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INTRODUCTION

A service is consumed as soon as it is produced. Businesses in the hotel employees generally produce services.
The production process, which is expected to be managed with a planned and meticulous approach, sometimes creates
problems that are difficult to calculate due to the variable psychosocial structure of the human resource. Rapidly
developing digitalization and its natural cause, the inputs of the information age, tend to reveal these problems in the
service industry rapidly. The importance of standardization and quality provided is increasing day by day. Digital
tools (applications, websites, digital complaint tools, digital public audit, hotel rating applications, career
applications/websites, etc.) help all stakeholders, especially customers, to quickly evaluate the relevant business and
its employees and get an idea. This transformation can create a stressful work environment where almost every
employee is under constant surveillance/supervision. Intense stress in the work environment affects the employee
negatively and reduces their ties to the work. In this context; Serinikli (2019) and Duraisingam et al. (2009) concluded

that job stress affects turnover intention.

In the hotel employees, generally reception and public relations officers, food and beverage department
managers/responsibles are considered suitable for promotion, and male employees are mostly employed in these
positions. Whereas female employees are assigned rather in room/housekeeping, sales and marketing positions and
therefore, they may have less willingness to rise and more intention to leave the job (Carbery et al., 2003:655). There
is a skeptical point of view that employees who have the intention to quit their job may have different perceptions on
the basis of male and female employees. In this context, many scientists have come across findings that both gender
in business life have different perceptions in terms of turnover intention and job stress. For example, Huang & Cheng
(2012) and Bridger et al. (2013) concluded that job stress affects female more than male. Also, Emiroglu et al. (2015)

and Carbery et al. (2003) concluded that female in business life have a higher turnover intention than male employees.

Although the studies on turnover intention vary in terms of application, they are mostly empirical studies that test
the relationship between commitment, identification, job satisfaction and burnout variables. In addition, there are
studies examining the relationships between job and workplace characteristics, organizational climate, perceived
support and turnover intention. When the researches are evaluated according to demographic factors, it is seen that
the young and single employees have a higher turnover intention, gender and ethnicity do not have a definite
determinant effect on the turnover intention, and the turnover intention increases as the education level increases
(Ugural, 2016). The aim of the study and its contribution to the literature is to measure the effect of gender mediating
role and job stress on turnover intention. This effect still remains unclear in the literature. Therefore, in this study,
the moderating role of job stress and gender in turnover intention was investigated in the context of hotel employees

to expand the existing literature.
Job Stress

Stress, which at the beginning of the 14th century meant difficulty, distress, misfortune or grief, it was used in the
content of natural sciences at the end of the 17th century and became systematic at the end of the 19th century
(Lazarus & Folkman, 1984). Selye (1956), as the pioneer of stress research, put forward the generally accepted basic
theory of stress that the onset of distress and discomfort is associated with a stressful life. Stress refers to the
imbalance between people's perceived environmental demands and their perceived ability to cope with these
demands. The emergence of an environmental event, which is perceived as the occurrence of demands that may

2



Akdemir, M. A. & Sagbas, M. & Stiriicii, L. JOTAGS, 2022, 10(1)

exceed one's abilities and resources, creates a potential for stress when there is a significant variation in losses and

costs arising from meeting or not meeting the demands (McGrath, 1976).

Job stress has been defined as the situation revealed by the personality of the employee interacting with the work
factors that create the changes that negatively affect the physical and psychological state of the employee (Beehr &
Newman, 1978). Kaplan et al. (1975) defines stress as the characteristics of the work environment that pose a threat
to the individual. According to the American Institute for Occupational Safety and Health (NIOSH), job stress is a
harmful physical and emotional responses that occur when an employee's abilities, resources and needs do not match

the job requirements.
Turnover Intention

Turnover means that employees leave the job and are replaced by new ones. It includes voluntary departures such
as resignation, leaving the job, retirement, and involuntary departures such as termination of contract, dismissal and
death (Li et al., 2019). Personnel turnover rate, on the other hand, is the ratio that is used to measure personnel
turnover. As it can be understood from here, the turnover intention is closely related to the employee turnover rate.
According to Tett & Meyer (1993), turnover intention is the conscious and purposeful desire to leave the workplace.
Hinshaw et al. (1987) defines the intention to leave the job as the degree to which the employee believes that he/she
will leave his/her position at an unspecified time in the future. Glissmeyer (2012) stated that turnover intention is the
mediating factor between behaviors that affect turnover intention and actually quitting. Intention to leave the job is
separated from the behavior of leaving the job. Intention is generally understood as a series of perceptions that direct
the employee to quit the job (Wunder, 1982:297). High turnover rates are one of the distinguishing features for the
hotel employees. The high turnover intention and rate create a serious problem area for the hotel employees (Carbery
et al., 2003:650-651). Intention to leave the job give many clues about the person's perceptions, judgment and
behavior. Many of the academic studies reveal the turnover intention that occurs before the employees leave the
actual job. If businesses intend to prevent their employees from leaving the job, they should feel the obligation to

understand the factors that trigger their turnover intention (Jha, 2009:32).
Mobley (1977) described the process of leaving the job as follows:
a. Evaluation of current work
b. Experience of job satisfaction or dissatisfaction
c. Don't think about quitting your job
d. Evaluate job search or quitting cost
e. Intention to evaluate alternatives
f. Comparing current business with alternatives
g. Turnover intention or continue employment
h. Leave or continue employment.

The Moderating Role of Gender in the Effect of Job Stress on Turnover Intention
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Studies reveal that turnover intention is the stage before employees leave the job. If organizations want to reduce
the turnover behavior of employees, they should feel the obligation to understand what factors affect employees'
turnover intention and willingness (Jha, 2009). Job stress is among one of these factors. Beehr & Newman (1978)
identified seven different dimensions of job stress. These are namely: environmental, personal dimensions, process,
human consequences, organizational consequences, adaptive responses and time dimensions. Gender, as one of the
demographic characteristics considered as the subtitle of the "personal dimension" out of the seven dimensions of
job stress, is included among the factors affecting job stress. Work-related stress can have significant consequences
for businesses and employees. One of them can be expressed as leaving the job. The intention to quit is considered
as the first stage of this action. Weisberg & Kirschenbaum (1993) discussed the gender variable-related intention to
leave the job and the actual job turnover as the subject of working together. While it was found that real job turnover

was concentrated in female, it was stated that there was no significant relationship with turnover intention.

A group of researchers concluded that job stress affects turnover intention (Chiang & Liu 2017; Serinikli, 2019;
Hwang et al. 2014). A different group of researchers concluded that job stress affects female more than male (Huang
& Cheng, 2012; Bridger et al., 2013; Kachi et al., 2018). Carbery et al. (2003), Marsh & Mannari (1977), Khalid et
al. (2009), on the other hand, concluded that female in business life have a higher turnover intention than male

employees.

In most of the studies that include job stress, intention to leave and gender, it has been seen that job stress has a
positive effect on the turnover intention, and gender may have a moderating effect on this relationship. In this context,
it is predicted that gender may have a moderating effect on the effect of job stress on turnover intention. The

hypotheses and research model created in the research are presented below.
H1: Job stress possitive affects turnover intention

H2: Gender has a modareting role in the effect of job stress on turnover intention.

Gender

Job Stress 2 Turnover
Intention

Figure 1. Research Model.
Method
Sample

The ethics committee permission document required for the collection of data used in this study was obtained by
the European Leadership University Ethics Committee with the decision/number of ALU-ETK-2021-7. The research

was conducted with the employees of 5-star hotels in Alanya.
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Alanya is one of the important tourism destinations of Turkey, and in Alanya, there are 84 5-star hotels in total
(Altid, 2021). In order to perform a plaussible study and define the represented group, contact was made with the
human resources managers of 10 randomly selected hotels via e-mail. The purpose of the research was explained to
human resources managers of the hotels who responded positively to the e-mail, and their verbal permissions were

obtained to conduct the research.

Then, 400 questionnaires prepared in accordance with the scope of the research were given to the human resources
managers of the hotels and they were asked to be filed by their employees. Participants were selected by applying
the convenience sampling method. It provided feedback from 316 of the 400 questionnaires prepared. 45 incomplete
and incorrectly filled questionnaires were excluded from the scope of the research and the research was completed

with 271 questionnaires.

In order to determine the universe of the research, the number of employees was requested from the human
resources managers of three 5-star hotels where the research was conducted. It was determined that the number of
employees in the hotels where the research was conducted was approximately 750. The reason why the net figure
could not be reached is that the number of employees of the Human Resources managers changes depending on the
season and workload, so it is not correct to give a net figure. The formula proposed by Bartlett, Kortlik, and Higgins
(2001) was used to determine the number of samples representing the universe. It was determined that the sample

number of 254 represented the research population.

Participants included in the research; 148 (%54,6) of them are male and 123 (%45,4) of them are female. 80
(%29,5) of these participants are married and 191 (%70,5) are single. 135 (%49,8) of the participants are 30 years
old and under, 128 (%47,2) are 31-40 years old, 8 (%3) participants are 41 years old and over. The educational status
of the participants are; 88 (%32,5) participants are at secondary education level an under, 34 (%12,5) participants are
at associate degree, 138 (%51) participants are at undergraduate level and 11 (%4) participants are at postgraduate

level.
Measurement Tools
Job Stress

Cohen et al. (1983) as a one-dimensional scale was used. The reliability of the scale consisting of four items in
Turkish was made by Kiiglikusta (2007), and the scale reliability was reported as 0.76. Questions belonging to the
scale; “I work under intense tension”, “If I had a different job, my health would be better”, “I get angry and
uncomfortable with the work done here.” and “I seem to get tired very quickly.” is The Cronbach alpha reliability

coefficient of the scale, which was prepared in a 5-point Likert system, was measured as 0.82.

Turnover Intention: It was measured with a 3-question scale developed by Mobley et al. (1977). Example
questions “I often think about quitting my job”, “I am constantly searching for a better job”. The Cronbach alpha

reliability coefficient of the scale prepared in a 5-point Likert system is 0.87.
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Findings

Analyzes to determine the normal distribution show that the data has a normal distribution. Therefore, t-test was
conducted to determine whether the turnover intention and job stress perceptions of the participants differed

according to gender. The results obtained are presented in Table 1.

Table 1. T-Test Results

Variable Factor Grup N X SS t P

Turnover Male 148 2,58 1,22

Intention Gender Female 123 2,79 1,12 0,652 0,005
Male 148 3,01 0,88

Job Stress Gender Female 123 2.98 0.91 1,112 0,001

The t-test results show that according to the gender of the participants, there is a difference in terms of turnover
perceptions in favor of women and between job stress perceptions in favor of men. The results of the One-Way
ANOVA test, which was conducted to determine whether there was a difference between the age and educational

status of the participants, showed that there was no differentiation between these variables.

In order to test the validity and reliability of the scales used in the research, CFA was performed with the help of
AMOS. CFA analysis results revealed that the research model had goodness-of-fit values. (CMIN/Df=2,645,
GFI=0,937, NF1=0,924,CF1=0,947, RMSEA=0,057). The results of the analysis are shown in Table 3.

Table 2. Confirmatory Factor Analysis Results

Variable Factor Loading Combined Reliability Cronbach Alfa
Turnover Intention 0,751 — 0,865 091 0,87
Job Stress 0,655 - 0,810 0,84 0,82

The results of the analysis to determine the validity and reliability show that the factor loads of the statements in
the scale are 0.655 and above. The fact that the factor loads are 0.5 and above indicates that the expressions in the
scale represent the relevant structure well (Siiriicii, Sesen, & Maslakgi, 2020). In order to determine the reliability of
the scales, the combined reliability and Cronbach's alpha values were examined. These values are 0.7 and above. The
literature states that the scales are reliable if they are 0.7 and above (Siiriicii, Sesen, & Maslaket, 2020). In this context,
it can be said that the scales used in the research are reliable. In order to determine the correlation between the
variables used in the research, the Pearson correlation coefficient was calculated using the IBM SPSS 23 program

and the results are shown in Table3.

Table 3. Means, Standard Deviations, and Correlations for Gender

Gender Variable Mean SD 1. 2.
1. Turnover Intentions 2,79 1,09 1

Female
2. Job Stress 2,98 1,01 JT37%* 1
1. Turnover Intentions 2,58 1,15 1

Male
2. Job Stress 3,01 ,941 791 1

#p<0.10; **p<0.05; ***p<0.001
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When Table 3 is examined, it is seen that there are statistically significant and positive correlations between the
scores of male and female participants from job stress and their scores from turnover intention (p<0.05). Accordingly,

as the scores of the participants from job stress increase, the scores they get from the turnover intention also increase.

The effect of participants' job stress on turnover intention was tested with a two-stage regression analysis. In the
first stage, the effects of demographic variables (age, marital status, educational status) were controlled, and in the
second stage, the independent variable job stress was included in the model. The results of the regression analysis

performed when the demographic variables were under control are presented in Table 4.

Table 4. Regression Analysis Results

Turnover Intentions

Variables

Model-1 Model-2
Age - 234%%x* -, 153%k*
Marital Status ,099 -,018
Education -,203%** -, 102%%*
Job Stress 817k
F 24,276%** 183,83 1***
R? 0,127 0,603

Note: The entries in the table are standardized fs. *p<0.10; **p<0.05; ***p<0.001

When Table 4 is examined, it is seen that job stress has a significant and positive effect on turnover intention (j3
=817, p <.001). In line with this finding, Hypothesis 1 was accepted. While demographic variables explain 12.7%
of the variance of turnover intention (Model 1); While demographic variables are under control, job stress explains

60.3% of dismissal (Model 2).

In order to test the moderating role of gender in the effect of job stress on turnover intention, the data obtained
within the scope of the research were divided into two as male and female in the context of the "gender" variable,
and regression analyzes were performed according to male and female participants. The regression results are

presented in Table 5.

Table 5. The Role of Gender in the Effect of Job Stress on Turnover Intention (Regression Results)

Turnover Intentions

Variables Female Male

Model 1 Model 2 Model 1 Model 2
Age -, 485%H* -, 233 %A% -, 147 -,067
Marital Status S16%** -,051 -,027 077
Education -, 578*H* -, 181%** - 101%* -,080%*
Job Stress ,801%** ,691%*
F 55,790%** 106,228%*%* 3,131%* 81,467***
R? 0.436 0.664 0.035 0.560

Note: The entries in the table are standardized Ss.

*p<0.10; **p<0.05; ***p<0.001



Akdemir, M. A. & Sagbas, M. & Stiriicii, L. JOTAGS, 2022, 10(1)

When Table 5 is examined; While the job stress of female participants affected the turnover intention at the level
of B = .801, p <.001, this effect was found in male participants, § = .691 regresses to p <.05. In the light of this
finding, it can be said that the effect of job stress on male participants' turnover intention is less than that of female

participants. In line with this finding, Hypothesis 2 was accepted.
Results

The World Health Organization declared that job stress is a worldwide epidemic (Avey et al., 2009). With the
developing technology, the fierce competition in business life makes stress a common problem for all businesses. In
this context; As one of the problems that occur on the basis of employees, the fact that job stress positively affects
the turnover intention is not an unexpected result. The hotel employees is a industry that differs from others with its
high turnover rate (Carbery et al., 2003:649). The fact that the research related to turnover intention has been
conducted in the hotel employees may indicates that better results will be obtained in this industry with high turnover

rates.

In this study, it was aimed to reveal the moderating effect of gender on the relationship between job stress and
turnover intention. According to the findings obtained, it is understood that job stress has a positive effect on the
turnover intention and gender has a moderating effect on the relationship between these two variables. It was found
that the effect of job stress experienced by female participants on their turnover intention was higher than that of
male participants. The hypotheses constituting the problem of the research were accepted. Different control variables
can be tested in future studies. The effect of other variables that may have an effect with gender can be retested. For
example, the fact that female are with/without children, being single/married, living in a patriarchal/matriarchal

culture can be evaluated during the analyses.
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INTRODUCTION

Restaurant service quality provides emotional comfort to customers (Johns & Howard, 1998) with indicators such
as speed of service, preperation, menu (Huang, 2003), staff, equipment, appearance, and individual interest towards
guests (Lisnawati & Astawa, 2020). In this context, service quality, one of the basic components of restaurant
experience (Gagi¢ et al., 2013), is defined as one of the restaurant characteristics with elements such as theme
concept, food quality, menu, and atmosphere (MacLaurin & MacLaurin, 2000). Moreover, providing service quality
is a critical factor in creating competitive advantage in the restaurant industry (Jin et al., 2013; Madanoglu, 2006).
Therefore, service quality is crucial for the success of a restaurant (Keith & Simmers, 2011) and determining the food

satisfaction of consumers (Lee et al., 2016).

Consumers’ judgments about the superiority of service refer to the quality of service (Kala, 2020), and the
judgments about the general excellence or superiority of a business refer to perceived quality (Zeithaml, 1987). The
perceived quality of service is a result of the comparison of consumers with the expected and perceived service
(Gronroos, 1984; Parasuraman et al., 1985). Managing service quality is about providing service by designing the
service product and service environment (Rust & Oliver, 1994). However, consumers’ quality definition has become
more important than managements’ definition (Berry et al., 1988). Knowing how service quality is perceived from a
customer perspective will help businesses achieve some goals including improving product or service quality
(Schuckert et al., 2015), positive Word-of-Mouth, and brand loyalty (Huang, 2003). In the absence of objective
factors, consumers’ quality perceptions are measured to evaluate a firm’s service quality (Parasuraman et al., 1988).
Many studies (Antun et al., 2010; Bitner, 1992; Cronin & Taylor, 1992; Gronroos, 1984; Parasuraman et al., 1988;
Raajpoot, 2002; Ryu & Jang, 2008; Stevens et al., 1995) have been conducted to measure the perception of service
quality. The main purpose of service quality measurement is to reveal what customers think about services they

experience (Hansen, 2014).

Although the perception of service quality varies according to the characteristics of customers and restaurants
(Kim et al., 2003), I can state that the perception of quality will be a holistic summary of the restaurant experience.
Nevertheless, the intangible nature of services makes it difficult for consumers to evaluate the quality of service
(Bojanic & Rosen, 1994). According to Wall & Berry (2007), customers benefit from three clues to evaluate the

restaurant experience; functional, mechanic, and humanic.

The widespread use of the internet, especially Web 2.0, has made it easier for customers to share their thoughts
about any product or service they experience. In the hospitality industry, online reviews have become an important
source of information in potential customers’ decision-making process (Pang & Lee, 2008). Until the advent of online
reviews, it was difficult to reach customers in terms of cost and time to collect the data needed to measure service
quality with surveys as the primary data collection tool (Palese & Piccoli, 2016). Unmeasurable amounts of food-
related data is generated worldwide through online posts (Tao et al., 2020). However, the fact that this data turn into
a pile over time makes it difficult to make sense. Hence, businesses may have difficulties in understanding how
customers perceive the quality of service (Parasuraman et al., 1985). In recent years, data mining transforming raw
data into useful information (Tan et al., 2014) and text mining, a variation of data mining (Hearst, 2003), have
attracted attention to overcome these difficulties. While many industries place great emphasis on analyzing big data,

the hospitality industry has not paid enough attention to the issue (Kim et al., 2017).
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The use of data mining in the hospitality industry will be valuable, as it contains large amounts of information
about people’s movements and activities (Bermingham & Lee, 2014). Online reviews provide an open forum
reflecting customers’ current preferences and identify service dimensions that positively (or negatively) affect the
overall service experience (Korfiatis et al., 2018). Moreover, increasing user-generated content provides
opportunities for enterprises to monitor service quality (Alaei et al., 2019) and new approaches to service quality
measurement (Palese & Usai, 2018). In this study, I used sentiment analysis, one of the text mining methods. I
focused on the perception of service quality in fine dining restaurants (FDRs) through online reviews posted by
customers with the idea that more research is needed on the perception of customers’ service quality (Gronroos,

1984).
Literature review
Restaurant Service Quality

Gronroos (1984) claimed that consumers are interested in not only what they receive but also with the process
itself and defined two types of quality for service quality technical and functional. Parasuraman et al. (1988)
developed SERVQUAL having five dimensions reliability, empathy, responsiveness, tangibles, and assurance for
customers’ service expectations. Cronin and Taylor (1992) developed SERVPERF, a performance-based

measurement based on SERVQUAL, by claiming that service quality should be measured as an attitude.

Bitner (1992) focused on the environmental dimensions of the service area with servicescapes under three
headings ambient conditions, spatial layout and functionality, and artifacts, symbols, and signs. DINESERYV (Stevens
et al., 1995), TANGSERYV (Raajpoot, 2002), DINESCAPE (Ryu & Jang, 2008), and DinEx (Antun et al., 2010) are
the other leading attempts to measure restaurant service quality. Since it is used as a general tool to measure the gap
between customer expectations and perceptions of service quality (Knutson et al., 1996), most of the tools used in

the studies on restaurant services include five dimensions of SERVQUAL (Keith & Simmers, 2011).

Stevens et al. (1995) adapted the SERVQUAL instrument to the restaurant industry and developed the five-

dimensional (tangibles, reliability, responsiveness, assurance, and empathy) DINESERV.

Raajpoot (2002) focused on the tangibles from the dimensions of service quality of SERVQUAL and DINESERYV,
by claiming that previous studies have completely ignored the ambient dimension. In this perspective, Raajpoot
(2002) developed TANGSERYV that consists of three dimensions; layout, product/service, and ambiance/social to
measure tangible quality in the food service industry. Furthermore, Ryu & Jang (2008) investigated the dimensions
of upscale restaurants’ physical environment, excluding outdoor environments and interior areas where no food is
served, and they developed the DINESCAPE scale consisting of facility layout, ambience, social factors, lighting,

aesthetics, and service product.

Antun et al. (2010) developed DinEx, which defines the expectations of restaurant guests. The DinEx scale shows
that restaurant guests have social and health expectations as well as food, service, and atmosphere expectations.
Nevertheless, customer expectations may change; for example, Markovi¢ et al. (2010) found that the highest
expectation scores for the restaurant service quality are the elements that fall under the dimensions of reliability and

tangibles. Moreover, Johns & Tyas (1996) found that food and staff attitudes are more important in the catering
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industry. Knutson et al. (1996) determined that customers’ expectations are reliability, tangibles, assurance,

responsiveness, and empathy in fine dining, casual, and quick service restaurants.

Since it is a critical factor for businesses, the need for new studies to measure service quality continues despite all
these attempts (Mejia et al., 2020). Measurement and quantification difficulties in the service industry have made it
difficult for managers to monitor and control processes (Chase & Apte, 2007). In order to overcome this difficulty,
the use of online customer feedback has become widespread in addition to traditional approaches in service quality
analyses (James et al., 2017). However, quantitative interpretation of user-generated content alone is not sufficient

for a comprehensive and accurate assessment (Duan et al., 2016).

I think that the sentiments describing customers’ experiences are crucial in revealing the dimensions of service
quality in FDRs with the idea that experience is more important than meeting the hunger need because of the fact
that customers accept a reservation period that takes weeks even months to have the dining experience at these fine
dining restaurants. In addition to customer thoughts, suggestions, recommendations, and complaints I paid more
attention to customer sentiments through the online reviews posted by customers on TripAdvisor in order to reveal
whether there is a service quality dimension different from the previous studies in terms of the perception of service
quality in the FDRs experience. I preferred to use online reviews due to online reviews can be more objective for the
measurement of restaurant service quality (Duan et al., 2016) and online reviews contain customers’ own sentences
instead of structured statements. For this reason, I aim to be able to interpret customers’ fine dining experiences by

examining their own sentences.
Sentiment Analysis on Restaurant Reviews

Sentiment analysis aims to determine the perspectives underlying a text range (Pang & Lee, 2004). Sentiment
analysis is used in many fields as a promising method, but it has not been used much in hospitality and tourism
(Philander & Zhong, 2016). However, interest has been increasing in tourism studies (Kirilenko et al., 2018). Fu et
al. (2019) claimed that sentiment is used as a synonym for emotion and attitude in tourism studies. According to Li
et al. (2020), emotional expressions in online reviews can be based on internal (e.g., the characteristics of reviewer)
or external factors (e.g., service quality). In the current literature, it is seen that online reviews were directly examined
within the scope of service quality in the fields of accommodation (Duan et al., 2016; Moro et al., 2020), airlines

(Lim & Lee, 2020), and restaurants (Mejia et al., 2020).

Duan et al. (2016) used sentiment analysis to divide online customer reviews into the five dimensions of
SERVPERF by measuring the hotel service quality, and they found that the size of tangibles had the highest number
of sentences with 69.66%. Moro et al. (2020) analyzed TripAdvisor reviews for the service quality of a high-end and
a low-end chain airport hotel operating in five different cities of Europe with latent Dirichlet allocation (LDA). The
authors identified seven important dimensions staff, reservation, cleanliness, transportation, value, schedule, and food

and beverage.

Lim & Lee (2020) analyzed online reviews written by passengers for airline services and they found that while
the most important dimensions were tangibles and reliability, the least important dimensions were assurance and

empathy. Mejia et al. (2020) analyzed restaurant reviews and determined five components, namely overall quality,
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wait times, food quality, responsiveness, and atmosphere, which reflect the characteristics of a restaurant, by using

the nonnegative matrix factorization technique, one of the topic modeling techniques.

In addition to the studies mentioned above, there are also some studies examining restaurant reviews on a technical
basis. Kang et al. (2012), for example, created a dictionary of sentiment classification containing unigrams and
bigrams from restaurant reviews. In addition, Zhao et al. (2016) developed the Service Quality Evaluation Model
algorithm to assess service quality through the user ratings in Yelp (restaurants and nightlife) and Duban (movie
reviews) datasets. Moreover, Akhtar et al. (2017) suggested Maximum Entropy (ME), Conditional Random Field
(CRF), and SVM to classify restaurant and laptop reviews with the Particle Swarm Optimization (PSO) method they
proposed for Aspect Based Sentiment Analysis (ABSA). Furthermore, Garcia-Pablos et al. (2018) used the reviews
on hotels, restaurants, and electronic devices in different languages (English, Spanish, French, and Dutch) for a

method proposal called W2VLDA based on topic modeling for domain aspect and sentiment classification in ABSA.

Although the main purpose of some studies examining restaurant reviews is not to determine the perception of
service quality, they have some findings related to the perception of service quality including satisfaction (Aktas-
Polat & Polat, 2022; Geler et al., 2021; Pantelidis, 2010), intention to revisit (Yan et al., 2015), restaurant aspects
extraction (Luo & Xu, 2019), the factors affecting the sentiment towards dining out (Tian et al., 2021), and customer

value (Kwon et al., 2020).

Determining the perception of service quality is a key issue for the restaurant industry. Especially in fine-dining
restaurants, it is crucial to determine service quality characteristics, since customers pay attention to service quality
as well as providing quality meals (Cheng et al., 2012). This study differs in terms of the method used by analyzing
online restaurant reviews with ABSA and LDA. Furthermore, this study used C4.5 and Gradient Boosted Trees
(GBT) unlike the studies that used NB and SVM for sentiment classification performance in restaurant sample

(Akhtar et al., 2017; Kang et al., 2012; Luo and Xu, 2019).

Online reviews are widely accepted due to their up-to-dateness and sample size (Luo et al., 2021). This study
handled online reviews as a source of information on service quality (Mejia et al., 2020) and focused on the perception
of service quality in FDRs. Despite the current studies, I wonder whether there are service quality dimensions to be
revealed by machine learning algorithms in online customer reviews. The study is trying to answer the following four

research questions (RQ):
RQ1: What are the topic models for the perception of service quality in FDRs?
RQ2: What is the customer sentiment polarity towards the topic models of service quality in FDRs?
RQ3: What is the best performing n-gram language model in the sentiment classification?
RQ4: What is the best performing supervised machine learning algorithm in the sentiment classification?
Material and Methods

The aim of this study is to model the perception of service quality in FDRs and to determine customer sentiments
towards service quality. Sentiment analysis can be performed in three different ways; at document level, sentence
level, and on an aspect basis (Feldman, 2013). Aspect Basis Sentiment Analysis (ABSA) used in this paper focuses
on the features or functions of products (Zhang et al., 2012). With ABSA, the entities and their aspects are initially
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identified and extracted in documents, then the sentiment polarities of these entities and aspects are determined
(Zhang & Liu, 2014). In this study, FDRs have been considered as the entity and focused on the second and third
sub-tasks. Latent Dirichlet allocation, one of the topic modeling methods, was used to determine the basic aspects of

the entity (Bagheri et al., 2014; Luo & Xu, 2019). Figure 1 shows the stages followed in the study.

ROI RQ2 RQ3-RQ4
D Cottat , Datg . Aspect Determining Model
) . ¢ . . .
ata Collection Elfbrlzr;)scfzi:;%i ;11111 Y Extraction: L » sentlmf?nt polarity —» Comparison and
of topic models Evaluation

Topic Modeling

Figure 1.The Stages of the Study

Data Collection and Preprocessing

I analyzed the customer reviews with topic modeling due to the existence of quality dimensions that could not be
directly obtained from the current review interface of TripAdvisor and therefore not measured (Korfiatis et al., 2018).
I obtained the data used in the study from the list of Best Fine Dining Restaurants-World published by TripAdvisor
(2021). The dataset of the study consists of 22,104 manually collected reviews in English between 2004 and 2021
for 25 restaurants operating in 16 countries. All transactions in the study were done with Knime Analytics Platform

4.3.1.
Aspect Extraction: Topic Modeling with LDA

Although the experiences of customers are different, the words they use combine when they assess a product’s
features (Hu & Liu, 2004). The detection of this association is important for feature detection expressed as the second
task of ABSA. For this task, I applied the LDA algorithm in the study. The number of topics is an important element
in topic modeling (Sutherland et al., 2020). Elbow method is used to determine the most suitable number of topics

for LDA (Aktas-Polat & Polat, 2022; Taecharungroj & Mathayomchan, 2019).
Determining Aspect Sentiment Polarity

Classifying a text containing opinions as positive and negative is called polarity classification (Pang & Lee, 2008).
In this paper, customers’ ratings were used to determine sentiment polarity (Pang et al., 2002), and while 4 and 5-
star ratings are labeled positive, 1, 2, and 3-star ratings are labeled as negative (Aktas-Polat & Polat, 2022;
Taecharungroj & Mathayomchan, 2019).

Comparison of Model Performances of Supervised Machine Learning Algorithms

In this study, the performance of sentiment classification was tested on the base of n-gram models. The most
common practice for n-gram, which refers to a word sequence that detects dependencies between words, is the use
of unigram, bigram, and trigram (Yousefpour et al., 2014). The system needs, in n-gram models, to look at the
previous n-1 words to predict the nth word (Bhuyan & Sarma, 2019). I have used unigram, bigram, trigram, and
quadrigram from n-gram language models. According to n-gram language models, the performance of sentiment

classification is tested with C4.5 developed for Decision Tree by Quinlan (1993) and GBT, one of the decision trees
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ensemble models, in addition to the NB algorithm (Kang et al., 2012; Luo & Xu, 2019) and the SVM algorithm used
for comparison in restaurant datasets (Akhtar et al., 2017; Kang et al., 2012; Luo & Xu, 2019).

I used the widely used k-fold cross validation (k-cv) method (Bengio & Grandvalet, 2004) to estimate the
prediction error in separating the data into training and test data. This method was run with the 10-fold cross
validation. According to Dey et al. (2018), the performance of algorithms is compared with the evaluation parameters,
namely Recall, Precision, F-measure, and Accuracy scores. Evaluating the results of sentiment analysis is
complicated by the fact that Cohen’s kappa is rarely used for performance evaluation (Kirilenko et al., 2018). Because
of this I evaluated Cohen’s kappa results for the performances of the algorithms in addition to other parameters. The
kappa (k) used as a measure of agreement is the interjudge agreement coefficient for nominal scales (Cohen, 1960).
The lower limit of k depending on the distribution of two reviewers’ judgments is between 0 and -1.00 while the
upper limit of it is +1.00 (Cohen, 1960). According to Landis and Koch (1977), the ranges of k can be labeled as
poor (<0.00), slight (0.00-0.20), fair (0.21-0.40), moderate (0.41-0.60), substantial (0.61-0.80), and almost perfect
(0.81-1.00) in order to provide useful benchmarks for the relative strength of agreement. A value above 0.40 can be

interpreted as adequate agreement (McHugh, 2012).

Results
Aspect Extraction: Topic Modeling for Service Quality

[ used the elbow method to determine the optimal number of topics for LDA, and 5 was determined by the method
as the elbow point. After this process, topic models related to the perception of service quality were determined by
LDA for RQ1. LDA assigned 22,095 out of 22,104 reviews to a topic. Table I presents the first 10 words representing
the topics generated by LDA with their weights.

Table I. Topic Models of Service Quality for FDRs

Service Experience Surprise Taste Food Kind

Term Weight Term Weight Term Weight Term Weight Term Weight
food 10216 food 13001 experience 10067 course 10265 dish 6819
restaurant 9772 restaurant 12248 food 8162 food 9573 course 3706
wine 7677 wine 11913 restaurant 4729 menu 8944 dessert 2756
service 7235 service 9156 course 3566 wine 7294 fish 2662
experience 4718 experience 7552 dish 3385  restaurant 6794 menu 2505
menu 4608 course 7187 meal 3337 staff 6788 meal 1681
course 4248 menu 6932 amazing 3324  experience 4653  restaurant 1667
meal 3345 meal 5042 service 3194 service 4296 main 1628
dish 2909 staff 4188 time 3071 meal 3657 cream 1626
excellent 2900 time 4084 staff 2979 tasting 3643 bread 1514

The more likely word in a topic model has more explanatory power (Lim & Lee, 2020). In labeling the topic
models, therefore, manual content analysis was performed by reading these word groups and the top 10 reviews with
the highest probability assigned to the relevant topic model (Guo et al., 2017; Sutherland et al., 2020). Moreover, in
the labeling phase, I focused on the distinctive words (Taecharungroj et al., 2021) marked as bold in Table I, for I

think they represent each topic model
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Topic Model 1: Service

Excellent is the distinguishing word of this model. According to the content analysis conducted, this topic model
emphasizes that service is the element that makes the experience unique. This emphasis is seen in the following
reviews assigned to the service topic model “It was just the top notch service that made this truly a meal to remember”

(id: 9982), and “The service is exemplary. Really, you feel so special eating there” (id: 18209).

Topic Model 2: Experience

There is no distinctive term for this model. According to the content analysis conducted, this model focuses on
the FDR experience itself. For example, a customer defined this experience as “I suppose it’s one of those things that
people who love fine dining have to try once-like climbing Everest because it’s there. It was definitely an experience”
(id: 290). In this topic model, the experience is defined as artistic, experimental, and creative that make the person

feel special.

Topic Model 3: Surprise

Amazing is the distinguishing term of this model. On the other hand, it was addressed that this topic model is an
extension of the previous topic model experience as a result of content analysis. In particular, the terms experience,
amazing, and time emphasize the content of FDRs for the surprises that are remembered. We can understand the
importance of surprises for customers from the following reviews: “It is difficult to explain why we loved the
restaurant so much without spoiling the surprises, I just think every foodie needs to experience the magic” (id: 10154),
and “I have to say I wished I couldn’t see what was happening on other tables as this did spoil the surprise slightly
when it was our turn” (id: 43). From the reviews assigned to this topic model, I have seen that the reviewers expressed
the confusion and emotional states they experienced because of the surprises they encountered during their

experiences in FDRs. I claim that this topic model can be associated with the psychological output of service quality.

Topic Model 4: Taste

Tasting is the distinguishing word of this model. According to the content analysis conducted, it was seen that the
fourth topic model is related to the taste of the dishes presented in FDRs. In particular, the terms course, food, menu,
wine, meal, and tasting emphasize the taste of each element offered to the customers in FDRs. The following reviews,
for example, show the importance that customers give to the taste of the dish they eat: “Hot bread rolls were brought
out next, made with Black Sheep ale, very tasty. And then followed course upon course of some of the most delicious
food I have ever eaten!” (id: 4922), and “The food-this is the reason for visiting and the menu, the tastes, the
presentation the matching wines were all exemplary. ... I loved the black pudding. I was tempted by the smoked eel

and scrambled eggs but resisted. ... Dislikes-none” (id: 10458).

Topic Model 5: Food Kind

The distinguishing terms of this model were found as dessert, fish, main, cream, and bread. According to the
content analysis conducted, it was seen that the fifth topic model is related to the food kind. The following reviews
show that customers emphasize the food kinds: “The mock turtle soup served next was another old dish, but today

seemed less impressive than its previous version, technically clever but lacking depth of flavour” (id: 12762), and
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“For desserts we ate the home made knaffe, creme briilée, hel ice cream. We also had the anis grapefruit sorbet but
it was a bit odd for me” (id: 16884).

Sentiment Polarity of Topic Models

I used customer star-rating in the sentiment classification of topic models regarding service quality for RQ2. Table
II presents the distribution of positive and negative reviews in each topic model.

Table II. Sentiment Polarity of Topic Models

Topic Models lée:liflvtv . Positive A . Negative oA
Service 5182 4994 96.4 188 3.6
Experience 6820 6239 91.5 581 8.5
Surprise 3835 3579 933 256 6.7
Taste 4729 4395 92.9 334 7.1
Food Kind 1529 1337 87.4 192 12.6

According to Table II, while service is the topic model with the highest rate of positive sentiment, food kind is
the topic model with the lowest rate. In parallel with this, service is the topic model with the lowest rate of negative
sentiment while food kind is the topic model with the highest rate. Morevover, according to review count, experience

(30.9%) was the most important topic model while food kind (6.9%) was the least important topic model.

Model Comparison and Evaluation

For RQ3 and RQ4, sentiment classification based on star ratings was tested with SVM, C4.5, NB, and GBT

algorithms based on n-gram language models. Table III presents the performance results of the algorithms.

According to Table III, while the average values are between 57.3%—81% for recall, 60.8%—-80% for precision,
and 60%—70.5% for F-measure in unigram, they are between 58.7%—70.8% for recall, 60.1%—82.2% for precision,
and 60%—74.5% for F-measure in bigram. Moreover, in trigram, the average values are between 57.9%—67.4% for
recall, 59.5%—81.9% for precision, and 59.1%—71.5% for F-measure while they are between 57.2%—65.5% for recall,
60%—80.6% for precision, and 59.5%—70.1% for F-measure in quadrigram.

According to the average values, the highest performing algorithms were SVM, GBT, and SVM in unigram and
bigram while NB, GBT, and SVM were in trigram, and NB and SVM, SVM, and SVM were in quadrigram.
Nevertheless, in all the language models, GBT, C4.5, and C4.5 were the lowest performing algorithms for recall,
precision, and F-measure respectively. In terms of the language models, the accuracy values are between 89.8%—
94.1% for unigram, 86.8%—94.4% for bigram, 88.3%-94.3% for trigram, and 89.8%-94.1% for quadrigram. SVM
provided the highest accuracy value in all the language models. Nevertheless, NB provided the lowest accuracy value

in unigram, bigram, and trigram while C4.5 provided the lowest accuracy in quadrigram.

Table III. Model Comparison

N-gram
Algorithm  Sentiment Unigram Bigram
R P F1  Accuracy K R P F1  Accuracy K
POS 95.1 98.8 96.9 98.3 95.8 97
SVM NEG 66.9 329 44.1 94.1 41.4 43.2 65.4 52 94.4 49.2
AVG 81 65.9 70.5 70.8 80.6 74.5
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Table III. Model Comparison (cont.)

POS 95.3 94.3 94.8 94.5 94.4 94.4

C4.5 NEG 233 274 252 90.3 20 255 25.8 25.6 89.6 20.1
AVG. 59.3 60.8 60 60 60.1 60
POS 93.8 95.2 94.5 89.7 95.8 92.6

NB NEG 36.6 31 33.6 89.8 28.1 47.3 25.8 334 86.8 26.7
AVG 65.2 63.1 64.1 68.5 60.8 63
POS 99..4 93.9 96.6 99.4 94.1 96.7

GBT NEG 15.1 659 246 93.5 22.5 17.9 70.2 28.6 93.7 26.5
AVG 573 80 60.6 58.7 82.2 62.7

. . Trigram Quadrigram

Algorithm — Sentiment —5 P F1 _ Accuracy & R P F1 _ Accuracy _ k
POS 98.8 95.3 97 98.7 95.1 96.9

SVM NEG 34.7 67.8 45.9 94.3 43.2 323 66 433 94.1 40.6
AVG 66.75 81.6 71.5 65.5 80.6 70.1
POS 94.8 94.2 94.5 94.8 94.3 94.5

C4.5 NEG 22.6 24.8 23.7 89.8 18.2 23.7 25.7 24.6 89.8 19.2
AVG 58.7 59.5 59.1 59.3 60 59.5
POS 91.7 95.5 93.6 93.8 95.2 94.5

NB NEG 43.1 28.2 34.1 88.3 28 37.2 31.3 34 89.9 28.6
AVG 67.4 61.9 63.9 65.5 63.3 64.3
POS 99.5 94 96.7 99.4 93.9 96.6

GBT NEG 16.2 69.7 263 93.6 243 15 67.1 24.5 93.5 22.5
AVG 57.9 81.9 61.5 57.2 80.5 60.1

Note. POS = Positive; NEG = Negative; AVG = Average

In terms of the language models, Cohen’s kappa values are between 20%—41.4% for unigram, 20.1%—49.2% for
bigram, 18.2%—43.2% for trigram, and 19.2%-40.6% for quadrigram. Based on the division proposed by Landis and
Koch (1977), in terms of Cohen’s kappa statistic, SVM can be expressed as the highest and C4.5 as the lowest
aggrement algorithms in all language models. Furthermore, SVM was the only algorithm that performed above 0.40

which is the lowest value for adequate agreement (McHugh, 2012) or higher.

According to Table III, the best language model based on average precision, F-measure, accuracy and Cohen’s
kappa statistic was bigram followed by trigram, unigram, and quadrigram respectively. In bigram, SVM achieved
the best results with an average F-measure of 74.5%, accuracy of 94.4%, and Cohen’s kappa statistic of 49.2%.
Moreover, GBT was the best algorithm in terms of 82.2% average precision. This situation can be explained by the
fact that GBT was the algorithm with the lowest recall rate for negative. Nevertheless, SVM achieved the best
performance with an average recall result of 81% in unigram followed by bigram, trigram, and quadrigram
respectively. In terms of recall values, the highest value for negative was SVM with 66.9% in unigram while NB
with 47.3% in bigram. The negative recall score of SVM showed a decrease by 23.7% in bigram compared to

unigram, 8.5% in trigram compared to bigram, and 2.4% in quadrigram compared to trigram.

For RQ3, bigram was determined as the best performing n-gram language model for sentiment classification of
online customer reviews for FDRs. However, in terms of sentiment classification, SVM was identified as the highest

performing supervised machine learning algorithm for RQ4.

Discussion and Implications

In this study, I acted with the idea that although customer reviews are independent from each other, they are
written around a common thought (Hu & Liu, 2004). I think that service quality in FDRs can be interpreted through

online customer reviews. I found five topic models for service quality with LDA used for aspect extraction in ABSA.
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In terms of SERVQUAL (Parasuraman et al., 1988) and DINESERV (Stevens et al., 1995), service is an extension
of assurance and empathy; experience is an extension of all the service quality dimensions; surprise is an extension

of responsiveness and empathy; and taste and food kind are the extensions of tangibles dimension.

While taste, one of the topic models determined in this study, overlaps with the food factor dimension of DinEX
(Antun et al., 2010), food kind coincides with food variety, one of the dimensions of TANGSERYV (Raajpoot, 2002).
Moreover, service topic overlaps with DINESCAPE’s service staff dimension, which refers to the employees who
make customers feel good (Ryu & Jang, 2008), as well as DinEX’s social factor and service factor dimensions (Antun
et al., 2010). According to the functional and technical quality definition of Gronroos (1984), service, experience,
and surprise can be interpreted as functional quality elements while taste and food kind as technical quality elements.
Moreover, when I assess the topics of this study on the basis of the quality classification of Hwang and Ok (2013), I
can express that service and experience indicate interactional quality; taste and food kind indicate outcome quality;
and surprise indicates the intersection point of interaction and outcome qualities. Furthermore, in terms of Wall and
Berry’s (2007) functional, mechanic, and humanic clues, I can state that taste and food kind are functional; experience

is mechanic and humanic; and service and surprise are humanic clues.

Kim et al. (2003) found that high average-spending diners expect individual attention. This study’s topic models,
especially service, experience, and surprise support them. In addition, I claim that experiencing unforgettable
moments matters to FDR customers, and these moments will make customers feel good psychologically. Therefore,
the recommendation of the study for surprise, one of the topic models derived from this study, was psychological
quality. I can define psychological quality as the quality dimension of service that addresses a customer’s mental
state. Although psychological quality is similar to the emotional comfort category proposed by Johns and Howard
(1998), it refers to psychological well-being beyond emotional comfort. Psychological quality is attributed some
symbolic meanings such as status, dignity, prestige, and self-realization that respond to psychological needs through
food (Aktas-Polat & Polat, 2020). Moreover, psychological quality refers to the psychological well-being
accompanying the sense of delight experienced by customers with the surprises offered in FDRs. In addition, I can
define surprises as key factors mediating the psychological well-being of customers. In this respect, I support Johns
and Howard’s (1998) assertation that the list has not yet been completed, and new service quality determinants are

waiting to be discovered.

I also found that the most crucial topic model for customers in FDRs was experience followed by service, taste,
surprise, and food kind respectively. This result also shows that food kind is not more important than the factors like
service, taste, and surprise for FDR customers. Moreover, I determined that the most positive sentiments were
directed to service by the customers while the most negative sentiments were directed to food kind. Furthermore,
with the findings of this study, the collection of the most negative sentiments in food kind indicates that this feature
is a confusing element for some customers in FDRs. In this respect, this study supports the claim expressed by

Knutson et al. (1996) that a restaurant has little room to exceed expectations but has too much room to fail.

In the restaurant sample, I found that the highest performance was achieved by SVM in bigram, one of the n-gram
language models. This result verifies the debate (Pang & Lee, 2008) whether high-order n-grams are useful
properties. In the restaurant sample, Luo and Xu (2019) found that the performance of SVM + Fuzzy Domain
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Ontology algorithms is higher together. Akhtar et al. (2017) found that the Conditional Random Field algorithm
provided the highest performance followed by SVM. Kang et al. (2012) found that the unigram + bigram feature for
sentiment analysis can be effective for the sentiment dictionary performance including unigrams and bigrams in the
sample of restaurant reviews, and that the improved Naive Bayes algorithm they suggest achieves better than the

SVM algorithm.

To the best of my knowledge, the n-gram language models (unigram, bigram, trigram, and quadrigram) were used
for the first time in this study for the best model in a restaurant sample, and Cohen’s kappa was used in addition to
other parameters (recall, precision, F-measure, and accuracy) in performance measurement. In this perspective, this
paper combines the fields of hospitality and informatics by examining the issue from a technical perspective, as well

as the usefulness of online restaurant reviews for the hospitality industry.

This paper provides some practical contributions to FDRs to understand their customers’ sentiments and thoughts.
First, ABSA can be used as a tool to assess the business and its products or services from the customers’ perspective.
This tool can also be a source of feedback for understanding the customer’s expectations from the business and
detecting the good and bad practices applied by the business and its competitors. In addition, the topic models
determined in this study regarding the perception of service quality for FDRs constitute the communication process
between businesses and customers. Moreover, monitoring of online portals customer reviews are posted and
reputation management to be carried out through these portals will facilitate the communication process.
Furthermore, price was not over emphasized among the topic models obtained in this study, so I can state that price
is not one of the priorities of customers in FDRs. In other words, customers are willing to pay a high price by focusing
on experience in FDRs. In this perspective, it will be a useful management approach for FDRs to present services
beyond customers’ expectations leading to unforgettable moments and the psychological quality suggested by this

study.

Limitations and Future Studies

This study has some limitations. First, the research is limited to 25 restaurants ranked in TripAdvisor’s Best Fine
Dining Restaurants-World. The study can be repeated by using different online platforms in the sample of FDRs or
other concepts related to food and beverage. Second, although TripAdvisor offers reviewers to enter this information,
it is not a requirement. Due to the lack of this information for the entire dataset, I could not compare the reviews in
terms of demographic variables. Third, the density of the dataset makes it difficult to analyze the topic models for
the perception of service quality in detail. For the detailed analysis of topic models, each topic model can be a separate
research topic in future studies. Fourth, in the performance test for sentiment polarity, the fact that the positive labeled
data was more than the negative labeled data made it difficult to predict the negative labeled data for the controlled
machine algorithms. In order to overcome this problem, the reviews of these two sentiments can be examined in close

proportions in future studies.
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INTRODUCTION

The effect of music on human behavior has been a subject of research in different disciplines for an extended
period of time. Especially for businesses in the service industry, it can be said that music is the least expensive and
easily changeable ambiance factor (Caldwell & Hibbert, 2002). Although the effects of music on purchasing behavior
(Ding & Lin, 2012), waiting time and customer satisfaction (Eroglu, Machleit & Chebat, 2005) have been studied in
the retail sector, the number of studies on the effects of music in the food and beverage industry is relatively limited.
It is also seen that there is no consensus over existing studies. Eating and drinking behavior can be significantly
affected by environmental factors as well as sensory qualities and tastes (Spence et al., 2014). Therefore, more

research is needed specifically on the effect of environmental factors.

Becoming distinct and providing experience-based services to customers is increasingly gaining importance in
restaurant businesses. The customers, as well, evaluate their service experience with environmental factors.
Generally, the concept of environment is used as a term expressing both the physical environment in which the
service is produced, and the interaction between the customer and employees, as well as other customers, are made.
Environmental factors are usually defined as the atmosphere. Kotler (1973) defines atmosphere as a: conscious
designing of space to create certain effects apprehended by our five senses, giving an idea about the quality of the
environment, and enhancing the purchase probability of the consumer. According to the “Servicespace” model of
Bitner, the environment is made up of tangible and intangible dimensions. One of these dimensions is the ambiance.
The ambiance is an intangible background factor such as music, smell, temperature, lighting, and sound that is
invisible to the eye but affects the subconscious mind (Baker, 1987). Various studies have defined the concept of
ambiance as an essential component that creates the business atmosphere (Baker, 1987; Bitner, 1992; Ryu & Jang,
2007; Heung & Gu, 2012) and concluded that it is one of the most important factors affecting the purchasing decision
(Ryu & Jang, 2008). It has been seen in many studies that factors such as music (Milliman, 1986), temperature (Bell
& Baron, 1977), smell (Michon, Chebat & Turley, 2005; Guéguen & Petr, 2006; Biswas & Szocs, 2019), and lighting
(Biswas et al., 2017; Sahin & Yazicioglu, 2020) which are among the ambient factors, can affect customer experience,

customer satisfaction, revisiting intention, and sales amount.

Music forms part of the concept of ambiance, along with lighting, design, temperature, color, and other
environmental factors. It has been claimed that music affects cognitive and emotional processes by influencing
information processing, emotional and physiological changes, psychological state, and classical conditioning
process, and thus has the feature of influencing human behavior (Bruner, 1990; Sloboda & Juslin, 2001; Caldwell &
Hibbert, 2002).

It has also been shown that the musical style and the physical dimensions of the music (e.g., tempo, rhythm, pitch,
and volume) have a significant impact on customers' behavior (Garlin & Owen, 2006; Mattila & Wirtz, 2001).
Consequently, its effects on customer behavior, especially in the retail industry, have been the subject of many studies

(Eroglu et al., 2005), however, its relationship with eating behavior has been relatively less studied.

It has been stated that structural and sensory factors can be taken into account in determining the background
music to be used in businesses. The structural factor refers to the objective and observable features of music such as
tempo, rhythm, mode, and harmony. The sensory factor refers to factors such as the consumer's age, gender,

occupation, and musical knowledge (Herrington & Capella; 1994). When the studies conducted on music are
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evaluated, it is seen that the tempo, volume, mode, pitch, rhythm, and harmony of music (Bruner, 1990) and the
existence of music, as well as how these elements affect behavior or perceptions are generally chosen as the subjects
of study. In the meta-analysis, in which 56 studies on music in the field of tourism and hospitality were evaluated,
research topics were gathered in five dimensions. These dimensions are the presence/absence of music, musical
tempo, music volume, music congruence, and music liking (Trompeta et al., 2022). Musical tempo (beats per minute),
which is the subject of this research, is stated as one of the most important factors affecting our cognitive and
emotional responses (Dalla Bella et al., 2001; Khalfa et al., 2008). It has been shown in various studies that tempo
affects the information processing process, emotions, and mood (Pantoja & Borges, 2021). It is suggested that music
played at fast and slow tempos has different effects on our mood. For example, it is claimed that fast-tempo music
increases stimulation level (Kellaris & Kent, 1993; Schubert, 2004; Dillman Carpentier & Potter, 2007) and indirectly

leads to arousal and approach motivations (Cheng, Wu &Yen, 2009).

The effect of the tempo of the music, that is the music played slowly or quickly on the eating behavior has also
been a subject of curiosity and research. In a study conducted for this purpose, a significant effect of the tempo of
the music on the total eating time was not detected. However, it has been observed that the number of bites per minute
increases at a fast tempo, therefore music affects the eating speed (Roballey et al., 1985). Milliman (1986) also stated
in his research that slow-tempo music -perhaps because it creates a relaxing atmosphere- prolongs the stay in the
restaurant and leads to the consumption of more alcoholic beverages. However, in this study, the effect of the tempo
of music causing more spending was only confirmed for beverages. According to Milliman, slow-tempo music can
lead to increased approach behaviors, which can lead to spending more money and time. There are also studies
claiming that slow-tempo music increases not only the amount of money spent on beverages but also the amount of
money spent on food. According to another study, people spent an average of 13 minutes 56 seconds more in slow-
tempo music compared to fast-tempo music (Caldwell & Hibbert, 1999). In a study conducted by Stafford & Dodd
(2013), the beverage consumption of female participants between the ages of 18-28 was evaluated in slow-tempo,
fast-tempo, and no-music conditions. Although the expectation was an increased alcohol consumption in the fast-
tempo condition, the results found that more alcohol was consumed in the conditions with music, regardless of the
tempo, compared to the condition with no-music. In another study examining soft drink consumption in fast-tempo
and slow-tempo music environments, it was concluded that soft drinks were consumed faster in fast-tempo conditions
(McElrea & Standing, 1992). However, since there was no control condition without music in this study, there cannot
be a comparison with the no-music condition. Another study on the influence of music tempo and music preference
on consumer behavior analyzed the extent to which these two variables affect actual and perceived time spent eating,
the amount of money spent, and the outcomes in terms of enjoyment of the experience and future behavioral
intentions. The results have shown that music preference explains actual time spent eating better than the musical
tempo, although neither variable has a significant effect on the perceived time. Similarly, it was concluded that the
music preference had an effect on the amount of expenditure, and the tempo had no effect. This study emphasizes
that music preference is important in restaurants, but the effects of musical tempo are insignificant (Caldwell &
Hibbert, 2002). Additionally, another study, which reported that the eating time increased when there was music
compared to silence and that the tempo of the music was effective during eating time, suggested that fast-tempo was

associated with positive mood states and could positively affect purchase intention (Pantoja & Borges, 2021).
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In this study, the “musicscape” (Oakes, 2000) model, which was adapted from Bitner’s (1992) “servicescape”
model and focused only on the music variable, was employed. This model was developed by analyzing the effects of
manipulating the structural elements of music in a service environment in the light of literature information.
Musicscape, unlike servicescape, doesn't analyze the behavior of both customers and employees but focuses solely
on the impact on customer behavior. It is considered that music can affect the emotional state and purchase intention

of the customer (Alpert & Alpert, 1990) and facilitate reaching the goals of the business (Oakes, 2000).

The aim of this study is to measure the eating speed of participants in fast-tempo, slow-tempo, and no-music
conditions and to determine whether musical tempo has an effect on eating time. According to a meta-analysis by
Behne (1999), approximately one-third of the studies conducted on music don’t reveal significant findings, while
one-third reveal inconsistent findings. Despite the fact that various studies have been conducted on the subject after
Behne's (1999) study, it is thought that the effect of music should be examined with more studies. It is seen that the
number of studies that will affect the activities of food and beverage businesses is quite limited. In this study, it is
aimed to contribute to the literature by researching whether the tempo of the music, which is among the most easily
manipulated ambiance factors (Hosea, 2004 as cited in Garlin & Owen, 2006), being a relatively little-studied subject,

affects the eating and drinking time in the restaurant environment.
Material and Methods

This study was conducted in an actual restaurant environment in Istanbul with 30 volunteer participants (15
female, 15 male) selected by snowball sampling method on 17-18 April 2018. Before the study, it was confirmed
that the participants did not have any health problems or food allergies that could prevent the study, and they were
informed not to eat anything 4 hours before the study and notified to come to the restaurant with an empty stomach
at the appointed time. The study was conducted in a high-class restaurant environment in Istanbul. EEG
(Electroencephalography) and GSR (Galvanic Skin Response) devices were used along with observations as data
collection methods. EEG and GSR devices are neuroimaging tools that are widely used in neuromarketing studies to
understand consumer behavior. The EEG device is the recording of electrical changes that occur spontaneously
during the activities of the brain or that develop due to a stimulus, through electrodes. The GSR device, on the other
hand, is a test for measuring the effect of emotional stimulation on the skin. In studies using neuroimaging tools, a
sample size of 30 is considered to be sufficient (Sands, 2009; Bercea, 2012). A predetermined main course (meat,
garnish, and rice) and a beverage were served to all participants. Participants were divided into 3 groups of 10 people.
Group 1 (control group) ate the food served in the absence of music. Group 2 ate in the condition of music playing
at a fast-tempo, and Group 3 in the condition of music playing at a slow-tempo. Based on previous researches in
determining the tempo of the music, 72 bpm (beats per minute) was used for slow-tempo and 94 bpm was used for
fast-tempo condition as a reference (Milliman, 1986; Caldwell & Hibbert, 2002) and Audacity 2.0 software was used
to determine the tempo of the music used. “Little Walter Rides Again” by Medeski Scofield Martin & Wood was
chosen for the fast-tempo condition and “Blue and Sentimental” by Oscar Peterson was chosen for the slow-tempo

condition. In order to prevent the lyrics from having any effect on the participants, instrumental pieces were chosen.

Each participant ate alone and with their backs turned against other customers in a section reserved for the
experiment, which was included in the atmosphere of the restaurant but where they were prevented from interacting

with other customers. In this way, it was aimed to prevent the study from being affected by other customers and any
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other situation in the restaurant. Before the experiment, the music to be used in the study was saved to the music
system of the restaurant, and during the experiment, adjustments were made at the same volume under fast and slow
tempo conditions, and a person was assigned to stand by the system in order to intervene in a possible problem. The
same music has been played until the participants' meal was finished. In the calculation of the mealtime, the starting

point was the serving of the meal to the table, and the endpoint was the participant's stopping of eating.

Primarily, a pilot study was conducted with 6 people in the business where the research would be conducted. 3 of
the participants were male and the 3 others were female. After the participants were informed about the study, they
were taken to the area where the study would be conducted. EEG and GSR devices, which were to be used in the
study, were fitted to the participants, and their comfort levels were asked. After making sure that they did not feel
any physical discomfort, the necessary calibration procedures were carried out. The researcher observed the
mealtimes of the participants during the experiment and took notes. Since no problems were detected in the pilot

study, the actual study was started.
Results

In order to examine whether the music in the restaurant has an effect on the eating times of the participants, a one-
way analysis of variance (One- Way ANOVA) was carried out on the eating times of the participants who ate in three
different musical environments (no-music, slow-tempo music, fast-tempo music). Analysis of variance results has
shown that the background music had no significant effect on participants' eating times, F (2.29) = .72, p > .05, np2=
.05. Participants in the slow-tempo music group (Avg = 386.00, SS = 135.74), participants in the fast-tempo music
group (Avg = 357.90, SS = 88.76), and participants in the no-music control group (Avg = 323.40, SS = 120.25)
completed their meals in similar times. In other words, the tempo of the background music did not significantly affect

the participants' eating times.

Table 1. Eating time according to the music conditions

400
390 386
380
3 370
5 357,9
8 360
[}
& 350
[J]
£ 340
‘%2 330 323,4
£ 320
“ 310
300
290

Slow-tempo Fast-tempo No-music
Music conditions

In order to determine the emotional engagement, attention, memory, and cognitive load levels of the participants,
the data obtained from the EEG and GSR devices were analyzed and visualized with a commercial software
(Smartlook Analytics, 2019). As a result of the analysis, the emotional engagement, attention, memory, and cognitive
load scores of the participants in the no-music, fast-tempo music, and slow-tempo music conditions are shown in

Table 2.
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Table 2. Neurometric parameter measures of the participants according to the music conditions.
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Considering the parameter scores, no significant difference apart from the software threshold score of 5 was

observed in any parameters.
Discussion

In this study, although the researcher's expectation was a longer eating time in the slow-tempo condition compared
to the fast-tempo and no-music conditions, the results of the experiment have shown that there was no significant
difference in terms of eating times in all three conditions. In this way, this study differs from the results found in
certain studies in the literature that measure the tempo of the music and the eating time and length of stay in the
restaurant. For example, Roballey et al. (1985) observed that the number of bites per minute increases at fast-tempo
music, and thus the tempo of the music affects the eating time. Although the number of bites per minute was not
measured in this study, no significant difference was observed in the total eating time. In the research of Milliman
(1986), who is one of the pioneers of this subject, it has been stated that the time of finishing the meals and staying
in the restaurant is prolonged under slow tempo music conditions. However, in the current study, the total staying
time was not calculated, although the staying time was also not interfered with since the participants ate a certain
menu. Nevertheless, when evaluated in terms of finishing the meal, the effect of the slow-tempo music condition was
not observed. In the study of McElrea & Standing (1992), it was determined that soft drinks were consumed faster
in the fast-tempo condition, but it is not possible to make a comparison in this study, since there was no control
condition without music. Research conducted by Mathiesen, Mielby, Byrne, & Wang (2020) suggests that the slow-
tempo condition (45 bpm) differs significantly from the fast-tempo condition (180 bpm) on eating time. However, in
this study, a comparison is not considered a sensible option because there was no control condition without music
and the bpm values were different from the current study. The above-mentioned studies show that the tempo is related
to the time spent in the restaurant. However, it is controversial whether the tempo or the customers liking the playing
music affects the eating time (Mathiesen et al., 2020). In addition, it is seen that some of these studies do not have a
control condition without music (McElrea & Standing, 1992). It is unclear whether the no-music condition affected
the results. Meanwhile, the results of the meta-analysis of 11 studies conducted by Trompeta et al. (2022) in the fields

of tourism and hospitality which were related to the tempo indicated that the tempo does not have a significant effect
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on total consumption and length of stay. Although Caldwell & Hibbert (1999; 2002) stated that more time was spent
in the restaurant under the slow-tempo music condition, it was not stated whether the participants ate a predetermined
meal or made their own selection from the menu. Therefore, the general sitting time was calculated, but the time
spent solely on eating was not calculated. In this respect, the two studies differ, however, they are similar to the
results of Caldwell & Hibbert (2002) who shared the conclusion that the music preference in restaurants is more
important compared to the tempo. In the study of Stafford & Dodd (2013), it has been concluded that music
preference is more effective on eating time than tempo. Although music preferences were not examined in this study,
the subject of whether music preferences or the tempo of the music affects the eating time emerges as a subject that
needs to be investigated further. When the participants' data obtained from neuromarketing tools are interpreted, it is
difficult to say that there are significant changes among the parameters for all three conditions. The relatively higher
memory score in the slow-tempo music condition could signify that this experience was more likely to be
remembered. It is seen that the cognitive loads of the participants increased the least in the condition with no-music
and the most in the fast-tempo condition. It can be said that the participants were not exposed to complex stimuli in
the no-music condition and did not experience any stress. It is also seen that the attention parameter is slightly higher
in the no-music condition compared to other conditions. Increased attention doesn't always indicate that positive
emotions are triggered. Attention can also increase with the flow of the music, the words used in the dialogue, their
effects, etc. (Neuromarketing Research Report, 2018). In the no-music condition, participants may have been more
influenced by external sounds and dialogues. The fact that the emotional engagement level has increased in the fast-
tempo condition compared to other conditions can be explained by the increase in emotional bond at the points where

brain activation increases (Khushaba et al., 2013).
Conclusions

This study has been aimed to contribute to the evaluation of the subject from the perspective of gastronomy by
measuring the effect of musical tempo on the eating time in the restaurant environment. At the same time, it aims to
help clarify the contradicting ideas about the effect of musical tempo on eating time in the literature. Although this
study provides a different perspective to the literature, it has some limitations. Primarily, the participants in the study
ate their meals alone. In order to better evaluate the effect of tempo on eating time, it is considered that it would be
appropriate to repeat this study in a situation where the participant is not alone and to re-evaluate the results without
the condition of being alone. Secondly, 72 bpm for slow-tempo music condition and 94 bpm for fast-tempo music
condition were tested in the study. The effect of tempo on participants' eating times can be examined in slower and
faster tempo conditions. In this way, which tempo level is the most suitable range for businesses can be understood.
In addition, a predetermined menu was given to the participants by the researcher. The effect of the tempo on the
eating time of the participants on the foods they independently choose is another subject that can be studied. The
effect of the relationship between music preferences and musical tempo on eating times may be the subject of another

study.
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INTRODUCTION

Over the centuries, many events such as exhibitions, fairs, and festivals with business, sporting, and cultural
content have been organized (Mair & Whitford, 2013). Among these events, both international and national, regional
and local festivals attract attention. The well-attended festivals benefit the communities in which they take place in
many ways. For this reason, towns, villages, and cities share their culture, environment, and spending opportunities
with visitors by promoting festivals every day (O'Sullivan & Jackson, 2002). Local festivals have an economic saving
feature for rural areas. These activities also improve domestic tourism mobilization. Local festivals provide many
contributions to the public not only economically but also socially and psychologically (Gézge¢ Mutlu, Avcikurt &
Filiz, 2020).

The word "festival" is derived from the Latin word "festivus", taken from Anglo-Norman French (Srikanth &
Ram, 2013). From a cultural and anthropological point of view, festivals are sacred and/or religious celebrations.
There are various expressions in this sense in the literature (Choi, Kang & Kim, 2021). Festivals are a kind of themed
special events with a formal program, open to the public, rooted in history, anthropology, or natural aspects (Getz &
Page, 2016), that provide participants with celebration and enjoyment feelings (Ma & Lew, 2012). Festivals, which
provide people with the opportunity to get away from daily life and experience different places (Cheng, Liu & Bi,
2021), are both the result and the presenters of the cultural identity of the places they take place in, if they are
considered traditionally (Varotsis, 2006). Festivals cover social cohesion, culture, religion, locality, food and drink,
music, art, and regional and experiential themes (Maeng, Jang & Li, 2016). Historically, the way festivals celebrate
special occasions has been through art, ritual, and festivity. Furthermore, festivals are viewed as social gatherings
that objectify people's collective hopes and dreams while also providing a vital opportunity for a unique experience
in their social lives (Earls, 1993 as cited in Arcodia & Whitford, 2006). Festivals often benefit from a community's
cultural identity and contribute to defining its sense of place. They also stimulate the fixed historical architecture and
nature of a place. In this sense, festivals are often related to the built and preserved history of the places where they
take place. Therefore, attending or being interested in a festival is an experience that distances people from everyday

life and also offers socio-cultural and personal opportunities, compared to a non-festive event (Ma & Lew, 2012).

Festivals as tourist attractions are always used to bring tourists to destinations. In addition, there is a relationship
between the growth of festivals and the increase in touristic demand. In current usage, the concept of festival tourism
is similar to the term well-developed event tourism. When festivals are used in this sense, they refer to consciously
created marketing tools by considering city branding/place positioning/destinations (Quinn, 2006). Also, destinations
frequently employ festivals as a marketing tool as well as a way to increase tourist satisfaction and loyalty (Cheng,
Liu & Bi, 2021). For this reason, cities with rich historical heritage are trying to expand the cultural attractions they
offer day by day by entering the field of cultural entertainment and festivals to improve the region's image and appeal
to a wider section of tourists (Herrero et al., 2012). Festivals have become a significant tool for economic
development both through tourism and the redesign and rebranding of cities and regions as modern cultural hubs (Ma
& Lew, 2012). Therefore, they contribute to the economy, the city's cultural productive fabric, and the income
circulation among the various relevant economic stakeholders (Del Barrio, Devesa, & Herrero, 2012). However,
festivals' indicated benefits have been questioned and their effects on sustainability have been attempted to

understand due to concerns about the negative consequences of tourism, which is believed to be a significant value
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in income-generating aspects, employment generation, and economic development (O'Sullivan & Jackson, 2002). It
is thought that there is a positive symbiosis between festival tourism and sustainable development (O'Sullivan &
Jackson, 2002). Sustainability has rarely been investigated in the festival literature. Until the early 2000s, researchers
paid little attention to whether festivals could provide an effective tool for sustainable tourism (Quinn, 2006).

Therefore, it is crucial to focus on the relationship between festivals and sustainable tourism.

Local festivals contribute to the social, political, cultural, and economic environments with a liveliness and
tourism activity to the rural areas where they are organized. Local events, which provide key opportunities for
extending tourism activities over a 12-month period and diversifying touristic products, also help the region promote
itself, create an image, and increase its tourism share (Baysal, Ozgiire & Ceken, 2016). Achieving these stated
benefits can only be possible with sustainability. Festivals that are organized or implemented without a clear

understanding of sustainability cannot fully present the aforementioned contributions.

Festival tourism, with its focus on community development and local environments, is one of the most sustainable
forms of tourism development, as it requires a balanced approach by nature (O'Sullivan & Jackson, 2002). It is
important to evaluate the relationship between local festivals and sustainable tourism development in terms of
participants, organizers, and local people because this allows festivals to make social, cultural, physical, and
economic contributions at the maximum level. The highest benefit of local festivals to the place where they are held
can be achieved with the understanding of sustainability and various strategies. In this study, the contribution of local
festivals within the framework of sustainable tourism is discussed. It is aimed to make a general evaluation with the

information obtained.
Methodology

Local festivals, sustainability, and the effects of local festivals were discussed in this research utilizing and a
general assessment of the sustainability and contributions of local festivals was made using the obtained information.
In this research, which aims to evaluate the contributions of local festivals within the scope of sustainable tourism, a
qualitative research method based on document analysis was used. Document analysis have been an important

element in qualitative research.

Especially in recent years, there has been an increase in the number of researchand articles that mention document
analysis as part of the methodology (Kiral, 2020). In the study, first of all, a conceptual framework was created on
local festivals, the sustainability of local festivals and their contributions. In the research, written and visual
documents consisting of newspapers, magazines, books, statistics, articles and internet resources related to local
festivals were used as data collection tools. Key words that integrate with the subject and summarize the main lines
of the subject very well have been chosen (Kozak, 2015). In line with the data obtained from secondary data sources,
the sustainabiliy and contributions of local festivals to the region were evaluated. The information obtained is given

in the findings section.
Findings

In this section, first of all, information about local festivals and their sustainability will be given. In addition, the

findings about the positive and negative effects of the festivals on the region will be presented.
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Local Festivals and Sustainability

Ma and Lew (2012) define festivals and festival tourism in four separate contexts that arise from historical (or
temporal) and geographical (or spatial) situations of special events. These are local heritage festivals, local modern
festivals, national heritage festivals, and global modern festivals. All these festivals are strongly based on tradition
and place. Local festivals are created from regional characteristics and various historical, cultural, and artistic
resources to generate positive economic effects (Choi, Kang & Kim, 2021). Such celebrations contribute to local
economic development. These festivals, especially organized on a regional scale, can be described as big markets. In
addition to products' promotion in these markets, a financial income is provided through their sale. In this context, a

local product has a beneficial impact on the public due to its economic and promotional worth (Gode & Yigit, 2017).

Festivals are divided into local heritage festivals and local modern festivals. Local heritage festivals are defined
as festivals that are shaped by the representation of local identity and authenticity, promoted and evaluated according
to these issues. Local heritage festivals are highly likely to promote authenticity, as they are based on both geography
and history. These celebrations carry symbolic meaning and significance related to the local sense of place and
represent the classic definition of festivals. However, cultures are dynamic and constantly changing. At this point,
local modern festivals come into play. Local modern festivals are festivals through which local communities
continually create new ways to celebrate life. These events still add to the local identity, but there is more of a focus
on entertainment rather than on authentic copies of traditions. These events are less serious but more fun than local
heritage festivals (Ma & Lew, 2012). Therefore, local festivals are a complex cultural phenomenon and are not just
an accumulation of cultural manifestations displayed there, but a cultural good in itself, a cultural expression, and a

cultural process in which culture is consumed and reproduced (Del Barrio, Devesa & Herrero, 2012).

The concept of sustainability is reflected in almost all fields. It has emerged as a necessity of human life and the
sustainability of many examples such as agriculture, cities, tourism, and technology has been exemplary in different
fields. Although all of them are in different social dimensions, their common features are that they focus on the future

of human beings and aim to protect the resources of the area for which they are considered (Beyhan & Uniigér, 2005).

Sustainable tourism is defined as the use of tourism resources without being consumed, polluted, destroyed, and
used in a way that will enable them to be used by future generations. The World Tourism Organization defines
sustainable tourism as providing the continuity of cultural integrity, basic ecological process, biological diversity,
and life support systems while meeting the needs of existing tourists and the host region (Avcikurt, 2009). The
rationale for sustainable tourism development is based on the assurance of delivering renewable economic, social,
and cultural benefits to society and the environment. Sustainability is an integral part of the ongoing social, cultural,
environmental, and economic well-being of human communities. This situation applies equally to all areas of
sustainable tourism. Tourism development cannot be expected to be sustainable without social sustainability
(Richards & Hall, 2000). Economic development is considered as a balancing factor in terms of protecting
environmental resources and providing social benefits for local people. In this direction, it is aimed that the benefits
obtained today will continue in the future along with sustainable tourism policies and plans (Alkan, 2015). The pursuit
of sustainable tourism imposes a number of obligations on integrating economic, social, and environmental issues
into tourism planning and changing attitudes and traditions among different stakeholders to implement this (Kernel,

2005).
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It is critical to conceptualize festival practices as socially sustainable tools and consider them in the context of
sustainable tourism. The issue of sustainability is rarely investigated in the festival literature (Quinn, 2006).
Sustainability is generally based on renewable social, economic, and cultural benefits that festivals offer to society.
However, changing visitor characteristics and economic challenges straining households’ disposable income are
forcing organizers and marketers to rethink their strategies to ensure festivals’ sustainability (Van Heerden &
Saayman, 2018). Discussions about sustainable festivals generally take place on the issues such as the increase in
festival supply, decrease in the number of visitors, and decline in sponsorships (Van Heerden & Saayman, 2018).
Sustainability also has an impact on visitor satisfaction and preference. Sustainability perceptions of the visitors
attending the festival are positively correlated with their satisfaction with the festival, and their intention to visit again

(On Esen, Yiiksel & Kilig, 2020).

If festivals are to contribute to sustainable localities, they should expand their benefits to residents and businesses.
However, promoting sustainable approaches to assure human communities' continued social, cultural, and economic
well-being is still an unsolved problem (Okech, 2011). Moreover, the recent increase in excessive competition
between local festivals poses a serious threat to the overall sustainability of festival tourism (Choi, Kang & Kim,
2021). The festival theme should be unique and original that competitors cannot imitate to obtain a sustainable
competitive advantage. In this context, creativity is a critical element in attracting both new and previous participants.
If a festival has a common theme, it should be enriched in terms of program content, quality of services, and location
(Ozdemir & Culha, 2009). Furthermore, the increasing competitiveness among festivals and the need to preserve
their viability in the future necessitate the identification of factors that not only attract and satisfy new participants

but also retain former ones (Baez-Montenegro & Devesa-Fernandez, 2017).

A successful and sustainable tourism strategy defines ways to welcome and include visitor satisfaction, ensure a
profitable and prosperous industry, engage and benefit host communities, and conserve and enhance the local
environment. In this context, an effective festival organization requires maximizing the benefits of society,
stakeholders, and festival visitors. If the costs of a festival or a special event are to outweigh the benefits for all
stakeholders, the organization should be reviewed because events that are not carefully planned and executed by the
organizers might have detrimental effects on society (Duran, Hamarat & Ozkul, 2014). The decrease in the festival's
continuity, a transformation of positive social, cultural and economic effects into negative, the fall in the number of
participants, the commercialization of culture, and the local people's indifference can all be given as instances of

these outcomes.
Impacts of Local Festivals

Festivals, which make it possible to successfully host visitors and are the cultural resources of a region, are usually
organized to form a positive image of a place and provide input into the local economy (Uysal, Gahan & Martin,
1993). Festivals attract more and more visitors every day. They offer visitors the opportunity to get away from their
daily routine life. They also help preserve and enhance local culture in the communities where they are hosted.
Furthermore, they provide economic benefits to communities, boost the local tourism industry and extend the tourism

season (Huang, Li & Cai, 2010).

Although festivals differ in importance according to the socio-cultural environment, they are arguably a common

denominator in terms of community celebrations. In addition to enabling a community to celebrate, festivals can
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provide opportunities for the host community, such as new infrastructure development and employment chances.
While festivals have positive aspects, they can also have negative socio-cultural and economic consequences for the
host community. Excessive commercialization, for example, can sabotage the development of the host destination's
socio-cultural values and traditions. However, despite the potential for negative consequences on the socio-cultural
environment, festivals' positive impacts on communities are much higher (Arcodia & Whitford, 2006). The consensus
is that hosting a large event provides employment, significant financial benefits to the community, and strengthens
the residents' economy (Diedering & Kwiatkowski, 2015). Festivals play an important role in rural communities and
are often organized by sports, cultural, business, or other sorts of associations, and they can derive economic benefits
from festivals (Hjalager & Kwiatkowski, 2018). The relevant literature shows that festivals are beneficial for both

social development and tourism sustainability (Gunsoy & Hannam, 2013).

Festivals can help provide a higher quality of life and urban renewal locally, through increased tourism
infrastructure and the construction or redevelopment of venues. However, physical qualities can be fragile in terms
of the environment, and adverse effects such as environmental damage, noise, and overcrowding may occur,
especially for the local population. These situations can be examples of festivals' effects on the physical environment.
However, from a political point of view, festivals are seen as a tool that encourages alternative political ideology of
subcultures for some administrators. Festivals are organized to attract attention and reach more people. In addition,
governments encourage festivals due to their economic contributions to the regions (Arcodia & Whitford, 2006). One
of the most important areas where festivals are effective is the socio-cultural environment. Festivals allow people to
benefit from common history, cultural practices, and ideals, as well as provide local continuity in terms of fostering
social interactions. Some festivals are a kind of tourist attractions that highlight the country's cultural values or
historical assets (Ozdemir & Culha, 2009). They can improve a region's social environment, or conversely, have a
negative impact on a society's social life and structure. Festivals, in which local people participate and cooperate,
show more positive social developments (Arcodia & Whitford, 2006). They enable communities to reinterpret their

cultural identities through the experiences and practices they describe, motivate and help promote (Varotsis, 2006).

Many studies have focused on festivals' economic effects. Festivals are celebrations that have the capacity to
create varying degrees of positive economic impacts, including increased incomes and employment. However, in
addition to their positive economic effects, festivals' negative economic consequences, such as inflated prices,
evacuation of local people, and disruption of normal business flow have attracted the most attention among
researchers to date (Arcodia & Whitford, 2006). Festivals' economic significance derives from the participants'
expenditures, which filter the local economy and stimulate output. Since different types of tourists have different
spending patterns, their spatial and regional-local development impacts may differ (Saayman & Saayman, 2006).
Festivals are often seen as part of the economic development strategy of rural areas (Chhabra, Sills & Cubbage,
2003). During the event, local governments can boost the region's economic structure by improving their ability to
market local goods and services. At the same time, this situation prevents too many purchases from outside and
contributes to the use of local products as input (Tohmo, 2005). Since festivals offer the opportunity to contribute
directly to the region, as long as they are planned correctly, they can provide such opportunities more easily,
especially to women. Furthermore, festivals increase the interest in local products, tourist stays in the region, cultural
development, and the local people's quality of life. Such activities can generate broader intangible benefits and costs

in addition to easily identifiable financial impacts such as construction expenditures, additional trade and business
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development, increased property values, long-term tourism promotion benefits, and resident migration (Dwyer et al.,

2000).
Conclusion

In line with the data obtained from secondary data sources, the following results were obtained with the
information obtained. Festivals have a significant impact on the economic environment. On the day of the festival,
many people start new business activities, and many people buy new products for this reason. These economic
activities carried out by people during or on days close to festivals would enhance demand for products and services
in the country and thus increase the production of goods and services. Companies' revenues will rise as production
and sales rise, and these revenues will be distributed to various stakeholders within the company. The purchasing
power of people will increase as the money supply expands. Therefore, festivals' effects on the economic environment

are high (Srikanth & Ram, 2013).

Since spending more time at the festival means spending more money there, in terms of ticketed shows, the size
and the length of the festival, and the length of the visitors' stay at the festival, and the size of the festival sponsorship
(Saayman & Saayman, 20006) are effective factors on the expenditures. In addition, it is important that organizers
hold festivals that arouse tourism demand in the low season or mid-season to provide the expected benefits to the
local economy (Ozdemir & Culha, 2009). According to a study on the effects of visitor spending at two Scottish
festivals in rural North Carolina, local restaurants, accommodation establishments, festival vendors, and sponsors
make good use of visitor spending. In multi-day festivals in the region, the highest expenditure is for accommodation,
while in one-day festivals, it is for food and beverages. The magnitude of the economic impact depends on both the
festival's duration and the characteristics of the local economy (Chhabra, Sills & Cubbage, 2003). According to the
research investigating the economic effects of the Calabar Carnival Festival in Nigeria (Esu, Arrey, Basil & Eyo,
2011), during the event, direct expenditures by the audience in terms of accommodation, food, entertainment,
communication, souvenirs, and local transportation provide money inflow to the city's economy. If it were not for
the Calabar Carnival, this expenditure would not have been made by the people involved. It is expected that this
amount will contribute to the flows that will provide employment, income, and added value by affecting the economy
directly or indirectly. The research results support that festivals should be used to accelerate destinations' economic
development. For this reason, festivals' sustainability is also critical to realizing the long-term objectives of the state
and people. According to the research measuring the direct impact of visitor spending in Missoula (USA), visitors
spent a total of $34,435,000 in Missoula. In addition, the event employed 2201 people in total (Ellard, Check &
Nickerson, 1999). Also, a study on the economic effect of the Hockey tournament in Waikato, examined the
expenditures of the participants, spectators, and organizers in the region due to the event. According to the results,
the direct and indirect total economic impact of the tournament on the main Waikato region was approximately $2.5
million, with a net added value of $1.13 million (Daldy & Saunders, 2003). Moreover, Gibson, Waitt, Walmsley, &
Connell (2010) consider the staging of festivals as a hybrid event where culture and economy meet. This shows that
economic development planners in rural areas should take festivals seriously because even the most sensitive, social,
and cultural festivals need audiences, staging, sound equipment, and support services. Therefore, festivals have both

demand-side and supply-side economic effects.
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The geographical region where festivals are held determines the demographic and socio-cultural characteristics
of festival participants. Participants from different regions make various expenditures. These expenditures make
significant contributions to the regional economy. Infrastructure and superstructure facilities are important factors in
the success of the festivals. The better the infrastructure and superstructure, the easier it becomes to host different
events. Thus, larger audiences can be attracted. Regional governments in developing countries should focus on local
festivals because the participatory festivals to be organized locally contribute significantly to the regional economy
(Saayman, & Saayman, 2006). Festivals can also bring economic benefits to host communities, such as tax revenues
for governments, increased employment, job opportunities and additional income generation for host cities. In
addition, the construction of new facilities and venues that the local people can use for other purposes after the
festival, and the renewal of urban areas and infrastructure may justify the investment required for the organization of

these festivals (Yolal et al., 2016).

Festivals are an ever-growing area of the tourism and entertainment industry worldwide. They exert significant
economic, socio-cultural, and political effects on the destination or host community (Arcodia & Whitford, 2006).
However, festivals are almost always considered as a development tool because they bring recognition and reputation
to destinations (Ma & Lew, 2012). Festivals, which are perhaps inevitably included in tourism processes, revitalize
a destination as a product and contribute to the authentic culture of a place when considered in terms of tourism.
From the festival perspective, it can be seen as a way of meeting visitors' demands, increasing income sources, and
boosting the destination's reputation (Duran, Hamarat & Ozkul, 2014). Festivals, which are a substantial tourist
attraction element, positively impact the revenue generated from tourism in the region where they are hosted,
employment, image, and positive word-of-mouth advertising behavior toward the region (Giritlioglu, Olcay &

Ozekici, 2015).

Local festivals are used as tools to promote tourism and stimulate the regional economy. However, it is difficult
to assess the extent of the festival's contribution to local economic growth, and most studies do not examine this issue
beyond standard multiplier effects. Investigating a festival's contribution to local tourism activity requires assessing
its impact in various fields. The most visible effect is increased local income and employment opportunities driven
by raised visitor volumes. This is an economic prosperity area that serves to cover up the negative economic impacts
such as real estate speculation and rising prices (Felsenstein & Fleischer, 2003). Diedering & Kwiatkowski (2015)
discussed the economic impact assessments of events and festivals. They investigated the general characteristics of
the economic impact studies on festivals, the current status of the existing studies, and possible sources of bias.
Overall, they concluded that economic impact analyzes are beneficial tools. However, they noted that these analyzes
were prone to sabotage. For this reason, they emphasized that economic impact studies should be reviewed in the
best way to reduce prejudices. Similarly, Jackson et al. (2005), argued that there was a tendency for advocates of
individual festivals to exaggerate the benefits to be gained from holding a festival due to receiving support from the
local community and sponsors and getting as much financial aid as possible from the limited funding provided by
the state. Therefore, understanding visitors' spending patterns and activities is essential for events' strategic planning.
Managers, researchers, and festival experts can use economic modeling to reveal the impact of tourist spending on
the community. This information can help decision-makers develop plans to achieve community development goals

(Cela, Knowles-Lankford & Lankford, 2007).
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It is argued that festival organizers and local governments only consider the festivals' economic results while
ignoring their social effects. However, it is not enough to care only about their economic impacts. Festivals' social,
cultural, and environmental consequences that may contribute to society's progress should also be considered.
Furthermore, it is necessary to establish a balance between economic and social objectives. This balance will
encourage a sustainable approach to festivals within the community (Bagiran & Kurgun, 2016). Therefore, in terms
of festivals sustainability, it is not appropriate to evaluate them only from an economic point of view, ignoring the
more abstract elements of the experience such as values, beliefs, and emotions (O'Rourke, Irwin & Straker, 2011).
Another area that festivals affect is the physical-environmental field. Festivals can produce negative externalities as
environmental pollution, landscape change, and ecosystem degradation. Festivals can also impact the cultural and
social realm. They present local cultural traditions and customs to visitors and thus protect the heritage. However,
pressures to commercialize festivals to showcase local culture to attract visitors threaten sustainability (Felsenstein
& Fleischer, 2003). Local governments can help prevent the loss of some of the region's unique values by supporting
festivals (Alkan, 2015). One of the most crucial measures in preserving these values, aside from local government,
is to ensure the maximum participation of the host society in both planning and organization because the local people

are the most significant element that can notice a cultural detail that does not belong to them or that is differentiated.

