, when eating is not done at home, it is 
done outdoors, on the street, on the move, at a familiar vendor, interacting with 
the people who happen to be around you, whether you like it or not. Street food 
is the food of the people […] it is thus ancient world heritage and important to us 
all” (imai, 2019, p. 77).

Street food is more prevalent in developing countries. Ceyhun-Sezgin and 
Şanlıer (2016) postulate that in the Far East, street food has become a part of life. 
As such, it is part and parcel of the urban spatial landscape in Africa, Asia, Latin 
America, and the Middle East. In North America, hamburgers and hot dogs rule 
the streets, while in Europe, street food vendors are comparatively fewer (Cardoso 
et al., 2014, p. 1). This article aims to showcase the perspectives and experiences 
of street food in vietnam and Poland. While food tourism has a rich history, the 
experiences are variegated between countries. Hence, this article looks at Poland 
and Vietnam for insights into the phenomenon. 
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LiTErATUrE rEviEW

Street food has evolved over time. In Naples, for examples, street-food sellers 
sold food to poor neighbourhoods into the 20th century (Kraig & Sen 2013, p. 205). 
in Naples, pizza, fried fish, arancini, potato croquettes, vegetables and spaghetti 
were sold in the street wrapped in paper which has persisted to this day. Naples still 
has a stranglehold on street-food culture in italy (Kraig & Sen, 2013, p. 205). in 
France, street food did not have such prominence. But Paris showed vibrancy in its 
street-food scene in the Middle Ages. However, at a time when indoor restaurants 
were gaining prominence in the 19th century, food vending became less prominent 
but picnics kept their popularity in French society (Kraig & Sen, 2013, p. 133). 
France has a long history of traditional street-food specialties such as French fries, 
while bakeries proliferated everywhere selling bread (called baguettes), crepes, 
sandwiches, and various pastries – and roasted chestnuts and wine were sold on 
the streets in winter (Kraig & Sen, 2013, p. 133). A street with food stalls is a fa-
miliar cultural space in Vietnam with Vietnamese customs accepted for more than 
a hundred years ago when the urban area was formalized (Nguyen & Tran, 2010). 
In ancient China, street food was available despite the generally poor customer 
base, but rich people would send their servants to buy street foods for them to eat at 
home (Kumar, 2015). Street food is everywhere but differs in scale and prominence.

China has a long history of street food, such that it has become part and parcel 
of Chinese culture (Ma et al., 2019, p. 2). For locals, street food can also represent 
a survival strategy as it feeds large numbers of poor people. Street food is an important 
tourist experience and provides nutrition and variety as shown in the excerpt below: 

Whether corn-meal-based arepas in venezuela, kebabs in Turkey, dumplings in russia, Central 
Asia, China, and Korea, or even fried or toasted insects in Southeast Asia, all are models of lo-
cal food culture. Visitors from other countries almost invariably sample street food as important 
parts of their tourism experiences. (Kraig & Sen, 2013, p. 15)

Thus, street food is an important part of culinary traditions especially in the 
Global South (Cardoso et al., 2014, p. 1). While street food is considered food for the 
poor, it is diversifying itself in various ways to respond to the needs of consumers 
or producers (see, for example, Gourmet truck movement – Alfiero et al., 2017). 
Beyond the poor, other social classes have played protagonists for street food – 
in Portland (Oregon, USA), it is the radical middle class, that forged some class 
solidarity with the working class such that the petit bourgeoisie of Portland uses 
small businesses to pursue a populist political culture leading to a thriving street 
food scene (Newman & Burnett, 2013, p. 243; for an example in London, England, 
see Concha, 2020). Lemon (2015) describes the interplay of various factors and 
social classes related to street food with respect to Mexican street food in the USA.
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The urban environment continues to be upgraded by the hands of developers. These improve-
ments lead to the proliferation of urban landscapes with sidewalk cafes and new restaurants that 
have ultimately pushed Mexican food practices to the city’s periphery. In contrast, some city 
planners capitalize on Mexican cuisine culture and promote taco truck space as a way to market 
a city’s open-mindedness and ethnic diversity to attract the creative class to further economic 
development. The dissertation argues that eating at taco trucks is more than just a simple act that 
reinforces identity to the Mexican immigrant – it is also a spatial representational practice that 
performs one’s right to inhabit public space and the city at large. (Lemon, 2015, p. 21)

