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INTRODUCTION

Today, tourism is one of the fastest growing service sectors. Through the development of transportation and
communication facilities, borders between countries have disappeared. Thanks to the increase in income levels of
people and the convenience of living in the Internet age, the number of people who want to travel the world is
increasing. Due to the increasing competition in the tourism market, it has become imperative for countries to
constantly renew themselves and to brand the cities. “Becoming a brand” since the early years of the XXI century
has been a distinctive factor not only for physical products bought off the shelves, but also for many things that are
abstract. For this purpose, countries have turned towards some studies and investments in order to realize the city

brand positioning after the 1990s.

The brand acts as an important tool to achieve competitive advantage. Competitive advantage will increase
accordingly by creating a catchy brand name (Erdil & Uzun, 2010, p.122). Branding is a holistic development that
affects the entire structure of the city. Branding the city not only adds new features but also creates awareness and
desired connotations in people (Rainisto, 2003). The most concrete indicator that a city is a brand is the attraction of
the city from outside investors and visitors. In order to increase the attractiveness of the city, promotion should be
made by emphasizing a prominent symbol, feature or element (Torlak, 2015, p.61). Tourist attraction analysis of
brand cities is presented in this study within the framework of Antalya and St. Petersburg. The tourist attraction of a
Turkish and Russian city was examined comparatively for the first time. Both brand cities' contributions to tourism
and their current status were analyzed by interpreting the information obtained from secondary data. At the end of
the study, the importance of being a brand city has been tried to emphasize through two major tourist cities of Turkey
and Russia.

Conceptual Framework of the Study
The Concept of Brand City

According to Perry and Winstom (2003, p.11), the concept of brand is based on the earliest times when trade
started in history. Depending on the development of the trade, due to the qualifications of some products, it has
become obligatory to present them with some signs in order to easily distinguish the products that people want to
reach, from their equivalents. Symbols were used due to the low number of literate people. Paintings dating back to
5000 B.C. on the walls of the Lascaux cave in southern France are considered to be the first brand traces in history.
The word “brand” in English language comes from the verb “brandr” that stands for stamping and harming with fire
(Gumus & Sarac, 2013, p.4). According to Greenberg (2008, p.9), while the concept of branding previously had a
definition for companies and products on a global scale, it has evolved into a concept that shapes urban reality over
time. The word “city” comes from the words “civilisation”, “civitatis” in the western languages (Kilicbay, 2000,

p.41). Cities are considered to be the important living space of a nation, where there are networks of different

structures and cultural characteristics emerge (Law, 2002, p.2).

The concept of “brand city” is defined in the literature as the process of providing superior competitive advantage,
with aspects such as lifestyle, city quality, business opportunities and prestige besides subjects such as historical,
cultural and social trade, taking into account the characteristics of the city (Gokaliler, 2017, p.327). According to

Braun (2008), the concept of brand city is used in the same sense as the brand city such as place branding, place
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marketing and place sale. One of the most important studies that rank cities is the “TheAnholt-GfKRoper City Brands
Index™” developed by the strategist Simon Anholt, based on a literature review for branding of cities (Y1lmaz et al.,
2013, p.70). According to the hexagon determined by Anholt (2006) in the branding process, the international status
and stance of a city that determines the brand value is considered the most important issues. The geographical location
of the cities, the potential of being a global brand, the value of attraction in the eyes of the people, the local people
and the infrastructure are evaluated within the scope of the mentioned hexagon. The concepts and techniques of
branding have been evaluated by Kavaratsiz and Ashwort (2005) for many cities in Europe. It is suggested in this
study how product branding can be transformed into city branding as a useful image creation strategy, with an
emphasis on marketing theory and its implementation. Qingsheng and Ying (2009) have made many suggestions in
their study regarding the brand positioning of exemplary cities. In this context, eight cities selected from the Yangtze
River Delta were analyzed comparatively in terms of brand positioning. According to Morgan and Pritchard (2004,
p.65), it is necessary to create physical and emotional awareness within the scope of efforts to give the city superiority
and privilege. As an example of this situation, for those who visited India that has been able to establish an emotional
connection with people with its unique exoticism and different culture, the claim that they will “never be the same
again and will change” after the visit is remarkable. The distinctive features that a city should have in the branding
process should be determined and some studies should be done on them. In this context, even the behaviors and
beliefs of local people living in the city are important (Ozdemir & Karaca, 2009, p.116). According to Parkerson and
Saundera (2005, p.9), increasing the attractiveness of people to the city and encouraging investment in the city are
among the aims of branding a city (Tayebi, 2006). And according to Hanna and Rowley (2008, p.61), the interest of
people in different cultures and the increasing strength of international media, the decrease in international travel
costs, the increase in consumers' power of spending and the similarity of services provided to each other are among
the conditions that require the branding of cities. The international branding of cities is primarily based on economic
reasons. According to Paul Darel (2004, p.575), it has become the universal economic development strategy of the
cities, making circulating capital such as transportation, tourism, cultural events and fixed capital investments
attractive with an international identity. According to Herget, Petru and Abraham (2015, p.120), global competition
and recent developments indicate that being a successful city brand should not be limited to communication and
marketing, but also studies on urban planning, culture, trade and investment should be done at the same time. In this
context, we can define the concept of brand city as a collection of values consisting of a mixed structure that combines

the social, economic, political and cultural assets of the city.
The Importance of Being a “Brand City” in Tourism

Each city has a brand value in its core. Because they become prominent with their distinctive features and
differences. In contrast, not all brand cities are of the same value. At this point, it is also important what the image
created by brand cities on people is. One of the main elements of the brand city process is the image works of the
city (Isik & Erdem, 2015, p.27). Brand image is a synthesis of one's impression, emotion, thought, belief and
connotation about the brand. In other words, how it is perceived compared to competing brands reveals the value of
the brand (Yalcinkaya, 2006, p.7). The impression the consumer gets from different sources related to a brand plays
a determining role in the formation of the brand image (Akkaya, 1999, p.101). The integration of mainly controllable
perceptions such as the strengths and weaknesses of the brand as well as its positive and negative points constitute

the brand image (Perry & Wisnom, 2003, p.15). According to Abraham (2004, pp.472-473), many different factors
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play arole in the branding process of cities and in determining a city image. The population density and characteristics
of the city, its location, historical and cultural structure, economic structure, employment rate, owned local
institutions, crime rate and its place in the media are among them. Both countries and cities pay attention to marketing
efforts while acquiring a positive image. If there is a negative image, it is aimed to turn it into a positive image
through advertising. Advertising is a powerful factor in the creation of the emotional bond between the city and
people (Aktuglu, 2018, p.160). When we look at the brand cities, we see that their history and cultural heritage as
well as their natural resources have priority among the reasons of preferring them. Although the reasons of preferring
cities are different, certain attraction elements are effective in the formation of the brand city image. These include
culture, history, art, social environment, entertainment and recreation, natural resources, and general infrastructure
(Beerli & Martin, 2004, p.659). People determine the destinations they will travel, taking into account these factors.
It is obvious that the city branding contributes to the country an added value in economic, social, cultural and artistic
sense besides the contribution in the field of tourism. Therefore, it can be said that the potential of a strong brand city

to attract people and investments is high.

The perception of the icons related to the values of the object, person, institution or country in a short or long term
expresses the image (Gultekin, 2005, p.127). The image of the brand emerges as a result of the joining of the brand's
weaknesses and strengths, positive and negative points in the mind in relation to the experiences gained directly or
indirectly with the brand (Perry & Wisnom, 2004, pp.15-16). According to Anholt (2006: 18), both rational and
emotional effects can be mentioned about brand images of countries and cities. As Kavaratzis and Ashworth (2005)
stated, people often compare cities according to their image. As a matter of fact, Paris is a brand city with the image
of “romance” while Milan represents “fashion”, New York “energy”, Tokyo “modernity”, Barcelona “culture” and
Rio “fun”. Thus, the role of the images drawn for the acceptance of these cities as brands appears. According to a
study by Anholt (2006), Prague is known more than the Czech Republic and has a positive image, indicating that the
city stands out with a stronger brand value than the country. The value of the city image, which is one of the most

important factors that tourists pay attention when visiting a place, comes to the fore in this sense.

Cities with touristic potential are engaged in image and promotional activities to increase tourist attraction.
Economic development and support of the city takes place through local people, operators and investors. Trying to
direct international even national capital to the city has turned into an additional economic strategy (Paul, 2004,
p.575). When looking at the social cohesion of the city visitors and the city people, it is observed that the visitors
adapt to the cities where their mother tongue is spoken and similar culture is shared. A campaign should be planned
according to the image type of the city in the image management process. If the image of the city is mixed and
inconsistent, the factors causing perception at both ends of the mind of the target audience should be investigated,
and positioning of the message that will end the complex perception should be done. Only after that can the desired
image be built on the target audience. Cities with a positive image need campaigns to support this image, and those

with a negative image need a campaign to change and improve it (Sahin, 2010, pp.35-42).

The Method of the Study
The statistical data on Antalya and St. Petersburg were obtained through screening the statistics of the 2019
January-December term of the Ministry of Culture and Tourism of Turkey, St. Petersburg City Administration,

Antalya Provincial Culture and Tourism Directorate and Association of Turkish Travel Agencies (TURSAB). The
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information obtained from the secondary data regarding the image perceptions of both cities, their contributions to
tourism and tourist attractions were analyzed. Document analysis method, one of the qualitative research methods,
was used for this. In this context, document analysis was performed taking into account the number of tourists coming
to these brand cities, the purpose for visiting the cities, the number of overnight stays and the tourism income
parameters of those cities in the data review process.

“ANTALYA” As a Brand City And Its Tourist Attraction in Tourism

Antalya is as old as the history of humanity and has hosted various civilizations almost every era. Due to the
archaeological, cultural and natural-geographical resources of the city, the differentiating power of the region is better
understood. Depending on this, the idea of branding Antalya has emerged. The first studies for branding of cities
were started in 2003 for Istanbul, Antalya and Konya (https://www.akademikkaynak.com/marka-kent-ornegi-
antalya.html). A protocol was signed between Antalya Metropolitan Municipality and Antalya Chamber of
Commerce and Industry (ATSO) on 29 August 2007 to carry out branding works of the city. Based on the agreement
between Antalya Metropolitan Municipality and Antalya Chamber of Commerce and Industry, Antalya's branding

strategy has been issued (Biskin, 2013, p.75).

Antalya, the tourism capital of Turkey, has become one of the cities known throughout the world. Throughout its
history, it has carried the heritage of culture, art, architecture and mythology to the present day, and has almost served
as a cultural bridge. Today, it is seen that Antalya is a brand city thanks to the positive image of the city and effective
brand city promotion projects.

All-time records were broken in the number of tourists and income in 2019 and the best performance of the last
three years was observed at the facility occupancy rates based on the data of the Ministry of Culture and Tourism of
Turkey, Turkish Statistical Institute, Ministry of Interior and the Directorate General of Security. Totally 51.7 million
tourists visited the city.

Table 1: Number of tourists visiting Turkey in 2019

EXPATRIATE TOURIST;
6,7; 13%

FOREIGN TOURISTS; 45,1;
87%

FOREIGN TOURISTS m EXPATRIATE TOURISTS m

The rate in the table indicates an increase of 12.2% compared to the same period of the previous year
(https:/lyigm.kth.gov.tr/TR-9851/turizm-istatistikleri.html). Turkey's total tourism revenue in 2019 was 34.5 billion

dollars. (https://www.turizmajansi.com/haber/iste-turkiye-nin-2019-turist-sayisi-ve-turizm-geliri-h35213).
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In June, when the season density was the highest, 5,318,984 visitors came, the rate of change is 18.5% compared
to the same period of the previous year. The number of tourists residing abroad is 650.997. The rate of change is
11.11% compared to the same period of the previous year. Accordingly, the total number of tourists in June 2019 is
5,969,981. In general, the top three countries sending the most tourists to Turkey in 2019 are Russia (7,017,657),
Germany (5,027,472) and Bulgaria (2,713,464). The border gates that tourists enter are Istanbul with a rate of 33.08%
(14,906,663) and secondly, Antalya with a slight difference of 32.51% (14,650,481). Edirne is the third with a rate
of 9.65% (4,348,565). Accordingly, it is understood that Antalya is a touristic attraction center on a global scale.
Transportation is via 76.67% airway, 20.28% highway and 2.99% seaway respectively. According to the
accommodation statistics data of the Ministry of Culture and Tourism, the highest number of overnight stays in
Antalya in 2019 are Russian tourists with 31.1 million (https://yigm.ktb.gov.tr/TR-249702/sinir-istatistikleri.ntml).

Antalya ranks first among the cities with the most overnight stays, with 82.6 million foreigners and 11.5 million
domestic tourists. Accordingly, it is seen that Antalya is “the city with the most overnight stay” with a total number
of 94.1 million (domestic + foreign) visitors. In the January-December period of 2019, Antalya broke the record for
its history and hosted 15,644,108 tourists for the first time (https://www.turizmajansi.com/haber/iste-turkiye-nin-
2019-turist-sayisi-ve-turizm-geliri-h35213). Most tourists came to Antalya in 2019 from the Russian Federation
(5,582,763), Germany (2,673,545) and Ukraine (803,000). Based on these data, it can be said that Antalya has
preserved its place in the tourist attraction ranking in the country by far. At this point, it is necessary to look a little
more detailed at what are the attractive factors in Antalya's tourist attraction.

Table 2: The top 3 countries in the number of tourists of 2019

6.000.000
5.000.000
4.000.000
3.000.000
2.000.000
1.000.000
0
ANTALYA
ANTALYA
ERUSSIA 5.582.763
O GERMANY 2.673.545
CTUKRAINE 803.000

B RUSSIA @ GERMANY @ UKRAINE

In order for a region to become a touristic destination and develop in terms of tourism, it must have a number of
features. These features can be expressed as a synthesis of a number of products and services including mainly
touristic attractions, image, transportation, accommodation, food and beverage, and the presence of recreational
facilities such as parks, museums, archaeological site, etc. (Ilban, 2007, pp.6-7). Turkey's best-known destinations
for international tourism market stand out with their specific geographical, cultural potentials, etc., their unique
physical characteristics and unique values they offer. Antalya is a city where people show great interest not only with
the “sea-sand-sun” trilogy but also with other tourism types. Thus, the city has become an attractive holiday
destination especially for visitors from cold regions. Due to its natural and cultural attractions, Antalya offers a

1613


https://yigm.ktb.gov.tr/TR-249702/sinir-istatistikleri.html
https://www.turizmajansi.com/haber/iste-turkiye-nin-2019-turist-sayisi-ve-turizm-geliri-h35213
https://www.turizmajansi.com/haber/iste-turkiye-nin-2019-turist-sayisi-ve-turizm-geliri-h35213

Siitcii, G. & Emir, O. & Aksoz, E.O. JOTAGS, 2020, 8(3)

favorable environment to many tourism types, especially coastal tourism (cultural tourism, congress tourism, winter
tourism, cave tourism, golf tourism, yacht tourism, tableland tourism, camping and caravan tourism, faith tourism,
sports tourism, etc.). The Mediterranean climate and beaches along the long coastline (Patara, Cleopatra, Lara,
Konyaalti, Kemer, Incekum, Kaputas, Kundu, Phaselis etc.) are the main factors that are effective in the development
of tourism in the city. Around three hundred days of sunshine and high temperature averages extend the coastal
tourism season in Antalya (Isik & Zogal, 2017, p.73). In addition to these, Antalya's local culture, museums and
archaeological sites, the favorable structure of the Taurus Mountains in terms of tableland tourism, Saklikent and
Tahtali ski centers are important in terms of showing diversity in tourism in Antalya. With its waterfalls, natural
beaches, rich historical artifacts and fairs, Antalya is a tourism paradise in all four seasons. Antalya, besides its
existing natural, historical and cultural assets, is also known for its festivals (Atak, 2009, p.124). Based on Antalya
Provincial Culture and Tourism Directorate data (https://antalya.ktb.gov.tr/TR-68175/festivalleretkinlikler.html),
National Folk Dance Festival, Dagbeli (Cubukbeli) Festival and Traditional Dosemealti Pomegranate Festival are
the annual festivals held in Antalya. In addition, international festivals are organized to make Antalya a world city.
14" International Antalya Sand Sculpture Festival, International Piano Festival, Antalya International Film Festival,
International Antalya Guitar Festival (Antalya Center) and International Tourism and Art Festival (Alanya) are
among these. On the other hand, Antalya has a rich transportation network in terms of highways, seaways and air
transportation. This causes more tourists and tourism businesses to show interest in Antalya. Both the architecture
and the names of the hotels in Antalya are shaped according to Russian tourists mainly. For example, since the word
“palace” (capaii) in Russian means “barn, basement”, it is observed that the word “palace” in English is used instead

(Ozen, 2009, pp.134-135).

Based on the 2019 facility statistics data of the Ministry of Culture and Tourism (https://antalya.ktb.gov.tr/TR-
67733/mavi-bayrak.html), Antalya is in the first place with 241 facilities with operation certification in terms of
providing environmentally friendly accommodation facilities. Antalya is in the first place in the world with 201
beaches having blue flag. Implementing the policy of attracting qualified tourists to Antalya through the “direct
tourism move” on air transport has an important role. One of the steps taken for the development of tourism between
Russia and Turkey on this issue is the signing of the “2018-2019 Tourism Action Plan”. The Turkey-Russia
Hospitality Forum was held in the Belek tourism center in Serik District of Antalya. The developed political and
commercial relations between the two countries affect tourism movements positively in this context. It can be said
that the close relations between the two countries play an important role in Russian tourists preferring Antalya

primarily.
“ST. PETERSBURG?” As a Brand City and Its Tourists Attraction in Tourism

The city was founded in 1703 by Petro 1. The city was called “Petrograd” from 1914 to 1924 and “Leningrad”
from January 1924 to September 1991. It is known as “Saint Petersburg” since September 1991. St. Petersburg is one
of the leading tourist destinations in Europe in terms of tourist attraction with its historical and cultural heritage in
the first place. There are 7783 national cultural heritage locations in the city. Because of this feature, UNESCO has
accepted ST. Petersburg as a historical center and included it in the world heritage list. According to Valery Gordin
(2011, p.17), the advantages that are effective in making St. Petersburg a tourism brand are: One of the biggest

historical centers in Europe. It has a unique nature feature like "White Nights". It has managed to preserve many
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important architectural structures that are present since the time of being the capital in the Tsarist Russian era. It has

very rich art collections. It has a world famous symphony, opera and art choreography.

In addition to being the cultural capital of Russia, St. Petersburg is also known as the major economic and
scientific center of the country. The world-famous Hermitage museum, St. Isaac's Cathedral, Petro and Pavel Castle,
Petergof Palace, Aleksandr Nevskiy Monastery, Bridge of Change, Strelka Vasilyevskiy Island and Aleksandr
Column are among the most preferred places for tourists. (http://www.visit-petersburg.ru/media/uploads/5-day-ru-
assambleya_new.pdf). Tourist attraction of St. Petersburg can primarily be associated with its rich historical and
architectural heritage. As a historical center, there are many monuments in St. Petersburg included in the Unesco
World Heritage List. As part of the event tourism, “White Nights” in May-July and the celebration of the founding
day of the city on May 27, “Scarlet Sails”, the traditional festival of alumni at the end of June have an important

place in the city's tourist attraction. (https://www.gov.spb.ru/gov/otrasl/c_tourism/statistic/)

According to the World Tourism Organization (UNWTO) data
(https://www.eunwto.org/doi/pdf/10.18111/9789284421152), The Russian Federation ranks 16" in the world and 9"
in Europe in terms of tourist attraction. It hosted 62 million tourists in the January-December period of 2019.56.5
million of them are foreign tourists while 5.5 million are foreign residents. The countries that sending the most
tourists are China (1,493,237), Germany (522,164) and South Korea (413,351) respectively (https://www.rzd-
partner.ru/logistics/comments/v-2019-godu-v-rossiyu-priekhalo-na-20-5-bolshe-inostrannykh-turistov/).  In  the
autumn of 2019, the 23" General Assembly Meeting of World Tourism Organization was held in St. Petersburg with
the participation of representatives of 156 country. The tourism development strategies of the Russian Federation
that will be valid until 2035 were adopted on September 20, 2019, under the leadership of President Medvedev. The
Ministry of Economy and the Federal Agency of the Ministry of Tourism of the Russian Federation took part in the
preparation of these strategies. Moscow and St. Petersburg are the two most important tourism destinations in Russia.

These two cities, which are the center of tourist attraction, have a 70% share in the national tourism market.

According to the tourism development strategies in the published document
(https://www.mkrf.ru/documents/ob_utverzhdenii_administrativno355002/?sphrase_id=2736033), it is estimated
that the number of tourists who will visit the Russian Federation will double. According to the current data of the
country's gross domestic product, it is predicted that the tourism increase rate, which is 3.8%, will increase to 6% in
2035 and according to the data of UNWTO, the Russian Federation will be in the top 10 in the world ranking.
According to Sergey Lavrov, Foreign Minister, visa issues for foreigners are seen as one of the biggest obstacles to

traveling to the country. However, thanks to the on line visa application, this problem is now resolved.

According to the 2019 domestic tourism data, Moscow ranks first (25.5) and ST. Petersburg second (25.2) in the
list of cities that host the most foreign tourists (https://rustur.ru/nacionalnyj-rejting-vezdnogo-turizma-2019).
Accordingly, it has been observed that in the January-June period of 2019, there was a 15% increase in foreign
tourists in St. Petersburg, which is the important tourism destination of the Russian Federation. In addition, St.
Petersburg (as in 2015, 2016, 2017) was awarded the title of the best city in Europe in 2019. Due to the festivals held
in 2018, more than 2 million tourists visited the city. Considering this data, the number of events was increased in
2019 and 14 additional events were held. According to 2018 data, the number of tourists visiting Petersburg is 8.2

million. Of these, 3.9 million are foreign tourists and 4.3 million are Russian tourists. In 2018, Italians are ranked
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first, Germans are second and Chinese are third among foreign tourists
(https://www.gov.spb.ru/gov/otrasl/c_tourism/statistic/). Compared to the statistics of 2017, it is seen that there is an
increase of 9.3% in 2018. The factor that increases the tourist attraction of St. Petersburg is that the city has been
nominated for the 2018 Champions League final. Since UEFA draws are an event that is broadcast live and watched
across Europe, it is an important advertisement for candidate cities. Because of this positive effect, St. Petersburg
hosted more than 1 million football fans in 2018 (https://www.gov.spb.ru/gov/otrasl/c_tourism/statistic/). In an
interview in June 2019, Aleksandr Beglov, governor of St. Petersburg drew attention to the development in tourism
with the following words: “Tourism is very important to us. We estimate that 10% more tourists will visit the city
this year. The most important factor in the development of tourism is hospitality, transportation opportunities to the
city and the budget allocated to tourism” (https://tass.ru/obschestvo/6591171).

According to the tourism statistics of the January-June period of 2019 on the official site of the St. Petersburg
Administration (https://www.gov.spb.ru/gov/otrasl/c_tourism/statistic/), the number of Italian tourists who preferred
St. Petersburg for holidays increased by 58% compared to the previous year and reached 30,000. With an increase of
39%, 44,000 French tourists preferred St. Petersburg in the first six months. The market share of Germans who went
to St. Petersburg for holidays increased by 31% from 39,000 to 50,000 in the same period. Thus, in the distribution
of foreign tourists coming to St. Petersburg in the first six months of 2019, the Germans ranked first, the French
ranked second and the Italians ranked third (https://rg.ru/2019/08/14/reg-szfo/v-sankt-peterburge-italianskih-
turistov-stalo-vdvoe-bolshe.html).

Based on the overall sum of 2019 (January-December) statistics, St. Petersburg has managed to attract a record
number of tourists with 10.4 million (domestic + foreign) by breaking new ground in its history. Accordingly, in the
ranking of foreign tourists visiting St. Petersburg, China is the first (956,800) with 9.2%, Germany is the second
(520,000) with 5% and Finland is the third (509,600) with 4.9% (https://yandex.ru/turbo/s/78.ru/news/2020-03-
31/kitai_lidiruet_po_chislu_turistov_posetivshih_peterburg_v_2019 god?utm_source=yxnews&utm_medium=mo
bile).

Table 3: The top 3 countries in the number of tourists visiting St. Petersburg in 2019
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The total income of St. Petersburg gained from tourism in 2019 is average 27.5 billion rubles. According to
Aleksandr Beglov, governor of St. Petersburg, it is aimed to increase tourism income to 35 billion rubles by 2023
(http://pitert.ru/news/peterburg-sobiraetsya-zar).

Table 4: Tourism income change and target of St. Petersburg
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Average length of stay of tourists in St. Petersburg varies from 3 to 5 nights
(https://www.gov.spb.ru/gov/otrasl/c_tourism/statistic/). According to Yevgeniy Pankevic, Chairman of the Tourism
Development Committee, an increase of 26.8% was observed compared to 2018. While stating that they are pleased
with this situation, he noted the increase observed in the autumn-winter season thanks to the online visa
(https://news.ru/society/sankt-peterburg-v-2019-godu-prinyal-bolee-9-mlin-turistov-vpervye-v-istorii/).  According
to Nana Gviciy, President of the Tourism Committee, the number of foreign tourists coming to St. Petersburg with
an electronic visa has increased one and a half times in three years to 6 million. Considering the negative
consequences of this dynamic, economists consider the economic return of mass tourism to be deceiving, and its
benefit for citizens suspected. Prof. Dr. Valeriy Gordin of the Faculty of Economics, St. Petersburg University, states
that marketers say that 15 million people visited St. Petersburg in 2018, but 8.2 million tourists visited based on
official statistics (https://www.rbc.ru/spb_sz/30/07/2019/5d400d369a794703fc45aal10). According to Gordin, there
are changes in figures due to calculation methods. Because the government only takes care of tourists staying in
hotels and hostels. It seems that they have ignored those who stay with their relatives or rented apartments through
online sites such as AirBNB, Couchsurfing offering accommodation options for tourists. In this context, it seems
extremely difficult to calculate the actual number of tourists. However, there is a seasonal tourism in St. Petersburg.
Itis the high season that continues from April to September. What is important here is that to provide tourist attraction
in the low season. In this regard, in addition to diversifying the types of tourism, some other applications can be
performed. Cultural, sportive and business activities can be organized by giving importance to sustaining the
activities in times of low season in the city. Education tourism can also be developed. In addition, winter schools can
be opened and conferences can be organized. On the other hand, alternative tourism types such as health tourism,
industrial tourism, cinema tourism and music tourism can be developed. In this way, fans of opera artists can come

to classical music concerts and o) that contribute to tourism
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(https://www.rbc.ru/spb_sz/30/07/2019/5d400d369a794703fc45aal0). According to the strategy information
published under the leadership of President Dmitry Medvedev (2019), studies are conducted in the Russian
Federation on the development of different types of tourism such as tourism for children, cultural-enlightenment
tourism, ski tourism, cruise tourism, ecological tourism and business tourism

(https://www.mkrf.ru/documents/ob_utverzhdenii_administrativno355002/?sphrase_id=2736033 ).

In the capitals of Italy and Germany, remarkable advertising campaigns were carried out in 2018 for local people
that also various privileges will await them besides the historical and cultural richness of the city if they visit St.
Petersburg. Thus, the effect of the advertisement campaign organized by the tourism development committee can be
seen in the increase of the number of foreign tourists coming from Italy and Germany in 2019
(https://spb.aif.ru/city/event/peterburg_vse_chashche_stali_poseshchat_turisty iz_italii). It is necessary to touch on
the role of social media at this point, which are in front of advertising and promotion activities in today's globalizing
conditions, where technology has advanced greatly. It is considered that especially Instagram application has become
a strong factor in the creation of the emotional bond between the city and the human. Ergun and Bayrak and Dogan
(2019) have revealed that Instagram, which is an important marketing channel for tourism marketing, has a positive
effect.

The good advertising work that explains the city's historical and cultural richness to the Europeans, being a city
of museums and the identifying the city with the world-famous Russian writer Dostoevsky are among the factors
affecting the tourist attraction of St. Petersburg. In this sense, in Russia, which is an important destination for literary
tourists, writers have always played an important role in the spiritual, intellectual and political lives of the readers.
Particularly, it is interesting for those who visit the city to feel the protagonists of the works of the most important
writers and poets of XIX. and XX. Century Russian literature in the streets of Petersburg. There are hundreds of
literary venues in the city where the houses of names such as Lermontov, Gogol, Ahmatova, Brodskiy, Blok are
located. In addition, there are literary monuments dedicated to many authors who have made their mark with their
artistic activities throughout XVIII., XIX. and XX. Centuries. Museums of names such as Nekrasov, Pushkin,
Dostoevsky, and Nabokov are of great interest (https://d-neva.ru/tury-v-sankt-peterburg/ekskursii-v-sankt-

peterburge/literaturnye-mesta-peterburga/).

Compared to other countries, Russia has more literary museums. Thanks to the literary tours organized, tourists
get to know more about Moscow of Bulgakov and Yesenin, the mansions of Tolstoy and St. Petersburg of
Raskolnikov, the protagonist of “Crime and Punishment”. Tsarskoe Selo near St. Petersburg is one of Russia's most
famous attractions. Famous Russian historian and writer Karamzin carried out his studies on his work titled “History
of the Russian State” in Tsarskoe Selo. Day-trips here have become part of the St. Petersburg tour route. Dostoevsky,
one of the most important writers of Russian and world literature, also rented more than twenty houses in Petersburg
(Ozkul, Demirer & lpar, 2012, pp.13-14). The city is a magical city, identified with Dostoevsky, perceived by his
readers in his novels. This city, where the changes in Russia are read, where the old and the new live side by side,
largely owes the formation of its image to Dostoevsky (Isen, 2013: p.25). St. Petersburg, including the places where
the houses he wrote “Karamazov Brothers” and “Crime and Punishment” are located can be visited through the
“Crime and Punishment Walking Tour” prepared by travel agencies in order to benefit from the fame of the books.

The “Alexander Pushkin Museum", where Pushkin resided before he died as a result of a duel in 1837, is the largest
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and most visited literary museum in St. Petersburg (Ozkul, Demirer & Ipar, 2012, pp.13-14). The Copper Horseman
Monument, which symbolizes Pushkin's work “Copper Horseman”, Queen of Hearts House where the long story
Queen of Hearts was wrote and Gogol's “Neva Street” are among the places worth seeing within the scope of the
literary tours. The “Historical Literature Cafe” on Neva Street still maintains its old spirit. Antique green lamps with
small sculptures, windows with hanging magnificent heavy curtains and glasses used by aristocrats attract attention
inside. The land that Katerina Il gifted to Derjavin, one of the enlightening writers of the XVII1. Century, now serves
as the “Authors' Bookstore” on Neva Street. Here, writers meet and literature nights and new books introduction days
are organized (https://www.s7.ru/ru/travelguides/russia/saint-petersburg/routes/literaturniy-marshrut-po-

peterburgu/).
Conclusion and Recommendations

Tourist attraction of brand cities was investigated for Antalya and Petersburg in this study. The importance of
being a brand city in tourist attraction including Antalya's “sea/coastal tourism” and St. Petersburg's “business and
cultural tourism” is tried to be emphasized in this study. As a result of the literature review, it was determined that
the tourist attraction of the mentioned two brand cities has not been handled comparatively before, and such a study
regarded as necessary for this. Document analysis method was used for data analysis. Accordingly, document
analysis was carried out by taking into consideration the parameters such as the number of tourists hosted by the
cities, the reasons of the tourists visiting the cities, the number of accommodation in the cities and the tourism

revenues of the cities.

The brand value of a city has been associated with a considerable amount of visitors from outside in the study by
Rainisto (2003) and Torlak (2015). In official statistics of the Ministry of Culture and Tourism, it was seen that
Antalya was ranked first in the list of most overnighted cities with 82.6 foreigners and 11.5 million local tourists in
2019. According to the studies, having unique geographical and cultural potential, ranking first in the world with 201
beaches with blue flag, having a lot of sunny days, hosting great events, festivals and fairs, having alternative
transportation facilities and having a good hinterland, carrying out successful international promotion campaigns and
the implementation of qualified tourist attraction policy through a direct tourism move are among the factors affecting
the tourist attraction of the brand city Antalya. In addition to these, the signing the “2018-2019 Tourism Action Plan”
between Turkey and Russia realization of the Turkey-Russia Hospitality Forum in the Belek Tourism Center in Serik
District of Antalya have been considered important steps to strengthen political and commercial relations between

the two countries.

The findings of this study support the issue of how product branding can be transformed into city branding as a
useful image creation strategy proposed in the study by Kavaratsiz and Ashwort (2005). Because especially for
Russians, it was determined that the most important feature that transforms Antalya into a brand city is to offer hotel

service with an all-inclusive concept.

It was observed that St. Petersburg managed to attract a record number of tourists with 10.4 million (domestic +
foreign) in 2019. Based on the findings of the study, the good preparation of the advertisement that tells to the
Europeans about the historical and cultural richness of the city, the fact that St. Petersburg has more museums
compared to other countries and identifying the city with the world-famous Russian writer Dostoevsky are the factors
affecting the tourist attraction of the brand city Petersburg. The findings of this study support the conclusion that both

1619


https://www.s7.ru/ru/travelguides/russia/saint-petersburg/routes/literaturniy-marshrut-po-peterburgu/
https://www.s7.ru/ru/travelguides/russia/saint-petersburg/routes/literaturniy-marshrut-po-peterburgu/

Siitcii, G. & Emir, O. & Aksoz, E.O. JOTAGS, 2020, 8(3)

rational and emotional effects are important in the brand images of countries and cities, which were revealed in the
study of Anholt (2006). Because, as in the example of Prague-Czech Republic stated in Anholt's study (2006), it was
seen that the city name stands out of the country due to the famous "White Nights" of St. Petersburg. It is concluded
that the "White Nights" show itself as a separate brand for the brand city St. Petersburg. The findings of this study
support the conclusion that the historical and cultural heritage and natural resources owned are primarily important
and among the reasons of preferring the brand cities, which was emphasized in the study of Beerli and Martin (2004).
It is understood that the historical and cultural heritage of St. Petersburg has a decisive role in its branding process.
People pay attention to the high number of attractions of the city while determining the destination they will travel
to. Indeed, St. Petersburg is far ahead of Antalya in terms of qualified tourists. St. Petersburg is a city with a high
intellectual level compared to Antalya in terms of its architectural characteristics and Russia's window opening to
Europe. In addition, the findings of this study confirm the principle of identifying the distinctive features that a city
should have during the branding process and some studies should be conducted on them, as emphasized by Ozdemir
and Karaca (2009). It was observed that travel agencies in St. Petersburg organized a “Crime and Punishment
Walking Tour” by taking advantage of Dostoevsky's recognition in the world literature and increased the tourist
attraction of the city in this context. In contrast, the findings of the study differed from the study results of Hanna and
Rowley (2008). In that study, the conditions that require the branding of cities include the increase of the power of
international media, the decrease in international travel costs and the increase of spending power of the consumers.
However, according to the findings of this study, social media is considered to be one of the most important factors
of tourist attraction in today's globalizing conditions. In another study with a different view, Aktuglu (2018) argued
that advertising was a powerful factor for the creation of the emotional bond between city and people. However, the
power of social media, especially Instagram, stands out among all advertising and promotion activities in the 21
century. In this context, our study supports the result that Ergun and Bayrak and Dogan (2019) have revealed that
Instagram, which is an important marketing channel for tourism marketing, has a positive effect. Another important
issue for the tourist attraction of the cities is the economic factors. In today's world, where the pace of daily life
becomes more intense and stress increases, people see tourism mainly as a reason for rest. At this point, the findings
of our study support the conclusion that being a successful brand city requires much more than communication and
marketing as mentioned in the study of Herget, Petru and Abraham (2015). Another finding of the study is the effect
of the advertising campaign organized by the tourism development committee on the increase of the number of
foreign tourists coming from Italy and Germany in 2019. The effect of noteworthy advertising campaigns carried out
in 2018 in Rome and Berlin that highlight not only the historical and cultural richness of the city, but also various
privileges awaiting people if they visit St. Petersburg, was observed. It was found out in this study that Antalya is far
ahead of St. Petersburg both in terms of providing tourism opportunities in four seasons due to the climatic conditions
and offering it more economically in the all-inclusive concept. Antalya is in front of St. Petersburg because it is a
“sea/coastal vacation”-focused city regarding the tourist attraction positions of the two cities. It is observed that the

socio-economic conditions of the two cities are undoubtedly effective.
Within the scope of the obtained results, some suggestions were developed in the study:

*Tourist attraction of brand cities can be studied comparatively for different regions, countries and cities.
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*More studies allowing increase of the number of brand city in Turkey and assessment of cultural, historical,

commercial, economic and touristic potentials of cities can be conducted.

*Projects specific to Antalya can be prepared primarily within the framework of the purpose and budget, and various
international organizations can be organized to show that it is different from other cities.

*By going beyond the “Sea-Sand-Sun” concept for Antalya, cultural tourism can be focused on more.

*The seasonal intensity can be reduced and the demand for tourism can be extended to twelve months in order to
make St. Petersburg, which stands out with cultural tourism, as a point of attraction with different types of tourism.

Based on these suggestions, the findings of the study are thought to provide a basis for conducting additional

studies. It is also hoped that the study will contribute to brand city activities and shed light on future scientific studies.
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INTRODUCTION

The impact of globalization in the food industries of both developed and developing countries in recent years
(Anders & Caswell, 2008, s.82) has paved the way for new food consumption patterns (Naska et al., 2006, s.182)
and consumers tend to discover new foods not only for survival but also for pleasure (Kwon, 2015, s.1). The tendency
to reshape food consumption patterns has led to an increase in the attention for traditional food products (TFPSs),
which are linked to a local region and considered one of the important symbols of cultural heritage (Fandos & Flavian,
2006, s.647; Verbeke & Roosen, 2009). The growing interest in TFPs has various meanings for the stakeholders of
the food industry. Among these are that TFPs are considered as strategic products that have a strong symbolic value
of culture and identity for consumers (Guerrero et al., 2009, s.345) and reflect the strong memories of childhood
(Cerjak, Haas, Brunner, & Tomic’, 2014, s.1742). They are also regarded as products that increase profitability by
triggering competitiveness and maintaining market share for producers (Skuras & Vakrou, 2002, s.898; Stewart-
Knox & Mitchell, 2003, s.58; Galli, 2018, s.10) and uplift rural development and the diversification of tourism for
policy makers (Trichopoulou, Vasilopoulou, Georga, Soukara, & Dilis, 2006, 5.498; UNWTO, 2017).

Many definitions have been made regarding TFPs up to now which appeal to societies and cultures in many ways
(Jordana, 2000; EC, 2006; Cayot, 2007; Trichopoulou, Soukara, & Vasilopoulou, 2007; Vanhonacker et al., 2010;
Amilien & Hegnes, 2013; Cerjak, Haas, Brunner, & Tomic’, 2014). According to Verbeke, Guerrero, Almli,
Vanhonacker, & Hersleth, (2016:5), this is mainly because (1) “traditional food” is a broad and relative rather than a
concise and absolute term, (2) the “traditional” component of TFPs encompasses quality aspects characterizing other

29 ¢

food product categories such as “local foods,” “original foods,” among others, and (3) consumers conceptualize TFPs
differently based on their perceptions of the word “traditional.” Guerrero et al., (2009, 5.348) have defined TFPs as
“a product frequently consumed or associated with specific celebrations and/or seasons, normally transmitted from
one generation to another, made accurately in a specific way according to the gastronomic heritage, with little or no
processing/manipulation, distinguished and known because of its sensory properties and associated with a certain
local area, region or country”. TFPs differ from other products by their geographical and cultural identities. In order
for this variety to be handed down to future generations, these products must be protected (Trichopoulou, Soukara,
& Vasilopoulou, 2007, s.426; Basaran, 2016, s.106). W.ithin this context, the EU has put into practice the
geographical indication labels Protected Designation of Origin (PDO), Protected Geographical Indication (PGI) and
Traditional Speciality Guaranteed (TSG) so as to fill the relevant legal gap, to maintain and promote agricultural

production and to help the consumers with their choice of food products (Caputo, Sacchi, & Lagoudakis, 2018, s.49).

Society's attitudes towards foodstuffs in general show significant differences due to reasons such as food selection,
way of consumption, beliefs and lifestyle (Olsen, Scholderer, Brunsg, & Verbeke, 2007). So as to get a better
understanding of these differences, many researchers have examined the perceptions and attitudes of consumers
towards TFPs (Chambers, Lobb, Butler, Harvey, & Traill, 2007; Almli, Verbeke, Vanhonacker, Nas, & Hersleth,
2011; Guerrero et al., 2009, 2010, 2012; Pieniaki Verbeke, Vanhonacker, Guerrero, & Hersleth, 2009; Vanhonacker,
Lengard, Hersleth, & Verbeke, 2010; Bryta, 2015; Wang, De Steur, Gellynck, & Verbeke, 2015; Colozza &
Avendafio, 2019). There are also a number of studies carried out in Turkey on this topic (Coksdyler, 2011; Ozkaya
& Sagdig, 2014; Ocak, Habiboglu &Akkol, 2014; Basaran 2016, 2017; Onurlubas & Tasdan, 2017). However, the

focus of these studies were on certain regions and certain products in terms of scope and content. On the other hand,
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there is no research in the international literature that examined the perceptions, attitudes and behaviors of costumers

towards TFPs depending on sources.

Having 7 regions and 81 provinces with a population of approximately 83 million people, Turkey is a country that
is surrounded on three sides by the sea, joining Europe and Asia. Turkey is also a civilization center which has hosted
many societies with different beliefs, identities and cultures thanks to many of its advantages such as its wide and
fertile lands, different nature and climate conditions and geographical and geopolitical location. Therefore, it has a
very rich culture in terms of TFPs. Turkish cuisine consists of soups, vegetable dishes, dishes of meat, olive oil
dishes, pastry products, dried legumes dishes, salads and desserts (Basaran, 2017, s.138). The purpose of this study
is to investigate and reveal the perceptions, attitudes and behaviors of consumers with different socio-demographic

characteristics living in 10 different central cities in different regions of Turkey.
Methodology

This research has been carried out in accordance with the ethical rules specified in the Directive of Scientific
Research and Publication Ethics of Recep Tayyip Erdogan University, and ethics committee approval numbered
2019/26 was received on 03.12.2019.

Table 1 shows the technical information related to this study.

Table 1. Technical information related to the study

Volunteers consisting of both women and men with different socio-demographic characteristics
aged 18 and over, living in different regions/cities of Turkey

Adana, Antalya — the Mediterranean Region / Turkey

Ankara — the Central Anatolia Region / Turkey

Diyarbakir, Gaziantep — the Southeastern Anatolia Region / Turkey

Erzurum — the Eastern Anatolia Region / Turkey

Istanbul — the Marmara Region / Turkey

Izmir — the Aegean Region / Turkey

Samsun, Trabzon — the Black sea Region / Turkey

The total population of the cities is 37.020.529 which comprises approximately 45% of the total
population of Turkey (TUIK, 2019).

According to their sources, TFPs are primarily categorized by land, sea, lake, river etc. and sky.
Then, each category grouped according to the type of TFPs (of plant origin or animal origin).
TFPs Land-based vegetable and animal TFPs of plant and animal origin are also categorized as grain,
legume, fruit-vegetable, meat, milk, eggs and their products.

Consumer Profile

Research area

Data collection method Structured Electronic Questionnaire

Date of Research December 2019 — March 2020

The data analysis was done using the IBM SPSS Statistics 23 program (Armonk, New York
U.S.A). While evaluating the data, frequency distributions for categorical variables were formed.
Whether there was a relationship between two independent categorical variables within the study
was examined by using the Chi-Square test. The enter method was used and binary logistic
regression analysis was applied in order to determine the factors affecting the consumption of
TFPs based on land, sea, lake, river, etc. and sky. Binary logistic regression analysis is a method
used to predict the probability of the dependent variable with the help of independent variables
when the dependent variable has two categories.

Data evaluation

Results and Discussion
Demographic attributes of the consumers

The demographic information of the research participants (n=950) and the cities they live in are shown in Tables
2and 3.
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Table 2. Distribution by cities

City Number of people (n=950) Percentage(%o)
Adana 50 53
Ankara 94 9.9
Antalya 35 3.7
Diyarbakir 48 51
Erzurum 53 5.6
Gaziantep 86 9.1
Istanbul 304 32.0
Izmir 80 8.4
Samsun 108 114
Trabzon 92 9.7

It can be seen in Table 2 that 5.3% (50) of the participants are from the city of Adana, 9.9% (94) are from Ankara,
3.7% (35) are from Antalya, 5.1% (48) are from Diyarbakir, 5.6% (53) are from Erzurum, 9.1% (86) are from
Gaziantep, 32.0% (304) are from Istanbul, 8.4% (80) are from izmir, 11.4% (108) are from Samsun and 9.7% (92)

are from Trabzon.

Table 3. Distribution of demographic information

Number of Percentage Number of people (n=950) Percentage
people (n=950) (%) (%)
Sex Number of Family Members
Female 556 58.5 1-2 131 13.8
Male 394 41.5 3-4 481 50.6
Marital Status 5-6 277 29.2
Married 364 38.3 7 and more 61 6.4
Single 586 61.7 Occupation
Age Group Civil Servant 229 24.1
18-30 566 59.6 Private Sector Employee 315 33.2
31-50 353 37.2 Student 279 29.3
51 and over 31 3.3 Housewife 97 10.2
Educational Background Retired 30 3.2
Primary School 40 4.2 Access to Rural Settlements
High School 151 15.9 Yes 646 68.0
Associate’s Degree 275 28.9 No 304 32.0
Bachelor or more 484 50.9

When Table 3 is examined, it can be seen that 58.5% (556) of the participants are women whereas 41.5% (394)
of them are men. 38.3% (364) of them married and 61,7% (586) of them are single. Again, 59.6% (566) of the
participants are aged between 18-30 whereas 37.2% (353) of them are aged between 31-50 and 3.3% (31) of them
are aged 51 and over. 4.2% (40) of the participants are primary school graduates while 15,9% of them are high school
graduates, 28.9% (275) hold an associate’s degree and 50.9% (484) of them are at least bachelors. The number of
family members of 13,8% of the participants are between 1-2 whereas the number of family members of 50.6% (481)
are between 3-4. Family member numbers are between 5-6 with 29.2% (277) of the participants and it is 7 and over
with 6.4% (61) of them. Besides, regarding occupational groups, 24.1% (229) of the participants are civil servants
and 33.2% (315) are private sector employees, 29.4% (279) are students, 10.2% (97) are housewives and 3.2% (30)
are retired. Another information about the participants is that 68.0% (646) of them have access to rural areas while
32.0% (304) of them do not.
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The perceptions, attitudes and behavior of consumers

The perceptions, attitudes and behavior of consumers towards traditional products depending on sources are
shown in Table 4. According to Table 4, the most consumed TFPs are land sourced and the least consumed are sky
sourced. Land-based TFPs of plant origin (Grain: 921 (96.9%); Fruit-Vegetable: 918 (96.6%)) were consumed more
than TFPs of animal origin (meat and its products: 910 (95.8%) and milk and its products: 894 ( 94.1%)). TFPs of
animal origin from sea, lake, river, etc. (613 (64.5%)) are consumed more than TFPs of plant origin (423 (44.5%)).
Sky-sourced TFPs of animal origin are the least consumed among all types of TFPs. Some researchers have stated
that consumers consume traditional foods less and perceive them as inconvenience food due to their lack of
knowledge and skills in preparing TFPs (Damman, Eide, & Kuhnlein, 2008; Chambers, Lobb, Butler, Harvey, &
Traill, 2007; Pieniaki Verbeke, Vanhonacker, Guerrero, & Hersleth, 2009; Almli, Verbeke, Vanhonacker, Nas, &
Hersleth, 2011; Matenge, van der Merwe, Beer, Bosman, & Kruger, 2015). When TFPs consumption frequencies are
compared, the most frequently consumed TFPs are land based with animal origin. The TFPs that are most commonly
preferred by consumers are milk and milk products (679 (76.0%)), eggs and its products (606 (70.2%)), and fruit-
vegetable products (605 (65,9%)), respectively. Sea, lake, river etc. based TFPs are generally consumed at a normal
level. Besides, animal-based TFPs (354 (57.7%)) are consumed more frequently than vegetable-based TFPs (236
(55.8%)). TFPs based on sky are mostly consumed rarely (122 (64.6%)). TFPs of animal origin based on sky are
mostly consumed rarely (122 (64.6%)). TFPs are mostly consumed as dinner food according to their sources.
However, milk and milk products (554(62.0%)) as well as egg products (789(91.4%)) are consumed more for
breakfast.

Table 4. Perceptions, attitudes and behaviors towards traditional foods with different sources (n=950)

SEA, LAKE, RIVER, SKY

LAND BASED ETC. BASED BASED
Foods
Foods from plants Foods from animals from FO.OdS from Fo_ods from
animals animals
plants
_ Fruits and Meat and M_llk and Eggsand
Grains Legumes | meat milk egg
Vegetables
products  products  products
Do you consume traditional foods?
Yes 921 918 881 910 894 863 423 613 189
(96.9%)  (96.6%) (92.7%) (95.8%) (94.1%)  (90.8%) (44.5%) (64.5%) (19.9%)
No 29 32 69 40 56 87 527 337 761
(3.1%)  (3.4%) (7.3%) (4.2%) (5.9%) (9.2%) (55.5%) (35.5%) (80.1%)
How often do you consume traditional foods?
Rarel 38 11 46 35 31 33 128 139 122
y (4.1%) (1.2%) (5.2%) (3.8%) (3.5%) (3.8%) (30.3%) (22.7%) (64.6%)
Reqularl 434 302 457 398 184 224 236 354 50
gularly (47.1%) (32.9%) (51.9%) (43.7%) (20.6%)  (26.0%) (55.8%) (57.7%) (26.5%)
Frequentl 449 605 378 477 679 606 59 120 17
4 y (48.8%) (65.9%) (42.9%) (52.4%) (76.0%)  (70.2%) (13.9%) (19.6%) (19.0%)
At what meal do you usually prefer to consume traditional foods?
Breakfast 227 66 9 17 554 789 17 6 16
(24.6%) (7.2%) (1.0%) (1.9%) (62.0%)  (91.4%) (4.0%) (1.0%) (8.5%)
Lunch 239 252 220 219 138 54 69 69 42
(26.0%) (27.5%) (25.0%) (24.1%) (15.4%)  (6.3%) (16.3%) (11.3%) (22.2%)
Dinner 455 600 652 674 202 20 337 538 131
(49.4%) (65.4%) (74.0%) (74.1%) (22.6%)  (2.3%) (79.7%) (87.8%) (69.3%)
Why do you consume traditional foods?
?gﬁgﬁe %‘;:ab't“a' 56 36 45 35 32 34 4 11 5
P (6.1%) (3.9%) (5.1%) (3.8%) (3.6%) (3.9%) (0.9%) (1.8%) (2.6%)

formation
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LAND BASED SEA, LAKE, RIVER, SKY

ETC. BASED BASED
Foods
Foods from plants Foods from animals from FO.O ds from FO.OdS from
animals animals
plants
crai Fruits and Meat and M_iIk and Eggsand
rains Vegetables Legumes | meat milk eqg
products  products  products
Because of their 48 70 131 175 105 163 80 124 16
nutritional value (5.2%) | (7.6%) (14.9%) (19.2%) (11.7%) | (18.9%) (18.9%) (20.2%) (8.5%)
Because they are 167 7 57 21 58 74 51 50 42
natural (%18.1) | (8.4%) (6.5%) (2.3%) (6.5%) (8.6%) (12.1%) (8.2%) (22.2%)
Because they are 69 20 63 45 10 54 0 2 0
filling (7.5%) | (2.2%) (7.2%) (4.9%) (1.1%) (6.3%) (0.0%) (0.3%) (0.0%)
Because ey dotof 102 |37 66 27 19 10 5 16 16
our culture (11.1%) | (4.0%) (7.5% (3.0%) (2.1%) (1.2%) (1.2%) (2.6%) (8.5%)
Because | think they | 219 219 242 401 122 83 98 121 63
are delicious (23.8%) |(23.9%) (27.5%) (44.1%) (13.6%) |(9.6%) (23.2%) (19.7%) (33.3%)
Because | think they | 246 446 257 203 528 422 154 261 40
are healthy (%26.7) | (48.6%) (29.2%) (22.3%) (59.1%) | (48.9%) (36.4%) (42.6%) (21.2%)
Because | think they | 10 10 9 2 17 13 28 27 6
are fresh (1.1%) |(1.1%) (1.0%) (0.2%) (1.9%) (1.5%) (6.6%) (4.4%) (3.2%)
Because they are 4 3 11 1 3 10 3 1 1
cheap (0.4%) |(0.3%) (1.2%) (0.1%) (0.3%) (1.2%) (0.7%) (0.2%) (0.5%)

TFPs from grains: Village bread, corn bread, Vakfikebir bread, tarhana, noodles, muhlama, boza, baklava, revani, kadayif, kiinefe, keskek,
ravioli, traditional soups with grains, traditional bakery products and all kinds of grain-based other TFPs. TFPs from fruits and vegetables:
Stuffed peppers, leaf wraps, pickles, molasses, cauliflower, moussaka, traditional drinks based on fruits and vegetables, sausage with walnuts,
fruit pulp, churchkhela, desserts, appetizers, dried fruit and vegetables, compote, jam, marmalade, pepper paste, pomegranate syrup, zucchini
hash browns and all kinds of other fruit and vegetable based TFPs. TFPs from legumes: Dried beans (with sausage, meat, etc.), chickpeas
and its types, bulgur and its types, kidney beans and its types, humus, legume-based salads, legume-based desserts (asure, etc.), haricot bean
salad and other legume-based traditional TFPs. TFPs from meat and meat products: All cattle, sheep and poultry, all kebabs, doner,
lahmacun, lamb stew with new onions, pita, bacon, sausage, tail fat, meatballs and its varieties, kibbeh, liver and offal products, syrup, fried
meat, all other TFPs red and white meat. TFPs from milk and milk products: Yogurt, curd, minci, traditional village cheese, kefir, butter,
milk puddings, all other TFPs from milk and milk products of land animals. TFPs from eggs and egg products: TFPs obtained from eggs and
egg products of all kinds of animals living on land. TFPs of plant origin from sea, lake, river, etc.: Seaweed, sea beans, watercress, seafood,
appetizers in which aquatic plants are used, all other TFPs from all kinds of plants from sea, lake, river etc. TFPs of animal origin from sea,
lake, river, etc.: Dishes from fish growing in rivers, lake, etc. of a specific region, all other animal-based TFPs obtained from the marine
environment. Eggs of these animals are also included. TFPs of animal origin from the sky: All kinds of TFPs made from the meat of the flying
animals (goose, duck, quail, mountain rooster, partridge, etc.) living in the region. Eggs of these animals are also included.

Consumers mostly consume TFPs because they are perceived as healthy, delicious, nutritional and natural,
although some vary depending on their sources. Some other reasons why they are consumed commonly are that they
are part of the tradition and culture of that society and that this has become a satisfying habitual behavior. The last
thing that can be stated as a reason for the preference of TFPs is that they are cheap. Various studies on consumers’
perceptions, attitudes and behaviors towards TFPs have shown that they are regarded by consumers as positive
(Guerrero, 2001), healthy (Li, Yin & Saito, 2004; Almli, Verbeke, Vanhonacker, Nas, & Hersleth, 2011; Coksoyler,
2011; Wang, De Steur, Gellynck, & Verbeke, 2015), unhealthy due to fat and microbial risks (Pieniaki Verbeke,
Vanhonacker, Guerrero, & Hersleth, 2009), and that price is a drawback in reaching out TFPs (Chambers, Lobb,
Butler, Harvey, & Traill, 2007; Guerrero et al., 2009; Almli, Verbeke, Vanhonacker, Nas, & Hersleth, 2011; Wang,
De Steur, Gellynck, & Verbeke, 2015). Many other studies have also shown that price is not a determinant on TFPs
(Pieniaki Verbeke, Vanhonacker, Guerrero, & Hersleth, 2009), that they may be cheap for those who have access to
rural areas (Matenge, van der Merwe, Beer, Bosman, & Kruger, 2015; Cémert & Ozata, 2016), that familiarity is an
important factor in the preferability of TFPs (Pieniaki Verbeke, Vanhonacker, Guerrero, & Hersleth, 2009;
Stolzenbach, Bredie, & Byrne, 2013; Wang, De Steur, Gellynck, & Verbeke, 2015; Jo, Lee, Sohn, & Kim, 2015; Tan
etal., 2015; Lee & Lopetcharat, 2017), and that they are seen as favorable in that they have a natural content (Pieniaki

Verbeke, Vanhonacker, Guerrero, & Hersleth, 2009; Fibri & Frest, 2019). There is also some research suggesting
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that TFPs are perceived as nutritionally rich because of its contributions to daily protein, vitamin and mineral intake
(Pufall et al., 2011; Gagné et al., 2012; Matenge, van der Merwe, Beer, Bosman, & Kruger, 2015), that they are
socially and culturally important (Chambers, Lobb, Butler, Harvey, & Traill, 2007; Trichopoulou, Soukara, &
Vasilopoulou, 2007; Guerrero et al., 2009; Pufall et al., 2011; Cerjak, Haas, Brunner, & Tomic’, 2014; Verbeke,
Guerrero, Almli, Vanhonacker, & Hersleth, 2016; Basaran, 2016), that sensorial properties such as taste, flavor and
appearance have a positive affect on how they are perceived (Cayot, 2007; Bushong, King, Camerer, & Rangel, 2010;
Almli, Verbeke, Vanhonacker, Nas, & Hersleth, 2011; Cerjak, Haas, Brunner, & Tomic’, 2014; Rudawska, 2014;
Wang, De Steur, Gellynck, & Verbeke, 2015; Brylta, 2015) and that senses do not have an significant effect on the
way they are perceived (Pieniaki Verbeke, Vanhonacker, Guerrero, & Hersleth, 2009).

The main reasons why land based TFPs of plant origin are consumed are explained as follows: Grain foods are
consumed because they are healthy (246(%26.7)), tasty (219(23.8%)) and natural (167(%18.1)) whereas fruit-
vegetables are consumed because they are healthy (446(48.6%)), tasty (219(23.9%)) and natural (77(8.4%)). On the
other hand, legumes are consumed because they are healthy (257(29.2%)), tasty (242(27.5%)) and because of their
nutritional value (131(14.9%)). The main reasons why land based TFPs of animal origin are consumed are also
explained as follows: Meat and meat products are consumed because they are delicious (401(44.1%)), healthy
(203(22.3%)) and because of their nutritional value (167(%18.1)) whereas eggs and egg products are consumed
because they are healthy (528(59.1%)), nutritional (163(18.9%)) and delicious (83(9.6%)). Sea, lake, river, etc. based
TFPs of plant origin are consumed because they are healthy (154(36.4%)), delicious (98(23.2%)) and nutritional
(80(18.9%)) whereas TFPs of animal origin of the same category are consumed because they are healthy
(261(42.6%)), nutritional (124(20.2%)) and delicious (121(19.7%)). Finally, sky-based TFPs of animal origin are
consumed because they are delicious (63(33.3%)), natural (42(22.2%)) and healthy (40(21.2%)), respectively.

The consumption frequencies of TFPs from land, sea, lake, river etc. and sky are taken as independent variables

and the results of logistic regression analysis obtained by the enter method are shown in Tables 5, 6, 7 and 8.

Table 5. Definition of dependent and independent variables

Dependent Variable

Rare/Normal (0)

Consumption frequency of TFPs Frequent (1)

Independent Variables Independent Variables

Sex (S) Occupation (O)

s1 1:Male O:Female o1 1:Private Sector Employee 0:Civil
Servant

Marital Status (MS) 02 1:Student 0:Civil Servant

MS1 1:Single 0:Married 03 1:Housewife/Retired 0:Civil Servant

Age Group (AG) 04 1:0ther 0:Civil Servant

1: 31 and over

AGl 0 18-30 Rural Area (RA)

Educational Background (EB) RAL 1:Access to rural areas  0:No access to
rural areas

EB1 1: Associate’s Degree Number of Family Members (FMN)

0:Primary/High School
1: Bachelor’s and more
0: Primary/High School

EB2 FMN1 1:3-4 0:1-2

FMN2 1:5 and more 0:1-2

The data related to TFPs from grains in Table 6 showed that the model created with independent variables such

as sex, marital status, age group, education background, number of family members, occupation and access to rural
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areas is statistically significant (x2=58.467; p<0.001). Hosmer and Lemeshow’s goodness of fit test also shows that
the model has a sufficient degree of goodness of fit (p>0.05). When the relevance of coefficients of independent
variables in the model is examined, it is seen that educational background and number of family members as well as
occupation are significant (p<0.05). According to this information, individuals who hold associate’s degrees are
0.534 (Exp (B)) times less likely to consume grain-based TFPs than those who are graduates of primary / high schools
in terms of frequency. Besides, those who have 3-4 family members are 1.646 (Exp (B)) times more likely to consume
TFPs from grains than those who have 0-1 family members. On the other hand, those who have 5 or more family
members are 1.685 (Exp (B)) times more likely to consume TFPs from grains than those with 0-1 members. Students

are 0.525 (Exp (B)) times less likely to consume TFPs from grains compared to civil servants.

When the data related to TFPs from fruit and vegetables in Table 6 is examined, it is seen that the model created
with independent variables such as sex, marital status, age group, education background, number of family members,
occupation and access to rural areas is statistically significant (x2=32.367; p<0.01). Hosmer and Lemeshow’s
goodness of fit test also shows that the model has a sufficient degree of goodness of fit (p>0.05). When the relevance
of coefficients of independent variables in the model is examined, it is seen that sex, marital status, number of family
members as well as occupation parameters are significant (p<0.05). According to this information, the consumption
frequency TFPs from fruits and vegetables is 0.633 (Exp (B)) times less with men compared to women. Single people
are 0.474 (Exp (B)) times less likely to consume TFPs from fruits and vegetables than married people do. Besides,
people with 3-4 family members are 1.581 (Exp (B)) times more likely to consume TFPs from fruits and vegetables
compared to people with 0-1 family members. Again, private sector employees are 1.592 (Exp (B)) times more likely
to consume this category of TFPs than civil servants, whereas the consumption frequency of students are 2.029 (Exp

(B)) times more than civil servants.

According to the data related to TFPs from legumes in Table 6, it was determined that the model created with
independent variables such as sex, marital status, age group, education background, number of family members,

occupation and access to rural areas is not statistically significant (x2=15.271 p>0.05).

Hosmer and Lemeshow’s goodness of fit test also shows that the model has a sufficient degree of goodness of fit
(p>0.05). When the relevance of coefficients of independent variables in the model is examined, it is seen that the
parameters of sex, marital status and access to rural areas are significant (p<0.01). According to this information, the
consumption frequency of TFPs from meat and meat products with men is 2.139 (Exp (B)) times more than it is with
women. Single people are 0.526 (Exp (B)) times less likely to consume TFPs of this category than married people.
People who have access to rural areas are 0.663 (Exp (B)) times less likely to consume TFPs from meat and meat

products compared to those who have no access to rural areas.
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Table 6. Independent variables affecting the consumption frequencies of TFPs of plant origin from land and the relevance of the coefficients in the model

LAND-BASED

From Grains From Fruit and Vegetables From Legumes
Independent
Varigbles Etd. wald sD p Exp QFSJ/OEépA(B) B Std. Wald SD p Exp ggg/oEépA(B) B Std. wald SD p Exp ggorA)EépA(B)

rror ®) Down  Top Error ®) Down  Top Error ®) Down  Top

S1 0.069 0.144 0.229 1 0.633 1.072 0.807 1.422 6.457 0.150 9.234 1 0.002™ 0.633 0471 0.850 0.020 0.147 0.019 1 0.891 1.020 0.765 1.360
MS1 6259 0.185 1.961 1 0.161 0.772  0.538 1.109 2).746 0.196 14404 1 0.000™  0.474 0.323 0.697 6.163 0.186 0.765 1 0.382 0.850 0.590 1.224
AG1 0.183 0.176 1.076 1 0.300 1.200 0.850 1695 0.104 0.184 0.319 1 0.572 1110 0.773 1593 0.267 0.180 2.203 1 0.138 1.307 0.918 1.860
EB 11.977 2 0.003 0.563 2 0.754 2971 2 0.226
EB1 6.628 0.207  9.164 1 0.002” 0534 0355  0.801 6.084 0215  0.153 1 0.696 0919 0.603 1402 0368 0214 2966 1 0.085 1445 0950  2.196
EB2 6_115 0.188  0.373 1 0.542 0.892 0.617 1288 0.048 0.201  0.057 1 0.812 1.049 0707 1556 0.208 0.196 1128 1 0.288 1.231 0.839  1.807
FMN 5.964 2 0.051 4.703 2 0.095 2056 2 0.358
FMN1 0.499 0.213  5.464 1 0.019" 1646 1.084 2501 0458 0218  4.397 1 0.036" 1581 1030 2425 0207 0217 0914 1 0.339 1.230 0.804  1.883
FMN2 0.522 0.235  4.955 1 0.026" 1685 1.064 2669 0460 0238  3.737 1 0.053 1584 0994 2525 0.003 0238 0000 1 0.989 1.003 0.630  1.599
e} 7.653 4 0.105 13.147 4 0.011 5.068 4 0.280
01 6.272 0.210 1.681 1 0.195 0.762 0504 1150 0465 0.224  4.300 1 0.038" 1592 1.026  2.469 6.321 0211 2304 1 0.129 0.726 0479  1.098
02 6.645 0.251 6.586 1 0.010" 0525 0.321 0.859 0.707  0.265 7.120 1 0.008™ 2029 1.207 3411 0.007 0.256 0.001 1 0.978 1.007 0.610 1.664
03 6_034 0.286  0.014 1 0.907 0.967 0552  1.693 6.284 0.292  0.948 1 0.330 0.753 0425 1334 0106 0.280 0144 1 0.704 1112 0.643 1924
04 6.426 0.256 2771 1 0.096 0.653 0395 1079 0439 0270 2643 1 0.104 1551 0914  2.632 6.176 0263 0449 1 0.503 0.839 0501  1.403
RA1 0.109 0.148 0.543 1 0.461 1115 0.834 1491 6.086 0.154 0.314 1 0.576 0917 0.678 1241 6.002 0.148 0.000 1 0.992 0.998 0.748 1.334
Constant 0.052 0.343  0.023 1 0.880 1.053 0.580 0.361  2.584 1 0.108 1.786 6.528 0.348 2306 1 0.129  0.590
Model Summary: Model Summary: Model Summary:
x?=58.467 p=0.000"" DS0O=59.0% x?=32.367 p=0.001" DSO=67.1% x?=15.271 p=0.227 DSO=58.7%
Hosmer and Lemeshow Goodness of Fit Test; x?=13.669 p=0.091 Hosmer and Lemeshow Goodness of Fit Test; x?=12.275 p=0.139 Hosmer and Lemeshow Goodness of Fit Test; x?=8.130 p=0.421

*p<0.05 **, p<0.01 *** p<0.001, B=Regression coefficient, Exp (B)=0dds Rate, Std. Error=Standard Error, S.D=Degree of freedom, p=Significance Level, GA=Confidence Interval, DSO= The Correct

classification rate of the model
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The data related to TFPs from milk and milk products in Table 7 showed that the model created with independent
variables such as sex, marital status, age group, education background, number of family members, occupation and
access to rural areas is statistically significant (x2=42.839; p<0.001). Hosmer and Lemeshow’s goodness of fit test
also shows that the model has a sufficient degree of goodness of fit (p>0.05). When the relevance of coefficients of
independent variables in the model is examined, it is seen that the parameters of sex, marital status and access to rural
areas are significant (p<0.05). According to this information, the consumption frequency of TFPs from milk and milk
products with men is 0.609 (Exp (B)) times less than it is with women. Single people are 0.619 (Exp (B)) times less
likely to consume TFPs of this category than married people. People who have access to rural areas are 0.560 (Exp
(B)) times less likely to consume TFPs from milk and milk products compared to those who have no access to rural

areas.

The data related to TFPs from eggs and egg products in Table 7 showed that the model created with independent
variables such as sex, marital status, age group, education background, number of family members, occupation and
access to rural areas is statistically significant (x2=54.693; p<0.001). Hosmer and Lemeshow’s goodness of fit test
also shows that the model has a sufficient degree of goodness of fit (p>0.05). When the relevance of coefficients of
independent variables in the model is examined, it is seen that the parameters of marital status, educational
background and number of family members are significant (p<0.05). According to this information, the consumption
frequency of TFPs from egg and egg products with single people is 0.463 (Exp (B)) times less than it is with married
people. People who hold an associate’s degree are 0.584 (Exp (B)) times less likely to consume TFPs of this category
than those who are graduates of primary/high schools. Besides, people who have 5 and more family members are
1.863 (Exp (B)) times more likely to consume TFPs from egg and egg products compared to those who have 0-1

family members.
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Table 7. Independent variables affecting the consumption frequencies of TFPs of animal origin from land and the relevance of the coefficients in the model

LAND-BASED
From meat and meat products From milk and milk products From eggs and egg products

Independent

) For Exp (B) 95% S For Exp (B) 95% For Exp (B) 95%
Variabl . . .

ariables B ‘::‘:or Wald SD p (E;)p GA B ::’:or wald . p (E;)p GA B ::for Wald SD p (E;)" GA
Down Top D Down Top Down Top

S1 0.760 0.146 27.236 1 0.000""" 2.139 1.608 2.846 6497 0.169 8.624 1 0.003" 0.609 0.437 0.848 6052 0.162 0.104 1 0.747 0.949 0.692 1.303
MS1 0.643 0.189 11.576 1 0.001 0.526  0.363 0.761 0.480 0.226 4514 1 0.034 0.619 0.397 0.963 0771 0.216 12.751 1 0.000 0.463 0.303 0.706
AG1 O 153 0.180 0.719 1 0.396 0.858  0.603 1.221 6014 0.215 0.004 1 0949 0.986  0.647 1.504 0.136 0.205 0.439 1 0.508 1.146  0.766 1,714
EB 0.394 2 0.821 4.906 2 0.086 12.586 2 0.002
EB1 0.038 0.209 0.033 1 0.855 0.963  0.639 1.449 0.350 0.244 2.070 1 0.150 0.704  0.437 1.135 0538 0.233 5.323 1 0.021 0.584  0.370 0.922
EB2 0.066  0.191 0.119 1 0.730 1.068  0.735 1.553 0.069 0.230 0.091 1 0.763 1.072 0.683 1.683 0.093 0.224 0.172 1 0.679 1.097 0.707 1.703
FMN 2.227 2 0.328 3.789 2 0.150 5.472 2 0.065
FMN1 0.281 0.218 1.652 1 0.199 1.324 0.863 2.031 0.306 0.255 1.435 1 0231 1.358 0.823 2.239 0.376 0.247 2.314 1 0.128 1.457 0.897 2.366
FMN2 0.350 0.238 2.162 1 0.141 1.419 0.890 2.261 6022 0.272 0.007 1 0.935 0.978 0.574 1.667 0.622 0.270 5.316 1 0.021" 1.863 1.098 3.162
(6} 3.758 4 0.440 6.747 4 0.150 1.103 4 0.894
01 ;)208 0.216 0.929 1 0.335 0.812 0.531 1.240 0.400 0.259 2.393 1 0.122 1.492  0.899 2.478 0 161 0.253 0.405 1 0.525 0.852  0.519 1.397
02 0 180 0.256 0.492 1 0.483 0.836  0.506 1380 0.152 0.299 0.256 1 0.613 1.164 0.647 2.093 O 241 0.287 0.706 1 0.401 0.786  0.448 1.378
03 0.469 0.286 2.691 1 0.101 0.626  0.357 1.096 0.321 0.333 0.933 1 0334 0.725 0.378 1.392 0023 0.352 0.004 1 0.948 0.977  0.490 1.950
o4 0.027 0.264 0.011 1 0.917 1.028 0.613 1.724 0329 0.315 1.088 1 0.297 1390 0.749 2.579 0 266 0.299 0.790 1 0.374 0.767  0.427 1.378
RA1 0.411 0.149 7.608 1 0.006 0.663  0.495 0.888 0.580 0.185 9.791 1 0.002 0.560 0.389 0.805 0161 0.169 0.910 1 0.340 0.851 0.611 1.185
Constant 0.400 0.349 1.316 1 0.251 1.492 1.858 0.425 19.138 1 0.000 6.411 1.311  0.405 10457 1 0.001 3.709
Model Summary: Model Summary: Model Summary:
x?=56.202 p=0.000"" DSO=62.3% x?=42.839 p=0.000"" DSO=76.1% x?=54.693 p=0,000""" DSO=70.7%

Hosmer and Lemeshow Goodness of Fit Test; x?=9.928 p=0.270

Hosmer and Lemeshow Goodness of Fit Test; x?=15.969 p=0.053

Hosmer and Lemeshow Goodness of Fit Test; x2=7.026 p=0.534

*p<0.05 **, p<0.01 ***, p<0.001, B=Regression coefficient, Exp (B)=0dds Rate, Std. Error=Standard Error, S.D=Degree of freedom, p=Significance Level, GA=Confidence Interval, DSO= The Correct classification rate of the

model.
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The data related to TFPs of plant-origin from sea, lake, river, etc. in Table 8 showed that the model created with
independent variables such as sex, marital status, age group, education background, number of family members,
occupation and access to rural areas is statistically significant (x2=38.089; p<0.001). Hosmer and Lemeshow’s
goodness of fit test also shows that the model has a sufficient degree of goodness of fit (p>0.05). When the relevance
of coefficients of independent variables in the model is examined, it is seen that the parameters of sex and number of
family members are significant (p<0.01). According to this information, the consumption frequency of TFPs of plant-
origin from sea, lake, river, etc. with men is 2.493 (Exp (B)) times more than it is with women. Besides, people who
have 3-4 family members are 2.530 (Exp (B)) times more likely to consume TFPs of plant-origin from sea, lake,

river, etc. compared to those who have 0-1 family members.

The data related to TFPs of animal-origin from sea, lake, river, etc. in Table 8 showed that the model created with
independent variables such as sex, marital status, age group, education background, number of family members,
occupation and access to rural areas is statistically significant (x2=39.778; p<0.001). Hosmer and Lemeshow’s
goodness of fit test also shows that the model has a sufficient degree of goodness of fit (p>0.05). When the relevance
of coefficients of independent variables in the model is examined, it is seen that the parameters of sex, occupation
and access to rural areas are significant (p<0.05). According to this information, the consumption frequency of TFPs
of animal-origin from sea, lake, river, etc. with men is 2.074 (Exp (B)) times more than it is with women. Besides,
private sector employees are 0.432 (Exp (B)) times less likely to consume TFPs of animal-origin from sea, lake,
river, etc. compared to those who work in the public sector. On the other hand, the consumption frequency of this
category with housewives and retired people are 0.363 (Exp (B)) times less than it is with civil servants. Again,
people who have access to rural areas are 0.633 (Exp (B)) times less likely to consume TFPs of animal-origin from

sea, lake, river, etc. compared to those who have no access to rural areas.

The data related to TFPs of animal-origin from the sky in Table 8 showed that the model created with independent
variables such as sex, marital status, age group, education background, number of family members, occupation and
access to rural areas is statistically significant (x2=41.3976; p<0.001). Hosmer and Lemeshow’s goodness of fit test
also shows that the model has a sufficient degree of goodness of fit (p>0.05). When the relevance of coefficients of
independent variables in the model is examined, it is seen that the parameters of sex, age group, educational
background and occupation are significant (p<0.05). According to this information, the consumption frequency of
TFPs of animal-origin from the sky with men is 2.572 (Exp (B)) times more than it is with women. Besides, people
who are 31 years old and more are 0,281 (Exp (B)) times less likely to consume TFPs of animal-origin from the sky
compared to those who are between 18 and 30. On the other hand, people who hold an associate’s degree are 0.301
(Exp (B)) times less likely to consume TFPs of animal-origin from the sky than those who are graduates of
primary/high school. Again, people who hold a bachelor’s degree or more are 0.250 (Exp (B)) times less likely to
consume TFPs of this category compared to those who are graduates of primary/high school. Finally, housewives
and the retired are 5.822 (Exp (B)) times more likely to consume TFPs of animal-origin from the sky compared to

civil servants.

Onurlubas & Tagdan (2017) have stated that men consume TFPs less than women do, and marital status does not
have any effect on the frequency consumption. Moreover, the frequency of TFPs consumption has a positive

correlation with age. However, the decrease in the consumption frequency of TFPs is associated with an increase in
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the number of family members. Similarly, higher levels of education are associated with less consumption of TSPs.
In this respect, Hopping et al., (2010) and Matenge, van der Merwe, Beer, Bosman, & Kruger, (2015) revealed similar
findings that the frequency of TFP consumption increases in parallel with the age factor. Furthermore, Hopping et
al., (2010); have reported that those who have a higher degree in education consume TFPs less compared to those
who have a poor educational background.
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SEA, LAKE, RIVER, ETC. BASED

SKY-BASED

From Plants From Animals From Animals

Vi oS g so p 5P a® o S g so p 5P Geen® e G owam so o g (2290

Error ® Down  Top Error ® Down  Top Down  Top
S1 0914 0.239 14.666 1 0.000™ 2493 1562 3980 0.729 0.225 10463 1 0.001™ 2074 1333 3226 0945 0.360 6.885 1 0.009™ 2572 1.270 5.210
MS1 6.469 0.282 2.774 1 0.096 0.625 0.360 1.087 6‘499 0.277 3.240 1 0.072 0.607  0.352 1045 0.281 0.482 0.341 1 0.559 1325 0.515 3.406
AG1 (-).267 0.280  0.906 1 0.341 0.766 0442 1326 0222 0.263 0.712 1 0.399 1248 0746  2.090 '1.270 0.573  4.903 1 0.027" 0281 0.091 0.864
EB 4.830 2 0.089 1.516 2 0.469 8.949 2 0.011
EB1 0501 0.383 1.708 1 0.191 1.650 0.779 3.494 6.121 0.318 0.144 1 0.704 0.886  0.475 1.654 -1_202 0.520 5.344 1 0.021" 0.301 0.109 0.833
EB2 6_152 0.322  0.223 1 0.636 0.859 0456  1.615 6_322 0.284  1.283 1 0.257 0.725 0415  1.265 -1.385 0.468  8.760 1 0.003™ 0.250 0.100 0.626
FMN 8.149 2 0.017 2.254 2 0.324 0.656 2 0.720
FMN1 0.928 0.327  8.040 1 0.005™ 2530 1332 4804 0455 0316  2.066 1 0.151 1576 0.848  2.930 6.368 0.629  0.342 1 0.558 0.692 0.202 2375
FMN2 0.639 0.361 3.136 1 0.077 1894 0934 3840 0275 0346  0.635 1 0.426 1317 0669  2.593 6.083 0.628  0.017 1 0.895 0.920 0.269  3.153
0 1.507 4 0.825 12980 4 0.011 10592 4 0.032
01 0111 0321 0119 1 0.730 1117 0596  2.094 6.838 0.341  6.055 1 0.014" 0.432 0222  0.843 6.232 0.647  0.129 1 0.720 0.793 0.223 2816
02 6_195 0.409 0.228 1 0.633 0.823  0.369 1.833 6.622 0.392 2.524 1 0.112 0.537  0.249 1.157 0.648 0.698 0.862 1 0.353 1912 0.487 7.504
03 6_102 0.499  0.041 1 0.839 0.903 0.340  2.402 '1_013 0.429 5565 1 0.018" 0.363 0.157 0.843 1762 0.833  4.469 1 0.035" 5.822 1137  29.809
04 6.273 0.389  0.492 1 0.483 0761 0355 1632 0142 0426 0.111 1 0.739 1.152 0500  2.658 6.501 0.746  0.452 1 0.502 0.606 0.141 2612
RA1 6.175 0.247 0.502 1 0.478 0.839 0.517 1.362 6.457 0.232 3.881 1 0.049" 0.633  0.402 0.998 0481 0.439 1.204 1 0.273 1618 0.685 3.821
Constant 0.303 0.556  0.297 1 0.585 1.354 1956 0543 12982 1 0.000 7.074 6.285 0.880  0.105 1 0.746 0.752
Model Summary: Model Summary: Model Summary:
x?=38.089 p=0,000"" DSO=70.4% x?=39.778 p=0.000"" DSO=77.0% x?=41.397 p=0,000"" DSO=76.2%

Hosmer and Lemeshow Goodness of Fit Test; x?=10.636 p=0.223

Hosmer and Lemeshow Goodness of Fit Test; x?=4.234 p=0.835

Hosmer and Lemeshow Goodness of Fit Test; x?=23.729 p=0.103

*p<0.05 **, p<0.01 *** p<0.001, B=Regression coefficient, Exp (B)=0dds Rate, Std. Error=Standard Error, S.D=Degree of freedom, p=Significance Level, GA=Confidence Interval, DSO= The Correct classification rate of the model
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The relationship between the consumption frequencies of TFPs by cities based on their sources is shown in Table
9. The results of the chi-square test have revealed that there is a statistically meaningful relationship between the
cities and the consumption frequencies of TFPs from grains (p<0.001), fruits-vegetables (p<0.001), legumes
(p<0.001), milk and milk products (p<0.001), eggs and egg products (p<0.001), from sea, lake, river, etc. both plant
(p<0.001), and animal (p<0.01) based, and from the sky (p<0.01). However, it has been determined that there is no
statistically meaningful relationship between the cities and the consumption frequency of TFPs from meat and meat
products (p>0.05). Accordingly;

Land-based
TFPs from grains

Grain-based TFP consumption frequency rate (frequently: 6.0%) of individuals who live in Antalya is
significantly higher than their rare/normal consumption rate (1.7%). Likewise, grain-based TFP consumption
frequency rate (frequently: 8.0%) of individuals who live in Erzurum is significantly higher than their rare/normal
consumption rate (3.0, 6.0%). On the other hand, grain-based TFP consumption frequency rate (rare/normal: 35.6%)
of individuals who live in Istanbul is significantly higher than their frequent consumption rate (27.6%). Again, the
rate of frequent consumption of grain-based TFPs (11.4%) of individuals living in Izmir is significantly higher than

their rare/normal consumption rate (5.9%).
TFPs from fruits and vegetables

Fruit and vegetable-based TFP consumption frequency rate (rare/normal: 7.3%) of individuals who live in
Diyarbakir is significantly higher than their frequent consumption rate (4.1%) whereas fruit and vegetable-based TFP
consumption frequency rate (frequent: 10.1%) of individuals who live in Gaziantep is significantly higher than their
rare/normal consumption rate (5.8%). On the other hand, fruit and vegetable-based TFP consumption frequency rate
(frequent: 10.4%) of individuals who live in Izmir is significantly higher than their rare/normal consumption rate
(4.2%) whereas fruit and vegetable-based TFP consumption frequency rate (rare/normal: 13.7%) of individuals who

live in Trabzon is significantly higher than their frequent consumption.
TFPs from legumes

Legume-based TFP consumption frequency rate (frequent: 6.1%) of individuals who live in Antalya is
significantly higher than their rare/normal consumption rate (2.4%) whereas legume-based TFP consumption
frequency rate (rare/normal: 6.8%) of individuals who live in Diyarbakir is significantly higher than their frequent
consumption rate (1.3%). Again, legume-based TFP consumption frequency rate (frequent: 12.7%) of individuals
who live in Izmir is significantly higher than their rare/normal consumption rate (5.8%) whereas legume-based TFP
consumption frequency rate (rare/normal: 11.7%) of individuals who live in Trabzon is significantly higher than their

frequent consumption rate (5.8%).
TFPs from milk and milk products

Regarding TFPs obtained from milk and milk products, TFP consumption frequency rate (frequent: 11.5%) of
individuals who live in Ankara is significantly higher than their rare/normal consumption rate (6.5%) whereas TFP

consumption frequency rate (rare/normal: 8.8%) of individuals who live in Erzurum is significantly higher than their
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frequent consumption rate (4.7%). Again, TFP consumption frequency rate (frequent: 10.9%) of individuals who live
in Izmir is significantly higher than their rare/normal consumption rate (1.9%) whereas TFP consumption frequency
rate (rare/normal: 12.6%) of individuals who live in Trabzon is significantly higher than their frequent consumption
rate (7.8%).

