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INTRODUCTION

In tourism, using environmental values without management plans can cause a deterioration of natural balance in
terms of changes in climate characteristics, air, water soil pollution, destruction of flora and fauna species and changes
in climatological features. Therefore, environmental problems have an impact on human life as well as affecting
activities such as the tourism sector which is dependent on the natural environment. Due to our senseless consumption
of natural resources and the escalation of environmental pollution, the idea of using resources in a sustainable way
has come to prominence in recent times. It requires careful planning which is sensitive to environmental factors in
order to avoid negative effects within the protection-utilization balance. As a result of foremost globalization,

technological, economic, and environmental changes primarily lead to differentiation in consumption habits.

This reflection on the tourism sector manifests itself when people incline towards special interest tourism types
rather than mass tourism. The changing perspective of holiday concept and desire to gain an advantage in the tourism
sector by spreading tourism over the years have caused many alternative tourism types to unfold which has created
new concepts such as sustainable tourism and soft tourism. One of the developing alternative tourism types is the

concept of ecotourism.

Consumers who participate in ecotourism activities wish to escape to natural environments, move away from the
city environment and spend their time in nature in tranquility, therefore these individuals should be aware of
protecting the environment and are expected to act accordingly considering the fact that they attach such importance
to the environment (Kement, 2019). Ecotourism is an important phenomenon due to its benefits such as spreading
tourism from some concentrated regions to a wider area, helping local regions to develop and creating employment.
However, in order to have these trips to those unspoiled areas to be beneficial to the areas visited and the people
living in that region, it is essential to have the views of the people living in the region as well as those interested in
tourism. It is important to consider regions which have a potential for tourism in a framework that includes all factors
before they are opened to tourism. Thus, it is possible to talk about a tourism movement that is agreed upon and in
which local stakeholders are also participants. Local stakeholders are an important factor in the tourism industry due
to their approach to tourism, interaction with tourists, and shaping the future of tourism (Kizilirmak, Kaya, Yildiz &

Kurtulay, 2017).
Concept of Ecotourism

Ecotourism is broadly accepted as a sector of the tourism industry which is expanding at a fast pace and its priority
components are still open to a debate which brings about many challenges in definition, implementation, and
monitoring (Black & Crabtree, 2007; Dodds, 2008). Ecotourism is the sort of tourism that is shown as one of the
first examples when we talk about tourism which is processed with environmental sensitivity and its development
relies on environmental resources. The concept of ecotourism is frequently used in international publications, and for
some people it is used as one type of tourism and according to the others, it is used as a meta-concept that collectively

expresses the types of tourism fed by environmental sensitivity (Kahraman & Tiirkay, 2014).

Although there has been a lot of research into the concept of ecotourism, the definition and conceptualization of
it has been diverse and contrary. One suggestion of the broad definition is that ecotourism contributes to the protection

of natural areas and biodiversity (Goodwin, 1996). The definition of ecotourism is travelling to unspoiled and
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uncontaminated natural areas, studying, watching and enjoying wild plants and animals as well as the existing cultural
landscapes (Blamey, 2001). Ecotourism is a type of alternative tourism which prioritizes the protection of the
environment and culture and also aims to eliminate the negative effects of mass tourism (Oztiirk & Yazicioglu, 2002).
In other words, unlike mass tourism, ecotourism favors participating in activities throughout the year, rather than in
a certain period or season, with fewer tourists, reducing the pressure on the natural environment, acting on the basis
of the policy rather than fixing the damage and providing long-term economic development. Therefore, the main
objective is to leave smaller ecological footprints in nature, to prevent environmental degradation and to ensure the

enhancement of local people (Din¢ & Karakok, 2021).

Some principles should be set out with regard to ecotourism travels in order to be able to conserve the environment
rather than depleting it (Kahraman & Tiirkay, 2014). These principles should be envisaged to minimize the socio-
cultural effects and at the same time they should maximize the social benefits of tourism (Wearing, 2001). The
International Ecotourism Society (TIES) has set some principles for participants who take part in ecotourism

activities and for those who implement and promote these activities (TIES, 2019);

* Minimize physical, social, and behavioral effects,

e Create environmental and cultural awareness,

» Provide positive experiences for hosts and visitors,

» Understand the experience of local people to increase the environmental and social awareness of the region

* Create financial benefits for conservation, local communities, and private sectors

Ecotourism, which is conceived as the best way of sustainable development in tourism, is in a versatile interactive
relation with the regions where physical, economic and socio-cultural environment is developing (Demir & Cevirgen,
2006). Many countries, who are interested in tourism, focused on ecotourism and began research on this subject,
some of which are about the impact of ecotourism on local people because ecotourism involves economic, socio-
cultural, and environmental activities. This effect covers the local people's perceptions of economic, socio-cultural,
and environmental impact (Turpcu & Celikkanat Pasli, 2019). The aim of this research is to obtain information about
the attitudes and perceptions of the local people towards ecotourism, as they are important stakeholders in the tourism
sector. Bearing the above information in mind, answers will be sought to questions of how aware and knowledgeable
the local people are in the city of Trabzon about ecotourism activities and how they define ecotourism. One of the
other aims of the study is to determine how the local people perceive ecotourism in economic, environmental, and

socio-cultural terms.
Trabzon and Ecotourism

The research topic of Trabzon has a surface area of 4685 km” and is located in the Eastern Black Sea Region of
Turkey, between 38°30' and 40°30' east meridians and 40°33' and 41°30' north parallels. The city is surrounded by
Rize in the east, Giresun in the west, Giimiishane and Bayburt in the south, and the Black Sea in the North. This
destination has thriving flora and fauna due to its geographical situation. A total of 127 endemic plants were detected
in Trabzon, 85 of which are species, 26 subspecies, and 16 varieties. Of the 345 bird species found in the region, 139

are native bird species that can always be found in the region (Trabzon Tabiat Turizmi Master Plani, 2016).

As of 07.01.2020, according to the Ministry of Culture and Tourism Certificated Accommodation Facility

Statistics, the number of facilities with operation certificate is 65, the number of rooms with operation certificate is
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3.595 and the number of beds with operation certificate is 7.349 in Trabzon. The number of facilities with investment
certificate is 24, the number of rooms with investment certificate is 2138, and the number of beds with investment
certificate is 4625. Again, as of 07.01.2020, according to the statistics of accommodation facilities with municipality
certificate, the number of facilities with municipality certificate is 46, the number of rooms with municipality

certificate is 1280, and the number of beds with municipality certificate is 2848 (TURSAB, 2020).

Table 1. Ecotourism Resources of Trabzon Province

Lakes of the Research Area Tourism Centers of the Research Area
Lake Sera Akgcaabat-Karadag Tourism Center
Lake Balikli Arakli-Pazarcik Tourism Center
Uzungol and Crater Lakes Arakli-Yesilyurt-Yilantag Tourism Center

Arakli Tourism Center
Magcka-Solma Tourism Center

Protected Areas of the Research Area ) X
Trabzon-Tonya-Armutlu-Glimiishane-Kiirtiin-Erikbeli

Tourism Center

Besikdagi Nature Park Trabzon-Giresun-Sisdagi Tourism Center
Galcamil Nature Park Highlands of the Research Area
Camburnu Nature Park
Gornek Nature Park Akgaabat-Karadag Highland
Kadiralak Nature Park Arakli-Pazarcik Highland
Kayabag1 Nature Park Arakli-Yesilyurt-Yilantas Highland
Uzungol Nature Park Cakirg6l Highland
Lake Sera Nature Park Catma Highland
Diizkoy Highland
Caves of the Research Area Harmantepe Highland
Hidirnebi and Kurugam Highlands
Calkoy Cave Kadirga Highland
Akarsu Village Cave Kulindag1 Highland
Lapazan Highland
Monasteries of the Research Area Magka-Kiraz Highland
Stimela Monastery Macka-Mavura Highland
Vezalon (Yahya) Monastery Sisdag1 Highland
Kustul — Hizir ilyas Monastery Sazalan Highland
Kizlar (Panagia Theokephastros )Monastery Sultanmurat Highland
Kizlar (Panagia Keramesta) Monastery Tr.abzon—Tonya-Armutlu—Gﬁmiishane-Kl'irtiin-Erikbeli
Highland
Kayabag1 Highland

National Parks
Altindere Valley National Park

Source: Created by the authors by expanding from the study of (Tas & Karaman, 2015).

In addition, many researchers have concluded that the cultural and natural resources of Trabzon province are
suitable for ecotourism activities (Unlii & Erbas, 2021; Kaya & Yildirim, 2020; Tas & Karaman, 2015; Zaman, Sahin
& Birinci, 2011).

Methods

Since the survey was conducted on the local people in Trabzon the results were stated as numerical expressions.
As statistical verifications can be made about the reliability and validity of the obtained data, the quantitative data
collection method has been selected, hence, the research is a quantitative study (Yiksel & Yiiksel, 2004).

Questionnaire is used as the data collection method. In the study, the questionnaire scale was used in the research
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titled. "Consciousness and Attitude of the Local People of Northern Coast of Edremit Gulf Towards the Ecotourism
in the Local Area " by Kavak (2015) was utilized.

The range of the research is confined to the local people living in Trabzon, the main mass of the research consists
of 808,974 people which is the population of Trabzon (TUIK, 2020). Considering the determining factors affecting
the sample size, starting from the sample table capable of representing the range, the number of 384 is sufficient for
the sample in population sizes greater than 100.000, which is specified at the 0.05 significance level and 0.05
sampling error (Krejcia & Morgan, 1970). Simple random sampling, which is one of the probability sampling
methods, is used in this study for sample selection. In the research, 600 surveys were applied to the participants
between February 26, 2021 and March 28, 2021. 90 of them were not evaluated due to missing or incorrect filling of
the statements in the surveys. The remaining 510 surveys were evaluated. The first part of the survey consists of the
variables prepared to determine the demographic characteristics of the participants. In the second part, the participants
were asked how they define ecotourism and what ecotourism activities are based on entertainment, learning, and
relaxation that can be applied in Trabzon. In the third part, 27 activities were defined and it was asked which ones
could be ecotourism activities. In the last part, there are questions prepared according to a 16-item 5-point Likert

scale to measure the ecotourism attitude of the respondents.

Giresun University Social Sciences, Science and Engineering Research Ethics Committee with its decision dated

03 February 2021 and numbered 07/03 ethically approved the research.
Findings

Descriptive statistics were designated in the survey to determine the demographic characteristics of the
participants, descriptive statistics such as age, gender, marital status, occupation and how long they have lived in

Trabzon.

Table 2. Numerical and Percental Distribution of the Sample Profile

Gender n % Duration of living in n %  Occupation n %
Trabzon
Male 221 433 1-20 years 201 39,4 Student 162 31,8
Female 289 56,7 21-40 years 210 41,2 Employee 42 8,2
41- 60 + years 99 19,4 Unemployed 34 6,7
Tradesman 36 7,1
Marital Status n % Retired 30 5,9
Married 213 41,8 Civil Servant 123 24
Single 297 58,2 Other Professions 83 16,3
Age n % Income status n %
0-20 80 15,7 0-2323 TL 193 378
20-39 290 56,9 2.324 TL-3.324 TL 98 19,2
40-60 107 21 3.325 TL-4.325 TL 70 13,7
61+ 33 6,5 4326 TL -5.326 TL 85 16,7
5.327 TL-6.327 TL 34 6,7
6.328 TL+ 30 59
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According to the table 2, 56.7% of the participants are women and 43.3% are men. Hence, the gender ratios of
the participants are almost equal. When the marital status of the participants are examined, 41.8% are married and
58.2% are single which shows that the majority of the participants are single. When the occupational groups of the
respondents are examined, 31.8% are students, 8.2% are employed, 6.7% are unemployed, 7.1% are tradesmen, 5.9%
are retired, 24.1% are civil servants and 16.3% are from other professions, therefore, the majority of the participants
are students and civil servants. The life expectancy indicator in Trabzon shows that 39.4% of the participants have
lived in Trabzon for 1-20 years, 41.2% for 21-40 years, and 19.4% for 41-60 years and longer. According to this, the
majority of the participants in the research are those who have lived in Trabzon for 21-40 years. When the income
status of the participants is examined, 37.18% of the participants have below the minimum wage, 19.2% have 2.324
TRY —-3.324 TRY, 13.7% have 3.325 TRY —4.325 TRY, 16.7% have 4.326 TRY —5.326 TRY, 6.7% of them have
5.327 TRY —6.327 TRY, 5.9% of them have 6.328 TRY and above. The majority of the participants consist of people

with income below the minimum wage.

Table 3. Findings Regarding Ecotourism Definitions of Participants

Definition of Concept of Ecotourism Number Percent
() (%)
Environmentally friendly tourism 231 %45,3
Tourism which provides interpretation and education relating to nature 150 %29.,4
Tourism that involves nature-related tours and activities. 165 %32,4
Tourism that provides escape from stress and relaxation. 95 %18,6
Tourism that conserves the environment and contributes to the well-being of local people 237 %46,5
Tourism that encourages knowledge of different cultures and traditions 93 %18,2
Tourism that offers expensive and fashionable travel 5 %1
Tourism that offers comfortless, simple and plain facilities 52 %10,2
A kind of tourism where I can perform sporting activities 62 %12,2

Examination of Table 3 shows that the participants defined ecotourism as “tourism which protects the environment
and contributes to the welfare of local people” at a rate of 46.5%, while the statement “It is environmentally friendly
tourism” was the second most preferred expression with a rate of 45.2%. The least preferred statement was “It is

tourism that offers an expensive and fashionable travel”.

Research findings coincide with the definitions of “tourism which provides interpretation and education relating

9

to nature™,

G

environmentally friendly tourism”, “tourism that includes nature-related tours and activities”, which
emerged in Cevirgen's (2003) study. The least preferred definition of the respondents was “tourism offering an
expensive and fashionable travel” option, 1%. In the study of Nayir (2009), the least preferred definition of
ecotourism was the option that "tourism offering expensive and fashionable travel". The conclusion we can reach

according to these results is that the local people define ecotourism correctly and have knowledge about ecotourism.
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Table 4. Findings of Participants with Regard to The Possibility of Entertainment Based Ecotourism Activities

Ecotourism Activities Number Percent
® (%)
Balloon Tourism 26 %5,1
Mountain/Rock Climbing 272 %353,3
Nature Discovery 360 %70,6
Horseback Nature Trail 73 %143
Cycling Tourism 128 %25,1
Nature Walk 419 %382,2

The majority of the participants’ responses were nature walks and nature discovery. Balloon tourism was the least

selected option with 5.1%.

Table 5. Frequency Statistics of Participants' Responses to the Possibility of Conducting Educational Ecotourism

Activities
Number Percent

® (%)
Nature Photography 428 %83,9
Monitoring Geomorphological Formations 54 %10,6
Wildlife Watching 180 %35,3
Cultural Tourism 215 %42,2
Cultural Walks 236 %46,3
Historical Area Tourism 254 %49,8
Botanical Tourism 177 %34,7
Watching Extraordinary Events 26 %S5,1
Festival Tourism 161 %31,6
Land Route Tourism 69 %13,5
Agriculture Tourism 139 %27,3
Faith Tourism 112 %22

Table 5 shows that the most selected option by the participants was nature photography whereas the least favored

option was watching extraordinary events.

Table 6. Frequency Statistics of the Participants’ Responses with Regard to the Possibility of Conducting Ecotourism

Activities Based on Relaxing

Ecotourism Activities Number Percent
® (%)
Klimatizm 123 %24,1
Camping/Caravan Tourism 373 %73,1
Spa Tourism 76 %149
Marine Tourism 289 %56,7

Analysis of the responses by the participants concerning the possibility of relaxing ecotourism activities in
Trabzon showed that the most preferred option was camping/caravan tourism which differs from the study of Kavak
(2015).
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Table 7. Frequency Analysis of Acceptability as Ecotourism Activities by Participants

Ecotourism Activities Appropriate Partially Inappropriate
Appropriate

Underwater Diving %40,4 %35,9 %23,7
Bird Watching %750,4 %31 %18,6
Cycling Trip %51,4 %32,2 %16,5
Botanical Tourism %72,2 %20,6 %7,3
Festivals %47,5 %29,4 %23,1
Canoeing — Rafting %51,8 %29,4 %18.8
Nature Walks %91 % 6,5 %2,5
Photography %79,4 %14,3 %6,3
Jeep Safari %33,3 %32 %34,7
Historical Archaeological Excursions %53,9 %31,4 %14,7
Paragliding %39,6 %37,3 %23,1
Hunting %39,2 %20,8 %40
Caving %41,8 %34,1 %24,1
Horse Riding %35,7 %37,3 %27,1
Mountain Climbing %76,5 %17,8 %)5,7
Winter Tourism %55,3 %32 %12,7
Agriculture Tourism %58,4 %27,5 %15,9
Thermal Tourism %32,4 %32,5 %35,1
Yacht Tours %24,1 %32,5 %43,7
Wild Animal Observation %54,1 %29,6 %16,3
Adventure Sports Tourism %52 %32,4 %15,7
Land Route Travel Tourism %39,8 %33,9 %26,3
Amateur Line Fishing %52,5 %31,4 %16,1
Orienteering %43,3 %35,3 %21,4
Balloon Tourism %22 %29 %49
Bungee Jumping %25,1 %33,5 %41,4
Camping %70,8 %22 %7,3

The most favored options of ecotourism activities are nature walks, photography, mountain climbing, botanical
tourism, and camping respectively, which are suitable for ecotourism activities, receive high votes from the local
people, and that the local people are conscious about this issue.

Table 8. Tendency of Local People Living in Trabzon on Ecotourism Perceptions

Strongly Agree Neither Disagree Strongly
agree agree nor disagree
disagree
Statements N % N % N % N % N %
1. The development of ecotourism has 138 27,1 199 39 81 15,9 37 7,3 55 10,8
improved the economic situation of your
region.
2. Ecotourism has created new job 138 27,1 204 40 69 13,5 53 104 46 9

opportunities for local people.

3. Ecotourism stimulates purchasing power 112 22 182 35,7 111 218 62 12,2 43 8,4
of locals

4. Ecotourism accelerates the urbanization 84 16,5 169 33,1 119 233 80 15,7 58 11,4
of rural areas.

5. Ecotourism acts as a bridge in the 164 32,2 217 425 49 9,6 41 8 39 7,6
recognition of different cultures.

6. Ecotourism improves the quality of life of 124 243 194 38,0 99 19,4 47 9,2 46 9
the people.

7. Ecotourism helps to preserve the 127 249 185 36,3 100 19,6 51 10 47 9,2
historical-cultural texture.

8. Ecotourism contributes to the promotion 217 425 190 373 31 6,1 29 5,7 43 8,4
of the region.

9. Ecotourism ensures that public keeps the 109 214 170 33,3 118 23,1 61 12 52 10,2
environment even cleaner.
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Table 8. Tendency of Local People Living in Trabzon on Ecotourism Perceptions (Continuation)

10. Ecotourism supports the protection of 132 259 182 357 86 16,9 61 12 49 9,6
nature.

11. Ecotourism ensures the development of 62 122 175 343 135 26,5 88 17,3 50 9,8
other commercial and industrial activities
in the region.

12. Ecotourism brings people closer together. 122 239 238 46,7 79 15,5 32 6,3 39 7,6

13. Ecotourism causes people to take pride in 147 28,8 206 20,4 80 15,7 41 8 36 7,1
their national and cultural values.

14. Ecotourism provides relief from stress. 161 31,6 224 43,9 51 10 31 6,1 43 8,4

15. Ecotourism enables our city to openupto 170 33,3 212 41,6 52 10,2 36 7,1 40 7,8
the outside.

16. Ecotourism offers a holiday alone with 159 31,2 214 42 64 12,5 28 5,5 45 8,8
nature.

Perception of Local people on Economic Dimension of Ecotourism

An analysis of the expressions about the economic sub-dimension of local people in Trabzon who participated in
the research shows that the statement "Ecotourism contributes to the promotion of the region" was the most preferred
choice with 79.3%. An examination of other statements of the economic dimension of ecotourism indicates that
“Ecotourism enables our province to open up” is 74.9%, “Ecotourism has created new job opportunities for the local
people” 67.1%%, The development of ecotourism has improved the economic situation of your region” 66.1%,
“Ecotourism improves the quality of life of the people” 62.3%, “The purchasing power of the local people increases
thanks to ecotourism” 57.7% and the statement “Ecotourism provides the development of other commercial and

industrial activities in the region” 46.5% have the support of the local people.
Local People's Approaches to the Socio-Cultural Dimension of Ecotourism

An inspection of the statements about the socio-cultural sub-dimension of ecotourism by the local participants in
Trabzon shows that "Ecotourism provides relief from stress" was the most supported statement with 75.5%. The
other most supported statements were; “Ecotourism acts as a bridge in the recognition of different cultures” had
74.7% support and “Ecotourism brings people closer to each other” had 70.6% support whereas “Ecotourism causes
people to be proud of their national and cultural values” had 49.2%. The study of Caligkan (2020) in Hatay concluded

that the ecotourism activities of the local people serve as a bridge in the recognition of the culture of the region.
Attitudes of Local People towards the Environmental Dimension of Ecotourism

Examining the statements regarding environmental sub-dimension by the local participants in Trabzon indicates
that the statement "Ecotourism offers a holiday alone with nature" was the most preferred choice with 73.2%. When
the other expressions of the environmental dimension of ecotourism are examined, the statement of “Ecotourism
helps the protection of nature” has 61.6%, the statement “Ecotourism helps to preserve the historical-cultural texture”
has 61.2%, “Ecotourism helps people to keep the environment cleaner” has 54.7% and “Ecotourism accelerates the

urbanization of rural areas” had 49.6% selection by the local people.
Conclusion

Participants’ choices regarding the acceptability of the activities as ecotourism activities, the most preferred

activities were nature walks with 91%, photography 79.4%, mountain climbing 76.5%, botanical tourism 72.2%, and
p graphny
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camping 70.8%. The study of Kavak (2015) shows that the most preferred activities are trekking 87.18% and
photography 76.41%.

The research shows that the local people living in Trabzon have a positive attitude towards the economic, socio-
cultural, and environmental development of ecotourism. Although the statement "Ecotourism enables the
development of other commercial and industrial activities in the region" was accepted by the local people, it was the
least supported statement in comparison to the other statements. The study which was carried out by Cavus and Zere
(2021, p. 180) in Giresun reaches the same conclusion and the local people living in Giresun province supported the
statement "Ecotourism provides the development of other commercial and industrial activities in the region"

compared to other economic sub-dimensions.

The local people’s most preferred definition of ecotourism is “a tourism that protects the environment and
contributes to the welfare of the local people”, therefore the acceptance of ecotourism as a type of tourism that will
contribute to the welfare of the local people offers an important opportunity for public and private sector investors.
Local people’s support would enable investors to get more positive economic and social results. With the support of

all stakeholders and good planning, the destination of Trabzon can take important steps in terms of ecotourism.

According to the attitude scale, "Ecotourism contributes to the promotion of the region" was the most popular
statement by the participants. Taking the sustainable nature of ecotourism into consideration, the promotion of the
events taking place in the destination can be done more effectively. Local people have expressed that conducting
ecotourism activities will increase the interest in ecotourism and thus enable Trabzon to open up to the outside,
contribute to the development of the region by providing job opportunities to the local people, and increase the quality
of life and purchasing power of the local people as well as opportunities being offered through ecotourism activities
to strengthen the economic situation of the local people in the region. Booklets should be published containing
information about the date range and how the ecotourism activities can be implemented in Trabzon, festivals and

advertising campaigns should be organized.

Training programmes about ecotourism should be organised in order to create awareness amongst the local people,

local administrators and anyone who has an interest in tourism and also to protect cultural values and environment.

Local people state that ecotourism has an aspect that allows people to get away from stress and allows them to get
to know different cultures. Being alone in nature, participating in nature-oriented activities and getting to know
different cultures reduce the stress and anxiety of city life. When the perspective of the local people on the
environmental dimension of ecotourism is scrutinized, it is stated that ecotourism offers a holiday alone in nature and
helps to conserve nature, historical and cultural texture. The protection of nature, which constitutes the essence of
ecotourism, and the adoption of the sustainability goal by the local people will be welcomed by environmentally
friendly tourists who will participate in ecotourism activities in the region. In order to prevent any damage to the
natural and cultural structures in the environment in the areas where ecotourism activities will be carried out, it should
be aimed to provide an ecological contribution on the basis of protection and development at the core of the activities.
By minimizing the negative effects of tourism activities in Tourism Conservation Zones, ecotourism tracks, and the
whole region, biological diversity should be protected and contribution should be made to its development. The
quality of the roads on the ecotourism tracks must be improved and their safety must be ensured. Tourists, who want

to visit the region for the purpose of contributing to the protection of the visited areas and the culture of the local
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people should be instructed by Eco-guides. Wildlife observation points should be established in order not to disturb

the animals on the tour routes.

If sustainable development is ensured not only for the tourism industry, but also ecologically, economically, and
socially, by supporting it with legislation and laws, and respecting the right to life of every living thing, it will be

ensured that sustainable tourism and its species, thus ecotourism, will be realized in accordance with its goal.

The research is confined to the city of Trabzon. If there are other similar studies of other cities and the east of the

Black Sea region in the future, the results can be compared.
Declaration

The authors of this article have equally contributed to this article and they have no conflict of interest to declare
nor have they received any funding from any company. Giresun University Social Sciences, Science and Engineering
Research Ethics Committee with its decision dated 03 February 2021 and numbered 07/03 ethically approved the

research.

REFERENCES

Black, R., & Crabtree, A (2007). Setting the context: quality in ecotourism. R., Black, & A. Crabtree (Eds.), In:
Quality assurance and certification in ecotourism. pp. (1-16). CABI Publishing.

Blamey, R. (2001). Principles of Ecotourism, D. Weaver, (Ed), In: The Encyclopedia of Ecotourism, CABI
Publishing.

Caligkan, A. (2020). Hatay in ekoturizm potansiyeli ve yerel halkin ekoturizme bakis a¢ist (Yiksek Lisans Tezi).

Necmettin Erbakan Universitesi, Sosyal Bilimler Enstitiisii, Konya.

Cavus, A., & Zere, S. (2021). Local people's perception of ecotourism: the case of Giresun province. International

Journal of Geography and Geography Education, 43, 173-192.

Cevirgen, A. (2003). Sirdiiriilebilir turizm kapsaminda ekoturizm ve Edremit yoresi icin bir model énerisi (Doktora

Tezi). Dokuz Eyliil Universitesi, Sosyal Bilimler Enstitiisii, [zmir.
Demir, C., & Cevirgen, A. (2006). Ekoturizm yonetimi. Ankara: Nobel Yayin Dagitim.

Ding, A., & Karakdk, H. (2021). Tiirkiye’de ekoturizm alaninda yapilan lisansiistii tezlerin incelenmesi (2000-2020).
Journal of Humanities and Tourism Research, 11(1), 241-255.

Dodds, R. (2008) “Quality Assurance and Certification in Ecotourism”. Annals of Tourism Research. (35)3, pp.838-
840.

Goodwin, H. (1996). In Pursuit of Ecotourism. Biodiversity and Conservation, (5)3, pp. 271-291.
Kahraman, N., & Tiirkay, O. (2014). Turizm ve Cevre. Ankara: Detay Yaymcilik.

Kavak, M. (2005). Edremit kérfezi kuzey kiyilarinda yerel halkin ekoturizme yénelik biling algisi ve (Yiiksek Lisans

Tezi). Canakkale Onsekiz Mart Universitesi, Egitim Bilimleri Enstitiisii, Canakkale.

2382



Kartal, G. & Pasli, M.M. JOTAGS, 2021, 9(4)

Kaya, F., & Yildinim, G. (2020). Ekoturizm potansiyeli agisindan Dogu Karadeniz Bdlgesi’nin degerlendirilmesi.
Tourism and Recreation. 2(1), 125-133.

Kement, U. (2019). Ekoturizm faaliyetlerine katilan bireylerin deger inang norm teorisi kapsaminda ¢evre dostu

davraniglarinin agiklanmasi. Elektronik Sosyal Bilimler Dergisi. (18)72, 2182-2195.

Kizilirmak, 1., Kaya, F., Yildiz, S., & Kurtulay, Z. (2017). Yerel paydaslarm ekoturizme ydnelik yaklagimlari:

Erzincan destinasyonu drnegi. Erzincan Universitesi Sosyal Bilimler Enstitiisii Dergisi. Ozel Say1 IV. 189-202.

Krejcie, R.V.,, & Morgan, D.W. (1970). Determining sample size for research activities. Educational and
Psychological Measurement. 30, pp. 607-610.

Nayir, O. (2009). Isparta yéresi korunan dogal alanlarinda ekoturizm talep ve egilimlerinin belirlenmesi (Doktora

Tezi). Siileyman Demirel Universitesi, Fen Bilimleri Enstitiisii, Isparta.

Oztiirk, Y., & Yazicioglu, 1. (2002). Gelismekte olan iilkeler icin alternatif turizm faaliyetleri iizerine teorik bir
calisma. Ticaret ve Turizm Egitim Fakiiltesi Dergisi. 2(10), 183-195.

Tas, S., & Karaman, S. (2015). Ekoturizm kapsaminda trabzon ilinin degerlendirilmesine yonelik (Yerli Ziyaretgiler
Uzerine) bir arastirma. Dogu Karadeniz Bélgesi Siirdiiriilebilir Turizm Kongresi. 746-760.

TIES (2019). “Our Mission”, https://ecotourism.org/our-mission/ 17.11.2019

Trabzon Tabiat Turizmi Master Plam 2016-2019 (2010). Almndigi uzanti:
http://trabzon.ormansu.gov.tr/Trabzon/Files/masterplan.pdf. Date of access: 06.04.2020.

TUIK (2020). Yillara Gore Il Niifuslari. Alindigi uzanti: http://www.tuik.gov.tr/UstMenu.do?metod=temelist Date of
access: 7.04.2020.

Turpcu, E., & Celikkanat Pasli, N. (2019). Ekoturizmin etkileri ve destinasyon aidiyeti arasindaki iligkinin analizi:

Giresun ili 6rnegi. Journal of Recreation and Tourism Research. 6(4), 412-424.

TURSAB (2020). Turistik Tesis ve Isletmeler, Alindig1 uzantt: https://www.tursab.org.tr/istatistikler/turistik-tesis-
isletmeler. Date of access: 07.04.2020.

Unlii, H., & Erbas, A. (2021). Trabzon’da otel yoneticilerinin eko turizm hakkindaki goriisleri. 4HB VU Turizm
Fakiiltesi Dergisi, 24 (1), 142-160.

Wearing, S. (2001). Exploring Socio-Cultural Impacts on Local Communities, D. Weaver (Ed), The Encyclopedia of
Ecotourism, CABI Publishing,

Yiksel, A., & Yiiksel, F. (2004). Turizmde bilimsel arastirma yontemleri. Ankara: Turhan Kitabevi.

Zaman, M., Sahin, 1.F., & Birinci, S. (2011). Cal magaras1 (Diizkdy-Trabzon) ve ekoturizm potansiyeli agisindan
onemi. Dogu Cografya Dergisi. 16(26). 1-23.

2383



Journal of Tourism and Gastronomy Studies, 2021, 9 (4), 2384-2397

JOURNAL OF TOURISM AND GASTRONOMY STUDIES

ISSN: 2147 - 8775

Journal homepage: www.jotags.org

Causes of Household Food Waste and Motivations to Reduce Food Waste: Sample

of Mersin Province

* Neslihan SIMSEK *

, Kurban UNLUONEN °

*Mersin University, Faculty of Tourism, Department of Gastronomy and Culinary Arts, Mersin/Turkey
® Ankara Hac1 Bayram Veli University, Faculty of Tourism, Department of Tourism Management, Ankara/Turkey

Article History

Received: 16.10.2021
Accepted: 06.12.2021

Keywords

Types of household food
waste

Causes of household food
waste

Food waste prevention

Motivations to reduce food
waste

Sustainability

Article Type

Research Article

* Corresponding Author

Abstract

Food sustainability and food security are critical issues that need to be addressed for the
continuation of life. It is necessary to focus on food waste to ensure food sustainability and food
security, which means access to food. This study, which aims to reveal causes of food waste and
motivations to reduce food waste, is performed between September 30, 2019 and September 30
2020 with 50 housewives who live in Mersin, Turkey, selected through purposive sampling and
snowball sampling methods. The data collected through a semi structured interview form were
assessed through descriptive analysis. It finds out that (1) bread, (2) pasta and rice, along with (3)
greens, are the most wasted foods. The causes of food waste are reported as (1) children and
grandchildren in the household, (2) cooking more than required, (3) deterioration of the sensory
properties of food. The motivations of the participants in this study to reduce food waste include
(1) budget, (2) religion (sin) and (3) human responsibility. This study also emphasizes the
importance of having about food waste and recycling, information about edible parts of food,
access to food, mechanisms of social control, being a good role model for children in food waste.
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INTRODUCTION

The concepts of food waste, food loss and food wastage are defined in different ways. Food waste refers to a
decrease in food quality and quantity due to the decisions and actions taken by retailers, food service providers and
consumers (Food and Agriculture Organization of the United Nations, n.d., pp. 8-9). Food loss is edible parts of
plants and animals produced and harvested for human consumption but not consumed by people. Food loss is the
unintended result of agricultural processes or technical limitations in storage (Lipinski, Hanson Lomax, Kitinoja,
Waite & Searchinger 2013, p.1). Food wastage refers to any food lost by wear or waste. Thus, the term “wastage”

includes both food loss and food waste (FAO, 2013).

It is known that 1.4 billion hectares of land, approximately 30% of the world’s agricultural area, is used to produce
food not consumed (FAO, 2013, p. 6). Based on the 2020 data, the average annual amount of food waste per
household in Turkey appears to be 93 kilograms. The total annual amount of food waste in Turkey is 7.762.575 kg
(UNEP Food Waste Index Report 2021, p. 65).

Food waste has many adverse economic and environmental impacts. It reduces the income of farmers and
increases the costs of consumers, leading to a series of wasted investments. From an environmental point of view, it
causes energy loss and greenhouse gases as well as inefficient use of water and land resources (Lipinski, Hanson,

Lomax, Kitinoja & Searchinger, 2013, p. 1).

Wastewater generated during the storage of food waste may contaminate water resources and soil. Further, the
resulting methane gas causes air pollution (Cirisoglu, 2019, p. 14). It is clear from the numerical data on the amount
of waste that food waste has reached a level that threatens environmental sustainability and the lives of future
generations (UNEP Food Waste Index Report 2021, p. 65). These being, the rapid consumption of natural resources
and the resulting food waste highlight the importance of the issue.

As stated in the paragraph above, food loss, food wastage and food waste have different meanings. However, the
concept of wastage covers both of them. From the Turkish literature and international literature, it appears that there
are more studies on household food waste than on household food wastage. Also, focus of their content has been on

“household food waste” based on the definitions proposed by FAO on the concepts of waste and wastage.

This study, which probes into the causes of household food waste as well as motivations to reduce it, aims to
examine the food wasted the most, the causes of household food waste and motivations to reduce food waste. To that
end, this study seeks to present some suggestions to reduce food waste based on the findings obtained on household
food waste. Later in this study, an interview form has been designed benefiting from the studies by Djekic,
Miloradovic and Tomasevic (2019) and Graham-Rowe, Jessop and Sparks (2014). As the results of this study differ
from the results of existing studies in the literature, this study will hopefully provide important insights for the

literature.
Literature Review

The literature was reviewed using the key words “household food waste and household food waste/household
food wastage” to focus on the subject. A review on the literature was performed with these key words on Google

Scholar between 01.04.2019 - 03.09.2021 to reveal the relevant studies performed between 2018 and 2021.
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There are a number of indicators of household food waste. One of them is socio-demographic factors. Studies
have proven that variables such as the age of individuals, household size, number of children, if any, and income
level affect household food waste (Szab6-Bodi, Kasza, & Szakos, 2018; Ramukhwatho, duPlessis & Oelofse, 2018;
Grainger, Aramyan, Piras, Quested, Righi, Setti, Vittuari & Stewart, 2018; Fami, Aramyan, Sijtsema & Alambaigi,
2019; Giordano, Alboni & Falasconi, 2019; Chalak, Abiad, Diab & Nasreddine, 2019; Ilakovac, Voca, Pezo &
Cerjak, 2020; Demir, 2020). An indicator of household food waste is consumer behaviours in the period between
purchasing and consumption. As a result of the research that excessive cooking, buying in excess, being tempted to
buy discounted products, poorly planned food shopping and poor storage conditions respectively (Ramukhwatho,
duPlessis, and Oelofse, 2018; Bravi, Francioni, Murmura and Savelli, 2020; Jribi, Ismail, Doggui and Debbabi, 2020;
Demir, 2020; Daysal and Demirbag, 2020; Ahmad, Mansor, Yaacob, Kamaruddin and Ali, 2021; van der Werf
Seabrook and Gilliland, 2021), picky eating (Grainger et al. 2018; Ahmad et al. 2021), owning a house, spending too
much money on food (Chalak, Abiad, Diab and Nasreddine, 2019), food expiration, poor taste and smell, food
spoilage, overstayed food, not eating leftovers, poor appearance, not liking the food or ingredients, failure in meal
planning or purchasing, large portions, poor cooking skills, purchasing large packages to save money and confusing
labeling (Giordano, Alboni and Falasconi, 2019; Undevli, Kadam, Bekdik, Yilmaz and Cobanoglu, 2019; Huho,
Kosonei and Musyimi, 2020; Demir, 2020), availability of perceived time to cook (Ahmad et al. 2021), perceived
busyness (Attig, Chau, Bashir, Habib, Azam and Wong, 2021b) increase household food waste. Besides, it was
proven that possessing the right information on food waste and applying this information decrease in food waste
(Fami et al., 2019; Wharton, Vizcaino, Berardy & Opejin, 2021). Another indicator of household food waste is the
sensory properties of food. Research has shown that poor sensory properties may cause food to be discarded (Fanelli,
2019; Djekic, Miloradovic & Tomasevic, 2019; Berjan et al., 2019; Hazuchova, Tuzova, Mackova & Stavkova, 2019;
Preka et al., 2020; Moreno, Tran & Potts, 2020).

There are also various motivations to reduce household food waste. In this regard, Pellegrini, Sillani, Gregori and
Spada (2019) claimed that individuals are motivated to reduce household food waste due to “their awareness on food
prices, concerns over the environment and time management.” Ahmad et al. (2021) claimed that the motivations for
reducing food waste are feelings of guilt and financial concerns after food waste. Cammarelle, Viscecchia and Bimbo
(2021) examined the intentions of individuals living in Italy to purchase active and smart packaging in order to reduce
domestic food waste in the context of Planned Behavior Theory. As a result of the research, it was concluded that the
participants purchased smart packaging to reduce household food waste, attitudes, perceived behavioral control,
economic-social-environmental awareness and shopping routines were important factors in reducing food waste. Van
der Werf Seabrook and Gilliland (2021), in their study in Canada, found that the motivation sources for reducing
food waste are reducing the amount of money spent, reducing the impact on the environment and reducing hunger,
respectively. Attiq, Habib, Kaur, Hasni and Dhir (2021a) found that individuals' expected feelings of guilt, awareness
of the consequences of food waste, and knowledge of the environment increase their intention to reduce food waste,
utilize leftovers on the plate, and recycle food waste. They found that awareness of being a community increases the

intention to reduce food waste and to evaluate food waste.

It is notable that household food waste differs depending on factors such as socio-demographic variables and
materials used in cooking. Research show that among the food that tends to be over-purchased and discarded, there

are vegetables, fruit, dairy products, ready to eat food, and meat, respectively in South Africa (Cronje, van der Merwe,
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and Miiller, 2018), cereals and bakery products in Montenegro (Berjan et al., 2019), bread, pasta, fresh fruit,
vegetables, milk, yogurt, eggs, meat, desserts and biscuits and seafood in Italy (Fanelli, 2019), bread and bakery
products, convenience foods, fresh vegetables, fresh fruits, dairy products, processed vegetables, beverages, solid
fats and oils, meat/fish, desserts and processed fruits in Serbia (Elawad, Agied, Althani and Abusin, 2018), homemade
and ready to eat meals, bakery products, fresh vegetables, dairy products, fresh fruits, soft drinks/tea-coffee, canned
foods and pickles, flours, raw meat, sauces, marmalade-jams, snacks, pastry products (yeast, muesli, eggs, baking
powder), frozen meat and vegetables, fats and spices in Hungary (Kasza, Dorkd, Kunszab6 and Szakos, 2020), bread
and bakery products, meat and fish products, dairy products, fruits and vegetables and dry foods in Canada (Van der
Werf, Seabrook and Gilliland, 2020), fruits, vegetables, bread and buns, potatoes, meat, milk and dairy products,
pasta and rice, fish, ready meals, cakes and biscuits and prepared products based on fruits and vegetables in Croatia
(Ilakovac, Voca, Pezo and Cerjak, 2020), bread and bakery products, cereals, vegetables, milk and dairy products,
tea and coffee, fruits, meat and meat products and seafood in Kenya (Huho, Kosonei and Musyumi, 2020), bread and
bakery products, vegetables, fruits, dairy products and cereals in Tunusia (Jribi, Ismail, Doggui and Debbabi, 2020),
grains, breads, fruits and vegetables, dairy products in Turkey (Demir, 2020), breads, fruits and vegetables and cereals

in Turkey (Aydin and Celik, 2020), dairy products, fruits and cereals in Aydin-Turkey (Undevli et al. 2019),
Materials and Methods

This study, which aims to identify the causes of household food waste and the motivations to reduce it, was
performed in Mersin, Turkey. It was conducted with housewives as they are the ones actively involved in cooking at
home. Participants were selected through purposive sampling and snowball sampling methods. During the data
collection, the responses of the interviewees were recorded, upon their permission, via a Sony branded

ICDPX470.CE7 model voice recorder. Interviews took place about 5 to 10 minutes and face to face.

The data were collected using a semi structured interview form with open-ended and closed-ended questions. The
participants were asked questions about food waste as well as some demographic questions. The interview form was
designed based on the studies by Djekic, Miloradovic and Tomasevic (2019) as well as Graham-Rowe, Jessop and
Sparks (2014). The interview form included both demographic questions (name-surname, age, marital status, income,
education, number of people living in the house and the number of children) and questions about food waste (the
most wasted foods, causes of food waste and the reasons for avoiding food waste). The questions in the interview
form designed based on the literature were tested for further clarification. To that end, pre-tests were performed on
September 6, 2019. Following these tests, the interview form was finalized. 51 participants were interviewed between

September 30, 2019 and September 30, 2020; and, a total of 50 interview forms were identified valid.

The data collected through a semi structured interview form were assessed through descriptive analysis. The data
analyzed through descriptive analysis may be presented using research questions or pre-identified themes, or using
questions or dimensions in the interview and observation processes. In descriptive analyses, direct quotations may
be included to reflect the opinions of the participants or observed individuals in a striking way. The purpose is to
present the findings to readers in an organized and interpreted way. To achieve this, the data are first described
systematically and clearly; then these descriptions are explained and interpreted to examine cause-effect relationships

and to make some deductions (Yildinm & Simsek, 2013, p. 256).
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Result and Discussion

The table on the demographic characteristics of the participants shows that the majority of the participants are
primary school graduates (30%), or high school (26%) graduates or undergraduate (24%) degree holders. Based on
the data on household size of the participants and their children, 72% of them have 2 to 4 people in their households
whilst 70% of them have children. This implies that nuclear family type is prevalent among the participants. Also,
the household income of the majority of the participants (26%) is between 3001-5000 Turkish liras whilst 24% has

an income equal to the minimum wage and below. It is notable that most of them (90%) are married.

Table 1. Demographic characteristics of the participants

Educational level n % Age n %
- 1 2 27-41 24 48
Primary school 15 30 42-56 15 30
High school 13 26 57-75 11 22
Associate degree 4 8 Household income n %
Undergraduate 12 24 2826 T and below 12 24
Graduate 5 10 2827-3000 7 14
Household size n % 3001-5000 13 26
1 2 4 5001-7000 6 12

2-4 36 72 7001-1000 7 14

5 and more 12 24 1001 and more 5 10
Children n Civil status n %
No 15 30 Married 45 90

Yes 35 70 Single 5 10

As seen in the table, the most wasted food is bread (20.0%). The reasons stated by the participants for the waste
of bread are as the following: favouring freshly-baked bread on daily basis, consuming meals that does not need
bread accompaniment, purchasing excess quantity of bread and the easy-perishable nature of bread. Rice and pasta
(13.8%) is the second most wasted food category. “Lack of a meal that goes with rice from the day before, stale rice,
lack of appetite towards bulgur pilaf” are considered as the causes of throwing rice and pasta away. The greens
category is the third most wasted and not consumed food category (13.8%). The participants reported that they throw
greens away as “they quickly spoil; as they are sold in bunch it is not possible to use the whole bunch; they are
forgotten in the refrigerator; they end up being leftovers after the dinner and they are not consumed later because of
the deterioration in sensory properties after they are brought to the table.” For the causes of throwing stews away
(13.8%), the participants expressed that “too much food is cooked; food goes bad; food is forgotten in the refrigerator;
stews with yoghurt or garlic are not consumed for a second time; and they do not know how to use the leftover stews.”
It is also remarkable that some participants reported that vegetable stews look unattractive to eat when heated. The
statements on leftovers (12.3%) mostly focus on serving too much food as well as shared dishes not consumed. On
fruits (10.8%) and vegetables (7.7%), the participants expressed that they are rotted quickly, are over-purchased and
frozen in the refrigerator. Also, on milk (7.7%), the participants reported that milk spoils quickly and is thrown away

because they do not know how to use up leftover milk.
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Table 2. Categorization of food waste

Category n** % Descriptions

Bread 13 20.0 We usually throw bread away. Other than that, there is not any other food
that we throw away. *(P.11).

Rice and pasta 9 13.8 Bulgur pilaf, pasta, stews, etc. I cannot find the fine line as I have a crowded
family (P. 14) ...

Greens 9 13.8 In my household, we do not throw too much food. It is very rare; what we

throw away is usually greens. When I forget about it or did not use it (P.5)

Stews 9 13.8 Leftover stews. We do not eat stews from the day before much and thus we
discard them (P.35) ...

Leftovers 8 12.3 ...Well,  am trying to keep them, but this does not work. If I find somewhere
to keep them, it works. Leftovers left in small plates, for example. (P.4)

Fruits 7 10.8 The fruits rot quickly (P.43).

()]

7.7 Dairy products and bread, yoghurt, cheese and milk. Because they spoil
quickly, when I don't consume them, they spoil (P.32)...

Vegetables 5 7.7 We chop tomatoes, cucumbers for the breakfast in the morning, and only 3

or 5 slices are consumed... I throw them away (P.22)...

Dairy products

*The abbreviation “P.” refers to participant.
** Analysis was made based on more than one answers of the participants.

The most wasted household food reported by the participants is bread, rice and pasta as well as greens. The study
by Ilakovac, Voca, Pezo and Cerjak (2020) indicates that food waste includes fruit - vegetables, eggshell, tea leaves,
coffee powder, bread and buns, potatoes, meat, dairy products, pasta and rice, fish, ready meals, cakes and biscuits
and fruit and vegetable products. When compared, the wasted food reported by Ilakovac, Voca, Pezo and Cerjak
(2020) is varied. The reason is perhaps that the number of individuals in the sample is higher and that information on
food waste is noted by the participants. This study, with a sample of Mersin, concludes that only edible parts of food
are considered as waste by consumer. This may be caused by the lack of knowledge of the participants about food
waste and recycling. The findings of Elewad et al. (2018), Berjan et al. (2019), Fanelli (2019) and Kasza et al. (2020)
show that one of the most striking foods not consumed and wasted is seafood. Although Mersin has a long coast to
the Mediterranean, seafood is not consumed much due to the fact that the majority of the local people are Yorouks
(Kirmizi, 2016, p.127) and migrated especially from the Southeastern Anatolia; therefore, seafood is not wasted as it
is not consumed. Besides, it is remarkable that meat is not wasted, which may imply that when the cost of a product

increases, people pay more attention not to waste it (Huho et al, 2020).

The results of the study are similar to other studies conducted in Turkey (Undevli et al., 2019, Demir, 2020; Aydin
and Celik, 2020) in terms of the types of food thrown away. However, greens stand out as wasted foods in this study.
The reason for this situation can be explained by the fact that the habit of consuming greens besides meals is higher
in Mersin than in other provinces. In addition, it is thought that the summer season in which the research was

conducted may affect the result in this respect.

Table 3 shows that food waste is primarily caused by the factor of children and grandchildren (21.9%) as they are
picky or leave the meal unfinished. The second cause of food waste is cooking more than required (19.2%). The
participants said that they cook more than required because they consider the possibility that guests might come over
to their place, do it by force of habit as they used to have a crowded family, and as they cook food when they are
hungry. Sensory properties (15.1%), which are critical in the consumption of food, are the third factor considered as
the cause of food waste. The participants stated that food is not consumed when it gets stale and that products

purchased from supermarkets spoil too quickly.
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On over-purchasing of food (12.3%), the participants expressed that they over-purchase as “family members go
shopping unaware of each other, buy more products than needed, buy more as they like the sensory properties of
fresh fruits and vegetables in the market, and products in the night market are sold at half price.” The statements of
the participants on the causes of stew-waste (13.8%) imply that people desire to consume cooked food on daily basis
and prefer to throw away the left-overs for vegetable stews in particular. The causes of leftovers (12.23%) are too
much food served and shared dishes not consumed. Moreover, as for fruits (10.8%) and vegetables (7.7%), the
participants expressed that they are rotted quickly, are over-purchased and are not consumed as they are frozen in the

refrigerator.

Table 3. Causes of food waste

Category n* % Descriptions

Children and grandchildren 16 21.9  Children are picky eaters. When they do not want to eat something,
I make something else and throw away the other (P. 26) .

Cooking more than required 14 19.2 ...cooking too much (P. 15) ...

Deterioration of the sensory 11 15.1 Usually I do not throw meals away, but I discard food for

properties of food breakfast, tomatoes, etc. as they become soft. But not too often as
I live alone (P. 49).

Over-purchasing 9 12.3 Sometimes we purchase too many vegetables. When I go to the

market, I buy a lot. I want everyone to come, eat and drink. When
I'see a lot in the fridge, I feel full. If there is nothing in that fridge,
even when I am full, I worry about that (P. 12)...

Not eating regularly at home 8 11.0 I do not like to eat; I live alone. Products I purchase from the
supermarket deteriorate very quickly. (P.32).

Problems related to cooling 5 6.8 ...I'have to put all the food I purchase in the fridge. Since there is

equipment no space in the fridge, I have to put some food outside. I waste
food due to lack of technical equipment (P.18).

Forgetting food in  the 4 5.5 Absent-mindedness. That is all. So, for example, we bought a

refrigerator product, for example, an eggplant. We cook eggplant for a long
time, and then we forget about it (P.1)...

Failing to find a way to use up 4 5.5 As they are not consumed, and we do not know how to use

leftovers leftovers (P.47).

Serving too much food 2 2.7 We have got a lot on our plates. We refrain from asking for more.

Whether it is a child or an adult, s/he always has got a lot on his/her
plate. This of course leads to waste (P.29).
* Analysis was made based on more than one answers of the participants.

Szabo-Bodi, Kasza and Szakos (2018)’s research is similar with regards to have children increase household food
waste. Some participants expressed that eating out increases in household size food waste. This finding is congruent
with the findings of Ilakovac et al. (2020) in this regard. Among the causes of household food waste, there are two
causes worth further consideration: over-purchasing and cooking more than required. It is notable that the participants
stated that they over-purchase and cook more than required because they consider the possibility that guests might
come over to their place. The conception that hospitality brings great abundance in Anatolia, the characterization of
the host with the dinner prepared by himself/herself as well as the preparations of the host before guests arrive,
(Gokeen and Ulutag, 2018, p. 125) underline the importance given to guests. This study with a sample of the
participants who live in Mersin reveals that the participants cook more than required, that other people in the house
do not want to eat stews or breads when they get stale, resulting in food waste. Davenport, Qi and Roe (2019) report
that odor, appearance (whether it looks safe to eat), passed date on package, trust store food quality, date label phrase,
plan to use soon, expense and compostability are respectively considered important in deciding whether to keep or

discard an item.
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This present study concludes that focus has been on factors such as stagnation and deterioration of sensory
properties of food, and that few participants mentioned label reading and compostability. Further, it can be argued
that the cost of a food is considered as a driving factor in the decision about discarding it or creating food waste. This
study remarkably reveals that the participants did not mention any waste related to expensive foods such as meat;
however, they reported that vegetable stews were consumed once and sometimes not consumed at all. Moreover, it
seems that the prevalence of meat in the cuisine culture of the region (Kirmizi, 2016, p.127) and the “delicious taste

of meat” may be influential in this.

The factors such as “forgetting food in the refrigerator, failing to find a way to use up leftovers, and serving too
much food” are among the causes of food waste. This is supported by the findings of Hazuchova et al. (2019), Berjan
et al. (2019), Huho et al. (2020), Preka et al. (2020) and Moreno et al. (2020); yet, these studies further mentioned
factors such as “dislike, package-related problems, labeling information, poor cooking, destroying food while storing
or before bringing it home, having too little to save, leaving it in the refrigerator for too long.” Such difference in the

findings may be caused by different data collection methods and sampling size.

As for the causes of food waste, Barone, Grappi and Romani (2019) believe that the pursuit of quality and comfort
the participants in their study while purchasing food will not affect their spending intentions. Based on the findings
of this study with a sample of Mersin, it seems that budget is the main motivation of the participants to reduce food

waste and thus income level or spending intentions are the two factors that differ these studies from each other.

This study also explores the motivations to reduce food waste. As the findings demonstrate, the reasons vary from
budget-plan to religious beliefs or personal choices. Under the category of budget (32.5%), the participants stated
that food waste is damaging the budget of both the state and their own homes; that they should be spending carefully
because their income is low, and that they have difficulty in making a living. Under the category of religion (sin)
(21.3%), the participants highlighted the concepts such as “Fear of God, fear of sin, something that God does not like
and sin.” Also, under the category of human responsibility (16.3%), the participants mentioned that there are hungry
people outside; that people cannot afford and buy what they have, and people in Africa cannot meet their basic needs.
Under the category of environmental sustainability (7.5%), the participants further stated that it is damaging to nature
and the environment and that natural resources are used and contaminated from the field to the table. It was also
reported under the category of considering the labor-effort spent (3.8%) that production is carried out under difficult
conditions and labor is spent. Lastly, under the category of being a role model for children (2.5%), the participants
expressed that they were careful about this so that their children look up to them and that other family members cared

about food waste as well.

2391



Simsek, N. & Unliionen, K. JOTAGS, 2021, 9(4)

Table 4. Motivations to reduce food waste

Category n* % Description

Budget 26 325 Throwing food away is both financially and environmentally damaging
(P.19).

Religion (sin) 17 21.3 I purchase as much as I can eat. Living conditions... It is a sin; consider
those who cannot afford to find something to eat (P.41)...

Human responsibility 13 16.3 It is a sin; people are starving to death in Africa. They are hungry, weak;
I'm recklessly wasting food here. First of all, it is a sin (P.21).

Not wanting to throw it 8 10.0 I want to use as much as I need. I do not want to throw it away. After all,

away I do not want to throw something that I can use again away (P.18)...

Environmental 6 7.5 Because it will damage the environment... (P.27)....

Sustainability

Food sustainability 5 6.3 ... This seems like a huge pertness to me: unconsciously using food,
water, or the environment. (P.4).

Considering the labor- 3 3.8 ... We are also involved in production in Maras. I know that it is

effort spent challenging to produce something (P.40).

Being a role model for 2 2.5 So that my children can look up to (P.33)...

children

* Analysis was made based on more than one answers of the participants.

Pellegrini, Sillani, Gregori and Spada (2019) report that motivations of individuals to reduce household food waste
are “their awareness on food prices, environmental concern and time management.” Although the data of the study
by Pellegrini et al. were collected using questionnaire, the findings are similar. This study with a sample of Mersin
determines that “religion-sin and human responsibility” are the main motivations of the participants to reduce
household food waste. In this regard, it seems that food waste and the concept of wastage are associated with religion,
thus being considered as a motivating force by the participants. Unwillingness to throw food away and considering
the labor-effort spent are also among the factors that motivated the participants to reduce food waste. In this sense,
this result is congruent with the findings of Graham-Rowe, Jessop and Sparks (2014), who reveal that “worrying
about wasting and doing the right thing” are motivational resources to reduce food waste. Fami et al. (2019) find out
that having correct information about food waste and applying it in one’s life positively affect the motivation to
reduce food waste. This study with a sample of Mersin reveals that although having correct information about food
waste is not reported as a motivation to reduce food waste, some participants mentioned compostability and stated

that they sometimes store small leftovers in the freezer.
Conclusion and Future Direction

This study, which seeks to identify the causes of household food waste and motivations to reduce food waste,

presents its findings obtained through interviews with housewives who live in Mersin, Turkey.

The most wasted household food reported by the participants is bread, rice and pasta as well as greens. The causes
of household food waste include children and grandchildren, cooking more than required, deterioration of the sensory
properties of food. Budget, religion (sin), human responsibility are among the motivations of the participants in this

study to reduce food waste.

In the light of the findings obtained from the research, it can be said that the cost of a food, society’s foodway,
the availability of food in terms of climate change food waste from society to society. However, the causes of food
waste can be classified as socio-demographic factors, deterioration in the sensory properties of food that occurs over
time, the attitudes of the individual who cooks at home about shopping and cooking, the attitudes of family members

and problems with the cooling equipment. Based on the findings obtained from the sources of motivation for reducing
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food waste, it has been seen that the idea of protecting materiality and spirituality, ensuring sustainability and being

a role model for children is important.
Suggestions for future academic research

This study has some limitations as in many other studies. Firstly, the findings are limited to the answers of the
housewives in Mersin who voluntarily participated in the interviews. Secondly, the interviews were performed face
to face. It appears that social desirability response bias might have occurred while the participants responded to the
questions posed. Another limitation of the study is that it is possible that the participants may not remember household
food waste and the practices aimed at reducing it during the interviews. For that reason, this study suggests that
further research may be conducted with different samples and data collection tools. Also, it is necessary to perform
more studies to fully explore motivations to reduce food waste. Understanding of the most wasted food in a region
and practices related to the “product development” of the identified food can enhance the economy of the region. As
for the causes of food waste, scholars may investigate the factors of food waste for children, who are the youngest

members of a family, through various data collection methods and propose ways to prevent it.
Suggestions for practitioners

The kitchen diary is a data collection method used in research to measure waste food formation. Based on the
personal statement of the household, the type, amount and reason of food waste are determined. Collecting data using
a kitchen diary in research is a time-consuming and expensive method (Coskun, 2019, p. 40). Although it takes time,
it is thought that it can be used to provide food waste management in kitchens as well as being a data collection
method. A kitchen diary for this purpose should provide with which foods are stored in the refrigerator, where, which
packages are opened and when. This gives individuals effective kitchen management skills. Moreover, noting how
much of which food is thrown away would enable individuals to raise awareness and insight of the food and the
amount wasted. For this reason it is recommended that individuals keep a kitchen diary at home. Based on the findings
on the motivations to reduce food waste, local governments are recommended to enforce various incentives in order
to raise public awareness and reduce food waste so that food waste can be recycled and food sustainability can be
ensured. An example of such incentives is providing freshly-baked breads for free of charge or granting one free
travel on transport when individuals bring stale breads. Also, trainings on how to use up leftovers, the food waste
generated during the chopping and peeling of fruits and vegetables will be effective in reducing food waste. Based
on the statements of the participants, this study suggests that local governments establish centers for the collection
of wasted oils. It is essential for the sustainability of food and beverage and thus the sustainability of life to apply
measures taken to control the amount of food waste and to ensure food safety, first among families, which are the

smallest building blocks of the society, and then among food and beverage enterprises.
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INTRODUCTION

Having emerged at the end of 2019, COVID-19 pandemic has adversely affected employment in service sectors.
For example, hotels laid off their employees because of lower demand in tourism (Gd&ssling et al., 2020). In some
countries, governments have announced financial supports for employees to overcome pandemic crisis (Nicola et al.,
2020; Huang et al., 2020). In Turkey, some of the private sector employees have benefited from the Short-Time
Working Payment (STWP) granted by the state while some employees such as seasonal and retired workers could
not receive any financial support. Some employees’ labor contracts were terminated or they were forced to take
unpaid leave (Demir et al., 2020). Although the hospitality sector resumed it’s activities with the arrival of summer
season, fewer people were employed due to lower demand, international bans on travelling, and the increasing fixed
costs (Ekren et al., 2020). Given these circumstances, some employees that used to work in hotels became
unemployed as a result of COVID-19 and some of the employees returned back to their jobs for the new season.
Considering that hospitality sector is highly susceptible to the adverse effects of economic, political, and
environmental crises, it was the employees who had to suffer the consequences of the COVID-19 pandemic in these

regards (Hall, 2010; Inkson & Minnaert, 2018; Altinay & Arici, 2021).

Aside from the layoffs and state support, the employees working in the hotels had to comply with the newly
introduced hygienic standards and, to rapidly adapt to the measures that were announced by the state while also,
making efforts to protect their own health (KTB, 2020), which in turn increased the tourism establishments’
responsibility toward both their guests and employees during COVID-19 pandemic. This also brings along the
question pertaining to the quality and diversity of the opportunities that organizations can offer to their employees
and to what extent they can protect their employees in adverse circumstances. For instance, a recent research
(Hamouche, 2020) reveals that organizational factors affect the mental health of employees working in different
industries and sectors during the pandemic. In a similar vein, periods of crises might adversely affect the employees’

level of stress, job satisfaction, and motivation (Ankudinov et al., 2015; Kapar, 2012; Chraif & Anitei, 2010).

By focusing on senior managers working in hotels, this study examines the notion of ‘organizational commitment’
(OC), which plays a significant role in employees’ work lives. It thereby aims to investigate whether the managers’
commitment to their organizations has undergone any change during the COVID-19 pandemic and to elaborate on

the possible reasons for any change that is observed.

Impacts of COVID-19 on job and organizational behavior sub-themes such as turnover intention, work attitudes
in hospitality and tourism sector have been researched since the beginning of the pandemic (Bajrami et al., 2020;
Bucak & Yigit, 2021; Jung et al., 2021; Vo-Thanh et al., 2020). However, how the COVID-19 pandemic affected
organizational commitment in hospitality sector has not drawn adequate attention in the recent studies. In view of
this scarcity, this study aims to contribute to the OC literature by conducting a qualitative study on senior managers’

level of organizational commitment.
Literature
Conceptual Framework

In the early scientific works carried out on this issue, Becker (1960, p. 33-37) described commitment as

“consistent lines of activity” by the employees. What determines these consistent lines of activities are actually
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bureaucratic arrangements such as seniority rights, and side bets such as social relations and cultural expectations.
Becker thus explained OC as employees’ commitment to the organization in line with their own priorities (side bets).
According to Kanter (1968), OC is the process of reconciling or merging employees’ own interests with the
implementation of socially arranged behaviors so that they could meet their needs and maintain their interests. For
the continuance of the individual’s commitment to the organization, s/he should have benefits there so as to stay and
there should be a price when s/he leaves the organization (Kanter, 1968). Porter et al. (1974) defined OC as

individual’s integration with the organization and his/her force to maintain organizational membership.

Meyer and Allen (1991) explained OC by referring to different components. In their study in which they tested
Becker’s side bet theory (Meyer & Allen, 1984), they explained OC by using the concepts of “continuance
commitment” (CC) and “affective commitment” (AC) (1984, p. 373-375). In their opinion, CC referred to the fact
that employees were committed to their organization due to the high costs of leaving it. These costs such as seniority,
individual’s organizational skills and status, and the advantages provided by the organization, were based on Becker’s
side-bet theory (Meyer & Allen, 1984). It can be thereby stated that the employees’ obligation to work in an
organization plays a role in their CC (Allen & Meyer, 1990). AC refers to an individual’s emotional intimacy and
identification with and his/her participation in the organization. In this component of commitment, the individual is

willing to work in the organization (Allen & Meyer, 1990). More descriptions of OC can be found in the literature.

