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The Importance of Indigenous Edible Plant Species to Rural Tourism Development
(Sample of Seferihisar)

*Mehmet SARIOGLAN?, Mert ISKENDEROGLU"
2 Balikesir University, Faculty of Tourism, Deparment of Gastronomy and Culinary Arts, Balikesir/Turkey
b Balikesir University, MS Student, Balikesir/Turkey

Article History Abstract

Rural tourism phenomenon can be expressed as a tourism type which is progressing within
tourism sector quickestly and also has a potential to be progressed more and more in the
Accepted:05.09.2016 near future. Its one of main reason can be explained as that is the chaos which brought by
both intense urbanization and rapid technological development has tumbled individuals
physicologically thats why the demand has been occured by individuals which tend
toward to rural tourism in holidays. One of the main fact that shows up in rural tourism
Indigenous Edible Plant within modern-day and near future and in the direction of the assumption that the relevant
Species destination contains cuisine culture; it can be clearly explained that the indigenous edible
plant species are constructive fact on rural tourism.

Received:13.07.2016

Keywords

Rural tourism

In this study, a questionairre has been conducted 846 domestic tourists in an attempt to
determine the contributes of indigenous edible plant species in Seferihisar which got a title
as slow city called "Cita-Slow" to the rural tourism development. As a result of the
findings, it has been determined that Indigenous edible plant species has provided a great
contribution to the Rural Tourism Development. As a result of the study; it has been also
determined that the destinations which will to improve as part of Rural Tourism, they need
to attach importance to Indigenous edible plant species.

* Corresponding Author.
E-mail: mehmets@balikesir.edu.tr (M. SARIOGLAN),
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IMPORTANCE AND CONTENT OF RURAL TOURISM

Rural field; is located on out of places called metropolitan, where individuals can not benefit from the social
security, education, business oppurtunity, insurance, retirement and other cultural activities means spatial size.
Today, together with the changed tourism understanding and rural areas and as a consequence of that tourists who
wants to know the general features, food culture, lifestyles and regional cultures of inhabitants, contribute to the
development of the rural area. (Hernandez et al., 2016; Avcikurt & Koéroglu, 2008; Kiper, 2006; Sharpey, 2002;
Hall, 2001).

Rural tourism can be expressed as where several activities has been performed in the name of 'rural
experiences' and is visited by individuals properly, otherwise holds the agricultural and non-urban components.As
the most remarkable characteristic features of rural tourism, open areas exists, being low level in the development
of tourism, directing people to agricultural and natural activities so as to create a best connection between them;
(Fotiadis, et al., 2016; Campon-Cerro et al., 2016; Lane, B, 1994);

-Located in rural areas

-Functional; Small scaled enterprises provide guests oppurttunities concerning that a facility in touch with

nature, located in large terrain, and including the customs and traditions of district.

-Size(Size)- Most of rural enterprises are small scaled in order that the constructions and buildings are small-

scaled.

-Taken decisions as regional planning are slow and effective. These plans are generally made for long-term by

local governments.

Rural tourism is a tourism type that is connected with the natural resources which coexists with rural areas.
Rural tourism can contribute the development of rural tourism countries by completing the tourism variousity and
creating new alternatives for the rural areas. In this context, we can mention that the rural tourism is increasing its
importance day by day. When the profiles of individuals who attended to rural tourism are examined; we can
deduce that they have high incomes, well educated, are in the search of quality, had much expenditures over
average tourism expenditures during their holidays. (Li et al., 2016; Barkauskas et al., 2015; Page&Getz, 1997).
Rural tourism is considered as a one of tourism types that should have been deveoped and protected continuosly.
Besides Rural tourism contributes to protect the social-cultural heritage, supporting the regional food in the process
of prepare, introducing and sale, increasing the life quality of individuals by supporting the regional development in
terms of socially and economically (Vitasurya, 2016; MacDonald & Jolliffe, 2003; Page&Getz, 1997).

RURAL TOURISM AND EDIBLE PLANT SPECIES

Endemic is described as species which exists rarely in a region or country and belongs to only unique region. It
is used as the meaning of native and derives from latinus word endemos. Turkey is one of the foremost country
about endemic plants.Turkey has 9000 different plant species around its boundaries and its %33 is endemic

plants.Due to the verified datas of Culture and Tourism Ministry;due to Turkey is a nature bridge around three
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different continent, has different climate diversity and geographical features, has rare plant diversity in the

world.(www.ankara.tb.org.tr;kulturveturizm.gov.tr, Sarioglan et al., 2012; Atik et al.,2010; Demirayak, 2002)

The importance and attention to food and beverage concept are obviously increasing day by day aroun the
world. Gastronomical products have an great effects on being a touristic product itself and creating an image of
destinations along with a feaure of completing touristic products.(Kesici, 2012;Yuncu, 2010; Cohen,2004)

Edible endemic plant can be defined as species that each has specific tastes and pertinent to human's biological
and gastronomical structure( not factors that threaten to human health).Edible plants in Turkey are counted as
cultivar, non-cultivars can be used as food materials in Turkish cousine. Edible endemic plants are highly signicant

in terms of prosperity and nonrivalness of Turkish cousine.( Tan, 2009; Uzun, 2006; Ertug,1999; Ansin, 1980).

Different and unigue endemic plants are planted in the rural areas of Seferihisar and is an incontrovertible fact
that constitutes the fundamental food culture of Seferihisar.In the below; numerous edible endemic plants, their
effects and fields of usage are mentioned (Aytac et al., 2016; Clevely et al., 2015; Uyanik et al., 2013; Winkel,
2012; Aschl, 2010; Kendir & Giiveng, 2010; Ugulu et al., 2009; Harnly et al., 2006; Avci, 2005; Robuchon, et al,
2004).

Fennel

Fennel (Foeniculum vulgare) is a flowering plant species in the carrot family. It is a hardy, perennial herb with
yellow flowers and feathery leaves. It is indigenous to the shores of the Mediterranean but has become widely

naturalized in many parts of the world, especially on dry soils near the sea-coast and on riverbanks.

It is a highly aromatic and flavorful herb with culinary and medicinal uses and, along with the similar-tasting
anise, is one of the primary ingredients of absinthe. Florence fennel or finocchio is a selection with a swollen, bulb-

like stem base that is used as a vegetable. Oiled Fennel roasting etc. can be used as oil dish.
Hibiscus

Hibiscus is a genus of flowering plants in the mallow family, Malvaceae. The genus is quite large, containing
several hundred species that are native to warm-temperate, subtropical and tropical regions throughout the world.
Member species are often noted for their showy flowers and are commonly known simply as hibiscus, or less

widely known as rose mallow. Used in several food concepts.
Chicory

Common chicory, Cichorium intybus, is a somewhat woody, perennial herbaceous plant of the dandelion
family, usually with bright blue flowers, rarely white or pink. Many varieties are cultivated for salad leaves,
chicons (blanched buds), or roots (var. sativum), which are baked, ground, and used as a coffee substitute and
additive. It is also grown as a forage crop for livestock. Chicory may provide direct functional support to the
digestive reactions in the body. First of all, chicory root increases the flow of bile, which supports digestion. In
addition to its beneficial antioxidant effect, chicory root provides functional support to the liver. Used in several

oiled dishes.
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Blessed Thitle

Blessed thistle is a plant. People use the flowering tops, leaves, and upper stems to make medicine. Blessed
thistle was commonly used during the Middle Ages to treat the bubonic plague and as a tonic for monks.

Today, blessed thistle is prepared as a tea and used for loss of appetite and indigestion; and to treat colds, cough,
fever, bacterial infections, and diarrhea. It is also used as a diuretic for increasing urine output, and for promoting

the flow of breast milk in new mothers.
Some people soak gauze in blessed thistle and apply it to the skin for treating boils, wounds, and ulcers.

In manufacturing, blessed thistle is used as a flavoring in alcoholic beverages. Used in several oil dishes in

Seferihisar.
Cibez( Kind of Spinach)

It is an annual plant (rarely biennial), which grows up to 30 cm tall. Spinach may survive over winter in
temperate regions. The leaves are alternate, simple, ovate to triangular, and very variable in size from about 2-30
cm long and 1-15 cm broad, with larger leaves at the base of the plant and small leaves higher on the flowering
stem. The flowers are inconspicuous, yellow-green, 3—4 mm in diameter, maturing into a small, hard, dry, lumpy
fruit cluster 5-10 mm across containing several seeds. The possible health benefits of consuming spinach include
improving blood glucose control in diabetics, lowering the risk of cancer, lowering blood pressure, improving bone

health, lowering the risk of developing asthma and more can be used in several oil dishes.
Sedum

Sedum is a large genus of flowering plants in the family Crassulaceae, members of which are commonly known
as stonecrops. The genus has been described as containing up to 600 species of leaf succulents that are found
throughout the Northern Hemisphere, varying from annual and creeping herbs to shrubs. The plants have water-
storing leaves. The flowers usually have five petals, seldom four or six. There are typically twice as many stamens

as petals.
Chenopodium

Chenopodium is a genus of numerous species of perennial or annual herbaceous flowering plants known as the
goosefoots, which occur almost anywhere in the world. It is placed in the family Amaranthaceae in the APG Il
system; older classification systems, notably the widely used Cronquist system, separate it and its relatives as
Chenopodiaceae, but this leaves the rest of the Amaranthaceae polyphyletic. However, among the Amaranthaceae,

the genus Chenopodium is the namesake member of the subfamily Chenopodioideae.
Patience Dock

This herb grows wild on the field, near the forrest, and also along the rivers. It spreads everywhere and it's very
easy to find, which is why people have been using it in cooking from ancient times. Patience dock can be used in
treating dermatological, hepatic and hematological dissorder. Also, an extract from its root can be useful in treating

hypotension, palpatations and cardiac neurosis or blood flow. Stuffed vegetable rolls are an important part of our

6



Journal of Tourism and Gastronomy Studies 4/3 (2016) 3-12

cuisine and we all love "sarmale," as we call it here in Romania. In another article | showed how | cook the stuffed

sauerkraut rolls with ground pork, which is especially good as a winter recipe.
Purslane

Purslane is somewhat crunchy and has a slight lemony taste. Some people liken it to watercress or spinach, and
it can substitute for spinach in many recipes. Young, raw leaves and stems are tender and are good in salads and
sandwiches. They can also be lightly steamed or stir-fried. Purslane’s high level of pectin (known to lower
cholesterol) thickens soups and stews. It is an excellent source of Vitamin A.Culinary aspects aside, purslane is also
an all-around healthy food that contains a whole range of health-boosting nutrients, including omega-3 fatty acids,

antioxidant vitamins, and minerals. Here's a lowdown of the nutritional value and health benefits of purslane.
Artichoke
The globe artichoke (Cynara cardunculus var. scolymus) is a variety of a species of thistle cultivated as a food.

The edible portion of the plant consists of the flower buds before the flowers come into bloom. The budding
artichoke flower-head is a cluster of many budding small flowers (an inflorescence) together with many bracts, on
an edible base. Once the buds bloom, the structure changes to a coarse, barely edible form. Another variety of the
same species is the cardoon, a perennial plant native to the Mediterranean region. Both wild forms and cultivated
varieties (cultivars) exist. Anthocyanins, quercetin, rutin, and many other antioxidants contained in fresh artichokes
offer a range of health benefits ranging from cancer prevention and immune support to protection against heart
disease. Artichokes provide around 12% of the recommended daily intake of vitamin K.Consuming plenty of
potassium and magnesium is essential for offsetting the potentially harmful effects of consuming too much sodium,

and in particular can help to prevent or combat hypertension or high blood pressure.

Women and other individuals suffering from water retention may also find this useful because it elicits a mild

diuretic effect to help shed excess fluid from the body. Can be used in many oil dishes.
RESEARCH METHOD AND IMPORTANCE

Questionairre method which is one of data collection method has been conducted. It can be expressed that the
main purpose of the study is measuring the awareness levels of domestic tourists about edible plant species in
destinations during their visit. In this context the awareness level of attendants can be determined as a subsidiary
fact on edible plant species. The research has been carried out in Seferihisar which has a title ' slow city' and
conducted on tourisits by face to face who visits Seferisihar because of the rural tourism concept. As a result of this

obtained datas has been evaluated by SPSS 22.0 computer programme.
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Table 1. The Analysis of the Demographical Profiles of Attendants

Frequency(n) Percentage(%b6)
Variables
Gender
Male 487 57,56
Female 359 42,44
Total 846 100,0
Age
15-25 49 5,92
26-35 103 12,16
36-45 138 16,29
46-55 177 20,89
56-65 217 25,61
65and above 162 19,13
Total 846 100
Condition
Married 643 76,01
Single 203 23,99
Total 846 100
Profession
Medical (Doctor, Nurse etc.) 141 16,67
Education (Teacher, Academician etc.) 108 12,76
Technical Service(Engineering etc.) 196 23,18
Retired 219 25,88
Student 19 2,25
Other 163 19,26
Total 846 100,0
Income per person in a family
0-1300 TL 74 8,74
1301-2000 TL 106 12,53
2001-3000 TL 127 15,02
3001-4000 TL 159 18,79
5001-7500 TL 163 19,27
7501-10000 TL 185 21,87
10001 TL and above 32 3,78
Total 846 100,0
Recently got Education Degree
Primary 8 0,94
Secondary 26 3,08
High School 89 10,52
Two-year Degree 106 12,53
Bachelor 551 65,14
Master 36 4,25
Doctorate 30 3,54
Total 846 100,0
Place of Residence
Istanbul 346 40,89
Ankara 161 19,03
[zmir 124 14,67
Bursa 104 12,29
Antalya 28 3,31
Other 83 9,81
Total 846 100

Major part of age range of individuals is centered in 56-65 with 217 attendants, less part of afe range of
individuals are centered in 15-25 with 49 attendants.%76 of attendants are married. %52 of attendants work in
service sector( education, medical, technical), %25 attendants are retired, and less part of attendants are students.

The level of income mostly intensed in the range of 7501-10000 tl, %65,14 of attendats are majorly master
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degree.%40,89 of individuals attends from Istanbul, %19,03 attends from Ankara, % 14,67 attends from Izmir,

%25 attends from other regions of Turkey.

Table 2. Analyses of Attendants that answers to the propositions

Propositions Percentage (%)
1.Food and Beverages derived from edible endemic plants have an important role on destination where | 60,52
visit.
2.1 think that edible plant species is main fact that triggers directly rural tourism. 81,21
3.1 visit destinations on the term when edible plant species are extremely high so as to discover new 37,71
plants.
4. | attend bushwalking in order to discover new edible endemic plants. 79,43
5. | visit district bazaars in order to discover new edible endemic plants. 72,93
6.1 accomodate in hotels that are mostly nature-oriented in order to discover new edible endemic plants. 84,04
7. | prefer to eat in restaurants where foods derived from edible plant species are serviced to people. 88,77
8. | spend more time with people who harvest the edible plants on right season so as to discover new 80,97
edible plant species

"I prefer to eat in restaurants where foods derived from edible plant species are serviced to people." and ".I
accomodate in hotels that are mostly nature-oriented in order to discover new edible endemic plants” propositions
have the highest rate from attendatns. Drawed a conclusion that people likes to eat in restaurants where plant meals
are serviced so as to discover new kinds of meals and plants. On the other hand instead of staying in city hotels,
people prefers to stay in hotels which are nature-oriented so as to discover new kinds of edible plants. On the
contrary; ".1 visit destinations on the term when edible plant species are extremely high so as to discover new
plants" propisition has low rate from attendants. Drawed a conclusion that this propisition is not determinant on

people who wants to discover new edible plant species.
CONCLUSION AND SUGGESTIONS

Turkey has an extensive plant diversity due to locate in the area where three significant floristic district
intersect through the board. Major part of this plant diversity can be eaten. The main visiting reason of guests to
rural areas is to want to discover and taste the food culture of area. Providing guests a unique food experience and
introducing edible endemic plants to guests are both main reasons. Using endemic plants with olive oil dishes and
serving them as unique tastes are directly proportionate to experince, knowledge and talents of people who live in
rural areas. The recognazibility and development of gastronomic region will be an important fact by creating this
kind of occurences.The contributes to destinations that made by individuals would help to create a sustainable
tourism understanding, protect the foods which are made of natural and nutrient locally,holding the inventory in

this way protect and develop native values.

Seferihisar is of vital importance in that subject due to being a slow city. Seferihisar proves itself that is a
pertinent to this study. Seferihisar presents guests who are in search of innovative foods, different and tasteful
meals in this context. Edible plant species that mainly used in salads or olive oil dishes reveals how fertile
Seferihisar is about edible plant species. Therefore adapting gastronomy tourism to rural tourism, then it should be
developed for a convenient environment.Initialy, it is so important how or where edible plant species will be
used.Because everyplant has its own cooking time and methods; necessary gastronomical educations should have
been given to personels so as to raise awareness and make them an expert or experienced person.The recognaziblity
of edible species should have provided as well as to meet the accomodations of people by building ranch houses
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and hostels that serves regional food with edible plants. So this kind of restaurants and facilities should be

increased.
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Introduction

Northern Cyprus, where Famagusta is located on the east coast of this island, “is blessed with natural
endowments and proximity to tourist market, especially the European countries” (Hassannia, 2014, p. iii).
According to the data accessed through Famagusta (is called: Magusa or Gazimagusa in Turkish) municipality
webpage (www.Famagusta.org.cy), tourism is one of the main economic activities of the region. This city (see Fig.
1) is located east of Nicosia, and possesses the deepest harbour of the island of Cyprus which is the third largest

Mediterranean island after Sicily and Sardina, a typical small island with limited natural resources.

'Flizﬂlmrpa&u

UN bufter ‘K?mnia
zone Turkish Cypriot-administered are
J Morphou, uriki v ini ansa
* Polis
Area controlled by Cyprus | arnana \ ﬁ
G t (Groek Diekelia
overnment (Greek area) Soversign Base
Paphos, e U
i
l,;_.ni'x ) s Vasilikos
2
Epi !
WER;KS‘M@”. O :
Sovereign Base v 15 o
Ardai Ll K
Figure.1 The location of Famagusta city Source: Google images.com

The main economic activities in the city after tourism are education, construction and industrial production.
Nowadays this city is the home of thousands international students and of course their families and relatives who
temporary travel and stay with their children. Due to this fact a huge number of restaurants and fast-food houses are
working in the city. Relatively the human resources of these restaurants play crucial role in the satisfaction of such
a beneficial market. Any fraction in human resources of a restaurant will defiantly spread the bad word of mouth
and as a result the customers will shift to the competitors. In a recent study Mankaa (2012) identified that high
levels of employee’s turnover and inability of the restaurants to satisfy the customers are two broad reasons of
restaurants’ failures and closures in Famagusta. In order to decrease the probability of such failures the restaurant
owners have to have HRM practices to achieve maximum employee's development which directly will lead to
higher customer satisfaction and profitability of the sector. In spite of the wide popularity of the HRM concept in
different sectors of business, this field of research has been overlooked in tourism industry and there is a need for
additional studies in tourism and hospitality sector (Chand & Katou, 2007). Therefore this study contributes to the
hospitality literature and tourism sector twofold. Firstly this paper tries to fill the aforementioned gap by focusing
on the HRMPs in restaurant sectors of the study case, Famagusta. A review of the literature showed that there are

not many studies in Northern Cyprus researching the restaurant business which increases the importance of this
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research. Secondly the current research achieves its objectives through qualitative research. This method provides
the researcher to deeply study a phenomenon in the context and understand the actual interactions among the
individuals (Rezapouraghdam, 2013). In the case of this study this method enables the researchers to penetrate the
experiences of the restaurants’ owners and managers and their real beliefs and treatments about the HRMPs.
Although the qualitative method has had the most significance contributions to hospitality industry Cohen (1988),
in comparison to quantitative method there are fewer qualitative researches in tourism sector concerning the
HRMPs specifically in restaurant samples. Therefore the current research also contributes both to the literature and

practice qualitative evidence to observe this research subject.
Theoretical framework

Although majority of the organizations in tourism and hospitality industry train their employees unfortunately as
stated by Maxwell et al. (2004) this industry has poor reputation in employees’ training issues. A dozen of reasons
found in the literature explaining the lack of managers’ tendency to train their employees in hospitality sector
which the risk of employees’ turnover is mentioned by the employers most frequently (Lowry et al., 2002). Most of
the employers are unaware about the fact that the training and employees’ development increase their satisfaction
and organizational commitments that result in increase of service quality provided by the employees and thus more
organizational profit (Pratten, 2003). According to Baum, (2002) training is too important in determining the
behaviours and attitudes of the hospitality employees. Human resource practices and its effect on workers’ manner
have been explored broadly in the past studies. Compelling human resource rehearsals and practices may prompt
positive effect in workers treatments which might result in enhanced efficiency, therefore successful HRMPs can
be considered a wellspring of competitive advantage for any organization. Although a number of studies reported
no relationship betwixt HRMPs and enhanced financial execution (Hart, 1993). According to Guest and Hoque
(1994) settling an effective human resource framework would prompt positive employees relationships yet this may
not results in the increase of the organizations’ profitability. Various studies have exhibited a positive relationship
between particular human resource rehearsals and financial factors of the organizations (Gerhart and Milkovich,
1992). Exploration has additionally shown a positive relationship between impression of this managerial practices
and consumer loyalty and satisfaction with firms' performance indicators (Tornow & wiley, 1991). Compelling
human resource activities within a firm create a surrounding in which the employee’s self-determination enhances
and consequently the conveyance of quality services to the customers is brought about (Schneider and Bowen,
1993). Researches in relation to the service industry context have demonstrated the causal relationship betwixt the
human resource management practices (HRMPs) and service quality and its effect on total performance of the
firms. Based on Mathieu and Zajac (1990) the employees whose occupations have enriched with the human
resource management practices exhibit greater amount of commitment to their organizations. A number of past
studies have reported positive relations betwixt the HRMPs and the customers’ loyalty, customers’ satisfaction,
organizational commitment, organizational performance and the employees’ retention (Pitt et al, 1995; Ulrich et al,
1991). Unlike the conflicts among the scholars about the accuracy of the fact that HRMPs leads to the improvement
in financial performance, most of the researchers have consensus on the relationships betwixt this issue and the

total achievement and prosperity of the organizations. There are lots of studies in the contexts of Northern Cyprus
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which observe the HRMPs in service sector in context of hotels, universities, banking and hospitals. But there is a
gap in the context of small restaurants and fast-food enterprises. On the other hand Chan and Kuok (2011) stated
that little attention has been paid to small hospitality enterprises in relation to the challenges they face about human
resource management issues. This study tries to fill theses gaps. Moreover there are very scarce numbers of
researchers in this field which consider the issue in deep analysis through qualitative approach.

Review of the Literature

According to Armstrong (2011) an effective HRMPs in any organization can absorb, develop and also motivate
the workers and in consequence these workers will not only retain but in turn ensure the profitability of their
benefactor by exhibition of their best performance. The role of HRM in recent two decades has been so
fundamental especially due to the highly competitive and vulnerable business climate (Paauwe, 2004). Referring to
tourism and hospitality and considering its labour-intensive characteristic Lockyer, (2007) stated that HR is too
vital for the management of this industry. This managerial practices in HR for the small and medium- sized
enterprises (SMES) that the restaurants are a part of, is too important due to their limited resources and sensitivity to
different environmental forces (Hasannia & Rezapouraghdam, 2016). The employment in the fast food and
restaurant sector is classified by particular elements, for example, low skilled workers; part time employees, low
paid and short term staffs (Mohsin, and Lengler, 2015). These characteristics according to Mohsin and Lengler
(2015) prevent the employees to satisfy their job and accordingly display their ultimate performance to please the
clients as well. Globalization and collaborations through guests is the real donor to far reaching change in
numerous areas over the economy and has offered ascent to new innovations incorporated talent with the
customers. This has prompted a critical change in the tourism industry as the pioneer sector known as service
industry and the role of qualified personnel in satisfaction of the customers is incredible. This industry includes
variety of division such as airlines, lodging properties, restaurants, auto rental firms, visit administrators and travel

operators, and so on.

Moreover the expanding utilization of technology innovation and the internationalization of organizations are
increasing clients' consciousness of service quality and intensifying market rivalry (Shi & Su, 2007). Therefore it is
highly significant for the employees to continuously update their knowledge in order to be able to satisfy the ever
changing needs of the customers. Additionally the hospitality sectors ought to efficiently manage its resources to
cope with such trends (Wang et al., 2014). Employees in frontline service professions in tourism industry are
determined by the customers as the quality of the service they receive from the providers (Kivela & Kagi, 2008).
This factor is too important in influencing the customers’ satisfaction and as a result their intention for choosing the
destinations (Sheehan & Presenza, 2011). Workers in frontline service jobs in the tourism businesses are
continuously are engaged in the middle between customer’s demands for good services and the managers'
expectations of better performance and productivity (Yavas et al.,, 2013). Tourism as a service industry always
tries to provide high level of facilities to the customers for its viability. For this reason the hospitality organizations
strives to develop and implement the HRMPs to please its clients more (Jaszay & Dunk, 2003). Unlike its
outstanding significance Elnasr, & Sobaih (2011) believe that tourism industry managers are reluctant to train their

employees.
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One of the general HRMPs is the strategy which aims at retaining the employees. It is believed that the creation
of the employees’ engagement in organizations increases the total performance of the firms (Macey et al., 2009).
This engagement exhibit itself in different forms such as skill, knowledge and also fulfilling the expectation of the
job (Macey etal., 2009). According to Burns (1997) lack of staff and aptitudes in the tourism industry in Western
nations is drawn from a Western-driven perspective of tourism work, as workers see work in hospitality,
particularly in restaurants, as humble work and feel disparaged (Wildes, 2004). Thus the employees who feel
stigmatized in food service jobs would not tend to acquire tourism related knowledge and skills that this element
can be considered as one of the reasons of unqualified employees working in hospitality sectors and specifically
restaurants. The main reason that hospitality managers do not provide learning opportunities for their staff is the
low return on investment in this issue that results from the transient nature of the tourism employees (Sobaih,
2011Db). Poulston (2008) suggested that improving the employees’ training will increase the standards of service
quality delivered by the committed and satisfied employees and thus the customers’ satisfaction and organization
profitability. In addition such practices will decrease the costly problems of the workplace that the employees’
retention is one of them. In this regard Chand & Katou, (2007) stated that the performance of tourism and
hospitality sector is related to its HRM systems and proposed that the hospitality organizations should follow such
practices strictly. Unlike the importance of HRMPs in tourism industry and the recommendation of scholars for the
practitioners to establish a systematic format of such activities Kusluvan et al. (2010, p.177) declared that
“individual or bundles of HRM practices in the tourism and hospitality industry are unprofessional,
underdeveloped, and inferior when compared to other industries and are not practiced in a way that generates

employee commitment, satisfaction and motivation”.
Research Method

Since the interpretation of HRMPs in restaurant sector has less been explored in depth, in the present study the
authors followed an inductive approach in order to focus more on the interpretation of the empirical judgements to
build up a series of factual explanation of the phenomenon (Saunders, Lewis, & Thornhill, 2009) in the specific

case of Famagusta.