TFPs from eggs and egg products

Regarding TFPs obtained from eggs and egg products, TFP consumption frequency rate (rare/normal: 14.8%) of
individuals who live in Samsun is significantly higher than their frequent consumption rate (9.4%) whereas TFP
consumption frequency rate (rare/normal: 13.2%) of individuals who live in Trabzon is significantly higher than their

frequent consumption rate (8.6%).
Sea, lake, river, etc. based
TFPs from plants

Regarding TFPs obtained from sea, like, river, etc., plant-based TFP consumption frequency rate (rare/normal:

14.8%) of individuals who live in Gaziantep is significantly higher than their frequent consumption rate (1.7%).
TFPs from animals

Regarding TFPs obtained from sea, like, river, etc., animal-based TFP consumption frequency rates (rare: 10.8%
and normal: 10.2%) of individuals who live in Gaziantep are significantly higher than their frequent consumption
rate (2.5%) whereas animal-based TFP consumption frequency rate (frequent: 40.0%) of individuals who live in

Istanbul is significantly higher than both their normal consumption rate (26.8%) and rare consumption rate (7.2%).
Sky-based
TFPs from animals

Regarding TFPs obtained from the sky, animal-based TFP consumption frequency rate (rare: 17.2%) of
individuals who live in Ankara is significantly higher than their normal/frequent consumption rate (4.5%) whereas
animal-based TFP consumption frequency rate (normal/frequent: 13.4%) of individuals who live in Diyarbakir is

significantly higher than their rare consumption rate (4.9%).
Conclusion

TFPs which contribute to the development and sustainability of rural areas are important elements of the culture,
identity and heritage of communities. They have also attracted a great deal of attention of consumers, producers,
policy makers and researchers in recent years. This research is among the most comprehensive in both national and

international literature in which TFPs are investigated according to their sources.

This study has investigated consumers’ perceptions, attitudes and behaviors towards TFPs in Turkey in which
there is a rich culinary culture because of the fact that it has hosted hundreds of different cultures, identities and
beliefs from past to present. Land-based TFPs are consumed more than TFPs from the sea, lake, river etc. and the
sky. The least consumed traditional foods are TFPs that are based on the sky. In terms of consumption frequencies,
TFPs of animal origin from both land and sea, lake, river etc. are consumed more frequently than TFPs of plant

origin. TFPs are mostly consumed for dinner, except for milk, eggs and their products. Depending on the sources,
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consumers are observed to consume TFPs mostly because they perceive it as healthy, delicious, nutritional and

natural.

The regression analysis between the consumption frequencies of TFPs according to their sources and the socio-
demographic characteristics of the consumers revealed that there is a number of data with statistical significance
between the frequencies of consumptions in different cities as a result of the investigation carried out within the
study. In the light of this information, it can be concluded that the attitudes, perceptions and behaviors of the
consumers towards TFPs across the country cannot be said to have a homogeneous structure because of Turkey’s
geographical size, climate conditions, feed stock diversity and multiculturalism as well as because of reasons such

as different consumer behaviors.
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INTRODUCTION

In the 21st century, when globalization surrounds the world, the tourism industry is growing at a faster rate day
by day (Tosun et al. 2003; Oh, 2005; Raymond and Brown, 2007; Tang and Abosedra, 2012; Tang and Tan, 2013;
Cardenas-Garcia et al. 2015; Fahimi et al., 2018). This growth especially accelerated after World War Il (Eadington
and Redman, 1991). Smith (1998) states that mass tourism has had a significant upward trend since World War 11
and the historical perspective developed here indicates that contemporary mass tourism was initially small in scale
and later expanded in connection with European and American overseas travels during the post-war era of
restructuring. For example, according to international tourist arrival statistics, while 25 million people travelled in
1950, this number increased to 459 million in 1990 (Jayawardena, 2002). These travel numbers increased to levels
as high as 1.4 billion in 2018. In the same year, the economic power of international tourism increased as well.
Tourism accounts for 7% of total global exports and 29% of world services exports (UNWTO, 2019). Many factors
affect this growth positively, especially the improvement of the welfare level of the societies, and the increase in the
disposable income and spare time of individuals (Lickorish et al., 1997). However, the tourism industry has a
vulnerable and dynamic structure that can be affected very quickly by external events (Gamble, 1992; Lee and
Harrald, 1999; Soyak, 2013). There is a very important element that fuels this dynamic structure and constitutes an
important aspect of globalization. This element is Information and Communication technologies. Each development
in these technologies enables people to receive instant news even about events in faraway places. Therefore, the
smallest misfortune that can affect tourism activities in a destination spreads immediately and affects the ideas of
potential tourism demand (Buhalis and Law, 2008; Xiang and Gretzel, 2010; Paraskevas et al., 2013; Nezakati et al.,
2015; Del Chiappa and Baggio, 2015). Indeed, touristic destinations carry out activities in order to become smart
with digitalization (Wang et al., 2013; Buhalis and Amaranggana, 2014; Boes et al., 2015). Mobile technologies in
particular have a critical function at this point (Eriksson, 2012; Egger, 2013).

Crisis is one of the events by which the tourism industry is most affected due to its dynamic structure. Economic
crises are among the significant events affecting the tourism industry (Pambudi et al., 2009; Papatheodorou et al.,
2010; Stylidis and Terzidou, 2014). The international scope of these crises deepens their possible effects on tourism.
The best example of this is the 2008 economic crisis. There are many statistics about the effects of this crisis on
international tourism movements in the world. For instance, in the period of April/January 2009, there was an 8%
decrease in international arrivals compared to the same period of the previous year. Likewise, an 8% drop in airline
passenger traffic occurred. Accommodation statistics also support this decline. For instance, accommodation
statistics in 2009 for the Asia-Pacific region and Europe showed a decline of around 30% and about 33%, respectively
(Smeral, 2009; UNWTO, 2009). The economic crises affect both supply and demand in tourism. For, along with the
economic crisis, the impacts on the purchasing power of citizens due to unemployment (Alegre et al., 2013) in the
country where the crisis is experienced cause a contraction in tourism demand (Dynarski and Sheffrin, 1987,
Arulampalam, 2001). Indeed, the reason for the contraction in tourism in 2009 due to the 2008 crisis is the decrease
in GDP per capita. Due to this crisis, GDP per capita saw a decrease of 3.39% in the world, 4.37% in the European
Union countries and 4.74% in the USA (Eugenio-Martin and Campos-Soria, 2014). In addition, the disruption of

investment activities due to economic crises also brings about contraction in the supply of tourism in the long term.
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Diplomatic and political crises are among the other important crises that affect the tourism industry. Political
tensions between two countries cause these countries to impose embargo against each other. Thus, there may be a
contraction in the travels of citizens of any country to another country (Gilss, 2008) because tourists can be targeted
at in countries with political instability (Hall and O'Sullivan, 1996). Diplomatic and political tensions in the second
half of the 20th century, especially the energy-related crises, affect tourism movements (Hall, 2010). The bipolar
system called the Cold War further deepened the diplomatic and political tensions affecting the world in many
respects, especially in tourism.

The dynamic nature of tourism causes the developments in the industry to be affected by natural disasters as well.
Especially natural disasters such as earthquakes, floods, tornadoes, hurricanes, volcanic eruptions and so on cause a
contraction in tourism demand (Huang and Min, 2002; Tse, 2006; Aguirre, 2007; Erol, 2010; Hall, 2010; Walters et
al. 2016).

Personal safety is the most important factor for tourists during touristic activities (Hall et al., 2003). In this sense,
war and terrorism, which are among the most important problems that threaten the security of tourists, negatively
affect tourism activities (Smith, 1998; Faulkner, 2001; Thompson, 2011). For example, in the regions where the Gulf
War occurred in 1991 and the September 11 attacks took place in 2001, there was a contraction in tourism demand
for the following years (Scott and Laws, 2005). Indeed, there is such a great interaction between terrorism and tourism
that touristic destinations became the intended targets of terrorist activities in certain periods of history (Sonmez et
al., 1999; Pizam and Smith, 2000). An attack on foreign tourists is an action that weakens the local government in
power through the loss of tourism revenues. It is estimated that this link between terrorism and tourism will increase
due to the fact that the problem is not new, and its political and economic effects are likely to grow further (Richter
and Waugh 1991). These terrorist acts aim to create an unsafe image for the tourist destination, thereby scaring
tourists and preventing their visits (Sonmez, 1998). Another important reason why tourists refrain from traveling due
to safety concerns is health (Chen et al., 2004). In this research, the effects of the coronavirus epidemic, which broke
out in China in recent months and had international impacts, on the hospitality industry. Detailed information on this

subject is given in the following sections of the research.
Repercussions of Epidemic Diseases on Tourism

Health-related crises are among the most important factors affecting tourism. They cause a contraction in tourism
demand, especially as epidemics prevent travel. Accordingly, there are many diseases occurring and relevant
academic studies (Scott and Laws, 2005). The foot-and-mouth disease epidemic, which emerged in the United
Kingdom in 2001 (Haydon et al., 2004), is known to have adversely affected the tourism sector due to its spread
through contact with animals or their elements and respiration, causing a contraction in tourism demand (Baxter and
Bowen, 2004).

Another major epidemic that caused a narrowing in tourism demand is the SARS (severe acute respiratory
syndrome) epidemic that occurred in Asian countries such as China, Hong Kong, Singapore and Vietnam in the
beginning of 2002 and later impacted the whole world (McAleer et al., 2010). The SARS epidemic led to a decrease
in tourism demand in different parts of the world, especially in the countries of the Asian continent (Pine and

McKercher, 2004). Pine and McKercher put forth the impacts of the SARS epidemic on the tourism mobilities in
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Hong Kong and other Southeast Asian countries, expressing that the hotel businesses suffered most. It is also known

that different studies on how the SARS epidemic led to contraction in tourism demand exist (Kuo et al., 2007).

Avian influenza is another important epidemic disease giving rise to narrowing in tourism demand. Although
there are different opinions as to when the disease first appeared, the origin of this disease is in Hong Kong, China
and other Asian countries. Later, this disease became a worldwide epidemic and resulted in the death of many people
(Lee and Chen, 2011). Avian influenza caused shock drops in tourism, indicating that it could cause a deeper security
crisis for travel. These declines were temporary. However, in the short and medium term, it led to bankruptcy and

termination of activities in tourism businesses, especially in hospitality businesses (Page et al., 2006).

Swine flu was seen in the USA in 2009 and affected many countries. Swine flu (Haque and Haque, 2018), which

can easily be transmitted from one person to another in different ways, caused a decline in tourism movements.

Another epidemic that caused a narrowing in tourism movements had its origin in Africa. The Ebola outbreak that
occurred in Guinea in 2013 caused declines in tourism mobilities even in destinations outside the countries where it
was seen (Mizrachi and Fuchs, 2016). In their study, Ceti and Unliionen (2019) revealed that there was a serious
decrease of 40% in the number of tourists in Guinea, where the Ebola epidemic occurred. In a study, Kongoley (2015)
states that the Ebola virus negatively affected the tourism and hospitality industries in Liberia and Sierra Leone in
addition to Guinea. It has been revealed that there were also decreases in items such as employment, occupancy rate

and income in the related industries.

While these outbreaks emerging especially in the 2000s caused contraction in tourism demand, it is thought that
the coronavirus will cause much more contraction in tourism demand than all of them did, given that its spreading
speed and lethal impact on humans are higher than those of other epidemics. Furthermore, in the visual and written
media, especially in social media, the subject constantly occupies the agenda and makes people nervous. As a result
of this uneasiness, people either cancel their travel plans or postpone them. In the following sections of this research,
coronavirus and its potential repercussions on tourism are discussed. Especially because there are no research articles

focusing on the possible impacts of the epidemic on tourism, evaluations were made based on the websites.
Coronavirus

The coronavirus belongs to the Coronaviridoe family and the Nidouirales group (Huang et al., 2020). The virus
is among the respiratory, enteric, hepatic and neurological diseases that are becoming widespread in many mammals,
humans and bird species (Song et al., 2020; Lu et al., 2020). Also, it is one of the RNA-enveloped viruses (Song et
al., 2020). Six types of the virus affect human health. While four of them, 229E, OC43, NL63 and HKU1, are
common, the virus shows its effect only in the form of common cold in people with stronger immune systems. The
other two types are coronavirus (SARS-CoV), which caused severe acute respiratory tract infections in 2002, and the
Middle East respiratory coronavirus (MERS-CoV) of 2012 (Zhu et al., 2020).

In 2003, coronavirus (SARS-CoV) became an international epidemic with a patient mortality rate of 10% (Wang
et al., 2020). The epidemic caused the death of 774 out of approximately 8098 people infected with the disease.
MERS-CoV first appeared in Saudi Arabia in 2012 (Li and McCray Jr., 2020). Bats are thought to be a source of
coronavirus (Chu et al.,2020; Killerby et al., 2020; Menachery et al., 2020). The MERS-CoV virus could cause acute

respiratory tract infection, multiple organ failure, and finally death (Li and McCray, 2020). In addition, the virus
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caused the death of approximately 850 out of 2494 patients (Chung et al., 2020). While the mortality rate for SARS
was 10%, that of coronavirus in 2012 was 35%. Although the death rate was high, the rate of spread was low. The
opposite is true for COVID-19, though. While the rate of spread is high in the new coronavirus, the mortality rate is
low. This virus is also seen in camels. Both are zoonotic (Chu et al., 2020). Finally, this new virus, which is the third,
has been called 2019-nCoV coronavirus in the area of medicine (Munster et al.,2020; Gralinski and Menachery,
2020).

2019-nCoV belongs to lineage B from the Beta coronavirus family (Wang et al.,2020). It is associated with the
aforementioned viruses, but differentiated from them by undergoing mutation over time (Backer et al., 2020). The
virus is transmitted from person to person through droplets or direct contact. The incubation period of the virus was
calculated to be 6.4 days, and the reproduction number was calculated to range between 2.24-3.58. The symptoms in
those infected with the new coronavirus pneumonia or Wuhan pneumonia virus are fever and subsequent coughing
(Huang et al., 2020). Later, symptoms such as fatigue, headache and sputum are observed (Paules et al., 2020).
People who died due to the 2019-nCoV virus experienced severe pneumonia, pulmonary edema, ARDS, or multiple
organ failure (Chen et al., 2020).

The coronavirus (2019-nCoV) emerging in China is spreading gradually, creating a global health problem (Phan
et al., 2020; Lai et al.,2020; Munster et al., 2020; Wang et al., 2020; Corman et al., 2020; Menachery et al., 2020;
Chang et al., 2020). The virus first appeared in the city of Wuhan in the Hubei province of China in December 2019
(Corman et al., 2020; Gralinski and Menachery, 2020). 49% of the cases were found to have been to the Huanan
seafood market before being infected with the epidemic (Wang et al., 2020; Li et al., 2020; Perlman, 2020). Many of
the patients infected before January 1, 2020 have been confirmed to be associated with the Huanan seafood wholesale
market compared to subsequent patients (Chang et al., 2020; Holshue et al., 2020). The number of cases in Wuhan
is around 1700 (Du Toit, 2020). The number of cases increased by several times in 7-7.4 days. At intervals of
approximately 7.5 days (95% Cl, 5.3 and 1.9), it reaches the number equal to 2.2 times the basic reproduction number
(95% Cl, 1.4 and 3.9) (Li et al., 2020).

The virus has spread to many parts of the world, especially to Asian and American countries such as Thailand,
Japan, Korea, USA, Vietnam and Singapore (Corman et al., 2020). In addition, the numbers are increasing rapidly in
Germany, France, UAE and 24 countries (Grifoni et al., 2020). Especially in Iran and Italy, there are serious increases

in the number of cases and deaths.
Possible Effects of Coronavirus on Tourism Industry

The coronavirus outbreak in China affects the tourism market like all areas negatively (www.ft.com, 2020). Nearly
$ 50 billion of losses in the Chinese tourism market due to SARS in 2003 also adversely affected the global tourism
market (www.weforum.org, 2020). According to UNWTO, China is the world's largest consumer and it accounts for
16% of tourism expenditures (www.edition.cnn.com, 2020a). With the new coronavirus, the famous Chinese tourism
market is already in decline. The number of people coming to China has been decreasing since January, and the
government estimates that the number of Chinese travelers will decrease by about 2 million (www.theatlantic.com,

2020). With the ban on travel in China, reservations have dropped by 6.8% (www:.edition.cnn.com, 2020a).
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For the first time outside of China, the virus was reported in Thailand in January 2020 (www.pharmaceutical-
tecnology.com, 2020a). Thailand tourism, which hosts approximately 11 million Chinese tourists a year, has been
negatively affected by the virus like other countries (www.foreignpolicy.com, 2020). The relevant authorities which
had estimated a 1.5% to 2.5% increase in tourism this year have reduced this estimate after the emergence of the
virus (www.bloomberg.com, 2020). The number of Chinese tourists in Thailand is expected to drop in 2020
(www.thediplomat.com, 2020; www.thejakartapost.com, 2020). Similarly, over 40.000 hotel reservations have been
cancelled on the island of Bali, Indonesia.

Vietnam is also thought to be losing billions of dollars in tourism revenues (www.theatlantic.com, 2020). Vietnam
is likely to lose $ 4 billion in just three months (www.businessinsider.com, 2020). Like other countries, Vietnam has
taken some precautions and suspended all flights to China and many countries indefinitely due to coronavirus
(vietnam.travel, 2020). The coronavirus outbreak has adversely affected the development of tourism in many other
countries outside Vietnam (www.vietnaminsider.vn, 2020). Countries are engaged in an ongoing struggle against the
virus (www.dw.com, 2020). Countries such as Malaysia, Thailand and Japan are taking measures and steps against
the virus (www.pharmaceutical-teknology.com, 2020b; www.voanews.com, 2020). With the complete ban on
Chinese tourists in Thailand, almost no Chinese tourists can go to Thailand's Koh Lahta island, and recovery works

are being carried out on the island against the virus (www.time.com, 2020).

Singapore aims at a strong improvement concerning the subject (www.ausleisure.com, 2020). With the
coronavirus epidemic, the tourism industry in Singapore is also affected, and firms send their staff on leave because
of the recession (www.straitstimes.com, 2020). Rescue activities worth $ 27 million have been started for tourism in
Queenslanders, which is under quarantine in Australia. Australian officials have also launched a $ 7 million global

campaign to attract tourists from Japan, the USA and New Zealand (www.brisbanetimes.com, 2020).

Virus cases and deaths have also been reported in France, one of the most visited countries in the world
(www.cnbc.com, 2020). The first coronavirus-related death in Europe occurred in France (www.theguardian.com,
2020). This situation is expected to lead to a decline in tourism in 2020 for France, which hosts approximately 2.7
million Chinese tourists each year (www.cnbc.com, 2020). Indeed, the number of Chinese tourists in many areas
such as the streets of Paris, the Burgundy vineyards, the German town of Fiissen and England's Oxfordshire is

gradually decreasing due to the ban on group tours from Beijing (www.nytimes.com, 2020).

As of March 3, it is thought that there are 268 people detected in Japan with the new coronavirus (japan.travel,
2020). According to the national tourism organization of Japan, the number of tourists visiting the country for tourism
and business purposes decreased from 2.69 million to 2.66 million, with a drop of 1.1% (www.reuters.com, 2020).
With the advent of the epidemic, the "vacant tourism™ campaign has started on the historical streets of Kyoto, which
welcomes many tourists as a world heritage site. There are decreases in the number of tourists in Japan's famous
tourism destinations. Moreover, there are significant reductions in many tourism regions not only in Japan but also

in Asia (www.edition.cnn.com, 2020b).

It is thought that Italian tourism will also be negatively affected. According to the World Tourism Organization,
Chinese tourists who spent $ 10 billion in the early 2000s spent $ 277 billion in 2018. However, due to the coronavirus
epidemic, the travels and expenditures of Chinese tourists will decrease, which will cause a narrowing in international
tourism mobilities (www.nytimes.com, 2020). The virus also adversely affects Dubai, the host of Expo20,
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undermining its potential to meet its target of 11 million tourists (www.aljazeera.com, 2020). The tourism industry
of Northern Ireland has been affected by this virus, too, and nearly 3,000 bookings have been cancelled by Chinese

tourists between January and March (www.bbc.com, 2020).

The coronavirus is also spreading in the USA, which negatively affects the US tourism industry (www.wsj.com,
2020). Due to COVID-19, reported to be the novel Coronavirus, travel between the USA and China has been
suspended until April 19 (www.fox13now.com, 2020). With the coronavirus epidemic, international tourism is
expected to lose 80 billion US dollars, and the Asian region is estimated to suffer the most (www.scmp.com, 2020).
The coronavirus has particularly hit tourism in eastern Asia (www.france24.com, 2020; www.jpost.com, 2020). Israel

has also experienced declines due to the virus (www.jpost.com, 2020).

It is thought that the negative effects of coronavirus on tourism will continue until 2021 and they will be long-

term (www.japantimes.co.jp, 2020; www.airport-techonology.com, 2020).
Method

This study aims to investigate the effects of coronavirus epidemic on hospitality industry. Hence, the initial
guestion was: What are the possible implications of the coronavirus epidemic on hospitality businesses? The fact that
the epidemic has affected many different areas, especially interactive areas such as travel, sports and politics shows
that this epidemic will have consequences for the hospitality industry as well. The research is significant in that it
reveals the effects of this global problem on hospitality businesses, and that it is one of the first studies about the
impacts of the virus on tourism. The emergence of the virus in China makes studies on its effects on tourism even
more important because in terms of both population and development level, China is among the major countries with

the highest potential for the tourism industry.

In the research, mixed research methods (quantitative and qualitative) were used. After the gquantitative data
collection and analysis processes, the qualitative data collection and analysis process was followed. Therefore,
Sequential Explanatory Design mixed analysis method was used in the study (Creswell et al., 2003). The data
obtained by the second stage with the qualitative data collection and analysis process, are tried to be purged with
quantitative analysis results (lvankova et al., 2006). With the in-depth information obtained as a result of the
interviews, the quantitative results are aimed to gain a more descriptive identity (Rossman and Wilson 1985).
Primarily, the study is a case study because it is based on a single hospitality business. This business operates in
Istanbul and hosts guests only from the Far East and Middle East regions. The enterprise was chosen for this reason,
and for the purposes of the research, it is required to limit the analysis of the effects of the virus specifically for this

enterprise.

To this end, the numbers of accommaodation and reservations for the business in January and June were obtained
separately for 2019 and 2020. The results are directly linked to the reports of the Opera Hotel Automation Program
used by the front office department of the business. These data were analyzed using the Excel program (Ozsoy, 2014)

and estimates for 2020 were made.

Another data collection tool used in the research is interviews. In accordance with the objectives of the study, 10
questions were designed by the researchers; later, they were narrowed down upon expert opinions (Punch, 2016;

Creswell, 2017) and an interview form with 6 questions was prepared. Data were obtained through structured
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interviews with the group sales representative, sales and marketing director and e-sales managers of the business.
The structured interview was a deliberate choice in order to determine the effects of the coronavirus epidemic without
the intervention of the researchers. Thus, it was aimed to find out that what the managers really feel and what
problems the business is facing are. In order to ensure reliability in the qualitative research, the interviews were
recorded by sound recording method. The data obtained during the interviews were analyzed using the MAXQDA
qualitative analysis program (Kuckartz and Radiker, 2019). In addition, opinions of top-level managers regarding
their layoff and long-term strategies were taken. These opinions were evaluated separately and not included in the

data analysis.

Especially the fact that the incident is very recent causes the businesses to be reluctant to share data. For this
reason, besides the wish to research the effects of the event on a specific sample, difficulties related to data collection
also prompted the preference of a case study, which constitutes the most important limitation of this research. Besides
the time and cost constraints that are usual in many studies, it can be said that there was another limitation caused by
the fact that the businesses avoid sharing confidential information and the researchers feel uneasy about collecting
data due to health concerns. Therefore, although the study is far from offering generalizations in this state, it could
still be considered significant as it is an example that shows the severity of the effects of the epidemic on the
hospitality industry. While conducting this research, the ethics committee approval document obtained with the

decision number 08 and dated 02.07.2020 of Sakarya University of Applied Sciences Ethics Committee was used.
Findings

The 6-month customer information received from the hospitality business examined in the study included actual
numbers and reservations. As the coronavirus appeared in December 2019, statistics of the business were examined
for the January-June periods of 2019 and 2020. The results are presented in Table 1. The data were obtained at the
beginning of March. For this reason, the numbers for January and February are actual, and those for the other months
indicate reservations and early bookings. The data in Table 1 were obtained in part through the support of the

authorized front desk personnel of the business.

Table 1: 6-Month Statistics for the Business

Group Individual General Statistics (Total)

MONTH | YEAR | Overnight Total Overnight Total Overnight Room Number | Occupancy
stays Revenue stays Revenue stays Revenue of Guests Rate (%)

January 2019 1741 448.782,01 2,272 526.364,17 4,013 1.193.714,45 6,900 92.47
2020 1,452 373.710,72 2,510 795.670,08 3,963 1.568.445,05 6,837 70.27%

February 2019 1,770 424.077,59 1,952 480.979,57 3,724 1.144.818,37 6,358 95
2020 1,375 204.704,33 1,189 304.261,59 2,577 591.721,40 4,236 46.28

March 2019 1542 323.237,48 2524 644.631,39 4066 1.221.628,74 7818 93.69
2020 3,815 10.683,72 71 21.977,94 3,886 32.661,67 7,739 65.29

April 2019 2,035 387.080,78 1,997 414.310,87 4,032 801.391,65 7,436 96.00
2020 3,430 5.402,31 27 8.076,91 3,457 13.479,22 6,979 60.02

May 2019 1,603 312.518,46 1,855 312.895,24 3,461 625.683,22 6,213 79.75
2020 2,298 0.00 43 29.811,68 2,341 29.811,68 4,655 39.33

June 2019 1,779 322.146,56 2,136 441.073,19 3,916 763.219,75 7,506 93.24
2020 1,431 0.00 12 18.728,01 1,443 18.778,01 2,868 25.05

It could be observed that group accommodations decreased especially in January and February. In the period
between March and June, however, numbers of group accommodations increase on a monthly basis except in June.
Considering that these numbers do not turn into income, though, it is understood that these statistics show early group

reservations. Another important factor that reveals the dangerous side of the situation is the individual overnight stays
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and total room revenues. It is seen that, as of February, when the effects of the epidemic were felt globally, individual
sales and reservations decreased significantly for each month after February 2020 compared to the previous year.
This decrease is remarkable both in the number of overnight stays and in total room revenues. An analysis of the
general statistics reveals that there are serious decreases in the number of guests, overnight stays, room revenues and
occupancy rate.

Table 2 shows the actual and estimated statistics for the years 2019-2020. The statistics for 2020 consist of
estimates with the best prospects for the whole year, taking into account the 6-month figures provided by the relevant
personnel of the business. The number of group overnight stays, which was 21,585 in 2019, is estimated to go down
to 17,718 even if everything goes well, which indicates, at best, a drop of about 18%. The major sharp decline is
expected in individual overnight stays. A decrease of approximately 80% is estimated for these overnight stays.
Likewise, according to the general statistics of 2020, there is a decrease by almost half in the number of customers
and occupancy rate compared to 2019. All these drops are reflected in the revenues of the hotel, and the hotel may
be in a very difficult situation if this process continues. In fact, it was stated by the hotel managers that layoffs started,

and in February 2020, a total of 11 people, mostly kitchen and service personnel, were dismissed.

Table 2: Actual and estimated data for the business in 2019 and 2020

Transaction Type Activity 2019 2020*
Overnight stays 21,585 17,718
Group
Total Revenue 6.183.695,56 522.791,90
QOvernight stays 24,170 4,047
Individual
Total Revenue 6.421.603,35 1.012.850,82
Overnight stays 45,768 21,779
Room Revenue 15.668.640,85 1.783.333,12
General Statistics (Total)
Number of Guests 83,465 41,381
Occupancy Rate (%) 98.57 51.04

* 2020 Statistics are estimations based on the figures for the first 6 months.
In addition to the secondary statistical information obtained within the scope of the study, interviews were held
with the group's sales representative, sales and marketing director and e-sales manager. The most repeated words in
the interviews are presented in the word frequency list in Table 3 and the word cloud in Figure 1. The lower value

for frequencies was set as 10.

Table 3: Frequency of the Most Repeated Words in the Interviews

Word Frequency (n) Frequency (%) Documents (%)
Coronavirus 42 12.03 100.00
Business 38 10.89 100.00
Market 33 9.46 100.00
Precaution 31 8.88 100.00
Disease 23 6.59 100.00
Effect 22 6.30 100.00
Quest 22 6.30 100.00
Hygiene 20 5.73 100.00
Personnel 17 4.87 100.00
Labour 16 4,58 100.00
Crisis 15 4.30 100.00
Tourism 14 401 100.00
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Table 3: Frequency of the Most Repeated Words in the Interviews (continuation)

Research 13 3.72 100.00
China 12 3.44 100.00
Probable 11 3.15 100.00
Worry 10 2.87 66.67
Plan 10 2.87 100.00

In other words, it is seen that the frequency values of the words, which are expected to be repeated at least 10
times, have values within the range of 12.03-2.87. Another striking point in the word cloud is that only one of the
participants did not mention the word “worry”. All the other words were mentioned by all three participants. As
seen, some of these words are epidemic-related (such as coronavirus, disease, precaution, worry, probable and
hygiene) while some others are business-related (such as market, business, personnel, guest and plan).

labour
research !

precaution effect =

Figure 1: Word Cloud Obtained from Managerial Opinions

personnel
guest
worry

probable

Figure 2 shows the relationship scanners for the coronavirus epidemic and the effects of the epidemic on the
business at the center of this study. Its analysis reveals that coronavirus affects businesses mostly in terms of
psychology and crisis management. These two elements, in particular, could be treated as the reactions of businesses
to crises in the short term. In addition, it can be said that the effects of the epidemic on the business in terms of plan,
market and strategy are close to each other. It is also understood from Figure 2 that the themes other than the

coronavirus are also interrelated at different levels.
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Figure 2: Relationship Scanners for the Effects of the Coranavirus on the Business
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Figure 3 presents the effects of the coronavirus on the business analyzed in this research and the relationship of
these effects with each other. In Figure 3, the thickness of the lines between concepts shows the strength of the

relationship, while transitions between more than two concepts show their mutual relations with each other.
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Figure 3: Relationship Map of the Effects of the Coranavirus on the Business

The relationship map in Figure 3 demonstrates that the greatest effects of the coronavirus on the relevant business

are psychological. Moreover, it is reflected in the relationship map that the epidemic significantly affected the
business in terms of crisis management. There is also a strong relationship between crisis management and
psychological effects, which were shown to be strongly related to the coronavirus. In addition, these concepts have
more than two relationships. For example, since they contain long-term strategies, the concepts of plan,strategy and

market are shown to have low interaction with the coronavirus in the relationship map. Some of the opinions of the
participants on this subject are as follows;

¢ In the short term, we will use our option to revise our prices in line with the changes in the surrounding hotels'
prices. (Strategy)

o First of all, we see that people are nervous. Aside from shaking hands with the guests, we see that even those who
work in the same office are afraid of shaking hands with each other. (Psychology)

e Everywhere, from reception to door handles, TV control, air conditioners, elevators, public and common areas,

are carefully cleaned. Hygiene is always our most important must-have rule. (Crisis management)
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Figure 4: Co-Operating Model of Coronavirus Effects

However, it is seen that the coronavirus affects the business in the context of crisis management in the short term,
and these impacts on crisis management also affect planning, strategy and market issues. In other words, the
coronavirus does not directly affect businesses in issues such as plan, strategy and market change. Nevertheless, the
short-term crisis management strategy of the business directs it to seek alternatives in these areas, causing it to react
in the long term. The co-working model of the coronavirus effects that arise according to the study findings is as in
Figure 4.

Discussion

The results were evaluated specifically on the basis of the case study on which the research was conducted. With
its subject specifically related to the coronavirus, this is one of the first studies in the field, which makes it make
difficult to compare it with different studies on the coronavirus. The epidemics that emerged in the 2000s had serious
repercussions on tourism. The results were evaluated specifically on the basis of the case study on which the research
was conducted. With its subject specifically related to the coronavirus, this is one of the first studies in the field,
which makes it make difficult to compare it with different studies on the coronavirus. The epidemics that emerged in
the 2000s had serious repercussions on tourism. For example, the SARS outbreak caused a contraction in international
tourism demand (Pine and McKercher, 2004; uo et al., 2007; McAller et al., 2010). The bird flu outbreak affected
the accommodation industry and caused employment losses (Page, 2006). The ebola outbreak in farikada in 2013
caused a major contraction in demand for regional tourism. In the post-2013 period, tourism and accommodation

activities in Guinea, Liberia and Sierra Leone were negatively affected (Kongoley, 2015).

Therefore, it is clear that the coronavirus will cause a contraction both in the tourism demand of nations and in
the international tourism mobilities in general. The intensity of these effects may vary regionally. Because the course
of the outbreak can vary according to regions and time. The effects of the pandemic on the travel sector caused
countries to experience economic problems (Wen et al., 2020). In 2020, it is predicted that airline transportation will
experience a worldwide workforce loss of 50 million people due to COVID-19 (WTTC, 2020). UNWTO (2020)

states that there will be a severe decline in both international tourist arrivals and tourism revenues.
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Conclusion and Implications

One of the areas that the coronavirus affects in the tourism industry in the short and medium term is the hospitality
industry. There has been a remarkable decline in the occupancy rate, the number of guests arriving and the revenues
of the businesses in this context. For example, activities in the hospitality industry in China decreased by about two-
thirds for the three days in January 2020 compared to the previous year (Baker, 2020). Employees in other sub-
sectors of tourism are placed on unpaid leave (Lucas, 2020). The situation is more severe especially in businesses
that host guests from markets in regions where the epidemic occurs or has a high impact. Employees in these
businesses are laid off, which affects the employment problems of countries in macro-terms. In the event that the
problem is not resolved, businesses may declare bankruptcy or stop their activities in the short or medium term. The
negativity experienced in the tourism industry, especially in hospitality, seems to be difficult to eliminate (Benjamin,

et al., 2020; Tomassini and Cavagnaro, 2020).

This is a crisis, of course, and managing this crisis is crucial for the short and medium term success of businesses.
The psychological dimension of this outbreak comes to the fore, which is reflected in the results of the research. With
the influence of written and visual media, both businesses and tourists are under a psychological effect and this
psychological process is deepening. In addition, while tourists delay or cancel their travel decisions, businesses are
also seeking ways to combat a tough crisis. According to the results of the study, this outbreak causes businesses to
focus on crisis management. As a result of this crisis management, companies make long-term plans through strategic

decisions, even considering to change markets.
Limitations and Future Studies

This study is in the form of a case study due to research limitations. As a consequence, it is open to
multidimensional studies about the existing and probable effects of the epidemic on the tourism industry. It is
extremely important for interested researchers to find solutions to the problems in the field of tourism caused by the
epidemic by conducting research focusing on different angles as travel and tourism mobilities are no longer a luxury

but have become a part of life.
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INTRODUCTION

Contemporary urban life drives people towards packaged retail food products; today food is not only a
physiological need but also a gastronomical experience. Once clearly separated fields, gastronomy and retail are
merging and retail businesses offer gastronomy-style offerings (Kolb & Hohmann, 2018). Most food brands focus
on the packaged products to increase their touchpoints with consumers and consequently engage more effectively
with their target market. Even five star hotels enter the retail food sector with their brand to satisfy their customers’
needs in various occasions. On the other hand, in today’s highly competitive retail food sector, consumers do not
have much time to evaluate food products in the market. Food packaging is the first and main attribute which achieves
the competitive advantage among other similar category products at point of sale. Food advertising expenditures are
declining since more marketing investments are made into packaging development (Vila-Lopez & Kiister-Boluda,
2018). Packaging design has long been evaluated by many studies in order to achieve product differentiation and
reflect brand personality (Van der Merwe, 2013; Wang, 2013). Consumers utilize mostly visual cues on packaging
to make purchase decision for low involvement products (Silayoi & Speece, 2004), such as shape, color (Ares &

Deliza, 2010), sensory cues (Liao et al. 2015) and non-sensory, functional aspects (Deliza, Rosenthal & Silva, 2003).

Packaging is the main communication instrument between the marketer and the consumer that makes it critical
for marketers to develop a better understanding (Venter et al., 2011). Meeting consumer needs in packaging creates
strategic marketing advantage (Rundh, 2005). Consumers perceive and assess stimuli from the packaging and make
associations with previous experiences (Mugge et al., 2008, Underwood & Klein, 2002). Especially, when consumer
is unfamiliar with the food product, packaging is the first impression and main communication tool for a product that
cannot be pre-tested. The consumer, who could be a tourist in a new destination or a newcomer, should be able to
make associations with previous experiences or should be able to grasp an idea of the product via packaging cues.
Contemporary consumers have many concerns such as health, being fit, following the trends and feeling ‘well’, which
are all effective on product development in retail food sector. Previously categorized utilitarian and hedonic food
products in literature (Maehle et al., 2015, Wang, 2017) cannot be distinguished with exact boundaries anymore.
Both categories started to intermingle where hedonic and utilitarian cues of food products in general gained more
significance. To illustrate, yoghurt used to be considered as a utilitarian food (Kusumasondjaja, 2018) whereas today
with various flavors and frozen yoghurt options, hedonic attributes of yoghurt are promoted as marketing tools for

gastronomic experience.

In line with these developments, hedonic packaging cues are also applied to construct consumer’s perception of
food quality and purchase intention (Wang, 2017). There are several studies in the literature which focused on the
hedonic and utilitarian benefits on food packaging (Wang, 2017). However, there is lack of studies which mainly
focused on the hedonic cue benefits on a utilitarian food product. We believe that to have a better insight into
consumer’s demand for packaging for utilitarian products, evaluating the effect of hedonic cues could provide
valuable information for both theoretical and practical fields. From theoretical perspective, the study provides insight
on the effect of various visual cues on consumer response. From the practical point of view, comprehension of the
effect of visual cues will guide marketers and managers to direct their product development processes. Even the local
utilitarian products can benefit from the right combination of hedonic cues on packaging to attract tourists who are

unfamiliar with the products. Thus, this research study aims to answer the following research question: To what
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extent are hedonic cues on utilitarian retail food products packaging effective on consumers’ perceived quality and

purchase intention?
Literature Review

Packaging consists of many extrinsic visual and sensory product cues which are expected to influence consumer
behaviour by creating consumer expectations (Piqueras-Fiszman & Spence, 2014). These visual and textual cues on
the packaging play a critical role on consumer purchase decision (Silayoi & Speece, 2004). According to Gunaratne
et al (2019), emotional attachment to the food product and purchase decision are associated with packaging.
Packaging design effects decision of consumers by attitude toward the package, beliefs about brand attributes and
brand evaluation (Underwood & Klein, 2002). In this perspective, it can be argued that packaging is highly effective
in consumer’s mind that it can change product perception and change product positioning (Rundh, 2005). Thus,
packaging can be considered not only a sales tool, but also a source of desire for consumers (Siahdashti, 2019) which
at the end its design manipulates not only consumer choice but also product category (Margues de Rosa, Spence &
Tonetto, 2019). Considering its importance in the marketing mix, marketers need to focus on packaging as a strategic

tool that facilitate to direct consumers (Gémez, Martin-Consuegra & Molina, 2015).

When food products are considered, consumers are categorized as health oriented and taste oriented according to
various studies in literature (Saba et al., 2019, Luomala et al, 2015, Mai & Hoffmann, 2012). Expectations of
consumers from a product packaging differ according to the orientation of the consumer (Luomala et al., 2015);
health oriented consumer focuses more on the nutrition facts and utilitarian benefits of the product whereas taste
oriented consumer focuses more on the hedonic cues providing joy, entertainment, fun and pleasure (Wang, 2017).
Hedonic consumption is related to emotions rather than sensorial aspects (Cagliyan, Giiltekin & Gelmez, 2018).
Contemporary consumer is finicky; with the effect of empowerment of global gastronomy and increase in

intercontinental traveling modern day consumer wants to be fulfilled for both aspects (Suhartanto et al., 2017).

Food sector used to categorize products as hedonic and utilitarian as well, where former is the food that is
consumed for sensory pleasure rather than hunger and physiological needs and the latter is the food of which the
main reason of consumption is functionality and satiation (Maehle et al., 2015). Today, distinction between
aforementioned categories started to dissolve since consumer orientations are changing with global changes.
Marketers need to target both taste lovers and nutrition fact seekers to make their product competitive in the market
(Mai & Hoffmann, 2012). Due to the global food related issues such as obesity, malnutrition, coronary diseases and
taste related consumers tend to focus more on the health issue, as health-oriented consumers seek for high quality
products (Wang, 2017) and satisfactory taste. Local food gained significance, authentic food of countries satisfying
both health and taste concerns have become mainstream market products. For instance, ‘ayran’ and ‘kefir’ are two
utilitarian products that used to be homemade products for rural Turkish people and unknown for Americas for
decades. Today, both are packaged and sold in both markets with flavored versions and both products are part of a

hedonic experience while maintaining health attributes.

Retail food packaging that contains the basic food product is considered as sales packaging (Mohebbi, 2014) and
mostly serves for marketing purposes. The sales packaging consists of various extrinsic hedonic cues that are named
as commercial attributes (Vila-Lopez & Kiister-Boluda, 2018), and are effective on quality perception and purchase
intention (Van der Merwe et al., 2013). This study focuses on visual cues, such as color, graphics and aesthetics that
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stimulate emotional responses from consumers that determine consumer evaluation (Aagerup, Frank & Hultgvist,
2019).

Color is a dominant stimulus on many contexts in food and food related sectors, from spatial colors of a hotel
room (Siamionava, Slevitch & Tomas, 2018) to color of plate in a fine-dining restaurant (Chen et al., 2020). Color is
an organic feature, altering by gender, demographic traits (Altin & Cicek, 2019), age (Chen et al., 2020) and
psychology (Jeon et al., 2019). Color is also the main stimulus on a food packaging since consumers are primarily
exposed to the hues of packaging among other similar items (Huang & Lu, 2015). Marketers benefit from color
psychology to design products and target right consumer group (Siahdashti, 2019). According to Tijssen et al (2017)
color is a strong indication for sensory expectations of the product and manipulative concerning attractiveness and
healthiness. Colors convey a specific message to the consumer that defines product positioning in the market. For
instance, colors like black and gold are associated with premium products whereas pink and purple are more feminine

product colors (Labrecque & Milne, 2012).

Graphics on packaging are effective part of packaging design (Underwood et al, 2001). They contribute to the
attractiveness and emotional attachment, hence create a positive product perception (Venter et al, 2011). Such
graphics can be icons, symbols, illustrations, or photos (Klimchuk & Krasovec, 2012) regardless of type they all have
significant effect on consumers’ emotional responses. Especially, visual imagery of the product itself on the
packaging communicates with the customer as creating an expectation about its sensory aspects (Vergura & Luceri,
2018). According to the study executed by Underwood et al. (2001), well presented product picture on the packaging
creates a more entertaining experience for the consumer and more positive association. From tourism perspective,
attractive packaging design reflecting the cultural identity and authenticity appeals tourists (Suhartanto et al., 2018).

Food becomes a souvenir and a tangible experience for the consumer who is at a destination for touristic purposes.

According to Dalziel & Bevan-Dye (2018), ‘entertainment aspect’ of the retail products is a motivational aspect
for hedonic shopping. Emotional packaging designs enhancing entertainment, fun, pleasure, and joy involve hedonic
visual cues for consumers (Wang, 2017). All visual cues congregate to form aesthetics of the packaging (Azad &
Masoumi, 2012) and aesthetics of the product positions it in the market. According to study conducted by Vila-Lopez
& Kiister-Boluda (2018), aesthetics of the packaging is far more significant for attitudes and purchase intention
compared to technical cues as health and other related information. Thus, aesthetics designs the first impression that

is directly effective on purchase intentions.

Current trends of the market are also regarded as one of the hedonic cues for the consumer. Contemporary
consumers define products according to the way the products make them feel (Mihaela, Corneliu & Alina, 2010).
Present trends indicate the current consumer needs and preferences (Horvat et al. 2019), helping for product success
by making consumers feel good. Innovation offers social gain to the consumer creating greater value (Cloughton,
2019). Food is a low involvement consumer good that does not require in depth evaluation (Wang, 2013). Therefore,
it is crucial for marketers to differentiate their products among many others at the point of sale. VVan der Laan et al.
(2012) posit that hedonic visual attributes such as color and graphics are the most significant aspects for consumer
attitudes since many retail products, such as food products, cannot be tested before purchase. Therefore, consumers
evaluate quality of product utilizing cues on the packaging (Wang, 2017). Perceived quality is measured by

superiority of a product compared to the other alternatives (Keller, 2008). Extrinsic cues of the product packaging
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consist of various elements that support each other to form a positive attitude. Studies in literature focus on different
attributes, as color (Labrecque & Milne, 2011), aesthetics (Honea & Horsky, 2011), emotional design (Liao et al.,
2013) and graphical design (Ampuero & Vila, 2006). According to Wang (2013), visual cues have direct influence
on quality perception of consumers. Thus, it is strongly believed that visual hedonic cues on utilitarian retail food
packaging will have a positive effect on quality perception and the combination of different cues will enhance the
level of quality perception in consumer’s mind. In the light of the existing studies and findings in the literature, the

following hypothesis are proposed:

H1. Utilization of visual hedonic cues on utilitarian retail food packaging have positive effect on quality

perception.

H2. Intensity of various visual hedonic cues on utilitarian retail food packaging have proportional relation with

increasing level of quality perception.

According to Guaratne et al. (2019), higher emotional attachment with a product is related to packaging design
rather than sensory attributes of the food product. Product packaging is the visual communication of brand message
influencing consumer feelings to a great extent. According to the study made on ready to eat food products, sales
performance of a product depends on the correct choice of combination of visual packaging elements (Vardhan &
Amulya, 2017). Visual features of packaging comprise of aesthetic aspects that are significant for positioning the
product (Lopez & Boluda, 2018). Jugger (1999) alleges that packaging plays a great role for brand purchases as last
five seconds are most significant in purchase decisions. Ahmad and Lakhan (2012) discovered that consumers cannot
separate packaging from the product. Color is found to be the most significant cue, followed by the graphics on the
packaging. It is also found that emotional design differentiates the product from others (Underwood, Klein & Burke,
2001). Similarly, Guaratne et al (2019), suggest that affinity toward packaging is significantly associated with
willingness to purchase by creating emotional engagement. Thus, it is strongly believed that visual hedonic cues on
utilitarian retail food packaging will have a positive effect on purchase intentions and the combination of combination
of color, graphics and emotions will increase the influence of hedonism. In the light of the existing studies and

findings in the literature, the following hypothesis are proposed:

H3. Utilization of visual hedonic cues on utilitarian retail food packaging have positive effect on purchase

intention.

H4. Intensity of hedonic cues on utilitarian retail food packaging have proportional relation with level of purchase

intention.
Research Methodology
Research Design

An experimental design was implemented in this study to explore the effects of visual hedonic cues applied on
quality perceptions as well as purchase intentions of consumers. A type of saturated fat product, namely margarine,
from utilitarian food product category was selected and hypothetical margarine brands were employed to understand
the effect of hedonic cues on utilitarian product packaging. Hypothetical brands served to eliminate prejudice,
positive or negative inclination towards a product related to previous product experiences. Participants were
presented four different food product brands in total and were asked to evaluate them in terms of their quality and
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their intention to purchase the presented product. All the product designs are created by Adobe Illustrator and Adobe
Photoshop programs adhering to the existing packaging standards, sizes, and shapes in the market. In the
experimental design, size and shape of the product were kept constant for control measures but only visual design of
the products was manipulated. An online survey consisting of thirteen questions and statements is conducted to gather
data from subjects. A total number of 520 questionnaires were collected for the research between October and
December 2019. The subjects of this study are random selected as regular supermarket visitors and consumers who
are between twenty and sixty years old (covering, Gen X, Y and partially Z) in Turkey. Before proceeding with the
field study, the approval no 2020/8 of the University Ethics Committee dated May 20th, 2020 was obtained. The

experimental design of this study is composed of two sections.

Section 1: The Effect of Hedonic Cue Applications on Consumers of Margarine Products

In the first section of the study, four different margarine user groups were formed which were composed of
participants ranging between 30 and 40 subjects with similar demographic characteristics. Each group was
administered an online survey which is composed of thirteen questions and statements to gather data from subjects.
The first part of the questionnaire was consisted of questions to collect demographic information. Groups were

exposed to a different levels of manipulations in the second section of the questionnaire.

The first experiment group, Margarine(Control), was employed as the control group and was exposed to statement
measuring their general quality perception and purchase intentions of margarine products in the future. The second
experiment group, Margarine(Sprea), was employed as the group which exposed to a hypothetical margarine brand
called Sprea. The product consisted of basic features of a margarine packaging design according to the existing brands
in the national chain supermarket shelves. A splash of milk was the main visual detail on the packaging as an
informative aspect rather than contributing to aesthetics since it was a stand-alone graphic rather than an associative
combination of graphics. In the second section of the questionnaire administered to this group, the brand Sprea was
presented visually and participants were asked to evaluate the quality of the product as well as provide their feedback
regarding their purchase intentions. The evaluation of the second experimental group was used in manipulation
checks by comparting with the first experimental group, the control group. The third experiment group,
Margarine(Creme), was employed as the group which exposed to a hypothetical margarine brand called Creme. The
product involved the current trend design features obtained from 2020 graphic design trend reports by several online
sources. Repeating pattern design and overlapping patterns consisting of watercolor leaves and geometric patterns
were utilized. Watercolor leaves were expected to provide visual information to the consumer communicating that
the product is plant-based and natural. Also, watercolor designs created depth due to changing intensity of hues on
packaging, combined with geometric pattern, were expected to create a sense of feel and texture by three
dimensionality with light-shadow play between the pattern layers. Involving more sensory details were expected to
be appealing as part of emotional design and support the visual affluence. The use of patterns created a dimensional
surface and was expected to have an impact on consumer’s imagination to create a unique perception. Color spectrum
of Creme packaging was almost monochromatic referring to the monochrome trend. Teal being the dominant color
was expected provide sense of tranquility and healing properties of natural. In the second section of the questionnaire

administered to this experiment group, the brand Creme is presented visually and participants are asked to evaluate
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the quality of the product as well as provide their feedback regarding their purchase intentions. Finally, the fourth
experiment group, Margarine(Marge), was employed as the group which exposed to a hypothetical margarine brand
called Marge. The package of this hypothetical brand included high level of hedonic cues. It combined both the
equivalent visual design features with Creme by overlapping two patterns and repeating stars and the effect of
historical impact on consumer perception. The use of a slogan as ‘a heritage from our mothers’ is portrayed to evoke
emotions as longing and emotional attachment. The semi-illustrative semi-photographic (the design is created by
application of illustrative filters of Adobe Photoshop on a vintage style photo) depiction of a mother and a daughter
was intended to support the slogan as being a vintage style depiction involving current design trends. Similarly, as
part of current and future design trends, vintage seamless pattern background was expected to contribute to the
emotional responses of consumers by association of seamless patterns with childhood products. Color spectrum of
the package also obtained from the vintage packaging design elements gathered from the trend reports. In the second
of the questionnaire administered to this experiment group, the brand Marge was presented visually, and participants
were asked to evaluate the quality of the product as well as provide their feedback regarding their purchase intentions.
The details of the four experimental design groups and manipulation levels applied in each group are presented in
Table 1.

Table 1. Experimental Design

Group Brand Code Cue Intensity Explanation
1 No Brand Margarinecontrol - No Visual Presentation
2 Sprea Margarinesprea) No Cues Generic Design
3 Créme Margarinecreme) Moderate Overlapping Pattern Design
. . Overlapping Pattern Design,
4 Marge Margarinewarge) High Vintage Design, Historical Impact.

The designs applied for the packages of the three hypothetical margarine brands, namely Sprea, Créme and
Marge, are presented in Picture 1.
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Picture 1. Package Designs for Margarine Brands
Section 2: The Effect of Hedonic Cue Applications on Non-Users of Margarine Product

In the second section of the study, four different butter product users which do not prefer to use margarine products
were formed, each consisted of 70 subjects. The objective of this section was to explore the effects of hedonic cue
applications on margarine product packages on the consumer group who does not prefer to consume margarine
products. In line with the first section of the study, each group was administered an online survey which is composed
of thirteen questions and statements to gather data from subjects. The structure of the questionnaire as well as the
experimental design employed was identical to the one which is applied in the first section. Thus, the first group of
this section, Butter(Control), was employed as the control group and was exposed to statement measuring their
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general quality perception and purchase intentions of margarine products in the future. The second experiment group,
Butter(Sprea), was employed as the group which was exposed to a hypothetical margarine brand called Sprea. The
package of this hypothetical brand included no hedonic cues. It consisted of basic features of a margarine packaging
design in line with the existing brands in the national chain supermarket shelves. The third experiment group,
Butter(Creme), was employed as the group which exposed to a hypothetical margarine brand called Creme. The
package of this hypothetical brand included moderate level of hedonic cues which are explained in the experimental
design of the first section. Finally, the fourth experiment group, Butter(Marge), was employed as the group which
exposed to a hypothetical margarine brand called Marge. The package of this hypothetical brand included high level
of hedonic cues which are identical to those applied in the first section of the study. The details of the four

experimental design groups and manipulation levels applied in each group are presented in Table 2.

Table 2. Experimental Design

Group Brand Code Cue Intensity Explanation
1 No Brand Buttercontrol) - No Visual Presentation
2 Sprea Butter(sprea) No Cues Generic Design
3 Créme Butter(creme) Moderate Overlapping Pattern Design
. Overlapping Pattern Design,
4 Marge BULer (arge) High Vintage Design, Historical Impact.

Operationalization of Variables

The variables in this experimental study were measured by employing scales which were employed from the
corresponding literature with necessary alterations made for the purpose of this study. Perceived quality scale was
borrowed from the studies of Sichtmann and Diamantopoulos (2013). The authors confirmed the reliability and
validity of the scale and reported internal reliability scores (Cronbach Alpha’s) of .86 and .87 in two different
studies. The seven points scale is composed of three statements measuring the evaluation of the consumer
regarding the quality of products which is offered by a brand. For the purpose of this study, the scale items are
translated into Turkish language, some text adjustments are applied, and transformed into the five points Likert-

Type scale. The scale statements are presented in Table 3.

Table 3. Perceived Quality Scale

Strongl Neither Strongl
Items Statements rongly Disagree Agree nor Agree gy
Disagree Di Agree
isagree
1 I believe that the quality of ......... (... (... (..) (..) (..)
2 | margarine is a high-quality (... (... (... (..) (..)
3 The quality of ............ margarine is (...) (... (... (... (..)

Purchase intention scale was borrowed from the study of Rodgers (2004). The authors confirmed the reliability
of the scale and reported internal reliability score (Cronbach Alpha) of .73 in their study. The five points semantic
differential scale is composed of three statements measuring the purchase intention of consumers regarding a
product. For the purpose of this study, the scale items are translated into Turkish language, and transformed into

the five points Likert-Type scale. The scale statements are presented in Table 4.
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Table 4. Purchase Intention Scale

Strongl Neither Strongl
Items Statements rongly Disagree Agree nor Agree gy
Disagree Di Agree
isagree
1 I am likely to purchase ............ margarine. (...) (... (... (... (...
I would like to have more information about
2 .. marearine. (...) (...) (...) (...) (...)
3 I am interested in ............... margarine. (...) (... (...) (..) (..)

The modifications made to the scales borrowed by the corresponding literature required to re-check the
reliability of perceived quality and purchase intention scales. In order to make the necessary checks, a Principal
Component Analysis (PCA) was conducted. The Kaiser-Meyer-Olkin (KMO) value of .872 and significant result
of the Bartlett’s test of Sphericity confirmed a satisfactory sampling adequacy as well as the existence of strong
correlation between the initial variables. The results of the PCA confirmed the formation of two components in
line with the employed scale characteristics and items. The computation of Cronbach Alpha scores for each
component resulted in satisfactory levels of reliability scores of 0.949 for perceived quality and 0.776 for purchase
intention. Thus, the internal reliabilities of scales employed was confirmed. The results of the PCA is presented in
Table 5.

Table 5. Results of the Principal Component Analysis

Component Item Coverage Loadings a
. 1 | believe that the quality of ......... margarine is superior. .905
Perceived — ; -
Quality 2 | margarine is a high-quality product. .898 .949
3 The qualityof ............ margarine is far above average. .889
1 I would like to have more information about .... margarine. 922
Purchase - - ;
. 2 I am interested in ............... margarine. .620 176
Intention - -
3 I am likely to purchase ............ margarine. .507
Findings

Normality Checks

Before conducting manipulation checks as well as testing the proposed hypothesis, normality assumptions
related to the data were checked in order to be able to process with the required statistical tests. The collected data
for each experimental group were checked with numerical and graphical normality tests in order to confirm that
there is no violation of the normality assumption in the data set. The normality assumption for all groups were
checked numerically by conducting the Shapiro-Wilk test as well as computing z scores for each experimental
group. In some experimental groups, the results of the Shapiro-Wilk test indicated a violation of normality
assumption. As the sensitivity of Shapiro-Wilk test is high depending on the sample size, normality assumption
for all groups were checked also with the calculation of z scores based on the skewness and kurtosis values and
the associated standard error values. Moreover, distributions of the group data were checked with graphical
methods by analyzing normal Q-Q plots. The results of z score calculations as well as graphical assessments
confirmed that there were no normality assumption violations in the data set since all z scores were within the

range of £2.58.
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Manipulation Checks

In order to confirm that the subjects of the study have similar perceived quality and purchase intentions regarding
the margarine products before they are exposed to hedonic cues in product packages, participants of experimental
groups Margarine(controly @and Margarine(sprea) in section one of the study, and participants of experimental groups
Buttercontroty and Butter(sprea) in section two of the study were compared in terms of their scores in these two variables.
The results of these comparisons are expected to confirm that the scores were not different for the consumers who
were not exposed to the hedonic cues in the beginning of the experimental study. The results of the average score

computations for the associated groups in section one and section two are presented in Table 6.

Table 6. The Results of Manipulation Checks

Groups Perceived Quality Purchase Intention
M SD M SD
Margarinecontrol 2.46 0.75 2.66 1.00
Margarinesprea) 2.80 0.63 3.11 1.03
Butter control) 2.37 1.17 2.55 1.10
Butter(sprea) 2.34 0.91 2.28 0.93

Independent samples t-test was conducted to compare the mean scores of Margarine(Control) and
Margarine(Sprea) as well as Butter(Control) and Butter(Sprea) experimental groups on perceived quality and
purchase intention variables. The results of the independent samples t-test confirmed that there was no statistically
significant difference between the perceived quality scores of Margarine(Control) (M=2.46, SD=0.75) and
Margarine(Sprea) (M=2.80, SD=0.63) groups, t(44)=-1.650, p=.106. Similarly, there was also no statistically
significant difference between the purchase intention scores for Margarine(Control) (M=2.66, SD=1.00) and
Margarine(Sprea) (M=3.11, SD=1.03) groups, as it is confirmed by independent samples t-test results, t(69)=-1.832,
p=.071. The same tests were also conducted to compare the Butter(Control) and Butter(Sprea) experimental groups.
The results of the independent samples t-test confirmed that there was no statistically significant difference between
the perceived quality scores of Butterconrony (M=2.37, SD=1.17) and Butter(sprea) (M=2.34, SD=0.91) groups,
1(119)=0.194, p=.846. Similarly, there was also no statistically significant difference between the purchase intention
scores for Butterconrory (M=2.55, SD=1.10) and Butter(spreay (M=2.28, SD=0.93) groups, as it is confirmed by
independent samples t-test results, t(119)=1.432, p=.155. In the light of these results, it is confirmed that the
experimental groups which were not exposed to hedonic cues have similar scores in terms of perceived quality and

purchase intentions.
Section 1: The Effect of Hedonic Cue Applications on Consumers of Margarine Products

The effects of hedonic cue application on margarine product packages is measured by comparing the average
perceived quality and purchase intention scores of consumers for the three experiment groups, namely

Margarine(sprea), Margarinecreme), and Margarinearge) Using One-Way ANOVA test.

The first analysis was conducted in order to measure the effect of hedonic cue applications on perceived quality
of the margarine products. The comparison of mean scores for the three experimental groups showed that the
quality perceptions of margarine brand Marge, which is presented with the experimental group Margarinemarge)

and includes high level of hedonic cues employed on the product package, resulted in higher level of perceived
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quality score (M=2.84, SD=0.99) compared to margarine brand Sprea, which is presented with the experimental
group Margarineespreay and includes no hedonic cues employed on the product package (M=2.80, SD=0.63).
Surprisingly, it is also found that perceived quality score of Margarinesprea) IS higher than the score of margarine
brand Créme (M=2.52, SD=1.11), which is presented with the experimental group Margarineremey and includes
moderate levels of hedonic cues intensity employed on the product package. Although there are differences
observed between the means scores of the groups, the results of One-Way ANOVA test confirmed that there is no
statistically significant difference between the scores of the experimental groups, F(2,73)=0.89, p= 0.415.

The second analysis was conducted in order to measure the effect of hedonic cue applications on purchase
intentions of consumers towards the margarine products. The comparison of mean scores for the three experimental
groups showed that the purchase intentions of consumers towards margarine brand Marge, which is presented with
the experimental group Margarinewarge) and includes high level of hedonic cues employed on the product package
resulted in higher level of purchase intention score (M=3.06, SD=0.98) compared to margarine brand Créme,
which is presented with the experimental group Margarinecreme) and includes moderate levels of hedonic cue
intensity (M=2.88, SD=1.28). On the other hand, it is also unexpectedly found that purchase intention score of
Margarinesprea) IS the highest one among the groups (M=3.11, SD=1.03). Although there are differences observed
between the mean scores of the groups, the results of One-Way ANOVA test confirmed that there is no statistically

significant difference between the scores of the experimental groups, F(2,80)=0.34, p= 0.713.
Section 2: The Effect of Hedonic Cue Applications on Non-Users of Margarine Product

In the second section of the study, the effects of hedonic cue application on margarine product packages is
measured by comparing the average perceived quality and purchase intention scores of butter product consumers
(non-users of margarine) for the three experiment groups, namely Butter(Sprea), Butter(Creme), and
Butter(Marge) using One-Way ANOVA test.

The first analysis was conducted in order to measure the effect of hedonic cue applications on perceived quality
of the margarine products. The comparison of mean scores for the three experimental groups showed that the
quality perceptions of margarine brand Créme, which is presented with the experimental group Butter(Creme) and
includes moderate level of hedonic cue intensity employed on the product package resulted in higher level of
perceived quality score (M=2.74, SD=1.03) compared to group Butter(Sprea) (M=2.34, SD=0.91) and group
Butter(Marge) (M=2.64, SD=0.88). On the other hand, as expected, it is also found that perceived quality score of
Butter(Marge) group (M=2.64, SD=0.88) is higher than the score of Butter(Sprea) group (M=2.34, SD=0.91).
Although there are differences observed between the means scores of the groups in terms pf perceived quality, the
results of One-Way ANOVA test confirmed that there is no statistically significant difference between the scores
of the experimental groups, F(2,161)=2.57, p= 0.079.

The second analysis was conducted in order to measure the effect of hedonic cue applications on purchase
intentions of consumers towards the margarine products. The comparison of mean scores for the three experimental
groups showed that the purchase intentions of consumers towards the margarine brand Créme, which is presented
with the experimental group Butter(Creme) and includes moderate level of hedonic cue intensity employed on the
product package, resulted in higher level of purchase intention score (M=2.39, SD=1.10) compared to group
Butter(Sprea) (M=2.28, SD=0.93) and group Butter(Marge) (M=2.16, SD=0.99). On the other hand, it is also
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unexpectedly found that purchase intention score of Butter(Sprea) group (M=2.28, SD=0.93) is higher than the
score of Butter(Marge) (M=2.16, SD=0.99) group. Although there are differences observed between the mean
scores of the groups in terms of purchase intentions, the results of One-Way ANOVA test confirmed that there is
no statistically significant difference between the scores of the experimental groups, F(2,186)=0.87, p= 0.421.

In the light of the analysis conducted in section 1 and Section 2, the results confirmed that there are no
statistically significant differences between the perceived quality scores of consumers between the experiment
groups. Thus, H1 and H2 are not supported. Parallel to these findings, there are also no statistically significant
differences confirmed between the experiment groups in terms of purchase intention scores. In the light of these

findings, H3 and H4 are also not supported.
Discussion and Implications

The objective of this research study was to measure the possible effect of the hedonic cues applied on utilitarian
retail food product packages in terms of perceived quality and purchase intention of consumers. Although there
were some studies in the literature which measured the effect of hedonic and utilitarian benefits on food packaging
(Wang, 2017), the lack of studies which measures the effect of hedonic cues applied on utilitarian retail food
products packages, led to the necessity to shed light on this uncovered investigation area in the marketing and
gastronomy literature. Thus, this study contributed to the literature by filling this gap and guide managers in
gastronomy and tourism areas to attract domestic and foreign consumers who are unfamiliar with the local market

products.

In line with the previous findings in the literature which confirms the positive effect of hedonic cues on hedonic
products in general (Van der Laan et al. 2012) and on the food products specifically (Van der Merwe et al., 2013),
this study hypothesized that application of hedonic cues on utilitarian food products will be also effective on
consumer behavior. As it is confirmed by many authors in the respective studies, extrinsic cues of the product
packaging such as color (Labrecque & Milne, 2011), graphical design (Ampuero & Vila, 2006) as well as
emotional design (Liao et al., 2013) were expected to generate a positive influence on perceived quality and
purchase intentions of consumers also in case of utilitarian retail food products. However, testing of the hypothesis
yielded contradictory results compared to the previous findings in different contexts by confirming that there is no
statistically significant influence of hedonic cue applications on product packages regarding consumer quality
perceptions and purchase intentions. In the first section of the study, three intensity levels of hedonic cue
applications in three experiment groups were compared in terms of perceived quality and purchase intentions of
margarine consumers. Applying the same methodology, in the second section of the study, three intensity levels
of hedonic cue applications in three experiment groups were compared in terms of perceived quality and purchase
intentions of butter (non-margarine) consumers. In contrast to the suggestions of the previous studies in the
literature (Vardhan & Amulya, 2017; Guaratne et al. 2019), it is found that there was no significant difference
between the scores of three experiment groups both in terms of perceived quality and purchase intentions in both

sections of the study.

The results of the study may lead to several academic and managerial implications. First of all, in the context
of this study, the results confirmed that hedonic cues did not generate any influence on consumers who consume
utilitarian food products. As these products are utilitarian in nature and consumers generally require intrinsic cues
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to evaluate these type of products (Lee & Lou, 1996), hedonic cues are found to be not supportive on changing
consumer quality evaluations and purchase intentions. However, it is believed that this does not require to totally
eliminate the possibility of such influence since a correct combination of intrinsic and hedonic extrinsic cues

applied on packages may be still influential

Another important factor which may play a role in the success of hedonic cue applications may be the type and
intensity of hedonic cues applied. Marketing, brand, and product managers in food and food related sectors need
to explore and understand the sensory and emotional factors which may motivate their target segments and design
their packages of utilitarian food product packages in line with these motivational patterns. We strongly believe
that the findings of this study are not conclusive since the literature reports many studies which confirm the effect
of hedonic cues on consumer perceptions and behaviors related to non-utilitarian products. Thus, the application
of correct type of hedonic cue with the right level of intensity combined with the intrinsic cues, may lead to

favorable influences on consumers regarding perceived quality and purchase intentions.
Limitations and Suggestions for Future Research

As an experimental study, this study has also several limitations. Since the package design of three different
brands are generated for the purpose of this study, the results may be affected due to the choice of hedonic cue
types and their intensity levels. Thus, one important limitation of this study is the generalization of the results due
to the different types of hedonic cues applicable in different studies. Another important limitation is related with
the existence of external factors which may alter the influence of such cues. One of such external factors, which
we believe to be influential on the results, is the health sensitivity of consumers regarding the margarine products.
This may be especially true when we consider the participants of the second section, who do not consume
margarine products at all. Thus, the results of this study in the context of fat products, may not be generalizable

for all food products.

Taking into consideration the results of the study, it is strongly recommended to conduct future studies by
implementing different types of hedonic cues with different intensity levels. Additionally, it is also recommended
to conduct studies in different utilitarian retail product contexts to have a more generalizable result. Especially,
tourists do not have sufficient time and expertise to judge the quality of local low-involvement products as food at
a new destination; so, extrinsic cues of a product representing quality become vital for preferences (Ho et al.,
2020). According to previous studies by llbery & Kneafsey, 2000; Weatherell et al., 2003) in the literature,
attractive packaging and specific designs become significant in consumers’ purchase intentions and quality ratings.
According to Altintzoglou et al. (2016), food quality is the most critical aspect in food souvenir preferences. Ho
et al. (2019) deduced that quality of food souvenirs is directly related to packaging graphics that appeal to
emotional and nostalgic feelings for tourists. Hence, further experimental research may be conducted focusing on

local food products.
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INTRODUCTION

Tourism provides some benefits to destination from investments to infrastructure, and even to better quality of
life for residents (Kim, Uysal & Sirgy, 2013). On the other hand, tourism could be one of the reason of negative
impacts such as cultural deterioration, environmental pollution, and increased crimes rates or high cost of living
(Mbaiwa, 2003; Andereck, Valentine, Knopf & Vogt, 2005). In this regard, tourism impacts can have effect on how
local people who are the major stakeholders (Choi & Sirakaya, 2005) perceive the image of a place (Bramwell &
Rawding, 1996; Reiser & Crispin, 2009). Therefore, residents’ place image perceptions are of vital importance
particularly for regional tourism development (Ozdipginer, Kortunay & Bozkurt, 2017), tourism supports (Schroeder,
1996; Ramkissoon & Nunkoo, 2011; Stylidis, Biran, Sit & Szivas, 2014), visitor interaction (Henkel, Henkel, Agrusa,
Agrusa & Tanner, 2006) or re-imaging the negative image of the place (Reiser & Crispin, 2009).

In literature there are important studies carried out on tourism impacts (e.g. Liu & Var, 1986; Gilbert & Clarke,
1997; Huse, Gustavsen & Almedal, 1998) and destination image (e.g. Echtner & Ritchie, 1993; Gallarza, Saura &
Garcia, 2002; Beerli & Martin, 2004). However, it is seen that the studies focusing on destination image were carried
out from the perspectives of tourists and thus residents’ place image perceptions were neglected (Stylidis et al., 2014;
Stylidis, 2016; Stylidis, Shani & Belhassen, 2017). Actually, tourism impacts are of importance for how residents
perceive the destination image of the place they live in (Bramwell & Rawding, 1996; Reiser & Crispin, 2009). This
could be determining factor for the relationship between tourists and residents in the region (Henkel et al., 2006). In
this respect, Alanya (previously called as Alaiye) which is one of the most popular tourism destination in Turkey is
the focus area of the present study. As a mature tourism destination, Alanya district of Antalya is located on an
ancient site surrounded by Toros Mountains and Mediterranean Sea. Alanya has become one of the tourism
destination developing in a fast and unplanned way. As a result, tourism development progressing with a high
momentum in the last 30 years has had a major impact on socio-cultural structure, economy, population density and
natural environments of the region (ALTSO Economic Report, 2015). In brief, the effect of tourism impacts, which
is inseperable, however, questionnable part of Alanya, on the residents’ place image perceptions could provide
important projections on visitors-residents interaction and on residents’ reactions to tourism. In this context, the aim
of this study is to determine the role of tourism impacts in the perception of the place image of local people in Alanya,

a mature destination.
Tourism Phenomenon and Residents

Tourism is a temporary movement from the outside usual environment to different destinations, and examines
various activities deriving from this mobility. In tourism impacts literature, researchers generally focused mostly its
economic, social and environmental dimensions. From a more detailed perspective, those impacts include also

motivation, experience and various relevant interactions (Mathieson & Wall, 1988).

The relationship between tourists and residents is assumed a socio-economic routine. Rougly, tourists and local
people come into interaction in a cosy social environment as guests and host, or “consumers and producers” in
economic market (Cheong & Miller, 2000). Therefore, the starting point in tourism definitions has mostly been
“economy”. Nevertheless, it is not sufficient for such a sector with a pretty large influence area and with uncertain
borderlines. In this respect, a definition including the socio-cultural and environmental impacts of tourism can define
the phenomenon of tourism. More clearly, there is a very complicated and multi-dimensional relationship pattern
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based on the relationship between visitor and host side under the framework of tourism (see Leiper, 1979).
Accordingly, impact potential of visitors who are not familiar with the area they visit is the first subject matter in
tourism field. This reference implies to dynamic factor “trip” and static factor “stay/accommodation”. Second subject
matter is the differentiation between mobile population (visitors) and hosting population. And the last and third
subject matter is the differentiation between short-term visitors and immigrants who are new to region, but, plan to
stay for a longer period of time (with financial purposes). In short, there are more than economic outcomes in a
“confrontation” area where different purposes and opinions do exist. On the other hand, it is obvious that tourism is
a set of activities evidently based on economy and bring both local people and visitor population together at the same

destination and provide them with facilities such as restaurant, road and hotel etc. (Papadopoulos, 1986).
Role of Local Community in Destination Building

Local community is an important factor in destination building. Consumers utilize this factor in order to assess
the differences between destinations and to support their decisions on tourism consumption. For instance, it can be
indicated that image of a place is shaped in accordance with the structure of local community (Freire, 2009). Although
tourism components are static in a destination, place images and identities are dynamic (Chang & Yeoh, 1999).
Therefore, the role of local community is of importance for how to interpret non-physical variables such as image
and identity. Stylidis, Biran, Sit & Szivas (2014, p. 261) stated that “if tourism development is to benefit the local
community, attention should also be given to the residents’ image of place rather than that of tourists’ only”. In this
respect, tourism development can be seen as a sort of knife sharp on both sides for local community. Local people’
perceptions of tourism impacts could directly influence the current and future development of tourism industry while
the direction of these perceptions could determine tourists’ satisfaction levels (Hanafiah, Jamaluddin & Zulkifly,
2013). Similarly, the perceptions of residents and its antecedents provide valuable insights for tourism planners
(Chandralal, 2010). Andereck & Vogt (2000) revealed that, despite of its varying extent, there is a relationship
between residents’ perceptions of tourism impact and their support for tourism. Despite the fact that the fundamental
objective of tourism development is to describe life quality from socio-economic and cultural aspects (McCool &
Martin, 1994), primarily the context formed by local community together with tourism and the structure of this
context should be examined. For instance, a strong economic dependency on tourism could decrease satisfaction
level of locals (Smith & Krannich, 1998). From another perspective, tourism provides important financial inputs
whereas it could cause environmental problems (Liu & Var, 1986). On the other hand, it is apparent that tourism
sector is included on the prescription of many economies (Byrd, Bosley & Dronberger, 2009); however, economical

reasons underlie the positive tourism perception (Garcia, Vazquez & Macias, 2015).

In short, the area in the triangle of tourism-community-visitors could serve as an important data field. In this
respect, tourism phenomenon could affect and change social relationships from different perspectives (Huang &
Stewart, 1996; Fun, Chiun, Songan & Nair, 2014).

Destination Image
Destination Image and Its Importance
Destination image is a set of beliefs, opinions and impressions regarding a place (Crompton, 1979). According to

a definition, destination image represents a whole which is shaped by perceptions related to product and services
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provided and creates impression and association about the destination (Konecnik, 2004). This set of impressions
could arise before and after the experience in the destination. Image perceptions of a destination could arise in organic
or induced way, or, final or complex image perception could arise after the experience (Gunn, 1972; Fakeye &
Crompton, 1991). Regardless of the way destination image occurs, what is important is its influence on current and
potential tourists. Image perception occurring in organic or induced way is important at the decision-making stage
whereas the image perception after the experience in the destination is important in order to create loyalty towards
the destination (Boo, Busser & Baloglu, 2009; Chen & Tsai, 2007). At this point, it is necessary to well-analyze and

differentiate the components of destination image.
Components of Destination Image

In literature destination image is often examined within the framework of cognitive and affective dimensions.
Cognitive assessment is related to knowledge and beliefs about the destination whereas affective assessment covers
the feelings felt about the destination (Baloglu & McClearly, 1999). More clearly, cognition means what an individual
knows or thinks about a destination whereas emotion represents an individual’s positive, negative and neutral feelings
(assessments) about a specific object. Because of providing various product and services, destinations embrace many
different cognitive factors. For instance, such components as accommodation services of the hotel, exchange bureaus,
shopping facilities, places to visit, transportation services and security are among the cognitive assessments of tourists
(Dedeoglu, Balik¢ioglu & Kiigiikergin, 2016). On the other hand, affective assessment indicates to final emotional
states of tourists following the cognitive assessments regarding the destination. Affective assessments related to a
product or service are of vital importance particularly for post-modern consumption approach. Kim & Yoon (2003)
also indicate that affective image is more influential on destination image development than cognitive image.
Nevertheless, as stressed by Pike & Ryan (2004), it can be claimed that affective components in a destination have
not yet been examined sufficiently. It not only makes difficult to understand the affective features and assessments
regarding a destination but also hinders taking necessary steps in this regard. For this reason, these two components

should be examined to provide correct assessments on destination image.
The Importance of Local People Destination Image Perception

As the ongoing researches on the subject are examined, it is observed that tourist perspective is dominant. In other
words, those components of destination image were examined from the perspective of consumers (tourists). For
instance, in Lee’s (2009) study, it was emphasized that visitors’ image perceptions affect satisfaction, and indirectly,
tourists” behaviors in future. Besides examining destination cognitive image under three dimensions —natural
resources, service quality and entertainment- Hernandez-Lobato, Solis-Radilla, Moliner-Tena & Sanchez-Garcia
(2006) focused on affective image, as well. They found out tourists’ image perceptions positively affect their
satisfaction levels, and their satisfaction levels positively affect their attitudinal loyalty. On the other hand, Lin,
Morais, Kerstetter & Hou (2007) concluded that cognitive and affective components positively affect overall image,
and overall image positively affects destination preferences. Agapito, Mendes & Valle, (2010) examined destination
image under cognitive, affective and conative dimensions, and went into details of positive attitudinal loyalty within
the scope of conative image. According to findings of researchers, both cognitive and affective image perceptions
can explain image perceptions in a positive and significant way. Qu, Kim & Im (2011) examined unique image in

addition to cognitive and affective image components. They indicated that those components affect overall image,
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and overall image affects revisiting and recommendation intentions. On the other hand, Dedeoglu, Bilgihan,
Buonincontri & Okumus (2018) examined service quality component of destination quality, which is an important
part of cognitive image, and affective image of destination. Researchers found out that destination service quality
positively affects affective image, and affective image positively affects revisiting intention.

