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Gonderim Tarihi:13.06.2015 Bu aragtirmanin amact; destinasyon markalagsma siirecinde Van ilinin mevcut
potansiyelini ziyaretgilerin goziinden ortaya koymak ve onemli bir gastronomik {iriin
olarak Van kahvaltisinin bu siirecteki dnemini vurgulamaktir. Bu baglamda yapilan alan
yazin taramasinda konu ile ilgili Van ili 6zelinde yapilmis bir arastirmaya

Kabul Tarihi:21.08.2015

Anahtar Kelimeler rastlanamamistir. Arastirma mevcut boslugun giderilerek pazarlama ve gastronomi alan

yazinina katki saglamasi bakimindan onem arz etmektedir. Bu kapsamda; arastirmanin
Destinasyon markalagmasi amacma uygun sorular iceren anket formu hazirlanmis ve hazirlanan anket Van
Gastronomi kahvaltisinin marka iirlin ve Van ilinin ise marka sehir olmasi adima 1 Haziran 2014
Van kahvaltis tarihinde Atatiirk Kiiltlir Parki’nda gerceklestirilen “Diinyanin En Kalabalik Kahvalt:
Mutfak Sofras1 Organizasyonu”nu ziyaret eden kisilere kasti ve kolayda orneklem ydntemleri

kullanilarak uygulanmistir. Elde edilen veri uygun istatistiki programlar kullanilarak
analiz edilmis ve bulgular yorumlanmistir. Arastirma sonuglarmin Van ilinde faaliyet
gosteren kahvalti salonu isletmeleri ile turizm planlamasi bakimindan kamu ve 6zel sektor
yoneticilerine saglikli veri saglamasi olasidir.

Keywords Abstract

Destination branding The aim of this study is to put forward the current potential of Van Province in the process
Gastronomy of destination branding from the visitors’ point of view, and to emphasize the significance
Van breakfast of Van Breakfast as a significant gastronomic product in this process. In this context, at
Cuisine the end of the literature review, we could not find a research carried out exclusively in

Van Province regarding this topic. Hence, the study is significant in terms of filling this
gap, and to contribute to marketing and gastronomy studies. In this scope, a questionnaire
form which included questions appropriate for the research goal was prepared. By means
of deliberate and convenience sampling methods, the questionnaire form was applied to
the visitors who visited “The World’s Most Crowded Breakfast” which took place on June
1, 2014 in Ataturk Cultural Park with the intentions to make “Van Breakfast” a brand
product, and Van Province a brand city. The data were analysed by means of appropriate
statistical programmes, and the findings were evaluated. It is possible for the research
outcomes to provide reliable information to the businesses of breakfast rooms in Van
Province, and to public and private sector executives in terms of tourism planning.
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