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ABSTRACT

Electronic word of mouth communication is an important concept in the tourism industry
since sharing information and experiences on various online platforms can affect tourists’
perceived destination image and behavioral intentions. The aim of this study is to
investigate the relationship between electronic word of mouth communication,
destination image and behavioral intentions in the context of Eskisehir case. The
sampling technique used was non-probability sampling with both purposive sampling
and convenience sampling. In this context, the created questionnaire form; in various
digital platforms; was presented to the people who visited Eskisehir in the last 3 years.
Data were collected from 392 domestic tourists between December 2020-January 2021.
The socio-demographic data obtained from the participants was interpreted by
calculating the frequency, percentage, mean, and standard deviation values from
descriptive statistics. The top three digital platforms where the participants read/watch
the most travel reviews on the internet are respectively; Instagram, Tripadvisor, and
various personal travel blogs. Regression analysis with the help of SPSS program was
used to test the hypotheses in the model created for the relationship between variables.
The findings of the study show that electronic word of mouth communication has
positive and significant results on both destination image and behavioral intentions. Also,
the destination image has a positive and significant influence on future behavioral
intentions.

Keywords: Electronic Word of Mouth Communication, Destination Image, Behavioral
Intentions, Domestic Tourists, Eskisehir.
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1. INTRODUCTION

Social media with all its aspects, including electronic word of mouth communication
(eWOM), has become a part of our daily life (Litvin, Goldsmith & Pan, 2018). The number
of internet users can be stated as 4.5 billion and it is 3.8 billion with social media users. In
other words, approximately 60 percent of the worlds’s population have been connected the
WEB (Kemp, 2020). In parallel to the increase in numbers of social media platforms, online
reviews and opinions have increased as well (Zarifah Dhabitah Mahat & Hafiz Hanafiah,
2020) and people use electronic communication channels like e-mails, social media apps,
blogs, networks, chat rooms, online reviews and websites with user generated comments to
share their experiences — these tools emerge to hold vital importance with regard to making
promotion and communication decisions (Ishida, Slevitch & Siamionava, 2016).

The foremost factors which lead to eWOM behavior can be counted as the need to be socially
connected, financial motivation, having concern for other consumers, and enhancing self-
esteem. Among these factors, social utility has affected people the most (Hennig-Thurau,
Gwinner, Dwayne & Gremler, 2004). eWOM is reckoned to be a more reliable source of
information rather than adverts since eWOM helps consumers in avoiding risks and making
better purchase decisions. When it comes to purchasing tourism and hospitality goods,
interpersonal communication and affection becomes quite significant (Chen & Law, 2016).
Tourism services have intangible nature and service is present solely during the
consumption, therefore it can be stated that there is a great sense of ambiguity during the
process of making purchasing decisions. This abstractness urges visitors to visit websites
which rank various tourism products and services (Abubakar, 2016). In addition to this,
consumer generated reviews is more important for consumers when purchasing high
involoment products since they have a tendency to trust on those reviews and it is due to the
fact that travel is a high collaboration product (Gretzel & Yoo, 2008). People share their
experience and views on a wide range of issues such as the transportation companies,
accommodation businesses, food and beverage businesses, natural and historical areas,
recreation areas, the quality of the personnel providing tourism-related services, the tourist
image of the city, etc. by means of eWOM. From this perspective eWOM and destination
image can be regarded as two significant factors having influence on tourists’ visiting
intention. Thus, it is a must to create and put into practice some certain strategies to improve
the destination image (Ran, Zhenpeng, Bilgihan & Okumus, 2021).

In summary, today more and more tourists utilize the internet online resources for their
information needs and travel purchases. Therefore, eWOM can affect the destination image.
In addition, destination image can be regarded as a key mediating factor in terms of affecting
decision making, behavioral intentions, and attitudes of tourists with a marketing perspective
(Ran et al., 2021). Based on this, this research basically aims to contribute to determine the
relation between eWOM and destination image literature, while also investigate the
behavioral intentions of tourists (Jalilvand, Samiei, Dini & Manzari, 2012) in the context of
Eskisehir case. Eskisehir is chosen as the study area because it is acknowledged that it is one
of the most popular destinations for domestic tourism in Turkey. Increasing the number of
domestic tourists every year, Eskisehir was visited by 313.383 people in 2017, 395.059
people in 2018 and 617.510 people in 2019 (Eskisehir Biiyliksehir Belediyesi, 2020). Within
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the scope of the research, an online questionnaire was applied to domestic tourists who have
visited Eskisehir for the last 3 years and the empirical findings obtained were interpreted by
using the literature. This article is expected to provide useful theoretical and practical
implications for policy makers, destination-related decision-makers, tourism markets, and
other tourism stakeholders, as well as to develop an awareness of the online marketing
strategies to promote Eskisehir. In addition, the results and suggestions of the relations
between electronic word of mouth communication, destination image and behavioral
intentions are estimated to give an idea to various tourism stakeholders in other destinations.

2. CONCEPTUAL FRAMEWORK
2.1. eWOM

In parallel to the emergence of the internet, eWOM has become one of the prominent
influences on consumers’ product or service assessment. Also the integration of social media
to the daily life has resulted in a great growth in terms of the production, spread and
utilization of WOM online (Pourfakhimi, Duncan & Coetzee, 2020). Litvin, Goldsmith &
Pan (2008: 461) define eWOM as “all informal communications directed at consumers
through Internet-based technology related to the usage or characteristics of particular goods
and services, or their sellers”. The communication mentioned here can mean the contact
between producers and consumers as well as the one between consumers themselves. It may
conclude positive or negative reviews from former, potential, and actual customers regarding
a good or a brand on the Net (Cheung & Thadani, 2012). eWOM can be considered as
recommendations which are pivotal to the public since they reveal consumers’ experiences
in a written form (Ran et al., 2021). It is especially efficient on consumers’ information
search, evaluation, and subsequent decision making. It sustains information regarding
product performance and the social and psychological results of the purchase decision
(Goldenberg, Libai & Muller, 2001; Brown, Broderick & Lee, 2007). Thanks to eWOM,
people decrease the level of risk and uncertainty while making purchasing decisions on
products or services. Thus, the main focus of the studies on the effectiveness of eWOM has
been on the service industry (Abubakar & Ilkan, 2016; Abubakar et al., 2017).

Previous studies have put forward that WOM messages affects the receiver in various ways
such as awareness, consideration, intentions, expectations, and brand attitudes (Grewal,
Cline & Davies, 2003; Lee, Park & Han, 2008; Vermeulen & Seegers 2009; Gupta & Harris,
2010; Zarrad & Debabi, 2015). Various motivations also plays a significant role in
generating eWOM, expectations of pre-purchasing, customer delight, and customer
behaviors in general (Abubakar, llkan, Al-Tal & Eluwole, 2017). Researches on tourism
have shown that eWOM is taken into account as a significant information source having
influence on tourists’ travel intention (Jalilvand, Ebrahimi & Samiei, 2013; Zarrad &
Debabi, 2015; Abubakar, 2016), destination image (Jalilvand et al., 2012; Jalilvand, 2017,
Doosti, Jalilvand, Asadi, Khazaei Pool & Mehrani Adl, 2016), destination choice (Jalilvand
& Samiei, 2012), choice of travel products such as travel destinations, hotels and restaurants
(Wen, 2009; Sparks & Browning, 2011; Xie, Miao, Kuo & Lee, 2011), persuasive impact
on purchase intention (Wen, 2009; Gajendra, Ye, Sun, & Li, 2012; Soares, Pinho, & Nobre,
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2012), and its role in reducing travelers’ perceptions of risk when booking accommodation
(Gretzel, Yoo & Purifoy, 2007).

With the emergence of a more global competition, tourism policymakers and stakeholders
are aware of the affect that positive online reviews can have on a city’s image (Ran et al.,
2021). Hence, eWOM has fulfilled its promise to become a major influence on the tourism
industry and will continue to play an essential role in tourism marketing for the foreseeable
future is inevitable (Litvin et al., 2018).

2.2. Destination Image

Destination image is a multidimensional structure, both cognitive and affective, and should
be studied by combining both cognitive and affective aspects (Baloglu & Mangaloglu, 2001;
Beerli & Martin, 2004; Hosany, Ekinci & Uysal, 2007; San Martin & Del Bosque, 2008;
Chew &Jahari, 2014). Beerli & Martin (2004) stated that cognitive image is the precursor of
the affective component. Accordingly, individuals first form the cognitive image and then
the affective image based on the information they gathered about the destination (Chen &
Phou, 2013; Souiden, Ladhari & Chiadmi, 2017). Baloglu & Mangaloglu (2001) stated that
a destination does not consist of only physical properties, therefore focusing on the cognitive
component is not sufficient to examine the destination image. Gartner (1993) proposes the
theory that cognitive, affective, and conative are three types of image and it can be stated
that the literature differentiates between them and many scholars supported the theory
(Baloglu & Brinberg, 1997; Konecnik & Gartner, 2007; Stepchenkova & Mills, 2010;
Agapito, Oom do Valle & da Costa Mendes, 2013; Woosnam, Stylidis & Ivkov, 2020). It is
made of several products, appeals, and ascribes which are added into the total impression.
Besides, individual creates an impression regarding the destination as a result of a selection
process through various pieces of information (Echtner & Ritchie, 1991; Whang, Yong &
Ko, 2016). “Urban planning”, “natural environment”, “cultural attractions”, “value”,
“security”, “quality of accommodation”, “price levels”, “climate”, and “convenience” are
the dimensions of a destination that form the overall image of the destination. eWOM and
marketing strategies, tourism infrastructures affect this perceived image (Ladhari & Souiden,
2020). Also, there are other autonomous agents; such as the news media; that are believed
to influence the destination image significantly when they cast a dramatic event happening
at a destination like natural and human caused disasters (Tasci & Denizci, 2009).

In the correlation to the concepts of image and travel destinations, the cognitive component
refers to tourist’s knowledge, recognition, beliefs, thoughts and awareness of each attribute
of a tourism destination (Crompton, 1979; Beerli & Martin, 2004) while the affective
component refers to the personal value on the destination which is formed by the travel
motives (Baloglu & Brinberg, 1997) and to the feelings that the individual links with the
destination. Finally, the conative component refers to action; in other words, the individual’s
desire and conduct to go back and advise the destination to other travellers or to spread
positive word of mouth (Agapito et al., 2013) especially if they have narrow information or
limited experience of a destination (Fakeye & Crompton, 1991). In other respects,
destination image creates awareness and knowledge so that it diminishes the perceived risks
(Shugair & Cragg, 2017). In short, to make tourism industry more powerful in the market,
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destinations image holds vital importance as a powerful managerial feature in today’s World
(Afshardoost & Eshaghi, 2020). Destination image provides some important information for
tourism managers who want to understand how destinations are perceived by tourists and
mobilize positive behavioral intentions. With the help of the destination image, managers
can identify the strengths and weaknesses of the destination and plan their marketing
strategies accordingly (Sert & Diindar, 2019).

2.3. Behavioral Intentions

In the 1970s and 1980s, marketing strategies were high level of satisfaction oriented,
however, today behavioral intentions are taken into account as a better predictor of
performance (Nowacki, 2009; Zabkar, Brencic & Dmitrovic’, 2010). Attitudes and the
perceptions of a tourist are effective on the behaviors (Rodriguez Molina, Frias-Jamilena, &
Castafieda-Garcia, 2013) and past deeds have been shown to explicate future behavior
intentions (Ramkissoon & Uysal, 2011). It is common in the field of tourism that the
researchers in the field often consider behavioral intentions as the desire to revisit,
repurchase, and volunteering in the tourism product to others (Ramkissoon & Uysal, 2011;
Gupta, Khanna & Gupta, 2018). Revisit intention which means that tourist with positive
tourism experiences is avid to revisit the destination and the intention to give reviews or
recommendations to potential travelers and it occurs when tourists are willing to chat with
their friends and relatives regarding their experiences (WOM/eWOM) (Widjaja, Jokom,
Kristanti & Wijaya, 2020). As to Bigovic” (2012) it can be stated that tourist intention to
revisit and recommend, besides retelling and recalling can be counted as positive tourist
behaviors about the destination.

2.4. Relationship between eWOM, Destination Image, and Behavioral Intentions

eWOM, which affects many different sectors, has an important role in the service industry
such as tourism and hospitality (Jalilvand & Heidari, 2017). Gathering information from
eWOM is rather efficient when a consumer has insufficient preknowledge regarding the
service provider (Gretzel & Yoo, 2008). Thanks to the internet, people are able to share their
ideas and reviews with other potential consumers very easily and in time, online reviews;
which are user generated; regarding travel destinations, hotels, and tourism services have
become the one of the main source of information with reports which reveal that hundreds
of millions of travellers check these reviews while the planning process of their travels
(Jalilvand et al., 2013). It is clear that today, eWOM serves as an opportunity for developing
countries to increase their destination images (Ran et al., 2021). Destination image is also
seen as an important factor affecting tourist behavior (Echtner & Ritchie, 1993; Baloglu &
McCleary, 1999; Chi & Qu, 2008). Perceived value and future behavior intentions, including
revist intention and recommendations to others which are called tourists’ post-purchase
evaluations and behaviors are affected by destination image (Phillips, Wolfe, Hodur &
Leistritz, 2013).

A study conducted by Jalilvand et al., (2012) with 264 international tourists in Iran reached
the conclusion that eWOM positively influences the destination image, tourist attitude, and
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travel intention. Jalilvand et al., (2013) in their research on 189 international tourists visiting
Iran, has also put forward that eWOM has a significant impact on their attitudes and
intentions to travel to Islamic destinations. Ladhari & Michaud (2015) analysed 800 Candian
University students and their user generated reviews on Facebook. It is fair to state that the
results have proved the power of eWOM. As a result of the research, it is determined that
there is a linear relationship between the comments on a hotel and the booking intentions
and attitude towards the hotel. The more positive the comments are, the more positive
booking intentions and attitudes are.

Ayeh (2015) as a result of the data collected from 661 consumers; reached the result that the
findings highlight the critical factors relevant to the cognitive processes which determine
online travelers’ affective and conative responses to the use of consumer-generated media
for travel planning. In this context, researchers commented that adoption of information can
expand the understanding of eWOM usage in vacation planning context. As a result of the
data collected from 216 tourists in Cyprus, Abubakar (2016) detected that eWOM is
positively related to travel intention and is positively related to destination trust, and
destination trust is positively related to travel intention. Doosti et al., (2016) studied how
eWOM, attitude, and city image affect tourists’ intention to visit Pool City in Iran with 241
tourists. As a result; it is revealed; via empirical results; that eWOM has an affirmative and
important influence on tourists’ attitude and overall city image. Besides, they have reached
the conclusion that eWOM, attitude toward the city, and overall city images were vital
factors of visit intention. Accordingly Jalilvand & Heidari’s (2017) study with 678 tourists,
it is clear that eWOM has a stronger influence on destination image, attitude, and travel
intention compared to traditional WOM. Mehmood, Liang & Gu (2018) found that personal
WOM has a significant impact on their attitudes and travel intention to the heritage site in a
study conducted with 280 tourists visiting Mount Huangshan which is under UNESCO
protection in China. Sari & Pangestuti (2018) have studies the relations amog the eWOM
variable, intention to visit, and the decision to visit. Sari & Pangestuti’s research (2018) was
carried out in the Coban Rais. As a result of data collected from 123 people, it is clear that
eWOM has a significant positive effect on travel intention and travel decisions. It was also
determined that travel intention has an important positive effect on travel decisions.

Zarifah Dhabitah Mahat & Hafiz Hanafiah (2020) studied the effect of Tripadvisor
comments on behavioral intentions and they based their study on the feeling of trust towards
the eWOM reviews. For this purpose, as a result of the research carried out with 410
Tripadvisor users in Kuala Lumpur, it was determined that traveler behavioral intentions was
quite influenced by the credibility and usefulness of Tripadvisor eWOM information. The
researchers underlined the significance of eWOM in terms of tourism industry and the
feeling of trust towards eWOM. Muzdalifah, Andajani & Rhayu (2020) analysed the impact
of eWOM regarding travel intention, travel decision, destination image, and attitude towards
visiting a tourism city. As a result of their research with 150 respondents, they found out that
eWOM had an important impact on attitude, city image, travel intention, and travel decision.
It can be statead that while the attitude variable had a significant impact on image of the city
and travel intention and the travel intention had an important impact on travel decisions; the
city image had no effect on travel intention.
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Many research results in the literature have shown that eWOM is considered as the most
significant and influential information source that has a positive and strong impact on
consumer attitudes, behavioral intentions and destination image (Jalilvand et. al.,2012;
Doosti et al., 2016; Mehmood et al., 2018; Sari & Pangestuti, 2018). On the other hand, the
quality and the magnitude of these impacts are not certain although the effect of destination
image on behavioral intentions is broadly documented. In some circumstances, contradictory
results may be the case. Some may have determined the positive effect of destination image
on tourists’ intentions (Doosti et al., 2016; Chaulagain, Wiitala, & Fu, 2019), and some
stated that there exist no relationship (Pratt & Sparks, 2014; Muzdalifah, et al., 2020). This
study aims to investigate the relationship between eWOM, destination image and behavioral
intentions. Hence, the hypotheses of this study were formed from the results of studies
examining all three variables together. From the above arguments, this study proposes the
following hypotheses:

H1: eWOM has a positive and significant impact on destination image.
H2: eWOM has a significant effect on behavioral intentions.
H3: Destination image has a positive and significant influence on behavioral intentions.

The Research Model

Electronic
‘Word of Mouth
Communication

H1 2

Behavioral
Intentions

Destination
Image

v

H3

Figure 1. Research Model

3. METHODOLOGY
3.1. Study Area

Eskisehir and its surroundings, located in the Central Anatolia Region, date back to 3000
BC. Yazilikaya, which was the religious center of the Phrygian Kingdom in the 700s and
located at a distance of approximately 75 km from the city center of Eskisehir, and the
Phrygian Valley are important cultural heritage sites (Kiiltiir Portal1, 2021). Another cultural
area that makes Eskisehir attractive as a touristic destination is the Odunpazar1 Historical
Urban Site, which is located in the city center and has been on the tentative list of The United
Nations Educational, Scientific and Cultural Organization (UNESCO), since 2012. In
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Odunpazari, there exist some historical sites from Seljuk, Ottoman and Turkish Republic
periods; such as Alaaddin Mosque (1271), Kursunlu Mosque Complex (1525), Haci Hasan
Mosque (13th century) etc. The Kursunlu Mosque Complex which is one of the few religious
centers of Anatolia, and is an example for Ottoman architecture is located at the centre of
the site. Eskisehir Handicraft Center which is famous for being home to almost extinct
traditional handicrafts (master-apprentice system) like hand writing, gilding, marbling,
miniature and reed flute is also in this complex (UNESCO, 2021). The Odunpazar1 Region,
with its many museums that shed light on the history of the city and include modern arts
(Kurtulus Museum, City Memory Museum, Meerschaum Museum, Yilmaz Biiylikersen
Wax Sculptures Museum, Contemporary Glass Arts Museum, Odunpazari Modern Museum,
etc.) is a tourist attraction. In addition, tourists can buy souvenirs made of meerschaum
special to Eskisehir in Atlthan Handicrafts Bazaar in Odunpazari and in many shops located
between the streets. There are also many small local food and beverage businesses in this
region where tourists can taste local gastronomic products.

Having three universities, the city is mostly populated with young people and therefore there
are many places for nightlife and entertainment. The Porsuk River, which passes through the
center of the city and has many cafes on its edge, is one of the main places of tourists visiting
Eskisehir. It is also possible to take a boat and gondola tour on the Porsuk River. The bars,
which are in a close location, offer many venue alternatives for tourists who want to have
fun. Finally, Eskisehir is also famous for its recreational parks. Science, Culture and Art Park
is a place popular with adults, and especially with children. Park has an amphitheatre that
allows a variety of demonstrations, the implementation of the old narrow gauge railway line
on which a mini train that crosses the park, Ship Museum and Fairytale Castle. Besides,
Turkey’s largest Japanese Garden is there. Science center, planetarium, aquarium and zoo
are all other tourism hotspots (Eskisehir Biiyiiksehir Belediyesi, 2021). Another important
tourist attraction center is Kent Park. Here is a first in Turkey with an artificial beach and
swimming pool. Thus, tourists visiting Eskisehir have the privilege of going to the beach in
a city where there is no natural sea (Eskisehir 11, Kiiltiir ve Turizm Miidiirliigii, 2021).

According to Ministry of Culture and Tourism, Republic of Turkey, the data of 2021, 37
accommodation businesses serve in Eskisehir (T.C. Kiiltiir ve Turizm Bakanligi, 2021).
When the number of tourists is examined, the striking increase in the number of tourists
visiting Eskisehir over the years draws attention. Especially, this increase is seen to be on
the basis of domestic tourists. Accordingly, 166.195 domestic tourists and 7.266 foreign
tourists were accommodated in the accommodation facilities in 2010, and this figure
increased to 617.510, with an increase of 272% especially in domestic tourists in 2019. In
the same year, there was an increase of 536% in foreign tourists compared to 2010 and the
figure reached 46.259 (Eskisehir Biiyiiksehir Belediyesi, 2020). On the other hand, it is
estimated that the number of tourists is much higher than stated since no statistics are kept
for those staying in rented residences other than the hotel business and those who come to
visit relatives and friends.
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3.2. Questionnaire Design and Pilot Test

The questionnaire used in the study consists of two parts. In the first part; there are eWOM
scale, destination image scale, and behavioral intentions scale. The scales are rated in 5-point
Likert type (1: strongly disagree-5: strongly agree). In the second part, 9 questions were
asked about the socio-demographic information of the participants (Jalilvand et al., 2012;
Prayag & Ryan, 2012). The first 3 items in the eWOM scale (4 items) were taken from Ishida
et al.’s (2016) study, and the fourth item was created from the studies of Yiiksel & Kilig
(2016). Destination image scale (20 items) was adapted from Ladhari & Souiden’s (2020)
studies and the behavioral intentions scale (4 items) from Hosany, Prayag, Deesilatham,
Causevic & Odeh (2014). The scale items in the questionnaire were originally sent to two
researchers who are tourism academicians. Scale translations were examined, some
corrections were made in the questionnaire in line with the necessary recommendations and
it was made ready for a pilot test. Kline (1994) states that a sample of 200 people will usually
be sufficient as an absolute criterion to extract reliable factors in factor analysis, and this
figure can be reduced to 100 in cases where the factor structure is clear and small. For this
reason, the researcher collected data from 155 people via various digital platforms in
November to be used in the pilot study, taking into account the time limit 2020. As a result
of the pilot test; eWOM (0.896), destination image (0.834) and behavioral intentions (0.953)
scales were found to be highly reliable. In addition, 7 items that aim to measure the
destination image of the participants and which are included in the dimensions of the vehicle,
which consists of 20 items, have low factor loadings (below 0.40) and also cause interlocking
are omitted. In the literature, it is stated that factor loadings ranging from 0.30 to 0.40 can
be taken as the lower cut-off point in the creation of the factor pattern (Cathell & Baggaley,
1960; Neale & Liebert, 1980; Biiyiikoztiirk, 2007). In this study, the lower cut-off point was
accepted as 0.40.

3.3. Sample Framework and Data Colletion

The research population consists of domestic tourists who have visited Eskisehir in the last
3 years. The number of domestic tourists and excursionists who come to Eskisehir with their
own means or tours cannot be predicted. Therefore, for the case where the size of the
population is 100000 and above, assuming that it is calculated as 384 with a 95% confidence
level and = 5 margins of error (Altunisik, Coskun, Bayraktaroglu, & Yildirim, 2010), at least
384 people were targeted. During the determination of the sample group in which the
research was conducted, purposive sampling and convenience sampling was used from
nonprobabilistic sampling types. Purposive sampling refers to a group of sampling
techniques that depend on the judgement of the researcher on selecting target units (e.g.
people, case/organisations, events, pieces of data). It is necessary to recruit the audience
meeting the criteria and qualifications which are predetermined by the researcher (Sharma,
2017). Easy accessibility, geographical proximity, availability at a certain time, volunteering
to participate are included in the study in terms of convenience sampling. Researching
subjects of the sample which the researcher has an easy access to is also referred (Etikan,
Musa & Alkassim, 2016). In this context, the online questionnaire created in this direction
was shared through various digital platforms (Instagram, Facebook, WhatsApp, Telegram,
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e-mail) between December 2020 and January 2021 and was shared in the information letter
of the questionnaire, where only those who visited Eskisehir in the last 3 years were asked
to fill out the questionnaire. Thus, it is aimed to include domestic tourists who have recently
gained experience in Eskisehir city. Among the participants who accepted to answer the
questionnaire between the aforementioned dates, 392 valid out of a total of 405
questionnaires were evaluated.

3.4. Tools and Techniques

The data obtained in the study were analyzed using the SPSS (Statistical Package for Social
Sciences) for Windows 25.0 program. The socio-demographic information obtained from
the participants was interpreted by calculating the frequency, percentage, mean and standard
deviation values, which are among the descriptive statistics. In the questionnaires using
Likert type scales, data doesn’t display a normal distribution. Compliance with normal
distribution can be examined with Q-Q Plot drawing (Chan, 2003). In addition, the normal
distribution of the data used depends on the skewness and kurtosis values between + 3 (Qin,
Leung & Shao, 2002). eWOM skewness value -0.931, kurtosis value 0.735, destination
image skewness value -1.327, kurtosis value 2.839 and behavioral intentions skewness value
-1.468, kurtosis value 1.352 were found to be normally distributed. Since the scales used
showed normal distribution, parametric tests were used in statistical evaluations.

4. FINDINGS
4.1. Socio-demographic Characteristics of Participants

The socio-demographic characteristics of the participants is given in Table 1. According to
this, the average age of the participants is 39.2 and the majority (36.5%) is in the 31-40 age
groups. In addition, 55.4% of them are women, 59.7% are university graduates, 71.4% are
working and 70.9% have middle income.

Tablel. Socio-Demographic Characteristics of Participants (n=392)

n %

30 years and below 88 224

31-40 143 36.5

froe 4150 98 250
51 years and above 63 16.1

Female 217 55.4

(Gender Male 175 466
Secondary school/High school 118 29.1

Educational level IAssociate degree/Bachelor’s degree 234 59.7
Postgraduate 40 10.2

IWorking 280 714

Working condition Nonworker 112 28.6
Low 45 115

Monthly income Middle 278 70.9
High 69 17.6
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Once 198 50.5
Twice 112 28.6
Number of previous visits to Eskisehir Three times 42 10.7
4 times and above 40 10.2
Leisure, recreation and holiday 285 72.7
113 28.8
\Visiting relatives and friends
Cultural events 98 25.0
IReason to travel Eskigehir before * Artistic events il 247
Education 53 135
Business 48 12.2
Health 13 33
Sports-related events 10 26
Instagram 300 76.5
Tripadvisor 252 64.3
Personal travelblogs 130 33.2
'YouTube 126 321
Digital platforms with the most travel reviews read / viewed ([Trivago 108 276
on the Internet * Booking.com 48 12.2
IAirbnb 27 6.9
Facebook 14 3.6
I don’t read anyone else’s travel reviews on digital 3 0.8
platforms
Places to visit 368 93.9
IActivities to do 296 75.5
Eating and drinking 273 69.6
IAccommodation 223 56.9
Researched issues related to the city visited from a digital Transportation 141 36
platform on the Internet * - — .
Best time to visit the city 81 20.7
Currency of destination 49 125
'The language of the destination 45 115
| don’t research on these subjects on digital platforms 3 0.8

“*Participants were able to mark more than one option in the questions.

Half of the participants (50.5%) consisted of people who visited Eskisehir once in the last 3
years. When the question in which the participants stated their reasons for visiting Eskisehir
and could select more than one option, is examined; The first three reasons are; leisure,
recreation and holiday (72.7%), visiting relatives and friends (28.8%) and cultural activities
(25.0%). The top three digital platforms where travel reviews are read/viewed on the Internet
are Instagram (76.5%), Tripadvisor (64.3%), and various personal travel blogs (33.2%). The
three most researched topics related to the city visited from a digital platform on the Internet
are determined as; places to visit (93.9%), activities to do (75.5%), and eating and drinking
(69.6%).

4.2. Findings Obtained from the Scales

In order to determine the distinctiveness of the items in the eWOM, destination image and
behavioral intentions scales, the raw scores obtained from each factor are ranked in
ascending order, the mean scores of the groups in the lower 27% and upper 27% are
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compared with the independent sample t-test. The minimum required value for the total-item
test correlation to be sufficient is specified as 0.20 (Kline, 2000). It was observed that the
items of the scale, whose item correlations we examined, were above 0.20. As a result of the
comparison, among the average of the lower and upper group item scores of the eWOM and
behavioral intentions scales for all items; for destination image scale, it was determined that
there is a significant difference at p <0.05 level for all items for each sub-dimension between
the averages of the lower and upper group item scores. Therefore, it can be said that scales
are distinctive in terms of measuring the desired quality. AVE and CR values were checked
to ensure convergent validity. Accordingly, CR values are; Calculated as (0.818) for eWOM
and behavioral intentions. CR values for the dimensions of the destination image variable
were determined as ‘‘urban’’(0.810), ‘‘hygiene’’(0.772), ‘‘culture’’(0.733) and
““‘convenience’’(0.682). AVE values; calculated as (0.532) for eWOM and behavioral
intentions. AVE values for the dimensions of the destination image variable are
“‘urban’’(0.590), “‘hygiene’’(0.533), “‘culture’’(0.491) and ‘‘convenience’’(0.426). Fornell
& Larcker (1981) recommended a CR value of 0.60 or more. Hair, Anderson, Tatham &
Black (1998), on the other hand, stated that if CR values are greater than 0.60, an AVE of
less than 0.50 is acceptable, and construct validity is sufficient. AVE<CR convergent
validity was observed. Therefore, these values are at an acceptable level.

Table 2 contains the analysis results regarding the reliability of the scales. Before the
explanatory factor analysis (EFA), the Kaiser-Meyer-Olkin (KMO) test was applied to the
scales in order to test whether the sample size was suitable for factor analysis. According to
KMO, it was concluded that the sampling adequacy of eWOM and behavioral intentions
scales was good enough for factor analysis, while destination image scale was sufficient. As
KMO value, values between 0.5-1.0 are considered acceptable, while values below 0.5
indicate that factor analysis is not suitable for the data set (Altunigik et al., 2010). Also, when
Bartlet’s Sphericity test results were examined, it was seen that the obtained chi-square value
was acceptable. EFA was conducted to reveal the factor pattern of the measurement tools. It
is seen that the factor loadings of the instrument, which aims to measure eWOM and consists
of 4 items, ranged from 0.743-0.862 and was good. eWOM explains 64.357% of the
variance. A variance of 30% or more explained in single factor designs seem sufficient
(Tavsancil, 2005). In this framework, it is seen that the contribution of a defined factor to
the total variance is sufficient.

The reliability of the eWOM scale (0.811) is observed to be high (Table 2). The 13-item
tool, which aims to measure the destination image of the participants, was developed on the
basis of four theoretical dimensions. In order to reveal the factor pattern of destination image
scale, principal component analysis was chosen as the factorization method, and varimax,
one of the orthogonal rotation methods, was chosen as rotation. In the explanatory factor
analysis conducted to reveal the factor pattern of the destination image scale, it was
determined that the factor loading values were above 0.40. In the analysis for four factors,
when the items were evaluated in terms of whether the factor loadings meet the acceptance
level, it was determined that the factor loadings were at the desired level. It is seen that the
factor loadings are between 0.564-0.864. In Varimax rotation results, items were grouped
under a total of 4 factors. These factors explain 66.351% of the total variance. In multi-factor
designs, 40% to 60% of the variance explained is considered sufficient (Tavsancil, 2005;
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Biiyiikoztiirk, 2007). In this framework, it is seen that the contribution of a defined factor to
the total variance is sufficient. As seen in the table, the first factor ‘‘urban’’ explains
23.808% of the total variance, the second factor ‘‘hygiene’” 17.082%, the third factor
““culture’” 14.820%, and the fourth factor ‘‘convenience’” 10.640%. It is seen that the
destination image scale (0.701) is reliable (Table 2). Finally, it is seen that the factor loadings
of the tool, which aims to measure behavioral intentions and consists of 4 items, are between
0.690-0.968 and are decent. Behavioral intentions explain 81.606% of the variance. It is
sufficient for the variance explained in single factor designs to be 30% or more (Tavsancil,
2005). In this framework, it is seen that the contribution of a defined factor to the total
variance is sufficient.lt is seen that the reliability of the behavioral intentions scale (0.893)
is high (Table 2).

Table2. Reliability Analysis

Variable Scale Item Eigen Factor Loading Cronbach’s % of
value Alpha Variance
T c eWwOM1 0.773
S .S eWOM2 0.826
S£§S eWOM3 2.574 0.862 0.811 64.357
€358 eWOM4 0.743
SZEZ
5 o E~
@ ]
w @)

KMO =0.784; x2(6) =532.265; Bartlett's Test of Sphericity (p) = 0.000
Factor 1: Urban

DII8 0.805
D112 2.857 0.849
DI13 0.864
N Factor 2:Hygiene
a
e DI9 0.795
g DI10 2.050 0.816
= Di11 0.855
s Factor 3:Culture 0.701 iES
g
= DI3 0.736
8 Dl4 1.778 0.822
DI5 0.810
Factor 4:Convenience
DIl 0.564
D16 1.277 0.832
DI7 0.794
KMO =0.664; x2(66) =1313.385; Bartlett's Test of Sphericity (p) = 0.000
Bll 0.965
[ BI2 0.959
S § = BI3 3.264 0.968 0.893 81.606
58 Bl4 0.690
&=

KMO =0.822; x2(6) =1939.189; Bartlett's Test of Sphericity (p) = 0.000
***p<0.05

Model fit of item-factor structure obtained from EFA was tested with confirmatory factor
analysis (CFA). Standardized coefficients, error variances and t values obtained as a result
of CFA regarding the scales were calculated. Accordingly, factor loadings of eWOM and
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behavioral intentions scales are above 0.40. The DI2 item in destination image scale was
removed because the factor loading value was below 0.40.

Table 3 shows the structural equation model results of the scale according to the CFA of the
scales. It was determined that the structural equation modeling results of the eWOM scale
were significant at the p = 0.000 level, and the items forming the scale were related to the
scale structure. No improvements are conducted in the model. Afterwards, it was seen that
the accepted values for the fit index were met in the renewed fit index calculations.
Considering the goodness of fit indexes of the eWOM scale according to the results of the
first level multi-factor analysis; RMSEA 0.067; GFI 0.993; CFI 0.993; NFI 0.990; If y2, it
can be said that it is at an acceptable level with the values of 2.730 (p = 0.000). It was
determined that the structural equation modeling result of destination image scale was
significant at the p = 0.000 level, and the items and four factors that make up the scale were
related to the scale structure. Improvements were conducted in the model. While making
improvements, variables that reduce compliance were determined, and new covariances
were created for those with high covariance among residual values. Afterwards, it was seen
that the accepted values for fit indices were met in the renewed fit index calculations.
Considering the goodness of fit indexes of destination image scale according to the first level
multi-factor analysis results; RMSEA 0.060; GFI 0.954; CFI 0.948; NF1 0.915; If %2, it can
be said that it is at an acceptable level with values of 2.406 (p = 0.000). Finally, it was
determined that the structural equation modeling result of the behavioral intentions scale was
significant at the p = 0.000 level, and the items forming the scale were related to the scale
structure. No improvement was conducted in the model. Afterwards, it was seen that the
accepted values for fit indices were met in the renewed fit index calculations. Considering
the goodness of fit indexes of the behavioral intentions scale according to the results of the
first level multi-factor analysis; RMSEA 0.072; GF1 0.992; CF1 0.998; NFI 0.997; It can be
said to be at an acceptable level with 3.030 (p = 0.000) values.

