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THE ROLE OF SOCIAL MEDIA IN THE DEVELOPMENT OF TOURISM INDUSTRY
Saeid Foroughi'* Abdullah Karaman?

Abstract

The tourism industry is one of the important revenue poles for every country. The great diversity of
tourism areas and the advent of internet tools have created a new perspective on the prosperity of
the tourism sector. People rely on social media platforms as resources and intermediaries in the
process of purchasing any type of product, its marketing, gathering information about the features
and benefits of the product, communicating with each other, and expressing their opinions and ideas.
The evolution of social media in the tourism sector has significantly accelerated the process of
searching for information about destinations and forming visual images. These changes allow users
to easily and quickly access the information they need, and as a result, improve the travel experience
and destination selection. Today, accepting the impact of social media in business and the
development of the tourism industry has led to the success of this industry in the world. Social media
and its relationship with the tourism industry have been confirmed and discussed by many
researchers around the world. The current study has looked into how social media has influenced
the growth of the tourism sector, offering marketing-based strategies to boost travel, examining the
influence of social media trust and information, and offering strategies for social media to function
more effectively in the tourism sector. In light of the research's significance and need, a descriptive
approach was employed as the research methodology for this meta-synthesis paper. The study's
analysis revealed that travelers’ desire to travel, their decision to buy tourism-related goods, their
level of happiness with such purchases, and their assessment of tourist destinations are all
significantly influenced by their level of trust in the information created by social media. Their
confidence in social media content positively impacts travelers’ information-seeking behavior for
tourism locations, and this trust also has a beneficial effect on their experience-sharing behavior.

Keywords: Tourism Destinations, Tourism Products, Social Media, Marketing and Business, Desire
to Travel, Trust.

Sosyal Medyanin Turizm Endiistrisinin Gelisimindeki Rolii

Ozet

Turizm endiistrisi her tilke i¢in 6nemli gelir kaynaklarindan biridir. Turizm alanlarinin biiytik
cesitliligi ve internet araclarinin ortaya ¢ikist, turizm sektoriintin refahi konusunda yeni bir bakis
acis1 yaratnustir. Insanlar herhangi bir {iriin{i satin alma, pazarlama, iiriiniin 6zellikleri ve faydalar
hakkinda bilgi toplama, birbirleriyle iletisim kurma ve gortis ve fikirlerini ifade etme siirecinde
kaynak ve araci olarak sosyal medya platformlarina giivenmektedir. Sosyal medyanin turizm
sektoriindeki evrimi, destinasyonlar hakkinda bilgi arama ve goérsel imgeler olusturma siirecini
o6nemli 6l¢tide hizlandirmistir. Bu degisiklikler, kullanicilarin ihtiyac duyduklari bilgilere kolayca
ve hizli bir sekilde erismelerini ve bunun sonucunda seyahat deneyimini ve destinasyon se¢imini
iyilestirmelerini saglamistir. Giinimiizde, sosyal medyanin is diinyasindaki etkisini ve turizm
endiistrisinin gelisimini kabul etmek, bu endiistrinin diinyada bagarili olmasina yol agmistir. Sosyal
medya ve turizm endiistrisiyle iliskisi, diinya capinda birgok arastirmaci tarafindan dogrulanmis ve
tartistlmistir. Mevceut calisma, sosyal medyanin turizm sektoriiniin biiylimesini nasil etkiledigini,
seyahati artirmak i¢in pazarlama tabanli stratejiler sundugunu, sosyal medya giiveninin ve bilgisinin
etkisini inceledigini ve sosyal medyanin turizm sektoriinde daha etkili bir sekilde islev gormesi i¢in
stratejiler sundugunu incelemistir. Aragtirmanin 6énemi ve ihtiyaci 1s18inda, bu meta-sentez makalesi
icin arastirma metodolojisi olarak tanimlayict bir yaklasim kullanilmigtir. Caligmanin analizi,
gezginlerin seyahat etme arzusunun, turizmle ilgili mal satin alma kararlarinin, bu tir satin
alimlardan  duyduklari  mutluluk  diizeylerinin  ve  turistik  destinasyonlara iliskin
degerlendirmelerinin, sosyal medya tarafindan olusturulan bilgilere olan giiven diizeylerinden
onemli dl¢tide etkilendigini ortaya koymustur. Sosyal medya icerigine olan giivenleri, gezginlerin
turizm lokasyonlar i¢in bilgi arama davranislarini olumlu yonde etkilemektedir ve bu giivenin
deneyim paylagsma davranislari tizerinde de olumlu bir etkisi oldugu elde edilmistir.

Anahtar Kelimeler: Turizm Destinasyonlar;, Turizm Uriinleri, Sosyal Medya, Pazarlama ve s,
Seyahat Istegi, Giliven.
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1. INTRODUCTION

As the largest service sector globally, tourism holds a unique position as one of the robust
pillars of the global economy and a highly efficacious facilitator of cross-cultural exchanges. People
become more familiar with different cultures, ethnicities, tribes, territories, accents, etc., thanks to
the tourism business. Numerous facilities support tourism and are essential to its growth and
development in every given area. It is regarded as one of the sources of revenue and foreign
exchange from an economic perspective, and these days, the economic side of this business is more
significant. Because different countries have different amenities and different attractions, they are
attempting to draw tourists from different regions of the world. Nearly every human need is taken
into consideration due to the size of the tourism business (Movagharpak & Ghorbani, 2018).
Planners and legislators in the nation should pay more attention to the expansion and development of
the tourist sector as one means of eliminating the single-product economy and diversifying the
nation’s revenue streams. More than any other sector, the tourism industry is responsible for the flow
of money and currency on a local and regional level. Tourism and its earnings should greatly exceed
exports and the country’s gross domestic product. Over a hundred million direct jobs have been
created by the tourist sector, which has also served as the foundation for enormous social and

economic advancements worldwide (Sakti et al., 2016; Rasouli et al., 2015; Muhanna, 2007).

Tourism, as a key factor in the development and progress of societies, provides numerous
facilities that are essential for the growth and prosperity of any region. Tourism is known as one of
the most harmonious activities among humans and has profound effects on the education, culture and
economy of societies. In addition, tourism acts as an effective tool for strengthening international
understanding and creating peace at the global level. With urban life and the need to promote social
and daily activities, the importance of travel and tourism has increased significantly. Also, the
development of communication channels and the diversity of travel options have attracted the

attention of different social groups to this field (Ranasinghe et al., 2021).

A nation’s tourist industry can be influenced by a wide range of elements, and one of the
main players in this space is the media. The media’s functions in fostering social involvement,
education, establishing culture, and providing information are crucial to the growth of the tourism
sector (Hamidi, 2014). The media unquestionably has a significant and profound impact on how
visitors and the host society see each other (Javid & Asadi, 2018). The growth of tourism through the
media introduces a variety of audiences to the local cultures. The tourism sector has a big impact on
the economy and society. The economic and social effects of this industry include employment
creation, stable and adequate foreign exchange income, and mutual cultural acceptance in accordance

with global peace and harmony (Alipour et al., 2018).

Social media is One of the greatest values in our globalized world. In the modern world,
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social media are a new means of communication. Social and economic ties have evolved as a result
of social media. By building an online presence, businesses have expanded their global reach (Alice
Evangaline Jebaselvi wt al., 2023). Today, the tourism sector has become more successful globally as
a result of acknowledging the effect of social media on business. The number of tourists visiting the
location will rise as a result of public confidence in and familiarity with the media. Understanding
consumers’ intentions to buy travel related products and accept social media material requires an
understanding of the idea of trust (Jabarzadeh et al., 2020). The global number of social media users
exceeds one-third. People appreciate social media since it makes a lot of information available to
them for their requirements. There is a steady rise in social media posts about travel, and these posts
have an impact on prospective travelers. Thus, it’s critical to comprehend how social media posts
related to travelers’ perceptions of destinations and their desire to make purchases (Mohamad et al.,

2022; Tavakoli & Rasouli, 2021).

One of the most significant and fundamental problems of the modern period is the interaction
between media and tourism, which is closely related to the social, economic, and cultural
advancement of societies. The study of media and tourism seems vital and significant as, as cultural
instruments, the media portrays places and tourist attractions for people worldwide in an unparalleled
way. The media can contribute to the tourism business by elucidating its significance and fostering its

culture (Minavand, 2018).

Due mostly to social media’s effect, there has been a significant shift in how travelers obtain
and use information. Social media’s rapid growth may be attributed mostly to its evolution as a tool
for influencing emotions, experiences, and perceptions. As such, it serves as a valuable information

resource for those making travel-related decisions (Lin & Huang, 2006; Bidabadi Amin et al., 2021).

The tourist sector has seen significant changes as a result of the growth and success of social
media in recent years (Leung et al., 2017). Social media is used by nearly 5% of visitors and travelers
worldwide to get information and ideas for their next trip (Chung & Han, 2017). Social media
platforms like Facebook, Instagram, and TripAdvisor make it simple for travelers to share their
thoughts, advice, and travel experiences with others. Potential tourists have found great value in this
user-generated content on social media platforms, and it is regarded as a crucial source of
information for their trip preparation (Xiang & Gretzel, 2010; Lu et al., 2018). Consequently, it would
appear vital and crucial to look into the variables that could influence a person’s intention to travel

and visit a location on social media.

Significant risks in financial investments are a defining characteristic of the tourism industry.
Therefore, it seems logical that forward-thinking travelers would want to plan as much as possible
and spend more time researching and evaluating all available options before traveling (De la Hoz-

Correa & Muiioz-Leiva, 2018). As a result, building a trustworthy online presence on social media
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(travel websites, Google searches, etc.) is crucial for media coverage in the tourism sector. However,
social media, which is becoming a bigger component of tourism, affects both business and
destination selection. The poll indicates that tourists are willing to contribute content and related

information, as seen by their motivation to participate in social media (Munar & Jacobsen, 2014).

The findings indicate that consumer information-seeking behavior, willingness to travel, and
trust in social media influencers are positively correlated (Bidabadi Amin et al., 2021). Customers
are more inclined to look for information from social media influencers if they respect them and are
prepared to travel to a location they promote (Shekarchizadeh & Valikhani, 2022). There is no doubt
that social media influencers have a significant impact on every step of the vacation planning process
if their content can be trusted (). Using social media influencers to market your destination could be
beneficial. Influencers on social media can provide more trustworthy travel information than official
tourism websites, travel firms, or social media itself. Purchase decisions are also influenced by
reliable influencers. Customers may decide to alter their present vacation itinerary based on advice
from reliable social media influencers. This implies that businesses can significantly influence
consumers’ decisions to buy by using social media influencers (Bahiraee et al., 2023; Jabarzadeh et

al., 2020; Shirkhodai et al., 2017).

One thing to consider about tourist attractions is that some countries, despite having diverse
tourist attractions, face challenges in attracting visitors due to their poor location. Social media plays
a significant role in attracting these visitors (Balkaran & Maharaj, 2013). Businesses experience high
productivity through these networks in various ways, including increasing customer traffic,
establishing strong and sustainable relationships with customers, facilitating the purchase decision-
making process, learning from customer experiences, and improving product design. Customers can
also obtain necessary information about products by relying on the experiences of friends and

acquaintances (Chen et al., 2023; Varmaghani et al., 2017)

The role of social media in the development of the travel and tourism sectors requires more
attention. The use of e-service development techniques in providing services to travelers and tourists
can help improve tourism growth (Esmaeilzadeh et al., 2014). Considering all aspects, it can be said
that social media has not yet been able to fully establish its position in the evolution of electronic

travel advertising (Litvin & Hoffman, 2012; Delavar et al., 2016).

The simplest and least expensive electronic access method for gaining knowledge,
disseminating it, organizing objectives, and forming new acquaintances or relationships is social
media (Jue et al., 2010). Through social networks, businesses may boost visitor participation and
capitalize on the potential of these platforms to enhance sales, elevate visitor experiences, and elevate
their brand (Eggers et al., 2017). The most significant sources of revenue for developing nations are

participation and a rise in the number of visitors arriving at tourist locations (Varmaghani et al., 2017).
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Because social media is now heavily involved in the tourism industry, researching this topic is one of

the researchers’ top priorities.

The way that businesses and markets operate has changed as a result of the growth and
development of the digital sphere and the rise in the usage of social media; this shift has affected the
tourism industry as well. More than ever, social media influences the selection of vacation
destinations, gathering information, and enhancing the quality of the tourism experience (Dehghani
Soltani et al., 2018). Equipping tourists with knowledge and information about the tourism product
or destination is more effective than other information sources, so it is a potential (Leung et al.,
2013). The potential of tourism marketing has increased significantly with the expansion of social
media use, but overall, it can be said that social media has not yet been able to play a fundamental
role in the evolution of tourism marketing. Thought to be due to the difference in communication and

marketing methods between new and old media.

Modern new media, including social networks, with their sharing and multimedia features,
offer an ideal platform for introducing a novel marketing strategy. Media technologies are becoming
increasingly crucial in this period to offer tourism attractions and draw travelers, given the growing
demand for travel from all over the world (Hysa et al., 2021; Qaikhlou-Aliwaki & Fattahi, 2015).
Social media is quite effective in marketing in a sector that deals with people’s entertainment and
moods. One feature that draws users in is the ability to share images, videos, chats, albums, tags, and
pals. Under these circumstances, tour operators can interact with clients via the channels listed in the
descriptions of their travel packages, prices, and kinds of services. Furthermore, prior research has
demonstrated that tourists frequently visit locations that they have only seen in photos on virtual tours

(Azizian et al., 2020; Delavar et al., 2016).

Global Internet and social media usage has surged in recent years due to technological
advancements and increasing accessibility. Unlike traditional media, social media-also referred to as
new media tools have created a user-centered communication environment (Aqili & Ghasemzade
Araghi, 2016). There is no longer any time or location pressure on traditional or social media. These
new media technologies allow people to speak with one another directly without the need for
intermediaries. As a result, those who communicate on social media gain from one another’s
experiences (Rahman Zadeh, 2010). These social media tool characteristics also play a significant
role in shaping people’s opinions, actions, and travel preferences. Individuals who use social media
platforms might influence one another’s travel choices as well as the information they get from these
platforms. Social media is thus shown as a technology that has the potential to influence tourism-

related activities (Jani et al., 2024; Asadi et al., 2013).

This study aims to identify the reasons behind travelers’ usage of social media. The purpose

of this study were to examine the influence of tourism-related social media posts on travelers’
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perceptions of the location and their intent to buy. A few studies on tour guides’ use of social media

were examined. This study is considered to be significant in raising tourists’ knowledge.
2. THEORETICAL FOUNDATIONS AND RESEARCH BACKGROUND

Social media has impacted life and interpersonal communication within the past ten years.
We can now reach a global audience with our messages thanks to this new communication tool, and
social media is regarded as the most visually appealing interactive platform available on the Internet
(Usui et al., 2018; Hu et al., 2019). However, information technology is advancing quickly in this
day and age, and its user base is growing daily. As a result, it’s imperative to seize the chances
presented by this technical advancement while also taking into account national priorities (Haghighi,
2013). The tourist sector is now the largest industry, having the ability to alter a region’s
sustainability and impact its social, cultural, economic, and environmental conditions. As a
significant component of international communication, both direct and indirect advertising are
crucial to the development, acceptance, and growth of international tourism (Salehi & Farahbakhsh,

2014).

The simplest and least expensive electronic access method for gaining knowledge,
disseminating it, organizing objectives, and forming new acquaintances or relationships is social
media (Jue et al., 2010). Businesses can take advantage of social networks’ potential to boost sales,
improve customer satisfaction, and strengthen their brand position by boosting client engagement
(Eggers et al., 2017). The world’s largest and most varied sector, the tourism industry, provides the
majority of jobs and income and is crucial to the expansion and development of the global economy
(Meyer & Meyer, 2015). The tourism sector is now considered to be of such importance that it ranks
third in the World Trade Organization’s report. In texts and writings about marketing and commerce,
social media and its consequences have long been contentious subjects (Hagqiqat et al., 2013). Some

research in this area is discussed in this section.

The evolution of the Internet has brought about a transformation in the conventional methods
of disseminating travel experiences, while electronic social media has brought about a fundamental
shift in the ways that tourism information and trip planning are distributed (Buhalis & Law, 2008).
Travelers are encouraged to share their information via social media, which helps facilitate and
accelerate the transfer of information. Given the tourism sector’s dependence on information,
providing high-quality content in online marketing, especially on social platforms, is essential for

tourism attractions and companies (Kilipiri et al., 2023; Gulati, 2022).

Travelers may look for information regarding the decision they have made regarding their
journey or destination before selecting one (Danko et al., 2008). Social media’s existence has altered
how travelers obtain information (Hajli et al., 2017; Hajli et al., 2018). Travelers rely on outside

sources for information on lodging, activities, transportation, and even shopping when selecting a
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destination (Hyde, 2008). A lot of research has been done recently in the literature on the effects of
various information sources, including e-travel service providers (Frias et al., 2008). Users’ travel
information on social networking sites influences their intention to visit a destination and plays a
significant role in raising awareness of tourism (Filieri et al., 2015). The majority of people are
interested in travelling and would visit a destination by using the information that their friends provide
on social media. As a result, developing an appropriate social media platform in this industry is

crucial.

Researchers like Gallarza et al. (2002) believe that the primary driver of economic growth
and per capita income in developing nations is tourism-related activities. Modern life is full of
popular activities, and one of the main drivers of these nations’ development is thought to be
tourism. It is also among the best instruments for raising employment and lowering poverty. As a
result, the strategy for drawing travelers to a tourist location has received more attention from
scholars, policymakers, and marketers (Ajzen & Fishbein, 1977). Typically, external information
sources like electronic word-of- mouth marketing or traveler blogs are the source of the intention to
visit, which is the rational evaluation of the costs and benefits of a range of various places (Chen et

al., 2014).

Xiang & Gretzel (2010) analyzed the impact of social media on search engine results for
travel- related searches. In this study, a research design was used that simulated the behavior of
travelers in using search engines for travel planning using a set of specific keywords and combining
them with nine tourist destinations in the United States. The results of the analysis show that social
media accounts for a significant share of search results, which indicates that search engines may be
directing travelers to social media websites. This study emphasizes the growing importance of social
media in the online tourism domain and also illustrates the challenges that traditional travel
information providers face. Finally, implications related to online marketing strategies for tourism

marketers are examined.

According to Ravar (2011), television advertising and specific products are of great
importance in the field of tourism, and visual media, especially television, have a significant impact
on the development of tourism in specific areas by providing diverse content such as travel-related
segments that deal with food, accommodations, hotels, and historical sites. The combination of
images, films, documentaries, and narratives from different environments can have a profound
impact on attracting tourists, promoting the travel industry, and capturing the attention of viewers

through home television programs.

In the tourism business of Tabriz City, Jabarzadeh et al. (2020) examined the moderating
effect of social media familiarity and the strength of the link between trust and intention to visit. The

findings demonstrated that a greater level of familiarity with the target media is associated with an
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increase in media trust and visits to the target place.

The characteristics that encourage travelers to share their vacation experiences on social
media were examined by Arica et al. (2022). The findings demonstrated that travelers’ propensity to
post about their vacation experiences on social media is positively and directly impacted by non-
participatory sharing. Real-trip experience sharing was directly and negatively impacted by relational,
environmental, and security issues. Genuine travel experience sharing was positively impacted by

self-actualization, benevolence, and personal fulfilment.

To determine the impact of social media influencer trust on customer journey decision-
making and to evaluate the significance of customer journey constructs such as desire, information
search, alternative evaluation, purchase decisions, satisfaction, and experience sharing Pop et al.
(2021) looked at customer journey theory. The findings demonstrated that customer confidence in
social media influencers influences travel decisions at every level. Moreover, the influence of trust at
each level of the decision-making process is mitigated in the subsequent stage. Influencers on social
media can be used as a marketing tool, but influencing travelers’ judgments about where to go is also

greatly aided by their credibility.

Using word-of-mouth as a mediating element, Feng and Tat-Dat (2021) looked into the
impact of travel-related information gleaned from social media on consumer purchase intention. The
findings demonstrated that consumers’ intentions to make purchases are strongly influenced by the
word-of- mouth marketing generated by social media users. In other words, getting information
about cruises from social media is more advantageous when it comes from word-of-mouth.

Furthermore, word-of- mouth experiences have a big impact on how consumers make decisions.
3. NECESSITY AND PURPOSE OF RESEARCH

From the last ten years until today, many countries have stepped into the tourism industry
with all their might to attract more tourists and increase their national incomes. The benefits of
tourism and investment in this field have created a huge profit for their country (Taghvaei &
Safarabadi, 2011). Regrettably, several nations have failed to secure their rightful place in the tourist
sector, even though they possess numerous attributes that are essential to the sector. Taking into
account that despite the creation of regulations protecting this sector, managers and officials in the
tourism industry have not been able to accomplish their primary objectives. Some nations believe

that this industry’s structure needs to be revised and changed (Parvaneh et al., 2010).

Currently, with the advancement of technology, numerous activities are taking place on the
Internet and social networking applications. Tourists, as consumers, can meet their tourism needs
through these applications. These applications allow them to obtain information about tourism
businesses and destinations and improve their decision-making process. In this regard, it can be

concluded that social media plays a very important role in tourism marketing and helps businesses
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and destinations sell “dreams” to tourists (Gretzel, 2018; Meshkini et al., 2018). The use of social
media has been remarkably successful and has changed the way people interact with brands,
companies and products, as well as the way they express and exchange their opinions. In addition,
social media has become a key source of consumer information and has a significant impact on travel
and tourism, especially because travel and tourism products are generally experiential (Mohammad

Shafiee & Rezaei Hajiabadi, 2023).

The importance of social media in our lives is growing as more people utilize the internet
and social networks daily. The tourist sector is entwined with social media, just like other industries.
Travelers regularly use social media to inform their decisions (Shirmohammadi et al., 2019).
Consequently, it is believed that social media posts affect travelers’ perceptions of the area and their
intention to make a purchase. This research aims to examine how tourists’ perceptions of destination
image and purchase intentions are affected by information about tourism on social media, with a
particular focus on vacation travel. As such, the first thing you must do is ensure that you understand
social media completely. It is necessary to thoroughly examine how social media is defined and
categorized. A review is conducted of previous research that aims to determine how social media, in
its entirety, affects general and travel-related consumer behavior traits, such as image perception

and purchase intention.
4. RESEARCH METHODOLOGY

Social media and its relationship with education in the tourism industry is a topic that has
been acknowledged and studied by various researchers worldwide. In this regard, a qualitative
analysis of the existing literature has been conducted along with definitions and key aspects of
multiple works in the field of social media. Examining the multiple factors of social media that affect
the tourism industry guides the reader towards creating a balance in the use of these media to minimize
their negative effects. Given that successful media, productions can have a significant impact on
introducing lesser-known and under-regarded attractions in areas with tourism potential, mass media
play a fundamental role in the development of the tourism industry and the introduction of tourist
attractions (Mirfakhraddini, 2024; Rabani et al., 2023; Gharaati et al., 2023; Shirmohammadi et al.,

2019). Considering the research objectives, the following research questions were answered.

What role does social media play in the development of the tourism industry?

What role does marketing play in the development of the tourism industry?

How does social media affect travel decisions?

How does social media affect tourist trust?
What channels are used to search for information on social media?

Considering the issues raised, the main issue of this research is to examine the impact of

media on the attraction and development of the tourism industry. This study analyzes the relationship
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between social media and tourism and examines and analyzes the concepts and studies conducted by
researchers in this field. This research aims to examine the role of social media in attracting tourists
and developing the tourism industry, which includes identifying the existing obstacles and limitations
in this area, especially those related to the media, and providing solutions to increase tourism through
marketing. Also, the effect of trust on social media and the way of providing information through
these media is examined, and solutions are provided to improve the performance of social media in

tourism development.

Given the importance and necessity of this research, the research method used in this article
is descriptive meta-synthesis. In this research, the library method and information available in articles
and reference books were used to collect data in the field of theoretical foundations of the research
literature, and related domestic and foreign articles and books were also examined. The study's
statistical population included all research (thesis, research projects, and articles) conducted on the
role of social media in the development of the tourism industry from 2013 to the time of the study.
To determine published research, all scientific databases, including websites, the Humanities Portal,
the National Library, as well as Google and Google Scholar, were studied in a free search. The
search keywords in the Internet databases included the terms tourism destinations, tourism products,

social media, marketing and business, desire to travel and trust.
5. THE ROLE OF SOCIAL MEDIA IN TOURISM INDUSTRY DEVELOPMENT

Since the tourist sector is the cleanest and most lucrative, media advertising strategies must
pay attention to its expansion to increase revenue, open up work prospects, generate jobs, and
improve both the gross domestic product and the national income of nations. Regarding tourism, the
media bears the responsibility of elucidating the significance and exigency of this sector as well as

fostering cultural expression (Strippoli et al., 2024; Hajmohammad et al., 2022).

Planning and utilizing the media’s resources is necessary to effectively explain the capacities
of tourism. By employing contemporary information techniques, the media can introduce the powers
of tourism in a fundamentally new way. Social media has transformed the process of building
reliable brands. The days of billboards and brochures are over for the travel and tourist sectors.
Accumulating favorable user evaluations, social sharing, and customer happiness on social media is

essential for business success (Gretzel, 2018; Mohammadi & Mirtaghian Roodsari, 2017).

Without a doubt, social media has a significant influence on a variety of facets of our lives,
including travel. The use of social media to promote tourism destinations and draw visitors has
gained a lot of attention recently due to the rise in demand for travel by tourists worldwide (Imanifar,
2018). Utilizing social media as a communication and informational tool can considerably aid in the
development of the tourism business by assisting companies in managing tourism, obtaining

information from users, and communicating with them. As a result, tourism businesses must use
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social media to engage and communicate with travelers. However, the tourist sector is a knowledge-
and information- based service sector. Thus, the subject of information and its dissemination via
different mediums is brought up. For the sole purpose of communicating, using social media does not
provide a competitive edge or advance the travel and tourism sectors (Kilipiri et al., 2023; Xiaoluan,

2021).

The guardians of the tourism and tourist fields must give the media adequate and
comprehensive information about the potential of tourism while using media and communication
techniques. Tourism information has to be verified and shown with images. Of course, clear and
open, ambiguity-free, and educated information on tourism should be provided (Sadeghi &
Ghaedamini Harouni, 2020). Travel should be able to communicate with the public in a clear,
expressive, thorough, and non-generalized manner using media and communication approaches.
Information or capabilities related to tourism should be provided responsibly and promptly. The role
that tourism can play in creating jobs and revenue should be taken into consideration while
showcasing and communicating its potential. There is little doubt that the tourism sector will
flourish, grow, and be promoted if the parameters outlined in media planning are taken into account
and new communication techniques are used. The foundation for boosting revenue creation,
generating jobs, and expanding tourism capabilities is communication and the media (Wang & Yan,

2022; Meshkini et al., 2018).

Radio, television, publications, the internet, and modern media are indirect means of
communication that have the power to direct, and apply taste and mentality, and can be very
effective in the field of tourism (Javid, 2012). Mass communication tools can portray the beauty,
abilities, and potential of a tourist area in the best way by using advertising techniques and artistic
creations (Rezaei, 2011). According to the capabilities they have, the media plays an important role
in laying the groundwork for the expansion or stagnation of activities related to this sector. With
precise and controlled planning, the media can shape the thoughts of the people in society, direct

their behavior as desired, and expand their desired point of view (Mokhtari Ardakani, 2009).

Only a well-known location can draw tourists; these visitors are aware of the location, its
distinct qualities and attractions, and the amenities it offers, and they have sufficient faith in the
location to accommodate their needs for welfare while visiting easily. Even though tourist attractions
are appealing and deserving of visitors, they will not succeed in this business without mass media
promotion and awareness since travelers and tourists will not be aware of them and will not have

much luck in this area (Javid & Asadi, 2018).

People use social media heavily when making decisions and making trip plans. Furthermore,
when travelling, the media encourages people to look for further information. Travelers may now

share their experiences and emotions from their travels, thanks to the growth of social media, which is
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a great way for prospective travelers to gather information before making travel plans (Fardous,
2017). Furthermore, the quality of tourism-related information is enhanced when it is gathered from
the viewpoint of travelers, who provide their assessments of the goods and services they have
purchased from a particular tourism area (Kim et al., 2017). With tourism products being inherently
subjective, destination marketing heavily relies on visual information. Because it can accurately depict
the locations and services offered there up until the prospective tourist’s actual visit (Fakeye &

Crompton, 1991).

Potential tourists’ level of familiarity with the place can be raised by the information shown
in visual media, which can thus have an impact on the visual information of the tourist destination
(Baloglu, 2001). Any travelers’ ability to select the ideal location or destination depends on their
ability to form an impression of the place, which is a culmination of the opinions, perceptions, and
experiences of past visitors. The real experiences the prospective tourist has after visiting that location
and his conduct going forward will impact his choice of destinations. It may have a direct impact on

judgments made when selecting a travel place (Hajmohammad et al., 2023).
5.1. The Role of Marketing in Tourism Industry Development

Nobody can deny the importance of marketing, its function in business promotion, or its
effect on national and international economic development and progress. One of the most useful
tools for marketing and promoting these endeavors in the modern era is the Internet (Collin, 2003).
Social media platforms are an effective marketing tool for travel agencies. An effective social
network can meet the demands of advertising, customer support, and consumer interaction tactics

(Panahandeh et al., 2021).

