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Makale Gecmisi 0Oz

Génderim Tarihi:20.04.2014 Bu ¢alisma kapsaminda, otel igletmelerinde hizmet alanina iliskin algilamalarin turistlerin
milliyetlerine gore degisip degismedigini tespit etmek amaglanmistir. Caligmaya iligkin

Kabul Tarihi:17.07.2014 veriler anket formu yolu ile toplanmistir. Calismanin kapsami, Rus ve Alman turistler ile
siurlt tutulmustur Toplamda 316 adet gegerli anket elde edilmistir. Gegerlik ve giivenirlik

Anahtar Kelimeler icin, dogrulayici faktor analizi yapilmistir. Ayrica ikinci diizey faktor analizi sonucunda,

Hizmet alant hizmet alanimi agiklamada en giiclii boyutun diizen oldugu goriilmiigtir. MANOVA

Otel yonetimi sonuglarina gore, milliyetlere hizmet alaninin algilanmasinda anlamli bir farklilik tespit

MANOVA edilmemistir. Son olarak, bu tespitlere iliskin degerlendirmeler yapilmustir.

Olgek degismezligi

Kiltiirler aras: farklilik

Keywords Abstract

Servicescape

Hotel management At the scope of this study, it’s intended to identify the tourist servicescape perception
MANOVA whether it differs to the nationality, in hotel management. The data for the study were
Scale invariance collected through a questionnaire. The scope of the study is limited to Russian and
Difference between German tourists. A total of 316 valid questionnaires were obtained. For reliability and

validity, confirmatory factor analysis (CFA) was performed. In addition, as a result of the
second order CFA, it is seen that the layout is the most powerful way of describing the
servicescape. According the MANOVA results, according to nationalities, a significant
difference in the perception of the servicescape has not been determined. Finally, the
evaluations are made on results.

cultures

*Sorumlu yazar

kgurkankucukergin@gazi.edu.tr (K. G. Kiigiikergin)
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GiRiS

Hizmet alan1 konusu, ¢evre psikolojisi alanindaki
caligmalar temel alinarak (Mehrabian ve Russel, 1974)
hizmet isletmeleri i¢in uyarlanmistir (Bitner, 1992; Liu ve
Jang, 2009). Turizm igletmeleri ¢ercevesinde de bu alandaki
calismalar oldukga ilgi gérmektedir. Bunun bir sebebi olarak
fiziksel ¢evre unsurlarinin, pazarlama karmasi elemanlarinin
icinde (Kozak vd., 2011) degerlerdirilmesinin etkisinden de
bahsedilebilir. Ayrica, isletmelerin stratejik pazarlama
planlamasindaki asamalarda, pazarlama karmasina iligkin
olarak verdigi kararlar da siiregte belirleyici rol
oynamaktadir (Karafakioglu, 2011).

Hizmet alani kapsamindaki c¢aligmalar, daha ziyade bu
unsurlarin miisteriler {izerinde nasil etki olusturacag: lizerine
yogunlasmigtir (Heung ve Gu, 2012; Jang ve Namkung,
2009; Lucas, 2003). Bahsi gecen hususlar ile birlikte dikkate
alindiginda hizmet alanina yonelik yapilacak
diizenlemelerin, miisterilerin tiiketim siirecinde 6nemli bir
rolii oldugu goriilmektedir (Durna ve Dedeoglu, 2013).
Ayrica otel isletmeleri destinasyon deneyimi kapsaminda,
miisterilerin zamanlarinin  6nemli bir kismini harcadigi
isletmelerdir ve destinasyonun genel olarak
degerlendirilmesinde 6ne ¢ikmaktadir.

Durna ve Dedeoglu (2013) otellerin farkli kiiltiirel alt
yapilara sahip pazar bdliimlerine hizmet ettigini
vurgulayarak, hizmet alaninin diizenlenmesinde bu unsurun
Onemine isaret etmektedir. Ancak bu alanda yapilan
calismalar, ifade edildigi iizere hizmet alani unsurlarinin
sonuglarina yogunlagsmistir. Bu unsurlarin, farklt milliyetler
kapsaminda farkli algilanabilecegi iizerinde yeterli diizeyde
durulmamigtir. Bu arastirma ile farkli milliyetlere mensup
olmanin farkli algilamalara sebep olabilecegi g6z Oniinde

tutularak;  hizmet unsurlarma iligkin  algilamalarin,
milliyetlere ~ gore  farkliliklarinin ~ tespit  edilmesi
amaglanmistir.

LITERATUR INCELEMESI

Hizmet Alam

Hizmet alan1 “bir isletmenin diizen, tasarim ve dekor gibi
farkli fiziksel unsurlarin sunumunu igermesinin yaninda,
isletmenin kiiltiirel ve insani faktorlerine iliskin sunumlari
da kapsayan ve tiiketicilerin davranislari ile birlikte bilissel,
duygusal ve psikolojik durumlarina etki eden bir kavram”
olarak aciklanmaktadir (Durna ve Dedeoglu, 2013, s.31).
Namasivayam ve Lin (2008) ise hizmet alani kavramini,
hizmet deneyiminin gerceklestirildigi yapay ve psikolojik
alan olarak agiklamaktadir. Tki tammda da goriildiigii {izere
temel yogunlagsma noktasi olarak fiziksel unsurlarin 6ne
ciktig1 goriilmektedir ancak daha genig bir bakis agist ile
insani boyutlarin da bu kavramin altinda incelendigi
gozlenmektedir.

Hizmet alan1 diizenlenmesinde amag¢ olduk¢a onemlidir.
Ornegin bazi restoranlar bu diizenlemeleri miisterilerin hizli
bir sekilde yiyecek ve iceceklerini tiiketmeleri ve sonrasinda
ayrilmalarina yonelik yapabilir (Namasivayam ve Lin,
2008). Fakat 4 ve 5 yildizli oteller i¢in bu bakis acis1 gegerli
degildir. Hersey dahil konseptinde c¢alisan oteller igin ise
hizmet alani diizenlenmesi daha da 6nem kazanir. Ciinkii
turistler, destinasyonda kaldiklar1 siirenin ¢ok onemli bir

kismini otelde harcar. Lin (2004) de ayni sekilde, hizmet
alaninin  kullanim amacimin, onun islevinde belirleyici
oldugunu ifade etmektedir.

Farkli caligmalar, hizmet alanmi kavramini farkl alt
unsurlara ayirmaktadir. Bitner (1992) ambiyans, diizen ve
isaretleri 6ne ¢ikarirken, Dong ve Siu (2013) maddi ve
iletisimsel boyutlar olarak iki ana bashk ile konuyu
incelemistir. Ancak farkli alanlarda, farkli boyutlarin esas
alinmas1 gerekmektedir (Kim ve Moon, 2009). Bir otel
isletmesi  Ozelinde bakildiginda, yapilan incelemeler
sonucunda; ambiyans, diizen, dekor ve isaretlerin hizmet
alaninin altinda incelenebilecegi goriilmektedir (Bitner,
1992; Han ve Ryu, 2006; Kim ve Moon, 2009). Ambiyans
kavrami ortamin; miizik, 151k ve 1sist ile ilgilidir. Diizen
kavrami, hizmet alaninda miisterilerin bir noktadan digerine
rahatca haraket etmesi ve onlara yonelik olarak sunulan
hizmetin akici bir bi¢cimde aktariminda ilgili alanlarda
mobilyalarin ve diger esyalarin yerlestirilmesi ile ilgilidir.
Otellerde genel alanlarin oldukca fazla oldugu dikkate
alindiginda; 6zellikle lobi ve restoran gibi yogun alanlarda bu
unsur hizmet alan1 algisi iizerinde belirleyici bir rol
oynayabilir (Kiigiikergin ve Dedeoglu, 2014b; Lucas, 2003;
Han ve Ryu, 2009; Turley ve Millman, 2000). Dekor
kavrami duvarlarin ve zeminin rengi ve genel olarak
kullanilan malzemelerin kalitesi ile ilgilidir (Han ve Ryu,
2009). Otellerin, miisterileri i¢in gegici yasam alani olmast
sebebi ile burada tercih edilen malzemeler dayanikli olmalar1
ile beraber, kullanicilar: igin rahat ve dinlendirici de olmasi
gerekmektedir. Son olarak Bitner (1992) ve Kim ve Moon
(2009)’un caligmalarinda yer verdikleri sekilde, isaretler
miisteriler i¢in hem aciklama, hem yonlendirme hem de
bilgilendirme noktasinda etkili olur. Otellerin, miisterilerin
stirekli yasadiklar1 yer disinda vakit gegirdikleri bir alan
oldugu disiiniildiigiinde, 0ozellikle otelde konaklamaya
baglanilan ilk zamanlarda bu uyaranlarin énemi artmaktadir.
Goriildigli tizere; bu arastirmada hizmet alam kavramu,
somut unsurlarin etrafinda incelenmistir.

Milliyetler ve Hizmet Alani

Kiiltiir, insanlarin davraniglarini yoneten ve tarihsel
olarak bir gelisim siireci i¢inde ortaya ¢ikmis agik ve kapall
rasyonel-irrasyonel bir diizeni ifade etmektedir (Saran,
1993). Kiiltiir, toplumun iiyelerince paylasilir ve o toplumda
kabul edilen davraniglarin ortaya c¢ikmasi ile sonuglanir
(Haviland, 2008).

Bir otel isletmesinin, makro diizeyde hedef kitlesini
dogru bir bicimde belirlemesi gerekir. Ciinkii hedef kitlenin
beklentilerini belirlemek ve bunun iizerinden hizmet alaninin
diizenlenmesi  gerekmektedir  (Lin, 2004).  Milliyet,
demografik pazar boliimleme degiskenlerinin igerisinde yer
almaktadir (Kotler ve Armstrong, 2012). Bu degiskenin
Onemi, turistlerin motivasyonularda gesitli farkliliklara yol
acmastyla da gorilmektedir (Kozak, 2002). Bunlar dikkate
alindiginda, hizmet alani ig¢in faarkli milliyete mensup
turistlerin algisini tespit etmenin dnemi ortaya ¢ikmaktadir.

Bu arastirma kapsaminda kiiltiir degiskeni, turistlerin
iilkesi sorularak tespit edilmisitir. Bu c¢alismadaki alt
kiiltiirler dikkate alinmamistir (Kozak, 2001). Calisma
milliyet degiskeni {izerinden ylriitiilmistir. Milliyetin
motivasyon (Kozak, 2002), tatmin (Kozak, 2001),
boliimlendirme (Lee vd., 2004) ve kalite algis1 (Dedeoglu,
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2012) ile ilgili etkileri gesitli arastirmalarda incelenmistir.
Dedeoglu (2012) hizmet kalitesini SERVQUAL ile dl¢tiigii
calismasinda, turistlerin kalite algisinin yalmizca fiziksel
unsurlar boyutunda anlamli farklilik gosterdigini tespit
etmistir. Almanlarin, Ruslara gore fiziksel unsurlari daha
olumlu bir sekilde algiladigi goriilmektedir. Namasivayam
ve Lin (2003), hizmet alan1 ve iligkide bulundugu
degiskenler i¢in birgok aract ve farklilagtirict degiskenin
olabileceginin  altin1  ¢izmektedir. Yazarlar, kiiltlirel
farkliliklarin ~ 6nemli  bir  belirleyici  oldugunu  &ne
siirmektedir. Ote yandan, Pizam ve Jeong (1996) Koreli tur
rehberlerinin, g¢esitli milliyete mensup turistleri farkli
ozellikte algiladigini tespit etmistir. Yapilan arastirmalarda
goriildiigii lizere, ¢esitli milliyetlerden turistler ayni turistik
tirline iliskin farkli algilamalara sahip olabilmektedir ve bu
kani onlara hizmet sunanlar {izerinde de mevcuttur. Fakat
yapilan c¢aligmalarda milliyet unsurunun, hizmet alani
iizerindeki farklilagtirict etkisi 6zel olarak vurgulanmamastir.

Rus ve Alman turistler, Tiirkiye’ye yonelik turistik akimi
saglayan Oncii iilkelerdendir. 2013 yilinda, Tiirkiye’ye gelen
turistlerin % 26.67°sini bu grup olusturmaktadir (Kiiltiir ve
Turizm Bakanligi, 2014). Bu iki iilkeden gelen turistlerin,
milliyetlerine gore de farkl kiiltiirel 6zellikler gosterdikleri
bilinmektedir. Ornegin, Almanlarin Ruslara gore bireysellige
daha fazla 6nem verdigi fakat Ruslarda giic mesafesinin
daha fazla oldugu gorilmektedir (Hofstede, 2014).
Milliyetin tespit edilen etkileri dikkate alinarak turistlerin
hizmet alanin1 farkli algilamasi beklenebilir.

H;:  Miisterilerin  otelin  hizmet alanina
algilamalari, milliyetlere gore farklilik gostermektedir

YONTEM

iligkin

Ol¢iim Araci

Olgiim araci olarak anket tercih edilmistir. Anketin ilk
bolimiinde hizmet alanina iligkin ifadeler yer alirken, ikinci
bolimiinde demografik degiskenler yer almistir. Hizmet
alani ambiyans 4, diizen 3, dekor 3 ve igaretler 3 olmak {izere
toplam 13 ifade ile ol¢iilmiistir. Olgiim aracinin
olusturulmasinda Bitner (1992), Siu vd. (2012) ve Wakefield
ve Blodgett (1996)’in ¢aligmalarindan yararlanilmistir.
Anketteki hizmet alanina iligkin tiim ifadeler 7°li Likert
dlcek olarak hazirlanmistir. ikinci boliimdeki degiskenlerde
ise katilimeilarin yasi, cinsiyeti, egitimi, ziyaret sayisi, kalis
stiresi, konakladiklar otel sinifi ve gelirleri yer almaktadir.

Olgegin ilk olusturulmasinda orijinal dili olmasi
nedeniyle, olgek Ingilizce hazirlanmigtir. Daha sonra,
uygulamanin Rus ve Alman turistlere yonelik yapilacak
olmasi nedeniyle, Olcek Once Tirkceye daha sonra
Tirkceden Rusca ve Almancaya cevirtilerek, anketler 10’ar
kisiye uygulanmistir. Hatali ifadelerin tespitinden sonra
Olcege son hali verilmistir. Bunun yaninda Durvasula vd.
(1993), Steenkamp ve Baumgartner (1998), Teo vd. (2009)
kiiltiirlerarast caligmalarda degismezlik  testlerinin
kullanilmasini ~ 6nermektedir. Buna gore c¢alismanin
kiiltiirleraras1 olmasindan dolay1 metrik degismezlik ve 6lgek
degismezligi testi uygulanmistir. Bu analize iligskin sonuglar
degismezlik analizleri boliimiinde verilmistir.

Orneklem

Calismanin evrenini Antalya bolgesindeki dort ve bes
yildizli otel isletmelerinde konaklayan Alman ve Rus
turistler olusturmaktadir. Orneklem seciminde kolayda
orneklem yontemi kullanilmistir. Anketlerin uygulanmasinda
ise birak-topla yontemi kullanilmistir. Bu kapsamda dagitilan
750 anketten 341 tanesi geri almmistir. 341 anketin
icerisinden 25 tanesi analiz i¢in uygun doldurulmadigi igin
cikartilmistir. Bu nedenle ilk asama analizlerde 316 anketten
elde edilen veriler kullanilmistir.

Veri analizi

Calismada oncelikle 6rneklem igerisindeki u¢ noktalarin
tespit edilmesi i¢in Mahalanobis uzakligi incelenmigtir
(Mahalanobis” D(13)>45.563, p<.001) (Hair vd., 2009).
Buna gore iki adet ug deger tespit edilmis ve Orneklem
setinden ¢ikartilmistir. Bu asamadan sonra hem dlgegin
gecerliligini  sinamak igin kullanilan dogrulayict faktor
analizinde (DFA) maksimum olabilirlik ydnteminin
kullanilmast hem de MANOVA kullanilmasi nedeniyle
normal dagilim varsayiminin tespiti i¢in ¢arpiklik ve basiklik
katsayilar1 kontrol edilmistir. U¢ degerlerin ¢ikartilmasindan
sonra 314 denekten elde edilen verilere gore elde edilen
carpiklik degerleri -1.006 ve .050 arasinda, basiklik degerleri
-.993 ve .781 arasinda tespit edildigi i¢in ve Kline (2011)
tarafindan belirtilen degerleri (+5) ge¢memesi nedeniyle
normal dagilim varsayiminin saglandigi belirtilebilir. Ayrica
calismada MANOVA kullanilmasi ve hizmet alam
unsurlarmin  (ambiyans, diizen, dekor ve isaret) hizmet
alanin1 agiklama oranimi tespit edebilmek amacryla ikinci
diizey dogrulayici faktér analizi kullanilmistir. DFA
uygulanmasinda AMOS, MANOVA’nin uygulanmasinda
SPSS paket programlari kullanilmistir.