Table 3. Fit Indices of the Scales

Variables Goodness of Fit Excellent Fit Measures Acceptable Model Fit Findings
Measures

Electronic Word | CMIN/Df 0<x2/df<3 3<y2/df<S 2.730
of Mouth GFI >0,90 >0,80 0.993
Communication | CFI 0,90<CFI<1,00 0,80<CFI<0,90 0.993
(eWwOM) RMSEA <0,05 <0,08 0.067
NFI 0,95<NFI<1,00 0,80<NFI<0,95 0.990
Destination Image | CMIN/Df 0<y2/df<3 3<y2/df<S 2.406
(D1) GFI >0,90 >0,80 0.954
CFI 0,90<CFI<1,00 0,80<CFI<0,90 0.948
RMSEA <0,05 <0,08 0.060
NFI 0,95<NFI<1,00 0,80<NFI<0,95 0.915
CMIN/Df 0<y2/df<3 3<y2/df<s 3.030
Behavioral GFI >0,90 >0,80 0.992
Intentions CFI 0,90<CFI<1,00 0,80<CFI<0,90 0.998
(80 RMSEA <0,05 <0,08 0.072
NFI 0,95<NFI<1,00 0,80<NFI<0,95 0.997

(Sources: Browne & Cudeck, 1993; Simsek, 2007; Simon, Kriston, Loh, Spies, Scheibler, Wills & Harter, 2010; Meydan & Sesen, 2011)
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4.3. Testing of the Hypotheses

When we look at the correlation coefficients of the variables of the study, there is a
statistically significant and positive direction between eWOM and destination image (r =
0.185; p <0.05), and a statistically significant and positive direction between eWOM and
destination image (r = 0.294; p <0.05), there is a statistically significant and positive
relationship (r = 0.270; p <0.05) between behavioral intentions and destination image
(Table 4).

Table 4. Relationship Between eWOM, Destination Image and Behavioral Intentions

\Variables 1 2 3
1. Electronic Word of Month Communication (eWOM) -

2.Destination Image (DI) 0.294* 0.270*

3.Behavioral Intentions (BI) 0.185* -

*p<0.05

Hypotheses are tested by regression analysis. First, regression analysis was conducted to
explain the effect of eWOM on destination image. When the significance level
corresponding to the F value is examined, it is seen that the model established is statistically
significant (F = 36.802; p <0.05). When we look at B coefficients of independent variables,
t value, and significance levels; it is seen that eWWOM has a statistically significant effect on
destination image (p <0.05). It is seen that 8.4% of the change on destination image is
explained by eWOM (Adjusted R?= 0.084). According to the results, the effect of eWOM
on destination image is seen as 3 = 0.294. It has been observed that eWOM positively affects
destination image (Table 5). Accordingly, it was concluded that the H1 hypothesis was
supported.

Table 5. The Results of Simple Linear Regression Analysis to Explain the Effect of eWOM on the
Destination Image of the Participants

Dependent Independent Model Adjusted
variable variable B t p Beta F (p) R?
Constant 46.635 27.497 0.000
Destination Electronic Word of
Image Mouth
OI) Communication 0.564 6.066 0.000 0.294 36.802 0.000 0.084
(eWOM)

In Table 6, it is seen that the model explaining the effect of eWOM and destination image
on behavioral intentions of the participants in the research is statistically significant (F =
18.070; p <0.05). When B coefficients, t value and significance levels of independent
variables are examined; It was determined that eWOM (B = 0.108), destination image (8 =
0.113) had a statistically significant effect on behavioral intentions (p <0.05). In this case, it
can be said that as the scores obtained from eWOM and destination image increase, the level
of behavioral intentions will increase. It is seen that 8% of the change in behavioral intentions
is explained by eWOM and destination image (Adjusted R?= 0.080). When the VIF values
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showing whether there is a multiple linear connection between the independent variables
were examined, it was seen that there was no multiple linear connection since it was less
than 10. Based on Durbin Watson test statistics for autocorrelation detection, it was
concluded that there is no autocorrelation. The effect of destination image on behavioral
intentions is more than the other independent variable (3 = 0.235). Therefore, the results
support the H2 and H3 hypotheses.

Table 6. Results of Regression Analysis Performed to Explain the Effect of eWOM and Destination
Image on Behavioral Intentions

Dependent Independent Beta Model Adjusted
variable variable B t p VIF F (p) R?
Constant 10.479 7.465 | 0.000*
Electronic
Behavioral V'\\l/loorgtﬁf
1 * *
Int?g?)ons Communicatio 0.108 2.292 | 0.022 1.094 0.176 18.070 0.000 0.080
n
(eWOM)
Destination
Image 0.113 4.640 | 0.000* 1.094 0.196
(dn
Durbin Watson statistics=2.177
*p<0.05

5. DISCUSSION AND CONCLUSION

This study aims to investigate the relationship between eWOM, destination image and
behavioral intentions. For this purpose, the city of Eskisehir, which is a highly preferred
destination within the scope of domestic tourism activities, has been selected. First of all,
the socio-demographic data of 392 people participating in the study were analyzed. It is
observed that the majority of the participants is between the ages of 31-40, women,
university graduates, employees and have middle income levels. In this direction, it can be
said that the majority of the sample of the study are Gen Ys who are active, educated and
have a certain expenditure level. It is observed that the majority of the participants obtained
information about travel and destination by using eWOM resources before visiting a place.
In this context, the top three digital platforms where the most travel reviews are read / viewed
on the internet; have been identified as Instagram, Tripadvisor, and various personal travel
blogs. Considering that most of the participants in the study are between the ages of 31-40
and the average age of all is 39.2, it can be said that it is an expected result that Instagram is
strikingly preferred and prominent by the participants. Because many researches in the
literature emphasize that Instagram is one of the world’s most popular and fastest-growing
social media platforms especially with Gen Y and Gen Z generations (Hanindharputri &
Pradnyanita, 2018; Cocco & Brogna, 2019; Djafarova & Bowes, 2021). Also, this social
media phenomenon (Fatanti & Suyadnya, 2015) is considered to be a very powerful tool for
promoting and marketing tourism destinations (Hanan & Putit, 2014; Smith, 2018). Shugair
& Cragg (2017) found in their research that Instagram posts are effective in changing the
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viewers’ perceptions and it can influence viewers’ behavioral intentions during the pre-
visitation stage. Similarly, it has been concluded that Tripadvisor, the eWOM tool used by
the participants as a secondary tool in this study, affects the travel decisions or image
formations of individuals in the previous studies in the literature (Miguens, Baggio & Costa
2008; Amaral & Tiago, 2014). Finally, regarding a destination they are planning to visit, the
participants are mostly stated that they search for places to visit, activities to be done, and
eating and drinking.

As a result of the questions directed to the participants about Eskisehir; It was determined
that half of them visited this place for the first time. The main reasons for these people to
visit Eskisehir are; leisure, recreation and holiday, visiting relatives and friends, cultural and
artistic activities. Considering the urban and touristic structure of Eskisehir, the result in
question is quite meaningful. Eskisehir, which is a university city, has many cafes and
entertainment venues where young people can spend their free time. Besides, Eskisehir
attracts attention due to the fact that it has various theme parks which are unique. The city,
which has a symphony orchestra, opera halls and theater, also has many museums where
examples of traditional and modern handicrafts are exhibited and many workshops where
these arts are taught. In addition, many cultural and art festivals are organised in the city.

It is thought that eWOM will become more common in the future with the developments in
technology and it is acknowledged to play a considerable role in influencing and forming
consumer attitudes and behavioral intentions (Jalilvand et. al.,2013). Also, destination image
and the selection of the destination were significantly influenced considerably by the
information sources that a tourist obtained (Mehmood, et al., 2018). Online information,
namely eWOM, regarding the destination affects the overall image of a destination (Doosti
et al., 2016). Majortiy of the tourists have a tendency to look for websites using eWOM for
quicker and more reliable information compared to the information gathered from travel
companies. Thus, it can be stated that the image of a destination can affect behavioral
intentions and eWOM (Abubakar & llkan, 2016). In other words, the destination image has
an impact on the whole process of the visit. Thus, destination image created during previsit,
on-site and postvisit is significant for tourist decision making and behavioral intentions
(Ishida et al., 2016; Tasci, Hahm & Terry, 2019; Ladhari & Souiden, 2020). When the
hypotheses created as a result of the literature review were tested, it was found that all three
hypotheses were supported. According to the results of the first hypothesis, it is seen that
eWOM has positive and significant results on destination image. The finding in question
coincides with Jalilvand et al., (2012), Doosti et al., (2016), and Jalilvand & Heidari’s (2017)
research results. The second hypothesis, ‘“eWOM has a significant effect on future
behavioral intentions’’ is in line with the results of the research conducted by many
researches (Jalilvand et al., 2012; Jalilvand et al., 2013; Abubakar, 2016; Mehmood et al.,
2018; Sari & Pangestuti, 2018). Finally, it has been confirmed that the destination image
perceived in the H3 hypothesis has a positive and significant influence on future behavioral
intentions. It was consistent with the findings of Doosti et al., (2016).

According to the findings, it is seen that the majority of the participants read the
recommendations, thoughts, and comments on digital platforms before visiting Eskisehir.
The results show that the participants of the research will recommend Eskisehir to other
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people, say positive things about the city and want to visit Eskisehir again in the near future
(in the next 3 years). Although half of the participants (50.5%) visited Eskisehir only once,
reaching the aforementioned result can be explained by the fact that Eskisehir's destination
image is quite good, positive, and strong. The measurement of the destination image was
conducted on the tangible and intangible qualities (physical and service quality) of the
destination. In this study, the measurement of the destination image perceived by domestic
tourists regarding Eskisehir was measured by taking into account Eskisehir's urban structure,
natural and artificial attractions, historical and cultural attractions, infrastructure, climate,
safety, hygiene, concenience and value. According to the findings obtained, it is seen that
the city perception of the domestic tourists about Eskisehir is generally positive, and in this
context, ‘‘urban’’, ‘‘hygiene’’, ‘‘culture’’, and ‘‘convenience’’ factors come to the fore. The
impact of the successful municipal projects and implementations of Eskisehir Metropolitan
Municipality in creating this perception is indisputable, for, Eskisehir has been awarded in
many international city competitions. For example; in the researches of CNBC-e Business
and Forbes magazines regarding ‘‘Turkey's most livable cities’’, Eskisehir was selected
second following Ankara (Esgazete, 2017). In the contest organized by WRI Ross Center,
which aims to offer a better life to millions of people living in cities, and in which 115 cities
participated with approximately 200 projects, Eskisehir with its successful urban
applications, outdistanced the metropolises such as London, Barcelona, New York and
Dubai behind and reached the finals (Eskisehir Biiyiiksehir Belediyesi, 2018). In the list
prepared by the international research company Numbeo every year according to certain
criteria and in different categories, Eskisehir was chosen the eighth most reliable city in the
world in 2020 (NTV, 2021).

5.1. Implications and Suggestions

This work has a number of theoretical and practical implications. First of all, this study
contributes to the theoretical literature on eWOM, destination image, and behavioral
intentions from two perspectives. First, if eWOM communications people make before
visiting a place are positive, it has a significant effect on both the destination image and the
people’s future behavioral intentions for that location. Second, if those who have visited a
destination before have developed positive perceptions, this reflects positively on their future
behavioral intentions. They will have a desire to visit that destination again, as well as show
positive behaviors such as recommending and encouraging other people to go there. In this
context, it can be said that eWOM has a strong and dynamic effect on both the pre-visit
images of a destination and the post-visit image of a destination, and this affects behavioral
intentions.

This study puts forward significant managerial implications for practitioners in tourism
industry. In the light of the data obtained from this research, it is possible to make a number
of recommendations to decision makers and tourism marketers in Eskisehir. In this context,
the main point that can be suggested is that local administrations and tourism enterprises
should provide tourists with quality services and facilities and ensure their satisfaction.
Because the tourist who is satisfied with the city experience will not only visit the city again,
but also recommend and advertise the city to strangers through digital platforms. Thus, many
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potential tourists will be able to visit the city. Secondly, it is the fact that every public, private
and non-governmental organization (NGO) stakeholders providing touristic services related
to the city should use eWOM (especially social media) effectively as a promotional and
marketing tool of the destination. Even while doing this, various award-winning
competitions (story, memory, short film, photo, etc.) can be organized in order to increase
the eWOM sharing of those who visit the city and to improve the positive perception of those
who do not visit the city.

Especially in the metropolitan municipality and the enterprises (museums, workshops,
culture-art-congress centers, theater and opera halls, theme parks, boat and gondola tour,
science center, planetarium, aquarium etc.) and corporate websites, it is seen that their work
on both social media tools is quite comprehensive and successful. In addition, it can be said
that accommodation businesses, restaurants and bars and private museums in the city use
social media effectively and thus attract visitors to the destination. However, it is seen that
neither the metropolitan municipality nor the private tourism enterprises are carrying out
effective eWOM studies for the promotion and marketing of some potential tourism types.
For instance; It draws attention that Eskisehir, which has important underground waters and
thermal springs, does not stand out in the scope of health tourism such as Afyon, Kiitahya
and Bursa, which are neighboring cities. Or, it is seen that there are neither sufficient tourist
infrastructure and superstructure nor eWOM works for the regions where the most difficult
struggles of the War of Independence were passed within the scope of dark tourism, and also
for Indnii Turkish Aeronautical Association Glider and Parachute Camp, which may attract
the attention of adventure tourists. Similarly, it is thought that the promotion and marketing
activities of the Phrygian Valley, which is a cultural heritage area and some of which is
located within the borders of Eskisehir, are quite insufficient. In this context, it is thought
that infrastructure and superstructure studies should be carried out in accordance with nature
and history by carrying out joint and integrated projects with neighboring provinces Kiitahya
and Afyon, which cover the borders of the Phrygian Valley. It is vital to act together as
tourism professionals, including marketers and decision-makers about the destination in this
region which has the potential to become the ‘‘Second Cappadocia’’ of Turkey with its both
geomorphological formations and historical richness. After these studies are completed, the
resulting touristic services should be introduced to people through digital media and social
media. Another suggestion is to increase the number of tourism information offices where
visitors can easily access and obtain information on important touristic spots of the city, and
to include these offices in digital platforms and social media applications popularly used by
people.

5.2. Limitations and Future Research

This study has some limitations. The first is to collect the data of the research through digital
platforms due to the Covid 19 pandemic. The second is that its population includes only
domestic tourists who have visited Eskisehir in the last 3 years and the full count cannot be
reached. In this respect, the findings of the study cannot be generalized. In future studies,
the models and relationships revealed within the scope of the research can be tested in
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various destinations and their results can be compared. It can also contribute to the
development of the relevant literature in this way.
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OZET

Bu arastirmanin temel amaci; Hatay ilinde faaliyet gosteren restoran isletmesi ¢alisanlarinin Covid-
19 korkusu ile tikenmislik diizeyleri arasindaki iligkiyi belirlemektir. Buna bagli olarak ¢alisanlarda
Covid-19 korkusunun tiikenmisligin alt boyutlar1 olan duygusal tiikenme, duyarsizlasma ve diisiik
kisisel basarmnin ¢alisanlar tizerindeki etkilerini belirlemek bu ¢aligmanin alt amaglar1 arasinda yer
almaktadir. Covid-19 salginini inceleyen birgok ¢aligma olmasina ragmen, restoran isletmeleri ve
caligsanlarinin titkenmislik diizeylerini inceleyen smirli sayida ¢alisma olmasi nedeniyle bu aragtirma
O6nem arz edebilmektedir. Arastirmanin evrenini Hatay ilinde faaliyet gosteren restoran isletmeleri
calisanlar1 olusturmaktadir. Arastirmanin yapilmasi igin segilen bdlgenin turizm potansiyeline
sahip, gelismekte olan bir bolge olmasi ve bununla beraber restoran isletmelerinin artis gostermesi
nedeniyle Hatay ili tercih edilmistir. Bu amaci gergeklestirmek i¢in Hatay ilinde faaliyet gosteren
restoran igletmeleri ¢alisanlarindan anket yontemi ile veriler elde edilmistir. Gelistirilen anket formu
Iskenderun Teknik Universitesi Etik Kurul onayindan gegmistir. Veriler 2021 yili Mayis-Haziran
aylarinda ¢evrimici ortamda (pandemi kosullarindan dolay1) toplanmustir. Restoran ¢alisan sayisinin
net olarak bilinmemesi nedeniyle sinirsiz evren kabul edildiginden 6rneklem olarak 384 kisi yeterli
say1 olarak kabul edilmistir. S6z konusu isletmelerin igerisinde bulundugumuz pandemi nedeniyle
anketin yapildigi donemde birgok restoran isletmesi kapali oldugundan toplamda 274 anket
yapilabilmistir. Elde edilen veriler sonucunda; galisanlarin Covid-19 korkusu ve tiikenmislik
diizeyleri arasinda pozitif yonlii ve anlamli bir iliski oldugu tespit edilmistir. Bununla birlikte
tilkenmisligin alt boyutlar1 agisindan bakildiginda Covid-19 korkusu ile duygusal tiikenme arasinda
pozitif yonlii ve anlamli bir iliski tespit edilmistir. Ayni sekilde duyarsizlagsma arasinda pozitif yonlii
ve anlamli bir iliski tespit edilmistir. Ancak bu iligkilere ragmen Covid-19 korkusu ile kisisel bagari
arasinda herhangi bir iligki tespit edilmemistir.

Anahtar Kelimeler: Restoran isletmeleri, Covid-19, Tiikenmislik

ABSTRACT

The main purpose of this research is; The aim of this study is to determine the relationship between
the fear of Covid-19 and burnout levels of restaurant employees operating in Hatay. Accordingly,
determining the effects of fear of Covid-19 on employees, emotional exhaustion, depersonalization
and low personal achievement, which are sub-dimensions of burnout, are among the sub-objectives
of this study. Although there are many studies examining the Covid-19 outbreak, this research is
important because there are limited studies examining the burnout levels of restaurant businesses
and their employees. The universe of the research consists of the employees of restaurant businesses
operating in Hatay. The province of Hatay was preferred due to the fact that the region chosen for
the research is a developing region with tourism potential and the increase in restaurant businesses.
In order to achieve this aim, data were obtained from the employees of restaurant businesses
operating in the province of Hatay by survey method. The developed questionnaire was approved
by the Iskenderun Technical University Ethics Committee. Data were collected online (due to
pandemic conditions) in May-June 2021. Since the number of restaurant employees is not known
exactly, 384 people were accepted as a sufficient number as the sample, since it was accepted as an
unlimited universe. Due to the pandemic we are in, a total of 274 surveys were made, as many
restaurant businesses were closed during the survey period. As a result of the data obtained; It has
been determined that there is a positive and significant relationship between the fear of Covid-19
and burnout levels of the employees. However, in terms of the sub-dimensions of burnout, a positive
and significant relationship was found between the fear of Covid-19 and emotional exhaustion.
Likewise, a positive and significant relationship was found between depersonalization..
Keywords: Restaurant Operations, Covid-19, Burnout
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1. GIRIS

Covid-19 salgini, Cin iilkesinin Vuhan kentinde Aralik 2019’ da ortaya ¢ikan ve solunum
yolu enfeksiyonlarina neden olan bir viriis olarak tanimlanmistir. Diinya iilkelerini etkisi
altina alan Covid-19 viriisliniin Vuhan eyaletinde ilk olarak deniz {iriinleri satan hayvan
pazarinda ortaya ¢iktig1 goriilmiis ve daha sonra insanlara bulasarak tiim diinya iilkelerinde
salgin yayillmaya baslamistir (TC Saglik Bakanlhigi, 2020). Diinya Saghk Orgiitii,
Koronaviriisii (Covid-19) 11 Mart 2020 durum raporunda pandemi olarak ilan etmistir
(WHO, 2020). Koranaviriis vaka sayilarinin artmasi ile durumun 6nemini kavranmaya
baslamis ve bazi tedbirlerin alinmasit kagmilmaz olmustur (Demir vd., 2020: 81).
Koranaviriis salgin1 insanlarin, kurumlarin ve isletmelerin ekonomik ve sosyal gelisimini
olumsuz yonde etkilemistir (Sulkowski, 2020: 2). Covid-19 pandemisi iilkelerin
ekonomisini, sosyal etkilesimini, yasam kalitesini ve bununla birlikte isletme yapilarini da
degistirmistir (Barua, 2020: 8). Tiirkiye’de Covid-19 salgininda ilk vakalarin goriilmesi ile
insanlar sagliklar1 icin korkmaya ve endiselenmeye baslamistir. Koranaviriis toplumu
psikolojik, sosyal, politik ve ekonomik olarak bir¢ok yonde etkilemistir (Arpaci vd., 2020:1).
Diinyada hizla yayilan Covid-19 salgin1 2020 Mart ayinda baslayarak etkisini tim
isletmelerde gostermeye baslamis ve diger isletmeler gibi turizm isletmeleri de bu salgindan
dolay1 faaliyetlerine ara vermek zorunda kalmistir (Demir vd., 2020: 96). Pandemi siirecinde
bir¢ok turizm isletmesi finansal sorunlar yasamis ve ¢ok sayida personelin isten ¢ikarildigi
gbzlemlenmistir (Atay, 2020: 168). Yiyecek icecek isletmeleri salgin siirecinde ekonomik
ve sosyal etkilesim olarak negatif etkilenen sektorler arasinda yerini almistir. Turizm
isletmelerinde sosyal etkilesimin yogun olmasi nedeniyle ozellikle yiyecek igecek
sektoriiniin ililke yoneticileri tarafindan koyulan kisitlamalar sebebiyle en ¢ok etkilenen
sektdrlerden biri oldugu gériilmektedir (Iflazoglu ve Aksoy, 2020: 3363). Bu kisitlamalarin
getirisi olarak is kapasitesi diismiis ve ¢alisan istthdaminda denge saglanamamistir. Caligma
hayatinda ki dengelerin bozulmasi, rutin islerin yapilamamasi, belirsizlik duygusu, Covid-
19’a yakalanma riski insanlarda strese, korkuya ve psikolojik olarak tiikenmislige neden
olabilmektedir. Bu noktada arastirmanin temel sorusu, Covid-19 korkusunun tiikkenmislik
diizeyi iizerinde bir etkisi var midir? Bu nedenle ilgili soruya yanit arama ihtiyact bu
arastirma amacinin belirleyicisi olmaktadir. Bu arastirmanin amaci, restoran ¢alisanlarindaki
Covid-19 korkusunun tiikenmislik diizeyleri tizerindeki etkisini belirlemektir. Covid-19
salginini inceleyen bir¢ok calisma olmasina ragmen, restoran isletmeleri ve calisanlarinin
tikenmislik diizeylerini inceleyen sinirli sayida caligma olmasi sebebiyle literatiire
saglayacag1 katki acisindan bu arastirma Onem arz edebilmektedir. Arastirma amacini
gerceklestirmek iizere Oncelikle konu ile ilgili kuramsal yapr olusturulmus ve ardindan
restoran calisanlarindan anket teknigi ile veriler toplanmustir.

2. KAVRAMSAL CERCEVE
2.1. Covid-19

Covid-19 Pandemisi ile ilgili ilk vaka 31 Aralik 2019°da Diinya Saglk Orgiitii Cin Ulke
Ofisi’nde, Hubei Eyaletinin Vuhan sehrinde-tespit edilmistir. Viriisiin 7 Ocak 2020°de daha
Once insanlarda tespit edilmemis yeni bir koranaviriis oldugu belirtilmistir (Saglik Bakanligi,
2020: 7). Ilerleyen siiregte 2019-nCoV salginin ad1 Covid-19 olarak kabul edilmis, viriis
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SARS CoV’e ye benzer olmasindan dolayr SARS-CoV-2 olarak adlandirilmistir (Saglik
Bakanligi, 2020: 7). Covid-19 hastaligina, siddetli akut solunum enfeksiyonlarina neden
olan SARS-CoV2 viriisiiniin neden oldugu bilinmektedir (Bakar ve Rosbi, 2020: 189).
Salgin damlacik yoluyla insanlarin birbiriyle etkilesim halinde olmasi nedeniyle yayilim
gostermistir (Gormeli ve Gunes, 2020: 1).

Kiiresel bir salgin olarak gelisen koranaviriis iilkeleri sadece saglik yoniinden degil politik,
ekonomik, sosyal ve psikolojik olarak etkilemistir (Ustiin ve Ozgiftci, 2020:144). Diinyanin
hizla gelisen hizmet sektorlerinden biri olan turizm ekonomik kriz, dogal afetler, salgin
hastaliklar, yanlis politikalar nedeniyle birgok olumsuzluk ve kriz ile kars1 karstya kalmis ve
etkileri turizm faaliyeti gdsteren bolgelerde hissedilmistir (Hall, 2010: 402). Bir¢ok sektorde
etkisini gosteren Covid-19 salgini yiyecek igecek sektorii igerisine faaliyet gosteren restoran
isletmelerini de sekteye ugratmis ve bir¢ok onlemin alinmasina sebep olmustur. Alinan bu
Onlemler kapsaminda insanlarda hijyen ve mesafe konusunda tereddiitler yasamasi,
isletmelerin kapatilip paket servisine donmesi, yiyecek icecek sektdriinde finansal is
kayiplarin olmasina neden olmustur (Okat vd., 2020: 203). Yiyecek i¢ecek isletmeleri salgin
(Covid-19) siirecinde online siparis, online 6deme ve self-servis uygulamalarinin bu siiregte
daha fazla 6n plana ¢iktig1 goriilmektedir (Atay, 2020: 171). Bu siirecte bir¢ok isletmede
personel sayisinda Onemli derecede kayiplar yasanmistir. (Haywood, 2020: 600).
Isletmelerin birgogu faaliyetlerine ara verirken bir kismi1 da asgari diizeyde personelle
faaliyetlerini slirdiirmiistiir (Cinnioglu, 2021: 36). Daha sonraki normallesme siirecinde
Tiirkiye’de faaliyet gosteren isletmelere uygulanan tedbirler (hijyen, mesafe vb.)
kapsaminda kurallar belirlenmis olup faaliyetlerine devam etmeleri saglanmistir (Aydin ve
Dogan, 2020: 106).

2.2. Tiikenmislik

Maslach’a gore, is silirecinde siklikla insanlarla etkilesim halinde olunmasi, is yiikiiniin ve
sorumluluklarinin artmasi, bir sorunun ¢6ziimii karsisinda belirsizlik ve basarisizligin olmast
insanlarda strese, kaygiya ve tilkenmislige neden olur (Maslac, Jackson, 1981: 99). Gann
(1979: 3) tikkenmisligi; calisma ortaminda olusan stres faktorlerinin kisinin gorevine
yansimasi ve belirsizlik yasamas1 sonucu kisiyi psikolojik olarak etkileyen duygular olarak
tanimlamustir. Golembiewski vd. (1998: 60) gore tiikenmisligin isletme yapilarinda birtakim
degisikliklere sebep oldugu ve buna etken olarak yasam kalitesinin diismesi, 1§ performansi
ve oOrgilitsel bagliligin azalmasi, aile yapisinin bozulmasi, saglik sorunlarin artmasi gibi
olumsuz etkilerin oldugunu belirtmistir. Rada ve Charmina (2004: 790) tiikenmisligi,
insanlarin ¢alisma hayat1 boyunca kariyer hedeflerine ulasmak icin yasadigi stres sonucu
yavas yavas manevi olarak yipranmasi olarak tanimlamislardir. Budak ve Siirgevil (2005:95)
titkenmisligi, insanlarin i yasaminda etkilesim sonucu yasamis olduklar1 *’ruhsal ve fiziksel
acidan enerjinin tiikenmesi’’ seklinde tanimlamistir. Chohan vd. gore, kisinin uzun ¢alisma
saatlerine bagli olarak olusan fiziksel ve psikolojik etkilerinin sebep oldugu yorgunluk, is
stresi, 1§ performansinin diisiikliigii ve moral bozuklugu tiikkenmislik olarak belirtilmistir
(Chohan vd., 2020: 2)

Maslac ve Jackson tlikenmisligi duygusal tiikenme, duyarsizlasma ve kigisel basarinin
azalmasi olarak alt boyutlara ayrmistir (Maslac ve Jackson, 1981: 99). Tiikenmisligin
artmasinin nedenlerinden biri olan duygusal tiikkenme, insanlarin is ylkiiniin artmasi ile
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kendini psikolojik olarak yetersiz hissetmesidir. Tiikkenmisligin baska boyutu olan
duyarsizlagsma, insanlarin is gereklerini yerine getirirken hizmet verdigi kisilere olumsuz ve
duygusuz bi¢imde davranis sergilemeleridir. Kisisel basarinin azalmasi ise kiginin
igyerindeki veya hizmet verdigi insanlarla ilgili sorunlarin iistesinden gelemiyor olmasi
sonucu, kendini yetersiz ve mutsuz hissetmesidir (Maslac vd., 1996: 192).

Turizm isletmelerinde iiretimin ve tiiketimin ayni anda gerceklesiyor olmasi nedeniyle
calisanlarin miisteri memnuniyetini saglamak i¢in daha fazla performans gosterilmesi
gerekmektedir (Cinnioglu, Atay ve Karakas 2019: 158). Turizm isletmelerinde hizmet
tireticilerinin yogun calisma saatleri, is stresi, performans diisiikliigiine, tilkenmislige neden
olabilmektedir. Dolayisiyla isten ayrilma niyetleri artmakta ve isletmede verimliligin
diismesine yol acabilmektedir (Birdir ve Tepeci, 2003: 96 ). isletme sahipleri ve calisanlar
arasinda yazili olmayan karsilikli beklentilerin olmasi (psikolojik sodzlesme) ve bu
beklentilerin karsilanmamasi durumunda calisanlarin stres, isgiicii kayb1 ve buna bagh
olarak tiikenmiglik gibi olumsuz davranis sergilemeleri kagmilmaz olabilmektedir
(Cinnioglu vd., 2017: 45). Turizm sektoriiniin emek yogun bir 6zellige sahip olmasi, esnek
ve fazla mesai gibi nedenlerden dolay1 isgérenlerin verimli c¢alisabilmesi ve isletmedeki
basarisin1  koruyabilmesi i¢in fazla performans sergilemesi, c¢alisanda psikolojik
yipranmalara neden olabilmektedir. Bunun bir sonucu olarak isletmenin hizmet kalitesinin
diismesine neden olmakla beraber mesleki olarak kendini yetersiz hissetmesine neden
olabilmektedir. Hizmet sektoriindeki yogunluk isten ayrilma niyetinin yiiksek olmasina ve
duygusal olarak kendini tiikenmis hissetmesine neden olmaktadir (Celik ve Sagli, 2013: 361-
362; Cinnioglu ve Salha, 2007: 601).

2.3. Covid-19 ve Tiikenmislik

Kiiresel boyutta yayilan Covid-19 salgim1 devlet, toplum, meslek, cinsiyet, yas farki
gdzetmeden tiim diinyay1 etkisi altina almis, insanlarin fizyolojik, ekonomik ve psikolojik
yapilarmi degistirmistir (Polizzi vd. 2020: 59). Insanlarin psikolojik ve fizyolojik olarak
mesleklerinden uzaklasmasi, stres ve belirsizligin yasam ve hizmet kalitesine yansimasi
tilkenmisligin belirtileri arasinda gosterilmektedir (Kagmaz, 2005: 29). Tiim tilkede biitiin is
alanlarina 6nemli etkisi olan Covid-19 turizm isletmelerini de derinden etkilemistir. Turizm
isletmelerinin kapali olmasi, gelir kaybinin yasanmasina ve birgok c¢alisanin igsiz kalmasina
neden olmustur (Alaeddinoglu ve Rol, 2020: 235). Buna bagh olarak calisanlarda olusan
gecim ve sektorel gelecek kaygisi, kendine yetememe gibi durumlarin yasanmasi,
tikenmisligi de beraberinde getirmistir. Tiikkenmisligin salgin silirecinde yogun bicimde
calisan insanlar iizerinde etkili oldugu goriilmektedir (Morina ve Avdimetaj, 2020: 317).

Koranaviriisiin insanlarda bedenen ve ruhen tahribatlara, umutsuzluga ve tiikkenmislige
neden oldugu ongoriilmektedir (Ulug, 2020: 3). Pandemi siirecinde oliim vakalarinin
artmasi isletmeleri ve ¢alisanlar1 olumsuz ydnde etkilemistir (Ustiin ve Ozgiftci, 2020:148).
Bu siirecte isletmelerin ve c¢alisanlarin yeni diizene alismalari kaygi, belirsizlik ve
tilkenmislige neden olabilmektedir. Covid-19 siireci ve normallesme sonrasinda uygulanan
kisitlamalar neticesinde isletmelerin devamliligini saglayabilmesi (Cinnioglu, 2020: 36) ve
1s goren istihdamini tam kapasite olarak devam ettirmesi finansal agidan zor goriinmektedir.
Bu kapsamda pandemi siirecinde alinan kararlar isletmelerinin ¢ogunun hizmetlerini
durdurmasi veya is kapasitesini diislirmesi, birgok insanin isten ¢ikarilmasi gibi sorunlar,
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calisanlarda finansal giivensizligin yan sira gelecege yonelik belirsizlik yasamalarina da
neden olabilmektedir (Griffith, 2020: 2). Covid-19 salgmminin ¢ikis nedeninin heniiz
bilinmemesi toplumun sosyo-ekonomik degerlerini etkilemekle beraber insanlarda korku,

gelecek kaygisi, tiikkenmislik gibi psikolojik ¢okiisler yasamasina sebep olmustur (Bozkurt
vd. 2020: 305).

Yukaridaki bilgilere baglh olarak Covid-19’un restoran c¢alisanlar1 {izerinde tiilkenmislik
duygusuna neden olabilecegi ongdriilmektedir. Buna bagli olarak aragtirmada asagidaki
hipotezler gelistirilmistir.

H1: Covid-19 korkusunun tiikenmislik {izerinde anlamli bir etkisi vardir.

H1la: Covid-19 korkusunun duyarsizlasma {izerinde anlaml bir etkisi vardir.
H1b: Covid-19 korkusunun duygusal tiikkenme tizerinde anlamli bir etkisi vardir.
Hic: Covid-19 korkusunun kisisel basari lizerinde anlamli1 bir etkisi vardir.

Arastirmada gelistirilen hipotezlere bagli olarak arastirmanin modeli asagidaki gibi
olusturulmustur.

Sekil 1: Arastirmanin Grafiksel Modeli

Covid-19 Duyarsizlasma

korkusu

Kisisel Basari

Duygusal
Tikenme

3. YONTEM

Bu arastirma yontem agisindan nicel, amaci agisindan ise agiklayict bir ¢alismadir Nicel
yontemle yapilan bu arastirmada genel tarama modellerinden iligkisel tarama modeli
kullanilmistir. Yontem kisminda arastirmanin amaci ve onemi agiklanarak, arastirmada
kullanilan veri toplama aracina, aragtirmanin evren ve 6rneklemine yer verilmistir.

3.1. Arastirmanin Amaci ve Onemi

Turizm isletmeleri yapis1 geregi hizmet odakli ve hassas olmasi nedeni ile siyasi olaylar,
finansal krizler, salgin hastaliklar, terérizm ve sosyal olaylardan en fazla etkilenen sektdrler
arasinda yer almaktadir (Kosker, 2017: 216). Gliniimiizde tiim diinyay1 etkisi altina alan
Covid-19 salgini tiim isletmeler gibi restoran isletmelerini de derinden etkilemis ve is
gorenlerin ekonomik ve psikolojik olarak ¢okiisler yasamasina sebep olmustur. Bu sebeple
arastirmanin amaci restoran ¢alisanlarindaki covid-19 korkusunun tiikkenmislik diizeyleri
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tizerindeki etkisini belirlemektir. Buna bagli olarak ¢alisanlarda Covid-19 korkusunun
tilkkenmisligin alt boyutlar1 olan duygusal tiikenme, duyarsizlagsma ve diistik kisisel basarinin
calisanlar iizerindeki etkilerini belirlemek bu calismanin alt amaglar1 arasinda yer
almaktadir. Alanyazinda Covid-19 salginini inceleyen bir¢ok ¢alisma olmasina ragmen,
restoran igletmeleri ve g¢alisanlarinin tiikenmislik diizeylerini inceleyen fazla calismaya
rastlanilmamis olmasi sebebiyle, bu calismanin alan yazinina katki saglayacagi ve sonraki
calismalara yol gosterici olacagi ongoriilmektedir. Bu durum ayni zamanda ¢alismanin
onemine dikkat ¢ekmektedir.

3.2. Evren ve Orneklem

Arastirmanin evrenini Hatay ilinde faaliyet gosteren restoran isletmeleri calisanlari
olusturmaktadir. Arastirmanin yapilmasi icin seg¢ilen bdlgenin turizm potansiyeline sahip,
gelismekte olan bir bolge olmasi ve bununla beraber restoran igletmelerinin artig gostermesi
nedeniyle Hatay ili tercih edilmistir. Zaman ve maliyet gibi kisitliliklardan dolay1 evren
iizerinden drneklem alinmistir Orneklem biiyiikliigiiniin belirlenmesinde ise bu restoranlarda
calisan kisi sayisi net olarak bilinmediginden evren sinirsiz olarak kabul edilmis ve bu
durumda 6rneklem biyiikliigii 384 kisi olarak belirlenmistir (Ural ve Kilig, 2013: 43).
Veriler 2021 Mayis-Haziran aylarinda toplanmistir. Igerisinde bulunulan pandemi nedeniyle
anketin yapildig1 s6z konusu donemde bir¢ok restoran isletmesinin kapali olmasi sebebiyle
toplamda 301 anket elde edilmis ancak eksik ve hatali anketlerin ¢ikarilmasi sonucunda 274
anket analize dahil edilmistir. Bu nedenle veriler % 95 giiven araliginda ve + % 8 drneklem
hatas1 araliginda degerlendirilmistir. Buna bagli olarak aragtirmanin 6rneklemini ise basit
tesadiifi yontemle secilen 274 restoran calisani ile ¢evrimigi ortamda (pandemi kosullarindan
dolay1) anket toplanmustir.