Globalisation has enveloped street food. Fusté-Forné notes that current neo-
liberal globalisation should be fought by promoting local food cultures and identity 
(Fusté-Forné, 2021, p. 42). Street food is interlinked with the global-local nexus 
as shown below: 

Street food experiences also boost a direct encounter between locals and visitors, which is a source 
of service quality. research has revealed how a particular local identity is transferred to visitors 
via street food tourism experiences. This is the case of Polish foods such as pierogi. However, 
in the current globalized world, street food events are also placed within the intersection of local 
and global. For example, while street foods communicate the values of local identities, they also 
convey the significance of global influences, as it happens with representations of Eastern food 
cultures in Western countries. in this sense, street foods respond to processes of hybridization in 
urban environments due to their cosmopolitan nature. Food is an identity marker which is often 
negotiating its place between local and global issues, between local visitors and international 
tourists. (Sgroi et al., 2022, p. 3)

Street food represents heritage and tradition and offers unique experiences and 
learning opportunities about local foods and traditions (Giampiccoli, 2020). it is well 
suited and connected to a new type of tourist, who looks for food and beverages that 
leads to learning about the food and knowing about local cuisine and culture (Kumar 
& rana, 2016, p. 8). Tourists want the experience of local cuisine, and to enjoy it 
(Hoang & Tučková, 2021, p. 1). For tourists, the aromas, smells, flavours and places 
do matter (Sgroi et al., 2022, p. 2). in Palermo (italy), you find food trucks where 
specialities are sold for immediate consumption, both sweet and savoury (Sgroi et 
al., 2022, p. 2). As such, street food represents a deep relationship with the local area 
(Privitera & Nesci 2015, p. 717). Local cultures are important because they reflect the 
ways of living and their standards as defined by local people. Culture is an expression 
of their identity. Street food, therefore, presents an opportunity to learn and experience 
local cultures and may well represent a coalescence or collusion of food cultures. 
Tourists marvel and, at times, get perplexed by the similarities and dissimilarities 
in these food cultures as expressed in how food is grown, processed and consumed 
in its value chain including the protrusion to practices, rituals, and values placed on 
food and ceremonies and celebrations that valorise it. The only negative part usu-
ally highlighted with street food is the issue of poor hygiene. Ceyhun-Sezgin and 
Şanlıer (2016) noted in their study that many street vendors did not possess adequate 
information on hygiene matters related to food preparation, processing, and storage.
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MATERIALS AND METHODS

As a methodology, this article is based on information gathered via a survey 
and non-participant observations by the authors residing in Vietnam and Poland. 
The authors are specialists in tourism who decided to write about perspectives and 
experiences of street food in their respective countries. This informed the choice 
of these two countries. Based on their competencies, the researchers in Vietnam 
did a survey and non-participant observation, while the researchers in Poland 
preferred non-participant observation only. At the root of this data gathering and 
analysis process was available literature, a survey in Vietnam and author observa-
tions in Poland. Part of the methodology included drawing from the insights from 
a survey that was undertaken in Vietnam by one of the authors from September to 
November 2022 with 163 domestic tourists and 68 international tourists regarding 
tourists’ perception of the typical food found in Hanoi, the capital city of Vietnam. 
Quantitative data were analysed using frequencies and percentages for illustration 
using bar graphs. In Poland, non-participant observation was utilised to gather 
data. Thematic analysis was used to analyse all qualitative data in which codes 
formed categories and the categories made up the themes that were analysed in 
this article. These themes included Traditional food, the setting and environment 
in Vietnam; The typology of Street Food Vendors; and Formalised street food trad-
ing in Vietnam. For Poland, two key themes were generated: Street food and street 
food tourism in Poland and Trends and patterns in street food in Poland. The next 
section looks at these case studies.