BULGULAR
Demografik Bulgular

Katilimcilarin %47,8’sini Alman turistler olustururken %
%52,2’sini Rus  turistler  olusturmaktadir. ~ Ayrica
katilimcilarin %43,3’1 erkektir. Katilimecilarin %64,3’1 bes
yildizli otel isletmesinde konaklamaktadir. Medeni duruma
bakildiginda ¢ogunlugun (%70,4) evli oldugu sdylenebilir.
Yas araliklar1 incelendiginde ise en fazla grubun %21,2 ile
42-49 yas grubu oldugu, bunu sirasiyla 34-41 (%17,2), 50-57
(16,3) yas gruplarinin izledigi belirtilebilir.

Gegerlilik ve Giivenilirlik

Calismada kullanilan 0lcegin gecerliliginin tespitinde
DFA kullanmilmistir. Giivenilirligin tespitinde ise Cronbach
Alpha Kkatsayilart incelenmistir. DFA sonuglarinda elde
edilen uyum indeksi degerlerine ek olarak yap1 gegerliligini
veren yakinsak gecerlilik, ayirt edici gecerlilik ve yap1
giivenilirligi de incelenmistir. DFA sonuglar1 tablo 1°de
gosterildigi gibidir.



Journal of Tourism and Gastronomy Studies 2/3 (2014) 3-10

Tablo 1. DFA Sonuglar

Std. Fakior t Ya Cronbach’
Boyutlar ifadeler Yiikleri 3 Pl AVE Korelasyon
N Deger  Giiv. s alpha

Otelm_ g_enel alanlarinda 1s1tma/sogutma 91 *Sabitlendi Diizen 53(28)**
« yeterlidir.
£ Otelin fon miizigi hostur. .89 23811 94 9 gq  Dekor .11(.01)**
€ Otel igerisinde hos bir koku vardur. .89 24.240 ' ' ' Isaret .49(.24)**
< .

Otelm_ g_enel alanlarinda 1s1iklandirmasi g7 23198

yeterlidir.

Asansorlere ulagmak kolaydir. .95  *Sabitlendi Dekor .14(.02)**
= Otelin diizeni, havuz alanlarina ulagsmak : -
ﬁ i¢in uygundur. 91 30.594 .96 .88 .96 Isaret —.64(:41)
Q . o .

Otelin du'ze.m, genel kullanim alanlarina 9 36.264

ulagmak i¢in uygundur.

Otelin igindeki zemin ve duvarlarin *Capi . . "

renkleri géze hos gelmektedir. 89 Sabitlendi Isaret .14(.02)
S Otel odasinda kullanilan malzemeler 86 19,355 90 75 90
A kalitelidir. ' ' ' ' '

Otelin ortak kul_lan_m_l alanindaki 85 19.268

malzemeler kalitelidir.

Oteldeki isaretler yeterli biiyiikliiktedir. .86 *Sabitlendi
T Oteldeki isaretlerin anlagilmasi kolaydir. .94 21.547
8 .. . .. . .90 74 .89
.2 Oteldeki isaretler gidecegim yeri 78 16.828

bulmamda kolaylik saglar. ' '

Uyum Degerleri v?=179.807, sd=59, 1%/sd=3.048, RMSEA=.081, CF| =.97, NFI=.95

*1’e sabitlenmistir **Parantez i¢indeki degerler korelasyon karelerini gostermektedir.

Tablo 1 incelendiginde °=179.807, sd=59, x*/sd=3.048,
RMSEA=.081, CFI =.97, NFI=.95 uyum degerlerinin kabul
edilebilir bir seviyede oldugu belirtilebilir (Marsh ve
Hocevar, 1985; Turley ve Reisinger, 2001; Schermelleh-
Engel vd., 2003). Bunun yaninda 6l¢iim modelinin yapi
gecerliligi incelendiginde; yap1 giivenilirliginin Onerilen
minimum. 60 degerinden (Bagozzi ve Yi, 1988) ve yakinsak
gegerlilik icin kontrol edilen AVE (average variance
extracted)’nin Onerilen minimum .50 degerinden fazla
oldugu goriilmektedir (Anderson ve Gerbing, 1988). Bunun
yaninda Tablo 1’de goriildiigii gibi her iki yap1 arasindaki
korelasyonlarin karesinin her iki faktér yapisimin AVE
degerlerinden diisiik olmasi sebebiyle ayirt edici gegerliligin

saglandig1 ifade edilebilir (Kline, 2011; Fornell ve Larcker,
1981). Sonu¢ olarak yapr gecerliliginin saglandigi
belirtilebilir.

Degismezlik Testleri

Degismezlik testi i¢in Oncelikle tim parametrelerin
serbest bicimde tahminlendigi “temel model” test edilmistir.
Bu model diger degismezlik testleri i¢in Snkosul
niteligindedir (Steinmetz vd., 2009). Bu modelin uyum
degerlerinin yeterli diizeyde oldugu belirtilebilir (x?=268.9,
sd=118, RMSEA=.064, CFl =.96, NFI=.93) (Marsh ve
Hocevar, 1985; Turley ve Reisinger, 2001; Schermelleh-
Engel vd., 2003). Buna gore metrik degismezlik ve 6lgek
degismezligi testleri i¢in 6nkosulun saglandig belirtilebilir.

Bu asamadan sonra yapmmn ayni anlama gelip
gelmedigini tespit edebilmek igin “temel model”deki faktor
yiiklerinin  sabitlendigi ~ metrik  degismezlik  testi
yapilmustir(Ay” [9]= 10.90, p>.01). Béylece Steinmetz vd.
(2009)’inde belirttigi gibi bu durum gegerlilik katsayilarmin
esitligi ile ilgili kanit saglayabilmektedir. Bu agsamadan sonra
liclincii asama olan Ol¢ek degismezligi testinin kontrolii
yapilmustir. Elde edilen bulgulara gore dlcek degismezliginin
saglandig1 belirtilebilir (Ay” [13]= 17.00, p>.01). Buna gore,
Alman ve Rus turistlerin 6l¢ekte belirtilen ifadeleri benzer
sekilde algiladigr belirtilebilir (Vandenberg ve Lance, 2000).

Tablo 2. Degismezlik Testleri

Yapilar L S0 Ay RMSEA CFI NFI Degismerlik
Temel

. 2689 118 064 96 .93

;‘)"etf.'k i 2798 127 (91090 062 96 .93 Desteklendi
eglsmezil p>001

Olgek 140 (13)17.00 .062 .96 .92 Desteklendi

Degismezlig  296.8

i p>0.01

Hipotezlerin Test Edilmesi

Calismanin amaci dogrultusunda MANOVA yapilmustir.
Ancak oncelikle hizmet alant unsurlarinin (ambiyans, diizen,
dekor ve isaret) hizmet alanini agiklama oranmni tespit
edebilmek amaciyla ikinci diizey dogrulayici faktor analizi
kullanilmistir. Buna ilaveten hizmet alan1 6lceginin genel
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(boyutlandirilmamig), birinci diizey ve ikinci diizey
dogrulayic1 faktor analizlerinin uygunlugu birbirleri ile
kiyaslanmigtir.

Tablo 3. Hizmet Alan1 Ol¢iim Modeli Sonuglart

hizmet alanma iliskin algilama farkliliklarimin 6lgiildiigi
MANOVA sonuglari Tablo 6 verilmistir.

Tablo 6. Hipotez Sonucu

Yapilar $/df RMSEA CFI NFI AIC CAIC

Genel 30.519 .310 48 47 2034726 2159.211

Birinci .081 97 .95 243.807 395.788
.. 3.048

Diizey

Tkinci Diizey ~ 2.949 .079 97 .95 239.900 382.382

Hotelling’s E Hipotez Hata

Etki Trace sd sd

qz

Milliyet .023 1.793  4.000 309.000 .130 .023

Tablo 3’de goriildiigii gibi en iyi uyum degerlerini ikinci
diizey DFA sonuglarmin verdigi belirtilebilir. Bunun yaninda
model tercihlerinde AIC (Akaike’s information criterion) ve
CAIC (Consistent AIC) degerleri kontrol edilerek
yapilabilmektedir (Bozdogan, 1987). Genel yapinin AIC ve
CAIC degerlerinin, birinci diizeyden, birinci diizeydeki AIC
ve CAIC degerlerinin de ikinci diizey DFA’dan daha yiiksek
olmasi sebebiyle en iyi yapinin ikinci diizey DFA oldugu
ifade edilebilir. Ayrica Tablo 4’de hizmet alani unsurlarinin
hizmet alanimi hangi oranda agiklandigina iligkin bilgiler
verilmigtir.

Tablo 4. Hizmet Alam Olgegi icin ikinci Diizey Dogrulayici
Faktor Analizi Sonuglari

Yapilar Ambiyans Diizen Dekor lisaretler
R 41 69 .03 59
Yiikleri (1) .64 .83 17 g7
t-degerleri Sabitlendi*  8.752 2.567 8.647

*1’e sabitlenmistir **p<.001***p<.01

Bu baglamda hizmet alaninin dort boyutlu unsurdan
olustugu yapr ikinci diizey dogrulayici faktdr analizi ile de
desteklenmistir. Bu nedenle (bagimli degisken sayisi dort
tane oldugu igin) turistlerin milliyetlerine gore hizmet

alanina iliskin algilama farkliliklari MANOVA ile
Ol¢tilmiistiir.

Hipotez testine ge¢meden Once, hipotezin test
edilmesinde MANOVA kullanilmasindan dolayt,

MANOVA’ya ait bazi temel varsayimlar incelenmistir. Bu
varsayimlar Tablo 5’da gosterilmistir.

Tablo 5. MANOV A’ya iliskin varsayimlar

Levene Homojenlik Testi

Bartle
tt Box’s
Kiires M Ambi  Diiz Dek Isaretl
ellik Testi yans en or er
Testi
Olasih
k .000 F . 737 .310 .003 209 491
orani degeri
Yaklas  335.44
1k x2 2 sdl 10 1 1 1 1
sd
9 sd2 457041, 312 312 312 312
569
p .000 p .690 578 960 .648 484

Tablo 5 incelendiginde Olgekteki ifadeler arasindaki
korelasyonun  MANOVA i¢in uygun (p< .05) oldugu
goriilmektedir. Varyans-kovaryanslarin ve varyanslarin
homojen olma durumuna bakildiginda, bu varsayimin da
saglandig belirtilebilir ((sig.) p> .05). Temel varsayimlarin
yerine getirilmesinin ardindan Alman ve Rus turistlerin

Tablo 6’da gorildiigii gibi turistlerin milliyetlerine gore
birlestirme yapilmis bagimli degiskenleri algilamalari
arasinda anlaml bir farkliliin tespit edilmedigi sdylenebilir:
F(4, 309) =1.793, p= .130; Hotelling’s Trace = .023; n? =
.023). Buna gore H; hipotezi desteklenmemistir. Turistlerin
milliyetlerine gore algilama farkliliklar1 anlamh olmasa da,
her bir unsuru algilamalarinda farklilik olup olmadigini tespit
edebilmek i¢in Denekler Arast Etki Testi incelenmistir.
Oncelikle birinci tip hatanin olusma olasihgim diisiirmek igin
giivenilirlik diizeyi bagimli degisken sayisina boliinmiistiir
(.05/4) (Pallant, 2005).

Tablo 7. Miisterilerin Milliyetlerine Gore Hizmet Kalitesi
Boyutlarini Algilama Farkliliklar

Hizmet Ortalamalar Tek degiskenli
Alam Alman Rus F p n’
Ambiyans 495 457 5349 .021 .017
Diizen 438 427 396 .529 .001
Dekor 446 432 1749 187 .006
Isaret 504 487 1114 .292 .004

Tablo 7 incelendiginde miisterilerin milliyetlerine gore
hizmet alanma iliskin herhangi bir unsuru anlamli derecede
farkli algilamadigi goriilmektedir. Buna gore turistlerin
milliyetlerine  gére hizmet alam1  unsurlarint  farkh
algilamadig belirtilebilir.

SONUC VE ONERILER

Bu ¢alismada, hizmet alanimnin Rus ve Alman turistlerce
nasil algilandiginin belirlenmesi amaglanmistir. Bu yiizden
literatiir incelemesi sonucunda ortaya konulan ve hizmet
alanini temsil eden dort boyutun bu turist gruplarinca farkl
algilanip algilanmadigi sorusu iizerine yogunlasilmistir.
Oncelikle, gecerlik ve giivenirlik noktasinda gerekli
saglamalar yapilmigtir. Bu noktada dekorun hizmet alanini
aciklamada en kiigiik etkiyi yaptigimin tespit edilmesi ile
beraber, diizenin en giiglii etkiye sahip oldugu goriilmektedir.
Buna gore kaliteli malzemenin segilmesi ve dogru renklerin
se¢ilmesi hizmet alanin algilanmasinda, bu alanin turistlerin
rahat hareket etmesini saglamasinin gerisinde kalmistir. Bu
alan1 diizenlemekten sorumlu olan yoneticilerin, ilk dikkat
etmesi gereken husus turistlerin rahat hareket etmelerini
saglayacak bir otel diizenini saglamaktir.

Calismanin temel amacma uygun olarak; tiim hizmet
alan1 unsurlarinin, birlikte farkli algilanip algilanmadigini
tespit etmek icin MANOVA yapilmistir. Ortaya ¢gikan sonuca
gore, Rus ve Alman turistler otellerin hizmet alanini
birbirinden farkli algilamamaktadir. Buradan yapilacak en
genel cikarim; hizmet alaninin her iki grup tarafindan aymi
derecede olumlu algilanmasidir. Yapilan c¢alismalarda
motivasyon, tatmin ve kalite algist gibi hususlarda
milliyetlere goére farkliliklarin tespit edildigi dikkatte
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alimdiginda (Dedeoglu, 2012; Kozak, 2001; Kozak, 2002),
bu aragtirmadaki bulgularin farkli bir ydnde oldugu
goriilmektedir. Arastirma kapsaminda, her ne kadar farkli
kiiltiirel alt yapidan gelen iki gruptan bahsedilse de (bkz.
Hofstede, 2014) Tiirkiye Ozelinde aragtirmanin yapildigi
destinasyondaki  otellerin  hizmet alanlarmin  farkli
algilanmadig1 goriilmektedir. Bunun sebebi, temel olarak
tilketimi amaglanan {riiniin benzer olmasiyla ilgili olabilir.
Bu hususun beklentilerin benzesmesine neden oldugu
sOylenebilir. Ayrica, otellerin hizmet alani diizenlemede
belirli bir standard1 yakaladigi da sdylenebilir.

Her iki milliyete iligkin ortalamalara bakildiginda, bu
saymin orta noktayr (7’li likert tipi dlgek igin ‘4”) astigi
gozlenmektedir fakat bunun ¢ok iizerinde oldugu
soylenemez (bkz. Tablo7). En yiiksek ortalamalara isaretler
unsurunda ulagilmigtir. Ancak her hizmet alan1 unsuru igin
Tirkiye’de yer alan otellerin kendilerini bir adim oteye
tagimalart gerektigi de goriilmektedir. Bu husus bazi
otellerde renovasyonu gerektirebilir (bkz; Hassanien ve
Baum, 2002).