Despite the fact that examination of destination image from tourists’ points of view provides important findings
in terms of managing and directing the image perceptions, local people’s perceptions of these image components in
the destination they reside in are important, as well. More clearly, when local people have positive image perceptions
of their region, they will embrace the region more and will serve as goodwill ambassadors and recommend the
destination to their friends and families as place to visit (Simpson & Siguaw, 2008). Furthermore, positive destination
image perceptions of local people will contribute to ensure political support on increasing the expenditures on tourism
(Schroeder, 1996). In other words, if local people’s image perception of the region they reside in increases and they
become a part of tourists” experiences as a result of embracing the region more, it could facilitate branding of the
destination and increasing the amount of investments on the destination (Agapito et al., 2010). Nevertheless, this
process starts before the image perceptions of tourists. Namely, local people, at first, should create an image of their
region in their minds. This image perception of local people will affect organic and induced image perceptions, as
well (Schroeder, 1996). Therefore, it can be indicated that the factors affecting image perceptions of local people

about the destination they reside in should be examined.

Tourism is of vital importance for the development of local areas (Hall, 2007). It plays an encouraging role for
the infrastructural development of small-sized areas compared to big cities. At this point, local people’s support on
tourism is important (Andereck & Vogt 2000; Ko & Stewart 2002). However, local people could contribute to tourism
development on the condition that they feel and observe environmental, socio-cultural and economic impacts of
tourism (Long, 2012). In this regard, environmental, socio-cultural and economic contributions of tourism could lead
destination image to be perceived positively by local people locals. More clearly, if local people perceive that tourism
contributes to themselves and/or regional development, namely environmental, socio-cultural and economical
aspects, their perceptions of tourism image could evolve in positive way. While the bond, relationship and thoughts
of the local people with the place they live in a destination create an image about that region, this image is changed
depending on the structure and perception differences of the tourism activities in the destination (Tosun, 2002;
Gertner&Kaotler, 2004; Johansson & Cornebise, 2010; Stylidis et al., 2014). Similarly, the positioning of tourism in
the social structure depending on the relationship between benefits and costs (Garcia, Vazquez, & Macias, 2015;
Yoon, Gursoy & Chen, 2001; Gursoy, Jurowski & Uysal, 2002) is an important component in the formation of the
image of the place. In this context Tosun et al. (2020) argued that, tourism impacts and place image are two factors
that trigger each other, and the interaction of both factors should be considered multi-dimensional. Accordingly, the

following hypotheses and research model were developed:

Hi: Local people perception of economic impacts has an influence on affective image

H2a: Local people perception of economic impacts has an influence on atmosphere.

Hau: Local people perception of economic impacts has an influence on cultural environment.

Hac: Local people perception of economic impacts has an influence on infrastructure and socioeconomic
environment.

Haq: Local people perception of economic impacts has an influence on natural environment.

Hs: Local people perception of environmental impacts has an influence on affective image.
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Haa: Local people perception of environmental impacts has an influence on atmosphere.

Hap: Local people perception of environmental impacts has an influence on cultural environment.
Hac: Local people perception of environmental impacts has an influence on infrastructure and socioeconomic
environment.

Haq: Local people perception of environmental impacts has an influence on natural environment.

Hs. Local people perception of social and cultural impacts has an influence on affective image.

Hea: Local people perception of social and cultural impacts has an influence on atmosphere.

Hen: Local people perception of social and cultural impacts has an influence on cultural environment.
Hec: Local people perception of social and cultural impacts has an influence on infrastructure and
socioeconomic environment.

Heq: Local people perception of social and cultural impacts has an influence on natural environment.

Impacts of Tourism Cognitive Image

Infrastructures and
socioeconomic

Atmosphere

Natural environment
Cultural environment

Affective Image

Social and
Cultural

Figure 1. Research Model
Methodology
Instrument

In the present study, residents’ place imge perceptions measured through the scale developed by San Martin & del
Bosqgue (2008) which consist of four dimensions as infrastructures and socio-economic environment, atmosphere,
natural environment, cultural environment with 16 statements in total. The study of Eshliki and Kaboudi (2012) was
used to measure the perceptions of local people on the effects of tourism. The construct composed of economic,

social and environmental dimensions with 13 statements in total. Both constructs measured via 5-point likert scale.

Sampling and Data Collection

Besides being a destination where tourism activities have taken place for a long time, Alanya in Turkey can be
seen as a destination which is in stagnation period in destination life-cycle model proposed by Butler (1980). At this
point, it can be assumed that local people have sufficient level of information about tourism and tourism impacts.

Therefore, local people living in Alanya destination were chosen as the research population.

Research data was collected in June-August period in 2018. For sampling the convenience sampling method was

preferred, and questionnaires were conducted by interviewers via face-to-face interviews and drop-and-collect
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method. Within the scope of drop and collect method, questionnaires were dropped in several businesses (male-
female hairdressers, restaurants) and collected after two weeks. 227 and 165 questionnaires were gathered within the
scope of face-to-face interviews and drop-and-collect method, respectively. Although a total of 392 questionnaires
were conducted, some of them were not suitable for analysis. The procedures recommended by Hair, Hult, Ringle &
Sarstedt (2014) were taken into consideration in the determination of inappropriate questionnaire responses.
Accordingly, 48 questionnaires had a "straight-lining" problem, and more than 5% of the values were missing in 25
questionnaires. For this reason, these questionnaires were excluded from the analysis. Since a total of 73 of the 392

guestionnaires were not filled out adequately, 319 questionnaires were used for the analysis.

A priori sample size calculation was performed to obtain the sample size required for the assessed model (Soper,
2018; Westland 2010; Westland, 2012). Given the number of observed (N = 29) and latent (N = 8) variables, the
anticipated effect size (d = .30), the desired probability (p = .05), and the statistical power (.80), a recommended
minimum of 177 observations were required. Our sample of 319 fulfilled the recommended minimum sample size

for sampling adequacy.
Data Analysis

Research model developed in the present study was tested via Partial Least Squared-Structural Equation
Modelling (PLS-SEM) technique. Compared to CB-SEM method, PLS-SEM is more effective and efficient method
while the research aims to predict rather than to confirm (Hair, Matthews, Matthews & Sarstedt., 2017; Usakli and
Kucukergin, 2018). In addition, the scales used as data collection tool in the study were prepared in line with 5-point
Likert scale model. Likert scales are ordinal (Norman, 2010), and PLS-SEM is a more suitable method to analyze
data which collected with ordinal scales such as likert (Hair et al., 2017). Therefore, PLS-SEM was used in the present
study. PLS-SEM was performed using SmartPLS (Ringle, Wende & Becker, 2015).

However, data screening process was applied first. In the context of data screening process, first the missing
values were determined, and then the outliers were examined with Mahalanobis distance. Lastly the normal
distribution assumption was checked. The procedure suggested by Hair, Hult, Ringle & Sarstedt (2014) was applied
for the assignment or elimination of the missing values. Accordingly, the imputation method was preferred and was
complemented by the mean substitution method. Secondly, Mahalanobis distance was examined, according to Hair,
Black, Babin & Anderson (2009) no outliers were detected (Mahalanobis’ D (29)>90.22, p<.001). Then, the skewness
and kurtosis values were examined, and the normal distribution assumption was checked. Since the lowest and highest
values were -1.960 and 1.083 for skewness and -1.425 and 3.613 for kurtosis, respectively, the normal distribution

assumption was met (Kline, 2011).

Common method bias (CMB) is of particular concern when survey respondents are asked to fill out items that tap
into both independent and dependent variables. CMB was examined with Harman’s single-factor approach
(Podsakoff & Organ, 1986). CMB is present if a single or general factor appears that accounts for the majority of
variables. An unrotated factor analysis using the eigenvalue-greater-than-one criterion revealed eight different factors
that accounted for 66.19 percent of the variance. The first factor captured only 20.50 percent of the variance in the
data. As a single factor did not emerge and the first factor did not account for most of the variance, CMB does not

appear to be a problem.
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Considering the demographical features of respondents, it is observed that 152 of them are male, and the number
of respondents under the age of 34 is 142. 147 respondents indicated that they are married while 166 respondents
indicated that they are single. 78, 120 and 82 respondents, respectively, mentioned they graduated from primary
school, high school and post-graduate and higher level educational programs. 182 of respondents are found to have

an income lower than $2000 (Turkish Lira).
Findings
Testing Research Model

PLS-SEM consists of two stages: inner and outer model (Hair et al., 2014). Therefore, at first, the inner
(measurement) model, and then, the outer (structural) model were examined. Within the scope of inner model,
construct validity and reliability were tested. Since it was found as a result of the initial analysis that one item from
each dimension (environmental, economic, social, natural impacts and infrastructure) was below the recommended
value, the items were excluded one by one and the analysis was re-performed. The results of final analysis conducted

on inner model after excluding the relevant items were shown in Table 1.

Table 1. Result of Inner Model

Dimensions Statements Path coeff. t CR AVE

AFI1 .857 26.394

Affective Image AFI2 .670 8.225 .84 .64
AFI3 .864 27.860
Atmol .898 35.785

Atmosphere Atmo2 907 50.356 .93 81
Atmo3 .896 39.161
Cull .889 34.016

Cultural Cul2 .896 39.755 .84 .65
Cul3 .598 7.751
Infl .803 26.992

Infrastructure Inf2 .840 29.050 .87 .68
Inf3 .832 29.277
Natl .968 47.303

Natural Nat3 701 10.604 .88 .78
Eco2 .840 36.522
. Eco3 .812 29.972

Economic Ecod 804 21829 .86 .60
Eco5 .623 8.166
Envl 915 60.198

Environmental Env2 .883 31.120 .88 71
Env4 721 13.147
Socl .839 36.236

Social Soc2 .703 15.155 .82 .60
Soc3 .784 17.877

As seen in Table 1, because of exceeding the value of .70 recommended by Fornell and Larcker (1981) it can be
indicated that composite construct reliability (CCR) is fulfilled. In addition, convergent validity is also fulfilled
because AVE value and standard factor loadings exceed the recommended value of .50 (Hair et al., 2009). According
to Fornell and Larcker (1981), the square root of the AVE of each construct should exceed the correlation shared
between the construct and other constructs in the model to achieve discriminant validity. Besides, Heterotrait-
Monotrait (HTMT) criteria was used to confirm discriminant validity (Henseler, Ringle & Sarstedt, 2015). Since the
HTMT values are lesser than HTMT .gs value of 0.85, or HTMT.g value of 0.90, discriminant validity is established.
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It is seen in Table 2 that discriminant validity is verified. Consequently, the hypothesized measurement model is

reliable with regard to testing the structural relationships among the constructs.

Table 2. Result of discriminant validity

Eg:gi!rand Affective | Atmosphere Cultural Economic | Environ Infra Natural Social
Affective .802*

Atmosphere .287 .900*

Cultural .323 332 .807*

Economic 136 410 111 J75*

Environ 138 295 145 518 .844*

Infra .260 .360 302 476 .303 .825*

Natural -.025 -.045 231 -.078 -.243 -.034 .884*

Social -.355 -117 -.429 -.154 -.090 -.248 -.062 J77*
HTMT Affective | Atmosphere Cultural Economic | Environ Infra Natural Social
Affective

Atmosphere .351

Cultural 464 440

Economic 177 467 185

Environ .184 311 207 617

Infra .353 437 403 573 .367

Natural 162 .076 .320 .086 272 .044

Social 468 170 .602 243 274 .345 149

* The square root of the AVE

After the verification of inner model, the outer model was examined. Results of analysis on the outer model were
shown in Table 3. In order to determine t values related to path coefficients in the outer model the bootstrap re-
sampling method was used, and the sub-sample value in this technique was fixed at 5000 as recommended (Hair et
al., 2014; Henseler, Ringle & Sinkovics, 2009). As seen in Table 3, local people’s perceptions of tourism’s economic
impact positively affect their perceptions of atmosphere and infrastructure dimensions whereas their perceptions of
tourism’s environmental impact negatively affect their perceptions of natural dimensions of destination image.
Furthermore, perceptions of social impacts of tourism have a negative impact on cultural and infrastructure
dimensions of affective image and cognitive image. The “inverse square root” method proposed by Kock & Dahaya
(2018) was used to determine whether the non-significant effects were due to a small sample size. According to this
method, with the desired probability (p = .05) and statistical power (.80), the minimum suggested sample size was

193. Therefore, the non-significant effects were not due to sample size (Mayr, Erdfelder, Buchner & Faul, 2007).

Table 3. Results of outer model

Hypothesis Relations Path Coefficients | tvalues p value Status
Hi Economic—> Affective Image .038 .566 571 N.S.
Hoa Economic—> Atmosphere 344 4,910 .000 S
Hap Economic-> Cultural -.012 .189 .850 N.S.
Hoc Economic-> Infrastructure 410 7.134 .000 S
Hag Economic—> Natural .055 .828 408 N.S.
Hs Environmental > Affective Image .088 1.385 .166 N.S.
Haa Environmental> Atmosphere 112 1.697 .090 N.S.
Hap Environmental> Cultural JA13 1.484 .138 N.S.
Hac Environmental—> Infrastructure .075 1.106 .269 N.S.
Haqg Environmental-> Natural -.279 4.245 .000 S
Hs Social->Affective Image -.341 6.329 .000 S
Hea Social-=> Atmosphere -.054 1.053 .293 N.S.
Heb Social-> Cultural -.420 8.274 .000 S
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Table 3. Results of outer model(Continuation)

Hec Social-> Infrastructure -179 3.657 .000 S
Hed Social-> Natural -.079 1.404 .160 N.S.
Adjusted R?: Affective Image=. 13; Atmosphere=.17; Cultural=.19; Infrastructure=.26; Natural= .06
N.S.: Not supported; S: Supported

According to the f* value (Cohen, 1988), residents’ perceptions related to social impact had a medium-high effect
(.21) on cultural image and a medium effect on affective image perceptions. However, residents’ perceptions related
to social impact had a low effect (.04) on infrastructure perceptions. On the other hand, residents’ perceptions related
to economic impact had a medium effect (.16) on infrastructure and atmosphere (.10) perceptions. Residents’
perceptions related to environment impact had a low-medium effect (.06) on natural dimension perceptions. Stone-
Geisser’s Q? value was taken into consideration for the assessment of the predictive relevance. For the examination
of Q2 the cross-validated redundancy value recommended by Hair et al. (2011) was utilized. The Q? value was
obtained using the blindfolding procedure (Tenenhaus et al., 2005). As the Q? value is larger than zero for affective
image (SSO= .957; SSE= 884.8; Q%= .075), atmosphere (SSO=.957; SSE= 828.1; Q%= 0.135), cultural (SSO=.957;
SSE= 846.8; Q?= 0.115), infrastructure (SSO= .957; SSE= 799.7; Q%= 0.164) and natural (SSO= .638; SSE= 614.6;
Q%= 0.037) its explanatory latent construct exhibits predictive relevance (Henseler et al., 2009). Since Q2 values of
both constructs are between 0.00 and 0.25, both constructs provide a small predictive relevance for the model (Hair
al., 2019).

Conclusion and Discussion

Tourism is an unseparable part of regional plannings due to its impacts on population, employment, environment
and society (Harrill, 2004). In other words, tourism is a sector with various impact areas. These impacts can last for
a long time and penetrate into destination and local community at varying extents (Jurowski & Gursoy, 2004).
Besides, understanding the impacts of tourism and assessing its consequences are of critical importance for

sustainability and long-lasting success of tourism (Diedrich & Garcia-Buades, 2009).

As can be understood, the primary step to be taken into account for successful destination planning is to learn and
understand residents’ perceptions of tourism impacts. (Gursoy & Rutherford, 2004). It is known that the literature on
the subject matter is deep-rooted and very rich in content. By its nature, tourism could have negative and positive
impacts on local people (Lankford & Howard, 1994), and the way those impacts are perceived could change in line
with geographical characteristics, time and place (see Garcia et al., 2015). Therefore, studies validating each other or

quite different from each other are being carried out.

How local people perceive tourism can, indeed, bring along various important consequences. As a matter of fact,
it is the key point in terms of local people’s support on tourism (Ko & Stewart, 2002; Gursoy, Chi & Dyer, 2010;
Lee, 2013). In other words, positive and negative impacts of tourism are quite related to support by the society
(Perdue, Long & Allen, 1990). For instance, a society staying distant to tourism might start to support tourism or vice
versa (Ap & Crompton, 1993). On the other hand, it is no doubt that tourism background of the region is influential
on local people’s perspectives on tourism. With reference to Butler’s (1980) destination life-cycle, it can be stated

that tourism in Alanya is passing through stagnation period (Spilanis, Tellier & Vayanni, 2012).
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The fact that the study was carried out in Alanya as a destination during the mature period obviously influenced
the results. According to the research results, the levels of tourism impacts' sub-dimensions on the place image were
low. According the statistics of TUIK (2019) the number of non-native people living in Alanya which is located in a
region receiving migration is quite high. Davis et al. (1988) stated that local-born individuals residing in the region
where tourism activities are carried out are more sensitive about the tourism impacts. Therefore, although there is an
effect relationship between these variables, it can be said that this effect is relatively low due to the weight of non-
native individuals. On the other hand, as mentioned before, local people often positively perceive economic impacts
of tourism, and it could create a positive image of atmosphere, infrastructure, employment opportunities and increase
in real estate sales in the city (Chandralal, 2010). As a matter of fact, it is understood from the research results that
respondents’ perceptions of economic impacts of tourism positively affect atmosphere and socio-economic

environment/infrastucture dimensions of cognitive image.

On the other hand, despite of positive perceptions of tourism’s economic impacts, a negative perspective is
dominant regarding its socio-cultural and environmental impacts (see King, Pizam & Milman, 1993; Gilbert & Clark,
1997; Ko & Stewart, 2002; Garcia, et al., 2015). Besides its possible physical damage on the environment, tourism
could trigger negative transformations in value systems, personal behaviors, family relationships, social life styles
and traditions (Milman & Pizam, 1988). Similarly, analysis results in the study show that respondents’ perceptions
of environmental impacts of tourism negatively affect the perceptions of natural environmention dimension of
cognitive image. Furthermore, it is observed that perceptions of social and cultural impacts of tourism negatively
affect cultural environment and infrastructure/socio-economic environment dimensions of cognitive image.
Nevertheless, social impacts of tourism also refer to its impacts on daily life elements (Pearce, Moscardo & Ross
1991; Andereck & Nyaupane, 2011). It is important that tourism, as a social development tool, should not harm the

values individuals would like to see within the social structure (McCool & Martin, 1994).

According to another finding in the research, perceptions on social and cultural impacts of tourism negatively
affect the affective image. In this regard, it can be thought that obstacles such as city life, culture and crime rates
hindering the social life cause reaction by the residents in the region. Nevertheless, image is about what a place feels
like and the symbol it creates in individuals’ minds, and affective image forms emotional reaction dimension of this
symbolic representation (Alcaniz, Garcia & Blas, 2009; Stojanovic, Andreu & Curras-Perez, 2018). Moreover,
leading into tourism in a region brings along various economic, socio-cultural and environmental changes. In case of
positive change, image of the region makes it more appealing to internal (locals) and external (tourists) audiences. In
the opposite case, image of the region makes it more repulsive to internal and external audiences (Bramwell &
Rawding, 1996; Reiser & Crispin, 2009).

On-going discussions focus on positive and negative environmental, social and cultural impacts of tourism as well
as on its economic benefits (Lee & Chang, 2008). It is no doubt that economy is an undeniable fact for tourism
development. Nevertheless, this fact brings along certain social costs. What is essential here is to reduce the possible
costs of tourism and try to turn it into advantage (de Kadt, 1979), and what is critical is the mediator role that local
people play for the interaction of tourists and region. This role, as mentioned before, is related to how residents in a
region perceive tourism from different dimensions and how they realize it at cognitive-affective dimension. Besides

economic inputs, local people are exposed to socio-cultural and environmental change; however, it is understood that
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there exists a toleration threshold for negative impacts of tourism. On the other hand, when negative impacts of
tourism exceed this threshold, local people could, without any hesitation, direct their hostility to tourism industry and
tourists. Namely, tourism development reinforced by willingness and ambition of local people could result in non-
sensitive and even intolerant reactions after a certain point (Mansfeld & Ginosar, 1994).

Managerial Implications

It is of importance to note that basic perceptions of local people are determinative in terms of touristic development
and protection of local values (Tomicevi¢ et al., 2010). In other words, local people, as the host audience, are the
primary and key stakeholders in a destination (Beeton, 2007). According to Faulkner et al. (2001), positioning of
tourism in a given community is an important variable; therefore, the effectiveness of this variable should be
examined on the basis of how tourism is perceived in the region. Therefore, in mature destinations like Alanya, it is
of vital importance to develop long-term plans and internal marketing strategies in order to positively influence
residents’ perceptions on the impacts of tourism because destination image of local people which is formed by the
impacts of tourism could change their support on tourism in a linear way. What is important here is to ensure the
support and involvement of local people at each and every stage of tourism development and planning (Stylidis et
al., 2014). To be able to achieve this goal, an efficient communication network should arise between regional planners
and local people (Eshliki & Kaboudi, 2012). However, because of the place image consisted of beliefs, ideas, and
thoughts of individuals about the destination they reside in (Gertner & Kotler, 2004), for a strong image formation,
these plans and practices should consider sensitive points such as social, geographical or cultural structures in the
region (Konecnik & Go, 2008).

Limitations and future research

Although several studies have investigated the relationship of tourism impacts and place image, there is no
sufficient number of research addressing this relationship in the context of the local community. It should be noted
that, residents’ perceptions of tourism impacts and the image they have of this region are important and change
continuously. Therefore, repeating this kind of studies at regular intervals. On the one hand, obviously, the results of
the current research should be evaluated in the context of Alanya, a mature destination. For future studies, we

recommend comparing different destinations that have a similar tourism history, background and tourism type.
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INTRODUCTION

New tourism types that are involved with the environment, cultural heritage, regional identity, that are gravitating
to rural areas, and especially rural and agro tourism types started to develop in the 1980’s (Xin, 2007, p. 5). Agro
tourism is closely related to gastro tourism in terms of “agriculture”, “culture”, and “tourism”. Gastronomy tourism
is one of the sources of this tourism type rather than being a type of agro tourism. Agriculture provides food; culture
provides history and authenticity, and tourism provides infrastructure and services. These three components are the
main factors that constitute gastronomy tourism (Du Rand & Heath, 2006, p. 209). The rapid development of the
world tourism market and the increase of vacation opportunities and purchasing power of employees caused the
demands of travelers to change. Regional identity, environmental/life difference, cultural heritage, belief systems,
and local food cultures make important contributions to touristic destinations. Gastronomic values, which are among
the local and cultural products of regions, have become an important component in the national and international

tourism movements of that region (Everett & Aitchison, 2008, p. 150; Oney, 2013, p. 170).

The city of Kars is a destination that tries to stand out with its gastronomic and geographically registered products
and to increase its competitiveness. Kars is very famous for its kashar cheese, honey, gruyere and Kagizman apple.
The best known of these products is the Kars gruyere, which is produced with the efforts of a small humber of
producers in Bogatepe Village. In this context, it is aimed to measure the evaluations of foreign tourists who
experienced the Kars gruyere.

Kars Gruyere Cheese

Kars gruyere is a type of hard cheese similar to the Swiss Emmental cheese in terms of its form, production
process and production technologies used. It is the city of Greyerz (Gruyere) in the Freiburg Alps that gave its name
to the Kars gruyere. The Germans and the Swiss call the old town of Gruyere that is in the center of the Freiburg
Alps, Greyezer. This cheese, known as Gravyer in Turkey, is known as Groyer in Austria, Graviera in Greece, Grojer
in Yugoslavia and Poland and Pernion Gruyere in Finland (Topuk, 2014, pp. 3-4).

Figure 1: Kars Gruyere Cheese (www. aa.com.tr)

Gruyere cheese is one of the most nutritious cheeses that can be obtained as a result of a very laborious production
process that takes six to seven months and requires a one-year period to mature. During the lactation period, around

18,000 liters of milk can be obtained in Bogatepe Village and 10,000 liters of it are used in the production of gruyere
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cheese. Since 17 kg of milk should be used to produce one kilogram of gruyere cheese, there is a production of
gruyere cheese that exceeds half a ton daily in Bogatepe Village (Aring, 2018, pp. 14-16). Kars gruyere reaches the
desired taste and color with the milk of Zavot cows. The milk of this breed, which has a fat content of 4 percent,
gives the cheese its aroma and yellow color, which are the most important features of the gruyere. Gruyere cheese
differs from kashar cheese with its production method. Kashar cheese is produced by kneading it in a shorter time
than gruyere cheese, with less milk and keeping it in the brine pool for a shorter time (Bal Onur & Aksoy Biber,
2015, p.189).

Bogatepe Village

The settlement of Bogatepe Village, which includes the reflections of the Turkish-Russian common history, dates
back to the residence of the Doukhobors and Malacans, who were exiled outside the Tsarist lands, to the Ardahan-
Kars region since 1839. When it was understood that the Zavot villages established for Malacans during the
occupation years (1876-1878) were suitable for the production of gruyere cheese, gruyere cheese facilities started to
be established in the villages starting in 1880. Malacans, who are helpful and well-equipped with social, agricultural
and cultural knowledge, are known as a community familiar with gruyere cheese. For this reason, Malacans
contributed to the indigenous people of Ardahan-Kars region in terms of beekeeping, dairy farming, cattle breeding

and horse breeding in addition to gruyere cheese (Ak¢a & Kivang, 2017, p. 37; Aring, 2018, p. 11).

Over time, planned animal husbandry started in the region due to the Russian administration's comparison of the
Ardahan-Kars plateau to the Swiss Alps. They have succeeded in obtaining Zavot breed cattle by crossing the
domestic breed cattle of Eastern Anatolia with the foreign breed of cattle they brought from Europe. A Swiss cheese
producer was sent to Ardahan-Kars region by the Russians for investigation to conduct necessary research. Seeing
that Biiyiikzavot Village is suitable for the production of gruyere cheese, the cheese producer decided to establish the
first gruyere cheese plant in 1880. For about 40 years, the number of gruyere factories called Zavot exceeded 50 in
that period, while today the number of factories decreased to 2 (Siivari, 2013; Aring, 2018, p. 12).

Figure 2: Bogatepe Cheese Museum (Www.aa.com.tr)

Turkey’s first and only cheese museum is located in the village whose name was changed to Bogatepe in 1936.
An area used as a dairy has been restored and turned into a museum. The museum, which was restored with the
support of Millenium Development Goals fund from the United Nations Development Programs, consists of three
sections. In the first section, writings and pictures about the history of cheese are presented while in the second
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section, information on cheese production is provided. In the third section, an area called "Kadin Bakkal" is located,
where presentations and tastings of the cheese produced are offered, and old scales and cheese molds are displayed
(Mankan, 2017, p. 648).

Method

The aim of this study is to qualitatively examine the mentioned experiences of foreign tourists who visit the
Bogatepe Village of Kars in order to experience the Kars gruyere and to obtain information about the general profiles
that define the demographic and personality characteristics of the tourists visiting the destination. On the other hand,
it is aimed to determine the level of knowledge and passion of the visitors who come to experience cheese and the
effect of cheese as a travel motivation tool. In qualitative research, the suitability of the sample to the subject and the
amount of information needed are considered. Therefore, it is concluded that the sample size cannot be precisely
calculated in qualitative research (Lincoln & Guba, 1985; Maxwell, 1992; Onwuegbuzie & Leech, 2007). Tourists
who volunteered to participate were included in the research. It is assumed that this premise will increase the quality
of work in qualitative research (Shenton, 2004). As of 2019, among 8779 foreign tourists who visited Kars
(www.ktb.gov.tr), 19 foreign tourists who visited Bogatepe Village and who could share their opinions about cheese

participated in the study.
Data Collection and Analysis

The data were collected through using the interview technique in the study. The interview form consists of five
questions based on the literature (Charters & Ali-Knight, 2002; Carmichael, 2005; Getz & Brown, 2006; Pratt, 2014;
Akdag, 2015). The interview form was prepared in English. The questions to be answered by foreign tourists who

experienced Kars gruyere are as follows:

1. What is your level of interest in the cheese experience? Which of the cheese(s) you have experienced so far reflect

your taste?
2. Has cheese experience ever been a primary motivation of travel for you in the past years?

3. How did your visit to Bogatepe Village contribute to your understanding of cheese types and your passion for

cheese?
4. Did you visit the Bogatepe Cheese Museum?

5. How did you hear about the Kars gruyere and Bogatepe Village which is the production center? Did your visit

meet your expectations?

The interviews were held between February 2, 2019 and January 10, 2020, through face-to-face communication
with foreign tourists. Descriptive statistics were used in analyzing the data. 19 people whose only reason to travel to

Kars was to visit Bogatepe Village and experience the cheese were included in the study.
Findings
Findings on the Participants’ Demographic Variables

The results of descriptive statistics (Table 1) completed to define the demographic and personal characteristics of

participants showed that the majority of the participants were male (89.5%), married (79.0%), age of 47 and over
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(47.3%), high school graduate (79%), Georgian (36.9%), with an income of $501- $1,500 (52.7%), and retired
(36.8%).

Table 1: Distribution of Foreign Tourists by Demographic Characteristics

F % F % F %
Gender Marital Status Country of Residence
Female 2 10.5 Married 15 | 79.0 Kyrgyzstan 2 10.5
Male 17 | 895 Single 4 21.0 Greece 3 15.8
Total 19 | 100 Total 19 | 100 Azerbaijan 3 15.8
Italy 4 21.0
Age Education Georgia 7 36.9
25and younger 1 5.3 High School 2 10.5 Total 19 | 100
Between 26- 35 3 15.8 Undergraduate 15 | 79.0
Between 36-46 6 31.6 Graduate 2 10.5 Profession
47 and older 9 47.3 Total 19 | 100 Civil servant 5 26,3
Total 19 | 100 Business person 3 15,8
Monthly Income Retired 7 36,8
500% and below 2 10.5 Business owner 4 21,0
501%- 1500% 10 | 52.7 Total 19 | 100
1501$-2500% 3 15.8
2500% 4 21.0
Total 19 | 100

Findings on The Participants' Opinions on Kars Gruyere Cheese

The first question that was asked foreign tourists visiting Bogatepe Village to experience the Kars gruyere cheese
was; “What is your level of interest in the cheese experience? Which of the cheese(s) you have experienced so far
reflect your taste?” \When the responses provided to the question were analyzed, it was determined that 73.7% of the
foreign tourists were individuals who were enthusiastic about cheese tasting. 26.3% of the participants stated that
they tasted almost all the world cheeses and that they visit the production regions of cheeses they taste when they get
a chance. One Italian participant (P9) expressed their passion for cheese in addressing the first question as: “I think
cheese is a taste that can be consumed every meal. Also, it fits perfectly when consumed with many beverages and
foods. Speaking for myself, | find the raclette cheese of France, a semi-hard cheese, and the gouda cheese of the
Netherlands, which has a soft texture, to suit my taste. However, | think that cheese is one of the most important
indicators of a culture. For this reason, it will be a great memory for me to both experience and witness the cheese

produced under difficult conditions such as Kars gruyere.”

The opinions of the Georgian participant (P5) on cheese are as follows. “From time to time, we produce cheese
amateurishly in our homes with cheese yeasts. But there are such cheeses that it is unthinkable to imitate them at
home. As for the production of these cheeses, it is very difficult to access the cheese itself. As a neighboring country,
| wanted to experience the Kars gruyere, which is said to be very close to French gruyere and Swiss emmental cheese

in terms of taste. / can say that its taste is quite good.”

The statements of the Azerbaijani participant (P7) on cheese: “I'm in restaurant management. My customers say
they want to consume more than one type of cheese in their orders. | try to meet these requests as much as | can.
When we served France gruyere and Kars gruyere side by side, we saw that the customers liked this cheese very
much. Previously, | was just getting Kars gruyere by ordering only. Now | wanted to witness its production with my

own eyes. | am quite satisfied with the result.
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French gruyere is always one of my favorite cheeses, and after | started serving Kars gruyere, | was impressed

with this cheese just like my customers. My first visit for Kars is for cheese but obviously this will not be the last.”

Another Italian participant (P12) expressed their love for cheese as follows: “Cheese is a true companion for me.
During my travels, there is always cheese among my snacks in my bag. Apart from that, | always end my meals with
cheese. This can often be done with a glass of drink as well as sometimes with a piece of crackers. Kars is one of the
dozens of cities | came to experience cheese only. Bogatepe is really an incredibly sweet village. Their cheese services

’

are also unusual. It is generally consumed with a cup of tea at breakfast. I also loved this duo.’

A Greek participant (P15) expressed their cheese travel as follows: “I like hard cheeses because of my taste, but
you can see almost all kinds of cheese on my table. Cheese is such a product that I carry it in my bag instead of
crackers. There are times when | feel like | have to eat 3-4 times a day, so | always add cities that are famous for

’

their cheese on my holiday routes. Kars is one of these cities. I loved both the Kars gruyere and the Kars kashar.’
Findings on Participants' Opinions About Kars Gruyere as A Tool of Travel Motivation

In order to determine the position of cheese as a motivational tool for the participants' travels, the question of
“Has cheese experience ever been a primary motivation of travel for you in the past years?” was asked to participants.
63.2% of the participants had 1-3 travels in the last two years for cheese purposes. Kars gruyere experience is one of
these trips. In relation to this question asked to participants, the participant numbered P15 responded by saying “In
the last two years, after visiting France and Italy, my last trip was to Turkey for cheese purposes” whole P11
responded, “I travel with the motivation of tasting cheese when | get a chance. | went to Italy two years ago for this

purpose.”

Participants P19 and P17 provided information on their travels by stating; “Cheese can be the primary travel

’

motivation factor for us, and thanks to these travels, we learned a lot about cheese.’
Findings on Participants' Opinions About Bogatepe Village

Participants who visited Bogatepe Village to taste Kars gruyere were asked the question of “How did your visit to

Bogatepe Village contribute to your understanding of cheese types and your passion for cheese?”

Regarding the question, the participants numbered P13 and P14 conveyed their opinions as follows: “Kars
gruyere provided us with many ideas about cheese. | think everyone should try the taste and smell it leaves on the
palate. We bought a lot of gruyeres on our visit. When we return home, we are planning to have a cheese tasting for

our friends and come back with a small tour next year.”

Participant number 5 described their experience of Bogatepe Village as “l provide training on cheese to waiters
in the restaurant | manage. | often try to provide information on cheese to our customers as well. I think Kars gruyere
should be recognized in the world” while participant number 16 summarized their opinions by stating, “My passion

for cheese increases with each experience. The gruyere of this place is really delicious.”

All participants responded with “Yes” to the question of “Did you visit the Bogatepe Cheese Museum?” The
common thoughts of the participants about the museum are that in all their museum visits, none were dedicated to
cheese. It was determined that only two of the participants visited the kitchen museum called Museo dell’Olivo,

located in the Liguria region of Italy before.
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The fifth and final question of the study is “How did you hear about the Kars gruyere and the production center
Bogatepe Village? Did your visit meet your expectations?” In response to the question, the participant P5 shared their
opinion by “l have been serving Kars gruyere in my restaurant for 9 years. | wanted to visit the production site of
this cheese, which I learned with the advice of an important customer. My visit was excellent in terms of taste, but
the village is very difficult to reach, and there is no place to stay here.” Participant P14 mentioned the lack in the
village by saying, “A Turkish friend had recommended Kars gruyere years ago because of my passion for cheese. |

’

liked the gravy, but there is not enough production in the village except for a few major villagers.’

Participants no. P7, P11, P16 and P19 stated that they were aware of the Kars gruyere through another cheese
producer. They stated that they found Bogatepe Village, which is the production center, with their own efforts and

that their expectations from their travels were met in a perfect way in terms of taste.
Conclusion and Recommendations

Based on the findings obtained as a result of this study focusing on the experiences of foreign tourists tasting Kars
gruyere, which is produced with the efforts of a small number of producers in Bogatepe Village, it was determined
that foreign tourists who visited Bogatepe Village for cheese tasting were very enthusiastic about tasting and that
they spend time and money for the passion of cheese tasting. According to Murray (2008, p.7), one of the behaviors
of gastro-tourists is visiting cheese factories. This finding overlaps with the study of Hjalager (2004, pp.195-201).
Based on the gastronomic tourism lifestyle model they presented regarding the food and beverage preferences and
attitudes of the tourists, the author divided the types of gastro-tourists into four. Of these four gastro-tourists, the
existentials are fond of visiting cheese producers. Similarly, according to Redl (2013), young gastro-tourists like to
visit cheese factories.

Foreign tourists' visits to different destinations and demands for cheese experience accelerate the scientific and
cultural development of the subject. Considering this demand in terms of Turkey, it is seen as an important beginning
for the formation of a new alternative tourism. At the same time, it is foreseen that the fact that the Kars gruyere can’t

be produced anywhere else in Turkey would lead to gastronomy tours.

It is possible to say that this study is an original study since it has not been possible to find a study conducted for
domestic or foreign tourists traveling for the purpose of cheese experience. Based on the findings obtained in the

study, the following recommendations for researchers and practitioners were developed.

» Considering the experiences of foreign tourists participating in the study, the information they obtained about
Kars gruyere and Bogatepe Village was realized as a result of their own efforts or with the recommendation of friends.
It is possible to increase national and international awareness by effectively marketing and promoting the Kars

gruyere, which is produced in Bogatepe village under suitable conditions.

» The lack of accommodation facilities in the village shortens the stay of tourists visiting the village. The
construction of accommodation facilities equipped with the necessary equipment for tourists to meet their own food
and beverage needs, such as apart-hotels or bed and breakfast suitable for the village settlement will meet the tourists'

overnight needs and increase their overnight stays in the village.

» Transportation difficulties is one of the most frequent issues voiced by tourists regarding Bogatepe village
visits. Lack of public transportation vehicles from the center and surrounding districts of Kars during the day is a
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problem for those who want to visit the village. If the Kars Municipality takes steps and works to facilitate
transportation to the village, this will contribute positively to the tourist experience in terms of making better use of

their limited time and their intention to visit again.

» All of the foreign tourists participating in the study visited the Bogatepe Cheese Museum, but it is one of the
shortcomings of the village in terms of being the only place for touristic activity. In order to make the museum more
attractive, the recognition of the museum can be increased through efforts such as hosting special events that will
increase its popularity and creating social activity areas. Tourist activities and experiences in the village can be
increased by restaurants and organizing events such as folk dances that will enrich the gastronomic experiences of

the visitors.

This research is limited to foreign tourists visiting Bogatepe Village between February 2, 2019 and January 10,
2020 to experience Kars gruyere. It should be noted that the results obtained in this study, which took place with a
small number of tourists in a long period of time, can be generalized but the limitations of the research should be
considered. Therefore, it is thought that this research, which is carried out in a limited sample in Kars Bogatepe
Village, may contribute to the literature in a larger sample and in terms of repeating the studies to be carried out by
different researchers and comparing the results. On the other hand, it is thought that this study will contribute to the
literature since there is no previous study addressing domestic or foreign tourists traveling for the purpose of

experiencing cheese.
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INTRODUCTION

Festival tourism is the planning, development and marketing of tourist attractions to maximize the number of
visitors to the festivals (Getz, 2008, p. 23). O'Sullivan & Marion (2002, p. 338) divided the festivals into three genres.
They are divided into homemade (small-scale), tourist-attracting (medium-sized) and vocal (large). The effects of
the festival tourism are both positive and negative. Positive effects include social pride, economy, personal benefit,
quality of life and negative effects. Many studies on event and festival tourism are included in the literature. Karagoz
(2006) in his study of Formula One Turkey direct spending by visitors to the Grand Prix they have done has made a

research on measuring indirect and induced economic effects.

With the increasing prosperity level, the number of people participating in tourism activities has increased,
alternative tourism festivals have started to be diversified according to different needs and needs and has become
increasingly important. International Culture and Art Festival in Chile Cloth receipt of the scope of the research to
be one of the oldest festivals in Turkey and is an important contribution to the festival of indigenous peoples. In
addition, the reason why the locals are chosen rather than the tourists who come to visit the research festival;
destination marketing should take part in decisions, practices and participation in the festival, with the participation
and agreement of all stakeholders (including the public) for a sustainable festival. The participation of the public to
the festival and the local cooperation, the economic input created with their interest, etc. It was deemed appropriate
to be selected as a sample for reasons. For this reason, in this study, it was tried to examine the perceptions of local
people about festival loyalty in demographic terms. It can be argued that the results of the study will contribute to
the marketing of Sile destinations and the development of the festival, while improving the perception of the local
people towards the festival. At the end of the study, the findings of the research were discussed and recommendations

were made for the organizers and researchers.
Theoretical Framework on Festival Tourism

Festival tourism is a powerful tool for the promotion and marketing of destinations, but also creates a different
market option for event managers (Getz & Page, 2016, p. 597). Festival tourism has goals such as increasing tourism
attractiveness of destinations, extending tourism season, strengthening environmental protection (Ekin, 2011, p. 27).
Festival tourism can affect many events. These impacts include negative effects on community pride, economy,
personal benefit and quality of life as well as negative effects. Festivals strengthen awareness of the identities of
cultures by strengthening communication between different cities and different cultures. Accordingly, the
organization of festivals allows local people to act together by increasing the sense of community pride (Wang, 2009,
p. 19).

Among the economic effects of festivals, one of the most important goals of hosting is making money. It may
provide some form of economic incentives for the local economy, such as the direct income from the festival. In
addition, events and festivals are thought to contribute significantly to the development of tourism for host
communities. It will also create new business opportunities to meet the growing demand in the labor market. The
economic effects of the festivals will spread to other sectors with the multiplier effect and create a fluctuation effect
(Wang, 2009, p. 17-19). The effects of the festivals on personal benefit include the relief of people from their daily
stresses, the acquisition of individual experiences, the excitement of their lives, the increase in the quality of social
life, the personal happiness of the citizens and the pride of the society in which they live (Delamere, 2001; Chen,
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2011; Lee, Arcodia & Lee, 2011). Festivals are organized to display the heritage reflecting the cultural characteristics
and to attract visitors by increasing the attractiveness of the destination (Cudny, Korec & Rouba, 2012). The adverse
effects of the festivals include noise and pollution during the festival. Traffic congestion and transportation are other
important factors (Allen, Harris & Mcdonnel, 2002, p. 35). It is possible that the natural environment is polluted and
the quality of the landscapes is damaged at events and festivals (Gossling, 2002). Natural elements should come to
the fore in the destination and arrangements should be made. Environmental awareness should be established (Allen,
Harris & Mcdonnel, 2002, p. 35).

There are many studies in the related literature in festivals and events. Ispas and Hertanu (2011) tried to reveal
the importance of event tourism, marketing mix policies and activities in the development of a destination. As an
example of the study, Brasov region, which hosted the winter version of the European Youth Olympic Festival in
2013, was selected (Ispas & Hertanu, 2011). Ekin (2011) conducted a research on the social effects of activities. The
study aimed to reveal the perceptions of the local people in response to the social effects of the festivals. As a result,
it has been concluded that the activities have many social effects such as entertainment and socialization opportunities
and the gathering of different groups through activities. Bilgili, Onder and Yazarkan (2012) evaluated the
effectiveness and efficiency of Kirdag Festivals held in Oltu district of Erzurum in terms of the consumers
participating in the festival and the costs of the festival. In their study, Celik and Cetinkaya (2013) emphasize the
importance of festivals in event tourism and the importance of event tourism with many different festivals, religious
/ cultural organizations, sports events and scientific organizations in order to ensure the advancement of Izmir at
international level. As a result of the research, it is understood that the Izmir International Art Festival, which has
been held for the last 26 years, has played an important role in the international recognition of Izmir. Srikanth and
Ram (2013) conducted a study to analyze the effect of Diwali Festival in India on the stock market. In this study, all
components of BSE-100 index were selected. The non-parametric test, Wilcoxon test, was used to analyze the impact
on the Indian stock market, and it was concluded that the Diwali Festival was not significant on the Indian stock
market (Srikanth & Ram, 2013). In his study, Luna (2015) examined the perceived effects of Bafiamos Festival on
Laguna's economy and tourism industry. At the end of the study, they claimed that most of the participants believed
that the festival affected the economy of the destination and led to an increase in their economic activities. Gordillo
(2015) conducted a study on the socio-cultural effects of the Pesta Pinji festival in Malaysia. To this end, the festival
aims to develop the local economy and to be proud of local products and to create local food appeal among young
people. Shivhare and Rastogi (2016) conducted a study on their environmental impacts from festivals. In the study,
impact assessment was made and recommendations for reducing these impurities were developed. Sengiil and Geng
(2016) aimed to ensure that local cuisine culture is used as a supportive product within the scope of festival tourism.
At the end of the study, it was revealed that the usage of local kitchen products in promotion materials, the provision
of local dishes to the festival visitors coming to the region, the archiving of local delicacies and the field researches
about the participants of the festival should be conducted. Yildiz and Polat (2016) tried to determine the perception
of local people about the effects of the festivals held in Eskisehir. As a result of the research, it was determined that
the most important factors affecting the urban pride of the local people were socio-economic and cultural effects
dimensions. Birdir, Tokstz and Bak (2016) aimed to determine the reasons that motivate the participation of
International Orange Flower Carnival participants in the carnival. The study is important for the contribution of

carnival to the promotion and sustainability of Adana local culture by providing interaction between local people and
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participants. Sert (2017), in his study, aimed to reveal the social effects of festivals in rural areas on local people and
the attitudes of local people about the festival. As a result of the research, it was concluded that the local people
support the festivals when they believe that the social benefits of the festivals are higher than the social costs. In this
study, Celik (2009) conducted research on fair organizers and travel agencies in Istanbul and organizing events in
order to reveal the effects of the events on the destination to the socio-economic and destination marketing. At the
end of the research, it was found that the activities were educational but still increased the crime rate and the activities
were used as an element in destination marketing. Kizilirmak (2006)'s work in the areas in which organized festivals
in Turkey, has classified according to their content and regulation range. Small (2007), in order to measure the social
perceptions of local people, developed Social Impact Perception (SIP) scale. In the study conducted by Getz (2008),
he studied the definition, development and applications of event tourism. Atak (2009) conducted a research on the
characteristics of local and international festivals held in the Antalya region. There are different studies in the
literature about event and festival tourism. (Ispas & Hartanu, 2011; Ekin, 2011; Bilgili, Yagmur & Yazarkan, 2012;
Celik & Cetinkaya, 2013; Srikanth & Ram Hindistan, 2013; Luna, 2015; Gordillo, 2015; Shivhare & Rastogi, 2016;
Sengiil & Geng, 2016; Yildiz & Polat, 2016; Birdir, Toks6z & Bak, 2016; Sert, 2017; Celik, 2019). These studies

are discussed in detail in the theoretical framework of the study.

Behavioral intentions and loyalty are interchangeable concepts in marketing and tourism literature (Yoon et al.,
2010). The festival includes a variety of measurement elements, such as loyalty, commitment and preference,
willingness to pay more, offering to friends and families, spreading from mouth to mouth (Lee et al., 2008). Chen
and Chen (2010) concluded that the quality of experience can be created by increasing the interest and participation
of festival visitors, thus leading to perceived perception of value and satisfaction and as a result contributing to visitor
loyalty. It has significant contributions to the tourist destinations where festivals take place. Local people living in
these destinations benefit from these contributions and also provide significant benefits to the festival. For this reason,
the loyalty of the local people is also important for the sustainability of the festivals. From this point of view, it is
important to examine the festival loyalty of the local people in terms of demographic variables and to determine

which variables affect this point.
Methodology
Purpose and Importance of Research

In addition to promoting and promoting the destination at the national and international levels, the festivals have
many positive and negative effects on the local people living in the destination. For this reason, in this study, it is
tried to examine the festival loyalty of the local people in terms of demographic variables. It can be argued that the
results of the study will primarily contribute to the marketing of the Sile destination and the development of the
festival, while further improving the perception of the local people towards the festival. The study is thought to help
the International Sile Cloth Culture and Art Festival to develop and continue and to Sile Municipality. It is also
expected to contribute to festival visitors, festival participants, festival organizers and literature. At the end of the
study, the findings of the research were discussed and various suggestions were presented for the organizers and

researchers.
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Population and Sample of Research, Data Collection Tool

The population of the research is indigenous people living in Sile district of Istanbul. International Culture and
Sile Cloth is one of the oldest festivals in Turkey and Arts Festival in taking the scope of the research has been
effective. The population of Sile is 35,131 people. (TUIK, 2017-2018). In the research, the size of the universe is 35
thousand 131 people. According to Sekaran (2003, p. 294), the sample size should be 380. Data were collected face-
to-face from 600 local people selected through convenience sampling. However, analyzes were conducted on 501
questionnaires that were reliable. The survey was conducted between February and May 2017, where more locals
were more active than tourists. In order to measure Festival Loyalty, scales from different sources such as Sanchez
et al., 2006; Selected & Yilmazdogan, 2016; Dogrul, Atceken & Sahin, 2016; [Iban et al., 2016 were used.

Research Hypothesis and Analysis

The data obtained from the study were evaluated with statistical package program. Error checking was performed
during data entry and then all dimensions were subjected to factor analysis. Then, the reliability levels of the factors
were determined. In deciding whether to perform parametric or non-parametric tests, it was determined whether the
data showed normal distribution. In the normality test, it was concluded that skewness and kurtosis values were
between +2 and -2. (George & Mallery, 2010; Karaatli, 2014, p. 3). The reliability rate of the total items related to
festival loyalty was determined as (0,968). Factor load of the statement "I will continue to participate in the festival"
from the items related to festival fidelity (0,968); The factor load of the statement "I will tell the festival to my friends
and people around me" (0,974) the factor load of the expression "I do not intend to attend the festival events again”
(0,968) was found. It has been determined that the average (X = 4,23) of local people's loyalty to the festival is quite
high. t-test and ANOVA analyzes were applied to demographic analysis of local people's perception of festival

loyalty.

The demographic variables of the local people are used as a basis in forming the hypotheses. The hypotheses realized

within the scope of the research are as follows:
H1.. Festival loyalty of local people varies by gender.
Hip: Festival loyalty of local people varies according to their marital status.
Hac: Festival loyalty of local people varies according to age groups.
Hiq: Festival loyalty of local people varies according to their educational status.
H:e: Festival loyalty of local people varies according to occupational groups
Hir. Festival loyalty of local people varies according to their monthly income.
Hiq: Festival loyalty of local people varies according to their life time in Sile.
Research Findings
Demographic Findings

166 people with the highest number of local people participating in the survey and visitors between the ages of
25-34 make up 33.13 percent of the total participants. 239 (47,70%) of the participants were female and 262 (52,30%)
were male. Of the participants, 266 (53,69%) were married and 232 (46,31%) were single. When the educational
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level of the participants is examined, it is seen that they are mostly high school graduates (34,13%). In general, an
average participant for each occupation from 10 different occupational options was tried to be included in the
research. When the occupational groups of the participants are examined, it is seen that they consist mostly of public
employees (19,16%) and private sector employees (17,76%). According to the monthly income levels of the
participants, 107 participants were between 2001-1500 (21,36%) and 93 participants were between 3001-5000 tl
(18,56%). One of our most important demographic questions, life time in Sile district is very important because the
locals constitute the research. The life expectancy of the local people in Sile is 173.5 people with 16 years and over,

representing 34,53% of the participants.
Factor Analysis and Reliability Analysis Findings

When Table 1 is examined, the level of participation of local people who answered the questionnaire under the
expressions of the festival loyalty dimension was most commonly observed in the following statements; I will
continue to participate in the festival (x = 4,26), | think to participate in the festival activities again (x = 4,22), | will
recommend the festival to my friends and the people around me (X = 4,20). These expressions are between “Strongly
Agree” and Agree ”. In general, the participation of local people in all statements on the scale was found to be over
4,00 and they perceived a high level. The loyalty (x = 4,23) of the local people to the festival was found to be very
high.

Table 1: Festival Loyalty Variable Factor Analysis Findings

= S ) _
FACTOR 5 ._g = = X S.S CA
S & o ac e
£ S ws |dS%
Festival Loyalty - KMO: .783
/BKT:p<.000 2,823 | 94,091 4,2315 0,99424 0,968
(Chi-Square 1783,454, df=3)
| will continue to participate in the festival. 0,968 4,2675 1,00614
I will recommend the festival to my friends 0,974 4,2036 1,05379
and the people around me.
;ér;':(ra]nd to attend the events of the festival 0,968 42236 1,01485

5: Strongly agree, 4: Agree, 3: Neither Agree Neither Disagree, 2: Disagree, 1: Strongly disagree.
Findings of t-test Analysis Between Festival Loyalty and Gender and Marital Status Variables

The t-test was used to determine whether there is a difference between the festival loyalty variable and marital

status and gender of the indigenous people participating in the study. The data for the results are as follows.

Table 2 : Results of t-test Analysis Between Festival Loyalty and Gender and Marital Status Variables

Variables Group n X S.S. t p
female 239 4,0952 1,07350
Gender 0,279 0,435**
male 262 4,0687 1,05048
Marital status married 269 4,0771 1,06411 10,095 0.715%
single 232 4,0862 1,05867

*p<0,05; p>0,05**
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The homogeneity test was used to determine whether the variances of the data set according to gender and marital
status were evenly distributed, and it was assumed that the variances were equal for both sex (p: 0,563> 0,05) and
marital status (p: 0,282> 0,05). As a result of the t-test, between the festival loyalty of women (X= 4,23) and the
festival loyalty of men (X = 4,23) and between the festival loyalty of married (X = 4,21) and the festival loyalty of
singles (x= 4,25) no significant difference was found. The hypotheses Unaand Oap formed in this direction are
rejected.

Findings of ANOVA Analysis Between Festival Loyalty and Demographic Variables

ANOVA analysis was applied to determine whether there is a difference between the festival loyalty variable and
the age, education, occupation, income and life span of the indigenous people participating in the research. The data

for the results are as follows.

Table 3: ANOVA Results Between Festival Loyalty and Demographic Variables

Variables Group n S.S. F p Post
X Hoc
Test
1 17 and less 20 3,9500 1,15609
Age 2 18-24 12 4,3472 0,89589 Tukey
3 25-34 166 4,2751 0,93490 3.366 0.010 4-5
4 35-44 155 4,3419 0,93740 5-4
5 45 + 88 3,9242 1,17088
1 Primary school 34 3,8725 1,26335
Education 2 Secondary school 71 4,0798 1,01335 Tukey
status 3 High school 171 4,1871 1,03536 2,266 0,047
4 Associate degree 88 4,3447 1,00884 -
5 Undergraduate 124 4,3629 0,82422
6 Graduate 13 4,5641 0,59914
1 Tradesman 63 3,8466 1,25984
2 Student 44 4,0833 1,01697
3 Self-employment 32 4,2396 0,97361
4 Worker 45 4,2815 1,05638
5 | Housewife 48 4,1528 0,05516 Tamhan
Private sector 89 4,3109 0,94921 es12
6
Brofession 7 [Tourism 42 45794 0,69086 2.725 | 0.004 1 7>1
3 Public employee 96 4,4132 0,80893
9 Retired 28 3,8810 1,20429
10 Farmer 14 4,4286 0,69711
11 Other -
1 1000tl and less 87 4,1512 1,00151
2 1001-1500 29 3,8851 1,18280
3 1501-2000 76 4,1009 1,03282
Income 4 2001-2500 107 4,4019 0,96559
5 | 2501-3000 81 4,3004 0,88444 1,676 | 0,125 -
6 3001-5000 93 4,2007 1,00859
7 5000tl and above 28 4,4167 0,94988
1 Less than 1 year 44 4,3258 0,95503
2 1-5 year 83 4,1847 ,99355
3 6-10 year 126 4,3148 ,98820
Life Time in Sile 4 11-15 year 75 4,3511 89525
5 | Morethan 16 years | 173 41175 1,04532 1,208 | 0307 -
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When Table 3 is examined, it is concluded that the loyalty of the local people does not differ according to their

longevity and monthly income levels in Sile. According to these results, Higand His hypotheses were rejected.

When the age groups were analyzed, it was found that the festival loyalty of the local people (p:0,00<0,05) differed
significantly. According to this result, Hic hypothesis was accepted. Post-hoc tests were used to determine the
differences between the groups. Homogeneity (Levene) test results were taken into consideration. According to the
age groups of the local population, the variance is homogeneous for homogeneity test significance value
p:0,160>0,05 As the variances were homogeneous, Tukey test was preferred among the post-hoc tests. The festival
loyalty of the local people varies between 34-44 and 45 age groups. The reason that the average of the local people
in the age group 35-44 (x: 4,34) is higher than the average of the local people in the age group of 45 years and above
(x: 3,92) is due to the fact that the local people are loyal to the events organized in the festival, activities can be

concluded.

Considering the educational status of the local population, the variance is homogeneous for the homogeneity test
significance value p:0,058>0,05. As the variances were homogeneous, Tukey test was preferred from post-hoc tests.
However, there was no significant difference between the groups. According to this result, Hiq hypothesis was

rejected.

Regarding the occupational groups of the local people, the variance is not homogeneous for homogeneity test
significance value p:0,02 <0,05. Since the variances were not homogeneous, Tamhane’s T2 test was preferred from
post-hoc tests. As a result of the test, a significant difference was found between the festival loyalty of local people,
tradesmen and local people working in tourism. The reason for the fact that the average of the local people (x: 4,57),
who are tourism employees, is higher than the average of the local people in the trades group (X:3,84) can be reached
as a result of the tourism employees evaluating the festivals in terms of tourism and thinking that the festivals are an

important type of tourism. According to this result, Hie hypothesis was accepted.
Conclusions and Recommendations

In this study, it was examined whether the festival loyalty of local people changed according to demographic
variables about International Sile Cloth Culture and Art Festival organized in Sile destination. The sample of the

study consists of 501 local people living in Sile/Istanbul. When the results of the research are examined;
e There was no significant difference between festival loyalty and gender and marital status variables.

e When examining the differences between the festival loyalty variable and demographic variables of the
indigenous people participating in the research, it was concluded that the festival loyalty of the local people
did not differ according to the festival loyalty and their life expectancy, education level and monthly income

levels.

¢ On the contrary, it was found that there was a difference between the festival loyalty age groups of the local
people and this difference was among the highest participants between the ages of 18-24 and the lowest among
the participants aged 45 and over. The reason for this is that the activities in the festival appeal to the people
in the young age group, that the local people in the age of 45 and older cannot adapt to the activities in the
festival, that there are very noisy activities and that they continue until late hours. These results are similar to

Yuan et al. (2005), Small (2007), Thompson & Schofield (2009), Ekin (2011) and Lale & Giinli (2014).
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e Itwas also found that there were differences between festival loyalty and occupational groups of local people.
As a result of the research, significant difference was found between festival loyalty tradesmen and tourism
workers of local people. The reason for the high level of festival loyalty compared to the tradesmen group of
tourism employees is that the tourism employees can evaluate the festivals from a tourism perspective and

think that festivals are an important type of tourism.
Suggestions developed in line with the results obtained from the research;

* In order to increase the satisfaction and loyalty of the people of Sile to the festival, the festival should be

differentiated with different activities every year.

« It may be suggested that people who have lived in the destination for a long time to participate in the festival in

a different way.

* To enable local people, who are tradesmen, to participate in the festival more, it can be planned to open different
types of stands, to establish areas where they can sell their products in and around the festival area, and to
organize events where handicraft masters and craftsmen attending the festival can participate together.

« It has been observed that the loyalty of the local people to the festival is mostly formed by the local people who
are in the tourism worker and farmer profession. Based on this result, the festival should be developed by
taking the ideas of the local people and tourism employees.

* There should be differences in the festival with local farmers and local products.

* In order to increase the loyalty of the local people to the festival, festivals should be shaped in line with the
demands and characteristics of the local people in the high age group.

* By bringing famous celebrities to the festival, it can be made more magnificent with various concerts and panels.

« It is necessary to assign people who have a command of foreign languages and the capacity to promote authentic

products at international level as festival promotion ambassadors.
* Our folk music and folklore can be introduced to foreign guests who come to visit through the festival.
* Making and exhibiting handmade products for international handicrafts can also be added to the festival.

It can be argued that the research will contribute to Sile Municipality, Directorate of Culture and Social Affairs, event

organizers and literature. Future research can carry out research at different festivals.
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INTRODUCTION

The concept of leisure has been discussed for more than two thousand years and in 2003, Edginton, Coles, and
McClelland, in Leisure Basic Concepts, provide over 200 definitions of leisure and recreation. (Torkildsen, 2005:
50). Leisure is defined as the period that is non-compulsory and leftover so it can be used freely and of his/her own
free will. “Leisure is defined in terms of freedom from constraint, freedom to choose, time left over after work or as
free time after obligatory social duties have been met” (Torkildsen, 2005, p. 51).

Recreation activity, one of the basic concepts of the research, is any activity that an individual performs during
his/her leisure time. Such activity or activities should be related to the person's interests and satisfy their likes and
needs. Recreational activities can be performed in open or closed areas, as a group or individually, and can also be
diversified for educational, cultural, artistic, physical, and entertainment purposes. Participation in recreational
activities is behavioral as much as it depends on social and environmental factors. Other factors affecting activity
participation and diversity are whether the activities are organized, whether they require expertise, and whether they
are commercial, voluntary, or public (Jenkins & Pigram 2003, p. 8). Leisure activities are also classified as active
and passive activities according to the use of physical, and mental energy. Properly and efficiently using leisure
provides to a person with self-knowledge, self-development, gaining new experiences, and leading a healthy life
(Sevin & Ozil, 2019, p. 2039).

It defines leisure satisfaction, which constitutes another concept of the research, as “positive emotions that
individuals acquire, gain, reach and perceive as a result of their participation in leisure activities” (Yurcu et al. 2018,
p. 521). According to Huang's quote, “Leisure satisfaction was defined by Beard and Ragheb (1980) as the positive
perceptions or feelings which an individual forms, elicits, or gains as a result of engaging in leisure activities and
choices: It is the degree to which one is presently content or pleased with his/her general leisure experiences and
situations” (Huang, 2003, p. 27). Leisure satisfaction is expressed as the perception and emotion arising from the
satisfaction of the needs or motives of the individual in the leisure experience (Winslow, 1984, p.9). As a result of
participation in leisure, individuals provide benefits for physiological, psychological, aesthetic, social, education, and
relaxation (Yurcu et al. 2018, p. 521). Leisure satisfaction scale developed by Beard and Ragheb (1980);
psychological (psychological benefits such as freedom of choice, self-expression, and enjoyment), educational
(intellectual challenged and helped them to learn about themselves and their surroundings), social (meaningful
relationships with others), relaxation (getting rid of stress caused by the tensions of work and life), Physiological
(physical development as a result of participating in physical activities) and aesthetic (individuals viewed the areas

where they engaged in leisure activities as being pleasing, well planned and beautiful) (Huang, 2003, p. 28-29).

Life satisfaction, one of the basic concepts of the research, is explained as “the degree to which an individual
positively judges the general quality of the individual's life” or as a cognitive assessment of his/her life. Life
satisfaction is one of the most important factors affecting the health and social relationships of the individual. Many
factors affect life satisfaction, such as personality, social expectations, socio-economic factors, relationships with
one's environment (family, friends, children), physical-psychological health, shelter, and employment (Sevin &
0zil,2019, p. 2039).

Another concept used in the research is performance. Performance is a word of French origin. The word
performance is expressed in the TDK dictionary, meaning "success" (TDK). Performance is a concept related to the
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execution or realization of a certain purpose, function, or task in organizations (Begenirbas & Caliskan, 2014, p.
112). Uysal (2015) explains performance as quantitative and qualitative results obtained by the individual or group
by performing a certain job in a certain period. Besides, he explains individual performance as “behaviors and results
revealed by the skill and motivation of the employee to achieve the expected goals” (Uysal, 2015, p. 33). The success
of businesses is directly related to the efficient and productive use of resources. Human resources, which is one of
the business resources, is an important element. Fulfilling the psychological, social, economic, and cultural needs
and desires of the individual has a positive effect on the performance of the person. At the same time, these requests
and needs of employees must be taken into account by the organization(Alp et al. 2011, p. 68). In the literature, there
are studies on the effective evaluation of leisure and the positive effects of leisure satisfaction on health, life
satisfaction, and performance. In this study, it is aimed to examine the relationship between recreational activities

participation level, leisure time satisfaction, life satisfaction, and job performance.

This study was designed and presented to the Amasya Directorate of National Education and the research was

carried out by obtaining the necessary permission on June 12, 2018.
Literature Review

Many studies have been conducted in the literature on leisure and leisure satisfaction, life satisfaction and

performance. Some of these studies are as follows;

The study conducted by Sevil (2015), it was concluded that “participation in therapeutic leisure activities is related

to leisure satisfaction, perceived leisure satisfaction to life satisfaction and perceived life satisfaction to life quality”.

Edward Shih-Tse et al. (2008) investigated the effect of young people's online life and leisure satisfaction on life
satisfaction, they found that there were significant positive relationships between physiological and aesthetic
dimensions between leisure satisfaction and life satisfaction, but the educational dimension of leisure satisfaction had
a negative effect on life satisfaction and there was a negative relationship between the frequency of surfing the

internet and life satisfaction.

Heo et al. (2013) investigated the relationship between serious leisure, life satisfaction and health, and concluded

that there were positive relationships between serious leisure participation level and life satisfaction and health.

In their study, Gen¢ and Geng (2017) investigated the relationship between employee satisfaction and leisure
satisfaction in food and beverage businesses and determined that there was a positive relationship between leisure

satisfaction and life satisfaction.

The study titled “Stress, health and leisure satisfaction: teacher example”, Ho (1996) found that there was not a
strong relationship between leisure satisfaction and stress, but there was a significant relationship between leisure

satisfaction and life satisfaction.

Chen et al. (2011), in their study to determine the level of relationship between employee leisure participation,
job stress, job quality of life and job performance, there is positive relationship between leisure time participation

and quality of work.

In their study, Sevin and Sen (2019) found that there is a weak positive correlation between recreative activities

and life happiness; life happiness has been found to affect job performance.
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The study conducted by Sevin and Kii¢iik (2016), it was concluded that there is a significant relationship between

the recreational activities performed by the employees during their non-work times and their job performances.

Cornejo et al.(2015) have concluded that, "Objectively measured and self-reported leisure-time sedentary
behavior and academic performance in youth: In The UP & DOWN Study", "objectively measured sedentary leisure-

time was not significantly associated with the academic performance”.

In their study, Badura et al. (2016) investigated the relationship between school performance in adolescence and
participation in organized leisure activities and found that young people who participated in more activities had better

school performance.

Erol and Yazicioglu(2019) investigated the mediating role of recreational activities in the effect of burnout level

on work performance and found that recreational activities have partial mediating effects.

Method
The Aim of the Study

The main purpose of this research was to determine and analyze the relationship between teachers' level of
participation in recreation activities and leisure satisfaction, life satisfaction, and performance. The sub-objectives of
the research were to determine whether teachers' level of participation in recreation activities, leisure satisfaction,
life satisfaction, and performance differ according to demographic variables and whether leisure satisfaction has an

impact on life satisfaction, life satisfaction on performance.
Hypotheses of The Research:
The basic hypothesis of the research was formed as follows:

H1: There is a relationship between the level of participation of teachers in recreational activities, leisure satisfaction,

life satisfaction, and performance.

Sub-hypotheses of the research are as follows:

H2: The leisure satisfaction of teachers affects life satisfaction.

H3: Teachers' life satisfaction affects performance.

H4: Teachers' leisure satisfaction affects performance.

H5: The level of participation of teachers in recreational activities differs according to demographic variables.
H6: Teachers’ satisfaction with leisure differs according to demographic variables.

H7: Teachers' satisfaction of life differs according to demographic variables.

H8: Teachers' performance differs according to demographic variables.

Data analysis was performed with statistical package programs and working with the 95% confidence level. It
was determined that the level of distortion and kurtosis of Recreation Activities Participation Level, Leisure
Satisfaction, Life Satisfaction, and Performance values are between -3 and +3 (Biiyiikoztiirk, 2002, p. 473-474; Altun,
et al., 2015, p. 56). The level of participation in Recreation Activities, Leisure Satisfaction, Life Satisfaction, and

Performance scales according to demographic variables were analyzed with the t-test and the ANOVA test, which
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are parametric test techniques. The relation between Participation Level, Leisure Satisfaction, Life Satisfaction, and
Performance was analyzed by the Pearson correlation test. The effect of Leisure Satisfaction on Performance and

Life Satisfaction and Life Satisfaction on Performance was analyzed by a regression test.
Study Population and Sample Size

The sample of the research was determined by a simple random sampling method. The study population was the
teachers working in the center of Amasya. A total of 1901 teachers work in the center. According to the sample
calculation, a questionnaire should be done with at least 320 teachers with 0.05 error margins in the formula. Within
the scope of the study, a questionnaire was applied in educational institutions and the analysis was conducted based

on 600 questionnaires.
Data Collection Tools

In the research, "Personal Information Form", "Participation in Recreation Activities Form", "Leisure Satisfaction

Scale", "Life Satisfaction Scale" and "Performance Scale" were used as data collection tools.

Personal Information Form: Participation in recreational activities of teachers, leisure time, life satisfaction and
thought to affect performance; demographic information, such as gender, age, marital status, educational status, year
of experience, type of institution worked, branch, monthly income, the total income of the family and number of

children were questioned.

Level of participation in recreation activities: Recreation activities were questioned. It was formed from the
Alberta Recreation Survey survey conducted by the local government in the Alberta region of Canada, included in
the studies conducted by Kiigiik (2016) and Sen (2019). It consists of 6 dimensions: Physical activities (10 items),
Outdoor activities (10 items), Group activities (5 items), Cultural and Social activities (10 items), Hobbies (10 items),
Other activities (10 items).

Scale of Leisure Satisfaction: Leisure satisfaction scale: The Turkish validity and reliability study of the Leisure
Time Scale, developed by Beard and Ragheb (1980), performed by Karli et al. (2008) and used in the study of Eruzun
was used. “Cronbach alpha coefficients of the leisure satisfaction scale supporting the 6-factor structure were
determined as 0.774 for the psychological sub-dimension, as 0.867 for educational sub-dimension, as 0.844 for the
social sub-dimension, as 0.777 for rest sub-dimension, as 0.805 for physiological sub-dimension, and as 0.826 for
the aesthetic sub-dimension. The Cronbach alpha coefficient of the total scale was calculated as 0.826”(Eruzun, 2017,
p. 24). The scale was considered to be highly reliable, it was used in this research and no factor analysis was

performed.

Scale of Life Satisfaction: Life satisfaction scale which was developed by Diener, Emmons, Larsen & Griffin (1985)
the reliability coefficient found for this scale, which is composed of five items is also 93. The life satisfaction scale,
which was developed by Diener et al. (1985), and whose Turkish reliability-validity study was performed by Koker
(1991) was used. As a result of the reliability studies of the scale; test-retest reliability was measured as r =.85, and
item-test correlations were measured as 71- 80 (Avsaroglu, et al.2005:119; Sevin&Ozil, 2019, p. 2044). Since the

scale was considered to be highly reliable, it was used in this research and no factor analysis was performed.

1728



Sevin, HD. & Koyuncu, M.B. & Baldiran, §. JOTAGS, 2020, 8(3)

Scale of Performance: The performance scale developed by LIT (Lamar Institute of Technology, 2009) was used
to evaluate personal performance. “Kaiser-Meyer-Olkin Measure of Sampling Adequacy and Bartlett's Test of
Sphericity tests were conducted to determine the suitability of the data included in the survey for factor analysis.
According to factor analysis, the scale was found to consist of one dimension and the reliability coefficient was found
to be 0.875” (Sen,2019, p. 55). The scale was considered to be highly reliable, it was used in this research and no

factor analysis was performed.
Data Analysis
Validity and Reliability Analysis

The Leisure Satisfaction Scale, Life Satisfaction Scale, and Performance Scale were not subjected to factor
analysis based on the studies conducted in the literature; however, exploratory factor analysis (AFA) was calculated
to determine the construct validity of Cronbach's alpha reliability coefficients in order to determine the reliability for
the scale of participation in recreational activities. KMO value was calculated as 0.800 in the factor analysis for the
participation to Physical Activities Within the scope of the Bartlett test, the X* value was found to be 841,406 and
was found as statistically significant (p <0,05). According to the KMO and Bartlett test results, it was concluded that
data were appropriate for factor analysis. The total variance explanation rate of the scale was 35,704 %; the reliability
coefficient was 0,720. Accordingly, the scale's reliability level was very high. KMO value was calculated as 0,799
in the factor analysis made for participation of the Outdoor Activities. Within the scope of the Bartlett test, the X?
value was found to be 1055,948 and statistically significant (p <0,05). According to the KMO and Bartlett test results,
it was concluded that the data were appropriate for factor analysis. The total variance explanation rate of the scale is
50,318% and the reliability coefficient is 0,674. The scale's reliability level is very high. KMO value was calculated
as 0,652 in the factor analysis for the participation of Group Activities. The number of samples was appropriate for
factor analysis (KMO>0.500). Within the scope of the Bartlett test, the X?value was found to be 499,578 and was
considered as statistically significant (p <0,05). The total variance explanation rate of the scale is 67,872%; The
reliability coefficient is 0,755. The scale's reliability level was very high. KMO value was calculated as 0,801 in the
factor analysis for the participation of Cultural and Social Activities. The number of samples is appropriate for factor
analysis (KMO>0,500). Within the scope of the Bartlett test the X? value was found as 1199,135 and statistically
significant (p <0,05). The total variance explanation rate of the scale was 45,728% and its reliability coefficient was
0,742. The scale's reliability level is very high. KMO value was calculated as 0,621 in factor analysis for participation
in hobbies. The number of samples is appropriate for factor analysis (KM0>0,500). Within the scope of the Bartlett
test the X2 value was found as 453,230 and statistically significant (p <0,05). The explanation rate for the total
variance of the scale is 56,721%; the reliability coefficient is 0,529. The reliability of the scale was low. In factor
analysis for participation in other activities, the KMO value was calculated as 0,730. The number of samples was
appropriate for factor analysis (KMO>0,500). Within the scope of the Bartlett test, X* value was found as 845,875and
statistically significant (p<0,05). The explanation rate for the total variance of the scale is 52,942%; the reliability

coefficient is 0,669. The scale's reliability level was very high.
Descriptive Statistics of Recreation Activities Participation Level and Scale Points

The average of Participation Levels in Physical Activities was 1,84 + 0,59; The average of Participation Levels

in Outdoor Activities was 1,98 £+ 0,51; The average of Participation levels in Group Activities is 1,38 & 0,64; Average
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of Participation Levels in Cultural and Social Activities was 2,25 + 0,54; The average of participation in hobbies was
1,69 = 0,54; The average of Participation Levels in Other Activities was 2,79 + 0,58. The average of Psychological
Satisfaction points was 3,60 £ 1,12; The average of Educational Satisfaction scores was 3,80 + 1,03; The average of
Social Satisfaction scores was 3,80 + 0,95; The average score of Rest Satisfaction was 4,04 £ 0,96; The mean
physiological satisfaction scores were 4,35 &+ 0,94; The average of Aesthetic Satisfaction scores was 3,71 £+ 0,87,
The average of Leisure Time scores was 3,88 + 0,80. The average of Life Satisfaction points was 3,35 + 0,90. The
average of Performance Scale points was 4,06 + 0,64. Since the skewness and kurtosis values of the scores were
between -3 and +3, (Biiyiikoztirk, 2002:473-474; Altun, et al., 2015:5) parametric test techniques were used in this

analysis.
Findings

In this section, the results of the teachers participating in the research on the level of participation and recreation

activities and leisure relationship, satisfaction with life, and performance are found.
Demographic Characteristics of Survey Respondents

The answers given to the questions asked in order to determine the demographic characteristics of the 600 teachers
participating in the research and the information about the descriptive characteristics and frequency distribution of
the sample group are as follows; Of the 600 teachers who participated in the study, 328 (54,7%) were female and 272
(45,3%) were male. Of the participants, 61 (10,2%) were aged between 22 and 30, 250 (41,7%) were between 31-40,
206 (34,3%) were between 41-50, 76 (12,7%) were between 51-60, and 7 (1,2%) were aged 61 and above. In terms
of marital status, 56 (9,3%) of the participants were single and 544 (90,7%) were married. Of the teachers, 530
(88,3%) have a bachelor's degree, 67 (11,2%) have a master's degree and 3 (5%) have a doctor's degree. When the
tenure of teachers in their professions is evaluated; 49 (8,2%) had 1-5 years of experience, 94 (15,7%) had 6-10 years,
112 (18,7%) had 11-15 years, 131 (21,8%) had 16-20 years, 109 (18,2%) had 21-25 years and 105 (17,5%) had 26
years or more. When the teachers were evaluated in terms of the type of school they work, 27 (4,5%) were
preschoolers, 247 (41,2%) were primary education, 277 (46,2%) were secondary education and 49 (8,2) were other.
When evaluated in terms of teachers' branch, 30 (5,0%) were pre-school teachers, 111 (18,5%) were classroom
teachers, 20 (3,3) were special education (mentally handicapped, etc.) teachers, 18 were (3,0%) guidance and
psychological counseling teachers, 352 (58,7) were general knowledge and culture lessons teachers (15 hours for
salary) and 69 (11,5%) workshops and laboratory teachers (20 hours for salary). Considering the monthly income
groups of the participants, 16 (2,7%) had 2500-3000 TL, 236 (39,3%) had 3001-3500 TL, 231 (38,5%) had 3501-
4000 TL, 87 (14,5%) had 4001-4500 TL, 23 (3,8%) had 4501-5000 TL, 7 (1,2%) had 5001 TL and above.
Considering the monthly family income of the participants; 2 (3%) had 2500-3000 TL, 30 (5%) had 3001-3500 TL,
75 (12,5%) had 3501-4000 TL, 40 (6,7%) had 4001- 4500 TL, 24 (4,0%) had 4501-5000 TL, 21 (3,5%) had 5001-
5500 TL, 26 (4,3%) had 5501-6000 TL, 61 (% 10,2) had 6001-6500 TL, 55 (9,2%) had 6501-7000 TL, 85 (14,2%)
had 7001-7500 TL, 106 (17,7%) had 7501-8000 TL, 75 (12,5%) had 8001 TL and above. When evaluated in terms
of the number of children, 87 (14,5%) have no children, 138 (23%) have one child, 298 (49,7%) have two children,
61 (10,2%) have three children, 16 (2,7%) stated that they have four children.
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Table 1: Level of Participation in Recreation Activities, Leisure Satisfaction, Life Satisfaction and Examination of

Performance in Terms of Gender

Gender n Mean SS t p

Participation in Physical Activities E::::Ie 2?2 igj 822 -5,151 ,000%*
Participation in Outdoor Activities E/T;T:IE 232 ;22 8;2 -4,302 ,000*
Participation in Group Activities E::::Ie 2?2 iég 8;'; -8,790 ,000*
Participation in Cultural and Social Activities E/T;T:IE 232 ;;g 8;2 0,068 ,946
Participation in Hobbies E::::Ie 2?2 12&23 82; 3,118 ,002*
Participation in Other Activities E,T;T:Ie 232 ;;3 822 0,120 | ,905
Psychological Satisfaction E:;T:Ie 2?2 2;2 1(2)(1) 4,390 ,000*
Educational Satisfaction Eﬁ:;:le 232 223 22; 3,770 ,000*
Social Satisfaction E:;T:Ie 2?2 22? 2(8)2 2,916 ,004*
Rest Satisfaction Eﬁ:;:le 232 g;g 23; 3,783 ,000*
Physiological Satisfaction E:;T:Ie 2?2 322 23? 1,137 ,256
Aesthetic Satisfaction Eﬁ:;:le 232 gg? 8;? 3,469 ,001~*
Leisure Satisfaction E:;T:Ie 2;2 ggg 8;; 4,025 ,000*
Life Satisfaction E/?:;:Ie 2?2 g:g ggg 2,271 ,024*
Performance ::;T:Ie 2?2 g;g 83?} 3,591 ,000*

*p<0,05

There was a statistically significant difference between women and men in terms of Participation in Physical,
Outdoor, Group, and Hobby Activities (p <0,05). When the mean scores were analyzed, participation in physical,
open space, and group activities were found to be higher in men, and participation in hobbies is higher in women.
There was a statistically significant difference between men and women in terms of Psychological, Educational,
Social, Rest, Aesthetic Satisfaction (p <0,05). Accordingly, when the mean scores are examined, Psychological,
Educational, Social, Rest, Aesthetic Satisfaction is found to be higher in women. There was a statistically significant
difference between men and women in terms of Leisure Satisfaction (p <0,05). Accordingly, when the mean scores
were examined, Leisure Satisfaction was found to be higher in women. There was a statistically significant difference
between women and men in terms of life satisfaction (p <0,05). When the mean scores were examined, Life
Satisfaction was found to be higher in women. There was a statistically significant difference between women and
men in terms of Performance (p <0,05). When the mean scores were examined, the performance was higher in

women.
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Table 2: Level of Participation in Recreation Activities, Leisure Satisfaction, Life Satisfaction, and Examination of

Performance in Terms of Age

Age n Mean SS F p
22-30 61 1,91 0,58
. . L 31-40 250 1,70 0,52 .
Participation in Physical Activities 41-50 206 187 0.65 4,418 ,004
51-60 83 1,86 0,57
22-30 61 2,05 0,48
. L 31-40 250 1,97 0,47
Participation in Qutdoor Activities 41-50 206 197 0,55 0,442 , 723
51-60 83 1,96 0.56
22-30 61 1,46 0,67
. o 31-40 250 1,32 0,59
Participation in Group Activities 41-50 206 143 0.72 1,650 A77
51-60 83 1,35 0,58
22-30 61 2,37 0,43
. . o 31-40 250 2,21 0,47
Participation in Cultural and Social Activities 41-50 206 208 0,52 2,177 ,090
51-60 83 2,21 0,59
22-30 61 1,80 0,51
. . 31-40 250 1,64 0,48
Participation in Hobbies 41-50 206 171 0,57 1,846 ,138
51-60 83 1,73 0,62
22-30 61 2,95 0,59
. _ 31-40 250 2,78 0,56 *
Participation in Other Activities 41-50 206 281 0,57 2,767 ,041
51-60 83 2,67 0,65
22-30 61 3,66 1,05
. . . 31-40 250 3,72 1,02 *
Psychological Satisfaction 41-50 206 3,60 108 9,938 ,000
51-60 83 3,00 1,35
22-30 61 3,75 0,92
. . . 31-40 250 3,86 0,98 *
Educational Satisfaction 41-50 206 3.95 0,97 9,495 ,000
51-60 83 3,27 1,20
22-30 61 3,79 0,98
. . . 31-40 250 3,88 0,94 *
Social Satisfaction 41-50 206 3,89 0,82 8,074 ,000
51-60 83 3,33 1,11
22-30 61 4,02 0,88
. . 31-40 250 4,09 0,96 .
Rest Satisfaction 41-50 206 421 0.80 11,376 ,000
51-60 83 3,51 1,18
22-30 61 4,44 0,86
. . . . 31-40 250 4,38 0,94 .
Physiological Satisfaction 41-50 206 4,42 0,87 4,262 ,005
51-60 83 4,02 1,11
22-30 61 3,80 0,82
. . . 31-40 250 3,80 0,83 .
Aesthetic Satisfaction 41-50 206 376 0.80 10,432 ,000
51-60 83 3,22 1,05
22-30 61 3,91 0,73
. . . 31-40 250 3,95 0,76 .
Leisure Satisfaction 41-50 206 3.99 0.70 13,029 ,000
51-60 83 3,39 1,00
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Table 2: Level of Participation in Recreation Activities, Leisure Satisfaction, Life Satisfaction, and Examination of

Performance in Terms of Age (Continuation)

22-30 61 3,31 0,75
. . . 31-40 250 3,37 0,93
Life Satisfaction 41-50 206 3.40 0,90 1,743 ,157
51-60 83 3,14 0,93
22-30 61 4,02 0,47
31-40 250 4,10 0,63 .
Performance 41-50 206 4,10 0,61 2,919 ,034
51-60 83 3,88 0,81

*p<0,05

According to the results of the ANOVA test conducted to examine the level of participation in recreation activities,
leisure, life satisfaction, and performance scales in terms of age; There was a statistically significant difference
between the groups of different ages in terms of Participation in Physical Activities (p <0,05). When the average of
scores is examined, the participation in Physical Activities is the highest among the 22-30 age group, the participation
decreases while increasing age. There was a statistically significant difference between the groups of different ages
in terms of Participation in Other Activities (p <0,05). When the average of scores is examined, the participation in
Outdoor Activities is the highest among the 22-30 age group and the lowest among the 51-60 age group. There was
a statistically significant difference between the groups of different ages in terms of Psychological Satisfaction (p
<0,05). When the average of scores was examined, the participation in Psychological Satisfaction was the highest
among the 31-40 age group and the lowest among the 51-60 age group. There was a statistically significant difference
between the groups of different ages in terms of Educational, Social, Relaxation Satisfaction (p <0,05). When the
average of scores was examined, the participation in Educational, Social, Rest Satisfaction is the highest among the
41-50 age group and the lowest among the 51-60 age group. There was a statistically significant difference between
the groups of different ages in terms of Physiological Satisfaction (p <0,05). When the average of scores was
examined, the participation in Physiological Satisfaction is the highest among the 22-30 age group and the lowest
among the 51-60 age group. There was a statistically significant difference between the groups of different ages in
terms of Aesthetic Satisfaction (p <0,05). When the average of scores was examined, the participation in Aesthetic
Satisfaction is the highest among the 22-30 and 31-40 age groups and the lowest among the 51-60 age group. There
was a statistically significant difference between the groups with different branches in terms of Leisure Satisfaction
(p <0,05). When the average of scores was examined, the participation in Leisure Satisfaction is the highest among
the 41-50 age group and the lowest among the 51-60 age group. There was a statistically significant difference
between the groups of different ages in terms of Performance (p <0,05). When the average of scores was examined,
the participation in Performance was the highest among the 31-40 and 41-50 age groups and the lowest among the

51-60 age group.
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Table 3: Examination of Participation Level, Leisure Satisfaction, Life Satisfaction and Performance in Terms of

Marital Status

Marital Status n Mean SS t p
Participation in Physical Activities g/ilsgli:d 554; i;g 822 -1,576 ,115
Participation in Outdoor Activities g/ilsgli:d 554;' igg 8:; 1,502 134
Participation in Group Activities g/ilsgr;rli:d 55464 12; 8?2 -1,076 ,282
Participation in Cultural and Social Activities gs;:td 554: ;;g 822 -0,509 ,611
Participation in Hobbies g/ilsgli:d 554; ig; 822 -2,841 ,005*
Participation in Other Activities g/ilsgli:d 554;' 2;2 82; -1,422 ,156
Psychological Satisfaction g/ilra:;i:d 554; 2?2 115 -0,808 419
Educational Satisfaction Zigﬁfd 554; 257;2 égg -0,992 ,322
Social Satisfaction g/ilriglfd 554; 2;3 ggg -0,829 ,407
Rest Satisfaction g’:;gl':d 554; jﬁ: 8:2; 1,157 | 248
Physiological Satisfaction g/ilra:;i:d 554; jjg 833 -0,832 ,406
Aesthetic Satisfaction Zigﬁfd 554; g;g 833 -0,547 ,585
Leisure Satisfaction g/ili;fd 554; 22; 82; -1,059 ,290
Life Satisfaction g’:zgl':d 5;; 2?2 ggg 1452 | 147
Performance g/ilzgr;rlfd 554 64 j(jg 822 -0,770 442
*p<0,05

According to the results of the t-test conducted to examine the Level of Participation in Recreation Activities,

Leisure, Life Satisfaction, and Performance Scales in terms of Marital Status; There was a statistically significant

difference between married and singles in terms of Participation in Hobbies (p <0,05). Participation in Hobbies was

higher in single people when their average scores were examined.