CASE STUDIES ON STREET FOOD

Street food and street food tourism in Vietnam

Street food vending in Vietnam varies in type, from mobile vendors with 
bamboo poles and baskets, or on bicycles or motorbikes, or food carts, to station-
ary vendors with a glass box on the pavement or a restaurant-like space open to 
the street with temporary service areas (Linh, 2021). The food on sale in the street 
is primarily local food (not international), which is produced “locally”, by local 
people, with “local ingredients”; and consumed by local, “Vietnamese people”. 
The image of Vietnamese street food can be recognized through traditional food, 
the setting and environment and the vendor’s image. These are explained below.
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Traditional food

Local food in Vietnam, a country in Southeast Asia with an agricultural civi-
lization of wet rice, is mainly made from rice, such as rolls, bread, doughnuts, 
phở, bún... These foods are served for breakfast or lunch in the afternoon, evening 
nosh for local people, who have the habit of spending this time on street experi-
ences. Results from a survey conducted from September to November 2022 with 
163 domestic tourists and 68 international tourists regarding tourists’ perception 
of typical food in Hanoi, the capital and economic and social centre of Vietnam, 
were as follows:

vietnamese traditional food in Hanoi is identified with Phở noodles (201, 
87%), Bún chả (fried pork noodles) (201, 87%), Cốm/bánh cốm (green rice) (169, 
73%), Bún ốc (snail noodle) (125, 54%), Ô mai (dried/salted fruit) (123, 53%) and 
Chả cá (grilled fish) (120, 52%). This scenario is shown in Fig. 1:

Fig. 1. Traditional Vietnamese food found in Hanoi 

Source: Authors’ own study.

In particular, Pho is considered a symbol of typical Vietnamese food, which 
has become globally famous as one of the dishes that attracts the most customers 
in more than 20 countries around the world (Ha, 2022). An in-depth interview with 
a Japanese tourist revealed that: :

I have heard that one of the must-try experiences in Vietnam is eating Phở. Mentioning Phở is 
referring to Vietnam. Phở is a kind of national food and it is famous in the world, I think.

referring to their first impressions of typical vietnamese food, a majority of 
tourists think that it is “seasonal and local food” (136, 60%), “light, neutral taste 
food” (111, 49%). (see Fig. 2).
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Fig. 2. First impression of typical Vietnamese food in Hanoi 

Source: Authors’ own study.

in describing the taste of the food on the street, tourists frequently used posi-
tive words such as “good”, “nice”, “delicious”, and “tasty”. Other words include 
“refreshing”, especially with respect to fruit juices, a common offering, or fresh 
ingredients, with green vegetables and herbs.

Therefore, street food is also characterised by “traditional food”, which means 
that tourists can find “something new”, “express local life”, and “experience au-
thenticity, which is typical only to the place (or region)”. 

The setting and environment of Vietnamese street food

Small businesses on the street have become the livelihood of people in urban 
areas. The setting and environment of street food have not changed much so far. It 
is unorganized in open and simple settings for both the cooking and service places. 
Street food space paints a picture of a tight space on the street and the pavement. 
Not only do street food places open to the streets, but they also contend for space 
with traffic and vehicles parked on the street. 

The cooking facilities at street food places are minimal, small in size, and 
simple/basic in design. Street food places carry only the utmost necessities. Mobile 
vendors usually use a bamboo stick and baskets, a pushing cart, or a bicycle/motor-
cycle with a box modified explicitly for food storage. The vendors who have a fixed 
open restaurant may have a cooker/oven with a big pot/cauldron with a big spoon to 
serve hot food and plastic tables and chairs allowing diners to sit and have their food.

