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Makale Gecmisi Oz

Gonderim Tarihi:26.05.2022 Etnosentrizm; dahil olduklar1 kendi gruplarini evrenin merkezi gibi goren, farkli gruplari ait
oldugu grubun bakis acisiyla goren, kiiltiirel anlamda kendi gruplarina benzeyen kisileri

Kabul Tarihi: 25.06.2022 sorgulamadan kabul ederken benzemeyen kisileri ise reddeden insanlar i¢in genel bir

egilimi ifade etmektedir. Bunun yaninda etnosentrizm iiriinlerin iiretiminde ve satin
almmasinda etkili olan bir kavramdir. Etnosentrizmin restoran girisimciligine ne sekilde
etki ettigini tespit etmeyi amaglayan bu ¢aligmada, nitel arastirma yaklagimlarindan yiiz
Gastronomi ylize goriisme yontemi kullanilmigtir. Goriisme yontemiyle elde edilen verilerin analizinde
betimleyici analiz teknigi kullanilmistir. Goriismeler Safranbolu’da faaliyet gdsteren 11
restoran isletmecisi ile gergeklestirilmistir. Aragtirma sonucunda restoran meniilerinde
Safranbolu Safranbolu yoresel yemeklerinin yer aldigi, mutfaklarinda Safranbolu kiiltiiriinii yansitan
ahsap, bakir, ¢omlek, kiremit gibi ara¢ geregleri kullanildigi, restoranlarin tasariminda da
Safranbolu kiiltiirlinii yansitan dgelere yer verildigi goriilmistiir. Restoranlarin logo, reklam
ve tanitimlarinda Safran ¢igegi, Safranbolu evleri gibi Safranbolu kiiltiiriinii yansitan
figiirlere yer verildigi, satin alinan helal sertifikali olmasina dikkat edildigi tespit edilmistir.
Satin alinan gida iiriinlerinin ve ekipmanlarin tercihinde etnosentrik egilim gosterilmekte,
¢ogunlukla cografi isaretli ve yerli iiriinler tercih edildigi sonucuna ulagilmistir. Yemek bir
aract unsur olarak kullanilmis, yemekle birlikte destinasyonun tanitilmasinin da 6n plana
¢iktig1 sonucuna ulastlmistir.
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Keywords Abstract

Gastronomy Ethnocentrism refers to a general tendency for people who see their own groups as the
center of the universe, who see different groups from the point of view of the group to
which they belong, who accept people who are similar to their own groups in a cultural
Safranbolu sense without question, and reject people who are not similar. In addition, ethnocentrism is
a concept that is effective in the production and purchase of products. In this study, which

Ethnocentrism

Restaurant aims to determine the effect of ethnocentrism on restaurant entrepreneurship, a face-to-face
interview method was used from qualitative research approaches. Descriptive analysis
technique was used to analyze the data obtained by interview method. The interviews were

Makalenin Tiirii conducted with 11 restaurant operators operating in Safranbolu. As a result of the research,
it was found that Safranbolu regional dishes are included in the restaurant menus, wooden,

Arastirma Makalesi copper, pottery, tile tools reflecting the Safranbolu culture are used in the kitchens, and

elements reflecting the Safranbolu culture are included in the design of restaurants. It has
been determined that figures reflecting Safranbolu culture such as Saffron flower and
Safranbolu houses are included in the logos, advertisements and promotions of restaurants,
and attention has been paid to the halal certification of the purchased ones. The ethnocentric
trend is shown in the preference of purchased food products and equipment, and it has been
concluded that mostly geographically marked and domestic products are preferred. Food
was used as an intermediary element, and it was concluded that the promotion of the
destination along with food also came to the fore.
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