Lastly, Meyer and Allen used the concept of ‘normative commitment’ (NC), in addition to CC and AC, to
explicate OC. They explain NC as the individual’s “sense of obligation” to stay in the organization. A high level of
NC in an individual actually stems from his/her feeling of being compelled to do so (Allen & Meyer, 1990).
Considering these three components of commitment, OC is a psychological state that determines employees’
relationships with their organizations and affects their decision to stay in or leave their organization (Meyer & Allen,

1991).

More descriptions of OC can be found in the literature. There are studies providing a chronological classification

or comparisons of these descriptions (Giil, 2002; Cohen, 2007)
The Antecedents of Organizational Commitment

There are different antecedents, classifications, and criteria with respect to OC in the literature (Steers, 1977;
Mowday et al., 1982; Mathieu & Zajac, 1990; Dunham et al., 1994; Meyer & Parfyonova, 2010). This study addresses
the antecedents that Allen and Meyer (1990) developed by drawing on the literature.

Antecedents of AC: For affective commitment, Allen and Meyer (1990) drew on Mowday et al.’s (1982)
antecedents such as personality traits, organizational structure, work experience, and job specifications. The
antecedents that they included within this commitment were as follows: “Job challenge, Role clarity, Goal clarity,
Goal Difficulty, Management Receptiveness, Peer Cohesion, Organizational Dependability, Equity, Personal

Importance, Feedback, Participation” (Allen & Meyer, 1990, p. 17).

Antecedents of CC: Allen and Meyer (1990, p. 9-18) took Becker’s (1960), Farrell and Rusbult’s (1981), and
Rusbult and Farrell’s (1983) studies as the basis and explained the antecedents of CC as follows: “Skills, Education,

Relocation, Self-investment, Pension, Community, Alternatives”.
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Antecedents of Normative Commitment: With reference to NC antecedents, Allen and Meyer (1990) actually drew
on Wiener’s (1982) study. While explaining NC, Wiener (1982) pointed to the internalized beliefs. The first one of
these beliefs is the individual’s tendency to believe that s/he should be attached to his/her family, country, friends,
and workplace all of which explain his/her commitment and duty in every social situation. The second one is the
individual’s normative beliefs that are consistent with issues constituting his/her value congruence such as
organizational mission, goal, and policy (Wiener, 1982). At this point, Allen and Meyer (1990) firstly cited the
individual’s familial or cultural experiences prior to his/her work experience so as to assess NC. For example, the
children of those people who emphasized loyalty to organization or who worked in the same organization for long
years have strong NC. Secondly, they maintained that the organizational values, norms, and organizational
socialization, which was comprised of beliefs bringing the members of the organization together, after the individual

started a job had an influence on NC (Allen & Meyer, 1990; Meyer & Allen, 1991; Wiener, 1982).

In the related studies, the issues affecting OC are not just referred to as antecedents but also as variables or factors.
It should also be stated that these will not be perceived in the same manner in every organization or individual, and

might demonstrate differences (Meyer & Allen, 1997).

A study investigating the changes that the hospitality sector has undergone during the COVID-19 pandemic has
been identified in the literature. This study uses a quantitative approach (Filimonau et al., 2020) and examines the
commitment of hotel managers in Spain. It found that the organizations’ corporate social responsibility practices

contributed to the managers’ sense of job security, and thereby increased their OC as well.

In another study (Prochazka et al., 2020) that was conducted during COVID-19 period, it was found that the
employees working in different sectors in Germany, Czech Republic, Italy, and Slovakia had decreased levels of OC
compared to the pre-pandemic period. There are also studies showing that employees’ level of OC change not only

in the tourism sector but also in various other sectors due to economic or political crises (Meyer et al., 2017;

Machokoto, 2020; Markovits et al., 2014; Reade & Lee, 2012).
Methodology

Considering that only a short amount of time has passed since the outbreak of COVID-19 pandemic, it might be
a good idea to conduct qualitative interviews with employees as pointed out by Spurk and Straub (2020) in an attempt
to reveal their thoughts pertaining to issues such as their commitment to work and their relationship with their
coworkers. This study focuses on senior managers in five-star hotels during the COVID-19 pandemic by adopting a
qualitative approach, which differentiates it from many other studies investigating different sectors and crises in

connection with this subject.

Patterned in the form of case study, this article uses criterion sampling, one of the purposeful sampling strategies
(Patton, 2018). The senior hotel managers who worked in the pre-pandemic season (in 2019) and continued to work
in the same hotel during the pandemic (in 2020) with the start of the season in Belek-Antalya were identified as the
unit of analysis for the study. These participants were reached through the social relationships of one of the authors
of the article who is also an executive manager in a five-star hotel chain in addition to being a PhD student. All the
interviews took place in September 2020 by the first author of the article in the workplaces of the participants (in

their offices, hotel lobbies, hotel gardens). Since most of the hotels were closed in Belek tourism region in Antalya
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when the research was conducted, data have been collected from some of five-star hotel establishments’ senior
managers. Prior to the interviews, the participants were informed about the subject of the study, its details, and its
goals. They were given a voluntary participation form to read and then they were asked to sign the participation
consent form. Two participants who did not want to be recorded during the interview were not included in the study.
A total of 30 people were interviewed from 10 different five-star hotels and 12 different departments. Interviews
lasted between 14 to 26 minutes. All the interviews were carried out in Turkish. In the beginning, 46 managers willing
to participate in the interviews were identified. However, due to the fact that the participants presented similar views,
in other words the data they provided repeated themselves, the data were found to be satisfactory and no further
interview was carried out (Saunders et al., 2018) after the 30™ interview. Names of the hotels and managers were not

detailed in any part of the study (See Appendix).

The data were collected through semi-structured interviewing technique that helps explore the “perceptions and
opinions of respondents regarding complex and sometimes sensitive issues” (Barriball & While, 1994, p. 330). In
order to encourage participants to “speak freely about their perceptions”, the first two structured questions were
developed after the literature review that covered the main content of the research subject (Kallio et al., 2016, p.
2960). The ethics committee permission to collect data for this study was obtained from Bitlis Eren University Ethics

Committee with approval code 2020/07-V dated September 9", 2020.

Main research question in this article is “whether there is any change in senior hotel managers’ commitment to
their organization during COVID-19 pandemic”. At the beginning of the interview, the participants were asked the
following questions: ‘Do you feel any commitment to your organization?’, ‘Do you think your commitment to the
organization has changed during the pandemic?” With regard to the answers that came to a deadlock and in order to
receive “optimal responses” (Turner, 2010, p. 758) and further details, probing questions were posed (Yildirim &
Simsek, 2016). The thematic coding of the data were assessed by two independent academics and its reliability was
measured. In order to increase the trustworthiness of this case study (Cakar and Aykol, 2020) Cohen’s Kappa analysis
method was used and the harmony (Kappa=0,92) between the two independent coders turned out to be perfect (Landis

& Koch, 1977).
Findings and Discussion

The findings of the research have been categorized into ten sub-themes. The literature on OC was used while
these themes were determined. The themes that were identified in order to assess the commitment of the managers
to their organizations are as follows: Income, Self-sacrifice, Equity, Psychological Ownership, Alternatives,

Experience, Global Crisis Perception, Empathy, Occupational Commitment, Career.
Income

Income is an essential criterion for an employee’s choice of workplace and it has emerged as an integral part of

evaluating one’s OC. The views of the participants on this issue are as follows:

‘There is nothing keeping me here right now. I just come here because I need to live on, because I have to work...
The personnel were not given a raise; their salaries were not arranged accordingly; the overtime hours were not
paid. For example, last year we were paid for working overtime including me; however, there is no progress at all

for the time being, nothing...’(P26)
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‘I was not able to make ends meet with the money I received from the state and as a manager, I had to work

somewhere else. I had to work at a construction site that is outside the hotel, do I make myself clear?’(P24)

‘Of course it unsettled us... The organization didn’t pay anything at all. I had to make ends meet with the money

that the state gave. The organization paid nothing to me, did nothing for me.’(P20)
‘We were treated unjustly for 3 months... These 3 months financially perturbed me...”(P17)

‘It changed Sir, it changed. During the pandemic, our company didn’t look after us. We were paid STWP for 3
months; we were treated unjustly... We work in a large group, in a large firm. This firm could have looked after

us for 2-3 months.’(P16)

‘...Unavoidably, our loyalty has somehow weakened... Financially, it could have at least paid us our full

salaries...’(P3)

One could say that the managers have negative thoughts regarding their organizations compared to the pre-
pandemic period especially due to the fact that their income decreased during this time period. It is possible for
employees who earn a higher income to become more committed to their organization (Ogba, 2008). In this context,
the result can be explained with the significant relationship between income and OC (Tang & Chiu, 2003; Aytac et
al., 2019). As there are employees who were adversely affected by the decrease in their income, there are also

managers who feel satisfied with their income.

‘No, on the contrary... The decisions that our bosses, our general manager have taken, the fact that we received

an early raise and that we weren’t laid off... it is because they did what needed to be done...’(P11)

“Yes, it changed. It changed in a positive way... We are actually more committed to our organization, so we didn’t
leave it. Our workload has doubled with the decrease in the personnel... Our boss paid our salaries as if we

received the STWP.’(P9)

‘I think positively... Even the fact that the hotel is closed means a huge cost and it requires manpower. During

this process, my company gave me this opportunity (to work full-time).” (P6)

‘...Our salaries, insurance premiums were paid on time without doing injustice to anyone involved. This is what
matters to me the most... I didn’t work but I wasn’t treated unjustly. They completed the rest of the money given
by the state... I can say that they were 100% supportive during those dark days... This is loyalty, I mean I might
die and I still wouldn’t leave this place because it didn’t leave me high and dry.’(P25)

As has been expressed in the abovementioned quotations, the reason as to why the OC level of these employees
increased even though their income remained the same can be explained through their concern for being laid off and

finding themselves in a financially more precarious position.
Psychological Ownership

As there are people who think that their OC has increased even though their income has remained the same, there
are also people who act on the basis of psychological ownership in relation to their organization during a challenging

period. However, the number of these people is limited. The views of the participants on this issue are as follows:
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‘The hotel has become my home... I made them dishes as if I was making them in my own home; I made ¢ig

kofte [raw meatballs], whatever you may think of...’(P11)

‘I think because we found ourselves in a difficult position and due to a familial instinct, my commitment to this

place has increased a little... I can say that this is an instinct, an instinct to protect one’s family...’(P7)

During the COVID-19 pandemic, the managers began to care about their organization as if it were their own
family and it contributed to their OC. This situation can be explained through the significant relationship established
between psychological ownership and OC (Dyne & Pierce, 2004; Mayhew, 2007).

Self-Sacrifice

Another important theme that has emerged during the analysis of the data is self-sacrifice. The managers relate
the self-sacrifices that they think they made in their work lives to their commitment to the organization. The views

of the participants regarding the issue of self-sacrifice, which is interpreted in two different ways, are as follows:

‘...In a sense, we worked more considering what we received in return; however, we didn’t receive any extra
support during the pandemic. Is this how they pay us in return for our long years in the organization? Don’t any

of our overtime count?’(P30)

‘... It should be the rich people who make sacrifices for the poor. Why should I make sacrifices for my boss for

making him richer? Do you know how stupid it sounds? Is he not able to take bread to his house?’(P24)

‘We understood that our company didn’t stand by us in such a difficult time, that so much work for such a long
time didn’t amount to anything... We didn’t receive what we deserved during this time either... Let’s say that I
was working 12-13-15 hours a day before. I didn’t receive any payment for working overtime then. I didn’t receive

anything; I didn’t demand it. I worked voluntarily and readily... For now, I don't...’(P17)

It can be said that the self-sacrifices that the participants made during the pre-pandemic period were not recognized
during the pandemic period, and this in return had a negative effect on their commitment to the organization. As a
matter of fact, the existence of a significant relationship between employees’ self-sacrifices and their level of OC

supports this view (Zorlu et al., 2016; Mete, 2019).

‘Everyone was in their home during the pandemic. I came to the hotel so that the hotel would not be empty. I

came here and I was here every day voluntarily...’(P13)

‘We assume responsibility here... I come here at 8 am or 9 am and leave at 11 or 12 pm. [ mean my commitment

has not changed...’(P5)
‘Thinking that this was a period in which everyone had to take responsibility...’(P2)
‘...everyone had to take responsibility, therefore I did not demand extra money from my employer...’(P10)

In addition to those people who feel that their sacrifices were not acknowledged some of the participants think

that they should make sacrifices for their organization during a time of crisis.
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Equity

The use of concepts such as rights and justice by different participants demonstrates the significance of equity for
OC. In this context, equity, which is also one of the antecedents of AC, has been considered as one of the factors
explaining the change in individuals’ degree of OC. Some of the comments that emphasize the sense of equity are as

follows:
‘Since [ witnessed that there were injustices in the treatment of people, this affected me negatively..."(P27)

‘Giving things to some people and not to others unavoidably leads to injustice of the sort that I have just described
in reference to a father and his kids. .. and we are the operations department... So I think that this is how they see

me, this is the value they attach to me. I think that we are worthless in the eyes of the organization...’(P21)

‘The General Manager did not call me to ask how I was, whether I had a job or not. But they asked other people...
I mean if it is a right, then it is a right for everybody. But some people were favored.’(P20)

‘Here, the animation and the mini club are closed. There are no children in the hotel and while seven animators
work in the mini club, I don’t work... I would have understood if what I did was unnecessary to the functioning
of the hotel...’(P19)

The participants thought that the sense of equity changed during the pandemic and this has emerged as one of the
reasons why the OC of the employees decreased. This can be explained through the significant relationship between
the perception of equity and justice, and OC (Roberts et al., 1999; Quirin et al., 2001; Meyer et al., 2002; Loi et al.,
2006).

Alternatives

Another important finding that stands out among the participants’ views is the theme of ‘alternatives’. This can
explain why participants’ commitment to their organization remained the same. The theme of alternatives is one of

the antecedents of CC and the comments of the participants on this issue are as follows:

‘Personally, I don’t think it has changed for me...’, *...If I go somewhere else, the salary that I will receive will

not be different than my current one....”(P28)
‘I mean we got angry and so on but there was no better alternative...that’s why...” (P12)

‘...Iprovide for my family and I have to work. Since we work in the tourism sector, even if we leave here because
of the adverse circumstances, it is really difficult to find a job in a different place; alternatives are hard to find

right now...’(P4)

The fact that managers feel that they might not be able to find another job somewhere else, that they think that
there is no alternative to their current job may explain why their OC remained the same. This finding is consistent
with the other studies in the literature showing that the employees keep working in their workplaces due to a lack of

alternatives (Yousef, 2002; Allen & Meyer, 1990).
Experience

Even though they are few in number, there are participants who think that the policies of the organization are

understandable given the current crisis.
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‘No, it didn’t affect me personally because I worked in commerce for long years and [ know more or less how the

bosses think.’(P22)

‘We didn’t experience any problem with regard to commitment. We received the STWP from the state so I didn’t

experience a financial fall. I mean given my age and experience I took this term normally....”(P1)

The fact that some managers interpret the negative experiences they encounter in their organizations by referring
to their previous experiences can be seen as one of the reasons as to why their commitment to their organization
remained the same. As a matter of fact, it can be explained with the significant relationship between experience and

AC in particular (Meyer et al., 2002).
Career

Despite a decrease in income, career has emerged as an important concept during the pandemic. There are
participants who deem the current situation as normal by thinking about their careers and future. And there are also
people who do not have any goals regarding their careers. In other words, there are two different situations explaining

the OC by linking it to one’s career. The participants’ answers in reference to this issue are as follows:
‘It is the same; there are no changes... [ can continue as long as I see my career goal... I view it as a step...’(P15)

‘As the hotel is part of an international chain, I think it will be good for my career. It harbors more than one career

alternatives, opportunities...”(P12)

‘I see this place as offering me opportunities.’(P13)

‘No, it didn’t lead to any change...’, ‘My goal is to make a career...’(P23)

‘Since I don’t have a career goal, I don’t have any resentment at the moment.’(P18)

The emergence of career as an important factor can be explained with the positive relationship between career

prospects or its phases and OC (Almagik et al., 2012; Allen & Meyer, 1993).
Occupational Commitment

Occupational commitment, which has been researched comprehensively in the literature in respect to its
relationship to OC, has also emerged in this study. Although, occupational commitment is “different from OC” (Ugar
et al., 2020, p. 42), the commitment of the managers to their jobs can be seen as an important finding for the

continuance of their OC. The participants’ views on the subject are as follows:
‘It didn’t. I love working, I love the organization, I love being in this job..."(P14)
‘...I am committed to my job. It is about the job, not about the organization...’(P15)
‘...I can say that it is like the self-actualization phase in Maslow’s pyramid.’(P12)

Just like career prospects, it can be seen that occupational commitment is also a concept that can explain why OC
of the employees remained the same. The views of the participants illustrate that occupational commitment can have
an influence on OC (Figueira et al., 2015; Chang et al., 2007; Meyer et al., 1993). It can be argued that the managers’
thoughts regarding their commitment to their jobs are more important than their OC. For this reason, one could say

that their level of OC remained the same.

2406



Agbay, N.C. & Akbudak, N. JOTAGS, 2021, 9(4)
Global Crisis Perception

In addition to the other themes that are found in the OC literature, the concept of global crisis draws attention in
this study. In fact, global crisis has emerged not as a phenomenon that directly changes one’s OC but as something
that the participants perceive. The views of the participants explaining their thoughts regarding OC by linking it to

global crisis are as follows:

‘I didn’t feel anything negative about this because this is a global crisis. I mean it is not directly up to the hotel

itself... Every organization takes its own measures...’(P29)

‘No, it didn’t lead to any changes... We need to think in general terms. This did not only affect the organizations;

it affects the whole world and all countries and all republics since it is a crisis...”(P23)
‘... These days will pass... Global crisis...’(P14)

‘...our country and the world have been going through a difficult period. It is a crisis experienced by both our

country and the world.”(P13)

‘Personally, there were no changes because I was aware that the organization did not lead to the COVID-19
outbreak or this psychological difficulty had no connection with the organization, that it was a global

problem...’(P8)
“This is not a crisis that is caused by the bosses...’(P22)

The fact that the COVID-19 pandemic is a global health crisis, which was not caused by the employers, can
explain why the employees’ OC remained the same. No studies have been found in the literature addressing how

such a global crisis perception can affect one’s commitment to the organization.
Empathy

Another important finding of the study is that the managers explain their OC by empathizing. In this context, the
participants consider the decisions taken by the organization as legitimate practices. Some of the views regarding this

i1ssue are as follows:

‘Let me be clear I have never felt something like that during the pandemic because this period harbors a great
uncertainty. We need to sit down and talk as reasonable individuals. If I were running a place, I wouldn’t deem it

right to spend every penny in my pocket during an uncertain period...’(P18)

‘...So0, the boss doesn’t have to do this. No, s/he has no such obligation whatsoever but we cannot judge him/her

because s/he didn’t do so...’(P5)

‘... depending on the fullness of the hotel, the boss could have continued with fewer personnel, with fewer

managers but at some point, they made us work...’(P2)
‘When I put myself in their shoes, I can understand. So I really didn’t have any problem...’(P1)

One can say that the participants thought that the owners of their organizations were in a worse condition
compared to them. They evaluated this from the owners’ perspective by empathizing with them through the pandemic
process. No studies that address how empathizing with the employer can be linked to OC have been found in the

literature.
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Conclusion and Recommendations

Designed as a qualitative case study, this study aims to investigate whether there was any change in senior hotel
managers’ commitment to their organization during COVID-19 pandemic. The findings of the study have been
assessed and classified into ten subthemes: Income, Psychological Ownership, Self-sacrifice, Equity, Alternatives,
Experience, Career, Occupational Commitment, Global Crisis Perception, and Empathy. Three different results that

came into view from this study regarding managers’ OC were interpreted by using these themes.

Firstly, it can be stated that the managers’ commitment to their organizations decreased during the pandemic. The
fact that the managers’ income decreased compared to the pre-pandemic period can be shown as the most important
reason for the decrease in their OC. In association with income, some managers’ self-sacrifices for the workplace in
the past were unrecognized by the employers and this was another reason why their level of OC was on the decrease.
The managers’ belief that the organizational policies were not implemented equitably in the organization also

contributed to the decrease in their commitment to the organization.

Secondly, even though few in numbers, some managers’ OC increased during the COVID-19 pandemic. Some
managers regard their organization as their family or home and they thereby present psychological ownership
regarding the organization. This can be seen as the underlying reason of the increase in their OC. Besides, one can
argue that for those people who received their full salary or who received Short-Time Working Payment (STWP)
from the state and the rest of whose salary was completed by their employers showed increased level of OC. It is
interesting that even though their commitment to the organization increased, there was no nominal increase in their
income. It means that they either kept receiving their previous salaries or the organization completed the salaries of
those who received the STWP from the state. The reason of this could be the fear of losing one’s income or becoming
unemployed that led to this. The finding that job security increases the managers’ OC (Filimonau et al., 2020)
supports this result.

Thirdly, no change was observed in the OC level of the employees during COVID-19 pandemic. Unlike the first
two results, it is possible to explain this result by referring to more themes. When the managers had no alternatives
and they considered the organizational policies during the pandemic as normal on the basis of their experiences, their

commitment to their organization remained the same.

For some participants, their career prospects and occupational commitment came to the fore and this led to no
change in their commitment. Empathy in favor of the employers, the perception that it was not their employer who
led to the pandemic and that it was a global crisis, and their thoughts for making sacrifices in this regard can be
shown among the reasons as to why their commitment to their organizations did not change. As in the article in which
the effect of economic crisis on OC is investigated (Markovits et al., 2014), observing no change in the OC is
consistent with the findings of this article. However, in this study, the findings that the OC did not change due to the
global crisis perception, that the employers’ policies were accepted by empathizing with the employer, and sacrifices
that were made for the sake of the employer during the COVID-19 pandemic are different results that warrant further

examination.

The findings of the study have been interpreted from three different angles. In this context, it is suggested that the
results of this study should be supported with both qualitative and quantitative studies that will be conducted at
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different times by considering the different components of OC in other tourism regions, hotel chains and with other

managers and employees.
The following suggestions could be taken into consideration by the organizations in the hospitality sector:

- If the organizations take decisions justly without making any discrimination among their employees, this could

help increase the employees’ OC.

- According to the study, the people who work overtime are not paid more than their regular salaries in some
hotels but it is clear that they expect their efforts to be recognized. In this regard, the organization’s protection of it’s
employees’ rights at any period will protect the organization legally and might also contribute to the increase in

employees’ OC.

- The support provided by the employers during crises, especially with regard to income might increase

employees’ OC.

This study was conducted in the hospitality sector during COVID-19 pandemic, which differentiates it from other
studies. The fact that pandemic was ongoing in 2020 and that there were a few open hotels in Belek tourism area in
Antalya presents the most important limitations of the study. The increase and decrease in organizational commitment
and its components along with no observed change in the degree of organizational commitment during different
crises such as political and economic crises are results that can be observed in the literature (Reade & Lee, 2012;
Meyer et al., 2017; Markovits et al., 2014). However, the 'global crisis perception' and 'empathy' for the employers
can be seen as new dimensions that appeared in this study, which was conducted by adopting with a qualitative

approach, and these dimensions represent the contribution of this study to the organizational commitment literature.
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Table 1. List of Participants
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Experience
Experience asa
in Tourism [Department | Age [ Sex Education Income During COVID-19 Pandemic
(Year)* | Manager
(Year)

Pl 4 4 2| M Master Degree Regular Salary

P2 27 12 45 | M Bachelor Short-Time Work Payment (STWP)

P3 18 38 [ M Master Degree (STWP)

P4 21 37 | M | Associate's Degree (STWP)

PS5 20 3 34 | M Bachelor (STWP)

P6 20 10 40 | M Bachelor Regular Salary

P7 8 43 | M High School (STWP)

P8 15 38| F Bachelor Salary

P9 33 24 50 | F High School Retired + Emplover's Support
P10 13 4 33 [ M Bachelor (STWP)

P11 24 11 44 | F | Associate's Degree Regular Salary

P12 22 8 43 | M | Master Degree (STWP)

P13 2 5 37 | M Bachelor Only Emplover's Support
Pl4 18 6 38 | M Bachelor Only Employer's Support
P15 20 8 39 | M Bachelor (STWP)
P16 24 12 38| M Bachelor (STWP)
P17 16 15 50 | M High School Retired
P18 27 16 48 | F Bachelor Retired
P19 16 8 52 | M Bachelor Retired
P20 24 8 43| M High School (STWP)
P21 36 10 4 | M High School (STWP)
P22 27 25 50| M Bachelor (STWP)
P23 17 5 35| M Bachelor (STWP)
P24 30 12 46 | M High School (STWP)
P25 32 20 47 | M Primary School (STWP) + Emplover's Support
P26 25 11 4 | M Master Degree Only Emplover's Support
P27 20 8 36 | M Master Degree Regular Salary
P28 27 15 46 | M High School (STWP)
P29 32 19 48 | M High School (STWP)
P30 27 18 47 | M High School (STWP)

*It shows when the participants began to work in tourism industry.

Participants’ departments: Front Office, House Keeping, Accounting, Security, Technical, Sales and Marketing,

Guest Relations, Operation, Information Technology, Purchasing, F&B, Revenue.
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Abstract

The number of graduates who have studied tourism management but continued their career in
other businesses rather than tourism is not unconsiderable. It is important to develop professional
identities for associate and undergraduate students studying in the field of tourism to make them
remain in the sector. Professional identity refers to one's awareness regarding their profession, as
well as their identification with the professional groups and social class to which they belong
(Mancini et al., 2015). At this point, determining the students' individual commitment to the
tourism profession as well as their level of exploration and awareness during their education is
critical to a positive career development. By this way, the rate of tourism students employed in
the sector after graduation will increase. Meanwhile, the service quality and then customer
satisfaction in tourism will be improved through the growing number of highly skilled educated
employees. The research results will guide authorities in order to develop and revise policies for
career development of prospective tourism employees. Data were collected from students
(undergraduate and associate degree) registered in one of the governmental universities in Izmir
using a structured questionnaire. The results revealed that identity statuses had a significant
difference on intention to leave department of tourism. Students in achieved and foreclosure
statuses are less likely to leave the their department.
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INTRODUCTION

Jobs in tourism are often associated with low wages, low-skilled labour, part-time, seasonality, negative image,
poor management offering a fuzzy career structure (Walmsley, 2004). A high rate of tourism graduates are employed
in other branch of business even if they have started their professional careers first in tourism industry (Costa et al.,
2013). Thus, understanding the factors that cause them to quit their job is really important for the hospitality industry
with a high employee turnover rate. Since attitudes and behaviors of employees have a positive effect on customer
satisfaction in tourism (Nunkoo et al., 2020), keeping qualified employees in sector emerges as an important issue.
Professional identity is one of the factors that shape behaviors in the workplace (Sutton & Rubin, 2004). It develops
first in the family (learning, representations, attitude towards work) and then at school, and this development
continues throughout working life (Chen et al., 2007). Geting the university students (future tourism professionals)
acquainted with their profession in their education may help the foundation of professional identity as well as positive
work outcomes. Otherwise if this identification is not achieved, individuals may encounter some problems. This
inadequate professional identity development leads the individiuals not to be able have a voice in the professional
life, not to be able to meet the required standards of the profession, not to be able to fulfill the duties of the job
successfully. They may also experience problems in the transition from student life to working life and the acceptance
by colleagues (Sabanciogullar1 & Dogan, 2012). Professional identity development is a complex process influenced
by several factors, including on-duty experiences and professional socialization (Adams, Hean, Sturgis and Clark,
2006), but once a high level of professional identity developed, it has positive outputs in work life as well. Students
do more research about profession-related issues soon after they make a career choice and their level of life
satisfaction and self-esteem become higher than those who are yet to make a decision (Creed, Prideaux & Patton,
2005). Hereby, the essential aim of the research is to determine the professional identity development status of
associate and undergraduate tourism students in terms of interpersonal dynamics of professional identity together
with intrapersonal aspects at university level. Numerous studies conducted on future teachers, nurses. The study now

will clarify it in terms of tourism.
Literature

Professional identity is expressed in various terms, and the terms of profession identity, professional self-image,
professional identity, and professional self-concept can be used interchangeably (Sabanciogullar1 & Dogan, 2012).
Professional identity consists of "attitudes, values, knowledge, beliefs, and skills shared with others within a
professional group" (Adams et al., 2006). It is a process that involves the internalization of one's professional values,
identification with the profession, and psychological integration into the profession (Trede, Macklin & Bridge, 2012).
It creates professional awareness and is the identification with the professional groups at work, and the social classes

to which they belong (Mancini et al., 2015).

"Identity status theory" was first developed by Marcia in 1966. It defined four identity statuses "achievement,
foreclosure, moratorium, and diffusion" based on two behavioral components: exploration and commitment.
Exploration identifies how much an individual weighs and considers options related to identity before making
decisions about their goals, beliefs, and values, and commitment points out the level of preference for certain choices
that are part of an identity (Kostermans, 2019). Crocetti, Rubini and Luyckx (2008a), Crocetti, Rubini and Meeus

(2008b) expanded the two-dimensional model by Marcia to a three-dimensional model and investigated the identity
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statuses (achievement, foreclosure, moratorium, searching moratorium, and diffusion) of close to two thousand
adolescents in early and middle adulthood using 3 identity processes (in-depth exploration, commitment, and
reconsideration of commitment). Crocetti et al. (2008a) conceptualized the third dimension as reconsideration of
commitment based on the fact that identity development occurs over time and can be reconstructed, and it includes
efforts to change existing conditions that are not satisfactory by making comparisons between current situations and
other possible alternatives. Mancini et al. (2015) extended the previous models of Marcia, Crocetti and Meeus and
provided evidence of PISQ-5d model. The model has five dimensions: exploration ( in-depth and practices ) and two
types of commitment (identification and affirmation), along with reconsideration of commitment. Affirmation as a
new dimension describes the importance attached to the professional category to which one belongs and the sense of
pride in being a member of that category. She also included practice dimension, which measures the likelihood of
taking actions directly related to a professional category. She showed that intergroup processes as well as intra-
individual processes affect the university students' construction of their professional identity and validated five
identity statuses that emerged from the PISQ-5d by assessing both work-related and academic factors. These five
processes contributed to individuals being identified as achieved (reconsideration of commitment/low, high on the
other four processes), foreclosed (affirmation and commitment / high, practices / medium, in-depth exploration/low,
reconsideration of commitment/low), diffused (low scores on all five processes), moratorium (commitment,
affirmation and practices/low, in-depth exploration/medium, reconsideration of commitment/high), and searching
moratorium (high scores on five processes) statuses (Mancini et al. 2015). In the diffusion status, individuals are not
involved in an active process of exploring different alternatives or belong to a particular identity domain. In the case
of foreclosure, individuals are engaged without exploring. In the moratorium status, individuals are actively exploring
different alternatives and still lack of making a a commitment. In case of achievement status, they committed to a
particular identity domain after an active period of exploration (Crocetti et al., 2008b). In searching moratorium, they

reconsider those commitments (Crocetti et al., 2008b).

The professional identity (PI) development process of individuals continues throughout life (Adams et al., 2006).
Professional identity has a significant impact on individual behaviors in the workplace, influences professional norms
and values and work attitudes (Sutton & Rubin, 2004). Ibarra (2004) argues that professional identity development

consists of three basic stages: Engagement in occupational activities: Knowledge and ability are important aspects

of professional identity. By participating in real-life activities related to their professional roles, individuals can

identify themselves with the aspects of their work that they enjoy or excel at. Social network development: Identity

development is often viewed as an inherently social process. By building social networks around professional roles,
individuals strengthen their professional knowledge and role. Sense-making: may involve self-discovery and the
consolidation of personal and professional goals. Interpretation is rewriting one's own story with the synthesis of who
they are and their newly discovered interests and abilities (Eliot & Turns, 2011, retrieved from Ibarra, 2004). Identity
formation process may also occur differently in traditional and modern societies. While individuals in modern
cultures are encouraged to achieve personal success, while individuals in traditional cultures may consider social
expectations, roles, and group affiliations more significant than personal identity (Morsiinbiil, Crocetti, Cok &

Meeus, 2016).

It is accepted that university programs contribute to the construction of students' professional identities and the

years spent at the university are an important time in the development of individuals with professional identity
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(Barbara-i-Molinero et al., 2017). Reid, Dahlgren, Petocz and Dahlgren (2008) suggests that the practice-based
curriculum contributes to the development of students' professional identities by preparing them for positions to be
undertaken after graduation. The increasing interest of students PI development has caused universities to focus on
the subject and include it in their missions (Barbara-i-Molinero, Cascon-Pereira & Hernandez-Lara, 2017). Wang et
al. (2011), in their study conducted with the participation of Taiwanese and exchange students, found a partial
relationship between students' socio-demographic characteristics, professional identity and career choice tendencies.
In addition, professional identity fully mediaties career choice intentions and experiental benefits. Therefore, the
experiences gained affect the professional identity positively (Chen, Zhong, Luo & Minghui, 2020). Another study
proved that students with achievement or target-oriented identity had high ranking on values of of academic self-

esteem and intrinsic work value and had lower intentions to leave higher education (Mancini et al., 2015).

There are also studies about the professional identity in work life. According to Hong (2010), professional identity
is crucial for understanding the career and career decisions of beginning teachers. Professional identity increases the
job satisfaction of university teachers and is effective in reducing their intention to quit their job by overcoming work

limitations and dissatisfaction (Rhodes, 2006).

The number of professional identity studies in the field of tourism is limited. Chen et al (2007) found that
professional identification has a positive effect on career satisfaction. In her research, Chen examined the relationship
between the professional identity of the hotel management program interns and their intention to stay in the business
(remain) through four factors (professional values, professional belonging, professional behavior tendency,
professional desire, and expectation). Another study with tourism employees shows that socialization is a key element
in the improvement of professional identity, which provides a sense of belonging to the group (Marhuenda, Martinez,
and Navas, 2004). In a study by Wang et al. (2020), professional identity has a positive effect on employee

satisfaction and commitment, a negative effect on turnover intention, supporting that PI has positive work outputs.
Method
Measures, Respondents and Procedure

A quantitative method with survey technique was used in the research. The structured online questionnaire
consisted of two scales (professional identitiy and intention to leave the department of tourism) and demographic
questions. Professional identitiy scale was adapted from Mancini et al. (2015). It had 5 sub-dimensions (affirmation,
in-depth exploration, practices, identification with commitment, and review of commitment) and showed adequate
psychometric properties. Intention to leave the department of tourism scale in the research was adapted from the
Intention to leave work scale by Wayne et al., (1997). After each item was translated into Turkish, three tourism and
one language scholar confirmed that the Turkish and English statements were consistent. Participants responded to
the items using a 5-point likert scale, ranging from “Strongly disagree” (1) to “Strongly agree” (5). The questionnaire
was pre- tested with a pilot research with a different sample of 124 students in June and the results showed that one
statement in the questionnaire was not clearly understood. After the revision of it, the questionnaire took its final
form. Besides, the ethics committee approval to collect data for this research was obtained from the Social Sciences’

Ethics Committee of Ege University (Date: May 26th, 2021 and Number: 964).
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The data were collected in October with a structured online and face to face questionnaire due to hybrid (online
and face to face) education model adoptation. Universe of the study was undergraduate and associate degree students
of tourism in a university in Izmir. Convenience sampling method was used and a total of 271 students being educated
at five different departments joined the research. Great care was taken to find students willing to join the study. The
number of active students enrolled was 562. The sample size provision was quite adequate (Krejcie & Morgan, 1970).
The 271 fully completed questionnaires were taken into data analysis, which is sufficient for Hair, Black, Babin &

Anderson (2010).

The respondents consisted of 37% females and 62% males. Students with undergraduate degree were the largest
group of respondents at 92%, followed by associate degree school students with 7%. 62% of the students participating
in the study were under the age of 20 and 33% were between the ages of 21-30. Students were mostly enrolled at
Tourism Management department (44%). Department with the least number of enrolled students was Tourism &
Hotel Management (5,5%). 52% of the students chose tourism department as their first choice although 10% gratuated

from vocational high school (tourism).

Table 1. Demographics

No# (%) No# (%)

Sex Female 101  37.3 |Studied Another University Yes 29  10.7
Male 168  62.0 No 238  87.8

Missing 2 i Missing 4 1.5

Age 17-20 169  62.4 |Studying Another Yes 16 59
21-24 81  29.9|University? No 251  92.6

25+ 8 3.0 Missing 4 1.5

Missing 13 4.8 |Internship Yes 63 232

Depart Hospitality Management 30 11.1 No 205 75.6
Missing 3 1.1

Travel Management 21 7.7 |Class 1 107 39.5

Tourism Guidance 8 314 2 94 347

Tourism & Hotel Manag. 15 5.5 3 20 7.4

Tourism Management 118 435 4 47 173

Missing 2 i Missing 3 1.1

Degree Undergraduate 251  92.6 |Experience Yes 141  52.0
Associate degree 18 6.6 No 127 469

Missing 2 i Missing 3 1.1

Priority Yes 140  51.7 |High school Tourism 28 103
Choice No 129 47.6 Other 241  88.9
Missing 2 i Missing 2 i

Data Analysis

First, normality was checked to decide the use of parametric or non- parametric tests. Normality was assessed via
Kolmogorov-Smirnov test. It calculated non—significant difference from normal distribution. Kurtosis (.724) and
Skewness (-0.418) values were also found to have a normal distribution (Tabachnick & Fidel, 2013). Therefore;
parametric tests were used for the analysis. First, exploratory factor analysis was used to determine the construct
validity of professional identity the scale by Manchini et al. (2015) in our country. The scale needs further construct
validity since the EFA results of Wang et al. (2020)'s study failed to validate a five- dimension model in the hospitality
context. A hierarchical cluster analysis on standardized scores of Mancini et al. (2015)’s model PISQ-5d was
conducted to determine identity statuses. Cronbach's alpha was used to demonstrate scale reliability. Analysis of
variance for univariate with identity status was conducted to test meaningful effects on intention to leave department

of tourism.
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Results
Factor Structure of the Scales

Table 2 shows the factor analysis result of Mancini et al. (2015)’s professional identity model PISQ-5d. Four
items of the scale were excluded because 3 items’ communalities were below 0.50 and considered as not having
sufficient explanation and one item was overlapping and load difference was below 0.1 (Hair et al., 2010). According
to the results of the exploratory factor analysis (EFA), the professional identity scale consistsed of four dimensions
(level of identification, in-depth exploration, practices, reconsideration of commitment). Affirmation was not listed
as a separate dimension. KMO and Bartlett’s test of sphericity values were significant. Total explained variance was
67%. The mean values for all dimensions respectively were 3.46, 3.84, 3.02, 3.23. Factor loadings ranged from .668
to .837.

Table 2. EFA Results (Professional Identity)

Scale Items Item Loadings  Mean FEigen values Variance (%) P
Level of Identification (LI) 3.46 5.167 32.296 .000
L1 .826
L2 .802
L3 .800
L4 197
L5 780
L6 769
L7 725
L8 .668
In- depth Exploration (IDE) 3.84 1.303 8.142 .000
IDE1 .826
IDE2 719
Practices (PRTC) 3.02 2.136 13.353 .000
PRTC1 .837
PRTC2 798
PRTC3 789
Reconsideration of Commitment (RC) 3.23 2.228 13.923 .000
RC1 .822
RC2 .816
RC3 703

Method: Principal Components, Varimax Kaiser-Meyer-Olkin = .899 (p<0.001)
Bartlett’s test of sphericity x’=2000.528 Cronbach’s Alpha (a) = .717

To EFA results of Intention to Leave Department Scale, it was unidimensional measurement scale. KMO and
Bartlett’s test of sphericity values were significant. Total explained variance was 78%. The mean value for it was

1.99. Factor loadings ranged from .826 to .921.

Table 3. EFA Results (Intention to Leave University)

Scale Items Item Mean Eigen Variance P
Loadings values (%)
Intention To Leave Department (ITLD) 2.00 2.346 78.215 .000
ITLDI .904
ITLD2 921
ITLD3 .826
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Method: Principal Components, Varimax Kaiser-Meyer-Olkin = .696 (p<0.001)
Bartlett’s test of sphericity x’=410.313 Cronbach’s Alpha (o)) = .856
Cluster Analysis: Identifying Identity States

After checking the outliers in the data set, the four dimensions identity scores were transformed into Z-scores.
The next step was a hierarchical cluster analysis on standardized scores of the four dimensions. Ward’s clustering
method, and squared Euclidean distances were used on analysis. K-means with different clusters (3,4,5,6) were
examined to decide final solution. Each cluster solution was compared in terms of iterations, the analysis of variance
(ANOVA), the significant contribution of the dimensions as well as theoretical meaningfulness of each cluster.
Altough the number of iterations were fewer in other cluster analyzes, the results were far from being theoretically

meaningful. Based upon pre-determined criteria, the five-cluster solution appeared to be ideal one.

Figure 1. Mean Values in the Five-Cluster Solution for 4 Status-Identity Dimension (Z-scores)

1.57]
Reconsideration of
commitment
Identification of
commitment

1.0 Practice

In-depth exploration

0.5

0.0+

-0.57

-1.5 T T T T T
Difussion N=50 Moratorium N=69 Foreclosure Searching Achievement
N=25 Moratorium N=63 N=38

Figure 1 shows the Z-scores for reconsideration of commitment, practices, level of identification, and in-depth
exploration for five clusters. The status of identity clusters were generally persistent with previous models by
Crocetti, Rubini, Luyckx, and Meeus (2008c) with the exception of the first cluster. Contrary to what was expected
students scored slightly high on level of identification. This is probably due to uncovered distinct forms of diffusion
(Carefree diffusion, diffused diffusion) in identity status. Carefree Diffusion was characterized by low to moderate
identification with Commitment (Luyckx Goossens, Soenens, Beyers, and Vansteenkiste, 2005). Therefore, It was
decided to call this cluster diffusion. The diffusion cluster (n = 50) consisted of students who had low scores on all 4
dimensions and slightly high scores on the identification level. The foreclosure cluster (n = 25) constituted of students
with moderately high scores on practices, moderate scores on level of identification, and low scores on
reconsideration of commitment and in-depth exploration. The moratorium cluster (n = 69) was composed of students
scored low level of identification and practices and high scores on in-depth exploration and reconsideration of
commitment. The searching moratorium cluster (n = 63) composed of students who scored high on identification, in-

depth exploration, practices, and reconsideration of commitment. The achievement cluster (n = 38) consisted of
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students scored high on level of identification, in-depth exploration, practices, and high on reconsideration of

commitment.

Table 4. Four Dimensions of Professional Identity Status (ANOVA results)

Cluster Error F Sig.

ms df ms df
Reconsideration of commitment 36.129 4 .369 240 97.895 .000
Level of identification 27.040 4 424 240 63.714 .000
Practices 33.030 4 449 240 73.538 .000
In-depth exploration 24.654 4 456 240 54.043 .000

ms = mean squarc

Identity Status Differences On Intention To Leave Tourism Department

Univariate results showed that identity statuses had a significant difference on intention to leave department of
tourism. —F (4, 240) = 17.822, p < .001, 5, 2 = .22. Table 5 shows means of intention to leave department of tourism

variable according to identity statuses.

Table 5. Means of Intention to Leave Department of Tourism Variable by Identity Statutes

Variable Achievement Searching Foreclosure =~ Moratorium Diffusion Total
moratorium

M SD M SD M SD M SD M SD N M SD

Intention to leave 1.9

1.40 520 2.07 970 1.26 .500 255 971 1.867 .737 168 S 937
department 8

Notes: M = Mean SD = Standard deviation.

Discussion and Conclusion

The study was conducted to identify states of the undergraduate and associate degree students of tourism resulting
from the PISQ-5 assessing two form of commitment (affirmation and identification), along with reconsideration of
commitment and two form of exploration (practices and in-depth). In line with prior studies (Wang et al., 2020;
Kostermans, 2019), the study failed to validate the five dimension professional identity model. EFA results of
professional identity showed a four factorial structure of professional identity: stage of in-depth exploration,
identification, reconsideration of commitment, and practices in the context of tourism students. Five identity statuses
from a four factorial structure of professional identity could be extracted in the study. The highest number of students
belonged to moratorium status. This shows that students are exploring potential possible career options, in other
words, they have not determined the most appropriate career option yet. Students in diffusion status was also higher.
The high numbers in those two statuses were probably due to the existing cultural differences in Turkey as Morsiinbiil
et al., (2016) suggested that developing a strong and coherent sense of identity in Turkish cultural context makes
identity formation challenging for Turkish youth. The complicated structure of the workforce, and labor market
features associated with tourism industry (low wages, long working hours, poor benefits, low-social status and weak
career options) in the country may lead students to focus on social expectations, expected roles and group
memberships of the society rather than personal success in tourism. The study also aimed to reveal how intention to

leave tourism department differs in different identity statuses. Univariate results showed that identity statuses had a
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significant difference on intention to leave department of tourism. Students with achievement and foreclosure statuses
scored lower on intention to leave the tourism department (see Table 5) than students with other statuses. This
supports the results of the study by Mancini et al. (2015). The number of students belong to those two statuses:
achievement and foreclosure constituted the least number of students in the study. Achievement status in the identity
formation showed the most optimal profile (low burnout, high engagement) (Luyckx, Duriez, Klimstra & De Witte,
2010) and commitment is essential for a healthy identity development (Morsiinbiil et al., 2016), therefore contextual
factors, such as appropriate university setting is essential for influencing this attitude (Luyckx et al., 2005). The
university policymakers may revise current curriculum to provide a more talented training system in collaboration
with professional stakeholders. To make the students acquainted with industry professionals and enhance their
professional identity, regular seminars can be organized. A platform can be created that will enable students to
communicate with successful pioneers of the department graduates. On the other hand, tourism policymakers
societies, and professional groups should work more jointly to build a good image for the profession of tourism

(Wang et al., 2020) to overcome cultural barriers against it.

The study is subject to some limitations. The study was carried out with data collected from only one university,
it would be beneficial to compare the findings of the study using a larger sample from different universities. The
study was also carried out at a university located in a popular tourism destination. It can be measured whether it will
lead to different results in a university located in a region far from touristic activities. The study only searched identity
status differences on intention to leave tourism department, further studies can focus on identity status differences on
department, class and internship, high school. Another limitation of the study, the in-depth exploration dimension

consisted of two items in EFA.
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INTRODUCTION

In the world, the fruquency of eating out is increasing with each passing year (Kolanowski et al., 2020; Goffe et
al., 2017). It is possible to see the increase in the frequency of eating out all over the world in Turkey as well. In a
study conducted by the European Education and Scientific Research Foundation (TAVAK) in Turkey; found that
consumers spent $10.4 billion on food and beverage businesses in 2018 (TAVAK, 2018). With the increase in eating
out all over the world, food and beverage businesses have become one of the places where food allergy reactions are

frequently seen (Lee & Sozen, 2016).

The cause of food allergy reactions occurring in food and beverage businesses is related to more than one factor.
Among these factors; cross-contamination in food preparation, lack of knowledge about food allergy, unexpected or
hidden food allergies, and food allergens not listed on the menus (Furlong, McMorris & Greenhawt, 2008; Wen &
Kwon, 2016; Tath & Akoglu, 2020). In addition, sometimes miscommunication not only between service and kitchen
staff, but also among guests with food allergies can cause food allergy reactions. Considering all these risks, it is
clear that service and kitchen staff play a critical role in food allergy management in food and beverage businesses

(Dupuis, et al., 2016).

Food allergies are a public health issue causing reactions that can threaten human life (Demir & Ulusoy, 2017).
In Turkey, the research conducted by the Turkish National Association of Allergy and Clinical Immunology (Allergy
and Immunology Association - AID) shows 6% of infants, 4% of children, 2% of adolescents and 1% of adults have
food allergies. The incidence of food allergy has doubled in Turkey as well as the rest of world in the last 10 years
(AID, 2017). Individuals with food allergies should stay away from the foods that they are allergic to at home, schools
and especially food and beverage enterprises (Sogut et al., 2015).

Food allergy is a negative health condition resulting in an abnormal immune response to food consumed (Kwon,
Lee & Wen, 2020). Food allergies can ocur even consuming small amounts of food or even causing severe allergic
reactions if there is skin contact or inhalation (Gupta et al., 2019). Most of the world's food allergies, also called the
big eight; milk, eggs, fish, shellfish, wheat, peanuts and soybeans (Choi & Rajagopal, 2013; Radke et al., 2016; van
Dam & Wiersma, 2012; FARE, 2019). Today, food allergy and food intolerance are two concepts that are often
confused with each other. A real food allergy is an immune system reaction that affects many organs in the body. In
some cases, an allergic food reaction can be severe or even life-threatening. In contrast, food intolerance symptoms
are usually less severe and often limited to digestive problems (Mayo Clinic, 2019a). Food allergy reactions can
cause different reactions in people depending on allergy levels. People with mild levels of food allergies;, while
having reactions such as sneezing, itching or digestive disorders. People with severe levels of allergies they show
suffocation reactions similar to asthma attacks, swelling of the tongue, lips and throat (Abbot et al., 2007). Among
these reactions, anaphylaxis is the most dangerous. Anaphylaxis is a severe allergic reaction that affects the body's

systematic functions, which can put a person in a coma or even cause death (Mayo Clinic, 2019b).

In Turkey, the food allergy cases have becoming more frequent (Ulas-Kadioglu, 2017). With the increase of
people with food allergies in Turkey, public and private organizations have started to carry out some studies on the
subject. In 2018, map of food allergies of Turkey was revealed. As a result of the study in western parts of Turkey,
mostly milk allergies are high in density, while inland and eastern parts egg allergies are highin density (Anadolu
Agency, 2018). In another study, the 14 most common food allergies (peanuts, tree nuts, soybeans, mustard, eggs,
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lupin, milk, fish, gluten, celery, sesame seeds, sulfur dioxide, molluscs and shellfish) in Turkey were identified. These
food allergies have also been written on food labels in Turkey in recent years (Posta, 2019). And also some studies
of prevalence of food allergy have been conducted in Turkey (Gelincik, et al., 2008; Orhan, et al., 2009). Based on
these studies when compared prevalence of food allergy in Turkey is lower than Northern and Western European
countries. Despite of food allergy is an issue that deeply affects human health, the data on the true prevalence of food
allergy in the genaral population is insufficient and many people, including service and kitchen staff are unaware that

an allergic reaction to food could be have fatal consequences (Kaya, et al., 2013; Tath & Akoglu, 2020).

Food allergy is an issue that deeply affects human health if not taken seriously. Therefore, staff of food and
beverage enterprises are responsible for the health of a guest with food allergies during the time guests spend in the
restaurant. To avoid a life-threatening event, food and beverage businesses must be prepared for food allergy cases.
(Lee & Sozen, 2016). Thus, it is very important to determine the level of food allergy knowledge and attitudes of
service and kitchen staff. Although the issue of food allergy is an extremely important issue for the food and beverage
industry, studies in the literature are limited. For this reason, this study is considered important in terms of revealing

the current state of knowledge about food allergy of the service and kitchen staff working in hotels in [zmir.
Food Allergies in Restaurant Operations

Many of the reactions caused by food allergies occur out-of-home consumption (Bock, Munoz-Furlong &
Samspson, 2001). People with food allergies should pay special attention to the food they consume, especially in at
the restaurants. As a result of increased food allergies and their reactions, the issue of food allergy has become an
extremely important issue for the food and beverage industry (Choi & Rajagopal, 2013). After a person with a food
allergy arrives at the restaurant and informs the service staff regarding her/his allergy, the responsibility is shared
with the relevant service and kitchen staff at the restaurant. With the increasing number of people involved in the

process, it can be difficult to control the outcomes of food allergens in restaurants (Wham & Sharma, 2014).

In previous studies mostly focus on the knowledge of the restaurant staff about food allergies and food allergens,
and their attitudes and risk management practices to meet the needs of people with food allergies. (Mandabach et al.,
2005; Bailey et al., 2011; Dupuis, et al., 2016; Young & Thaivalappil, 2018; Soon, 2018). For example Abbot Et al.
(2007) in their study, restaurant staff lack of knowledge about food allergy and food allergy reactions. If a service
and kitchen staff in a restaurant do not have enough knowledge about food allergies, they may have great problems
meeting the demands of a guest (Kronenberg, 2012). Wen and Kwon (2016) conducted a study; they reveal that
service staff rarely ask guests who come to the restaurant if they are allergic to any food. This behavior is considered
the guest's own responsibility if the guest has a food allergy and should tell it to the service staff. The guest who is

aware of the her/his food allergy should clearly supply the information to the service staff (Barnett et al., 2020).

In order to restaurants safely serve to person with food allergies; all service and kitchen staff need to have
sufficient knowledge of menu components, potential allergens and allergen-free food preparation methods, especially
food allergies (Abbot et al., 2007; Ajala et al., 2010). The lack of undesirable conditions as a result of food allergies
in restaurants is directly proportional to the quality and training of service and kitchen staff (Pratten & Towers, 2004).
In cases where service and kitchen staff are not aware of the important and key issues in food allergy (Choi and
Rajogopal, 2013; Dupuis et al., 2016), the catering business not only loses guests, it can also suffer legally and
financially.
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Material and Method
Population and Sample

The universe of the study consists of service and kitchen workers working in all hotels in izmir. Since it is not
possible to reach all the hotels that make up the universe in terms of both time and cost, the study was only applied
on 4 and 5 star hotels in Izmir. Therefore, the sample of this study is the service and kitchen staff who is working in
4 and 5 star hotels in Izmir. The study had been made between June 2019 and September 2019. In the study, a
questionnaire was applied to 890 people working in twelve different four- and five-star hotels in Izmir. After
obtaining permission from the hotel businesses, a questionnaire was applied to the service and kitchen staff. Data
collection is based on face-to-face and drop-collection method. The respondents are selected through convenience
sampling method. In total, 890 questionaires is collected. Following the suggestion of Hair Et al., 2014, 82
questionaires are excluded due to imcomplete and straight-lining responses. 808 of these questionnaires were

included in the analysis.
Research Design

In the first section of the questionnaire used in the study; there are four questions in order to determine the
demographic characteristics of the service and kitchen staff. These questions are; gender, level of education,
experience and position they are in. The second section contained nine knowledge questions capturing various aspects
of food allergy knowledge (information), such as common allergens, symptoms and responses to reactions. These
questions were formulated as true-false and obtained from previous studies (Bailey et al., 2011; Lee & Sozen, 2016;
Radke et al., 2016). In the third section, multi-item scaled questions that measured the attitudes of service and kitchen
staff towards food allergies was used. The scale used by Choi and Rajagopal (2012) was used in the study. The scale

was translated into Turkish by taking expert opinion and its validity was ensured.
Statistical analysis

Descriptive statistics, such as frequencies, means, and standard deviations, were used to describe the
characteristics of the data statistics, including t-test and analysis of variance (ANOVA). In order to understand
whether the data is normally distributed, kurtosis and skewness coefficients were taken into account. If the kurtosis
and skewness values are in the range of +3.29, it can be said that the data are normally distributed (Kim, 2013). The
kurtosis and skewness values of the data obtained in the study are shown in Table 1. Therefore, parametric tests were

used in this study.
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Table 1. Kurtosis and Skewness Values and Factor Analysis Results

No Statements Skewness Kurtosis Fact?r
Loading
1 1t 1S 1mp0rtant to me that e.lccurate information about foodingredients 1,621 2,501 0, 658
is provided tocustomers with a food allergy.
2 I thlpk preventlpg .1r}01dences of food allergies is an important part of 1245 2,013 0,432
my job responsibilities at my workplace.
3 I beheye appropriate  precautions can be taken toavoid cross- 1,456 2,857 0,783
contamination between foods at my work place.
4 I believe that the disclosure of accurate allergen information to
customers with a food will decrease the likelihood of a food allergy -1,411 2,936 0,535
creaction.
5 I think all fgod service and kitchen staff should be well informed about 1,077 1,066 0.712
food allergies.
6 I am willing to change my food handling behaviors related to handling 1234 1506 0.401
food allergens.
7 I believe that knowlegde about food allergies would make me more
confident about handling food at my workplace -1,570 2,886 0,589
8 I think understanding the basics of food allergies will be useful to me 1,576 3,085 0.621
at my workplace.
9 I beh.eveil< small amounts of food allergen can not cause a food allergy 11395 2411 0,505
reaction®.
10 | Ithink the manager (gxecutlve chefs) at my.work place should educate 1,407 2,308 0.801
me about food allergies and allergen handling.
11 | Learning more about food allergies is important to me personally. -0,875 0,582 0,513
12 | I think individuals involved in food preparation should be more
knowledgeable about food allergies than server or cashiers. -1,388 2,495 0,425
13 | I am willing to attend fgod allergy trainingcourses/workshops to learn 1285 2,350 0,742
more about food allergies.
14 | I believe I can effectively handle a food allergy emergency situation 11,089 1376 0,543
at my work place.
Explained Variance %51,433
Scale Mean 3,89
Cronbach’s Alfa 0,763
KMO 0,801
p ,000

All fourteen statements in the scale used in the study were gathered under a single dimension, and the Kaiser-
Meyer-Olkin (KMO) value was determined as 0.801. The p value of the scale was obtained as .000. It has been
determined that the related scale provides construct validity and is reliable. As a result of the factor analysis, the
variance value of the factor analysis was determined as 51,433%. This ratio supports that factor analysis is statistically

significant and valid.

The level of significance for all comparisons was set at 0.05. In order to compare the information scores of service
and kitchen staff on food allergies with the effectiveness of food allergy and allergen training, cross-factor group
covariance analysis (ANCOVA) was applied. The maximum composite score of the food allergy information
questions was 23. If the respondent chosethe answer correctly, that item was coded with a "1." If the respondent

answered the incorrect questionly, the item was coded with a "0."
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Results
Demographic Characteristics

Table 2. Demographic characteristics of service (n:452) and kitchen staff (n:356)

n=808 o,
Demographic Characteristics
Gender
Female 235 29,08
Male 542 67,08
Missing Value 31 3,84
Education Levels
Primary 105 13,0
High School 262 32,43
Associate Degree 167 20,66
Graduate 225 27,85
Post Graduate 49 6,06
Experience
0-2 years 260 32,18
3-5 years 230 28,46
6-8 years 116 14,35
9-11 years 54 6,68
12-14 years 29 3,59
15 years and more 111 13,75
Missing Value 8 0,99
Position
Busboy 114 25,2 Commis 50 14,0
Waiter 221 48,9 Demi-Chef 88 24,7
Captain 53 11,7 Chef de Partie 38 24,7
Chief 45 10,0 Sous Chef 53 14,9
Manager 16 3,5 Chef de Cuisine 33 93
Missing Value 3 0,7 Pastry Chef 23 6,5
Executive Sous Chef 10 2,8
Executive Chef 11 3,1
Is there a food allergy chart in your business?
Yes 340 42,08
No 467 57,80
Missing Value 1 0,12
Has there ever been a food allergy reaction in your business?
Yes 108 13,37
No 697 86,26
Missing Value 3 0,37
Have you been trained in food allergy and nutrient allergens?
Yes 446 55,20
No 361 44,68
Missing Value 1 0,12

The majority of the 808 staff (67.08%) who participated in the study were male staff. The majority of the staff
received training at high school level (32.43%). Most staff have experience in the range of 0-2 years (32.18%) and
3-5 years (28.46%). Service staff mainly work in the position of waiter (48.9%), while kitchen staff work in Demi-
Chef (24.7%) and Chef de Partie (24.7%) position. Service and kitchen staff often answered “no” (57.80%) to the
question of whether there was a food allergy chart in their business. When asked if there has ever been a food allergy

reaction in their business, staff are asked if they have had a food allergy reaction; again, they often marked “no”
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(86.26%). Finally, staff were asked if their were trained in food allergies and food allergens, and the staff asked this
question: “yes” (55.20%).

Food allergy knowledge of service and kitchen staff

The knowledge of the service and kitchen staff about food allergy was measured with questions in the form of
true and false. The maximum score they can get if staff answer all the questions correctly is 23. The majority of
service staff (70.79%) scored between 12 and 17 points. The average scores of the service staff (min:7, max:22) are
13.74 £ 2.65. The majority of kitchen staff (56.17%) scored between 15 and 22 points. The average scores of kitchen
staff (min:4, max:23) are 14.83 + 4.44. The average scores of all the staff who participated in the study were 14.22 +
3.59.

Table 3. Food allergy knowledge of of service and kitchen staff

Service staff (N: 452) Kitchen staff (N:356)

tatement
Statements n Correct % n Correct %

Which of the following products are among the main food allergens?

Peanuts (Correct) 374 82,74 291 80,83
Tomatoes (False) 93 20,56 45 12,5
Milk and Dairy Products (True) 386 85,40 321 89,17
Strawberry (False) 94 20,80 65 18,06
Shellfish (True) 401 88,72 312 86,67
Egg (True) 311 68,81 245 54,20
Chocolate (False) 171 37,83 201 55,83
‘Which of the following reactions is a food allergy reaction?
Difficulty Breathing (True) 391 85,50 302 84,83
Redness and Itching (True) 341 75,44 292 82,02
Headache (False) 241 53,32 274 76,97
Tongue adn Throat Swelling (True) 142 31,42 201 56,46
Fever (False) 271 59,96 286 80,34
Coughing (False) 182 40,27 197 55,34
What do you do if you see a food allergy for example guest having trouble breathing ?
I will call 112 Health Emergency Line (True) 307 67,92 294 82,58
I serve water to the guest (False) 178 39,38 203 57,02
If the guest has the medicine with him, I recommend him to take it 254 56,19 177 49,71
(False)
I recommend the guest to vomit (False) 102 22,57 136 38,20
If a guest has an allergy, to ease the allergy food should be served 247 535 243 68.5
with cold water (False)
Guests with food allergies can safely consume a small amount of 312 69.0 256 71.9
the allergen food (False)
After the production of food, allergens can be removed and served 287 63.5 753 711
safely to the guest (False)
flé):l(sie()zooked according to standards does not cause food allergies 325 71.9 270 76.12
A food allergy reaction can cause death. (Correct) 342 75,7 285 80,1
Food tolerance and food allergy are the same two concepts. (False)

271 60,0 236 66,3

Independent sample t-test and service and kitchen staff' information scores about food allergies and whether they
have previously received allergy training were compared. The result was sigificant (p<0.05). Male service and
kitchen staff's food allergy knowledge score (14.43 = 3.84) was higher than that of female staff (13.97 + 3.33).
According to the results of the one-way ANOVA test; there is a significant difference between the service staff food
allergy scores with different levels of education (F2,655=10,994, p<0.05). The results of the multi-comparison

Tukey’s test showing which groups the differences originated from, there is no significant difference in the food
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allergy scores of staff who have received high school education (mean:13.78 + 3.50) and associate degree education
(mean:13.99 + 3.33). However, there was a significant difference between the scores of staff who received
undergraduate level education (mean: 15.18 + 3.44) and the scores of high school and associate degree staff on food

allergies (p<0.05).

One-factor inter-group covariance analysis was applied to compare the knowledge scores of the participants about
food allergies and their effectiveness with the training of food allergies and allergens. The independent variable was
the participants' food allergies information scores and the independent variable food allergies and allergens training.
The education levels of the participants were used as a covariate in the analysis. Preliminary controls were carried
out to confirm that there was no violation of normality, linearity, homogeneity of variances, homogeneity of
regression trends and reliable measurement of the covariate. There is a significant difference between food allergy
and allergens training and education levels of the participants (F (2, 30)=177, p=0,00, partial eta squarred= 0.30
(p<0,05). It was concluded that there is a statistical relationship between the education levels of the participants on

food allergies that affect the knowledge scores of the participants about food allergies.
Attitudes towards service and kitchen staff with food allergies

Service and kitchen staff, “/ believe appropriate precautions can be taken to avoid crosscontact between foods at
myworkplace statement” (4.33 £ 1.15) and “I am willing to change my food handling related habits/methods to food
allergens statement” (4.32 + 1.08) they have participated the most. Staff have the least participation among the
statements; “/ think preventing incidences of food allergies is an important part of my job responsibilities at my
workplace” (2.49 = 1.53) and “I believe smallamounts of food allergen can cause a food reaction allergy” (3.53
1.47).

Table 4. Attitudes towards service and kitchen staff with food allergies

Attitude Items ( a=0,763) Std
(Scale Mean: 3,89 S.D: 0,60) Mean D )
ev.

1 It is important to me that accurate information about foodingredients is provided | 4,19 1,09
tocustomers with a food allergy.

