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Turistik tiriin bazinda degerlendirildiginde kimi ritiieller, yemekler, yapilar yahut giysiler
yani kisacasi turizm igerisinde turistik triine dahil olan birgok sey, halkin 6zgiin yerel
kdiltiiriine uygun sergilenip sergilenmemesine gore otantik yahut otantik olmayan seklinde
tanimlanmaktadir. Giinlimiiz ¢aginin etkisiyle kendini git gide daha net bicimde gdsteren
tiketim kiiltiirtintin, kapitalizmin ve kiiresellesmenin etkisiyle yalnizca maddi unsurlar
degil manevi degerler de satilabilir, ticarilesmis metalar haline doniismektedir. Bu
baglamda turizm ve yiyecek icecek endiistrisi de kendi igerisinde yerel ve otantik olam
satilabilir iiriinler gercevesinde yenicagin tiiketicisine sunmakta, bu sunus esnasindaki
kontrolsiizliik ve hiz otantik olanin ‘mis gibi’ olana donligmesine sebep olmaktadir.
Gunden gune yerel halk, ¢ekici bir paket yaratmak icin yerel ve ¢zgun kilturlerini de
satisa cikarmaktadir. Bu paketleme iriiniin dogasin1 degistirmekte, ziyaret¢i tarafindan
aranan otantiklik, yerel halk sayesinde sahnelenen otantiklik haline doniismektedir.
Yapilan c¢alismada; sahnelenen otantikligin turizm ve yiyecek ve icecek sektorii
baglaminda, elestirel bir bakisla durumu ele almaya ¢alismaktadir. Caligma igerisinde nitel
arastirma yontemlerinden arsiv tarama yontemi kullanilarak elde edilen kaynaklar
¢oztimlenip ikincil veriler analiz edilmistir. Bu ¢aligma ile sonraki akademik c¢aligmalara
derlenmis veriler elde edilmeye ¢alisilmistir.
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In terms of touristic products, some rituals, dishes, structures or clothes, in short, many
things that are included in touristic products in tourism are defined as authentic or not
authentic according to the fact that the people are not exhibited and displayed according
to original local culture. Consumption culture, capitalism and globalization, which
manifest itself in a clearer way with the influence of the present age, transform not only
material elements but also spiritual values into sellable, commodified commodities. In
this context, the tourism and food and beverage industry also presents the local and
authentic ones to the consumer of new products on the basis of salable products, the
uncheckedness and speed during this presentation cause the authentic to turn into 'like'
ones. Day-to-day, local residents also sell local and original cultures to create an attractive
package. This packaging changes the nature of the product, the authenticity sought by the
visitor becomes an staged authenticity in virtue of local people. With this study it is
attempted to take a critical view of the situation authenticity staged in tourism and food
and beverage sector. From qualitative research methods, the archival scanning method
was used in; the obtained sources were analyzed and secondary data were analyzed. With
this study, it was tried to obtain the compiled data from the next academic studies.
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