Calismada, belirtildigi iizere hizmet alan1 sadece somut
yoniiyle incelenmistir. Fakat daha genis bir bakis agisi ile
insana iligkin yonlerin de incelenmesi miimkiindiir (Durna ve
Dedeoglu, 2013). Ozellikle insana iliskin yonlerin de
eklenmesi ile beraber, bu noktada milliyetlere iliskin farkli
algilamalarin ortaya ¢ikmasi beklenebilir. Nitekim yapilan
calismalarda da insan unsurunun miisterilerin iiriin ve hizmet
degerlendirmelerinde 6nemli bir role sahip oldugu
belirtilmektedir (Kiigiikergin ve Dedeoglu, 2014a; Teng ve
Chang, 2013). Bunun disinda, hizmet alami ig¢in iliskisel
modellerde, milliyetin farklilastirict etkisi tespit edilebilir.
Hizmet alaninin turistlerin milliyetine gore farkli algilama
ortaya ¢ikarmamis olmasina karsin, drnegin deger algist ve
baglilik gibi herhangi bir unsur {zerindeki etkisi
farklilagabilir. Sehir otelleri ve kiy1 otellerine yonelik hizmet
alani algist da degisebilir. Ayrica hizmet alan1 kapsaminda
Ozellikle lizerinde yogunlasilmasi gereken noktalardan birisi
otel isletmelerine iliskin spesifik bir hizmet alani 6l¢eginin
geligtirilmesi  gerekliligidir. Bu  agidan  yapilacak
calismalarda bu konular iizerinde durulmasi 6nerilebilir.
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Extensive Summary

Different Nations, Different Perceptions: A
Study on Servicescape

The studies about servicescape, are generally
based on Mehrabian and Russells’ study (1972).
With the servicescape focused on; except the few
studies that performed oriented to the hotel
management, it is existed a deficiency in the
literature at the studies which performed according
the comparison of perception of the servicescape
in nationalities. This study aimed to remedy the
defect. Accordingly, in this study the perception of
the servicescape of the Russian and German
tourists, it was aimed to determine whether
perceived differently. Along with the Russian and
German tourists have an important place in the
world tourism activities (UNWTO, 2013), %26.67
of the tourist coming to Turkey generated by this
group (Ministry of Culture and Tourism, 2014). It
may be a router for hotel managers, the
servicescape  perceptions of tourists  that
constituted an important place in tourism market
towards Turkey;

Servicescape was analyzed in this study with 4
sub dimensions with the result of examination of
the literature. These are ambience, layout, décor
and signs. First of all in the study confirmatory
factor analysis (CFA) was done. In addition to
showing good fit of the model presented the
results of validity and reliability supports result of
the CFA. Besides this process; due to arrangement
of the questionnaire which arranged in different
languages and applied to the two separate
nationality, both metric and scale invariance test
was also performed. As a result; it’s observed that
Russian and German perceive the servicescape in
a similar manner (see. Vandenberg and Lance,
2000). Before MANOVA done; 4 sub-dimensions
done through second level CFA, servicescape is
intended for the detection of explanatory power.
This model also has been found to have good fit
values. The layout has been the best description
for the size of the servicescape. Décor has been
the least variable explanation for the servicescape.
Accordingly; quality materials and using the
appropriate color is important, but the main
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concern is that all the materials has to be placed
correctly.

After these implementations, MANOVA was
done. To do the MANOVA necessary assumptions
are provided. As a result of analysis, all dimension
of servicescape were considered, Russian and
German tourists haven't been found that
servicescape perceived differently. Each of the two
groups has arrived at their hotel with similar
purposes, so their expectations from the
servicescape can be said to simulate. When
dimensions of servicescape were referred
separately, no significant differences were
observed based on nationality. It is observed that
the certain standards are caught when looking at
the average expressions of the tourists. But at this
point, it is also seen that the hotels have to carry
themselves one step further as necessary.
Concentrated on all inclusive concepts; services
that provided increases the time spent in the hotel,
the management of the servicescape is gaining
importance.

The future studies that will be worked; more
relevant results can be provided by taking into
consideration of humanitarian aspects of the
service field. Also, while examining the impacts of
servicescape on several variables (value, quality
etc...), examining the moderate effect of
nationality (moderate affect) also can reveal
important results.
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INTRODUCTION

Food and bevarage businesses are stated as fims that
established to provide profit in exchange of goods and
service while people are out of their homes for various
reasons or in temporary travels (Sokmen 2003: 20). A lot of
small or large scale, food and beverage serving business
type, primarly aims to serve the food and the beverage
directly to the guests. Restaurant businesses can be
considered as the head of the list among this type of
corporations (Kocak 2007:4). The concept of guality in the
restaurant business, takes part in each stage of the activities
carried out within the business. Because, every experiences
the customers have, from the very beginnig until their
departure, is very important. For obtaining these
experiences, there are some factors that affect the quality of
service offered such as; the taste and the price of a served
food or beverage, enviromental factors, personel, service
quality, hygine, cleaning and atmospheric elemets (Kocbek
2005: 21). Hence, the restaurant businesses need to adopt
both within its own and the given standarts from certain
organizations. This adaptation makes the restaurant
disciplined and provides a positive development.

As a part of these standards, taking place in the Michelin
Guide that the importance of which is rapidly increasing and
having a Michelin Star was examined in this study. In
addition, implemantation of the Michelin standards in a
restaurant business was investigated by taking the example
of Le Canard restaurant into consideration.

The purpose of the research is to examine the Michelin
standards and to consider the process of getting a star and the
implementation clauses after having it. And also to examine
the affects of the process itself, the applied standards during
the process and all the benefits that comes with the Michelin
star to Le Canard restaurant.

Considering the lack of the informations about the
process, importance of these source is increasing.
Additionaly, this work is thought to be a good guide for
whom that wishes to have information about this project
from the ones that in — or outside the industry, organizations,
corporations and for the academic works.

GENERAL INFORMATION ABOUT RESTAURANT
BUSINESSES

The restaurant concept was first come out in France after
the French Revolution. The businnesses that produce and sell
food and beverage to provide people’s needs, gave
themselves the name “Ristereuter” which means “to restore”
in French. These businnesses are considered to be the first
step in today’s restaurants. In the context, this name was
transferred as “Reastaurant” to the international languages
(Bingol 2007: 27). In Turkey, restaurant businesses are
considered to begin with the coffee shops in the 15 th
century (Bingol 2007: 42). The first restaurant to sell many
products in the same place was opened in Konya in 1879
(Sarusik ve Hatipoglu 2009: 42).

Although the definitions of “restaurant” may range in
many ways, a Corporation needs to have these following
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four main features to be considered as a restaurant (Sokmen
2003: 38):

e Having tables and chairs that are ready for he
customers use

Having a variyt of food and beverage that guests can
choose from

Selling the food and beverages at a certain prices
After the gusts orders, the food must be prepared
and served

After taking the orders from the guests and prepared
them, these orders need to be served in a specific order
(Dokmenoglu 2008:46).

Turkish Language Association (TDK) is defines the
reastaurants as; dining places opened for the purpose of
profit that providing food in exchange for money. And also
Define “cookhouse” as the synonym of it.

Ministry Of Culture And Tourism is defines cookhouses
as; facilities that provides table d’hote - a la carte or special
foods to eat and appropriate services to meet the needs of the
food and beverages.

THE CLASSIFICATION
BUSINNESSES

While classifying restaurants, it is possible to see
different approaches from different sources. The
classification of American Restaurant Union and other
Restaurant Proffessionals is as follows ( Goldman 1993: 59-
60);

OF RESTAURANT

Traditional Restautants
Speciality Restaurants

Ministry of Culture and Tourism of Republic of Turkey
classifies the restaurants as follows;

e  First-Class Restaurants : Restaurants that arranges
main hall with at least 50 people capacity and seperate the
rooms with the rest of it that total capacity up to 150 people

Second-Class Restaurants : Restaurants that have a

dining room with the capacity of at least 50 people.

The classifications of the restaurants, according to
thernagement structure and the properties are accepted both
in the theory and in the practice. The restaurants are devided
into two groups according to their managemental structures
as; the chain restaurants within its own and the independent
restaurants.

Chain Restaurants : are the businesses that generally part of
an greater restaurants or provides a standard a service in a
certain group. For example; Mc Donald’s, KFC and Burger
King are chain restaurants in the fast-food category, while
The Hard Rock Cafe, Planet Hollywood and Rainforest Cafe
can be listed as themed chain restaurants (Broherton 2003:
36).

Independent Restaurants : are corporations that founded by a
certain entreprenur or entreprenurs which are not part of any
chain. Independent restaurants, except from the law and the
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rules, are free at production, service and management and
composed of a single section (Dorf 1992: 51) .

The restaurants that are mentioned above and the others
are applying many standards to provide a guality service. For
example; Some institutional standards can be shown it the
system that the companies themselves have set, the ISO
(International Organization for Standartization) 10002
Customer Satisfaction Management System to improve guest
satisfactions, or Food Safety Management System HACCP
(Hazard Analysis Critical Control Points) and 1SO 22000
Food safety management system in food for the safe food
production.

GENERAL INFORMATION ABOUT THE MICHELIN
GUIDE

In 1900, French tire producer Andre Michelin and his
brother Eduardo have published the first edition of the guide
fort he French drivers. In France, less then 300 vehicles were
in use at that time. The Michelin Guide was first aimed to
improve the claim to the cars and then to tires in
concequence. (Henly 2004: 2). Approximately 35.000 units
from the Michelin Guide was published and distributed free
of charge. Guide consist of a lot of helpfull informations
fort he drivers like; the maps, repair instructions, tire change,
car repair, hotels and petrol stations. In 1904, the brothers
published a similar guide in Belgium and has recieved more
attention than expected (Dawson 1974: 40-43).

The purpose of publishing the Michelin Guide is to help
to the tourists or businessmen, visiting major European
cities, like finding a hotel near the convention center or
inviting their customers to a easily finding restaurant after a
meeting (http://infoweb.newsbank.com/iw-
search/we/InfowWeb) .

The Guide contains lots of usefull informaion like city
maps that shows hotels and restaurants, keywords that
describe the style of each institution, practical informations
about cities (landmarks, tips to walk about the city..etc) and
the written informations for the tour
(http://infoweb.newsbank.com/iw-search/we/InfoWeb) .

Image 1: The cover of the Michelin Guide published in
1900.

http://www.histoire-

Reference:
gueret.fr/images/mdupont/GU, Erisim Tarihi: 23.03.2014.
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Michelin Guide, identified at least two lines to describe
each organizations based on an extensive system of symbols.
In the last editions, a lot of new informations has been added
to the description of the stared-restaurants in the guide. This
informations are written in the languages of the published
countries, but the symbols are remains the same in all guides
(http:/lwww.telegraph.co.uk/foodanddrink/foodanddrinknew
5/6998093/Michelin-Guide-2010-UK-has-more-starred-
restaurants-than-ever-before.html) .

Despite being distrubuted for free in the beginnig, the
Guide begun to be sold for 7 Franc per copy in 1922. The
Guide has steadily expanded it’s scope from France to
Europe. For instance; the first edition of italy in 1956 and the
first edition of United Kingdom was published in 1974.
Guide has expand abroad with New York Guide in 2006 and
has spread to the major cities of U.S.A, China and Japan
(http://www.andyhayler.com/michelin-history) .

In 2012, Michelin published the guieds inclueding
Germany, Switzerland, Benelux (Belgium, Netherlands,
Luxembourg) Italy, Spain, Portugan, United Kingdom,
Ireland and France. In addition, Honk Kong & Macau, New
York, San Francisco and Chicago guides are also become
avaliable. The scope of Michelin in Japan has been expanded
in 2012 with Tokyo, Yokohama, Kamakura, Osaka, Kobe
and Nara’s guieds in April 2012. Other Europen countries are
partly inclueded in the guied with “The Guide of Main Cities
Of Europe” (www.andydyhyler.com/starsystem).

The first editions of the guide is New York Guide which
is being publihed at the beginning of October. And France
tranditionally has the title of “the las guide” by being
published by the end of February. One month after that “The
Guide of Main Cities Of Europe” is published
(www.andydyhyler.com/starsystem).

While considering an establishment for a star, Michelin
Guide is asking that is it their first star or moving from one
to two or two to three stars. Firstly, the inspector with
responsibility for that particular area analyses the region,
than anather inspector is sent to these restaurants for the
second report. If the second consideration is equally as good
as the first, a further series of inspections takes place to test
the consistency. There is a guaranteed minimum of three
very strong visits before being awarded a first star, plus as
many as eight, nine or even ten visits in a year for potential
two and three star promotions
(http://www.newyorker.com/reporting/2009/11/23/091123fa
_fact_colapinto#ixzz29X2I1hNIo) .

The meetings about granting or withdrawing of a star, is
being made during the year. Inspectors, editor of the Guide
and director of the Michelin Guides participates in the
meetings. During the star meetings they discuss their
different restaurant tests, review the different places where
they ate and compare their inspection reports. At the end
fwork-year, related investigators presents their opinions
about the candidates and determines the state of the star
(granting ow withdrawing it) by discussing and by providing
unanimity. At this stage, if any doubtful thought comes out
about the restaurant, they suspend or withdraw the star next


http://infoweb.newsbank.com/iw-search/we/InfoWeb
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http://www.histoire-gueret.fr/images/mdupont/GU
http://www.histoire-gueret.fr/images/mdupont/GU
http://www.telegraph.co.uk/foodanddrink/foodanddrinknews/6998093/Michelin-Guide-2010-UK-has-more-starred-restaurants-than-ever-before.html
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year by making a detailed examination. The reason for this
is the Michelin byword of consistency. Michelin want to
ensure that if they are telling their readers that they will eat
well, then it shouldn’t be just a classical meal. For being sure
about the consistency, inspectors makes weekend, mid-week,
lunch and dinner time visits, to try both the a la carte and the
set menues
(http:/lwww.lasvegassun.com/blogs/culture/2009/jun/26/mic
helin-bad-economy-means-no-2010-guide-las-vegas/) .

GENERAL INFORMATION ABOUT MICHELIN
STARS

Michelin one-star system begun in 1926. Anlarge with
the additions of the second and the third stars in 1931 and in
1936 the definitions of th stars started to be used.

[ ]
journey.

Three stars: for exceptional cuisine, worth a special

Two stars: for excellent cooking, worth a detour.
e  One star: for a very good restaurant in its category.
The symbols used in the Michelin Guide, provides a
general informatin about the conditions and the menues
about the restaurant in the guide
(www.beyond.tr/food/michelin-guide-history.html) .

The chart in the guide uses symbols for accomodation
and restaurant businesses, offers a clear information and a
catchy sign language for the people how have the guide
(http://www.docstoc.com/docs/100278281/The-MICHELIN-
Guide-Great-Britain-and-Ireland-2011-statistics).

In Michelin Guide, different symbols and categories are
also being used like the “big gourmet” concept which was
introduced in 1997, means ‘“appropriate cooking at
reasonable prices”. This concept is a degree that is generally
using for smaller businesses which are not inclueded in star
category.There is a seperate symbol using fort his concept in
the guide and it becomes a certain criteria for rating
(http://www.lokantadunyasi.com/edetay.asp?type=1&id=102) .

In addition, listed restaurants, regardless of their starsor
bib gourmet status, may also receive the “fork an spoon”
symbol as a reflection of the restaurants’ comfort and
guality. And the rating ranges from one forks and spoon that
imply a simple bistro and five a luxurious
restaurant.Reastaurants can also get a series of rating
symbols from their lists, independent from the rating of the
guide (http://www.michelintravel.com/michelin-guides/) .

Image 2: Symbols using in the Michelin Guide.

RKRKKK Luxury
3{"}&'3&"}&' Top class comfortable
3{’%3{.’ Very comfortable
3{.% Comfartable
3{' Quite comfortable
Hﬁ'-’f ?"'P Pubs (GB), tapas bar (E)
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Reference:http://www.somebits.com/weblog/culture/travel/g
uideRouge.html

What the symbols meas from 1 to 5 stars is seen in the
graphic 2. And bar and pub’s symbols are also added.

Image 3: Other Symbols being use in the Michelin Guide

| The MICHELIN Guide Great Britain and Ireland 2011 statistics |

1697 Hotels 3418 Establishments 1721 Restaurants
£} Luxury in the traditional style EE0 2
115 Top class comfort A4 4 5
320 Jﬁh Very comfortable m{z 168
s ﬁ:.' Comforiable ‘}fl}f 618
big m Quite comfortable % 188
Other recommended
51 h accommodation
Traditional pubs serving foad I‘Cj 520
:ﬁ:ﬁt Fartigula rlly pleasant TRk
275 establishmants " 12
{Red symbols) =
to 'IPT‘ ' to |
oy
B
2 Wiery quiet, sechuded hotels
BIB GOURMAND
é'% l Good food at moderate prices 118
BIB HOTELS
Good accommadation at modarate prices 9N
MICHELIN STARS
363 R
123 (12 new) 16 (2 New) 4

Reference: http://360.here.com/2012/12/13/michelin-guide-
powered-by-here-platform/

Michelin Guide and the Star, has been a respected
application in the food and beverage sector from the very
beginnig of the guide until today. And will continue
spreading with the incorparation of the countries and the
businesses in the years ahead.

INFORMATION ABOUT LE CANARD RESTAURANT
HAMBURG

Le Canard reastaurant is a business that belongs to a
Turkish Chief Ali GUNGOR, with an 570 sguare meter of
area that has the capacity to serve speacial servis for 100
people and a la cart efor 70 people, in the city of Hamburg —
Germany. Le Canard welcomes the guests in a place with a
rich architecture near the Elbe River. Provides a Japanese
room, a kitchen stand and a terrace section to the guests.
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Making changes at the menii in certain periods, restaurant
often renew itself. Le Canard Restaurant commence to
business in 2006, and has gained the first Michelin Star in
2007. Five chefs, five assistant chefs, eight serves staff and a
booker have been working in the business. Restaurant open
at 12.00 and closes at 22.30 on Tuesdays and Saturdays only.

Le Canard uses the order of First course, Starter entree,
Main course and Desert at the presentation, and has an
extensive wine menu. Also the owner of the business Ali
GUNGOR, uses Turkish brand and regional flavors .