Since 2008, the government has prohibited trading on the city’s roadways and 
sidewalks to avoid traffic accidents and ensure the city’s beauty. However, selling and 
consuming traditional street food is continuing as usual. Street food selling has been 
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a livelihood for some urban people, for many generations, so it is difficult for them to 
change to other businesses. For locals, eating on the street has become a cultural prac-
tice and a way of life. Locals in Hanoi consider street food stalls as the best traditional 
place to have a meal. For tourists, this is part of an exciting experience of the local 
life in a street food space. The fact that the police chase these “restaurants”, is also 
part of the experience for the tourist at the destination. An international tourist said:

i am eating when someone just shouted, “Police”! All the customers sitting on the pavements 
were asked to stand up and all the chairs and tables were quickly tidied up and stacked away. 
This practice did not seem a problem with many tourists, it might even become an attraction 
considering the quantity of tourists walking and sitting there at any one time.

For tourists, the intrigue and suspense that random police raids present, is 
part of the experience and adventure. The next section looks at typologies of street 
vendors in Vietnam.

Typology of street food vendors

Offering food and food services on the street is common. Street food vendors 
are abundant in most cities and towns in Vietnam. Street food vendors can be di-
vided into two types. First, they are the fixed sellers in a restaurant-like space open 
to the street. They are usually residents who have done this business for a long 
time. The established street food businesses may have more than one worker, those 
who prepare the food and the others assisting with the cook, serving the food, and 
cleaning up. These places naturally communicate as must-try heritage sites in the 
destination, and street food vendors are considered valuable artisans practising 
heritage with secret and heirloom recipes.

Second, they are the mobile vendors on the streets, an image that can be very 
specific to some tourists regarding gender, age, what they carry and what they do. 
A lovely old local lady who wears a cone hat carries food around using a bamboo 
stick or on a bicycle or sells food in one place using old facilities. Old, female 
vendors who are local are visible to tourists everywhere on the streets in Vietnam. 
These people live in rural areas and come to town to make a living. The reason 
why they maintain this job is to alleviate poverty in their families. A street vendor 
with seven years of experience in vending in Hanoi said:

Working at home as a farmer only gives me an income of 5 million a month, but selling food on 
the street gives me an income of 8–9 million a month. This income helps me support my whole 
family, including a sick husband who is no longer able to work and a child who is in high school.
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Images of street vendors have formed an indispensable and poetic scenery for 
urban life in Vietnam. For hundreds of years, street vendors have been depicted in 
paintings and photography as the soul of Vietnamese urban life. Fig. 3 portrays this 
scenario.

Fig. 3. Sketches of street vendors around 1925–1929, belonging to the collection of École francaise 
d’Extrême-Orient-EFEO

Source: Vietnam Oriental Institute.

Figure 4 shows the scenario in the early 20th century in Hanoi.

Fig. 4. Pho being sold on a Hanoi street in the early 20th century

Source: (Khanh Hmoong, 2013, https://catalogue.nla.gov.au/catalog/6490534).



59STrEET FOOD TOUriSM. PErSPECTivES AND ExPEriENCES OF TWO COUNTriES…

These images have recently become attractive for tourists to explore and 
experience more Vietnamese destinations. The image of street food vendors has 
been recognized as a symbol of Vietnam’s tourist destinations, which have been 
incorporated into innovative cultural products such as souvenirs which are sold to 
tourists. Figure 5 shows these artifacts.

Fig. 5. A magnet and a souvernir made of bamboo with the image of street food vendor 
Source: (Author, 2022).

“Formalized” street food tourism in Vietnam

Since 2017, when the government promulgated the policy to develop tourism 
to drive the economy, tourism has reshaped all small business activities into creat-
ing tourist destinations, including the street food business.

As for fixed street food spots, a few famous addresses have become must-visit 
sites for tourists. These sites are introduced to tourists as the places they will find 
the most authentic local food and cultural space, such as Phở Lý Quốc Sư, Phở Bát 
Đàn, Phở Thìn, chả cá Lã Vọng, bún ốc cô Huệ, bún chả Hương Liên. 

