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Abstract

The tourism sector is in search of individuality day by day. One of these searches is the
gastronomic experiences of destinations. Stakeholders play an important role in revealing the
mentioned gastronomic experiences and in the development of regional tourism. The aim of this
study is to reveal the potential of Kilis in gastronomy tourism, which has hosted many civilizations
in the historical processes. The research was carried out on the local people and stakeholders
operating in the sectors related to the research subject, and the data of the study was collected
through semi-structured interview forms from 76 individuals, 54 of them were local inhabitants and
22 of them were stakeholders. As a result of the descriptive content analysis made on the
collected data, Kilis’s cuisine has a wide range of delicacies in terms of traditional product variety.
Additionally, it has been determined that among the mentioned products paradise mud, kerebicg,
Kilis's stick, Kilis's flaky pastry, Kilis's casserole, Kilis's cookies with fennel, pistacia coffee, and
licorice sherbet are among the iconic tastes representing the city by the local inhabitants. The
results of the research also revealed that Kilis's dishes are not sufficiently included in the
restaurant menus and that the city's location was considered as both a threat and an advantage
by the stakeholders.
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Oz

Turizm sektorl her gegen gin bireyselligi 6n plana ¢ikaran arayiglar icindedir. Bu arayislardan
biri de destinasyonlarin sahip oldugu gastronomik birikimdir. S6z konusu gastronomik
birikimlerin ortaya konulmasinda ve bélge turizminin gelismesinde paydaslara énemli rol
dusmektedir. Bu galismanin amaci tarihsel surecgte bircok medeniyete ev sahipligi yapmis Kilis
flinin gastronomi turizm potansiyelini belirlemektir. Arastirma yerel halk ve arastirma konusu ile
ilgili sektorlerde faaliyet gosteren paydaslar lzerinden yiritilmis olup; 54U yerel halk, 22’si
paydas olmak lizere 76 kisiden yari yapilandirilmis milakat formu araciligi ile veri toplanmistir.
Toplanan veriler uzerinden yapilan igerik analizi neticesinde Kilis mutfaginin geleneksel urin
cesitliligi agisindan genis bir yelpazeye sahip oldudu; s6z konusu Uriinlerden cennet gamuru,
kerebig, Kilis cubugu, Kilis katmeri, Kilis tavasi, mayanal Kilis kahkesi, Menengi¢c Kahvesi ve
meyan serbetinin yerel halk tarafindan sehri temsil eden imgesel lezzetler arasinda yer aldigi
belirlenmistir. Arastirma sonuglari ayrica Kilis yemeklerinin restoran menilerinde yeterince yer
almadigini sehir lokasyonunun paydaslar tarafindan hem tehdit hem de avantaj olarak
goruldugind ortaya koymustur.

Anahtar Kelimeler: Destinasyon, Pazarlama, Gastronomi Turizmi, Paydas Analizi, Kilis
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1. Introduction

The phenomenon of tourism has emerged from the different needs of individuals and
people have turned to tourism activities in order to meet these needs (Kozak, 2010).
While various types of tourism emerge with many activities increasing day by day,
gastronomy tourism both creates an attraction power for destinations and has an
important income-increasing role (Kivela & Crotts, 2006). In addition, gastronomy
tourism stands out by being distinctive and making a difference for destinations and
providing an unforgettable memory and emotion-intensive experience for tourists. In
addition, gastronomy tourism is expressed as a trip made with the motivation to
experience food and beverages specific to destinations or to taste a meal prepared by a
famous chef (Hall & Sharples, 2003). Gastronomy tourism aims to introduce the
gastronomic culture, which includes the local and original food and beverages of the
destinations, and to ensure that these values are experienced by the tourists (Frochot,
2003). Moreover, the uniqueness of the eating and drinking elements that are a part of
the holiday experience contributes to the desire to taste authenticity and to the attraction
of these destinations, as well as creating a nostalgic perception (Smith & Costello, 2009).
Therefore, gastronomy tourism has positive effects on the promotion of destinations and
food and beverage businesses in these destinations and the income increase of these
businesses.

Gastronomy tourism offers opportunities for visitors to experience the natural,
historical and cultural richness of destinations (Pratt et al., 2020). Tourists' desires for
experience differ from each other and especially gastronomy tourists participate the local
foods of destinations, visit local food markets, visit museums, participate in cookery
courses and events, and participate in gastronomy-themed fairs and festivals (Santich,
2004, Bessiere & Tibere, 2013; Muskat et al., 2019).

