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Uluslararasi siyasetin ana temalarindan biri, kimin en fazla giicii elde edebilecegine dair
rekabettir. Zamanla, hedefleri gerceklestirmek ve diinyanin dort bir yanindaki iilkelerin
gliciinii artirmak i¢in farkli diplomasi bigimleri veya araglari ortaya ¢ikmustir. Stper giicler
ile kiigiik ada {ilkeleri arasinda kalan ve orta siddette giice sahip iilkeler ise bu konuda
yaratict olmak zorundadir. Gastrodiplomasinin dogdugu nokta da tam olarak burasidir. Bir
ulusun mutfagi ve kiiltiirel 6geleri araciligiyla yabanci bir iilkeyi ve toplumu etkileme ¢abasi
seklinde agiklanmas1 miimkiin olan gastrodiplomasi, ayn1 zamanda rakipler tarafindan taklit
edilmesi oldukga zor bir markalagma stratejisidir. Bu ¢alismada tilke/ sehir pazarlamasinda
gastrodiplomasinin bir ara¢ olarak kullanildigi 6rnekler incelenmis ve mevcut literatiir
baglaminda degerlendirilmistir. Sonug olarak bir sehir veya ulusa dnemli rekabet giicii
kazandirma potansiyeli olan gastrodiplomasinin tipk: tiiketici davranislarina yonelik
gelistirilen stratejiler gibi degerlendirilebilmesinin, biitlinciil bir yaklasimla ve tutarlilikla
stirdiiriilebilmesinin 6nemli basarili sonuglar i¢in dnemli oldugu tespit edilmistir.
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One of the primary topics of international politics is rivalry for the most power. Over time,
different forms or tools of diplomacy have emerged to achieve goals and increase the power
of countries. Countries that are between superpowers and small island countries and that
can be said to have moderate power have to be creative in this regard. This is exactly where
gastrodiplomacy was born. Gastrodiplomacy, which is an attempt to influence a foreign
country through the cuisine and cultural elements of a nation, is also a difficult-to-imitate
branding strategy. In this study, the use of gastrodiplomacy as a tool in country/city
marketing were examined and evaluated in the context of existing literature. As a result, it
has been determined that gastrodiplomacy, which has the potential to provide significant
competitive power to a city or nation, can be evaluated just like the strategies developed
for consumer behavior and that it can be maintained with a holistic approach and internal
consistency.
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