It is obvious that the festivals have a wide range of positive economic, social, and cultural effects on the region
and the local community, such as creating employment, increasing workforce and living standards, raising awareness
in terms of tourism, increasing investments, opening new touristic businesses, contributing to accessibility, improving
infrastructure, protecting heritage, strengthening regional values and traditions, instilling a spirit of togetherness in
the local community and raising awareness about local products (Evvnt, 2021). There are a few things that need to
be done to help local festivals become more sustainable. In consultation with local people, prospective festivals
should be organized and economic development initiatives developed and promoted. Thus, local economic problems

can be overcome (Mxunyelwa & Tshetu, 2018).

It is thought that the information obtained on the sustainability and contributions of the festivals through this
study, which was carried out within the scope of document analysis, provides both practical and theoretical
information. With the findings obtained from this study, the following suggestions can be presented to practitioners
and future academic studies. It is very important for tourism managers, organizations and local governments that
organize local festivals to be aware of these positive and negative effects of festivals. Creating these effects in line
with local needs and providing opportunities will also provide local community support. Furthermore, to ensure
sustainability and contribute more to the local people, it is recommended that the products offered for sale at the
festival be procured from the region at reasonable prices, the organized areas are adequate and clean, cultural
elements are not commercialized. At the same time, it is recommended to involve the local people in the organization
of the festival, to get ideas from all stakeholders, and to keep the prices of the artisans at normal levels during the
festival. Researchers who will conduct academic studies on local festivals may be advised to conduct studies on how

festivals match local realities and how much they meet local needs.
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INTRODUCTION

The tourism business plays an important part in the development of the world, and it is highly associated with
global economic growth. It is a significant source of revenue for governments and is included in the current account's
international services section. Tourism, because of this attribute, contributes to increased national income and country

growth.

The development and growth process has increased dramatically as a result of the change in production techniques
following the industrial revolution. A favourable climate for free movement of goods and services was formed as a
result of the growth in output and the economic model adopted by the countries that followed these advancements.
Although it has weakened from time to time, particularly owing to crises, security, and political factors, the
globalization wave has grown to significant proportions since the 1980s. As a result of the developments in the field
of science and technology, the increase in the total supply level throughout the world has accelerated the globalization

process.

Tourism is one of the industries that has been affected by globalization. Manzoor et al. (2019), tourism is one of
the most visible and rising sectors in the global economy. This industry is critical to a country's economic growth. A
rise in tourism traffic can have a favourable economic impact on countries, particularly in terms of GDP and job
prospects. Most countries supported initiatives to enhance these activities because of the enormous socio-economic
benefits. Tourism, according to Govdeli (2019), fosters the development of modern services such as international
finance, logistics, consultancy, conferences, and exhibitions, while having direct effects on traditional sectors such

as transportation, trade, housing, and food.

It has been shown that globalization has an impact on both developed and developing countries, whether directly
or indirectly. Bayar et al. (2021) researched the impact of economic, social, cultural, and political globalization on
inbound tourism in several Mediterranean nations between the years 1995 and 2017. According to the findings, they
concluded that economic, social, cultural, and political globalization all had a favourable effect on incoming tourism.
For example, Turkey is at the forefront of countries impacted by globalization in a variety of ways, including social,
economic, and political. After 1980, the radical changes made in many fields, especially in the economy, played an
important role in the acceleration of the globalization process in Turkey, and tourism became an important sector in

terms of the economy.

Countries that determine their tourism-oriented growth strategy can provide more foreign currency input,
employment, and therefore national income by exporting services with the tourism sector. The expansion of the tax
base with the increase in national income and employment will cause a significant increase in the tax revenues of the
state. Increasing tax revenues will help the development of the country by increasing the investments made by the
central and local administrations. Tourism revenues are included in the national income and create a multiplier effect
in the economy, and the resulting multiplier effect has a positive effect on the economy and supports many sectors.
According to the UNWTO (2012), France, Spain, Italy, Turkey, and Greece are the countries with the biggest
concentration of tourism movements and the highest income from tourism in the Mediterranean region, which is
located in the European region and comprises the countries that have a large proportion of world tourism. Gergeker
et al. (2019) investigated whether the tourism revenues of France, Spain, Italy, Turkey, and Greece, which are located

in the Mediterranean region and have an important place in the world tourism activity, have an effect on their GNP
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with the annual panel data of the 1995-2011 period. The use of econometric tools revealed a long-term cointegration

link between growth and tourism revenue.

The relationship between tourism and economic growth has recently become a hot topic in the literature, with
various studies being done as a result of the contributions of tourism to countries' economies. The objective of this
research is to look into the moderating effects of globalization on the economic growth of Mediterranean countries,
which play a significant role in global and regional tourism. According to a report published by the World Tourism
Organization in 2018, the European region is the world's most important tourism centre, with 672 million visitors
and $519 billion in tourism revenue. The Mediterranean basin, which is part of Europe, is the region that attracts the
most tourists and generates the greatest revenue from tourism. Tourism is one of the most important industries in the
Mediterranean region, contributing billions of dollars to the economy. In this perspective, it's critical to look into the
tourism sector's contribution to economic growth in these countries. To the best of the author's knowledge, this study
will be the first to investigate such an effect in the relevant literature by testing the moderating effect of globalization

on the impact of tourism revenue on economic growth.

The following is the sequence in this paper: Section 2 revivals the literature; Section 3 defines theoretical settings;

Section 4 covers data and methodology; Section 5 provides results and discussions, and concludes with Section 6.
Literature Review

There have been many studies showing the positive effect of both tourism revenues and globalization on the
economy. Khan et.al (2020) investigate the elements that have a favorable or negative impact on the tourist industry,
as well as its impact on the global economy. According to the secondary data that were employed and a total of 18
articles that were acquired from the literature their findings reveal that the tourist industry has a strong link to global

economic growth and affects the global economy in both long and short term periods.

The impact of tourism on economic growth also has been proven in many articles. Li et al. (2018) examine why
tourism is an important indicator for economic growth from the perspectives of poverty reduction contributions,
economic impact assessment, efficiency and productivity, and the effects of numerous external economic factors.
The majority of the article's findings show that tourism has a favorable impact on economic growth. Some articles
show that tourism can help to reduce poverty by increasing prices, wages, and government revenues and that labor,
capital, technology, the environment, expenditures, and revenues can all help to reduce poverty. Finally, tourist
efficiency and productivity are influenced by labor, capital, technology, the environment, expenditures, revenues,

and a variety of external economic issues.

Various international organizations that arose as a result of the globalization process assist the tourist sector in
developing and maintaining stable operations around the world. The United Nations Tourism Organization
(UNWTO), the International Tourism Association (AIT), and the International Federation of Travel Agencies
Associations were the first of these organizations (UFTAA). In his work titled "Globalization in Tourism," Brelik
(2018) underlined that globalization is an economic and social phenomenon that makes world economies
interdependent. According to many tourism-related facts, globalization has led favourably to the shape and growth

of the tourism economy.
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Buluk & Ozkok (2016) stated that globalization has entered a new structural process in fields such as information,
energy, production, and communication, which is displaying its effect in every field and growing velocity. The
tourism business is the most affected by the structure process in diverse disciplines, which has intensified with
globalization, and that structuring in this field is unavoidable. Okumus (2019) claims that the impact of globalization
on the world is growing with the tourism sector being the most affected. The author highlights that the globalization

phenomenon is visible in Turkey and has a good impact on tourism.

Many studies have been conducted on the influence of globalization on the economies of Mediterranean countries.
In some of these studies, one or more Mediterranean nations were selected and analyzed in terms of the impact of
globalization on their economies (Balaguer and Cantavella-Jorda, 2002; Dritsakis, 2004; Gunduz ve Hatemi-J, 2005;
Dritsakis, 2012, Saridogan, 2019, Gulcemal, 2020; Grasso and Schiliro, 2021).

Theoretical Settings

The theoretical background of this study is based on the Cobb-Douglas production function. It is a particular
functional form of the production function that represents the technological relationship between the amounts of
several inputs and output that can be produced by those inputs. The Cobb-Douglas production function is often used
to demonstrate the impact of physical capital and labor on the quantity of output that may be generated. This research
looked into the effects of tourism revenues and globalization on economic growth in addition to physical capital and
labor. A basic double log-linear Cobb-Douglass production function was used to test the hypothesized link in this

study. The following is a representation of the model:
GDP, = f (GFCE" ,LBRP?, TR?, GLOBP")

where GDP is for gross domestic product, GFCF stands for gross fixed capital formation, LBR stands for the total
number of jobs, TR stands for international tourism revenue, and GLOB stands for globalization. Furthermore, the

coefficients of regressors are B1, B2, B3, and p4.
Equation 1 will be expressed in linear equation form to estimate the consequences of economic expansion:

GDPy = Bo + B1GDP;_q + B,GFCFc + B3LBR;: + B4TR; + BsGLOB;¢ + &5 (2)

To incorporate the growth impacts of regressors on the dependent variable, update Equation 2 in double

logarithmic form. The model below examines the impact of globalization and tourism revenue on economic growth;

ln GDPlt == BO + BllnGDPit_l + lenGFCFlt + B3lnLBth + B4lnTth

vwhere InGDP;;_; is the lag term of the gross domestic product as an indicator of country i, in year t; In GDP;;
is the gross domestic product as an indicator of economic growth of country i, in year t; GFCF;; is gross fixed
capital formation as an indicator of country physical capital of country i, in year t; InLBR;; is the total number of
jobs as a labor indicator of country i in year t; InTR;; is the country's tourist revenue of country i, in year t; and
finally InGLOB;; is the country's globalization of country i,, in year t. The natural logarithm is represented by In,

and the error term is represented by ¢ _it.
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Then by integrating interaction variables in the model, the model for estimating the moderating impacts of

globalization may be created and presented as follows:
ln GDPlt &S BO + BllnGDPit_l + lenGFCFIt + B3lnLBth + B4lnTth +

+B5InGLOB;; + B¢ (INTR;, * InGLOB;,) + &t 4)

In this model, globalization has been introduced to the last equation as a stand-alone variable as well as an
interaction variable with tourism revenue. The interaction variable is expected to generate a statistically significant

outcome, confirming the existence of globalization's moderating impact.
Data and Methodology
Data

This article uses annual data from 2009 to 2018 to explore the hypothesized link between the variables of interest.
The gross domestic product (GDP; constant 2010 dollars), gross fixed capital formation (GFCF; as a percentage of
GDP), total labor force participation rate (LBR: percent of the total population aged 15 and above), international
tourism receipt (TR: current US dollars), and globalization index are the study's main variables (GLOB). The World
Data Bank provided the GDP, GFCF, LBR, and TR figures (WDI 2021). In addition, the KOF Swiss economic
institute provided the globalization index (KOF, 2021). This research will investigate the hypothesized relationship
for Mediterranean countries, as indicated previously. Libya, Malta, Monaco, Spain, and Syria have been eliminated

due to a lack of data. Table 1 shows the nations that were used in this study:

Table 1. List of the Countries

Albania Cyprus Israel Morocco

Algeria Egypt Italy Slovenia

Bosnia & Herzegovina France Lebanon Tunisia

Croatia Greece Montenegro Turkey
Methodology

In this study, a panel of 16 Mediterranean countries was assembled. In this study, system-GMM based
methodologies will be used to test the model developed in the preceding section using panel data. Bundell and Bond
(1998), Arellano & Bover (1995), Arellano & Bond (1991), and Holtz-Eakin et al. (1988) who developed system
estimators, have all employed GMM estimators. System-GMM estimator has lately become popular in
macroeconomics and finance research because it can account for variable bias (see Hoeffler, 2002). Descriptive

statistics and correlations for all of the series under examination, as shown in Tables 2 and 3, respectively:

Table 2. Descriptive Statistics

Variable Obs Mean Std. Dev. Min Max

GDP 150 25.38822 1.820565 22.11769 28.70526
GFCF 150 3.044521 0.264936 2.404561 3.76293
LBR 150 3.946563 0.114592 3.725452 4.16247
TR 144 22.27429 1.479811 18.95717 25.01433
GLOB 150 4.291196 0.11066 4.028033 4.473832
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Table 3. Correlation Matrix

GDP GFCF LBR TR GLOB
GDP 1
GFCF -0.0168 1
LBR 0.0129 -0.2872 1
TR 0.7296 -0.3198 0.2808 1
GLOB 0.3158 -0.5315 0.6945 0.6718 1

Result and Discussion

From 2009 to 2018, the study looks at the direct impact of globalization and tourism revenue on economic growth
in Mediterranean countries. In addition, this research looks at the effect of globalization in regulating economic
growth. As shown in Table 6, the model estimations produce accurate results with no serial correlation — AR (2);

also, Sargan's J test demonstrates the validity of the models chosen.

Table 6. Test Statistics

Model with main

Model with main . .
and interaction

effects

effects
Wald Chi test (p-value) 0.000 0.000
AR (1) test (p-value) 0.003 0.000
AR (2) test (p-value) 0.185 0.554
Sargan J test (p-value) 0.206 0.293

Note: Wald Chi test gives the p value for the joint significance of all variables along with cross-country fixed effects and year
dummies.

In line with the statements of Seetanah, (2011); Faissa et al., (2008), and among the others, Table 4 shows the
model estimates for equation 3, which show that gross fixed capital formation has a highly positive impact on
economic growth (= 0.068, p<0.01). Total employment contributes significantly to economic growth (f = 0.057,
p<0.10). Tourism revenue has a statistically significant beneficial influence on the economy (f = 0.007, p<0.05). The
same conclusion was reached in this study as the result in the Manzoor et al., (2019) investigates the impact of tourism
on Pakistan’s economic growth and employment. Globalization, on the other hand, had no visible impact on

economic growth in Mediterranean Countries.

Table 4. System GMM Model Estimation for model with direct effects

Dep. Var. GDP Coef. Std. Err. z P>z

GDP (-1) 0.992703%** 0.002197 451.95 0.0000
GFCF 0.068524%** 0.012346 5.55 0.0000
LBR 0.057967* 0.032723 1.77 0.0760
TR 0.007224%* 0.003235 2.23 0.0260
GLOB -0.07741 0.047465 -1.63 0.1030
D2 -0.00837 0.00554 -1.51 0.1310
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Table 4. System GMM Model Estimation for model with direct effects (cont.)

D3 -0.02004#** 0.005408 -3.71 0.0000
D4 -0.02967#** 0.005381 -5.51 0.0000
D5 -0.01572%** 0.005385 -2.92 0.0040
D6 -0.00771 0.00537 -1.44 0.1510
D7 -0.0014 0.005275 -0.26 0.7910
D9 0.002738 0.005278 0.52 0.6040
D10 -0.00204 0.005303 -0.39 0.7000
c -0.0516 0.114621 -0.45 0.6530

Note: (i) GDP denotes gross domestic product per capita; GFCF denotes gross fixed capital formation; LBR denotes labor
force; TR denotes tourism revenue; GLOB denotes globalization. (ii) all the series are employed in their logarithmic form; (iii)
*** and ** and * indicate rejection of the null hypothesis at 1%, 5% and, 10 % significance levels.

Finally, Table 5 shows the model estimates for equation 4, which show that gross fixed capital formation has a
significantly positive effect on economic growth (f =0.074, p<0.01). The influence of total employment on economic
growth is statistically insignificant. Tourism revenue has a positive and statistically significant effect on economic
growth, which is in line with expectations (f = 0.016, p<0.01). The same results were obtained in previous studies.
For example, Cannonier and Burke (2019) studied the causal link between tourism and economic growth using panel
data spanning three decades and focusing solely on Caribbean islands and found evidence of tourism enhances
economic growth. Dwyer (2015) discussed many significant globalization implications in the context of tourism that
has a moderating effect on the economy. Economic development, job possibilities, the diffusion of technical
knowledge, the emergence of new markets and goods, new consumer values, environmental and socio-cultural
changes are all examples of these effects. Although globalization has a negative and statistically significant direct
effect (B =-0.442, p<0.01) has been detected in equation 4. On the other hand, the coefficient (InTR;; * InGLOB;;)
is statistically significant and positive, it is argued that globalization has a moderating influence on the effect of
tourism revenue on economic growth in Mediterranean countries (f = 0.034, p<0.01). According to Danish and Wang
(2018), the tourist sector is rapidly developing and stimulating economic growth around the world in the recent period
of globalization; although, the unavoidable environmental repercussions of tourism cannot be disregarded. Their
empirical findings suggest that the tourism sector contributes greatly to economic growth, but that tourism damages

environmental quality.

Table 5. System GMM Model Estimation for model with direct and moderating effects

GDP Coef. Std. Err. z P>z

GDP (-1) 1.003289%** 0.00275 364.85 0.0000
GFCF 0.074246%** 0.012848 5.78 0.0000
LBR -0.04048 0.036862 -1.1 0.2720
TR 0.016485%** 0.003619 4.56 0.0000
GLOB -0.44277*** 0.072383 -6.12 0.0000
TR X GLOB 0.034416%*** 0.004993 6.89 0.0000
D2 -0.01217%* 0.00578 -2.11 0.0350
D3 -0.03213%** 0.005884 -5.46 0.0000
D4 -0.04078%** 0.005816 -7.01 0.0000
D5 -0.02585%** 0.005782 -4.47 0.0000
D6 -0.01476%** 0.00567 -2.6 0.0090
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Table 5. System GMM Model Estimation for model with direct and moderating effects (cont.)

D7 -0.00395 0.00549 -0.72 0.4720
D9 -0.00792 0.005695 -1.39 0.1640
D10 -0.01933%*x* 0.006051 -3.19 0.0010
c 0.779609%** 0.169443 4.6 0.0000

Note: (i) GDP denotes gross domestic product per capita; GFCF denotes gross fixed capital formation; LBR denotes labor force;
TR denotes tourism revenue; GLOB denotes globalization; TR X GLOB denotes the moderating effect of globalization. (ii) all
the series are employed in their logarithmic form; (iii) *** and ** and * indicate rejection of the null hypothesis at 1%, 5% and,
10 % significance levels.

Conclusion

Since globalization is a multidimensional phenomenon, it has a positive effect in many areas such as economy,
health, social life, culture, and law. Tourism is one of the important factors that can be affected by globalization and
it has a favorable impact on the economy of the country. These consequences are listed as the impact on the balance
of payments, the impact on income, the impact on employment, and the impact on the economy as a whole. This
study investigates both the impact of tourism revenues, and globalization, and as well as the moderating role of
globalization on the impact of tourism revenues on economic growth for the Mediterranean Countries by introducing
an augmented Solow growth model over the period 2009-2018. The findings show that tourism revenues have a
highly significant and favourable impact on economic growth, but there is a negative direct effect of globalization
on economic growth in Mediterranean Countries. In contrast, the current study found that globalization has a
considerable moderating influence on the impact of tourism revenues on economic growth in Mediterranean
Countries. It can be concluded that the government should expand tourism to provide job opportunities, sources of
income, and money for residents, as well as economic activities in the country. In addition, the government can help
to boost the tourism business by offering incentives in the form of basic infrastructure such as a good transportation
system, airports, and tax breaks for tourism-related businesses. Further research can be undertaken in other popular

tourist destination countries for comparative purposes.
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INTRODUCTION

Online reviews, which are the most prominent kinds of User-Generated Content (UGC), have allowed guests to
express his/her views for services as well as post their restaurant experiences (Nilashi et al., 2021; Sulu et al., 2022).
In the tourism and hospitality industry, online reviews are commonly utilized to measure guest’s perception (Arasli
et al., 2021; Brochado et al., 2019). Many studies on customer perception have been undertaken, with the majority
of them focusing on quantitative ratings offered by internet users on social networking sites (Yadegaridehkordi et al.,

2021).

However, it is critical to employ advanced language analysis approaches to extract the dimensions of satisfaction
from online evaluations, since this will allow researchers to derive useful meanings from users' remarks to aid
decision-making and improve service quality (Sulu et al., 2022). As a result, various machine learning approaches
have been used to undertake data analysis in the tourism and hospitality literature (Nilashi et al., 2021). These
methods have demonstrated that machine learning may be used to extract customer perception and their satisfaction
metrics from big datasets. In example, unlike statistical approaches for survey-based approach, machine learning
algorithms can automatically detect customers' preferences from social large datasets in real time (Arici et al., 2022;
Sulu et al., 2022). Individuals see “electronic word of mouth” (eWOM) posted via consumers as credible (Brochado
etal., 2019). Messner (2017) demonstrated that favorable company recommendations are associated to higher ratings
shared online through web-based podiums. Although customers' positive behavioural intentions have been connected
to perceived service quality, the existing literature is still uncertain about which service attributes create a better

picture (Arasli et al., 2020b).

This study enhances the state of the art in the investigation of customer perceptions of Michelin 3-star restaurants
in the United States using naturally generated content. Surprisingly, the current restaurant knowledge base lack
evidence about the service perception of Michelin 3-star restaurants from the viewpoint of customers. Hence, our
research fills in this lacuna by uncovering and extracting dominant themes of Michelin 3-star restaurant experiences
from the online platform data. While content analysis is commonly recognized as the most effective tool for
identifying salient concepts from web-based platforms (Arasli et al., 2021), there is no evidence that it was used to
investigate Michelin 3-star restaurant guest’s perception. In addition, our research responds to Brochado et al.’s
(2019) call who suggested to explore whether the main themes of guests’ overall experiences vary according to
individual’s profiles, both gender and nationality. In response to this call, our research looked into the prominent
themes of guests' overall experiences differed depending on their origin and gender, which could provide more insight

into Michelin 3-star restaurants’ market segmentation.
Literature Review
User-generated Content of Restaurants

The study of internet restaurant evaluations is crucial because they now play a significant influence in how
customers choose where to eat (Bilgihan et al., 2018). Customers' interactions with the hospitality business have
changed dramatically because to online social media, which now allows them to read other user's opinions
(Oguzbalaban, 2020). TripAdvisor, Zomato, Expedia, and Yelp are just a few of the consumer-generated content

websites that have recently acquired popularity among potential customers. Although the accuracy of such online

63



Saydam, M. B. & Arici, H. A. & Olorunsola, V. O. JOTAGS, 2022, 10(1)

evaluations has indeed been criticized in the previously (Baker & Kim, 2019), they have been proven to be a great
source of information for assisting customers in his selection. These reviews not only assist customers in determining
which services to consume, but they also assist managers in developing techniques and strategies to strengthen their
market position (Gebbels et al., 2021). The online platform “TripAdvisor” is a game-changer in the travel and tourism
sector, having grown to become the largest online travel guide in just a few years, with 411 million monthly users

accessing over 700 million travel reviews (Filieri et al., 2020; Khorsand et al., 2020).

While most past hospitality research has focused on hotel as well as other domain of hospitality reviews (e.g.,
Arasli et al., 2021; Arasli et al., 2020a; Arici et al., 2022; Sulu et al., 2022), several studies have looked at how
consumers use TripAdvisor to make restaurant decisions (Gebbels et al., 2021). Customers choose eateries according
to factors for instance food quality (Abdullah et al., 2018), restaurant ambience (Yi et al., 2018), location (Robinson
et al., 2018), pricing, value, and service (Thielemann et al., 2018), selections as well as richness of food, and
consumers' “culture” (Gebbels et al., 2021). Scholars also found that innovation (Arman, 2021; Bayram & Arici,
2021) and cutting-edge technologies (Ozaydin & Giizeller, 2021; Sahing6z & Yalgin, 2021) have a potential to affect
customers’ service quality perception and satisfaction. Indeed, “tangible” and “intangible” components of restaurant

attributes influence restaurant choice (location, price, setting) (Nguyen et al., 2018).

Although data as well as reputation regarding “restaurant choice” is essential, it is indeed a void within current
research as to how consumers evaluate as well as evaluate different types of restaurants. While some earlier studies
have found that the restaurant's location and proximity influence choice (e.g., Tuncer et al., 2021), Michelin starred
restaurants have rarely been studied. Consumers might give a synopsis of his/her familiarity, describe the “type”,
“date”, and “purpose of their visit”, “propose specific food”, and “upload images” of their dining experience in
addition to their numerical assessment of these four categories overall. Beyond simply both numerical as well as

written comments can provide more detailed views of users’ feelings in this way (Gebbels et al., 2021).
Methodology
Data Collection

The restaurants chosen for data collection came from the TripAdvisor list of fine dining restaurants in USA.
Because of its enormous website traffic, which accounts for a tenth of all online travel traffic, TripAdvisor, the largest
travel community in the virtual world, was chosen as the data source (Saydam et al., 2022; Percin &Yigit, 2020). In
addition, TripAdvisor receives an average of 490 million monthly visitors and over 730 million reviews and
comments (TripAdvisor, 2019). TripAdvisor was chosen as the best source of data for this study because of its vast
coverage and notoriety (Chiu & Cho, 2021). Restaurants constituting the sample of the study were selected from
guide.michelin.com. Based on the guide.michelin.com, there are fourteen Michelin 3-star restaurants available in the
United States. Only English-language reviews were considered, and restaurants with few or no reviews were
eliminated from the scraping process. Longer reviews were favored in every situation (Arasli et al., 2021; Cassar et
al., 2020). Finally, the sample included 1,302 textual post-experience reviews from guests of fourteen three-
Michelin-star restaurants across the United States, which were acquired from the TripAdvisor website. The
“convenience sampling” was employed to ensure that the number of user-generated content required to use the

software was met. Existing hospitality literature used the same method to match our “sample size” and apply the
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program as we did. For example, Arasli et al. (2022) analysed 1,250 reviews, Brochado et al. (2019) used 1,250

reviews, Saydam et al. (2022) collected 1,030 user-generated content.

Table 1. The profile of review contributors

Variable Category Number (N =1,302) %

Gender Female 522 40
Male 780 60

Region Europe 420 323
Middle East 109 8.4
Asia 124 9.5
Australia 110 8.5
America 539 41.3

According to the data gathered, 522 reviews were written by females (40 %) and 780 by males (60 %; see Table
1). Around 32.3% of the reviews were posted by European guests, 8.4% by travelers from Middle Eastern countries,
9.5 % by tourists from Asia, 8.5% by tourists from Australia and 41.3% by Americans. A total of 1,302 Web reviews

were collected.
Analysis Tools

Leximancer software (Version 5.0) was used to conduct the study, which uses a “Bayesian statistical theory-
based” technique to guide fragmented pieces of data into logical clusters (Arasli et al., 2020a, b; Ozturen et al., 2021).
Leximancer is a program that uses a coding technique to evaluate collections of natural language texts and extract
pertinent data in an electronic format (Chiu & Cho, 2021). A machine learning method is used to identify these data
based on the frequency of their lexical co-occurrence (Dambo et al., 2020;2021). The software then groups these
notions into themes depending on how often they appear together in a text (Wu et al., 2014; Sulu et al., 2022). After
all, Leximancer software generates visual map. This form of diagram allows scholars to understand what is hidden

in the bulk of data by “three-part method” (Sulu et al., 2022) (Figure 1).

Word

Word

Word

Word

Figure 1. Basic representation of semantic pattern extraction. Adopted from Leximancer.

Leximancer has a high level of reliability since it avoids bias and allows researchers to interpret textual
information. The analysis is carried out automatically, and the visual results are presented in the form of concept

maps that resemble clustered bubbles (Arici et al., 2022).
Results

RQ1: “What are the main themes in online narratives shared by guests and, more specifically, those preferring

Michelin 3-star restaurants in the USA”.
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The qualitative approach of the 1,032 comments was conducted using a qualitative method, and the results are
reported in this section. The software began by performing a “qualitative content analysis” to determine the primary
“themes” as well as “concepts”. Following that, each theme was given a narrative description. "food," "chefs,"
"restaurant,”" "wine," "staff," and "pricing" are the primary topics identified (Figure 2). The food theme contains the
concepts of food (count = 1,952; relevance = 100 per cent), service (851; %41), delicious (421; %31), fish (239; 20
per cent), course (260; %14) and main (191; %11). A typical review reads, “Never have we experienced such an
amazing meal. It was my birthday and [ felt like the star of the show. The service was impeccable, especially our
Sommelier Brendan. Every server was outstanding. Now on to the food. What else can I say but the food tasted as
beautiful as it looked”. Another guest wrote, “The food was outstanding and so beautifully put together and every
course was delicious. The service was attentive and knowledgeable as you would anticipate”. A third reviewer stated,

“Food is absolutely fantastic! Chef Eric Ripert has been crowned as the Master of seafood for decades”.
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Figure 2. Concept Map

The chef theme includes the concepts of quality (710; %31), perfect (321; %21), creativity (180; %20), innovative
(173; %19) and wonderful (81; %18). A typical review describes chef theme as: “I learned that Humm's cuisine is
focused on the locally sourced ingredients (nearby New York), with great emphasis on simplicity, purity, and seasonal
flavors. Besides that, references were that his cooking is: "clever, innovative and a little whimsical, robust and
delicate when needed" ...and it's the variety and depth that really sets him into the small group of great chefs that
works artistry in the kitchen to be served with innovation...like we found later on in our evening”. Another review
added, “We were in awe that Eric Ripert, Executive and very creative Chef Eric Gestel, and their team succeeded in
coming up with new creations and improving on dishes like ones we had previously enjoyed a month or so ago. This

meal was truly exceptional!”. Another review included that, “Opted for the chef’s menu which was 225 USD. As a
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person who normally opts for steak, 1 was pleasantly surprised with the seafood courses. Very innovative and
creative. Attentive service, well deserving of its 3 Michelin Stars. I am quite shocked that Le Bernardin was behind

Cosme on World’s Best. Le Bernardin is clearly superior”.

The theme of restaurant theme has been frequently mentioned with the concepts such as experience (421; %30),
recommendation (210; %21), expensive (203; %20) and time (173; %19). One review stated that, “What can I say
about a 3-michelin restaurant other than wow? This was our second visit here. The first was 2 years ago. And it did
not disappoint. While you can order a la cart, if you are going to splurge, I would recommend the tasting menu with
wine accompaniment. One of the best I have ever had. Every course was fantastic. The food is sourced extremely
well as are the wines”. Another still reads, “Quite simply the best restaurant I have ever eaten in. The environment,
service and food are just exceptional. Went with wine pairings which really added to the experience, as did the ginger
cocktail I had to start. Taking my friends daughter into the kitchen at the end of the meal just made the whole thing
more special. Would recommend to anyone!”. One customer added that, “This place is worth a visit because of the
creative flavorful dishes, the variety and pacing of the courses and the friendly and professional service. It
is expensive, but I see why this place has Michelin 3-star restaurants and is considered one of the best (if not the

best) restaurant in the world”.

The theme of wine comprised concepts such as course (181; %19), selection (98; %14) and list (56; %12). A
typical comment defines this wine theme as follows: “What makes this a top 5 for me. It had the best wine paring to
match the food that I've had in a long time. The food was fantastic, our service was fantastic, but the overall
experience is what took it to a top 5”. Another customer shared his views, “Every course went with the wines and the
waiters and sommelier will explain every course and wine, which I love and makes it taste that much better. The
service is top notch. The lighting and ambiance was perfect”. Another customer mentioned that, “Every course and
every wine pairing were top notch. There were no options for the menu but this didn't matter as all three of us enjoyed

each and every course immensely”.

The theme of staff was another noticeable theme mentioned by customers. A customer shared online: “All of
the staffs are friendly and attentive that make them the best in their profession They provide a great service”. One
guest included that, “The staff was uniformly friendly, knowledgeable and attentive (but not intrusive). I was very
pleasantly surprised to get a "pre-visit email” from Maitre d' Annelise inquiring about any special circumstances for
our visit”. Another customer mentioned that, “The staff were friendly, warm and very courteous. The food was
outstanding and really lived up to the 3 Michelin stars it has been awarded. As I had dietary requirements as part of
my pregnancy, the staff really went above and beyond to ensure dishes were altered to meet my requirements. I didn't

have to worry at all which was so lovely”.

The theme of price also mentioned frequently by customers. A customer shared his review: “Dining in fine
restaurants has always been an anti patel, great experience. Yet, other than the price this was nothing great or
special”. One guest added that, “I am conscious that in the menu price, the work of the dishes preparation has to be
taken into consideration and if NY people are fine with spending more than $ 1k (for two) in such a restaurant, fair
enough but unfortunately, we were particularly disappointed on that point (but again not the quality)”. Another guest
shared her review, “The poached salmon was also excellent. It was an expensive meal almost 3800 for two. I had a

half bottle of champagne. My friend was not drinking alcohol. Truly a remarkable experience. Worth the price”.
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RQ2: What are the dominant themes shared by males and females about their experiences with Michelin 3-star

restaurants in the USA?

The current paper’s next study objective was to find out what female and male guests are sharing about their
experiences with Michelin 3-star restaurants in the USA. In order to respond aforesaid research question two “tags”
were composed that describe the guests’ gender: female and male. Eventually, research revealed that “staff” and
“food” are the most important “themes” and “concepts” for both categories.
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Figure 3. The dominant themes shared by males and females.

Females also frequently share narratives about the concepts of presentation, creativity, innovative, fish and
atmosphere. Males are more prone to sharing narratives about the dinner, price, expensive, wine, list, course, dessert
and service (Figure 3).

RQ3: What are the dominant themes shared by different nationalities about experiences of Michelin 3-star
restaurants in the USA?

The previous sections show clearly that a number of guests partake fluctuating opinions regarding experiences of
Michelin 3-star restaurants in the USA? Interestingly, neither of the studies have used customer's home nation to
segment the analyses when examining at Michelin 3-star restaurant experiences in the United States. Customer
behavior is influenced by nationality, according to a similar line of research (Sulu et al., 2022). This section
concentrates on goal three, which investigates the guest experiences of Michelin 3-star restaurants from various
countries. As a result, some research have suggested that the origins of customers be investigated, as each region is

unique (Sulu et al., 2022).
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Figure 4. Different guest-origin groups’ evaluation of Michelin 3-star restaurants experience.

As depicted in figure 4, American and Asian guests mainly share narratives regarding the concepts such as chef,
innovative and creativity. Elite cuisine chefs, according to Albors-Garrigos et al. (2013), are the forefront of culinary
service innovation. Basic creativity is required for innovation, and it is founded on the creative objectives of the elite
chef. The adoption and diffusion dimensions of innovation are impacted by broader gastronomic traditions and are
based in the sphere of culinary services in a learning and networking process, as well as adoption and diffusion
dimensions that are influenced by broader gastronomic traditions. Furthermore, Australian guests primarily shared
narratives regarding food-wine pairings. Food pairings refer to the eating of a food and a beverage together, which
results in sensory qualities that are distinct from either consumed separately (Kustos et al., 2020). Many theories on
food and wine pairing exist in the culinary literature, with the most well-explained theories focusing on interactions
between the key ingredients of food and wine (Harrington, 2007). The most generally reported principles, according
to Kustos et al. (2020), were a balance of overall flavor intensities and taste balance between food and wine.
Customers from the Middle East also gave their thoughts shared narratives on the restaurant, the time, the experience,
and the recommendation. This group, like the others, was mostly satisfied and gave positive feedback. The stories in
this group emphasized the importance of restaurant experiences. Because they were pleased, delighted Middle
Eastern guests were more likely to suggest the restaurant. Last but not least, an internet platform was used by a

European group to give their feedback. Friend(lines), staff, price, expensive, attentive, and service were among the
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most common narratives expressed by Europeans. This group appeared to be the most price-sensitive. Furthermore,

Europeans praised the staff as well as its distinguishing characteristics, such as attentiveness and friendliness.
Discussion and Conclusion

The present study's aim was to achieve three major goals, the first being - determine the critical motifs in online
reviews regarding the Michelin 3-star restaurant experiences. Content analyses found six themes in descriptions of
3-star Michelin star restaurant experiences by including and containing reviews of fourteen restaurant’ content posted
via social platform (TripAdvisor): "food," "chefs," "restaurant," "wine," "staff," and "price". The themes of "food",
"chefs" and "restaurants" were found as dominant themes in our research, and these findings are congruent with those
of Cassar et al. (2020), who revealed that "food", "chefs" and "restaurants" are the most commonly stated themes
among guests. In our study, “wine” was another important theme. This finding also observed as an important theme
by Brochado et al. (2021). In this study, the staff is linked through concepts like staff characteristics (e.g., friendly
and attentive). The concept of “staff” is predominantly utilized positively. This result is corroborating with the recent
study conducted by Sulu et al. (2022) as well as Arasli et al. (2021). Another important theme shown by our research
was "price". This finding is corroborated by a recent study by Meek et al. (2021), which showed that guests frequently

mentioned the concept "price".

The existing papers’ next objective was to find out what female and male guests are sharing about their
experiences with Michelin 3-star restaurants in the USA. In the findings, “staff” and “food” appeared as the most
important themes and concepts for both groups (males and females). Females also regularly relate comments about

LT LR N3

“presentation”, “creativity”, “innovation”, “fish”, and “the atmosphere”. Males are more likely to narrate about

LR I3 EE N1

“dinner”, including the” pricing”, how expensive it was, “wine”, “menu”, “course”, “dessert”, and “service”.

The third objective of this paper was to find out the “dominant theme” shared through different nationalities about
experiences of Michelin 3-star restaurants in the USA. The findings showed that American and Asian guests mainly
share narratives regarding the concepts such as “chefs”, “innovative” and “creativity”. Australian guests primarily
shared narratives regarding food-wine pairings. Food pairings refer to the eating of a food and a beverage together,
which results in sensory qualities that are distinct from either consumed separately (Kustos et al., 2020). Guests from
the Middle East also shared their reviews on the “restaurant”, “time”, “experience”, and the “recommendation”. This
group, like the others, was mostly satisfied and gave positive feedback. The stories in this group emphasized the
importance of restaurant experiences. Because they were pleased, delighted Middle Eastern guests were more likely
to suggest the restaurant. Last but not least, an internet platform was used by a European group to give their feedback.
“Friend(lines)”, “staff”, “price”, “expensive”, “attentive”, and “service” were among the most common narratives

expressed by Europeans. This group appeared to be the most price-sensitive. Furthermore, Europeans praised the

“staff” as well as its distinguishing characteristics, such as “attentiveness” and “friendliness”.
Theoretical implications

Based on internet reviews, this research provides useful insight into how guests perceive services given by
Michelin 3-star restaurants. First, the analytical capabilities in Leximancer aided the researcher in identifying the

offer new perspectives in guest' overall experiences with minimal human intervention.
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Second, our paper advances knowledge by identifying the primary themes linked with male as well as female
perspectives on Michelin 3-star restaurants. Certainly, the software (Leximancer) helped us to find out two guest
categories use various explanations of 3-Michelin-star restaurant experiences in their narratives, indicating that the

online reviews posted recently by the two groups has different “themes”.

Third, we sought to analyze whether the” dominant themes” of guest’ Michelin 3-star restaurant experiences differ
according to guests’ ethnic group. In other words, the purpose of this objective was to see which themes the various
country groups are most concerned about. By finding such themes, Michelin 3-star restaurants can offer additional

understandings about “market segmentation” in the restaurant sector.
Practical Implications

The findings of our work highlight several implications for managerial practice. First, comprehending content
shared by consumers can assist Michelin-star restaurants to pinpoint the key service elements vital to achieve
affirmative attitudes as well as to diminish undesirable intents. Therefore, guests’ reviews not only provide a cost-
effective method for Michelin-star restaurants to collect feedback from their guests but also an opportunity to discover

ways to generate positive post-purchase intentions.

Second, Michelin-star restaurants should deliver both creative and innovative food and assure service quality in
the restaurants where they operate to produce high customer ratings and favorable eWOM, which is suggested by
previous studies (Arman, 2021; Ozaydmn & Giizeller, 2021; Sahingdz & Yalgin, 2021). The study also confirms that
service, food quality, and wine quality are all highlighted in reviews among top-ranked restaurants. The value of an
excellent wine list in top-rated restaurants is supported by this research. As a result, restaurant management should

pay close attention to their wine list, as a great menu necessitates a great wine list (Cassar et al., 2020).

Last but not least, although the current study did not uncover a large number of negative customer reviews,
managers should aim to recognize their customers’ online comments on a regular basis, with a focus on negative

feedback.
Limitations and Future Research

There are various limitations to this study that must be considered. First, the sample for this study consisted of
fourteen restaurants from the guide.michelin.com list, all of which were located in the United States. As a result, any
generalization or inferences must be drawn with caution. Upcoming works might include more extensive and targeted

samples from a variety of restaurant types across Europe, Australia, and Asia.

Second, this research only focused on three Michelin-starred restaurants. By comparing different types of
Michelin-starred restaurants (e.g., 1 or 2 Michelin star restaurants vs. 3 Michelin star restaurants) and incorporating
more restaurants in samples, future study could lead to a better understanding of the dominant narratives in guests'
online reviews. Future research could use larger samples to see if there are any changes in the relationships between
the primary themes of guests' Michelin star restaurant experiences. A comparative research analyzing potential

differences between cultures and countries would also pay dividends.
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Third, another question that has to be investigated further is whether the key themes of guests' overall experiences
differ depending on the type of guests (e.g., solo, couple, family or business). This could give more information about

market segmentation in the restaurant business.

Finally, the current study was limited to a single social media site, TripAdvisor. Further research might examine
user-generated information from various social media platforms (e.g., Booking.com, Yelp, or Zomato) to see if it

accords with the findings of this study.
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INTRODUCTION

The concept of hygiene consists of the words “Hygiela”, which is the hymn of health in Ancient Greek history,
and “Hygieinas”, which means conducive to health. Hygiene covers all the measures that should be applied to
increase body resistance and avoid diseases. These are known as the medical term. In other words, hygiene means
the knowledge of protecting health conditions and relieving them from all kinds of health factors (Tiirkmen, 2004, p.
3; Songur, 2009, p. 14; Lee et al., 2012, p. 15). In another definition, hygiene is explained as taking the necessary
precautions by complying with the necessary rules during the formation, processing, storage, and distribution

(serving) of food with the aim of creating a healthy and perfect food production (Denizer, 2005, p. 203).

With the developments in the service industry, the tools and machines produced have now taken their place as
fixtures in the home and business kitchens. This situation has caused some discomfort in people who will use them
for a long time. For instance, standing for a long time may cause varicosity while the low height of the kitchen
counters leads to severe back pain. In order to deal with and eliminate possible problems, a term called "Ergonomics"
has emerged. In the past, people did not attach necessary importance. However, some scientists and academics have
contributed to the understanding of this term as a branch of science by researching its meaning, purpose, and scope
in recent years. In the phenomenon of ergonomics, staff motivation and productivity have become among the most
important issues, and the demand by staff to design their workplaces according to their needs and to ensure their
safety has increased rapidly. With the assumption that creating suitable and comfortable work areas for the staff will
positively affect the productivity and performance, designing the work areas under ergonomic conditions indicate

that hygiene will be promoted more comfortably and easily in those areas.
Literature Review
The Concept of Ergonomics and Its Purpose

Ergonomics is derived from the Greek words "Ergon" meaning work and "Nomos" meaning naturally occurring
law or order. Ergonomics is recognized as a science. People dealing with this branch of science are not interested in
the work done, but in the people who perform this work (Joshi, 2016, p. 54). “Ergonomics is an engineering branch
that investigates the physical and mental characteristics, tendencies, abilities, and limitations of people regarding
machines and various work environment conditions, and applies the principles developed with the data obtained to
the design and regulation of machines, machine systems, work, and environmental conditions.” The aim of
ergonomics is to increase the safety of the person performing the work, to increase the production level, and to
improve the conditions and well-being (Dul et al., 2012, p. 24; Hollnagel, 2014, p. 41). The word ergonomics is a
word that originated in England in 1949. In the studies conducted on the concept of ergonomics until that year, similar
nomenclatures have been made providing an approach to the concept of ergonomics from different angles (Zander,
1972, p. 14; Giiler, 1997, p.9). Today, while the concept of "Ergonomics” is used in European countries, the concept
of "Human Engineering" is preferred instead of this concept in the USA (Mathews & Just, 1967, p. 14).

The concept of ergonomics is expressed as a branch of science that investigates the workplace layout planning by
considering the structural characteristics, physical dimensions, capacity and tolerance characteristics of the individual
and the compatibility of the human-machine environment according to natural and psychological reactions, which

are formed by the effect of the variables in the environment, and the theories of the interaction between them (Sabanci
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& Sumer, 2015, p. 14). Ergonomics, or in other words, human factors engineering, provides the formation of a
discipline by taking into account the relationships between the people in the system. It is seen as a branch of science
that applies theories, rules, knowledge, and methods in design to optimize human health and their safety against
threats that may occur in the environment (Dul & Weerdmeester, 2008, p. 14). The comfort of the staff, the fast
execution, and the facilitation of the work are the subjects of ergonomics. What is meant here is not only enabling
physical comfort, but also providing comfort in terms of psychological and environmental factors (Bridger, 1995, p.
24; Blair, 2003, p. 14). In this context, ergonomics is a multidisciplinary research-development area that tries to
reveal the system efficiency and the basic rules of human-machine-environment interaction in the face of natural and
psychosocial concerns that may occur with the effect of factors in the industrial work environment, taking into
account the structural characteristics, anthropometric characteristics, physiological competencies, and distinctions of

individuals (Erkan, 2003, p. 22; Frable, 1996, p. 21).

Considering that staff spends a significant part of their daily lives in enterprises, it is important to eliminate various
factors that threaten health conditions negatively (Demirdiler & Ugdogruk, 1995, p. 605). The main purpose of
ergonomics can be expressed as eliminating different health problems, revealing how the necessary working
environment will be shaped in order to increase work efficiency and how to adapt to the worker (El-Gammal et al.,
2011, p. 24). Another purpose of ergonomics is to determine the machine and environmental factors in accordance
with the formation characteristics of human beings and to increase the efficiency of working with machines and tools
by taking the necessary precautions (Yavuzcan et al. 1987, p. 57). The priority of ergonomics is to increase the safety,
efficiency, and effectiveness of staff. Although increasing job satisfaction is seen as ensuring working in healthy
conditions in terms of life science, physiology and spirituality, ergonomics should not be expressed as a series of
improvement measures only for staff. Ergonomics has several organizational benefits. We can also say it as
occupational safety, improvement in occupational health, and increase in efficiency. The decrease in the error rates,
the decrease in the production and service costs, and the increase in the production process can be given as examples
of these benefits (Tutar, 2000, p. 24; Barnett et al., 2002, p. 14). Ergonomics is collected under 4 headings as physical,
cognitive, administrative, and organizational ergonomics. These types of ergonomics are explained with the

following sub-headings;

Physical Ergonomics: Conditioning the physical elements of the offices according to ergonomic conditions affects
the productivity, job satisfaction, and health of the staff (Ceven & Ozer, 2013, p.21). The concept of physical
ergonomics is a type of ergonomics aimed at taking the necessary measures by considering the health conditions of
the staff and the factors that threaten them. It is within the scope of this type to provide the necessary design for
people to use the necessary machines in a convenient, comfortable, and easy way. Physical ergonomics is concerned
with the body dimensions, biomechanics, and physical characteristics of the person (Saygi, 2016: 24). Physical
ergonomics aims to minimize the destruction of physiological factors on people by preparing a work environment
that does not harm the staff and ensures that they are positive. It deals with the relationship between the equipment
used by the staff, their posture during work, repetitive movements, safety and health measures, and the skeletal system

of the person involved in the work (Karsh et al. 2013, p. 12).

Cognitive Ergonomics: Cognitive ergonomics is also used as informatics-oriented ergonomics or software

ergonomics. It emerged as a result of the investigation of pilot errors during World War II. The priority of cognitive
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ergonomics is to develop software code in order to provide easy access to information during the design phase, which
requires advanced technology, and to optimize the role of the human factor in these processes (Saygi, 2016, p. 14,

Feyen et al., 2000: 291; Civril et al., 2013, p. 233).

Administrative Ergonomics: Administrative ergonomics is the management process that aims to increase the
efficiency of the relationship between the person and the machine, to ensure work safety, to establish a systematic
order in the work, and to ensure that the equipment used by the people and the machines are in harmony with human

characteristics (Saygi, 2016, p. 14).

Organizational Ergonomics: Organizational culture is a concept that determines how things are carried out in
businesses. Whether ergonomic equipment is given importance in the working environment or not, and the quality
of the organizational culture that has been created is within the scope of this type of ergonomics. Organizational
ergonomics determines subjects such as the organization's purpose, appearance, management style, goals,
perspective, and social integration. For this reason, there are occasional connections between the studies and
organizational culture (Gtiler, 1997, p. 14). Organizational ergonomics is concerned with bringing organized
structures, socio-technical orders, politics, and processes into optimal conditions. Its topics are the management of
the resources used by the team, the degree of communication between them, the design of the work, the distribution
of tasks among the teams, the determination of working hours, community ergonomics, the designs that the
participants think, the organizations established in the digital environment, and quality management. This type of

ergonomics directs individuals to organize the work in the most efficient way (Wickens, 1992, p. 24).
The Concept of Hygiene and Sanitation

In general, the science of hygiene serves to protect the health of people from possible dangers and to make it
sustainable. The concept of hygiene emerged as a result of protecting lives and avoiding the elements that threaten
health (S6kmen, 2001, p. 16-17; Ersin & Beyhan, 2015, p. 23). When we look at the factors that threaten health
negatively, facilitating the entrance and exit between countries as a result of tourism, chemical pollution, trade,
nuclear explosions, and climate-atmosphere changes come to the fore. When personal hygiene factors are given
importance, the spread of the aforementioned diseases can be prevented (Erkal, 1997, p. 13). From this point of view,
when the hygiene of food and beverage is taken into account, it is seen that individual hygiene practices should be

considered as one of the most important issues (Ertopcu, Avcikurt & Cetinkaya, 2019, p. 2189).

Sanitation is a term that should not be confused with cleaning and has a wider use than cleaning. In the curriculum
of this concept, each area has different cleaning methods and a written schedule program is created that regulates
how the area should be cleaned and disinfected in regular periods when necessary (Shaikh & Hussain, 2012, p. 253).
Sanitation provides the necessary hygiene conditions to obtain a safe and healthy food product in general (Bilici et
al., 2008, p. 45). It can also be called the control of positive or negative environmental factors that affect health.
Sanitation is thought to be a process that ensures that the microbes in the equipment used in food production
enterprises have a reliable level by using the necessary heat and chemical substances (Denizer, 2005, p. 17; Kogak,

2010, p. 18).

The most important difficulty encountered during the realization of sanitation is the carrier staff. The carrier staff

causes the spread of infectious diseases by spreading the disease-causing microbes in their body without being
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affected and to the surfaces they come into contact with (Bulduk, 2007, p. 18; Mahami & Odonkor, 2012, p. 19). The
purpose of the food sanitation process is to prevent the losses and damages that may occur from the contamination
of food products (Kogak, 2010, p. 41; Todd, 2004, p. 34). The food sanitation process provides the preservation of
the chemical nutritional factors in the structure of the food. The increase in the number of processes performed during
the preparation of a food product also increases the possibility of contamination (S6kmen, 2010, p. 17). The most
important issue in the safe food supply is ensuring the hygiene and sanitation conditions in the best way from the
purchase of the food product to its consumption. The quality of the produced food and its long-term preservation are

among the benefits of sanitation in terms of producers and consumers (Bilici et al., 2008, p. 42).
Method

In this study, data were collected and analyzed by using the semi-structured interview technique. The interview
method was preferred due to the fact that it covers a long period, detailed information can be obtained, verbal
communication is established, the correctness of the answer given to the questions can be understood with the
emotional state, behavior, and attitudes of the participants, and the possibility of completing by others and the
probability that the person to be filling out the questionnaire will not put an effort because he or she considers the
questionnaire unimportant can be eliminated. The ethics committee permission document required for the collection
of the data used in this study was obtained from the Balikesir University Ethics Committee with the date 08.04.2021
and the decision/number 2021/2.

When the literature is examined, it is seen that there is no rule determining the sample size in studies using
qualitative methods. The researcher decides to determine the number of participants to be included in the sample in
line with the purposes of the research. The validity and significance of qualitative research depend on the information-
load of the sources and the analytical thinking and observational ability of the researcher rather than the size of the

sample (Patton, 2014, p. 24).

The sample includes an international 5-star hotel business located in Istanbul. The study was carried out with 31
participants working in an international 5-star hotel in Istanbul in 2020. Since in-depth interviews were conducted

with the group used in the sample, it was concluded that the number of participants was sufficient.
The criteria while determining the sample are as follows;
* The business being international
* The participant working in the same enterprise,
* The participant having at least one year of experience.

The qualitative research method was used in the study and the semi-structured interview method was preferred as
a data collection tool. This technique was used in order to ensure that the answers given by the participants were
unbiased and to obtain detailed answers from the data. The questions to be asked in the interview were created after

a comprehensive and detailed literature review.

The questions in the semi-structured interview were prepared by the researcher in line with the aims of the research
based on the information obtained from the literature (Erdal, 2003; Giines, & Kogyigit, 2018; Jones & Kapple, 1975;
Ozdamar. 1999; Simsek, 2010; Tiirkan, 2000; Yetiz & Mimarlik, 2009). Questions were prepared in such a way that
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they could measure and evaluate how the ergonomics and hygiene of the kitchen in the food and beverage business
were provided. With the help of these questions, the relationship between ergonomics and hygiene in the kitchen was
revealed and the answers were recorded. With the recording of the interviews, the information was written clearly,
completely, directly, and without addition. The answers given by the participants were categorized and a table was
created for each question and coding was done. In line with the answers given, the researcher interpreted the data by

making inferences.

Some participants answered the questions by making interpretations based on their previous businesses. Some
participants expressed their answers in a short and clear way, while others gave detailed answers. In line with the
answers given, the interview lasted at least 7 minutes and at most 41 minutes. The participants were told that their
names would be kept confidential and they answered the questions comfortably and clearly. First, the research topic
was investigated in detail and the resources available in the literature were examined. After reviewing the literature,

14 questions were created about the topic of the study.
Considerations when preparing interview questions;
* Open-ended questions were preferred.

» Care was taken to ensure that some of the questions were answered by making use of their knowledge and

experience.
» (Care was taken to ensure that the questions were clear, unambiguous, and brief.
» Care was taken to ensure that the questions progress in a way that is interconnected.

After the questions were prepared, they were revised and approved by experts with academic qualifications. For
the interview process, the participants were called by phone and an appointment date was determined. A different
day, date, and time was selected for each participant. The data of the research were collected by audio recording in

April, May, and June 2020.

The interview was first made through the ZOOM application, but after a few interviews, it was thought that the
research could not progress and a face-to-face interview was decided. The interviews lasted a minimum of 7 minutes
and a maximum of 41 minutes. Face-to-face interviews were completed in about 2 months, and the interviews were

transcribed and analyzed in one month.

The process of discovering and revealing the hidden meaning, rather than the apparent meaning, by examining
and synthesizing the information (data) obtained from the research, deciding how much of the revealed information

will be used, and turning it into a report is known as data analysis (Yildirim & Simsek, 2018, p. 45).

The audio recordings used in the study were recorded with the permission of the participants. The recordings were
listened to over and over again in order to convey them accurately and clearly. After the interviews were expressed
in writing, generalizations were made by categorizing and tables were created for each question. The findings
obtained from the answers given to the questions were written without interpretation and then expressed by

interpreting.
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Findings and Discussion

In the table below, information about the participants' age, gender, education level, occupation, title, and duration of
p p £e, g p

experience in the profession are given.

Table 1. Demographic characteristics of the participants

Participant Gender | Age Education Occupation Title Total Professional
Code Experience
P1 Male 46 High school Chef Executive Chef 30 years
P2 Male 35 Undergraduate Chef Executive Sous Chef 15 years
P3 Male 41 Primary school Chef Chef de Cuisine 25 years
P4 Male 39 Undergraduate Chef Sous Chef 24 years
P5 Male 35 High school Chef Sous Chef 15 years
P6 Male 35 Associate Degree Chef Junior Sous Chef 19 years
P7 Male 33 Associate Degree Chef Junior Sous Chef 15 years
P8 Male 41 High school Chef Sushi Chef 18 years
P9 Male 38 High school Chef Chef de Partie 18 years
P10 Male 34 High school Chef Chef de Partie 15 years
P11 Male 30 Associate Degree Chef Chef de Partie 14 years
P12 Male 35 High school Chef Demi Chef 17 years
P13 Male 30 High school Pastry Chef Demi Chef 12 years
P14 Male 27 High school Chef Demi Chef 10 years
P15 Male 28 High school Chef Demi Chef 8 years
P16 Male 26 Associate Degree Chef Demi Chef 7 years
P17 Female 27 Undergraduate Chef Commis 1 3 years
P18 Female 26 Undergraduate Chef Commis 1 4 years
P19 Female 26 Undergraduate Chef Commis 1 2 years
P20 Female 25 Undergraduate Chef Commis 1 5 years
P21 Male 22 High school Chef Commis 1 4 years
P22 Male 22 High school Chef Commis 1 3 years
P23 Female 26 Undergraduate Chef Commis 2 2 years
P24 Female 25 Undergraduate Chef Commis 2 1 year
P25 Female 23 Associate Degree Chef Commis 2 3 years
P26 Female 23 Associate Degree Chef Commis 2 3 years
P27 Female 23 Associate Degree Pastry Chef Commis 2 2 years
P 28 Male 22 High school Chef Commis 2 3 years
P29 Male 22 Undergraduate Chef Commis 2 1 year
P 30 Female 24 Undergraduate Student Trainee 1 year
Student
P 31 Female 23 Undergraduate Student Trainee 1 year
Student
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When Table 1 is examined, it is seen that 20 of the participants were male while 11 were female. The mean age
of the participants was 29 years. When their professional status is examined, it is seen that 29 people were chefs and
two were students. Considering the education levels, one person was a primary school graduate, 12 people were high
school graduates, 7 people graduated with an associate degree, 9 people were undergraduates, and two people were

still at the undergraduate level.

Ergonomics rules, advantages of ergonomically designed kitchens, hygiene and sanitation processes in kitchens
were examined and it was revealed that there is an interaction between ergonomics and hygiene. The priority in

kitchen design is expressed with definite judgments.

Table 2. Priority in kitchen design

P1 Functional and convenient P17 Practical and functional
P2 Functional and convenient P18 Functional and convenient
P3 Functional and convenient P19 Functional and convenient
P4 Functional and convenient P20 Practical and functional
Ps Functional and convenient P21 According to the physw;f[)agflfcal characteristics of the
P6 Functional and convenient P22 Practical and accessible
P7 Functional and convenient P23 Functional and convenient
P8 Functional and convenient P24 According to the physw;f[)agflfcal characteristics of the
P9 Practical and accessible P25 Practical and functional
P10 Functional and convenient P26 Practical and functional
P11 Practical and accessible P27 Functional and convenient
P12 Functional and convenient P28 According to the service type
P13 Practical and accessible P29 According to the service type
P14 Practical and accessible P30 According to the physw;f[)agflfcal characteristics of the
P15 Functional and convenient P 31 Functional
P16 According to the characteristics of
the staff

Of the participants (N=12) working in the hotel business, 38.70% stated that the kitchen should be functional and
convenient, 16.12% expressed that it should be practical and accessible, 16.12% said that the kitchen should be
practical and functional, 12.90% argued that the kitchens should be designed according to the physiological
characteristics of the staff, 6.45% advocated that the kitchen should be designed according to the service type, and
3.22% stated that the kitchen should be functional.

Considering the answers given by the executive chefs and sous chefs (N=7) working in the hotel business, 4 of
them argued that the kitchen should be functional and convenient, one stated that the kitchen should be practical and

accessible, and two claimed that the kitchen should be designed according to the type of service.

As for the answers given by the chef de partie (N=4) working in the hotel business, 50% advocated that the kitchen

should be functional and convenient, while 50% advocated the kitchen to be practical and accessible.

When the answers given by the demi chefs (N=5) working in the hotel business are examined, two participants
suggested the kitchen to be functional and convenient, two stated that the kitchen should be practical and accessible,
and one participant claimed that it should be designed according to the physiological characteristics of the kitchen

staff.
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Once the answers given by the commis 1 (N=6) working in the hotel business are investigated, two people
advocated the kitchen to be practical and functional, two to be functional and convenient, one to be practical and

functional, and one to be designed by taking into account the physiological characteristics of the staff.

In line with the answers given by the Commis 2 (7 people) working in the hotel business, two people stated the
kitchen to be functional and convenient, two to be practical and functional, two to design the kitchen according to

the service type, and one to design the kitchen according to the physiological characteristics of the staff.

When the answers given by the trainees (N=2) working in the hotel business are considered, one person advocated
that the kitchen should be designed according to the physiological characteristics of the kitchen staff, and one stated
that the kitchen should be functional.

Of the female participants (N=11), 4 advocated the kitchen to be practical and functional, 4 to be functional and
convenient, two to design the kitchen taking the physiological characteristics of the kitchen staff into account, and

one to be functional.

Of the male participants (N=20), 8 of them argued that the kitchen should be functional and convenient, 5 stated
that it should be practical and accessible, 4 expressed that it should be designed according to the type of service, two
suggested that it should be designed according to the physiological characteristics of the kitchen staff, and one person

argued that the kitchen should be designed in a practical and functional way.

Among the participants who had an undergraduate education (N=9), 4 people argued that the kitchen should be
functional and convenient, two to be practical and functional, one to be practical and accessible, one to be designed
according to the type of service, and one person to be designed according to the physiological characteristics of the

kitchen staff.

Of the undergraduate student participants (N=2), one person advocated that the kitchen should be designed

according to the physiological characteristics of the staff while the other argued that it should be functional.

When the answers given by the participants with associate degree degrees (N=7) are examined, two people argued
that the kitchen should be designed as practical and functional, two to be functional and convenient, one to be practical
and accessible, one to be designed according to the service type, and one to be designed according to the physiological

characteristics of the kitchen staff.

Among the high school graduate participants (12 people), 5 stated that the kitchen should be functional and
convenient, 3 to be practical and accessible, two to be designed according to the type of service, one to be practical

and functional, and one to be designed according to the physiological characteristics of the kitchen staff.

The participant with a primary school education (N=1) advocated that the kitchen should be functional and

convenient.
The view of the participant coded P8 is as follows;

“First of all, the kitchen should be designed considering the width of the kitchen and its use. All equipment to be
used here should be in the same place. The counters and sinks in the kitchen should be designed according to the

capacity of the kitchen, according to its quality, and according to the customer type. If your restaurant is small, you

83



Sarioglan, M. & Battal, S. JOTAGS, 2022, 10(1)

need to create a small kitchen, if it is large, you need to design a large kitchen. Most importantly, it should be

convenient.”
The view of the participant coded P2 is as follows;
“First of all, kitchens should be useful and convenient.”
The view of the participant coded P23 is as follows;

“The priority in the kitchen is that it should be functional and suitable for the work to be done. Considering our
priorities, a spacious and comfortable environment should be prepared in the kitchen. Because, unless our physical

characteristics are taken into account in the kitchen design, the productivity of the staff will be adversely affected.”

As understood from these statements, P2, P8, P23 state that the priority in the design of the kitchen should be
given to its functionality and convenience. P23 suggested that the kitchen should be useful and designed according
to the physiological characteristics of the staff. He emphasized that if these factors are not taken into account, the

productivity of the kitchen workers may decrease.
The view of the participant coded P31 is as follows;

“When designing a kitchen, the priority is functionality. I think it's a matter of how much efficiency we can get
from there and how much we can optimize it. While doing this, of course, factors such as comfort need to be

considered. I think the most basic element is to ensure the most efficiency we can get from the space we have.”

Along with these statements, P31 emphasizes that functionality should be the priority when designing the kitchen.
Considering the functionality and comfort features in the kitchen design, the may increase the efficiency by making

the best use of the existing space.
Participants' Knowledge Levels About Ergonomics

The extent to which the participants knew the concept of ergonomics and what the concept of ergonomics meant

according to the participants were determined and given in the following table.

Table 3. The connotations of the concept of ergonomics in the participants

P1 I heard. Improvement of workplaces. P17 I hear.d. [tis a design in which wqumg
environments are safe and practical.
I heard. Creating a physical and psychological I heard. Design that considers the safety and
P2 . . P18
working environment health of staff
. . I heard. Regular and systematic working
P3 I heard. Optimal design and placement of a product P19 .
environments.
I heard. Creating working environments according I heard. Creating a working environment
P4 ) . P20 . X o
to physical characteristics. according to physical characteristics
PS5 I heard. Improvement of workplaces. P21 I'heard. Creating a physu.:al and psychological
working environment
P6 I did not hear. P22 I heard. It is the working comfort of the staff.
P7 I heard. The floor plan made for the comfortable P23 I heard. Creating a working environment
and efficient work of the staff. according to physical characteristics
P8 I heard. Improvement of workplaces. P24 I hear.d. [tis a design in which wqumg
environments are safe and practical.
I heard. Regular and systematic working I heard. Creating a working environment
P9 ) P25 . X .
environments. according to physical characteristics
P10 I heard. Improvement of workplaces. P 26 I heard. It is the working comfort of the staff.
P11 I heard. Improvement of workplaces. P27 I heard. Improvement of workplaces.
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Table 3. The connotations of the concept of ergonomics in the participants (Continuation)

P12 I heard. Improvement of workplaces. P28 I did not hear.
P13 I did not hear. P29 I heard. Improvement of workplaces.
P14 I'heard. Creating a physical and psychological P30 I heard. Improvement of workplaces.

working environment

I heard. Design that considers the safety and

P15 I heard. Improvement of workplaces. P31 health of staff

I heard. Regular and systematic working

P16 .
environments.

While 90.33% of the 31 participants working in the hotel business said that they heard ergonomics before, 9.67%

said that they did not hear ergonomics before.

Considering the answers given by executive and sous chefs (N=7) working in the hotel business, 6 said that they

heard ergonomics before, while one person said that they did not hear ergonomics before.
All of the chef de partie working in the hotel business heard ergonomics before.

When the answers given by the demi chefs (5 people) working in the hotel business are examined, 4 people said

that they heard ergonomics before, while one said that he did not hear ergonomics before.
All of the commis 1 working in the hotel business heard ergonomics before.

According to the answers given by the commis 2 (N=7) working in the hotel business, 6 people said that they hear

ergonomics before, while one person said that he did not hear it before.
All of the trainees working in the hotel business said that they heard ergonomics before.
All of the female participants (N=11) heard ergonomics before.

While 17 of the male participants (N=20) said that they heard ergonomics before, 3 people said that they did not

hear it before.
All of the participants with an undergraduate degree (N=9) heard ergonomics before.
All of the undergraduate student participants (N=2) heard ergonomics before.

Six of the participants (N=7) with an associate degree said that they heard ergonomics before, whereas one said

that they did not hear it before.

While 10 of the high school graduate participants (N=12) said that they heard ergonomics before, two people said
that they did not hear it before.

The primary school graduate participant (N=1) said that he heard ergonomics before.
The view of the participant coded P17 is as follows;

“Yes, I heard it before while studying at MSA. It means designing the kitchen for the safety of the working

environments, the fast and safe exit of the products.”
The view of the participant coded P18 is as follows;

“Ergonomics; yes, | heard it before. Ergonomics is the design of work environments for the staff, taking into

account occupational safety and occupational health.”
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The view of the participant coded P31 is as follows;

“I've heard of ergonomics before. I think it is a branch of science that is based on people. I think that the health,
safety, or performance of the person is maintained in the foreground and while these are considered, the kitchen and

tools are prepared according to these factors.”

From these expressions, it is understood that P17, P18, P31 have heard of ergonomics before and see ergonomics

as a science that takes into account the occupational health and safety of the personnel in their working environments.
The view of the participant coded P2 is as follows;

“I heard ergonomics before. We can say that ergonomics is the conditions that can be applied to increase work
efficiency in physically suitable conditions in working life. We can say that creating a convenient working

environment both physically and psychologically.”
The view of the participant coded P14 is as follows;

“Yes, I heard it at the restaurant. If you are going to place a product, you pay attention to its harmony with the
environment. We can say that it is a system that does not tire people in their work, motivates them psychologically,

provides convenience, and helps people.
The view of the participant coded P21 is as follows;

“Yes, I heard the word ergonomics. I know it as a branch of science that prepares a public space that provides

physical and psychological comfort to kitchen staft.”

As understood from these statements, P2, P14, P21 state that they heard it before and see ergonomics as a science

that it is a physically and psychologically motivating in working environments.
The effects of ergonomic design in the kitchen on hygiene

Although the knowledge of the participants were at different levels, the answers they gave were in the same

direction. The answers are presented in the table below.

Table 4. What are the effects of ergonomic design in the kitchen on hygiene?

P1 It helps to provide hygiene more easily. P17 It helps to provide hygiene more easily.
P2 It helps to provide hygiene more easily. P18 It helps to provide hygiene more easily.
P3 It helps to provide hygiene more easily. P19 It helps to provide hygiene more easily.
P4 It helps to provide hygiene more easily. P20 It helps to provide hygiene more easily.
P5 It helps to provide hygiene more easily. P21 It helps to provide hygiene more easily.
P6 It helps to provide hygiene more easily. P22 It helps to provide hygiene more easily.
P7 It helps to provide hygiene more easily. P23 It helps to provide hygiene more easily.
P8 It helps to provide hygiene more easily. P24 It helps to provide hygiene more easily.
P9 It helps to provide hygiene more easily. P25 It helps to provide hygiene more easily.
P10 It helps to provide hygiene more easily. P26 It helps to provide hygiene more easily.
P11 It helps to provide hygiene more easily. P27 It helps to provide hygiene more easily.
P12 It helps to provide hygiene more easily. P28 It helps to provide hygiene more easily.
P13 It helps to provide hygiene more easily. P29 It helps to provide hygiene more easily.
P14 It helps to provide hygiene more easily. P 30 It helps to provide hygiene more easily.
P15 It helps to provide hygiene more easily. P31 It helps to provide hygiene more easily.
P16 It helps to provide hygiene more easily.
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All hotel staff argued that the ergonomic design in the kitchen will help ensure hygiene more easily.

All of the executive chefs and sous chefs (N=7) working in the hotel business stated that the ergonomic design in

the kitchen help ensure hygiene more easily.

All of the chef de parties (N=4) working in the hotel business argued that the ergonomic design in the kitchen

help ensure hygiene more easily.

All of the demi chefs (N=5) working in the hotel business stated that the ergonomic design in the kitchen help

ensure hygiene more easily.

All of the Commis 1 (N=6) working in the hotel business advocated that the ergonomic design in the kitchen help

ensure hygiene more easily.

All of the Commis 2 (N=7) working in the hotel business argued that the ergonomic design in the kitchen help

ensure hygiene more easily.

All of the trainees (N=2) working in the hotel business stated that the ergonomic design in the kitchen help ensure

hygiene more easily.

All of the female participants (N=11) argued that the ergonomic design in the kitchen help provide hygiene more

easily.

All of the male participants (N=20) suggested that the ergonomic design in the kitchen help ensure hygiene more

easily.

All of the participants who have an undergraduate degree (N=9) advocated that the ergonomic design in the

kitchen help ensure hygiene more easily.

All of the undergraduate student participants (N=2) stated that the ergonomic design in the kitchen help provide

hygiene more easily.

All of the participants with an associate degree (N=7) argued that the ergonomic design in the kitchen help provide

hygiene more easily.

All of the high school graduates (N=12) explained that the ergonomic design in the kitchen help ensure hygiene

more easily.

The primary school graduate participant argued that the ergonomic design in the kitchen help ensure hygiene more

easily.
The view of the participant coded P1 is as follows;

“It has so many effects. For example, if the sink is high and the person is washing his/her hand, water may splash
as it is not ergonomically designed, which will have a negative impact on hygiene. For example, if the shelves on the
counter where the clean plates are placed are very high, you can take the products directly from there and serve the

product without seeing whether it is dirty or not.”

The view of the participant coded P2 is as follows;
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“It has a direct link. You can wash your hands without touching the surroundings by pressing your leg or pressing
the pedal in professional handwashing sinks. Now, after the pandemic, we have sensored instruments that give soap
and disinfectant without hand contact. These are used to prevent contact. To avoid contact, you need to reduce the
distance between them. When there is such a system, our working areas in the kitchen will be clean. For example, if
someone else comes into contact with the upright cabinet before you, there will be no negative situations because
this system applies. This has something to do with ergonomics. You have to touch more surfaces in an inconvenient
kitchen. Of course, you touch many points while transferring your products. For this reason, if your hand washing
and vegetable washing sink are not within easy reach at the place where you work, it means that everything is not
suitable in this kitchen. For example, you first bought your vegetables with pallets and go down three floors and
wash your vegetables. Then you put your clean vegetables in the car, walk for 15 minutes, get on the elevator, touch
many points in the elevator and come to the kitchen. After that, you extend the vegetables to the counter. All of these
will appear as both a loss of workforce and an unhygienic situation. The fewer these processes are, the more

efficiency and hygiene will increase. By reducing the number of processes, you can prevent contact.”
The view of the participant coded P3 is as follows;

“We can provide hygiene more easily with products that can be cleaned more easily, moved and placed. If you
have a restaurant with a capacity of 30 people, and if you are trying to do this with an oven that can cook for 500
people, it will be difficult to clean and move the products once. Therefore, an ergonomic arrangement provides
serious convenience in terms of keeping the kitchen clean and hygienic. These contribute positively to hygiene. In the
kitchen, the products should be made of washable, cleanable materials and equipment that can be easily disinfected.

There are some materials that do not contain bacteria and do not keep them on, they are very hygienic.”
The view of the participant coded P4 is as follows;
“In a well-designed kitchen, you can provide hygiene more comfortably and easily.”
The view of the participant coded P5 is as follows;

“I think it has a lot of influence. Because without ergonomics, there is no hygiene. It would be a problem to

>

expect hygiene in a non-ergonomic kitchen. It will be more difficult to maintain hygiene.’
The view of the participant coded P7 is as follows;
“It will be easier to clean in a properly planned kitchen. Because there won't be any places you can't reach.”
The view of the participant coded P8 is as follows;

“Hygiene is prioritized in ergonomically designed equipment. Cleaning such equipment will also be easy. Easy

to pull cabinets, mobile benches, etc. In this case, the quality increases.”
The view of the participant coded P17 is as follows;

“It helps to be more organized in the kitchen. It helps to ensure hygiene in the production in the kitchen so that
it can be easier. It helps and facilitates everything from the color of cutting boards to countering the risk of cross-

contamination.”

The view of the participant coded P18 is as follows;
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“It has great implications for hygiene. For example, an ergonomically designed kitchen has a vegetable and fruit
washing and drying area and a separate hand wash sink. For this reason, there will not be any hygiene-related

problems in the products made.”
Conclusion and Recommendations

Although the ergonomics and hygiene rules applied in businesses have varied from past to present, progress has
been made by adhering to the original concept. The location of Istanbul and its being a metropolitan city made it
important to carry out this study there. Ergonomics and hygiene practices in an international hotel in Istanbul were

examined and the interaction between them was tried to be revealed.

The answers given to the questions vary according to the workplace and experience. In the answers given to the
priority in kitchen design, the participants mostly stated that the kitchen should be functional and convenient, practical
and accessible, practical and functional, and some said that it should be designed according to the type of service.
According to the answers given, it is seen within the rules of ergonomics that a kitchen is practical and functional. It

is understood that there is no difficulty in fulfilling the hygiene rules in such kitchens.

It is said that maintaining the hygiene of ergonomically designed kitchens is easier than the kitchens without
ergonomic design. For instance, moving the kitchen cabinets forward, backward and to the side make cleaning easier.

In addition, participants stated that a kitchen cabinet that cannot be moved is difficult to clean.

While designing the kitchen, it is necessary to seek help should from chefs and architects who have a good grasp

of how the design will be. Wrongly designed kitchens cause the staff to get tired and wear out.

Planning the working environments in a way that will ensure the safety and efficiency of the staff will maximize
the efficiency to be obtained from that business. The performance of the staff will be positively affected in the

ergonomically designed kitchens.

When necessary precautions are not taken in the kitchen and storage areas, possible accidents are caused. As a

result, the problem of incapacity and lack of staff arises.

Staff changes occur frequently in kitchens that do not have an ergonomic design. As a result, the quality of the

food decreases due to the frequent changes and the adaptation process.

Ergonomically designed kitchens increase the productivity of the staff and the hygiene conditions of the

equipment.

Due to the short distance between the purchase and the kitchen in ergonomically designed kitchens, possible

physical contamination that may occur will be prevented.

In ergonomic kitchens, personal hygiene will be provided easily as there will be hand washing sinks at each

station.

Bacterial factors will be prevented due to the separation of vegetable and fruit washing areas in ergonomically

designed kitchens.

In ergonomically designed kitchens, since the trash cans have a pedal system, hand contact is prevented and

hygiene is provided at the maximum level.
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- In kitchen design; the kitchen chef and architect provide an accurate design. In a properly designed kitchen, the

quality of the food can be increased thanks to the training given by the food engineer to the staff on hygiene.
- Reproducing the equipment used in the kitchen can prevent the negative effects of hygiene.
- Wide movement areas can be created to ensure comfortable transitions between stations in the kitchen.

- The stations should have a large area so that two people do not come into contact with each other at the same

time.

- Hygiene and sanitation training should be given to kitchen staff at regular intervals. As a result of the training

given, an exam may be taken.

- Businesses should have sanctions that indicate that employees should take the necessary precautions regarding
hygiene. A scoring system chart should be created by observing the hygiene rules applied by the staff. Promotion

may be carried out according to the result of this scoring.

- Each station should have its own counter and work area. Each station should have its own +4,-18 locker. In this

way, work speed and efficiency will increase.

-The location of the kitchen and the purchasing unit can be located close to each other. In this way, the hygiene

of the product can be ensured.

- The length of the counter can be designed in such a way that it will not prevent the staff from working or cause

health problems in the future.

- Mise en place cabinets must have a drawer system. It will make the order faster, and it will also prevent health

problems.

- In ergonomically designed kitchens, it can be easier to maintain hygiene in the area due to the fact that mise en
place cabinets have a drawer system. Health problems can be prevented as well as enabling us to make the order

faster.

- Hygiene can be achieved more easily in ergonomically designed kitchens, since each station has its own hand

wash basin and vegetable washing unit.

- In properly designed kitchens, regular cleaning and replacement of the rubbers of the mise en place cabinets can

affect hygiene positively.

- Hand hygiene can be provided more easily by introducing a pedal system without hand contact in handwashing

sinks.
- Every business can have a stewarding team that knows which chemicals should be used to clean the equipment.
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INTRODUCTION

The most important fields of activity of tour operators and travel agencies are; package tour production,
management and marketing. Package tours, which are an important source of income for businesses; may differ
depending on the destination, producer and production purpose (Demir, 2014, p.125). In this study, it will be focused
on package tours that will appeal to the Muslim segment according to the production purpose. In recent years, many
studies have been carried out in the field of halal tourism (El-Gohary, 2016; Rasul, 2019; Bogan, 2020; Buyruk and
Aydemir, 2022). In all these studies, halal hotels were emphasized, but travel agencies were ignored. The most

important aim of this study is to eliminate this deficiency in the halal travel market.

The common feature of the package tours that will be discussed in this study is that they appeal to a conservative
and religious segment. The growth rate in the Muslim travel market has reached remarkable levels in recent years.
The most important reason for this is the increase in the national income of countries with a Muslim population. As
a result of these developments, tour operators and travel agencies have started to produce halal concept package tours
for Muslim tourists. However, the most important problem here is that halal package tours do not have a common
standard. From this point of view, the main purpose of the study is to present an exemplary package tour model for
conservative tourists. In this context, first of all, the web pages of travel agencies that appeal to the conservative
segment were examined, and then research questions were created for the addressees of the subject. In the application
part of the research, these questions were asked to the participants and a model was tried to be put forward within the

framework of the answers received.
Halal Tourism

The concept of halal: According to Mohsin et al. (2016, p. 137-143), it is an Arabic word that means allowed and
no problem in doing it. Halal tourism is the name given to the concept in which devout tourists benefit from touristic
products and services within the framework of their beliefs and values (Giindiiz and Topaloglu, 2021, p. 557). Along
with the increase in the economic income levels of Muslim countries in recent years, there has been a parallel increase
in the rate of participation in tourism. Along with this increase, tourism investors did not remain unresponsive to this
demand and started to shift their investments in this direction rapidly. Thus, halal concept hotels and travel agencies

began to emerge.

Halal tourism is not a new type of tourism, but a version of tourism activities organized according to Islamic
principles. The concept that the concept of halal tourism is confused the most is faith tourism. However, halal tourism
is not a branch or sub-branch of faith tourism. While there may be participation in faith tourism from other religions,
halal tourism only caters to Muslim tourists. Jafari and Scot (2014, p. 1-19) stated that halal tourism is a newly
recognized concept. It is understood from the recent publications that the interest in academic studies on the subject
has increased. Since halal tourism is a very new concept, there is no common definition on which a consensus has
been reached. However, in general, halal tourism; It is seen as the whole of touristic activities carried out by Muslim

tourists in accordance with their beliefs and values.

Halal tourism is explained as tourism and hospitality activities produced together by the producer and the
consumer in accordance with the teachings of the Islamic religion (Razzaq, Hall & Prayag, 2016, p. 92-97). In

addition, halal tourism has a two-dimensional structure in which both producers and consumers play an active role.
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In halal tourism, halal tourism activities will be successful if the producers produce products that comply with Islam,

and if the consumers support the process by complying with these rules.

Although most of the investments made in the field of halal tourism are made in the accommodation sector, travel
agencies and tour operators have also started to show interest in this issue in recent years. Although there are not
enough halal concept travel agencies yet, the interest in this field is increasing day by day. Because the growth of the
halal market worldwide encourages all investors. In addition, the establishment of the Halal Accreditation Agency
(HAK, 2018) in Turkey and the establishment of the Halal Hotel Management (TSE, 2016) standard by the TSE are
the biggest indicators of the state's interest in this issue (Giindiiz & Topaloglu, 2017, p. 906). Finally, the increase in
the number of theses and scientific publications written in the field of Halal tourism is of great importance for this

field.
Travel Agencies and Types

Before mentioning the concept of travel agency, it would be appropriate to mention the meaning and origin of the
word travel. The word travel has passed into our language from Arabic; It is derived from the root “seyahe” (TDK).
It literally means to roam freely. Travel Agencies; They are commercial organizations that prepare and design tours
in line with the wishes of consumers, and sell the products of transportation and accommodation businesses for profit
(Hacioglu, 2000). Apart from these, one of the most important duties of travel agencies is to inform consumers about

their destination.

Travel Agencies in our country are regulated according to the Travel Agencies and Travel Agencies Union Law

No. 1618. According to article 3 of this law, they are legally divided into three groups (Resmi Gazete, 1972);

Group A Travel
Agencies - All national
and international
package tour
production

Group B Travel
Agencies - Sales of
tours organized by

Group A and ticket sales
of transportation
vehicles

Group C Travel
Agencies - Domestic
tours only for Turkish
Citizens

Figure 1. Legal Classification of Travel Agencies in Turkey
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-Group A Travel Agencies: They can offer all travel agency services described in the fifth article of the Travel

Agencies Regulation.

-Group B Travel Agencies: They provide ticket sales services for international air, land and sea transportation

vehicles, as well as reservations and tickets for tours organized by (A) group travel agencies.
-Group C Travel Agencies: Domestic tours only for Turkish citizens; they promote, produce, market or sell.

Travel Agencies; they can also engage in additional commercial activities such as car rental, transfer, guidance,
foreign exchange transactions, and souvenir sales. Especially in recent years, travel agencies play an important role

in organizing congress and meeting organizations.
Package Tour Concept and Package Tour Design

The concept of package tour is the touristic products created by travel agencies that cover all touristic activities
of a tourist such as accommodation, transportation, food and beverage. Today, package tours are prepared according
to the taste and habits of the customer. These package tours are generally used by businesses that have adopted the
all-inclusive system. Package tours, which are the driving force for large masses to participate in the tourism
movement, have also been influential in the emergence of large tour operators (Batman et al., 2001, p.7). The first
package tours were organized and sold in England by Thomas Cook in 1841. In these tours, only railway was used

as a means of transportation and did not include accommodation service.

Another important development in package tours was the organization of steamship tours after the 1920s, and
package tours became popular. Thomas Cook's other firsts; tour brochures, tour programs and vouchers. Until the
middle of the 20th century, package tours could not reach the desired level due to negative factors such as inadequacy
of transportation vehicles, inconvenience, high transportation fees, inadequacy of communication, inadequacies in
the accommodation sector (Igdz, 2000, p.225). The content of the package tour; It can be classified in different ways
according to the distance to the destination, the period to be visited, the method of application, and the type of tourism.
As for the reasons why consumers turn to package tours today; they can be counted as being economical, providing
confidence for the consumer, getting rid of the trouble of scheduling tours, saving time and professional guidance
services. The advantages for travel agencies and tour operators are; high profit share, gaining competitive advantage,
providing pre-financing, providing prestige, establishing new connections and increasing occupancy rates (Demir,

2014, p.132). In other words, package tours mean more than just making money for travel agencies and tour operators.

Producing a package tour and making it available to the consumer is a very long and laborious process. However,
it makes it necessary to conduct systematic and programmed research. Package tours designed without definite
demand carry a serious sales risk. To eliminate this risk, travel agencies and tour operators follow the package tour
production process, which consists of five steps. In the package tour; transportation services, accommodation

services, food and beverage services, social activities and transfer services.
Method

In this study, qualitative research methods were used. Qualitative research is a preferred type of research to gather
in-depth information on the subject. In addition, ethnographic analysis method was preferred in the design of this

research. Ethnographic analysis is a method used in social sciences and mainly in anthropology, and it is used to
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define and analyse the culture, values or norms of interest. Participant observation technique can be used as a data
collection tool in ethnographic analysis. In addition, it aims to describe the observed phenomenon or object by using
semi-structured interview and daily conversation tools in this participation process. Because ethnography requires
more time than other methods, the sample size of the population studied is generally small. As with the survey
technique, it is not possible to generalize the results obtained to the whole population where the samples represent
all of them. The main purpose of this method is to find the general, social and cultural characteristics of the private
by using deep and well-structured study designs (Hammersley, 1992, p.195-203). The most important reason for
choosing the ethnographic analysis method in this study is to see how the religious, cultural and economic
characteristics of the participants (clergy, tourism academic and customer) shape the halal package tour model to be

created as a result of the study.

In this study, semi-structured interview technique, one of the qualitative research methods, was applied. In the
semi-structured interview, the basic lines of the interview are determined, but the exact order of the questions is not
made. Because the flexibility to generate questions about the new information learned during the interview is the
most preferred reason for this interview type. Semi-structured interviews are the type of interview in which some
questions can be skipped depending on the situation, the order of questions can be changed according to the course
of the conversation, and additional questions can be created at that moment (Yiiksel & Yiiksel, 2004, pp.100-107).
The most important reason for choosing the semi-structured interview technique in this study is the flexibility of

asking questions about new topics according to the course of the interview.

As seen in the literature part of the study, a package tour consists of five basic products. While preparing the
interview questions, one question was created for each of these 5 products that are generally accepted in the literature.
These are transportation services, accommodation services, food and beverage services, social activities and transfer
services. Before the interview, a pilot study was conducted with a small number of participants for these questions,
and feedback was received about the missing and incomprehensible points. Then, another question about the
personnel was added due to the need felt during the interview. As a result, the research questions were arranged and
finalized. Participants in this study were selected by stratified sampling method. In order to perform stratified
sampling, first of all, the universe depending on a descriptive variable must be divided into two or more independent
strata (Bernard, 2011, p. 195). In this context, interviews were held with tourism academics, theologians and
customers who had stayed in halal-themed hotels before. In qualitative research, the repetition of the answers of the
individuals participating in the study is taken as a criterion in determining the sufficient number of samples. Morgan
and Morgan (2008, p. 71-99) state that there is no generally accepted formula for determining sample size in
qualitative research, even though it is tried to reveal the formulas for determining the sample size in qualitative
research based on quantitative designs. It is revealed that there is a cycle and, after a certain number of samples are
discussed, the answers given by those who participated in the research before each new sample start to be repeated
after a certain participant and similar answers are given. The data used in this article were collected for the 2nd

International Halal Tourism Congress in January and February 2019.
Results

The following questions were asked to 22 people who participated in the research. While each question took

approximately 2 minutes to be answered, each participant was interviewed for approximately 15 minutes. Before the
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interview, the participants were given preliminary information about the content of the research and halal package
tours. While most of the interviews were conducted by face-to-face interview method, a small number of participants
who could not be reached and who were far away were interviewed over the phone. All conversations were audio
recorded and later transcribed. After the questions seen in Table 1 were asked to the participants, the answers received

were divided into appropriate categories and coded.