Your firm will succeed greatly if social media and tourism marketing are integrated.
Marketing and related research are crucial and essential in the tourism industry. In the tourism sector,
marketing entails anticipating visitors’ evolving requirements and desires; customer happiness needs
to be the first consideration for marketers (Movahed et al., 2012). To plan the appropriate programs
based on the social, cultural, political, and economic issues of the target countries and tourist
exporting markets, it is necessary to closely investigate all kinds of issues associated with marketing.
In the new millennium, with communication technologies serving as the glue that binds disparate
societies and civilizations together, advertising particularly in the business sector will surely play a
vital and long-lasting role in maintaining the stability of these communications (Rezagholizadeh,
2010).

The tourism-generated market has unique and intricate coordinates. The fierce rivalry in this
sector to draw tourists is one of its key characteristics. Competition in such a setting, where big
worldwide corporations are present, suggests that the only way to succeed in this tough competition

is through infrastructure investment. Aside from this, other success variables like marketing need to
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be given careful consideration (Delshad, 2021). As a science, tourism marketing adheres to certain,
defined rules that must be followed to achieve commercial success and grow market share (Sheikhi

& Pazoki, 2017).

The media has played a significant role in the development of the tourism industry. These
media can have both positive and negative effects on the mindset of travelers, which ultimately
affects their decisions in choosing travel destinations (Lexow & Edelheim, 2004). Advertising and
social media platforms are selected according to how well-known each company is. Social media has
a big impact on how society perceives and feels about things. Put another way, information and
promotion via social media is one of the most powerful tools for the growth of tourism. Social
media’s ability to foster social interaction, inform, educate, and create culture all play critical roles in
the growth of the tourism sector. It is crucial to pay attention to all of the media’s changeable
components as a result (Pricopoaia & Susanu, 2022). The characteristics of media advertising’s
function in tourism are the credibility of the media, the availability, quality, and quantity of
information, as well as the opportunity for travelers to compare opinions (Haml Abadi & Jafari,

2021).

Tourism is the best choice for economic development because it may offer locals significant
financial benefits, a first-rate experience, and widespread recognition among visitors. The role that
marketing and advertising play in the growth of the travel and tourism sector, however, is yet far off
and can be planned (Movagharpak & Ghorbani, 2018). Nowadays, advertising is the most significant
tool in the tourism sector and should be used effectively. A proper and competent grasp of
advertising and its ideals is essential for the effectiveness of advertising that promotes the nation’s
cultural and tourism qualities. If used effectively, professional advertising can further cultural
objectives both internally and externally; otherwise, it is time, money, and energy waste (Meyer &
Meyer, 2015). In the modern world, media and advertising efforts within the tourism sector
require the belief that advertising is not expensive, but rather a type of essential investment that
advances organizational and national objectives and can yield significant results when executed

correctly and morally (Sofronov, 2019).

In the tourism sector, marketing is a management process that involves predicting visitor
demands and satisfaction. In turn, this has made suppliers and travel agencies more competitive with
one another (Hat et al., 2024; Delavar et al., 2016). Customer relationship management, which comes
in a variety of forms and definitions, is one of the most significant social media marketing strategies
used in the travel industry. The process of customer discovery, customer engagement, market
planning, and customer data analysis is one of the ideas about customer satisfaction management.
Knowledgeable customer discovery: this is the process of discovering, classifying, and forecasting
the organization’s clientele through the examination of investment strategies and customer attributes.

Customer interaction: putting into practice and overseeing customer communication by providing
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pertinent information at the appropriate moment and making product offers through a variety of
interactive channels (Cerchia, 2016). Market planning includes creating strategies and programs for
strategic communication as well as specifying the items and distribution routes that are given to
particular clients. Analyzing client data involves gathering and examining information from messages

that businesses have received via interactive channels (Majeed et al., 2022; Swift, 2002).

One of the most useful tools for marketing and promoting these endeavors in the modern day
is the Internet. The discipline of marketing has seen the emergence of new techniques based on the
Internet and information and communication technology; as a result, electronic marketplaces and
marketing are currently growing quickly in developing nations (Collin, 2003). To promote tourist
attractions and draw travelers, media tools are becoming increasingly crucial in this day and age due
to the growing demand for travel from tourists worldwide. Social media is quite effective in
marketing in a sector that deals with people’s entertainment and moods. Features like the ability to
share photos, videos, albums, tags, friend circles, and chats draw viewers in. In this case, tour
operators can interact with the client via the channels specified in the descriptions of their trip
packages, prices, and service offerings. Furthermore, prior research has demonstrated that travelers
frequently visit locations that they have only seen on virtual tours. However, information technology
is advancing quickly in this day and age, and its user base is growing daily. As a result, it’s
imperative to seize the chances presented by this technical advancement while also taking into
account national priorities. Travelers’ judgments are heavily influenced by the media and other
information sources. This implies that the nation’s leaders, legislators, and administrators of the
tourism sector should all give the media’s function sufficient consideration (Kilipiri et al., 2023;

Salamzadeh et al., 2022; Delavar et al., 2016).

Social media applications in the tourism sector are recognized as a tool for distributing
information and services. These applications allow direct communication between sellers of tourism
products and consumers (Law et al., 2004). The tourism industry is increasingly utilizing social
media platforms as a tool for public relations, sales development, personal selling, and advertising.
These businesses can connect with travelers and thereby increase brand awareness (Sahbaz &

Bayram, 2013).

Businesses in the tourism industry can develop campaigns and distribute content by utilizing
social media apps. As a result, this circumstance offers these companies an alternate marketing plan.
Businesses in the tourism industry should use social media more for marketing purposes if they want
to stay ahead of the competition. Businesses in the tourist industry can enhance customer satisfaction

by interacting with current travelers via social media platforms (Oru¢ & Dalgin, 2013).
5.2. The Influence of Social Media on Travel Decisions

Individual buying intentions are influenced by the needs and impressions of tourists that are
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shaped by social media (Kim, 2012). Advertising campaigns by hotel businesses may not have as
much of an impact on the choice of destination or traffic as travel images shared on social media by
visitors who have been there (Beeton, 2010). When preparing for their next vacation, travelers use a
variety of social networking sites to gather information. However, the most important functions
come during the problem identification and information-gathering phases. All phases of the decision-
making process see varied levels of consumer use of social networking sites (Dwityas & Briandana,
2017). Social media is primarily utilized for holiday planning to look up information about possible
destinations and rule out places that have already been ruled out of the stimulus set. Before deciding
what to buy, tourists use social media to research their options. Travelers get information from a
variety of social networks during the prepurchase phase, including blogs, social media, websites,
travel agencies, etc. (Narangajavana et al., 2017). A multifaceted process involving expectations,
planning, forecasting, and sharing of travel experiences is made possible in large part by the Internet.
As a result, tourists who look up information on social media about a place are more prepared and
can select the one that most closely fits their expectations. Guerreiro et al. (2019) claim that while
social media influencers may help customers plan their travels, they have little effect on the selection

of options.

Social media frequently has an impact on how options are weighed. Persuasion is projected
to rise with the dependability of tourism evaluations due to the faith that is placed in the information
sources. Travel inclination is significantly impacted by consumer trust in social media-generated
content. Information-seeking for travel destinations is significantly impacted by consumer trust in
social media material. Tourist destination evaluations are significantly impacted by consumer trust in
social media content. Destination travel product satisfaction is positively impacted by customer
confidence in social media material. Social media-generated content influences travelers sharing of
their experiences in a favorable way. Travelers are more likely to alter their vacation plans the more

social media influences their location decisions (Bidabadi Amin et al., 2021).
5.3. The Impact of Trust in Social Media

Trust is considered one of the essential elements in business and the foundation of any
bilateral relationship. Developing trust is a competitive advantage in the tourism industry. Electronic
trust, the purchasing experience, site familiarity, security, and privacy are all positively correlated
(Ebrahimzadeh Ganji et al., 2016). Therefore, trust and close contact between the parties involved in
the exchange have been important in social commerce. Consequently, the success of social media
depends on trust (Li et al.,, 2013). The behavior and decision-making of consumers are greatly
influenced by the trust. Online information search behavior is positively impacted by consumer trust
in online sources (Jabarzadeh et al., 2020). Studies indicate that social relationships and social
purchasing goals are significantly impacted by trust in the social business community and that a

person’s ability to share their experiences in the community is heavily reliant on their standing within
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it (Chen & Shen, 2015). Meanwhile, the opinions and importance of the customer are altered by
platforms like Facebook, YouTube, and Instagram, which have millions of users (Luo et al., 2013).
Furthermore, social media helps users obtain knowledge faster, cheaper, and more effectively

(Schniederjans et al., 2013).
5.4. Information Seeking from Social Media

An essential information source, the internet is becoming more and more necessary every
day. The method of looking up travel information and choosing a place has been radically altered by
the Internet (Morosan & Jeong, 2008). The Internet can be a useful tool for advertising tourism-
related businesses such as restaurants, hotels, and travel agencies. The travel and tourism sector offers a
network that enables individuals to exchange travel-related information with others worldwide. Users
may access a wealth of information on tourist destinations and their amenities, including locations,
features, dining options, and more, thanks to the availability of information and communication
technologies, such as websites and social media (Litvin & Hoffman, 2012). Additionally, travelers or

patrons of the global tourism sector can share their experiences via the media.

As per the statements made, travelers tend to look for knowledge about people’s decision-
making experiences mostly through their involvement. Through mobile services, social media has
grown in importance as a source of information for travelers in recent years (Jabarzadeh et al., 2020).
The foundation of participatory information seeking is the actions taken by a group or team to
identify information needs, create queries, obtain information, assess it, and ask for it to be provided
to meet those needs. Travelers are more likely to believe information from user experiences,
opinions, and narratives than from official sources (Milano et al., 2011). Before making a purchase,
users in the social media ecosystem research products and services and ask their peers for advice
(Chu & Kim, 2011). According to surveys, meeting new people and interacting with both internal
and external groups can help one obtain information while travelling (Tan & Goh, 2015). People
therefore place greater importance on social media’s ability to speed up the process of accessing

information in a variety of disciplines, particularly in the travel and tourism sector.
6. RESEARCH FINDINGS AND RESULTS

The modern tourist industry is built on marketing existing resources and attractions and
attempting to develop new ones for a given location. Keeping an eye on developments and the
advancement of technology throughout the past century is the key to this development. In other
words, tourism is unlikely and impossible to grow without ingenuity (Sofronov, 2019). The
requirement for marketing in the tourism sector to please travelers has led to a competitive climate. It
must make investments in marketing and tourism infrastructure to enter this cutthroat industry and
offer a tourism heritage. Numerous variables influence the tourism industry, which is one of the major

concerns in many countries across the world. The media is one of these crucial elements that hasn’t
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gotten as much attention. There is no particular model that specifies the tasks and responsibilities of
the media in the direction of tourism development and promotion, even though there are tourist
attractions and capacities in many regions of the world. By establishing and presenting a
comprehensive model, the function of media in the development of tourism, as well as the

dimensions and elements of this model, should be defined.

Considering that social media and the Internet have become essential components of both
personal and professional lives. These advancements have had a significant impact on the tourism
sector as well. Social networking is becoming more and more important for traveler consumers,
travel-related businesses, and tourist destinations. Every element of our lives, including the way we
consume, has been altered by social media. Businesses have been greatly impacted by these
advancements, primarily because they have made new marketing methods possible. Undoubtedly, all
of this involves tourism, one of the most dynamic industries in the world economy. Your firm will
succeed greatly if social media and tourism marketing are integrated. For better or worse, the travel
business has moved past the days of brochures and billboards. Social media has revolutionized the
process of building a trustworthy travel brand these days. Content creation and curation on social
media, user feedback gathering, and customer satisfaction are all essential to the success of travel

firms. It’s now time for companies to utilize this ability to expand their operations.

Nowadays, advertising is the most significant tool in the tourism sector and should be used
effectively. A proper and competent grasp of advertising and its ideals is essential for the
effectiveness of advertising that promotes the nation’s cultural and tourism qualities (Salehi &
Farahbakhsh, 2014). If used effectively, professional advertising can further cultural objectives both
internally and externally; otherwise, it is time, money, and energy waste. In today’s environment, the
notion that advertising is not expensive should be taken into account while planning advertising
campaigns for the travel and tourism sectors. Instead, it is a type of core and moral investment to
further corporate and national goals, and it can result in significant accomplishments when carried out

correctly and morally.

One of the key points to consider when using social media platforms is individual legal
responsibilities. These media provide new possibilities for travelers to communicate. Many travelers
use these platforms to research their destinations and choices. Posts published on social media
have a profound impact on travelers’ attitudes towards places and their purchasing decisions. These
impacts are divided into various aspects, including purchase intention, perception of luxury and
leisure options, familiarity with basic tourism facilities, and the effectiveness of social media.

Research shows that travelers are more motivated to travel due to posts on social networks.

Social media presents a huge opportunity for the travel and tourism sectors. The ways that

people research travel before departing are one way to observe how social media has affected
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tourism. People are now urged to talk about their travel adventures. As a result, social media has
altered how people arrive at conclusions. People rely on other people’s reviews to establish their
faith in tourist locations (Meshkini et al., 2018). Social media platforms are quite effective at
marketing to consumers in the entertainment and mood-related industries. As a science, tourism
marketing adheres to certain rules that must be followed to achieve commercial success and grow

market share.

In tourism development, social media, especially platforms dedicated to sharing photos and
videos, require special attention. This means that images and videos recorded by tourists are essential
for the online display of each country’s tourism capabilities and directly affect the choice of travel
destinations by foreign tourists (Delavar et al., 2016). Tourists’ trust in the content provided on social
media significantly affects their willingness to travel, search for travel information, evaluate tourist
attractions, purchase travel-related products, and share their travel experiences. Travelers’ judgments
are strongly influenced by the media and other information sources, and therefore, paying attention

to all the modifiable aspects of media in the tourism industry is of great importance.

Tourists’ experience is strongly influenced by trust in social media at key stages. According
to research, the travel satisfaction stage shows the greatest direct and indirect impact of trust in social
media. Therefore, tourists’ travel should be smooth and unobstructed. During the trip, the impact of
social media on trust is visible and this impact can be influenced in later stages. The results show a
positive correlation between customer information-seeking behavior, travel intention, and trust in
social media (Syamsu et al., 2022; Mohamad et al., 2022; Jabarzadeh et al., 2020; Tuclea et al.,
2020). With the increase in the level of trust in these media, people become more willing to learn about
related topics, especially in the field of tourism. This shows that social media plays an important role
in the travel and tourism industry. Obtaining more information from reputable media in the field of
tourism can lead to more effective visits to tourist destinations. People who use reputable media are
more likely to visit their chosen locations, as their trust in these media increases, and this feeling of

trust can be a motivation to visit others.

This study analyzes the impact of factors such as the role of social networks, marketing
strategies, trust, and methods of receiving information from the media on tourists’ choices and
increasing their willingness to travel to tourist destinations, as well as examining the relationship
between these factors and the development of the tourism industry. Tourists’ trust in content produced
on social media has a significant impact on their willingness to travel, purchase of tourism products,
satisfaction with travel, and evaluation of tourist destinations. Also, this trust has a positive impact
on the search for information related to tourist destinations and the behavior of sharing tourists’
experiences. Therefore, it is necessary to take special measures and attention in the field of tourism to
develop and flourish this industry. Providing tourism information on online platforms, especially

social media, is accompanied by challenges, and collective efforts and cooperation are needed to
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build trust among applicants and tourists. In this context, creating a comprehensive online system can
help increase tourists’ trust and awareness through social media. This research is considered a small
step towards achieving broader goals in the field of the impact of social media on tourists’ travel
choices and preferences and analyzing its relationship with the development of the tourism industry,

although there are other important factors in this field.
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TUKETICILERIN BESLENME TERCIHINDE GELENEKSEL VE FASTFOOD

URUNLERIN ROLU UZERINE BiR ARASTIRMA

Unalcan Kutal'*, Eda Giines?, Yilmaz Secim

Ozet

Bu calismada, geleneksel ve fastfood trtinlerine yonelik tiiketici tercihlerini belirlemek amaglanmaktadir. Boylece
tilketici davranislarint analiz ederek tiiketicilerin geleneksel triinlere yonelik oneriler getirmeleri hedeflenmektedir.
Aragtirma Cankiri, izmir ve Malatya olmak iizere ii¢ sehirde gergeklestirilmigtir. 100 katilimet ile goriigilmiis bunlardan
bir kisinin cevaplar1 yeterli olmadigindan degerlendirmeler 99 kisi tizerinden yapilmigtir. Katilimeilarin demografik
ozelliklerini belirlemek i¢in katilimcilara yas, cinsiyet, egitim diizeyi, gelir diizeyi, yerlesim yeri, fastfood ve geleneksel
gidalarr tiketme sikliklart ve saglikli beslenmenin 6nemini anlamaya yonelik sorular sorulmustur. Katilimcilara gida
titketim tercihlerini anlamaya yonelik yapilandirilmig goriigme sorulart yoneltilmistir. Katilimcilarin goriislerine iligkin
istatiksel bilgiler verilmis ve tablo seklinde sunulmustur. Katilimcilarin verdigi yanitlar, betimsel analiz yontemi
kullanilarak analiz edilmistir. Bulgular, katilimcilarin bityiik ¢ogunlugunun fast food tiriinlerini sagliksiz buldugunu
gostermektedir. Ancak is hayati ve okul temposu nedeniyle ulasilabilirlik ve kisa hazirlanma siiresi gibi faktorler, fast
food tiiketimini tercih etmelerine neden olmaktadir. Birgok katilimei fastfood triinlerinin ekonomik boyutuna deginmis
ve geleneksel gidaya gore daha uygun fiyatli oldugunu vurgulamistir. Geleneksel gidaya bakis agisinin katilimcilar
arasinda liiks titketim tercihleri arasinda yer aldig1 anlagilmistir. Katilimeilar, Turk mutfak kilturtindeki birgok triiniin
uzun siiren on hazirlik ve pisirme siirelerine sahip olmasinin, zamandan tasarruf etme ihtiyaci nedeniyle tercihlerini
olumsuz yonde etkiledigini belirtmistir. Ancak, uzun pisirme siiresi ve dogal pisirme tekniklerinin kullanilmasiyla
yemeklerin daha homojen ve lezzetli hale geldigini de ifade etmislerdir. Fastfood urtnlerin, pratiklik ve uygun fiyat
avantajlariyla yogun is ve okul temposundaki bireyler i¢in daha cazip hale geldigi saptanmistir. Buna karsilik,
geleneksel gidalar, dogal malzemeler ve saglikli pisirme teknikleri ile saglik agisindan olumlu bir izlenim biraksa da
hazirlik ve pisirme stiresinin uzunlugu ve ekonomik maliyetlerinin yiiksek olmasi nedeniyle daha az tercih edilmektedir.
Katilimeilar, geleneksel gidalarin modern yasam tarzina uygun hale getirilmesi durumunda, bu tiir gidalar1 daha sik
tilketebileceklerini ifade etmislerdir. Elde edilen bulgular hem fastfood hem de geleneksel gida tiketimini etkileyen
faktorlerin daha iyi anlasilmasi ve geleneksel gidalarin tiikketimini artirmaya yonelik stratejilerin gelistirilmesi igin
onemli bir temel sunmaktadir.

Anahtar Kelimeler: Tiiketici Davranislari, Geleneksel, Fastfood, Beslenme
A Research on the Role of Traditional and Fastfood Products in Consumer Dietary Preferences

Abstract

This study aims to identify consumer preferences regarding traditional and fast food products. In this context, the
objective is to analyze consumer behaviors and encourage participants to propose suggestions related to traditional
products. The research was conducted in three cities: Cankiri, Izmir, and Malatya. Interviews were held with 100
participants; however, as one participant’s responses were deemed insufficient, the evaluations were carried out based
on the remaining 99 participants. To determine the demographic characteristics of the participants, questions were asked
regarding age, gender, education level, income level, place of residence, frequency of consuming fast food and
traditional foods, and the perceived importance of healthy eating. Structured interview questions were posed to
understand participants' food consumption preferences. Statistical information concerning the participants' responses
was provided and presented in tabular form. The responses were analyzed using the descriptive analysis method. The
findings indicate that the majority of participants consider fast food products to be unhealthy. However, factors such as
accessibility and shorter preparation times, driven by the demands of work and school schedules, lead participants to
prefer fast food consumption. Many participants emphasized the economic aspect of fast food, highlighting that it is
more affordable than traditional foods. Traditional foods, on the other hand, were perceived as luxury consumption
items among the participants. Participants noted that the long preparation and cooking times associated with many
dishes in Turkish culinary culture negatively affect their preferences, primarily due to the need to save time. However,
they also stated that these long cooking processes and the use of natural cooking techniques result in meals that are
more homogeneous and flavorful. Fast food products were found to be more appealing to individuals with busy work
and school schedules due to their practicality and affordability. Conversely, while traditional foods leave a positive
impression in terms of health because of natural ingredients and healthy cooking techniques, they are less preferred due
to lengthy preparation and cooking times as well as higher economic costs. Participants expressed that they would
consume traditional foods more frequently if these foods could be adapted to suit modern lifestyles. The findings
provide a significant foundation for better understanding the factors influencing both fast food and traditional food
consumption and for developing strategies aimed at increasing the consumption of traditional foods.

Keywords: Consumer Behavior, Traditional, Fastfood, Nutrition
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1. GIRIS

Glintimiiz tiiketici davranislari, degisen yasam kosullari, beslenme aligkanliklari ve modern
diinyanin getirdigi hizli yasam tarziyla birlikte biiyiik bir doniisiim gecirmektedir (Durmaz, Diizgiin
ve Stirme, 2019). Gida tiiketimi, bireylerin yasam tarzlarini ve kiiltiirel degerlerini yansitan en temel
unsurlardan biri olarak 6ne ¢ikarken, geleneksel ve fastfood tiriinleri bu doéniisiimiin en ¢arpici iki
karsiti olarak dikkat cekmektedir (Akargay ve Sugur, 2015). Geleneksel iiriinler, genellikle uzun yillar
boyunca toplumlarin kiiltiirel birikimi ve mutfak mirasiyla sekillenen, yerel malzemeler ve tariflerle
tiretilen yiyeceklerdir. Bu iiriinler, sadece bir besin kaynagi olmaktan 6te, kimlik, tarih ve toplumsal
baglarm da birer tastyicisidir. Ote yandan, fastfood iiriinleri, modern diinyanin hiz, kolaylik ve
erigilebilirlik ihtiyaclarina yanit veren, 6zellikle sehirlesmenin ve kiiresellesmenin etkisiyle diinya

genelinde yayginlasan bir tiikketim kategorisidir (Cémert, 2019).

Bu iki farkli gida tiirii, tiiketiciler icin ¢ok farkli degerler ve faydalar sunmaktadir.
Geleneksel triinler, saglikli beslenme, otantik tatlar ve kiiltiirel baglilik gibi unsurlarla 6n plana
cikarken, fastfood iiriinleri daha ¢ok zaman tasarrufu, pratiklik ve fiyat avantaji gibi modern
diinyanin ihtiyaglarini karsilamak iizere tercih edilmektedir. Bu noktada, tiiketici tercihlerinin nasil
sekillendigini anlamak, yalnizca bireylerin beslenme aligkanliklarini incelemekle sinirli kalmaz; ayni
zamanda kiiltiirel, sosyal ve ekonomik dinamiklerin de derinlemesine incelenmesini gerektirir.
Ozellikle sehir yasaminin hizi, artan is yiikii, sosyal medya ve dijital pazarlama stratejilerinin etkisi
gibi faktorler, geleneksel ile fastfood iiriinleri arasindaki tercihlerde belirleyici rol oynamaktadir

(Acar, 2016).

Bu caligmada, tiiketicilerin geleneksel ve fastfood iiriinlerine yonelik algilari, tercihlerini
etkileyen faktorler ve bu tiriinler arasindaki se¢imlerinde rol oynayan faktorler incelenmektedir.
Arastirmanin temel amaci, tiiketicilerin geleneksel ve fastfood iiriinlere yonelik tercihlerini
belirlemektir. Bu kapsamda, tiiketici davraniglart analiz edilerek geleneksel iiriinlere yonelik Gneriler
sunulmasi hedeflenmektedir. Ayrica, saglik, tat, fiyat, zaman tasarrufu gibi temel faktorlerin bu
tercihler lizerindeki etkisi de degerlendirilecektir. Boylece, hem pazarlama stratejilerinin daha etkili
bir sekilde gelistirilmesine katki saglayacak hem de tiiketici davranislarinin anlasilmasina yonelik

bilimsel bir zemin olusturulacaktir.
1.1. Gida Seciminde Tiiketici Davranis Teorileri

Tiiketici davranislarini anlamak, pazarlama stratejilerinden tiriin gelistirme siireglerine kadar
bir¢ok alanda kritik bir rol oynar. Gida se¢iminde de tiiketiciler, bir dizi bilingli ve bilingdis1 etki
altinda karar verirler. Bu kararlarin arka planinda, bireylerin psikolojik ihtiyaclari, ekonomik
durumlari, sosyal c¢evreleri ve kiiltiirel degerleri gibi gesitli faktorler yer alir. Bu baglamda, gida
tercihlerinin nasil sekillendigini anlamaya yonelik farkli tiiketici davranig teorileri vardir. Bu teoriler,

tiiketicilerin neden belirli gida tiriinlerini tercih ettigini ve nasil kararlar aldigin1 agiklamak i¢in bir
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cerceve sunar. Asagida bu teorilerden bazilari ve gida segiminde nasil iglev gordiikleri

aciklanmaktadir (Ariely, 2009).
1.2. Maslow’un Ihtiyaclar Hiyerarsisi

Maslow’un ihtiyaglar hiyerarsisi, tiiketici davraniglarinin temelinde yatan motivasyonlari
aciklayan 6nemli bir teoridir. Bu teoriye gore, insanlar 6nce temel fizyolojik ihtiyaglarini (yani,
aclik, susuzluk gibi temel gereksinimlerini) karsilamaya c¢alisir, ardindan giivenlik, sosyal iliskiler,
saygi ve kendini gerceklestirme gibi daha yiiksek diizeydeki ihtiyaclara yonelirler. Gida se¢iminde,
bu hiyerarsi gergevesinde tiiketicilerin temel beslenme ihtiyaclarini karsilamaya yonelik kararlar
aldigi, ancak daha iist seviyelerde saglik, statii ve kimlik gibi faktorlerin devreye girdigi goriiliir.
Ornegin, bir birey sadece aghk duygusunu tatmin etmek igin fastfood tercih edebilirken, baska bir
birey saglik bilinciyle organik ya da geleneksel iiriinleri tercih edebilir. Maslow’un teorisi,
tiiketicilerin gida se¢imlerini yalnizea fizyolojik aglikla degil, ayn1 zamanda kendini ifade etme ve ait

olma gibi sosyal ve psikolojik motivasyonlarla da iligkilendirir (Maslow, 1943).
1.3. Davramigsal Ekonomi ve Karar Verme Siirecleri

Davranigsal ekonomi teorisi, bireylerin her zaman rasyonel kararlar almadigini, aksine
duygusal, bilissel sinirlamalar ve dis faktorlerin etkisiyle kararlarimi sekillendirdiklerini savunur.
Gida segimlerinde de bu teori dnemli bir rol oynar. Ornegin, fastfood restoranlarinin sundugu hizl,
uygun fiyatli ve doyurucu segenekler, bazi tiiketicilerin uzun vadeli saglik faydalarindan ¢ok kisa
vadeli doyum saglamayi tercih etmesine neden olabilir. Ayni sekilde, geleneksel gidalarin
pazarlanmasinda kullanilan kiiltiirel ve nostaljik 6geler, tiiketicilerin rasyonel saglik kararlarindan
ziyade duygusal baglarina dayali tercihler yapmalarina yol agabilir. Sezgisel karar verme
siireclerinde tiiketiciler, her zaman fayda- maliyet analizi yapmadan, hizli kararlar alarak gida
secimlerini gerceklestirebilir. Bu siireg Noropazarlama, tiiketici davraniglarini anlamak igin
norobilimsel teknikler kullanarak beynin gida secimleri tizerindeki etkisini inceler. Beyin, duyusal
algilar, tatmin duygusu, gegmis deneyimler ve duygularla karar alma siireglerini yonetir. Ozellikle
gida seciminde, beyin tarafindan 6diil sistemleri devreye girer. Ornegin, fastfood iiriinleri, yiiksek yag
ve seker oranlariyla beynin 6diill mekanizmalarmi tetikleyerek, tiiketicilerde tekrar satin alma
davranig1 yaratabilir. Noropazarlama arastirmalari, tiiketicilerin gorsel uyaranlara (ambalaj
tasarimlari, renkler, markalar) nasil tepki verdigini ve bu uyaricilarin bilingdis1 diizeyde kararlarim
nasil etkiledigini anlamaya calisir. Gida sektoriinde de ozellikle ambalajlarin ve reklamlardaki
goriintiilerin tiiketici tizerinde nasil etki biraktigi ve bu unsurlarin tiiketici tercihlerinde nasil bir rol
oynadig1 néropazarlama ile incelenir. Geleneksel gidalarda ise otantik tasarimlar ve ge¢gmise yonelik
nostaljik imgeler, tiiketicinin zihinsel siireglerinde giiven, sicaklik ve aidiyet duygularimi

tetikleyebilir (Zaltman, 2003).
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1.4. Asir1 Secim Paradoksu

Glintimiizde tiiketiciler, Ozellikle marketlerde ve restoranlarda ¢ok genis bir iiriin
yelpazesiyle karst karsiya kalmaktadir. Bu durum, gida tercihlerinde karar almay1 zorlastirabilir ve
secim yorgunluguna yol agabilir. Asirt se¢im paradoksu, fazla sayida segenegin tiiketicileri
kararsizliga siiriikleyebilecegini ve bu nedenle hizli ve kolay bir ¢oziim sunan seceneklere
yonelebilecegini savunur. Fastfood tiriinleri genellikle bu tiir durumlarda tiiketicilere cazip gelir,
¢linkii belirli, sabit meniiler ve hizli karar alma imkani sunar. Buna karsilik, geleneksel gidalar daha
karmagik tarifler ve seceneklerle sunuldugunda tiiketiciler, karar alma siireglerinde zorlanabilir ve

daha az tercih edebilir (Ajzen, 1991).
1.5. Planh Davrams Teorisi

Planli davranis teorisi, tiiketicilerin gida tercihlerini bilin¢li ve planli bir sekilde yaptigi
varsayimi tlizerine kuruludur. Bu teoriye gore, bireylerin davraniglari, niyetleri ve bu niyetleri
sekillendiren ii¢ ana faktor tarafindan belirlenir: tutumlar (bir davranigsa yonelik bireysel tutumlar),
sosyal normlar (¢evrenin o davranis hakkindaki beklentileri) ve algilanan davranis kontrolii (bireyin
o davranis1 gergeklestirme yetenegi). Ornegin, bireyler saglikli beslenmeye yonelik olumlu bir
tutuma sahipse ve gevresel faktorler (arkadaslar, aile) bu tercihi destekliyorsa, geleneksel ve daha
saglikli gidalara yonelmeleri olasidir. Fastfood ise genellikle sosyal normlar ve g¢evresel baskilar
altinda tercih edilir; 6zellikle gengler arasinda popiiler olan bu tikketim big¢imi, sosyal c¢evrenin

etkisiyle giiglenir (Schiffman ve Kanuk, 2007).
1.6. Geleneksel Gidalarin Kiiltiirel ve Saghk Boyutu

Geleneksel gidalar, bir toplumun tarihini, kiiltiiriinii ve yasam bicimini yansitan 6nemli
unsurlardir. Yiizyillar boyunca nesilden nesile aktarilan bu gidalar, sadece beslenme ihtiyaglarini
karsilamakla kalmaz, ayni zamanda bir toplumun kimliginin ve degerlerinin ayrilmaz bir pargasi
haline gelir. Geleneksel gidalar, cografi, iklimsel ve kiiltiirel farkliliklar g6z 6niinde bulundurularak,
yerel halkin yasam kosullarina uygun olarak gelistirilmistir. Bu nedenle, bu gidalarin kiiltiirel ve sosyal

6nemi bilyiiktiir (Bray, 2008).