Taking the research questions into account a subjective approach was adopted in the current study. To do so a
series of semi-structured interviews were conducted with the owners and/or with the chief managers of restaurants
and fast food houses (most of the cases the managers also were the owner) in different parts of Famagusta city
during the July and August 2015. The criterion for the selection of the restaurants was the number of their
employees which should have been more than 5 people. Purposive sampling technique (Hemmington, 1999) was
followed in this research for the selection of the targeted samples. Out of 21 restaurants’ owners and managers a
total number of 17 accepted to participate in the study. Below is available the sample interview questions which
were shared with the participants: Is there any specific HRMPs framework in your restaurant? How do you select
your employees? What do you do when you see your employees can not fulfil the customers’ expectations? How
can you help the employees to develop and learn new proficiencies needed in hospitality sector? The interviews
were conducted at the restaurants and based on the time that the managers pointed before. Each interview was tape

recorded and lasted for about 25 minutes. The recorded data transcribed separately and analysed according to the
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guidelines of Moustakas (1994). In this method the significant statements are highlighted and then what he calls

the “clusters of meanings” is developed from those highlights.
Results of the study

There are several approaches that can be utilized to present and discuss the data in qualitative research technique
(YYasarata et al., 2010). Interpretive coding and identifying the main themes of the collected data based on the
reviewed literature through reading and re-reading the raw data (Lindlof & Taylor, 2010) is the main technique that
at the current study was utilized. Totally five major themes were extracted (coded from 1-5) from the transcriptions
of the interviews based on their repetition and recurrence. For each theme a number of direct quotations from the
respondents were included (coded as A- J). This technique was followed to ensure the confidentiality and
anonymity of the respondents and as a result increase the reliability of the data as well. In the following emerged

themes (1-5) and significance statements’ of the respondents (A-J) were mentioned:
1. The existing HRMPs frameworks

The following statements extracted in relation to the existing human resource practices in the targeted

restaurants in Famagusta region:

One interviewee (A) who was the owner and manager of the restaurant after hearing the explanations about
what the human resource management practices is stated that:

“There is no specific human resource management practice in this restaurant. All of the employees know how to

serve the customers”.

It was clear that the respondents did not believe in HRMPs after hiring the staff as they mentioned (respondents
B, C and D):

”Before employing a new staff I always ask them to prove that they have working experiences in other

restaurants or hotels. When they prove it that means they are familiar with the job so they need no training”.

“Actually I always hire the staff after passing some tests of proficiency. The rule of this restaurant is that the
newly came employees should work a whole week in here without getting any money just as a test. If | get satisfied

with their work I will hire them.”

“At the first day of the work I always tell the older staff to instruct the new employees. This usually takes some
hours for the newly employed workers to cope with their new environment and constructions. After this session
there is not any teaching stuff. They have to know what to do otherwise they will be substituted with other job

demanders”.

The extraction of the important statements revealed that the restaurant owners who at the same time play the

role of managers have no human resource management practices within the work place under their authority.
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2. Challenges resulted from the lack of HRMPs’ frameworks

The themes that have been evoked from the conversation held between the researcher and the respondents
asserted that the managers or the owners of the restaurants face some challenges that are the consequence of the
lack of HRMPs.

3. The respondents always have the challenge of replacing their unqualified staff
Respondent (E) stated that:

“The major problem in here is that employees cannot perform as I expect and I always have to look for better

workers”.
4. They face constant complaints about the service quality
Respondent (F):

“Of course some of the customers complain about the delay and treatments of the workers here but it is not a

critical issue. Everywhere it is a common thing”.
Respondent (G):

“You know this is a crowded restaurants there is no time to send the employees to learn. | need to have them all

here”.
5. The restaurant managers presume that training the hired employees is a waste of time and money
Respondent (H):

“There is no enthusiasm in the employees to attend classes otherwise | could support them to go. By the way if

they want to learn they can use internet in their free time”.
Respondent (1):

“This is a business and none of the restaurant owners will be ready to waste money on training the workers. The
workers should have known how to clean a table or wash the dishes. It is not a very difficult job. Except the chef

whose job needs some expertise other positions needs no special training”.
Respondent (J):

“Theoretically it is good idea to develop the employees and provide them opportunities to learn latest
knowledge in relation to their professions but in practice it is not applicable to such a small businesses and

especially in Northern Cyprus”.
Discussion

The weakness of the local and national governmental supervision at one hand and the false perception of the
restaurants’ managers and owners on the other have completely underestimated and also eradicated the need for
HRMPs in hospitality section of Famagusta. The managers feel it free and without any cost to dismiss and replace

one employee with another. This fact has decreased the motivation of the employees to display a good performance
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and find them attached to the restaurant the work. This fact is completely in contrast with the idea of Patiar et al.
(2012) that motivated employees deliver superior service to the customers. Accordingly not only the expectations
of the managers about the performance but the satisfaction of the customers is not fulfilled.

Unfortunately most of the restaurants owners and managers in Famagusta believed that vast majority of the
parts in the positions in their sector don't oblige high abilities and anyone can do these jobs without training.

Tourism industry is popular for owning one of the highest turnover rates of its employees (Blomme et al., 2010).

In order to reduce the costs of substituting the employees it is so important for the managers and owners of
restaurants to hire and retain those people whose skills and abilities suit the demands of frontline jobs in restaurants
(avas et al., 2013). It is so important for the restaurant employees to display globally accepted front line service
requirements that are: smiling when dealing with unsatisfied clients, controlling the negative feelings like as anger,
the expression of positive emotions toward the co-workers and customers and so on (Chan & Wan, 2012).
Davidson and Wang (2011) suggest that hospitality sectors need to look beyond cost reduction and adopt a more
strategic approach to Human Resource Management. Hospitality organizations that provide inadequate training
exacerbate staff turnover (Lashley & Best 2002), and threaten quality standards and profits (Poulston, 2008).
HRMPs in Famagusta where hosts thousands of educational tourists ban the restaurant sector to gain huge amount
of profits. Since the youngsters are not worried with sustenance planning and that is the reason, they want to go out
for their suppers. They as a rule go to fast-food eateries, particularly when there is no one to cook for them
furthermore when they need to mingle. Thus the managers of the restaurants can increase the satisfaction of their
customers and the quality of their services as much as possible by increasing the motivations of their employees. A
number of factors influencing the motivation of the employees according to Presbury et al (2005) are listed below:
job security, fair pay, and staff benefits encourage a feeling of satisfaction and loyalty to the employees. Based on
the review of the literature and findings of this research Exhibit.1 displays the strategic role of HRMPs for the

restaurants performance.

Exhibit.1 The role of HRMP in restaurants’ performance

Human Work Service Restaurants’
Resource Related Quality and Profitability
Management Employees’ Customer and High

Practices :> Motivation > Satisfaction :> Performance

Conclusion

The logic behind this exploration was to investigate the situation of human resource management practices in
restaurant sector of Famagusta, Northern Cyprus. The result of this study indicated that in Famagusta HRMPs in

restaurant sector is an atypical phenomenon. Although the lack of this important managerial strategy has created a
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number of obstacles and challenges for both the employees and the managers, it seems that the engaged
stakeholders in this area have been used to cope with such deficits. The perception of the restaurant owners in this
region towards the hospitality occupations is so infatuated. One possible explanation for such perspective may
result from the dominance of a short-termism culture among the some of the organization owners (Alipour, Arasli,
Rezapouraghdam, 2016). This perspective prevents the restaurants owners to view their staff as the asset of their
organizations. Therefore losing the employees sounds has no negative impact on their firms. By the way the
availability of the surplus workforce exceeds reluctance of the managers to provide any training and development

opportunities for their employees.

It was suggested for the managers to at least choose their employees from the hospitality graduated individuals.
This strategy has two benefits for the sector: firstly with sparing no expense the managers will benefit from trained

and qualified employees and secondly the customers will be hospitalized as they expect.

The future studies can focus on the strategies that can shift the inappropriate perception of the society and

especially the tourism sector from the suppliers’ side in order not to disesteem the hospitality occupations.
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Wine tourism was virtually unknown in Turkey until the beginning of the 2000’s. Over the
last five years there has been a growing interest in wine tourism at wine regions and
among the wine lovers and wine producers. Already famous for its antiquities, including
many of civilization’s most important archaeological sites, the addition of an ancient
tradition of wine making enhances Turkey’s appeal as an international tourism destination.
To better define the Turkish wine industry, it is necessary to consider the characteristics of
wine areas in Anatolia, identified by its labels, the amount of quality wine produced, the
amount of wineries and the total vine extension. This paper examines the wine regions,
development of wine tourism, wine tourism and wine routes in Turkey. Turkish wine
production highlights a predominant role played by the Aegean and Thrace regions.
Different wine routes seemed to appear with the objective of promoting wine regions, and
of offering other options to the traditional sun tourism in the Aegean coast. This paper also
emphasizes how the wine regions and wine tourism can be promoted throughout the
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determines the issues on the creation of wine tourism destination image.
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INTRODUCTION

Winery and vineyards visitation have recently become important for both wine producers and wine regions.
Wine constitutes an important component of the tourist market in many wine counties. Today, several countries and
regions are experiencing the immense growth and benefits flowing from wine marketing and tourism. California
and Pennsylvania in the United States, Bordeaux, Champagne and Burgundy in France, Tuscany in Italy, and
several districts of Australia and New Zealand stand as significant centers of wine tourism (Var et al., 2006). The
economic contribution of wine tourism to wine regions and rural areas is also remarkable. For example one million
tourists who attend winery cellar door and spend $350 million visit South Australia, the most popular wine tourism
destination of Australia. Following a similar approach, concentrating efforts on creating wine tourism centers in
Turkey will be vitally beneficial to national tourism industry. Turkey is a country with an old wine-producing
tradition and with a huge tourism industry, although it has not made the importance of wine tourism profitable, up
to now. Due to geographic latitude Turkey has good conditions for viniculture and wine production. However,
because of the concentration on sun-sea-sand tourism market, visits to wineries and wine tasting are less important

motivating factors for visitors but it is full of potential because of Turkey’s favorable situation for grape cultivation.
HISTORY OF WINE IN TURKEY

Wine history in Anatolia dates back to the Neolithic period and there are a number of Neolithic sites in Anatolia
(present Turkey). According to archaeobotanists, the grape was first discovered in the region of the East Anatolia,
Georgia and Armenia trio. The wild Vitis Vinifera silvestris continues to grow in these regions, where today
hundreds of cultivars are grown for wine and table grapes. Based on recent archaeological and chemical evidence, a
‘wine culture’ had been established as early as 6000 BC in the upland region of the Taurus Mountains in Eastern
Anatolia, the Caucasus Mountains (including Transcaucasia) and the northern Zagros Mountains of Iran
(Vouillamoz and others, 2006; Ergenekon, 2008; Doger, 2004). According to McGovern (2003) the motherland of
wine is Eastern Anatolia (see Figure 1).

Figure 1. The Eurasian Grapevine Vitis Vinifera

Source: Patrick McGovern, Ancient Wine: The Search for the Origins of Viniculture, 2003.
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As told in the legend of Noah’s Ark, the eastern Anatolia has been a grape cultivation area for hundreds of years.
After his Ark coming to rest on Mount Ararat, Noah planted a vineyard, produced wine, and his family drank it.
There are parallels between what the Bible tells of Noah and Mount Ararat and what scientists have learned about
the origins of wine and winemaking. Mount Agr1 (Agr1 Dagy) is in the eastern Anatolia and is considered today to

be the motherland of the wild wine species Vitis Vinifera sylvestris (Aktan and Kalkan, 2004).

Wine had an important role in the social lives of the oldest civilizations of Anatolia the Hattis and the Hittites.
Wine was offered to Gods in Hittite religious ceremonies. Provisions protecting viticulture in Hittite law, and the
custom of celebrating each vintage with a holiday, suggest that wine was important to both ancient economies and

ancient cultural practices (Ergenekon, 2008; Doger, 2004).

After the collapse of Hittite Empire the journey of wine continued with the Phrygians. They introduced wine to
Greeks when they conquered western Turkey in order to establish trade colonies. Greeks played an important role
specially in trading wine by carrying it to different places across the Mediterranean Sea (Ergenekon, 2008; Doger,
2004).

One of the grapes introduced to Europe was Misket, from Turkish origin, became called Muscat by Europeans
(Ergenekon, 2008). It is also said that Phoceans - people of Aegean Turkey - when they traveled across the
Mediterranean to find the harbor city of Marseilles in Southern France took also some species of grapevine perhaps
Muscat (originally Misket) to this country for the first time (6th century B.C) (vinotolia.com, 2010; Bursa Wine
Association report, 2007).

According to the legend Dionysus, the God of Wine, was born in the Aegean region of Turkey, Teos near Izmir.
The Romans carried on the tradition of growing grapes and winemaking. When Christianity was recognized as the
official religion of Roman Empire, the production and the consumption of wine displayed a tremendous increase

mainly in monasteries and the other religious centers (vinotolia.com, 2010; Yalgin, 2006).

Grape and wine production continued even after the Turks ruled the Anatolia and Islam began to dominate
the region. A comfortable balance developed between Christian and Muslim residents that Christians

produced the wine; both Christians and Moslems consumed it (Ergenekon, 2008).

During the long period of the Ottoman Empire (1299-1923), wine production and trade were carried out by
non-Muslim minorities (Greeks, Armenians, Syrians, and others) (Yalgin, 2006). In the Ottoman period, the
general atmosphere of tolerance was interrupted from time to time by official prohibitions on the use and sale of
alcohol. Wine-bars were forced to close and heavy sanctions, even death penalties, were applied. The prohibitions
were always short-lived, because the tax collected from wine sales was an important source of income for the
Ottoman treasury. Wine production reached record levels and alcohol prohibitions stopped during the second half
of the 19th century, in the atmosphere of tolerance and freedom brought about by the Ottoman modernization
movement. Meanwhile European vineyards were being devastated by an epidemic of phylloxera (a vine-attacking
insect), reducing wine production dramatically (Bulal, 2005; Ergenekon, 2008; Ozdemir, 2013). In order to meet
the European demand, the Ottoman Empire’s wine exports increased significantly reaching 340 mio liters in 1904

(Ergenekon, 2008; Yalgin, 2006).
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There was a considerable amount of wine production before World War | and the War of Independence in
Turkey. However wars affected production negatively (Aktan and Kalkan, 2004), especially in the Thrace and
Aegean regions. The production of all alcoholic beverages went under the control of government monopoly in
1927, with the exception of wine. In 1928 the government began to support wine producers with technical
knowhow and semi-financial support (Ergenekon, 2008; Aktan and Kalkan, 2004).

The 1950’s government initiated French grape varieties for plantation in the Aegean and Thrace regions (such
as Semillon, Pinot Noir and Cabernet Sauvignon) (Ergenekon, 2008). By the late 1980s, Turkish economy began to
integrate with other global economies, the tourism sector began to develop these changes have increased the wine
sales. Turkish people rediscovered wine in the 1990s.

GRAPE AND WINE PRODUCTION IN TURKEY

Turkey has more than 1200-1500 grape varieties of which 600-800 are genetically different (vinotolia.com,
2010; winesofturkey.org, 2014) but only a few of them are used primarily in wine production. Turkey has fine
local vinifera grapes such as Okiizgdzii, Bogazkere and Kalecik Karasi (for reds), and Emir and Narince (for
whites), all of which can produce quality wine. In addition, grapes of European origin —Cabernet Sauvignon,

Merlot, Chardonnay, Sauvignon Blanc- have been grown for many decades.

Currently, Turkey is among the world leaders in grape production (see Table 1 and Table 2). Turkey has
the fifth largest grape-growing area at 500.000 ha after Spain, France, Italy, and China (International
Organisation of Vine and Wine, 2014). Turkey ranks sixth in the world for grape production with 4 million tons of
grape production annually (Food and Agriculture Organization of the United Nations Statistics Division, 2013).
Unfortunately only 11% of this huge output is used for wine making (see Table 3 and Figure 2). 52%of the
harvested grapes were consumed as table grapes, 37% of grapes were set aside for raisin (TurkStat, 2014).

Table 1. Vineyard Surface Area in 2013

Rank Country Vineyard (Ha) %
- World 7.519.000 -
1 Spain 1.000.000 13,0
2 France 800.000 10,6
3 Italy 750.000 10,0
4 China 600.000 7,9
5 Turkey 500.000 6,6

Source: OIV (International Organization of Vine and Wine), 2014.
Table 2. Grape Producing Countries in 2013

Country (000 ton) %
World 75.100 -
China 11.500 15

Italy 8.000 11
USA 7.700 10
Spain 7.500 10
France 5.500 7
Turkey 4.000 5

Source: Food and Agriculture Organization of the United Nations Statistics Division, 2013.
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Table 3. Grape Production in Turkey in 2014

Year Vineyard Area Production Table Grapes (Ton) Dried Grapes Wine Grapes
(Ha) (Ton) (Ton) (Ton)
2004 520.000 3.500.000 1.900.000 1.230.000 370.000
2005 516.000 3.850.000 2.000.000 1.400.000 450.000
2010 477.000 4.255.000 2.249.500 1.544.000 461.500
2011 472.500 4.296.000 2.269.000 1.562.000 465.000
2012 462.000 4.234.000 2.220.000 1.614.000 400.500
2013 469.000 4.011.000 2.132.500 1.423.500 455.000
2014 467.000 4.175.000 2.166.500 1.563.500 445.000

Source: TurkStat (Turkish Statistical Institute), 2015.

Grape Production
Dried
Grapes

11%

Figure 2. Grape Production in Turkey 2014
Source: TurkStat (Turkish Statistical Institute), 2015.

Despite its huge potential of grape production, Turkey is the forty third wine producer country in the world
(OlV, 2014). Turkey’s wine production is around 60,7 mio liters per year which is decreased % 20 in the last 5
years. With its annual yield of 60-70 million liters of wine, Turkey accounts for only %2 of global wine
production. Wine exports constitute 4% of total production and by volume is 2.65 millon liters and by value
$7-8 million.

According to Tobacco and Alcohol Market Regulatory Agency- TAPDK (2014) records the total alcoholic
beverage consumption in Turkey is 1,056 billion liters. Wine consumption constitutes 6% of total alcoholic
beverage consumption and it takes second place, after beer (89%) and Raki (4%-an aniseed-like spirit). Wine

consumption per capita is around 1,2 liter per annum.
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Table 4. Wine Producing Countries in 2013 (millions of hectoliters)

Rank Country (mhl) %
- World 271.000 -
1 France 46.000 17
2 Italy 44.000 16
3 Spain 37.000 14
4 USA 22.000 8
5 Argentina 15.000 6
6 Australia 12.000 5
43 Turkey 60 002

Source: OIV (International Organization of Vine and Wine), 2014.

In spite of the long history of grape production, wine production is relatively new in Turkey. More serious
development started about 30 years ago, with the lessening of religious influence and favorable governmental
policies. There are 166 wine producers licensed by Tobacco and Alcohol Market Regulatory Agency (TAPDK,
2014) of Turkey, but it is a very small number when compared to other wine-making countries. It is estimated that
the number of producers are much more than that. Due to the fragmented and often unregistered wine production, it
was impossible to identify all wine producers in Turkey. Most Turkish wine producers are small and medium-scale

enterprises.

The Turkish wine market is largely dominated by Doluca, Kavaklidere, and Mey, each with an annual
production capacity of more than 10 million liters (Turker, 2011). Boutique wineries began to seen since the
2000’s. In the last few years, the growing enthusiasm of wine consumers and their interest in new tastes has begun
to open market space for the smaller wineries. Unfortunately one of the obstacles to the development of wine
industry is Turkish government’s high tax policies. The Government collects %60 of Private Consumption Tax

from Wine.
WINE REGIONS AND WINE TOURISM IN TURKEY

Tourism industry in Turkey has witnessed a rapid development starting from early 80s. Turkey attracts nearly
40 million visitors annually. Turkey ranks 6th in terms of tourist arrivals and 12th of tourism receipts (WTO,
2013). Turkey has usually seen as a summer destination for tourists, especially for the visitors arriving from

Eastern and Central Europe. Tourism strategy of Turkey has long depended on shore tourism since 1980s.

Changing motivations of tourists have shifted today’s tourism demand. The industry has diversified towards
alternative types of tourism focused on authentic and unique holiday experiences. As the trend toward a wider
variety of tourism products emerges, Turkey is well placed to offer highly attractive alternative tourism options.
The Turkish government has identified tourism development as a priority target and encourages the development of

new forms of alternative tourism that can be perfectly complementing its traditional sun-sea-sand product.

To achieve a sustainable tourism growth, Turkey has to promote new types of tourism which heavily depend on
its cultural assets. In this context, wine tourism should be considered as an important and unexplored niche to

develop tourism activities. Developing wine tourism is one of the basic tourism strategies in Tourism Strategy of
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Turkey 2023. Turkish Ministry of Tourism and Culture has considerable efforts in order to develop wine tourism in

the Aegean coast and Central Anatolia (Cappadocia).

Turkey’s most developed and productive wine regions are the Thrace (Marmara) and Aegean regions, and
Central and Southeastern Anatolia. Winemaking, on the other hand, tends to be concentrated in the western part of
the country. The Thrace region accounts for 20 percent of all the wine produced in Turkey. The winemaking
tradition that Greeks founded in this area in the past is continued by Turks today in small to medium-sized facilities
(Tiirker, 2011).

Although the Aegean region focuses on table grapes and dried fruit, it is also notable for wine production (35%
of Turkey's production). Izmir, Manisa, and Denizli are the main centers of viticulture and winemaking (Turker,
2011).

In Central Anatolia, two centers have important roles in wine industry. One is the town of Kalecik, 65
kilometers northeast of Ankara. It gives its name to the - grape Kalecik Karasi. Cappadocia is the other important
Anatolian wine-production center; its poor volcanic soil is suitable for grape cultivation. In southern Anatolia, the

areas around Diyarbakir and Elaz1g produce the best red wine grapes in Turkey; Okiizgdzii and Bogazkere.

Black Sea region, with its rainy summers, is not particularly suitable for wine-grape production. Still there are
efforts to promote certain black varieties-such as Merzifon Karasi (the local grape Merzifon, thought to be the

ancestor of the Marzemino grape of Italy) (Yanki, 2009).

By 1990s the increasing interest in quality wines, health articles and Western life style had stimulating effect on
the consumption of wine in Turkey. Besides foreign tourists visiting Turkey’s popular tourism destinations, have
increased the consumption of wine. Changing motivations of tourists, development of alternative types of tourism
and increasing interests in wine promote wine tourism in Turkey that travel agencies have started to organize tours
daily or weekly for tourists who want to visit the vineyards and taste the quality wines produced by motherland of
the grape. Winery and vineyards visitation is an important motivation for domestic tourists that there are lots of
tour options departing from Istanbul to the wine regions especially to Thrace and Bozcaada (Bozca Island) during

the harvest time (September).

Different wine routes seemed to appear with the objective of promoting wine regions, and of offering other
options to the traditional sun tourism in the Aegean coast. One of these routes was developed by Turkish Ministry
and Culture within the context of an EU Project titled “The Wine Culture Tourism Exchange” in 2007 (see Figure
3). Turkey is one of the key stakeholders of this project which includes Armenia, Azerbaijan, Georgia, Moldova,

Ukraine, Greece, Romania, Bulgaria, Serbia, Croatia, Macedonia, and Bosnia and Herzegovina.
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Twelve boutique wine producers from Tekirdag, Sarkdy, Kirklareli and Gelibolu have gathered together to

promote a new “Vineyard Routes

Project” with the

support of the Thrace Development Agency

(thracewineroute.com, 2015). There have been some other efforts to establish the wine routes of Turkey by the

Wines of Turkey Platform, consisted of seven wine producers of Turkey. Two separate routes were developed. The

Aegean Route was selected traversing the whole Western Turkey, from the region of Thrace to the South-West and

the Central Anatolia route, from Central Anatolia to the Southeast of Turkey (winesofturkey.org, 2014).

Tiirker (2011) developed three different routes (Thrace, Aegean, Central Anatolia routes) consisting of quality

wine makers in “Wine Tourism and Wine Routes of Anatolia” project which was supported by TUBITAK (The

Scientific and Technological Research Council of Turkey) between January 2010 and January 2011 (see Figure 3).
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On Thrace Route which lies from Kirklareli, along the hilly shore of the Sea of Marmara, to the Gallipoli
peninsula and also to Avsa Island and Bozca Island, visitors can spend a week visiting boutique vineyards and
tasting wine. On the Aegean wine route, mostly near Izmir, Manisa and Denizli, tourists can experience the beauty
of vineyards stretching for miles and miles. Tourists can also visit archaeological sites such as Ephesus, Pergamon,
Milet and Aphrodisias, top attractions like the Pamukkale hot springs, and pretty Aegean villages. In Central

Anatolia Route where indigenous grape varieties are mostly used for wine production visitors can visit wineries,

taste wine and also experience the unique atmosphere of Cappadocia.

There are some prominent wine tourism destinations in Turkey. Sirince is known throughout Turkey for the
wine it produces. Sirince Village, an old style Greek settlement, is very attractive and it is famous for its homemade
wines. It is very close (5 miles) to the world famous Ephesus open-air museum. Making and selling wine has
considerably become an important income source for the village. Local tourists visit Sirince regularly to buy local

produced wines. Currently, an average of 20.000 tourists visit Sirince each month (Selcuk Tourism Information

Office, 2014). All through the village there are shops where visitors can taste and buy wines.

Bozcaada, a lovely small island in the north Aegean, is famous for its wines. One third of the island is covered
with vineyards (Tiirker, 2011). There are six local wineries (namely Ataol, Corvus, Talay, Giilerada, Amadeus and
Yunatgilar) produce wine on the island. Being a major wine producing center, Bozcaada supplies around 5-10% of

Turkey's wine. Tourists can taste and buy different kinds of wine on the shops of each winery and can also observe
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the production process during the taste. All the wineries have tasting rooms to attract tourists, especially in the

summer months (June-September).

There are wine festivities on the Island which are held every year. Traditional Wine Tasting Days is held in June
every year and is organized by local wine producers with the support of the local administration and the
Municipality. August and September are the months of the grape harvest on Bozcaada. 'Bagbozumu' (vintage) is
the name given to grape harvest. The grape harvest festival, prepared by the Bozcaada Municipality each year on

the first weekend of September has become a traditional celebration on the island.

In the central Anatolia there are daily tours combined with the precious attractions of Cappadocia. Visiting
vineyard, tasting wine are the main attractions of the area for wine tourists. The Turasan and Kocabag wineries are

the prominent names in the region; each year they are visited by thousands of tourists for wine tasting.
CONCLUSION AND FUTURE IMPLICATIONS

For the future development of wine tourism the obstacles to the development of wine industry should be solved.
According to the State Planning Organization Report in 2000, the major problems of the wine sector in Turkey are
as follows (Ozdemir, 2013);

1. Despite the excellent wine-growing climate of the country, the wine grape quality and quantity are

insufficient.
2. The wine-producing sector is not using the thousand-year-old wine culture and wine history.
3. There is a lack of training for grape producers in wine grape production.
4. The wine production technology is not up to date.
5. The domestic wine culture and wine drinking habits need to be promoted.
6. The taxes on the wine sector are very high.
7. The advertising for wine is insufficient.

In spite of the size of Turkish grape production and the emerging wine industry, wine tourism has not yet been
recognized for its potential by the wine producers. Many wine producers and wine regions have not, to date,
organized their wine tourism product. Sevil and Yiincii (2009) identified in their research that tourism is often a
secondary product for wine makers, their primary focus is on grape growing and wine production, but they are
willing to get involved in wine tourism. Researchers also found out that wine tourism is seen as a significant
marketing tool - a way to advertise their brand within the wine industry — especially important due to advertisement

restrictions on alcoholic beverages on Turkey.

A long term strategic approach should be developed and implemented for the development of wine tourism
considering the successful wine tourism countries such as France, Italy, Spain, Australia, USA, Canada and etc. To
illustrate, EU wine tourism strategies for wine route destinations are aimed at the promotion of sustainable and

high-quality oenotourist development, protection and improvement of life quality of the inhabitants of the territory,
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improvement of the tourist offer quality, training of the main actors, promotion of the natural and the historical

heritage of wine and finally supporting the local economy (European Paper on Wine Tourism,2006).

Wine tourism in South Australia (SA), one of the most developed wine tourism destinations in the world, is
considered a tool for creating competitive advantage (Getz and Brown, 2006). SA has multiple wine tourism
strategies such as building a cohesive, focussed and sophisticated wine and food tourism industry, increasing the
visitation of tourists, extending the length of stay, adding value to the cellar door experience, education of wine
tourism stakeholders, marketing regional wine and food experiences (South Australian Food and Wine Tourism
Strategy, 2009).