When Michelin Scope the Le Canard of; location and the
menu variety has drawn a considerable attention and they
bring this to forefront at the reviews. The business started to
pay more attention to internal and external auditings and
begin to a preaudit policy to reduce the risks before
occuring, after recieving the star. Le Canard also following
closely the trends and the innovations in the gastronomy
field and keep the food & beverage sector in the forfront to
respond and to fulfil the high expectations of the earn star.
This business “high guality food and guality service”
concept and the guality service approaches are consistent
with the Michelin Star discipline.

Graphic 4 shows the “Star Stiker” that only Michelin Star
restaurants can have. And Le Canard restaurant has the stiker
located at the entrance door.

Image 4: Visual of the Michelin Star that Le Canard owns.

Reference: Le Canard restaurant entrace door.

RESEARCH

The aim of the research is to examine the star-making
process and the conditions after the application by reaching
informations about Michelin Standards. And also the answer
of the following question has been asked within the research:

e How does a restaurant carry out the process of

having a star and the applications after having the star ?
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Method

At this research, Michelin Guide, it’s standards and the
star system was analysed, and added to this Le Canard’s
example was studied.  The path that Le Canard followed
during the introduction to the Guide, the star-making process
and the standards of the stars were analysed.

For the case study, Le Canard restaurant which is located
in the city of Hamburg — Germany and operated by the only
Turkish Michelin_star chef Ali GUNGORMUS is selected.
In the research, the Semi-structured interview technique was
applied. And supported with the observation technique.

Face to face interview forms which will be used as data
collection tool, were examined and sufficiency of the
questions has been analyzed by an expert. All the questions
were first examined for being correctly understood by the
participants, and than inclueded in to the study.

Le Canard Restaurant, located in Hamburg — Germany, is
the basic case of the study. The reason of choosing this
business was that, the owner of the Le Canard Ali GUNGOR
is the only Turkis Michelin-Star chef.

Interview with the participant took 60 minutes. Althought
the questions were determined during the research, it was
reconstructed during the interview according to the answers
of the participant. Questions have been analyzed in a flexible
perspective due to the questions that were open to comments.

Findings

Findings that obtained in the context of interview
analysis, has been evaluated in the star-making process, the
characteristics of the business and the employee, menu and
service concept sub-titles.

Star-Making process according to the research
Inspectors are examining the restaurants in every aspects by
considering the standards. Inspectors are performing this
analysis without informing the restaurant, under cover. Not
knowing the identity of the inspectors, always requires a high
quality service and service level. After the inspections,
Michelin Center compare the inspection reports and decide
whether or not to give the star. Moreover, they decide
whether to give one or more stars to an establishment. There
is a guaranteed minimum of three very strong visits before
being awarded a first star, plus as many as eight, nine or even
ten visits in a year for potential two and three star
promotions. The burden and the responsibilities of the
Michelin-Stared restaurant has ben hardened. For example;
the new stared restaorant do not have an obligatory of using
silverwear utensils. Besides, the increasing expectations
creates a psychological pressure on the staff. Even this
pressure affect the business in a negative way, it can be uses
to scale the situation by using a good plannig and
coordination.

Properties of the business and the staff : The people in the
Le Canard are all well traind on their professions. Service
personnel is experienced and have at least two foreign
languages. The kitchen staff are divided into groups in
themselves; Different departmens has an expert chef in the
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speciality of first course (appetizer), starter entree, main
course, sauses and deserts. Every chef has an assistant chef.
The master chef of Le Canard Ali GUNGOR summarized
that “ you should offer the high guality and provide the
continuity of it” , and added that with the pleasure of a
guality atmoshpere and dishes, it turns in to a different
experience and the guest comes back to rejoin it. And also
sad that the restaurant is also to provide continuity.

The menu and the service concept: The most important
feature of Le Canard is, that None of the dishes served to
guests contains any take-home foods. Bread, pasta and the
garnish of the starter entree’s are made by their chef’s daily.
Most of the dishes on the menu are made by Turkish raw
supplies. A universal approach is adopted in the kitchen and
creative work are being held. Having a Michelin star affects
the prices and the price polisy and it increases the prices.
Hovewer, guest receive the value they pay from the
preparation of food to service, employees and the quality of
the atmosphere.

The Michelin Star both provides the quality issue and
support the uniqueness. Getting involved in Michelin Guide
also provides prestige on the gastronomy fild.

The restaurant that considered on this research, has the
concern about the sufficiency for Michelin Star Standards.
Then, aims to keep the guality at the highest level.
Furthermore; now have the purpose of improving the
business by using these standards as a gool and tool.

CONCLUSION AND SUGGESTIONS

The concept of Gastronomy is gaining importance and
becomes a factor that can’t be dissociate. Because the reason
that there is no possibilty of and end to this sector,
gastronomy and tourizm synthesized with each other every
day and Show significant improvements.

The criterias that food and beverage businesses applied,
are devided certain criterias in itself. Michelin Guide is the
most prestigious among these and inclueds a universal
feature to the starred businesses.

Having a star and getting involved in Michelin Guide
provides a serious advertising oppurtunities and enables a
continuing development. The business should developt and
provide continuity not to affect the star-making process
badly. Employed staff, offered menus, service quality, used
forks, knives, plates, cups vb.malz description quality, menu
richness and flavor, the wine menu innovation and richness
of all these elements are being audited during the star system
process, affects the position of the restaurant in the Michelin
Guide directly. Some negativities can be seen among the
staff bacause of the guality importance in the analysing
businesses. Staff needs to behave and pay more attention th
the guest because of the intense and high expectations on the
contrary of a restaurants without a Michelin Star. This
situation makes a pressure on the staff and affects their
performance negatively. To deal with this, in the business
staff should be given the feeling and the awaraness of
ownership.
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Despite of being in a good position in terms of the
location and the atmoshphere, Le Canard Restaurant varies in
it self due to the responsibilities. The city that the restaurant
is located has a bad weahter conditions for a long time of a
year and this makes the terrace section uses unavaliable. But
both the prestige of the Michelin Star concept in Gastronomy
field and the universality concept coming fore with the
Mihcelin Guide makes a guest portfolio ready.

REFERENCES

Brotherton, Bob. (2003). “The International Hospitality
Industry” (First Edition), 34-37.

Dawson, Helen (1974). “British Michelin Revived”, The
Observer, 40-43.

Dawson, Helen. (1974) “British Michelin Revived”, The
Observer, 51-55.

Dorf, Martin. (1992) <’ Restaurants that work: case studies of
the best in the industry’’, 66-70.

Dokmenoglu, Gokhan. (2008),Restaurant business, 71-78.

Goldman, Keith. (1993) “Concept Selecion for Indepent
Restaurantas”, Cornell Hotell and Restaurant
Administration Quartely, Vol: 34, No: 3, 59-60.

Henley, John. (2004) “’Michelin bean-spiller loses court
battle’” , The Guardian.

Kocak, Nilufer. (2007) “’Food and staff hygiene in food and
bevarage business *’, 4.

Kocbek, Aysel Defne. (2005) Food and bevarage service
quality and customer satisfaction in the industry : A
study aimed at ethnic restaurants, 11-12.

Sarusik, Mehmet., S. Cavus ve K. Karamustafa. (2010),
Professional restaurant management principles and
examples, 66-71.

Sokmen, Alptekin. (2003). Food and bevarage management
in the hospitality industry, 110-116.

http://infoweb.newsbank.com/iw-search/we/InfoWeb (Acess
date: 11.02.2014)

http://360.here.com/2012/12/13/michelin-quide-powered-by-
here-platform/ (Acess date: 11.03.2014)

http://www.tdk.gov.tr (Acess date: 03.01.2014).

http://www.kultur.gov.tr/YATIRIMLAR
09.04.2014).

http://rega.basbakanlik.gov.tr/Eskiler/2005/08/20050810-
4.html (Acess date: 27.03.2014 ).

http://www.lokantadunyasi.com/edetay.asp?type=1&id=102
(Acess date: 21.01.2014 ).

http://www.telegraph.co.uk/foodanddrink/foodanddrinknews/
6998093/Michelin-Guide-2010-UK-has-more-starred-
restaurants-than-ever-before.html (Acess date:
10.02.2014).

date:

(Acess



http://infoweb.newsbank.com/iw-search/we/InfoWeb
http://360.here.com/2012/12/13/michelin-guide-powered-by-here-platform/
http://360.here.com/2012/12/13/michelin-guide-powered-by-here-platform/
http://www.tdk.gov.tr/
http://www.kultur.gov.tr/YATIRIMLAR
http://rega.basbakanlik.gov.tr/Eskiler/2005/08/20050810-4.html
http://rega.basbakanlik.gov.tr/Eskiler/2005/08/20050810-4.html
http://www.lokantadunyasi.com/edetay.asp?type=1&id=102
http://www.telegraph.co.uk/foodanddrink/foodanddrinknews/6998093/Michelin-Guide-2010-UK-has-more-starred-restaurants-than-ever-before.html
http://www.telegraph.co.uk/foodanddrink/foodanddrinknews/6998093/Michelin-Guide-2010-UK-has-more-starred-restaurants-than-ever-before.html
http://www.telegraph.co.uk/foodanddrink/foodanddrinknews/6998093/Michelin-Guide-2010-UK-has-more-starred-restaurants-than-ever-before.html

Journal of Tourism and Gastronomy Studies 2/3 (2014) 11-17

www.andydyhyler.com/starsystem (Acess date: 23.04.2014).

http://www.newyorker.com/reporting/2009/11/23/091123fa
fact_colapinto#ixzz29X21hNlo (Acess date: 30.03.2014

).

http://www.lasvegassun.com/blogs/culture/2009/jun/26/mich
elin-bad-economy-means-no-2010-quide-las-vegas/
(Acess date: 11.03.2014).

www.beyond.tr/food/michelin-guide-history.html (Acess
date: 01.05.2014)

http://www.docstoc.com/docs/100278281/The-MICHEL IN-
Guide-Great-Britain-and-lreland-2011-statistics (Acess
date: 21.02.2014).

http://www.docstoc.com/docs/100174947/MICHEL IN-
GUIDE-NEW-YORK-CITY-BIB-GOURMAND-LIST
(Acess date: 09.04.2014 ).

http://www.lokantadunyasi.com/edetay.asp?type=1&id=102
(Acess date: 11.02.2014).

http://www.michelintravel.com/michelin-guides/ (Acess
date: 21.03.2014).

17


http://www.andydyhyler.com/starsystem
http://www.newyorker.com/reporting/2009/11/23/091123fa_fact_colapinto#ixzz29X2IhNIo
http://www.newyorker.com/reporting/2009/11/23/091123fa_fact_colapinto#ixzz29X2IhNIo
http://www.lasvegassun.com/blogs/culture/2009/jun/26/michelin-bad-economy-means-no-2010-guide-las-vegas/
http://www.lasvegassun.com/blogs/culture/2009/jun/26/michelin-bad-economy-means-no-2010-guide-las-vegas/
http://www.beyond.tr/food/michelin-guide-history.html
http://www.docstoc.com/docs/100278281/The-MICHELIN-Guide-Great-Britain-and-Ireland-2011-statistics
http://www.docstoc.com/docs/100278281/The-MICHELIN-Guide-Great-Britain-and-Ireland-2011-statistics
http://www.docstoc.com/docs/100174947/MICHELIN-GUIDE-NEW-YORK-CITY-BIB-GOURMAND-LIST
http://www.docstoc.com/docs/100174947/MICHELIN-GUIDE-NEW-YORK-CITY-BIB-GOURMAND-LIST
http://www.lokantadunyasi.com/edetay.asp?type=1&id=102
http://www.michelintravel.com/michelin-guides/

Journal of Tourism and Gastronomy Studies

Jowrnal homepage: www.jotags.org

Promoting Tourism and Cultural Heritage through Marketing Strategies in Areas of

Low Tourism Patronage: A Perspective of Pakistan Tourism Growth

Raja Irfan SABIR®, Aniga KOMAL?, Khinza KHALID®, *Naeem AKHTAR?®, Hira RIAZ*

4Department of Management Sciences, COMSATS Institute of Information Technology, Sahiwal, Pakistan.
®Department of Management Sciences, COMSATS Institute of Information Technology, Sahiwal, Pakistan.
“Department of Management Sciences, COMSATS Institute of Information Technology, Sahiwal, Pakistan.
Department of Management Sciences, COMSATS Institute of Information Technology, Sahiwal, Pakistan.
*Department of Management Sciences, COMSATS Institute of Information Technology, Sahiwal, Pakistan.

Article History Abstract

Received:25.06.2014

Accepted:12.08.2014 There are many factors due to which Pakistan’s tourism industry is not getting much
attraction by tourists at the national and international levels. Some of the factors include
low budget, low income level of visitors and low support from government as well as

Keywords visitors. The objective of this research paper is to find out those marketing strategies

which can help promote tourism in those areas where there is low patronage of tourism as

well as to analyze the current situation of tourism in Pakistan. The research model in this

Cultural heritage particular study measures the effect of predictor variables upon criterion variable. The
Tourism growth research methodology of the undertaken study is quantitative in nature, specifically

. focusing upon survey research approach. The sample was selected through probability
Tourism patronage sampling technique. Specifically random sampling technique was employed, by selecting
Tourism industry a sample of 120 university students using mobile phone services in Sahiwal region. Data

was analyzed through statistical software SPSS version 16.

*Corresponding author
naeem_akhtar46@hotmail.com (N. Akhtar)



mailto:naeem_akhtar46@hotmail.com

Journal of Tourism and Gastronomy Studies 2/3 (2014) 18-22

INTRODUCTION

It is a major concern in many countries to prevent and
grow their tourism industry and also prevent natural and
cultural heritage for the future generations. In order to
prevent cultural heritage for future generations, about 157
countries collectively established the World Heritage
Convention in 1972 and 582 sites are registered for the
prevention of the cultural endowment on the UNESCO
World Heritage list. Many countries are contagious towards
tourism as a business to generate revenue for the country,
like Thailand. The volume of foreign visitors increased to
13.83 million in the year 2006 which boosted the Thai
economy, while currently its annual income from tourism is
more than 482.319 million baht (Tourism Authority of
Thailand, 2008). The performance of South Asians is also
improving regarding tourism for last few years but according
to the 2005 statistics, Pakistan is continuously behind hand
from other countries (WTO, World Tourism Barometer,
2005). Pakistan is far behind countries like Nepal, India, Sri
Lanka, and, even Maldives and Bangladesh. Pakistan
tourism receipts demurred by -2% from $185.6 million in
2004, to $185.3 million in 2005. Some of Pakistan’s heritage
areas are completely ignored by the local citizens without
understanding the importance and significance of the natural
and cultural beauty. Furthermore the local communities,
stakeholders and people treat the dilapidation and
extermination of heritage as a normal thing. No Government
authority or the general public is taking any responsibility to
prevent the heritage resources for future generation.
Although, there is a need that Govt. provides some funding
for the maintenance of present heritage. And, an alternative
solution is that the general public also takes some preventive
actions and stand on their own feet to develop a proper
marketing plan and other strategies for making tourism more
effective (Jokilehto, 1999). These strategies can help the
local communities to prevent there own natural heritage
resources by there own and also generate sustainable income
and save there, as well as heritage future.

In this study, the Northern areas of Pakistan including
Chitral valley, Naran, Kaghan, Ghilgit, etc. have been
focused because they preserve both tangible and intangible
heritage values. There are many cultural and historical places
like site of Gandhara Grave Culture. Some festivals are also
organized in these areas like Jashn-e-Nowroz, Kalash
festival and Shandoor Polo festival, yet, the foreign tourists
are either unaware or ignorant of the natural heritage sites.
The purpose of this research paper is to explore the main
causes behind the low tourism rate in the cultural heritage
places and to create awareness among the general public
about the importance of cultural and natural heritage. And
also promote the sustainable growth in the low tourism areas
by applying different theories of heritage marketing.

OBJECTIVES OF STUDY

Following are the main goals and objectives of the
particular study:

1. To maintain heritage culture.
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2. To understand the problem of low tourism rate in
cultural heritage areas.

3. To apply the heritage marketing strategies to
promote the tourism of low financing areas.

4, To make a proper framework to attract more
visitors, also manage and maintain the conservation quality
and integrity.

RESEARCH QUESTIONS

Some of the research questions of the particular study are
as follows:

1. Which type of strategies of marketing the tourism

developers use to promote the basic tourism heritage areas?

2. How do the local communities and authorities share
amenability for the formulation of polices and strategic
management plan?