Bununla birlikte, geleneksel gidalarin saglik agisindan da birgok faydasi oldugu
goriilmektedir. Geleneksel beslenme aligkanliklari, genellikle dogal ve islenmemis malzemelere
dayanir. Bu gidalar, modern islenmis gidalara kiyasla daha az katki maddesi igerir ve genellikle daha
dengeli bir beslenme sunar. Dolayisiyla, geleneksel gidalar hem kiiltiirel mirasin korunmasinda hem

de saglikli yasamin desteklenmesinde 6nemli bir rol oynar (Rolls, 2015).
1.7. Kiiltiirel Boyut

Geleneksel gidalar, bir toplumun sosyal yapisini, inang¢ sistemini ve tarihsel gelisimini

anlamada kritik bir yere sahiptir. Her kiiltiir, kendi cografi kosullarina, iklimine ve tarimsal
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olanaklarina gore gelisen bir mutfak kiiltiiriine sahiptir. Bu gidalar, topluluklarin kimligini olusturur
ve toplumsal ritiiellerin, kutlamalarin ve giinliik hayatin bir pargasi haline gelir. Ornegin,
Tiirkiye’deki geleneksel yemekler, Osmanli, Orta Asya ve Akdeniz mutfaginin etkileriyle
sekillenmistir ve farkli bolgelerdeki yerel malzemelerle zenginlestirilmistir. Gaziantep mutfagi,
UNESCO tarafindan da tanman bir gastronomi sehri olarak, geleneksel Tiirk mutfagmnin diinya
capinda 6nemli bir temsilcisidir. Geleneksel gidalar, genellikle aile ve toplumsal baglar1 giiclendiren
bir unsurdur. Ozellikle dini bayramlar, diigiinler, festivaller ve diger kutlamalar sirasinda bu gidalar
tiiketilir ve paylasilir. Bu gidalarin hazirlanmasi ve tiiketilmesi, topluluk i¢inde kiiltiirel degerlerin
aktarilmasma katki saglar. Ayrica, geleneksel tarifler, genellikle belirli bir zanaatkarlik ve ustalik
gerektirir, bu da bu gidalarin kiiltiirel mirasin korunmasinda dnemli bir rol oynadigini gosterir

(Plassmann, Ramsoy, ve Milosavljevic, 2012).
1.8. Saghk Boyutu

Geleneksel gidalar, genellikle dogal ve yerel kaynakli malzemelerle iiretilir. Bu durum, bu
gidalarin besin degeri agisindan zengin ve katki maddeleri agisindan diisiik olmasini saglar. Ornegin,
zeytinyagi, bulgur, sebzeler, baklagiller gibi malzemeler, geleneksel Tiirk mutfaginin temel taslarini
olusturur ve bu malzemeler hem saglik agisindan faydali hem de dogal igeriklere sahiptir. Modern
fastfood iiriinleriyle kiyaslandiginda, geleneksel gidalarin genellikle daha az islenmis olmasi ve daha

dengeli bir besin profili sunmasi, onlar1 saglik agisindan tercih edilir kilar (Schwartz, 2004).

Arastirmalar, islenmemis ya da az islenmis geleneksel gidalarin, ozellikle kalp-damar
hastaliklari, diyabet ve obezite gibi kronik hastaliklarin 6nlenmesinde olumlu etkiler sundugunu
gostermektedir. Ornegin, Akdeniz Diyeti, bilimsel ¢alismalarla kalp sagligini korudugu ve yasam
siiresini uzattig1 kanitlanmis, geleneksel bir beslenme bigimidir. Bu diyet, taze sebzeler, meyveler,
tam tahillar, zeytinyagi, balik ve baklagillerden olusur ve islenmis gidalara yer verilmez (Montanari,

2006).
2. YEREL URUNLERIN ONEMIi VE SURDURULEBILIRLIK

Geleneksel gidalar, ¢ogunlukla yerel iiretimle baglantilidir. Yerel tarim iriinlerinin
kullanilmasi hem ¢evreyi korumaya hem de yerel ekonomileri desteklemeye katki saglar. Cografi
isaretli tiriinler, yerel ve geleneksel iiretim yontemleriyle iiretilen, belirli bir b6lgeye 6zgii olan ve o
bolgenin ismiyle anilan iiriinlerdir. Bu iiriinler, hem o bolgenin kiiltiirel degerlerini tasir hem de
bolge ekonomisine katkida bulunur. Gaziantep baklavasi, Malatya kayisis1 gibi ornekler, geleneksel
iretim yontemlerinin ve yerel iiriinlerin korunmasini saglar. Ayrica, yerel ve geleneksel gidalarin
tiretimi, biiyiik Olgekte endiistriyel tretime kiyasla daha siirdiiriilebilir olabilir. Geleneksel
yontemlerle yapilan iiretim, genellikle daha az enerji kullanir ve ¢evreye daha az zarar verir. Bunun
yani sira, geleneksel tarim ve gida iiretimi, biyolojik cesitliligi korumaya yardimci olur ve yerel

ekosistemlerin siirdiiriilebilirligini destekler (Willett, Sacks ve Trichopoulou, 1995).
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2.1. Modernlesmenin Geleneksel Gidalara EtKisi

Gilintimiizde, geleneksel gidalarin karsilagtigi en biiyiik zorluklardan biri modern yasam
tarzlarinin getirdigi hizli titketim aliskanliklaridir. Fastfood kiiltiiriiniin yiikselmesiyle birlikte,
geleneksel gidalarin yerini daha pratik, hizli ve islenmis gidalar alabilmektedir. Bu durum,
geleneksel gidalarin saglik faydalarini golgede birakabilir ve kiiltiirel mirasin korunmasini tehdit
edebilir. Ancak, artan saglik bilinci ve yerel iriinlere olan ilgi sayesinde, geleneksel gidalarin

yeniden canlanmasi ve daha genis kitlelere ulagmasi miimkiin hale gelmistir (Nestle, 2002).

Ayrica, geleneksel gidalar modern tekniklerle birlestirilerek daha saglikli ve pratik hale
getirilebilir. Ornegin, diisiik kalorili veya gliitensiz versiyonlarryla modernize edilen geleneksel
tarifler, giiniimiiz tiiketicilerine hitap edebilir. Bu sekilde, geleneksel mutfak kiiltiirii korunurken, ayni

zamanda modern tiiketici ihtiyaglar1 da karsilanabilir (Ataman, 2015).
2.2. Zaman Tasarrufu ve Pratiklik

Giintimiiziin hizla degisen yasam kosullari, bireylerin yemek aligkanliklarin1 ve beslenme
tercihlerini dogrudan etkilemistir. Zaman tasarrufu, modern yasamin en énemli gereksinimlerinden
biri haline gelmistir. Is ve sosyal yasamin yogunlugu, bireyleri daha hizli ve pratik ¢oziimler aramaya
yonlendirmistir. Bu baglamda, hazir yemekler ve hizli servis restoranlari, tiiketicilerin zaman
yonetimini kolaylastiran pratik secenekler sunmaktadir. Ozellikle sehir yasaminda, insanlarmn giiniin
biiyiik bir kismini iste gecirmesi, evde yemek pisirme siirecini kisitlamakta ve disarida yemek yeme

aliskanliklarini artirmaktadir (Warde, 1997).

Ayrica, hizli yemek segenekleri sadece zaman tasarrufu saglamakla kalmayip, ayn1 zamanda
yogun hayat temposu i¢inde kolay erisilebilir olmasiyla da dikkat ¢ekmektedir. Bu durum, hizli
yemek kiiltiiriiniin yayginlasmasina ve yemek sektoriinde dnemli bir degisime yol agmistir. Zaman
tasarrufu ve pratiklik, bu kiiltiiriin temel taglarini olustururken, tiiketicilerin gida se¢imlerinde

belirleyici bir faktor haline gelmistir (Wansink, 2007).
2.3. Fastfood ‘un Kiiresel Yiikselisi ve Tiiketim Ahskanhklar:

Fastfood, 20. yiizyilin ortalarindan itibaren tiim diinyada hizla yayilarak popiiler hale
gelmistir. Kiiresellesmenin etkisiyle, fastfood zincirleri farkl kiiltiirlere entegre olmus ve diinya
genelinde benzer bir yemek kiiltiirii olusturmustur. Bu yiikselisin ardinda yatan baslica nedenler
arasinda hizli servis, uygun fiyatlar ve genis iiriin yelpazesi bulunmaktadir. Fastfood restoranlari,
tiiketicilere hizli ve ucuz bir alternatif sunarak, giiniimiiziin hizli yasam temposuna cevap

vermektedir (Ritzer, 2010).

Tiiketim ahiskanhklari ise, fastfood ‘un yiikselisi ile birlikte degisim gostermistir. Ozellikle
geng nesiller arasinda fastfood tiiketimi, sosyal bir etkinlik haline gelmis; arkadaslarla vakit ge¢irmek

veya sosyal medyada paylasim yapmak icin sik¢a tercih edilen bir secenek olmustur. Bununla
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birlikte, fastfood'un yayginlasmasi, beslenme aligkanliklarinin sagliksizlasmasina ve obezite gibi
saglik sorunlarmin artmasina da neden olmustur. Tiiketiciler, hizli ve pratik ¢oziimler ararken,
saglikli beslenme bilincini goz ardi edebilmekte ve bu da ciddi saglik sorunlarini beraberinde

getirebilmektedir (Koo ve Tzeng, 2016).
2.4. Tiiketici Algilar1 ve Saghk Bilinci

Tiiketici algilari, fastfood tiiketiminde ©nemli bir rol oynamaktadir. Insanlarm saglikh
beslenme konusundaki farkindalhigi arttik¢a, gida segimlerinde daha bilingli davranma egilimi de
artmaktadir. Fastfood iriinleri genellikle yiiksek kalori, yiiksek yag ve tuz igerigi ile
iligskilendirildiginden, bu iiriinlere yonelik olumsuz algilar olusmustur. Tiiketiciler, saglikli yasam
bilincinin yiikselmesiyle birlikte, daha dogal ve taze gida iiriinlerine erisim daha kolay olmaktadir
(Kogak ve Arslan, 2021). Bu durum, kentsel alanlarda fastfood ve hazir gidalarin daha fazla
tiiketilmesine yol agmakta, kirsal alanlarda ise ev yapimi ve dogal gidalarin tercih edilmesini
saglamaktadir (Aydin ve Celik, 2017). Organik iiriinlere yonelmeye baslamistir (Garrido ve Sanchez,
2020).

Ancak, saglikli gida algisi her bireyde ayni sekilde gelismemekte; bazi tiiketiciler igin
fastfood, zaman kisitlamasi ve pratiklik 6n planda oldugundan, bu durum beslenme tercihlerine
yansimaktadir. Ozellikle yogun calisan bireyler ve &grenciler, zaman tasarrufu saglayan bu tiir
triinleri tercih edebilmektedir. Sonug olarak, tiiketici algilari, saglik bilinci ile birlikte fastfood
tiikketiminde ¢eligkili bir durum yaratmakta; bireyler, pratikligi ve saghigi dengelemeye ¢alisirken,
saglikli beslenme konusunda daha bilingli se¢imler yapmaya yonelmektedir (Lopez ve Gutiérrez,

2018).
2.5. Saghik Kaygilari ile Gida Tercihleri Arasindaki iliski

Giiniimiizde bireylerin saglik kaygilari, gida tercihlerinde dnemli bir belirleyici faktor haline
gelmistir. Tiiketicilerin saglikli beslenme bilincinin artmasi, dogal ve organik gidalarin tercih
edilmesine neden olmustur. Saglik kaygilari, 6zellikle obezite, kalp hastaliklar ve diyabet gibi kronik
hastaliklarin yayginlagmasiyla birlikte daha da 6n plana ¢ikmistir. Bu durum, bireylerin gida

secimlerinde daha dikkatli ve bilingli olmalarini saglamaktadir (Akbulut, 2020).

Arastirmalar, saglk kaygilari olan bireylerin, yiiksek kalori ve islenmis gidalari tiikketme
olasiligmin daha diisiik oldugunu gostermektedir. Bunun yerine, bu bireyler, sebze, meyve, tam
tahillar ve dusiik yaglh siit iirtinleri gibi saglikli alternatiflere yonelmektedir. Ayrica, etiket okuma
aliskanligi, gida iceriklerine dikkat etme ve saglikli tarifler arama gibi davraniglar, saglik kaygilari ile
gida tercihleri arasindaki iligkiyi pekistirmektedir. Sonug¢ olarak, saglik kaygilari, bireylerin gida

se¢imlerini sekillendiren 6nemli bir faktor olarak ortaya ¢ikmaktadir (Ozdemir ve Celik, 2019).
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2.6. Fastfood ve Obezite iliskisi

Fastfood tiiketiminin artigi, diinya genelinde obezite oranlarinin yiikselmesine dogrudan
katkida bulunmaktadir. Fastfood genellikle yiiksek kalori, yiiksek yag ve yiiksek seker icerigi ile
iliskilendirildiginden, diizenli tiiketimi bireylerin enerji dengesini olumsuz yonde etkileyerek kilo
alimma neden olmaktadir (Siizek, 2021). Ozellikle gengler ve cocuklar arasinda popiiler olan
fastfood, kolay erisilebilirlik ve cazip fiyatlar1 ile dikkat ¢cekmekte, bu da saglikli beslenme

aligkanliklarint olumsuz etkilemektedir (Kabaran ve Mercanligil, 2013).

Arastirmalar, fastfood tiiketiminin artmasmin obezite oranlari iizerindeki etkisini ortaya
koymaktadir. Fastfood restoranlarinin yayginlagsmasi, bireylerin hizli ve pratik beslenme
seceneklerine yonelmesine yol acgarak, evde saglikli yemek pisirme aligkanliklarini azaltmaktadir.
Ayrica, bu tiir yiyeceklerin sik tiiketimi, metabolizmanin yavaslamasi ve fiziksel aktivite diizeyinin
diismesiyle birlesince, obezite riskini artirmaktadir. Sonug olarak, fastfood tiiketimi ve obezite
arasindaki iliski, modern toplumun saglikli beslenme aligkanliklarin1 tehdit eden 6nemli bir sorun

olarak karsimiza ¢ikmaktadir (Demirtas, 2017).
2.7. Sosyoekonomik ve Demografik Faktorlerin Etkisi

Gida tercihleri ve beslenme aliskanliklari, bireylerin sosyoekonomik ve demografik
faktorleri tarafindan sekillendirilmektedir. Gelir diizeyi, egitim seviyesi, yas ve cinsiyet gibi
faktorler, insanlarin gida secimlerini etkileyen 6nemli etmenlerdir. Ornegin, diisiik gelir grubundaki
bireyler genellikle daha ucuz ve iglenmis gidalari tercih ederken, yiiksek gelir grubundakiler saglikl

ve organik gida seceneklerine daha fazla yonelmektedir (Ulas ve Ulas, 2019).

Egitim seviyesi de bireylerin beslenme aliskanliklarini etkileyen bir diger faktordiir. Daha
yiiksek egitim diizeyine sahip bireyler, genellikle saglik bilincine daha fazla sahip olmakta ve
beslenme konusunda daha bilingli se¢cimler yapmaktadir. Ayrica, yas ve cinsiyet gibi demografik
faktorler de gida tercihleri iizerinde etkili olmaktadir. Ornegin, geng bireyler genellikle fastfood ve
hazir gidalara daha fazla yonelirken, yash bireyler saglikli ve besleyici gidalara odaklanmaktadir

(Kogak ve Bigakct, 2020).
2.8. Yas, Gelir ve Egitim Diizeyine Gore Tiiketici Tercihleri

Tiiketici tercihleri, bireylerin yas, gelir ve egitim diizeyi gibi sosyoekonomik fakt6rlerden
biiyiik ol¢iide etkilenmektedir. Yas, tiiketicilerin gida se¢imleri iizerinde 6nemli bir etkiye sahiptir.
Geng bireyler genellikle daha fazla fastfood ve hazir gidalara yonelirken, yas ilerledik¢e saglikli ve
besleyici gida segenekleri tercih edilmektedir. Bu durum, yagh bireylerin saglik kaygilarinin artmasi

ve saglikli beslenme bilincinin gelismesi ile iliskilidir (Ozdemir ve Yalgin, 2020).

Gelir diizeyi, tiiketici tercihlerini etkileyen bir diger onemli faktordiir. Diisiik gelir

grubundaki bireyler, genellikle daha ucuz ve islenmis gidalara yonelirken, yiiksek gelir
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grubundakiler saglikli ve organik gida se¢eneklerine daha fazla yatirnm yapmaktadir. Ayrica, gelir
diizeyi, bireylerin beslenme aligkanliklarini ve gida segimlerini de sekillendirmektedir (Yilmaz,

2018)

Egitim diizeyi, bireylerin saglik bilincini ve gida tercihlerini etkileyen Onemli bir
degiskendir. Yiiksek egitim diizeyine sahip bireyler, genellikle beslenme konusundaki bilgileri daha
iyi anlamakta ve saglikli se¢imler yapma egiliminde olmaktadir. Bununla birlikte, egitim diizeyi ile
gida tercihleri arasindaki iligki, bireylerin saglik bilinci ve beslenme aligkanliklar1 tizerinde 6nemli

bir rol oynamaktadir (Demirtas ve Karaca, 2019).
2.9. Kentsel ve Kirsal Bolgelerde Tiiketim Aliskanhklar

Kentsel ve kirsal bolgelerdeki tiiketim aligkanliklari, bireylerin yasam kosullari, sosyal
cevreleri ve erisim imkanlar gibi faktorlerden etkilenmektedir. Kentsel alanlar, genellikle daha fazla
hizli tiikketim gida segenekleri sunarken, kirsal bolgelerde yerel ve taze gida iiriinlerine erisim daha
kolay olmaktadir (Kogak ve Arslan, 2021). Bu durum, kentsel alanlarda fastfood ve hazir gidalarin
daha fazla tiiketilmesine yol agmakta, kirsal alanlarda ise ev yapimi ve dogal gidalarin tercih

edilmesini saglamaktadir (Aydin ve Celik, 2017).
3. YONTEM
3.1. Arastirma Modeli

Aragtirma, orneklem se¢iminde Tiirkiye’de farkli yas ve sosyoekonomik gruplardan olusan,
yiyecek igecek hizmetlerini sik kullanarak yemek molasi olan 6zel sektor ve kamu ¢alisanlar1 ve
gastronomi alaninda egitim almig bireylerin olusturdugu bir 6rneklem tizerinde gerceklestirilmistir.
Orneklem biiyiikliigii, istatistiksel anlamliligi saglamak igin yeterli sayida katilimciyr igerecek

sekilde belirlenmistir.

Arastirmada yapilandirilmis goriigme sorulari kullanilmistir. Goriisme sorulari, tiiketicilerin
gida tercihleri, alisveris aligkanliklari, saglik algilart ve sosyoekonomik bilgileri hakkinda veri
toplamak amaciyla hazirlanmistir. Toplanan veriler, istatistiksel analiz yontemleri kullanilarak
degerlendirilmistir. Katilimeilarin demografik 6zellikleri SPSS programi Frekans analizi yontemleri
ile verilerin analizi gerceklestirilmistir. Yapilandirilmig gériisme sorularina verilen yanitlar betimsel
analiz yontemi ile degerlendirilmistir. Katilimeilar “K” Seklinde kodlanmistir. Bulgular
yorumlanmuistir. Arastirma sonuglari, elde edilen bulgulara dayanarak geleneksel ve fastfood tiiketimi
ile ilgili Oneriler gelistirmek amaciyla tartisilmistir. Bu asamada, tiiketici davranislarina yonelik

stratejiler ve politikalar 6nerilmistir.
3.2. Arastirma Amaci ve Onemi

Bu aragtirmanin temel amaci, geleneksel ve fastfood iiriinleri arasindaki tiiketici tercihlerini

incelemektir. Son yillarda fastfood tiiketiminin artigi, saglikli beslenme aligkanliklar1 iizerindeki
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olumsuz etkileri ve geleneksel gidalarin yerel kiiltiirel dnemi g6z 6niine alindiginda, bu iki gida tiirii
arasindaki tercihlerin altinda yatan nedenlerin ve faktorlerin daha iyi anlagilmasi Onem
kazanmaktadir. Calisma tiiketicilerin geleneksel ve fastfood iiriinleri tercihlerini etkileyen
sosyoekonomik, kiiltiirel ve psikolojik faktorleri belirlemektedir. Geleneksel ve fastfood tiriinlerinin
saglik algis1 lizerindeki etkilerini incelemek ve farkli demografik gruplarin (yas, cinsiyet, gelir
seviyesi vb.) gida tercihleri tizerindeki etkiler analiz edilmektedir. Tiiketicilerin fastfood ve
geleneksel triinlere yonelik tutumlarint ve bu tutumlarin satin alma Kkararlarina etkisini

degerlendirilmistir. Geleneksel iiriinlerin tiikketiminin artirilmasi i¢in Sneriler gelistirilmistir.
3.3. Arastirma Verilerinin Toplanmasi ve Analizi

Calismada nitel veri toplama yontemlerinden biri olan “goriisme teknigi” kullanilmistir.
Goriisme teknigi, diger arastirma tekniklerine gbre arama calismasi yapan kisiye ve miizakere
yapilan kisiye esneklik saglayan bir gézlem teknigidir. Ayrica bu teknik, verilerin ulagilabilirligine ve
yapilacak olan arastirma ic¢in toplanmasi gereken verilerin niteliklerine gore farkli sekillerde
gergeklestirilebilen bir teknik olarak tanimlanmaktadir (Akalin, 2023). Giirbiiz ve Sahin’e gore
(2016), yapilandirilmig goriisme teknigi hem goriisme rehberi dogrultusunda ilerlemeye hem de
ihtiyag duyuldugunda derinlemesine bir degerlendirme yapmaya imkan saglamaktadir.
Yapilandirilmis goriisme tekniginde ¢alisma oncesinde arastirmacilar tarafindan tasarlanmis bir dizi
soruyu kapsayan bir form kullanilmaktadir. Goriigme aninda belirlenen sorularin diginda veriyi
detaylandirmak veya goriisme esnasinda konu ile ilintili olarak eksiklik hissedilen noktalarin
tamamlanabilmesi ve g¢alismanin amacina uygun olarak daha kapsamli bilgi edinmek adina,
caligmaya ek sorular dahil edilebilmektedir (Akman ve Erigen, 2022) Geleneksel ve fastfood tiiketimi
tizerine mevcut literatiir incelenecek; daha onceki ¢alismalarin bulgulari degerlendirilecektir. Bu
asama, arastirmanin teorik c¢ergevesini olusturacak ve arastirma sorularmmi netlestirecektir.
Arastirmanin goriisme formu 2 boliimden olugmaktadir. Birinci bolimde katilimcilarin demografik
ozelliklerine yonelik sorular ikinci boliimde ise; Fastfood ve geleneksel gida farkindaliklarini 6lgen
yapilandirilmig goriisme sorular sorulmustur. Caligmanin anket agsamasi 17 Kasim 2024- 15 Aralik
2024 tarihleri arasinda 100 katilimer ile gergeklestirilmistir. Katilimcilarin 1 kiginin yanitlar1 yeterli
bulunmadigindan analizler 99 katilimcinin yanitlari tizerinden yapilmigtir. Katilimeilarin demografik
ozelliklerini belirleyen sorular; Cinsiyet, yas, egitim durumu, gelir durumu, yerlesim yeri, fastfood
gidalar tiikketim sikliklari, geleneksel gidalar tiiketim sikliklart ve saglikli beslenmemenin nemini

anlamaya yonelik 8 sorudan olusmaktadir. Ikinci asamada sorulan sorular ise;
e Fastfood iiriinlerinin saglikli olup olmadigi hakkinda ne diisiiniiyorsunuz?
e Geleneksel gidalarm saglikli olduguna inantyor musunuz? Neden?

e Fastfood iiriinlerini tercih etmenizin nedenleri nelerdir? (Zaman tasarrufu, lezzet, fiyat,

ulasilabilirlik vb.)
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e Geleneksel gida iiriinlerini tercih etmenizin nedenleri nelerdir?

e Fastfood ve geleneksel iiriinler arasinda bir se¢im yapmaniz gerektiginde hangi kriterleri

dikkate aliyorsunuz?
e Aileniz ve arkadaslarinizin gida tercihleri, sizin tercihleriniz tizerinde etkili mi? Nasil?
e Yasadigimiz bolgedeki gida kiiltiirii, gida tercihlerinizi nasil etkiliyor?
e Fastfood ve geleneksel gida tiriinleri arasinda bir denge kurmak miimkiin mii? Neden?

e Fastfood tiiketiminin artis1 hakkinda ne diisiiniiyorsunuz? Bunun toplum saghigina etkileri

neler olabilir?
o Geleneksel gidalarin titkketiminin artirilmasi igin 6nerileriniz nelerdir?
Seklinde 10 sorudan olusmaktadir.
4. BULGULAR

Arastirmanin bu kisminda, tiiketicilerin geleneksel gida ve fastfood iiriinlerine yonelik
beslenme tercihlerini incelemek amaciyla 99 kisilik bir katilime1 grubuyla gerceklestirilmistir. Anket
calismasinda, katilimcilarm giinliik yasamlarinda bu iki {iriin grubu arasinda yaptiklar1 tercihler, bu
tercihlere etki eden faktorler ve farkindalik diizeyleri analiz edilmistir. Tablo 1°de katilimcilarin

demografik 6zelliklerinin dagilimlari verilmistir.

Tablo 1: Katilimcilarin Demografik Ozellikleri

Degisken Kategoriler Frekans (n) Yiizde (%)
Yas 18-24 56 56,6
25-34 37 374
35-44 4 4,0
45-54 1 1,0
55+ 1 1,0
Egitim Durumu Lise 7 7,1
On Lisans 47 47,5
Lisans 35 354
Yiiksek Lisans 8 8.1
Doktora 2 2,0
Gelir Diizeyi Diistik 25 25,3
Orta 72 72,7
Yiiksek 2 2,0
Yasadig1 Bolge Kentsel 82 82,8
Kirsal 17 17,2
Fastfood Tiiketim Sikhig1 Hig 3 3,0
Bazen 73 73,7
Sik sik 23 23,2
Geleneksel Gida Tercihi Hig 2 2,0
Bazen 49 49,5
Sik sik 48 48,5
Saghkh Beslenmenin Onemi Hic 6nemli degil 2 2,0
Az 6nemli 14 14,1
Orta derecede onemli 50 50,5
Cok dnemli 33 33,3
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Katilimeilarin %64,6’sinin kadin, %35,4’tiniin ise erkek oldugunu gostermektedir. Kadin
katilimecilarin daha yiiksek orani, geleneksel gida tiiketimi ve saglikli beslenme gibi konularin
kadinlar tarafindan daha fazla benimsendigini yansitabilir. Geleneksel olarak kadinlarin mutfak
kiiltiirti ve gida hazirliginda daha aktif bir rol iistlenmeleri, bu sonucu destekler niteliktedir. Erkek
katilimeilar, genel calismaya kiyasla azinlikta kalsa da geleneksel gidalarla ilgili erkeklerin tiketim
aligkanliklarin1 degerlendirmek icin yeterli bir veri saglayabilmektedir. Kadin agirlikli katilim orant,
sonuglarin kadin perspektifine daha yakin oldugunu ortaya koymaktadir. Sekil 2°de katilimcilarin

demografik 6zelliklerinden yas dagilim1 verilmistir.