Ontario (Canada) created strategies to establish a quality wine and culinary tourism destination in both domestic
and international markets. To this end The Ministry of Tourism, Culture and Recreation (MTCR) and the Wine
Council of Ontario (WCO) prepared the Ontario Wine and Culinary Tourism Strategy comprising Niagara and
Toronto wine destinations. The strategy concentrated on enhancing the wine route experience, encouraging the
private sector to establish more accommodation facilities, developing packages and itineraries, increasing the level
of training of front line staff, building on the many complementary tourism attractions and visitor appeals in the

area (Ontario Wine and Culinary Tourism Strategy, 2001).

Wine tourism can be the core business for many small wineries in Turkey. For small wineries wine tourism is an
opportunity for increased margins and brand awareness. Wine producers are key elements of wine tourism, and an
important determinant of wine tourism experience quality. In order to initiate wine tourism development in Turkey
wineries should take the leading role. Wine product and wine related activities in Turkey should be planned with
the collaboration of wineries in a given area. For example, groups in social media, such as Wines of Turkey and
Wines from Turkey as well as the Thrace Wine Route, which is established by 12 wineries to promote wines,
vineyards, and vintage activities in Turkey. Partnerships among wineries and allied tourist facilities such as hotels
and restaurants should also contribute to increasing wine tourism. Forming alliances with restaurants and bed and
breakfast establishments in the surrounding area is an important way to promote wine tourism and has the potential
to attract tourists to the region. In Australia there is a network of relationships between the wineries, tourist
authorities and government agencies which creates a strong synergy and makes the territory attractive (Boatto and
Gennari, 2011).

Such concerted efforts must be coordinated by a central organization such as a wine institute or association like
Wines of Turkey Platform. In order to promote alliances among wineries, it is recommended that a centralized
organization be established in order to plan and coordinate activities. Its board of directors should include wine
producers and representatives of the Ministries of Agriculture and Tourism. Such an organization may be designed
similar to those in Australia, California, Chile and France, for example, and become marketing, rather than just
production orientated. In France, a cooperative effort by a consortium of wineries led to the founding of research
institutes, a wine museum and the organization of wine routes. It should work together with the Ministry of

Tourism, wineries and the tourism industry to foster cooperation.

35



Journal of Tourism and Gastronomy Studies 4/3 (2016) 25-37

Turkish tourism operators should develop varied wine tourism products, which can then be combined with other
attractions such as local food and activities i.e. wine festivities. Wine tourism destinations in Turkey should
incorporate local food and beverages into the tourism product. The sale of these types of products can also help to
promote and enhance the identity of the destination.
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INTRODUCTION

The rapid developments and changes that have had an impact on all the industries in the world have also had an
influence on the food-drink establishments. The growth trend of the restaurants, the increase in the variety of
cuisines, newfound food preparation techniques, the ever-changing consumer trends, the advances in food
transportation, the ongoing changes in consumer food habits, the emergence of aggressive sales strategies in the
food-drink industry have forced the establishments to improve their gastronomy experiences (Kivela, 2003).
Culinary, gastronomy, food or wine tourism, no matter how it is called; it is clear that travels with motivations for
experiencing food&beverage have become a trend in many countries such as Italy, France, Thailand, Australia and
Canada (Karim and Chi, 2010). Food culture and characteristics keeps the communities sharing the common
history composed of people, places and culture together (Khoo and Badarulzaman, 2014) and therefore it has the

ability to provide much more than “what, where and when to eat”.

In this context, the concept of “local food” has recently emerged as an alternative to the conventional food
production and marketing and has consequently caught the eye of the food&beverage business and academics
(Born and Purcell, 2006; Bloom, 2010; McEntee, 2010). Local foods are defined as the food that has been
produced, worked upon and spread within a certain geographical area or relating to that specific area (Bloom,
2010). These foods have become part of the local culture because they have been derived from a past incident that
has taken place in the region and thus have been put into a special category by the locals and have been consumed
more or less on special occasions (Hatipoglu et al., 2013). According to the research conducted by Frash et al.
(2015) in various parts of Europe it has been understood that consumers associate the word “traditional” with

“local” when it comes to talk about foods.

In recent years, the local flavors have garnered attention in the national and international field of gastronomy
tourism activities (Darby et al., 2007; Zepeda and Deal, 2009; Sharma, Moon, Strohbehn, 2014). Gastronomy
tourism is the type of tourism that offers foods specific to a region, which resonates the cultural identity and
heritage of the region providing an advantage for the region over the competition, which in turn establishes travel
motivation by presenting unique food-drink experience and significantly helps invigorate travel activities
(Harrington and Ottenbacher, 2010). As gastronomy tourism enabled the promotion of the local cuisine, helped the
spread of gastronomy culture from the local to the national and international level. The local food culture could
provide a competitive advantage to one destination over another. Since the pronounced rise in competition between
the tourism destinations, the food factor is regarded as a means to influence potential clients and boost tourism
marketing (Lin, Pearson and Cai, 2011). Sengel et al., (2015) conducted a research on the local food experience of
foreign tourists visited Istanbul. They discovered that the tourists were enthusiastic about foods that they didn’t

recognize, and their tendencies to recommend to others to try out these foods were high.

Food is no longer considered as just physiological need since but the characteristics of a destination and became
the logical instrument in branding and promoting a specific destination as a consequence (Lin et al., 2011). This
alteration let the academicians to understand what influences the consumers’ local food preferences. Although the
popularity of local foods has been substantially high-lightened in the gastronomy and tourism literature, (Bianchi

and Mortimer, 2015) there are limited numbers of research delve into consumers’ local food menu preferences. The
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literature mostly focus on investigating the consumers’ local food consumption and preference irrelevant of a menu
cohesion (Roininen, Arvola and Lahteenmaki, 2006; Guerrero et al., 2010; Lin, Pearson and Cai, 2011; Choi and
Zhao, 2014; Frash et al., 2015; Sengel et al., 2015; Mynttinen et al, 2015). Menus are an invaluable resource that
provide legitimacy of the food&beverage establishments’ activities and reflect the general brand image and the
price range of the establishment to increase profit while shaping the consumers buying habits (Antun and
Gustafson, 2005). In order to fill this gap, this study has delved into leaning consumers’ favorite local food menu
preferences composed of regionally known soups, appetizers, main courses and desserts. In line with this aim, local
foods of three gastronomically wealth cities in Turkey’s Eastern Mediterranean region were identified as a source.
Besides, measuring the level of importance of food types in menu preference and to determine the criteria on which

the consumers exhibit their trade-off attitudes were the secondary aim of the study.
CHARACTERISTICS OF EASTERN MEDITERRANEAN CUISINE OF TURKEY

It can be said that the best proof of the historical and cultural diversification could be seen in the local cuisine.
Turkish cuisine is considered as one of the major cuisines along with that of Chinese and French. Turkish cuisine
hosts thriving and affluent local cuisines that have been influenced by a myriad of religions and traditions from
Middle Asia, Mesopotamia, Byzantine, Mediterranean, Southern Asia and Europe over the course of a thousand
years (Ertas and Karadag, 2013). Religions were the most significant modifiers of the eating habits and cuisine
culture as it is seen in specific to Turkish cusine. Old Turks, originally Asian, were utilizing all kinds of animals
until they met with Islam. Old Turks were benefited mostly from sheep, goat and cattle as the source of meat,
respectively. When Turks migrated to Anatolian territories, their cuisine culture was affected by other living
societies naturally. Accordingly, Turks’ meat driven cuisine was combined with local Anatolian cuisine in the long

process (Karadag, 2009).

From this time to forward, not only food varieties but also cooking styles and equipments have changed and
shaped by their Islamic perceptions (Gaziantepmutfagi, 2016). Particularly, the effects of Arab diets with spice and
hot pepper are quite obvious on the South-Eastern cuisine culture (Karadag, 2009). Another significant mixer of the
Turkish cuisine culture was Ottoman Empire because of its 600 years regnal duration and the number of countries
under its control. Today, there are 64 different countries ranging from Central Asia to Anatolia, Middle East, the
Balkans, Europe, Africa and Caucasus living within the old boundaries of Ottoman Empire. Accordingly, this
blinding diversity has merged under the Turkish cuisine and reflected on different regions and cities
(Gaziantepmutfagi, 2016). This great diversity of history and food culture has indispensably effected the Eastern
Mediterranean Cuisine of Turkey as well. Eastern Mediterranean region is rich in meat driven foods, round and flat
breads, dairy products, hot and intense spicies, bulghurs and Turkish raki maden fig in opposition to Western
Mediterranean regions’ yoghurt driven appetizers, light seasonings, sea products, olive and olive oil, fresh
vegetables and wines. Besides, cuisine of Eastern Mediterranean region differ from Western Mediterranean region

with its’ unique preparation and cooking tecniques (Ertas ve Gezmen-Karadag, 2013).
LITERATURE REVIEW ON CONSUMERS’ PREFERENCE FOR LOCAL FOODS AND MENUS

Mynttinen et al., (2015) have examined the Russian tourists’ local food experience and revealed that the
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tourists’ primary reason to prefer local tastes were “to eat fresh and healthy food” and “to enjoy the food”.
Additionally, the authors stated that in order for the tourists to experience the local flavors at the restaurants, they
needed to believe that the local foods were actually local. Moreover, the prices had to be on the inexpensive side,
the tourists needed to be informed about the local products, preferably in their own language and they required
more information about the food culture of the destination they were visiting. Similar to Mynttinen et al., (2015),
Choi and Zhao (2014) and Pestek and Cinjarevic (2014) revealed that the offering clues on local culture and
lifestyle, services and healthy food are the significant attributes impacting the consumers’ preference to order local
food at the restaurants. Another research that has been conducted in Finland revealed that the locals thought of
local foods as fresh and healthy derive mainly from the short distances transportation and sustaining the local
economy (Roininen, Arvola and Lahteenmaki, 2006). When Lin et al., (2011) studied the websites and the
brochures of the tourism destinations; they found that the elements published were mostly about foods that were

considered healthy and their ingredients.

Kizilirmak et al., (2014) examined the significance of the local cuisine of Trabzon in the content of the menus at
13 restaurants including the hotel restaurants. The research results established that the most of the restaurants
served local foods, however, the information whether the foods served were local or not was missing. A similar
research was conducted by Hatipoglu et al., (2013) in Capadoccia’s Gelveri (Glizelyurt) district on six rural tourism
food-drink establishments and discovered that the menus did not give special importance to the local foods. It is
important that the local products take places in the menus of restaurants, supposed to be reflected the regional
cuisine culture. Some ways to add excitement and vitality to the traditional menus are secret in the variations of the
menus such as adding information as to the cooking methods of the items, new additions regarding the shapes,
colors, temperatures, sizes and contents of the food (Antun and Gustafson, 2005). Bernstein et al., (2015), found in
their research that the restaurants offering varieties in their menus were regarded as unmatched and preferable to
the restaurants that offer fixed menus. Moreover, if such restaurants are locally known and famous for their menus
then these establishments are not only admired but are likely to draw in repeat customers. Mynttinen et al., (2015),
suggested that the usage of the language of the people own language (other than English) could increase the tourists
desire to partake of the local cuisine. Thus, the menu can be regarded as a communication tool whereby offering
the customers a warm welcome rather than just an inventory of the establishments food&beverage roster. On the
one hand, the menus offer the food&beverage portfolio of the establishment and on the other; the menus could
show the establishment’s regard for the customers’ health and well-being. For example, in the research by Antun
and Gustafson (2005) where a comparison of the upscale restaurants and private dinner clubs was conducted, the
customers’ preferences for the healthiest items on the menus were documented by comparing the menus’ offering:

beef, pork products, fish and salad.

RESEARCH METHOD
Aim of the Study

Aim of this study is twofold; (1) investigating consumers’ favorite local food menu preferences composed of
regionally known soups, appetizers, main courses and desserts and (2) understanding the criteria on which the

consumers show their trade-off attitudes. In line with this aim produced 18 different menu cards were asked to rank
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from most favorite to least favorite by the participants according to their subjective evaluation (taste perception,
preparation information, familiarity, locality, price, etc.). Appearance and content of the foods handled in this
research could be seen in Appendix 1.

Data Collection Tool

The attributes of the local menus were shaped in three stages. Firstly, articles, web pages and books which were
specifically related to Eastern Mediterranean Cuisine were investigated in order to determine a set of attributes
deemed important by various authors. After determining the most recurring and significant menu attributes from
the literature, the second stage where interviews with locals in Mersin who were familiar with Eastern
Mediterranean Cuisine was executed. The preliminary interview is the first stage in a conjoint analysis that occurs
before any design of actual cards can be undertaken (Orme, 2010). Therefore, to make the menu attributes case-
specific and adaptable to the local environment, face-to-face interviews, lasting approximately 20 minutes; with 30
tourism management graduate students were conducted. The participants were asked to name their most favorite
dishes from Eastern Mediterranean Cuisine. They listed a total of 62 different foods which were then grouped into
main categories to shape the final menu items on a list and subsequently, the most recurring foods were defined and
grouped. As a result, twelve foods involve in four food groups (soups, appetizers, main courses, desserts) represent
the cuisine of Adana, Hatay, Gaziantep have been identified. Menu prices were determined for the each menu
according to answers the “how much money are you willing to pay” question from the 30 graduate students and

managers of the seven restaurant in Mersin. Table 1 represents the defined attributes and levels.

Table 1. Determined Attributes and Levels

Menu Items Types Description Cuisine
Yiiksiik Soup Soup with meat pastry and chickpea Adana
Soups . Yoghurt soup with tiny stuffed meatball, .
Lebeniye Soup chickpea and wheat Gaziantep
Ayran As1 (yogurt) Soup Cold yogurt soup with chickpea and wheat | Hatay
Sarimsakli Kofte Burghul ball with garlic Adana
Appetizers Icli kofte Stuffed meatballs Gaziantep
Sa¢ Orugu Ovened stuffed meatballs in metal tray Hatay
Adana Kebap Traditional Turkish Kebab Adana
Main dishes Patlican Kebap Aubergine Kebab Gaziantep
Tepsi Kebap Oval Kebab in metal tray Hatay
Karakus Deep fried pastry with walnut Adana
Baklava I\/_Iultlla_yered flaky pastry with walnuts, Gaziantep
Desserts pistachios etc.
Kiinefe g,\:ﬁg shredded pastry with cheese filling in Hatay
*Prices Adana: 35 TL (13,1%) Gaziantep:45 TL (16,86%) Hatay:55 TL (20,61%)
1US$=2,6675 TL/29.05.2015

Sampling Procedure

The participants of the study are residents of Mersin and have been defined as consumers who are familiar with
the aforementioned cuisine in the study. Data were collected by two researchers with the convenience sampling
procedure during the 01-31 May 2015 and 154 usable questionnaires were gathered totally. Before the data collection,

participants have been informed about the ranking process and critical evaluation criteria (taste perception, preparation
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information, familiarity, locality, price, etc.) that could help participants to rank menu cards successfully. Each
application of the menu cards took approximately 20 to 30 minutes. With regards to the sufficiency of the sample size,
Hair et al., (2010) mentioned that although small scale studies, as small as 50 respondents could provide a brief
glimpse into the preferences of respondents, 200 participants could provide an acceptable margin of error.
Therefore, sample size of this research should be taken carefully into consideration when making generalizations.

Analysis Technique

In order to define consumers’ preference for the most favourite local menu and to understand consumers’ trade-
off attitudes conjoint analyses (CA) has been applied. Conjoint analysis is a multivariate technique that helps in
understanding how consumers arrive at certain determinations as to goods and/or services (Hair et al., 2010). What
makes conjoint analysis a powerful technique is helping in the manipulation of pricing and marketing decisions
according to consumer trade-offs (Ding et al., 1991). Hair et al., (2010) state that consumers are able to provide their best
judgments on a product by breaking down its elements and assigning a value to each one. The combination of all
attributes yields consumers preferences such as: what elements in a product hold the most importance, which
combinations yield the most desirable product and what kind of trade-offs consumers are willing to make (Ostrom and
Iacobucci, 1995). As mentioned in Xu and Yuans’ (2001) principle, the number of scenarios should equal to at least 1.5
times the number of parameters. The number of parameters is determined by the formula [n (k-1) + 1] where n=the
number of attributes, and k=the number of levels for each attribute. According to Xu and Yuan’s (2001) principle
11 cards at least should be created in this study considering 5 attributes and 3 levels. As a result, 18 profile and 3
simulation cards were produced by the statistical program. Table 2 provides the information on the 18 cards that the

consumers evaluated.

Table 2. Attributes and Levels of Produced Profile Cards

No | Soups Appetizers Main dishes Desserts Prices
1 Yiiksiik Sa¢ Orugu Tepsi Kebabi Kiinefe 55TL
2 Lebeniye Icli Kofte Patlican Kebabi Karakus 55TL
3 Ayran Asi Icli Kofte Tepsi Kebabi Karakus 45TL
4 Yiiksiik Sa¢ Orugu Patlican Kebab1 Kiinefe 45TL
5 Ayran Asi Icli Kofte Adana Kebabi Kiinefe 55 TL
6 Lebeniye Sag¢ Orugu Tepsi Kebab1 Baklava 35TL
7 Ayran Ast Sarimsakli Kofte Tepsi Kebabi Baklava 45TL
8 Ayran Asi Sa¢ Orugu Patlican Kebabi1 Karakus 35TL
9 Ayran Asi Sarimsakli Kofte Patlican Kebab1 Kiinefe 35TL
10 | Lebeniye Sarimsakli Ko6fte Patlican Kebabi Baklava 55 TL
11 | Yiiksiik Sarimsakli Kofte Tepsi Kebabi Karakus 55TL
12 | Lebeniye Icli Kofte Tepsi Kebabi Kiinefe 35TL
13 | Ayran As1 Sa¢ Orugu Adana Kebab1 Baklava 55TL
14 | Lebeniye Sag¢ Orugu Adana Kebab1 Karakus 45TL
15 | Yiiksiik Icli Kofte Adana Kebabi1 Baklava 35TL
16 | Yiksiik Icli Kofte Patlican Kebab1 Baklava 45TL
17 | Lebeniye Sarimsakli Kofte Adana Kebab1 Kiinefe 45TL
18 | Yiiksiik Sarimsakli Kofte Adana Kebabi1 Karakus 35TL
S1 | Yiiksik Sarimsakli Kofte Adana Kebabi1 Karakus 35TL
S2 | Lebeniye Icli Kofte Patlican Kebabi Baklava 55TL
S3 | Ayran As1 Sa¢ Orugu Tepsi Kebabi1 Kiinefe 45TL
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When 154 CA questionnaires is glanced according to socio-demographic characteristics of the sample, it is

determined that the participants are spread out in a balanced way when their gender and the frequency with which

they dine out is taken into account. By a majority, they belong to middle or below middle income groups and the

ages are 39 years of age or below.

Table 3: Participants’ Socio-Demographic and Dine Out Statistics (n=154)

Sex n (%) Age n %
Male 71 46,1 Age 29 or below 59 38,3
Female 83 53,9 Age 30-39 53 34,4
Monthly income n (%) Age 40-49 18 11,7
1000 TL or below 55 35,7 Age 50 or above 24 15,6
1001 TL-2000 TL 36 23,4 Monthly dine out frequency n %
2001 TL-3000 TL 39 25,3 1-2 37 24,0
3001 TL-4000 TL 14 9,1 3-4 43 27,9
4000 TL or above 10 6,5 5-8 35 22,7
9 or more 39 25,3

Subsequent to the giving brief information about sample, the conjoint analyses was put into action. The primary

observation from the analyses is the model’s reliability. In order to test the correlation between the actual and

predicted preferences, namely the integrity of the fit for conjoint model, Pearson’s R statistic was calculated for the

entire group and each individual respondent (p<0,05). Due to the fact that some respondent may not take their job

seriously enough, individuals with Pearson’s R correlation statistics could be below 0.50 and should be removed

from the sample (Moskowitz and Krieger, 2003). As a result, Pearson’s R correlation was calculated as 0.83, which

indicates a very good fit. None of the single menu cards’ Pearson’s R was found below the reference point. Good

fit indicates a balance between what is expected and observed in respondents’ choice preference (Hair et al., 2010).

Table 4 provides the scores of five attributes and levels of each attributes.

Table 4. Part-worth Utility Scores of Relative Importance for Each Attribute Level

Attributes Relative Importance Rank Levels Part-worth
Scores
Soups %14,73 4 Yiiksiik ,306
Lebeniye -,221
Ayran ag1 -,085
Appetizers 0015,48 3 Sarimsakli kofte -,090
Icli kofte ,420
Sa¢ orugu -,330
Main dishes %39,77 1 Adana Kebab 1,187
Patlican Kebab -, 724
Tepsi Kebab -,463
Desserts %16,60 2 Karakus -,587
Baklava ,333
Kiinefe ,253
Prices %13,41 5 35TL -3,714
45 TL -4,000
55 TL -4,286
Pearson R= 0,832, sig=0.000 / Kendall’s tau= 686, sig=0,000

According to Table 4, the results of the respondents indicate that; the most important attribute is the main dishes

(%39.77). The most desired level of this attribute is ‘Adana Kebab’ which is a globally known traditional taste. The
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second most important attribute is desserts (%16,60), and for this attribute, the level with the highest utility score is
“baklava”, which is a globally known flavour as well. The third ranked attribute is appetizers and the most desired
level of this attribute is “i¢li kofte” which is a stuffed burghull balls with seasoned minced meat. Similarly “ytiksiik
soup’ is the most desired level of soups which is ranked fourth in importance. The least important attribute was
identified as price. Generally, price have been evaluated by the researchers since its manipulative chraracteristic,
that is, to the large extend consumers would desire to have their favourite product at minimum price. However,
price attribute has been found as least important agent for participants and its manipulative effect did not show up.
The most desired level of this attribute is 35 TL, which was expected when looked at from the customers’
perspective. Through the use of the part-worth utility and constant scores available in Table 4, scores belonging to

18 menu cards have been calculated and presented in Table 5 (see Table 2 for menu list of the profiles).

Table 5. Cards Scores According to Guests’ Preferences™

Profile No Score Rank
1 8,98 13
2 8,102 17
3 8,785 14
4 9,005 12
5 10,989 2
6 9,105 11
7 9,195 9
8 8,06 18
9 9,14 10
10 8,512 15
11 8,38 16
12 9,775 7
13 10,319 5
14 9,549 8
15 12,032 1
16 9,835 6
17 10,629 3
18 10,602 4

*Card Score = Constant score + b1 (soup) + b2 (appetizer)
+ b3 (main dish) + b4 (dessert) + b5 (price)

By doing so, the three most desired local menu profiles have been defined. This process provided an insight into
what guests prefer in a local menu and how it shapes the trade off behaviours. When the Table 5 is taken into
account, the strong dominance of ‘Adana kebab’, “igli kofte’, ‘Yiiksiik soup’ and ‘Baklava’ becomes quite evident.
The first 5 top cards reveal that while menus with ‘Adana kebab’ are the priority of the participants, even though
others vary. The most preferred card number is 15 and the least preferred is 8, both of which share the same price
point at 35 TL, however, the contents of their menu are completely different from one another. The least preferred
5 cards consist of food other than ‘Adana kebab’, and mostly involves ‘Karakus’ dessert at the cost of 55 TL each.
Even its least importance among the food attributes, this finding suggests that price might be partially a factor in
the choice of the menu. Besides, participants prefer menus with Adana Kebab as the main course, and they do not
gravitate toward ‘eggplant kebab’ and ‘karakus’ dessert. For example the menu numbers 5 and 13 have prices of 55

TL, but they happen to be graded in the top 5, reason being that the main course in the menu is “Adana kebab” and
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the dessert is either “baklava” or “kiinefe”. This finding demonstrates that the participants can compromise where

price is concerned if they see the foods they like on the menu.

The three most preferred cards were investigated to understand consumers’ trade-off attitudes. As a result,
consumers’ top preference is the card that offers a mixture of Adana and Gaziantep foods. The participants tend to
choose the soup and the main course from Adana’s cuisine while showing more of a greater interest in Gaziantep’s
warm appetizer and dessert. The fact that the price of this card is 35 TL has undoubtedly had an affect on its appeal.
Thus, card number 15 demonstrates that the participants want to obtain the foods they like for the best possible
price. Card number 5 is the second best menu that the participants liked the most. In this profile, the soup and main
course from Adana cuisine were preferred whereas, hot appetizer from Gaziantep and dessert from Hatay were
chosen respectively. Consequently, it is fair to deduce that consumers might favour a menu that combines the three
different cuisines at an extra cost of 10TL. Lastly, when the third popular menu, which is card number 17, is

investigated, it shows similarities with the second popular menu since this one also offers a rich regional variety.

Accordingly, it is noted that the consumers prefer Adana’s cuisine for the hot appetizer and the main course,
Gaziantep’s cuisine for the soup and Hatay’s cuisine for the dessert. It is also noted that the preferences of the
consumers who are willing to pay 55 TL for this menu is greatly influenced by the choice of Kiinefe as dessert. As
it was previously noted in Table 4, dessert preference is second in importance right below the main course as a
determining factor in consumers’ preferences. The simulation cards that reflect the cuisines of Adana, Gaziantep
and Hatay offer findings conducive to the market share of the menus that are offered to the consumers. Hair et al.,
(2010) states that simulation cards will provide information on the frequency of preference and market share of the
profiles with the help of the maximum utility model and probabilistic models (Bradley-Terry-Luce and Logit).
Before the interpretation of the simulation cards, it is important to note once more that Pearson R and Kendall’s
Tau correlation values, which show the reliability of the conjoint analyses, are statistically meaningful and their

reference points have evidently been surpassed.

As seen in Table 6 it can be said that profile 1 is the most utilitarian, profile 3 is placeded second and profile 2
was the least according to Max Utulity and Logit scores. Besides, when looked at BTL statistics, it can be said that,
if profile 1 were to be introduced in the market it is estimated to capture the highest market share; followed by
profile 2 and 3 respectively. Logit serves the same purpose with BTL, showing the estimated market share of each
profile (Hair et al., 2010). In accordance with these results, it is observed that there are obvious differences between
the consumers most favourite menu preferences and the simulation profile cards. Even though the first one from the
simulation profiles seems to indicate that it might be the most effective one to help increase the market share of the
establishments, from the consumers preferences standpoint ‘karakus’ dessert is not a well liked dessert,
additionally, ‘i¢li kofte’ is preferable to ‘sarimsakli kofte’ as a hot appetizer. On the other hand, although Gaziantep
cuisine’s ‘i¢li kofte’ and ‘baklava’ are very popular flavors, the consumers were not enticed by the ‘eggplant
kebab’ from the same region. Therefore, when the findings of the simulation cards’ market shares are evaluated, it

is important to pay particular attention to the consumers’ favourite cards as well.
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Table 6. Simulation Profiles Analysis Results

No.1 Levels Score Max. Utility | BTL Logit
1.Adana Cuisine Yiiksiik soup, 10,603 51,9% 37,6% 51,7%
Sarimsakl: kofte,
Adana kebab, Karakus
2.Gaziantep Cuisine | Lebeniye soup, Icli 9,308 21,4% 32,5% 23,5%
kofte, Aubergine
kebab, Baklava
3.Hatay Cuisine Ayran as1 soup, Sag 8,589 26,6% 30,0% 24.8%
orugu, Oval kebab,
Kiinefe

Pearson R= 0,832, sig=0.000 / Kendall’s tau= 686, sig=0,000

IMPLICATIONS

As a result of the study, it has been understood that the participants are willing to pay premium price, providing
they should have the menu composed of the variety of foods from different cuisines. This result coincides with the
results of the research by Bernstein et al., (2015), which demonstrated that the local menus offering varieties are
most liked and are most likely to be chosen again. Conception of ‘the highest income desired corresponds with the
food variety in the menu planning’ is a well known fact (Antun and Gustafson, 2005). This research paper’s results
also coincides with the results of the study of Frash et al., (2015) that shows the menus with favourable local
flavours would fetch higher prices. Another output of this research that corresponds with the literature is a finding
that might not be recognized at first glance but will emerge after careful investigation of the menu preferences.
There is no ‘eggplant kebab’ or ‘oval kebab in metal tray’ dishes in the first preferred 5 menu cards that the
consumers picked. Furthermore, it is noted that ‘eggplant kebab’ and ‘oval kebab in metal tray’ crop up in the least
preferred 5 menu cards as the main course. The reasons behind these preferences could be that the least favored two
dishes are oily and indigestible. During the application of the survey the participants evaluated the menus as a
whole and have listed their assessments as such; ‘oily’, ‘indigestible’, ‘tiring the stomach’, ‘causing weight gain’,
‘carbohydrates’, etc. Consequently, it is possible to maintain that the consumers’ menu preferences are aligned with
their expectations of enjoying variety of healthy and fresh foods as stated by Roinuinen et al., (2006); Choi and
Zhao (2014); Pestek and Cinjarevic (2014); Frash et al., (2015) and Mynttinen et al., (2015). Despite the
similarities between the research findings, Mynttinen et al., (2015) have determined that foreign tourists have
expectation of lower prices, nevertheless, in this research, the local population indicated that price is the least
important element as the study of Choi and Zhao (2014) and if the menu reflected the local cuisine well enough,

they would be inclined to pay the highest price which in this case was 55 TL.