Table 1. Interview Questions

1 | What are your expectations from the transportation services of a halal concept package tour?

What are your expectations from the food and beverage services of a halal concept package tour?

What are your expectations from the accommodation services of a halal concept package tour?

What are your expectations from the entertainment services of a halal concept package tour?

What are your expectations from the transfer and sightseeing programs of a halal concept package tour?
What are your expectations from the personnel involved in a halal concept package tour?

N A (W

The answers given to the questions asked in Table 1 and their frequencies are given in the tables below (The

people who participated in the interview are numbered with the letter "P"):

Table 2. Data on Transportation

What are your expectations from the transportation services of a halal concept package tour? f
Taking a break at prayer times (land road) P1,P3,P6,P11,P14,P19,P21,P22 8
Paying attention to the male-female seating plan (bus and plane) P2,P7,P18,P22 4
No alcoholic beverage service (airplane) P1,P2,P4,P6,P7,P11,P14,P20 8
Not offering pork products (bus and plane) P3,P7,P11,P12,P19,P22 6
;l;)aﬁisl)ng a break at facilities with prayer rooms and ablution facilities PS.P14.P20.P21 4
Personnel's attire in accordance with Islamic principles (airplane) P1,P3,P6 3
Attention to family privacy in sleeper trains (railway) P15 1
Having the Holy Quran to read during travel (plane and bus) P3,P8,P17,P18 4
No loud music broadcast during travel (bus) P4,P6,P10,P11,P17,P18 6
A set containing rosary, prayer rug and scarf should be distributed. P2,P4 2
There must be a small prayer booth on board the aircratft. P7 1

As seen in Table 2, the participants have 11 different views on the transportation services of halal package tours.
When the answers with high frequency are examined, it is seen that the majority of these answers are related to prayer
and eating and drinking while traveling. In addition, the expectations of the participants such as reciting the Qur'an
and not playing loud music during the trip outweigh. Some of the participants' own statements regarding their
expectations from transportation services in halal package tours are as follows; “If traveling by bus, break times
should be adjusted according to prayer times (P1)”. “Drinks and pork should not be served on international flights
(P7)”. “The Holy Quran can be distributed to the passengers who request it during long journeys for them to read

(P3)”. “A small prayer cabin should be built on airplanes by giving up a few seats (P7)”.

Table 3. Data on Food and Beverage Services

What are your expectations from the food and beverage services of a halal concept package tour? f
Pork and its products should not be used P1,P2,P3,P6,P11,P14,P17,P22 8
. P1,P2,P3,P6,P11,P12,P14,P17,P
Alcoholic beverages should not be served 18.P20,P22 11
Additives that are not permissible in Islam should not be used. P7,P14,P15 3
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Table 3. Data on Food and Beverage Services (cont.)

Must have halal slaughter certificate P4,P9.P16 3
Waste should be avoided gé’ZP@P10’P13’P14’P15’P21’ 8
In Ramadan, food should be served at the time of iftar and sahur. P6,P11,P19,P21 4
Surplus meals should be distributed to the points of need. P4,P11 2
Hadith and verses should be written inside the hotel to prevent waste. P3 1
Hygiene and cleaning rules should be explained to the kitchen staff. P17 1

According to Table 3, it is seen that the participants have 9 different views regarding the expectations of halal
package tours from food and beverage services. When the answers with high frequency are examined, it is seen that
the majority of these answers are related to alcohol, pork and waste. In addition, the participants have expectations
such as having halal slaughter certificate, serving iftar and sahur in Ramadan, and not using illegal additives in food.
A few of the participants' own statements regarding their expectations from food and beverage services in halal
package tours are as follows; “Waste in food and drink should be avoided (P10) . “Remaining meals in hotels should
be sent to soup kitchens and shelters (P11)”. “Hygiene training should be given to the personnel working in the
kitchen and their controls should be ensured (P17)”.

Table 4. Data on Accommodation Services

What are your expectations from the accommodation services of a halal concept package tour? f
Hotel pools should be separate for men and women. P2,P4,P5,P11,P13,P14,P15,P20,P21 9
There should be no alcohol in the mini bars in the hotel rooms P7,P12,P13,P14,P18,P21 6
Hotel rooms should have soundproofing P11,P17 2
There should be prayer mats and the Qur'an in the rooms. P4,P5,P6,P8,P11,P13,P14,P17,P22
The hotel must have a mosque P1,P2,P3,P4,P7,P12,P13,P14,P16,P19,P21,P22 | 12
There should be boards showing prayer times in the hotel. P2,P5,P4,P7,P11,P13 6
Same-sex people should do spa services P8,P17,P19 3
TV broadcasts should be filtered for obscene content P4,P9 2
Staff attire must be in accordance with Islam P6,P7.P18 3
The clothing of the guests in the common areas should be Islamic P1 1
Hotel should be open during Ramadan P3,P8 2
Social events in the hotel must comply with Islamic rules. P5,P14,P21 3
There should be signs showing the Qibla direction in the rooms. P3,P11,P13,P14,P19,P21 6
Attention should be paid to the waste of electricity and water P4,P20 2

In Table 4, it is seen that the interviewees have 14 different opinions regarding the expectations of halal package
tours from accommodation services. When the answers with high frequency are examined, it is seen that the majority
of these answers are related to spa services, prayer rooms and prayer facilities. In addition, the expectations of the
participants, such as the suitability of the staff's attire and the Islamic social activities in the hotel, also outweigh.
Some of the statements of the participants regarding their expectations from accommodation services in halal package
tours are as follows; “The hotel should have a large mosque for daily prayers and Friday prayers (P21)”. “Hotel
rooms should have an arrow pointing to the Qibla (P13)”. “An Islamic filter should be applied to television

broadcasts in hotel rooms (P9)”.
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Table 5. Data on Entertainment Services

What are your expectations from the entertainment services of a halal concept package tour? f
Dance performances against Islam should not be held in the hotel. P1,P5,P12,P18,P21 | 5
Obscene magazines, newspapers and publications should not be inserted P2,P11 2
Competitions and animation shows that do not comply with moral rules should not be held. P18 1
The costumes of the animators must be in accordance with the religion of Islam. P1,P6,P17 3
Alcohol should not be served at social events within the hotel. P2,P4,P14 3
Activities should be in accordance with religious and national values P11,P20 2
Gambling etc. games of chance should not be played. P3,P4,P18 3
Activities to raise awareness about Islam should be done. P6,P20 2

In Table 5, it is seen that the participants have 8 different opinions regarding the expectations of halal package
tours from entertainment services. When the answers with high frequency are examined, it is seen that the majority
of these answers are related to the content of animation shows and social programs. In addition, participants have
expectations such as not playing games of chance and not receiving obscene publications. A few of the participants'
own statements regarding their expectations from entertainment services in halal package tours are as follows; “Non-
halal dance performances should not be held in hotels under the name of Turkish night (P12)”. “Contests should be
organized for children to increase their religious knowledge (P6)”. “The costumes of the animators working in the

hotels should be in accordance with the halal concept of the hotel (P17)”.

Table 6. Data on Transfer and Excursion Services

What are your expectations from the transfer and sightseeing programs of a halal concept package tour? f
Spiritual environments must be visited P2,P4,P7,P11,P15,P20

Prayer times must be observed in the itinerary P1,P2,P7,P9,P10,P12,P13,P14,P17,P18,P21,P22 | 12
Efgal food and beverage service should be provided during the P3.P5.PO.P10.P11.P18

Do not go to alcoholic and obscene places P1,P8,P15,P21 4
The religious knowledge of the guides should be sufficient P9,P13 2
Pictures used in travel brochures must be in accordance with the 1

P3

halal concept.

In Table 6, it is seen that the participants of the interview have 6 different opinions regarding the expectations of
halal package tours from the transfer and sightseeing programs. When the answers with high frequency are examined,
it is seen that the majority of these answers are about spiritual places to visit and prayers to be done during the trip.
In addition, the expectations of the participants, such as the places where they will meet their food and beverage
needs during the trip, offer halal products outweigh. Some of the statements of the participants regarding their
expectations from transfer and sightseeing services in halal package tours are as follows; “Mosques and tombs should
be dominant among the places to visit (P15) . “The pictures used in the brochures prepared for the promotion of the
trip must comply with the halal concept (P3)”. “Guides who will participate in the trips should have basic religious
knowledge (P9)”.

Table 7. Data on the Personnel Taking Part in the Tour

What are your expectations from the personnel involved in a halal concept package tour? f
Staff should pay attention to their clothing P2,P3,P6,P11,P12,P17,P21 7
Staff must respect the religious sensitivities of the guests P5,P6,P10,P11 4
Staff should pay attention to the limits of haram and halal P3,P8 2
Should not have bad habits P7 1
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Table 7. Data on the Personnel Taking Part in the Tour (cont.)

The staff should make an effort to ensure that the guests can perform their

. P14,P15 2
prayers during the tour.
Staff should be trained on halal concept before hiring P2,P9,P12,P18,P20,P22 6
Same-sex people should serve in private areas (spa, pool, etc.) P4,P10,P14,P21 4

In Table 7, it is seen that the participants have 7 different opinions regarding their expectations from the personnel
working in the halal package tour. When the answers with high frequency are examined, it is seen that the majority
of these answers are related to the clothing and training of the personnel. In addition, the participants also have
expectations such as paying attention to the haram and halal limits, serving same-sex people in private areas, and not
employing personnel with bad habits. A few of the participants' own statements regarding their expectations from
the staff involved in halal package tours are as follows; “Personnel with bad habits such as alcohol and drugs should
not be employed in the hotel (P7)”. “Staff must receive several weeks of religious training before being hired (P2)”.

“In cases where guests cannot pray, staff should find a solution to this issue (P14)”.

Conclusion and Recommendations

The findings obtained as a result of the study named "Halal Concept Package Tour Proposal for Travel Agencies
and Tour Operators: Example of Turkey" are analysed and presented in this section. This study was prepared
according to qualitative research methods. In the study, semi-structured interview technique was used as data
collection technique. In this context, interviews were held with tourism academics, theologians and customers who
had stayed in halal-themed hotels before. Although most of the interviews were conducted face to face, some of the
participants were interviewed by phone due to distance and limited time. Participants were asked for their opinions
on halal package tour services. 55 different answers were received in all categories from 6 questions directed to the
participants. In the analysis of the data, the common answers received from the participants were coded and divided
into various categories. Then, these data were converted into tables, and the number of times this answer was chosen

by the participants and which participants gave this answer were entered in front of the answers.

When the findings are examined, the most common question asked in order to determine the expectations of a
halal concept package tour from transportation services; Responses were received that taking a break during prayer
times and not serving alcoholic beverages on planes. Following this, not serving pork products and not broadcasting
loud music during travel are the other responses received the most. As it can be understood from here, it is important

not to interrupt the prayers during transportation and to avoid eating activities contrary to Islam.

In the question asked in order to determine the expectations of a halal concept package tour from food and
beverage services; the response was not to serve alcoholic beverages. The other most received answers are; not using
pork and its products, avoiding waste, and serving food at the time of iftar and sahur in Ramadan. In other words,
the most important issues in eating and drinking activities have been determined as the conformity of foodstuffs to

Islam.

In the question asked in order to determine the expectations of a halal package tour from accommodation services;
the answer was taken that there should be a masjid in the hotel. Participants who said that the hotel pools should be

separate for men and women were included in the group. In addition, the participants who said that there should be
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no alcohol in the mini bars in the hotel rooms and that there should be tables showing the prayer times in the hotel,
and the participants who said that there should be signs showing the Qibla direction in the rooms are in the third
group. In general, the participants give the most importance to places of worship and privacy in the category of

accommodation services.

In the question asked in order to determine the expectations of the halal themed package tour from entertainment
services; the answer that there should be no dance performances against Islam in the hotel came to the fore. After
this, there are the participants who say that the costumes of the animators should comply with the religion of Islam,
alcohol should not be served at social events in the hotel, and that gambling and similar games of chance should not
be played within the hotel's borders. In the category of entertainment services, the point that the participants pay the

most attention is generally; social activities did not contradict religious and national values.

The most common answer to the question asked to determine the expectations of a halal concept package tour
from the transfer and sightseeing programs; it is observance of prayer times in the itinerary. Other options following
this are; halal food and beverage service should be offered and spiritual environments should be visited. In this
category, as in transportation services, the participants asked that their prayers not be interrupted during the travel

program and transfer process.

In the last question, to find out what is expected from the staff working in a halal concept package tour, the most
frequently asked question is; staff should pay attention to their clothing and training should be given about the halal
concept before the staff is hired. In addition, the staff should respect the religious sensitivities of the guests and serve

same-sex people in private areas (spa, pool, etc.).

Participants presented a total of 55 different suggestions to the questions asked about the Halal Concept Package
Tour model. While the category with the highest number of suggestions is related to accommodation services; in
this area, the participants made 14 suggestions. The option with the highest number of suggestions after
accommodation services; It was about the transportation services of the package tour and a total of 11 suggestions
were presented in this area. As for the food and beverage services of the package tour, 9 suggestions were made

about the entertainment services, 6 related to the transfer and excursion programs and 7 related to the personnel.

In the light of the findings obtained from the research, some recommendations can be given to halal package tour
organizers. First of all, the people participating in these tours want the breaks to be in harmony with the prayer times.
In addition, loud music should not be broadcast during journeys and accommodation. Alcoholic beverages should
not be served in the hotel and transportation vehicle. It is important to have a mosque for "daily and Friday prayers"
in the hotel. Finally, it is important that the social activities organized during the tour do not contradict religious and

national values and pay attention to the clothing of the personnel.
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Bu calismanin amaci yerel halkin turizmden elde etti§i ekonomik faydalarin ve yer
aidiyetlerinin turistlerle duygusal dayamigsmay1 nasil etkiledigi ve en nihayetinde bu
duygusal dayanisma 6lgegi faktorlerinin (sempatik anlayis, karsilama dogas1 ve duygusal
yakinlik) turizm gelismelerine destegi nasil sekillendirdigini saptamaktir. Calisma verileri
(n= 366) kiime orneklemesi kullanarak Fredericksburg, Texas, ABD halki ile anket
uygulanarak toplanmustir. Literatiirde yerel halkin turizm gelismelerine karsi tutumsal,
niyetsel ve davranissal desteklerini odaklanan birgok ¢aligma olmasina ragmen; yer aidiyeti,
bireysel ekonomik faydalar ve duygusal dayanismayi birlikte ele alarak yerel halkin turizm
gelismelerine destegini saptamaya calisan bir arastirmaya hala ihtiyac vardir. Onerilen 12
hipotezden 8’1 desteklenmistir. Yapisal esitlik modeli kullanilarak yapilan arastirma
sonuglarina gore yerel halkin yer bagimliligi ve elde ettigi kisisel ekonomik faydalar artik¢a
turistler ile olan duygusal dayanigmasi artmaktadir. Bununla birlikte yerel halkin turistlerle
olan duygusal dayanismasini 6l¢en faktorlerden ikisi (sempatik anlayis & karsilama dogasi)
turizm gelismelerine destegi anlamli ve dnemli bir dlgiide belirlemektedir (R?SMC: 0.66).
Arastirma sinirliliklar ve gelecekteki ¢aligmalar igin birtakim tavsiyeler ¢aligmanin sonug
kisminda sunulmustur.

Abstract
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* Sorumlu Yazar

The purpose of this study is to determine how residents’ perceived personal benefits, as
well as their attachment to the destination, influence on the degree of solidarity towards
tourists; ultimately, how this emotional solidarity scale factors (sympathetic understanding,
emotional closeness & welcoming nature) shape support for tourism developments. The
data of this study (n=366) was distributed to residents of Fredericksburg, Texas, the USA
through using cluster sampling. Although several studies have been focused on residents’
attitudinal, intentional, and behavioral support for tourism development, there is still a need
to examine the relationship between place attachment, personal economic benefits,
emotional solidarity, and support for tourism development. 8 of the 12 proposed hypotheses
were supported. The results of this study showed that as residents’ degree of place
dependence and personal economic benefits of residents from tourism were increased so
do the degree of solidarity with tourists. Furthermore, two of the three Emotional Solidarity
Scale (ESS) factors (sympathetic understanding & welcoming nature) were significantly
predicted residents' support for tourism development (R?SMC: 0.66). Limitations of this
research and several future study recommendations are presented in the conclusion section.
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Turizm, yerel halka ekonomik (istihdam, yasam standartlarini arttirma, yeni is imkanlar1 vb.), sosyo-kiiltiirel (yeni
bir dil 6grenme, kiiltiiriin korunmas1 ve yeni nesillere aktarilmasi, rekreasyon & aligveris merkezlerinin artmasi, yerel
hizmetlerin ¢ogalmas1 vb.) ve cevresel (tarihi yapilarin restore edilmesi ve nesli tlikenmekte olan hayvanlarin
korunmasi) baglamda cesitli olumlu firsatlar sunarken maalesef enflasyon, kiiltlirel ¢atigma, giiriiltli, trafik ve
kalabalik gibi olumsuzluklar1 da beraberinde getirmektedir (Aykag & Tekeli, 2020; Khureldee & Cinar, 2021; Mason,
2020; McGehee & Andereck, 2004; Stylidis, 2018; Uslu vd., 2020). Bu etkilerle dogrudan muhatap olan yerel halk
turizmin olusturdugu fayda ve maliyeti hesaba katarak hareket etmektedirler (Erul, 2021). Eger yerel halkin turizm
gelismelerine ve turizm etkilerine yonelik tutumlari, goriisleri ve davranislart gz ard1 edilir ve onlar1 dahil etmeden
turizm planlamasi ve politikas1 yapilirsa; yerel halk turistlere hosgoriilii olmak yerine onlara karsi daha olumsuz
(asabi, hir¢in ve diismanca gibi) davranabilir ve turizm geligsmelerini istemeyebilirler (Harrill, 2004). Bu sebeplerden
dolay1 yerel halk turizm arastirmacilarmin gézdesi haline gelmis ve onlarmn turizm gelismelerine yonelik goriisleri,
turizm etkilerine dair algilar, turistlere yonelik duygulari, davranislari, istekleri vb. konular turizm alaninda sikca

tartigilir olmustur (Wang & Pfister, 2008).

Literatiire bakildiginda turizmin etkileri ile turizm gelismelerine olan tutum (Atsiz, 2021; Latkova & Vogt, 2012;
Ribeiro vd., 2017; Sert, 2019; Stylidis vd., 2014); turizmden elde edilen faydalar ile turizm gelismelerine destek
(Gursoy vd., 2010; Gursoy & Rutherford, 2004; Nunkoo & Gursoy, 2017; Nunkoo & So, 2016; Ribeiro vd., 2017);
yer aidiyeti ile turizm gelismelerine olan tutum (Eusébio, vd., 2018; Ganji vd., 2021; Stylidis, 2018; 2020; Yuan vd.,
2019) gibi konular fazlaca bulunmaktadir. Fakat yerel halkin yer aidiyetini, edinilen kisisel ekonomik faydalari,
turistlerle duygusal dayanismay1 ve turizm gelismelerine destegi bir arada inceleyen kapsamli ¢alismalara rastlamak
glictiir. Mevcut bu ¢alisma ile literatiirdeki ilgili boslugu doldurmak adina yerel halkin yer aidiyetinin ve elde ettigi
kisisel ekonomik faydalarin onlarin turistlerle olan duygusal dayanismasini nasil etkiledigi ve en nihayetinde yerel
halk ile turist arasindaki bu duygusal birlikteligin turizm gelismelerini nasil belirledigini saptamak amaglanmaktadir.
Ozellikle, teknolojik gelismelerin iliskileri soyutlastirdig, kitle turizminin turistlerin yerel halkla olan baglantilarini
azalttigit ve COVID-19 gibi tiim diinyay1 etkileyen kiiresel sikintilarin iletisimi sinirlandigl (sosyal mesafe ve
yasaklar) bir ortamda, yerel halkin destinasyona olan baglarin1 ve turistlere yonelik duygularini élgen bu ¢alismanin

Onemi artmaktadir.
Literatiir Taramasi
Kisisel Ekonomik Faydalar

Yaklasik yarim ytlizyildir turizm bilginleri yerel halkin tutum ve davraniglarini ¢aligmalarinda ele almiglardir
(Erul, 2021, 2204). Omegin, yerel halkin turizmin olumlu ve olumsuz etkilerini nasil algiladiklari, turizm
gelismelerini nasil destekledikleri (tutumsal, niyetsel ve davranigsal destek) ve turizm gelismelerini desteklemeyi
saglayan unsurlar gibi konular alanda yogunluktadir. Bunun baslica nedeni ise siirdiiriilebilir turizm i¢in hayati bir

rol oynayan yerel halkin sektoriin etkilerini direkt ve en ¢cok hisseden paydaslarin basinda gelmesidir (Mason, 2020).

Literatiire bakildiginda bir¢cok arastirmaci yerel halkin elde ettigi bireysel faydaya odaklanmis ve bunu genellikle
sosyal degisim teorisi ile agiklamislardir (Andereck & Nyaupane, 2011; Gursoy vd., 2010; Gursoy & Rutherford,
2004; Latkova & Vogt, 2012; Lee, 2013; McGehee & Andereck, 2004; Nunkoo & Gursoy, 2017; Nunkoo &
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Ramkissoon, 2011; Nunkoo & So, 2016; Ribeiro vd., 2017). Bu teoriye gore eger turizmin olumlu etkileri olumsuz
etkilerinden daha fazla ise ve/veya yerel halkin elde ettigi kisisel ekonomik fayda maliyetin iizerinde ise turizme daha
olumlu bakacak ve turizm gelismelerini destekleyeceklerdir (Ap, 1992, s. 669; Lee, 2013, s. 42; Nunkoo & So, 2016,
s. 850). Bu nedenle kisisel ekonomik faydalar bir¢ok faktoriin (algilanan olumlu ve olumsuz turizm etkileri, yasam

kalitesi, turizm gelismelerine destek, turizmde politik gliven vb.) belirleyicisi olarak goriilmektedir.

Ornegin, Nunkoo ve Gursoy (2017) calismalarinda yerel halkin elde ettigi kisisel ekonomik faydalarm hem
turizmde algilanan politik gliveni hem de turizmi destekleme tutumlarini olumlu ve anlamh olarak etkiledigini
bulmuslardir. Ribeiro vd. (2017) ise elde edilen bireysel ekonomik fayda ve turizm gelismelerini destek arasinda
anlamli ve olumlu bir iligki bulmustur. Benzer sekilde onceki arastirmacilar ekonomik anlamda turizme bagli olan
bir toplumun turizm gelismelerini biiyiik bir olasilikla destekleyeceklerini (McGehee & Andereck, 2004), turizmden
gelir elde edenlerin turizm gelismelerine en yliksek destek veren bireyler olduklarini (Jurowski vd., 1997) turizmden
ekonomik anlamda kazang saglayanlarin turizm gelismelerine daha pozitif bakacaklarini (Nunkoo & Gursoy, 2012)
ve yine sektorden gelir elde eden yerel halkin bu kazanglar1 nedeniyle turistlere minnettar olduklarini (Woosnam vd.,
2009) g¢alismalarinda vurgulamiglardir. Ancak, literatiirde kisisel ekonomik faydalar ile duygusal dayanisma

arasindaki iliskiyi arastiran bir calismaya rastlanmamustir. Iste bu yiizden asagidaki hipotezler dngériilmiistiir.

HI1: Yerel halkin sektorden elde ettigi kisisel ekonomik faydalari ile turistlere olan sempatik anlayis1 arasinda

pozitif bir iliski vardir.

H2: Yerel halkin sektorden elde ettigi kisisel ekonomik faydalari ile turistlere olan karsilama dogasi arasinda

pozitif bir iliski vardir.

H3: Yerel halkin sektorden elde ettigi kisisel ekonomik faydalar ile turistlere olan duygusal yakinlig1 arasinda

pozitif bir iliski vardir.
Yer Aidiyeti

Yer aidiyeti turizmde ¢ok sik kullanilan faktdrlerden biri olup, bir bireyin veya toplulugun belirli bir fiziksel yere
olan duygusal bagi veya o yerle kurdugu baglantilar1 igermektedir (Hummon, 1992; Kyle vd., 2014). Yer aidiyeti iki
ana faktorden (yer kimligi & yer baghilig1) olusmaktadir. Genellikle duygusal/sembolik baglar yer kimligi olarak
tanimlanirken, fonksiyonel/islevsel baglar ise yer bagliligi olarak adlandirilmaktadir (Woosnam vd., 2018a). Bundan
dolay1 her iki faktoriin etkileri birbirinden farklilik géstermekte ve turizm alaninda yaygin olarak kullanilmaktadirlar
(Prayag & Ryan, 2012). Bireyin bir yere olan fonksiyonel baglarini1 ifade eden yer bagliligi genelde eger bir yer
insanlarm ihtiya¢ duydugu kosullar1 ve ozellikleri sagliyorsa gerceklesmektedir. Baska bir sdylemle; eger bir yer
bireyin ihtiyaclarmi karsiliyor ve hedeflerine ulagsmasina izin veriyorsa, birey o yere daha bagh hale gelecektir
(Williams & Vaske, 2003, s.831). Ote yandan yer kimligi ise bireyin o yerle ilgili hatiralarini, duygularini, degerlerini
pekistirmekte ve o yeri paylastiklar kisileri animsatmaktadir (Anton & Lawrence, 2016, s.146).

Alanda yapilan ¢aligmalara bakildiginda genellikle yer aidiyeti ve duygusal dayanisma arasinda olumlu bir iliski
bulunmus ancak bu iliski ¢cogunlukla sadece turist agisindan ele alinmistir (Aleshinloye vd., 2020; Tasci vd., 2022;
Woosnam vd., 2018a). Ornegin, Tasci vd. (2022) Antalya’da yaptiklar1 ¢aligmada turistlerin duygusal dayanigmasi
ile yer aidiyeti arasinda anlamli ve pozitif bir iligki bulmuslardir. Bu ¢alismada duygusal yakinlik ve sempatik anlayis

yer kimligini anlaml1 bir sekilde belirlerken; sadece sempatik anlay1s yer bagliliginin aciklayicisi olarak bulunmustur.
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Aleshinloye vd. (2020) ise Nijerya’da diizenlenen Osun Osogbo kiiltiirel ve dini festivaline katilan turistlerle
yaptiklar1 caligmada yer aidiyeti faktorlerinin (yer kimligi ve yer baghiligi) duygusal dayanisma faktorlerinin
(karsilama dogasi, sempatik anlayis ve duygusal yakinlik) anlamli ve giiglii birer agiklayicis1 olduklarini
bulmuslardir. Fakat yerel halkin yer aidiyetinin onlarin turistlerle olan duygusal dayanismasini nasil etkiledigi heniiz

tam anlamiyla bilinmemektedir. Bu boslugu doldurmak adina asagidaki hipotezler gelistirilmistir:
H4: Yerel halkin yer kimligi ile turistlere olan sempatik anlayis1 arasinda pozitif bir iliski vardir.
HS: Yerel halkin yer kimligi ile turistlere olan karsilama dogasi arasinda pozitif bir iligki vardir.
Hé6: Yerel halkin yer kimligi ile turistlere olan duygusal yakinlig1 arasinda pozitif bir iligki vardir.
H7: Yerel halkin yer baglilig ile turistlere olan sempatik anlayisi arasinda pozitif bir iligki vardir.
HS: Yerel halkin yer baglilig ile turistlere olan karsilama dogasi arasinda pozitif bir iliski vardr.
HO: Yerel halkin yer baglilig ile turistlere olan duygusal yakinlig1 arasinda pozitif bir iligki vardir.

Duygusal Dayanisma

Her ne kadar turizm alanindaki kullanimi yaklagik son 10 yildir yayginlasmaya baslamis olsa da duygusal
dayamgma kuraminin kdkeni 20. yiizyila kadar dayanmaktadir (Joo vd., 2018). ilk olarak Durkheim (1912) ‘Dini
Yasamm Oz Bicimi® bashikli kitabinda benzer davranis ve inanglar arttikga duygusal bir bag olustugunu iddia
etmistir. Daha sonra Collins (1975) duygusal dayanisma kuramina, benzer inang ve davranisa ek olarak iletisimi de
eklemistir. Buna gore; bireyler arasindaki duygusal baglar benzer inang, davranis ve iletisime bagli olarak karakterize

edilir. Kuram sosyoloji, psikoloji, antropoloji gibi alanlarda da kullanilmaktadir.

Turizm alaninda ise Woosnam ve Norman (2010) 10 maddelik ve ii¢ faktorden (sempatik anlayis, karsilama
dogasi ve duygusal yakinlik) olusan Duygusal Dayanisma Olgegini gelistirmistir. Duygusal dayanisma faktdrlerinden
duygusal yakilik yerel halkla turist arasindaki samimiyet, yakinlik ve dostluk derecesine; sempatik anlayis ise yerel
halkin turistlerle empati kurmasina (6zdeslestirmesine) odaklanmaktadir (Woosnam & Norman, 2010, s. 374). Son
olarak karsilama dogasi faktorii ise gerek ekonomik katkilarimdan gerekse diger faydalarimdan dolay1 yerel halkin
turistleri kucaklamasi ve benimsemesiyle ilgilenmektedir (Woosnam & Norman, 2010, s. 374). Baz1 ¢aligmalar
(Aleshinloye vd., 2020; Joo vd., 2020; Woosnam vd., 2018a; 2021) bu 06lcegi turistin yerel halka olan duygusal
dayanigmasini arastirmak i¢in kullanirken, geneli ise (Erul, 2021; Erul & Woosnam, 2022; Erul vd., 2020; Hasani
vd., 2016; Lai & Hitchcock, 2017; Lai vd., 2021; Li & Wan, 2017; Moghavvemi vd., 2017; Phuc & Nguyen, 2020;
Woosnam vd., 2018b) yerel halkin turiste kars1 olan duygularimi 6lgmek icin kullanmustir. Ilgili 8lgek Amerika (Suess
vd., 2020; Woosnam, 2012; Woosnam vd., 2021), Tiirkiye (Erul & Woosnam, 2022; Unurlu, 2021; Woosnam vd.,
2017), Almanya (Juric vd., 2021), Cin (Lai & Hitchcock, 2017; Lai vd., 2021; Li & Wan, 2017), Kore (Joo vd.,
2020), Vietnam (Phuc & Nguyen, 2020), Japonya (Woosnam vd., 2018b) ve Nijerya (Aleshinloye vd., 2020;
Woosnam vd., 2018a) gibi diinyanin bir¢ok fakli yerinde uygulanmistir.

Yerel halki temeline alan ¢aligmalarin bir kismi (Aleshinloye vd., 2020; Lai vd., 2021; Li & Wan, 2017; Juric vd.,
2021; Unurlu, 2020; Woosnam vd., 2018a) duygusal dayanigmayi (bagimli degisken) belirleyen faktorleri bulmaya
odaklanirken, digerleri (Erul, 2021; Hasani vd., 2016; Lai & Hitchcock, 2017; Moghavvemi vd., 2017; Woosnam,
2012) ise duygusal dayanigmay1 bagimsiz degisken olarak kullanarak bircok degiskenin belirlenmesinde duygusal
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dayamigmadan yararlanmistir. Ornegin, Lai vd. (2021) Cin’in Ozel Idari bélgesi olan Makao yerel halki ile 2018
yilinda yaptiklan ¢alismada yasam kalitesi ile duygusal dayanigma arasindaki iligkiyi test etmistir. Yapilan bu
calismada Makao yerel halkinin yasam kalitesi onlarin turistlerle olan duygusal dayanigmasinin anlamli bir
belirleyicisi olarak bulunmustur. Ote yandan, aym bélgede yiiriitiilen baska bir ¢aligmada (Lai & Hitchcock, 2017)
ise duygusal dayanigma faktorleri kullanilarak Makao yerel halkinin turizmi gelistirme destekleri tespit edilmeye
calisilmistir. Elde edilen sonuglara gore, duygusal dayanigma faktorlerinden ikisi (sempatik anlayis & karsilama
dogasi) turizmi gelistirme desteklerinin anlamli ve 6nemli birer belirleyicisidir. Tiim bu bilgiler 1s181nda asagidaki

hipotezler 6nerilmistir:

H10: Yerel halkin turistlere yonelik sempatik anlayisi ile turizm gelismelerini destekleme tutumu arasinda pozitif

bir iligki vardir.

H11: Yerel halkin turistle olan karsilama dogasi ile turizm geligsmelerini destekleme tutumu arasinda pozitif bir

iligki vardir.

H12: Yerel halkin turistle olan duygusal yakinligi ile turizm gelismelerini destekleme tutumu arasinda pozitif bir

iligki vardir.

Aragtirma kapsaminda gelistirilen tiim hipotezler Sekil 1°de 6zetlenmistir.
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Sekil 1. Aragtirma Modeli
* Literatiirde ilk defa denenmekte oldugunu gostermektedir.
Metodoloji

Cografi konum olarak Austin ile San Antonio arasinda bulunan Fredericksburg sehri, Amerika Birlesik
Devletleri’nin en biiyiik eyaletlerinden biri olan Texas’ta yer almaktadir. Genellikle, Alman gb¢men ailelerin yer
aldig1 bu sehir kiiltiirel (festivaller, yoresel yemekler, miizeler, mimari yapilar vb.), sosyal (sanat, aligveris ve eglence
merkezleri) ve dogal kaynaklar (acik alan rekreasyon alanlari, baglar, yabani ¢igekler, ormanlar, daglar, bahgeler vb.)
ile turistlerin dikkatini cekmektedir (Joo vd., 2018). Ozellikle golf merkezleri, ekim festivalleri, saraphaneler ve iiziim
baglari son yillarda bu sehre olan ilgiyi artirmaktadir. Ornegin Fredericksburg Kongre Ziyaret Biirosu’nun paylastig

en son veriye gore, 2019 yilinda 915 bin ziyaretci varken 2020 yilinda bu say1 1 milyon 190 binlere kadar ulagmistir
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(Fredericksburg Convention and Visitor Bureau, 2021). Yine ayni raporda turizmden elde edilen gelirin 2019 yilinda
34 milyon ve 2020 yilinda 32 milyon Amerikan dolart oldugu belirtilmis ve sektdriin ekonomik agidan 6neminin

hayati oldugu vurgulanmigtir.

Bu ¢alismanin verileri Fredericksburg’ta ikamet eden 18 yasini doldurmus goniilli katilimcilardan olugmaktadir.
Hazirlanan anketler kiime 6rneklemesi yoluyla kap1 kapi (is yerleri ve haneler) dolasilarak dagitilmis ayni giliniin
aksamina veya ertesi giin aragtirmaci tarafindan toplanmistir. 2016 yilimin Mart ve Mayis aylarinda hafta sonlar
yapilan bu ¢alismada yaklasik 647 kisiye ulasilmis ama sadece 482’si katilmay1 kabul etmistir. Ancak, baslangicta

istekli olan bu kisilerden ancak 366°s1 anketin tamamin cevaplamistir.

Mevcut g¢alismada 7°1i Likert o6lcegi kullanilmistir (1-kesinlikle katilmiyorum’dan baslayip 7-kesinlikle
katiliyorum’a kadar). Calismada yer alan Olgeklerden kisisel ekonomik faydalar tek faktér olup 4 ifadeden
olusmaktadir (Ribeiro vd., 2017). Yer aidiyeti iki faktor (yer kimligi [6] ve yer bagimliligi [6]) ve toplamda 12 ifade
ile olgiiliirken (Williams & Vaske, 2003), Woosnam ve Norman (2010) ¢alismasindan alinan duygusal dayanigma
Olcegi 10 ifade igeren ii¢ faktorden (sempatik anlayis [4], karsilama dogasi [4] ve duygusal yakinlik [2]) olugsmaktadir.
Son olarak, turizm gelismelerine destek ise tek faktdr olup Wang ve Pfister’in (2008) ¢alismasindan uyarlanmistir.
Demografik verilerin tespiti i¢cin SPSS-27 programi; degiskenler arasindaki iligkilerin belirlenmesi, ¢alismanin

gecerliligi, giivenilirligi ve hipotezlerin dogrulugu icin ise AMOS-24 istatistik programindan yararlanilmstir.
Bulgular

Tablo 1’e gore katilimcilardan bayanlar (%60,4) ve evli olanlar (%67,8) cogunlugu olusturmaktadir. Yillik geliri
75,0008 ve lizeri olanlarin orami %>52,2°dir. Katilimcilarin nerdeyse yarisi (%42,1) 60 yas ve iizeri bireylerden

olusmaktadir. Orneklemin yarisindan fazlasi (%62) ise iiniversite diizeyinde (lisans & lisansiistii) egitime sahiptir.

Tablo 1. Orneklem Ozellikleri

Demografik Veriler n %
Cinsiyet (n = 366)
Kadin 221 60.4
Erkek 145 39.6
Yillik Gelir (n = 366)
250008 ve alt1 37 10.1
25,000$ — 49,999% 67 18.3
50,000$ — 74,9998 71 19.4
75,0008 — 99,9993 60 16.4
100,000$ — 149,999% 75 20.5
150,0008 ve iistii 56 15.3
Yas (n =366)
18-29 48 13.1
30-39 42 11.6
40-49 44 11.9
50-59 78 21.3
> 60 154 42.1
Egitim (n = 366)
Ilkokul 1 0.3
Lise 79 21.6
Mesleki ve Teknik Okul 59 16.1
Lisans 150 41.0
Lisaniistii 77 21.0
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Tablo 1. Orneklem Ozellikleri (Devami)

Medeni Durum (n = 366)

Bekar 57 15.6
Evli 248 67.8
Bosanmis veya Ayrilmis 37 10.7
Dul 24 6.6
Toplam 366 100

Tablo 2°de belirtildigi gibi tiim faktorlerin giivenilirlik ve gegerlik puanlar iyi durumdadir. Ornegin, kargilama
dogasi faktorii en diisiik giivenirlilik (0.89) ve AVE (0.67) skoruna sahiptir. Hair vd., (2019, s. 8-9) ¢alismalarinda
giivenilirlik degerinin en az 0.70 degeri ve listii (CR > 0.70) ve gegerlilik degerinin ise 0.50 degerinden (AVE > 0.50)
yiikksek olmasi gerektigini belirtmistir. Ayrica kosegen degerleri korelasyon degerlerinden biiyiik bulunmusg
boylelikle faktorlerin ayirt edici gecerliligi sonuglarin da iyi oldugunu goriilmektedir (Hair vd., 2019, s. 9; Riberio
vd., 2017, s. 528). Bunlara ilave olarak, verilerin normal dagilip dagilmadiginin test edilebilmesi i¢in basiklik ve
carpiklik degerlerine bakilmasi gerekmektedir (Hair vd., 2019). Normal bir dagilim olmasi i¢in esik degeri basiklik
(kurtosis) i¢in 10 (<10) ve ¢arpiklik (skewness) icin esik degerinin 3 (<3) olmasi istenmektedir (Kline, 2015, s. 77;
Yuan vd., 2019, s. 11). Kullanilan her bir 6l¢gek maddesi istenilen araliktadir veya esik (sinir) degerlerinin altinda
olup normal dagilima sahiptir. Bagka bir sdylemle basiklik degeri -1,477 ve 5,308 (S.E: 0,254); carpiklik degeri ise
-2,017 ve 0,365 (S.E: 0,128) araliginda seyretmektedir.

Tablo 2. Giivenilirlik ve Gegerlilik Analizi Sonuglari

Olciimler CR AVE TGD YK YB KD DY SA KEF
Turizm Gelismelerine Destek (TGD) 0.96 0.80 0,90

Yer Kimligi (YK) 0.95 0.78 0,09 0,88

Yer Bagliligi (YB) 0.94 0.75 0,16 0,70 0,86

Karsilama Dogas1 (KD) 0.89 0.67 0,82 0,21 0,26 0,82

Duygusal Yakinlik (DY) 0.90 0.81 0,41 0,13 0,22 0,52 0,90

Sempatik Anlayis (SA) 0.91 0.71 0,62 0,16 0,29 0,71 0,71 0,84

Kisisel Ekonomik Faydalar (KEF) 0.92 0.80 0,47 0,10 0,14 039 047 0,36 0,86

Not: Koyu renkteki belirtilen degerler, AVE’nin karakokiidiir.

Tablo 3 uyum indeks degerlerini (IFI, TLI, CFI ve RMSEA) belirtmektedir (Byrne, 2016, s. 78-79). Sonuclara
bakildiginda hem o6lgiim modelinin hem de yapisal modelin iyi uyum indeks degerleri oldugu bulunmustur.
Modellerin uyum indeks esik degerleri IFI, TLI, CFI degerleri igin 0.90 ve RMSEA degeri i¢in ise 0.10” dur (Hu &
Bentler, 1998, s. 6). Calismaya bakildiginda her iki 6l¢iim (CFA & SEM) degerleri esik degerlerinden biiyiiktiir.

Tablo 3. Uyum indeks Degerleri

Uyum Indeksleri® CMIN DF P CMIN/DF IFI TLI CFI RMSEA
Olgiim Modeli 929.494 403 0.000  2.306 0.955  0.948 0.955  0.060
Yapisal Model 1234.908 409  0.000  3.041 0929 0915 0.928  0.075

2CMIN: Chi-Karesi; DF: Degrees of freedom; P: Probability level; IFI: Incremental Fit Index; TLI: Tucker-Lewis index;
CFI: Comparative fit index; RMSEA: Root mean square error of approximation.

Tablo 4 arastirmada onerilen ve degiskenler arasindaki iliskiyi gdsteren hipotez sonuglarindan olusmaktadir. Bu
tabloya bakildiginda ilk ii¢ hipotez (H1, H2 & H3) yerel halkin elde ettigi kisisel ekonomik faydalarin onlarin

turistlere olan duygusal yakinlagmasini nasil belirledigini agiklamaya yoneliktir. Literatiirde ilk defa arastirilan bu
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iligkiyi yansitan her ii¢ hipotez anlamli ve olumlu bulunmustur (H1: p = 0.37, p < 0.001; H2: B = 0.43, p < 0.001;
H3: B=0.47, p <0.001). Sonug olarak her {i¢ hipotez desteklenmektedir.

Literatiirde yine ilk defa test edilen yerel halkin yer aidiyeti (yer kimligi & yer baglilig1) ve onlarm turistlere olan
duygusal yakinlig1 (sempatik anlayis, karsilama dogas1 ve duygusal yakinlik) arasindaki iliski H4 — H9 hipotezleri
arasinda yer almaktadir. Yerel halkin yer kimligi ile onlarin turistlere olan duygusal birlikteligi arasinda bir iliski
bulunamazken (H4: §=-.10, p>0.05; H5: $=0.01, p > 0.05; H6: f =-.09, p > 0.05) yer baglilig1 duygusal dayanigsma
faktorlerinin anlamli bir belirleyicisi olarak bulunmustur (H7: f = 0.23, p < 0.001; H8: f = 0.09, p < 0.05; H9: § =
0.24, p <0.01). Buna gore olusturulan hipotezlerin sadece yaris1 (H7-H8-H9) kabul edilmistir.

Son olarak ise yerel halkin turistlere olan duygusal dayanigsmasi ile onlarin turizm geligsmelerine destekleri
arasindaki iliskiyi incelemektedir (H10, H11 & H12). Duygusal dayanisma faktorlerinden ikisi anlamli ve olumlu
(H10: B=0.24, p<0.001 & H11: B =0.60, p < 0.001) bir sekilde turizm gelismelerine destegi belirlerken, maalesef
duygusal yakinlik ile anlamh bir iliski yoktur (H12: B = -.05, p > 0.05). Kisaca yerel halkin karsilama dogasi ve
sempatik anlayisi onlarin turizm gelismelerine desteklerini bilyiik oranda (%66) agiklamaktadir (R2= 0.66).

Tablo 4. Hipotez Sonuglari

Hipotez Kurulan iliskiler B zgta t-istatistigi gﬁmu
Hi: Kisisel Ekonomik Faydalar = Sempatik Anlayis (KEF & SA) 0.19 037 6.65™ Evet
Ha: Kisisel Ekonomik Faydalar - Kargilama Dogasi (KEF & KD) 0.15 043 7.38" Evet
Hs: Kisisel Ekonomik Faydalar = Duygusal Yakinlik (KEF & DY) 037 047 837" Evet
Ha: Yer Kimligi = Sempatik Anlayis (YK & SA) -.10 -10  -1.40% Hayir
Hs: Yer Kimligi = Kargilama Dogas1 (YK & KD) 0.01 0.01 0.15¢ Hayir
He: Yer Kimligi = Duygusal Yakinlik (YK & DY) -.09 -06 -.86 Hayir
H7: Yer Bagliligi = Sempatik Anlayis (YB & SA) 0.23 0.31 4.09™ Evet
Hs: Yer Bagliligi - Kargilama Dogas1 (YB & KD) 0.09 0.19 2.52° Evet
Ho: Yer Bagliligi = Duygusal Yakinlik (YB & DY) 024 021 2.82" Evet
Hio: Sempatik Anlayis = Turizm Geligsmelerine Destek (SA & TGD) 024  0.18 4.55™ Evet
Hii: Karsilama Dogas1 = Turizm Gelismelerine Destek (KD & TGD)  0.60  0.77 12.42™" Evet
Hi2: Duygusal Yakinlik & Turizm Geligsmelerine Destek (DY & TGD)  -.05 -06  -1.454 Hayir

Note: “p <0.05; “p <0.01; *p < 0.001; and ad: anlaml1 degil;
R%smc: Sempatik Anlayis: 0.23, Karsilama Dogasi: 0.25, Duygusal Yakinlik: 0.27
R? smc: Turizm Gelismelerine Destek: 0.66

Sonuc ve Oneriler

Mevcut arastirma yerel halkin yer aidiyetinin ve elde ettigi kisisel ekonomik faydalarin onlarin turistlerle olan
duygusal birlikteligini nasil etkiledigini test etmek ve bu turistlerle elde edilen duygusal birlikteligin onlarin turizm
gelismelerine olan destegini nasil belirledigini bulmay1 amaclamaktadir. Faktorler arasindaki iligkiyi ve baglar
gostermek i¢in olusturulan modeldeki 12 hipotezden 8 tanesi kabul edilmistir. Kisisel ekonomik faydalar (H1-3) ve
yer baglihigi (H7-9) faktorleri duygusal dayanmigma faktorlerinin hepsini (sempatik anlayis, karsilama dogasi ve
duygusal yakinlik) anlamli ve olumlu bir sekilde belirlerken; yer kimligi (H4-6) ve duygusal dayanigma faktorleri

arasinda anlamli bir iligki bulunamamastir.

Elde edilen bu hipotez sonuglari incelendiginde yerel halkin turizmden elde ettigi kisisel ekonomik faydalar ve

yer baglilig1 onlarin turistlere kars1 sempatik anlayisini %23, karsilama dogasin1 %25 ve duygusal yakimliklarim %27

112



Erul, E. JOTAGS, 2021, 10(1)

oraninda etkilemistir (R2 karsilama dogasi= 25; R2 duygusal yakinlik= 27; R2 sempatik anlayis= 23). Her ne kadar
arastirma sonuglar yer bagliligi ve duygusal dayanisma arasindaki olumlu ve anlaml iliski agisindan bakildiginda
onceki caligmalarla (Aleshinloye vd., 2020; Woosnam vd., 2018a) paralellik gdsterse de, yerel halk boyutunda ilk
defa almmistir. Benzer sekilde ilk defa yerel halkin elde ettigi kisisel ekonomik faydalar duygusal dayanisma
faktorlerinin anlamli bir 6nciisii olarak bulunmustur. Bu sonuglar litaretiirdeki boslugu doldurarak turizm alaninda

biiyiik bir katki saglayacaktir.

Son ii¢ hipotez (H10-12) ise yerel halkin turistler ile olan duygusal birlikteligi ile onlarin turizm gelismelerine
olan tutumlarim test etmek i¢in kurulmustur. Elde edilen bulgulara goére duygusal dayanisma faktdrlerinden ikisi
(sempatik anlayis & karsilama dogasi) turizm gelismelerini destek faktoriinii anlamli ve pozitif olarak agiklamakta
ve onceki ¢aligmalarla benzerlik gostermektedir (Erul, 2021; Erul vd., 2020; Hasani vd., 2016; Lai & Hitchcock,
2017; Li & Wan, 2017; Moghavvemi vd., 2017; Phuc & Nguyen, 2020; Woosnam, 2012). Omegin Hasani vd. (2016)
ve Erul (2021) yaptiklari ¢aligmalarda sadece karsilama dogasini turizm gelismelerin destegin anlamli bir belirleyicisi
olarak bulurken; Erul vd. (2020) ise izmir’de yaptiklar1 calismada tiim faktorleri (sempatik anlay1s, karsilama dogast
ve duygusal yakinlik) anlamli bir belirleyici olarak bulmustur (R2= 0.45).

Bunun yani sira bu ii¢ hipotez sonuclar1 (H10-12) baz1 ¢alismalarla (Lai & Hitchcock, 2017; Woosnam, 2012)
birebir benzerlik veya tutarlilik gdstermektedir. Ik olarak Woosnam (2012) duygusal dayamigma faktdrlerinden
ikisini (karsilama dogasi ve sempatik anlayis) turizm gelismelerine destegin birer agiklayicisi olarak bulmus (R2=
0.37) daha sonra ise Lai ve Hitchcock (2017) bu iki faktoriin (karsilama dogas1 ve sempatik anlayis) turizm
gelismelerine destek degiskeninin %59’ nu belirledigini bulmustur (R2= 0.59). Mevcut ¢alisma onceki ¢aligmalarla
karsilagtinldiginda karsilama dogasi ve sempatik anlayis faktorlerinin turizm gelismelerine destegi daha biiyiik

oranda (%66) aciklamakta oldugu tespit edilmistir (R2= 0.66).

Fredericksburg yerel halki genelde turizmle i¢ ice yasamakta turizmin Onemini ve ekonomik katkisini
bilmektedirler. Fredericksburg Kongre Ziyaret Biirosu’nun paylastigi raporlar neticesinde yillar gectikce
Fredericksburg’a ziyaret eden turist sayisinda da hizli bir artig goriilmektedir. Caligma sonuglarina bakildiginda yerel
halkin turistle olan duygusal beraberliklerinin yogun oldugu ve bu duygusal dayanismanin onlarin turizm
gelismelerine desteklerini etkiledigi goriilmektedir. Buradan yola ¢ikarak turizmin gelismesi ve basarisi i¢in bu
duygusal birlikteligi devam ettirecek veya siklagtiracak organizasyon ve faaliyetlerin (fuarlar, festivaller, seminerler,
kongreler, yanslar vb. turizmle ilgili aktiviteler) diizenlenmesi gibi pratik uygulamalara ihtiya¢ vardir. Boylelikle
hem turizmden elde edilen kazang ve faydalar artacak hem de turistler ile olan duygusal baglar artacaktir. Bunun
yanisira turizm otoriteleri turizm politikas1 ve planlamas1 yaparken yerel halki dinlemeli onlarin goriislerini dikkate
almali ve hatta turizm planlamasinin her agamasinda yerel halki dahil etmelidirler. Bu ¢aligmanin teorik olarak
katkilar1 ise duygusal dayanigma yapisinin turizm gelismelerine destegi belirlemede ne kadar etkili ve giiglii bir
prediktor (belirleyici) oldugunu bir daha ispatlamis ve bunun yaninda bu duygusal dayanigma yapisini yer aidiyeti

ve kisisel ekonomik faydalar ile agiklamistir.

Aragtirmaya katilanlarin cogu yasli, egitimli ve evli bireylerden olusmaktadir. ilerideki calismalar demografik
cesitliligi artirmahidir. Bunlara ek olarak sonraki ¢aligmalar baska degiskenleri de ¢alismaya dahil edip duygusal
dayanigmay1 ve dolayisi ile turizm gelismelerine olan destegi daha iyi agiklayabilir. Calismada sadece ekonomik

faydalar deginilmistir. Sonraki ¢caligmalar ekonomik maliyetlere ve hatta diger (sosyo-kiiltiirel & ¢evresel) kazang ve
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maliyetlere de deginmelidirler. En son olarak ise ¢aligma bes yil dncesi yapilmis ve sadece bir destinasyon ele
almmistir. Sonraki caligmalar daha giincel bir veri toplayabilir, daha fazla kisiye ulasabilir ve hatta farkli

destinasyonlar ¢alismalarina ekleyerek kiyaslama yapabilirler.

Yukarida belirtilen kisitlara ve eksiklere ragmen ilk defa yerel halkin yer aidiyetinin ve kisisel ekonomik
faydalarin onlarin turistlerle olan duygusal dayanismasini anlamli ve olumlu bir sekilde acikladigi ve en nihayetinde
yerel halk ve turist arasindaki bu duygusal birlikteligin turizm gelismelerine destegi belirledigi bulunmustur. Bu
sonuglar literatiirdeki boslugu doldurarak turizmin gelismesi i¢in sadece parasal iliskilere (ekonomik fayda) degil
duygusal degerlere ve baglara da (duygusal dayanigsma & yer aidiyeti) 6nem vermek gerektigini vurgulamaktadir.
Unutmamak gerekir ki yerel halk olmadan siirdiiriilebilir ve basarili bir turizm gelismesi diigiiniillemez (Atsiz, 2021,
s. 224; Erul vd., 2020, s. 1158). Ciinkii yerel halk turizmin ana etmenlerinden biridir (Goeldner, & Ritchie, 2012, s.
3) ve turizm etkilerinden direkt etkilenmektedirler (Hall & Lew, 2009, 5.268; Gursoy vd., 2010, s. 381).
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The Role of the Emotional Solidarity, Economic Benefits, and the Place Attachment to Shape Residents’

Support for Tourism Developments
Emrullah ERUL
Izmir Katip Celebi University, Faculty of Tourism, izmir/Turkey
Extensive Summary

Over the last five decades, residents’ support for tourism development has been taking the attention of tourism
scholars. The reasons for this are because residents have been playing a vital role in successful sustainable tourism
and receive the impacts of tourism directly. Hence, several scholars have focused on the predictors of such support
for tourism development. Researchers claim that predicting residents’ support for tourism, their perceptions of
tourism impacts, attitudes toward tourism, and the intimate relationship that exists between residents and tourists

have been identified as some key factors in the tourism industry (Erul et al., 2020).

At that point, the theoretical framework of emotional solidarity (ES) affords such an opportunity, especially to
examine the model from the perspective of residents over the last decades (Erul, 2021; Woosnam, 2012). Moreover,
Place Attachment (PA) can also assist researchers and managers in understanding tourists’ responses to the variety
of issues on tourism (Kyle et al., 2014). However, from the perspective of the relationship, residents’ degree of place
attachment is rarely mentioned in literature. Thus, this study will develop a structural equation model using the
constructs of personal economic benefits and place attachment to determine the emotional solidarity framework;
ultimately, this solidarity with tourists will predict their support for tourism development. Hence, the main purpose
of this study is to gain an understanding of how residents’ perceived personal benefits, as well as their attachment to
the destination (i.e., place identity and place dependency) influence and predict their degree of solidarity towards
tourists; ultimately, how this emotional solidarity scale factors (sympathetic understanding, welcoming nature, &

emotional closeness) explain their support for tourism developments.

The emotional solidarity scale has three factors (sympathetic understanding, welcoming nature, & emotional
closeness), used most recently to examine the degree of intimacy or closeness in a relationship between individuals
(residents & tourists). Place attachment has two unique factors: place identity and place dependence (Williams &
Vaske, 2003). While the place identity refers to people’s emotional ties to place, the place dependence highlights the
importance of a place in supporting an individual’s future goals and desired activities (Anton & Lawrence, 2016).
Previous studies found (Aleshinloye et al., 2020; Woosnam et al., 2018a) positive and significant relation between
place attachment and emotional solidarity; however, they have never looked at this relation from a resident
perspective. In other words, the relationship between residents’ degree of place attachment and their solidarity with

tourists hasn’t been documented yet.

Furthermore, previous scholars have used the perceived personal economic benefits factor to determine residents’
support for tourism development. However, no study examined the relationship between personal economic benefits
and emotional solidarity. Briefly, to date, no research has been undertaken that considers residents’ place attachment
and perceived personal economic benefits to determine their intimate relationship with tourists. Hence, this study
will fill out the gap and suggest that residents’ economic benefits and place attachment likely foster solidarity with

tourists, which in turn predict their support for tourism developments.
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The researchers collected the self-administered survey in Fredericksburg, Texas, the USA by using the cluster
sampling technique. The researcher reached out to 647 residents, who are older than 18 and they are either the head
of the household or the owner of the business, and 482 people participated in the questionnaire. However, only 366
Fredericksburg residents fully completed the survey. The researchers used the 7-points Likert scale in the survey
(starting from 1= strongly disagree through 7= strongly agree). Confirmatory Factor Analysis of the place attachment,
personal economic benefits, emotional solidarity scale, and support for tourism development scales revealed factor
structures consistent with previous studies. Reliabilities for the seven factors were high, ranging from 0.89 to 0.96
(i.e., place identity was 0.95, place dependence was 0.94; personal economic benefits was 0.92; sympathetic
understanding was 0.91, emotional closeness was 0.90 & welcoming nature was 0.89; and support for tourism
development was 0.96). In addition to this, all factors were highly valid starting from 0.67 to 0.81 (i.e., the AVE was
bigger than 0.5).

Both the measurement model and structural model demonstrated acceptable and adequate fit with incremental
model fit indices (i.e., IFI, TLI, and CFI) values greater than 0.90, and the absolute model fit indices (e.g., RMSEA)
values less than 0.10 (Byrne, 2016, s. 78; Hu ve Bentler, 1998, s. 6). Results indicate that the place identity wasn’t a
significant predictor of the emotional solidarity scale. However, the emotional solidarity scale was significantly
predicted by both the personal economic benefits and the place dependence (R2SMC= 0.23 for Sympathetic
Understanding; R2SMC = 0.25 for Welcoming Nature; & R2SMC = 0.27 for Emotional Closeness). Finally, the
emotional solidarity significantly explained support for tourism developments (R2SMC = 0.66). In other words, two
of three emotional solidarity scale factors (sympathetic understanding & welcoming nature) explained 66% of the
variance in support for tourism development. Results indicated that as the degree of place dependence and personal
economic benefits increase, residents’ degree of solidarity with tourists will increase. Furthermore, if the emotional
solidarity residents experience with tourists increased, residents tended to be more supportive of tourism

development.

Therefore, the authorities (planners, policymakers, government, etc.) should consider residents’ feelings, needs,
opinions, and perceptions to attain successful sustainable tourism. Some limitations of this study are as follows: the
representativeness of the sample (i.e., only one city was included in the study), data were collected five years ago,
and the fact that only includes economic benefits of tourism. Future studies should collect recent data, include more

districts, and add additional variables such as social & environmental benefits or negative impacts of tourism.

To sum up, this work shows that residents’ support for tourism development is not solely based on the financial
transactions that occur between residents and tourists (i.e., perceived personal economic benefits) but also depends
on their attachment to the destination (i.e., place dependence) as well as the interpersonal relationships that exist
between representatives of each group (i.e., emotional solidarity with tourists). Ultimately, understanding the
relationship from the perspective of residents and their feeling (i.e., attachment to both person and place) can

potentially shed light on supportive behavior.
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Agirlama ve turizm programlari, her lilkede farklilik gostermekle birlikte, Amerika Birlesik Devletleri’nde
oldukga rekabetgidir. Bu sebeple, aday ve mevcut 6grencilerin programlarin kalitesine yonelik farkindalik diizeyleri

de daha yiiksektir. Bu programlar 6grencilerin beklentilerini/ihtiyaglarii karsilamiyorsa ve Ogrenciler tatmin

olmuyorsa, programlarin 6grenci kaybetmesi muhtemeldir (Lin, 2010).

Universitelerin, egitim ve dgretime iliskin programlari, misyon ve vizyonlari, yénetim bigimleri, arastirma ve
gelistirme faaliyetleri, iletigsim, bilisim ve ulasim gibi olanaklari, veri toplama, isleme ve bilgi iliretme kapasiteleri
gibi birgok hususta farklilastigi goriilmektedir. Dolayisiyla bu husus, Ogrencilerin {iniversiteye yonelik
beklentilerinde farklilik meydana getirmektedir. Ogrencilerin, 6grenim gordiikleri iiniversite ve boliimlere iliskin
memnuniyet diizeylerinin saptanmasi, gerek yeni diizenlemelere gidilmesine gerekse de yeni kararlarm alinip

uygulanmasina katki saglamaktadir (Naralan & Kaleli, 2012).

Yiiksekogretimde 6grenci memnuniyeti, program basarisinin bir gostergesi olarak goriilmekte ve memnuniyet
diizeyi yiiksek olan 6grenciler, entelektiiel ve sosyal gelisimlerinde iyi ilerleme kaydetmektedir (Brown & Marshall,
2008). Literatiirde 6grenci memnuniyetini etkileyen, deneyim, yas, 0gretim stili ve 6gretim kalitesi gibi pek ¢ok
faktor belirlenmistir (Chen & Lo, 2015). Bununla birlikte, Ogrencilerin belirttigi memnuniyet Oncelikleri
iiniversiteye, boliimlere hatta simiflara gore bile farklilik gosterebilmektedir. Dolayisiyla, her bir 6grenciyi aym
diizeyde memnun edebilecek bir egitim standardinin gelistirilebilmesi ¢ok zor bir durumdur. Farkli {iniversitelerde
yapilan ¢aligmalar sadece ilgili kurum icinde degerlendirilmeli ve elde edilen sonuglar diger kurumlar kapsayacak

bigimde genisletilmemelidir (Erdem & Senol, 2015).

Tiirkiye Universite Memnuniyet Arastirmasi nin (TUMA) 2021 y1ili raporunda (125 devlet, 73 vakif olmak iizere
toplamda 198 {iiniversite ve 42.353 §grenciden toplanan veriler kapsaminda), iiniversitelerin genel memnuniyet
siralamasi aciklanmistir. Buna gore en yiiksek genel memnuniyet puanina sahip bes iiniversite sirastyla; Abdullah
Giil Universitesi, Thsan Dogramaci Bilkent Universitesi, Kog Universitesi, Ozyegin Universitesi ve MEF
Universitesi’dir (Karadag & Yiicel, 2021). Kiiresel Ogrenci Memnuniyet Odiilleri’nin (Global Student Satisfaction
Awards) 2021 yil1 raporu ise (121 farkh tilkedeki yiiksekdgretim kurumlarinda 6grenim goren 108.000°den fazla
ogrenciden toplanan veriler kapsaminda), 6grenci deneyimlerine odaklanan incelemelere dayali olarak diinyanin dort
bir yanindaki &grencilere en iyi iiniversiteleri belirleme konusunda fikir saglamaktadir. Raporda, Asya Pasifik
iilkelerindeki tiniversitelerde 6grenim goren Ogrencilerin; Avrupa, Amerika, Orta Dogu ve Aftrika {iilkelerindeki
iiniversitelerde 6grenim goren dgrencilere kiyasla daha yiiksek memnuniyet diizeyine sahip oldugu tespit edilmistir

(Global Student Satisfaction Awards, 2021).

Bu ¢alismanin temel amaci, turizm béliimlerinde 6grenim goren 6grencilerin 6grenim gordiikleri {iniversite ve
boliime yonelik memnuniyet diizeylerinin dlglilmesinde etken olan kriterlerin 6nem derecelerinin belirlenmesidir.
Literatlirde, lisans 6grencilerinin 6grenim gordiikleri iiniversite ve boliimlere yonelik memnuniyet diizeylerinin
incelendigi bazi galigmalar bulunmaktadir (Aksu & Kdoksal, 2005; Atay & Yildirim, 2010; Baltaci vd., 2012; Partlow
& Gregoire, 1993; Eren vd., 2013; Kabakulak & Ates, 2021; Lin, 2010; Naralan & Kaleli, 2012; Ozer, 2021;
Petruzzellis vd., 2006; Rahman vd., 2020; Erdem & Senol, 2015; Arslanhan, 2019). Fakat yapilan ¢aligmalarin biiyiik

cogunlugunda, tek bir 6rnek {izerinde veya tek bir lilkede inceleme yapildigi anlagilmaktadir. Bu ¢aligmada ise
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Tiirkiye ve Portekiz’deki okullarda 6grenime devam eden 6grencilerin, liniversite ve boliimlere gére memnuniyet

diizeyleri belirlenerek iki iilke arasinda karsilagtirma yapabilme imkani da sunulmustur.
Ilgili Aragtirmalar

Astin’e (1993, s.273) gore, 6grenci memnuniyeti “lniversite 0grencilerinin 6znel ve egitsel deneyimlerinin
degerine iligkin algilarii” kapsamaktadir. Hartman & Schmidt (1995) ise 6grenci memnuniyetini, ¢ok katmanli
olmakla birlikte 6grencilerin hedeflerinin netligine baglamaktadir. Bunun yaninda 6grenci memnuniyeti, motivasyon
(Elliot & Shin, 2002) ve akademik basar1 (Aitken, 1982; Bean & Bradley, 1986; Brown & Marshall, 2008) gibi soyut
konularla da ilgilidir (Seyitoglu & Cevik, 2016).

Literatiirde turizm boliimii 6grencilerinin; algt ve tutumlarmin 6l¢iildiigi (Aksu & Koksal, 2005), beklenti ve/veya
memnuniyet diizeylerinin arastirildigi (Lin, 2010; Baltac1 vd., 2012; Eren vd., 2013; Kabakulak & Ates, 2021;
Naralan & Kaleli, 2012; Ozer, 2021; Petruzzellis vd., 2006; Rahman vd., 2020; Satchabut & Hsu, 2021; Erdem &
Senol, 2015; Arslanhan, 2019), memnuniyet diizeylerini etkileyen faktorlerin incelendigi (Atay & Yildirim, 2010),
iyimserlik ve yasam doyumlarinin degerlendirildigi (Uniivar vd., 2012), kariyer etkileri, beklenti ve algilarinin ele
alindigr (Charles, 1992) calismalar yer almaktadir. Literatiirde yapilan ¢alismalarin 6zellikle turizm boliimil

ogrencilerinin beklenti ve memnuniyet diizeylerine yogunlastig1 anlasilmaktadir.

Aksu & Koksal (2005) tarafindan yapilan ¢alismada, Akdeniz Universitesi’ndeki turizm béliimii grencilerinin
sektorden beklentileri incelenmistir. Her ne kadar 6grencilerin sektore yonelik bazi olumlu alg1 ve tutumlarn tespit
edilmigse de, genel olarak degerlendirildiginde 6grencilerin sektdére yonelik algi ve tutumlarmin olumsuz oldugu
gorlilmustiir. Lin (2010) tarafindan yapilan ¢alismada ise 6grencilerin, fiziksel niteliklerden memnun olmadiklar

tespit edilmistir. Bunun yani sira 6grencilerin kurumsal niteliklerden genel anlamda memnun olduklar belirlenmistir.

Turizm egitimi alan 6grencilerin memnuniyet diizeylerini belirlemeye yonelik yapilan bagka bir caligmada Baltact
vd. (2012), 6zellikle 3. ve 4. stmif 6grencilerinin, 1. ve 2. simif 6grencilerine kiyasla daha diigilk memnuniyet diizeyine
sahip oldugu sonucuna ulasmistir. Bununla birlikte, Turizm Isletmeciligi boliimii 6grencilerinin diger boliim
Ogrencilerine kiyasla, egitim ve ders bakimindan en diisiik memnuniyet diizeyine sahip olduklari tespit edilmistir. Bu
caligma sonuglarindan farkl olarak, Eren vd. (2013) ise turizm 6grencilerinin, 6grenim gordiikleri bolimlerden genel
anlamda memnun olduklarini tespit etmistir. Kabakulak & Ates (2021) tarafindan yapilan baska bir memnuniyet
caligmasinda, Afyon Kocatepe Universitesi Turizm Fakiiltesi Turizm Rehberligi Boliimii 6grencilerinin; fakiilte,
bolim ve Tlniversite hizmetlerinden memnuniyet diizeyleri incelenmistir. Elde edilen arastirma sonuglari,
Ogrencilerin gerek fakiilte gerekse de iiniversite hizmetlerinden genel anlamda memnun olduklarini ortaya
koymaktadir. Fakiilte hizmetleri baglaminda ise, gliz donemi memnuniyetinin daha yiiksek oldugu tespit edilmistir.
Bu galismaya benzer sonuglar, Naralan & Kaleli (2012) tarafindan yapilan galismada da yer almaktadir. lgili
calismada, Atatiirk Universitesi’nde 6grenim goren dgrencilerin iiniversiteden ve dgrenim gordiikleri boliimlerden
genel anlamda memnun kaldiklar1 belirlenmistir. Italya’daki Bari Universitesi’nde 6grenim géren &grencilerin
memnuniyet diizeylerine iligskin yapilan ¢alismada Petruzzellis vd. (2006), {iniversiteye devam ederken ¢alismak
durumunda kalan 6grencilerin diger 6grencilere kiyasla daha yiiksek memnuniyet diizeyine sahip olduklarini ortaya

koymaktadir.
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Rahman vd. (2020) tarafindan yapilan g¢alismada, Banglades’teki devlet {iniversitelerinde Ogrenim goren
Ogrencilerin memnuniyet diizeyleri incelenmistir. Caligma sonuglari, Banglades’teki devlet tiniversitelerinde bulunan
rekreasyon ve spor tesislerinin, 6grenci memnuniyeti lizerinde en gii¢lii etkiye sahip oldugunu ortaya koymaktadir.
Ayrica ulagim olanaklarinin da 6grenci memnuniyeti {izerinde olumlu ve anlamli bir etkiye sahip oldugu tespit
edilmistir. Erdem & Senol (2015) tarafindan yapilan baska bir memnuniyet caligmasinda, Kirgizistan-Tiirkiye Manas
Universitesi’nde turizm egitimi alan lisans dgrencilerinin memnuniyet diizeyleri incelenmistir. Calismada, turizm
boliimiinde 6grenim goéren lisans dgrencilerinin, 6grenim gordiikleri {iniversiteye yonelik memnuniyet diizeylerinin
yiiksek oldugu belirlenmistir. Ogrenci memnuniyetine iliskin algilarda, “laboratuvar ve diger etkinlik alanlarinin
yeterliligi” boyutu 6n plana ¢ikmistir. Arslanhan (2019) tarafindan gastronomi ve mutfak sanatlar1 boliimiinden
mezun olmus Ogrencilerin memnuniyet diizeylerine yonelik yapilan farkli bir ¢alismada, Tiirkiye’deki farkl
iiniversitelerin gastronomi bdliimlerinden mezun 6grencilerin almis olduklan teorik ve pratik egitimden diisiik
diizeyde memnun kaldiklar1 sonucuna ulagilmigtir. Mezunlarin aslinda boliimlerinden memnun olduklar1 fakat
sektoriin beklentilerine yonelik egitim almadiklar tespit edilmistir. Ortaya ¢ikan sonuglar, 6grenime devam eden

ogrenciler ile mezun 6grencilerin memnuniyet diizeylerinde farklilik olusabilecegini gostermektedir.

Atay & Yildirim (2010) tarafindan yapilan ¢alismada, turizm egitimi alan lisans &grencilerinin memnuniyet
diizeylerini etkileyen faktorler incelenmistir. Ogrenci memnuniyetini en ¢ok etkileyen degiskenin mezun olduktan
sonra yapilmasi diisiiniilen is oldugu ve bunu da mezuniyet sonrasi is imkanlarinin yeterliligi, boliimden aldig1 egitim
ile iyi bir yonetici olup olamayacagi, derslerin glincel konular igerip icermedigi gibi faktorlerin sirasiyla takip ettigi
belirlenmistir. Uniivar vd. (2012) tarafindan yapilan c¢alismada, turizm boliimlerinde &grenim goren lisans
ogrencilerinin iyimserlik ve yasam doyumlar1 incelenmistir. Calisma sonuglari, Ogrencilerin orta diizeyde
memnuniyet ve yliksek diizeyde iyimserlik puanlart aldiklarmi gostermektedir. Ayrica kiz 6grencilerin, erkek

ogrencilere kiyasla memnuniyet ve iyimserlik diizeylerinin daha yiiksek oldugu tespit edilmistir.
Yontem

Bu calismada, Gazi Universitesi ve Aveiro Universitesi’nin turizm béliimlerinde 6grenim géren dgrencilerin,
Ogrenim gordiikleri iniversite ve boliime yonelik memnuniyet diizeylerinin 6l¢iilmesinde etken olan kriterlerin 6nem
derecelerinin belirlenmesi amaglanmaktadir. Ilgili iilkelerin ve iiniversitelerin se¢iminde iki temel gerekce esas
alinmistir. Ilgili {ilkelerin (Tiirkiye ve Portekiz) segilmesinin nedeni, her iki iilkenin Akdeniz ¢anaginda yer alan
onemli birer turizm destinasyonu olmasi ve sdz konusu {iilkelerde turizmin (ve dolayisiyla turizm egitiminin) iilke
ckonomisi igin onem diizeyinin nispeten yiiksek olmasidir. ilgili {iniversitelerin (Gazi Universitesi ve Aveiro
Universitesi) segilmesinin nedeni ise veri toplama ile ilgili pratik gerekgeye dayanmaktadir. Bu aragtirmanin ikinci
yazarinin, secilen her iki iniversitede de egitim almasi, arastirma igin gerekli olan yiiz yiize miilakatlarin
gerceklestirilmesini ve verilerin toplanmasini kolaylastirmustir. Ozellikle karsilastirmaya dayali calismalarda, bu tiir

pratik gerekgelerin iilke/6rneklem seciminde kullanildig1 goriilmektedir (6rnegin, Kozak, 2002).

Calisma kapsaminda, turizm bdoliimlerinde okuyan Ggrencilerin memnuniyet diizeylerinin belirlenmesi igin
kullanilan kriterlerin ve alt kriterlerin belirlenmesi igin literatiirden yararlanilmistir. Ana kriterler, alt kriterler ve
verilen kodlar, Tablo 1°de gosterilmistir. Aveiro Universitesi ile Gazi Universitesi’nin turizm béliimlerinde 8grenim
goren toplam 16 Ogrenci karar verici olarak alinmistir. Veriler, 2017-2018 egitim 6gretim doneminde yiiz yiize

goriisme teknigi ile toplanmustir.
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Verilerin analizinde, ¢ok kriterli karar verme ydntemi olan En Iyi-En Kétii Yontemi (Best-Worst Method - BWM)
kullanilmistir. En Iyi-En Kétii Yontemi (BWM), Rezaei (2015) tarafindan gelistirilmis deterministik ¢ok kriterli bir
karar verme yontemidir. Yontem, kriterlerin agirliklarini ve alternatiflerin puanlarini belirlemek i¢in ikili
karsilagtirmalarin iki vektoriinii kullanmaktadir. Alternatiflerin nihai puani, farkli kriter kiimelerinden alinan
agirliklarmn alternatiflerin puani ile toplanmastyla elde edilmektedir. En Iyi-En K&tii Yontemi (BWM) bes adimdan
meydana gelmektedir. Bu adimlar, kriterlerin agirliklarini belirlemek ve her bir kritere gore alternatiflerin puanlarim

bulmak i¢in kullanilmaktadir (Rezaei, 2015). Bu adimlar, kriter agirliklari i¢in asagida sunulmustur.

1. Adum: Karar kriteri {C{, Cp, C3 ... ... C;,} tanimlanmalidir.

2. Adim: En iyi ve en kotii kriterler belirlenmelidir.

3. Adim: En iyi kriterin diger tiim kriterlere gore tercihi belirlenmelidir. Deterministik durum i¢in bu durum, 1 ile
9 arasinda bir say1 kullanilarak ifade edilmektedir. Ortaya ¢ikan vektor, digerlerine gore en iyi vektdr olarak su

sekilde adlandirilir: Ag = (a1, ags, ... agj. Agy).

4. Adim: En kot kriterlere gore diger tiim kriterlerin tercihi belirlenmelidir. Ortaya ¢ikan vektor digerlerinden en

koti vektor olarak su sekilde adlandirilir: Aw = (a1, daw,-Ay ...Anw)

5. Adim: Kiriterler i¢in uygun agirliklar belirlenmelidir. Problem denklemi ise asagida yer alan formiile
aktarilmaktadir. { degeri analizlerin tutarlilik oranini gostermektedir. { sifira yakin degerler yiiksek diizeyde tutarlilik

gostermekte ve { degeri arttikca tutarlilik azalmaktadir (Mi vd., 2019).
‘ % ‘ < for all j
o ajw| <4, orall j

Bu ¢alisma, Aveiro Universitesi (Portekiz) ile Gazi Universitesi (Tiirkiye) turizm boliimii 6grencilerinin,
memnuniyet diizeylerinin Ol¢iilmesinde etkili olan faktorleri nasil algiladigi, ne derece 6nemli oldugu temel

problemine odaklanmaktadir. Bu dogrultuda, agagidaki arastirma sorularina yanit aranmistir:

1- Turizm béliimlerinde ogrenim goren 6grencilerin, memnuniyet diizeylerinin olciilmesinde etkili olan bes ana

kriterden en onemli goriilen kriter hangisidir?

2- Belirlenen en onemli ana kriterin alt kriterleri Portekiz ve Tiirkiye ile karsilastiriddiginda benzerlikler ve

farkhiliklar nelerdir?
Bulgular

Bu kisimda, En lyi-En Ké&tii Yontemi kullamlarak elde edilen arastirma bulgulari sunulmustur. Turizm
boliimlerinde okuyan &grencilerin memnuniyet diizeylerini etkileyen ana kriterler, alt kriterler ve verilen kodlar,

Tablo 1’de yer almaktadir.

Tablo 1. Kriter ve Alt Kriterlere Ait Kod Gostergeleri

Ana Kriterler Alt Kriterler
C11 | Giincel programlar ve modern bilgisayar laboratuvarlarinin olmasi

. Cl12 | Kiitliphanenin genis bir kitap yelpazesine ve siireli yayinlara sahip olmasi
C1 | Universite C13

Olanaklan

Universite ve mezunlar arasinda giiglii baglantilar olmasi
Cl14 | Fiyat-deger iligkisinin iyi olmas1
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Tablo 1. Kriter ve Alt Kriterlere Ait Kod Gostergeleri (devami)

C15 | Genis diizeyde finansal destek bulunmasi

C21 | Siniflarda modern ve giincel 6gretim destek ekipmanlar1 bulunmasi

C22 | Kendi alaninda son derece profesyonel olmasi

C2 | Fakiilte Olanaklar C23 | Derslerin zorlayici olmast

C24 | Siniflara erisim agisindan kolaylik saglamasi

C25 | Kariyer danigmanligi konusunda dgrencilere yardimci olmasi

C31 | Profesorlerin, elestirel diisiinmeye sevk etmesi

C32 | Ogretim iiyeleri ve personelin, dgrencilerin arastirma ve sorularina yardimci

C3 | Akademik olmasi
Nitelik C33 | Hem bolim iginde hem de genel olarak 6grenci organizasyonlarina yardimet
olmasi

C34 | Akademik ve ders danigmanlig1 noktasinda 6grencilere yardimci olmasi
C41 | Kaliteyi artirmak igin 6grencilerin geri bildirimlerini ciddiye almasi

. C42 | Mezuniyet sonrasi gelecege yonelik istihdam beklentilerini artirmasi
C4 | Universite Basar1 C43 | Arastirmalar ile 6ne ¢ikan bir iiniversite olmasi

Durumu C44 | Yiiksekdgretim kalitesi ile taninan bir iiniversite olmast

C45 | Uluslararasi diizeyde taninmasi

C51 | Mezuniyet sonrasi gelecege yonelik istihdam beklentilerimi artirmasi
C52 | Yaptig1 arastirmalar ile iyi bilinen bir fakiilte olmasi

C5 | Fakiilte Basar1 Durumu | C53 | Uluslararasi diizeyde taninmasi

C54 | Fakiiltenin siralamalariin ¢ok yiiksek olmasi

C55 | Fakiiltenin geri bildirimi yeterli olmasi

Tablo 1°de ana kriter ve alt kriterlere ait kod gostergeleri goriilmektedir. Gazi Universitesi ve Aveiro
Universitesi’nin turizm béliimlerinde dgrenim géren &grencilerin, boliim ve {iniversitenin 6zelliklerine y&nelik
memnuniyet diizeylerini belirlemek amaciyla yapilan bu arastirmada etken olan bes kriterden en iyilerinin ve en
kétiilerinin karar vericiler tarafindan belirlenmesi saglanmistir. En iyi ve en kotii kriterin belirlenmesi amaciyla 1 ile
9 arasinda 6nem dereceleri belirlenmistir. Ogrencilere, memnuniyet dereceleri ile ilgili galismalardan faydalanilarak
ve akademisyen goriisleri alinarak diizenlenen bes ana ve 24 alt kriterden olusan karar listelerini doldurmalari

istenmistir (Tablo 1).

Tiirkiye ve Portekiz igin ayr ayr1 8 Ogrenci tarafindan yapilan ikili kargilagtirmalar (1-9 aras1 bir olgek

kullanilarak) sonucunda elde edilen degerlendirme kriterleri agirliklar: Tablo 2 ve 3’te sunulmustur.

Tablo 2. Portekiz’de Okuyan Ogrencilere Ait Ana Kriter Degerlendirmeleri

Karar Verici C1 C2 C3 C4 C5 4
K1 0,39772 0,22727 0,05681 0,09090 0,22727 0,05681
K2 0,05555 0,22222 0,11111 0,22222 0,38888 0,05555
K3 0,06535 0,09803 0,11764 0,52287 0,19607 0,06535
K4 0,05263 0,09210 0,09210 0,48684 0,27631 0,06578
K5 0,05714 0,24761 0,44761 0,12380 0,12380 0,04761
Ko 0,04733 0,22485 0,39053 0,22485 0,11242 0,05917
K7 0,10612 0,05714 0,10612 0,26530 0,46530 0,06530
K8 0,05555 0,22222 0,38888 0,11111 0,22222 0,05555
Agirhkh Ortalama 0,10467 0,17393 0,21385 0,25598 0,25153 0,05889

Tablo 2, degerlendirme kriterleri i¢in agirliklar gostermektedir. Bu agirliklar, Portekiz 6rnekleminde yer alan
sekiz 6grencinin ortalama sonuglarina dayanmaktadir. Degerlendirme kriterlerinin agirliklarina benzer sekilde, deger
araliklarinin agirliklar da sekiz 6grencinin ortalama sonuglarina gore belirlenmistir. Tablo 2°de sunulan ¢ degerinin
tiim katilimeilar igin sifira yakin olmasi, yliksek diizeyde bir tutarliligin oldugu anlamina gelmektedir. Ortalama

tutarlilik oran1 ¢ = 0,059 olarak tespit edilmistir. Analiz sonucunda, “iiniversite basart durumu (C4)” Portekiz’deki
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turizm boliimiinde 6grenim goren 6grencilerin memnuniyet diizeylerinde en 6ne ¢ikan degerlendirme kriteri olarak
belirlenmistir. Sonrasinda ise sirasiyla, “‘fakiilte basart durumu (C5)”, “akademik nitelik (C3)”, ‘‘fakiilte olanaklar
(C2)” ve “universite olanaklar: (C1)” gelmektedir.

Tablo 3. Tiirkiye’de Okuyan Ogrencilere Ait Ana Kriter Degerlendirmeleri

Karar Verici C1 C2 C3 C4 C5 q
K1 0,12068 0,06896 0,12068 0,46551 0,22413 0,01724
K2 0,19650 0,05458 0,11790 0,51310 0,11790 0,07641
K3 0,20810 0,45810 0,03648 0,08918 0,20810 0,16621
K4 0,07857 0,23571 0,23571 0,40714 0,04285 0,06428
K5 0,19310 0,48275 0,04827 0,08275 0,19310 0,09655
K6 0,06382 0,07446 0,22340 0,41489 0,22340 0,03191
K7 0,09200 0,39951 0,04842 0,23002 0,23002 0,06053
K8 0,21400 0,40856 0,08560 0,07782 0,21400 0,01945
Agirhkh Ortalama 0,14584 0,27282 0,11455 0,28505 0,18168 0,07330

Tiirkiye’de turizm boliimiinde okuyan Ogrencilerin memnuniyet diizeylerinin Olgiilmesinde ana kriterlere ait
bulgular ise Tablo 3’te yer almaktadir. Elde edilen bulgularda, ¢ = 0,073 degerinin tiim katilimcilar i¢in ¢ok iyi bir
tutarlilik sagladigi goriilmektedir. Tiirkiye’de turizm boliimiinde okuyan 6grencilerin memnuniyet diizeylerinde en
one c¢ikan degerlendirme kriterinin de benzer bicimde ‘“iiniversite basart durumu (C4)” oldugu tespit edilmistir.
Bunlart sirasiyla “fakiilte olanaklari (C2)”, ‘fakiilte basart durumu (C5)”, “iniversite olanaklari (C1)” ve
“akademik nitelik (C3) ” takip etmektedir.

Portekiz’de turizm boliimiinde okuyan Ogrencilerin memnuniyet diizeylerinin 6l¢iilmesinde alt kriterlerden

iiniversite basar1 durumuna ait bulgular ise Tablo 4’te yer almaktadir.

Tablo 4. Portekiz’de Okuyan Ogrencilerin Universite Basar1 Durumu Alt Kriterine Ait Degerlendirmeleri

Karar Verici C41 C42 C43 C44 C45 4
Kl 0,18087 0,46511 0,10852 0,06459 0,18087 0,07751
K2 0,11111 0,22202 0,33333 0,16666 0,16666 0,66666
K3 0,15625 0,1875 0,15625 0,1875 0,3125 0,78125
K4 0,44334 0,27093 0,06896 0,10837 0,10837 0,09852
K5 0,125 0,4375 0,0625 0,25 0,125 0,0625
K6 0,05555 0,11111 0,38888 0,22222 0,22222 0,05555
K7 0,05422 0,46637 0,11062 0,18438 0,18438 0,08676
K8 0,05841 0,45560 0,11214 0,18691 0,18691 0,10514
Agirhkh Ortalama 0,14809 0,32704 0,16765 0,17132 0,18586 0,24173

Elde edilen bulgulara gore Tablo 4 incelendiginde, { = 0,24173 degerinin tiim katilimcilar i¢in yiiksek diizeyde
tutarlilik sagladig1 goriilmektedir. Portekiz’de turizm boliimiinde okuyan 6grencilerin memnuniyet diizeylerinde en
One cikan alt kriterin “mezuniyet sonrasigelecege yonelik istihdam beklentilerini artirmast (C42= 0,33)” olarak

» G«

belirlenmistir. Bu alt kriteri sirasiyla; “uluslararas: diizeyde taninmasi (C45= 0,18)”, “yiiksekogretim kalitesi ile

tamnan bir tiniversite olmast (C44= 0,18)”, “arastirmalart ile 6ne ¢ikan bir iiniversite olmasi (C43= 0,17)” ve

“kaliteyi artirmak i¢in 6grencilerin geri bildirimlerini ciddiye almasi (C41= 0,15)” takip etmektedir.