Katilimeilarin - %56,6°s1 18-24 yas araliginda yer almakta, %374’ ise 25-34 yas
grubundadir. Bu iki grup, toplamda %94 oraninda biiyiik bir ¢cogunlugu olusturmakta ve ¢alismanin
ana odagin1 geng bireylerin tiiketim aligkanliklar1 ve beslenme tercihleri olusturmaktadir. Bu yas
grubu hem modern hem de geleneksel gida tiiketimine agik bir kitleyi temsil etmektedir. Geng
bireylerin, Ozellikle sehir yasaminin etkisiyle, hazir gidalara olan egilimi yiiksek olabilirken,
geleneksel gidalara yonelik nostaljik ve kiiltiirel baglarmin giiclii oldugu da diisiiniilmektedir. 35-44
yas grubu %4, 45 yas ve iizeri gruplar ise sadece %2 oraninda yer almaktadir. Daha ileri yas
gruplarmin disiik temsili, ¢alismada geng neslin bakis agisinin agir bastigini gostermektedir. Bu
durum, geleneksel gida tiiketiminin korunmasi ve aktarilmasinda eksik bir boyut olarak
degerlendirilebilir. Sekil 3’te katilimecilarin demografik o6zelliklerinden egitim durumu dagilimi

verilmistir.

Katilimcilarin neredeyse yarisi (%47,5) Onlisans mezunuyken, lisans mezunlarinin orani
%35,4°tiir. Bu iki grup, toplamda %83 gibi yiiksek bir oranla ¢alismanin temelini olusturmaktadir.
Egitim seviyesinin yiiksek olmasi, saglikli beslenme ve geleneksel gidalarin besin degerleri gibi
konularda katilimcilarin bilingli tercihler yapabilecegini gostermektedir. Yiiksek lisans mezunlar
%8,1, doktora mezunlar1 ise %2 oranindadir. Daha iist egitim seviyesindeki bireylerin diisiik
temsiliyeti, ¢aligmanin daha ¢ok genel egitim diizeyine sahip bireylerin aligkanliklarini yansittigini
gostermektedir. Lise mezunlari ise %7,1 ile azinlikta kalmigtir. Egitim diizeyinin genel olarak yiiksek
olmasi, c¢alismanin sonuglarinin  bilingli  tiiketim aligkanliklart tizerinde yogunlagmasini
saglamaktadir. Sekil 4’te Katilimcilarin demografik o6zelliklerinden gelir durumu dagilimi

verilmistir.

Katilimcilarin %72,7si orta gelir grubundadir ve bu grup, ¢alismanin ana ekonomik profilini
olusturmaktadir. Orta gelir seviyesindeki bireylerin geleneksel gidalari tercih etmesinin, ekonomik
erisilebilirlik ve fiyat-fayda iliskisi ile agiklanabilecegi diigtiniilmektedir. Diisiik gelir grubundaki
bireyler %25,3 oraninda yer almakta olup, bu grup daha ekonomik olan yerel ve geleneksel gidalara
yoneldigi goriilmektedir. Yiiksek gelir grubu sadece %2 oranindadir. Bu, geleneksel gidalarin daha
liks tiiketim aliskanliklariyla iligskilendirilmedigini gostermektedir. Gelir diizeyi agisindan

bakildiginda, ¢alismanin biiyiik 6l¢iide ortalama ekonomik duruma sahip bireylerin tercihlerini temsil
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ettigi aciktir. Sekil 5°te katilimcilarin demografik 6zelliklerinden yerlesim yeri dagilimi verilmistir.

Katilimcilarin bityiik ¢cogunlugu (%82,8) kentsel bolgelerde yasamaktadir. Kentsel alanlarda
yasayan bireyler, modern gida aligkanliklarina daha fazla maruz kalmakta ve geleneksel gida
tikketimini 6zel durumlara veya nostaljik tercihlere sinirlamaktadir. Kirsal bolgelerde yasayan
bireyler, %17,2 ile calismada daha diisiik bir temsiliyete sahiptir. Kirsal kesimde yasayan bireyler,
geleneksel gidalara daha sik ve kolay erisebilmekte ve bu gidalari giinliik beslenme aliskanliklarinin
bir pargasi olarak daha diizenli tiiketmektedir. Ancak bu grup, genel ¢alismada azinlikta oldugu igin
sonuglara kirsal yasamin etkisinin yansimasi simirlt olmaktadir. Sekil 6’da katilimeilarin fastfood

gidalarinin titketim sikliklarinin dagilimi verilmistir.

Fastfood tiitketim siklig1 grafigine gore, katilimcilarin %73,7°si fastfood tiriinlerini "bazen"
tiketmekte, bu da fastfood ‘un cogunlukla alternatif bir segenek olarak degerlendirildigini
gostermektedir. "Sik sik" tiiketenlerin orani %23,2 olup, bu bireylerin genellikle yogun is temposu
veya pratiklik ihtiyaci nedeniyle fastfood tiiketimini aligkanlik haline getirdigi anlasilmaktadir.
Fastfood {iriinlerini "hi¢ tiiketmeyenler" ise sadece %3 oraninda yer almakta, bu da fastfood
iriinlerinin toplum genelinde yaygin olarak tercih edildigini acik¢a ortaya koymaktadir. Sekil 7°de

katilimeilarin geleneksel gidalari tercih etme sikliklarinin dagilimi verilmistir.

Katilimcilarin %49,5°i geleneksel gidalari "bazen", %48,5’1 ise "sik sik" tercih etmektedir.
Bu iki grup toplamda %98 oraniyla geleneksel gidalarin hala kiiltiirel ve beslenme aligkanliklarinda
o6nemli bir yere sahip oldugunu ortaya koymaktadir. "Hig tercih etmeyenler" ise sadece %2 oraninda
yer almigtir. Bu, geleneksel gidalarin modern beslenme aligkanliklarina ragmen tamamen terk
edilmedigini agikga gostermektedir. Sekil 8’de katilimcilarin saglikli beslenmenin Sneminin ne

diizeyde oldugu dagilimi verilmistir.

Katilimeilarin  yarisindan fazlast (%50,5) saglikli beslenmeyi "orta derecede 6nemli”
bulmaktadir. Bu grup, saglikli beslenme konusunda farkindalik sahibi ancak bu durumu bir
oncelik olarak gormeyen bireylerden olusmaktadir. Saglikli beslenmeyi "¢ok onemli" bulanlar
%33,3 oranindadir. Bu, toplumun 6nemli bir kisminin saglikli beslenme konusunda bilingli ve hassas
oldugunu gostermektedir. "Az dnemli" diyenler %14,1, "hi¢ 6nemli degil" diyenler ise %2 oraninda
yer almigtir. Bu durum, saglikli beslenmenin genel olarak dnemli bir kavram olarak kabul edildigini

gostermektedir.

Bulgularin bu asamasinda katilimcilarin, yoneltilen sorulara verdikleri cevaplarin siklik
tablosu tablo 2’de verilmis daha sonra katilimcilardan bazilarinin cevaplari sunularak, betimsel

analiz yontemi ile agiklanmigtir.
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Tablo 2: Katilimcilarin Verdikleri Cevaplarin Sikliklart

Soru Cevap Kategorisi Frekans (n) Yiizde (%)
1. Fastfood iiriinlerinin saglhikl Sagliksiz 78 78,0
olup olmadig Kismen saglikli 12 12,0
Saglikli 10 10,0
2. Geleneksel gidalarin saghkh Evet 84 84,0
olduguna inang Hayir 15 15,0
3. Fastfood tercih nedenleri Lezzet 35 35,0
Zaman tasarrufu 27 27,0
Fiyat 18 18,0
Ulagilabilirlik 20 20,0
4. Geleneksel gida tercih Saglik 42 42,0
nedenleri Lezzet 30 30,0
Kiiltiirel baglilik 28 28,0
5. Secim Kkriterleri Saglik 40 40,0
Lezzet 32 32,0
Ulagsilabilirlik 18 18,0
Fiyat 10 10,0
6. Aile ve arkadas etkisi Etkili 55 55,0
Etkili degil 45 45,0
7. Bolgedeki yemek kiiltiirii Etkili 60 60,0
etkisi Etkili degil 40 40,0
8. Fastfood ve geleneksel denge Evet 70 70,0
kurulabilir mi? Hayir 30 30,0
9. Fastfood artisinin etkileri Olumsuz (Obezite, saglik sorunlari) 85 85,0
Olumlu 5 5,0
Kararsiz 10 10,0
10. Geleneksel gidalar1 artirma Farkindalik ve egitim 45 45,0
onerileri Ulagsilabilirlik artirma 30 30,0
Modern yasamla uyumlu hale getirme 25 25,0

Yiiz katilimciya birinci soru déhilinde, “Fastfood iiriinlerinin saglikli olup olmadigr hakkinda

ne diisiiniiyorsunuz? ” sorusu yoneltilmis ve bazi katilimcilarin verdikleri cevaplar Tablo 3’°de ayrintili

bir sekilde sunulmustur.

Tablo 3: Katilimcilarin “Fastfood Uriinlerinin Saghkli Olup Olmadigi Hakkinda Ne Diisiinityorsunuz? ™
Sorusuna Verdikleri Cevaplardan Bazilart

Katimci Cevaplar

K56  “Disarda yapilan fastfood iirlinlerindeki uzun siireli kullanilmis yaglar ve Cin tuzu gibi zararli
maddeler yiiziinden saglikli bulmuyorum. Fakat ev ortaminda yapilan hamburger, sandvi¢ gibi
yiyeceklerin disardakine kiyasla daha saglikli oldugunu diistintiyorum.”

K53  “Sagliksiz olup bir¢ok seye zararli oldugunu diisiiniiyorum sindirim sistemi hastaliklari ve bunun
gibi bir¢ok hastaliga yol agmaktadir.”

K62  “Fastfood driinlerinin yiiksek sodyum igerigi hipertansiyona, islenmis karbonhidrat ve seker
icerigiyse diyabete neden oldugu igin sik tiiketiminin zararli oldugunu diisiinityorum”

K94  “Ben gliitensiz iiriinler tiiketiyorum katki maddesi az olan ama onlarda bile aslinda tiiketmememiz
gereken maddeler bulunuyor o yilizden sebzelere yonelmek gerekli bence”

K85  “Benim i¢in goziime ve mideme hitap etmesi daha dnemli. Bu sebeple sagliksiz olsa da lezzetli

oldugu igin tiiketiyorum”
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Katilimeilarin birinci soruya verdigi cevaplar degerlendirildiginde, fastfood gidalarinin
saglig tizerindeki etkilerine iliskin goriisleri, ogunlugun bu tiriinleri sagliksiz olarak degerlendirdigi
goriilmektedir. Katilimeilar, fastfood iiriinlerinin i¢eriginde bulunan katki maddeleri, yiiksek yag ve
sodyum orani ile kullanilan malzemelerin kalitesizligine dikkat ¢ekmis; bu faktérlerin obezite,
diyabet, hipertansiyon ve sindirim sistemi bozukluklar1 gibi saglik sorunlarina yol agabilecegini
belirtmiglerdir. Bazi katilimcilar, evde hazirlanan fastfood tarzi yiyeceklerin daha saghikli
olabilecegini diigiiniirken, digerleri hizli yasam kosullari nedeniyle bu iiriinleri tiiketmek zorunda
kaldiklarini ifade etmiglerdir. Ayrica, fastfood iiriinlerinin lezzetli ancak bagimlilik yapici 6zelliklere
sahip oldugu ve saglik acisindan tehdit olusturmasina ragmen tiiketiminin devam ettigi dile
getirilmistir. Azinlik bir grup ise iriinlerin gerektigi kadar tiiketildiginde zararli olmayabilecegini

savunmustur.

Yiiz katihmciya ikinci soru dahilinde, “Geleneksel gidalarm saghkli olduguna inaniyor
musunuz? Neden?” sorusu yoneltilmis ve bazi katilimeilarin verdikleri cevaplar tablo 4°te ayrmtili

bir sekilde sunulmustur.

Tablo 4: Katilimcilarin “Geleneksel Gidalarin Saglikli Olduguna Inantyor Musunuz? Neden?” Sorusuna
Verdikleri Cevaplardan Bazilar:

Katilmel Cevaplar

K1 “Geleneksel gidalarin sagliklt oldugunu diistiniiyorum c¢iinkii genellikle dogal ve islenmemis
malzemelerle hazirlanir, katki maddesi igermez ve daha dengeli beslenmeyi tesvik eder. Bu tiir
yemekler, mevsimsel ve yerel {irtinlerle yapildig1 i¢in daha besleyici oldugunu diisiiniiyorum.
Ancak, saglikli olmalari i¢in dogru malzemelerle ve dengeli sekilde hazirlanmasi 6nemlidir bence.
Fazla tuz, yag veya seker kullanilan geleneksel gidalarda zararli olabilir.”

K77  “Kesinlikle hizli yemek tarzindan daha saglikli oldugunu diistiniiyorum. Uriinlerin islenmesinden
pismesine kadar olan siirecin pigsen iriinlin yapisina uygun sekilde hazirlanmasi gerekiyor.
Yemegin hizli ve acele yenilmesinden de hazirlanmasindan da haz etmiyorum.”

K5 “Kismen lokanta tarzi yerde yapilan geleneksel gidalarin igindeki yaglardan tiiketilirse saglikli
olacagini diisiinmityorum ama ev ortaminda yapilan gidalar saglikli ve igine hangi malzemelerin
konuldugunu biliyoruz”

K9  “Kismen ciinkii genellikle Anadolu yemekleri biiyilk oranda yag icerdigini diistinityorum ve her
seyin fazlasi zarar olduguna inanip bazi yemek ve sifa kaynagi yemekler oldugunun kaginilmaz
oldugunun bilincindeyim”

K62  “Evet, genellikle bolgesel iiriinlerle yapilip ve yerel yemek pisirme teknikleri kullanilarak
hazirlandigindan dolay: saglikli oldugunu diigtiniiyorum”

Katilimeilarin  ikinci soruya verdigi cevaplar degerlendirildiginde, geleneksel gidalarin
saglikli olup olmadigina iligkin goriigleri, biiyilk bir kismmin bu gidalar1 saglikli olarak
degerlendirdigi goriilmektedir. Geleneksel gidalarin genellikle dogal malzemelerle hazirlandigi, katki
maddesi icermedigi, mevsimsel ve yerel iriinlerle yapildigi icin saglikli bulundugu belirtilmistir.
Ancak, bazi katilimcilar geleneksel gidalarin fazla yag, tuz veya karbonhidrat icermesi durumunda

sagliga zararl olabilecegini vurgulamigtir. Ayrica, digarida yapilan geleneksel yemeklerin hijyen ve
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malzeme kalitesi agisindan giivenilir olmayabilecegi ifade edilmistir. Bununla birlikte, geleneksel
gidalarin fastfood iiriinlerine kiyasla daha saglikli oldugu yoniinde yaygin bir kanaat bulunmaktadir.
Az sayida katilimci ise giiniimiizde geleneksel iriinlerin tiretim kosullarinin degistigi ve dogal

olmadiklar1 gerekgesiyle bu gidalarin saglikli olmadigi goriisiinii dile getirmistir.

Yiiz katilimeiya ii¢lincii soru dahilinde, “Fastfood iiriinlerini tercih etmenizin nedenleri
nelerdir? (Zaman tasarrufu, lezzet, fiyat, ulasilabilivlik vb.)” sorusu yoneltilmis ve bazi
katilimeilarin verdikleri cevaplar tablo 5°te ayrintili bir sekilde sunulmustur.

Tablo 5: Katilimcilarin “Fastfood Uriinlerini Tercih Etmenizin Nedenleri Nelerdir? (Zaman
Tasarrufu, Lezzet, Fiyat, Ulasilabilirlik Vb.)” Sorusuna Verdikleri Cevaplardan Bazilari

Katilmer Cevaplar

K90 “Calistigim i¢in zaman tasarrufu benim igin daha oncelikli ¢linkii daha hizli yapiliyor. Daha
sonrasinda fiyatlarinin daha uygun olmasi ve ulasilabilirliginin daha kolay olmasi1.”

K91 “Fastfood tiriinlerini ancak bir arkadas veya aile ortamini bozmamak iizere tercih ediyorum.
Lezzeti veya fiyatlarmimn ekonomik olmasi ilgimi ¢ekmiyor.”

K94 “Yurtta yemek yapma olasilig1 olmadigi i¢in ek takviye olarak fastfood tiiketiyorum”

K44 “Zaman tasarrufu, hazir bir sekilde gelmesi ve istedigimiz zaman ulasabilmemiz.”

K97 “Ulagilabilirligi kolay ve kisith zamanlarda daha ¢ok tercih ediyorum.”

Katilimcilarin {igiincii soruya verdigi cevaplar degerlendirildiginde, fastfood {iriinlerini tercih
etme nedenleri, en sik belirtilen sebepler arasinda zaman tasarrufu, lezzet, ulasilabilirlik ve fiyat
uygunlugu yer almaktadir. Ozellikle yogun is temposu, yemek hazirlamak i¢in vakit bulamama,
yurtta kalma gibi pratik sebepler 6ne ¢ikmaktadir. Ayrica, fastfood tiriinlerinin hizli hazirlanmasi,
kolay ulasilabilir olmasi ve g¢esitli secenekler sunmasi tercih nedenlerini artirmaktadir. Bazi
katilimeilar lezzet unsurunun 6n planda oldugunu vurgularken, digerleri sosyal ¢evre veya bagimlilik
gibi nedenlerle fastfood tiikettiklerini ifade etmistir. Bununla birlikte, bazi katilimcilar fastfood’u
zaruri durumlarda ya da nadiren tercih ettiklerini ve geleneksel yemeklere ulasamadiklar1 kosullarda

bu iiriinlere yoneldiklerini belirtmislerdir.

Yiiz katilimciya dordiincti soru dahilinde, “Geleneksel gida iiriinlerini tercih etmenizin
nedenleri nelerdir? ” sorusu yoneltilmis ve bazi katilimcilarin verdikleri cevaplar Tablo 6’da ayrintilt

bir sekilde sunulmustur.
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Tablo 6: Katilimcilarin “Geleneksel Gida Uriinlerini Tercih Etmenizin Nedenleri Nelerdir?” Sorusuna
Verdikleri Cevaplardan Bazilari

Katihmcilar Cevaplar

K1 “Yoresel yemekler ile bilytidiigiim i¢in damak tadim her zaman geleneksele daha yatkindir.
Tiirk mutfaginin lezzetli yemekleri her zaman daha gok ilgimi ¢ekmistir. Ulkemizin farkli
yorelerindeki yemekleri 6zellikle o yoérede denemek ¢ok hosuma gidiyor.”

K90 “Bir yoreye ya da bolgeye ait yemekleri denemeyi ¢ok severim ve genelde gittigim farkli
sehirlerin o sehre ait geleneksel yemeklerini yerim.”

K77 “Daha lezzetli, pigsen triinlerin daha homojen olarak pigmesi, 6zellikle pisirme teknikleri daha
uzun daha yoresel oldugu i¢in lezzetin agiga ¢ikmasi ve saglikli olmas1”

K53 “Daha saglikli olmasi bolgesel tirtinlerle yapilmasi, o topluma 6zgii olan yiyeceklerdir.”

K14 “Ulasilabilirligi daha zor oldugu igin az tiikketiyorum fakat benim igin daha saglikl ve lezzetli”

Katilimeilarin - dordiincii soruya verdigi cevaplar degerlendirildiginde, geleneksel gida
tiriinlerini tercih etme nedenleri arasinda en sik belirtilenler saglik, lezzet, dogallik, kiiltiirel baglilik
ve besleyicilik unsurlaridir. Bircok katilimei, geleneksel yemeklerin saglikli ve giivenilir olduklarini,
trans yag igermemesi ve dogal malzemelerle yapilmasinin onlar1 fastfood iiriinlere gére daha cazip
hale getirdigini ifade etmistir. Ayrica, doyuruculuk ve tat yogunlugu gibi 6zellikler de geleneksel
gida {iriinlerinin tercih edilmesinde etkili olmustur. Bazi katilimcilar, bu iirlinlerin kiiltiirel
aligkanliklar ve aile baglari ile iligskilendirilmesini vurgulamis, geleneksel yemeklerin kiiltiirel
mirasin bir pargasi oldugunu belirtmistir. Geleneksel yemeklerin bolgesel farkliliklar sunmasi ve her
yorenin 6zgiin tatlarint deneme istegi de 6nemli bir tercih sebebi olarak ortaya ¢ikmistir. Bunun yani
sira, ev yapimi yemeklerin hijyenik ve daha doyurucu bulunmasi da tercih nedenleri arasinda yer
almistir. Ayn1 zamanda, bazi katilimcilar bu iriinlerin ekonomik ve erisilebilir yonlerine dikkat
cekmis, fastfood iiriinlerinden sikildiklarinda veya eskiye 6zlem duyduklarinda geleneksel yemeklere

yoneldiklerini dile getirmistir.

Yiiz katilimciya besinci soru dahilinde, “Fastfood ve geleneksel iiriinler arasinda bir se¢im
yapmaniz gerektiginde hangi kriterleri dikkate alryorsunuz?” sorusu yoneltilmis ve bazi

katilimcilarin verdikleri cevaplar tablo 7°de ayrintili bir sekilde sunulmustur.
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Tablo 7: Katilimcilarin “Fastfood ve geleneksel iiriinler arasinda bir se¢im yapmaniz gerektiginde hangi
kriterleri dikkate alryorsunuz?” Sorusuna Verdikleri Cevaplardan Bazilart

Katihmci Cevaplar

K91 “Yemegi yerken haz almaktan ziyade yedikten sonra meydana gelebilecek semptomlart (halsizlik
siskinlik hantallik bas agrist mide bulantisi vb.) dikkate alarak segimlerimi yapiyorum.”

K38 “Se¢im hakkim kesinlikle geleneksel yemekler olurdu fakat giiniimiizde is hayati temposu ve
fiyatlarin daha makul olmasi sebebiyle fastfood se¢mek zorundayim.”

K62 “Uzun siire doyurucu olmasina, kan sekerini yiikseltip kalp atisin1 hizlandirmamasina, mideyi
rahatsiz etmeyen {iriinler olmasina dikkat ederim.”

K98 “Fastfood secerdim. Fiyat1 gelencksele gore daha uygun. Kolay ulasip uyguna aldigimiz lezzetli bir
imkan bizim i¢in fastfood”

K11 “Genelde yemek yiyecegim zaman o an gordiigiim yemek secenekleri arasindan tercih ediyorum.
Ciinkii iki tarafi da seviyorum.”

Katilimeilarin besinci soruya verdigi cevaplar degerlendirildiginde, Fastfood ve geleneksel
tiriinler arasinda tercih yaparken dikkate aldiklari kriterler arasinda lezzet, saglik, ulasilabilirlik, fiyat,
doyuruculuk ve dogallik 6ne ¢ikmaktadir. Cogu katilimci, geleneksel yemeklerin saglikli, dogal ve
hijyenik oldugunu diisiindiikleri icin tercih ettiklerini belirtmistir. Ayn1 zamanda geleneksel
yemeklerin dengeli besin degerlerine sahip olmasi ve kiiltiirel siirdiiriilebilirlik ag¢isindan Snemli
oldugu ifade edilmistir. Fastfood tercih edenler ise genellikle fiyat uygunlugu, zaman tasarrufu ve
kolay ulasilabilirlik gibi nedenlere vurgu yapmistir. Bazi katilmcilar, hizli yasam temposu veya
zorunluluk nedeniyle fastfood tiiketmeyi sectiklerini belirtmis, ancak bu durumun bir dncelik degil
mecburiyet oldugunu ifade etmislerdir. Kriterler arasinda yag orani, katki maddesi igerigi, kimyasal
maddelerden arindirilmis olmasi gibi saglik odakli unsurlar da siklikla dile getirilmistir. Bunun yani
sira, yemek seciminde kisisel damak tadi, pisirilme yontemi ve iiriiniin yapildigt ortamin hijyenik
olmasi gibi faktorler de 6nem arz etmektedir. Bazi katilimcilar ise yemek sonrasi fizyolojik etkileri
(halsizlik, mide rahatsizliklar1) goz Oniinde bulundurduklarini veya c¢evresel, etik nedenlerle

tercihlerine dikkat ettiklerini vurgulamistir.

Yiiz katilimciya altinci soru dahilinde, “Aileniz ve arkadaslarmmizin gida tercihleri, sizin
tercihleriniz iizerinde etkili mi? Nasil?” sorusu yoneltilmis ve bazi katilimcilarin verdikleri cevaplar

tablo 8’de ayrintili bir sekilde sunulmustur.
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Tablo 8: Katilimcilarin “Aileniz ve arkadaslarimzin gida tercihleri, sizin tercihleriniz iizerinde etkili mi?
Nasul?” Sorusuna Verdikleri Cevaplardan Bazilari

Katihmci Cevaplar

K43 “Etkili. Aile yemekleri yapilirken herkesin ortak paydada bulusabilecegi yemekler tercih
ediliyor. Arkadaglarim ile yemek tercihlerinde onlarm onerilerini dikkate almakla birlikte kendi
begendigim yemekleri tercih ederim”

K5 “Arkadas ortaminda genellikle hazir hemen ulagsabilecegimiz gidalari tercih ediyoruz ama aile
ortaminda genel de hep saglikli gidalar yapildig: i¢in saglikli olanlar1 tiikketiyoruz yani ortamina
gore tercihler etkili oluyor.”

K97 “Elbette etkili. Genellikle ailem ya da arkadaglarimla birlikte yemek yedigim i¢in onlarla ayni
seyleri tercih ediyorum. Bunu topluluk psikolojisi olarak da yorumlayabiliriz.”

K56 “Ailemin gida tercihleri benim iizerimde etkilidir. Anne ve babamin gegirmis oldugu
rahatsizliklar sebebiyle daha dikkatli ve saglikli gidalar tilketmeye 6zen gostermekteyiz.”

K84 “Evet hi¢ yemedigim bir yemegi, tatliy1 icecegi onlar i¢ip begendiyse denerim daha once

yedigim bir sey kotiiyse tavsiye etseler de yemem”

Katilimeilarin altinci soruya verdigi cevaplar degerlendirildiginde, katilimcilarin biiyiik bir

kismi, aile ve arkadas ¢evresinin gida tercihleri iizerindeki etkisini dogrulamaktadir. Aile ortaminda

genellikle geleneksel, saglikli ve ev yapimi yiyeceklerin tiiketildigi, bu durumun bireylerin

aliskanliklarini sekillendirdigi ifade edilmektedir. Bazi katilimcilar, aile iiyelerinin saglik gegmisi ve

beslenme tercihleri nedeniyle daha saglikli gidalara yoneldiklerini belirtmistir. Arkadas ¢evresinin etkisi

ise 6zellikle disarida yemek yeme durumlarinda 6ne ¢ikmaktadir. Katilimcilar, arkadaslarinin nerilerini

dikkate alarak yeni yemekler denediklerini, grup dinamigi icinde se¢imlerini buna gore yaptiklarini ifade

etmektedirler. Bu durum, yemek tercihlerinin sosyal baglamlara gore degisebildigini gostermektedir.

Bununla birlikte, bazi katilimcilar aile veya arkadas c¢evresinden etkilenmediklerini, kendi damak

zevklerine ve tercihlerine gore hareket ettiklerini belirtmislerdir. Ozellikle saglikli beslenme

aligkanliklar1 gelistirenler veya kendine 6zgii bir besin zinciri olusturanlar, cevresel etkileri sinirl

tutmaktadir. Bu bireyler, kararlarinda bagimsiz olduklarini vurgulamistir.

Yiiz katilimciya yedinci soru dahilinde, “Yasadigimiz bolgedeki yemek kiiltiirii, yemek

tercihlerinizi nasil etkiliyor?” sorusu yoneltilmis ve baz1 katilimcilarin verdikleri cevaplar tablo 9°da

ayrmtili bir sekilde sunulmustur.
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Tablo 9: Katilimcilarin “Yasadiginiz bolgedeki yemek kiiltiirii, yemek tercihlerinizi nasil etkiliyor?” Sorusuna
Verdikleri Cevaplardan Bazilart

Katihmci Cevaplar

K1 “Yasadigim bolgede daha ¢ok hamur isleri ve et tiiketildigi icin yemek kiiltiiriimiizde bu yénde. Bu
da yemek tercihlerimizi biyiik 6lgtide etkiliyor. Fakat bunun olumlu oldugunu disiinmiiyorum.
Daha cok zeytinyagli ve sebze killtiiriintin olmasinin saglik agisindan daha olumlu olacagini
diistintiyorum.”

K97  “Dogu Anadolu bolgesinde daha ¢ok et ve bulgur agirhikli yemekler tercih edilir. Akdeniz
bolgesine bakildiginda arada baya bir fark oldugu gériilmektedir. Dogu yemek kiiltiirii ile
yetistigimiz i¢in sebze yemeklerini diger bolgelere nazaran daha az tercih ediyoruz.”

K71  “Olumsuz etkiliyor ¢iinkii yasadigim bolgede agir1 yagli ve agir bir mutfagimiz var”

K9  “Yasadigim bolgede et iiriinleri ¢ok fazla tiiketiliyor. Neredeyse kahvaltida bile kirmizi et
tilketiyoruz. Et olmayan sofra sofradan sayilmiyor. Bu durum bazen beni biktirabiliyor fakat
biiyiiklerimiz bu sekilde alistiklar1 i¢in olumsuzda olsa ayak uyduruyoruz.”

