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                    It goes without saying that culinary tourism is highly esteemed simply, for its purpose. Straightforwardly, it gives people the ability to compose, zone away and explore different parts of the world and meet its contrasting cultures. It also creates an understanding of different culinary traditions and cousins. This actively demonstrates that, restaurants are not only the main source to attract tourists from around the globe but also, they are significant circumstance of economy, vital in terms of entertainment and self-development likewise horizons and knowledge expansion.  ORłOWSkI, D. and WOźNICzkO, M.A.G.D.A.L.E.N.A., (2015) p.117-118. The aim of this essay is to show how culinary sector warmly invite all tourists after the pandemic, who are absorbed with gastronomy and culinary heritage. This piece of writing is created to demonstrate the significance of hospitality sector, and how restaurants nowadays attract tourist after the pandemic era and manage their battered economy to be able to rebuild and reborn. More than that, research will focus significantly on Poland by cause of Poland's culinary tradition not being as prominent around the world as other European cuisines. 

[bookmark: _Int_JI9p0FfP]           The Covid 19 catastrophe was immediately felt in line of sustainable and profitable tourism (DW News,2021). This research found that due to the worsening economic conditions people began to give up on privileges that they could afford before the virus eruption. People were not able to travel and dine out therefore, many of the restaurants went bankrupt and only the best survived on the market. Ostrowska-Tryzno and A. Pawlikowska- Piechotka (2022) states that Poland and its culinary sector has hardly suffered throughout the times of lockdowns.
The research carried by (Gursoy, D., Chi, C.G. and Chi, O.H., 2020, p.2.) demonstrates that 17.28 % of customers felt comfortable to travel to a destination when the COVID-19 vaccinations became available. Furthermore, with reference to the survey, 24.79 % customers answered that they will only visit the restaurant when the test, trace and isolate Covid 19 was permanently recovered.  (Główny Urząd Statystyczny, 2020) was a useful source of information as in addition to the above-mentioned statistics, it shows that 41.3% less tourists were journeying to Poland. Furthermore, it passively demonstrates that 43.7% foreigners spend less money when staying in Poland. This clearly indicate how difficult it was for hospitality sector to recover and how much profit the industry has lost throughout. More than that it exposes, how difficult it was in lines of customer acquisition and for restaurants to show uniqueness and intrigue foreigners to visit with full trust. 

      Restaurant Stary Dom is a spectacular place located in Capital of Poland, Warsaw. It is a stand-alone restaurant opened in 2009 by main originator Piotr Adamczyk (famous Polish actor and gastronomy lover), Mariusz Diakowski, Dariusz Zaręba and the Chef Executive Łukasz Federowicz.
Restauracja Stary Dom (2022) informs, that the history and antiquity of the establishment heads back to 1950's. It also educates that the restaurant was beloved for being a communal and adored restaurant for jockeys and horse racing admirers from Służewice race arena. Similarly, it was also recognised for being the quintessential and a living picture of a Traditional Polish Cuisine. This phenomenal place not only encourage to look at it as a work of art, although it invites all its guest to dance with flavours and aromas hidden in dishes. Polish elegant music convents with its charm and the interior design meets the requirements of the most demanding guests. The restaurant itself is located at the very bottom of an atmospheric tenement house. Wooden shutters, majestic pillars, romantically illuminated restaurant entrance and ancient photographs of hostesses from the previous century, give a sense of curiosity already at the beginning. 
       
Online images, Restauracja Stary Dom, (Google), 2021 reveal the entire glorious and nostalgic interior of the restaurant. The climatic wooden walls, tables, stairs, and richly enhanced chandeliers provide an intimate, cosy and confidential atmosphere. Lighting of the restaurant is conductive to the theme. Its dim, ambient colour saturates the interior and acts as a great ornament to the whole architecture. Furthermore, black and white owner’s family photographs, recall family traditions and create home aura. This illustrates that the interior design enriches the menu proposed by the restaurant's creators by the reason of that the that food offered at Stary Dom reflects Old Polish culture and its home tradition.

