Journal of Tourism and Gastronomy Studies, 2026, 14 (3), 2400-2427

JOURNAL OF TOURISM AND GASTRONOMY STUDIES

ISSN: 2147 — 8775

Journal homepage: www.jotags.net

Yemek Temali TV Programlarinin Hedonik Algi ve Davranigsal Niyet Uzerindeki

Etkisi (The Effect of Food-Themed TV Programs on Hedonic Perception and Behavioral

Intention)

* Anil KALE *

2 Mersin University, Faculty of Tourism, Department of Recreation Management, Mersin/Tiirkiye

Makale Gec¢misi

Oz

Gonderim Tarihi: 31.03.2026

Kabul Tarihi: 25.08.2026

Anahtar Kelimeler

Gastronomi turizmi

Yemek temali TV programlari
SOR modeli

Hedonik alg1

Davranigsal niyet

Keywords

Bu aragtirmanin amaci, yemek temali televizyon programlarinin izleyicilerin hedonik algilar
tizerindeki etkisini ve bu alginin gastronomi destinasyonlarini ziyaret etmeye yonelik davranigsal
niyetlere nasil doniistiigiinii Uyarici-Organizma-Tepki (SOR) modeli ¢ergevesinde incelemektir.
Arastirmada nicel arastirma yaklasimi benimsenmis; veriler kolayda 6rnekleme yontemiyle
ulagilan 181 katilimcidan ¢evrimici anket teknigiyle toplanmustir. Veri analizinde LISREL
programi kullanilarak Dogrulayici Faktor Analizi (DFA) ve Yapisal Esitlik Modellemesi (YEM)
uygulanmigtir. Bulgular, yemek temali televizyon programlarinin uyarici boyutlari arasinda
yalnizca empati olusturmanin hedonik algryr pozitif ve anlamhi bicimde etkiledigini
gostermektedir. Buna karsilik bilgi saglama, rehberlik, imaj saglama, sosyal etki ve toplumsal
etki gibi daha ¢ok biligsel igerikli boyutlarin hedonik algi {izerinde anlamli bir etkisi
belirlenmemistir. Ayrica hedonik alginin davranigsal niyet lizerinde gii¢lii ve pozitif bir etkiye
sahip oldugu tespit edilmistir. Bu bulgular, yemek temali televizyon programlarinin gastronomi
destinasyonlarina yonelik davranigsal niyet olusturmasinda bilgi aktarimindan ¢ok, izleyicinin
programdaki anlatiyla kurdugu empati temelli duygusal deneyimin belirleyici oldugunu
gostermektedir. Calisma, gastronomi destinasyonlarinin tanitiminda hikdye anlaticilifn ve
duygusal deneyim tasarimina odaklanan iletisim stratejilerinin  Onemini vurgulayarak
destinasyon yoneticileri ve medya profesyonelleri igin uygulamaya donik c¢ikarimlar
sunmaktadir.
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This study investigates the impact of food-themed television programs on viewers’ hedonic
perceptions and how these perceptions translate into behavioral intentions to visit gastronomy
destinations within the Stimulus-Organism-Response (SOR) framework. A quantitative
research design was adopted, and data were collected through an online survey from 181
participants selected using convenience sampling. Confirmatory Factor Analysis (CFA) and
Structural Equation Modeling (SEM) were conducted using LISREL. The findings indicate that
empathy creation is the only stimulus dimension that exerts a positive and significant effect on
hedonic perception. In contrast, cognitively oriented dimensions, including information
provision, guidance, image provision, social influence, and societal influence, do not have a
statistically significant effect on hedonic perception. Furthermore, hedonic perception has a
strong positive effect on behavioral intention. These findings suggest that viewers’ intentions to
visit gastronomy destinations are shaped primarily by empathy-based emotional experiences
established through the narrative structure of food-themed television programs rather than by
informational content alone. The study highlights the importance of storytelling and emotional
experience design in gastronomy destination promotion and provides practical implications for
destination marketers and media professionals.
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