K56  “Dogu Anadolu’da yasayan biri olarak buradaki yemek kiiltiiriinii benimsemem sebebiyle farkli
bolge yemeklerini ¢ok tercih edemiyorum. Damak tadima hitap etmiyor.”

Katilimceilarin yedinci soruya verdigi cevaplar degerlendirildiginde, yasadiklar1 bolgelerdeki
yemek kiiltiiriiniin yemek tercihlerini 6nemli dlgiide etkiledigi gdzlemlenmistir. Pek ¢ok katilimci,
yasadiklar1 bolgede sik tiiketilen yemek tiirlerinin, 6zellikle geleneksel yemeklerin, damak tadini
sekillendirdigini ifade etmistir. Ornegin, Dogu Anadolu ve Giineydogu Anadolu bolgelerinde et ve
bulgur agirlikli yemeklerin 6ne ¢ikmasi, bu tiir yemeklerin giinliik hayatta tercih edilmesini
saglamistir. Bununla birlikte, bazi katilimcilar yogun baharatli veya agir yemeklerin aliskanlik haline
gelmesinin zamanla olumsuz etkiler yarattigini belirtmistir. Baz1 bolgelerde yemek Kkiiltiiriiniin
yeterince ¢esitlilik sunmamasi, bireylerin fastfood gibi hizli titketim triinlerine yonelmesine neden
olurken, bazi katilimcilar, yasadiklar1 bolgenin yemek Kkiiltiiriinii tamamen benimseyerek baska
mutfaklardan yemekleri tercih etmediklerini vurgulamistir. Bununla birlikte, belirli bolgelerde
yemek kiiltiiriiniin zenginligi, geleneksel yemeklere olan ilgiyi artirmakta ve bireylerin bu yemekleri
Ogrenip uygulamalarina da katki sagladigt vurgulanmaktadir. Yoresel yemeklerin bireylerin damak
tadini belirgin sekilde etkiledigi, hatta baz1 katilimcilarda farkli yemeklere karsi neofobi olugsmasina
neden oldugu ifade edilmistir. Buna karsin, yemek kiiltiirii az gelismis veya yemek c¢esitliligi sinirh

olan bolgelerde yasayan katilimcilar, genellikle tercihlerini ev yemeklerinden yana kullanmaktadir.

Yiiz katilimciya sekizinci soru dahilinde, “Fastfood ve geleneksel gida iiriinleri arasinda bir
denge kurmak miimkiin mii? Neden?” sorusu yoneltilmis ve bazi katilimcilarin verdikleri cevaplar

tablo 10’da ayrmtil bir sekilde sunulmustur.
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Tablo 10: Katilimcilarin “Fastfood ve geleneksel gida iiriinleri arasinda bir denge kurmak miimkiin mii?
Neden?” Sorusuna Verdikleri Cevaplardan Bazilari

Katihmci Cevaplar

K1 “Evet, fastfood ve geleneksel gida triinleri arasinda bir denge kurmak miimkiin ¢iinkii her iki
tiiriin de tiiketimi belirli durumlar ve ihtiyaglar icin uygun olabilir. Geleneksel gidalar genellikle
daha sagliklidir ve dogal malzemelerle hazirlanir, bu da besin degerini artirir. Ancak, fastfood
zaman zaman pratik ve hizli bir ¢6ziim sunar, ancak asir1 tiiketildiginde sagliksiz olabilir. Bu
nedenle, fastfoodu ara sira tiiketip, cogunlukla geleneksel ve dengeli yemekler tercih edilerek,
saglikli bir beslenme diizeni olusturulabilir. Onemli olan, her iki tiir gidanin da bilingli bir sekilde
ve olgiilii tiikketilmesidir.”

K90 “Aslinda miimkiin fakat su anda fastfood iiriinleri satan yerler daha fazla ve genelde AVM gibi
yerlerde de bu restoranlar fazla. Geleneksel restoranlar arttirilsa bu denge kurulabilir.”

K5 “Hazirlana bilirlik acisindan geleneksel gidalara ulasmamiz daha kolay olsa fastfood triinleri
tercih etmem kolay olmadigi i¢in denge kurmak miimkiin degil”

K3 “Fastfood sagliksiz oldugu igin olumlama yapmayr gereksiz buluyorum denge kurmamiza
gerekte yok onemli olan saglikli beslenmek.”

K98 “Fastfood degil de geleneksel gidalarin imkanlarini fastfooda yakin yapsalar o denge kurulabilir”

K11 “Bence degil gibi goriiniiyor. Bu diizeni degistirmeye yonelik bir ¢aligma goremiyorum.”

Katilimceilarin sekizinci soruya verdigi cevaplar degerlendirildiginde, Fastfood ve geleneksel
gida tirlinleri arasinda bir denge kurmanm miimkiin oldugu ve bunun bireylerin tercih ve biling
diizeyine bagli oldugu goriilmektedir. Pek ¢ok katilimei, fastfood tirtinlerinin pratik ve hizli ¢dziimler
sundugunu, ancak asir1 tiiketiminin sagliksiz sonuglar dogurabilecegini belirtmistir. Bu nedenle,
fastfood ‘un ara sira tiiketilmesi ve agirhgin geleneksel, dogal, saglikli yemeklere verilmesi gerektigi
vurgulanmistir.  Geleneksel yemeklerin hazirlana bilirligi kolaylagtirildiginda veya modernize
edilerek daha erisilebilir hale getirildiginde fastfood ile bir denge kurulabilecegi ifade edilmistir. Ote
yandan, bazi katilimcilar, geleneksel yemeklerin dogal ve saglikli yapisinin fastfood ile
karsilastirilamayacagini ve bu nedenle bir denge kurmanin miimkiin olmadigini savunmustur. Ayrica,
fastfood “un kolay ulasilabilirligi ve diisiik maliyeti nedeniyle daha sik tercih edilmesinin bu dengeyi
zorlastirdigi da dile getirilmistir. Bireylerin bilingli ve dengeli tiiketim aliskanliklar1 gelistirerek, her

iki gida tiiriinii de saglikli bir sekilde diyetlerine entegre etmeleri miimkiin gériinmektedir.

Yiiz katilimciya dokuzuncu soru dahilinde, “Fastfood tiiketiminin artisi hakkinda ne
diistintiyorsunuz? Bunun toplum sagligina etkileri neler olabilir?” sorusu yoneltilmis ve bazi

katilimcilarin verdikleri cevaplar tablo 11°de ayrintili bir sekilde sunulmustur.
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Tablo 11: Katilimcilarin “Fastfood tiiketiminin artisi hakkinda ne diisiiniiyorsunuz? Bunun toplum sagligina
etkileri neler olabilir?” Sorusuna Verdikleri Cevaplardan Bazilari

Katimci Cevaplar

K91  “Pandemiyle beraber hayatimizin orta noktasinda yer alan ve biiyiiyen hizli- paket servis sirketleri
insanlar1 evinde veya is yerinde hareketsiz haldeyken kolay yoldan beslenmeye bununla beraber
saglik etiklerimizi g6z ardi etmemize yol agti. Haz odakli beslenmenin maalesef ki toplumda baska
alanlara eksi deger kattigini gozlemlemek miimkiin. Tembellik, tiretkenligin talep gormedigi
tiiketimin bu kadar popiiler oldugu bir toplumda ne simdiye ne ileriye tasiyabilecek Kkiiltiirel,
teknolojik, ekonomik higbir etkenin olabilecegini ve muhta¢ olarak yasamini idame ettirecegini
diistinityorum.”

K43  “Hizh tiikketim ortaminda ve ¢alisma sartlar1 nedeniyle insanlar yemek tercihlerini daha hizli
giderebilmeyi istemektedir. Ayni1 sekilde ekonomik agidan fastfood yemeklerin daha uygun fiyath
olmasi tercih nedeni haline hizla gelmektedir. Yemek aligkanliklarinin degismesi ve kullanilan
malzemelerin igeriginin belirsizligi, ¢ok fazla katki maddelerinin olmasi daha sagliksiz bir
beslenmeye neden olmaktadir.”

K71  “Bu konunun toplumsal hayatin telasi ve hiz1 igerisinde bize sundugu yerine gore bir kolaylk
olarak empoze edildigini diistiniiyorum. Tabi ki de toplumsal saglig1 olumsuz etkiliyor. Nitekim
kalp damar hastaliklarindaki artiglar obezite vb. Hastaliklarda ki artiglar bunun en iyi sonucu”

K15  “Insanlar ¢alisma hayatma atildig1 igin fastfood tercihi fazlalasti. Bunda en biiyiik paylardan birisi de
sosyal medyada bulunan pazarlama stratejisi ve ucuzluk. Toplum sagligina gelince kilo artis1 ve bazi
hastaliklara yok agacagindan olumsuz etkiledigini diisiiniiyorum.”

K4 “Kolay ulagilabilir ve lezzetli olmasi cezbediyor fakat fazla obeziteli birey riski, sagliksiz olmasini da
g6z oniinde bulundurarak sik sik titketmemek gerekir.”

Katilimcilarin dokuzuncu soruya verdigi cevaplar degerlendirildiginde, fastfood tiiketiminin
artisin1 genellikle yasamin hizina, ekonomik sebeplere ve kolay ulasilabilirlige baglamaktadir.
Bircok katilimei, bu tiir beslenme aligkanliklarinin saglik iizerindeki olumsuz etkilerini
vurgulamaktadir; obezite, diyabet ve kalp hastaliklarinin artigi, en sik belirtilen saglik
sorunlarindandir. Fastfood ’un 6zellikle is hayati, okul ve zaman sikintisi gibi faktorlerle dogrudan
iligkilendirildigi gozlemlenmistir. Katilimcilarin ¢ogu, fastfood ‘un bagimlilik yapici 6zelliklere
sahip oldugunu ve tembellik, tiretkenlik kaybi gibi sosyal sorunlari tetikledigini diisiinmektedir.
Bunun yani sira, ekonomik nedenler ve fastfood iiriinlerinin uygun fiyatlari, fastfoodun tercih edilme
oranini artiran bir baska onemli faktor olarak 6ne ¢ikmaktadir. Ayrica, fastfood tiiketiminin toplum
saglhigint olumsuz etkileyen bir olgu haline geldigi, 6zellikle ¢ocuklar ve gengler arasinda obezite

oranlarinin artmasinin biiyiik bir tehdit olusturdugu ifade edilmistir.

Yiiz katilimciya onuncu soru dahilinde, “Geleneksel gidalarin tiiketiminin artrilmasi igin
onerileriniz nelerdir?” sorusu yoneltilmis ve bazi katilimcilarin verdikleri cevaplar tablo 12°de

ayrmtili bir sekilde sunulmustur.

46



Sinop-e: Turizm Arastirmalari Dergisi, 2025, 2 (1), s. 25-53.

Tablo 12: Katilimcilarin “Geleneksel gidalarin tiiketiminin artirilmast igin Onerileriniz nelerdir?” Sorusuna
Verdikleri Cevaplardan Bazilari

Katihmci Cevaplar

K9 “Yemek yapma siirecini kisaltacak makineler var onlar yayginlastirilabilir ya da restoranlarda ki
yemek {icretleri biraz azaltilabilir. Ama o da biraz ekonomik sikinti yaratir. En azindan pazar
aligverigleri ucuzlasa belki etkiler bilmiyorum. Ayrica TV de yemek programlarinin
yaymlanmasinda etkili olabilir insanlar orada daha once denemedikleri tarifleri denemeyi
diistinebilirler. Dogranmis sebze satiglar1 her markete yayginlastirilabilir boylece insanlar yemek
yapma siirecini hizlandirabilir.”

K21 “Geleneksel yemeklerin tamitimi daha fazla yapilabilir. Imkanlar1 fastfood ile yakin olabilir.
Fiyat1 daha uygun olabilir. Sadece restoran anlaminda degil evde yapmak istesek bile birgok
iriintin maliyeti disarda yemekten daha pahaliya geliyor.”

K91 “Ata tohumlarinin 6neminin ¢esitli etkinliklerle yayginlasmasi, slow mutfak akimi igin tesvikler ve
her bolgeye yayilmasinin saglanmasi yerli iirlinlerimizle gelistirilmis fastfood regeteleri ilk aklima
gelen onerilerden oldu.”

K40 “Egitim ailede baglar ve okulda devam eder ve gelisir o ylizden egitim sistemimize geleneksel
yemeklerle ve saglikli beslenme ile ilgili egitici igerikler eklenmeli”

K52 “Her sehrin kendi yemeklerini hazirlamasi ve gelen turistlere sunulmasi. Yemekleri hazirlayip
uygulamalar araciligtyla yayginlastirilmasi. Geleneksel gida iirtinlerinin fiyatlarinin azalmasi
saglikli ve temiz bir ortamda hazirlanmasi (lokanta ve restoranlar igin séylityorum)”

Katilimeilarin onuncu soruya verdigi cevaplar degerlendirildiginde, geleneksel gidalarin
tiikketiminin artirtlmasi igin birgok Sneri 6ne ¢ikmaktadir. Katilimeilar, geleneksel yemeklerin daha
fazla tanitilmasi gerektigini ve bunun icin farkli stratejiler 6nerilmektedir. Restoranlarda geleneksel
yemeklerin daha fazla sunulmasi, bu yemeklerin fiyatlarinin uygun hale getirilmesi ve geleneksel
gidalarin fastfood ile rekabet edebilecek sekilde daha erisilebilir olmasi gerektigi vurgulanmaktadir.
Katilimcilar ayrica geleneksel yemeklerin daha hizl ve pratik hale getirilmesi, 6rnegin yemek yapma
siirecini kisaltacak makinelerin yayginlastirilmasi ya da dogranmis sebzelerin marketlerde daha fazla
yer almasi gibi 6nerilerde bulunmaktadir. Bunun yani sira, geleneksel gidalarin saglik yararlarinin
daha ¢ok vurgulanmasi ve halk arasinda farkindalik olusturulmasi gerektigi ifade edilmektedir.
Egitim, 6zellikle ailede ve okullarda geleneksel yemeklerin tanitilmasi, bu alanda etkili bir strateji
olarak 6ne ¢ikmaktadir. Ayrica, geleneksel yemeklerin fiyatlariin uygun olmasi, ulasilabilirliginin
artirilmasi ve yerel triinlerin desteklenmesi 6nerilmektedir. Yoresel lezzetlerin tanitilmasi, festival
ve panayirlarda sergilenmesi, ayrica geleneksel gidalarin modernize edilerek farkli tatlarla sunulmasi
gibi oneriler de dikkate alinmaktadir. Genel olarak, geleneksel gidalarin tanitimi ve erisilebilirligi

arttik¢a, bu gidalarin tiiketiminin artmasi beklenmektedir.
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5. SONUC, ONERi VE TARTISMA

Geleneksel gidalar ve fastfood iiriinleri arasindaki tiiketim tercihlerinin bireylerin demografik
ozellikleri, yasam tarzi, gelir diizeyi ve egitim seviyesine bagl olarak sekillendigini ortaya
koymaktadir. Kadinlarin daha bilingli tiiketim aligkanliklarina sahip oldugu, gen¢ neslin ise hizli
tiketim aliskanliklart ve geleneksel gidaya yonelik farkindalik acisindan belirleyici oldugu
gozlemlenmistir. Yiiksek egitim diizeyi, geleneksel gida ve fastfood iiriinlerine yonelik biling
diizeyini artirmakta; orta gelir diizeyi ise ekonomik sinirlamalarin etkisiyle geleneksel gidalarin
tercih edilme oranimi yiikseltmektedir. Tiiketim tercihlerinde fastfood tiriinlerinin pratiklik ve hiz
nedeniyle cazip bulundugu, ancak saglik riskleri ve icerik giivenilirligi konusundaki endiseler
nedeniyle geleneksel gidalara yonelik olumlu bir alginin siirdiigii belirlenmistir. Fastfood un saglik
acisindan obezite, diyabet ve kalp hastaliklar1 gibi sorunlarla iligkilendirilmesi, bireyleri daha
saglikli alternatifler aramaya yoOnlendirmektedir. Buna karsin, geleneksel yemekler dogal
malzemeler, hijyenik pisirme yontemleri ve kiiltiirel siirdiiriilebilirlik agisindan degerli
goriilmektedir. Ancak, geleneksel gidalarin saglikli kabul edilmesi; malzeme kalitesi, hijyen kosullari
ve pisirme tekniklerine bagli olarak degismektedir. Arastirma bulgulari, fastfood’un zaman tasarrufu
ve kolay erisilebilirlik gibi nedenlerle tercih edildigini, geleneksel yemeklerin ise kiiltiirel miras,
aile baglari ve besleyici Ozellikleri sayesinde 6n planda tutuldugunu gostermektedir. Bolgesel
yemek kiiltiirleri de bireylerin beslenme aligkanliklarini 6nemli &lgiide etkilemekte; et ve bulgur
agirhikli yemeklerin yaygin oldugu bélgelerde bu tiir yemekler daha fazla tercih edilmektedir. Ote
yandan, yemek Kkiiltiiriiniin az gelistigi bolgelerde fastfood tiiketiminin arttigi saptanmistir. Fastfood
tikketiminin toplum sagligi {izerindeki olumsuz etkilerine dikkat ¢ekmekte ve geleneksel
gidalarin tikketiminin artirilmasi igin stratejiler gelistirilmesi gerektigini vurgulamaktadir. Geleneksel
yemeklerin restoranlarda daha yaygin sunulmasi, fiyatlarmin disiiriilmesi, hazirlama siirecinin
pratiklestirilmesi ve saglik yararlarinin 6n plana cikarilmast gibi 6neriler, tilketim oranlarinin
artirllmasina katki saglayabilir. Ayrica, egitim ve farkindalik ¢alismalar1 yoluyla geleneksel
yemeklerin  kiiltirel ve  besleyici degerlerinin  tanitilmasi, toplumda bilingli tiiketim
aliskanliklarinin  gelismesine destek olacaktir. Fastfood ve geleneksel gidalar arasindaki
dengenin saglanmasi, bireylerin bilingli secimleri ve geleneksel yemeklerin modern yasamin
gereksinimlerine uygun hale getirilmesiyle miimkiin olacaktir. Korkmaz, (2005) yapmis oldugu

“Fastfood (Hizli Yemek) Pazarinda Rekabet¢i Stratejilerin

Etkinligi: Universite Gengliginin Tercihlerinin Universite Gengliginin Tercihlerinin Analizi” isimli
caligmasinda, tiniversite 8grencilerinin fastfood tiiketim aligkanliklarini ve bu aligkanliklari etkileyen
faktorleri incelemeyi amaglamistir. Ogrencilerin biiyilk bir ¢ogunlugunun fastfood tiiketim
aligkanliklarinin iiniversiteye baglamalariyla gelistigini ve 6gle yemeklerinde en ¢ok kebap ve
lahmacun gibi fastfood iiriinlerini tercih ettiklerini géstermektedir. Ayrica, bayan dgrencilerin erkek

ogrencilere gore fastfood tiiketimini daha fazla tercih ettigi, gelir diizeyindeki artigla fastfood tercih
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edenlerin sayisinin azaldigi ve tiniversite bazinda fastfood talebinin farklilik gésterdigi bulunmustur.
Ogrencilerin fastfood segimlerinde temizlik, saghkl iiriin ve kalite gibi faktorlerin etkili oldugu,
ayrica doyuruculuk, hizli servis ve fiyatin da 6nemli bir rol oynadig: tespit edilmistir. Bu bulgular,
tiniversite kampiislerinde faaliyet gosteren isletmelerin, 6grenci profillerine uygun rekabet stratejileri
gelistirmelerini, iiriin ve hizmetlerini farklilastirmalarini, reklam kampanyalarimi etkili bir sekilde

yiriitmelerini ve dagitim stratejilerini optimize etmelerini gerektirmektedir.

Ulas Kadioglu, (2019) yapmis oldugu “Kiiresellesmeyle Artan Fastfood ve Kiiresellesmeye
Kars1 Slow Food” isimli ¢alismasinda, kiiresellesmenin beslenme aligkanliklar1 izerindeki etkilerini,
ozellikle fastfood tiiketiminin artigini ve bunun saglik iizerindeki olumsuz sonug¢larini incelemektir.
Arastirma, fastfood beslenmesinin  saglik risklerini, 6zellikle obezite ile iligkisini
vurgulamaktadir. Bununla birlikte, son yillarda yerel ve geleneksel gidalara olan ilginin arttigina
dikkat cekilmistir. Geleneksel gidalarin, saglikli ve kiiltiirel bir baglamda toplumun beslenme
aliskanliklarina katki sagladigi, bu nedenle saglikli beslenme aliskanliklarinin  ¢ocuklara
kazandirilmasmin 6nemine vurgu yapilmistir. Ayrica, Cittaslow kentlerinde yerel iiriinlerin
yayginlastirilmas: ve saglikli beslenme aligkanliklarinin tesvik edilmesi gerektigi belirtilmistir.
Arastirma sonucunda, kiiresellesmenin olumsuz etkileriyle miicadele edilmesi gerektigi ve geleneksel
beslenme aliskanliklarmin korunarak saglikli bir toplum olusturulmasina katki saglanabilecegi ortaya

cikmuistir.

Keskin, Tapki ve Dagistan, (2021), yapmis olduklar1 “Universite 6grencilerinin geleneksel
gida farkindahigi iizerine bir arastrma” isimli c¢alismalarinda, Ziraat Fakiiltesi 6grencilerinin
geleneksel gidalar ve cografi isaretler konusundaki farkindaliklarini incelemeyi amaglamistir.
Arastirma, 156 6grenciyle yapilmis ve dgrencilerin biiyiik cogunlugu geleneksel gidalarin korunmasi
gerektigini belirtmistir. En ¢ok bilinen geleneksel gidalar arasinda kiinefe, peynirler ve i¢li kofte yer
alirken, cografi isaretli iiriinler arasinda ise Antakya Kiinefesi one ¢ikmustir. Ogrencilerin %66’s1
cografi isaretleri duymus ancak bu iiriinlerin tescilli oldugunu yalnizca kiigiik bir kesim bilmektedir.
Calisma, geleneksel gidalarin korunmasi ve tanitilmasi gerektigi, ayrica ekonomik degerlerinin

artiritlmasi igin pazarlama stratejilerinin gelistirilmesi gerektigi sonucuna ulagmistir.
Beyan
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Extended Abstract

This study aims to understand the factors affecting the consumption frequency and preferences of fast
food products and traditional foods, analyze consumer behaviors, and provide suggestions to increase the
production and consumption of traditional foods. In the study, 100 participants were asked questions to
determine their demographic characteristics, including age, gender, education level, income level, place of
residence, frequency of fast food and traditional food consumption, and the importance of healthy eating. A
frequency table was created based on the responses and presented in graphical form. The participants were also
asked 10 semi- structured interview questions to understand their food consumption preferences. The responses
to these questions were analyzed using descriptive analysis. The participants were anonymized using codes such
as K1, K2, etc., and some of their responses were presented in the study. The results of the findings indicate
that the vast majority of participants considered fast food products to be unhealthy. However, factors such as
accessibility and preparation time due to the demands of work and school schedules led them to prefer fast
food. Many participants mentioned the economic aspect of fast food, emphasizing that it is more affordable
compared to traditional food. The perception of traditional food was seen as a luxury consumption choice among
participants. Participants stated that traditional Turkish dishes often require long preparation and cooking times,
which negatively affects their preference due to time constraints. However, they also mentioned that the longer
cooking times and the use of natural cooking techniques resulted in more homogeneous and flavorful dishes.
Fast food products, with their practicality and low cost, were found to be more attractive for individuals with
intense work and school schedules. In contrast, traditional foods, while leaving a positive impression due to
their natural ingredients and healthy cooking techniques, were less preferred due to their long preparation and
cooking times, as well as their higher economic costs. Participants expressed that if traditional foods were
adapted to modern lifestyles, they could consume these foods more frequently. The findings provide a valuable
foundation for better understanding the factors affecting both fast food and traditional food consumption, and
for developing strategies to increase the consumption of traditional foods. The findings of the study reveal a
wide range of factors influencing participants' preferences for fast food and traditional foods. The main reasons
for preferring fast food were practicality, accessibility, and economic benefits. Participants stated that the quick
and easy accessibility of fast food helped them manage the challenges of modern life, such as intense work and
school schedules. This makes fast food particularly appealing to individuals with a limited amount of time due
to their busy routines. Additionally, the low price of fast food and social influences were found to increase
consumers' inclination towards these products. On the other hand, traditional foods were viewed as a healthier
and culturally valuable alternative. Participants prefer traditional dishes for their health benefits, flavor, and
naturalness, and believe these meals strengthen family and cultural ties. The long and labor-intensive cooking
processes of traditional dishes made adapting them to modern lifestyles difficult. However, participants stated
that if traditional dishes were made more accessible and practical, the consumption of these foods could
increase. In this regard, modernizing traditional dishes and preparing them in more practical ways has emerged
as an important strategy to balance the consumption of fast food. Participants' views on fast food consumption
largely shaped their perception of it as unhealthy. The additives, high-calorie content, and fat levels in fast food
are seen as contributing to negative health effects. These health concerns have led participants to seek healthier
alternatives. Some participants, however, noted that homemade versions of fast food could be healthier,
suggesting that it is possible to consume healthier fast food options by preparing them at home. Traditional
foods, especially for their natural ingredients, lack of additives, and use of less processed ingredients, left a
positive impression in terms of health. However, the long preparation times and high costs of traditional dishes
have led to them being less favored. Participants emphasized the need to make traditional dishes more practical
and economical. Education and awareness campaigns were also suggested to better promote the health benefits
of traditional foods. These efforts, through promoting traditional dishes in families and schools, could
contribute to spreading healthy eating habits. The findings also show that demographic factors such as lifestyle,
income level, and education level influence preferences for fast food and traditional foods. Younger generations
tend to prefer fast food, while traditional foods are more favored by middle-aged and older participants. Highly
educated individuals were observed to make more conscious choices towards traditional foods, while middle-
income individuals are more likely to choose fast food due to economic factors. In conclusion, it can be stated
that balancing the consumption of fast food and traditional foods is possible, but it is based on personal
preferences, lifestyle, and conscious consumption. The practicality and low cost of fast food lead to it being
favored over traditional foods. However, the health benefits and cultural sustainability of traditional foods form
a basis for increasing their consumption and promoting healthy eating habits. In this context, modernizing
traditional dishes, making them more practical, and emphasizing their health benefits would provide an
effective alternative to the negative impacts of fast food. The prominent reasons for fast food consumption are
quick accessibility, low cost, and practicality. Especially among younger age groups, due to the time constraints
imposed by intense work or school schedules, fast food products that are quick to prepare and easily accessible
are preferred. Participants emphasized the convenience of consuming fast food in social settings and the time-
saving benefits it provides. Additionally, the lower cost of fast food was observed to contribute to higher
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consumption rates. The affordability of fast food, particularly for middle-income individuals, has become an
important reason for its preference. However, there is also significant awareness regarding the negative health
effects of fast food. Participants noted that the additives, high fat, and calorie content of fast food products pose
health risks. These health concerns have led consumers to seek healthier alternatives. Some fast food
consumers have started to consider healthier homemade fast food alternatives. This indicates that there is a
growing awareness that healthier fast food options can be prepared at home. On the other hand, the interest in
traditional foods primarily comes from individuals who value health, culture, and natural foods. Participants
mentioned that traditional dishes are made with natural ingredients, free from additives, and using less
processed materials, making them more reliable in terms of health. It was also evident that traditional dishes are
valued not only for their physical health benefits but also for their role in strengthening cultural ties. In family
meals and cultural events, traditional dishes hold significant importance and are generally perceived as more
flavorful and meaningful. The biggest barriers to the preference of traditional foods were the long preparation
times and high economic costs. Participants stated that the time and effort required to prepare traditional dishes
did not align with the fast-paced nature of modern life. Traditional dishes are often less preferred due to the
constraints imposed by busy work schedules. Therefore, making traditional foods more practical and quicker to
prepare could serve as an effective alternative to fast food. Making traditional foods more affordable and
practical could increase their consumption rates. Participants indicated that the health benefits of traditional
dishes should be more emphasized, and these dishes should be made more accessible. Education and awareness
campaigns were also considered effective for spreading the health benefits of traditional foods to a wider
audience. This would enable traditional dishes to be more widely adopted by modern lifestyles. The findings
indicate that demographic factors, particularly age, income level, and education, shape preferences for fast food
and traditional foods. The younger generation tends to prefer fast food, while middle-aged and older individuals
favor traditional dishes. Highly educated individuals are more inclined to make conscious decisions in favor of
traditional foods, recognizing their health and cultural value. On the other hand, the low price and easy
accessibility of fast food make it an important choice for middle-income individuals. This highlights the
significant impact of economic factors on food preferences. It can be concluded that a balance needs to be struck
between fast food and traditional food preferences. Balancing the unhealthy effects of fast food with the health
and cultural value of traditional foods is essential for promoting healthy eating habits. The economic and
practical advantages of fast food can be combined with the health benefits of traditional dishes. Modernizing
traditional dishes, making them more practical and accessible, would provide an important strategy to
counteract the negative effects of fast food. Future studies could focus on adapting traditional dishes to modern
lifestyles, making them more practical, and developing healthier alternatives. Additionally, promoting healthy
alternatives to fast food and educating consumers in this regard could be an effective method for encouraging
healthier food choices. These strategies will play an important role in establishing healthy eating habits and
transforming food preferences.
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EGE BOLGESINDE GASTRONOMI TURIZMi DENEYiMi: OPTIMUM ROTALARIN
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Ozet

Ege Bolgesi'nde yer alan Afyonkarahisar, Izmir, Mugla ve Aydim illerini kapsayan bir gastronomi
turu rotasi olusturulmus ve bu rotanin etkinliginin artirtlmasi hedeflenmistir Bélgenin zengin mutfak
kiiltiiri, biiytik bir turizm potansiyeline sahip olmakla birlikte, bu potansiyelin daha etkin bir sekilde
degerlendirilmesi gerekmektedir. Bu dogrultuda, gastronomi turlarinda zaman ve maliyet avantaji
saglayacak optimal planlama stratejileri gelistirilmesi amaglanmigtir. Caligma kapsaminda,
belirlenen illerde yer alan gastronomi duraklar1 detayli bir sekilde analiz edilmis ve bu duraklar
arasindaki en uygun ziyaret sirasini belirlemek icin Gezgin Satict Problemi (GSP) yaklagimi
uygulanmigtir. Problemin ¢6ziimii i¢in LINGO yazilimi kullanilmigtir. LINGO yazilimi ile
yiiriitiilen analizler sonucunda, Afyonkarahisar, izmir, Mugla ve Aydin illerini kapsayan optimum
bir gastronomi turu rotasi elde edilmistir. Model, zaman ve maliyet agisindan etkin bir planlama
sunarak siirdiiriilebilir ve ekonomik bir ¢oziim saglamistir. Gastronomi turizmi alaninda GSP
yaklagimi ve LINGO yaziliminin birlikte kullanildigi nadir 6rneklerden biri olarak dikkat
cekmektedir. S6z konusu model, bolgenin gastronomi potansiyelini artirmay1 hedefleyen yenilikgi
bir turizm planlama stratejisi sunarak hem teorik hem de uygulamali katkilar saglamaktadir. Elde
edilen bulgularin, gastronomi turizmi alaninda gelecekte yiriitiilecek ¢alismalara yol gosterecek
nitelikte oldugu degerlendirilmektedir.

