Journal of Tourism and Gastronomy Studies

Journmal homepage: www.jotags.org

Ikinci Dalga Kahve Tercihini Etkileyen Faktérler: I¢tigimiz Kahveleri Tantyor muyuz?
(Factors Affecting the Preference of 2nd Wave Coffee: Do We Recognize the Coffee We

Drink?)

Ozge BORUONU LATIF*

, ¥*Miige ORS"

?Dogus University, International Trade and Business, Istanbul/Turkey
®{stanbul Aydin University, Aviation Management, Istanbul/Turkey

Makale Gecmisi

Oz

Gonderim
Tarihi:14.08.2018

Kabul Tarihi:15.10.2018

Anahtar Kelimeler

Kahve

Gosterisci tiiketim
Hazcilik

Sosyal deger

Keywords

S6z konusu g¢aligma, gosterisci tiiketim literatiiriindeki marka bazli ¢aligmalara alternatif
olarak, kahve tiiketimini daha oOnce incelenmemis bir perspektifte incelemektedir.
Calismada kahve tiiketimine etki eden faktorler, hazcilik ve sosyal deger baglaminda deney
ve anket metotlarinin birlikte kullanildigr kantitatif bir ¢aligmayla incelenmistir. Bununla
birlikte kahve tiiketimine etki eden sosyal deger-gosteriscilik kavrami ise liiks marka
literatliriinden popiiler kiiltiir tiiketimine dogru genisletilerek ele alinmaktadir. Aragtirmanin
kor test sonuglarina gore, deneklerin sadece %53 iiniin siparisini verdigi kahveyi teshis
edebildigi goriilmektedir. Bununla birlikte kahve tiiketim niyeti {izerinde sosyal degerin
etkili oldugu ancak hazeciligin etkili olmadig1 ortaya ¢ikmustir. Ek olarak ictigi kahveyi
tanimayan kisilerin, kahveden aldig1 hazzin daha diisiik oldugu goriilmiigtiir. Makalenin
marka yOnetimi perspektifinde pazarlama uygulayicilarina bilhassa tiiketici iletisimi
stratejileri gelistirmek ve sosyallesmeye destek olacak sekilde uygun magaza atmosferi
dizayn etmek anlaminda 6nemli ipuglart saglayacagina inanilmaktadir.
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The study examines coffee consumption in an unreviewed perspective as an alternative to
luxury brand-based studies. Factors affecting coffee consumption in this study were
investigated in a quantitative study using both experiment and questionnaire methods in the
context of hedonism and social value-conspiciousness. The concept of social value- is being
expanded from luxury brand literature to popular culture consumption. According to the
blind test results of the study, only 53% of the respondents were able to identify the coffee
they’ve ordered. On the other hand, it has been found out that social value is effective on
the intention of coffee consumption, but hedonism is not. In addition, it was seen that those
who did not recognize the coffee that they drank were found to have lower hedonism. It is
believed that this study will provide important tips for marketing practitioners, especially in
the perspective of brand management, in order to develop consumer communication
strategies and to design appropriate store atmosphere to support socialization.
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