3.3. Veri Toplama Araci

Nicel desenli bu arastirmanin verilerinin toplanmasinda ara¢ olarak anket formlari
kullanilmistir. Anket formlari igin Iskenderun Teknik Universitesi Etik Kurul onay1 alinip
veri toplama stirecine gegilmistir. Anket 3 boliimden olugsmaktadir. Anketin ilk boliimiinde
restoran ¢alisanlarinin pandemi siirecinde korku diizeylerini belirlemek i¢in ‘Covid-19
korku 6lgegi’ ikinci boliimde tiikenmislik diizeylerini belirlemek i¢in ‘Maslach Tiikenmislik
Olgegi’ kullanilmis olup iigiincii boéliimde ise demografik bilgilere yer verilmistir.
Arastirmada kullanilan 6l¢ekler asagida agiklanmistir.

3.4. Covid-19 Korkusu Olgegi

Covid-19 korkusu o6lgegi Ahorsu vd., (2020) tarafindan gelistirilmis, 7 madde ve tek
boyuttan olusan bir Olgek olup pandemi siirecinde korku diizeyini belirlemeyi
amaglamaktadir. Olgegin Tiirkgeye uyarlanmasi Satic1 vd.(2020: 2) tarafindan yapilmustir.
Olgekteki bazt maddeler su sekildedir: *’En ¢ok Covid-19'dan korkuyorum’’, >’Covid-19
nedeniyle hayatimi kaybetmekten korkuyorum’’, *’Covid-19'u diisiinmek beni rahatsiz
ediyor’’. 5°1i yanit kategorileri likert tipinde (1: Kesinlikle katilmiyorum ve 5: Kesinlikle
katiliyorum) derecelendirme sistemine sahiptir.
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3.5. Maslach Tiikemislik Envanteri (Maslach Burnout Inventory-MBI)

Aragtirmada c¢alisanlarin tiikenmislik diizeylerini 6l¢gmek i¢in Maslach ve Jackson (1981)
tarafindan gelistirilen Maslach Tiikemislik Envanteri kullanilmistir. Olgek, toplam 22
ifadeden ve 3 alt boyuttan olusmaktadir. Bu boyutlar, ‘Duygusal tikenmislik’ (9),
‘Duyarsizlasma’ (5) ve ‘Kisisel basarmin azalmas:® (8) seklindedir. Olgekteki baz1 ifadeler
su sekildedir: <’Kendimi isimden duygusal olarak uzaklasmis hissediyorum’’, Isimin beni
kisitladigini hissediyorum”’, “’Insanlarla yakin bir calismadan sonra kendimi canlanmis
hissederim”’, >’Isim araciligiyla insanlarm yasamina katkida bulunduguma inaniyorum’’.
Olgek igin kullanilan yanit kategorileri ise “1-Higbir zaman, 2-Cok nadir, 3-Bazen, 4-Cogu
zaman ve 5-Her zaman” seklinde derecelendirilmistir. Bu dogrultuda duygusal tiikenme ve
duyarsizlasma boyutunun yiiksek, kisisel basar1 boyutunun ise diisiik ¢gikmasi tilkkenmisligi
gostermektedir (Pelit ve Tiirkmen 2008: 125).

3.6. Bulgular

Arastirmada analizler yapilmadan once verilerin ¢arpiklik ve basiklik degerleri belirlenmis
ve buna gore arastirma verilerinin normal dagilim gosterdigi tespit edilmistir. Bu nedenle
verilerin analizinde parametrik testlerden yararlanilmistir.

Tablo 1. Katilimcilara Yénelik Demografik Bilgiler

Cinsiyet f % Turizm Egitimi F %
Kadin 63 23 Var 54 19,7
Erkek 211 |77 Yok 220 |80,3
Toplam 274 | 100,0 | Toplam 274 | 100,0
Dogum Tarihi f % Calisma Siiresi F %
18-27 78 28,5 1 yildan az 36 13,1
28-39 115 (420 |1-3wyi 66 24,1
40-49 56 204 | 4-6y1l 80 29,2
50-59 20 7,3 7-9 yil 43 15,7
60 yas ve lizeri 5 1,8 10 yil ve istii 49 17,9
Toplam 274 1 100,0 | Toplam 274 1100,0
Gelir Diizeyi f % Egitim Durumu f %
2826 TL 87 31,8

2827- 3500 53 19,3 | ilkokul 42 15,3
3501- 4500 TL 52 19,0 | Ortaokul 22 8,0
4501- 5500 TL 21 7,7 Lise 68 24,8
5501 TL ve iizeri 61 22,3 | On Lisans ( 2 yillik) 43 15,7
Toplam 274 ] 100,0 | Lisans ( 4 yillik) 88 32,1
Medeni Durum f % Lisansiistii 11 4,0
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Bekar 124 | 45,3 | Total 274 | 100,0
Evli 150 | 54,7
Toplam 274 | 100,0

Calismada oncelikle katilimcilarin demografik bilgileri analiz edilmis ve sonuclar Tablo
1’de verilmistir. Katilimcilarin demografik 6zelliklerine iliskin bulgularin yer aldigi Tablo
1 incelendiginde, katilimcilarin %77’sinin erkek (f: 211), %42’sinin 28-39 yas araliina
sahip (f: 115) ve %31,8’inin 2828 TL gelire (f: 87) sahip oldugu goriilmektedir. Aym
zamanda katilimeilarin %54,7’sinin (f: 150) evli oldugu, %80,3’{iniin turizm egitimine (f:
220) sahip olmadig1, %29,2’sinin dort ile alt1 y1l arasinda (f: 80) mevceut isletmede calistigi
ve son olarak %32’sinin lisans (f: 88) mezunu oldugu belirlenmistir.

Faktor analizi degiskenler arasi korelasyon katsayilar1 aracilifiyla ¢ok sayidaki degisken
arasinda iliskiyi inceler; daha az sayida faktdre doniistliriilmesine yardimei olur’ (Yiikselen,
2017: 217). Oncelikle arastirmada kullanilan 6lgeklerin yap1 gegerliligini ortaya koymak igin
aciklayici faktor analizi yapilmis ve sonuglar Tablo 2°de verilmistir.

Tiikenmislik 6lcegine yonelik olarak yapilan agimlayici faktor analizi neticesinde dlgegin
KMO (Kaiser-Meyer-Olkin Measure) degerinin 0,885 ve Bartlett’s test degerlerinin ise
anlamli oldugu (p=,000) tespit edilmistir. Faktor analizi sonucunda 6zdegeri birden biiyiik
ti¢ alt boyut belirlenmis olup, birlikte acikladiklar1 toplam varyans % 52,051 dir. Belirlenen
alt boyutlar 6lgegin orijinaline bagl kalinarak isimlendirilmistir.
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Tablo 2. Tiikenmislik Olcegine Yonelik Acimlayict Faktor Analizi

Tiikenmislik Faktor Aciklanan Ozdeger
yiikleri | varyans (%)
Duygusal Tiikenme
Isimden dolay1 kendimi tikkenmis hissediyorum. ,813
Sabah kalktigimda yeni isgliniinii diisiindiigiimde kendimi bitkin hissediyorum 77
Biitiin giin insanlarla ¢alismak benim i¢in ¢ok yipratict ,760
Kendimi isgiiniiniin sonunda tiikenmis hissediyorum 742
Isimin beni hayal kirikligina ugrattigini diistiniiyorum. 712 27,792 6,114
Isim geregi insanlarla dogrudan dogruya ¢alismak bende strese neden oluyor. ,709
Isimin beni kisitladiginm hissediyorum. ,701
Kendimi isimden duygusal olarak uzaklasmis hissediyorum ,639
Isim i¢in ¢ok galistigim diisiiniiyorum. ,489
Diisiik Kisisel Basari
Isim geregi karsilastigim insanlarla aramda rahat bir atmosfer yaratirim. ,762
Isim araciligiyla insanlarin yasamina katkida bulunduguma inantyorum. ,693
Insanlarla yakin bir ¢alismadan sonra kendimi canlanmis hissederim. ,692
Isim geregi karsilastigim insanlarm sorunlarina en uygun ¢dziim yollarmi bulurum ,685
16,131 3,549
Bu iste bircok kayda deger basar1 elde ettim. ,648
Isim geregi karsilastigim insanlarla calistiktan sonra kendimi canlanmis hissediyorum. ,606
Isim geregi karsilastigim kisilerin ne hissettigini kolayca anlayabilirim. ,600
Isimden kaynaklanan duygusal problemlerin sogukkanlilikla iistesinden gelirim. 575
Duyarsizlasma
Bu ise basladigimdan beri insanlara karst daha duygusuz oldugumu diigiiniiyorum ,844
Isim geregi karsilastigim bazi kimselere sanki insan degillermis gibi davrandigimi fark ediyorum ,844
Bu igin duygusal olarak beni katilagtirmasindan endise duyuyorum. ,663 8,128 1,788
Isim geregi karsilastigim insanlarin bazi problemlerini sanki ben yaratmisim gibi davrandiklarim ,579
hissediyorum.
Isim geregi karsilastigim insanlarin baslarina ne geldigi beni ilgilendirmiyor. ,481

KMO: ,885  p=,000 Bartlett's Test: 1,045E4
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Tablo 3. Covid-19 Korkusu Olgegine Yonelik Acimlayici Faktér Analizi

Covid-19 Korkusu Olgegi Aciklanan
Faktor Varyans
Yiikleri (%) Ozdeger
Covid-19 nedeniyle hayatimi kaybetmekten korkuyorum. ,804
Covid-19 kapmay1 diisiindiigiimde kalbim hizla ¢arpiyor. 187
Covid-19 kapma konusunda endiselendigim i¢in uyuyamiyorum. , 787
Sosyal medyada Covid-19 ile ilgili haberleri ve hikayeleri izlerken 187
. . 56,268 3,39
gergin veya endiseli oluyorum
Covid-19'u distindiigiimde ellerim nemli oluyor. 734
En ¢ok Covid-19'dan korkuyorum. 721
Covid-19'u diisiinmek beni rahatsiz ediyor. ,613

KMO: ,867  p=,000 Bartlett's Test: 877,115

Covid-19 korkusu 6lgegine yonelik agimlayici faktor analizi sonuglar Tablo 3°te verilmistir.
Yapilan analiz neticesinde Covid-19 korkusu 6lgegi KMO deger 0,867, Bartlett’s testi
anlamlilik sonucunun ise 0,000 oldugu tespit edilmistir. Tek boyut altinda toplanan yedi
ifadenin agikladig1 toplam varyans orani ise %56,268 dir.

Arastirmada kullanilan 6lgeklere yonelik faktor analizleri yapildiktan sonra bu faktorlerin
giivenirlilik diizeyleri belirlenmis ve Tablo 4’te gosterilmistir.

Tablo 4. Degiskenlerin Ortalama ve Cronbach’s Alfa Degerleri

n ifade Sayis1 | Cronbach’s Alfa Ort. Std. Sapma
1)- Duygusal Tiikenme |274 9 ,884 2,75 ,900
2)- Diisiik Kisisel Basar1 274 8 ,813 3,70 ,683
3)- Duyarsizlasma 274 5 779 2,39 ,904
4)- Tikenmislik 274 22 ,835 3,02 ,555
5)- Covid-19 Korkusu (274 7 ,866 2,60 ,903

Olgeklerin Cronbach’s Alfa degerlerine bakildiginda tiikkenmislik 6lgeginin 0,835 ve Covid-
19 korkusu o6l¢eginin ise 0,866 oldugu tespit edilmistir. Bu verilere gore aragtirmada
kullanilan 6l¢eklerin ve alt boyutlarinin giivenirlilik diizeyinin yiiksek oldugu (Cronbach’s
Alfa > 0.60) soylenebilir (Islamoglu ve Almacik 2014: 283). Aym tabloda yer alan
degiskenlere yonelik ortalama degerlere bakildiginda ise c¢alisanlarin tiikenmislik
diizeylerinin orta seviyede (3,02) oldugu tespit edilmistir. Ayn1 zamanda tiikenmislik
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Olceginin alt boyutlarinin da orta diizeyde oldugu belirlenmistir. Bununla birlikte
katilimcilarin  Covid-19 korku diizeylerinin ise yine orta diizeyde (2,60) oldugu
goriilmektedir.

Tablo 5. Degiskenler Arasindaki Iliskiye Yonelik Korelasyon Analizi Sonuglart

Degiskenler 1 2 3 4 5
1)- Duygusal Tiikenme 1

2)- Diisiik Kisisel Basar1 ,130™ 1

3)- Duyarsizlasma ,468"™ 218" 1

4)- Tikenmiglik ,823" 4417 ,696™ 1

5)- Covid-19 Korkusu ,332" ,060 215" 326" 1

** p<.001 degerinde anlamli.

Degiskenler arasindaki iliskiye yonelik korelasyon analizi sonug¢lariin yer aldigi Tablo 5
incelendiginde Covid-19 korkusu ile tikkenmislik diizeyi arasinda pozitif yonlii ve anlamli
(r: ,326; p < .001) bir iligki oldugu goriilmektedir. Analiz sonuglarina tiikenmigligin alt
boyutlar1 agisindan bakildiginda Covid-19 korkusu ile duygusal tilkenme arasinda pozitif
yonlii ve anlamli (1: ,332; p <.001), yine ayni sekilde duyarsizlasma arasinda pozitif yonlii
ve anlamli (r: ,215; p <.001) bir iliski tespit edilmistir (islamoglu ve Alniagik, 2014: 260).
Ancak bu iligkilere ragmen Covid-19 korkusu ile kisisel basar1 arasinda herhangi bir iligki
olmadigi i¢in etkiye bakilmasi s6z konusu olmadig1 igin, Hs hipotezi ret edilmistir.

Covid-19 korkusunun ¢alisanlarin tiikenmislik diizeyine etkisine yonelik basit dogrusal
regresyon analizi sonuglart Tablo 6’da verilmistir. Analiz sonuglarina gore Covid-19
korkusu tikenmislik diizeyindeki degisimin % 10’nunu (R*= ,106), duygusal
titkenmislikteki degisimin % 11’ini (R?>= ,110) ve duyarsizlagsmadaki degisimin % 4’iinii
(R*=,046) acikladig1 tespit edilmistir. Bununla birlikte ANOVA testi sonuclarina gore tiim
regresyon modellerin anlamli oldugu belirlenmistir (p=,000). Ayn1 zamanda tiim modellerin
Durbin-Watson (DW) Katsayist 1,5 ile 2,5 arasinda olmasit degiskenler arasinda
otokorelasyon sorununun ve VIF degerlerinin ise 1 olmasi ¢oklu dogrusal bagimlilik
sorununun olmadigim gostermektedir (Islamoglu ve Almagik, 2014: 369). Tiim bu analizler
1s5181nda aragtirmada gelistirilen H1, Hla ve H1b hipotezlerinin kabul edildigi istatistiksel
olarak ifade edilebilir.
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Tablo 6. Covid-19 Korkusunun Calisanlarin Tiikenmislik Diizeyine Etkisine Yonelik Basit
Dogrusal Regresyon Analizi

Standartlastirilmams Standartlastirilmig
Katsayilar Katsayilar
Anlamhihik
Model B Std. Hata Beta t Diizeyi
1 Sabit 2,499 ,097 25,763 ,000
Covid-19 201 035 326 5694 | 000
Korkusu

a.Bagimh Degisken: Tiilkenmislik (R?>=,106; Diizeltilmis R?>=,103; F= 32,420; p= 0,00;
DW:1,823; VIF=1)

Standartlastirilmamsg Standartlastirilmig
Katsayilar Katsayilar
Anlamhihk
Model B Std. Hata Beta t Diizeyi
1 Sabit 1,898 ,157 12,103 ,000
Covid-19 331 057 332 5810 | 000
Korkusu

a.Bagimh Degisken: Duygusal Tiikenme (R?=,110; Diizeltilmis R?>=,107; F= 33,760; p= 0,00
DW:1,702; VIF=1)

Standartlastirnlmamais Standartlastirilmg
Katsayilar Katsayilar
Anlamhihik
Model B Std. Hata Beta t Diizeyi
1 Sabit 1,839 ,163 11,271 ,000
Covid-19 215 059 215 3624 | 000
Korkusu

a.Bagimh Degisken: Duyarsizlasma (R?=,046; Diizeltilmis R?=,043; F=13,135; p=0,00;
DW:1,788; VIF=1)

4. SONUC VE ONERILER

Turizm sektorii stirekli gelismekte olan bir sektdr olmanin yaninda hassas ve kirilgan
yapistyla emegin yogun oldugu sektorler arasinda yer almaktadir. Turizm isletmeleri yapisi
geregi siyasi olaylar, finansal krizler, salgin hastaliklar, terorizm ve sosyal olaylardan en
fazla etkilenen sektorler arasinda yer almaktadir (Kosker, 2017: 216). Tiim diinyada etkisini
gosteren Covid-19 salgini, hizmetin ve emegin yogun oldugu restoran isletmelerini de
derinden etkilemistir. Cinnioglu (2021: 36) yapmis oldugu ¢alismada, Covid-19 siirecinde
turizm isletmelerinin bir kisminin faaliyetlerine ara vermek zorunda oldugunu ve bazi
isletmelerin eksik istthdam ile faaliyetlerini gerceklestirme cabasi icinde oldugunu
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belirtmistir. Benzer bir ¢alismada turizm isletmelerinin faaliyetlerini durdurmasi, finansal
olarak isletmelere ve ¢alisanlara yansimis ve bir¢ok ¢alisanin issiz kalmasina neden oldugu
belirtilmistir. (Alaeddinoglu ve Rol, 2020: 235). Bu dogrultuda insanlarda olusan is stresi,
gecim ve gelecek kaygisi, ruhsal olarak insanlar1 olumsuz etkilemekte, umutsuzlugu ve
tilkenmisligi de beraberinde getirmektedir. Bu bilgiler 1s18inda arastirmanin temel amaci;
Hatay ilinde faaliyet gosteren restoran isletmelerinde ¢alisanlarin Covid-19 korkusu ile
titkenmislik diizeyleri arasindaki iligkiyi belirlemektir. Buna bagl olarak calisanlarda Covid-
19 korkusunun tiikenmisligin alt boyutlar1 olan duygusal tiikkenme, duyarsizlasma ve diistik
kisisel basarinin calisanlar iizerindeki etkilerini belirlemek bu caligmanin alt amaglari
arasinda yer almaktadir. Bu amac¢ dogrultusunda, literatiir de yer alan daha onceki
calismalardan yararlanilarak kavramsal ¢ergeve olusturulmus ve kavramsal cergceve goz
Oniine alinarak arastirmanin hipotezleri gelistirilmistir. Elde edilen hipotezlerin analizi i¢in,
Hatay ilinde faaliyet gdsteren restoran calisanlarindan toplamda 274 anket toplanmis ve
veriler analiz edilmistir. Katilimcilarin tiikkenmislik diizeyleri incelendiginde; dl¢eginin alt
boyutlarinin da orta diizeyde oldugu belirlenmistir. Bununla birlikte katilimcilarin Covid -
19 korku diizeylerinin ise yine orta diizeyde (2,60) oldugu goriilmektedir. Arastirma
kapsaminda bir temel hipotez ve ii¢ alt hipotez gelistirilmistir. Yapilan analiz sonucunda;
calisanlarin Covid-19 korkusu ve tiikenmislik diizeyleri arasinda pozitif yonlii ve anlamli bir
iliski oldugu tespit edildiginden aragtirmanin temel hipotezi kabul edilmistir. Diger bir
ifadeyle, restoran ¢alisanlarinin Covid-19 korku diizeyi arttikca tiikkenmislik diizeylerinin de
arttig1 belirlenmistir. Aragtirma sonuglarina gore katilimcilarin Covid-19 korku diizeyi ile
kisisel basar1 diizeyi arasinda herhangi bir anlamli iligki tespit edilmemistir. Bu sonuca gore
restoran calisanlarindaki Covid-19 korkusu sahip olduklar1 kisisel basar1 diizeyini
etkilememektedir. Mion vd. (2021: 175) yaptiklar1 aragtirmada da pandeminin insanlar
lizerindeki etkisi incelenmistir. Ozelikle arastirma sonucunda Covid-19 korkusunun
insanlarin tiikenmislik duygular1 tizerinde ¢ok biiytik etkisi oldugu belirlenmistir. Benzer
sekilde Denning vd (2021: 2) yapmis olduklari arastirmada calisanlarin Covid-19
korkusunun tiikkenmislik tizerinde pozitif bir etkiye sahip oldugu ifade edilmistir. Bununla
birlikte Sasangohar vd (2020: 106), ¢alismalarinda Covid-19 pandemisinin kisiler lizerinde
stres, kay1 ve tiikkenmislik gibi bir¢ok olumsuz etkiye neden olabilecegini belirtmislerdir.

Covid-19 salginini 6nlemek amaciyla bir dizi tedbir, kisitlamalar ve karantina
uygulanmistir. Bu alinan 6nlemler sonucunda bir¢ok isyerinin faaliyetini durdurmasi ve
insanlarin igsiz kalmasi, insanlarda tiikenmislige varan fiziksel ve psikolojik sorunlarin
ortaya ¢ikmasima neden olmustur (Ulutagdemir, 2021: 397). Yumru (2020: 5)’de saglik
calisanlarina yonelik yapmis oldugu benzer bir arastirmada, Covid-19 salgin siirecinde artan
calisma saatleri ve viriise yakalanma riski gibi durumlarin olmasi ile beraber saglik
calisanlarinin emegini yok sayan her tiirlii davranis ve sdylemlerin ¢alisanlar1 duygusal
olarak tiikenmislik yagamalarina neden oldugunu belirtmistir. Tiirkili vd., (2021: 354) saghk
calisanlarina yonelik yapmis olduklar1 aragtirmada c¢alisanlarin pandemi siirecinde, kisisel
koruyucu ekipmanlarinin yetersiz olmasi, yliksek bulas riski ve tedavinin kanitlanmamis
olmasi gibi faktorlerin var olmasi duyarsizlagmay1 ve duygusal tiikenmeyi arttirdig1 yoniinde
sonuglar tespit etmistir. Tiikenmisligin alt boyutlar1 agisindan bakildiginda Covid-19
korkusu ile duygusal tiikkenme arasinda pozitif yonli ve anlamli, yine ayni sekilde
duyarsizlagsma arasinda pozitif yonlii ve anlamli bir iliski tespit edilmistir. Ancak bu iliskilere
ragmen Covid-19 korkusu ile kisisel basar1 arasinda herhangi bir iliski tespit edilmemistir.
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Covid-19 siirecinde, Hatay ilinde faaliyet gosteren restoran isletmesinde ¢alisanlara yonelik
yapilan bu calisma, anket sonuglarina gore degerlendirilmis, nicel bir calismadir. Konuyla
ilgili caligma turizm isletmelerinde faaliyet gosteren diger isletme calisanlarina nitel
yontemler ile yapilabilir. Restoran calisanlarina yapilan bu arastirma aynm1 zamanda bu
stirecten ¢aliganlar kadar etkilenen restoran isletme sahiplerine ve miisterilere de yapilabilir.
Benzer ¢alismanin farkli illerde ve bolgelerde yapilmasi farkli sonuglari da ortaya koyabilir.
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OZET
Diinyanin birgok iilkesinde deniz yosunu ve algal iriinler diyetin 6zel bir
kismini olusturmakta olup, bunlardan DHA, mukopolisakkaritler ve cesitli
vitaminler iiretilmistir. Deniz yosunlar1 yiiksek lif yapist ve diisiik kolestrol
icerigine sa-hip, besin kalitesi yiiksek fonksiyonel gidalar igerisinde yer alirlar.
Bu ¢aligmada spirulina gida katki maddesi olarak diyet beslenmenin 6nemli bir
pargasi olan grissini iiretiminde kullanilmis, protein, yag asidi, besin degeri ve
vitamince zengin olan Spirulina, diyet beslenmenin yeni bir {iriinii olarak
kullanilip kullanilamayacagi aragtirilmistir. Olustu-rulan iki grup (Sade Grissini
ve Spirulinali Grissini) duyusal ve fiziksel analizler ile degerlendirilmistir.
Spirulina ilaveli grissinilerin, sade grissiniden duyusal olarak farksiz oldugu ve
tiiketilebilecegi, fiziksel analizler sonucunda da daha kirilgan ve gevrek oldugu
tespit edilmistir. Yapilan analizler sonucunda spirulina ilaveli grissinilerin
fiziksel olarak spirulinaya gore daha saglam oldugu, duyusal olarak lezzet farki
olmadig1 ancak yesil renginden dolay1 diisiik duyusal puan aldigi, renk
analizler-ine gore de daha yesil olmasi sebebi ile genel unlu mamiil
karakterinden farkli oldugu belirlenmistir.
Anahtar Kelimeler: Duyusal analiz, Fiziksel Analiz, Gida takviyesi, Grissini,
Spirulina,

ABSTRACT

Seaweed and algal products constitute a special part of the diet in many
countries of the world and DHA, mucopoly-saccharides and various vitamins
have been produced. Seaweeds are among functional foods with high fiber
struc-ture and low cholesterol content, with high nutritional qua-lity.

In this study, spirulina was used as a food additive in the production of grissin,
which is an important part of dietary nutrition. Spirulina, which is rich in
protein, fatty acid, nut-ritional value, and vitamins, was investigated as a new
pro-duct of dietary nutrition. The two groups formed (Grissini with Sade and
Grissini with Spirulina) were evaluated by sensory and physical analyzes.

It has been determined that spirulina added grissins are sen-sually
indistinguishable from plain grissin and can be con-sumed, and are more fragile
and brittle as a result of physi-cal analysis. As a result of the analysis, it was
determined that spirulina added grissins are physically more robust than
spirulina, they do not have a sensory flavor difference, but they have low
sensory points due to their green color, and they are different from the general
bakery product character because they are greener according to color analysis.
Keywords: Sensory analysis, Physical Analysis, Food supplement, Gris-sini,
Spirulina.
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1. GIRIS

Spirulina; proteinler, vitaminler, esansiyel amino asitler, mineraller ve esansiyel yag asitleri
acisindan zengin olup, mikroskobik, filamentli bir yosundur. Ticari olarak {iretilir ve diinya
capinda saglikli gida magazalarinda takviye edici gida olarak satilir. Yakin zamana kadar
spirulina'’ya olan ilgi esas olarak besleyici degerinden olmasina ragmen, giiniimiizde
spirulinanin olasi terapotik (tedavi edici) etkilerini arastirilmaktadir. Beslenme sorununun
giderek arttig1 ve niifusun hizla ¢ogaldig tilkemizde, alglerden yararlanma calismalar1 giin
gectikce 6nem kazanmaktadir. Deniz alglerinden, agar-agar, alginat ve carragean gibi 6nemli
ekstraksiyon liriinleri elde edilmekte, ayrica dogrudan beslenme amaciyla kullanilmaktadir.
Deniz algleri taze (salata seklinde), kurutulmus olarak ve pisirilerek (yemek, ¢orba, sos
seklinde) tliketilmektedir (Kaba ve Caglak, 2006). Alglerin ticari olarak kullanimi1 gida katki
maddeleri, antioksidan, kozmetik acidan degerlendirilmeleri, dogal renk verici ve yag
asitlerinin eldesi ile iliskilidir (Spolaore vd. 2006) ve diger sebzelere gore icerdigi yiiksek
protein kalitesi, temel aminoasitler ve doymamis yag asitleri bakimindan da zengin oldugu
bildirilmistir (Cox, 2012). Giiniimiizde ¢ogu mikroalgler bir pazarlama stratejisi veya
renklendirme maddesi olarak bir¢ok gida formiilasyonuna dahil edilmektedir. Spirulina ve
bunlardan tiiretilen bilesikler, gida endiistrisindeki en onemli trendlerden biri olan yeni

fonksiyonel gidalarin gelistirilmesinde icerik olarak kullanilma potansiyeli gostermektedir
(Lafarga vd. 2020).

2. KAVRAMSAL CERCEVE

Spirulina'nin mukoprotin igermesi sindirimi olduk¢a kolaylagtirmakta ve yemeklerden dnce
alindig1 takdirde viicudu beslerken ayni zamanda tokluk hissi vermesinden dolay1
zayiflamada etkili olmaktadir (Giiler ve Giilmez, 2008). Spirulinanin igerisindeki
antioksidan miktariin yiiksek olmasindan dolay1 6nemli bir besindir. Yapilan aragtirmalara
gore spirulinanin istah kesici 6zelliginin yaninda 10 gr’inda sadece 36 kalori igermesi bu
tiirli 6nemli bir diyet besin kaynagi haline getirmektedir (Altun vd, 2004).

Asya tilkelerinde, besin degerinin yiiksek olmasi nedeniyle, gastronomide deniz yosunu
kullanim1 yaygindir ve diger tilkelerde de kullanimi hizla artmaktadir. Gliniimiizde bilimsel
caligmalar, deniz yosununun saglik yararlarimi artirma ve cesitli hastaliklart 6nleme
potansiyeline daha fazla odaklanmaktir. Aslinda, antikanser, anti-inflamatuar ve anti-
hipertansif aktiviteleri belirlenmistir ve konu ile ilgili calismalar hala yeterli degildir (Pinto,
2020).

Bu arastirmada; Spirulinanin bu 6zellikleri dikkate alinarak, bu arastirma; uzun, ince kitir
ekmek cubuklar olarak tarif edilen ve ilk olarak Italya'da iiretilen ayrica halkimiz tarafindan
da sevilerek tiiketilen “Grissini” yapiminda spirulinanin kullanilmasi ile, duyusal ve fiziksel
olarak, etkisinin arastiritlmasi planlanmustir.

3. YONTEM

Calismada kullanilacak grissinileri yapmak i¢in, Sinop ilinde faaliyet gosteren, tirlinleri hem
yerel halk hem de turistler tarafindan ragbet goren bir pastane ile anlagilmig ve iriinleri
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pastane ustasinin hazirlamasi istenmistir (Sekil 3.1). Su, yas maya, tuz, seker, un ve sivi
yagdan olusan grissini hamuru yogurulduktan sonra iki gruba ayrilmis ve bir gruba %2
oraninda deniz yosunu, (Spirulina) ilave edilmistir. Kullanilan deniz yosunu, ticari olarak
satis1 yapilan spirulinadir. 1 kg un igerisine 10 gr seker, 10 gr tuz, 10 gr yas maya, 100 gr
stvi yag ve 2 su bardagi su eklenerek yaklasik 15 dak yogrularak hazirlanan grissini hamuru
2 esit pargaya ayrilmis ve gruplardan birine hamurun %2’ si kadar spirulina ilave edilerek
yogurulmustur. Elde edilen hamura uzun c¢ubuk sekli verilip, firin tepsilerine dizilerek
85°C’de 25 dakika kizarana kadar firinda (konveksiyonel) pisirilmistir.

Sekil 1. Spirulinali ve sade grissiniler

Duyusal analiz: Uriinler renk, tat, gevreklik ve genel begeni dzellikleri bakimmdan Lim
(2011) tarafindan 6nerilen hedonik begeni 6l¢egi modifiye edilerek 7 dlgekli hedonik skala
ile degerlendirilmistir. Buna gore:1: ¢ok begenmedim, 2: orta derecede begenmedim, 3:
begenmedim, 4: ndtr, 5: orta begendim, 6: begendim, 7: ¢ok begendim olarak
siniflandirilmigtir. Bu analizlerde 10 panelist yer almistir. Spirulinali ve spirulinasiz iirtinler
panelistlere sunulmus, hedonic skalay1 doldurmalar1 istenmigtir.

Fiziksel analiz: Renk analizi CIE L* a* b* skalasina gore Minolta “CR-400 Chromometer”
marka renk 6l¢iim cihazi ile dl¢lilmiis ve degerler L* a* b* olarak verilmistir (Sekil 3.2).
Kalibrasyon i¢in cihazin beyaz tablasi kullanilmistir (Calder, 2003).

L=100
(White)

= e
- .

/ Yellow Red \
ho* — +a
.-

—
[ <
s

Green\
-a -b

~__ ¢

L=0
(Black)

Sekil 2. Renk analizi degerlendirme skala diyagrami
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Tekstiir analizlerinde Brookfield CT3 Texture Analyzer (USA) marka / model cihaz
kullanilmistir. TPA (tekstilir profil analizi) i¢in cihazda 12 cm ¢apinda silindirik prob
kullanilmaistir.

Aragtirma kapsaminda su aktivitesi (aw) 6l¢iimleri igin Novasina LabShift-aw marka / model
cihaz kullanilmistir . Cihazin numune kutularina yaklasik 2 gr 6giitiilmiis numune koyulmus
ve Ol¢limler 2 paralel olarak yapilmstir.

Istatistiksel degerlendirme tukey testi ile p <0,05 (% 95) anlamlilik seviyesi kullanilarak tek
yonlii varyans analizi (ANOVA) ile yapilmustir.

4. BULGULAR

Genel olarak begeni toplayan spirulinali grissini, goriintli agisindan sade grissinilere gore
daha diisiik puan almistir. Ancak aralarindaki fark istatistiki olarak 6nemsiz bulunmus
(P>0,05), tiikketilemez sonucunu almamistir (Sekil 4.1). Calisma ile paralel bagka bir caligma
bulunmadigindan sonuglarin tartisilmasi miimkiin olmamistir. Farkli katki maddesi ya da
farkli Giriin olusturularak yapilan firiinlerde begenilme diizeyleri birbirleriyle benzerlik
gostermektedir. Bunun nedeni yeni {irlinlin tadinin degismemesinden ya da farkl: tarifler ile
yeni Uiriin eldesinden kaynaklandig: diistintilmektedir.

Sekil 3. Duyusal Analiz Sonuglar1

Su Aktivitesi gidada bulunan serbest su miktarinin bir dl¢iistidiir ve suyun gida iiriinlerinde
yapisal ve kimyasal olarak ne kadar siki baglandigin1 gosterir. Ozellikle mikrobiyolojik
faaliyetler i¢in gidalardaki suyun kullanilabilme durumunu ve derecesini belirler.
Gidalardaki biyolojik ve kimyasal degisikliklerden kaynaklanan bozulmalar yapilarinda var
olan bu su nedeniyle ortaya ¢ikar (Anonim, 2021). Su aktivitesi (Aw) gidalarda kolaylikla
Olctilebilen fizyokimyasal bir 6zelliktir ve gida teknolojisinde 6nemli bir parametredir. Aw,
nemden farkli olarak gida kalitesindeki fiziksel, kimyasal ve mikrobiyolojik tutarlilig1 saptar
(Ozay vd., 1993). Grissini drneklerinin su aktivitesi (aw) degerleri, spirulinali grissinide
0,45+0,05, sade grissinide 0,46+0,03 olarak tespit edilmistir (Sekil 3.2). Spirulinal1 grissini
ile normal grissini aw degerleri arasinda fark 6nemsiz bulunmustur (p>0.05).
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Grafik Basligi

0,44 0445 045 0455 046 0465 047

Spirulinali Grissini
Sade Grissini 0,466666667

Sekil 4.Su aktivitesi bulgulari

Grissini 6rneklerinin i¢ ve disg yiizeylerine ait L* , a * ve b * renk degerleri sonuglar sekil
3.3 de verilmistir. Analizlerde ii¢ renk degeri bulunmaktadir; *a degeri kirmizi veya yesilligi,
*b degeri sarilik veya maviligi, *L degeri ise 0 (siyah) ve 100 (beyaz) arasindaki parlaklik
derecesini belirler. Sade ve spirulinali grissinilerin L* a* b* degerleri siras1 ile 83,97—
61.865, 6.498-3.020 ve 34.886-37.945 olarak renk analizi degerlendirme skala diyagramina
gore (Sekil 4.3) tespit edilmistir. Sade ve spirulinali grissini Orneklerin i¢ ve dis
ylizeylerindeki renk Ozellikleri iizerine 6dnemli (P<0,05) etkisinin oldugu belirlenmistir.
Spirulina ilaveli grissinilerin L* renk degerinin daha yiiksek oldugu belirlenmis ve bunun
nedeninin spirulinanin kendi yesil renginden kaynaklandigi degerlendirilmistir. Bu
sonuclara gore sade grissini spirulinali grissiniye gore daha beyaz (acik), daha kirmizi ve
sarilig1 daha azdir. Spirulinali olan grissinin renk tonu daha koyudur. Daha az kirmizi ve
sartligt daha c¢ok olup mavi yesil tonlama arasindadir. Bunun nedeni hamura katilan
spirulinanin renginin yesil olmasidir. Mikroalglerin kullanildig: diger ¢aligma sonuglari ile
paralellik gostermektedir (Uribe vd., 2019). Tiiketicinin tercihine katki saglamas1 agisindan,
renk, dokusu ile birlikte unlu mamiillerin karakteristik bir 6zelligidir (Cox vd. 2013).