Table 4: Examination of Participation Level, Leisure Satisfaction, Life Satisfaction, and Performance in Terms of

Educational Status

Educational Background n Mean ss t p

Participation in Physical Activities ;ZZT::?:E@D;%Z;%OCwmm 57300 123 823 -992 | 322
Participation in Outdoor Activities ;ZZT::?:E@D;%Z;%OCwmm 57300 ;g; 822 -,682 | ,496
Participation in Group Activities azzgr:;s;%g%octoram 57300 12; 823 -,198 | ,843
Participation in Cultural and Social Activities ﬁi?::?:;?;ij%octome 57300 ggg 82(7) -1,131 | ,258
Participation in Hobbies E/Iaacsrt]::?sr ']SDeDgrgeree/(]e)octorate 57300 igg 8:§g ,300 764
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Table 4: Examination of Participation Level, Leisure Satisfaction, Life Satisfaction, and Performance in Terms of

Educational Status (Continuation)

Participation in Other Activities &i?::?:;?gi%g%octome 57300 55733 822 -1,162 | ,246
Psychological Satisfaction Eﬁf:::?:;?gi%g%octomte 57300 232 11; -1.051 | ,294
Educational Satisfaction E/;Csrt]::?: EeDger%Le/?)octorate 57300 g;g 182 -1,404 | ,161
Social Satisfaction Edfirt‘::?! ]S)eDger%ree/(]e)octorate 57300 g;g 838 -1,267 1,206
Rest Satisfaction Edfirt‘::?! .]S)eDger%ree/(]a)octorate 57300 jgé 822) -2172 1 ,030*
Physiological Satisfaction E/lzcsrt]::?:i)eDgergeree/%octorate 57300 j:jg 8:32 -1,036 | 301
Aesthetic Satisfaction Edfirt‘::?! .]S)eDger%ree/(]a)octorate 57300 gzg 881 -401 689
Leisure Satisfaction E/Iaacsr:g?sr 'IS)Sgerge:ee/?)octorate 5’7300 Z:g; 8:38 -1,505 | 133
Life Satisfaction E/Iaacsr:g?sr 'IS)Sgerge:ee/?)octorate 5’7300 g:;g 8:83 1,151 250
Performance E/Iaacsr:g?sr 'IS)Sgerge:ee/?)octorate 5’7300 3:8; 8:32 1,160 247
*p<0,05

According to the results of the t-test conducted to examine the Level of Participation in Recreation Activities,

Leisure Time, Life Satisfaction and Performance Scales in terms of Educational Status; There was a statistically

significant difference between the groups with different education levels in terms of Rest Satisfaction (p <0,05).

When the average of the scores was examined, Rest Satisfaction was higher in those who are graduates of MS / Ph.D.

Table 5: Examination of Participation Level, Leisure Satisfaction, Life Satisfaction, and Performance in Terms of

Professional Years

Professional Year n Mean SS F p
1-5 Years 49 1,93 0,58
6-10 Years 94 1,75 0,54
. . oL 11-15 Years 112 1,73 0,55
Participation in Physical Activities 16-20 Years 131 175 0,53 1,893 ,094
21-25 Years 109 1,86 0,60
26 Years and Above 105 1,89 0,70
1-5 Years 49 2,05 0,49
6-10 Years 94 2,00 0,44
s oL 11-15 Years 112 1,98 0,48
Participation in Outdoor Activities 16-20 Years 131 1,89 0,48 1,126 ,345
21-25 Years 109 2,00 0,56
26 Years and Above 105 2,01 0,58
1-5 Years 49 1,52 0,68
6-10 Years 94 1,31 0,62
L - 11-15 Years 112 1,35 0,64
Participation in Group Activities 16-20 Years 131 1.36 0,58 1,357 ,239
21-25 Years 109 1,46 0,75
26 Years and Above 105 1,32 0,60
1-5 Years 49 2,40 0,44
6-10 Years 94 2,23 0,47
. . o 11-15 Years 112 2,23 0,47
Participation in Cultural and Social Activities 16-20 Years 131 221 0,49 1,827 ,106
21-25 Years 109 2,33 0,56
26 Years and Above 105 2,21 0,55
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Table 5: Examination of Participation Level, Leisure Satisfaction, Life Satisfaction, and Performance in Terms of

Professional Years (Continuation)

1-5 Years 49 1,90 0,47
6-10 Years 94 1,66 0,48
. . 11-15 Years 112 1,63 0,47
Participation in Hobbies 16-20 Years 131 165 0,55 2,165 ,057
21-25 Years 109 1,71 0,58
26 Years and Above 105 1,73 0,61
1-5 Years 49 3,04 0,54
6-10 Years 94 2,85 0,58
T I 11-15 Years 112 2,78 0,52 -
Participation in Other Activities 16-20 Years 131 274 0,59 2,772 ,017
21-25 Years 109 2,79 0,59
26 Years and Above 105 2,70 0,63
1-5 Years 49 3,70 0,91
6-10 Years 94 3,73 1,02
. . . 11-15 Years 112 3,83 0,94 "
Psychological Satisfaction 16-20 Years 131 3.66 110 4,518 ,000
21-25 Years 109 3,56 1,18
26 Years and Above 105 3,18 1,32
1-5 Years 49 3,80 0,83
6-10 Years 94 3,90 0,90
. . . 11-15 Years 112 3,88 1,00 *
Educational Satisfaction 16-20 Years 131 3.84 0,97 2,886 ,014
21-25 Years 109 3,91 1,11
26 Years and Above 105 3,46 1,16
1-5 Years 49 3,77 0,88
6-10 Years 94 3.85 1,00
. . . 11-15 Years 112 3,91 0,93 "
Social Satisfaction 16-20 Years 131 3.89 0,84 2,351 ,040
21-25 Years 109 3,81 0,97
26 Years and Above 105 3,53 1,04
1-5 Years 49 3,93 0,83
6-10 Years 94 4,10 0,90
. . 11-15 Years 112 4,16 1,02 *
Rest Satisfaction 16-20 Years 131 4,07 0.84 3,521 ,004
21-25 Years 109 4,19 0,93
26 Years and Above 105 3,72 1,10
1-5 Years 49 4,44 0,76
6-10 Years 94 4,48 0,86
. . . . 11-15 Years 112 4,40 0,97
Physiological Satisfaction 16-20 Years 131 4.34 0.96 1,467 ,199
21-25 Years 109 4,36 0,91
26 Years and Above 105 4,15 1,05
1-5 Years 49 3,69 0,81
6-10 Years 94 3,91 0.75
. . . 11-15 Years 112 3.86 0.83 *
Aesthetic Satisfaction 16-20 Years 131 3,66 0,81 4,159 .001
21-25 Years 109 3,71 0,86
26 Years and Above 105 3.42 1.06
1-5 Years 49 3,89 0,59
6-10 Years 94 4,00 0,74
. . . 11-15 Years 112 4,01 0,75 *
Leisure Satisfaction 16-20 Years 131 3.91 0.76 4,156 ,001
21-25 Years 109 3,92 0,81
26 Years and Above 105 3,58 0,95
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Table 5: Examination of Participation Level, Leisure Satisfaction, Life Satisfaction, and Performance in Terms of

Professional Years (Continuation)

1-5 Years 49 3,48 0,68

6-10 Years 94 3,53 0,88

. . . 11-15 Years 112 3,34 0,92
Life Satisfaction 16-20 Years 131 3.28 0.88 1,429 212

21-25 Years 109 3,28 1,01

26 Years and Above 105 3,26 0,90

1-5 Years 49 4,08 0,41

6-10 Years 94 4,09 0,58

11-15 Years 112 4,06 0,69
Performance 16-20 Years 131 4,07 0,55 0,812 542

21-25 Years 109 4,11 0,73

26 Years and Above 105 3,95 0,73

*p<0,05

According to the results of the ANOVA test conducted to examine the level of participation in Recreation
Activities, leisure time, life satisfaction, and performance scales in terms of the professional year; There was a
statistically significant difference between groups with different professional years in terms of Participation in Other
Activities (p <0,05). When the average of scores is examined, it is the highest among those who have been doing
their profession for 1-5 years, while the Participation in Other Activities is the highest for those who have been doing
26 years or more. There was a statistically significant difference between the groups of different ages in terms
of Psychological Satisfaction (p<0,05). When the average of points was examined, the psychological satisfaction is
the highest among those who have been doing their profession for 11-15 years and the lowest for those who have
been doing this for 26 years or more. There was a statistically significant difference between the groups of different
ages in terms of Educational Satisfaction (p<0,05). When the average of points was examined, Educational
Satisfaction is the highest in those who have been doing their profession for 6-10 years, while it is the least in those
who have been doing this for 26 years or more. There was a statistically significant difference between the groups of
different ages in terms of Social Satisfaction (p<0,05). When the average of points was examined, the psychological
satisfaction is the highest among those who have been doing their profession for 11-15 years and the lowest for those
who have been doing this for 26 years or more. There was a statistically significant difference between the groups of
different ages in terms of Relaxation Satisfaction (p<0,05). When the average of points was examined, Rest
Satisfaction is the highest among those who have been doing their profession for 21-25 years and the lowest among
those who have been doing this for 26 years or more. There was a statistically significant difference between the
groups of different ages in terms of Aesthetic Satisfaction (p <0,05). When the average of points is analyzed,
Aesthetic Satisfaction is the highest in those who have been doing their profession for 6-10 years, while it is the least

in those who have been doing this for 26 years or more.

There was a statistically significant difference between the groups with a different professional year in terms of
Leisure Satisfaction (p <0,05). When the average of points was examined, Leisure Satisfaction is the highest among
those who have been doing their profession for 11-15 years and the lowest among those who have been doing this

for 26 years or more.
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Table 6: Examination of Level of Participation in Recreation Activities, Leisure Satisfaction, Life Satisfaction and

Performance in Terms of School Level

Level of School Worked n Mean SS F p
Pre-School 27 1,77 0,56
Primary School 247 1,77 0,58
Participation in Physical Activities Second_ary 277 1,83 0,59 ,922 0,430
Education
Other 49 1,90 0,62
Pre-School 27 1,88 0,39
Primary School 247 2,01 0,52
Participation in Outdoor Activities Second_ary 277 1,96 0,52 ,890 ,446
Education
Other 49 1,94 0,47
Pre-School 27 1,11 0,26
Primary School 247 1,42 0,67
Participation in Group Activities Second_ary 277 1,39 0.65 2,372 ,069
Education
Other 49 1,27 0,55
Pre-School 27 2,27 0,62
Primary School 247 2,24 0,51
Participation in Cultural and Social Activities Second_ary 277 2,28 0,49 ,822 ,482
Education
Other 49 2,16 0,50
Pre-School 27 1,75 0,46
Primary School 247 1,67 0,56
Participation in Hobbies Secondary ,633 ,594
Education 21t Lr2 0,53
Other 49 1,63 0,50
Pre-School 27 2,94 0,56
Primary School 247 2,84 0,57
Participation in Other Activities Second_ary 277 2.72 0,61 2,708 ,044*
Education
Other 49 2,85 0,46
Pre-School 27 3,69 1,05
Primary School 247 3,63 1,09
Psychological Satisfaction Seconqary 277 3,56 115 ,307 820
Education
Other 49 3,68 1,16
Pre-School 27 4,02 0,80
Primary School 247 3,83 0,99
Educational Satisfaction Secondary 277 3,74 1,08 ,884 449
Education
Other 49 3,87 1,01
Pre-School 27 3,83 0,84
Primary School 247 3,85 0,95
Social Satisfaction Seconqany 277 3,73 0,07 ,862 ,460
Education
Other 49 3,87 0,88
Pre-School 27 4,11 0,71
Primary School 247 4,07 0,94
Rest Satisfaction Second_ary 277 3,98 1,02 1,041 374
Education
Other 49 4,22 0,76
Pre-School 27 4,48 0,62
Primary School 247 4,36 0,89
Physiological Satisfaction Second_ary 277 4,32 0,99 ,357 ,784
Education
Other 49 4,42 1,07
Pre-School 27 3,88 0,81
Primary School 247 3,78 0,86
Aesthetic Satisfaction Second_ary 277 3,60 0,87 2,737 | ,043*
Education
Other 49 3,85 0,93
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Table 6: Examination of Level of Participation in Recreation Activities, Leisure Satisfaction, Life Satisfaction and

Performance in Terms of School Level (Continuation)

Pre-School 27 4,00 0,66
Primary School 247 3,92 0,76

Leisure Satisfaction Second_ary 277 3,82 0,84 1,171 ,320
Education
Other 49 3,99 0,81
Pre-School 27 3,70 0,83
Primary School 247 3,35 0,88

Life Satisfaction Second_ary 277 3,31 0,02 1,576 ,194
Education
Other 49 3,33 0,96
Pre-School 27 4,15 0,76
Primary School 247 4,06 0,56

Performance Secondgry 277 4,05 071 ,194 ,900
Education
Other 49 4,04 0,57

*p<0,05

According to the results of the ANOVA test conducted to examine the level of participation in Recreation

Activities, leisure time, life satisfaction, and performance scales in terms of the professional year; There was a

statistically significant difference between groups with different professional years in terms of Participation in Other

Activities (p <0,05). When the average of the scores was examined, the participation in other activities is highest at

the pre-school level and the lowest in secondary education. There was a statistically significant difference in Aesthetic

Satisfaction among the groups with different levels of work (p <0,05). When the average of the scores was examined,

Aesthetic Satisfaction is the highest in the preschoolers, while it was the lowest in secondary education.

Table 7: Level of Participation in Recreation Activities, Leisure Satisfaction, Life Satisfaction, and Examination of

Performance in Terms of Branch

Branch n Mean Ss F p
Pre-School Teaching 30 1,72 0,60
Classroom Teaching 111 1,79 0,61
Specwgl Education (Mentally Disabled etc.) 20 175 0.41
Teaching
Participation in Physical Activities Psychological Counseling and Guidance 18 1,69 0,43 | ,442 | 819
General Knowledge and Culture Courses
Teaching (15 hours for salary) 352 181 0,60
Workshop and Laboratory Teacher (20 69 1,86 0,55
Hours for Salary)
Pre-School Teaching 30 1,91 0,44
Classroom Teaching 111 2,01 0,49
Specw}l Education (Mentally Disabled etc.) 20 1.95 0,58
Teaching
Participation in Outdoor Activities Psychological Counseling and Guidance 18 1,84 0,39 | ,712 | ,614
General Knowledge and Culture Courses
Teaching (15 hours for salary) 352 1.97 0,53
Workshop and Laboratory Teacher (20 69 2,05 0,48
Hours for Salary)
Pre-School Teaching 30 1,07 0,22
Classroom Teaching 111 1,34 0,61
Spemql Education (Mentally Disabled etc.) 20 122 0,49
Teaching
Participation in Group Activities Psychological Counseling and Guidance 18 1,28 0,59 | 2,435 |,034*
General Knowledge and Culture Courses
Teaching (15 hours for salary) 352 1,43 0,69
Workshop and Laboratory Teacher (20 69 135 0,62
Hours for Salary)
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Table 7: Level of Participation in Recreation Activities, Leisure Satisfaction, Life Satisfaction, and Examination of

Performance in Terms of Branch (Continuation)

Pre-School Teaching 30 2,19 0,62
Classroom Teaching 111 2,24 0,52
Special Education (Mentally Disabled etc.)

Teaching 20 2,11 0,49

Psychological Counseling and Guidance 18 2,20 0,52 | ,589 | ,709
General Knowledge and Culture Courses

Teaching (15 hours for salary) 352 2.27 0.50
Workshop and Laboratory Teacher (20
Hours for Salary)

Participation in Cultural and Social
Activities

69 2,28 0,47

Pre-School Teaching 30 1,70 0,49
Classroom Teaching 111 1,76 0,62
Special Education (Mentally Disabled etc.)

Teaching 20 1,46 0,50

Participation in Hobbies Psychological Counseling and Guidance 18 1,53 0,39 | 1,612 | ,155
General Knowledge and Culture Courses

Teaching (15 hours for salary) 352 1,68 0,53
Workshop and Laboratory Teacher (20

Hours for Salary) 69 1,75 | 0,50

Pre-School Teaching 30 2,95 0,56
Classroom Teaching 111 2,88 0,58
Special Education (Mentally Disabled etc.)

Teaching 20 2,85 0,35

Participation in Other Activities Psychological Counseling and Guidance 18 2,57 0,55 | 1,880 | ,096
General Knowledge and Culture Courses

Teaching (15 hours for salary) 352 2,11 0,60
Workshop and Laboratory Teacher (20

Hours for Salary) 69 2,71 | 054

Pre-School Teaching 30 3,84 1,05
Classroom Teaching 111 3,46 1,24
Spec:la}l Education (Mentally Disabled etc.) 20 3,98 118
Teaching

Psychological Satisfaction Psychological Counseling and Guidance 18 4,03 0,59 | 2,211 | ,052
General Knowledge and Culture Courses

Teaching (15 hours for salary) 352 3,63 1,08
Workshop and Laboratory Teacher (20

Hours for Salary) 69 338 | 117

Pre-School Teaching 30 4,05 0,76
Classroom Teaching 111 3,68 1,12
Specwgl Education (Mentally Disabled etc.) 20 3,86 112
Teaching

Educational Satisfaction Psychological Counseling and Guidance 18 4,25 0,59 | 1,458 | ,202
General Knowledge and Culture Courses

Teaching (15 hours for salary) 352 3,80 1,02
Workshop and Laboratory Teacher (20

Hours for Salary) 69 373 | 101

Pre-School Teaching 30 3,83 0,97
Classroom Teaching 111 3,72 0,96
Specw}l Education (Mentally Disabled etc.) 20 3,90 114
Teaching

Social Satisfaction Psychological Counseling and Guidance 18 4,15 0,61 | ,775 | ,568
General Knowledge and Culture Courses

Teaching (15 hours for salary) 352 381 0.95
Workshop and Laboratory Teacher (20

Hours for Salary) 69 374 093
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Table 7: Level of Participation in Recreation Activities, Leisure Satisfaction, Life Satisfaction, and Examination of

Performance in Terms of Branch (Continuation)

Pre-School Teaching 30 4,10 0,77
Classroom Teaching 111 3,97 0,99
Special Education (Mentally Disabled etc.)
Teaching 20 4,15 0,95
Rest Satisfaction Psychological Counseling and Guidance 18 4,40 0,53 | 1,303 | ,261
General Knowledge and Culture Courses
Teaching (15 hours for salary) 352 4,01 0,96
Workshop and Laboratory Teacher (20
Hours for Salary) 69 3,86 1,05
Pre-School Teaching 30 4,52 0,76
Classroom Teaching 111 4,30 1,01
Special Education (Mentally Disabled etc.) 20 443 1.96
Teaching ' '
Physiological Satisfaction Psychological Counseling and Guidance 18 4,60 0,49 | ,638 | ,671
General Knowledge and Culture Courses
Teaching (15 hours for salary) 352 4,35 0,94
Workshop and Laboratory Teacher (20 69 426 0.89
Hours for Salary) ' '
Pre-School Teaching 30 3,93 0,76
Classroom Teaching 111 3,65 0,91
Special Education (Mentally Disabled etc.)
Teaching 20 3,94 1,11
Aesthetic Satisfaction Psychological Counseling and Guidance 18 3,85 0,50 | ,899 | ,481
General Knowledge and Culture Courses
Teaching (15 hours for salary) 352 3,69 0,86
Workshop and Laboratory Teacher (20 69 368 0.91
Hours for Salary) ' '
Pre-School Teaching 30 4,04 0,71
Classroom Teaching 111 3,80 0,85
Special Education (Mentally Disabled etc.) 20 404 107
Teaching ' '
Leisure Satisfaction Psychological Counseling and Guidance 18 4,21 0,40 | 1,548 | ,173
General Knowledge and Culture Courses
Teaching (15 hours for salary) 352 3,89 0,78
Workshop and Laboratory Teacher (20 69 377 0.82
Hours for Salary) ' '
Pre-School Teaching 30 3,71 0,74
Classroom Teaching 111 3,35 0,91
Special Education (Mentally Disabled etc.) 20 307 111
Teaching ' '
Life Satisfaction Psychological Counseling and Guidance 18 3,29 0,80 | 1,684 | ,136
General Knowledge and Culture Courses
Teaching (15 hours for salary) 352 3,31 0,90
Workshop and Laboratory Teacher (20 69 3.46 0.90
Hours for Salary) ' '
Pre-School Teaching 30 4,14 0,64
Classroom Teaching 111 4,05 0,59
Special Education (Mentally Disabled etc.)
Teaching 20 4,02 0,72
Performance Psychological Counseling and Guidance 18 3,97 0,71 | ,202 | ,962
General Knowledge and Culture Courses
Teaching (15 hours for salary) 352 4,06 0,64
Workshop and Laboratory Teacher (20 69 409 071
Hours for Salary) ' '
*p<0,05

According to the ANOVA test results conducted for the examination of the Level of Participation Recreation Life

Satisfaction and Performance Scales in terms of Branch; There was a statistically significant difference between the

groups with different branches in terms of Participation in Group Activities (p <0,05). When the average of points is
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analyzed, the participation in Group Activities is highest in those with a branch of General Information and Culture

Courses (15 hours for salary), while those with Pre-School Education are the least.

Table 8: Level of Participation in Recreation Activities, Leisure Satisfaction, and Examination of Performance in
Terms of Monthly Income

Monthly Income n Mean SS F p
2500-3000 TL 16 1,99 0,76
3001-3500 TL 236 1,68 0,56
Participation in Physical Activities 3501-4000 TL 231 1,84 0,59 7,180 | .000*
4001-4500 TL 87 1,89 0,53
4501 TL and above 30 2,17 0,66
2500-3000 TL 16 2,12 0,63
3001-3500 TL 236 1,88 0,45
Participation in Outdoor Activities 3501-4000 TL 231 2,00 0,52 4,823 | ,001*
4001-4500 TL 87 2,13 0,58
4501 TL and above 30 2,08 0,47
2500-3000 TL 16 1,44 0,72
3001-3500 TL 236 1,29 0,58
Participation in Group Activities 3501-4000 TL 231 1,38 0,66 2,657 | ,032*
4001-4500 TL 87 1,52 0,68
4501 TL and above 30 1,56 0,73
2500-3000 TL 16 2,49 0,69
3001-3500 TL 236 2,21 0,47
Participation in Cultural and Social Activities 3501-4000 TL 231 2,28 0,51 1,912 ,107
4001-4500 TL 87 2,23 0,53
4501 TL and above 30 2,36 0,51
2500-3000 TL 16 1,78 0,63
3001-3500 TL 236 1,71 0,51
Participation in Hobbies 3501-4000 TL 231 1,70 0,56 | 0,499 737
4001-4500 TL 87 1,63 0,53
4501 TL and above 30 1,65 0,60
2500-3000 TL 16 2,72 0,77
3001-3500 TL 236 2,78 0,56
Participation in Other Activities 3501-4000 TL 231 2,80 0,60 | 0,601 ,662
4001-4500 TL 87 2,77 0,56
4501 TL and above 30 2,94 0.60
2500-3000 TL 16 3,34 1,15
3001-3500 TL 236 3,78 1,00
Psychological Satisfaction 3501-4000 TL 231 3,53 1,15 2,664 | ,032*
4001-4500 TL 87 3,45 1,23
4501 TL and above 30 3,38 1,26
2500-3000 TL 16 3,30 1,15
3001-3500 TL 236 3,90 0,95
Educational Satisfaction 3501-4000 TL 231 3,79 1,02 2,184 ,069
4001-4500 TL 87 3,74 1,16
4501 TL and above 30 3,53 1,07
2500-3000 TL 16 3,34 1,10
3001-3500 TL 236 3,89 0,89
Social Satisfaction 3501-4000 TL 231 3,76 0,96 1,900 ,109
4001-4500 TL 87 3,69 1,06
4501 TL and above 30 3,86 0,82
2500-3000 TL 16 3,69 1,19
3001-3500 TL 236 4,13 0,91
Rest Satisfaction 3501-4000 TL 231 4,02 0,96 1,254 ,287
4001-4500 TL 87 3,95 1,05
4501 TL and above 30 4,05 0,92
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Table 8: Level of Participation in Recreation Activities, Leisure Satisfaction, and Examination of Performance in

Terms of Monthly Income (Continuation)

2500-3000 TL 16 4,11 1,06
3001-3500 TL 236 4,42 0,91
Physiological Satisfaction 3501-4000 TL 231 4,30 0,95 0,865 484
4001-4500 TL 87 4,32 1,01
4501 TL and above 30 4,46 0,85
2500-3000 TL 16 3,20 0,98
3001-3500 TL 236 3,79 0,82
Aesthetic Satisfaction 3501-4000 TL 231 3,67 0,87 2,285 ,059
4001-4500 TL 87 3,63 0,94
4501 TL and above 30 3,83 0,89
2500-3000 TL 16 3,50 0,91
3001-3500 TL 236 3,98 0,74
Leisure Satisfaction 3501-4000 TL 231 3,84 0,80 2,292 ,058
4001-4500 TL 87 3,80 0,94
4501 TL and above 30 3,85 0,70
2500-3000 TL 16 3,31 0,92
3001-3500 TL 236 3,35 0,90
Life Satisfaction 3501-4000 TL 231 3,28 0,93 1,640 ,163
4001-4500 TL 87 3,38 0,89
4501 TL and above 30 3,72 0,71
2500-3000 TL 16 4,11 0,85
3001-3500 TL 236 4,06 0,63
Performance 3501-4000 TL 231 4,04 0,67 0,581 677
4001-4500 TL 87 4,06 0,57
4501 TL and above 30 4,23 0,59

*p<0,05

According to the results of the ANOVA test conducted to examine the Level of Participation in Recreation
Activities, Leisure, and Performance Scales in terms of Monthly Income; There was a statistically significant
difference between groups with a different monthly income in terms of Participation in Physical Activities (p <0,05).
When the average scores are analyzed, the participation in Physical Activities is highest in those with an income of
4501 TL and more, while it is the least in those with 3001-3500 TL. There was a statistically significant difference
among the groups with different monthly incomes in terms of Participation in Outdoor Activities (p <0,05). When
the average of the points is examined, the participation in Outdoor Activities is the highest among those with a higher
income between 4001-4500 TL, while it is the least in those with a 3001-3500 TL. There was a statistically significant
difference among the groups with different monthly incomes in terms of Participation in Group Activities (p<0,05).
When the average scores are analyzed, the participation in Group Activities is highest in those with an income of
4501 TL and more, while it is the least in those with 3001-3500 TL. There was a statistically significant difference
between the groups of different monthly incomes in terms of Psychological Satisfaction (p <0,05). When the average
scores are analyzed, the psychological satisfaction is the highest among those with a higher income of 3001-3500
TL, while it is the lowest in those with a 2500-3000 TL.
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Table 9. Investigation of Participation Level, Leisure Satisfaction, Life Satisfaction and Performance in terms of
Number of Children

n Mean SS F p
No 87 1,86 0,59
1 child 138 1,72 0,61
Participation in Physical Activities 2 children 298 1,83 0,56 1,510 ,198
3 children 61 1,82 0,68
4 children 16 1,60 0,49
No 87 1,84 0,51
1 child 138 1,96 0,52
Participation in Outdoor Activities 2 children 298 2,03 0,49 2,256 ,062
3 children 61 1,96 0,55
4 children 16 1,97 0,55
No 87 1,42 0,65
1 child 138 1,35 0,65
Participation in Group Activities 2 children 298 1,37 0,65 0,239 ,916
3 children 61 141 0,60
4 children 16 1,40 0,57
No 87 2,30 0,49
1 child 138 2,23 0,51
Participation in Cultural and Social Activities 2 children 298 2,27 0,49 1,162 ,327
3 children 61 2,14 0,53
4 children 16 2,24 0,66
No 87 1,76 0,51
1 child 138 1,69 0,52
Participation in Hobbies 2 children 298 1,69 0,54 0,610 ,655
3 children 61 1,65 0,63
4 children 16 1,58 0,50
No 87 2,94 0,59
1 child 138 2,86 0,58
Participation in Other Activities 2 children 298 2,75 0,58 3,569 ,007*
3 children 61 2,68 0,57
4 children 16 2,54 0,50
No 87 3,79 0,95
1 child 138 3,70 1,09
Psychological Satisfaction 2 children 298 3,62 1,09 3,805 ,005*
3 children 61 3,23 1,35
4 children 16 2,98 1,29
No 87 3,95 0,83
1 child 138 3,79 1,07
Educational Satisfaction 2 children 298 3,84 0,98 2,746 ,028*
3 children 61 3,54 1,20
4 children 16 3,27 1,37
No 87 3,88 0,91
1 child 138 3,81 1,01
Social Satisfaction 2 children 298 3,84 0,89 1,947 ,101
3 children 61 3,51 1,02
4 children 16 3,56 1,20
No 87 4,09 0,92
1 child 138 4,12 0,99
Rest Satisfaction 2 children 298 4,06 0,92 1,907 ,108
3 children 61 3,82 1,01
4 children 16 3,61 1,21
No 87 4,44 0,76
1 child 138 4,40 0,98
Physiological Satisfaction 2 children 298 4,39 0,92 3,554 ,007*
3 children 61 4,11 1,05
4 children 16 3,67 1,16
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Table 9. Investigation of Participation Level, Leisure Satisfaction, Life Satisfaction and Performance in terms of

Number of Children (Continuation)

No 87 3,79 0,76
1 child 138 3,85 0,85
Aesthetic Satisfaction 2 children 298 3,70 0,87 5,318 ,000*
3 children 61 3,49 0,86
4 children 16 2,94 1,18
No 87 3,99 0,65
1 child 138 3,94 0,82
Leisure Satisfaction 2 children 298 3,91 0,77 4,280 ,002*
3 children 61 3,62 0,89
4 children 16 3,34 1,09
No 87 3,23 0,87
1 child 138 341 0,93
Life Satisfaction 2 children 298 3,39 0,90 1,420 .226
3 children 61 3,19 0,80
4 children 16 3,13 1,16
No 87 4,11 0,54
1 child 138 4,08 0,61
Performance 2 children 298 4,05 0,68 0,366 ,833
3 children 61 4,03 0,66
4 children 16 3,93 0,71

*p<0,05

According to the results of the ANOVA test conducted to examine the level of participation in recreation activities,
leisure, life satisfaction, and performance scales in terms of the number of children; There was a statistically
significant difference between the groups with different children in terms of Participation in Other Activities (p
<0,05). When the average of the scores was examined, participation in other activities decreases as the number of
children increases with the highest number of children. There was a statistically significant difference between groups
with a different number of children in terms of Psychological Satisfaction (p <0,05). When the mean scores are
examined, the satisfaction decreases as the number of children with the highest number of Psychological Satisfaction
increases in those who do not have children. There was a statistically significant difference between the groups of a
different number of children in terms of Educational Satisfaction (p<0,05). When the average of the scores was
examined, Educational Satisfaction is highest in the children without children, while it is the lowest in those with 4
children. There was a statistically significant difference between groups with a different number of children in terms
of Physiological Satisfaction (p <0,05). When the mean scores are examined, physiological satisfaction is highest in
those who do not have children, while the satisfaction decreases as the number of children increases. There was a
statistically significant difference between the groups of a different number of children in terms of Aesthetic
Satisfaction (p<0,05). When the average of the scores was examined, Aesthetic Satisfaction is highest in those with
1 child, while it is the least in those with 4 children. There was a statistically significant difference between the groups
with a different number of children in terms of Leisure Satisfaction (p<0,05). When the average of scores is examined,
while Leisure Time Satisfaction is highest in those without children, the satisfaction decreases as the number of

children increases.
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Table 10. Examination of Relationship Between Recreation Activities, Level of Leisure, Satisfaction of Life and

Performance

S S S Participation S

P_art|C|pa_1t|on P_art|C|pat|on Pe}rtlc:lpatlon in Cultural | Participation Pa_rtICIpatlon Life Performance
in Physical in Outdoor in Group . . - in Other . .
A S R and Social in Hobbies o Satisfaction Scale
Activities Activities Activities o Activities
Activities

Psychological 066 063 -,004 116™ 104" 240" 274 319™
Satisfaction
Educational 068 122 040 132 125" 244" 275" 292*
Satisfaction
Social 037 094" 020 115" 122" 220" 331 , 281"
Satisfaction
Rest 010 ,080 -,017 072 084" 182" 293 ,300™
Satisfaction
Physmlo_glcal 100" 124 084" 140" 087" 208" 304" 293"
Satisfaction
Aesthetic 054 180™ 034 157 130 210" 438™ 276™
Satisfaction
Leisure o o o - o ox
Satisfaction ,069 ,132 ,031 ,148 ,133 ,267 404 ,360
Life 157 221 113" 188 ™ 154" 187 1 282"
Satisfaction
gg;zrmance 083" 105" 045 229" 154 220" 282" 1

*p<0,05, **p0,01

According to the results of the correlation test conducted to examine the relationship between the level of
participation in recreation activities, leisure, life satisfaction, and performance scales; A weak positive correlation
was found between Psychological Satisfaction and Participation in Cultural and Social Activities (r =, 116); A weak
positive correlation was detected between participation in hobbies (r =,104); A weak positive correlation between
Participation in Other Activities (r =,240); A weak positive correlation was found between Life Satisfaction (r =,274);
There was a medium positive relationship (r =,319) between the Performance Scale. A weak positive correlation
between Educational Satisfaction and Participation in Outdoor Activities (r =,122); A weak positive correlation
between Participation in Cultural and Social Activities (r =,132); A weak positive correlation between participation
in hobbies (r =, 125); A weak positive correlation between Participation in Other Activities (r =, 244); A weak positive
correlation between Life Satisfaction (r =, 275); There is a weak positive correlation between the Performance Scale
(r =, 292). A weak positive relationship between Social Satisfaction and Participation in Outdoor Activities (r =,
094); A weak positive correlation between Participation in Cultural and Social Activities (r =, 115); A weak positive
correlation between participation in hobbies (r =, 122); A weak positive correlation between Participation in Other
Activities (r =, 220); A positive correlation between Life Satisfaction (r =, 331); There is a weak positive relationship
(r =, 281) between the Performance Scale. A weak positive correlation between Relaxation Satisfaction and
Participation in Other Activities (r =, 182); A weak positive correlation between Life Satisfaction (r =, 293); There
is a medium positive relationship (r =, 300) between the Performance Scale. A weak positive correlation between
Physiological Satisfaction and Participation in Physical Activities (r =, 100); A weak positive correlation between
Participation in Outdoor Activities (r =, 124); A weak positive correlation between Participation in Group Activities
(r =, 084); A weak positive correlation between Participation in Cultural and Social Activities (r =, 140); A weak
positive relationship between participation in hobbies (r =, 087); A weak positive correlation between Participation
in Other Activities (r =, 208); A medium positive relationship between Life Satisfaction (r = 394); There is a weak
and positive correlation between the Performance Scale (r =, 293). A weak positive relationship between Aesthetic
Satisfaction and Participation in Outdoor Activities (r =, 180); A weak positive correlation between Participation in
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Cultural and Social Activities (r =, 157); A weak positive correlation between participation in hobbies (r =, 130); A
weak positive correlation between Participation in Other Activities (r =, 210); A medium positive relationship
between Life Satisfaction (r =, 438); There is a weak positive relationship (r =, 276) between the Performance Scale.
A weak positive relationship between Social Satisfaction and Participation in Outdoor Activities (r =, 132); A weak
positive correlation between Participation in Cultural and Social Activities (r =, 148); A weak positive correlation
between participation in hobbies (r =, 133); A weak positive correlation between Participation in Other Activities (r
=, 267); A positive correlation between Life Satisfaction (r =, 404); There is a weak positive relationship (r =, 360)
between the Performance Scale. A weak positive relationship between Life Satisfaction and Participation in Physical
Activities (r =, 157); A weak positive correlation between Participation in Outdoor Activities (r =, 221); A weak
positive correlation between Participation in Group Activities (r =, 113); A weak positive correlation between
Participation in Cultural and Social Activities (r =, 188); A weak positive correlation between participation in hobbies
(r =, 154); A weak positive correlation between Participation in Other Activities (r =, 187); There is a weak positive
relationship (r =, 282) between the Performance Scale. A weak positive correlation between Performance Scale and
Participation in Physical Activities (r =, 083); A weak positive correlation between Participation in Outdoor Activities
(r =, 105); A weak positive correlation between Participation in Cultural and Social Activities (r =, 229); A weak
positive correlation between participation in hobbies (r =, 154); There was a weak positive relationship (r =, 220)

between participation in other activities.

Table 11: Examination of the Effect of Leisure Satisfaction on Life Satisfaction

Dependent Variable Independent Value F p B t p R?
Psychological Satisfaction ,060 1,356 ,176
Educational Satisfaction -,094 -1,587 ,113

Life Satisfaction Social Satisfaction 28,526 000 ,154 2,677 ,008* 924
Rest Satisfaction -,060 -1.063 ,288
Physiological Satisfaction ,160 3,124 ,002*
Aesthetic Satisfaction ,313 5,907 ,000*

*p<0.05

According to the results of the regression test conducted to examine the effect of leisure satisfaction on life
satisfaction; The model established to examine the effect of Leisure Satisfaction on Life Satisfaction is meaningful
(p <0,05). When the coefficients are examined, Social Satisfaction, Physiological Satisfaction, and Aesthetic
Satisfaction; It positively affects Life Satisfaction (B =, 154; B =, 160; B =, 313; p <0,05). Since the coefficient is
the largest, the effect of Aesthetic Satisfaction is greatest. 22% of the change in Life Satisfaction is explained by

Social Satisfaction, Physiological Satisfaction, and Aesthetic Satisfaction.

Table 12: Examination of the Effect of Life Satisfaction on Performance

Dependent Variable Independent Value F p B t p R?
Performance Scale Life Satisfaction 51,601 ,000 ,200 7,183 ,000* ,079
*p<0,05

According to the results of the regression test conducted to examine the Effect of Life Satisfaction on

Performance; The model established to examine the effect of Life Satisfaction on Performance is meaningful (p
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<0,05). When the coefficient is examined, Life Satisfaction affects Performance positively (B =, 200; p <0,05). 8%

of the change in performance is explained by Life Satisfaction.

Table 13: Examination of the Effect of Leisure Satisfaction on Performance

Dependent Variable Independent Value F p B t p R?
Psychological Satisfaction 112 3,382 ,001*
Educational Satisfaction -,018 -,413 ,679
Social Satisfaction ,014 ,337 7136

Performance Scale . . 15,767 ,000° ,138
Rest Satisfaction ,058 1,376 ,169
Physiological Satisfaction ,081 2,120 ,034*
Aesthetic Satisfaction ,044 1,111 ,267

*p<0.05

According to the results of the regression test conducted to examine the effect of leisure satisfaction on
performance; The model established to examine the effect of Leisure Satisfaction on Performance is meaningful (p
<0,05). When the coefficients are examined, Psychological Satisfaction, and Physiological Satisfaction; It affects
performance positively (B =,112; B =,081; p <0,05). Since its coefficient is greater, the effect of Psychological
Satisfaction is more. 14% of the change in performance is explained by Psychological Satisfaction and Physiological
Satisfaction.

Conclusion and Suggestion

There have been many studies in the literature on spending leisure time effectively and leisure time satisfaction,
life satisfaction and performance. These studies have shown that recreational activities (social, cultural, physical and
recreational) are associated with life satisfaction and performance. It is also stated that as leisure time satisfaction
increases, life satisfaction and performance are also positively affected. In this study, participation of teachers in
recreation activities, leisure satisfaction, life satisfaction, performance relationship and influence were analyzed. The

findings obtained in the research can be summarized as follows;

Level of Participation in Recreation Activities: When examined in terms of gender, age, marital status, educational
status, professional working year, school type, branch, monthly income and number of children; Participation in
physical, open space, group activities and hobbies from recreation activities by gender, participation in physical and
other activities by age, participation in hobbies according to marital status, participation in other activities,
professional status, school level, number of children, participation in group activities by branch, physical,
Participation in open space and group activities does not differ according to monthly income. When Leisure
Satisfaction, Life Satisfaction and Performance are examined in terms of gender, age, marital status, educational
status, professional working year, school type, branch, monthly income and number of children; Leisure satisfaction,
, gender, age, professional year and number of children, Life satisfaction by gender, Performance varied by gender
and age. When the Level of Participation in Recreation Activities, Leisure Satisfaction, Life Satisfaction and
Performance is Examined; A weak positive correlation was found between Leisure Satisfaction and Participation in
Open Space, Cultural and Social, Hobbies and Other Activities. A positive medium relationship was found between
leisure satisfaction and Life Satisfaction, a positive medium relationship between leisure satisfaction and
Performance. A positive correlation was found between Life Satisfaction and Participation in Physical, Open Space,
Group, Cultural and Social, Hobbies and Other Activities. A weak positive correlation was found between life
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satisfaction and performance. A weak positive correlation was found between Performance and Participation in
Physical, Open Space, Cultural and Social, Hobbies and Other Activities. When the Effect of Leisure Satisfaction on
Life Satisfaction is Examined; When the relationship between sub-dimensions of leisure satisfaction and life
satisfaction is examined; There was a relationship between psychological satisfaction, educational satisfaction, social
satisfaction, resting satisfaction, physiological satisfaction and aesthetic satisfaction.
Accordingly, social satisfaction, physiological and aesthetic satisfaction affect life satisfaction positively. When the
Effect of Life Satisfaction on Performance is Examined; Life satisfaction affects performance positively. When the
Effect of Leisure Satisfaction on Performance is Examined; When the relationship between sub-dimensions of leisure
satisfaction and performance is examined; There was a relationship between psychological satisfaction, educational
satisfaction, social satisfaction, resting satisfaction, physiological satisfaction and aesthetic satisfaction. Accordingly,

psychological satisfaction and physiological satisfaction affect performance positively.

In line with the findings of this study, it is recommended to investigate the effects of leisure time satisfaction on
life satisfaction and performance in different professions and income groups in terms of contribution to the field. In
addition, it can be suggested in future studies to investigate the recreational activities that are thought to affect life
satisfaction and performance according to different sample groups in detail and to determine how they affect leisure

time satisfaction.

As a result, this study is based on the findings obtained from the sample group, although it is not generalizable, it
will be useful to examine the study in sample groups with different characteristics in terms of contribution to the

literature.
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INTRODUCTION

Recent changes particularly in technology, health, economy and social areas, as well as increasing level of
education in the society have caused significant changes in the people’s habits of tourism and diet. This change has

increased the interest in traditional foods and gastronomy tourism (UNWTO, 2017).

Gastronomy is a discipline that adapts the foods and beverages of the societies considering the historical
development processes in order to advertise them in a new platform through scientific and artistic activities (Caligkan,
2013, 5.39-51). On the other hand, gastronomy/culinary tourism is about people’s experience and the taste of foods
and beverages of a specific region (Karim & Chi, 2010, s.533). Several terms are used in the literature to refer to
gastronomy tourism such as culinary tourism, gastro-tourism, wine tourism, food tourism, gourmet tourism (Cagli,
2012, s.41; Kivela & Crotts, 2006, s.355). Several countries, most notably European Union (EU), consider
gastronomy tourism as an opportunity for the development of rural areas, sustainability of production, reducing rural-
urban migration, social entrepreneurship, poverty reduction, effective use of the resources and the protection of social
heritage. Therefore, these countries incorporate gastronomy tourism into their development policies (Trichopoulou
et. al., 2006; Pieniak et. al., 2009; Alonso & Yi Liu, 2011). Because of the aforementioned benefits, gastronomy
tourism was accepted in 2017 as one of the fundamental factors in the development of international sustainable
tourism (UNWTO, 2017).

The firms that aim to increase the diversity of tourism provide tourists with assorted experiences. They also try
to gain advantage through differentiating from other destinations. These firms particularly apply to gastronomy
tourism to achieve this goal (Sormaz et al., 2016; UNWTO, 2017). Today the gastronomic products are the significant
source of motivation for the tourists’ choice of destination (Akbulut & Yazicioglu, 2020; Bucak & Arici, 2013; Karim
& Chi, 2010; Kim et al., 2011). The research undertaken by UNWTO (2017) between June and September 2016 in
29 countries revealed that most of the tourism organizations (87%) considered gastronomy tourism as a strategic
agent with respect to its reflecting of brand and image of a particular destination, and as a driving force in the
development of tourism. In the same report, 24.6% of the organizations stated that they could particularly budget in

order to attract gastronomy tourists.

Turkey that has a significant potential for gastronomy tourism thanks to Anatolia’s unique geography and being
in the middle of the events that directed the course of the history (Basaran, 2017). Therefore, Turkish cuisine culture
can be defined as the common ground and collective memory of several societies. This cuisine culture is the product
of each city and township across the country. One of these cities is Rize, which is located in north east part of the

country, and known as the capital city of tea and rain.

Located on the eastern Black Sea coastline, Rize is located between 400-22 'and 410-28' eastern meridians and
400-20 'and 410-20' northern parallels (TOB, 2020). It rains heavily in autumn and winter in Rize, but it is warm in
summer and humidity is remarkably high almost in all seasons. Rize has a mountainous geography with its steep
slopes which gives the city a conservative characteristic, whereas being located by the Black Sea encourages the city
to be more active and open to innovations. Most of the activities address the needs of the local people. In the
highlands, various activities with respect to animal breeding such as producing milk and milk products are still being
carried out. Fish species have been significantly decreased because of overfishing. Tea agriculture is an important
source of income for local people and also an important agent for the city (RV, 2020; Vikipedi, 2020a; 2020Db).
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Commercial income from tea agriculture has affected other agricultural activities in a negative way. For example,
local people gained income from citrus, rice, beans and corn in 1950’s, however, today because of tea agriculture

being widespread around the city and other reasons, people abandoned these agri-products (Ural, 1998, s.71).

Rize is geographically advantageous city with its rivers, mountains, national park, caves and plateaus through
which several alternative tourism types are experienced such as thermal tourism, tableland tourism, nature and sports
tourism, mountaineering, white water sports, bird watching, speleological tourism, heli-skiing, cycling tourism,
gastronomy tourism, plant and animal watching. These features of the city attract several domestic and international
tourists, particularly Arabic tourists (Fettahoglu, Demirel & Ozkir, 2012; KTB, 2020a). Moreover, photos and videos
with Rize hash tag in several social media platforms have reached 3.7 million (by 04.04.2020) and the number is

constantly increasing. The number of tourists visited Rize between the years 2010-2019 is displayed in Table 1.

Table 1. The number of tourists visited Rize between years 2010-2019 (KTB, 2020b)

Year Domestic tourists International tourists Total
2010 489 731 69 407 559 138
2011 509 911 61217 571128
2012 524 021 61 675 585 696
2013 581 465 68 417 649 888
2014 615 053 71116 686 169
2015 616 889 73 459 690 348
2016 602 814 76 059 678 059
2017 761 413 105 404 866 817
2018 855 323 121171 976 494
2019 889 837 134173 1024 010

Furthermore, Rize has a significant potential for gastronomy tourism considering its traditional foods. In a study,
a total of 64 different types of traditional foods of Rize was recorded; 7 types of soups, 10 types of vegetable dishes,
19 types of dishes with anchovy, 8 types of dishes with corn flour, 13 types of desserts and 7 other types of dishes.
The study revealed that the most highly consumed and sold products are Rize simidi (bagel), Rize kavurmasi (roasted
meat), muhlama (a kind of mash), karalahana sarmas1 (black cabbage roll), misir ekmegi (corn bread), Rize siitlaci
(rice pudding), Laz boregi (Laz pastry), hamsili pilav (pilaff with anchovy), karalahana haslamasi (black cabbage
soup), hamsi tavalisi (roasted anchovy), fasulye tursusu tavalisi (roasted bean pickles), pepecura (pudding with black
grape), koleti peyniri (a kind of cheese), minci (a kind of whey cheese), hamsi koli (a kind of quiche with anchovy,

various vegetables and corn flour) and koliva (boiled corn) (Basaran, 2017).

Globalization movements around the world, unbounded and rapid development of urbanization and
industrialisation processes or improper tourism configuration threaten cultures and the elements constituting the
culture. One of these elements is traditional foods. It is the common responsibility of all shareholders to preserve the
traditional foods faithfully and handing them down to the next generations. In this respect, gastronomy tourism can
be considered as an important agent. With regard to this, the current study attempts to identify the local people’s
perceptions, attitudes and behaviours towards traditional foods and gastronomy tourism and to determine the role of

gastronomy tourism in the protection of traditional foods.
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In this survey study, the data were collected through structured questionnaires. The technical details regarding the

study are presented in Table 2 below.

Table 2. Technical details of the study

Profile of the sample

Males and females from Rize whose age were above 15, who still lived in Rize and still
had contact with rural areas of Rize

Setting

Rize-City centre/Turkey

Data collection tool

The questionnaire technique was used as a data collection method in the research. The
questionnaire was prepared using the 3-point Likert scale based on the studies by Colak
and Tayfun (2017), Met et al. (2016), Mete (2016), and Vanhonacker et al. (2008). The
first part of the questionnaire includes questions about the demographic characteristics of
the participants while the other parts include questions about the perceptions, attitudes
and behaviors of consumers towards conventional foods (12 statements) and gastronomy
tourism (10 statements) which were asked to the participants face to face.

Sampling procedure

The sample size of the study was calculated as follows with the proportional sampling
method based on the assumption that the margin of error can be calculated within a certain
confidence interval when information about the population is available and when the
population is greater than 100,000 (Mendenhall et al., 1979).

Nm(1 -
. n(l—m)

d2

N-1)——+rm(1-m)

Za/2
n : minimum required sample size
N : size of the target population (331,041; TUIK, 2018)
Zg 2 - Standard normal value (1.96) of the determined confidence level (1-a)
= : proportion of the characteristic to the target population (50%)
d : marginal error (5%)

Number of cases

384

Date

July 2019-February 2020

Data Analysis

Data were analyzed with SPSS 20.0. Socio-demographic characteristics and the reports
regarding items of the questionnaire were illustrated through frequency tables, the
relationships between the groups were analyzed with X2. The results of X? test were
evaluated with the results of Crosstab tables. Then, the results were compared to the
previous studies.

Results and Discussion

Socio-Demographic Features of The Participants

Of the participants 49.2% were male and 50.8% were female. Of these, 52.6% were married, and 47.4% were

single. Considering the number of family members of the participants, 49.7% of the participants had 3-4 members in
their families, 22.9% had 5-6, 19.6% had 1-2 and 7.8% had 7+ members. Most of the participants were between ages

of 21-40 (57.3%). With respect to educational background, majority of them were high school graduates (40.2%),

some held bachelor’s degree 29.0%, and 18.2% were primary school graduates and 12.5% held associate’s degree.

Of the participants, 28.4% were public officials, 24.9% were private sector employees, 21.9% were students, 16.0%

were housewives and 8.8% were retired. As it is displayed in Table 3 below, most of the participants’ income was

below 3.000,00 TL.

Table 3. Socio-demographic characteristics of the participants

Gender N % Educational Background n %
Male 189 49.2 Primary 70 18.2
Female 195 50.8 High 155 40.4
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Marital Status Associate 48 12.5
Married 202 52.6 Bachelor + 111 28.9
Single 182 47.4 Occupation

Number of family members Public official 109 28.4
1-2 75 19.6 Private sector employee 96 24.9
3-4 191 49.7 Student 84 21.9
5-6 88 22.9 Retired 34 8.8
7+ 30 7.8 Housewife 61 16.0

Age Income (TL)

15-20 30 7.8 No income 111 29.0
21-40 220 57.3 0-3.000,00 215 55.9
41-60 102 26.6 3.001,00-5.000,00 46 12.0
61< 32 8.3 5.001,00 < 12 3.1

Perceptions, attitudes and behaviours towards traditional foods

The Cronbach Alpha (o) reliability coefficient of the 12 statements aiming to determine consumers’ perceptions,
attitudes and behaviors towards conventional foods was calculated as 0.745. Kalayc1 (2014) suggests that a scale
with a reliability coefficient between 0.60 and 0.80 (0.60< a <0.80) is highly reliable. Table 4 shows the findings of
the study.

Table 4. Local people’s reports regarding traditional foods

Chi-Square - X? test
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foods. (7.1%) 6% | S| s | s |[S] 28|33
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, | nebelons bt g 1 e ol
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the society. e e e S R e B
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techniques) in their own J| R S |8 8 | 8] 3
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Table 4. Local people’s reports regarding traditional foods (continuation)

Traditional foods must be

353 S| B S |8 »w |S|
6 | handed down to the next | 23(6.0%) | 8 (2.1%) (91.9%) Ty] < = = IS <\g ™
generations. ' i e el e |e|°
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The data displayed in Table 4 were compared to the results of the previous studies:

The participants reported 90.6% agreement to the first item of the questionnaire (The term traditional food reminds
me the heirloom foods). There was no statistically significant difference between socio-demographic characteristics.
Some studies revealed that consumers considered traditional foods as the products that were inherited from previous
generations and, therefore, had to be sustained (Trichopoulou et al., 2006; Matenge et al., 2012; Kogak, 2014; Seger
et al., 2014). In recent years, people begin to acknowledge that the change in consumption habits has also affected
cultural erosion. Therefore, today people in our society try to preserve the values that are inherited from the previous

generations. In this respect, the results of the current study correspond to the perceptions of today’s society.

With respect to the second item of the questionnaire (The term traditional food reminds me the foods that are
generally the most frequently consumed by the majority of the society); the replies from the two continuums were
quite close to each other: 51.6% agreed and 45.3% disagreed. A statistically significant relationship was found
between the number of family members (X?=0.01; p<0.05) and the level of education (X?=0.038; p<0.05). This result
suggests that the more the number of the family members are, the stronger the perception of traditional food
consumption becomes. Similarly, the lower the level of education is associated with the stronger the perception of
traditional food consumption. There was found no significant relationship among other socio-demographic
characteristics. Considering this, Basaran (2016) reached identical results in his study conducted in Trabzon. SETBIR
(2011), identified the frequency of traditional food consumption in four different regions of Turkey as 20% rarely,
60% normal and 20% frequently. Rural-to-urban migration deprives people of the raw materials that are used in the
production of traditional foods. Moreover, traditional food preparation requires knowledge and experience. The

results of the study regarding the frequency of traditional food consumption is thought to be affected by the rapid
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increase in the fast food consumption in the diets and people’s unfamiliarity with the rural areas in the last few

decades.

Regarding the Item 3 in the questionnaire (Traditional foods are usually consumed on particular days and
occasions); agreement and disagreement reported by the participants were found to be equal in terms of percentage
(49.2%). For this item, a statistically significant relationship was found between the number of family members
(X?=0.00; p<0.05), age (X?=0.031; p<0.05) and the level of education (X?=0.00; p<0.05). The lesser the number of
family members is, the stronger the perception of traditional food consumption becomes. Similarly, younger the
participants are associated with the stronger perception of traditional food consumption. On the other hand, higher
level of education is associated with the more frequent consumption of traditional foods on special occasions. No
significant relationship was identified among other variables. Some studies in the literature suggest diverse results
regarding the affect of special occasions on the frequent consumption of traditional foods. In this respect, Ardanaz
(2013) stated that special occasions had a significant effect on the consumption of traditional foods. On the contrary,
SETBIR (2011) revealed that special occasions had no influence on the consumption of traditional foods. Another
study by Basaran (2016) reported that the affect of special occasions on the consumption of traditional foods was not
identified yet because there was no agreement on it. For the current study, the results might have been influenced by
the fact that with the commercialization of traditional foods, the consumers enjoy the opportunity to reach traditional

foods easily at any moment.

The participants reported a strong agreement to Item 4 (97.1%) (The most important point in traditional foods is
that they are produced with the raw materials grown in the region and made according to the sui generis methods
(known techniques) in their own geography). No statistically significant relationship was identified among the socio-
demographic characteristics. In this respect, Guerrero et al. (2009) emphasized in their study, which involved 6
European countries, that traditional foods needed to be made from raw materials that were processed compatible with
traditional methods and to be prepared according to traditional recipes. Likewise, several studies stated that traditional
foods were closely and remarkably connected with the local region they originated (SETBIR, 2011; Ardanaz, 2013;
Secer et al., 2014). It is important to note that the features such as ideal taste and appearance can only be achieved
through the use of raw materials that are grown in the local region, which have specific regional characteristics and

used in the preparation of traditional foods.

The participants strongly agreed with Item 5 (94.5%) (Traditional foods must definitely be made according to the
grannies’ recipes). No statistically significant relationship was found among socio-demographic characteristics. In
this respect, several studies conducted in Istanbul and Kocaeli (Ozkaya & Sagdig, 2014); Van (Ocak, Habiboglu &
Akkol et al., 2014) and Trabzon (Basaran, 2016) revealed that the consumers believed that the traditional foods could
not be produced through industrialized methods, any attempts like this would spoil the originality of the traditional

foods.

With respect to Item 6, the participants reported strong agreement (91.9%) (Traditional foods must be handed
down to the next generations). The older the participants are, the stronger the view of handing down the traditional
foods to next generations is. This relationship was found to be statistically significant (X?=0.03; p<0.05). For other
socio-demographic characteristics, no statistically significant relationship was identified. Guerrero et al. (2009),

suggested that certain events were influential in the journey of traditional foods from past to present. Similarly, Mete
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(2016) emphasized the next generations’ right to inherit this cultural heritage. In this sense, Matenge et al. (2012)
and Basaran (2016) found that the local people had a strong perception of handing down the traditional foods to next

generations.

The participants reported a strong agreement for Item 7 (%88.5) (Change in food culture will cause traditional
foods to be abandoned and lost). A statistically significant relationship was found between occupation (X?=0.02;
p<0.05) and income status (X?=0.02; p<0.05). The high income owners and public officials had the strongest views
in this respect. No statistically significant relationship was identified between other socio-demographic
characteristics. Trichopoulou et al. (2006) state that certain traditional foods are under threat because of the life style
changes around Europe. Similar studies (Mete, 2016; Basaran, 2016) emphasized that the change in culture would
result in the disappearance of the originality of traditional foods. Item 1, 4, 5 and 7 address the protection of traditional
foods in different dimensions. Overall, the participants were in agreement on the protection of traditional foods in

full compliance with the original methods.

The participants reported strong agreement on Item 8 (91.1%) (The economical importance of traditional foods
has not been acknowledged enough yet). There found no statistically significant differences among the socio-
demographic variables. In this respect, several researchers state that traditional foods play a crucial role in the
development of the rural areas (Kusat, 2012; Teodorou, 2015; Basaran, 2015). Economic profits gained from
traditional foods is thought to contribute to the preservation of the population in the rural areas, increase of economic
profits and consequently contribute to the overall development of the region.

The participants strongly agreed with Item 9 (97.1%) (Commercial earning from traditional foods is important in
terms of their sustainability). No statistically significant difference was found between the socio-demographic
variables. In this respect, a similar study conducted in Camlihemsin/Rize (Mete, 2016) revealed that the local people
believed that the cultural heritage needed to be protected in order to sustain economic profits. Economic profit is
thought to contribute significantly to the sustainability of the raw materials, to traditional foods be handed down to
next generations and be adopted by local people.

The participants reported a strong agreement with Item 10 (98.7%) (Traditional foods are cultural values and
therefore must be preserved). No statistically significant difference was found between the socio-demographic
variables. Trichopoulou et al., (2006) emphasize that the researching and preserving the traditional foods is crucially
important in terms of protecting the culture of a nation. Traditional foods are the shared memory of the society and
culture. Recent dramatic changes in technology threaten the cuisine cultures as well. Therefore, the research on
traditional foods is expected to contribute to the protection of traditional foods through raising awareness in several

shareholders in this respect.

Likewise, the participants strongly agreed with Item 11 (87.8%) (In the protection of traditional foods,
geographical indication/brand is crucially important). A statistically significant relationship between level of
education (X?=0.023; p<0.05), occupation (X?=0.00; p<0.05) and income status (X?=0.00; p<0.05). The higher the
level of education and the income is, particularly among public officials and private sector employees, the stronger
the view that the registration activities are important in protecting traditional foods. No statistically significant

difference was found between other socio-demographic variables. Onurlubas and Tasdan (2017) revealed that the
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traditional foods that had brand registration and geographical indication were perceived as higher quality by

consumers. In this respect, registration is another factor that can contribute to the protection of traditional foods.

The participants reported a 73.8% agreement for Item 12 (Local people have the most significant role in the
protection of traditional foods). Statistically significant relationships were identified among age (X?=0.00; p<0.05),
level of education (X?=0.00; p<0.05), occupation (X?=0.04; p<0.05) and income status (X?=0.00; p<0.05). The older
participants tended to think that local people have the most significant role in the protection of traditional foods.
Similarly, the higher the level of education and income, particularly among retired people and public officials the
stronger the view that local people have the most significant role in the protection of traditional foods. No statistically
significant difference was found between other socio-demographic variables. Mete (2016), suggested that the crucial
role in the protection of cultural heritage was attached to Ministry of Culture and Tourism (82.5%), municipalities
(69.3%), district governorships (64%) and local people (62.5%), respectively. Protecting traditional foods are the
responsibility of all shareholders. Local people’s adopting and making traditional foods as a part of their daily lives

is thought to significantly contribute to the protection of the originality of the traditional foods.
Perceptions, Attitudes and Behaviours with respect to Gastronomy Tourism

The Cronbach Alpha (o) reliability coefficient of the 10 statements aiming to determine consumers’ perceptions,
attitudes and behaviors towards gastronomy tourism was calculated as 0.725. Kalayc1 (2014) suggests that a scale
with a reliability coefficient between 0.60 and 0.80 (0.60< o <0.80) is highly reliable. Table 5 shows the findings of
the study.

Table 5. Participants level of agreement with the statements considering gastronomy tourism

Chi-Square - X? test
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Table 5. Participants level of agreement with the statements considering gastronomy tourism (continuation)
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The data displayed in Table 5 were compared to the results in the literature and the following conclusions were

drawn:

The participants strongly agreed with Item 1 to a great extent (82.5%) (Gastronomy tourism needs to be developed
in Rize). The older the participants are, the stronger the view that gastronomy tourism needs to be developed in Rize
gets. This relationship was found to be statistically significant. No statistically significant difference was found
between other socio-demographic variables. Likewise, Met et al. (2016) in their study that attempted to identify the
effects of tourism in the development of the city of Rize revealed that the local people looked positively at the
development of tourism. In another study, Colak and Tayfun (2017) reported that local people were pleased with the
tourism industry substantially.

The participants reported 71.3% agreement and 23.2% disagreement for Item 2 (Investment in gastronomy
tourism is one of the primary concerns). Statistically significant relationships were identified between the variables
of age (X?=0.00; p<0.05), level of education (X?=0.23; p<0.05) and occupation (X?=0.18; p<0.05). The older the
participants are, the stronger the view that investment in gastronomy tourism is one of the primary concerns,
particularly among private sector employees. No statistically significant difference was found between other socio-
demographic variables. Hall, Mitchell &Sharpless, (2003) emphasized the importance of gastronomy tourism in the
development of regional tourism. Similarly, in Colak and Tayfun (2017) revealed in their study conducted in
Camlihemsin/Rize that the local people gave importance to the investments made in the field of tourism.
Geographical and climate features of Rize can be considered as the two fundamental obstacles for the development
of the industry in the city. Therefore, it seems inevitable to prioritize the tourism for the development of the economy

in this city.

The participants agreed with Item 3 to a great extent (75.3%) (Traditional foods have a significant coverage for
tourism in Rize). On the other hand, one of every five persons disagreed with this item (20%). The older (X?=0.00;
p<0.05) the participants are, the stronger the agreement. Likewise, the higher the level of education (X?=0.02; p<0.05)
and the income (X?=0.00; p<0.05), public officials (X?=0.033; p<0.05) in particular, the stronger the agreement.
These relationships were found to be statistically significant. No statistically significant difference was found
between other socio-demographic variables. Several studies emphasized the importance of traditional foods for
tourism activities (Budak & Cigek, 2002; Quan & Wang, 2004; Teodorou, 2015; Aksu, Gezen & Ozcan, 2017). In
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this respect, Mete (2016) attempted to determine the local people’s views in response to the question of which
resources should be used for tourism in her study conducted in Camlihemsin/Rize. According to the results of the
study (Mete, 2016), the local people reported primarily traditional architecture (81.6%) and then traditional foods
(72.8%) as the two important resources of tourism. Rize has numerous alternatives considering tourism. One of the
most popular of these alternatives is traditional foods of the region. Traditional foods are almost unique in addressing
all types of tourism, besides; everyone is the shareholder of traditional foods.

The participants agreed to Item 4 to a great extent (80.7%) (Rize is an attractive destination for its traditional
foods for tourists). The lower the number of family members is (X?=0.020; p<0.05), the stronger the agreement is.
Similarly, the higher the level of education is (X?=0.00; p<0.05) associated with the stronger agreement. These
relationships were found to be statistically significant. The results also revealed statistically significant relationship
with respect to private sector employees (X?=0.00; p<0.05). No statistically significant difference was found between
other socio-demographic variables. Likewise, several studies suggest that tourists want to know about Turkish cuisine
and this acts as an important factor in their choices of holiday destinations (Ozdemir & Kinay, 2004; Hassan et al.,
2010; Albayrak, 2013; Birdir & Akgdl, 2015). Similarly, Ozdemir and Seyitoglu (2017) emphasize the importance
of traditional foods of a region in terms of tourist attractiveness of the destination. In this respect, none of the studies
regarding traditional foods has addressed the traditional foods in Rize. However, traditional foods of Rize are greatly
mentioned in written and visual media. Besides, Rize host the sets of several local series and national cinema films.

These strong publicity factors regarding city of Rize may have affected the participants’ views.

The participants strongly agreed with Item 5 (94.8%) (Local people earn income from gastronomy tourism). No
statistically significant difference was found between socio-demographic variables. The studies suggest that tourism
can positively affect the development of Rize (Met et al., 2016) and increase the income of the local people (Mete,
2016). Hall, Mitchell &Sharpless, (2003) emphasized the importance of gastronomy tourism in the agricultural and
economic development of a region. Likewise, several studies suggest that local people’s income can increase through
the traditional foods’ coming into prominence (Quan & Wang, 2004; Narin & Inandz, 2016; Ayaz & Cobanoglu,
2017).

The participants strongly agreed to Item 6 (%94.6) (The importance of traditional foods are increased with
gastronomy tourism). No statistically significant difference was found between socio-demographic variables.
Considering this issue, Basaran (2017) revealed that the interest in traditional foods increased with gastronomy
tourism. Similarly, Mete (2016) identified that 52.0 % of local people thought that traditional foods would freshen
with the tourism. Colak and Tayfun (2017) found that most of the local people thought that increase in tourism
activities developed the cultural activities in Camlihemsin. One of the positive effects of development of tourism on
the region is the increase of income. Traditional foods are one of the factors that provide economic profit for local

people. Earning income from traditional foods will increase the importance of traditional foods.

The participants reported a strong agreement with Item 7 (%95.6) (Awareness of protecting traditional foods
increase with gastronomy tourism). No statistically significant difference was found between socio-demographic
variables. Mete (2016) determined that 75.3% of local people believed that local people’s awareness of protecting
traditional foods would increase with tourism. Deveci, Tirkmen & Avcikurt (2013), indicate that local values can be

protected through creating an inventory of traditional foods with gastronomy tourism. On the other hand, it is
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important to note that development of tourism may have adverse effect on local culture. Therefore, local people may
develop protective instinct for traditional foods, which are part of their cultural identities. Awareness of protecting

traditional foods will also serve the sustainability of economic profits.

The participants agreed with Item 8 to a great extent (%86.2) (Festivals held in Rize are important for the
advertisement of traditional foods). Statistically significant relationships were found between age (X?=0.03; p<0.05),
level of education (X?=0.00; p<0.05) and occupation (X?=0.00; p<0.05). The older the participants are, the stronger
the agreement is. Similarly, higher level of education is associated with stronger agreement with Item 8, particularly
among private sector employees. No statistically significant difference was found between other socio-demographic
variables. In this respect, several studies emphasize the importance of festivels. Festivals are the events that extend
the tourists’ stay (Kii¢iik, 2013), enhance the process beyond routine tourism activities (Bakirci, Bucak & Turhan,
2017), and increase the interest in traditional products through helping cultures to be better understood. There are
numerous gastronomy festivals around Turkey every year. Several studies determined the festivals’ positive effect
on the advertisement of traditional foods of a region (Kesici, 2012; Bucak & Arict, 2013; Sahin & Unver, 2015;
Biiyiiksalvarct & Akkaya, 2018). Similarly, in recent years the numbers of the festivals that prioritize the traditional
foods are increasing in Rize. In this respect, Rize Tea and Tourism Festival, Rize Anchovy Festival, Ikizdere Anzer
Honey and Highlands Festival, Tozkdy Blueberry Festival, International Pastry Cooks Festival and Derepazari Pita

and Tourism Festival are organized.

The participants tend to have slight agreement with Item 9 (%68) (Traditional foods represented on the menu
cards of the restaurants in Rize are adequate). Male participants (X?=0.00; p<0.05) and young participants (X?=0.01;
p<0.05), tend to have stronger views regarding Item 9. Lower number of family members is also associated with
stronger agreement with Item 9 (X?=0.00; p<0.05). The higher the level of education (X?=0.00; p<0.05) and income
is, particularly for public officials (X?=0.00; p<0.05), the stronger the agreement is. These relationships are
statistically significant. Numerous researchers handled the importance of local restaurants in destinations’ branding
process (Aslan, Giineren & Coban, 2014; Teyin et al., 2017; Aksu, Gezen & Ozcan et al., 2017; Tekbalkan, 2017).
On the other hand, as it is the case in many restaurants, restaurants prefer popular and well-known dishes such as
doner (a kind of roasted beef), pita and kebab instead of traditional foods. The results indicate that commercial value

of the traditional foods has not been recognized enough, particularly in Rize.

The participants strongly agreed with Item 10 (Department of gastronomy is an important shareholder in handing
traditional foods down to next generations). No statistically significant difference was found between socio-
demographic variables. Gérkem and Sevim (2011) and Basaran (2017) emphasized the role of educational institutions
that offer gastronomy education for the introduction of Anatolian cuisine and development of gastronomy tourism.
In this respect, the gradually increasing importance of gastronomy appreciated through the Department of

Gastronomy and Culinary Arts Recep Tayyip Erdogan University in Rize.
Conclusion

This study that attempted to identify the role of local people and gastronomy tourism in the protection of traditional

foods, has reached the following conclusions:

1- Local people consider traditional foods as inherent part of history and culture.
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2- Local people place importance on preserving the originality of traditional foods and handing down them to
next generations.

3- Local people do not have a certain judgement on the fact that traditional foods are consumed mostly on
special occasions.

4- Local people place importance on the use of local raw materials and well-known techniques in the production

of traditional foods.

5- Local people have the fear of traditional foods’ losing their originality.

6- Local people largely believe the importance of economic profits, registration activities and local people in
the protection of traditional foods.

7- Local people support the development of tourism in Rize and the investments within this scope.

8- Local people think that Rize has an important potential for tourism activities with its traditional foods.

9- Local people largely believe that economic profits will increase and the traditional foods will gain importance

once the traditional foods are evaluated within the scope of gastronomy tourism. This case is also thought to
positively affect the awareness of protecting traditional foods.
10- Regarding the relationship between traditional foods and the festivals that help gastronomy tourism to
develop, local restaurants and education, local people think that:
a. Festivals and education is important for the publicity of traditional foods and handing down them to
next generations.
b. Traditional foods are not served enough in the local restaurant’s menus.
11-In terms of socio-demographic characteristics, older consumers tend to have stronger the perception of
traditional foods and that traditional foods need to be evaluated within the scope of gastronomy tourism.
Similarly, higher level of education and income, as well as public officials and private sector employees are
associated with stronger perception of traditional foods and that traditional foods need to be evaluated within

the scope of gastronomy tourism. In this respect several relationships were identified between the variables.

Gastronomy tourism and traditional foods are two concepts that positively affects each other and whose
importance is increasing gradually. In other words, the increase of interest in gastronomy tourism raises the
importance of traditional foods. In turn, the increase of interest in traditional foods helps gastronomy tourism to
develop. Development of rural areas and the increase of income of local people are considerably important for the
sustainability and protection of traditional foods. In this respect, gastronomy tourism enjoys being the sector that has
the highest potential to achieve this end. Therefore, the state, nongovernmental organizations, universities and all
related shareholders need to develop strategies together regarding the cultural dimension of traditional foods and

brining economic profits from traditional foods through gastronomy tourism.

Undoubtedly, the most important shareholder in handing the traditional foods down to the next generations is
local people. It should be borne in mind that local people’s making traditional foods as an inherent part of their daily
life will provide a natural protection. Within this scope, women play more efficient part in our society regarding the
production of the traditional foods and the raw materials need for the preparation of traditional foods. In that case,
women are imperative agents among local people in this respect. Therefore, women should be trained in certain

subjects such as education, health, production techniques, entrepreneurship and marketing. Moreover, the state,
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universities, private sector and nongovernmental organizations should develop the standards and legislations, besides,

should support the publicity of the traditional f foods in national and international congresses and festivals.
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goriis bildirdikleri tespit edilmis ve ulasilan bu bulgular 6nem diizeyine gore tablolar halinde
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GIRIS

Fuar kelimesi, Latince “bayram, dini téren” anlamina gelen Feria kelimesinden Fransizca “Foire” kelimesi
aracilifiyla Tiirkge’ye gecmis (Aymankuy, 2006, S. 186) olup “alici ile saticinin belirli bir isi yapmak i¢in bir araya
geldikleri gegici bir pazar” (Toker, 2007, S. 423) ve mevcut ve potansiyel alicilara ulagmak i¢in bir platform (Cakici,
2012: 181 olarak tanimlanmaktadir. Fuarlar her sektor i¢in farkli anlamlar kazanmakla birlikte turizm sektorii igin
“turizm talebinde bulunan tiiketiciler ile turistik isletmeleri bir araya getiren organizasyonlar” (Sengel, Zengin,
Sengel & Iskin, 2018) seklinde ifade edilmektedir. Fuarlarin, turizm acgisindan fuarin gerceklestigi yerin
tanitilmasinda (Polat & Yilmaz, 2011) ve pazarlamasinda (Giritlioglu & Avcikurt, 2010) 6nemli katkilart
bulunmaktadir. Bununla birlikte fuar katilimcilarinin fuar siiresince konaklama ve yiyecek i¢ecek harcamalari yerel

isletmelere katki saglamaktadir (Siiliin, 2004).

Endiistrilerin 6nemli bir bileseni olarak goriilen fuar etkinlikleri, dinamik bir yapiya sahip olan turizm sektorii
icin ulusal ve uluslararasi nitelikte daha fazla diizenlenmektedir. Genellikle tedarikgileri/paydaslar1 ve
tiikketicileri/ziyaretcileri bir araya getiren turizm fuarlari, turizm egitiminin yayginlagmasi ile bu alanda egitim veren
kurumlarin ve egitim alan 6grencilerin ilgi odagi haline gelmistir. Ciinkii turizm pazar1 hakkinda bilgi sahibi olmak,
yeni uygulamalar1 gérmek, turizm alaninda teknolojik gelismeleri takip etmek, is iligkileri kurmak ve gelistirmek ve
konferans, seminer ve egitimleri takip etmek (Armutlu, 2000) gibi fuar katilim motivasyonlar1 6grencilerin mesleki

gelisimlerine ve kariyer hedeflerine katki saglamaktadir.