Anahtar Kelimeler: GSP, LINGO, Gastronomi Turizmi, Rota

Gastronomy Tourism Experience in the Aegean Region: Creating Optimum Routes

Abstract

A gastronomy tour route covering the provinces of Afyonkarahisar, Izmir, Mugla and Aydin in the
Aegean Region has been created and the aim is to increase the effectiveness of this route. The rich
culinary culture of the region has a great tourism potential, however, this potential needs to be
evaluated more effectively. In this context, it is aimed to develop optimal planning strategies that
will provide time and cost advantages in gastronomy tours. Within the scope of the study,
gastronomy stops in the determined provinces were analyzed in detail and the Traveling Salesman
Problem (TSP) approach was applied to determine the most appropriate visit order between these
stops. LINGO software was used to solve the problem. As a result of the analyses conducted with
LINGO software, an optimum gastronomy tour route covering the provinces of Afyonkarahisar,
Izmir, Mugla and Aydin was obtained. The model provided a sustainable and economical solution
by providing effective planning in terms of time and cost. It draws attention as one of the rare
examples where the TSP approach and LINGO software are used together in the field of
gastronomy tourism. The model in question provides both theoretical and practical contributions
by offering an innovative tourism planning strategy that aims to increase the gastronomy potential
of the region. It is evaluated that the findings obtained will guide future studies in the field of
gastronomy tourism.
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1. GIRiS

Gastronomi, yiyecek ve iceceklerin belirli kurallara uygun olarak, sistematik bir diizen iginde
hazirlanip, goz ve damak zevkine hitap edecek sekilde sunulmasidir. Yoresel lezzetler, gelenek ve
gorenekler, egitim kiiltiirii ile pisirme ve hazirlamada kullanilan malzemeler, Tiirk gastronomi
kimliginin olusumunda cesitlilik getirmistir. Giiniimiizde gastronomi turizmi, giderek yayginlasan
kiiltiir turizmi kapsaminda pazara 6nemli katkilar saglayarak ekonomik kalkinmaya destek olmaktadir

(Ozdemir ve Altmer, 2019).

Giliniimiizde insanlar, turizmden beklentilerini degistirerek sadece deniz, kum ve giines
turizmiyle yetinmeyip, farkli turizm cesitlerine yonelmeye baglamiglardir. Gegmise olan meraklart,
kiiltiirleri 6grenme istegini her gegen giin artirmaktadir. Toplumlarin kiiltiiriinii en iyi yansitan
unsurlardan biri olan y6resel mutfaklar, gastronomi ve gastronomi turizmine olan ilgiyi de artirmistir

(Comert ve Ozkaya, 2014).

Turk mutfagi, zengin yemek cesitliligi ve lezzetleriyle diinyanin en popiiler mutfaklarindan
biridir. Tiirkiye’de, kuzeyden giineye, dogudan batiya farkli yoresel lezzetler bulunmaktadir. Bu
lezzetler, ait olduklar: kiiltiirlerin 6nemli bir unsur ve bolge kiiltiiriiniin tanitiminda bilyiik bir rol
oynuyor. Yoresel tatlarin turizm iiriinii olarak kullanilmasi, iilkelerin yerel kiiltiirel miraslarini
koruyarak, bu miraslar1 kiiresel ¢apta 6grenilmesine de olanak saglanmaktadir. Boylece bu lezzetlere
sahip bolgeler, turistlerin seyahat planlamasinda yer bulur. Ayrica yoresel lezzetlerin tanitimi, bolge

ekonomisinde katki saglar (Esen, 2022).

Calisma kapsaminda, Ege Bolgesi'nin gastronomi turizmi agisindan onemli sehirleri olan
Afyonkarahisar, [zmir, Mugla ve Aydin'da yerel lezzetlerin kesfedilmesi amaciyla bu sehirlerdeki
gastronomi ile 6ne ¢ikan bolgeler belirlenmistir. Daha sonra bu bolgeler arasindaki uzakliklar tespit
edilerek her il icin matematiksel modeleler hesaplanmistir. Olusturulan matematiksel modellerin
¢oziimleri LINGO yazilimi ile gergeklestirilmis ve optimum rotalar tespit edilmistir. Elde edilen rotalar,

bolgesel gastronomi turizmi agisindan degerlendirilmis ve yorumlanmaistir.

Ikinci bsliimde, gastronomi turizmi ve rotalama problemleriyle ilgili mevcut literatiir taranarak,
bu alandaki 6nceki arastirmalar ve kullanilan yontemler ayrintili bir sekilde incelenmistir. Ugiincii
bolimde, ¢aligmada kullanilan yontem agiklanmis ve ozellikle Gezgin Satici Problemi ile rotalama
siireci detaylandirilmistir. Dérdiincii boliimde ise, Afyonkarahisar, Izmir, Mugla ve Aydin illerinde
potansiyel gastronomi duraklar1 belirlenmis ve bu noktalar arasindaki en uygun ziyaret sirasi, GSP
yontemi kullanilarak modellenmis ve uygulama asamasina gegirilmistir. Besinci boliimde ise yapilan

uygulamanm sonuglari sunulmus ve elde edilen bulgular degerlendirilmistir.

Gazelci ve Aksoy (2024), ulusal literatiirde teorik olarak gelistirilen gastronomi rotalarina dair
caligmalar1 bibliyometrik analiz yontemiyle incelemislerdir. Calismada, 2017-2023 yillar1 arasinda
yayimlanmig 13 teorik calisma degerlendirilmis ve en ¢ok Canakkale, Hatay, Gaziantep, Edirne,
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Kirklareli ve Tekirdag illerine odaklanildig: tespit edilmistir. Se¢ilmis ve Soydan (2020), Tiirkiye'deki
gastronomi uzmani Tiirk mutfagi ve gastronomi turizminin mevcut durum listelerini inceleyerek, gastro
diplomasi, yerel mutfaklarin dogru tanitimi ve kiiltiirel mirasin korunmasinin 6nemini vurgulamiglardir.
Kigiikkomiirler vd. (2018), diinyada ve Tiirkiye'de gastronomi turizminin son yillardaki gelisimlerini
incelemis ve bu turizmin, kiiltiirel degerlerin korunmasi ile gelecek nesillere aktarilmasindaki 6nemini
on plana ¢ikarmay1 amaglamislardir. Sarisik ve Ozbay (2015), gastronomi turizminin tanimi, kapsami
ve kirsal alanlardaki turizme etkisi iizerine yapilan arastirmalari incelemisler, bu alandaki pazarlama
stratejileri ve kiiltiir turizmi ile baglantilar1 degerlendirmislerdir. Ozdemir ve Altiner (2019), gastronomi
turizminin 6nemli bir turizm tiirii oldugunu belirterek, gastronomi kavramlari tizerine tartigmalar yapmis

ve bu alandaki turizmin geligimi ile yerinin belirlenmesine yonelik bazi 6nerilerde bulunmuglardir.

Koseler vd. (2019), Canakkale ile ilgili gastronomi turizmi iizerine gergeklestirdikleri
goriismelerde, bolge zenginlikleriyle birlikte tanitim eksikliklerini ele almislar ve et, siit tirtinleri, deniz
iiriinleri ve sarap temali ii¢ farkli rota olusturmuslardir. Ince ve Varol (2023), Tiirkiye'nin cesitli
bolgelerindeki gastronomi rotalarmi ayrintili bir sekilde inceleyerek, bu rotalarin oldukga sinirh
oldugunu ve mevcut rotalarin etkin bir sekilde tanitilmadigimi vurgulamislardir. Zengin ve Giirkan
(2019), Tiirkiye'nin kiiltiirel ¢esitliligi ve zenginlikleri ile dogal ve tarihi ¢ekiciliklerinin, 6zellikle Tiirk
mutfagi ve yoresel lezzetlerin zenginligi sayesinde gastronomi turizmi agisindan biiyiik bir potansiyel
sundugunu ve bu baglamda Afyonkarahisar mutfaginin bu potansiyelin degerlendirilmesine yonelik
zengin bir mutfak cesitliligine sahip oldugunu ortaya koymuslardir. Kargiglioglu ve Temiir (2022),

Mugla'nin mutfak kiiltiirii incelenerek Mugla Gastronomi Turizmi Haritast hazirlamislardir.

Bu ¢alismanin literatiire katkisi, gastronomi turizmi rotalarinin optimizasyonunda matematiksel
bir model kullanarak yapilan bir yaklasim sunmasinda yatmaktadir. Literatiirdeki ¢ogu arastirma,
gastronomi turizmi rotalarinin belirlenmesi ve planlanmasi konusunda niteliksel yontemlere
dayanmaktadir. Literatiirden farkli olarak bu ¢alismada, gastronomi rotalarinin en verimli sekilde
olusturulabilmesi i¢in Gezgin Satici Problemi (GSP) gibi matematiksel optimizasyon ydntemleri
kullanilmistir. Bu sayede, gastronomi turlarinin planlanmasinda daha objektif, hesaplanabilir ve bilimsel
bir yaklagim benimsenmistir. Matematiksel modelin kullanilmasi, rotalarin optimize edilmesinde daha
yiiksek dogruluk ve verimlilik saglayarak gastronomi turizmi alaninda daha etkili ve siirdiiriilebilir
planlamalar yapilmasina imkéan tanimaktadir. Bu yoniiyle, ¢alisma, gastronomi turizmi literatiiriine
yenilikei bir katki sunarak matematiksel optimizasyon tekniklerinin bu alanda nasil uygulanabilecegini

gostermektedir.

Calisma kapsaminda, Ege Bolgesi'nin gastronomi turizmi agisindan Snemli sehirleri olan
Afyonkarahisar, Izmir, Mugla ve Aydin'da yerel lezzetlerin kesfedilmesi amaciyla bu sehirlerdeki
gastronomi ile 6ne ¢ikan bolgeler belirlenmistir. Daha sonra bu bdlgeler arasindaki uzakliklar tespit
edilerek her il icin matematiksel modeleler hesaplanmigtir. Olusturulan matematiksel modellerin

¢oziimleri LINGO yazilimi ile gergeklestirilmis ve optimum rotalar tespit edilmistir. Elde edilen rotalar,
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bolgesel gastronomi turizmi agisindan degerlendirilmis ve yorumlanmistir.

Ikinci boliimde, gastronomi turizmi ve rotalama problemleriyle ilgili mevcut literatiir taranarak,
bu alandaki 6nceki arastirmalar ve kullanilan yontemler ayrintili bir sekilde incelenmistir. Ugiincii
boliimde, calismada kullanilan yontem agiklanmis ve ozellikle Gezgin Satici Problemi ile rotalama
siireci detaylandirilmistir. Dérdiincii boliimde ise, Afyonkarahisar, Izmir, Mugla ve Aydin illerinde
potansiyel gastronomi duraklari belirlenmis ve bu noktalar arasindaki en uygun ziyaret sirasi, GSP
yontemi kullanilarak modellenmis ve uygulama agamasina gegirilmistir. Besinci boliimde ise yapilan

uygulamanm sonuglari sunulmus ve elde edilen bulgular degerlendirilmistir.

2. YONTEM
2.1. Gezgin Satici Problemi (GSP)

Gezgin Satict Problemi (GSP), belirlenen noktalar arasindaki en kisa rotanin bulunmasini
hedefleyen bir optimizasyon problemidir. Bu problemde, belirli bir baglangi¢c noktasindan hareket eden
bir saticinin, ziyaret etmesi gereken tiim noktalar1 yalnizca bir kez dolasip tekrar baslangic noktasina
donmesi gerekmektedir. Sehirler arasindaki mesafelerin bilindigi bu senaryoda, en kisa ve en verimli
giizergahin belirlenmesi amaglanmaktadir. GSP, hem matematiksel modelleme siireglerinde hem de
lojistik planlamada 6nemli bir yer tutmaktadir. (Diindar ve Oztiirk,2020).

GSP, bir satis gorevi ya da aracin belirli bir baglangi¢ noktasindan hareket ederek sistemde
taniml1 diger tiim noktalari veya sehirleri yalnizca bir kez ziyaret etmesi ve ardindan baglangic noktasina
geri donmesi sirasinda toplam yolculuk mesafesinin en aza indirilmesi hedeflenir. Problemin
¢oziimiinde, her bir nokta ile diger noktalar arasindaki mesafelerin dikkate alinmasi gerekmektedir.
Toplam nokta sayisi n ile gosteriliyorsa, birinci nokta kapsaminda (n-1), ikinci nokta kapsaminda (n-2),
tictincli nokta kapsaminda (n-3) farkli ziyaret edilebilecek nokta vardir. Bu baglamda, n degeri
problemin biiyiikliigiinii ifade eder ve toplamda (n-1)! farkli tur ihtimali bulunmaktadir. Nokta sayisi az
oldugunda kesin ¢6ziime ulasmak miimkiinken, nokta sayisinin artmasiyla birlikte alternatif ¢6ziim
sayisi da hizla artar ve optimum ¢6ziimiin bulunmasi ¢ok daha uzun siire alabilir. Bu nedenle, problemi
kisa siirede ¢6zebilmek igin sezgisel ve meta-sezgisel yontemler tercih edilmekte, bu sayede optimuma
yaklasan tatmin edici ¢6ziimler bulunmaktadir. (Colak,2010).

Gezgin Satici Probleminin formiilasyonu agagidaki gibidir
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Sadece ilk iki kiime kisit1 g6z 6niine alindiginda, problem atama problemine doniisiir. Ancak
esas zorlugu yaratan iiglincii kisittir. Bu kisit, atama kisitlamalarini tamamlayarak alttur yapilmasini
engellemek i¢in kullanilan alttur eliminasyon kisitlamalari ile saglanir. Bu asamada S seti i¢in ¢esitli

alternatifler 6nerilebilir (Ozalp,1995). Bu alternatifler;

n n
S=Xy): 222X =1 (V'nin bos olmayan her T alt kiimesi i¢in) ©)
i€T jET
nn
S=Xij): 2> Xij <ITI=1 ({2.3..., n} nin bos olmayan her T alt kiimesi igin) Q)
{€T jET
S=(Xij).Yi—-Yj+n Xij<n—1 2<ifj<n icin Yi gercek sayilar icin
i . ®)
V: Diigiim Sets
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S, yaklasik olarak 2 » adet alttur bolme kisiti igermektedir. S, Miller, Tucker ve Zemlin
tarafindan teklif edilmis olan, ticlincii formiilasyonda yer alan sadece n2 — 3n — 2 adet kisit1 ile (2.6)
ve (2.7)'deki yaklagik 2 m adet "alt tur bolme kisiti igermektedir. Bu ii¢ kiime kisit GSP'nin ¢6ziimiinde
biiyiik bir rol oynamaktadir (Ozalp,1995).

Alttur eliminasyon kisitlarinin ilk seti, digiimlerin her bir uygun altkiimesinin, ayni alt
kiimenin tamamlayicisi ile baglantisi oldugunun garantisini ifade etmektedir. Bu da sistemin diger
diigiimleri ile baglantili olmayan herhangi bir uygun olan alt kiimenin, diger diigiimlerden bagimsiz

olarak bir alt tur olusturmaya izin verilmez. (Ozalp,1995).

Ornek olarak, diigiim I'in depo oldugu ve 5 diigiime sahip bir sistemi ele alinirsa GSP'nin
formiilasyonunda yalnizca atama kisitlar1 g6z O6niinde bulundurulursa alttur agagidaki sekilde

sonuglanacaktir (Ozalp,1995).

Sekil 1. Diigiim 1 depo olmak iizere bes diigiimden olusan bir sistem (Ozalp, 1995
Elde edilen bu sonug atama problemi kapsaminda bir ¢6ziim olmakla birlikte GSP i¢in ayni1 seyi
ifade etmez. Bu sebeple de alttur eliminasyon kisitlarina bazi altturlart elimine etmek i¢in ihtiyag vardir
(Ozalp,1995). Eger birinci kiime alttur eliminasyon kisitlari géz 6niine alinirsa, bir kisim kisitlar

asagidaki sekilde olacaktir:

T = {2,5}

9
T'= {1,3,4} ©

Xo1+ Xoz+ Xog+ X514+ X3 + X552 1

Yukaridaki kisit ¢oziim i¢in yeterli olmadigindan bunun GSP igin olabilir bir ¢6ziim olmadig:
soylenecektir ve bu durumda da tiim uygun altturlarin géz 6niine alinmasi sirasinda bazi altturlarin islem
diginda tutulmasi gerekecektir. Ikinci kiime alttur eliminasyon kisitlari, herhangi uygun bir alt kiimenin
diigiimleri arasindaki baglant1 sayisinin ayn1 altturdaki diigiim sayisindan en az 1 eksik olabilecegini
garanti etmektedir. Atama kisitlari tarafindan, bag sayilarmin baglantili oldugu diigiim alt kiimelerindeki

diigiim sayisi olan "k" kadar oldugu ifade edildiginden, yukarida belirtilen kisitlar sistemindeki diger
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diigimlerle baglantili olmas1 gerektigini belirtirler ve herhangi bir kapali ¢evrime izin vermemektedirler

(Ozalp,1995).

Eger bir 6nceki 6rnek tekrar g6z dniine alinacak olursa (Sekil 2.1);
T = {2,5} (10)
Xps+Xsp<2-1
Bu altturun bu kisiti saglamamasi nedeniyle problem formiilasyon tarafindan reddedilecektir.
Bu nedenle de alttur eliminasyon kisitlar1 bazi altturlar islem disinda birakmak i¢in kullanilmaktadirlar.

Ya da eger;

T'{1, 3,4} alinsayd;;

(1n
X13 + X14+X31 +X34 +X41 +X4.3 S 3_ 1

olacakti.

Ugiincii kiime alttur eliminasyon kisitlar, depoda baslamayan ve bitmeyen altturlar1 ve "p"
adetten daha fazla sayida diigiim i¢eren turlari islem disinda birakmak i¢in kullanilmaktadirlar. Bu kisit
bir turda "p" adetten daha fazla sayida diigiime ugranilamayacagi varsayimi ile probleme basitlestirme
getirmektedir. Bu kisitlar kiimesinde Y; ve Y; gelisigiizel seg¢ilmis gercek sayilardir. Bu
formiilasyonlarda birinci, ikinci ya da ti¢tincii kiime kisitlar kullanilabilir. Her bir kiimenin bir arada

kullanilmas1 gerekli degildir (Ozalp,1995).

3. BULGULAR

Calisma alani olarak secilen Afyon, izmir, Mugla ve Aydin illeri, Ege Bolgesi'nin 6nemli
gastronomi merkezleri arasinda yer almakta olup, zengin mutfak kiiltiirleri ve tarihi dokulartyla 6ne
cikmaktadir. Bu illerde hem yerel hem de ulusal diizeyde gastronomi turizmi agisindan biiyiik bir
potansiyele sahiptir ve bolgede yemek kiiltiiriinii degistiren birgok lezzet duragina ev sahipligi
yapmaktadir. Afyon, Izmir, Mugla ve Aydin illerinin her biri igin gastronomik ve turistik rotalar
belirlenmistir. Belirlenen bu rotalar arasindaki mesafelerin optimize edilmesi amaciyla Gezgin Satici
Problemi kullanilarak bu uzakliklara gére tiim iller i¢in matematiksel modeller gelistirilmistir.
Gelistirilen bu modeller, LINGO yazilimi kullanilarak ¢6ziilmiis ve bunun sonucunda her sehir igin

optimum ziyaret siralamalari tespit edilmistir.

Bu ¢alisma, ii¢ ana baslik altinda incelenmistir. Birinci boliimde, Afyon, Izmir, Mugla ve Aydin
illerinde gastronomi turizmi agisindan 6nemli duraklar belirlenmis ve her ilde yerel mutfaga ait cografi
isaretli iriinler, geleneksel lezzetler ve bolgesel yemek kiiltiirlerinin kesfi amaglanmigtir. Bu dogrultuda,
her bir ilde ziyaret edilebilecek mekanlar, restoranlar ve sokak lezzetleri tespit edilerek, bolgenin zengin
mutfak cesitliligi ve tarihi yemek gelenekleri detayl bir sekilde ele alinmistir. ikinci boliimde ise, her

ildeki gastronomi duraklari arasindaki mesafeler hesaplanarak, Gezgin Satic1 Problemi ¢ercevesinde bir
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matematiksel model olusturulmus ve bu modelde ilgili kisitlamalar belirlenmistir. Boylece, her bir rota
icin en kisa ve en verimli yol haritasi tasarlanmuis, ziyaret edilecek noktalar arasindaki en uygun siralama
matematiksel bir yontemle ¢6ziilmiistiir. Son boliimde ise, olusturulan bu matematiksel model LINGO
yazilimi ile ¢oziilerek, her bir il igin en verimli gastronomi turu giizergahi siralamasi elde edilmistir. Bu
siire¢, yalnizca mesafeleri minimize etmekle kalmayip, ayni zamanda her ildeki kiiltiirel ve gastronomik

zenginliklerin en etkili sekilde kesfedilmesini saglamistir.

3.1. Gezilecek Yerler ve Tadilacak Yoresel Yemekler
3.1.1. Afyon
Afyon’da alternatif gezilecek 10 adet yer belirlenmistir. Belirlenen alternatifler Tablo 1°de

verilmistir.

Tablo 1: Afyon 'da Alternatif Gezilebilecek Yerler
Afyon’da Alternatif Gezilecek Yerler

1. Afyonkarahisar Kalesi

2. Frig Vadisi

3. Gazligol Termal Kaplicalar

4.  Afyon Zafer Miizesi

5. Eber Golii

6. Iscehisar Peribacalart:

7.  Kocatepe Aniti

8. Amorium Antik Kenti

9. Ayazini Kaya Kilisesi

10. Afyonkarahisar Arkeoloji Miizesi

Afyon’da gezilecek yerler arasinda Afyonkarahisar Kalesi, Gazligol Termal Kaplicalari, Frig
Vadisi, Afyon Zafer Miizesi, Eber Golii, Iscehisar Peribacalari, Kocatepe Aniti, Amorium Antik Kenti,
Ayazini Kaya Kilisesi ve Afyonkarahisar Arkeoloji Miizesi gibi noktalar yer almaktadir. Bu liste,
Afyonkarahisar'in en ¢ok ziyaret edilen ve dikkat ¢ceken yerlerinden derlenmistir, herhangi bir siralama

veya Oncelik sirasi bulunmamaktadir.

Afyon’da alternatif yoresel yiyecekler belirlenmistir. Belirlenen alternatifler Tablo 2’de

verilmistir.
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Tablo 2: Alternatif Yoresel Yiyecekler

Alternatif Yoresel Yiyecekler
Afyon Kebabi
Cullama Kofte

Afyon Sucugu
Afyon Lokumu

Afyon Keskegi
Afyon Biikmesi

Afyon Kaymagi

Agziagik
Afyon Kaymakli Ekmek Kadayifi

Ziirbiye

Afyonkarahisar’in yoresel mutfagini yansitan bu lezzetler arasinda, cografi isaret tescili almisg
bazi 6zel tatlar da 6ne ¢ikmaktadir. Afyon Kebabi, Afyon Sucugu, Afyon Kaymagi, Afyon Lokumu,
Agziacik gibi yemekler hem yerel malzemelerle hazirlanmasi hem de geleneksel tiretim yontemleriyle
dikkat cekmektedir. Bu cografi isaretli {iriinler, Afyon’un mutfak kiiltiiriiniin essizligini vurgularken,

ayni zamanda sehrin gastronomi turizmine biiyiik bir katki saglamaktadir.

3.1.2. izmir

[zmir’de alternatif gezilecek 10 adet yer belirlenmistir. Belirlenen alternatifler Tablo 3’te

verilmistir.

Tablo 3: [zmir de Alternatif Gezilebilecek Yerler

izmir’de Alternatif Gezilebilecek Yerler

1. Kordon

2.  Kemeralti Carsisi

3. Tarihi Agora Agikhava Miizesi

4. Kadifekale

5. Saat Kulesi

6. Efes Antik Kenti

7. Hisar Camisi

8. Havra Sokag1

9. Inciralti Kent Ormani

10. Izmir Tarihi Asansor

Izmir’de gezilecek alternatif yerler arasinda Kordon, Kemeralt: Carsisi, Tarihi Agora A¢ikhava
Miizesi, Kadifekale, Saat Kulesi, Efes Antik Kenti, Hisar Camisi, Havra Sokagy, Inciralt1 Kent Ormani
ve Izmir Tarihi Asansér bulunmaktadir. Bu liste, herhangi bir oncelik ya da kriter dikkate alinmaksizin,
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[zmir’de ziyaretci talebinin yiiksek oldugu popiiler mekanlara gére olusturulmustur.
Izmir’de yenilebilecek alternatif yemekler Tablo 4’te verilmistir.

Tablo 4: Alternatif Yoresel Yiyecekler

Alternatif Yoresel Yiyecekler

[zmir Kumru

Boyoz

[zmir Bombast

Tulum Peyniri

[zmir Lokma

[zmir Koftesi

Kokoreg

Damla Sakizli Kurabiye

Sambali Tatlis1

[zmir Sogiis

[zmir’in yoresel mutfagini yansitan bu yiyecekler arasinda, cografi isaret tescili almis olan bazi
ozel lezzetler de bulunmaktadir. Boyoz, izmir Kumru, izmir S6giis ve Sambali Tatlis1 gibi tatlar hem
yoreye 6zgili malzemelerle hazirlanmasi hem de geleneksel iiretim yontemleriyle dikkat ¢ekmektedir.
Bu cografi isaretli iiriinler, izmir mutfagnmn 6zgiinliigiinii vurgularken, sehrin gastronomi turizmine

onemli bir katki saglamaktadir.

3.1.3. Mugla
Mugla’da alternatif gezilecek 10 adet yer belirlenmistir. Belirlenen alternatifler Tablo

5’te verilmistir.

Tablo 5: Mugla’da Alternatif Gezilecek Yerler
Mugla’da Alternatif Gezilecek Yerler

1. Dalaman Cay1

2. Turgut Selalesi

3. Azmak Nehri

4. Yuvarlakcay

5. Gokgeler Kanyonu ve Incirliin Kanyonu

6. Pedasa Antik Kenti

7. Kabak Koyu

8. Saklikent Kanyonu

9. Bodrum Kalesi

10. Karia Yolu (Karya Yolu)
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Mugla’da gezilecek yerler arasinda Dalaman Cay1, Turgut Selalesi, Azmak Nehri, Yuvarlakgay,
Gokgeler Kanyonu ve incirliin Kanyonu, Pedasa Antik Kenti, Kabak Koyu, Saklikent Kanyonu,
Bodrum Kalesi ve Karia Yolu gibi noktalar bulunmaktadir. Bu liste, herhangi bir siralama veya kriter

gozetilmeksizin, bolgenin en ¢ok ziyaret edilen ve ilgi géren yerlerinden derlenmisgtir.

Mugla’da alternatif yoresel yiyecekler belirlenmistir. Belirlenen alternatifler Tablo 6°da

verilmistir.

Tablo 6: Alternatif Yoresel Yiyecekler
Alternatif Yoresel Yiyecekler

Bodrum Mantisi

Siindiirme

D6s Dolmasti
Cokertme Kebabi
Milas Koftesi
Eksili Balik

Tarhana Corbasi

Kabak Cicegi Dolmasi
Oglak Yahni

Boriilce Eksilemesi

Mugla’da belirlenen yoresel yiyecek ve igecekler Tablo 4°te listelenmistir. Bu lezzetler arasinda,
Mugla’nin zengin gastronomik mirasini yansitan ve cografi isaret tescili almis bazi ozel tatlar da
bulunmaktadir. Ornegin, Bodrum Mantisi, D6s Dolmasi ve Cokertme Kebabi gibi yemekler, bolgeye
has malzemelerle hazirlanarak geleneksel yontemlerle iiretilmektedir. Bu cografi isaretli lezzetler,
Mugla mutfaginin 6zgiinliigiinii ortaya koyarken, sehrin gastronomi turizmine 6nemli katkilar

sunmaktadir.
3.14. Aydin

Aydin’da alternatif gezilecek 10 adet yer belirlenmistir. Belirlenen alternatifler Tablo 7°de

verilmistir.