Tourists want to see and experience the historical, natural, and cultural riches at
a destination, and these features are a phenomenon that should be seen and
experienced on-site for Kilis. To put it more clearly, despite the many positive aspects of
Kilis, it is thought that the city's infrastructure and tourist destinations should be
improved. The main approach that drives the research can be stated that the
gastronomic richness of Kilis can be improved by developing strategic approaches and
promoting like cities such as Gaziantep and Hatay, which are border neighbors of this
city. In this city, it would be beneficial to promote agricultural products such as Kilis's
black grape and olive oil, which are produced locally. Kilis is recommended as a
gastronomy destination for reasons such as its potential in gastronomy tourism, the
widespread availability of local gastronomy tourism products, and the presence of places
where visitors can have authentic experiences (Tuna et al., 2017). Kilis is a city with the
potential to become a destination of gastronomy tourism with its natural beauties,
historical riches, cultural attractions, rich cuisine culture, and food variety. For this
reason, in this study, it is aimed to determine what needs to be done for the development
of gastronomy tourism in Kilis and the products of gastronomy tourism that should be
brought to the fore. In addition, it is thought that this study would contribute to the
literature by determining the obstacles in front of the development of gastronomy tourism
in Kilis and making suggestions for them.
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2. Conceptual Framework
2.1.Gastronomy Tourism and its Impact on Destinations

Although the focus of gastronomy tourism is food and beverage, culture, and tourism, it
has a very important place among other tourism types because it is an active type of
tourism throughout the year (Chang et al.,, 2011). Along with social changes, the
expectations of tourists about food also change. The desire to find out new cultures and
to have new experiences specific to these cultures arises in gastronomy tourism. Local
gastronomic elements also attract people who are in search of these experiences (Ab
Karim & Chi, 2010). Tourism stakeholders play a major role in highlighting and marketing
the elements of gastronomy tourism elements in a tourist destination. Public institutions,
universities, restaurants, and hotel businesses play major roles in the development of
the city as a tourism stakeholder. In line with a specific purpose, those who are interested
in gastronomy tourism take part in the process. Elements of gastronomy tourism are
becoming the focus of special attention every day, and the policies developed by the
states and local administrators in the destinations play an active role in the formation of
this situation (Tikkanen, 2007). Moreover, this type of tourism, by its nature, needs to
offer environments for new, extraordinary, and interesting experiences (Cohen & Avieli,
2004; Bhattacharjee & Mogilner, 2014). In other words, the participation of tourists in
gastronomy tourism allows them to connect with the past, historical and cultural riches,
traditions, and customs of the destination they have experienced (Corigliano, 2002).
Especially in recent years, the discovery of unique and new tastes is among the main
travel motivations of many tourists (Bucak & Araci, 2013). Food and beverages become
images, grow into symbols, and turn into statuses beyond meeting physiological needs
in providing the image of tourism. In this context, with the provision of a positive
destination image in the positioning and marketing that will be created as a result of the
impression, information, and opinions on the products of local gastronomy tourism, the
recall, the tendency to purchase, and the frequency of repeat visits increase (Pike &
Ryan, 2004).

It is stated that supply providers in destination marketing are important for the
development of gastronomy tourism due to increasing the local food image of the
destination by highlighting their gastronomic products in the competitive tourism market
(Tasci & Gartner, 2007). Local cuisine culture, local food markets, farm visits, agricultural
(grape, olive) harvest activities, gastronomy tours, gastronomy museums, cooking
courses, gastronomy competitions, souvenirs, gastronomy-themed fairs, and festivals
enhance the gastronomic images of destinations (Marzella, 2008; Jalis et al., 2014;
Wang, 2015; Ko et al., 2018; Okumus et al., 2018; Gupta et al., 2020). These activities
have an impact on the motivation of tourists to consume and experience local foods, as
well as visit gastronomy destinations. In addition to these motivational elements, cultural
experience includes features such as acquiring knowledge, health anxiety, excitement,
getting rid of mediocrity, and being together with family and friends (Hjalager, 2004; Kim
et al., 2015; Wong & Ng, 2019).