5 I think preventing incidences of food allergies is an important part of my job | 2,49 1,53
responsibilities at my workplace.

3 I believe appropriate precautions can be taken to avoid cross-contamination between foods | 4,33 1,15
at my work place.

4 I believe that the disclosure of accurate allergen information to customers with a food will | 4,16 1,11
decrease the likelihood of a food allergy creaction.

5 I think all food service and kitchen staff should be well informed about food allergies. 3,79 1,23

6 I am willing to change my food handling behaviors related to handling food allergens. 4,32 1,08

7 I believe that knowlegde about food allergies would make me more confident about | 4,15 1,14
handling food at my workplace
I think understanding the basics of food allergies will be useful to me at my workplace. 4,08 0,99
I believe small amounts of food allergen can not cause a food allergy reaction®. 3,53 1,47

10 I think the manager (executive chefs) at my work place should educate me about food | 3,66 1,38
allergies and allergen handling.

11 | Learning more about food allergies is important to me personally. 3,64 1,32

12 I think individuals involved in food preparation should be more knowledgeable about food | 3,93 1,26
allergies than server or cashiers.

13 I am willing to attend food allergy training courses/workshops to learn more about food | 4,19 1,03
allergies.

14 | I believe I can effectively handle a food allergy emergency situation at my work place. 4,02 1,14
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*The expression is coded inreverse. Note: Five Point LikertScale: 1= Strongly disagree, 2= Disagree, 3= Neither
agree nor disagree, 4= Agree, 5= Strongly Agree

Independent sample t-test and service and kitchen staff' information scores about food allergies and whether they
have previously received allergy training were compared. The result was sigificant (p <0.05). The score of service
and kitchen staff who had previously been trained in food allergies and allergens (14.69 + 3.61) was higher than those
who had not previously been trained for food allergies and allergens (13.66 + 3.47). Another independent sampe t-
test analysis compared the score on food allergy to gender. The result was found to be statistically significant (p <
0.05). Male service and kitchen staff's food allergy knowledge score (14.43 & 3.84) was higher than that of female
staff (13.97 + 3.33).

According to the results of the single-factor variance analysis; there is a significant difference between the servive
staff food allergy scores with different levels of education (F2,655=10,994, p<0.05). The results of the multi-
comparison Tukey test showing which groups the differences originated from, there is no significant difference in
the food allergy scores of staff who have received high school education (mean:13.78 £ 3.50) and associate degree
education (mean:13.99 + 3.33). However, there was a significant difference between the scores of staff who received
undergraduate level education (mean: 15.18 + 3.44) and the scores of high school and associate degree students on

food allergies (p < 0.05).

One-factor inter-group covariance analysis was applied to compare the knowledge scores of the participants about
food allergies and their effectiveness with the training of food allergies and allergens. The independent variable was
the participants' food allergies information scores and the independent variable food allergies and allergens training.
The education levels of the participants were used as a covariate in the analysis. Preliminary controls were carried
out to confirm that there was no violation of normality, linearity, homogeneity of variances, homogeneity of
regression trends and reliable measurement of the covariate. There is a significant difference between food allergy
and allergens training and education levels of the participants (F (2, 30)=177, p=0,00, partial eta squarred= 0.30
(p<0,05). It was concluded that there is a statistical relationship between the education levels of the participants on

food allergies that affect the knowledge scores of the participants about food allergies.
Discussion

Food and beverage enterprises need to follow not only new trends and current but also food allergies which are
important issues for human health moreover need to take the necessary precautions. In the following years, food and
beverage industry need to become fully equipped for food allergies (Lee & Xu, 2015). If the issue of food allergy is
not taken seriously, consequences may arise threatening human health. In addition to this sad situation, food and
beverage management may face undesirable situations such as legal problems, compensation and loss of brand value
(Borchgrevink et al., 2009). For this reason, this study aims to demonstrate the knowledge and attitudes of service
and kitchen staff about food allergy within the scope of five-star hotels operating in izmir. Considering the scarcity
of studies on food allergy in Turkey, the data obtained as a result of this study is as important. The research results
revealed that the service and kitchen staff who participated had lack of knowledge and execution regarding food

allergies.

The participants were asked to reply true or false about the main nutrient allergens; 81% of the participants were

able to respond true to the correct answers. The staff responded correctly to shellfish (89.12%), the wrong answers
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‘strawberry and tomato’ were marked by the staff as the main food allergen at 82.92%. Although 90% of food
allergy-induced cases worldwide are caused by major food allergens (peanuts, tree nuts, eggs, shelfish, fish, soy,
wheat and milk), guests may be allergic to any food. Therefore, staff should be sensitive to other food allergies.
Service and kitchen staff responded correctly to 68.58% in defining food allergy reactions. One of the food allergy
reactions, breathing difficulties (85.77%) was the most accurate response. Service and kitchen staff were able to
respond correctly to 42.45% of tongue and throat swelling, which is one of the reactions of food allergies. This
indicates that the staff involved in the research have a major problem in defining indicators of food allergy reactions.
Knowing the indicators of reactions caused by food allergies is just as important as knowing allergens that cause food
allergies. It is possible to save human life with a reaction indicator that can be detected at the right time. Service and
kitchen staff are asked; What do you do if you see, for example, a food allergy guest having trouble breathing? The
only correct answer to the question is to call the emergency line 112, which is 74.38% correctly answered. One of
the wrong answers to this question is that staff were able to respond correctly to the guest's vomiting at a rate of
29.45%. Six other questions were asked to test the information of the staff about their food allergies. There were two
questions standing out with the answers given by the staff. The first of these questions, the answer is false; 60.02%
of the staff responded correctly to the question that food should be served with cold water to dilute the allergen if a

guest has an allergic reaction.

Another wrong question is that food tolerance and food allergy are the same two concepts, and 62.75% of the
service and kitchen staff answered correctly. In general, service and kitchen staff' information about food allergies is
insufficient. Staff are short of information on issues that play an important and key role in food allergy. This

conclusion is in parallel with results of other studies (Choi & Rajogopal, 2013; Dupuis et al., 2016).

Based on the answers given by service and kitchen staff to the attitude scale; least attended statement is: “I think
preventing incidences of food allergies is an important part of my job responsibilities at my work place” (2.49 £
1.53). Itis one of the responsibilities of service and kitchen staff to have a guest leave the restaurant with satisfaction
in addtion to eliminate situations that may threaten the health of the guest during the meal. If the guest has shared
information to the service or kitchen staff that he or she is allergic to food, the responsibility should be shared equally
among all staff. For this reason, food and beverage enterprises should establish and implement standardized rules
and steps on food allergies. Another least attended statement is: “I believe small amounts of food allergen can not
cause a food allergy” (3.53 £ 1.47) which reveals a lack of information about food allergies and cross-contamination
by service and kitchen staff. The most participated statements are: “/ believe appropriate precautions can be taken
to avoid cross-contamination at my workplace” (4.33 = 1.15) and “I am willing to change my food handling related
to handling food allergens” (4.32 £ 1.08). Service and kitchen staff reveal that food allergy reactions are preventable
and they want to improve themselves about food allergies and food allergens. Based on this result, it is recommended
that food and beverage enterprises periodically provide education and training about food allergy and food allergens
to their staff. Role-play pratices (implementations) with case studies can be implemented in order for the education
and trainings to be successful and permanent. They should also include what kind of food allergens are included in

the menus of food and beverage businesses.

According to the independent sample t test results; Food allergy knowledge score increases as the education level

of service and kitchen staff increases. This situation re-emerges the problem of the recruitment of well-trained staff
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to food and beverage enterprises that have been under discussion in Turkey for years. Moreover it also occurred in
both the ANOVA and ANCOVA tests. In the ANOVA test, food allergy knowledge scores of graduate level educated
staff differ from the food knowledge allergy score of those who have been educated at associate and high school
level. In the ANCOVA test, statistical correlation was detected between food allergy education and education levels
of staff that is effective in the food allergy scores of the staff. Food allergy training is more effective as the level of
education of staff increases. In this case, food and beverage enterprises should review their food allergy education
according to their staff education levels. Staff should be grouped according to their level of eduation and given

different levels of food allergy education and trainings.
Conclusions

The issue of food allergies in Turkey has been ignored for years. Due to legal deficiencies in legistive regulations,
food allergy training is left to the initiative of enterprises. With the legal arrangements made by the state, it should
be obligatory to provide training covering a specific period of time to the people who will work in the service and
kitchen departments. Operating five-star hotels should provide training on food allergy to service and kitchen staff
and focus on the importantance of the food allergy issue in izmir. The results obtained within the scope of the study
will be shared with Izmir Provincial Directorate of Health, relevant non-governmental organizations moreover a joint
project food allergy education for staff will be planned with the Ministry of Health, universities and private
institutions. According to the results of the exam to be held at the end of mentioned education, staff with certain score
on food allergy will obtain a certificate which will enable them to work in the service or kitchen department. If the
project can be carried out successfully, it will be discussed with the Ministry of Health for its implementation

throughout Turkey.
Limitations and Future Research

This study only includes four and five-star hotels located in izmir. Therefore, the results obtained cannot be
generalised for all service and kitchen staff. It is suggested that further studies are to be at a broader and generalizing
level. With the results obtained from such comprehensive and wide sample studies, a standardized food allergy

roadmap (guide) can be drawn for food and beverage enterprises in Turkey.
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Abstract

With the concept of “Laissez Faire”, a new paradigm has been formed which includes
liberalization, privatization and economic reforms based on globalization. Within this paradigm,
globalization proceeds in line with the goals of capitalism. Through causing important
transformations in political, economical and cultural fields after World War II, capitalism has
become the subject of debate for the consumption phenomenon which is one of the aspects that
makes up the cultural structure. Sociological examination of consumption and capitalism starting
with Marshall indicates that consumption cannot be taken into consideration separately from
society. The eating habits of individuals is one of the areas that capitalism, which emphasizes on
consumption rather than production and aims to achieve consumerism on a global scale, has shown
its effects. The goal of this study is to examine the scientific research by analyzing the systematic
literature review on fast food and obesity relations. To structure the tables, papers were reviewd
through the lenses of Callahan's (2014) and Billore, S., and Anisimova (2020) review format of 6
W. For this purpose, it will contribute to the literature in three ways; identifying influential articles
in the fields, visualizing trends of research areas and synthesizing areas for further research. The
results show that adults were the focus population group of about twenty two articles either as
children, or as aadolescent or pregnant women. Additionally, thematic areas are examined fast-
food outlets after the relationship between obesity and fast food restaurants predominant
investigation areas. Following the searches to reduce the positive relationship between fast food
and obesity, traditional fast foods and consumption should be increased.
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INTRODUCTION

The new millennium, which supports the globalization paradigm, has been redefined by the concept of the
"Laissez Faire", designed long ago by the French physiocrats and later approved by the neo-classicalists. Karl Marx,
Keynes and their followers opposed the Laissez-faire paradigm (Burgin, 2015), which expresses a social system that
places responsibility on markets rather than on politics for economic results. The reason being for this opposition
was to emphasize that state intervention is necessary for sustainable development. However, in the late twentieth
century, both socialist countries and state-controlled mixed economies faced serious economic crises. In the early
1990s, most socialist regimes collapsed, and their mixed economies were replaced with economic reforms based on
liberalization, privatization, and globalization. As a result, the laissez faire paradigm, being an important part of free
market capitalism, has once again been revived (Basu, 2008). Within this paradigm, globalization proceeds in line
with the goals of capitalism. By causing important transformations in political, economical, and cultural fields after
World War II, capitalism has become the subject of debate for the consumption phenomenon which is one of the
aspects that makes up the cultural structure. Sociological examination of consumption and capitalism starting with
Marshall indicates that consumption cannot be taken into consideration separately from society (Trentmann, 2004).
The eating habits of individuals is one of the areas that capitalism, which emphasizes on consumption rather than
production and aims to achieve consumerism on a global scale, has shown its effect. The transformation of food in
post-industrial society is realized with the dynamics of globalization. The Green Revolution, which first appeared in
the 19th century, caused an increase in food supply and led to the rapid industrialization of countries, especially Asian
countries, at the end of the century. The spread in the food industry has increased rapidly after the second half of the
20th century, (Standage, 2017). In this case, George Ritzer's (2016) theory of McDonaldization of society can be
shown as an example. McDonald's is one of the most influential developments in 20th century America.
McDonaldization, as an example of a paradigm, is a process where the principles of fast food restaurants are
beginning to dominate different sectors of the American society and the rest of the world (Ritzer, 1992). The rapidly-
growing fast-food culture has also taken a fordist approach in the food field. While McDonald's is a restaurant with
fast production and consumption, it has also become a symbol of a social transformation over time. It is the
representation of the American economy, lifestyle and culture with its chains spreading across a large part of the
world. As of 1980, with the acceleration of the globalization process, the development of mass culture and the spread
of this culture to different areas of life are mentioned. The fast-food consumption habit, being one of the important
elements of the global mass culture, and its global expanse has caused obesity to spread like an epidemic throughout

many countries (Jeffery & French, 1998).

Due to the prevalence of excessive food consumption and obesity, it is in the focus of academic research. When
the literature was examined, no research was found on the systematic literature review of scientific publications
related to fast food. In order to bridge this gap in the current literature and contribute to the theoretical knowledge,
this article aims to identify influential articles in the fields, visualize trends of research areas and synthesize areas for

further research.

2442



Sarikaya, G.S. & Béliikbas, R. & Yazicioglu, . & Demirci, B. JOTAGS, 2021, 9(4)
Literature Review
Fast Food

Fast food was introduced "ready meal" and was expressed as a light food that was prepared in a short time and
which little time was spent for eating. This eating habit includes all kinds of food that is prepared and cooked
beforehand or prepared with heated ingredients and served to customers within 3-10 minutes. These foods may also
be traditional, and may constitute a country's own individually unique franchise (Reed, Mcllveen & Strugnell, 2020).
The fast-food restaurants that come to mind first among food and beverage businesses are restaurants that are
identified with the American lifestyle whose conceptual basis is old and extends to Europe (Kniazeva & Venkatesh,
2007). Georgo Ritzer (2016) explained that the fast food culture, which has increased with the concept of
"McDonaldization of the society", has become the representative of the American economy, lifestyle and culture by
adopting a Fordist approach in the field of eating. The fast food industry, which has a starting point that enables the
American people to eat and drink outside after the war, has not only changed their eating and drinking habits, but
also caused the spread of fast consumption-based consumption culture to the whole world (Schlosser, 2012).
Consumption of fast-foods has been associated with higher energy, fat, sodium, added sugar and sugar-sweetened
beverages and lower intake of fruit, vegetables, fiber, and milk in children, adolescents, and adults. A review of
neighborhood environments in the United States found that fast-food restaurants are more common in low-income
and ethnic minority areas and contribute to economic inequalities (Fleischhacker et al. 2011). The reasons such as
the limited time for fast-food consumption, the taste, the filling of the portions, the affordable price, the need to eat
fast due to the short lunch breaks for working individuals lead individuals to fast-food consumption (Bipasha &

Goon, 2013).
Obesity

According to the data announced by the World Health Organization, 38 million children under the age of 5 were
overweight or obese in the year 2019. While the rate of overweight and obesity among children and adolescents aged
5-19 was only 4% in 1975, this rate rose to over 18% in 2016. Following studies explaining the relationship of obesity
with health, there are studies that address obesity as a type of epidemic and emphasize its social multiplier effect
(Christakis & Fowler, 2007; Renna et al. 2008). In relevance to this, there are also studies on the effect of fast foods
on the rate of obesity among young generations. While some of the studies conducted show that there is a positive
effect between fast food and obesity epithemia (Anderson & Matsa, 2011), some studies have revealed opposite
results. Overweight and obesity are important risk factors for chronic diseases such as diabetes, cardiovascular
disease and cancer. Obesity has a measurable impact on physical and mental health, and the health-related quality of
life. It has the potential to cause psychosocial problems (Puder & Munsch, 2010). The cornerstone of the current
classification system for obesity is body mass index (BMI). However, like all anthropometric measurements, it is a
backup measure of body obesity (Prentice & Jebb, 2001). In adults, body mass index (BMI) calculated by dividing
body weight in kilograms by the square of length in meters is widely used; A body mass index of 25 + 30 is generally
considered overweight and 30+ is considered obese (Chinn & Rona, 2002). However, there are no equivalent
standards for school-age children (De Onis & Lobstein, 2010). The reason for this is the changing body shapes that
progress with normal growth. In addition, as a result of the measurement of body mass index, it is not possible to

distinguish between fat and lean mass and the result can increase obesity in muscular children (Dehghan, Akhtar-
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Danesh & Merchant, 2005). Different diagnostic methods such as weight in accordance with height, measurement of
skinfold thickness and body weight in relation to age are used in the identification of childhood obesity. Although
these measures reflect different aspects of body composition, they are moderately associated with body fat even in
growing children (Must & Strauss, 1999). According to the data published by Statistica (2019), the obesity rate
among kindergarten students (<5) is 5.9%; 20.6% among school-age (5-9) children; in adolescents / youth (10-19)
(17.3%) and in adults (18. +) 38,9%. While 1% of children and adolescents aged 5-19 were obese in 1975, it was
stated that more than 124 million children and adolescents were obese in 2016. In 2016, more than 1.9 billion adults
aged 18 and over were overweight, of whom over 650 million were obese. 39% of adults aged 18 and over were
overweight in 2016 and 13% were obese. The prevalence of obesity in the range of 0-5 years in Turkey, 8.5% in
2010, between 6-18 years of age while the prevalence of obesity was 8.2% (Ministry of Health, 2010). Although the
factors that because obesity are complex, especially food supply, eating behaviors, family work culture, socio-
economic situation, urban design and public policies clearly include new or changed interactions (Dixon, 2010).
Behavioral and emotional problems are found in most, if not all, obese children, more prevalent in clinical, treatment-
seeking instances. The emotional state of individuals contributes to physical and emotional well-being as well as

influencing behavior (Diener & Chan, 2011).

Methodology
Systematic Literature Review

“A systematic, explicit, [comprehensive,] and reproducible method for identifying, evaluating, and synthesizing
the existing body of completed and recorded work produced by researchers, scholars, and practitioners” (Fink,
2005; Okoli, 2015). Systematic literature reviews are concerned primarily with the problem of bringing together
research that may have been obtained using various techniques and using different databases (Brereton et al., 2007).
A systematic literatiire review process is formed three consecutive stages: planning,execution and result analysis
(Rouhani et al., 2015). Systematic literature reviews are related to the problem of aggregating empirical evidence

(Brereton et al., 2007).

Figure 1. Process of Systematic Literature Review

Step 1. Formulate the Problem

Planning the Review
Step 2. Develop and validate the review problem

Step 3. Search the Literature
Step 4. Screen for Inclusion
Step 5. Assess Quality

Conducting the Review
Step 6. Extract Data

T
502 Doty i e reow vt [N
-

| Sep3.Seh e Lieis
(St Seemrimiuin
Seosassauiy
T
Seo7 pne sz din

Step 7. Analyze and synthesize data

2444




Sarikaya, G.S. & Béliikbas, R. & Yazicioglu, . & Demirci, B. JOTAGS, 2021, 9(4)

Figure 1. Process of Systematic Literature Review (Continuation)

ot

Step 8. Report Findings
Reporting the Review

Reference: Xiao & Watson, 2019

Systematic literature reviews are exhaustive and can provide a means to figure out the best evidence available to
declare decisions, establish how much reliance we canplace on research findings, ascertain the consistence of findings

across studies, address specific questions, identify gaps in our knowledge (JindalSnape et al., 2020).

Search Strategy

Electronic databases form the predominant resource of published literature collections (Kiliglar vd., 2021). We
began the search process with databases include Google Scholar, JSTOR, Web of Science and Scopus. The reaching
database led to a large number of hits that exceeded were a mixture of scientific or unscientific publications. Many
of these publications were proceeding paper, meeting abstract and letter from different parts of the world. Therefore,

to provide a more targeted search for convenient scholarly works, we opted for publisher- specific databases.
Inclusion Criteria

We determined inclusion/exclusion criteria from our review in accordance with the systematic literature review
method to ensure the reproducibility of the results (Arun et al., 2021). This review has four inclusion criteria: a) full
text review, b) Open Access, c) studies in English, d) studies across all of the years covered in the searched databases
and e)focus on fast food and obesity. We had the following exclusion criteria: a) articles not in the English language,
b) articles without keywords and c) non-peer-reviewed articles, including books, book chapters, conference

proceedings, and other non-peer-reviewed articles.

The availability of the resultant depends on the specific parameters. Therefore, we applied the following inclusion
criteria: 1) Studies, with enough information concering methodological and research design parameters, were
provided. 2) Only scientific research studies were included in the final pool (Billore & Anisimova, 2021). After
assessing the papers against these criteria, the final data set comprised 59 relevant research papers. Studies examined
the issue of fast food and obesity, occupational health, social sciences and humanities, economics, business,
management. Our review is a combination of a domain- based review (Lisboa et al, 2010) and a framework- based
review (Levrat, lung & Crespo Marquez, 2008). To structure the tables, papers were reviewd through the lenses of
Callahan's (2014) and Billore, S., and Anisimova (2020) review format of 6 W— Who, When, What, Where, How
and Why. The obtained articles were scanned using the words "fast food", "fast food and obesity" and "fast food

consumption and obestiy" in the title, abstract and keywords.
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Table.1. Review format of 6 W

Who Who conducted the search for “data?”
When When were the data collected? Were all the data produced during a particular time frame?
Where Where were the data collected?
How were the data found? Did you conduct database searches? What other means
How did you use the literature on your topic?
What What did you find?
Why Why did you choose the works that were annexed in your final data set?

Reference: Callahan, 2014
Findings

We firstly started our analysis of examining the relationship between obesity and fast food with a tabular pre-
sentation of the selected research articles in Table 1. It reports on the perspective of What and answers the question
‘What do we know about relationship between obesity and fast food as an academic context? In Table 2, we address
the question ‘Where is the research happening?’ and list the geographical location of the studies. Table 3 reports on
the methods employed for the study and answers ‘HoW was the research conducted?’. Table 4 addresses the question
‘Why should academicians, practitioners and policymakers know more about relationship between obesity and fast
food?’ and lists the research objectives and findings. It also aspect of the gaps addressed and directions for future

research as underlined by each study.
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Table 2. List of scientific papers on relationship between obesity and fast food used in the literature review (1975-2021)

Citiation (Based
on Google
No. Journals Title References Scholar)
. . Fast Food Consumption and Increased Caloric Intake: A Systematic Review of

Al Obesity Review a Trajectory Towarr()is Weight Gain and Obesity Risk g Rosenheck, R. (2008) 756

A2 ii??ﬁ;;ﬂ;{ K’;;Eilt;f Behavioral Nutrition Are Fast Food Restaurants an Environmental Risk Factor for Obesity? Jeffery, R. W. Et al., (2006) 670

A3 American Journal of Public Health Proximity of Fast-Food Restaurants to Schools and Adolescent Obesity Davis, B., & Carpenter, C. (2009). 573

A4 ?:lliir;::an Lo Jomsielk BEmmuis The Eftect of Fast Food Restaurants on Obesity and Weight Gain. Currui, J, et al. (2010) 483
Exposure to Food Advertising on Television: Associations with Children's Fast

A5 Economics & Human Biology Food and Soft Drink Consumption and Obesity Andreyeva, T., Kelly, I. R., & Harris, J. L. (2011). 437
The Relationship Between Obesity and the Prevalence of Fast Food

A6 American Journal of Health Promotion Restaurants: State-Level Analysis Maddock, J. (2004) 380
Obesity and the Built Environment: Does the Density of Neighborhood Fast-

A7 American Journal of Health Promotion Food Outlets Matter? LI, Fuzhong, et al. (2009) 275

A8 Journal of public health policy Portion Sizes and Obesity: Responses of Fast-Food Companies Young, L. R., & Nestle, M. (2007). 231
Association of Fast Food Consumption with Energy Intake, Diet Quality, Body
Mass Index and the Risk of Obesity in a Representative Mediterranean

A9 British Journal of Nutrition, Population. Schréder, H., Fito, M., and Covas, M. 1. (2007). 207
Obesity under Affluence Varies by Welfare Regimes : The Effect of Fast Food,

Al0 Economics & Human Biology, Insecurity, and Inequality Offer, A., Pechey, R., & Uljjaszek, S. (2010). 188

All  Preventing Chronic Disease Fast-Food Consumption and Obesity Among Michigan Adults Anderson, B, et al. (2011) 187

The American Journal of clinical nutrition The Asso;iation of Fas.t Food ansumption with Poor Dietary Outcomes . . .
Al2 > and Obesity among Children: Is it the Fast Food or the Remainder of the Diet? Poti, J. M., Duffey, K. J., & Popkin, B. M. (2014). 180
. . .. Fast Food and Obesity: A Spatial Analysis in a large United Kingdom

N e Childrgl Ageg 13-15. g : ¢ Fraser, L. K., et a., (2012) 159
Governing Childhood Obesity: Framing Regulation of Fast Food Advertising in

Al4 Social Science & Medicine the Australian Print Media. Henderson, J. et al., (2009) 127

I it Joumal i EEatis Gy, Igililﬁ)gil;god Fast Food Outlets and Obesity in Children and Adults: The Craford, D. A etal. (2012) 125
The Association between the Geography of Fast Food Outlets and Childhood

Al6 Health & Place, Obesity Rates in Leeds, UK Fraser, L. K., & Edwards, K. L. (2010). 125
The Effect of Fast-Food Availability on Fast-Food Consumption and Obesity

Al7 Economics & Human Biology among Rural Residents: An Analysis by Race/Ethnicity. Dunn, R. A, Sharkey, J. R., & Horel, S. (2012). 114
The Effect of Fast-Food Availability on Obesity: An Analysis by Gender, Race,

Al8 American Journal of Agricultural Economics and Residential Location. Dunn, R. A. (2010). 108
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Table 2. List of scientific papers on relationship between obesity and fast food used in the literature review (1975-2021) (Continuation)

Citiation (Based
on Google
No. Journals Title References Scholar)
A19  Economics & Human Biology The Effect of Fast-Food Restaurants on Childhood Obesity: A School Level Analysis. Alviola IV, P. A., et al (2014) 99
Diet and Obesity in Los Angeles County 2007—2012: Is there a Measurable Effect of the
A20 Social Science & Medicine, 2008 “Fast-Food Ban™?. Sturm, R., & Hattori, A. (2015) 88
The American Journal of Clinical Does Neighborhood Fast-Food Outlet Exposure Amplify Inequalities in Diet and Obesity?
A21  Nutrition A Cross-Sectional Study Burgoine, T. (2016) 88
Garcia, G., Sunil, T. S., & Hinojosa, P.
A22  Obesity Surgery, The Fast Food and Obesity Link: Consumption Patterns and Severity of Obesity. (2012). 71
American Journal of Preventive
A23  Medicine Receptivity to Television Fast-Food Restaurant Marketing and Obesity among US youth. McClure, A. C. et al (2013) 64
Impacts of Fast Food and the Food Retail Environment on Overweight and Obesity in China: Zhang, X., van der Lans, 1., & Dagevos, H.
A24  Public Health Nutrition, A Multilevel Latent Class Cluster Approach (2012). 62
Childhood Obesity and Unhappiness: The Influence of Soft Drinks and Fast Food
A25  Journal of Happiness Studies, Consumption Chang, H. H., & Nayga, R. M. (2010). 62
Consumption of Takeaway and Fast Food in a Deprived Inner London Borough: are they Patterson, R., Risby, A., & Chan, M. Y.
A26 BMIJ Open Associated with Childhood Obesity? (2012). 59
Fast Food Consumption and its Associations with obesity and Hypertension among
Children: Results from the Baseline Data of the Childhood Obesity Study in China Mega-
A27 BMC Public Health Cities Zhao, Y., et al (2017) 56
'Globesization": Ecological Evidence on the Relationship between Fast Food Outlets De Vogli, R., Kouvonen, A., and Gimeno, D.
A28  Critical Public Health, and Obesity among 26 Advanced Economies (2011). 51
International Journal of Pediatric Mellor, J. M., Dolan, C. B., and Rapoport, R.
A29  Obesity, Child body Mass Index, Obesity, and Proximity to Fast Food Restaurants B. (2011) 50
American Journal of Health
A30 Promotion Local Concentration of Fast-Food Outlets Is Associated With Poor Nutrition and Obesity  Kruger, D. J., (2014) 48
Time Trends in Fast Food Consumption and Its Association with Obesity among Children in
A31 PLoS One, China Xue, H., et al. (2016) 47
A Social Connection Approach to Corporate Responsibility: The Case of the Fast-
A32 Business & Society Food Industry and Obesity Schrempf, J. (2014). 46
The Association Between Neighborhood Economic Hardship, the Retail Food
Environment, Fast Food Intake, and Obesity: Findings from the Survey of the Health of
A33  BMC Public Health Wisconsin Laxy, M.,et al (2015) 46
Journal of Behavioral Nutrition Examining the Interaction of Fast-Food Outlet Exposure and Income on Diet and Obesity:
A34 and Physical Activity Evidence from 51,361 UK Biobank Participants Burgoine, T, et al. (2018) 45
A35 Economics & Human Biology, Fast Food Prices, Obesity, and the Minimum Wage. Cotti, C., and Tefft, N. (2013). 44
Obesity and Fast Food in Urban Markets: A New Approach Using Geo-Referenced Micro Chen, S. E., Florax, R. J., &Snyder, S. D.
A36 Health economics Data (2013). 43
Obesity Research & Clinical
A37 Practice Obesity and the Effects of Choice at a Fast Food Restaurant Brindal, E., et al. (2008) 38
Newman, C. L., Howlett, E., & Burton, S.
A38 Journal of Business Research Implications of Fast Food Restaurant Concentration for Preschool-Aged Childhood Obesity (2014). 37
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Table 2. List of scientific papers on relationship between obesity and fast food used in the literature review (1975-2021) (Continuation)

Citiation (Based
No. Journals Title References on Googlr Scholar)
A39  Contemporary Economic Policy Television Viewing, Fast-Food Consumption, And Children’s Obesity. Chang, H. H., & Nayga Jr, R. M. (2009). 34
The American Journal of Clinical Higher densities of Fast-Food and Full-Service Restaurants are not
A40  Nutrition Associated with Obesity Prevalence Mazidi, M., & Speakman, J. R. (2017). 30
Overweight and Obesity: Can We Reconcile Evidence About
A41 Journal of Public Health Policy Supermarkets and Fast Food Retailers for Public Health Policy? Viola, D.,et al (2013) 26
Association between Full Service and Fast Food Restaurant Density,
A42  BMC Public Health Dietary Intake and Overweight/Obesity among Adults in Delhi, India Patel, O., et al (2018) 20
Association between Childhood Obesity and Neighbourhood Accessibility
to Fast-Food Outlets: A Nationwide 6-Year Follow-Up Study of 944,487
A43 Obesity Facts Children Hamano, T..et al (2017) 14
No Influence of Sugar, Snacks and Fast Food Intake on the Degree
A44  Pediatric Obesity of Obesity or Treatment Effect in Childhood Obesity Trier, C..et al (2016) 6
Neighborhood-Level Analysis on the Impact of Accessibility to Fast
A45  The American Journal of Medicine Food and Open Green Spaces on the Prevalence of Obesity Mylona, E. K.,et al (2020) 5
A46  Economics & Human Biology Do Fast Food Restaurants Surrounding Schools Affect Childhood Obesity  Asirvatham, J.,et al(2019) 5
Fast-food Outlet Availability and Obesity: Considering Variation by Age
Spatial and Spatio-Temporal and Methodological Diversity in 22,889 Yorkshire Health Study
A47  Epidemiology Participants. Hobbs, M. et al(2019) 4
Association of Overweight and Obesity with High Fast Food Consumption
A48  Ecology of food and nutrition by Gulf Cooperation Council Medical Students Ahmed, J., et al(2019) 4
Bulletin of Geography. Socio- Small-Area Variations in Overweight and Obesity in an Urban Area of
A49  economic Series, Nigeria: The Role of Fast Food Outlets Osayomi, T., & Orhiere, M. A. (2017). 4
Fast Food Outlets, Physical Activity Facilities, and Obesity among Adults:
A50  International Journal of Obesity A Nationwide Longitudinal Study from Sweden Okuyama, K. et al (2020) 3
Dietary Patterns Independent of Fast Food Are Associated
with Obesity among Korean Adults: Korea National Health and Nutrition
AS1 Nutrients Examination Survey 2010-2014 Kim, D. Y_,et al(2019) 3
Fast Food as Drivers for Overweight and Obesity among Urban School
AS2 Jurnal Gizi dan Pangan, Children at Jakarta, Indonesia Febriani, D., & Sudarti, T. (2019) 2
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This part of the research presents all papers of the resultant pool included in this literature review analysis. The
period consist of 1975— 2021. Callahan's (2014) ‘How’ corresponds to the Methodology. From the relationship
between obesity and fast food our review shows that different methodologies were applied such as mixed methods,
quantitative (cross- sectional surveys), econometric models, multivariate regression analyses and content analyses.
However, the method most used in the researches examined is regressinon analyses (29 articles). The most used

method after regression analysis is econometric analyse (5).

The sample groups of the studies are examined that adolescent (1), adult (22), older adult (1) and children(11)
groups are predominant. Adults were the focus population group of about twenty two articles either as children, or
as aadolescent or pregnant women. However in the articles two different geographies or contexts(e.g. home) were
used to characterized neighbourhood or the geo-graphical location of interest to affect fast food accessTo determine
the variables and research areas of the relevant articles the titles and the purposes of the researchs were examined.
For this purpose, a total of eight thematic areas were formed. These groups consist of: Fast-Food Restaurants and
Obesity Research (Rosenheck, 2008; Davis and Carpenter, 2009; Maddock, 2004; Anderson, 2011; Fraser, 2012;
Alviola et al., 2014; Garcia, Sunil and Hinojosa 2012; Xue et al., 2016; Brindal et al., 2008; Newman, Howlett and
Burton, 2014; Mazidi and Speakman, 2017; Patel et al., 2018; Mylona et al., 2020; Asirvatham et al., 2019; Kim et
al., 2019; Febriani and Sudarti, 2019; Currui, 2010), Fast Food Restaurants an Environmental Risk Factor for Obesity
(Jeffery et al, 2006; Andreyeva, Kelly and Harris, 2011; Laxy, et al., 2015; Chen, Florax and Snyder, 2013), Fast-
Food Outlets (Fuzhong, et al. 2009; Crawford et al., 2012; Fraser and Edwards, 2010; Burgoine, 2016; De Vogli,
Kouvonen and Gimeno, 2011; Kruger, 2014; Burgoine et al., 2018; Hamano et al., 2017; Hobbs, et al., 2019;
Osayomi and Orhiere, 2017; Okuyama et al., 2020), Fast-Food Companies (Young and Nestle, 2007; Schrempf,
2014; Offer, Pechey and Ulijaszek, 2010), Fast Food Consumption with Energy Intake, Diet Quality, Body Mass
Index(Schroder, Fito, and Covas, 2007; Poti, Duffey and Popkin, 2014; Sturm and Hattori 2015; Zhang, van der Lans
and Dagevos, 2012; Zhao et al., 2017; Mellor, Dolan and Rapoport, 2011; Viola et al., 2013; Trier et al., 2016; Ahmed
et al., 2019), Fast Food Consumption and Advirtising (Henderson, et al., 2009; McClure et al., 201; Chang and
Nayga, 2009), Fast-Food Consumption and Obesity among Rural Resident, by Gender, Race (Dunn, Sharkey and
Horel, 2012; Dunn, 2010; Febriani and Sudarti, 2019), Obesity and Emotions (Chang and Nayga, 2010; Patterson,
Risby and Chan 2012.) and finally Fast Food Prices (Cotti and Tefft, 2013). When the thematic areas are examined
fast food restaurants and obesity after fast-food outlets are predominant investigation areas. Considering the findings

obtained from the researches;
e Positive association between fast food consumption and obesity, weight, body mass index (A1, A2, A4, A9, A13,
A21, A26, A27, A29, A33, A34, AS52).
e Students or adults with fast-food restaurants near their schools more likely to be overweight (A3, A19, A30,
e Fast food advertising is significantly related to body mass index (AS5)
e Fast food outlets in the neighbourhood increases risk of obesity (A15, A16, A43, A47)

o There is a relationship between fast food consumption and socio-economic factors. (A23, A24, A34, A42,

Accessibility to fast food restaurants is associated with the presence of obesity (A45)
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Article No. Method Population Research Objective Findings
Al Systematic Literature Review Children and  Examine the association between fast food Association between fast food consumption and weight are
Adults consumption and caloric intake critical
A2 Quantative Research High Scholl Examine the "fast food" restaurants is associated Positive association between BMI and eating at fast food
Students with body weight. restaurants.
A3 Multivariate Regression Analyses Adolescent Examine the relationship between fast-food Students with fast-food restaurants near their schools more
restaurants near schools and obesity likely to be overweight.
A4 Econometric Analyses Young Teens  Invastigate changes in the supply of fast food Significant effect of affinity to fast food restaurant on the risk
and Pregnant  restaurants of obesity
Women
AS Regression Analyses Children Invastigate of food advertising on children's diet and Fast food advertising is significantly related to BMI.
diet-related health
A6 Multiple Hierarchal Regressions Examine the correlation between fast food Association between the number of residents per fast food
Analyses Adults restaurants and obesity on a state-wide basis. restaurant and the square miles.
A7 Examine in obesity among older adults relative to
Multilevel Logistic Regression Older Adults  the joint influences of density of neighborhood fast ~ Significant associations is found likelihood of being obese
food outlets
A8 Content Analyses Different Type Examine the fast-food chains compare Fast-food portions in the United States are larger than in
of Fast Food Europe
A9 Multilevel Logistic Regression Mediterranean Describe the association of fast food consumption Fast food consumption is associated with, poor diet quality and
Analysis Population with BMI, energy intake and diet quality. higher energy intake.
Al0 Regression Analyses Overweight Examine affluent countries prevalence of obesity The fast-food ‘shock’ impact is market-liberal countries.
Population
All Bivariate Analyses and Adults The main objective is examine the frequency and Positive association between fast-food consumption is across
Multivariate Logistic Regression characteristics of fast-food consumption . income and education.
Al2 Cluster Analysis, Multivariate Children Compare the independent associations with Diet is independently associated with overweight.
Logistic Regression overweight/obesity for fast food consumption
Al3 Spatial Analysis Children Invastigate the relationship between fast-food The consumption of fast food is associated BMI.
consumption and obesity
Al4 Content Analysis Children Media reporting of the regulation of fast food Fast food advertising to children is discussed in relation to
consumption ideas about governance.
AlS Bivariate Linear Regression Children Invastigateassociations between density of and Fast food outlets in the local neighbourhood increases risk of
proximity to fast food outlets and body weight obesity.
Al6 Correlation Analysis Children To analyse the association between childhood Positive correlation between density of fast food outlets and
overweight and obesity. higher deprivation
Al17 Empirical Analyses, Probit Adults Effect of fast-food availability on fast-food Fast-food consumption is positively associate with non-white

Analyses

consumption and obesity risk

rural residents
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Article Method Population Research Objective Findings
Code
Al8 Regressions Analysis Adults To investigate the effect of fast-food availability on weight Aavailability does not affect weight outcomes in rural
outcomes counties
A19 Regressions Analysis Children The main objective is examine the fast-food restaurants on Students with fast-food restaurants near their schools
school level obesity rates. more likely to be overweight.
A20 Multiple Regressions Adults Examine empirically the public health implications in Los No evidence that it resulted in improving the diet of
Analysis Angeles residents
A21 Linear and logistic Adults Observed differences in fast-food consumption and obesity by Fast-food consumption, higher BMI were associated
regression fast-food outlet. with lower educational levels.
A22 Logistic Regression Patients Eexamine behavioral factors associated with bariatric surgery Behavioral factors, fast food consumption influence on
patients higher levels of obesity.
A23 multivariate analysis Youth Examine the relationship between fast food advertisements and TV fast-food advertising, household income, TV time,
obesity and receptivity retained multivariate associations with
obesity.
A24 multilevel latent class Adults Examine the relationship consumer segments BMI and dietary Consumer segments associated with consumers’
cluster knowledge in China. dietary knowledge and sociodemographic variables.
A25 Econometric Analyses Children Examine the determinants of childhood obesity and children’s Fast food and soft drink consumption negatively
subjective wellbeing associated unhappiness.
A26 Descriptives Statistics Children To invastigate between the schoolchildren's consumption of fast BMI has a significantly inverse relationship to fast
food and takeaway outlets food
A27 Mixed Methods Students Examine risk factors for food consumption and associations with Fast food consumption and obesity high among in
health outcome major cities in China
A28 Multivariate linear Adults To investigate the relationship between the fast food restaurants ~ Subway's outlets is positively associated with the
regression and obesity. prevalence of obesity.
A29 Logistic Regression Students Examine the associations between body mass index (BMI) and
obesity, using full service restaurants to students' residences Fast-food restaurants more likely to be higher values of
BMI
A30 linear regressions Adults To investigate the relationship of the local availability of fast- Individuals who living in near proximity to fast-food
food restaurant locations with obesity. restaurants have higher BMI.
A3l linear regression Children Study the western fast food consumption and the association Fast food consumption has increased in Chinese
between obesity school-age children, especially medium-income
families
A32 Content Analyses Fast Food Chains Examination of how fast-food chains are socially connected to Fast food chains are increasingly assigned a
obesity responsibility for obesity
A33 Linear regression analysis Adults/Neightbourtd Aims to investigate the association between neighborhood-level Participants who they higher frequency of fast food
economic hardship, fast food consumption consumption were more likely to be obese
A34 Multivariable regression ~ Adults To investigate associations of neighbourhood fast-food outlet Income and fast-food proportion were independently,
exposure and household income systematically associated with BMI, body fat, obesity
A35 Regressions Analyses Adult Argue that fast food prices, conditional on income and Fast food price changes affect adult BMI or obesity

employment

prevalence.
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Table 3. Summary of analyses (Continuation)

Article Method Population Research Objective Findings
Code
A36 Econometric Analyses Adult To investigate relationship between features of the built Positive relationships between individual BMI values and the
environment and obesity in urban areas. density of fast-food restaurants.
A37 Descpritive Statistic Fast Food Chains Obesity and the effects of choice at a fast food restaurant Fast food chain patronage can affect energy intake by 50%.
A38 hierarchical regression Child Effects obesity rates associated with fast food restaurant, Adult obesity rate, illiteracy rate, median income are positively
analysis urbanization and consumer poverty. related to obesity
A39 Econometric Analyses Child Examine the effect of children’s TV viewing and fast-food Age is positively related to TV viewing hours and fast-food
consumption on obesity. consumption.
A40 sensitivity analysis/linear ~Adult Population-level association between fast food and calculated the Obesity prevalence is significantly negatively related to the
regression analyses proportion of calories consume. densities of bfast food restaurants.
A41 Network Adult
analyses/ecological Determine to fast food outlets and supermarkets associate with Positive relationships between supermarket access and obese
analyses overweight and obesity neighbors
A42 multinomial logistic Adult Assess the association of full service and fast food restaurant Sociodemographic characteristics are significantly associated
regression density with dietary intake fast food restaurant density
A43 Multilevel logistic Child Examine neighbourhood accessibility to fast-food outlets and Neighbourhood accessibility to fast-food outlets is associated
regression associate with obesity. with obesity.
A44 Regressions Analyses Child The aim of the study is to intake of candy, snacks or fast food was No associations between the baseline intake of candy, snacks,
associated with the of obesity. and fast food
A45 Spatial analysis/logistic ~ Adult Examined how accessibility to fast food restaurants and green Accessibility to fast food restaurants is associated with the
regression spaces is associated with obesity. presence of obesity.
A46 Econometric Analyses Child Examine the effect of restaurants around schools on children’s Restaurants have some effect on student BMI
BMI.
A47 Cross-Sectional Analysis Adult Investigate relationship between fast-food outlet and obesity Findings show that association between fast-food outlets and
obesity varies.
A48 Cross Sectional Analysis  Adult Examine association of overweight and obesity with fast food Main reasons for consuming fast foods is influencef of family
consumption. and friends
A49 Correlational Analysis Adult To determine the small-area variations in the prevalence of Fast food outlets was the only significant factor pattern of
overweight and obesity in an urban area. obesity
AS50 Sensitivity Analysis Adult Examined the longitudinal association between availability of fast- No meaningful associations between neighborhood fast-food
food outlets and physical activity facilities and the risk of obesity outlets or physical activity.
AS51 Multivariate logistic Korean Examined the independent associations of obesity with fast food
regression analysis Population consumption and dietary pattern. Not association between fast food consumer and
overweight/obesity
AS52 Logistic regression Children Analyse dominant factors associated with overweight and obesity Fast food consumption is a dominant factor associated with

overweight and obesity
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Conlusion

The number of fast-food restaurants have grown over the years. The total revenue of the fast-food restaurant
industry in the USA was reported to be $ 273 billion in 2019 (Statista, 2020). As stated by Ritzer and journalist
Thomas Friedman (2006) fast-food is not just a food consumption culture, it is an indicator of the American trade
and culture. Just by looking at whether or not any country has a McDonald's chain is sufficient enough to explain

this situation.

Numerous studies have shown that a higher density of fast food restaurants can be an environmental promoter of
obesity (Jeffrey & French 1998). As a result of this systematic literature review, most scientific research supports
this situation (Table 3). Fast food outlets increases risk of obesity ( Crawford et al., 2012; Fraser & Edwards, 2010;
Hamano et al., 2017). Fort his reason fast food enterprises establishment locations should be carefully selected. It is

important that they are not in particular near the school.

Fast food consumption is a phenomenon that has socio-economic aspects. Fast food is consumed by all socio-
economic. Socio-economic, characteristics of fast food included gender; age; household income, occupation, race-
ethnicity, and urbanization (Table 2). Achievement of major fast food chains has been their ability to objective
populations based upon demographic and socio-economic criteria (Melaniphy, 1992; Thornton, Bentley & Kavanagh,
2009). The consumption of food, including fast food, is the subject of research in different disciplines. One of these
disciplines is sociology. Pierre Bourdieu (1930-2002) was one of the sociologists who his theories applied in diffirent
areas one of those food studies. Distinction: A Social Critique of the Judgement of Taste is Bourdieu's (2010 [1979])
observed through eating practices and various types of foods. The different classifications given to food (such as
healthy food or unhealty food, organic food, fatty food and fast food) also correspond to a system used to classify
people (Sato et al., 2016). Some research examining the relationship between socio-economic factors and fast food
(Carvalho & Luz ; 2011; Sato et al., 2014) but it is not enough. If the number of these research is increased effective
policies can be developed in fast food consumption caused by obesity. Theories in sociology discipline such as

Bourdieu's should be evaluated for investigate relationship between obesit and fast food.

The dynamics of change in eating and drinking culture can be explained by the transformation of post-industrial
society in countries. Relationship between fast food-obesity can be examined with econometric analysis, however, it
should be investigated with different disciplines such as psychology and anthropology. The role of this situation in
the prevention of this global epidemic that we call obesity, can be demonstrated by addressing the issue with the slow

food trend that emerged over time against fast food nutrition and consumption habits.

In the studies that the relationship between fast food consumption and obesity is examined through TV advirtising
(Henderson, et al., 2009; McClure et al., 201; Chang & Nayga, 2009) show that advertising is significantly related to
body mass index. So that fast food advertising, can be rearranged at certain hours of the day. Especially should be

taken care of in the hours of children watching television.

Quick economic development, and the growth of global trade have accelerated changes in, the observed shift in
people’ s food consumption from a traditional diet for instance China (Wang et al., 2016; Wang et al., 2007) and the
number of fast-food restaurants have grown over the years. It can be achieved by alternative food to reduce this

consumption style. Alternative products should be developed for fast foods such as traditional fast food restaurants.
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The development of traditional fast food restaurant can be useful in terms of both health and economic development
of local people. Additionally traditional fast food restaurants affect the sustainability of local foods. Traditional fast
food outlets offer lots of chance for healthier fast food options than convenience stores (Creel et al., 2008). In line
with the results of the research, some suggestions can be made for future research on fast food and obesity. Conceptual
or theoretical framework for analyizng fast food and obesity synthesizing the individual, social, environmental
influences could strengthen the fast food circumference evidence base and develop the linkages between research
and effective interventions and policy initiatives. Additionally future research may find different concepts together
to address the multidimensional relationship between fast food and culture. Access to fast food can be viewed in

different ways from a socio-economic perspective.
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INTRODUCTION

Gastronomy, derived from the Greek words gastri (abdomen/stomach) and nomos (rule/regulation/management),
refers to the art of eating well (Oney, 2016; Celik, 2018). However, gastronomy is not only an art of eating, but also
consists of the interaction of each component of food and beverage with science, culture, and art (Hijalager &
Coriglia, 2000). As a matter of fact, most researchers (Santich, 2004; Zahari et al., 2009; Sarusik & Ozbay, 2015;
Aksoy & Sezgi, 2015) considered gastronomy as a branch of science as gastronomy is defined as a scientific branch
that is closely related to other disciplines including nutrition, psychology, sociology, biology, technology, physics,
and chemistry along with economic, regional, cultural, and historical components (Santich, 2007). In addition, it is
stated that elements such as food safety, food technology, food legislation, hygiene and sanitation are also a part of
gastronomy (Hegarty, 2011). In the light of these explanations, gastronomy, which is considered as a scientific branch
besides the art of eating, should also be included in education programs and importance should be given. As a matter
of fact, in the development of gastronomy and gastronomy tourism, which has an increasing importance throughout
the world, it is important to provide culinary education at the associate degree level, and gastronomy education at

undergraduate and graduate levels in terms of improving the sector's opportunities.

The fact that gastronomy is labor-intensive in practice necessitates that a large part of Gastronomy and Culinary
Arts education should be based on practice rather than theory. Programs offer new opportunities with education
where theory and practice are intertwined (Hegarty, 2011, p. 64). In order to take advantage of these opportunities,
Gastronomy and Culinary Arts undergraduate students are first taught methods on putting theory into practice. In this
way, graduating students can easily put the knowledge they have acquired into practice in their work life. In this
direction, gastronomy research can be shown as one of the main studies to eliminate the gap about what should be
done for turning theory into practice. Therefore, Gastronomy and Culinary Arts undergraduate education is shown
as a cognitive process based on manual skills with education and practices aimed at lifelong learning that enables
students to think critically, access information, improve their qualifications, learn to learn, and be entrepreneurial and

innovative (Hegarty, 2009, p. 14).

In Gastronomy and Culinary Arts graduate programs, comprehensive education is provided on examining the
change of food in the process, nutritional habits, current culinary trends and the formation of local cuisine identities,
revealing the link between food and culture, cost management in food and beverage businesses, new product
development, cost and efficiency relations, analyzing customer relations and service functions, and the importance
of gastronomy in sustainable tourism activities. Graduates of Gastronomy and Culinary Arts graduate programs are
expected to become experts who have developed themselves both in the fields of food and beverage and within the
academic structure by gaining the skills to access, gather, interpret, and evaluate information by using scientific

research methods related to gastronomy.

Studies on gastronomy education at the undergraduate level in Turkey (Gérkem & Sevim, 2016; Oney, 2016;
Akoglu, Cansizoglu, Orhan & Ozdemir, 2017; Giidek & Boylu, 2017; Sezen, 2018) were identified. However, as a
result of a thorough review of the literature, the fact that no study has been found that examines the universities
offering graduate gastronomy and culinary arts education, programs, and curricula increases the significance of this
study. The purpose of this study is to identify the programs that offer graduate education in the field of Gastronomy

and Culinary Arts in Turkey and to reveal the similarities and differences between the programs. In addition, it aims
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to offer recommendations by examining whether the graduate Gastronomy and Culinary Arts education has a

standard structure.
Gastronomy and Culinary Arts Education

Gastronomy education is provided as both formal and non-formal education in Turkey. While formal gastronomy
education is provided by secondary and higher education institutions, non-formal education is provided by the private
sector, or the public based on a certification basis (Yilmaz, 2019). Culinary education in Turkey started with non-
formal and secondary education in the 1960s and continued at the higher education level as associate degree in the
1980s and undergraduate education in the 2000s. Culinary education was in demand with the opening of culinary
departments at the associate degree level in universities. While 19 culinary departments provided education in 2010,
the number of programs increased significantly in 2015 (Gorkem & Sevim, 2016), and this number reached 110 in
2019 (Yilmaz, 2019). The aim of the gastronomy education provided in these programs is to develop qualified cooks

who are knowledgeable in Turkish and world cuisines and can speak a foreign language (Alicigiizel, 2012).

Turkey started gastronomy education at the undergraduate level with the Department of Gastronomy and Culinary
Arts opened in 2003 in Yeditepe University, a foundation institution, and Gazi University, a state institution, and
Nevsehir Haci Bektas Veli University in 2010, and this number has gradually increased in the following years
(Gorkem & Sevim, 2016). As of 2021, undergraduate level gastronomy and culinary arts education is offered in 86
universities, 52 of which are state and 34 are foundation/private (YOK ATLAS, 2021; OSYM, 2021). These programs
are higher education programs consisting of eight semesters and taught in faculties and colleges of universities. In
Turkey, gastronomy education at the undergraduate level is offered in tourism faculties, fine arts faculties, vocational
schools of applied sciences, tourism management and hotel management schools (Sengiin, 2017). Gastronomy and
Culinary Arts undergraduate programs provide an on opportunity to train chefs who can prepare foods from national
and international cuisines and who are candidates to become kitchen chefs and managers in the food and beverage
sector. Additionally, these programs contribute to increasing the number of qualified personnel in the accommodation

and food and beverage sectors that experience a shortage of qualified personnel.

Undergraduate Gastronomy and Culinary Arts education in Turkey is a higher education program consisting of
eight semesters and taught in faculties and vocational schools of universities. At the undergraduate level, students
who majored in social sciences in high school are admitted to Gastronomy and Culinary Arts programs. For graduate
education, there are master's (including non-thesis) and doctorate programs in the field of Gastronomy and Culinary
Arts. While Master's programs consist of three different programs that are: "Gastronomy and Culinary Arts",
"Gastronomy" and "Gastronomy and Culinary Culture," doctorate programs consist of two programs: "Gastronomy"
and "Gastronomy and Culinary Arts". When the web pages of the Social Sciences Institutes and Tourism Faculties
of the universities are examined, it was found that as of 2021 the number of universities offering Gastronomy and
Culinary thesis master’s programs is 31 while 12 universities offer non-thesis master’s programs, and 5 universities
offer doctorate programs in this field. The purpose of graduate education in gastronomy is to increase the quality and
number of scientific studies specific to the field of gastronomy, to meet the need for academic staff, and to train

successful managers for the sector (Lee, Kim & Ada, 2008; Yilmaz, 2019).
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The Purpose and Method of the Study

The purpose of this study is to determine the academic programs that offer graduate education in the field of
gastronomy and culinary arts in Turkey, to determine whether the postgraduate education provided in the field has
certain standards, originality, and competence, and to provide a general analysis of the current situation by examining

the course curricula of the programs.

This study is qualitative in nature and uses a document analysis approach. Document analysis includes an
examination of written materials containing information about the case or cases that are investigated (Yildinm &
Simsek, 2008, p. 217). All universities (state and foundation) offering postgraduate education in Turkey were
included in the study. A complete list of universities offering postgraduate education in the field of gastronomy could
not be found. Thus, first the institutions providing undergraduate education in this field were identified, and then the
websites of these institutions were examined to determine which ones provide graduate education. The data used in
the study were obtained by examining the higher education program atlas and the websites of the universities.
Faculties and colleges offering Gastronomy and Culinary Arts education at the graduate level in Turkey were
identified using the higher education program atlas and the YKS handbook of higher education programs and quotas
(OSYM) for 2021-2022. Information on whether the identified universities offer graduate education in the field of
Gastronomy and Culinary Arts was obtained through examining the websites of the Social Sciences Institutes of the
universities. For the application requirements and curricula of the Graduate Gastronomy and Culinary Arts programs,

the websites of the social sciences institutes of the relevant universities were reviewed.
Findings

Table 1. Universities offering Gastronomy and Culinary Arts Education at the Graduate Level

. . . . . Thesis/Non-
No University Public/Private | Institute | Department | Program Thesis/Doctorate Length
1 | Afyon Kocatepe U. Public ISS GCA GCA Thesis 4 Semesters
2 | Akdeniz U. Public ISS GCA GCA Thesis 4 Semesters
2 | Akdeniz U. Public ISS GCA GCA Doctorate 8 Semesters
3 Alanya Alaaddin Public LEE GCA GCA Thesis 4 Semesters
Keykubat U.
4 | Anadolu U. Public SBE GCA GCA Thesis 4 Semesters
5 Ankara Hac1. Public GEI GCA GCA Thesis 4 Semesters
Bayram Veli U.
5 Ankara Hac1. Public GEI GCA GCA Doctorate 8 Semesters
Bayram Veli U.
6 | Adnan Menderes U. Public ISS GCA GCA Thesis 4 Semesters
7 | Balikesir U. Public ISS GCA GCA Thesis 4 Semesters
7 | Balikesir U. Public ISS GCA GCA Non-thesis 2 Semesters
7 | Balikesir U. Public ISS GCA GCA Doctorate 8 Semesters
Bolu Abant Izzet . GEI GCA GCA Thesis 4 Semesters
8 Public
Baysal U.
Canakkale On Sekiz . GEI GCA GCA Thesis 4 Semesters
9 Public
Mart U.
Canakkale On Sekiz . GEI GCA GCA Non-thesis 2 Semesters
9 Public
Mart U.
10 | Dokuz Eyliil U. Public ISS GCA GCA Thesis 4 Semesters
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Table 1. Universities offering Gastronomy and Culinary Arts Education at the Graduate Level (Continuation)

11 | Eskigehir Osmangazi U. Public ISS GCA GCA Thesis 4 Semesters
12 | Gaziantep U. Public ISS GCA GCA Thesis 4 Semesters
13 | izmir Katip Celebi U. Public ISS GCA GCA Thesis 4 Semesters
13 | izmir Katip Celebi U. Public ISS GCA GCA Non-thesis 2 Semesters
14 | Karabiik U. Public ISS GCA GCA Thesis 4 Semesters
15 | Mardin Artuklu U. Public ISS GCA GCA Thesis 4 Semesters
16 | Mersin U. Public ISS GCA GCA Thesis 4 Semesters
17 | Necmettin Erbakan U. Public ISS GCA GCA Thesis 4 Semesters
17 | Necmettin Erbakan U. Public ISS GCA GCA Doctorate 8 Semesters
18 | Pamukkale U. Public ISS GCA GCA Thesis 4 Semesters

Sakarya Uygulamali Public GCA GCA Thesis 4 Semesters
19 o GEI

Bilimler U.
20 | Selguk U. Public ISS GCA GCA Thesis 4 Semesters
21 | Sivas Cumhuriyet U. Public ISS GCA GCA Thesis 4 Semesters
2 ?;;:}61 Hamdullah Emin Private GEI GCA GCA Thesis 4 Semesters
23 | Baskent U. Private ISS GCA GCA Thesis 4 Semesters
23 | Bagkent U. Private ISS GCA GCA Non-thesis -
24 | istanbul Ayvansaray U. Private GEI GCA GCA Thesis 4 Semesters
24 | Istanbul Ayvansaray U. Private GEI GCA GCA Non-thesis -
25 | istanbul Gedik U. Private GEI GCA GCA Thesis 4 Semesters
25 | Istanbul Gedik U. Private GEI GCA GCA Non-thesis -
26 | Istanbul Gelisim U. Private GEI GCA G Thesis 4 Semesters
26 | Istanbul Gelisim U. Private GEI GCA G Non-thesis -
26 | Istanbul Gelisim U. Private GEI GCA G Doctorate 8 Semesters
27 | Istanbul Kent U. Private GEI GCA GCA Thesis -
27 | Istanbul Kent U. Private GEI GCA GCA Non-thesis -
28 | istanbul Okan U. Private GEI GCA G Thesis 3 Semesters
28 | Istanbul Okan U. Private GEI GCA G Non-thesis -
29 | Kapadokya U. Private GERI GCA GCA Thesis 4 Semesters
29 | Kapadokya U. Private GERI GCA GCA Non-thesis 2 Semesters
30 | Nisantast U. Private GEI GCA GCA Thesis 4 Semesters
30 | Nisantas1 U. Private GEI GCA GCA Non-thesis 2 Semesters
31 | Yeditepe U. Private ISS GCA GCC Thesis -
31 | Yeditepe U. Private ISS GCA GCC Non-thesis -

ISS: Institute of Social Sciences, GEI: Graduate Education Institute, GERI: Graduate Education and Research Institute, GCA:
Gastronomy and Culinary Arts, G: Gastronomy, GCC: Gastronomy and Culinary Culture

Source: University Websites, 2021

In Table 1 the universities that offer Gastronomy and Culinary Arts education at the graduate level are shown.
When the Gastronomy and Culinary Arts graduate programs for the 2021-2022 academic year were examined, it was
found that graduate education is offered in 31 universities, 21 of which are public universities and 10 are private
universities. In these universities, education is provided in the same department (gastronomy and culinary arts), but

under the name of three different programs (gastronomy, gastronomy and culinary arts, gastronomy, and culinary
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culture). These universities have a total of 5 doctoral programs, 12 non-thesis master's programs and 31 thesis master's

programs.