Tablo 7: Aydin 'da Alternatif Gezilebilecek Yerler
Aydin’da Alternatif Gezilecek Yerler

1. Dilek Yarimadasi1 Biiyiikk Menderes Deltasi Milli Parki

2. Apollon Tapinagi

3. Aydin Arkeoloji Miizesi

4. Bafa Golii

5. Zeus Magarasi

6. Akvaryum Koyu
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7. Nysa Antik Kenti

8. Tralleis Antik Kenti

9. Arapapisti Kanyonu

10. Milet Antik Kenti

Aydin’da gezilecek yerler arasinda Dilek Yarimadasi Biiyilk Menderes Deltasi Milli Parki,
Apollon Tapinagi, Aydin Arkeoloji Miizesi, Bafa Golii, Zeus Magarasi, Akvaryum Koyu, Nysa Antik
Kenti, Tralleis Antik Kenti, Arapapisti Kanyonu ve Milet Antik Kenti gibi noktalar bulunmaktadir. Bu
liste, Aydin’in en popiiler ve dikkat ¢eken mekanlarindan derlenmistir, herhangi bir siralama ya da

oncelik sirasi gozetilmemistir.

Aydin’da alternatif yoresel yiyecekler belirlenmistir. Belirlenen alternatifler Tablo 8’de

verilmistir.

Tablo 8: Alternatif Yoresel Yiyecekler

Alternatif Yoresel Yiyecekler

Cine Koftesi

Aydin Yuvarlamasi

Aydin Inciri

Dedebag1 Keskegi

Cingene Pilavi

Pasa Boregi

Tahinli Pide

Bozdogan Pidesi

Zerde

Aydin Kabak Tatlis1

Aydin’in yoresel mutfagini yansitan bu lezzetler arasinda, cografi isaret tescili almis bazi 6zel
tatlar da 6ne ¢ikmaktadir. Cine Koftesi, Aydin Inciri, Aydin Kabak Tatlisi, Bozdogan Pide, gibi
yemekler hem yerel malzemelerle hazirlanmasi hem de geleneksel tretim yontemleriyle dikkat
cekmektedir. Bu cografi isaretli trtinler, Aydin’in mutfak kiltiiriiniin egsizligini yansitirken, ayni

zamanda sehrin gastronomi turizmine 6nemli bir katki saglamaktadir.
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3.2. Gezgin Satic1 Problemi ve Matematiksel Modelin Kurulumu
3.2.1. Afyonkarahisar
Afyonkarahisar’da alternatif gezilebilecek yerler arasindaki mesafeler Tablo 9°daki matriste

verilmistir.

Tablo 9: Afyonkarahisar 'da Alternatif Gezilebilecek Yerler Arasindaki Mesafeler Matrisi

1 2 3 4 5 6 7 8 9 10
1 0 45,5 224 1,3 70,5 349 20,5 89,1 334 7,6
2 45,5 0 23,2 442 114 68 71,4 122 22,7 45,2
3 224 232 0 21,2 90,6 45 40,8 99,2 12,2 24,1
4 1,3 44,2 21,2 0 67,5 33,6 19,8 87,8 32,1 7,3
5 70,5 114 90,6 67,5 0 71,5 80,3 82,8 101 79,1
6 34,9 68 45 33,6 71,5 0 50,4 58,5 55,8 39,2
7 20,5 71,4 40,8 19,8 80,3 50,4 0 105 51,6 27,7
8 89,1 122 99,2 87,8 82,8 58,5 105 0 86,5 93,3
9 334 22,7 12,2 32,1 101 55,8 51,6 86,5 0 35
10 7,6 45,2 24,1 7,3 79,1 39,2 27,7 93,3 35 0

Amacg Fonksiyonu: MINZ = 1000 - X1 + 455 - X2 + 224 - X3 + 1.3 - Xus + 70.5 - X5 +
349 - Xis +20.5 - Xi7 + 89.1 - Xis + 334 - Xio + 7.6 - X110 +45.5 - X2 + 1000 - Xoz +

232 X3 + 442 - Xoa + 114 - Xos + 68 - Xas + T1.4 - Xo7 + 122 - Xas + 22.7 - X20 + 45.2 - Xaro
+224 - Xs1 + 232 Xs2 + 1000 - Xa3 + 21.2 - X34 + 90.6 - Xss + 45 - X6 +40.8 - X357 + 99.2 -
Xas + 122 - Xso + 24.1 - X510 +1.3 - Xar + 442 - Xa2 + 21.2 - Xas + 1000 - Xasa + 67.5 - Xas +
33.6 - Xas +19.8 - Xa7 + 87.8 - Xag +32.1 - Xao + 7.3 - Xao +70.5 - Xs1 +114 - Xs2 +90.6 - Xs3 +
67.5 - Xsa + 1000 - Xss + 71.5 - Xs6 + 80.3 - Xs7 + 82.8 - Xss + 101 - Xs0 + 79.1 - Xs10 +34.9 - X1
+ 68 Xe2 +45 - Xes + 33.6 - Xea + 71.5 - Xes + 1000 - Xos + 50.4 - Xo7 +58.5 - Xes + 55.8 - Xeo
+ 392 - Xeto +20.5 - Xn + 714 - X2 + 40.8 - X735 + 19.8 - X74 +80.3 - Xs5s +50.4 - X76 + 1000
" X77 + 105 - X7 + 51.6 - Xoo + 27.7 - X710 +89.1 - Xs1 + 122 - Xs2 +99.2 - Xs3 + 87.8 - Xsa +
82.8 - Xss + 58.5 - Xss + 105 - X7 + 1000 - Xss + 86.5 - Xso + 93.3 - Xs10 +33.4 - Xo1 + 22.7 -
Xoz + 12.2 - Xoz + 32,1 - Xoa + 101 - Xos + 55.8 - Xos + 51.6 - Xo7 + 86.5 - Xos + 1000 - Xoo +
35 Xoio +7.6 - Xior + 452 - Xioz + 24.1 - Xios + 7.3 - Xioa + 79.1 - Xios + 39.2 - Xios + 27.7 -
Xio7 £93.3 - Xios + 35 - Xioo + 1000 - Xioio

Kisitlar

1. Kistt tiirii; her alternatiften bir kez ¢ikilmasi gerektigini ve her alternatife bir kez ulasilmasi

gerektigini ifade eder.
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X1+ Xa1 + Xa1 + Xar + Xs1+ Xer + X71 + Xar + Xo1 + Xior = 1

Xiz + X2z + X32 + Xaz + Xsz2 + Xez + X72 + Xsz + Xoz + Xioz =1

Xz + X2z + X33 + Xaz + Xs3 + Xez + X3 + Xsz + Xos + Xios = 1

Xia + Xoa + Xza4 + Xas + Xsa+ Xeoa + X74 + Xsa + Xoa + Xioa = 1

Xis + Xas + X35 + Xas + Xss + Xes + X5 + Xss + Xos + Xios = 1

Xi6 + Xa26 + X36 + Xas + Xs6 + Xeo T X76 + Xss + Xos + X106 = 1

X7+ X27 + X37 + Xa7 + Xs7+ Xe7 + X77 + X7 + Xo7 + Xior = 1

Xis + Xa2s + X3z + Xus + Xss + Xes + X788 + Xss + Xog + Xios = 1

Xio + X20 + X30 + Xa0 + Xso + Xeo + X70 + Xso + Xoo + Xioo = 1

Xi1o + Xz10 + X310 + Xa10 + Xs10 + Xe1o + X710 + Xs1o + Xo1o + Xio10 =1

Kistt tiirii; rota boyunca her alternatifin yalnizca bir kez ziyaret edilebilecegini gosterir.

X1+ Xz + Xz + Xis + Xis + Xis + X7 + Xig + Xio + Xi0 =1

Xo1 + X2z + X3 + Xaa + Xos + Xas + X7 + Xos + Xoo + Xa10 =1

Xa1 + X2 + Xa3 + Xas + Xs5 + Xs6 + X37 + Xzs + Xz0 + Xz10 =1

Xar + Xaz + Xaz + Xas + Xas + Xas + Xa7 + Xas + Xao + Xa10 =1

X1+ Xs2 + Xs3 + Xsa + Xss + Xse + Xs7 + Xsg + Xso + Xs10 =1

Xo1 + Xez + Xe3 + Xea + Xos + Xeo T Xo7 + Xos + Xeo + Xe10 = 1

X1+ X722 + X3 + X4 + Xzs + Xae + X77 + X7s + X790 + X710 =1

Xg1 + Xsz + Xss + Xss + Xss + Xss + Xs7 + Xss + Xso + Xs10 =1

Xo1 + Xoz + Xoz + Xos + Xos + Xos + Xo7 + Xos + Xoo + Xo10 =1

Xior + Xioz + X103 + Xios + Xios + Xios + X107 + Xios + Xioo + Xioio = 1

Kistt tiirii; belirli rotalarin veya gegislerin yalnmizea bir kez yapilmasi gerektigini veya belirli

baglantilarin sinirlandirilmasi gerektigini ifade eder.
Xq7+X74 <=1

X110 + X101 <= 1
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3.2.2. izmir

[zmir’de alternatif gezilebilecek yerler arasindaki mesafeler Tablo 10°daki matriste verilmistir

Tablo 10: Izmir de Alternatif Gezilebilecek Yerler Arasindaki Mesafeler Matrisi

1 2 3 4 5 6 7 8 9 10

1 0 2,5 2 4 3.9 83,4 23 2,3 8,8 3,5
2 2,5 0 0,75 3,7 0,45 84,2 0,6 0,35 8,6 2,5
3 2 0,75 0 33 1,9 83,6 1,7 1,3 9 3,8
4 4 3,7 33 0 2,8 84,8 2,8 24 11,3 4,7
5 39 0,45 1.9 2,8 0 83,8 1 0,7 7.8 2,3
6 83,4 84,2 83,6 84,8 83,8 0 82,8 82,2 84,2 833
7 2,3 0,6 1,7 2,8 1 82,8 0 0,4 8,5 33
8 2,3 0,35 1,3 24 0,7 82,2 0,4 0 8,7 3,5
9 8,8 8,6 9 11,3 7,8 84,2 85 8,7 0 6,3
10 3,5 2,5 3,8 4,7 2,3 833 33 3,5 6,3 0

Amac¢ Fonksiyonu: MINZ =1000-X;; + 2.5-X52 + 2-X33 + 4-X44 + 3.9-X;5 + 834
X166 + 2.3-X17 + 23 X415 + 8.8-X19 + 3.5- X110 +2.5-X31 + 1000 - X3, + 0.75 - X3 +
3.7 X34 + 045 X35 + 84.2-X56 + 0.6-X57 + 0.35-X58 + 8.6-Xp9 + 2.5-X310 +2 X34
+ 0.75-X3; + 1000-X33 + 3.3-X34 + 1.9-X35 + 83.6-X36 + 1.7-X37; + 1.3-X35 +

9-X39 + 3.8-X310 +4-Xaa + 3.7 - X4z + 3.3-Xs3 + 1000-X4s + 2.8-X4s5 + 84.8-Xys +
2.8-X47 + 24Xy + 11.3 - Xso + 4.7 - X410 +3.9-Xs51 + 045 X5z + 1.9 X535 + 2.8-X54 +
1000 - Xs5 + 83.8-Xs6 + 1-Xs7 + 0.7 X5 + 7.8 X509 + 2.3 X510 +83.4-Xe1 +

84.2-Xex + 83.6 - X3 + 84.8-Xes + 83.8-Xgs + 1000 - X4 + 82.8-Xg7 + 82.2-Xpg +
84.2 -Xgo + 83.3-Xg10 +2.3-X71 + 0.6-X72 + 1.7-Xy3 + 2.8-X74 + 1-X75 + 82.8-X76
+ 1000-X7;7 + 04 -X75 + 8.5 X759 + 3.3-X710 +2.3-Xg1 + 035 -Xg2 + 1.3-Xg3 +

24 -Xgy + 0.7-Xgs + 82.2-Xgg + 0.4-Xg7; + 1000 - Xgg + 8.7 - Xgo + 3.5 Xg10 + 8.8 Xo1 +
8.6 -Xoz + 9-Xo3 + 11.3-Xgs + 7.8-Xos + 84.2-Xgs + 8.5 -Xg7 + 8.7 - Xgg +1000 - Xo9 +
6.3 - Xo10 + 3.5 X101 + 2.5 X102 + 3.8 X103 + 4.7 - X104 + 2.3 X105 + 83.3- X106 + 3.3 - X107
+ 3.5 X108 + 6.3 - X109 + 1000 - X1010

Kisitlar

Xit+ X1 + Xa1 + Xar + Xt + Xet + X1 + Xst + Xor + Xior =1
Xiz+ Xaz + X2+ Xaz + Xs2 + Xez + X72 + Xs2 + Xoz + Xioz = 1
Xiz+ Xas + Xs3 + Xas + Xss + Xes + X3 + Xsz + Xos + Xios =1

Xia + Xoa + X34 + Xas + Xsa + Xoa + X74 + Xsa + Xoa + Xios =1
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Xis + Xas + Xss + Xas + Xss + Xes + X5 + Xes + Xos + Xios = 1
Xis + Xas + Xz + Xas + Xs6 + Xes T X76 T Xae + Xos + Xios = 1
X7+ Xa7 + Xa7 + Xar + Xs7+ Xe7 + X77 + Xar + Xoz + Xior = 1
Xig + Xas + Xas + Xas + Xsg + Xeg + X7z + Xz + Xog + Xios = 1
Xio + Xao + X30 + Xao + Xs0 + Xeo + X70 + Xgo + Xoo + Xioo = 1
Xi1o + X210 + X310 + Xa1o + Xs10 + Xe10 + X710 + Xz1o + Xo10 + Xioro =1
X+ X2+ Xz + Xia + Xis + Xis + Xz + Xis + Xio+ Xio =1
Xar + Xa2 + Xos + Xoa + Xas + Xos + X27 + Xog + X2o + X210 =1
X1+ Xs2 + Xas + Xaa + Xas + Xas + X37 + Xz + Xzo + Xz10=1
Xar + Xaz2 + Xas + Xaa + Xas + Xas + Xa7 + Xag + Xao + Xa10 =1
Xs1+ Xs2 + Xsz + Xsa + Xss + Xse + Xs7+ Xsg + Xso + Xs10 =1
X1 + Xez + Xe3 + Xea + Xos + Xes + Xe67 + Xos + Xeo + Xe10 = 1
X7+ X722+ Xz + Xga + Xos + Xas + X77 + Xz + X0 + X710 = 1
Xg1 + Xs2 + Xss + Xss + Xss + Xss + Xs7 + Xss + Xso + Xsi0 =1
Xo1 + Xoz + Xoz + Xos + Xos + Xos + Xo7 + Xog + Xoo + Xo1o = 1
Xior + Xioz + Xios + Xios + Xios + Xios + Xio7 + Xios + Xioo + Xioro =1
Xi3+X31 <=1
X7+ X7 <=1,
Xig+ Xy <=1,
X510 + X105 <=1;
Xeg + X9 <=1;

3.2.3. Mugla

Mugla’da alternatif gezilebilecek yerler arasindaki mesafeler Tablo 11°deki matriste verilmistir.

Tablo 11: Mugla’'da Alternatif Gezilebilecek Yerler Arasimdaki Mesafeler Matrisi

1 2 3 4 5 6 7 8 9 10
1 0 171 117 65,9 237 274 118 128 268 150
2 171 0 62,8 105 162 113 187 199 108 17,9
3 117 62,8 0 51,4 105 142 134 145 136 41,3
4 65,9 105 514 0 151 189 92,5 104 183 84,1
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5 237 162 105 151 0 52,5 232 244 46,4 140
6 274 113 142 189 52,5 0 270 282 7,7 113
7 118 187 134 92,5 232 270 0 73,1 268 170
8 128 199 145 104 244 282 73,1 0 276 178
9 268 108 136 183 46,4 7,7 268 276 0 108
10 150 17,9 41,3 84,1 140 113 170 178 108 0

Amag Fonksiyonu: MIN = 1000 * X1 + 171 * X2 + 117 * Xuz + 65.9 * Xia + 237 * Xis
+ 274 * Xis + 118 * Xi7 + 128 * X1z + 268 * Xio + 150 * Xio + 171 * Xa1 +

1000 * X2z + 62.8 * Xoz + 105 * Xoa + 162 * Xos + 113 * Xos + 187 * Xo7 + 199 * Xos + 108
* X0 + 179 * Xawo + 117 * Xs1 + 62.8 * X2 + 1000 * X33 + 51.4 * Xss +105 * X35 + 142 *
Xss + 134 * X3z + 145 * Xss + 136 * Xs0 + 41.3 * Xsio + 65.9 * Xar + 105 * Xa2 + 514 * Xa3
+ 1000 * Xas + 151 * Xas + 189 * Xas + 92.5 * Xa7 +104 * Xas + 183 * Xao + 84.1 * Xaro +
237 * Xs1 + 162 * Xs2 + 105 * Xs3 + 151 * Xsa + 1000 * Xss + 52.5 * Xse + 232 * Xs7 + 244
* Xsg + 46.4 % Xso + 140 * Xsi0 +274 % Xe1 + 113 * Xe2 + 142 * Xez + 189 * Xea + 52.5
Xos + 1000 * Xos + 270 * Xo7 + 282 * Xos + 7.7 * Xeo + 113 * Xeio + 118 * X7 + 187 * Xn
+ 134 * X735 +92.5 * Xza + 232 * Xos + 270 * X7 + 1000 * X77 + 73 * X7z + 268 * X9 +
170 * X710 + 128 * Xs1 + 199 * Xs2 + 145 * Xss + 104 * Xss + 244 * Xss + 282 * Xs +73.1
* Xg7 + 1000 * Xss + 276 * Xso + 178 * Xsio + 268 * Xor + 108 * Xoo + 136 * Xos + 183 *
Xoa + 46.4 x Xos + 7.7 * Xos + 268 * Xo7 + 276 * Xos + 1000 * Xoo + 108 * Xoio + 150 * Xior
+ 179 * Xie + 41.3 * Xios + 84.1 * Xioa + 140 * Xios + 113 * Xios + 170 * Xio7 + 178 *
Xios + 108 * Xioo + 1000 * Xioio

Kisitlar

X+ Xar + Xa1 + Xar + X1+ Xer + X1+ X + Xor + Xior = 1
Xiz + X2z + Xs2 + Xaz + Xs2+ Xez + X722 + Xez + Xoz + Xioz = 1
Xz + Xa23 + X3 + Xaz + Xs3 + Xez + X7z + Xz + Xoz + Xios = 1
Xia+ Xoa + X34 + Xag + Xsa + Xeoa + X7 + Xsa + Xoa + Xioa = 1
Xis + Xa2s + X35 + Xas + Xss + Xes + X7s + Xss + Xos + Xios = 1
X6+ Xa6 + Xz6 + Xas + Xs6 + Xes + X76 + Xss + Xos + Xios = 1
X7+ Xao7+ Xs7 4+ Xa7 + Xs7+ Xe7 + X772 + Xs7 + Xo7 + Xior = 1
Xis + Xas + X35 + Xas + Xss + Xes + X7s + Xss + Xos + Xios = 1

Xio + X20 + X30 + Xao + Xs0 + Xeo + X70 + Xso + Xoo + Xioo = 1

70



Sinop-e: Turizm Arastirmalar1 Dergisi, 2025, 2 (1), s. 54-82.

Xi10 + Xz10 + X310 + Xaio + Xs10 + Xe10 + X710 + Xs10 + Xo10 + Xior0 =1

X+ Xiz + Xz + Xia + Xis + Xis + Xa7 + Xis + Xio + Xio =1

Xo1 + X2z + Xos3 + Xaa + Xos + Xae + Xo7 + Xos + Xoo + Xo10 =1

X1+ Xaz2 + Xz + Xaa + Xss + Xse + Xs7 + Xz + Xz0 + Xz10 =1

Xa1 + Xaz + Xaz + Xaa + Xas + Xas + Xa7 + Xas + Xao + Xar0 =1

Xs1+ Xs2 + Xsz + Xsa + Xss + Xse + Xs7 + Xss + Xso + Xsi0 =1

Xe1 + Xez + Xez + Xoa + Xeos + Xes + Xo7 + Xos + Xeo + Xe10 = 1

X7+ X7z + X7z + Xaa + Xos + Xoe + Xo7 + X7z + Xoo + X710 =1

Xs1 + Xs2 + X3 + Xsa + Xss + Xss + Xs7 + Xss + Xso + Xs10 =1

Xo1 + Xoz + Xos + Xoa + Xos + Xos + Xo7 + Xos + Xoo + Xo10 = 1

Xior + Xioz + Xios + Xioa + Xios + Xios + X107 + Xios + X100 + Xio10 =1
X14tX41 <=1
X78 +Xg7 <=1

3.24. Aydmm

Aydin’da alternatif gezilebilecek yerler arasindaki mesafeler Tablo 12°deki matriste verilmistir.

Tablo 12: Aydin 'da Alternatif Gezilebilecek Yerler Arasindaki Mesafeler Matrisi

1 2 3 4 5 6 7 8 9 10
1 0 43,2 85,1 47,5 17,1 52,8 117 83,5 186 25,3
2 43,2 0 100 314 74,4 9,7 133 99 202 19,5
3 85,1 100 0 94,4 70,6 108 293 5,2 109 88,2
4 47,5 314 94,4 0 65,4 35,5 124 90,1 165 22
5 17,1 74,4 70,6 65,4 0 81,2 102 68,3 171 60,9
6 52.8 9,7 108 35,5 81,2 0 139 106 209 28,8
7 117 133 29,3 124 102 139 0 35,7 74,6 120
8 83.5 99 52 90,1 68,3 106 35,7 0 112 86,1
9 186 202 109 165 171 209 74,6 112 0 190
10 253 19,5 88,2 22 60,9 28,8 120 86,1 190 0

Amac Fonksiyonu: MINZ = 1000 - Xi1 + 43.2 - Xiz + 85.1 - Xuzs + 47.5 - Xua + 17.1 - Xus +
52.8 - Xis + 117 - X7 + 83.5 - Xis + 186 - Xio + 253 - Xiwo +43.2 - Xar + 1000 - X2 +

100 - Xo3 +314 - Xoa + 744 - Xos + 9.7 - X6 + 133 - X7 + 99 - Xos + 202 - X20 + 19.5 - X210 +
85.1 - Xs1 + 100 - Xs2 + 1000 - X33 +94.4 - X34 + 70.6 - X35 + 108 - X36 +29.3 - X357 + 5.2 - Xss
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+ 109 - X390 + 88.2 - Xs10 +47.5 - Xar + 314 - Xao + 94.4 - Xaz + 1000 - Xaa + 65.4 - Xus + 35.5
“Xas + 124 - Xa7 +90.1 - Xag + 165 - Xao +22 - Xaro +17.1 - Xs1 +74.4 - Xs2 + 70.6 - Xs3 + 65.4 -
Xsa + 1000 - Xs5 + 81.2 - Xss + 102 - Xs57 + 68.3 - Xsz +171 - Xso + 60.9 - Xs10 +52.8 - Xe1 +
9.7 Xe2 + 108 - Xe3 + 35.5 - Xea + 81.2 - Xes + 1000 - Xes + 139 - Xo7 + 106 - Xez + 209 - Xeo +
28.8 - Xoto + 117 - Xzt + 133 - X7z + 293 - Xos + 124 - X7a + 102 - X705 + 139 - X506 + 1000 - X77 +
357 - X +74.6 - X7o + 120 - X710 +83.5 - Xs1 + 99 - Xs2 +5.2 - Xsz + 90.1 - Xsa + 68.3 - X5 +
106 - Xss + 35.7 - Xs7 + 1000 - Xss + 112 - Xso + 86.1 - Xs10 + 186 - Xo1 + 202 - Xoz + 109 - Xoz +
165 - Xoa + 171 - Xos + 209 - Xos + 74.6 - Xo7 + 112 - Xos + 1000 - Xoo + 190 - Xo1o +25.3 - Xio1
+ 19.5 - Xioz + 88.2 - Xios + 22 - Xioa + 60.9 - Xios + 28.8 - Xios + 120 - X107 + 86.1 - Xioz + 190
* X100 + 1000 - Xio10

Kisitlar

X1+ Xo1 + Xa1 + Xar + Xs1+ Xe1 + X1 + Xs1 + Xor + Xion =1

Xi2 + X2z + X2 + Xaz + Xs2 + Xez + X2 + Xs2 + Xoz + Xioz = 1

Xiz + X2z + Xa3 + Xaz + Xs3 + Xez + X3 + Xsz + Xosz + Xqoz = 1

Xia + Xoa + Xaa + Xaa + Xsa + Xea + X7a + Xsa + Xos + Xioa = 1

Xis + Xas + Xas + Xas + Xss + Xes + X5 + Xss + Xos + Xios = 1

Xi6 + X26 + X36 + Xas + Xs6 + Xess + X76 + Xss + Xos + X106 = 1

X7 + X27 + X37 + Xa7 + Xs7+ X7 + X7 + Xs7 + Xo7 + Xio7 = 1

Xis + Xa28 + X3s + Xas + Xsg + Xes + X78 + Xss + Xos + Xios = 1

Xio + X20 + X30 + Xao + Xs0 + Xeo + X70 + Xgo + Xoo + X100 = 1

Xito + X210 + X310 + X410 + Xsi0 + Xe10 + X710 + Xs10 + Xoio + Xiowo =1

X1+ Xiz + Xz + Xia + Xis + Xis + Xi7 + Xis + Xio+ Xio =1

X1 + X2z + X2z + Xaa + Xas + Xa6 + X27 + Xos + X0 + X210 =1

Xa1 + Xa2 + Xa3 + Xas + Xs5 + X36 + X37 + X33 + X30 + X310 =1

Xar + Xaz + Xaz + Xaa + Xas + Xas + Xa7 + Xag + Xao + Xa10 =1

X1+ Xs2 + Xs3 + Xsa + Xss + Xse + Xs7 + Xsg + Xso + Xs10 =1

Xe1 + Xez + Xez + Xea + Xos + Xes + Xeo7 + Xes + Xeo + Xo10 = 1

X1+ X722+ X3+ Xoga + X5 + X6 + X77 + X8 + X709 + X710 = 1

Xg1 + Xsz + Xs3 + Xas + Xss + Xss + X7 + Xss + Xso + Xs10 =1

Xo1 + Xoz + Xos + Xos + Xos + Xos + Xo7 + Xog + Xoo + Xo10 =1
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Xio1 + X102 + Xios + Xios + Xios + Xios + Xio7 + Xios + Xioo + Xioro = 1
X15+X51 <=1
X26 T X62 <=1
X388t Xg3 <=1
X410+ X104 <=1
X79 + X97 <=1

3.3.  LINGO ile Matematiksel Modellerin Coziimii ve Giizergiah Siralamalar
3.3.1. Afyonkarahisar

Bu c¢aligmada, Afyonkarahisar'daki on turistik nokta i¢in giizergah optimizasyonu
yaptlmigtir. LINGO yazilimi1 kullanilarak olusturulan modelle, toplam mesafeyi minimize
eden bir giizergah siralamasi elde edilmistir. Optimizasyonun amaci, ziyaretcilerin bu
destinasyonlari hem zaman hem de mesafe agisindan en verimli bicimde ziyaret etmelerini
saglamaktir.

Elde edilen sonuglara gore, en uygun giizergah siralamasi Tablo 13’te verilmistir.

Tablo 13: Optimal Rota

Afyonkarahisar Arkeoloji Miizesi

Gazligol Termal Kaplicalar

Ayazini Kaya Kilisesi

Kocatepe Aniti

Amorium Antik Kenti
Eber Golii
Afyonkarahisar Kalesi

Iscehisar Peribacalari

Frig Vadisi

o[ R Q| | | K W| N -

[y
(=)

Afyon Zafer Miizesi

Bu ¢aligma, kiiltiirel ve gastronomik turizmi bir arada sunan yenilik¢i bir model gelistirmektedir.
Afyon’un tarihi ve kiiltiirel mirasin1 kesfederken, ziyaretciler ayni zamanda bu bolgelerdeki yerel tatlart
da deneyimleyebilirler. Afyon’un tarihi dokusu ve kiiltiirel zenginlikleri ile, bu giizergéh boyunca yerel
mutfaktan sunulan essiz lezzetler, turistlerin deneyimlerini daha da anlamli hale getirmektedir.
Afyonkarahisar’in gezilecek yerleri arasinda yer alan Afyonkarahisar Arkeoloji Miizesi, Gazlig6l
Termal Kaplicalari, Ayazini, Kaya Kilisesi, Kocatepe Aniti, Amorium Antik Kenti, Eber Goli,
Afyonkarahisar Kalesi, Iscehisar Peribacalari, Frig Vadisi ve Afyon Zafer Miizesi gibi mekanlar,

ziyaretgilerin sehrin bircok agidan turistik yoniinii kesfetmesine imkan tanirken, bélgenin mutfak
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kiiltiirtinii de tanimalarin1 saglar.

