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Bolu ve Mengen denildiginde akla gelenlerin basinda kokli bir aseilik kiiltiirli yer almaktadir.
Bir¢ok turizm destinasyonu yerel yemeklerini ve yemek kiiltiiriinii 6n plana c¢ikarir, ancak
birgogunun gercekten rakiplerinden aywran bir o6zelligi oldugu sOylenemez. Bolu’da asgilik
kiiltiiriintin deneyimle bir araya getirilmesi ve bu kokli kiiltiiriin {izerine insa edilecek olan
markalasma c¢alismalarina doniik faaliyetler, ziyaretgilerin ve medyanin ilgisini artirip, kentin
popiilerligine katki saglayabilir. Ozellikle gastroturistlerin sayis1 ve yaptiklar1 harcamalar, kentler
icin 6nemli bir gelir kaynag1 olusturmakta ve istthdami artirmaktadir. Bireylere ve topluma sagladigi
katkilarin ise, uzun vadede ekonomik gelismeyi beraberinde getirme potansiyeli vardir. Bolu, sosyal,
ekonomik, kiiltiirel, altyap: verileriyle ve ozellikle doga ve kiiltlir turizmi kaynaklariyla biiytik
Olciide markalagmaya hazir bir kent olarak géze ¢arpmaktadir. Mevcut degerlerine ek olarak, ascilik
kiiltliri merkezli bazi ¢aligmalarin markalagmasinda 6nemli bir katkist olacagi dngériilmektedir. Bu
calisma, diinyada asc¢ilik mesleginin bir yore gelenegi oldugu tek yer olan Mengen’in Bolu’ya
saglayacagi olanaklari mevcut literatiir taramasiyla ortaya koyarken, ayni zamanda Bolu’nun kent
markalagmasi potansiyeline olas1 katkilarini da degerlendirmektedir.
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When Bolu and Mengen are mentioned, the first thing that comes to mind is a long culinary culture.
Most destinations offer local food or cuisine making gastronomic tourism a common marketing field
but most of them does not actually have a differentiative characteristic that sets it apart from
competitors. Tying cookery culture and the gastronomic culture to experience and branding
activities based on this deep-rooted cookery culture of Bolu and high number of visitors also attracts
the media interest and this increases the city's popularity. Especially the large number of
gastrotourists and their spending has an important income and employment effect on cities. Its
individual and social impacts have a potential to bring innovations and development to the society in
the long run. With many of its social cultural, economic and infrastructural data with natural and
cultural resources Bolu seems ready for becoming a branded city. In addition to its existing values, it
is expected that the activities based on this deep-rooted cookery culture, will have great
contributions for Bolu’s branding activities. In this study, the deep-rooted cookery culture of
Mengen which is the only example in the field all over the world and its impacts are reviewed by
literature study and its possible contributions to Bolu’s branding potential are evaluated.
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