Profesyonel fuar katilimeilan ile tiiketicilerin fuar katilim motivasyonlar1 arasinda farkliliklar bulunmaktadir
(Karacaoglu & Sert; 2019). Karacaoglu ve Sert’e gore profesyonel fuar katilimcilarinin fuar katilim motivasyonlari
egitim almak ve bilgi arayisi iken tiiketicilerin fuar katilim motivasyonlar1 sosyallesme ve kacgis oldugu tespit
edilmistir. Diger taraftan ag ve isbirligi kurmak ve sektor ile ilgili bilgi edinmek fuar katilim amaglari (Arslan, 2019)
profesyonel katilimcilarin motivasyonlar1 arasinda yer almaktadir. Fuar katilimcilarmin motivasyon kaynaklar
arasinda farkliliklar bulundugu goriilmekle birlikte ziyaret¢i gruplar igerisindeki payini artiran gelecegin
profesyonelleri 6grenciler agisindan istihdam (Yolal, Cetinel & Uysal, 2009) ve yeni is olanaklar1 ortaya
cikartmaktadir (Zhou & Ap, 2009). Aym zamanda 6grencilerin sektor ile ilgili gelismeleri yakindan takip etmeleri,
bir¢ok farkli sirketi bir arada bulabilme olanaklar1 ve ikili iligkiler gelistirebilme imkanlar1 kariyer planlamasinda
faydali olabilmektedir. Bu dogrultuda turizm fuarma katilan 6grencilerin fuar 6ncesi gortsleri ile fuar sonrasi
gorlisleri iki asamali olarak ele alinarak, fuar organizasyonlar1 hakkindaki diisiinceleri ortaya cikartilmasi

amaclanmistir.
Literatiir Taramasi

Tiirkiye’de EMITT ten (East Mediterranean Tourism and Travel Exhibition - Dogu Akdeniz Turizm ve Seyahat
Fuar1) sonra turizm sektdriindeki en énemli bulusmalarindan olan Travel Turkey Izmir Turizm Fuar1 06-08 Aralik
2018 tarihleri arasinda 12. defa diizenlenmistir. izmir Fuarcilik Hizmetleri Kiiltiir ve Sanat Isleri Ticaret A.S (IZFAS)
ve Tiirkiye Seyahat Acentalar1 Birligi (TURSAB) tarafindan T.C. Kiiltiir ve Turizm Bakanlhg1 himayesinde ve izmir
Biiyiiksehir Belediyesi ev sahipliginde organize edilen Travel Turkey Izmir; Tiirkiye’'nin ve diinyanin cesitli
destinasyonlarindan ¢ok sayida katilimc1 firmayi ve turizm profesyonelini, Tiirkiye’nin en yeni ve en modern fuar
kompleksi Fuarizmir’de agirlamaktadir (Travel Turkey, 2019a). Gelistirdigi yeni konseptler ve zel etkinlikler ile

turizm sektoriine ivme kazandiran fuar, her yil farkli bir turizm trendi tizerine yogunlagmakta ve diinya turizminin
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trendlerini [zmir’de bir araya getirmektedir. Bu kapsamda diinyanin énde gelen gastronomi ve turizm uzmanlari ile
egitimcilerini bir araya getirmek, gelisen turizmin ihtiyaclarina cevap verebilecek yeni yaklagimlar kazandirmak
amaciyla (Uluslararasi Gastronomi Turizmi Kongresi [UGTK], 2018) 2015 yilinda fuar ile es zamanli olarak
baslatilan Uluslararasi Gastronomi Turizmi Kongresi’nin dordiinciisii fuar ile es zamanli diizenlenmistir. 2017 yilinda
36 farkl iilkeden 1284 katilimcinin yer aldigi Travel Turkey Izmir fuari, 63 farkl iilkeden 44.589 kisi tarafindan
ziyaret edilmistir (Tiirkiye Seyahat Acentalar1 Birligi [TURSAB], 2019). Arastrmanin yapildig1 dénem olan 2018
yili itibariyle ise 43 farkli iilkeden 1217 katilimcinin yer aldigi fuar1 101 farkl tilkeden 44.022 kisi ziyaret etmistir
(Travel Turkey, 2019b).

Fuarlar turizm sektorii icin 6nemli bir bulusma noktas1 ve bilgi paylasim merkezleri olmasindan dolay1 bu alanda
cesitli calismalar yapilmistir. Bu ¢alismalar incelendiginde konu ve uygulama alan1 bakimindan genellikle fuara
katilan profesyonel sektor paydaslari iizerinde yogunlastigl goriilmektedir. Bu dogrultuda Kozak (2005) yaptig1
calisma ile fuarlara katilma noktasinda isletme ¢alisanlarinin moralini arttirma, rakiplerin {iriin ya da hizmetlerini
kiyaslama ve pazarlama faaliyetleri i¢in bilgi toplama gibi beklentilerin 6n planda oldugu sonucuna varmistir. Dalgic,
Birdir Sahilli ve Birdir (2018) ¢alismalarinda katilimcilarin fuara katilim motivasyonlarin stratejik fayda, satis ve
rekabet ve arastirma faaliyetleri oldugunu tespit etmistir. Profesyonel katilimcilara yonelik yapilan diger bir
calismada ise fuara katilmay1 saglayan en énemli unsurlar; “fuarin itibar1”, “ziyaretcilerin profili”, “fuara katilan
iilkelerin ve igletmelerin sayis1”, “fuarda yeterli sayida egitimli temsilcilerin varlig1” ve “isletmemizin (pazarlama)
hedeflerine uygunlugu” olarak siralanmistir (Sahilli Birdir, 2016). Fuar katilimcilarinin motivasyonlarinin yani1 sira
Demirci ve Arslaner (2012) galigmalari ile fuar esnasinda yapilan harcamalarin tekrar ziyaret niyetini artirdigini ve
fuar ziyaretlerinin turistik aktiviteler ile destelenen yerlerde yapilmasinin daha basarili sonuglar verecegini
vurgulamistir. Bununla birlikte uluslararasi literatiirde de turizm fuarlarina yonelik akademik ¢aligmalarin (Lee,

Yeung & Dewald, 2010; Kang & Schrier, 2011; Menon & Edward, 2014; Lee, Lee & Joo, 2015; Huang, 2016; Lin,

2016) profesyonel katilimcilar tizerine yogunlastigi tespit edilmistir.

Literatiirde fuarlarin profesyonel katilimcilarinin yani sira fuar organizatdrleri ve fuara katilan genel ziyaretgiler
tizerine yapilmis ¢alismalar da yer almaktadir. Bu kapsamda Avan, Zorlu ve Baytok, (2016) yaptiklari ¢aligmada fuar
organizatorlerinin bakis agisiyla fuar organizasyonlarinin belirleyicilerini bes (fuar sektorii, tarih ve sehir, fuar alani,
pazarlama unsurlari, iletisim unsurlari) baslikta ve yasanan sorunlari alt1 (altyapi, pazarlama, hukuksal, organizasyon,
tesvik, katilmer firmalarla ilgili) baslikta ele almislardir. Binbasioglu ve Giltekin (2017) Malatya’da diizenlenen
cesitli fuarlarin (7) vatandaslar iizerindeki sosyal etkisini ortaya koymak amaciyla katilimcilara yonelik ¢aligma
gerceklestirmistir. Tayfun ve ark. (2018) 2. Travelexpo Ankara Turizm Fuari’na katilan genel ziyaretcilerin fuara
iligkin geri bildirimlerin tespit edilmesine iligkin ¢aligma yapmiglardir. Buna karsin uluslararas literatiirde ise genel
kategorideki bireysel ziyaretgilere iligkin akademik caligmalarin (Tanner, Chonko & Ponzurick, 2001; Breiter &
Milman, 2006; Kozak & Kayar, 2008; Whitfield & Webber, 2011; Rittichainuwat & Mair, 2012; Lee, Kang & Lee,

2013) daha yogun gergeklestirildigi ve genellikle katilimcilarin motivasyonlarina yogunlastigi goriilmektedir.

Makalelerin yani sira turizm fuarlarina yonelik lisansiistii tez olarak ¢esitli arastirmalarin da literatiirde yer aldigi
goriilmektedir. Bu dogrultuda destinasyonlara yonelik Ozer (2019) Istanbul’daki kongre ve fuar turizmini; Keles
(2018) Manavgat destinasyonundaki turizm sektorii temsilcilerinin bakis acisiyla fuar turizmi ve gelisimini; Adenova

(2013) uluslararasi turizm fuarlarinin Kazakistan turizmine etkilerini; Cetin (2017) Expo 2016 Antalya Fuari
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katilimcilarinin destinasyon imaj algilarini; incelemeye yonelik ¢alismalar gerceklestirilmistir. Tezlerde pazarlama
agisindan ise Demirkapi (2017) konaklama igletmeleri i¢in bir pazarlama araci olarak uluslararasi turizm fuarlarinin
avantajlar1 ve &nemine; Inceli (2014) seyahat acentalarinda kongre-fuar organizasyonlarinin pazarlanmasinda
stireclerin yeri ve 6nemine iliskin ¢alismalar yapmislardir. Bununla birlikte; Coban (2014) konaklama isletmelerinin
kurumsal iletisim yOnetimi ¢er¢evesinde turizm fuarlarina katilimina; Kagar (2013) ise fuar igletmeciliginin turizm
tizerine etkilerine yonelik model 6nerisi gelistirmislerdir. Tezlerde genel ziyaretgilere iligkin ise sadece Erden (2014)
tarafindan yerel halkin Izmir Enternasyonal Fuari’mn etkilerine ydnelik algilarini ortaya koymak amaciyla yapilan

calismaya erisilebilmistir.

Fuarlarin profesyonel katilimcilarina yonelik arastirmalara karsin fuarin genel ziyaretcileri ve bunlarin da 6zelinde
gelecekte bu tiir organizasyonlara gorev alacak turizm 6grencilerine yonelik ¢aligmalara rastlanamamustir. Fuarlarin
genel ziyaretcilerine yonelik istatistikler fuar organizatorleri tarafindan tanitim ve pazarlama amagh olarak kayit
altina alinmakta olup bu tir bilgilere genellikle akademik nitelik tagimayan tanitim brosiirlerinde veya fuar
degerlendirme sonug¢ raporlarinda yer verilmektedir. Nitekim 12. Travel Turkey Izmir Fuari sonrasinda da
organizatorler tarafindan fuarin degerlendirilmesine iligskin profesyonel katilimecilarin “fuara tekrar katilim niyeti”,
“fuarda yapilan is baglantilarinin beklentileri karsilama durumu” ve “ziyaret¢i kalitesinden memnun kalma durumu”

degiskenlerine yonelik goriisleri ele alinmis ve genel ziyaret amacgl katilimcilar siirece dahil edilmemistir.

Turizm fuarlann profesyonel katiimcilar igin bilgi edinme ve igbirligi saglama, fuar organizasyonlarinin
diizenlendigi sehirler igin ekonomik katki, tiiketiciler i¢cin bos zaman gegirme ve eglenme, destinasyonlar igin yeni
bir turizm tiirli, Ureticiler i¢in yeni satig kapilart oldugu goriilmektedir. Turizm fuarlarmin tiim bu bilesenleri
incelendiginde gelecegin turizm profesyonelleri olacak turizm dgrencilerine nasil katki sagladigi ve 6grencilerin fuar
hakkindaki diisiincelerinin arastirilmasi 6nem arz etmektedir. Bu dogrultuda aragtirmada genel amagli katilim
saglayan lisans Ogrencilerinin goriigleri tespit edilerek literatirde yer alan bosluga katki saglanmasi

hedeflenmektedir.
Yontem

Bu arastirmanin amaci, lisans diizeyindeki turizm 6grencilerinin Travel Turkey Izmir Turizm Fuarina yonelik
goriislerinin tespit edilmesidir. Bu kapsamda, “turizm Ogrencilerinin bakis agisiyla turizm fuar ve kongreleri
nasildir?” ve “fuar ve kongre organizasyonlarinin turizm 6grencileri iizerindeki katkilar1 nelerdir?” sorularindan
hareket ederek 6grencilerin fuar motivasyonlari ve katilim kararinin belirleyicileri ile fuarin katkisi, giiclii ve zayif
yonleri ile fuara iligkin onerileri degerlendirmeye tabi tutulmasi, fuara karsi nasil bir tutum ve davranig igerisinde
olduklarinin ortaya konmasi hedeflenmistir. Bu amag¢ dogrultusunda, betimleyici olarak tasarlanan arastirmada
kattlimcilarm diisince ve goriisleri hakkinda detayli bilgi elde edilebilmesi ve konunun derinlemesine ele
almabilmesi agisindan nitel arastirma yaklasimi benimsenmistir. Arastirma verilerinin toplanmasinda nitel arastirma
yontemlerinden agik uglu soru formu araci kullanilmistir. Bu tiir soru formlar1 merak edilen bir konuda soru
yoneltilen kisilerin kisa ve anlamli cevaplar verebilecegi soru tipleri igermekte olup iletigim sorunu, dil sorunu, zaman
ya da maddi kisitlar ile deneklere ulagsma sorunu olan arastirmalar kapsaminda kolaylik saglamaktadir. Bununla
birlikte arastirilmak istenen konunun igerigi hakkinda ayrintili bilgi sahibi olmanin miimkiin olmasi ve toplanan
verilerin tekrar tasniflenmesine gerek duyulmadan hazir bir veri olarak yazim agamasinda hiz kazandirmasi yoniinden

ustiinliikleri bulunmaktadir (Kozak, 2014, s.106-107). Bu kapsamda arastirmada, 6grencilere fuar ziyareti dncesinde
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ve sonrasinda ayri ayr1 olmak tizere iki farkli agik uglu soru formu uygulanmistir. Arastirmanin amaci dogrultusunda,
onemli oldugu diisliniilen konular ve derinlemesine incelenmesi gereken hususlar tespit edilerek yapilan literatiir
taramas1 sonucunda arastirma formlar1 gelistirilmistir. Ik formda katilimeilarin demografik 6zelliklerine (cinsiyet,
sinif ve program tiirii) yonelik ii¢ ve turizm fuar ziyaretleri ile ilgili fuara iligkin (diizenli fuar takibi, takip kanal,
fuar motivasyonu, biitge, belirleyiciler) yedi adet olmak iizere ticii agik uglu toplamda 10 soruya yer verilmistir. Bu
formda yer alan agik uglu sorular su sekildedir:

1. Turizm fuarlarini hangi kanallar araciligiyla takip ediyorsunuz?

2. Bu fuara katilmanizdaki temel amag(lar)/motivasyonunuz ne(ler)dir?
3. Bu fuan ziyaret etme kararinizda ne(ler) belirleyici rol oynamaktadir?

Ikinci formda ise fuar ziyaretinin degerlendirilmesine iliskin altis1 kapali uglu (yeni marka tamima, yeni biri
tanima, iirlin satin alma, memnuniyet, tavsiye, tekrar ziyaret) ve altis1 acik uclu olmak iizere katilimcilara toplam 12

soru yoneltilmistir. Bu formda yer verilen agik uglu sorulara agagida siralanmistir:

Fuar alaninda nereleri ziyaret ettiniz ve hangi etkinliklere katildiniz?
Fuar ziyaretiniz size neler katti, neler 6grendiniz?

Fuar organizasyonunun en giiclii yonlerini sizce ne(ler)dir?

Fuar organizasyonunun en zayif yonleri sizce ne(ler)dir?

Gelecek fuar organizasyonlart i¢in dnerileriniz ne(ler)dir?

Fuar ziyareti esnasinda eger varsa satin aldiginiz tirtinler ne(ler)dir?

SR

Arastirmanin evrenini, 06-08 Aralik 2018 tarihlerinde Fuarizmir’de eszamanli olarak diizenlenen 12. Travel
Turkey Izmir Turizm Fuarina ve 4. Uluslararasi Gastronomi Turizmi Kongresine katilan turizm &grencileri
olusturmaktadir. Arastirmanin 6rneklemini ise 07 Aralik Cuma 2018 giinii AKU Gastronomi Kuliibii tarafindan fuara
iliskin gerceklestirilen teknik ziyarete katilan Afyon Kocatepe Universitesi Turizm Fakiiltesi Gastronomi ve Mutfak
Sanatlar1 Boliimiinde egitim alan 33 6grenci olusturmaktadir. Aragtirmada herhangi bir 6rnekleme alinmamis ve tam

sayim yontemi ile tiim 6grencilere ulagilmasi hedeflenmistir.

Gorligme soru formlart fuar ziyaretinin hemen Oncesinde ve fuar ziyareti tamamlandiktan hemen sonra
katilimeilara uygulanmisgtir. Elde edilen verilerin ¢dziimlenmesinde, kapali uglu sorulara iliskin veriler siklik ve
ylizde analizi, acik uc¢lu sorulara yonelik veriler ise igerik analizi tekniginden faydalanilmistir. Cesitli metinlerin
icerigini, siniflandirmak ve yorumlamak amaciyla metodik, sistematik, objektif ve miimkiinse nicel olarak
incelenmesini saglayan bir yontem (Robert & Bouillaget, 1997) olarak tanimlanan igerik analizi ¢ok cesitli
sOylemlere uygulanan birtakim metodolojik ara¢ ve teknikler biitiiniidiir (Bilgin, 2014). Dolayisiyla igerik analizinde
arastirma konusuna bagli olarak ¢esitli teknikler kullanilmaktadir. Bu kapsamda aragtirmada kategorisel analiz
yontemi ile katilimcilara yoneltilen acik uclu sorularin her birine verilen cevaplar kendi igerisinde siniflandirilmis ve

bulgular frekans analizi ile Gnem sirasina gore sayisallagtirilmistir.

Literatlirde turizm fuarlarinin profesyonel katilimcilarina yonelik cesitli konularda biiyiik ¢ogunlukla nicel
aragtirma yontemlerinden anket teknigi ile degerlendirmeler yapilmis olmasina karsilik nitel arastirma yontemleri
kullanilarak gerceklestirilen calismalar sinirhi diizeydedir. Dolayisiyla hem konuyla ilgili 6grencilere iliskin
calismalara erisilememis olmast hem de yontem bakimindan arastirmanin nitel olarak tasarlanmasi 6zgiinliik
acisindan Onem teskil etmektedir. Bununla birlikte, sektordeki nitelikli is giictiniin temel belirleyicisi olacak
gelecegin profesyonel turizmci adaylar1 6grencilerin turizm fuarlarina iliskin fikirlerinin agiga gikartilmasi sektordeki

paydas goriislerine biitlinciil bir deger kazandirilmasi agisindan ayrica dnemlidir.
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Arastirmaya katilan 6grencilerin demografik 6zellikleri incelendiginde, %75,8’inin kadin ve %14,2’sinin erkek
oldugu; program tiirii acisimndan %57,6’smin normal 6gretim ve %42,4’liniin ikinci 6gretim programlarinda egitim
aldiklari; sinif diizeyi bakimindan ise en fazla %42.4’ile birinci sinifta, onu takiben sirasiyla %27,3 ile ikinci, %18,2
ile tiglincii ve %12,1 ile dordiincii sinifta egitim almaya devam ettikleri belirlenmistir. Katilimeilarin ziyaret dncesi
fuar hakkindaki goriislerine iliskin bulgulara tablo-1’de detayli olarak yer verilmistir. Bu dogrultuda, katilimcilarin
%51,5’inin daha Once bir turizm fuarim ziyaret ettikleri fakat %63,6’smin diizenli olarak bu tiir fuarlan takip
etmedikleri veya katilmadiklar1 ortaya ¢ikmustir. Ogrenciler turizm fuarlarmi en cok %48,5 ile sosyal medya
lizerinden ve %39.4 ile AKU Gastronomi ve Mutfak Sanatlar1 Kuliibii araciligiyla takip ettiklerini bildirmislerdir.
Bununla birlikte diger internet araglarinin %36,4 ile %21,2’serlik es oranda fakiiltedeki 6gretim elemanlar1 ve sinif
arkadaglarinin fuarlara iliskin 6grencilere bilgi kaynagi sagladigi goriilmektedir. Ayrica 6grencilerin %72,7’sinin
ziyaret Oncesinde fuara yonelik 6n arastirma yaptiklari ve %18,2’sinin ise zaten daha 6ncesinde fuar hakkinda bilgi

sahibi olduklar1 tespit edilmistir.

Tablo 1: Katilimcilarin Fuar Ziyareti Oncesi Goriiglerine Iliskin Bulgular

Ozellik Degisken n % | Ozellik Degisken n %
23':; rg““’ Bir | eyet 17 | 51,5 | Diizenli Turizm | Evet 12 | 36,4
. . | Hayir 16 | 48,5 | Fuar: Takibi Hayir 21 | 63,6

Fuar Ziyareti
Bilgi (yeni) sahibi olmak 18 | 54,5
Sosyal Medya 16 | 48,5 Kendimi gelistirmek 11 | 33,3
Kulip 13 | 39,4 Yeni insanlarla tanigmak 9 | 27,3
. Internet 12 | 36,4 Egitimime katki saglamak 7 |21.2
IF(‘:“';‘ILI akip | ocalar 7 | 21,2 Eﬂuoatzvasyonu Gezmek / Eglenmek 6 | 18,2
Arkadas 7 |212 Yeni lezzetler tatmak 5 | 15,2
Afis 6 | 18,2 Yeni isletmeleri tanimak 4 | 121
Diger 3 9,1 Seflerle tanigmak 3 9,1
Etkinlikleri takip etmek 3 191
Fuar Evet 24 | 72,7 Ben_im icin faydali olacag: diisiincesi 11 | 33,3
Hakkinda Hayir 9 | 27,3 Tarih / Zamf’m 9 1213
On Arastirma | Bilgim Var 6 | 18,2 Fuarm leerigt / temasi 8 | 242
Fuar Ziyaret M.?rak /Mg T2z
Kararimin Biitee T 2L2
S0 TL 9 |273 Belirlevicileri Fuarin biiyiikliigii 4 | 121
Biltce 51-100 TL 7| 21,2 Y Gastronomi ile ilgi diizeyi 3|91
100-150 TL 13 | 39,4 Katilimer kisi ve kurumlar 3191
151 TL ve lizeri | 4 | 12,1 Diizenlenecegi Yer 3] 91
Diger (Program, Sertifika) 2 | 61

Ogrencilerin fuara katilim motivasyonlar1 degerlendirildiginde, temel olarak dokuz farkli faktériin etkili oldugu
belirlenmistir. Bunlar arasinda en etkin faktoriin %54,5’lik oran ile yeni bilgi(ler) edinme istegi oldugu, onu takiben
%33,3 ile kendini gelistirme ve %27,3 ile yeni insanlarla tanigsma isteginin yer aldig1 goriilmektedir. Fuar ziyaret
kararmin verilmesinde ise katilimcilar igin belirleyici olan faktorler arasinda “benim igin faydali olacagi diisiincesi”
en 6nemli degisken olarak one ¢ikmaktadir. Motivasyon araglarina benzer sekilde belirleyici faktorler arasinda da en
etkili aracin bireyin kendisi ve kendini gergeklestirme istegi oldugu goriilmektedir. Bununla birlikte fuarin
diizenlenecegi tarih ve zaman araligi, fuarin igerigi ve ana temasi, kisisel ilgi ve merak ile biit¢e faktorlerinin de
onemli birer belirleyici oldugu tespit edilmistir. Nitekim bu degiskenlerden biri olan biitge konusunda 6grencilerin

%87,9’unun 150 TL ve altinda bir meblag ile fuar ziyaretini ger¢eklestirmeyi planladiklar1 ortaya ¢ikmustir.
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Katilimeilarin fuar ziyareti sonrasindaki goriislerine tablo-2 de yer verilmistir. Katilimeilarin fuar ziyareti
stirecinde katildiklar1 etkinler ile yaptiklar1 ziyaretlere iliskin sekiz farkli degisken; fuarin kendilerine sagladigi
katkilar agisindan ise 11 degisken tespit edilmistir. Ogrencilerin fuar siirecinde en fazla iizerinde durdugu etkinlik
tiirii %78,8 ile fuara katilim saglayan Tiirkiye’nin farkli bolgelerinden gelmis il ve ilgelerin tanitim stantlarinin ziyaret
edilmesidir. Bununla birlikte fuardaki gastronomi ana temali boliimde yer alan etkinliklerden %30,3 ile yemek
yarigmalarinin, %24,2 ile tadim etkinliklerinin ve %18,2 ile workshoplarin dgrenciler tarafindan takip edildigi ifade
edilmistir. Fuarda katildiklar1 etkinliklerin ve gergeklestirdikleri ziyaretlerin katilimcilara sagladigt en onemli
katkisinin %351,5 ile yoresel trtinler ve kiiltiirler hakkinda bilgi edinmenin oldugu, onu sirasiyla %27,3 ile farkh

lezzetlerin tadilmasi ve %21,2 ile yeni insanlarla tanisilmasi yoniindeki faydalar takip etmektedir.

Tablo 2: Katilimcilarin Fuar Ziyareti Sonras1 Goriislerine Iliskin Bulgular

# | Fuar Alaninda Yapilan Etkinlikler, Ziyaretler f %
1 | Farkl illerin tanitim stantlarim ziyaret ettim. 26 | 78,8
2 | Yemek yarismalarini takip ettim. 10 | 30,3
3 | Gastronomi tadim etkinliklerine katildim. 8 24,2
4 | Gastronomi workshoplarini izledim. 6 18,2
5 | Gastronomi fuar etkinliklerine katildim. 4 12,1
6 | Sehirlerin yoresel iiriinlerinin tadimini yaptim. 3 91
7 | Sektor firmalari ile goriistiim. 1 3.0
8 | Belediye ve valilik temsilcileri ile goriistiim. '
# | Fuarim Ogrencilere Katkisi f %
1 | Yoresel yiyecek-icecekler ve kiiltiirleri hakkinda ¢ok fazla yeni sey 6grendim. 17 | 515
2 | Farkli lezzetleri denedim. 9 27,3
3 | Yeni insanlarla tanigtim. 7 21,2
4 | Farkli mutfak kiiltiirlerini daha iyi tantmami sagladi.
5 | Meslegim hakkinda yeni bilgiler edindim. 4 | 121
6 | Sehirlerin temsilcileri ile iletigim kurdum.
7 | Sektor temsilcileri ve seflerle tanigtim. 3 9,1
8 | Yarismalarin 6nemini anladim.
9 | Egitimin ne kadar 6nemli oldugunu anladim. 2 6.1
10 | Ulkemizin turizme verdigi deger hakkinda fikrim degisti.

— " : - = - 1 3,0
11 | Turizmin ¢ok énemli oldugunu 6grendim.

Katilimeilarin fuar organizasyonun giiglii ve zayif yonlerinin degerlendirilmesine yonelik elde edilen bulgulara
tablo-3’te yer verilmistir. Fuarin en giiglii 6zelligi “Her yoreye 6zgii farkl kiiltiirlerin ve tatlarin bir arada tanitilmasi1”
iken en zay1f yoniin “Fuara katilan ve tanitim1 yapilan sehir sayisin az olmasi”’dir. Bununla birlikte fuarda 6grenciler
ile sektor temsilcilerinin bir araya gelmesi, sektor temsilcilerine erisim saglanmasi, gastronomiye iligkin 6zel bir
boliime yer verilmesi ve bu alanda egitim alan 6grenciler i¢in mesleki katkilar sunmasi fuar organizasyonunun giiglii
yapitaglarina sahip oldugunu gostermektedir. Diger taraftan, daha Onceki organizasyonlara nazaran gastronomi
alanindaki katilimci firmalarin tadim etkinliklerini azaltmasi, fuara i¢in yeterli 6zveriyi gostermemesi ve stantlardaki
gorevlilerin yeterli bilgi diizeyine sahip olmamasi1 6grenciler tarafindan fuara iliskin en zayif ikinci onemli faktorler

olarak nitelendirilmistir.

Tablo 3: Fuarin Giiglii ve Zayif Yonlerine iliskin Katilimeilari Gériisleri

# | Fuarmn En Giiclii Yonleri f %

1 | Her yoreye 6zgii farkl kiiltiirlerin ve tatlarin bir arada tanitilmasi 11 | 33,3
2 | Sosyal yoniiniin giiglii olmasi ve 6grencileri sektor liderleri ile bulusturmasi 6 18,2
3 | Cok yonlii olmasi ve birgok seyin ayni alan igerisinde takip edilebilmesi 5 15,2
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Onemli profesyonel markalarin bir arada olmasi

12,1

Mesleki bilgiler agisindan 6gretici olmasi

Her yil diizenli olarak gerceklestirilmesi

6,1

Hem eglendirici hem bilgilendirici olmasi

Biiyiik sponsorlarinin olmasi ve belediyenin desteklemesi

Yorelerin genel olarak yiyecek acgisindan tasmabilir ve soguk iirlinlerinin tanitilmasi

Yogun katilimli olmast

Konferanslarda giincel konularin ele alinmasi

Etkinliklerin profesyoneller tarafindan yapilmasi

Stantlarda gorevli kisilerin ilgili olmasi

3,0

Belirtilmemis

6,1

Fuarm En Zayif Yonleri

%

Fuara katilan ve tanitim1 yapilan sehir sayisin az olmasi

21,2

Onceki fuarlara gére tadim yapilabilecek iiriin gesitliliginin cok az olmasi

18,2

Bazi firmalarin etkin tanitim yapmamasi, fuara gereken 6zeni géstermemesi

WO N|=h DN

91

Stantlardaki gorevlilerin yeterli bilgiye sahip olmamasi

Yonlendirme tabelalari, ses sistemleri, brosiirlerde bilgi eksikligi, personelin ilgisizligi

6,1

Gastronomi etkinliklerinin yeterli diizeyde olmamasi

Yarigma alanlarmin sinirl olmasi

Ayn1 anda birden fazla etkinlik oldugu i¢in takip etmenin zorlagsmasi

O[NNI |W|N| | H

Bazi alanlari kisitli olmasi ve dgrencilerin alinmamasi

[EY
o

Stantlarin diizensiz yerlestirilmesi

[EEN
[EEN

Bazi etkinlik alanlarinin fazla kalabalik olmasi

[EY
N

Sektor temsilcileri ile tam kaynagmanin saglanamamasi

=
w

Tadimlar i¢in ¢alisanlarin isteksiz olmasi

3,0

Belirtilmemis

6

18,2

Tablo-4’te katilimcilarin fuar organizasyonuna yonelik onerilerine yer verilmistir. Katilimcilarin en ¢ok tizerinde

durdugu temel 6neri; turizm/gastronomi alaninda egitim alan 6grencilerin sektdr temsilcileri, liderleri ve {inlii seflerle

daha uzun siire vakit gecirebilecegi igeriklerin olusturulmasi ve ortamin sunulmasidir. Ikinci 6nemli 6neri ise gerek

ana temali boliim olan gastronomi alaninda gerek genel turizm alaninda daha fazla paydasin/temsilcinin yer

almasidir. Katilimei firmalarin yani sira katilimer sektor temsilcilerinin, etkinlik tiirlerinin ve tanitimi yapilan yoresel

triinlerin de artirilmast da &grenciler tarafindan O6nemsenmektedir. Bununla birlikte katilimcilar fuarin

organizasyonel yapisi agisindan stant boyutlarinin yeniden yapilandirilmasi, giiriiltii diizeyinin azaltilmasi, giivenlik

onlemlerinin artirilmasi, ¢alisan gdrevlilerin motivasyonunun artirilmasi ile genel alanlarin hijyeni ve temizligi

konularinda daha dikkatli olunmasina iliskin bireysel oneriler de getirmislerdir.

Tablo 4: Katilimcilarin Fuar Organizasyonuna Y 6nelik Onerileri

Fuar Organizasyonu icin Oneriler

%

Ogrencilerin sektor liderleri / seflerle bas basa vakit gegirebilecegi ortamlar sunulmali

15,2

Gastronomi alaninda yiyecek-icecek lizerine daha fazla stant yer almal

Genel turizm boliimiinde daha fazla gehrin / firmanin stant agmasi saglanmali

12,2

Daha fazla taninmis insan fuarda yer almali

Gastronomi ve yemeklerle ilgili daha fazla etkinlik (atdlye, bilgi yarigmasi vb.) yapilmast

91

Daha fazla {irliniin tanittmina yer verilmeli

Yorelerin en ¢ok sevilen yemegine yer verilmeli

6,1

Yorelerin yerli kiyafetlerine de yer verilmeli

Sicak yoresel yemekler de fuarda yer almali

Fuar alanindaki diger holler de 6grencilerin ziyaretine acilmali

Dondurma ve yenilebilir ¢igek tadimlar1 yapilmali

e
SliEIB|o|o|~|o|u|s|w|N|- |3

Kiiltiirel 6geler de one ¢ikarilmali

[EY
w

Ogrencilerin de yemek yapimina katilimi saglanmali

3,0
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Tablo 4: Katilimcilarin Fuar Organizasyonuna Y 6nelik Onerileri (devamu)

14 | Universiteler de stant agmal1 ve fuarlarda yer almal

15 | Stantlar daha biiyiik olmali

16 | Daha az giiriiltiilii olmali

17 | Giivenlik énlemleri artirilmali

18 | Fuar alaninda hijyen ve temizlik konusunda daha dikkatli olunmali
19 | Gorevli personeller daha ilgili ve dzverili olmali

20 | Belirtilmemis 7 | 21,2

Arastirmada son olarak dgrencilerin fuar ziyareti siireci ile fuarin genel degerlendirilmesi ve tekrar ziyaretine
iligkin goriislerine yonelik bulgulara tablo-5’te yer verilmistir. Buna gore katilimcilarin fuar ziyareti esnasinda
sektdrde hizmet veren yeni bir markay1 tanima orani1 %33,3 iken sektdrden temsilcilerle veya seflerle tanisma diizeyi
%54,5 olarak gergeklesmistir. Bu durumun nedeni olarak katilimeilar igerisinde daha 6nceden gerek turizm fuarlar
gerek bu fuarin onceki organizasyonlarmi ziyaret eden oOgrencilerin yer almasi gosterilebilir. Ikinci olarak
katilimcilarin yaklasik yarisimin fuar ziyareti sirasinda bir satin alma gerceklestirdigi, bunlara ise yaklasik %50
oraninda 15 TL’den az bir biitge ayrildig1 goriilmektedir. Satin alinan iiriinler arasinda ise gastronomi ile ilgili olarak
sunum tabagi, mutfak onliigii, baharat, cay, kahve gibi {iriinler yer alirken yoresel iirlinler olarak dogal sabun, esek
stitti kremi ve yoresel lezzetler ile hediyelik esya olarak magnet, eski para ve sehir siluetli yapboz triinleri tercih

edilmistir.

Tablo 5: Katilimcilarin Fuar Ziyareti Sonras1 Goriislerine Iliskin Bulgular

Ozellik Degisken n % | Ozellik Degisken n %
Yeni Bir Evet 11 | 33,3 | Sektorden Yeni Evet 18 | 54,5
Marka Tamima Hayir 24 | 66,7 | Biriile Tamsma Hayir 15 | 45,5
Fuardan I"Jriin Evet 15 455 Yapmadlm 16 48,5
Satin Alma Hayir 18 | 54,5 | Fuarda Yapilan 0-15 TL 7 | 21,2
Tekrar Ziyaret Evet 26 | 78,8 | Harcamalar 16-30 TL 4 | 121
Etme Niyeti Hay1r 7 | 212 30 TL stu 4 | 121
Cok Memnunum 10 | 30,3 Her zaman 18 | 54,6
. . Memnunum 21 | 63,7 . Siklikla 10 | 30,3
arzyert | mvok | 0 | DemTee | pmvoc ||
Memnun Degilim - - Bazen 4 121
Hi¢ Memnun Degilim 1 3,0 Higbir Zaman 1 3,0

Katilimeilarin fuar ziyaretine yonelik genel memnuniyet diizeylerinin ise %94.,0 ile yiiksek oldugu ve yine
yaklasik %85’inin fuari ziyaret etmeleri yoniinde ¢evresindeki insanlara tavsiye verecekleri ortaya ¢ikmigtir. Nitekim

katilimeilarin %78,8’inin tekrar bu fuari ziyaret etme niyetinde olmasi da bu goriisii desteklemektedir.
Sonu¢ ve Degerlendirme

Bu arastirma, Tiirkiye’de 12. defa diizenlenen Travel Turkey Izmir Turizm Fuari ve es zamanli olarak organize
edilen 4. Uluslararas1 Gastronomi Turizmi Kongresine yonelik gerceklestirilen teknik geziye katilan Gastronomi ve
Mutfak Sanatlar1 Boliimii 6grencilerinin bu organizasyona yonelik gorlislerinin ortaya konmasi amaciyla
gerceklestirilmistir. Turizm fuarlarina yonelik genellikle katilimeilara yonelik yapilmis calismalara karsin 6grenciler
tizerinde gerceklestirilen bu arastirmada alan yazin agisindan 6nemli sonuglara erisilmistir. Arastirmaya katilan
Ogrencilerin en az yarisinin daha Once bir turizm fuarini ziyaret etmis olmasi, licte birinin ise diizenli olarak turizm
fuarlarini takip ettigi sonucu, turizm 6zelinde gastronomi ve mutfak sanatlar1 boliimii 6grencilerinin kendi alanlarinda

diizenlenen organizasyonlara 6nem verdiklerinin dogal bir gostergesi niteligindedir.
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Aragtirma ile Ogrencilerin fuar organizasyonlarindan haberdar olmak icin sosyal medya ve internet takip
kanalindan faydalandiklari; fuara katilim amaglariin yeni bilgi(ler) edinme ve kendini gelistirme arzusu oldugu, en
Oonemli motivasyon aracinin ise kisisel gelisim beklentisi oldugu sonucuna ulasilmistir. Ulasilan bu sonuglar turizm
ogrencilerinin, kendi alanlarma yonelik diizenlenen organizasyonlar1 6énemle takip ettigini ve mesleki gelisim
acisindan bu tiir fuar ziyaretlerinin katkisina inandiklarin1 gdstermektedir. Fuar ziyareti sirasinda &grencilerin
yarisindan fazlasinin sektorden yeni birileri ile tanigmasi ve yine iigte birinin gastronomi alaninda faaliyet gosteren
sektdrdeki bir firmay1 gérmesi ve hakkinda bilgi almasi bu sonucu desteklemektedir. Fuarin takip kanallarina yonelik
ulasilan sonuglar Tayfun ve ark. (2018); fuara katilim motivasyonlarina iliskin ulasilan sonuglar ise Binbasioglu &
Giltekin (2017) c¢alisma sonuclar1 ile kismen benzerlik gosterirken diger faktorlere iliskin ortak sonug
bulunmamaktadir. Bu durumun nedeni aragtirmalarin uygulama alanini yerli halk ile turizm 6grencileri olarak iKi
farkli Orneklem grubundan olusmasidir. Benzer sekilde arastirma bulgulari literatiirdeki profesyonel fuar

katilimcilarina yonelik gergeklestirilen diger aragtirmalarin sonuglart ile paralellik gostermemektedir.

Aragtirmada katilimcilarin fuar sonrasina yonelik olarak fuarin katkilari ile ilgili 54, en gii¢lii yonleri ile ilgili 37,
en zayif yonleri ile ilgili 28, gelecekte diizenlenecek fuar organizasyonlari ile ilgili oneri olarak 35 ayr1 goriis
bildirdikleri (tablo-1) sonucuna ulasilmigtir. 12. Travel Turkey Turizm Fuari’nin en 6nemli katkisinin “Yoresel
yiyecek-i¢ecekler ve kiiltiirleri hakkinda ¢ok fazla yeni sey 6grenmek™ oldugu sonucuna ulasiimistir. Katilimcilar
tarafindan fuarin en gii¢lii yonii “Her yoreye 6zgii farkli kiiltlirlerin ve tatlarin bir arada tanitilmasi” iken en zayif
yonii “Fuara tanmitimi yapilan sehir ve iirlin sayisin az olmasi” seklinde nitelendirilmistir. Gelecek yillarda
diizenlenecek fuarlarda katilimeilarin en ¢ok dikkate alinmasini istedigi hususun ise 6grencilerin sektdr temsilcileri
ile daha fazla siirede zaman gegirebilecekleri platformlarin olusturulmasi ve fuar katilimcilarinin sayisi ile

cesitliliginin artirtlmasi oldugu sonucuna ulasilmistir.

Arastirmada son olarak dgrencilerin fuar ziyareti memnuniyet diizeyi, fuarin bagkalarina tavsiye edilme diizeyi
ve en az bir kez daha bu organizasyonun ileride ziyaret edilme niyetine yonelik énemli sonuglar elde edilmistir. Bu
kapsamda, dgrencilerin %94’iiniin 12. Travel Turkey Izmir Turizm Fuar1 ve 4. Uluslararas1 Gastronomi Turizmi
Kongresi’ni ziyaret ettikleri i¢in mutlu olduklar tespit edilmistir. Buna paralel olarak 6grencilerin %85 oraninda
biiyiik gogunlugunun da fuar1 ¢cevresindeki insanlara tavsiye edecegi ve yaklasik %80’inin de bu organizasyonu tekrar
ziyaret etmeyi diislindiigii vurgulanmistir. Elde edilen bu bulgular literatiirde yer alan ¢aligmalarin (Kang & Schrier,

2011; Lee & ark. 2015; Lin, 2016; Dalgi¢ & ark., 2017) sonuglar1 ile benzerlik icermektedir.

Sonug olarak, Tiirkiye’de EMITT fuarindan sonra en kklii ikinci turizm fuari olan Travel Turkey izmir, diinyanin
cesitli destinasyonlarindan ¢ok sayida katilimer firmay1 ve turizm profesyonelini bir araya getirmenin yani sira her
yil gelistirdigi yeni konseptler ve 6zel etkinlikler ile dikkat ¢cekmektedir. Travel Turkey sektdre ivme kazandirmanin
yani sira turizm 6grencilerinin 6zelinde Gastronomi ve Mutfak Sanatlar1 boliimii 6grencileri i¢in de mutfak atolyeleri,
yemek yarigmalari, tadim etkinlikleri, sektordeki tedarikgiler ile hizmet veren kurumsal firmalari da bir arada
bulunduran gastronomi temasiyla 6n plana ¢ikmaktadir. Tiim bu degerler, 6grencilerin tiniversite egitim hayatlarinda
aldiklar1 teorik ve mesleki bilgilerin gercek hayattaki yansimalarini fuar ortaminda bir araya geldikleri sektor
paydaslari ile giiclendirebilmesine katki saglamaktadir. Dolayisiyla, bu misyon dogrultusunda hedeflenen amaglarin
ne kadar gerceklestirilebildigini, hedef kitlelerden birisi olan ziyaret¢i 6grenciler tarafindan nasil degerlendirildigini

ve algilandigini tespit edebilmek igin turizm Ogrencilerin fuar hakkindaki goriisleri énem teskil etmektedir.
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Boylelikle arastirma, bilimsel agidan turizm &grencilerinin goriislerinin ortaya ¢ikarilmasi, ziyaretci olarak olumlu
ve olumsuz algilannin tespiti; uygulama acisindan ise ileriki yillarda diizenlenecek fuar ve kongre
organizasyonlarinda paydas gortisleri dogrultusunda dikkat edilmesi gereken ve onemli goriilen hususlarin agiga
cikarilmasi bakimidan 6nemli katkilar sunmaktadir. Nitekim 2015 yilinda fuarla es zamanh olarak baslatilan ve
fuarda ayr bir salonda gerceklestirilen gastronomi turizmine yonelik etkinler (kongre, sektdr firmalar1 tanitim ve
tadim stantlari, mutfak atdlyeleri ve soylesiler vb.) 2018 yili ile son bulmus ve 2019 yilinda finansal engellerden
dolay1 diizenlenmemistir. Bu durum bir taraftan fuarin 6zgiinliigiinii ve farkliligim ortadan kaldirirken diger taraftan
da basta 6grenciler olmak iizere ziyaretci kategorideki ziyaretgileri olumsuz etkileyerek sayilarinin biiyiik oranda

diismesine neden olmustur.

Arastirma kapsaminda elde edilen sonuglar dahilinde turizm temali fuarlara yonelik birtakim 6neriler getirilmistir.

Bunlar;

v Aragtirma kapsaminda 6grencilerin fuara yonelik ifade ettikleri oneriler oncelikli ve temel olarak fuar
organizatorleri tarafindan dikkate alinmalidir, ¢linkii turizm ogrencileri sektdriin ve meslegin gelecegi
acisindan en 6nemli nitelikli insan kaynagidir.

v Tim katilmci gruplar tizerindeki olumlu katkilarindan otiirii turizm fuarlar1 sadece profesyonel firmalar
acisindan bir b2b (business to business — firmadan firmaya) ticaret organizasyonu olarak gériilmemelidir.
Ziyaretci grubunun 6nemli bir bileseni olarak turizm 6grencileri i¢in de fuarlar, temali boliimler ile egitime
ve mesleki gelisime destek olacak nitelikte tasarlanarak gelistirilmeli ve daha ileri boyutlara taginmalidir.

v Aragtirma ile turizm fuarlarinin turizm O6grencileri agisindan faydalarinin ve onlara ne tiir katkilar
saglayacaginin ortaya ¢ikmasi, turizm alaninda egitim veren kurumlar agisindan bu tiir organizasyonlarin da
Ooneminin anlagilmasina katki saglamistir. Bu kapsamda turizm egitimi veren kurumlarin bu tiir turizm
fuarlarimi takip etmesi, 6grencilerini bu konuda bilgilendirmesi, diizenlenecek teknik gezilerle 6grencilerin
egitimi aldiklar1 bu alanin gergek paydaslari ile bir araya gelmesi ve kavramsal becerilerini beseri ve teknik

bilgilerle giiclendirmesi i¢in gerekli atilimlar yapilmalidir.

Aragtirma 6zgiin degerlerinin yani sira bazi sinirliliklar da igermektedir. Arastirmanin konusunu olusturan turizm
fuarinin genel ziyaretgileri lizerine yapilan ¢aligmalarin az olmasi ve uygulama alanini olusturan turizm 6grencilerine
yonelik boyle bir caligmaya daha Once rastlanmamis olmasi arastirmanin temel sinirliligini olusturmaktadir.
Arastirma kapsaminin sadece ziyaret¢i grubundaki &grencilerle ve dzelinde de Afyon Kocatepe Universitesi
Gastronomi ve Mutfak Sanatlar1 B6liimii 6grencileri ile sinirli kalmaktadir. Aragtirma 6rnekleminin 33 6grenciden
olugmasi diger sinirliligi olusturmaktadir. Arastirmanin bir diger kisiti zaman dilimi, verilerin kontrol giicliigii ve
fuar igerigi agisindan sadece 2018 yilinda diizenlenen 12. Travel Turkey Izmir Turizm Fuari’na katilan dgrencilerin
aragtirmaya dahil edilmesidir. Son olarak aragtirma verilerinin gériisme formlar1 aracilifiyla toplanmasi nedeniyle
aragtirma verilerinin katilimcilarin sadece formlardaki alanlar itibariyle verdikleri bilgilerle smirli olmasidir.
Dolayisiyla konu ile ilgili olarak ilerleyen donemlerde gerceklestirilecek caligmalarda bu sinirliliklarin dikkate

alinmasi ve mevcut arastirmanin sonuglari da bu sinirliliklar kapsaminda degerlendirilmesi gerekmektedir.
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Evaluation of Undergraduate Tourism Students’ Aspects on Travel Turkey Izmir Tourism Fair
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Extensive Summary

Fair events, which are seen as an important component of the industries, are organized more frequently for national
and international fairs for tourism which is a dynamic sector. Tourism fairs, which generally bring together suppliers
/ stakeholders and consumers / visitors, have become the focus of interest of the institutions and the students receiving
education in the field of tourism education. For the students who increased their share in the visitor groups, the
expectations about such fairs began to diversify and it became important to put forward the ideas towards this group.
Because fairs increase employment opportunities (Yolal et al., 2009) and create new job opportunities (Zhou & Ap,
2009). Therefore, the opinions of the students who will benefit from these employment areas in the future about the
fairs should be evaluated and revealed. In this context, the aim of this study is to examine the opinions of the students
participating in tourism fair before and after the exhibition in two stages.

The aim of this study is to determine the opinions of undergraduate students about Travel Turkey lzmir Tourism
Fair. The population of the study consists of the students of Afyon Kocatepe University, Faculty of Tourism,
Department of Gastronomy and Culinary Arts who participated in the 12th Travel Turkey Izmir Tourism Fair and
the 4th International Gastronomy Tourism Congress on 06-08 December 2018. Open-ended questionnaire technique,
which is one of the qualitative research methods, was used to collect the research data. These types of questionnaires
include the types of questions in which a questioned person can give short and meaningful answers on a curious
subject, and facilitate communication within the scope of research with problems of communication, language
problem, time or financial constraints and access to subjects. However, it has advantages in terms of being able to
have detailed information about the content of the subject to be investigated and to accelerate the writing process as
a ready data without the need to re-classify the collected data (Kozak, 2014: 106-107). Within this scope, 33 different
open-ended questionnaires were applied to the 33 students who participated in the technical visit made by AKU
Gastronomy Club on Friday, December 07 before and after the fair visit. In the first form, three questions related to
the demographic characteristics (gender, class and program type) of the participants and seven questions related to
the tourism fair visits (regular fair follow-up, follow-up channel, fair motivation, budget, determinants) were given

in total 10 questions.

In the study, it was concluded that the participants expressed 54 opinions regarding the contributions of the fair,
37 related to their strengths, 28 related to their weaknesses, and 35 suggestions about future fair organizations. The
most important contribution of the 12th Travel Turkey Tourism Fair is that it helps learn a lot of new things about
local food and beverages and their culture”. The most powerful aspect of the fair by the participants was “Introducing
different cultures and tastes unique to each region” while the weakest aspect was low number of cities and products

introduced to the fair”. It has been concluded that the most important issue that the participants want to take into
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consideration in the fairs to be held in the coming years is to create platforms where students can spend more time

with the sector representatives and to increase the number and diversity of the exhibitors.

Lastly, the results of the study showed that the satisfaction level of the students visiting the fair, the level of being
recommended to others and the intention of visiting this organization at least once more in the future. In this context,
it was found that 94% of the students were happy to visit the 12th Travel Turkey izmir Tourism Fair and the 4th
International Gastronomy Tourism Congress. In parallel, it was emphasized that 85% of the students would
recommend the fair to the people around them and 80% of them thought to visit this organization again.

As aresult, after EMITT in Turkey most established second tourism fair which travelturkey Izmir, it is noteworthy
the world's large number of exhibitors and tourism professionals to their various destinations with new concepts and
special events developed as well as each year bring together. In addition to accelerating the sector, Travel Turkey
stands out with its gastronomy theme which includes kitchen workshops, food contests, tasting activities, suppliers
and corporate firms serving in the sector for the students of Gastronomy and Culinary Arts, especially for tourism

students.
Within the scope of the research, some suggestions have been made for tourism themed fairs. These;

*The students' suggestions for the fair should be taken into consideration primarily and primarily by the fair
organizers, because tourism students are the most important qualified human resource for the future of the sector and

the profession.

*Tourism fairs should not be seen only as a b2b (business to business) trade organization for professional firms
because of their positive contribution to all the participant groups. As an important component of the visitor group,
fairs for tourism students should be designed and developed to support education and professional development with

themed sections and be carried to further dimensions.

*The emergence of the benefits of tourism fairs for tourism students and their contributions to tourism students
contributed to the understanding of the importance of such organizations for tourism education institutions. In this
context, necessary steps should be taken for the institutions providing tourism education to follow such tourism fairs,
to inform their students on this subject, to make the students come together with the real stakeholders of this field

where they are trained and to strengthen their conceptual skills with human and technical knowledge.

1786



Journal of Tourism and Gastronomy Studies, 2020, 8 (3), 1787-1801

JOURNAL OF TOURISM AND GASTRONOMY STUDIES

ISSN: 2147 — 8775
Journal homepage: www.jotags.org
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Gonderim Tarihi:05.05.2020 Bu arastirmanin amaci, otel isletmeleri mutfaklarinda calisan sef ascilarin mutfak
personelinin kisisel hijyen uygulamalarimi nasil yonettiklerini belirlemektir. Bu amag

Kabul Tarihi:08.08.2020 dogrultusunda, Nevsehir ilinde 2019 yili Kasim ve Aralik aylarinda 4 ve 5 yildizli otel

isletmelerinin mutfak departmaninda calisan 23 sef as¢idan goriisme yontemi kullanilarak
veri toplanmistir. Arastirmada, otel isletmeleri mutfaklarinda ¢alisan sef ag¢ilarin sorumlu
olduklar1 personellerin kisisel hijyen uygulamalarini nasil yonettikleri sorusu arastirmanin
ana problemidir. Arastirmada nitel arastirma yontemlerinden olgu bilim deseni
kullanilmistir. Arastirma sonucunda mutfak sefleri tarafindan el ve tirnak hijyeni (eldiven
Kisisel hijyen kullanimi), sakal tirasi, sag bakimi, banyo, kiyafetlerin temizligi ve kullanilan onliigiin
temizligi gibi unsurlarin kisisel hijyen yonetiminde en ¢ok dikkat edilen hususlar oldugu
belirtilmistir. Ayrica arastirmaya katilan sef ascilar kigisel hijyen konusundaki
uygulamalarini; yaptirnmlar ve toplantilar, her alanda uygulanmasi zorunlu prosediirler,
yeterli ve gerekli kisisel hijyen malzemeleri saglama seklinde siralamiglardir. Ayni zamanda
mutfak sefleri personellerini hijyen konusunda siirekli takip ve kontrol ettiklerini ve bu
husustaki yaptirimlarinin 6diil-ceza sistemi oldugunu belirtmislerdir.
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Keywords Abstract

Hygiene The aim of this research is to determine how the chef cooks working in the kitchens of hotel
businesses manage personal hygiene practices of kitchen staff. For this purpose, data was
collected using interview method with 23 chef cooks working in the kitchen department of
Kitchen staff 4 and 5 star hotel businesses in Nevsehir in November and December 2019. The main
problem of the research is how the chef cooks working in the kitchens of the hotel
businesses manage the personal hygiene practices of the kitchen staff they are responsible
for. The phenomenological design, one of qualitative research methods, was used in the
research. As a result of the research, it was stated by the kitchen chefs that the factors such
as hand and nail hygiene (use of gloves), beard shaving, hair care, having shower, clothes
and apron cleaning are the most important issues in personal hygiene management. In
addition, the chefs who participated in the research listed their practices on personal
hygiene as; sanctions and meetings, procedures to be implemented in all areas, providing
Makalenin Tiirii adequate and necessary personal hygiene materials. At the same time, the kitchen chefs
stated that they constantly follow and control their staffs about hygiene and that their
sanctions on this matter are the reward-penal system.

Personal hygiene
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GIRIS

Yunan mitolojisinden tip literatiiriine giren, saglikli ve saglam olmak anlamini tastyan hijyen kavramimin kokeni,
mitolojide Aesculapius’ un kizi olan ve sagligi koruyan Hygiea’ya dayanmaktadir (Yumurtug, 1988). Tiirk Dil
Kurumu (TDK) hijyen kavramini; “sagligi olumsuz etkileyecek ve sagliga zarar verecek ortamlardan korunmak igin

yapilan uygulamalar ve alinan temizlik 6nlemlerinin tiimii” olarak tanimlamaktadir (Tiirk Dil Kurumu Soézliikleri,
2020).

Kisisel hijyen ise; bireysel sagligin korunmasi ve devamliliginin saglanmasi igin uygulanan kisisel bakimi ifade
eder (Uzungakmak, 2012). Kisisel hijyen; bireylerin genel saglig1, el-viicut temizligi, is kiyafetlerinin temizligi gibi
konular1 kapsar. Kisiler digaridayken siirekli olarak elleri ve ayakkabilari ile bir takim kirletici etmenlere dokunurlar.
Disaridaki tozlar viicudumuza ve saglarimiza konar. Eger viicudumuzda catlak veya yaralar varsa disaridan gelen bu

kirleticiler viicudumuza girerek bazi hastaliklara neden olabilir (Bilici, 2008, s.18).

Besin kaynakli hastaliklar diinyada yaygin olarak goriilmektedir. Besin iiretimi ve tiiketimi yapan isyerlerinde
gerekli hijyen kurallarina uyarak ve gerekli 6zen gosterilerek besin kaynakli hastaliklar engellenebilir. Ciinkii besin
kaynakli hastaliklar besinlerin iiretimi ve tiiketimi sirasinda olusan kontaminasyonlar, personellerin hijyen

kurallarina gerekli 6zeni gostermemesi ve hatali 1s1 uygulamalarindan kaynaklanmaktadir (Yoldascan, 2015).

Besine elle temas eden kisilerin kisisel hijyene dikkat etmeleri, besin kaynakli hastaliklarin 6nlenmesi agisindan
onemlidir. Ayrica besin {iretimi ve tiiketimi yapilan igyerlerinde ¢alisan personelin saglikli olmasi, portdr olmamasi,
eldiven ve baglik kullanimi1 da personel hijyenine dahil edilir (Atasever, 2000, s.117). Besinin iiretimden tiikketimine
kadar gegen siirede yapilan her tiirlii hijyen hatasi, besin kalitesini ve bireyin sagligini olumsuz etkileyebilmektedir.
Besin ihtiyacini karsilayan isletmeler, tiiketici sagligin1 korumak i¢in hijyen kurallarina uymak zorundadir. Besinle
ugrasirken kisisel hijyenin yaninda, ¢oplerin diizenli ve uygun kosullarda kaldirilmasi ve kullanilan arag-gereglerin
de hijyenik olmasi bir zorunluluktur (Bas & Saglam, 1997, s.28). Dolayisiyla bu arastirmada yiyecek ve iceceklerle
dogrudan iligkisi olan otel mutfak personelinin kigisel hijyeni arastirmanin ana konusunu olusturmaktadir. Bu ¢aligma
literatiirde otel mutfaklarinda kisisel hijyen uygulamalarinin nasil yonetildigi konusuna dair nitel bir galigma

bulunmamasi agisindan énem arz etmektedir.
Kavramsal Cerceve
Turizm Isletmelerinde Kisisel Hijyenin Onemi

Emek-yogun bir yapiya sahip olan turizm sektoriinde tiretim ile tiiketimin es zamanli gerceklesmesi personeller
aras1 ve konuk-personel arasindaki etkilesimlerin yogun sekilde gerceklesmesine neden olmaktadir. Bu etkilesim
kisisel davraniglarda oldugu kadar temizlik ve hijyen konusunda da ayr bir 6nem tasir (Demirtag, 2010, s.266).
Konaklama isletmelerinde sunulan 6nemli hizmetlerden biri de yiyecek icecek hizmetleridir. Bir yiyecek igecek
isletmesi i¢in hijyen ve sanitasyon konularinda yasanacak bir aksaklik hayati sorunlara neden olabilmektedir. Bu
nedenle igletmelerin hijyen ve sanitasyon konularinda kusursuz bir sistem olusturmalar1 gerekmektedir (Sahin, 2005,
s.2).

Seyahat esnasinda ziyaret¢ilerin yasadiklari besin kaynakli rahatsizlar {izerinde durulmasi gereken 6nemli bir
konudur. Ciinkii bu siiregte yasanacak rahatsizliklar hem ziyaretgilerin sagligini hem de ziyaretcilerin aldig
hizmetten dogan keyfi olumsuz etkileyerek seyahatin amacina ulagsmasimi engelleyecektir. Bu durum miisteri
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memnuniyetini olumsuz etkilemekle birlikte, ziyaretcilerin ayni bolgeye tekrar gelmelerini engelleyip olumsuz
tanitim yapmalarina neden olabilecektir. Tiirkiye’de deniz-kum-giines turizminin yogun olarak yapildigi yerlerde
bulunan konaklama isletmelerinde her sey dahil sistem uygulanmaktadir. Bu durum bu isletmelerde kalan
ziyaretgilerin zamaninin gogunu isletme igerisinde gecirmesine neden olmaktadir. Bu ziyaretcilerin yasadiklari besin
kaynakli rahatsizliklarin konaklama isletmelerinden kaynaklanma ihtimali oldukga yiiksektir. Konaklama
isletmelerinin gida giivenligini saglama konusundaki ¢abalari miisteri memnuniyeti ve toplum sagligi agisindan

onemlidir (Eren, Nebioglu & Sik, 2017, s.49).

Yiyecek icecek servisinde ¢alisan personelin besin kaynakli rahatsizliklar1 engellemek icin kisisel hijyene gerekli
Oonemi vermesi gerekir. Personelin hijyen konusundaki bilgi eksikligi ancak bu eksikliginin giderilmesi ve hijyen
kurallarina uymanin yararlarina inandirilmasiyla ¢ézilebilir. Bu konuda ydneticilerin bilingli olmasi ve personele

gerekli egitimlerin diizenli olarak verilmesi gerekir (Bas, Ersun& Kivang, 2006, s.321).

Yiyecek icecek isletmelerinde ¢alisan personellerin hijyen ile ilgili baz1 sorumluluklart vardir. Bunlar: kisisel
hijyen kurallarin1 uygulamak, yeterli ve dengeli beslenmek, ¢aligma siiresince ellerini diizenli olarak yikamak (tuvalet
kullanim1 sonrasi, paraya dokunduktan sonra gibi), fiziksel sagligina ve temizligine 6zen gostermek, sagligi ile ilgili
rahatsizliklar1 zamaninda isletme yetkililerine bildirmek, is yerinde sigara icmemek ve kullanilan arag ve gereclere

ciplak elle dokunmamak seklinde siralanabilir (Marriott, 1999, s.71).

Konaklama isletmelerinde ¢alisan personelin kisisel hijyen bilgileri ile ilgili gesitli caligmalar bulunmaktadir. Bas
ve Saglam (1997), otel beslenme servis personelinin kisisel ve ¢evre hijyen bilgisini, Ankara’da hizmet veren dort
ve bes yildizli iki biiylik otelin beslenme servisinde calisan 84 personel iizerinde anket formu uygulayarak
aragtirmistir. Aragtirmada bu personellerin; %60.7' sinin ise baglamadan once ellerini yikayip onligiinii giydigi,
%82.2’sinin c¢alisirken kep taktigi, %95.3' iiniin ¢alisirken iiniforma giydigi, iiniforma giyenlerin %45.2' sinin 1-2
giinde bir iiniformasi degistirdigi, %95.2' sinin ¢alisirken eldiven kullandigi, %70.3' tinilin stirekli mendil tagidigi,
%64.3’liniin 2 giinde bir banyo yaptigi, %97.6'siin eli kesildiginde bandaj kullandigi tespit edilmistir. Ayn1 zamanda
aragtirmaya katilan personelin %96,4'ii mikrop ve koku yayilacagindan ¢oplerin agikta kalmamasi gerektigini, %
75,0" i yemeklerin tat kontroliiniin bir tabaga konulup kasik ile yapilmasi gerektigini belirtmistir. Buna gore toplu
beslenme yapilan isletmelerde besin zehirlenmesi riskini en aza indirgemek igin, yonetici ve personelin belirli
araliklarla hijyen konusunda egitim almasi1 gerektigi belirtilmistir. Bas, Ersun ve Kivang (2006)’1n yaptiklar
calismada ise; gida zehirlenmesine neden olan en 6nemli etkenin, gida servisi personelinin ellerini yeterince temiz

tutmamas1 oldugu tespit edilmistir.

Sargm’m (2005) “Ankara’daki Dért ve Bes Yildizli Otellerde Calisan Yiyecek ve icecek Personelinin Hijyen
Bilgileri ve Uygulamalarinin Incelenmesi” baslikli calismasinda, personelin % 94,1’inin ise alinirken saglik
kontroliinden gegtigi, % 94,2’sine diizenli olarak saglik kontrolii yapildigi ve % 78,2’sinin en az 3 ayda bir saglik
kontrolii yaptirdig1 tespit edilmistir. Hijyen standartlarindaki mevcut eksikliklerin ve uygulamadaki hatalarin
diizeltilmesi i¢in tiim personelin hizmet i¢i ve hizmet dis1 egitime ihtiyaglar1 olduklar1 belirtilmistir. Babiir (2007:
40-42) tarafindan yapilan ¢alismada ise, Mugla ilinde bulunan toplam 5 adet birinci sinif tatil koyii mutfaginda calisan
93 mutfak personelinin aldiklar1 hizmet i¢i egitim ve mutfak hijyen durumu degerlendirilmistir. Arastirma sonucunda
katilimeilarin %89,4’tiniin hijyen egitimi aldig1, %10,6’simnin ise higbir sekilde hijyen egitimi almadig1 saptanmistir.

Bu calismada katilimcilar bilylik ¢ogunlugu (%82,8) hijyen egitiminin “cok gerekli” olduguna inandiklarini
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belirtmislerdir. Personel hijyeni yoniinden incelenen mutfak personelinin is kiyafetlerinin eksiksiz, {itiilii ve temiz
oldugu, kep veya bone olmaksizin iiretim alanlarinda higbir mutfak personelinin bulunmadig: tespit edilmistir.

Personelin sigara igtikten sonra ellerini yikamadan tekrar ise baslamalari en sik gozlenen eksiklik olmustur.

Bulduk (2007), gida giivenligi i¢in personel hijyeninin énemli bir konu oldugunu ve gida giivenligi konusunda
gerekli bilgiye sahip olmanin yam sira bu bilgilerin kullaniminin da saglanmasi gerektigini belirmektedir. Ural
(2007), konaklama isletmelerinde galisan personelin kisisel hijyen bilgileri ve uygulamalarini incelemis ve aragtirma
sonucunda personelin ¢cogunlugunun kisisel hijyen ile ilgili uygulamay1 gerceklestiremedigi, dogru bilgiyi bilenlerin
yliksek oranda uygulamay1 da dogru yaptiklari, bilmeyenlerin ise tesadiifi olarak aliskanliklarindan ve kiiltiirel

ozelliklerinden dolay1 dogru uygulamay1 yaptigini tespit etmistir.

Sanlier ve Hussein’in (2008) yaptiklar1 “Yiyecek-icecek Hizmeti Veren Otel Mutfaklar1 ve Personelinin Hijyen
Yéniinden Degerlendirilmesi: Ankara 1li Ornegi” bashikli calismada, Ankara ilinde bulunan 12 otelde calisan 150
mutfak ve personeli incelenmis ve bu ¢alisma sonucunda hem mutfak sartlarinin hem de personelin hijyen kurallarina
uymasinda aksakliklar goriilmiistiir. Aktas, Cebirbay ve Hakli’nin (2008) Konya’daki 3, 4 ve 5 yildizli otellerde
calisan 160 mutfak personeli lizerinde yaptiklari caligmada ise; calisanlarmm %58,1’inin hijyen egitimi aldigi,
%53.1’1nin glinde 1 kez banyo yaptig1, %35 inin tiniformasin1 her giin degistirdigi, %82.5’inin ise ellerini yikadiktan
sonra kagit havlu ile kuruladiklari tespit edilmistir. Can (2008) tarafindan yapilan bir diger ¢alismada ise, Erdek
yoresindeki kiigiik Olgekli otel isletmelerinin mutfak departmanlarinda calisan personelin hijyen ve sanitasyon

aligkanliklar1 incelenmistir. Calismada katilimcilarin ¢ogunlugunun hijyen ve sanitasyon egitimi almadiklari,

isletmelerin cogunlugunun da bu yonde egitimi personeline vermedikleri tespit edilmistir.

“Otel Isletmeleri Mutfak Calisanlarmin Personel Hijyeni Bilgi Diizeylerinin Belirlenmesi” isimli bir baska
calismada ise; personel hijyeni ile ilgili sorulan sorulara personelin ¢ogunlugunun katildigi ve personelin hijyen
konusunun bilincinde oldugu tespit edilmistir (Unliidnen & Comert, 2013). Kabacik’in (2013) dért ve bes yildizh
otel mutfaklarinda ¢alisan mutfak personeli lizerinde yaptigi calismada ise personellerin®% 99,7’ sine isyeri tarafindan
tniforma verildigi, personelin %88,6’sinin kiyafetlerini her giin temizledigi ve % 89,9 unun isyerinde her {initede

ayri el yikama lavabosu bulundugu saptanmustir.

Kinaci ve Cetiner (2013) tarafindan Gaziantep’teki dort ve bes yildizli otel restoranlarinda calisan personel
iizerinde yapilan arastirma sonucunda; personelin daha ¢ok tuvalet kullanimindan sonra ellerini yikadiklari, diger
durumlarda ise el yikama konusuna yeterli 6zeni gdstermedikleri saptanmistir. Personellerin ¢ogu ellerini s1vi sabun
ile yikamaktadir. Kadin personellerin kisisel el, yiiz ve ayak havlusu bulundurma oranlari erkeklerin oranindan
yiiksektir ve aralarindaki fark istatistiksel agidan anlamlidir. Personelin dis fircalama durumlar incelendiginde,
personelin daha ¢ok sabahlar1 dislerini firgaladigi, yemeklerden sonra ve aksam yatmadan Once dis fircalamalarinin
disiik seviyede oldugu goriilmektedir. Ayrica kadin personellerin; banyo yapma, ¢orap degistirme, i¢ camasiri

degistirme ve kiyafet-ig 6nliigli degistirme uygulamalarina erkeklerden daha ¢ok dikkat ettikleri tespit edilmistir.

Bagka bir calismada konaklama isletmelerinde mutfak ve servis personelinin hijyen bilgisi ve uygulamalar
arastirilmig ve arastirma sonucunda calisanlarin kisisel hijyen bilgi diizeylerinin genel olarak ortalama degerler
arasinda oldugu, diizenli dis hekimine gitme, dis ipligi kullanma, el ve viicut temizliginde ilk yardim ya da yaralanma
gibi konularda, ya da ozellikle temizlik malzemelerinin ortak kullaniminda hala yeterli bilincin yerlesmedigi
goriilmektedir (Yildirim, 2014). Giritlioglu ve Kizilcik’in (2016) turizme hizmet sunan pastane isletmelerinde ¢alisan
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dondurma {iretim personeli iizerinde yaptiklar1 ¢alismada, personelin hijyen uygulamalarim yiiksek diizeyde yerine
getirdikleri belirtilmistir. Dondurma iiretim personelinin personel hijyenine yonelik en yiiksek diizeyde yerine
getirdigi uygulamalar; “tuvaleti kullandiktan sonra ellerini yikamak”, “yemek yemeden dnce ve yemek yedikten
sonra ellerini yikamak”, “calisirken bone veya kep takmak™ ve “Oksiirdiikten veya hapsirdiktan sonra ellerini
yikamak” seklindedir. Ote yandan, “calisirken maske takmak”, “ellerini 111k su ve sabunla yikamak” ve “calisirken
eldiven kullanmak” ise, dondurma tiretim personeli tarafindan en diisiik diizeyde yerine getirilen personel hijyeni

uygulamalaridir.

Ozen ve Kocaman’in (2018) “Bir Egitim Hastanesine Saglik Raporu Almak i¢in Basvuran Turizm Sektorii
Calisanlarinin - Hijyen Egitimi Durumlarinin, Hijyen Bilgi Diizeylerinin ve Portér Testi Sonuglarinin
Degerlendirilmesi” baslikli c¢alismalarinda, katilimcilarin %37,2°sinin hijyen egitimi aldigi tespit edilmistir.

Katilimeilarin %85,9’u hijyen egitimini dnceki isyerlerinde, digerleri ise halk egitim merkezlerinde almislardir.

Yabanci liiteratiirde de personel hijyen bilgisine yonelik yapilmis g¢esitli ¢alismalar bulunaktadir. Czarniecka-
Skubina ve Skwierczynski (2007) tarafindan yapilan g¢alismada, otel servis personelinin % 20'sinden fazlasi
igsyerlerinde HACCP sisteminin varligindan emin olmadiklarini belirtmiglerdir. Bu durum c¢alismada, yeterli HACCP
sistem egitiminin olmadig1 ve sistemin diizglin ¢calismadig1 anlamina gelebilecegi seklinde yorumlanmaistir. Personel
hijyeni ile ilgili sorulara katilimeilarin yaklasik %90°1 dogru cevap vermistir. Katilimcilarin el hijyeni konusundaki
bilgileri de yeterli bulunmustur. Bir diger ¢aligmada ise, otel mutfak personelinin gida giivenligi ve mutfak hijyeni
konusundaki bilgileri degerlendirilmis ve ¢alisma sonucunda katilimcilarin %87,2’sinin yiyecek hazirlama esasinda
ellerini yikadiklar tespit edilmistir. Katilimcilarin %71°1 ellerini silmek i¢in mutfak pecetesi kullandigini, %82,7’si

ise tibbi muayene yaptirdigini belirtmistir (Darko, MillsRobertson & Wireko-Manu, 2015).

Mapelu ve Onyango (2018) tarafindan yapilan c¢alismada, Eldoret kasabasindaki segkin otellerde gida
giivenliginin saglanmasinda kisisel ve tesis hijyeninin rolii incelenmistir. Gozlemle elde edilen sonuglar neticesinde,
tim gida isleyicilerinin her zaman yeterli kiyafet giymedigini ve yeterli el yikama yerlerinin bulunmadig tespit
edilmistir. Rebougas vd.’nin (2017) otel restoran miidiirleri, sefleri ve gida isleyicileri lizerinde yaptiklari galigmada,
gida isleyicilerinin kigisel hijyen i¢in uygun bilgi, tutum ve uygulamalara sahip oldugu tespit edilmistir. Bununla
birlikte yiyecekleri kullanirken veya dagitirken tek kullamimlik eldivenlerin kullanilmasi (%39,6), yiyeceklerin elle
tadilmasi (%28,7) ve genellikle yiyecekleri kullanirken konusulmasi (%52,5) gibi bazi hatalar gézlemlenmistir. Bu
bakimdan bu arastirmada, otel isletmeleri mutfaklarinda calisan sef asc¢ilarin mutfak personelinin kisisel hijyen

uygulamalarini nasil yonettikleri aragtirilmistir.
Arastirmanin Yontemi

Bu arastirmanin amaci, otel igletmeleri mutfaklarinda calisan sef asgilarin mutfak personelinin kisisel hijyen
uygulamalarini nasil yonettiklerini belirlemektir. Yiyecek icecek isletmelerinin “kalbi” olarak adlandirilan
mutfaklarda (Sezgin & Unliidnen, 2011, s.3) kisisel hijyenin saglanmasi kritik ©neme sahiptir. Mutfak
calisanlarindaki hijyen sorunlar direkt olarak miisteriye yansiyabilmektedir. Dolayisiyla aragtirmada, otel isletmeleri
mutfaklarinda calisan sef as¢ilarin sorumlu olduklar1 birimlerdeki personellerin kisisel hijyenini nasil sagladiklar
sorusu aragtirmanin ana problemidir. Bu dogrultuda arastirmada derinlemesine ve ayrintili bilgi edinmek i¢in nitel

arastirma yontemlerinden olgu bilim deseni kullanilmistir (Yildirim & Simsek, 2016, s.69).
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Arastirma Sorulari

Otel isletmeleri mutfaklarinda kisisel hijyen kavrami deyince akliniza ne geliyor?

Otel igletmeleri mutfaklarinda kisisel hijyeni nasil saglarsiniz?

Otel igletmeleri mutfaklarinda ¢alisan personellere hijyenle ilgili yaptirnmlariniz nelerdir?

Otel igletmeleri mutfaklarinda kisisel hijyen ile ilgili nelere 6nem veriliyor. Bunun i¢in ¢alistiginiz otel igletmesinde

egitim, kurum toplantis gibi egitici ve yonlendirici faaliyetler yapiliyor mu?
Calisma Grubu

Aragtirmanin evrenini Nevsehir ilinde bulunan turizm isletme belgeli 4 ve 5 yildizli konaklama igletmelerinde
calisan sef ascilar olusturmaktadir. Nevsehir ilinde 16 adet 4 yildizli ve 6 adet 5 yildizli turizm isletme belgeli
konaklama isletmesi bulunmaktadir (T.C. Kiiltiir ve Turizm Bakanligi, 2020).

Arasgtirmada, Nevsehir ilinde bulunan 4 ve 5 yildizli otel isletmelerinin tamamiyla goriisiilmiis ve 3 otel igletmesi
arastirmaya katilmay1 kabul etmistir. Dolayisiyla 3 otel isletmesiyle goriisme saglanabilmistir. Arastirmada
derinlemesine bilgi toplamak i¢in nitel arastirma yontemlerinde kullanilan amagl 6rnekleme tiirlerinden maximum
cesitlilik 6rneklemi kullanilmigtir. Arastirmanin 6rneklemi, arastirmaya katilmay1 kabul eden Nevsehir ilinde faaliyet

gosteren 4 ve 5 yildizl otel isletmelerinde calisan 23 sef as¢inin tamamindan olusmaktadir.

Tablo 1. Calisma Grubu

Degisken F %
Cinsiyet Erkek 23 100
Yas 21-30 1 4,34
31-40 2 8,70
41-50 8 34,7
51 ve lzeri 12 52,1
Egitim Lise 13 56,5
Onlisans 7 30,4
Lisans 3 13,0
Tecriibe 1-5y1l 3 13,0
6-10 y1l 8 34,7
10 yil ve {izeri 12 52,1
Calistig1 Otel 4 yildizlh 12 52,1
5 yildizlt 11 47,8

Tablo 1 incelendiginde arastirmaya katilmay1 kabul eden sef asgilarin ¢ogunlugunun 51 yas ve lizerinde, lise

mezunu, 10 y1l ve {izeri is tecriibesi olan erkeklerden olustugu goriillmektedir.
Veri Toplama Araci ve Verilerin Toplanmasi

Bu aragtirmada, olaylar1 oldugu gibi yansitmak ve derinlemesine bilgi edinmek i¢in veri toplama arac1 olarak
gorlisgme formu tercih edilmistir (Yildinm & Simsek, 2016, s.40-41). Goriigme formu yar1 yapilandirilmis agik uglu
sorularla olusturulmustur. Goriisme sorulari i¢in ilgili arastirmalarin yazin taramasi yapilmis, gastronomi boliimiinde
gorev yapan ve mutfak alaninda uzman akademisyenlerden onay alinmis ve arastirmacilarin daha dnceki mutfak
departmanindaki is tecriibelerinden yola ¢ikilarak aragtirma sorulart olusturulmustur. Arastirmacilar bélgede daha
once ikamet etmis bolgedeki otel igletmelerinde ¢alismis akademisyenlerdir. Dolayisiyla arastirmacilar bolgeye

hakimdir. Aragtirma bizzat aragtirmacilar tarafindan yiiriitiilmiis ve goriismeler 10-20 dk. arasinda slirmiistiir. Fakat
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iki adet sefe zaman durumundan dolay1 gdriisme formu birakilarak goriisme formunu doldurmasi saglanmistir.
Ayrica gorligme yapacak olan katilimeilarin endiselerini gidermek i¢in katilimeilarla ilgili hicbir kisisel veri elde
edilmemistir. Arastirmada katilimcilara A1, A2, A3,...A23 kodlar1 verilmis ve arastirmanin tamaminda bu kodlarla

yorumlama yapilmustir.
Verilerin Analizi

Bu arastirmada verilerin toplanmasinda, verilerin analiz ve yorumlanmasinda verilerin gergegi yansitmasi igin;
yliz yiize goriismeler yapilmis ve dogrudan alintilar yapilarak aragtirmanin gegerliligi saglanmaya calisilmistir.
Aragtirmada nitel arastirmada kullanilan “igerik ve betimsel analiz” yontemleri uygulanmistir. Bu dogrultuda igerik
analizi dort asamadan olusmaktadir. 1. Verilerin kodlanmasi, 2. Kodlanan verilerin temalarinin belirlenmesi, 3.
Kodlarin ve temalarin diizenlenmesi, 4. Bulgularin tanimlanmasi ve yorumlanmasi (Yildirim & Simsek, 2016, s.238-
248). Analiz sirasinda seflerin ifade benzerliklerine gdre gruplamalar yapilmistir. Daha sonra elde edilen veriler
frekans olarak verilmistir. Ayrica elde edilen verileri “carpici sekilde yansitmak amaciyla sik sik dogrudan alintilarin
kullanildig1 ve elde edilen sonuglarin neden sonug iliskisi ¢ercevesinde yorumlandigi” betimsel analiz” teknigi
kullanilmistir (Yildinnm & Simsek, 2016, s.238-248). Arastirmada i¢ gegerliligi saglamak i¢in oncelikle seflerin
hijyen kavrami konusundaki goriigleri elde edilmeye c¢alisilmis ve dogrudan alintilarla veriler desteklenmeye
calisilmistir. Arastirmada dis gecerliligi desteklemek i¢in; veri toplama aracinin hazirlanmasi, uygulama agamasi ve

analiz agamasi detaylandirilmis ve diger arastirmalarla test edilebilmesi i¢in gerekli agiklamalar yapilmistir.
Bulgular ve Degerlendirme

Goriismelerden elde edilen verilerle yapilan analizlerde kisisel hijyenin otel isletmeleri mutfaklarinda nasil

saglandigi ile ilgili temalandirilmis veriler agagida sunulmaktadir.