The image of street vendors, deeply rooted in Vietnamese street life, has 
become a symbol of local values. Street vendors move through all the streets to 
increase the number of buyers they serve and their presence enhances the tourist 
experience. They are at the centre of images that capture the local value of tourists. 
Tourists recommend and consider the food they eat as the most authentic local food 
that tourists must try. For small businesses, their income comes from selling the 
food and allowing the tourists to take pictures of the experience and the encounter. 
Street foods are ready to eat on the spot, without the need for any further processing 
or preparation (Ceyhun-Sezgin & Şanlıer, 2016).
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Some dishes that have become the identity of Vietnam, such as Phở, Bún chả, 
and Bánh mì, have been formalized to cater for the different types of tourists, from 
mass to luxury. These dishes have been served both in the streets and in luxury 
restaurants. For the common Vietnamese, a dish associated with the national brand 
is a great representative of the nation. 

Within the framework of the state policy on promoting recovery after the 
COVID-19 pandemic, the process of creating and valorising indigenous values 
for tourism development will take place vigorously and quickly. That process will 
profoundly impact traditional Vietnamese food, where street food is at the centre 
of as a Vietnamese core value. However, making street food tourism one of the 
key attractions for tourists to Vietnam, and creating a competitive advantage for 
the country’s tourist destinations, needs further research, particularly on the co-
creation of tourism products at the destination with a stakeholder approach. The 
next section looks at street food in Poland.

Street food and street food tourism in Poland

Traditional Polish dishes are different in different parts of the country. This 
is influenced by natural conditions (Kowalczyk, 2005; Krukowska, 2023). For ex-
ample, in the Baltic Sea region, sea fish has a large share in the diet; in the region 
of the Great Masuria Lakes it is lake fish, forest crops (mushrooms, berries); and in 
the mountains, in the south of Poland, lamb, sheep cheese and trout will appear on 
the tables (Kruczek & Krauzowicz, 2016, Szczepaniak & Tereszczuk, 2016). The 
shape of Polish cuisine was also influenced by a chequered history, especially the 
123 years of partitions, when individual parts of the country belonged to Russia, 
Prussia and Austria, respectively. For example, in the former russian partition (e.g. 
Warsaw), pierogi (dumplings), gołąbki (stuffed cabbage), and kartacze (grapeshot) 
were popular and also served in countries neighbouring Poland in the east. Vodka 
was the most frequently consumed type of alcohol. in the part belonging to Prussia 
(e.g. Katowice), Silesian roulade, Silesian dumplings, and thick soups were famous 
on the tables. in Lesser Poland, which belonged to Austria (e.g. Kraków), a pork 
chop (equivalent to Wiener schnitzel) or apple strudel was common. Beer was the 
most frequently consumed alcohol, and locally slivovitz in the mountains (Duda & 
Drozdowska, 2015). The most popular regional cuisines in Poland are Kashubian, 
Kuyavian, Podlaskie, Lubelskie, Kurpiowskie, Greater Poland, Silesia, Podhale and 
Lesser Poland (Orłowski & Woźniczko, 2016; Makała, 2015; Stasiak, 2015). The 
Polish culinary landscape was also influenced by the period of socialism, when the 
system of employee canteens, 1946–1989, became popular (Milewska, 2021).
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In all regions, Polish cuisine consists of soups, roast meats, boiled potatoes and 
other dishes, the preparation of which is very time-consuming and requires appropriate 
facilities (Orłowski & Woźniczko, 2016). Poles are used to preparing and eating meals 
at home. In smaller towns, the habit of going out with family or friends to a restau-
rant has not developed at all. Even in the 1990s, catering facilities in the provinces 
focused mainly on the distribution of alcohol. In turn, a meal in a proper restaurant 
in big cities was synonymous with luxury – available to the most affluent. The food 
function was taken over by employee and school canteens on site, which offered full 
lunches with soup and the main course. The quality of meals is very diverse – from 
wholesome, well-prepared dishes (some workplaces) to overcooked pasta sprinkled 
with cottage cheese (school canteens). However, meals were always eaten at the table 
on ceramic plates and metal cutlery. The factors mentioned above were not conducive 
to the development of street food in everyday life. In addition, street food was limited 
by the strict laws regarding the hygiene of preparing and serving meals, the need to 
apply for business activity permits, the inability to use the available space around the 
stand (e.g. to set up tables and chairs), etc. (Szołtysek & Ziętara, 2018).

