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Destinasyon ¢ekiciligi birgcok bilesene baglidir ve genel olarak dogal ve insan yapimi olmak
iizere iki ana boyutta degerlendirilebilir. Bu bilesenler igerisinde hem dogal hem de insan
yapimt bilesenleri i¢eren gastronomik unsurlar, her gegen giin daha da 6nem kazanmaya
baslamigtir ve destinasyon ¢ekiciliginde hem dogrudan hem de dolayl: etkiye sahiptir. Bu
baglamda, bu c¢alisma, gastronomik unsurlarin destinasyon diizeyinde pazarlama
faaliyetlerinde kullanilmasma iliskin ilgili bilgi birikimine katkilar sunmay1
amaglamaktadir. Bu ¢ercevede, Kayseri Ili 6rneginde degerlendirmeler yapilarak,
Kayseri’nin tanitimina iliskin materyallerde yerel gastronomik unsur olarak yerel yiyecek
ve i¢eceklere yer verilme diizeyi arastirtlmistir. Tanitim materyallerinde sunulan yiyecek ve
icecekler, icerik analizi yontemi ile incelenmis ve ilgili bilgi birikimine katkilar sunulmaya
¢alistlmistir. Sonug olarak, Kayseri’nin bir gastronomi destinasyonu olarak tanitilabilmesi
i¢in pazarlama cabalarinda yerel mutfak kaynaklarmin daha iyi nasil kullanilabilecegine
iliskin 6neriler ortaya konulmustur.
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The attraction of the destination depends on many components, which can be evaluated in
two main dimensions: natural and man-made. Among these components, gastronomic
elements, which are becoming more important every day today due to their elements
covering both the natural and the human factor, are included as having a direct or indirect
influence factor. In this context, this study aims to contribute to the relevant knowledge
about the use of gastronomic elements in marketing activities at the destination level. In
this context, evaluations were made on the example of Kayseri Province and the level of
inclusion of local food and beverages as a local gastronomic element in the materials related
to the promotion of Kayseri was determined by the content analysis method within the
limits of the study and contributions to the relevant knowledge were tried to be presented.
As a result, recommendations have been put forward on how to better use local culinary
resources in marketing efforts so that Kayseri can be promoted as a gastronomic
destination.
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