Tablo 2. Otel isletmeleri Mutfaklarinda Kisisel Hijyen Kavrami

Otel igletmeleri mutfaklarinda kisisel hijyen kavrami deyince akliniza ne geliyor? F %
1 | El ve Tirnak Hijyeni (Eldiven Kullanimi) 23 100
2 | Sakal Tiras1 23 100
3 | Sag Bakimi, Banyo 23 100
4 | Kiyafetlerin temizligi 23 100
5 | Kullanilan énliigiin temizligi 23 100
6 | Her islemden sonra uygulanmasi gereken prosediirler 19 82,6
7 | Kolye taki vs. olmamast 12 52,1
8 | Ayakkabi Terlik Uygunlugu 12 52,1

Personele yonelik kisisel hijyen uygulamalarina dair mutfak seflerinin verdikleri cevaplar kodlanmig 8 adet
temadan olugmaktadir. Bu temalar ile ilgili baz1 sef ag¢ilarin ifadeleri su sekildedir. A1l En 6nemli kisisel hijyen
unsuru el bakimidir. Mutfak personelinin elleri daima temiz, tirnaklar kesilmis olmali ve eldivenler siirekli
degistirilmelidir. Ciinkii ellerdeki kiiclik bir mikroorganizma yemeklere temas edebilir. Ayrica el ve tirnak kadar
onemli olan bir diger unsur da sakal tiragidir. Ne olursa olsun caliganin her sabah tiras olmasini isteriz. Ne olursa
olsun diyorum ¢iinkii sakalin az olmasi veya az ¢ikmasi bizim i¢in bir bahane degildir. Calisanlarin saglar1 ve beden
temizligi de bizim i¢in ¢gok onemlidir. Kullandigimiz 6nliigiin siirekli degistirilmesi ve 6nltigiin altindaki kiyafetlerin
temiz olmasi ¢aliganlarin tam hijyeni agisindan 6nemlidir. Ayrica mutfakta yapilan her islem sonrasi uygulanmasi
gereken bazi kurallar vardir. Bu kurallar yine el temizligi ve bulasmanin engellenmesi agisindan ¢ok 6nemlidir.

Mutfakta takiya izin vermiyoruz. Ciinkii hem ¢alisan1 hem de hijyeni zedeleyen bir durum oldugunu diisiiniiyoruz.
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Ayrica mutfakta kullanilan terlik veya ayakkabinin da mutfaga uygun olmasi gerekir. A8 Sakal tirasi, sag bakimi ve
dus alinmis olmasi, el temizligi, kiyafet ve onliiklerin ve kullanilan terliklerin temizligi mutfaklarimizda uyulmasi
gereken kisisel hijyen kurallaridir. A4 Mutfak 6nliigliniin ve i¢ kiyafetlerin temiz olmasi, ellerin temiz ve bakimli
olmasi, erkekler i¢in sakal tiragimin her giin yapilmasi, sa¢ ve viicut temizligi uyulmasi gereken hijyen kurallaridir.
Taki olarak saatin bile mutfakta kullanilmamasi gerekir. A23 Personelin el hijyeni mutfakta en énemli husustur.
Ozellikle farkli yemek hazirliklarina gegerken gapraz bulasmay1 dnlemek igin el hijyenine énem veriyoruz. Ornegin;
etteki mikroorganizmalarla sebzedeki mikroorganizmalar ayni degildir ve bu da gidalarda farkli sorunlara yol
acabilir. Onliik degisimi ve eldiven kullanimi yine onemli unsurlardan bir tanesidir. Eldivenlerin de farkl

uygulamalarda degistirilmesine 6nem veriyoruz ve bunu saglamaya ¢alisiyoruz.

Aragtirmaya katilan sef as¢ilar mutfakta kisisel hijyeni belirli kurallarla sagladiklarini belirterek benzer ifadeler

kullanmaslardir.

Tablo 3. Otel isletmeleri Mutfaklarinda Kisisel Hijyeni Saglama Y6ntemleri

Otel isletmeleri mutfaklarinda kisisel hijyeni nasil saglarsiniz? F %
1 Yaptirimlar ve Toplantilar 23 100
2 Her alanda uygulanmasi zorunlu prosediirler 20 86,9
3 Yeterli ve gerekli kisisel hijyen malzemeleri saglama 20 86,9
4 Takip 20 86,9
5 Kontrol 19 82,6

“Otel isletmeleri mutfaklarinda ¢alisan personellere hijyenle ilgili yaptirimlariniz nelerdir?” sorusuna aragtirmaya
katilan ascilar; uygulanan yaptirimlar ve toplantilar, prosediirler, hijyen malzemeleri, takip ve kontrol seklinde cevap
vermislerdir. A3 Mutfakta uyguladigimiz bazi yaptirimlar (ceza da diyebiliriz) var. Mesela is bitiminden sonra 1 saat
daha fazladan caligmak veya her vardiya degisiminde toplant1 yaparken bunu sézel olarak belirtmek en etkili
yontemlerdendir. Bu birazda sefe gore degiskenlik gosterir. Mutfak prosediirleri, hijyen malzemeleri saglama ve
stirekli takip ve kontrol uyguladigimiz diger yaptirimlardir. A9 Caligsanlar siirekli takip ve kontrol etmek zorundayiz.
Ozellikle mutfakta hem miisterinin zarar gormemesi hem de bizim ruhsal olarak huzurlu olabilmemiz icin hijyen
konusuna ¢ok dnem veriyoruz. Ayrica hijyenin saglanmasi i¢in mutfakta yeterli hijyen malzemelerinin olup olmadigi
siirekli kontrol edilir ve eksikler hemen tamamlanir. Her toplantida kurallar siirekli yeniden hatirlatilir. Ozellikle
calisan sirkiilasyonu oldugu zaman organizasyon ve etkinliklerde hijyene daha da énem veririz. A6 Ise baslamadan
once yaptigimiz toplantilarda personelin kisisel hijyen kurallarina uyup uymadiklar1 hemen fark edilir. Ik énem
verdigimiz unsur hijyendir ve siirekli takip ve kontrol ederiz. Ciinkii ¢alisan bazen ¢ok temiz ve titiz goriinebiliyor.
Ancak lavabodan ¢iktiginda elini 6nliigiine silen veya dezenfektan kullanmayan bir ¢alisan1 mutfakta higbir sefin
isteyecegini diisiinmiiyorum. A18 Mutfakta uyulmasi gereken bazi prosediirler var. Ornegin; hangi renk tahta ve
hangi bigak hangi gidayla kullanilir, hangi ¢6p kutusu hangi atik igin kullanilir gibi hususlar mutfakta hijyen

saglamada 6nem verdigimiz konulardir.

Aragtirmaya katilan sef ag¢ilar, mutfak hijyeni konusunda belirli standartlarla bu isi sagladiklarini ve kisisel hijyen
konusunda daha dikkatli olmalar1 gerektigini vurgulamislardir. Bu sebeple yapilan her toplantida mutfakta kisisel

hijyen konusunu vurguladiklarini ve siirekli kontrol ettiklerini belirtmislerdir.
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Sef as¢ilar mutfak personelinin kisisel hijyen uygulamalar ile ilgili yaptinmlarii &diil ve ceza sistemi olarak
belirtmislerdir. A7Mutfaktaki en biiyiik yaptirim kisiyi yalniz birakmak olur. Ciinkii sadece kisisel hijyen degil, genel
olarak mutfaktaki prosediirlere uymayan kisiler toplantilarda konusulur ve ister istemez bu durum hem ¢aliganlar
arasinda bir dislanmaya hem de bizden kendilerini soyutlamaya neden olur. Daha sonra da kopmalar baslar. Bu
zamana kadar biiyiik bir sorun yasamadik ama mutfakta herkes birbirine bagli olmak zorundadir. Birinin yaptig1 hata
digerini de ilgilendirir. Herhangi bir saglik problemi, zehirlenme ve hastalik gibi durumlarda bunun nereden
kaynaklandigini tespit etmemiz ¢ok zordur. Dolayisiyla herkes birbirinin tamamlayicisidir ve birbirine baglidir. A20
En ¢ok kullandigimiz yaptirnm 6diil ve ceza sistemidir. Bir ¢alisan kisisel hijyen kurallarina uymuyor ise hijyen
egitimi almis olsa bile tekrar hijyen egitimine tabi tutulur. Yogun is temposunda tekrar buna zaman ayirmak insani
yorar ve kendini kot hissettirir. Bu durumu yasamamak i¢in daha 1limli hareket etmeye calisarak kontrolleri daha
sik yapryoruz. Boylelikle ¢ok fazla sorun yasanmiyor. Ayrica sakal tirasi ve onliigii havlu gibi kullanma olay1 her

toplant1 baglangicinda ana meselemiz olabiliyor.

Sef ascilar mutfakta hijyenle ilgili yaptirimlariin kati oldugunu, 6diil ve ceza sisteminin bu konuda en iyi yontem

oldugunu diisiinmektedirler.

Tablo 4. Otel Isletmeleri Mutfaklarinda Kisisel Hijyen ile ilgili Faaliyetler

Otel isletmeleri mutfaklarinda Kisisel hijyen ile ilgili (egitim, kurum toplantis1 vs) neler yapihyor? | F %
1 HACCP Egitimi 23 ] 100
2 Capraz Bulagma 21 910
3 Kurumsal (Genel Hijyen) Egitimi 21 1910

Sefler, otel isletmeleri mutfaklarinda kisisel hijyen ile ilgili isletmede uygulanan faaliyetleri HACCP, capraz
bulasma egitimi ve kurumsal egitimler olarak belirtmislerdir. A11 Rutin hijyen egitimlerimiz i¢inde kisisel hijyen
egitimleri de yer almaktadir. Hijyenle ilgili yapilan genel toplantilar genellikle 6 ayda bir yapilir. Bir de mutfakta her
yeni ¢aligana ise basladiginda mutfak sefleri tarafindan hijyen egitimi verilir. A10 Isletmemizde kisisel hijyen egitimi
genel hijyen egitimi ile birlikte veriliyor. Ayrica ¢apraz bulasma, isletme ici egitimler, HACCP gibi egitimlerimiz de
mevcut. Kisisel hijyeni cogunlukla mutfakta saglamaya calistyoruz. A18 Isletme iginde personele sefler tarafindan
verilen egitimler; mutfak alistirmalari, atiklarin kontrolii, baz1 mutfak ara¢ gereglerinin kullanimi gibi egitimlerdir.

Bunun disinda otel isletmesinin belli araliklarla sagladig: hijyen egitimleri de bulunmaktadir.

Bu arastirmada otel isletmeleri mutfaklarinda verilen egitimlerin belirli kurallar ¢er¢evesinde olmadig: fakat
uygulamak zorunda olduklar1 bazi hijyen egitimlerinin disinda otel igletmelerinin hijyenle ilgili genel toplantilarinin

oldugu belirtilmistir.

Sonug, Tartisma ve Oneriler

Otel isletmeleri toplu yemeklerin yapildigir ve tiiketildigi hizmet isletmeleridir. Yiyecek ve iceceklerdeki
mikroorganizmalar ve bakteriler insan yoluyla bulastiklar1 veya dagildiklar i¢in otel igletmeleri mutfaklarinda hijyen
onemli bir unsur olarak karsimiza ¢ikmaktadir. Cilinkii yiyeceklerin satin alinmasi, iiretimi, servisi ve depolanmasi
sirasinda yapilan hatalar gida zehirlenmelerine yol acabilmektedir. Bu durum miisteri memnuniyetinin birinci
derecede 6nemli oldugu otel isletmelerinde kotii reklama sebep olabilir (Sanlier ve Hussein, 2008, s.462). Otel
isletmelerinde yasanacak olumsuz bir durum ayni zamanda kar oranlarinda da diisiise neden olabilecektir.

Yiyeceklerin satin alinmasindan servisine kadarki zincirde gida hijyeninin saglanmas1 gerekmektedir. Bu siiregte
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calisan personelin kisisel hijyeni de dikkate alinmalidir. Bu sebeple arastirmada sef asc¢ilarin mutfak personelinin

kisisel hijyen uygulamalarimi nasil yonettiklerine dair 23 sef asciya 4 adet soru sorulmustur.

Aragtirma sonucunda otel isletmeleri mutfaklarinda kisisel hijyen uygulamalarinin; el ve tirnak hijyeni (eldiven
kullanimi), sakal tirasi, sa¢ bakimi, banyo, kiyafetlerin temizligi, kullanilan 6nliiglin temizligi, her islemden sonra
uygulanmasi gereken prosediirler, kolye taki vs. olmamasi, ayakkabi, terlik uygunlugu gibi 8 adet temadan olustugu
belirlenmistir. Diger ¢aligmalara baktigimizda; Aslan ve Cakiroglu (2004) yiyecek icecek hizmeti veren firmalarda
yaptiklar1 ¢aligmalarinda mutfak personelinin %80,3linlin 6nliik, %52,5’inin bone/kep, %44,3’iiniin eldiven,
%27,9’unun maske ve %21,3’iiniin galos kullandiklarini belirlemislerdir. Aslan (2005) yaptig1 arastirmada ise mutfak
personelinin ¢aligma giysilerini %58 oraninda ii¢ giinde bir degistirdigini ve %31,9’unun ise her giin temizledikleri

sonucuna ulasmuistir.

Arastirmada sef asgilar otel isletmeleri mutfaklarinda kisisel hijyeni; yaptirimlar ve toplantilar, her alanda
uygulanmasi zorunlu prosediirler, yeterli ve gerekli kisisel hijyen malzemeleri saglama, takip ve kontrol yaparak
sagladiklarmi belirtmislerdir. Aragtirmaya katilan sef as¢ilar otel isletmeleri mutfaklarinda hijyenle ilgili yaptirimlari,
0diil ve ceza sistemi olarak agiklamiglardir. Ayrica arastirmada sef ag¢ilar otel isletmeleri mutfaklarinda kisisel hijyen
ile ilgili HACCP egitimi, ¢apraz bulasma egitimi ve genel hijyen egitimi verildigini belirtmislerdir. Yapilan diger
calismalarda Kayali (2013) toplu beslenme verilen kurumlarda hijyen egitimi alan personelin daha bilingli davrandigi
sonucuna ulagmistir. Ayrica Demirel’in (2009) yaptigi ¢alismada, sektorde hijyen egitimi alan personelin ig tatminini

ve beklentisini arttirdig1 sonucuna ulagilmigtir.

Mutfak personelinin kisisel hijyeni saglamasi ve arttirmasi i¢in mutfaklar diizenli olarak dezenfekte edilmelidir.
Mutfak personeli mutlaka ise baslamadan once takilarini ¢ikarmali, el hijyenine 6nem vermeli, {iniforma ve onliik
kullanimina dikkat etmelidir. Ayrica her islemden sonra mutlaka eldiven degistirilmeli ve eller dezenfekte
edilmelidir. Yapilan ¢alismada otel isletmeleri mutfaklarinda verilen hijyen egitiminin diizenli araliklarla yapilmadig1
tespit edilmistir. Hijyen egitimleri diizenli olarak yapilmali ve bu egitimlerin kontrolleri saglanmalidir. Ayrica otel
isletmeleri mutfaklarina kisisel hijyen standartlar getirilebilir. Isgéren alimlarinda hijyen egitimi alan personeller

secilerek otel mutfaklarinda kisisel hijyen standartlar yiikseltilebilir.

KAYNAKCA

Aktas, N., Cebirbay, M. A. & Hakli, G. (2008). Otellerde ¢alisan yiyecek-igecek personelinin hijyen uygulamalari
ve hijyen bilgi diizeylerinin belirlenmesi, Saglik ve Toplum, 18 (3-4), 51-56.

Aslan, S. & Cakiroglu, P. (2004). Ascilarin besin giivenligi konusundaki bilgileri ve bu konuda verilecek egitimin
bilgi diizeylerine etkisinin incelenmesi, Mesleki Egitim Dergisi, 6(11), 134-149.

Aslan, S.(2005). HACCP ve I1SO 9001 Kalite Belgesi catering firmalari ile diger firmalarin gida giivenligi mevcut
durumlarimin karsilastirilmast ve personel egitiminin test edilmesi (Yiiksek Lisans Tezi). Gazi Universitesi

Egitim Bilimleri Enstitiisii Aile Ekonomisi ve Beslenme Ana Bilim Dali, Ankara.

Atasever, M.(2000). Besin isyerlerinde: hijyen, besinlerin hazirlanmasi ve muhafazasi, Yiiziincii Yil Universitesi

Veteriner Fakiiltesi Dergisi, 117-122.

1796



Kemer, E. & Etyemez, S. JOTAGS, 2020, 8(3)

Babiir, T. E. (2007). Mugla’da ki birinci sinif tatil kéylerinde ¢alisan mutfak personelinin aldiklar: hizmet i¢i egitimi
ve mutfak hijyen durumunun degerlendirilmesi (Yiksek Lisans Tezi), Selguk Universitesi Sosyal Bilimler

Enstitiisii, Konya.

Basg, M. & Saglam, F. (1997). Otel beslenme servis personelinin kisisel ve ¢evre hijyen bilgisinin 6l¢iilmesi, Beslenme
ve Diyet Dergisi, 26(1), 28-32.

Bas, M., Ersun, A. S. & Kivang, G. (2006). The evaluation of food hygiene knowledge, attitudes, and practices of
food handlers’ in food businesses in Turkey, Food Control, 17(4), 317-322.

Bilici, S. (2008). Toplu beslenme sistemleri ¢alisanlari i¢in hijyen el kitabi. Ankara: Klasmat Matbaacilik.
Bulduk, S. (2007). Gida ve personel hijyeni. (3. Baski) Ankara: Detay Yaymcilik.

Can, S. (2008). Kiiciik dlgekli otel isletmelerinin mutfak departmanlarinda ¢alisan personelin hijyen ve sanitasyon
aliskanhiklar: (Erdek yoresinde bir uygulama) (Yiiksek Lisans Tezi), Balikesir Universitesi Sosyal Bilimler

Enstitiisti, Balikesir.

Czarniecka-Skubina, E. & Skwierczynski, S. (2007). Examination of hygiene knowledge of personnel employed in

hotel catering establishments, Polish Journal of Food and Nutrition Sciences, 57(4A), 95-99.

Darko, S., Mills-Robertson, F. C. & Wireko-Manu, F. D. (2015). Evaluation of some hotel kitchen staff on their
knowledge on food safety and kitchen hygiene in the Kumasi Metropolis, International Food Research Journal,
22(6): 2664-26609.

Demirel, S. (2009). Hazir yemek iiretimi yapan isletmelerde ¢alisanlarin hijyenbilgi diizeylerinin belirlenmesi

(Yiiksek Lisans) Tezi Namik Kemal Universitesi Fen Bilimleri Enstitiisii, Tekirdag.

Demirtas, N. (2010). Agirlama hizmetleri béliimii 6n biiro yonetimi. Ankara: Ankara Universitesi Uzaktan Egitim

Yaynlart.

Eren, R., Nebioglu, O. & Sik, A. (2017). Otel isletmeleri mutfak calisanlarmin gida giivenligi konusunda bilgi
diizeyleri: Alanya Ornegi, Disiplinleraras: Akademik Turizm Dergisi, 1(2), 47-64.

Giritlioglu, I. & Kizilcik, O. (2016). Turizme hizmet sunan pastane isletmelerinde calisan dondurma iiretim
personelinin hijyen ve gida glivenligine iliskin bilgi ve uygulama diizeyi tizerine bir arastirma, Mehmet Akif Ersoy

Universitesi Sosyal Bilimler Enstitiisii Dergisi, 8(15), 301-319.

Kabacik, M. (2013). Dért ve bes yildizli otel mutfaklarinda ¢alisan mutfak personelinin gida giivenligi konusunda
bilgi diizeylerinin saptanmasi, ODU Sosyal Bilimler Arastirmalart Dergisi, 4(7), 112-120.

Kayaly, F. (2013). Toplu beslenme hizmeti veren bir kurum mutfagi ve personelinin hijven yoniinde degerlendirilmesi
ve beslenme durumlarinin saptanmasi (Yiksek Lisans Tezi). Hacettepe Universitesi, Saglik Bilimleri Enstitiisii,

Beslenme ve Diyetetik ABD, Ankara.

Kinaci, B. & Cetiner, H. (2013). Gaziantep’te dort ve bes yildizli otellerin restoranlarinda ¢alisan personelin kisisel

hijyen uygulamalar1 iizerine bir alan arastirmasi, Journal of Tourism and Gastronomy Studies 1(1), 21-28.

Marriott, N.G. (1999). Principles of food sanitation. (4th Ed).Maryland: An Aspen Publication.

1797



Kemer, E. & Etyemez, S. JOTAGS, 2020, 8(3)

Mapelu, 1.C. & Onyango, D. (2018). The role of personal and premises hygiene in the assuage of food safety in
selected hotels within Eldoret town, 15.06.2020 tarihinde
https://suplus.strathmore.edu/bitstream/handle/11071/6743/ACST.2018.2.pdf?sequence=1&isAllowed=y

sayfasindan erigilmistir.

Ozen, M. & Kocaman, E. (2018). Bir egitim hastanesine saghik raporu almak icin basvuran turizm sektorii
calisanlarinin  hijyen egitimi durumlarmin, hijyen bilgi diizeylerinin ve portdr testi sonuglarmin

degerlendirilmesi, Smyrna Tip Dergisi, 1, 11-19.

Rebougas, L. T., Santiago,L. B., Martins, L. S., Rios Menezes, A. C., Aratjo,M. d. P. N. & Almeida, R. C. d. C.
(2017). Food safety knowledge and practices of food handlers, head chefs and managers in hotels' restaurants of
Salvador, Brazil, Food Control, 73, 372-381.

Sargin, Y. (2005). Ankara’daki dort ve bes yildizli otellerde ¢calisan yiyecek ve icecek personelinin hijyen bilgileri ve

uygulamalarimin incelenmesi (Yiiksek Lisans Tezi), Ankara Universitesi Fen Bilimleri Enstitiisii, Ankara.

Sezgin, E. Koksal & Unliiénen, K. (2011), Mutfak personelinin hizmet i¢i egitiminin drgiitsel baglilik ve is tatminine

etkisi {izerine bir uygulama, Isletme Arastirmalar: Dergisi, 3(2), 3-16.

Sahin, O. (2005). Servis personeli ve kisisel hijyen, sozlii sunum metni ORGEF, Yiyecek - Icecek, Gastronomi
Ekipmanlart Fuari, 24 Mart 2005, Marmaris-Mugla.

Sanlier, N. & Hussein, A. T. (2008). Yiyecek-icecek hizmeti veren otel mutfaklar1 ve personelinin hijyen yoniinden

degerlendirilmesi: Ankara ili 6rnegi, Kastamonu Egitim Dergisi, 16(2), 461-468.

T.C. Kiltir ve Turizm Bakanhigi. (2020, Haziran), Turizm Tesisleri, 15 Haziran 2020 tarihinde
https:/fyigm.ktb.gov.tr/TR-9579/turizm-tesisleri.html sayfasindan erisilmistir.

Tiirk Dil Kurumu Soézliikkleri. (2020, Subat). Gilincel Tirk¢e Soézlik (Hijyen). 25 Subat 2020 tarihinde

https://sozluk.gov.tr/ sayfasindan erigilmigtir.

Ural, D. (2007). Konaklama isletmelerinde ¢alisan personelin kisisel hijyen bilgileri ve uygulamalari iizerine bir

arastirma (Yiiksek Lisans Tezi). Gazi Universitesi Egitim Bilimleri Enstitiisii, Ankara.

Uzungakmak T. (2012). Ergenlerde 6z bakim egitiminin 6z bakim giiciine etkisi (Yiiksek Lisans Tezi). Erciyes

Universitesi Saglik Bilimleri Enstitiisii, Kayseri.

Unliiénen, K. & Comert, M. (2013). Otel isletmeleri mutfak calisanlarmnin personel hijyeni bilgi diizeylerinin

belirlenmesi, Journal of Tourism and Gastronomy Studies 1(1), 3-12.

Yildirim, E. (2014). Konaklama isletmelerinde mutfak ve servis personelinin is tatmini ile kisisel hijyen bilgi ve

uygulamalart (Yiiksek Lisans Tezi). Gazi Universitesi Egitim Bilimleri Enstitiisii, Ankara.
Yildirim, A. & Simsek, H. (2016). Sosyal bilimlerde nitel arastirma yéntemleri. Ankara: Segkin Yayincilik.
Yumurtug, S. (1988). Halk saglig: ders kitabi. Ankara: Ankara Universitesi Eczacilik Fakiiltesi Yaymnlar1.

Yoldascan, E. (2015). Kisisel hijyen ve el hijyeni, I¢inde: Cukurova Universitesi gida ¢calisanlart hijyen egitimi
rehberi 20.03.2020

1798



Kemer, E. & Etyemez, S. JOTAGS, 2020, 8(3)

tarihinde(http://cisam.cu.edu.tr/eng/Belgeler/G%C4%B1da%20%C3%87al%C4%B1%C5%9Fanlar%C4%B1
%20H1jyen%20E%C4%9Fitimi%20Rehberi.pdf- sayfasindan erisilmistir.

1799


http://cisam.cu.edu.tr/eng/Belgeler/G%C4%B1da%20%C3%87al%C4%B1%C5%9Fanlar%C4%B1%20Hijyen%20E%C4%9Fitimi%20Rehberi.pdf-%20Erişim
http://cisam.cu.edu.tr/eng/Belgeler/G%C4%B1da%20%C3%87al%C4%B1%C5%9Fanlar%C4%B1%20Hijyen%20E%C4%9Fitimi%20Rehberi.pdf-%20Erişim

Kemer, E. & Etyemez, S. JOTAGS, 2020, 8(3)
A Qualitative Study on Personal Hygiene Practices in Hotel Kitchens (Example of Nevsehir Province)
Ebru KEMER
Hatay Mustafa Kemal University, School of Tourism management and Hotel, Hatay /Turkey
Senem ETYEMEZ
Hatay Mustafa Kemal University, School of Tourism management and Hotel, Hatay /Turkey
Extensive Summary

The concept of hygiene meaning “being strong and healthy” in dictionary entered into medical literature from
Greek mythology. Hygiea, daughter of Aesculapius who is known as the God of health in mythology is a goddess
and protects the health. Thus, this science that strives for protection of health all over the world is named as “Hygiene”
(Yumurtug, 1988). Turkish Language Association (TDK) defines the concept of hygiene as “practices to be
performed for being protected from environments which will give harm on health and the whole cleaning measures
taken” (Tiirk Dil Kurumu Sozliikleri, 2020).

The personal hygiene is expressed as the personal care practices applied for the protection and continuation of
individual health. (Uzungakmak, 2012). The personal hygiene covers subjects such as hand and body cleaning,
selection of the proper work uniforms to be worn while working (apron, gloves, mask, cap, etc.), cleaning of clothes
and general health of staff (Bilici, 2008, s.18).

In tourism sector which has labor-intensive nature, simultaneous realization of the production and consumption
leads to the inter-staff interactions and interactions between guest-staff to occur intensively. This interaction is of a
particular importance in regard to cleaning and hygiene as much as in the personal behaviors (Demirtag, 2010, s.
265). One of the most important services offered in hospitality businesses is food and beverage services. Any
disruption likely to be experienced in the hygiene and sanitation matters for any food and beverage business may
lead to vital problems. For this reason, these businesses should build an excellent system in hygiene and sanitation
aspects (Sahin, 2005, s. 2).

Staff working in food and beverage businesses have some hygiene responsibilities. These responsibilites can be
listed as: following personal hygiene rules, adequate and balanced nutrition, washing hands regularly during work
(such as after using the toilet, after touching the money), taking care of physical health and cleanliness, notifying the
business officials about the health problems in a timely manner, not smoking at work and not touching the tools and

equipment used with bare hands (Marriott, 1999, p.71).

The aim of this research is to determine how the chef cooks working in the kitchens of hotel businesses manage
the personal hygiene of the kitchen staff. Providing the personal hygiene in kitchens called as the “heart” of the food
and beverage businesses (Sezgin and Unliiénen, s. 2011: 3) is of critical importance. The hygienic problems of the
kitchen staff may directly reflect to guests. Thus, the question asking how the chef cooks working in the kitchen of
hotel businesses manage the personal hygiene of the staff in the departments they are responsible for, is the main

problem of the research. The other research questions are as follows:

e What comes to your mind when you hear the personal hygiene concept in hotel businesses?
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e How do you provide the personal hygiene in kitchens of hotel businesses?
e What are your sanctions applied on staff working in kitchens of hotel businesses related with the hygiene?

e What do you attach importance in regard to personal hygiene in kitchens of hotel businesses? For this, are
instructional and directive activities performed in the hotel business where you work like training, corporate

meeting?

The chef cooks working in kitchen department of 4 and 5-star hotel businesses located in Nevsehir province
constitute the population of the research. In order to collect in-depth information in the research, maximum diversity
sampling, which is used in qualitative research methods, was used. The sample of the research consists of all 23 chef

chefs working in 4 and 5 star hotel businesses operating in Nevsehir, which agreed to participate in the research.

It was determined at the end of the research that the personal hygiene concept in the kitchens of hotel businesses
is consisted of 8 themes; hand and nail hygiene (use of gloves), beard shaving, hair care, having shower, cleaning of
clothes and aprons, procedures to be applied after every process, not wearing necklace, jewelry, etc., conformity of
shoes and slippers. Once we examine the other studies; Aslan and Cakiroglu (2004) found in their study conducted
in companies giving food and beverage service that 80.3% of the kitchen staff used apron, 52.5% bonnet/cap, 44.3%
gloves, 27.9% mask and 21.3% overshoes. Aslan (2005) concluded in his study that 58% of the kitchen staff change

their uniforms every three days and 31.9% clean their uniforms every day.

The chef cooks participating into the research stated that they provide the personal hygiene of the kitchen staff
through sanctions and meetings, procedures to be applied after every process, adequate and necessary personal
hygiene materials, tracking and controlling. Chef cooks who participated in the research explained sanctions related
to hygiene in the hotel business kitchens as a reward and punishment system. In addition, in the research, chief cooks
stated that HACCP training, cross-contamination training and general hygiene training related to personal hygiene
were provided in hotel kitchens. In other studies, Kayali (2013) concluded that the staff who receive hygiene
education in institutions providing mass nutrition act more consciously. In addition, in the study of Demirel (2009),
it was concluded that the staff who received hygiene education in the sector increased their job satisfaction and

expectation.

Kitchens should be regularly disinfected so that the kitchen staff can maintain and increase personal hygiene.
Kitchen staff must take off their jewelry, pay attention to hand hygiene, and pay attention to the use of uniforms and
aprons before starting work. In addition, gloves should be changed after each procedure and hands should be
disinfected. In the study, it has been determined that the hygiene education given in the kitchens of the hotel
enterprises is not performed regularly. Hygiene trainings should be held regularly and their control should be ensured.
In addition, personal hygiene standards can be brought to the kitchens of hotel establishments. Personal hygiene

standards can be raised in hotel kitchens by selecting staff who receive hygiene training in employee selection.
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GIRIS

Bireyler aras1 iliskilerde ve grup davraniglarinda giiven kavrammin olusturdugu etkinin bir bagka kavram
tarafindan olusturulmasi miimkiin degildir (Hosmer, 1995). Cok sayida bireyin ortak bir amaci gergeklestirmek i¢in
bir araya geldigi orgiit ortaminda, belirlenen amag¢ ve hedeflerin gergeklestirilmesi siiphesiz is birligi ya da ekip
calismasimi gerekli kilmaktadir. Bu is birligi ve ekip c¢aligmasinin insa edilmesinde giiven baglayicilik roliinii
iistlenmektedir (Tan & Tan, 2000). Ozellikle hizmet sektoriinde faaliyet gdsteren isletmelerde, ¢alisan bireyler igin
giiven ortammn olusturulmasi ve siirdiiriilmesi yiiksek performansi dogrudan etkileyen bir husustur. Orgiit
ortaminda uygulanmak istenen degisimin kolayca uygulanmasinda, ¢alisanlarin 6rgiit i¢i yeniliklere acik olmasinda,
verimliligi ylikseltme ve daha fazla kar elde etme olanag1 saglayacak fikir ve onerilerin gelistirilmesinde, ytliksek
seviyede karsilikli giiven duygusunun olusturulmasi son derece etkilidir (Costigan, liter & Berman, 1998). Agirlama
sektoriinde calisanlarin yonetime olan giiven duygusu onlarin is ve orgiitle alakali tutum ve davraniglarini 6nemli
Olciide etkilemektedir. Calisanlarin giiven diizeyleri is tatmini (Bogan & Dedeoglu, 2017), ise gomiilme (Afsar,
Shahjehan & Shah, 2018), ¢alisan memnuniyeti (Chathoth, Mak, Jauhari & Manaktola, 2007), isten ayrilma niyeti
(Akgiindiiz & Cin, 2015), orgiitsel baglilik (Demir, 2011), ise adanmislik (Hsieh & Wang, 2015) ve orgiitsel
vatandaslik davranist (Qiu, Alizadeh, Dooley & Zhang, 2019) gibi turizm ve agirlama sektoriinde kritik 6neme sahip

kavramlar lizerine etkilidir.

Calisanlarin yonetime olan giiven duygusu her ne kadar belirtilen kritik kavramlar iizerine etkili oldugu ortaya
konulmus olsa da giivenin ¢alisan sadakati {izerine etkisine dair ¢ok kisith sayida ¢alisma mevcuttur. Turizm ve
agirlama sektoriinde tutum ve davranigla alakali boyutlardan olusan sadakat kavrami ¢gogunlukla miisteri kapsaminda
incelenmistir (Yao, Qiu & Wei, 2019; Dedeoglu, 2019). Ancak calisanlar i¢ miisteri olarak degerlendirildiginde,
yiiksek iggiicti devir oraninin oldugu agirlama sektoriinde (Brown, Thomas & Bosselman, 2015) ¢alisanlarin orgiite
olan sadakat diizeylerinin belirlenmesi oldukg¢a 6nemli sonuglar ortaya koyacaktir (Yao vd., 2019). Mevcut ¢alismada
yonetime giliven ve calisan sadakati iligkisi sosyal miibadele teorisine (Blau, 1964) temellendirilmistir. Bir diger
onemli husus, otel isletmelerinde farkli yonetim kademeleri yer almasindan dolay1, ¢alisanlarin amir ya da yonetici
olarak degerlendirdigi kisinin arastirmalarda belirtilmesi elzemdir (Dirks & Ferrin, 2002; Mayer & Gavin, 2005;
Fulmer & Gelfand, 2012; Bogan & Dedeoglu, 2017). Bir resepsiyon goérevlisinin yonetici olarak degerlendirebilecegi
sefi (alt kademe yonetici), departman miidiirii (orta kademe yonetici), genel miidiir (iist kademe yonetici) gibi taraflar
vardir. Calisanlarin farkli yonetim seviyelerinde yer alan taraflara olan giiven duygusu birbirinden farklilik
gosterecektir (Dirks & Ferrin, 2002). Mevcut ¢alismada yonetim kademesi olarak, ¢alisanlarin giinlitk mesailerinde
daha fazla etkilesim halinde olduklar sef ve departman miidiirii ele alinmistir. Bu dogrultuda, bu ¢aligmanin amact

yoneticilere olan giiven duygusunun (biligsel ve duygusal giiven) ¢alisan sadakati iizerine etkisini ortaya koymaktir.

Yukarida belirtilen hususlar goz oniine alindiginda mevcut ¢alismanin turizm ve agirlama literatiiriine birkag
noktada katki saglayacag diisiiniilmektedir. ik olarak, galisanlarm ydnetime olan duygusunu her ne kadar farkli
pozitif ¢alisan tutum ve davraniglar ile iligskilendirilmis olsa da turizme ve agirlama sektoriinde yonetime giivenin
calisan sadakati tlizerine etkisini inceleyen ¢alisma sayist yok denecek kadar azdir. Mevcut ¢alismanin bu boslugu
dolduracag: diisiiniilmektedir. Ikinci olarak, yapilan ampirik ¢alismalar incelendiginde ydnetime giivenin cogunlukla
tek boyutlu 6l¢iildiigii goriilmektedir. Mevcut ¢alisma yonetime giiven kavramini biligsel ve duygusal boyutlarda ele

alarak bu boyutlarin ¢alisan sadakatine tizerine etkisini arastirmasi nedeniyle daha derin bulgular ortaya koymaktadir.
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Son olarak, otel isletmelerinde farkli yonetim kademeleri mevcuttur. Mevcut ¢alisma, calisanlarin daha fazla
etkilesim halinde oldugu sef ve departman miidiirlerine olan biligsel ve duygusal giiven diizeylerinin ¢alisan sadakati

iizerine etkisini aragtirarak daha net bulgular ortaya koymaktadir.
Literatiir Taramasi ve Hipotezlerin Gelistirilmesi
Yoneticiye Giiven

Gliven kavramimin farkli bilim dallarinda kisilerarasi iliskilerin olusturulmasi ve siirdiiriilmesinde 6nemli rol
oynadig1 belirtilmektedir. Ancak giiven ele alindig: alt bilim dalina gére farkli sekillerde tammlanmstir. Ornegin
sosyologlar giiveni toplumsal baglamda, psikologlar kisilerarasi iliski baglaminda, ekonomistler ise giiveni kurumsal
olarak ele almislardir (Lewicki & Bunker, 1996). Hosmer (1995, s. 380) giiven kavramini, “bir kisinin bir bagka
kisiye veya bir grubun bir baska gruba yonelik karsilikli iliskilerinde ahlaki anlamda uygun davranig beklentisi”
seklinde tanimlamistir. Bagka bir tanimda ise giiven, kisilerin baskalar1 adina besledigi olumlu duyguya sahip olmasi

ve bu duygu cercevesinde atacagi adimlarda hassas davranmasi olarak ifade edilmistir. (Wech, 2002, s. 354).

Orgiitsel giiven ise giivene paralel bir sekilde literatiirde farkl sekillerde tanimlanmistir. Buna gére Mishra (1996,
s. 5) orgiitsel giiveni “kisilerarasi etkilesimde bir kisinin kars1 taraf hakkinda yetkili, agik, inanilir oldugu inancina
gbre savunmasiz olma durumu” seklinde tanimlamigtir. Bir diger tanimda, c¢alisanlarin orgiitte dayanigmalari,
iliskileri, rolleri hakkinda niyetlerinin olumlu beklenti iginde olmasidir (Shockley-Zalabak, Ellis & Winograd, 2000,
s. 37). Baska bir tanimda ise, yoneticinin ve igletme sahibinin diiriist ve inanilir olacagina ve daha 6nceden belirttikleri
sekilde davranilacagina calisanlarinin giivenme egilimidir (Gilbert & Tang, 1998, s. 321). Orgiit cercevesinde giiven,
gorev duygusu ile hareket eden tiim calisanlarin sorumlu ve istekli sekilde risk alma beklentisi olarak

tanimlanmaktadir (Lewis & Weigert, 1985).

Tlgili literatiir incelendiginde, 6rgiitsel giiven kavraminin ¢ok boyutlu oldugu gériilmektedir. Ornegin, yoneticiye
giiven, ¢aligma arkadaglaria giliven ve orgiite giiven (Tan & Tan, 2000; Tan & Lim, 2009). Bunun yaninda Fox
(1974) orgiitsel giiven kavramim yatay ve dikey giiven olarak boyutlandirilmistir. Yatay giiven, ayn1 kademede olan
ya da ayni gorevi ustlenen caliganlar arasinda olan giivendir. Buna karsin dikey giiven ise calisanlarin sefine,
midiriine ya da orgiite olan giivenidir (McCauley & Kuhnert, 1992; Costigan vd., 1998). Lewis ve Weigert (1985)
kisileraras1 giiven kavramim bilissel ve duygusal olarak iki boyutta incelemistir. Insanlar kime sayg1 duyacagini ve
hangi sartlar altinda bu kisilere giiven duyacagini belirlerken makul nedenler ortaya koymaktadir. Kisinin sahip
oldugu bilgi, tecriibe ve beceri diizeyi bilissel giiven icin temel teskil etmektedir. Duygusal giivende ise, taraflar
arasinda duygusal baglar yer almaktadir. Bu baglarin giiclii bir yapida olmasi duygusal gilivenin kurulmasi i¢in
oldukgea etkilidir (McAllister, 1995). Mevcut ¢alismada yonetime giiven kavram, biligsel ve duygusal boyutlarda ele

almmustir.
Orgiitsel Sadakat

Calisan sadakati Orgiit basarisi i¢in kritik 6neme sahiptir (Reichheld, 1996). Bu ¢ercevede calisan sadakatini
artirmay1 tegvik eden kuruluslar i¢in yiiksek niteliklere ve {ist diizey performansa sahip galisanlar1 ¢gekmek ve tutmak
¢ok onemlidir (Matzler & Renzl, 2006). Sadakat kavrami, birisine veya bir seye tam ve siirekli destek vermek olarak
tanimlanmaktadir. Genel anlamda sadakat, samimi, kalici dostluk, bagllik, duygularda gii¢ ve dogruluk anlamidadir

(Kog, 2009). Baska bir tanimlamada ise, kisinin bir iligkinin her iki tarafinin da gorev yiikiimliiliikleri ile yiiklenen
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alternatifler karsisinda 6zveri igeren iki taraf arasindaki kalic1 bagliligi gosteren karsilikli beklentileri yerine getirdigi
algisi olarak ifade edilmektedir (Hart & Thompson, 2007). Orgiitsel sadakat, calisanin kendi ¢ikarlarina ters diisse
dahi isletmede kalma ve gereken 6zveriyi saglama ile alakali bir kavramdir (Greenhaus, Parasuraman & Wormley,
1990). Calisan sadakati ¢alisanin isletmeye, kurulus amagclarina, hedeflere ve degerlere bagliligiyla ilgilidir (Chen,
Chen, Tsui & Chiang, 2016). Bu ¢ergevede orgiitsel sadakat, kisinin kendi ¢ikarlarindan ziyade bagli oldugu orgiitiin
cikarlarimi arttirmayi ve aidiyet gostermeyi gerektiren davranislar olarak ifade edilmektedir (Uygur & Kog, 2010).

Calisan sadakati ile 6rgiitsel baglilik kavramlari birbirleri ile yiiksek iligki i¢erisinde olan ancak kapsam itibariyle
farkli kavramlardir. Yang, Wan ve Fu (2012)’ye gore, isyerine olan baglilik kavrami ¢alisan sadakatinden 6nce gelen
bir kavramdir. Bir diger ifadeyle, igsyerine baglilik duygusu yiiksek olmayan bir ¢alisandan sadakati yansitan tutum
ve davraniglar beklemek pek de olasi degildir. Dolayisiyla baglilik, sadakatin temel belirleyicilerindendir (Yao vd.,
2019). Calisan sadakati ile yakin iliski icerisinde olan bir diger kavram orgiitsel 6zdeslesmedir. Orgiitsel 6zdeslesme,
bir ¢alisanin orgiitle algiladig bir ya da ayni olma durumunu ifade eder. Orgiitle yiiksek dzdeslesen calisanlar,
oOrgiitiin basarisint ya da basarisizligini kendisininmis gibi diisiiniir (Riketta, 2005). Sadakat bunu bir adim 6teye
tasiy1p, bu basariy1 pekistirme ya da basarisizlig1 ortadan kaldirma i¢in ¢aba sarf etmeyi gerekli kilar. Calisan sadakati
kavraminda isyerine yonelik pozitif bir tutum ya da davranis s6z konusudur. Ancak c¢alisanin kendi kimligi ile isyeri

kimligi birbirinden bagimsizdir (Ashforth, Harrison & Corley, 2008).

Orgiitsel sadakat, drgiit bireylerinin ve ydneticilerin drgiit icin duygusal durumlarimin bir biitiinliik saglayacak
sekilde bagliligi olarak goriilmektedir. Sadakatle galisan bireyler digerlerini tesvik etmekte ve Orgiit yararina olan
islerde ekstra gayret gostermektedirler (Acar, 2006). Calisan sadakati, kiginin ¢aligtigi isletmeden gurur duymasi,
isletmeye karst yapilan olumsuz degerlendirmeler konusunda isletmeyi savunmaya ge¢cmesini ve isletmeden bir
biitiin olarak sikayet¢i olmamay1 kapsamaktadir (Niehoff, Moorman, Blakely & Fuller, 2001). Kisi sadakat duydugu
organizasyonun ilkelerine sartsiz inanmakta ve bu inang geregi sorgulama yapmadan aidiyet duymaktadir. Bu
baglamda orgiitsel sadakat aidiyet ve giiven duygularni icermektedir (Ceylan & Ozbal, 2008). Son olarak, calisan
sadakati miisterilere yiiksek kalitede hizmet sunumunu saglamakta ve bu durum uzun dénemde karlilik ve basariy1

getirecek miisteri sadakatinin saglanmasinda kritik 6neme sahiptir (Silvestro, 2002).
Yéneticiye Giivenin Orgiitsel Sadakat Uzerine Etkisi

Yonetime giiven ile calisan sadakati arasindaki iligki sosyal miibadele teorisine temellendirilebilir (Blau, 1964).
Bu teorinin en temel ilkelerinden birisi miitekabiliyettir. Buna gore, bir taraf diger bir taraftan fayda elde etmesi ya
da fayda elde edecegini diisiinmesi halinde kars1 tarafa elde ettigi ya da edecegi faydaya karsilik olarak olumlu geri
doniis saglar (Molm, Collett, & Schaefer, 2007). Giiven kavraminin temelinde, bireyin bagka bir birey ya da gruptan
fayda elde edecegine ya da zarar gormeyecegine dair pozitif beklentisi yer almaktadir (Rotter, 1967). Bunun yaninda
karsilikli giiveni siirdiirme ya da sosyal miibadeleyi devam ettirme adina taraflarin pozitif anlamda birbirlerine
yatirim yapmalar1 gerekmektedir (Yuen, Wang, Wong & Zhou, 2018). Bu baglamda, mevcut ¢calismada c¢aliganlarin
yoneticiye giiven duymasi halinde igyerine olan sadakat diizeyinin artacagini sdylemek miimkiindiir. Bu kuramsal
temellerin yaninda Becker (1992) yonetime olan baglilik ve ¢aligma gruplarina olan baglilig1 is tatmini ve calisan
sadakatinin 6nemli 6nciilleri olarak kabul etmektedir. Ineson ve Berechet (2011) ¢alisanlarin yonetime olan saygi
duygusu ve isletmeden gurur duymalariin ¢alisanlarin isletmede kalmalarmi etkileyen 6nemli faktorler oldugunu

ortaya koymuslardir. Yao ve arkadaglar1 (2019) giiven duygusunun orgiitsel bagliligi arttirdigini ve orgiitsel bagliligin
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calisanlarin tutum ve davranigsal anlamda sadakat diizeylerini pozitif etkiledigini belirlemistir. Matzler ve Renzl
(2006) yonetime olan giivenin ¢alisan memnuniyetini pozitif etkiledigi, ¢alisan memnuniyetinin ise ¢caligan sadakatini
pozitif bir sekilde etkiledigini belirlemislerdir. Yapilan arastirmalar neticesinde, giiven ve ¢alisan sadakati arasindaki
dogrudan iligkiyi inceleyen ¢alismaya rastlanmamigtir. Ancak agirlama sektoriinde miisteri giiveni ve miisteri
sadakati arasindaki iliski yapilan ampirik ¢aligmalarca desteklenmistir (Martinez & del Bosque, 2013; Martinez,
2015; Jin, Line & Merkebu, 2016; Rather & Hollebeek, 2019). Mevcut ¢alismada, yénetime giiven kavrami bilissel
ve duygusal olmak iizere iki boyutta ele alinmistir. Daha 6nceden ¢aligmanin giris boliimiinde belirtildigi gibi, otel
isletmelerinde farkli yonetim kademeleri yer almasindan dolay:1 ¢alisanlarin yonetici olarak degerlendirebilecegi
farkli yoneticiler vardir. Bu ¢alismada ¢alisanlarin en fazla iletisim halinde oldugu sefleri ve departman yoneticilerine
olan giiven duygular1 incelenmistir. Calisanlarin departman miidiirlerine kiyasla sefleri ile daha yogun iletisimde
olmalar1 nedeniyle, ¢alisanlarin seflerine olan giiven duygularinin sadakat iizerinde daha giiglii bir etki olusturmasi

beklenmektedir. Bu noktada asagida yer alan hipotezler kurulabilir.

Hian: Calisanlarin departman miidiirlerine olan bilissel (a) ve duygusal (b) giiven duygusunun sadakat {izerine pozitif

bir etkisi vardir.

Haap: Calisanlarin seflerine olan bilissel (a) ve duygusal (b) giiven duygusunun sadakat {izerine pozitif bir etkisi

vardir.

Has: Caligsanlarin seflerine olan giiven duygusu departman miidiirlerine olan giiven duygusuna gore sadakat lizerinde

daha gii¢lii bir etki olusturmaktadir.

Yontem

Veri Toplama Araci

Calismanin verileri anket yardimiyla toplanmistir. Anket, dort boliimden olusmaktadir. Birinci bdliimde,
katilimcilara arastirmanin amaci, elde edilen verilerin bilimsel amach kullanilacagi ve katilimcilarin isimlerine yer
verilmeyecegi ve sorular arasinda dogru ve yanlis cevabin olmadigina dair ifadeler yer almaktadir. Bu bilgilerin
verilmesinin temel nedeni, katilimcilarin ifadelere cevap verirken herhangi bir kaygi igerisinde olmamasini
saglamaktir. Podsakoff, MacKenzie ve Podsakoff (2012)’e gore, bu bilgilendirmelerin yapilmasi katilimeilarin
cevaplarinda yanlili§1 azaltmak i¢in oldukga etkilidir. Anketin ikinci boliimiinde, sefe yonelik biligsel (6 ifade) ve
duygusal (5 ifade) giiveni Olgen ifadelere yer verilmistir. Anketin ligiincii boliimiinde ise, departman midiiriine
yonelik bilissel ve duygusal giiven ifadeleri yer almaktadir. Caliganlarin amirlerine olan giiven diizeyini 6lgmek igin
McAllister (1995) tarafindan gelistirilen 11 ifadeli 6l¢ek kullanilmistir. Calisan sadakatini 6lgmek i¢in Matzler ve
Renzl (2006)’1n ¢alismasinda kullandig: 5 ifadeli 6l¢lim aracindan yararlanilmistir. Bu ifadelere ek olarak, sadakatin
o6nemli bir boyutu olusturan tavsiye kavramini i¢eren “gevremdeki insanlara bu otelde ¢alismalarini tavsiye ederim”
ifadesi eklenmistir. Katilimcilar, giiven ve sadakat kavramlarini Glgen ifadelere 5°1i likert tarzi Glgekle cevap
vermistir (1.kesinlikle katilmiyorum-5.kesinlikle katiliyorum). Son olarak anketin dordiincii boliimiinde ise,

katilimcilart betimleyen cinsiyet, yas, medeni durum, egitim diizeyi, ¢alisilan departman gibi sorulara yer verilmistir.

Arastirmanin Evreni ve Orneklemi
Calismanin verileri, Tirkiye’nin 6nemli kiy1 turizm destinasyonlarindan olan Fethiye’de faaliyet gosteren 4 ve 5

yildizl1 otel ¢alisanlarindan toplanmistir. Bolgede faaliyet gosteren 4 yildizli otel sayis1 22 iken, 5 yildizli otel sayisi
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10°dur. Verileri, ¢aligmanin yazarlarindan birisi toplamistir. Bolgedeki oteller tek tek ziyaret edilmis ve insan
kaynaklar1 yoneticileri ile goriisiiliip ankete katilimlar1 konusunda destek istenmigtir. Caligmanin verileri yogun
sezonda (2019 yili Temmuz-Agustos aylar1) toplandig i¢in, otellerin biiyiik bir kismi ¢aligmaya katilma noktasinda
tereddiit etmistir. Dolayisiyla veriler calismayr katilmayi isteyen 4 tane 4 yildizhh 2 tane 5 yildizli otelin
calisanlarindan toplanmistir. Caligmada 6rnekleme teknigi olarak, kolayda 6rnekleme teknigi uygulanmistir. Veriler
alt kademe (yonetsel olmayan) calisanlardan toplanmistir. Departman kapsaminda herhangi bir ayrima tabi
tutulmadan, anketler tim c¢alisanlara uygulanmistir. Her bir otele 75 anket birakilmis ve bir hafta sonra insan
kaynaklar1 yoneticisinden teslim alinmigtir. Toplanan anket sayis1 352°dir. Anketlerin geri doniis oran1 78.2%’dir.
Toplanan anketlerden bazilarinin ¢ok sayida eksik veri (15 adet) icermesi, bazilarinin ise tek-diize yanitlar (12 adet)

icermesinden dolay1 analize dahil edilen anket sayis1 325°tir.
Veri Analizi

Toplanan verilerle kurulan model test etmek igin yapisal esitlik modellemesinin kismi en kiigiik (KEKK-YEM)
kareler yontemi kullanilmistir. Bunun i¢in SmartPLS paket programi kullanilmistir. Ayrica katilimceilarin demografik
ozelliklerini ortaya koymak i¢in SPSS paket programi kullanilmistir. Normal dagilim sartinin aranmamasi (Fornell,
Johnson, Anderson, Cha & Bryant, 1996) ve turizm ve agirlama sektoriinde uygulanan ampirik ¢alismalarda oldukca
popiiler bir yontem olmas1 (bkz. Bogan, 2020; Bogan, Dedeoglu, Batman & Yildirgan, 2020; Gursoy, Bogan,
Dedeoglu & Caliskan, 2019; Bogan & Dedeoglu, 2019) sebebiyle KEKK-YEM yontemi uygulanmustir.

Bulgular
Katiimcilarin Demografik Ozellikleri

Katilimcilarin demografik &zellikleri incelediginde (Tablo 1), erkeklerin ¢ogunlukta oldugu goriilmektedir.
Katilimeilarin  biiylik ¢ogunlugu bekar, 21-30 yas grubunda yer almaktadir. 5 yildizli otellerde ¢alisanlar
katilimeilarin biiylik bir kismini olugturmustur. Katilimeilari ¢ok biiylik bir kisminin oteldeki ¢alisma siiresi bir
yildan azdir. Egitim diizeyi lisans olan katilimeilar bilyiik bir kismi1 olusturmaktadir. Katilimcilarin bityiik bir kismi
2000 liranin altinda kazang¢ diizeyine sahiptir. Son olarak, departmanlara dagilimlari incelediginde, en fazla

katilimecinin yiyecek-igecek departmaninda oldugu goriilmektedir.

Tablo 1. Katilimcilarin demografik 6zellikleri

Ozellikler Gruplar N % Ozellikler Gruplar N %

Erkek 184 56.6 Ilkokul 34 10.5
o Kadin 140 43.1 Lise 49 15.1

Cinsiyet

Toplam 324 99.7 Onlisans 97 29.8
: Egitim Diizeyi

Evli 55 16.9 g y .

Medeni Bekar 265 815 Lisans 144 44.3

Durum Toplam 320 98.4 Toplam 324 |99.8
18-20 73 22.5 2000 TL ve alt1 265 82
21-30 206 | 634 |AYhk 2001 TL ve iistii 58 | 17.9

Kazang

Yas 31-40 33 10.2 Toplam 323 | 99.9
41 ve Ustii 12 3.7 Departman Onbiiro 65 20
Toplam 324 | 998 P Kat Hizmetleri 37 | 114
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Tablo 1. Katilimcilarin demografik 6zellikleri (devami)
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4 yildizlh 91 27.9 Yiyecek-Igecek 149 | 458
Otelin niteligi 5 yildizlh 229 70.5 Mutfak 45 13.8
Toplam 320 98.4 Giivenlik 5 15
1 yildan az 185 56,9 Muhasebe 4 1.2
1-2 y1l aras1 53 16,3 Insan Kaynaklar1 9 2.8
. 81 24,9
Oteldeki ¢absma | , ;o giotis Teknik Servis 6 18
siiresi
319 98,2 Satin alma 3 0.9
Toplam
Toplam 323 | 99.4
Ol¢iim Modeli

Olg¢iim modelini test etmek icin yapisal esitlik modellemesinin kismi en kii¢iik kareler yontemi kullanilmistir. Bu

kapsamda modeli olusturan yapilarin giivenirlik ve gegerlikleri test edilmistir. Giivenirlik i¢in hem Cronbach alpha

hem de birlesik yap1 giivenirligi (BYG) esas alinmistir. Her iki Olgiit katsayisinin .70 {izerinde olmasi yapinin

giivenilir oldugunun gostergesidir (Hair, Hult, Ringle & Sarstedt, 2017). Tablo 2 incelendiginde, her bir degiskenin
BYG degeri 0.891-0.921, Cronbach alpha degerleri ise 0.837-0.890 arasinda degistigi i¢in kullanilan 6lgeklerin

giivenilir oldugu soOylenebilir. Gegerlik icin ise, yakinsama gegerlili§i ve ayirt edici gecerlik kullanilmistir.

Yakinsama gegerliligi, ayni1 yap1 igerisinde yer alan iki ifadenin iliski derecesini degerlendirir. Bu ifadeler arasinda

yiiksek iliskinin olmasi yakinsama gegerliligi i¢in oldukca onemlidir (Hair, Black, Babin & Anderson, 2014).

Yakinsama gegcerliligi saglamanin en giiclii l¢iitlerinden biri, her bir yapinin ortalama agiklanan varyans degerinin

0.50 ve iizerinde olmasidir (Hair et al., 2017). Tablo 2 incelendiginde, her bir yapinin OAV degeri 0.50’den yiiksek

olmasi nedeniyle yakinsama gecerligin saglandigi sdylenebilir.

Tablo 2. Olgiim modeli sonuglar

Boyutlar ifadeler Std. Yol Cronbach | gy | pav
Katsayilari a
Yoneticim igine profesyonelce ve dzverili bir sekilde yaklagir. 0,775
Yoneticimin performansini goz 6niine aldigimda, onun bu is igin 0,791
yeterliligi konusunda olumsuz herhangi bir siiphem yoktur.
Yoneticimin umursamazlikla isimi zorlagtirmayacagina 0,775
giivenebilirim.
S.ei.’e yﬁnfilik Cogu in?an, yakm arkadasi olmasa bile, yoneticime ¢aligma arkadasi 0,787 0.872 0.904 0.611
biligsel giiven | olarak giivenir ve ona sayg1 duyar.
Is geregi yoneticimle zorunlu etkilesim igerisinde olan diger is 0830
arkadaslarim, yoneticimin giivenilir oldugunu disiiniir. '
Eger insanlar yoneticim ve onun ge¢misi hakkinda daha ¢ok sey
bilseler, ona daha fazla ilgi gosterir ve onun performansini daha 0.729
yakindan takip ederler.
Yoneticimle samimi bir iliskimiz var. Fikirlerimizi, diisiincelerimizi 0845
serbest bir sekilde birbirimizle paylasiriz. '
Is yerinde karsilastigim zorluklari rahat bir sekilde yoneticimle
Sefe yonelik paylasirim ve bu konu hakkinda y6neticimin beni dinlemek 0.847
duygusal isteyecegini biliyorum. 0.837 0.891 0.672
giiven Eger ikimizden birisi isten ayrilsa ya da birlikte ¢alisma ortamimiz 0.787
olmasa, ikimizde bunun kendimiz i¢in bir kay1ip olacagini diisliniiriiz. '
Yoneticimle is iliskimizde birbirimize karsilikli olarak ciddi manada 0.800
duygusal yatirim yapariz. '
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Tablo 2. Olgiim modeli sonuglari(Devami)
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Yoneticim isine profesyonelce ve 6zverili bir sekilde yaklasir. 0.784
Yoneticimin performansini goz 6niine aldigimda, onun bu is i¢in
yeterliligi konusunda olumsuz herhangi bir siiphem yoktur. 0.800
Y 6neticimin umursamazlikla isimi zorlagtirmayacagina 0781
Departman giivenebilirim. '
miidiiriine Cogu insan, yakin arkadas1 olmasa bile, ydneticime calisma arkadasi 0.822 0.880 0909 | 0.626
yonelik olarak giivenir ve ona saygi duyar. ' ' ' '
biligsel giiven | ig geregi yoneticimle zorunlu etkilesim igerisinde olan diger is 0832
arkadaglarim, y6neticimin giivenilir oldugunu distiniir. )
Eger insanlar yoneticim ve onun ge¢misi hakkinda daha ¢ok sey
bilseler, ona daha fazla ilgi gdsterir ve onun performansini daha 0.724
yakindan takip ederler.
Yoneticimle samimi bir iliskimiz var. Fikirlerimizi, diisiincelerimizi 0.844
serbest bir sekilde birbirimizle paylasiriz. '
Is yerinde karsilastigim zorluklar1 rahat bir sekilde yoneticimle
Departman paylasirim ve bu konu hakkinda y6neticimin beni dinlemek 0.814
miidiiriine isteyecegini biliyorum.
yonelik Eger ikimizden birisi isten ayrilsa ya da birlikte ¢alisma ortamimiz 0752 0.867 0.904 | 0.653
duygusal olmasa, ikimizde bunun kendimiz i¢in bir kayip olacagin diigiiniiriiz. '
giiven Yoneticimle ne zaman bir problemimi paylagsam, onun beni dikkate 0823
alacagni ve bana yapici bir sekilde yardimei olacagin biliyorum. '
Yoneticimle is iliskimizde birbirimize karsilikli olarak ciddi manada 0.803
duygusal yatirim yapariz. '
Misafirlerle konusurken ¢alistigim otel hakkinda olumlu seyler 0687
sOylerim. '
Gelecekte de bu otelde ¢alismak isterim. 0.840
Calisan Baskalarina otelimin {iriin ve hizmetlerini tavsiye ederim. 0.845
3an Ailem ya da arkadaslarimla konusurken ¢alistigim otel hakkinda 0.896 0.921 0.662
sadakati .1 0.852
olumlu seyler sdylerim.
Bagka bir yerden bir is teklifi alsam dahi, bu otelden ayrilmaya hemen 0771
karar vermem '
Cevremdeki insanlara bu otelde calismalarini tavsiye ederim 0.869

Yapi gecerliligi icin kullanilan bir diger gecerlilik tiirii ise, ayirt edici gegerliktir. Ayirt edici gegerlik, kavramsal

olarak benzer iki yapinin farkli olma derecesidir. Bu gegerlikte yakinsama gecerligin aksine yapilar arasinda yiiksek

korelasyon olmamasi beklenmektedir (Hair et al., 2014). Ayirtedici gegerlilik i¢in ise, Fornell ve Larcker (1981)

kriteri ve HTMT olgiitleri (Henseler, Ringle & Sarstedt, 2015) esas alinmuistir. Fornell ve Larcker kriterine gore,

6l¢iim modelindeki her bir yapinin ortalama agiklanan varyans degerinin karekokiiniin, yapi ile iliskili diger yapilarla

arasindaki korelasyonu gegmesi ayirt edici gecerligin saglandigini gdstermektedir. Tablo 3 incelediginde, her bir

yapinin OAV degerinin karekokii yapinin diger yapilarla olan korelasyonunu ge¢mesi nedeniyle ayirt edici gegerligin

saglandig1r sOylenebilir. Bunun yaninda, ayirt edici gegerlik icin HTMT degerinin .90 iizerinde olmamasi

beklenmektedir (Henseler vd., 2015). Tablo 3 incelendiginde, HTMT degerlerinin de .90 gegmemesi nedeniyle ayirt

edici gecerliligin saglandig1 sdylenebilir. Ol¢iim modelini bir biitiin olarak degerlendirdigimizde, dl¢iim modelinin

giivenilir ve gecerliginin saglandig1 sdylenebilir.

Tablo 3: Ayirt edici gegerlik sonuglari

Eg:?ligr MD MB CS SB SD HTMT MD MB  CS SB SD
MD 0,808 MD

MB 0,777 0,791 MB 0,886

CS 0514 o552 0,813 CS 0,579 0,619

SB 0551 0,635 0,612 0,782 SB 0,630 0,723 0,689

SD 0592 0477 0525 0,766 0,820 SD 0,699 0,555 0,604 0,895

Not: MD: Departman miidiiriine duygusal giiven; MB: Departman miidiiriine duygusal giiven; CS: Calisan sadakati; SB: Sefe biligsel giiven;

SD: Sefe duygusal giiven; Ortalama agiklanan varyans degerinin karekokii koyu olarak belirtilmistir.
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Yapisal Model
Yapisal modele iliskin sonuglar Sekil 1°de gosterilmistir. Yapisal modeldeki yol katsayilarina iliskin t degerlerinin

belirlenmesi icin bootstrap (6nyiikleme) yeniden 6rnekleme yontemi kullanmis ve bu teknikteki altérneklem degeri

onerildigi gibi (Hair vd., 2014; Henseler vd., 2009) 5000 olarak diizenlenmistir.

Uygulanan analiz sonucunda departman miidiiriine yonelik bilissel giivenin ¢alisan sadakatini (=.199, t= 2.430
p<.05) pozitif ve anlaml sekilde etkiledigi goriiliirken, departman miidiiriine iliskin duygusal giivenin calisan
sadakatini anlaml etkilemedigi (B=.107, t= 1.343 p>.05) tespit edilmistir. Buna gore, Buna gére Hi, desteklenirken
Hib desteklenmemistir. Benzer sekilde, sefe yonelik bilissel giivenin ¢alisan sadakatini (f=.351, t= 4.238 p<.05)
pozitif ve anlamli sekilde etkiledigi goriilirken, sefe yonelik duygusal giivenin calisan sadakatini anlamli
etkilemedigi (B=.097, t= 1.203 p>.05) goriilmiistiir. Buna gore Hoa desteklenirken Hap desteklenmemistir. Son olarak,
calisanlarin seflerine olan giiven duygusunun, departman miidiirlerine kiyasla sadakat {izerine daha etkili oldugu
belirlenmistir. Buna gore, Hsz desteklenmistir. Bunun yaninda c¢alisan sadakatinin %42,4’inin oncii degiskenler

tarafindan agiklandigi tespit edilmistir.

Departman
miidiiriine duygusal

: 2—
Departman 430 p<. R®=.424
miidiiriine bilissel

Calisan sadakati

Departman sefine
duygusal giiven

Departman sefine

biligsel giiven

Sekil 1. Yapisal Model Sonuglari
Sonug¢ ve Oneriler

Giiven biitlin bireyler, gruplar ve orgiitler arasi iligkilerin temelinde yatan en énemli hususlardan biridir. Belirli
bir amaci1 gerceklestirmek icin bir araya gelen kisilerin orgiit i¢i sebebini bilmedigi birgok kararlara siipheyle
yaklagmasi ya da bu kararlara olumsuz yiiklemeler yapmasi giiven eksikliginin énemli bir sonucudur. Siiphenin ve
olumsuz yiiklemelerin oldugu bir is ortaminda ¢alisanlarin belirlenen hedefleri ger¢eklestirmek i¢in 6zveri sarf etmesi
olduk¢a zordur. Bu durum ozellikle emek yogun bir sektdrde faaliyet gosteren otel isletmeleri igin daha
belirginlesmektedir. Ciinkii bu sektorde belirtilen hedeflere ulagsmak yogun bir ekip c¢alismasini ve farkl
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departmanlar arasinda giiclii bir iletisim kurulmasini gerekli kilmaktadir. Dolayistyla otel isletmelerinde 6rgiit igi

giiven ortaminin olusturulmasi, hedefe ulagsmada ilk temel basamak olarak kabul edilebilir.

Mevcut ¢alismada, ¢alisanlarin seflerine ve departman miidiirlerine olan giiven duygulariin sadakat diizeyleri
lizerine etkisini ortaya koymak amaglanmistir. Yapilan analizler sonucunda, biligsel ve duygusal boyutta ele alinan
sefe ve departman miidiiriine giiven kavraminin ¢alisan sadakatini nemli dl¢iide acikladig belirlenmistir. incelenen
iki boyut arasindan sadece sefe ve departman miidiiriine yonelik biligsel giivenin c¢alisan sadakati {izerine olumlu
anlaml bir etki olusturdugu tespit edilmistir. Dolayisiyla duygusal giiven kavraminin sadakat {izerine anlamli bir etki
olusturmadigr goriilmiistiir. Bunun yaninda sefe olan bilissel giivenin departman miidiiriine olan biligsel giivenden
daha fazla sadakat iizerine etkili oldugu belirlenmistir. Bu durumun, yonetsel diizeyde olmayan alt kademe
calisanlarin sefleriyle daha yogun iletisim halinde olmalarindan kaynaklandigi sdylenebilir. Teknik anlamda
yapilmast gereken isleri calisanlara aktaran, onlara calisma deneyimlerinde kogluk yapan ¢ogunlukla alt kademe
yonetici olarak degerlendirilen seflerdir. Dolayisiyla calisanlarin isle alakali bilgi birikimi ya da yetkinligi
calisanlarin isletmeye olan sadakat diizeylerini belirlemede oldukca etkilidir. Calisanlarin farkli yonetim
kademelerine olan giiven duygularinin isletmeye olan sadakat diizeyini farkl diizeyde etkiledigi ortaya konulmustur.
Duygusal giivenin ¢alisan sadakati lizerine anlamli bir etki olusturmamasinin muhtemel bir nedeni, ¢alisanlarin gerek
sefleri gerekse departman miidiirleri ile duygusal anlamda giiven olusturacak ¢aligma siiresine sahip olmamasidir.
Katilimeilarin bityiik bir kismi, ayni otelde bir yildan az ¢alisma siiresine sahiptir. Otellerin sezonluk oldugu
disiiniildiigiinde, calisanlarin sadece birka¢ ay icerisinde otelde calistigi goriilmektedir. Bu siire igerisinde

calisanlarin yoneticileri ile duygusal yatirim yapma ve samimi iliskiler kurmasi pek de kolay degildir.

Elde edilen bulgular dogrultusunda otel isletmelerine birtakim Oneriler gelistirilebilir. Otel igletmeleri ¢alisanlarin
sadakat diizeylerini kazanma ve arttirmada calisanlarin seflerine ve departman miidiirlerine biligsel anlamda
giivenlerini kullanabilir. Bu noktada, ozellikle seflerin teknik anlamda bilgi diizeylerini arttiracak egitim
programlarina bagvurulabilir. Sefler boylece is yapma usullerinde yasanan degisimler, yapilan isi daha verimli hale
getirecek ¢6ziim yollar1 ve miisterilerin hizmet kalite algisin1 yiikseltecek uygulamalar hakkinda bilgi edinerek
isletme i¢i faaliyetlere aktarabilecektir. Diger taraftan ¢alismaya katilan kisilerin egitim diizeyleri (6nlisans ve lisans)
g6z oniine alindiginda yeterli anlamda teorik derslerle bilgi diizeylerini arttiran ¢alisanlar, 6grendikleri bu bilgileri
uygulamaya nasil yansidigim1 sefler ve departman miidiirleri ilizerinden Ogrenecektir. Alinan teknik bilgilerin
uygulamada yer aldigini goren ¢alisanlar, seflerin ve miidiirlerin sahip oldugu bu yetkinlikler sayesinde calistiklar
otel isletmesine sadik hale gelebilmektedir. Bununla birlikte sef ve departman miidiirii terfi ya da ise alim siirecinde
liyakatin esas tutulmasi, yoneticilerin sektorle ilgili bilgiyle donanimli olmasina neden olacaktir. Bu durum orgiite
katilan yeni yoneticilere biligsel giiven duyulmasini saglayacaktir. Sef ve departman miidiiriine duyulan biligsel
giiven ise ¢alisanlarin sadakatini giiclendirecektir. Bunun yaninda, énemli olan bir diger husus, seflerin ve departman
miidiirlerinin sahip olduklar1 yetkinlikleri gosterebilecekleri bir is ortaminin olusturulmasidir. Ozellikle alt kademe
yoneticiler giiclendirilerek, yapilan isi daha verimli hale getirecek ve miisterileri daha fazla memnun edecek
inisiyatifler almasina imkan sunmak gerekmektedir. Bdylece yoneticiler sahip olduklar yetkinlikleri alt kademe
calisanlara daha rahat bir sekilde gosterebilecektir. Bu durum sonug olarak ¢alisan sadakatini arttirici bir faktor olarak

isletmeye fayda saglayacaktir.
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Mevcut ¢alisma tipki diger calismalarda oldugu gibi birtakim kisitliliklara sahiptir. Ilk olarak, ¢alismanin verileri
sadece dort ve bes yildizli otel calisanlarindan elde edilmistir. Dolayisiyla bulgularin kiigiik ve orta 6lgekli otel
isletmelerine genellemesi miimkiin degildir. Ikinci olarak, veriler birak-topla yoéntemi ile toplanmistir. Bu durum,
katilimcilarin sorulara yanli cevap vermesine neden olmus olabilir. Dolayisiyla sonraki ¢aligmalarda, olglim
noktasinda yanlilig1 azaltacak Podsakoff ve arkadaglarinin (2012) 6nerileri dikkate alinabilir. Caligmada sadece alt
kademe ve orta kademe departman yoneticilere giiven kavrami incelenmistir. Sonraki ¢aligmalarda, {ist kademe
yoneticiler (6rn. genel miidiir) de modele dahil edilerek, alt kademeden iist kademelere gidildik¢e giivenin calisan
sadakati ya da diger calisan tutum ve davraniglar iizerine etkisi arastirilabilir. Boylece elde edilen bulgularin
gecerliligi farkli modellerle test edilmis olur. Son olarak, arastirma modeli sehir otellerinde de test edilebilir. Cilinkii
bu otellerde, ¢alisanlarin ayn1 otelde daha uzun siire ¢alisma siiresine sahip oldugu diisiiniilmektedir. Dolayisiyla elde

edilen bulgular kiyaslanarak uygulamacilara daha etkili 6neriler gelistirilebilir.
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Extensive Summary
Research Aim

This paper aims to investigate the effect of hotel employees' trust in supervisors working in different management
levels on their loyalty.

Literature Review

It is not possible to provide the effect created by the concept of trust in interpersonal relations and group behaviors
by another concept. In the organizational environment, where many individuals come together to realize a common
goal, achieving the specified goals and objectives undoubtedly requires cooperation or teamwork. Trust plays a
binding role in building collaboration and teamwork. Especially in businesses operating in service industry, creating
and maintaining an environment of trust for employees is a matter that directly affects high performance. Creating a
high level of mutual trust is very effective in easily implementing the desired change in the organizational
environment, being open to innovations within the organization, developing ideas and suggestions that will increase
productivity and better economic performance. The sense of trust of the employees in the hospitality sector to

management significantly affects their attitudes and behaviors related to job and organization.

Although employees' sense of trust in management has been shown to be effective on critical concepts, there are
very limited studies on the effect of trust on employee loyalty. The concept of loyalty, which consists of dimensions
related to attitude and behavior in the tourism and hospitality sector, is mostly examined within the context of the
customers. Another important point is that, since the hotel management has different levels of management, it is

essential to indicate the person whom the employees consider as supervisor or manager in the researches.
Research Method
Data Collection

The data were collected through questionnaire. The questionaire consists of four parts. In the first part, there are
some information to control common method variances such as informing about purpose of the research, some
information about the names of the participants will not be included and there is no right and wrong answer between
the questions. In the second part of the questionnaire, items measuring the cognitive (6 items) and affective (5 items)
trust in supervisor are included. In the third part, items measuring the cognitive and affective trust in departmental
management are included. To measure employee loyalty, we used five items. To measure trust and employee loyalty

we used five-point Likert scale (from strongly disagree to strongly agree). Lastly, in the fourth part of the
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questionnaire, participants’ demographical attributes such as gender, age, marital status, education level, department

worked are included.
Research Sample

The data collected from the 4- and 5-star hotels” employees in Fethiye which is one of most important coastal
destinations in Turkey. While the number of 4-star hotels operating in the destination is 22, the number of 5-star
hotels is 10. One of the authors of the study collected the data. We visited the hotels one by one, and human resources
managers were contacted and asked for support for their participation in the survey. As the data of the study are
collected during the peak season (July-August), most of the hotels hesitated to participate in the study. Therefore, the
data are collected from the employees of four 4-star and two 5-star hotels that accepted to participate in the study. In
the study, convenience sampling method is used. The data are collected from non-managerial employees. The
questionnaires are applied to all employees without being subject to any discrimination within the department.
Seventy-five questionnaires are distributed to each hotel and they are collected a week later from human resources
manager. The number of questionnaires collected is 352. The return rate of the questinnaires is 78.2%. The number
of questionnaires included in the analysis is 325 because some of the questionnaires collected contain a large number

of missing data (15), while others contain single-level responses (12).
Data Analysis

In order to test the model proposed with the collected data, we used the method of partial least squares of structural
equation modelling. For this, SmartPLS package program is used. In addition, SPSS package program is used to
demonstrate the demographic characteristics of the participants. PLS-SEM is used to test the measurement model. In
this context, the reliability and validity of the variables that make up the model are tested. Both cronbach alpha and
composite reliability (CR) are taken as basis for reliability. The fact that both criteria coefficient is over .70 indicates

that the construct is reliable.
Findings

The findings indicated that employees’ cognitive trust in supervisor and departmant manager have a significant
positive effect on employee loyalty. However, it is indicated that employees’ affective trust in supervisor and
departmant manager have no significant effect on employee loyalty. Lastly, employees’ cognitive trust in supervisor

is more effective on employee loyalty than cognitive trust in department manager.
Practical Implications
In line with the findings obtained, some suggestions can be developed for hotel companies.

e Hotels can use employees’ cognitive trust in their employees' supervisor and department managers to gain
and increase their loyalty levels. At this point, training programs that can increase the level of knowledge of
supervisors in particular can be used. Thus, the supervisors will be able to learn about the changes in the way
of doing business, the solutions that will make the work more efficient and the practices that will increase
the service quality perception of the customers and transfer them to the internal activities.

e On the other hand, considering the education level of the participants (most of the are undergraduates),

employees who increase their knowledge level with sufficient theoretical lessons will learn how this
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information they have reflected on the application through the supervisors and department managers.
Employees, who see that the received technical information are included in the application, can become loyal
to the hotel business they work with thanks to these competencies of the supervisors and managers.

o A work environment should be created where supervisors and department managers can demonstrate their
competencies. Especially by strengthening the lower level managers, it is necessary to provide the
opportunity to take initiatives that will make the work more efficient and satisfy the customers more. Thus,
managers will be able to show their competencies to lower level employees more easily. This will ultimately

benefit the business as a factor that increases employee loyalty.
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GIRIS

Insanlarin icerisinde bulunduklari cevre veya ortamdan etkilendigi ve ortamin birey iizerinde belli dl¢iide bilissel,
duygusal ve psikolojik etki biraktig1 (Bitner, 1992), ¢esitli bilimsel arastirmalara bagl olarak kabul gérmiistiir. Her
tirlit dogal, yapay ve sosyal cevre ile insan arasindaki etkilesim, ilk olarak cevre psikolojisi kapsaminda
degerlendirilmistir. Cevre psikolojisinin temelini olusturan bulgulardan biri ise, insanin dig ¢evreden soyutlanmig
olarak diigiiniilemeyecegidir. Bu dogrultuda insanin siirekli olarak farkli ¢cevre, ortam veya mekanlar ile etkilesim
icerisinde olma ihtiyaci duymasi, bu durumun bir saglamasi olarak degerlendirilebilir. Diinya {izerindeki insanlarin
her yil binlerce kilometre yol kat ederek yurt disina turistik seyahat gerceklestirmesi ise, bu durumun somut bir
sonucu olarak goriilebilir. Siirekli olarak farkli dogal veya yapay ¢evre/ortam igerisinde bulunma motivasyonu, her

gecen y1l daha fazla insan uluslararasi 6l¢ekte seyahat gergeklestirmektedir.

Literatiirde hizmet ortamiyla ilgili yapilan bir¢ok calisma oldugu goriilmektedir. Hizmet ortami kapsaminda
yiriitiilen akademik ¢aligmalardaki artis Cortes-Navas ve Rojas-Berrio’nun (2018) gerceklestirmis oldugu kapsamli
literatiir taramasinda da vurgulanmistir. Bu calismaya gore 1995-2017 yillar1 arasinda hizmet ortami kapsaminda
yiiriitiilen ¢aligmalarin biiyiik cogunlugunun (%61) turizm ve eglence sektdrii kapsaminda yapildig1 vurgulanmaistir.
Diger bir dikkat ¢eken husus ise, hizmet ortami ile birlikte kullanilan degiskenlerdir. lgili yillar1 kapsayan siire
icerisinde yiiriitiilmiis ¢alismalarin %31°1 hizmet ortami ile deneyim kalitesi, %28’i hizmet ortami ile cevresel
faktorler arasindaki iliskiyi belirlemek amaciyla gerceklestirilmistir. Imaj ve estetik unsurlar ile hizmet ortami
arasindaki iligkiyi belirlemek amaciyla yiiriitiilmiis galismalar ise, toplam ¢aligmalarin sadece %5’ini olusturmustur.
Bu bilgilerden yola gikarak son yillarda hizmet ortam1 kapsaminda yiiriitiilen ¢alismalardaki artis agikga fark edilecek
seviyede olmasina karsin, hizmet ortaminin otel imaji {izerindeki etkisini konu alan ¢aligmalarin sayisinin sinirlt
oldugu goriilmektedir. Bu noktadan hareketle bu arastirmada, hizmet ortami unsurlarinin otel imaj {izerindeki
etkisinin ortaya g¢ikarilmasi amaglanmistir. Bir igletmenin imajinin olusturulmasinda birgok unsur bulunmaktadir.
Hizmet kalitesi, miisteri iligkileri yonetimi, misyon, vizyon, oOrgiit kiiltiirii gibi unsurlar 6rnek olarak verilebilir.
Bununla birlikte bu aragtirmadaki 6nemli nokta; ¢evresel kosullar, mekansal diizen, dekor, isaret ve semboller gibi
hizmet ortam1 unsurlarimin otel isletmeleri i¢in dnemli oldugunu vurgulamak ve bu unsurlarin otel imaj1 lizerindeki

etkisini ortaya ¢ikarmaktir.
Hizmet Ortam

Cevre psikolojisi igerisinde yer alan hizmet ortaminin, insan davranigi tizerinde 6nemli bir etkisi vardir (Kotler,
1973; Namasivayam & Lin, 2008; Bitner, 1992). Hizmet ortam1 soyut ve somut unsurlarin tiiketiciler tizerindeki
etkisine vurgu yapmak i¢in en yaygin kullanilan terim olsa da, aym1 kavrami tanimlamak icin bagka terimler de
kullanilmistir (Hooper, Coughlan & Mullen, 2013). Bu kavrami Kotler (1973) atmosferik, Mehrabian ve Rusell
(1974) gevresel psikolojisi, Baker (1987) fiziksel ¢evre, Bitner (1992) ile Wakefield ve Blodgett (1996) hizmet
ortami, Arnould, Price ve Tierney (1998) ekonomik ¢evre, Turley ve Milliman (2000) pazarlama gevresi, Weinrach
(2000) ¢evresel psikoloji, Mattila ve Wirtz (2001) ile Roy ve Tai (2003) magaza cevresi, Cronin (2003) hizmet
gevresi, Tombs ve Mccoll-Kennedy (2003) sosyal hizmet ortami seklinde kavramsallastirmistir (Ezeh, 2007:87).