LITERATURE REVIEW

Market knowledge is also very important in the
promotion of heritage and tourism yet it also contains many
risks for the growth of tourism in Pakistan especially in
Chitral valley. Many marketing strategies are required for
better management and application of practices for the
growth of tourism in Pakistan. Stakeholders are also of great
importance in the concern of tourism growth. Following
three concepts have been used for the findings of this
particular study which are;

1. Tourism environment’s impact

2. Application of marketing theories along with the
definition of heritage

3. Using different management approaches along with
the heritage conservation

Tourism Environment’s Impact

History tells us that human beings are always in search of
their paradise on earth as well as they have a thirst to explore
and visit new as well as for most places. Tourism is one of
the best tools for human beings who can easily quench their
thirst of visiting and exploring different areas and cultures.
But there are certain conflicts in tourism strategies which
lead towards poor control and imbalance over it. So, there is
a need of application of better management theories along
with the practices so that tourism marketing can be easily
understood and can be enhanced. Sometimes visitors may get
the advantages or disadvantages by the tourism of a
particular place. So the development is very necessary in this
field so that visitors may get the maximum benefits from
their visits to a particular area or site. Most of the times the
selection of environment or climate is also not appropriate by
a visitor which may lead to the negative impacts over the
tourist of a particular place. Lack of visitor’s understandings
and knowledge about a particular place also leads towards
the lack of tourism growth in Pakistan’s heritage sites. There
is also the need of understanding the various impacts which
influences the tourism growth in Pakistan. It includes:

. Impacts on economy

o Impacts of tourists and local residents
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. Environmental safety and damage

Impact on economy

According to (Law, 2002) economic impact of tourism is
very difficult to calculate because there are huge
complexities in the methods which are used to calculate
impacts of economy over tourism. It is also difficult to
analyze those methods. For instance, it is difficult to measure
and calculate the income level as well as employment level
of people from their shops, roads, hotels, restaurants, etc.
because it is a time taking method. Sometimes visitors
pursue negative impacts from any heritage site instead of
pursuing the positive impacts. Qualified tourists are also
required for the growth of heritage in chital valley of
Pakistan. Inflation is one of the big reasons for lower growth
of tourism in Pakistan. Furthermore it may include the
opening costs as well as over dependency on tourism which
leads towards low growth in Pakistan. According to (Pearce,
1996), and (Mason, 1995)the jobs patterns have been
changed due to high cost of living in the tourist’s places. The
use of land has also been changed due to the mass tourism
(Fowler, 1992). Social growth as well as global growth is
also required in this perspective. According to (Smith, 2003),
tourism sites should be managed with great responsibility
and carefully so that more tourists can be attracted. Some
practices can also be used for this perspective so that the
positive impacts can easily influence the local as well as
foreign tourists. The positive impacts of tourism include:

. Balance between the demand and supply of a
particular economy
Employment generation

Contributing in the earnings of foreign exchange

Sometimes the negative effects also materialize from the
development of the tourism away from the satisfactory point.
For the historical point of view tourism environment plays
an important role for the development and betterment of
tourism in the heritage places. If we do not create stability in
the tourism environment we have to deal with the carrying
capacity of heritage attraction (Simpson, 1999). Many
tourism sites are so scrappy that they need to be cared more
sensitively. Other negative point regarding the tourism
promotion comes that, many people are working on high
managerial positions or having their own businesses
(Mathieson & Wall, 1982). So the local people generate
enough money from their own resources and this will
discourage the tourism promotion to much extent. Tourism
did not improve their way of living; in fact the created job
will feel them substandard. People want the job opportunities
which are more effective, want high skills of employment
and provide them better opportunities to generate money and
high wages rate (Marcouiller, 1997). This job doesn’t need
high skills to perform the job also this job gives temporary
employment with low wage rate and this becomes a major
flaw of the tourism promotion and sustainable development
(Ribeiro & Marques, 2002).

Regrettably, tourism has not been promoted in
developing countries as it has been promoted in the

developed countries. So it is very important to know the
existing condition of tourism in local areas so that it can be
easily encouraged. Some of the fiscal circumstances
applicable to the current situation of tourism are:

. Developing countries should depend on tourism to
increase the revenues.

KA large quantity of productivities and rates flow-
back to foreign investors and high escape arises.

Executive positions and professional seats are

employed by non-local employees.

A country may lose its authority if it is facing such kind
of factors in its economy. It is said that a society should help
its own to promote the tourism of its country. Economic
monopoly also raises conflicts in tourism marketing. It is also
stated that it is difficult to analyze that should have the major
right of any heritage or cultural area and how they should be
managed. According to (Masson, 2003)the perception of any
visitor depends upon the judgment and position of the
witness which leads towards the positive or negative impacts
of a certain site. For example, more jobs can be achieved if a
hotel is built in a low tourism area and it has a positive
impact.

As (Masson, 2003) states that: “Any relevant debate on
tourism impacts need to consider the value position of
observers and commentators and should be set within cares
of the wider context of tourism”

Tourism places are also affected by the following causes:

The attractions of a particular place are not raised
for the tourists so that they can fully enjoy a particular
place.
. Most of the times the environment or climate has
not been raised for the tourists and locals are failed to
attract the attention of tourists towards the traditional
buildings.

In tourism sector, jobs are not raised for the people
who actually want to promote tourism with their skills and
abilities.

Hotels and restaurants are very expensive for the
tourists.

THEORETICAL FRAMEWORK:

Based on to a thorough review of literature, the following
theoretical framework has been developed in which cultural
heritage and tourism are predictor variables and marketing
strategies is criterion variable.

Fig. 1: Theoretical Framework:

Tourism

Marketing
Strategies

A\ 4

Cultural Heritage
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HYPOTHESES:

This particular study explores the relationship between
the independent and dependent variables i.e. Tourism, and
Marketing strategies. On the basis of these variables and
their relationship, following hypothesis has been developed:

H1: Better marketing strategies can promote Tourism in
areas of low tourism patronage: This hypothesis is
developed because there is a relationship between marketing
strategies and tourism. If better strategies are applied on the
areas where tourism patronage is low then tourism can be
easily promoted in those areas.

H2: Better marketing strategies can promote cultural
heritage: This hypothesis is developed because there is a
positive relationship between marketing strategies and
cultural heritage. If better strategies can be applied then
cultural heritage can also be easily promoted.

RESEARCH METHODOLOGY:

The research model chosen for this particular study is
quantitative in nature and the research philosophy for the
study is positivism whereas the research approach used here
is deductive. A combination of primary and secondary data
was collected for the study. Primary data was collected by
using survey methodology whereas literature review is used
for the collection of secondary data.

Data Collection Method:

Survey research methodology has been used for data
collection of this particular study and university going
students of Southern Punjab are taken as population. A
random sample of 150 students from different universities of
Sahiwal was used and they were asked to share their
experiences as well as their perceptions regarding cultural
heritage and tourism promotion. Systematic Probability
Random Sampling Technique was used in data collection
due to time constraints. This technique is also applied
because there is equal chance of assurance of each member
from the population. The reason for choosing a small sample
size is also the limitation of time.

Data Analysis Method:

Since the hypothesis of the particular study are
relational/associational in nature therefore, the data analysis
methods used in the study are corelational and regression
analysis. The data was analysed in SPSS software version 16
which is a popular statistical software.

Reliability Analysis:

Reliabilty analysis is performed to check the consistency
of items of each variable. The objective of this analysis is to
check the reliabilty among items of variables. The value of
Cronbach’s Alpha should be upto or more than 0.7 so that it
could be acceptable. The reason of using Cronbach’s alpha
test is because it is easier to use in comparison to other
estimates (e.g. test- retest reliability estimates) as it only
requires one test administration. The Cronbach’s Alpha
value for tourism is 0.812. the value for cultural heritage is
0.557 and Cronbach’s Alpha value for marketing strategies
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is 0.566. therefore, it is confirmed that the measuring
constructs are reliable.

Correlation Analysis:

The link or association between two or more variables is
called correlation.Correlation analysis is a technique that
measures the strenght of association among two or more
variables. If there is a change in one variable then there will
be some change in the other variable too. If the correlation
value ‘1’ is exactly or approximately equal to 1 to -1, then the
relationship among variables will be significant. And if the
value of ‘r’ is zero then there will be no relationship among
variables.

The following table 1 shows the values of correlation
coefficient at 0.01 level of significance. The correlation will
be significant if the p-value is less than or equal to 0.01.

Table 1: Correlation of Variables:

Mean Standard | Marketing | Cultural | Tourism
Deviation | Strategies | Heritage
Marketing | 4.2750 49726 1 .554 .651
strategies
Cultural 4.3833 .56781 .554 1 .942
heritage
Tourism 4.2357 .45000 .651 .942 1

From the above analysis, it can be observed that there is a
positive and moderate assoiation between marketing
strategies and cultural heritage(r=.554). Similary there is a
positive but moderate relationship between marketing
strategies and tourism(r=.651).The relationship between
cultural heritage and Marketing strategies is positive but
moderate (r=.554). the relationship between cultural heritage
and tourismis positive and strong (r=.942). Similarly the
relationship between other variables is shown in the above
table. From the above correlation analysis, it has been proved
that there is a positive association among variables and
hypothesis have been proved correctly. To further check the
validity of hypothesis, regression analysis has been
performed.

Regression Analysis:

Regression analysis is performed to forecast the
association between two or more variables. The change in
independent varible causes change in dependent variable
with some percentage. The following table 2 shows the
values of regression analysis.
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Table 2: Regression Analysis of Variables:

AR2k2 B Durbin
Watson
Tourism .301 485 1.847
Cultural 419 719 1.798
heritage

From the above table 2 it is concluded that change in
independent variable of Tourism causes 48.5% change in
dependent variable of marketing strategies. Similarly,
change in independent variable of cultural heritage causes
71.9% change in dependent variable of marketing strategies.

Results and Conclusion:

The results from table 1 and 2 both shows that there is a
positive as well as a significant association between
independent variable, moderate variable and dependent
variable. Therefore both hypothesis regarding this study are
accepted here. Another finding of this study is that there is
more effect of cultural heritage and tourism because tourism
is a good tool for promoting cultural heritage. Findings also
conclude that there is more impact of tourism on marketing
strategies than the other independent variable of cultural
heritage. This finding drives towards the fact that tourism is
a higher driver of marketing strategies in tourism sector of
Pakistan. This particular study has great implication for the
managers of tourism industry of Pakistan as it will help them
to maintain there loyal customers for promoting the tourism
in different areas like chitral valley. Customer do not
compromise on the standards of tourism as they are paying
prices for them. So compaies should come upwith innovative
and strategic ideas to make their customers satisfied. The
companies should invest in promoting tourism to maintain
its existing customers as well as to attract new ones.
Companies should also invest in promoting cultural heritage
so that customers could enjoy better experiences. Moreover,
the results also indicate that those customers who has a
better experience with their tourist guideswould enjoy their
trips more. The need of the hour is that the tourism industry
of Pakistan shuld understand the importance of cultural
heritage and tourism in order to capture customers and for
miaximization of revenues.

Limitations:

The major limitation of this particular study is the usage
of random sampling technique and short sample size due to
the limitation of time. The results are significant and
statistically proves but could be more generalized with a
better sampling technique. Another limitation in this
particular study is that the study can not be applied to all
industries of Pakistan because this study has been cinsucted
specifically with the perspective of Tourism industry of
Pakistan.
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GIRIS

Ulkemiz yabani olarak yetisen bitki tiirleri agisindan ¢ok
zengin bir llkedir (Birinci, 2008, s.1). Dogadaki tim
hayvanlar, bitkiler ve insanlar bir dengenin iiriiniidiir.
Mitolojide bitkiler tanrilarin insana verdigi en degerli
armagan olarak ele alinmistir. Tim bitkiler insanin
hizmetindedir ve insanin varolusundan itibaren bitkilerle
olan iliskisi baglamistir. ilk caglarda insanlar; besin elde
etmek ve saglik sorunlarmmi gidermek igin bitkilerden
faydalanmislardir. Deneme yanilma yoluyla elde edilen bu
bilgiler, c¢aglar boyunca kullanim sekillerindeki bazi
degisiklik ve gelismelerle giiniimiize kadar ulasmistir
(Kendir ve Giiveng, 2010, s.50). En eski caglardan beri
insanlar otlar1 yararli ve yararsiz olarak iki gruba
ayrrmuslardir. Ik grup hos kokulu (aromatik) olan ve
insanlarin herhangi bir sekilde yararlandigi tim otlar
kapsarken; ikinci grup ise dogada gordiigiimiiz diger tim
otsu bitkileri icerir (Inaltong, 2008, 5.17).

SIFALI OTLAR iLE ILGILI GENEL BILGILER

Insanlar yazili tarih &ncesinde bitkileri yiyecek olarak ve
tedavi amacryla kullanmaktadir. Insanlar zaman igerisinde
deneme yanilma yolu ile bazi bitkilerin hastaliklari
iyilestirmede  yardimci  oldugunu, bazilarmm da
zehirlenmeye ve hatta 6liime neden oldugunu kesfetmistir
(Makakli, 2004, s.1).Yurdumuzda bulunan bitki tiirii
sayisinin 10.000’e yakin oldugu bilinmektedir. Bu rakam,
tlkemizin bitki ¢esitliligi acisindan ne derece zengin
oldugunu acik¢a gostermektedir (Ozatkan, 2009, s.54).

Diinyada sayist 750 000 - 1 000 000 arasinda oldugu
tahmin edilen bitki tiriinin 500 000 kadari tanimlanip
isimlendirilmistir. Her yil 2000 civarinda yeni tohumlu bitki
tiirli tammlanmaktadir. Diinya Saglik Orgiitii raporuna gore,
diinya iizerinde tibbi amaglarla kullanilan yaklasik 70 000
bitkinin 21 000 kadari ilag sanayinde kullanilmaktadir.
Ulkemizde ¢ogu dogal yetisen tiirlerin sadece 1000 kadar
tibbi amagla kullanilmaktadir (Saragoglu, 2008, s. 10-11).

Bitkilerden en c¢ok gida ve tedavi edici olarak
yararlanilmakla beraber; yakit, yap1 malzemesi, siis esyasi
yapimi, boyar madde ve birtakim inangsal amaglarla da
kullanimlar1 bulunmaktadir (Kendir ve Giiveng, 2010, s.51).
Gida amagli kullanilan bitkilerin belirlenebilecegi ve bilgi
toplamasi i¢in en uygun donem ilkbahar ve kis aylaridir. Yaz
ve sonbahar mevsimleri ise; bitki toplama, presleme, tohum

ornekleri alinmasi i¢in uygundur. Ayrica bu donem; ekin
bi¢imi, harman ve sonrasi islemleri izlemek, kighik yakacak
ve kis aylarinda kullanilmak {izere hayvan yemi olan
bitkileri toplamak gibi degisik etkinliklerin stirdiirtildiigii bir
donem olarak da 6nemlidir (Kendir ve Giiveng, 2010, s.53).

Tirkiye diinya genelinde yaklasik 100 iilkeye tibbi ve
aromatik bitki dis sattmini  gergeklestirmektedir. Dis
sattminin  6nemli bir kismmi Kuzey Amerika, Avrupa
Birligi, Latin Amerika, Uzak Dogu ve Kuzey Afrika
iilkelerine yapmaktadir. Bu {ilkelerden ABD, Almanya,
Vietnam, Hollanda, Polonya, Brezilya, Kanada, Italya,
Belcika, Yunanistan, Fransa ve Japonya listenin baginda yer
almaktadirlar (Dagmar, 2002). Tiirkiye’nin ihrag ettigi
Onemli tibbi ilag ve baharat bitkileri arasinda; kekik, defne
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yapragi, kimyon, anason, rezene tohumu, ardi¢ kabugu,
mahlep, ¢emen, biberiye, meyan kokii, nane, sumak, adacgay1
ve thlamur bulunmaktadir (Faydaoglu ve Siiriicioglu, 2011,
s.58).

Ulkemizde Bitkilerin Kullanim Amaclari
Gida ve Baharat

Yasanilan bolgede yetisen bilgilerin halk tarafindan
ihtiyac1 karsilamak amaciyla toplanip degerlendirilmektedir.
Bu gelenek gilinlimiizde kirsal kesimlerde hala siirmektedir.
Birgok yabani bitkinin toprak iistii kismi veya kokleri sebze
olarak kullanilmaktadir. Bunlar ¢ig veya pismis olarak
yenilebildigi gibi kurutularak, salamura halinde veya tursu
seklinde de tiiketilmektedir. Bununla beraber bazi bolgelerde
sebze olarak kullanilan bitkiler mevsimi geldiginde semt
pazarlarina getirilerek satisa da sunulmaktadir (Faydaoglu ve
Siiriictioglu, 2011, 5.60).

Boyar Madde

Eskiden kumas veya dokumalarin boyanmasinda
genellikle bitkisel kokenli boyar maddeler kullanilmaktaydi.
Onceki yillarda boyar maddelerin sentetik olarak yapilma
olanaklarinin bulunmast ve bunlarin ucuz olarak piyasaya
¢ikartilmasi, biitiin diinyada oldugu gibi memleketimizde de
sentetik boyar maddelerin genis bir oranda kullanilmasina
neden olmustur. (Kendir ve Giiveng, 2010, s.57).