Sade Grissini 34,8875

Spirulinali Grissini

Sekil 5. Renk analiz bulgulari

Grissini 6rneklerinin mekanik 6zelliklerinden TPA ile gidanin mevcut fiziksel durumu tespit
edilmektedir. Gida endiistrisi tarafindan kalite parametresi olarak kullanilan bu analiz ile
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tiretilen iriiniin stirekli ayni tekstiirel 6zelliklerde olma durumu belirlenebilirken Kkalite
bakimindan da istenmeyen degisimler var ise ortaya ¢ikarilabilmektedir (Altan, 2020). TPA
Parametreleri (Anonim, 2018), Sertlik (Hardness) (N), Esneme direnci (Resilience),
Elastikiyet (Springiness) (mm), Kohezif yapiskanlik (I¢ yapiskanlik) (Cohesiveness),
Gamsilik (Gumminess) (N), Kirilabilirlik (Fracturability) bakimindan incelemistir (Tablo
4.1).

Grissinilerin dokusal 6zellikleri agisindan sertlik faktoriiniin spirulina ilaveli grupta daha
diisiik (p<0,05) oldugu ve kontrol grubu olan sade grissinilerde ise serlik derecesinin daha
fazla oldugu tespit edilmistir. Esneme direnci, gamsilik ve kohezif yapiskanlik yoniinden
aralarinda fark onemsiz (p>0,05) bulunmustur. Uribe vd., (2019), spirulina ilavli ekmek
cubuklarinda yaptig1 arastirmada, mikroalg igeren gruplarin daha sert oldugunu bildirmistir.
Bunun nedeninin tarifname ya da mikroalg tiiri farkliligindan kaynaklandig:
diistiniilmektedir. Genel olarak mikroalg ilavesinin incelenen tiim dokusal parametrelerde
bir diisiise neden olabilecegi ancak depolama siirecince bu durumun degisecegi bildirilmistir
(Shahbazizadeh et al. 2015).

Tablo 1. Grissinilerin TPA degerleri

TPA Degerleri Spirulinalh  Sade
Sertlik (N)(gr) (hardness) 2,244+0,0600 3,98+0,0200
Elastikiyet (mm) (spiringiness) 2,294+0,0900 3,20+0,0800
Esneme Direnci (mm)(resilience) 0,01+0,0016 0,01+0,0006
Kohezif Yapiskanhk (Cohesiveness) 0,02+0,0006 0,01+0,000
Gamsilik (Gumminess) 0,04+0,0030 0,03+0,0010
Kirilabilirlik (Fracturability) 2,97+0,0060 3,62+0,0300

Ortalama =+ standart hata / Mean + standard error

5. SONUC VE DEGERLENDIiRME

Deniz yosunlarindan olan spirulina son yillarda igerdigi besin degerlerinden dolay1r 6nem
kazanmaya baglayan dogal bir besin kaynagidir. Spirulina tilkemizde hem {iretilerek hem de
ithal edilerek tlilkemiz ekonomisine pozitif katki saglamaktadir. Piyasada tablet ve toz
formlar1 ile halkimizin tiiketimine sunulan bir su iriiniidiir. Bu 6énemli besin kaynaginin
grissini, ekmek ve diger unlu mamiiller gibi ya da dogal renginden dolay1 gida boyasi olarak
kullanim1 saglanip daha besleyici alternatif iiriinlerde kullanilmali ve arastirilmalidir.
Halkimizin sentetik gida katki maddelerine olan antipatik durusunu giiclendirmek ve dogal
gida katki maddelerine olan ilgiyi arttirmak, bu {irtiniin hem {iretimini hem de tliketimini
artirmak iilkemiz i¢in faydali olacaktir. Spirulina ve diger deniz yosunlari ile ilgili yapilacak
caligmalarin, insanlarin saglikli beslenmesi adina katkis1 olacag diistiniilmektedir.

Katki Saglayanlar: Bu calisma Sinop Universitesi Bilimsel Arastirma Projeleri
Koordinatdrliigii Tarafindan SUF-1901-15-07 Proje No’su ile Desteklenmistir.
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OZET

Corba; besleyici 6zelligi, yoresel ¢esitliligi ve lezzeti ile Tiirk mutfaginda 6nemli bir yer
tutmaktadir. Her bdlge ve ilin kendine has ¢orba gesitleri bulunmaktadir. Her yas
grubuna hitap eden bu ¢orbalar sabah kahvaltisi, 6glen ve aksam yemeklerinde sofralarin
vazgegilemez yiyeceklerinden biridir. Bu aragtirmanin temel amaci, Tiirkiye’deki cografi
isaretli ve cografi isaret bagvuru siirecinde olan ¢orbalar tespit etmek ve meveut durumu
betimlemektir. Arastirmanin diger bir amaci cografi isaretin énemine dikkat gekmektir.
Aragtirma verileri nitel arastirma yontemi kapsaminda dokiiman inceleme teknigi
kullanilarak Tiirk Patent ve Marka Kurumu’nun 15 Haziran 2021 yili “cografi isaret ve
geleneksel tiriin ad istatistiklerinden” elde edilmistir. Aragtirma verileri betimsel analiz
teknigi kullanilarak analiz edilmis ve yorumlanmistir. Bulgular; cografi isaretli 18,
cografi isaret degerlendirme siireci devam eden 35 ¢orbanin oldugunu ortaya
koymaktadir. Cografi isaretli corbalardan biri mense adi, biri geleneksel iiriin adi, 16’°s1
ise mahreg isareti ile tescil edilmistir. Bagvuru siireci devam eden ¢orbalarin ise tamami
mahreg isareti ile bagvuruda bulunmustur. {1k cografi isaretli gorba, 2010 yilinda tescil
edilmigtir. 2020 yilindan itibaren cografi igaretli ve cografi isaret basvurusu devam eden
¢orba sayisinda 6nemli bir artig goriilmektedir. Bu durum son yillarda cografi isaretleme
konusunda bilincin arttiginin bir igareti olarak yorumlanabilir.

Anahtar Kelimeler: Tiirk mutfagi, ¢orba, cografi isaret, siirdiiriilebilirlik.

ABSTRACT

Soup; It has an important place in Turkish cuisine with its nutritious feature, local variety
and taste. Each region and province has its own soup types. These soups, which appeal
to all age groups, are one of the indispensable foods of the tables for breakfast, lunch and
dinner. The main purpose of this research is to identify the soups with geographically
indicated and in the application process of geographical indication in Turkey and to
describe the current situation. Another aim of the research is to draw attention to the
importance of geographical indication. The research data were obtained from the
"geographic indication and traditional product name statistics" of the Turkish Patent and
Trademark Office on June 15, 2021, using the document review technique within the
scope of the qualitative research method. Research data were analyzed and interpreted
using descriptive analysis technique. The findings reveal that there are 18 soups with
geographical indications, and 35 soups whose geographical indication evaluation process
is ongoing. One of the soups with geographical indications was registered with the name
of origin, one with the traditional product name, and 16 with the indication of origin. All
of the soups, whose application process is still in progress, have applied with the
indication of origin. The first geographically indicated soup was registered in 2010. As
of 2020, there has been a significant increase in the number of soups with geographical
indications and applications for geographical indications. This situation can be
interpreted as a sign of increasing awareness about geographical indication in recent
years.

Keywords: Turkish cuisine, soup, geographical indication, sustainability.
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1. GIRIS

Tirk mutfaginin tarihi ge¢misi Orta Asya’daki gocebe Tiirk topluluklarina kadar
dayanmaktadir. Tiirkler, Orta Asya’dan baslayarak Cumhuriyet donemine kadar gegen
siirede farkli cografyalarda degisik topluluklarla etkilesimlere girmistir. Bu etkilesimler
sonucu Tiirk mutfagi, zengin bir mutfak kiiltliriine kavugmustur. Diger taraftan Tiirkiye
cografi konumu, iklim yapisi, endemik bitki cesitliligi, yerel {iriinleri ile de zengin bir
tilkedir. Koklii tarihi gegmisi ile cografi konumdan kaynaklanan {iriin ¢esitliligi birlestiginde
zengin bir menii ¢esitliligi ortaya ¢ikmaktadir. Bu zengin menii ¢esitliligi i¢inde gorbalar
apayri bir yer tutmaktadir. Ayni ¢orbanin lilkemizin farkli bolgelerinde farkli yontem ve
tekniklerle hazirlandigini gérmek miimkiindiir.

Gegmiste gocebe Tiirk toplumlar arasinda yaygin bir sekilde tiiketilen sulu ve kivamli
yiyeceklerin, giiniimiizde tiiketilen ¢orbalarin temelini olusturdugu ve ¢orbalarin atasi olarak
goriildiigii kabul edilmektedir. Corba, Orta Asya’daki Tiirk topluluklarinin basyemegi,
Osmanli doneminde saray sofralarinin vazgecilemez yiyecegi olarak gecmektedir
(Yerasimos, 2019: 59). Glinlimiiz Tiirk mutfaginda gorba besleyiciligi, yoresel ¢esitliligi ve
lezzeti ile hak ettigi yeri korumaya devam etmektedir.

Corbalar; igerisinde kullanilan malzeme cesitliligi ve zengin besin kaynagi icermesi
bakimindan her yas grubuna hitap etmektedir. Ayni1 zamanda ¢orbalarin maliyetinin uygun
olmasi, hazirlama asamalarinin hizli ve pratik sekilde gerceklesmesi giiniin her 6giinlinde
tiikketilmesine olanak saglamaktadir (Giildemir, Hakl1 ve Isik, 2018: 57). Anadolu kiiltiirtinde
ve Tiirk gelenek goreneklerinde corbanin temel besin maddesi olarak hemen hemen her
sofrada bulundugunu sdylemek miimkiindiir. Belirli bir bolgede yetisen yerel yiyeceklerden
esinlenilerek hazirlanan farkli ¢orba gesitleri bu zenginligin en giizel 6rnegidir. Glinlimiizde
yaklasik 300 ¢esit corba regetesi oldugu bilinmekle birlikte igerisinde kullanilan malzeme
cesitliligi ve bolgeden bolgeye degisen pisirme teknikleriyle 1000’1 askin ¢orba ¢esidinin
oldugu tahmin edilmektedir (Milli Egitim Bakanligi, 2020). Ancak giiniimiizde bu ¢orba
cesitlerinden biiyiik bir kisminin tescil edilerek kayit altina alinamamasi, onlarin unutulma
tehlikesi ile kars1 karsiya kalma olasiligina neden olabilmektedir.

Yerel yiyecek ve icecekleri koruyarak siirdiiriilebilirligini saglamanin yollarindan biri de
cografi isaretleme sistemidir. Tiirkiye’de, Tiirk Patent ve Marka Kurumu yerel iiriinleri
cografi isaret ile tescil ederek koruma altina alan resmi bir kurulustur. Bu kurumun koruma
altina aldig1 iiriin gruplarindan biri de gidalardir. 13 alt gruba ayrilan gidalarin iginde yemek
ve ¢orbalar %20,7’lik bir oranla ikinci sirada yer almaktadir (TURKPATENT, 2021). Bu
arastirmanin amaci; cografi isaretli ve cografi isaret degerlendirme asamasinda olan
corbalari tespit etmek, betimlemek, bolgelere ve illere gore dagilimlarini ortaya koymaktir.

2. KAVRAMSAL CERCEVE
2.1. Cografi isaret

Gilinlimiizde yerel iiriinlere olan talep artmakla birlikte orijinal ve organik {irtinleri bulmak
zorlagsmaktadir. Kirsal alanlardan kentlere gbglerin artmasiyla gida iirlinleri basta olmak
tizere birgok liriiniin geleneksel yollarla iiretilmesinde birtakim sorunlar yaganmaktadir.
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Geleneksel tiretimi slirdiirmenin yollarindan biri cografi isaretleme sistemidir. Cografi
isaretler, geleneksel iiretimin siirdiiriilebilirligini saglamakta (Fernandez vd., 2020), kirsal
bolgelerde yasayan yerli halkin ekonomisine katki saglamakta, onlarin iiretim heveslerini
artirmakta ve siirdiiriilebilir kalkinmaya katkida bulunmaktadir (Kosker, 2020: 236). Y 6resel
iiriinlerin cografi isaretlerle tescil edilmesiyle yaklasik olarak piyasa degerinin %20 iizerinde
alici bulmasi bu katkinin somut bir gostergesidir (TURKPATENT, 2014). Ekonomik
faydalara ek olarak cografi isaret, kirsal alanlarda sosyo kiiltiirel gelisimleri desteklemekte,
yerellesmis iiriinlerin ve kiiltiirel mirasin korunmasina (Bérard ve Marchenay, 2006) katki
saglamaktadir. Dogal ¢evre agisindan ise biyolojik cesitliliginin ve ¢evre dostu yerel iiretim
tekniklerinin varligini siirdiirmesine ve gelecek nesillere transfer edilmesine olanak
saglamaktadir (Hoang vd., 2020).

Cografi isaret, yerel tirlinleri taklitlerine karsit koruyarak onlarin markalagmasini, iiriinle
bolge arasinda baglanti kurarak iiriiniin farklilagmasini (Rangnekar, 2003) ve ticari degerinin
artmasini  saglayan (Kan, Giigbulak ve Kiigiikgongar, 2012; Yenipmnar, Kosker ve
Karacaoglu, 2014: 14), 6nemli bir tanitim, reklam ve pazarlama aracidir (Tagdan, Albayrak
ve Albayrak, 2014). Bununla birlikte cografi isaretli iriinler, destinasyon tanitim ve
reklamini saglayarak kirsal alanlar1 ¢ekici hale getirmekte, (Zografos, 2008: 11) ve turizm
hareketlerinin canlanmasma yardimci olmaktadir (Jay ve Taylor, 2009; Ozkaya,
Stinnet¢ioglu ve Can, 2013; Saputra, 2020).

Avrupa Birligi’nde italya ve Fransa onciiliigiinde baslayan cografi isaretleme sistemi
2081/92 sayili tiiziik gercevesinde 1992 yilinda uygulamaya baslanmistir (Demirer,
2010:54). Tiirkiye’de ise 1995 yilinda kabul edilen 555 say1l1 “Cografi Isaretlerin Korunmasi
Hakkinda Kanun Hiikmiinde Kararname” ile faaliyetler gerceklesmis ve Tiirk Patent

Enstitiisii tarafindan tesciller verilmeye baslanmistir (Kan ve Giilgubuk, 2008; Oraman,
2015: 76).

The World Intellectual Poperty Organization-WIPO cografi isaretleri; belirli bir cografi
kokene ve bu kokene bagli niteliklere sahip {irlinlerde kullanilan bir isaret olarak
tanimlamaktadir. Bir {lirliniin cografi isarete sahip olmasi i¢in, belirli bir yerden kaynaklanan
bir {irlin olmanin yaninda {riiniin nitelikleri, 6zellikleri ve iriin ile orijinal iretim yeri
arasinda net bir baglanti olmasi gerektigini vurgulamaktadir (WIPO, 2021).

Tiirk Patent ve Marka Kurumu cografi isareti, belirgin bir niteligi, linii veya diger 6zellikleri
acisindan kokeninin bulundugu yore, alan, bolge veya iilke ile 6zdeslesmis bir {iriini
gdsteren isaret/sembol olarak tanimlamaktadir (TURKPATENT, 2021). Bu kisimda dikkat
edilmesi gereken 6nemli nokta bir “y6re” ya da “bolge” adinin belirtilerek iiriiniin kaynagina
atif yapilmasidir. Ulkemizde uygulanan cografi isaret sisteminde tarihsel gegmise sahip olan
ve varligini devam ettiren gida ve tarim iirlinleri basta olmak iizere maden, el sanatlari,
sanayi uriinleri de cografi igaret kapsaminda tescillenmektedir.

6769 Sayil1 Sinai Miilkiyet Kanunu’nun 34. maddesine gore cografi isaretler, “mense ad1”
ve “mahrec isareti” olmak iizere ikiye ayrilmaktadir. Mense ad1 ve mahreg isareti kapsamina
girmeyen iriinler ise “geleneksel iirlin ad1” altinda siniflandirilmaktadir (Smai Miilkiyet
Kanunu 2017).
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Mense adi; kaynagini cografi sinirlar1 belirlenmis bir yoreden alarak {iretimi, islemesi ve
ilgili islerin timiiniin bu cografi alana 0zgii unsurlarla birlikte gergeklesen iiriinleri
tanimlamaktadir. Mense adlar1 ait olduklar1 cografi bolge disinda iiretilmemekte ve
genellikle iiretildigi yorenin adinit vurgulamaktadir. Bu iirlinlere Devrek Bastonu, Afyon
Kaymagi ve Bolu Sar1 Patatesi 6rnek verilebilir. Mahreg isareti; cografi sinirlar1 belirlenmis
bir yoreden kaynaklanan, belirgin bir niteligi, inii veya diger 6zellikleri bakimindan bu
cografi alan ile 6zdeslesen, liretimi, islenmesi ve diger islemlerinden en az biri belirlenmis
cografi alanin sinirlart iginde gerceklesen iiriinleri tanimlamaktadir. Mahreg isaretli {irlinler
belirlenen tiretim kosullarina uyuldugu taktirde sinirlar1 6nceden kararlastirilmis cografi alan
disinda da iiretilebilirler. Kiitahya Cinisi, Kayseri Mantisi, Antep Baklavasi mahreg isaretli
tirlinlere birer 6rnektir. Geleneksel {iriin ad1 ise piyasada bir {iriinii tarif etmek i¢in geleneksel
olarak en az 30 yil siireyle kullanildig1 kanitlanan adlardir. “Geleneksel iiretim veya isleme
yontemi yahut geleneksel bilesimden kaynaklanmasi” ve “geleneksel hammadde veya
malzemeden tiiretilmis olmasi1” sartlarindan en az birini saglayan tiriinler geleneksel {iriin ad1
olarak tanimlanir. Geleneksel {iriin cografi isaret anlami tasimamakla birlikte korunmasi
gereken jenerik iirlinleri muhafaza eden bir adlandirmadir. Baklava, pastirma vb. iirlinler
ornek verilebilir (TURKPATENT, 2021).

2.2. Corba ve Tiirk Mutfak Kiiltiiriinde Corbanin Onemi

Tiirk mutfagi; yiyecek ve igecek cesitliligi, pisirme yontemleri, sofra adabi ve beslenme
aligkanliklari ile diinyanin zengin mutfaklari arasinda yer almaktadir (Segim, 2018). Et ve
siit tirtinleri ile sekillenen Tiirk mutfaginda tahillar, sebzeler, meyveler, hamur isleri, tatlilar
ve ¢orbalar 6nemli bir yer tutmaktadir (Solmaz ve Diilger Altiner, 2018).

Tiirk mutfaginin olmazsa olmazlarindan biri olan ¢orba, Fars¢a “suraba” kelimesinden
tiiremis olup, tuzlu sey demek olan “sur” ile as karsiligi olan “aba” nin birlesmesinden
olusmakta ve giiniimiiz Tiirkgesinde “corba” olarak ifade edilmektedir (Gilimiis, 2011: 55).
Bazi arastirmacilarin ulagmis oldugu yazil tabletlerde ve kaynaklarda et ve tavuk suyunun
igerisine ¢esitli yiyeceklerin konularak pisirildigine dair ifadeler bulunmakta ve bu
ifadelerden yola ¢ikilarak ¢orbanin koklii bir tarihi gegmise sahip oldugu 6ne siirtilmektedir
(Bozok ve Ozdemir Sonat, 2020: 118). Corbanin ilk olarak ne zaman ortaya ¢ikti1 tam
anlamiyla bilinmemekle birlikte Cinli arkeologlar tarafindan 2400 yillik oldugu 6ne siiriilen
bir kap ve bu kabin i¢indeki ¢orba oldugu diisiiniilen s1v1 kalintilarin1 kesfetmeleri, corbanin
koklii bir gecmise sahip oldugunun en somut kanitidir (BBC Tiirk, 2010). Milattan 6nce
1600 civarinda Hitit Krali Hattusili’nin kendinden sonraki kral olarak torunu Murussili’yi
ilan ettigini bildirdigi vasiyetnamesinde, halkinin tanrilara itaat etmeleri gerektigini
belirterek torenlere katilanlara ekmek, sarap, bulgur ve etli ¢orba (diigiin ¢orbasi) ikram
etmelerini tavsiye etmistir (Glirsoy, 2021: 19).

Corba, genellikle hayvansal ve bitkisel yiyeceklerin bir sivi igerisinde pisirilmesiyle
hazirlanan sulu veya koyu kivamli bir yemek ¢esididir (Bozok vd., 2020: 118). Corbalar
icerisinde kullanilan taze sebze, kuru baklagiller, tahil, et, tavuk, balik gibi besinler
nedeniyle oldukc¢a besleyici yemek grubunu olusturmaktadir. Menii planlama asamasinda
baslangig olarak ¢orbanin tercih edilmesi saglikli yeme davranisinin olusmasinda 6nemli rol
oynamaktadir. Corbanin ana yemekten once sindirim sistemini hazir konuma getirerek
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viicudun s1vi alimina yardimei olmasi giinliik beslenmede istah ve zevkle tiiketilmesine katki
saglamaktadir (Biiyiiktuncer ve Yiicecan, 2009: 94).

Tirk mutfak kiiltiiriinde ¢orbalar, Orta Asya Tiirklerinden Osmanli Devleti’ne kadar gegen
stirede varligini korumustur. Corbanin kahvalti, 6gle ve aksam yemeklerinde 6gilin ayrimi
yapilmaksizin siklikla tercih edilen bir yiyecek olmasi ve zengin, fakir ayrimi gézetmeksizin
her kesimden insanin sofrasinda yer almasi Tiirklerin ¢orbaya ayr1 bir 6nem verdigini ortaya
koymaktadir (Arli ve Giimiis, 2007: 147; Isin, 2021: 263). Orta Asya Tiirk Mutfaginda
agirlikli olarak tiiketilen ¢orbalar; topik stingiik (topuk kemiginden yapilan yemek anlamina
gelen ve gilinlimiiz karsiliginda paga corbasi olarak adlandirilan ¢orba), yogurtlu ¢orba,
mercimek ¢orbasi, un ¢orbast ve umag (ogmag) corbasidir (Kilig ve Albayrak, 2012; Giiler,
2010).

Selguklularda gocebe hayattan yerlesik yasama gegilmesiyle birlikte bazi tahil {iriinleri
iiretilmeye baslanmistir. Bu {irlinler igerisinde 6nemli bir besin maddesi olan bugday, ekmek
ve corba basta olmak {izere ¢esitli yiyeceklerin igerisinde kullanilmistir. Anadolu Selguklu
Devleti doneminde toyga asi, yogurtlu ¢orba, bugday corbasi, tutmag¢ corbasi gibi ¢orba
cesitlerinin sofralarda yer aldigi belirtilmekte ve Mesnevi’de ise “Esegin karnt saman, ot;
insanmin midesi bugday ¢orbasi ister,” seklinde ifade edilerek bugday corbasinin Selguklu
mutfaginda 6nemli bir yiyecek oldugundan bahsedilmektedir (Koz, 2008). Bu dénemde Orta
Asya gocebe kiiltiirlinden gelen ete olan ilgi corbalarin icerisinde kendisini géstermektedir.
Etli ¢orbalarin yani sira kelle paga halk tarafindan tiiketilen 6nemli bir ¢orba g¢esididir
(Kozleme, 2012: 174). Bunun yani sira tarhana corbasinin ¢ikis noktast bilinmemekle
birlikte Anadolu topraklarindan diinyaya yayildigi tahmin edilmektedir. Her bolgede farkli
tiretim teknikleri ve pisirme yontemiyle hazirlanan tarhana, igerisinde bulunan bugday unu,
yogurt, domates, biber, sogan, sarimsak ve ¢esitli aroma verici baharatlarla harmanlandiktan
sonra kurutulmasi, ogiitiilmesi ve elenerek toz haline getirilmesiyle elde edilen ¢orba
¢esididir. Yapiminda kullanilan malzemelerin sunmus oldugu birtakim vitamin, mineral ve
yararli bakteriler neticesinde halk arasinda sifa kaynagi olarak tiiketilmektedir. Sadece
iilkemizde 45’in iizerinde tarhana cesidi oldugu bilinmektedir (Coskun, 2014; Cekal ve
Aslan, 2017; Sabbag ve Bogan, 2019).

Osmanli mutfaginda ¢orbalar, gegmis donemlerin mutfak kiiltiirlerini igerisinde barindirarak
halkin ve sarayin beslenme aligkanliklarinda 6nemli bir rol oynamaktadir.15.ylizyildan
itibaren daha somut bir sekilde kayitlara gecirilen ¢orba regetelerinin 18.ylizyila dogru
giderek arttig1 gézlenmistir. Malzeme bakimindan bol, besleyicilik agisindan zengin olan
corbalar genel anlamda; tahilli, bakliyath ve hamurlu ¢orbalar, et ve sakatat ¢corbalari, yogurt
ve siit corbalari, tavuk gorbalari, sebze ¢orbalari olarak gruplandirilmistir (Yerasimos, 2019:
61). Osmanli mutfaginda corba, et yemegi ve pilav cesitleri beslenme kiiltiiriiniin ii¢ ana
unsurunu olusturmaktadir. Ote yandan kelle paga, iskembe gibi sakatatlarin evlerde ve belirli
noktalarda faaliyet gosteren corbacilarda siklikla tiiketildigi bilinmektedir (Ko6zleme, 2012;
Bilgin, 2012). Kaynaklarda ulasilan bilgilere goére tarhana, piring, bulgur, ezogelin,
mercimek gibi c¢orbalar uzun yillar boyunca hazirlanmis ve sofralarda yerini almistir
(Yerasimos, 2019: 60). Ayrica Osmanli saray mutfaginda hazirlanan gorbalarda tavuk ve et
suyunun kullanildig1 hatta kaburga kemiklerinin haslanmasiyla elde edilen yagli sularin
corbalarda kullamlmak iizere ayrildigi bilinmektedir. Ozellikle bol maydanozlu piring
corbas1 ve tavuk c¢orbasi tarifleri gelistirilerek soguk algmmligina karsi 1yi geldigine dair
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goriisler ve oneriler de gorbanin saglikli beslenme asamasindaki 6nemini ortaya koymaktadir
(Yerasimos, 2019: 62).

Osmanli beslenme kiiltiiriinde ¢orba, mutfaklarin yani sira ordu igerisinde de sembolik bir
anlama sahiptir. Savasa ¢orba kazaniyla giden Yeniceri askerinin kazani diisman eline
gecirmesi serefinin lekelenmesi anlamina gelmektedir. Ayrica padisahin sunmus oldugu
corbanin reddedilmesi kazan kaldirma olarak adlandirilip isyan anlami tasimaktadir (Isin,
2021). Ote yandan gorba sozciigiiniin gectigi “corbada tuzu bulunmak”, “corba etmek”,
“tekkeyi bekleyen corbay1 icer” seklinde ifade edilen atasozleri ve deyimler corbalarin

manevi kiiltiir icerisinde yer aldigin1 gosteren diger unsurlardir (Giimiis, 2011: 115).

Glniimiiz Tirk Mutfagina gelindiginde Cumhuriyet doneminde iiretim sektdriiniin
gelismesi, gdc¢ ve kentlesmenin artmasi, gida endiistrisindeki gelismeler ve bat1 kiiltiiriiniin
etkisi gibi faktorler yeme i¢gme aligkanliklarinda degisimler yasanmasina neden olmustur
(Ongel, 2015: 38). Gegmis yillarin birikimiyle sekillenen Cumhuriyet Dénemi Tiirk mutfak
kiiltiirti, Osmanlinin koklii mirasini devralmasiin yaninda Klasik Tirk Mutfagi ve Tiirk
Halk Mutfag1 olarak incelenmis ve karma bir yapiya biirlinmiistiir (Kdzleme, 2012: 549;
Kizildemir, Oztiirk ve Sarnsik, 2014: 202). Bu karma yapi icinde ¢orba kiiltiiriiniin biiyiik
bir degisime ugramadan giiniimiizde de devam ettigi goriilmektedir. Corba ¢esitlerinin
sabah, 6gle ve aksam yemeklerinde genellikle ana yemek Oncesi baslangig olarak tiiketildigi
bilinmektedir. Diyet ve hasta meniilerinde ¢ogunlukla tercih edilen bir yiyecek olan gorbalar
cesitli drlinlerle hazirlanarak varhigini slirdirmektedir. Ancak bazi yoresel c¢orba
recetelerinin kayit altina alinamamasindan dolay1 unutulma tehlikesi ile kars1 karsiya oldugu
sOylenebilir. Bu bakimdan cografi isaret korumasi Tiirk mutfak kiiltiiriinde 6nemli bir yer
tutan ¢orbalarin kayit altina alinmasi ve siirdiiriilebilirliginin saglanmasi noktasinda oldukg¢a
onemlidir.

2.3. Literatiir

Orta Asya Tiirk topluluklarindan giiniimiize kadar Tiirk mutfak kiiltlirlinde 6nemli bir yer
tutan corbalarla ilgili literatiir incelendiginde sinirli sayida ¢alismaya rastlanabilmektedir.
Ulasilabilen ¢alismalar:

Arli ve Glimiis (2007), Tiirk beslenme kiiltiiriinde yer alan bazi ¢orba isimlerini ve i¢erisine
konulan malzemelere gore siniflandirilmasini yaparak ait oldugu yoreleri tespit etmeye
caligmustir.

Glimiis (2011), Tiirk mutfak kiiltiiriinde ¢orbanin yeri ve éneminden bahsederek kiiltiirle
olan iliskisini, ¢orba ile ilgili inanig ve uygulamalar1 ve ¢orbanin Orta Asya’dan itibaren
mutfaktaki statiistinli ortaya koymay1 amaglamistir.

Coskun (2014), tarhananin tarihi gegmisini arastirarak Tiirkiye’de yapilan tarhana cesitlerini
ve aralarindaki farkliliklar1 ortaya koymaya calismistir. Besin degeri agisindan zengin bir
yiyecek olan tarhananin orijinal halinin korunarak gelecek nesillere aktarilmasi gereken
onemli bir miras oldugu vurgulanmaktadir.

Cekal ve Aslan (2017), tarhananin yorelere gore farklilik gostererek hazirlanan gorba tiirii
oldugunu belirtmektedir. Calismada Tiirkiye’de iiretilen tarhana cesitleri ve bu tarhana
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cesitlerinden hangilerinin cografi isaretleme kapsaminda bulundugu incelenmistir. Yerel ve
kiiltiirel deger olan tarhananin gastronomi turizmine kazandirilmasiin yerel ekonomiye
katkis1 ve tirliniin yetistigi bolgeyle birlikte tanitimi agisindan énemli oldugu vurgulanmustir.

Gildemir vd. (2018), Tiirk mutfaginda ge¢misten giiniimiize kadar kahvalti meniilerinde
tiikketilen ve 6nemli bir yemek grubunu olusturan ¢orbalarin sézlii ve yazili kaynaklardan
elde edilen bilgiler dogrultusunda receteleri incelenmistir. Kahvaltida tiiketilen ¢orbalarin il
bazinda dagilimi harita iizerinde gosterilerek siklikla tiiketilen ¢orba cesitleri ele alinmastir.

Kaya ve Se¢im (2020), calismalarinda Maras Tarhanasin1 cografi isaret kapsaminda
incelemistir. Yoresel bir iirlinlin cografi isaretle tescil edilmesinin kiiltiirel 6nemi ve
ekonomik faydalari tizerine durmustur. Marag Tarhanasinin yoresel bir {iriin olmasi, liretim
teknikleri ve kullanilan malzemelerin gelecek nesillere aktarilmasi noktasinda énemli bir
gastronomik deger oldugundan bahsedilmistir. Cografi isaret tesciline sahip olan Marag
Tarhanasimin ihra¢ edilmesiyle birlikte bolgedeki yerel halka gelir yaratmasi ve tarihi
birikimi koruyarak kiiltiirii yasatma firsati ortaya koydugunu ifade etmislerdir.

Sandik¢1 ve Citak (2020), Afyonkarahisar mutfak kiiltiiriindeki yoresel ¢orbalari tespit
etmek ve diger illerde ayni isim veya malzemelerle hazirlanan ¢orbalarin farklilik ve
benzerliklerini ortaya koymay1 amaglamislardir. Caligmalarinda toyga corbasinin cografi
isaret tesciline sahip olan Afyon kaymagi ile servis edilmesinin bu ¢orbay1 diger corbalardan
ayristirdigini ve Afyon’un mutfak kiiltiine 6zgii uygulama oldugunu ifade etmislerdir.

3. YONTEM

Tiirkiye, zengin biyocgesitliligi, verimli ve genis tarim alanlari, kaliteli {irtin yelpazesi,
geleneksel tiretim metotlar1 agisindan pek ¢ok iilkeye gore avantajli durumdadir. Jeopolitik
konumu ve tarihi gegmisi mutfak kiiltiiriiniin agirlikli olarak zengin yerel yiyeceklerden
olusmasina olanak saglamistir. Bu baglamda yoresel yiyecek ve iceceklerin cografi
isaretleme sistemi ile korunarak kayit altina alinmasi Tiirk yemeklerinin markalagsmasina ve
stirdiiriilebilirligine katki saglayacaktir (Tekelioglu ve Demirer, 2008).

Bu arastirmanin temel amaci, Tiirkiye’deki cografi isaretli ve cografi isaret bagvuru
siirecinde olan ¢orbalari tespit etmek ve betimlemektir. Betimleme, bir konunun 6nemini
neden sonug iliskileri ¢ercevesinde ayrintisiyla agiklamaktir. Yani mevcut durumu ortaya
koymaktir (Yurtseven, Erkul ve Keke¢ Morkog, 2013: 79). Arastirmanin diger bir amaci
cografi isaretin onemine dikkat ¢ekmektir. Bu yOniiyle arastirmanin onemli oldugu ve
literatiire katki saglayabilecegi diigiiniilmektedir. Arastirma verileri nitel arastirma yontemi
kapsaminda dokiiman inceleme teknigi kullanilarak “Tiirk Patent ve Marka Kurumu’nun 15
Haziran 2021 yil1 cografi isaret ve geleneksel iirlin ad1 istatistiklerinden” elde edilmistir.
Aragtirma verileri betimsel analiz teknigi kullanilarak analiz edilmis ve yorumlanmistir.

Nitel arastirma, “gdzlem, goriisme ve dokiiman analizi gibi nitel veri toplama tekniklerinin
kullanildigy, algilarin ve olaylarin dogal ortamda gergekci ve biitiinciil bir bigimde ortaya
konmasina yonelik nitel bir siirecin izlendigi aragtirma” olarak tanimlanabilir (Yildirim ve
Simsek, 2011: 39). Nitel yontemle tasarlanan bir arastirmada sinirlar1 belirlenmis bir konuyu
(Creswell, 2009: 178) detayli olarak anlama ¢abasi vardir (Karatas, 2015: 63). Betimsel
analiz teknigiyle elde edilen veriler, daha 6nceden belirlenen temalara gore 6zetlenerek
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yorumlanir. Bu tiir analizde amag, elde edilen bulgular1 diizenlenmis ve yorumlanmis bir
sekilde okuyucunun rahatlikla anlayabilecegi bir sekilde sunmaktir (Yildirim ve Simsek,
2011: 224). Bu arastirmada da bulgular, okuyucunun daha rahat anlayabilecegi sekilde tablo
ve sekiller olusturularak sunulmus ve yorumlanmistir. Bu kapsamda once cografi isaretli
corbalar; isimleri, hangi bolgelere ve illere ait oldugu, karakteristik ve ayirt edici 6zellikleri,
cografi isaret tiirli ve cografi isaret tescil tarihine gére sunulmus ve yorumlanmistir. Daha
sonra cografi igsaret bagvuru siireci devem eden corbalar; isimleri, hangi illere ait oldugu,
cografi igaret tiirii ve cografi igsaret bagvuru tarihine gore sunulmus ve yorumlanmistir.