Atmosferik terimini ilk olarak Kotler (1973, s.50), perakendecilik sektorii kapsaminda arastirmasina dahil etmis
ve bu kavrami Tiiketici lizerinde duygusal etki yaratma yoluyla satin alma potansiyelini arttirmak igin gevre veya

ortamin bilingli olarak dizayn edilmesi” seklinde tanimlamustir. Bitner (1992, s.58) ise; “Dogal ve sosyal ¢evreye
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kiyasla bilingli olarak olusturulmus yapay cevre” seklinde tanimlamistir. Baska bir tanimda ise; “Ticari amagh
olusturulmus ortam igerisinde miisterinin; isletmeye yonelmesini, isletmede zaman gegirmesini, satin alma karart
almasini saglayan veya tamamen ters yonde etki yaratarak miisterinin isletmeden uzaklasmasina sebep olan yapay
cevre” seklinde tanimlanmistir (Foxall, 1997, 5.506). Arnould vd. (1998, 5.90) ise hizmet ortami kavramini; “Ticari

bir etki yaratmak tizere bilingli olarak tasarlanmis yer” seklinde tanimlamstir.

Cevresel psikoloji ve pazarlama kapsaminda degerlendirilen hizmet ortami (servicescape) kavrami, ilk olarak
Bitner (1992) tarafindan kavramsallastirilmistir. Bu dogrultuda Bitner (1992), hizmet ortaminin insan duygu, diisiince
ve davranist lizerinde etkiye sahip oldugunu savunmustur. Bitner (1992) hizmet ortamini ii¢ boyuta ayirmistir. Bu
boyutlar; cevresel kosullar (ambient conditions), mekansal diizen ve islevsellik (spatial layout and functionality),
isaretler, semboller ve sanat eserleri (signs, symbols, and artifacts) olarak belirlenmistir. Cevresel unsurlar;
iklimlendirme, koku, giiriiltli, renk, miizik ve aydinlatma gibi duyu organlari ile dogrudan algilanabilen unsurlardan
olusur. Mekansal diizen ve islevsellik, hizmetin sunuldugu yerdeki mefrusatlarin ve ara¢ gereglerin diizenini ifade
eder. Isaretler, semboller ve sanat eserleri ise; ortam igerisinde sunulan hizmet gesidine gére dizayn edilmis iiriin

veya hizmet hakkinda hedef tiiketiciye saglanan uyaric1 veya bilgilendirici ipuglaridir.

Hizmetin yogun olarak firetilip tiiketildigi otelcilik sektoriinde de hizmet ortami 6nemli yer kaplar (Durna,
Dedeoglu & Balikcioglu, 2015). Genel olarak otel isletmelerindeki hizmet ortaminin miisteri algis1 (Heide &
Gronhaug, 2006) lizerine etkisi kapsaminda galismalar yapildig1 gibi, otel isletmesi igerisinde hizmet veren lobi
(Countryman & Jang, 2006), restoran (Wu & Liang, 2009) ve kumarhane (Lucas, 2003) gibi otel boliimleri {izerinde
de ¢alismalar yapilmistir. Davranigsal niyet (Matilla & Wirtz, 2001), sadakat (Shashikala & Suresh, 2013; Suh,
Moon, Han & Ham, 2015; Harris & Ezeh, 2008), miisteri memnuniyeti (Johnson, Mayer & Champaner, 2004; Han
& Ryu, 2009), deger yaratma (Ali, Omar & Amin, 2013), deneyim kalitesi (Reimer & Kuehn, 2005; Kwortnik, 2008;
Hooper vd., 2013;) ve imaj (Ryu, Lee & Kim 2012; Nguyen, 2006; Durna & Dedeoglu, 2013) ile hizmet ortami

arasindaki iligki birgok ¢aligma sonucunda ortaya konmustur.
Otel imaj

Imaj kavramu; bir kisinin zihninde, bir nesne hakkinda olusan inanislar, etkilesimler ve tavirlarin bir karisimi
olarak tanimlanmakla birlikte, bu nesne sartlara gore bir insan, iiriin, marka, yerleske veya isletme olarak degisiklik
gosterebilmektedir (Dedeoglu vd., 2015). Turistik iiriin veya hizmet kapsaminda degerlendirildiginde ise imaj
kavrami, seyahatgilerin bir mekan, restoran veya otelin adin1 duyduklar1 anda zihinlerinde canlanan bilgilerin biitiinii
olarak tanimlanabilir (Nguyen, 2006, s.230). Giiniimiiz kosullarindaysa bu kavram, insanlarin isletme {izerinde sahip
oldugu deneyimler, izlenimler, hisler, bilgiler ve inanislar biitiinii olarak ifade edilir (Tapia, Melé & Almeida-Garcia,
2019, s.73).

Hedeflenen diizeyde kusursuz olarak olusturulmus bir otel imaji ilgili pazar icerisinde dikkat c¢ekici etki
olusturarak tesiste daha dnce bulunmamis miisteriler ile tekrar ziyaret etme ihtimali bulunan miisterilerin ilgisini
cekebilmektedir (Andreassen & Lindestad, 1998). Hizmet tiikketim davranisi sonucunda miisterinin yagamis oldugu
deneyim ve hatiralarin animsanmasina bagli olarak sekillenen imaj unsuru, miisteri memnuniyet diizeyinin artmasina
katki saglamaktadir (Maclnnis & Price, 1987). imaj, agirlikli olarak gegmis deneyimlerimizin sonucunda sekillenir.
Bu sebeple bir miisterinin otel igerisinde yasamis oldugu bir deneyim, ilgili isletme lizerinde olusacak imajin
belirleyici unsuru olmaktadir (Kandampully & Suhartanto, 2000). Gegmiste gerceklesen olumlu deneyim sonucu
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herhangi bir otel igletmesi iizerinde pozitif imaj algisina sahip bir miisterinin, ayn1 otel isletmesine yaptig1 tekrar

ziyaretlerinden genel itibariyle daha memnun ayrildigi goriilmistiir.

Bu durumun sekillenmesinde otel imajinin halo etkisinin rol oynadig1 savunulur. Bu etki, insanlarm ilgili otel
tizerinde olumlu bir izlenime sahip olduklarinda otel igletmesinin sunmus oldugu diger hizmetleri de, biitiinciil bakig
acist kapsaminda, olumlu olarak degerlendirmeye meyilli olmalar1 seklinde ifade edilmektedir (Andreassen &
Lindestad, 1998).

Imaj unsuru otelcilik sektdrii kapsaminda énemli bir yap1 olarak degerlendirilmekle birlikte miisterilerin otel
hakkindaki genel degerlendirmelerine etki eden bir unsurdur (Kandampully & Hu, 2007). Ayrica imaj kavrami ayni
yildiz kategorisinde bulunan otel isletmelerinin de kendi aralarinda kolayca ayrismasinda aktif rol oynamaktadir
(Manhas & Tukamushaba, 2015). Ek olarak otel imajinin, miisterilerin davranigsal niyetleri izerinde de olumlu yonde
etki olusturdugu ve isletmeyi bir adim One tasryarak rekabet¢i bir yap1 kazanmasina katki sagladigr goriilmektedir

(Dedeoglu vd., 2015).
Hizmet Ortaminin Otel Imajina Etkisi

flgili literatiir incelendiginde, hizmet ortammmn otel imaj1 iizerindeki etkisini arastiran calisma saymin ¢ok az
oldugu goriilmektedir (Nguyen, 2006; Durna vd., 2015; Dedeoglu vd., 2015; Ali vd., 2013; Abdel-Aal & Abbas,
2016).

Ali vd. (2013) otel isletmelerindeki hizmet ortami, deger algisi, imaj ve davranigsal niyet arasindaki iliskiyi
arastirmak amaciyla Malezya’daki resort tipi otel isletmeleri lizerinde bir ¢aligma yliriitmiistiir. Arastirma sonucunda
hizmet ortamin1 basarili olarak algilayan miisterilerin, pozitif otel imaj1 algisina sahip olma egiliminin yiiksek oldugu

sonucuna ulasilmaistir.

Durna vd. (2015) otelcilik sektorii kapsaminda hizmet ortami, imaj ve davranigsal niyet arasindaki iligkiyi
arastirmak amaciyla bir c¢aligma ylriitmiistiir. Antalya’daki otellerde konaklayan yabanci turistler iizerinde
gergeklestirilmis olan bu arastirmanin sonuglari, hizmet ortaminin imaj iizerinde olumlu yonde bir etkisi olduguna
isaret etmekle birlikte, imajin davranigsal niyetler lizerinde pozitif bir etkisinin oldugunu gdstermistir. Ayrica ¢alisma

kapsaminda imajin, hizmet ortami ile davranissal niyet arasinda araci bir roliiniin oldugu ortaya ¢ikmustir.

Dedeoglu vd. (2015) yiiriitmiis olduklar ¢aligmada, hizmet ortami unsurlarinin miisterilerin deger algisi, imaj ve
memnuniyet ilizerindeki etkisini arastirmistir. Antalya’daki 4 ve 5 yildizli otellerde konaklayan yerli ve yabanci
turistler iizerinde yiiriitiilen bu ¢aligma sonucunda, hizmet ortaminin algilanan deger, imaj ve memnuniyet iizerinde

olumlu etkisinin oldugu ortaya ¢ikmustir.

Abdel-Aal ve Abbas (2016) hizmet ortamini, sosyal (¢aliganlar, diger miisteriler) ve fiziksel (¢evresel kosullar,
mekansal diizen, islevsellik, isaretler, semboller, sanat eserleri) unsurlar olarak iki ayr1 degisken olarak ele almis ve
imaj olusum siirecine etkisini belirlemek amaciyla bir ¢aligma yiiriitmiistiir. Cairo’daki 5 y1ldizl otellerde konaklayan
miisteriler ilizerinde yapilan arastirmada, sosyal hizmet ortaminin fiziksel hizmet ortamina kiyasla imaj olusum
stirecinde daha etkin oldugu sonucuna ulasilmistir. Ayrica miisteri algisina etki eden hizmet ortam1 unsurlarinin 6nem

sirast; ¢evresel kosullar, mekansal diizen, isaretler, semboller ve tesis estetigi seklinde ortaya ¢ikmugtir.
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Nguyen (2006) ise, hizmet ortaminin otel ve acenteler lizerindeki kurumsal imaj algisina ne 6l¢iide etki ettigini
belirlemek icin bir ¢aligma yiiriitmiistiir. Acenteler ile 4 yildizli oteller {lizerinde yapilan arastirmada, hizmet
calisanlari ile hizmet ortaminin, kurumsal imaj algisina olumlu yonde etki ettigi sonucuna ulasilmistir. Ayrica hizmet
ortamu ile ¢aliganlar arasindaki yapici etkilesimin imaj olusumuna pozitif ydnde katki sagladig tespit edilmistir. Tlgili

literatiir taramasina dayanarak bu arastirmanin hipotezleri su sekilde olusturulmustur:
Hi: Cevresel kosullarin, otel imaj1 tizerinde anlamli bir etkisi vardir.
H.: Mekéansal diizenin, otel imaji1 iizerinde anlamli bir etkisi vardir.
Haz: Dekor unsurunun, otel imaji1 iizerinde anlamli bir etkisi vardir.
H.: Isaretler ve sembollerin, otel imaj1 iizerinde anlamli bir etkisi vardir.
Arastirmanin Yontemi
Veri Toplama Yontemi

Bu arastirmada veri toplama arac1 olarak anket teknigi kullamlmistir. Anket formu ii¢ boliimden olusmaktadir. Tlk
boliimde katilimcilarin demografik 6zellikleri (cinsiyet, yas, medeni durum, milliyet, egitim durumu) ile otel ziyaret
sikliklarma iliskin ifadeler bulunmaktadir. Tkinci boliimde 13 ifade ve dort temel boyuttan olusan (¢evresel kosullar,
diizen, dekor, isaretler ve semboller) otel hizmet ortamim dlgen dlgek yer almaktadir. Ugiincii boliimde ise otel imaji
ii¢ ifade ile Olciilmiistiir. Hizmet ortamini ve otel imajini 6lgen ifadeler, Dedeoglu vd. (2015) tarafindan yapilan ve
Ingilizce dilinde hazirlanmis olan calismadan degistirilmeden alinmistir. Katilimcilarin her iki dlgekte de yer alan
her bir ifadeye ait katilim diizeyleri “Hi¢ Katilmiyorum=1", “Az Katiliyorum=2", “Orta Diizeyde Katiliyorum=3",

“Cok Katiliyorum=4" ve “Tamamen Katiliyorum=5" seklinde 5°1i likert 6lgegi dogrultusunda derecelendirilmistir.
Evren ve Orneklem

Hizmet ortaminin otel imaji {izerindeki etkisini belirlemeyi amaglayan bu aragtirmanin evreni, 2018 y1l1 Agustos-
Eyliil aylar1 arasinda Kusadasi’ndaki 5 yildizli otellerde konaklayan yabanci turistlerden olugsmaktadir. Arastirmanin
yapildig1 donemde Aydin il Kiiltiir ve Turizm Miidiirliigiiniin resmi internet sitesinden Kusadasi’nda faaliyet gdsteren
5 yildizl1 otel sayisinin on adet oldugu dgrenilmistir. Isimleri ve iletisim bilgileri alman bu on otelin yoneticileri ile
yliz ylize goriismeler yapilmistir. Bu otellerden bes tanesi anket yaptirmayr kabul etmemistir. Dolayisiyla anket
calismasi diger bes otel ile gerceklestirilmistir. Anket yapilan oteller her sey dahil sistemi uygulayan resort otellerdir.
Anket yaptirmay1 kabul eden bes otelden iki tanesi giivenlik risklerini 6ne siirerek, uygulanacak anketlerin otel
personeli tarafindan uygulanmasi sartiyla kabul etmistir. Bu nedenle anket formlar ilgili otellerin 6n biiro
yoneticilerine teslim edilmistir. Bu oteller disinda kalan {i¢ otelde uygulanan anketler, arastirmay: yliriiten kisi

tarafindan ilgili otellerin lobi boliimiinde ankete katilmay1 kabul eden turistler ile yiiz ylize yapilmstir.

Aragstirmada evrenin listesinin belirlenmesi miimkiin olmadigindan, tesadiifi olmayan 6rnekleme yontemlerinden
kolayda 6rnekleme yontemi kullanilmigtir. Orneklem sayismin kag olmasi gerektigi ile ilgili gesitli goriisler ve
yontemler bulunmaktadir. Myers vd. (2011)’ne gore dogrulayici faktor analizi yapilmasi durumunda Srneklem
sayisinin 200 olmasi yeterlidir. Field (2009, s.222) ise, bir aragtirmada regresyon analizi yapilmasi durumunda
ornekleme sayisi belirlenirken, ifade basina diisen gézlem sayisinin 10 veya 15 olmasi gerektigini belirtmektedir. Bu

arastirmada hem dogrulayici faktor analizi hem de regresyon analizi yapilmistir. Arastirmada olgeklerde (hizmet
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ortami ve otel imaj1) toplam 16 ifade bulunmaktadir. Dolayistyla Field (2009:222)’in 6rnekleme sayis1 belirleme
yontemi dikkate alindiginda, maksimum 240 kisiye ulasilmasi gerekmektedir. Bu arastirmada ise 300 kisiye
ulasilmas1 hedeflenmistir. Bu dogrultuda anket yapmay1 kabul eden bes adet bes yildizli otelden esit miktarda anket
toplamaya dikkat edilmeye ¢aligilarak, toplam 284 anket toplanabilmistir. Toplanan bu anketlerden sekiz tanesi eksik
dolduruldugu gerekgesiyle ¢ikarilmig olup, toplamda 276 anket degerlendirmeye alinmugtir.

Verilerin Analizi

Arastirmada ilk olarak Kusadasi’ndaki 5 yildizli otellerde konaklayan yabanci turistlerin demografik 6zellikleri
(cinsiyet, medeni durum, yas, egitim diizeyi, milliyet) ve oteli ziyaret sikliklarina iligkin frekans ve yilizde dagilimlari
verilmistir. Yabanci turistlerin otel hizmet ortami ve otel imaji algilamalarina iligkin goriislerini betimlemek

amaciyla, aritmetik ortalama ve standart sapma degerleri hesaplanmustir.

Otel hizmet ortami Olcegine iliskin yap1 gegerligini saglamak icin dogrulayici faktor analizi yapilmistir.
Dogrulayici faktor analizi yapmadan once kayip verilerin olup olmadigina, aykiri(ug) degerlere ve verilerin normal
dagilim (cok degiskenli normallik) gosterip gostermedigine bakilmistir (Brown, 2006, s.107,271). Verilerde kayip
veriye ve u¢ degere rastlanmamustir. Elde edilen verilerin normal dagilip dagilmadigi, her bir ifadeye ait ¢arpiklik ve
basiklik degerleri ile belirlenmistir. Shiel & Cartwright (2015, s.28)’a gore verilerin normal dagilimi igin garpiklik
ve basiklik degerlerinin -1 ve +1 arasinda olmasi oldukga iyidir, ancak -2 ve +2 arasindaki degerlerde kabul edilebilir
bir degerdir. Yapilan analiz sonucunda, her bir ifadeye ait ¢arpiklik ve basiklik degerlerinin -2 ve +2 arasinda oldugu

belirlenmistir. Ayrica kullanilan dlgegin giivenirlik degerlendirmesi Cronbach Alfa katsayist ile belirlenmistir.

Hizmet ortami ile otel imaj1 arasindaki iliski koreldsyon analizi ile belirlenmistir. Hizmet ortami boyutlarmnin
(¢evresel kosullar, diizen, dekor, isaretler ve semboller) otel imaji lizerindeki etkisini belirlemek i¢in, ¢oklu dogrusal
regresyon analizi yapilmigtir. Bu arastirma kapsaminda degerlendirmeye alinan tiim veriler, SPSS 22.0 ve AMOS

paket programlari kullanilarak analiz edilmistir.

Bulgular

Tablo 1. Katilimcilarin demografik 6zelliklerine gore dagilimi

Degisken Grup Sayi () Yiizde (%)
Erkek 134 48,6
Cinsiyet Kadin 142 51,4
Toplam 276 100,0
20 ve alt1 28 10,1
21-30 95 34,4
31-40 64 23,2
Yas 41-50 36 13,0
51 -60 34 12,3
61 ve tizeri 19 6,9
Toplam 276 100,0
ilkdgretim 14 51
Lise 109 39,5
. Onlisans 54 19,6
Egitim Lisans 41 14,9
Lisansiistii 58 21,0
Toplam 276 100,0
Bekar 135 48,9
Medeni durum Evli 141 51,1
Toplam 276 100,0
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Tablo 1. Katilimcilarin demografik 6zelliklerine gore dagilimi (devami)

Ingiliz 64 23,2
Alman 65 23,6
Fransiz 14 51
Belgikali 20 7,2
Milliyet Hollandali 39 14,1
Rus 24 8,7
Bulgar 12 4,3
Diger (Romen, Danimarkali, Belaruslu,
Irlandali, Ukraynali, Polonyali, Finlandiyali, 38 13,8
Italyan, Amerikan, franl, Karadagli)
Toplam 276 100,0
i1k kez 195 70,7
iki kez 51 18,5
Ziyaret siklig1 Ug kez 16 5,8
Dort kez ve lizeri 14 51
Toplam 276 100,0

Tablo 1’de yer alan verilere gore katilmcilarin % 48,6’s1 erkek, % 51,4’ kadinlardan olusmaktadir.
Katilimeilarin bilyiik ¢ogunlugu (% 70,6) 21-50 yas araligindadir. Aragtirmaya katilan kisilerin bilyiik ¢ogunlugunu
(% 80,1) lise, On lisans ve yiiksek lisans diizeyinde egitim almis kisilerden olustugu goriilmektedir. Katilimeilarin %
51,171 evli, % 48,9’u bekardir. Katilimeilarin ¢ogunlugu (% 69,6) Ingiliz, Alman, Rus ve Hollandal1 turistlerden
olugsmaktadir. Bununla birlikte katilimcilarin biiyiik bir kismmin (% 70,7), konakladiklar1 otele ilk kez geldigi

goriilmektedir.

Tablo 2. Otellerdeki Hizmet Ortam1 Boyutlarina ve Katilimcilarm Otel Imaji Algilamalarina Iliskin Aritmetik

Ortalama ve Standart Sapma Degerleri

. Aritmetik | Std.
Boyutlar ve Ifadeler Ort. Sapma

HIZMET ORTAMI BOYUTLARI
Cevresel Kosullar 4,21 0,71
Otel toplu kullanim alanlarindaki 1sitma/sogutma olanaklari yeterlidir. 4,34 0,87
Otelde calan arka plan miizigi ilgi ¢ekicidir. 4,22 0,97
Otel hos bir kokuya sahiptir. 4,09 1,00
Otel toplu kullanim alanlarindaki aydinlatma olanaklar1 yeterlidir. 4,21 0,96
Mekansal Diizen 4,33 0,73
Asansore ulasim kolaydir. 4,31 0,96
Otel tesis yapisi havuzlara ulagim igin elverislidir. 4,39 0,79
Otel tesis yapist toplu kullanim alanlaria ulagim i¢in elveriglidir. 4,29 0,87
Dekor 4,05 0,86
Zemin ve duvarlardaki renkler ilgi ¢ekicidir. 4,17 0,95
Odalardaki mobilyalarin kalitesi yiiksektir. 3,94 1,12
Toplu kullanim alanlarindaki mobilyalarin kalitesi yiiksektir. 4,04 0,99
isaretler ve Semboller 4,32 0,75
Otel igerisindeki uyar1 ve yonlendirmeler yeterince bilyiiktiir. 4,28 0,88
Otel igerisindeki uyar1 ve yonlendirmeler kolayca anlasilabilir diizeydedir. 4,38 0,84
Otel igerisindeki uyar1 ve yonlendirmeler gitmek istedigim yere ulasmamui kolaylastirir. 4,29 0,86
OTEL IMAJI 4,23 0,84
Otel iizerinde iyi bir izlenime sahibim. 4,37 0,87
Bence diger miisteriler otel lizerinde olumlu imaja sahip. 4,20 0,97
Bence bu otel diger otellerden daha iyi bir imaja sahip. 4,11 1,00
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Tablo 2’de otel isletmelerindeki hizmet ortami boyutlarina iliskin aritmetik ortalama degerleri incelendiginde en
yiiksek ortalamanin sirasiyla mekansal diizen (i =4,33), isaretler ve semboller (i =4,32), cevresel kosullar (i =4,21)

ve dekor (§=4,05) seklinde siralandig1 goriilmektedir. Bu verilere dayanarak otel isletmelerinde konaklayan
turistlerin otelde saglanan imkanlara(havuz, restoran, lobi vb.) kolay ulagmalar1 icin yapilan diizenlemelerin
miisteriler tarafindan olumlu olarak degerlendirildigi goriilmektedir. Otel icerisinde gerekli uyar1 ve yonlendirmelerin
yapilabilmesi i¢in uygulanan isaret ve sembollerin turistler tarafindan yeterli biiyiikliikte ve kolay anlasilabilir oldugu
disiiniilmektedir. Bununla birlikte otellerdeki cevresel kosullarin (1sitma/sogutma olanaklari, miizik, koku ve
aydinlatma) turistler tarafindan olumlu degerlendirildigi goriilmektedir. Ayrica otellerdeki dekorun da (renk ve

kullanilan mobilyalarin kalitesi) turistler tarafindan olumlu algilandigi soylenebilir.

Tablo 2’deki verilere gore ise, turistlerin konakladiklar oteller ile ilgili imaj algilamalarinin yiiksek oldugu

sOylenebilir.

Tablo 3. Otel hizmet ortam1 boyutlarina iliskin dogrulayici faktor analizi tablosu

Faktor Cronbach’s |CR IAVE
Boyutlar ve ifadeler Yiikleri  Alpha
Cevresel Kosullar 0,73 0,80 0,50
Otel toplu kullanim alanlarindaki 1sitma/sogutma olanaklari yeterlidir. 0,66
Otelde c¢alan arka plan miizigi ilgi ¢ekicidir 0,72
Otel hos bir kokuya sahiptir. 0,83
Otel toplu kullanim alanlarindaki aydinlatma olanaklar1 yeterlidir. 0,62
Mekansal Diizen 0,78 0,83 0,62
Asansore ulagim kolaydir. 0,67
Otel tesis yapis1 havuzlara ulasim ig¢in elveriglidir. 0,86
Otel tesis yapisi toplu kullanim alanlarina ulagim igin elverislidir. 0,81
Dekor 0,80 0,81 | 0,59
Zemin ve duvarlardaki renkler ilgi ¢ekicidir. 0,67
Odalardaki mobilyalarin kalitesi yiiksektir. 0,81
Toplu kullanim alanlarindaki mobilyalarin kalitesi yiiksektir. 0,81
isaretler ve Semboller 0,83 0,83 0,63
Otel igerisindeki uyar1 ve yonlendirmeler yeterince biiytktiir. 0,79
Otel icerisindeki uyar1 ve yonlendirmeler kolayca anlagilabilir diizeydedir. 0,78
Otel igerisindeki uyar1 ve yonlendirmeler gitmek istedigim yere ulagsmami 080
kolaylastirir. '
Uyum indeksleri: p:0,001 ¥%:153,777, df:58, y?/df = 2,65, CFI:0,95, GFI: 0,92, NFI:0,91, RMSA:0,07, AGFI:0,87.
NOT: CR: bilesik giivenirlik, AVE: Aciklanan ortalama varyans

Tablo 3’teki modele ait uyum iyiligi degerleri ¥*:153,777, df:58, ¥?*/df = 2,65, p:0,001, CFI:0,95, GFI: 0,92,
NFI:0,91, RMSA:0,07, AGFIL:0,87 oldugu goriilmektedir. Bu degerler, 6l¢lim modelindeki uyum degerlerinin kabul
edilebilir diizeyde oldugunu gostermektedir (Bagozzi & Yi, 1988:82; Schermelleh-Engel, Moosbrugger & Muller
2003:52).

Olgekteki yap1 gecerligini (construct validity) saptamak amaciyla, yakinsak/uyusum gecerliine (convergent
validity) ve ayirt edici (discriminant validitiy) gecerlige bakilmistir. Yakinsak gecerligi belirlemede; faktor yiikleri,
CR(bilesik giivenirlik) ve AVE (agiklanan ortalama varyans) degerleri kullanilmistir (Hair, Black, Babin & Anderson
2014:632). Hair vd. (2014:618)’ne gore, dogrulayici faktor analizinde faktor yiikleri 0,70 ve lizeri olmalidir, ancak
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0,50 ve iizeri de kabul edilebilir bir degerdir. Dogrulayici faktor analizi sonucunda otellerdeki hizmet ortamini 6lgen

Olgekte yer alan ifadelere ait faktor yiiklerinin 0,50 {izerinde oldugu goriilmektedir.

Literatiirde, AVE degerinin 0,50 ve lizerinde (Bagozzi & Yi, 1988:82; Hair vd., 2014:619), CR degerinin ise 0,70

ve lizerinde olmasi gerektigi vurgulanmaktadir (Hair vd., 2014:619). Tablo 3’teki veriler incelendiginde tiim

boyutlara ait CR degerlerinin 0,70, AVE degerlerinin ise 0,50 nin ve iizerinde oldugu goriilmektedir.

Ayirt edici gegerlilikte ise, AVE degerlerinin karekokleri ile yapilar arasindaki korelasyon katsayilar

karsilastirilir. Yapilar arasindaki korelasyon degerlerinin, AVE degerlerinin karekoklerinden diigiikk olmast

gerekmektedir (Fornell ve Larcker, 1981:48). Tablo 4’teki veriler incelendiginde yapilar arasindaki korelasyon

katsayilarinin AVE karekdk degerlerinden diisiik oldugu goriilmektedir. Tiim veriler birlikte degerlendirildiginde,

Olcegin yap1 gegerliginin saglandigi sdylenebilir.

Tablo 4. Korelasyon katsayilart ve AVE karekok degerleri tablosu

Isaretler ve Semboller

Cevresel Kosullar Mekansal Diizen Dekor [saretler ve Semboller
Cevresel Kosullar 0,707
Mekansal Diizen 0,641 0,787
Dekor 0,647 0,583 0,768

0,612 0,655 0,632 0,793

Not: AVE karekdkleri kosegen (diagonal) ve koyu olarak verilmistir.

Tablo 5. Otel hizmet atmosferi boyutlari ile otel imaji arasindaki iligkiye ait korelasyon analizi tablosu

Faktorler Cevresel Mekansal Diizen | Dekor Isaretler ve Otel imaj1
Kosullar Semboller

Cevresel 1 ,641** ,0647%* ,612%* B77**

Kosullar

Mekansal Diizen 1 ,583** ,655** ,566**

Dekor 1 ,632** ,673**

Isaretler ve 1 ,580**

Semboller

Otel imaj1 1

**p<0.01

Tablo 5’te otel hizmet ortam1 boyutlar ile otel imaj1 arasindaki iliskiyi belirlemek amaciyla uygulanan Pearson

korelasyon analizi sonuglar1 yer almaktadir. Tablo 5°te yer alan degerler incelendiginde, otel hizmet ortami

boyutlar1 ile otel imaj1 arasindaki korelasyon katsayilarinin tamaminin pozitif ve anlamli oldugu goriilmektedir

(p<0,01). Otel hizmet ortam1 boyutlarindan ¢evresel kosullar (r = 0,677), dekor (r = 0,673), isaretler ve semboller (r

=0,580) ve mekansal diizen (r = 0,566) ile otel imaj1 arasinda pozitif yonde orta diizey bir iligki oldugu

goriilmektedir.
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Tablo 6. Otel hizmet atmosferi boyutlar ile otel imaj1 arasindaki iliskiye ait coklu regresyon analizi tablosu

Standart (f) Std.Hata t p Tolerance VIF
Sabit
Cevresel Kosullar 0,342 0,070 5,800 0,000 0,460 2174
Mekansal Diizen 0,082 0,067 1,403 0,162 0,470 2,129
Dekor 0,338 0,056 5,870 0,000 0,482 2,073
saretler ve Semboller | 0,103 0,066 1,739 0,083 0,460 2,175
RZ=0.565
F =88,136, p< 0,000
Durbin Watson= 1,429

Bagimli degisken: otel imaj1

Tablo 6’da otel hizmet ortami1 boyutlarinin otel imaj1 lizerindeki etkisine iligkin ¢oklu dogrusal regresyon analizi
sonucglart yer almaktadir. Regresyon analizinin tutarli sonug¢ ortaya koyabilmesi icin oncelikle, bagimsiz
degiskenlerin birbirleriyle gii¢lii bir korelasyon iligkisinin (r=0.90 ve tlizeri) (Hair vd., 2014:196) olmamasi (¢oklu
baglant1 problemi) ve hata terimleri arasinda iliski olmamas1 (oto korelasyon) gerekir (Durmus, Yurtkoru & Cinko,
2016:155). Tablo 6’da yer alan Durbin Watson degeri (1,429) oto korelasyon probleminin olmadigina isaret
etmektedir (Kalayci, 2009:264). VIF degerlerinin 10’dan diisiik olmas1 ve Tolerance degerlerinin 0,10’dan biiyiik
olmasi (Pallant, 2011:158) da ¢oklu baglant1 probleminin olmadigin1 gostermektedir. Bu sonuglara gore verilerin

regresyon analizi yapmaya uygun oldugu goriilmektedir.

Tablo 6’daki veriler incelendiginde, degiskenler arasindaki ¢ok degiskenli dogrusal regresyon modeli anlaml
bulunmustur (F =88,136, p< 0,001). Tablo 6’daki veriler incelendiginde, ¢evresel kosullarin (=0,342, p<0.05) ve
dekorun (=0,338, p<0.05) otel imaji iizerinde anlamli bir etkisinin oldugu goriilmektedir. Dolayisiyla, H1 ve H3
hipotezleri kabul edilmistir. Bununla birlikte, mekansal diizen (f=0,082, p>0.05), isaret ve sembollerin (=0,103,
p>0.05) otel imaj1 iizerinde anlamli bir etkisinin olmadig1 goriilmektedir. Bu nedenle H2 ve H4 desteklenmemistir.
Hesaplanan R?=0,565 degeri, modelin hizmet unsurlar1 (¢evresel kosullar, mekansal diizen, dekor, isaretler ve
semboller) tarafindan agiklama oraninin %56,5 oldugunu gostermektedir. Tablo 6’da yer alan standardize edilmis

regresyon katsayilarina gore (B), otel imajini etkileyen en 6nemli unsurun, ¢evresel kosullar oldugu goriilmektedir.
Sonuc, Tartisma ve Oneriler

Bu aragtirmada, hizmet ortaminin otel imaji {izerindeki etkisi belirlenmeye c¢alisilmistir. Bu baglamda
Kusadasi’ndaki 5 yildizli otellerde konaklayan yabanci turistler tizerinde bir arastirma yapilmistir. Bu aragtirmadan
elde edilen sonuglara gore, turistlerin konakladiklar1 otellerdeki hizmet ortam1 unsurlarina (mekansal diizen, isaret
ve semboller, ¢evresel kosullar, dekor) iligkin algilamalarimin yiiksek oldugu belirlenmistir. Ayrica turistlerin

konakladiklar oteller ile ilgili imaj algilamalarinin da olduk¢a olumlu oldugu ortaya ¢ikmustir.

Arastirmada, otel hizmet ortamimin otel imaj1 iizerinde etkili oldugu ortaya ¢ikmistir. Literatiirde de, hem resort
hem de dort ve bes yildizli oteller iizerine yapilan ¢aligmalarda, otel hizmet ortamimin otel imaj1 lizerinde pozitif ve
anlaml bir etkisinin oldugu goriilmektedir (Nguyen, 2006; Durna vd., 2015; Dedeoglu vd., 2015; Ali vd., 2013;
Abdel-Aal & Abbas, 2016). Arastirmada otellerdeki ¢evresel kosullar ve dekorun otel imaji iizerinde anlamli bir

etkisinin oldugu, mekansal diizen, isaretler ve sembollerin ise anlamli bir etkisinin olmadigi ortaya ¢ikmistir. Diger
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bir ifadeyle, otellerdeki 1sitma/sogutma olanaklar1 miizik, koku, aydinlatma ve kullanilan renkler miisterilerin imaj
algilamalarin1 olumlu etkilemistir. Otel imajini etkileyen en 6nemli hizmet ortami1 unsurunun cevresel kosullar

oldugu ortaya ¢ikmustir.

Cevresel kosullar bireyin ruh haline anlik olarak etki edebilecek faktorleri (miizik, koku, aydinlatma, sicaklik,
renkler, giiriiltii, mobilya kalitesi) kapsiyor olmasi sebebiyle oldukca onemlidir. Cevresel kosullar, sunulan bir
hizmetin miisteriler tarafindan algilanmasim saglar (Mattila & Wirtz, 2001). Cevresel kosullarin satin alma karar
stirecine etki ederek bu konudaki yonlendirici etkisinin biiyiik oldugu bilinmektedir (Lin 2004; Nguyen & Leblanc,
2002). Weise (2008)’e gore sicaklik hem toplanti hem de etkinlik alanlarinda kisiler tizerinde etkilidir. Hui, Dube &
Chebat (1997)’a gore miizik, herhangi bir hizmet isletmesinde, sunulan bir hizmetin gecikmesi durumunda olusacak
olumsuz etkileri en aza indirebilecek etkili araglardan birisidir. Restoranlar {izerine yapilan ¢alismalarda, miizik
temposunun siparis hizini, miisterinin kalig stiresini ve harcanan para miktarini etkileyebilecegi ortaya ¢ikmistir (Kim

& Moon, 2009).

Sonug olarak hem bu arastirmadan elde edilen sonuglar hem de literatiirde konu ile ilgili yapilmis diger ¢caligmalar
dikkate alindiginda, otellerdeki hizmet ortammin otel imaji1 iizerinde etkili oldugu goriilmektedir. Iyi olusturulmus
ve olumlu algilanan bir isletme imajinin, isletmenin tekrar tercih edilmesinde, tavsiye edilmesinde ve isletme ile
miisteri arasinda giiven baginin olusturulmasinda énemli etkisi vardir. Dolayistyla Kusadasi’ndaki 5 yildizli otel
yoneticileri, 6zellikle otel imajinin olugmasina onemli katkis1 oldugu ortaya ¢ikan gevresel kosullar ve dekor
unsuruna daha fazla 6nem vermelidirler. Diger bir ifadeyle otel yoneticileri, miizik, koku, aydinlatma, sicaklik,
renkler, giiriiltii,, mobilya kalitesi gibi unsurlara 6zellikle dikkat etmelidirler. Miisteri memnuniyetinin saglanmasi ile

birlikte olumlu imaj algisi, misterilerin otel isletmelerini tekrar tercih etmesinde dnemli bir katki saglayabilir.

Bu arastirmanin sonuglari Kusadasi’ndaki 5 yildizli otellerle sinirlidir. Diger 5 yildizli otellere genellenemez.
Aragtirma kiy1 kesiminde faaliyet gosteren 5 yildizli oteller lizerinde yapilmistir. Gelecekte yapilacak arastirmalar,

sehir otellerinde yapilabilir. Béylece aradaki farkliliklar/benzerlikler belirlenebilir.
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Extensive Summary

It has been accepted depending on various scientific researches that people are affected by the environment or
atmosphere in which they live and the environment has a certain degree of cognitive, emotional and psychological
effect on the individual (Bitner, 1992, s.59). The interaction between all kinds of natural, artificial and social
environment and human was first evaluated within the scope of environmental psychology. One of the findings that
form the basis of environmental psychology is that one cannot be considered as isolated from the external
environment. In this regard, the need for people to constantly interact with different environments, environments or
places can be considered as a provision of this situation. The fact that people around the world travel thousands of
kilometers every year and travel abroad, can be seen as a concrete result of this situation. With the motivation to be
constantly in a different natural or artificial environment / environment, more and more people travel on an

international scale each year.

When the related literature is examined, it is seen that the number of studies investigating the effect of the service
environment on the hotel image is very small (Ali et al., 2013; Durna et al., 2015; Dedeoglu et al., 2015; Abdel-Aal
and Abbas, 2016; Nguyen, 2006). Based on this point, in this research, it is aimed to to determine the impact of the
servicescape on the image of the hotel. There are many factors in creating the image of a business. Elements such as
service quality, customer relationship management, mission, vision, organizational culture can be given as examples.
However, the important point in this research; emphasis is on highlighting the importance of servicescape elements
such as ambient conditions, spatial layout, decor, signs and symbols for hotel businesses, and highlighting this point
by revealing the effect of these elements on the hotel image. Based on the literature review, the hypotheses of this

research are formed as follows:

H1: Ambient conditions have a significant effect on the image of the hotel.
H2: The spatial layout has a significant effect on the image of the hotel.
H3: The decor element has a significant effect on the image of the hotel.
H4: Signs and symbols have a significant effect on the image of the hotel.

In this research, survey technique was used as a data collection tool. The survey form consists of three parts. In
the first part, there are statements regarding the demographic characteristics of the participants (gender, age, marital
status, nationality, educational status) and the frequency of hotel visits. In the second part, there is a scale that
measures the hotel service environment consisting of 13 expressions and four basic dimensions (ambient conditions,

spatial layout, decor, signs and symbols). In the third part, the image of the hotel was measured in three expressions.
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The population of the research consists of foreign tourists staying in 5-star hotels in Kusadasi between August-
September 2018. It was learned that there are ten 5-star hotels operating in Kusadasi on the official website of Aydin
Provincial Directorate of Culture and Tourism during the research period. Face to face interviews were held with the
managers of these ten hotels, whose names and contact information were taken. Five of these hotels refused to take
a survey. Therefore, the survey was carried out with five other hotels. The hotels surveyed are resort hotels that
implement an all-inclusive system. Two of the five hotels that agreed to take the survey suggested security risks and
accepted the questionnaires to be applied on the condition that they were implemented by the hotel staff. For this
reason, the questionnaire forms were delivered to the front office managers of the relevant hotels. The surveys
conducted in three hotels other than these hotels were conducted by the person carrying out the research face to face
with the tourists who agreed to participate in the survey in the lobby section of the relevant hotels. In this regard, it
was tried to be careful to collect an equal amount of questionnaire from five five-star hotels that agreed to make a
survey, and a total of 284 questionnaires were collected. Eight of these collected questionnaires were removed on the

grounds that they were filled in deficiently, and a total of 276 questionnaires were taken into consideration.

In the research, firstly, the demographic characteristics (gender, marital status, age, education level, nationality)
and frequency and percentage distributions related to the frequent visits to the hotel are given. In order to describe
the opinions of foreign tourists regarding hotel service environment and hotel image perceptions, mean and standard
deviation values were calculated. Confirmatory factor analysis was conducted to ensure the construct validity of the
hotel service environment scale. The relationship between the service environment and the image of the hotel was
determined by correlation analysis. Multiple linear regression analysis was carried out to determine the effect of
servicescape dimensions (ambient conditions, spatial layout, decor, signs and symbols) on the hotel image.

According to the results obtained from this research, it has been determined that the perceptions of the tourists
about the servicescape elements (spatial layout, signs and symbols, ambient conditions, decor) in the hotels where
they stay are high. In addition, it was revealed that the perceptions of tourists about the hotels they stayed in were
very positive. In the research, it has been revealed that the hotel servicescape has an impact on the image of the hotel.
In the study, it was revealed that the ambient conditions and decor in the hotels had a significant effect on the image
of the hotel, and the spatial layout signs and symbols did not have a significant effect. In other words, the heating /
cooling facilities in hotels, music, fragrance, lighting and the colors used have positively affected the image
perception of the customers. Ambient conditions have emerged as the most important servicescape factor affecting

the hotel image.

As a result, considering both the results obtained from this research and other studies on the subject in the
literature, it is seen that the servicescape in the hotels has an impact on the image of the hotel. A well-formed and
positively perceived corporate image has an important effect on re-preferring, recommending and establishing a trust
relationship between the business and the customer. Therefore, 5-star hotel managers in Kusadasi should pay more
attention to the ambient conditions and decor element, especially those that have proven to contribute to the formation
of the hotel image. In other words, hotel managers should pay particular attention to the elements such as music,
smell, lighting, temperature, colors, noise, and furniture quality. Along with ensuring customer satisfaction, positive

image perception can make an important contribution to the re-preference of customers' hotel businesses.
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Génderim Tarihi:04.07.2020 Bu arastirmanin temel amaci mesleki bagliligin prososyal motivasyon davranisi lizerindeki
roliiniin analiz edilmesidir. Bu dogrultuda uygulamali (amprik) bir nitelik tasiyan

Kabul Tarihi:08.09.2020 arastirmanin evrenini Antalya’da faaliyet gdsteren 5 yildizli otel isletmelerinde ¢alisan

mutfak personeli olusturmaktadir. Calismada evrenin biitiiniine ulagma sans1 olmadigindan
orneklem alma yoluna gidilmistir. Arastirma kapsaminda belirlenen dérneklemden verilerin
toplanmasinda anket teknigi kullanilmistir. Verilerin analizinde betimsel analizlerden,
bagimsiz 6rneklem t testi, Anova testi ve Tukey testlerinden yararlanilmistir. Degigkenler
arasindaki iliskinin tespiti i¢in basit korelasyon analizi, bagimsiz degiskenin, bagimli
Prososyal motivasyon degisken iizerindeki etkisinin belirlenmesi i¢in dogrusal regresyon analizi yapilmistir.
Yapilan analizler sonucunda; mesleki baglilik ile prososyal motivasyon davranigt arasinda
orta kuvvette anlamli bir iligkinin oldugu ve mesleki baghligin prososyal motivasyon
Mesleki baglilik davranisi {izerinde pozitif yonlii 5nemli diizeyde bir etkisinin oldugu tespit edilmistir. Elde
edilen bulgular dogrultusunda bu ¢alisma, 6rgiitiin amaglarinin gergeklestirilmesine yonelik
olarak yiiksek diizeyde verimlilik elde etme adina prososyal motivasyon davranisi yiiksek
bireylere ulagsmada mesleki baglilik unsurunun belirleyicilik kat sayisinin yiiksek oldugu
sonucunu ortaya koymustur.

Anahtar Kelimeler

Mutfak calisanlari

Prososyal davranis

Keywords Abstract

Kitchen employees The main purpose of this study is to analyze the role of professional commitment on
prosocial motivation behavior. According, the sample of the study, which has an applied
(empirical) nature, is the kitchen staff working in 5-star hotel businesses operating in
Prosocial nehavior Antalya. Sampling was made since it was not possible to reach the whole population in the
study. A questionnaire technique was used to collect data from the sample determined
within the scope of the study. Descriptive analysis, independent sample t test, Anova test
and Tukey tests were used in the analysis of the data. In order to test the relationship between
the variables, simple correlation analysis and simple linear regression analysis for the effect
of the independent variable on the dependent variable were used. As a result of the analysis
it was determined that there is a moderate relationship between professional loyalty and
prosocial motivation behavior and that professional loyalty has a significant positive effect

Prosocial motivation

Career commitment

Makalenin Tiirii on prosocial motivation behavior. In line with the obtained findings, this study has revealed
. that the level of the coefficient in determining the professional commitment factor of
Arastirma Makalesi individuals with high prosocial motivation behavior in achieving the goals of the

organization is high.
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GIRIS

Gilinlimiizde isletmelerin genel amaci yogun rekabet ortaminda iistiinliik elde edebilmek i¢in eldeki kaynaklarin
isletme amagclar1 dogrultusunda etkin bir sekilde kullanilmasini saglamaktir. Bir amag etrafinda toplanmis orgiitlerin,
faaliyetleri ¢ercevesinde belirlenen hedeflerine ulagabilmesi i¢in elindeki en 6nemli kaynaklarindan biri insandir. Bu
cergevede igletmelerin siirdiiriilebilir rekabet avantaji elde edebilmesinde ve belirlenen amaglarina ulasabilmesinde
insan unsurunun etkili bir sekilde kullanilmasi (Yazicioglu & Topaloglu, 2009, s.4), baska bir ifade ile ¢aliganlarin
Orgiit amaclart dogrultusunda kendilerinden beklenen davramislardan daha fazlasim yapabilmesi icin ¢aba
gostermelerinin saglanmasi ve bu yonde calisanlarin harekete gecirilmesi énemli bir gereklilik olarak karsimiza
cikmaktadir. Bu anlamda ise isletmeler, birey davranislarinin belirli bir ama¢ dogrultusunda yonlendirilmesinin
saglanmasinda 6nemli bir giic olan motivasyon (Hagemenn, 1997, s.7; Eren, 2003, s.554) unsuruna ihtiyag
duymaktadir. Bu ihtiyag rekabetin olduk¢a yogun olarak yasandigi bilinen hizmet igletmelerinde ise diger isletmelere
kiyasla kendisini daha da fazla hissettirmektedir. Ayrica, motivasyon unsuru orgiitsel anlamda isletmenin yapisina,

tiirline, isleyisine gore farklilik gosterebilecegi gibi ¢alisanin bulundugu konuma ve kisisel 6zelliklerine gore de

farklilik gosterebilmektedir (Alkis & Oztiirk, 2009, s.214).

Calisanlarin  orgiitsel amaclar c¢ercevesinde islerini etkin ve verimli bir sekilde yerine getirebilmek ve
kendilerinden beklenilen davranmiglardan daha fazlasini sergileyebilmek i¢in gostermis olduklari ¢aba orgiitsel
davranig literatiiriinde birgok arastirmaci tarafindan sosyal degisim teorisi temelinde motivasyon kavrami ile
agiklanmaktadir (McGregor, 1960; Maslow, 1962; Herzberg, 1970). Orgiitlerin ve bireylerin davramglarinin
acgiklamasinda kullanilan ve bu anlamda 6nemli bir ara¢ olarak gdriilen motivasyon (Grant, 2008, s.48), bireyi istekli
ve kararli bir sekilde 6nceden belirlenmis olan amaglar dogrultusunda igsel ve/veya digsal faktorlerden aldigi giigle
harekete geciren giidii olarak tanimlanmaktadir (Akgakaya, 2010, s.316). Baska bir ifade ile motivasyon, orgiitsel ve
bireysel amaglarin gercgeklestirilmesine yonelik olarak bireyin beklentilerinin karsilanmasi gergevesinde istekli bir

sekilde hareket etmesini saglayan giidiilenme siireci olarak tanimlanabilir.

Motivasyon ile ilgili olarak yapilan tanimlamalar incelendiginde motivasyonun, amaca yonelik olarak gosterilen
davranislarla ilgili bir siireci ifade ettigi goriilmektedir. Ancak genel anlamda, bireyin kendi amaglar1 dogrultusunda
icsel bir uyarici etki ile motive olmasi dogal bir siirecte gerceklesirken, kendi amaglar1 disinda farkl birey ve
orgiitlerin amaglar1 dogrultusunda digsal bir uyarici etki ile motive olmasi ve bu yonde davranig gostermesi ise yapay
bir siireci teskil etmektedir (Kirel, 1996, s.163). Literatiirde motivasyon ile ilgili diger bir siire¢ ise, prososyal
davranis siirecidir. Prososyal davranis siireci, digsal bir uyarici etki olmaksizin bireyin kendi amagclar1 disinda, farkl
bireylerin ve bagli bulundugu orgiitiiniin amaglarina yonelik olarak gdstermis oldugu davranislarla ilgili dogal bir

motivasyon siirecini ifade etmektedir.

Prososyal davranis kavramu ile ilgili olarak oOrgiitsel davrang literatiiriinde sinirli sayida calismanin yapildigi
goriilmiis olup, konuyla ilgili olarak 6zellikle yerli literatiirdeki ¢aligma sayis1 daha da siirlidir. Prososyal davranig
kavrami ile ilgili yapilan ¢aligmalarin biiylik bir kismmin ise psikolojisi alaninda ve ¢ocuklar ilgili arastirmalar
oldugu goriilmektedir (Eisenberg & Mussen 1989; Calik vd., 2009). Smurli sayida gergeklestirilen orgiitsel davranis
calismalarinda ise arastirmacilarin Orgiitsel agidan prososyal davramiglari incelerken, c¢ogunlukla prososyal
davraniglarin ortaya ¢ikmasinda ve gelistirilmesinde etkili olan faktorlerin arastirilmasinin kismen ihmal edildigi

gOriilmustiir. Literatiirde prososyal motivasyonun; orgiitsel baglilik (Ackfeldt & Wong, 2006), is performansi (Grant,
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2008), is tatmini (Foote & Li-Ping Tang, 2008), is ve yasam doyumu (Akduru vd., 2016), ise gémiilmiigliik (Kesen
& Akyliz, 2016), ise baglanma (Abid vd., 2018), psikolojik sermaye (Akcay, 2018; Hasdemir, 2019), kisilik tipi
(Y1ildiz vd., 2012) ve orgiit kiiltiirii (Yildiz, 2019) gibi bir¢ok drgiitsel davranis konulariyla iliskilerine bakildig ve
belirli diizeyde iliski tespit edildigi goriilmiistiir. Orgiitsel davramisin dnemli etkileyicilerinden biri olan mesleki
baglilik unsurunun da prososyal motivasyon davramiginin gelisimini etkileyebilecegi, dolayisiyla prososyal
motivasyon ile mesleki baglilik arasindaki iliskinin yoniinin ve diizeyinin belirlenmesinin gerektigi

diistintilmektedir.

Prososyal davranis literatiiriinde mesleki bagliliga yonelik arastirmalarin ihmal edilmis olmasi1 nedeniyle mesleki
baglilik unsurunun, calisanlarin prososyal motivasyon davranisi iizerindeki etkisinin ne diizeyde oldugunun
Olciilmesini amaglayan bu calismanin literatiire 6nemli diizeyde katk: saglayacag diisiiniilmektedir. Ayrica sektorel
acidan rekabetin ve hizmet sunumu agisindan ise emek faktoriiniin olduk¢a yogun yasandigi bir sektor olan turizm
sektoriinde istihdam edilen mutfak calisanlari lizerinde yapilan ¢aligmanin hem yonetimsel hem de sektorel agidan

onemli diizeyde katki sunacag diistiniilmektedir.
Kavramsal Cerceve
Prososyal Motivasyon Davranisi

Prososyal motivasyon, prososyal davranislarin bir onciilii oldugu ve olumlu sosyal davranislara kaynak
olusturdugu, literatiirde ¢esitli degiskenlerle yapilan aragtirmalarda ortaya konulmustur. Prososyal davranis siireci ve
dolayisiyla prososyal motivasyon davranisi bireyin kendi yararina ¢ikar gozetmeden ve kisisel olarak herhangi bir
sekilde kayba ugrayabilecegi endisesine kapilmaksizin bagkalarina fayda saglama amaciyla goniillii olarak caba
gdsterme arzusu olarak tanimlanmaktadir (Batson, 1987, s.68; Grant, 2007, s.395; Grant, 2008, s.23). Orgiitsel
anlamda ise, bireyin Orgiitiiniin amag¢ ve hedeflerine higbir ¢ikar gdzetmeksizin olumlu etki yapma isteklerini ifade
etmektedir (Grant, 2007, s.395; Soydemir vd., 2014, 5.66; Esmer & Ozdasl, 2018, s.82). Prososyal davranisla ilgili
olarak genel anlamda yapilan tanimlamalara bakildiginda, bireyi kendi amaglar1 diginda 6rgiitiine ve diger bireylere
fayda saglama amaciyla harekete gegiren en 6nemli itici giiclin bireyin i¢sel motivasyonunun oldugu séylenebilir
(Ryan & Deci, 2000, s.55). Ciinkii prososyal davranig siirecinde, bireyin herhangi bir digsal uyarici etki altinda
kalmaksizin, i¢ten gelen bir diirtii ile baskalarinin yarar1 dogrultusunda harekete gectigi goriilmektedir (Grant, 2007,
5.399). Bu anlamda prososyal motivasyon davranig siirecinin genel motivasyon siirecine gore farkli bir diizende

isledigi gortilmektedir.

Prososyal davranis sergileyen bireylerin niyetlerinden emin olmak oldukga giictiir. Literatiirde birgcok arastirmaci
tarafindan ¢aliganlarin isyeri ortaminda prososyal etki olusturmak igin nasil motive olabildikleri anlamlandirilmak
istenmis ve bu dogrultuda bir¢ok calisma yiritiilmiistiir (Grant, 2007, s.395). Bu kapsamda yapilan ¢aligsmalarda
bireyleri prososyal davraniga iten faktorler hakkinda farkli sekillerde teorik yaklagimlarda bulunulmustur (Batson
vd., 1987; Ryan & Connell, 1989; Clary & Snyder, 1991; Batson & Oleson, 1991; Clary vd., 1998; Weinstein &
Ryan, 2010). Bu teorik yaklasimlardan bir grup goriise gore; prososyal davranis gosteren bireyin gercekte dolayl
olarak kendi yararlarina hareket ettigi, bagka bir ifade ile bu davraniglarin temelinde kendini 6diillendirmek gibi
bencil motivasyonlarin yer aldigini goriisii savunulmaktadir (Franzoi, 2000, s.482; Kumru vd., 2004, s.110;
Weinstein & Ryan, 2010, s.222). Diger bir grup goriise gore ise; prososyal davraniglarin bagkalarina yonelik kasten
yarar saglamak i¢in goniilli olarak yapilan ve kendi yararina herhangi bir ¢ikar gozetmeden gergeklestirilen olumlu
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sosyal davraniglar oldugu savunulmustur (Hoffmann, 1982, 5.281; Eisenberg & Mussen 1989, s.3; Freedman vd.,
1976, s.261; Uzmen, 2001, s.195; Carlo vd., 2003, s.108; Calik vd., 2009, s.561; Akgay, 2018, s.383). Prososyal
davranisin olusum ve gelisim siireci hakkinda farkli yonde diisiinceler gelistirilmis olsa da bu tiir bir davranigin
prososyal davranig olarak kabul edilmesi i¢in gerekli olan ortak ve temel unsurun, bireyin baski altinda kalmadan
goniilliiliik ¢ercevesinde olumlu sosyal davranigta bulunma niyetinin oldugu bilinmektedir (Saha, 2004, s.10; Penner

vd., 2005, 5.366; Hazzi & Maldaon, 2012, s.107; Ewest, 2016, s.53; Esmer & Ozdasli, 2018, s.74).
Mesleki Baghhk

Mesleki baglilik, bireyin meslegi ile ilgili olarak yasadig1 deneyimleri ve zamanla edinmis oldugu bilgi, beceri ve
uzmanliklar neticesinde meslegi ile 6zdeslesmesi ve bireyin mesleginin kendi yasaminda giderek daha fazla 6nemli
hale gelmesi ile ilgilidir (Morrow, 1983, 5.489; Giiney, 2004, s.167; Ozdevecioglu & Aktas, 2007, s.5). Meslegin
birey yasamindaki 6neminin anlasilmasiyla beraber, birey ile meslegi arasinda belirli diizeyde bir duygusal bagin
olugsmast ve bu dogrultuda bireyin meslegi ile ilgili konularda duygusal tepkiler verebilmesi sonucunu
dogurmaktadir. Bu kapsamda bireyin meslegi ile ilgili olarak gostermis oldugu hassasiyet ve sonucunda vermis
oldugu duygusal reaksiyon bireyin mesleki bagliligini ortaya koymaktadir (Lee vd., 2000, s.800). En genel ifadeyle

mesleki baglilik, bireyin meslegine kars1 olan olumlu duygulari olarak tanimlanmaktadir (Blau, 2003, s.469).

Mesleki baglilik, ¢alisanin orgiitii ve orgiit icerisindeki diger bireylerle arasindaki iliskiyi diizenleyen en 6nemli
faktorlerden biri oldugu ileri siiriilmektedir (Aranya & Ferris, 1984). Ayrica mesleki bagliligin 6rgiit amaglarinin
benimsemesini kolaylagtirdigi dile getirilmektedir (Tak & Ciftcioglu, 2009, s.172). Bu gercevede caliganlarin
mesleklerine yonelik tutumlarinin, orgiitlerine yonelik tutumlarmi biiyiik dlclide etkiledigi soylenebilir. Ciinkil
mesleki anlamda isine yonelik baghlik diizeyi yiliksek olan caliganlarin, gorevlerini yerine getirmede ve bagl
bulundugu orgiitiiniin hedeflerine ulasmasinda daha fazla ¢aba sarf ettikleri bilinmektedir (Ustu & Tiimkaya, 2017,
s.1263). Ayrica bu tiir ¢alisanlarin orgiit ile olumlu iliskiler kurduklar1 ve dolayisiyla meslekte kalma niyetleri ile
sergilemis olduklar1 davraniglar arasinda pozitif yonlii bir iligki oldugu yapilan arastirmalarda ortaya konulmustur
(Uyar, 2010, s.36). Dolayisiyla bireyler, mesleki baglilik gibi degerlerinin etkisiyle prososyal davranislara yonelmesi
beklenebilir. Bu diisiinceden hareketle bireyin mesleki bagliliginin prososyal motivasyon davranigini ne diizeyde

etkiledigini ortaya koymak amaciyla konaklama isletmeleri mutfak ¢aligsanlari {izerinde bir ¢alisma yiiriitilmiistiir.

Mesleki baghilik ve prososyal motivasyon davranisinin c¢alisanlarin orgiit amaglarina hizmet noktasindaki
verimliligini ve etkinligini etkiledigi alan yazinda goriilmekte olup, 6zellikle insan unsurunun ayri bir 6nem tasidigi
otel igletmelerinde ve otel isletmelerinin 6nemli bir departmani olan mutfak 6zelinde mesleki baglilik diizeylerinin
bilinmesi ve prososyal motivasyon davraniglarinin incelenmesi dnemli bir konuyu olusturmaktadir. Diger yandan
odak unsurlardan biri olan mesleki bagliligin nedensellik baglaminda ayrica irdelenmesinin prososyal motivasyon
davranisi literatiiriine katki saglayacagi ongoriilmektedir. Arastirmanin ¢ikis noktasi ve ilgili alan yazina dayanarak
olusturulan arastirma hipotezi ise “H1: Mutfak caliganlarimin mesleki bagliliginin prososyal motivasyon davranisi

tizerinde anlamli bir etkisi vardir” olarak ifade edilmistir.
Yontem
Bu arastirmanin temel amaci mesleki bagliligin prososyal motivasyon davranigi iizerindeki roliiniin analiz

edilmesidir. Bu dogrultuda uygulamali (amprik) bir nitelik tasiyan bu arastirmanin evrenini Antalya’da faaliyet
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gosteren 5 yildizli otel isletmelerinde ¢alisan mutfak personelinden olugsmakta olup, belirlenen evren iizerinden
kolayda orneklem yontemi ile 6rneklem alma yoluna gidilmistir. Evreni olusturan mutfak calisanlarinin sayisi
10.000°den fazla oldugundan, Ozdamar (2001, s.257) tarafindan sinirsiz evrenler (N>10.000) ve nicel arastirmalar
icin Onerilen (n=02 Zo2/ H2) formiilden yararlanilmistir. Formiildeki standart sapma degeri 100 kisilik pilot
uygulama sonucunda (o) 1,2 olarak belirlenmis, anlamlilik diizeyi (a) 0,05, hata degeri, (H) 0,15 alinmistir. Ek olarak
anlamlilik diizeyi 0,05, Z teorik degeri 1,96 alindiginda ve diger parametreler formiilde yerine konuldugunda
minimum Orneklem hacmi 384 olarak hesaplanmistir. 2019 Haziran-Ekim aylar1 arasindaki silirede uygulamali
arastirma yapmak {izere onay veren otel isletmelerinden anket teknigi ile veriler elde edilmistir. Bu dogrultuda
cevaplanmas1 istenen anketlerde eksik, hatali ve geriye donmeyecek anketlerin de olabilecegi goz oOniinde

bulundurularak 500 anket dagitilmis ve sonugta gegerli 391 anket degerlendirmeye alinmustir.

Aragtirmada kullanilan anketin birinci boliimiinde katilimcilarin demografik 6zelliklerini belirlemek iizere
olusturulmus olan sorulara (cinsiyet, medeni durum, yas, egitim durumu ve isletmedeki calisma siiresi) yer
verilmistir. Anketin ikinci béliimiinde katilimcilarin prososyal motivasyon davranisi diizeylerini belirlemek amaciyla
Grant & Sumanth (2009) 1 gelistirilen Kesen & Akyiiz (2016) tarafindan ise Tiirk¢eye ¢evrilmis olan bes maddeden
Olusan ve besli likert olarak hazirlanmis olan tek boyutlu prososyal motivasyon Olcegine yer verilmistir. Anketin
iiclincli ve son bolimde ise katilimcilarin mesleklerine yonelik baglilik diizeyini belirleyebilmek amaciyla
olusturulmus olan Blau (1985) tarafindan gelistirilen Tak ve Cift¢ioglu (2008) tarafindan ise Tiirk¢eye ¢evrilmis olan
sekiz maddeden olusan ve besli likert olarak hazirlanmis olan tek boyutlu Mesleki Baglilik Olgegine yer verilmistir.
Aragtirmada kullanilan her iki 6lgeginde gegerlik ve giivenirlik ¢alismasi yapilmigtir. Giivenirlik analizi kapsaminda
aragtirma degigkenlerinin igsel tutarliliklarinin ortaya konulabilmesi amaciyla Cronbah Alpha degerleri hesaplanmis,
Olceklerin yap1 gegerliliklerini test etmek i¢in kesfedici faktor analizinden yararlanilmis ve ¢alismanin bulgular
kisminda detaylandirilmigtir. Arastirma degiskenlerine iligkin olarak herhangi bir 6l¢ek maddesinin g¢ikarilmasi
durumunda Cronbach Alpha degerlerinin belirgin bir sekilde degisim gostermemesinden dolay1 madde ¢ikarilmasina

gerek duyulmamustir,

Elde edilen veriler bilgisayar ortamina aktarilmis, ters kodlu sorular ve hatali kodlama olasiligi géz oniinde
tutularak tiim verilerin frekans dagilimlari irdelenmistir. Arastirma amact dogrultusunda verilerin analizlerine
gecmeden Once tiim parametrik testler igcin 6n kosul olarak, toplanan verilerin normal dagilim gosterip gostermedigi
test edilmistir. Toplanan verilerin normal dagilima sahip olup olmadigini test etmek amaciyla ise ¢arpiklik ve basiklik
degerleri hesaplanmistir. Literatiirde ¢arpiklik (skewness) ve basiklik (kurtosis) degerlerinin +1,500 ile -1,500
degerleri arasinda oldugu durumlarda dagilimin normal dagilim olarak gerceklestigi kabul edilmektedir (Tabachnick
& Fidell, 2013). Bu kapsamda hem mesleki baglilik 6l¢egine yonelik olcek ifadelerinin carpiklik (0,156) ve basiklik
(-0,533) hem de prososyal motivasyon dlgegine yonelik 6lgek ifadelerinin carpiklik (0,305) ve basiklik (-1,428)
degerleri +1,500 ve -1,500 degerleri arasinda oldugundan ¢alisma verilerinin dagilimimin normal dagilim gosterdigini
sOyleyebiliriz. Yapilan analizler neticesinde verilerin normal dagilim gdstermesi ve drneklem biiyiikliigiintin yeterli
olmasindan dolay1 verilerin parametrik testler i¢in uygun oldugu da séylenebilir. Bu dogrultuda ¢alismada prososyal
motivasyon davranigi ve mesleki baglilik arasindaki iligskiler Pearson korelasyon analizinden ve mesleki bagliligin
prososyal motivasyon iizerindeki agiklayici etkisini belirlemek i¢in de basit dogrusal regresyon analizinden
yararlanilmistir.  Yapilan analizler sonucunda elde edilen veriler bulgular kisminda tablolastirilmig ve

yorumlanmustir.
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Bulgular

Yapilan aragtirmanin amacina uygun olarak, oncelikli olarak arastirma kapsaminda 6l¢eklerin giivenilirligini test
edebilmek amaciyla Cronbach Alfa degerleri hesaplanmistir. Ayrica 6l¢ek madde sayisim azaltilip azaltilmamasi
gerekliligini belirlemek ve maddeler arasi iligkilerdeki yapiy1 ortaya ¢ikartmak, baska bir ifadeyle 6lgek maddelerini
siniflandirmak amaciyla (Eroglu, 2009, s.321) ve bu kapsamda kullanilan 6l¢eklerin yap1 gegerligini ortaya koymak
amaciyla her bir dlgek faktor analizine tabi tutulmustur. Bu kapsamda elde edilen verilerin, baska bir ifade ile 6l¢ek
madde degerlerinin tutarligini ve verilerin faktor analizi i¢in uygun olup olmadigim belirlemek amaciyla, 6ncelikli
olarak arastirmada kullanilan 6l¢eklere Kaiser-Meyer-Olkin (KMO) 6rneklem yeterlilik testi ve Bartlett kiiresellik
testi (Bartlett’s Test) uygulanmustir.

Tablo 1. Prososyal Motivasyon Olgegine Iliskin Faktor ve Giivenirlik Analizi Sonuglar

ifadeler

1. Bagkalarinin ihtiyaclarini gorecek faaliyetleri yaparken daha enerjik olurum. 0,861
2. Bagkalarinin yararina olabilecek faaliyetlerde ¢aligsmaktan hoslanirim. 0,936
3. Bagkalarinda olumlu etki birakabilecegim islerde ¢alismay: tercih ederim. 0,934
4. Bagkalarina katkida bulunacak ¢aligmalar yaparken elimden gelenin en iyisini yaparim. 0,944
5. Bagkalarmin yarar1 i¢in kendi yeteneklerimi kullanabilmek benim i¢in 6nemlidir. 0,935
Oz degerler (eigenvalues) 4,254
Kiimiilatif varyans 85,082
Genel Olgek Giivenirligi (Cronbach’s Alpha) 0,956
Kaiser-Meyer-Olkin (KMO)=0,890 Bartlett testi: 2=2227,040; p=0,000

Tablo 1’de prososyal motivasyon olgegine iligkin faktor ve giivenilirlik analizleri sonuglar1 yer almaktadir.
Tablodan elde edilen bilgilere gore, aragtirma kapsaminda kullanilan prososyal motivasyon 6lgegine iligkin yapilan
giivenilirlik analizi sonucuna gore Cronbach Alfa Katsayis1 degerleri (o) 0,956 olarak tespit edilmistir. Elde edilen
bu Alfa Katsayisi degerlerinden hareketle 6l¢egin yiiksek derecede (1,00 > a > 0,80) giivenilir oldugu sdylenebilir
(Kayis, 2009, s.405). Ayrica yapilan analizler sonucunda elde edilen KMO (Kaiser-Meyer-Olkin) degeri “0,890
(0,80>KMO0>0,90 = iyi)” orneklem hacminin yeterligini, Bartlett kiiresellik testi sonucu ise faktor analizinin
uygulanabilirligini (y2 =2227,040; p=0,000, p<0,001) ortaya koymustur (Field, 2000). Bu kapsamda yapilan faktor
analizi sonucunda ise prososyal motivasyon dl¢egine yonelik olarak 6z degeri 1’in tizerinde olan tek faktorlii bir yapi
elde edilmis olup, elde edilen faktoriin toplam varyansi agiklama oranin ise %85,082 oldugu sonucuna ulasilmistir.
Giirbiiz ve Sahin (2016, s.312)’e gore genel olarak madde yiik degerlerinin 0,30-0,50 aras1 diisiik, 0,50-0,60 iyi, 0,60-
0,70 yiiksek, 0,70 ve iizeri ise miilkemmel faktor yiikii olarak siniflandirilmaktadir. Bu ¢ergevede arastirmada
kullanilan tek boyutlu prososyal motivasyon davranisi 6lgegine yonelik yapilan analiz sonucunda elde edilen her bir

madde yiik degerlerinin 0,80’in ilizerinde olup, 6lgegin iyi diizeyde bir 6l¢ek oldugu goriilmiistiir.
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Tablo 2. Mesleki Bagliliga iliskin Faktor ve Giivenirlik Analizi Sonuglari

ifadeler
1. Eger ayni iicretle farkli bir meslekte is bulursam o isi tercih ederim 0,554
2. Su an c¢alistigim meslekte ilerlemek istiyorum. 0,788
3. Yeniden bir meslek secmem gerekse bu meslegi se¢mezdim. 0,505
4. Thtiyag duydugum paraya sahip olsaydim yine de bu isi yapmaya devam edebilirim. 0,715
5. Meslegimi vazgecemeyecek kadar seviyorum. 0,858
6. Calistigim meslek i yasamim i¢in ideal meslektir. 0,871
7. Bu meslege girdigim andan beri hayal kiriklig1 icerisindeyim. 0,526
8. Zamanimi meslegimle ilgili kendimi gelistirmeye ayiririm. 0,754
Oz degerler (eigenvalues) 4,033
Kiimiilatif varyans 50,409
Genel Ol¢ek Giivenirligi (Cronbach’s Alpha) 0,852
Kaiser-Meyer-Olkin (KMO)=0,820 Bartlett testi: y*>=1695,705; p=0,000

Tablo 2’de mesleki baglilik dl¢egine iligkin faktor ve giivenilirlik analizleri sonuglar1 yer almaktadir. Tablodan
elde edilen bulgulara gore, arastirma kapsaminda kullanilan mesleki baglilik 6lgeginin Cronbach’s Alpha degeri
0=0,852 olarak hesaplanmistir. Elde edilen bu Alfa Katsayis1 degerlerinden hareketle 6l¢cegin yiiksek derecede (1,00
> o> 0,80) giivenilir oldugunu sdylemek miimkiindiir (Kay1s, 2009: 405). Ayrica yapilan analizler sonucunda elde
edilen KMO (Kaiser-Meyer-Olkin) degeri “0,820 (0,80>KM0>0,90 = iyi)” drneklem hacminin yeterligini, Bartlett
kiiresellik testi “¥2=1695,705; p=0,000 (p<0,001)” sonucu ise faktdr analizinin uygulanabilirligini ortaya koymustur
(Fielt, 2000). Bu kapsamda yapilan faktor analizi sonucunda ise mesleki baglilik dlgegine yonelik olarak 6z degeri
I’in iizerinde olan tek faktorlii bir yapi elde edilmis olup, elde edilen faktoriin toplam varyansi agiklama oranin ise
%50,409 oldugu sonucuna ulasilmistir. Bu ¢ercevede aragtirmada kullanilan tek boyutlu mesleki baglilik 6lgegine
yonelik olarak yapilan analiz sonucunda elde edilen her bir madde yiik degerlerinin 0,50’nin {izerinde ve kabul

edilebilir esik degerinin iistiinde oldugu saptanmigtir (Giirbiiz & Sahin, 2016, s.312).

Yapilan ¢alismanin amacina yonelik olarak gerceklestirilen aragtirmanin drneklemine dahil olan 391 mutfak
calisaninin demografik &zelliklerine iligkin betimleyici istatistikler (frekans, yiizde dagilimlari) Tablo 3’te

detaylandirilmistir.

Tablo 3. Katilimeilarin Demografik Ozelliklerine Gore Frekans ve Yiizde Dagilimlart (n=391)

Degiskenler Gruplar f %
Cinsiyet Erkek 220 56,3
Kadin 171 43,7
. Evli 107 27,4
Medeni Durum Bekar 284 726
18-22 187 47,8
Yas 23-27 97 24,8
28-32 42 10,7

33-37 21 5,4
38 ve tizeri 44 11,3
[lkogretim 64 16,4
Egitim Durumu Lise 121 30,9
Universite 203 52,7
1 yil ve daha az 121 30,9
2-5 yil 156 39,9
Isletme Calhisma Siiresi 6 -10 y1l 60 15,3
11-15 yil 18 46

16 y1l ve lizeri 36 9,2
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Tablo 3’ten elde edilen bilgiler dogrultusunda arastirmaya katilanlarin cinsiyet dzelliklerine gére dagilimlarina
bakildiginda, katilimcilarin %56,3liniin (f=220) erkek oldugu, %43,7’sinin (f=171) ise kadin oldugu goriilmektedir.
Medeni durumlarina gore ayrilan katilimcilarin dagilimina bakildiginda, %27,4iniin (f=107) evli, %72,6’simin
(f=284) ise bekar oldugu goriilmektedir. Yas 6zelliklerine gore ayrilan katilimcilarin dagilimina bakildiginda ise,
katilimcilarin %47,8’inin (f=187) 18-22 yas araliginda, %24,8’inin (f=97) 23-27 yas araliginda, %10,7’sinin (f=42)
28-32 yag araliginda, %5,4 tiniin (f=21) 33-37 yas araliginda ve %11,3’{iniin ise (f=44) 38 yas ve iizerinde oldugu
tespit edilmistir. Ayrica katilimeilarin egitim durumu 6zelliklerine gore dagilimina bakildiginda, arastirmaya dahil
edilen katilimcilarin biiyiik bir béliimiiniin %52,7’sinin (f=203) iiniversite ve %30,9’u (f=121) lise egitim derecesine
sahip oldugu, %16,4’linlin (f=64) ise ilkokul egitim derecesine sahip oldugu goriilmektedir. Son olarak ilgili tabloda
bulunan ve oOrneklem grubuna dahil olan katilimcilarin isletmelerindeki caligma siirelerine gore dagilimina
bakildiginda ise, katilimcilarin %30,9’unun (f=121) isletmedeki calisma siiresinin 1 y1l ve altinda, %39,9’unun (f
=156) 2-5 yil araliginda, %15,3’tniin (f = 60) 6-10 yil araliginda, %4,6’sinin (f= 18) 11-15 y1l araliginda ve

%9,2’sinin (f= 36) ise 16 yil ve lizeri araliginda oldugu goriilmektedir.

Calisma kapsaminda katilimcilarin prososyal motivasyon davraniginin ve mesleki bagliliginin bireysel 6zellikler
baglaminda ayrilan gruplar arasinda fark olup olmadigini ortaya koymak amaciyla; bagimsiz 6rneklemler igin t-testi
ve ANOVA testi uygulanmistir. Ayrica meydana gelen farkliligin hangi gruplardan kaynaklandigini belirlenmeye
yonelik olarak, “Coklu Kargilastirma (tukey)” testinden yararlanilmistir.

Tablo 4. Prososyal Motivasyon Davramsinin Cinsiyet ve Medeni Durum Ozelliklerine Gére Karsilastiriimast (t-
testi)

Temel degisken Cinsiyet X S.S. t P
Erkek? 1,52 0,50 *
Prososyal Motivasyon Kadin® 133 0.47 Ho oo
l))/avranl ) Y Medeni Durum X S.S. t P
d Evii® 1,97 0,15 2163 0.002"
Bekar® 1,75 0,43 ‘ ‘

“p<0,05, * Her bir yéntem icin farkli harfleri iceren gruplar arasindaki fark énemlidir.

Tablo 4’te katilimcilarin prososyal motivasyon davraniglarinin cinsiyet ve medeni durum o6zelliklerine gore
karsilagtirilmasina yonelik analiz detaylandirilmistir. Bu kapsamda aragtirma katilimeilarinin prososyal motivasyon
davranmslarinin cinsiyet 6zelligine gore ayrilan gruplar arasinda anlamh diizeyde farklilik tespit edilememistir.
Nitekim medeni durum 6zelligine gore ayrilan gruplar arasinda anlamli diizeyde farklilik tespit edilmistir (p<0,05).
Bu cergevede elde edilen sonuglara gore medeni durum 6zelliklerine gore ayrilan gruplardan evli olan katilimcilarin
bekar olan katilimcilara gore, anlamli diizeyde daha fazla prososyal motivasyon davranist gosterdikleri tespit

edilmistir.
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Tablo 5. Prososyal Motivasyon Davramisinin Yas, Egitim Durumu ve Calisma Siiresi Ozelliklerine Gore

Karsilastirilmasi (Anova ve Tukey Testi)

Temel degisken Yas X S.S. F P Tukey
18-228 2,51 1,30
23-27° 2,76 1,40 a-c
28-32°¢ 3,23 1,29 5,880 0,000* a-d
33-37¢ 3,39 1,12 a-e
38 ve lizeri® 3,31 1,51
Egitim durumu X S.8. F P Tukey
Prososyal Motivasyon H@%mtima 3,24 1,36 a-c
Davranisi IIIS? . 3,39 1,33 33,133 0,000* b-c
Universite© 2,29 1,21
Calisma Siiresi X S.S. F P Tukey
1 y1l ve daha az? 2,34 1,13
25 il 2,89 143 a-b
6-10 yil 3,02 1,45 6,724 0,000% o
11-15 yil 3,81 1,16
16 yil ve iizeri® 2,93 1,40

“p<0,05, 2b<deHer bir yéntem icin farkli harfleri iceren gruplar arasindaki fark énemlidir.

Tablo 5’te katilimcilarin prososyal motivasyon davraniglarinin yas, egitim durumu ve ¢aligma siiresi 6zelliklerine
gore karsilastirilmasina yonelik bagimsiz drneklemler igin tek faktorlii varyans analizi ve gruplar arasindaki farki
belirleyebilmek icin tukey testi sonucglart yer almaktadir. Bu kapsamda arastirma katilimcilarinin prososyal
motivasyon davramislarinin ilgili tiim bireysel 6zelliklere gore ayrilan gruplar arasinda anlamli diizeyde farklilik
gosterdigi tespit edilmistir (p<0,05). Yas 6zelligine gore ayrilan gruplardan “28-32 aras1”, “33-37 aras1” ve “38 ve
tizeri” yas grubundaki katilimcilarin, “18-22 aras1” yas grubundaki katilimcilara gore, anlamh diizeyde daha fazla
prososyal motivasyon davranigina sahip olduklart goriilmiistiir. Egitim 6zelligine gore ayrilan gruplardan, ilkdgretim
ve lise egitim seviyesine sahip katilimc1 gruplarinin {iniversite egitim seviyesine sahip katilimci grubuna gore anlaml
diizeyde daha fazla prososyal motivasyon davranigina sahip olduklar1 gériilmiistiir. Calisma siiresi 6zelligine gore
ayrilan gruplardan ise “2-5 aras1”, “6-10 aras1”, ve “11-15 aras1” ¢alisma siiresi 6zelligine sahip katilimci gruplarinin
“1 y1l ve daha az” cgalisma siiresi 6zelligine sahip katilimci gruplarindan anlamli diizeyde daha fazla prososyal

motivasyon davranigina sahip olduklar1 goriilmiistiir.

Tablo 6. Meslek Bagliligmin Cinsiyet ve Medeni Durum Ozelliklere Gore Karsilastiriimasr (t-testi)

Temel Degisken Cinsiyet X S.S. t P
Erkek? 2,92 0,96 -
. Kadin® 2,65 0,99 2,702 0,007
Mesleki Medeni D = T P
Baglihik Eveliaenl e 3,05 osgé
3 1] *
Bekar® 2,70 0,99 3,450 0,001

"p<0,05, *PHer bir yontem igin farkli harfleri iceren gruplar arasindaki fark énemlidir.