Tiirkiye’de turizm boliimiinde okuyan Ogrencilerin memnuniyet diizeylerinin Ol¢iilmesinde alt kriterlerden

iiniversite basar1 durumuna ait bulgular Tablo 5°te yer almaktadir.
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Tablo 5. Tiirkiye’de Okuyan Ogrencilerin Universite Basar1 Durumu Alt Kriterine Ait Degerlendirmeleri

Karar Verici C41 C42 C43 C44 C45 4
Kl 0,22727 0,22727 0,09090 0,40909 0,04545 0,04545
K2 0,45283 0,13207 0,17610 0,17610 0,06289 0,07547
K3 0,45362 0,11088 0,22177 0,13306 0,08064 0,21169
K4 0,38888 0,22222 0,11111 0,22222 0,05555 0,05555
K5 0,14088 0,18784 0,47513 0,14088 0,05524 0,08839
K6 0,47619 0,10714 0,17857 0,17857 0,05952 0,05952
K7 0,45283 0,17610 0,17610 0,13207 0,06289 0,07547
K8 0,45560 0,18691 0,05841 0,18691 0,11214 0,10514
Agirhikh Ortalama 0,38101 0,16880 0,18601 0,19736 0,06679 0,08958

Tablo 5’te sunulan ortalama tutarlilik oran1 ¢ = 0,08958 olarak tespit edilmistir. Analiz sonuglarina gore, “kaliteyi
artirmak i¢in 6grencilerin geri bildirimlerini ciddiye almasi (C41=0,38)” alt kriteri, Tiirkiye’de turizm boliimiinde
okuyan 6grencilerin memnuniyet diizeylerinde en 6ne ¢ikan degerlendirme kriteri olarak belirlenmigtir. Bu alt kriteri
sirastyla, “yiiksekogretim kalitesi ile taninan bir tiniversite olmast (C44= 0,20)”, “arastirmalart ile one ¢ikan bir
tiniversite olmasi (C43=0,19)”, “mezuniyet sonrasi gelecege yonelik istihdam beklentilerini artirmasi (C42=0,17)”

ve “uluslararasi diizeyde taninmasi (C45= 0,07)” alt kriterleri takip etmektedir.

Her iki iilke i¢in de 6nemli olan {iniversite bagar1 durumu ana kriterine ait alt kriter agirliklar1 ise Tablo 6’da

sunulmustur.

Tablo 6. Universite Basar: Durumu Ana Kriterine Ait Alt Kriterlerin Portekiz ve Tiirkiye Karsilastirmasi

Ulke | AnaKriterler | A2 Kriter Alt Kriterler Alt Kriter Airhiklan
Agirliklan

C41 I(.al{te?yl ar‘Flr.mallk igin ogrencilerin geri 0,14809
bildirimlerini ciddiye almasi
Mezun olunca gelecege yonelik

42 isttihdam beklentilerini artirmasi 0,32704

Portekiz Universite Basari 025598 43 Arastirmalari ile {inli bir Giniversite 0.16765
Durumu (C4) olmasi

C44 Yu.ksek.ogretlm kalitesi ile taninan bir 0.17132
iiniversite olmasi

C45 | Uluslararas: diizeyde taninmast 0,18586

C41 I(.al{te?yl ar‘Flr.mallk igin ogrencilerin geri 038101
bildirimlerini ciddiye almasi
Mezun olunca gelecege yonelik

42 isttihdam beklentilerini artirmasi 0,16880

Tiirkiye Universite Basari 028505 43 Arastirmalari ile {inld bir Giniversite 0.18601
Durumu (C4) olmasi

C44 Yu.ksek.ogretlm kalitesi ile taninan bir 0.19736
iiniversite olmasi

C45 | Uluslararas: diizeyde taninmast 0,06679

Tablo 6’ya gore, Tiirkiye ve Portekiz karsilastirmasinda “kaliteyi artirmak igin 6grencilerin geri bildirimlerini

9

ciddiye almasi (C41)”, “mezuniyet sonrasi gelecege yonelik istihdam beklentilerini artirmasi (C42)”, “arastirmalart

ile 6ne ¢ikan bir iiniversite olmasi (C43)”, “yiliksekdgretim kalitesi ile taninan bir iiniversite olmasi (C44)” ve

“uluslararasi1 diizeyde taninmasi (C45)” alt kriter agirliklar1 gosterilmistir.

Portekiz i¢in en dnemli alt kriter, “mezuniyet sonrasi gelecege yonelik istihdam beklentilerini artirmasi (C42)”

iken, en az 6nem derecesine sahip alt kriter ise “kaliteyi artirmak icin 6grencilerin geri bildirimlerini ciddiye almasi
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(C41)” olarak belirlenmistir. Tiirkiye i¢in en 6nemli alt kriter, “kaliteyi artirmak icin ogrencilerin geri bildirimlerini
ciddiye almasi (C41)” iken; en az 6nem derecesine sahip alt kriterin “uluslararasi diizeyde taninmasi (C45)” oldugu

tespit edilmistir.
Sonuc ve Oneriler

Bu calismada, Gazi Universitesi ve Aveiro Universitesi’nin turizm béliimlerinde 6grenim géren dgrencilerin,
boliim ve tiniversitenin 6zelliklerine yonelik memnuniyet diizeylerinin dlciilmesinde etken olan kriterlerin énem
derecelerinin belirlenmesi amaglanmigtir. Calisma kapsaminda, 6grencilerin memnuniyet diizeylerinin 6lgiilmesinde
etken olan bes ana kriterden (Ziniversite olanaklari, fakiilte olanaklari, akademik nitelik, tiniversite basart durumu,
fakiilte basart durumu) en iyilerinin ve en kétiilerinin belirlenmesi saglanmustir. Ogrencilere, memnuniyet dereceleri
ile ilgili caligmalardan faydalanilarak ve akademisyen goriisleri alinarak diizenlenen bes ana kriter ve 24 alt kriterden
olusan karar listelerini doldurmalari istenmistir. Kriter degerleri, Aveiro Universitesi ile Gazi Universitesi nin turizm
boliimlerinde 6grenim goren toplam 16 dgrenci ile yiiz yiize miilakat sonrast En Iyi-En Kotii Yontemi ile

hesaplanmustir.

Aveiro Universitesi ile Gazi Universitesi’nin turizm bdliimlerinde 6grenim goren dgrenciler elde edilen kriter
degerleri neticesinde karsilagtirildiginda, memnuniyet diizeylerinin 6l¢iilmesinde 6ne ¢ikan degerlendirme kriterinin
her iki {iniversite i¢cin de “universite basart durumu (C4)” oldugu sonucuna varilmistir. Turizm boliimlerinde
Ogrenim goren Ogrenciler tarafindan iiniversite basari kriterinin en 6nemli kriter olarak goriilmesi, potansiyel
Ogrencilerin iiniversite tercihlerinde bu kritere ne derece 6nem verecegini gostermektedir. Erdogan ve Bulut’un
(2015) yapmis oldugu calisma da bu sonucu destekler niteliktedir. Calismaya gore liniversitelerin basar1 diizeyi
ogrencilerin memnuniyet diizeylerinin algilanmasinda 6nemli rol oynamaktadir. Her iki iiniversite 6grencileri
tarafindan da memnuniyet diizeylerinin olgiilmesinde, “iiniversitelerin kaliteyi artirmak igin ogrencilerin geri
bildirimlerini ciddiye almast”, “mezuniyet sonrasi gelecege yonelik istihdam beklentilerini artirmast”,

“arastirmalart ile éne ¢ikan bir iiniversite olmasi”, “yiiksekogretim kalitesi ile taminan bir iiniversite olmasi” ve

“uluslararasi diizeyde taninmas:” en 6nemli alt kriterler olarak gortilmektedir.

Elliott ve Shin’e (2002) gdre 6grencilerin memnuniyet diizeyleri; egitim-6gretim siirecinde edinilen deneyim,
tiniversitenin sahip oldugu fiziki altyap1 ve ¢esitli olanaklar ile akademik yagsamlarinda aldiklart hizmetlere baglidir.
Bu noktada, her iki iiniversite i¢in {iniversite ve fakiilte olanaklari, 6grencilerin memnuniyet diizeylerinde diigiik
onem derecesine sahip iken; akademik niteligin bu kriterlere gore daha yiiksek 6nem derecesine sahip oldugu tespit
edilmistir. Elliott ve Shin (2002) tarafindan yapilan ¢alismada da yer aldig1 gibi, iiniversitelerin ¢esitli fiziki ve
akademik olanaklar1 6grencilerin memnuniyet diizeylerini etkileyen 6nemli faktdrler arasindadir. Uddin ve digerleri
(2017) tarafindan yapilan ¢alismada da 6grenci memnuniyetinin belirlenmesinde en dnemli birinci kriterin, bu

caligmada oldugu gibi “akademik egitim kalitesi” oldugu sonucuna ulagilmistir.

Tas (2015) tarafindan yapilan caligmada O0grenci memnuniyetini etkileyen faktorlerin dort temel faktSrden
(kurumsal, sosyal, kisisel ve beklentiler) meydana geldigi tespit edilmistir. Bu faktdrlerden kurumsal, sosyal ve
beklentilerle ilgili faktorler, arastirma sonuglarini destekler niteliktedir. Kurumsal faktorler arasinda “egitim kalitesi
(tiniversite basart durumu)”, sosyal faktorler arasinda ‘“‘tniversite kampiis yasami ve olanaklar (iiniversite

olanaklar, fakiilte olanaklariy)”, beklentilerle ilgili faktorler arasinda da “Ogrencilerin is bulma olasilig’

bulunmaktadir.
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Tiirkiye ve Portekiz i¢in 6nemli olan “universite basar: durumu” ana kriterine ait alt kriter agirliklart
karsilastirildiginda, Portekiz i¢in en 6nemli alt kriterin “mezuniyet sonrasi gelecege yonelik istihdam beklentilerini
artirmast (C42)” iken, Tirkiye i¢in en onemli alt kriterin “kaliteyi artirmak icin 6grencilerin geri bildirimlerini
ciddiye almasi (C41)” oldugu sonucuna ulagilmistir. Ayrica C41/ kriterinin, Portekiz i¢in en az 6nem derecesine sahip
alt kriter oldugu tespit edilmistir. Bu sonug, Aveiro Universitesi’nde turizm egitimi alan dgrencilerin, iiniversitelerine
sunduklar1 geri bildirimlerin {iniversite tarafindan yeterince dikkate alindigim1 ve dolayisiyla 6grenci geri
bildirimlerinin, 6grenci memnuniyetini diisiik diizeyde etkiledigini gostermektedir. Ote yandan, Gazi
Universitesi’nde turizm egitimi alan 6grenciler igin bu durum tam tersini yansitmaktadir. Bu noktadan hareketle,
Tiirkiye’de turizm egitimi veren iniversitelerin, {iniversite basar1 durumuna yonelik 6grenci algilarim1 daha da
iyilestirmek ve ayni zamanda 0grenci memnuniyetini artirmak igin 6grenci geri bildirimlerini daha fazla dikkate
almalar1 gerektigi soylenebilir. Ozetle, Gazi Universitesi’nde 6grenim géren ogrenciler acisindan, -grenci
beklentilerinin g6z oniinde bulundurulmasi- tiniversitenin gelecekteki basar1 durumunda etkili bir faktor iken;
Portekiz’de okuyan turizm 6grencileri igin ise -mezun olduktan sonra iy imkanlarina sahip olabilmelerinin- daha

onemli oldugu goriilmektedir.

Bu ¢alisma ortaya koydugu bes ana kriter ve bu kriterlerin 6nem diizeylerini belirlemesi agisindan, hem teorik
hem de pratik katkilar saglamaktadir. Caligmanin bulgulari, spesifik olarak turizm egitimi i¢in, genel olarak ise diger
tiim egitim alanlan i¢in katki saglamaktadir. Elbette alt kriterlerin 6nem derecelerine iliskin 6grenci algilari, turizm
disindaki farkli alanlarda 6grenim gdren 6grenciler igin degisiklik gosterebilir. Yine de bu ¢alismanin ortaya koydugu
bes ana kriter ve alt kriterlerden yola ¢ikarak, turizm disindaki farkli egitim alanlarinda 6grenci memnuniyetini
etkileyen faktdrlerin 5nem derecesi belirlenebilir. Bu ¢aligsma, Tiirkiye’den Gazi Universitesi ile Portekiz’den Aveiro
Universitesi’nin turizm boliimlerinde 6grenim goren dgrenciler ile smirli tutulmustur. Gelecek arastirmalarda, farkli
kitalardaki (6rnegin, Kuzey Amerika ve Asya karsilastirmali analizi) veya tilkelerdeki yiliksekogretim kurumlarinda
Ogrenim goren 6grencilere yonelik bir degerlendirme veya farkli bilim dallariin karsilagtirmali analizi (6rnegin,
turizm egitimi alanlar ile sosyal bilimler alanindaki diger bilim dallarinin karsilastirilmasi) yapilabilir. Ayrica gelecek

arastirmalarda karma arastirma yontemi kullanilarak, hem nitel hem de nicel arastirma tasarimi birlikte kullanilabilir.
Beyan

Makalenin tiim yazarlarinin makale siirecine verdikleri katki esittir. Yazarlarin bildirmesi gereken herhangi bir

¢ikar catigmasi yoktur.
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Extended Abstract

Although student satisfaction at the higher education level has demonstrated growing interest (e.g., Aksu &
Koksal, 2005; Atay & Yildirim, 2010; Baltaci et al., 2012; Partlow & Gregoire, 1993; Eren et al., 2013; Kabakulak
& Ates, 2021; Lin, 2010; Naralan & Kaleli, 2012; Ozer, 2021; Petruzzellis et al., 2006; Rahman et al., 2020; Erdem
& Senol, 2015; Arslanhan, 2019), extant research has focused mainly on investigating the student satisfaction using
a single sample or providing a single-country perspective. Hence, a comparative understanding of the factors
affecting university students’ satisfaction remains limited. Therefore, this study not only aims to investigate the
degree of importance of the criteria affecting undergraduate tourism students’ satisfaction towards both the
department and the university they are studying but also provides a comparative understanding of undergraduate
tourism students studying in two different countries (i.e, Gazi University, Turkey and the University of Aveiro,

Portugal).

This study applied a qualitative research design. To collect the study data, face-to-face interviews were conducted
with a convenience sample of 16 students studying tourism at the selected two institutions (eight students from Gazi
University, Turkey, and eight students from the University of Aveiro, Portugal). The study data were collected in the
2017-2018 academic year. The data were analyzed using Best-Worst Method, which is a multi-criteria decision-
making method developed by Rezaei (2015). This method uses two vectors of pairwise comparisons to determine
the weights of the criteria and the scores of the alternatives. The final score of the alternatives is obtained by adding
the weights from the different criteria sets with the scores of the alternatives. Specifically, the Best-Worst method
(BWM) consists of 5 steps. These steps are used to determine the weights of the criteria and to examine the scores

of the alternatives according to each criterion (Rezaei, 2015).

The results revealed five main criteria affecting tourism students’ satisfaction at both Gazi University (Turkey)
and University of Aveiro (Portugal): 1) facilities and opportunities provided at the university level, 2) facilities and
opportunities provided at the college/school level, 3) academic qualification, 4) overall achievement of the university,
and 5) achievement of the college/school. Among these five main criteria, “overall achievement of the university”
was found to be the most important criterion for both universities’ students. Furthermore, the most important sub-
criteria that universities should consider to increase the quality and thereby student satisfaction were found to be as
follows: taking student feedback seriously, increasing students' employment prospects after graduation, being a

university that stands out with its research, being a university known for its higher education quality, and international
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recognition. The theoretical and practical implications of these results are discussed within the context of tourism

higher education.

As with any other study, the present study has some limitations, which also provide avenues for future research.
First, this study applied a qualitative research design to gain insight into the factors affecting undergraduate tourism
student satisfaction. Future studies might adopt a mixed-method research design and apply both qualitative and
quantitative methods. Second, this study included participants from two selected countries (i.e., Turkey and Portugal).
To provide more generalizable results, future studies might collect data from different countries or continents (e.g.,
North America vs. Asia) or make a comparative analysis of different disciplines (e.g., a comparison of university

students studying tourism and other disciplines).
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Bu calismanin amaci, Tiirk Paralimpik Sporcularinin, Paralimpik Oyunlara katilim ve basari
gostermesinde engelli spor politikalarinin roliinii nitel bir aragtirma yontemi olan dokiiman analizi ile
anlamaya c¢aligmaktir. Tarihsel siire¢ icerisinde engelli bireylere toplumun yaklasimi farklilik
gostermistir. Engelli bireylerin sosyal dislanmaya maruz kalmasina neden olan bazi yaklagimlar,
engellilerin toplumsal hayata katilmasinda ve toplumun bir parcasi olarak kabul edilmesindeki asil
engelin “toplum” oldugunun one siiriilmesiyle birlikte, degisiklige ugrayarak kiiresel capta
diizenlemeler yapilmaya baglanmistir. Diinya’da engelli haklar1 farkindaliginin artmasiyla es zamanlh
olarak engelli politikalar1 Tiirkiye’de de devlet politikas1 haline gelmistir. Spor, toplumsal hayata
katilma ve adapte olmada dnemli bir aragtir. Engelli bireylerin spor aktivitelerine aktif bir sekilde
katilmas1 ve spora tesvik edilmesinde uygulanan spor politikalarinin 6nemli bir yeri bulunmaktadir.
Sporun 1iyilestirici etkisinden faydalanmalari ve spora katilim konusunda Paralimpik Oyunlar
Ozendirici bir rol iistlenmektedir. Spor bu yoniiyle rekreasyonel terapinin dnemli bir aktivite kaynag:
olarak dikkat cekmektedir. Sportif rekreasyon aktiviteleri, engelli bireyleri yalnmizca fiziksel agidan
degil sosyal, ruhsal ve duygusal agidan tam bir iyilik halinde olmalarmi amaglayan terapatik
rekreasyonun 6nemli bir unsurudur. Bu ¢alismada Tiirkiye nin engelli spor politikalar1 Paralimpik
Oyunlar gergevesinde ele alinmistir. Nitel ¢aligma yontemlerinden kaynak taramasinin kullanildigi
calismada giincel veriler incelenerek Paralimpik Oyunlara katilim diizeyi ve kazanilan sportif bagarilar
incelenmigtir. Elde edilen veriler, Tiirkiye’nin Engelli spor politikalar1 gelistirmesi, uygulamasi ve
devamliligr saglamasinin Paralimpik Oyunlara katilimi ve Paralimpik Oyunlarda gosterilen basarty1
arttirdigini gostermektedir.
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The aim of this study is to try to understand the role of sports policies for those who are disabled in
the participation and success of Turkish Paralympic Athletes in the Paralympic Games, through
document analysis which is a qualitative research method. In the historical process, society's approach
to people with disabilities has differed. Some approaches, which cause disabled people to be exposed
to social exclusion, have been changed and global regulations have begun to be made, with the claim
that "society" is the main obstacle itself for the disabled to participate in social life and to be accepted
as a part of society. With the increase in awareness of the rights of the disabled in the world, disability
policies have also become a state policy in Turkey. Sport is also an important tool for participation
and adaptation to social life. Sports policies have an important place in the active participation of
disabled individuals in sports activities and encouraging them to do sports. Paralympic Games play
an encouraging role in benefiting from the healing effect of sports and participating in sports. In this
aspect, sport is an important source of activity for recreational therapy. Sportive recreation activities
are an important element of therapeutic recreation that aims to ensure that people with disabilities are
not only physically well but also socially, spiritually and emotionally well. In the study, in which
literature review, one of the qualitative study methods, was used, the current data were examined and
the level of participation in the Paralympic Games and the sportive achievements were examined.
The data obtained shows that Turkey's development, implementation and continuity of disabled sports
policies increased the participation in the Paralympic Games and the success shown in the Paralympic
Games.
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Spor, bireyin fiziksel ve psikolojik anlamda saghigimi gliclendiren, bireyin topluma uyum saglamasini
kolaylagtiran, mental ve motor becerilerini gelistiren, bireyin kisisel gelisimine katki saglayan toplumsal bir olgudur
(Demir & Ilhan, 2019: 159). Toplumu olusturan yalmzca saglikli bireyler degildir. Bir toplum iginde farkli renkler
barindirir. Engelliler de toplumun farkli bir rengidir. Spor, engelli bireylerin kendilerini ifade edebilecekleri,
toplumda var olduklarmi gosterebilecekleri aracilardan biridir. Spor ayn1 zamanda topluma dahil olup, toplumun bir
pargasi oldugunu hisseden engelli bireyin kendine giiven hissedebilecegi, birlik olma duygusu ile paylasma
duygusunun gelisecegi bir rehabilitasyon programi haline biiriinebilmektedir (Cevik & Kabasakal, 2013:76).
Rekreasyon alaninda 6zel hizmet boliimii olarak yer alan terapatik rekreasyon; bireylerin yasam kalitesini
arttirmasinda, tam bir iyilik haline ulasmasinda 6nemli bir aracidir (Savran, 2020). Spor, terapatik rekreasyonun
uygulanmasinda o6nemli tekniklerden biridir. Glinlimiizde yapilan arastirmalarda engelli bireylerin spor
aktivitelerinde yer almasimnim bireylere psikolojik, fizyolojik ve toplumsal anlamda fayda sagladigini ortaya
koymaktadir. Engelliler sporu, engelli bireylerin ve gizil engelli bireylerin rehabilitasyon sporu, rekreasyonel
faaliyetleri, aktif bir sekilde dahil olduklar1 yarigmalar1 ve her ¢esit sportif etkinlikleri icermektedir (Cetiner, 2019;
Konar, 2003, s.163). Engelli bireylerin spor aktiviteleri ve organizasyonlarina katilmalarinda ¢evresel (tesislerin
yetersizligi, erisilebilirligi), kisisel (yas, cinsiyet, gelir vb.) ve sosyal acidan pek cok engelle karsilastiklari
bilinmektedir. Engelli bireylerin karsilastiklar1 bu engelleri agmasi, toplumsal hayata tam ve etkin bir sekilde
katilabilmesi i¢in ¢esitli kamu politikalar gelistirilmektedir (Argan vd., 2021). Gelistirilen politikalar engellilerin
spor aktivitelerine aktif bir sekilde katilmasi ve spora tesvik edilmesini saglamaktadir. Engelli sporcularin,
profesyonel bir sekilde spor yapmaya tesvik edilmesinde ve sporun iyilestirici etkisinden faydalanmalarinin
saglanmasinda Paralimpik Oyunlar 6nemli bir rol oynamaktadir. Baglarda bedensel engeli bulunan kisilerin rehabilite
olmasina yardime1 olmak amaciyla yapilan spor gosterileri, biitiin engelli bireylerin rekabet ettigi ve ileri derecede
performans elde edilmesinin amaglandig1 Paralimpik Oyunlara evirilmistir. (Anatca & Yilmaz, 2019). Ayn1 zamanda
Paralimpik Oyunlar engelli turizmi ve spor turizminin bir alani olarak degerlendirilmektedir. Bu yoniiyle Paralimpik
Oyunlar diizenlendikleri iilkelere basta ekonomik olmak iizere sosyal, kiiltiirel ve ¢evresel bakimdan etki etmektedir.
Ozellikle spor turizminin turizm endiistrisi igerisindeki biiyiime hizinin %14 oldugu diisiiniildiigiinde (TURSAB,
2014) bu payda farkl spor tiirleri ve organizasyonlarmin énemli oldugu diisiiniilmektedir. Paralimpik Oyunlar bu
yOniiyle spor turizminin gelisimine katki saglamaktadir. Paralimpik alaninda literatiir incelendiginde; Tiirkiye
Paralimpik Sporcularinin, Paralimpik Oyunlara katilim ve basar1 gostermesinde engelli spor politikalarmin roliiniin
konu edildigi bir ¢alismaya rastlanilmamigtir. Bu baglamda nitel bir arastirma yontemi olan kaynak taramasi ile
giincel verilerin incelenerek ortaya konulmasi amaglanmistir. Bu amag¢ dogrultusunda ilk olarak engelli kavramina
ve politikalarina yer verilmistir. Engellilik ve spor kavramlan ele almarak Paralimpik Oyunlar detayli olarak
incelenmistir. Sonu¢ kisminda taranan kaynaklardan elde edilen bulgularin degerlendirilmesine ve Onerilere yer

verilmistir. Yapilan bu incelemenin gelecekte yapilacak olan ¢aligmalara rehberlik edecegi diistiniilmektedir.
Engelli Kavrami ve Politikalar

Engelli kavrami, 07.07.2005 tarihli 25868 sayili Resmi gazetede yaymlanan 5378 Numarali Engelliler Hakkinda
Kanun’da “zihinsel, fiziksel, ruhsal ve duygusal yetilerinde ¢esitli diizeyde eksiklerinden kaynakli topluma diger

bireyler ile esit kosullarda aktif katilimmi kisitlayan tutum ve c¢evre kosullarindan etkilenen kisiler” olarak
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tanimlanmaktadir (Mevzuat Bilgi Sistemi, 2005). Birlesmis Milletler ise engelli kavramim “Engelli Haklarma iliskin
So6zlesme™nin 1. Maddesinde “diger bireylerle esit kosullar altinda topluma tam ve etkin bir sekilde katilimlariin
ontinde engel teskil eden uzun stireli fiziksel, zihinsel, diislinsel ya da algisal bozuklugu bulunan kisiler” olarak ifade
etmistir (Resmi Gazete, 2009). Farkli engellere sahip olan bireylerin, farkli istek ve gereksinimleri olacagi goz
ontinde bulunduruldugunda, engelli olma durumunun smiflandirilmasina ihtiyag duyulmaktadir. Bu kapsamda, engel
tiirleri, genel bir siniflandirmaya gidilerek, ortopedik/bedensel engelli, gorme engelli, isitme engelli, dil ve konugma

engelli, zihinsel engelli ve siiregen hastaliklar olmak iizere toplamda alt1 (6) baslikta incelenmektedir (Ozhan, 2017).
Engelliligi Aciklayan Bashica Modeller

Engelliligi algilamada ve engellilere yonelik politikalar gelistirmede tarihi siire¢ igerisinde farkli yaklagimlarda
bulunulmustur. Toplumlarin i¢inde bulundugu siyasi ve sosyo-ekonomik durumlar engellilige olan yaklasimlar
sekillendirmistir. Bu yaklagimlar sonucunda farklt modeller ortaya ¢ikmistir. Engelliligin zaman igerisinde nasil
algilandigim1 anlamamiz agisindan bu modeller 6énem arz etmektedir. Engelligi aciklayan baslica modeller ise

“’medikal’’ ve ‘’sosyal’’ model olarak ifade edilmektedir (Metin, 2017).
Medikal Model

Medikal model engelliligi, engeli bulunan bireyin iyilestirilmesi i¢in ugrasilmasi gereken biyolojik ve medikal bir
problem olarak ele almaktadir. Engelli bireyin toplumla biitiinlesmesine yonelik politikalar izlemek yerine engelli
bireyi “medikal” yollarla iyilestirmeye calismistir (Mese, 2004). Bu model toplumu degistirmenin zor oldugu ve
engelli bireylerin se¢cim hakki olmadig: diisiincesi ile toplumu degistirmek yerine engelli bireylerin tedavi edilmesini

ve engelli bireylerin topluma gore yasamasi gerektigini savunmaktadir (Oztiirk, 2011:8).

Medikal modelin ortaya ¢ikis siirecinde Sanayi Devrimi’nin etkisi goz ardi edilmemelidir. Rekabetin kiyasiya
yaganmaya baslandig1 ve iiretimin 6n planda oldugu zamanlarda iiretimde yer alacak ig giicli onem arz etmistir.
Saglikli bireylerin daha ¢ok iiretim daha ¢ok kazang olarak algilanmasi, engelli bireylerin sadece “iyilestirilmesi”

gereken patolojik vaka olarak goriilmesine sebep olmustur (Metin, 2017).
Sosyal Model

1970°’1i-1980’1li yillarda olusmaya baslayan “engellilik kiiltiiri” diislincesiyle farkli model ihtiyaci ortaya
cikmistir. Bu yeni model, toplumsal sorun ¢dzme kapsaminda bulunan engelli haklar1 hareketi temelinde “sosyal
model” olarak ifade edilmektedir (Ozgokgeler & Alper, 2010). ABD’de temelleri atilan, kurulus ve yonetim
stirecinde tamamen engelli bireylerin yer aldig1 “Bagimsiz Yasam Hareketi (Bagimsiz Yasam Merkezi)” isimli sivil
toplum kurulusu, engelli bireylerin medikal modelle sosyal yasamdan diglandiklarini savunmuslardir. Buna karsilik
engelli bireyin fiziksel engeline odaklanmak yerine toplum engeline odaklanmak gerektigini ileri siirerek ‘’sosyal

modelin’’ benimsenmesi gerekligini ileri siirmiiglerdir (Caha, 2016).

Bu modelin, medikal modelden en onemli farki “engelli bireyi” degistirmeye caligmak ve sadece fiziksel
smirliklaryla ele almak yerine “engelli bireyi” aktif birey olarak kabul etmeleri ve tanimlamalaridir. Engelli
bireylerin yasadiklar1 sorunlara, sorunlarin nasil ¢oziilmesi gerektigine, engelli bireylerin neler beklediklerini
tanimlamasina imkan tammustir (Oliver 2009°dan aktaran Sentiirk 2010). Iyilesmesi gereken sadece engelli birey
degildir; toplumun ve ¢evrenin de engelli bireylerin yasayabilecegi sekilde iyilestirilmesi gerekmektedir. “Egitim,
saglik ve istihdam hizmetlerine erigimin sinirli olmasi, ¢aligma ortamlarinin engellilerin gereksinimlerine uygun
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diizenlenmemesi, kamusal binalara, ortamlara ve tesislere yetersiz erisim, ulagim, sosyal destek mekanizmalarinin
yetersizligi ve engellilere yonelik negatif algi, ayrime1 tutum ve davranislar gibi kiiltiirel etkenler toplumsal degisimin
gerekliliginin savunuldugu 6nemli alanlar olarak karsimiza ¢ikmaktadir (Metin, 2017). Engelli bireylerde sosyal
yasam (sanat, bos zaman, eglence, spor ve turizm) Darcy ve Taylor’a gore medikal yaklasgimlarin golgesinde
degerlendirilmektedir. Yapilan ¢aligmada, sosyal model yaklagimi ele alinarak engelli bireylerin deneyimleri insan
haklar1 dogrultusunda incelenmistir. Engelli bireylerin sosyal yasam igerisinde en biiyiik problemi tesislere (otel ve
motellere) erisimde ve iletisimde yasadig1 goriilmiistiir. Engelli bireyin diledigi aktiviteye ikamet ettigi yerden uzakta
katilabilmesi i¢in tesislerin erisilebilir olmas1 6énemlidir (Darcy & Taylor, 2009). Sosyal model, engelli bireylerin
toplumda goriiniir olmalar1 ve aktif hale gelmelerine olanak saglanmasi ve bu hususta politikalar gelistirilmesi

gerektigini ortaya koymasi agisindan 6nemlidir.
Engellilik ve Sosyal Politikalar

Sanayi Devrimi, beraberinde kiiresellesmeyi de getirmistir. Kiiresellesme ile ortaya ¢ikan 6nemli “konjonktiirel”
gelismeler cercevesinde, devlet sosyal sorunlara miidahale etmek zorunda kalmigtir. Sorunlara miidahale etme
alaninin zamanlama genislemesi ile “sosyal politikalarin” temeli atilmistir. Saglikli bireyler dikkate alinarak
gelistirilen politikalarda “engelli bireyler” medikal destek saglanmasi ve yasam kosullarinda belirli iyilestirmeler
yapilmasi gereken “hastalar” olarak ele almirken, 1970’li yillarda Engelli haklarinin giindeme gelmesiyle birlikte
“engelli bireylerin” yalmzca “engelli” degil ayn1 zamanda “birey” olduklar1 &n plana gikarilmistir (Ozgokgeler, 2006;

Mumcu, 2018).

Bagimsiz Yagsam Hareketi’nin etkisiyle, 1973 yilinda BM tarafindan yayinlanan “BM Engelli Bireylerin Haklarn
Beyannamesi” diinya genelinde engelli politikalar1 gelistirilmesi agisindan tarihi bir neme sahiptir. BM nin raporuna
gore “engellilerin” toplumsal hayatta yer almasinin Oniindeki en biiylik engel toplumsal tutum ve davraniglarin
olumsuz yonde olmasidir (Caha, 2016). Yeni milenyum ile engelli haklan farkindaliginin artigi diisiintilmektedir.
“2001 yilinda Meksika Hiikiimeti, BM Genel Kuruluna engelli bireylerin haklarini giivence altina alan bir uluslararasi
sozlesmeye iligkin onerilerin ele alinmasi amaciyla gegici bir komite kurulmasini teklif etmis, 2002 yilinda Gegici
Komite ilk oturumunu gergeklestirmistir” (Insan Haklar1 ve Esitlik Uzmanlar1 Dernegi, 2021). 2006 yilinda ise
“Engellilerin Haklarina Iliskin Sézlesme, Birlesmis Milletler Genel Kurulu’nun 13 Aralik 2006 tarihli ve
A/RES/61/106 tarihli karariyla kabul edilmis ve 3 Mayis 2008 tarihinde yiiriirliige girmistir” (Istanbul Bilgi
Universitesi, 2021). Bu sézlesmenin amaci engelli bireylerin diger bireylerle esit haklara sahip olmasini saglamak
adma taraf devletlerin nasil bir yol izlemesi gerektigini ifade etmektir. Tiirkiye ilgili s6zlesmeyi 30 Mart 2007
tarihinde imzalayarak s6zlesmeyi kabul eden ilk {ilkelerden biri olmustur. S6zlesme’nin onaylanmasi 3 Aralik 2008
tarih ve 5825 sayili Kanunla uygun bulunmustur. S6zlesme’ nin onayma iliskin 27 Mayis 2009 tarih ve 2009/15137
sayili Bakanlar Kurulu karar1 ve resmi Tiirkge ¢eviri, 14 Temmuz 2009 tarih ve 27288 sayili Resmi Gazete ’de

yayimlanmistir (Resmi Gazete, 2009; Istanbul Bilgi Universitesi, 2021
Tiirkiye’nin Engelli Spor Politikalar:

Tiirkiye’de 1962 yilindan bu yana hiikiimetlerin politikalarimi ve stratejilerini “’Bes Yillik Kalkinma Planlarinda
(BYKP)” incelemek miimkiindiir. Engellilere yonelik politikalar incelediginde 1960’11 yillardan 1990’11 yillara kadar
engelli bireylere yonelik gelistirilen politikalarin ’medikal model’’; 1990’11 yillardan sonraki politikalarin ise “sosyal
model” baz alinarak gelistirildigi goriilmektedir (Ozgokgeler & Alper, 2010). Medikal modelden sosyal modele
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gecis ile engelli bireylere yonelik tutum ve davraniglar degismeye baslamistir. Engellilerin “yetersiz” ve “yardima
muhta¢” bireyler olmadigi, gerekli diizenlemeler yapildigi takdirde ‘’toplumda aktif’’ olarak yer alabilecekleri
diislincesinin ivme kazanmasi ile toplum diizeninin engelli bireylerin yasamasina uygun hale getirilmesi i¢in
uluslararast ¢aligmalar baglatilmistir. 1982 yilinda Birlesmis Milletler hazirladigr “Diinya Eylem Programi’nda
iilkelerin engelli bireyler i¢in olusturmasi gereken politikalari ii¢ baslikta ele almistir. Bu politikalar “Gnleme,
rehabilitasyon ve firsat esitligi” seklinde siniflandirilmistir. Aynmi toplantida Onerilen faaliyetlerin hiikiimetler
tarafindan uygulamaya gegirilmesi ve tim diinyada engelli bireylerle alakali kiiresel bir kalkinma saglamasi igin
1983-1992 Birlesmis Milletler Engelliler On yil1 ilan edilmistir” (Aile ve Sosyal Hizmetler Bakanligi, 2021). Spor
yapma bir haktir ve engelli bireylerin de spor yapma hakki vardir. Engelli bireylerin spor yapmayi istemesi spor
yapabilmesi i¢in yeterli degildir. Engelli bireyin spora katilimim kolaylastiracak sekilde diizenlemeler yapilmasi,
politikalar gelistirilmesi ve bu hususlar1 destekleyici imkanlar sunulmasi gerekmektedir (Beacom & Golder, 2015°ten
aktaran Mumcu 2017). Engelli haklarinin 6nem kazandigi1 bu dénemlerde Tiirkiye’de, engelli bireylerin de saglikli
bireyler gibi spor yapma hakkinin oldugu bilinciyle, 8-11 Mayis 1990 yilinda diizenlenen Spor Surasi’nda alinan
karar geregi 21 Kasim 1990 yilinda Genglik ve Spor Genel Miidiirliigii biinyesinde “Oziirliiler Spor Federasyonu”
kurulmustur (Karatas, 2021). 1997 yilinda federasyonun adi “Engelliler Spor Federasyonu” olarak degistirilmistir.
2000 y1linda biinyesinde dort engel tiiriinde (gorme, isitme, bedensel/ortopedik, zihinsel) faaliyet gosteren “Engelliler
Spor Federasyonu” yonetim ve organizasyonda yasanan sikintilar nedeniyle daha verimli ¢alisabilmek igin;
“Bedensel Engelliler Spor Federasyonu, Gérme Engelliler Spor Federasyonu, Isitme Engelliler Spor Federasyonu,

Zihinsel Engelliler Spor Federasyonu” olarak dorde ayrilmistir (Engelsiz Spor, 2021).

2000’1i yillarda uluslararas1 yonelimle ayn1 zamanda ulusal iradenin engelliligi 6nemli bir politika alan1 olarak
gormeye basladigi goriilmektedir (Yilmaz & Yentiirk, 2017). Bu kapsamda Tiirkiye’de 6nemli bir adim atilarak ilk
kez 2005 yilinda engelli bireylerin haklarina yonelik 5378 sayili “’Engelliler Hakkinda Kanunu’’ ¢ikarilmistir
(Mevzuat Bilgi Sistemi, 2005). Kanunun 33. Maddesinde engelli bireylerin spor yapma hakkina yonelik yapilmasi
gerekenler belirtilmistir. 33. Maddede Genglik ve Spor Midiirliigii Teskilat ve Gorevleri Hakkinda Kanunu’nun 2.
Maddesine (Ek: 1/7/2005-5378/33) “0ziirlii bireylerin spor yapabilmelerini saglamak ve yayginlastirmak {izere; spor
tesislerinin 6ziirliilerin kullanimina da uygun olmasim saglamak, spor egitim programlar1 ve destekleyici teknolojiler
gelistirmek, gerekli malzemeyi saglamak, konu ile ilgili bilgilendirme ve bilinglendirme ¢aligmalar ile yayinlar
yapmak, spor adamlar1 yetistirmek, 6ziirlii bireylerin spor yapabilmesi konusunda ilgili diger kuruluslarla isbirligi

yapmak” ifadesi (0) bendi olarak eklenmistir (Mevzuat Bilgi Sistemi, 2005; Resmi Gazete, 2005).

2009 yilinda ise Tiirkiye, “BM Engelli Haklarina Iliskin Sézlesmesini’’ kabul etmistir. Tiirkiye’de bu sézlesmenin
yiikiimliiliiklerini yerine getirme hususunda engelli bireylerin “’insan haklarinin korunmasi ve giiclendirilmesi igin”
politikalar gelistirilmistir. S6zlesmenin 30. Maddesi (5) ile engelli bireylerin toplumsal hayata etkin katilmada bos
zaman aktiviteleri ve spor faaliyetlerine katilim hakki konusunda taraf devletlerin almasi gereken tedbirler

belirtilmigtir:

“(a) Engellilerin her seviyedeki genel spor etkinliklerine miimkiin oldugunca tam katilimini cesaretlendirmek ve

artirmak;
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(b) Engellilerin, 6zel spor ve eglence etkinliklerini drgiitleme, gelistirme ve bu etkinliklere katilma imkanina sahip
olmasini temin etmek ve bu nedenle, diger bireylerle esit kosullar altinda onlara uygun bilgi ve egitimin verilmesini

ve kaynaklarin sunulmasini saglamak;
(c) Engellilerin spor, eglence yerleri ile turistik alanlara erisimini saglamak;

(d) Engelli ¢ocuklarin, okullardaki etkinlikler dahil olmak {izere, oyun, eglence, bos zaman aktiviteleri ve spor

etkinliklerine esit sekilde katilabilmelerini saglamak;

(e) Eglence, turistik, bos zaman aktiviteleri ve spor etkinliklerini organize edenlerin sundugu hizmetlere

engellilerin erigsebilmesini saglamak™ (Resmi Gazete, 2009).

Giliniimiizde, Tiirkiye nin gelistirilen engelli spor politikalari, Genglik ve Spor Bakanlig1 onciiliigiinde engelli
bireyleri spora tesvik etmek, ulusal ve uluslararasi miisabakalarda engelli bireylerin aktif katilimini saglamak; spor
tesislerini engelli bireylerin erisimine uygun hale getirmek, engelli bireyleri spor ile rehabilite etmek gibi amaglarla
diger kurum ve kuruluslarla (Aile ve Sosyal Politikalar Bakanligi, Milli Egitim Bakanligi, Saglik Bakanligi,
Yiiksekdgretim Kurulu, Universiteler, Spor Federasyonlar1, Yerel Y&netimler, Medya Kuruluslari, Sivil Toplum

Kuruluslar) igbirligi icerisinde siirdiiriilmesi gerektigine yoneliktir (Genglik ve Spor Bakanligi, 2021).
Engellilik ve Spor

Tarihsel siire¢ boyunca medikal tedaviler (medikal rehabilitasyon programlari) engelliler sporunun ilerlemesine
biiyiik katki saglamistir. “Erasistratos (M.0305-250), Galen (M.S 129-199) ve ibn-i Sina (M.S 980) gibi bilim
insanlar1 egzersiz ve tibbi jimmastigin saglig1 gelistirici etkileriyle birlikte diisliniilmesi gerektigine vurgu
yapmuslardir. Engelliler sporu, engelli bireylerin ve gizil engelli bireylerin; rehabilitasyon sporu, rekreasyonel
faaliyetleri, aktif bir sekilde dahil olduklar1 yarigmalari ve her cesit sportif etkinlikleri icermektedir (Konar & Pepe,
2003: 162-163). Engelli sporcularin, profesyonel bir sekilde spor yapmaya tesvik edilmesinin tarihi 1888’11 yillara
kadar uzanmaktadir. Bu donemlerde Berlin’de isitme engelliler i¢in ilk olma niteligi tasiyan spor kuliipleri
kurulmustur (Uluslararas1 Paralimpik Komitesi, 2021). Sporun bireyin izerinde; kisiliginin gelismesi, kendi benligini
ve cevreyi sevmesi, sosyallesebilmesi, yasamdan zevk almasi, hak ve Ozgiirlikklerini, yenilgiyi kabullenmeyi,
yardimlagmay1, toplumla uyumlu bir sekilde yagamay1 6grenmesi gibi bircok olumlu etkisi bulunmaktadir. Bu olumlu
etkiler sporun aktif veya pasif gergeklestirilmesi fark etmeksizin saglanmaktadir (Dogan, 2007). Toplumun her
ferdinin spor yapma gereksiniminin oldugu kabul edilmektedir (Kabasakal, 2007). Saglikl1 bireylerin ruhsal, bedensel
tatminini saglayabilmeleri ve hayat kosullarma fiziksel adaptasyon saglayabilmeleri i¢in One siiriilen spor
etkinliklerinin engelliler tarafindan da gergeklestirebilecegi uzun yillar géz ardi edilmistir (Ergun & digerleri, 1990).
Toplumu kaliplagtirmak miimkiin degildir. Biitiin insanlar birbirinden farkli ve 6zeldir, insanlar onlar1 6zel yapan,
farkli kilan yanlari ile degerlendirilmelidir (Giil & Kiiciikibis, 2018’den aktaran Ozdemir & Ilkim, 2019). Engelli
bireyler de 6zel ve farkli yanlar1 ile degerlendirilmelidir. Spor ise engelli bireylerin kendilerini ifade edebilecekleri,
toplumda var olduklarin1 gosterebilecekleri bir aract olabilir. Spor ayn1 zamanda topluma dahil olup, toplumun bir
pargasi oldugunu hisseden engelli bireyin kendine giiven duyabilecegi, birlik olma duygusu ile paylasma duygusunun

geligebilecegi bir rehabilitasyon programi haline biiriinebilmektedir (Cevik & Kabasakal, 2013).

Engelli sporcularin, profesyonel bir sekilde spor yapmaya tesvik edilmesinde ve sporun iyilestirici etkisinden

faydalanmalarinin saglanmasinda Paralimpik Oyunlar 6nemli bir rol oynamaktadir
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Paralimpik Oyunlar

Paralimpik Oyunlar, farkli engeli bulunan bireylerin katildigi, yarnstigi spor miisabakasi olarak
nitelendirilmektedir. Paralimpik sozciigii Yunancada ‘para’(yaninda) ve olimpik kelimeleri birlestirilerek ortaya
cikmistir. Paralimpik Oyunlar Olimpiyatlarin paralel oyunlar1 oldugu ve ayrn ayn disliniilmemesi gerektigi
anlamimdadir (Ozdemir & Ilkim, 2019:46). Paralimpik temeli, 1944 yilinda, ingiliz Hiikiimeti'nin istegi iizerine, Dr.
Ludwig Guttmann, Ingiltere'deki Stoke Mandeville Hastanesi'nde Ikinci Diinya Savasi’nda yaralanan askerler ve
siviller i¢in omurilik yaralanmalar1 merkezi agmasi ve zamanla rehabilitasyon sporunun eglence amagli spora ve
ardindan rekabetci spora doniismesi ile atilmistir (Uluslararas1 Paralimpik Komitesi, 2021). Paralimpik tarihinin
doniim noktas1 1948 yilinda Dr. Gutmann’m, Londra Olimpiyat Oyunlari agilis giiniinde, iki rehabilitasyon merkezi
arasinda 16 kadin ve erkek engelli bireyin katilimi ile Stoke Mandevile Oyunlarim1 adim verdigi bir miisabaka
diizenlenmesi olarak ifade edilebilir (Uluslararas1 Paralimpik Komitesi, 2021; Tiirkiye Milli Paralimpik Komitesi,
2021; Mumcu, 2018:56). Paralimpik hareket 1951 yilinda Ingiltere’de uluslararasi boyuta tasinmis; Ingiltere ve
Hollanda’da bulunan 11 rehabilitasyon merkezinin yer aldig1 126 engelli sporcunun katilimi ile okguluk, oturarak
voleybol, bilardo ve cirit dallarinda yarigmalar gerceklestirilmistir (Mumcu, 2018: 56). Stoke Mandeville
Oyunlar’nin evrimi, 1960 yilinda Olimpiyatlarin hemen ardindan Italya'nin Roma kentinde 23 iilkenin yer aldig1 400
engelli sporcunun katilimi gerceklesen miisabaka Paralimpik Oyunlari adini alarak gerceklesmistir (Uluslararasi
Paralimpik Komitesi, 2021). Paralimpik Oyunlar, 1960 yilindan itibaren her dort yilda bir diizenlenmektedir.
Paralimpik Oyunlar; Yaz Paralimpik Oyunlar1 ve Kig Paralimpik Oyunlar1 olmak iizere ikiye ayrilmaktadir. Kis
Paralimpik Oyunlari ilk kez 1976 yilinda Isveg’in Ornskoldsvik kentinde gergeklestirilmistir (Zengin, 2021: 46).

Paralimpik Oyunlar Tarihi

Tablo 1. Yaz Paralimpik Oyunlar Tarihi

Yil Ulke Engel Tiirleri Katilan Ulke Sayis1 Sporcu Sayist
1960 (Eilrf;) Ortopedik 23 400
1964 g%%i% Ortopedik 21 375

Israil .
1968 (Tel Aviv) Ortopedik 29 750
Almanya .
1972 (Heiedelberg) Ortopedik 43 984
Kanada . .
1976 (Toronto) Gorme, Ortopedik 40 1.657
1980 &‘;ﬂﬁgﬁf‘) Gérme, Ortopedik 43 1.973
Ingiltere 41
(Stoke ~ Mandeville) (ingilterc) ~1.100
1984 & Gorme, Ortopedik g4 s (Ingiltere)
Amerika (Amerika) 1.800 (Amerika)
(New York) ©
1988 G‘g‘lﬁ;’re Gérme, Ortopedik 60 3.057
Ispanya . .
1992 (Barcelona) Gorme, Ortopedik 83 2,999
orme, Ortopedi .
1996 &%Z;‘g Gérme, Ortopedik 104 3.259
2000 ‘?g;?;gy)a Gérme, Ortopedik, Zihinsel 123 3.879
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Tablo 1. Yaz Paralimpik Oyunlar Tarihi (Devami)

Yunanistan

2004 . Gorme, Ortopedik 135 3.808
(Atina)

2008 Cin Gorme, Ortopedik 146 3.951
(Pekin)

2012 (Iﬁiﬁgf) Gérme, Ortopedik, Zihinsel 164 4237

2016 Bszig)y a Gorme, Ortopedik, Zihinsel 160 4328

2020 Japonya Gérme, Ortopedik, Zihinsel 162 4.400
(Tokyo)

Tablo 1’de yer alan verilere gore, “engellilik kiiltiiriiniin” kiiresel ¢apta yayginlagmasiyla katilim diizeyinde artig

olmustur.

Tablo 2. Kis Paralimpik Oyunlar Tarihi

vil Ulke Engel Tiirleri Katilan Ulke Sporcu
Sayisi Sayisi
Isveg .
1976 (Ornskoldsvik) Ortopedik 16 198
Norveg .. .
1980 (Geilo) Gorme, Ortopedik 18 299
Avusturya . .
1984 (Innsbruck) Gorme, Ortopedik 21 419
Avusturya . .
1988 (Innsbruck) Gorme, Ortopedik 22 377
Fransa . .
1992 (Tignes- Albertville) Gorme, Ortopedik 24 365
Norveg .. .
1994 (Lillchammer) Gorme, Ortopedik 31 469
1998 Japonya Gérme, Ortopedik 31 562
(Nagano)
Amerika . .
2002 (Salt Lake City) Gorme, Ortopedik 36 415
2006 ltalya Gérme, Ortopedik 38 474
(Torino)
2010 Kanada Gérme, Ortopedik 44 502
(Vancouver)
Rusya . .
2014 (Sochi) Gorme, Ortopedik 45 541
2018 Glney Kore Gorme, Ortopedik 49 567
(Pyeongchang)

Kaynak: “Uluslararasi Paralimpik Komitesi, 2021” verileri kaynak aliarak tablo haline getirilmistir.

Tablo 1 ve Tablo 2°de goriildiigii iizere, Paralimpik Oyunlar gelismislik diizeyi yiiksek iilkelerde diizenlenmistir.
Spor turizmi kapsaminda yer alan spor organizasyonlarmin iilkeler iizerinde siyasi etkileri bulunmaktadir. Ulkelerin
engelli bireylerin haklarin1 korumak ve giliclendirmek adina politikalar gelistirmesi, uygulamaya gecirmesi tilkelerin
gelismislik diizeyinin bir gostergesidir. Gelismekte olan iilkelerin sayginlik ve itibar kazanmasinda 6nemli spor
organizasyonlarinin kendi tilkelerinde gerceklestirilmesi biiyilik bir rol oynamaktadir (Knott & Tinaz, 2021: 204).
Genglik ve Spor Bakanlhii, gelecekte Paralimpik Oyunlarin ii¢ imparatorluga baskentlik yapmis Istanbul’da

gergeklestirilmesi igin politikalar gelistirmektedir.
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Yaz Paralimpik Oyunlar

1960 yilinda Roma Paralimpik Yaz Oyunlari’nda sekiz (8) spor dalinda yarisan sporcular 2020 Tokyo Yaz
Paralimpik Oyunlari’nda yirmi iki (22) spor dalinda yarismistir. Bu spor dallar1 Tablo 3’de sunulmustur.

Tablo 3. Yaz Paralimpik Oyunlari

1. Para Binicilik 2. Para Badminton

3. Para Bisiklet 4. Para Halter

5. Boccia 6. Para Okguluk

7. Futbol (5 Kisilik) 8. Para Yiizme

9. Goalball 10. Taekwondo

11. Judo 12. Tekerlekli Sandalye Basketbol
13. Kano 14. Tekerlekli Sandalye Eskrim
15. Kiirek 16. Tekerlekli Sandalye Rugby
17. Masa Tenisi 18. Tekerlekli Sandalye Tenis
19. Oturarak Voleybol 20. Triatlon

21. Para Aticilik 22. Para Atletizm

Kaynak: “Uluslararasi Paralimpik Komitesi, 2021” verileri kaynak aliarak tablo haline getirilmistir.
Kis Paralimpik Oyunlan

Uluslararas1 Paralimpik Komitesi (IPC) tarafindan belirlenen Kis Paralimpik Oyunlar, alt1 (6) spor dalindan
olusmaktadir. Bu spor dallar1 Tablo 4’de goriilmektedir.

Tablo 4. Kis Paralimpik Oyunlar

1. Alp Disiplini 2. Kuzey Disiplini
3. Biatlon 4. Tekerlekli Sandalye Curling
5. Snowboard 6. Para Buz Hokeyi

Kaynak: “Uluslararasi Paralimpik Komitesi, 2021; Tiirkiye Milli Paralimpik Komitesi, 2021 verileri kaynak alinarak tablo

haline getirilmistir.
Paralimpik Sporcu Simiflandirma Sistemi

Paralimpik Hareketin amaci “Paralimpik sporcularin sportif miikemmellige ulasmalarini saglayarak diinyaya
ilham ve heyecan kazandirmaktir” (Tiirkiye Milli Paralimpik Komitesi, 2021). Siniflandirma, ’Paralimpik Hareketin
temel tasidir’’; sporcunun cinsiyet, yas, kilo gruplarma ayirilmasi gibi Paralimpik sporcunun yarigmak istedigi spor
dalinda yarigmaya uygun olup olmadigini, sporcunun yarigma igin nasil gruplandirilmasi gerektigini belirler
(Uluslararas1 Paralimpik Komitesi, 2021). Paralimpik spor dallarinda kullanilan smniflandirma sistemlerinin

“Paralimpik Hareket”in amacina ulugmasini saglamaya yonelik iki onemli fonksiyonu bulunmaktadir:

“Paralimpik sporlarda kimlerin yarisma ve boylece Paralimpik sporcu olma hedefine ulagma firsatin1 yakalama
uygunluguna sahip oldugunu tanimlamaktadir. Sporculari, engelin etkisini en aza indirmeyi ve hangi sporcu veya
ekibin esasen zafere ulagacagim sportif mitkemmelligin belirlenmesini saglamaya yonelik spor siniflar1 halinde

gruplandirmaktadir” (Tiirkiye Milli Paralimpik Komitesi, 2021).
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Tiirkiye Paralimpik Tarihi

Tiirkiye’nin Paralimpik Oyunlar tarihi, 1992'de Ispanya'nin Barcelona kentinde diizenlenen Yaz Paralimpik
Oyunlari’na davet edilerek para yiizme dalinda Mehmet Giirkan’1n katilmas ile baglamistir (Tiirkiye Milli Paralimpik
Komitesi, 2021). Tiirkiye 1992 yilindan itibaren yalmzca 1999 yilinda ABD Atlanta Yaz Paralimpik Oyunlari’na
sporcu gondermemistir (Paralimpik Oyunlar1 Tiirkiye Tarihgesi, 2019). Tiirkiye, 2014 yilinda Rusya’nin Sochi
kentinde diizenlenen Kis Paralimpik Oyunlari’na ilk kez Kayak Alp Disiplininde Hilmi Esat Baymdirli ve Mehmet
Ceki¢’in katilmasi ile yer almistir (Paralimpik Oyunlar Tiirkiye Tarihgesi, 2019). Tiirkiye, 1992 Barcelona
Paralimpik Yaz Oyunlari’ndan bu yana Paralimpik Oyunlara 13 farkli spor dali ile katilmistir, katildig: spor dallari;
Alp Disiplini (Kis Paralimpik Oyunlari), Futbol (5 Kisilik), Golbol, Judo, Masa Tenisi, Para Aticilik, Para Atletizm,
Para Halter, Para Okguluk, Para Yiizme, Tekerlekli Sandalye Basketbol, Tekerlekli Sandalye Tenisi, Tackwondo’dur
(Tirkiye Milli Paralimpik Komitesi, 2021). Tiirkiye, ilk madalyasin1 2004 Atina Paralimpik Yaz Oyunlari’'nda Para
Aticilik dalinda M. Korhan YAMAC ile almistir (Girismen, 2017). Tiirkiye, 1992-2020 Paralimpik Oyunlara 259’u
Yaz Paralimpik Oyunlar1, 3’#i Kis Paralimpik Oyunlar olmak tizere toplamda 262 Paralimpik sporcu ile katilmistir
(Girigmen, 2017; Paralimpik Oyunlar Tiirkiye Tarihgesi, 2019). Tiirkiye nin 9 farkli spor dalinda (Aticilik, Atletizm,
Golbol, Halter, Judo, Masa Tenisi, Okculuk, Tackwondo ve Yiizme) toplamda 38 madalyast bulunmaktadir
(Bedensel Engelliler Spor Federasyonu, 2021; Girismen, 2017; Gérme Engelliler Spor Federasyonu 2021; Ozel
Sporcular Spor Federasyonu, 2021; Siyhan, 2021; Tiirkiye Milli Paralimpik Komitesi, 2021).

Tablo 5. Tiirkiye nin Yaz Paralimpik Oyunlar Tarihi

Katilan Sporcu

Yil Ulke Spor Dah
Sayisi

Ispanya

1992  (Barselona) Para Yiizme 1
ABD
1996 (Atlanta) - -
Avustralya

2000 (Sidney) Para Yiizme 1
2004 Yunamstan Para Aticilik, Para Halter, Para Atletizm, Para Yiizme

(Atina) .. 8

Masa Tenisi
Cin .
. Para Aticilik, Para Atletizm, Para Halter, Para Okguluk

2008 (Pekin) Tekerlekli Sandalye Tenisi, Masa Tenisi, Judo 16

inilter Para Aticilik, Para Atletizm, Para Halter, Para Okguluk, Para Yiizme,
2012 (L%n diae; Masa Tenisi, Tekerlekli Sandalye Basketbol 67

Golbol, Futbol (5 Kisilik), Judo

Brezilya Para Aticilik, Para Atletizm, Para Halter, Para Okguluk

2016 (Rio) Masa Tenisi, Tekerlekli Sandalye Tenis, Tekerlekli Sandalye Basketbol, 81
Golbol, Futbol, Judo

Japonya Ik let ' I keuluk

(Tokyo) Para Aticilik, Para Atletizm, Para Badmlptpn, Para Ha. ter Para Okc¢u uk,
2020 Para Yiizme, Para Tekvando, Masa Tenisi, Tekerlekli Sandalye Tenis, 87

Tekerlekli Sandalye Eskrim Tekerlekli Sandalye Basketbol, Golbol, Judo

Kaynak: “Bedensel Engelliler Spor Federasyonu, 2021; Girismen, 2017; Gérme Engelliler Spor Federasyonu 2021; Ozel
Sporcular Spor Federasyonu, 2021; Siyhan, 2021; Tirkiye Milli Paralimpik Komitesi, 2021; Paralimpik Oyunlar1 Tiirkiye
Tarihgesi, 2019” verileri kaynak alinarak tablo haline getirilmistir.
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Tablo 5’de yer alan verilere gore, Tiirkiye’nin Yaz Paralimpik Oyunlari’na katilim orani izlenen politikalarla
dogru orantili olarak artmaktadir; 1990 yilinda ¢’ Oziirliiler Spor Federasyonu’’ kurulmasinin ardindan 1992 yilinda
“Yaz Paralimpik Oyunlari’’na 1 ile sporcu ile 1 spor dalinda katilim gosterilmistir. 1996’da Tiirkiye ‘’Yaz
Paralimpik Oyunlari’’na katilmamistir. 2000 yilinda izlenen politikalarda anlamli bir degisiklik olmamig ve Tiirkiye
yine 1 sporcu ile 1 spor dalinda katilim gostermistir. 2000 yilinda *’Engelliler Spor Federasyonu’’nun daha verimli
caligsabilmek adina dorde ayrilmasmin ardindan 2004 yilinda katilm gosterilen spor dali 5, sporcu sayist 8’e
yiikselmistir. 2005 yilinda engelli sorunlarma yonelik ilk olma 6zelligi tasiyan “Engelliler Hakkinda Kanunun
cikarilmasinin ardindan 2008 yilinda katilim gdsterilen spor dal1 7°ye sporcu sayis1 16’ya yiikselmistir. Tiirkiye 2009
yilinda ’BM Engelli Haklarma iliskin S6zlesmesini’” kabul etmesiyle engelli bireylerin toplumsal hayata tam ve
etkin katilabilmesine yonelik politikalar gelistirmeye O6nem vermistir. Gelistirilen bu politikalar ’Paralimpik
Oyunlara’’ da yansimistir. 2012 yilinda katilim gosterilen spor dal1 11°e sporcu sayis1 altmis yediye (67) yiikselmistir.
2016 ve 2020 yillarinda ise engelli bireyleri spora tesvik etmek, toplumsal hayata tam ve etkin katilabilmeleri i¢in
gelistirilen politikalarin devamliligi sonucunda katilinan spor dali ve sporcu sayisinin yiikselmeye devam ettigi

goriilmektedir.

Tablo 6. Tiirkiye nin Kig Paralimpik Oyunlar Tarihi

Y1l Ev Sahibi Ulke Spor Dali Sporcu
Sayisi
Rusya C
2014 (Sochi) Alp Disiplini 2
2018 Giiney Kore T
(Pyeongchang) Alp Disiplini 1

Kaynak: “Girigsmen, 2017; Paralimpik Oyunlar1 Tiirkiye Tarihgesi, 2019” verileri kaynak aliarak tablo haline getirilmistir.
Tablo 6’da goriildiigii tizere Tiirkiye, Kis Paralimpik Oyunlari’na iki kez tek bir spor dalinda {i¢ sporcu ile

katilmigtir. Katilinan bu iki miisabakada madalya kazanamamastir.

Tablo 7. Tiirkiye nin Engel Tiirtine Gore Paralimpik Oyunlara Katilim

SPOR DALI ENGEL TURU
Alp Disiplini Ortopedik
Atletizm Ortopedik
Atletizm Gorme
Atletizm Zihinsel
Aticilik Ortopedik
Futbol (5 Kisilik) Gorme
Golbol Gorme
Halter Ortopedik
Judo Gorme
Masa Tenisi Ortopedik
Tekerlekli Sandalye Basketbol Ortopedik
Tekerlekli Sandalye Tenis Ortopedik
Tekwaondo Ortopedik
Yiizme Ortopedik

Kaynak: “Tiirkiye Milli Paralimpik Komitesi, 2021” verileri kaynak alinarak tablo haline getirilmistir.
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Tablo 7’de yer alan verilere gore, Atletizm dalinda ii¢ (gérme, ortopedik, zihinsel) engel tiiriine sahip sporcu ile
katilim saglanmistir. Paralimpik Oyunlar, ilk zamanlarda sadece ortopedik/bedensel engel bireylerin yarisabilecegi

sekilde diizenlendigi i¢in en fazla katilim ortopedik engele sahip sporcular tarafindan saglanmistir.

Tablo 8. Tiirkiye Yaz Paralimpik Oyunlar

Yil Ulke Spor Dah Madalya
. . Altin
2004 Yunanistan (Atina) Aticilik M. Korhan YAMAC
. . Bronz
2004 Yunanistan (Atina) Aticilik M. Korhan YAMAC
2008 Cin (Pekin) Okeuluk Gizem éﬁ%SMEN
2008 Cin (Pekin) Masa Tenisi Neslihlzflolrg’%\] AS
2012 Ingiltere (Londra) Halter Altin
giitere (Lo © Nazmiye Muslu MURATLI
2012 Ingiltere (Londra) Halter Cig(g‘;lrlnm]gsEDE
L Giimiis
2012 Ingiltere (Londra) Halter Ozlem BECERIKLI
L, Giimiis
2012 Ingiltere (Londra) Aticilik M. Korhan YAMAC
2012 Ingiltere (Londra) Judo NaS;lmXIs(IN
2012 Ingiltere (Londra) Judo Duy]Z;OgETE
2012 Ingiltere (Londra) Masa Tenisi Neslikclj:l imléli\] AS
2012 Ingiltere (Londra) Masa Tenisi Kaccliﬁn”ll}:lilm
2012 Ingiltere (Londra) Okguluk Dogfnr(l);lziN I
2012 Ingiltere (Londra) Golbol Erk]e?’li(zl{l:klm
Tablo 9. Tiirkiye Yaz Paralimpik Oyunlar
. . Altin
2016 Brezilya (Rio) Halter Nazmiye MUSLU MURATLI
2016 Brezilya (Rio) Golbol Ka dﬁllgll"r:lklm
. . .. Altin
2016 Brezilya (Rio) Masa Tenisi Abdullah OZTURK
. . .. Glimtis
2016 Brezilya (Rio) Masa Tenisi Kiibra KORKUT
2016 Brezilya (Rio) Masa Tenisi Erk}z’lr(o"}lz?klm
. . Bronz
2016 Brezilya (Rio) Judo Mesme TASBAG
2016 Brezilya (Rio) Judo EceanroTIKSIN
. . . Bronz
2016 Brezilya (Rio) Atletizm Semih DENIZ
. . Bronz
2016 Brezilya (Rio) Aticilik Aysegiil PEHLIVANLAR
2020 Japonya (Tokyo) Golbol Ka dglEll"rzllklm
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2020 Japonya (Tokyo) Masa Tenisi Abdullz:?ll%nZTfJRK
2020 Japonya (Tokyo) Masa Tenisi Nesir}?lr"?rllJZRAN
2020 Japonya (Tokyo) Masa Tenisi Ali (B)I'ZO%IIZJRK
2020 Japonya (Tokyo) Masa Tenisi Kﬁb}fefolgsrkut
2020 Japonya (Tokyo) Okguluk Oznur CURE—G élfllgﬁt KORKMAZ
2020 Japonya (Tokyo) Okguluk Nihat TU%ESENOGLU
2020 Japonya (Tokyo) Okguluk ; Drons ¢
Bahattin HEKIMOGLU
2020 Japonya (Tokyo) Tackwondo Merye?nﬁglzzi/DAR
2020 Japonya (Tokyo) Tackwondo Mahmu}fr]??gZZTEKE
2020 Japonya (Tokyo) Atieilik Aysegiil P(]}EﬁPIIIIIjiIiZANLAR
2020 Japonya (Tokyo) Judo Rec;rg%}z?mi
2020 Japonya (Tokyo) Judo Zeyr}13erpOI(13ZELiK
2020 Japonya (Tokyo) Yiizme Sevila};r(g);ZTURK
2020 Japonya (Tokyo) Halter Besr.’:}i3 ]rjolr}i/[AN

Kaynak: “Bedensel Engelliler Spor Federasyonu, 2021; Girismen, 2017; Gérme Engelliler Spor Federasyonu 2021; Ozel
Sporcular Spor Federasyonu, 2021; Siyhan, 2021; Tirkiye Milli Paralimpik Komitesi, 2021; Paralimpik Oyunlar1 Tiirkiye
Tarihgesi, 2019” verileri kaynak alinarak tablo haline getirilmistir.

Tiirkiye’nin Paralimpik Oyunlar tarihi 1992 Barcelona Yaz Paralimpik Oyunlari’na katilimi ile baglamistir. Tablo
8’de yer alan verilere gore, Tiirkiye ilk altin ve bronz madalyasim1 2004 Atina Yaz Paralimpik Oyunlari’nda M.
Korhan Yamag ile aticilikta kazanmistir. Tiirkiye’nin sekizi (8) altin, on biri (11) giimiis, on altis1 (16) bronz olmak
iizere toplamda otuz sekiz (38) madalyasi bulunmaktadir; 2004 yilinda iki (2), 2008 yilinda iki (2), 2012 yilinda on
(10), 2016 yilinda dokuz (9), 2020 yilinda on bes (15) madalya kazanmistir. Tiirkiye, Yaz Paralimpik Oyunlar1
tarihinin en fazla madalyasin1 2020 Tokyo Yaz Paralimpik Oyunlari’nda kazanmistir. Bu otuz sekiz (38) madalya
dokuz farkli spor dalinda; masa tenisi on (10), judo alt1 (6), aticilik bes (5), okculuk bes (5), halter bes (5), golbol {i¢
(3), teakwondo iki (2), atletizm bir (1), yiizme bir (1) kazanilmustir.

2000 yilinda “Engelli Spor Federasyonu’nun dérde ayrilmasinin ardindan 2004 yilinda bedensel/ortopedik engelli
sporcu Muharrem Korhan Yamag ile aticilikta hem altin hem bronz madalya kazanilmistir. 2005 yilinda ¢ikan
“Engelliler Hakkinda Kanunu”n ardindan 2008 yilinda iki farkli spor dalinda madalya kazanilmistir. Tiirkiye’nin
2009 yilinda uluslararasi bir sézlesme olan " BM Engelli Haklarma iligskin Sézlesmesini>’ kabul etmesiyle engelli
sporculari, spora tesvik etmeye yonelik politikalar gelistirmis bunun sonucunda 2012 yilinda on (10) madalya
kazanilmistir. 2016 yilinda tigii (3) altin olmak {izere toplamda dokuz (9) madalya tarihinin en ¢ok altin madalyasini
kazanilmigtir. 2020 yilinda on bes (15) madalya ile tarihinin en fazla madalyasini kazanilmigtir. Bu basarinin ardinda,
Genglik ve Spor Bakanlig1 gelistirdigi politikalar1 paydaslar (Aile ve Sosyal Politikalar Bakanligi, Milli Egitim
Bakanlhig1, Saghik Bakanhigi, Yerel Yonetimler, Yiiksekdgretim Kurulu, Universiteler, Spor Federasyonlari, Sivil

Toplum Kuruluslari, Medya Kuruluslar) ile birlikte uygulamaya gegirmesinin biiytik rolii bulunmaktadir.
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Sonuc ve Oneriler

Bu calisma, Tirkiye'nin engelli spor politikalarinin Paralimpik Oyunlara katilim diizeyini belirlemek ve
Paralimpik sporcularin basarilarindaki roliinii anlamak amaciyla hazirlanmistir. Paralimpik Oyunlara katilmak ve
basar1 saglamak i¢in “engelli” bireyin istekli olmas1 yeterli degildir. Bu konuda politika gelistirici ve uygulayicilarina
onemli gorevler diismektedir. Konar (2003) yilinda yaptigi ¢alismada “engellilere uygun sportif aktivitelerin,
engellilerin toplumsal entegrasyonu ve rehabilitasyonu i¢in vazgegilmez bir ara¢” oldugunu belirtmektedir. Engelli
bireylerin toplumsal diglanmayla kars1 karsiya kalmamasi, spor tesislerinin engellilerin kullanimina uygun sekilde
diizenlenmesi, spor tesislerine ulasmada gerekli imkanlarin saglanmasi, egitim kurumlarinda engelli bireylere yonelik
caligmalar gerceklestirilmesi, engelli bireylerin spor ile rehabilite edilmesi ve tesvik edilmesi i¢in Genglik ve Spor
Bakanlig1 onciiliigiinde ¢esitli politikalar gelistirilmesi gerekmektedir (Mumcu, 2018). Tirkiye’nin Paralimpik
Oyunlar tarihi 1990 yilinda “Oziirliiler Spor Federasyonun” kurulmasinin ardindan 1992 yilinda Barcelona Yaz
Paralimpik Oyunlari’na Mehmet Giirkan ile para ylizme dalinda katilmasi ile baglamigtir. 2000 yilinda dort engel
grubunu biinyesinde barindiran Oziirliller Spor Federasyonu; Bedensel Engelliler Spor Federasyonu, Gdrme
Engelliler Spor Federasyonu, Isitme Engelliler Spor Federasyonu, Zihinsel Engelliler Spor Federasyonu olarak dérde
ayrilmstir. Federasyonlarin dorde ayrilmasi ile daha verimli ¢alismalar gerceklestirilmistir. Tiirkiye ilk madalyasim
2004 Atina Yaz Paralimpik Oyunlari’nda ortopedik/bedensel engelli sporcu Muharrem Korhan Yamag ile aticilik
dalinda kazanmistir. Kig Paralimpik Oyunlar tarihi, 2014 yilinda Sochi Kisg Paralimpik Oyunlari’na Esat Hilmi
Bayindirli ve Mehmet Cekic ile Alp Disiplini dalinda katilmasi ile baglamistir. Tiirkiye Kis Paralimpik Oyunlari’na
iki kez tek bir spor dalinda ii¢ sporcu ile katilmigtir. Katilinan bu iki miisabakada da madalya kazanilmamistir. Veriler
incelendiginde Kis Paralimpik Oyunlari’na yonelik yeterli politika gelistirilmedigi goriilmektedir. Tiirkiye tarihinin
en yiiksek sporcu katilim sayisina ve madalya sayismma 2020 Tokyo Yaz Paralimpik Oyunlari’nda ulagmistir.
Tiirkiye’nin Paralimpik Oyunlara katilan sporcu sayis1 ve madalya sayisi yillar igerisinde artmigtir. Bu artisin ardinda,
engelli bireylerin profesyonel anlamda da saglikli bireyler gibi spor yapabilmesinin bir hak oldugu bilinciyle gerekli
yasalarin ¢ikarilmasi, imkanlarin arttirilmasimi ve desteklerin saglanmasimi igeren politikalar gelistirilmesi ve
uygulanmasinin bulundugu diisiiniilmektedir. Genglik ve Spor Bakanlig1 gelistirdigi politikalar1 paydaslar1 (Aile ve
Sosyal Politikalar Bakanligi, Milli Egitim Bakanlig1, Saglik Bakanligi, Yerel Yonetimler, Yiiksekdgretim Kurulu,
Universiteler, Spor Federasyonlari, Sivil Toplum Kuruluslari, Medya Kuruluslarr) ile birlikte uygulamaya gegirmesi
“Paralimpik Oyunlara” katilan sporcu sayisinin ve bagarisinin artmasinda énemli bir etkendir. Her ne kadar 1992
yilindan 2020 yilina kadar katilimci sayis1 ve madalya sayis1 artarak devam etmis olsa da hala yeterli seviyede
olmadig: diisiiniilmektedir. Ozdemir & Ilkim (2019) Tiirkiye’de 41.028 lisansl engelli sporcunun bulundugunu
Paralimpik Oyunlarda elde edile basarilarin beklenen basarilarin ¢ok gerisinde kaldigini belirtmektedir. Paralimpik
Oyunlarda sporcu sayisini ve basarisini arttirmaya devam etmesi i¢in engelli sporculara saglanan imkanlarin ve

desteklerin arttirilmasi ve politikalar gelistirmeye devam edilmesi gerekmektedir:

Paralimpik Oyunlarin bilinir hale gelmesinde politika uygulayicilar arasinda yer alan “Medya Kuruluglarinin®
etkisi yliksektir. Anatca & Yilmaz (2019) medyanin engelli sporcular1 ele alirken ayrimci bir yaklasim
sergilediklerini ve ayrime1 bir dil kullandiklarini belirtmektedir. Paralimpik sporcularin, medyada “trajik” hikayeleri
on plana ¢ikarilmaktadir. Sporcu kimliklerinin 6n plana ¢ikarilmas1 gerekmektedir. Sporcu kimlikleriyle 6n plana
cikarilan, uluslararasi bagarilariyla medyada yer alan Paralimpik sporcularin, kendini “yetersiz” ve “eksik” hisseden

engelli bireylere biiyiik bir motivasyon kaynag olacaktir ve spor aktivitelerine aktif katilim saglayacaktir.
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Engelli bireylerin ailelerini “terapatik rekreasyonun” 6nemi konusunda bilinglendirmek, engelli bireylerin
potansiyelleriyle degerlendirilebilmesi agisindan 6nem arz etmektedir. Politika gelistirici ve uygulayicilarinin bu
konuda gerekli ¢aligmalar yapmasinin engelli bireylerin spor aktivitelerine aktif katilim saglamasinmi arttiracagi

diisiiniilmektedir.

Genglik ve Spor Bakanlig: ile Milli Egitim Bakanligi’nin ortak projesi “Tiirkiye Sportif Yetenek Taramasi ve
Spora Yonlendirme” programinin igerisine engelli cocuklarin da dahil edilmesi, ¢ocukluktan yetistirilen engelli

sporcularm Tiirkiye’nin Paralimpik Oyunlarda bagarisini arttiracagi diistiniilmektedir.

Uluslararasi spor organizasyonlarina ev sahipligi yapmak spor turizmin gelismesine 6nemli katki saglamaktadir.
Paralimpik Oyunlarin Tirkiye’de gergeklestirilmesi, lilkenin engelli ve spor turizmine katki saglayacaktir. Bu
kapsamda, turizm tesislerinin ve spor tesislerinin engelli bireylerin ulagimina ve kullanimina uygun hale getirilmesi

gerekmektedir.

Kis Paralimpik Oyunlari’nda katilim saglanan iki oyunda da madalya kazanilamamistir. Kis sporlarinda tesislerin
engelli bireylerin kullanimina ve erisimine uygun hale getirilmesi, Kig Paralimpik Oyunlari’nda katilim oranini ve

basariy1 artiracagi diistiniilmektedir.
Beyan

Makalenin tiim yazarlarinin makale siirecine verdikleri katki esittir. Yazarlarin bildirmesi gereken herhangi bir

¢ikar catigmasi yoktur.
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Extensive Summary

A disabled person is defined as “an individual who is affected by the attitudes and environmental conditions that
restrict his full and effective participation in society on equal terms with other individuals due to various levels of
loss in his physical, mental, spiritual and sensory abilities” according to Article 3/1-c of the Law No. 5378. It is
known that the disabled individual is exposed to environmental and psychological restrictions during participation in
life. Sport is a social phenomenon that strengthens the physical and psychological health of people, facilitates their
adaptation to the society, improves mental and motor skills, and also contributes to the personal development (Demir
& Ilhan, 2019:159). Sportive recreation activities are an important element of therapeutic recreation that aims to
ensure that people with disabilities are not only physically well but also socially, spiritually and emotionally well. It
is not only healthy individuals that make up the society but also disabled people. A society contains different colors.

Disabled people are one of those different colors.

Sports is one of the tools which disabled individuals can express themselves and show their presence in society.
Sports can become a rehabilitation for the disabled individuals who are included in the society and feel that they are
a part of the society and might help them to trust themself and develop a sense of unity and sharing (Cevik &
Kabasakal, 2013:76). Studies show that the participation of disabled individuals in sports activities has many
psychological and physiological benefits for individuals. Sports for disabled individuals include rehabilitation sports,
recreational activities, competitions in which people with disabilities and the ones with potential to be disable are
actively involved all kinds of sports activities (Konar, 2003:163). It is known that individuals with disabilities face
many obstacles in terms of environmental (insufficiency, accessibility of facilities), personal (age, gender, income,
etc.) and social aspects in participating in sports activities and organizations. Various public policies are developed
in order for disabled people to overcome these obstacles and to participate fully and effectively in social life (Argan,
et al., 2021). Developed policies ensure that disabled people actively participate in sports activities and are
encouraged to participate in sports. Paralympic Games play an important role in encouraging disabled athletes to do

sports in a professional way and to ensure that they benefit from the healing effect of sports.

The history of encouraging disabled athletes to do sports in a professional way dates back to 1888; At that time,
sports clubs were established in Berlin, which was the first for the hearing impaired (International Paralympic
Committe (IPC), 2021). Paralympic Games are defined as sports competitions in which individuals with different
disabilities participate and compete. The word Paralympic is derived from the Greek words 'para’ (next to) and
olympic, meaning that the Paralympic games are parallel games of the Olympics and should not be considered
separately (Ozdemir & Ilkim, 2019:46). The Paralympic foundation was established in 1944, at the request of the
British Government, by Dr. Ludwig Guttmann was laid off when he opened a spinal cord injury center for soldiers
and civilians injured in World War II at Stoke Mandeville Hospital in England, and over time rehabilitation sport
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turned into recreational sport and then competitive sport (IPC, 2021). Milestone point in Paralympic history was in
1948, when Dr. Gutmann, on the opening day of the London Olympic Games, organized a competition between two
rehabilitation centers with the participation of 16 male and female disabled individuals, called the Stoke Mandevile
Games (IPC, 2021; National Paralympic Committe of Turkey (TMPK), 2021; Mumecu, 2018:56). The Paralympic
movement moved to an international dimension in England in 1951; Competitions were held in archery, sitting
volleyball, billiards and javelin with the participation of 126 disabled athletes in 11 rehabilitation centers in England
and the Netherlands (Mumcu, 2018:56). The evolution of the Stoke Mandeville Games took place in 1960, right after
the Olympics, in Rome, Italy, where 400 disabled athletes from 23 countries took part, taking the name Paralympic
Games (IPC, 2021). The Paralympic Games have been held every four years since 1960. Paralympic Games; It is
divided into two as Summer Paralympic Games and Winter Paralympic Games; The Winter Paralympic Games were
held for the first time in 1976 in Ornskoldsvik, Sweden (Zengin, 2021:46). Paralympic Games are considered as an
area of disabled tourism and sports tourism. In this respect, the Paralympic Games affect the countries in which they
are held, primarily economically, socially, culturally and environmentally. Considering that the growth rate of sports
tourism within the tourism industry is 14% (TURSAB, 2014), different sports types and organizations are thought to
be important in this share. When the literature in the field of Paralympics is examined, no study has been found that
discusses the role of disabled sports policies in the participation and success of Turkish Paralympic Athletes in the
Paralympic Games. In this context, it has been revealed by examining the current data with the literature review,
which is a qualitative research method. The study consists of three parts; In the first part, the concept of disability
and its policies are included, in the second part, the concepts of disability and sports are discussed, and in the third
part, the level of participation and achievements in the Paralympic Games within the scope of Turkey's disabled

sports policies are examined in detail.

The history of Turkey's Paralympic Games began with the establishment of the "Sports Federation for the
Disabled" in 1990, and when it joined the Barcelona Summer Paralympic Games in 1992 in para swimming with
Mehmet Giirkan. In 2000, the Disabled Sports Federation, which included four disability groups; It is divided into
four as Physically Disabled Sports Federation, Visually Impaired Sports Federation, Hearing Impaired Sports
Federation and Mentally Disabled Sports Federation. More efficient studies were carried out with the division of the
federations into four. Turkey won its first medal in shooting at the 2004 Athens Summer Paralympic Games with
orthopedically/physically disabled athlete Muharrem Korhan Yamag. The history of the Winter Paralympic Games
began in 2014 with the participation of Esat Hilmi Bayindirli and Mehmet Ceki¢ in the Sochi Winter Paralympic
Games in the field of Alpine Skiing. Turkey has participated in the Winter Paralympic Games twice with three
athletes in a single sport. No medals were won in these two competitions. When the data are examined, it is seen that
adequate policies have not been developed for the Winter Paralympic Games. The highest number of athlete
participation and number of medals in the history of Turkey were reached at the 2020 Tokyo Summer Paralympic

Games.

The number of athletes and medals participating in Turkey's Paralympic Games has increased over the years. It
is thought that behind this increase, there is the development and implementation of policies including the enactment
of necessary laws, increasing opportunities and providing support, with the awareness that disabled individuals have
a right to do sports professionally, just like healthy individuals. Athletes participating in the "Paralympic Games"

implement the policies developed by the Ministry of Youth and Sports together with their stakeholders (Ministry of
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Family and Social Policies, Ministry of National Education, Ministry of Health, Local Authorities, Council of Higher
Education, Universities, Sports Federations, Non-Governmental Organizations, Media Institutions) is an important
factor in increasing the number and success. Although the number of participants and medals continued to increase
from 1992 to 2020, it is still considered to be not at a sufficient level. Ozdemir and Ilkim (2019) state that there are
41,028 licensed disabled athletes in Turkey, and the successes achieved in the Paralympic Games lag far behind the
expected successes. In order for Turkey to continue to increase the number of athletes and their success in the
Paralympic Games, the opportunities and support provided to athletes with disabilities should be increased and

policies should be continued to develop.
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Gonderim Tarihi: 08.02.2022 Turistlerin tatil kararlarin1 vermede artan bir sekilde dijital bilgi kullanimlarina paralel
olarak, bu caligma Bodrum’daki 5 yildizli otellerin web sitelerini arastirmayr ve

Kabul Tarihi: 14.03.2022 karsilastirmay1 amaglamaktadir. Calisma, 6zellikle bu otellerin web sitelerinin etkinlik ve
verimlilik derecelerini arastirmay1 ve belirlemeyi hedeflemektedir. Calismanin Bodrum’a

Anahtar Kelimeler odaklanmasinin temel nedeni, Bodrum’un Time dergisi tarafindan 2021 yilinda tarafindan

Web sitesi “Diinyanin En Miithis 100 Yeri” listesinde gosterilmesidir. Time dergisinin okuyucu kitlesi

g6z oniinde bulunduruldugunda, Bodrum’a dniimiizdeki ve daha sonraki sezonlarda gelecek

turist sayisinda 6nemli bir artis beklenebilir. Calismadaki veri seti SPSS (Statistical Package

Bodrum for the Social Sciences) istatistiki veri analiz paket programi kullanilarak analiz edilmis ve
otellerin web sitelerinin pazarlama iletisimi verimliligi ve etkinligine iliskin ¢esitli frekans
tablolar1 olusturulmustur. Tespit edilen bazi yaygin eksikliklerden hareketle, bolgedeki
uygulayicilara, otel sahiplerine ve yoneticilere, gelecekte web sitelerini tasarlama veya
yeniden tasarlama faaliyetleri konusunda gesitli tavsiyelerde bulunulmustur. Arastirma,
temel olarak bir tutundurma araci olarak, otellerin web sitelerine atfettikleri onem agisindan
onemli farkliliklar oldugunu gostermektedir.
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Keywords Abstract

In line with the increasing use of digital information by tourists in making their holiday
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booking decisions, this study aims to explore and compare the websites of 5 star hotels in
Hotels Bodrum, Turkey. The study, particularly, aims to investigate and determine the
Bodrum effectiveness and efficiency of the websites of these hotels. Bodrum, has been especially

chosen for the study, as in 2021, Bodrum was selected as one of the top 100 World’s

Greatest Places in the World by the Time magazine. Given the volume of readership of the

Time magazine, a further influx of tourists is expected to this resort in the following tourist

seasons. The data set was analysed by using SPSS (Statistical Package for the Social

Arastirma Makalesi Sciences) and frequency tables were generated regarding the various aspects of marketing
communications efficiency and effectiveness of the websites of the hotels. Based on some
of the common weakness identified, recommendations were made for the practitioners,
hotel owners and managers in the region, in designing/re-designing their websites and other
marketing communications activities in the future. The study shows that there are variations
among the hotels in terms of the value they have attached to their websites as a promotional
tool.
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GIRIS

Kiiresellesmenin ve teknolojik gelismelerin etkisiyle bir¢ok alanda degisim yasanmistir. Bu durumdan etkilenen
alanlardan biri de pazarlamadir. Diinyada yasanan 6nemli gelismelere paralel olarak pazarlamada da bazi degisimler
yasanmustir (Baykal, Yazic1 Ayyildiz, 2020, s.2). Giintimiizde internet kullaniminin oldukga yayginlagmasi ile artik
pazarlama faaliyetleri de internet lizerinden yapilmaya baslanmigtir. 2021 yil1 verilerine gore diinya niifusunun
%59,5’1 (4,66 milyar) internet kullanicis1 oldugu, giin icerisinde yaklasik 7 saatin internette gegirildigi tespit
edilmistir. Tiirkiye’de ise, niifusun %77,7’sinin internet kullanicisi oldugu (65,80 milyon), giin icerisinde 8 saatin
internette gecirildigi belirlenmistir (We Are Social, 2021). Internet teknolojisinin gelisimiyle her konuda bilgiye
erisimin kolay oldugu yeni bir pazar boliimii olusmustur. Bu durum isletmeleri geleneksel araglar yerine internet
teknolojisi kullanimina yoneltmektedir. (José, Arranz & Cabezudo, 2006; Ayyildiz & Ayyildiz, 2021). Bu nedenle
isletmelerin kurumsal web siteleri hedef pazar ile iletisim saglamada en 6nemli araglardandir. Web siteleri geleneksel
reklam araglari ile karsilastirildiginda daha az maliyetli olmaktadir. Etkin ve islevsel bir web sitesi ile istenilen hedef

kitleye ¢cok kisa zamanda ulagilmaktadir (Lin & Huang, 2006).