Street food developed in circumstances related to leisure and fun (Fusté-
Forné, 2019). Particularly popular street foods were products that would be dif-
ficult to prepare at home (e.g. due to the need to have appropriate equipment) and 
consumption did not require a table. Cotton candy, ice cream, waffles, etc. were an 
inseparable part of the culinary landscape in holiday villages, during various types 
of festivals, and even – in the vicinity of churches, where crowds of believers at 
Sunday mass were a guarantee of sales. The products sold as part of street food 
also included doughnuts, buns, or regional obwarzanki, simply sold on the street. 
Slices of bread with lard and pickled cucumber and grilled Highlander cheese 
(oscypek) were also widely sold during festivals. In holiday towns and large cit-
ies, vendors also offered hot “dishes”. Mostly it was French fries and zapiekanki 
(heated roll with mushrooms, cheese and ketchup).

Along with the system changes in 1989, there was also a change in the 
types of street foods on offer – e.g. Turkish kebabs, hamburgers and the so-called 
“vietnamese Booths” appeared (Hebda, 2013). The interest in street food among 
Poles has increased. it has been influenced by the willingness to open up to what 
was foreign (which used to be unavailable), increased internal migrations for 
work, changes in lifestyle, lack of time to prepare traditional meals, lack of skills 
to prepare them, increase in income, taking up responsible professional work by 
women, etc. (Czarniecka-Skubina & rutkowska, 2015). As Czarniecka-Skubina 
and Kowalczuk (2015) write, the excerpt below captures these dimensions:

the lifestyle and habits of consumers have changed and influenced foodservice sector development. 
Among other factors, global trends such as demographic changes (growth of 1–2 members households), 
economic changes (average household income growth), as well as consumers’ knowledge growth 
(on topics: food, nutrition, health) have all contributed to changes in consumer food consumption.
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It should also be noted that since 2015 further changes have taken place in 
Poland. in the first period, the quality of the street food was not the best. it will not 
be an exaggeration to say that street food in the initial stage was mere fast food.

Trends and patterns in street food in Poland

The following years brought new trends (Kowalczyk, 2014). The most impor-
tant of these trends are as follows: First, street food is often bought for takeaway 
purposes to be consumed at home. This improved the quality of the dishes. Secondly, 
there is a growing diversification of the offer, including new “unknown” cuisines. 
Thirdly, the fashion for food trucks is slowly entering Poland. Food trucks commonly 
accompany music festivals and other mass events. Many of them have the right to 
use the space in front to set up a table/bench. Food truck culinary festivals are also 
organized, where the offer is like a culinary journey through countries and continents 
(Świtała-Trybek, 2015).

Fourthly, the street food offered at the fairs, in addition to the products usu-
ally served, has been enriched with traditional Polish cuisine (dumplings, tartare 
sandwiches). Mulled wine and mulled beer also became popular. The offer also 
includes traditional Polish soups: żurek, tripe, borscht and (Hungarian) goulash soup 
(Makała, 2015). Meals are served on paper trays and plastic dishes (which are bad 
for the environment). Fifthly, street food inspirations taken from countries where it is 
more common (e.g. Thailand, vietnam, China, Korea) are clear. This applies to both 
the culinary offer and the style of consumption which is ordering meals at various 
stands and eating at common tables. Previously, this was not known in Poland. This 
tendency is especially visible in large cities. It seems that these changes are the result 

Fig. 6. indoor “luxury street food” style in Browary Warszawskie area

Source: (Author, 2022).
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of Poles travelling more frequently and acquiring new habits. in this context, street 
food evokes pleasant memories of holidays (Kowalczyk & Gwiazdkowska, 2015).