The findings of the research offer series of noticeable results for the food&beverage establishments as well. The
findings of the research show the significance of the main course and the desert for consumers’ menu preferences.
It is understood that the consumers who pay special attention to main dishes are willing to change menu
preferences providing that they have the dessert that they like. Although the main course is imperative in the
consumers’ preference for menus, influence of “Adana kebab” is widely observed in the menu preferences. Adana

kebab takes place in the first top 5 most preferred menus. This situation could be resulted from the majority of the
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participants live in Mersin and as Adana is the closest in proximity to Mersin compared to the other cities, Adana’s
cuisine holds more sway in Mersin. Hence, restaurants offering Adana kebab in their menus could create a
reference point for their other regional flavours thanks to their quality of Adana kebab. Additionally, the restaurants
in Hatay and Gazianatep should be able to duplicate their success with their own regional dishes in the presentation

of the region’s most indispensable dish, the Adana kebab.

The responses of the participants show that Gaziantep’s world famous dessert “Baklava” is admired than
Hatay’s famous dessert “Kiinefe”. One of the reasons behind this perception could be resulted from Kiinefe’s high
calories structure due to its syrupy consistency. Thus, it would be to the restaurants’ advantage to add baklava to
their dessert menu apart from Gaziantep. The participants have given varied responses to the matter of the soup and
did not assess soup as an important factor in their choice of menus. That being said, Yiiksiik soup was the most
preferred soup, thus the restaurants should take notice of this little clue. Another factor that the restaurants should
take into consideration is the importance placed on ‘i¢li kofte’ by the participants in the appetizer category. Igli
kofte goes in top two menu cards for menu preferences on the contrary, the participants did not assign a priority to
the menus with Eggplant Kebab and Sa¢ Orugu. The first possible reason behind this preference could be derived
from their oily fattyu structure and participant could have been evaluated menus with these food as indigestible.
The second possible factor may well be that the participants might have thought that Mersin would not be an ideal
destination for them to eat these delicious foods. Granted that the best examples of regional dishes are usually
consumed at a specific destination from where they originated. Nevertheless, since the Eastern Mediterranean
cuisine culture has spread to most of these destinations, there needs to be restaurants that could reflect the originity
of these foods as good as possible. Thus, the restaurants that have developed the cooking techniques and offer such
dishes would be able to reach a wide group of clientele based on the variations of their menus and in turn increase

their bottom line.
LIMITATIONS AND SUGGESTIONS FOR FURTHER STUDIES

The results of this research have to be assessed by keeping in mind a series of limitations. The first limitation of
this study is the sample size which was made up of 154 people. Even though it is a difficult and time consuming
process to collect data from the consumers using the cards produced by conjoint analysis, Hair et al., (2010) have
revealed that reaching 200 in number as the sampling size is an important factor in achieving generalizations.
Another limitation of the research is about the scope. The research variables have limited to four types of food and
price, however, attributes effecting restaurant preference and gastronomy experience. Therefore, in future
researches noting down the restaurant attributes on the menu cards would greatly benefit in the comparison of this

research results.

For future studies it is possible to add local/regional drinks (if they exist) to the menu cards and also add the
local flavours of the other Eastern Mediterranean region cities such as Osmaniye, Kilis and Kahramanmaras.
Besides, this research could have been conducted on the local and foreign tourists visiting the region and the results
could have been compared. Lastly, in this research, the difference between the participants’ demographic attributes

impact on local menu preferences was not investigated. In the future studies the participants’ demographic
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attributes as well as their gastronomy traits might be taken into consideration when researching the differences in

their menu preferences.
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Appendix 1. Appearance and Contents of the Foods Evaluated by the Participants
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Abstract

Tourism and recreation have numerous benefits to public felicity. Northeast Anatolia
(TRA1 NUTS II) Region of Turkey has untouched nature with diverse tourism and
recreational potentials, which have been planned to use for the service of socio —
economic development of local people in the scope of a strategy, Innovation Based
Tourism Development Strategy prepared by Northeast Anatolia Development Agency
(KUDAKA in Turkish acronym). Even though the region shelters potentials especially for
winter and nature and adventure tourism, general public opinion about its climatic
characteristics is generally unfavourable because country’s extreme weather events and
values are reported from the region. This study was conducted to evaluate climatic
characteristics of the region in the sample of Erzincan city for touristic activities all year
round using a 37- year (from 1975 to 2011) data set and one of the newly developed
tourism climate indices, CTIS (Climate-Tourism-Information-Scheme). It was found from
the result of the study that the city and the region do not really have unfavourable climatic
characteristics for tourism and recreation activities and it was suggested that both infra-
structural investment based on landscape planning should be made and promotional and
marketing strategies should be developed and applied in the region through new
development programs and projects in order to achieve a sustainable tourism
development.
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INTRODUCTION

Importance of recreational and tourism activities lies in the benefits they provide for both individuals and
societies (Onder 2003). Regardless of their types, places and time, tourism and recreation activities have numerous
benefits to socio-economical and health status of people since they take people away from the stressful work
environments and provide possibilities for them to recreate themselves physically and psychologically (Toy and
Yilmaz 2009). Social, psychological and economic importance of these activities is higher in developing countries,
such as Turkey, where increasingly excessive economic and environmental stresses on people are prevalent (Toy
and Yilmaz 2009).

Turkey has entered a rapid urbanisation and industrialisation process from 1950s onward (Kongar 1976), and
dense and distorted urbanisation accelerated after 1980s in especially western and south western parts of the
country due to the population movements from eastern and south-eastern parts to these regions because of various
reasons such as developing industrialisation and tourism sectors in the western and terror in the eastern parts of the
country (Isik 2005). These unfavourable conditions have created dense, distorted and overcrowded cities and
devastations in natural reserves and surfaces in the west while less populated but unplanned ones in the east, where
people live without any economical sources. In short, western and south-western parts of the country face
destruction in natural resources while people in eastern parts lead a lower — standard of life due to lack of economic
sources and investments even though they have many opportunities because of unpolluted and untouched
environment (Karabulut et al. 2004).

Mentioned conditions are also valid for the north — eastern part of Turkey, with which this study is dealt. This
region is among the areas which are exposed to dense migration to west. Since there are no heavy industries, urban
people in the region are engaged generally in service sector and traditional cultivation techniques are employed in
rural parts. Therefore, the region is relatively more natural and untouched compared to western parts of the country.
However, neither locals nor foreigners can take the advantages of these characteristics of the region for recreational
and tourism purposes due to the lack of efficient facilities and promotion in spite of the diverse recreation and

tourism potentials of the region.

The region bears considerably large potential for winter tourism for its rainfall regime and topographical
features; culture and history tourism for its nearly 4000-year history; nature and water sports and adventure tourism
for its rich water reserves and the location at the beginning points of three large rivers in Turkey (KUDAKA 2011).
Touristic potential of the region is composed of six main tourism types; winter, culture and history, adventure and
nature, eco and agro, health, and congress tourism (KUDAKA 2011). The region’s potential for tourism and

recreation was also evaluated by in details by Bulut and Yilmaz (2008) in the sample of Erzincan.

From a point of view, in the assessment of the convenience of a place for tourism and recreational activities,
weather and climate along with topographical and orographical conditions, vegetation and fauna do not only play a
defining role but also they are limiting and controlling factors over them (Rudel et al. 2007). Climatic parameters
such as monthly means for maximum daily temperature, mean daily temperature, minimum daily relative humidity,

mean daily relative humidity, total precipitation, total hours of sunshine, average wind speed and global radiation
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are accepted to be effective on recreation activities (Fanger 1970; Scott et al. 2004; Matzarakis 2007; Lin and
Matzarakis 2008; Zaninovic and Matzarakis 2009; Toy and Yilmaz 2010; Toy and Yilmaz 2010a; Toy and Yilmaz
2010b; Frohlich and Matzarakis 2012). These mentioned climatic elements can affect recreation activities either
individually or in a combined way. Although the individual effects of these elements are sometimes forefront, their
combined effects are more dominant on people for their health status and work performance as well as their
pleasure and the quality of experience taken from recreational activities. Lin et al. (2012) suggested that people
tend to visit parks when the temperature declines below the acceptable thermal comfort range of 26-30 -C PET,

which demonstrates the thermal adaptation of people in hot climates such as Taiwan.

North eastern part of Turkey has harsh continental climatic characteristics. In some parts of the region, long (at
least six-month from late September to late May) and extremely cold (decreasing to -37.2 °C) winters are prevalent
while summers are arid and torrid. However, in some parts, especially around the city of Erzincan, climate is
milder. Because the city is located in a region with extreme weather events and values in winter, it does not have a
popular image in the respect of climatic characteristics for tourism and outdoor recreation activities which can
contribute to the socioeconomic development of the region either by increasing working performance of the locals
or attracting domestic and international tourists. Because of the importance of mentioned activities for the region,
any scientific study shedding lights on future investments and projects for the development of tourism in the region
is urgently needed and may help smooth the inter-regional development disparities.

Due to the importance of the relationship between climate and these activities, numerous studies have been
carried out on the subject e.g. Scot et al (2004a) reported in their bibliography over 200 references from academic
journals, books, government and university reports, and conference proceedings from early 1900’s to 2004,
excluding the non-English research literature. Several researchers have recently been spending efforts to study the
matter in details such as Hamilton and Lau (2004), Gomez Martin (2005), Nikolopoulou and Lykoudis (2006),
Nikolopoulou and Lykoudis (2007) , Hein (2007), Matzarakis et al. (2007), de Freitas et al. (2008); Cengiz et al
(2008), Amiranashvili et al. (2008), Mishev and Mochurova (2008) Perch-Nielsen (2008). Zaninovic and
Matzarakis (2009), Lin (2009), Lin et al. (2011), Lin and Matzarakis (2011), Chronopoulos et al. (2012),
Matzarakis et al. (2012).

According to Cengiz et al. (2008), several indices have been developed over the last 30 years to assess the
suitability of climate for tourism activities (e.g. Pegay 1961; Heurtier 1968; Besancenot et al. 1978; Mieczkowski
1985; Becker 1998; Scott et al. 2004; Morgan et al. 2008) while Amiranashvili et al. (2008) stated that there are
more than 200 climate indices in applied climatology and human biometeorology, which can more or less give

interpretations about tourism climatology.

Climate is effective also on tourism as it is on other human activities and it can both serve as potential or be
perceived to be obstacle for tourism. Therefore, climatic conditions are beginning to be among the most important
criteria for the popularity of tourism destinations. The aim of this study is to reveal the suitability of climatic
conditions of Erzincan for the touristic activities it has potentials since the province is included by a tourism
development strategy prepared and implemented by a regional development agency (RDA) for recreational and

tourism purposes using a new and complete tourism climate index; Climate-Tourism-Information-Scheme (CTIS;
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Matzarakis 2007). As the result of the study, some suggestions were offered in order to develop tourism in the
region. In addition, the study is important since it may be among the first studies which was carried out in Turkey

to determine a city’s climatic features for tourism and recreation.
STUDY AREA

The city of Erzincan, at an average elevation of 1.185 m, is in the north eastern part of Turkey (39° 02', 40 ° 05'
N and 38° 16, 40° 45' E ; Fig.1).
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Figure 1. Location of Erzincan in Turkey

The provincial part of Erzincan is covered mainly by mountains and highlands, which account for 60 % of the
area (Environmental State Report of Erzincan 2005). Centre of the city is located nearly on the North Anatolian
Fault, which is known to have caused more than 30 quakes since 1268 A.D. Due to the emigration and earthquakes,
the size of human population in the city centre is smaller compared to other cities in the region and the country.
According to the census conducted by Turkish State Statistics Institution based on addresses in 2013, population of
the city centre was found to be 96,474 (TurkStat 2013). The city of Erzincan has considerably large green area
amount per capita (11.1 m?), which is among the largest in Turkey (Environmental State Report of Erzincan 2005).
In the city, there is no important industrial area except for light industries, e.g. one sugar beet processing factory,
one steel and iron products factory, a few flour and floury product factories, a few animal feed factories, a brick
production facility, a dairy product factory and a plastic product factory (Environmental State Report of Erzincan
2005).

Although the city is located very near the Blacksea geographical region of Turkey, which receives the largest
rainfall in the country and where mean temperature is higher than that in the city due to marine effect, it is closed to
this effect because of its topography mentioned above. Therefore, the city has the characteristics of continental

climate.
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The city has high tourism and recreation potentials with the activities such as rafting, water skiing, paragliding,
trekking, mountaineering and camping, skiing, hunting and fishing, jeered, hot waters (Bulut and Yilmaz 2008).
The city has also cultural and historical potentials with ancient cities, (Alttepe, an Urartian city dating back to 8™
century B.C.) fortresses (Kemah fortress, dating back to Hittite — Urartian ages), mosques, tombs and religious
facilities, (tombs of Terzibaba, Hidir Abdal Sultan and Melik Gazi; Giilabibey mosque, Mama Hatun complex;
Abrenk church). Natural ponds, (Otlukbeli pond, Girlevik waterfall, Aygir lake, Eksisu, (Bogert Mineral water) ice
cave, Ala cave, Koroglu cave. This condition of the city can offer vast range of opportunities for people performing

both tourism and recreation activities.
METHOD

In the study, Climate-Tourism-Information-Schemes (CTIS) of Matzarakis (2007) was used as an assessment
tool to define the tourism climate characteristics of the study area. In order to assess the climate of a place for
tourism purposes, many calculation formulas and indices have been produced to give direct and simple opinions
about the subject and to facilitate interpretation of the integrated effects of a range of atmospheric elements and

permit the measurement and rating of climate conditions for tourism (de Freitas et al. 2008).

From the early tourism climate indices to date, main components of the formulas are main climatic parameters
(e.g. monthly mean for maximum daily temperature, mean daily temperature, minimum daily relative humidity,
mean daily relative humidity, total precipitation, total hours of sunshine, average wind speed; Mieczkowski 1985;
de Freitas et al. 2008) in addition to human thermal conditions, which serve as the basis of indices. Therefore,
thermal comfort indices used in the tourism climate indices are very important to reveal the potentials of the
climate of the studied regions for tourism and recreation. However, in some studies, (Scott et al. 2004; Perch-
Nielsen 2008), it can be seen that thermal comfort index of original tourism climate index was modified or
completely changed. Climate-Tourism-Information-Schemes (CTIS) of Matzarakis (2007) does not have such a
weakness since it utilizes Physiologically Equivalent Temperature (PET), one of the most widely used thermal
comfort indices in tourism and climate studies (Lin and Matzarakis 2008) and considering all the effective
parameters on human thermal comfort (for details see Matzarakis and Rutz 2005; Matzarakis et al 2005; Matzarakis
2006; Matzarakis and Gulyas 2007; Farajzadeh and Matzarakis 2012). While proposing CTIS, Matzarakis (2007)

considered:
a) Basic and available parameters (air temperature, air humidity, wind speed, precipitation) on daily basis,
b) High temporal resoluted information in decades (separation of months in three intervals),

¢) Analysis of climatological and human-biometeorological conditions based on frequency classes and threshold

values,

d) Consideration of thermal comfort, heat stress, cold stress and “sultriness” based on human-biometeorological

thresholds and human energy balance i.e. PET,
e) Consideration of precipitation and its amount and type i.e. snow cover, dry days or wet days,

) Consideration of fog and sunshine/cloudiness conditions,
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g) Consideration of high wind conditions.
h) Consideration of snow cover.

When these terms are considered for the climate of a place, almost its every aspect can be evaluated for tourism
and recreation. This method uses the decas (ten day intervals) of a month in order to give best time — resolution to
detect at least some of the extreme events experienced daily. Since mean values of climatic variables can give no
realistic results or opinions, this method combines maximum and minimum daily values with means putting
threshold values for the classification. In this way, all the climatic parameters thought to be effective in a given
study area on tourism and recreational area, e.g. snow cover or rainfall, can be included in the evaluation either in
the combination of the prepared diagrams or schemes or discreetly. All favourable or unfavourable climatic and
bioclimatic parameters can be presented in percentages in a distribution scheme combining these parameters with
decas. Additionally, the frequency of extreme events is or can be implemented. The inclusion of parameters
depends on whether or not they are important for a particular region in a seasonal or annual manner (Matzarakis
2007).

For the study area, the following threshold criteria (in Table 1) have been chosen as in Matzarakis (2007) for

Heraklion (Greece).

Table 1. Effective Parameters and Their Threshold Values in CTIS (Matzarakis 2007; Matzarakis and Endler 2009)

Effective parameters Threshold values
Thermal acceptance PET between 18 °C and 29 °C
Heat stress PET >35°C
Cold stress PET <8 °C
Cloudy > 5 octas
Fogy based on relative humidity > 93 %
Sultry based on vapour pressure > 18 hPa
Dray precipitation <1 mm
Wet precipitation > 5 mm
Windy wind speed > 8 m/s
Ski potential Snow cover >10 cm

The separated presentation and implementation of individual factors and facets allows the CTIS to provide a
detailed description including information on different uses in tourism climatology (Matzarakis 2007). In this
respect, because the study area has the potential of winter tourism and planned winter tourism areas, percentage

distribution of snow cover was added to the scheme.

PET values were calculated using air daily means of air temperature (Ta; °C), relative humidity (RH; %), wind
speed (WS; m.s ') and cloud amount or ratio (CA; octas; i.e. the ratio of cloud amount to full sky, which is
considered to be 8 octas) which were taken hourly; and one of the recently used radiation and bioclimate models,
RayMan (Matzarakis et al. 2007 and Matzarakis and Rutz 2005), which is well-suited to calculate radiation fluxes
(e.g. Mayer and Hoppe 1987).
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Data

According to mean meteorological values measured in urban station between 1975 and 2011, mean yearly
temperature in the city is 10.9°C; the coldest month of the year is January with a mean temperature of -2.9 °C while
the warmest is July with 24.1°C; maximum temperature ever recorded in the city is 40.6°C while minimum is -26.7
°C. Annual rainfall is 376.4 mm, and mean annual relative humidity is 62.6 %. Mean yearly wind speed is 1.5

m/sec, prevalent wind direction is ENE, and the second prevalent is WSW. Mean annual daily sunshine duration is

6.3 hours.

In the assessment of climatic features of the study area for tourism and recreation, all the effective climatic
elements on the two activity types were taken into consideration and their all year distributions were determined
using ten — day intervals covering whole year. Results were obtained from the analysis of daily data from the
meteorological station in the city of Erzincan operated by Turkish State Meteorological Service for the period 1975
to 2008. Figure 2 represents the decal and percentile distributions of physiologically equivalent temperature (PET)

during the mentioned period. Mean, maximum and minimum PET values were found to be 4.5, 27.3 and -28.2 °C,

respectively.
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Figure 2. Whole Year PET Distribution of The Study Area
In figure 3 and 4, trends and distribution of related climatic elements with tourism are presented.
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Figure 5. Decadal Distribution of Considered Parameters in CTIS

Figure 5 represents decal distribution scheme of main climatic parameters considered in the tourism climatic index.

DISCUSSION

From the results, it can be seen that favourable PET values coincide with the possible tourism and recreation
period from May to October and in that period, which is suitable for tourism and recreation, people may not face
thermally uncomfortable situations. Values of air temperature, wind and PET increase in spite of the decrease in
relative humidity in the tourism and recreation period, however comfort conditions remain in comfortable ranges

due to the lower humidity and higher wind velocity.

From the distribution and mean values of parameters, it can be said that the area represents the normal rainfall
pattern of the region in Turkey, where much of the rainfall is received in spring months. This condition of the study
area means that in tourism and recreation period especially from June to September, there is no emergency
condition caused by excessive rain or other extreme conditions. In this respect, evaluated parameters show the
suitable characteristics of the study area for tourism and recreational activities in a long period ranging from spring
to mid-autumn. During the considered period, comfort ranges are suitable and no heat stress is experienced. Cold
stress is prevalent generally in winter time and wet period. Presence of cloud cover in hot days is an advantageous

condition in hot period and no foggy weather condition is seen whole year, which is a favourable condition for
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those who may be interested in photography. Sultriness conditions are seen in only three decas in the related period
caused by high water vapour pressure because of high temperatures. No heavy rain is seen in the period and wind
condition is generally in the desired ranges. An additional parameter was added to the index, the number of snow
covered days with more than 10cm, which may be necessary for skiers since there is a ski centre in the proximity of
the city. Distribution of this parameter shows that the area can serve for the winter tourism either with its untouched

nature or snow cover.

Studies on the determination of climatic characteristics of specific places have been carried out for some time in
the world and Turkey (e.g. Matzarakis et al. 2005 for Crete, Greece; Matzarakis 2007 for Heraklion, Greece and
Matzarakis and Karagiille 2007 for Istanbul, Turkey). In such studies, almost every effective parameter on tourism
and recreation was evaluated and their trends and distributions were detected. However, this study is the first to be
carried out in Turkey to determine a city’s climatic features for tourism and recreation since the index used was

shaped after the mentioned study.
CONCLUSION

This study shows that the study area with its distinct nature and high tourism and recreation potentials has also
suitable climatic characteristics for these activities. Therefore, using suitable advertising and infrastructural
investments the area should be made ready for tourism and recreational activities. In the completion of deficiencies
in infrastructures, landscape architecture works should be used and suitable landscape planning and designs should
be taken into consideration.

As it is evident that earth’s climate has changed and it drops some effects on some parts of its surface, almost all
human activities are to an extent affected by this change. Tourism is both a vital and fragile sector being very
sensitive to every type of outer effects including climatic and bioclimatic conditions. Therefore, knowing the
climatic conditions of an area to be suitable for the desired touristic activities is really a good and advantageous
situation for a destination. In this respect various measures or indices have been developed to grade climatic

conditions of the areas for tourism activities.

The study suggest that tourism climate indices should be easy to use for both researchers and users in addition to
giving satisfactory results. The index used in the study, CTIS, is a very easily applicable index and every type of
climatic information considered to be necessary for the studied areas can easily be added to the index as in the

present study.

This study is important since it can prove that a newly developed tourism climate index, CTIS, can give best
results in the studied area, in addition to the area it was used first. Therefore, it can be used more widely
considering different parts of a country and the world to give opinions to related people about their destinations for

both tourism and recreation activities.
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INTRODUCTION

Cultural and natural heritage resources are priceless and irreplaceable assets for the humanity as a whole
(UNESCO, 2013). Cultural heritage which can helps the local and national economy improve and attract tourists
and investment. Thus, the role of cultural heritage in sustainable development of destinations is effective. In
particular UNESCO World Heritage List (WHL), its growth through time, composition, and effectiveness in
ensuring conservation, promoting tourism and, therefore, economic development have recently attracted great

attention in the economic literature. (Cuccia, Guccio, Rizzo, 2015:1)

In this study, Pergamon, a small city with a rich cultural and historical significance in Turkey will be
investigated. In 2014, Pergamon which was inscribed on UNESCO World Heritage List is a testimony to the
unique and integrated aesthetic achievement of the civilizations. It endured the Hellenistic and the Roman, the
Byzantium and the Ottoman; moved from Paganism to Christianity Judaism and Islam, all the while preserving its

previous cultural features as well as the landscape of its historical surroundings.

The objective of this study a specific aspect of the relationship between WHL and sustainable tourism
development, that is, whether the inscription in the WHL affects the technical efficiency of the supply of tourism
goods and services according to the perspectives of local authorities. The importance of this study is to investigate
the role of cultural heritage on sustainable development in the field of cultural heritage management.

LITERATURE REVIEW
Sustainable Tourism Development and WHL

Sustainable tourism should be a form of “tourism that takes full account of its current and future economic,
social and environmental impacts, addressing the needs of visitors, the industry, the environment and host
communities” (UNWTO, 2004). In 1994, United Nation Environment Program (UNEP) defined sustainable
tourism as tourism development that meets the needs of present tourists and host while it preserves and enhances
the opportunities in the future. (Amir, Osman, et all., 2014, p.444) UNEP (2002) again outlined the basic principles

of this concept.

¢ The principle of environmental sustainability, that offers development and preservation of ecological as
well as biological diversity and resources.

¢ The principle of social sustainability, that offers development and preservation of traditional as well as
cultural values and identity of particular community.

e The principle of economic sustainability, that offers development and preservation of local economic
growth.

Sustainable development is widely discussed by many researchers because of the implementation difficulties of

the three dimensions of environment, economy and socio-cultural.

According to some researchers, sustainable tourism can meet the demand of tourists, provide opportunities to
the host, preserve the resources, improve the quality of life while giving bright quality in the future of tourism

industry. (Amir, Osman, et all., 2014, p.444) Therefore, it leads to the expansion of other alternative concepts in the
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sustainable tourism field, namely responsible tourism (Spenceley et al., 2002), pro-poor tourism (Goodwin &
Francis, 2003), as well as community based tourism (Mbaiwa, 2004). These concepts have a similar objective of
enhancing the positive impacts of tourism development hence reducing the negative problems specifically in three

major areas- social, economic and environmental.

A World Heritage Site is a place or an area which has outstanding universal value and is listed by the United
Nations Educational Scientific and Cultural Organization (UNESCO, 2008). It is internationally accepted that
heritage sites with significant importance should be protected in order to prevent the loss of cultural and natural
heritage all over the world. (Ertan, Egercioglu, 2015: p. 592) The world heritage sites selected according to this
convention, gains not only a high prestige for the countries but also physical, social and economical benefits and as
a result, high amounts of hard worked applications prepared by state parties to enter the World Heritage List are
handed in to World Heritage Centre. However, parallel with this identification, site authorities faced with
increasing social, cultural, environmental and economic changes and impacts must be increasingly integrating

sustainable development into their plans and practices.
Pergamon as a World Heritage Site

Nowadays, role of culture as an essential pillar of sustainability is added next to the three traditional pillars of
the environment, society and the economy. On the other hand, the role of the historic built environment in
promoting economic growth is now fully acknowledged. Cultural heritage can boost the local and national
economy and create jobs by attracting tourists and investment, and providing leisure, recreation and educational
facilities (Tweed and Sutherland, 2007; Nijkamp and Riganti, 2008; Communities and Local Government, 2009;
English Heritage, 2009).