Thanks to gastronomy tourism, it is ensured that individuals socialize, have a good
time, enjoy themselves, and experience different cultures and countries (Mitchell & Hall,
2003). Due to its multidimensional structure, it is very important to use gastronomy
tourism as an attraction and marketing strategy for destinations. In this direction,
destinations that want to be mentioned in gastronomy tourism have tried to develop new
products for gastronomy tourism and to create experiences related to these products
(Hjalager & Corigliano, 2000).
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Internet-based social networks and developing technological elements make a
significant contribution to providing access to the destinations of gastronomy tourism.
Determining the locations that meet the expectations of the tourists can provide
informative content about participation in the mentioned gastronomic activities, as well
as providing promotion and attractiveness thanks to the elements including the products
of gastronomy tourism. Since gastronomy tourism requires special attention due to its
structure, individuals who prefer this type of tourism have the opportunity to experience
the gastronomic values of destinations by using technology. Thanks to the developing
internet networks, websites create advantages such as easy access to up-to-date
information about destinations, convenience in travel planning, and easy access to the
desired information (Woodside et al., 2011; Kim et al., 2009). Websites, smartphone
applications, social media tools, and media organizations created by tourism
stakeholders over the internet are effective in the promotion and marketing of the
products of gastronomy tourism (Hudson & Thal, 2013; Nelson, 2016; Choe et al., 2017).
In addition, it is known that social phenomena-influencers are achieving significant
success in both the promotion and marketing of destinations day by day (Soltani et al.,
2021).

Gastronomic experiences have positive effects on tourists, and significant
relationships are observed between the emotions that occur depending on these
experiences. There are differences in the reactions and emotions of tourists after these
experiences, which ultimately affect their behavioral intentions (Brouwer et al., 2017; Kim
etal., 2017). Gastronomy tourists differ from other types of tourists in many ways. Among
these differences, discovering and experiencing good food are among the main goals.
In addition, gastronomy tourists are individuals who are willing to consume local food,
have high-income levels, have high-educational levels, and are in the middle and above
age group (Everett & Aitchison, 2008). Tourism, which is a labor-intensive sector, is
important in terms of improving the satisfaction perceptions of the visitors positively and
meeting the experiential searches. Increasing competition among tourism destinations
pushes them to alternative orientations (Pratt et al., 2020).

It is seen that gastronomy tourism has developed with the increase in interest in
eating and drinking. Eating and drinking activities, which were previously considered only
as a sub-component of the destination, have now become the main motivation for travel
(Zainal et al., 2010). Thanks to gastronomy tourism, tourists may benefit from the
experience of values unique to the visited destination and experience authentic moments
(Hjalager, 2004). Gastronomic elements can be used as a marketing strategy (Ab Karim,
2006). With the increasing interest in gastronomy tourism, it is necessary to introduce
gastronomic items in the best way and turn them into an economic gain for the
destination. In other words, to increase the destination's tourism potential, every element
with gastronomic value should be promoted and marketed as a gastronomy tourism
product. In his research, Celik (2018) revealed that Sirnak has an important potential for
gastronomy tourism, which is to reveal the gastronomy tourism potential of Sirnak, but it
is not promoted enough. In addition, in the study of Gllen (2017), it is emphasized that
the participation of local people should be supported by increasing promotions in the
food and beverage culture of Afyonkarahisar. In the study of Tlrk (2021), it is stated that
gastronomy tourism and, accordingly, the gastronomic potential are very important in
creating the destination image, marketing and promoting this destination (Zengin &
Seyhanlioglu, 2019). To put it more clearly, the impact of alternative tourism types such
as faith tourism, cultural tourism, eco-tourism, and health tourism cannot be ignored in
the development of gastronomy tourism. These types of tourism are intertwined and are
effective in the continuity of sustainable tourism (Sevimli et al., 2021). Oz et al. (2023),
in their study on the gastronomy tourism potential of Hatay province, stated that although
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Hatay has some strengths such as rich culinary culture, local food variety, the
abundance of local restaurants, and geographical location, there are weaknesses such
as insufficient service quality, deficiencies in infrastructure and superstructure,
insufficient promotion of forgotten products, marketing deficiencies, operators' lack of
knowledge about gastronomy tourism, lack of service and service quality in local
restaurants. In the study of Birdir et al. (2015), it was stated that the strongest aspect of
Gaziantep in terms of tourism is the presence of many historical attractions in the
province, the weakest aspect is the lack of promotion of the province; the most important
opportunity is the presence of many tourism attraction centers in the region, and the
biggest threat is wars and terrorist incidents around the city. In addition, Karatas et al.
(2023) stated that the importance of gastronomy tourism and gastronomic products is
very effective in the development of Gaziantep, and it comes to the forefront especially
with kebab, meat dishes, pot dishes, and desserts.