4. BULGULAR

Tablo 1’°de cografi isaret tescili almis olan ¢orbalarin illere gére dagilimi, cografi isaret tescil
tarihi ve corbanin karakteristik ve ayirt edici 6zellikleri yer almaktadir. Tablo incelendiginde
Tiirk Patent Enstitiisii tarafindan cografi isaret ile tescil edilen ¢orba sayisinin 18 adet oldugu
goriilmektedir. Cografi isaret tiiriine bakildiginda Usak Tarhanasinin mense adi, Ezogelin
Corbasinin geleneksel {iriin adi, diger corbalarin ise tamaminin mahre¢ isareti ile
tescillendigi goriilmektedir. Corbalarin tescil tarihine bakildiginda ilk cografi isaretlemenin
2010 yilinda Maras Tarhanasi ile basladig1 goriilmektedir. 18 ¢orbadan 5’inin 2017, 6’sinin
ise 2021 yilinda tescil edildigi tespit edilmistir. Bu bulgudan yola ¢ikarak son yillarda cografi
isaretleme bilincinin artti§1 sonucuna ulasilabilir. Diger taraftan Gaziantep’e 6zgii olan ve
halk arasinda ¢orba olarak bilinmesine karsin, cografi isaret tescil belgesinde yoresel yemek
kategorisinde tescillenen Antep Yuvalamasit (Antep Yuvarlamasi) ve Antep Beyrani’na
tabloda yer verilmemistir.
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Tablo 1. Cografi Isaret Tesciline Sahip Olan Corbalar

Sira | 1l Corba Ad1 | Cografi Uriiniin  Karakteristik ve | Tescil
No Isaret Tiirii | Ayirt Edici Ozellikleri Tarihi
1 Adana Anali Kizl1 | Mahreg Ana ad1 verilen igli kofteler ile kiz | 26.10.2020
[sareti adi verilen igli koftenin dis
hamurundan yapilan kiirelerin et
suyunda, aygicek yagi, sogan,
biber salgasi, nohut, baharat ile
pisirildigi bir corbadir.
2 Antalya Alanya Mahreg Yerel agizda giiliik ya da hiilik | 27.03.2018
Gulikli igareti denen kiiciik kofteler, nohut,
(Hiilikla) iskembe veya tavuk eti, piring ile
Corba yapilan sal¢al bir corbadir.
3 Bayburt Bayburt Mahreg Kavut (bugdaym sacda kavrulup | 08.06.2020
Kavut isareti ince Ogiitilmesinden elde edilen
Corbasi un), kavurma eti, tereyagi, su ve
tuz malzemeleri ile yapilan bir
corbadir.
4 Bolu Bolu Mahreg Bolu da  yetisen kizileik | 14.07.2017
Kizileik [sareti meyvesinin piiresi, sert-kirmizi
Tarhanasi ekmeklik bugday unu ve yemeklik
iyotlu tuzun belli oranlarda
karigtirtlip yogrulmasi ile {iretilen
iiriindiir.
5 Cankiri Cankiri Mahreg Yufka seklinde acilip kiigiik | 01.06.2021
Tutmag igareti parcalar halinde kesilen tutmag
Corbasi hamurunun sicak suda haglanmasi
ve igerisine mercimek ile
sarimsakli yogurt koyulmasiyla
iiretilen yoresel gorbadir
6 Gaziantep Antep Mahreg Siizme yogurt, kiyma, nohut ve | 15.05.2021
Lebeniye isareti piring ile hazirlanan yoresel bir
Corbasi corbadir.
7 Gaziantep Antep Oz | Mahreg Siizme yogurt, tavuk suyu ya da | 09.02.2021
Corba isareti kemikli et suyu, Antep Fistig1 ve
badem kullanilarak hazirlanan bir
¢orbadir.
8 Gaziantep Gaziantep/ | Mahreg D6vme, nohut ve mercimek, | 09.06.2021
Antep isareti kurutulmus biber, tarhun
Alaca kullanilarak hazirlanan ve
Corba tizerine, istege gore kuru nane ile
birlikte kizdirilmis yag dokiilerek
servis edilen bir ¢orbadir.
9 Gaziantep Ezogelin Geleneksel Belirli miktarlarda mercimek, | 10.09.2020
Corbasi Uriin Ad bulgur ve pirincin sogan ve
sarimsak  ile  harmanlanarak
pisirilmesi ve salca ve diger
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baharatlarla ¢esnilendirilmesi
suretiyle hazirlanan bir ¢orbadir.
10 |Kahramanmaras | Maras Mabhreg Genellikle un, doévme(bugday | 29.07.2010
Tarhanas1 | Isareti yarmasi) ve yogurttan yapilarak
¢1g lizerine ince bir sekilde serilip
kurutulan toz halindeki tarhana;
bilesenleri, yapim sekli ve farkli
tiketim  sekilleri  bakimindan
Ozglindiir.
11 Kastamonu Pinarbasi Mahreg Kizamik meyvesinden elde edilen | 29.12.2017
Kara Isareti kizamik eksisi, haglanmig tavuk
Corba parcalari, tavuk suyu ile
hazirlanan bir tiir tavuk ¢orbasidir.
12 Konya Konya Mabhreg Mevlevi gelenegine dayanan | 18.02.2021
Bamya isareti Konya mutfaginda diigiin ve davet
Corbasi yemeklerinde  tathdan  sonra
verilerek ikinci tertip yemeklerin
yenebilmesi i¢in istah agici olarak
kullanilan ¢orbadir.
13 Kiitahya Kiitahya Mahreg Ergin kizilcik (Cornus mas L.) | 26.01.2021
Kizileik isareti meyvelerinin plire haline
Tarhanasi getirilerek kaynatilip; bugday unu
ve tuz ilave edilerek
yogrulmasiyla elde edilen
hamurun kurtulmasiyla
hazirlanan, pembemsi renge,
mayhos tada ve aromaya sahip bir
tarhanadir.
14 Mugla Mugla Mahreg Karakteristik ve aymrt edici | 18.09.2019
Goce [sareti ozelligi Cografi isaret tescil
Tarhanasi belgesinde yer almamaktadir.
15 Sanliurfa Urfa Mabhreg Urfa’da vyetistirilen Ivesi ki | 29.12.2017
Lebenisi [sareti koyunlarin siitiinden yapilan tam
(Sanlurfa yaglt yogurt, ddovme ve nohut ile
Lebenisi) hazirlanarak soguk servis edilen
corbadir.
16 Tunceli Tunceli Mahreg Dana eti, nohut, siit veya ayran ile | 18.12.2017
Sorbik isareti hazirlanarak o6zellikle diiglinlerle
Corbast ikram edilen bir ¢orbadir.
17 Usak Usak Mense Adi Bugday unu, tam yagh yogurt, | 21.03.2017
Tarhanasti kirmizibiber, sogan, domates ve
nanenin karigimi ile hazirlanan
hamurun en az 21 giin fermente
edildikten sonra, temiz bez
iizerine  serilerek ve  belli
araliklarla boyut kiiciiltiilerek
golgede kurutulan graniil yapida
bir tarhana cesididir.
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18 Yozgat Yozgat Mahreg Yozgat Arabasi; arabasi corbast | 27.12.2013
Arabagisi [sareti ve ayrt  yapilan  arabast
hamurundan olusan bir triindiir.
Ekmek ile  birlikte  degil,
beraberinde hamur
(¢cignenmeden) yutularak icilmesi
ve igerisinde kullanilan etin dogal
ortamda yetisen tavuk, hindi veya
kazlardan elde edilmis olmasi
ayirt edici 6zelligidir.

Sekil 1’de cografi isaret tesciline sahip ¢orbalarin bolgelere ve illere gore dagilimi Tiirkiye
haritas1 iizerinde goriilmektedir. Sekil 1 incelendiginde; Akdeniz Bdlgesi’nde (4),
Giineydogu Anadolu Bélgesi’nde (5), I¢ Anadolu Bolgesi’nde (3), Karadeniz Bolgesi’nde
(3), Dogu Anadolu Bolgesi’nde (1) ve Ege Bolgesi’nde (2) adet cografi isaretli gorba oldugu
goriilmektedir. Marmara Bolgesi’nde ise cografi isaretli corba bulunmamaktadir. Bu agidan
Marmara Bolgesi’'nde bulunan il yoneticisi ve yetkili kurumlara; ydresel ¢orbalarini
korumak, corba regetelerini kayit altina almak ve siirdiirebilirligini saglamak adina cografi
isaret tescil basvurusu yapmasi Onerilebilir. Diger taraftan sadece 15 ilin cografi isaretli
corbasinin oldugu tespit edilmistir. Gaziantep 4 corba ile en fazla cografi isaretli corbaya
sahip olan ildir. Adana, Antalya, Bayburt, Bolu, Cankiri, Kahramanmaras, Kastamonu,
Konya, Kiitahya, Mugla, Sanlurfa, Tunceli, Usak ve Yozgat illerinde ise 1 adet cografi isaret
tescili alan ¢orba bulunmaktadir.
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Sekil 1. Cografi Isaretli Corbalarin Bolgelere ve Illere Gére Dagilimi

Tablo 2’de cografi isaret bagvuru siireci devam eden ¢orbalarin illere gére dagilimi, corbanin
adi, cografi isaret tescil tiirli ve basvuru tarihi yer almaktadir. Tablo incelendiginde 35
corbanin cografi isaret bagvuru degerlendirme silirecinin devam ettigi goriilmektedir.
Bagvuru tarihlerine bakildiginda 6zellikle 2020 ve 2021 yillarinda basgvuru sayisinin arttigi
ve corbalarin tamaminin mahreg isareti ile bagvurusunun yapildig1 goriilmektedir. Yapilan
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basvuru sayisinin yeterli olmamasina karsin son yillarda cografi isaretleme konusunda

bilincin arttig1 ve bagvuru noktasinda 6nemli bir artig oldugu anlagilmaktadir.

Tablo 2. Cografi isaret Bagvuru Siireci Devam Eden Corbalar

Sira | i1 Corba Ad1 Cografi Isaret | Basvuru
No Tiirii Tarihi

1 Afyonkarahisar Sakala Carpan Corbasi Mahreg Isareti | 24.03.2021
2 Afyonkarahisar Afyon Tandir Corbasi Mahreg Isareti 24.03.2021
3 Amasya Amasya Toyga Corbasi Mahreg Isareti 21.12.2020
4 Amasya Amasya Sikma Tarhanasi Mahreg Isareti 03.06.2021
5 Ankara Akyurt Tutmag As1 (Corbasi) Mahreg Isareti 30.01.2021
6 Ankara Akyurt Fit1 Corbasi Mahreg Isareti 30.01.2021
7 Ankara Akyurt Soguk Corbasi Mahreg Isareti 30.01.2021
8 Ankara Akyurt Toyga As1 (Corbasi) Mahreg Isareti 30.01.2021
9 Ankara Beypazari Tarhanasi Mahreg Isareti 02.08.2019
10 Bolu Dortdivan Cakmak Tarhanasi Mabhreg Isareti 29.06.2020
11 Cankiri Cankir1 Cimcik Hamuru Corbas1 | Mahreg Isareti 30.12.2020
12 | Diyarbakir Diyarbakir Kiirt Mustafa Corbas1 | Mahreg Isareti 11.11.2020
13 Diyarbakir Diyarbakir Simindirik Corbasi Mahreg Isareti 11.11.2020
14 Diyarbakir Diyarbakir Habenisk Corbasi Mahreg Isareti 17.08.2020
15 | Diyarbakir Diyarbakir Meyir Corbasi Mahreg Isareti 17.08.2020
16 Diyarbakir Diyarbakir Etli Yogurt Corbas1 | Mahreg Isareti 11.11.2020
17 | Diyarbakir Diyarbakir Kulak Corbasi Mahreg Isareti 11.11.2020
18 Erzurum Erzurum Kesme Asi Corbasi Mahreg Isareti 23.03.2021
19 Erzurum Erzurum Ayran As1 Corbasi Mahreg Isareti 23.03.2021
20 | Gaziantep Gaziantep/Antep Cagla As1 Mahreg Isareti 19.02.2021
21 Gaziantep Borek Corbasi/Antep Bérek | Mahreg Isareti 20.07.2020

Corbasi
22 Gaziantep Gaziantep Pirpirim Asi/Antep | Mahreg Isareti 09.06.2020
Pirpirim As1

23 Igdir Igdir Omag As1 Corbasi Mahreg Isareti 19.10.2020
24 | Kahramanmaras Marag Kelle Pacasi Mahreg Isareti 16.03.2020
25 Kastamonu Arag¢ Akden Goce Corbasi Mahreg Isareti 21.02.2020
26 Kayseri Kayseri Kursun Asi1 Corbasi Mahreg Isareti 01.06.2021
27 Konya Konya Tandir Corbasi Mahreg Isareti 15.09.2020
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28 Konya Konya Terhun Corbasi Mahreg Isareti 15.09.2020
29 Konya Konya Pag¢a Yahnisi Mahreg Isareti 16.09.2020
30 Konya Konya Tutmag Corbasi Mahreg Isareti 16.09.2020
31 Konya Konya Kikirdekli Kesme Corbas1 | Mahreg Isareti 17.09.2020
32 Konya Konya Ovmag Corbast Mahreg Isareti 17.09.2020
33 | Kiitahya Gediz Tarhanasi Mahreg Isareti 04.03.2021
34 | Sivas Sivas Peskiitan Corbast Mahrec Isareti 26.01.2018
35 | Van Van Ayran Asi Mahreg Isareti 15.02.2021

Sekil 2°de Tiirkiye haritasi tizerinde cografi isaret bagvurusu yapilan ¢orbalarin bolgelere ve
illere gore dagilimi yer almaktadir. Cografi isaret bagvurusunun en ¢ok yapildigi bolge
olarak I¢ Anadolu (14) ilk sirada yer almaktadir. Daha sonra sirastyla Giineydogu Anadolu
(9), Karadeniz (4), Dogu Anadolu (4), Ege (3) ve Akdeniz Boélgesi (1) siralanmaktadir.
Haritada Marmara Bolgesi’ne ait herhangi bir ¢orba bagvurusu yer almamaktadir. Akdeniz
Bolgesi'nin de bagvuru noktasinda zayif oldugu anlagilmaktadir. Il bazinda incelendiginde
16 ilin cografi isaret basvurusunda bulundugu goriilmektedir. En ¢ok cografi isaret
basvurusu yapan iller, 6 corba ¢esidi ile Konya ve Diyarbakir’dir. Ardindan Ankara (5),
Gaziantep (3), Afyon (2), Amasya (2), Erzurum (2), Bolu (1), Cankir1 (1), Igdir (1),
Kastamonu (1), Kayseri (1), Kahramanmaras (1), Kiitahya (1), Sivas (1) ve Van (1) illeri
siralanmaktadir.

BLACK SEA

MARMARA SEA  ~
-
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Sekil 2. Cografi Isaret Basvuru Siireci Devam Eden Corbalarin Bélgelere ve Illere Gore
Dagilimi

5. SONUC VE DEGERLENDIRME

Tiirk mutfagy, ilk Tiirk topluluklarindan itibaren Tiirk milletinin farkli cografyalarda cesitli
toplumlarla etkilesime girmesi sonucu degisim ve gelisim gostererek dinamik bir yapiya
kavusmustur. Tiirk mutfagi, gerek kendi dinamik yapisindan kaynaklanan zenginlik gerekse
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diger toplumlarla olan etkilesimler sonucunda yiyecek igecek cesitliligi, farkli pisirme
yontemleri, yemek sunumu ve sofra adabiyla diinyanin saygin mutfaklar arasindaki yerini
almistir. Tirk mutfaginin 6nemli zenginliklerinden biri de ¢orbalardir. Tiirk mutfaginda
basyemek olarak adlandirilan ¢orbalar, genellikle ana yemege gegmeden 6nce baslangic
yemegi olarak tercih edilmektedir. Besin degeri yliksek olup ana yemek olarak tliketilen
corba gesitleri de mevcuttur. Statii ve konum ayirt etmeden toplumun her kesimine hitap
eden ¢orbalar; hazirlanisinin pratik olmasi, ekonomik olmasi, doyurucu ve tamamlayici
ozelligi ile her 6glin sofralarda tiiketilebilmektedir.

Koklii tarihsel gegmisi ve farkli hazirlanis sekilleri ile asirlardir Tiirk mutfak kiiltiiriinde yer
alan corbalar, tam anlamiyla korunamadigi takdirde unutulma tehlikesi ile kars1 karsiya
kalabilir. Tiirk mutfak kiiltiiriinii olusturan unsurlarin basinda yer alan yoresel yiyecekler ve
geleneksel pisirme tekniklerinin korunmasi, siirdiiriilebilirlik acisindan da 6nem arz
etmektedir. Ozellikle son yillarda meydana gelen hizhi tiiketim aliskanliklari ve farkli
kiiltiirlere olan ilgi, beslenme sekillerini olumsuz etkilemekle kalmamakta yoresel
yiyeceklerin gelecek nesillere aktarilmasina da engel olmaktadir. Bu noktada cografi
isaretler, yerel Triinlerin ve geleneksel {iretim tekniklerinin korunmasint ve
stirdiiriilebilirligini saglayan bir ara¢ olarak degerlendirilebilir. Ydresel ¢orbalarin cografi
isaretle tescil edilmesi ve unutulmaya yiiz tutmus olan g¢orbalarin giin yiiziine ¢ikarilmasi
yemek kiiltiiriinli koruyacagi gibi gastronomi turizmi agisindan da oldukca 6nemlidir. Zira
cografi isaretli lUriinler, destinasyon cekiciligini artirmakta ve turistler tarafindan tercih
edilmektedir.

Bu arastirmada Tiirk mutfak kiiltiirtinde corbanin 6nemi agiklandiktan sonra cografi isaretli
ve bagvuru siireci devam eden corbalar degerlendirilmistir. Bulgular incelendiginde 15
Haziran 2021 tarihi verilerine gore Tirkiye’de toplam 18 gorbanin cografi isaretle tescil
edildigi, cografi isaret basvuru siireci devam eden corba sayisinin ise 35 oldugu tespit
edilmistir. Cografi isaretli ve cografi isaret bagvuru siireci devam eden ¢orba sayisinin yeterli
olmadig1 diislinlilmektedir. Zira Anadolu’da varligim siirdiiren ve regeteleri kayit altina
alinan yaklagik 300 c¢orba cesidi bulunmaktadir. Bulgular, bu ¢orbalardan sadece kiigiik bir
kisminin cografi isaretle tescillenerek koruma altina alinabildigini ortaya koymaktadir. Tiirk
mutfaginda 6nemli bir yer tutan ¢orbalarin cografi isaretle tescil edilmesi bu c¢orbalarin
markalagmasiyla birlikte var olan degerini artirarak siirdiiriilebilirligini saglayacaktir. Bu
nedenle bir taraftan cografi isaretlemeye agirlik verilmeli diger taraftan ise cografi isaretli
corbalarin yerel yiyecek icecek isletmeleri, otel ve restoran meniilerinde yer almasina 6zen
gosterilmelidir.

Arastirmada dikkat ¢eken diger bir bulgu, cografi isaretli ve cografi isaret bagvuru siireci
devam eden corba sayisinda son birkag yilda belirgin bir artisin oldugu yoniindedir. Bu artig
son yillarda cografi isaret bilincinin arttifinin somut bir kanit1 olarak goriilebilir ancak
yeterli degildir. Nitekim literatlirdeki bazi caligsmalar da Tiirkiye’de son yillarda cografi
isaretli {irlin sayisinda artis oldugunu ancak istenilen seviyede olmadigini ortaya
koymaktadir (Demirer, 2010; Oraman, 2015; Kosker, 2020). Valilik, belediye, {iniversite,
ticaret ve sanayi odalar1 gibi kuruluslar yerel iirlin bilincinin arttirtlmasi ve bu iiriinlerin
cografi isaretle tescil edilerek korunmasina yonelik brifing, seminer ve calistay tarzi
toplantilar ~diizenleyebilir, gastronomi festivalleri organize edebilirler. Ote yandan
Tirkpatent, kamu spotu yayinlayarak yerel halka cografi isaret bilincini agilayabilir. Ayrica
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yakin zamanda Tarim ve Orman Bakanligi’nin sosyal medya hesaplarindan cografi isaretli
tiriinler hakkinda paylasimlar yapilmasi olduk¢a onemli bir gelismedir. Benzer sekilde
Kiiltiir ve Turizm Bakanlig1 da sosyal medya hesaplarindan cografi isaretli tirtinler hakkinda
paylasimlar yaparak tiiketici bilinci olusturabilir.

Ulusal literatiirde cografi isaretli ¢corbalar {izerine yapilan bir aragtirmaya rastlanamamaistir.
Sadece iirlin bazinda Maras Tarhanasi cografi isaret acisindan ele alinmistir. Bu arastirmada
ise Tlrk mutfagindaki cografi isaretli ve cografi isaret bagvuru siireci devam eden ¢orbalarin
ayrintili olarak betimlemeleri yapilmigtir. Bu yoniiyle bu aragtirmanin énemli oldugu ve
literatiire katki saglayacagi diisiiniilmektedir. Bundan sonra yapilacak arastirmalarda cografi
isaret potansiyeli olan corbalar {izerine aragtirmalar yapilabilecegi gibi unutulmaya yiiz
tutmus olan g¢orbalarin giin yiiziine ¢ikarilmasi ve recetelerinin kayit altina alinmasina
yonelik ¢aligmalarda yapilabilir. Zira giinimiizde Tiirk mutfaginda igerisinde kullanilan
malzeme cesitliligi ve bolgeden bolgeye degisen pisirme teknikleriyle ¢cok sayida ¢orba
¢esidinin oldugu tahmin edilmektedir. Ayrica bolge ve il bazinda yoresel ¢orbalar,
karakteristik ve ayirt edici 6zellikleri ile ele alinarak incelebilir.
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OZET

Yoresel gidalar ve beslenme aligkanliklari, toplumlarin yasayis sekli ve sartlari ile ilgili
en onemli ipuglarindan olup, kiiltiirel mirasin da birer pargasini olusturmaktadir.
Geleneksel iiriinlerimizin yok olmamasi, geleneksel beslenme aligkanliklarimizin
stirdiiriilmesi insan sagligi agisindan da biiyiik 6nem arz etmektedir. Gida kiiltiiriimiiziin
korunmasi ve insanlarin saglikli beslenebilmesi i¢in yoresel tatlara 6nem verilmesi
gerekmektedir. Bu dogrultuda Tiirk mutfak kiiltiiriinde koklii gegmise sahip olan kavut
unu ele alinmistir. Arastirmanin amaci; kiiltiirel miras olarak degerlendirilen kavut
ununun besin degerlerini incelenmesi, kavut unu igerisinde temel malzeme olan bugday
ve arpa unlarinin besin degerlerinin karsilastirmasini yaparak, kavut unu ile yapilan
yemeklerin besin degerlerinin ortaya konulmasidir. Arastirmanin konusu olan kavut unu
cografi isaretini Van ilinden almis olmasina ragmen Erzurum ili Ispir ilcesine ait olan
kavut unu kullamlmistir. Bunun nedeni Ispir ilgesine ait kavut unu igeriginin farklilik
malzemelerden yapiliyor olmasidir. Calismada kavut, bugday ve arpa unlarinin besin
Ogeleri incelemesinde ve kavut unuyla yapilan yemeklerin incelenmesinde Ulusal Gida
Kompozisyon Veri Tabani Cetveli kullanilmistir. Arastirma sonucunda kavut ununun ve
kavut unu ile yapilan yemeklerin enerji miktar1, protein, yag, karbonhidrat ve lif gibi
besinsel 6zelliklerinin oldukga yiiksek oldugu saptanmistir.

Anahtar Kelimeler: Yéresel Tahil Uriinii, Kavut, Kavut Unu, Besin Degerleri

ABSTRACT

Local foods and dietary habits are one of the most important clues about the way of life
and conditions of societies, and they also form a part of cultural heritage. It is of great
importance for human health that our traditional products are not destroyed and that our
traditional eating habits are maintained. It is necessary to give importance to local tastes
to preserve our food culture and for people to eat healthily. In this direction, kavut flour,
which has a deep-rooted history in Turkish culinary culture, is discussed. Purpose of the
research; The aim of this study is to examine the nutritional values of kavut flour, which
is considered as a cultural heritage, to compare the nutritional values of wheat and barley
flours, which are the basic ingredients in kavut flour, and to reveal the nutritional values
of the dishes made with kavut flour. Although the Kavut flour, which is the subject of
the research, got its geographical indication from the province of Van, the kavut flour
belonging to the Ispir district of Erzurum was used. The reason for this is that the content
of kavut flour belonging to the Ispir district is made from different materials. In the study,
the National Food Composition Database Table was used to analyze the nutritional
elements of kavut, wheat, and barley flours and to analyze the dishes made with kavut
flour. As a result of the research, it was determined that the nutritional properties such as
energy amount, protein, fat, carbohydrate, and fiber of kavut flour and dishes made with
kavut flour are quite high.

Keywords: Local Grain Product, Kavut, Kavut Flour, Nutritional Values
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1. GIRIS

Insanoglu var oldugu giinden beri yasamsal fonksiyonlarinin temelini olusturan beslenme
ihtiyacina biiyiik dnem vermektedir. insanlar eski ¢aglar da bitkileri toplayarak ve hayvanlari
avlayarak beslenme ihtiyacin1 giderirken, yerlesik hayata gecildiginde beslenmelerini
saglamak iizere {iretime ge¢mislerdir. Insanlarin besinler hakkinda sahip olduklar1 degerleri
ve aligkanliklar1 bulunmaktadir (Gtiler, 2010). Dolayisiyla bu tiir deger ve aliskanliklarin
degisime ugramasi, beslenme kiiltiirliniin de zaman igerisinde degismesine neden olmustur
(Siiriiciioglu ve Ozgelik, 2007). Siirekli olarak degisim gosteren beslenme akiskanliklari
zaman igerisinde eski aligkanliklardan siyrilip yeni aligkanliklara yerini birakmigtir.
Gegmiste beslenme kiiltlirlinde yer alan bazi yemek ve tatlilar giiniimiizde yer almiyor
olmasi bu durumu 6zetleyen en 6nemli kanit niteligindedir. Gegmiste oldukca fazla yapilan
tatlar artik gilinlimiizde unutulmaya yiiz tutmus olarak yapilmamakta veya sadece yash
kisilerin bulundugu hanelerde (eskiye gore da az) yapilmaktadir. Bu calismada da eskiden
sofralarin vazgecilmezi olarak degerlendirilen fakat giiniimiizde baz1 yoreler disinda pek
rastlanilmayan kavutu ele almaktadir. Kavuttun yapim asamalari, yorelere gore farkliliklari,
kavuttan yapilan yemeklere deginildikten sonra kavut unundan yapilan kekin besin degerleri
incelenmistir.

Kavutun ana malzemelerinden biride arpadir. Kavut tahil bazli bir iiriin olup kavrulmus
bugday ve arpa ya da arpa ununun siit, yag ve seker ile karistirilarak yogrulmasindan elde
edilmektedir. Kavutun dort farkli un bilesimi bulunmaktadir. Bunlar; %100 bugdaydan
yapilani, %75 bugday, %25 arpa kullanilarak yapilani, %50 bugday, %50 arpa kullanilarak
yapilan ve %25 bugday, %75 arpa kullanilarak yapilandir. Bunlarin yapima dahil edilen iki
farkli yag (tereyagi ve margarin) ve 250 °C'de ii¢ farkli kavurma zamani (1, 1.5, 2 dk.) ile
kavut unu i¢in en iyi lretim sekli olusturulmaktadir. Kavut igerisindeki arpa unu oranin
artmast kavutun nem, protein ve pH degerlerini azaltirken, kiil miktarin1 artiran bir etki
yapmaktadir. Ayrica formasyonda arpa unu miktar1 arttik¢a kavutun renginde esmerlesme
de gozlenmektedir. Arpa unu fazla kepek igerdigi i¢cin kavurma isleminden daha fazla
etkilenerek kavutun duyusal kalitesini azaltict etkisi oldugu belirtilmektedir. Buna ragmen
tat faktoriine gore en iyi kavut unu %50 bugday ve %50 arpa unu karisimi ile elde
edilmektedir (Karaoglu ve Kotancilar, 2005).

Arpa bugdayla birlikte beslenme kiiltiiriine dahil edilen diinyanin en eski bitkilerinden olma
ozelligi tasimaktadir. Arpa Onceleri insan beslenme kiiltliriinde yer alan ilk tahillardan
olmasina ragmen zaman igerisinde bugday ve pirincin dahil olmas1 sonucunda tiiketim ilgisi
arpadan bugday ve pirince kaymistir. Bunun sonucunda arpa daha ¢ok yem, malt ve bira
hammaddesi olarak kullanilan bir tahil durumuna gelmistir. Ancak arpa Asya ve Kuzey
Afrika gibi tilkelerde en 6nemli gida kaynagi olarak kullanilmaya devam ederek giiniimiize
kadar 6nemini korumay1 basarmistir (Baik ve Ullrich, 2008).
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2. KAVRAMSAL CERCEVE
2.1. Kavut Tanimlamasi ve Tarihsel Siireci

Orta Asya’dan Anadolu’ya gelen Tiirkler, tarihleri sayesinde zengin bir kiiltiire sahiptir. Orta
Asya gocebe insaninin et ve mayalanmig siit tiriinlerini kullanmalari, Mezopotamya’nin
tahillari, Akdeniz g¢evresinin sebze ve meyveleri, Giiney Asya’nin baharati ile birlikte
kullanilarak zengin bir Tiirk yemek kiiltiiriniin olugsmasinda etkili olmustur (Baysal,1993).
Orta Asya Tiirkleri, tarim ve hayvancilikla ugragsmiglardir. Yemeklerde en ¢ok bugday ve
bugday unu ile yapilan yagli hamur isleri 6n plana ¢ikmistir (Talas 2005).Kavut unu;
icerisindeki tahillar ve yapilisi bakimindan Tiirk mutfak kiiltiirinii yansitan bir yiyecek
olmaktadir. Kavut Tiirk mutfak kiiltiiriinde koklii bir gegmise sahiptir. Divanii Lugati’t
Tiirk’te ve Evliya Celebi’nin Seyahatname’sinde yer verilen kavut, Tiirk Patent ve Marka
Kurumu tarafindan 2018 yilinda 390 tescil numarasiyla tescillenmis yoresel yemeklerdendir
(Ogalan, 2005; T.P.M.K., 2018).

Kavut "Kavrulmus ve doviilmiis tahil ununun seker ya da tatli yemisle karisimi olarak
bilinmektedir (Karaoglu ve Kotancilar 2006). Ayn1 zamanda kavut kelime anlami;
kavrulmusg tahil/hububat unu olarak da bilinmektedir. Kavut ayn1 zamanda so6zliikte “Tahil

yikarken kalburda kalan taneler”, “6giitiilmiis armut kurusu unu” ve “bulgur elendikten
sonra geriye kalan unlu kisim” anlamlariyla da karsimiza ¢ikmaktadir (TDK 2020).

Kavut, genellikle Tiirkiye'nin dogusunda firetilen ve tiiketilen geleneksel bir tahil tirlintidiir.
Kavut igerisinde bulundurdugu bugday ve arpa unu igerir ve siit, yag ve seker gibi diger
bilesenlerden sayesinde de oldukga besleyici ozellige sahiptir (Ogalan, 2005). Zengin
iceriginin yan sira 6giitme isleminden Once tahillarin kavrulmasi aromatik bir tada sahip
olmasini saglamaktadir (Direk ve Acar, 2015).

2.2. Kavut Yapim

Kavut yapim siirecinde ilk olarak, bugday ve arpa taneleri belirli bir sicaklikta kavrulur ve
oglitme isleminde bir biitiin olarak 6giitiiliir, daha sonra kavut, kavrulmus un, siit, yag
(tereyag1 veya margarin) ve sekeri yogurmak suretiyle iiretilmektedir (Karaoglu ve
Kotancilar 2006).

2.3. Arpa Unuyla Yapilan Cahismalar

Arpa ve bugday unuyla ilgili yapilan gida malzemeleri ve ilgili caligmalar ise su sekildedir;
Skrbic ve Cvejanov (2011) yilinda bugday ununa %30 ve %50 oraninda arpa unu katilarak
biskiivi iiretilmistir. Uretilen biskiivilerin Se, Cu, Fe, Zn ve p-glukan iceriklerinin kontrole
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gore daha yiiksek oldugu belirlenmistir. Ayrica 6rneklerin karbonhidrat, yag, protein, kil,
seliiloz ve a-tokoferol igeriginin de oran artisina bagli olarak artig gosterdigi belirtilmistir.

Holtekjolen vd. (2008) yilinda yaptiklar1 calismada ekmeklik bugday ununa %40 oraninda
arpa unu katilarak ekmek tiretiminin yapilmistir. Calisma sonucunda ekmegin antioksidan
Ozelliginin artt1i81, fenolik madde igerigi bakimindan zengin, dolayisiyla saglik agisindan
yararli ekmek iiretiminin miimkiin oldugu ortaya ¢ikmaistir.

Bu kapsamda yapilan arastirmada kavut unu yapiminda kullanilan gida maddeleri ve bu gida
maddelerinin besin degerleri incelenerek, kavut unu yapiminda ana malzeme olan bugday
ve arpa unlarmin kavut unu ile besin degerleri karsilastirilmasi yapilmaktadir. Ayrica ele
alman kavut unu ile yapilan kavut corbasi ve kavut tatlisinin da besin degerleri
incelenmektedir.

2.4. Yorelere Ozgii Kavut Unlar1 ve Kavut Yemekleri

Yoresel Mutfak; “Belli bir yore ile ilgili” ve “belli bir yoreye 6zgli” olarak tanimlanan
yoresel kelimesi yerel, mahalli ve lokal anlamlarina da gelmektedir (TDK 2020). Herhangi
bir yere ait degerlerden bahsedilirken kullanilan bu ifade, mutfak kiiltiiriiniin
tanimlanmasinda da kullanilmaktadir (Okumus vd. 2013). Manevi mirasin temelini
olusturan yoresel mutfagin ortaya ¢ikmasinda etkili olan unsurlar; yoreye 6zgii yiyecek
igecek iirlinleri ve yeme-igcme aliskanliklari, dini-milli degerler, yore iklimi, cografyasi ve
tarihi miras seklinde ifade edilmektedir (Sengiil ve Tiirkay 2015).

Yoresel yemek kiiltiirii bir {ilkenin veya destinasyonun en dnemli kiiltiirel degerlerinden biri
olma 6zelligi gostermektedir (Yesilyurt vd. 2017). Insan beslenmesinde kullanilan gidalarin
sosyo-kiiltiirel boyutlarin yan1 sira yaganan yore ile de ilgisi bulunmaktadir. Bu nedenle
insanoglu oncelikli olarak yiyeceklerini ararken ¢evresine bakmis ve ¢evresindeki yiyecek
maddelerinden etkilenmistir (Baysal, 2002). S6z konusu etkilesimlere en giizel 6rneklerden
biri de yoresel bir iirlin olan kavut unudur. Yorelere gore avut unundan yapilan yemek ve
tathilara kisaca yer verilmektedir.

2.5. Van Usulii Kavut

Van yoresinde yapilan kavutun bir Urartu yiyecegi oldugu bilinmektedir. Van yoresi gecmisi
boyunca ticaretin hep canli oldugu bir merkez konumunda yer almistir. Van ve civarinda
yasanan savaglar esnasinda askerlerin beslenmesi amaciyla da kavutun yapildig
bilinmektedir (Tiirk Patent Marka Kurumu, 2018).Van’ a yolu diisen Evliya Celebi, burada
gittigi her evde kendisine kavutun ikram edilmek istenildigini iinlii Seyahatname’sine
yazmistir. Ayrica Evliya Celebi Seyahatname’sinde burada yapilan kavutun igerigine
deginerek dari, siit ve tereyag ile hazirlandigini belirtmistir. Y6renin adetleri igerisinde yer
alan kavut konuklara ikram edildigi de yine Seyahatname’den ulasilan bilgiler arasinda yer
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almaktadir. Yiiksek besin icerigine sahip olan kavut ydre kiiltlirlinde “erken kalkanlarin
gidas1” olarak da anilmaktadir (Celebi, 2000). Ayrica bir¢ok yorede kavutun kahvaltt ve
sahur sofralarinda yer aldig1 da edinilen bilgiler arasindadir (Tiirk Patent Marka Kurumu,
2018).

2.6. Giimiishane Usulii Kavut

Gilimiishane yoresinde beslenmenin temeli tarim ve tahil iirlinlerine dayanmaktadir.
Gilimiishane yoresinde yapilip tiiketilen kavutta tahilla elde edilmektedir. Bu yore de kavutun
corba ve tatli olarak iki tiirii yapilmaktadir (Ogalan, 2005).

Kavut corbasi; tereyagi ve kavut unu (arpanin firinda kavrulup 6giitiillmesiyle hazirlanir)
kavrulur. Soguk su ilave edilerek karistirilip kaynatilmaktadir. Daha sonra tuz ilave edilir ve
servisi gergeklestirilir.