Otel isletmeleri agisindan da internet ve internet iizerinden yapilan pazarlama miisterilerin dogrudan isletmeye
ulagmasi agisindan onem arz etmektedir. Otel igletmeleri de aracisiz satig yapabilme, miisteri ile birebir iletisime
gecebilme, miisteri istek ve ihtiyaglarin1 daha iyi anlayabilme i¢in web siteleri ve rezervasyon boliimlerini (call
center) kullanmaktadirlar. Starkov (2002) tarafindan yapilan aragtirmaya gore otellerin web sitesi kullanilarak yapilan
rezervasyonlarin maliyetinin ortalama 3,5 $ daha az oldugu belirlenmistir. Bir otelin web sitesi sadece hizmet ve
iiriinler hakkinda bilgi sunan ¢evrimici bir kanal degil, ayn1 zamanda miisterilere ekstra avantajlar sunan ve satiglarin
artmasina ve otelin taninmasina yardimci olan bir platformdur (Bayram & Yayli, 2009, s.351). Otel isletmelerinin
bu firsattan yararlanarak gelirlerini artirabilmeleri i¢in web sitelerini iyi kullanmalar1 6nemlidir (Jeong, Oh &
Gregoire, 2003; Zafiropoulos & Vrana, 2006; Martin & Ibrahim, 2006). Ayrica otel isletmeleri miisterilerinin
devamliligim saglamak ve yeni miisteriler elde etmek i¢in birgok farkli uygulama gerceklestirmektedirler. Bunlardan
biri de hizmet kalitesini arttirmaktir (Ayyildiz, 2020, s.3978). Bunu deneyimleyen otel miisterilerinin ise sosyal
medya lizerinden ve web sitesi lizerinden bu olumlu deneyimi potansiyel miisteriler ile paylagsmalari otel isletmelerine
art1 deger kazandirmaktadir (Koc & Ayyildiz, 2022). Otel isletmelerine yonelik ¢evrimigi ortamda olumlu yorumlarin
yer almasi ve otel miisterilerinin bu yorumlara kars1 duyarli olmasi, olumsuz diisiincelerin olumluya doniistliriilmesi

ve miisterilerinin tatil satin alma kararini olumlu yonde etkilemektedir (Yazict Ayyildiz & Baykal, 2021, s.1524).

Ping-Ho vd. (2013) dort farkh kitada faaliyet gosteren otel isletmelerinin web sitelerini islevsellik, yenilik,
etkilesim, pazarlama, navigasyon, ¢cevrimici islemler ve hizmet boyutlartyla incelemis, Avrupa’daki otellerin web
sitelerinde cevrimi¢i destek ve ¢oklu dil segeneklerinin daha ¢ok One ¢iktigi, Asya’daki otellerde, gizlilik
politikalarinin, Afrika’daki otellerin web sitelerinde, seyahat ipuglari, hava durumu bilgisi, Amerika’daki otellerde
ise, web sitelerinin Web 2.0 6zelliklerine onciiliik ettigi belirlenmistir. Turizm hem istihdam hem de gelir agisindan
diinyanin en biiylik endiistrilerinden biridir. Bu nedenle misafir memnuniyeti agisindan turizmin kiiltiirlerarasi
perspektifinin iyi anlagilmasi gerekmektedir (Ko¢ & Yazict Ayyildiz, 2021). Cubukcu (2010), Ege Bolgesi’nde
faaliyette bulunan otel isletmelerinin web sitelerini; rezervasyon bilgileri, sunulan hizmetlere iliskin bilgiler,
yonlendirme, kurumsal ve erisim bilgileri ile ilgili incelemis, fiyat bilgisine yer verilmesi ile rezervasyon ve édeme

konularinda web siteleri arasinda farkliliklar oldugunu, web sitelerinin biiyiik cogunlugunun bilgi saglayici 6zellikleri
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ile 6ne ¢iktigini belirtmistir. Bayram & Yayli (2009), otel isletmelerinin web sitelerinde en ¢ok kullanilan 6zelliklerin
siteye kolay ulagim, iletisim ve ulasim bilgisi, ¢coklu dil se¢enegi, ana sayfaya kolay ulasim ve kullanigli menii
oldugunu, otel isletmelerinin web sitelerinde en az kullanilan 6zelliklerin ise, doviz ceviricisi ve bilgisi, sik sorulan
sorular, farkli 6deme secenegi, rezervasyon hatti, eglence ve arama motoru oldugunu belirtmiglerdir. Makstidiinov
(2019), Biskek sehrindeki 30 otel isletmesinin web sitelerini degerlendirdigi ¢alismasinda, web sitelerinde olmasi
gereken tiim Ozelliklerin yeterli diizeyde olmadigini, otellerin iletisim bilgileri gibi temel bilgilerin yer aldigini,
destinasyon hakkinda; saat bilgisi, hava durumu, doviz kuru, gezilecek yerler gibi bilgilere yer vermediklerini

belirtmistir.

Dijitallesmenin 6neminin giderek artmasiyla otel isletmelerinin web sitelerine gereken 6zeni gostermesi, web
siteleri araciligryla miisterilerine ulasabilmesi, miisterilerin isteklerine ve sorularina yanit verebilmesi, rezervasyon

taleplerini en hizl ve giivenli bicimde karsilayabilmesi olduk¢a dnemlidir.

Calismanim temel amact Bodrum’da bulunan Turizm Isletme Belgeli 5 yildizli otellerin web sitelerinin belirli
olgek ve boyutlar ¢cergevesinde inceleyerek, mevcut durumlarini ortaya koymak ayrica eksik yonlerini tespit ederek
otel yoneticilerine bu konuda &neriler sunmaktir. Yapilan incelemelere gére web sitelerini degerlendiren ¢aligmalar
oldugu fakat Bodrum’da otel isletmelerinin web sitelerini ayrintili bir sekilde degerlendirmeye yonelik ¢ok az sayida
caligmanin oldugu goriilmektedir. Bu sebeple, ¢alisma literatiirdeki bu boslugu doldurmada 6nem arz etmektedir.
Caligma, 6zellikle Bodrum’daki 5 yildizli otellerin web sitelerinin etkinlik ve verimlilik derecelerini aragtirmayi ve
belirlemeyi hedeflemektedir. Calismanin Bodrum’a odaklanmasimin temel nedeni, Bodrum’un Time dergisi
tarafindan 2021 yilinda “Diinyanin En Miithis 100 Yeri” listesinde gosterilmesidir. Tiirkiye’nin 6nemli turizm
merkezlerinden Mugla, 2021 yi1linda 1 milyon 83 bin 589 yabanci turist agirlarken, bir 6nceki yila oranla yiizde 56’11k

bir artis yasandi. Bu rakamin yaklasik 458 bin turistini ise Bodrum agirladi (turizmgiinliigii.com, 2022).
Web Sitesi Kullanim

Internetin toplumun geneline ulasmas1 World Wide Web (www); Tim Berners-Lee tarafindan 1990°da Avrupa
Niikleer Arastirmalar Merkezi’nde (CERN) icat edilmesiyle saglanmistir (Castells, 2003, 5.65). Internetin giiniimiize
ilerlemesinde birtakim degisiklikler meydana gelmistir. Bu degisimlerle beraber web ile ilgili ¢esitli kavramlar ortaya
cikmistir. Teknolojideki dinamik gelismeler neticesinde web 1.0, web 2.0, web 3.0 son olarak da web 4.0 kavramlar1
gelismistir. (Krol, 2020). Web, dokiimanlarla biitiinlesmis bir sistem igerisinde, multimedya yontemiyle kullaniciya
kalite saglayan bir teknoloji (hypertext) desteginde caligmaktadir. Bu sayede www, http (Hyper Text Transfer
Protocol) ad1 verilen protokolii kullanarak web sayfalarimi goriintiilemektedir (Cubukcu, 2010, s.42).

Turizm alaninda ise, booking.com, tripadvisor gibi seyahat web siteleri 1990’1 yillarin sonlarinda kurulmaya
baglamigtir. Web 1.0 donemi olarak da adlandirilan bu yillarda Tiirkiye 6nemli bir destinasyon merkezi haline gelerek
yurtdigt seyahat acentalarinin listelerinde en {ist sirada yer almaya baslamistir (Giilbahar, 2009, s.156). Giiniimiizde
turistlerin gidecekleri destinasyonu ve kalacaklar1 yeri se¢meleri olduk¢a karmagsik bir siiregtir. Web 2.0
teknolojisinin kullanimiyla birlikte herhangi bir turistik mekan hakkinda her tiirlii bilgi edinimi kolay hale gelmistir.

(Zeng, 2013, s.1).

Otelcilik sektoriinde internetin bir dogrudan dagitim araci olarak kullaniminin artmasiyla birlikte, web sitelerinin

islevsel hale gelerek gelistirilmesi isletme basarisinda 6nemli rol oynamaktadir (Bayram & Yayli, 2009, s.349).
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Ayrica son yillarda misafirler, dogrudan ¢evrimigi dagitim kanallarini kullanarak otel rezervasyonlarini yapmaktadir
(Jeong, Oh & Gregorire, 2003, s.161). Bu agidan otel web sitelerinin 6nemi artmaktadir. Cox & Dale’a gore (2002),
web sitelerinin tasariminda, tiiketicilerin siteyi tekrar ziyaret etmelerinin hedeflenmesi gerektigi vurgulanmistir. Bu
yiizden igletmelerin web sitelerinde, miisterileri i¢in degerli olduklarina inandiklan bilgilere yer vermelidir. Otel
isletmelerinin web siteleri ile ilgili yapilan ¢aligmalarda, ¢esitli kriterlere gore degerlendirmeler yapilmistir. Law &
Hsu tarafindan yapilan ¢aligmada (Law & Hsu, 2005) otel isletmelerinin web sitelerinde yer verilecek degiskenler,
sunulan hizmetlerle ilgili bilgiler, rezervasyon bilgileri, erisim bilgileri, web sitesi yonetimi ve ¢evredeki turistik
bolge bilgileri gibi kriterlerden olusmaktadir. Karamustafa & Oz (2010), Tiirkiye’de faaliyet gosteren otel
isletmelerinin web sitelerini alt1 degiskene gore incelemis, sunulan hizmetlere iliskin bilgiler ile ilgili en yliksek
degiskenlerin bu grupta yogunlastigini belirtmistir. Ayrica iist sinifta yer alan otel igletmelerinin web sitelerindeki
degiskenlerin basarimlarinin alt simiftakilere kiyasla daha yiiksek oldugunu vurgulamislardir. Yazic1 Ayyildiz vd.,
(2021), Kusadasi’nda faaliyette bulunan 37 otel isletmesinin web sitelerini inceledikleri ¢aligmalarinda ¢evrimigi
rezervasyon, giivenli 6deme sistemi, rezervasyonu iptal edebilme gibi uygulamalarin web sitelerinde yer almadigi,

yer almasinin ise, misafirler tarafindan otelin tercih edilebilirligini artiracag belirtilmistir.

Chu (2001), calismasinda, web sitelerinin seyahat edilecek destinasyona yonelik bilgileri ve fiyat bilgilerini
icermesi gerektigini, Madu & Madu (2002) ise, web sitelerinde yer alan bilgilerin siirekli glincellenmesi gerektigini
belirtmiglerdir, Wong ve Law (2005), otel web sitelerinde ki bilgilerin ve igerigin, otel miisterilerinin algisini

etkiledigini belirtmislerdir.

Konuyla ilgili literatiire bakildiginda, otel web sitelerinin énemli bir pazarlama araci oldugu, miisterileri

bilgilendirmek ve satiga yonlendirmek i¢in islevsel olarak kullanildig1 ortaya ¢ikmustir.
Yontem

Aragtirma Orneklemini Bodrum bolgesindeki 5 yildizli konaklama tesisleri olusturmaktadir. Arastirmada
Bodrum’da bulunan turizm isletme belgeli otelleri tespit etmek iizere Mugla Il Kiiltiir ve Turizm Miidiirliigii web
sayfasinda bulunan Bakanlik belgeli tesisler listesinden yararlanilmistir (https://mugla.ktb.gov.tr/, 2021). 2021 yil
itibariyle Bodrum’da  Turizm Isletme Belgeli 43 adet bes yildizl1 otel oldugu tespit edilmistir.

Caligmada 6ncelikle Bodrum’da turizm isletme belgeli 5 yildizli otellerin web sitesi olup olmadigini tespit etmek
amaciyla 01 Eyliil- 01 Ekim 2021 tarih araliginda arastirmaya tabi tutulan 43 konaklama tesisine ait web sayfalarina
ulagilmaya calisilmistir. Bodrum’da yer alan bir konaklama isletmesinin web sayfasi olmamasi nedeniyle aragtirma
kapsamindan ¢ikarilmig, geriye kalan 42 konaklama tesisinin web sayfalarinda arastirma ile ilgili incelemeler

yapilarak analizler uygulanmistir.

Calismada kullanilan 6lgek, Law & Hsu (2005) tarafindan gelistirilen Otel Web Sitesi Boyutlar1 ve Bilesenleri
dlcegi olup, Unal & Celen (2018) ¢alismalarindan yararlanilmistir. Web sitelerinin igeriklerine yoénelik ifadeler;
rezervasyon bilgileri, otelin sundugu hizmetlerle ilgili bilgiler, otelin iletisim bilgileri, otelin ¢evresi hakkinda

bilgiler, otelin web sitesi yonetimi ve isletme bilgilerinden olusan 6 ana baglik altinda toplanmustir.

Aragtirmada nitel ve nicel aragtirma yontemlerinden yararlanilmigtir. Konaklama tesislerinin web sayfalarinin
sahip oldugu 6zelliklerin belirlenmesi i¢in igerik analizinden faydalanilmustir. Icerik analizinde belirlenen kriterler

formlara islenerek sayisal veriler elde edilmistir. Sayisal verilerin bulundugu béliimde konaklama tesislerinin web
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sitelerinden elde edilen verilerden bir veri seti olusturulmustur. Veri seti SPSS istatistiki veri programinda yiizde ve

frekans degerleriyle analiz edilmistir.

Arastirma Bulgular

Arastirmaya dahil edilen turizm isletme belgeli otel isletmelerinin 42 tanesinin otele ait web sitesi bulunmaktadir.

Aragtirma, bu bilgiler 15181nda yapilmistir. Arastirma sonucu konaklama igletmelerinin web sitelerinde yer alan genel

bilgiler Tablo 1°de verilmistir.

Tablo 1. Otel Isletmelerinin Web Sitelerine Ait Genel Bilgiler

L . Var ST SN Yok
Web Sitesi Ozelligi N % Web Sitesi Ozelligi N %

Otelin adresi 40 95,2 Cevrimigi form 40 95,2

Otelin telefon numarasi 42 100 Yerel saat bilgisi 40 95,2

Otelin e-mail adresi 38 90,5 Otelde ayin personelinin ilant 42 100

Otel hizmetlerinin fotograflar 42 100 Grup rezervasyon imkani 42 100

Sitenin otel adina kayitli olmast 41 97,6 Otelin sanal turlar 41 97,6

Otelin konum haritasi 34 81,0 Oteli sk ziyaret edenlere yonelik 42 100
kampanyalar

. Otelin genel alanlarimin kamera ile

Rezervasyon i¢in telefon numarasi 32 76,2 ) - . 42 100
izlenebilmesi

Misafir odalariin 6zellikleri 37 88,1 Doviz kuru bilgileri 41 97,6

Sitenin farkl.l yabanci dilleri 30 714 Oﬂtehg sal}lp}erlne ve ortaklarina 41 97.6

desteklemesi yonelik bilgiler

Otelin 6zellikleri 33 78,6 Ziyaretgi defteri 42 100

Konaklama isletmelerinin web sitelerine ait genel bilgileri incelendiginde agik adreslerine %95,2’sinin yer verdigi

goriilmektedir. Incelenen otel isletmelerinin %100°ii web sitelerinde telefon numarasi bilgisine yer vermistir. %90,5’i

e-mail adresine, %100’ii otel hizmetlerinin fotograflarina yer vermistir. %97,6’sinin web sitesi otel adina kayithidir.

Ayrica %81’1 konum haritasina, %76,2’si rezervasyon icin telefon numarasma yer vermistir. %88,1°1 misafir

odalarinin 6zelliklerinden bahsetmistir. Farkli dillerde hizmet secenegi veren %71,4 web sitesi oldugu tespit

edilmistir. Farkl dil segenegi 6zellikle yabanci misafirlere ulagsmak agisindan biiyiik 6nem arz etmektedir. Cevrimigi

form, yerel saat bilgisi gibi ozelliklere sadece 2 otel yer vermistir. Misafirle birebir iletisim agisindan etkili olan

cevrimici formlara yer veren otel sayist oldukga azdir. Ayn personeli, grup rezervasyon imkani, oteli sik ziyaret

edenlere yonelik kampanyalar, otelin genel alanlarinin kamera ile izlenebilmesi ve ziyaret¢i defteri gibi 6zellikler

otellerin web sitelerinde yer almamaktadir. Otelin sanal turlari, doviz kuru bilgileri, otelin sahiplerine ve ortaklarina

yonelik bilgilere sadece bir otel yer vermistir. Dijitallesme ile birlikte sanal turlar misafirin konaklayacagi oday1

onceden gormesi agisindan web sitelerine eklenebilir.

Tablo 2. Otellerin Rezervasyon Bilgileri ile Ilgili Frekans Analizi Sonuglari

Boyutlar Kriterler Siklik (N) Yuzd(i/l))egerl
0
: Var 41 97,6
Oda Fiyatlan Yok 1 o
. . Var 12 28,6
Fiyat ve doluluk kontrolii Yok 3 o,
e Var 41 97,6
Cevrimici/Gercek zamanhrezervasyon Yok ; 24
. - . . Var 18 42,9
Giivenli 6deme sistemi Yok N 1
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Tablo 2. Otellerin Rezervasyon Bilgileri ile Ilgili Frekans Analizi Sonuglar1 (Devami)

v . . . Var 12 28,6
Rezervasyonu gorebilme/ iptaledebilme Yok 30 71,4
Var 27 643
Rezervasyon kurallar: Yok 15 35,7
. .. . Var 21 50
Check in/out siireleri Yok 21 50
Rezervasyon icin telefonnumarasi ALy 22 22
yon Ii¢ Yok 10 23,8
.. . Var 7 16,7
Odeme secenekleri Yok 35 83,3
. Var 0 0
Ozel istek formu Yok 42 100
SRR .. Var 24 57,1
Site gizlilik politikasi Yok 18 42,9
Grup rezervasyon imkani Var 0 0
p Y Yok 42 100
e e . . . Var 2 4.8
Cevrimici 6demelerde giivenliktavsiyesi Yok 40 95,2
.. Var 11 26,2
Garanti ve iade kosullar1 Yok 31 73,8
. . . Var 4 9,5
Misafirlere 6zel teklifler Yok 38 90,5
Var 2 4.8
Doviz kuru bilgileri Yok 40 95,2

Otel igletmelerinin %97,6’simnin oda fiyatlarina ve c¢evrimigi/gercek zamanli rezervasyona yer vermistir.
%42,9’unun giivenli 6deme bilgisine, %64,3’1i rezervasyon kurallarina, %50’sinin check-in/out siireleri %76,2’sinin
rezervasyon i¢in telefon numarasina, %57,1’inin, site gizlilik politikasina yer verdigi tespit edilmistir. Ancak
%71,4’lniin fiyat ve doluluk kontroline ve rezervasyonu gorebilme/iptal edebilme, %83,3’liniin 6deme
seceneklerine, %95,2’sinin ¢evrimi¢ci ddemelerde giivenlik tavsiyesine, %73,8’inin garanti ve iade kosullari,
%90,5’inin misafirlere 6zel teklifler, %95,2’sinin doviz kuru bilgilerine yer vermedigi tespit edilmistir. Ozel istek
formu ve grup rezervasyon imkanina ise %100 {ini{in yer vermedigi tespit edilmistir. Kigisellestirilmis hizmete imkan
veren Ozel istek formlarina higbir otel igletmesinin yer vermemesi biiyiik bir eksikliktir. Garanti ve iade kosullar ve
odeme secenekleri de misafirin otele giiven duymas: agisindan dnemlidir. Ozellikle satn alma karar siirecinde

tereddiit yasayan misafirler agisindan bu tiir bilgilerin web sitelerinde mutlaka yer almasi gerekmektedir.

Tablo 3. Otellerin Sundugu Hizmetler ile ilgili Frekans Analizi Sonuglari

Boyutlar Kriterler Sikhik (N) Yiizde Degeri
Otelin konum haritasi ;/slr( 384 ?é:g
Otelin dzellikleri ¥§1r( 393 z?i
Misafir odalarinin ozellikleri ;/slr( 357 ??:;
Otelin hizmetlerinin fotograflar ;/slr( 402 10(()) =
Otelin tanitim ;/slr( %3 ig:g
Otel promosyonlar1 hakkinda bilgi S\(/(?li ;(2) ig:g
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Tablo 3. Otellerin Sundugu Hizmetler ile ilgili Frekans Analizi Sonuglar1 (Devami)

. . .. Var 6 14,3
Oteli sik ziyaret edenlere yonelik kampanyalar Yok 36 85.7
. Var 1 2,4
Otelin sanal turlar Yok a1 97.6
. Var 27 64,3
Otelin toplant1 olanaklar: Yok 15 35.7
.. e . Var 9 21,4
Otelin istihdam bilgileri Yok 33 78.6
Otelin genel alanlarinin kamera ile izlenebilmesi Var 0 0
g Yok 42 100
. . . Sar e e Var 42 100
Yiyecek ve icecek hizmetleri ile ilgili bilgiler Yok 0 0

Otel isletmelerinin %81’inin otelin konum haritasina, %76’sinin otelin o6zelliklerine, %88,1’inin misafir
odalarinin 6zelliklerine, %59,5’inin otel tanitimina, %64,3’{inlin toplant1 olanaklarina yer verdigi tespit edilmistir.
Otellerin genel 6zellikleri ile ilgili temel bilgilere web sitelerinde yer verilmesi ilk defa konaklayacak misafirde giiven
olusturmasi agisindan Onemlidir. Otelin hizmetlerinin fotograflarma ve otelin genel alanlarinin kamera ile
izlenebilmesine %100’iiniin yer verdigi goriilmektedir. %76,2 nin otel promosyonlar1 hakkinda bilgilere %85,7’sinin
oteli sik ziyaret edenlere yonelik kampanyalara, %97,6’sinin sanal turlara, %78,6’sinin otelin istihdam bilgilerine yer

vermedigi tespit edilmistir. Yiyecek icecek hizmetleri ile bilgilere ise %100 iiniin yer verdigi tespit edilmistir.

Tablo 4. Otellerin Iletisim Bilgileri ile Ilgili Frekans Analizi Sonuglari

Boyutlar Kfriterler Siklik (N) Yiizde Degeri (%)
Otelin telefon numarasi Var 42 100
Yok -
. . Var 42 100
Otelin adresi Yok 5 0
. . . Var 38 90,5
Otelin e-mail adresi Yok 2 9.5
Var 27 64,3
teli 1 h :
Otelin sosyal medya hesaplari Yok 15 35.7
Otelin misafir temsilcisi bilgileri Yar - -
elin misafir temsilcisi bilgileri Yok 1 100
Var 11 26,2
telin fak :
Otelin faks numarasi Yok 31 733
. Var 0 0
Sik sorulan sorular kosesi Yok ) 100
. cper e Var 0 0
Misafir geri bildirim formu Yok 1 100
Cevrimici form Var 2 4.8
¢ Yok 40 95.2
Ziyaretci defteri Yar -
iyaretci defteri Yok 1 100
Var 1 2.4
Duyurular Yok 41 97,6
. o e e e e e e 1e Var 4 9,5
Misafir temsilcisi ile cevrimici goriisebilme Yok 38 90.5
.. Var 5 11,9
k- . f l o . . ee . b
Onceki misafirlerininyorumlari/goriisleri Yok 37 88.1
. . . Var 1 2.4
Misafir memnuniyet anketi Yok 1 97.6
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Konaklama isletmelerinin web sitelerinde, ulasilabilirlige 6nem verilmesi dogrultusunda incelenen biitiin oteller
(%100) telefonlarina ve agik adreslerine web sitelerinde yer vermislerdir. %90,5’i e-mail adresine, %64,3’1i sosyal
medya hesaplarina yer vermistir. Ozellikle giiniimiizde sosyal medyanin ¢ok énemli bir pazarlama arac1 olarak
kullanilmasindan dolayi, sosyal medya baglanti linkinin web sayfalarinda verilmesi saglanmalidir. Otelin misafir
temsilcisi bilgileri, sik sorulan sorular kdsesi, misafir geri bildirim formu ve ziyaretci defterine higbir otel (%100)
web sitesinde yer vermemistir. Otelin fax numarasina %73,8’1, ¢cevrimi¢i forma %95,2’si, duyurulara %97,6’s1,
misafir temsilcisi ile ¢evrimigi goriisebilme %90,5’1, 6nceki misafirlerin yorumlari/goriislerine %88,1°1, misafir
memnuniyet anketine %97,6’s1 web sitelerinde yer vermedigi tespit edilmistir. Misafir memnuniyet anketleri oteli
tercih etmeyi diisiinen misafirlere giiven yaratarak, agizdan agiza pazarlama ve tanitim agisindan yol gosterici

olabilmektedir. Bu agidan web sitelerinde yer verilmesi otel isletmelerine fayda saglayacaktir.

Tablo 5. Otellerin Cevresi Hakkinda Bilgiler ile ilgili Frekans Analizi Sonuglari

Boyutlar Kriterler Siklik (N) Yiizde Degeri (%)
Destinasyona ve ¢evreye ulasim bilgileri ;fjlr( ;3 g?:g
Destinasyon ve ¢evresindekihavaalanlariin bilgileri ;fjlr( ;i gg:z
Destinasyon ve c¢evresinin tanitim bilgileri ;fjlr( 393 g }1322
Destinasyon ve ¢evresinin sahip oldugucekicilikler ;fjlr( 384 ;?:8
Destinasyondaki resmi tatillerle ilgili bilgi takvimi ;fjlr( 5 00
Hava durumu bilgisi ;fjlr( 339 972’}9
Yerel saat bilgisi ;fjlr( 420 94 5’ ?2
Yerel etkinlikler hakkinda bilgiler ;fjlr( 411 927’?6

Arastirmaya konu olan otel isletmelerinin %28,6’sinin destinasyona ve gevreye ulasim bilgilerine, %26,2’si
destinasyon ve g¢evresindeki havaalanlarmin bilgilerine yer verdigi ancak %78,6’sinin destinasyon ve g¢evresinin
tanitim bilgilerine, %81’inin destinasyon ve gevresinin sahip oldugu cekiciliklere, %100’{inlin destinasyondaki resmi
tatillerle ilgili bilgi  takvimine, %92,9’unun hava durumu bilgisine, %95,2’sinin yerel saat bilgisine, %97,6’sinin
yerel saat hakkinda bilgilere yer vermedigi belirlenmistir. Destinasyona gelen bir turistin ¢cevreyi rahatga gezebilmesi,
tarihi ve kiiltiirel yerleri ziyaret edebilmesi i¢in ulagim bilgilerinin web sitelerinde yer almasi gerekmektedir. Ayrica
geleneksel yontemlerle yapilan afis, el haritas1 vb. destinasyon tanitim bilgilerinin dijital ¢agda web sitelerinde yer

almasi daha uygun olacaktir.

Tablo 6. Otellerin Web Sitesi Yonetimi Bilgileri ile Ilgili Frekans Analizi Sonuglart

Boyutlar Kriterler Siklik (N) Yiizde Degeri (%)
Sitedeki bilgilerin giincelligi Yar 16 081
itedeki bilgilerin giincelligi Yok %6 61.9
L Var 30 71,4
Sitenin farkh yabanci dilleri desteklemesi
Yok 12 28,6
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Tablo 6. Otellerin Web Sitesi Yonetimi Bilgileri ile ilgili Frekans Analizi Sonuglar1 (Devami)

.. Var 18 42,9
Sitenin yiiklenme zamani
Yok 24 57,1
Var 1 2,4
Site haritasinin varhg
Yok 41 97,6
e . . Var 4 9,5
Site i¢i arama motorunun varhg:
Yok 38 90,5
SR, . < . Var 4 9,5
Diger ilgili isletmelerle ve hizmetlerle baglantih linkler
Yok 38 90,5
Var 41 97,6
Sitenin otel adina kayith olmasi
Yok 1 2,4
Site tasarimecisinin bilgileri Var 18 42,9
Yok 24 57,1
. . e e . . . . Var 13 31,0
Sitedeki belgelerin indirilebilmesi/kopyalanabilmesi
Yok 29 69,0
Var -
Yardim meniisii
Yok 42 100

Otel isletmelerinin %71,4’{inlin sitenin yabanci dilleri desteklemesine, %97,6’sinin sitenin otel adina kayith
olmasina 6nem verdigi ancak %61,9’unun sitedeki bilgilerin giincelligine, %57,1 inin sitenin yiiklenme zamanina,
%97,’smin site haritasina, %90,5’inin site i¢i arama motoruna, %90,5’inin diger ilgili isletmeler ve hizmetlerle
baglant1 linklerine, %357,1’inin site tasarimci bilgilerine, %69 unun sitedeki belgelerin indirilebilmesine ve
kopyalanabilmesine %100’{iniin yardim mentisiine web sitelerinde yer vermedigi belirlenmistir. Giiniimiizde dogru
bilgiye ulagsmanin 6nemi agisindan, web sitelerindeki bilgilerin giincellenmesi, farkli pazarlara hitap edebilmesi

acisindan web sitelerinin farkli dil segenekleri ile hizmet vermesi 6nem arz etmektedir.

Tablo 7. Otellerin Isletme Bilgileri ile Ilgili Frekans Analizi Sonuglar

Boyutlar Kriterler Siklik (N) | Yiizde Degeri (%)
Otelin bagh bulundugu sirketin bilgileri Var 1l 26,2
Yok 31 73,8
Otelin bagh bulundugu sirketin tarihcesi Var ! 24
Yok 41 97,6
Otelin bagh bulundugu sirketin/ websitesinin ddiilleri/belgeleri Var o 214
Yok 33 78,6
- . . R . Var -
Otelin 6nemli organizasyonlara/kuruluslara iiyelikleri YoK ) 100
. L Var 7 16,7
Otelin basin biilteni Yok 35 833
Otelin vizyonu ve misyonu Var 4 25
Yok 38 90,5
. . e Var 3 7,1
Otelin akreditasyonuna iliskin bilgiler(ISO, Helal, vb.) Yok 39 92.9
. Lo ST Var -
Otelin sahiplerine ve ortaklarina yonelikbilgiler Yok ) 100
. . U Var -
Otelin benimsedigi etik kurallarindeklarasyonu Yok ) 100
: 5 Var -
Otelin yaptirdig1 arastirmalar vesonuglari Yok ) 100
. S Var -
Otelin tedarikgilerinin bilgileri Yok ) 100
Var -
Otelde ayin personelinin ilam Yok 42 100
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Otellerin %73,8’inin otelin bagh bulundugu sirketin bilgilerine, %97,6’sinin otelin bagli bulundugu sirketin
tarihgesine, %78,6’sinin otelin bagli bulundugu sirketin ve web sitesinin basari belgelerine ve ddiillerine, %100’liniin
otelin dnemli organizasyonlara ve kuruluslara tiyelik bilgilerine, %83,3linlin otelin  basin biiltenine, %90,5’inin
otelin vizyonuna ve misyonuna, %92,9’unun otelin akreditasyonuna iligskin bilgilerine, %100’{iniin otelin sahiplerine
ve ortaklarina yonelik bilgilere, %100’tiniin otelin benimsedigi etik kurallarin deklarasyonuna, %100’iiniin otelin
yaptirdig1 arastirmalara ve sonuglarina, %100’{iniin otelin tedarik¢ilerinin bilgilerine ve %100’liniin otelde aym

personeli secilen kiginin bilgilerine web sitelerinde yer vermedikleri tespit edilmistir.
Sonuc ve Oneriler

Arastirmada Bodrum’da bulunan turizm isletme belgeli bes yildizli otel isletmelerinin web siteleri rezervasyon
bilgileri, otelin sundugu hizmetlerle ilgili bilgiler, otelin iletisim bilgileri, otelin ¢evresi hakkinda bilgiler, otelin web
sitesi yOnetimi ve isletme bilgileri kapsaminda degerlendirilmeye almmistir. Otellerin biiyiik bir kisminin web
sitelerinde olmas1 gereken temel bilgilere iliskin, telefon numarasi, adres, e-mail adresi, otel hizmetlerinin fotograflar
gibi bilgilere yer verdikleri goriilmektedir. Daha Once yapilan caligmalarda da benzer sonuglar elde edildigi
goriilmektedir (Bayram & Yayli, 2009; Unal & Celen, 2018; Maksiidiinov, 2019). Cevrimici rezervasyona yer veren
isletmelerin cogunlugunda rezervasyonu iptal edebilme/gorebilme olanaginin olmamasi ise, potansiyel miisterilerin
rezervasyon yaptirirken ¢ekinme, tereddiit etmesine neden olabilir. Maksiidiinov’un ¢alismasinda rezervasyonlari
gorebilme ve iptal edebilme oOzelliginin arastirmaya dahil edilen Biskek otellerinde de bulunmamasi otel

isletmelerinin konuya gereken 6nemi vermediklerini ortaya ¢ikartmaktadir.

Miisteri ile birebir iletisim kurmaya, miisterinin istek ve ihtiyaclarimi daha iyi bir sekilde anlayarak kargilamaya
yonelik olan miisteri temsilcisi ile gorlisebilme ve miisteri geri bildirim formlar1 gibi alanlara otellerin web sitelerinde
yer vermedikleri goriilmistiir. Misafir memnuniyeti agisindan ¢ok énemli bir yeri olan geri bildirim formlarina web
sitelerinde yer verilmeli, misafirin olumlu ve olumsuz diisiincelerini ifade etmesine olanak taninmalidir. Ates & Boz
(2015) Canakkale’de yaptiklar1 ¢aligmalarinda da otel isletmelerinin web sitelerinde online miisteri hizmeti ve geri

bildirim formlarina yer vermediklerini belirtmislerdir.

Otelin ¢evresi hakkindaki bilgilerde, destinasyona ve ¢evreye ulasim, havaalanina ulasim gibi kisith bilgileri cogu
otel web sitesinde kullanmamustir. Havaalanina uzaklik en cok merak edilen konularin basinda gelmektedir. Ozellikle
yabanci turistler destinasyon hakkinda bilgiye, havaalanina mesafeye dikkat ederek, otel tercihinde bulunabilirler.
Bu baglamda, otellerin web sitelerinde bu bilgileri bulundurmasi énem arz etmektedir. Unal & Celen (2019),
arastirma yaptiklar otel isletmelerinin ¢ogunlugunun destinasyona ve ¢evre ulasim bilgilerine, havaalani bilgilerine,

destinasyon ve ¢evresinin tanitim bilgilerine yer vermediklerini belirtmislerdir.

Isletme bilgileri agisindan incelendiginde ise, otellerin bagl bulundugu sirket bilgileri, vizyon, misyon, tedarikgi
bilgileri, sahip olunan d&diiller/sertifikalar gibi tanitic1 bilgilere biiylik bir ¢ogunlukla yer vermedikleri tespit
edilmistir. Bu tiir bilgiler de misafirlerin giivenini kazanmak, marka sadakati yaratmak i¢in 6nemlidir. Incelenen web
sitelerinin ¢ogunlugu farkli yabanci dilleri desteklemektedir. Potansiyel pazarlara ulagmak agisindan farkli dil
secenekleri dikkat ¢ekecektir. Yabanci dil secenegi bir¢ok arastirmada vurgulanmis ve otel web sitelerinde tercih

edildigi belirtilmistir (Bayram & Yayli, 2009; Unal & Celen, 2018; Maksiidiinov, 2019).
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Sonug olarak; aragtirmaya konu olan Bodrum’daki turizm isletme belgeli 5 yildizl otellerin sahip olduklar1 web
sitelerinde igerik bakimindan yetersizlikler oldugu goriilmiistiir. Daha ¢ok genel bilgililerle ilgili rezervasyon i¢in
numarasi, otelin konumu, telefon numarasi, adresi gibi ulagilmasi kolay bilgilere yer verildigi, miisteri ile iletisim
kurulabilecek ve miisteri geri bildirimlerinin takip edilebilecegi herhangi bir alana yer vermedikleri ortaya ¢ikmustir.
Degerlendirme yapilan kategorilerin bazilar1 6nemsiz gibi goriinse de turistlerin seyahat edecekleri destinasyon,
konaklayacaklar1 otel, glincel bilgilere ihtiyaglar olacaktir. Dolayisiyla bu bilgilerin web sayfalarinda bulunmasi otel

isletmeleri agisindan 6nemlidir.

Bu baglamda otel igletmelerine yapilacak oneriler su sekildedir; web siteleri igsletmelerin degisen diinya icinde
degisen satin alma tercihlerine ayak uydurmada iyi bir pazarlama araci oldugu i¢in, web sitelerinin giincel igerige
sahip olmasi, tasariminin kolay ve anlasilabilir olmasi rekabet i¢inde oldugu diger isletmelere gore iistiinliik
saglayacaktir. Bodrum’un ¢ok turist ¢eken bir destinasyon olmasindan dolayi, otelin bulundugu bdlgenin turistik
ozelliklerinin anlatildig1 akilli uygulamalarla desteklenmis ve planlanmig tanitim faaliyetleri yiiriitmeleri saglanabilir.
Daha ¢ok gorsel icerikli fotografli ve videolu bilgilere web sitelerinde yer verilmesi dikkat ¢ekici olacaktir. Sanal
turlarin kullanimu ile otel odalarimin, restoran ve toplanti salonlarinin misafirler tarafindan goriilmesini saglamak,
satiglarin artmasina yardimci olacaktir. Web sitelerinde yer alan ziyaret¢i defterleri, miisteri veri tabani olugturmak
ve otelin kampanyalar1 hakkinda bilgilendirmek i¢in iyi bir firsat olabilir. Otel tercihi ile ilgili arastirma yapacak bir
misafirin otelin sosyal medya hesaplar1 lizerinden otel web sayfasina ulagmasi igin gerek sosyal medya hesaplarinda
gerekse de web sayfasinda baglanti linkleri mutlaka bulunmali dir. Otel web sayfalarinda otel hizmetlerinin yaninda
destinasyon etkinliklerine de yer verilmesi dikkat gekici olabilir. lyi tasarlanmis bir web sitesi kullanici kolayligi
saglayacag1 i¢in web sitelerinin tasariminda profesyonel destek alinmasi hususu da 6nem arz etmektedir. Site haritasi

ve site i¢i arama motorlarina yer verilerek kolaylik saglanabilir.

Bu ¢alisma miisteri ile en 6nemli iletisim araglarindan olan otel web sitelerinin etkili kullanimi agisindan otellere
yol gosterici olacaktir. Daha sonra yapilacak calismalarda miisteri perspektifinden de web sitelerinin islevselligi

degerlendirilerek daha kapsamli bir bakis acis1 saglanabilir.
Beyan

Makalenin tiim yazarlarinin makale siirecine verdikleri katki esittir. Yazarlarin bildirmesi gereken herhangi bir

cikar catigmasi yoktur.
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Extended Summary

With the widespread use of the Internet over the past two decades marketing activities have also begun to be
implemented through the Internet. According to 2021data, about 4.66 billion people in the world, 59.5% of the world
population, are Internet users, spending about seven hours daily on the Internet. In Turkey, about 65,8 million people,
about 77.7% of the population, are Internet users, sending an average of eight hours on the Internet daily (We Are
Social, 2021). With the developments in technology, the Internet has become a new market enabling access to
information on almost everything. With these developments, businesses have switched from traditional tools to
Internet technology (José, Arranz, & Cabezudo, 2006). Thus, the corporate websites of businesses have become one
of the most significant instruments to reach the target segment. Compared with the traditional advertising instruments,
the Internet appears to be significantly less costly. An effective and functional website enables access to the target
market quickly (Lin & Huang, 2006). The Internet and the marketing activities through the Internet play an important
role for hotels as well for their customers to reach the business directly. Hotels have their own websites and
reservation departments, call centers so that they could sell to their customers directly without the intermediaries, to

have direct communication with their customers, and to understand customers’ needs and wants better.

The main objective of the study is to investigate the websites of 5-star hotels with tourism operation certificates
operating in Bodrum from the perspectives of various scales and dimensions with a view to determine the current
situation and identify the potential deficiencies to be communicated to the hotel managers. The main reason for the
study to focus on Bodrum is that Bodrum has been shown among to top 100 World's Greatest Places by Time

magazine.

The sample of the study comprises the 5-star accommodation establishments in Bodrum. To determine the hotels
with tourism operation certificates the ministry-certified establishments list on the Internet website of the Mugla
Provincial Directorate of Culture and Tourism (https://mugla.ktb.gov.tr/, 2021) has been resorted to. It has been

determined that for the year 2021 there are 43 5 star hotels with tourism certificates in Bodrum.

Firstly, between 1st September 2021 and 1st October 2021, a search has been carried out to determine whether
the 5-star hotels (43) in the sample had their own Internet websites. The Hotel Website Dimensions and Attributes
Scale, developed by Lae & Hsu (2005), has been used in the study. Also, the study by Unal & Celen (2018) has been
resorted to. The expressions regarding the contents of the websites of the hotels, reservation details, information on
the services provided by the hotel, contact information of hotels, the information regarding environs of the hotel,

hotel website management, and business establishment details have been grouped under six main categories.

Quantitative and qualitative research methods have been used in the study. Content analysis has been carried out

to identify the characteristics of hotel websites. The criteria identified in the content analysis have been inserted in
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the forms to produce quantitative data. For the quantitative data, a data set has been formed based on the data gleaned
from the websites of the hotels. The data set has been analysed with percentage and frequency values by using SPSS

statistical package program.

The study showed that a significant proportion of the hotels had the required basic details on their websites, such
as the phone numbers, address, e-mail address, photos showing the services by the hotel. However, it appeared that
hotels did not provide details on their websites regarding information that would ensure to have one-to-one contact
with customers, details that would enable customers to have contact with customer representatives, and the feedback
forms that would enable customers to provide feedback. It is believed that customer feedback forms, which are
essential for monitoring customer satisfaction, should be provided on the hotel websites for customers to provide

both positive and negative feedback.

The details such as regarding the surrounding area of the hotel, the details regarding the access to the destination,
the area, and the airport appear to have not been provided on the majority of the hotel websites in the study. It is
known that especially the international tourists, tend to form their preferences for the destinations initially based on
information regarding its distance to the airport. Hence, the provision of such information on hotel websites is seen
to be important. In terms of the corporate information, the details regarding the ownership of the hotel, business
mission, vision, its suppliers, and the awards and certificates held by the hotel appear to have not been provided by
the majority of hotels on their websites. It is believed that these types of details are essential to build trust and
establish brand loyalty in the market. It appears that a majority of the hotel websites had content in foreign languages

as well. It is known that offering details in foreign languages is important in terms of reaching potential markets.

In conclusion, it may be stated that the websites of the 5-star hotels in Bodrum studied had major deficiencies in
terms of their contents. Mostly, the hotels seemed to provide basic essential details such as phone numbers for
reservation, address, etc., while they failed to provide means so that they could reach back to the customers when
they contacted the hotels, and forms to provide feedback. Though they may not be considered essential, tourists
require details regarding the destination they will visit and the hotel they will be staying at. Hence, it is believed that

the provision of the above details is important for the hotels.
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Keywords

Bu calisma, gorliinimii sebebiyle tiikketimi tercih edilmeyen yemeklerin estetik degeri
bulunan sunumlar yoluyla kabuliiniin artirilmasimi ele almaktadir. Bu kapsamda kotii
goriiniimlii yemekleri temsilen sirdan dolmasi, yenilik¢i sunum teknikleri kullanilarak 5
farkli sekilde sunulmustur. Sunumlarin degerlendirilmesi amaciyla hazirlanan anket formu,
Tiirk tiiketicilere ¢evrimigi olarak iletilmistir. Arastirma kapsaminda hazirlanan 5 sunum
ozelinde renk, gorsel doku, sekil ve genel sunum (komposizyon) parametreleri belirlenerek
begeni testi uygulanmistir. Sirdan dolmasini gorsel ozelliklerinden dolay: tiiketmek
istemedigini ifade eden 215 katilimcidan elde edilen veriler sonucunda, sirdan dolmasinin
biitiin halde sunulmasinin begeni puanini olumsuz etkiledigi ve sirdandan alinan kesitlerin
yatay sunumunun tiim parametreler bazinda daha fazla begeni puani aldig tespit edilmistir.
Bunun yani sira sirdan dolmasina yonelik en fazla begeni toplayan tabaklarin sunumlari
incelendiginde, renk ¢esitliligi ve canli renk kullanimi, sos veya baharat kullanimi, sirdan
dolmasi miktari, tabak doluluk orani ve tabagin odak noktasinin sirdan dolmasi olmamasi
gibi unsurlarmn etkili oldugu dikkat ¢ekmistir. Arastirma bulgularindan hareketle, sirdan
dolmasi ve temsil ettigi yiyeceklerin yenilik¢i sunum teknikleriyle tiiketici nezdinde kabul
gdrme oranmnin artirilabilecegine ve gorsel manipiilasyonun tiiketici tercihlerinde sahip
oldugu etkiye yonelik 6nemli sonuglara ulagilmistir.

Abstract
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* Sorumlu Yazar

This study examines the effect of food, which is thought to have a negative impact on
consumption due to its appearance, on its acceptance by creating presentations with
aesthetic value. In this context sirdan, representing bad-looking dishes, is discussed. In the
study, 5 different sirdan presentations were prepared using modernist presentation
techniques. The form containing the presentations was sent online to consumers living in
Turkey. Color, visual texture, shape and general presentation (composition) parameters
were determined for 5 presentations prepared within the scope of the research, and an
appreciation test was applied. As a result of the data obtained from 215 participants who
stated that they did not want to consume sirdan, it was determined that the presentation of
whole sirdan affected the appreciation score negatively, and the horizontal presentation of
the sections taken from the sirdan received more appreciation points on the basis of all
parameters. In addition, when the presentations of the dishes that received the most
appreciation in the presentation of sirdan were examined, factors such as the variety of
colors and the use of vibrant colors, the use of sauces or spices, the amount of sirdan filling,
the plate fullness, and the fact that the focus of the plate was not filled with sirdan, drew
attention. Based on the research findings, it was concluded that the rate of acceptance by
the consumer can be increased with the modernist presentation techniques of sirdan and the
bad-looking foods it represents, and that visual manipulation has a significant effect.
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GIRIS

Gastronomi sektorii, yeme-igme hizmeti sunarak bu dogrultudaki fiziksel ihtiyaclar1 gidermeyi hedefleyen ilk
restoranlarin ortaya ¢ikisindan giiniimiize dek oldukc¢a 6nemli degisimlere sahne olmustur. S6z konusu degisimlerin,
hem tiiketicileri restoranlar1 ziyaret etmeye tesvik eden faktorler baglaminda hem de buna paralel olarak restoranlar
bilinyesindeki yapisal gelistirmeler dogrultusunda ortaya ¢iktigindan bahsetmek miimkiindiir. Yasanan degisim ve
gelisimler, restoranlarm her smiftan tiiketicinin fiziksel ihtiyaglar ile birlikte sosyal ihtiyaglarina da cevap veren
mekanlar olarak dnem kazanmas1 sonucunu dogurmustur (Ozdemir & Buldag, 2021). Bu gergevede 1782°de Paris’te
acilan “Grand Toveme de Loundres” ve devaminda Fransa basta olmak {izere Avrupa ve Amerika’da acilan

restoranlarin, modern gastronomi kapsaminda hizmet veren restoranlarin ilk 6rnekleri olarak ele alinabilecegini ifade

etmek miimkiindiir (Mavis, 2005; Morgan, 2006).

Restoranlarin modernlesme siireclerinde oynadigi role benzer sekilde Fransa, tarih boyunca gastronomi sektoriine
yon veren akimlar agisindan da 6n plana ¢ikmaktadir. S6z konusu akimlar igerisinde yeni mutfak (nouvelle cuisine)
akimi, modern gastronomi baglaminda restorancilik sektorii icerisinde son donemdeki asil gelisimi saglayan unsur
olarak ele almabilir (Wood, 1994). 1970’1i yillarda ortaya ¢ikan ve 6zellikle kiiresel capta pazarlama faaliyetlerinin
gelistigi sonraki yillarda da restorancilik sektorii lizerinde 6nemli bir etkiye sahip olan yeni mutfak akimi, temelde
yiyecek iiretimi ve tiiketimi siireglerinde kiiciilme ve sadelesmeyi hedeflemistir (Gillespie, 1994). 2000°’li yillardan
itibaren hem kiiltlirel hem de ¢evresel siirdiiriilebilirlik odakli yaklagimlar ile gelisen ve postmodernlesen yeni mutfak
akimi, 6zellikle molekiiler mutfak ve fiizyon mutfak ile temsil edilmeye devam etmistir (Cousins, O'Gorman &

Stierand, 2010).

Yeni mutfak akiminin temelinde yer alan kii¢iilme ve sadelesme prensibinden, pisirme yontemleri, kullanilan
malzemeler, porsiyonlar, besin degerleri gibi birgok standart etkilenmistir. Bununla birlikte yeni mutfak akiminin
etkilerinin en yogun olarak goriildiigli uygulamalardan biri de yiyecegin sunumu ile ilgilidir (Gault, 1995). Akimin,
ozellikle seflere kisisellestirilmis bir stil gelistirme imkan1 sunmast, hazirlanan yaratici sunumlarin estetik yoniiniin
on plana ¢ikmasini ve adeta modern sanat olarak ifade edilebilecek bir yapiya sahip olmasini saglamistir (Gillespie,
1994). Yeni mutfak akiminin gastronomi sektdriine yon veren bir kapsama ulasmasiyla (Lane, 2011), ev dis1
tilketimde sunulan yiyeceklerin gorsel boyutunu ifade eden tabak prezantasyonunun 6nemi de artmistir (Zampini &

Spence, 2012).

Modern gastronomide gorselligin dnemini vurgular sekilde, giinliik hayattaki diger uygulamalarla birlikte yeme-
icme de giderek daha cok estetik yaklasimlarla iligkilendirilmektedir (Miele & Murdoch, 2002). Estetik
degerlendirmeler ise gérme duyusu araciligryla miimkiin olabilmektedir. Tiiketime hazir olan yiyecegin goriintiisii,
o yiyecek hakkinda bircok bilgi vermektedir. “Ilk tat gozle alinir” (Zellner vd., 2014) ifadesinden de anlasilacag:
iizere, gorsel duyu tiiketilecek yiyecek hakkinda 6nemli bir karar unsurudur (Cardello, 1996; Imram, 1999; Wadhera
& Capaldi-Phillips, 2014; Jang & Kim, 2015; Melovi¢ vd., 2020).

Bir yiyecegin sunumu, o yiyecegin gorsel duyuya maruz birakilmasina yonelik bir diizenlemeyi igerir. S6z konusu
diizenlemeler de yiyecegin tercih edilmesini saglar (Cornell vd., 1989). Bir yiyecegin tercihine veya kabuliine etki
eden gorsel duyu ile ilgili siire¢, yiyecege karsi yeme istegi uyandirilmasi (Ueda, Spence & Okajima, 2020),
yiyecegin kabul edilebilirligine veya tiiketilebilirligine karar vermek, yiyecegin kalitesi hakkinda zihinsel bir siireg
isletmek ve yiyecege iliskin neofobiyi azaltmak (Wadhera & Capaldi-Phillips, 2014) asamalarini igerir. Yiyecege
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yonelik gorsel degerlendirmenin ¢ok boyutlu siireci igerisinde 6n plana ¢ikan kriterler, yemegin tazeligi, lezzeti,
rengi, dokusu, yogunlugu, boyutu ve sekli (Arce-Lopera vd., 2015; Motoki vd., 2020; Ueda vd., 2020; Cardello,
1996; Szczesniak, 2002) vb. gibi 6zellikleridir.

Gorsel duyunun yiyecegin kabuliinde bu derecede etkili olmasi, endiistriyel iiretim kapsaminda da gorsel algiya
yonelik diizenlemelere bagvurulmasi sonucunu ortaya gikarmaktadir (Ueda vd., 2020). Ozellikle duyularin manipiile
edilmesine yonelik caligmalarm, gorsel duyu iizerinden yiyecek kabuliine etkisinin oldukg¢a yiiksek oldugu
sOylenebilir. Gorsel duyunun manipiilasyonuna yonelik ¢aligmalar, gérme duyusu iizerinden ¢oklu duyusal algi
araciligiyla saglanan girdiler ile de desteklenmektedir (Chen & Spence, 2017). Yiyecege yoOnelik manipiilatif
aragtirmalar1 da igeren gorsel diizenleme ¢aligmalari, cogunlukla endiistriyel kaygilar ile gergeklestirilse de (Hisano,
2019) bu galigmalar toplumsal anlamda birtakim olumlu etkilere sahiptir. Gorsel diizenlemelerin 6zellikle gocuklarda
gida neofobisini azaltarak yiyeceklerin kabuliine olumlu katki yapmasi (Rioux, 2019), s6z konusu etkilere dair ¢arpici

bir Ornektir.

Gorsel diizenlemelerin gastronomi sektdriindeki onemi tabak prezantasyonu (Uguk & Ozkanli, 2017a), restoranin
mekansal tasarimi, masa diizeni vb. gibi unsurlar ile iligkilendirilmektedir (Besirli, 2010). Bununla birlikte tabak
prezantasyonu veya yiyecegin sunumunun, yiyecegin kabuliinde en 6nemli gorsel belirleyicilerden biri olarak 6ne
ciktigini ifade etmek miimkiindiir. Yiyecegin kabuliinde tabak prezantasyonunun énemi, literatiirde yer alan bircok
calisma kapsaminda ortaya konulmustur (Mwangi, 2010; Young, 2012; Zellner vd., 2014; Uguk, 2017; Ucuk &
Ozkanli, 2017a; Uguk & Ozkanli, 2017b).

Yiyeceklerin gorsel 6zelliklerinin manipiile edilmesi veya diizenlenmesinin, yiyecegin kabuliinii 6nemli diizeyde
etkilediginin ilgili literatiir kapsaminda agik¢a ortaya konulmast, s6z konusu etkinin geleneksel mutfaklarda yer alan
ancak Ozellikle goriinlimii dolayisiyla toplumun bir bdliimi tarafindan tercih edilmeyen yiyeceklerin kabul
edilirliginin artirilmasinda da kullanilabilir oldugunu diisiindiirmektedir. Geleneksel Tiirk mutfaginda 6nemli bir yer
tutan sakatat {irlinlerinin bu dogrultuda degerlendirilebilir oldugu, 6zellikle bu ¢alismada ele alinan girdan tiikketimini
olumsuz yonde etkileyen faktorlere yonelik geri doniisler ile desteklenebilir. Zira séz konusu geri doniisler
goriintiisliniin, sirdanin toplumun bir kesimi tarafindan tercih edilmemesinin sebepleri arasinda ilk sirada oldugunu

ortaya koymaktadir.

Tiirk mutfagimin geleneksel iiriinlerinden olan sakatatlar, Tiirk mutfaginda genellikle kiiclikbas ve biiyiikbag
hayvanlardan elde edilir. Sakatat iiriinleri i¢ ve dis ya da kirmizi ve beyaz sakatatlar olarak siniflandirilabilir. Ig
sakatatlar, genellikle ciger, dalak, yiirek, bobrek gibi kirmiz1 sakatatlar1 da kapsamaktadir. Diger yandan iskembe,
bagirsak gibi beyaz sakatatlar da i¢ sakatatlar ssnifindadir. D1s sakatatlar ise, kelle, paga, kuyruk gibi i¢ organ olmayan
sakatatlart icerir (Larousse Gastronomique, 2009; Dumanli, 2015). Sakatatlar, Modern Tiirkiye’nin tiiketim
aliskanliklar icerisinde de &nemli bir yer tutmaktadir. Ozellikle ev disi tiiketimde corbacilar, cigerciler ve
kokoreggiler, sakatatlarin Tiirk gastronomisindeki temsilcileri olarak goriilebilir. Sirdan da ev dis1 tiikketime konu olan

sakatat tirinlerindendir.

Beyaz sakatatlardan iskembenin 4 bolimiinden biri olan sirdan, Tirk mutfak tarihinde 2 sekilde
kullanilagelmistir. Sirdanin Tirk mutfaginda ilk kullanmimi gogebe Tiirk toplumlarina dek uzanmaktadir. Siitiin
saklanmas1 amaciyla iskembe icerisinde bekletilmesi esnasinda sirdan boliimiinde yer alan 6ziin siit ile temasiyla
maya islevi gérmesi, peynirin ilk 6rneklerinin ortaya ¢ikmasini saglamistir (Dumanli, 2015). Sirdandan elde edilen
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stitiin dogal bir peynir mayasi1 olarak kullanimi giiniimiizde de devam etmektedir. Sirdanin diger kullanimi ise sirdan
dolmasi olarak da bilinen bir yemektir. Sirdan dolmasi iilkemizde 6zellikle Adana ve gevresinde bilinen ve tiiketilen,
sirdanin baharatli pirin¢le doldurulup haslanmasiyla hazirlanan bir yemektir (Dumanli, 2015; Balli, 2016). Sirdan
cesitli kullanim olanaklarina ragmen, bu ¢caligmada da ortaya konuldugu haliyle, geleneksel sunumuna ait gortintiisii

nedeniyle kotii gériiniimlii olarak degerlendirilebilmektedir. Gorsel 1°de sirdanin geleneksel sunumu yer almaktadir.

YR
-

O
.
>

¥

Gorsel 1. Sirdan dolmasmin geleneksel sunumu

Kaynak: Yazarlar tarafindan olusturulmustur.

Tiirklerde sakatatin yeri ve tiikketim siklig1 diistildiigiinde, bu iiriinlerin gerek ulusal bir unsur olarak kiiltiirel agidan
korunmasi1 ve devamliliginin saglanmasi gerekse de Tiirk mutfagimin pazarlanmasma dair énemli bir potansiyel
olarak ele alinmasi 6nemlidir. Bu ¢alismada, 6zellikle toplumda genel kabul géren kétii goriintimlii bir yemek oldugu
tezinden hareketle sirdan ele alinmis ve gorsel diizenlemelerin olumlu etkileri araciligiyla toplumda kabul durumunun

degisimini ortaya koymay1 hedefleyen bir uygulama gergeklestirilmistir.
Yontem

Aragtirmada, gorintiisii nedeniyle tliketilmekten kagimilan yiyecekleri temsilen sirdan dolmasinin, farklh
sunumlarla gorsel ¢ekiciliginin ve boylece de kabul edilirliginin artirilmasi amaglanmistir. Adana yoresine 6zgii
sirdan dolmasimin geleneksel sunumunun yani sira 5 adet yenilik¢i sunumu hazirlanmistir. Sunumlarin hazirlik
stirecinde renk, sekil, gérsel doku, kompozisyon ve yerlestirmeye dayali tabak prezantasyon ilkeleri goz oniinde
bulundurulmustur (Uguk, 2017). Tabak renginden meydana gelebilecek yanilgilar1 engellemek adina beyaz tabak
kullanilmigtir. Her tabakta tiim bir sirdan kullanilmistir. Yenilik¢i sunumlari igeren tabaklar, kirmizi bir zeminde 90

derecelik bir agida fotograflanmisgtir.

Arastirmada veri toplama yontemi olarak duyusal analiz begeni test teknigi kullanilmistir (Altug Onogur &
Elmaci, 2019). llgili fotograflar gevrimici link {izerinden, 378 paneliste “Qualtrics Experience Management”
programi araciligl ile 20 Temmuz ve 1 Ekim 2021 tarihleri arasinda iletilmistir. “Sirdan yer misiniz?” sorusuna
“hayir” cevabini veren 215 kisi formu doldurmaya devam etmistir. 215 katilimcidan sirdan tiiketmeme sebeplerini
renginden dolayi, seklinden dolayi, gorsel dokusundan dolayi, sunumdan dolayr ve diger secenekler olarak

isaretlemeleri, ayrica parametrelerde yer almayan bir sebebi var ise belirtmeleri istenilmistir. Boylece arastirmanin
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ornekleminin goriintiisii nedeniyle sirdan dolmasi yemeyen tiiketicilerden olugmasi garanti altina alinmigtir.
Katilmcilara degerlendirme noktasinda karsilagtirma olanagi saglanmasi amaciyla Oncelikle tiim tabaklarin
fotograflar1 10 saniye siire ile ekrana getirilmistir. Ardindan katilimcilardan her bir sunum i¢in belirlenen “renk,
gorsel doku, sekil ve kompozisyon (genel sunum)” parametrelerine dair begenme derecelerini, 9 likertli bir hedonik
skala iizerinde (1 hi¢ begenmedim - 9 ¢ok begendim) isaretlemeleri istenilmistir. Aragtirma 6rneklemini olusturan
panelistlerden elde edilen veriler her bir tabak igin verilen cevaplar 6zelinde “ortalama” degerleri baz alinarak
yorumlanmustir. Ayrica tabaklar arasinda begeni kiyaslamasi yapilabilmek amaciyla her bir parametreye dair veriler
de yorumlanmistir. Duyusal analiz caligmalarinda egitimsiz panelist saymmn en az 80 olmas1 gerektigi

diisiiniildiigiinde (Gawel, 1997), bu ¢aligma kapsaminda ulasilan 215 panelist temsil agisindan yeterlidir.

Bu ¢aligmada elde edilen veriler igin, Recep Tayyip Erdogan Universitesi, Sosyal ve Beseri Bilimler Etik

Komisyonu’nun 01/06/2021 tarihli ve 20217142 sayili karariyla onay alinmistir.
Bulgular ve Tartisma

Katilimcilara dncelikli olarak geleneksel sunum fotografi ile yoneltilen “Sirdanm biliyor musunuz” ve “Sirdan yer
misiniz?” sorularina ait Tablo 1°de yer alan veriler incelendiginde katilimeilarin biiyilik cogunlugunun sirdani bildigi
goriilmektedir. Sirdan1 bilen kisiler arasinda tiiketmek istemeyen katilimcilarm oraninin %79,53; diger yandan

sirdan1 bilmedigini ve tiiketmek istemediklerini ifade eden katilimcilarin oraninin ise %21,47 oldugu goriilmektedir.

Tablo 1. Sirdanin bilinirligi ve tiiketim durumu

n %
Sirdan’1 biliyor fakat tiikketmek istemiyor 171 79,53
Sirdan’1 bilmiyor ve tikketmek istemiyor 44 21,47
Toplam 215 100

215 katilimcinin sirdan tiiketmeme sebeplerine dair veriler, 5 parametre kapsaminda Tablo 2’de yer almaktadir.
Katilmcilarin birden ¢ok isaretleme yapabildikleri parametrelerde toplamda 303 veri elde edilmistir. Tablo 2
incelendiginde %37,29’luk oran ile gorsel dokusu sirdan tiiketmeme sebebi olarak one c¢ikmaktadir. Sirdanin
seklinden dolay1 tiiketilmeme orani ise %27,39 ile ikinci sirada yer almaktadir. Sirdanin geleneksel sunumu bu
sebepler arasinda %38,91 orani ile 4. sirada yer almaktadir. Sirdanin rengi ise gorsellige bagh tiiketilmeme sebepleri
icerisinde son sirada yer almaktadir. Bununla birlikte gorsellikten bagimsiz diger sebepler de az da olsa sirdan

tiketimini kisitlamaktadir.

Tablo 2. Sirdan tiikketmeme sebepleri

n %
Renginden Dolay1 23 7,59
Seklinden Dolay1 83 27,39
Gorsel Dokusundan Dolay1 113 37,29
Sunumundan Dolay1 27 8,91
Diger Sebepler 57 18,81

57 katilimcinin isaretledigi “diger” secenegi incelendiginde one ¢ikan diger sebeplerin %17,39 oran ile sakatat
sevmemek ve daha dnce denenmedigi icin tiikketmeye karsi cekimserlik oldugu goriilmektedir. Bu sebeplere takiben

%15,21 ile diger sebeplerin, tadinin begenilmemesi ve sirdanin hayvan midesinden yapilmasinin yarattigi rahatsizlik
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unsurlari oldugu dikkat gekmektedir. Elde edilen verilerden hareketle, geleneksel sirdan dolmasinin tiiketim kararina

olumsuz etki eden sebeplerin dncelikli olarak gorsellikle iliskili sebepler oldugu belirtilebilir.

Caligmanin amaci kapsaminda, toplumda kotii gériiniimlii bir yemek olarak kabul géren sirdan dolmas: tizerinde
gorsel diizenlemeler yapilarak olumlu etkilerini incelemek amaciyla 5 ¢esit yenilik¢i sunum hazirlanmistir.

Sunumlarin gorselleri, katilimcilara uygulanan begeni test veri ve sonuclart agsagida yer almaktadir.

Gorsel 2. Sunum 1

Kaynak: Yazarlar tarafindan olusturulmustur.

Gorsel 2°de yer alan sunumda, sirdan dolmasindan alinan kesitler tabaga yatay olarak yerlestirilmistir. Biiyiik
kesiler tabak ortasinda konumlandirilarak tabagin merkezi orta nokta olarak belirlenmis, kii¢iik kesiler ise tiikketiciye
dik gelecek sekilde yerlestirilerek bir simetri yaratilmigtir. Bu sunumda 1 adet sirdan dolmasi yer almaktadir.
Geleneksel sunumda sirdan igerisinde sakli kalan i¢ pilavin kirmizi rengi agikga goriinmekte ve yenilebilir ¢igeklerin
rengiyle de tabakta yer alan renk cesitliligi desteklenmistir. Tabakta bos kalan alanlara geleneksel sirdan dolmasinin
sunumunda siklikla kullanilan kimyon simetrik bir sekilde her iki tarafa serpilerek, tabakta yaratilmak istenen simetri
konsepti korunmustur. Bdylelikle geleneksel sirdan dolmasini seklinden dolay: tiilketmek istemeyen kisilere yonelik
olarak sirdan kesilmis, gorsel dokusundan dolay1 tiiketmek istemeyen katilimeilar i¢in tirtikli yapist kismen kirilmus,

renginden rahatsiz olanlar i¢in ise tabaga farkl renkler eklenerek kompozisyonu cazip hale getirmek amaglanmistir.

R N W s U1 N 0L

o
=
o
N
o
w
o

40 50 60

m Genel Sunum Sekil mGorsel Doku  mRenk

Sekil 1. Sunum 1’e ait 9’Iu likert begeni dagilim verileri
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Sekil 1°de yer alan begeni testi veri dagilim sayilarina bakildiginda Sunum 1’in genel sunum (kompozisyon)
begenisi 6 ve iizeri %75 oranidir. Arastirmada kullanilan 6lgekte 6 ve sonrasi kesin bir begeni ifade ettiginden dolay1
bu sonu¢ olumlu olarak yorumlanmistir. Grafikte genel sunum ve renk ¢izgisinin 6n plana ¢iktig1 puan 9, sekil
¢izgisinin 6n plana ¢iktig1 puan 7, gorsel doku ¢izgisini belirgin olarak 6n plana ¢ikmasa da 6 puan araliginda daha
fazla kisi tarafindan puanlandigi goriilmektedir. Boylelikle Sunum 1’in genel sunum, renk ve sekil anlaminda basarili

oldugu, gorsel dokusunun gelistirilebilir oldugu belirtilebilir.
Sekil
6,3

6,52 .
Renk 6,04 Gorsel Doku

6,71
Genel Sunum (Kompozisyon)

Sekil 2. Sunum 1 genel degerlendirme verileri

Sekil 2°de katilimcilarin her bir parametre i¢in verdikleri puanlarin aritmetik ortalamalar1 yer almaktadir. Grafige
bakildiginda genel sunum 6,71 ile en yiliksek begeni puanini alirken, renk 6,52 ile ikinci sirada yer almaktadir. Sunum

1’de en az begenilen parametre ise gorsel doku olmustur.

Gorsel 3. Sunum 2

Kaynak: Yazarlar tarafindan olusturulmustur.

Gorsel 3’ de yer alan sunumda 1 adet sirdan dolmasindan alinan kesitler, kesik piramit olusturacak sekilde tabaga
aralikli olarak pembe sos iizerine yerlestirilmistir. Ayrica hazirlanan yesil ve kirmizi soslar tabagin iist boliimiine
yuvarlak formda konumlandirilmistir. Sirdan kesitlerinin ve soslarin yuvarlak formu ile tabakta gorsel bir uyum
yakalanmigtir. Yenilebilir ¢i¢ekler de tabakta yer alan renk gesitliligini artirmaktadir. Boylelikle sirdani renginden

dolay: tiikketmek istemeyen kisilerin dikkatini ilk olarak renk cesitliligine ¢cekmek amaglanmistir. Bunun yan sira
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alian kesitler sayesinde geleneksel sirdan doku ve goriintiisiiniin digina ¢ikilmasi, seklinden ve gorsel dokusundan

dolay1 sirdan tiiketmek istemeyen kisilere kompozisyonun cazip hale getirilmesi planlanmustir.
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Sekil 3. Sunum 2’ye ait 9’1u likert begeni dagilim verileri

Sekil 3’te yer alan begeni testi veri dagilim sayilarina bakildiginda Sunum 2’nin genel sunum (kompozisyon)
begenisi 6 ve iizeri puan oran1 %79’dur. Aragtirmada kullanilan 6l¢ekte 6 ve sonrasi kesin bir begeni ifade ettiginden
dolayr bu sonu¢ Sunum 2’nin genel kompozisyon olarak begeni topladigimi gostermektedir. Grafikte tiim
parametrelerin 6n plana ¢iktig1 puan 9 olmustur. Boylelikle Sunum 2’nin genel sunum, renk ve sekil ve gorsel doku

anlaminda aragtirmanin kapsaminda beklenen olumlu sonucu verdigi gézlemlenmektedir.

Sekil

6,68

Renk < 6,63 6,5 Gorsel Doku

6,99
Genel Sunum (Kompozisyon)

Sekil 4. Sunum 2 genel degerlendirme verileri

Sekil 4’te yer alan, katilimeilarin her bir parametre i¢in verdikleri puanlarin aritmetik ortalamalarina bakildiginda
6,99 begeni puani ile 6n plana ¢ikan parametre genel sunum (komposizyon)’dur. Ardindan 6,68 puan ile sekil, 6,63

puan ile renk ve 6,5 puan ile gorsel doku birbirine ¢ok yakin degerlerde siralanmistir.
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Gorsel 4. Sunum 3

Kaynak: Yazarlar tarafindan olusturulmustur.

Gorsel 4’te bir adet sirdan dolmasi sadece tabaktaki renk cesitliligi degistirilerek sunulmustur. Sekil ve gorsel
dokuya miidahale edilmemistir. Biitiin halde bulunan sirdan dolmasi tabaga egik bir bigimde konumlandirilmistir.
Sirdanin rengini yumusatmak amaciyla kompozisyonda pastel tonlarinda soslar ve tabagin biitiinsel renk ¢esitliligini
desteklemek amaciyla yenilebilir ¢igekler tercih edilmistir. Belirli araliklarla asimetrik ¢izgilerle konumlandirilan
soslar ve cigekler sayesinde tabakta gorsel estetik yaratilmak amaglanmistir. Béylece sunum ve renk faktorlerinin

sirdan dolmasinin gorsel begenisinde ne derece etki edecegi Ol¢iilmeye ¢aligilmistir.
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Sekil 5. Sunum 3’e ait 9’Iu likert begeni dagilim verileri

Sekil 5°de yer alan begeni testi veri dagilim sayilarina bakildiginda Sunum 3’iin genel sunum (kompozisyon)
begenisi 6 ve lizeri puan oram %38,86’dir. Arastirmada kullanilan 6lgekte 6 ve sonrasi kesin bir begeni ifade
ettiginden dolay1 bu sonu¢ Sunum 3’{in genel kompozisyon olarak begeni toplamadigini ifade etmektedir. Grafikte
tiim parametrelerin 6n plana ¢iktig1 puan 1 olmustur. Sunum 3’{in katilimcilar tarafindan begenilmemesinin sebebi

olarak, sirdan dolmasinin gorsel dokusu ve sekline miidahale edilmemis olusu gosterilebilir.
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Sekil

4,25

Renk 4,27 Gorsel Doku

4,68
Genel Sunum (Kompozisyon)

Sekil 6. Sunum 3 genel degerlendirme verileri

Sekil 6’ya gore tiim parametrelerin 5 degeri (ne begendim ne begenmedim) altinda kalarak begenilmedigi sonucu
ortaya ¢ikmistir. Begeni puani ortalamalaria gore ilk sirada yer alan parametre 4,82 degeri ile renk olmustur. Tabakta
cesitli pastel renklerin kullanilmasi renk parametresinin kismen daha fazla puan toplamasimi sagladigi
diisiiniilmektedir. One ¢ikan ikinci parametre ise 4,68 ile genel sunum (komposizyon)’dur. Sirdanm tiim olarak
konumlandirilmasina ragmen kompozisyonun ikinci sirada yer almasi tabakta kullanilan renkler ve cizgilerin
yarattig1 gorsel estetigin bir sonucu oldugu diisliniilmektedir. Gorsel doku (4,27) ve sekil (4,25) parametrelerinin ise

cok yakin degerler ile geri planda kaldig1 goriilmektedir.

Gorsel 5. Sunum 4

Kaynak: Yazarlar tarafindan olusturulmustur.

Gorsel 5” de yer alan sunumda 1 adet sirdan dolmasindan alinan kesitler boyut farkina gore sola dogru hafif egim
olusturacak yatay ve yar1 dik sekilde tabaga konumlandirilmistir. Kiigiik parcalar ise kenarlara yatay olarak
sekillendirilmis, boylelikle tabagin merkezinde iist ve ortada dengeli bir dagilim saglanmigtir. Ayrica hazirlanan yesil
ve kirmiz1 soslar tabagin alt ve yan taraflarina yuvarlak formda konumlandirilmigtir. Sirdan kesitlerinin ve soslarin
yuvarlak formu ile tabakta gorsel bir uyum yakalanmigtir. Mor ve sar1 renge sahip menekse ise koyu rengin
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yogunlastig1 alanin orta kenarina yerlestirilmis, mikrofilizler ise soslar arasinda dengeli olarak dagitilmistir. Alinan
kesitlerle geleneksel sirdan doku ve goriintiisiiniin disina ¢ikilmasi sayesinde seklinden dolay: tiiketmek istemeyen
kisilere kompozisyonun cazip hale getirilmesi planlanmistir. Fakat sirdanlardan alinan kesitlerin tamamen yatay
olarak yerlestirilmemesi, yan doku ve renginin gosterilmesi, sirdan1 renginden ve gorsel dokusundan dolay1

tilketmeyen kisilerin goriislerini alma agisindan 6nemli goriilerek bilingli olarak planlanmistir.
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Sekil 7. Sunum 4’e ait 9’lu likert begeni dagilim verileri

Sekil 7°de yer alan begeni testi veri dagilim sayilarina bakildiginda Sunum 4’iin genel sunum (kompozisyon)
begenisi 6 ve lizeri puan orani %66,8’dir. Arastirmada kullanilan 6lgekte 6 ve sonrasi kesin bir begeni ifade ettiginden
dolay1r bu sonu¢ Sunum 4’iin genel kompozisyon olarak kismen begeni topladigini ifade etmektedir. Begeni
dagilimlarina bakildiginda genel sunum parametresi 6 puaninda, sekil parametresi 5 puaninda gorsel doku
parametresi ise 7 puaninda One ¢ikmaktadir. Renk parametresi ise en yiiksek degere sahip 9 puaninda One

cikmaktadir.

Sekil

5,99

5,89 6,12

Renk Gorsel Doku

6,21
Genel Sunum (Kompozisyon)

Sekil 8. Sunum 4 genel degerlendirme verileri
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Sekil 8’de yer alan verilere gore gorsel sunum (kompozisyon) parametresi 6,21 begeni ortalama puaniyla olumlu
begeni derecesi ile 6n plana ¢ikmaktadir. Ardindan gorsel doku parametresinin 6,12 degeri ile olumlu anlamda begeni

puanina sahip oldugu goriilmektedir. Sekil (5,99) ve renk (5,89) parametreleri ise geri planda kalmstir.

Gorsel 6. Sunum 5

Kaynak: Yazarlar tarafindan olusturulmustur.

Gorsel 6°da yer alan sunumda, sirdan dolmasindan alinan kesitler tabaga yatay olarak yerlestirilmistir. Biiyiik
kesiler tabak ortasinda dikey konumlandirilarak tabagin merkezi dikey orta ¢izgiye yayilmistir. Boylelikle tabakta
Gorsel 2’ye benzer sekilde bir simetri yaratilmistir. Bu sunumda 1 adet sirdan dolmasi yer almaktadir. Geleneksel
sunumda sirdan igerisinde sakli kalan i¢ pilavin kirmizi rengi agik¢a goriinmektedir. Ayrica sirdan kesitlerinin
ortasina yerlestirilen mikrofilizler ile tabaga renk ¢esitliligi katilmistir. Tabagin alt ve iist orta kisimlarina kiigiik bir
alana geleneksel sirdan dolmasinin sunumunda siklikla kullanilan kimyon serpilerek, tabakta yaratilmak istenen
simetri konsepti korunmustur. Tabagin yan kisimlar1 bos birakilarak sirdan dolmasina vurgu yapilmistir. Boylelikle
geleneksel sirdan dolmasini seklinden dolay: tiiketmek istemeyen kisilere yonelik olarak sirdan kesilmis, gorsel
dokusundan dolay1 tiiketmek istemeyen katilimcilar i¢in tirtikli yapist kismen kirilmis, fakat diger sunumlarda

belirgin olarak goze ¢arpan renk cesitliligi Sunum 5°te bilingli olarak az tutulmustur.
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Sekil 9. Sunum 5’e ait 9’Iu likert begeni dagilim verileri

Sekil 9’da yer alan begeni dagilim sayilarina bakildiginda Sunum 5’in genel sunum (kompozisyon) begenisi 6 ve
iizeri puan oranm1 %58,1°dir. Arastirmada kullanilan 6lgekte 6 ve sonrasi kesin bir begeni ifade ettiginden dolay1 bu
sonug¢ Sunum 5’in genel kompozisyon olarak az oranda begeni topladigini ifade etmektedir. Begeni dagilim grafigine

bakildiginda 6ne genel Sunum 5, renk, sekil ve gorsel doku 6 puanlarinda 6ne ¢ikmaktadir.

Sekil

6,01

Renk < 5,92 5,88 Gorsel Doku

6,02
Genel Sunum (Kompozisyon)

Sekil 10. Sunum 5 genel degerlendirme verileri

Katilimcilarin Sunum 5 6zelinde degerlendirdikleri begeni testi verilerinin her bir parametre baglaminda alian
aritmetik ortalamalar1 Sekil 10’de yer almaktadir. Buna gore 6ne ¢gikan parametreler sekil ve genel sunum olmustur.
Renk 5,92 degeri ile begeni diizeyi az olan bir sonug elde etmistir. Gorsel doku ise 5.88 degeri ile geri planda
kalmustir. Sirdan dolmasindan alinan kesitlerin 6n plana ¢ikarilmasi amaciyla ¢evresi bos birakilan ve renk ¢esitliligi
siirlt tutulan Sunum 5 genel sunum baglaminda kismen kabul gorse de diger parametreler bazinda zayif kaldigi

gorlilmektedir.
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Sunum 5

Gorsel 7. Aragtirma kapsaminda hazirlanan sunumlar
Kaynak: Yazarlar tarafindan olusturulmustur.

Aragtirma kapsaminda hazirlanan sunumlar Gorsel 7°de yer almaktadir. Sunum 1 sirdan dolmasindan alinan
kesitlerin yatay olarak konumlandirildigi, simetrinin hakim oldugu, kirmizi ve kahverengi tonlarinin baskin oldugu
bir komposizyondur. Sunum 2 sirdan kesitlerinin altinda ve tizerinde yer alan parlak renklerin ve yuvarlak formun
dikkat ¢ektigi, tabak ylizeyinin tamamen doldurulmadigi ferah bir komposizyondur. Sunum 3 sirdanin biitiin
formunun korundugu fakat ¢evresinde pastel tonlu soslarin ¢izgi formunda yer aldigi, yumusak renklerin 6n planda
oldugu kompozisyondur. Sunum 4 sirdan dolmasindan alinan kesitler ve ¢evresinde yer alan soslar ile yuvarlak
formun hakim oldugu koyu tonlara sahip bir tabaktir. Sunum 5 ise, Sunum 1 ile olduk¢a benzerlik gdsteren fakat
tabak kenarlar1 bos birakilarak sirdan dolmasina vurgu yapilan bir komposizyondur. Katilimeilarin sunumlara dair

puanladiklar1 begeni testleri sonucunda elde edilen ortalama puanlar Sekil 11°de yer almaktadir.
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Sekil 11. Tiim sunumlarin begeni ortalamalar

Arastirmada kullanilan likert begeni testi 1(asir1 begenmedim) — 9 (asir1 begendim) puan araligindadir. Bu
kapsamda, sunumlar 4 parametre 6zelinde degerlendiren katilimcilarin, her bir sunuma ait parametre begeni puani
ortalamalar1 Sekil 11°de yer almaktadir. Tiim parametre degerlerine bakildiginda her bir parametrede en ¢ok begeni
puani alarak birinci siraya yerlesen kompozisyon, Sunum 2 olmustur. Sunum 2’de kullanilan renkler, sirdanin
kesilerek yatay olarak konumlandirilmasinin yani sira soslarin ve kesitlerin yuvarlak formda olmasi gibi unsurlarin
gorsel doku goriislerini de olumlu yonde etkiledigi ve en ¢ok begenilen tabak olmasini sagladig diisiiniilmektedir.
Aragtirma kapsaminda hazirlanan kompozisyonlar arasinda, tiim parametre degerlerinde 5 puan altinda alarak
begenilmeyen tabak ise Sunum 3 olmustur. Kullanilan pastel renkler, tabakta yer alan soslarm asimetrik ve estetik
dagilimi, yenilebilir ¢igeklerin yaratigi renk uyumlart gibi dokunuslar sirdanin biitiin halde sunulmasim
golgeleyemedigi ve yeterli begeniye ulagmasini engelledigi diisiiniilmektedir. Ayrica Sunum 3, hazirlanan yenilik¢i
sunumlar igerisinde sirdanin biitiin olarak kullanildigi ve dolayisiyla geleneksel sunuma en yakin tabak
prezantasyonunu temsil etmektedir. Sunum 3 hari¢ tiim kompozisyonlarin sirdan kesitlerinden olugsmasi ve puan
ortalamalarinin bir begeni ifade eden 5 iizeri degerine sahip olmasi, sirdan dolmasinin biitiin halde sunulmasinin

olusturdugu olumsuz etkiyi kanitlar niteliktedir.

Renk parametre degerlerine bakildiginda Sunum 2; 6,63 degeri ile birinci sirada yer almaktadir. Sunum 2 de sirdan
kesitlerinin altinda yer alan pembe sosun sirdanin koyu rengini yumusattigi, ayrica tabakta yer alan kirmizi, yesil
sosun ve yenilebilir ¢igeklerin renklerinin yakaladigi uyum ve renk cesitliligi saglamasi, bu kompozisyonun renk
parametresi bazinda en begenilen sunum oldugunu gdstermektedir. Sunum 1°de tabagin iki yaninda yer alan kimyon,
sirdanlarin koyu renkli dis g¢eperlerinin yanlarina yerlestirilmis yenilebilir ¢igeklerin yarattigi renk uyumu, bu
kompozisyonun renk begenisinde 6,52 puan ortalamasiyla ikinci sirada olmasini saglamistir. Sunum 4 ve 5’in renk
ortalamalar1 6 puanin altinda ve birbirine ¢ok yakindir. Sunum 4’te sirdanlarin yerlestirilme sekli koyu rengi 6n plana
cikarmis, cevresine yerlestirilen renkli soslar ve c¢icekten saglanan renk farkliliklar1 begeni noktasinda yeterli
olmamistir. Son sirada ise 4,82 puan ile Sunum 3 yer almaktadir. Sunum 3’te kullamilan pastel renkler
kompozisyonun renk kapsaminda begenilmesinde yeterli olmamistir. Bu duruma sirdanin bir biitiin olarak tabakta

yer almasinin sebep oldugu diisiiniilmektedir. Geleneksel sirdan dolmasina alternatif olarak gelistirilen sunumlara ait
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renk parametresi degerlerine bakildiginda canli renklerin sirdan dolmasmmin rengini yumusatacak sekilde

konumlandirilmasi gerektigi ve tabakta kullanilan renk ¢esitliliginin fazla olmasi1 gerektigi sonucuna ulagilmastir.

Sekil parametresinde begeni puani en yiiksek olan kompozisyon, Sunum 2 (6,68) olmustur. Ikinci sirada 6,3 puan
ile Sunum 1 yer almaktadir. 6 puan iizerinde alarak ii¢iincii olan kompozisyon Sunum 4’tiir. Sunum 3 katilimc1
degerlendirmesinde 4,25 puan alarak son sirada kalmistir. 6 ve iizeri puan alan sunumlara bakildiginda sirdan
dolmasindan alinan kesitlerin tabaga yatay olarak konumlandirildigi goériilmektedir. Sirdan dolmasinin biitiinsel
formunun kirilarak i¢ pilavinin goriinecek sekilde yerlestirilmesi, bu yemegin katilimcilar nezdinde kabul gérmesini
saglamistir. Sirdan dolmasinin biitiin olarak tabakta yer aldig1 tek kompozisyon olan Sunum 3’iin olumsuz begeni
puani, sirdan dolmasi tiiketmek istemeyen kisilerin goriislerinde herhangi bir degisiklik saglamadigin

gostermektedir.