Mak et al. (2012) determined that the promotion of destinations and the revealing
of the differences of these destinations are extremely important factors in gastronomy
tourism. Tourists of gastronomy tourism need to be in contact with local gastronomic
elements. Moreover, gastronomy tourism includes concepts such as authenticity,
culture, and marketing of the destinations (Jerez, 2023). In addition, it can be said that
destinations with gastronomy tourism potential accept their visitors in all four seasons of
the year, and thus economic recovery may occur (Birdir & Akgél, 2015; Sarnsik & Ozbay,
2015). It can be stated that it is necessary to market the gastronomy tourism products of
the cities and to contribute to the development and economy of the province by
evaluating this potential. In this way, local gastronomic products, which are part of the
cultural heritage brought to gastronomy tourism, will not be forgotten and will be
transferred from generation to generation.

2.2. Kilis Cuisine

Kilis, which has a deep-rooted history, has been used as a trade center for many traders
thanks to this feature. Numerous facilities were established in the city for the
accommodation of traders who were in the city for trade. Kilis, which is located in the
north of Mesopotamia with fertile lands, plays an important role in the regional
development (Kilis Valiligi, 2022; Kilis Belediyesi, 2022).

The city is dominated by the Mediterranean climate and the Eastern Anatolian
climate, while the summers are hot and dry, the winters are rainy and cool. The effect of
the climate on human life is undoubtedly evident in this city as well. In other words, the
main livelihood of the people of Kilis is olive, olive oil, grapes, and molasses based on
viticulture (Kilis 1l Kiltir ve Turizm Muidirligi, 2022). Viticulture in Kilis is highly
developed and it is seen that the grape named "urumu" grown in this region is not
suitable for immediate consumption, and it is reserved for the production of delicious
molasses. Drying the grapes first and then making molasses by going through different
processing steps is a method specific to the Kilis region (ipekyolu Kalkinma Ajansi,
2022). “Local Products of Kilis and Olive Oil Festival” is organized, where local products
are promoted (Kilis Valiligi, 2022).

This situation is mainly based on meat and grain products, which are at the
forefront of nutrition for both communities in Turkey and Syria. In addition, the intense
use of oil and spices in the dishes settled in the culture stands out. Although the people's
meat consumption is usually sheep and lamb from small cattle, those who come to the
city from outside prefer cattle meat. Thanks to olive cultivation in the region, olive oil is
frequently used in the production of dishes (Yildiz et al., 2018; Akbaba, 2021).
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In Kilis, the inhabitants have grouped their meals into daily and special occasions.
Special day meals are served during holidays, places of visit, and weddings. On special
days, during the Ramadan Feast, feast fries (fried meat), kerebig, keskek, meatballs with
minced meat, Kilis's casserole, kiibbulmusviyye, oruk, eggplant ragout, sihiimahse,
meatballs with yogurt, yuvarlama (soup made with chickpeas and small mince
dumplings) are cooked; on the other hand, during the Sacrifice feast, rice pilaf, firik
(boiled, pounded unripe wheat) pilaf, liver kebab are prepared (Belgin, 2015; Ademoglu,
2022). It is noteworthy that meat is the main ingredient of these dishes. Kilis has a very
rich variety of local dishes, and these local dishes include feast fries, sour malhita, sour
stew, firik pilaf, keskek, Kilis's casserole, kolik asi, kibbilmusviyye, lebeniye,
muiceddere, orman yemegi, oruk, 6cce, eggplant ragout, silkkme, sithil mahsi, tene
katmasi, tesriibe, and meatballs with yogurt (Belgin, 2015). Moreover, in addition to
these meals, desserts have a great place in the diet of the inhabitants. Among the
desserts, there are slurry, paradise mud, gerebig, and Kilis's flaky pastry (Aksoy & Sezgi,
2015; Halici, 2015; Tuna et al., 2017).

The inhabitants of Kilis, who have adopted eating and drinking habits specific to
Turkish culinary culture, are generally influenced by the neighboring Aleppo culture in
the kitchen (Aktas, 2008). Depending on the season, there are vegetable dishes in Kilis's
culinary culture. However, the basic diet of the inhabitants is often based on meat and
grain products (Yildiz et al., 2017). Licorice sherbet and sherbets made with other fruits
are frequently consumed in the region, especially in hot seasons. Of these, especially
licorice sherbet is sold on mobile cars. In addition, the stone oven tradition is quite
common in the region. A butcher, bakery, and greengrocer are located side by side in
the form of a triple combination, which is suitable for the food habits of the inhabitants.
In this way, pita varieties have become widespread in the city, where the bakery culture
is quite common (Erol, 2018; Ozbay, 2019; Ademoglu, 2022).