Menu (Google, pdf), 2021 clearly exhibit that it is based on regional products from the best Polish suppliers followed by selection of outstanding Polish vodkas and liqueurs. Stary Dom has also states received the support and recommendation from the SLOWFOOD@Polska. After research, it was satisfying to find the confirmation to this fact.  Slow food Polska, (2017) has admitted granting this award to Stary Dom, honouring chefs and restaurant owners for passion, alertness and scrupulousness in the selection of regional ingredients and diligence for local suppliers. Therefore, this shows that the restaurant focusses only on traditions and Polish regions to celebrate Poland and its country goods. 

Apart from menu and décor, the restaurant also offers remarkable service. The most delightful dishes such as steak tartare are prepared at the gueridon table by a chef Kazimierz. The restaurant has also thought about the youngest guests and offers caring babysitter. Moreover, Stary Dom offers a service for occasions such as weddings and work functions, which is very practical. Approaching the restaurant, many can assume that the prices will be extravagant, referring to the restaurant’s having a famous owner. However, Maciej je (2021) contradict with this thesis. In his YouTube Vlog, the author states that he was very satisfied with the professional service and the delicious food. Vlogger has also mentioned that for 3 course meal for 2 people, drink and 10% service charge the price came up to 265 PLN (ZŁ). Maciej je said ‘’Prices are moderate, and adequate to the service and food offered’’ Consequently proving wrong to the above-mentioned hypothesis. 

[bookmark: _Int_mYWcFib6] What’s more Banaszak, A.M (2017) notes that the pandemic and its negative influence have unquestionably changed every element of human life. People were not able to socialise, earn money and develop careers and their passion. Social bonds and personal confidence have weakened it. was difficult for a majority to connect with each other feel social security. 
In conjunction with that, Boden M (2021), supports the fact that the pandemic has also created barriers and bad habits in people's life. Throughout lockdown where people had to communicate and meet online, natural qualities, and individual likewise unique personalities have been overshadowed with social anxiety, depression, misery and lack of productivity. Consequently, this had a negative reflect on restaurants because this industry is all about the reflecting values for example,  being lively, and joyful. Being compassionate and humane as well as, having the mind and the heart in the right place.  
  
Despite these obstacles, the restaurant and its immaculate reputation remains unaffected and is still meeting the needs of its diners. Insomniaa (2022) clearly support this. The reviewer has said ‘’ Restaurant is perfect starting from the traditional decor to the delicious food! We both came to the conclusion that the experience and food was better than some famous London restaurants!’’ Furthermore, Daria M (2021) also agrees to the above statement. She said ‘’ We were looking for some Polish cuisine and that was the best choice. Whole staff and the owner were very friendly and humble’’, ‘’Amazing taste, beautiful presentation. Wine was gorgeous as well as Polish liquor.’’ These findings clearly demonstrates that despite the passage of time and the pandemic influence the opinions about the restaurant are spotless. As shown, foreigners warmly recommend this restaurant with a clear conscience, assure about the world-class kitchen and service. 

Sąsiada (2020), mentioned that help from the Polish government was just promised but not guaranteed. Also, the process of applying and receiving the assistance was complicated and difficult. The statistics expose that the debt of restaurateurs was systematically growing. First lockdown with PLN 647 million, second it was increased by PLN 48 million. Further investigation did not expose any financial issues which the restaurant could now face or was facing. Meaning, that it was profitable during the pandemic Speculating, that for example, it provided home deliveries; still available for Stary Dom guests.  

  In conclusion, the researchers' observed show that culinary sector has undergone, what can undoubtedly be considered, as the destruction of the culinary sector. However, restaurant Stary Dom was strong enough to prove that what comes straight from the heart will always defend itself and attract tourists. The function and the operation of the restaurant has survived and won the war against virus. This is another great success that the restaurant can be proud of. Also, another reason for people from around the world to visit and not only pay attention to the food, service and attractions offered, but to look and notice how true and resistant the restaurant is. To maintain a good reputation, it would be valuable for the restaurant to manage online presence to make sure customers feel updated. Furthermore, another recommendation for the restaurant to maintain a good reputation would be responding to all reviews and monitoring the restaurant mentioning. This shows that the restaurant cares about its diners and use all opportunities to communicate with them. This strategy also helps create trust and marks authenticity of the restaurant. Lastly, a good way to boost reputation would be to encourage its customers to contribute to the success of the business and leave positive reviews for example, sharing an opinion, photographs or experiences on social media or other useful platforms. 