Kavut tatlis1 (helvasi): Kavut unu, suda haslanarak pisirilir. Daha sonra sicak bir hamur
kivamina getirilir. Biiyiik bir kaba ( tepsi olabilir) aktarilir. Onceden hazir olan serbet iizerine
dokiiliir ve kavut iizerine delikler agilarak hamurun serbeti ¢ekmesi saglanir. Tereyagi
eritilip kizgin haldeyken kavutun {lizerine dokiiliir ve servisi gerceklestirilir.

2.7. Tunceli Usuli Kavut

Tunceli yoresinde mutfaginda ise kavut unu sadece bugdaya kavurma islemi uygulandiktan
sonra ¢giitiilmesiyle elde edilmektedir. Elde edilen kavut ununa tuz atilip sicak suda pisirilir.
Daha sonra eritilmis tereyagi ile servis edilmektedir. Diger yorelerden farkli olarak Tunceli
mutfagl kapsaminda yapilan kavut yemegine tuz ilave edildigi dikkat ¢ekmektedir (Isik,
2012).

2.8. Karadeniz Usulii Kavut

Kavutun yapildig1 bir diger yorede Karadeniz mutfagidir. Karadeniz mutfak kiiltlirtinde
yapilan kavut icin ilk olarak arpa unundan lapa yapilir.Daha sonra ortasi ¢ukur hakine
getirilir ve ici tereyagli serbetle doldurularak servis edilmektedir ve sonrasinda biraz
serbetten ve lapadan alinarak tiiketilir (Cam,2004).

2.9. Aksaray Usulii Kavut

Anadolu’nun neredeyse her yoresinde oldugu gibi Aksaray’da da kavut tiiketilmektedir.
Kavut gecmiste ¢erez olarak tiiketildigi goriinmektedir. Aksaray da kavut bugday, nohut,
arpa, kenevir ve melengi¢ tohumlarinin sag iizerinde orta ateste kavrulup, daha sonra (havan
yardimiyla) doviiliip, 6giitiilmesiyle elde edilmektedir. Elde edilen kavut ununun iizerine
pekmez veya siit dokiilerek servis edilmektedir (Erol, 2018).
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2.10. Cankir1 Usulii Kavut

Cankiri kiiltiiriinde kavutun ¢ok dnemli yeri bulunmaktadir. Ozellikle ¢ocuklarin kavutu ¢ok
sevmesinden dolay1 kalabalik sofralarda mutlaka yer aldig1 belirtilmektedir (Cam, 2004).
Cankir1 yemek kiiltiiriinde kavut: ahlat kavutu ve ev kavutu olmak iizere 2 farkli sekilde
yapilmaktadir.

Ahlat kavutu; isminden de anlasildig1 gibi ahlatla yapilmaktadir. Ahlat meyvesi doviilerek
giineste kurutulur. i¢ine kavurga, misir ve kabak ¢ekirdegi katilip, dgiitiilerek kavut unu elde
edilmektedir. Elde edilen kavut unu su ile karistirilip, sekil verilerek tiikketilmektedir. Ev
kavutu; misir, bugday, nohut, ay ¢ekirdegi, kabak ¢ekirdegi ayr1 ayr1 kavrulur ve 6giitiiliir.
Elde edilen bu kavut bu sekilde sade olarak da tliketilmektedir. Bunun disinda istege gore
seker veya pekmez katilarak da tiiketilmektedir (Cam, 2004).

2.11. Erzurum Usuli

Erzurum yoresinde kavut yemegi kislik yemekler arasinda yer almaktadir. Kavut ununun
yapimi ¢orbalik den (bugdayin dis kabugundan ayrilmis halidir) ve bugdayin kavrulmasiyla
baslamaktadir. Sonrasinda 6gilitme islemi yapilarak kavut unu elde edilmektedir. Yorede
ayni zamanda ¢orbalik denin kavrulmasindan c¢erezlik yemis olarak “kavurga” yapilarak
lizlim, ceviz, findik gibi yemislerle tiiketilmektedir. Bugdayin kavurma islemi sonrasinda
haslanmastyla ise “hedik” ad1 verilen bir baska yemek daha yapilmaktadir. Ogiitme islemi
sonrasinda elde edilen kavut ununa su eklenip karistirilir, daha sonra lizerine tereyagi ve bal
dokiilerek tiiketilen bir kis yemegi olarak bilinmektedir (Ocal, 2005).

Ayn1 zamanda Erzurum ydresinin farkl kirsal alanlarinda kavut unu elde edilmesi sirasinda
arpa ve bugdaymm disinda misir, ay c¢ekirdeg§i ve kabak c¢ekirdeklerinin kavurulup
ogiitiilmesiyle de kavut unu elde edilmektedir. Yorede kavut unundan ¢orba ve tath olarak
iki ¢esit yemek yapilmaktadir. Erzurum yoresinde kavutun tath olarak yapilmasi yore halki
halki tarafindan “kavut hasili” olarak ifade edilmektedir.

Kavut ¢orbasi: kavut unu igerisine tereyagi katilarak rengi doniinceye kadar karigtirilir daha
sonra soguk su ilave edilerek karistirma islemine devam edilir, ¢orba kivami alininca tuz
eklenerek servisi edilmektedir. Kavut corbasi yorede besleyici 6zelliginden dolayr hasta
olanlarin daha erken iyilesmesini saglamak amaciyla da yapilmaktadir.

Kavut tatlis1: genis bir kase igerisine kavut unu ve tuz eklenir, karigimin iizerine kaynar su
ilave edilerek kati bir karisim elde edilinceye kadar karigtirilmaktadir. Daha sonra bu karigim
genis ylizeyli bir tabaga alinarak orta kisminda delik olusturulmaktadir. Orta kismindaki
delige slizme bal veya pekmez ilave edilerek iizerine eritilmis tereyagi dokiilerek
hazirlanmaktadir. Istege bagl olarak yaninda kase igerisinde siit ile servis edilmektedir.
Ayrica yorede kavutla ilgili olarak sdylenen “kavutu ye dagi as; hasili ye kdseyi dolas”
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deyimi de kavutun hem tok tuttugunu hem de besleyicilik 6zelligine dikkat ¢eken bir deyim
olarak kullanilmaktadir (Kara ve Cakal, 2010).

3. YONTEM

Ulkemizde yérelere gore kavut unu yapim asamalarinda farkli tahil, baklagiller, yagli tohum
ve meyveler kullanilmaktadir. Temel malzeme arpa ve bugday olmasinin yani sira ¢esitli
gida maddelerinin katilmasiyla farkli kavut unlar1 olusturulabilmektedir. Kavut unu yapim
asamasinda igerisine katilan malzemelerin farkliliginin bolgede yetisen gida maddelerinin
miktar1 etkilemektedir. Kavutun bu ¢esitliligine ragmen yapildig1 ve tiiketildigi yorelerde
sadece ¢orba ve tatli yapiminda kullanilmaktadir. Kavut unlarinin igerisine karistirilan farkli
gida maddeleri besin degeri olarak kavutun farklilagmasini saglamaktadir. Kavuttaki bu
cesitlilik belli bir standardin yakalanmasi noktasinda zorluk olusturmaktadir. Bu sebeple
calismada Erzurum iline bagli Ispir ilce merkezinde ticari olarak satis1 gerceklestirilen kavut
unu ve bu unla yapilan ¢orba ile tatlinin besin yoniinden degerleri incelenmistir. Calismanin
kapsamu igerisinde Erzurum il merkezi yerine Ispir ilce merkezi secilmesinin nedeni,
Erzurum il merkezinde ticari amaclh satis1 gergeklestirilen kavutun arpa ve bugdaydan
yapilirken, Ispir ilge merkezindeki kavutun arpa, bugday, misir ve yagl tohum igeriyor
olmasindan iiriin ¢esitliligi bakimimdan zengin olan Ispir ilge merkezinde satis1 yapilan kavut
unu tercih edilmistir. Ticari amagli kavut unun kullanilmasi ulagilabilirlik agisindan kolaylik
saglamaktadir. Calisma evreninin ilgede satis1 yapilan kavut unun tercih edilmesi ve besin
degerleri yoniinden tek bir kavut unun ele alinmasi ¢alismanin sinirliligini olusturmaktadir.
Temini gerceklestirilen s6z konusu kavut unu besin igerigi belirtildikten sonra kavut unu ile
yapilan ¢orba ve tatlinin tarifi verilip sonrasinda Ulusal Gida Kompozisyon Veri Tabam
cetveli kullanilarak besin degerleri hesaplanmistir (www.turkomp.gov.tr). Kullanilan
cetvelde gidalarin tamaminin 100g cinsinden besin degerleri verilmektedir. Bu dogrultuda
oncelikle hesaplanmak istenen gidanin icerigindeki gida bilesenlerinin oranlar
belirlenmistir. Daha sonra gida icerisindeki belirlenen oranlarin besin degerleri tek tek
hesaplanmistir. Kavut unu ile yapilan yemeklerin tariflerindeki mutfak 6l¢iilerinin gram
cinsinden ¢evrilmesi asamasinda internet sitesi kullanilmistir.

4. BULGULAR

Incelemeye alinin Erzurum-ispir ilgesinde yapilan kavut ununun besin bilesenleri
belirtilmektedir.
Tablo 1. Kavut Unundaki Gida Bilesenleri

Yiyecek maddesi Net Miktar(100g)
Bugday 45
Arpa 33
Misir 15
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Kabak g¢ekirdegi 7

Tabloda kavut ununda 1000 g ve 100 g
oranlarinda kavut unu i¢erisinde bulunan gida bilesenlerinin oranlar1 verilmistir. 100 g kavut
unu igerisindeki gida maddelerinin Ulusal Gida Kompozisyon Veri Tabami kullanilarak
besin degerleri incelenmistir.

Tablo 2. Kavut’un Besin Degerleri

Yiyecek Enerji Protei Yag Karbonh | Lif(g) Kalsi Demir | Magnez | Selenyu Tiamin Riboflavin | Niasin
maddesi | (kkal) | n(g) ()] idrat () yum | (mg) | yum m (mg) (mg) (mg) (mg)
(100 gr) (mg) (mg)

Bugday 150,75 | 5,085 0,738 | 28,116 5,697 20,25 | 1,872 53,55 2,205 0,207 0,050 2,552
Arpa 105,27 | 3,217 0,594 | 18,245 6,959 14,85 | 1,211 43,56 1,716 0,052 0,035 1,476
Misir 50,85 1,276 0,71 8,784 2,1 0,9 0,402 14,7 0,6 0,036 0,001 0,527
Kabak 43,33 2,022 3,497 | 0,751 0,368 1,33 0,025 33,53 0 0,023 0,008 0,464
cekirdeg

Kavut 350,2 11,6 5,539 | 55,896 15,124 37,33 | 351 145,34 4,521 0,318 0,103 5,019
unu

Tabloda kavut unu icerisinde yer alan her bir gida maddesinin 100’11k kavut unu igerisindeki
oranlarina bakilmistir. Buna gore 100g kavut unu icerisindeki bugday, arpa, misir ve kabak
cekirdeginin ayr1 ayr1 besin degerleri incelenmistir. Bu inceleme dogrultusunda 100g kavut
unu igerisinde 45g bulunan bugday ununun enerji (kkal) miktarinin 150,75 kkal oldugu, 33g
arpanin 105,27 kkal, 15g misirin 50,85 kkal, ve 7g kabak ¢ekirdeginin ise 43,33 kkal oldugu
goriilmektedir. S6z konusu oranlarda kavut unu igerisinde oransal olarak en fazla bugdayin
oldugu ve enerji olarak en fazla degerin bugdayda oldugu goriilmektedir. Protein oranlarina
gore degerlendirildiginde 45g’lik bugdayin protein orani 5,085g, 33g’lik arpanin 3,217g,
15g’lik misirin 1,276 ve 7g’lik kabak c¢ekirdeginin 2,022g oldugu goriilmektedir. Tiim bu
degerler dogrultusunda ispir ilge merkezinde tiiketilen kavut unun besin bilesenleri
hesaplanmistir. Bu hesaplama dogrultusunda 100g kavut unun enerji miktarinin 350,2 kkal,
protein miktarmin 11,6g, yag oranin 5,539g karbonhidrat miktar1 55,896g lif miktari
15,124¢g, kalsiyum orani 37,33 mg, demir oran1 3,51mg, magnezyum orani 145,34mg,
selenyum orani 4,52 1mg, tiamini 0,318mg, riboflavini 0,103mg ve niasin orani ise 5,019mg
oldugu saptanmustir.

Tablo 3. Kavut Unu-Bugday Unu- Arpa Unu Karsilastirmasi

Yiyecek Gr Enerji Prote | Yag Karbonhi | Lif Kalsi Demir Magnez | Selenyu | Tiamin | Ribofla Niasin
maddesi (kkal) in(@) | (@ drat (g) miktart | yum (mg) yum m (mg) (mg) vin (mg)
(@) (mg) (mg) (mg)
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Kavut 100 350,2 11,6 5,539 55,896 15,124 | 37,33 3,51 145,34 4,521 0,318 0,103 5,019
unu
Bugday 100 335 11,30 1,64 62,48 12,66 45 4,16 119 4,9 0,461 0,112 5,673
unu
Arpa unu 100 322 8,22 1,56 61,49 14,39 169 3,49 94 11 0,310 0,092 5,460

Tabloda kavut unu elde edilmesinde 6nemli oranlarda karistirilan bugday ve arpanin kavut
unu ile kargilagtirilmasi yapilmaktadir. Buna gore kavut unu enerji miktari, protein miktari,
yag orani, lif miktari, magnezyum orani, bugday ve arpa ununa kiyasla daha fazla oldugu
goriilmektedir. Bugday unu ise karbonhidrat, demir, selenyum, tiamin, riboflavin ve niasin
oranlar1 bakimindan kavut unu ile arpa ununa kiyasla daha fazla besin degerine sahiptir.
Arpa unu ise sadece kalsiyum oran1 bakimindan kavut unu ile bugday unundan fazla besin
degerine sahip oldugu goriilmektedir.

Kavut Unuyla Yapilan Corba ve Tathnin Tarifi
Kavut Corbasi

150g kavut unu,100g tereyagi, 1200g su ve 8 g tuz malzemeleri ve Ol¢limleriyle
yapilmaktadir (Saglik vd. 2014). Kavut corbasi yapim asamasinda tencereye Oncelikle
tereyagi konularak eritilmektedir. Daha sonra kavut unu, soguk su eklenerek kaynayincaya
kadar karistirilarak tuz eklenmektedir. Yukarida yer alan tarif dogrultusunda besin degerleri
tablosu olusturulmustur.

Tablo 4. Kavut Corbasmin Besin Degerleri

Gida Gr Enerji Protein | Yag Karbo Lif Kalsiyu | Demir Magne | Selen | Tiamin | Ribofla Niasin
maddes (kkal) (9) ) nhidrat | miktart | m(mg) | (mg) zyum yum (mg) vin (mg)
i (9 ()] (mg) (mg) (mg)

Kavut 150 5253 17,4 8,308 83,844 | 22,686 | 55,995 5,265 218,01 | 6,781 0,477 0,154 7,528
unu

Tereyag 30 225,9 0,057 24,96 0,255 0 4,5 0,027 0,3 0 0,0036 0,015 0,0087
1

Su 1200 0 0 0 1,08 0 60 5,562 12 0

Tuz 8 0,08 0 0 0,017 0 3,2 0,044 0,24 0,488

Kavut 1388 | 751,28 | 17,457 | 33,268 | 85,196 | 22,686 123,69 | 10,856 | 230,55 | 7,269 0,480 0,169 7,536
corbast 5

Kavut corbast yapiminda kullanilan malzemelerin kullanildiklar1 gramlar dogrultusunda
besin degerleri bulunmustur. Buna gore so6z konusu gramlar kullanilarak yapilan kavut
corbasinin enerji miktar1 751,28 kkal, protein miktar1 17,457g, yag miktar1 33,268g,
karbonhidrat miktar1 85,196g, lif miktar1 22,686g, kalsiyum orani1 123,695mg, demir orani
10,856mg, magnezyum orani 230,55mg, selenyum orani 7,269mg, tiamin oranm1 0,480mg,
riboflavin oran1 0,169mg, niasin orani ise 7,536mg olarak saptanmistir. Elde edilen bulgular
dogrultusunda kavut corbasinin enerji miktarinin, protein ve karbonhidrat bakimindan
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yeterli bir gida oldugunu ayrica tahil iiriinlerinin lif miktar1 bakimindan zengin igerige sahip
olma 6zelliginin kavut ¢corbasinda da gecerli oldugu gercegi goriilmektedir.

Kavut Taths1 (Kavut Hasili)

Kavut tatlis1 450g kavut unu, 30g tereyagi, 480g kaynar su, 40g siizme bal veya pekmez, 8g
tuz malzemelerle ve bu malzemelerin verilen Slgiimleriyle yapilmaktadir. Kavut tatlisi
yapim asamasinda tencere igerisine tuz ve kavut konulur, lizerine kaynatilmis su eklenerek
kanistirllmaktadir. Kat1 bir karisim elde edildikten sonra genis bir kap icerisine ortasinda
delik agilacak sekilde yerlestirilmektedir. Daha sonra agilan delige siizme bal veya pekmez
konularak eritilen tereyagi dokiilmektedir. Sicak olarak servis edilmektedir. Bazi yorelerde
servis esnasinda yanina siitte yer almaktadir. Yukarida yer alan tarif dogrultusunda besin
degerleri tablosu olusturulmustur.

Tablo 5. Kavut Tathsi Besin Degerleri

Gida Gr Enerji Protei Yag Karbo Lif Kalsiyu | Demir Magne | Selen | Tiamin | Ribofla Niasin
maddesi mikt | (kkal) n (9) ) nhidrat | miktart | m(mg) | (mg) zyum yum (mg) vin (mg)

art ()] () (mg) (mg) (mg)
Kavut 450 | 1575,9 52,2 24,925 | 251,53 | 68,058 | 167,98 | 15,795 | 654,03 | 20,34 1,431 0,463 22,585
unu g 2 4
Tereyagr | 30g 2259 0,057 24,96 0,255 0 45 0,027 0,3 0 0,0036 0,015 0,0087
Su 480 0 0 0 0,432 0 24 2,20 4,8 0

]

Bal 409 130 0,052 0 32,492 0
Pekmez 409 154 2,3 3,056 28,608 1,408 31,6 0,98 32,8 2,2
Tuz 8¢g 0,08 0 0 0,017 0 3,2 0,044 0,24 0,488

Tablo icerisinde yer alan bal ¢icek slizme bal olarak degerlendirilmistir. Pekmez degeri ise
“Erzurum dut pekmezi” olarak Ulusal Gida Kompozisyon Veri Tabami cetveli degerleri
dogrultusunda hesaplanmistir. Kavut tatlis1 yapiminda kullanilan gidalarin besin degerleri
igerisinde kavut unu miktarinin artmasi enerji miktarinin da oldukca yiiksek diizeylere
ulagtigin1 gdstermektedir. Giinliik alinmasi gereken enerji miktari her ne kadar kigiden kisiye
gore ve giin icerisinde gergeklestirilen aktivite miktarina gore hesaplanir ve degisiyor olsa
da kavut tatlisindaki kavut miktari bu enerjinin biiyiik bir kismin1 karsilayabilmektedir.

Kavut tatlisinin yapiminda bal veya pekmez katilmaktadir. Bu dogrultuda bal karistirilarak
yapilan kavut tathis1 ile pekmez karistirilarak yapilan arasinda besin 6geleri bakimindan
farkliliklar bulunmaktadir. Bu sebeple bal ve pekmez ile yapilan seklinde iki farkli besin
degeri ortaya ¢ikmaktadir.

Tablo 6. Kavut Tathsi1 (Kavut Hasili) Bal ve Pekmez i¢erigine Gore Besin Degeri

Gida Gr Enerji Protei Yag Karbo Lif Kalsiy Demir | Magne | Selen | Tiami Ribofla Niasin
maddes | mikt | (kkal) n(g) (9) nhidrat | miktar | um (mg) zyum yum n(mg) | vin (mg)
i art ()] 1(g) (mg) (mg) (mg) (mg)
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Ballt 409 1931, 52,309 | 49,885 | 284,72 | 68,058 199,68 18,06 659,37 | 20,83 1,434 0,466 22,593
kavut 88 8 6 2
tatlist

Pekmez 409 1955, 54,557 | 52,941 | 280,84 | 69,466 | 231,28 19,04 692,17 | 23,03 1,434 0,466 22,593
li kavut 88 4 6 2
tatlis

Ayn1 miktarda dahil edilen bal ve pekmez degerlerinde enerji kkal miktarlarinda 24kkal’lik

bir farkliliktan, protein miktarlar1 arasinda 2,2g farklilik, yag oranlarinda 3g farklilik,
karbonhidrat oranlarinda 3,8¢g farklilik, lif miktarlarinda 1,4g farklilik, kalsiyum oranlarinda
31,6mg farklilik, demir oraninda 0,9mg farklilik, magnezyum oraninda 32,8mg farklilik,
selenyum oraninda 2,2mg farklilikla pekmezli kavut tatlis1 balli kavut tatlisina gére besin
degerleri bakimindan ¢ok kiiciik bir farkla fazlalik gostermektedir. Bal ve pekmez igeriginde
tiamin, riboflavin ve niasin miktar1 bulunmadig i¢in bir farklilik s6z konusu degildir. Kavut
tatlinin enerji kkal miktari, protein, yag, karbonhidrat ve lif miktar1 bakimindan oldukca
yiiksek bir degere sahip oldugu goriilmektedir. Ayrica tahil {iriinlerinin demir, magnezyum,
selenyum kaynaklart bakimindan zengin oldugunu gercegi kavut tatlisinda da gecerli
oldugunu goriilmektedir.

SONUC VE ONERILER

Tahillar gegmisten giiniimiize kadar bir¢ok medeniyette binlerce yil beslenmenin ana
malzemesi olarak kullanilmugtir. Tiirk mutfak kiltiiriinde de durum bdyledir. Tahillar
iceriklerinde bulunan karbonhidrat, lifler, proteinler, E ve B vitaminleri, magnezyum, demir,
selenyum gibi elementlerden dolayr Onemli birer enerji kaynagi olarak
degerlendirilmektedir. Tahillar, yiiksek lif, vitamin, mineral, fitokimyasal ve antioksidan
gibi maddeleri icermesinden dolay1 oldukca kiymetli gidalar olarak degerlendirilmektedir.

Calisma kapsaminda ele alinan kavut unu da bugday ve arpa tahillar1 basta olmak {izere
bircok tahil, baklagiller, yaglh tohum ve meyvenin kavrulup 6giitiilmesi sonucunda elde
edilmektedir. Kavut unu besleyici ve tok tutucu 0Ozelligi bakimindan dikkat g¢ekici bir
ozellige sahiptir. Kavut unu ve kavut ile yapilan yemekler gecmis donemlerden itibaren
mutfak kiiltiiriimiizde yer almaktadir. Zaman igerisinde degisen ve gelisim gosteren diinya
diizeni icerisinde Onemini yitirmis olmasina ragmen giiniimiizde yine de bircok yorede
yapilmakta ve tliketilmektedir. Kavut unu geg¢miste yokluk zamanlarimin vazgegilmez
yiyecegi olarak bilinmektedir. Evdeki tahil tirtinlerinin kavrulup, 6giitiilmesi sonucunda elde
edilen un ile besleyiciligi ve tok tutma 6zelligi yiiksek olan yemekler yapilmistir. Kavut
ununun yapiminda kullanilan malzemelerle ilgili olarak belli bir standart yoktur. Kavut unu
igeriklerinin farklilig1 yorede miktar olarak fazla yetisen tahil, baklagiller, yagli tohum ve
meyvelerden kaynaklanmaktadir.
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Calisma kapsami icerisinde ele alinan Erzurum ili Ispir ilgesi kavut unu iceriginde bugday,
arpa, misir ve kabak cekirdegi kavrularak, 6giitiilmesi sonucunda elde edilmektedir. Bu
gidalar oransal olarak birbirinden farkli degerlere sahiptir.

Kavut unu besin degerleri bakiminda bugday ve arpa unuyla kiyaslanmasi sonucunda;

Kavut ununun enerji miktari, protein miktari, yag orani, lif miktari, magnezyum orani,
bugday ve arpa ununa kiyasla daha fazla oldugu goriilmektedir. Kavut unu igerisindeki yag
orani diger tahil unlarina kiyasla yiiksek miktarda olmasinin sebebi kabak ¢ekirdeginin yer
aliyor olmasidir.

Bugday unu ise karbonhidrat, demir, selenyum, tiamin, riboflavin ve niasin oranlari
bakimindan kavut unu ile arpa ununa kiyasla daha fazla besin degerine sahiptir.

Arpa unu ise sadece kalsiyum orani bakimindan kavut unu ile bugday unundan fazla besin
degerine sahip oldugu goriilmektedir.

Kavut unu ile yapilan ¢orba ve tatlinin besin degerleri incelemesi sonucunda kavut unundan
kaynakli olarak iki yemegin de yiiksek enerji miktarina, protein, yag, karbonhidrat ve lif
miktarina sahip oldugu gozlenmistir. Glinliik alinmasi1 gereken enerji miktar1 kisilerin
bireysel 0Ozelliklerine, giin icerisindeki aktivite oranlarina bagli olarak degisiklik
gostermesine ragmen yaklasik olarak kadinlarin 1600-2400 kkal, erkeklerin 2000-3000kkal
oldugu bilinmektedir. Bu degerler dogrultusunda kavut corbasinin 751,28 kavut tatlisinin ise
1932-1955kkal enerji miktarina sahip olmasi enerji bakimindan oldukea yiiksek bir degere
sahip oldugunu gostermektedir. Yine ayni sekilde kisilerin giinlik 25-30g lif miktar
almalar1 gerekmektedir. Lif miktar1 bakimindan kavut ¢orbasinin 22,68g kavut tatlisinin ise
69g olmasi yiiksek lif kaynagi oldugunu gostermektedir. Kavut unu icerdigi zengin lif
miktar1 sayesinde besleyici 6zelligi 6n plana ¢ikmaktadir. Yapilan ¢alisma dogrultusunda
ele alinan kavut ununun besin 6zellikleri incelenerek diger tahil unlar1 gibi besleyici birgok
ozellige sahip oldugu ortaya konulmustur.

Kavut unu ve kavut ile yapilan yemekler Tiirk mutfak kiiltiirtinde uzun yillar yapilan ve
tiikketilen yemeklerdendir. Yapilan ¢caligma dogrultusunda hem isletmelere hem de akademik
calismalara birtakim 6nerilerde bulunulmaktadir;

Kavut unu ve kavutla yapilan yemekler gegmiste yaygin bilinirlik ve tiiketim aligkanligina
sahipken giiniimiizde sadece birkag yorede yapilip tiiketilmektedir. Tiirk mutfak kiiltiirii
gecmisinde yer alan ve kiiltiirel miras olarak degerlendirdigimiz yemeklerimize gastronomi
alanindaki akademik caligmalarla daha fazla agirlik verilerek giin yiiziine ¢ikarilmasi
saglanarak farkindalik yaratilmalidir.

Kavut unu iilkemizde farkli bolgelerde farkli malzemelerle yapilmaktadir. Bolgesel
farkliliklarin olusturdugu kavut unlar1 birbirleriyle kiyaslanarak besin degerleri ortaya
konulabilir.
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Kavut unu iilkede sadece ¢orba ve tatli yapiminda kullanilmaktadir. Bu unun zengin besin
degerleri sayesinde farkli yemek cesitlerinde de kullanilarak hem besin degerleri hem de
duyusal olarak degerlendirilmelidir.

Soyut kiiltiirel miras 6gesi olarak degerlendirilen yoresel yiyecek igecekler iilkede bolgeden
bolgeye farklilik gdstererek zengin bir yemek kiiltiiriinii ortaya koymaktadir. S6z konusu bu
zenginlikler gerek akademik c¢alismalarla gerekse yerel kurum ve kuruluslar sayesinde
tanitimi yapilmali ve bilinirligi artirilarak yoresel cekicilige katki saglayabilmelidir. Bu
sayede hem bolge hem de iilke pazarina olumlu etkileri s6z konusu olacaktir.
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ABSTRACT

This study aims to reveal the effect of food safety and hygiene lesson on the
food safety knowledge level of the students studying in the tourism management
department. The lesson has included hygiene, sanitation and food safety
concepts, hygiene and sanitation in tourism businesses, personal hygiene,
microbiological, physical and chemical degradation of foods, food safety
systems. Questionnaire consisting of a total of forty questions on food and
foodborne diseases, personnel hygiene, kitchen and equipment, contamination,
temperature control, and food preservation was used as a data collection tool.
The study was administered to tourism management and hospitality
undergraduate students studying in Bilecik Seyh Edabali University. Students
had the lowest range of food safety knowledge about temperature control and
food preservation (20.6%-89.2%) on temperature control and food preservation
before the food safety and hygiene lesson. In other groups, students showed a
level of knowledge in the average 86.5%-92.8% range. The lesson showed a
significant difference in all parts regarding the level of food safety knowledge.
Overall, the current study has shown that gaps in food safety knowledge can be
overcome with food safety and hygiene lesson.
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1. INTRODUCTION

An estimated 600 million people get sick due to unhealthy food consumption in the world,
while 420000 people die every year (World Health Organization [WHQ], 2017). In Turkey,
77515 cases of foodborne disease were identified in 2000 (WHO, 2004). However, this only
represents the visible part of a big problem due to the lack of adequate reporting and sharing
of foodborne illnesses in Turkey. While foodborne diseases threats global health, they also
harm the tourism industry. Providing food safety and hygiene in all its dimensions is one of
the indispensable factors for fragile service sectors such as tourism. According to the 2018
report of the European Food Safety Authority and the European Centre for Disease
Prevention and Control, approximately 28% of the number of cases in foodborne outbreaks
in the European Union countries were detected in restaurants, cafes, bars, pubs, hotels, and
caterings (European Food Safety Authority and European Centre for Disease Prevention and
Control, 2019). Similarly, 841 foodborne outbreaks reported to the Centers for Disease
Control and Prevention in the United States caused 14481 diseases, and 41% of these
diseases were associated with restaurants, 29% with food or banquet facilities, and 2% with
hotels (Centers for Disease Control and Prevention, 2017). It has been known that most
foodborne diseases and outbreaks around the world are caused by poor compliance with food
procedures, such as preparing, cooking, and storing food in such places and homes (Gould,
Rosenbulum, Nicholas, Phan and Jones, 2013). There is a consensus that trained food
workers are needed to minimize foodborne illness and protect public health (Tuncer ve
Akoglu, 2020).

Food and beverage businesses such as restaurants, hotels, pubs and bars which are an
important part of the tourism sector, are the places that employ a lot of employees and where
the most common food production and service are performed. Therefore, food safety,
hygiene, and sanitation in these enterprises is one critical issue that should be taken into
account by the managers. In order to prevent foodborne diseases at these points, managers
and employees should have knowledge about food safety and hygiene in the food and
beverage department and pay attention to the creation of hygienic conditions. In the
literature, there are many studies on the knowledge, attitudes and practices of those working
in food and beverage departments and hotel kitchens (Bas, Ersun and Kivang, 2006; Baser,
Abubakirova, Sanlier and Cil, 2016; Sanlier, Cémert and Durlu-Ozkaya, 2010; Sanlier,
Sormaz and Giines, 2020; Smigic et al., 2016; Tuncer and Akoglu, 2020; Unliiénen and
Comert, 2013) and university students studying in the field of health and food (Ertopcu,
Avcikurt, and Cetinkaya, 2019; Giritlioglu, Batman and Tetik, 2011; Hertzman, Kitterlin,
Farrish and Stefanelli, 2011; Luo et al., 2019; Marklinder et al., 2020; Ozilgen, 2010; Stratev
et al., 2017). However, there is no comprehensive study on food safety and hygiene
education of tourism management students, especially in connection with the tourism sector.
From this point of view, it is important to evaluate the level of knowledge and education
about food safety and hygiene issues in the education process of tourism management
undergraduate students, who can take part in all levels of the food and beverage sector. The
effect of food safety and hygiene education on food safety knowledge of tourism
management students was evaluated in this study. In addition, this study will provide a
forecast for improving the content of hygiene, sanitation, and food safety lessons to be given
in tourism management departments. It is thought that the study will contribute to the
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literature, future research on food safety and public health, and the determination of training
needs in the relevant departments.

2. CONCEPTUAL FRAMEWORK

The tourism sector is in search of trained and qualified employees in the units where food
production and service carried out, as in all areas. Therefore, while food safety, hygiene, and
sanitation are among the most critical issues that employees in the tourism sector should
know and pay attention to; risky food safety behaviour is emerging as a major problem in
the tourism industry. In studies of food safety knowledge, attitudes, and practices for
employees in the hotel kitchens and food and beverage departments in Turkey it is often
highlighted shortcomings in this matter and the adequacy and effectiveness of the food safety
training have been questioned (Sanlier et al., 2010; Sanlier et al., 2020; Tuncer and Akoglu,
2020). Food safety education should be related to applications for the field, be appropriate
to the type and conditions of the activity and include current food safety problems in its
content. It is emphasized that while giving food safety training to individuals, it is necessary
to provide specific information and strong arguments that meet their needs by considering
the restrictive factors in the relevant field (Fraser and Miller, 2014; Jackson-Davis, Olsen,
Chapman, Raymond and Chaifetz, 2015). It is necessary not only to focus on theoretical
elements but also to include reflective examples to improve knowledge for effective food
safety education (Lange, 2017). Thus, food safety messages are transmitted reliably, and
individuals are encouraged to adopt practices aimed at preventing foodborne diseases.

At this stage, knowledge and attitudes about food safety and hygiene gain importance among
tourism managers who will work in the tourism sector or supervise employees in preparing
and selling food and beverages. In a study with program directors to identify food safety
education goals for hospitality management students, hospitality educators rated food safety
competencies as very important. However, it was determined that 28% of the hospitality
educators participating in the survey did not consider the food safety certificate necessary
for graduation, 25% considered it optional and only 45% considered it necessary for
graduation (Scheule, 2000). The fields of hygiene, sanitation, and food safety to students in
undergraduate tourism education are given related lessons in some universities in Turkey.
The continuity of foodborne diseases and the fact that the production areas, which are mostly
included in the tourism industry, form the basis of this problem, revealed the need for more
research on this issue.

In general, certain studies on employees of the food establishments or university students in
Turkey yielded various results regarding the food safety knowledge levels and the effect of
knowledge and education on attitudes and behaviours (Bas et al., 2006; Giritlioglu et al.,
2011; Ertopcu et al., 2019; Ozilgen, 2010; Sanlier and Tung, 2008, Sanlier et al., 2010;
Sanlier et al., 2020; Tuncer and Akoglu, 2020; Unliiénen and Cémert, 2013). Sanlier et al.
(2020) concluded that especially long-term trainings cause a positive change in knowledge,
attitudes and practices on food safety and hygiene, and the permanence of the information is
better. There is only one study evaluating the effect of foodservice education, food safety
training program, and food safety work experience for university students, including hotel
administration students, on students' knowledge, attitudes, and practices regarding food
safety (Hertzman et al., 2011). Hertzman et al. (2011) evaluated the effects of foodservice
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education, a special food safety certificate program, and food safety work experience on
university students' knowledge, attitudes and practices towards food safety. They found that
there was an increase in food safety knowledge based on training, but little difference in food
safety practices. However, there is no other study that specifically examines the knowledge
levels of students on food safety and hygiene in the tourism departments of the university.

3. METHODOLOGY
3.1. Design

First, "Tourism Management” and "Tourism and Hotel Management” departments that
education at the undergraduate level was detected on the website of the Council of Higher
Education in Turkey. Later, the education programs at the undergraduate level of these
departments at universities in Turkey were studied from their official site. Compulsory and
elective lessons covering topics related to hygiene, sanitation, and food safety were
evaluated quantitatively.

In the second stage of the study, there is a survey study about food safety knowledge.
Tourism management, tourism management, and hospitality education are given in 76
faculties and colleges in Turkey. The students studying in these schools constitute the target
population of the study. The sample of this research consists of 3rd-year Tourism and Hotel
Management students studying at Bilecik Seyh Edebali University, Faculty of Applied
Sciences between 2016-2019. The department has a total of 114 students taking the course
during these semesters.The research was conducted among 102 students studying in the
relevant department during the period between September 2016-December 2019. A
questionnaire was applied before and after the "Food Safety and Hygiene™ lesson, which
tourism management students took 42 hours (3 hours x 14 weeks) in the fifth term. The
lesson has included hygiene, sanitation and food safety concepts, hygiene and sanitation in
tourism businesses, personal hygiene, microbiological, physical and chemical degradation
of foods, food safety systems. A questionnaire was conducted before and after the “Food
Safety and Hygiene" lesson, in which tourism management students took 42 hours in the
fifth semester. The questionnaire took approximately 20 min to administer.