According to the related literature, Harbalioglu et al. (2013) stated that besides
the rich tourism potential, the existing wealth cannot be evaluated in terms of tourism
activities. Yildiz et al. (2017), in the study in which the gastronomy tourism potential of
Kilis and the possible effects of gastronomy tourism on the province of Kilis were
determined, it was emphasized that the province of Kilis has an attractiveness that can
affect the preferences of tourists in terms of gastronomy tourism, as it contains the
features of rich Turkish cuisine and Aleppo cuisine. The fact that it brings food culture to
the fore along with its natural, historical, and cultural riches supports that both
gastronomy tourism and other types of tourism should be considered together. On the
other hand, Alptekin (2021) emphasizes that the richness of Kilis cuisine is due to the
cultural dishes of its own cultural texture, as well as the fact that its neighbors Gaziantep
and Hatay, which are gastronomic cities, are rich in terms of food culture. Ozel et al.
(2017) stated that many dishes were not included in the menu in their study in which the
situation of including local dishes in the restaurants in Kilis was investigated. As a result
of the research, it was observed that a small number of local dishes specific to the city
were served in the local restaurants in Kilis. In the study of Giritlioglu et al. (2015), the
determination of the tourism potential covering the provinces of Gaziantep, Adiyaman,
and Kilis within the TRC 1 region, the supply and demand structure and the rate of use
of the facilities by the guests visiting the region are discussed. As a result of this study,
it was stated that Gaziantep is the most developed economically among the provinces
within the TRC 1 region, and Kilis is the least developed province. In addition, the
province of Kilis should be brought to the forefront with its natural resources, as well as
its historical and cultural riches, and thus, it should be supported by studies such as
turning to alternative tourism types or presenting gastronomy tourism and other tourism
types together (Celik, 2018). In Celik's (2020) study, which evaluated the city of Kilis in
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terms of ecotourism potential, it was revealed that Kilis has a very rich potential
(Karademir, 2020). It can be thought that the development of alternative tourism types
may facilitate the increase of social and economic mobility in the region. Moreover, in
order to develop the local economy, both natural and cultural resources in the city should
be used consciously. In some studies, it was stated that the faith tourism potential and
holy places of Kilis should be evaluated as an alternative (Bahar, 2015; Harunogullari,
2016; Karademir, 2020). However, it has been stated that the obstacles to the realization
of the mentioned tourism activities should be removed. A few of these are the
inadequacy of the promotion and marketing activities in the city, the inadequacy of
infrastructure, transportation, and accommodation, security problems, and almost no
incentives for tourism investments. In the study of Erol (2018), it was stated that local
foods are prepared and consumed in the tradition of zeyrat (visitation) held in a festival
atmosphere in religious places and rural areas throughout the province of Kilis. These
studies support that Kilis has an important rural tourism potential. However, it can be
said that the preferability of the city may increase with some improvement works.

3. Method

This study, which was carried out in order to determine the traditional food and beverage
elements of the province of Kilis and to reveal the potential of gastronomy tourism, was
designed with a qualitative approach. In studies designed with a qualitative approach,
there is an effort to reach a deep perception of the phenomenon or events under the
microscope (Morgan, 1996). It is possible to list the data collection methods frequently
used in qualitative research such as observation, interview, document review, and case
analysis. In this study, data was collected using the technique of semi-structured
interview. The flexibility of semi-structured interviews removes the limitations of the
guestionnaires and helps to obtain in-depth information on the focused topics (Yildirim
& Simsek, 2003). The research was carried out on the local people and stakeholders
operating in the sectors related to the research subject. In this context, 76 people were
interviewed, 54 of whom were local inhabitants and 22 of them were stakeholders. While
selecting participants from among the inhabitants, the focus was on people between the
ages of 50-80 who described themselves as the locals of Kilis and who were thought to
have mastered the traditional structure of the city. In the research, two separate semi-
structured interview forms were used for the sample groups. In the first part of the forms,
questions to determine the demographic characteristics of the participants were
included. In the second part of the forms, there are open-ended and multiple-choice
questions. This study was carried out with the decision of Gaziantep Islam Science and
Technology University, Non-Invasive Clinical Research Ethics Committee dated
23.08.2022 and numbered 140.18.09.