Table 2: Information on Admission Requirements for Master’s Programs with Thesis in Universities Offering

Graduate Gastronomy and Culinary Arts Education

No University Progr | Ales Score | Foreign GPA Admission Requirements
am /Type Language
Bachelor’s degree in one of the following
i ) programs: Gastronomy, Gastronomy and Culinary
I | Afyon Kocatepe U. | GCA Verbal Arts, Food and Beverage Management or Home
Economics and Nutrition Instruction.
Having
taken the Bachelor’s degree in Gastron d Culi
2 Akdeniz U. GCA | Verbal/55 foreign - chelor's degree Arts onomyand L-utnary
language S
exam
Alanya Alaaddin Bachelor’s degree in Gastronomy and Culinart
3 Keykubat U. GCA | Verbal/60 40 ) Arts, Food and Beverage Management
4 Anadolu U. GCA Verbal 50 ) Bachelor’s degree in gast.ronomy and culinary arts
or equivalent
Ankara Hac1 ..
5 Bayram Veli U. GCA 55 - - No Pre-requisites
Adnan Menderes Equal ) .
6 U GCA Weight/55 - - Bachelor’s degree from Tourism Department
Bachelor’s degree in gastronomy, gastronomy and
culinary arts. Food and beverage management,
tourism management, gastronomy and food-
7 Balikesir U. GCA Verbal 40 - beverage management, culinary arts and
management, food-beverage management, tourism
and hotel management, Food engineering-
accomodation management and relevant fields
Bolu Abant izzet Bachelor’s degree in gastronomy and culinary arts
8 Baysal U. GCA | Verbal /53 i 60 or any other field related to tourism.
Canakkale On Bachelor’s degree in gastronomy and culinary arts
? Sekiz Mart U. GCA | Verbal /53 40 ) or any other field related to tourism.
10 Dokuz Eyliil U. GCA | Verbal /55 50 ) Bachelor’s degree in gastronomy apd culinary arts,
food and beverage services.
Eskisehir No
1 Osmangazi U. GCA information ) ) )
Bachelor’s degree in gastronomy and culinary arts,
having graduated from gastronomy and culinary
arts, gastronomy, culinary arts management, food-
12 Gaziantep U. GCA | Verbal /55 - - beverage management, food engineering, Nutrition
and dietetics, Biology, Chemistry, Agricultural
biotechnology programs of relevant departments
and vocational schools.
Bacheloer’s degree in gastronomy and culinary
_ arts, food and beverage management, culinary arts
13 [zmir Katip Celebi GCA | Verbal /60 50 ) and management, gastronomy and food-beverage
U. management, food-beverage management or
equivalent programs acknowledged by the Higher
Education Council.
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Table 2: Information on Admission Requirements for Master’s Programs with Thesis in Universities Offering
Graduate Gastronomy and Culinary Arts Education (Continuation)

Bachelor’s degree in gastronomy, gastronomy and
culinary arts, gastronomy and culinary
14 Karabiik U. GCA | Verbal /55 50 ] management, tourism management, food and
beverage management, food engineering, nutrition
and dietetics.
Bachelor’s degree in gastronomy and culinary arts
15 | Mardin Artuklu U. | GCA | Verbal /55 - - and bachelor’s degree in one of the programs of
Tourism Faculty/Vocational School
Having graduated from gastronomy, gastronomy
16 Mersin U. GCA | Verbal /55 50 - and culinary arts, food engineering or nutrition and
dietetics programs.
17 Necmettin Erbakan GCA | Verbal /55 50 ) Bachelor’s degree in gastronomy and culinary arts
U. or food and beverage management.
18 Pamukkale U. GCA | Verbal /60 40 ) Bachelor’s degree in gastronomy and culinary arts
or food and beverage management.
Bachelor’s degree in gastronomy and culinary arts,
Sakarya food and beverage management, tourism
19 Uygulamali GCA | Verbal /55 - - management, food enginerring, nutrition and
Bilimler U. dietetics (Dietician), Home Economics and
Nutrition Instruction.
20 Selguk U. GCA - - - -
71 Sivas Cumhuriyet GCA | Verbal /55 ) 55 Bachelor’s degree in gastronomy and culinary arts
U. or food and beverage management.
22 Alanyg Hamdullah GCA | Verbal /55 - - Bachelor’s degree.
Emin Paga U.
23 Baskent U. GCA 55 ) ) Bachelor’s degree in any field is sufficient to apply
for the program.
24 Istanbul GCA 55 - - Bachelor’s degree.
Ayvansaray U.
Individuals with a bachelor’s degree in gastronomy
and culinary arts, gastronomy, food and beverage
management or tourism management will be
_ accepted without having to enroll scientific
25 | Istanbul Gedik U. | GCA 55 - - preparation program. Individuals with a bachelor’s
degree in business, food engineering and any other
relevant field will be accepted with the condition of
enrolling in the scientific preparation program if
deemed necessary.
26 | Istanbul Gelisim U. | GCA - - - -
27 Istanbul Kent U. GCA | Verbal /55 Bachelor’s degree.
28 | istanbul Okan U. | GCA | Verbal /55 - - Bachelor’s degree.
Bachelor’s degree in gastronomy and culinary arts,
food and beverage management or any field other
29 Kapadokya U. GCA | Verbal /55 - - than gastronomy and culinary arts and food and
beverage management.
Having completed or close to completion a
30 Nisantas1 U. GCA | Verbal /55 - - Bachelor’s degree in a field relevant to the field of
program applied.
31 Yeditepe U. GCA - - - -

Ales: Academic Graduate Education Examination

Source: University Websites, 2021

Application requirements for the Gastronomy and Culinary Arts thesis master's program are explained in Table

2. Gastronomy and Culinary Arts thesis master’s programs are offered in 31 universities. Regarding the admission
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requirements, only Akdeniz University requires a bachelor's degree in Gastronomy and Culinary Arts. In 19
universities, as an alternative to the requirement of a bachelor’s degree in Gastronomy and Culinary Arts, a bachelor’s
degree in "Food and Beverage Management", "Tourism Management", "Tourism and Hotel Management", "Food
Engineering", "Home Economics and Nutrition Instruction", "Nutrition and Dietetics", "Biology", "Chemistry", or

"Agricultural Biotechnology" has been introduced.

Adnan Menderes University requires a degree obtained from a ‘Faculty of Tourism’. Ankara Haci Bayram Veli
University does not have any prerequisites in terms of the field of the bachelor’s degree obtained. While Alanya
Hamdullah Emin Pasa University, Baskent University, Istanbul Ayvansaray University, Istanbul Kent University,
and Istanbul Gelisim University have a bachelor's degree requirement from any department, the remaining

universities did not specify any conditions regarding the admission requirements.

In 27 of the thesis master's programs, verbal and equal weight scores are required. There is no information
available for the other four universities. The minimum requirement for ALES scores varies between 55 and 60. 11
universities have a foreign language requirement. The minimum score for foreign language requirement is between
40 and 50.

Table 3. Information on Non-Thesis Master's Admission Requirements at Universities Offering Graduate
Gastronomy and Culinary Arts Education

Ales Score Foreign

No University Program Admission Requirements
Type Language
1 Balikesir U. GCA - - Bachelor’s Degree.
2 Canakﬁallit%n Sekiz GCA - - Bachelor’s degree/Vocational school degree
3 | Izmir Katip Celebi U. GCA - - Bachelor’s degree.
4 Bagkent U. GCA - - Bachelor’s degree/Vocational school degree.
5 Istanbul /[%Jyvansaray GCA - - Bachelor’s degree/Vocational school degree.

Bachelor’s degree in gastronomy and culinary arts,
gastronomy, food and beverage management or
tourism management. Applicants with a bachelor’s

6 Istanbul Gedik U. GCA - - degree in business and food engineering, and in
other areas relevant tot the field will be admitted
with the condition to enroll in the scientific
preparation program if deemed necessary.

7 Istanbul Gelisim U. GCA - - -
8 Istanbul Kent U. GCA - - Bachelor’s degree
9 Istanbul Okan U. GCA - - -

Bachelor’s degree in gastronomy and culinary arts,

food and beverage management, or in a different
10 Kapadokya U. GCA - - field other than gastronomy and culinary arts, and
food and beverage management.

11 Nisantagt U. GCA - - -
12 Yeditepe U. GCA - - -

Source: University Websites, 2021

Information on the admission requirements for the Gastronomy and Culinary Arts non-thesis master's programs
are provided in Table 3. There are non-thesis master's programs in Gastronomy and Culinary Arts in 12 universities,
all of which are public. None of the universities have requirements of ALES score and foreign language in their
admission requirements. Of the 12 universities in question, only Istanbul Gedik University and Kapadokya University

require a bachelor's degree in Gastronomy and Culinary Arts or Food and Beverage Management.
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Table 4. Information on Doctorate Degree Admission Requirements at Universities Offering Graduate Gastronomy

and Culinary Arts Education

N University | Program Ales Score Foreign GPA Admission Requirements

0 and Type Language

1 | Akdeniz U. GCA Verbal /60 55 Master’s (with thesis) degree in tgurlsm

management or gastronomy and culinary arts.

Ankara

5 Haci GCA Verbal /55 55 3.00 Master’s degree in gastronomy and culinary
Bayram arts.
Veli U.

Master’s degree in gastronomy, gastronomy
and culinary arts, food and beverage
management, tourism management,
gastronomy and food and beverage

3 | Balikesir U. GCA - 55 management, culinary arts and management,

food and beverage management, tourism and

hotel management, tourism and
accommodation management and relevant
fields.

4 Necmettin GCA Verbal /65 55 ) Master’s degree in gastronomy and culinary
Erbakan U. arts.
[stanbul
> | Gelisimu, | 9CA - - - -

Source: University Websites, 2021

Table 4 provides information on the doctoral admission requirements of universities that offer Gastronomy and
Culinary Arts education at the graduate level. As shown in the table, only five universities offer a doctorate program
in Gastronomy and Culinary Arts. The document analysis revealed that three of those five universities have an
admission requirement of an ALES score between 55 and 65. While four universities require a minimum score of 55
in the foreign language exam, only Ankara Haci Bayram Veli University requires a GPA of 3.00 in master’s in
addition to the foreign language score. Necmettin Erbakan University and Ankara Hacit Bayram Veli University
require a graduate degree in Gastronomy and Culinary Arts. Akdeniz University and Balikesir University require a
master’s degree in ‘Tourism Management’, ‘Food and Beverage Management’, ‘Gastronomy and Food and Beverage
Management’, or ‘Culinary Arts and Management’ as an alternative to the requirement of a master’s degree in

Gastronomy and Culinary Arts.
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Table 5: Required Courses in the Gastronomy and Culinary Arts Thesis Master's Program

Courses AKU AU ALKU HBV | ADU BAUN | BAIBU | COMU DEU OGU | MAU PAU SUBU | AHEP BU ASU ou NU

}S{‘;‘:;’;rlcﬁ}f Qual. Scien. | Qual. Qual. Qual. | Res. Qual. | Qual. | Res.
v v v v v | Res. Res. Res. 4 v | Res. v | Res. Meth. v | Res. Res. Presen.

E/{Etil;(s)ds and Meth. Tech. Meth. Meth. Meth. Tech. Meth. Meth. Tech.

Thesis Thesis
Preparation v Wr.
Study Tech.

Specialization v v v v v v v v v v v
Course

Seminar v

Supervision

ANRNANERN

Statistics

Gastronomy v v
Science

Nutrition Science v v
and Health

Food Safety and v v
Sanitation

Food and
Beverage v v v
Management

Kitchen and
Service v v
Management

Introduction to
Food and v
Beverage Mgmt

Shelf Life in P
Foods.

Gastronomy P
History Studies.

Sensory Analysis v
in Gastronomy

Information
Systems in Food v
and Beverage

Establishments

AKU: Afyonkarahisar U., AU: Akdeniz U., ALKU: Alanya Alaaddin Keykubat U., HBV: Hac1 Bayram Veli U., ADU: Adnan Menderes U., BAUN: Balikesir U., BAIBU: Bolu Abant izzet Baysal U., COMU:
Canakkale Onsekiz Mart U., DEU: Dokuz Eyliil U., OGU: Osmangazi U., MAU: Mardin Artuklu U., GAUN: Gaziantep U., PAU: Pamukkale U., SUBU: Sakarya Uygulamali Bilimler U., AHEP: Hamdullah
Emin Paga U., BU: Bagkent U., ASU: Ayvansaray U., OU: Okan U., NU: Nisantas1 U.

Source: University Websites, 20
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Table 5 shows the required courses of the Gastronomy and Culinary Arts thesis master's programs. There are
thesis master's programs in a total of 18 universities, 13 of which are public and 5 are private universities.
Accordingly, 16 different required courses were identified in the Gastronomy and Culinary Arts thesis master's
programs. Program course names vary between universities which is why the courses that are considered to be within
the scope of each other are gathered under the same course. Scientific Research Methods and Ethics courses are
offered in all 18 universities. Seminar courses are offered at 16 universities, Specialization courses at 12 universities,
Supervision at 3 universities (may vary), Food and Beverage Management at 3 universities, Thesis Preparation Study,
Statistics, Gastronomy Science, Nutrition Science and Health, Food Safety and Sanitation, and Kitchen and Service
Management courses are offered at 2 universities (may vary). In one university (it may vary), courses such as
Introduction to Food and Beverage Management, Shelf Life in Foods, Gastronomy History Studies, Sensory Analysis

in Gastronomy and Information Systems in Food and Beverage Businesses are offered.

Table 6. Required Courses of the Gastronomy and Culinary Arts Non-Thesis Master's Program

Courses Baskent U. Istanbul Ayvansaray U. Nisantag1 U.
Scientific Researf:h Methods v v Research Presentation and Methods
and Ethics
Seminar v v
Gastronomy Science v

Source: University Websites, 2021

Table 6 shows the required courses of the Gastronomy and Culinary Arts non-thesis master's programs. Although
there are non-thesis master's programs in 12 universities in total, information about the required courses of the non-
thesis master's program is available on the websites of only three universities. Accordingly, three different required
courses were identified in the Gastronomy and Culinary Arts non-thesis master's programs. Scientific Research
Methods and Ethics course is required in all three universities. While the seminar course is required in two

universities, the Gastronomy Science course is offered as a required course in only one university.

Table 7. Required Courses of the Gastronomy and Culinary Arts Doctorate Program

Courses Akdeniz U. AnkaraV}i;iic;JBayram Balikesir U. Istanbul Gelisim U.
Advanced Research v v Social Sciences Social Sciences Research
Methods and Ethics Research Methods and Design Methods

Supervision v
Specialization Course v v
Seminar v v v v

Source: University Websites, 2021

Table 7 shows the required courses in the Gastronomy and Culinary Arts doctoral program in five universities.
Accordingly, 4 different required courses were identified in the Gastronomy and Culinary Arts doctoral programs.
In the document analysis completed for the Necmettin Erbakan University, no information on required courses was
found. Akdeniz University specifies four different courses as required. The required courses of the doctoral program

of the other three universities vary as indicated in the table.

In terms of the elective courses of the thesis master’s programs in Gastronomy and Culinary Arts, the document
analysis resulted in information collected from a total of 18 universities. 40 different elective courses are offered in
these 18 universities. Out of 40 elective courses, Gastronomy and Tourism (11 universities), Food Anthropology and

Sociology (11 universities), Menu Management (10 universities) and Cost Management in Food and Beverage
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Businesses courses are offered the most. Among the elective courses, the least offered courses are Wine Tourism,
Kitchen Design, Gastronomy Web Design, Gastronomic Identity and Destination Development, Education
Management in Gastronomy, Gastronomy and Culinary Culture, Management and Leadership, Basic Cooking

Methods, French, Italian and Spanish Cuisine. Each of these elective courses is offered in only one university.

When the elective courses of the Gastronomy and Culinary Arts non-thesis master's program were examined,
information was collected from a total of three universities in the document analysis. 17 different elective courses
are offered in these three universities. Three universities offer 17 different elective courses, mostly Turkish World
Culinary Culture Field Studies (3 universities), Product Development and Sensory Analysis in Gastronomy (2

universities), Gastronomy and Tourism (2 universities), and Nutrition and Health (2 universities).

Lastly, when the elective courses of the Gastronomy and Culinary Arts doctorate program were examined,
information on the elective courses of the doctoral programs was collected from four universities. The total number
of elective courses in the Gastronomy and Culinary Arts doctoral programs of four universities is 25. Among these
courses, Gastronomy Studies (3 universities), Turkish Culinary Culture and Research (3 universities) are offered the

most.
Conclusion

In the fall semester of the 2021-2022 academic year in Turkey, Gastronomy and Culinary Arts graduate education
is offered in 31 different universities in the same department (gastronomy and culinary arts), but under three different
program names that are: “Gastronomy and Culinary Arts”, “Gastronomy and Culinary Culture” and “Gastronomy”.
The fact that the majority of the program names are Gastronomy and Culinary Arts can be considered as an indication

that the field-specific terminology part is almost certain.

When the thesis master's programs are examined, in terms of application requirements for the field of Gastronomy
and Culinary Arts, it can be said that the Gastronomy and Culinary Arts thesis master's programs of Bolu Abant Izzet
Baysal University, Canakkale Onsekiz Mart University, Dokuz Eyliil University, Necmettin Erbakan University,

Pamukkale University and Sivas Cumhuriyet University are similar and more oriented towards the profession.

When the required courses of the Gastronomy and Culinary Arts thesis master's program are examined, it is seen
that the course curricula of Afyonkarahisar University, Akdeniz University, Dokuz Eyliil University and Mardin
Artuklu University are similar. When non-thesis master's programs are examined, it is seen that Istanbul Gedik

University and Kapadokya University are similar in terms of application requirements.

In terms of course curricula, it was concluded that two of the three private universities (Baskent University and
Ayvansaray University) are similar to each other in terms of the Gastronomy and Culinary Arts non-thesis master's

program.

When the Gastronomy and Culinary Arts doctorate programs are examined, the application requirements of four
universities out of a total of five universities were obtained. These four universities also presented the admission

requirements for the field. In terms of course curricula, the required courses of the four universities are similar.

2473



Derinalp Canakgi, S. JOTAGS, 2021, 9(4)
Evaluation and Recommendations

31 universities offer thesis master's programs and 12 universities offer non-thesis master's programs in
Gastronomy and Culinary Arts in Turkey. Among the admission requirements, only Akdeniz University requires a
bachelor’s degree in Gastronomy and Culinary Arts as admission requirements. However, as an alternative to the
bachelor’s degree requirement in Gastronomy and Culinary Arts in the admission requirements of 19 universities for
thesis master's programs, a bachelor’s degree requirement in "Food and Beverage Management”, "Tourism
Management", "Tourism Management and Hotel Management”, "Food Engineering", "Family Economics and
Nutrition Teaching", ‘“Nutrition and Dietetics”, “Biology”, “Chemistry”, “Agricultural Biotechnology” was
introduced. For non-thesis master's degree, out of 12 universities only Istanbul Gedik University and Kapadokya
University require a bachelor's degree requirement in fields including Gastronomy and Culinary Arts or Food and
Beverage Management as an alternative. The application of all graduates of the said alternative programs is seen as
a disadvantage for applicants with a bachelor’s degree in Gastronomy and Culinary Arts. With this approach, the
number of candidates with a degree in programs other than Gastronomy and Culinary Arts increases the number of

applicants to the Gastronomy and Culinary Arts thesis/non-thesis master's programs.

Alanya Hamdullah Emin Pasa University, Baskent University, Istanbul Ayvansaray University, Istanbul Kent
University, and Istanbul Gelisim University consider a bachelor’s degree in any program sufficient for applications.
While this makes it easier for individuals who do not have a background in gastronomy or tourism to apply to these

programs, it also creates an unfair application system for Gastronomy and Culinary Arts graduates.

While ALES (Academic Graduate Education Examination) score type varies as EA (equal weight) and verbal in
the application requirements for thesis master’s programs, there is no requirement for the ALES score in the non-
thesis master's application requirements. Gastronomy and Culinary Arts programs accept students with their verbal
score in YKS (Higher Education Institution Exams). The inclusion of equal weight score as ALES score type in the
application requirements of the graduate department seems to be another disadvantage and shows that a standard
score type for the department has not been determined yet. Considering that the quantitative score in the YKS is taken
as a basis for admissions to fields such as Food Engineering, Chemistry, Biology, etc., it is thought that it is possible
for graduates of these programs to score higher in the verbal and equal weight score type, thus lowering the
application rankings of Gastronomy and Culinary Arts graduates. In such a case, it is considered necessary and
mandatory to take the ALES verbal score type as a basis in addition to the Gastronomy and Culinary Arts degree

requirement in the graduate application requirements for thesis- and /non-thesis master’s programs.

There are five universities in Turkey offering doctoral programs in Gastronomy and Culinary Arts. No information
was found on the application requirements for those PhD programs at Istanbul Geligim University. On the other hand,
three universities require verbal scores in ALES. While four universities require at least 55 points in foreign language
exam, only Ankara Hact Bayram Veli University requires a master’s degree with a grade point average (3.00).
Necmettin Erbakan University and Ankara Haci Bayram Veli University require a master’s degree in Gastronomy
and Culinary Arts. It was determined that the application requirements for doctoral programs are more field-oriented

compared to the application requirements for thesis/non-thesis master’s programs in Gastronomy and Culinary Arts.

16 different required courses were identified in the thesis master’s program in Gastronomy and Culinary Arts.
The fact that there are so many courses in number can be shown as a sign that there is no standard within the scope
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of required courses. Research Methods and Ethics courses are required in all 18 universities. It is noteworthy that
required courses such as Gastronomy Science, Introduction to Food and Beverage, Gastronomy History Studies are
offered in only one or two universities. When the elective courses within the scope of the thesis master's programs
are examined, it was determined that the courses that are mostly offered out of 40 different elective courses are
Gastronomy and Tourism, Food Anthropology and Sociology, Menu Management and Cost Management in Food
and Beverage Businesses. In addition, it can be concluded that the reason why the number of elective courses is so
high is that it is a continuation of the undergraduate level Gastronomy and Culinary Arts education process. In fact,
it gives the impression that the courses in question are determined according to the preferences of the lecturers who

will teach the course, rather than the educational needs of the department.

There are three required courses in the non-thesis master’s program in Gastronomy and Culinary Arts. Scientific
Research Methods and Ethics courses are offered at three universities. When the elective courses were examined, it
was determined that there were 17 different courses and that Turkish World Culinary Culture Field Studies course

was taught the most out of 17 different elective courses.

When the elective courses in the thesis and non-thesis master's programs were examined, it was revealed that most
of the courses are field-oriented, and some of them are similar to the undergraduate level courses. Although it is an
important positive finding that most elective courses are related to the field, the fact that the undergraduate level

courses are in the curriculum does not fit the purpose of the program.

There are 57 elective courses in total with 40 in Gastronomy and Culinary Arts thesis master's programs and 17
in non-thesis master's programs. The majority of the courses included in the elective courses are seen as the courses
that should be included in required courses. In particular, the lack of a clear course pool and the lack of selection of
basic courses in the program where graduates from different fields do their thesis/non-thesis masters can cause

negative results in graduate education.

Four different required courses were determined in four of the Gastronomy and Culinary Arts doctorate programs
in five universities in Turkey (information about the other university could not be obtained). Of the four required
courses, “Advanced Scientific Research Techniques and Ethics” and “Seminar” are required at all four universities.
The elective courses of the Gastronomy and Culinary Arts doctoral programs are 25 in total. The "Gastronomy

Research" and "Turkish Culinary Culture and Research" courses are the courses that are taught the most.
ry g

In this study examining Gastronomy and Culinary Arts graduate programs in the 2021-2022 academic year,
recommendations are provided for relevant institutions and organizations. The most important recommendation is to
prevent injustice regarding the terms and conditions of application. For this, it is important to standardize the
application conditions for all universities, and to set the ALES score type requirement as a verbal score type as
required in the entrance to the Gastronomy and Culinary Arts undergraduate programs. Another suggestion relates
to the program names. Although the majority of the program names are "Gastronomy and Culinary Arts", this is not
true for all universities. It is important to ensure the accuracy of the terminology part for the field. Lastly, it is

recommended to determine and standardize both master's and doctoral program courses in the same way.
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INTRODUCTION

Today, as a result of changing consumption habits, it has been observed that cultural and traditional values
constitute a field of activity in tourism sector. The promotion of local products and giving them prominence make an
important contribution to the tourism sector (Yenipinar et al., 2014). Highlighting the local products ensures the
recognition and usage of the local cuisine. What’s more, the local products are considered to be the elements of
attraction for local and foreign tourists visiting the region (Kizilirmak et al., 2014). Regional dishes are of great
importance in terms of representing a region. The local dishes are defined as the dishes that are held superior to other
dishes and that have become a tradition and are mostly prepared by the public on special occasions. As a result of a
study that was carried out by Ankara Patent Office and ATO (Ankara Chamber of Commerce) it has been stated that
there are 2205 kinds of products that can be classified as regional. In regional diversity there are various factors such
as geographical location, historical phases, ethnic structures, beliefs, economic and cultural relations of the region

(Atonet, 2018; Hatipoglu et al., 2013).

Many products with local characteristics have taken their place in Turkish cuisine. Besides local products, meat
products are important for Turkish cuisine, as well. Throughout history, Turkish people have gladly consumed the
meals that are made with meat and meat products. Doner kebab and some other different kinds of kebabs that come
out as a result of this consumption habit have been consumed with Turkish names in many parts of the world. As for
the word kebab, it is a Persian word. In some of the sources it’s thought to have come from Arabic word “kebbeb”.
Its meaning is reported as meat cooked by fire or over fire (Erbay, 2006, p. 91; Erdem, 2008, p. 116). There is no
specific information about where the kebab first came from. However, in some sources, it is reported that the traces
of kebab were found in Anatolia for the first time. Anatolia’s being home to many civilizations reinforces this view.
around 180 bread and pastry names as well as kebab names and recipes can be seen in the inscriptions from the
Hittites, who lived in Anatolia. When we go further, it can be said that kebab has been made since the discovery of
fire as it is a product cooked on fire (Erbay, 2006, p. 91). Especially in the cookbooks written in the 1900s, it is
mentioned that the oven kebabs made from duck and goose meat were loved and gladly consumed (Isin, 2009). In

the Divan-1 Kebir, the kebab is defined through the couplet which says kebab gives strength to the heart.

Konya, one of the most important cities of Turkey, is famous for its kebab recipes. The lamb cooked in the oven
is called “oven kebab”, and as the saying goes, “Fiirun kebab”. The one cooked in tandoor is called either “buck or
“tandoor lamb”. The habit of gathering the same occupational groups in the same regions is quite common in Konya.
Another occupational group gathered in a single area is the place where there are a lot of kebab shops and known as
“the center of kebab masters”. In general, “The center of kebab masters” is the street and its surroundings right next
to Garanti Bank, which is opposite the palace bazaar. It is a region that was home to a number of different restaurants

that cooked various meals which were presented to the taste of the citizens of Konya in the past (Biilbiil, 2007).
Research Method

In this study, face to face interview technique, one of the qualitative research methods, was used. The
examination’s being flexible with the qualitative research method and the subject’s being able to be examined around
the participant has an edge on (Aslan et al., 2014, p. 6). The sample of the study consists of chefs and business
operators working in oven kebab enterprises in Konya since pre-Republic period (before 1923). Because, the richness
of Konya’s culinary culture has always attracted the attention of gastronomy tourists and Konya is gradually

2479



Secim, Y. & Keles, H. JOTAGS, 2021, 9(4)

becoming one of the most important destinations in terms of gastronomic properties (Yetis, 2015, p. 14;
Biiyiiksalvarci, Sapcilar & Yilmaz, 2016). The limitation of this study is that the number of enterprises concerning
the pre-Republican period is low. It was found that there were 4 enterprises with these characteristics. Interviews
were held with the working chefs and enterprises owners who volunteered to participate. The study was carried out
in November and December 2018, with a total of 12 participants. The questions asked within the scope of the study
were prepared in accordance with the literature review and opinions of experts in their fields. In cases where there
were not enough answers to the questions asked to the participants, new answers were received by directing new
questions in a way that the participants could understand more clearly. The interviews were recorded in writing in
accordance with the requests of the participants. The interviews were held in an appropriate environment and lasted
for approximately 60-90 minutes. For the interviewed participants, the expression sp (source person) was used. In

Table 1 demographic information of the participants can be observed.

Table 1. Demographic Information about Participants

No Name-Surname Hometown Year of Occupation
Birth

1 Ali SENGONUL Konya 1977 Business administrator-Master
2 Ayhan SENGONUL Konya 1979 Business administrator- Master
3 Ali ONUR Konya 1992 Master

4 Adem KURT Konya 1988 Master

5 Numan OZARPA Konya 1993 Business administrator- Master
6 Sener POLAT Konya 1975 Master

7 Adem YASAR Konya 1947 Master

8 Omer AYDOGAN Erzurum 1982 Master

9 Hiiseyin CINALI Konya 1989 Business administrator- Master
10 Ali ATUN Konya 1960 Business administrator- Master
11 Hiiseyin Alper ATUN Konya 1990 Business administrator- Master
12 Siileyman CITAK Konya 1976 Business administrator- Master

Theoretical Framework
The History of Oven Kebab

The origin of the oven kebab dish dates back to the Seljuks (sp 1,2). In Mevlana's Mesnevi this product is referred
as sheep head kebab and oven kebab. From this perspective, it is understood that it has a history of approximately
800 years (sp 5,6,10,11,12). In 1907, Siikrii CESMECI and Master Arif opened the first oven kebab hall in Konya
Covered Bazaar. In this enterprise, palm size bun (a different from today's palm size buns more like a loaf bread) was
first made and sold, and later the enterprise was turned into a kebab hall. During the conversion to the kebab hall, the
palm size buns were sold in the mornings and oven kebabs were sold in the afternoons. With the name of Hac1 Siikrii,
this enterprise is still running (sp 1,2). In 1934, the owner of the Ehil kebab enterprise, Hasan Hiiseyin OZARPA,
grew up in the “Gas Oil” enterprise, which was located among the old stove selling shops opposite the Covered
Bazaar. Subsequently, Mehmet OZARPA sustained this profession (sp 5). In the past, kebabs were found in different
places; the Covered Bazaar and Wheat market were the most common places. Master Arif is the oldest known master.
He is the master of Hac1 Siikrii and Gazyagc1 Siikrii. Apart from these masters, kebab makers Ahmet YARASA,
Mehmet Celik GOK, Haci1 Ali SENGONUL and Mustafa YILMAZ are the known masters of the 1925s. The name
of Hac1 Siikrii’s assistant is kebab master Osman MAT (sp 7). “Gazyagc1” business owner and master (sp 9) reported

that Ali GAZYAGCI, who first started kebab business, took the name* Gazyagc1 because of buying and selling gas
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oil. Following Ali GAZYAGCI, Mehmet GAZY AGCI continued his profession. It is known that for the first time in
the years of 1889-1892, an enterprise was opened on oven kebab (sp 9).

As aresult of the question we asked, it was understood that all of the source persons definitely remember Master
Arif among the first master names. It is known that Master Arif took the surname “Kebab along with the surname
law. Odabas1 (2001) reported that the oldest oven kebab maker in relation to the oven kebab was Master Arif and
Hac1 Siikrii, who grew up next to him and maintained the profession. According to the information provided by the
source persons, it is seen that Konya oven kebab has been officially made in enterprises for more than a hundred
years. Cuhadar, Kiigiikyaman and Sasmaz (2018) reported in their study in the Isparta region that an enterprise
claiming to be the oldest on kebab has been in service for more than a century. However, it was reported that, it
produced not only kebab but also different regional dishes. Table 1 shows the enterprises and their representatives

from the first representatives to the present day in line with the information provided by the source persons.

Table 2. First Known Oven Kebab Masters in Konya (sp 1,2,5,9,10)

1st Generation  2nd Generation 3rd Generation 4th Generation Sht Generation
Siikrii CESMECI  Hac1 Ali SENGONUL ~ Siikrii  SENGONUL  Ayhan SENGONUL
(1885-1949) (1926-2001) (1951-2018) (1979- Alive)
Ali SENGONUL
(1977-Alive)
Hasan Hiiseyin Mehmet OZARPA Musa Numan
OZARPA 1957-alive) OZARPA
(1926-1998) (1993- alive)
Ali ATUN Mevliit ATUN Ali ATUN Hiiseyin Alper ATUN
(?-1969) (1929-2003) (1960-Alive) (1990-Alive)
Hiiseyin ATUN
(1933-2003)
Ali GAZYAGCI  Mehmet GAZYAGCI ~ Hasan Hiiseyin  Ali CINALI Hiiseyin CINALI
(1816-1900) (1883-1973) CINALI (1956-Alive) (1989-alive)

(1929-1998)

o : Kebapg"l‘ Heagcr Siikrii
S ———. - LGRS T AR, |

Picture 1. H. Hiiseyin, one of the first representatives of oven kebab known as the grandfather of kebab
Picture 2. Hac1 Siikrii’s shop in 1926, inside covered bazaar, Ahibaba Street
Picture 3. Kebab maker Haci Siikrii (Kebab master)

Today, apart from Konya oven kebab is made extensively in cities such as [zmir, Ankara, Karaman, Istanbul and

Antalya (sp 1,2,5,6,9). Oven kebab is an important type of dish that has gained value on a national scale. Although it
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continues to be cooked in its original form in regions other than Konya, there have been some changes depending on

the structure of the region and people of that region and these changes brought about changes in taste and name.
The Features of the Oven

In the construction of the oven, sille stone from the sille neighborhood of Konya is used. Oven dimensions are
generally calculated as 2.5x2.5 m. However, the dimensions may vary depending on the intensity of the work. It has
the same characteristics and is made in the same way as the traditional flat bread oven, but the kebab oven has a
lower dome. The reason for the lowness of its cupola is to heat up the inside more quickly and to fry the meat fast
(sp 1,2,3,4,10,11,12). As a result of the interviews with the source persons, almost all of them reported that the same
construction technique of the oven was applied. However, source person number 7 stated that oven kilns should be
low. This showed that the oven characteristics reported by Se¢im (2018) and the kebab oven characteristics were the
same. Stone-based ovens have always made Turkish cuisine more delicious throughout history. Baking kebabs in a

stone-based oven is an important issue.
Oven Kebab Cooking

The meat to be made kebab is removed from bones a day before and left to age. After the meat has aged the
preparations start with the morning call to pray. Oak wood is placed into the stone oven and burned for about half an
hour in order to be free of sooting. Oak wood produces less soot compared to other wood. The meat placed into the
copper basin is put into the oven (sp 5,9). While the meat is cooking, it should be turned upside down 200-300 times
or perhaps more. Upside down turning should be done with wooden sticks. If metal sticks are used, they stick into
the meat, the meat gives out the broth and loses its flavor. After the kebab is cooked, the remaining oil from another
kebab which has been made earlier should be added to the kebab right before taking it out of the oven (sp 5,6). If the
meat is fatty, enough this process is not necessary (sp 1,2,3). With low quality meats, some water may be added
during the cooking process. Out of the source people 5 and 6 reported that if the meat is from a yearling lamb a mug
of water, about 2 litres, is added when it is still raw, but if the meat is from a suckling lamb there is no need to add
water. The meat comes as a carcass. The parts such as foreshank, ribs and breast are cut and prepared for the kebab
by removing the bones. The remaining rear leg is taken to another section with the purpose of grilling. After the
meats are placed in the copper basin, a blazing fire is set first. Then it is cooked by closing the lid when the wood
has turned into ember. The meat is turned upside down from time to time and the cooking process continues (sp 3,

4). Approximately 1 kg of boneless oven kebab is obtained from 3 kg of bony meat (sp 5, 6).
Important Points in Cooking Oven Kebab

In kebab cooking using copper pots made of cooper is important. The copper used should be neither too thin nor
thick. In addition, it should be tinned every 2 months (sp 1,2,9,10,11). The wood used to cook oven kebab is burned
on the left side of the oven (sp 3,4). Like many other mines copper has been used since the early periods of BC. After
Islam came to the region, during the Great Seljuk period copper culture was combined with Anatolian culture and
became pots and pans used in almost every house (Kerametli, 1974: Aslanapa, 1989). Copper was widely used in the
Ottoman period. The pots made of copper were highly developed in the Ottoman period in terms of richness of form,
variety of pots, richness of material - making techniques and mastery of decoration. During this period, copper

processing was developed especially in provinces such as Afyon, Canakkale, Istanbul, Mugla, Sivas and Kayseri, as

2482



Segim, Y. & Keles, H. JOTAGS, 2021, 9(4)

well as art workshops in Konya (Belli and Kayaoglu, 1993). The use of copper vessels is very common in Konya
cuisine. Trays, ewers, bowls, large deep copper dishes, cauldrons and basins are the leading vessels made of copper

in Konya. Today, production still continues even though it has decreased.

s
00

Picture 4. Oven Kebab Cooking

The Meat Used for Oven Kebab

The meat used in kebab should be from 18-22 months old lamb. Lamb's foreshank, brisket and shoulder are ideal
areas for oven kebab. If the lamb used is a grazing animal the quality will be high. Lambs should be aged for at least
one day after being slaughtered (sp 1,2,9). The weight of the lamb is an important criterion rather than the number of
months. The lamb should weigh approximately 15-18 kg. If the animal is big, it is fatty and if it is small it is lean and
unsavory. In the past, old kebab masters used to make kebabs with mutton and the demand was high (sp 9,10,11). In
summer, more yearling lambs are used for oven kebab whereas in winter suckling lambs are used. In fact, it is known
that in the past, oven kebab shops were closed during the lambing season of sheep (sp 3). Dagdeviren (2005) reported
that the most ideal meat to prepare kebab dishes is from 12-18 months of unmated male or female lamb. He explained
this quality criterion by the fact that the meat of young animals not being fatigued and being tasty and the kebabs
with the best taste are the ones consumed on the day they are made (Dagdeviren, 2005). Meat quality is especially of
great importance in the production of kebab varieties. Corporate businesses usually buy meat from the butcher, but

chain businesses have now established their own butcheries by raising their own animals.
The Characteristics of Wood Used in Oven Kebab Cooking

Oak wood should be used as logs. The desired performance from fire cannot be achieved with wood chopped in
small pieces. Oak wood is preferred by bakers since it continues to burn for longer periods and does not soot (source
people 1,2,3,4,5,6,7,9). Previously, juniper wood was also used but it is not preferred because of bursting as it burns
(source people 5,6). In a study conducted by Cuhadar, Kiiclikyaman and Sasmaz (2018) in Isparta province, they

reported that an enterprise working on oven kebab and different oven dishes also used oak wood. However, any
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information wasn’t given about why oak wood was used. In this study, it has been determined that its burning for

longer periods and not sooting is effective in the preference of oak wood.
The Presentation of Oven Kebab

The presentation of classic oven kebab is made with meat on round flatbread and onion along with it. In some
periods, scallion was offered rather than onions. Nowadays, more appetizer varieties have been used because of the
rich table expectation. Since changing the presentation will change the taste of the kebab, it is not appropriate to put
appetizers next to it (sp 1,2,3,5,9,10,12). Although it was not preferred to use cutlery in kebab service in the past,
today it is known that cutlery is given to customers (sp 3,4,5,6). In kebab service and consumption mainly loaves are
preferred. Some consumers even used to bring their bread with them. The reason for this preference was that the loaf
bread absorbed more fat and the people liked fat (sp 5,6). In the past, besides kebab, other than onion palm size buns
with or without filling (Loaf-like bread) used to be given. Bread / pita varieties were not given as applied now. This
view confirms the information given by sp 5 and 6. Dorsay (1982) stated in his column in the newspaper he wrote
oven kebab as being lamb tandoor piece on a large portion of round and flat bread. This portion comes to you with
plenty of pepper and parsley. It is a delicious dish prepared in the restaurant's own oven. He also explained that if

you do not eat much bread, it is more appropriate to ask for rice with this dish.
The Demand and Promotion of Oven Kebab

Those who have not tasted the oven kebab before are more demanding than the others. Especially, the guests
coming from the provinces where oven kebab is not made show more demand (sp 1,2,3). Sp 5 and 6 declared that
the people coming to their enterprises are mostly from villages and small towns. They reported that this was due to
the location of the establishment (Old garage area) (sp 5,6). After the interviews done with the source persons, it was
seen that the enterprises in the old settlements were more traditional. What’s more, the demand in these regions
generally comes from the local people. Mostly middle aged (30-50) and older (50 and more) people come to oven

kebab shops. As for the young people (18-30), they prefer fast-food-style enterprises (sp 1,2,3,4,5,6,7,8,9).

The number of ads prepared about kebab should be increased and festivals should be organized (sp 1,2). A better
promotion should be made as some of the customers may confuse oven kebab with well kebab or tandoor kebab (sp
3.4,5). A gastronomy festival should be organized in Konya as soon as possible and the promotion of this kebab
should be made within the scope of this festival (sp 9). Odabasi (2001) reported that the biggest mistake for the oven
kebab was selling the meat cooked in a pressure cooker under the name of tandoor kebab by some enterprises and he
also stated that this situation affected the oven kebab negatively. Nevin HALICI, one of the famous authors of Konya,
stated that the lamb cooked in the oven was called oven kebab and such kind of dishes with different characteristics
should not be sold under the name of oven kebab. The one cooked in tandoor is either called tandoor lamb or buck.
She stated her views that confusing these two dishes with each other has an especially negative effect on oven kebab

(Halict, 2008).
The Changes Observed in Oven Kebab

Many things have changed from past to present in the oven kebab. For example, enterprises have become more
luxurious compared to the past. And this has attracted people. There has been no change in terms of cooking. We can

say that there have been a number of partial changes in presentation (sp 1,2,9). There have been some changes in the
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majority of enterprises, but some are still following their old-fashioned habits. Customers who come to these
establishments are not provided with forks and knives, and ayran is served in pitchers to them. Along with ayran,
generally turnip juice is preferred. (sp 5,6). In the past, since oven kebabs were cooked with fatty meat, far too much
fat remained unsold. People used to come and buy this fat, and okra, chickpeas, red beans and eggplant dishes were
made in the houses. In the past, it was mostly cooked with the senergah (the lower part of the rib), the horse quarter
(the upper part of the animal's shoulder blade) and the floor (under the rib). Today, mostly lean meat is preferred.

There are not so many people that know the names of these meat parts (sp 7)

Picture 5. A restaurant scene from Konya in 1948 (Source: Dedeler kebab, 2019).

Conclusion and Implications

Meat and meat products have been the most important products of the kitchen throughout the history of the Turkish
cuisine culture. Meat products were consumed while both riding on horseback and preparing festivities. Perhaps,
kebab is the oldest of the meat dishes in Turkish cuisine. Kebab has been prepared in different ways in every region
of Anatolia. The oven cooking technique is the most widely known one. While it is called with the name of the
technique (well kebab, tandoor kebab, oven kebab) in some regions and in others it is called with the name of the
place in which it’s made (Adana kebab, Manisa kebab etc.). Konya oven kebab is an important dish that has found a
place in the field of gastronomy both in Turkey and the world. In addition to being consumed in almost every region
of Konya, this product is produced under the name of Konya oven kebab in different provinces and offered for
consumption. The known history of Konya oven kebab is more than a hundred years. However, when it’s thought
that this dish is mentioned in the works of Mevlana, it can be said that the history of the product dates back to almost
800 years. Interviewing the representatives of a product that has such a long history and recording their methods and
handing them down to future generations is of great importance in terms of the formation of social memory. Through
the study conducted, the information transferred has been recorded by interviewing with the owners and employees
of the oldest known enterprises in Konya. Stone ovens are used in Konya for making kebabs. And this makes the
cooked products become more delicious. The production of the kebab oven reflects the characteristics of the ovens
of traditional flat bread baked together with ground meat and tomatoes. The meat used in the oven kebab and the

animal that it comes from stands out as an important issue. It has been observed that the meat should be from a male
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or a female lamb under one year of age, but in some seasons even younger animals are used. The chefs pay attention
that the wood used in kebab making should be oak wood. It has been determined that the guests coming from other
cities indent for the cooked kebabs more. Although there are small differences in the presentation of kebabs from
past to present, almost the original authenticity has been preserved. Further promotion of the oven kebab will
contribute to the gastronomy tourism of Konya. Public institutions and organizations, non-governmental
organizations and the private sector will have the chance to reach larger masses by acting together. It should not be
forgotten that the dishes, which date back to ancient times, are a part of our cultural treasure and should be recorded
in consultation with the surviving representatives. By determining the enterprises that act according to the registered
characteristics of kebab, domestic and foreign tourists should be directed to these enterprises. It is of great importance
that domestic and foreign tourists who come for kebab tasting participate in kebab making. Tourists should choose
their own meat for making kebabs and be within the production process by constructing their own ovens. This will

contribute to the promotion of kebab at world standards.
Declaration

The contribution of all the authors of the article to the article process is equal. There is no conflict of interest to

be declared by the authors.

REFERENCES

Aslan, Z., Glineren E., & Coban, G. (2014). Destinasyon markalagma siirecinde yoresel mutfagin rolii: Nevsehir

ornegi. Journal of Tourism and Gastronomy Studies, 2 (4), 3-14.
Aslanapa, O. (1989). Tiirk sanati, Remzi Kitabevi, 3. Basim, Istanbul, s.333.

Belli, O., & Kayaoglu, 1.G., (1993). Anadolu’da Tiirk bakircilik sanatinin gelisimi. Istanbul: Sandoz Kiiltiir Yayinlari,
14, 232-233.

Biilbiil, N. (2007). Ad: Ustiinde: Kebap¢ilar Ici, Akademik Sayfalar (Merhaba Gazetesi eki), cilt:7 Say1:35, Konya.

Biiyiiksalvarci, A., Sapcilar, M. C., & Yilmaz, G. (2016). Yoresel Yemeklerin Turizm Isletmelerinde Kullanilma
Durumu: Konya Ornegi. Journal of Tourism and Gastronomy Studies, 4(4), 165-181.

Cuhadar, M. Kiiciikyaman M. A., & Sasmaz, M.A. (2018). Gegmisten giiniimiize 1sparta mutfak kiiltiirli: nitel bir
arastirma, Journal of Tourism and Gastronomy Studies, 6(3), 125-142.

Dagdeviren, M. (2005). Kebapc1, Yemek ve Kiiltiir Dergisi, 2, Istanbul: Ciya Yaynlar1.

Dorsay, A. (1982). Klasik birkag Tiirk yemegi ve Konya kebaplari igin; vilayet lokantasi, Camhuriyet gazetesi, agiz
tadiyla (07.08.1982).

Erbay, A. (20006). Popiiler kiiltiir ve beslenme bigimleri: 6rnek olay doner kebap (Yiksek Lisans Tezi). Ankara

Universitesi, Sosyal Bilimler Enstitiisii, Ankara.
Erdem, H. A. (2008). Almanya’da cirosu hamburgeri gecen donerin markal fastfood zincirine doniistiiriilmesi

Halici, N. (2008). Tandiwr degil firin kebabi, Konya life Dergisi, 17, 118.

2486



Se¢im, Y. & Keles, H. JOTAGS, 2021, 9(4)

Hatipoglu, A, Zengin, B, Batman, O., & Sengiil, S. (2013). Usage Levels of Local Foods on The Menus of Rural
Tourism Establishments: Sample of Gelveri. International Journal of Social and Economic Sciences (IJSES), (1),

6-11. Retrieved from http://dergipark.gov.tr/ijses/issue/34182/377938.
Isin, P. M. (2009). Osmanli mutfaginda av etleri, Actaturcica Journal, Y1l 1, Say1 1,

Kerametli, C. (1974). Tiirk ve Islam eserleri miizesinde erken Islam devri maden isciligi, Tiirk Etnografya Dergisi,

16. Say1, 115-125.
Odabasi, A. S. (2001). Konya mutfak kiiltiirii, Konya: Konya Ticaret Odas1 Yayinlari.

Kizilirmak, 1., Albayrak, A., & Kiiciikali, S. (2014). Yoresel mutfagin kirsal turizm igletmelerinde uygulanmast:
Uzungdl 6rnegi, Uluslararast Sosyal ve Ekonomik Bilimler Dergisi,4(1):75-83.

Secim, Y. (2018). Ydresel bir iiriin olan konya etlickmegi ve genel 6zellikleri haspinda nitel bir calisma. Journal of

Tourism and Gastronomy Studies, 6(4), 197-209. DOI: 10.21325/jotags.2018.304.

Yenipmar, U., Kosker, H., & Karacaoglu, S. (2014). Turizmde yerel yiyeceklerin 6nemi ve cografi isaretleme: Van

otlu peyniri. Journal of Tourism and Gastronomy Studies, 2/2,13-23.

Yetis, S. A. (2015). Kapadokya yemek kiiltiiri ve Mustafapasa beldesi: Sinasos 6rnegi. Journal of Tourism and
Gastronomiy Studies, 12-19.

2487



Journal of Tourism and Gastronomy Studies, 2021, 9 (4), 2488-2502

JOURNAL OF TOURISM AND GASTRONOMY STUDIES

ISSN: 2147 - 8775

Journal homepage: www.jotags.org

Food & Beverage Expectations of Potential Tourists Based on Differences Between

Generations

* Efe Kaan ULU *

,Semra AKTAS POLAT ®

*Istanbul Bilgi University, Vocational School, Department of Hotel, Restaurant and Catering, Istanbul/Turkey
®Istanbul Medeniyet University, Faculty of Tourism, Department of Tourism Management, Istanbul/Turkey

Article History

Abstract

Received: 07.11.2021
Accepted: 25.12.2021

Keywords

Tourism
Tourist
Generation

Food & beverage
expectations

Article Type

Research Article

* Corresponding Author

This study aimed to understand the expectations of potential tourists, belonging to different
generations, towards foods and beverages. It is important to be able to determine the points related
to the food experiences and expectations of tourists to contribute to the literature. For the study, a
convenience sampling method was applied, and for data collection, an online questionnaire
method was used. Analyses were carried out with 341 questionnaires and CHAID (Chi-Square
Automatic Interaction Detector) analysis was applied. A questionnaire contained sixteen items
were asked of the participants regarding their food and beverage expectations. After the analysis,
it was observed that the expectations for only four of the sixteen items differed between
generations. Gender and income were other demographic variables that caused differences in
expectations. Baby Boomer and Generation X tourists were found to give more importance to
food variety, nutrition and organicity compared to Generation Y and Z tourists. The Baby Boomer
and X generations were also more eager to taste local foods than the Y and Z generations.

E-mail: uefekaan@gmail.com (E.K. Ulu)

DOI:10.21325/jotags.2021.904

2488



Ulu, E.K. & Aktag Polat, S. JOTAGS, 2021, 9(4)

INTRODUCTION

Tourism is a social, cultural and economic phenomenon that expresses the short-term and temporary movements
of people out of the place they live (Burkart & Medlik, 1988; UNWTO, 2020). Food and beverage activities of
tourists are the most important expenditure factors in tourism activity, accounting for more than one third of tourism
expenditures (UNWTO, 2012). Therefore, food and beverages of a destination have the power to positively affect
the tourism experience (Balderas-Cejudo et al., 2021; Quan & Wang, 2004).

Food provides a medium for the expression of local culture, allowing tourists to be involved in a culture in both
sensory and intellectual ways (Quan & Wang, 2004, p. 299-300). It is accepted that food, which plays an important
role in creating an unforgettable travel experience, positively affects the experience of tourists (Pestek and Cinjarevi¢,
2014, p. 1831) and tourists expenditure on local food has the potential to stimulate the local economy starting from

the agricultural point of view (Robinson & Getz, 2014, p. 690).

Gastronomy tourism, as a growing market, is important for increasing destination attractiveness and competition
(UNWTO, 2012). In order to increase the demand for gastronomic tourism in Turkey, it is aimed to determine the
market and to expand these markets (Turkish Presidency, Presidency of Strategy and Budget, 2019). Due to this
reason, it is important to be able to determine the points related to the food experiences and expectations of tourists.
Tourists experience dissatisfaction when their expectations such as hygiene, variety of foods and beverages,
presentation of food and consistency of the service received are not met (Ayaz & Yali, 2017, p. 44). This study
focuses on the expectations of potential tourists for foods and beverages on the basis of intergenerational differences,
with the thought that members of each generation have wants, experiences, expectations, values and lifestyles that
affect their lives, consumption and purchasing behaviours (Bucuta, 2015). In this context, this study has two main

research questions:

e Research question 1: Do potential tourists’ food and beverage expectations differ from generation to
generation?
e Research question 2: What are the demographic variables that have an impact on potential tourists’ food and

beverage expectations?

This article consists of four sections. The first section is a brief introduction. In the second section, there is a
literature review, wherein studies on intergenerational differences have been examined. In the third section, the
methodology is explained; in the fourth section, the findings of the study are given. In the fifth section, the study is

concluded by giving place to the conclusion and discussion.
Review of Literature

Generation refers to people who were born in certain and similar periods and who were exposed to the social,
economic, cultural and political events of the period in which they lived (Carlsson & Karlsson, 1970, p. 710). Strauss
and Howe (1991) refer to each ‘cohort’ group as a generation, based on the concept of ‘cohort’, which refers to any
group of people born in a limited successive period of time. Therefore, generations are certain collective identities
(France and Roberts, 2015, p. 217) that express individuals with similar characteristics (Hayes et al., 2018; Ting et
al., 2018). The concept of generation is used to give the meaning of the differences between age groups in society

and to position individual selves and other people in historical times (Pilcher, 1994, p. 481). The generation
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phenomenon has been moved from the biological context to the sociological context over time (ilhan et al., 2020, p.
69). Generation is a difficult subject to study (Abrams, 1970, p. 175), which is the subject of various debates in
sociology and social anthropology (Kertzer, 1983, p. 126). Mannheim (1952), who stated that the generation issue is
the subject of formal sociology, drew the framework of this concept with five items; (i) cultural heritage develops
through contact with new participants emerging in the cultural process, (ii) old participants are constantly
disappearing, (iii) members of any generation can participate in the historical process for a limited time temporarily,
(iv) therefore, the accumulated cultural heritage is constantly transferred and (v) transmission from generation to

generation is a continuous process.

There are different classifications of generations. For example, ‘Missionary’ for those born in 1860—1882, ‘Lost’
for those born in 1883—1900, ‘GI’ (Government Issue) for those born in 1901-1924, “Silent’ for those born in 1925-
1942, ‘Boomer’ for those born in 1923-1960, ‘13ER’ (Thirteenth) for those born in 1961-1981 and ‘Millennial’ for
those born in 1982-2003 (Strauss & Howe, 1991, p. 36).

Novak (2014) classified the six generations living in USA as follows: GI generation (1901-1926), Silent
Generation (Adult) (1927-1945), Baby Boomers (1946-1964), Generation X (1965-1980), Generation
Y/Millennials (1981-2000), and Generation Z (2001 and later). Mccrindle (2020) added the Alpha Generation, which
he used for those born between 2010 and 2024, to this classification. This study is carried out with the generational
context in order to determine the differences in expectations regarding food, with the idea that ‘generations share a
picture of their own era’ (France & Roberts, 2015, p. 218). Expectation differences were examined among four
generations, namely Baby Boomers, X generation, Y generation and Z generation. Each generation has some unique

features.

¢ Baby Boomers: These are competitive individuals who give importance to personal development (Egri &
Ralston, 2004). They give emphasis to issues such as family responsibilities, wellness and health (Williams &
Page, 2011). They give less importance to price in food-related issues, but their expectations regarding service

are high (Jin et al., 2015).

¢ Generation X: They are financially self-confident and may take venture risks when their expectations of
loyalty are not met (Egri & Ralston, 2004). They have a traditional tendency to buy and have low brand loyalty
(Lissitsa & Kol, 2016). Their pursuit of entertainment and variety is high, and the importance of healthy foods is
low for them (Jin et al., 2015). They are compatible, satisfied with their job, fond of the quality of life and family
(Hayes et al., 2018).

¢ Generation Y: They were born in a technological, electronic society and they are interested in technology
more than the previous generations (Pardue & Morgan, 2008). They live in a universe where everything is possible
and have strong feelings about independence and autonomy (Williams & Page, 2011). Their social relations are

strong both in the real and digital world (Nagy & Kolcsey, 2017).

e Generation Z: They mostly socialise through social media (Strauss & Howe, 1991). They do not know much
about life without a wireless connection, mobile phone and web (Nagy & Kolcsey, 2017, p. 109). They have high

egalitarian values in human rights and social justice (Seemiller & Grace, 2017, pp. 22-23).
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Upon examination of the relevant literature, it can be seen that there is a relationship between the ages of tourists
and the changes in their destination preference, shopping decision, food and beverage selection and the understanding

of entertainment (Kotler et al., 1999; Lissitsa & Kol, 2016).

When the studies on the generations in the field of tourism were examined, it was found that the studies in the
following areas have been carried out: differences in tourism experience ( Pennington-Gray et al., 2003: Lehto et al.,
2008), differences in tourists’ wine preferences (Fountain and Charters, 2006; Getz and Carlsen, 2008), differences
in motivation to participate in music activities (Kruger & Saayman, 2015) and differences in participation in

adventure tourism (Gardiner & Kwek, 2017).

Pennington-Gray et al. (2003) found that generations pay less attention to national parks as they get older,
individuals from the Silent generation are more inclined to luxury accommodation and individuals belonging to the
X generation, Baby Boomers and Silent generation also find shopping more important during their travels as they get
older. Lehto et al. (2008) found intergenerational differences related to tourism experiences and participation in
activities between Baby Boomers and Silent generation tourists. The researchers found that Baby Boomers preferred
vacations away from home where they can spend quality time with their families, whereas casino visits, wine and

dining experiences are preferred by the Silent generation.

In the study of Fountain and Charters (2006) carried out in a wine house in Western Australia, it was found that
while X and Y generation members focused on the quality of the overall experience and the service they received,
older tourists gave importance to the wine itself and the environment where they would taste it. Getz and Carlsen
(2008) found that generation X and Y members exhibit low levels of ego involvement with wine and are mostly

interested in learning about wine in a social context.

Kruger and Saayman (2015) found that the Y generation market is not homogeneous, meaning that there are socio-
demographic, behavioural characteristics and differences in their motivation to attend concerts. Garibaldi et al. (2020)
found that those born in the Y generation and later are more interested in gastronomy-related activities on their
travels. Balderas et al. (2021), who examined the issue based on age, found that older tourists are generally more
interested in food and beverage activities than younger individuals. In addition to these studies, Kamenidou et al.
(2020) investigated the attitudes of Generation Z, Generation Y, Generation X, Baby Boomers and Silent generation

towards organic products and found that all generation cohorts exhibited a positive attitude towards organic food.

In the study of Kim et al. (2018), it was determined that the video content created to market a destination in terms

of gastronomy has an effect on convincing potential tourists and this effect differs between generations.
Methodology
Purpose

In this study, we aimed to determine the expectations of members of different generations, who are potential
tourists, regarding foods and beverages during their tourism experience. The research focused on determining the

expectations of four different generations and identifying the differences between generations.

2491



Ulu, EK. & Aktas Polat, S. JOTAGS, 2021, 9(4)

Research Questionnaire

In this study, a thirteen-item questionnaire developed by Ayaz and Yali (2017) was used. In addition, three more
statements were added within the framework of the purpose of the research. These expressions were as follows: ‘I
care about the appearance of food in the places I go’, ‘I care about the portion size of the food in the places I go’ and

‘I care about tasting local foods in the places I go’.

Implementation and Sample Group
This research, which was conducted between 14 December 2018 and 14 January 2019 using an online survey

method, is limited to potential tourists who agreed to participate in the research.

The study population consisted of potential tourists born after 1946. According to Turkish Statistical Institute’s
(2019) data, a total of 78 million 523 thousand travellers visited Turkey in 2018. In this framework, 384 people were
deemed sufficient as a sample in the study (Sekaran & Bougie, 2016, p. 264). In order to reach the number 384 within

the scope of the research, the convenience sampling method was preferred.

The questionnaire was sent to approximately 1500 people online via e-mail and messaging groups, and 343
responses were received. The response rate for the study was 23%. After the examinations, empty and erroneous data

were removed from the data set and the analysis of the study was carried out with 341 responses.

Analysis

CHAID analysis, one of the decision tree methods that can be applied to parametric and non-parametric data
(Diaz-Pérez & Bethencourt-Cejas, 2016), was applied for RQ_1 and RQ_2. The decision tree method is one of the
most widely used methods to classify and predict data (Biggs et al., 1991; Li et al., 2019). Decision trees consist of
a root node with no input and internal nodes whose output is the input of another node (Rokach & Maimon, 2009, p.
149). CHAID analysis uses stepwise chi-square analysis to reclassify each of the variables independently to most
accurately predict the outcome (Kass, 1980). It uses a systematic algorithm to detect the strongest relationship
between the predictor variables and the outcome variable (Chan et al., 2006, p. 261). CHAID analysis continues close
category consolidation with similar ratios until the relationship between variable and outcome cannot be statistically
improved any further and compares the recategorised variables and selects the one that predicts the outcome most

strongly according to their p values (Hill et al., 1997).

Findings

This study aimed to determine whether the expectations of potential tourists for food differ between generations.
In this context, the expectations of the participants regarding the dining experience, the price, variety, saturation,
nutritiveness, organicity, modernity of the dining room, the calmness of the dining room, the cleanliness of the dining
room, the compliance of the employees with the hygiene rules, the fast serving of the meals, the attention of the
employees, the cleanliness of the toilets and sinks, the cleanliness of the service equipment, the appearance of the

meals, the portion size and local food tasting were interpreted as sixteen items.

In Table 1, the frequency and percentage distributions of the participants based on gender, income and year of

birth are given.
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Table 1. Demographic characteristics of participants

Demographic characteristics n A
Gender

Female 231 67.7
Male 109 32.0
Total 340 99.7
Birth year

1946-1964 (Baby Boomer) 33 9.7
1965-1980 (Generation X) 98 28.7
1981-2000 (Generation Y) 169 49.6
2001 and beyond (Generation Z and beyond) 41 12,0
Total 341 100.0
Income status

No income 123 37.5
1600 TL and below 30 8.8
1601-3000 TL 46 13.5
3001-5000 TL 54 15.8
5001-7000 TL 29 8.5
7001-10000 TL 14 4.1
10001 TL and above 37 10.9
Total 338 99.1

67.7% of the participants were female and 32% were male, 9.7% belonged to the Baby Boomer generation, 28.7%
were from generation X, 49.6% were from generation Y and 12% individuals belonged to the Z generation and later.
While the results of the CHAID Analysis for RQ_1 and RQ 2 are given, only the analysis outputs related to the
topics that differ between generations (Figures 1-5) have been presented. The analysis results for the expressions in
which no significant difference was found regarding the generational differences are presented without the analysis

output.

According to the results of the CHAID Analysis, it was observed that ‘income’ is an important variable in the
price of food. It can be stated that the participants with an income of 3001-5000 TL (Turkish Lira) and below (mean
=1.73, sd= 0.84) give more importance to the price of food than the participants whose income is higher than 3001—
5000 TL (mean = 2.40, sd = 1.37). However, it has been determined that generation is an effective variable on the
importance given to food variety. In Figure 1, the results of the analysis for the diversity of the dishes are given.
According to Figure 1, it can be stated that the participation rate of the participants from the X generation and the
Baby Boomer generation (mean = 2.14, sd = 1.18) in the statement about the importance given to food variety is

lower than that of the Y and Z generations (mean = 1.83, sd = 0.84).
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Figure 1. Factors affecting the importance of food diversity

Q2. | care about variety of
the food in the places | go

Node O
Mean 1.950
Std. Dev. 0.996
n 342
% 100.0
Predicted 1.950
] [=]
Birth year

Adj. P-value=0.018, F=7.652.
df1=1, df2=340

<Tx >|X
Node 1 Node 2
2.136 Mean 1.833
Std. Dev. 1.184 Std. Dev. 0.839
132 n 210
38.6 % 61.4
Predicted 2.136 Predicted 1.833

JOTAGS, 2021, 9(4)

According to the results of the CHAID analysis, it was determined that statistically the most important variable
on the importance given to the satiety of the meals was ‘income’ and the second variable was ‘generation’. In Figure
2, the results of the analysis regarding the satiety of the meals are given. According to Figure 2, it can be stated that
the participants with an income of 3001-5000 TL and below (mean = 1.59, sd = 0.77) give more importance to the
satiety of the food than the participants whose income is higher than 3001-5000 TL (mean = 2.05, sd = 1.01). Among
the participants whose income is 3001-5000 TL and below, it can be stated that the participants from the X generation
and Baby Boomer generation (mean = 1.78, sd = 3.94) give less importance to the satiety of food than the Y

generation and Z generation (mean = 1.52, sd = 0.69).

2494



Ulu, EK. & Aktas Polat, S. JOTAGS, 2021, 9(4)
Figure 2. Factors affecting the importance of meal satiety

Q3. | care about satiety of
the food in the places | go

Node 0O
Mean 1.702
Std. Dev. 0.859
n 342
% 100.0
Predicted 1.702
[ =
Income

Adj. P-value=0.000, F=18.023.
df1=1, df2=340

<=3001-5000 tI; <missing> > 3001-5000 tI

Node 1 Node 2
Mean 1.595 Mean 2.050
Std. Dev. 0.776 Std. Dev. 1.018
n 262 n 80
% 76.6 % 23.4
Predicted 1.595 Predicted 2.050
| =
Birth year

Adj. P-value=0.049, F=5.853.
df1=1, df2=260

<Tx > X
I
Node 3 Node 4
Mean 1.786 Mean 1.526
Std. Dev. 0.946 Std. Dev. 0.694
n 70 n 192
% 20.5 % 56.1
Predicted 1.786 Predicted 1.526

According to the results of the CHAID analysis, it was determined that the most statistically-significant variable
on the importance given to nutritiveness of the meals was the ‘generation’. In Figure 3, the results of the analysis for
the nutritional value of the meals are given. According to Figure 3, it can be stated that the participants of the X
generation and Baby Boomer generation (mean = 1.77, sd = 0.86) attach more importance to the nutritiveness of the
meals than the Y generation and Z generation (mean = 2.12, sd = 0.99). However, it was observed that the opinions
of the X generation and Baby Boomer generation participants also differ in terms of income status. It can be stated
that the participants with an income of 3001-5000 TL (mean = 1.54, sd = 0.86) and below attach more importance
to the nutritiveness of the meals compared to the participants whose income is higher than 3001-5000 TL (mean =

2.00, sd = 0.99).
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Figure 3. Factors affecting the importance given to the nutritiveness of meals

Q4. | care about nutritiveness
of food in the places | go

Node O
Mean 1.982
Std. Dev 0.956
n 342
Yo 100.0
Predicted 1.982
(=

Birth year
Adj. P-value=0.002, F=11.438.
df1=1, df2=340

“=x >Ix
Node 1 Node 2
Mean 1.765 Mean 2.119
Std. Dewv. 0.864 Std. Dev. 0.988
n 132 n 210
% 38.6 % 61.4
Predicted 1.765 Predicted 2119
| [=]
Income

Adj. P-value=0.028, F=9.803.
df1=1, df2=130

<==3001-5000 t| ~3001-5000 tI, =missing>

Node 3 Node 4
Mean 1.544 Mean 2.000
Std. Dew. 0.800 Std. Dev, 0.873
n 68 n 654
Yo 19.9 Yo 18.7
Predicted 1.544 Predicted 2.000

According to the results of the CHAID analysis, it was observed that the most statistically-significant variable on
the importance given to the organicity of the food is the ‘generation’ of the participants. In Figure 4, the results of
the analysis for the organicity of the food are given. According to Figure 4, it can be stated that the participants from
the X generation and Baby Boomer generation (mean = 1.80, sd = 0.93) attach more importance to the organicity of

their food than the Y generation and Z generation (mean = 2.70, sd = 1.06).