Tablo 6’da mesleki bagliligin cinsiyet ve medeni durum Ozelliklerine gore karsilastirilmasma yonelik analiz
detaylandirilmigtir. Tablodan elde edilen bilgiler dogrultusunda Mesleki bagliligin cinsiyet ve medeni durum
ozelliklerine gore anlamli bir farklilik gosterdigi tespit edilmistir (p<0,05). Bu ¢ergevede elde edilen sonuglara gore
cinsiyet 6zelliklerine gore ayrilan gruplardan erkek olan katilimeilarin bayan olan katilimcilara gére anlaml diizeyde
daha fazla mesleki baglilik gosterdikleri goriilmistiir. Medeni durum 6zelliklerine gore ayrilan gruplardan evli olan

katilimeilarin bekar olan katilimeilara gére anlamli diizeyde daha fazla mesleki baglilik gosterdikleri goriilmiistiir.
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Tablo 7. Meslek Baglilhiginin Yas, Egitim Durumu ve Calisma Siiresi Ozelliklere Gére Karsilastirilmasi (Anova ve
Tukey Testi)

Temel Degisken Yas X S.S. F P Tukey
18-22° 2,71 1,02
23-27° 2,68 0,92 a'g
28-32° 3,19 0,81 4,371 0,002* o
33-37 3,40 0,55 o
38 ve iizeri® 2,80 1,14
Egitim durumu X S.S. F P Tukey
ilkogretim® 3,08 112

Mesleki Baghhk | Lise? 2,96 0,92 7,476 0,001* oo
Universite® 2,63 0,95
Calisma Siiresi X S.S. F P Tukey
1 y1l ve daha az? 2,70 0,86
25 il 2,70 1,06 a-d
6-10 yil 2,96 0,86 3,035 0,017 o
11-15 yil° 3,30 1,03 b
16 yil ve iizeri® 3,08 1,08

“p<0,05, *P<4¢Her bir yontem igin farkli harfleri igeren gruplar arasindaki fark dnemlidir.

Tablo 7’de mesleki bagliligin yas, egitim durumu ve ¢aligsma siiresi 6zelliklerine gore karsilastirilmasina yonelik
bagimsiz drneklemler icin tek faktorlii varyans analizi testi sonuglari yer almaktadir. Tablodan elde edilen bilgiler
dogrultusunda Mesleki bagliligin ilgili tiim bireysel 6zelliklere gére anlamh bir farklilik gosterdigi tespit edilmistir
(p<0,05). Bu gergevede elde edilen sonuglara gore yas 6zelligine gore ayrilan gruplardan “28-32 arasi” ve “33-37
arast” yas grubundaki katilimcilarin, “18-22 arasi” ve “23-27 aras1” yas grubundaki katilimcilara gore anlamli
diizeyde daha fazla mesleki baglilik gosterdikleri goriilmiistiir. Egitim durumu 6zelligine gore ayrilan gruplardan
ilkdgretim ve lise egitim seviyesine sahip katilimcilarin, iiniversite egitim seviyesine sahip katilimcilara gore anlamli
diizeyde daha fazla mesleki baglilik gosterdikleri goriilmiistiir. Caligma siiresi 6zelligine gore ayrilan gruplardan ise
“11-15 y1l aras1” ve “16 yil ve tizeri” ¢alisma siiresi 6zelligine sahip katilimei gruplarinin “1 yi1l ve daha az” ve “2-5
yil aras1” caligma siiresi Ozelligine sahip katilimer gruplarindan anlamli diizeyde daha fazla mesleki baglilik

gosterdikleri gorilmiistiir.

Tablo 8. Mesleki Baglilik ve Prososyal Motivasyon Davranis1 Arasindaki [liskinin Incelenmesi (Korelasyon Matrisi)

Degiskenler Mesleki Baghlik Prososyal Motivasyon
Davranisi
Mesleki Baghhk 1.00 0,583*
Prososyal Motivasyon 0,583 1.00
Davranisi
*p<0,001

Tablo 8’de arastirma katilimcilarimin vermis olduklar1 cevaplar dogrultusunda mesleki baglilik ve prososyal
motivasyon davranisi degiskenleri arasindaki olusan iliskiye ait korelasyon matrisi yer almaktadir. Tablodan elde
edilen Korelasyon Katsayisindan (r) hareketle, katilimcilarin mesleki baglilig1 ile prososyal motivasyon davranisi
arasinda p<0,001 anlamlilik diizeyinde, pozitif yonde (r=0,583) bir iliski tespit edilmistir. Sosyal bilimler alaninda
korelasyon katsayisinin (r) 0,30-0,64 arasinda olmasi durumunda degiskenler arasinda orta diizey bir iliskinin oldugu
yorumu getirilmektedir (Ural & Kilig, 2006, s.248). Bu nedenle, mesleki baglilik ile prososyal motivasyon davranisi
arasindaki pozitif yonlii iliskinin orta diizeyde (r=0,501) bir iliski oldugu sdylenebilir. Bu bulgudan hareketle bireyin
mesleki baglilik diizeyi artikga prososyal motivasyon davranisinin da artacagini ya da mesleki baglilik diizeyi

azaldik¢a prososyal motivasyon davraniginin da azalacagini sdylemek miimkiindjir.
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Tablo 9. Mesleki Bagliligin Prososyal Motivasyon Davranis Uzerindeki Etkisine Yoénelik Basit Dogrusal Regresyon

Analizi
Bagimsiz Degiskenler B Std. Hata t p r Anlamhhk
(Sabit) 1,640 0,092 17,836 0,000* F=200,518
Mesleki Baghhk 0,419 0,030 14,160 0,000* 0,583 P=0,000*

'p<0,001; R?=0,340, Bagimli Degisken Prososyal Motivasyon Davranist

Tablo 9°da mesleki baghlik ve prososyal motivasyon davranisi arasindaki iligskiye yonelik korelasyon katsayisi
ve basit dogrusal regresyon analizi sonuglar1 verilmistir. Tabloda goriildiigii izere prososyal motivasyon davranisi
bagimli degisken olarak degerlendirilirken mesleki baglilik bagimsiz degisken olarak degerlendirilmistir. Tablodan
elde edilen regresyon analizi sonuglarina gore, mesleki bagliligin prososyal motivasyon davranisi tizerindeki etkisine
yonelik olarak kurulan regresyon modelinin %95 giiven diizeyinde istatistiki agidan anlamli oldugu ifade edilebilir
(F=200,518 p=0,000<0,001). Determinasyon (belirlilik) katsayis1 olan R?>=0,340 degeri, modelin agiklanma oraninin
%34 oldugunu gostermektedir. Daha acik bir ifadeyle, mutfak ¢alisanlarinin prososyal motivasyon davranislarinin
%34°i mesleki baglhilik tarafindan agiklanmaktadir. Ayrica modele goére, mutfak ¢alisanlarinin mesleki baglilik
diizeylerindeki 1 (bir) birimlik artis, prososyal motivasyon davraniglart {izerinde 0,42 birimlik bir artisa sebep
olacaktir. Genel olarak elde edilen bu bulgular, arastirmanin temel hipotezi olan “Mutfak ¢alisanlarinin mesleki

bagliliginin prososyal motivasyon davranisi lizerinde anlamli bir etkisi vardir” hipotezini desteklemektedir.
Sonug¢

Guniimiizde yiyecek icecek hizmetleri sunan isletmelerde hem niteliksel hem de niceliksel agidan 6nemli 6l¢giide
kalifiye personel eksikligi yasandigi bilinmektedir. Rekabetin yogun bir sekilde yasandigi giiniimiizde isletme
calisanlarinin niteliklerinin yani sira orgiit amaglar1 dogrultusunda kendilerinden beklenen davranislardan daha
fazlasin1 yapabilmesi i¢in caba gdstermeleri 6nemli bir gereklilik olarak karsimiza ¢ikmaktadir. Ozellikle meslegi
itibariyle 6nemli misyonlar yiiklenmis olan mutfak profesyonellerinin kendi menfaatleri disinda goniillilik
cercevesinde bagkalarinin faydasina olacak sonuglara daha fazla katki yapmak i¢in motive olmalar1 oldukga
onemlidir. Bu ¢ergevede bu tiir orgiitsel davranislarin ortaya ¢ikmasinda ve gelistirilmesinde etkili olan faktorlerin
bilinmesi ve bu yonde davranis gosteren ¢alisanlarin isletmeye kazandirilmasi da isletme agisindan ayrica 6nem arz
etmektedir.

Bu c¢aligmada mesleki bagliligin prososyal motivasyon davranisi iizerindeki roliine yonelik bir arastirma
yapilmistir. Calismanin odak kavramlariyla ilgili olarak yapilan aragtirmalar g6z 6niine alindiginda her bir degiskenin
farkli degiskenlerle olan iligki ve etki diizeylerinin incelendigi goriiliirken, s6z konusu bu degiskenlerin dogrudan
birbiriyle olan iliskisi ve birbiri iizerindeki etki diizeyinin incelenmedigi goriilmiistiir. Ancak Orgiitsel davranigin
onemli etkileyicilerinden biri olan mesleki baglilik unsurunun da prososyal motivasyon davranmiginin gelisimini
etkileyebilecegi, dolayisiyla prososyal motivasyon ile mesleki baglilik arasindaki iligkinin yoniiniin ve diizeyinin
belirlenmesinin gerektigi diisiiniilmektedir. Dolayisiyla mutfak calisanlarina yonelik gergeklestirilen séz konusu
arastirmanin bu dogrultuda diger ¢alismalardan farklilagtigi diisiiniilmektedir. Bu agidan ¢alismanin sonuglari sektor
yoneticilerinin personele yonelik alacaklari kararlarda ve gelecekte yapilacak diger ¢alismalara 6nemli diizeyde katki
saglayacag diisiinilmektedir. Bu noktadan hareketle turizm isletmeleri igerisinde yer alan g¢alisanlarinin mesleki

baglilik diizeylerinin belirlenmesi ve prososyal motivasyon davranisini ile ne diizeyde etki ve iligki icerisinde
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oldugunun saptanmasi amaciyla Antalya’da faaliyet gosteren 5 yildizli otel isletmelerinde ¢alisgan 391 mutfak
personelinin goriisleri analiz edilmistir.

Bu kapsamda yapilan arastirmada, her bir aragtirma degiskenine yonelik gerceklestirilen analizlerde katilimcilarin
bireysel ozelliklerine gore olusan gruplar arasinda anlamli diizeyde farkliliklarin oldugu goriilmiistiir. Mesleki
bagliligin tiim bireysel 6zelliklere gore olusan gruplar arasinda anlamli farkliliklar gosterdigi, prososyal motivasyon
davraniglar baglaminda ise katilimeilarin cinsiyet 6zelligi hari¢ diger tiim bireysel 6zelliklerine gore ayrilan gruplar
arasinda anlamli diizeyde farkliliklar oldugu tespit edilmistir.

Aragtirmanin temel amacina ve olusturulan hipotezlere yonelik olarak yapilan analizlerde, mesleki baglilik ile
prososyal motivasyon davranisi arasinda orta kuvvette anlamli bir iligskinin oldugu ve mesleki bagliligin prososyal
motivasyon davranisi ilizerinde pozitif yonlii bir etkisinin oldugu tespit edilmistir. Bu bulgudan hareketle mesleki
baglilik diizeyi yiiksek olan mutfak ¢alisanlarinin prososyal motivasyon davranisinin da yiiksek olacagi ya da mesleki
baglilik diizeyi diisiik olan mutfak calisanlarinin prososyal motivasyon davraniginin da diisiik olacagini sdylemek
miimkiindiir. Ayrica arastirma kapsaminda elde edilen bulgulara gére mutfak calisanlarinin prososyal motivasyon
davranisinin %34’ mesleki baglilik unsurundan kaynaklandigi, baska bir ifade ile mesleki baglilik diizeyinin
prososyal motivasyon davranislarinin ortaya ¢ikmasinda ve gelismesinde 6nemli bir unsur oldugu goriilmiistiir. Elde
edilen bu bulgular dogrultusunda yapilan bu ¢alisma, 6rgiitiin amaglarinin gergeklestirilmesine yonelik olarak yiiksek
diizeyde verimlilik elde etme adina prososyal motivasyon davranisi yiiksek bireylere ulasmada mesleki baglilik
unsurunun belirleyicilik kat sayisinin yiiksek oldugu sonucunu ortaya koymustur.

Bu calisma kapsaminda gergeklestirilen arastirmanin konusunu olusturan mesleki baglilik ile prososyal
motivasyon davranisi arasinda tespit edilen iliski ve etkinin incelemeye deger diizeyde oldugu tespit edilmis olup,
literatlirde buna yonelik arastirmalarin ihmal edilmis olmasi bu ¢aligmanin degiskenlerinin arastirmaya agik yapisini
ve ilgi ¢ekiciligini giiglendirmektedir. Ozellikle prososyal motivasyon davramsi ile ilgili yapilan galismalarin
sayisinin sinirlt oldugu ve bu calismalarin ¢ogunun orgiitlerde var olan prososyal davranig egilimlerin ortaya
koyulmasima yonelik oldugu goriilmektedir. Prososyal davramiglarin orgiitsel davranig konulari ile iliskisini
belirlemeye yonelik ise az sayida ¢caligma bulunmaktadir. Bu nedenle prososyal motivasyon davranisi ile ilgili olarak
hem mesleki baglilik konusu ¢ercevesinde farkli ¢alisma alanlarinda yapilacak olan uygulamalarin hem de farkli
orgiitsel davranis konular ile iliskilendirilerek gelecekte yapilacak olan aragtirmalarin literatiire énemli katkilar
saglayacagi diisiiniilmektedir Diger taraftan arastirmaya dahil edilen 6rneklem hacminin Antalya ilinde faaliyet
gosteren turizm isletmeleri ile sinirlt olmasi ve kavramlar arasindaki iliskinin sadece Tiirk sosyolojik yap1 degerleri
temelinde incelenmesi ise bu ¢alismanin en 6nemli kisitlarini olusturmaktadir. Bu nedenle kavramlar arasindaki
iligkinin ve etki diizeyinin daha genis bir 6rneklem hacmi ile karsilastirilarak ortaya cikarilmasi da literatiire

saglanacak bir diger katki olarak disiiniilmektedir.
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Extensive Summary

Motivation (Grant, 2008, p.48), which is used as an important tool in the explanation of the behavior of
organizations and individuals, is defined as the incentive that is set into motion with the force generated by internal
and / or external factors in line with predetermined goals (Akgakaya, 2010, p.316). An examination of the definitions
made about motivation reveals that motivation refers to a process related to goal-oriented behavior. However, in
general, it is a natural process for the individual to be motivated with an internal stimulus effect for his own purposes,
while motivation with an external stimulus effect for the purposes of different individuals and organizations other
than his own and acting accordingly constitutes an artificial process (Kirel, 1996, p.163). Another process related to
motivation in the literature is the process of prosocial behavior. The process of prosocial behavior refers to a natural
motivation process related to the behavior of the individual for the purposes of different individuals and the

organization to which he is affiliated, other than his own purposes, without any external stimulating effect.

It has been demonstrated in the literature with various variables that prosocial motivation is a precursor of
prosocial behavior as well as a source of positive social behavior. Prosocial behavioral process and consequently
prosocial motivation behavior is defined as the desire to voluntarily strive to benefit others without any concern for
the benefit of the individual and without personally worrying about any loss (Batson, 1987, p.68; Grant, 2007, p.395;
Grant, 2008, p.23). In the organizational sense, it expresses the wishes of the individual to make a positive impact on
the goals and objectives of the organization without concern for individual interest. (Grant, 2007, p.395; Soydemir
etal., 2014, p.66; Esmer & Ozdasli, 2018, p.82). Considering the general definitions made about prosocial behavior,
it can be said that the main driving force that motivates an individual to benefit his organization and other individuals
for purposes other than his own is the individual's inner motivation (Ryan & Deci, 2000, p.55). In the process of
prosocial behavior, the individual is seen to act in the interests of others with a genuine incentive, without being
exposed to any external stimulating effect (Grant, 2007, p.399). In this sense, the prosocial motivation behavior

process operates in a different order than the general motivation process.

A limited number of studies have been carried out in the literature about organizational behavior regarding the
concept of prosocial behavior, and the number of studies encountered on the subject in domestic literature in
particular, is even less. The relationship of prosocial motivation with organizational behavior issues such as
organizational commitment (Ackfeldt & Wong, 2006), job performance (Grant, 2008), job satisfaction (Foote and
Li-Ping Tang 2008), job and life satisfaction (Akduru et al., 2016), absorption in work (Kesen and Akyiiz, 2016),
attachment to work (Abid et al., 2018), psychological capital (Ak¢ay, 2018; Hasdemir, 2019), personality type (Y1ildiz

et al., 2012) and organizational culture (Yildiz, 2019) has been studied in the literature and a certain level of
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association has been detected. It is thought that professional commitment which is one of the important factors of
organizational behavior, can affect the development of prosocial motivation behavior, therefore the direction and

level of the relationship between prosocial motivation and professional commitment should be determined.

It is argued that professional commitment is one of the most important factors regulating the relationship of the
employee with the organization and other individuals within the organization (Aranya and Ferris, 1984). Professional
commitment is related to the identification of the individual with his profession as a result of his experience and
knowledge, skills and expertise acquired over time, and the individual's profession becoming more and more
important in his life (Morrow, 1983, p.489; Giiney, 2004, p.167; Ozdevecioglu & Aktag, 2007, p.5). With the
manifestation of the importance of the profession in the life of an individual, an emotional bond between is formed
between the individual and his profession a certain level and accordingly, the individual can display emotional
reactions in matters related to his profession. In this context, the sensitivity of the individual regarding his profession
and his manifested emotional reaction reveals the professional commitment of the individual (Lee et al., 2000, p.800).
In the most general terms, professional commitment is defined as the positive feelings of an individual towards his
profession (Blau, 2003, p.469).

Employees with a high level of professional commitment to their jobs are known to do more to fulfill their duties
and to achieve their organization's goals. (Ustu & Tiimkaya, 2017, p.1263). Therefore, individuals can be expected
to turn towards prosocial behavior under the influence of values such as professional commitment. Based on this
idea, a study was conducted on the kitchen staff of accommodation establishments in order to reveal to what extent

prosocial motivation behavior is influenced by an individual's professional commitment.

Itis evident in the literature that professional commitment and prosocial motivation behavior affect the efficiency
and effectiveness of employees in terms of serving the organizational goals of hotel establishments, therefore
knowing the level of professional commitment and examining prosocial motivation behavior are important issues
especially in the kitchens of hotel establishments where the human factor is particularly important. On the other hand,
it is anticipated that an examination of professional commitment, which is one of the focal elements, in the context
of causality will contribute to the literature on prosocial motivation behavior. The research hypothesis based on the
starting point of the study and the relevant literature is stated as “H1: Professional commitment of kitchen workers

has a significant effect on prosocial motivation behavior”.

The sample of this study, which has an applied (empirical) nature, is made up of kitchen personnel working in 5-
star hotel businesses operating in Antalya, and determined with convenience sampling. In this framework, data were
collected between June and October 2019 by surveying from 391 kitchen staff working in hotel establishments, which
consented to the applied research. The obtained data were transferred to the computer environment, the frequency
distributions of all data were examined by taking into account reverse coding questions and the possibility of
erroneous coding. For the purpose of the study, the collected data was tested for normal distribution as a prerequisite
for all parametric tests before proceeding with the analysis of the data. The normal distribution of the collected data
was tested by calculating the skewness and kurtosis values. The analyses confirmed that the data were suitable for
parametric tests due to the normal distribution of the data and the sufficient size of the sample. Study results were

achieved by using Pearson correlation analysis to determine the relationship between Prosocial motivation behavior
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and professional commitment and simple linear regression analysis to determine the explanatory effect of

professional commitment on prosocial motivation.

In the analyses carried out in line with the main purpose of the study and the established hypotheses, it was
determined that there was a moderate relationship between professional commitment and prosocial motivation
behavior and that professional commitment had a positive effect on prosocial motivation behavior. Based on this
finding, it can be argued that kitchen staff with a high level of professional commitment will have a high level of
prosocial motivation, or that kitchen staff with a low level of professional commitment will also have a low level of
prosocial motivation. Furthermore, according to the findings obtained within the scope of the study, it was noted that
34% of the prosocial motivation behavior of kitchen staff originated from the professional commitment factor, in
other words, the level of professional commitment is an important factor in the manifestation and development of
prosocial motivational behavior. In line with these findings, this study revealed that the determination coefficient of
professional commitment is high in individuals with high prosocial motivation behavior for achieving a high level of

efficiency in terms of realizing the goals of the organization.

In conclusion, the cause and effect between professional commitment and prosocial motivation behavior that
constitutes the subject of the study have been determined to be worth examining, and the fact that studies on this
subject in literature have been neglected strengthens interest in the structure of the variables of this study which are
open to research. Therefore, it is thought that both the applications to be carried out in different fields of work within
the framework of professional commitment as well as future studies associated with different organizational behavior
issues will make significant contributions to the literature regarding prosocial motivation behavior. On the other
hand, the fact that the sample volume included in the study was limited to the tourism enterprises operating in Antalya
and the relationship between the concepts has been analyzed only on the basis of Turkish sociological structure values
is the main limitation of this study. Therefore, revealing the relationship between the concepts and the effect level

with a larger sample volume is considered as another contribution to the literature.
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visible. The method of Cultural Route Planning Model was used in the study. This model
consists of (1) infrastructure, (2) overview, (3) planning and (4) management stages. As a
result of the study, five cultural routes at local level in Vezirkoprii were designed using the
Cultural Route Planning Model. Besides, it has been concluded that the Kunduz Mountain
Route can be integrated into the national Gastronomy Route and the Nerik-Sahinkaya
Canyon Route into the national the Hittite Route.
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Kiiltiir; cevrenin insan tarafindan meydana getirilen kismi (Tiimertekin & Ozgii¢, 2003), insanin doga karsisinda
dogayla birlikte yasamini siirdiirebilmesi i¢in iirettigi her seydir (Giiveng, 1994, s. 48). Baska bir ifade ile kiiltiir: bir
bolge halkinin hayat tarzi, deger yargilari, gelenek ve gorenekler, giyim kusam, el sanatlari, beslenme/mutfak,
mimari, siyasal ve toplumsal Orgiitlenme bi¢imi vb. tiim ortak degerleri ifade etmektedir (Yilmaz, 2016, s. 60).
Insanlarin toplumsal &rgiitlenmedeki farkliliklari, fiziki gevrelerine uyum saglamadaki benzersizlikleri, farkli

gecmisleri, ekonomik ve siyasal kalkinma tarzlari, diinyanin farkli kisimlarinda farkl kiiltiirlerin gelismesine yol

acmustir (Ozgiig, 2007, s. 77).

Kiiltiir, turizmin en 6nemli kaynaklarmdan biridir. Ozellikle kitle iletisim ve ulasim araclarindaki gelismeler
insanlarin degisik kiltiirleri gorme, 6grenme, tanima merakini koriiklemekte, bu durum eglenme-dinlenme talebi ile
birlikte turizmin gelismesine, kiiltiir ve turizm arasindaki iligkinin giiglenmesine neden olmaktadir (Emekli, 2006, s.
51). Kiiltiir, insanlarin diisiindiiklerini, yaptiklarini ve tirettiklerini kapsayan bir siire¢ olmasi nedeniyle bu siirecin
olusturdugu {irlinlerin karigimindan olusur (Richards, 2001, s. 7). Bu nedenle kiiltiir siire¢ olarak ve iirlin olarak iki
sekilde turizmin ilgi odagina girer (Doganer, 2013, s. 13). Insanlarin farkl kiiltiirleri 6grenme isteklerindeki bu artis

kiiltiiriin siire¢ olarak turizme etkisi ile kiiltiir turizmine donlismiistiir.

Kiiltiir turizmi; ziyaret¢inin temel motivasyonunun bir turizm merkezindeki somut olan ve somut olmayan
kiiltiirel ¢cekim merkezlerini/iiriinlerini 6grenmek, kesfetmek, deneyimlemek ve tilketmek amaciyla yapilan bir tiir
turizm etkinligidir (UNTWO, 2020). Kiiltiir turizminin en temel 6zelligi yalnizca tarihsel olan1 degil, giincel olani
da kapsamasidir. Kiiltiir turizmini diger turizm tiirlerinden ayiran 6nemli 6zelliklerden biri de 6zgtinliiktiir. Kiiltiirel
kaynaklar taklit edilemez ve nadir 6zelliklerinden dolay1 her biri ayr1 bir ¢ekicilik olusturmaktadir. Kiiltiir turizmi
mevsimlik degildir. Yilin hemen her mevsiminde yapilabilen bir turizm faaliyetidir. Son yillarda bireysel turizme
yonelik egilimlerin ve yerel kiiltiirel 6zelliklere dayali otantik deneyimlere talebin artmasi, iiclincii yas kusaginin
¢ogalmasi, diinyada kiiltiir turizmine verilen 6nemi artirmistir. Kiltiir turizmine katilan kisilerin toplumsal statiileri
ortalama turistlere gore daha yiiksektir. Terdr olaylari, savas, agir politik tavir almalar gibi bazi konular diginda daha

istikrarli bir talebe sahiptir (Uskﬁdar, Cakir & Temizkan, 2014, s. 69).

Diinyada kiiltiir turizmi hizla gelismektedir. Avrupa Komisyonu (Council of Europe [CoE]) kiiltiir turizm
raporuna (2020a) gore, kiiltiir turizminin payinin Avrupa turizminin % 40'mn1 olusturdugu tahmin edilmektedir. Yani
yaklagik her 10 turistten 4"l destinasyon se¢iminde kiiltiirel 6zellikleri dikkate almaktadir. Ayrica rapor 2019 yilinda
yaklagik 600 milyon kiginin kiiltiir amacl uluslararasi seyahatlere katildigina vurgu yapmaktadir.

Kiiltiir turizmindeki gelismelere bagli olarak kiiltiir rotalarinin 6nemi giderek artmaktadir. Kiiltiir rotasi; iizerinde
kiiltiirel ve/veya dogal miras 6gelerini tagiyan ve onemini bu miras sayesinde kazanan, koruma, kirsal kalkinma ve
turizmin gelistirilmesi gibi amaglarla olusturulmus veya tarihin bir doneminde gercekten kullanilmig bir ulagim
koridoru (Cevre ve Kiiltiir Degerlerini Koruma ve Tamtma Vakfi [CEKUL], 2015, s. 12) seklinde tanimlanmaktadir.
Kiiltiir rotalarinin; bolgeler ve iilkeler arasindaki karsilikli etkilesim ve diyalog ile gesitlilige farkli boyutlarda ilham
verdigi, sosyal, sembolik ve felsefi boyutlari olan, kiiltiirel degisim ve baris kiiltiiriiniin egemen oldugu, siireklilik ve
cesitlilik gosteren, bdolgesel kalkinma i¢in 6nemli avantajlar sunan zengin bir konsept oldugu (ICOMOS, 2015),

farkli tilkelerin kiiltlirel mirasinin paylasilan ve yasayan bir kiiltiirel mirasa nasil katkida bulundugunu, mekan ve
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zaman iligkisine dayali bir yolculuk yoluyla gosterdigi vurgulanmaktadir (CoE, 2020b). Kiiltiir ve turizm isbirligi
projesi olarak da tamimlanan kiiltiir rotalart; kiiltlir turizmi, siirdiiriilebilir turizm ve bolgesel kalkinma gibi
kavramlarla birlikte ele alinan, degerleri anlama ve onlara saygi gostermek agisindan ayri bir dneme sahiptir
(Bagbakanlik Kanunlar ve Kararlar Genel Miidiirliigii, 2012). Kiiltiir rotalar1 sadece insanlarm hareket giizergahlari
olarak algilanmamalidir. Bu rotalar, modern yagam tarzinin ve sehirlesmenin neden oldugu kosullarin insan zihninde
ve bedeninde olusturdugu yorgunluga karsi tarihi ve kiiltiirel ortamlarda kendilerini tazelemelerine firsatlar
sunmaktadir (Devereux & Carnegie, 2006, s. 47). Diinyada sayilar1 hizla artan kiiltiir turistlerinin baslica 6zellikleri
arasinda kisisel deneyim arayislari, kesfetme isteklerinin fazla olmasi, interneti iyi kullanmalari, egitimli, arastirmaci
ve zengin olmalar1 gosterilmektedir. Bir tura ya da bir yere bagli kalmadan, ilgisini ¢eken birgok secenegi arastirarak
bu secenekler igerisinden kendine uygun olan1 bulup uygulayan bu turist tipolojisine sunulan kiiltiir rotalarinin varligi

bolge ve yore turizminin gelisiminde 6nem arz etmektedir.

1964 yilinda Avrupa Konseyi'nin kitanin kendi kiiltiirel mirasini daha iyi algilayabilmek icin baslattig1 "Avrupa
Kiiltiir Rotalar1" ¢alismalari, 1987 yilinda Ispanya'nin Santiago de Compostela'yr ilk kiiltiir rotas1 6nerisinde
bulunmasiyla hiz kazanmistir. Kiiltlir rotast kavrami, 1991 yilinda kiiltiir rotalarinin éneminin vurgulanmasi,
tanimlanmasi ve gelistirilmesi amaciyla Uluslararast Anitlar ve Sitler Konseyi—Kiiltiir Rotalart Komitesi’nin
(ICOMOS-CIIC) olusturulmasiyla uluslararasi bir boyut kazanmis ve kurumsallasmistir. 1994 yilinda Madrid’de
toplanan UNESCO'nun Diinya Miras Komitesi uzmanlar toplantisinin sonug bildirgesinde ise kiiltiir rotasi1 kriterleri
belirlenmistir. Turizmde meydana gelen kiiresel egilimlerle birlikte diinyada kiiltiirel rotalarin ve gilizergahlarin
sayisi giderek artmaktadir (DiPietro vd., 2013). CoE (2019a; 2019b; 2020c )’e gbre, Avrupa Konseyi Kiiltiirel Yollar
Kismi Soézlesmesi'ni (EPA) imzalayan lilke sayis1 34, gozlemci lilke sayisi bir, konsey tarafindan kabul edilen

sertifikali kiiltlir rotas1 sayis1 ise 38’e ulagsmustir.

Kiiltiir rotalart; yeni turizm iriinlerinin gelistirilmesine olanak saglamasi, ekonomik verimlilik ve yerel
toplumlarin gelismesi dahil olmak {izere ¢ok ¢esitli yararlara sahiptir (UNTWO, 2015). Kiiltiir rotalari, hem onlar1
olusturan kiiltiirlerin ¢esitliligi hem de bunlar1 talep eden pazarin kapsami nedeniyle turizm igin oldukga elverislidir.
Yani kiiltiir rotalar1 yardimiyla belirli zamanda oldukca biiyiik tiiketici segmentlerini hedefleyen iiriinler geligtirmek
miimkiindiir. Bu rotalar; kum, giines ve deniz turizminin aksine turizmi mevsimsellikten g¢ikararak tiim yila
yayillmasimi saglar. Boylece yeni turizm segmentleri olusturarak arz c¢esitliligi artirilirken destinasyonun
markalagmasi giliglendirilmektedir. Kiiltiir rotalar1 araciligiyla, kiiltiir turizminin kiiltiirler arasinda etkilesime ve
diyaloga, tarihi eserlerin ve mekanlarin korunmasina, kitle turizminin zararh etkilerinin azaltilmasina, yerel el
sanatlarinin yeni temalarla yeniden fliretilmesi, yoresel 6zelligi olan evlerde pansiyonculuk gibi uygulamalarin
bolgesel kalkinma ve iilke ekonomisine daha yiiksek oranda katki saglanabilecegi vurgulanmaktadir (Ugur, 2008, s.
120). Kiiltiir rotalarmin miras kaynaklarinin ekonomik verimliligini arttirma yetenekleri de vardir. Ayrica kiiltiir
rotalarinin 6nemli avantajlarindan biri de, yeni turistik cazibe merkezlerinin temelini olusturabilecek diger mevcut
kaynaklar (iletisim yollar1, ziyaret¢i kuruluslari, restorasyon vb.) ile sinerji olusturma yeteneklerinin olmasidir
(UNTWO, 2015). Ancak kiiltiir rotalari, kiiltiir turizmi yoluyla yerel ekonomik kalkinma i¢in 6nemli araglar olarak

goriilmelerine ragmen bazi turizm gelisim modellerinin (6zellikle kitle turizmi) genellikle yerel topluluklar igin
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topraklarini kaybetme ve ¢evresel bozulma, sosyal esitsizlikte artis ve kiiltiirel kayip gibi sorunlara yol agtigina iliskin

elestiriler de bulunmaktadir (Murray, 2012)
Tiirkiye’de Kiiltiir Rotalar

Zengin tarihi ve kiiltiirel mirasa sahip Tirkiye, kiiltiir rotalar1 bakimindan avantajli bir konumdadir. Tur
operatorlerinin pazarladiklan kiiltlirel turizm turlan incelendiginde tarih, inang, arkeolojik miras, sehir ve savag

alanlar turlar kapsaminda iilkemize talep oldugu goériilmektedir (Giinal, Alaeddinoglu ve Sahinalp, 2009, s. 293).

Avrupa Konseyi Kiiltiir Rotalari Programi listesinde bulunan rotalardan "Likya Rotasi"!, "Avrupa Yahudi Mirasi
Rotasi" ve "Zeytin Agact Rotasi ® " Tiirkiye'den gegmekte ve Tiirkiye diinya kiiltiir rotas1 listesinde temsil
edilmektedir. Bunlar yaninda Viking Rotasi (1993), Fenikeliler Rotast (2003), Avrupa Tarihi Termal Kasabalar
Rotas1 (2010) ve Avrupa Seramik Rotasi (2012) Tiirkiye'nin Avrupa kiiltiir rotalariyla iligkili oldugu diger rotalardir
(Gormiis, 2017). Tiirkiye’de 2012 yilinda TBMM'ye verilen bir kanun tasaris1 ile "Enlarged Partial Agreement”
(EPA) olarak bilinen ve Avrupa Kiiltiir Rotalar1 Enstitiisli tarafindan rotalara belli standartlar getirmek adina
olusturulan sézlesmeye taraf iilke olmak i¢in 6nemli bir adim atmistir. Bu durum yeni kiiltiir rotalarinin belirlenmesi
ve bu rotalarin uluslararasi kiiltiir rotalarina entegrasyonu agisindan 6nemli bir gelisme olmustur. Tiirkiye'de farkli
dernek ve kuruluslarca belirlenen Likya Rotasi (Tiirkiye’nin ilk uzun mesafeli yiiriiyiis rotast 540 km), Aziz Paul
Rotas1 (500 km), Sultanlar Rotas1 (uluslararasi), Hz. Ibrahim Rotasi (uluslararasi), ViaEgnatia Rotas1 (uluslararast)
ve Sufi Rotas1 (801 km) basta olmak tizere toplam 21 ulusal ve uluslararas1 kiiltiir rotast belirlenmis bulunmaktadir
(Kiiltiir Rotalar1 Dernegi, 2020) (Sekil 1; Tablo 1). Bu rotalarin isaretlemeleri ve rotalar tizerinde GPS ile yapilan
levhalandirma g¢aligsmalar1 tamamlanmistir. Belirlenen bu rotalarin Diinya Kiiltiir Rotalart Mirasi Listesine dahil

edilmesi igin ¢aligmalar devam etmektedir.

!Likya Rotasi: Tiirkiye’nin giineyinde, Fethiye’den Antalya’ya giden, 540 km’lik, yiiriimesi ortalama 29 giin siiren isaretlenmis
bir yiiriiyiis rotasidir. Rota, genel olarak Roma yollari, eski patikalar ve katir yollarindan olusur. Rota, 1999 yilinda Ingiliz/Tiirk

amatOr tarihgi Kate Clow tarafindan arastirilmis, tasarlanmis ve isaretlenmistir (CoE, 2015).

2Yahudi Miras1 Rotasi: 2004 yilinda Avrupa Konseyi Kiiltiir Rotalari'na dahil edilen rota arkeolojik, eski sinagog ve mezarlik,
ritiiel hamamlar, Yahudi mahallesi ve anitlar gibi Avrupa Yahudi mirasini igerir. Rotanin gegtigi tilkeler ise Avusturya, Belgika,
Bosna-Hersek, Bulgaristan, Hirvatistan, Cek Cumhuriyeti, Danimarka, Fransa, Giircistan, Almanya, Yunanistan, Macaristan,
Italya, Irlanda, Litvanya, Liiksemburg, Hollanda, Norveg, Polonya, Portekiz, Romanya, Sirbistan, Slovakya, Slovenya, Ispanya,

Isveg, Isvicre, Tiirkiye, Ingiltere’dir (CoE, 2015).

3Zeytin Agaci Rotasi: 2005 yilinda Avrupa Konseyi Kiiltiir Rotalar’'na dahil edilen rota zeytin agacinin baris ve diyalogun
evrensel sembolii temasima dayali kiiltiirlerarasi kesif ve diyalog glizergahlari olarak olusturulmustur. Rotanin gegtigi iilkeler ise
Arnavutluk, Cezayir, Bosna-Hersek, Kibris, Hirvatistan, Misir, Fransa, Yunanistan, Italya, Urdiin, Liibnan, Libya, Malta, Fas,

Portekiz, Sirbistan, Slovenya, Ispanya, Suriye, Tunus ve Tiirkiye’dir. (COE, 2015).
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Tablo 1. Tiirkiye’deki uluslararasi, ulusal ve yerel rotalar.

JOTAGS, 2020, 8(3)

Kiiltiir Rotasi Tema /Aktivite Onerilen Mevsim ilgili Kurum Diizey

Hz. Ibrahim Rotasi Tarih, inang, ilkbahar Kiiltiir Rotalar1 Dernegi Uluslararasi
Sultanlar Rotas1 Doga, tarih Ilkbahar-Yaz Kiiltiir Rotalar1 Dernegi Uluslararasi
Via Egnatia Rotasi Kiiltiir, barig Yaz Kiiltiir Rotalar1 Dernegi Uluslararasi
Likya Rotasi Ky, bisiklet [lkbahar Kiiltiir Rotalar1 Dernegi Ulusal

Aziz Paul Rotasi Doga, tarih, at binme flkbahar-Yaz-Sonbahar Kiiltiir Rotalar1 Dernegi Ulusal
Evliya Celebi Rotasi Tarih, bisiklet, at binme Sonbahar Kiiltiir Rotalar1 Dernegi Ulusal
Karia Rotas1 Kiyi, tarih Ilkbahar Kiiltiir Rotalar1 Dernegi Ulusal
Kagkarlar Rotasi Doga Yaz Kiiltiir Rotalar1 Dernegi Ulusal

Frig Rotasi Tarih, bisiklet Sonbahar Kiiltiir Rotalar1 Dernegi Ulusal

Hitit Rotasi Tarih, bisiklet ilkbahar Kiiltiir Rotalar1 Dernegi Ulusal
Gastronomi Rotasi Bisiklet Sonbahar Kiiltiir Rotalar1 Dernegi Ulusal

Agri Dag1 Rotasi Doga Yaz Kiiltiir Rotalar1 Dernegi Ulusal
Kiire Daglar1 Rotasi Doga Sonbahar Kiiltiir Rotalar1 Dernegi Ulusal
Istiklal Rotas1 Bisiklet Yaz Kiiltiir Rotalar1 Dernegi Ulusal
Sarikamis Rotas1 Doga, bisiklet Tlkbahar-Yaz-Sonbahar Kiiltiir Rotalar1 Dernegi Ulusal

Iki Deniz Arasi Rotas1 | Seyir Yaz Kiiltiir Rotalar1 Dernegi Ulusal

Sufi Rotasi Kiiltiir, inang, ytriiyls, bisiklet Yaz Kiiltiir Rotalar1 Dernegi Ulusal
Idyma Rotasi Tarih, doga; bisiklet, yiiriiyiis ilkbahar Kiiltiir Rotalar1 Dernegi Ulusal
Yenice Ormanlari Rot. | Doga, bisiklet Sonbahar Kiiltiir Rotalar1 Dernegi Ulusal
Fethiye Yiiriiylis Rot. Doga, kiltiir ve tarih; bisiklet, yiiriiyiis | Ilkbahar-Yaz-Sonbahar Kiiltiir Rotalar1 Dernegi Ulusal
Ephesus-Mimas Rot. Tarih, zeytin, bag; yiiriiyiis, bisiklet ilkbahar-Yaz-Sonbahar Kiiltiir Rotalar1 Dernegi Ulusal
Trakya Rotalari Tarih, doga, inang, kiiltiir Ilkbahar-Yaz-Sonbahar Cok Paydasli Bolgesel
Mezopotamya Rotalart | Tarih, kiiltiir, inan¢, doga, gastronomi Tlkbahar-Yaz-Sonbahar GAP Bolge Kalkinma Id. | Bolgesel
Mysia Rotalari Doga, bisiklet, yiiriiyiis, kamp [Ikbahar-Yaz-Sonbahar Bursa Niliifer Belediyesi Yerel
Yarimada Gezi Rotalar1 | Tarih, doga, yiirllyiis, bisiklet, zeytin [lIkbahar-Yaz-Sonbahar Izmir Biiyiiksehir Bel. Yerel
Hosgorii Yolu Tarih, doga, yiiriiylis, bisiklet ilIkbahar-Yaz-Sonbahar Kiiltiir Rotalar1 Dernegi Ulusal

Kaynak: Giimiis (2017) ve Kiiltiir Rotalar1 Dernegi (2020).

Arastirma Sahasimin Yeri ve Simirlarn

Calisma sahasini olusturan Vezirkdprii yoresi, Orta Karadeniz Boliimii'nde Bat1 Karadeniz Daglari'nin doguya

dogru uzanan kesiminin Asag1 Kizilirmak Vadisi ¢evresine rastlayan kiy1 ardi kusaginda yer almaktadir. Isfendiyar

Daglari'nin doguya dogru uzanan kesiminin giineyinde yer alan yore, Havza ilge merkezine 26 km, Samsun il

merkezine 115 km uzakliktadir (Sekil 2).

1859




Giil, S. & Yilmaz, A.

¢
Vezirkopri

Aragtirma sahas
1l merkezi
Tlce merkezi

Akarsu
Karayolu

“v.. & Havza

AT

Ladik
@

AMASYA

Asaqu Ayvaak O

JOTAGS, 2020, 8(3)

O RE:
Salpazan. ORDU

Iice baglant yolu
== Ilsinin

Sekil 2. Caligma sahasinin lokasyon haritas.

Bir bolgedeki dogal cevre sartlar1 insan yasamim birgok acidan etkilemektedir. Insanlarm cevre
sartlarini/imkanlarin1 degerlendirerek verdikleri kararlar sonucu, yerlesme, ekonomik yapi, beslenme, mimari, giyim
kusam gibi kiiltiir ve ekonominin yerel 6zelliklerinin olugsmasina ve farkl bir kiiltiir bolgesi olarak ortaya ¢ikmasia
neden olmaktadir. Vezirkoprii yoresi; Kalkolitik Cag'a kadar uzanan tarihi yapisi, tarihi donemlerden kalma
mekanlari, somut olan ve somut olmayan kiiltiirel miras unsurlar1 ile zengin bir kiiltiirel varliga sahiptir. Kiiltiir ve
turizm faaliyetinin idari ve dogal simirlarla sinirlandirilmast miimkiin olmadigindan ¢aligma sahasi yore olarak ele
almmugtir. Vezirkoprii yoresi olarak tanimladigimiz ¢alisma sahasimin bati sinirin1 yapimi yakin zamanda
tamamlanan Boyabat Baraji ile Kizilirmak Nehri, dogu sinirimi Istavloz Cayi, giiney sinirini Tavsan Dagr kiitlesi ve
kuzey sinir1 ise Altinkaya Baraj Golii'niin kuzeyinde, Kuzey Anadolu Daglar1 ¢cevrelemektedir. Sinirlari belirtilen bu
saha iginde birgok kiiltiirel miras gekiciligini barindiran Vezirkoprii ilge merkezi yaninda 2011 yilinda turizm bolgesi
ilan edilen Kunduz Dag1 ve Sahinkaya Turizm Bdlgesi ve kiiltiir turizmine kaynak olusturacak somut olan ve somut
olmayan kiiltiirel miras degerlerine sahip Oymaagag-Nerik kazi alan1 ve g¢evresi, Susuz, Soruk ve Istavloz Cay1

vadileri yer almaktadir.
Arastirmanin Amaci

Bu ¢alismanin amaci, kiiltiirel ve dogal miras kaynaklar1 bakimindan zengin olan Vezirkoprii yoresinde, kiiltiir
turizminin gelismesini saglayacak kiiltiir rotalar1 olusturarak, yerel kalkinmaya katki saglamaktir. Ayrica, yorede;
dogal ve kiiltiirel ¢evrenin korunmasi, bu dogrultuda yatirnmlarin yapilmasi agisindan karar vericilere yardimei

olunmasi da ¢aligmanin amaglari arasindadir.
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Problemin Tanimlanmasi

Vezirkopril yoresi; i¢inde yer aldigi bolge icinde sosyo-ekonomik bakimdan diisiik gelismislik diizeyine sahip,
gelisme ve kalkinma sorunlari yasayan bir yore olarak dikkat ¢ekmektedir. Vezirkoprii ilgesi, 2014 yilinda Orta
Karadeniz Kalkinma Ajanst (OKA) tarafindan yapilan TR83 Bolgesi ilgelerinin sosyo-ekonomik gelismislik
diizeyleri arastirmasina gore ise, -0,2163 endeks degeri ile gelismislik bakimindan Samsun’un 17 ilgesi igerisinde 12.
sirada bulunmaktadir (OKA, 2014). Bununla birlikte, Vezirkoprii yoresi sahip oldugu dogal giizellikleri, tarihi ve
kiiltiirel degerleri ile dnemli bir turizm potansiyeline sahiptir. Ancak bu potansiyelin siirdiiriilebilir bir turizm
planlamasi ile harekete gegirilememesi, yorenin kalkinma ve gelismesinde bir arag olarak kullanilmamasi 6nemli bir

problemdir.
Hipotezler ve Sorular

Amagc kapsaminda "Vezirkoprii yoresi yerel kiiltiir rotalarinin olusturulmasini, bu rotalarin ulusal kiiltiir rotalarina
entegre edilmesini destekleyen zengin kiiltlirel ve dogal mirasa sahiptir. Kiiltiir rotalarinin olusturulmasi, kiiltiir

turizmi yoluyla yorenin siirdiiriilebilir kalkinmasina katki saglar." climleleri ¢alismanin hipotezini olusturmaktadir.

Yukaridaki hipotezi desteklemek i¢in; Kiiresel Siirdiiriilebilir Turizm Konseyi’nin (GSTC) (2020) stirdiiriilebilir
turizm kriterleri, CoE’nin Kiiltiirel Rotalar1 Uzerine Genislemis Kismi Anlasmasi (EPA, 2010) ve CEKUL (2015)’iin

kdiltiir rotalar1 planlama rehberi dikkate alinarak dort arastirma sorusu iizerinde ¢aligsma gelistirilmistir.

e Vezirkoprii yoresi kiiltiir turizmine kaynak olusturacak hangi degerlere sahiptir?

e Vezirkoprii yoresinde hangi yerel kiiltiir rotalar1 olusturulabilir?

e Vezirkoprii yoresi, ulusal kiiltiir rotalarina dahil edilebilir mi?

e Olusturulacak kiiltiir rotalar1 Vezirkoprii yoresinin kiiltiir turizmi yoluyla siirdiiriilebilir yerel kalkinmasina

nasil katki saglayabilir?
Arastirmanin Onemi

Kiiresellesen diinyada kiiltiir turizmine olan ilgi, yerel kimlik olusturarak farklilagma ¢abalarinin artmasina neden
olmaktadir. Iletisim cag1 ile birlikte artan hareketlilik ve ulasilabilirligin diger kiiltiirlere kolay erisim saglamasi
iilkelerin kiiltiirel miraslarini kiiltiir turizmine sunmalar1 ve turizme dayali yeni kalkinma stratejileri gelistirmelerine
neden olmaktadir. Tiirkiye'nin 2023 turizm stratejisinde, Tiirkiye'yi turizm bolgelerine ayirip, kiiltiir turizmi gibi
alternatif turizm tiirlerini destekleyerek, turizmin yerel ekonomik kalkinmaya makroekonomik diizeyde katki
saglamasinin hedeflendigi goriilmektedir. Bu ¢alismanin, Tiirkiye'nin 2023 turizm stratejisine de uyumlu olarak,
Vezirkoprii yoresinde olusturulacak kiiltiir rotalar ile kdiltiir turizminin gelistirilerek yerel kalkinmaya katki
saglayacagi diisiiniilmektedir. Ayrica, ¢calismada olusturulacak kiiltiir rotalari, rota haritalari, rota analizleri ve olasi
sorunlara getirilen ¢dziim Onerileri, yerel yoneticilerin turizm odakli bir kalkinma stratejisi gelistirmelerine de

yardimc1 olacaktir.
Materyal ve Yontem

Aragtirmanin ana materyalini Orta Karadeniz Boéliimii'nde bulunan Vezirkoprii yoresinin dogal miras ile somut

olan ve somut olmayan kiiltiirel miras varliklar1 olusturmaktadir. Yine, ¢alismanin analiz ve degerlendirme
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asamalarinda kullanilan harita, veri ve dokiimanlar aragtirma materyali olarak degerlendirilmistir. Aragtirma sahasi
ve konuyla ilgili daha 6nceden yapilmis ulusal ve uluslararasi caligmalar, bazi1 kurum ve kuruluslardan elde edilen
dokiiman ve veriler materyal olarak kullanilmigtir. Rota haritalarinin olusturulmasinda ArcGIS10.3 yazilimi

kullanilmagtir.

Vezirkdprii yoresi igin yerel kiiltiir rotalar1 kurgulamirken CEKUL’{in "Kiiltiirel Rota Planlama Modeli"
kullanilmistir. Bu model; (1) altyapa (siire¢ hazirligi), (2) bakis (arastirma ve degerlendirme), (3) planlama (bolgesel
rota kurgusu) ve (4) yonetim (gerceklestirme ve tanitim siireci) adimlarinin izlenmesiyle ger¢eklesmektedir (CEKUL,
2015, s. 33) (Sekil 3). Ancak bu model, calisilan alan ve temanin biiyiikliigii, miras alanlarinin yogunlugu ve yerel

dinamiklere bagh olarak degisiklik gosterebilmektedir (CEKUL, 2015).

Altyap Bakis Planlama Yonetim

Soreg Hazirlg Arastirma ve Bolgesel Rota Gergeklestirme we
Degerlendirme Kurgusu Tamnitim Soreci

Sekil 3. Kiiltiirel Rota Planlama Modeli uygulama siirecleri (CEKUL, 2015).

Vezirkoprii yoresindeki turizm paydaglariyla yapilan goriismelerle ¢alismanin planlama siireci baglatilmstir.
Ikinci asamada yoreyi diger yerlerden ayiran ve kiiltiir rotasina girdi olusturacak degerlerin ortaya konmasi ve
taninmastyla ilgili (dogal miras alanlari, tarihi veya anitsal yapilar, arkeolojik alanlar, sivil mimari ornekleri ve
kiiltiirel degerlerin belirlenmesi vb.) c¢alismalar yapilmigtir. Tiim bunlar, literatiir taramasi, arazi ¢aligmalari,
gorlismeler, uzman yardimi ve eski haritalarla desteklenmistir. Rotalarin belirlenmesinde kiiltiirel mirasin yogunlugu
ve gesitliligi, dogal yapinin korunmus olmasi, 6zel/nadir 6geler igermesi ve tematik bir biitiinliigli temsil etmesi
dikkate alinmigtir. Bu g¢alismalar sonucunda ydrede olusturulacak rota kurgulari yapilmistir. Arsiv ve arazi
caligmalariyla elde edilen bulgular dikkate alinarak Global Positioning System (GPS) yardimiyla ¢aligma sahasinin
somut olan ve somut olmayan kiiltiirel miras unsurlar1 alansal, ¢izgisel ve noktasal olarak belirlenmis ve haritaya

islenmistir. Son olarak ise gergeklestirme ve tanitim siirecine yonelik oneriler gelistirilmistir.
Bulgular
Vezirkoprii Yoresinde Kiiltiir Turizmine Kaynak Olusturabilecek Cekicilikler

Arastirma sahasi olan Vezirkdpril yoresinde kiiltiir turizmine kaynaklik edebilecek; arkeolojik miras, tarihi yapi
mirasi, kir hayat1 ve kirsal mimari, geleneksel el sanatlari, toplumsal uygulama ve ritiieller, yagayan insan hazineleri

ve popiiler kiiltiir 6geleri gibi ¢ok sayida kiiltiirel ¢ekicilik yer almaktadir (Tablo 2).
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Tablo 2. Vezirkoprii Yoresinde Kiiltiir Turizmine Kaynak Olusturabilecek Cekicilikler

Oymaaga¢ Hoyligii, Esenkdy Kaya Mezari, Zindankaya, Sayglion Kalesi, Yoriik Tepe, Dogan
Tepe, Cami Tepesi, Kuru Dere, Kayali Tepe, Kavak Deresi, Dokme Tepe, Kireg Tepe,
Kisekaya Tepesi, Diiz Yerleskesi, Burmaca Tepe, Yaginozii Cakmak, Corlen Tepe, Keltepe
Tepesi, Tepecik Hoyiigii, Bulutalan1 Tepesi, Kale Dorugu Tepesi, Tepedren Tepesi, Koy
Tepesi, Celtek Tepesi, Avdan Tepesi, Cal Tepesi, Yukari Cal Tepesi, Kiiletek Tepesi,
Kizilcadren Tepesi, Orenyeri Tepesi

Arkeolojik Miras

Sifa Hamami, Kale Hamami, Cifte Hamam, Taceddin Paga (Tahta) Hamami, Tarihi Vezirkprii
evleri ve sokaklar1, Bedesten, Arasta, Tashan ve Miistemilati, Uziim Hani, Kurtk&prii, Askerlik
Subesi Cesmesi, Mehmet Aga Cesmesi, Namazgah Cesmesi, Arasta Cesmesi, Cukur Cesme,
Tarihi Yap1 Mirasi Ganioglu Cesmesi, Tacettin Pasa Cesmesi, Doyran Cesmesi, Adatepe Cesmesi, Bogazkoru
Cesmesi, Saat kulesi, Camasirlik, Fazil Ahmet Pasa Medresesi, Sehit Miiftii Ttrbesi, Murat
Bey Tiirbesi, Asagi Nalbantli Cami, Namazgah Cami, Yukar1 Nalbantli Cami, Kale Cami,
Toprakkale Cami, Orta Cami, Kursunlu Tacettin Paga Cami

Kirsal Mimari Kir Meskenleri, Samanlik, Ceten, Ambarlar
Tirit, Haluska, Kaypak, Topalak, Helle Corbasi, Katik Boregi, Keskek, Katik Stindiirmesi,
Gastronomi Kiiltiirii Mamis, Erikli Yemegi, Ugut, Sirik ( Orman) Kebabi, Oymaagag¢ Kebabi, Memecik, Katikli
Ekmek

Susuz Bezi Dokumaciligi, Kilim Dokumaciligi, Heybe Dokumaciligi, Corap Dokumaciligi,
Boncuklu Tag Dokumaciligi, Kil Kilim (Copiir) Dokumaciligi, Cuval Dokumaciligi,
Geleneksel El Sanatlan Urgancilik, Ellik Yapimi, Yayik Yapimi, Besik Yapimi, Toka¢ Yapimi, Bodug¢ Yapimi, Anadut
Yapimi, Semercilik, Demircilik, Bakircilik, Kalaycilik, Semaver yapimi, Bigakgilik,
Siipiirgecilik, Saraglik, Kosiire Yapimi

Toplumsal Uygulama Yayla Senlikleri, Kunduz Yagh Giires Senlikleri, Yagmur Duasi Ritiieli, Bolluk Asi,

Ritiiel ve Solenler Gelencksel Sohbet Toplantilari, Kaz Asma Sira.

Popiiler Kiiltiir Offroad Yarislart
Cekicilikleri

Kiiltiir Rotalar1

Yéredeki kiiltiir rotalarinin belirlenmesinde CEKUL’iin (2015) planlama modeline bagli kalmarak; siireg
hazirligi, arastirma ve degerlendirme, rota kurgusu, gerceklestirme ve tanitim siireglerini igeren; GPS ile
koordinatlama, rota haritalarinin hazirlanmasi, rota dzelliklerini agiklayan bilgi notlarinin hazirlanmasi ile rotalari

gosteren isaret levhalarmin konulmasi ve tanitim ¢aligmalarini igeren bir yol izlenmistir.

Sonug olarak kiiltiir rotalar1 planlamasi; yeni yerel kiiltiir rotalarinin olusturulmasi ve bu rotalarin ulusal kiiltiir

rotalarina entegrasyonu olarak iki sekilde ele alinmistir.
Vezirkoprii Yoresinde Gelistirilebilecek Yerel Kiiltiir Rotalar:

Vezirkoprii  yoresinde, kiiltiir turizmine hizmet edecek hali hazirda olusturulmus bir kiiltiir rotasi
bulunmamaktadir. Bununla birlikte, Tablo 2’den de anlasilacagi gibi, yorenin degisik kesimlerinde zengin tarihi,
kiiltiirel ve dogal miras 6geleri ile giindelik hayatin siradanlagan kaygilarindan uzaklagsmak isteyen kiiltiir gezginleri
icin kesfedilmeyi bekleyen kiiltiir rotalar1 olusturulabilecek potansiyele sahiptir. Olusturulacak rotalar sayesinde
yorenin siirdiiriilebilir kiiltlir turizm potansiyeli agiga c¢ikarilmis, degerlendirilmis olacaktir. Yiiriiylis ve bisiklet
parkurlar1 olusturulacak gilizergahlar boyunca; arkeolojik kalintilar, tarihi yap1 ve mekanlar, dogal giizellikler, yerel
el sanatlari, kirsal mimari, yerel tatlar lezzetler, foto safari, seyir ve feribot gezisi gibi bir¢ok turistik iirlin bir arada

sunulmaktadir.
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Bu baglamda yore turizmine katki saglayacak; "Kurtkdprii Rotast", "Kunduz Dag1 Rotas1", "Nerik-Sahinkaya
Kanyonu Rotasi", "Ahsap Camiler Rotas1" ve "Esenkdy Kaya Mezarlar1 Rotas1” olmak tizere bes farkli rota

planlanmistir (Tablo 3; Sekil 4).

Tablo 3. Vezirkoprii Yoresinde Gelistirilebilecek Kiiltiir Rotalari.

Kiiltiir Rotasi Tema /Aktivite Onerilen Mevsim Tlgili Kurum Diizey
Hitit-Nerik Rotas1 Tarih, inang, doga flkbahar-Yaz-Sonbahar Kultir ROtfﬂ%rl De.rnegl- —_— Ulusal
Samsun Biiyiiksehir Belediyesi
Kizilirmak Gastronomi - . : Kiiltir Rotalar1 Dernegi-
Rotasi Bisiklet, gastronomi [kbahar-Yaz-Sonbahar Samsun Biiyiikschir Belediyesi Ulusal
Kurtkdprii Rotas Tarih, doga fikbahar-Yaz-Sonbahar ~ [oAmsun Biyliksehir Belediyesi- Yerel
Vezirkoprii Belediyesi
Nerik-Sahinkaya T_ar_lh, dlni'dv(.)g.z'l, ) ilkbahar-Yaz-Sonbahar Sam.surj B?yuksehlr B_eledlyeSI- verel
Kanyonu Rotast bisiklet, yiiriyiis, seyir \Vezirkoprii Belediyesi
- Doga, tarih, kiiltiir, ; oo Samsun Biiyiiksehir Belediyesi-
Kunduz Dag1 Rotasi yastronomi [kbahar-Yaz-Sonbahar Vezirkoprii Belediyesi 'Yerel
Ahgap Camiler Rotasi Tarih, kiiltiir, bisiklet [lkbahar-Yaz-Sonbahar Samsun Bilyiikschir Belediyesi- Yerel
\Vezirkoprii Belediyesi
Vezirkopri Tarihi Alan- e . NVag. Samsun Biiyiiksehir Belediyesi-
Esenkoy Kaya Mezarlari Rotasi Tarih, killtiir, yirityis, fllkbahar-Yaz-Sonbahar \Vezirkoprii Belediyesi yerel
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Sekil 4. Vezirkoprii yoresinde gelistirilebilecek yerel kiiltiir rotalari.

Kurtkoprii Reotasi: Vezirkoprii yoresinde planlanacak gezi glizergahlarmin birincisini Kurtkdprii Rotast
olusturmaktadir. Havza-Vezirkoprii karayolunun birinci kilometresinden baglayan Kurtkoprii Rotasi; sirasiyla
Aslangayir1 (Havza), Sivrikese (Havza), Kocaoglu (Havza), Kayabasi (Havza) mahallelerini gegcerek Tahna (Havza)
ve Tekkekiran (Vezirkdpril) mahallelerini birbirine baglayan tarihi Kurtkoprii'ye ulagmaktadirlar. Burada Roma
Dénemi'nden kalma ayaklar iizerine kurulu iilkemizin birka¢g Mihrapli kopriisiinden biri olan Kurtkdprii, yorenin
dogal giizellikleri arasinda ziyaretgilere sunulacaktir. Daha sonra Kurtkdprii Rotasi Tekkekiran (Vezirkoprii),
Kiiletek (Vezirkoprii), Yoriikeal (Vezirkoprii) ve Calkdy (Vezirkoprii) tizerinden Vezirkoprii'ye ulasmaktadir (Sekil

5). Bu rotanin 6énemli sorunlarim ise Havza-Kurtkoprii-Vezirkoprii rotasinda bulunan karayolunun bakimsiz olmasi
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ile yonlendirme ve bilgilendirme levhalarimin olmayis1 olugturmaktadir. Ancak Samsun Biiyiiksehir Belediyesi’nin
Kurtkoprii'niin turizme kazandirilmasi i¢in bu yolun bakim, onarim ve asfaltlanmasi igin bir ¢aligma yaptigi
bilinmektedir. Bu caligma bittiginde rota baslangic noktasinda ve rota boyunca yonlendirme ve bilgilendirme
levhalarinin konulmasi ile rotanin turizme kazandirilmasi miimkiin olacaktir. Zira Vezirkoprii'ye diger il ve ilgelerden
karayolu ile ulagim; Havza ve Boyabat istikametinden olmak tizere iki yondendir. Bu ulagim hatlarinin en fazla tercih
edileni ise yoreyi Samsun-Ankara karayoluna baglayan Havza yoludur. Yo6reyi gerek turlarla gerekse 6zel araglarla
ziyaret eden gezginler de daha ¢ok bu yolu kullanmaktadirlar. Bu nedenle Kurtkoprii Rotasi’nin baglangi¢ noktasini
Havza-Vezirkoprii karayolunun birinci kilometresinde bulunan Cakiralan Mahallesi sapagindan baglatmak yerinde
olacaktir. Ciinkii Vezirkopril'ye gelen turlar ve 6zel araglariyla gelen gezginler sapa bir yerde bulunmasi nedeniyle
yorenin 6nemli bir tarihi degeri olan Kurtkopri'yii ziyaret programlarina almamaktadirlar (Foto 1, 2). Olusturulacak

bu rota sayesinde turlar ve gezi araglariyla gelen kiiltiir gezginleri bisikletleriyle Kurtkoprii lizerinden Vezirkoprii’ye

ulasacaklar ve bu sayede Kurtkoprii'niin de Vezirkoprii turizmiyle biitiinlesmesi saglanmis olacaktir.
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Sekil 5. Kurtkoprii Rotast.

Foto 1. Restorasyon Oncesi tarihi Kurtkoprii'ye Foto 2. Tarihi Kurtkoprii'niin mihrap detay1.
giineydogudan bakis (B.Kivrak). 186E
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Kunduz Dag Rotasi: Vezirkdprii ilge merkezinden baslayan bu rota; Incesu, Narlisaray, Karadoruk mahallelerini
takip ederek Kunduz Bogaz1 Yaylasi'na ulasmaktadir. Kunduz Bogaz1 Yaylasi'ndan itibaren ise rotaya yaya olarak
devam edilmektedir (Sekil 6). Ovacik Yaylasi, Orman Isletme Tesisi ve Soguksu Kamp Alani’n1 takip eden rota
Kunduz Ormanlari'ndaki Geyik Ureme Istasyonu'na ulasmaktadir. Rotani ilk durak noktas1 Incesu Mahallesi'dir. Bu
durak noktasinda kiiltiir avcilari, yoresel dzelliklere sahip siipiirge yapimimi gézlemleyerek deneyim edinme ve bu
kiiltiiri 6grenme imkani bulabileceklerdir. Rotanin ikinci durak noktasini ise Narlisaray Mahallesi olusturmaktadir.
Bu mahalle ise gezginler yoreye 6zgii basta "Ugut" yemegi gibi yoresel lezzetleri tatma firsat1 bulacaklardir (Foto 3,
4). Rotanin devaminda Kunduz Bogazi Yaylasi'na ulasilinca, gezginleri yorenin gelencksel yayla evleri ve yayla
kiiltiiriine ait otantik yasam beklemektedir. Buradan yaya olarak devam eden rota boyunca ise Kunduz Ormanlari'nda
bulunan endemik bitkiler ve doga ile ilgili foto safari yapma firsat: bulacaklardir. Ovacik Yaylasi ve Orman Isletme
Tesisi gecildikten sonra Soguksu Kamp Alani’nda kamp kurma ve yorenin meshur semaverinde demlenmis cay1

icerek dinlenme imkani bulacaklardir. Soguksu Kamp Alani’ndan sonra ise kiiltiir gezginleri, rotanin sonu olan Geyik

Ureme Ciftligi'ne ulasacak burada foto safari yapabileceklerdir (Tablo 3).

Tablo 4. Kunduz Dagi Rotasi Bilgileri.
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Incesu Mahallesi (14. km) N41°1627" E 35°32'57" 285m Bisiklet
Narlisaray Mahallesi (19. km) N41°18°'13"" E 35°26°66" 300 m Bisiklet
Kunduz Bogazi Yaylas1 Yiiriiyiis parkuru (52. km) N 41°14°97"" E 35°05'54" 1460 m Yaya
Ovacik Yaylasi (58. km) N41°15°93"" E35°01°02”" 1450 m Yaya
Orman Isletme Tesisi (65. km) N41°1691"" E 35°00°81" 1250 . Yaya
Soguksu Kamp Alani (65,5. km) N41°17'19” E 34°99'81" 1000 . Yaya
Geyik Ureme Ciftligi (71. km) N 41°17°95” E 35°00°98" 1300 . Yaya
- A
PN Vd \
SARAYDUZU<

\"\ \'_\'\\ TAVSAN DAGI Tolgoren Vezirkopru
? AN Istayio Kopeapi
- ., P . OO PSS A HAVZA
o GUMUSHACIKOY % # MERZIFON S— iy
® Yeresim N
Taliyollar 7] Kamp merkezi 2 W E
I 5215 oo - Akarsu é it ;
|
o Acagtima sinin B Supirge - Yayla 0 5 10 15 20
— Karayol e Kotz ez gizegEN I — e —

Sekil 6. Kunduz Dag1 Rotas1
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Foto 3. Narlisaray Mahallesi'nde Ugut yapim  Foto 4. Narlisaray Mahallesi'nde Ugut yapim
gelenegi (B.Kivrak). gelenegi (B.Kivrak).

Nerik-Sahinkaya Kanyonu Rotasi: Vezirkoprii sehir merkezinden baslayan bu rota Adatepe Mahallesi, Oymaagag
(Nerik) Oren Yeri ve Tiirkmen Mahallesi'ni takip ederek Altinkaya Baraj Golii'ne ulasmaktadir. Bu rota boyunca
Adatepe Mahallesi'ndeki tarihi ¢amasirlik ve ¢esme yaninda Oymaaga¢ Mahallesinde bulunan kazi alaninda
Hititlerin kutsal sehri Nerik'e ait kalintilar ve kazi alanini ziyaret edilebilecektir. Ayn1 zamanda bu durak noktasinda
yerel kiiltiire ait tatlardan Oymaaga¢ Kebabi tadilabilecektir. Tirkmen Mahallesi’nin Kepez mevkiinde yapilacak
seyir terasi ile ziyaretciler Sahinkaya Kanyonu'nu kusbakisi goérme firsat1 bulabileceklerdir (Foto 5, 6). Kepez
mevkisi, Kanyona kugbakisi bakma imkani vermesi yaninda, sahip oldugu bircok endemik bitki tiirii ile de
ziyaretcilerine foto safari i¢in giizellikler sunmaktadir. Bu rota boyunca katilimeilara; yorenin tarihi mirasini ziyaret
etme, yerel el sanatlari, yoresel kiyafetler ve ¢esitli folklorik degerleriyle geleneksel kir hayatini gérme ve

deneyimleme firsat1 sunulmus olacaktir (Sekil 7).

"Foto 6. Domuzdam mevknnden Sahmkaya
Kanyonu'na bakis.

Foto 5. Adatepe Mahallem camasirligt.

Rotada gezginleri, Kurugay Mahallesi’nin Kayikbasi mevkisinde feribota binerek ikram edilen semaver g¢ay1
esliginde en az 45 dakikalik kanyon gezisi beklemektedir. Vezirsuyu Rekreasyon Alani'na feribotla ulagildiktan sonra

ise buradan bisikletlerle Vezirkoprii sehir merkezine gidilerek rota sona ermektedir (Tablo 5).
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Tablo 5. Nerik-Sahinkaya Kanyonu rotasi1 Bilgileri

Rota Noktalar: Koordinatlar Yiikseklik Ulasim
Kopriilii Mehmet Paga Parki (rota baslangici) N 41°08'35"" E35°27°26" 333m Bisiklet
Adatepe Camasirligt (3. km) N 41°10°46"" E 35°27'14" 276 m Bisiklet
Oymaagag-Nerik Kazi Alani (8,2. km) N 41°12°28" E35°27'51" 259 m Bisiklet
Oymaagac Kebap Salonu (8,4. km) N 41°13'35"" E35°25°37” 298 m Bisiklet
Tiirkmen Mahallesi (15. km) N 41°12°48""  E 35°26°02" 529 m Bisiklet
Kepez Kanyon Seyir Teras1 (17. km) N41°16°17"" E 35°25°08" 630 m Yirtiyts
Altinkaya Baraj Golii Kayik Basi (18. km) N 41°16'45"" E 35°25'45" 189 m Bisiklet
Sahinkaya Kanyonu (18,2. km) N 41°16"18"" E35°25'03" 189 m Feribot
Vezirsuyu Rekreasyon Alani (23 km) N 41°22°09”" E35°31'56" 230 m Bisiklet
Kopriilii Mehmet Pasa Parki (Varis) N 41°08'35"" E 35°27°26" 333 m -
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Sekil 7. Oymaagag¢-Nerik-Sahinkaya Kanyonu Rotast.

Ahsap Camiler Rotasi: Vezirkoprii yoresinde kiiltlir turizmine kaynak olusturacak kiiltiirel degerler arasinda ahsap
camiler 6nemli bir yer tutmaktadir. Ahsap camiler, yapim teknikleri ve mimari &zellikleri yaninda dogal cevre
faktorleri ile yore kiiltiiriiniin bir sentezi olmalari ile de 6nem tagimaktadirlar. Son yillarda sivil mimari 6rnegi olan

tarihi yapilara kiiltiir gezginlerinin ilgisinin artmasi bu rotay1 daha da 6nemli kilmaktadir.

Vezirkoprii yoresinde varligr tespit edilen bes ahsap camiyi kapsayan rota, kuzey ve bat1 yonlerinde olmak iizere
iki sekildedir. Vezirkoprii sehir merkezinden baslayan kuzey rotasi, Calkdy, Giildere ve Kabali mahallelerinden
gecerek Kaplancik Mahallesi'nde bulunan ahsap camiye uzanmaktadir. Kaplancik Mahallesi sivil mimari drnegi
ahsap camisi yaninda, ¢ant1 teknigi ile yapilmis evleri ve ambarlariyla da dikkat ¢cekmektedir. Ayrica Kaplancik
Mahallesi Altinkaya Baraj Golii'niin essiz manzarasiin fotograflanabilecegi de bir konumdadir. Vezirkdprii sehir
merkezinde baslayan ve Vezirkoprii-Boyabat karayolunu takip ederek batiya dogru uzanan diger rota ise Karanar,
Corakdere, Salur ve Caltu ahsap camileri bulunmaktadir (Foto 7, 8). Bu camilerin her biri gerek yapim teknikleri

gerekse sivil mimari 6zellikleri ile kiiltiir gezginlerinin ilgisini ¢ekebilecek 6zelliktedir (Tablo 6; Sekil 8).
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Tablo 6. Ahsap Camiler Rotas1 Bilgileri

JOTAGS, 2020, 8(3)

Rota Noktalari Koordinatlar Yiikseklik Ulagim
K&priili Mehmet Pasa Parki (rota baslangici) N 41°08°35"" E35°27°26" 333 m Bisiklet
Kaplancik Mahallesi Ahsap Camii (19. km) N 41°22°95"" E 35°54°57"" 420 m Bisiklet
Karnar Mahallesi Ahgap Camii (29. km) N41°23'42"" E35°23'81"” 277 m Bisiklet
Corakdere Mahallesi Ahsap Camii (41. km) N 41°23'59"" E 35°0937" 549 m Bisiklet
Salur Mahallesi Ahsap Camii (57. km) N 41°24°45" E 35°01°80”" 712m Bisiklet
Caltu Mahallesi Ahsap Camii (52. km) N 41°32°76"" E35°12'64" 412 m Yaya
Kopriili Mehmet Pasa Parki (Dontis) N 41°08°35"" E35°2726" 333 m -
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Sekil 8. Ahsap Camiler Rotas1

Foto 7. Corakdere Cami'nin batidan
gorunusi.

Foto 8. Corakdere Cami'nin harim
boliimiiniin goriiniisi.

Vezirkoprii Tarihi Miras Alani-Esenkdy Kaya Mezarlar1 Rotasi: Vezirkoprii ilce merkezi, belki de Samsun

ilinde Osmanli Donemi sivil mimari 6rneklerinin en yogun oldugu yerlerden birisidir. Bu nedenle ilge merkezinde

yapilacak yiirliyiis rotasi son derece 6nem arz etmektedir. Bunun yaninda rota sonunda ilge merkezine 12 km

uzaklikta bulunan Esenkdy Paflagon tipi kaya mezarlarina yapilacak gezi rotanin diger pargasini olugturmaktadir

(Tablo 7). ilge merkezindeki yiiriiyiis rotasi, Osmanli Dénemi tarihi yap1 mirasi drnegi olan Namazgah'tan baslayip

sirastyla Namazgah Cami'ni, tarihi Sifa Hamami'ni, Kale Cami ve Kale Hamami'ni, kale i¢i sivil mimari 6rneklerini,
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Toprakkale Cami'ni, Mahkemednii Sokak ve Ganioglu Mahallesinde bulunan tarihi Vezirkdpri evlerini, tarihi
sokaklar ile Kurgunlu Cami'sini izleyerek Taghan'a ulasmaktadir. Bu tarihi yapilar gerek mimari 6zellikleri gerekse
tag ve ahsap siislemeleri ile ziyaretgilerin ilgisini ¢ekecek ozelliktedir. Orta Cami gilineyinden tarihi Arasta'ya
yapilacak ziyaret ile Arasta icerisinde bulunan semaverciler ¢arsisinda yoresel Vezirkoprii semaverlerinin yapim
asamalar1 izlenebilecegi gibi semaverin yapim agamalarina katilarak kiiltiirel deneyim de kazanilabilecektir.
Bedesten icerisinde bulunan Osmanli mutfagina ait yemek ¢esitlerinin sunuldugu lokantada ise yoresel yemek kiiltiirti
ve bedestenin fil ayagi icerisindeki sark kdsesinde semaver ¢ayinin lezzeti sunulmaktadir. Saat Kulesi, Tagmedrese
ve Demirciler Carsis1 ziyareti ile 6200 m'lik yiiriiylis rotasi tamamlanmaktadir. Yiriiylis rotasi sonunda ise
ziyaretcileri Esenkdy Kaya Mezarlarii ve Zindankaya Demir Cag1 yerleskesini gérmeye yonelik 12 km'lik bir
bisiklet rotas1 beklemektedir (Foto 9, 10).

Tablo 7. Vezirkopri Tarihi Alan ve Esenkdy Kaya Mezarlart Rotasi Bilgileri

Rota Noktalar: Koordinatlar Yiikseklik Ulasim
Vezirkoprii Belediye Parki (Rota Baglangic) N 41°08'35"" E 35°27°26" 333m -
Namazgah Cami ve Namazgah Cesmesi N 41°08'75"" E 35°27°35"" 334 m Yaya
Namazgah N 41°08°25"" E 35°27'37"" 335 m Yaya
Sifa Hamami N 41°08°30"" E 35°27°27"" 334 m Yaya
Kale Cami ve Kale Hamami N 41°08°32"" E 35°27°32"" 325m Yaya
ToprakkaleCami N 41°08°31"" E 35°27°23"" 320 m Yaya
Kale I¢i Giris N 41°08'32"" E 35°27°27" 316 m Yaya
Mahkemednii Sokak Girisi N 41°08°32"" E 35°27°17"" 306 m. Yaya
Yukar1 Nalbantli Cami N 41°08'47"" E 35°27°10" 301m Yaya
Yalit Hamami N 41°08'48"" E 35°27°31" 300 m Yaya
Tacettin Paga Cami N 41°08'45"" E 35°27°31" 308 m Yaya
Kursunlu Cami ve Cesmesi N 41°08°43"" E 35°27°20"" 311 m Yaya
Sokak Sagliklagtirmasi-| N 41°08'44"" E 35°27°19" 316 m Yaya
Taghan N 41°08°43"" E 35°27°20"" 321 m Yaya
Orta Cami N 41°08'43"" E 35°27°20"" 323 m Yaya
Arasta Kuzey Girisi N 41°08°43"" E 35°27°22"" 324 m Yaya
Semaverciler Carsisi N 41°08°43"" E 35°27°23"" 324 m Yaya
Orta Hamam N 41°08°43"" E 35°27°22"" 322 m Yaya
Bakircilar Carsist N 41°08°43"" E 35°27°21"" 322 m Yaya
Uziim Ham N 41°08'43"" E 35°27°20"" 323 m Yaya
Anit Agac N 41°08'43"" E 35°27°26"" 328 m Yaya
Saat Kulesi N 41°08°43"" E 35°27°26" 326 m Yaya
Tagmedrese N 41°08°43"" E 35°27°30"" 327 m Yaya
Vezirkoprii Belediye Parki N 41°08°35"" E 35°27°26"" 333 m Bitis
Esenkoy Kaya Mezarlar1 (12km) N 41°10°41"" E 35°32793” 375 m Bisiklet
Vezirkoprii Belediye Parki N 41°08°35"" E35°27°26"" 333 m Bitis
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Foto 10. Esenkdy Kaya Mezarlari'na batidan
goriinlist bakis.

Vezirkoprii Yoresinin Ulusal Kiiltiir Rotalarina Entegrasyonu

Cesitli medeniyetlere ev sahipligi yapmis olan Anadolu cografyasinda bir¢ok yerel, ulusal ve uluslararasi kiiltiir
rotasi bulunmaktadir. Bu rotalarin birbirine entegre edilmesi kiiltiir turizmi rotalarina sahip destinasyonlarin ulusal
ve uluslararas1 énem kazanmasina ve tanitimima 6nemli katki saglamaktadir. Ayrica, turizmin yerel topluluklari
giiclendirmede etkili bir arag oldugu agiktir. Turizm deger zincirine dahil olma ve tam olarak entegrasyon, kiiltiirel
rotalarin ve turizm {irlin ve deneyimlerinin bagarili bir sekilde gelistirilmesi i¢in esastir (UNTWO, 2015). Vezirkoprii
sinirlarina kadar ulasan hali hazirda Hitit Rotas1 ve Gastronomi Rotasi olarak iki ulusal rota bulunmaktadir. Calisma
kapsaminda olusturulan Nerik-Sahinkaya Kanyonu Rotasi’nin Hitit Rotasi’na ve Kunduz Dagi Rotasi’nin

Gastronomi Rotasi’na entegre edilmesi seklinde iki dneri gelistirilmistir.

Nerik-Sahinkaya Kanyonu Rotas’’min Hitit Rotasi’na Entegrasyonu: Hititler, toplum diizenini saglayan
zamanina gore ileri sayilacak ceza yasalari, savas arabalari, strateji uzmam krallari, bin tanrili Pantheonu ve gérkemli
sehirleriyle Anadolu cografyasinda boy gostermis onemli uygarliklardan biridir. 1988 yilinda milli park ilan edilen
Bogazkale ilgesindeki Hitit sehri Hattusa ve Alacahdytik kalintilarin1 kapsayan 2634 hektarlik alan, Hitit Rotasinin
temel noktas1 olarak belirlenmistir (Kiiltiir Rotalar1 Dernegi, 2019a). Hitit yurdunun 6nemli sehirleri Hattusa,
Alacahdyiik ve Sapinuva tiggenindeki tarihi giizergahlar kullanilarak olusturulan Hitit Rotasi; yiiriiylis ve bisiklet
parkurlarindan olusur. Eski kervan ve gé¢ yollarindan gegcen 236 km boyunca isaretlenen 17 yiiriiyiis parkuru,
alternatif giizergahlarla birlikte toplam 385 km'dir. Alt1 adet bisiklet turu rotasinin toplam uzunlugu ise 406 km’dir
(Demirel, 2010, s. 30-31).

Hititlerin Orta Anadolu yaninda Karadeniz'deki varliklar1 ve Kizilirmak Havzasi'nin Orta Karadeniz kiyilarinda
onemli sehirler kurduklart bilinmektedir. Hitit arsivlerinde bulunan tabletler, yiizey arastirmalari ve kazilardan elde
edilen bulgular Vezirkoprii ilge merkezinin 8 km kuzeyinde bulunan Oymaagag'in ticaret kervanlarinin dnemli ugrak