In this study, Bergama was specially selected because of its multi-layered cultural landscape exhibit outstanding
evidence of civilizations such as the Hellenistic, Roman, Byzantine and Ottoman. This study examines what kinds

of benefits are ensured about sustainable development after selecting World Heritage Site.

Pergamon is placed on Bakirgay Basin, north of Izmir province and Aegean Part of Aegean Region. It is
surrounded with Ayvalik, Burhaniye and Ivrindi districts of Balikesir province in the north; Kinik (Izmir) and
Soma (Manisa) districts in the east; Manisa central district and Aliaga (Izmir) district in the south and Dikili (izmir)
district in the west. Pergamon district is 110 km away from Izmir city center, 60 km from Ayvalik, 27 km from
Dikili and 17 km from Kinik (Baykal, Emekli 2013, p. 61).

Pergamon is extremely rich in its rivers, underwater sources and thermal waters. The most important river is
Bakirgay. Kestel Dam, Yortanli Dam, and Madra Dam (on Ayvalik district boundary) are all situated in Pergamon.
Primary water sources of the district (Cleopatra Beauty Spa, Mahmudiye Spa) have healthy waters having healing
effect against many disorders; however there is no facility on any of them (Ataberk, 2011, p. 595). While natural
resources have an important place in the assessment of tourism potential of a vicinity, other attractive tourism
elements supporting the natural resources like historical and cultural values, also share the same
importance.(Ataberk, 2014, p. 30)
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Becoming one of the most important provinces of Rome in Asia, Pergamon became a metropolis during the
Roman Period. The Romans maintained the already existing structures of the Hellenistic Period structures while
adding new functions as a cultural and imperial cult centre of the empire. Consequently, during the Roman Period,
many important structures were built, including the extensive remains of the Asklepion Sanctuary, a well-known
healing centre whose sacred spring still flows; the Roman Theatre; and one of the biggest Roman amphitheatres; a
great aqueduct; and a perfectly preserved Trajan Temple. Also included is the world’s biggest Serapeum. During
the Byzantine Period due to the relocation of the trade roads and political centres from Aegean Region to northwest
Anatolia, especially to Istanbul, Pergamon experienced a new transformation from being a major Hellenistic and
Roman centre into a middle-sized town. Pergamon now has particular potential as a multi-layered cultural
landscape preserving and presenting this transformation. During the Byzantine Period, Pergamon also continued its

cultural-religious importance as home to one of the Seven Churches of Revelation.(UNESCO,2014)

After the arrival of the Ottomans, Pergamon experienced one more cultural adjustment. This was especially
evident on the Bakir¢ay Plain. The Ottomans provided the city with all necessary urban structures, such as
mosques, baths, bridges, khans, bedestens (covered bazaars), arastas (Ottoman markets) and water systems which

spread especially on Roman and Byzantine layers.(UNESCO,2014)

In fact, as a multi-layered city inhabited continuously from early ages onwards, the urban form and architecture
in Pergamon is the result of material existence and use of space of different eras and cultures as well as the
interchange of human values through time.(UNESCO,2014)

METHODOLOGY
The Purpose and Method of the Study

The purpose of the study is to show the important role of cultural heritage in sustainable development and also
to reveal the contributions of UNESCO World Cultural Heritage List to the sustainable tourism development in
terms of destination. To this end, among the qualitative methods to collect data, observation and interview
techniques were also used in order to examine the perspectives about local government, tourism of local
shareholders, cultural tourism and sustainable tourism development and changes in terms of destination in
Pergamon, which has become the 999" cultural heritage by taking its place in UNESCO World Cultural Heritage
List in 2014.

All interviews took place either in the respondent’s place of work. They lasted between 45 and 90 minutes each.

The interviews were semi structured in form.

All the tape recording was transmitted into the computer and transcribed into written form and content analysis

was applied. The reliability of content analysis is ensured in two ways:

o Same coder coding the same text at different times in the same way

¢ Different coders coding the same text in the same way (Bilgin, 2006).

All the tape recording was analyzed two times and same themes were found. These themes were associated with

quotations in finding part. Thus, the existence of quotations increased the reliability of this study.
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Items taking place in the interview questions were formed through reviewing the related literature. The items in
the interview include topics such as cultural heritage, local identity, UNESCO World Cultural Heritage List and
sustainable tourism development. On the other hand, observation was made twice, the former preceding the
interviews whereas the other one following them. Thus, some criteria taking place in the interviews could also be

observed. The required notes were taken in the field study.
The Sample of the Study

Within the body of this study, local shareholders were chosen based on the view that they represented the
population and; thus, they were interviewed based on the studies and applications conducted in Pergamon. In other
words, sampling based on purpose (intentional, judgment sampling) technique was carried out. Within the body of
this sampling technique, the factors composing the sampling involve the participants who are thought to provide
the answers that the researcher is searching. 5 authorities from the local government, who are considered to be

influential in the sustainable tourism development of Pergamon, were interviewed.
Findings of the Study

The findings from our case studies are reported in two principal parts. The first part concerns the development
of local resources related to tourism. The second part concentrates on issues related to tourism marketing in a broad
perspective, including possible effects resulting from this particular type of destination development.

Sustainable Tourism Development and Pergamon

In this items, paper focuses on four dimensions of sustainability including economic, environmental, social and

cultural in their study of participants’ perceptions towards Bergama as a sustainable destination.

In consequence of the interviews, it has been stated that local authorities have a good many of studies for the
conservation of the cultural and natural resources that Pergamon embodies as well as the sustainability in terms of
tourism. These studies date back prior to 2014, the time when Pergamon took place in the UNESCO World
Cultural Heritage List.

Besides, participants stated that Pergamon, an important destination in terms of tourism, hosted annually
400.000-500.000 visitors on average. However, it was pointed out that tourists arrived in Pergamon via tourism
agencies and left upon sightseeing tours for the archeological sites by the buses on the same day; that is, without
accommodation. With its position in the UNESCO World Cultural Heritage List, it is expected by the authorities
that the current status of Pergamon is likely to change as the “explorer tourist,” rather than mass tourism, make

visits to Pergamon
Related to this topic, one of the participants asserts that:

“Tourists visiting Pergamon leave the town without an overnight stay and not even getting around in the streets.
In fact, the streets have their own texture. Moreover, they can taste different traditional dishes of the town in local

restaurants.”
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Any sustainable approach for the touristic development of destinations requires the consideration of the
development of the touristic product they have and also its nature. Based on this, participants have demonstrated
various opinions about providing the sustainability of cultural heritage as a touristic product. Related to this issue, a
participant noted that:

“After Pergamon entered the UNESCO World Cultural Heritage List, the applications have been in accordance
with the principles of UNESCO. Since 2014, planning has been done such as the improvement work of roads
within the urban area, the work for the purpose of maintaining Kale Street’s own texture and reducing the number

of floors in the buildings in order to maintain the general view of Antique Pergamon town.”

The participants have pointed out that upon Pergamon’s taking place in the UNESCO World Cultural Heritage
List, local authorities and other authorities in town have conducted mutual projects to develop sustainable tourism
and they succeeded in running some of them. One of these projects is called “Pergamon is calling your name!”
Within the body of this project, the local tradesmen had training about tourism. Some stickers in the form of
“happy tourist happy tradesmen” were prepared to be sticked on the stores. Within the body of this project, tours
were organized to Pergamon in order to develop domestic tourism. Participants are also of the opinion that in
providing sustainable tourism the local community plays a prominent role. Moreover, the local government has
some projects to raise the awareness of local residents about cultural heritage and sustainability in terms of
destination. It has been pointed out that the UNESCO World Heritage Sites Administration representatives of
Pergamon Municipality have also paid visits to the schools and trained both students and teachers separately on the
cultural texture. In addition, it has been noted that some work has been done through holding meetings with non-
governmental organizations in order to the raise awareness of the populace whom they are representing.
Participants have also stated that the studies, which are aimed at developing the sustainable tourism upon the
entrance of Pergamon in the UNESCO World Cultural Heritage List, accelerated and increased. Related to this

issue, one of the participants has noted that:

“We have been devising mutual projects with various universities. In particular, we are in contact with the
academicians from the department of architecture from different universities about the studies of restoration and
renovation. We have managed to come to an agreement with some universities.” As part of the projects devised so

far, various tour routes, both short and long, are planned.

Another issue which authorities negotiated during the interviews was the handicrafts, which pertains to
Pergamon and faces the risk of being extinct. It has been pointed out that with the restoration of the historical
Ottoman bazaar, production and sales of the handicrafts take place in the stores. Particularly, there exist some

souvenirs written on parchment papers, shoe-dealers and quilt makers.

Pergamon Municipality has prepared brochures introducing the 999" World Heritage to be delivered to both
outsiders and the local residents. In the brochures, information is presented about both UNESCO and the criteria

through which Pergamon achieved its title of as a cultural world heritage.
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Apart from these, other questions that the local residents might wonder about Pergamon have been answered. In
this way, the residents are informed about UNESCO as well as the qualities of the town as a cultural world
heritage.

UNESCO World Cultural Heritage List and Promotion

Participants have started to note that upon its status in World Cultural Heritage List, Pergamon has started to
appear in national and international media. Thus, this has contributed to the publicity of Pergamon. Its entrance to
the UNESCO World Cultural Heritage List has aroused the interest of various tourist profiles. Participants have
suggested that apart from the tourists visiting Pergamon through travel agencies, some special groups, who want to
experience the manifold cultural layers of the town entirely and spend a night, started to emerge. A participant has

put forward his opinion related to this issue:

“The number of studies which aim to develop the tourism potential of Pergamon has started to increase in
number after 2014. With the increase in the number of tourists visiting the town on an individual basis, historical
streets, dishes and music, traditional handicrafts and trade, apart from the high-capacity archeological sites, took

their share in terms of tourism.”

Participants have also suggested that some tourism agencies have started to include Pergamon in their
destination lists thanks to its position as a world heritage brand. Accordingly, as a result of the interviews, the view
has emerged that getting its place in the world heritage list has highly contributed to the promotion of Pergamon as
a destination. What is more, it has accelerated the studies conducted by the local authorities.

Local authority representative suggests that the world heritage brand name has highly contributed to the
promotion of the town; therefore, they state that they also employ this world heritage theme in their own

promotions. Related to this issue, he has also pointed out as follows:

“As local authorities, we apply for and attend a good many of fairs for the purpose of publicizing the town in the
international domain. In all the national and international fairs, we tell people about the cultural heritage which

Pergamon embodies in its body. While doing this, Pergamon’s being the world heritage highly attracts people.”

Another important point that participants emphasize is that the quantitative results of these publicizing events
cannot be revealed evidently. One of the reasons of this is the fact that Pergamon has just taken its place in this
world heritage list. Furthermore, the number of tourists has shown no significant increase. However, it has been
observed that there are some differences in the quality of the tourists visiting the town. For example; before the
tourists who came with the agencies rarely spend money without agency costs, now the tourists who come
individually and spend money for exploring everything about destination. Besides, the news taking place in the
national media has stimulated domestic tourism. In particular, the number of the tours that non-governmental
organizations and local travel agencies are organizing to Pergamon has increased. Additionally, it has been noted

that the number of tourists coming from Izmir for one day has revealed a significant increase.

Some participants maintain that getting a place in the world heritage list has notable importance in terms of

tourism and they add that there exist 15 cultural heritages in the world heritage list and this number is too little
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when the entire cultural heritage in our country is taken into consideration. The general opinion that has been
revealed so far is that Turkey embodies the culture of numerous civilizations and the pace of the studies needs to be
faster in order for these cultural heritages to enter the world heritage list.

Some of the participants have emphasized the need for the consideration of the external opportunities and
constraints despite Pergamon’s getting its place in the world heritage list and its positive contribution to destination
marketing. Given these realities, the recent adverse events (i.e. refugee problems, increased terror incidents) have

led to a decrease in the general demand for Turkey (www.tursab.org.tr). However, according to the participants

there is still a need for studies on an urban and national basis irrespective of this negative outlook.
CONCLUSION

With this study, the contribution of UNESCO World Cultural Heritage List to the development of sustainable
tourism development has been focused through industry supply. Below, there are the results which have been

revealed as a result of the interviews:

e The cultural heritage Pergamon embodies has a conservationist local government. Prior to taking
its place in the world heritage list, the town could not utilize its cultural heritage in the tourism industry
although it has a high potential in terms of cultural tourism.

e When the figures are considered, the town could earn income from the historical archeological sites
and museums; however, its historical streets, bazaars and stores were not among these routes. Upon its
declaration as a world heritage site, there has been a significant increase in the number of visitors coming there
on an individual basis. Thanks to these visitors’ planning their own routes in the town, the economic income
has increased.

e The most notable advantage of taking Pergamon’s place in the world heritage list has revealed
itself on the raised awareness of the local residents and local producers and their conservation of the cultural
heritage.

o There has been a significant increase in domestic tourism. In particular, there has been a significant
increase in the number of tourists visiting Pergamon from nearby places without stay and also visitors coming
for one-night stay. Thanks to this, there has been an economic revival at the weekends in particular. This
increase has been the natural outcome of taking Pergamon’s place in the world heritage list and thus, having
press coverage.

e The projects preceding Pergamon’s current status used to be actualized through the efforts of local
authorities whereas there exists a national sense of responsibility following its taking place in the world
heritage list in terms of urban development and protection of the general texture of the town.

e The studies conducted at universities in order to maintain the town’s own texture are important
steps in terms of sustainable tourism. Therefore, the sense of responsibility is taken to forefront for this world

cultural heritage.

In conclusion, there exists no primary correlation between World Heritage List and the concept of cultural

heritage in terms of sustainable tourism. However, it has been revealed that getting a place in the world heritage list
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has highly contributed to the conservation of cultural heritage related to the large destination and protecting the
values of the local residents. What is more, it has been revealed that the perspective of the local authorities is about

developing the town in terms of social and environmental facilities rather than merely fostering tourism in town.

In this study, the impact of cultural heritage on sustainable development was investigated at the perspective of
sectoral offer. Thus, limitation is the perspective of demand part. The effects of cultural heritage in fostering

tourism demand can be explored for future research.
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Bu aragtirmanin temel amaci iilkemiz turizm sektoriinde yaygin olarak uygulanmakta olan
her sey dahil sistemin Tirkiye’nin gastronomi turizmi potansiyeline etkilerinin
arastirilmasidir. Arastirmaya, Antalya ili, Belek, Alanya ve Manavgat ilgelerinde her sey
dahil sistemde hizmet veren konaklama isletmelerinde kalmakta olan 264 yabanci turist
katilmigtir. Yaglart 18 ve 72 arasinda degisen (Ort. = 40,91, SS = 13,51), 87 erkek, 169
kadindan olusan katilimcilar, Almanya (%63,26), Rusya (%]15,15), Hollanda (%6,44),
Birlesik Krallik (%6,06) ve diger iilkelerden (Avusturya, Cek Cumhuriyeti ve Isvigre)
gelmislerdir. Arastirmanin sonucunda, katilimcilarin destinasyon segimlerindeki en etkili
faktorlerin, sirasi ile iklim ve hava kosullari, konaklama kosullarinin kaliteli olmas1 ve
giivenlik oldugu bulunmustur. Katilimcilarin biiyiik ¢ogunlugunun Tiirk yemeklerini
olumlu degerlendirdikleri, yemeklerin en begenilen 6zelliklerinin, porsiyonlarin doyurucu,
kullanilan malzemelerin taze ve yemeklerin temiz ve hijyenik olmasi oldugu goériillmiistiir.
Bulgular ilgili literatiir 15181nda tartigtlmistir.

Abstract
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Tourists’ decision-making
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The main purpose of this study is to investigate the effect of all inclusive system on the
gastronomy tourism potential of Turkey. The participants were 264 foreign tourists (87
male, 169 female) who spent their holidays in the hotels with all inclusive pricing system
in Belek, Alanya and Manavgat provinces of city Antalya in Turkey. The age of the
participants varied between 18 and 72 (X = 40, 91, SD = 13,51). The distribution of
participants by their home country was as follows; Germany, (63,26%), Russia (15,15%),
The Netherlands (6,44%), United Kingdom (6,06%) and other countries (Austria, Check
Republic, Switzerland). The results of the study revealed that the most important factors
that influenced the participants’ destination decisions were the climate, security and the
quality of housing conditions. The results also indicated that the majority of the
participants’ evaluation of Turkish food was positive and the most satisfied aspects of the
foods were the size of the portions, freshness and hygiene of the foodsThe results of the
study were discussed in the light of related literature.
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GIRIS

Ozellikle 1980’li yillardan itibaren ¢ok hizli bir sekilde biiyiiyen turizm sektorii turist gdnderen ve agirlayan
iilkeler agisindan son derece onemli ekonomik, toplumsal, kiiltiirel ve g¢evresel etkiler donemde tartisilmaya
baslanmis ve pek ¢ok alanda oldugu gibi siirdiiriilebilirlik, turizm i¢in de hayati 6neme sahip bir kavram olarak
algilanmaya baglamistir. Diinyada yasanan hizli ekonomik, sosyal ve teknolojik degisimler turizm olgusunun
algilanma ve uygulama bicimini de 6nemli Olgiide degistirmis, sektordeki niceliksel biiylimenin yaninda kimi
niteliksel doniisiimleri de beraberinde getirmistir (Durlu-Ozkaya, Siinnetcioglu ve Can, 2013). Bu niteliksel
degisimlerden belki de en 6nemlisi yeni bir turist tipinin ortaya ¢ikmasidir. Bu yeni turist tipi ¢evresel, sosyal,
kiiltiirel sorunlara kars1 daha duyarli, yerel ve otantik degerlere 6nem veren, turistik faaliyetlerde aktif olarak yer
almay1 tercih eden, iiretim ve tiiketim davranislarinda etik kurallar1 dikkate alan bir tiiketici yapist ortaya
koymaktadir (Demir ve Cevirmen, 2006). Bu yeni turist tipinin Oncelikleri dogrultusunda kiiresel seyahat
endiistrisinde koklii degisimler meydana gelmekte, giderek daha fazla sayida isletme ¢evre konusunda duyarli,

sosyal sorumluluk bilinciyle ve siirdiiriilebilirlik anlayis1 dogrultusunda hareket etmeye baslamaktadir (TUSIAD,
2012).

Literatlirde stirdiiriilebilirlik kavraminin pek ¢ok yazar ve kurulus tarafindan yapilmig ve siirdiiriilebilirligin
cesitli Ozelliklerinin vurgulandigi birbirinden farkli tanimlamalar:1 ile karsilagmaktayiz. Sirdiiriilebilir turizm
kisaca, “Yoredeki insanlarin ve turistlerin ihtiyaglarini gelecekteki firsatlart da koruyarak karsilama anlayisidir.”
(Avcikurt, 1997 aktaran Kaypak, 2010: 99). Bir bagka tanima gore ise siirdiiriilebilir turizm; “Yerel kaynaklari
korumasi, yasam kalitesini yilikseltmesi, turistik tiiketicilerin ve bolge halkinin ihtiyaglarinin gelecek diistiniilerek
karsilanmasi,  iilkenin  kiiltiirel ~ biitiinliigiine = ve  ¢evresine  uygun  turizm  kapasitelerinin
gelistirilmesidir.”Siirdiiriilebilir turizm, turizmin ana kaynaginin dogal, kiiltiirel, sosyal, tarihi ve ¢evresel kaynaklar
oldugu bilinci ile turizm endiistrisi, ¢evre, turistler ve yerel halk arasindaki karmasik iliskiler sonucu ortaya ¢ikan
sorunlar1 azaltmaya ¢alisan bir yaklasimdir (Kinaci, Pehlivan ve Seyhan, 2011). Birlesmis Milletler Diinya Turizm
Orgiiti’niin  yaptig1i tamima gdre siirdiiriilebilir turizm, “Insanin etkilesim iginde bulundugu ya da
bulunmadigigevrenin bozulmadan veya degistirilmeden korunarak, kiiltiirel biitiinliigiin, ekolojik siire¢lerin,
biyolojik cesitliligin ve yasami siirdiiren sistemlerin idame ettirildigi ve ayni zamanda tiim kaynaklarin ziyaret
edilen bolgedeki insanlarin ve turistlerin ekonomik, sosyal ve estetik gereksinmelerini doyuracak sekilde ve
gelecek kusaklarin da ayn1 gereksinmelerini karsilayabilecekleri bicimde yonetildigi bir yaklasimdir.” (UNWTO,
2013).

Kiiltiir turizmi ve siirdriiriilebilir turizm kapsaminda degerlendirebilecegimiz gastronomi turizmi hem tiim
turizm faaliyetlerinin iginde yer almasi hem de bagli basina bir turizm tiirli olmas1 nedeniyle kitle turizminin disinda
bir alternatif olusturmakta ve tiim diinyada hizla gelismektedir. Gastronomi turizmi, diinyada hizla biiyiimekte olan
kiiltiir turizmi pazarimin 6nemli bir unsuru durumundadir ve hem toplumsal ve ekonomik kalkinmaya hem de
kiiltiirler aras1 iletisime 6nemli katkilar saglamaktadir. Son yillarda yapilan pek ¢ok arastirmaya gore giderek daha
fazla sayida turist, ziyaret edilen bolgeye ait yemeklerin seyahat deneyimlerinin 6nemli bir bdliimiinii
olusturdugunu ve bir kiiltiire ait yemekleri tatmadan o kiltiirii tanimanin miimkiin olmadigin ifade etmektedir

(Yun, Hennessey ve MacDonald, 2011).
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Gastronomi turizmi gdrece yeni bir turizm tiirli olmakla birlikte aslinda, destinasyon pazarlayan tur operatorleri
ve seyahat acenteleri, gastronomiyi uzun zamandir bir turizm {iriinii olarak sunmaktadirlar (Chaney ve Ryan, 2012).
Bu anlamda, gastronomik zenginlikler destinasyon pazarlama araci olarak da kullanilmaktadir. Gastronomik
zenginliklerin, destinasyonlarin, mimari, iklim, fiyat ve diger ozellikleri ile benzer oldugu durumlarda, bir iiriin
farklilagtirma araci oldugu bilinmektedir. Ulkemizin sahip oldugu gastronomik zenginliklergdz 6niine alindiginda,
heniiz tam olarak kullanilamayan ¢ok 6nemli bir gastronomi turizmi potansiyelinin var oldugunu sdyleyebiliriz. Bu
arastirmanin temel amaci lilkemiz turizm sektoriinde yaygin olarak uygulanmakta olan her sey dahil sistemin
Tiirkiye’nin gastronomi turizmi potansiyeline etkilerinin arastirilmasidir. Arastirmaya, Antalya ili, Belek, Alanya
ve Manavgat ilgelerinde her sey dahil sistemde hizmet veren konaklama isletmelerinde kalmakta olan 264 yabanci

turist katilmistir
GASTRONOMI TURIZMi

“Gastronomi” kelimesine ilk olarak Antik Yunan'da rastlamaktayiz. Sicilyali Yunan Archestratusun MO 4.
yiizyilda yazdigi bir kitap, Akdeniz bdlgesi icin yazilmis muhtemelen en eski yiyecek ve sarap rehberi
niteligindeydi. Bu kitabin adi oldugu varsayilan adlardan biri de Gastronomia’dir. MS 200 y1l1 civarinda Athenaeus
tarafindan yazilmig bir eserdeki bazi alintilar disinda, bu kitap giiniimiize ulagamamistir. Archestratus'un en iyi
yiyecek ve icecegi bulmak i¢in, Antik Ege bolgesini kesfe ¢ikan, seyahat ve gastronomi arasinda bilinen en eski
baglardan birini kuran ilging bir karakter oldugu bilinmektedir. Archestratus bulgularini kaydederek kendinden
sonra gelenler icin rehber niteliginde bir eser olusturmustur. Ornegin, “Torone’de, kdpekbaliginin gdbeginin alt
kismina, biraz kimyon serpip tuz ile firinlaym.” gibi tavsiyeler bulunmaktadir. Athenaeus’un belirttigi gibi
Archestratus’un kitabinin gercekten adi Gastronomia ise, o zaman igerigi de kelimenin etimolojisi ile tamamen

ortiismektedir (Wilkins ve Hill, 1994: 59, aktaran Santich, 2004).

Gastronomi terimi, Joseph Bercholux’un 1801 tarihli Gastronomie ou L’Homme des Champs a Table
(Gastronomi ya da Tarladan Sofraya insan) adli eseriyle birlikte literatiirde kullanilmaya baslanmistir. Gastronomi
gazeteciliginin kurucusu olan Grimod de la Reyniere, 1804 yilinda en ¢ok satan yayinlarindan ilki olan ve i¢inde
Parislilere en iyi yiyeceklerin hangileri oldugunu, ne zaman ve nasil hazirlanmasi gerektigini anlattigt Almanachs
des Gourmands’1 yayinlamigtir. Manuel des Amphitryons (1808)’da bir ¢alisma alan1 olarak gastronomi kavramini
tanitmis ve gastronomi biliminin gelisimini degerlendirerek, yakinda {iniversitelerde gastronomi boliimlerinin
baskanlari ifadesini gérmenin siirpriz olmayacagini belirtmistir. Gastronomi (gastronomy) terimi Ingiltere’de hizla
benimsenmis ve yazari bilinmeyen 1814 yili basimi The School for Good Living (Giizel Yagama Okulu) adl,

kitapta gastronomi terimi “yemek i¢in kurallar” olarak tanimlanmistir (Santich, 2004; Goker, 2011).

Yeni bir kavram olan gastronomiyi zenginlestirerek kelimeyi halkin kullanimina kazandiran kisi, Fransiz avukat
ve yargi¢ Brillat-Savarin’dir. Brillat-Savarin’in gastronomi kavramini ele aldig1 1826 tarihli Physiologie du Gout
(Tadm Fizyolojisi) adindaki klasik eseri sadece Ingilizce, Almanca ve Ispanyolca’ya terciime edilmekle kalmamis
As Le Gastronome (1830-1831), La Gastronomie (1839—1841), Il Gastronomo italiano (1866) ve Le Gastronome
(1872-1873) gibi pek ¢ok dergiye de ilham kaynagi olmustur. Bu eser ayn1 zamanda 19. yiizyilin ikinci yarisinda
ve 20. ylizyilin baglarinda basilan uzun bir kitap listesinin de ilk sirasinda yer almistir. Bu gastronomi literatiiriinde,

menii planlama, yemek sec¢imi, yemeklerin yanina sarap se¢imi ve genel konuk agirlama konularinda o6neriler
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sunulmustur. Physiologie du Gout hem gastronomi sdzciigiinii ele alms hem de gastronominin teori ve pratigini

kurmustur (Santich, 2004; Goker, 2011).

Gastronomi kavramini tam olarak agiklamak ve tamimlamak olduk¢a zordur. Bir {iilke veya bdlgenin
“gastronomik karakteri”, “gastronomik o&zellikler” ve “gastronomi turizmi” gibi kavramlarda kullandigimiz
gastronomi teriminde genellikle bir uzlasma olsa da, gastronominin kendisi i¢in bu tiir bir uzlasma zor
goriinmektedir (Santich, 2004). Literatiirdeki gastronomi tanimlarina baktigimizda birbirinden farkli, ¢cok sayida
tanimlamayla karsilasmaktayiz. Gastronominin konusu yiyecek ve icecekle ilgili her sey, dolayisiyla insandir.
Gastronomik degerler; kiiltiirel, sosyal, tarihi, cografi, psikolojik faktorler gibi pek cok unsura dayalidir. Bu
nedenle yapilan gastronomi tanimlarinin ¢ogu gastronominin belirli yon veya yonlerini vurgularken, gastronomiyi
biitiin olarak tanimlamaktan uzaktir (Gillespie, 2002). “Gastro” mide ile ve dolayisi ile agizdan baslayarak tiim
sindirim sistemi ile iliskilidir. “Nomos” ise kural ya da diizenleme anlamina gelmektedir. Buradan yola g¢ikarak
gastronomi de yeme i¢me ile ilgili tim kural ve normlar1 ifade etmektedir. Bu doniistiirmeden, gastronominin ilgi
alanini, nerede, ne zaman, nasil, ne kadar, ne sekilde, neyle birlikte ne yenip ne icilecegine dair tavsiye ve rehberlik

olarak genigletmek miimkiindiir (Santich, 2004).