Figure 4. Factors affecting the importance of organicity of food

Q5. | care about organicness
of food in the places | go

Node O
Mean 2.351
Std. Dev. 1.099
n 342
% 100.0
Predicted 2.351
| =
Birth year

Adj. P-value=0.000, F=63.151.
df1=1, df2=340

Predicted 1.803

<T >IX
Node 1 Node 2
Mean 1.803 Mean 2.695
Std. Dev. 0.928 Std. Dew. 1.059
132 n 210
38.6 Y% 61.4

Predicted 2.695

2496




Ulu, EK. & Aktas Polat, S. JOTAGS, 2021, 9(4)

Based on the results of the CHAID analysis, it was determined that the modernity of the dining hall is more
important for the participants whose income is 5001-7000 TL and below (mean = 2.51, sd = 1.14) as compared to
the participants whose income is above 5001-7000 TL (mean = 3.01, sd = 1.01). According to the results of the
CHAID analysis, there was no variable that had an effect on the calmness of the eating environment. However, it
was determined that the most effective variable on the importance given to the cleanliness of the living room was the
‘gender’ variable. It was determined that women (mean = 1.17, sd = 1.04) attach more importance to the cleanliness
of the hall with a small difference as compared to men (mean = 1.37, sd = 0.65). Similarly, it was determined that
the importance given to the compliance of the restaurant employees with the hygiene rules differed in the context of
the ‘gender’ variable. According to the results of the analysis, it was seen that women (mean = 1.16, sd = 0.39) give
more importance to the compliance of the restaurant employees with the hygiene rules with a small difference as

compared to men (mean = 1.39, sd = 0.75).

Based on the results of the CHAID analysis, it has been determined that the ‘income’ variable is effective in the
fast service of the food. Accordingly, it can be stated that the participants with an income of 3001-5000 TL or less
(mean = 1.54, sd = 0.66) give importance to the fast service of the food compared to the participants whose income
is higher than 3001-5000 TL (mean = 1.92, sd = 1.05). According to the result of the CHAID analysis, a variable
that causes a difference between the attention of restaurant employees and the importance given to toilet and sink
cleaning could not be determined. However, it was determined that the ‘gender’ variable was effective on the
cleanliness of the service equipment and the importance given to the appearance of the dishes. It can be stated that
women (mean = 1.14, sd = 0.38) attach more importance to the cleaning of service equipment with a very small
difference as compared to men (mean = 1.29, sd = 0.67). Similarly, it can be stated that women (mean = 1.69, sd =
0.79) give more importance to the appearance of food with a very small difference as compared to men (mean = 1.94,
sd = 1.00). According to the results of the CHAID analysis, there was no variable that had an effect on the importance
given to the portion size of the meals. However, it has been determined that the generation of the participant has an

effect on the importance given to tasting local foods.
The results of the analysis regarding the importance given to tasting local foods are given in Figure 5.

Figure 5. Factors affecting the importance of tasting local foods

Q16. | care about tasting local
foods in the places | go.

Node O
Mean 2.108
Std. Dev. 1.020
n 342
% 100.0
Predicted 2.108
| =
Birth year

Adj. P-value=0.000, F=27.345
df1=1, df2=340

<Tx >Ix

Node 1 Node 2
Mean 1.758 Mean 2.329
Std. Dewv. 0.909 Std. Dev. 1.027
n 132.0 n 210
% 38.6 Yo 61.4
Predicted 1.758 Predicted 2.329
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According to Figure 5, it can be stated that the X generation and Baby Boomer generation (mean = 1.76, sd =

0.91) attach more importance to tasting local foods than the Y generation and Z generation (mean = 2.33, sd = 1.03).
Discussion

While food is associated with various spiritual values such as culture, history and tradition, it also produces
material value for businesses such as restaurants, farmers and suppliers. This importance of food for tourism leads

destination managers to benefit from food in their marketing activities (Kim et al., 2018, p. 14).

The food offered to tourists in a tourism destination affects their travel motivation. According to a study conducted
by the European Travel Commission-ETC (2019), the food in the destination and the richness of the cuisine are the

first factor that guides travel decisions for 15% of tourists and an effective factor in the selection phase for 55%.
g p

The relevant literature has interpreted the generation issue on concepts such as food tourism and gastronomic
tourism, which are generally carried out by people travelling for food and beverages (Fountain & Charters, 2006;
Getz & Carlsen, 2008). This study focuses on the similarities and differences between expectations, with the thought

that it is important to know the expectations of tourists for food.

The study has provided useful implications for destination management organisations and destination marketing
professionals. Based on the results of the study, Baby Boomer and generation X tourists attach more importance to
food variety, nutrition and organicity than Y and Z generation tourists. In this respect, the study is consistent with
Kamenidou et al. (2020), who found that older generations attach more importance to the organicity of the food.
However, according to the results of the study conducted by Garibaldi and Pozzi (2020), unlike our study, those born
in and after the Y generation are more interested in food and beverages than the members of the X generation and
Baby Boomer generation. Moreover, in this study, it was concluded that Baby Boomer and X generations are more
willing to taste local foods than Y and Z generations. In the context of this result, the study coincides with the idea
that the proportion of elderly individuals in tourism activities has increased and that elderly individuals are more
enthusiastic about gastronomic activities during tourism than young people (Balderas-Cejudo et al., 2021). Within
the framework of this result, it can be suggested that more importance should be given to activities related to food

and beverages for elderly individuals for destination marketing.

According to the results of the study, it is seen that another factor that caused the difference between potential
tourists’ expectations for food was ‘gender’. It has been observed that women attach more importance to issues such
as the cleanliness of the dining room, the compliance of the restaurant employees with the hygiene rules, the

cleanliness of the service equipment and the appearance of the food.

According to the other results of the study, it has been determined that the income status of potential tourists
makes a difference in certain issues regarding their expectations about food. The income issue has been identified as
an effective factor in the price of the food, its satiety and nutritiveness, the modernity of the dining halls and the fast
service of the food. In this respect, this study shows that it is important to structure the price element based on

customer expectations in menu design.

After the segmentation of customers, managers can analyse customer expectations and bring their services to more
accurate audiences. Conducting similar studies is necessary for businesses to get to know their customers better. For
this reason, the in-depth analysis of intergenerational differences in tourism in the context of gastronomy will bring
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practical contribution along with its contribution to the literature. The fact that approximately 50% of the participants
of this study are from the Y generation can be expressed as an important limitation of the study. Equal distribution
of the sample between generations will enable the intergenerational differences to be seen in detail in studies to be

conducted in this area.
Declaration

All authors of the article contribute equally to the article process. The authors have no conflict of interest to

declare.

REFERENCES

Abrams, P. (1970). Rites de passage: The conflict of generations in industrial society. Journal of Contemporary

History, 5(1), 175-190. https://doi.org/10.1177/002200947000500112

Ayaz, N., & Yali, S. (2017). Kiiltiirel turistlerin seyahat tercihleri ve yiyecek-igecek beklentileri: Safranbolu 6rnegi.
Tiirk Turizm Arastirmalar: Dergisi, 1(1), 43-61.

Balderas-Cejudo, A., Patterson, ., & Leeson, G. W. (2021). Gastronomic tourism and the senior foodies market. In
C. M. Galanakis, (Ed.), Gastronomy and food science, (pp. 193-204). Academic Press.
https://doi.org/10.1016/B978-0-12-820057-5.00010-8

Biggs, D., De Ville, B., & Suen, E. (1991). A method of choosing multiway partitions for classification and decision
trees. Journal of Applied Statistics, 18(1), 49-62. https://doi.org/10.1080/02664769100000005

Bucuta, A. (2015). A review of the specific characteristics of the generation Y consumer. Marketing From

Information to Decision, 8, 38—47.

Burkart, A. J., & Medlik, S. (1988). Tourism past, present and future. Second Edition, English Language Book
Society

Carlsson, G., & Karlsson, K. (1970). Age, cohorts and the generation of generations. American Sociological Review,

35(4), 710-718. https://doi.org/10.2307/2093946

Chan, F., Cheing, G., Chan, J. Y. C., Rosenthal, D. A., & Chronister, J. (2006). Predicting employment outcomes of
rehabilitation clients with orthopedic disabilities: A chaid analysis. Disability and Rehabilitation, 28(5), 257—
270. https://doi.org/10.1080/09638280500158307

Diaz-Pérez, F. M., & Bethencourt-Cejas, M. (2016). CHAID algorithm as an appropriate analytical method for
tourism market segmentation. Journal of Destination Marketing & Management, 5(3), 275-282.
https://doi.org/10.1016/j.jdmm.2016.01.006

Egri, C. P., & Ralston, D. A. (2004). Generation cohorts and personal values: A comparison of China and the United
States. Organization Science, 15(2), 210-220. https://doi.org/10.1287/orsc.1030.0048

European Travel Commission-ETC (2019). Tourism passion communities. Gastronomy lovers. Available at:

https://etccorporate.org/reports/tourism-passion-communities-gastronomy-lovers/.

2499



Ulu, E.K. & Aktag Polat, S. JOTAGS, 2021, 9(4)

Fountain, J., & Charters, S. (2006). Younger wine tourists: A study of generational differences in the cellar door
experience. In J. Carlsen, & S. Charters (Eds.), Global wine tourism: Research, management and marketing, (pp.

153-160). CAB International.

France, A., & Roberts, S. (2014). The problem of social generations: A critique of the new emerging orthodoxy in
youth studies. Journal of Youth Studies, 18(2), 215-230. https://doi.org/10.1080/13676261.2014.944122

Gardiner, S., & Kwek, A. (2017). Chinese participation in adventure tourism: A study of generation Y international

students’ perceptions. Journal of Travel Research. 56(4), 496-506. https://doi.org/10.1177/0047287516646221

Garibaldi, R. Stone, M., & Pozzi, A. (2020). Consuming gastronomy while travelling: What do tourists want? In, F.
Grasso, & B.S. Sergi (Eds.), Tourism in the Mediterranean Sea (pp. 109—118). Bingley: Emerald Publishing
Limited. https://doi.org/10.1108/978-1-80043-900-920211009

Getz, D., & Carlsen, J. (2008). Wine tourism among Generations X and Y. Tourism: An International

Interdisciplinary Journal, 56(3), 257-269.

Hayes, J. B., Parks, C., Mcneilly, S., & Johnson, P. (2018). Boomers to millennials: Generational stereotypes at work
in academic librarianship. The Journal of Academic  Librarianship,  44(6), 845-853.
https://doi.org/10.1016/j.acalib.2018.09.011

Hill, D. A., Delaney, L. M., & Roncal, S. (1997). A chi-square automatic interaction detection (chaid) analysis of
factors determining trauma outcomes. The Journal of Trauma: Injury, Infection, and Critical Care, 42(1), 62—

66.

[Than, U.D., Kumbul Guler B., & Aksarayli M. (2020). Sanayi sektériinde ¢alisan Y kusagi iiretim iscilerinde ¢alisma
degerleri ile orgiite duygusal baglilik arasindaki iliskide ise baglanmanin diizenleyici rolil. Journal of Economy

Culture and Society, (62), 65-89. https://doi.org/10.26650/JECS2019-0083

Jin, N., Line, N. D., & Ann, S. H. (2015). The full-service dining experience: An assessment of the generation-
specific determinants of customer loyalty. Journal of Foodservice Business Research, 18(4), 307-327.

https://doi.org/10.1080/15378020.2015.1068669

Kamenidou, 1. E., Stavrianea, A., & Bara, E. Z. (2020). Generational differences toward organic food behavior:

Insights from five generational cohorts. Sustainability, 12(6), 2299. https://doi.org/10.3390/su12062299

Kass, G.V. (1980). An exploratory technique for investigating large quantities of categorical data. Journal of The
Royal Statistical Society: Series C (Applied Statistics), 29(2), 119—127. https://doi.org/10.2307/2986296.

Kertzer, D.I. (1983). Generation as a sociological problem. Annual Review of Sociology, 9, 125-149.
https://doi.org/10.1146/annurev.s0.09.080183.001013.

Kim, S., Choe, J. Y., & Lee, S. (2018). How are food value video clips effective in promoting food tourism?
Generation Y versus non—Generation Y.Journal of Travel & Tourism Marketing, 35(3), 377-393.
https://doi.org/10.1080/10548408.2017.1320262.

Kotler, P., Bowen J., & Makens, J. (1999). Marketing for hospitality and tourism. New Jersey: Prentice Hall.

2500



Ulu, E.K. & Aktag Polat, S. JOTAGS, 2021, 9(4)

Kruger, M., & Saayman, M. (2015). Consumer preferences of Generation Y: Evidence from live music tourism event
performances in  South  Africa.  Journal of  Vacation  Marketing, 21(4), 366-382.
https://doi.org/10.1177/1356766715585903.

Lehto, X. Y., Jang, S., Achana, F. T., & O'Leary, J. T. (2008). Exploring tourism experience sought: A cohort
comparison of Baby Boomers and the Silent generation. Journal of Vacation Marketing, 14(3), 237-252.
https://doi.org/10.1177/1356766708090585.

Li, M., Xu, H., & Deng, Y. (2019). Evidential decision tree based on belief entropy. Entropy, 21(9), 897.
https://doi.org/10.3390/e21090897

Lissitsa, S., & Kol, O. (2016). Generation X vs. Generation Y—A decade of online shopping. Journal of Retailing
and Consumer Services, 31, 304-312. https://doi.org/10.1016/j.jretconser.2016.04.015

Maimon, O., & Rokach, L. (2009). Classification trees. Data mining and knowledge discovery handbook. (pp. 149—
174). Springer, Boston, MA.

Mannheim, K. (1952). The problem of generations. In P. Kecskemeti (Ed.), Essays on the sociology of knowledge,
(pp. 276-321). London: Routledge & Kegan Paul.

Mccrindle, M. (2020). Characteristics of  the emerging  generations, available at:
https://mccrindle.com.au/insights/blogarchive/gen-z-and-genalpha-infographic-update/ (accessed 3 February

2020).

Nagy, A., & Kolcsey, A. (2017). Generation Alpha: Marketing or science. Acta Educationis Generalis, 7(1), 107—
115. https://doi.org/10.1515/atd-2017-0007

Novak, J. (2014). The six living generations in America, available at: http://www.marketingteacher.com/the-six-
living-generations-in-america/
Pardue, K. T., & Morgan, P. (2008). Millennials considered: A new generation, new approaches, and implications

for nursing education. Nursing Education Perspectives, 29(2), 74-79.

Pennington-Gray, L., Fridgen, J. D., & Stynes, D. (2003). Cohort segmentation: An application to tourism. Leisure
Sciences, 25(4), 341-361. https://doi.org/10.1080/714044495

Pestek, A., & Cinjarevi¢, M. (2014). Tourist perceived image of local cuisine: The case of Bosnian food culture.

British Food Journal, 116(11), 1821-1838. https://doi.org/10.1108/BFJ-01-2014-0046

Pilcher, J. (1994). Mannheim's sociology of generations: An undervalued legacy. The British Journal of Sociology,
45(3), 481-495. https://doi.org/10.2307/591659

Quan, S., & Wang, N. (2004). Towards a structural model of the tourist experience: An illustration from food

experience in tourism. Tourism Management, 25(3), 297-305. https://doi.org/10.1016/S0261-5177(03)00130-4

Robinson, R.NS, & Getz, D. (2014). Profiling potential food tourists: An Australian study. British Food Journal,
116(4), 690-706. https://doi.org/10.1108/BFJ-02-2012-0030

Sekaran, U., & Bougie, R. (2016). Research methods for business: A skill building approach. New Y ork: John Wiley

& Sons.
2501



Ulu, EK. & Aktas Polat, S. JOTAGS, 2021, 9(4)

Seemiller, C., & Grace, M. (2017). Generation Z: Educating and engaging the next generation of students. About
Campus, 22(3), 21-26. https://doi.org/10.1002/abc.21293

Strauss, W., & Howe, N. (1991). Generations: The history of America’s future, 1584-2069. New York: William

Morrow.

Ting, H., Lim, T. Y., De Run, E. C., Koh, H., & Sahdan, M. (2018). Are we Baby Boomers, Gen X and Gen Y? A
qualitative inquiry into generation cohorts in Malaysia. Kasetsart Journal of Social Sciences, 39(1), 109-115.

https://doi.org/10.1016/j.kjss.2017.06.004

The World Tourism Organisation (2020). Glossary of Tourism Terms, available at: https://www.unwto.org/glossary-

tourism-terms.

Turkish Presidency, Presidency of Strategy and Budget (2019). On Birinci Kalkinma Plani (2019-2023), available
at:  http://www.sbb.gov.tr/wp-content/uploads/2019/11/ON_BIRINCI _KALKINMA-PLANI 2019-2023.pdf
(accessed 09 April 2020).

Turkish Statistical Institute (2019). Hanehalk: Yurt I¢i Turizm, IV. Ceyrek: Ekim-Aralik ve Yillik, 2018, available at:
https://data.tuik.gov.tr/Bulten/Index?p=Hanehalki-Yurt-Ici-Turizm-IV.Ceyrek:-Ekim-Aralik-ve-Yillik,-2018-
30604.

Williams, K. C., & Page, R. A. (2011). Marketing to the generations. Journal of Behavioral Studies in Business, 3(1),
37-53.

2502



Journal of Tourism and Gastronomy Studies, 2021, 9 (4), 2503-2524

JOURNAL OF TOURISM AND GASTRONOMY STUDIES

ISSN: 2147 - 8775

Journal homepage: www.jotags.org

Destinasyon Antropomorfizmi: Canakkale Ilinin Destinasyon Cinsiyeti Uzerine Nitel

Bir Aragtirma (Destination Anthroporphism: A Qualitative Research on Destination Gender

of Canakkale)

Ozge BUYUK *

, * Mehmet Emre GULER "

* Canakkale Onsekiz Mart University, Faculty of Tourism, Department of Tourism, Travel and, Entertainment Services,

Canakkale/Turkey

®Izmir Katip Celebi University, Faculty of Tourism, Department of Tourism Management, Izmir/Turkey

Makale Gecmisi

Oz

Gonderim Tarihi:03.09.2021

Kabul Tarihi:01.11.2021

Anahtar Kelimeler

Destinasyon antropomorfizmi
Destinasyon cinsiyeti
Canakkale

Destinasyon markalagmasi

Keywords

Antropomorfizm uygulamalari, turizm sektoriinde rekabet giicii yliksek destinasyon marka
kisilikleri olusturmak i¢in kullanilabilecek stratejiler arasinda yer almaktadir. Destinasyon
cinsiyeti, turizmde Antropomorfik agidan degerlendirilebilecek olduk¢a yeni ve orijinal bir
calisma alanidir. Bu arastirma, ilgili konuyu ele almasi agisindan, turizm alaninda ulusal
literatlire 6nemli bir katki yapma 6zelligi tasimaktadir. Calismanin uygulama kismi, online
olarak cografi sinirlama getirilmeksizin, 793 katilimer araciligi ile gerceklestirilmis ve
katilimeilara Canakkale ilinin canli bir varlik olmasi halinde cinsiyetinin ne olabileceginin
yani sira kent ile ilgili alg1, diistince ve duygularini yansitan agik uglu sorularin yoneltildigi
bir soru formu yardim ile yapilmistir. Sonuglara gore kentin cinsiyetinin disi, hakim
renginin ise mavi oldugu ortaya ¢ikmistir. Kentin, belirleyici ve en 6nemli 6zellikleri ise:
huzur verici, mutlu eden, sevgi uyandiran, 6zlenen ve cesur olarak belirlenmistir.

Abstract

Destination anthropomorphism
Destination gender
Canakkale

Destination branding

Makalenin Tiirii

Arastirma Makalesi

* Sorumlu Yazar

Anthropomorphism practices are among the strategies that can be used to create highly
competitive destination brand personalities in the tourism sector. Destination gender is a
fairly new and original field of study that can be evaluated on an anthropomorphic basis in
tourism. This research has the feature of making an important contribution to the national
literature in the field of tourism. The application part of the study was carried out online
with 793 participants without geographical limitation, and it was done with the help of a
questionnaire that asked open-ended questions reflecting their perceptions, thoughts and
feelings about the city, as well as what their gender would be if Canakkale was a living
creature. According to the results, it was revealed that the gender of the city is female and
the dominant color is blue. It has been determined that the most important determining
features are peaceful, happy, arousing love, longing and courageous.

E-posta: memre.guler@ikcu.edu.tr (M.E. Giiler)

DOI:10.21325/jotags.2021.905

2503



Biiyiik, O. & Giiler, M.E. JOTAGS, 2021, 9(4)
GIRIS

Marka kisiligi, markaya atfedilen gesitli insani 6zelliklere isaret etmekte ve markanin insanlar tarafindan nasil
icsellestirildigi ile ilgili psikolojik faktorleri ortaya koymaktadir. Temel fikir: her markanin, ayni insanlarda oldugu
gibi birer kisiliginin bulundugudur. Diger bir deyisle “eger marka, ruhu olan bir birey olsaydi, nasil biri olurdu?”
sorusunun cevabi, marka kisiligine igaret etmektedir. Bir markanin, benzerlerinden veya rakiplerinden, insana dair
biligsel, duyussal, davranigsal, sosyo-kiiltiirel vb. gesitli 6zellikler agisindan farklilagmasi durumunda ortaya ¢ikan
niteliklerin biitiinii, marka kisiligini olusturmaktadir. Marka kisiligi, tiiketicinin marka ile olan iliskisini sekillendiren
ve zaman zaman stratejik avantaj olarak kullanilan unsurlar arasinda gdsterilmektedir. Bunun nedeni markanin

tiiketicinin algisinda kendisine kisiligi sayesinde yer edinmesidir (Eren & Dal, 2019).

Tiiketiciler, markalar insani karakterler gibi diisiiniirken; iireticiler piyasaya siirdiikleri, cansiz nesnelere kolayca
“kisilik nitelikleri” atayabilmektedirler. Bu davranigin altinda psikolojik baz1 gereksinimler yatmaktadir. Ouwersloot
ve Tudorica’ya (2001) gore bu eylem, maddi olmayan diinya ile etkilesimlerini kolaylagtirmak i¢in insanlarin cansiz
varliklar antropomorfize etme ihtiyacindan kaynaklanmaktadir. Antropomorfizm, benzersiz insan 6zelliklerinin ve
niteliklerinin, insan olmayan yaratiklara ve varliklara, dogal ve dogaiistii olaylara, maddi durumlara, nesnelere ve
hatta soyut kavramlara atfedilmesi durumudur. Tiiketiciler, antropomorfizm davranisi sayesinde markalarla bag
kurmakta ve hatta kimi zaman ilgili iriinleri, tipk1 insanlar gibi bir ruha veya genetik koda sahip olarak
algilamaktadirlar. Bu tip bag olusturulan driinler, tiiketiciler tarafindan daha c¢ok begenilmekte ve hatta
degistirilmekten kaginilmaktadir (Aggarwal & Mcgill, 2012). Bu sebeple, tiiketiciler ile sadakat temelli iligkiler
olusturabilmek ve farklilasabilmek isteyen pek cok marka i¢in “kisilik algis1” olusturabilmek, temel hedefler arasinda
yer almaktadir. S6zkonusu bag ve sadakatin nedeni: bireyin cansiz nesnelere dair antropomorfik diislincelere sahip
oldugu esnada beyninde aktive olan sinir alanlar ile, insanlara dair yargi ve diisiinceler gelistirdigi sirada aktive olan
sinir alanlarinn ayn1 olmasi (Delikan & Sener, 2020) seklinde agiklanmaktadir. Insanlarin antropomorfize etme
ihtiyaglarinin nedenini Gutherie (1995): bireyin yasadigi sosyal bosluklari, antropomorfizm (iliski-arkadaslik)
sayesinde doldurmak istemesi olarak gostermektedir. Bu ihtiya¢ dahilinde hareket eden insan, hayatina dahil edecegi
cansiz varliklart insani 6zelliklerine gore segmekte, kendine buna gore bir ¢evre yapilandirmaktadir. Boylelikle

diinya, birey icin daha tanidik ve anlagilmasi kolay hale gelmektedir.
Kavramsal Cerceve

Literatiirde, kronolojik olarak ilk kez Gardner ve Levy (1955) tarafindan glindeme getirilmis olan marka kisiligi
kavrami, daha sonra Aeker (1997) tarafindan “markayla iliskili bir dizi insani 6zellik” olarak tanimlanarak bir dl¢ek
yardimu ile dl¢lilmiistiir. Bir markanin insanlara 6zgii baz1 karakter 6zellikleri ile birlestirilmesi olarak da agiklanan
marka kisiligini belirlemeye yonelik gelistirilen bu 6lgegin bes boyutu bulunmaktadir. Bunlar: “samimiyet, cosku,
ustalik, seckinlik ve sertlik” tir. Marka kisiligini belirleyen ve “biiyiik bes” ismi de verilen bu boyutlar, markalara
tiiketicilerce atfedilen kisilik 6zellikleri, yani antropomorfik 6zelliklerdir. Bir diger ifade ile marka kisiligi kavrama,
daha ¢ok insan niteliklerinin markalar gibi insan olmayan nesnelere atfedildigi antropomorfik bir metafordur
(Dickinger & Lalicic, 2016). Bunun yanisira 6lgegin “seckinlik (sophistication)” boyutunun alt boyutlarindan biri:
markanin “kadinsi (feminine)” olmast; “sertlik” (ruggedness) boyutunun alt boyutlarindan biri ise markanin “erkeksi

(masculine)” olmasidir. Marka kisiliginin cinsiyeti kavrami ilk kez bu 6lgek araciligi ile ortaya atilmistir.
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Zaman i¢inde markalama ¢aligmalarindaki 6nemin giderek daha da fazla fark edilmesi ile, s6z konusu “bes biiyiik
faktor” kuramindan yola ¢ikilarak gelistirilen marka kisiligi 6lgegi yetersiz kalmis ve “arketipsel marka kisilikleri”
modeli (Mark ve Pearson, 2001) olusturulmustur. Modele gore boyutlarin sayist arttirilarak, “yaratici, koruyucu,
yonetici, sakaci, siradan, erkek/kiz, asik, kahraman, asi, sihirbaz, masum, kasif, bilge” olarak on ikiye ¢ikarilmistir.
Arketipsel' bu boyutlar igerisinde yer almakta olan “erkek/kiz” vurgusu, zaman igerisinde marka kisiliginin
“cinsiyeti” vurgusunu da daha ¢ok giindeme getirmistir. Buradan hareketle marka cinsiyetinin, marka kisiliginin alt
boyutlarindan biri oldugunu sdylemek miimkiindiir. Literatiirde markalarin cinsiyeti, feminen ve maskiilen
algilanmalari, disil ve eril yanlar1 konusunda da pek ¢ok calisma mevcuttur (Vitz & Johnston, 1965; Allison vd.,
1980; Alreck vd., 1982; Debevec & Easwar, 1986; Alreck, 1994; Fischer & Arnold, 1994; Milner & Fodness, 1996;
Jung & Lee, 2006; Grohmann, 2009; Klink, 2009; Fugate & Phillips, 2010; Avery, 2012; Cabuk & Koksal, 2013;
Ayman & Kaya, 2014, Bas & Merter, 2014; Guevremont & Grohmann, 2015; Chang & Tung, 2016; Grohmann,
2016; Lieven & Hildebrand, 2016; Yildinm & Komiircii, 2019; Huang vd., 2020).

Jung’a (2014) gore “Kimligin 6nemli bir bileseni olan kisilik, iletigimin de 6nemli bir unsurudur.” Kisiligi
olmayan markalar, tliketicilerin aklinda kalmamakta ve kendilerini tanitamamaktadir. Her markanin, akilda
kalabilmek i¢in uygulamak mecburiyetinde oldugu “tek goriiniisliiliik” algis1 i¢in arketiplerin kullanilmalar1 avantaj
olarak gosterilmektedir. Bu nedenle dncelikle hangi kisiligi benimseyecegine karar vermesi gereken markalar, kisilik
arketiplerinden faydalanarak tutarlilik sergileme yoluna gitmektedir. Ciinkii giiglii kisilikleri olan markalar ayni
zamanda basarili markalardir (Bas & Merter, 2014). Diger yandan bir iirliniin modern, entelektiiel, geng, disi, eril,
kadin, erkek, kiz, feminen, maskiilen vb. nitelendirmelere tabii tutulmasi ona ayni zamanda bir marka kisiligi

kazandirilmasi anlamina gelmektedir (Giilmez, 2013).

Tiiketici tercihini yilikseltmek, satis miktarlarin arttirmak, sadakati saglamak, marka algis1 ve imajim yiikseltmek,
vb. hedefleri olan pazarlama ¢aligmalari, turistik iiriinler i¢in de 6nem tagimaktadir. Destinasyonlar, turistik tiiketime
konu olan yerler oldugu kadar, karmasik yapilara sahip temel turistik {irtinler (Yavuz ve Akgol, 2009) arasinda
gosterilmektedir. Cografi agidan sinirlan ¢izilmis alanlarda c¢esitli orgiit ve is silireclerinin birbirleri ile uyumlu
eylemler sergilemelerini (Wang, 2008) gerektiren destinasyon pazarlamasi uygulamalari, turizm pazarlamasi
caligmalar1 arasinda yer almaktadir. Bu ¢aligsmalar esnasinda turistik destinasyonlarda var olan marka kisiligini
belirlemek, farklilasmay1 gelistirmek icin giiclii bir yontem (Liu vd., 2012) oldugu gibi; s6z konusu farklilagma
onemli ve rekabetci bir strateji ortaya koyulmasi i¢in arag olarak da gdsterilmektedir. Destinasyon kisiligi, Ekinci ve
Hosany’e (2006) gore “bir destinasyona dair kisilik 6zellikleri kiimesi”dir. Marka kisiliklerinin belirlenmesi, turizm
yOnetici ve aragtirmacilarinin ilgili destinasyonlara dair kisilik 6zellikleri temelinde konumlandirma yapmalarina
yardimc1 olmaktadir. Destinasyon kisiligi sayesinde rekabet avantaji elde edilebilmekte ve tercih edilebilirlik
arttirilabilmektedir (Chen & Phou, 2013; Aguilar vd., 2014; Artuger & Cetins6z, 2014; Chaykina vd., 2014; Ajanovic
& Cizel, 2016; Tiirkmen & Koroglu, 2017). Ancak unutulmamalidir ki: marka kisiligi ile destinasyon kisiligi ayni

seyler degildir. Marka kisiliginde ortaya konan ozellikler ve karakterizasyon tamamen pazarlama stratejisinin ve

! Arketipler, Jung’a gore (2014) varligi bilingaltina ve en uzak ge¢mise dayandirilan ilk gorsellerdir. Arketiplerin varligina
geemiste mitolojide, peri masallarinda, inang sistemlerinde ve ilkel sanat iletilerinde; giiniimiizde ise gogunlukla edebiyat sinema
ve televizyon reklamlarinda rastlanmaktadir (Yakin & Ay, 2012). Ornegin kirmiz1 baglhikli kiz masumiyet, hain kurt ise kétiiliigiin
arketipi olarak 6n plana ¢ikmaktadir. Kahramanlar, dogaiistii varliklar veya reklam kahramanlari bilinen bazi arketiplere 6rnektir.
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iletisiminin iiriinii iken destinasyon kisiligi, barmdirdig1 dogal pek ¢ok yonii olan (Plummer, 2000) ve dolayisi ile

kendi kendine olusan, yapay olmayan, canli unsurlar barindiran bir yapiya sahiptir.

Destinasyon pazarlamasi c¢aligmalart esnasinda sechirler, canli varliklar olarak goriilmelidir ancak bir
destinasyonun kisiligi, sadece marka yaratma ve pazarlama ¢aligmalarmin sonucunda degil ayn1 zamanda o yerlesim
yerinin sakinleri, hikayeleri, somut olmayan kiiltiirel miras1 ve pek ¢ok kendine has 6zellikleri sayesinde organik
bigimde ortaya ¢ikmaktadir (Brown & Campelo, 2014). Literatlirde son donemlerde destinasyon markalagsmasinda
antropomorfik 6zelliklerin kullanimina dair yapilan ¢aligmalar mevcuttur (Brown & Campelo, 2014; Wassler &

Hung, 2015; Letheren vd., 2016; Letheren vd., 2017, Christou vd., 2020; Lam & Ryan, 2020; Kwak vd., 2020).

Destinasyon antropomorfizmi olarak da isimlendirilen bu pazarlama stratejisi, tiim diinyada yaygin bigcimde
kullanilmaktadir. Ornegin, Bulgaristan sik sik "Mother Bulgaria", Hindistan “Bharat Mate-Mother India” ve Misir
“Om El Donia- Mother of the World” olarak amilmaktadir. Ayrica pek ¢ok destinasyonun tanitimlarinda
antropomorfik karakterler sembol olarak yaygin bi¢cimde goriilmektedir. Mesela Japonya’'nin Kumamoto eyaleti,
2010 yilindan beri destinasyonun tanitimi i¢in Kumamon ismini verdikleri ve diinyaca taninan bir maskot
kullanmaktadir. Bu gibi karakterlerin kullanimu tiiketicilerin duygusal tepkilerini olumlu yénde arttirmaktadir (Kwak
ve dig., 2020). Antropomorfik karakterler, destinasyonlarm bulundugu kiiltiirlerden geldigi gibi sonradan da
olusturulabilmektedirler. Ornegin zaman zaman destinasyonda gekilen dizi ve filmler aracihifiyla yaratilan
karakterler (Komiircii ve Oter, 2013) destinasyon pazarlamasinda etkin bigimde kullanilabilmektedir. Bununla
birlikte destinasyonlarin duyular1 konusunda da arastirmalar yapilmakta ve insani bes duyu 6zellikleri turistlerin o
destinasyonda algiladiklar1 ile 6zdeslestirilmeye calisilmaktadir (Saribag vd., 2017; Saribas & Demir, 2020).

Boylelikle destinasyon algis1 ve bununla ilgili olarak destinasyon pazarlamasi faaliyetleri yonlendirilebilmektedir.

Destinasyon antropomorfizmi igerisinde ¢ok kullanilan baska bir strateji de cinsiyet atiflaridir. Destinasyon
markalamasinda, cinsiyet vurgusu dnemli bir marka 6zelligidir ve pazarlama iletisiminde siklikla uygulanmaktadir.
Markalarin erkeksi ve kadins1 6zellikler ile ortaya kondugu bu antropomorfik yaklasimda, tipik erkeksi 6zellikler
arasinda: giriskenlik, saldirganlik, baskinlik, sertlik, bagimsizlik, kahramanlik ve cesaret; kadinsi 6zellikler arasinda:
besleyici olmak, itaatkar olmak, zarafet, sevkat ve duyarlilik yer almaktadir. Destinasyon markalagmas1 cinsiyet
atiflarinda da erkeksi-maskiilen 6zellikler: maceraci, ciiretkar, heyecan verici, becerikli, agik havaya diiskiin, saglam
ve sert; kadinsi-feminen 6zellikler: zarif, sairane, romantik, sicak, biiylileyici, goz alici, arkadas canlisi, aile odakls,
sakin ve duygusal olmak seklinde siralanmaktadir (Kumar & Nayak, 2018). Benzer bigimde seyahat olgusu da
Morgan ve Pritchard’a (2000) gore genellikle erkeksi “macera, zevk ve egzotizm” terimleri ile karakterize edilmekte;
egzotik dogaya sahip destinasyonlarin ziyareti gibi kadmns1 deneyimler ise ¢cogunlukla bagimsiz eylemlerden uzak,
ev hayati ile ilintilendirilen terimler ile tanimlanmaktadir. Ornegin turizm tamitim ve pazarlama calismalarinda
Karayipler, Fiji, Vietnam yogun kadins1i imgelerle dolu destinasyonlardir. Aynmi sekilde Kuzey Amerika
tanitimlarinda “erkeklerin kesfini bekleyen bir kadin” (Dubinsky, 1994) tasviri yapilmaktadir. Diger yandan
Kanada’da Yukon, Iskogya'da Stirling bélgeleri igin yapilan tanimlamalarda ise sert ve maskiilen ifadeler

kullanilmaktadir.

Turizm yonetici ve arastirmacilari, destinasyon cinsiyetinin kurgulanmasi kadar turist iizerinde yarattig1 etkiye de
odaklanmaktadirlar. Buradan hareketle yapilan pazarlama c¢aligmalar1 esnasinda uygulanan kisilestirme

stratejilerinin, Ozellikle antropomorfik egilimi yiiksek tiiketicilerin sehayat niyetleri ve destinasyon tutumlari
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iizerinde pozitif etkileri oldugu saptanmistir (Letheren vd., 2017). Turistik mesajlarin basarisinda turistlerin
antropomorfik egilimlerinin de rolii biiyiiktiir. Yapilan arastirmalar, antropomorfik egilimi olan bireylerin geng,
bekar, yiiksek gelire sahip, deneyimlere daha agik, daha vicdanl ve duygusal agidan daha hassas oldugunu ortaya
koymaktadir ancak cinsiyet ve kiiltiiriin bu egilime herhangi bir etkisi oldugu saptanmamistir (Letheren vd., 2016).
Yiiksek diizeyde antropomorfik egilime sahip turistlerde destinasyonlara dair olumlu izlenim ve niyetlerin olugsma
sansini artirmak igin, kisilestirilmis metinler kullanmak ve destinasyonu insanlagtirmak etkili bir strateji olarak
gosterilmektedir. Antropomorfik egilimli tiiketicilerle etkili bir sekilde iletisim kurmak isteyen destinasyonlarin,
kisilestirmeyi turizm iletisimine dahil etmesinde fayda vardir. Bu durumda destinasyonlara sanki birer insanmis gibi
atifta bulunmak gerekmektedir. Dolayisiyla destinasyon pazarlamasinda antropomorfik stratejiler gelistirmek igin,
potansiyel turistlerin bu yonde bir egilime sahip olup olmadiginin da tespit edilmesi gerekmektedir (Letheren vd.,
2017). Antropomorfik stratejiler arasinda yer alan cinsiyet olgusu, destinasyon markalasmasinda diger tiim kisilik

ozelliklerinden daha baskindir ve tiiketicilerin destinasyon sadakati iizerinde de biiylik etkiye sahiptir (Pan vd., 2017).

Destinasyon sadakati ve turistik satin alma davranmislari noktasinda onemli bir etken de destinasyonun
markalagmasi ve bunun i¢in yapilan calismalardir. Genel olarak markalasma ve Ozel olarak da destinasyon
markalasmasi, dinamik bir yapiya sahiptir ve degisen tiiketici tercihlerine ve gevresel, ekonomik ve toplumsal
degismelere gore siirekli gelisip yenilenmek durumundadir. Markalagma, 1980'lerin sonundan itibaren pazarlama
literatiirii tarafindan kullanilan bir kavram olmasina ragmen, destinasyon markalagsmasi nispeten yeni bir ¢caligma
alanmidir (Pereira vd., 2021). Bununla birlikte markalagma c¢aligsmalar1 dahilinde yiiriitiilen marka cinsiyetine iligkin
aragtirmalar, az sayida da olsa destinasyon cinsiyeti ve antropomorfizmi kavramu iizerinde duranlara (Orn: Pritchard
& Morgan; 2000; Letheren vd., 2017; Pan vd., 2017, s. 2020, s. 2021; Kwak vd., 2020) nazaran daha fazladir. Bu
caligmalar, markalara cinsiyet atfetmenin satin alma niyeti {izerinde pozitif etkileri oldugunu géstermektedir (Lieven
vd., 2015; Hess & Melnyk, 2016; Schnurr, 2018). Arastirmalar, hem erkeklerin hem de kadinlarin kendi cinsiyet
kimliklerini ifade eden markalar1 daha ¢ok tercih ettiklerini, buna ek olarak kadinlarin erkeksi markalar1 satin alma
olasiliklarinin, erkeklerin kadins1 markalar1 satin alma olasiliklarindan daha fazla oldugunu ortaya koymaktadir

(Worth vd., 1992).

Literatiirde genellikle destinasyon se¢iminde ve satin alma egilimlerinde cinsiyet faktorlerinin incelendigi
aragtirmalar mevcuttur. Bu ¢aligmalardan bazilarinda erkeklerin ve kadinlarin turizm iiriinlerine kars1 farkh tepkiler
ortaya koydugu sonucuna varilmistir. Ornegin Gao vd. (2014): tarimsal turizm iiriin se¢imi {izerine yaptiklar1 bir
arastirmada, kadinlarin daha ¢ok dogal bitki ortiisii, agaglar, yesillikler ve hayvanlar ile ilgilendiklerini erkeklerin ise
bahge isleri, acik hava faaliyetleri, gelencksel ataerkil anlayista oldugu gibi ciftlik ekipmanlarina daha ilgili
olduklarini ve satin alma tercihlerini o yone kullandiklarini ortaya koymustur. Giirsoy vd. (2017): turistik {iriin satin
alma davranisi sirasinda erkek turislerin geleneksel, agizdan agiza iletisim, ¢evrimigi inceleme siteleri ve arama
motorlarindan bilgi almay1 yeglerken, kadinlarin bilgi kaynagi olarak basili materyalleri tercih ettiklerini tespit
etmislerdir. McGehee vd. (1996), itme ve ¢ekme stratejilerini inceledikleri ¢aligmalarinda: tatil se¢imi esnasinda
kadinlarn kiiltiir, aile baglar1 ve prestij firsatlar tarafindan motive edilmelerinin daha olas1 oldugunu; erkeklerin ise

spor ve macera ile ilintili seceneklere daha fazla 6nem vermekte olduklarini tespit etmisglerdir.
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Diger yandan bir destinasyona cinsiyet atfetme olarak da tanimlanabilecek, turizm pazarlamasinda destinasyon
cinsiyeti konusunda {ilkemizde yapilmis herhangi bir arastirmaya rastlanmamstir. Bu agidan bakildiginda ¢alisma

orijinal ve literatiire katki saglamay1 hedefleyen bir 6zellige sahiptir.
Yontem

Canakkale, antik donemlerden beri turist gekmekte olan 6nemli bir destinasyondur. Sinirlari igerisinde cerereyan
etmis pek cok tarihi olay ve savas, kentin {iniiniin mitolojik hikayelerin 6tesine gecerek tarih literatiiriine girmesine
yol agmustir. Canakkale, siirlari igerisinde bulunan antik kentler, Homeros un iinlii ilyada’sina konu olmus Truva
Savaslari, Canakkale Bogazi, mitolojik hikayeleri ile {inlii bin pinarli Ida Dagi, bakir koylari, sit alanlari, yakin
tarihimize sekil veren Canakkale Kara Savaglari, pek ¢ok halka ev sahipligi yapmis olmasi dolayisi ile ¢ok
kiiltiirliiligiiyle 6ne ¢ikan kentlerden biridir (Biiyiik & Can, 2020). Ziyaret¢ilerin, Canakkale iline dair destinasyon
cinsiyeti algilarmi belirlemeyi amaglayan bu calisma, bir tarama (survey) calismasidir. Tarama caligmalari
katilimcilarin, herhangi bir konu veya olaya dair algi, diislince ve goriislerinin belirlendigi arastirmalardir. Bu tiir
arastirmalarda ¢ogunlukla “ne, nerede, ne zaman, hangi siklikla, hangi diizeyde, nasil vb.” sorularm yanitlanmasi

hedeflenirken “neden” sorusuna yanit aranmamaktadir (Biiyiikoztiirk vd., 2012).

Arastirmada, ¢evrim i¢i hazirlanan soru formu ile katilimcilardan Canakkale ile ilgili duygu ve diisiincelerini
ayrica kentin hakim renginin ne olduguna dair goriislerini 6zgiir bicimde yazmalar1 istenmistir. Calismanin etik
uygunlugunun belirlenmesi i¢in izmir Katip Celebi Universitesi Sosyal Arastima Etik Kurulun’dan 2021-SAE-0087
numarali bagvuru ile izin alinmistir. Soru formu, internet araciligi ile ¢evrimici olarak herhangi bir cografi ayrim

gbzetmeksizin dagitilmigtir.

Caligmada Canakkale ilini ziyaret etmis olan ziyaretgilere ulasmak hedeflenmistir. Bu anlamda ¢aligmanin evreni
Tiirkiye sinirlar igerisinde bulunan ve Canakkale ilini ziyaret eden bireylerdir. Sayisi belirli olmayan bu evrenden
orneklem elde etmek i¢in kolayda 6rnekleme yontemi kullanilmigtir. Veri toplama agamasinda, 808 yanit alinmus,
eksik veri iceren 15 dosya ayiklandiktan sonra 793 form analize tabi tutulmustur. Elde edilen veriler MAXQDA 2018

nitel analiz programi aracilig1 ile degerlendirmeye alinmustir.
Bulgular

Calismada elde edilen bulgular Pan ve digerleri (2021) tarafindan gelistirilen Destinasyon Cinsiyeti Olceginde

bulunan destinasyon cinsiyeti ile ilgili ifadelerden yola ¢ikarak kodlanmustir.

ICINE KAPANIK  GOZEL DISA DONUK
\ / (Gl
/ i : KARARLI
: o = ENERJIKS _~YARATICI / M|
ROMANTIK HASSAS — DUYGUSAL e
& i 5 CF‘RiKL i _KARIZMATIK
" GOZ — ‘ _—EGEMEN ™
BUYULEYIC i (G
__AKAMASTIRICI ] e (Gl
— — __———— BASKIN
- _FEMINEN DESTINASYON MASKULEN~_
el A ~ CINSIYETI ‘ NG
KIBAR
AL — n GOZUPEK~__ CESUR
e_J— / : ." \ R
/ ~ZARIF ™ ~KUVVETLI~ =
sevGipow  / T | (G| . ~@] &
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Sekil 1: Destinasyon Cinsiyeti Hiyerarsik Modeli
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Sekil 1°de Pan ve digerleri (2021) tarafindan ifade edilmis olan destinasyon cinsiyetinin 6zellikleri gbz oniine
alinarak yapilan nitel veri kodlamasina dair destinayon cinsiyet hiyerarsik kod modeli yer almaktadir. Verilerin
analizi asamasinda: caligmaya dahil edilen 793 katilimcinin anketlerinde yer alan S.1.“Canakkale denince
hissettiginiz duygu ve diisiinceler nelerdir?” agik u¢lu sorusunun kod temelli analiz edilmesi sonucunda toplam 1575
kodlama yapilmistir. Feminen grupta yer alan sézciik frekanslar1 1046 (%66,41), maskiilen grupta yer alan sozciik
frekanslar1 529 (%33,59) olarak gergeklesmistir. Feminen boyutta toplanan ifadeler yogunlukludur. Bununla birlikte
feminen ifadelerin yer aldig1 belgelerde ilgili kodlar, S.1 igin 505 (%48,28) tekrar ile “zarif” alt boyutuna yerlesmistir.
S6z konusu degerler Tablo 1’in ilk iki siitlinunda gosterilmektedir. Bu sonug, zarafetin ilgili destinasyonun feminen

addedilmesindeki en dnemli 6zellik oldugunu ortaya koymaktadir.

Tablo 1 :A¢ik Uglu Sorular (Boyutlar- kod temelli frekans tablosu)

S.1° S.2™
Sozciik Sozciik
Boyutlar Frekanslar % Frekanslar o

FEMINEN 1046 66,41 1113 58,83

MASKULEN 529 33,59 779 41,17

TOPLAM 1575 100,00 1892 100,00

. | EGEMEN 190 35,92 181 23,23

% GOZUPEK 170 32,14 447 57,38

§ BECERIKLI 143 27,03 137 17,59

KUVVETLI 26 4,91 14 1,80

TOPLAM 529 100,00 779 100,00

ZARIF 505 48,28 784 70,44

IYI HUYLU 251 24,00 157 14,11

S YUMUSAK 181 17,30 100 8,98

E GOZ KAMASTIRICI 109 10,42 72 6,47

TOPLAM 1046 100,00 1113 100,00
*S.1: Canakkale denince hissettiginiz duygu ve diisiinceler nelerdir?

*S.2: Canakkale denince aklniza neler gelmektedir?

S.2.“Canakkale denince akliniza neler gelmektedir?” acik u¢lu sorusunun kod temelli analiz edilmesi sonucunda
ise toplam 1892 kodlama yapilmistir. Feminen grupta yer alan sozciik frekanslar1 1113 (%58,83), maskiilen grupta
yer alan sozciik frekanslar1 779 (%41,17) olarak gerceklesmistir. Feminen boyutta toplanan ifadeler bu soru i¢in de

yogunlukludur.

Diger yandan S.2 i¢in feminen ifadelerin yer aldigi belgelerde ilgili kodlar 784 (9%70,44) tekrar ile bir kez daha
“zarif” alt boyutuna yerlesmistir. Zarafet, bu soru i¢in de en 6nemli 6zellik olarak goriinmektedir. S6z konusu
degerler Tablo 1’de gosterilmektedir. Diger yandan 2. yliksek frekansa sahip kod grubu maskiilen boyutta yer olan
“gbzlipek” alt boyutuna ait olmustur. Bu sozciiklerin frekansi 447 ile ilgili boyutun %57,38’ine karsilik gelmektedir.
Bu sonug, kent ile ilgili ziyaret¢i degerlendirmeleri arasinda maskiilen 6zelliklerin de var olduguna isaret etmektedir.
S6z konusu degerler Tablo 1’in tiglincii ve dordiincii siitlinunda gdsterilmektedir. Tablo 2’de katilimcilarin agik uglu
sorulara vermis olduklar1 yanitlar dlgegin alt boyutlarini olusturan basliklar agisindan her iki soru i¢inde kod temelli

olarak gosterilmektedir.
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Tablo 2: Acik Uclu Sorular (Alt Boyutlar- kod temelli frekans tablosu)

JOTAGS, 2021, 9(4)

S.1” S.2™
Boyut Alt Boyutlar Frﬁﬁﬁ;‘;i‘m %

z. KARIZMATIK 124 (65,26) 74(40,9)
= KARARLI 55 (28,95) 78 (43,1)
= BASKIN 11(5,79) 29(16,00)
= Kodlanmis Belgeler 190 (100) 181 (100)
= GORKEMLI 21 (80,77) 14 (100)
E THTISAMLI_ 4(15,38) 0(0)
z |z GOSTERISLI 1 (3,85) 0 (0)
= M Kodlanmis Belgeler 26 (100) 14 (100)
E I ENERJIK 106 (74,13) 84 (61,31)
ﬁ E._ YARATICI 20 (13,99) 1(0,73)
= |0 DISA DONUK 17 (11,89) 52 (37,96)
g Kodlanmis Belgeler 143 (100) 137 (100)
v CESUR 94 (55,29) 282 (63,1)
> SERT 70 (41,18) 148 (33,11)
() MACERACI 6 (3,53) 17 (3,80)
=8 Kodlanmis Belgeler 170 (100) 447 (100)
= RAHATLATICI 114 (30,40) 31 (4,0)
= HUZURLU 277 (73,87) 702 (89,5)
<Nﬂ SEVECEN 56 (14,93) 51 (6,5)
Kodlanmis Belgeler 505 (100) 784 (100)
= SEVGIi DOLU 234 (93,23) 88 (88,00)
§ SAF 11(4,38) 8 (8,00)
~ |- KIBAR 6 (2,39) 4 (4,00)
= E Kodlanms Belgeler 251 (100) 100 (100)
E < CINE KAPANIK 92(50,83) 55 (76,39)
&= % HASSAS 72(39,78) 8 (11,11)
= 12 GUZEL 17(9,39) 8(11,11)
% DUYGUSAL 0(0) 1(1,39)
> Kodlanmis Belgeler 181(100) 72 (100)
= ROMANTIK 56 (51,38 57 (36,31)
N %35 | BUYULRYICI 49 (44,95) 23 (36,31)
S22 |TATLI 4(3,67) 77 (49,04)
§ Kodlanmis Belgeler 109(100) 157 (100)

*S.1: Canakkale denince hissettiginiz duygu ve diisiinceler nelerdir?

**S.2: Canakkale denince aklmiza neler gelmektedir?

Katilimcilardan alinan 793 formda yer alan “S.1: Canakkale denince hissettiginiz duygu ve diisiinceler nelerdir?”
sorusunun cevaplart agisindan degerlendirildiginde Olgegin “feminen” boyutunda bulunan “zarif” alt boyutu
igerisinde “huzurlu” kodu 277 (%73,87) tekrar ile ilk sirada yer almaktadir. S6z konusu alt boyut: huzur veren,
rahatlatici, dinlendirici, sevecen, gevsetici, pastoral, kir hayatina ait, temiz, cennet gibi, bakici, sevecen, sunan, saf,
kibar, besleyen, doyuran ve verici vb. gesitli kelimelerin toplam kullanimindan olugsmaktadir. Bu sonug, ziyaretgilerin

kente “zarif” tanmimlamasi yaparken huzur ve rahatlik ile ilgili ayrintilar1 vurguladiklarini ortaya koymaktadir.

Ayrica agsagida S.1’e verilen yanitlara dair yapilan igerik analizinde yer alan katilimci ifadeleri s6z konusu verileri

dogrulamaktadir.

K.447: “Inamlmaz bir sekilde rahatlamis ve dingin hissediyorum. Sanki giiniin tiim yorgunlugunu atmis gibi...

Ruhsal kansikliklar yasarken sanki en yakin arkadasinla konugmus gibi. Goéziimiin oniine Canakkale Bogazi'nin
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kenarinda bir dairede yasiyormusum ve giinesin batimindaki kizillik salonun penceresinden siiziilerek muhtesem bir

manzara sundugu seklinde bir goriintii beliriyor.

K.45: “Canakkale olduk¢a ozel ve heniiz kesfedilmemis bir sehir. Tarihi kadar kendisi de ¢cok ozel. Her mevsim
deli riizgarlar: buraya baska bir dzgiinliik katiyor. Yasamasi ¢ok rahat. Okumak, ¢calismak ve yasamak igin ideal. ...”

K.314: “Yasam, Doga, Riizgar, Manzara,”

K.251: “Canakkale'de dogal giizellikler huzur ve sakinlik veriyor... Tatil hissi yogun... Diger yandan zengin bir
tarih ve kiiltiir cografyast oldugu icin burada yagsamak ¢ok ozel ve ayricalikly diye diigiiniiyorum. Sosyal yapist rahat
ve Ozgiir hissettiriyor.”

K.667: “Insamn icine huzur doluyor. Dogal yapisiyla sanki diinyalar giizeli Istanbul'un daha yasanilabilir hali
gibi.”

K.68: “Huzur ve mutluluk hissediyorum. Evde olmamn giiveni ve sicakligi hissedebiliyor. Lyi ki buralyim diye
hissediyorum. Disaridan kimsenin gelip bu giizel sehri bozmamasint umuyorum”

Tablo 2’de ayrica destinasyonun feminen olarak addedilmesinde ikinci belge sayis1 ve frekans oranina sahip boyut
“iyi huylu” olarak gosterilmekte; bu boyutun 6ne ¢ikmasinda en etkili alt boyutun ise 234 (%93,23) frekans degeri
ile en yiiksek ikinci siklik ortaya koyan “sevgi dolu” olmak oldugu goriilmektedir. Bu sonug: ziyaretgilerin kenti
tanmimlarken yogunluklu olarak sevgi sozciikleri kullandiklarini ortaya koymaktadir. S6z konusu alt boyut: saf,
kusursuz, has, bakir, katiksiz, sevgi, 6zlem, ask, iyilik, uysal, icten, iyiliksever, vb. anlamlar1 tasiyan cesitli
kelimelerin toplam kullanimindan olusmaktadir.

Katilimcilarin “S.1: Canakkale denince hissettiginiz duygu ve diistinceler nelerdir?”” sorusuna verdikleri yanitlar

igerisinde en sik tekrar edilen tiim kelimeler ve feminen-maskiilen ayrimlart Sekil.2 de verilen kelime bulutunda

gosterilmektedir.

S.1: Canakkale denince hissettiginiz duygu ve diisiinceler nelerdir?
4
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Sekil 3. “S.2:Canakkale denince akliniza neler gelmektedir?”” Sorusuna Verilen Yanitlarda Bulunan Ifadelerin

Kelime Bulutu

Diger yandan tiim 6lgek goz oniine alindiginda maskiilen ifadelerinin gruplandigi “géziipek” boyutunun genel
siralamada 3. oldugu goriilmektedir. Boyutu igerisinde yer alan en yiiksek frekans degerine (282) sahip alt boyut
%63,1 oranla “cesur” dur. Bu durum, katilimeilarin yogunluklu bigimde feminen olarak tanimladiklar1 destinasyonda
ayrica cesaret ile ilgili maskiilen baz1 6zellikler de gordiiklerine isaret etmektedir. S6z konusu alt boyut Sekil 3’de
verilmis olan kelime bulutundan da goriilecegi lizere goziipek, cesur, 6zglirliigiine diigkiin, yigit, korkusuz, seriivenci,
tehlikeli, atak, ciiretkar, kahraman, tarih, riskli, tehlikeli, vahsi, siddetli, sert, 6fkeli, keskin, ¢etin, direnen, savas,

savasc1 vb. cesitli kelimelerin toplam kullanimindan olugmaktadir.

Asagida verilen S.2’nin yanitlarina dair yapilan igerik analizinde yer alan katilimci ifadeleri s6z konusu verileri

dogrulamaktadir.
K.191: “Gerek Tarihiyle gerek dogal giizelliyle kendine baglayan bir sehir.”
K. 558: “Deli riizgar.”
K.206 : “Her yiizyilda direnigin sembolii, riizgarin yuvasi, yesilin maviyi selamladigi bogaz,.”

K.311 : “Canakkale denince aklima gelenler: Tarih, savas, Atatiirk ve silah arkadaglari, hésmerim, zeytin,

1

zeytinyagi, Gelibolu, yazlik, doga, temiz hava, piril piril plajlar.’
K.527: “Savas, tarihi yerler...

K.481: “Canakkale denince aklima direnis miicadele ve kurtulusumuz icin canlarint vermis sehitlerimiz gelir.”

K. 426: “Destansi kahramanlarin gérkemli evi ...”

K. 417: “Tarihiyle zengin kahramanlik oykiileriyle dolu bir gehir.”

K.229: “Canakkale Deniz Zaferi ve Atatiirk”

K.176: “Mehmetciklerin kanlariyla olmus Gelincikler,

K.261: “Kahraman cesur Mehmetciklerimiz Savagslar verilen miicadele direnis yurdumuzu diismana karsi el

birligiyle koruyusumuz”
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K.98: “Sehitlik, cesur Canakkale halki, deniz, neseli ve dost canlisi, yardimsever insanlar.”
K.472: “Heybetli, gorkemli ve korkusuz- cesur tarihli bir sehir.”

K.508: “Cok eski karizmatik bir yerlesim, savaslarin sehri, miikemmel bir doga, iki kitada yerlesmis, stratejik
bir gegis, iklimi giizel, insanlari duyarl, Atatiirk bence burada dogdu, cephe savaslari, cesur savasgilar,

Truva ati, felsefe akademisi, Kaz daglart”
K.500: “Miicadele ruhu, azim ve kararlilik”

Tablo 3: “S.3:Canakkale'nin Rengi Nedir?”” Sorusuna Verilen Yanitlara Dair Kod Temelli Frekans Tablosu

Canakkale’nin Erkek | Kadin Evli Bekéar Cnk. Cnk. Dig. Toplam Kod
rengi nedir? (%) (%) (%) (%) Merkez | llgeler iller (%) Sayisi
(%) (%) (%)

Mavi 46,46 49,15 52,99 44,12 64,04 48,89 37,20 48,10 381
Yesil 19,69 16,88 19,66 16,74 18,49 6,67 19,67 18,17 143
Kirmizi 17,85 16,88 13,96 19,91 10,62 20,00 22,27 17,40 137
Turkuaz 6,15 4,70 7,12 3,85 4,45 6,67 5,45 5,25 42
San 3,08 3,85 3,42 3,62 1,03 6,67 4,50 3,45 28
Kahverengi 4,62 2,35 2,28 4,07 0,68 2,22 4,74 3,20 26
Beyaz 3,08 3,21 2,56 3,62 3,77 0,00 2,84 3,11 25
Turuncu 2,77 2,78 2,85 2,71 2,40 4,44 2,61 2,73 22
Mor 0,92 2,14 0,85 2,26 2,40 2,22 0,95 1,62 13
Gri 1,54 1,07 0,57 1,81 0,00 0,00 2,37 1,28 11
Pembe 1,23 1,28 1,42 1,13 1,03 4,44 1,18 1,28 10
Siyah 0,92 0,64 1,14 0,45 0,68 0,00 0,95 0,77 6
Cok renkli 0,31 0,64 0,28 0,68 0,34 0,00 0,71 0,51 4
Eflatun 0,92 0,00 0,28 0,45 0,34 0,00 0,47 0,38 3
Lacivert 0,31 0,43 0,28 0,45 0,00 0,00 0,71 0,38 3
Bej 0,00 0,43 0,00 0,45 0,00 0,00 0,47 0,26 2
Amber 0,00 0,21 0,28 0,00 0,34 0,00 0,00 0,13 1
Bordo 0,00 0,21 0,00 0,23 0,00 0,00 0,24 0,13 1
Diger 0,31 0,00 0,00 0,23 0,00 2,22 0,00 0,13 1
TOPLAM 110,16 106,85 109,94 106,78 110,61 104,44 107,33 108,28 859

Tablo 3’de “S.3: Canakkale'nin Rengi Nedir?” Sorusuna verilen yanitlara Dair Kod Temelli Frekans Tablosu
verilmektedir. Buna gore katilimcilarin %48,10’luk kism1 destinasyonun rengini “mavi” olarak degerlendirmistir.
Ikinci yogunluklu renk “yesil” olarak tespit edilirken; 3. sirada yer alan renk, ¢ogunlukla “bayrak” ve “kan”
temalarinin iglendigi yamtlarda yer alan “kirmizi” olmustur. Ilgili yanitlara dair kelime bulutu Sekil 4’de

gosterilmektedir.
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Sekil 4. “S.3:Sizce Canakkale’nin rengi nedir?” Sorusuna Verilen Yanitlara Dair Kelime Bulutu
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Tablo 4, “S.4: Canli bir varlik olsaydi sizce Canakkale'nin cinsiyeti ne olurdu?” sorusuna verilen yanitlara dair

kod temelli frekans tablosunu gostermektedir.

Tablo 4: “Canli Bir Varlik Olsaydi Sizce Canakkale'nin Cinsiyeti Ne Olurdu?” Sorusuna Verilen Yanitlara Dair Kod

Temelli Frekans Tablosu

Erkek Kadin Evli Bekar Cnk. Cnk. Dig. Toplam Kod
(%) (%) (%) (%) Merkez ilceler iller (%) Sayisi
(%) (%) (%)
Kadin 40,00 45,09 49,86 37,56 56,51 42,22 34,60 43,16 341
Erkek 27,38 16,67 17,09 24,21 10,62 22,22 27,73 20,98 167
Cinsiyetsiz 31,08 36,11 31,34 36,20 31,16 28,89 36,02 33,94 270
Diger 1,23 1,71 1,42 1,58 1,37 6,67 1,18 1,54 12
TOPLAM 199,69 199,36 199,72 199,32 199,32 | 200,00 199,53 199,49 793

Tablo 4, ayn1 zamanda kente dair cinsiyet fikri bildiren katilimcilarin demografik dagilimlarini da géstermektedir.
Katilmcilarin ¢ogunlugu (%43,16) destinasyonun cinsiyetini “kadin” olarak belirtmistir. Buna en yakin olarak
(%33,94) cinsiyetsiz olarak belirten katilimeilar da bulunmaktadir. Kentin cinsiyetini erkek olarak belirten (%20,98)

katilimcilari ¢ogunlugunun cinsiyeti de erkektir.
Sonug¢

Oncelikle belirtmekte fayda vardir ki: bu ¢alismada kullanilan maskiilenlik ve feminenlik kaliplari, biyolojik
anlam tasiyan kadinlik ve erkeklik cinsiyet ayrimina isaret etmemektedir. Calismanin 6lgeginde yer alan feminen-
maskiilen ayrim; toplumsal anlamda beklenen rollere dair belirlenmis kodlarin turizm sektorii agisindan ele alinarak
ilgili durumun tespitine yoneliktir. Yildirim ve Komiircii’niin (2019) de belirtmis oldugu gibi: “Toplumsal cinsiyet
kavramu ile biyolojik cinsiyet kavrami birbirinden farklidir. Toplumsal cinsiyet, kiiltlirel normlarla ve sosyalizasyon
stirecleriyle iligkili bir olgudur. Dolayisi ile maskiilen erkekler, feminen kadinlar olabilecegi gibi, feminen erkekler
ve maskiilen kadinlar da olabilir.” Bu anlamda arastirma, cinsel kimlik veya toplumsal cinsiyet ayrimi konusunda
herhangi bir kutuplagsma yaratma amaci giitmemektedir. Diger yandan bilinmelidir ki, bireyler, biyolojik olarak ait
olduklari cinsiyet siniflarindan farkli tercihler, davranislar gosterebilirler. Bu durum da kiginin marka tercihini, satin

alma tutum ve davraniglarini, ayrica marka konumlandirmalarindaki iletisim ¢aligmalarimi sekillendirebilmektedir.