4. Findings

4.1.Findings on the Demographic Characteristics of Local People

Table 1 contains data on the demographic characteristics of the local people.
Considering the aforementioned information, it is understood that 61.11% (n=2) of the
participants are males, 62.96% of them (n=34) are between the ages of 55 and 59, and
83.33% of them are married. The data in the table also indicate that a significant part of
the participants received education at middle schools (37.03%, n=20), primary school
(24.07%, n=13), and high school (18.51%, n=10).
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Table 1: Findings on the Demographic Characteristics of Local People

Gender n %
Female 21 38,88
Male 33 61,11
Age
50-59 34 62,96
60-69 11 20,37
70 or older 9 16,66
Marital Status
Married 45 83,33
Single 9 16,66
Educational Level
Primary School 13 24,07
Middle School 20 37,03
ﬂi@h School 10 18,51
Associate Degree 5 9,25
Bachelor’s Degree 5 9,25
Postgraduate 1 1,85
TOTAL n=54 % 100

4.2.Local People's Statements Regarding Kilis's Traditional Dishes

In Table 2, the participants' responses to the question of "What are the traditional dishes
of the Kilis?" are presented. When the data in the table is examined, it has been
determined that 302 responses were given to the question, focusing on 15 traditional
dishes. From these statements, it is understood that the traditional dish with the highest
frequency of repetitions is Kilis's casserole (100%, n=54). In addition, 94.7% (n=49) of
the participants stated paradise mud, 75.92% of them (n=41) stated Kilis's flaky pastry,
68.51% of them (n= 37) stated Kilis's stick, and 57.40% of them (n=31) stated kerebig
as traditional dishes.

Table 2: Traditional Dishes in Kilis's Cuisine

Order Traditional Dishes n %
1 Paradise Mud 49 90,74
2 Kerebig 31 57,40
3 Kilis’s Stick 37 68,51
4 Kilis's Flaky Pastry 41 75,92
5 Kilis’s Casserole 54 100,0
6 Klbbulmisviyye 9 16,66
7 Lahmacun 6 11,11
8 Lebeniye 14 25,92
9 Sour Malhita 5 9,25
10 Kilis’s Cookies with Fennel 18 33,33
11 Muiceddere 7 12,96
12 Oruk 11 20,37
13 Occe 7 12,96
14 Sarimsak Agi 8 14,81
15 Sthil Mahsi 5 9,25

Total n=302
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4.3. Statements of the Local People on Traditional Beverages of Kilis

In Table 3, the participants' responses to the question of "What are the traditional
beverages of Kilis?" are presented. When the data in the table is examined, it has been
determined that 78 statements focused on 6 traditional beverages. From these
statements, it is understood that the beverage with the highest frequency of repetitions
is pistacia coffee (61.11%, n=33). In addition, it is possible to say that 48.14% (n=26) of
the participants ranked licorice sherbet among Kilis's traditional beverages.

Table 3: Traditional Beverages in Kilis's Cuisine

Order Traditional Beverages n %
1 Mulberry Syrup 6 11,11
2 Helli Coffee 5 9,25
3 Pistacia Coffee 33 61,11
4 Licorice Sherbet 26 48,14
5 Myrrh 5 9,25
6 Molasses Sherbet 3 5,55

Total n=78

4.4. Local People's Statements Regarding the Iconic Tastes of Kilis

In Table 4, the participants' responses to the question of "What are the iconic tastes of
Kilis?" are presented. When the data in the table is examined, it has been determined
that 243 statements focused on 8 iconic tastes. Accordingly, it is seen that the food with
the iconic taste with the highest frequency of repetitions is Kilis's casserole (100%,
n=54). At the same time, 87.03% of the participants (n=47) stated paradise mud, 70.37%
of them (n=38) stated Kilis's flaky pastry, 64.81% of them (n= 35) stated Kilis's stick, 48%
of them (n=31) stated kerebig, and 35.18% of them (n=19) stated pistacia coffee as
iconic tastes.

Table 4: Iconic Tastes in Kilis's Cuisine

Order Iconic Tastes n %
1 Paradise Mud 47 87,03
2 Kerebig 26 48,14
3 Kilis’s Stick 35 64,81
4 Kilis’s Flaky Pastry 38 70,37
5 Kilis’s Casserole 54 100,0
6 Kilis’'s Cookies with 11 20,37

Fennel

7 Pistacia Coffee 19 35,18
8 Licorice Sherbet 13 24,07

Total n=243

4.5. Statements Regarding the Presence of Meals in Restaurant Menus

In the table below, the participants' responses to the question of "Are Kilis's traditional
dishes included adequately on the restaurant menus?" are presented. In light of this
information, it is possible to state that 75.92% of the participants (n=41) think that Kilis
dishes are not adequately represented on the restaurant menus.
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Table 5: Availability of Kilis's Dishes in Restaurant Menus

Statements n %
Present 10 18,51
Absent 41 75,92
No Idea 3 5,55

Total n=54

4.6.Findings Regarding the Demographic Characteristics of the Stakeholders

The table below contains statistical data on the demographic characteristics of
stakeholders. When the data is examined, it has been determined that 59.1% (n=13) of
the participants are males and 40.9% of them (n=9) are females, 31.81% of them (n=7)
are between 35 and 44 years old, 27.27% of them are 55 years old or older, and a
significant part of them are employed in food and beverage businesses (31.81%, n=7),
the university (22,72%, n=5), and the municipality (18.18%, n=4).