Brillat-Savarin’nin tanimina gore gastronomi “Varligimizi siirdiirdiigiimiiz siirece bizi ilgilendiren her seyin,
akla dayanan anlayisidir.” (Chaney ve Ryan, 2012: 310) Bu goriise gore gastronomi biliminin amaci, insanin
miimkiin olan en iyi beslenme ile korunmasidir. “Bu amaca, yemege doniisecek olan maddeleri arayan, saglayan ya
da hazirlayan herkese rehberlik ederek ulasilabilir.”. Rehberlige yapilan bu vurgu Archestratus’un yapmaya
calistigr ile de uyumludur. Ancak buna ek olarak ve belki de en 6nemlisi Brillat-Savarin gastronomiye onay ve
mesruiyet getirmistir: Zevk ve keyfin, bilgi ile zenginlestirilmesi. Brillat-Savarin’nin kendi ifadesi ile “Biraz
gastronomi bilgisine herkesin ihtiyaci vardir ¢iinkii bu bilgi, faydal zevkleri arttirir; hatir1 sayilir bir geliri olanlar

icin ise vazgegilmezdir.” (Brillat-Savarin, 1994: 54, aktaran Santich, 2004).

Gastronominin giiniimiizde yapilan tanimlamalarina baktigimizda, gastronominin tarihsel, kiiltlirel, bilimsel ve
sanatsal yonlerinin vurgulandigini gormekteyiz. Bir baska tanima gore ise Gastronomi, “Yiyecek ve igeceklerin
tarihsel gelisme siirecinden baslayarak tim oOzelliklerinin ayrintili bir bigimde anlasilmasi, uygulanmasi ve
gelistirilerek giiniimiiz sartlarina uyarlanmasi ¢alismalarini kapsayan ayni zamanda bilimsel ve sanatsal unsurlarla
katki saglayan bir bilim dalidir.” (Deveci, Tiirkmen, ve Avcikurt, 2013: 30). Modern gastronomi anlayisinin genis
tanimi; felsefenin, inanislarin ve kiiltiirel degerlerin gastronomi uygulamalarini etkiledigini vurgulamaktadir. Bu
durum da yemegin ve yemek yemenin sosyal, kiiltiirel ve tarihi 6zellikleri ile yemekler, mutfaklar, restoranlar,
sarap se¢imi, turizm ve gastronomi yazilarini birbirleri ile iliskili hale getirmektedir (Santich, 2004). Giinlimiizde
gastronominin, Brillat-Savarin’in yukarida aktarilan tanimindaki gibi bireysel degil, toplumu biitiin olarak ele alan
daha genis bir anlam kazandigim1 gérmekteyiz. Gastronomi, bir iilke ya da bolgedeki insanlarin beslenme

davraniglarin etkileyen pek ¢cok etmenin anlagilmasini da icermektedir (Gillespie, 2002).

Yiyecek, icecek ve mutfak sanatlar hakkindaki ¢alismalar son yillarda artan bir ilgiyle karsilanmakta, sosyoloji
ve antropoloji i¢in yeni bir aragtirma alani haline gelmektedir (Mason ve Paggiaro, 2012). Yemek yemek insan
metabolizmasinin enerji ihtiyacinin karsilanmasini saglayan biyolojik bir eylem olmakla birlikte gidalarin elde

edilmesi, tiiketime hazir hale getirilmesi ve tiiketilmesi siiregleri gbz 6niinde bulunduruldugunda biyolojik bir
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eylem olmanin Gtesinde ekonomik, sosyal ve kiiltiirel bir olgu haline donlismektedir. Gastronominin giiniimiiz
yorumlarini gdsteren “The Gastronomy of Finland” (2003) ve “The Basque Brotherhood of Gastronomy” (2003)
gibi kaynaklarda, gastronominin kaginilmaz olarak yiyecek ve icecekle ilgilendigi belirtilmekte ancak bundan daha
Oonemlisi, yemek yemenin sosyal ve Kkiiltiirel birdeger olarak toplumdaki yerivurgulanmaktadir. “Basque
Brotherhooda gore gastronomi 6ziinde kiiltiirel bir olgudur (Santich, 2004). Literatiire baktigimizda yiyecek ve
icecek temeline dayali turizm  aktivitelerini tanimlamak i¢cin  kullanilan  gastronomi  turizmi
(gastronomic/gastronomy tourism), mutfak turizmi (culinary tourism), yiyecek turizmi (food tourism) gibi ¢esitli
kavramlarla karsilasmaktayiz. Pek ¢ok arastirmacinin, bu calismada da oldugu gibi gastronomi turizmi terimini

tercih ettigini gormekteyiz. Bu durumun baslica ii¢ temel nedeni oldugunu soyleyebiliriz.

[k olarak gastronomi turizmi terimi, diger terimlere gore daha genis bir kapsama sahiptir ve bu nedenle daha
genis bir gruba hitap etme potansiyeli vardir. ikinci olarak yiyecek icecek temeline dayali olarak seyahat eden
ziyaretcilerin asil motivasyonlar1 olan etmenleri daha iyi tarif etmektedir. Ugiincii neden ise bu terimin hem kirsal
hem de kentsel bolgeleri kapsamasidir (Santich, 2008, aktaran Chaney ve Ryan, 2012). Gastronomi turizmi, daha
once yasanmamis bir yiyecek igecek deneyimi yasamak igin seyahat motivasyonu yaratan ve seyahat
davraniglariin giidiilenmesineénemli 6lgiide yardimci olan turizm sekli olarak tanimlanabilmektedir (Harrington
ve Ottenbacher, 2010). Bagka bir tanima gore “Gastronomi turizmi, ana motivasyon kaynagi 6zel bir yemegin
tadim1 veya bir yemegin iiretim asamalarim1 gérmek amaciyla, yoresel veya kirsal alanlari, yiyecek ireticilerini,
restoranlari, yemek festivallerini ve 0zel alanlar1 ziyaret etmektir.” (Yinci, 2010: 29) Gastro turisti ise; temel
seyahat motivasyonlarindan biri gastronomik deneyimler yasamak olan, bulundugu destinasyonda yiyecek icecekle

ilgili aktivitelere katilan 6zel ilgi turisti olarak tanimlamak miimkiindiir (Long, 2003, Shenoy, 2005).
Destinasyon Pazarlama Araci Olarak Gastronomi Turizmi

Her destinasyonda farkli amag ve beklentilere sahip ¢ok sayida paydas bulundugundan destinasyon pazarlamasi
pek cok giigliigii barindiran bir ugrastir. Buhalis (2000)’e gore her destinasyon belirli turist profillerine hitap
edebileceginden destinasyonun temel 6zelliklerini anlamak hayati 6nem tasimaktadir. Rekabetin giderek arttigi
diinya turizm pazarinda tiim bolge ve destinasyonlar rakiplerinden farklilagmak amaciyla kendilerine 6zgii {iriinler
yaratmaya ¢aligmaktadirlar. Yerel mutfaklar ise pazarlama araci olarak essiz birer kaynak durumundadir (Shenoy,
2005). Turizm sektoriinde yiyecek icecek hizmetleri uzun yillar destekleyici hizmetler olarak goriilmiis, turistleri
tek basina destinasyonlara ¢ekebilecek unsurlar olarak diistiniilmemislerdir. Hjalager (2002), Scarpato (2002) ve
Richards (2002) gibi arastirmacilara gore ise gastronomik riinlerini temel pazarlama araci olarak kullanan ve
turistik tiriinleri tamamlayici 6zelliginin yaninda, kendi bagina bir turistik {iriin olarak sunan Tuscany ve Lyons gibi
destinasyonlar bu sayede popiiler hale gelmistir. Ayrica gastronomik zenginlikler destinasyon imajinin olugmasinda

da 6nemli bir role sahiptir. (aktaran Kivela ve Crotts, 2006; Kesici, 2012).

Yapilan aragtirmalarda elde edilen bulgulara gore, yerel mutfak etkili bir pazarlama aract olmakla birlikte,
yiyecek temelli turizmi gelistirmek i¢in belirli bir pazarlama felsefesi benimsemenin zor oldugu sdylenebilir.
Bunun en 6nemli nedeni ise turistlerin yiyecek satin alma davraniglarinin yeteri kadar anlasilamamasidir.
Gastronomik zenginlikler kiiltiirel deneyimi, kiiltiirel kimligi, iletisimi, ve paylasimi temsil etmesi nedeniyle genis

bir turist yelpazesini cezbedebilecek bir unsurdur ve destinasyonlarin pazarlanmasinda dogrudan ya da dolayli
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olarak goz oOniinde bulundurulmasi gereken Onemli bir faktdr olarak karsimiza ¢ikmaktadir (Bessiere, 1998;

Frochot, 2003).
Bolgesel Kalkinma Araci Olarak Gastronomi Turizmi

Diinyada yasanan hizli kentlesme, niifus artis, kiiresellesme ve tek tiplesme pek ¢ok alanda oldugu gibi kiiltiirel
alanda da etkisini gostermekte, yerel kiiltiirel varliklar: ve degerleri tehdit etmektedir. Kiiltiirel birikimin 6nemli bir
bileseni olan gastronomik degerler de bu siiregten olumsuz etkilenmekte ve pek cok yerel gastronomik iiriin yok
olma tehlikesiyle karsi karsiya kalmaktadir. Beslenme aliskanliklarinin standartlagsmasi, genetigi degistirilmis
gidalarin yayginlagmasi, tarim endiistrisinde yapay gilibre ve zararli kimyasal maddelerin yogun olarak
kullanilmasi, yanlis beslenmeden kaynaklanan hastaliklarin artmasi gibi etmenler tiiketicileri beslenme konusunda
daha bilingli davranmaya; dogal, taze, yerel ve geleneksel gida iirlinlerini tiilketmeye yoneltmektedir (Kan,

Giilgubuk ve Kiiciikgongar, 2012).

Tim bu gelismeler s6z konusu yerel iirlinlerin 6zgiin niteliklerinin korunarak, hem giiniimiizde hem de
gelecekte varliklarim1 devam ettirmelerinin saglanmasi ihtiyacini dogurmaktadir. Bu ihtiya¢ dogrultusunda
gelistirilen koruma araglarindan bir tanesi de “cografi isaretler’dir (Caliskan ve Kog, 2012). “Cografi isaret
uygulamasi kisaca, yerel bir iirliniin veya degerin belirli yasalar ¢ergevesinde koruma altina alinmasi” olarak ifade
edilebilir (Sahin, 2013: 23). “Cografi isaret” (Geographical Indication) kavrami ilk olarak 15.05.1994 tarihli
uluslararast “Ticaret ile Baglantili Fikri ve Sinai Miilkiyet Haklar1 S6zlesmesi’nde (Agreement on Trade-Related
Aspects of Intellectual Property Rights) kullanilmistir. Bu s6zlesmede cografi isaretler soyle tanimlanmaktadir:
“Uye bir iilkenin topragindan veya bu toprak iizerinde yer alan bir bolge veya yoreden kaynaklanan, belirgin bir
niteligi, iinii (itibar1) veya diger 6zellikleri itibariyle esas olarak bu cografi menseye atfedilen {irinleri tanimlamak
icin kullanilan isaretlerdir.” TPE ise cografi isaretleri, “Belirgin bir niteligi, linli veya diger 6zellikleri itibariyle
kokenin bulundugu bir yore, alan, bolge veya iilke ile 6zdeslesmis bir iiriinii gdsteren isaretlerdir.” seklinde
tanimlamistir (Caligkan ve Kog, 2012: 196). Gastronomi turizmi, diger turizm tiirleri gibi pek ¢ok farkli sektorden
girdi saglamaktadir ve bu nedenle biiyiik bir ¢arpan etkisine sahiptir. Gastronomi turizmi bir bolgede bulunan pek
cok paydasi olumlu yonde etkilemektedir. Bunlardan bazilari; konaklama isletmeleri, tur operatorleri, restoran, kafe
ve barlar gibi tiim yiyecek icecek isletmeleri, tarim isletmeleri, yerel yiyecek ve igecek iireticileri, yemek

rehberleri, gastronomi ile ilgili medya {iriinleri, ascilik okullaridir (Cagli, 2012).

Gastronomi turizmi gelistigi bolgelerde yerel ekonomik kalkinmaya 6nemli katkilar saglamaktadir. Gastro
turistlerin daha ¢ok yerel iiriinleri tercih ettikleri, 6zellikle yerel yiyecek ve iceceklere olan yonelimlerinin diger
turist tiplerine gore daha yiiksek diizeyde oldugu bilinmektedir. Bu nedenle gastronomi turizmi yerel ekonomik
sektorlere yeni yatirimlarin yapilmasina ve bu sektorlerin gelismesine, yerel degerlerin korunmasina ve
strdiiriilebilirlige olumlu katkilar saglamaktadir (Yinci, 2010). Gastronomi turizmi yerel kalkinmaya katki
saglayarak bolgeler arasi gelismislik farklarimi da azaltmaktadir. Bu agidan bakildiginda gastronomi turizmi,
bolgeler arasi gelismislik diizeylerinin biiyiik oranda farklilik gosterdigi Tiirkiye gibi iilkeler i¢in daha da biiyiik bir
onem kazanmaktadir (Cagli, 2012). Bolgeler arasigelismislik farklarinin Tirkiye i¢in son derece dnemli bir sorun
oldugu bilinmektedir. Ulkemizde kentsel ve kirsal bolgeler arasinda, dogu bélgeleri ve bat1 bolgeleri arasinda,

turizmin gelismis oldugu giiney ve bat1 kiyi illeri ile diger kiy1 illeri arasinda ¢ok biiylik sosyo-ekonomik farklar
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bulundugunu gérmekteyiz. Bu nedenle gelismekte olan pek ¢ok iilke gibi Tiirkiye’de de kirsal bolgelerden kentlere
gerceklesen go¢ dnemli bir sorun olarak karsimiza ¢ikmaktadir. Kirsal bolgelerde gastronomi turizminin gelismesi
bu go¢ hareketinden kaynaklanan sorunlarin en aza indirilmesinde 6nemli katkilar saglayacaktir. Tiirkiye nin her
bolgesinin birbirinden farkli ve son derece zengin gastronomik zenginlikleri ve gastronomi turizmi potansiyeli
bulundugu g6z 6niinde bulundurulursa, bu potansiyelin harekete gecirilmesi halinde yaratacagi avantajlar daha iyi

degerlendirilebilecektir (Cagli, 2012; Kiiciikaltan, 2009).
Tiirkiye’nin Gastronomi Turizmi Potansiyeli

Diinyada hemen hemen her bolgeye ait mutfak kiiltiiriiniin kendine 6zgii belirleyici ve ayirt edici 6zellikleri
vardir. Din ve inanislar, iklim ve cografya, bolgeye ait bitki ve hayvan varlig1 gibi kimi etmenler o mutfagin temel
ozelliklerini belirler. Ornegin toplulugun bulundugu cografyanin fiziksel 6zellikleri, tarrm agirlikli bir beslenmeye
dayanan yerlesik bir kiiltiir mii yoksa hayvansal beslenmeye dayali gé¢ebe kiiltiiriinii mii benimseyecegini belirler
(Besirli, 2010). Diinyada bilinen en eski mutfak kiiltiirii Mezopotamya’da ortaya ¢ikmistir. Bu mutfak zaman
icerisinde, Cin ve Anadolu mutfaklarini olusturmustur. Anadolu mutfagi da Antik Misir, Antik Yunan ve Roma
mutfaklarmin temelini olusturmaktadir. Bilinen tiim Avrupa mutfaklar1 da Roma mutfagindan tiiremistir. Dogu
Asya mutfaklarinin temeli ise Cin mutfagidir. Tirk mutfaginin gelisim siirecine baktigimizda, Tiirklerin
Anadolu’ya yerlesmesi ile birlikte, Anadolu mutfaginin 6zelliklerini benimsedikleri, Orta Asya’dan tagidiklar
mutfak kiltiiri ile birlestirerek zenginlestirdikleri goriilmektedir. Daha sonraki doénemde, Osmanli
Imparatorlugu’nun cografi genislemesine paralel olarak, farkli bolgelere ait gastronomik zenginlikler Tiirk mutfag:
biinyesine katilmigtir. Boylece, Tirk mutfagi aslinda bu siiregte bir “flizyon mutfagi” 6zelligi kazanmistir. Bu
nedenle, Tiirk mutfag: yasayan en eski ve en zengin mutfaklardan biridir (Akg6l, 2012; Bilgin ve Samanci; 2008,

Hatipoglu, 2008).
Kitle Turizmi ve Her Sey Dahil Sistemin Gastronomi Turizmine Etkisi

Kitle turizmi, ekonomik turistik {iriinler sunularak genis kitlelerin turizm faaliyetine katilimimi amaglayan turizm
tiirlini ifade etmektedir. Burada amag, fiyatlar1 diisiik bir seviyede tutarak talebi arttirmak ve daha fazla sayida
insanin turizm faaliyetine katilmasini saglamaktir (Hussein ve Sag, 2008). 1950 ve sonrasi donemde, gelismis
tilkelerin ulagsmis olduklar1 ekonomik refah diizeyi bu iilkelerde yasayan her sosyo-ekonomik seviyedeki insanin
kolaylikla seyahat edebilmelerini ve bu sayede kitle turizminin tiim diinyaya yayilmasini ve 6neminin her gecen
giin artmasimi saglamistir (Akoglan, Kozak ve Kozak 1994). Bu donemde gelir diizeyinde meydan galen artisin
yani sira ulastirma teknolojisindeki gelismeler de seyahat etme ve konaklama olanaklarini genis kitleler tarafindan
ulasilabilir hale getirmistir (Aveikurt, Kéroglu ve Sarioglan, 2009). Ulkemizde ise kitle turizmi 1980°li yillardan
sonra gelismeye baglamis, her sey dahil sistemin yayginlasmasiyla olusan rekabet avantajimin da etkisiyle 6zellikle
1990’11 yillardan sonra hizli bir biiyiime kaydetmistir. Tiirk turizm sektoriiniin bu denli hizli biiyiimesinde en 6nde
gelen etmenlerden biri olan her sey dahil sistem, ayni zamanda yarattigi olumlu ve olumsuz sonuglarla sikca

tartisilan konulardan biridir.

Her sey dahil sistem konaklama isletmelerindeki yiyecek igecek tiiketimini artirmakta ve yiyecek igecek

giderlerini toplam maliyetler i¢indeki en 6nemli kalem haline getirmektedir. Bu nedenle isletmeler giderlerini
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disiirmek i¢in yiyecek icecek maliyetlerini azaltma yoluna gitmekte, bu da yiyecek icecek kalitesinin diismesine
yol agabilmektedir. Yiyecek iceceklerin kalitesi ise miisteri memnuniyeti agisindan en Oonemli unsurlardan biri
durumundadir. Bu nedenle miisteri memnuniyeti diismekte, destinasyon ve tiim sektor adina olumsuz bir imaj

olusmaktadir (Ciftci, Diizakin ve Onal, 2007).
Arastirmanin Amaci ve Onemi

Bu aragtirmada iilkemizde yaygin olarak uygulanan her sey dahil sistemin Tirkiye’nin gastronomi turizmi
potansiyeline etkilerinin, Tiirkiye’yi ziyaret eden yabanci turistlerin Tiirk mutfagi ve Tiirk yemekleri ile ilgili
tatmin diizeylerinin, karar verme siirecinde Tiirk mutfak kiiltiiri ve Tiirk yemeklerinin ne kadar etkili oldugunun
belirlenmesi amaglanmaktadir. Giiniimiizde turizm sektoriinde yasanan rekabet ve degisen turist tercihleri
destinasyonlari alternatif turizm {irlinleri gelistirmeye ve turizm tiirlerini ¢esitlendirmeye zorlamaktadir. Bu agidan
bakildiginda iilkemizin sahip oldugu gastronomik zenginlikler ¢cok Onemli bir potansiyel olusturmaktadir.
Gilinlimiizde giderek daha ¢ok sayida insan gastronomik amaclarla seyahat etmekte ve gastronomi turizmi tim
diinyada hizla gelisen énemli bir dzel ilgi turizmi tiirii olarak 6ne ¢ikmaktadir. Ulkemizde gastronomi turizmi
alaninda yapilmis sinirli sayida calisma bulunmakla birlikte, Tiirkiye’de yaygin bir sekilde uygulanan her sey dahil

sistemin gastronomi turizmine etkileri ile ilgili herhangi bir arastirma bu giine kadar yapilmamustir.
Arastirma Sorulari

1.Ulkemizde yaygin olarak uygulanan her sey dahil sistem Tiirkiye’nin gastronomi turizm potansiyelini nasil

etkilemektedir?

2.Tiirkiye’yi ziyaret eden yabanci turistlerin karar verme siirecinde Tiirk mutfak kiiltiirii ve Tiirk yemekleri ne

kadar etkili olmaktadir?
3. Tiirkiye’yi ziyaret eden yabanci turistlerin Tiirk mutfag: ve Tiirk yemekleri ile ilgili tatmin diizeyleri nedir?

4. Tiirkiye’yi ziyaret eden yabanci turistlerin Tiirk mutfagi ve Tirk yemekleri ile ilgili tatmin diizeyleri,

Tiirkiye’yi yeniden ziyaret etme motivasyonlarini ne kadar etkilemektedir?
Arastirmanin Simirhiliklar: ve Kapsam

Bu aragtirma Antalya ili Belek, Alanya ve Manavgat il¢elerinde bulunan ve her sey dahil sistemle hizmet veren
konaklama isletmelerinde kalan siirli sayida yabanci ziyaretginin katilimiyla gerceklestirilmistir. Arastirmada elde
edilen veriler katilimeilarin soru formunda beyan ettikleri cevaplarla sinirlidir. Bu arastirma sinirli zaman ve
finansal kaynak kullanilarak gerceklestirilmistir. Arastirmanin kapsamim1 Antalya ili Belek, Alanya ve Manavgat
ilgelerindebulunan her sey dahil sistemle hizmet veren bes konaklama isletmesinde kalan ve bu arastirmaya
katilmay1 goniilli olarak kabul eden yabanci ziyaretciler olusturmaktadir. Bu arastirmanin gerceklestirildigi
orneklemin Tiirkiye’yi ziyaret eden ve her sey dahil sistemle hizmet veren konaklama isletmelerinde kalan yabanci
turistleri temsil ettigi, arastirmaya katilan ziyaretgilerin kendilerine yoneltilen sorulara ictenlikle ve dogru cevaplar

verdikleri varsayilmaktadir.
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Veri Toplama Yontemi

Tez arastirmasi iki calismadan olusmaktadir. Ingilizce, Almanca ve Rusca dillerinde hazirlanan soru formunun,
dil acisindan uygunlugu, anlasilabilirligi ve uygulanabilirligini test etmek amaci ile bir pilot calisma
gerceklestirilmistir. 34 kisi lizerinden gergeklestirilen pilot ¢aligma sonucunda soru formunun anlagilir ve
uygulanabilir oldugu gdzlenmistir. Soru formunun Ingilizce ve Rusca dillerinde diizeltme gerektirecek bir geri
doniis olmamistir. Almanca hazirlanan soru formunda birka¢ kelime, anadili Almanca olan katilimcilarin

geribildirimleri dogrultusunda degistirilmis ve ana ¢alismada kullanilmistir.

Pilot calismaya Almanya, Rusya, Avusturya ve Ingiltere’den iilkemize gelen 34 yabanci turist katilmistir. 23’
kadin 11’1 erkek olan katilimcilarin yaglar1 18-70 arasinda degismektedir (Ort. =38,21, SS = 15, 10). Katilimcilarin

%37,5’1 medeni durumunun bekar, %34,4’1 evli, %21,9 bosanmig/dul %6,3°1 ise diger oldugunu belirtmislerdir.

Ana arastirmada katilimcilarin belirlenmesinde tesadiifi 6rneklem yontemi benimsenmistir. Arastirmaya
Antalya Belek, Manavgat ve Side ilgelerinde her seydahil sistemde hizmet veren konaklama isletmelerinde kalan,
arastirmaya katilmay1 goniillii olarak kabul eden toplam 264 kisi katilmistir. Yaslar1 14 ve 72 arasinda degisen (Ort.
=40,91, SS=13,51), 6rneklem; 87 erkek, 169 kadindan olusmaktadir.

Ulkemizde her sey dahil sistemde seyahatlerini gerceklestirmekte olan yabanci turistlerin, destinasyon
seciminde 6nemli olan faktorleri ve Tirk mutfag: ile ilgili goriislerini belirlemek amaci ile arastirmac tarafindan
bir soru formu (anket) hazirlanmigtir. Tiirkge hazirlanan ve hem pilot hem de ana ¢alismada kullanilan soru formu
tic boliimden olusmaktadir. Soru formunun 1. boliimiinde katilimcilarin, yas, cinsiyet, egitim, meslek, medeni
durum, aylik gelirleri ve yasadiklar {ilke bilgilerini derlemek amaci ile olusturulmus yedi soru bulunmaktadir. Bu
sorulari, katilimcilarin seyahatleri ile ilgili bilgileri edinmek amaci ile olusturulmus bes soru izlemektedir. Bunlar;
Bu seyahati kiminle gerceklestirdikleri, konakladiklar1 igletme tipi, konaklamanin fiyatlandirmasi ve konakladiklar

yer seciminde nasil karar verdikleri konusundaki sorulardir.

Soru formunun ikinci béliimiinde, katilimeilarin destinasyon segimlerinde etkili olan faktorleri belirlemek amaci
ile olusturulmus yirmi maddeden olusan, besli Likert tipinde bir 6l¢ek yer almistir. Katilimcilardan, 6lgekte yer
alan her bir maddenin, destinasyon se¢iminde ne derece etkili oldugunu isaretlemeleri istenmistir (0= hi¢ etkili
degil, 4 = ¢ok fazla etkili). Soru formunun bu boliimiinde ayrica, katilimcilarin gerceklestirmekte olduklar turizm

faaliyetini nasil tanimladiklar1 ve planladiklar tatil siiresini belirlemeyi amaglayan iki soruya yer verilmistir.

Soru formunun iigiincii ve son bdliimiinde ise katilimcilarin Tiirk Mutfagi hakkindaki deneyim ve diisiincelerini,
ayrica daha Once gastronomi amagli seyahat edip etmediklerini belirlemek iizere hazirlanmms on bir soru yer
almistir. Ayrica bu bolimde katilimcilarin seyahatleri siiresince yedikleri yemekler hakkindaki degerlendirmelerini
iceren dokuz maddeden olusan ve arastirmaci tarafindan hazirlanan bir 6lgek yer almistir. Besli Likert tipinde
hazirlanan bu ol¢ekteki maddelere, katilimcilarin ne derece katildiklarimi belirtmeleri istenmistir (0= hig

katilmiyorum, 4= tamamen katiliyorum).