Caligmanin sonuglar1 degerlendirildiginde; ziyaretgilerin sahip oldugu Canakkale’nin cinsiyetine dair alginin,
“feminen” yogunluklu oldugu ortaya ¢ikmaktadir. Katilimecilara sorulan agik uclu sorularin yaniti da kentin feminen
ozelliklerinin baskin oldugunu ortaya koymustur. Antropomorfik olarak feminen bir kisilik atfedilen destinasyon,
cogunlukla zarif, huzur veren, sevgi duyulan, 6zlenen, rahat huzurlu, giiven veren, bozulmamis ve pastoral anlamlar
tastyan sozciikler ile tammlanmustir. Ote yandan kentin tarihi ve savaslara mekan olmus yapisi geregi one gikan;
ancak feminen algiy1 bastirmayan maskiilen bir 6zelligi oldugu da agiktir. Katilimeilar bu noktada 6zellikle gozi
peklik-cesaret vurgusu yapmaktadir. Bu boyutu ortaya ¢ikaran: tarih, savas, zafer, sehit, kan, Mehmetgik-asker gibi
Ozellikle Canakkale Kara savaslari ve Truva Savaglar ile ilintilendirilen, ifadelerin sikligidir. Tarihsel olarak,
savaglarin genellikle erkekler tarafindan yonetilmesi, organize edilmesi ve zaferlerin agirlikli olarak erkekler
tarafindan kazamlmasi “savas” olgusunun “maskiilen” ifadeler arasinda yer almasina sebep olmaktadir. ilgili duruma
tarih yazininda sik¢a rastlanmaktadir. Tarih, biiyiik olclide savaslar, baris ve anlagsmalar, krallar, padisahlar ve bu
vesile ile iiretilen ataerkil belgelerden olusmaktadir. Tarihsel ve toplumsal olarak olusturulmus cinsiyet ayrimi

dolayisi ile kadin, tarih boyunca kendisine hep pasif, sakinilan, korunan, savunulan, temsil edilen roller ile anilmigtir
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(Bingol, 2014). Bu siirecte kadinlar, savasla ile ilintili konulardan diglanmiglardir. Savaglar ve sonrasinda yazilan
tarih bir “erkek isi” olarak degerlendirilmis; kadin ise daha ¢ok geleneksel olarak baris, annelik, doga, bakim verme
gibi konularla amilmistir (Peach, 1994). Aym durum edebiyat yazininda da mevcuttur. Ornegin Homeros un
Ilyada’sinda, Canakkale topraklarinda gegtigi varsayilan Truva Savasi, Akhalar ile Truvahlarin miicadelesini
Akhilleus ile Hektor iizerinden “eril” sdylemler ile aktarmaktadir. Helen, bu hikayede kiskanilan, korunmak istenen

bir karakter olarak yer almaktadir.

Kentin renginin yogunluk sirasina gére mavi ve yesil olarak algilanmasimin altinda yatan sebebin, Canakkale
Bogazi ve gevresinde bozulmadan muhafaza edilmis ormanlik alanlar ile kent sinirlar igerisinde kalan Kaz Daglari,
bakir koylar ve sit alanlari oldugu sdylenebilir. Ilgili dogal zenginlikler, aym zamanda doga ana ve pastoral yapi ile
ilintilendirilen “feminen” ifadeleri desteklemektedir. Katilimcilar tarafindan {igiincii sirada kentin rengi oldugu
belirtilen kirmizi renk ise daha ¢ok milli duygular ile ortiisen bayrak, milli miicadele, sehitler ve dokiilen kanlar ile
iligkilendirilmistir.

Elde edilen tiim sonuglarin ve ziyaretcilerin Canakkale konusundaki diigsiince ve algilarmin kent 6zelinde
yapilacak destinasyon markalagmasi caligmalarinda marka kisiligi yaratma agamasinda yol gosterici nitelikte olacagi
diistiniilmektedir. Ciinkii Bas ve Mert’in (2014) de belirmis oldugu gibi kisilikli markalar ayn1 zamanda giiclii
markalardir. Ayrica destinasyon markalagmasi, bir turizm destinasyonunun hedef pazardaki rakipleri arasinda 6ne
cikmasi, farklilagmasi agisindan biiyiik bir 6neme sahiptir ve destinasyonun kiiresel pazarda olumlu ve giiglii bir

sekilde konumlandirilmasina araci olmaktadir (Kim & Malek, 2017).

Giliniimiizde artan rekabetle birlikte turizm pazarlamacilari, turistlere benzersiz ve farkli deneyimler sunarak
destinasyonlarini farklilagtirmaya odaklanmaktadir (Raouf vd., 2020). Dolayisi ile destinasyonlar ile ilgili yapilacak
markalama g¢aligmalarinda antropomorfik sonuglardan faydalamilmasi yol gosterici olacaktir. Ornegin kazanim
cerceveli bir strateji daha ¢ok eril 6zellikli destinasyonlarin pazarlanmasinda etkin iken daha detay odakli bilgi isleme
teknigi ile hazirlanan stratejiler disil 6zellikli destinasyonlar i¢in daha faydali olacaktir (Pan vd., 2020). Tiiketicilerin,
hedonik tiiketim hedeflerini takip ederken, daha feminen {irlinleri se¢meye egilimli olduklari, fonksiyonel tiikketim
hedeflerini takip ederken, ise tiiketicilerin maskiilen {iriinleri sectikleri bilinmektedir (Schnurr, 2018). Bu noktada

turistik tirtinlerin, hedonik tiiketim tiriinleri oldugu unutulmamalidir.

Tiiketim aligkanliklari, tarih boyunca cinsiyet ayrimi ¢ergevesinde sekillenmistir Avery’ye (2012) gore tiiketiciler,
cinsiyet kimliklerini gerceklestirmek icin aksesuarlar olarak cinsiyet atfedilmis {riinlere ve markalara egilim
gostermektedirler. Bu nedenle konuya antropomorfik agidan bakan kimi pazarlama arastirmacilar1 genellikle
markalarin feminen ya da maskiilen yonlerini ifade etmek i¢in marka cinsiyeti kavramini kullanmaktadirlar
(Grohmann, 2009). Aym sekilde destinasyon markalagmasinda da, destinasyon cinsiyeti 6nemli bir 6zelliktir (Pan
vd., 2020). Ciinkii Aaker’in (1997) de belirtmis oldugu gibi: marka kisiligi ve cinsiyeti tiiketicilerin kendilerini ifade
etmek araclar arasinda yer almaktadir ve Grohmann’a (2016) gore de tiiketiciler, kendi 6z benliklerini ispat etmek

veya kuvvetlendirmek amaci ile cinsiyeti olan markalara yonelebilmektedirler.

Diger yandan bir destinasyonu kendi kiiltiirii i¢inde antropomorfize etme stratejisi, reklam etkinligini
kolaylagtirmakta ve turistlerin ziyaret etme niyetlerini olumlu yonde etkilemektedir (Kwak vd., 2020). Kimi

arastirmalar gostermektedir ki: bir destinasyonun antropomorfizminin saglanmasi, turistin destinasyonu anlamasina
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ve kendini orada iken rahat hissetmesine yardimc1 olmakla kalmamakta ayn1 zamanda da ziyaret¢iyi daha uyumlu

bir tiiketici haline getirmekte, seyahat ederken anti-sosyal davranma olasiligini diisiirmektedir (Letheren, 2017).

Genel olarak bu arastirma, destinasyonlarin pazarlama faaliyetleri esnasinda yapilacak ¢aligmalara ayni zamanda
antropomorfik agidan da bakilmasi 6nerisini getirmektedir. Tiirkiye’de Canakkale ili 6zelinde ilk kez gergeklestirilen
uygulamanin benzerlerinin diger destinasyonlar i¢in de gerceklestirilmesi ve destinasyon pazarlama karmasi

faaliyetlerinin zenginlestirilmesi Tiirk turizm sektdrii ve destinasyon yonetimi a¢isindan faydali olacaktir.
Caligmanin sonucu olarak Canakkale, mavi sach ve savasei bir prenses olarak nitelenebilir.
Beyan

Makalenin tiim yazarlarinin makale siirecine verdikleri katki esittir. Yazarlarin bildirmesi gereken herhangi bir
¢ikar catismasi yoktur. Calismanin etik uygunlugunun belirlenmesi icin Izmir Katip Celebi Universitesi Sosyal

Aragtima Etik Kurulun’dan 2021-SAE-0087 numarali bagvuru ile izin alinmistir.
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Extensive Summary

Brand personality refers to various human characteristics attributed to the brand and reveals the psychological
factors related to how the brand is internalized by people. The basic idea is that every brand has a personality, just
like people do. In other words, “If the brand were an individual with a soul, what would it be like?” The answer to
the question refers to the brand personality. When a brand differs from its peers or competitors in terms of various
human cognitive, sensory, behavioral, socio-cultural characteristics, the whole of the qualities that emerge form the

brand personality.

While consumers think of brands as human characters; manufacturers can easily assign “personality attributes” to
inanimate objects they put on the market. There are some psychological needs underlying this behavior. According
to Ouwersloot and Tudorica (2001), this action stems from the need of humans to anthropomorphize inanimate
objects in order to facilitate their interaction with the intangible world. Anthropomorphism is the attribution of
uniquely human characteristics and attributes to non-human creatures and entities, natural and supernatural events,
material situations, objects, and even abstract concepts. Thanks to anthropomorphism behavior, consumers connect
with brands and sometimes even perceive related products as having a soul or genetic code just like people. This type
of bonded products are more liked by consumers and even avoided to be changed (Aggarwal & Mcgill, 2012). For
this reason, creating a "perception of personality" is among the main goals for many brands that want to create loyalty-
based relationships with consumers and differentiate themselves. The reason for this bond and loyalty is explained
as the fact that the individual has anthropomorphic thoughts about inanimate objects and the nerve areas activated in
his brain are the same as the nerve areas that are activated when he develops judgments and thoughts about people

(Delikan & Sener, 2020).

Marketing activities, which aim to increase consumer preference, increase sales, ensure loyalty, increase brand
perception and image, are also important for touristic products. Destinations are shown among the main touristic
products with complex structures (Yavuz and Akgol, 2009), as well as places that are subject to touristic consumption.
Destination marketing practices, which require various organizations and business processes to display harmonious
actions in geographically demarcated areas (Wang, 2008), are among tourism marketing studies. During these
studies, determining the existing brand personality in touristic destinations is a powerful method to develop
differentiation (Liu et al. 2012), as well as a tool for putting forward an important and competitive strategy.
Destination personality, according to Ekinci and Hosany (2006), is "a set of personality traits related to a destination".
Identifying brand personalities helps tourism managers and researchers to position about the personality traits of
relevant destinations. Thanks to the destination personality, competitive advantage can be gained and preferability
can be increased (Chen & Phou, 2013; Aguilar et al., 2014; Artuger & Cetinsdz, 2014; Chaykina et al., 2014;

Ajanovic & Cizel, 2016; Tiirkmen & Koroglu, 2017) . However, it should be noted that brand personality and
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destination personality are not the same thing. While the features and characterization revealed in the brand
personality are the products of marketing strategy and communication, the destination personality has a structure that
has many natural aspects (Plummer, 2000) and therefore it is self-formed, non-artificial, and contains living elements.
Cities should be viewed as living entities during destination marketing efforts, but a destination's personality emerges
organically, not only as a result of brand creation and marketing efforts, but also through the inhabitants, stories,
intangible cultural heritage and other unique characteristics of that location (Brown & Campelo, 2008). 2014). This
marketing strategy, also called destination anthropomorphism, is widely used all over the world. For example,
Bulgaria is often referred to as "Mother Bulgaria", India as "Bharat Mate-Mother India" and Egypt as "Om El Donia-
Mother of the World". In addition, anthropomorphic characters are widely seen as symbols in the promotions of
many destinations. For example, Kumamoto province of Japan has been using a world-renowned mascot called
Kumamon to promote the destination since 2010. The use of such characters positively increases the emotional

reactions of consumers (Kwak et al., 2020).

Another widely used strategy in destination anthropomorphism is gender attribution. Gender emphasis is an
important brand feature in destination branding and is frequently applied in marketing communications. In this
anthropomorphic approach, in which brands are revealed with masculine and feminine traits, typical masculine traits
include assertiveness, aggression, dominance, toughness, independence, heroism and courage, while feminine traits
include being nurturing, submissive, grace, compassion and sensitivity. The masculine traits in destination branding
gender attributions are adventurous, daring, exciting, resourceful, outdoorsy, robust and tough; feminine
characteristics are listed as being elegant, poetic, romantic, warm, charming, eye-catching, friendly, family-oriented,
calm and emotional (Kumar & Nayak, 2018). Similarly, according to Morgan and Pritchard (2000), the phenomenon
of travel is generally characterized by the masculine terms "adventure, pleasure and exoticism"; Feminine
experiences, such as visiting destinations of exotic nature, are often described in terms of home life, away from
independent actions. For example, in tourism promotion and marketing studies, the Caribbean, Fiji and Vietnam are
destinations filled with intense feminine images. Likewise, North American promotions depict "a woman waiting to
be discovered by men" (Dubinsky, 1994). On the other hand, harsh and masculine expressions are used for

promotions in Yukon in Canada and Stirling in Scotland.

In the study, the participants were asked to state their feelings and thoughts about Canakkale, as well as their
views on what the dominant color of the city was, together with the online question forum. The questionnaire was

distributed online via the internet without any geographical discrimination.

In the study, it is aimed to reach the visitors who have visited the province of Canakkale. In this sense, the universe
of the study is individuals who are within the borders of Turkey and who visit the province of Canakkale.
Convenience sampling method was used to obtain a sample from this population whose number is not certain. During
the data collection phase, 808 responses were received, 793 forms were analyzed after 15 files containing missing

data were extracted. The data obtained were evaluated through the MAXQDA 2018 qualitative analysis program.

When the results of the study are evaluated; It turns out that the perception of the visitors about Canakkale's gender
is "feminine". The answers to the open-ended questions asked to the participants also revealed that the feminine
characteristics of the city were dominant. The destination, which is attributed to an anthropomorphically feminine

personality, is mostly defined with words that carry elegant, peaceful, loved, missed, comfortable, peaceful,
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reassuring, unspoiled and pastoral meanings. On the other hand, it is clear that the city has a masculine feature that
stands out due to its history and structure that has been a place for wars, but does not suppress the feminine perception.
At this point, the participants especially emphasize bravery and courage. It is the frequency of expressions such as
history, war, victory, martyr, blood, Mehmetgik-soldier, which are especially associated with the Canakkale Land
Wars and the Trojan Wars, that reveal this dimension. Historically, the fact that wars are usually managed and
organized by men and the victories are predominantly won by men causes the phenomenon of "war" to be among the
"masculine" expressions. This situation is frequently encountered in the historical literature. History largely consists
of wars, peace and agreements, kings, sultans and patriarchal documents produced on this occasion. Due to the
historical and socially created gender discrimination, women have always been referred to as passive, avoided,
protected, defended, represented roles throughout history (Bingol, 2014). In this process, women were excluded from
issues related to war. The history written during and after the wars was evaluated as a “man's work”; women, on the
other hand, have traditionally been referred to with topics such as peace, motherhood, nature, and caring (Peach,
1994). The same is true in literature. For example, in Homer's Iliad, the Trojan War, which is supposed to take place
in the lands of Canakkale, conveys the struggle of the Achaeans and Trojans with "masculine" discourses through

Achilles and Hector. Helen takes place in this story as a character who is envied and wanted to be protected.

It can be said that the underlying reason why the color of the city is perceived as blue and green according to the
order of density is the forest areas that have been preserved intact in and around the Dardanelles Strait, and the Kaz
Mountains, untouched bays and protected areas within the city borders. Relevant natural riches also support
“feminine” expressions associated with mother nature and pastoral structure. The color red, which is stated to be the
color of the city in the third place by the participants, is mostly associated with the flag, national struggle, martyrs

and spilled blood, which overlaps with national feelings.

In general, this research suggests that the studies to be done during the marketing activities of the destinations
should also be looked at from an anthropomorphic perspective. It will be beneficial for the Turkish tourism sector
and destination management to carry out the same application for other destinations and to enrich the destination
marketing mix activities, which was the first time in Turkey for the province of Canakkale. As a result of the study,

Canakkale can be described as a blue-haired warrior princess.
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GIRIS

Birlesmis Milletler (BM) Diinya Cevre ve Kalkinma Komisyonu tarafindan 1987 yilinda yayimlanan “Ortak
Gelecegimiz” isimli rapor ile “Siirdiiriilebilir kalkinma, gelecek nesillerin kendi gereksinimlerini karsilama
kabiliyetlerinden 6diin vermeden bugiiniin ihtiyaglarin karsilama’ hedefi ile tiim toplumlara deklare edilmistir (BM,
1987, s. 16). Turizm dogru planlandig1 ve atik yonetimi mevzuata uygun diizenlendigi takdirde dogal kaynaklarin,
kiiltiirlin, sosyal ve toplumsal degerler ile yasanabilir bir diinyanin korunarak gelecek nesillere aktarilabilmesi
noktasinda 6nemli bir rol iistlenmektedir. Dolayisiyla turizm, katma deger yaratma Ozelliginin yani sira uygun
diizenlemelerle dogru planlandig: takdirde, siirdiiriilebilirlik adina koruyuculuk rolii de {istlenmektedir (Iss1, 1989).
Stirdiirtilebilir turizm ile dogaya, ¢evreye, kiiltiirel mirasa, yerel halka saygi duyulmakta ve bu varliklarmn biitiinligii

korunarak gelecek nesillere aktarilabilmektedir.

Tiiketimin kontrol dis1 hizi, tiretim araglarinin fazlaligi, dretim tesislerinin dogada disiincesizce
konumlandirilmasi, kiiltiirel 6gelerin bilingli ve bilingsizce tahribati, tarih bilgisindeki eksiklikler ve garpikliklar,
toplumsal dengelerin (ekonomik, sosyal vb.) hizla degismesi ve gorece carpiklagsmasi, ¢evrenin ve turizmin
stirdiiriilebilir 6zelligini derinden tahrip etmektedir. Turizm sektorii otel, motel, temali parklar gibi tesisler kurarak
suni stirdiiriilebilir alanlar yaratabildigi gibi dogal alanlar1 da katma deger yaratabilmek adina siirdiiriilebilir sekilde
degerlendirme cabasindadir (Ceken, 2008). Tirkiye dogal giizellikleri ve olusumlari ile essiz denebilecek bir¢ok
degere sahip nadir iilkelerden biridir. Dolayisiyla turizmin katma deger yaratma Ozelligini herhangi bir ¢aba
gostermeksizin veya en az caba ile kullanabilme avantajina sahip bir iilkedir. Bu sans1 iyi degerlendirmek de s6z
konusu degerleri korumaktan gegmektedir. Dogal laboratuvar olarak nitelendirilen Kula yoresi (Ege, 2019) de sahip

oldugu dogal ve insan yapimi kaynaklari ile sans olarak kabul edilebilecek turizm bdélgelerinden biridir.

Kula bolgesinde tiim volkanik yapi ile birlikte prehistorik doneme ait ayak izleri ulusal ve uluslararasi diizeyde
bilimsel, kiiltiirel, rekreasyonel ve turistik amaglara hizmet edecek degerde dogal ve kiiltiirel unsurlardir (Kogman,
2004). Bunedenle Kula ve ¢evresi i¢in uzmanlar tarafindan jeopark projeleri hazirlanarak bir yandan bolgedeki dogal
ve kiiltiirel mirasin korunarak gelecek nesillere aktarilmasi diger yandan Kula’nin turizm araciligi ile ekonomik
acidan gelismesi amaglanmaktadir. Bu calismada da Kula-Salihli Kiiresel Jeoparki’nmin pomza' madenciligi
bakimindan uygunluguna yonelik yapilan saha incelemesinin sonuglar: sunulmaktadir. Bu kapsamda sahada olasi1 bir

maden igletmesinin turizme ve ¢evreye etkileri tartisilmaktadir.
Kavramsal Cerceve
Kula’min Turizm Cekicilikleri ve Turizm Potansiyeli

Kula, lizerinde yer aldigi siyah renkli volkanik topraklar nedeni ile eski caglardan beri insanlarin dikkatini gekmis
ve “Yanik Yore” anlamina gelen “Katakekaumene” ismiyle anilmistir. Buraya yanik yore ismi iinlii tarihgi Strabon
tarafindan verilmistir. Konum itibariyla kiy1 ile i¢ bolgeleri birlestiren bir ulasim aginin iizerinde olmasi, kentin
Ooneminin devamli canl kalmasini saglamigtir (Akdeniz, 2008; Kogman, 2004; UNESCO, 2021). Kula, Tirkiye’de

dogal ve kiiltiirel degerlerini giiniimiize kadar yitirmeden getirebilen destinasyonlardan biridir. Sahip oldugu dogal

! Pomza veya ponza, “volkanik faaliyetler sonrasinda olusmus bosluklu, silikat esasli, siingerimsi goriiniimlii bir kayagtir.
Genellikle agik renkli olup kirli beyazdan griye, kirmizi ve kahverenginden siyaha kadar cesitli renklerde bulunabilir. Dilimizde
stingertast, kopiiktast, topuktagi, lavtast gibi pek ¢ok adla bilinir.” (Eroglu & Sahiner, 2020, 5. 9).
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ve kiiltiirel miras sayesinde oldukg¢a zengin turizm ¢ekiciliklerini barindiran ilgenin bu g¢ekiciliklere bagl potansiyel

turistik tiriinleri ve turizm tiirleri Tablo 1’de 6zetlenmistir.

Tablo 1. Kula’nin Turizm Cekicilikleri, Cekiciliklere Bagl Turistik Uriinleri ve Turizm Tiirleri

Cekicilikler Turistik Etkinlikler ve Uriinler Turizm Tiirleri

Dogal Cekicilikler

Jeolojik yer sekilleri (Kula volkanlari, peri bacalar) Doga yiiriiyiisii, bilimsel gezi, atli doga Ekoturizm
yiriiytisii,  bisiklet  turlar;, Kula Kamp-karavan turizmi
minyatiirleri,  jeopark, foto-safari, Genglik turizmi
yamag paragiitii
Kula maden suyu ve kaplicalar1 Giinliik ve uzun kiirler Saglik turizmi
Termal turizm

Kiiltiirel ¢ekicilikler

Geleneksel mimari (Tarihi Kula evleri, Kenan Evren Giiniibirlik ve konaklamali kiiltiir Kiiltiir turizmi
Etnografya Miizesi, Tiirk evi, sokaklar, arastalar, turlari (gastronomi turlari, el sanatlarini 1nan9 turizmi
loncalar, kiliseler, camiler, tiirbeler, hanlar, tanitan turlar), festivaller, senlikler Kent turizmi

hamamlar, cesmeler, kopriiler)

Yerel mutfak (Kula helvasi, Kula leblebisi, geleneksel
yemekler)

El sanatlari (Halicilik, dokumacilik, kegecilik,
bakircilik, ayakkabicilik vb.)

Prehistorik ayak izleri

Kaynak: Alkan’dan (2020, s. 44) uyarlanmistir.

Jeopark ve Jeoturizm

Diinyanin olusumuna iliskin yeni ve ¢esitli bilgiler veren jeositlere (fosiller, kanyonlar, magaralar, yanardaglar,
krater golleri) 6zel ilgi duyan turistlerin bahsi gecen olusumlar1 barindiran cografyalara seyahat etmesi jeoturizm
seyahatlerini sekillendirmeye ve yayginlastirmaya baslamistir. Bu turizm ¢esidinin temelinde diinyanin olusumuna
duyulan merak kadar sonraki nesillere aktarim ¢abasi da énemli bir yer teskil etmektedir (Newsome, Dowling &
Leung, 2012). Dolayistyla bu turizm ¢esidinin hem turizm aktivitesini hem de siirdiiriilebilirlik kavramini biinyesinde

ayn1 anda barmdirdigi soylenebilir.

Jeoturizmin gelisimini olusturan kimi jeositler gorsel ve bilimsel olarak essiz degerde olabilirler. “Ayn: veya farki
tiirden jeositlerin topluca bulundugu, yaya gezme mesafesinden kiiciik olmayan alanlar” jeopark olarak tanimlanir
(Jeolojik Miras1 Koruma Dernegi, 2021). Bir baska ifade ile jeopark, “Uluslararasi oneme sahip farkl veya ayni
tiirden jeolojik miras orneklerinin bir arada bulundugu, yonetimi planlanmus, ozel doga koruma béolgeleridir’ (Kula

Salihli Geopark, 2020).

Asya ve Avrupa kitalar1 arasinda yer alan, jeolojik siireci halen devam eden ve geng bir yapiya sahip olan
Tiirkiye’de dogudan batiya, kuzeyden giineye yiizlerce jeolojik miras degeri olan bir¢ok yap1 vardir. Kapadokya’daki
peribacalari, Pamukkale travertenleri, Salda Golii, Tuz Goli ve mevcut muhtelif kanyonlar gibi Kula bolgesi de bu
stirece 0rnek olarak gosterilebilecek yerlerden biridir. Aslinda Kula’nin imajinin binlerce yil énce kendi kendine
dogal yollarla belirlenmis oldugunu sdylemek yanlis olmayacaktir. Diinyada essiz jeolojik 6zelliklere sahip Kula
bolgesi 2013 yilindan itibaren jeopark sifatryla tammmlanmaya baglanmistir. Burasi Tiirkiye’de UNESCO Kiiresel
Jeoparklar Agi’na giren ilk ve tek, diinyada ise dokuzuncu jeoparktir (Aytag & Demir, 2020). Ilk olarak Kula
Volkanik UNESCO Kiiresel Jeopark: seklinde adlandirilan saha, 2020 yilindan itibaren genisletilerek Kula-Salihli
UNESCO Kiiresel Jeoparki ismini almigtir (UNESCO, 2021).
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Tiirkiye’de en geng¢ volkanik sahalardan biri olan Kula Jeoparki, dogal, jeolojik, kiiltiirel ve arkeolojik
zenginliklerinden dolay iilkenin jeoturizm bakimindan en énemli sahas1 konumundadir (Pamukkale Universitesi,
2020). Yaklasik 300 km?’lik bir alan1 kaplayan bu jeopark, Manisa il sinirlarinin iginde yer almakta ve biinyesinde
cok degerli bir jeolojik mirasi barindirmaktadir (Korbalta, 2018). Kula Jeoparki’nda volkanik koni ve kraterleri,
peribacalari, tarihi Kula evleri, siitun bazaltlar, lav akintisi ve legeler, Yunusemre Tiirbesi, Gokeyiip ¢omlekgiligi,

volkanik magara ve tiineller ile prehistorik fosil ayak izleri bolgenin ¢ekicilikleri arasinda sayilabilir.
Jeotermal Su ve Saghk Turizmi Potansiyeli

Bolgede farkli jeolojik donemlere ait kaynaklar bulunmaktadir. Bunlar arasinda en 6nemlilerden biri jeotermal
enerjidir. Tektonik yapiya bagli olusan faylar her ne kadar deprem riskine yol agsa da jeotermal enerji olusumu igin
temel kosullardandir. Bu enerji tiirii konut 1sitmasi, saglik turizmi ve seracilik dahil pek ¢ok alanda kullanilabildigi
icin jeotermal enerji kaynagindan faydalanabilmek i¢in ¢aba gosterilmesi zorunlu hale gelmistir (Demirelli, 2007).
Dolayisiyla bu dogal kaynaklarin, muhafaza edilmek kosuluyla, dogrudan turizm olanaklarindan faydalanilarak Kula
ekonomisine kazandirilabilecek potansiyele sahip oldugu goriisii savunulmaktadir (Kula Belediyesi, 2013; Yeni Asir,
2013). Ayrica Kul Emir Kaplicalar1 Tiirkiye’nin 6nemli termal turizm merkezleri arasinda kabul edilmektedir

(Akbulut, 2010).
Prehistorik Ayak Izleri

Anadolu’nun en geng volkan konilerinin yer aldig1 Kula ayn1 zamanda lav akimtilarinin bulundugu bir bolgedir.
Burada lav akintilarinin da korunmasinda pay sahibi oldugu yaklasik olarak 26 bin ile 10 bin yil arasina tarihlenen
(Kogman, 2004; Sen, Aydar, Bayhan & Gourgaud, 2014) insan ve hayvanlara ait ilkel ayak izlerine rastlanmistir. Bu
izler ilgenin kuzeydogusunda, Kula-Salihli Jeoparki’nin ise dogu tarafinda yer alan, Cakallar Koyii’ndeki
Demirk6prii Baraj Golii’niin batisindaki Divlit Tepe Konisinin yakininda bulunmustur (Kayan, 1992). Burasi ayni
zamanda Kula Divlit Volkanik Parki ve Diviit Tepe Volkanitleri gibi isimlerle de anilmaktadir (Kula Salihli Geopark,
2020).

Fosil ayak izlerinin olusumu ve giintimiize kadar ulagabilmesi volkanik arazinin varligi sayesinde olmustur. Divlit
konisinin piiskiirttiigii ince taneli kiil ve tiiflerin iizerine yagan yagmurlarla kalin bir camur tabakasina dénligmesinin
ardindan bu tabaka tizerinde ¢iplak ayak ile yiiriiyen insanlara aittir. S6nmiis volkan konisinin kisa bir siire sonra
yeniden faaliyete gegmesi ile volkanin pskiirttiigi siyah renkli tiifler, camur {stlindeki izleri kaplamig ve 5-10 m
kalinhiginda yeni bir tabaka olusturarak izlerin giiniimiize dek korunmasini saglamistir. insanlara ait adimlarm
yaklagik 75-80 cm ve 40-41 numara biiyiikliigiinde oldugu tespit edilmistir. Bolgede ayni1 zamanda prehistorik
doneme ait hayvan ayak izleri de bulunmustur (Demirelli, 2007; Kayan, 1992).

Diinya ¢apinda ilkel fosil ayak izlerine sahip toplam dort lilke bulunmaktadir. Uluslararas1 6nem tasiyan bu essiz
jeolojik miras Tiirkiye haricinde Fransa, Italya ve Macaristan olmak iizere ii¢ iilkede daha bulunmaktadir (Ozansoy,
1971). O nedenle bu nadir nitelikteki mirasin Kula’da yani yerinde dogal sit olarak korunmasi olduk¢a miithimdir.
Ancak 1968 yilinda bolgedeki volkanik ciiruflarin yeniden kullanilmak {izere sahadan ¢ikarilmasiyla kesfedilen bu
prehistorik izler aragtirmacilarin, kdyliilerin, cobanlarin, ziyaretgilerin, maden ve tas isletmecilerinin verdigi zararlar

ile doganin asindirmasi gibi nedenlerden dolay1 zarar gérmiistiir (Kayan, 1992). Giiniimiizde ¢ok az bir boliimii
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korunmus halde olan ayak izlerinin bulundugu Divlit Tepe, Tiirk Tarih Kurumu ve Eski Eserler Genel Midiirligii

tarafindan sit alani ilan edilerek bolgeden ciiruf alinmasi yasaklanmistir (Demirelli, 2007).

Kula bolgesinde mevcut kaynaklarin yaninda benzer izlerin ya da kalintilarin olma ihtimali yiiksektir. Bu ihtimal
diinyadan bir¢ok arastirmaciy1 bolgeye ¢cekme potansiyelini beraberinde dogurmaktadir. Dolayisiyla bu durumun
turizm vasitasiyla bolgede ekonomik katki saglayabilecegi ihtimalinin oldugu diisiiniilmektedir. Her ne kadar pomza
madeninin de bolgeye ekonomik katki saglayacag: diistiniilse de bulunmasi muhtemel ge¢mis degerlerin bdlgede

korunakli vaziyette kalmasinin daha uygun oldugu goriisii savunulmaktadir.
Kula Peribacalari

Kula bolgesinin essiz 6zelliklere sahip olmasi, olduk¢a 6nemli turizm degeri yaratmaktadir. Kula Peribacalar1 da
bolgenin kendine has degerlerinden biri olarak karsimiza ¢ikmaktadir. Jeopark imajina sahip olmanin 6tesinde Kula
tipk1 Kapadokya bolgesindeki gibi peribacalar1 benzeri olusumlara ev sahipligi yapmaktadir. Oldukea ilging ylizey
olusumlar1 olan peribacalar1 gerek gorsel gerekse egitim amagli yerli ve yabanci turistlerin ilgisini ¢ekmektedir ve
bu bolge i¢in Onemli turizm geliri anlamma gelmektedir. Bu alan yapilan doga egitimlerinde ve trekking
faaliyetlerinde de 6nemli bir merkez durumundadir (Ege, 2019). Bolge, Tiirkiye'deki en geng volkanik arazi olma
0zelliginin yani sira yer bilimi agisindan bir arsiv olma 6zelligi tagimasindan 6tiirii turistler kadar bilim insanlarinin

da ilgisini ¢gekmektedir (Ugtu, 2017).

Kula Peribacalar1 her ne kadar goriiniis ve olusum olarak Kapadokya bolgesi ile benzer goriinse de jeomorfolojik
ve litolojik (tas ve kayaclarmm fiziksel yapisi ve kimyasal 6zellikleri) bakimdan Kapadokya’daki volkanizmadan
tamamen farklidir (Ege, 2019). Halihazirda tabiat anit1 statiisii ile Milli Parklar Kanunu ger¢evesince koruma altinda
olan Kula Peribacalar1 (Korbalta, 2018), yer bilimi ve doga bilimleri agisindan akademik boyutuyla incelemeye deger
bir bolge olarak da karsimiza ¢ikmaktadir. Bu durumda tiim bélgenin ciddi anlamda koruma altina alinmasi gerektigi

anlagilmaktadir.

Kula’da yapilan incelemeler sonucunda bolgedeki cekiciliklerin turistik agidan tanmirliginda hala sorunlar
yasandig1 kanisina varilmistir. Oyle ki, ¢ogunlukla yerli turistleri agirlayan Kula’da peribacasi oldugunu ilk defa
duyan ve Ege Bolgesi'nin peribacalarina ev sahipligi yaptigini bilmeyen birgok kisi oldugu bildirilmistir (Ugtu, 2017).
Bu durum, Kula’nin ve ¢evresinin yeterince kesfedilmemis bir bolge oldugunu ve istenen seviyede turist
agirlayamadigimi gostermektedir (Korbalta, 2018). Buna ragmen son zamanlarda yapilan tanitim caligmalar1 ve
bolgedeki degerlerin farkindaliginin olusturulmasiyla Kula bir nebze de olsa turistik potansiyelini ortaya ¢ikarmaya
baslamistir. Ayrica, Kula bolgesinin essiz 6zelliklerinin daha yeni yeni anlasilmasindan ve ortaya ¢ikarilmasindan
sonra, taninirlig1 adina girisimlerin hizla devam ettigi ve planlandigi1 gozlemlenmistir. Bélge mevcut potansiyelinin

farkindaligiyla ve kendine has 6zellikleriyle tanitilmaya ¢alisilmaktadir.
Turizmin Fiziki Biitiinliik Ilkesi

Covid-19 pandemisinden 6nce yilda 100 bini askin turisti agirlayan Kula’da pandemi sonrasinda ziyaret¢i sayist
30 binlere kadar gerilemistir. Diger yandan UNESCO tarafindan tescillenen ve essiz bir jeolojik mirasa ev sahipligi
yapan Kula-Salihli Kiiresel Jeoparki’na ziyaret¢i merkezi yapilmak iizere bir proje hazirlanmistir. Yaklagik iki buguk
milyon liralik yatirim bedeli olan bu proje i¢in, 30 donlimliik alanda egitim atdlyeleri, seminer salonlari, jeopark

miizesi, restoran, idari ofisler ve ara¢ park alanlar1 yapilmasi planlanmistir (TRT Haber, 2021; Milliyet, 2021).
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Dolayisiyla Kula turizm adina énemli yatirimlar alan bir bolge olarak karsimiza ¢ikmaktadir. Bu yatirnmlarm yerini

bulmasi, etkin kullanimi ve siirdiiriilebilirligi adina turizmin biitiinliigii ilkesi g6z ardi edilmemelidir.

Jeopark sahalar1 yalnizca yer kabugunun tektonik veya volkanik hareketlerinden ortaya ¢ikarak farklilagan zemin
yapisindan ibaret degildir. Sekil 1’de goriildiigii gibi oldukca genis bir alana yayilan bu saha i¢indeki tiim dogal ve
kiiltiirel degerleri (Ornegin; tarih, antik yerlesim, geleneksel yasam, eski kent dokusu, geleneksel festivaller, flora
yapisi vb.) ile jeopark sahasi i¢inde bulunan kirsal alanlarin kalkinmasina destek olan sehirlerin turizm agisindan

taninmasini ve ekonomisini de ilgilendirmektedir (A¢ikdil, 2015).

Turizm olgusunun en biiyiik 6zelligi sundugu {irliniin yerinde tiiketilme 6zelligidir. Diger bir ifadeyle, tiiketiciler
turizm iirliniiniin oldugu yere giderek tiiketimlerini yerinde gerceklestirirler. Bu 6zellik turizm iiriiniiniin diger klasik
iiriinlerden farklilastig1 en 6nemli noktadir. Turizm stirdiiriilebilir olabilmesi adina biitiinliik arz eden bir olgudur.
Turizm deger olarak tek bir unsurdan faydalanabilir yani nadiren de olsa tek bir iiriin iizerinden bdlgeye ekonomik
katki sunabilir. Ancak gogunlukla, tipki Kula bolgesinde goriildiigii gibi, turizm faaliyetlerinin bulundugu bdlgede
biitiinliigliyle 6n plana ¢ikmaktadir. Diger bir deyisle, turizm bolgenin tanitimini yaparken ve bu tanitim sonrasi
pazarlama faaliyetlerini gerceklestirirken, bolgenin tiim degerlerini goz oniinde bulundurup bir biitiinliik i¢erisinde
degerlendirmeye almaktadir. Bu acidan durum degerlendirmesi yapildiginda ve biitiinliik ilkesi gozetilerek duruma
yaklagildiginda, Kula’daki tiim varliklarin bir arada bolgenin kalkinmasi ve gelismesinde Oncii olacagi

diisiiniilmektedir.
Madenciligin Cevreye ve Turizme Etkileri: Kula’da Pomza Ornegi

Pomza ocaklarinin ve pomza madenlerinin varliginin Kula i¢in 6nemli bir deger oldugu siiphesizdir. Bu
kaynaklarin Kula bdlgesine ekonomik katkilar sagladigi da bilinmektedir. Ocaklarin ve maden ¢ikartma
poligonlarinin ¢ogalmasi Kula’nin ekonomisine katkilar saglayacagi gibi imajinin da “Pomza Madenlerinin
Bulundugu” bolge seklinde anilmasina da neden olabilecektir. Ancak bu durum ayni zamanda Kula’nin Diinya

Jeoparklar Agi’na girmis imajinin pomza madenine sahip bolge imajina doniisme riskini de barindirmaktadir.

Ocaklarin ve poligonlarin ¢gogalmalari kiiltiirel degerlerin korunamamasi ve turizm adina riskler barindirmaktadir.
Kontrolsiiz ve bilingsiz verilecek poligon ve ocak kurma izinleri, sonraki donemlerde benzer yatirimlarin ¢gogalma
istegi adina emsal teskil edeceginden, son derece dikkatli sekilde degerlendirilmelidir. Olasi izinler sonrasinda da
izin almis kuruluslarin titizlikle ve siklikla ocaklar ve poligonlar iizerinde denetimlerini yapmasi biiyiik 6nem arz
etmektedir. Sekil 1’de 152 ha.’lik Burgaz mevki olarak gdsterilen tarali alan igerisinde peribacasi olusumlari
gozlemlenmektedir. Dolayisiyla pomza madenciligi yapilmak istenen aday poligonlar igerisine alan bir sahadan

bahsedilmektedir.
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Turkmen

Sekil 1. Kula Jeoparki’ndaki Koruma Statiisiine Sahip Alanlar

Kaynak: Korbalta (2018, s. 200).

Madenciligin ¢evreye bitki Ortiistinii ortadan kaldirma, gorsel kirlilik, atik olusumu, toz dagilimi, giiriiltii ve
vibrasyon gibi olumsuz etkilerinden otiirii turizm potansiyeli olan bir alan ig¢in istenmeyen sonuglar
dogurabilmektedir (Akkaya, 2017). Benzer sonuglara jeoparka gidis glizergdhinda kurulmasi diisiiniilen 1, 3 ve 4
numarali poligonlarin da yol agacag1 diistiniilmektedir (Sekil 2). Bu yiizden bu poligonlarin mevcut turizm faaliyetleri
ve gelecek turistik projeler adina risk olusturdugu anlasilmistir. Ayrica pomza madenlerinin ¢ikarilmasina yonelik

risklere iligkin uyarilar asagidaki gibidir (Ahiler Kalkinma Ajansi, 2015; Giindiiz, Sapc1 & Davraz, 2005):

e Maden isletmeciligi olarak tiretim sirasinda rastgele bir calisma yontemi hakim oldugu i¢in hafriyatciliktan
vazgegilerek madencilik metotlarinin uygulanmasina ve boylelikle cevher kaybinin en aza indirilmesine;
bilimsel isletme yontemlerinin titizlikle uygulanarak maden ¢ikariminin saglanmasina; ilgili kisi, kurum ve
kuruluslardan vakit kaybetmeden bilimsel ve teknik yardim talebinde bulunulmasina; isletme projelerinin
saglikli olarak gelistirilmesine ve teknik personel istihdamina 6nem verilmesine ¢ok dikkat edilmelidir.

e Uretimde gerekli altyapr ve teknolojik yatirimlar1 saglayarak standardizasyon ve kalibrasyon yapilmast ile

tiretici-ihracat¢1 arasindaki ihtilaflar1 onlemeye ve siirdiiriilebilir kalitenin saglanmasina 6zen gosterilmelidir.

Bu hususlar g6z oniine alindiginda pomza madeninin titizlikle ve 6zen gosterilerek ¢ikarilmasi gereken bir maden
oldugu anlagilmaktadir. Dolayisiyla 6zellikle Kula bdlgesinin essiz ve 6zellikli dogas1 degerlendirildiginde pomza

ve benzeri maden ¢ikarma iglemlerinin turizm degerlerine zarar verecegi diisiiniilmektedir.
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Gokcedren

Sandal Divlit
Volkan Konisi

Sekil 2. Kula Jeoparki Cevresinde Pomza Madeni Cikarilmasi Planlanan Poligonlar

Kaynak: Yazarlar tarafindan hazirlanmistir.

Uzun zaman igerisinde olusmus bir agik hava laboratuvari (Ege, 2019) olarak nitelendirilen bir bolgenin, pomza
ocaklariyla dolma ihtimali hem ¢evre hem de turizm adina istenmeyen bir durum olarak degerlendirilmektedir.
Neticede pomza gibi madenler tilkenecek kaynaklardir. Tiikendikten sonra maden ¢ikartilan poligonlarin yarattigi
yikintt ve kotii goriintiiniin bolgenin essiz giizelligine golge diisiirdiigli saha incelemesinde oOrneklerle tespit

edilmistir.

Cevrede daha onceden kazilmig ve kazildiktan sonra kendi haline birakilmis alanlar da tespit edilmistir (Sekil 3).
Bu sekilde birakilmis alanlarin yiiksek turizm potansiyeline sahip bir bolgede bulunmasi kabul edilemez bir durum
olarak degerlendirilmistir. Goriintii kirliliginin yani1 sira korunmasi gereken c¢evrede tahribat gerceklesmis

oldugundan, bu durumun turizm iiriinii adina da risk yarattigi ve olumsuz sonuglar doguracag diistiniilmektedir.

Cevre kirliliginin turizm tizerine olumsuz etkileri yillardir bilinmektedir. Cevresi kirlenmis ve gitgide kirlenmekte
olan bir yerin turizm potansiyeli de giin gectikge zayiflamakta ve etkisini yitirmektedir (Yaman, 2015). Kirlilikten
otiirii turizmin ekonomik etkilerini kaybeden bir¢ok turizm destinasyonu mevcuttur. Bu kayiplar hem alternatif
destinasyonlarin rekabet istiinliigli yaratmasiyla hem de kirlilikten otiirii rekabet giiciinii yitirmesiyle
gerceklesmektedir. Herhangi bir bolgedeki kirliligin arttigina iliskin olumsuz sdylemlerin giiniimiiz olanaklartyla
hizla yayilmasi genis ¢evrelerde kolayca duyulabilmekte ve rekabette bulunulan alternatif turizm bdlgeleri arasindan

kolayca elenmesine sebep olabilmektedir.

Kirliligin gesitlerine bakacak olursak; ¢evre kirliligi basta olmak {izere, turizme olumsuz etki edebilecek goriintii
kirliligi, toz ve ses kirliligi bu noktada g6z ardi edilmemelidir. Pomza madeni ¢ikartmak adina kurulacak poligonlarin

bolgede s6zii edilen olumsuz sonuglara neden olabilecegi tespit edilmistir. Bolgenin dogal gériiniimiine ve huzuruna
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olumsuz etkiler yapacagi diisiiniilmektedir. Neticede pomza madeni ¢ikartilacak poligonlarda ¢alisacak kamyon,
dozer gibi is makinalar1 hem goriintii kirliligine hem ses kirliligine hem de bolgeyi gezmekte olan ve gezmek isteyen
turist kafileleri i¢in arag trafigi gibi risk olusturabilecek unsurlar1 beraberinde getirebilecektir. Ozellikle 1, 3 ve 4
numarali poligonlarin baglant: yollar1 iizerinde olmasinin bdlge ziyaretleri ve ziyaretgileri adina riskler baridirdig
gdzlemlenmistir. Ayrica 2. poligon disinda kalan poligonlarin jeositleri iginde barindiran jeopark sinirlarinin hemen

bitisiginde olmasi1 da dogal kaynaklarin korunmasi ve turizm agisindan sorun yaratabilecegini diistindiirtmektedir.

Sekil 3. Bolgede Gegmiste Kazildiktan Sonra Kendi Haline Birakilmisg Alanlar

Kaynak: Yazar arsivi

Sonug¢ ve Oneriler

Engebeli ve bir boliimii volkanik 6zellikler gosteren Kula’daki topografik kosullar, su sorunu ile birlesince tarim
topraklarinin yeterince iglenememesine ve iiretim miktarinin azalmasina yol agmaktadir. Bu durum kdylerden gocii
hizlandirmaktadir. Ayrica yerlesim alanlarinin birbirlerinden kopuk ve daginik olmasi egitim faaliyetlerini de sekteye
ugratmaktadir. Tiim bu nedenler birlestiginde Kula adina ekonomik anlamda bir sorun teskil etmektedir (Demirelli,
2007). Bolgenin essiz turizm degerleri gbz oniinde bulunduruldugunda turizm ekonomik olarak sorunlarin ¢éziilmesi
adina firsat olarak degerlendirilmelidir. Kula’nin tiim diinyada olduk¢a nadir kaynaklara sahip olmasi en iyi sekilde

degerlendirilerek bolgenin ekonomisi canlandirilmali ve diinyaya tanitilmalidir.

Gecmig yillar ve gliniimiiz degerlendirildiginde bolgenin tanitiminda eksiklikler oldugu ve turizm adimna yeterli
katkinin yapilamadigi goriilmektedir (Alkan, 2020). Bu nedenle diinyada esi benzeri olmayan bir degere sahip
Kula’nin tanitiminin daha etkin ve hizli yapilmasi gerekmektedir. Ancak tanitimin eksiksiz bir bigimde

ylriitiilebilmesi igin turizmin siirekliligi ilkesi mutlaka g6z oniinde bulundurulmalidir. Siireklilik ilkesinden
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anlagilmas1 gereken durum da tanitim yapildiktan, turizm gelistikten ve belli miktarda turist sayisina erisildikten
sonra bdlgenin sahip oldugu tiim turizm dokusunun korunmasi gerekliligidir. Bu dokunun igerisinde eski Kula Evleri,
Yunusemre Tiirbesi, Kent ve Hali Miizesi gibi sosyokiiltiirel unsurlarin yam sira jeopark alani i¢inde bulunan dogal
volkanik olugsumlar sayilabilir. Ayrica sokaklarin yenilenmesi, meydan diizenlemesi, kent kiitiiphanesi ve kiiltiir

salonlar1 gibi destekleyici doku unsurlar1 da degerlendirilmelidir.

Dogal ve kiiltiirel cevrenin yalnizca yasal mevzuat ile korunamayacagi ancak ortak biling, 6zveri ve duyarlilik ile
tesvik edilerek basarilabilecegi ongoriilmektedir. Bu bakimdan yine toplum i¢in en 6nemli faktorlerin basinda gelen
ekonomik sorunlarin ortadan kaldirilmasinda ise turizmin 6nemli bir kaldirag gorevi gorecegi diisliniilmektedir. Bu

kapsamda arastirmada elde edilen sonuglar ve Oneriler agsagida sunulmaktadir.

e Pomza ocagindan elde edilecek gelir ile bolgenin tanitimi sonras: elde edilecek turizm gelirleri, turizmin
stirdiiriilebilirligi gbz 6niine alinarak degerlendirilmelidir.

e Olasi ig makinalarmin turistik sahalardaki dolaniminin potansiyel turizm giizergahlari i¢in risk, kaynaklarin
korunmasi adina da tehdit olusturacagi 6ngoriilmektedir.

e S06z konusu poligonlarin siireli kaynak tegkil edecegi ve kisitli bir zaman i¢in ekonomik girdi saglayacag: goz
oniine alimmalidir. Diger yandan turizm, mevcut potansiyeli ile kiyaslanamaz iistiinliikte siirdiiriilebilir
potansiyele sahiptir. Ayrica saglayacagi ekonomik girdinin katma deger ve ¢arpan etkisi turizm iiriinlerinin
cesitliligi g6z Oniinde bulunduruldugunda c¢ok daha fazla olacaktir. Bunun yaninda turizm sayesinde
saglanacak girdinin tiim bolge halkina dolayli ya da dogrudan katki saglayacag: ve dengeli kalkinmaya etki
edecegi goz Oniinde bulundurulmalidir. Ekoturizmin, dogas geregi bozulmamig ekosistemleri korudugu icin,
bu sistemin bir kismini kullanan maden endiistrisinden daha uzun siireli ekonomik firsatlar yaratabilecegi de
diisiiniilmektedir (Kuter & Unal, 2014).

¢ Bacasiz endiistri olarak tanimlanan ve diinyada en fazla is sahasi yaratan endiistrilerin baginda gelen turizmin
(Ceken, Dalgin & Karadag, 2009) destinasyonlara ve destinasyonlarin bagli bulunduklar1 bolgelere sagladigi
ekonomik katkilar goz 6niinde bulundurulmalidir. Kula’nin sahip oldugu essiz 6zellikler sayesinde turizm
endiistrisinin bdlgeye maden ocaklarindan hem daha adaletli hem de daha fazla ekonomik katki saglayacagi
diisiiniilmektedir.

e Pomza alternatifi iiriinlerin ingaat endiistrisinde kullanildig1 bilinmektedir. Ancak turizm {iriiniiniin alternatifi
bulunmamaktadir. Diger bir ifadeyle, herhangi bir yerde Kula bdlgesinin benzerini olusturmay: saglayacak
herhangi bir imkan bulunmamaktadir. Kula’nin sahip oldugu essiz nitelikteki kaynaklarinin yaninda somut
olmayan oOzellikleri de unutulmamalidir. Potansiyel ziyaretgilerin bolgeyi algilama, destinasyona deger
atfetme, destinasyonda kendi bilgi dagarciklar1 dahilinde farkli yorumlamalarda bulunma gibi unsurlar soyut
degerler olarak nitelendirilebilir.

e Pomza madeninin c¢ikarilmasi belli bir alanin tahsisiyle sinirli olmalidir. Yayilimin fazla olmasi turistik
potansiyele sahip bolge ya da bolgelerin tahribati anlamina gelmektedir. Nasil ki aragtirmalar ve incelemeler
sonrasinda pomza ocagi ruhsati almis bolgeler turizm amaglt kullanilamiyorsa, turizm potansiyeline sahip
alanlar da alternatifi olan bir maden i¢in o kaynaktan ¢ok daha siirdiiriilebilir potansiyele sahip turizm degeri

diisiiniilerek tahrip edilmemelidir.
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e Pomza ocak ve poligon planlar1 Kula bolgesinin jeopark plani gézetilerek yapilmalidir. Bu planlar dahilinde 2
numaral1 poligon ile 1, 3 ve 4 numarali poligonlar farkliliklar arz etmektedir. $6yle ki, 1, 3 ve 4 numaralt
poligonlar sit alanlarma ve jeopark sahasina yakinligiyla dikkat ¢ekmektedir. Geriye kalan 2 numarali

poligonun gorece alandan uzakta ve turizm potansiyeline zarar vermeyecek nitelikte oldugu diistintilmektedir.

Son olarak pomza madencilik sektoriiniin Tiirkiye ekonomisi agisindan 6nemi géz ardi edilemeyecegi gibi
turizmin de 6nemli bir gelir kalemi oldugu unutulmamalidir. Pomza madeninin biiyiik ¢cogunlugunun Kapadokya
bolgesinde oldugu ve bu bolgeden temin edilen maden ile ihracata katki sagladigi bilinmektedir (Eroglu & Sahiner,
2020). Diger bolgelere nazaran daha geng olusumlara hatta Tiirkiye’nin en geng volkanik olusumlarina sahip Kula
bolgesi diger bdlgelerden tiim volkanizmanin birbirine ¢ok yakin olmasi 6zelligiyle ayrilmaktadir. Bu 6zelligin agik
hava laboratuvari niteliginde oldugu belirtilmektedir ve bunun essiz bir ¢ekicilik unsuru olmasi dolayisiyla Kula’nin
turizm bakimindan oldukg¢a 6nemli bir destinasyon niteliginde oldugu diisiiniilmektedir. Turizm planlamasi agisindan
2. poligon disinda kalan 1, 3 ve 4 numarali poligonlarin pomza madenini ¢ikartmaya uygun olmadig1 goriisii

savunulmaktadir.
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Extensive Summary

Kula region, which is of international significance with its geological heritage, is home to the Kula-Salihli
UNESCO Global Geopark, which is Turkey's first and only geopark registered by UNESCO. This geopark site
contains not only a geological heritage, but also many natural, historical and cultural elements and offers unique
opportunities for both scientific and tourism activities and visitors. This study discusses the possible effects of pumice
mines and mining operations planned to be opened around the aforementioned volcanic field on the environment and

tourism.

There is no doubt that the existence of pumice mines is a significant value for Kula. It is also known that these
resources make economic contributions to the Kula region. The proliferation of mines and polygons will not only
contribute to Kula's economy but also cause its image to be referred to as the "Pumice Mines" region. However, this
situation also carries the risk of transforming the image of Kula being in the World Geoparks Network into the image

of a region with pumice mine.

The proliferation of quarries and polygons poses risks in terms of not protecting cultural values and tourism.
Uncontrolled and unconscious permissions to establish polygons and quarries should be evaluated very carefully, as
they will set a precedent for the desire to increase similar investments in the following periods. After possible permits,
it is of great importance that the institutions that have obtained permits carefully and frequently inspect the quarries

and ranges.

Fairy chimney formations are observed in the field where the candidate polygons to be made pumice mining are
located. Due to the negative effects of mining on the environment such as removing vegetation, visual pollution,
waste generation, dust distribution, noise and vibration, it may cause undesirable results for an area with tourism
potential. It is thought that the polygons that are planned to be established on the route to the geopark will lead to
similar results. Therefore, it has been understood that these polygons pose a risk for current tourism activities and

future touristic projects.

Considering the effects of mining on the environment, it is understood that pumice is a mine that must be extracted
with care and attention. Therefore, when the unique and special nature of the Kula region is evaluated, it is thought
that pumice and similar mining operations will damage tourism values. The possibility of filling up with pumice
mines in a region described as an "open air laboratory" formed over a long period of time is considered an undesirable
situation for both the environment and tourism. Eventually, mines such as pumice are resources that will run out. It
has been determined with examples in the field study that the debris and bad view created by the polygons, which

were depleted after being mined, deface the unique beauty of the region.
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Abandoned areas have also been identified in the surrounding area after previously excavated. It has been
considered as an unacceptable situation that the areas left in this way are located in a region with high tourism
potential. In addition to visual pollution, it is thought that this situation creates a risk for the tourism product and will

have negative consequences since the environment that needs to be protected has been destroyed.

The negative effects of environmental pollution on tourism have been known for years. Tourism potential of a
place whose environment is polluted and getting gradually polluted weakens day by day and loses its effect. There
are many tourist destinations that have lost the economic effects of tourism due to pollution. These losses occur both
as alternative destinations create a competitive advantage and lose their competitiveness due to pollution. Negative
discourses about the increase in pollution in any region spread rapidly with today's possibilities and can be easily
heard by large masses and can easily cause them to be eliminated from among the competing alternative tourism

regions.

When types of pollution are considered, visual pollution, dust and sound pollution may adversely affect tourism.
In particular, environmental pollution should not be ignored. It has been determined that the polygons to be
established in order to extract the pumice mine may cause the mentioned negative results in the region. It is thought
that it will adversely affect the nature and tranquility of the region. After all, construction equipment such as trucks
and dozers, which will work in the polygons where the pumice mine will be extracted, may cause visual and sound
pollution as well as factors that may pose a risk such as vehicle traffic for traveling tourist groups and potential
visitors of the region. It has been observed that polygons 1, 3 and 4 in particular are on the connection roads and pose
risks for the region visits and visitors. In addition, the fact that the polygons other than the 2™ polygon are right next
to the borders of the geopark, which contains the geosites. This makes us think that it may cause problems in terms

of the protection of natural resources and tourism.

It is predicted that the natural and cultural environment cannot be protected only by legal legislation, but it can be
achieved by encouraging common consciousness, devotion and sensitivity. In this regard, it is thought that tourism
will serve as a significant lever in the elimination of economic problems, which is one of the most important factors

for society.

Finally, the importance of the pumice mining sector for the Turkish economy cannot be ignored, and it should not
be forgotten that tourism is a substantial income item. It is known that the majority of the pumice mine is in the
Cappadocia region and it contributes to export with the mine obtained from this region. The Kula region, which has
younger formations compared to other regions and even the youngest volcanic formations of Turkey, is distinguished
from other regions by the fact that all volcanism is very close to each other. The characteristic of Kula is described
as an open-air laboratory, and since it is a unique attraction, it is considered to be a remarkably important destination
in terms of tourism. Considering the tourism planning, it is argued that apart from the 2nd polygon rest of the polygons

are not suitable for mining the pumice ore.
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GIRIS

Stirdiirtilebilirlik, gliniimiizde birgok farkli alanda ele alinan ve genelden 6zele indirgenerek tanimlanabilen bir
kavramdir. Kokeni Latince sustienere kelimesinden gelen ve sozcilik anlami olarak sustainability kelimesinden Tiirk
diline gecen siirdiiriilebilirlik; desteklemek, devam ettirmek, saglamak gibi ifadeleri karsilayan (WordNet, 2021) bir
durumun veya siirecin siirdiiriilebilme kapasitesi olarak tanmimlanmaktadir (Isildar, 2016). Aymi zamanda
kusaklararas1 dengenin saglanmasinda gelecek nesillere ait sorumluluklarin yerine getirilmesi olarak da
tamimlanabilir (Chapin, Torn & Tateno, 1996). Ozellikle sanayi devriminden sonra kiiresel anlamda dogal

kaynaklarin bilingsizce kullanilmasinin etkisiyle cevresel ve kiiltiirel degerlerin bozulmasi siirdiiriilebilirlik

kavramini ortaya ¢ikarmistir (Duran, 2011).

Stirdiirtilebilirlik kavrami 1980°1i yillardan itibaren uluslararasi platformlarda ekonomik, sosyal, kiiltiirel, cevresel
ve teknolojik alanlarla ile ilgili ¢ok yonlii incelenen bir kavramdir (Balc1 & Kogak, 2014). Bahsedilen alanlar ile
iligkili oldugundan, siirdiiriilebilirlik kavrami turizm agisindan da 6nemli bir konu haline gelmigtir. Turizm
ekonomik, siyasal ve teknolojik degisim ve doniisiimlerin etkisiyle hizli bir sekilde gelisen ve iilke ekonomilerine
katkida bulunan bir sektordiir. Bu nedenle turizmin gevresel, sosyal, kiiltiirel, ekonomik kaynaklarin korunmasi ve
tiikketilmeden gelecek nesillere aktarilmasi agisindan siirdiiriilebilir bir 6zellik tagimasi1 gerekmektedir (Keskin &

Orgiin, 2015).

Turizm sektorii stirekli degisen ve gelisen bir yapiya sahiptir. Bu sebeple siirdiiriilebilirliginin saglanmasi i¢in
gecmiste yalnizca deniz, kum, gilines {igliisiinii kapsayan kitle turizm faaliyetlerine alternatif olarak saglik, kiiltiir,
spor, inang turizmi gibi turizm iriinlerinin turistlere sunulmas1 gerekmektedir (Uguz, 2011). Bahsedilen alternatif
turizm tiirlerine ek olarak 6zellikle son zamanlarda, Diinya Turizm Orgiitiiniin (UNWTO) raporuna gére turist
harcamalarinin % 30’unu yeme-igme faaliyetlerine ayirmastyla (TURSAB, 2015) gastronomi turizmi de dnem
kazanmaya baslamistir (Cémert & Durlu-Ozkaya, 2014). Gastronomi turizmi on iki aya yayilabilme ozelligi
gosterdigi icin siirdiiriilebilir turizmi destekleyen bir turizm tiirii 6zelligi gostermektedir. (Caligkan, 2013).
Gastronomi turizmi, Hall ve Mitchell (2005, s.74)’ e gore “’Yiyecek festivallerini, restoran isletmelerini ve 6zel
yemek {iretim alanlarini, birincil ve ikincil gida iireticilerini ziyaret etme amaciyla yapilan seyahatler’ seklinde
tanimlanmaktadir. Bu dogrultuda, turistik bolgelerin ekonomik, ¢cevresel ve sosyal alanda gelisim gostermesine fayda
saglayan, dnemli bir seyahat motivasyonu 6zelligine sahip gastronominin korunmast, gelistirilmesi ve devamliligimin
saglanmasi igin gastronomiyi olusturan unsurlarin siirdiiriilebilirlik ¢er¢evesinde ele alinmasi gerekmektedir (Isildar,

2016).

Stirdiirtilebilirligin gastronomi bilimi agisindan 6nemi disiiniildiiglinde siirdiiriilebilir gastronomi ile ilgili yapilan
bilimsel caligmalarin nasil gelistigini gdsteren bir analize ihtiya¢c duyulmaktadir. Yapilan analiz ile alandaki
arastirmacilarin, bilimsel yayinlarin ve yaymecilarin giin gectikge artmasiyla birlikte var olan bilgi karmasasinin
yorumlanmast ve 6zetlenmesi gerekmektedir (Giizeller & Celiker, 2017). Bu nedenle bir bilim alaninin gelisim

stirecini takip etmek i¢in bibliyometrik analiz yapilmaktadir (Altas, 2017).