3.2. Questionnaire

Research data were collected through the questionnaire form, which was created using
previous studies and various sources related to the subject (Artik, Sanlier and Sezgin, 2017,
Ozilgen, 2011; Sanlier et al., 2010). The reliability of the questionnaire was tested via the
Kuder-Richardson 20 and has a reliability coefficient of 0.745. The questionnaire form
consists of two parts. The first part is the demographic characteristics section that determines
the characteristics of the students participating in the study such as gender, age, and the high
school they graduated from. The second part consists of a total of 40 questions that examined
students’ knowledge of contamination (6 items), food and foodborne disease (10 items),
kitchen and equipment (7 items), personnel hygiene (8 items), and temperature control and
food preservation (9 items) issues. Each question in the questionnaire was asked to be
answered with two options, true and false.
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3.3. Data Analysis

The collected data were analysed using IBM SPSS Statistics 22.0 and Microsoft Excel Office
365. The responses were evaluated as correct and incorrect answers. The expressions created
to determine the hygiene knowledge levels were presented as average and percentage
according to the answers given by the students. Paired samples T-Test was conducted to
determine whether there was a significant difference in terms of taking the lesson.
Independent samples T-test was used to evaluate the pre-lesson hygiene and food safety
knowledge level for the high school variable of graduation. The level of significance was
determined as p < 0.05 in the analyses.

4. RESULTS

In Turkey, “Tourism management” and “Tourism Management and Hospitality”
departments continue their education at the undergraduate level in 76 faculties and colleges
in 2020 (Council of Higher Education, 2020). In this content, hygiene, sanitation, and food
safety lessons are included in a total of 31 tourism-related departments (40.8%), 23 of which
are elective and 8 are compulsory in Turkey. Such lessons generally aim to provide students
with information about the hygiene and sanitation rules, possible risk factors, and
precautions that they should pay attention to in the preparation and service of food prepared
and/or served by tourism enterprises. More than half of the departments do not have a
separate lesson on hygiene, sanitation, and food safety.

The demographic profile of the students is given in Table 1. The study was applied to 102
tourism management students (51 females, 51 males) who took the food safety and hygiene
lesson at Bilecik Seyh Edebali University. 30.4% of the participating students (n = 31) were
19-20 years old, 57.8% (n = 59) were 21-22, 10.8% (n = 11) were 23-24 years old, and 1%
(n = 1) were 26 years old. When the type of high school the students graduated from is
examined, 49% (n = 50) of the students are from vocational high schools related to tourism
or food and beverage and 51% (n = 50) of them are from other high schools.
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Table 1. Demographic data of student to the food safety knowledge survey

Percentage
(number of students)

Gender
Female 50% (51)
Male 50% (51)
Age (years)
19-20 %30.4 (31)
21-22 %57.8 (59)
23-24 % 10.8 (11)
25-26 %1 (1)
Type of High School Graduated
High Schools Related to Tourism or Food and Beverage %49 (50)
Others %51 (52)
Total (n) 102

The incorrect answers given by the students to the true and false information statements were
scored as 0, and the correct answers as 1. The percentage of correct answers for each
statement was calculated. While students gave correct answers in the range of 25-39 (62.5%
- 97.5%) at the beginning of the term, they gave correct answers in the range of 33-40 (82.5%
- 100%) at the end of the term, after taking the lesson. At the end of the term, 20.6% of the
students answered all questions correctly, while 70.6% gave correct answers to 95% or more
of the questions (number of correct answers >38).

With the questionnaire conducted before the lesson was given, it was revealed that there
were gaps in some subjects regarding the food safety knowledge of the students. Table 2
shows the average correct responses and the percentage distribution of tourism management
students who gave correct answers before the lesson, and the students in the related
department who successfully completed the "Food Safety and Hygiene™ lesson after the
term. The percentage of correct answers before the food safety and hygiene lesson varied
between 20.6% and 100%, and the average knowledge level was 85.8+ 14.2. Different
results were obtained in studies conducted in the context of food safety and hygiene
knowledge for students from different disciplines. In a study evaluating the food safety
knowledge of university students in Turkey, students who specialize in health and food with
face-to-face education were compared with students studying outside these fields. Food
safety knowledge of students in departments related to food and health was found to be
78.46% on average, while the food safety knowledge level of students from departments
other than food and health was 59.91% (Ozilgen, 2011). Similarly, Stratev et al. (2017)
determined that the food safety knowledge of veterinary students in Bulgaria was 85.06%.
It is seen that students who receive education about health and food have an interest in food
safety and have a higher level of knowledge (Ozilgen, 2011; Stratev et al., 2017). In this
sense, a part of the participant students that makes up our sample is a group that somehow
contacts with food and beverages. The fact that students' food safety knowledge levels are
not very bad before the lesson is due to the fact that almost half of the students (49%) come
from vocational high schools related to tourism or food and beverage. It was revealed that
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there is a significant difference between the high schools they graduated from and the pre-
lesson food safety knowledge of the students participating in the study (p < 0.05). In Turkey,
students from related vocational high schools receive basic level hygiene and sanitation
education within the scope of some of their high school lessons.

Table 2. Food safety knowledge responses of tourism management students (h = 102)

Questions

Correct Responses Mean % (n)

Before Lesson After Lesson

Food and Foodborne Diseases
Food safety is important for the health of society.

Safe food is a food that is suitable for consumption by
removing all kinds of spoilage and contamination factors.

All microorganisms cause food poisoning”

Clean and healthy water with necessary laboratory controls
should be used in food production areas.

Before preparing vegetables and fruits, they should be
washed under plenty of running water.

Consuming raw milk or eggs is healthier and more
nutritious than pasteurized milk or cooked eggs.

Cracked or broken eggs can be purchased and used. *

If the can is bulging and dented, the food in it should never
be used.

There is no risk of any disease from consuming raw eggs
and milk.”

100.0% (102)
93.1% (95)
86.3% (88)
98.0% (100)

97.1% (99)

62.7% (64)

95.1% (97)
80.4% (88)

88.2% (90)

100.0% (102)
99.0% (101)
98.0% (100)
99.0% (101)

100.0% (102)

91.2% (93)

100.0% (102)
100.0% (102)

96.1% (98)

After removing the mouldy part of foods, the intact part 73.5% (75) 98.0% (100)
should be used.”

Average Food and Foodborne Diseases Knowledge Level ~ 87.5% 98.1%
Personnel Hygiene

All personnel working in the food production area are 86.3% (88) 91.2% (93)
carriers of microorganisms and may contaminate the food.

Personnel should use separate shoes and clothing in the 97.1% (99) 99.0% (101)
food production area.

Personnel working in the food industry should pay attention  100.0% (102)  100.0% (102)
to their personal hygiene for food safety.

There is no objection for the personnel working in the food  90.2% (92) 100.0% (102)

production area to use accessories such as watches,
earrings, jewellery. *
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Disposable gloves should be used during service and no 96.1% (98) 98.0% (100)
food should be touched with bare hands.
No microorganisms can be transmitted to food from the 94.1% (96) 96.1% (98)
personnel in the kitchen and service area, who have no
disease and are healthy. *
Personnel with illnesses such as diarrhoea, cold, flu should  95.1% (97) 100.0% (102)
not be employed in food production and service areas.
Hands should be washed with warm running water and 83.3% (85) 94.1% (96)
disinfectant soap after handling raw meat and vegetables.
Average Personnel Hygiene Knowledge Level 92.8% 97.3%
Kitchen and Equipment
Grounds of the food production and service areas should be  95.1% (97) 96.1% (98)
smooth, well-maintained, and kept dry.
Service personnel should not hold the spoons, forks and 83.3% (85) 93.1% (95)
knives by the mouth parts.
Cleaning materials and food should be stored separately. 82.4% (84) 88.2% (90)
The dishwashing place should be within the food 92.2% (94) 98.0% (100)
preparation area in the kitchen. *
For pest and rodent control in food establishments, 99.0% (101) 100.0% (102)
professional assistance should be taken from a specialist
and experienced company.
It should be avoided to have unreachable points in the 96.1% (98) 98.0% (100)
kitchen in terms of cleaning.
Scratched Teflon and melamine containers can be used for ~ 88.2% (90) 98.0% (100)
food storage. *
Average Kitchen and Equipment Knowledge Level 90.9% 95.9%
Contamination
Counter, knives, clothes are factors of cross-contamination ~ 88.2% (90) 96.1% (98)
to food.
Raw and cooked food should not be stored together. 86.3% (88) 94.1% (96)
Meals that are not consumed after the service should notbe  76.5% (78) 87.3% (89)
served by heating for consumption and discarded.
Preparation of food groups such as meat, vegetables, and 85.3% (87) 96.1% (98)
pastries should be on separate counters in the kitchen.
There is no risk in preparing raw and cooked foods on the 86.3% (88) 100.0% (102)
same counter. *
There is no risk in mixing a previously cooked meal witha  91.2% (93) 100.0% (102)

freshly cooked meal. *
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Average Contamination Knowledge Level 85.6% 95.6%
Temperature Control and Food Preservation
Frozen foods should be stored at -18 °C. 87.3% (89) 94.1% (96)
Microorganisms are killed by freezing food. * 54.9% (56) 76.5% (78)
Refrigerator temperature slows down the microbial growth.  78.4% (80) 96.1% (98)
Pasteurization and sterilization are the same things. * 86.3% (88) 98.0% (100)
Cold foods such as milk desserts should be kept below 10 89.2% (91) 91.2% (93)
°C until and during service.
Hot meals should be kept at a temperature of at least 65 °C ~ 75.5% (77) 96.1% (98)
until and during service.
Frozen food can be defrosted on the kitchen counter at 20.6% (21) 71.6% (73)
ambient temperature. *
Frozen food can be refrozen after dissolving. * 87.3% (89) 98.0% (100)
Egg foods, dairy foods, meat, and meat products should not  84.3% (86) 90.2% (92)
be kept at room temperature.
Average Temperature Control and Food Preservation 73.7% 90.2%

Knowledge Level

* Sentences indicate the incorrect expressions

The percentage of students who gave correct answers after taking the lesson varied between
71.6% and 100%. Before and after the lesson, the food safety information of food and
foodborne diseases, personnel hygiene, kitchen and equipment, contamination, temperature
control and food storage departments are presented in Table 3 on average with standard
deviation (SD). In order to prevent food-borne diseases, it is important for tourism
management students and graduates who will work in the kitchens of hotels and food and
beverage businesses and in the service, which is the point of contact with food, have a certain
level of knowledge about food safety and hygiene. Food safety knowledge level before and
after the lesson showed a significant difference in all departments (p < 0.05). After taking
the lesson, the correct answers given by the students to the questions increased from 85.8%
to 95.4% on average.
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Table 3. The average level of knowledge before and after food safety and hygiene lesson according
to the group of questions

Correct Responses Mean% =+ SD

Groups of Questions

Before Lesson  After Lesson p-value

Food and Foodborne Diseases 87.5+12.1 98.1+2.8 0.009"
Personnel Hygiene 92.8+5.7 97.3+3.3 0.014"
Kitchen and Equipment 90.9+6.4 95.9+4.0 0.014"
Contamination 85.6+4.9 95.6 + 4.7 0.000"
Temperat_ure Control and Food 7374226 90.2 4 9.6 0.010°
Preservation

Average Food Safety Knowledge Level  85.8% + 14.2 95.4% + 6.1 0.000"

“p<0.05

4.1. Food and Foodborne Disease

Managers and employees of businesses where food and beverage production take place must
be knowledgeable and conscious about food and foodborne diseases for safe food production
and service. After the lesson, the average knowledge level of the students about food and
foodborne diseases is the highest with 98.1% compared to other fields. All students are aware
that food safety is important for a healthy society. Interestingly, 62.7% of our students think
that consuming raw milk or eggs is healthier and more beneficial than pasteurized milk or
cooked eggs, while 88.2% of our students think that consuming raw eggs and milk does not
pose any disease risk. Unfortunately, this also means that 11.8% of students are unaware of
the potential dangers of raw milk and eggs, and 37.2% find raw milk and eggs healthier.
When evaluated in terms of milk, milk is not sold on the streets in developed countries.
However, 45% of the milk produced in Turkey in 2019 unlawfully took place in the informal
sector. This value shows that although it is forbidden, milk continues to be sold on the streets
(Mert, Artik, Dellal and Sireli, 2020). In addition, a study conducted in Turkey's province;
47.8% of consumers find their consumption of raw milk healthier and about 70% of
consumers buy milk from street vendors (Cebi, Ozyiirek and Tiirkyilmaz, 2018). In general,
the presence of this tendency makes it difficult to record milk production and consumption,
and affects hygiene thinking on this subject.

After taking the lesson, 96.1% of students learned about the potential danger in these raw
foods, but still 8.8% of students consider raw milk and eggs healthy. In another study
conducted with university students, 78% of students in the health or food department group
stated that drinking raw egg is highly risky for food poisoning, while students in the non-
health or non-food departments answered this question correctly at a lower rate (57.4%) and
similarly, this situation has been identified as an information gap (Ozilgen, 2011). In order
to avoid diseases caused by raw food, there is a need to focus on the hazards of raw animal
products and put more emphasis on possible hazards in this regard. Other findings regarding
food and foodborne illness are that 26.5% of students do not know that eating intact mouldy
food is dangerous, and 19.4% of students do not know that bulging or dented can is
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dangerous for canned foods. After the lesson, 98-100% of students were aware of the dangers
of mouldy foods or deformed canned food. When evaluated in general, it has been
determined that culinary program students are as knowledgeable about food and food-borne
diseases as tourism students (Ertopgu et al., 2019).

4.2. Personnel Hygiene

Deviation of personnel from health and hygiene protocols is shown as regular sources of
food-borne outbreaks in food and beverage businesses (Clayton, Clegg Smith, Neff, Pollack
and Ensminger, 2015). In this context, the personnel hygiene section focuses on health and
hygiene practices such as personal care, hand washing, use of gloves, use of accessories, use
of personal shoes and clothes, and involvement in work while sick. Students' knowledge of
personnel hygiene group was at a higher level (92.8%). All students knew those food
employees should pay attention to their personal hygiene for food safety, but there was a
lack of knowledge about hygienic practices (washing hands after contact, etc.) that pose a
risk of cross-contamination, and that personnel is a source of microorganisms.

83.3% of the students were aware that hands should be washed with disinfectant soap and
warm running water after handling raw meat and vegetables. The research findings show
that 16.7% did not have this information about hand hygiene, but the rate of not knowing
after the lesson period decreased to 5.9%. More than 95% of the students knew that they
should use separate shoes and clothing in the food production area and that they should not
work in the food production and service area in case of illness such as diarrhoea, cold, and
flu. Similarly, in studies conducted for kitchen staff in hotel establishments in Turkey, it has
been determined that many employees are conscious about changing clothes and disease
(Sanlier et al., 2010; Unliionen and Cémert, 2013). However, 8.88% of the participants
thought that not all personnel, even if they were healthy, are carriers of microorganisms, and
therefore it was determined that they had insufficient information about the contamination
of food by microorganisms originating from the personnel. Similar to the finding obtained,
Unliiénen and Cémert (2013) showed that 7.3% of hotel kitchen employees have insufficient
knowledge about the microorganism carrier of the personnel and contamination. Giritlioglu
et al. (2011) reported that fewer culinary students (72%) knew the information that bacteria
causing food poisoning were not carried only by sick people. In this context, it is important
to know the sources of contamination of food, as well as the hygiene practices that the
personnel should do, and to learn how to prevent contamination with the measures taken and
the hygiene practices.

4.3. Kitchen and Equipment

Ensuring food safety cannot be evaluated separately from the environment where food is
stored, produced, and serviced. The kitchen where food is produced, and the hygiene and
usage patterns of tools and equipment used in the preparation, cooking, service of food and
beverage affect food safety. Regarding the kitchen area, 92.2% of the students knew that the
dishwashing area should not be in the food preparation area, 96.1% knew that there should
not be unreachable points in terms of cleaning in the kitchen. After the training, these
information rates increased to 98%. However, knowledge about the application in the
kitchen or the use of kitchen equipment was known at a lower level. For example, 17.6% of
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the students did not think that cleaning materials should be stored separately and that there
is a possible chemical hazard. Sanlier and Tun¢ Hussein (2008) found that 8.7% of the hotels
do not have a cleaning warehouse, while 99.3% of the employees in food and beverage
businesses never store cleaning materials and food in the same place in their study. Among
the statements about the kitchen and equipment after the lesson, the rate of correct answers
to the statement about the storage of cleaning materials is at the lowest level (88.2%). This
has led to the conclusion that it is necessary to focus on the issues of chemical hazard
contamination of food and to evaluate the possibilities for possible chemical contamination.

There may be poor hygiene conditions due to usage patterns at the service stage of food.
Equipment used during service should be handled by the handles, and the surface that will
come into contact with food should not be touched. Spoon, fork, and knife sets should be
carried in a clean cloth, on the tray or on the serving plate, and not with bare hands (Artik et
al., 2017). The finding in this area is that while only 83.3% of the students knew that forks,
spoons, and knives should not be held by the mouthparts during service, this rate increased
to 93.1% after the training.

4.4. Contamination

Food hazards can be contaminated directly or indirectly to the food and beverages through
various sources. Informing food employees and managers about contamination is one of the
important steps for food safety. In this context, information on possible contamination and
cross-contamination in the kitchen and in the service was also questioned. 85.3% of the
students knew that preparations of different food groups such as meat, vegetables, and
pastries should be made on separate counters. In a similar question for cookery students in
Turkey, 60.1% of the students knew that it is unsafe for meat and vegetables to be chopped
up on the same cutting board (Giritlioglu et al., 2011). Another finding of our study is that
23.5% of the students thought that they could heat the unconsumed meals and serve them
again. Although contamination and cross-contamination prevention measures are much
better known, the inconveniences of re-serving the food and the effect of possible
contamination are not still understood by some of the students (12.7%) after taking the
lesson.

Raw and cooked foods should be prepared in a way that they do not come into contact with
each other and then kept separate from each other in a way to prevent cross-contamination.
86.3% of the students had knowledge about not storing raw and cooked foods together. In a
study on food safety among university students from different disciplines in Saudi Arabia,
only 78.3% of females and 50.9% of male students knew that cooked and uncooked food
should not be stored in the same refrigerator (Al-Shabib, Husain and Khan, 2017). Except
for the question of reheating and serving the food again, over 94% of students answered the
questions about contamination and cross-contamination correctly after the training. All
students have learned that the preparation of raw and cooked foods should be done on
separate counters and that previously cooked meals should not be mixed with newly cooked
meals.
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4.5. Temperature Control and Food Preservation

The progress of different food and beverages towards service in the kitchen is different from
each other. In this process, any food is exposed to different temperatures and times by
cooking, cooling, freezing, thawing, and waiting until it is served. Lack of knowledge of the
temperatures to which food is exposed leads to the multiplication of bacterial pathogens and
survival in food and the development of foodborne diseases (Shapiro et al., 1999). From the
results obtained in this group, it was revealed that there was a lack of knowledge in this area.
“Although the lack of knowledge on this group has been a bit eliminated after taking the
lesson, it has still maintained the lowest food safety knowledge (90.2%). This situation
reveals the lack of knowledge of the students although they pass the course and it becomes
a worrying situation regarding food poisoning. Similarly, Hertzman et al. (2011) showed
that food safety education increased some food safety knowledge but detected that most
students failed to recognize proper temperatures for food preparation, reheating, and serving.
In another study of food safety knowledge among food handlers in three European countries,
it was found that the lowest information was available on the adequate temperature for
cooking, storing, and holding food (Smigic et al., 2016). Similarly, Bas et al. (2006) reported
that food processors in food handlers in Turkey lack information about critical temperatures.
For these reasons and determinations, temperature control should be emphasized in all kinds
of food safety education for the control of foodborne diseases and it is beneficial to diversify
and increase the examples related to possible scenarios in the food chain.

In addition to Table 2, the number of students who gave correct answers about the
temperature control and food preservation knowledge group is given in the graphic in Figure
1. In this study, 89.2% of the student knew that cold foods such as milk desserts should be
kept below 10 ° C, while only 75.5% of the students knew that hot meals should be kept at
least 65 °C until or during service. One of the most important findings in this study was that
only a very small percentage of the students (20.6%) knew that frozen foods should not be
thawed at ambient temperature by placing them on the kitchen counter. Similarly, studies
conducted with university students in China (Luo et al., 2019) and cookery students in
Turkey (Giritlioglu et al., 2011), it was revealed that the level of knowledge about thawing
frozen foods was low at 42% and 29.3%, respectively. In a study conducted by Baser et al.
(2016), only 45.9% of the service and kitchen staff working in 4-5 star hotels in Turkey
know the correct application of thawing frozen foods.
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Frozen foods should be stored at -18°C. 89 96
Frozen food can be defrosted on the... 21 73
Frozen food can be refrozen after... 89 100
Microorganisms are killed by freezing... 56 78
Refrigerator temperature slows down the... 80 98
Cold foods such as milk desserts should... 91 93
Egg foods, dairy foods, meat, and meat... 86 92
Hot meals should be kept at a... 7 98
Pasteurization and sterilization are the... 88 100

Number of students
Number of students who answered correctly
before the lesson

Figure 1. The number of students who gave correct answers to the temperature control and food
preservation knowledge group (n = 102)

Other findings obtained in the study were that 87.3% of the students knew that the frozen
foods should be stored at -18 °C and that frozen food should not be re-frozen after dissolving.
However, almost half of the students (45.1%) stated the incorrect opinion that ice cream kills
microorganisms, whereas 78.4% of the students were correct that the refrigerator slowed
microbial growth. About this subject, only 11% of university students in Sweden
(Marklinder et al., 2020) and 64% of university students in Lebanese (Hassan and Dimassi,
2014) knew that the bacteria would not be killed by freezing. After taking the lesson, 96.1%
of the tourism management students learned the effect of the refrigerator, while 76.5% of
them learned the effect of freezing. Students had a better understanding of the effect of
refrigerator on microbial activity than the effect of freezing on microbial activity. However,
almost Y4 of the students still do not understand the effect of freezing on microbial activities.

It has been determined that students' views on critical temperatures, freezing and thawing of
foods, which will determine their attitudes in food preparation and processing practices, are
not clear enough and there is a lack of knowledge on these issues. When evaluated in general,
although the average level of knowledge increased by 22.4% after the food safety and
hygiene lesson, it was concluded that more emphasis should be placed on temperature
applications in the food production process, food preservation methods, and food processing
in food safety education.

5. CONCLUSION

The key to ensuring food safety in tourism is to train and use trained and qualified personnel
in the relevant field. With the information obtained from this research, knowledge gaps in
some critical areas of food safety and hygiene for tourism undergraduate students have been
identified especially before education. Present study showed that with a lesson like food
safety and hygiene, deficiencies in food safety information can be overcome. At this point,
within the scope of the training, it has come to the forefront to fill the identified gaps by
focusing especially on temperature control, food processing and food preservation, and to
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combine the messages on contamination with practical examples. In this direction, training
materials focused on these critical issues should be created.

One of the effective ways to ensure food safety is to include such lessons in current education
programs. Thus, teaching lessons aimed at improving the knowledge and awareness of
tourism management students on hygiene and food safety can be used as a tool for risk
communication and eliminating deficiencies. This is especially important in reducing the
risk of food poisoning. It is important to improve the training content and evaluate its
reflection on the sector by evaluating the feedback of such studies and active field studies
and the reasons for the occurrence of foodborne diseases. There should be a partnership
between departments such as tourism management in universities where food contact
workers are trained and the food and beverage industry and the evaluation of the training
given in the relevant departments to ensure food safety and protect public health should be
continued.

The practical equivalent of food safety education was not evaluated in this study and the data
were obtained from self-declared results. In addition, this study is limited to a sample of
students from only one university. In future studies, the sampling area can be expanded and
the knowledge of students from different universities can be compared. Future research
should also focus on the reflection of food safety education on behavioural development,
conducting observational studies, its counterpart in the industry, and the extent to which the
tourism industry offers these practices.
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OZET

Bu arastirma hedonik ve faydaci degerlerin tiiketici tatmini ve davranigsal niyetler
arasindaki iligkiyi incelemeyi amaglamaktadir. Bu amag¢ dogrultusunda Tiirkiye’de
yasayan, en az bir defa etnik restoranda yemek yeme deneyimine sahip olan 393 kisiye
anket uygulanmistir. Verilerin analizinde Olglim degiskenlerin tutarliligi  ve
giivenilirliginin tespit edilmesi amaciyla dogrulayici faktor analizi (DFA) uygulanmistir.
Sonrasinda yapisal esitlik modellemesi (YEM) ile arastirma modelinin yeterliligi ve
hipotezlerin gegerliligi test edilmistir. Elde edilen bulgular incelendiginde hedonik deger
degiskeninin etnik restoranlardaki tiiketici tatminini ve davranissal niyeti istatistiksel
olarak anlamli ve pozitif yonde etkiledigi tespit edilmistir. Faydaci deger degiskeninin
ise tiiketici tatmini lizerinde anlamli ve pozitif yonlii bir etkisi bulunurken davranissal
niyet iizerinde anlamli bir etkisinin bulunmadig1 ve her iki degisken lizerinde de hedonik
degere gore daha az etkili oldugu tespit edilmistir. Ayn1 zamanda tiiketici tatmininin
davranigsal niyetler iizerinde pozitif yonlii bir etkisinin oldugu elde edilen bir diger sonug
olarak dikkat ¢gekmektedir.

Anahtar Kelimeler: Hedonik deger, faydaci deger, tiiketici tatmini, davranigsal niyetler,
etnik restoranlar

ABSTRACT

In this research, it is aimed to examine the relationship between hedonic and utilitarian
values, consumer satisfaction and behavioral intentions in ethnic restaurants. Following
the aim, the research uses a questionnaire that is one of the quantitative methods The
population of the study consists of ethnic restaurant customers living in Turkey, and the
sample of the study consists of 393 consumers who were determined by convenience
sampling method and had at least one experience of eating in an ethnic restaurant. In the
analysis of the data, confirmatory factor analysis (CFA) was applied to determine the
consistency and reliability of the measurement variables. Afterwards, the adequacy of
the research model and the validity of the hypotheses were tested with structural equation
modeling (SEM). As a result, it has been determined that the hedonic value variable has
a statistically significant and positive effect on consumer satisfaction and behavioral
intention in ethnic restaurants. While the utilitarian value variable has an effect on
consumer satisfaction, it has been determined that it has no significant effect on
behavioral intention and has less effect than hedonic value. At the same time, it draws
attention as another result that consumer satisfaction behavioral intentions and has a
positive effect on behavioral intentions.

Keywords: Hedonic value, utilitarian value, consumer satisfaction, behavioral
intentions, ethnic restaurants
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1. GIRIS

Uluslararasi igletmelerin biiylimesi ve diinya ¢apinda bir¢ok gezginin bulunmasi, ¢esitli
etnik restoranlarin yer aldig1 ¢ok kiiltiirlii bir toplumun olugmasina neden olmustur. Cok
sayida tiiketicinin kendi kiltlirlerini yansitan ve kendine has deneyim sunan bu etnik
restoranlara olan ilgisi de giin gectik¢e artmaktadir (Liu, Ting ve Ringle, 2021). Dolayisiyla
etnik restoranlar bir¢ok iilkede giderck daha da popiilerlesmeye baslamistir (Batra, 2008).
S6z konusu etnik restoranlarda elde edilen tiiketim deneyimi, bir destinasyonun kimlik ve
gastronomik kiiltiirii hakkinda farkindalik yaratmanin da 6nemli bir araci haline gelmistir
(Ingerson ve Kim, 2016). Buradan yola ¢ikarak etnik restoranlarin sundugu etnik gidalarin
bir kiiltiir iiriinii oldugu sdylenebilmektedir (Liu, Ting ve Ringle, 2021). Insanlar da farkl:
ilke ve kiiltlirlere ait olan bu yiyeceklere ve egzotik tatlara ilgi duymaya baglamis ve bu
tiriinleri deneyimlemek igin bir arayisa girmislerdir (Jang ve Ha, 2015; Liu vd., 2018).
Tiiketicilerin etnik {iriinler sunan restoranlarda elde ettigi kiiltiirel deneyimler sonucunda
farkl1 deger algilart meydana gelmektedir. Onemli ve arzu edilen hedefleri temsil eden bu
degerler (Nejati ve Moghaddam, 2013), genel olarak hedonik ve faydaci degerler olarak iki
boyutta ele alinmaktadir (Wang, 2010). Bu degerlerin tiiketici tatmini ve davranigsal
niyetlerle olan iligkisi bir¢ok farkli caligmaya da konu olmustur.

Literatiir incelendiginde hedonik ve faydaci degerlerin, davranigsal niyet ve tiiketici tatmini
kavramlariyla olan iliskisinin restoran sektorii kapsaminda ele alindig1 ¢alismalarin (Park,
2004; Namkung ve Jang, 2007; Ryu vd., 2010; Nejati ve Moghaddam, 2013; Hanzaee ve
Rezaeyeh, 2013; Josiam ve Henry, 2014; Basaran ve Biiylikyilmaz, 2015; Demir, 2020) daha
cok fast food, fast-casual, orta, liiks segment ve eglendirici deneyim sunan restoran tiirleri
tizerine odaklandigr goriilmektedir. Etnik restoranlarla 1ilgili yapilan calismalara
bakildiginda ise uluslararasi yazinda iki (Ha ve Jang, 2010; Liu, Ting ve Ringle, 2021)
calisma yer alirken, yerli yazinda s6z konusu konuyla ilgili etnik restoranlar kapsaminda
yapilan bir ¢aligmaya rastlanmamaktadir. Calismanin bu alandaki eksikligi doldurarak
literatiire katki saglayacagi ve ileride yapilacak benzer ¢alismalara kaynak olabilecek bir
calisma olabilecegi diisiiniilmektedir. Bu agidan tiiketicilerin algiladigi hedonik ve faydaci
degerler, davranissal niyet ve tiiketici tatmini, etnik restoran kavramlar1 hakkinda bilgilerin
verilmesi ve aralarindaki iligkinin incelenmesi amaciyla bu ¢alisma gergeklestirilmistir.

2. KAVRAMSAL CERCEVE
2.1. Hedonik (Hazci) ve Faydaci (Yararci) Degerler

Insanlar igin tiiketim artik ister sadece zevk icin isterse yalmizca ihtiyaca dayali olsun,
yasamin giinliik bir islevi haline gelmistir (Josiam ve Henry, 2014). Arastirmacilar da bu
duruma istinaden uzun yillardir tiiketici degerini daha iyi anlamak i¢in bu dogrultuda
kapsamli ¢alismalar yapmaktalardir. Arastirmacilarin tiikketici deneyimlerine artan bu ilgisi
sonucunda yapilan ¢alismalarla tiiketim faaliyetinin hem hedonik hem de faydaci sonuglar
drettigini (Babin, Darden ve Griffin, 1994) ve tiiketici tercihlerinin bu degerler
dogrultusunda yonlendirildigi sonucu ortaya c¢ikarmistir (Dhar ve Wertenborch, 2000).
Cesitli bilesenler igeren ve birkag¢ farkli boyuttan olusan deger algis1 (Smith ve Colgate,
2007; Okazaki, 2008), hedonik ve faydaci iki deger olarak kavramsallastirilmis ve bu sekilde
genis bir kavram olarak goriilmesi gerektigi ileri siirtilmiistiir (Wang, 2010).
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Batra ve Ahtola (1991)’ya gore tiiketiciler iki basit sebepten dolay1 mal ve hizmet satin alir
ve tiiketim eylemi gergeklestirirler; bunlar hedonik ve faydaci nedenlerden dolay1 yapilan
tiketimdir. Faydaci deger 6zilinde biligsel ve hedef odakli olup islevsel ve fonksiyonel bir
getiri beklenirken (Dhar ve Wertenbroch, 2000); hedonik deger haz odaklidir ve kiginin
servis veya tirlinden elde ettigi tiiketici deneyimine duygusal yonlerden baglidir (Hirschman
ve Holbrook, 1982; Babin vd., 1994). Dhar ve Wertenbroch (2000), bu durumu su sekilde
orneklendirmektedir: Satin alacagi yeni bir araba i¢in se¢im yapmak isteyen bir tiiketici,
arabanin yaptig1 yol gibi faydaci bir 6zellik ya da spor bir tasarima sahip olup olmadigiyla
ilgili tamamen hedonik nitelige gore degerlendirme yaparak tercihini olusturmaktadir. Ha ve
Jang (2010), Amerikali tiiketicilerin ABD'deki Kore restoranlarinda yemek deneyimleriyle
ilgili deger algilarini inceledikleri ¢alismalarinda 6zellikle hedonik ve faydaci degerlerin
tiikketici tatmini ve davranigsal niyetleri etkiledigini, tiiketicilerin faydaci degerlere hedonik
degerden daha fazla 6nem verdigi sonucuna ulagsmislardir. Tiiketicilerin sadece besleyici ve
lezzetli yiyecek tiiketmekle kalmadigini, bunu gerceklestirirken ayni zamanda heyecan
verici anlar yagamak ve eglenmek istediklerini belirtmislerdir (Ha ve Jang, 2010).
Dolayisiyla tiiketiciler, aligveris yapmay1 gerekli kilan {iriinii satin alarak faydaci degeri
algilarken, ayn1 zamanda aligveris deneyiminin keyfiyle iligskili hedonik degeri de
algilayabilmektedir (Carpenter, 2008). Bir baska calismada Park (2004), fast food
restoranlarini ziyaret eden Kore'deki tiiketicilerin degerleri ile fast food restoranlarinin
Onemi arasindaki iliskileri arastirmis ve tiiketici degerlerinin hedonik ve faydaci olmak tizere
ikiye ayrildigini, Koreli tiiketicilerin fast food restorani segerken daha ¢ok hedonik degerleri
onemsedigiyle ilgili ciddi kanitlara ulasmistir. Bu dogrultuda arastirmanin 6nerilen ilk
hipotezleri sunlardir:

Hedonik
Deger

Tiiketici
Tatmini

Davramgsal
Niyetler

Faydaci
Deger

H!. Algilanan hedonik degerin yemek deneyimlerinde tiiketici tatmini {izerinde olumlu bir
etkisi vardir.

Sekil 1. Aragtirma Modeli

H2. Algilanan faydaci degerin yemek deneyimlerinde tiiketici tatmini iizerinde olumlu bir
etkisi vardir.

H3. Algilanan hedonik degerin yemek deneyimlerinde davranissal niyetler iizerinde olumlu
bir etkisi vardir.

H*. Algilanan faydaci degerin yemek deneyimlerinde davranissal niyetler iizerinde olumlu
bir etkisi vardir.
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Hizmet ortaminda algilanan degerlerin roliinii tam olarak anlamak i¢in, algilanan degerlerin
tiikketici tatmini ve davranmigsal niyetler gibi tiikketim sonrasi yanitlarla da nasil bir iliskisi
oldugunu anlamak cok onemlidir (Ha ve Jang, 2010). Dolayisiyla tiiketici tatmini ve
davranigsal niyet kavramlariin agiklanmasi 6nem teskil etmektedir.

2.2. Tiiketici Tatmini (Memnuniyeti) ve Davranigsal Niyetler (Egilimler)

Tatmin kavramu tiiketimi gergeklestirilen hizmet veya liriiniin tiiketicinin bazi ihtiyag, hedef
veya isteklerini yerine getirmesi ve bu yerine getirmenin olusturdugu haz olarak
tanmimlanabilmektedir (Oliver, 1999). Uriin veya hizmeti satin aldiktan veya kullandiktan
sonra tiiketici, satin alma deneyiminden ve iirlin/hizmetten elde ettigi performansi ilk
beklentilerine gore degerlendirir. Degerlendirme sonucunda tatmin olma veya olmama
durumu gergeklesmektedir. Bu degerlendirme sonrasinda tiiketicinin satin alma deneyimi,
tiriin veya hizmetle ilgili beklentileri karsilanmis ise bir tatmin durumu olusmaktadir. Olusan
tatmin durumu, satin alma deneyimine, {liriine/hizmete karsi1 olumlu bir tutuma yol agar ve
gelecekteki satin alma niyetlerini olumlu yonde etkileyebilmektedir. Ancak bu durumun tam
tersinin gerceklestigi ve tiiketicinin beklentilerinin karsilanmadigi bir senaryoda tatminsizlik
olusabilmekte ve bu da satin alma ile ilgili niyetleri olumsuz bir sekilde etkileyebilmektedir.
(Carpenter, 2007; Ha ve Jang, 2010; Namkung ve Jang, 2007). Bu durumda arastirmanin bir
diger hipotezi de su sekildedir

H®. Tiiketici tatmininin davranissal niyetler iizerinde olumlu bir etkisi vardur.