Soru formunun son kisminda ise, katilimcilarin, seyahatleri siiresince yemek yedikleri mekanlari nasil

degerlendirdiklerini belirlemek amaci ile arastirmaci tarafindan hazirlanan ve on i¢ maddeden olusan bir 6l¢ek yer
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almigtir. Katilimcilardan her bir maddeye ne derece katildiklarini 6l¢ek {izerinde belirtmeleri istenmistir (0= hig

katilmiyorum, 4= tamamen katiliyorum).
Destinasyon Secimini Etkileyen Faktorler Olcegi

Olgegin giivenilirligini test etmek amaci ile 6lcek maddelerinin Cronbach Alpha katsayilar1 hesaplanmustir.
Olgegin i¢ tutarlilik giivenilirlik katsayis1 bulunmustur. Olcegin yap1 gecerliligini test ederek, destinasyon segimine
etki eden faktorlerin, farkli boyutlarda ayrisip ayrismadigini test etmek amaci ile faktor analizi uygulanmistir.
Temel bilesenler (Varimax Rotasyon) teknigi ile iki faktorle sinirlandirilan analiz sonuglarina gore, toplam
varyansin %44,80’ini agiklayan iki faktor elde edilmistir. Maddelerin faktorlere yaptigr yiiklemelerin Eigen
degerleri tabloda sunulmustur. Her iki faktore de .35 {izerinde yiikleme yapan iki madde; “ulasim kolaylig1” ve
“saglik hizmetlerine ulasim kolaylig1” maddeleri, teorik uygunluklar1 agisindan, ayni faktoér altinda toplanan

maddelerin aritmetik ortalamalar1 hesaplanarak elde edilen boyut puanlarinda ikinci boyut altinda yer almistir.

Faktor analizi sonucunda elde edilen ilk boyuta “6zel ilgi turizmi destinasyon se¢imi faktorleri”, ikinci boyuta
ise “kitle turizmi destinasyon se¢imi faktdrleri” adi verilmistir. iki boyuttan olusan dlgegin, birlesiklik gecerliligini
test etmek amaci ile boyut puanlari ortalamasi hesaplanarak, puanlar karsilastirilmistir. “Ozel ilgi turizmi
destinasyon se¢imi faktorleri” puani, faktor analizi sonucunda birinci faktor altinda kiimelenen sekiz, “kitle turizmi
destinasyon secimi faktorleri” puani ise faktdr analizi sonucunda ikinci faktor altinda kiimelenen on iki maddenin
aritmetik ortalamasi alinarak hesaplanmistir. Katilimcilarin, destinasyon se¢iminde etkili olan faktorlerin, “6zel ilgi
turizmi destinasyon se¢imi faktorleri” ve “kitle turizmi destinasyon se¢imi faktorlerinin” puanlari agisindan
farklilasip farklilagmadiklarini test etmek amaci ile t-testi gergeklestirilmistir. T-testi sonuglarina gore katilimeilarin
“kitle turizmi destinasyon se¢imi faktdrleri” ortalama puani (ort. = 2, 66, SS = .67), “6zel ilgi turizmi destinasyon
secimi faktorleri” ortalama puanindan (ort. = 1, 99, SS = .95) istatistiksel olarak anlamli derecede yiiksek
bulunmustur t(232) = 60, 61, p = .00. Yapilan analiz sonuglarina gore Olgegin gegerli ve gilivenilir bir dlgek

oldugunu séylemek miimkiindiir.
Yiyecek i¢ecek Degerlendirme Olgegi

Katilimcilarin, seyahatleri siiresince yedikleri yemekleri nasil degerlendirdiklerini belirlemek amaci ile “yiyecek
icecek degerlendirme Glgegi” arastirmaci tarafindan gelistirilmistir. Toplam dokuz maddeden olusan ve yemeklerin
lezzet, koku, goriiniis, sagliklilik agisindan degerlendirilmesine olanak saglayacak maddelerden olusan dlgek, besli
Likert tipinde puanlanmaktadir (0= hi¢ katilmiyorum, 4= tamamen katiliyorum). Olgek maddelerinin
olusturulmasindan once, gastronomi literatiiriinde yer alan arastirmalar taranmis ve var olan degerlendirme
bicimleri incelenmistir. Bu konuda diger arastirmacilar tarafindan kullanilan yontemler incelendiginde, yemeklerin
tat, koku, goriiniis ve istah acicilik gibi Ozelliklerinin ayr1 ayri sorularla diger bazi ozelliklerinin ise
dlgeklendirilerek olciimlendigi goriilmiistiir (Ozdemir ve Kinay (2004); Sanlier (2005); Akgél (2012); Albayrak
(2013); Dilsiz, (2010); Cagli, (2012). Ilgili literatiirden derlenen maddelerle bu arastirmada bagimli degisken olarak
kullanilacak olan bu degerlendirmenin derecelendirilebilmesi ve daha sonraki ¢aligmalarda da kullanilabilir olmasi

g6z oniinde bulundurularak, bu maddelerin 6lgeklendirilmesine karar verilmistir.
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Bu arastirmada olusturulan ve “yiyecek igecek degerlendirme 6l¢egi” olarak adlandirilan 6lgegin giivenilirligini
belirlemek amaci ile iki yéntem izlenmistir. Olgegin i¢ tutarliligini belirlemek amaci Cronbach Alpha katsayist
hesaplanmustir. Olgegin (split-half) iki yarim giivenilirligini belirlemek icin ise Spearman-Brown katsayist
hesaplanmustir. Olgegin Cronbach Alpha katsayis1 .87, Spearman-Brown katsayisi ise .82°dir. Her iki yontem de
Olcegin gecerliliginin kabul edilebilir diizeyde olugunu gdstermistir. “Yiyecek igecek degerlendirme 6lgegi”, tek
boyuttan olustugu icin, yap1 gecerliligi test edilememistir. Olgegin goriiniis gecerliligi oldugunu sdylemek, ilgili
literatiir bulgular1 da dikkate alindiginda miimkiindiir.

Restoran Degerlendirme Olgegi

Yiyecek ve iceceklerin tat, koku, goriiniis v.b. 6zelliklerinin yaninda sunum sekli, sunan personelin nitelikleri ve
sunulan mekanin fiziksel ozelliklerinin de begeni diizeyini etkiledigi bilinmektedir. Bu nedenle yiyecek ve
iceceklerin genel begeni diizeyi ile ilgili eksiksiz bir degerlendirme yapilabilmesi i¢cin menii, yemek yenen
mekanlarin fiziksel dzellikleri ve servis ile ilgili algilarin da dlgiimlenmesi gerekmektedir. Olcek maddelerinin
olusturulmasindan Once, gastronomi literatiiriinde yer alan aragtirmalar taranmis ve var olan degerlendirme
bicimleri incelenmistir. Mekan degerlendirmelerinde genellikle iki ya da ii¢ boyutun 6ne ¢iktig1 goriilmiistiir. Bu
boyutlar; restoranin 1siklandirma, ses, miizik, havalandirma ve koku gibi fiziksel ozellikleri, meniiye iliskin
ozellikler ve servis personelinin ozellikleridir. Daha Onceki aragtirmalarda kullanilan ve mekan o6zelliklerinin
degerlendirilmesi igin kullanilabilecek olan bazi maddeler belirlenmistir. Ilgili literatiir 1s181nda, bu arastirmada
yabanci turistlerin yemek yenen mekanlarla ilgili algilarmi belirlemek igin, arastirmaci tarafindan “restoran
degerlendirme 6lgegi” gelistirilmistir. On ii¢ maddeden olusan bu 6lgekte besli Likert dlgiimlemesi kullanilmigtir

(0= hig katilmiyorum, 4= tamamen katiliyorum).

Bu 6lcegin giivenilirligini belirlemek amaci ile iki yontem izlenmistir. Olgegin i¢ tutarliligini belirlemek amaci
ile Cronbach Alpha katsayis1 hesaplanmugtir. Olgegin (split-half) iki yarim giivenilirligini belirlemek icin ise
Spearman-Brown katsayisi hesaplanmistir. Olgegin Cronbach Alpha katsayis1 .80, Spearman-Brown katsayisi ise
.76°dir. Her iki yontem de dlgegin gegerliliginin kabul edilebilir diizeyde olugunu géstermistir. Olgegin yap1
gecerliligini test etmek amaci ile faktor analizi uygulanmistir. Temel bilesenler (Varimax Rotasyon) teknigi ile {i¢
faktorle sinirlandirilan analiz sonuglarina gore, toplam varyansin %63,96’ini agiklayan, ii¢ faktor elde edilmistir.
Maddelerin faktorlere yaptigi yiiklemelerin Eigen degerleri tablo12’de sunulmustur. Faktor analizi sonuglari
incelendiginde, Olcek maddelerinin faktorler altinda beklenen sekilde kiimelendigi goriilmektedir. Birinci faktor
altinda yiiklenen iki maddenin, ikinci faktor altinda da Eigen degeri .35’den biiyiik yiikleme yaptigi goriillmektedir.
Teorik uygunluklar1 da diigiiniilerek “serviste kullanilan malzemeler temizdi” ve “serviste kullanilan malzemeler
kaliteliydi” maddelerinin ikinci faktor altinda puanlamalar1 uygun oldugu diistiniilmektedir. Bu iki maddenin ikinci
Faktor altinda degerlendirildigi son durumda, faktdr analizi sonucunda elde edilen ilk boyuta “personel 6zellikleri”,
ikinci boyuta ise “servis ve menii”, li¢lincii boyuta ise “fiziksel 6zellikler” isimleri verilmistir. Daha sonraki
analizlerde ve arastirmalarda kullanabilmek amaci ile, bu alt boyutlarin ortalama puanlart hesaplanmigtir. Boyut
puanlar1 her bir faktor altinda elde edilen puanlarin aritmetik ortalamasinin hesaplanmasi yolu ile belirlenmistir.
Arastirmada kullanilan her ii¢ Olgegin, daha sonraki analizlerde kullanilabilmesi i¢in, boyut puanlari yaninda

toplam puanlari da hesaplanmustir.

86



Journal of Tourism and Gastronomy Studies 4/3 (2016) 76-100

BULGULAR

Calismanm ilk kisminda tiim &rnekleme ait demografik bulgular, say1 ve yiizdeleri ile belirtilmistir. Ikinci
kisimda, arastirmada kullanilan “destinasyon se¢im kararimi belirleyen faktorler”, “yiyecek igecek degerlendirme”
ve “restoran degerlendirme” Slgeklerinin bagimli degiskenler, demografik 6zellikler ve diger sorularin bagimsiz
degiskenler olarak kullanildigi, karsilastirmali analiz sonuglari sunulmustur. Aragtirmaya katilan ziyaretgilerin
%64,02°sini kadin, %33,98’ini erkekler olusturmaktadir. Sekiz katilimci ise cinsiyet belirtmemistir. Medeni
durumunu belirten ziyaretgilerin %55,42 evli, %25,42’si bekar, %15,42’si bosanmustir. %3,75’1 medeni durumunu
diger (dul, birlikte yasiyor vb) olarak belirtmistir. Arastirmaya katilan ve geldigi iilkeyi belirten ziyaretcilerin
geldikleri {ilkelerin dagilimi %63,26’s1 Almanya; %15,15°’1 Rusya Federasyonu; %6.,44’li Hollanda; %6,06’s1
Birlesik Krallik ve %2,82’si diger olarak tespit edilmistir. Arastirmaya katilanlardan “Bu seyahatinizi kiminle
gerceklestiriyorsunuz?” sorusunu yanitlayanlarin %48,4°l es/sevgili, %25,4’1 aile, %17,5’1 arkadas gurubu ile
seyahat ederken, %8,7’1 seyahatlerini yalnmiz gergeklestirmektedir. Bu seyahatiniz siliresince nerede
konakliyorsunuz?” sorusunu yanitlayan katilimcilarin %84,8°1 4-5 yildizli, %11,7’si 1-2-3 yildizli oteller, %3,4’1
ise diger (tatil koyii, apart, pansiyon, kamping vb.) konaklama isletmelerinde kalmaktadir. Katilimeilarin %35,6’s1
kalmakta oldugu konaklama isletmesini seyahat acentesi araciligi ile; % 27,7’si internetten sahsen; %19,7’si
yakinlarin tavsiyesi ile; %141 Tiirkiye’ye geldikten sonra sahsen; %3,1°1 ise diger yontemlerle belirlemistir.
Gergeklestirmekte oldugunuz turizm faaliyetini nasil tanimliyorsunuz? Sorusunu yanitlayan katilimcilarin %72,8’1
gerceklestirmekte oldugu turizm faaliyetini deniz ve gilines turizmi olarak tamimlarken, %11,5°1 eglence ve
rekreasyon, %6,4’1 saglik, %4,7’si kiiltiir, %2,1°1 i, %1,3’1 gastronomi ve %0,9 doga turizmi olarak gérmektedir.
“Tiirkiye’ye gelmeden once Tiirk yemeklerini denemis miydiniz?” sorusunu yanitlayan 260 ziyaretcinin %65,4’°1
Tiirk yemeklerini daha once denedigini belirtirken, Tiirk yemeklerini ilk kez Tiirkiye’de deneyenlerin orani
%34,6’dir. “Tiirkiye’ye gelmeden once Tirk yemeklerini nerede denediniz?” Sorusunu yanitlayan ziyaretgilerin
%56,3’1 restoran, %27,5’i kendi evimde ya da arkadagimin evinde, %16,2’si ise diger cevabini vermislerdir.
“Tiirkiye’ye gelmeden once Tiirk yemekleri hakkindaki fikriniz nasild1?” Sorusunu yanitlayan katilimcilarin
%49,01°1 Tiirkiye’ye gelmeden once Tiirk yemekleri hakkindaki fikirlerinin olumlu, %33,20’si ne olumlu ne
olumsuz, %13,04’i ¢ok olumlu ve %0,4’{ ¢ok olumsuz oldugunu belirtmislerdir. “Su an Tiirk yemekleri ve Tiirk
mutfagi hakkindaki diisiinceleriniz neler?” sorusunu yanitlayan ziyaretgilerin ise %58,53’ii olumlu, %24,81°i ¢cok

olumlu, %13,18’i ne olumlu ne olumsuz, %2,33’1 olumsuz, %1,16’s1 ¢ok olumsuz diistindiiklerini belirtmislerdir.

Tablo 1: Seyahat Igin Tiirkiye Tercihinde Tiirk Mutfaginin Etkisi

Kisi Sayis1 Gecerli Yiizdesi (%)

Hig olmad1 20 7.9

Cok az oldu 33 13.0

Biraz oldu 81 32.0
Oldukga fazla oldu 92 36.4

Cok fazla oldu 27 10.7

Gegerli Toplam 253 100.0
Yanitsiz 11

Toplam 264

87



Journal of Tourism and Gastronomy Studies 4/3 (2016) 76-100

“Bu seyahatiniz i¢in Tiirkiye’yi tercih etmenizde Tirk mutfagmin etkisi oldu mu?” sorusunu yanitlayan
katilimcilarin, %36,4’1i oldukga fazla oldu, %32’si biraz oldu, %131 ¢cok az oldu, %10,7’si ¢cok fazla oldu cevabini
verirken, %7,9’u hi¢ olmadi cevabinm1 vermistir. “Tiirkiye’ye tekrar gelmeyi diisiiniirseniz bunda Tiirk mutfaginin
etkisi olur mu?” Sorusunu yanitlayan katilimcilarin %33,2’si biraz, %31,4’1 oldukea fazla, %16,4’1 ¢ok az, %8,8’1
cok fazla olur cevabimi verirken, %10,2’si Tiirkiye’ye yeniden gelme kararinda Tiirk mutfaginin hic etkili

olmayacagini belirtmistir.

“Daha Once gastronomik amacli seyahat ettiniz mi?” Sorusunu yanitlayan ziyaretgilerin %79,1°1 hayir cevabini
verirken %20,9’u daha 6nce gastronomi amach turizm faaliyetine katildigini belirtmistir. “Tiirkiye'ye gastronomi
amagli bir seyahat gerceklesse katilmayr diisiiniir miislinliz?” sorusunu yanitlayan katilimcilarin %61,5°1
Tiirkiye’de gerceklestirilecek olan bir gastronomi seyahatine katilmayacagini belirtirken, bu soruya olumlu cevap
verenlerin orani %38,5’dir. “Tatiliniz siiresince en ¢ok nerede yemek yemeyi tercih ettiniz?" sorusunu yanitlayan
katilmeilarin %67,2’si en ¢ok konakladiklar1 igletmede, %19,2°si yerel restoranlarda, %8,8’i uluslararasi
restoranlarda, %2,4’1 zincir restoranlarda yemek yemeyi tercih ettiklerini belirtmislerdir. “Tatiliniz siiresince daha
cok hangi yemekleri tercih ettiniz?” sorusunu yanitlayan katilimcilarin %44,7°si diinya mutfagi, %34,1°1 Tiirk

mutfagi, %15,7’si kendi iilkesinin mutfagi, %2,7si fast food yemekleri tercih ettigini belirtmistir.
Destinasyon Secimini Etkileyen Faktorler: Betimleyici Bulgular

Destinasyon se¢imini etkileyen faktorlerin ortalama, standart sapma ve cevap segeneklerinin yiizdelik degerleri

Tablo 2’de sunulmustur.

Tablo 2: Destinasyon Seg¢imini Etkileyen Faktorlerin Tiim Katilimcilar igin Ortalama, Standart Sapma ve Cevap

Seceneklerinin Yiizdelik Degerleri

Oort. Ss %

Destinasyon se¢imini etkileyen faktorler Hic Cok az Biraz Olduk¢a Cok
fazla fazla
Daha 6nceki ziyaret tecriibem 2,56 1,24 11,6 7,9 14,4 44,7 21,4
Fiyat 2,62 1,05 7,8 3,7 23,5 48,8 16,1
Dogal ve cografi zenginlikler 2,54 1,10 6,9 7,9 27,8 39,4 17,6
fklim ve hava kosullarn 3,28 0,90 2,8 2,3 6,4 40,8 47,7
Tarihi zenginlikler 2,18 1,26 12,1 18,7 24,8 28 16,4
Kiiltiirel zenginlikler 2,19 1,27 12,2 18,3 24,9 21,2 17,4
Mutfak kiiltiirii ve gastronomik zenginlikler 2,43 1,19 10,2 9,3 26,4 35,6 18,5

Eglence ve rekreasyon olanaklari 2,80 1,05 6,5 3,2 18,4 47,9 24
Ucuz aligveris olanaklar: 2,56 1,16 7,9 8,3 25,9 35,6 22,2
Konaklama kosullarinin kaliteli olmasi 2,93 1,11 6,9 5,1 8,3 47,9 31,3
Seyahat acentesinin tavsiye ve yonlendirmesi 2,24 1,33 15,4 145 18,7 33,2 18,2

Arkadas akraba tavsiyesi 2,25 1,38 16,8 12,6 215 27,1 22
Akraba arkadas ziyareti 1,64 1,53 37,8 12 14,8 19,6 15,8
Ozel organizasyonlara katilma (festival kongre fuar) 1,50 1,42 34,8 21,4 15,2 16,7 11,9
Ulasim kolaylig 2,53 1,22 10,8 7,1 22,2 38,2 21,7
Kutsal yerleri ziyaret edebilme imkéan 1,87 1,37 22.4 19,2 29 22 14,5
Popiilerlik 2,80 1,12 7,5 3,8 17,8 42,7 28,2

Giivenlik 2,90 1,08 6 4,2 14,4 44,4 31
Saglik hizmetlerine ulasim kolayligi 2,59 1,18 9,7 6,9 19,8 42,4 21,2
Vize kolayhgi 2,62 1,34 12,2 10,8 10,8 35,7 30,5
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Arastirmaya katilan tiim yabanci turistlerin destinasyon se¢imini etkileyen faktorleri incelendiginde, “iklim ve
hava kosullarinin™ en yiiksek ortalamaya sahip oldugu goriilmektedir. En diisiik ortalamaya sahip madde ise “6zel

organizasyonlara katilma” (festival, kongre, fuar...) maddesidir.
Destinasyon Secimini Etkileyen Faktorler: Gruplar Arasi Karsilagtirmalar

Destinasyon se¢imini etkileyen faktorlerin demografik degiskenlere gore farklilik gosterip gdstermedigini test
etmek amaci ile yedi farkli tek yonlii varyans analizi (ANOVA) gergeklestirilmistir. ANOVA karsilastirmalari; yas,
cinsiyet, daha 6nce Tiirkiye’yi ziyaret, seyahatin kiminle gerceklestirildigi, gerceklestirilen turizm faaliyetinin nasil
tanimlandig, Tiirkiye’ye gelmeden 6nce Tiirk yemegi denenip denenmedigi ve Tiirk yemekleri hakkindaki fikirleri
degiskenleri tizerinden yapilmistir. Yapilan tek yonlii varyans analizi sonuglarina gore, katilimcilarin destinasyon
tercihlerinden, “arkadas akraba tavsiyesi” ve “seyahat acentesinin tavsiye ve yonlendirmesi” maddelerinde yas
gruplaria gore anlaml farklilasma gozlenmistir. Yapilan post-hoc analiz sonuglarina gore, yaslar1 30’un altinda
olan grup ve yaslar1 51-72 arasinda olan grup arasinda “akraba arkadas tavsiyesi” maddesindeki fark anlamlidir.
Yaglart 30’un altinda olan grubun destinasyon se¢iminde arkadas ve akraba tavsiyesini dikkate alirken orta yas
iizeri grubun bu maddeyi daha az dikkate aldigi sOylenebilir. “Seyahat acentesinin tavsiye ve yonlendirmesi”
maddesinde ise yaslari 30’un altinda olan grubun ortalamasinin diger iki yas grubundan da daha yiiksek oldugu
gozlenmektedir. “Ucuz aligveris olanaklar1”, “tarihi zenginlikler”, “iklim ve hava kosullar’”, ve “daha Onceki
ziyaret tecriibem” maddelerinde kadinlarin erkeklerden anlamli olarak daha yiiksek ortalamaya sahip olduklari
gozlenmektedir. Ayrica istatistiksel olarak anlamli olmasa da kadinlarin tim maddelerdeki ortalamalari
erkeklerinkinden daha yiiksektir.

Tablo 3: Destinasyon Secimini Etkileyen Faktérlerin Daha Once Tiirk Yemegi Deneyip Denememe Durumuna
Gore Ortalama Puanlar1 ve F degerleri

Tiirkiye’ye gelmeden _onge_Turk yemegi denemis Evet Hayir
miydiniz?

Ort. Ort.
Ss Sss F P

Daha onceki ziyaret tecriitbem 2,61 2,47 0,57 0,45
1,16 1,41

Fiyat 2,67 2,51 1,13 0,29
0,97 1,22

Dogal ve cografi zenginlikler 2,56 2,51 0,07 0,79
0,96 1,37

iklim ve hava kosullar 3,27 3,34 0,25 0,62
0,85 1,00

Tarihi zenginlikler 2,36 1,72 12,78 0,00
1,16 1,35

Kiiltiirel zenginlikler 2,40 1,67 16,49 0,00
1,18 1,30

Mutfak kiiltiirii ve gastronomik zenginlikler 2,64 1,96 16,38 0,00
1,06 1,33

Eglence ve rekreasyon olanaklari 2,88 2,63 2,67 0,10
0,97 1,20

Ucuz ahsveris olanaklarn 2,66 2,38 2,63 0,11
1,10 1,25

Konaklama kosullarinin kaliteli olmasi 3,10 2,64 8,15 0,00
0,96 1,30

Seyahat acentesinin tavsiye ve yonlendirmesi 2,26 2,21 0,05 0,83

89



Journal of Tourism and Gastronomy Studies 4/3 (2016) 76-100

1,26 1,46

Arkadas akraba tavsiyesi 2,29 2,17 0,33 0,57
1,31 1,55

Akraba arkadas ziyareti 1,79 1,23 6,09 0,01
1,48 1,55

Ozel organizasyonlara katilma (festival kongre 1,68 1,03 10,00 0,00

fuar) 1,36 1,39
2,57 2,39 0,91 0,34

Ulasim kolayhg 1,12 1,41

Kutsal yerleri ziyaret edebilme imkam 1,97 1,62 3,03 0,08
1,31 1,45

Popiilerlik 2,80 2,79 0,01 0,94
1,06 1,26

Giivenlik 2,97 2,71 2,56 0,11
0,96 1,29

Saghk hizmetlerine ulasim kolayhg 2,67 2,36 3,18 0,08
1,07 1,37

Vize kolayhg: 2,47 2,90 4,68 0,03
1,37 1,26

N 146 66

Tiirkiye’ye gelmeden once Tiirk yemeklerini denemis olan katilimcilarin, “tarihi zenginlikler”, “kiiltiirel
zenginlikler”, “mutfak kiiltiirii ve gastronomik zenginlikler”, “konaklama kosullarinin kaliteli olmas1”, “akraba
arkadas ziyareti” ve “0zel organizasyonlara katilma (festival kongre fuar)” maddelerinden elde ettikleri ortalamalar,
daha once Tiirk yemegi denememis olan katilimcilardan istatistiksel olarak anlamli diizeyde yiiksektir. Vize
kolaylig1 maddesinde ise Tiirkiye’ye gelmeden once Tiirk yemeklerini denememis olan katilimcilarin puanlarinin

istatistiksel olarak anlamli diizeyde daha yiiksek oldugu gozlenmektedir.

Yapilan post-hoc analizler, Tiirkiye’ye gelmeden once Tiirk yemekleri hakkinda ¢ok olumlu diisiinen

99 99 ¢

katilimeilarin; “tarihi zenginlikler”, “kiiltiirel zenginlikler”, “mutfak kiiltiirii ve gastronomik zenginlikler”, “eglence
ve rekreasyon olanaklar1”, “ucuz aligveris olanaklar1”, “6zel organizasyonlara katilma (festival kongre fuar)” ve
“saglik hizmetlerine ulasim kolaylig1” maddelerinde, diger gruplardakinden “olumlu” ve “ne olumlu ne olumsuz”
diisiinenlerden istatistiksel olarak anlamli derecede yiiksek puan elde ettiklerini gostermistir. “Kutsal yerleri ziyaret
edebilme imkan1” maddesinde ise, “ne olumlu ne olumsuz” ve “gok olumlu” disiinen katilimcilarin ortalamalar

anlaml diizeyde farkli bulunmustur.
Yiyecek Icecek Degerlendirme Olcegi ve Restoran Degerlendirme Olcegi Betimleyici Bulgular

Tablo 4: Yiyecek Icecek Degerlendirme Olcegi maddeleri ortalamalari

Ort. Sss
Lezzetli 3,16 0,80
Saglikli ve besleyici 2,93 0,88
Cesitlilik agisindan tatmin edici 3,15 0,82
Koku ve goriniis olarak istah agici 3,11 0,82
Porsiyonlar doyurucu 3,44 0,96
Kendine has —orijinal 2,90 0,92
Kullanilan malzemeler taze 3,27 0,70
Temiz ve hijyenik 3,23 0,78
Yemekleri genel olarak begendim 3,31 0,72
Genel ortalama 3,17 0,57
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Katilimcilarin seyahatleri boyunca Tiirkiye’de yedikleri yemeklere iligkin degerlendirmelerinde en begenilen {i¢
ozellik sirasiyla porsiyonlarin doyurucu olmasi (3,44), kullanilan malzemelerin taze olmasi (3,27), yemeklerin
temiz ve hijyenik olmasidir (3,23). Katilimcilar tarafindan en az begenilen O6zellikler ise yemeklerin kendine

has/orijinal (2,90), saglikli ve besleyici (2,93), koku ve goriiniis olarak istah acici (3,11) olmasidir.

Tablo 5: Restoran Degerlendirme Olgegi Boyutlar: ve Maddeleri Ortalamalar1

Restoran Degerlendirme Olgegi Boyutlan ve Maddeleri Ort. S:s

Personel 3,32 0,75
Personel iletisimi yeterliydi 3,35 0,76
Personel ilgili, kibar ve anlayishyd1 3,34 0,78
Personel yetenekli ve tecriibeliydi 3,43 0,70
Personel menii yiyecek ve igecekler hakkinda yeterince bilgi Sahibiydi 3,36 0,71
Personel goriiniis agisindan temiz ve bakimlydi 3,26 0,78
Fiyat agisindan makuldii 3,15 0,79

Servis ve Menii 3,18 ,89
Servis siiresi makuldii 3,26 1,55
Serviste kullanilan malzemeler kaliteliydi 3,22 0,78
Serviste kullanilan malzemeler temizdi 3,30 0,73
Sunulan menii anlasilird: 3,07 0,77
Menii gesitlilik agisindan tatmin ediciydi 3,14 0,77
Menii ile yemekler uyumluydu 3,10 0,71

Fiziksel ozellikler 3,38 2,18
Fiziksel 6zellikler (Sicaklik, miizik, koku, mimari ve dekorasyon, rahathik, temizlik) tatmin 3,38 2,18
ediciydi

Genel ortalama 3,26 0,93

Katilmcilarin seyahatleri siiresince yemek yedikleri yerlerle ilgili degerlendirmelerinde en begenilen boyut
fiziksel o6zellikler (3,38), ikinci olarak personel (3,32) ve en az begenilen boyut ise servis ve menii (3,18) olarak

gerceklesmistir.