Sekil 11’de yer alan gorsel doku parametre ortalamalarina gére en ¢ok begenilen tabak 6,5 puan ile Sunum 2
olmustur. Ardindan sirastyla 6,12 puan ile Sunum 4 ve 6.04 puanla Sunum 1’in kabul edilebilir seviyede begeni
topladigi goriilmektedir. 5,88 puanla Sunum 5, zayif begeni seviyesinde kalmistir. Caligma sonucunda begenilmedigi
belirlenen Sunum 3 ise 4,27 puan alarak geri planda kalmistir. Sunum 2’de kullanilan ana {irlin miktarinin diger
sunumlara gore az olmasi, alinan kesitlerin sos ve menekseler ile gdlgelenerek alisilagelmis sirdan dokusunun
kirilmasi ve soslarin tabaktaki konumu sayesinde gorsel doku parametresinde birinci sirada oldugu diigiiniilmektedir.
Ikinci sirada yer alan Sunum 4’te de benzer sekilde yuvarlak formda soslarin kullanilmasi, sirdandan kesitler alinmis
olmasi gorsel doku parametresinde yuvarlak form dokunusunun olumlu sonu¢ verdiginin bir kaniti oldugunu
desteklemektedir. Sunum 5’de sirdan kesitlerinin 6n planda olmas1 gorsel doku parametresinin tatmin edici seviyede
olmasini engelleyici unsur olarak goriilmektedir. Son sirada yer alan Sunum 3’iin 5 puanin altinda kalmasi, sirdanin

gorsel dokusuna miidahale edilmemesinin bir sonucu olarak karsimiza ¢ikmaktadir.

Genel sunum (kompozisyon) parametre ortalamalarina gore birinci sirada Sunum 2 (6,99), ikinci sirada ise Sunum
1 (6,71) yer almaktadir. Sunum 4 ise 6,21 puan ile iiclincii sirada yer almaktadir. Genel sunum parametresinde en
fazla begeni toplayan 3 tabagin ortak dzellikleri incelendiginde, sirdan dolmasindan kesitler alinmasi, yenilebilir
cicekler kullanilmasi ve baharat veya soslar ile tabakta yer alan bos alanlarin doldurularak tabaga renk ve doku
kazandirmalar1 gibi unsurlar dikkat ¢ekmektedir. Sunum 5; 6,02 puan alarak genel sunumu begenilen bir tabak
olmustur. Son sirada yer alan kompozisyon ise Sunum 3’tiir. Son iki sirada yer alan tabaklarin genel 6zellikleri

incelendiginde sirdan dolmasinin 6n planda olmasi dikkat cekmektedir.
Sonug¢

Sosyal medyanin da etkisiyle yemeklerde gorsellik son zamanlarda hi¢ olmadigi kadar 6n plandadir. Tat tahmini
de dahil olmak iizere bir yiyecege dair ilk izlenim gorsellikle olusmaktadir. Bu sebeple yiyecegin kabuliinde sunum,
modern gastronomide en dnemli unsurlardan biri haline gelmistir. Bir yemegin gorsel manipiilasyonu sayesinde
titketim kararina etki etmesi, 6zellikle cocuklarda neofobiyi azalttigina dair bulgularla desteklenmektedir (Jakobi vd.,
2003; Cooke, Wardle & Gibson, 2003). Bunun yaninda Kozlowski ve arkadaslarinin (2011) yine ¢ocuklar {izerine
gerceklestirdikleri aragtirmalarina gore gida kabuliinde yemek sunumu oldukga etkili unsurlar arasindadir. Zellner ve
arkadaglarmin (2014) 91 (35 erkek 56 kadin) kisi lizerinde ayn1 yemegin geleneksel ve modern sunumlarini sunarak
gergeklestirdikleri aragtirmalarinda da sunum big¢iminin tercih edilebilirlik tizerinde dogrudan etkilerinin oldugunu
gostermektedir. Bu ¢aligmada da bir yemegin farkli bigimlerde sunulmasinin begeniye olan etkileri 6l¢iilmiistiir. Bu
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kapsamda c¢alismada, Tiirk toplumunda kétii goriiniimlii bir yemek oldugu genel kabul gordiigii diistiniilen sirdan
dolmasi ele almmugtir. Sirdan dolmasi lizerinde yapilan gorsel manipiilatif diizenlemelerin etkilerini ve toplumda

kabul durumunun degisimini ortaya koymay1 hedefleyen bir uygulama gergeklestirilmistir.

Caligmadan elde edilen veriler katilimcilarin  %79,53’{inlin sirdan dolmasint bilen kisiler oldugunu
gostermektedir. Sirdan dolmasini1 bilmedigini belirten kisilerin toplama oranininsa %21,47 oldugu goriilmektedir.
Katilimcilarin sirdan tiikketmek istememe sebepleri arasinda 6n plana ¢ikan unsurlar gorsel doku, sekil, renk ve sunum
gibi gorsellikle iligkili unsurlardir. Diger faktorler ise, sakatat sevmemek ve daha 6nce denenmedigi i¢in tikketmeye
kars1 cekimserlik olarak tespit edilmistir. Bu sebepleri takiben tadinin begenilmemesi ve sirdanin hayvan midesinden
yapilmasi, {irliniin yasadiklar1 yorede bulunmamasi gibi sebeplerin sirdan tiikketim kararina olumsuz etki ettigi

belirtilebilir.

Sirdan dolmasi tiikketmeyi tercih etmeme sebepleri arasinda gorsellikle iliskili nedenlerin basta gelmesinden
hareketle bu arastirma kapsaminda sirdanin geleneksel sunumundan farkli olarak 5 farkli sunum hazirlanmstir.
Hazirlanan 5 sunumun renk, sekil, gorsel doku ve genel sunum (kompozisyon) puanlamasinda her bir parametre
0zelinde en ¢ok begenilen tabak Sunum 2 olmustur. Sunumlarda yer alan sirdan dolmasinin sekillerine bakildiginda
Sunum 3 hari¢ tiim kompozisyonlarin 5 iizeri degerine sahip olmasi, sirdan dolmasinin biitiin halde sunulmasinin

olusturdugu olumsuz etkiye dair 6ngoriilen tezi kanitlamaktadir.

Parametrelerin sunumlar arasindaki ortalama puanlar1 kiyaslandiginda canli renklerin sirdan dolmasinin rengini
yumusatacak sekilde konumlandirilmas: gerektigi ve tabakta kullanilan renk ¢esitliliginin fazla olmas1 gerektigi
sonucuna ulagilmistir. Ayrica sirdan dolmasinin kesilerek sunulmasi, yemegin katilimcilar nezdinde kabul gérmesini
sagladig tespit edilmistir. Buna ilave olarak tabakta mutlaka sos, baharat gibi unsurlari olmasi ve tabagin tek odak
notasinin sirdan olmamas1 gibi 6zelliklerin sunumda Slgiilen parametrelerde begeni puanim artirict etki yarattigi
gbzlemlenmistir. Gorsel doku parametresinde en yiliksek puana sahip olan Sunum 2 ve Sunum 4’e bakildiginda
yuvarlak formda soslarin kullanilmasi, sirdandan kesitler alinmis olmasi, ortak 6zellik olarak dikkat ¢cekmektedir. Bu
veriden hareketle sirdan dolmasi sunumunda yuvarlak form dokunusunun olumlu sonug verdigi goriilmektedir. Genel
sunum parametresinde ise sirdan dolmasindan kesitler alinmasi, yenilebilir ¢igekler kullanilmasi ve baharat veya
soslar ile tabakta yer alan bos alanlarin doldurularak tabaga renk ve doku kazandirilmasi gibi unsurlarin, tabagin

begenisini olumlu yonde etkiledigi tespit edilmistir.

Calismada elde edilen veriler, kotii goriiniimlii olarak tabir edilebilecek bir yemege olan goriisiin birkag sunum
teknigi ile degistirilebilecegine dair olumlu sonuglari géstermistir. Calisma sonuglari gorselligin tat algisi ve tiiketim
motivasyonunda yarattigi etkinin siddetine vurgu yapmasi agisindan degerli goriilmektedir. Benzeri arastirmalar
farkl1 yemekler ve iiriinler lizerinde yapilarak alternatif sunum oOnerileri gelistirilmelidir. Gelistirilen sunumlar
ozellikle genis kitlede yerli ve yabanci turistin ziyaret ettigi Tiirk Mutfag1 restoranlarinda tiiketici begenisine
sunulmalidir. Toplum genelinde gorsel 6n yargilara maruz kalan yemeklerin gorsel medya programlarinda, dergi-
gazete gibi basim yaym kanallarinda, gastronomi alanindaki sosyal medya hesaplarinda, ¢esitli gastronomi

festivallerinde paylasimi yapilarak tanitilmasi ve kisilere farkli tadim deneyimleri yasama imkani saglanmalidir.

Elde edilen sonuglar, Tiirk kiiltiiriiniin degerli bir pargasi olmasina ragmen Onemli bir kesim tarafindan
tilkketmekten imtina edilen sirdan vb. gibi yemeklerin korunmasi, gelecek kusaklara aktarilmasi ve tanitilmasi
konularinda bir ¢6ziim Snerisi gelistirmesi adina énemli goriilmektedir. Bir yemegin benimsenmesi, kisilerin yemek
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kiiltiir 6gelerine aidiyeti ile iligkilidir. Gastronomi alaninda 6n plana ¢ikma hedefleri olan toplumlar, ydresel
yemeklerini ¢esitli etiketlere maruz birakmadan, kiiciik kitlelerin kiiltiirel tiiketimi sinirlarina mahkum etmeden 6nce

ulusal, sonra uluslararasi arenalarda tanitmali ve yasatmalidir.
Beyan

Makalenin tiim yazarlarinin makale siirecine verdikleri katki esittir. Yazarlarm bildirmesi gereken herhangi bir
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Extensive Summary

The gastronomy sector has witnessed significant changes since the emergence of the first restaurants aiming to
meet the physical needs by providing food and beverage services. The changes and developments experienced have
resulted in restaurants gaining importance as places that meet the social needs of consumers from all classes as well
as their physical needs (Mavis, 2005; Morgan, 2006). The importance of plate presentation, which expresses the
visual dimension of the food served for out-of-home consumption, has also increased with the new culinary trend
reaching a scope that shapes the gastronomy sector (Lane, 2011). Emphasizing the importance of visuality in modern
gastronomy, eating and drinking, along with other practices in daily life, is increasingly associated with aesthetic
approaches (Miele & Murdoch, 2015). The presentation of a food includes an arrangement for exposing that food to

the visual sense.

These regulations also ensure that food is preferred (Comell et al., 1989). In this context, in this study sirdan,
which is generally accepted as a bad-looking dish in Turkish society, is discussed. An application was carried out
that aims to reveal the effects of visual manipulative arrangements on sirdan and the change in the acceptance
situation in the society. Within the scope of the study, 5 modern sirdan presentations were created. Each presentation
is photographed at right angles on the same white plate and red background. After the traditional presentation of
sirdan was shown to the participants, “Do you know sirdan?”” question was posed. Then, “Do you eat sirdan?”” were
asked to answer the question. The participants in the study sample answered the question “Do you eat sirdan?”” were
determined as those who answered “no” to the question. Then, 5 presentations photographed within the scope of the
research were projected onto the screen in order, and the participants were asked to score between 1 (I didn't like it
too much) and 9 (I liked it too much) according to the parameters of color, shape, visual texture and general

presentation (composition).

As a result of the data obtained, it can be stated that the reasons such as the presentation of the traditional stuffed
sirdan as a whole, the visual texture and the taste that the participants stated in the other option, the dislike of offal,
the absence of the product in the region they live in, or the fact that it is made from the stomach of an animal have a

negative impact on the decision to consume sirdan.

In the color, shape, visual texture and general presentation (composition) scoring of the 5 presentations prepared
within the scope of the research, the most liked plate presentation was 2 for each parameter. It is thought that the
elements such as the composition, presentation of the sirdan horizontally so that the inner rice is visible, the use of

vivid colors in the sauces, the round form of the sauces and the stuffing, affect the views of the participants positively
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and make it the most popular dish. As a result of the research, the dish presentation 3 was not liked, remaining below
5 points in all parameter values. Elements such as the pastel colors used in presentation 3, the asymmetrical and
aesthetic distribution of the sauces on the plate, the color harmonies created by the edible flowers could not
manipulate the effect of presenting the dish as a whole. When we look at the shapes of sirdan in the presentations,
the fact that all compositions except presentation 3 have a value above 5 proves the predicted thesis about the negative
effect of presenting sirdan as a whole. When the average scores of the parameters between the presentations were
compared, it was concluded that the vivid colors should be positioned to soften the color of the filling and the color
variety used in the plate should be more. In addition, it has been determined that the sirdan is cut and presented,
making the dish accepted by the participants. In addition, it has been observed that the features such as the presence
of sauces and spices on the plate and the fact that the only focal note of the plate is not sirdan have an effect on

increasing the appreciation score in the parameters measured in the presentation.

Considering the presentations 2 and 4, which have the highest scores in the visual texture parameter, the use of
sauces in a round form and sections from the sirdan draw attention as common features. Based on this data, it is seen
that the round form touch gives positive results in the presentation of sirdan. In the general presentation parameter,
it has been determined that the elements such as taking sections from the sirdan, using edible flowers and filling the
empty spaces on the plate with spices or sauces, giving color and texture to the plate, positively affect the taste of the
plate. The data obtained in the study showed positive results that the view of a dish that can be termed as bad-looking
can be changed with a few presentation techniques. The results of the study are considered valuable in terms of
emphasizing the severity of the effect of visuality on taste perception and consumption motivation. Similar researches
should be done on different dishes and products and alternative presentation suggestions should be developed.
Developed presentations should be presented to the consumer's taste, especially in Turkish cuisine restaurants visited
by large numbers of local and foreign tourists. Dishes that are exposed to visual prejudices throughout the society
should be promoted by sharing them in TV programs, publication channels such as magazines and newspapers, social
media accounts in the field of gastronomy, and various gastronomy festivals, and people should be provided with the
opportunity to experience different tastes. The results obtained are considered important in terms of developing a
solution proposal for the preservation, transfer to future generations and promotion of dishes such as sirdan and
similar, which are a valuable part of Turkish culture. Adoption of a food is related to people's belonging to food
culture elements. Societies that aim to come to the fore in the field of gastronomy should promote and keep their
local dishes alive in the national and then international arenas before condemning them to the limits of cultural

consumption of small masses without exposing them to various labels.
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GIRIS

Kahve her ne kadar maddi bir iiriin gibi goriinse de ge¢cmisten giiniimiize incelendiginde sembolik ve sosyal pek
cok anlami ve degeri i¢inde barindirdig: goriilmektedir. Benzer sekilde kahve diikkanlarinin sadece ¢ay/kahve igilen
yerler olmanin 6tesinde birer sosyallesme ve 6zdesim mekanlart oldugu bilinmektedir. 1960’11 yillarda baglayan
ancak asil gelisimini 1980’lerden sonra Starbucks markasi ile gosteren ikinci dalga kahve hem ekonomik hem sosyal
hem de tiiketim baglaminda 6nemli bir degisim yaratmistir. Kiiresel anlamda biiyiikliigii yaninda Starbucks, aynm
zamanda bir markanin yarattig1 deneyim ile kahveyi biitiinlestirmis ve bir fincan kahvenin bu marka imaji ve
deneyimi sayesinde ¢ok daha yliksek fiyatlara satilabilmesini miimkiin kilmistir. Starbucks bir taraftan yeni bir
tiiketim pratigini ortaya ¢ikartmanin yaninda kendi karsiti olan yeni bir akimin da dogmasina onciilik etmistir. Bu
yeni akim ii¢lincii dalga kahve olarak adlandirilmistir. Bu yeni dalga Starbucks’in temel degerlerinden birisi olan
“dzel kahve” kavramini almis ve bunu daha 6teye tasimustir. Uglineii dalga kahve, ikinci dalgadan kendisini, sundugu
kahve cekirdeklerinin kalitesi ve mensei, kahvenin hazirlanmasi ve sunumu, baristalarin siiregte oynadigi rol ve
yarattig1 yeni uzman tiiketiciler agisindan farklilagtirmaktadir. Aslinda iiglincii dalga kahve ikinci dalga kahveye ve
0zelde Starbucks’a ve kapital sisteme bir kars1 durus olarak da degerlendirilmektedir. Ciinkii {igiincii dalga kahve
diikkanlar1 kendilerini butik olarak konumlandirmis, kiiresellesme amacinda olmayan ve salt kahveye odaklanmig

yerler olarak tanimlamaktadir.

Ugiincii dalga kahveciligin dnciileri ABD’de 90’11 yillarda agilan ii¢ kahve diikkanidir. Ugiincii dalga kiiltiiriinii
uygulayan ilk kahve diikkanlar olarak bilinen bu kahve diikkanlari; Intelligentsia Coffee & Tea (1995), Counter
Culture Coffee (1995) ve Stumptown Coffee Roasters (1999) adli diikkanlardir (Kahve Kiiltiirii: Kahvede Ugiincii
Dalganin Kisa Bir Hikayesi, 2018). Terim olarak 2003 yilinda Skeie’nin yazdig1 makale ile hayatimiza giren ii¢lincii
dalga kahvecilik Tiirkiye’de 2011 yilmin sonlarina dogru goriilmeye baslanmistir. Bu giristen sonra yayilmasi ise
oldukga hizli bir sekilde gergeklesmistir. Ministry of Coffee, Kronotrop, Coffeetopia ve Petra Roasting Tiirkiye’de
ticlincii dalga kahveciligin onciileri olarak goriilmektedir (Tiirkiye’nin Kahve Haritasi, 2015). Ministry of Coffee
CEO’su Ozgiir Diizgiin 2018 y1lindaki bir réportajinda Tiirkiye nin geng bir niifusa sahip olmasinin kahve konusunda

yayginlagmay1 ve gelismeyi kolaylastiracagini vurgulamstir (Sahin, 2018).

Kahve ve kahve diikkanlar1 sosyoloji, antropoloji, gastronomi ve tiikketim ¢aligmalar1 kapsaminda oldukca fazla
calisilmig konulardir. Kahvenin ve kahve diikkanlarinin sadece bir nesne ya da mekén olmanin Gtesinde bir
sosyallesme ve 6zdesim araci olusu, bu alana farkli disiplinlerden ilgiyi arttrmistir. Ugiincii dalga kahve ile birlikte
ise akademik ¢aligmalarin da bu yeni trendi anlamaya ve dinamiklerini ortaya ¢ikartmaya cabaladigi goriillmektedir.
Bu kapsamda yapilan yeni ¢alismalarin agirlikli olarak gastronomi, antropoloji ve sosyoloji baglaminda gergeklestigi
gorlilmektedir (Brewer, 2015; Liu, 2016; Noemi, 2015). Bununla birlikte {igiincli dalga kahve hem yeni bir sektor
olusturmakta hem de tiikketim pratikleri ve kiiltiiri agisindan da bir degisime neden olmaktadir. Gerek kahvenin
tilketildigi alanlar gerek ekipman gerekse kahvenin yeni ritlielleri ayr1 bir ekonomi dogurmaktadir. Dolayisiyla
iiciincii dalga kahve, ortaya ¢ikarttig1 ekonomi ile birlikte, tiiketim alaninda da dikkat ¢ekmeye baslayan bir konu
haline gelmektedir. Bu alanda yapilan ¢aligmalarin sayis1 yavas yavas artmaktadir (Ouintao, Brito & Belk, 2017).
Tiirkiye’de ise bu anlamda az sayida ¢alismaya ulasilabilmistir (Akkaya, 2019; Ayoz, 2018; Dinger, Gedik & Giizel,
2016; Uluengin, 2016).
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Uciincii dalga ile ikinci dalga kahve belirli dzellikleri acisindan birbirinden farklilasmakla birlikte, tiiketim
arastirmalar acisindan ti¢iincii dalga kahvede tam olarak hangi degerin/degerlerin goriildiigii ve neden {igiincii dalga
kahve ve kahvehanelerin tercih edildigi 6nemli bir konu haline gelmistir. Giiler vd. (2020) de ¢alismalarinda {igiincii
dalga kahvenin ve kahvehanelerin tiiketici goziinden vaatlerini ele almanin 6nemine vurgu yapmislardir. Dolayistyla
bu calisma, tiliketicilerin ii¢lincli dalga kahve ve kahve diikkanlarina verdikleri anlam ve atfettikleri degerler
cergevesinde neden iiclincii dalga kahveyi ve kahve diikkanlarini tercih ettiklerini anlamay1 amaglamaktadir. Bu
calismanin {iglincii dalga kahveye yonelik tiikketici anlamlarini degerler agisindan ortaya ¢ikartmasi sayesinde tiikketim

kdiltiirii literatiiriine katki saglayarak 6zgiin deger yaratacag: diisiiniilmektedir.
Alanyazin Taramasi

9. ylizyilda Etiyopyali bir ke¢i cobaninin kesfiyle baslayan (Noemi, 2015) kahvenin hikayesi giintimiizde farkli
kavurma ve demleme teknikleriyle adeta bir sanata doniismiistiir. Yiizyillardan beri siiregelen yolculugunda kahve,
degisik sekillerde kullanilmistir. Bilinen en eski kullanimi kahvenin 6giitiiliip un haline getirilmesi ve bu undan
ekmek elde edilmesidir. 1000 yillarinda Habesistan’da kullanilan bu yontem daha sonra Arabistan’a gegmistir. Kahve
¢ekirdeginden bildigimiz anlamda yararlanma isi bu agsamadan sonra Araplarin onciiliiglinde baglamistir. Burada da
basta ekmek yapiminda kullanilan kahve, daha sonra tadi begenilerek igecek olarak tiiketilmeye baslanmistir (Goktas,
1999; Heise, 2001). 15. yiizyil itibariyle, Orta Dogu, Misir, Tiirkiye’de yayginlasan ve 1615 yilinda ise Avrupa’ya
ulasan kahve, giinlimiizde diinyanin en degerli ikinci {irlinii olarak bilinmektedir. Diinya ¢apinda yaklasik 125 milyon
insan kahvenin tedarik zincirinde gorev alip yasamlarini kazanmaktadir. Kahve tarimi 70°den fazla iilkede
yapilmakta ve yillik olarak yaklasik 8 milyon ton kahve iiretilmektedir. Bu miktarin yillik ihracat degeri 20 milyar
$, yillik toplam ticari degeri ise 100 milyar $’dir. Kahve ticaretinde Brezilya lider konumdadir. Tiirkiye’de de
kahvesinin en ¢ok tercih edildigi {ilke Brezilya’dir (Atli, 2018).

Kahvede Birinci ve Ikinci Dalgalar

Kahvenin igecek olarak tiiketilmeye baglamasiyla birlikte bircok geleneksel demleme ve tiikketme yonteminin
disinda ii¢ dalga olarak ele alinmaktadir. Dalga terimi ilk defa Skeie (2003) tarafindan yazilan bir makalede
kullanilmistir. Cho’ya (2005) gore dalga teriminin kullanilmasinin nedeni bu yeniliklerin tipki bir dalga gibi tiim
diinyay1 dolasiyor olmasidir. Birinci dalga olarak adlandirilan dénem insanlarin kahveyi evlerine gotiirebilmelerini,
vakumlu paketlemeleri ve hazir kahve formlarmi kapsamaktadir (Kiewiet, 2016). Diinya Savaslar1 sirasinda
askerlerin kullanimi i¢in ¢ok uygun olan hazir kahve, sektor olarak da savaslardan sonra kahve pazarina hitkkmetmistir
(Brewer, 2015). Fakat bu ilk dalga seri iiretimi tegvik etmek i¢in lezzet ve kaliteden verdigi ddiinler yliziinden tepki
almis ve tiiketicilerin pazarlanan bu koti ve kalitesiz kahveye tepki gostermeleri ile 6zel kahve olarak
isimlendirilecek olan ikinci dalgay1 dogurmustur (The History of First, Second, and Third Wave Coffee, 2016). Ikinci
dalga 1960’11 yillarda Peet’ler ve Zabar’lar onciiliigiinde baslamig ama zirvesini Starbucks ile gormiistiir (Fischer,
2017). Starbucks degisik sekillerde Espresso bazli igecekler sunmasi ve bolgelere gore belirli kahveler satmasi ile

bilinir (Liu, 2016).

Starbucks’1 sadece restoranlara kahve ¢ekirdegi satmaktan daha 6teye tasiyan kisi CEO’su Howard Schultz’dur.
Schultz’un Avrupa tarzi kahve diikkanlar1 agma fikri ile kahveyi sadece kahve olmaktan ¢ikarip bir tutku olarak
yansitmasi Starbucks’in bir perakendeciden daha fazlasi olmasini saglamistir (Akkaya, 2019). Bu noktadan sonra
Starbucks, ikinci dalga kahveyi diinya ¢apinda temsil eden bir isim haline gelmis ve kahve artik bir iiriin degil
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deneyim halini almistir (Merdin, 2017). Bu dogrultuda kahvenin etrafinda bir kahve diikkani kiiltiirli olusturulmus
ve amag hizl bir sekilde bir fincan kahve tiiketmek degil, insanlarin birlikte vakit gecirmelerine imkan saglayan bir
alan olusturmak olmustur (Josh, 2018). Insanlar tatsiz bir kahveye belli bir iicret 6demek yerine biraz ek icret ile
0zel kahve igmeye Starbucks ile baglamislar, bir bagka deyisle, kalite ve imaja ek iicret ddemeyi kabullenmiglerdir

(D'Costa, 2011).
Uciincii Dalga Kahve

Ikinci dalga olarak adlandirilan siirecte sunulan iiriinlerin zamanla kalitesinin bozulmas: ve bu bozulmanin
firmalarin homojenlik ¢abasindan kaynaklaniyor olmasi, kahvede bir {iglincii dalganin ortaya ¢ikmasina neden
olmustur. Bu yonden bakildiginda tiglincii dalga, iyi kahveye dogru bir kdprii olmakla birlikte kotii kahveye kars1 da
bir cevap niteligindedir (Kiewiet, 2016). Kahvenin kavrulma bi¢imi, yeni yontemlerle demlenmesi ve yeni
deneyimlere agik olusu ile bu dalga yaraticilig1 6n plana ¢ikarmaktadir (Akkaya, 2019). Ugiincii dalgada kahve adeta
bir sanat eseri olarak goriilmektedir. Bu donemde farkli farkli bolgelerden gelen kahve gesitleri, sunum sekillerinin
de degismesiyle birlikte kahvede en yiiksek kaliteyi saglama amacini tasir. Kahve iireten ve tiiketen kesim daha fazla
bilinglenmistir (Kaya & Toker, 2019). Ugiincii dalga kahve tiiketicisi sadece kaliteli kahve tiiketmek igin degil,
kendine 6zgii demleme yontemleriyle olusturulan bir zanaat kalitesini satin almak i¢in de bedel 6demektedir (Brown,

2018).

Ugiincii dalga birgok arastirmaci tarafindan tanimlanmustir. Manzo’ya (2015) gére iigiincii dalga daha énceki
dalgalara dair tiikketim bi¢imlerinden ve mekanlarindan ayrilmasi igin, yeni nesil zanaat kahve makineleri ve
kahvelerini ifade etmek igin icat edilen bir terimdir. Guevara’ya (2017) gore ise iiglincii dalganin odak noktasi
tiiketiciyi 6zel hissettirmektir. Bunun i¢in {igiincii dalga kahve bir deneyim olarak goriiliir, 6zel kahve de bu deneyim
boyunca sunulan nesne olarak ifade edilir. Uglincii dalga kabul edilen sirketler ise kokenine gore kahve alan
sirketlerden olugmaktadir (Kiewiet, 2016). Her bir tanimlama iigiincii dalga kahve ile ilgili farkli bir noktaya deginse

de genel olarak bakildiginda tiglincii dalgada 6n plana gikan unsur kahvenin kalitesidir.
Ucgiincii dalga akimi iginde kahvenin kaliteli olmasini garantileyen unsurlari su sekilde siralamak miimkiindiir;

Tek Kikenli Kahve: Tek kokenli kahvenin ifade ettigi anlam, kahvenin belli bir iilke, bolge hatta ¢iftlikten geliyor
olmasidir. Daha 6nceki kahve dalgalarinda daha cok karisim kahveler kullanilmistir. Ugiincii dalga ile birlikte ise
kahveler kiiciik ciftliklerden alinmaya baslamistir. Bu tarz kiiciik ¢iftlikler iiriinlerinin kalitesine ekstra onem vererek

yetistirme ve hasat konusunda 6zenli davranmaktadirlar (Giuliano, 2015).

Tazelik, Ogiitme ve Kavurma: Ugiincii dalgada yoresel kahvelere yonelme olmustur. S6z konusu yoresel kahve
cekirdekleri iireticiden alinip 6zenle hazirlanip sunulmaktadir. Bu kahve diikkanlarinda kullanilan nitelikli kahve
cekirdekleri taze olarak g¢ekilip demlenmektedir (Tiiziin, 2018). Kahve cekirdeklerinin az miktarda taze olarak
kavrulmasi kahvenin aromasini yitirmemesini saglar. Bu nedenle {i¢iincii dalga kahvecilikte kavurma ve 6gilitme

islemleri sunuma en yakin zamanda yapilmaktadir (Aslan, 2018).

Lezzet: Ugiincii dalgada kahveye siit veya seker eklemek yerine kahvenin tam olarak deneyimlenmesi esastir. Bu
da belirli bir mikro iklimde ve 6zel toprakta yetisen kahvenin benzersizligi ile saglamr (Liu, 2016). Ilk iki dalga
boyunca siiregelen seker veya siit ekleme aligkanligi iiciincii dalgada uzmanlik ve safligir baltalamak olarak

yorumlanmaktadir (Liu, 2016). Kahve igicisinin kahveye ekleyecegi findik, seker, karamel vb. lezzetlerin kahve
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¢ekirdeginin iginde bulundugu ve bunun kavurma ve demleme yontemleriyle ortaya ¢ikarilabilecegi savunulmaktadir

(Adams, 2010).

Adil Ticaret: Kaliteli kahve denildiginde ifade edilmek istenen sey sadece kahvenin tadinin iyi olmas1 degildir.
Kalite, 6zellikle {igiincli dalga kahve agisindan degerlendirildiginde adil ticareti de ifade etmektedir. Adil ticaret,
insanlara ve gezegene odaklanan sirketler, miisteriler ve orgiitlerden olusan kiiresel bir harekettir. Ayni zamanda
serbest piyasanin varolusu ile birlikte goriilmeye baglanan sosyal esitsizlik ve ¢evresel problemlere pazar bazinda
cozlimler getirmeye calisir (Lyon & Moberg, 2010). Tiirkiye’deki butik kahveciler kahvelerini dogrudan iireticiye
ulasip onlardan almak ve boylelikle onlart desteklemek yerine, bu kahveleri Tiirkiye’ye ithal eden dagiticilardan
almayi tercih etmektedirler. Bu sebepten dolay: Tiirkiye’de tigiincii dalga kahvecilik dendiginde asil akla gelen adil

ticaret uygulamalar degil, farkli demleme yontemleridir (Akkaya, 2019).

Demleme Yontemleri: Ugiincii dalgada kahveler demlenirken suyun kalitesi, demleme sicakligi, su ve kahvenin
birbirine oranina dikkat edilmesi ve tam olarak uygulanmasi gerekir (Rhinehart, 2017). Ugiincii dalgada tek bir kahve
yapma ydntemi yoktur. Icatlari cok dnceye dayanan birgok farkli demleme ydntemi {igiincii dalga ile birlikte tekrar

kullanilmaya baglamistir.

Barista Performansi: Baristalar ikinci dalga boyunca sadece Espresso makinesini isleten biri olarak goriilmiis ve
geri planda kalmistir. Uciincii dalgada ise barista bir kahve elcisi olarak goriiliir ve 6n plana ¢ikartilir (Cho, 2005).
Ikinci dalga kahve diikkanlarinin aksine iigiincii dalga kahve diikkanlarinda calisanlar ve miisteriler arasinda da
sohbet ortamu yaratilmistir (Manzo, 2015). Ugiincii dalga kahve diikkanlarinda miisterilerin kahve yapim asamasini
izleyebilecekleri alanlar olusturulur (Williamson, 2017). Ugiincii dalga kahve isletmeleri, daha ucuza bir bardak
kahve igmek yerine neden 6zel kahveyi tercih etmeleri gerektigi konusunda tiiketicileri bilgilendirmek zorundadir
(Fischer, 2017). Bu dogrultuda tiiketiciler igtikleri kahve hakkinda baristalardan detayl1 bilgi alma imkanina sahip
olurlar. Bu ylizden ii¢iincii dalga kahve diikkanlarin1 daha kalabalik hale getirmek i¢in barista performans1 6nemli

bir detay halini almaktadir (Putranto & Hudrasyah, 2017).

Uciincii Dalga Kahve Diikkanlart: Bir konsepte ve hikdyeye sahip, 6zel olarak tasarlanmis mekanlar olan iigiincii
dalga kahve diikkanlari, mekanda kullanilan miizik, yerlestirilen bitkiler, ¢esitli sanatsal objeler ve 6zel tasarim
iiriinlerinin varligi ile farkli bir goriiniim kazanmaya c¢aligmaktadir. Aynilagmay1 ortadan kaldirmak i¢in 6zel tasarim
iriinlere egilim artmistir. Mekan sahipleri de tasarimcilara destek verip konseptlerine uygun olan {iriinlerini
diikkanlarinda sergilemektedir. Dekora degil de konsepte 6nem verildiginde farklilasmanin daha kolay saglandigi

goriilmiistlir (Akkaya, 2019).
Tiirkiye’de Kahvehaneden Ugiincii Dalga Kahve Diikkanlarina Gegis

Osmanli toplumu kahveyle Kanuni Sultan Siileyman doneminde, dénemin Yemen valisi Ozdemir Pasa’nin
kahveyi saraya getirmesi ile tamgmustir (Kaplan, 2014). Kahvehanelerin ilk olusumu 16. yiizy1l ortalarinda Osmanl
toplumunda goriilmektedir. Daha sonraki ylizyilda ise kahve Avrupa’ya yayilmistir. Kahvehaneler 6zellikle bos
zamanlarin degerlendirilmesi baglaminda 6nemli bir konumdadir. Literatiirde “liglincii yerler” olarak adlandirilan
kahvehaneler, Karababa & Ger’in (2011) arastirmasina gére Miisliiman Tiirk toplumunda ev, is ve camiden sonra

“dordiincii yer” olarak adlandirilmislardir.
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Kahve diikkanlar1 Tirkiye’de ylizyillardir varligini siirdiirmektedir. Ancak, geleneksel kahvehaneler belirli
ozelliklerini korumaya caligsa da batidan gelen farkli kahvehane kiiltiirleri karsisinda eski popiilerligini
koruyamamus, halkin kahvehanesi olarak var olmaya devam eden kahvehanelere kiyasla “coffee shop” kiiltiirii daha
cok tercih edilmeye baslanmistir (Alig & Alig, 2013). Bu yeni tarz kahve diikkanlar1 daha ¢ok {iniversite
ogrencilerinin ve geng niifusun yogun oldugu yerlerde faaliyete gegmektedir. Bu degisim 6zellikle Starbucks’in 2003
yilinda Tiirkiye pazarina girmesi ile baglamis ve giderek biiylimistiir. Tiirkiye, 2020 y1l1 itibariyle toplam 523 sube

ile Avrupa'da en ¢ok Starbucks olan ikinci lilke konumuna ulagmistir (Beyhan, 2020).

Fridell (2017) Tiirkiye’deki kahve piyasasinin hizla yiikseldigini ve 2013 yili rakamlarina goére hali hazirda en
cok kahve tiiketen ilk 30 iilke i¢cinde degerlendirilen Tiirkiye nin gelecek 10 ila 15 y1l i¢inden en ¢ok kahve tiikketen
iilkeler arasinda olacagim belirtmektedir. Bunun nedenini ise kahvenin yeni tiiketim kaliplar1 yaratmas ile birlikte
ortaya ¢ikan mekénlarin ve yeni kusagin farkl bir kahve kiiltiiriine sahip olmasi olarak yorumlamaktadir. Akargay
(2014) calismasinda Eskisehir ilinden hareketle bu déniisiimiin dnemli bir analizini ortaya koymustur. Ugiincii dalga
kahvecilik ise Tiirkiye’de 2015 yilinda yapilan “Istanbul Coffee Festival” ile daha genis kitlelerce duyulmus ve
tiikketicilerin yogun ilgisi ile karsilasmustir (Ozyavuz, 2015). Kahve sektoriiniin Tiirkiye’de %70 oraninda genisledigi
g0z onlinde bulunduruldugunda iiciincii dalga kahvecilige duyulan ilginin de giderek artacagi tahmin edilmektedir.

(Ekinci, 2018; Erkan, 2015).
Deger

Bu caligma tiglincli dalga kahveye tiiketiciler tarafindan atfedilen degerleri belirlemeyi amacladigindan, deger
literatiiri konusunda da kisa bir literatiir sunulmasina ihtiya¢ duyulmustur. Deger, tiiketici davranislarinda siklikla
ele alinmig bir konudur. Bu kadar sik ele alinan bir konunun da farkli aragtirmacilar tarafindan farkli tanimlamalara

sahip olmasi ka¢inilmaz bir durumdur.

Diilgeroglu (2008) degeri; kisisel, insani ve tiiketici degerleri gibi isimlerle ayr1 basliklar altinda incelenebilen ve
hangi bilimsel amag i¢in kullanmldigina gore farkli sekilde ifade edilen olgular olarak tanimlamaktadir. Tiiketici
degerleri, tiiketici davraniglarinin alt dali olarak ifade edilmektedir. Tiiketici degeri bireyin bir nesneyle yasadigi
etkilesim sonucu olusan goreceli bir tercihi ifade eder. Bu acidan tiiketici degeri, karsilagtirmali, kisisel ve durumsal
olarak ifade edilmektedir. Sheth, Newman & Gross (1991)’a gore tiikketim degeri, bir {iriiniin digerlerine gore neden
tercih edilebildigini agiklayan bir olgudur. Bu dogrultuda Odabas1 & Baris (2017) tarafindan belirtildigi gibi bireyin

degerleri ayn1 zamanda tutumlarini ve yargilarini da etkilemektedir.

Smith & Colgate’e (2007) gore deger pazarlamacilar i¢in 6zellikle yeni bir {irlin veya hizmet gelistirme ya da
isletme kurma asamasinda oldukca énemli bir kavramdir. Basarili olma yolunda miisteriler i¢in deger yaratmak bir
gereklilik olarak vurgulanir. Sekil 1°de gosterildigi gibi deger yaratmak isteyen bir pazarlamaci bunu dort farkl
sekilde (veya bunlardan bazilarinin bilesimi ile) yapabilir (Smith & Colgate, 2007). Her bir deger yonteminin farkli
anlamlar1, yaratma yollar1 ve sonuglar1 vardir. Islevsel/aracsal deger daha cok iiriin veya hizmetin beklentileri
karsilayip karsilamadig ile ilgilidir. Deneyimsel/hedonik deger ise bir {irlin veya hizmetin tiiketicilerde yarattigi
duyusal, duygusal, sosyal ve epistemik degere odaklanmaktadir. Bu faktorlerin tiiketicide ne 6lgiide olusturulabildigi
deneyimsel/hedonik deger ile ilgilidir. Sembolik/ifade degeri ise tiiketicilerin psikolojik a¢idan bir iiriin veya hizmete
ne Olglide deger atfettigi ile ilgilidir. Liiks bir iiriin kullanmak veya kendi degerlerini yansittigim diistindiikleri bir
markay1 tercih etme sembolik/ifade degeri kapsamina girmektedir. Son deger tiirii olarak belirtilen maliyet/fedakarlik
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degeri ise, tiiketiciler bir iirlin veya hizmeti tercih ederken en aza indirmeye ¢alistiklar1 maliyet ve fedakarlik kismini

ifade eder.

. I§levler, Nitelikler ve
Ozellikler

* Uygun Performanslar

» Uygun Sonuglar ve

Faydalar

* Duyusal Deger

* Duygusal Deger

» Sosyal — lligkisel
Deger

* Epistemik Deger

Islevsel /
Aragsal
Deger

Deneyimsel
/ Hedonik
Deger

Maliyet /

Fedakarlik
Degeri

Sembolik /
Ifade Degeri

* Benlik ‘tkonomik Maliyet

* Kisisel Anlam * Psikolojik Maliyet
+ Kendini ifade Etme * Kisisel Yatirim

* Sosyal Anlam * Risk

* Kosullu Anlam J

Sekil 1. Deger Tiirleri (Smith & Colgate, 2007)
Yontem

Bu calismanin temel amaci tiiketicilerin neden ti¢lincii dalga kahveyi (ve diikkanlarini) tercih ettiklerini anlamak
ve bunun (ii¢lincii dalga kahve ve diikkanlarimin) tiiketiciler i¢in ne anlama geldigini (atfedilen degerler agisindan)
kesfetmektir. Bu amagla tek tip standart bir soru formu ya da anket kullanilmasi yerine nitel arastirmalarin
saglayacagi esneklik nedeniyle uygulamali bir nitel arastirma tasarimi tercih edilmistir (Miles & Huberman, 2016, s.
10; Patton, 2018, s. 21). Tiiketicilerin neden iigiincii dalga kahveyi (ve diikkanlarini) tercih ettiklerini anlamak ve
bunun (ligiincli dalga kahve ve diikkanlarinin) tiiketiciler i¢in ne anlama geldigini (atfedilen degerler agisindan)

kesfetmek amacini tastyan bu calisma kapsaminda fenomenolojik bir yaklasiminin kullanimu tercih edilmistir’
Calisma Grubu

Bu ¢alismada calisma grubuna dahil edilen goriigmecilerin se¢imi igin (bir amagh 6rnekleme yontemi olan)
kartopu (veya zincir) 6rneklemesi tercih edilmistir. Bu yaklagim aragtirmacinin problemine iliskin olarak zengin bilgi
kaynagi olabilecek birey veya durumlarin saptanmasinda ozellikle etkilidir (Yildinm & Simsek, 2016, s. 122).
Fenomenolojik bir ¢aligmada goriismecilerin ele alinan fenomeni deneyimlemis birden fazla kisiden olugmasi gerekir
(Crestwell, 2007, s. 122). Dolayisiyla ¢alisma grubunun “ligiincii dalga kahve igicisi olan bireylerden” segilmesi

tercih edilmistir. Calismada Polkinghorne tarafindan Onerilen 5-25 kisilik 6rneklem biiyiikliigii temel alinmakla

! Fenomenoloji farkinda oldugumuz ancak derinlemesine ve ayrintili bir anlayisa sahip olmadigimiz olgulari arastirmay1 amaglayan ¢alismalar igin uygun bir
zemin olusturmaktadir (Yildirim & Simsek, 2016, s. 69). Felsefi temelleri Edmund Hussell’a dayanan fenomenolojiye yonelik iki yaklasim iizerinde agirlikli
olarak durulmaktadir. Bunlardan ilki olan yorumsamaci fenomenoloji (hermeneutical phenomenology) yasanmis deneyimlerin yorumlanmasina odaklanmaktadir
(Van Manen, 1990, s. 25). Moustakas’in soyut ya da psikolojik fenomenoloji yaklagiminda ise arastirmacinin yorumlar: yerine katilimcilarin deneyimlerinin
betimlenmesine odaklanilir. Moustakas (1994) ayn1 zamanda Hesserl’in epoche (paranteze alma) kavramimi da kullanir (aktaran Creswell, 2007, s. 60). Bu
kavram arastirmacinin ele alman olguya yonelik kendi deneyimlerini bir kenara koymasi ve katilimeilarin deneyimleri ile birlikte bu olguyla ilk defa karsilastyor
gibi taze bir baslangi¢ yapmasi anlamina gelir. Arastirmanin temel amaci dogrultusunda deneyimlerin yorumlanmasindan ziyade betimlenmesine ihtiyag vardir.
Diger taraftan, arastirmacinin sahaya kendi deneyimlerinden soyutlanmis ve taze bir sekilde gitmesi de arastirmaci — katilimer iliskisine daha olumlu katki
saglayacaktir. Buradan hareketle aragtirmanin tasarimi siirecinde Moustakas’in fenomenolojik bakis agisindan yararlanilmistir.
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birlikte’ doygunluk seviyesine ulasilana kadar gerekirse goriismelere devam edilmesi karar1 alinmistir. Bununla
birlikte 2020 yili i¢inde yasanan COVID-19 pandemisi nedeniyle 14 kisi ile goriigme yapildiktan sonra yeterli

doygunluk seviyesine ulasildig1 diigiiniildiiglinden 25 kisiye ulasilmasi beklenmeden analizler gergeklestirilmistir.
Veri Toplama Yontemi

Goriligmeler (miilakatlar) fenomenolojide kullanilan en temel veri toplama yontemidir (Creswell & Poth, 2007, s.
121; Moustakas, 1994, s. 114). Bu c¢alisma kapsaminda yari-yapilandirilmig goriismeler gerceklestirilmesi tercih
edilmistir. Bu arastirmada kullanilan verilerin toplanabilmesi i¢in gerekli olan etik kurul izin belgesi Anadolu
Universitesi Sosyal ve Beseri Bilimler Bilimsel Arastirma ve Yayimn Etigi Kurulu'nun 27.11.2019 tarih ve 81592

protokol numarali karar belgesi ile alinmigtir.

Moustakas (1994) fenomenolojik goriismeleri katilimer segimi (ki Moustakas katilimcilart goriismelerin es
aragtirmacist —co-researcher- olarak tanimlar) agamasindan baslayip goriisme 6ncesi ve goriisme siireci olmak iizere
ele alir. Caligma kapsaminda gdriigmelerin yiiriitiilmesi siirecinin tasarlanmasinda bu Onerilerden yararlanilmistir.

Siire¢ hem yiiz yiize hem de ¢evrim i¢i goriismelerde® su sekilde yiiriitiilmiistiir;

* Katilimcilarin se¢imi ve goriisme igin davet edilmesi: Gorlismeciler arastirmanin konusu, amact ve
goriismelerin kapsami hakkinda (goriismenin nasil gerceklestirilecegi, ses kaydi alinacagi gibi) bilgilendirilmis ve

gorlisme icin kendilerinden randevu talep edilmistir.

» Gorlisme Oncesi bilgilendirme ve onam formunun alimmasi: Gorlismenin gerceklestirilecegi katilimcilar
goriisme Oncesinde mutlaka arastirma ve goriisme hakkinda yeniden bilgilendirilmis (Etik Kurul izni alindigi,
katilimin tamamen goniilliiliik esasina dayandigi, herhangi bir noktada goriismeden vazgecebilecegi veya daha
sonradan aragtirmadan ¢ikmak isterlerse de verilerin tamamen silinecegi, bilgilerinin gizli tutulacagi, goriismeler

boyunca gergek isimlerinin kullanilmayacagi) ve kendilerinden onam formu alinmustir.

* Goriisme siireci: Moustakas (1994, s. 114) gorlisme ortammin goriismecinin diirlist ve kapsamli cevaplar
vermesini saglamak icin onu rahat ettirecek bir ortam olmasi gerektigini ifade etmektedir. Bu nedenle de
fenomenolojik goriismelerin kisiyi rahatlatmaya yardime1 olacak ve arastirmaciya giivenmesini saglayacak kisa bir
sohbet ile baglamasini dnermektedir. Bu girizgah sonrasinda hazirlanan goériisme kilavuzu yardimi ile goriisme

yliritiilmiistiir. Goriismeler ses kaydina alinmistir.
Veri Toplama Araci: Goriisme Kilavuzu

Gorilisme kilavuzu, goriisme sirasinda sorulacak sorulari veya deginilecek konulari listeler ve miilakat yapilan
herkesle arastirmanin temel noktalarinin konusulmasini saglamak {izere 6nceden hazirlanir (Patton, 2018, s. 343).

Goriisme kilavuzu genel bir ¢erceve saglamakla birlikte arastirmaci ihtiya¢ halinde goriisme sirasinda sorularin

2 Crestwell (2018, s. 126) fenomenolojide 1’den 325’e kadar drneklem biiyiikliigiine sahit oldugunu, bununla birlikte farkl: aragtirmacilarin 3 ila 10 kisilik
goriismeler ile ¢aligmalarini gergeklestirdiklerini aktarmaktadir. Bununla birlikte Polkinghorne (1989; aktaran Crestwell 2007, s. 121) fenomenolojide 5 ila 25
goriisme yapilmasini onermektedir. Nitel bir arastirmada drneklem biiyiikliigiiniin yeterli olup olmadigimni degerlendirmek her zaman kolay bir is degildir. Bu
stirecte Lincoln ve Guba (aktaran Merriam, 2015, s. 79) doygunluk ve askinlik seviyesine ulasincaya kadar segmeyi tavsiye eder; “Amaca yonelik
orneklemede, orneklemin biiyiikligii bilgiler géz 6niinde bulundurularak belirlenir. Eger amag bilgiyi arttirmaksa se¢im 6rneklem birimlerinden yeni higbir
bilgi elde edilmediginde son bulur. Bu nedenle asirilik temel 6lgiittiir”. Bu nedenlerle ¢aligmada Polkinghorne tarafindan nerilen 5-25 kisilik 6rneklem
biiyiikliigli temel alinmustir.

* Veri toplama siirecinde ilk 6 gériisme planlandigi sekilde yiiz yiize gergeklestirilmistir. Ancak gdriismelerin ¢ok azi COVID-19 pandemisi éncesinde
gergeklestirilebilmistir. Bu noktada arastirmacilar siireci degerlendirmis ve yiiz yiize goriisme yapilabilecek ortamin ortaya ¢ikmasimi beklemek yerine
goriismelerin ¢evrim igi olarak gergeklestirilmesine karar vermistir. Dolayisiyla kalan 8 goriisme ¢evrim igi olarak gerceklestirilmistir. Bu gériismelerde de yiiz
yiize gergeklestirilen goriismeler ile ayn1 protokol izlenmistir.
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siralamasini ve climle yapisii degistirebilir. Kilavuzda tiim katilimcilara ayni sekilde yoneltilecek olan sorular ana
sorular olarak numaralandirilmistir. Bu kapsamda kilavuzda 7 temel soru yer almaktadir (Sorular sirasi ile sunlardir;
1. Sizi tamyabilir miyiz? 2. Kahve ile deneyiminiz nasil baslad1? 3. Guinliik kahve rutininizi bize anlatir misiniz? 4.
Kendinizi nasil bir kahve icicisi olarak tammlarsiniz? 5. Ugiincii dalga kahve sizin i¢in ne anlam ifade ediyor? 6.
Ikinci dalga kahve ve kahve diikkanlar1 konusunda ne diisiiniiyorsunuz? 7. ikinci ve iiciincii dalga kahve diikkanlarini
sizin i¢in farkli yapan sey nedir?). Bu ana sorularin altinda ise katilimcilarin verecekleri cevaplara gore agikta kalan
bir husus olup olmadigini kontrol etmek ve soruya dair eksik noktalar kalmissa bu alanlara odaklanmak igin
belirlenmis olan tamamlayici sorular yer almistir. Veriler 26 Kasim 2019 ile 14 Nisan 2020 tarihleri arasinda 4,5

aylik bir siirecte toplanmustir.
Verilerin Analizi

Analizler kapsaminda Miles & Huberman’in (2016, s. 12) etkilesimli modelinden (veri toplama — veri azaltimi —
veri gosterimi — sonuglar) yararlanilmistir. Kodlama ve analiz siireglerinde NVivo Paket Programindan

yararlanilmistir. Analiz i¢in izlenen siire¢ su adimlardan olugmaktadir;

» Baglangi¢ kod listesinin olusturulmasi: Veri analizi siirecine ilk olarak baglangi¢ kod listesinin olusturulmasi
ile baslanmistir. Bu amagcla ilk goriisme iki arastirmaci tarafindan ayri ayri kodlanmis ve ¢ikan kod listeleri

karsilastirilarak ortak bir baslangic kod listesi olusturulmustur.

* Verilerin azaltilmasi amaciyla ilk kodlamanin yapilmasi: Arastirmaci baslangic kod listesini kullanarak
verilerin azaltilmasi amaciyla ilk kodlamay1 gerceklestirmistir. Bu siirecte sonraki gériismelerin kodlanmasi sirasinda

bu listeye eklemeler ve birlestirmeler olmustur.

» Tablolagtirma: Miles ve Huberman’in yaklagimina gore analizde ikinci agama, kodlama ile azaltilan verilerin
tablolar ile gorsellestirilmesi asamasidir. Burada kesfetme ve betimleme amaci tagiyan durumlar arasi gosterimlerden
yararlanilmistir (Miles & Huberman, 2016, s. 172). Bu noktada yapilan kodlamanin 6zetlenmesi i¢in Kismi Sirali

Meta Matrislerden yararlanilmistir.

* Sonuglarin ¢ikartilmasi: Analizin son asamasi ise eldeki kodlar ve Ozet tablo iizerinden sonuclarin
cikartilmasidir. Bu asamada arastirmacilar deger literatiirii {istiinden elde edilen bulgular1 nihai olarak siniflandirmig

ve Ozetlemistir.
Gegerlik ve Giivenirlik

Nitel aragtirmadaki gecerligin 6nemi, tanimi, gegerligi tanimlayan terimler ve gecerligi olusturma siireglerine
iligkin pek ¢ok perspektif ortaya ¢ikmistir. Bu farkli perspektifler i¢inde Lincoln ve Guba’nin kriterleri halen
giliniimiiz nitel raporlarinda oldukea sik kullanilir. Lincoln & Guba (1985) bir ¢alismanin gegerlik ve giivenirligini
tesis etmek icin agagida Tablo 1 iginde gosterilen terimleri kullanmiglardir. Bu 6lgiitler kapsaminda bu ¢aligmada

kullanilan yontemler tablonun son siitununda yer almaktadir.
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Nl:lelll:;ﬁz::r;ll;ga Aciklama Calismada Kullanilan Yontemler
e Derinlik odakl veri toplama: Olguyla daha fazla iliskisi olan
Elde edilen bulgularin ozellik ya da unsurlarin anlasilmast amaciyla derinlikli veri
Inandiricilik dogruluguna giiven. toplama ¢abasinda bulunulmustur. Bu kapsamda siiresi en gok
(credibility) Verilerim gergegi ne 1 saat 6 dakika olan goriismeler gergeklestirilmistir.
kadar yansitryor? e Uzman incelemesi: Elde edilen sonuglarin degerlendirilmesi
amaciyla ikincil bir degerlendirme gercgeklestirilmistir.
Bir olgunun olabildigince detayli olarak agiklanmasi ve
betimlenmesi sayesinde, elde edilen bulgularin baska baglamlara
Transfer edilebilirlik, Elde edilen bulgularn aktarilip aktarllam.ayacagma dair degerlendirme yapilabilir. Bu
e N amagla aragtirmaci,
Aktarilabilirlik baska baglamlara e Baglamla ilgili ayrintili betimsel veri toplamaya gayret etmis
(transferability) uyarlanabilirligi ve
e Arastirma raporunu miimkiin oldugunca ayrmtili olarak
yazmaya c¢aba gostermistir.
Tutarhk, Elde edilen bulgularm | ¢  Uzman incelemesi: Elde edilen sonuglar bir alan uzmani
Giivenilebilirlik tutarl ve tekrar tarafindan degerlendirilmistir.
(Dependability) edilebilir oldugu
Elde edilen bulgularn | ¢  Onay incelemesi: Uzman incelemesi kapsaminda aym
Onaylanabilirlik ) aragtirmact zamatnda elide ?dilen .bulgularm yanliliktan arindirilmis
Confirmability) onyargilarindan olduguna dair degerlendirme de yapilmistir.
( armmis olarak ortaya
konmus oldugu

Bununla birlikte, nitel arastirmalarda giivenilirlik genellikle veri setlerinin birden fazla kodlayicinin
cevaplarindaki kararlilik anlamina gelmektedir (Creswell, 2018, s. 253). Calismada giivenilirligin saglanmasi
amactyla kod semasi kullanilmasina karar verilmistir. Bu siirecte baslangi¢ kod semasinin ortaya ¢ikartilmasinda iki
arastirmaci ilk gdriismeyi ayn ayr1 kodlamis ve yapilan her kodlama iistiinden iki kodlayic1 fikir birligine ulasana
kadar kodlar {izerinde tartisilmis ve kod semasi nihai haline getirilmistir. Daha sonraki goriismelerin
¢cozlimlenmesinde bu kod semasina bazi eklemeler olmug ancak yapilan her yeni ekleme ikinci kodlayici tarafindan
tekrar kontrol edilmistir. Son olarak tiim kodlama ikinci kodlayici tarafindan son kez gézden gegirilmis ve son haline

getirilmistir.
Bulgular ve Yorum

Tablo 2 iginde katilimcilara iligkin demografik bilgiler yer almaktadir. 4 kadin, 10 erkek bireyden olusan ve yas
ortalamasi 28 olan katilimcilarin 5°i lisans, 2’si 6n lisans, 2’si doktora, 2’si yiiksek lisans, 2’si lise ve 1’1 ilkogretim
mezunudur. Katilimeilari 5’1 6grencidir. Kalan 9 kisi ise tam zamanl ¢alisanlardir. Bunlardan 4’ su an veya

gecmiste kahve sektoriinde ¢aligmis kisilerdir.

Tablo 2. Katilimcilara dair demografik bilgiler

Katihmci Yas Cinsiyet Egitim Meslek Gelir
Katihmer 1 40 Erkek Doktora Ogretim 15000 TL
Uyesi

Katilimci 2 18 Kadin Lisans Ogrenci 500 TL

Katilimc 3 31 Erkek On Lisans Is Takipcisi 4000 TL
Katilimci 4 21 Kadin Lisans Ogrenci 1500 TL
Katimc1 5 28 Erkek [kdgretim Barista / Barmen 2600 TL
Katilimci 6 33 Erkek On Lisans Barista 3000 TL
Katihme1 7 28 Kadin Yiiksek Lisans Ogrenci 3000 TL
Katilima 8 31 Erkek Yiiksek Lisans Ogrenci 1500 TL
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Tablo 2. Katilimcilara dair demografik bilgiler (devami)

Katilimc1 9 35 Erkek Lisans Marka Uzmani 5000 TL
Katilime1 10 22 Kadin Lisans Ogrenci 1500 TL
Katilimar 11 27 Erkek Doktora Akademisyen 6000 TL
Katilimci 12 23 Erkek Lise Restoran Sefi 4500 TL
Katilima 13 28 Erkek Lise Garson 3000 TL
Katilima 14 23 Erkek Lisans Barmen 3000 TL

Gergeklestirilen goriismeler oncelikle yazili hale getirilmistir. Sonrasinda bu metinler NVivo paket programi
kullanilarak kodlanmistir. Ik kodlama sirasinda arastirmacilar literatiirden bagimsiz olarak serbest bir kodlama
gerceklestirmiglerdir. Bu kodlarin birlestirilmesiyle, asagida Tablo 3 iginde gosterilen, Alt Tema 2 siitununda yer
alan temalara ulagilmigtir. Daha sonra tablolastirmalar yardimiyla elde edilen temalar daha {ist temalar ¢ercevesinde
siniflandirilmaya c¢ahisilmistir. Alt Tema 1 ve Ana Temalar ikinci tur kodlamalarda ortaya ¢ikmis ve bunlarin
olusturulmasinda Smith ve Colgate (2007)’nin 6ne siirdiigli deger yapisindan yararlanilmistir. Tablo 3 i¢inde bu ana
ve alt temalar ile birlikte NVivo kodlamalarindan 6rneklere ve her bir alt temanin kapsamina dair agiklamalar da yer
almaktadir. Sonraki boliimlerde, ortaya ¢ikartilan alt temalar 3 ana tema altinda (islevsel, deneyimsel ve sembolik

degerler) goriismecilerin ifadelerinden 6rnekler ile birlikte agiklanmaktadir.

Tablo 3. Degerler Cergevesinde Ana ve Alt Temalar

ANA
TEMA

KAPSAM N-VIVO KODU

ALT TEMA 1 ALT TEMA 2

Kavurma, nitelikli kahve, tazelik,
yanmamis olma, kavurma
derecesi, demleme

e Kahvenin taze
kavrulmus ve
ogiitiilmiis olmasi

e Dogru sekilde
demlenmesi

e Tiim siirecin kigiye
ozel
gergeklestirilebilmesi

Kalite

Uriinlerin kisisellestirilmesi

islevsel
(Aragsal)
Deger

islevler,
Nitelikler ve
Ozellikler

Kisisellestirme

Barista ile etkilesim
sayesinde tiiketicinin
iiretim siirecine dahil
olabilmesi

Secenek/Cesitlilik

Farkli demleme
sekilleri sayesinde
farkli segenekler
deneme

Tek kokenli farkl
kahve ¢ekirdeklerini
deneme

Farkl1 yeni tirtinler
deneme

Demleme ¢esitleri, demleme
yontemleri, ¢ekirdek tiird,
kahvenin kokeni, yan iiriinler,
kokteyller

Uygun
Performanslar

Artisan Uretim

Artisan Uretimin
kaliteyi ve tad1
arttirmasi

Artisan tretim

Uygun
Sonuclar ve
Faydalar

Saghk

Ugiincii dalga kahvenin
daha saglikli olmas1

Saglhk
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Tablo 3. Degerler Cergevesinde Ana ve Alt Temalar (devami)
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e Kahvenin verdigi Duyussal deneyim, Tat,
lezzetler lezzet, i¢im kolayligi, koku,
Tat/lezzet e  Kahvenin sertligi ve yumusak i?ima act ve eksi
yogunlugu tatlar, asitli olmama,
Duyusal Deger e  Kahvenin kokusu ggygé:ﬁ:zﬁl;;;kwam,
e  Sade bir ortam Ambiyans, atmosfer, sunum,
Atmosfer e  Bir hikayesinin/ruhunun | tasarim, diikkkanin hikayesi
Deneyimsel olmas
(Hedonik) . Tas:.arlr.r'l ve sunum _ .
Deger e Ugiincii dalga kahve Derplerpemn }zle.nmeSI,
Duygusal diikkanlarinda kahve barista ile etkilesim
Deger Zevk/Keyif icmenin keyfi
e Barista ile etkilesim ve
sohbetin keyif vermesi
e  Sicak bir ortam Yeni yer arayisi, sicak bir
Sosyal — . e Topluluga dahil olma ortam, butil.< ollma, salag-rahat
fligkisel Deger Uciincii Yer ortam, silmlml.onam, o
Topluluga dahil olma, miisteri
profili
e  Damak tadinin geligsmesi | Tat, bilgi, uzmanlagma,
e  Farkli ¢ekirdekleri ve uzman tiiketici, bilgi, barista
Benligi Genisletme aromalari fark edebilme | ile etkilesim
. Benlik e  Segicilik
S?ﬁ.l;)c;)el;k e  Uzman tiikketici olma
5 . .. | e Homojenlikten kagis Homojenlik, tek tiplik, seri
Deger Farkh Olma Istegi e Tek tip olmama Giretim
e  Prestij saglama Prestij, Kendini
Sosyal Anlam Prestij e Kendini konumlandirma | konumlandirma, karsi tarafi
o  Kars tarafi etkileme ctkileme

Islevsel (Aragsal) Deger

Islevsel deger (functional value), Sheth, Newman & Gross (1991) tarafindan iiriin &zelliklerine odakli ve
islevsel/fonksiyonel anlamda fayda saglayan degerler olarak tanimlanmistir. Yapilan c¢aligmalar tiiketicilerin bir
irliinii ya da hizmeti tercih etmesinde fonksiyonel degerin 6nemli bir rolii oldugunu gostermektedir. Bu ¢alismada da
gorlismecilerimizin dile getirdigi pek ¢ok konu ii¢iincii dalga kahve ve kahve diikkanlarinin fonksiyonel degerini
ortaya koymaktadir. Yapilan kodlama sonrasinda elde edilen temalar “islevsel deger” kapsaminda 3 alt tema i¢inde

siniflandirilmustir; i) Islevler, nitelikler ve dzellikler; ii) Uygun performanslar, iii) Uygun sonugclar ve faydalar.
Islevler, Nitelikler ve Ozellikler

Kodlamalar sonucu elde edilen “Kalite, kisisellestirme ve secenek/cesitlilik” temalar1 “Islevler, nitelikler ve

ozellikler” baglig altinda ele alinmistir. Asagida bu baglik i¢inde yer alan alt temalar agiklanmaktadir.
Alt Tema: Kalite

Kalite, miisterilerin tercihlerini etkileyen baglica faktorlerden biridir. Kahve tiiketicileri de kahvenin kalite
Ozelliklerinden yola ¢ikarak zihinlerinde islevsel bir deger olustururlar. Nitelikli bir kahve tiiketmek veya tiiketilen
kahvenin damak tatlarina uygun olmasi tiiketicilerin tercihlerini sekillendirmektedir. Iyi kahve hakkindaki
beklentilerin belirsiz olmasindan dolay1 iyi kahve sadece tat giizelligini degil, giivenilirlik, tek kdkenli olma veya

organik olma gibi durumlar1 da kapsamaktadir (Liu, 2016), Ornegin kahvenin kavrulmasi, taze kavrulmus kahvenin
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sunumu ve paketli olarak satilmasi 6nemli detaylar1 olusturmaktadir. Bu detaylar da tiiketiciler i¢in 6nemlidir.

Asagida katilimcilarmn kaliteye dair deger algilarina iliskin alintilara yer verilmistir:

Katilimei 2- Markadan daha ¢ok iste bu gittigimiz kahveler, kafeler kendi ¢ekirdegini kavurdugu icin orada sana

en taze sekilde sunabiliyor.

Katihmct 5- Taze demleme diyebiliriz, keyif kahvesi diyebiliriz. Neden? Simdi bir espresso makinesinden elde
ettiginiz kahveyi, 30 elde ettiginiz kahveyi 35. Saniyede bitirebilirsiniz ama siz tigiincii dalgada kahveyi 35. saniyede
daha demlemeye basliyorsunuz. Kahveyi demlerken aldiginiz keyif ayri, izlerken aldiginiz keyif ayri, o ilk
yudumunuzu aldigimiz zaman o tat bambaska bir sey yani. Uciincii dalga bence hem keyif isi hem de eger ki bu igi
yapiyorsaniz yaptiginiz isle ask yasiyor olmaniz lazim. Neden? Uciincii dalgada ¢iinkii manuel demleme teknigi hazir

bir kahve degil. Kahveyi taze ogiitiiyorsunuz, taze demliyorsunuz, taze sunum yapiyorsunuz vs yani.

Katilmcr 14- Taze olmasi. Yani yeni ogiitiilmiis bir kahveyi alip hemen demledigim zaman sifir tamamiyla yani

burada benim 6giitiilmiis kahve alabildigim yerler var.

Ucgiincii dalgada vurgu yapilan kahve kalitesinin kaliteli ¢ekirdekler ve demleme ydntemleri ile
saglaniyor olusu, li¢iincii dalga kahvenin 6n plana ¢ikan 6zelligidir. Zaten ii¢iincii dalga kaliteli bir kahve

sunmak temel amaclardan birisidir.

Alt tema: Kisisellestirme

Uriinlerin kisisellestirilmesi, salt tiiketici tercihleri dogrultusunda yorumlanabilmesi, tiiketicileri hem &zel
hissettirip hem de fayda saglamaktadir. Saglanan bu fayda tiiketicilerin tercihlerini sekillendirebilmektedir. Kahve,
butik olmayan isletmelerde tiiketildiginde, standart ve homojen bir {iriin haline gelmis durumdadir. Ugiincii dalga
kahve diikkanlari ise, butik olmalar1 dolayistyla iiriinlerini miisterilerinin isteklerine gore sekillendirebilmektedir. Bu
asamadaki en 6nemli etken de miisterilerin barista ile dogrudan etkilesime gegebilmeleridir. Ugiincii dalga kahve
diikkanlarinda kahve tiretimi servis asamasina gelene kadar tamamen tiiketici tercihlerine gore sekillendirilmekte, bir
baska deyisle kisisellestirilmektedir (Ince, 2018). Katilimcilarimzin da bu durumu destekleyen goriisleri

bulunmaktadir. Ornegin:

Katilmct 6- Kigiye ozel hale gelmeye basladi. Biraz o konuda sey... hani kahve demlenir, demlenirken iigiincii
nesilde (dalgada) miisteri olarak da miidahale etme sansiniz var aslinda. Mesela bir chemex istediniz Kolombiya
cekirdek istediniz, ictiniz. Size bir barista demlemesini yapti, getirdi. Ayni ¢ekirdegi biraz daha hafif istiyorum
derseniz iste su miktarini biraz arttirarak size uygun hale getirebilir aymi ¢ekirdegi. Ben bunu begenmedim dediginiz
zaman o sey yapabilir. Sana baska bir ¢ekirdek getirebilir ama bunu biraz daha hafif alabilirim, damak zevkime

uydu, biraz hafiflestirebilir miyiz veya sertlestirebilir miyiz dediginiz zaman bunu barista yapabilir.

Kahvenin hazirlik asamasina miisterinin siirece dahil olarak sunulan {irliniin kisisellestirilmesi ti¢lincii dalga kahve

diikkanlarinda olagan bir durumdur ve bu tiiketicilerin algiladiklar1 6nemli degerlerden birisidir.
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Alt Tema: Secenek / Cesitlilik

Mekanlarda sunulan triinlerin ¢esitliligi tiiketicilerin goziinde bir deger olusturmakta ve bu sayede kendilerine en
uygun tadi kesfedebilmektedirler. Bir kahve diikkdn tercih edilmeden 6nce degerlendirilen noktalardan biri kahve
konusunda sundugu cesitliliktir (Putranto ve Hudrasyah, 2017). Bu c¢esitlilik de kahve kokeni ve kullanilan

cekirdeklere baglidir. Katilimcilarimiz bu durumu soyle ifade etmislerdir:

Katilimc 5- Farkly kahveler deneyin. Her kahve her ekipmanda ayni sonucu vermez. Ayni tadi, ayni karakteristik
yapwyi vermez. Farkli kahveler deneyin. Mesela yumusak icimli Etiyopya Yirgacheffe ile Sumatrayr birbirine
karistirip V60 'ta demleyebilirsiniz. Bunlar daha farkly aromalar daha farkl tatlar verir. Bu sefer hani kendi damak

tadiniza uygun kahveyi segebilirsiniz.

Katilimer 6- ...digiincii nesilde ayni ¢ekirdegi binlerce varyasyonla i¢me sansin var yani bin kisiye ayri ayrt ayni

cekirdekten bin tane farkli kahve ¢ikartabilirsin.

Katilimcr 2- Mesela mekdni, canim bir sey ¢ektiginde ya iste kahve kokteyller de su an iigiincii nesillerde bence
artmaya basladi. Oralara gittigimde mesela Ke¢i Gegti’de de orada Mazarak diye limon, tonik ve kahve karisimi bir

sey iciyorum. O benim ilgimi ¢ok ¢ekiyor.

Uciincii dalga kahve diikkanlarmin kahve iizerine odaklanmis olmasi yaninda yeni tatlar veya kokteyller

ile de tiiketicilerine 6nemli bir deger saglamaktadir.

Uygun performanslar

Ucgiincii dalgada én planda olan artisan {iretim bir nevi performans kalitesi olarak degerlendirilmis ve islevsel

degerler altinda yer alan uygun performanslar (performans kalitesi, giivenilirlik) bagligi altinda ele alinmastir.
Alt Tema: Artisan Uretim

Ucgiincii dalga kahve ile birlikte gelen manuel demleme ve kahve isinin bir zanaata doniistiiriilmesi tiiketicilerin
kahve iizerine ek olarak bir islevsel deger atfetmelerine neden olmustur. Uciincii dalgada tiiketicilerin siradan bir
kahveye belirli bir miktar 6demek yerine daha fazla {icret 6deyip daha 6zel kahve icmeye istekli olduklar
goriilmektedir (D’Costa, 2011). Artisan liretim iiriiniin performansini arttirmakta, dolayisiyla da {iriiniin daha yiiksek
bir performans degerine sahip olmasina neden olmaktadir. Katilimcilarimiz bu konudaki goriiglerini su sekilde ifade

etmislerdir:

Katilmct 6- ... Baristanin kullandigi suya bagh olarak degisir, baristanin kendi stili olarak degisir. Ben kendi
stilimi olusturdugumu diisiiniiyorum. Hani iiciincii nesil demlemelerde kahve, dakika, gramaji olmak zorunda. Iste
ben 1’e 12 oraninda su ve kahve kullaniyyorsam bagka bir barista 1’e 8 kullanir daha acimsi sey yapar veya 1’e 16
kullanwr daha hafif yumugsak icimli sey yapar ama ben optimumu buldugumu diigiiniiyorum en azindan kendi adima

boyle.

Katilimer 11- Soyle ya hep sunu soyliiyorum ... nicelik artinca nitelik azaliyor diye. Mesela Starbucks ta ¢alisan
birisi olarak ¢ok onceden iste su an ben calismayt bitireli 5 sene oldu neredeyse birakali, o zamanki kahve ile su anki
kahve arasinda da lezzet farki var ama bunun da sebebi su, artik benim zamanimdaki magaza sayisinin 4 katina falan

ulasti Tiirkiye 'de Starbuckstaki kahveciler. O yiizden miisteri sayist da misafir sayist da ¢ok arttigi icin artik aym
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lezzeti veremiyorlar, kahveleri biraz fazla kavurduklar: icin. Ugiincii neslin béyle bir avantaji var. Kendisi ¢ok biiyiik

kitlelere hitap etmedigi icin daha lezzetli veya daha farkli kahveler bulabiliyorlar bu énemli bir detay.

Uygun sonuclar ve faydalar

Goriismelerde az sayida da olsa ortaya ¢ikan alt temalardan birisi olan saglik ise islevsel degerler altinda ele alinan

“uygun sonuglar ve faydalar” degeri kapsaminda degerlendirilmistir.
Alt Tema: Saghk

Tiiketiciler saglik konusunu kisisel olarak degerlendirdikten sonra kahve tiiketmeye veya tiiketmemeye karar
verirler. Saglik konusunda en ¢ok bahsedilen konu kahvenin kafein igermesidir. Saglikli goriiliip goriilmemesi ise
tercih nedenidir. Kafein ile kahve tiiketimi ayrilmaz bir sekilde baglhdir ve kahvenin lezzetinin takdir edilmesinde,
kahve igmek i¢in motivasyon saglama konusunda 6nemli bir rol oynamaktadir (Kenney, 2013). Katilimcilarimizdan

bir tanesinin {igiincii dalga kahvenin saglikli olmasindan dolay1 tercih ediligine dair goriisii soyledir:

Katilimer 9- Uciincii nesil kahve bence ¢ok daha saghkli... Kahvenin kendisini ifade ediyor ashnda. Yani siitlii
aromalar disindaki seyleri ifade ediyor benim icin ve saglikli buluyorum. Ciinkii hani sey yok; seker yok, beyazlatic
yok.

Deneyimsel (Hedonik) Deger

Smith & Colgate (2007)’ye gore deneyimsel ya da hedonik deger (Experiential- hedonic value) s6z konusu iiriiniin
miisteriye uygun deneyimleri, duygular1 ve hisleri ne sekilde ve ne 6lgiide olusturdugu ile agiklanabilir. Yapilan
kodlamalar sonrasinda elde edilen alt temalarimizin deneyimsel deger cercevesinde “duyusal, duygusal ve sosyal”

olmak iizere ii¢ alt deger i¢inde ele alinabilecegi goriilmiistiir. Asagida bu degerler agiklanmaktadir.
Duyusal Deger

Isminden de anlasilacagi iizere duyularimiza bagl olarak elde ettigimiz degerler bu kapsamda yer almaktadir. Her
ne kadar bu degerler islevsel olarak da adlandirilabilecek olsa da ele alinan konu baglami ve katilimcilarimizin

ifadeleri tat/lezzet ve ambiyansa iliskin algilarinin kisilere duyusal bir deger sagladigi sonucuna ulagilmustir.
Alt Tema: Tat / Lezzet

Tat / lezzet tiiketicilerin duyusal olarak atfettikleri deger icin 6nemli bir bagliktir. Cilinkii tiiketicilerin bir igecegi
lezzeti igin tercih etmeleri beklenen bir sebeptir. Bu durum kahvenin kokusu veya sertligi gibi degiskenlerden de

etkilenir. Katilimcilarimiz bu konuyu su sekilde ifade etmislerdir:

Katilimet 2- ... Ikincisi ictigimde bogazimi yakmayacak. Cok asitliyse bu sey Starbucks kahveleri gibi ¢cok hazir

kahvelerde oluyor. Hani boyle ictigim ve yudumladigimda damagimda boyle bir tat birakmasint bekliyorum sanirim.

Katilmcer 9- Biraz daha hani nasil derler peynir gibi boyle bogazimda bir etki birakmasint istiyorum. Aroma

artyorum, koku da aryyorum. Yani boyle peynir gibi aromatik kahveleri seviyorum, daha sert bir tik daha sert boyle.

Katilimer 10- Yani bilmiyorum bu degisiyor hani ben yogun kahveler seviyorum biraz daha sekerden ziyade kahve

tadini alabildigim kahve cegsitlerini seviyorum.
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Katilimcilar agisindan alinan tat kadar kokunun da elde ettikleri duyusal deger acisindan biiyiik bir 6nemi oldugu

gorilmistiir:

Katilmcer 2- O kahvenin ¢ekirdegini falan bilmiyorsam genelde kahvenin altindaki aromayr ararim béyle koku
aldiginda once yanik kokusu gelmeyecek hicbir sekilde. Ciinkii kavurdugunda bile yine yanik kokusu gelmiyor.
Nescafe gibi o yapay kahvelerde yanik kokusu geliyor.

Katilime 3- Yani kahvenin orijinal kokusunun disinda herhangi bir kokusunu almak istemiyorum yani.

Yukarida da deginildigi iizere kahveden beklentiler tiiketiciler arasinda farklilik gostermektedir. Bu agidan lezzet
konusunda da beklentilerin farkli oldugu goriilmektedir. Tiiketicilerin damak tatlarina en uygun kahveyi {igiincii

dalga kahvelerde bulmalar1 da tercihlerini etkileyen 6nemli bir deger olarak karsimiza ¢ikmaktadir.
Alt Tema: Atmosfer

Kisiler tercih ettikleri mekanin baz1 6zelliklerine gore mekani degerlendirip, gidip gitmeme veya sik tercih etme
konusunda se¢im yaparlar. Bunu yaparken de deneyimsel deger temalarindan biri olan ambiyansin yaninda mekénda
yasanan sosyal deneyimler, mekanin tasarimi ve iriinlerin sunumu da tiiketicilerin kararlarinda etkin rol oynar.
Atmosferin kahve/kahvehane tercihi sirasinda 6nemli bir etken oldugu goriilmektedir (Putranto ve Hudrasyah, 2017).

Katilimcilarin bu konuya iliskin goriislerinden bazilar1 soyledir:

Katilimci 4- Genelde gelen kisilerin cogu meniide farkli seyler olsa da kahve i¢mek icin gelirler yani farkl bir sey
deneyimlemek icin ve diger kafe ortamlarina gére daha salas daha rahat bir ortamlar: olur genelde. Oyle satafata

falan gerek duymazlar, herhangi bir masa, sandalye yeterlidir.

Katilimcr 10- Bu tigtincii nesil kahve diikkanlar: daha salas daha daginik olduklar i¢in daha hos buluyorum diger

zincirlere gore.

Katilimct 4- Sunuma gelince de ... sey boyle kalin kahve fincanlari ama biiyiik fincanlarda, mavi rengi vardi hig
unutmam ¢ok giizeldi bence ve kalin fincandi boyle sevdigim fincanlardand: kupa tarzi degil de daha béyle kalin

fincan. Fincamn altinda tabagi vardi. Hos bir sunumdu.

Ucgiincii dalga kahve diikkanlarinin iiriin bazinda kahve odakli olmasi ve bu kahve diikkanlarini tercih eden
tiiketicilerin de kahve konusunda 6zenli olmalar ile ortak bir paydada bulugmalari, s6z konusu kahve diikkanlarinin
atmosferini de olumlu yonde etkilemektedir. Ayni zamanda {igiincii dalga kahve diikkanlarinda kahvenin sunumunun
onceki dalgalarda oldugu gibi karton ve tek tip bardakta yapilmamasi tiiketiciler i¢in hos bir durum olarak

yorumlanmig ve daha estetik bulunmustur.
Duygusal Deger

Duygusal deger iirtinler dogrultusunda tiiketicilerde ortaya ¢ikan duygular ifade eder (Sheth, Newman & Gross,

1991). Uriiniin tiikketiminden alian zevk/keyif bu deger altinda ele alinmistir.
Alt Tema: Zevk / Keyif

Insanlar herhangi bir iiriinii tiiketirken o iiriine kars1 olumlu veya olumsuz duygu besleyebilirler. Beslenen bu

duygular ise iiriiniin tekrar tiiketilip tiiketilmeme kararinda etkili olur. Ugiincii dalga kahve diikkanlarinda, kahve
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onemli goriiliir ancak daha da 6nemli olan sey kahvenin tiiketen kisiye nasil hissettirdigidir (Williamson, 2017).
Burada ifade edilmek istenen kahvenin lezzet ya da kokusunun kisiye sagladigi tatmin duygusunun Gtesinde, tiim bu
stirecin i¢inde bulunulan ortam da dahil olmak iizere, tiiketicide yarattig1 zevk ya da keyif gibi duygularla alakalidir.

Katilimcilarimiz bu durumu sdyle ifade etmistir:

Katilimer 14- ... Zevk igicisiyim ben yani zevk alirim. Kahve demek zevk demek...

Katilimer 2- ...iste iigiincii nesil kahvelerin orada barista ile konusmanin ¢ok ayri bir zevk oldugunu ya da

yapilisini gormenin...

Katilimet 8- ...baristayla sohbet etme ortamindan tutun da eger ilginiz varsa ve karsinizdaki isletme sahibi veya
calisanlart da paylasmayt ve bu konu tizerinde konusmayi seviyorsa, hani onlarin da bir hobisiyse ¢ok daha eglenceli

zaman gec¢irebilirsiniz. Kahve tizerine, kahve kiiltiirii iizerine, kahve teknikleri iizerine konusabilirsiniz...

Barista ile etkilesimin {i¢iincli dalgada daha fazla artmis olmasi da tiiketicilere deger yaratan bir unsur olarak

ortaya ¢ikmaktadir.
Sosyal — Iliskisel deger

Bu deger, iiriin ve hizmetleri tiiketmenin kisilere sagladig1 sosyal degeri ifade eder (Hiekkanen, 2017; Sheth,
Newman & Gross, 1991). Calisma kapsaminda ortaya c¢ikan Ugiincii Yer temasinm bu kapsamda ele alinabilecegi

gOrilmustiir.
Alt Tema: Ugiincii Yer

Ucgiincii yer kavrami kahve diikkanlar1 kapsaminda ¢okca sdzii edilen tanimlamalardan birisidir. Ugiincii yer
olarak goriilen kahve diikkanlar1 ve kafeler belirli 6zellikleri ile tiiketicilerin ilgilerini gekebilmektedir. Ornegin sicak
bir ortam sunmasi, topluluga dahil olma hissi vermesi, tasarimi gibi unsurlarin daha samimi bulunmas tiiketiciler
tarafindan 6nemsenmektedir. Kahve diikkanlar1 insanlarin kendilerini iyi hissetmeleri i¢in ses, sosyal etkilesim ve
koku gibi unsurlart bir araya getiren, 6zenle olusturulmus ortamlar olarak tanimlanmaktadir (Verma, 2013).

Katilimcilarimizdan bazilarinin bu konuya dair ifadeleri asagidaki gibidir:

Katilimer 11- ... kendine has sicak bir ortami var boyle yerlerin. Zaten sattiklar: sey de biraz daha samimiyet,

farklilik boyle bir daha bir kafe ortami var onlarda o var.

Katilimer 2- Ya bunu ¢ok ¢ok séyledim ama oradaki insanlarla arkadas oluyor olmak da bir seyi degistiriyor iste.
Bu Kegi Gegti’den Kamil’i tantyorum, oradaki ¢alisan baristalar: tanyyorum. E gidip zaten onlarla sohbet ettigimde
arkadasumin yanina oturmus gibi oluyorum. Gitmek igin bir ¢evreye ihtiyacim olmuyor, orasi benim ¢evrem oluyor.

Dolayisiyla daha sik gidiliyor iste orasi tutuluyor vs.

Sosyallesmeye ortam sagladigi ve topluluga dahil olma imkani vermesiyle 6nem kazanan iiglincii dalga kahve
diikkkanlarinin bu 6zelligi, bu mekanlarin ev ve is yeri ya da okuldan sonra gidilebilecek 3. bir yer olarak
tanimlanmasina sebep olmaktadir. Bu aginalik ve aidiyet de tiiketicilerin iiglinci dalga kahvehaneleri

benimsemesinde ya da tercih etmesinde etkili olmaktadir.
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Sembolik (Ifade) Deger

Sembolik deger (symbolic-expressive value), Smith ve Colgate (2007) tarafindan miisterilerin bir iiriine psikolojik
acidan ne ol¢iide deger atfettikleri ve iliskilendirdikleri olarak tanimlanir. Bazi kosullarda yiyecek ve igecek tiikketimi
dahi iglevsel amacinin disinda anlamlar tasiyabilir (Ratcliffe, Baxter & Martin, 2019). Kisiler veya gruplar bu nesneye
sembolik bir anlam yiikleyebilirler. Sembolik deger yaratmak diger degerleri yaratmaktan daha zor olarak kabul
edilse de daha siirdiiriilebilir rekabet avantaji saglamas1 bakimindan avantajlidir. Bu ¢alisma kapsaminda ortaya ¢ikan

alt temalarin sembolik deger altinda 2 baslikta ele alinabilecegi goriilmiistiir: Benlik ve sosyal anlam.
Benlik

Bazi iiriinler tliketiciler onlara sahip olduklarinda veya bir baskasina verebildiklerinde kendilerini iyi
hissetmelerine araci olur. Ornegin; bir kisiye elmas vermek veya liiks bir arabaya sahip olmak sembolik olarak anlam
yliklenen olaylardandir (Smith & Colgate 2007). Bir fincan kahve kiginin kim oldugu, toplumun hangi katmanina ait
oldugu, zevklerini veya nasil davranmalar1 gerektigini yansitabilir (Verma, 2013). Bu gibi durumlar ise tiiketicilerin
bir tiiketim karar1 vermesinde etkili olur. Bu kapsamda iigiincii dalga kahve ve kahve diikkanlar tiiketicinin benligini

genisletmesi ve farkli olma ¢abalar1 agisindan deger saglamaktadir.
Alt Tema: Benligi Genisletme

Tiiketiciler tercih ettikleri {irtinlerle benliklerini genisletebilirler. Bu durum da tiiketim karar1 almasini saglayan
nedenlere doniisebilir. Uciincii dalga kahve ve kahve diikkanlar1 benligi genisletmenin 6nemli araglarmdan birisi
durumuna gelmigtir. Williamson (2017) calismasinda {igiincii dalga kahve diikkanlarinin tiiketicileri kahve
cekirdekleri ve kaliteli kahve konusunda bilgilendirmek amacinda olduguna deginmistir. Katilimeilar ile yapilan
goriismelerde Gzellikle kahve cekirdekleri ve demleme yontemleri agisindan katilimcilarin yogun bilgiye sahip

oldugu goriilmektedir;

Katihmcr 4- Onun disinda kahve tadi olarak eger gergekten bir kahve seven insansamiz zaten bunu

algilayabiliyorsun. Yani damak tadinin hemen o farkini hissedebiliyorsun. Béyle yani...

Katilimct 7- Sey mesela Kolombiya ¢ekirdeklerini ¢ok seviyorum. Kolombiya ¢ekirdeklerini hani béyle 82 derece
bunun i¢cin termometre aldim, suyun sicakligini ayarlamak icin. 82 derecede demleyip daha sonra boyle bir 3 dakika
demlenme siiresi verdikten sonra icerseniz ¢ok giizel oluyor. Tadi act da gelmiyor yanmamig da oluyor ¢ekirdekler o

zaman ¢ok iyi oluyor ama bu mesela daha béyle act...