Bununla beraber Anadolu’nun bazi boélgelerinde halen
bazi bitkisel kokenli boyar maddeler kullanilmaktadir. Son
yillarda bitkisel boyar maddelerin kullanimi artmigtir. Bunun
baslica nedeni bir¢ok bitkisel boyar maddenin renklerini ve
parlakliklarini uzun zaman korumalaridir. Anadolu’da iplik
boyamasinda kullanilan baglica maddeler (boyar madde
tastyan bitkiler, maz1 ve sap gibi) bol olarak bulundugu i¢in
Orta Asya’dan Tirkler tarafindan getirilen boyacilik sanati
Anadolu’da biiyiik bir gelisme gostermistir (Kendir ve
Giiveng, 2010, s.57).

Halk ilaci

Anadolu halkinin yabani bitkileri tibbi amagla kullanmasi
¢ok eski yillardan giiniimiize kadar uzanmaktadir.
Anadolu’yu her yoniiyle konu alan ¢aligmalar Cumhuriyet
doneminde giincellik kazanarak 6ne ¢ikmis ve bu alanda
aragtirmalar ve yaymlar baglamistir. Istanbul Universitesi
Farmasétik Botanik ve Genetik Kiirsiisii Bagkani Ord. Prof.
Dr. A. Heilbronn (1885-1961); Tiirkiye’de tibbi bitkiler
alaninda bugiinkii anlamda, farmakognozi arastirmalarini
baglatmistir.  Sadikoglu (2004) tarafindan hazirlanan
Cumhuriyet donemini (1928-1997) kapsayan bir makalede
Tirk Etnobotanigi ile ilgili 765 yayin incelenmistir. Bu
yayimlardan 466’sinin bitkilerin tibbi kullanimlar ile ilgili
oldugu tespit edilmistir. Kirsal bolgelerde, hastaliklart tedavi
etmek i¢in genellikle ¢evrede yetisen veya yetistirilen bitkiler
kullanilmaktadir. Sehirlerde ise eczane ve beslenme destegi
satan magazalar veya aktarlardan saglanmaktadir (Kendir ve
Giiveng, 2010, s5.58).

Arastirma kapsaminda iilkemizde yetisen en ¢ok bilinen
yirmi sifali ot ile ilgili arastirma yapilmistir. Bu sifali otlar
asagida belirtilmektedir:
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Ada Cay1

At Kestanesi
Badem
Bogiirtlen
Ceviz Agaci
Cirig Otu
Dere Otu
Ebegiimeci
Giil Hatmi
Isirgan Otu
Igde
Papatya
Pelin Otu
Kantaron
Keg¢iboynuzu
Kekik
Kizileik
Kisnis
Kusgkonmaz
Rezene

YONTEM

Calisma Gazi Universitesi Turizm Fakiiltesinde 6grenim
goren Ogrencilere uygulanmigtir. Veri toplama araci olan
anket formu aragtirmacilar tarafindan 6grencilere dagitilarak
gozlem altinda doldurulmalari saglanmistir. Calismaya
toplam 285 Ogrenci dahil edilmistir. Arasgtirmanin verileri
15-20 Mayis tarihleri arasinda toplanmigtir. Verilerin
toplandigr giinlerde okula gelmeyen 6grenciler arastirmaya
dahil edilememistir. Anket formu iki bdliimden
olugmaktadir. Birinci boliimde &grencilerin  demografik
Ozellikleri, ikinci boliimde ise 20 bitkinin taninma durumlari
ile ilgili evet hayirr seklinde sorular bulunmaktadir.
Aragtirmanin verileri SPSS 17.0 Istatistik paket programina
aktarilarak analiz edilmistir. Kategorik degiskenler say1 ve %
olarak sunulmustur. Cinsiyete, 6grenim goriilen bolim ve
O0grenim goriilen sinifa gére 6grencilerin sifali bitkileri bilme
durumlarmin  degerlendirilmesinde ~ Ki-  kare  testi
kullanilmistir. Analizlerde istatistiksel anlamlilik diizeyi
(p<0.05) olarak kabul edilmistir.

BULGULAR
Aragtirmaya katilan Ogrencilerin demografik
ozelliklerine ait bulgular Tablo 1'de verilmektedir.

Aragtirmaya katillan 6grencilerin en ¢ok (%98.6) 18-25 yas
araliginda oldugu gériilmektedir. Ogrencilerin  %66.7’si
kadin, %33.3’liniin ise erkek Ogrencilerden olusmaktadir.
Calismaya katilan dgrencilerin %42.1°i Turizm Isletmeciligi,
%24.2’si Gastronomi ve Mutfak Sanatlar1, %20.7’si Seyahat
Isletmeciligi ve Turizm Rehberligi ve %13l Rekreasyon
Yonetiminde O6grenim goriilmektedir. Arastirmaya katilan
ogrencilerin agirlikli olarak I.simf (%32.3) ve 3.smf
(%38.6) dgrencilerinden olugmaktadir.
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Tablol.Arastirmaya Katilanlarin Demografik Ozelliklerine
Gore Dagilimi

n %
Yas Grubu
18-25 281 98.6
26 ve lstii 4 14
Cinsiyet
Erkek 95 333
Kadin 190 66.7
Ogrenim Goriilen Boliim
Gastronomi ve Mutfak Sanatlari 69 24.2
Turizm Isletmeciligi 120 42.1
Seyahat Isletmeciligi ve Turizm 59 20.7
Rehberligi
Rekreasyon Yonetimi 37 13.0
Siif
1. siif 92 32.3
2. smif 51 17.9
3. smif 110 38.6
4. siif 32 11.2
Arastirmaya katilan  Ogrencilerin  bitkileri  tanima
Ozelliklerine ait bulgular Tablo 2'de verilmektedir.

Arastirmaya katilan 6grencilerin en ¢ok bildikleri bitkilerin;
bogiirtlen (%98.2), kekik( %97.9) ve badem (%96.8) oldugu
goriilmektedir. Kadin 6grencilerin = %100°4  bogiirtlen
bitkisini tanirken; erkek 6grencilerin %94.7’si tanimaktadir.
Kekik bitkisini ise kadin 0Ogrencilerin %98.9’u; erkek
ogrencilerin %95.8’1 bilmektedir. Badem bitkisini tanima
durumu ile ilgili olarak kadm 6grencilerin % 98.4’1 tanirken;
erkek Ogrencilerin ise % 93.7°si tamimaktadir. Ciris
otu(%23.9), gill hatmi(%25.3) ve pelin otu (%28.8)
bitkilerinin ise en az bilinen bitkiler oldugu goriilmektedir.
Ayrica arastirmaya katilan Ogrencilerin bdgiirtlen, 1sirgan
otu, igde, rezene bitkilerini tanima durumlarinda cinsiyete
gore anlamli bir farklilik bulunmustur (p<0.05).

Tablo 2. Aragtirmaya Katilan Ogrencilerin Bitkileri Tanima
Durumu

Kadin Erkek

BITKILER n % n % P

Adacay! 177 93.2 90 94.7 0.797
Atkestanesi 110 57.9 50 52.6 0.399
Badem 187 98.4 89 93.7 0.064
Bogurtlen* 190 100 90 94.7 0.004
Ceviz 176 92.6 84 88.4 0.236
Ciris Otu 42 221 26 27.4 0.326
Dere Otu 183 96.3 87 91.6 0.091
Ebeglimeci 112 58.9 50 52.6 0.310
GUl Hatmi 54 28.4 18 18.9 0.083
Isirgan Otu* 184 96.8 86 90.5 0.024
igde* 180 94.7 83 87.4 0.028
Papatya 178 93.7 85 89.5 0.209
Pelin Otu 54 28.4 28 29.5 0.853
Kantaron 102 53.7 43 45.3 0.180
Kegiboynuzu 181 95.3 88 92.6 0.363
Kekik 188 98.9 91 95.8 0.098
Kizilerk 161 84.7 80 84.2 0.908
Kisnis 119 62.6 56 58.9 0.547
Kuskonmaz 134 70.5 75 78.9 0.130
Rezene* 159 83.7 69 72.6 0.028
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*Ki kare testi, cinsiyete gore fark saptanmistir (p<0.05)

Aragtirmaya katilan Ogrencilerin &grenim gordiikleri
boliime gore bitkileri tanima durumlan ile ilgili olarak ise
badem, giil hatmi, kisnis, kuskonmaz ve rezene bitkilerinde
anlamlt bir farklilik bulunmustur (p<0.05). Badem bitkisini
Seyahat Isletmeciligi ve Turizm Rehberligi grencilerinin
diger ii¢ boliime gore en az bildikleri goriilmektedir (p=
0.048). Giil hatmi bitkisini ise, Turizm Isletmeciligi
ogrencilerinin diger boliimlere gore daha az bildikleri tespit
edilmistir(p=0.001). Kisnis bitkisini tanima durumuyla ile
ilgili olarak ise Gastronomi ve Seyahat Isletmeciligi ve
Turizm Rehberligi 6grencilerinin; Rekreasyon ve Turizm
Isletmeciligi Ogrencilerine gore daha fazla tamdiklari
goriilmektedir (p=0.000). Kuskonmaz bitkisini Rekreasyon
boliimii 6grencileri en az tanirken(p=0.006), Rezene bitkisini
ise Rekreasyon ile birlikte Turizm Isletmeciligi de az
bilmektedir(p=0.007).Gastronomi ve Seyahat Isletmeciligi
ve Turizm Rehberligi bolimii O6grencileri daha fazla
tanimaktadir.

Aragtirmaya kapsaminda dgrencilerin 6grenim gordiikleri
smifa gore ise bitkileri tanima durumlan ile ilgili olarak;
Atkestanesi, ebegiimeci, giil hatmi, kizileik ve rezene
bitkilerinde anlamli bir farklililk bulunmustur (p<0.05).
Atkestanesi bitkisini birinci ve tgiincii sinif 6grencilerinin,
ikinci ve dordiincli smif Ogrencilerine gore daha fazla
bildikleri goriilmektedir (p=0.012). Ebegiimeci bitkisini ise
dordiincii siif dgrencilerinin en az bilirken (p=0.006), giil
hatmi bitkisini ise birinci siniflarin en az bildikleri tespit
edilmistir(p=0.004). Kizilcik bitkisini ii¢lincii ve dordiincii
smif dgrencilerinin, birinci ve ikinci sinif 6grencilerine gore
daha fazla bildikleri goriilmektedir (p=0.035). Arastirma
sonucunda rezene bitkisini ise dordiincii sinif dgrencilerinin
en fazla bildikleri anlagilmaktadir (p=0.002).

SONUC

Bu calisma ile Gazi Universitesi Turizm Fakiiltesinde
O0grenim goren Ogrencilerin sifali bitkileri tanima diizeylerini
belirlenmek istenmistir. Insanlarin  sifali bitkileri fark
etmeleri eski yillara dayanmaktadir. Insanlar gerek yiyecek
gerekse tedavi amagli olarak bitkilerden yararlanmiglardir.
Ulkemiz yetisen bitki tiirleri agisindan avantajli konumdadir.
Ulkede yasayan kisilerin bu bitkileri tanimalari ve bu
bitkilerden yararlanmalari 6nemlidir. Bu amagla genglerin
ilkemizde yetisen bitkileri tanima durumlarinin hangi
diizeyde oldugu tespit edilmistir.

Genglerin  biiylik  ¢ogunlugunun iilkemizde yetisen
bitkiler halinda bilgi sahibi oldugu sonucuna ulagilmistir.
Aragtirmaya katilan dgrencilerin en ¢ok bildikleri bitkilerin;
bogiirtlen (%98.2), kekik( %97.9) ve badem (%96.8) oldugu
goriilmektedir. Cirig otu(%23.9), giil hatmi(%25.3) ve pelin
otu (%28.8) bitkilerinin ise en az bilinen bitkiler oldugu
goriilmektedir.

Ayrica arastirmaya katilan 6grencilerin bogiirtlen, 1sirgan
otu, igde, rezene bitkilerini tanima durumlarinda cinsiyete
gore anlamli bir farklilik bulunmustur (p<0.05). Ogrencilerin
o0grenim gordiikleri boliime gore bitkileri tanima durumlart
ile ilgili olarak ise badem, giil hatmi, kisnis, kuskonmaz ve
rezene bitkilerinde anlaml1 bir farklilik bulunmustur
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(p<0.05). Ogrencilerin &grenim gordiikleri sinifa gore
bitkileri tanima durumlar ile ilgili olarak ise; atkestanesi,
ebegiimeci, giil hatmi, kizilcik ve rezene bitkilerinde anlamlt
bir farklilik bulunmustur (p<0.05).

Arastirma sonucunda Turizm Fakiiltesi 6grencilerinin
cogunlugunun sifali bitkileri tanidiklar1 ancak daha az
kullanilan bitkiler olan ¢iris otu, giil hatmi ve pelin otu
bitkilerini daha az bildikleri goriilmektedir. Bu bitkilerin
tedavi edici pek ¢ok 6zelligi de bulunmaktadir. Genglerin
bilinen bitkiler disinda da iilkemizde yetisen ve bilinmeyen
sifali bitkileri tanimalar1 saglanmalidir. Bu amagla onlar1
egitici, bilgi sahibi olmalarini saglayici egitim programlari
yapilmalidir.
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Extensive Summary

Young People’s Knowledge Level of Plants
with Healing Capabilities

This research has been designed to determine

Gazi University Tourism Faculty students’
knowledge level of plants with healing
capabilities. The research was put into practice
using survey technique to Gazi University
Tourism Faculty Students. 285 people were
included in the study. The research data has been
analyzed by transferring data to SPSS 17.0
Statistical Package Program. Categorical variables
have been presented as numbers and percentages.

Analysis was done to determine student’s
knowledge level of plants with healing capabilities
based on gender, their department and class using
chi-square test. In every analysis, the level of
statistical significance has been accepted as
(p<0.05).

Most of the students who participated in the
survey were in age range between 18-25 (98.6%).
66.7% of students’ gender is female while 33.3%
of the students’ gender is male. 42.1% of the
students who participated in the survey are
studying Tourism Management, 24,2% of the
students are studying Gastronomy and Culinary
Arts, 20.7% of the students are studying
Management of Travel and Tourism Guide and
13% of the student are studying Recreation
Management.

It was concluded that the vast majority of
young people have knowledge about plants that
grow in our country. It was observed that
blackberry (98.2%), thyme (97.9%) and almonds
(96.8%) are the most well-known plants by
participants while asphodel (23.9%), hollyhock
(25.3%) and wormwood (28.8%) are the least
known.

Also it was found that there are statistically
significant  differences between participant’s
knowledge level of blackberry, stinging netle,
oleaster and fennel based on their gender;
almonds, hollyhock, coriander, asparagus and
fennel based on the department they are studying;
and conker, hibiscus, holly-hock, cranberry and
fennel based on the class they are studying.
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As a result of the research, it was concluded that
the majority of the students from Tourism Faculty
recognize plants with healing capabilities, but their
knowledge level of less used plants like asphodel,
hollyhock and wormwood is low. There are many
therapeutic features of these plants and aside from
known plants or herbs, young people must also be
informed to get familiar with these unknown
healing herbs. Informative and educational
programs should be prepared to achieve this goal.
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Ozet

Kahve, 16. Yiizyildan itibaren edebi sahsiyetlerin, siyasi ve dini otoritenin dikkatini
¢ekmesi, yasaklanmasi ve keyif verici dzelliginden dolay1, Osmanli aydininin ilgi odagt
olmustur. Kahve ve kahvenin i¢ildigi mekan olan kahvehaneler, zaman i¢inde sosyal
yasamin ayrilmaz bir parcast haline gelmistir. Bdylece diinyada higbir icecegin sahip
olamadig: 6l¢iide bir kiiltiir de dogmustur. Bu ¢aligmada Gaziantep ilinde 376 yildan beri
faaliyet gosteren Tarihi Tahmis Kahvehanesi’ne gelen miisteriler tarafindan kahvehanenin
nasil algilandiginin belirlenmesi  amaglanmistir. Aragtirma sonucunda  miisterilerin
Tahmis Kahvehanesi’ne yonelik olumlu algilar1 oldugu, daha ¢ok oOneri {izerine
kahvehaneyi ziyaret ettikleri, sosyal, yazili ve gorsel medyadan ziyade daha ¢ok arkadas

tavsiyesinin tanitimda Onemli olduguna yonelik bulgular elde edilmistir.
Key Words Abstract
Coffee Because of the coffee’s potential of drawing attention of political, religious authorities and

Coffee House
Tahmis Coffee House

literary figures; being prohibited and delighting, coffee has been the focus of Ottoman
intellectuals. Coffee places and coffee itself has been an integral part of the daily life in
course of time. By this way, a culture which the other beverage phenomenon in the world
cannot reach was born. In this study, a research that investigates the perception of coffee
according to the customers of Historical Tahmis Coffee being served for 376 years is
conducted. At the end of the study, it is concluded that the customers of Historical Tahmis
Coffee have positive attitudes toward it. Moreover, the customers also mentioned that they
visit the coffee on the proposals and the recommendation of their friends' about that place
is more important for them to promotions in social and written-visual media.
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GIRIS

Kahve, bol yagis alan ve ortalama sicakligin 18-24 °C
arasinda oldugu, don olayinin goériilmedigi iklim kusaginda
yetisen kokboyasigiller ailesinden bir bitkidir. Sogugu ve
kurak ortami sevmeyen, bu nedenle ekvatora yakin
bolgelerde yetisen bu bitkinin ¢icekleri beyaz ve yasemin
gibi hos kokuludur. Ancak toprak, su orani, glineslenme
zamani ve nem gibi etkenler, kahvenin tadinda ve kokusunda
degisikliklere neden olmaktadir (Tastan, 2009, s.53).