“Bibliyometri; matematiksel ve istatistiksel yontemlerin kitaplar ve diger iletisim ortamlarina uygulanmasi olarak
tanmimlanmaktadir (Giizeller & Celiker, 2017)”. Bibliyometrik arastirmalarda, belgelerin ya da yaymlarin belirli
hususlart inceleyerek bilimsel iletisime iliskin ¢esitli bulgular elde edilmektedir (Al & Costur, 2007). Bibliyometrik
calismalar belirli bir alanda olan literatiirii 6lgmede ve ortaya ¢ikan kavramlar degerlendirmede faydali olmasiyla
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birlikte arastirmacilarin alandaki egilimleri tespit etmesine olanak saglamaktadir (Kasemodel, Makishi, Souza &

Silva, 2016, s. 82).

Bibliyometrik ¢aligmalarda basta gelen uluslararasi bilimsel atif indeksleri Science Citation Index (SCI), Social
Sicence Citation Index (SSCI) ve Art & Humanities Citation Index (A&HCI)’tir (Giizeller & Celiker, 2017). Bu
indekslere en kapsamli Web of Science ve Scopus veri tabanlar ile erisim saglanabilmektedir. Web of Science ve
Scopus veri tabanlar1 taranan bilimsel yaymlara iliskin bibliyometrik verileri barindirmalarindan dolay1 yapilan
caligmalara 6nemli katkisi bulunmaktadir. Web of Science ve Scopus en kapsamli veri tabanlarindan olmasi ve
bilimsel olarak uluslararasi bilinmesinden dolay1 bibliyometrik analizin giivenilirligini destekler niteliktedir (Lopez-

Bonilla, Reyes-Rodriguez & Lopez-Bonilla, 2020).

Bu kapsamda siirdiiriilebilir gastronomi turizmi anahtar kelimesiyle Web of Science ve Scopus veri tabanlar
kaynakli ¢alismalar1 cesitli parametreler 15131nda analiz etmek calismanin amacini olusturmaktadir. Ilgili yazinda
gastronomi alani ile ilgili pek ¢ok biblometrik analiz ile karsilagilmaktadir (Siinnet¢iogu, Yalginkaya, Olcay &
Mercan, 2017; Sanchez, Rama & Garcia, 2016; Altas, 2017; Ayaz & Tiirkmen, 2018; Boyraz & Sandikei, 2018;
Ercan, 2020; Giizeller & Celiker, 2017; Okumus, Kdseoglu & Ma, 2018; Yilmaz, 2017). Ancak siirdiiriilebilir
gastronomi turizmini konu alan herhangi bir bibliometrik analiz ile karsilagilmamistir. Yapilan bu aragtirmayla
stirdiiriilebilir gastronomi turizmi konusunda aragtirma yapan arastirmacilara gelecekte yapilacak calismalar
hakkinda daha rahat planlama yapabilmesi icin kolaylik saglayacagi ve siirdiiriilebilir gastronomi turizminin
gelismesiyle baglantili kamu ve 6zel yoneticiler i¢in fayda saglayacagi diigiiniilmektedir. Bu hususlar yapilan

caligmanin 6nemini vurgulamaktadir.
Literatiir Arastirmasi

Bu boliimde, dncelikle siirdiiriilebilir gastronomi turizmi konusunun kavramsal yapisi ortaya konmus; devam eden
kisimda ise bibliyometrik analiz yontemi agiklanmig ve bibliyometrik yontemi kullanan c¢aligmalara iligkin bir

inceleme gergeklestirilmistir.
Siirdiiriilebilir Gastronomi Turizmi

1980’lerden beri Birlesmis Milletler Cevre Programimin (UNEP), ¢evre konularina iligkin ¢aligmalar1 artarak
uluslararast etki olusturmustur. Birlesmis Milletler Genel Kurulu, 1983 yilinda Diinya Cevre ve Kalkinma
Komisyonu’na degisen diinyay1 inceleme gorevi vermistir. Bunun sonucunda Diinya Cevre ve Kalkinma Komisyonu
1987 yilinda “ortak gelecegimiz” adli bir rapor yayinlanmistir. Bu raporda gelismis ve gelismekte olan iilkelerde,
cevre ve kalkinma konularina farkli yaklagilmasi gerektigi ve diinyada var olan kaynaklarin siirdiiriilebilir olduguna
deginilmistir. Bu raporda siirdiiriilebilir kalkinma kavramai, bireylerin ihtiya¢ duydugu ekolojik, sosyal ve ekonomik
kaynaklarin nadir ve essiz oldugu fikrini savunmaktadir. Bunun neticesinde gelecek nesiller ig¢in kaynaklar
tilketmeden siirdiiriilebilir sekilde kullanmak gerekmektedir. Bu kavram diger sektorlerde oldugu gibi turizm sektorii
icinde gecerlidir. Ciinkii 1980’lerde hizlica biiyliyen kitle turizmi yerel kiiltiirlere kars1 daha saygili olmayi, dogal
kaynaklar1 en elverisli sekilde kullanmay1 gerektiren bir yaklasim igine girmesini saglamistir (Giines, Ulker &
Karakog, 2008). Bahtiyar Karadeniz (2014)’e gore siirdiiriilebilir turizm; turistlere kaliteli deneyim yasatmasinin

yaninda, var olan turistik kaynaklar kirletmeden gelecek nesillerin kullanabilecegi sekilde kullanimlarinin
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diizenlendigi, dogal ve kiiltiirel kaynaklarinin yerel halk ve turistlere yonelik korunan ekonomik gelisme modeli

olarak tanimlamistir.

Yeme igme bilimi veya sanati olarak tanimlanan gastronomi evrensel bir kavramdir. Yunanca gaster (mide) ve
namos (kanun, yonetim) kelimelerinden olusan basit anlamiyla yeme igmeden keyif alma olarak tanimlanan
gastronomi kavrami M.O. 4 yiizyilda yasayan Archestratus’un bir siirinde gectigi soylenmektedir (Scarpato, 2002;
Bally, 2016; Yilmaz & Akman, 2018). Dilimize Fransizca’dan ge¢mis olup Tiirk dil kurumu sézliigline gore “yemegi
iyi yeme meraki, saghga uygun, iyi diizenlenmis, hos ve lezzetli mutfak, yemek diizeni ve sistemi” olarak
tanimlanmaktadir (TDK, 2021). Gastronomi bilimi 6ziinde farkli bilim dallariyla(fen bilimleri ve sosyal bilimler) i¢
icedir. Bu bilim dallariyla baglantis1 diisiiniildtigiinde literatiirde birden ¢ok tanimi bulunmaktadir. Richards (2002),
gastronomi kavramini yemegin hazirlanmasi, pisirilmesi, servisi ve tiiketilmesi olarak tanimlarken, Sarusik, Ozbay
(2015)’e gore “temelinde belirli kiiltlirlerin yansimasi olan, yemek hazirlama, pisirme, sunum ve yeme-igme

deneyimiyle ilgili bir sanat ve bilim dali” seklinde tanimlanmustir.

Gastronomi turizmi kavrami da oldukg¢a yeni bir kavramdir. Gastronomi turizmi, yerel yiyecek- igecekleri tatmak
ve gastronomi ile ilgili etkinliklere katilmak icin seyahatlerini planlayan turistler ig¢in gegerlidir (Gheorghe,
Tudorache & Nistoreanu, 2014). Yurtseven (2011)’e gore siirdiiriilebilir gastronominin temelinde yerel gida ile
ilgilenmek c¢evresel ve sosyokiiltiirel nedenlerle {iretici ve tiiketici arasindaki bagi olusturmaya tesvik etmek
bulunmaktadir. Durlu- Ozkaya, Siinnetgioglu, Can (2013) siirdiiriilebilir gastronomi turizmi kavramiyla yerel
gastronomi mirasinin korunabilecegini belirtmistir. Bununla birlikte gastronomi turizmi ile organik yiyeceklere,
otantik ve geleneksel yiyecek ve igecekler ile kirsal alana doniisii ifade etmektedirler. Gossling ve Hall (2013)
stirdiiriilebilir gastronomi kavraminin bagli basina bir kavram oldugunu ve siirdiiriilebilir gastronomi turizminin

yiyecek igecek igletmeleri agisindan 6nemli oldugu ve gelismeye acgik bir alan oldugunu belirtilmistir.
Bibliyometrik Analiz

Bibliyometri ya da bibliyometrik analiz belirli alanlarin gelisimini ve yapisin1 degerlendirmek igin
kullanilmaktadir (Boyack, Klavans & Borner, 2005). Bibliyometri ¢alismalarinin bir bilim alaninin gelismesine katki
sagladigi icin bibliyometrik aragtirma “belirli bir alanda, belirli bir dénemde ve belirli bir bélgede kisiler ya da
kurumlar tarafindan iiretilmis yayinlarin ve bu yayinlarin arasindaki iligkilerin sayisal olarak analizi” seklinde
tanmimlanabilir (Ulakbim Cahit Arf Bilgi Merkezi, 2021). Bibliyometrik aragtirmalar sayesinde bilim alaninin
gelisimini takip etmek kolaylasacagi i¢in gelecek arastirmalar i¢in planlar yapmak, alanda varsa sorunlar iizerine
odaklanmak miimkiin olmaktadir (Altas, 2017). Literatiirde var olan bibliyometrik ¢aligmalar incelendiginde genel
olarak lisansiistii tezleri, kongre ve sempozyumlar da sunulan bildirilere ve birden fazla dergide yayimlanmis
makalelere ait bibliyometrik ¢alismalara siklikla rastlanirken belirli bir alan ya da konunun gelisiminin arastirildig
bibliyometrik ¢aligsmalarin daha az oldugu gozlenmistir (Giizeller & Celiker, 2017). Bu nedenle bu ¢aligmanin amaci
stirdiiriilebilir gastronomi turizmi konusunun gelisimini incelemek ve gelecek galismalar icin kolaylik saglamasi

amaglanmaktadir.

Ilgili yazm incelendiginde gastronomi bilimine iliskin birgok yazar tarafindan bibliyometrik galismalar
gerceklestirildigi goriilmektedir (Siinnetgiogu, Yalginkaya, Olcay & Mercan, 2017; Sanchez, Rama & Garcia, 2016;
Altasg, 2017; Ayaz & Tirkmen, 2018; Boyraz & Sandikei, 2018; Ercan, 2020; Giizeller & Celiker, 2017; Okumus,
Koseoglu, & Ma, 2018; Yilmaz, 2017).
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Glizeller ve Celiker (2017), yaptiklar g¢aligmada Web of Science Core Collection veri tabaninda 1970-2017
yillarinda yapilan gastronomi alaninda yapilan 703 ¢alismay1 bibliyometrik agidan incelemislerdir. Caligma
sonucunda 1970 yilindan giiniimiize kadar ¢alisma sayilari siirekli artmig ve 2000 yilindan sonra alan ¢aligmalarinin
hiz kazandig: belirlenmistir. Ulke isbirliklerinde ABD, bilimsel iletisimin saglanmasinda 6ncii iilke oldugu, alanda
en ¢ok atif alan dergi American Journal of Sociology, yazarlar arasinda en ¢ok atif alan Anonymous adli ismi tespit

edilemeyen yazarlara ve Hayagreeva Rao isimli yazara ait oldugu belirlenmistir.

Boyraz ve Sandik¢1 (2018), 2013-2017 yillar1 arasinda Tiirkiye’de turizm temali kongrelerde sozlii olarak
sunulmus ve gastronomi alaninda yazilmig ¢aligmalari bibliyometrik olarak incelemistir. Aragtirmalar sonucunda 285
bildiriye ulasilmis ve 682 farkli yazarin katkis1 oldugu belirlenmistir. Aragtirmalara en ¢ok katkisi olan yazar Aydan
Bekar olup, en ¢ok yazar sayist bakimindan katki saglayan {iniversite Balikesir Universitesi oldugu, bildiri sayst
bakimindan en c¢ok katki saglayan Mersin Universitesi oldugu belirlenmistir. Bununla birlikte bildiriler en ¢ok

“Gastronomi Turizmi Pazarlamas1” alaninda yazildig1 belirlenmistir.

Sanchez, Rama ve Garcia (2017), ¢alismalarinda Scopus ve Web of Science veri tabanlarinda yer alan 122
dergideki sarap turizmine yonelik 238 makaleyi incelemis ve Scopus veri tabaninin sarap turizmi alaninda daha fazla

sayida dergi ve makale kapsadigi belirlenmistir.

Okumus, Koseoglu ve Ma (2018), 1976- 2016 yillar1 arasinda SSCI (Social Sicence Citation Index) indeksli
otelcilik ve turizm (H&T) 16 dergide gida ve gastronomi alanmiyla ilgili 462 ¢aligmay1 incelemislerdir. Arastirma
sonucunda gida ve gastronomi alaninda yapilan arastirmalar 2000 yilindan sonra arttig1, caligmalarin ¢ogunlugunda
nicel yontemlerden yararlanildig1 ve ¢aligma kapsamindaki makalelerden sinirli sayida ¢alisma gida ve gastronomi

konularina degindigi tespit edilmistir.

Altag (2017), 1998-2017 yillar1 arasinda gastronomi alaninda Tiirk¢eye terciime edilmis 90 adet kitap cesitli
parametreler bakimindan degerlendirilmistir. Incelemeler sonucunda en ¢ok Is Bankasi Kiiltiir Yayinlar1 ve Cekmece

Yaynlan tarafindan kitaplarin yayinlandigi ve en ¢ok Carla Bardi’ye ait kitaplar terciime edildigi belirlenmistir.

Stinnetcioglu, Yalcinkaya, Olcay ve Mercan (2017), ulusal tez merkezinde turizm alaninda “gastronomi” anahtar
kelimesi ile arastirma yapilmig ve 33 adet teze ulasilmis olup bibiyometrik ¢alisma yapmislardir. Arastirma
kapsamindaki tezler ilgili parametreler dogrultusunda istatistiki programda frekans analzine tabi tutulmustur.
Aragtirmanin sonuglarina gore tezlerin gcogunlugunun yiiksek lisans tezi oldugu ve genellikle pazarlama konusunda

yazildig1 belirlenmistir.

Ayaz ve Tiirkmen (2018), 1999-2017 yilar1 arasinda ulusal tez merkezinde ydresel yemeklerle ilgili 45 adet
lisansiistii tezlerini siniflandirarak degerlendirmislerdir. Arastirmanin sonuglarina gére 2016 yilinda calismalar
yogunlastigi ve ¢ogunluk olarak yiiksek lisans tezi oldugu belirtilmistir. Bununla birlikte anahtar kelimeleri “yemek
kiiltiirii ve yoresel iiriin” olarak belirlenen tezlerin daha ok Turizm Isletmeciligi Anabilim Dali alaninda yazildig1

belirtilmigtir.

Ercan (2020), ULAKBIM makale arama sistemini kullanarak ulusal yazinda 2010-2020 yillar1 arasinda
gastronomi turizmi konulu 84 makaleyi bibliyometrik agidan incelenmistir. Caligmadan elde edilen sonuglara gore

yapilan caligmalarin 2015 yilindan sonra artig gosterdigi, arastirmacilar tarafindan en ¢ok nitel ydntemlerin

2544



Giilcan, D. & Ercan, M. O. & Katlav, E. O. JOTAGS, 2021, 9(4)

kullanildig1 ve makalelerde Marmara ve Ege bolgesindeki illerin diger illere gére daha ¢ok arastirildigr tespit

edilmistir.

Aragtirmalar sonucunda gastronomi alaniyla ilgili pek ¢ok bibliyometrik ¢alisma yapildig1 ancak stirdiiriilebilir
gastronomi turizmi kapsamli bibliyometrik aragtimalar alanda yetersiz oldugu tespit edilmistir. Bu baglamda ¢aligma,

literatiirdeki eksige katki saglamak ve gelecek caligmalar igin arastirmacilara kolaylik saglamasi agisindan 6nemlidir.
Yontem

Caligmanin amaci Web of Science ve Scopus veri tabanlarinda 2011- 2021 yillar1 arasinda “sustainable
gastronomy tourism” ve “sustainable gastronomic tourism” konu basliklartyla arama yapilmig ve erisilen hakemli

dergilerde, yazim dili ingilizce olan makalelerin bibliyometrik 6zelliklerini incelemektir.

Bibliyometrik analizde herhangi yayn tiirii incelenebilir olsa da, yapilan analizin odak noktas1 dergilerdir (Hall,
2011). Bu nedenle sadece “dergilerde” yayinlanan makaleler secilmis olup, bildiriler, kitap boliimleri gibi diger
yaymlar arastirmanin kapsamindan ¢ikarilmistir. Bununla birlikte Ingilizce yazilmis calismalar daha genis bir
okuyucu kitlesine ulastig1 igin atif alma olasilig1 daha yiiksektir bu nedenle Ingilizce yazilmis makaleler akademik
cercevede biiyiik etkiye sahiptir (Di Bitetti & Ferrares, 2017). Bu yiizden yazim dili Ingilizce olan makaleler veri

setine dahil edilmistir.
Veri Toplama

Aragtirmada Aguinis, Ramani ve Alabduljader (2018) tarafindan gelistirilen, sistematik inceleme siireci,
bibliyometrik analizin metodolojik seffafligim1 saglamak icin siirdiiriilebilir gastronomi turizmi odakli olarak

uygulanmstir.

Birinci adim, incelemenin amacina karar vermektir. Caligmanin amaci, bibliyometrik analiz kullanilarak

stirdiiriilebilir gastronomi turizmi konusunda bilgi gelisimini incelemektir. Bu dogrultuda;

Stirdiirtilebilir gastronomi turizmi konusunda dergilerde yayinlanan ¢aligmalar hangi yillarda yaymlanmistir?
Stirdiirtilebilir gastronomi turizmi konusunda literatiire yon veren yazarlar kimlerdir?
Bibliyometrik ¢alisma kapsaminda bulunan dergiler nelerdir?

Web of science ve Scopus veri tabanlarindaki arastirmalarda hangi yontemler kullanilmigtir?

AN o

Siirdiiriilebilir gastronomi turizmi konusunda literatiirde hangi konulara calisilmig? Sorularina cevap

aranmaktadir.

Inceleme siirecinin ikinci adimi, bibliyometrik analiz icin veri seti gelistirmek iizere veritabam segmektir. Bu
kapsamda g¢aligmada Web of Science (WoS) ve Scopus veri tabanlarinda taramalar yapilmis olup veri seti
olusturulmustur. Web of science (WoS) akademisyenler tarafindan turizm alaninda inceleme yapmak icin ¢okca
kullanilmistir (Giizeller & Celiker, 2017; Palmer, Sese & Montana, 2005; Hall, 2011). Scopus veri tabani tipik olarak
en iyi organize edilmis ve yapilandirilmis 6zet ve alint1 yapilabilecek veri tabani olarak kabul edilir (Sharma, Singh,
Tamang, Kumar Singh & Kumar Singh, 2020). WoS ve scopus veritabanlari, birgok alt veri tabanina erisim saglar
boylece yaymlanmis makalelerin genis bir temsilini igerir (Johnson & Samakovlis, 2019). Aragtirmada kullanilan iki

veri tabani da bibliyometrik analiz i¢in gerekli olan yazilimlara sahiptir (Benckendorft, 2009).
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Bu agamada ilk makale taramas1 Web of Science veri tabaninda yapilmis olup daha sonra Scopus veritabanlarinda
“sustainable gastronomy tourism” ve “sustainable gastronomic tourism” konu basliklariyla ilgili makale taramasi
yapilmistir. WOS veri taban1 Scopus kadar genis degildir. Bu yiizden Scopus veri taban giivenilirligi arttirarak veri

setinin daha kapsamli olmasini saglar.

Incelemenin 3. adimi makale segim siirecidir. Hakemli dergi makaleleri sertifikali bilgi olarak kabul edilir
(Ramos- Radriguez & Ruiz- Navarr, 2004). Bu nedenle caligmaya 2011- 2021 yillar1 arasinda “sustainable
gastronomy tourism” ve “sustainable gastronomic tourism” konulartyla ilgili ingilizce yazilmig hakemli dergi
makaleleri dahil edilmigtir. Bu asamada arastirmacilar tarafindan olusturulan veri setindeki ¢aligmalar incelenmis
olup sustainable gastronomy tourism “siirdiiriilebilir gastronomi turizmi” konusuyla ilgili olmayan g¢aligmalar veri

setinden ¢ikarilmistir.

Inceleme siirecinin 4., 5. ve 6. adimlarinda makalelerin sonuclandirilmas: icermektedir. 4. adimda secilen veri
tabanlarinda ayn1 dergiler bulundugu i¢in arastirmacilar tarafindan manuel olarak kontrol edilip ayn1 makaleler veri
setinden ¢ikartildi. Elde edilen makaleler baslik, yazar, 6zet, yontem ve anahtar kelimeler olmak iizere 5 boliimde
incelendi. Gerekli goriildiigii durumlarda arastirmacilar tarafindan calismalar icerik olarak da incelendi. Icerik olarak
incelenen ¢aligmalarin anahtar kelimelerinde gastronomy, sustainable gastronomy ve sustainable gastronomy tourism

kelimeleri yer alsa da igerik olarak ¢alismanin amacina uygun olmayan ii¢ ¢aligma veri setinden ¢ikarilmistir.

5. ve 6. asamada yazarlar, arama terimi ile eslesme saglayan makalelerin her birinin 6zetlerini okuyarak hangi
makalelerin uygun oldugunu belirledi. Ozetler konuyla ilgili oldugunu gésterdikten sonra, makalelerin tamami igerik
acisindan ve uygunlugunu dogrulamak i¢in okundu. Makalelerin dahil edilebilmesi i¢in siirdiiriilebilir gastronomi
turizmi konusunda olmasi, hakem tarafindan degerlendirilmis olmasi ve Ingilizce yazilmis olmasi gerekmektedir.

Daha sonra yazarlar arasi anlagma saglandi ve veri setine dahil edilmis makale listesi incelenip sonuglandirildi.

Tablo 1: Sistematik inceleme siireci

Adimlar Siire¢
1. Adim Calismanin amaci ve kapsaminin belirlenmesi
2. Adim Dergileri dahil etmek i¢in segim prosediirlerinin belirlenmesi
3. Adm Kodlayicilar aras1 anlagsma yoluyla kaynak se¢im siirecinin belirlenmesi
4. Adim 3.Adimda belirlenen siireci kullanarak kaynaklarin segilmesi
5. Admm Kodlayicilar arasi anlagsma yoluyla igerik ¢ikarma isleminin yapilmasi
6. Adm Birden fazla kodlayici ile belirlenen igerigin ¢ikartilmasi

Kaynak: (Aguis, Ramani & Alabduljader, 2018)

Bulgular ve Yorum

Asagida arastirilan bibliyometrik analiz bulgularina yer verilmektedir. Bu baglamda oncelikle siirdiiriilebilir
gastronomi turizmi konusunda yayinlanan makalelerin yayin yillari incelenmistir. Sekil 1°de ¢caligmalarim yillara gore

dagilimi gosterilmektedir.
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Siirdiiriilebilir Gastronomi Turizmi Konusunda Dergilerde Yayimnlanan Makalelerin Yayin Yillar

Calismalarm Yillara Gore Dagilimi
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Sekil 1: Calismalarin Yillara Gore Dagilimi

Stirdiirtilebilir gastronomi turizmi alaninda 2011-2021 yillar1 arasinda yaymlanan 43 caligmanin yillara gore
dagilimi incelendiginde caligmalarin yillara gore dalgali ilerledigi ve en ¢ok yaymm 2020 (12 yaymn) yilinda
yaymmlandig1 goriilmiistiir. Bu yili sirastyla 2019 (11 yayin) yili ve 2016 (6 yayin) yillar takip etmektedir. 2011,
2012 ve 2015 yillarinda 1 ¢alisma, 2014 ve 2017 yillarinda 2 galigma, 2018 yilinda 4 ¢alisma ve 2021 yilinda 3
calisma oldugu belirlenmistir. Arastirmacilarin 2016 yilinda bu konuya odaklandigi ve konunun bu yildan sonra

popiilerlik kazandig1 soylenebilir.
Siirdiiriilebilir Gastronomi Turizmi Konusunda Literatiire Yon Veren Yazarlar

Tablo 2: Yaym Konularinin Yillara Gore Dagilimi ve Yazarlart

Konular Yazarlar Alt konular
Eko turizm Serra-Cantallops A, Ramon-Cardona J, Vachiano, M., 2021, Sarap turizmi
Zamarreno-Aramendia G., Cruz-Ruiz E., De La Cruz E. R. R,
2021, Cristofol F. J., Aramendia G. Z., de-San-Eugenio-Vela J.,
2020, Crespi-Vallbona, M., Mascarilla-Miro, O., 2020, Abreui
C. A., Goncalves A., Jesus A., Rodrigues B., Santos J., Teives
M., Garcias, J., 2019.
Ermolaev V. A., Yashalova N. N., Ruban, D. A., 2019. Peynir turizmi
Moral-Cuadra S., de la Cruz R. A., Lopez R. R., Cuadrado E.S., | Zeytinyag turizmi
2020, Folgado-Fernandez J. A.ermola, Campon-Cerro A. M.,
Hernandez-Mogollon J.M., 2019, Millan M. G., Pablo-Romero
M. D., Sanchez-Rivas J, 2018, Aydeniz N. E. K., Taddonio S.,
2016.
Alonso A. D., 2015. Kiiltiir turizmi
Rinaldi C., Cavicchi A., Robinson R. N. S., 2020, Nicula V., Kirsal turizm
PopsaR. E., 2018.
Gastronomi Zamarreno-Aramendia G., Cruz-Ruiz E., de la Cruz E. R. R., Siirdiirtilebilir kirsal kalkinma
Turizminin 2021, Diaconescu D. M., Moraru R., Stanciulescu G., 2016
Bolgesel Zabarna E., Averikhina T., 2020, Sarap yapimina dayali bolgesel
Kalkinmaya kalkinma
Etkileri Bastenegar M., 2020. Sokak lezzetleriyle kalkinma

Nilsson J. H., Svard A. C., Widarsson A., Wirell, T., 2011.

Cittaslow ile kirsal kalkinma

Fuste- Forne, F. 2020.

Peynir turizmine dayali kirsal
kalkinma

Lizuka R., Kikuchi T., 2016.

Bira kiiltiiriiyle siirdiiriilebilir
karsal turizm

Jimenez-Beltran F. J., Lopez-Guzman T., Santa Cruz F. G.,
2016.

Turistik destinasyon kalkinmasi
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Tablo 2: Yaymn Konularinin Yillara Gére Dagilimi ve Yazarlar1 (Devami)
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Tiiketici Serra-Cantallops A, Ramon-Cardon, J, Vachiano, M., 2021, Tiiketicilerin satin alma niyetleri
davranislari Nicolosi A., Lagana V. R., Laven D., Marciano C., Skoglund
W., 2019,
Kumar G. M. K. 2019, Millan M. G., Pablo-Romero M. D., Turist algist
Sanchez-Rivas J., 2018.
Andersson T. D., Mossberg L., 2017. Gastro turistler
Testa R., Galati A., Schifani G., Di Trapani A. M., Migliore G. | Turistlerin yerel yemekleri
2019. deneyimleme motivasyonlar1
Gastronomi Zamarreno-Aramendia G., Cruz-Ruiz E., de la Cruz E. R. R., Sarap rotasi
Turizmi Rota ve 2021.
Turlar Vorasiha E., 2018. Yaratici turizm rotasi
Gastronomi Lin Y.-C.J.,Bestor T.C. 2020, Ermolaev V. A., Yashalova N. Miize, fuar ve festivaller
Turizmi N., Ruban D. A., 2019, Folgado-Fernandez J. A., Di-Clemente
Etkinliklerinde E., Hernandez-Mogollon J. M., 2019.
Siirdiiriilebilirlik Perez-Llorens J. L., 2019, Aydeniz N. E. K., Taddonio S., 2016, | Gastronomik etkinlik
Pavia N., Grzini¢ J., Flori¢ié, T., 2014.
Moral-Cuadra S., de la Cruz R. A., Lopez R.R., Cuadrado E.S., | Gastronomik deneyim
2020, Kumer P., Pipan P., Hribar M.S., Viskovi¢ N.R., 2019.
Gida Pazan Crespi-Vallbona M., Perez M. D., Miro O. M., 2019. Gida pazari
Yoresel Yemek/ Folgado-Fernandez J. A., Di-Clemente E., Hernandez-Mogollon | Siirdiiriilebilir destinasyon
yerel yemek/ yerel | J. M., 2019, Leong Q.L., Othman M., Mohd Adzahan N., Ab. gelisimi i¢in yerel yemeklerin
gida Karim M.S., 2012. kullanimi
Alonso A. D., 2015. Yerel yiyecek ve sarap
Perez-Llorens J.L., 2019. Geleneksel yemek pisirme
yontemleri
Niedbala G., Jeczmyk A., Steppa R. Uglis J., 2020. Gastro turistlerin yerel yemek i¢in
seyahat etmesi
Restorancilik Alonso A. D., Kok S., O'Brien S., 2017. Restoran isletmecileri
Faaliyetleri Karagiannis D., Andrinos M., 2021. Turistlerin tekrar ziyaret etme
egilimleri
Alonso A. D., O'Shea M., Kok S. K. 2020. Bolgenin mutfak destinasyon
imajinin gelisimi
Esparza M. E., Rivero J. C., Sanchez M. E., 2016. Saglikli yemek restoranlari
Gastronomi Vazquez-Martinez U. J., Sanchis-Pedregosa C., Leal-Rodriguez | Ulke markasi
Turizminde A.L.,2019.
Pazarlama Lin Y.-C. J., Bestor T. C., 2020. Gastronomik {iirlinii pazarlama ve
markalastirma
Gastronomi Vorasiha E., 2018. Yaratic1 gastronomi rotasinda
Turizmine turistlere yonelik egitim
Yonelik Egitim Suhairom N., Musta'amal A. H., Amin N. F. M., AliD. F., Seflerin mesleki gelisimi
Techanamurthy U., 2016.
Gastronomi Yilmaz G., Kiligaslan D., Caber M., 2020, Leng K.S., Yemek imaji, Sehir markalagmasi
Turizmi Politika Badarulzaman N., 2014. UNESCO,
Ve Stratejileri Dogan E., 2018. Marka imaj1
Gastronomi Nesterchuk 1., Osipchuk A., Chernyshova T., Shevchuk Bolgesel gastronomi turizmi
Turizmi C.,Bondarenko E., 2020. potansiyeli
Potansiyeli

Tablo 2’de siirdiiriilebilir gastronomi turizmi konusunda 43 g¢alismanin 116 yazar tarafindan ylriitildiigi

gosterilmektedir. Abel Duarte Alonso’nun yapmis oldugu ii¢ yaynla alanda en fazla calisma yiiriiten yazar oldugu

belirlendi. Alanda iki yaym yapan yazarlar; Gorka Zamarrefio-Aramendia, Montserrat Crespi-Vallbona, José¢

Antonio Folgado-Fernandez, Oscar Mascarilla Miro, José Manuel Hernandez-Mogollon olarak belirlendi.

Bibliyometrik Caliyma Kapsaminda Bulunan Dergiler

Stirdiirtilebilir gastronomi turizmi ile ilgili ¢alismalarin yer aldig: dergiler tablo 3’de gosterilmistir.
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Tablo 3: Arastirmalarin Yaymlandigi Dergiler

Dergi ismi Yayn sayis1 | Dergi ismi Yaymn Dergi ismi Yaymn
sayisi sayisi
Sustainability 12 Journal of Heritage 1 Journal of Ethnic 1
Tourism Foods
Current Issues In Tourism 2 Journal of Rural 1 Change 1
Studies Management
Journal Of Sustainable 2 Journal of Hygienic 1 Pertanika Journal 1
Tourism Engineering and of Social Science
Design and Humanities
International Journal of 2 African Journal of 1 Economies 1
Gastronomy and Food Hospitality, Tourism
Science and Leisure
Amfiteatru Economic 2 Information (Japan) 1 Tourism 1
Recreation
Research
International Journal of 2 WIT Transactions on | 1 European Journal 1
Culture, Tourism, and Ecology and the of Geography
Hospitality Research Environment
Manzar-The Scientific 1 International Journal | 1 Heliyon 1
Journal Of Landscape of Tourism Cities
Scandinavian Journal of 1 Geojournal of 1 Journal of Spatial | 1
Hospitality And Tourism Tourism And And
Geosites Organizational
Dynamics
New Arch-International 1 Transnational 1 Geografski 1
Journal Of Contemporary Marketing Journal Vestnik
Architecture

Tablo 3’ de siirdiiriilebilir gastronomi turizmi konusunda 43 calisma, 27 dergide yer aldigi belirlenmistir.
Caligmalar en fazla “Sustainability” dergisinde yaymlanmistir. Veri setinde yer alan 43 caligmanin 12 tanesi
“Sustainability” dergisinde, “Current Issues In Tourism”, “Journal of Sustainable Tourism”, “International Journal
of Gastronomy and Food Science”, “Amfiteatru Economic”, “International Journal of Culture”, “Tourism, and

Hospitality Research” dergilerinde 2 ¢alisma oldugu tespit edilmistir.
Bibliyometrik Cahsma Kapsaminda incelenen Makalelerde Kullanilan Yéntemler

Tablo 4: Arastirmalarin Yontemleri

Arastirma Yontemi Say1
Nicel Yontem 14
Nitel Yontem 24
Karma Yontem 5

Tablo 4’de siirdiiriilebilir gastronomi turizmi konusunda yapilan arastirmalarda kullanilan yontemler
belirtilmistir. Arastirma genelinde 43 ¢aligma incelenmistir. Tablo incelendiginde 24 nitel yontem, 14 nicel yontem

ve 5 karma yontem kullanilmstir.
Siirdiiriilebilir Gastronomi Turizmi Konusunda Literatiirde Cahsilan Konular

Tablo 2’de yaymlarin yillara gore dagilimi, alt konular1 ve yazarlar gosterilmistir. Calismalarin konular
incelenirken tam metinler okunmus ve bazi makalelerin birden fazla konuya dahil olduguna karar verilmistir.
Yaymlarin temel konularina bakildiginda konularin birbirinden bagimsiz oldugu goriilmektedir. Siirdiiriilebilir
gastronomi turizmi konusu 12 farkli konu ¢ergevesinde incelenmistir. Tablo 2’te en ¢ok yayimlanan konunun “eko

turizm” (13 makale) oldugu belirtilmistir. Bunu “gastronomi turizminin bolgesel kalkinmaya etkileri” (8 makale),

2549



Giilcan, D. & Ercan, M. O. & Katlav, E. O. JOTAGS, 2021, 9(4)

“gastronomi turizmi etkinliklerinde siirdiiriilebilirlik” (8 makale) ile ilgili yayinlar izlemektedir. En az ¢aligilan konu
ise “gastronomi turizmi potansiyeli” (1 makale) oldugu belirlenmistir. Ayrica, 2020 yilinda en ¢ok calisilan konular
eko turizm ve gastronomi turizminin bolgesel kalkinmaya etkileri iken, 2019 yilinda en ¢ok calisilan konu

“gastronomi turizmi etkinliklerinde siirdiiriilebilirlik” olmustur.

Incelenen veri setinde 12 konu ve 37 alt konu belirlenmistir. Eko turizm konusunda en c¢ok sarap turizmi (5
makale) ve zeytinyagi turizmi (4 makale) konusunda caligma oldugu, gastronomi turizmi etkinliklerinde
stirdiiriilebilirlik konusunda, miize, fuar ve festivaller (3 makale) ve gastronomik etkinlikler (3 makale) alt

konularinda daha fazla ¢alisma yapildig1 belirlenmistir.
Sonuc ve Oneriler

Bu aragtirmada Web of Science ve Scopus veri tabanlarindan ulagilan son 10 yilda “siirdiiriilebilir gastronomi
turizmi” alaninda, yazim dili Ingilizce olan ve hakemli dergilerde yaymlanmis makaleler belirli parametreler
iizerinden incelenmistir. Bu sayede siirdiiriilebilir gastronomi turizmi hakkinda daha fazla bilgi edinilmesi ve bu
konuda calisan arasgtirmacilara bu konunun yapisi hakkinda bilgi verilmesi amaglanmistir. Aragtirma Aguinis,

Ramani ve Alabduljader (2018) tarafindan gelistirilen, sistematik siirece bagl olarak yapilmistir.

Yaymlanan makaleler; yaynlandig1 yil, yaymlandig1 dergi, calisgmanin yazarlari, ¢aligmalarin yontemleri ve
konusu olmak iizere 5 adet parametre kullanilarak bibliyometrik analizler yapilmistir. Yapilan arastirma sonucunda
konuya iligkin tarama yapildiginda 43 makaleden olusan veri seti olusturulmustur. Bu veri setini mevcut aragtirma
alanlarimi tespit etmek icin makalelerin igerigini inceleyerek konular tespit edilmistir. Elde edilen sonuglar
akademisyenler ve lisansiistii 6grenciler igin ve siirdiiriilebilir gastronomi turizminin gelismesiyle baglantili kamu ve

0zel yoneticiler i¢in faydali olacaktir.

Aragtirmalar sonucunda en ¢ok 12 yayin, 2020 yilinda ve 11 yaym da 2019 yilinda yapilmistir. 2016 yilinda alanda
calisma sayisiin yiikselmesinden dolay: alanin popiilerlik kazandig1 ve gastronomi turizmine ve yiyecek- i¢ecek
alanina verilen 6nemin arttig1 sdylenebilir. 2013 yilinda ise siirdiiriilebilir gastronomi turizmi konulu herhangi bir
yayin yapilmadigi belirlenmistir. Benzer bulgulara Giizeller ve Celikel (2017) ve Okumus, Kdseoglu ve Ma (2018)
gastronomi lizerine yaptiklari aragtirmalarda da rastlanmaktadir. Analiz edilen ¢aligmalarin cogunlugunun 2010’lu
yillardan sonra artig gosterdigi belirlenmistir. Bu durum gastronomi alanina olan akademik ilginin yeni oldugunu

gostermektedir.

Veri seti incelemeleri sonucunda, 43 makale 116 yazar tarafindan yazildig1 belirlenmis olup en ¢ok yayin yapan
yazar Abel Duarte Alonso’nun (3 yaym) oldugu belirlenmistir. Bunu 2 yayin ile Gorka Zamarrefio-Aramendia,
Montserrat Crespi-Vallbona, José Antonio Folgado-Fernandez, Oscar Mascarilla Mird, José Manuel Hernandez-
Mogollon takip etmistir. Abel Duarte Alonso adli aragtirmacinin ¢aligmalar1 Journal of Heritage Tourism, Journal of

Sustamnable Tourism ve Tourism Recreation Research dergilerinde yayimlandigi belirlenmistir.

Bilimsel dergilerde yayinlanan makale, aragtirmacilarin ¢aligma sonuglarini yayinlamak i¢in en ¢ok kullandiklar
belge tliriidiir (Sdnchez, Rama & Garcia, 2016). Siirdiiriilebilir gastronomi turizmi konusunda yaptigimiz arastirma
sonuglarina gore ise, yayinlanan makaleler 27 adet dergide yaymlandig1 ve en ¢ok “Sustainability” (12 yayn) adli

dergisinde yayinlandigi belirlenmistir. Konu ile ilgili en ¢ok bu derginin makale almasinin sebebi arastirilan konuyla
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iligkili olmasindan dolay1 olabilecegi diisiiniilebilir. Ayrica yapilan incelemeler sonucunda 43 makalenin 24 tanesinde

nitel yontem, 14 tanesinde nicel yontem ve 5 tanesinde karma yontem uygulandigi belirlenmistir.

Caligmanin veri seti incelemeleri sonucunda 12 konu (eko turizm, gastronomi turizminin bolgesel kalkinmaya
etkileri, tiiketici davraniglari, gastronomi turizmi rota ve turlari, gastronomi turizmi etkinliklerinde siirdiiriilebilirlik,
gida pazari, yoresel yemek, restorancilik faaliyetleri, gastronomi turizminde pazarlama, gastronomi turizmine yonelik
egitim, gastronomi turizmi politika ve stratejileri, gastronomi turizmi potansiyeli) ve 37 alt konu oldugu
belirlenmistir. Siirdiiriilebilir gastronomi turizmi konusu 12 farkli konu ¢er¢evesinde incelendigi ve bu konularin
birbirinden bagimsiz oldugu bulunmus olup c¢aligsmalarin en ¢ok eko turizm (13 makale) konusuna yazildigi, en az
ise gastronomi turizmi potansiyeli (1 makale) konusunda yazildig1 belirlenmistir. Bununla birlikte 2020 yilinda en
cok eko turizm ve gastronomi turizminin bolgesel kalkinmaya etkileri ¢alisildigi, 2019 yilinda ise en ¢ok c¢aligilan
konunun gastronomi turizmi etkinliklerinde siirdiiriilebilirlik oldugu bulunmustur. Alt konulardan en ¢ok sarap
turizmi (5 makale), zeytinyag turizmi (4 makale), miize, fuar ve festivaller (3 makale) ve gastronomik etkinlikler (3
makale) ¢alisilmistir. Incelenen makalelerde bu konularin yogun olarak calisilmis olmasi, bu turizm tiirlerinin son
yillarda popiiler olmasi ve uluslararasi alanda uzmanlagsmis arastirmacilarin artmaya baslamasiyle ilgili olabilecegi

diisiiniilebilir.

Diger calismalarda oldugu gibi bu calismaninda siirhiliklarr bulunmaktadir. Oncelikle bu calismada Web of
science ve Scopus veri tabanlarindaki yazim dili Ingilizce olan makaleler incelenmistir. Gelecekte yapilacak
calismalar farkli veri tabanlarinda ve belgelerde daha genis perspektifte yapilirsa daha farkli sonuglar ¢ikabilir. Ayni
zamanda gelecekteki aragtirmalar, incelenen literatiiriin kapsamim genisletirken metodolojik ve teorik istatistiksel ve
gorsel analizlerle desteklenebilir. Ayrica bu ¢alisanin veri seti 2021 yilinin mart ayida olusturulmustur. Bu nedenle

gelecekte yapilacak caligsmalar 5-10 yillik belirli periyodlarla yinelenebilir.

Sonug olarak, siirdiiriilebilir gastronomi turizmi konusunda yayin sayisinin arttig1 ancak yayilarin gogunun belirli
dergilerde yayinlanma egiliminde oldugu belirlendi. Siirdiiriilebilir gastronomi turizmi konusunda ¢aligma yapacak
aragtirmacilar hangi konularda caligsabileceklerini, arastirmalarinda kullanabilecekleri yontem ve arastirmalarinin
yayinlanabilecegi dergiler hakkinda fikir elde edebilir ve bu gercevede caligsmalarini planlayabilirler. Ayni zamanda
bu ¢alisma bilimsel {iretkenligin zayif ve giiclii yonlerini ortaya koyarak gelecekte yapilmasi planlanan ¢aligmalara
yol gosterici olmasi agisindan onemli goriilmektedir. Bu baglamda uluslararasi veri tabanlari yoluyla bu tiir
calismalarin 5-10 yillik periyotlarla yapilmasmin nicelik ve nitelik agisindan siirdiiriilebilir gastronomi turizmi

konusunda bilimsel verimliligin gelisimine katki saglayacagi diistiniilmektedir.

Gelecekte yapilacak akademik caligmalar arttikca benzer bibliyometrik caligmalarin yapilmasi, farkli veri
tabanlarinda taramalar yapilmasi ve mevcut durumun ortaya konmasi ve yol gostermesi agisindan 6nemli olacaktir.
Ayrica yapilan ¢aligmalara, atif sayisi, arastirmalarda kullanilan teoriler, yazar-iilke igbirlikleri, anahtar kelimeler
gibi farkli parametreler eklenerek bu ¢aligmalar gelistirilebilir. Ayn1 zamanda bu parametreler farkli caligmalara da
uyarlanabilecegi gibi makale disinda tez, kitap, konferans bildirileri gibi caligmalarda bibliyometrik analiz ile
incelenip alan yazina énemli katkilar sunulabilir. Ayrica yapilacak ¢aligmalarda incelenen arastirmalarin amaglar1 ve
sonuglar degerlendirilerek arastirma konusuna yonelik kapsam dikkate alinabilir ve hangi yonlerden ele alindigi

incelenerek konu derinlemesine irdelenebilir.
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Beyan

Makalenin tiim yazarlarinin makale siirecine verdikleri katki esittir. Yazarlarin bildirmesi gereken herhangi bir

¢ikar catigmasi yoktur.
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Extensive Summary

Tourism is a sector that develops rapidly with the effect of economic, political and technological changes and
transformations and contributes to the country's economy (Keskin & Orgiin, 2015). With the development of the
tourism sector, tourism types such as health, culture, sports and faith tourism have gained importance as an alternative
to mass tourism activities that only covered the trio of sea, sand and sun in the past. In addition to the aforementioned
alternative tourism types, gastronomy tourism has gained importance especially recently, with the World Tourism
Organization (UNWTO) allocating 30% of tourist expenditures to food and beverage activities (TURSAB, 2015)
according to the report (Cémert & Durlu-Ozkaya, 2014).

Gastronomy tourism, according to Hall and Mitchell (2005, p. 74), is defined as "travels for the purpose of visiting
food festivals, restaurant establishments and special food production areas, primary and secondary food producers".
In this direction, the elements that make up gastronomy should be considered within the framework of sustainability
in order to protect, develop and maintain gastronomy, which has an important travel motivation feature, which

benefits the economic, environmental and social development of touristic regions (Isildar, 2016).

Sustainability is a concept that is discussed in many different areas today and can be defined by reducing from
general to specific. Sustainability, whose origin comes from the Latin word sustienere and which means
sustainability, which is translated into Turkish language; It is defined as the capacity to sustain a situation or process
(WordNet, 2021) that meets expressions such as supporting, continuing, supporting, and providing (Isildar, 2016). It
can also be defined as fulfilling the responsibilities of future generations in ensuring intergenerational balance
(Chapin, Torn & Tateno, 1996). Tourism should also have a sustainable feature in terms of protecting environmental,
social and economic resources and transferring them to future generations without being consumed (Keskin & Orgiin,
2015). Gastronomy tourism is a type of tourism that supports sustainable tourism as it can be spread over twelve

months (Caligkan, 2013).

Research in the field of food is increasing globally in different fields (Boyraz & Sandikgi, 2018). Therefore, there
is aneed for an analysis that shows how studies in gastronomy have developed. With the analysis made, it is necessary
to interpret and summarize the existing information complexity with the increasing number of researchers, scientific
publications and publishers in the field (Guzeller & Celiker, 2017, p. 89). In this context, bibliometric analyzes are

carried out to follow the development process of a science field (Altas, 2017).
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“Bibliometrics; It is defined as the application of mathematical and statistical methods to books and other
communication media (Pritchard, 1969, p. 348 cited in Giizeller & Celiker, 2017)”. In bibliometric research, various
findings related to scientific communication are obtained by examining certain aspects of documents or publications
(Al & Costur, 2007). While bibliometric studies are useful in measuring the literature in a particular field and
evaluating emerging concepts, it also allows researchers to identify trends in the field (Kasemodel, Makishi, Souza

& Silva, 2016, p. 82).

The leading international scientific citation indexes in bibliometric studies are Science Citation Index (SCI),
Social Science Citation Index (SSCI) and Art & Humanities Citation Index (A&HCI) (Giizeller & Celiker, 2017).
These indexes can be accessed through the most comprehensive Web of Science and Scopus databases. Web of
Science and Scopus databases have an important contribution to the studies since they contain bibliometric data on
the scientific publications scanned. Web of Science and Scopus support the reliability of bibliometric analysis since
they are the most comprehensive databases and scientifically known internationally (Lopez-Bonilla, Reyes-

Rodriguez & Lopez-Bonilla, 2020).

In the related literature, many bibliometric analyzes related to the field of gastronomy are encountered
(Stinnetgiogu, Yalcinkaya, Olcay & Mercan, 2017; Sanchez, Rama, & Garcia, 2016; Altas, 2017; Ayaz & Tiirkmen,
2018; Boyraz & Sandikgi, 2018; Ercan, 2020; Gilizeller & Celiker, 2017; Okumus, Koseoglu, & Ma, 2018; Yilmaz,
2017). However, no bibliometric analysis on sustainable gastronomy tourism has been encountered. This point

highlights the importance of the study.

In this context, it is aimed to make a general evaluation of the academic articles published in the field of
sustainable gastronomy tourism in Web of Science and Scopus databases between 2011 and 2021 within the
framework of various parameters. In the study, databases were searched with the words “sustainable gastronomy
tourism” and “sustainable gastronomic tourism” and a data set consisting of 43 studies published in peer-reviewed
journals and written in English was created. This data set, developed by Aguinis, Ramani ve Alabduljader (2018),

was examined in terms of bibliometric features such as "year of publication", "journal in which it was published",

"author's name", "method used in the study" and "subject of the study", depending on the systematic review process.

As aresult of the examinations, it was determined that the most articles were written in 2020 with 12 publications,
1 study in 2011, 2012 and 2015, 2 studies in 2014 and 2017, 4 studies in 2018 and 3 studies in 2021. It can be said

that researchers focused on this subject in 2016 and the subject gained popularity after this year.

It was determined that 43 studies on sustainable gastronomy tourism were conducted by 116 authors, and the
author who published the most articles was the author who conducted the most studies in the field with three
publications by Abel Duarte Alonso. Authors who have two publications in the field; Gorka Zamarrefio-Aramendia,
Montserrat Crespi-Vallbona, José Antonio Folgado-Fernandez, Oscar Mascarilla Mir6, Jos¢ Manuel Hernandez-

Mogollon.

In addition, it was determined that the publications were included in 27 journals. Studies were mostly published
in the journal "Sustainability". 12 of the 43 studies included in the data set were published in the "Sustainability"

journal, "Current Issues In Tourism", "Journal of Sustainable Tourism", "International Journal of Gastronomy and
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Food Science", "Amfiteatru Economic", "International Journal of Culture"”, " It has been determined that there are 2

studies in the "Tourism, and Hospitality Research" journals.

As a result of the examinations, it was determined that 24 qualitative methods, 14 quantitative methods and 5

mixed methods were used in the publications.

The subject of sustainable gastronomy tourism has been examined within the framework of 12 different subjects.
It was stated that the most published topic was “eco tourism” (13 articles). This is followed by publications on “the
effects of gastronomic tourism on regional development” (8 articles), “sustainability in gastronomic tourism
activities” (8 articles). It has been determined that the least studied subject is "gastronomy tourism potential" (1
article). In addition, while the most studied topics in 2020 were the effects of eco tourism and gastronomy tourism

on regional development, the most studied topic in 2019 was "sustainability in gastronomic tourism activities".

12 topics and 37 subtopics were determined in the analyzed data set. On the subject of eco-tourism, there are
mostly studies on wine tourism (5 articles) and olive oil tourism (4 articles), more studies on sustainability in
gastronomic tourism activities, museums, fairs and festivals (3 articles) and gastronomic events (3 articles) sub-

topics. determined.

As a result, it was determined that the number of publications on sustainable gastronomy tourism increased, but
most of the publications tended to be published in certain journals. This research is considered important in terms of
guiding future studies by revealing the weak and strong aspects of scientific productivity in the field. In this context,
it is thought that conducting such studies periodically through international databases will contribute to the

development of scientific efficiency in the field of sustainable gastronomy tourism in terms of quantity and quality.

As academic studies in this field increase, it will be important to carry out similar bibliometric studies, to search
different databases, to reveal the current situation and to guide. In addition, these studies can be developed by adding
different parameters such as the number of citations, theories used in research, author-country collaborations. At the
same time, these parameters can be adapted to different studies, and important contributions can be made to the
literature by examining them with bibliometric analysis in studies such as theses, books, and papers other than

articles.
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Makale Gecmisi Oz

Gonderim Tarihi:25.08.2021 Bu ¢alismada, kirsal turizmde paydaslari konu alan ulusal akademik g¢aligmalarin ¢esitli
parametreler dogrultusunda bibliyometrik 6zelliklerinin ortaya ¢ikarilmasi amaglanmustir.

Kabul Tarihi:03.11.2021 Bu amag dogrultusunda, toplam on yillik siire i¢inde konu ile ilgili 04.08.2021 tarihine kadar

yayimlanmis 89 adet akademik caligma aragtirmaya dahil edilmistir. Bu kapsamda,
Yiiksekogretim Kurulu Ulusal Tez Merkezi (YOKTEZ), Google Scholar (Google
Akademik), DergiPark, Academia.edu ve Researchgate veri tabanlarinda taranmustir.
Bibliyometrik analiz Tarama, “kirsal turizm”, “kirsal turizmde paydaglar”, “kirsal turizm ve yerel halk”, “kirsal
turizm ve seyahat acentalar1”, “kirsal turizm ve oteller”, “kirsal turizm ve yerel yonetim”,
“kirsal turizm ve sivil toplum kuruluslar’” anahtar kelimeleriyle gergeklestirilmistir.
Paydas Calisma sonucunda, konu ile ilgili yayimlanan akademik ¢aligmalarin en fazla makale
tiiriinde oldugu, ¢ogunlukla nicel aragtirma yontemi kullanilarak hazirlandigt ve ¢aligma
konularinin genellikle yerel halkin kirsal turizm ile ilgili tutum, bakis agis1 ve algilarim
belirlemeye yonelik oldugu tespit edilmistir.
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Keywords Abstract

Bibliometric analysis In this study, it is aimed to reveal the bibliometric features of national academic studies on
stakeholders in rural tourism in line with various parameters. For this purpose, 89 academic
studies published until 04.08.2021 on the subject in a total of ten years were included in the
Stakeholder research. In this context, it was searched in the databases of the Higher Education Council

National Thesis Center (YOKTEZ), Google Scholar, DergiPark, Academia.edu and

non "non

Researchgate. Scanning, "rural tourism", "stakeholders in rural tourism", "rural tourism and
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local people", "rural tourism and travel agencies", "rural tourism and hotels", "rural tourism
and local government", "rural tourism and civil society organizations” keywords. As a
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Makalenin Tiirii result of the study, it has been determined that the academic studies published on the subject
) are mostly in the type of articles, they are mostly prepared by using the quantitative research
Arastirma Makalesi method, and the study subjects are generally aimed at determining the attitudes,

perspectives and perceptions of the local people about rural tourism.
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GIRIS

Diinyada son dénemlerde yasanan ekonomik, sosyal ve teknolojik gelismeler turizm sektoriinde bazi degisimlerin
yaganmasina neden olmustur. Bu degisim deniz, kum ve giines gibi sahil kesimlerine yayilan geleneksel ve klasik
kitle turizmi ile sehir turizminin ¢evre ve sosyal yap1 iizerinde yarattig1 olumsuz etkiler nedeniyle alternatif turizm
tiirlerini gerekli kilmustir (Akoglan Kozak & Bahge, 2012, s. 96). Ozellikle son yillarda dogal yasama ve kirsala olan
ilginin artmasi nedeniyle geleneksel turizm tiirlerinin alternatifi ya da tamamlayicisi olarak giin gectikge 6nemi artan
ve dogal kaynaklara dayal1 bir turizm tiirii olan kirsal turizm kavrami ortaya ¢ikmistir (Ugar vd., 2017, s. 6). Avrupa
Birligi tarafindan yapilan bir ¢alismada kirsal turizm; “tarimsal ya da yerel degerlerle i¢ ice bulunarak hos¢a zaman
gecirmek amacinda olan turistlere, beklentileri dogrultusunda konaklama, yiyecek icecek ve diger hizmetleri veren

kiiciik ol¢ekli isletmelerin yer aldigi kiiciik yerlesimlerde gerceklestirilen faaliyet biitiinii ” seklinde tanimlanmaktadir
(European Commission [EC], 1999, s. 151).

Kirsal alanlarin korunmasi, siirdiiriilebilirliginin saglanmasi, ekonomik, sosyal ve Kkiiltiirel gelisimine katki
saglanmas1 noktasinda paydaslarin 6nemli bir yere sahip oldugunu sdylemek miimkiindiir. Son yillarda 6zellikle yerel
halkin kirsal turizme yonelik tutum ve algilarini belirlemeye yonelik olarak gerceklestirilen akademik caligmalarin
sayis1 artmaktadir. Bu durumun nedeni ise yerel halkin turizm sektoriiniin en 6nemli paydaslarimdan biri olarak
degerlendirilmesi ve turizmin planlanmas1 ve gelisiminde en etkili unsurlardan biri olarak goriilmesidir (Ayazlar,
2017, s. 56). Yerel halkin yam sira diger tiim paydaslarin kirsal turizm faaliyetlerine iliskin akademik c¢aligmalar
yiirlitiilmeye devam etmektedir. Bu baglamda, kirsal turizmde yerel halk basta olmak {izere turistler, girisimciler ve
sivil toplum kuruluslar gibi paydaslara yonelik yiiriitiilen ¢caligmalarin bibliyometrik profillerinin ortaya konulmasi

onemli bir aragtirma problemi olarak ortaya ¢cikmaktadir.

Bu ¢alisma, kirsal turizmde paydaslar1 konu alan ulusal akademik ¢aligmalarin ¢esitli parametreler dogrultusunda
bibliyometrik 6zelliklerinin ortaya ¢ikarilmasi amaciyla gerceklestirilmistir. Alanyazin incelendiginde kirsal turizm
alaninda yapilan akademik yayinlarin bibliyometrik 6zelliklerini ortaya koyan ¢aligmalarin (Alimanoglu & Ayazlar,
2017; Bozok vd., 2017; Giill & Giil, 2018; Albayrak & Tiiziinkan, 2020) gerceklestirildigi anlagilmaktadir. Ancak,
kirsal turizmde paydaslar1 konu alan akademik ¢aligmalarin bibliyometrik 6zelliklerini incelemeye yonelik herhangi
bir ¢aligma heniiz alanyazina kazandirilmamigtir. Bu baglamda, yapilan bu ¢aligma alandaki boslugu doldurmasi ve

ilgili alanyazina katki saglamasi agisindan 6nem tagimaktadir.
Kavramsal Cerceve
Bibliyometri Analizi

Herhangi bir bilim dali ile ilgili hazirlanan her tiirlii yazil literatiiriin belirli donemlerde incelenmesi, ilgili bilim
dalindaki gelismelerin ortaya konulmasi agisindan 6nemlidir (Kozak, 2001, s. 26). Baska bir deyisle, belirli bir alanda
gerceklestirilen ¢alismalarin toplu olarak incelenmesi, hem ge¢mis egilimlerin hem de gelecege yonelik yol
haritasinin ortaya konularak bilimsel siirecin izlenmesi agisindan 6nemlidir (Aks6z & Yiicel, 2020, s. 4). Bu nedenle
belirli bir alandaki literatiiriin gelisiminin ortaya konularak ileride yapilacak olan c¢aligmalara yol haritasi

olusturulmasinda bibliyometri analizinden yararlanilmaktadir (Aydin, 2017, s. 24).

Bilgi kaynaklarina niceliksel yontemlerin uygulanmasi islemi olan bibliyometri alanindaki ilk ¢aligmalar, 1920

yilindan onceye dayansa da (Forsman, 2008’den akt. Zan, 2012, s. 15) bibliyometri kavram ilk kez 1969 yilinda
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Alan Pritchard tarafindan kullanilmistir (Broadus, 1987, s. 373). Pritchard (1969) bibliyometriyi, “matematik ve
istatistiksel yontemlerin kitaplara ve diger iletisim araglarina uygulanmasi” olarak tanimlamaktadir (Pritchard,
1969, s. 349). Bir bagka tanimda ise bibliyometri, “belirli bir alanda belirli bir donemde ve belirli bir bolgede kisiler
ya da kurumlar tarafindan iiretilmis yayinlarin ve bu yaywmlar arasindaki iliskilerin sayisal olarak analizi” seklinde
ifade edilmektedir (Ulakbim, 2021). Bilimsel iletisimin yapisini ve siirecini incelemek i¢in gii¢lii bir dizi yontem ve
onlem sunan bibliyometri analizi (Borgman & Furner, 2002, s. 4) ile belgelerin ya da yayinlarm belirli 6zelliklerini
analiz ederek bilimsel iletisime yonelik ¢esitli bulgular elde etmek miimkiindiir (Al & Costur, 2007, s. 144; Al vd.,
2010, s. 2). Bibliyometri ¢aligmalari, bilimsel arastirmalarin, yazar, konu, atif yapilan yazar, atif yapilan kaynaklar
gibi verilerin istatistiksel olarak incelenmesi ile ilgilenmekte ve ulagilan istatistiksel sonuglar dogrultusunda belirli
bir disipline ait genel durumun ortaya konulmasini saglamaktadir (Zan, 2012, s. 15). Bir bilim dali ile ilgili literatiiriin
gercekei profilini ortaya koyan bibliyografik ¢aligmalar, yaymlarin kaydi, tanimi, siniflamasi ve nitel ¢oziimlemesi
hakkinda bilgi vermekte ve ilgili bilim dalina ait yazili dokiimanlar saglamaktadir. Bu baglamda, bibliyometri
caligmalari, sistematik ¢aligmay1 kolaylastiric1 veri biitiinlerini olusturmak amaciyla, yazili belgeleri arastiran,

tanimlayan ve siniflandiran bir ¢aligma alani olusturmaktadir (Kog, 2004, s. 43-44).
Kirsal Turizmde Paydaslarin Yeri

Turizm, dogal kaynaklarin (sahiller, ormanlar, daglar, akarsular, goller, denizler vb.), insan eliyle olusturulan
kaynaklarin (tarihi kent dokulari, arkeolojik alanlar vb.) ve sosyokiiltiirel kaynaklarin (yoresel yemekler, el sanatlari,
orf ve adetler vb.) tiiketimine dayanan bir olgudur (Akis, 1999, s. 45). Bu olgunun siirdiiriilebilir olabilmesi i¢in
toplumsal paydaslarin katilimma ve destegine ihtiyag duyulmaktadir (Ayaz, 2012, s. 70). Dolayisiyla, turizmin
meydana getirdigi etkilerden olumlu yonde ve maksimum diizeyde faydalanabilmek i¢in destinasyondaki turizm
planlamas1 ve geligim siireclerine tiim paydaslarin dahil olmas1 6nemli bir yere sahiptir (Baysal & Yildirim Sagilik,
2018, s. 2429). Paydaslarin rollerinin aktif, etkin, samimi ve igten olmasi turizm sektOriiniin gelisimine katki

saglayabilmektedir (Aydin & Selvi, 2012, s. 133).

