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Yerel Mutfak Deneyiminin Tiiketici Temelli Destinasyon Marka Denkligine Etkisi
(The Effect of Local Cuisine Experience on Customer Based Brand Equity of Destination)
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Makale Gecmisi Oz
Génderim Turizm sektoriinde artan rekabet goz Oniine alindiginda, destinasyon markalamasi
Tarihi:18.04.2018 destinasyonlarin kendilerini farklilastirabilmesi agisindan giderek 6nem kazanmaktadir.

Son on yilda ise yerel yemek ve mutfaklarin ziyaret¢i sayisini artirmak i¢in bir pazarlama
araci olarak kullanildig1 goriilmektedir. Buna ek olarak, literatiirde yerel mutfaklar ve
yemek deneyiminin markalama {izerindeki etkisini anlamaya yonelik aragtirmalarin 6nemi
Anahtar Kelimeler de artmustir. Tiim bu gelismeler dogrultunda, bu ¢alismanin amaci yemek deneyimini
olusturan unsurlar1 anlamak ve bu unsurlarin tiiketici temelli destinasyon marka denkligi

Kabul Tarihi:10.06.2018

Destinasyon markalamast olusumundaki roliinii ortaya koymaktir. Yapilan ¢alismada kavramsal bir aragtirma modeli

Yemek deneyimi onerilmis ve test edilmistir. Aragtirmanin verileri turistik amacla Istanbul’u seyahat eden
Marka denkligi yabanci ziyaretcilerden elde edilmis ve Onerilen modeldeki degiskenler arasi iliskiler
yapisal esitlik modeli kullanilarak incelenmistir. Elde edilen sonuglar destinasyon marka
denkliginin olusumu igin dnerilen yemek deneyimi — marka farkindaligi — marka imaj1 ve
davramigsal niyetler arasindaki sirali iliskiyi dogrulamistir. Yemek deneyimini olusturan
unsurlardan ise yemek kalitesi, kiiltiirel ve sosyal faktorlerin markalamadaki olumlu
etkileri dogrulanmistir.

Davranigsal niyetler

Keywords Abstract

Destination branding The importance of branding has increased for destinations to differentiate themselves in

the highly competitive tourism industry. Thus, during the last decade, destinations have

started to use local food and cuisines as a mean of marketing to increase the number of

Brand equity travelers. In line with these developments, research studying the effect of local food on

Behavioral intentions destination branding have become more crucial. As a result, the purpose of this study is to
understand the attributes affecting local cuisine experience as well as the effect of these
food experience attributes on customer based destination brand equity. For this purpose, a
conceptual research model has been proposed and tested. The data were collected from
foreign travelers visiting Istanbul and the model was tested by structural equation
modeling. The results confirmed the hypothesized sequential link of food experience —
brand awareness — brand image and behavioral intentions. From the food experience
attributes; food quality, cultural and social aspects have been identified as the attributes
affecting destination brand equity formation

Food experience
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