Kahve kelimesinin kokeni Afrika dillerine,
Habesistan'in(Etiyopya) Kaffa bdlgesine dayanmaktadir. Bu
sOzcligiin, baslangicta sarap anlamina gelen “kava” ile hic¢bir
iliskisi olmadig1 distiniilmektedir (Heise, 2001, s.12).
Kahvenin, Osmanli iilkesi ve ardindan diinya ¢apinda
muteber bir icecek olarak yayginlik kazanmadan ¢ok daha
onceleri  bilindigi ve yiyecek olarak  kullanildig:
diistiniilmekle birlikte ne zaman ve ne sekilde bir icecege
dontistigii  hakkinda kesin bilgiler yoktur. Kahvenin
kokenine iliskin bilgiler, oldukga muglaktir. ilk defa kimin
yetistirdigi,  ¢ekirdeklerini  kavurup  kimin  ictigi
bilinmemektedir. Bu nedenle kahvenin tarihinden ve
kokeninden bahsederken, anlatilan rivayetlerin gergeklikten
ziyade, kurgusu 6nem arz etmektedir (Tastan, 2009, s.56).

Yerel bir lezzet olmaktan ¢ikarak Hicaz bolgesi basta
olmak iizere Once Arabistan Yarimadasi, sonra da Kahire,
Iskenderiye, Bagdat, Sam, Halep ve nihayetinde Istanbul'a;
yani tiim Osmanli cografyasina, hatta Iran'a yayilarak
dogunun en popiiler igecegi haline geldiginden, kahvenin
altin c¢aginin 16.yiizy1l oldugu sodylenebilir. Kahve 16.
yiizyilin ilk on yili iginde, agirlikli olarak Yemenli sufilerin
bulundugu el-Ezher kiilliyesinde i¢ilmeye baglamistir. Kisa
stire igerisinde kahve, Kahire'de yalniz igilen degil, aym
zamanda da alinip satilan kiymetli bir ticari meta haline
gelmigtir. Boylelikle kahve, kisa zamanda devlet icin en
onemli vergi kalemlerinden birini olusturmustur (Giirsoy,
2011, s.9).

Kahve, 1517 yilinda bir Osmanli sehri haline gelen
Kahire'den sonra Sam ve Halep'e ulagsmis ve nihayetinde ilk
kahvehane Kanuni Sultan Siileyman devrinde Istanbul'a
gelerek 1543 yilinda agilmistir. Padisah bu yeni igecegin
cazibesine kapilanlar arasinda yer alarak Topkap1 Sarayi'nda
Has Oda hizmetlerinde bir "kahvecibasilik" gorevi tahsis
etmistir (Giirsoy, 2011, s.11-12).

Konukseverlik simgesi “kahve”nin, giindelik hayata
girmesi kolay olmamigtir. Din adamlar1 kahvenin haram olup
olmadigina; hekimler ise uyusturucu olup olmadigina karar
verebilmek i¢in biiylik tartigmalara girmiglerdir. Kisa
zamanda ¢ok begenilerek saray mutfaginda yerini alarak
saraydan konaklara, ardindan evlere giren kahve, Istanbul
halkinin kisa siirede tutkunu oldugu bir lezzet haline
gelmistir. Kahve ve i¢ildigi mekan olan kahvehaneler,
zaman i¢inde sosyal yasamin ayrilmaz bir parcasi olmustur.
Boylece diinyada higbir icecegin sahip olamadig1 dlgiide bir
kiltir de dogmustur (MEGEP, 2006, s.161). Kahve, 16.
Yiizyildan itibaren edebi sahsiyetlerin, siyasi ve dini
otoritenin dikkatlerini ¢ekmesi, yasaklanmasi ve keyif verici
ozelliginden dolayl, Osmanli aydininin da ilgi odagi
olmustur. Ayrica, ahlaki yonden herhangi bir olumsuzlugu
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bulunmayan kahve, alkol icermeyen, ayni zamanda
uyusturucu Ozellikleri olmayan bir igecek olarak Osmanli
toplumunun giinliik hayatina girmeyi basarmistir. Uzun yillar
kendine has gelenek ve goreneklerin olusturulmasina, mimari
ozelligi olan kahvehane anlayisiyla edebi bir kamuoyunun
olusmasina neden olmustur. Giinliilk hayatin bir pargasi ve
Ozellikle ikram edilme vasfiyla Onceleri sosyal bir statii
gostergesi olan kahve, diger yandan eglence, sohbet ve
misafirlik gibi sosyal kurumlarin ise yeri doldurulamaz
icecegi olmustur (Agikgdz, 1999, s.170). Tirk toplumu
icinde sohbetlerin ¢esnisi kahvedir. Bu durum sadece
kiraathanelerde degil, tiim dost sohbetlerinde ve iliskilerinde
gegerlidir. Dolaysiyla ¢aysiz ve kahvesiz sohbetler yarim
kalmakta, dostluklar pekismemektedir. Bu etkinin bir sonucu
olarak da bir fincan kahvenin hatirma kirk yil Omiir
bicilmistir (Yagbasan ve Ustakara, 2008, s. 234).

OSMANLI VE KAHVEHANELER

Osmanli’nin kahve ile tanigmasi yaklasik 450 yil dnce,
Kanuni Sultan Siileyman'in Yemen Valisi Ozdemir Pasa'nin,
kahveyi Yemen'den saraya getirmesiyle baslamistir. Sarayda
ve konaklarda kisa silirede yayginlasan kahve, o zamanlar
yeni is alanlarinin agilmasina katkida bulunmakadir.
Konaklarda, yalnizca kahve pisirmekle gorevlendirilmis
kisiler c¢alistirtlirken, sarayda da Kahvecibasi’na bagli bir
kahveciler teskilatt olusturulmustur. Padisahin igecegi
kahvenin suyu, Eyiip tepesi civarindaki Gilimiigsuyu'ndan
getirtilmektedir. Kahveler ibriklerle, giigiimlerle pisirilip,
biiylik ¢ini fincanlarla i¢ilmektedr (Kémegoglu, 2009, s.4).

Kahvenin Osmanli Devleti’nde ilk defa 1511 tarihinde
kullanilmaya baslandigi iddia edilmektedir. Oysa Pegevi
Ibrahim Efendi, kahvenin Istanbul’a ilk defa 1554 yilinda
girdigini ve bu tarihten Once Rumeli’de kahve ve
kahvehanenin bilinmedigini yazmaktadir. Buna mukabil
Katip Celebi, 1543 yilinda Istanbul ahalisinin kahveyle
tanistigini kaydetmektedir (Tastan, 2009, s.63).

Istanbul’da ilk kahvehane, Tahtakale'de acilmustir. Bu ilk
kahvehane, taninmis kisilerin ve bilginlerin bulugsma ve
sohbet mekdm haline gelmistir. Daha sonra birgok
kahvehanenin ag¢ilmasiyla birlikte yeni bir sosyal yasanti
baslamistir (Ozkogak, 2009, s.4).

Kahvehanelerin ge¢misine bakildiginda, ticari giidiilerin
bir sonucu olarak ortaya ¢ikmig ve meyhanelerin taklit

edilmesi yOntemiyle zamanla bir toplumsal ihtiyact
karsilayan ~ sosyallesme  mekanlari  haline  gelmistir.
Kahvehaneler, “yerlesik yasam kaliplarini” bozmadan

toplumda kendine 6nemli bir yer edinmistir (Hattox, 1998,
s.4).

Ancak kahvenin sosyal yasama girmesi, yasaklar1 da
beraberinde getirmistir. Kahvenin insanlar1 bir araya
getirdigini, bunun da onlarin camilerden uzaklagmalarina
sebep oldugunu diistinerek baz1 ¢evreler kahveyi
yasaklatmistir. Kanuni Sultan Siileyman doéneminde,
Seyhiilislam Ebusuud Efendi, komiir derecesinde kavrulan
maddeleri igmenin haram oldugunu soéyleyerek kahveyi
yasaklatmis; III. Selim, III. Murat ve I. Ahmet donemlerinde
(15-16. yy.) yasaklar devam etmis, fakat ¢ok uzun Omiirli
olmamigtir. Osmanli’da kahvenin yasaklandigi ve
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kahvehanelerin kapatildigi, kahve igenlerle tiitiin igenlerin
birlikte cezalandirildigi dénemler olmustur (Emiroglu, 2001,
5.341).

Kahvehaneler, sayilar arttikga bircok farkli gruba hitap
etmeye baglamis ve zaman iginde kendi aralarinda farkli
ihtisaslasmalara gitmislerdir. Ornegin mahalle kahvehaneleri
mahallenin toplanma ve haberlesme yerleriydi. Hemen
hemen her mahallede olan bu kahvehaneler, orada yasayan
halkin sosyallesme mekani olmasindan 6te, ortak olan bir
takim problemlerin ¢6ziimiiniin arandigi yerler haline
donismiistii. “Cesitli sorunlar ¢evresinde orgiitlenme
bilincinin ilk tohumlarinin atildigi bu tiir kahvehaneler
kiiltirel paylasmanin dengeli bir bicimde gelismesine de
zemin hazirlad” (Evren, 1996, s.18). Bunlarin yaninda
hemen her meslege 6zgii kahvehanelerin istanbul’da acilarak
isletildigi tarihi kayitlarda belirtilmektedir.

Osmanli’da, yenigerilerin kisla disindaki zamanlarda
kendilerine has kahvehanelerini olusturduklar: bilinmektedir.
Zaman iginde bu kahvehaneler askeri hiyerarsi usullerince
yapilandirilniglardir. Ornegin, siradan bir asker yenigeri
kahvehanesini agamaz; ancak grup arasinda 6n plana ¢ikmis
Unlii bir kisi bu mekan1 agarak isletebilirdi. Her Yenigeri
kahvehanesinin Oniinde sahibinin dahil oldugu Yenigeri
ocaginin nisant bulunmaktaydi. Levha bi¢cimindeki bu yogun
bezemeli nisanlar, giris kapisinin iizerinde yer alirdi (Evren,
1996, s.21). Mubhalifleri tarafindan fesat yuvalari olarak
adlandirilan  kahvehanelerin  ekseriyetle sipahilerin  ve
yenigerilerin ugrak yeri olmasi, idareyi telaglandirmis ve
hiikiimet, asker ile halkin bir araya gelmesinden ve saraya
karst ayaklanmalarin bu mekanlarda sekillenmesinden
kuskulanmistir (Tastan, 2009, s.66). Tiim bu olumsuzluklar
ve yasaklamalara ragmen zaman iginde hemen her meslek
grubuna ait kahvehaneler istanbul’da ve diger bolgelerde
faaliyet gostermis ve sosyal hayatin O6nemli bir pargasi
olmuslardir.

GAZIANTEP TAHMIS KAHVESI

Kiltir ve Turizm Bakanligi tarafindan yayinlanan
internet adresinde Gaziantep Tarihi Tahmis Kahvesi
hakkinda su bilgilere yer verilmistir: Tirkmen Agast ve
Sancak Beyi olan Mustafa Aga tarafindan Tekkeye
(Mevlevihane) gelir getirmesi amaciyla 1638 yilinda
yaptirilan Tahmis Kahvesi iki katli bir yapidir. Kahve,
diikkanlar ve han 1901-1903 tarihleri arasinda iki biiyiik
arasta yangini esnasinda tamamen yanmustir. Bu tarihlerde
mevlevihanede postniglik yapan Feyzullah oglu Seyh
Mehmet Miinip Efendi, kendi cebinden 130 bin kurus
harcayarak Bugday Han’ini, Tahmis Kahvesini ve 33
diikkkdn1 yeniden yaptirarak Mevlevihane’ye 1904 yilinda
vakfetmistir. “Tahmis”, kahvenin doéviildiigii yer anlamina
gelmektedir. Eski donemlerde kahve, cevizden yapilan
biiyiik dibeklerde, kara tas ya da ayni agagtan imal edilen
aletlerle doviiliirdii. Bir rivayete gore 4.Murat’in Bagdat
seferi sirasinda burada dinlendigi ve kendisine Tahmis

Kahvesinde kahve ikram edildigi de sdylentiler arasindadir’.

Tahmis Kahvehanesi’nin gerek Cumhuriyet Oncesi
donemde gerekse giinlimiize kadar gegen siiregte,
Gaziantep’in kiiltiirel ve sosyal yasama etkisi oldukca
fazladir. Kahvehanenin 40-50 yillik miisterilerinin
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anlatimlarindan, bu mekanm ozellikle ramazan aylarinda
farkli bir havaya biiriindiigiinii anliyoruz. Kahvenin asma kat1
ramazan ayinda ve Ozel glinlerde musiki ve gosteri
sanatlarmma ev sahipligi yapmis hikayeciler ve karagdz
ustalar1 bu gelenegi yillarca siirdiirmiistiir (Tahmis, 2011).

Tahmis Kahvesi bir donem tasavvuf sdylesilerine mekan
olmustur. Kentin son mutasavviflarindan Dokmeci Bekir
Efendi, Kilingoglu’nda evinin disinda genelde sohbetlerini
burada yapmusti. Bu sohbetlerin 6nemli mutasavvif
katilimcilar1 olan sair Muhittin Atif Efendi, Tenekeci
Mehmet Efendi, Mehmet Hayri Efendi, Imam Ali Efendi,

Tuzcu Mehmet Efendi gibi daha nice tasavvuf erlerinin bu
mekanda olusturduklar1 sufi hareket, kentteki tasavvuf
kiltiriinde o6nemli kose taslarindandir. Bu tiir sdylesi
birliktelikleri Ramazan aylarinda daha da yogunlasmustir.
Hacegan Silsilesi’nin ve ulularinin anlatilar1 bazen de sadece
tek bir beyit {izerine yapilan ve tiim gece boyunca siiren
konusmalar bu sohbetlerin ana temasidir. Gegmiste
kahvehanelerin siyasal yagama etkileri disinda; bir dénem
sehrin ekonomisinde de Onemli yer tutmustur. Tahmis
Kahvehanesi de uzun yillar bugiinkii Bugday Borsasinin
gorevini {istlenerek bugdayin rekoltesinin ne olacagi, hangi
koylerden ne kadar hububat geleceginin konusulup, ticari
anlamda tedbir ve kararlarin alindigi mekan olmustur
(Tahmis, 2011).

ARASTIRMANIN AMACI

Kahve, Tiirklere 0zgli pisirme metodu nedeniyle,
ozellikle Osmanli cografyasinda onemli bir yer bulmustur.
Tirk kahvesi kendine 0zgii pek cok oOzellik tagimasi
sebebiyle farkli geleneklerin ve hatta kurumlarin dogmasina
neden olmustur. Tarihi Gaziantep Tahmis Kahvehanesi de
1638 yilindan beri varligin siirdiiren bu kurumlardan biridir.
376 yildir isletilen bu kurumun 21. Yiizyil misterileri
tarafindan hala tercih edilme sebeplerinin ortaya konulmasi
ve elde edilen sonuglarin isletmelerin kurumsal olarak
faaliyetlerine devam ettirilmesi i¢in kullanilmasi 6nem arz
etmektedir. Ayrica bu denli kokli bir kurumun misteriler
tizerinde farkindalik olusturulmasina katki saglamasi da
amaglanmaktadir.

YONTEM

Arasgtirma, kahvehaneye gelen 200 misteri iizerinde
yapilmigtir.  Verilerin  toplanmasinda  anket  teknigi
kullanilmigtir.  Hazirlanan  soru  formu;  katilimcilarin
demografik bilgilerini, Tahmis Kahvehanesine gelme
nedenlerini ve Tahmis Kahvehanesi hakkindaki diistincelerini
irdeleyen sorular icermektedir.