Davranigsal niyet, bir kisinin gelecekte belirli bir davranisi gergeklestirmek veya
gerceklestirmemek icin bilingli sekilde planlar formiile etmesi olarak agiklanabilir (Hanzaee
ve Rezaeyeh, 2013). Davranigsal niyetler olumlu ve olumsuz olarak iki farkli kategoride ele
alinabilir. Olumlu niyetler, tatmin olunan {riin veya hizmeti baskalarina da Onermek,
hakkinda olumlu konusmak, sirkete daha fazla para harcamak ve sadik kalmak gibi
davraniglar igerirken; tam tersi bir senaryoda sirkete daha az para harcama yapmak, hakkinda
negatif konusma, yasal islem baslatma gibi olumsuz durumlar da davranmigsal niyetlerin
icinde yer alir (Ladhari, 2009). Arastirmanin odag1 olan hedonik ve faydaci deger, tiiketici
tatmini ve davramigsal niyet kavramlarinin agiklanmasinin ardindan arastirmanin son
hipotezleri de su sekilde 6zetlenebilir.

HO. Algilanan faydaci deger, tiiketici tatmini {izerinde algilanan hedonik degere gore daha
giiclii bir etkiye sahiptir.

H’. Algilanan faydaci deger, davranissal niyetler iizerinde algilanan hedonik degere gore
daha giiglii bir etkiye sahiptir.

Olusturulan bu hipotezler etnik restoranlarda yemek yeme deneyimine sahip katilimcilardan
elde edilen veriler neticesinde sinanmuistir.

2.3. Etnik Restoran Kavrami

Etnik yiyeceklere olan talep etnik cesitlilik, kiiresel kaynakl yiyecekler, kiiltiirel deneyimler
ve medyanin insan iizerinde etkileri gibi bir¢ok farkli nedenden dolay1 artis gostermektedir
(Clemes, Gan ve Sriwongrat, 2013). Bu talep dogrultusunda etnik restoranlar, etnik
yiyecekler gibi konular 6nem kazanmis ve bu konularin ele alindig1 birgok farkli ¢calisma

525



T

Gastroia: Journal of Gastronomy and Travel Research, Vol. 5, Issue 3, 522-539, 2021
Hedonik ve Faydaci Degerlerin Tiiketici Tatmini Ve Davranissal Niyetlere Etkisi: Etnik Restoranlar Ornegi
Duran CANKUL, Anil KURT, Mustafa Cagatay KIZILTAS

yapilmistir. Bu ¢caligmalara bakildiginda etnik yiyecekler farkli sekillerde tanimlanmaktadir.
Utami (2004), etnik yiyecekleri ait oldugu bolgenin niteliklerini barindiran ya da bu egilimde
olan bolgeye 0zgii bir mutfak olarak tanimlamaktadir. Baska bir ¢alismada ise etnik
yiyecekler, bitkilerden veya hayvanlardan elde edilen {iriinlerin yerel igerikleri hakkindaki
bilgilerini kullanan bir etnik grubun mirasindan ve kiiltiiriinden gelen yiyecekler olarak
tanimlanir (Kwon, 2005). Bu kapsamda etnik restoranlar da tanimi yapilan yiyecek ve
tiriinlerin kullanilmasiyla hazirlanan boélgeye ait yemeklerin sunuldugu (Cevizkaya, 2015;
Stinnet¢ioglu, Yildirnm ve Bertecene, 2019) aynm1 zamanda menii, miizik, dekor ve
mimarisiyle o kiiltiiriin 6zelliklerinin yansitildig1 yerler olarak adlandirabilmektedir

(Kogbek, 2005; Teyin vd., 2017). Ornek vermek gerekirse Mevlevi, Cerkes, Osmanli,
Meksika, Italya, Japonya, Hint gibi farkli mutfak kiiltiirtine ait yiyecek ve igeceklerin

sunuldugu restoranlar etnik restoran grubunda yer almaktadir (Angelo ve Vlademir, 2001;
Petek, 2007).

3. ALANYAZIN

Literatiir incelendiginde hedonik ve faydaci degerlerin davranissal niyet ve tiiketici tatmini
tizerindeki etkilerinin arastirildigt pek ¢ok farkli alanda calismaya rastlanmistir. Fakat
bunlarin sayica smirli bir kismi restoranlarla ilgili yapilmis olup, bu konuyla ilgili yapilan
calismalar su sekildedir.

Park (2004), Kore'deki fast food restorani tiiketicilerinin degerleri ile fast food
restoranlarinin 6nemi arasindaki iliskileri arastirmislardir. Sonuglar tiiketici degerlerinin
hedonik ve faydaci olmak iizere iki gruba ayrildigin gostermistir. Koreli tiiketicilerin fast
food restoram1 segerken daha c¢ok hedonik degerleri dnemsedigiyle ilgili ciddi kanitlar
bulmuslardir.

Namkung ve Jang (2007), orta ve liiks segmentte bulunan restoranlarda yiyecek icecek
kalitesinin tatmin ve davranigsal niyetlerle iliskili olarak nasil algilandigini arastirmislardir.
Calismanin sonucunda genel yiyecek icecek kalitesinin tliketici tatmini ve davranigsal
niyetleri 6nemli dlglide etkiledigini ve ayrica yiyecek icecek kalitesi ile tliketici davranis
niyetleri arasindaki iliskiye tatmin hissinin aracilik ettigine ulagilmastir.

Ryu vd. (2010), fast-casual restoran endiistrisinde hedonik ve faydaci degerler, tiiketici
tatmini ve davranigsal niyetler arasindaki iligskiyi incelemislerdir. Bulgularinda, hedonik ve
faydaci degerlerin tiiketici tatminini énemli 6lciide etkiledigini ve bu tiiketici tatmininin
davranigsal niyetler iizerinde 6nemli bir etkiye sahip oldugu sonucuna ulagmislardir. Ayni
zamanda faydaci degerin hem tiiketici tatmini hem de davranigsal niyet lizerinde hedonik
degere gore daha biiyiik bir etkiye sahip oldugu belirtilmistir.

Ha ve Jang (2010), Amerikali tiiketicilerin ABD'deki Kore restoranlarinda yemek
deneyimleriyle ilgili deger algilarii inceledikleri calismalarinda 6zellikle hedonik ve
faydaci degerlerin tiiketici tatmini ve davranissal niyetlere etkileri ilizerinde durmuslardir.
Genel olarak bakildiginda, Amerikal tiiketicilerin Kore restoranlarinda faydaci degerlere
hedonik acidan daha fazla deger verdigi sonucuna ulasilmistir.

Hanzaee ve Rezaeyeh (2013), iiniversitedeki fast-food restoraninda yemek yiyen 6grenciler
evreninde yaptiklari caligmada hedonik ve faydaci degerlerin miisteri memnuniyeti tizerinde
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dogrudan bir etkiye sahip oldugu ve faydaci degere karsi hedonik degerin davranissal
niyetler iizerinde dogrudan bir etkisi olmadig1 sonucuna ulasmislardir. Hedonik degerin
miisteri memnuniyeti {izerinde faydaci degerden daha biiylik bir etki gosterdigi ve faydaci
degerin davranissal niyetler lizerinde hedonik degerden daha biiyiik bir etki gosterdigi de
elde ettikleri bir diger bulgudur.

Liu, Ting ve Ringle (2021), takdir etmenin miisterinin davranigsal niyeti iizerindeki etkilerini
incelemeyi amagladiklart calismalarinda faydaci deger, hedonik deger ve Kkiiltiirel
motivasyonun takdiri olumlu etkiledigini ve bunun da davranissal niyeti olumlu etkiledigini
sonucuna ulagsmislardir. Ayn1 zamanda faydaci deger ve hedonik degerin de davranigsal
niyeti dogrudan ve olumlu olarak etkiledigini tespit etmislerdir.

Josiam ve Henry (2014), eglenceli bir deneyim sunan restoranlarda yemek yiyen
tilkketicilerin hedonik ve faydaci motivasyonlarin1 aragtirmiglardir. Caligma sonucunda
katilm yapisini kullanarak eglenceli deneyim restoranlarindaki tiiketicilerin profilini
tanimlanmis, hedonik ve faydaci motivasyonlar1 belirlenmis ve sonug olarak eglenceli
deneyim sunan restoranlarda tiiketicilerin birincil nedenleri gosterdigine ulagilmistir.

Basaran ve Biiyiikyilmaz (2015), fast-food ve fast-casual restoran sektorlerinde faydaci ve
hedonik degerlerin geng tiiketicilerin memnuniyeti ve davranigsal niyetleri lizerindeki
etkilerini incelemislerdir. Calismanin sonucunda faydaci ve hedonik degerlerin hem fast-
food hem de fast-casual restoran sektorleri igin memnuniyet ve davranigsal niyetler iizerinde
onemli etkileri oldugu sonucuna ulasilmistir. Buna ek olarak, memnuniyetin fast-food
restoran sektoriinde davranigsal niyetler lizerinde, fast-casual restoran sektoriine kiyasla
daha fazla etkisi oldugu goriilmiistiir.

Demir (2020), calismasinda hedonik ve yararci tiiketim degerinin tiiketicilerin fast food
restoranlari ile ilgili memnuniyetleri ve davranigsal niyetleri tizerindeki etkisini tespit etmeyi
amaclamistir. Yapilan caligmanin sonucunda hedonik ve yararci tiiketim degerleri,
memnuniyet ve davranigsal niyetler arasinda iliski oldugu ve bu degerlerin fast food
tiiketicilerin restoranlarindaki memnuniyet ve yeniden ziyaret etme niyeti iizerinde etkisi
oldugu tespit edilmistir

Turizm sektorii ve restoranlarla ilgili olmayan fakat literatiirii olusturan diger ¢alismalar da
su sekildedir.

Hirschman ve Holbrook (1982), hedonik tiiketimi tanimlamis, sonrasinda geleneksel ve
hedonik goriisler arasindaki farklara deginerek konuyu tartismislardir. Sonug olarak hedonik
bakis acisinin tiiketici davranist lizerine pazarlama arastirmalarini tamamlama ve
genisletmedeki yararina deginmislerdir.

Batra ve Ahtola (1991), tiiketici tutumlarinin {iriin kategorilerine ve kategorilerdeki farkl
markalara yonelik hedonik ve faydact boyutlar1 Olgen genellestirilebilir bir 6lgek
gelistirmislerdir. Sonuglar, hedonik ve faydaci yapilarin marka tutumunun iki farkli boyutu
oldugunu ve tasarlanan 6l¢ek ile giivenilir ve gecerli bir sekilde 6l¢iildiiglinii gostermistir.

Babin, Darden ve Griffin (1994), aligverisin yaygin tiikketim deneyiminden elde edilen her
iki degeri (faydaci ve hedonik) de dlgen bir dlgek gelistirmislerdir. Sonuglar, farkli hedonik
ve faydaci aligveris degeri boyutlarinin var oldugunu ve bir dizi 6nemli tiiketim degiskeniyle
iligkili oldugunu gostermistir.
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Dhar ve Wertenborch (2000), tiiketici hedonik ve faydaci iirlinler arasinda se¢im yaparken
ki kararmni, gorevinin dogasindan nasil etkilendigini arastirmiglardir. Tutarli saha
aragtirmalar1 ve deneysel bulgular, pazar fiyatlarina kiyasla, hedonik otomobil sahiplerinin
araclarina goreceli olarak faydaci arag¢ sahiplerinden daha fazla deger verdigi sonucuna
ulagsmiglardir.

Smith ve Colgate (2007), pazarlamacilarin kendilerini tliketicinin goziinde pazardaki
digerlerinden ayirt etmenin yollarini arastirirken lizerinde diisiinmeleri i¢in yeni bir
kavramsal c¢erceve sunmuslardir. Bu ¢erceve mevcut olanlarin giiclii yonleri lizerine inga
edilmistir. Pazarlama stratejisinin tasarlanmasinda, yeni iirlin firsatlarinin taninmasinda ve
tiriin konsepti 6zelliklerinin gelistirilmesinde ¢ergevenin olasi uygulamasi tartisilmigtir.

Carpenter (2008), indirim magazalari i¢in faydaci ve hedonik aligveris degerini ve énemli
perakende ciktilar1 arasindaki karmasik iliskileri aragtirmistir. Faydaci ve hedonik aligveris
degerinin, rekabet¢i indirim magazasi sektoriinde tatmin, sadakat, agizdan agiza iletisim ve
satin alma pay1 gibi temel sonug¢ degiskenlerini etkiledigi saptanmaistir.

Wang (2010), hedonik ve faydaci degerin goreceli etkisindeki farkliliklarin tiiketicinin
internette bilgi arama ve aligveris niyetlerini etkileyip etkilemedigini aragtirmistir. Bulgular
hedonik degerlerin, tiiketici satin alma niyetiyle, bilgi arama niyetinden pozitif olarak daha
yiiksek bir iligkisi oldugunu ayni zamanda hedonik degerlerin erkek kullanicilarin bilgi
arama niyetlerini etkiledigini, ancak kadinlar etkilemedigini gostermistir.

4. YONTEM

Arastirmada anket teknigi kullanilmistir. Nicel aragtirmanin genel olarak istatiksel analizlere
dayanarak bulgular elde eden ve lireten bir arastirma yaklasimi oldugu soylenebilmektedir
(Corbin ve Strauss, 2015). Anket ise bir grup insandan bilgi toplama yOntemi olarak
tanimlanabilmektedir (Scheuren, 2004). Arastirmanin evrenini Tiirkiye’de yasayan ve en az
bir defa etnik restoranda yemek yeme deneyimine sahip kisiler olusturmaktadir. Bu
kapsamda amagli 6rneklem yolu ile internet lizerinden sosyal platformlar araciligiyla
ulagilan katilmcilar aragtirmanin  orneklem grubu olarak yer almaktadir. Orneklem
grubunun daha 6nce en azindan bir defa etnik restoranda yemek yeme deneyimine sahip olan
kisilerden olustugu soylenebilir. Bu durumun saglanmasi i¢in anket formunda ilk olarak
“Daha Once herhangi bir etnik restoranda yemek yediniz mi?” ifadeli kontrol sorusuna yer
verilmistir. Ankete yalnizca bu soruya evet yanit1 vermis kisiler devam edebilmistir. Bu
durumun arastirmanin hedef grubuna ulasilmasi ve arastirmanin daha saglikli sonuclar
vermesi i¢in dnemli oldugu sdylenebilir.

Anket iki boliimden olusmakta olup ilk boliimde demografik 6zellikler kapsaminda yas,
cinsiyet, medeni durum ve egitim derecesi, ikinci boliimde restoranlarda hedonik ve faydaci
degerlerin ayni zamanda tiiketici tatmini ve davramslar niyetlerle ilgili ifadelere yer
verilmistir.

Anket kapsaminda 17 soru belirlenmis olup katilimcilarin hedonik, faydaci, tiiketici tatmini
ve davranigsal niyetler ile ilgili ifadelere katilim derecelerini 6l¢mek icin 1 ile 5 arasi likert
tipi derecelendirme (1=Kesinlikle Katilmiyorum; 5=Kesinlikle Katiliyorum) kullanilmistir.
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Restoranlarda algilanan hedonik deger ve faydaci degerlerin dl¢limiinde Ha ve Jang, (2010)
ve Ryu vd., (2010) calismalarindan; davranissal niyetler ve tiiketici tatmini ile ilgili sorular
icin ise Ha ve Jang, (2010) ve Ryu vd., (2008, 2010) ¢alismalarindan yararlanilmis ve kaynak
olarak kullanilmistir. Olgiimde kullanilan ifadeler tablo 1°de yer almaktadir.

Tablo 1. Ol¢iimde Kullanilan ifadeler

Degiskenler Kisaltmalar ifadeler Kaynak
Hedonik Deger HD1 Etnik restoranin i¢ dizayni o kiiltiirii hissetmemi saglar.
HD2 Etnik restoranda arka planda ¢alan miizik beni eglendirir
HD3 Etnik restoranin ambiyansi, atmosferi benim i¢in dnemlidir Ha ve Jang,
HD4 Etnik restoranda yeme deneyimi sirasinda meniiden ne yiyecegimi(2010),
secmeye calisirken heyecan duyarim. Ryu vd., (2010)
HD5 Etnik restoranda fiyatlar daha yiiksek olmasina ragmen 1iyi, kaliteli
bir yerde yemek yemeyi isterim
HD6 Kendimi daha iyi hissetmek i¢in etnik restoranda yemek yemeyi
tercih ederim.
FaydaciDeger FD1 Etnik restoranda yemek yemek daha pratiktir.
Ha ve Jang,
FD2 Etnik restoranlarda yemek yemek tamamen para kaybidur. (2010),
Ryu vd., (2010)
FD3 Etnik restoranda yemek yemek daha ekonomiktir.
FD4 Etnik restoranlarda bir¢ok farkli yemek se¢eneginin olmasi hosuma
gider.
Tiiketici Tatmini  TT1 Etnik restoranlardaki genel yemek deneyimi tatmin edicidir.
TT2 Etnik restoranda aldigim genel his beni daha iyi bir ruh halineHa ve Jang,
sokmaktadir. (2010),
TT3 Etnik restoranda yemek yemekten memnuniyet duyarim. Ryu vd.,
TT4 Etnik restoranda yemek yerken gercekten eglenirim. (2008,2010)
Davranigsal Niyet DN1 Gelecekte tekrardan bir etnik restoranda yemek yemek isterim. Ha ve Jang,
(2010),
DN2 Etnik restoranlara gitmeyi arkadaslarima ve yakinlarima ‘[avsiyeRyu vd., (2008,
. 2010)
ederim.
DN3 Etnik restoranlar1 daha sik ziyaret etmek isterim.

HD: Hedonik Deger, FD: Faydac1 Deger, TT: Tiiketici Tatmini, DN: Davranigsal Niyet

Arastirma ig¢in veri toplama araci olarak hazirlanan ankete toplamda 419 kisi katilim
gerceklestirmistir. Eksik ve hatali yanitlarin ¢ikarilmasiyla 393 kisilik bir sayiya ulasilmig
ve analizler 393 katilimcinin yanitlar1 g¢ergevesinde gergeklestirilmistir. Tiim bu veriler
SPSS 25, SPSS AMOS 26 ve SMART PLS 3 paket programlari ile analiz edilmistir.

Arastirmadaki veriler (Anderson ve Garbing, 1988) tarafindan Onerildigi gibi iki adimh
prosediir kullanilarak analiz edilmistir. ilk olarak 6l¢iim degiskenlerinin (hedonik deger,
faydaci deger, tatmin ve davranigsal niyet) tutarliligi ve giivenilirliginin tespit edilmesi
amaciyla dogrulayici faktor analizi (DFA) uygulanmistir. Sonrasinda yapisal esitlik
modellemesi (YEM) ile arastirma modelinin yeterliligi ve hipotezlerin gegerliligi test
edilmistir.
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Tablo 2. Katilimcilarin Demografik Ozellikleri

Demografik Bilgiler Kategoriler Frekans (N=393)
N %
Cinsiyet Kadin 115 29,3
Erkek 278 70,7
Medeni Durum Bekar 291 74
Evli 102 26
Yas 18-25 192 48,8
26-35 136 34,6
36-45 36 9,1
46-55 17 4,3
55 ve uizeri 12 3,3
Egitim Durumu [Ikogretim 2 0,5
Lise 39 9,9
On lisans 42 10,6
Lisans 186 47,5
Lisansiistii 124 31,5

5. BULGULAR
5.1. Katilimci Profili

Arastirmaya katilim gosteren katilimcilara ait demografik ozellikler Tablo 2’de
gosterilmistir. Bu verilere bakildiginda goriildiigii gibi yarisindan fazlas1 %70,7 (n= 278)
erkek, %29,2’si (n= 115) kadin katilimcilardan olusmaktadir. Katilimcilarin %74’ (n=291)
bekar, %26’s1 (n=102) evli olup, %48,8 (n=192) 18-25 yas, %34,6 (n=136) 26-35 yas, %9,1
(n=36) 36-45 yas, %4,3 (n=17) 46-55 yas, %3 (n=12) 56 ve iizeri yas araliginda
bulunmaktadir. Katilimeilarin egitim durumlarina bakildiginda ise %0,5 (n=2) ilkdgretim,
%9,9 (n=39) lise, %10,6 (n=42) 6n lisans, %47,3 (n=186) lisans, %31,5 (n=124) lisansiistii
egitim derecelerine sahip olduklari tespit edilmistir.

5.2. Gegerlilik ve Giivenirlik Analizi Bulgular:

Bu kisimda aragtirma kapsaminda elde edilen verilerden hareketle yapilan gecerlilik ve
giivenirlik analizine iliskin bulgular Tablo 3’ de yer almaktadir.

Tablo 3. Giivenirlik Analizi Bulgulari

Ifadeler Ortalama Standart Hata gigzbigl(ﬁ?ﬁﬁ:%egeri
ifade 1 4,6 0,607 0,865
ifade 2 4.4 0,708 0,861
ifade 3 4,64 0,577 0,86
ifade 4 4,54 0,973 0,861
ifade 5 4,54 0,588 0,862
ifade 6 4,52 0,655 0,863
ifade 7 2,31 1,047 0,865
ifade 8 2,17 1,058 0,868
ifade 9 2,35 1,019 0,863
ifade 10 2,43 1,136 0,87
ifade 11 4,12 0,815 0,85
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ifade 12 4,1 0,862 0,849
ifade 13 4,15 0,822 0,849
ifade 14 4,14 0,833 0,848
ifade 15 4,6 0,623 0,861
ifade 16 447 0,714 0,856
ifade 17 4,42 0,738 0,859
Cronbach's Alpha 0,867

5.3. Faktor Analizi Bulgular

Arastirmada faktor yapilarinin belirlenmesi amaciyla toplanan verilere sirastyla agiklayici
ve dogrulayici faktor analizler uygulanmistir. Verilerin agiklayici faktdr analizine uygun
olup olmadigini tespit edebilmek amaciyla KMO katsayis1 ve Bartlett’s testi bulgulari
incelenmistir (KMO: 0,896 / Bartlett’s: 0,00 ve p<0,01). Her iki degerinde agiklayici faktor

analizine uygun oldugu gorilmiistiir.

Tablo 4. Agiklayic1 Faktor Analizi Bulgulari

Ifadeler Faktor Yiikii  Aciklanan Varyans Faktor Giivenilirligi Oz Deger
Tiiketici Tatmini

Etnik  restoranlardaki  genel yemek

deneyimi tatmin edicidir. 0,906 38,475 6,541
Etnik restoranda aldigim genel his beni

daha iyi bir ruh haline sokmaktadir. 0,898

Etnik restoranda yemek yemekten

memnuniyet duyarim. 0,908

Etnik restoranda yemek yerken gercekten

eglenirim. 0,898

Hedonik Deger

Etnik restoranin i¢ dizayni o kiltiri

hissetmemi saglar. 0,721 20,277 3,447
Etnik restoranda arka planda ¢alan miizik

beni eglendirir. 0,753

Etnik restoranin ambiyansi, atmosferi

benim i¢in 6nemlidir. 0,836

Etnik restoranda yeme deneyimi sirasinda

meniiden ne  yiyecegimi  se¢meye

calisirken heyecan duyarim. 0,725

Etnik restoranda fiyatlar daha yiiksek

olmasma ragmen iyi, kaliteli bir yerde

yemek yemeyi isterim. 0,653

Kendimi daha iyi hissetmek igin etnik

restoranda yemek yemeyi tercih ederim. 0,757

Faydaci Deger

Etnik restoranda yemek yemek daha

pratiktir. 0,926 12,533 2,131
Etnik  restoranlarda yemek  yemek

tamamen para kaybidir. 0,91

Etnik restoranda yemek yemek daha

ekonomiktir. 0,959
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Etnik restoranlarda birgok farkli yemek
seceneginin olmasi hosuma gider. 0,881

Davramigsal Niyet

Gelecekte tekrardan bir etnik restoranda

yemek yemek isterim. 0,787 5,951 1,012
Etnik restoranlara gitmeyi arkadaslarima

ve yakinlarima tavsiye ederim. 0,768

Etnik restoranlar1 daha sik ziyaret etmek

isterim. 0,835

Toplam agiklanan varyans 77,237

Tablo 4’te yer alan agiklayici faktor analizinde bulgulari incelendiginde toplam varyansin
%77’sini aciklayan dort faktorlii bir yap tespit edilmistir. Dort faktorlii yapr arastirmanin
amacina ve alanyazina gore; tiiketici tatmini, hedonik deger, faydaci deger ve davranigsal
niyet seklinde isimlendirilmistir. Agiklayic1 faktdr analizinin devaminda belirlenen dort
faktorlii yapinin kontroliiniin yapilmasi amaciyla dogrulayici faktdr analizi yapilmigtir.
Sonrasinda da dogrulayici faktor analizi alanyazinda en ¢ok kullanilan standart uyum
oOlgiitlerine gore degerlendirmeye alinmistir,
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[4

CMIN=198.088; DF=113; p=.000; CMIN/DF=1.753, RMSEA=.044; GF|=.944;CFI=.986
HD: Hedonik Deger, FD: Faydaci Deger, TT: Tiiketici Tatmini, DN: Davranigsal Niyet
Sekil 2. Dogrulayici Faktor Analizi Bulgulari

Sekil 2° de SPSS AMOS 26 istatistik programi araciligiyla yapilan dogrulayici faktor analizi
bulgular1 yer almaktadir. Analizin devaminda 6nerilen model standart uyum 6lgiitlerine gore
degerlendirilmistir.
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Tablo 4. Dogrulayici Faktor Analizi Bulgulari

('L')Ji/g:l:irpleri Iyi Uyum Kabul Edilebilir Uyum Model Degeri Uyum
x?/sd 0<x2/sd<2 2<x2/sd<5 1,753 fyi Uyum
RMSEA 0 <RMSEA < 0,05 0,05 <RMSEA <0,10 0,044 fyi Uyum
Kabul
SRMR 0 <SRMR < 0,05 0,05 <SRMR <0,10 0,051 Edilebilir
NFI 0,95 < NFI < 1,00 0,90 < NFI < 0,95 0,968 fyi Uyum
CFI 0,97 < CFI < 1,00 0,95 < CFI < 0,97 0,986 fyi Uyum
Kabul
GFlI 0,95 <GFI<1,00 0,90 <GFI<0,95 0,944 Edilebilir
AGFI 0,90 < AGFI <1,00 0,85 <AGFI<0,90 0,924 fyi Uyum
IFI 0,95 <IFI<1,00 0,90 <IFI<0,95 0,986 fyi Uyum
RFI 0,95 < RFI < 1,00 0,90 < RFI < 0,95 0,962 fyi Uyum

Tablo 4’te yer alan bulgular incelendiginde arastirma kapsaminda 6nerilen modelin gecerli
bir model oldugu belirlenmistir ve agiklayici faktor analizi sonucu elde edilen dort faktorli

yap1 dogrulanmistir.

CMIN=198.108; DF=114; p=.000; CMIN/DF=1.738, RMSEA=.043; NFI=.968;CFI=.986

Sekil 3. Yapisal Esitlik Modellemesi Bulgular
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Sekil 3’te arastirma kapsaminda Onerilen modelin ve kurulan hipotezlerin test edilmesi
amaciyla yapilan yapisal esitlik modellemesi bulgular1 yer almaktadir. Analizde yer alan
degerler incelendiginde arastirma modeli kabul edilmistir. Analizin son agamasinda SMART
PLS 3 programi ile modelin yap1 giivenilirligi, agiklanan varyansi incelenmis ve hipotezler

degerlendirilmistir.

Tablo 5. Arastirma Hipotezlerinin Degerlendirilmesi

Faktorler Standart Yiikler R? C.R. AV.E.
Hedonik Deger 0.89 0.57
0.667 0.44
0.73 0.53
0.855 0.73
0.736 0.54
0.597 0.35
0.67 0.44
Faydaci Deger 0.95 0.84
0.899 0.8
0.872 0.76
0.971 0.94
0.836 0.69
Tiiketici Tatmini 0.97 0.92
0.957 0.91
0.958 0.91
0.981 0.96
0.976 0.95
Davramgsal Niyet 0.9 0.76
0.779 0.6
0.874 0.76
0.785 0.61
Hipotezler Sonug¢
H1: HD—>TT 0.502 il Desteklendi
H2: FD—TT 0.11 0.022** Desteklendi
H3: HD—DN 0.142 el Desteklendi
H4: FD—DN 0.027 0.456  Red
H5: TT->DN 0.64 el Desteklendi
H6:FD>HD—TT Red
H7:FD>HD—DN Red

***p< 0.010; **p< 0.050; *p< 0.100

Tablo 5 incelendiginde arastirma kapsaminda kurulan H1, H2, H3 ve H5 hipotezlerinin
desteklendigi goriiliirken H4, H6 ve H7 hipotezlerinin reddedildigi goriilmektedir. Buna
gore hedonik deger degiskeni tiiketici tatminini ve davranigsal niyeti istatistiksel olarak
anlaml ve pozitif yonde etkilemektedir. Faydac1 deger degiskeni ise tiiketici tatminini
istatistiksel olarak anlaml1 ve pozitif yonlii etkilerken davranigsal niyet iizerinde anlamli bir
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etkisi olmadig1 ve hedonik degere gore daha az etkide bulundugu goriilmektedir. Tiiketici
tatmini degiskeninin de davranigsal niyet lizerinde anlamli ve pozitif yonlii bir etkisinin
oldugu goriilmektedir.

6. SONUC VE TARTISMA

Bu arastirmada tiiketicilerin algiladigi hedonik ve faydaci degerler ile davranissal niyet ve
tiikketici tatmini kavramlariin aralarindaki iliskinin incelenmesi ve hedonik ve faydaci
degerlerin tiiketici tatmini ve davranissal niyetlere etkisinin etnik restoranlar kapsaminda
incelenmesi amaglanmistir. Bu amagla yiiriitiilen arastirmada elde edilen analiz sonuglar1
dogrultusunda hedonik degerin tiiketici tatmini ve davranigsal niyetler {izerinde anlamli ve
pozitif bir etkisi oldugu sonucuna ulasilmistir. Faydaci degerin ise tiiketici tatmini tizerinde
anlamli ve pozitif bir etkisi bulunurken davranigsal niyetler tizerinde anlamli bir etkisinin
bulunmadigi gériilmektedir. Ayn1 zamanda tiiketici tatmini degiskeninin de davranissal niyet
tizerinde anlamli bir etkisinin oldugu sdylenebilmektedir. Son olarak hangi degiskenin
tilkketici tatmini ve davranis niyet {izerinde daha etkili oldugu incelendiginde ise hedonik
deger degiskeninin hem tiiketici tatmini hem de davranigsal niyet iizerinde faydaci degere
gore daha etkili oldugu goriilmektedir. Literatiir incelendiginde aragtirmadan elde edilen
bulgularin 6nceki ¢alismalarla bazi boyutlarin benzerlikler gosterdigi, bazi boyutlarin ise
farklilik gosterdigi goriilmektedir.

Literatiir incelendiginde hedonik ve faydaci degerlerin tiiketici tatminini olumlu yonde
etkiledigi sonucunun elde edildigi bir¢ok benzer ¢alismaya rastlanilmaktadir (Ha ve Jang,
2009; Ryu vd., 2010; Nejati ve Moghaddam, 2013; Basaran ve Biiyiikyilmaz, 2015; Demir,
2020; Liu, Ting ve Ringle, 2021). Ha ve Jang, (2010), Ryu vd, (2010), Nejati ve
Moghaddam, (2013) yaptiklar1 caligmalarinda faydaci degerin tiiketici tatmini {izerinde
hedonik degere kiyasla daha fazla etkisinin oldugu sonucuna ulagmislardir. Bu bakimdan
yapilan bu c¢alisma ile farklilik gosterirken, hedonik degerin restoranlarda yeme
deneyiminden elde edilen tiiketici tatminini daha fazla etkilediginin goriildiigii, Babin vd.,
(2005), Hanzaee ve Rezaeyeh (2013) ve Demir (2020) calismalar1 ile benzerlik
gostermektedir. Bu dogrultuda tiiketicilerin etnik restoranin arka plan miizigi, i¢ dizayni
olusturulan atmosfer ve ambiyans, orada bulunmaktan haz alma gibi hedonik degerleri 6n
plana koyarak, yemegin fiyati, pratik olmasi, cesitlilik gibi faydaci degerleri ikinci plana
atarak sec¢imini yaptiglr sOylenebilir. Benzer olarak Park, (2004) fast- food restoranlar
0zelinde yaptig1 ¢caligmasinda tiiketicilerin hedonik degerlere daha ¢ok dnem verip buna gore
secim yaptiklarim belirtmistir. Her ne kadar hedonik degerler kadar olmasa da faydaci
degerlerin de tiiketici tatminini biiyiik olgiide etkiledigi goz ardi edilmemelidir. Kimi
tiikketiciler de faydaci1 degerler dogrultusunda hareket ederek se¢imini gerceklestirmektedir
ki bu durum Ha ve Jang (2010) ¢alismasinda Amerika’daki Kore etnik restoranlarini tercih
eden tiiketicilerin daha cok faydaci degerler gozettigi sonucuyla kanitlanmaktadir. Ister
hedonik ister faydaci degerler olsun asil 6nemli olan tiiketicinin elde ettigi deneyimden
tatmin olmasidir. Clinkii analizlerden elde edilen veriler 1s181nda tiiketicinin yemek deneyimi
sonucunda olusan tatmini neticesinde restorani tekrar ve daha sik ziyaret etme, yakinlarina
tavsiye etme, deneyimi hakkinda olumlu konusma gibi pozitif davranislara yonlendigi
goriilmektedir. Bu aragtirmada da tiiketici tatmininin davranissal niyetlere olan etkisi
incelendiginde literatiirdeki benzer ¢alismalara (Ha ve Jang, 2010; Ryu vd., 2010; Nejati ve
Moghaddam, 2013; Hanzaee ve Rezaeyeh, 2013; Basaran ve Buyukyilmaz, 2015;
Kertasunjaya vd., 2020) paralel olarak tiiketici tatmini degiskeninin davranigsal niyet
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tizerinde anlaml1 bir etkisi oldugu sonucuna ulagilmaktadir. Elde edilen bu bulgular 1s1g1nda
arastirmanin genel anlamda literatiirii destekledigi ve baz1 noktalarda ayristigi
goriilmektedir. Bu kapsamda bu arastirmanin literatiire katki saglayacagi digiiniilmektedir.
Sonu¢ olarak bu durum Ryu vd., (2010) ifade ettigi gibi, restoran sektoriindekilerin
tiiketicilerin etnik restoranlarda yemek yeme nedenlerini daha iyi 6ziimsemelerine ve bu
isteklerine cevap vermelerine yardimei olabilir, boylece sonunda tiiketicilerin algilanan
hizmet degerini iyilestirilir ve tiiketici tatmini yaratilirsa, bu da olumlu davranis

etkileyebilir.

Arastirma boyunca bazi zorluklar dolayisiyla smirhiliklarla karsilagilmistir. Pandemi
déneminde bulunuldugundan dolay1 arasgtirmada katilimcilara kolayda orneklem yontemi
kullanilarak internet {izerinden ulasilmis ve web tabanli bir anket uygulamasi
gerceklestirilmistir. Bu durum yemek deneyimi sirasinda tiim duygularin taze oldugu bir
anda restoran igerisinde yapilacak bir anket kadar giivenilir olamayabilir. Ayn1 zamanda her
ne kadar genel bir yas ortalamasina ulasilmak istenmis olsa da arastirmanin 6rnekleminin
¢ogunu geng niifusun olusturdugu sdylenebilir. Tiim bu durumlara bakildiginda arastirmada
elde edilen sonuglarin genellenebilirligi sinirhiliklardan dolayi tartismali olabilmektedir.

Sonraki ¢aligmalarda genellenebilirligi daha yiiksek bir 6rneklem yontemi segilerek, anketin
belirli yas araliklarina esit olarak ve saha icinde (restoran) yapilmasi gelecekteki
arastirmalarda daha saglikli, genellenebilir ve gilivenilir sonuglar elde edilmesine katki
saglayacaktir. Yani sira ileride etnik restoranlarla ilgili yapilabilecek yeni calismalarda
belirli bir etnik gruba ait olan restoranlar ele alinarak daha 6zele indirgenmis bir sekilde
hedonik ve faydaci degerlerin tiiketici tatmini ve davranigsal niyetleri tizerindeki etkilerinin
incelendigi calismalar yapilabilir.
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