Katihmcer 13- Kahvede filtre kahve iciyorsam makinenin demlenme siiresi onemlidir veya normalde bazi
perakende satislarda degil de genellikle toplu olan yerlerde sey oluyor siiresi ge¢mis kahve oluyor biiyiik makinalarla
yaptiklarinda falan. Ona 6zellikle dikkat ederim. Onun disinda da sert sevdigim icin biraz daha mesela ‘french

press ’le yapryorsam normal él¢eklendirmenin daha fazlasin kullanirim.

Kahve konusunda giderek daha fazla bilinglenen ve kendilerini gelistiren tiiketiciler edindikleri bilgileri sadece
kahve diikkanlarinda siparis verirken degil, ayn1 zamanda evlerinde veya isyerlerinde kendileri kahve yaparken de
kullanmaktadirlar. Bu sekilde kendilerini gelistiren kisileri ise “‘uzman tiiketiciler’ olarak adlandirmiglardir (Quintao,
Brito & Belk, 2017). Literatiirde ¢ok sik olarak dile getirilen uzman tiiketicilere doniisme istegi goriismelerimiz

kapsaminda da one ¢ikan temalardan birisi olmustur. Bu uzmanlik tiiketicilerin benligini genisletmeleri acisindan
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one ¢ikan bir faktor olarak goriilmektedir. Bunun yamni sira tiglincii dalga kahve diikkanlariin bu uzman tiiketici olma
konumlarii destekler nitelikte 6zellikleri de tiiketiciler agisindan bir deger saglamaktadir. Ozellikle de bu konular
lizerine konusabildikleri ve daha fazla uzmanlagsmalarina yardimci olan barigtalar da siiregte 6nemli bir deger

saglamaktadir;

Katihmcr 13- Sordugumda hani ¢ekirdegin ne oldugunu bilmiyor ¢ogu ikinci nesil ve iste daha onceki kahve
grubu. Yani suradan geliyor, su marka en azindan markasim soyleyebiliyorlar ama iiciincii nesle gittigimde
cekirdeklerin hakkinda bilgi alabiliyorum, kavurma yontemleri hakkinda bilgi alabiliyorum ve hani bildiginiz kahve

lizerine sohbet edebiliyoruz.

Katilimer 5- Su an ¢alistigim yerde mesela hani ben siirekli tamam alkole bakiyorum ama bazi miisterilerim var
ben kahvemi senin elinden icecegim diyor. O zaman da ben alkolii birakiyyorum, kahve yapiyorum. Sadece sirf benim
ben isi biraktigimda bile mesela, kendimi 6vmek icin degil tabii ki ama isin derinine indigim icin, ben arastirtyorum
egitim alyyorum, egitimlere gidiyorum. Onlardan dolayr mesela insanlar sey mesela ozellikle benim elimden kahve
icmek isteyenler oluyor. Kafede kendimi daha ¢ok gelistirdim. Sonra su an ki ¢alistigim isyeri daha énceden kafeydi,
bunu soylemistim. Oradan ayrildim, Kahve Duragi’na gectim. Kahve Duragi’'nda kendimi biraz daha gelistirdim.
Daha ¢ok yogunlastim. Neden? Sadece kahve yapryordum. Latte, mocha, iste spesiyal kahveler iistiine diistiim.

Alt Tema: Farklh Olma istegi

Tiiketiciler baz1 durumlarda tercihlerini degistirebilirler. Bu durumlardan biri de tek tip olmaktan kacinma
ihtiyacidir. Kisi farkli olam denemeye veya daha yeniye yonelmeye baslayabilir. Ugiincii dalga 6nceki dalgalardan
kahvenin homojen olmamasi bakimindan 6zellikle ayrilmaktadir. Asagida katilimcilarin bu konudaki goriislerinden

alintilar yapilmistir:

Katilimci 2- Yani ikinci nesil aslinda kahvenin tadim oldiirmese iyi yerler ama ¢ok éldiiriiyorlar ve popiiler kiiltiir de
bunu ¢ok destekliyor. O yiizden ben ¢ok tercih etmiyorum. Bir de bilmiyorum bence bir noktada ister istemez ben de
iste kendi kacisim gibi, belki o tarz insanlardan kagisim gibi onlarin gittigi yerlere gitmemeyi tercih ediyorum ister

istemez. Hani kahvenin disinda da iste Pelin Su’nun gittigi yere gitmemeyi tercih ediyorum genelde iste o sekilde.

Katilimc 4- ... Ya tigiincii nesille farki dedigim gibi demleme yontemleri vs olsun daha tecriibeli olduklart icin daha
farkl bir tat veriyor illaki demleme yontemleri, sunumlart farkli herhangi bir ikinci nesil dalga kahvedeki gibi ne

biliyim standart bir kahve fincanmina, kupada veya kartonda gelmiyor. Sik bir fincan takuiminda geliyor.

Katilimer 2- ... Yani Starbucks’a giden kitle daha yalmz geliyor bana. Ben su an bir kahveciye yalniz basima
gittigimde bile yanima oturan kalkan farkli olabiliyor. Orada farkli insanlarla tanisabiliyorum ama Starbucks sanki
boyle ¢ok klise gelecek ama kapitalizmde sen yalniz bir rol oynuyormussun ve oraya gitmissin, alman gerektigi icin

o kahveyi alip bir fotograf atip kalkmissin gibi hissettiriyor.

Ugiincii dalga kahvenin kendini ikinci dalga kahvedeki tek tiplige (homojenlige) kars: konumlandirmasi sonucu
ikinci dalgadan farkli olarak her konuda cesitlilik saglamasi tiiketicilerin ilgisini ¢ekmektedir. Kahvenin farkli

sekillerini tercih edebilmek ve bunun 6zel hissettirmesi 6n plana ¢ikan bir unsurdur.

Sosyal Anlam
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Insanlar i¢in diger insanlarmn onlar1 nasil gordiigii sosyal bir onem tasir. Bazi likks markalar gogunlukla bu
anlamlari i¢in satin alimir. Bu ayn1 zamanda markalarin imajlar1 ve prestijlerinin de satin alma karar1 verilmesinde
etkili oldugunu gosterir (Smith & Colgate, 2007). Caligmamizda tiiketicilerin prestij ya da gosterisi amaglamalari bu

baglik altinda ele alinmisgtir.
Alt Tema: Prestij

Prestij satin alma kararinda etkili olan olgulardan biridir. Kisi prestijli buldugu bir markay1 satin almay1 tercih
edebilir. Bu durum sosyal bir anlam igerir. Marka kahve tiiketen kisilerin cogunlukla egitimli ve yiiksek gelirli kisiler
oldugu belirlenmistir (Asik, 2017). Bu durum tiiketicilerin kahve tiiketimi yoluyla prestij saglayabilecekleri
diisiincesine neden olmustur. Ozel kahve tiiketmenin prestij sagladig1 diisiincesi {i¢iincii dalga kahve ile birlikte daha
fazla 6n plana ¢cikmistir. Tiiketiciler 6zel ve gorece yliksek fiyath kahve tiiketmenin kendilerine prestij sagladigini

diisiinmiiglerdir:

Katibmer 1- ... Tiirkiye'de bence yeme i¢me alaminda herkes daha dogal oldugunu diisiindiigii, daha lezzetli
oldugunu diisiindiigii, daha tirnak icerisinde organik oldugunu diisiindiigii birtakim seyleri ozellikle sosyo-ekonomik
statiisti yiiksek toplumsal kesimler icin bunu soyleyebilecegimiz bir sey kahvede de yansimasi bunun, disarida

ozellikle kahve i¢me soz konusu oldugunda ticiincii dalgact kahveci tigiincii dalga kahvecilerde karsilik bulan bir

sey...

Katilmct 4- Meniide siit segenegi yoktu. Demleme sekilleri var. Demleme sekillerine gore istedigimiz kahve
cekirdegi ile demleme imkdni sunuyor. Yani kahve tiryakileri icin bir tik farkl bir boyut oluyor. Onlar i¢in daha ozel

kahve oluyor. Boyle...

Bir fincan kahve kisinin kim oldugunu, toplumun hangi katmanina ait oldugunu, zevklerini veya nasil
davranmalar1 gerektigini yansitabilir (Verma, 2013). Dolayisiyla bir iiriinii tilketmek ya da onu belirli bir yerde
tiikketmek, tiiketicinin bir sekilde kendini ifade etmesine arac1 olmaktadir (Smith & Colgate, 2007). Ugiincii dalga
kahve bir uzmanlik olarak goriildiigli icin kisilerin kendilerini konumlandirmalarinda veya kars1 tarafi
etkilenmelerinde araci olur. Ozel kahve tiiketiminin sdzsiiz bir sekilde kimlik eylemini gerceklestirmenin bir yolu
olarak da goriilmektedir (Shaker Ardekani & Rath, 2020). Asagida katilimcilarin bu konudaki alintilarina yer

verilmistir:

Katilimct 1- Mesela benim bir ogrencim ¢alistyormus ben derste anlatirken hocam 70 liraya bir kahve var biliyor
musunuz dedi ki gegen seneki rakam bu ya ozellikle de béyle bir yeniyetme miiteahhit kilikli tipler ¢ok takiliyyormusg
oraya. Iste masaya dikkatleri cekmek icin, iste ne bileyim kizlarin dikkatini ¢cekmek icin bunu soyliiyorlarmis béyle
borulardan tiiplerden sanki boyle bir kimya deneyi gibi iste dumanlar sunlar bunlar ¢ikip...

Katilimcr 1- Yani evet muhtemelen hani ben su an evli olmasam iste daha geng olsam, daha geng olsam (giiltiyor)
ne bileyim hani bazen karsi cinsi etkilemek i¢in de bu bilginin kendisi cok kullanisli oluyor olabilir. Kahveciye gitmek,

orada zaman gegirmek digerine kendisini kanitlamanin bir ya da o mekdni tiiketmenin kendisi de bir sey olabilir.

Ugiincii dalga kahvenin homojenlesmis kurumsal kahve diikkanlarinda sunulan kahveye gére daha ozel
gorililmesi, insanlarin tiglincli dalga kahve tiiketerek kendilerini karsi tarafa sozsiiz bir sekilde ifade etme yoluna

gitmelerine neden olmaktadir.
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Sonug, Tartisma ve Oneriler

Yiizyillardir bir igecek olarak tiiketilen ve Tiirk kiiltiiriinde de genis bir yeri olan kahve, daha 6nce sosyoloji,
gastronomi ve tiiketim alanlarinda siklikla ¢aligilmig bir konudur. Ancak kahvenin her gegen giin kendini yenilemesi,
yeni teknikler, yeni tarzlar sunmasi ile birlikte gelisen kahve sektorii, yeni galigmalara konu olabilecek alanlar
yaratmaktadir. Bu ¢alismada amag; tiiketicilerin neden tiglincii dalga kahveyi (ve diikkanlarini) tercih ettiklerini
anlamak ve bunun (liclincii dalga kahve ve diikkkanlarinin) tiiketiciler i¢in ne anlama geldigini (atfedilen degerler
acisindan) kesfetmektir. Bu dogrultuda daha detayli sonuglar elde edebilmek adina fenomenolojik bir yaklagimla bu
aragtirma gergeklestirilmistir. Calisma kapsaminda 14 kisi ile yar1 yapilandirilmig goriismeler yapilmistir. Elde edilen

veriler analiz edilmis ve arastirma sorularina cevap aranmistir.

Bu caligmadan elde edilen bulgular dogrultusunda tiiketicilerin iiglincii dalga kahve ve kahve diikkanlarina
atfettikleri degerler 3 ana tema altinda toplanmistir. Bunlar; islevsel/aragsal degerler, deneyimsel/hedonik degerler
ve sembolik/ifade degerleridir. Bu deger siniflandirmalar incelendiginde islevsel ve aragsal degerler kapsaminda
ortaya ¢ikan alt temalarin literatiirde de sik¢a sozii edilen degerler oldugu goriilmektedir. Bunlardan en ¢ok 6n plana
cikan ise kalitedir. Tiiketiciler li¢iincii dalga kahve diikkanlarindaki kahvenin eklentisiz, saf olusunun kahvenin 6ziinii
alabilmelerini sagladigini ve bu ylizden iiciincii dalga kahvenin daha kaliteli oldugunu diisinmektedirler. Bu durum
da kahve diikkan1 se¢iminde ve satin alma eyleminin gerc¢eklestirilmesinde etkili olmaktadir. Literatiir incelendiginde
Putranto ve Husrasyah (2017) tarafindan yapilan galigmayla benzer sonuglar elde edilmis ve kahvenin kalitesinin
satin alma agsamasinda 6nemli bir unsur oldugu sonucuna ulasilmistir. Benzer sekilde, Giiler vd. de (2020) kuramsal
caligmalarinda “iistiin kaliteyi” iigiincii dalga kahvenin 6nemli bir vaadi ve tiiketiciler agisindan da dncelikli bir deger
oldugunu belirtmektedir. Liu (2016) nun ¢aligmasinin sonucunda elde ettigi gibi kahvenin ideal (iyi) sekli agisindan
beklentiler birbirinden farklidir ancak {igiincii dalgadaki gibi kahvede iiriin olarak kaliteye iiretimin her asamasinda
dikkat edilen bir ortamda iyi kahve, sadece tadinin giizel olmasi degil, tek kdkenli ve organik olmas1 gibi konular1 da
kapsamaktadir. Ugiincii dalga kahve diikkanlarindaki kaliteli ¢ekirdek kullanimi, kahvenin servisten hemen dnce

kavrulup ogiitiilerek taze olarak sunulmasi kalite agisindan etkileyici yonlerdendir.

Ugiincii dalga kahve diikkanlarinin butik olmasi ve her kahve diikkdninm iigiincii dalga felsefesinin altinda yatan
artisan iiretim dogrultusunda manuel hazirlik ve demleme asamalarinda farkl cesitlilikte triinler {iretmeleri
tiiketicileri en iyisini bulmak, en kaliteli kahveyi tiiketmek i¢in yeni yerlerin kesfine sevk etmektedir. Dolayisiyla,
kahvenin kalitesi yaninda ti¢lincii dalga felsefesine uygun olarak artisan iiretim olmast, se¢enegin ¢oklugu ve tiriiniin
kisisellestirilebilmesi gibi faktorlerin de 6n plana ¢iktig1 sonucuna ulagilmistir. Bu ana tema altinda yer alan alt
temalardan birisi olan saglik degerinin ise diger alt temalar kadar 6n planda olmadig1 goriilmiistiir. Saglik (hem
olumlu hem de olumsuz etkileri agisindan) kahve tiiketimi acisindan dikkate alinan konulardan birisi olmustur
(Tucker, 2017). Ancak galigmada yer alan katilimcilarin yaslarinin geng olmasinin bu sonucu dogurmus olabilecegi
diisiiniilmektedir. Ugiincii dalganin saghk acisindan farkli yas gruplarindaki tiiketiciler igin deger yaratip

yaratmadigina yonelik degerlendirmelere ihtiyag¢ oldugu diisiiniilmektedir.

Tiiketicilerin {i¢iincii dalga kahve ve kahve diikkanlarina atfettigi ikinci deger ise deneyimsel/hedonik degerlerdir.
Caligmada tiiketicilerin ii¢lincii dalga kahve ve kahve diikkanlarindan elde ettikleri deneyimin duyusal, duygusal ve
sosyal olmak iizere {i¢ alt tema i¢inde yer aldig1 sonucuna ulasilmistir. Tiiketicilerin kahveden aldig: tat ve lezzet ile

icinde bulunduklar1 ortamim (li¢iincii dalga kahve diikkanlar1) atmosferi tiiketicilere duyusal bir deneyim
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saglamaktadir. Islevsel bir deger olarak goriilen kalite ve artisan {iretimin deneyimsel olarak karsilig1 tat ve lezzet
olarak karsimiza ¢ikmaktadir. Ugiincii dalga kahve tiiketicisinin kaliteli kahve arayis1 bir taraftan da duyusal bir haz
alma ya da deneyim yasama istegine karsilik gelmektedir. Ayn1 sekilde i¢cinde bulunulan atmosfer de kisiye duyusal
bir deneyim sunmaktadir. Diikkandaki kokular, miizikler, renk ve tasarim tercihleri, sunum sekilleri bu duyusal
deneyimi yaratan unsurlar olusturmaktadir. Diger yandan elde edilen bu duyusal deneyimlerin duygusal bir
deneyime de doniistiigii goriilmektedir. Iginde bulunulan atmosferde barista ile yasanan etkilesimler ile birlikte bu

durumun ii¢iincii dalga kahve tiiketicisine zevk ve keyif verdigi goriilmiistir.

Deneyim temasi altindaki son alt tema sosyal deneyimler ya da elde edilen sosyal degerdir. Ugiincii nesil kahve
diikkanlarmin en Onemli sosyal vaadi aslinda bu alanlarin tiiketicisine tglincii bir yer saglamasindan
kaynaklanmaktadir. Kahve diikkanlari, insanlarin sarhos etmeyen bir icecegin tadina bakmak amaciyla evlerinden
farkl olarak toplanabildikleri evden uzakta bir ev olarak tanimlanir (Brewer, 2015). Oldenburg (1997) s6z konusu
yerleri gayri resmi halk toplanma yeri olan iigiincii yerler olarak tamimlar. Ugiincii yer olarak ifade edilmesinin
nedenini de evlerin birinci, i§ yerlerinin ise ikinci yer olarak adlandirilmasidir. Tiiketicilerin barista ile ve/veya o
alanda bulunan diger bireyler ile etkilesime girebilecegi, topluluga dahil olabilecegi, bireylerin kendilerini evlerinde
hissedebilecegi, dolayisiyla bilindik ve rahat bir mekan olarak gordiikleri iigiincii dalga kahve diikkanlarimi iictincii
yer olarak algilamasi, dnemli bir sosyal deger yaratmaktadir. Giiler vd. de (2020) kahvenin sundugu sosyal degerin

ticiincii dalga ile daha belirgin hale geldigini belirtmektedirler.

Calisma kapsaminda ortaya cikan son deger tiirii ise sembolik/ifade degeridir. Tiiketimin sembolik anlamlarinin
kahve tiiketiminde de 6n plana ¢ikmasi beklenen bir sonugtur. Elde edilen bulgular dogrultusunda da bireylerin farkli
acilardan iiclincli dalga kahve ve kahve diikkanlarina sembolik degerler atfettigi goriilmiistir. Bu agidan
incelendiginde 6n plana cikan alt temalardan birisi benliktir. Benligi genisletmek ya da kendini “farkli” olarak
tamimlamak bu kategoride yer alan degerlerdir. Quintao vd. (2017) bireylerin kahve tiiketimi konusunda kendilerini
diger tiiketicilerden ayirmak i¢in bu konuda uzmanlik gelistirmelerinden bahsetmektedir. Kenney (2013) de 6zel
kahvenin ortaya ¢ikmasi ile birlikte kendilerini “uzman tiiketiciler” olarak adlandiran belli bir grubun daha 6zgiin ve
daha lezzetli kahve arayisinda oldugunu ve bu kisilerin kaliteli kahve i¢in zaman ve enerji harcadiklarini belirtmistir.
Bu dogrultuda kahvenin tadini algilayabilmek, kendilerini tat konusunda gelistirebilmek, kahve konusunda daha
genis bilgiler edinmek sayesinde bireylerin bu tiir sembolik anlamlar ile benliklerini genislettikleri diisiintilmiistiir.
Bu uzmanlik bireye benligini genisletme yaninda yiiksek kaliteli kahveleri tercih etmeye yonelerek bu konuda daha
fazla bilgi sahibi olmay1 ve kendilerini farkli konumlandirmay1 da saglamaktadir. Bu noktada uzman bir tiiketici
olarak benligi genisletme ¢abasinin yaninda kitlesel olandan, seri iiretimden ya da homojenlikten kaginan tiiketiciler
acisindan da Uglincii dalga kahve ve kahve diikkanlar, kendilerini daha farkli, siradan olmayan olarak

konumlandirmalar1 agisindan benliklerine katki saglamaktadir.

Literatiir incelendiginde de bireylerin farkli siniflara ait goriinebilmek adina dahi tiiketimlerini sekillendirdikleri
goriigmiistiir. Bu durumun {igiincli dalga kahve tiiketimi agisindan da bir deger sagladigi goriilmiistiir. Bireyler
tiikkettikleri iirlinlerle kendilerini ifade etme yoluna gitmislerdir. Bu amagla {iriinler aract konumuna gelmektedirler.
Ozel kahve tiiketiminin sdzsiiz bir yolla kimlik eylemini gergeklestirmenin bir sekli oldugu belirtilen calisma ile
(Shaker Ardekani & Rath, 2020) paralel sonuglar elde edilmis ve bireylerin ii¢iincii dalga kahve ve kahve

diikkanlarmin farkli tarzlan (tek tiplikten uzak) ve kars: tarafi etkileyecegini diislindiikleri ortamlari ile 6n plana
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cikt1g1 goriilmiistiir. Insanlarin gerceklestirdikleri cogu ritiiel ait olduklar1 simif ile baglantihidir (Rivera vd., 2017).
Yiiksek gelir diizeyine sahip tiiketiciler diisiik gelirli insanlara gore daha fazla 6zel kahve tilketmektedir. Bu yiizden
diisiik gelirli kisiler iist siniftan goriinmek icin, yiiksek gelirli kisiler de ait olduklar1 sinifi yansitmak i¢in 6zel kahve
tercih etme egilimindedirler (Manzo, 2010). Bu ¢alismada da bireylerin karsi tarafi etkilemek amaciyla farkli ve
pahali kahveler tercih ettiklerine dair bulgular elde edilmistir. Oldenburg (1997) tarafindan da belirtildigi gibi {igiincii
yerler hem bireyler hem de onlarin i¢inde yasadiklari topluluklar i¢in bir¢ok isleve hizmet etmektedir. Bireyler ev ve
isten sonra en ¢ok zaman gecirdikleri, tiglincii yerler olarak belirlenen kahve diikkanlarinda ¢okga zaman gegirmekte
ve bu siiregte de hem kendi benliklerini ifade etme hem de sosyal bir deger elde etme yoluna giderek tiiketim tarzlarini

da bu dogrultuda sekillendirmektedirler.

Literatiirde siklikla yer verilmesine karsin (Tucker, 2017) bu calisma kapsaminda siirdiiriilebilirlik ya da adil
ticaret gibi kavramlara iliskin ¢ok smirli bulguya ulagilabilmistir. Bu durumun 6nemli sebeplerinden birisinin
Tiirkiye’deki {iglincii dalga kahve alimlarmin dogrudan iiretici yerine aracilardan yapilmasi olabilecegi
diisliniilmektedir. Yurtdisinda yer alan {iglincii dalga kahve girisimleri 6zellikle iireticiyi korumak, adil ticaret
saglamak ve dolayisiyla siirdiiriilebilir kahve tiretimi ve tiiketimi konularini 6n plana ¢ikartirken, Tiirkiye’de yer alan
ticiincii dalga kahvecilerin bu konular1 6n plana ¢ikartmamas: tiiketicilerin boyle bir deger algilamamasina neden

olabilecektir.

2022 yili ekonomilerin pandemi sonrasinda enflasyonla miicadele etmeye basladigi bir yil olacaga benzemektedir.
Bu durum tiim diinyada iiriinlerde fiyat artiglarin1 beraberinde getirmektedir. Tiirkiye’de de hem i¢ hem de dig
piyasalardan kaynakli olarak kahve iicretleri ¢ok hizli bir tirmanis yasamaktadir. Sebebi ne olursa olsun fiyat artiglar
tiikketicinin degeri sorguladigi zamanlardir. Bu nedenle de ticiincii dalga kahve isletmelerinin yiikselen fiyatlar
karsiliginda tiiketiciye hangi degeri sundugunu ¢ok daha net anlatmalar1 gereken bir doneme girmekteyiz. Bu ¢aligma
isletmelere tiiketici deger algilarim arttirmak acisindan iki farkli 6neri sunmaktadir. Bunlardan ilki tiiketicilerin
secenek ya da gesitlilik arayigina karsilik vermekten gegmektedir. Katilimeilar siklikla ti¢lincii dalganin sundugu
cesitlilikten ve bunun kisisellestirilmis {iriin sagladigindan bahsetmektedir. Isletmeler meniilerine daha kiiciik
boyutlarda farkli segenekleri tatmaya olanak saglayan yeni {irlinler ya da tadim setleri ekleyebilirler. Bu sayede
fiyatlari diiglirmek zorunda kalmadan hem daha uygun fiyath (kiiciik boyuttan kaynakli) {irlin sunma hem de

tiikketicilerin daha fazla segenek denemeleri agisindan 6nemli bir deger saglama sansini elde edebilirler.

Bu caligmanin bulgularindan yola ¢ikilarak getirilen ikinci Oneri ise tiiketicilerin sosyal/iligkisel deger algilarini
arttirmak yoniinde olacaktir. Pandemi siiresince evlerine kapanmak zorunda kalan tiiketici i¢in kisitlamalarin kalktig1
2021 yilin ikinci yarisi itibariyle sosyallesme énemli bir deger haline gelmistir. Ugiincii nesil kahve diikkanlari
tiikketicinin bir topluluga ait olma, uzmanlagma ve/veya ligiincii mekan arayislarina karsilik verebilmek i¢in kiigiik
capta etkinlikler diizenleyebilir. Tadim etkinlikleri, kahve demleme workshoplar1 ya da barista ile sohbet giinleri gibi
etkinlikler {iglincii dalga kahve diikkanlarinin bir topluluk olugturmasini saglayabilir. Bu topluluklar zamanla siirekli
miisterilere doniistiiriilebilir ki kriz zamanlarinda siirekli miigterilerin 6nemi biiyiiktiir. Ayn1 zamanda bu etkinlikler
isletme ve iirlinleri hakkinda agizdan agiza iletisimi de tetikleyebilir. Son olarak bu etkinlikler isletmenin nakit akisi

acisindan da olumlu etkilere sahip olacaktir.

Bu calismanin birtakim sinirhiliklari oldugu unutulmamalidir. Oncelikle, veri toplama siirecinin Tiirkiye’de 2020

yilinin baslarinda etkisini gostermeye baslayan pandemi siirecine denk gelmesi nedeniyle calisma 14 kisi ile
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siirlandirilmigtir. Ayn1 zamanda arastirmanin agirlikli olarak genclerle yapilmasi ve sadece Eskisehir iline dair
olmasi bu aragtirmanin diger sinirhliklarini olusturmaktadir. Ancak ¢alismanin kesifsel bir nitelikte olmasi ve elde
edilen bulgularin genele yayilmasi gibi bir niyeti olmadigindan ulasilan sonuglarin tiikketim kiiltiirii literatiiriine ve

ileride yapilacak olan galigmalara katki saglayacag: diisiiniilmektedir.

Ikinci ve {iglincii dalga kahveler ile birlikte bu yeni kahve akimlari konusunda tiiketicilerin giderek daha fazla
bilinglendigi goriilmekte ve bu durumun artmasi beklenmektedir. Bu nedenle alana olan ilginin artarak devam
edecegi diisiiniilmektedir. Gelecek ¢alismalarda gencler yerine farkli yas gruplarinin deger algilar1 ve motivasyonlari
incelenebilir. Yapilan c¢aligmalarin bircogu bu kahvelerin kahve diikkanlarindaki tiiketimine ydnelik oldugu
goriilmektedir. Ozellikle {igiincii dalga kahvelerin evlerde ve isyerlerindeki tiikketimi, ekipman kullanim pratikleri de

arastirilabilecek konular arasindadir.
Beyan

Makalenin tiim yazarlarinin makale siirecine verdikleri katki esittir. Yazarlarin bildirmesi gereken
herhangi bir ¢gikar ¢atigsmasi yoktur. Bu aragtirmada kullanilan verilerin toplanabilmesi i¢in gerekli olan etik kurul
izin belgesi Anadolu Universitesi Sosyal ve Beseri Bilimler Bilimsel Arastirma ve Yaym Etigi Kurulu’nun

27.11.2019 tarih ve 81592 protokol numarali karar belgesi ile alinmigtir.
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Extensive Summary

Although coffee seems to be a material product, when examined from the past to the present, it is seen that it
contains many symbolic and social meanings and values. Similarly, it is known that coffee shops are places of
socialization and identification beyond being just places to drink tea and/or coffee. The second wave coffee, which
started in the 1960s but showed its real development with the Starbucks brand after the 1980s, has created a significant
change in terms of both economic and social consumption of coffee. On the one hand, Starbucks not only revealed a
new consumption practice, but also pioneered the emergence of a new trend that was the opposite of its own. This
new trend is called third wave coffee. This new wave has taken the concept of "specialty coffee", one of Starbucks'
core values, and carried it further. Third wave coffee differentiates itself from the second wave in terms of the quality
and origin of the coffee beans it offers, the preparation and presentation of the coffee, the role played by the baristas
in the process and the new specialist consumers it creates. In fact, third wave coffee is also considered as an opposition
to second wave coffee and specifically to Starbucks and the capital system. Instead of globalizm, third wave coffee

shops define themselves as boutique coffe shops focusing only on coffee.

Coffee and coffee shops are the topics that have been studied extensively within the scope of sociology,
anthropology, gastronomy and consumption studies. The fact that coffee and coffee shops are not just an object or a
place but a means of socialization and identification, has increased the interest in this field from different disciplines.
Along with the third wave coffee, it is seen that academic studies also try to understand this new trend and reveal its
dynamics. It is seen that new studies conducted in this context are mainly carried out in the context of gastronomy,
anthropology and sociology. However, third wave coffee both creates a new sector and causes a change in terms of
consumption practices and culture. Both the areas where coffee is consumed, the equipment and the new rituals of
coffee create a separate economy. Therefore, with the economy created by the third wave coffee, it is becoming a

topic that has started to attract attention in the field of consumption.

Although the third wave and the second wave coffee differ from each other in terms of certain characteristics, it
has become an important issue in terms of consumption researches exactly what value(s) are seen in the third wave
coffee and why third wave coffee and coffee houses are preferred. Giiler et al. (2020) also emphasized the importance
of addressing the promises of thirs wave coffee and coffee shops from the consumer's point of view. Therefore, this
study aims to understand why consumers prefer third wave coffee and coffee shops within the framework of the
meaning and values they attribute to third wave coffee and coffee shops. It is thought that this study will create unique
value by contributing to the consumption literature, as it reveals the consumer meanings of third wave coffee in terms

of values.
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In this study, a phenomenological approach was preferred. Snowball sampling (which is a purposive sampling
method) was preferred for the selection of the interviewers to be included in the study group. In a phenomenological
study, interviewers should consist of more than one person who has experienced the phenomenon under consideration
(Crestwell, 2007: 122). Therefore, the sample was chosen from the individuals who drink third wave coffee. Semi-
structured interviews were conducted with 14 people in 2020. A pre-prepared interview guide was used within the
scope of the interviews. In addition to the questions that will be asked to all participants in the same way in the guide,
there are complementary questions determined to check whether there is an issue not disscussed according to the
answers of the participants and to focus on these areas if there are missing points. Within the scope of the analysis of
the data, the interactive model (data collection - data reduction - data display - results) of Miles and Huberman (2016:

12) was used. NVivo Package Program was used in the coding and analysis processes.

In line with the findings obtained from this study, the values that consumers attribute to third wave coffee and
coffee shops are grouped under 3 main themes. These are functional, experiential, and symbolic/expressive values.
When these value classifications are examined, it is seen that the sub-themes that emerge within the scope of
functional and instrumental values are values that are frequently mentioned in the literature. In addition, the fact that
third wave coffee shops are boutique and produce a variety of products in the manual preparation and brewing stages
in line with the artisanal production underlying the third wave philosophy of each coffee shop, prompts consumers
to discover new places to find the best and consume the highest quality coffee. Therefore, it has been concluded that
besides the quality of the coffee, factors such as artisan production in accordance with the third wave philosophy, the
abundance of options and the personalization of the product come to the fore as consumption values. It has been
observed that the value of health, which is one of the sub-themes under this main theme, is not as prominent as the

other sub-themes.

The second value that consumers attribute to third wave coffee and coffee shops is experiential or hedonic values.
In the study, it was concluded that the experience of consumers from third wave coffee and coffee shops is included
in three sub values: sensory, emotional and social. The taste and flavor that consumers get from coffee and the
atmosphere of the environment they are in (third wave coffee shops) provide consumers with a sensory experience.
The experiential counterpart of quality and artisanal production appears as taste. The search for quality coffee of the
third wave coffee consumer also corresponds to the desire to get sensory pleasure or experience. Likewise, the
atmosphere presents a sensory experience to the person. Scents, music, color and design preferences and presentation
styles in the shop constitute the elements that create this sensory experience. On the other hand, it is seen that these
sensory experiences turn into an emotional experience. It has been seen that this situation, together with the
interactions with the barista in gives pleasure to the third wave coffee consumer. The last sub-theme under the theme
of experience is social experiences or social value achieved. The most important social promise of third wave coffee

shops actually stems from the fact that these areas provide a third place to their consumers.

The last value that emerged within the scope of the study is the symbolic/expressive value. It is an expected result
that the symbolic meanings of consumption come to the fore in coffee consumption. In line with the findings, it has
been seen that individuals attribute symbolic values to third wave coffee and coffee shops from different perspectives.
When examined from this point of view, one of the sub-themes that come to the fore is the self. Extending the self

or defining oneself as “different” are values in this category. When the literature is examined, it is seen that
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individuals shape their consumption even in order to appear belonging to different classes. It has been observed that
this situation also provides a value in terms of third wave coffee consumption. Individuals have chosen to express
themselves through the products they consume. For this purpose, products become intermediaries. In our study, it

was found that individuals prefer different and expensive coffees in order to impress the other side.

Although it is frequently mentioned in the literature, very limited findings related to concepts such as sustainability
or fair trade could be reached within the scope of this study. It is thought that one of the important reasons for this
situation may be that third wave coffee purchases in Turkey are made from intermediaries rather than directly from
the producer. While the third wave coffee initiatives abroad emphasize the issues of protecting the producer, ensuring
fair trade and therefore sustainable coffee production and consumption, the fact that the third wave coffee shops in

Tiirkiye do not bring these issues to the fore may cause consumers not to perceive such a value.

It should be noted that this study has some limitations. First of all, the study was limited to 14 people, as the data
collection process coincided with the pandemic process that started to show its effect in our country in the beginning
of 2020. At the same time, the fact that the research is mainly conducted with young people and is only about
Eskisehir is the other limitation of this research. However, since the study is exploratory and has no intention of

disseminating the findings, it is thought that the results will contribute to the consumption literature and future studies.

With the second and third wave coffees, it is seen that consumers are becoming more conscious about these new
coffee trends and this situation is expected to increase. For this reason, it is thought that the interest in the field will
continue to increase. In future studies, the value perceptions and motivations of different age groups can be examined
instead of young people. It is seen that most of the studies are aimed at the consumption of these coffees in coffee
shops. Especially the consumption of third wave coffees at homes and workplaces, and equipment usage practices

are among the topics that can be researched.
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Bu arastirmanin amaci, Antalya'da bulunan bes yildizli otel isletmelerinin mutfak
departmanlarinin COVID-19 salgin siirecinde nasil etkilendiklerini, mutfak seflerinin bakis
acisiyla ortaya koymaktir. Arastirmanin yontemi nitel aragtirma olup, veriler 2-18 Aralik
2021 tarihleri arasinda, 20 mutfak sefi ile yiiz yiize gergeklestirilen goriismeler
dogrultusunda elde edilmis ve icerik analizine tabi tutulmustur. Arastirmanin sonucunda,
COVID-19 salginin otellerin mutfak departmanlaria olumlu ve olumsuz yanstyan etkileri,
mutfak departmaninda meydana gelen degisiklikler ve degisikliklerin siirdiiriilebilirligine
iligkin bulgular elde edilmistir. Calismanin 6nemli bulgularina gére mutfak seflerinin bir
kismi yeni uygulamalari tamamen; bir kismu ise kismen devam ettirmek istediklerini
belirtmektedirler. Ayrica mutfak seflerinin bir kismi da COVID-19 salgininin getirdigi yeni
uygulamalarin etkisiyle, otel isletmelerinin her sey dahil agik biife sisteminden her sey
alakart sistemine dogru doniisiim iginde oldugunu ifade etmektedirler. Sefler yeni
diizenlemelerin, kisiye 6zel hizmet verebilmeyi miimkiin kildigini1 ve her sey dahil agik biife
sisteminin iyi bir alternatifi olabilecegini belirtmislerdir. Ancak mutfak seflerinin bir kismi
ise, yeni uygulamalardan memnun olmayp tamamen eski sisteme geri donmek
istemektedirler.
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The aim of this study is to reveal the effects of how the kitchen departments of five-star
hotels in Antalya are affected by the COVID-19 outbreak, from the perspective of kitchen
chefs. The qualitative research method was carried out and the data were obtained from 20
executive chefs with the face-to-face interviews between 2-18 December 2021 and the data
were analyzed viacontent analysis. As a result of the research, findings were obtained
regarding the positive and negative effects of the COVID-19 pandemic on the kitchen
departments of hotels, the changes that have occurred in the kitchen department, and the
sustainability of the changes. One of the remarkable results of the study is, some of the
chefs completely and some of them partially want to continue the new practices brought by
the COVID-19 outbreak. Accordingly, some of the kitchen chefs state that with the effect
of the changes held during COVID-19 hotel businesses are transforming from an all-
inclusive system to an all-alacarte system. The chefs stated that it is possible to provide
personalized service with the new regulations, and in this respect, it constitutes a good
alternative to the all-inclusive system. However, some of kitchen chefs are not satisfied
with the new regulations and want to completely return to the previous system.
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GIRIS

20001i y1llarda insan sagligim etkileyen 2002'de Siddetli Akut Solunum Sendromu (SARS), 2009'da Influenza A
HINI (domuz gribi), 2012'de Ortadogu Solunum Sendromu (MERS) ve 2020 y1l1 mart ay1 itibariyle COVID-19 gibi
Oliimciil bulasici hastaliklar bulunmaktadir (Ma vd., 2021, s. 2). Bu tiirden bulasici hastaliklar insanlarin yagam
bigimini, birbirleriyle olan etkilesimlerini, ¢alisma hayatin1 ve insanlarin birbirleriyle olan iletisim bigimlerini,
hareket ve seyahat bicimlerini etkilemektedir. COVID-19 salgim1 da insan sagligi iizerinde biiyilik bir tehdit
olusturarak, sosyal mesafe, evde izolasyon gibi ani yasam tarzi degisiklikleri ile sosyal ve ekonomik sorunlar1 da
beraberinde getirmistir (Di Renzo vd., 2020, s. 2). Ozellikle sokaga ¢ikma kisitlamalar1 nedeniyle, diinya iizerinde
bireylerin giinliik yasamlarini degistirmis ve degistirmeye devam etmektedir (Husain & Ashkanani, 2020, s. 12).

Turizm sektorii hassas bir sektor olup, salgin hastaliklar, global ekonomik krizler, terdér olaylarindan
etkilenmektedir (Lee & Chen, 2011, s. 1422). Ornegin, salgin hastaliklarmn ortaya ¢iktigi ve yayildig
destinasyonlarda, turist sayilarinda énemli diisiisler meydana gelmektedir. 1967-68 ve 2001 yilinda ingiltere’de
yasanan el ve ayak hastalig1 (Baxter & Bowen, 2004), 2003 yilinda SARS ve 2009 yilinda domuz gribi salginlar
vakalarin ortaya ¢iktig1 ve yayildig tilkelerin tiimiinde turist sayilarinin diistiigli belirtilmektedir. Salgin hastaliklarin,
iilkelerin turist sayilar1 iizerinde etkili oldugu ve salgmla ilgili ilk vakanin goriildiigii y1l veya bir sonraki yilda
iilkelerin, gelen turist sayilarinda diisiis yasandig1 belirtilmektedir (Unliidnen & Ceti, 2019, s. 122). Mart 2020
itibariyle diinya ¢apindaki tiim destinasyonlar, COVID-19 salgimi karsisinda seyahat kisitlamalar1 getirmis, iilkeler
smirlarini gezginler i¢in kapatmis ve uluslararasi uguslar tamamen veya kismen askiya alimmistir. UNWTO verilerine
gore 2021 yili ocak ayinda uluslararasi turist girislerinde 2020'ye kiyasla %87'lik bir diisiis gostermistir (United
Nations World Tourism Organization [UNWTO], 2020).

COVID-19 salgmi, insanlar1 ve isletmeleri etkileyerek kiiresel bir ekonomik krizi tetiklemistir. Bu yoniiyle
ozellikle turizm sektoriinde doviz kazanglarini etkilemis, ayn1 zamanda ¢esitli bolgesel gelismeleri, is firsatlarini da
etkilemistir (Jaipuria, Parida & Ray, 2021, s. 245). Diinyada COVID-19'un yayilmasi, insanlarin endiselenmesine ve
ekonomik krize neden olmustur (Ma vd., 2021, s. 7). Salginin ekonomi ve istihdam tizerindeki etkisi incelendiginde
2020 yilinda kiiresel caligma saatlerinin %8,8'inin kaybedildigi bunun da 255 milyon tam zamanli ise esdeger oldugu
belirtilmekte ve bu kayiplarin, 2009'daki kiiresel mali kriz sirasinda meydana gelenlerden kaybin dort katindan daha
fazla oldugu ortaya konulmaktadir (United Nations World Tourism Organization [UNWTO], 2021).

Seyahat ve turizm endiistrisi, salginla miicadele i¢in hazirliksiz yakalanmistir. Oteller, restoranlar ve eglence
isletmeleri, hastalikla baga ¢ikmak igin dezenfektanlar, oturma yerleri arasindaki sosyal mesafenin korunmasi, otel
odasinin dezenfeksiyonu ve yenilik¢i teknolojilerin kullanimi gibi acil onlemler almislardir (Khan vd., 2021, s. 964-
965). Ayn1 zamanda turizm igletmelerinin ¢alisanlarina yonelik birtakim diizenlemeler yapmasi gerekmistir. Demir,
Giinaydin ve Demir (2020, s. 91) Isletmelerin ¢alisanlarini, hiikiimet tarafindan saglanan kisa calisma ddeneginden
yararlandirdigini, bu 6denege hak kazanamayanlarin magdur olmamasi i¢in bazi igletmelerin kismi ¢alisma yontemi
uyguladigini; ayrica bazi turizm isletmelerinin yeni ¢alisan alimini durdurdugunu, ek olarak mevcut ¢alisan sayisini
azalttig1 veya calisanlarini iicretli-licretsiz izne ¢ikararak krizi atlatmaya c¢alistig1 goriilmiistiir. Turizm isletmeleri
salginin iistesinden gelmek i¢in isgiicii, maliyet kontrolii, orgiitsel destek ve pazarlama uygulamalarina 6nem vermis,
kriz yonetim uygulamalarinda maliyetlerin azaltilmasi, isgilicliniin azaltilmasi1 yollarma gitmistir (Kukanja, Planinc

& Sikosek, 2020, s. 350-357).
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Turizm endiistrisinin dnemli bir bileseni olan yiyecek igecek isletmeleri de COVID-19 salgmindan etkilenmistir.
Salginin baglamasiyla birlikte 6zellikle yiyecek i¢ecek hizmeti saglayan birimlerin acil 6nlemler almas1 gerekmistir.
Ozellikle Tiirk turizminin 6nemli bir destinasyonu olan Antalya ilinde faaliyet gdsteren otellerin, her sey dahil sistemi
ile hizmet vermesi ve agik biife hizmetinin sunulmas1 misafirlerin birbirleriyle temasini ve bulas riskini artiran bir
unsurdur.Salginla miicadele adina otel isletmeleri i¢in, lilke genelinde Kiiltiir ve Turizm Bakanligi tarafindan Giivenli
Turizm Sertifikas1 alma zorunlulugunun getirilmis bu da otellerin, diger departmanlariyla birlikte mutfak
departmanlarinda bazi yeni diizenlemelerin yapilmasina neden olmustur.Yapilan bu diizenlemeler sonrasinda otel
mutfaklarinda meydana gelen degisiklikler, gerek mutfaklarn fiziki yapisin1 gerekse organizasyonel yapisini
etkilemistir. Mutfak departmanlarindaki bu degisikliklerin mutfak seflerinin bakis acgisi1 ile ortaya konulmasina

ihtiya¢ duyulmustur.

Bu calisgmada COVID-19 salgminin Antalya ilinde faaliyet gosteren bes yildizli otel isletmelerinin mutfak
departmanlarina olan etkilerini, mutfak seflerinin bakis agisiyla ortaya koymak amaglanmistir. COVID-19 salginina
iligkin yapilan caligmalarin agirlikli olarak yiyecek icecek isletmeleri agisindan incelendigi tespit edilmis olup, otel
isletmelerinin mutfak departmanina yonelik az sayida ¢alismaya rastlanmistir (Zengin, Topguoglu & Kaygin, 2020;
Alrawadieh & Cifci, 2021; Bucak & Yigit, 2021; Can & Colakoglu, 2021). Calisma, Tiirkiye’deki 6nemli bir turizm
destinasyonu olan Antalya ilinde faaliyet gdsteren sadece bes yildizli otel isletmelerinin mutfak departmanlarini ele
almakta ve mutfak seflerinin goriisleri dogrultusunda, acgik biife uygulamasinda meydana gelen degisikliklere
odaklanmaktadir. Bununla birlikte ilgili alanyazinda COVID-19’un olumsuz yansimalarina odaklanilirken, mevcut
caligma mutfak seflerinin bakis agisina gore bir takim olumlu yansimalarin da oldugunu ortaya koymaktadir.
Arastirma verileri COVID-19 salgiminin iizerinden iki turizm sezonu ge¢mesinin ardindan toplandigi i¢in salginin

etkilerini daha net ortaya koyabilmek amaciyla da 6nem arz etmektedir.
Bu amagla su sorulara cevap aranmstir:

e  COVID-19 salgiminin mutfak departmanina olan olumlu etkileri nelerdir?

e  COVID-19 salgimminin mutfak departmanina olan olumsuz etkileri nelerdir?

e COVID-19 salgiminda mutfak departmaninda meydana gelen degisiklikler nelerdir?

e COVID-19 salgininin mutfak departmanina getirdigi uygulamalarin siirdiiriilebilirligine iliskin goriisleriniz

nelerdir?
COVID-19 Salgininin Mutfak Departmanina Etkisi ve Alanyazin Taramasi

COVID-19 salgini, otel mutfaklarinin fiziksel, operasyonel yapilarinda ve tedarik zincirlerinde degisiklikler
yapilmasimi gerekli kilmistir. Otellerin mutfak departmanlari igin en biiyiik degisiklik, mutfaktan misafirin yemek
masasina kadar yasal diizenlemeler dogrultusunda operasyon ve hijyen prosediirlerinde yenilige gidilmesi olmustur
(Lau, 2020, s. 503). Bunun disinda, mutfaktaki {iretim siire¢lerinde operasyonel, gida giivenligi, malzeme ve ekipman
tedarik siireci, yeni dnlemlere iliskin egitimler, acil durum planlamalar1 ve dijitallesme gibi konularda degisiklikler
meydana gelmistir (Telukdarie, Munsamy & Mohlala, 2020, s. 1). Operasyonel anlamda yapilan degisikliklere iligkin
Bucak ve Yigit, (2021, s. 7) tarafindan yapilan aragtirmada, seflerin Tiirkiye'de her sey dahil ve agik biife sistemini
degistirmek istediklerini ortaya ¢ikmistir. Buna gore seflerin, acik biife sistemi yerine kisisel iiretime gececegini

diisiindiigii, COVID-19 salgminin Tiirkiye'deki otellerde her sey dahil sisteminin kaldirilmasi igin bir kilometre tasi
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oldugunu, her sey dahil sisteminin ortadan kalkmasi ile turizmden daha siirdiiriilebilir bir sekilde yararlanmanin
miimkiin olacagini belirtilmislerdir.Ayrica, bir diger bir degisim ise pandemi siirecinde misafirlerin gida tiikketim
aligkanliklarinin degigsmesi ve menii tasariminda degisikligi tetiklemesidir (Telukdarie, Munsamy & Mohlala, 2020,

s. 1; DiRenzo vd., 2020, s. 11).

Salgin, yiyecek ve icecek igletmeleri {izerinde kisa ve uzun vadeli etkiler ortaya ¢ikarmistir. Bunlar incelendiginde
ise, kisa vadeli etkilerinin iiriinlerin son kullanma tarihinden kaynaklanan kayiplar, isletme sermayesi nakit akisinda
yasanan sikintilar, normal isletme giderlerini ger¢eklestirmede yasanan zorluklar, distribiitorlerin ve ticari ortaklarin
kapatilmasi veya sinirli operasyonlarinin meydana getirdigi olumsuzluklar ve igletmelerin nakit sikintis1 nedeniyle
akreditiflerin acilmasinda gecikmelerin yagsanmasi olarak belirtilmistir (Chowdhury vd., 2020, s. 10). Yilmaz &
Sahin’e (2021, s.26) gore salgin siirecinde yiyecek i¢ecek sektoriinde, hammadde tedarikinde de sorunlar yagsanmustir.
COVID-19 salgimm gida tedarik zincirinde 6zellikle, diinya mutfagindan yemekler sunan restoranlar i¢in ithal iiriin
bulma konusunda zorluk yasamaktadir. Bu durum yiyecek igecek isletmelerini iiretim ve menii agisindan zor
durumda birakmis ve hatta kapanmasina neden olmustur ya da isletmelerini kapatmamak i¢in meniide yoresel
yemeklere agirlik verilmigtir.Uzun vadeli etkileri ise, yatirim getirisinin azaltilmasi, isten ¢ikarmalar, ticari iligkilerin
azalmasi, isletmelerin tedarik zinciri agmin yeniden insa etmek durumunda kalip yeniden yapilandirilmas: ve

sektoriin GSYIH'ye katkisinin azaltilmasi olarak belirtmislerdir (Chowdhury vd., 2020, s. 10).

COVID-19 salgimi yukarida sayilan etkilerin yaninda, dogrudan mutfak personelini ilgilendiren olumsuz sonuglar
da ortaya ¢ikarmistir. Ornegin ascilarin hijyen konusunda bir egitiminin olmadigi, 6zellikle salginin ilk baslarinda
dezenfektan, eldiven ve maske temini konusunda sorunlar yasandigi, personelin isten ¢ikarildigi ya da isten ¢ikarilma
korkusu yasadigi, maaglarinda kesintilerin oldugu belirtilmektedir (Zengin, Topcuoglu & Kaygin, 2020, s. 13).
Ayrica COVID-19 salgininda istihdamin azaldigi belirtilmektedir. Buna gore, istihdamda yasanan degisiklikler,
sadece tesis kapanislari sirasindaki igsizlikten kaynaklanmamakta, ayn1 zamanda yerel bolgelerdeki COVID-19
salgininin siddeti arttik¢a, 6nceki calisanlarin isgiiclinden ayrildigini ortaya koymaktadir (Cho, Lee & Winters, 2020,
s.18). Ayrica Almanya’da yapilan bir ¢aligmaya gore seflerin, igsizlik veya kisa galigma tazminatindan kaynaklanan
maddi kisitlamalarinin olmasi, stres algisini artirmaktadir. Diger taraftan seflerin kendi restoranlarinin igletmecisi
olmasi durumunda, devletin ekonomik desteginin yetersiz olmasinin da stres algisim arttirdigi belirlenmistir.
(Wilkesmann & Wilkesmann, 2021, s: 8). Bucak & Yigit, (2021, s. 7) Yiyecek icecek sektoriinde mutfak boliimiinde,
yoneticilerin igsizlik, azalan is olanaklar1 ve ¢alisma kosullarmin kotiilesmesi hususlarinda karamsar olduklarini
belirtilmistir. Baz1 sefler ise ascilik mesleginin yeniden hak ettigi 6nemi kazanacagi diisiincesi ile iyimser bir bakis
acisina sahiptir. Alrawadieh ve Cifci (2021, s. 445) ise COVID-19 salgininin yiyecek igecek sektorii ¢caliganlarinin
maddi kayiplar yasadigini, moral motivasyon diisiikligii yasadigini, stres, depresyon ve kaygi bozuklugu gibi
sorunlar yasadiklarin1 belirtmektedirler. Brizek, Frash, McLeod & Patience’in (2021, s. 5) yaptiklar arastirmada
restoran isletmecilerinin %28’inin tam kapanma sonrasi yeniden agildiklarinda eski personelinin sadece %75’ini

yeniden ige alabildigini belirtmistir.

Otel isletmeleri salgin siirecinde operasyonlarina devam edebilmek i¢in misafirlerine glivenli bir ortam sunmak
amaciyla hijyen kurallarina uymak, sosyal mesafeyi korumak gibi énlemlerle bulagma riskini azaltip giivenli bir tatil
imkam saglamak durumunda kalmistir. Bu baglamda iilkemizde Kiiltiir ve Turizm Bakanligr “Giivenli Turizm

Sertifikas1” uygulamasim hayata gecirmistir. Tiirkiye’de otellerin tanmitim ve pazarlama faaliyetlerinde “Giivenli
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Turizm Sertifikas1” almasiyla, miisterilere salgin siirecinde giiven saglanmasi beklenmektedir (Tiirker & Ertiirk,
2020, s. 99). Ayrica otel yoneticileri, turistlerin glivensizlik algisinin kirmaya odaklanmis ve hijyene 6nem vermistir.
Salginda otel yoneticileri, personel, miisteriler agisindan sosyal mesafelerinin korunmasi, igeceklerin kapali olmasi,
serviste tek kullanimlik {irtinlerin tercih edilmesi, maske kuralina uyulmasi gibi tedbirlerin alinmasini saglanmistir.
Ayrica agik biife yerine siparise dayali hizmete gecmeye yonelik uygulamalar yaptirmistir (Diindar, Silik & Ilgaz,
2020, s. 3790).

Kiiltiir ve Turizm Bakanligi, 1 Haziran 2020/6 COVID-19 salgininin yayilmasinin énlenmesine yonelik tedbirler
kapsaminda otel isletmelerinin, Giivenli Turizm Sertifikas1 almasi i¢in bir genelge yaymlamistir. Bu genelge
kapsaminda otel isletmelerinin mutfak departmanlar1 6zelinde alinmasi gereken tedbirler; personele iligkin hijyen
kurallar1 ve sosyal mesafeye iliskin gorsel/yazili bilgilendirme, el dezenfektan1 ve antiseptigi bulundurma, agik biife
uygulamasi yapilan otellerde biifenin misafir tarafina misafirin erisimini engelleyecek bigimde bariyer konulmasi,
personel yemekhanesinde tek kullanimlik iiriinlere gegilmesi, personelin diizenli saglik kontroliiniin yapilmas,
personele salgin ve hijyen konusunda egitim verilmesi, personel girisinde termal kamera veya temassiz ates 0l¢iimil
uygulamalari, personele kisisel koruyucu donanim saglanmasi (maske, eldiven, siperlik vb.), ayn1 vardiyada
miimkiin oldugunca ayni personelin ¢alistirilmasi, personelin ortak kullanim alanlarinda sosyal mesafe uygulamasi,
personel lojmanlarinda, bir odada en fazla dort kisinin konaklamasi, mal tedarikgilerinin ve bagka sebeplerle (tamir
bakim vb.) tesise gelen kisilerin, sosyal mesafe kurali ve kisisel koruyucular ile kabul edilmesi, mutfakta kap1 kollar,
tirabzanlar, asansor diigmeleri, elektrik diigmelerinin sik sik dezenfekte edilmesi, mutfaktaki yiizeylerin temizligi ve
hijyeni, mutfaga gorevli olmayan personel harici girig yapilmamasi, personel izolasyon odalarinin bulundurulmasi

olarak dzetlenebilir (https://www .ktb.gov.tr).
Yontem
Arastirmamin Modeli

Arastirmanin modeli, nitel arastirma yontemlerinden durum caligmasidir. Durum ¢aligmalari, bir durumu
yakindan veya derinlemesine anlamak ve ortaya koymak amaciyla yapilmaktadir (Yin, 2017, s. 4). Durum
caligmalari, yapisina gore ve analiz amacina gore ikiye ayrilmaktadir (Giiglii, 2019, s.327). Analiz amacina gore
yapilan durum ¢aligmalarindan aragsal durum ¢alismasina gore arastirmacilar, bir konu ya da soruna odaklanmaktadir
(Creswell, 2016, s. 99). Bu aragtirmada analiz amacina gore, aragsal durum c¢alismasindan yararlanilmig ve
arastirmada COVID-19 salgin1 bir durum olarak ele alinmistir. Bu arastirmada COVID-19 salgminin, bes yildizl otel
isletmelerinin mutfak departmanina yansimalarina odaklanilmistir. Bu baglamda aragtirmanin deseni tanimlayict

tekli aragsal durum arastirmasi (Giiglii, 2019, s. 329) olarak ifade edilebilir.
Arastirmanin Siirhliklar:

Aragtirma, Antalya ilinde faaliyet gosteren bes yildizli otel isletmeleri ve bu otel isletmelerinin mutfak
departmanlarinda gorev yapan mutfak seflerinin (Executive sefleri) goriisleri ile sinirlandirilmigtir. Arastirma verileri
2-18 Aralik 2021 tarihleri arasinda toplanmis olup, elde edilen veriler, salginin iizerinden gegen iki turizm sezonu ile

sinirlandirtlmisgtir.
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Calisma Grubu

Aragtirmanin evrenini Antalya ilinde bulunan bes yildizli otel isletmelerinin mutfak departmaninda gérev yapan
mutfak sefleri (Executive Chef) olusturmaktadir. Bu aragtirmada 6rneklem olarak amach 6rnekleme yontemlerinden,
olgiit ornekleme kullanilmistir. Bu baglamda katilimeilarin, Antalya ilinde faaliyet gosteren bes yildizli otel
isletmelerinde mutfak sefi unvam ile goérev yapmasi Olgiit alinmistir. Arastirmanin 6rneklemi, Antalya’daki bes
yildizli otel isletmelerinde gorev yapan 20 mutfak sefi olusturmustur. Katilimcilara Antalya ilinde faaliyet gosteren
turizm dernekleri araciligtyla, telefonla randevu istenerek ulagilmistir. Morgan & Morgan (2008) nitel aragtirmada
ormeklem biiyiikliigli icin temel kuralin bilgilerin doyuma ulagmasiyla olusan tekrarlanma dongiisii oldugu
belirtilmektedir (Aktaran: Baltaci, 2018, s. 262). Bu nedenle 6rneklem biiyiikliigiiniin belirlenmesinde, veri
doygunluguna ulagsmanin veri toplama siirecinde verilerin birbirini tekrar etmesi ve yeterli doygunluga ulagiimasi
nedeniyle katilimci sayist yeterli olarak goriilmektedir (Saunders vd., 2018, s: 9). Buna gdre aragtirmada, 20.

Gorlisme sonunda verilerin tekrar ettigi goriilmiis olup 20 katilimcet ile galigma tamamlanmustir.
Verilerin Toplanmasi

Aragtirmanin verileri, goriisme teknigi ile yar1 yapilandirilmig soru formu araciligiyla toplanmistir. Soru
formunun hazirlanmasinda ulusal ve uluslararasi alanyazin taramasi yapilmistir (Can & Colakoglu, 2021; Bucak &
Yigit, 2021; Yilmaz & Sahin, 2021). Mevcut literatiire dayanarak, nitel arastirma konusunda uzman bir 6gretim
elemaninin gorlisii de alinarak sorular arastirmacilar tarafindan hazirlanmistir. Soru formu iki boliimden
olusmaktadir. i1k boliimde, katilimcilarm demografik 6zelliklerine iliskin bilgilerini belirlemek iizere 8 soru, ikinci
boliimde ise katilimcilarm goriislerini belirlemek {izere 4 yar yapilandirilmis soruya yer verilmistir. Yar
yapilandirilmis sorular, aragtirmaciya esneklik saglamaktadir ve bu dogrultuda soru formunda alt sorular

belirlenmistir. Bu sayede katilimcilardan detayl bilgiler elde edilmistir (Yildirim & Simsek, 2013, s. 140).

Aragtirmanin verileri 2-18 Aralik 2021 tarihleri arasinda yiiz yiize gériisme teknigi ile toplanmis ve goriismeler
esnasinda katilimcilarm ses kaydi alinmigtir. Kayitlara iligkin katilimeilardan gonillii olduklarina dair izinler
alinmustir. Goriismeler ortalama 30 dakika siirmiistiir. Arastirmanin etik kurul izni ise, Akdeniz Universitesi Etik

Kurulu 30/11/2021 tarih ve 15/431 sayili karar ile alinmistir.
Verilerin Analizi

Verilerin analizi; verileri diizenleme, okuma ve hatirlatici notlar alma, kodlama ve temalardaki verileri betimleme,
verileri yorumlama, verileri sunma ve gorsellestirme agamalarindan olugsmaktadir. Buna gore 6ncelikle elde edilen
ses kayitlar bilgisayar ortaminda yazili olarak ¢oziimlenmistir. Bu ¢6ziimlemenin sonucunda, toplamda 70 sayfalik
veri seti elde edilmistir. Verilerin analizinde NVivo12.00 paket programi kullanilmistir. Verilerin ¢dztimlemesi igerik
analizi ile gergeklestirilmig, kodlamalar yapilarak ana ve alt temalar olusturulmustur. Olusturulan tablolarda
kodlamalara iligkin frekanslara yer verilmistir ve katilimcilarin, COVID-19 salginimin mutfak departmanina
yansimalarina iligkin mutfak seflerinin goriislerini, detayli bir bigimde ifade edebilmek icin dogrudan alintilar
yapilmistir. Katilimeilarin gizliligi esas oldugu i¢in mutfak seflerini simgeleyen “K17, “K27”,..., “K20” seklinde
kodlar kullanilmastir.
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Arastirmanin Gecerlik ve Giivenirligi

Aragtirmanin i¢ gegerligini (inandiricilik) saglamak amaciyla, verilerin toplanmasinda giivene dayali ve uzun
stireli bir etkilesim i¢inde ve esneklik saglanarak goriigmeler gergeklestirilmis, katilimei teyidini saglamak (Yildirim
& Simsek, 2013, s. 278) i¢in bireysel gorligmelerin yazili dokiimleri, katilimcilara e-posta yolu ile gonderilmistir.
Gorlismeler yiiz yiize, birden fazla mutfak sefi ile bireysel olarak gerceklestirilmistir. Ayn1 zamanda goriismeler

yapildiktan sonra mutfak sefleri esliginde, mutfak departman aragtirmacilar tarafindan gozlemlenmistir.

Arastirmanin dis gecerligini (aktarilabilirligini) artirmak i¢in konu ile ilgili yapilan arastirmalar karsilagtiriimas,
analitik genelleme ile karsilastirma yapilarak ayrintili bigimde yorumlanmigtir. Aragtirma siirecinin agsamalar1 olan
arastirma deseni, aragtirmanin sinirliliklari, ¢aligma grubu, veri toplama araci, verilerin toplanmasi, verilerin analizi,
aragtirmanin bulgular1 ve sonuglart ayrintili bir sekilde agiklanmigtir. Calisma grubunun olusturulmasinda amagh
ornekleme yontemi kullanilarak hem genele hem 6zele ait bilgilere (Yildirrm & Simsek, 2013, s. 282) ulasilmaya

caligilmistir.

Aragtirmanin i¢ giivenirligini (tutarligini) saglamak i¢in, tutarlilik incelemesi yonteminden yararlanilmistir. Bu
teknigin amaci, aragtirmaya disaridan bir gozle bakilmasi ve aragtirmacinin etkinliklerini, bastan sona tutarl bir
bicimde gergeklestirip gerceklestirmediginin ortaya konmasidir (Yildirim & Simsek, 2013, s. 283). ki arastirmaciya
ait kodlamalar arasindaki karsilastirmali uyusmanin giivenirligini saptanmak icin, smiflama diizeyinde puanlama
yapan iki puanlayici arasindaki uyumun derecesini belirlemek i¢in gelistirilen (Bikmaz Bilgen & Dogan, 2017, s. 66)
Kappa istatistiginden yararlanilmistir. Goriismelerin dokiimleri desifre edilip kodlama yapildiktan sonra, alanda
uzman iki gretim elemanina gonderilmis ve yaptiklar kodlamalar karsilastirilarak tutarlilik oran1 SPSS 16.00 paket

programinda Kappa tutarlilik katsayis1 hesaplanmis ve 0,919 olarak bulunmustur.
Arastirmanin Bulgularn

Arastirmanin bu boliimiinde katilimcilara iliskin demografik 6zellikler, seflerin COVID-19 salginina iligkin
olumlu ve olumsuz goriisleri, COVID-19 salginina yonelik alinan énlemler, COVID-19 salginimna iliskin yapilan

uygulamalarin stirdiiriilebilirligine iliskin veriler yer almaktadir.

Tablo 1. Katilimcilarin Demografik Ozellikleri

Sef Kodu Cinsiyet Yas Egitim Durumu SektorDeneyimi Yoneticilik Deneyimi
K1 Erkek 34 Lisans 18 1
K2 Erkek 52 [kdgretim 42 25
K3 Erkek 49 [kdgretim 34 20
K4 Erkek 56 Lise 46 22
KS Erkek 46 Lise 29 6
K6 Erkek 46 [kdgretim 32 12
K7 Erkek 41 Lise 25 3 Ay
K8 Erkek 50 Lise 34 28
K9 Erkek 35 Onlisans 21 4
K10 Erkek 58 [kdgretim 42 25
K11 Erkek 50 Lise 33 16
K12 Erkek 45 Lise 28 8
K13 Erkek 47 Lise 31 17
K14 Erkek 55 Lise 31 20
K15 Erkek 51 [kdgretim 35 20
K16 Erkek 44 Lise 26 19
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Tablo 1. Katilimcilarin Demografik Ozellikleri (Devamr)

K17 Erkek 49 Onlisans 35 23
K18 Erkek 38 Lise 22 7
K19 Erkek 35 Lisans 20 2
K20 Erkek 47 Onlisans 30 15

Tablo 1 incelendiginde katilimcilarinin tamaminin cinsiyetinin erkek oldugu goriilmektedir. Yas dagilimma
inceledigimizde 34-58 arasinda degistigi gézlenmektedir. Egitim durumlarina gore ilkogretim mezunu olan 5, lise
mezunu olan 10 katilimci, 6nlisans mezunu olan 4 katilimer ve lisans mezunu olan 1 katilimcidan olusmaktadir.
Katilimcilarin turizm sektoriindeki deneyimine bakildiginda 20-46 yil araliginda oldugu goriilmektedir. Mutfak sefi

pozisyonunda deneyimi goz Oniine alindiginda, 3 ay ile 25 yil arasinda degiskenlik gdstermektedir.

Tablo 2. Seflerin COVID-19 Salginimin Otel Mutfaklarina Yanstyan Olumlu Etkilerine Iliskin Goriisleri

Olumlu Etkileri f
Hijyen 6nlemlerinde artis 20
Sertifika almanin olumlu etkisi 20
Israfta azalma 19
Hizmet kalitesinde artig 11
Personel niteliklerinde artis 10
Yemegin sunumunun iyilestirilmesi 10
Kalifiye ve yeni personel istihdaminda artis 9
Personel memnuniyetinde artis 4
Yiyecek kalitesinde artig 4
Toplam 107

Tablo 2’ye gore, mutfak seflerinin COVID-19 salgin donemine iliskin olumlu goriisleri incelendiginde en fazla
dikkat ¢eken goriisiin, hijyen 6nlemlerinde meydana gelen artis (f:20) oldugu goriilmektedir. Mutfak sefleri, mutfak
ortaminda hijyen onlemlerinin taviz verilemeyecek sekilde artmis olmasindan ve hijyenin saglik agisindan 6neminin

iyice anlagilmasindan dolay1r memnun olduklarini belirtmislerdir.

“Mutfak ofisleri ve caligma alanlarinin hijyeni siirekli yapiliyor. Pandemide ¢ok sik dezenfektan istasyonlar1 var”
(K14)

“Insanlar biifeye ciktiklarinda artik bir eldivenin nasil takilacagini biliyor. Maske takiliyor, hijyene daha ¢ok
dikkat ediyorlar” (K2)

Seflerin COVID-19 salgin doénemine iliskin ikinci vurguladiklari olumlu goriis ise, Giivenli Turizm Sertifikasi
almaktir (f:20). Sertifika, kriz doneminde otel isletmelerine yol gdsterici bir rehber olmustur. Ayrica sertifika

misafirlerin, kendilerini giivende hissetmelerini saglamistir.

“Olumlu etkilerde sertifika acentelere giiven veriyor ve satis ayaginda rahatlatiyor. Acenteler sertifika olmayinca

misafir gondermiyor.” (K10)
“Sertifikanin etkisi mutlaka oldu; belli standartlara uyuluyor personel egitimden gegiyor” (K14)

Seflerin bu donemle ilgili vurguladiklar1 diger bir olumlu goriis ise, mutfak departmaninda israfin azaldigini
belirtmislerdir(f:19). Salginda biifede yemekler, mutfak personeli tarafindan dagitildig1 i¢in bu dagitim yontemi

dolayistyla israfin azaldigin1 vurgulamaktadirlar.

“Gida israfinda giden {irliniin %60°1n1 6nlemis olduk. Misafir dnceden rastgele doldururken isler karisryordu”
(K11)
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“Her sey dahilin verdigi en biiyiik zarar israflardi. Yemek maliyetlerinde, kendimiz dagitmamizdan dolay1 %20-
30 bir karimiz olmustur. Misafire biz istedigi kadar veriyoruz ancak kendisi biifeden alirken kontrolsiiz aliyordu.”

(K5)

Sefler, COVID-19 salgin siirecinde aliman onlemler ve yapilan uygulamalar ile hizmet kalitesinde de artig

meydana geldigini vurgulamstir (f: 11).

“Bu daha kaliteli hizmet vermemizi sagladi. Alakart usulii sunuma biraz daha agirlik geldi; su anda daha kaliteli

bir hizmet veriliyor. Kisiye 6zel servis yapiliyor.” (K19)

Sefler COVID-19 salgin siirecinin mutfak personelinin niteliklerinde artis meydana getirdigini belirtmektedirler
:10). Mutfak personeli kendisini, yabanci dil konusunda, misafirlerle iletisim kurmada ve 6zgiivenin gelismesinde
p y

katkist saglamaktadir.

“Bu nedenle gastronomi dilinden anlayan ve yabanci dil bilen personeller tercih ediyorum. Bizim mutfak ¢itamizi
biraz daha yiikseltecektir. Biz eskiler yabanci dil bilmiyorduk, yeni nesil daha fazla yabanc dil biliyor ve yurtdisina
aciliyor.” (K11)

“Biifeye gecen, biife de siirekli kalan personelin genel kiiltiiriinii ve konusma tarzin1 degistigini hissetmeye
bagladik. Dil 6grenme egilimde. Daha 6nce miizik dinleyen ¢ocuk simdi, Youtube dan Rusga bir seyler 6grenmeye

calisiyor. Yani gordiiklerimi anlattyorum. Boyle enteresan bir etkisi var” (K2)

COVID-19 salgmn silirecinde acik biifede yemeklerin sunumlarinin iyilestirilmesine olumlu ydnde
yansimistir(f:10). Salgindan 6nce yemekler, agik biifeden misafirler tarafindan gelisigiizel alinmakta ve sefler

tarafindan 6zenle hazirlanmis olan biife diizeni bozulmaktadir.

“Bir de biz as¢ilarin yapmis oldugu giizel biifelerin bozulmamasi, géze hos goriinmesi i¢in de fayda saglayacak.
Onceden biifede yemek almak igin gelen misafir kasig1 gelisigiizel daldiriyor ve girkin bir gériintii olusuyordu.”

(K14)

“Ayrica misafir yemegi aldiginda yapmis oldugumuz dekorasyonlari higbiri kalmiyor. Misafir en giizel goriineni
hemen almay1 tercih ediyor. Ama su anda 6yle degil. Asc1 verince alakart tabagi sunar gibi veriyor ve misafir aslinda

bu anlamda da mutlu” (K16).

COVID-19 salgim, kalifiye ve yeni personel istihdaminda artisa sebebiyet vermistir (f:9). Bunun nedeni otellerin
acik biifelerinde yemegi dagitacak, gastronomi bilgisine sahip, farkli yabanci diller bilen mutfak personellerine
ihtiya¢ duyulmasidir. Bu durum da otel igletmelerinin mutfak personelinden olusan, yeni bir dagitim ekibi istihdam
ederek personel sayilarinin artmasina neden olmustur. Ayrica salgin doneminde otellerin bazilarinin alakart sistemde

hizmet vermeye baglamas1 da personel sayisini artirmistir.
“Disaridan aldik. Takviyeciler vardi onlara eklendi. Yemek ¢esidine gore 30 kisi daha yeni personel geldi (K17).

“Misafirlerimiz Rus agirlikli anadili gibi Rusga bilen dagitim kadrosu olusturdum. 30-32 kisilik kadro olusturup
istihdam ettik. Otele yeni bir departman ¢ikmis oldu. Dagitim kadrosu.” (K13).
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Sefler COVID-19 salgininin, personel memnuniyetinde artigsa neden oldugu belirtmektedir (f:4). Agik biife
sisteminde misafirle fazla etkilesimi olmayan personelin, yeni sistemler birlikte misafirler etkilesimi artmistir.

[letisim kuruyor olabilmek ve takdir gormek personele olumlu yansimaktadir.

“Personel biifeye ¢iktiginda misafir tesekkiir edince motive oluyor, eskiden misafirle karsi karsiya gelmezdi.

[letisimdeki personele pozitif etkisi var” (K11).

COVID-19 salgini acik biifede sunulan yemeklerin gesitliliginde azalmaya gidilmesine neden olmustur. Ancak

sefler bu azaltmanin, yiyecek kalitesindeki artiga yansitildigini belirtmektedir(f:4).

“....urlinlin daha kalitelisini vermeniz s6z konusu.” (K20).

“Burada kesinlikle misafirden kismak gibi amacimiz yok. Zaten satin aldigimiz tiriinlerde kaliteli tirinler sunmaya

calistyoruz.” (K1).

Tablo 3. Seflerin COVID-19 Salginmin Otel Mutfaklarma Yanstyan Olumsuz Etkilerine iliskin Goriisleri

Olumsuz Etkileri f
Mutfak personeline yonelik Personel is yiikiinlin artmas1 16
yansimalar Personelin 6zliik haklarina yonelik kayiplar 13
Maske ve dezenfektanin kullanmanin zorlugu 6
] [letisim problemi 11
Iletisime yonelik yansimalar Yabanct dil problemi 6
Maliyetlerin artmasi 25
Isletme gelirlerinde azalma 9
xil:{;gle;: yonelik Israfin artmasi 2
Misafire yonelik yansimalar Misafir memnuniyetinde azalma 20
Toplam 108

Seflerin COVID-19 salgimminin otel mutfaklarina yansiyan olumsuz etkilerine iligkin goriisleri Tablo 3’te
sunulmustur. Mutfak personeline, iletisime, maliyetlere ve misafire yonelik yansimalar olmak {izere dort alt temaya
ayrilmistir. Mutfak personeline yonelik olumsuz yansimalar sirasiyla, personel is yiikiiniin artmast (f:16), personelin
ozlik haklarina yonelik kayiplar (f:13), maske ve dezenfektanin kullanmanin zorlugu (f:6) olarak belirlenmistir.
COVID-19’un otellerin mutfak departmanina yansiyan en 6nemli olumsuz etkisi, mutfak personelinin yemek

dagitimindan dolay1 is yiikiiniin artmasi oldugu goriilmektedir.
“Biifede yemegi biz servis ediyoruz. Bu durum bizim i¢in ayr1 bir is yiikiimiizii artird1” (K18)

“Tabii is yogunlugu artt1, personel ¢ok yoruluyor. Personel mesai yapiyor. Ug giin kaliyor dért giin kaltyor besinci

giin yoruluyor personel. Bu durum ekstra asciya yiik getirdi” (K4)

Salginin personele yonelik ikinci 6nemli olumsuz yansimasi ise, personelin 6zliikk haklarina yonelik kayiplardir.
Mutfak seflerinin (f:13) goriislerine gore ¢ogu personel igsiz kalmis, sektor degistirmis ve sektoriin mevsimsellik

sorunundan dolay1 kisa ¢alisma 6deneginden yararlanamamastir.
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“Turizm personelinin %80’ kapanma siirecinde disarda kalds, is yok, ev ge¢indirmekte zorlaniyor. COVID olmasa
su an tesisler doluydu ve 300 kisi ¢calisacakti ama simdi 100 kisi ¢alisiyor. Otel kapasitesi diisiince personel sayisi da

diistii.” (K11).

“Aski personeli pandemide en ¢ok yara olan taraf oldu. Kisa ¢alisma ddeneginden yararlanamadilar. Geriye doniik
120 giin calisma sartindan dolayn, issizlik ddeneklerinden faydalanamadilar. Isin en acis1 bu oldu. Sizinle isimiz bitti

simdi gidin, size ihtiyag olunca c¢agirilacaksiniz dendi maalesef” (K 16).

Mutfak personelini ¢alisirken en ¢ok zorlayan unsurlardan biri de maske ve dezenfektanin kullanim zorlugudur.
Maske, personelin yaz sicaginda nefes almasini zorlastirirken, siirekli dezenfektan kullanilmasi deri hastaliklarina

neden olabilmektedir.

“Personeli maske takarken etkiliyor oksijen azaliyor, mutfaklar sicak, siperlik kullanilmiyor, en rahat maske

kullaniliyor ancak yine de rahatsiz veriyor.” (K9)

“En 6nemli zorlugu kisisel koruyucular. Maskeyle ¢aligmak oldukg¢a zor. Fazla dezenfaktan kullanimmdan dolay1
deri hastaliklarimiz artti, mevcut personelimizde de elleri tahris oluyor. En ¢ok {iziildiigiim nokta 1zgaranin ve dénerin
bagindaki caliganlara siperlik taktirmiyorum. Ciinkii sicakla birlikte siperlik eriyor. Izgaradaki yaglar siperlige

yapistyor ve personelin yagdan yiizli géziikkmiiyor.” (K1).

Salginin iletisime yonelik olumsuz yansimalan sirasiyla iletisim (f:11) ve yabanci dil problemi (f:6) olarak
belirlenmistir. Seflere gore mutfak personelinin maske takmasi ve yemek dagitimi yapmasindan dolayi, iletisimde ve

yabanci dilde sikintilar yasadigi gortilmektedir.

“Personel maske ile konusamiyor ve anlasilmiyor. Bu durumda orada bir iletisim sikintist oluyor. Hele bir de
yabanci, Tiirk¢e zorlantyoruz bir de yabanci dil olunca anlagmak daha da zor oluyor. Herkes birer pandomim sanatgisi

oldu yani” (K20)

“Biifeyle mesafe var arada bu nedenle bir iletisim sikintist var.” (K14)

“Servis departmani bir¢ok dili biliyorken mutfak personeli birgok dili bilmiyor ve misafirle iletisim sikintisi
yagtyor.” (K1)

“Hem ses giiriiltii ve igerideki ugultudan hem de misafirin dedigini anlamamalar tabi bunun yaninda yabanci dil
sorunu var. Bizim gocuklarin bu zamana kadar hi¢ kimse ile birebir iligkisi olmamasindan dolayr da misafire

meramlarin1 atamiyorlar. Dil sikintis1 yasaniyor.” (K4)

Salginin maliyete yonelik olumsuz yansimalar sirasiyla maliyetlerin artmasi (f:25), isletme gelirlerinde azalma
(f:9) ve israfin artmasi (f:2) olarak ifade edilmistir. Otel mutfaklarinda hammadde fiyatlarindaki artis, tek kullanimlik
iiriinler, kisisel koruyucular, iilke ekonomisinin durumu, sertifikanin ytikiimliiliikleri, personel maliyetlerindeki artis

nedeniyle maliyetler artmistir.

“Camla paravan konulmas1 otele maliyet getirdi. Biifelerin arkasinda servis yaparken 10 kisilik isi 20 kisiye

cikardik. Bu anlamda personel maliyetleri artt1” (K10)
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“En 6nemlisi hammadde maliyetleri ¢ok yiikseldi, oda fiyatlar diistii. Biz costlar1 ayarlarken en ¢ok zorlandigimiz
nokta burasi. Her seyin fiyat1 pandemi bahanesiyle artt1. Tek kullanim iiriinler var. Bu da maliyet artirdi. Insanlarin

krizi firsata ¢evirmesinden kaynakli ciddi fiyat artiglar var.” (K12)

“Enflasyonda dolay1 rakamlarim artti. Maskeler, dezenfektan ve eldiven maliyetlerim artti. Onceden maske

sadece giriste dururken simdi, yiizlerce kutu gidiyor restoran girisinde dagitiliyor” (K8)

Salgin, banket gibi toplu yemek organizasyonlarinin yapilamamasina neden olmus, bu durumda isletme

gelirlerinin azalmasina neden olmustur.

“Su an kongre, ziyafet olmuyor yasaklardan dolayi; fuar gibi etkinliklerin bize getirisi var. Kisin bizi ayakta

tutuyor.” (K14)

“Isler de %50 azald1. Diigiinlerimiz, banketler yani toplu yemekler azaldi. Nikah yapiliyor sadece kapali su servis
ediliyor.” (K18)

Salgin nedeniyle otelde yapilan aktivitelere getirilen kisitlamalar, misafirlerin yemek tiikketiminde bir miktar artiga
neden olmustur. Ancak tabagina aldigim tiilketemeyen misafirler nedeniyle, baz1t mutfak sefleri israfin arttigim

belirtmektedir.
“Yani misafirin tiilketimi artt1, biifede kalani biz kurtarabiliriz; ancak masada kalan1 kurtarilmazsiniz” (K8)

Sefler salginin misafire yonelik olumsuz yansimalarinin, misafir memnuniyetinde azalma (f:20) olarak
belirtmistir. Seflerin misafirlerden aldiklar sikayetlere gére COVID-19 salgininin mutfak operasyonlarinda meydana
getirdigi degisiklikler, misafir memnuniyetine de yansimistir. Salgin oncesinde misafir yemek almakta 6zgiirken,
salgin 6nlemleri yiiziinden diledigi tiir ve miktarda yemek alma 6zgiirliigii kisitlanmis; hem de biifede ve restoran

girisinde beklemek zorunda kalmistir. Bu durumlar da misafir memnuniyetine olumsuz yonde yansimistir.

“Misafirlerden olumsuz doniis aliyoruz ¢iinkii pandemide misafir yemegin personel tarafindan dagitimini kabul
etmiyordu. Kendi almay1 tercih ediyordu. Simdi biife kapandi ve istedigini istedigi kadar alamiyor, bir de hizl

vermek zorundasiniz kuyruk birikiyor ve operasyonu yavaglatiyor” (K15)

“Yemekleri personel dagittig1 i¢in misafir memnuniyetsizligi oluyor. Cilinkii restoran kapasitesi doldugunda, biz
misafirleri kapidan igeri almiyoruz. Bu konuda giinliik sikayet aliyoruz ve kapida bekleyen misafirler sikayet ediyor.”
(K7)

Tablo 4. Seflerin Mutfak Departmaninda Meydana Gelen Degisikliklere iliskin Gériisleri

f
Hastalanan personel olmasi durumunda alinan 6nlemler 21
Personele iliskin Personel yemekhanesinde degisiklik 19
degisiklikler
Personel sayisini artirma 17
Operasyonel degisiklikler ~ Uriin tedarikinde meydana gelen degisiklikler 23
Sosyal mesafeye yonelik 6nlemler 20
Yemegin servis edilig sekli 19
Menii planlamada diizenlemeler 12
Restoran kapasitesinin azaltilmasi 9

Biife saatlerinde degisiklikler
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Tablo 4. Seflerin Mutfak Departmaninda Meydana Gelen Degisikliklere Iliskin Goriisleri (Devami)

Teknolojik yenilikler Hava temizleme cihazlari 4
ULV cihaz1 2
Toplam 150

COVID-19 salgminin mutfak departmaninda meydana getirdigi degisikliklere iliskin bulgular Tablo 4’te
verilmektedir. Buna gore mutfak seflerinin goriigleri dort alt temaya ayrilmistir. Personele iliskin ve operasyonel
degisiklikler, teknolojik yenilikler seklinde temalara ayrilmistir. Personele iliskin degisiklikler sirasiyla, hastalanan
personel olmasi durumunda alinan 6nlemler (f:21), personel yemekhanesinde degisiklik (f:19) ve personel sayisini
artirma (f:17) olarak belirlenmistir. Otelde herhangi bir hastalanan personel olmasi durumunda alinan 6nlem olarak,
personelin izole edilerek karantinaya alimmasi en yaygin uygulamadir. Bazen temas durumuna gore bir birim kilit,
bir personel tamamen ya da kismen karantinaya almabilmektedir. Boyle bir durumda, mutfak departmaninin
operasyonu dogrudan etkilenmektedir. Eksik kalan personel, zaman zaman kisa calisma 6deneginde olan
personelden, ekstra personellerden, farkli birime yedeklenmis personelden, zincir isletme ise diger otel

isletmelerinden ¢agrilarak tamamlanmaktadir.

“Bir personelin esi pozitif ¢iktig1 6grenildi. Sonug netlesene kadar karantinaya alindi, ¢alismadi izole edildi.
Otelimizde 3 pastane var oradan kompanse ediliyor. Yerine koyacak eleman icin B plam var. Partner personel var

elimizde.” (K13)

“COVID vakasi olmasi durumunda personeli ve yaninda calisanlari anlagsmali oldugumuz hastaneye
gonderiyoruz. COVID yasaninca personel agiginda, adam hemen bulunmadig i¢in departmanlar arasinda kaydirma

oldu. Asgibast yardimcist bile omlet yapti. Is bizim isimiz, her ¢alisan diger departmanlari da bilir.” (K3)

Personel yemekhanesinde oturma sayisinin azaltilmasi, tek kullanimlik iiriinlerde artis, yemeklerin mutfak

personeli tarafindan dagitilmasi, yemek saatlerinde departmana yonelik farkliliklar yapilmasi gerceklestirilmistir.

Sorumlu personel yemek ve ¢aylar kendisi dagitir. Masalar ikiser kisiliktir. Departman departman yemek yeme

saatleri olusturduk, departmanlara gore yemek saatlere ayrildi.” (K3)

Salgin nedeniyle aliman 6nlemler misafirlerin agik biifeden dogrudan yemek almasina izin vermemekte ve
yemeklerin dagitimi mutfak personeli tarafindan yapilmaktadir. Bu durum mutfak departmaninin organizasyonel
yapisinda bir degisiklik meydana getirmistir. Bu nedenle otel igletmelerinin biiyiik bir kismi1 mutfakta ¢alisan personel

sayisini artirmak(f:17) durumunda kalmustir.
“Bu yil 6zellikle alt grup kadrolarini gii¢lendirdik. Niye? Ciinkii biifede yemek verilecek.” (K10)
“Hizmet i¢in personel sayis1 arttirildi. Pandemi demek fazla personel demek.” (K19)

Mutfak departmaninda yasanan operasyonel degisiklikler; iiriin tedarikinde meydana gelen degisiklikler (f:23),
sosyal mesafeye yonelik onlemler (f:20), yemegin servis edilis sekli (f:19), menii planlamasinda diizenlemeler (f:12),

restoran kapasitesinin azaltilmasi (f:9) ve biife saatlerinde degisiklikler (f:4) olarak belirlenmistir.