Table 6: Findings Regarding the Demographic Characteristics of the Stakeholders

Gender N %
Female 9 40,9
Male 13 59,10
Age N

18-24 2 9,09
25-34 3 13,63
35-44 7 31,81
45-54 4 18,18
55 or Older 6 27,27
Institutions N %
Municipality 4 18,18
Accommodation Businesses 2 9,09
Food and Beverage Businesses 7 31,81
Travel Agencies 2 9,09
Voluntary Associations 2 9,09
University 5 22,72
TOTAL n=22 % 100

4.7. Stakeholders' Views on Kilis's Potential in Gastronomy Tourism

The content analysis of stakeholders' statements (strengths and weaknesses) regarding
the potential of Kilis in gastronomy tourism is presented in Figure 1. As a result of the
analysis, it has been seen that the statements can be clustered under 11 themes: food
variety, soil structure, historical attractions, university, climate, pricing, location,
infrastructure, superstructure, migration, and investment.
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Figure 1: The Weaknesses and Strengths of Kilis's Potential in Gastronomy Tourism

Strengths Weaknesses

-Food variety

-Soil structure - Infrastructure

-Historical attractions - Superstructure

-University -Migration

-Climate -Investment

-Pricing

When the Venn diagram is examined, it is understood that the location theme
exhibits a bidirectional (strong-weak) structure. This means that the location is seen as
both an opportunity and a threat to the potential of Kilis in gastronomy tourism. Some of
the responses stated by the stakeholders are listed below.

“Kilis has a rich culinary culture. Especially the variety of food is great. There are
many dishes identified with Kilis (P.12).”

“There are dozens of Kilis-specific dishes. Kilis's casserole stands out among
these dishes. Meat dishes are the majority of Kilis's cuisine. There are also vegetable
dishes, but they are unknown (P.2).”

“The soil of Kilis is very suitable for agriculture. Many types of vegetables and
fruits grow on these soils. For example, the olive grown in Kilis is of very high quality
(P.1).”

“Kilis is an old settlement. Many civilizations were founded here. That's why it has
so many historical artifacts. This situation increases the gastronomic potential of Kilis.
When tourists visit Kilis, they definitely taste traditional dishes (P.3).”

“Kilis 7 Aralik University is an opportunity for the region. It contributes to the
development of the city. Kilis 7 Aralik University has a tourism and cookery department.
Here, training on the traditional dishes of Kilis is given. The public is made aware. These
departments also contribute to the promotion of the city's food culture (P.19).

“The climate of Kilis is neither continental nor Mediterranean. Winters are not very
cold. Therefore, agriculture and animal husbandry are easily executed. In addition, the
climate of Kilis provides a diversity of flora and fauna. This increases the variety of food
in the culinary culture (P.22).”

“Eating in Kilis is very cheap compared to other cities. It can be called free
compared to Antep. There are no exorbitant prices. Even a student can fill his stomach
at an affordable price. This is also an advantage for tourists. Tourists can easily eat
traditional dishes on the restaurant menus (P.20).”
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“It is a big disadvantage that the number of restaurants that tourists can go to in
Kilis is low. Existing restaurants do not physically meet the need. Traditional food is not
served in existing restaurants (P.16).”

“Accommodation businesses in Kilis are not sufficient. This is one of the obstacles
to the development of tourism (P.10).”

“l think it is a great shortcoming that there is no museum that would reflect the
gastronomic richness. The transformation of old Kilis houses into gastronomy museums
would make the city more visible in terms of gastronomy tourism (P.17)."

“There are businesses selling local food products in Kilis. Products purchased
from different cities are also sold in these businesses. Local food and beverage elements
should be included more in such businesses (P.8).”

“Kilis is located on the Syrian border. The turmoil in Syria is tarnishing the image
of the city. This situation negatively affects the destination preferences of tourists (P.14).

“Kilis is neglected while creating tourism routes (P.12).”
“Kilis is not on transit routes. That's why people neglect to come to Kilis (P.7).”

“Kilis remains in the shadow of Gaziantep. Gaziantep has been registered as a
Gastronomy City. People prefer Gaziantep (P.5).”