Anket teknigi kullanilarak toplanan veriler SPSS paket
programinda degerlendirilerek analiz edilmistir. Bu program
ile mutlak ve yiizde degerleri, bazi sorularin alt ve iist
degerleri ile aritmetik ortalamalar1 alinmigtir.

Arastirmada veri toplama araci olarak, yiiz ylize goriisme
teknigi ile desteklenmis anket uygulamasi modelinden
yararlanilmistir.

ARASTIRMA BULGULARI
Yapilan anket calismasindan elde edilen veriler asagida
verilmistir. Bu aragirma kapsaminda, katilimcilarin

demografik 6zelliklerine yonelik analiz sonuglar1 Tablo 1’°de
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verilmistir. Buna gore, katilimeilarin; %50°si bayan %50’si
baylardan  olugmaktadir. Bu veriye gore Tahmis
Kahvehanesini ziyaret edenlerin biiyiikk ¢ogunlugunu (%65)

Tablo 3.  Tahmis Kahvehanesi
Beklentileriyle Ortiisme Durumu

Uriinlerinin  Katilimeilarin

T .. 0
18-34 yas araligindaki gencler olusturmaktadir. Ifadeler Frekans (n) Yiizde (%)
Tablo 1. Katil 1 D fik Ozelliklerine Yénelik Anali Evet 178 89,0
. atilimcilarin emograri zCllIKICrine oneli naliz
Sonuglar (n:200) Hay1r 22 11,0
Demografik dzellikler n % Toplam 200 100,0
Cinsiyet
Bayan 100 50,0 Aragtirma kapsamindaki katilimcilara sorulan; “Tahmis
Bay 100 50,0 Kahvehanesi’nin ~ {iriinlerinin ~ lezzeti  beklentilerinizle
Yas Ortlisiiyor mu?” sorusuna verilen cevaplar incelendiginde
18 yas ve alt1 18 9,0 katilimcilarin - %89’u  iirlinlerin lezzetinin beklentileriyle
18-24 67 335 oOrtlistiigli cevabini vermistir.
25-34 64 32,0
35-44 30 15,0 Tablo 4. Katilimcilarin Tahmis Kahvehanesinin Yeterince
45-54 11 55 Tanitilip Tanitilmadigina Iliskin Goriigleri
55-64 5 25 -
65 ve iizeri 5 2,5 Ifadeler Frekans (n) Yiizde (%)
Medeni Durum Evet 99 49,5
Evli 82 41,0 Hayir 101 50,5
Bekar 118 59,0 Toplam 200 100,0
Egitim Durumu
Ilkdgretim 5 75 Aragtirma kapsamindaki katilimcilarin Gaziantep Tahmis
Lise 30 15,0 Kahveh s : < P
- ahvehanesi’nin yeterince tanitilip tanitilmadigina iliskin
Onlisans 20 10,0 AV Jmadis .
; goriisleri sorulmug ve katilimeilarin %49,5’1  yeterince
Lisans 114 57,0 . e : o
21 105 tanitildigi, %50,5°1 ise yeterince tanitilmadig1 yoniinde cevap
Lisansiistii ' vermistir.
Aylik Gelir . o
T Tablo 5. Katilimecilarin ~ Tahmis Kahvehanesini Nasil
vealtt 60 30,0 Kesfettiklerine liskin Cevaplari
2501-4500 TL 51 25,5 ifadeler Frekans (n) Yiizde (%)
4501-6500 TL 23 115
6501-8500 TL 4 5 b Tavsiye iizerine 85 42,5
8501 TL’den fazla 9 45 Gezerken 37 18,5
. Sosyal medya 35 17,5
Egitim durumlar incelendiginde katilimeilarin; ?;fzgi?; clilenler; 12 gg
%92,5’inin ortadgretim ve iizeri egitim aldiklar1 tespit Yazil ve gorsel basin 6 30
edilmigtir. Gelir durumlart incelendiginde ise katilimcilarin; ’
%>52’sinin  1000-4500 TL gelir araliginda oldugu Toplam 200 100,0
goriilmektedir.

Tablo 2. Katilimcilarin Gaziantep Tahmis Kahvehanesine
Gitme Sikliklart

ifadeler Frekans (n) |Yiizde (%)
Giinde 2 kez veya daha fazla 4 2,0
Ginde 1 kez 6 3,0
Haftada 4-5 kez 1 0,5
Haftada 2-3 kez 1 0,5
Haftada 1 kez 19 9,5
Ayda 2-3 kez 25 12,5
Daha seyrek 144 72,0
Toplam 200 100,0

Arastirma kapsaminda katilimcilara; Gaziantep Tahmis
Kahvehanesine hangi siklikla gittikleri sorulmustur. Analiz
sonuclarina gore; katilimcilarin ancak %5’inin  Tahmis
Kahvehanesinin giinliik miidavimleri oldugu sdylenebilir.
Buna ragmen biiyiik boliimiiniin (%72) ayda iki-ii¢ kezden
daha az geldikleri tespit edilmistir. Bu sonuca gore
ziyaret¢ilerin biliylik boliimiiniin Gaziantep’e turistik amacl
geziye gelenler oldugu sdylenebilir.

Arastirma kapsaminda katilimcilara “Gaziantep Tahmis
Kahvehanesi’ni nasil kesfettiniz?” diye sorulmustur. Analiz
sonuglarima gore; katilimcilarin; %42,5’i Oneri {izerine,
%9,0°1 tesadiifen, %17,5’1 sosyal medya ile %3,0’1 yazili ve
gorsel basin, %18,5’1 gezerken, %9,5’1 de diger nedenlerden
cevabini verdigi saptanmustir. Bu verilere gore; Tahmis
Kahvehanesi’ne gelen ziyaretgilerin %42,5’inin oneri iizerine
bu kurumu ziyaret ettigi, sosyal medya ve yazili gorsel
basinin miisteriler iizerinde bu denli etkili olmadig1
belirlenmistir.

Tablo 6. Katilimcilarin “Tahmis” Kelimesinin Anlamim
Bilip Bilmediklerine iliskin Cevaplar1

ifadeler Frekans (n) Yiizde (%)

Evet 51 255
Hayr 149 74,5
Toplam 200 100,0




Bir kurumun isminin anlaminin merak edilerek
Ogrenilmesi o kuruma olan ilginin de bir gdstergesidir.
Katilimcilara “Tahmis” kelimesinin  anlamim  bilip
bilmediklerine iligkin ydneltilen soruya katilimcilarin
%25,5’1 evet, %74,5 ise hayir cevabim verdigi
saptanmistir. Bu durum kahvehanenin taninirligi ve marka
bagliligi  yoniinde o6nemli  bir  eksiklik  olarak
degerlendirilebilir. Ziyaretgiler kurumun ge¢misinden
ziyade drettikleri {rlinlerin lezzet ve kalitesiyle
ilgilenmektedirler. Nitekim Tablo 7’de verilen cevaplar
bunu destekler niteliktedir.

Tahmis Kahvehanesi’nde verilen hizmet ve {irlinlerin
kalitesi ile ilgili elde edilen verilere gore katilimcilarin
bliyiik ¢ogunlugu hizmet ve iriinlerden memnun
olduklarini belirtmislerdir. Lezzet konusunda %85, hijyen
konusunda %70,5, memnuniyet tespit edilmistir. Bunun
yaninda kahvehanenin ortaminin samimi oldugu, gegirilen
zamanin kaliteli oldugu, miizik vb. etkinliklerin yapilmasi,
calisanlarin giiler yiizli hizmet etmeleri ve ziyaretcilerin
kahvehanede aidiyet duygusu yasamalari, tiiketicilerin
Tahmis Kahvehanesi hakkinda olduk¢a olumlu algilarinin
oldugunun gostergesidir.

Tablo7. Katilimeilarin Tahmis Kahvehanesi Hakkindaki Diger Goriisleri

Kesinlikle
katilmiyorum

Katilmiyorum

Kesinlikle
katihyorum

Kararsizim Katiliyorum

n % n

%

n % n % n %

Tahmis Kahvehanesi’nin
tirtinlerinin lezzetli
oldugunu diisiiniiyorum. 5

3,5

20 10,0 67 33,5 103

Kahvehanesi’nin
oldugunu 3

Tahmis
hijyenik
diisiiyorum.

15 6

3,0

50 25,0 73 36,5 68

Tahmis  Kahvehanesi’ndeki
kahvelerin ve yiyeceklerin
cesitliligi harikadir. 2

1,0 16

8,0

60 30,0 66 33,0 56 28,0

Tahmis Kahvehanesi’nde
giizel ve etkileyici bir kahve 4
kokusu vardir.

2,0 16

8,0

36 18,0 69 34,5 75 37,5

Tahmis  Kahvehanesi’ndeki

miizik ortami sahanedir. 7 35 9

4,5

33 16,5 74 37,0 7 38,5

Tahmis  Kahvehanesi’ndeki
yiyecek  ve iceceklerin
sunumunu begeniyorum. 3

45

28 14,0 86 43,0 74 37,0

Tahmis Kahvehanesi’nde
kahve igmekten ¢ok keyif
altyorum.

3,0

25 12,5 86 43,0 77 38,5

Tahmis Kahvehanesi’nde
calisanlar giiler  yiizli ve
saygilidir. 3

15 12

6,0

30 15,0 83 41,5 72 36,0

Tahmis  Kahvehanesindeki
ortam samimidir ve kendimi

oraya ait hissediyorum. 5 2,5 8

4,0

47 23,5 75 37,5 65 32,5

Tahmis Kahvehanesini
kahve igme ve sosyallesme

agisindan her zaman tercih 4
ederim.

2,0 20

10,0

44 22,0 66 33,0 66 33,0

Tahmis Kahvehanesinde
gecirdigim  zamani iyi
degerlendirdigimi 2
diistiniiyorum.

1,0 12

6,0

26 13,0 83 41,5 7 38,5

Tahmis Kahvehanesinde
yaratici diisiindiigiimii
hissediyorum. 6

3,0 23

11,5

54 27,0 68 34,0 49 24,5

Tahmis Kahvehanesinde
¢esitlerin cok zengin
oldugunu diisiiniiyorum. 4

2,0 24

12,0

57 28,5 66 33,0 49 24,5

Tahmis  Kahvehanesindeki
kahve sohbetlerim
kahvehaneye  olan ilgimi 6
artirmigtir.

3,0 27

135

46 23,0 66 33,0 55 27,5
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SONUC
Kahvehaneler ilk ortaya c¢iktiklarinda kahve igme
amacinin  diginda  bilimsel tartigmalarin  yapildigi, dini

bilgilerin 6grenildigi, ticari faaliyetlerin baglatildigi kisaca
toplumsal hayatta hem sosyallesmenin hem de &grenmenin
mekant olmustur. Bu durum kahvenin yayginlastigi her
yerde benzer bir seyir izlemistir. Tiirkiye’de, Cumhuriyet
doneminden bu yana kahvehaneler degisime ugramakla
birlikte islevselligi de farklilasmistir.  Giintimiizde
cogunlukla igsizlerin ugrak yeri olmustur. Ama 1638
yilindan beri var olan Tahmis Kahvehanesi her ne kadar
restore edilmis olsa da tarihin izlerini tagimaktadir.
Agirladigr miisterilerine sundugu hizmet kalitesi, miizik
sOleni ve ortamin vermis oldugu huzur tercih edilme
sebeplerinden bazilari olarak sdylenebilir.

Tahmis Kahvehanesi’'ni  ziyaret edenlerin  biiyiik
¢ogunlugunu (%65) 18-34 yag araligindaki gengler
olusturmaktadir. Egitim durumlart incelendiginde ise
katilimcilarin; biiyiik ¢ogunlugunun (%92,5) ortadgretim ve
tizeri egitim aldiklar1 tespit edilmistir. Gelir durumlari
incelendiginde ise katilimcilarin yarisinin 1000-4500 TL
gelir araliginda oldugu goriilmektedir.

Elde edilen sonuglara gore; katilimcilarin ancak % 5’inin
Tahmis Kahvehanesi’nin giinlik miidavimleri oldugu
sOylenebilir. Ziyaretgilerin biiyiikk boliimiiniin Gaziantep
iline turistik amagh geziye gelenlerden olustugu elde edilen
sonuglar arasindadir.

Arastirma kapsamindaki katilimcilara Gaziantep Tahmis
Kahvehanesi’nin yeterince tanitilip tanitilmadigma iliskin
goriisleri sorulmus ve katilimcilarin - %50,5°1  yeterince
tanitilmadigi  yoniinde cevap vermistir. Yine arastirma
sonuglarina gére Tahmis Kahvehanesi’ne gelen ziyaretcilerin
%42,5’inin Oneri lizerine bu kurumu ziyaret ettikleri, sosyal
medya, yazili ve gorsel basinin, tiiketiciler iizerinde bu denli
etkili olmadigina iligkin elde edilen bulgular iizerinde, daha
fazla durulmasi gerektigi sdylenebilir.

Tahmis Kahvehanesi’nde verilen hizmet ve iriinlerin
kalitesi ile ilgili elde edilen verilere gore katilimcilarin
biiylik cogunlugu hizmet ve tiriinlerden memnun olduklarini
belirtmislerdir. Lezzet konusunda ve hijyen konusunda
memnuniyet tespit edilmistir.

ONERILER

Kahvehanelerin toplumdaki imajinin diizeltilmesi ve bu
kurumlarin saygi duyulan yerler haline getirilmesi igin
gerekli tedbirler alinmalidir.

. Kahve ve kahvehane kiiltiiriiniin  geleneksel
degerler olarak aslina uygun korunmasi ve adeta okul dis1
egitim kurumlarina donistiiriilmesi i¢in ¢aligmalar yapilmasi
gerekmektedir.

. Ozellikle “tarihi 6zellik arz eden kahvehanelerin”
hususi olarak tanitimlarinin  yapilarak, bulunduklar1
sehirlerde tek baslarina dahi olsa birer ¢gekim merkezi haline
getirilmeleri i¢in Kiiltiir ve Turizm Bakanlig1 ve Kalkinma
Ajanslar tarafindan destek ¢aligmalar1 yapilmalidir.

. Isletmenin daha fazla tanitim iizerinde durmasi
gerektiginden hareketle; etkili bir web sitesinin kurulmasi ve
glincel yayinlarin yapilmasi, Ramazan ayinda yapilan
etkinliklerin ve miizik dinletilerinin web-cam aracilig1 ile
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internetten yayimlanmasi, zaman zaman yerel/ulusal basin-
yaymn kuruluslarina  portre  yazilarinin, rdportajlarin
gonderilmesi ve sonugta; medyanin aktif olarak kullanilmasi
gerekmektedir.
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Extensive Summary

A Study on the Preference Reasons
of Gaziantep Historical Tahmis
Coffee House by Customers

Because of the coffee’s potential of drawing
attention of political, religious authorities and
literary figures; being prohibited and delighting,
coffee has been the focus of Ottoman intellectuals.
Coffee places and coffee itself has been an integral
part of the daily life in course of time. By this
way, a culture which the other beverage
phenomenon in the world cannot reach was born.

Entrance of the coffee which is the symbol of
hospitality into the daily life has not been easy in
the historical process. Religious functionaries and
medical attendants had been argued about whether
the coffee is forbidden by religion or a drug.

Because of the coffee’s potential of drawing
attention of political, religious authorities and
literary figures; being prohibited and delighting,
coffee has been the focus of Ottoman intellectuals
from the beginning of 16th century. In addition,
because of the absence of drug and any negativity
in terms of morality; and alcohol-free properties of
coffee was able to participate in daily life of
Ottoman people. The effect of coffee on social life
has increased by establishment and wide spreading
of the coffeehouses. The first coffehouse was
opened in 16th century in Tahtakale, Istanbul. This
was the first coffeehouse that has become the
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venue of meeting and conversation of famous
people.

In this study, a research that investigates the
perception of coffee according to the customers of
Historical Tahmis Coffee being served for 376
years is conducted. The study was conducted on
200 customers. A questionnaire has been used for
data collection and collected data have been
evaluated and analyzed by using SPSS.

According to findings, Gaziantep Tahmis Café
is preffered mostly by those who are in the age
group of 18-44, single, are trained in bachelor’s
degree or above and who have 999-4500 TL
monthly income. 72% of respondents mentioned
that they go to that coffeehouse rare than 2-3
times. This situation is the indicator of that the
coffehouse is preferred mostly by the tourists of
the Gaziantep city. 89% of the participants have
positive attitudes towards Tahmis Café; and also,
they mentioned that the prepared and served
products were delicious in that place. In
additionally, it is concluded that the customers of
Historical Tahmis Coffee have positive attitudes
toward it. Moreover, the customers also mentioned
that they visit the coffee on the proposals and the
recommendation of their friends' about that place
is more important for them to promotions in social
and written-visual media.
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