Alternatif turizm tiirlerinden biri olan kirsal turizmde de paydaslar 6nemli bir yere sahiptir. Bir bolgede kirsal
turizmin geligmesi ve siirdiiriilebilirliginin saglanmasinda kirsal turizmde etkin yer alan paydaslarin rolii biiytiktiir.
Freeman’a (1984) gore paydas, “bir érgiitiin amaglarint basarmasindan etkilenen ya da bu durumu etkileyen grup
veya birey” olarak tamimlanmaktadir. Turistler, yerel halk, girisimciler (turizm isletmeleri) ve yerel yonetimler turizm
sektoriiniin paydaslarini olugsmaktadir (Byrd vd., 2009°dan akt. Arslan Ayazlar & Kilicalp, 2018). Bu paydaslar
arasinda onemli bir yere sahip olan yerel halk, kirsal turizm iirliniiniin {ireticisi ve kiiltiirel agidan bu {irlinlin bir
parcas1 konumunda bulunmaktadir (Ceken vd., 2012, s. 6). Paydaslar arasinda 6zellikle yerel halkin, kirsal turizmin
planlanmasina ve yiiriitiilmesine katilmasi (Ertuna vd., 2012, s. 60) ve kirsal alanlarin daha az niifusa sahip olmasi,
kirsal turizm faaliyetlerinde paydas olarak en onemli konumda yer almasimin nedeni olarak gdsterilebilir. Bu
kapsamda yerel halkin, yasadig1 topluma bagli olup olmamasi ve gerceklestirilecek olan faaliyetlere katilim saglayip
saglamamasi ile algiladig1 fayda ve zararlarin boyutu énem tagimaktadir. Ote yandan, yerel halkin desteginden
mahrum olan turizm politikalar1 uygulamada basarisiz olabilmektedir (Aksoéz vd., 2015, s. 114). Kirsal alanlarm
kalkindirilmasinda etkin rol oynayan bir diger paydas ise yerel yonetimlerdir. Kirsal bolgeye turizm girmeden dnce,
bolgede var olan tarim ve hayvanciligin gecirecegi doniisiim kapsaminda yerel otorite ve devletin etkin rolii

bulunmaktadir (Soykan, 1999, s. 71). Girisimciler (Fidan ve Nam, 2012; Toptas, 2018) ve turistler (Sahin, 2013;
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Cetin ve Kahveci, 2014; Boz ve Yildirim Sacilik, 2018; Ozgoller, 2019; Bingél ve Cakir, 2020) de kirsal turizmde

yer alan, kirsal turizmin gelisimini etkileyen ve bu gelisimden etkilenen énemli paydaslardandir.
Ilgili Calismalar

Turizm alaninda yapilan bibliyometrik ¢aligmalar 6nemli bir yere sahiptir. Turizm aragtirmalarinda bibliyometri
analizinin giderek daha dnemli bir hale gelmesinde, bir bilgi alan1 olarak turizmde yapilan akademik ¢aligmalarin
sayilarinin artmasinin etkileri bulunmaktadir (Hall, 2011, s. 16). Alanyazin incelendiginde turizme yo6nelik yapilan
bibliyometri ¢aligmalariin genel turizm (Cigek & Kozak, 2012; Zencir & Kozak, 2012; Giicli Nergiz, 2014;
Karagoz & Kozak, 2014; Tayfun vd., 2016; Yilmaz vd., 2017; Altiirk, 2018; Baytok vd., 2019; Biiyiiksalvarc1 &
Keles, 2019), turizm pazarlamas: (Kozak, 2001; Ozel & Kozak, 2012; Ince vd., 2017), turist rehberligi (Sahin &
Acun, 2015; Capar vd., 2018; Kaygalak Celebi & Kirlar Can, 2019; Arikan Saltik, 2020; Ornek & Karamustafa,
2020; Zengin & Atasoy, 2020), yiyecek-icecek ve gastronomi (Altas, 2017; Aydin, 2017; Ribeiro-Martins & Silveira-
Martins, 2017; Siinnetgioglu vd., 2017; Yilmaz, 2017; Ayaz & Tiirkmen, 2018; Boyraz & Sandikci, 2018; Dogan,
2018; Sokmen & Ozkanli, 2018; Sahin vd., 2018; Tayfun vd., 2018; Nebioglu, 2019; Okumus vd., 2018; Acar vd.,
2020; Demir, 2020; Ercan, 2020; Erol, 2020), siirdiirtilebilir turizm (Erkol Bayram vd., 2017; Giidii Demirbulat &
Tetik Ding, 2017; Garrigos-Simon, 2018; Della Corte vd., 2019; Yeksan & Akbaba, 2019; Leon-Goémez vd., 2021),
helal turizm (Olcay vd., 2018; Yagmur vd., 2020), tarim turizmi (Akkasoglu vd., 2019), destinasyon (Aydin & Aksoz,
2019; Bastidas-Manzano vd., 2021), saglik-medikal-termal turizm (Temizkan vd., 2015; Canik & Giineren Ozdemir,
2019; Colakoglu vd., 2019; Oguzbalaban, 2019), turizmde girisimcilik (Li, 2008; Solvoll vd., 2015; Isik vd., 2019)
alanlarma yonelik oldugu goriilmektedir. Ulusal ve uluslararasi alanyazinda turizmi konu alan bibliyometrik
calismalarin ¢ogunlukla makale diizeyinde oldugu anlagilmaktadir. Bunun yani sira son yillarda konu ile ilgili
lisansiistii tezlerin bibliyometrik o6zelliklerini ortaya koyan calismalarin sayisinda bir artisin oldugu dikkat

¢ekmektedir.

Alanyazm incelendiginde yukaridaki alanlarin yam sira kirsal turizm alanina yonelik yapilan bibliyometrik
calismalara da rastlanmaktadir. Kirsal turizme yonelik yapilan akademik ¢aligsmalara bakildiginda, bibliyometrik
analiz yontemiyle gerceklestirilen ilk ¢aligmalarin 2017 yilinda Alimanoglu ve Ayazlar (2017) ve Bozok vd., (2017)
tarafindan yapildig1 anlagilmaktadir. Alimanoglu ve Ayazlar (2017) tarafindan yapilan ¢aligmada, 2003-2016 yillar
arasinda Tiirkiye’de kirsal turizmi konu alan 20 adet lisansiistii tez ¢aligmasi bibliyometrik agidan incelenmistir. S6z
konusu ¢alismada, tezlerin biiylik cogunlugunun nitel arastirma tasarimina bagli olarak gercgeklestirildigi, tezlerin
ozet boliimlerinde, amag, yontem, aragtirmanin gergeklestirildigi bolge ve bulgulara yer verildigi saptanmistir. lgili
tezlerin bilyiik gogunlugunun (%75) yiiksek lisans diizeyinde oldugu, ¢ogunlukla Dr. Ogr. Uyesi unvanina sahip
danigmanlarla ¢alisildigi, 6zellikle son yillarda kirsal turizme yonelik ¢alismalarin sayilarinda artigin oldugu, tezlerin
I¢ Anadolu Bolgesi’nde ve ozellikle Ankara ve ilcelerinde nicelik olarak fazla oldugu, tezlerin biiyiik cogunlugunun
Sosyal Bilimler Enstitiisii catis1 altinda hazirlandig1 ve tez konulariin bdlgenin kirsal turizm potansiyelinin ve yore

halkinin kirsal turizme kars1 tutumunun belirlenmesine yonelik oldugu tespit edilmistir.

Bozok vd., (2017) tarafindan yapilan ¢aligmada, 400’den fazla akademik ¢aligma incelenmistir. Calismada, kirsal
turizme yonelik yapilan akademik ¢alismalarin ge¢misinin yaklagik 20 y1l dncesine dayandigi ve ilk yillarda daha az
olan ¢alismalarin sayilarinin kirsal turizm kavraminin popiilerlik kazanmaya baslamasiyla birlikte arttig1 tespit

edilmistir. Ilgili ¢alismada, bildirilerde ¢ogunlukla genel konularm kavramsal olarak ele alindigi, bununla birlikte

2564



Coban, E. & Aksoz, E. O. & Coban, S. JOTAGS, 2021, 9(4)

son yillarda spesifik konulara egilim oldugu ortaya konulmustur. Ayn1 zamanda, kirsal turizmin siklikla ulusal ve
uluslararasi etkinliklerde ele alindigi saptanmistir. Ote yandan, kirsal turizme yénelik Tiirkiye’de herhangi bir
akademik egitim programimin bulunmadigi, bu alana yonelik bir eksikligin oldugu ve uluslararasi alanda da

yiiksekdgretim programlarinin yetersiz oldugu tespit edilmistir.

Giil ve Giil (2018) tarafindan yapilan ¢alismada, 2007-2017 yillar1 arasinda kirsal kalkinma ve kirsal turizmi konu
alan 88 adet lisansiistii tez bibliyometri analizi ile incelenmistir. Yapilan incelemeler sonucunda, kirsal kalkinma ve
kirsal turizm baglig1 altinda hazirlanan yiiksek lisans tezlerinin doktora diizeyindeki tezlere oranla sayica daha fazla
oldugu ortaya konulmustur. lgili calismada, kirsal kalkinma ve kirsal turizmi konu alan tezlerin en fazla Ankara
Universitesi’nde hazirlandid: tespit edilmistir. Aym1 zamanda, devlet {iniversitelerinde hazirlanan tezlerin oranmnin
(%97,7), vakif iiniversitelerinde hazirlanan tezlerin oranindan (%2,3) daha fazla oldugu saptanmustir. Ilgili calismaya
gore Sosyal Bilimler Enstitiisii, yiiksek lisans tezlerinin en fazla hazirlandig1 enstitli iken doktora tezlerinde Fen
Bilimleri Enstitiisii ilk sirada yer almaktadir. Bu durumun nedeninin, aragtirma kapsaminda incelenen tezlerin biiyiik

cogunlugunun kirsal kalkinmay1 konu almasindan kaynaklandig: diisiinilmektedir.

Albayrak ve Tiizlinkan (2020) tarafindan yapilan bir ¢alismada, kirsal turizm ve tiirlerine yonelik hazirlanan
lisansiistii tezlerin bibliyometrik profili ortaya konulmustur. Konu ile ilgili 114 lisansiistii tezin incelendigi ¢alismada,
tezlerin biiyiik cogunlugunun eko turizm alanina yonelik oldugu sonucuna ulasilmigtir. S6z konusu ¢aligmada, kirsal
rekreasyon ve ciftlik konularinda yiiksek lisans tezinin olmamasi, doktora tezlerinde ise av turizmi, dag turizmi,
botanik ve kus gozlemciligi konularinda ¢aligmalarin olmamasi bir eksiklik olarak degerlendirilmekte ve Tiirkiye’de
kirsal turizm gercevesinde yalnizca 30 adet doktora tezinin hazirlanmasia dikkat ¢ekilmektedir. Bu kapsamda

caligmada, kirsal turizm tiirlerini gelistirmeyi tegvik edecek ¢alismalara agirlik verilmesi gerektigi vurgulanmaktadir.

Kirsal turizm alanma yonelik yapilan bibliyometrik c¢alismalar genel olarak degerlendirildiginde, ilgili
caligmalarda 6zellikle son yillarda bir artisin oldugunu sdylemek miimkiindiir. Bunun yani sira, bir ¢alisma diginda
(Bozok vd., 2017) konu ile ilgili yapilan ¢caligmalarin tamaminda (Alimanoglu & Ayazlar, 2017; Giil & Giil, 2018;
Albayrak & Tiiziinkan, 2020) lisansiistii tezlerin incelendigi goriilmektedir. Lisansiistii tezlerin incelendigi
caligmalarda vurgulanan ortak nokta ise kirsal turizme iliskin yiiksek lisans tezlerinin doktora tezlerine oranla daha

fazla oldugu ve doktora diizeyinde daha fazla ¢aligmanin yapilmasi gerektigidir.
Yontem

Caligmada, kirsal turizmde paydasglar1 konu alan ulusal akademik galigmalarin cesitli parametreler dogrultusunda
bibliyometrik 6zelliklerinin ortaya g¢ikarilmasi amaglanmistir. Bu amag¢ dogrultusunda, en az on yillik siireyi
kapsamasi ¢aligmanin sonuglarinin daha iyi yorumlanmasina ve daha genis acidan bakilmasma yardimci olacagi
diisiiniilerek, toplam on yillik siire icinde konu ile ilgili 04.08.2021 tarihine kadar yayimlanmis akademik ¢aligmalar
aragtirmaya dahil edilmistir. Bu kapsamda, Yiiksekogretim Kurulu Ulusal Tez Merkezi (YOKTEZ), Google Scholar
(Google Akademik), DergiPark, Academia.edu ve Researchgate veri tabanlarinda taranmistir. Tarama, “kirsal
turizm”, “kirsal turizmde paydaslar”, “kirsal turizm ve yerel halk”, “kirsal turizm ve seyahat acentalar1”, “kirsal
turizm ve oteller”, “kirsal turizm ve yerel yonetim”, “kirsal turizm ve sivil toplum kuruluglar” anahtar kelimeleriyle
gergeklestirilmigtir. Yapilan tarama sonucunda ¢aligmalarin baslik kisminda ilgili anahtar kelimelerin yer almasi sarti
g6z oniinde bulundurulmus ve bu kriteri saglayan 105 adet akademik galisma tespit edilmistir. Ote yandan, yaymn
kisit1 nedeniyle 16 adet akademik c¢aligma arastirmaya dahil edilmemis ve bu caligmalarin yalnizca bagliklar
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degerlendirilmeye alinip, yontem, bulgu ve sonu¢ kismina ulagilamamistir. Kapsam dis1 birakilan galigmalar
haricinde 66 adet makale, sekiz adet bildiri, iki adet doktora tezi, 13 adet yiiksek lisans tezi olmak {izere toplam 89
adet akademik calisma arastirmaya dahil edilmistir. Ilgili calismalarin yayin kisiti nedeniyle arastirmaya dahil
edilememesi arastirmanin 6nemli bir siirliligidir. Ulagilan makale, bildiri ve tezlerin bibliyometrik analizinin ortaya
cikarilmasinda yazar, yil, yer, bashk, ¢alisma tirii, arastirma yontemi, sonug, ¢aliymanin yapildig tiniversite,
birimler ve unvan parametreleri dikkate alinmustir. Incelenen tez ¢alismalarinin tiirleri “Dr” ve “Y1” kisaltmalariyla
ifade edilmistir. Parametrelerin belirlenmesinde alanyazin taramasi yapilarak konu ile ilgili yapilan bibliyometri
caligmalarindan (Kozak, 2001; Gii¢lii Nergiz, 2014; Siinnetgioglu vd., 2017; Altiirk, 2018; Akkasoglu vd., 2019)
yararlanilmistir. Bu kapsamda, arastirmaya konu olan g¢aligmalar bu parametreler dogrultusunda analize tabi

tutulmustur.
Bulgular

Caligsma kapsaminda elde edilen bulgular tablolar halinde sunulmustur. Kirsal turizmde paydaslar1 konu alan
akademik caligsmalarin yillara gére dagilimma Tablo 1’de yer verilmistir. Tablo 1 incelendiginde, akademik
calismalarin yillara gore dagiliminda ilk ¢alismanin 2011 yilinda yayimlandigi goriilmektedir. Yillar itibariyle konu
ile ilgili akademik ¢alismalarin sayilarinda artma ve azalmalarin oldugu dikkat ¢cekmektedir. Buna ilaveten, en fazla

yayin yapilan yilin 15 adet akademik ¢alisma ile 2018 yil1 oldugu goriilmektedir (Tablo 1).

Tablo 1: Akademik Caligmalarin Yillara Gore Dagilimi

Yil n %
2011 1 1,1
2012 10 11,2
2013 7 7,9
2014 4 4,5
2015 10 11,2
2016 9 10,1
2017 8 9
2018 15 16,9
2019 13 14,6
2020 10 11,2
2021 2 2,2
Toplam 89 100

Kirsal turizmde paydaglarla ilgili yapilan akademik caligmalarin tiirlerine gore dagilimina Tablo 2’de yer
verilmistir. Tablo 2 incelendiginde, %74,2’1lik bir oranla en fazla akademik ¢alismanin makale tiirlinde oldugu
goriilmektedir. Ikinci sirada ise %16,9’luk bir oranla tez yer almaktadir. Bunun yani sira konu ile ilgili sekiz adet

bildirinin (%8,9) hazirlandig1 goriilmektedir.

Tablo 2: Akademik Caligmalarin Tiirlerine Gore Dagilim1

Calisma Tiirii n %
Tez 15 16,9
Makale 66 74,2
Bildiri 8 8,9
Toplam 89 100

Kirsal turizmde paydaglart konu alan akademik ¢aligmalarin aragtirma ydntemine gore dagilimina Tablo 3’te yer

verilmistir. Tablo 3 incelendiginde, lisansiistii tezlerin 14’iinde nicel aragtirma ydnteminin kullanildigi, yalnizca bir
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tezde nitel aragtirma yonteminin kullanildig1 anlagilmaktadir. Konu ile ilgili yapilan makale ¢aligsmalarinda, ilk sirada
%41,6’l1k bir oranla nicel arastirma yontemi, ikinci sirada %32,6’lik bir oranla nitel aragtirma yontemi kullanilmastir.

Bildirilerin ise %7,9u nicel, %1,1’1 ise nitel arastirma yontemi kullanilarak hazirlanmistir.

Tablo 3: Akademik Caligsmalarin Aragtirma Yontemine Gore Dagilimi

Arastirma Yontemi Tez Makale Bildiri Toplam
n % n % n % n %
Nicel 14 15,7 37 41,6 7 7,9 58 65,1
Nitel 1 L1 29 32,6 1 1,1 31 34,9
Toplam 15 16,8 66 74,2 8 9,0 89 100
Tezler

Kirsal turizmde paydaslart konu alan lisansiistii tezlere iliskin bulgular Tablo 4’te sunulmustur. Tablo 4
incelendiginde, ikisi doktora 13’1 yiiksek lisans olmak iizere konu ile ilgili toplam 15 adet tezin hazirlandig1
goriilmektedir. Ayaz (2012) tarafindan hazirlanan doktora tezi, konu ile ilgili hazirlanan ilk tez olma &zelligine
sahiptir. Ilgili tezlerden 14’{iniin nicel birinin nitel yéntem kullanilarak hazirlandig1 anlagilmaktadir. Tezlerde ele
alinan konular ¢ogunlukla yerel halkin kirsal turizme yonelik tutumu, bakis acgis1 ve algisi iizerinedir. Tezlerin

yiiriitiildiigii yerler incelendiginde Tiirkiye’nin ¢esitli bolgelerinde aragtirmalarin gergeklestirildigi anlagilmaktadir.

Tablo 4: Kirsal Turizmde Paydaglar1 Konu Alan Lisanstistii Tezler

Yazar Yer Bashk/Calisma Tiirii Yontem Sonug¢
(i)

Ayaz 28 il Kirsal Turizm ve Paydaslari: Belediye Nicel Belediye bagkanlarmin turizme
(2012) Baskanlarinin = Tutumlarina Yonelik Bir iliskin tutumlarryla kirsal turizmin
Arastirma (Dr) alt boyutlar1 arasinda anlamli bir

iligki bulunmaktadir.
Emiroglu | Kazdag: Kazdag1 Yoresinde Yasayan Yerel Halkin Nicel Mehmetalan Koyli'nde yasayan
(2013) Y oresi Kirsal Turizme Bakisinin Degerlendirilmesi yerel halk turizme daha olumlu
Adatepe ve Mehmetalan Kdyleri Ornegi (Y1) yaklasirken, Adatepe Koyii’'nde

yasayan yerel halk turizme karsi
olumsuz bir bakisa sahiptir.

Sert Ankara Kirsal Turizm Bolgelerinde Festivallerin Nicel Yerel halk, Beypazar1 ve Yoresi
(2013) /Beypazart | Yerel Halk Uzerindeki Sosyal Etkileri: Festivali’nin sosyal ve ekonomik
Beypazari Festivaline Yonelik Bir Aragtirma etkilerini olumlu algilamaktadir.
(YD
Unal Isparta Isparta Ili  Siitciiler Ilgesi  Turizm Nicel Halk, turisti ve turizm faaliyetlerini
(2014) /Siitgiiler Potansiyelinin Kirsal Kalkinma Agisindan onemsemekte ve bu  ydnde
Degerlendirilmesi ve Yerel Halkin Rolii (Y1) yapilacak  yatirimlara  destek
vermektedir.
Bingol Van/Gevas | Kirsal Turizmde Ziyaret¢i Motivasyonlarinin Nicel Arastirmada belirlenen dort kiime;
(2016) Belirlenmesi: Gevas Ornegi (Y1) motivasyonlarina, seyahat
aligkanliklarina, katildiklar
aktivitelere ve demografik
verilerine gore farklilik
gostermektedir.
Giil (2016) | Kahraman | Kahramanmaras ilinde Yasayan Yerel Halkin Nicel Yerel halk, bolgenin kirsal turizm
maras Kirsal Turizme Bakisinin Degerlendirilmesi: potansiyeline  sahip  oldugunu
Ekindzii igmeleri ve Ilica Kaplicalar1 Ornegi diisinmekte ve kirsal turizmin
YD bolgeye olumlu yonde etkilerinin

olacag goriigiindedir.
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Aslan Kocaeli Kirsal Turizmde Yenilik ve Kirsal Nicel Kirsal turizm isletmecilerinin bireysel
(2017) /Kartepe Turizm  Isletmecilerinin  Bireysel yenilik¢ilik diizeyleri diisiik olup, bu
Yenilik¢ilik  Diizeylerinin ~ Cesitli kisiler siipheci kategorisinde yer
Degiskenler (Katilimcilara ve almaktadir.
Isletmelere [liskin) Agisindan
Incelenmesi: Kocaeli/Kartepe Ornegi
(YD
Aldirmaz Tiirkiye’de Kadin Kooperatiflerinin Nicel Ozsermaye yetersizligi kadin
Akkaya - Siirdiiriilebilir ~ Kirsal ~— Turizmdeki kooperatiflerinin en 6nemli ekonomik
(2018) Onemi ve Finansal Performanslarinin sorunudur.
Analizi (Dr)
Aslan Isparta Kirsal Turizmde Girisimcilik: Isparta Ili Nicel Isletmecilerin yaris1 ekonomik anlamda
(2018) Ornegi (Y1) turizme baglidir ve bir¢ogu turizmde
faaliyet gostermekten hosnuttur ancak,
yeni bir yatirim yapmaktan
kacinmaktadirlar.
Ata (2018) | Sakarya Maden Deresi’ndeki Yerel Halkin Nicel Halkin  turizme  karst  tutumu,
/Karasu Kirsal Turizme Olan Tutumunu ekonomik, sosyo-kiiltiirel ve gevresel
Belirlemeye Yonelik Bir Arastirma (Y1) acidan olumlu iken, dogal ¢evre ve
kiiltiirel yapinin bozulacagi yoniinde
olumsuzdur.
Dalyan Malatya Darende Yerel Halkinin Kirsal Turizme Nicel Halk kirsal turizmin bolgeye birgok
(2018) /Darende Yonelik Algr ve Diisiinceleri (Y1) acidan olumlu katkilar saglayacag:
diisiincesindedir.
Acikgdz Mugla Kirsal Turizmde Kadm Girisimeinin Nitel Kadmm girisimciler kirsal turizmin
(2019) Yeri ve Onemi Mugla Ornegi (Y1) bolgeye  ekonomik  yonde  ve
girisimcilik ~ baglaminda  olumlu
katkilar saglayacagini diistinmektedir.
Cetin Isparta Kirsal Turizm Pazarlamasinda Sivil Nicel Bolgede yiiriitillen kirsal  turizm
(2019) Girigimler: Kuyucak Lavanta Kokulu faaliyetlerinde kisisel liderlik, kamu
Koy Kadin Girisimcilik Kooperatifi destegi ve 6zendirilen sivil
(YD girisimciligin bilesimi ile 6nemli bir
kalkinma atag1 yasanmaktadir.
Merkez [zmir Yerel Halkin ve Ciftgilerin Kirsal Nicel Mordogan beldesinde yasayan yerel
(2019) /Karaburun | Turizm Uzerine Algilarinin halk ve gifteiler kirsal turizmi olumlu
ve Incelenmesi: [zmir- Karaburun, degerlendirmektedir.
Mordogan | Mordogan Ornegi (Y1)
Ozgoller Trabzon Kirsal Turizm Kapsaminda Arap Nicel Turistler i¢in Trabzon’un serin, her
(2019) Turistleri Trabzon'u Ziyarete Y onelten mevsim yesil olmasi ve halkin
Itici ve Cekici Faktorlerin ve Tatmin misafirperverligi ~ bolgenin  tercih
Diizeylerinin Incelenmesi (Y1) edilme nedenlerindendir.

Kirsal turizmde paydaslar1 konu alan lisansiistii tezlerin tiniversitelere gore dagilimina Tablo 5’te yer verilmistir.

Bulgulara gore kirsal turizmde paydagslarla ilgili en fazla akademik yayii olan ve ilk sirada yer alan iiniversiteler

%13,3’liik bir oranla Gazi Universitesi, Anadolu Universitesi ve Isparta Uygulamali Bilimler Universitesi’dir. Diger

iiniversitelerde ise konu ile ilgili birer adet tez ¢alismasi hazirlanmstir.
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Tablo 5: Tezlerin Universitelere Gore Dagilimi

Universiteler Yiiksek Lisans Tezi Doktora Tezi n %
Gazi Universitesi 1 1 2 13,3
Canakkale 18 Mart Universitesi 1 - 1 6,7
Anadolu Universitesi 2 - 2 13,3
Selcuk Universitesi 1 - 1 6,7
Kurklareli Universitesi 1 - 1 6,7
In6nii Universitesi - 1 1 6,7
Siileyman Demirel Universitesi 1 - 1 6,7
Diizce Universitesi 1 - 1 6,7
Atatiirk Universitesi 1 - 1 6,7
Mugla Sitkt Kogman Universitesi 1 - 1 6,7
Isparta Uygulamali Bilimler Universitesi 2 - 2 13,3
Balikesir Universitesi 1 - 1 6,7
Toplam 13 2 15 100

Kirsal turizmde paydaslar1 konu alan lisansiistii tezlerin birimlere gore dagilimina Tablo 6’da yer verilmistir.
Tablo 6 incelendiginde konu ile ilgili tezlerin % 66,7’lik bir oranla en fazla Sosyal Bilimler Enstitiisii’'nde hazirlandig1
goriilmektedir. Sosyal Bilimler Enstitlisii’'nti, Egitim Bilimleri Enstitiisii ve Lisansiistii Egitim Enstitiisii takip

etmektedir. Ilgili tezler en fazla Turizm Isletmeciligi/Otelcilik/Egitimi Anabilim Dali’nda hazirlanmistir.

Tablo 6: Tezlerin Birimlere Gére Dagilim

Birimler n %
Enstitii
Sosyal Bilimler Enstitiisii 10 66,7
Egitim Bilimleri Enstitiisti 2 13,3
Lisanstistii Egitim Enstitiisii 2 13,3
Fen Bilimleri Enstitiisi 1 6,7
Toplam 15 100
Anabilim Dal n %
Turizm Isletmeciligi/Otelcilik/Egitimi 10 66,7
Tarim Ekonomisi 3 20
Turizm Rehberligi 1 6,7
Isletme 1 6,7
Toplam 15 100

Kirsal turizmde paydaslari konu alan lisansiistii tezlerin danigsman unvanlarina gére dagilimina tablo 7’de yer
verilmistir. Tablo 7 incelendiginde kirsal turizmde paydaslar1 konu alan lisanstistii tezlere en fazla danismanlik yapan
akademisyenlerin %53,3’liik bir oranla Do¢. Dr. unvanina sahip olduklari anlasilmaktadir. Dog. Dr. unvanini,

sirastyla Dr. Ogr. Uyesi ve Prof. Dr. unvanlari takip etmektedir.

Tablo 7. Tezlerin Danigman Unvanlarina Gore Dagilimi

Unvan n %
Prof. Dr. 2 13.3
Dog. Dr. 8 53,3
Dr. Ogr. Uyesi 5 33,3
Toplam 15 100
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Kirsal turizmde paydaslar1 konu alan makalelere iligkin bulgular Tablo 8’de sunulmustur. Tablo 8 incelendiginde

konu ile ilgili ilk makalenin Ayaz vd., (2012) tarafindan yapildig1 anlasiimaktadir. Tabloya gore 37 makalenin nicel

29 makalenin ise nitel arasgtirma yontemi kullanilarak hazirlandig1 anlasilmaktadir. Makalelerde ele alinan konular

cogunlukla yerel halkin kirsal turizme yonelik tutumu, bakis agis1 ve algisi lizerinedir. S6z konusu makalelerde yerel

halkin kirsal turizme bakis agisi, algist ve tutumuna iligkin benzer sonuglara ulagilmigtir. Makalelerden elde edilen

bulgulara gore yerel halk kirsal turizm konusunda olumlu bir bakis agisina sahiptir.

Tablo 8. Kirsal Turizmde Paydaslar1 Konu Alan Makaleler

Yazar Yer Bashk Yontem Sonug¢
(i) ]
Ayaz vd., | Sivasve Turizm Egitimi Alan Nicel Ogrenciler kirsal turizmi dinlenme, stresten
(2012) Tokat Ogrencilerin Kirsal Turizme uzaklagma, heyecan, eglence ve farkli yasam
Bakis Agilart ve Algilan tarzlarini 6grenme seklinde algilamakta ve kirsal
Uzerine Bir Arastirma turizmden dolay1 dogal ¢evrenin zarar gorecegini
diisiinmektedir.
Aydin ve Diizce Kirsal Turizmde Yerel Sivil Nicel Yerel STK’lar kirsal turizme gerekli destegi
Selvi Toplum Kuruluslarinin Rolii: vermemekte ancak, Akcakoca’daki STK’lar ve
(2012) Diizce ili Ornegi turizm ve ¢evre amagl kurulan STK’lar kirsal
turizme daha fazla 6nem vermektedir.
Aydin ve Artvin Kirsal Turizm Tanitimmda Nitel Kirsal turizmde tanitim faaliyetleri ¢ogunlukla
Selvi /Arhavi Yerel Paydaslarin  Rolii: Belediye, Turizm Dernegi ve Kiiltiir ve Turizm
(2012) Arhavi Ornegi Bakanligi’nin calisanlar1 biinyesinde
yiriitilmekte iken diger paydaslar kirsal turizme
yonelik ¢ok fazla faaliyet gostermemektedir.
Cengiz ve | Erzurum Kirsal Turizm Kapsaminda Nitel Bolgenin giiglii yonleri, dogal ve kiiltiirel
Akkus Yore Halkinin degerleri, kirsal turizm faaliyetleri bakimindan
(2012) Kalkindirilmasti: ~ Erzurum uygunlugu iken zayif yonleri ise halkin biiyilik
Ornegi ¢ogunlugunun gec¢imini hayvancilikla saglamasi
ve turizmde ¢alisan sayisinin az olmasidir.
Ceken vd., | Mugla Kirsal Turizmin Gelisimi Nitel Yerel halk, kirsal turizmi genel olarak olumlu
(2012) /Fethiye Konusunda Yerel Halkin algilamakta ancak, bu faaliyetleri gergeklestirme
Algilari:  Fethiye  Yoresi noktasinda ¢ekimser kalmaktadir.
Ornegi
Eren ve Bursa Kirsal Turizm Bolgesinde Nicel Yerel halkin kirsal turizme yonelik tutumlar
Aypek /Cumalikizik | Yerel Halkin  Turizmin olumlu yondedir.
(2012) Gelisimine Kars1 Tutumlari:
Cumalikizik K8yii Ornegi
Ertuna vd., | Kastamonu Yerel Halkin Kirsal Turizm Nicel Yerel halk kirsal turizmin ekonomik, sosyal ve
(2012) Gelisimine Katilma Istegini cevresel yonden olumlu sonuglar yaratacag:
Etkileyen Unsurlar: goriislindedir ve kirsal turizm faaliyetlerine
Kastamonu Ornegi katilmak istemektedirler.
Fidan ve Sakarya Kirsal ~ Turizmde  Yeni Nitel Kadinlar kirsal turizmin gelisimini desteklemekte
Nam /Tarakl1 Dinamikler: Kadin ve bdlgenin geleneklerini yasatmaktadirlar
(2012) Girisimciler-Tarakli Ornegi
Hatipoglu | Aksaray Yoresel Yemeklerin, Kirsal Nitel Isletmeciler méniilerinde, yerel unsurlara yeteri
vd., (2013) | /Gelveri Turizm Isletmeleri kadar yer vermemektedir.
Moniilerinde Kullanim
Diizeyleri: Gelveri Ornegi
Sezer vd., | Edirne Edirne-Camlica Beldesi’nde Nicel Halk, kirsal turizmi genel anlamda olumlu
(2013) /Camlica Kirsal Turizm ve Turizm algilamaktadir.
Algist
Torun - Kirsal ~ Turizmin =~ Bolge Nitel Kirsal turizm, bolge insanina birgok ydnden
(2013) Insanina Katkilart olumlu katkilar saglamaktadir.
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Yildirim Rize Kirsal Turizm Konusunda Nicel Bolgede halkin kirsal turizme katilmasim
(2013) /Findikl1 Yoresel Diislinceler ve saglayacak ve bilgilendirmeyi igeren projelerin
Gelistirilmesi ~ Olanaklari: hayata gecirilmesi kirsal turizmin geligimine
Caglayan Koyii Ornegi katki saglayacaktir.
Bozok vd., | Balikesir Butik  Uriinlerin ~ Kirsal Nicel Yerel halkin, kirsal turizme yonelik algilar
(2014) /Go6nen Turizmin Geligimine Etkileri olumlu yondedir.
Konusunda Yerel Halkin
Algilariin Belirlenmesi:
Gonen Ornegi
Oztiirk ve | 460 Kirsal Turizm Gelistirme Nicel Calismada, birgok yonden istatistiksel farkliliklar
Ayaz Belediye Siirecinde Belediyeler tespit edilmistir.
(2014) Ugzerine Bir Arastirma
Akgurave | Mugla Yerel Halkin Bakis Agistyla Nitel Datca, kirsal alan olarak gelismis olmamasina
Karadag /Datca Kirsal Turizmin ragmen, Ozellikle son yillarda yaz turizmindeki
(2015) Uygulanabilirligi: Datca gelismenin etkisiyle bolgenin taninirlig1 artmustir.
Ornegi
Artun Mugla Fethiye’de Kirsal Turizm ve Nitel Bolgede, kirsal turizmi gelistirecek 6zel bir
(2015) /Fethiye Sorunlar1 Hakkinda STK’lar projenin olmamast, kirsal turizm yatirimina énem
ve Yerel Yonetimin verilmemesi, kirsal turizme yonelik isletme
Gortsleri sayisinin az olmasi gibi nedenlerden dolay: kirsal
turizmde istenilen seviyeye ulagilamamistir.
Ayaz 2811 Kirsal Turizm Gelistirme Nicel Belediye baskanlari, kirsal turizmde
(2015) Siirecinde Belediye organizasyonel yapi gelistirme ve toplumsal
Bagkanlarinin Gortsleri farkindalik olusturma baglaminda daha istekli
Uzerine Bir Arastirma iken iiriin gelistirme ve pazarlama ¢aligsmalarinda
daha zayiftirlar.
Hanedar Tokat GOU  Ziraat  Fakiiltesi Nicel Tarim Ekonomisi bdliimiindeki 6grenciler kirsal
vd., (2015) Ogrencilerinin Bakis turizm etkinliklerine ve kirsal turizmin tanimina
Acisiyla Kirsal Turizm diger boliimlere oranla daha hakimdir.
Kiziloglu | Glimiishane | Gilivende Yayla Senligine Nicel Ziyaretcilerin ~ kirsal  turizm  konusunda
vd., (2015) Katilan Ziyaretgilerin Kirsal yasadiklart  sorunlar istatistiksel  agidan
Turizm Biling Diizeyinin anlamlidir.
Belirlenmesi
Mil vd., Istanbul Catalca Bolgesinin  Kirsal Nicel Catalca  bolgesi mevcut kirsal  turizm
(2015) /Catalca Turizm Potansiyeli ve Bolge potansiyelinin kirsal turizm faaliyetleri agisindan
Halkinin  Kirsal Turizme onemli bir arz kaynagi olmasmna ragmen
Iliskin Gériisleri yeterince degerlendirilmemekte ve yerel halk
kirsal turizm faaliyetlerinin bdlgeyi birgok agidan
etkiledigini diigiinmektedir.
Ozgiirel Tunceli Tunceli ili Kirsal Turizm Nicel Yerel halk turizmden kaynaklanan
vd., (2015) Potansiyeli ve Yerel Halkin olumsuzluklarin olumlu bir imaj yaratilarak
Turizme Yonelik Bakislar giderilmesini istemektedir.
Uslu vd., Siirt Siirt ili Kirsal —Turizm Nicel Ogrenciler kirsal turizmin olumsuzluklarindan
(2015) Potansiyeli ~ve  Turizm ziyade olumlu yonlerine dikkat ¢ekmektedir.
Egitimi Alan Ogrencilerin
Kirsal ~ Turizm  Algilan
Uzerine Bir Arastirma
Uslu ve Kahramanm | Kirsal Turizm Alaninda Nitel TKDK kirsal turizm kapsamindaki yatirimlari
Kaya aras Tarim ve Kirsal Kalkinmay1 desteklemektedir.
(2015) Destekleme Kurumu
(TKDK) Destekleri:
Kahramanmarag Ornegi
Arpacive | Karaman On Lisans Ogrencilerinin Nicel Ogrenciler kirsal turizmi genel olarak olumlu
Aylan Kirsal ~ Turizm  Algilan algilamaktadir.
(2016) Uzerine  Bir  Arastirma:
Karaman [li Ornegi
Denk ve Erzurum Erzurum Oltu  Ilgesinin Nicel Yerel halkin kirsal turizme iliskin algilar:
Mil (2016) | /Oltu Kirsal Turizm Potansiyeli ve genel olarak pozitiftir. Ancak, yerel halk
Yerel Halkin Turizm olusabilecek yogunluk ve trafik sorunlarindan
Algilamalari dolayi bir takim olumsuz diisiincelere sahiptir.
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Giliney ve | Bursa Kirsal Turizm Konusunda Nitel Yerel halkin bilyliik bir kismu kirsal turizmin
Goller Yerel Halkin Yaklasiminin olumsuz yo6nlerinin yan sira olumlu yonlerine de
(2016) Belirlenmesi: Misi Koyt vurgu yapmaktadir.
Ornegi
Giliven ve Kirsal ~ Turizmin  Yerel Nitel Yerel kalkinma ile kirsal turizm arasinda dogru
Diilger - Kalkinmadaki Rolii Ve Yerel yonlii bir iligkinin bulundugu saptanmustir.
(2016) Yonetimlerle Olan iligkisi
Ongun vd., | Burdur Turizm Egitimi Alan Nitel Ogrencilerin kirsal turizm faaliyetlerine bakis
(2016) Ogrencilerin Kirsal Turizme acilar1 genel olarak olumlu iken, 6grenciler dogal
Bakis Agilarinin gevrenin  bozulabilecegine  dair  endise
Degerlendirilmesine Yonelik duymaktadir.
Nitel Bir Aragtirma
Ozdemir Balikesir Kirsal Turizmde Yerel Sivil Nicel STK’lar kirsal turizmin gelisimini
Yilmaz ve Toplum Kuruluslarinin Rolii: siirdiiriilebilirlik, kiiltiir ve ¢evrenin korunmasi
Atessagar Balikesir ili Ornegi gibi bircok agidan desteklemektedir.
(2016)
Arslan Artvin Kirsal Turizmin Fiziksel Nicel Halkin ¢ogunlugu kirsal turizm faaliyetlerini
Muhacir Sosyal ve Kiiltiirel Etkileri desteklemektedir.
ve Konusunda Halkin
Ozdemir Goriisleri: Artvin Ornegi
(2017)
Ayazlar Mugla Kirsal ~ Turizmde  Yerel Nitel Yerel halkin kirsal turizme yonelik tutumu genel
(2017) /Milas Halkin Tutumu olarak olumlu ydndedir.
Cuhadar Isparta On Lisans Diizeyinde Turizm Nicel Ogrenciler, turizm ile ilgili olumlu algilarin yani
ve Unal Egitimi Alan Ogrencilerin sira birtakim olumsuz algilara da sahiptir.
(2017) Kirsal ~ Turizm  Algilan
Uzerine Bir Arastirma
Giiney vd., | Mugla Turizm Egitimi Alan Nitel Ogrenciler kirsal turizme iliskin olumlu bir algtya
(2017) Ogrencilerin Kirsal Turizm sahiptir.
Algilart
Ongun vd., | Burdur Mehmet Akif Ersoy Nicel Ogrencilerin ~ kirsal ~ turizm  etkinliklerine
(2017) Universitesi'nde ~ Ogrenim katilmalar1 onlarin ekonomik ve demografik
Goren Turizm Ogrencilerinin ozelliklerine gore degismektedir.
Kirsal Turizm Faaliyetlerine
Katilimint Etkileyen
Kisitlayicilar
Akyurt Mugla Profesyonel Turist Nitel Alternatif turizm hakkinda bilgiye sahip olan
Kurnaz ve | /Marmaris Rehberlerinin Marmaris profesyonel turist rehberleri, kirsal turizm
Islek Kirsal Turizm Potansiyeli hareketinin yatirim gerektirdigi ve yerel halk ile
(2018) Hakkinda Gortisleri birleserek etkinliklerin gerceklestirilmesi
gerektigi goriisiindedir.
Akytirek Giimiishane | Giimiishane ilinin Kirsal Nitel Yerel halk kirsal turizm konusunda olumlu bir
vd., (2018) Turizm Potansiyeli ve Yerel bakig agisina sahiptir.
Halkin ~ Kirsal ~ Turizm
Hakkindaki Gortsleri
(Zigana K&yii Ornegi)
Arslan Bursa Kirsal Turizmde Isletmelerin Nitel Isletmeciler kirsal turizme iliskin olumlu ve
Ayazlar ve | /Cumalikizik | Rolii: Cumalikizlik Ornegi olumsuz tutum sergilemektedir.
Kiligalp
(2018)
Aslan ve Kocaeli Kirsal Turizmde Yenilik ve Nicel Katilimcilarin bireysel yenilik¢ilik diizeyleri ile
St Eroz /Karlitepe Kirsal Turizm Isletmecilerin isletmedeki ortak sayisi, yeniliklerin internette
(2018) Bireysel Yenilikgilik paylasilma durumu, paylasimin yapildig: siteler,
Diizeylerinin Cesitli kirsal turizmle ilgili sayfalarm takip edilme
Degiskenler (Katilimcilara durumu, isletmenin doluluk orani, isletmedeki
Ve  lsletmelere iliskin) yenilik durumu, yenilik tarihi, yenilik yapilan
Agisindan Incelenmesi: alanlar  arasinda  anlamli  bir  farklilik
Kocaeli/Kartepe Ornegi bulunmamaktadir.
Bayat Igdir Agr1 Dagr’nin Kirsal Turizm Nitel Yerel halkin biiyiik bir kisminin Agr1 Dagi’na,
(2018) Potansiyeli ve Igdir yonelik algilart olumlu yondedir.
Halki’nin Agr1 Dagi ile
Mlgili Algilart
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Baysal ve | Mugla Kirsal Turizm ve Kalkinma Nicel Cesitli nedenlerden dolay1 yerel halkin turizm
Yildirim /Bodrum Etkilesiminde Bodrum Yerel algis1 yliksektir.
Sagilik Halkinin Turizm Algisinin
(2018) Belirlenmesi
Boz ve 611 Kirsal Turizm Gelisiminde Nicel Turistler turizme en ¢ok deniz, kum ve giines igin
Yildirim Turist Tipolojisinin Seyahat katilmaktadir.
Sacilik Aligkanliklar Agisindan
(2018) Belirlenmesi: Cesitli Turist
Gruplart Uzerine
Karsilagtirmali Bir Aragtirma
Celik ve Bursa Yerel Halkin Kirsal Nitel Yerel halk, yabanci kisilerin fazla oldugu,
Polat Rekreasyon ve  Turizm yabanci kisilerin yerel degerleri
Uziimcii Faaliyetlerine Olan benimsemedikleri ve  kiiltiirel  degerlerin
(2018) Yaklagimlari: Misi Koyl bozuldugu diisiincesindedir.
Ornegi
Ongun vd., | Isparta Kirsal Turizm Kapsaminda Nitel Yerel halk, kirsal turizmin ekonomik anlamda
(2018) Yerel Halkin Beklentileri: olumlu katkisini vurgulamaktadir.
Isparta Kuyucak Lavanta
Vadisi Ornegi
Toptas Canakkale Kirsal ~ Turizme Yatirim Nitel Kirsal turizme yonelik yatinmlar  bazi
(2018) /Ayvacik Yapmak Girisimciler igin girisimcilerin  beklentilerini  karsilarken baz1
Cesaret  Vericimi  veya girisimcilerin beklentilerini kargilamamaktadir.
Cesaret Kirict m1? Yesilyurt
Koyii Yatirimeilarinin Bakis
Acist
Unal ve [zmir Kirsal Turizmin Nicel Yerel halk bolgedeki kirsal turizm yatirimlarim
Yiicel /Odemis Gelistirilmesi ve desteklemektedir.
(2018) Yonetilmesinde Yerel Halkin
Alg1 ve Tutumlari.
Odemis/Birgi Ornegi
Akkasoglu | Samsun Yerel Halkin Kirsal Turizme Nicel Yerel halk kirsal turizmin ekonomik ve sosyo-
vd., (2019) Bakis Agist: Samsun kiiltiire] yonden olumlu katkisinin oldugu,
Kizilirmak Deltas1 Ornegi ¢evresel yonden ise olumsuz etkilerinin oldugu
yoniinde bir bakis agisina sahiptir.
Arslan vd., | Isparta Yerel Halk ve Ziyaretgilerin Nicel Katilimecilarin = %60’1  Siileyman Demirel“in
(2019) Isparta Islamkdy’de Kirsal Islamkdy“iin  yerel kimligini olusturdugunu
Turizme Iliskin Talep ve belirtirken %65’inin ise alana gelme sebebinin
Egilimlerinin Belirlenmesi Siileyman Demirel Demokrasi ve Kalkinma
Miizesi oldugu belirlenmistir.
Ayaz ve Ardahan Kirsal Alanlarda Yasayan Nicel Yerel halk, turizmin olumlu etkilerinin yani sira
Parlak Yerel Halkin Kisilik Tipleri olumsuz c¢evresel ve toplumsal etkilere sahip
(2019) ve Turizm Algisi oldugu diisiincesindedir.
Cetinsoz Mersin On Lisans Diizeyinde Turizm Nitel Ogrencilerin ~ Anamur’da  kirsal  turizmin
ve /Anamur Egitimi Alan Ogrencilerin uygulanabilirligine yonelik diisiinceleri olumlu
Altuntag Kirsal Turizm yondedir.
(2019) Algilamalaria Yonelik Nitel
Bir Arastirma
Katlavve | Nevsehir Kirsal Turizmin Geligimine Nitel Yerel halk bolgede tarim turizminin gelisimini
Kiigiikalta | /Avanos Yonelik  Yerel Halkin desteklemektedir.
n (2019) Yaklagimi: Avanos Goyniik
Koyii Uzerine Bir Arastirma
Kiziloglu | Bingol Bingél ilinin Kirsal Turizm Nicel Katilmecilarin =~ birgogu  turizmin  olumlu
ve Potansiyelinin Belirlenmesi etkilerinin olacag1 yoniinde bir algiya sahiptir.
Karakaya ve Bingdl Ili Sakinlerinin
(2019) Kirsal Turizm Algilamalari
Ozgiines Bursa Kirsal ~ Turizme Katilan Nicel Bireylerin tatilden maksimum doyum elde
vd., (2019) Bireylerin Mental Iyi Olus etmeleri ve  hatirlanabilir  bir  deneyin
Halinin Sosyo Demografik yasayabilmeleri i¢in hem tatil esnasindaki hem de
Veriler Agisindan tatil sonrasindaki mental iyi olus halleri
Incelenmesi onemlidir.
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Uygun Lisans Diizeyinde Turizm Egitimi | Nitel | Tiirkiye’de lisans diizeyinde verilen kirsal
vd., (2019) Veren Universitelerin Ders turizme iligkin egitimler yeterli bulunmamustir.
- Programlarmin ~ Kirsal =~ Turizm
Acisindan Incelenmesi
Uniivar ve | Konya Yerli Halkin Kursal Turizm | Nicel | Yerli halk turizmin genellikle ¢evresel anlamda
Kara /Beysehir | Faaliyetlerinin Dogal ve Sosyo- olumsuzluklarmin olmadigini, bununla birlikte
(2019) Kiiltiirel Cevre Uzerindeki sosyo-kiiltirel ~anlamda ahlaki  degerlerin
Etkilerine Yonelik Algilart: bozulmas: gibi sorunlara neden olabilecegini
Beysehir Ornegi diisiinmektedir.
Batmas Balikesir | Yerel Halkin Kirsal Turizme iliskin | Nicel | Yerel halk olumlu ekonomik etkilerinden dolay1
vd., (2020) Tutumlarinim incelenmesi: Balikesir kirsal turizme sicak bakmakta ve kirsal turizm
Ornegi faaliyetlerini desteklemektedir.
Bayat Igdir Ogretmenlerin Kirsal Turizm Algisi: | Nicel | Ogretmenlerin kirsal turizme yonelik algilari
(2020) Igdir Ornegi olumlu yéndedir.
Baykal ve | Izmir Kozbeyli’de (Foga/lzmir) Kirsal | Nitel | Yerel halk turizm egitiminin verilmesini, evlerin
Ataberk /Foga Turizmin Gelistirilmesi Hakkinda pansiyona  donistiiriilmesini, yeni turizm
(2020) Yerel Halkin Goriisleri etkinliklerinin diizenlenmesini, hediyelik esya
satan diikkkan sayilarinin artirilmasim ve yerel
iiriinlerin satilmasini arzulamaktadir.
Bingdl ve | Van Van Go6li Kiyillarim Ziyaret Eden | Nicel | Turistler, aile gezginleri, dinlenenler, doga-kiiltiir
Cakar Kirsal Turistlerin Ozellikleri gezginleri ve kirsal gezginler olarak dorde
(2020) ayrilmaktadir. Ogrenme ve yenilik, doga ve
kiiltiir, hizmet ve fiyat, sakinlik ve rahatlama ve
kirsal yasam ise turistlerin motivasyon
kaynagidir.
Bollukcu Ankara Kirsal Turizmde Yerel Halk | Nicel | Yerel halk kirsal turizm faaliyetlerini kalkinma
ve Cesur /Ayas Bileseni: Ankara-Ayas Ornegi’nde anlammda firsat olarak goérmekte ve bu
(2020) Bir Tutum Belirleme Calismast faaliyetlere katilmaya istekli olmaktadirlar.
Cihangir Van Kirsal Turizm Potansiyelinin Ortaya | Nitel | Kirsal turizm kalkinma araci olarak goriilmekte
vd., (2020) Cikarilmasinda Kirsalda Kadmin ancak, Van Otlu Peynir’inin turistik iiriin olmasi
Durumuna Bir Bakis: Van Otlu yolunda birtakim sorunlar mevcuttur.
Peyniri Uretimi Ornegi
Koday ve | Izmir Kirsal Turizmin Geligimi ile Ilgili | Nitel | Kirsal turizm kapsaminda gergeklestirilecek plan
Akbas /Urla Olarak Yerel Halkin Algilari: Urla ve projeler ile bolgede yiiksek oranda istihdamin
(2020) (Izmir) Ornegi saglanacag diistiniilmektedir.
Solmaz ve | Bursa Kirsal Alanlarda Yasayan Yerel | Nicel | Yerel halk kirsal turizmin sosyal anlamda
Uyar Oguz | /iznik ve | Halkin Kirsal Turizme Bakisinin olumsuz etkilerinin olacagini diisiinmektedir.
(2020) Orhangaz | Belirlenmesi: Iznik ve Orhangazi
i Kirsal ~ Yerlesimlerine  Yonelik
Ampirik Bir Aragtirma
Ulucan ve Kirsal Turizmde Sivil Toplum | Nitel | Kirsal turizm ile ilgili faaliyetler devletin yam
Kizilirmak - Kuruluslarmin Yeri ve Onemi sira STK ve dernekler tarafindan da
(2020) yiiriitiilmektedir.
Uzunduml | Erzurum | Erzurum'da Yasayan Bireylerin | Nicel | Ekonomik gelir, cinsiyet, ailedeki kisi sayisi,
uve Tatile Gitme ve Kirsal Turizme gidilecek yerde denizin olmasi ve tatil siiresi
Kurtoglu Bakist  Uzerine  Etkili  Olan bireylerin  tatil yapmalarma etki eden
(2020) Faktorlerin Belirlenmesi faktorlerdendir.
Caliskan llgaz llgaz Dag1 Milli Parki’'nda Yer Alan | Nitel | Yerel halkin kirsal turizme yonelik bakis agisi
vd., (2021) | Dag1 Koylerin Kirsal Turizm Algisi olumlu olmakla birlikte, yerel halk kirsal
Milli turizmin ekonomik ve egitim ile bazi konularda
Parki olumsuzluklarini da hissetmektedir.
Sezen ve Bursa Ziyaretgilerin Kirsal Turizm | Nicel | Ziyaretgilerin yerel halka karsi duyarliligi en
Boz /Cumalik | Faaliyetlerinden Memnuniyet fazla memnun kaldiklart durum olmustur.
(2021) 1z1k Diizeyi: Cumalikizik Kyii Ornegi
Bildiriler

Kirsal turizmde paydaslar1 konu alan bildirilere iliskin bulgular Tablo 9°da sunulmustur. Tablo 9 incelendiginde
konu ile ilgili ilk bildirinin Corbac1 ve Dénbak (2011) tarafindan yapildig1 anlasilmaktadir. Tabloya gore bir bildiri

nitel, diger bildirilerin tamami nicel arastirma yontemi kullanilarak hazirlanmistir. Bildirilerin genel olarak kirsal
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turizm kapsaminda yerel halka ve ziyaretcilere yonelik olarak gerceklestirildigi anlagilmaktadir. Arastirma bulgular

ise yerel halkin kirsal turizm faaliyetlerine olumlu baktigimi ve ziyaretgilerin ¢esitli nedenlerle kirsal turizm

faaliyetlerine katildigin1 gostermektedir.

Tablo 9. Kirsal Turizmde Paydaslar1 Konu Alan Bildiriler

Yazar (yil) Yer Bashk Yontem Sonu¢
Corbaci ve | Adiyaman Siirdiirtilebilir Alternatifler Kirsal ve | Nicel Yerel halk, kirsal ve tarimsal turizme
Donbak /Kahta Tarimsal Turizme Yerel Halkin kars1 olumlu yaklasim i¢indedir.
(2011) Yaklagimlart: Adiyaman/Kahta-
Karadut Ornegi
Canoglu ve | Adana Yerel Halkin Kirsal Turizme ve | Nicel Pozant1’da yasayan yerel halk, turizmin
Balli /Pozant1 Etkilerine Yonelik Algilart gelisimi konusunda isteklidir.
(2012)
Sahin Kapadokya | Turistlerin Kirsal Turizme Katilma | Nicel Turistler, en ¢ok yerel yemeklerin
(2013) Nedenleri:  Kapadokya’ya  Gelen tadimi, balon turu, doga yiirliyiisii gibi
Turistlere Yonelik Bir Aragtirma etkinliklerinden dolay1 kirsal turizme
katilmaktadir.
Cetin ve [zmir Kirsal Turizm Kapsaminda Yerli ve | Nicel Yerli turistlerin bitkisel
Kahveci /Sirince Yabanci Turistlerin Gida Giivenligi iretim/tiiketimde gida giivenligi biling
(2014) Biling Diizeylerinin Olgiilmesi (Izmir diizeyleri yabanci turistlere gére daha
Sirince Ornegi) yiiksek iken yabanci turistlerin gida
satin alma ve hayvansal
iretim/tiiketimdeki  gida  giivenligi
biling diizeyleri yerli turistlere gore
daha yiiksektir.
Aksoz vd., | Eskisehir/ Kirsal ~ Turizmde  Yerel  Halk | Nicel Yerel halkin bagliligr kirsal turizme
(2015) Saricakaya Desteginin Etki Analizi: Saricakaya verilen destegi anlamli ve olumlu
Ornegi yonde etkilemektedir.
Aksit Asik | Balikesir Kirsal Kesimde Yasayanlarin Kirsal | Nicel Yerel halk kirsal turizmin ekonomik ve
(2016) Turizmin Gelisimine Katilma Isteginin sosyal anlamda olumsuzluklarinin
Belirlenmesine Yonelik Bir Arastirma oldugunu  disiinmekte,  gevresel
anlamda ise kararsiz kalmaktadirlar.
Aksit Asik | Balikesir Kirsal Turizmin Kadinin | Nicel Yerel halk, kirsal turizm faaliyetlerinin
ve Giiglenmesine Etkisi: Yerel Halkin kadinlarin  egitim ve  ekonomi
Fettahliogl Bakis Agisini Belirlemeye Yonelik Bir anlamimda giiclenmesine katkisinin
u (2017) Arastirma olacag goriisiindedir.
Beyaz vd., | Tokat Yerel Halk Tutumlarmm Kirsal | Nitel Yerel halk kirsal turizm potansiyelinin
(2017) /Pazar Turizme Etkisi: Pazar Ilgesi Ornegi farkindadir ve faaliyetleri
desteklemektedir. ~ Kirsal  turizm
potansiyelinden  bircok  noktada
yeterince yararlanilmadigi
vurgulamaktadir.

Kirsal turizmde paydaglar1 konu alan bildirilerin sunuldugu yerlere iligskin bulgular Tablo 10°da sunulmustur.

Tablo 10 incelendiginde konuya iliskin bildirilerin dordiiniin ulusal ii¢liniin uluslararasi olmak iizere yedi kongrede,

bir bildirinin ise sempozyumda sunuldugu anlasilmaktadir.

Tablo 10. Kirsal Turizmde Paydaslar1 Konu Alan Bildirilerin Sunuldugu Yerler

Kongre 7
Ulusal 4
Uluslararasi 3
Sempozyum 1
Toplam 8

Sonuc ve Oneriler

Caligmada, kirsal turizmde paydasglari konu alan ulusal akademik galigmalarin cesitli parametreler dogrultusunda

bibliyometrik 6zelliklerinin ortaya ¢ikarilmasi amaglanmistir. Yapilan incelemeler sonucunda konuyla ilgili 105 adet
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akademik ¢aligsma tespit edilmistir. Ancak, bu ¢alismalarin bazilarinda erigsim kisiti olmasi nedeniyle 16 adet ¢calisma
kapsam dig1 birakilmis ve 89 adet calisma analize tabi tutulmustur. Bu kapsamda, yayinlanan akademik ¢aligmalar
yazar, yil, yer, baslk, ¢alisma tiirii, aragtirma yontemi, sonug, ¢alismamin yapildig tiniversite, birimler ve unvan
olmak tlizere dokuz parametre dikkate alinarak incelenmis ve ilgili ¢aligmalarin bibliyometrik 6zellikleri ortaya

konulmustur.

Yapilan degerlendirmeler sonucunda kirsal turizmde paydaslar1 konu alan ilk akademik ¢alismanin 2011 yilinda
hazirlandig1 ve konu ile ilgili en fazla yaym yapilan yilin 2018 yili oldugu tespit edilmistir. Ayn1 zamanda, konu ile
ilgili yapilan akademik c¢alismalarda 2018 yilindan sonra nicel olarak bir artigin oldugu dikkat ¢ekmektedir. Bu
durum, 6zellikle son yillarda kirsal turizmde aktif olarak yer alan paydaslarin goriislerinin belirlenmesine verilen
onemin arttigin1 géstermektedir. Bunun yani sira yayi sayilarindaki artista, son yillarda kirsal turizmin popiiler bir
kavram haline gelmesinin de etkili oldugunu sdylemek miimkiindiir. Bu sonuglar alanyazindaki diger caligmalarin
sonuglari ile benzerlik gostermektedir. Bozok vd., (2017), kirsal turizm konusundaki ulusal ve uluslararas1 akademik
caligmalarin 6zelliklerini genel bir bakis acistyla ortaya koymay1 amacladiklar1 bir ¢aligmada, kirsal turizmle ilgili

yayinlarin ilk yillarda sayica az oldugu ve ilgili caligmalarda son yillarda bir artisin oldugu sonucuna ulagmistir.

Kirsal turizmde paydaslarn konu alan iki adet doktora 13 adet yiiksek lisans tezi hazirlanmigtir. Konu ile ilgili
lisansiistii tezler cogunlukla Gazi Universitesi, Anadolu Universitesi ve Isparta Uygulamali Bilimler Universitesi
bilinyesinde hazirlanmistir. Kirsal turizmde paydaslar1 konu alan tezlerin ¢ogunlukla Sosyal Bilimler Enstitiisii’nde
hazirlandig tespit edilmistir. Alimanoglu ve Ayazlar (2017), Giil ve Giil (2018) ve Albayrak ve Tiiziinkan (2020)
tarafindan kirsal turizme yonelik yapilan bibliyometri caligmalarmin sonuglar1 da bu sonuglarla benzerlik
gostermektedir. Ilgili calismalarda lisansiistii tezlerin biiyiikk oranda Sosyal Bilimler Enstitiisii catis1 altinda
hazirlandigi sonucuna ulagilmistir. Arastirmada konu ile ilgili lisansiistli tezlerin en fazla Turizm
Isletmeciligi/Otelcilik/Egitimi  Anabilim Dali’'nda hazirlandigi tespit edilmistir. Alanyazinda yapilan diger
caligmalarin sonuglart bu sonuglar1 destekler niteliktedir. Albayrak ve Tiiziinkan (2020) tarafindan kirsal turizm ve
tiirlerine yonelik hazirlanan lisanstistii tezlerin bibliyometrik analizinin ortaya konuldugu bir ¢aligmada, tezlerin en
¢ok Turizm/Turizm Isletmeciligi/ Turizm ve Otelcilik ve Turizm Egitimi Anabilim Dali’nda hazirlandig1 sonucuna
ulagilmistir. Kirsal turizmde paydaslar1 konu alan lisansiistii tezlere danismanlik yapan akademisyenlerin biiyiik
oranda Dog. Dr. unvanina sahip olduklar1 saptanmigtir. Kirsal turizmde paydaslar1 konu alan bildiriler ise ulusal ve

uluslararasi kongre ve sempozyumda sunulmustur.

Konu ile ilgili yaymnlanan akademik ¢aligmalar en fazla makale tiiriindedir. Yaymlanan akademik ¢aligmalarin
cogunlukla nicel aragtirma yontemi kullanilarak hazirlandigi sonucuna ulagilmistir. Kirsal turizm alaninda yapilan
diger bibliyometri ¢aligmalarinin sonuglari da bu sonuglar1 desteklemektedir. Giil ve Giil (2018) ve Albayrak ve
Tiiziinkan (2020) tarafindan yapilan ¢aligmalarda tezlerin en fazla nicel aragtirma yonteminden faydalanarak
hazirlandig: tespit edilmistir. Akademik ¢aligmalar genellikle yerel halkin kirsal turizm ile ilgili tutum, bakis agis1 ve
algilarim1 belirlemeye yoneliktir. Alimanoglu ve Ayazlar (2017) tarafindan yapilan caligmada, kirsal turizmde
paydaslara iligkin hazirlanan lisansiistli tezlerde paydaslar arasinda 6zellikle yerel halkin kirsal turizme yonelik
tutumlarini inceleyen ¢aligsmalarin oldugu vurgulanmaktadir. Akademik ¢alismalardan elde edilen sonuglar birbiriyle
benzerlik gdstermektedir. ilgili galismalardan elde edilen bulgulara gore yerel halkin kirsal turizm faaliyetlerine karst

tutumu, bakis acis1 ve algis1 biiyiik oranda olumlu yondedir. Bu durumun nedeni olarak, yerel halkin kirsal turizm

2576



Coban, E. & Aksoz, E. O. & Coban, S. JOTAGS, 2021, 9(4)

faaliyetlerinde aktif rol oynamasi, kirsal turizmin bolgeye sosyal ve kiiltlirel agidan katki saglamasi ve bdlgenin
korunmas1 ve siirdiiriilebilirliginin saglanmasi1 gosterilebilir. Ayn1 zamanda yerel halk, kirsal turizmin gelir ve
istihdam saglamasindan dolay1 ekonomik etkilerini olumlu algilamaktadir. Ancak, yerel halk kirsal turizmin bolgede
olusturabilecegi olumsuz sosyo-kiiltiirel, dogal ve gevresel etkilerden dolay1 endise duymaktadir. Ayrica bazi
bolgelerde yerel halkin kirsal turizm konusunda yeterli bilgiye sahip olmadig1 anlagiimaktadir. Yapilan arastirma
sonucunda yerel halktan sonra kirsal turizmde ¢aligmalara en fazla konu olan diger bir paydasin turist ve ziyaretgiler
oldugu ortaya konulmustur. Yapilan bu c¢aligmalar, kirsal turizmde turist ve ziyaret¢ilerin kirsal turizme katilma
nedenlerinin (itici ve ¢ekici faktorler) belirlenmesi, kirsal turizme iligkin biling diizeylerinin tespit edilmesi, mental
iyi olus hallerinin belirlenmesi, kirsal turizm faaliyetlerinden memnuniyet diizeylerinin ortaya konulmasina yonelik

olarak gergeklestirilmigtir.

Calismada konu ile ilgili yalnizca Tiirkge dilde yapilan yayinlara yer verilmesi ¢alismanin kisitini olusturmaktadir.
Ayrica, ¢alismaya zaman ve maliyet agisindan yalnizca erisilebilen yaymlarin dahil edilmesi ¢alismanin diger bir
kisitidir. Bu kapsamda, konuyla ilgili gelecekte yapilacak olan ¢alismalara uluslararasi literatiirdeki caligmalarin da
dahil edilmesi Onerilebilir. Ayrica benzer bir ¢alisma farkli donemlerde yapilarak yillar itibariyle karsilagtirma

olanagi sunabilir.
Beyan

Makalenin her iki yazarinin makale siirecine verdikleri katki esittir. Yazarlarin bildirmesi gereken herhangi bir ¢ikar

catigmasi yoktur.
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