Destinasyon Se¢imi Kitle Turizmi Faktorleri, Destinasyon Se¢imi Ozel Ilgi Turizmi Faktérleri, Restoran
Degerlendirme Faktorleri Ve Yiyecek Icecek Degerlendirme Puanlarinin Bagimsiz Degiskenler Agisindan

Karsilastirilmasi

“Arastirmada kullanilan 6l¢eklerden elde edilen puanlarin, katilimcilarin demografik 6zelliklerine gore degisip
degismedigini test etmek amaci ile bes ayr1 tek yoOnlii varyans analizi gerceklestirilmistir. Yas, cinsiyet,
katilimcilarin geldikleri tilke, medeni durumlar1 ve seyahati kimlerle gergeklestirdikleri, her bir analizde bagimsiz
degisken, “destinasyon se¢imini etkileyen faktorler dlgegi” alt boyutlart olan “6zel ilgi turizmi destinasyon se¢imi
faktorleri” ve “kitle turizmi destinasyon se¢imi faktorleri” puanlari; “yiyecek icecek degerlendirme olgegi”

ortalama puani, ve “restoran degerlendirme 6lgegi” boyutlar olan “personel 6zellikleri”, “servis ve meni” ve

“fiziksel 0zellikler” puanlar1 bagiml degiskenler olarak kullanilmistir.
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Bagimsiz degiskenlerden yas degiskeninin varyans analizinde kullanilabilmesi i¢in, bu degisken kategorik hale
dondstiiriilmistiir. 30 yasina kadar olan katilimeilar geng (%31), 31-50 yas arasi katilimcilar orta yas (%38), 51-72
(%31) yas aras1 katilimcilar ise orta yas lstili olarak siniflandirilmislardir. Tek yonlii varyans analizi sonuglar ii¢
kategoriye ayrilmis yasa gore katilmcilarin, “destinasyon secimini etkileyen faktorler”, “yiyecek igecek

degerlendirme” ve “restoran degerlendirmesi” acgisindan farklilagsmadigini géstermistir.

Tablo 6: Destinasyon Se¢imini Etkileyen Faktorler, Restoran Degerlendirme Olgegi ve Yiyecek Icecek

Degerlendirme Olgegi Boyutlarmin Cinsiyete Gore Ortalama Puanlar1 ve F Degerleri

Cinsiyet Kadin Erkek
Ort. Ort. F P
S.s S.s
Destinasyon Sec¢imi Kitle 2,73 2,49 6,67 0,01
Turizmi Faktorleri* 0,62 0,74
Ozel Tlgi Turizmi Destinasyon 2,07 1,76 6,00 0,02
Secimi Faktorleri* 0,92 0,95
Restoran Degerlendirmesi 3,39 3,23 2,82 0,09
Personel 0,54 0,68
Restoran Degerlendirmesi 3,25 3,10 2,47 0,12
Servis ve menii 0,57 0,76
Restoran Degerlendirmesi 3,30 3,63 1,03 0,31
Fiziksel ozellikler 0,63 3,69
Yiyecek icecek Degerlendirme 3,23 3,10 2,41 0,12

Cinsiyetin bagimsiz degisken olarak kullanildigi tek yonlii varyans analizi sonuglarina gore ise kadm ve
erkeklerin “destinasyon secimi faktorlerinde” anlamli derecede puan farki oldugu, kadinlarin hem “kitle turizmi
faktorleri” hem de “6zel ilgi turizmi destinasyon se¢imi faktorleri” puanlarinin erkeklerden daha yiiksek oldugu
bulunmustur. Yapilan tek yonlii varyans analizi, Rusya’dan gelen turistlerin diger iilkelerden gelen turistlerden,
“Ozel ilgi turizmi destinasyon se¢imi faktorleri” ve “yiyecek icecek degerlendirme” degiskenlerinde farklilastigini
gostermistir. Rusya’dan gelen turistlerin, bu degiskenlerden elde ettikleri puan, diger iilkelerden gelen katimcilara
gore anlamli olarak diisik bulunmustur. Katilimcilarin medeni durumlarina gore yapilan tek yonlii varyans
analizinde, katilimcilarin 6lgek puanlarinin, medeni durumlarina gore farklilasmadigi bulunmustur. Tiirkiye’ye
gelmeden once Tiirk yemeklerini deneyen ve denemeyen katilimcilarin yiyecek icecek degerlendirme olcegi
maddelerinin ortalamalarina baktigimizda, Tiirkiye’ye gelmeden o6nce Tiirk yemeklerini deneyen katilimcilarin

199 99

ortalamalarinin tiim maddeler icin, denemeyen katilimcilarinkinden yiiksek oldugunu, “saglikli ve besleyici”,

kendine has/orijinal”, “kullanilan malzemeler taze”, “temiz ve hijyenik” ve “yemekleri genel olarak begendim

maddelerinde” ise istatiksel olarak anlamli derecede yiiksek oldugunu gérmekteyiz.

Yapilan post-hoc testler “yiyecek icecek” ve “servis ve menii” degerlendirmesi puanlarinda, “diinya mutfag:”
degerlendirmesi puaninin, “kendi {ilkemin mutfag1” puanindan anlamli derecede yiliksek oldugu goriilmiistiir.
Katilimcilarin Tiirkiye’ye gelmeden once ve su anda Tirk yemekleri hakkindaki fikirlerinin, tercih ettikleri
mutfaklara gore farklilik gdsterip gostermedigini test etmek i¢in yapilan tek yonlii varyans analizi sonuglarina gore,

her iki bagimsiz degisken i¢in de tercih edilen mutfaklar arasinda anlamli bir fark olmadigi bulunmustur (Tirkiye
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ye gelmeden once Tirk yemekleri hakkindaki degerlendirmesi, F=2,325, p =,076; Su an Tiirk yemekleri ve Tiirk
mutfagi hakkinda degerlendirmesi, F=1,966, p =,120).

Tiirkiye'ye Gastronomik Amach Bir Seyahat Gerceklesse Katilmay1 Diisiinen Ve Diisiinmeyenlerin Daha

Onceki Gastronomik Seyahat Tecriibelerine Gore Dagilimi

Tablo 7: Tiirkiye’ye Gastronomik Amacli Seyahat Edip Etmeme ve Daha Once Gastronomi Amach Seyahat Edip

Etmeme Capraz Tablolama Sonuglar1

Tiirkiye'ye gastronomik amagl: bir seyahat gergeklesgse katilmay: diigiiniir miisiiniiz?
Hayir Evet Toplam

Hayir Sayt 119 46 165
% 72,12 27,88 100
%toplam 58,05 22,44

Evet say1 10 30 40
% 25 75 100
%toplam 4,88 14,63 19,51
Toplam  say1 129 76 205
Toplam % 62,93 37,07 100

Daha 6nce gastronomi amach seyahat ettiniz mi?

Daha 6nce gastronomik amagh seyahat etmeyen toplam 165 kisiden 119’u (%72,12), Tiirkiye'ye gastronomik
amagh bir seyahat gerceklesse katilmayr diisiinmedigini, 46 kisi ise (%27,88) katilabilecegini, belirtmistir. Daha
once gastronomik amagli seyahat eden toplam 40 kisiden 30’u (%75), Tiirkiye'ye gastronomik amacli bir seyahat
gerceklesse katilmayr diistindiigiinii, 10 kisi ise (%25) katilmayacagini belirtmistir. Tiirkiye’de Gastronomik
seyahat gerceklestirebileceklerin %75, daha 6nce gastronomik amagla seyahat edenlerden, %25°1 ise daha 6nce hig

gastronomik amagli seyahat etmeyenlerden olugmaktadir.
Tiirkiye'ye Gastronomik Amach Bir Seyahate Katilma Niyetini Belirleyen Faktorler: Regresyon Analizi

Tirkiye’ye gastronomik amacgli bir seyahat diizenlenmesi halinde buna katilimi belirleyecek olan olasi
degiskenlerin, bagimli degiskeni (Tirkiye’ye gastronomik amagli bir seyahat gergeklesirse, katilmayi diisiiniir
miisiiniiz? O=hayir, 1 = evet, ort. 0,38, ss = O, 47) ne derece yordadigini belirlemek amaci ile bes asamali regresyon
analizi gergeklestirilmistir. Bu analizde bes bagimsiz degisken kullanilmustir. Bu degiskenler; “Tiirkiye’ye
gelmenizde Tiirk mutfaginin etkisi oldu mu?” (0 = hig, 4 = ¢ok fazla), “Su an Tiirk yemekleri ve Tiirk mutfagi
hakkinda diisiinceleriniz nasil?” (0 = ¢ok olumsuz, 4 = ¢ok olumlu), “Daha Once gastronomi amacli seyahat
gerceklestirdiniz mi?” (0 = hayir, 1 = evet), “yiyecek icecek degerlendirme 6lgegi” puani (min.= 1, max. = 4), “6zel

ilgi turizmi destinasyon sec¢imi faktorleri” puani (min.= 1, max. = 4).
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Tablo 8: Tiirkiye’ye Gastronomik Amagli Seyahate Katilimi Belirleyen Faktorler Regresyon Analizi

Oort. Beta R2 degisimi t p
(ss)
1. Asama Tiirkiye’ye gelmenizde Tiirk 3,30 0,069 ,018 0,965 0,34
mutfaginin etkisi oldu mu? (1,06)
2. Asama “Su an Tiirk yemekleri ve Tiirk 4,00 0,002 ,000 0,031 0,98
mutfagi hakkinda diisiinceleriniz neler? 0,77)
3. Asama “Daha 6nce gastronomi amagl 1,20 0,333 ,125 5,239 0,00
seyahat gerceklestirdiniz mi?” (0,39)
4.Asama “yiyecek i¢ecek degerlendirme 3,18 0,034 ,002 0,486 0,63
Olgegi” puant (0,53)
5. Asama “6zel ilgi turizmi destinasyon 1,99 0,090 ,006 1,293 0,20
secimi faktorleri” puam (0,95)

Asamal1 regresyon analizine dahil edilen bes bagimsiz degisken, toplam varyansin %39’un1 agiklamistir. Bu
degiskenlerden daha once gastronomik amagli seyahat gergeklestirmis olmak, katilimcilarin Tiirkiye’ye
gastronomik amagli seyahat gerceklestirip gergeklestirmeyeceklerini istatistiksel olarak anlamli sekilde belirleyen

tek degisken olmustur.
SONUC VE ONERILER

Arastirmaya katilan ve geldikleri {ilkeleri belirten ziyaretcilerin %63,26’smin Almanya, %15,15’inin Rusya
Federasyonu, %6,44’{iniin Hollanda, %6,06’siin Birlesik Krallik ve %2,82’sinin diger iilkelerden gelmis oldugu
goriilmektedir. Antalya iline gelen ziyaretgilerin geldikleri {ilkelere gore siralamasina baktigimizda ilk dort sirayi,
Rus, Alman, Hollandali ve Ingiliz ziyaretcilerin aldigim gérmekteyiz. Katilimeilarin %35,6’s1 kalmakta oldugu
konaklama isletmesini seyahat acentesi aracilig ile; %27,7’si internetten sahsen; %19,7’si yakinlarin tavsiyesi ile;
%141 Tiirkiye’ye geldikten sonra sahsen; %3,1’i ise diger yontemlerle belirledikleri goriilmektir. Internet ve
sosyal medya kullaniminin tiim diinyada hizla yayginlasmasi, bagimsiz seyahat sayisim1 her gegen giin
arttirmaktadir. Yapilan bazi arastirmalar tur operatorii ve seyahat acentelerinin yakin bir gelecekte geleneksel
islevlerini yerine getirerek varliklarini devam ettirmelerinin giderek zorlasacagini, bu aracilarin kimi islevlerinin
internet ve sosyal medya tarafindan yerine getirilmeye baslandigin1 gostermektedir. Bu aragtirmanin 6rneklemini
olusturan kitlenin tipik kitle turizmi katilimcilar1 olduklari ve bu turistlerin destinasyon se¢iminde, seyahat acentesi
araciligi ve yonlendirmesinin diger turist tiplerine oranla daha belirleyici oldugu géz oniinde bulunduruldugunda
katilimeilarin yaklasik %65’ inin destinasyon se¢imini aracilar disindaki faktorlere gére yapmis olmalari séz konusu
arastirmalarla paralellik gostermektedir. Arastirmaya katilan ziyaretcilerin toplam %84,3’ii gergeklestirmekte
olduklar1 turizm faaliyetini eglence ve rekreasyon, deniz ve giines turizmi olarak tanimlamaktadir bu da 6rneklemin

kitle turizmi katilimcisi olma 6zelligini ortaya koymaktadir.

Katilimeilarin %65,4liniin Tiirkiye’ye gelmeden once Tiirk yemeklerini denemis olduklarini gérmekteyiz. Bu
durumun, gerek ziyaretcilerin geldikleriiilkelerle cografi yakinlik gerekse bu iilkelerde yasayan Tiirk niifusun

yogun olmasindan kaynaklandigi diistiniilebilir. Katilimcilarin Tiirkiye’ye gelmeden once Tiirk yemekleri
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hakkindaki goriislerine baktigimizda toplam %61,5’inin olumlu ve ¢ok olumlu, %4,75’inin olumsuz ve ¢ok
olumsuz goriise sahip oldugunu, %33,2’sinin ise olumlu ya da olumsuz herhangi bir goriisii olmadigini
gormekteyiz. Katilimcilarin Tiirkiye’ye geldikten sonra Tiirk yemekleri hakkindaki diisiincelerine baktigimizda ise
toplam %83,14’linilin olumlu ve ¢ok olumlu, %13,18’inin ne olumlu ne olumsuz, sadece %3,49’unun ise olumsuz

ve ¢ok olumsuz oldugunu gérmekteyiz.

Bu bulgular dogrultusunda Tiirk yemeklerinin katilimcilarin damak tadina uygun oldugunu ve olumlu bir imaja
sahip oldugunu sdylemek miimkiindiir. Tiirk yemekleri hakkinda Tiirkiye’ye gelmeden 6nce herhangi bir fikri
olmayan ziyaretcilerin goriislerinin olumlu yonde degistigi acik¢a goriilmektedir. Destinasyon secimini etkileyen
faktorlere iliskin bulgulara baktigimizda en belirleyici ilk ii¢ faktoriin sirasiyla; iklim ve hava kosullari, konaklama
kosullarinin kaliteli olmas1 ve giivenlik faktorleri oldugu goriilmektedir. En az belirleyici faktorler ise, en az etkili
olan faktorden baslayarak sirasiyla; 6zel organizasyonlara katilma, akraba arkadas ziyareti ve kutsal yerleri ziyaret
edebilme imkanidir. Aragtirmaya katilanlarin tamami her sey dahil sistemle hizmet veren konaklama isletmelerinde
kalmaktadir ve ¢ok biiyiik bir cogunlugu (%84,3) gerceklestirmekte olduklar: turizm faaliyetini deniz, glines, kum

ve eglence turizmi olarak tanimlamiglardir. Bu turist gurubunun 6zellikleri g6z 6niinde bulunduruldugunda elde

edilen bu sonuglar beklentiler dogrultusunda gerceklesmistir.

Destinasyon se¢imini etkileyen faktorlere Tiirkiye’ye gelmeden 6nce Tiirk yemeklerini deneyen ve denemeyen
katilimcilar agisindan baktigimizda iki grup arasinda anlamli bir fark oldugu goriilmektedir. Birinci grup igin
mutfak kiiltiirii ve gastronomik zenginlikler en 6nemli altinct faktdrken, ikinci grup i¢in on altinci sirada yer
almaktadir. Bu bulgu gz oOniline alindiginda, Tirk mutfaginin, yurt disindaki potansiyel turistlere daha iyi
tanitilmasinin ve daha fazla sayida insanin Tiirk mutfagin1 denemesinin, Tiirkiye’yi tercih etme olasiligini artiracagi
sOylenebilir. Katilimeilarin ¢ok biiyiik bir ¢ogunlugu (%96,5) Tiirkiye’ye yeniden gelmek istedigini ifade ederken,
bu katilimcilarin Tiirkiye’ye tekrar gelme kararlarinda Tiirk mutfaginin da énemli bir katkis1 oldugu sdylenebilir.
Tiirkiye’yi tekrar ziyaret etmelerinde Tiirk mutfaginin etkisinin katilimcilarin %8,8°1 i¢in ¢ok fazla %33,2’si i¢in

biraz, %31,4°1 i¢in ise oldukca fazla oldugu saptanmustir.

Katilimcilarin bu seyahatleri siiresince yedikleri yemekler hakkindaki degerlendirmeleri incelendiginde, genel
begeni diizeyinin 0-4 araliginda, 3,17 oldugu goriilmektedir. Bu sonuca gore katilimcilarin seyahatleri siiresince
yedikleri yemekleri begendikleri sdylenebilir. Yemeklerin en begenilen 6zellikleri, porsiyonlarin doyurucu olmasi
(3,44), kullanilan malzemelerin taze olmasi (3,27), yemeklerin temiz ve hijyenik olmas1 (3,23); en az begenilen
ozellikleri ise yemeklerin kendine has/orijinal olmas1 (2,90), saglikli ve besleyici olmas1 (2,93), koku ve goriiniisii
(3,11)’diir. Katilimcilarin seyahatleri siiresince yemek yedikleri yerlere iliskin degerlendirmeleri incelendiginde,
genel olarak en begenilen boyutun yemek yenilen yerlerin fiziksel ozellikleri, ikinci olarak personel ve en az
begenilen boyutun ise servis ve meni oldugu goriilmektedir. Tiim degiskenler icinde en az begenilen ii¢ 6zellik;
meniiniin anlasilir olmasi, menii ile yemeklerin uyumlu olmasi ve meniiniingesitlilik agisindan tatmin edici
olmasidir. Bu sonuglar 1s1ginda menii ¢alismalarinin daha titiz ve 6zenli bir sekilde gergeklestirilmesi gerektigi

sOylenebilir.

Katilimcilarin, ¢ok biiyiikk bir ¢ogunlugunun, konakladiklari isletmede yemek yemeyi tercih ettikleri ve

¢ogunlugunun diinya mutfagi ve kendi tilkesinin mutfagina ait yemekleri tercih ettikleri goriilmiistiir. Katilimcilarin
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yalnizca %20’si (yerel) restoranlar1 tercih ederken, daha g¢ok Tiirk yemeklerini yiyenlerin oram1 %34 olarak
belirlenmistir. Her sey dahil sistem uygulayan isletmelerde kalan turistlerin tesis disina ¢ikmak istemedigi ve
zamanlarinin ¢ogunu konakladiklarn yerde gegirdigi bilinmektedir. Bu durum hem bdélgedeki paydaslar ekonomik
olarak olumsuz etkilemekte hem de ziyaretgilerin yerel restoranlara gitmek, yerel isletmelerden aligveris yapmak,

bolge halkiyla iliski kurmak gibi deneyimlerini sinirlamaktadir.

Tirkiye’de gergeklestirilecek olan bir gastronomi seyahatine katilma istegi agisindan tek belirleyici unsur,
katilimeilarin daha 6nce gastronomi amacli seyahat edip etmemesidir. Daha 6nce gastronomi amacli seyahat
etmeyen yaklasik olarak her dort katilimcidan yalnizca biri, daha dnce gastronomi amagli seyahat eden her dort
kisiden iicli Tiirkiye’ye diizenlenecek olan bir gastronomi seyahatine katilmak isteyeceklerini belirtmistir. Bu
arastirmadaki 6rneklemin 6zellikleri g6z onilinde bulunduruldugunda genel olarak potansiyel gastronomi turizmi
katilimcis1 olmamakla birlikte 6rneklem i¢indeki kiiclik gurubun daha 6nce gastronomi amagli seyahat ettigi ve
bunlarin biiyiikk bir ¢ogunlugunun Tiirkiye’de gerceklestirilecek olan bir gastronomi seyahatine katilmak
isteyecekleri goriilmektedir. Tiim diinyada seyahat kavraminin, turist tercihlerinin koklii bir bicimde degismekte
oldugunu ve yeni bir turist tipinin ortaya ¢iktigin1 gérmekteyiz. Bu yeniturist tipi seyahat kararini verirken “Nereye
gitmek istiyorum?” sorusunu degil “Ne yapmak istiyorum ve nerede yapmak istiyorum?” sorusunun sormaktadir.

Guniimiizde pek ¢ok insan belirli bir amag i¢in seyahat etmektedir.

Tiirkiye’de gastronomi turizminin gelismesi icin restoran igletmelerinin 6zellikle insan kaynaklar1 konusunda
egitim, iletisim gibi konularin iizerinde durmasi, yiyecek icecek isletmeciligi ile ilgili hizmet kalitesini gelistirmesi,
menii ¢esitligi ve meniilerde Tirk yemeklerine 6ncelik verilmesi, restoranlarin fiziksel sartlarinin iyilestirilmesi ve

gelistirilmesi saglanmalidir.

Tiirkiye turizminin son elli yillik donemine baktigimizda, iilkemizin diinyadaki talep dogrultusunda, daha ¢ok
iklimsel ve cografi avantajlarini1 kullandigini, kimi olumsuz sonuglar bir yana birakilirsa, son derece de basarili bazi
ekonomik sonuglar elde ettigini sdylemek yanlis olmayacaktir. Degisen turist taleplerine uygun olarak iilkemiz
turizm sektoriiniin diinyaya sunabilecegi pek ¢ok alternatif turizm {iriinii bulunmaktadir. Bunlardan bir tanesi de
binlerce yillik siiregte olusmus son derece zengin, benzersiz gastronomik zenginliklerimizdir. S6z konusu bu
zenginlikleri ise bugiine kadar bir turizm {iriinii olarak diinyaya sunabildigimiz sOylenemez. Kendilerine ait bir
mutfak kiiltliri dahi bulunmayan Kanada, Giliney Afrika, Avustralya gibi iilkelerin turizm stratejilerini biiyiik
Olciide gastronomiye dayandirdiklart ve basarili olduklart diisiiniiliirse, zaten bir turizm {iilkesi olan Tiirkiye icin

heniiz kullanilmayan bu potansiyelin ne kadar degerli ve 6nemli oldugu daha iyi anlasilacaktir.

Bu calisma, Tiirkiye’yi ziyaret eden turist kitlesini en iyi temsil edebilecegi diisiiniildiigiinden Antalya ili Belek,
Alanya ve Manavgat ilgelerinde, her sey dahil sistemle hizmet veren isletmelerde konaklayan yabanci turistlerin
katilmiyla gergeklestirilmistir. Benzer arastirmalarin baska turizm bolgelerinde tekrarlanmasi yararli sonuglar
saglayacak ve Kkarsilastirma yapma imkani yaratacaktir. Turkiye acisindan potansiyel gastro turistlerin
ozelliklerinin, beklenti ve isteklerinin daha iyi anlagilmasi gastronomi turizminin gelisimi agisindan 6nem arz

etmektedir. Bu yonde yapilacak ¢alismalar tilkemiz turizmi igin yol gosterici nitelikte olacaktir.
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Extensive Summary

Evaluation of the Gastronomy Tourism Potential of Turkey’s in All Inclusive Sale System

Although gastronomy tourism is a relatively new type of tourism, tour operators and travel agencies marketing
destinations have been promoting gastronomy for a long time (Chaney and Ryan, 2012). In this sense, gastronomic
offers have been also used as a destination marketing tool. Gastronomic offers is known to be a product
differentation tool where architecture, climate, price and other properties are similar for destinations. Given that our
country has a wide selection of gastronomic offers, we can mention of a very important potential of gastronomy
tourism that have still not being used. The main purpose of this research is to examine the effects of widespread all
inclusive system in turkish tourism sector on the potential of gastronomy tourism in Turkey. 264 foreign tourists
that have stayed at all-inclusive system operating accommodation businesses located in the districts of Belek,

Alanya and Manavgat in the province of Antalya have been participated in this research.

The effects of widespread all-inclusive system in Turkey on the potential of Turkish gastronomy tourism and
the extent of the effects of Turkish culinary culture and turkish cuisine on the decision-making process of
satisfaction levels of foreign tourists about Turkish culinary and Turkish cuisine has been aimed in this study.
Destinations are forced to develop alternative tourism products and diversify tourism kinds due to tourism
competition and the changing preferences of tourists experienced in the sector recently. Gastronomic selections that
our country has to offer creates a great potential in this sense. Today more and more people travel for gastronomic
experiences and gastronomy tourism stands out as an important special interest tourism kind. There are limited
number of studies on gastronomy tourism in our country and none of them examine the effects of widespread all-

inclusive system throughout Turkey on gastronomy tourism to this date.
Research Questions
1. How does the widespread all-inclusive system affect the potential of gastronomy tourism in Turkey?

2. To what extent the Turkish culinary culture and Turkish cuisine influence in the decision making process of

foreign tourists visiting Turkey?
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3. What are the levels of satisfaction of foreign tourists visiting Turkey about Turkish culinary and Turkish

cuisine?

4. To what extent do the satisfaction levels of the foreign tourists visiting Turkey about Turkish culinary and
Turkish cuisine affect their motivation to visit Turkey again?

The scope of this research cover the foreign tourists staying at 5 accommodation businesses in the districts of
Belek, Alanya and Manavgat in the province of Antalya that have voluntarily accepted to participate in this study.
The researcher has prepared a survey to analyse the factors that play important role in destination decision making

of the foreign tourists visiting Turkey staying at all-inclusive system venues.

When we look at the last fifty years of tourism in Turkey, we can claim that Turkey has achieved some
successful economical results using mostly its climatic and geographical advantages parallel to the demands in the
world apart from some negative results. In accordance with the changing demands of the tourists, our country has
many alternative tourism products to offer to the world. One of these products is our rich and unique gastronomic
delicacies formed in thousands of years. It is hard to claim that we have been able to offer them to the world as a
tourism product so far. Countries like Canada, South Africa and Australia develop their tourism strategies mainly
on gastronomy, although they do not even have a culinary culture. On the other hand Turkey is already a tourism
destination and using this important potential at a higher level is inevitable. To develop gastronomy tourism in
Turkey, restaurant businesses should make sure that they give importance to education and communication in
human resources, improving service quality of food and beverage management, variety on menus and giving

priority to Turkish cuisine on menus and improving the physical conditions of the restaurant.

It has been observed that most of the participants prefer eating at the accommodation businesses they stay and
mostly prefer eating international cuisine or their own cuisine of home country. 20% of the participants prefer
eating at local restaurants and 34% of them prefer mostly turkish cuisine. Most of the tourists staying at all-
inclusive establishments do not prefer to go out of the site and spend most of their time inside their hotels. This
situation has a negative impact on local investors and tourists can hardly experience local restaurants, local shops

and interaction with local people.

This study has been conducted with the participation of foreign tourists staying at all-inclusive system operating
accommodation businesses located in the districits of Belek, Alanya and Manavgat in the province of Antalya
representing general tourist profile visiting Turkey. Similar studies should be implemented at different tourism
regions to get useful results and achieve possibility to make comparisons. The features, expectations and claims of
potential gastronomy tourists to visit Turkey should be find out to improve gastronomy tourism. Such studies will

contribute on the tourism of our country in the future.
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