Sixthly, it is also necessary to mention the emergence of street food in a “luxury” 
version – as in the Norblin Factory in Warsaw or Browary Warszawskie (Warsaw’s  
Brewery) located in the revitalized, business part of the capital (See Fig. 6, 7 and 8).

Fig. 7. Indoor Norblin Factory street food district

Source: (Author, 2022).

Fig. 8. Map of indoor “luxury street food” style in Norblin Factory area

Source: (Author, 2022).
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in both locations, the entire gastronomic concept is based on street food (the 
nature of the meals, the nature of the stands, the style of consumption), but the 
exclusive design of the place, and especially the high prices of meals, are far from 
what is traditionally understood as street food. The cost of a meal or a glass of 
wine exceeds the average amount that could be spent in a good Warsaw restaurant 
(Giampiccoli et al., 2022). Finally, seven, there is a growing awareness of regional, 
certified products specific to concrete places and regions (Charzyński et al., 2017).

DISCUSSION

The experiences of Vietnam and Poland show the growing importance of 
street food. Vietnam has a long tradition in street food spanning many years while 
in Poland the vogue is establishing itself although becoming very commercialised 
to “luxury” status in some major cities – where prices are exorbitant. While in 
Vietnam the food served in the streets is traditional, the setting is commonplace, 
simple and ordinary and could be punctuated by congestion both human and traffic; 
there are mobile vendors with bamboo sticks and baskets, those with push carts and 
others with bicycles/motorcycles and there are also fixed open restaurants offer-
ing variety and access to traditional food. In Poland, traditional Polish dishes take 
a regional character due to natural conditions, the country’s history; the period of 
socialism which brought employee canteens, etc. Poles have an affinity for prepar-
ing and eating at home such that the development of street food has been gradual. 
it has been influenced by lifestyle changes, increasing incomes and women taking 
up professional jobs. What can be observed is an evolutionary process in Poland 
opening up new opportunities for entrepreneurs in street food to meet the needs of 
a new and emerging professional and discerning clientele as distinct from Vietnam 
with a long history of street food. Access to street food has expanded beyond the 
poor, to all other social classes (Newman & Burnett, 2013) and this phenomenon 
has been noticed in both countries.

For Vietnam, it is state policy to promote recovery after the COVID-19 pan-
demic. It is anticipated that the process of creating indigenous values for tourism 
development will take place vigorously and quickly. That will impact traditional 
Vietnamese food, where street food is a core value and an important national arte-
fact. More studies need to be done covering the co-creation of tourism products at 
the destination with a stakeholder approach. The proliferation of street food vendors 
in Vietnam contrasts sharply with the situation in Poland where the Poles are used 
to preparing and eating meals at home such that in smaller towns, the habit of going 
out with family or friends to a restaurant has not gained any traction.
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CONCLUSIONS

This article explored street food tourism from the perspective of two coun-
tries – Poland and vietnam. What is clear is that street food is usually prepared and 
cooked on the street. It is usually sold on tables, in carts, caravans trucks and so on. 
in both countries, the variety of the offerings is increasing, especially, in Poland. 
The avenues are expanding at festivals and fairs – access and availability are also 
increasing. What is not clear is affordability – which may be assumed to be afford-
able given this expansion in scale in both countries. In Poland “luxurious” versions 
of street food are emerging, accompanied by increases in both quality and price. in 
Vietnam, tourists are bound to encounter authentic traditional food and an exciting 
cultural experience. Street food tourism is embedded in the life and cultures of Po-
land and Vietnam. There is marked growth in the street food experience in Poland 
that can be attributed to changing lifestyles, increasing incomes and women taking 
up professional jobs. in vietnam, food served in the streets is traditional in simple 
settings, and the visibility of the occasional mobile vendor with bamboo sticks and 
baskets is also possible. Overall, despite the expansion of the phenomenon of street 
food in the country, Poles have shown an affinity to prepare and eat food at home. 
For policy, the government should facilitate street food ventures to alleviate poverty 
and ensure compliance with health and safety requirements for a healthy society.
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