Mutfak sefleri COVID-19 salgin siirecinde firmalarin elinde kalan {iriinlerin, otel isletmelerine satilmaya
calisilmasina yonelikler girisimler oldugundan yakinmaktadir. Bazi sefler ise bunun tam tersine salginda insanlarin

gida trlinlerine iligkin {irlin taleplerinin artmasi nedeniyle, firmalarin elinde iiriin kalmamasindan dolay: tedarik
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sorunu yasadiklarmi belirtmislerdir. Ayrica bazi firmalarin, pandemiyi firsat gorerek iiriin fiyatlarini

yiikseltmelerinden yakinmaktadir.

“Pandemi doneminde yurtdisindan alinan iriinleri yasakladilar mesela, bu nedenle bu {irtinleri (6rdek gibi)
alamiyoruz. Ben yerli iriinii kullanmak istemiyorum ama kullanmak zorunda kaliyorum. Bu nedenle ben
yurtdigindan temin edebilecegim {irlinleri, otelin 1 yillik ihtiyacimi 2 kat1 fazla siparis vererek meniide sunmaya
devam ediyorum. Bir de pandemide stoklanan ve tedarikgilerin elinde kalan son kullanma tarihi yaklagmis tiriinler

teslim alma departmani tarafindan teslim alinmadi, bu tiriinler bizim otelin sistemine giremez.” (K9)

“Bu bence aslinda bu donemde degisen tek sey. Insanlar ¢ok stok yapiyorlardi. Koltuk alt1 galistyorlard:. Biitiin
firmalarin depolarinda yeterli iiriin vardi. Pandemi ile birlikte kimse oniinii goremedi ve iiretim yapmadi. Uretim
yapamadiklar igin de simdi firmalarin stoklar1 yok ve depolar1 bos. Herkes batti, batanlar ¢ok oldu. Ozellikle al
satcilarin gogu yok oldu. Sadece giiglii firmalar ayakta kaldi.” (K17)

Salginin baslamasiyla birlikte sertifikanin getirdigi kurallar geregi, agik biifede yemeklerin servis edilis sekli
(f:19) mutfak personeli tarafindan gergeklestirilmis, biife tasariminda ve gorsel sovlarda birtakim degisikliklere
gidilmistir.

“Biz pandeminin baglamasiyla birlikte dagitim kadrosu olusturduk. Biz daha sertifikay1 almadan bunu yaptik.

Misafirlerimiz Rus agirlikli anadili gibi Rusca bilen dagitim kadrosu olusturdum. 30-32 kisilik kadro olusturup
istihdam ettik” (K13)

“Bildiginiz gibi biz de sunum ¢ok dnemli. Biifenin 6niine bir set ¢ektik. Misafire direk biz veriyoruz oniimiizde
bir set var etkili sunumu bitirdik. Dogal ve sade oluyor. Daha dnce ihtisaml1 biifeler yapiyorduk. Simdi daha miitevazi

biifeler yapiyoruz. Oncesinde giriste ¢ikolata verirken simdi direk ates dlgmeye gidiyoruz.” (K6)

COVID-19 salgini, menii planlamasinda birtakim degisikliklerin yapilmasimi gerekli kilmistir. Sefler salgin
doneminde biifede sira olmasini 6nlemek ve ¢esit sayisini azaltarak yiyecek kalitesini artirdiklar1 vurgulamustir.
Menii planlamasinda yapilan bu diizenlemeler, (f:12) biifede sosyal mesafenin korunmasini ve israfin azalmasina

katk1 saglamstir.

“Menil planlamamiz azalttik. Mesela tath biifesiniz 20 ¢esitten 17’ye diigiirdiim. Salata 35 ¢esitten 15 diigiirdiim.
Sicakta 35’ten 22’ye diisiirdiim. Hem yer hem personel sikintisindan dolayi, biifedeki ¢esit sayisini azalttik. Eger

daha fazla yemek ¢ikartirsam, personel sayimi artirmak gerekiyor. Bu azaltmak i¢in yemek sayimi azalttim.” (K7).

“Meniilerde kii¢iik degisiklik az da olsa sinirlandirma yapildi 6rnegin makarna 6 ise 2 geside diistii; ancak kalite
olarak artirildi. Seg¢enek c¢ok olunca misafir, alacagi yemek konusunda kararsiz kaliyor ve bu durum kuyrugun

artmasina neden oluyor. Bu nedenle menii ¢esitliligimizi sinirlandirdik™ (K8)

Salginin mutfak operasyonlarma getirdigi diger bir degisiklik ise, restoran kapasitesinin azaltilmasidir (f:9).
Restoran kapasitesinin azaltilmas1 biife saatlerinin uzamasma dolayisiyla, mutfak personelinin de is yiikiiniin

artmasina sebep olmustur.

“Restoran kapasitesini diislirdiik. Bu nedenle alakart restoranlari icretsiz yaptik. Kaldirdigimiz masa sandalyeleri

oraya yonlendirdik. Orada telafi edelim derdine diistiik.” (K13)

“Restoran kapasitesinde azalmaya gidildi, 15 kisilik masa koyabileceginiz yerde simdi 4 kisilik masa var.” (K9)
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Salginla alinan 6nlemler, misafirlerin restorana gelis saatlerinde de yogunlugu azaltmak icin degisiklige neden

olmustur. Bu nedenle agik biife saatlerinde degisiklikler (f:4) yapilmistir.

“Misafirlerimizi restoran rezervasyon usuliiyle almaya basladik. Bu ylizden biife servis siiremiz uzadi. Bu sayede

misafirler farkli saat dilimlerinde restorana aliyoruz ve temasi azaltmig oluyoruz.” (K1)

COVID-19 salgin otel isletmelerinin mutfak departmanlarinda, kiigiik ¢apli teknolojik yeniliklerin olmasina
neden olmustur. Otellerin biiyiik bir kism1 salgin 6ncesinde hijyen ile ilgili teknolojik yenilikleri zaten kullanmakta
olduklarimi belirtmislerdir. Salgmin getirdigi en biiyiik teknolojik yenilik, bazi otel isletmelerinin mutfak

departmanlarina salgimin baslamasiyla birlikte hava temizleme cihazlar (f:4) ve ULV cihaz (f:2) yerlestirilmesidir.

Tablo 5. Salgmin Getirdigi Uygulamalarin Siirdiiriilebilirligine iliskin Gériisleri

Uygulamalarin siirdiiriilebilirligi f
Eski sisteme tamamen geri donme 6
Yeni uygulamalar1 aynen devam ettirme 7
Yeni uygulamalar1 kismen devam ettirme 7
Toplam 20

Tablo 5’te mutfak seflerinin sertifikanin getirdigi yiikiimliiliiklerin salginin bitmesi durumunda hala devam ettirip
ettirmeyecekleri ve yeni uygulamalardan memnuniyet durumlari sunulmaktadir. Caligmaya katilan seflerden bazilar
(f:7) yeni uygulamalar1 aynen devam ettirmek istedigini bazilar1 (fi7) ise kismen devam ettirmek istedigini
belirtmislerdir. Calismaya katilan seflerden bir kismi (f:6) ise yeni uygulamalardan memnun olmayip eski

uygulamalara tamamen geri donmek istediklerini ifade etmistir.

“Bence agikc¢asi bu sistem boyle devam etmeli, biz ¢ok memnun kaldik. Biz bunlart biiyiik yatirimlar yapmadan
yaptik. Eskiden bir ya da iki sef tabag1 vardi, bagka yoktu. Ama simdi her biifede sef tabagimiz var. Personelimiz bu

sistem sayesinde mesleki tatmin de yasadi.” (K1)

“Pandemi biterse mevcut uygulamalardan biifelerin gorselligi ve pratikligi agisindan eski sisteme geri doniilebilir.

Ama hijyenle ilgili diger uygulamalar kalabilir.” (K10)

“Eger pandemi biterse hemen eski diizene donmek isterim. {lk masa servisini kaldirmak isterim. Biifede

stislemelere devem ederiz. O bizim meslegimizin en 6énemli bir kismi1 onu asla birakamayiz.” (K3)

Tablo 5’te yer alan bulgulara ek olarak yeni uygulamalar1 tamamen veya kismen devam ettirmek isteyen mutfak
seflerinin bir kismu (f:6) COVID-19 salgiinin getirdigi yeni uygulamalarin etkisiyle otel isletmelerinin her sey dahil
acik biife sistemden, her sey alakart sistemine dogru doniisiim iginde oldugunu ifade etmektedirler. Sefler yeni
diizenlemelerin kisiye 6zel hizmet verebilmeyi miimkiin kildigin1 ve her sey dahil acik biife sisteminin iyi bir

alternatifi olabilecegini belirtmiglerdir.

“Misafir kisminda hersey alakart sisteme dondii pandemiden dolay1 eger bu sistem pandemi bittikten sonra da

devam ederse pozitif olur ve biz pandemiden sonra da bu sistemin devam etmesini istiyoruz.” (K11)

“Ben zaten agik biifenin kalkmasindan yanaymm. Insanlara birebir hizmet vermek istiyorum. Ana mutfak biife

arasini yok etmek istiyorum. Her seyin biifede pismesini istiyorum. Bu misafir memnuniyetini artirir” (K 17)
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Tartisma, Sonuc ve Oneriler

Bu calisma ile COVID-19 salgiminin Antalya il sinirlar i¢inde bulunan otel isletmelerinin mutfak departmanlarina
yansimalari, mutfak seflerinin goriisleri dogrultusunda ortaya konulmaya caligilmistir. Mutfak sefleri ile yapilan
goriismelerden elde edilen veriler, igerik analizi yontemiyle analiz edilerek COVID-19 salginin bes yildizli otel
isletmelerinin mutfak departmanlarina olumlu, olumsuz yansimalar1 ortaya konulmustur. Bununla birlikte, mutfak
departmanlarinda meydana gelen degisiklikler irdelenmistir. Son olarak mutfak seflerinin, COVID-19 salgininin
ortaya ¢ikardigi yeni uygulamalara iligkin memnuniyet durumlari ve yeni uygulamalarin siirdiirtilebilirligine iliskin

goriislerine yer verilmistir.

Mutfak seflerinin COVID-19 salgin dénemine iligskin olumlu goriisleri incelendiginde; hijyen 6nlemlerinde artig
meydana geldigi, sertifika almanin olumlu etkisinin oldugu, israfta azalma sagladigi, hizmet kalitesinde ve personel
niteliklerinde artis sagladigi, yemegin sunumunun iyilestirildigi, kalifiye ve yeni personel istihdaminda artis
gergeklestigi, personel memnuniyetinde artig goriildiigii ve yiyecek kalitesinin arttig1 sonucuna varilmigtir. COVID-
19 salgmi, otel mutfaklarinda yeni bir personel kadrosunun ortaya ¢ikmasina neden olmustur. Agik biifelerde
yemegin dagitim ile gorevli olan dagitim personelinin (kepgeci gibi) prezantabl olma, yabanci dil bilme, iletisim
becerisine sahip olma ve yemegi tanima gibi niteliklerinin olmasi beklenmektedir. Otellerin biiyiik bir kismi bu
gorevi, mevcut mutfak personeli ile yiiriitiirken az bir kismi ise yeni bir kadro olusturdugu gozlemlenmistir. Bu

baglamda mevcut mutfak personelinin niteliklerini gelistirdigi sdylenebilir.

Diger taraftan COVID-19 salgiminin otel mutfaklarina yanstyan olumsuz etkileri ise mutfak personeline, iletisime,
maliyetlere ve misafire yonelik olmak {izere toplamda dort alt temada siiflandirilmistir. Mutfak personeline yonelik
olumsuz yansimalar sirasiyla personel is yiikiinlin artmasi, personelin 6zliik haklarina yonelik kayiplar, maske ve
dezenfektanm kullanmanin zorlugu oldugu tespit edilmistir. Iletisime ydnelik olumsuz yansimalari; iletisim ve
yabanci dil problemi olarak belirlenmistir. Maliyete yonelik olumsuz yansimalar; maliyetlerin artmasi, isletme
gelirlerinde azalma ve israfin artmasi olarak ifade edilmistir. Sefler salginin misafire yonelik olumsuz yansimasinin,

misafir memnuniyetinde azalma oldugunu belirtmistir.

Mutfak sefleri, COVID-19 salgiminda bes yildizli otel isletmelerinin mutfak departmanlarina olumsuz yansimalari
icerisinde en fazla maliyetlerin arttigim vurgulamiglardir. Otel mutfaklarinda yasanan bu artislar hammadde
fiyatlarindan, tek kullanimlik iirlinlerden, kisisel koruyuculardan, iilke ekonomisinin durumundan, sertifikanin
yiikiimliiliiklerinden ve personel maliyetlerinden kaynaklanmaktadir. Bu dogrultuda Bucak & Yigit (2021)
caligmasinda ilag¢ veya as1 calismalari bitene kadar yiyecek ve icecek sektoriiniin biiyiik bir ekonomik daralmaya
ugrayacagini 6ngormiislerdir. Mevcut calisma da bu ongoriiyii destekler sonuglar ortaya koymaktadir. Zengin ve
digerlerinin (2020) ¢aligmasinda COVID-19 salgin siirecinde sabit giderlerinin oldugu ve igletme gelirlerinde

azalmasi bulgusuyla ortiismektedir.

COVID-19 salgininin mutfak departmaninda meydana getirdigi degisiklikler incelendiginde, personele iliskin ve
operasyonel degisiklikler, teknolojik yenilikler seklinde temalara ayrilmistir. Personele iliskin degisiklikler,
hastalanan personel olmasi durumunda alinan 6nlemler, personel yemekhanesinde degisiklik ve personel sayisin
artirma olarak belirlenmistir. Mutfak departmaninda yasanan operasyonel degisiklikler; iiriin tedarikinde meydana
gelen degisiklikler, yemegin servis edilis sekli, menii planlamada diizenlemeler, restoran kapasitesinin azaltilmasi,
sosyal mesafeye yonelik 6nlemler ve biife saatlerinde degisiklikler olarak belirlenmistir. Personel yemekhanesinde
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oturma sayisinin azaltilmasi, tek kullanimlik {iriinlerde artis, yemeklerin mutfak personeli tarafindan dagitilmas,
yemek saatlerinde departmana yonelik farkliliklar yapilmasi gergeklestirilmistir. Teknolojik yenilik ise hava
temizleme cihazlar1 ve ULV cihazinin yerlestirilmesidir. Baz1 ¢aligmalarda, salgin sonrasinda mutfaklarda biiyiik
oOl¢iide robot teknolojisi gibi teknolojik yenilikleri isletmelerine tasiyacagi belirtilmektedir (Demir vd. 2020; Bucak
& Yigit, 2021; Alrawadieh & Cifci 2021). Yapilan gozlemlerde salgin kaynakli herhangi bir robot teknolojisinin,
otel isletmelerinde kullanilmadig tespit edilmistir. Hijyene yonelik teknolojik yeniliklerin, (ozon, ULV cihaz1 gibi)
zaten salgin oncesinde isletmelerde HACCP geregi var oldugu belirtilmistir. Sadece iki igletmenin, ULV cihazim

salgin sonrasinda edindigi tespit edilmistir.

Caligmada otel mutfaklarinda meydana gelen en 6nemli operasyonel degisiklik, iiriin tedariginde meydana gelen
degisiklik oldugu sonucuna ulasilmistir. Ornegin mutfak sefleri COVID-19 salgin siirecinde firmalarmn elinde kalan
iiriinlerin, otel isletmelerine satilmaya ¢alisilmasina yonelikler girisimler oldugundan yakinmaktadir. Bazi sefler ise
bunun tam tersine, salginda insanlarin gida iirlinlerine iligkin taleplerin artmasi nedeniyle firmalarin elinde {iriin
kalmamasindan dolay: tedarik sorunu yasadiklarimi belirtmislerdir. ithal {iriin tedarikinde sorunlar yasanmustir.
Ayrica bazi firmalarin pandemiyi firsat gorerek, lirlin fiyatlarim yiikseltme girisiminde bulunmuslardir. Arastirmanin
bu bulgusu, Yilmaz & Sahin’in (2021) ¢alismasinda belirtildigi lizere yiyecek icecek sektdriinde salgin siirecinde
hammadde ve ithal iiriin tedarikinde sorunlar yasandigim ile ortiismektedir. Ayni zamanda bir diger ¢alismada ise,
Chowdhury ve digerleri (2020) isletmelerin tedarik zinciri agimin yeniden insa etmek durumunda kalip yeniden

yapilandirilmasi gerektigini belirtmislerdir.

Mutfak sefleri, 6zellikle personelin is yiikiiniin arttigini, 6zliik haklarina yonelik kayiplar yasadigini ve maske ve
dezenfektanin kullaniminda zorluklar yasadigini vurgulamistir. Bucak & Yigit (2021) calismasinda, personelin
calisma kosullarmin zorlastigini belirtmislerdir. Ayrica Zengin ve digerlerinin (2020) ve Can & Colakoglu (2021)
caligmalarinda, COVID-19 salgin siirecinde mutfak c¢aligsanlarinin isten ¢ikarildigi ya da isten ¢ikarilma korkusu

yasadig1, maaslarinda kesintilerin olduguve isletme gelirlerinde azalmalarin oldugu sonucunu desteklemektedir.

COVID-19 uygulamalar1 kapsaminda mutfak sefleri, sosyal mesafeyi korumak ve israfi azaltmak amaciyla menii
planlamasinda degisiklik yapmaya zorlamistir. Bu durumda menii tasariminda degisiklige sevk etmistir. Bu bulgu,

Telukdarie ve digerleri (2020) ve Di Renzo ve digerlerinin (2020) calismasi ile benzerlik gdstermektedir.

Caligmanin en carpict sonuglarindan bir tanesi, seflerin bazilarinin tamamen, bazilarinin ise kismen COVID-19
salgininin getirdigi yeni uygulamalar devam ettirmek istemeleridir. Sefler yeni uygulamalari, her sey dahil agik biife
sisteminden bir kurtulus yolu olarak gordiiklerini belirtmektedir. Bu yontemle daha fazla kisiye hizmet
verebildiklerini, mesleki tatminin arttigini dile getirmektedirler. Her sey dahil sistemden, her sey alakart sistemine
dogru doniisiimiin oldugunu belirtmektedirler. Benzer sekilde Demir ve digerleri (2020), otellerde her sey dahil
yerine daha ¢ok oda kahvalti, yarim pansiyon uygulamasina gecilmesi ve agik biife restoran hizmeti yerine alakart
ve masaya servis hizmeti yapilacagi ongoriisiinde bulunmuslardir. Bucak & Yigit (2021) ise ¢calismalarinda, seflerin
acik biife sistemini ve her sey dahil sistemini degistirmek istediklerini belirtmiglerdir. Seflerin goriislerine gore,
COVID-19 salgimi Tiirkiye’deki otellerin her sey dahil sistemini kaldirmasia yonelik bir kilometre tast oldugunu
belirtmislerdir. Mevcut ¢alismanin bulgular1 da bu gortslerle birebir ortiismektedir. Antalya’da yer alan bes yildizh
otel isletmelerinin ¢aligmaya dahil olan seflerinin bir kismi, her sey dahil agik biife sisteminin her sey alakart veya

kisiye 6zel hizmet sunan konseptlere doniismekte oldugunu belirtmektedirler.
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Bu calisma, Antalya’da yer alan bes yildizli otel isletmelerinin agisindan degerlendirilmis ve bu dogrultuda
oneriler sunulmustur. Gelecek ¢aligmalarda farkli destinasyonlarda ¢aligmalar yiiriitiilebilir. Bu nedenle her sey dahil
sisteminin, COVID-19 salgin sonrasi durumunu ele alan ¢aligmalarin yapilmasi 6nerilmektedir. Ayrica bu ¢alismada,
COVID-19 salginmin mutfak departmaninda meydana getirdigi olumlu, olumsuz yansimalar ve degisikliklerin
siirdiiriilebilirligine iliskin, mutfak seflerinin genel goriislerine yer verilmistir. ileriki arastirmalarda yeni
uygulamalarin siirdiiriilebilirligine iligkin detayli aragtirmalar yapilabilir. Bu ¢aligmada, bes yildizli otel mutfak
seflerinin (Executive Chef) goriisleri alinmistir. Gelecek ¢aligmalarda farkli kademelerdeki, farkli otel

isletmelerindeki mutfak personelinin de goriislerine yer verilebilir.
Beyan

Makalenin tiim yazarlarinin makale siirecine verdikleri katki esittir. Yazarlarin bildirmesi gereken herhangi bir
cikar atigmasi yoktur. Arastirmanin etik kurul izni ise, Akdeniz Universitesi Etik Kurulu 30/11/2021 tarih ve 15/431

sayili karar ile alinmistir.

KAYNAKCA

Alrawadieh, D. D., & Cifci, 1. (2021). COVID-19 salgin1 sonrasi yiyecek ve igecek sektorii: mutfak seflerinin
perspektiflerine yonelik bir arastirma. Giincel Turizm Arastirmalar: Dergisi, 5(2), 439-454.

Baxter, E., & Bowen, D. (2004). Anatomy of tourism crisis: Explaining the effects on tourism of the UK foot and
mouth disease epidemics of 1967—-68 and 2001 with special reference to media portrayal. International Journal

of Tourism Research, 6,263-273.

Baltaci, A. (2018). Nitel arastirmalarda 6rmekleme yontemleri ve drnek hacmi sorunsali {izerine kavramsal bir

inceleme. Bitlis Eren Universitesi Sosyal Bilimler Dergisi, 7(1), 231-274.

Bikmaz Bilgen, O. & Dogan, N. (2017). Puanlayicilar arasi giivenirlik belirleme tekniklerinin karsilastiriimasi.
Egitimde  ve  Psikolojide =~ Olcme  ve  Degerlendirme  Dergisi, 8 (1), 63-78.  Doi:
https://doi.org/10.21031/epod.294847

Brizek, M. G., Frash, R. E., McLeod, B. M. & Patience, M. O. (2021). Independent restaurant operator perspectives
in the wake of the COVID-19 pandemic. International Journal of Hospitality Management, 93, 1-8.
Doi:https://doi.org/10.1016/].ijhm.2020.102766

Bucak, T. & Yigit, S. (2021). The future of the chef occupation and the food and beverage sector after the COVID-
19 outbreak: Opinions of Turkish chefs. International Journal of Hospitality Management, 92, 1-9. Doi:
https://doi.org/10.1016/].ijhm.2020.102682

Can, U. & Colakoglu, U. (2021). Mutfak seflerinin perspektifinden pandemi siireci ve etkileri. Turizm Ekonomi ve
Isletme Arastirmalart Dergisi, 3(1), 45-57.

Cho, S. J., Lee, J. Y. & Winters, J. V. (2020). COVID-19 Employment status impacts on food sector workers. /za

Institute of Labor Economics. 1-40.

242



Giineri, B. & Yay, O. JOTAGS, 2021, 10(1)

Chowdhury, M. T., Sarkar, A., Paul, S. K. & Moktadir, M. A. (2020). A case study on strategies to deal with the
impacts of COVID-19 pandemic in the food and beverage industry. Operations Management Research, 1-13.
Doi: https://doi.org/10.1007/s12063-020-00166-9

Demir, M., Giinaydin, Y. & Demir, $.S. (2020). Koronaviriis (COVID-19) salgininin Tiirkiye'de turizm {lizerindeki
onciilleri, etkileri ve sonuglarinin degerlendirilmesi, International Journal of Social Sciences and Education

Research, 6(1), 80-107.

Di Renzo, L., Gualtieri, P., Pivari, F., Soldati, L., Attina, A., Cinelli, G., ... & De Lorenzo, A. (2020). Eating habits
and lifestyle changes during COVID-19 lockdown: An Italian survey. Journal of Translational Medicine,
18(229), 1-15. Doi: https://doi.org/10.1186/s12967-020-02399-5

Diindar, Y., Silik, C. E. & Ilgaz, B. (2020). Antalya’da yer alan konaklama tesisleri yoneticilerinin COVID-19
kapsaminda alinabilecek tedbirler iizerine goriisleri. Isletme Arastirmalari Dergisi, 12(4), 3776-3794. Doi:
https://doi.org/10.20491/isarder.2020.1072

Giiclii, 1. (2019). Sosyal bilimlerde nitel arastirma yéontemleri: Teknik, Yaklasim, Uygulama. Ankara: Nobel
Akademik Yayncilik

Husain, W. & Ashkanani, F. (2020). Does COVID-19 change dietary habits and lifestyle behaviours in Kuwait: A
community-based cross-sectional study. Environmental Health and Preventive Medicine, 25(1), 1-13. Doi:

https://doi.org/10.1186/s12199-020-00901-5

Jaipuria, S., Parida, R. & Ray, P. (2021). The impact of COVID-19 on tourism sector in India. Tourism Recreation
Research, 46(2), 245-260. Doi:10.1080/02508281.2020.1846971

Khan, A., Bibi, S., Lyu, J., Latif, A. & Lorenzo, A. (2021). COVID-19 and sectoral employment trends: assessing
resilience in the US leisure and hospitality industry. Current Issues in Tourism, 24(7), 952-969. DOI:
10.1080/13683500.2020.1850653

Kukanja, M., Planinc, T. & SikoSek, M. (2020). Crisis management practices in tourism SMEs during the COVID-
19 pandemic. Organizacija, 53(4), 346-361. Doi: https://doi.org/10.2478/orga-2020-0023

Lau, A. (2020). New technologies used in COVID-19 for business survival: Insights from the Hotel Sector in China.
Information Technology & Tourism, 22(4), 497-504. Doi: https://doi.org/10.1007/s40558-020-00193-z

Lee, C. C., ve Chen, C. J. (2011). The reaction of elderly Asian tourists to avian influenza and SARS. Tourism
Management, 32(6), 1421-1422.

Ma, N. L., Peng, W., Soon, C. F., Hassim, M. F. N., Misbah, S., Rahmat, Z., Yong, W. T. L. & Sonne, C. (2021).
COVID-19 pandemic in the lens of food safety and security. Environmental Research, 193. Doi:
https://doi.org/10.1016/j.envres.2020.110405

Saunders, B., Sim, J., Kingstone, T., Baker, S., Waterfield, J., Bartlam, B., Burroughs H. & Jinks, C. (2018).
Saturation in qualitative research: Exploring its conceptualization and operationalization. Quality & Quantity,

52(4), 1893-1907. Doi: https://doi.org/10.1007/s11135-017-0574-8

243



Giineri, B. & Yay, O. JOTAGS, 2021, 10(1)

T.C. Kiiltlir ve Turizm Bakanligi (2020), Konaklama Tesislerinde Kontrollii Normallesme Siireci Hakkindaki

Genelge, https://www.tga.gov.tr/t-c-kultur-ve-turizm-bakanligi-kontrollu-normallesme-sureci-genelgeleri/

Telukdarie, A., Munsamy, M. & Mohlala, P. (2020). Analysis of the Impact of COVID-19 on the food and beverages
manufacturing sector. Sustainability, 12(22), 9331. Doi: 10.3390/su12229331

Tiirker, G. O. & Ertiirk, N. (2020). COVID-19’un konaklama isletmelerine etkileri: Yoneticiler perspektifinden bir
degerlendirme. Turizm Ekonomi ve Isletme Arastirmalar: Dergisi, 2(2), 89-101,

United Nations World Tourism Organization. (2020). World tourism remains at a standstill as 100% of countries
impose restrictions on travel. Retrieved, from https://www.unwto.org/news/COVID-19-world-tourism-remains-

at-a-standstill-as-100-of-countries-impose-restrictions-on-travel.

United Nations World Tourism Organization. (2021). How COVID-19 is changing the world: A statistical

perspective- Volume II1, https://www.unwto.org/covid-19-and-tourism-statistics.

Unliidnen, K. & Ceti, B. (2019). Salgin hastaliklar sebebiyle olusan krizlerin turizm sektdrii iizerindeki etkisinin
degerlendirilmesi. Ankara Haci Bayram Veli Universitesi Turizm Fakiiltesi Dergisi, 22(2), 109-128. Doi:
10.34189/tfd.22.2.001

Wilkesmann, U. & Wilkesmann, M. (2021). Which factors are associated with the chefs' perception of stress at the
beginning of COVID-19 lockdown?. [International Journal of Hospitality Management, 96. Doi:
https://doi.org/10.1016/j.ijhm.2021.102945

Yildinim, A. & Simsek, H. (2013). Sosyal bilimlerde nitel arastirma yontemleri. Ankara: Seckin Yayinlari.

Yilmaz, G. & Sahin, A. (2021). How does the COVID-19 outbreak affect the food and beverage industry in Turkey?
Proposal of a  holistic model. Journal of Foodservice Business Research, 1-37. Doi:

10.1080/15378020.2021.1883216

Yin R, K. (2017). Durum ¢alismas: arastirmast uygulamalari. (1. Giinbay1 Cev.). Cankaya/Ankara: Nobel Akademik
Yayincilik.

Zengin, Y., Topguoglu, E. & Kaygm, E. (2020). COVID-19 salgminin as¢ilarin ¢aligma hayatina etkisi: Kars ili
ornegi. Calisma Iliskileri Dergisi, 11(1), 1-17.

244



Giineri, B. & Yay, O. JOTAGS, 2021, 10(1)

Reflections of the COVID-19 Outbreak on the Hotel Kitchen Department: A Qualitative Research on Five-
Star Hotels in Antalya

Beysun GUNERI
Akdeniz University, Goyniik Culinary Arts Vocational School, Antalya/Turkiye
Ozlem YAY
Akdeniz University, Goyniik Culinary Arts Vocational School, Antalya/Turkiye
Extensive Summary

COVID-19 has triggered a global economic crisis by affecting people and businesses around the world (Jaipuria,
Parida & Ray, 2021, pp. 245). Hospitality industry was caught off guard to tackle COVID-19 outbreak. Hotels,
restaurants and entertainment enterprises have taken urgent measures to deal with the pandemic, such as disinfectants,
maintaining social distancing between seats, disinfecting the hotel room and using innovative technologies ((Khan

vd., 2021, pp. 964-965).

The pandemic required changes in the physical and operational structures of hotel kitchens, as well as in their
supply chains (Lau, 2020, pp. 503). Not only enterprises, but also kitchen workers were negatively affected by the
COVID-19 outbreak. For example, there are studies that show that especially at the beginning of the pandemic, cooks
did not have adequate hygiene training, there were problems with the supply of disinfectants, gloves and masks and
the kitchen staff were dismissed or feared to be fired, and there were cuts in their salaries (Zengin, Topcuoglu &
Kaygin, 2020, pp. 13). In addition, it is stated that employment has decreased in the COVID-19 pandemic.
Accordingly, changes in employment are not only due to unemployment during the closures of food and beverage
businesses, but also reveal that previous employees are leaving the workforce as the severity of the COVID-19 disease
in their local area. COVID-19 outbreak significantly reduced the probability of continued active employment for

previous workers in food industry and employment has decreased. (Cho, Lee & Winters, 2020, pp. 18).

With the "Safe Tourism Certificate" in the promotion and marketing activities of hotels in Turkey, it is expected
to provide confidence to customers during the pandemic (Tiirker & Ertiirk, 2020, pp. 99). In addition, hotel managers
focused on breaking the perception of insecurity of tourists and gave importance to hygiene. Measures such as
maintaining social distances, choosing disposable products in the service, and complying with the mask rule, were
ensured by the hotel and department managers. New regulations were introduced for open buffets (Diindar, Silik &
llgaz, 2020, pp. 3790). It has been revealed that the chefs want to change the all-inclusive and open buffet system in
Turkey. It is stated that chefs believe that personalized service will come to the fore instead of these systems and the
COVID-19 outbreak is a milestone for the removal of the all-inclusive system in hotels in Turkey (Bucak & Yigit,
2021, pp. 7).

This research aims to reveal from the perspective of kitchen chefs how the kitchen departments of five-star hotels
in Antalya were affected during the COVID-19 outbreak. The model of the research is the case study, which is one
of the qualitative research methods. The design of the study is descriptive single instrumental case study design. A
purposive sampling used in this study. In this context, the sample of the research consisted of 20 kitchen chefs

working in five-star hotels in Antalya. The data were collected by face-to-face interviews with a semi-structured
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questionnaire between 2-18 December 2021. In the first part of the semi-structured questionnaire, 8§ questions were
included to determine the information about the demographic characteristics of the participants, and in the second
part, 4 questions were included to determine the opinions of the participants. Audio recordings of the interviews were
taken during face-to-face interviews. The average duration of the interviews is 30 minutes. The obtained audio
recordings were transcribed on the computer and a total of 70-page data set was obtained. The data were analyzed in

the NVivo 12.00 package program by content analysis.

According to the results, kitchen chefs expressed a positive opinion that there was an increase in hygiene
measures, there is a positive effect of obtaining a certificate, there is a reduction in waste, there is an increase in
service quality and staff qualifications, there is an improvement in the presentation of food, and there is an increase
in the employment of qualified and new kitchen staff. Also, there are the negative effects of the COVID-19 outbreak
on hotel kitchens which were classified under four sub-themes: kitchen staff, communication, costs and guests. The
kitchen chefs especially emphasized that the workload of the staff increased, that they experienced losses in their
personal rights and that they had difficulties in the use of masks and disinfectants. Kitchen chefs stated that the
increase in raw material prices, the increase in the use of disposable products and personal protective equipment, the
state of the country's economy, the obligations of the certificate and the increase in personnel costs increased the

costs of the kitchen department in the COVID-19 period.

In the study, it has been determined that the most important operational change in hotel kitchens is the change in
product supply. Kitchen chefs have had to make changes to menu planning to maintain social distancing and reduce
food waste. In addition, the COVID-19 outbreak has led to the emergence of a new staff in hotel kitchen departments.
A qualified staff who were in charge of the distribution of food in open buffets was emerged. This situation has led

to increase in personnel costs.

The COVID-19 pandemic has forced some operational changes related with kitchen staff. The operation of the
kitchen department is directly affected in the case of infected staff. In such a case, the department can be closed
completely. In this case, the kitchen department was able to supply staff by finding extra staff, shifting staff from

different kitchen departments, or if it is a chain hotel shifting staff from other hotels.

The COVID-19 outbreak has caused small-scale technological innovations in the kitchen departments of hotel
businesses. Most of the hotels stated that they were already using technological innovations related to hygiene before
the pandemic. Technological innovation brought by the pandemic are air cleaners and ULV devices were installed in

the kitchen departments of some hotels.

One of the remarkable results of the study is, some of the chefs completely and some of them partially want to
continue the new practices brought by the COVID-19 outbreak. Because kitchen chefs state that new practices
provide better service quality in terms of hygiene, food presentation, and personalized service. Accordingly, some of
the kitchen chefs state that with the effect of the changes held during COVID-19 hotel businesses are transforming
from an all-inclusive system to an all-ala carte system. The chefs stated that it is possible to provide personalized
service with the new regulations, and in this respect, it constitutes a good alternative to the all-inclusive system.
However, some of kitchen chefs are not satisfied with the new regulations and want to completely return to the

previous system.
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The study was limited to five-star hotel establishments operating in Antalya province and the opinions of kitchen
chefs (Executive chefs) working in the kitchen departments of these hotel establishments. In future research, studies
can be carried out in different destinations. For this reason, it is recommended to conduct studies that address the
post-COVID-19 epidemic situation of the all-inclusive system. In this study, the opinions of five-star hotel kitchen
chefs (Executive Chef) were taken. In future studies, the opinions of kitchen staff at different levels and in different

hotel businesses can be included.
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Caligma, saglik turizmi hizmeti veren bes yildizli termal tesislere yonelik Tripadvisor’da
Ocak 2013- Kasim 2021 tarihleri arasinda yapilan olumsuz yorumlar1 kapsamaktadir.
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GIRIS

Globallesen diinyada, iilkeler arasindaki is birliginin, seyahat olanaklarinin ve 6zgiirliiklerinin artmasi, saglik
hizmetlerinde gelismelerin yasanmasi, insanlarin yagamlarint siirdiirdiikleri yer disinda farkli yerlere giderek
konaklayip tedavi olmay1 amaclamalar1 saglik turizmi ortaya cikarmaktadir. Saglik turizmi; kisaca insanlarin
iyilesmek amaciyla koruyucu, tedavi edici, rehabilite edici ve saglig1 gelistirici hizmetlerden yararlanmak amaciyla
ikamet ettikleri iilkeler disindaki iilkeleri ziyaret etmeleridir. Saglik turizmi, sadece tip merkezlerinde tibbi bakim
amaciyla yapilmakta olan planli bir uygulama olmamakla birlikte, termal saglik isletmelerinde ve yash bakim ve
rehabilitasyon merkezlerinde de siiregen hastaliklarin takiplerini de kapsayan bir uygulamadir. Ayn1 zamanda, dogal

sifal1 su kaynaklar, kiir merkezleri, kaplica, sicak su ve camur banyolar1 gibi dogal kaynaklara sahip olan bolgeler

de turizmi igerisinde yer almaktadir (SATURK, 2021).

Diinya’da saglik turizminin gelismesine paralel olarak daha fazla isletme agilmakta ve mevcut igletmelerde kendi
aralarinda rekabete girerek pazar paylarini artirmayr amaglamaktadirlar. Iletisim teknolojilerinde gelismelerin
yagsanmasi ve insanlarin her ¢esit bilgiye erisimde kolaylik yasamalariyla isletmelerin birbirleriyle rekabet etmeleri
hizmet kalitelerini arttirarak, miisteri tatmini saglamalariyla 6ne ¢ikmaktadir. Bu da miisterilerin istek ve
gereksinimlerini en iyi bigimde anlayip sikayetlerine ¢6ziim bularak ger¢eklesmektedir (Cimen & Yazici Ayyildiz,
2021). Sikayet, genel olarak memnuniyetsizligi ifade etmektedir. Satin alinan bir {iriin veya hizmetin beklentileri tam
anlamiyla karsilayamamasi veya {irlin ve hizmetlerin kullanim sirasinda meydana gelen beklenmedik durumlarin
karsilig1 olarak da bilinmektedir (Sujithamrak & Lam, 2015). Aslinda sikayet, isletmelerin sunmus oldugu {iriin ve
hizmetlerin devamli iyilestirilmesi amaciyla bir geri bildirim aracidir. Isletmeler kusursuz bir sekilde hizmet sunmay1
amaclarsalar da hatalar1 ve eksikliklerini tam olarak ortadan kaldirmalari miimkiin olmamaktadir. Bu sebeple
isletmeler, hatlar1 ve eksikliklerini en iyi bicimde analiz ederek degerlendirmeleri gerekmektedir. Dolayistyla,
isletmelerin, yapilan sikayetler ve yorumlar1 kendi lehine ve firsata ¢evirmeleri, o sikayetlerden ders ¢ikararak
hatalarii tekrarlamamalar1t hem igletme agisindan hem de miisteri memnuiyeti a¢isindan biiyiik 6nem tasimaktadir
(Arpaci, 2016). Insanlar artik sikayetlerini dile getirirken cesitli ara¢ ve yontemlere basvurmaktadirlar. Son yillarda
miisteriler, teknolojinin sunmus oldugu imkanlar sayesinde iirlin ve hizmetlere yonelik sikayetlerini daha kolay ve
hizli bir bicimde dile getirebilmektedirler. Bilgi ve iletisim teknolojilerinin gelismesiyle tiiketiciler ve isletmeler

arasinda hizli iletisim saglanabilmektedir (Kizildemir, Ibis & Cop, 2019).

Turistler hem sagliklarim1 korumak hem de tatil yapmak amaciyla gidecekleri turizm destinasyonlarini se¢me
konusunda seyahat sitelerini ¢ok yaygin olarak kullanmaktadirlar. Turistlerin kullanmis olduklar1 bu seyahat
sitelerinin en 6nemlilerinden birisi de Tripadvisor’dur. Tripadvisor, 2000 yilinda Amerika Birlesik Devletleri (ABD)
'nde kurulan, seyahat amagli konaklamalar i¢in diinyanin en popiiler web sitelerinden biridir. Ayn1 zamanda
Tripadvisor, son yillarda seyahat eden turistlerin %80°’nden ¢ogu Tripadvisor’u kullanmaktadir. Bu seyahat sitesi
hem igletmeler hem de potansiyel turistler agisindan oldukga 6nemlidir (Vasquez, 2011). Seyahat siteleri, isletmelere
en iyi sekilde analiz etme ve degerlendirme yapma, potansiyel miisteriler agisindan da alternatifleri degerlendirip
se¢im yapmalar1 ve satin aldiklart iiriin ve hizmet sonrasinda deneyimlerini paylasma imkan1 sunmaktadirlar. Internet
lizerinden yapilan yorumlarin dikkatli bir sekilde incelenmesi, memnuniyet ve sikayetlerin hangi konularda
yogunlastiginin belirlenmesi konaklama igletmelerinin miisteri memnuniyeti saglamasi ve hizmet kalitesini arttirmasi

bakimindan olduk¢a 6nemlidir (Geranaz & Yetgin, 2021).
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Bu calismanin amaci, Tiirkiye’de saglik turizmi hizmeti veren bes yildizli termal tesisleri ziyaret eden miigterilerin
Tripadvisor seyahat sitesinde belirli kategorilerde yaptiklar1 sikayetleri incelemektedir. Calismada, saglik turizmi
hizmeti veren bes yildizl1 termal tesislere yonelik Tripadvisor’da Ocak 2013- Kasim 2021 tarihleri arasinda yapilan
olumsuz yorumlar arastirilarak incelemeler yapilmistir. Yapilan aragtirmalar sonucunda elde edilen bulgulara yonelik
olarak, misterilerin daha ¢ok hangi konularda sikayette bulunduklar igerik analizi ve betimsel analiz yontemiyle

kategorilendirilerek belirlenmis, tesislere bu konuda 6neriler sunulmustur.

Bu calisma, Tiirkiye’nin bes bolgesi ele aliarak o bolgelerde saglik turizmi hizmeti sunan bes yildizli termal
tesislere iligkin olumsuz yorumlar ile sinirlandirilmistir. Bunun sebebi ise, bes yildizli otellerin sektorde iist diizey
hizmet vadetmeleri ve bu bes bolgede termal tesis bulundugunun tespit edilmesidir. Bu ¢alisma ile gelecek yillarda

yapilacak olan ¢aligmalara da hem literatiir hem de aragtirma konusunda yol gostericilik hedeflenmistir.
Kavramsal Cerceve

Bu boliimde ¢alismanin amag ve kapsami dogrultusunda okuyucuya, saglik turizmi, miisteri sikayetleri ve bir

seyahat sitesi olan Tripadvisor hakkinda bilgiler verilmektedir.
Saghk Turizmi

Son yillarda insanlar artik saglik problemlerini ¢ozerken, sadece kendi yasadiklar iilkelerdeki hekimleri ve
fiyatlar1 degil; aym1 zamanda sagliklarma kavusmak icin en iyi ¢Oziimii ve en iyi fiyat alternatiflerini de
degerlendirerek hareket etmektedirler. Buna bagl olarak, insanlarin seyahat etmek amaciyla ikamet ettikleri yerler
disindaki yerlerde konaklay1p tedavi olmay1 amaglamalariyla alternatif turizm tiirlerinden ve 6zel bir turizm tiirii olan
saglik turizmi ortaya ¢ikmistir. Saglik turizminin hedef kitlesini, sagligi bozulan ve sagligimi korumaya duyarli olan
kisiler olusturmaktadir. Dolasiyla, tedavi ve tatil amach olarak, sehirlerarasi veya iilkelerarasi yapilan seyahatlerden

dogan tiim faaliyetlere “saglik turizmi” denmektedir (Aydin, 2012).

Saglik turizmi; iyilesmek amaciyla belirli bir siire i¢in (genellikle 21 giin) ikamet ettikleri yerler disindaki dogal
kaynaklara sahip olan turistik amagli hizmet veren tesislere giderek konaklama, kiir uygulamasi, beslenme ve eglence
ihtiyaglarin1 karsilamalar1 sonucunda ortaya ¢ikan hareketler olarak tanimlanmaktadir (Boz, 2004). Saglik turizmi
insanlarm istek ve ihtiyaclariin artmasi sebebiyle ¢ok genis bir alan1 kapsamaktadir. Bu nedenle de saglik turizmi
kendi igerisinde ¢esitlere ayrilmaktadir. Bu ayrimlar her gecen giin farkliliklar gostermektedir. Saglik turizmi ilk
ortaya c¢iktiginda ii¢ ana baslik altinda ele alinmistir. Bunlar; “medikal turizm, termal turizm ve ileri yas turizmi”
seklindedir (Aydmn, 2012; Ozer & Songur, 2012; Dastan, 2014; Yardan vd., 2014). Kaynaklarin zamanla
cesitlenmesiyle birlikte saglik turizmi dort ana baglik altinda ele alinmistir. Bunlar; “medikal turizm, termal turizm,
engelli turizmi ve yagh turizmi” olarak bilinmektedir (Cohen, 2008). Son donemlerde teknolojinin de gelismesiyle
birlikte kaynaklarda da cogalmalar baglamis ve saglik turizmi, “medikal turizm, termal turizm, wellness-SPA turizmi,
engelli turizmi ve ileri yas turizmi” olmak iizere bes ana baslk altinda ele alinmaya baslamustir (Ozsar1 & Karatana,

2013; Altsoy & Tastan Boz, 2019). Buradan yola ¢ikarak saglik turizmi gesitleri asagidaki gibidir:

Medikal turizm; saglik hizmetlerinden yararlanmak amaciyla bir iilkeden baska iilkeye yapilan seyahatler olarak
ifade edilmektedir (Reed, 2008). Ayni1 zamanda medikal turizm, insanlarin tibbi ve cerrahi bakim almak i¢in uzun

mesafeler kat ederek baska iilkelere gitmelerini ve genel anlamda birer tatilci olduklarini da ifade etmektedir. Buna
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bagli olarak medikal turizm, kisaca insanlarin sagliklarini1 korumak ve iyilesmek amaciyla baska iilkelere yaptiklar

seyahatlerdir (Connell, 2006).

Termal turizm; “termomineral su banyosu, igme, inhalasyon, ¢amur banyosu gibi ¢esitli tiirdeki yontemlerin
yaninda iklim kiirii, fizik tedavi, rehabilitasyon, egzersiz, psikoterapi, diyet gibi destek tedavilerinin birlestirilmesi
ile yapilan kiir (tedavi) uygulamalar1 yan1 sira termal sularin eglence ve rekreasyon amagli kullanimi ile meydana

gelen turizm tiiri” olarak tanimlanmaktadir (T.C. Kiiltiir ve Turizm Bakanligi, 2021).

Welnness-SPA turizmi; SPA kelimesi Latince “Salus Per Aquam” ifadesinden gelmektedir. Bu kelimenin Tiirkce
karsilig1 “Sudan Gelen Saglik” olarak bilinmektedir. Wellness kelimesi ise, viicut ve akil sagliginin yenilenmesi
anlamina gelmektedir. SPA ve wellness kavramlari ilk olarak 19. yiizyilin ilk zamanlarinda suyun tedavi amagl
kullanilmasinin yaninda masaj, cilt bakimi, talossoterapi ve camur banyosu tedavi olarak da kullanilmistir (Vukovic,

vd., 2015).

Engelli turizmi; engele sahip olan bireylerin turizm aktivitelerine katilim gostermeleri anlamina gelmektedir.
Engelli turizminin asil amaci engellilerin herhangi bir problemle karsilagsmadan aileleriyle birlikte turizm
imkanlarindan yararlanmalari, seyahatleri ve konaklamalar1 esnasinda tatillerinden zevk almalarini, tadini
cikarmalarimi veya tatillerinin kalitesini diisiirecek bir sorunla karsi karsiya kalmamalarimi saglamaktir (Sen &

Mayfield, 2003).

Ileri yas turizmi; ikamet ettikleri yerlerden baska yerlere tedavi olmak igin giden kisilere tedavi hizmetlerinin
yaninda tatil yapma imkan1 da sundugu i¢in oldukga ilgi ¢ekicidir. Buna bagl olarak ileri yas turizmi, yash bireylerin
gereksinimlerine uygun, onlarin yasantilarini gelistirecek ve yasamlarini daha da renkli hale getirecek bir saglik

turizmi ¢esidi olarak bilinmektedir (Dalan & Arikan Saltik, 2021).

Son yillarda insanlar kalitenin yiiksek ve maliyetlerin daha diisiik oldugu saglik hizmetlilerini talep etmektedir.
Bu durum da saglik turizminin gelisim gostermesinde biiylik rol oynayan birinci basamak olarak ifade edilmektedir
(Tengilimoglu, 2013). Bunun yaninda, saglk turizminin gelismesine imkan saglayan baska sebepler de

bulunmaktadir. Bunlar1 asagidaki gibi siralamak miimkiindiir (Kiiltiir ve Turizm Bakanligi, 2021);

* Tedavi olmak amaciyla gidilen saglik kuruluslarinda uzun siireli olan hasta bekleme listelerinden kurtulma
istegi,

» Kalitesi yiiksek ve bekleme siiresi az olan saglik hizmetlerinden yararlanmak,

» Yiiksek kaliteli saglik teknolojilerine erismek,

* Yiiksek olan saglik maliyetlerini daha aza indirmek,

* Madde bagimlisi kisilerin daha farkli ve kendilerine uygun ortamlarda bulunmak istemeleri,

» Siiregen (kronik) hastalikli bireylerin, yashilarin ve engelli bireylerin daha farkli ortamlara gitme ve tedavi

alma arzularimin artmasi,
» Tedavi olmanin yaninda gittikleri yerlerde hem eglenme hem de farkli kiiltiirler tanima istegi,

« Insanlarin hayata daha fazla tutunma ve yasam istekleri.
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Insanlar1 turizm faaliyetlerine yonelten nedenlerden biri de hig siiphesiz ki, sagliktir. Bu unsur, kimi zaman
kaybolan saglig1 yeniden kazanmak icin olustugu gibi, kimi zaman da saglig1 uzun siire koruyabilmek amaciyla da
ortaya cikmustir (Oztiirk & Yazicioglu, 2002). Bu baglamda, saglik turizminin ortaya cikist cok eski zamanlara
dayandig1 bilinmektedir. Antik Yunan Imparatorlugu’ndaki hasta insanlar Akdeniz iilkelerine termal sulardan tedavi
olmak i¢in gelirlerken, 18. ylizyill sonrasinda Avrupa’nin zengin insanlart kaplica tedavilerinden yararlanmak
amaciyla Nil Nehri’ne, 21.yiizyilda ise teknolojinin gelismesiyle beraber diisiik maliyetli ve bekleme siirelerinin az
oldugu iilkelere tedavi icin gidilmektedir. Saglik turizminde dnde gelen iilkeler; Tayland, Kosta Rika, Hindistan,

Singapur, Kolombiya, Filipinler, Kolombiya, Filistin ve Kiiba’dir (Cicek & Avderen, 2013).

Turizmin ¢esitlenmesinde son yillarda hizli gelismeler gosteren saglik turizmi Tiirkiye i¢in biiyiik dneme sahip
olan bir turizm c¢esididir. Tiirkiye, sahip oldugu altyap1 olanaklar, kaliteli saglik hizmetleri, tedavi hizmetinin
yaninda tatil imkanlarimin sunulmasi, deneyimli doktor ve saglik personeli, diisiik tedavi masraflari, tedavi igin
bekleme siirelerinin olmamasi, rekabetci fiyat avantajlari, devlet destegi, bulundugu cografi konum bakimindan sahip
oldugu essiz dogal ve tarihi zenginlikler ve iklim sartlar ile birlesen kaliteli turizm isletmeciligi ve diinyaca bilinen
Tiirk misafirperverligi ile medikal turizm alaninda her gegen giin daha fazla paya sahip oldugu goriilmektedir (Buzcu
& Birdir, 2019). Sahip oldugu altyap1 imkanlari, akredite belgesine sahip olan saglik kuruluslar, yiiksek kaliteye
sahip saglik hizmetleri, uzman doktorlari, cerrahlari, gelismis teknolojisi ile plastik ve estetik cerrahi, goz
ameliyatlari, check-up, kalp-damar hastaliklari, by-pass ameliyatlari, sa¢ ektirme, deri hastaliklari, tiip bebek tedavisi,
kanser tedavisi, kulak burun bogaz cerrahisi, beyin cerrahisi, jinekoloji, ortopedi, dis protezi, SPA, fizik tedavi
rehabilitasyon hizmetleri gibi tedavilerin Tiirkiye’de daha uygun fiyatlarla sunulmasi, Tiirkiye’nin medikal ve saglik

turizminde daha ¢ok pay sahibi olmasinin bir gostergesidir (I¢z, 2009).

Uluslararasi alanda akreditasyon belgesi olan saglik kuruluslar, ikamet ettikleri yerlerden farkli yerlere tedavi
olmak amaciyla gidecek olan hastalar i¢in olduk¢a 6nemlidir. Saglik turizminden pay almay1 amaglayan saglik
kuruluslar1 igin uluslararasi alanda alinmis olan bir akreditasyon belgesi, o saglik kuruluslarinin belli standartlarda
hizmet verebilmelerinin bir gostergesidir. Son donemlerde saglik kuruslarini akredite eden en 6nemli kuruluslardan
biri Joint Commission International (JCI) olarak kabul edilmektedir (Cabi, 2020). Joint Commission Internaitonal
(JCI), diinya genelinde saglik kuruslarim1 ve programlarini akredite eden ve onaylayan bagimsiz kar amaci giitmeyen
bir kurulustur. Joint Commission International (JCI) akreditasyonu ve sertifikasyonu, saglik bakimi kalitesi ve

hastalarin giivenligi i¢in kiiresek bir lider olarak bilinmektedir (Joint Commission International, 2021).
Miisteri Sikayetleri ve Tripadvisor

Sikayet, kisilerin herhangi bir mal ya da hizmeti satin almas1 dncesi ya da sonrasinda ortaya ¢ikan olumsuz geri
bildirimler olarak ifade edilmektedir (Bell, vd., 2004). Bir bagka tamima gore sikayet, kisilerin gereksinimleri,
istekleri ve beklentilerinin karsilanmamasi durumunda olugsan memnuniyetsizligin sozlii ya da yazili olarak
belirtmelerine verilen addir (Aylan, Arpact & Celiloglu, 2016). Sikayet, kisaca bir tiiketicinin bir {irlin ya da hizmete
kars1 olan memnuniyetsizliginden kaynaklanmaktadir (Namkung, vd., 2011). Bir isletmeye gelerek satin almis
olduklarnt {irlin ya da hizmetlerden memnun kalmayan miisteriler, genellikle dort sebepten dolay1 sikayet

etmektedirler. Bu sebepler su sekildedir (Tastan & Kizilcik, 2017);

* Satin alinmis olan bir {irlin ya da hizmeti geri iade etmek ve tazminat almak,
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» Bir iiriin ya da hizmete kars1 olan memnuniyetsizliklerini dile getirmek,
» Hizmet kalitesinin arttirilmasini talep etmek,
» Diger kisilerin de memnuniyetsiz olmamalari i¢in tecriibelerini paylasarak onlar1 diistinmek.

Isletmelerin, miisteri memnuniyetini yakalayabilmeleri igin isletmeye gelen kisilerin istekleri ve beklentilerinin
neler oldugunu bilmeleri gerekmektedir. Miisterilerin beklentilerinin {izerine ¢ikan ya da beklentilerini tam anlamryla
karsilayabilen igletmeler hem miisteri memnuniyetini yakalamis olacaklar hem de miisterilerin almis olduklar
hizmeti kaliteli olarak algilamalarina imkén saglayacaklardir. Fakat miisteriler beklentilerinin altinda bir hizmet
alirlarsa memnuniyet seviyelerinin diisecegi ve algilamalarinin da kalitesiz yonde olabilecegi sdylenebilir (Kitapci,
2008). Isletmelerin sunmus oldugu hizmetlerden memnun kalmayan miisteriler, ¢ogu zaman dolayli davranis
sergilemektedirler. Bir bagka ifadeyle, verilen hizmetten memnun kalmayan miisteri sikayetini dogrudan isletme
yoneticisine dile getirmek yerine, ¢evresindeki kisilere o isletmeye yonelik olumsuz yorumlar yaparak ya da bir daha
o isletmeye gitmemelerini sdyleyerek dolayli davranig sergilemis olurlar (Kim, vd., 2003). Bu baglamda igletmeler,
miisteri memnuniyetini yakalamak i¢in sunmus olduklar1 mal ya da hizmetlerin kalitesini hep iist seviyede tutmalilar
ve miisteri dinleyerek sikayetlerine 6nem vermelidirler. Eger isletmeler ilimli davranig sergilerlerse rekabet avantajini

da elde etmis olacaklardir (Kitapci, 2008).

Sikayetler, kelimelere dokiilmiis olan problemleri ifade eder ve ayni zamanda isletmeler agisindan da degerli uyar1
sinyalleridirler. Eger bir isletmeye sikayet gelmezse, o isletmede kii¢iik sorunlar, beklenmedik aksilikler ve
performansta diisiikliik yasayacagindan dolay1 daha biiyiik sorunlara yol acabilmektedir. Aslinda yapilan her sikayet,
tiiketici ile isletme arasindaki iliskinin tehlikeye girmesini 6nlemekte ve aralarindaki iligkinin daha da iyi olmasi igin

bir firsattir (Kozak, 2007).

Son yillarda internetin gelismesi ve yogunlagmasi ile birlikte artik sikayetler elektronik ortama taginmaya
baglamistir. Bu gelismeler sayesinde insanlarin olumsuz diisiincelerini ve rahatsizliklarim1 daha kolay bir sekilde
paylasabilmeleri i¢in sanal platformlar ortaya ¢cikmistir (Keles, vd., 2016). Elektronik sikayet, bir iiriin ya da
hizmetten yararlanan insanlarin, bu deneyimde yasamis olduklar1 problemleri elektronik ortamlarda ifade etmesi
olarak tanimlanmaktadir (Schall, 2003). Teknolojinin gelismesi ile birlikte insanlarin {iriinler ve hizmetler hakkindaki
olumlu ve olumsuz gériislerini rahat bir sekilde paylasim yapabildikleri sanal ortamlar olusmustur. internetin
saglamis oldugu olanaklar sayesinde, tiiketicilerin daha 6nce elde edemedikleri olanaklar1 sunarak farkl bir sikayet
kanali olusturulmus ve boylelikle tiiketiciler i¢in sanal ortamdan yapilan sikayetler daha ¢ok dnem kazanmaya

baglamigtir (Sahin, vd., 2018).

Turistler hem sagliklarin1 korumak hem de tatil yapmak amaciyla gidecekleri turizm destinasyonlarini segme
konusunda seyahat sitelerini ¢ok yaygin olarak kullanmaktadirlar. Turistlerin kullannmis olduklar1 bu seyahat
sitelerinin en Onemlilerinden birisi de Tripadvisor’dur. Diinya’nin en biiyiik seyahat rehberligi platformu olan
Tripadvisor, ABD’nin Massachusetts eyaletinde 2000 yilinda kurulmustur. Tripadvisor, diinya genelinde 43 pazarda
ve 22 dilde hizmet veren bir seyahat rehberligi sirketidir. Yaklagik sekiz milyon isletmeye ait 988 milyondan fazla
yorum ve gorislerle turistler, konaklama firsati yakalamak, lezzetli restoranlara rezervasyon yaptirmak ve
yakinlarindaki harika yerleri kesfetmek amaciyla Tripadvisor’a bagvurmaktadirlar (Tripadvisor, 2019). Sitede

yapilmis olan yorumlar tiiketicilerin deneyimlerine dayanmasi sebebiyle, kullanicilar Tripadvisor’a gilivenle
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yaklagsmaktadirlar (Onorati & Giardulla, 2020). Internetin gelismesi ve erisimin kolaylagmasi sayesinde, sitede
isletmeler hakkinda yapilmis olan olumlu ve olumsuz yorumlari goéren kullanicilarin sayilarinda da artislar olmaktadir
(Hwang & Mattila, 2020). Ozellikle, saglig1 korumak, tedavi olmak ve tatil yapmak amaciyla gidilen saglik turizmi
hizmeti veren tesislerde olumsuz deneyim yasamis olan bireyler, en kotii yorumlari yapabilme potansiyeline de sahip
olurlar. Bu sebepten dolay1, saglik turizmi hizmeti veren konaklama isletmeleri, yapilan yorumlar1 dikkatli bir sekilde
degerlendirmeliler, olumlu sekilde geri doniitler yapmalilar ve sunmus olduklar: iiriin ve hizmetlerin kalitelerini

artirma yonelimi gostermelidirler.
Yontem

Bu ¢aligmanin amaci, Tiirkiye’ nin bes bolgesinde faaliyet gosteren bes yildizli saglik turizmi hizmeti veren termal
tesislere yonelik Tripadvisor iizerinden yapilan sikayetlerin incelenmesidir. Yapilan incelemeler sonucunda elde
edilen bulgulara gore, bu tesisleri ziyaret eden miisterilerin yapmig olduklar sikdyetlerin yogunlasmis oldugu
konularda isletmelere oneriler sunmak ve yarar saglamak da ¢aligmanin amaglar1 arasinda yer almaktadir. Calisma
ile ilgili literatiir ve isletmelere yonelik Tripadvisor’da yapilan sikdyet yorumlar1 géz Oniine alinarak, bu bes
bolgedeki bes yildizli termal tesislere yonelik yapilan sikayetler siniflandirilarak ana ve alt temalara ayrilmistir.
Yapilan incelemelerden elde edilen sonuglar, bes bolgede yer alan bes yildizli termal tesislerin miisterilere sunmus

olduklari iiriin ve hizmetlerin kalitelerini artirabilmeleri agisindan biiyiik 6nem tagimaktadir.
Arastirmanin Yontemi

Caligmada veri kaynag olarak kullanilan Tripadvisor sitesindeki yorumlar bes kategoride siiflandirilmaktadir.
Bu yorumlar, “1 puan=berbat”, “2 puan=kd&tii”, “3 puan= ortalama”, “4 puan= ¢ok iyi” ve “5 puan=miikemmel”
olarak isimlendirilmektedir. Bu ¢aligmada ise, tesislere yonelik sikayetlerin degerlendirme kapsamina alindigindan

dolay1 yalnizca “1 puan=berbat” ve “2 puan=ko&tii” olan yorumlar dikkate alinarak degerlendirme yapilmaktadir.

Bu arastirmada yararlanilan nitel aragtirma; gozlem, goriisme ve belge analizi gibi yontemlerin kullanildigi,
olaylarin dogal ortamda gercek¢i ve biitiinciil bir sekilde anlasilmasina yonelik bir aragtirma yontemidir. Nitel
arastirma yOntemlerinin tercih edilmesi problemlerin daha iyi anlagilmasima ve daha isabetli ¢oziimlerin ortaya
konulmasina katki saglayabilmektedir (Baltaci, 2019). Caligmanin amag ve kapsamina yonelik olarak bu ¢alismada,
iki farkl1 analiz yonteminden yararlanilmistir. Bunlar; nitel veri analiz yontemlerinden olan icerik analizi ve betimsel
analizdir. Igerik analizi; mesaj degeri olan her tiirlii verinin bir amaca ydnelik olarak taranmasi, kategorilere
(temalara) ayrilmasi, 6zetlenmesi, bulgularin arastirmanin amacimna iligkin analiz edilmesi ve yorumlanmasi
islemlerini kapsayan bilimsel bir aragtirma yontemidir. Diger bir ifadeye gore igerik analizi, aragtirma yapilacak olan
konu ile ilgili dokiimanlardaki bilgilerin, mesajlarin, sloganlarin, simgelerin, karakterlerin vb. durumlarin
incelenmesi ve sayisallastirilmasi olarak ifade edilmektedir (Karagdz, 2019). Betimsel analiz; elde edilen verilerin,
daha onceden belirlenmis olan kavramsal ¢erceve ya da temalara gore 6zetlenmesi ve yorumlanmasidir. Betimsel
analiz yonteminde, goriisiilmiis ya da gézlemlenmis olan kisilerin goriiglerini ¢arpici bir sekilde yansitmak amaciyla
dogrudan alintilar sik sik yer verilmektedir. Betimsel analizdeki en temel amag, yapilan aragtirmalar sonucunda elde
edilen bulgular1 diizenlenmis, 6zetlenmis ve yorumlanmis bir bi¢imde okuyucuya sunmaktir (Yildinnm & Simsek,
2018). Bu baglamda, Tiirkiye’nin bes bolgesinde faaliyet gdsteren bes yildizli termal tesislere yonelik Tripadvisor’da
Ocak 2013-Kasim 2021 tarihleri arasinda Ege Bolgesi’nde faaliyet gdsteren 24 adet tesise ait 1353 yorum, Marmara
Bolgesi’nde sekiz adet tesise yonelik 250 yorum, Akdeniz Bolgesi’'nde bulunan bir adet tesise yonelik 11 yorum,
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Karadeniz Bélgesi’nde bulunan ii¢ adet tesise yonelik 154 yorum ve I¢ Anadolu Bélgesi’nde faaliyet gdsteren dokuz
adet termal tesise yonelik 285 adet sikdyet icerikli yorum kullanilarak icerik analizi ve betimsel analiz

gergeklestirilmistir. Aragtirmada icerik analizi yapilirken genel bir ¢erceve icerisinde kodlama siireci uygulanmaistir.
Bulgular

Bu boliimde Tiirkiye’nin bes bolgesinde saglik turizmi hizmeti veren bes yildizli termal tesislere yonelik
Tripadvisor’da “kotii” ve “berbat” yonli temalardan olusan yorumlar degerlendirme kapsamma alinmistir. Ege
Bolgesi’nde hizmet veren 24 adet termal tesisin yorumlan dikkate alindiginda toplamda yapilan “koti” ve “berbat”
baglikli yorumlarin 1353 adet oldugu tespit edilmistir. Marmara Bolgesi’nde hizmet veren sekiz adet termal tesisin
“kotii” ve “berbat” baslikli yorumlarm 250 adet oldugu tespit edilmistir. Karadeniz Bolgesi’'nde yer alan ii¢ adet
termal tesise yonelik toplam 154 adet yorum yer almaktadir. I¢ Anadolu Bélgesi’nde faaliyet gosteren dokuz adet
termal tesisine yonelik toplam 285 adet yorum yer almaktadir. Son olarak Akdeniz Bolgesi'nde ise, sadece bir adet
termal tesise yonelik yorumlar dikkate alindiginda toplam 11 adet yorum yer almaktadir. “K&tii” ve “berbat” baglikli

yorumlara ait olan ana ve alt temalara yonelik yapilan sikayetler ise asagidaki Tablo.1’de yer almaktadir.

Tablo 1. Tirkiye’'nin Bes Bolgesinde Faaliyet Gosteren 5 Yildizli Termal Tesislere Yonelik Sikayetlerin

Simiflandirilmasi

ANA VE ALT TEMALAR AKDENIZ EGE IC ANADOLU KARADENIiZ MARMARA

Yetersiz Bilgi 1 104 15 3 15
Az Olmast - 90 4 - 8
PERSONEL Kaba 7 264 62 43 47
Mlgisiz 2 569 124 75 107
Niteliksiz 5 282 51 25 48
Fazla Klor - 4 4 - -
Odanin Temizligi 3 470 118 36 115
TEMIZLIK Havuzun Temizligi 3 288 71 37 49
Genel Alan Temizligi - 225 33 13 41
Restoran Temizligi - 125 14 7 17
Odanin Kiictikligii 1 42 1 2 2
Ses Yalitimi Olmamast - 59 4 12 11
YAPI Otel Mimarisi - 218 33 19 28
Havuzlarm Kiiciikliigi - 62 14 24 18
Mahremiyet - 47 8 6 11
GUVENLIK Saglik Personeli Eksikligi - 10 - 2 1
Gorevli Personel Eksikligi - 42 10 4 14
Giivensizlik - 20 5 2 7
Kisa Yemek Saati - 5 1 - 2
Soguk Olmasi - 34 4 4 5
Lezzetsiz 3 462 112 62 95
Cesitlilik 2 287 77 34 73
YEMEK Bayat - 64 14 1 5
Bitmesi - 50 10 1 6
Koku - 15 7 1 2
Bozuk Olmasi - 44 11 17 5
Arizali Egya 1 210 64 20 59
Odanin Sicaklig1 - 27 3 3 2
. Odanin Soguklugu 1 32 12 11 8
TEKNIK Otelin Soguklugu - 44 28 3 14
Havuzun Soguklugu 3 61 30 19 23
Sulari Soguklugu 1 30 11 3 16
Olmamast - 90 20 4 23
BUKLET  Eski Olmast - 27 10 3 10
Kirli Olmasi - 48 11 12 11
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Tablo 1. Tirkiye’'nin Bes Bolgesinde Faaliyet Gosteren 5 Yildizli Termal Tesislere Yonelik Sikayetlerin

Siniflandirilmasi (Devami)

Olmamasi - 43 6 4 2
ETKINLIK YetersizOlmas: 1 41 2 7 9
Rahatsiz Etmesi - 32 2 2 3
. o Kalabalik 1 117 26 5 10
DIGER Icecek Fiyati 0 98 10 5 4
TOPLAM 35 4782 1042 528 926

Tablo.1’de goriildiigii gibi analiz sonuglarina gore dokuz adet ana tema 44 adet alt tema tespit edilmistir. Ana
temalar; “personel, temizlik, yapi, yemek, teknik, giivenlik, buklet, etkinlik ve diger” seklindedir. Personel ana
temasina ait bes, temizlik ana temasina ait bes, yemek ana temasina ait sekiz, yap1 temasina ait dort, glivenlik ana
temasina ait dort, teknik ana temasina ait alti, buklet ana temasina ait {ig, etkinlik ana temasina ait ii¢ ve diger olarak
adlandirilan ana temaya ait ise iki alt tema yer almaktadir. Akdeniz Bolgesi’nde saglik turizmi hizmeti veren bes
yildizli termal tesislere yonelik yapilan sikayetlerin en az oldugu goriilmekle birlikte toplam sikayet sayis1 35°tir. Ege
Bolgesi incelendiginde, saglik turizmi hizmeti veren termal tesislere yonelik yapilan sikéyetlerin en fazla oldugu
gorlilmektedir. Toplam sikayet sayis1 4782°dir. Alt temalar incelendiginde, Ege Bolgesi’nde hizmet veren termal
tesisleri ziyaret eden miisterilerin yorumlarda “personel, temizlik, teknik, yemek ve diger” temalarina daha fazla
yogunlastiklar1 goriilmektedir. En az yogunlasma olan yorumlar ise, “buklet, etkinlik ve giivenlik” temalarinin
oldugu goriilmektedir. I¢ Anadolu Bélgesi incelendiginde, Ege Bolgesi’nden sonra en fazla sikdyet alan tesislerin
yer aldig1 goriilmektedir. Toplam sikayet sayis1 1042 olarak tespit edilmistir. Alt temalar incelendiginde i¢ Anadolu
Bolgesi’nde faaliyet gosteren termal tesislere ziyaret eden miisterilerin “personel, teknik, temizlik ve yemek”
temalarina daha fazla yogunluk gosterdikleri tespit edilmistir. Miisterilerin en az yogunlasmis oldugu temalar ise,
“yap1, giivenlik, buklet, etkinlik ve diger” olarak tespit edilmistir. Karadeniz Bolgesi incelendiginde, en fazla yorum
alan dordiincii bolge oldugu goriilmektedir. Karadeniz Bolgesi’ne ait olan toplam sikayet sayis1 528’dir. Alt temalar
incelendiginde, Karadeniz Bolgesi’nde saglik turizmi hizmeti veren termal tesisleri ziyaret eden miisterilerin en fazla
“personel, temizlik, teknik ve yemek” temalarina yogunlastiklar tespit edilmistir. En az sikayet yapilan temalar ise,
“yapi, giivenlik, buklet, etkinlik diger” olarak belirlenmistir. Son olarak, Marmara Bolgesi’ne yonelik sikayetlere
bakildiginda, bu bdlge en fazla sikayet alan ii¢iincii bolge olarak tespit edilmistir. Marmara Bolgesi’ne ait olan toplam
sikayet sayis1 926°dir. Alt temalar incelendiginde, Marmara Bolgesi’nde saglik turizmi hizmeti vermekte olan termal
tesisleri ziyaret eden miisteriler daha ¢ok “personel, temizlik ve yemek” temalarina yogunlagsmiglardir. Miisterilerin
en az sikayetci olduklar1 temalar ise, diger bdlgelerde oldugu gibi “yapi, giivenlik, teknik, buklet, etkinlik ve diger”

olarak saptanmistir.

Yapilan sikayetlerin bolge bazinda incelendiginde ise, Tiirkiye’de saglik turizmi hizmeti veren bes yildizli termal
tesislere yonelik yapilan sikdyetlerin en az Akdeniz Bolgesi’nde, en fazla ise Ege Bolgesi'nde oldugu tespit
edilmistir. Bu bolgelerde yer alan saglik turizmi hizmeti sunan bes yildizli termal tesisleri ziyarette bulunan
miisterilerin daha ¢ok “personel, temizlik, teknik ve yemek” temalarina yogunlastiklari, en az ise “yapi, giivenlik,
etkinlik, buklet ve diger” ana temalara yogunlastiklar tespit edilmistir. Asagidaki Tablo 2°de en ¢ok sikayet alan

temalara iligkin tiiketici yorumlarindan 6rneklere yer verilmistir.
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Tablo 2. En Cok Sikayet Alan Temalara Iliskin Tiiketici Yorumlarina Ornekler

Temalar Yorumlar
“Her yil konaklama yaptigimiz bir otel. Yine her sey giizeldi. 3 gece konaklama yaptik. Cikig giinii kahvaltida,
en onde omlet sirasi beklerken, arkamda garson pardon dedi hafif yana ¢ekildim. Arkamda da sirada insanlar
var. Daha sonra adinin Onur oldugunu 6grendigim Garson yiyecek etiketlerini topluyordu. Sonrasinda bana
ben burada ¢alistyorum, korkmayin swraniza ge¢meyecegim diye bir ciimle kurdu. Ve kendisiyle tartistik.
Restoran sefine durumu izah ettim. Bazen her sey giizel olsa da son anda bir sey olur ve agzimizin tadim
bozmaya fazlasiyla yeter. Yasadigim olay da béyleydi” (Marmara, Ocak 2019).
“Oda temizligi iyi olmadigindan bir daha gelmeyi diisiinmiiyorum. Dolaplar, kiivet, kapt kollar: ¢ok kirli. Otel
Temizlik  ve bahgesi ¢ok giizel ama oda temizligi her seyden onde olmali. Bahgedeki salincak ¢ok keyifli” (Ege Bolgesi,
Agustos 2020).
“Hicbir sekilde tavsiye etmem. Yemekler, hizmet ¢ok kotii. Kahvaltida kokmus peynir, c¢iiriik domates ve
vesillik sunuyorlar. Peynirler personelin ¢iplak elleriyle harmanlaniyor. Kahvaltyr disarida yaptik. Yemek
Yemek cesit ¢cok az ve kotii. Termal denilen tesiste 7 kisilik hamam var. Yer bulmak ¢ok zor. Etraf pislik icinde. Cikista
kafadan ekstra uydurup yazmislardi. Verdigimiz ticretin hi¢bir karsiligini alamadik. Bir daha yakinindan dahi
gecmem. Soziim ona 5 yildizmis.” (I¢ Anadolu Bolgesi, Mart, 2020).
“Ailem ile beraber geldim bir daha kesinlikle gelmem. Personellerin hepsi ukala ve kendini begenmis. Termal
kaplica suyu ¢ok soguk ve soruyorum neden soguk bana verilen cevap ortam suyu sogutuyor. Boyle kalitesizlik
gormedim. Yillardir kaplica otellerine giderim boylesini gormedim. Buraya gelen herkes ilk ve son gelisi
oluyor. Termal otel dedigin suyu sicak olur ama burasi 6yle degil termal havuzu normal havuz ile ayni.
Odamda klima sistemi sitkintili odayr 1sitmiyor. Gelmeyin gelecekseniz bile gelen birini araymn liitfen”
(Akdeniz, Ocak 2021).
“Rize’den 1,5 saat uzaklikta bulunan daglhk bir yerde. Sadece oda ve aksam yemegi fiyata dahil. Yemekte
alman tiim icecekler ve ¢ay iicretli. Havuzlar ¢ok kiigiik. Aile banyosu aduyla satilan yerler 150 TL saati. Cay
Diger ve icecekler ¢cok pahali. Cay 5 TL. Yash veya isi giicii olmayan kisiler icin bir giin gelinir. Ama keyifli bir tatil
icin pek mantikli degil. Hizmet fark: var. Fiyatlar ayni olmasina ragmen. Odalarda termal su yok ama adi
termal otel” (Karadeniz, Subat 2021).

Personel

Teknik

Tablo 2 incelendiginde, miisteriler gittikleri bu bes bolgedeki konaklama igletmelerinde galisan personellerin kaba
olmasindan, ilgisiz olmasindan ve niteliksiz olmalar1 konusunda sikayet ettikleri tespit edilmistir. Yemek konusunda,
yemeklerin lezzetsiz olmasi, ¢esitliligin az olmasi, yiyeceklerin kokmus ve bozuk olmalarindan sikayetci olduklar
saptanmistir. Temizlik konusunda, odalarin temizlenmemesi, banyolarin, duslarin kirli olmasi1 ve yataklarin eski
olmasindan sikayet ettikleri goriilmektedir. Teknik konusunda, genel olarak kaplica sularmin soguk olmas,
klimalarin arizali olmasi, odadaki bazi egyalarin calismamasi ve internet baglantisinda problem yasanmasi konusunda
sikayetler yer almaktadir. Son olarak, “diger” seklinde isimlendirilen temada yer alan “kalabalik ve icecek fiyati” alt
temalarina yonelik, kalabaliktan dolay1 havuzlarda yer bulamamalari, restoranda yemek sirast beklerken herkesin i¢

ice olmasi ve ¢ay ve iceceklerin fiyatlarinin pahali olmasi hakkinda sikayetlerin yogun oldugu goriilmektedir.
Sonuc ve Oneriler

Son yillarda insanlar artik saglik problemlerini ¢dzerken, sadece kendi yasadiklan iilkelerdeki hekimleri ve
fiyatlar1 degil; aym1 zamanda sagliklarma kavusmak icin en iyi ¢Oziimii ve en iyi fiyat alternatiflerini de
degerlendirerek hareket etmektedirler. Bu dogrultuda insanlar, sagliklarim korumak ve kendilerini daha zinde
hissetmek istedikleri i¢in saglik turizmi hizmeti sunan konaklama isletmelerini tercih etmektedirler. Konaklama
isletmeciliginde basarili olabilmenin en 6nemli basamaklarindan biri, isletmeye yonelik yapilan olumsuz yorum ve
sikayetleri goz 6niinde bulundurarak bir daha tekrarlanmamasina dzen gostermektir. isletmeye gelen miisteriden her
zaman isletmeye yonelik sadece olumlu yorumlarin yapilmasi beklenmemelidir. Yapilan sikayetler aslinda isletmeyi
kotiilemek amaciyla degil, bazi durumlarda da isletmenin sunmus oldugu hizmetlerde eksik olduklar1 taraflarini
belirlemesinde ve kalitelerini arttirmalar agisindan da olduk¢a 6nemlidir. Yapilan sikayetlerin ¢ogunlukla hangi
kategoride daha yogun olduklarini belirleyip, hangi konularda eksiklik oldugunu gormeleri ve diizenlemelerin

yapilmasi gerektigi isletme yoneticileri tarafindan dikkatli bir sekilde degerlendirme yapilmalidir. Bu dogrultuda, bu
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calismanin amaci ve kapsamina yonelik olarak, Tiirkiye’nin bes bolgesinde faaliyet gosteren bes yildizli saglik
turizmi hizmeti sunan konaklama isletmelerine yonelik Tripadvisor iizerinden yapilan sikéyet icerikli yorumlar
incelenmistir. Yapilan incelemeler sonucunda elde edilen bulgularda, en fazla sikayetin Ege Bolgesi’'nde faaliyet
gosteren bes yildizli konaklama isletmelerine oldugu, en az sikdyetin ise Akdeniz Bolgesi’ndeki konaklama
isletmelerine oldugu tespit edilmistir. Miisterilerin daha ¢ok “igletmelerde sunulan yemekler, personel, temizlik,
teknik, otelin kalabalik olmas1” ile ilgili konulara ydnelik sikdyetlere yogunlastiklar1 goriilmektedir. En az
yogunlagilan sikdyet konularinin ise “yapi, buklet ve etkinlik” oldugu tespit edilmistir. Benzer sekilde Yesilyurt,
Caligkan & Okat (2020) yaptiklar1 ¢calismada, yapilan sikdyetlerin en ¢ok yiyecek-igecek konulu oldugunu ve en sik
tekrarlanan sikayetlerin ise, kahvalt1 ¢esitliligi, yiyecek kalitesi, odalarin tasarimi, temizligi ve bakimi hususunda
oldugunu tespit etmislerdir. Yine Cimenci & Yazic1 Ayyildiz (2021) yapmis olduklari bir ¢alismada, Pamukkale’de
faaliyet gostermekte olan dort ve bes yildizli termal otellere yonelik e-sikayetleri incelemeyi amaglamiglardir. En
yogun olan sikayetler, hizmet, yiyecek-icecek, otel mimarisi ve personel siniflandirmasi yer alirken; en ¢ok sikayet
olan konularin ise, oda/banyo temizligi, yemeklerin lezzeti ve personel davraniglari oldugu belirlenmistir. Farkli
olarak ise Tuncer (2020) yapmis oldugu bir ¢alismada, termal ya da spa hizmeti alan misterilerin bir sikayet
portalinda yaptiklar sikayetlerin temalarin neler oldugunu tespit etmeyi amaglamistir ve en ¢ok One ¢ikan

sikayetlerin, hizmet fiyatlar1 ve genel hizmetler yoniinde oldugu tespit etmistir.

Caligmanin amaci1 dogrultusunda incelenen sikayet icerikli yorumlar dogrultusunda, saglik turizmi hizmeti sunan
konaklama isletmelerine yonelik olarak bazi oneriler sunulmustur. Bu Oneriler, miisterilerin en ¢ok yogunlasmis
oldugu sikayetlere yoneliktir ve bu sikdyetlerin en basinda personel gelmektedir. Miisteriler gittikleri konaklama
isletmelerinin personellerinin kaba olmasindan, otele gelen misafirlere karsi ilgisiz olmalarindan, otelde yeterli
sayida personel olmamasindan, personellerin yeterli nitelige sahip olmamalarindan ve miisteriye yeterli bilgi
vermemelerinden sikayetcidirler. Bu baglamda, isletmelerin bu sikayetlerin tekrarlanmamasi igin, personellere
diksiyon, iletisim ve miisteri memnuniyeti saglama konusunda egitimler vermeleri gerekmektedir. Bunun yaninda,
isletmede daha fazla personel bulundurarak misafirlerin isteklerine daha hizli yanit vermeleri ve 6zenle istekleri
yerine getirmeleri saglanmalidir. Ayn1 zamanda, personellerin ¢aligma esnasinda motivasyonlarinin yiiksek olmasi

acisindan terfi edebilme, ddiillendirme ve gerekli imkanlarin saglanmasi da gereklidir.

En ¢ok sikayet edilen ikinci konu, temizliktir. Miisteriler gittikleri konaklama isletmelerinin odalarinin temiz
olmamasindan, termal havuzlarin temiz olmamasindan, genel alanlarin ve restoranlarin temiz olmamalarindan
sikayet etmektedirler. Temizlik, insan saglig1 i¢in en dnemli konulardan biridir. Bu sebeple isletmeler, otel odalarina,
termal havuzlara, genel alanlara ve restoranlara temizlik agisindan daha fazla 6nem vermeleri gerekmektedir.
Ozellikle, termal havuzlarin temiz olmasi insanlarmn enfeksiyon kapmamalari agisindan en ¢ok onem verilmesi

gereken alandir.

Uciincii olarak en ¢ok sikdyet edilen konu, yemektir. Miisteriler gittikleri konaklama isletmelerinde sunulan
yemeklerin lezzetsiz olmasi, ¢esitliligin az olmasi, yiyeceklerin bayat olmasi, hemen bitmesi, kotii kokmasi ve bozuk
olmalar konusunda sikdyet etmektedirler. Bu baglamda, isletmelerin sunduklar1 yemeklerin daha taze olmasi,
lezzetlerinin iyilestirilmesi, ¢esitliliginin fazlalagtiritlmas: anlaminda daha 6zenli olmalar1 6nerilmektedir. Ayrica,

meniiler hazirlanirken saglikli ve ilgi ¢ekici olarak hazirlanmasi, meniide yer alan besinlerin degerlerinin ve
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kalorilerinin de belirtilmesi gerekmektedir. C6lyak hastalar1 gibi 6zel besinlerle beslenen misafirlerin de olabilecegi

diistiniilerek gerekli malzemelerin tedarik edilmesi ve hazirlanmasina 6zen gosterilmelidir.

Dordiincii olarak en c¢ok sikayet edilen konu, tekniktir. Miisteriler gittikleri konaklama isletmelerinin teknik
anlamda odalarda bulunan esyalarin arizali olmasindan, odalarin soguk ve sicak olmalarindan, otelin genel anlamda
soguk olmasindan, sicak suyun olmamasindan ve termal havuzlarin sicak olmalar1 gerektigi halde soguk olduklar
yoniinde sikayet etmektedirler. Bu anlamda isletmelerin odalarin ve otelin genel alanlarinin isilarinin mevsimsel
sebepler de dikkate alimarak sicaklik ve sogukluk seviyelerinin istenilen seviyede olmasima 6zen gostermelidir.
Ozellikle, insanlarin saghig1 agisindan termal havuzlarmn gerekli 1s1da kalmasma énem vermelidirler. Ayrica, termal
havuzlardan odalara gegislerde misafirlerin tisiimemeleri i¢in gerekli sicakligin korunmasi gereklidir. Misafir odaya
girmeden Once, odada bulunan ekipmanlarin kontrolii yapilmali herhangi bir problem var ise tespit edilip, arizanin
giderilmesine de 6zen gosterilmediler. Son olarak, otel binasinin dig goriiniimii, ses yalitim1 ve 1s1 yalitimi gibi

konuklarda da eksikliklerinin giderilmesi gerekmektedir.

Son olarak en ¢ok sikayet alan konu ise, diger olarak adlandirilan kalabalik ve igecek fiyatidir. Miisteriler gittikleri
konaklama isletmelerinin kalabalik olmasi ve iicretsiz olmasi gereken igeceklerin fiyatlarindan sikayetci
olmaktadirlar. Covid-19 pandemi siirecinin hala devam etmesi sebebiyle otellerin kalabalik ve kurallara uyulmamasi
konusunda sikayetler yogunluk gostermektedir. Ayrica, restoranlarda yemek sirasi beklerken insanlarin i¢ ice
olmalar1 ve maske takmamalar1 konusunda da sikayetler yogunluk gostermektedir. Bu baglamda, isletmelerin Covid-
19 pandemi siirecini daha fazla dikkate alarak, temizlik, maske ve mesafe kurallarina daha fazla uyulmasi hakkinda
Onlemler almalar1 Onerilmektedir. Termal havuzlart her yastan kisilerin kullanabilmesi i¢in de havuzlarin
cesitlendirilmesi ve alanlarm da daha genis olmasima dzen gosterilmelidir. Igecek fiyatlart konusunda isletmelerin

daha makul fiyatlar vererek misafirlerin daha fazla igecek tiiketimini de saglayabilirler.
Beyan

Makalenin tiim yazarlarinin makale siirecine verdikleri katki esittir. Yazarlarin bildirmesi gereken herhangi bir

¢ikar catigmasi yoktur.
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