“Due to the migration from Syria, Kilis's cuisine is in danger. The food culture of
Syria affects the food culture of Kilis (P.3).”

“l think catering businesses are not adequately audited. Tourists do not want to
eat in places where hygiene is not protected (P.11).”

“There are also businesses operating in Gaziantep with Kilis's dishes and local
products. Tourists shop from Antep rather than coming to Kilis (P.6).”

“The investment made in the tourism sector in Kilis is quite low. The investment is
usually toward historical attractions. Kilis's cuisine has a marketing problem (P.9).”

“l think the biggest problem with the gastronomic potential is the problem of
promotion. Investment in promotion does not meet the need (P13).”

“Kilis is a city where a gastronomy festival can be held. It has essential potential.
But such organizations are not held in Kilis. This leads to insufficient promotion of the
city (P.19).”

4.8. Stakeholders' Views on Kilis's Potential to Become a Gastronomy City
In the table below, stakeholders' views on the potential of Kilis to become a gastronomy
city are presented.

Table 7: Stakeholders' Views on Kilis's Potential to Become a Gastronomy City

Statements n %
Yes 12 55,5
No 10 455

No idea. - -
Total n=22 %100

The data in the table indicates that 55.5% (n=12) of the stakeholders think that
Kilis has the potential to become a gastronomy. It is seen that 45.5% (n=10) of the
participants have a perception that the city does not have enough potential in this regard.
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5. Conclusion and Recommendations

This study was carried out to determine the potential of Kilis in gastronomy tourism and
to reveal the obstacles in front of this potential. In this study, which was designed with a
gualitative approach, data of the study was collected using a semi-structured interview
technique. The aforementioned data was collected from the local inhabitants and
stakeholders operating in sectors related to the research subject. In this context, a total
of 76 interviews were conducted with 54 local inhabitants and 22 stakeholders. The data
collected from the sample groups were subjected to content analysis.

Analysis results presented that local inhabitants associated fifteen dishes and six
beverages with the traditional cuisine of Kilis. The results of the analysis revealed that
the local inhabitants provided 243 responses focusing on 8 iconic tastes to the question
of "What are the iconic tastes of Kilis?". Accordingly, it is seen that the dish with the
highest frequency of repetitions is Kilis's casserole (100%, n=54). 87.03% of the
participants (n=47) stated paradise mud, 70.37% of them (n=38) stated Kilis's flaky
pastry, 64.81% of them (n= 35) stated Kilis's stick, 48.14% of them (n=31) stated kerebig,
and 35.18% of them (n=19) stated pistacia coffee as iconic tastes. Some studies in the
literature also consider these gastronomic elements as one of the specific components
of Kilis cuisine (Akbaba & Ozel, 2020).

In addition to these, stakeholders believe that the potential of Kilis in Gastronomy
tourism has 7 positive factors (diversity of food, soil structure, historical attractions,
university, climate, pricing, location), and five negative factors (location, infrastructure,
superstructure, migration, and investment). Among these factors, it is understood that
the location factor has a bidirectional (positive-negative) effect. It was seen that 45.5%
(n=10) of the stakeholders had the perception of "Kilis does not have enough potential
to become a gastronomy city". In addition, it is understood that the traditional dishes of
Kilis are not sufficiently included in restaurant menus, which is seen as a problem. The
study conducted by Akbaba, Ozel, and Yildiz (2017) to determine the availability of Kilis
dishes on restaurant menus supports this finding.

When the results of the study are analyzed in general, it is possible to say that
Kilis is a destination with gastronomic diversity and gastronomic potential. Effective use
of the strengths that shape this potential would also contribute to the sustainability of
Kilis's cuisine. Likewise, the elimination of the elements that threaten the gastronomic
potential of Kilis would also contribute to this situation. In this context, some
responsibilities fall on the local people and stakeholders. Ensuring the sustainability of
traditional culinary practices, giving more place to local flavors in restaurant menus,
organizing festival organizations for the promotion of the gastronomic culture, and taking
the necessary measures to meet the infrastructure needs are some of these
responsibilities. It is possible to list the main limitations of this study, which was carried
out to determine the traditional culinary practices of Kilis and to reveal the potential of
gastronomy tourism, such as the inadequacy of the studies on the subject, the
insensitivity of the new generation to the national culture, and the low number of
stakeholders included in the research. In future studies on this subject, keeping the
sample group large might be beneficial in terms of diversifying the findings. In addition,
it is important for the researchers to focus on empirical studies to determine the factors
affecting the behavioral intentions of domestic tourists visiting Kilis in terms of obtaining
comparative results.
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