Bu giizergdh boyunca Afyonkarahisar’in yoresel yemekleri, sehrin gastronomik kiiltiiriinii
kesfetmek isteyen ziyaretgilere sunulmaktadir. Tablo *de yer alan Afyon Kebabi, Cullama Kofte, Afyon
Sucugu, Afyon Lokumu,Afyon Keskegi, Afyon Biikmesi, Afyon Kaymagi, Agziagik, Afyon Kaymakli,
Ekmek Kadayifi ve Ziirbiye gibi yoresel tatlar hem kiiltiirel hem de gastronomik agidan zenginlestirici
bir deneyim sunar. Bu lezzetler, turistlere Afyon mutfaginin otantik tatlarin1 kesfetme firsati tanirken,
bolgesel turizmi ¢esitlendirerek sehre olan ilgiyi artirmaktadir. Bu lezzetler, turistlere Afyonkarahisar
mutfaginin otantik lezzetlerini kesfetme imkani tanirken, bolgesel turizmi ¢esitlendirerek sehre olan
ilgiyi arttirmaktadir. Afyonkarahisar'in yerel mutfagi, gastronomi turizmi agisindan onemli bir
potansiyel barindirmakta ve bu rotay:1 takip eden ziyaretgiler, sehrin kiiltiirel zenginliklerini de kesfetme
firsati bulmaktadir. Dolayistyla, Afyonkarahisar'i gastronomik potansiyelini tura dahil etmek, turistlere

sadece kiiltiirel bir deneyim degil, ayn1 zamanda unutulmaz bir gastronomi keyfi sunmaktadir.

Sekil 2°de Afyonkarahisar ili i¢in optimal rotanin haritada gosterimi verilmistir.

Doger

Frig Vadisi
el e a0
ihsghiye — ¢

Ayazini Kaya Kilisesi Amorium Antik Kenti

Baydf Davulga

Seydiler Peribacalari
scaif®r ‘

Anitkaya
Gazhgol Kaplicalan
Piribeyli

Afyonkarahisar Muzesi
Sinanpaga

Buyullalecik

Kocatepe Aniti

O Eber Goli

fm) 7 sa. 55 dk.
494 km

Suhut Sultandag:

Derecine

Sekil 2: Afyonkarahisar Ili Icin Optimal Rotanin Haritada Gosterimi

Bu giizergah, baslangic noktasi olarak Afyonkarahisar Arkeoloji Miizesi'ni (1. nokta) alip,
Afyon Zafer Miizesi'nde (10. nokta) sona ermektedir. Ara noktalar, tarihsel, kiiltiirel ve dogal
zenginlikler g6z 6niine alinarak cografi yakinliklarina gore diizenlenmistir. Toplam mesafenin 326,1 km
olarak hesaplandigi bu rota, Afyonkarahisar'in zengin kiiltiire] mirasim1 ve dogal giizelliklerini
kesfetmek isteyen ziyaretgilere yeni bir deneyim sunmaktadir. Ziyaretgiler, sehrin tarihi mekanlarini
gezmenin yani sira, dogal alanlarinda da zaman gegirerek bolgenin sundugu ¢esitliligi deneyimleme
firsat1 bulacaktir. Boylece, hem Afyonkarahisar'in tarihine dair derin bir anlay1s kazanacak hem de dogal

giizelliklerinin tadini ¢ikarabileceklerdir.

3.3.2. lizmir

Calismada, izmir’deki on turistik nokta igin giizergdh optimizasyonu gerceklestirilmistir.
LINGO yazilim1 kullanilarak olusturulan model sonucunda, toplam mesafenin minimize edildigi bir
giizergah siralamasi elde edilmistir. Optimizasyonun amaci, ziyaretgilerin hem zaman hem de mesafe

acisindan en verimli sekilde bu destinasyonlar1 ziyaret edebilmesini saglamaktir.
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Elde edilen sonuglara gore, en uygun giizergah siralamasi Tablo 14’te verilmistir.

Tablo 14: Optimal Rota
1 Kadifekale

Tarihi Agora Agikhava Miizesi

Kordon

Saat Kulesi

Kemeralt1 Cargisi

{zmir Tarihi Asansor

Havra Sokagi

Hisar Camisi

O oo 9| | V| K| W N

Efes Antik Kenti

10 Inciralt1 Kent Ormani

Bu ¢aligma, kiiltiirel ve gastronomik turizmi bir arada sunan yenilik¢i bir model gelistirmektedir.
[zmir’in tarihi ve kiiltiirel mirasim kesfederken, ziyaretciler ayn1 zamanda bu bolgelerdeki yerel tatlart
da deneyimleyebilirler. izmir’in tarihi dokusu ve kiiltiirel zenginlikleri ile, bu giizergah boyunca yerel
mutfaktan sunulan essiz lezzetler, turistlerin deneyimlerini daha da anlamli hale getirmektedir. izmir’in
gezilecek yerleri arasinda yer alan Kadifekale, Tarihi Agora A¢ikhava Miizesi, Kordon, Saat Kulesi,
Kemeralt1 Carsisi, [zmir Tarihi Asansor, Havra Sokagi, Hisar Camisi, Efes Antik Kenti ve Inciralt1 Kent
Ormani gibi mekanlar, ziyaret¢ilerin sehrin tarihi yoniinii kesfetmesine imkan tanirken, bdlgenin mutfak

kiiltiirtinii de tanimalarin1 saglar.

Bu giizergah boyunca izmir’in geleneksel yemekleri, sehrin gastronomik kiiltiiriinii kesfetmek
isteyen ziyaretcilere sunulmaktadir. Tablo 2’°de yer alan Boyoz, Bombasi, izmir Sogiis, izmir Sambali
Tatlisi, izmir Koftesi, Izmir Kumru, izmir Lokma Damla Sakizli Kurabiye, ve Tulum Peyniri gibi
yoresel tatlar hem kiiltiirel hem de gastronomik agidan zenginlestirici bir deneyim sunar. Bu lezzetler,
turistlere Izmir mutfaginin otantik tatlarin1 kesfetme firsati tanirken, bolgesel turizmi cesitlendirerek
sehre olan ilgiyi artirmaktadir. izmir’in yerel mutfag1, gastronomi turizmi agisindan bityiik bir potansiyel
tagirken, ayn1 zamanda bu rotadaki ziyaretgiler, sehrin kiiltiirel zenginliklerini de kesfetmis olur. Yani,
[zmir’in gastronomi potansiyelini rotaya dahil etmek, turistlere sadece kiiltiirel degil, ayn1 zamanda

unutulmaz bir gastronomik deneyim sunmaktadir.
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Sekil 3°te [zmir ili i¢in optimal rotanin haritada gosterimi verilmistir.

= Satgiler =

Bomala
Al‘ KavékiiGere (==
ordon Ainncak Izmir
Kemalpasa
adifel

Mentes Izmir Buyuksehir Belediyesi
Inciralti Kent-Orman
o500

Sekil 3: Izmir Ili Icin Optimal Rotamin Haritada Gosterimi

Bu siralama, baslangi¢ noktasi olarak Kadifekale (1. nokta) ile baslayip, Inciralt Kent Ormani

(10. nokta) ile sonlanmaktadir. Ara noktalar, tarihsel, kiiltiirel ve dogal zenginlikleri g6z oniinde

bulundurarak cografi yakinliklarina gore siralanmigtir. Toplam mesafe ise 184.6000 km olarak

hesaplanmistir. Bu rota, izmir’in kiiltiirel mirasi ve dogal giizelliklerini kesfetmek isteyen ziyaretgilere,

sehrin hem tarihi hem de dogal alanlarini gezme firsati sunmaktadir.

3.3.3. Mugla

Mugla, tarihi ve kiiltiirel zenginlikleriyle alternatif bircok turistik destinasyona ev sahipligi

yapmaktadir. Matematiksel modelleme yardimiyla, bu destinasyonlar arasinda en kisa mesafeyi ve en

uygun ziyaret sirasint belirlemek amaciyla bir giizergdh olusturulmustur. Gezgin satict problemi

yardimiyla matematiksel model kullanilarak yapilan bu ¢alisma, zaman ve kaynak tasarrufu saglamayi

hedeflemistir.

Model sonucunda elde edilen giizergah siralamasi Tablo 15°te verilmistir.

Tablo 15: Optimal Rota
Kabak Koyu

Karia Yolu (Karya Yolu)

—

Yuvarlakgay
Azmak Nehri
Pedasa Antik Kenti

Bodrum Kalesi

Saklikent Kanyonu

Dalaman Cay1

O 0| Q| O | B~ W

Gokgeler Kanyonu ve Incirliin Kanyonu

—_
S

Turgut Selalesi
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Bu giizergadh, Mugla’nin alternatif gezilecek noktalarini kesfetmek isteyen turistler i¢in en
uygun sekilde siralanmistir. Baglangi¢ noktasi olarak Dalaman Cay1 (1. nokta) belirlenmis, ardindan
Turgut Selalesi ve Azmak Nehri gibi dogal giizellikler sirasiyla ziyaret edilebilecek noktalar olarak
konumlandirilmistir. Gokgeler Kanyonu ve Incirliin Kanyonu gibi uzak bélgeler ise, dogal giizelliklerin
tadini ¢ikarmak isteyen ziyaretgiler i¢in ideal ara noktalardir. Mugla’nin tarihi zenginliklerini kegfetmek
isteyen gezginler i¢in Pedasa Antik Kenti ve Bodrum Kalesi gibi 6nemli yapilar gezilecek yerler

arasinda yer almakta, Karia Yolu (Karya Yolu) ise gezinin son noktasini olusturacaktir.

Bu rotayi takip eden ziyaretgilere, Mugla’nin essiz yoresel lezzetlerini tatma firsati da
sunulmaktadir. Bodrum Mantisi, Siindiirme, D6s Dolmasi, Cokertme Kebabi, Milas Koftesi, Eksili
Balik, Tarhana Corbasi, Kabak Cigegi Dolmasi, Oglak Yahni ve Boriilce Eksilemesi gibi 6zgiin tatlar,
bolgenin mutfak kiiltiiriinii kesfetmek isteyenlere unutulmaz bir gastronomik deneyim sunacaktir. Bu
lezzetler, Mugla’nin yemek kiiltiiriinii derinlemesine kesfetmek isteyen turistler i¢in biiyiik bir zenginlik
olusturmakta ve bolgeye olan ilgiyi artirmaktadir. Kiiltiirel ve gastronomik kesifleri bir arada sunan bu

giizergah, turistlere benzersiz bir deneyim yasatacaktir.

Sekil 4°te Mugla ili i¢in optimal rotanin haritada gosterimi verilmistir.
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Sekil 4: Mugla Ili Icin Optimal Rotanin Haritada Gosterimi
Bu turu gerceklestirmek i¢in gereken minimum mesafe, matematiksel modelleme sayesinde
564.3000 kilometre olarak hesaplanmistir. Bu mesafe, Mugla'daki tiim destinasyonlarin ziyaret edilmesi
sirasinda kat edilecek en kisa toplam mesafeyi ifade etmekte olup, ziyaretgilerin yolculuk sirasinda
zaman tasarrufu saglamalarini ve maliyetleri en aza indirmelerini miimkiin kilar. Bu optimizasyon,

Mugla'nin turistik zenginliklerinin en verimli sekilde kesfedilmesine olanak tanimaktadir.

Bu siralama, zaman ve enerji kaybini azaltarak tim 6nemli destinasyonlarin etkili bir sekilde
ziyaret edilmesini saglar. Mugla'nin dogal ve kiiltiirel zenginlikleri arasinda Bodrum Kalesi ve Saklikent
Kanyonu gibi 6nemli noktalar, en kisa mesafeyle sirastyla kesfedilmesini miimkiin kilar. Ancak, kisisel
tercihlere gore giizergah iizerinde degisiklikler yapilabilir. Ornegin, ziyaretgiler, baslangic noktasini

Gokgeler Kanyonu veya Kabak Koyu gibi tercihlerine gore degistirebilirler. Matematiksel modelleme,
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Mugla’daki turizm planlamasinda, daha verimli bir deneyim sunmak adina 6nemli bir ara¢ olarak 6ne

¢ikmaktadir.
3.34. Aydmn

Aydin’da tarihi ve kiiltiirel zenginlikleriyle alternatif bir¢ok turistik destinasyon bulunmaktadir.
Matematiksel modelleme yardimiyla, bu destinasyonlar arasinda en kisa mesafeyi ve en uygun ziyaret

sirasini belirlemek amaciyla bir giizergah olusturulmustur.
Model sonucunda elde edilen giizergah siralamasi Tablo 16’da verilmistir.

Tablo 16: Optimal Rota

—

Zeus Magarasi
Milet Antik Kenti
Tralleis Antik Kenti

Akvaryum Koyu
Bafa Golii

Apollon Tapinagi

Aydin Arkeoloji Miizesi

Arapapistt Kanyonu

O 0| Q| O | B~ W N

Nysa Antik Kenti
10 Dilek Yarmmadasi Biiylikk Menderes Deltas1 Milli Parki

Aydin tarihi ve kiiltiirel mirasin1 kesfederken, ziyaretgiler ayn1 zamanda bu bélgelerdeki yerel
lezzetleri de deneyimleyebilirler. Aydin’in tarihi dokusu ve kiiltiirel zenginlikleri ile, bu giizergéh
boyunca yerel mutfaktan sunulan essiz lezzetler, turistlerin deneyimlerini daha da anlamli hale
getirmektedir. Aydin’da bu giizergahta gezilecek yerler Zeus Magarasi, Milet Antik Kenti, Tralleis
Antik Kenti, Akvaryum Koyu, Bafa Go6lii, Apollon Tapimagi, Aydin Arkeoloji Miizesi, Arapapisti
Kanyonu, Nysa Antik Kenti ve Dilek Yarimadasi Bilyiik Menderes Deltas1 Milli Parktir. Bu giizergah
ziyaretgilere sehrin birgok acidan turistik yoniinii kesfetmesine imkéan tanirken, bolgenin mutfak

kiilttiriinii de tanimalarini saglar.

Bu rotayr takip eden ziyaretgilere, Aydin’in egsiz yoresel lezzetlerini tatma firsati da
sunulmaktadir. Cine Ko6ftesi, Aydin Yuvarlamasi, Aydin Inciri, Dedebagi Keskegi, Cingene Pilavi, Pasa
Boregi, Tahinli Pide, Bozdogan Pidesi, Zerde ve Aydin Kabak Tatlis1 gibi 6zgiin tatlar, bolgenin mutfak
kiiltiiriinti kesfetmek isteyenlere unutulmaz bir gastronomik deneyim sunacaktir. Bu lezzetler, Aydin’in
yemek kiiltiiriinii derinlemesine kesfetmek isteyen turistler igin bilyilk bir zenginlik olugturmakta ve
bolgeye olan ilgiyi artirmaktadir. Kiltiirel ve gastronomik kesifleri bir arada sunan bu giizergéh,

turistlere benzersiz bir deneyim yasatacaktir.

Sekil 5°te Aydin ili i¢in optimal rotanin haritada gésterimi verilmistir.
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Buldan.

Buharkent

Nysa Antik Kenti Kuyucak

prralleis Antik’Ken Ayﬂ""'"
-  0ses]

Karacasu,

Bagaras

 ses |
Gine
Sa&kemer
Milet Antik Kenti Arapapisti Kanyonu

Vgl O Bafa Golii "

Kavaklidere Kale

Yatagan

Milas 0330
Begin

Sekil 5: Aydin Ili I¢in Optimal Rotanin Haritada Gésterimi
Bu turu gergeklestirmek igin gereken minimum mesafe, matematiksel modelleme sayesinde
393.6 kilometre olarak hesaplanmigtir. Bu mesafe, Aydin’daki tiim destinasyonlarm ziyaret edilmesi
sirasinda kat edilecek en kisa toplam mesafeyi ifade etmekte olup, ziyaretgilerin yolculuk sirasinda
zaman tasarrufu saglamalarin1 ve maliyetleri en aza indirmelerini miimkiin kilar. Bu optimizasyon,

Aydin'in turistik zenginliklerinin en verimli sekilde kesfedilmesine olanak tanimaktadir.

4. SONUC

Bu galigma, Ege Bolgesi’nde yer alan Afyonkarahisar, Izmir, Mugla ve Aydin illerini kapsayan
gastronomi turu rotasinin daha etkin bir sekilde planlanmasi ve hayata gegirilmesine yonelik 6nemli
katkilar sunmustur. Bélgenin zengin mutfak kiiltiiriine dayali olarak, turizm potansiyelinin daha verimli
kullanilabilmesi i¢in GSP yaklasimi ve LINGO yazilimi bir arada kullanilmis ve bu kombinasyon

yenilik¢i bir model sunmustur.

Modelleme ¢alismasi sonucunda elde edilen rotayla, gastronomi turlarinda hem zaman hem de
maliyet avantaji saglayan optimize bir planlama stratejisi gelistirilmistir. Bu durum, turistik
deneyimlerin zenginlestirilmesini ve bdlgenin gastronomi turizmi potansiyelinin etkin bir sekilde ortaya
¢ikarilmasint miimkiin kilmistir. Calisma ayrica, turizmde siireklilik ve ekonomik fayda saglama

acisindan 6nemli bir katkida bulunmus ve alandaki uygulamalara 6rnek teskil etmistir.

Bu calismanin ciktilar1 gerek akademik gerekse sektorel agidan birgok Onemli ¢ikarim
sunmaktadir. Gezgin Satict Probleminin gastronomi turizmine uyarlanmasi, bu alandaki nadir
caligmalardan biri olarak literatiire yenilik¢i bir bakis kazandirmistir. Ayrica, ¢alisma sirasinda
kullanilan GSP modeli ve LINGO yazilimi, turizm planlamasinda zaman ve maliyet odakli yaklagimlara

yonelik yeni yollar sunmustur.

Gelecek ¢aligmalar i¢in, bolgesel gastronomi potansiyelinin daha fazla turistik deneyim ve daha
genis bir katilimci kitlesiyle bulusturulmasi igin farkli optimizasyon tekniklerinin kullanilmasi

onerilmektedir. Ayrica, elde edilen modelin bolge disinda farkli turizm destinasyonlarina uyarlanmasi
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da arastirilmaya deger bir alan olarak dikkat ¢ekmektedir. Bu baglamda, ¢alismanin hem teorik hem de
uygulamali ¢iktilarinin, gastronomi turizmi alaninda yiiriitiilecek gelecekteki projelere rehberlik edecegi

degerlendirilmektedir.
Beyan

Tiim yazarlar esit oranda katki saglamistir. Yazarlar arasinda herhangi bir ¢ikar catismasi yoktur.

Caligma insan 6rnegi veya deneysel caligma icermediginden etik kurulu oluru gerekmemistir
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Extended Abstract
Introduction to the Study

In recent years, gastronomy tourism has emerged as a major pillar of the tourism industry, attracting
tourists who seek to experience unique culinary traditions, local food cultures, and authentic food production
processes. The Aegean Region of Turkey, with its diverse and rich culinary heritage, offers a vast potential for
gastronomic tourism, presenting a unique opportunity for developing thematic travel routes that combine culture,
cuisine, and history. Despite this vast potential, there is a need for systematic and strategic planning to optimize
the efficiency of gastronomic tours and ensure that they are accessible, cost-effective, and enjoyable for all types
of visitors.

This study focuses on the creation of an optimal gastronomic tourism route that includes the provinces of
Afyonkarahisar, izmir, Mugla, and Aydin in the Aegean Region. These areas are rich in culinary diversity and have
a long-standing tradition of producing distinctive food products. The primary aim of this research is to propose an
effective route that highlights the region’s gastronomic offerings and maximizes the tourism experience by
utilizing Traveling Salesman Problem (TSP) methodology. The study combines the optimization of travel routes
with the exploration of local food experiences to deliver a comprehensive tourism strategy that enriches both the
visitor experience and the local economy.

The Gastronomic Heritage of the Aegean Region

Each of'the provinces involved in this study presents a unique aspect of Aegean cuisine, contributing to the
cultural and gastronomic diversity of the region. The culinary offerings of Afyonkarahisar, izmir, Mugla, and
Aydin represent a blend of ancient traditions, local ingredients, and innovative modern adaptations, creating a rich
tapestry of flavors that attract food lovers from around the world.

Afyonkarahisar, for instance, is renowned for its geographically indicated products that are emblematic
of the region’s agricultural legacy. Traditional foods such as sucuk (spicy sausage), kaymak (clotted cream), and
poppy- based products offer a glimpse into the rural lifestyle and artisanal food production. The province’s
gastronomic offerings are deeply intertwined with its historical and cultural landscape, where food is not only
sustenance but also a form of storytelling that reflects the region’s heritage.

In izmir, the culinary scene is centered around the use of fresh, local ingredients like olive oil, vegetables,
seafood, and herbs. The rich food culture is further amplified by the city’s long-standing history as a crossroads of
various civilizations. Izmir’s iconic dishes such as boyoz (pastry) and kumru (a type of sandwich) are among the
many gastronomic delights that have become symbols of the city’s diverse and vibrant food scene. Beyond the
classic dishes, Izmir is also home to numerous food markets, traditional eateries, and gastronomic festivals, all of
which contribute to its reputation as a food lover’s paradise.

Mugla, with its beautiful coastline, offers a completely different gastronomic experience. The region is
famous for its seafood, especially octopus, fish, and various shellfish, all of which are cooked with fresh, locally
sourced ingredients. The inland areas of Mugla also showcase hearty, meat-based dishes and traditional pastries,
influenced by both Mediterranean and Turkish culinary traditions. The combination of sea and land-based dishes
gives the region a distinctive food culture that appeals to tourists with varied tastes and preferences.

Similarly, Aydin is an agricultural hub in Turkey, famous for its production of figs, olives, and olive oil.
The province’s culinary identity is rooted in its agricultural abundance, and the local food products are of the
highest quality, offering visitors a taste of authentic, fresh, and locally grown food. Gastronomy tours in Aydin
offer experiences such as olive oil tasting, exploring local markets, and learning about traditional food production
processes.

Tourism Route Planning Methodology

The methodological approach adopted in this study focuses on the optimization of travel routes using the
Traveling Salesman Problem (TSP) model. The Traveling Salesman Problem is a classical problem in logistics and
operations research, which involves finding the most efficient route for a salesman to visit multiple cities or points
of interest without retracing his steps. In the context of gastronomic tourism, the model is applied to find the best
sequence of visits to gastronomic stops in the four selected provinces to minimize both travel time and costs.

The model was developed by gathering data on the key gastronomic stops in the region, which include
local markets, food producers, traditional restaurants, and culinary workshops. This data was used to build a
distance matrix that defines the travel distances between each stop. The next step involved optimizing these
distances using TSP to generate a route that minimizes overall travel time while providing a rich and diverse
culinary experience at each stop.

By utilizing the LINGO software, which specializes in optimization models, the study was able to
simulate different routing scenarios and determine the most efficient sequence of visits. The software allowed for
the precise calculation of various scenarios, including the impact of travel time, seasonal variations in tourist traffic,
and the preferences of tourists for specific food experiences. This computational approach ensured that the model
was not only theoretically sound but also practically applicable to real-world tourism planning.

Optimized Route and Its Implications
The optimized gastronomic tour route provides numerous advantages, both for tourists and for the local
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communities involved. For tourists, the route offers a well-balanced itinerary that allows them to experience the
full spectrum of Aegean cuisine without feeling rushed or overwhelmed. By optimizing the sequence of stops, the
tour ensures that each visit is meaningful and allows sufficient time for visitors to explore the food offerings, meet
local producers, and immerse themselves in the culinary culture of the region.

For the local communities, the optimized route presents an opportunity to engage with a wider audience
and showcase their geographically indicated products and traditional culinary practices. By strategically linking
the most significant food destinations, the model helps to distribute tourism traffic more evenly across the region,
reducing overcrowding in certain areas and increasing the economic benefits for local businesses. Furthermore,
the model helps local producers and artisans gain visibility by including them in the gastronomic tour, ensuring
that they receive the recognition they deserve for their contributions to the region’s culinary heritage.
Theoretical and Practical Contributions

This research offers valuable contributions to both academic literature and practical applications in the
field of gastronomic tourism. From a theoretical standpoint, the study introduces an innovative use of the Traveling
Salesman Problem in tourism planning, particularly within the context of gastronomy. While TSP is commonly
applied to logistical problems in other sectors, its application to tourism is still underexplored. This study fills this
gap by demonstrating how optimization techniques can be used to enhance the planning and operational efficiency
of gastronomy tours.

From a practical perspective, the findings of this study provide a practical framework for tour operators and
tourism authorities to develop cost-effective and sustainable gastronomic tourism products. The model serves as a
tool for decision-makers to design routes that maximize visitor satisfaction while also ensuring economic
sustainability for local communities. By incorporating optimization software into tourism planning, stakeholders
can create more efficient and enjoyable experiences for tourists, all while contributing to the long-term growth of
the region’s tourism sector.

Implications for Future Research and Practice

While this study focuses on the Aegean Region of Turkey, the methodology and findings have far-
reaching implications for other regions with rich gastronomic traditions. Future research could explore the
applicability of this model to other regions, both within Turkey and globally. By adapting the model to different
geographic areas, researchers can identify region-specific challenges and tailor the optimization process to address
unique local conditions.

Moreover, future studies could incorporate additional variables, such as tourist preferences, climate
change impacts, and socio-economic factors, to further refine the model and enhance its flexibility. Exploring the
integration of technology, such as mobile applications for real-time routing adjustments, could also be beneficial
for improving the tourist experience and providing up-to-date information on availability and accessibility.
Conclusion

In conclusion, this study presents an innovative approach to gastronomic tourism planning in the Aegean
Region of Turkey. By combining the Traveling Salesman Problem (TSP) with LINGO software, the study provides
arobust, cost-efficient, and sustainable framework for developing gastronomic tours that offer rich, authentic, and
diverse experiences. The optimized route model not only enhances the tourism experience for visitors but also
provides significant economic and social benefits to local communities. The findings of this study offer a valuable
contribution to both academic research and the practical development of sustainable tourism strategies in the realm
of gastronomy.
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MILLET BAHCELERINDE REKREASYON DENEYIMi: MUS-KOCAELI ORNEGI

Esra Ersahin*!, Ramazan Pars Sahbaz

Oz

Bu caligmanin amaci, Mus ve Kocaeli’de bulunan millet bahgelerini ziyaret eden kisilerin
rekreasyon deneyim tercihlerini incelemektir. Arastirma, Mus Millet Bahcesi ve Kocaeli’de
bulunan millet bahgelerini ziyaret eden kisilerin rekreasyon deneyim tercihlerini degerlendirerek,
bu alanlarin kullanici géziindeki algisini ortaya koymayi hedeflemektedir. Ayrica arastirmada
“Mus ve Kocaeli’de bulunan millet bahgelerini ziyaret eden kisilerin rekreasyon deneyim
tercihleri nelerdir? Sorusuna yanit aranmaktadir. Aragtirmaya Kocaeli’'nden 198, Mus’tan 198
olmak tizere toplamda 396 kisi katilmistir. Veriler kisisel bilgi formu ve Rekreasyon Deneyim
Tercihi Olgegi ile toplanmugtir. Analiz sonuglarina gore Rekreasyon Deneyim Tercihi Olgegi puan
ortalamalar her iki ilde de yiiksektir. Cinsiyet ve medeni durum degiskenleri ile baz1 alt boyutlar
arasinda anlamli farklar bulunamamuigtir, ancak kalabaliktan uzaklasma, stresten kacis ve aile ile
zaman gegirme alt boyutlarinda cinsiyetle, kalabaliktan uzaklagsma alt boyutunda yas ile ilgili
anlamli farklar tespit edilmistir. Buna ek olarak, meslek gruplari arasinda fitness, fiziksel
dinlenme, yalnizlik, kalabaliktan uzaklagma ve fiziksel stresten kagis alt boyutlarinda anlamli
farklar gozlenmistir. Egitim seviyesi ile 6lgek ve alt boyutlari arasinda anlamli bir fark
bulunmamustir.

Anahtar Kelimeler: Rekreasyon Deneyim ve Tercihleri, Millet Bahgesi, Kocaeli, Mus
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Abstract

This study aims to examine the recreation experience preferences of individuals visiting people’s
gardens in Mus and Kocaeli. The research evaluates the recreation experience preferences of
visitors to the Mus People’s Garden and the people’s gardens in Kocaeli, aiming to reveal the
perception of these areas from the users’ perspective. The study seeks to answer the question,
“What are the recreation experience preferences of individuals visiting the people’s gardens in
Mus and Kocaeli?” A total of 396 participants, with 198 from Kocaeli and 198 from Mus, were
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1. GIiRiS

Gilintimiizde hizli kentlesme ve artan niifus, sehirleri giderek daha fazla betonlasan, dogadan
uzaklasan yasam alanlarina doniistiirmektedir. Bu degisim, sehir sakinlerinin dogayla temas etme, agik
alanlarda vakit gecirme ve yesil alanlara erisim ihtiyaglarint daha da 6nemli hale getirmistir. Kent
yasaminin getirdigi yogun tempo ve stres, bireyleri dogayla i¢ ice vakit gecirebilecekleri alternatif

mekanlar aramaya yonlendirmektedir.

Bu baglamda, millet bahgeleri, kentlerin i¢inde dogayla biitiinlesmis yasam alanlar1 olarak 6ne
ctkmaktadir. Bu alanlar, sadece fiziksel ¢evreyi yesillendirmekle kalmayip ayni zamanda bireylerin
ruhsal ve sosyal ihtiyaglarini da karsilamay1 hedeflemektedir. Yesil alanlarin azalmasiyla birlikte ortaya
¢ikan ekolojik dengenin korunmasi ihtiyaci, millet bahgelerinin kent ekosistemine katki saglamasini da

zorunlu kilmaktadir.

Millet bahgeleri, sunduklar1 genis olanaklarla bireylerin bos zamanlarmi verimli ve keyifli bir
sekilde degerlendirmelerine olanak tanimaktadir. Spor yapma, yiiriiyiis, bisiklet siirme, dinlenme,
dogayla i¢ ice vakit gecirme ve sosyal etkilesim gibi ¢esitli rekreasyonel faaliyetler i¢in uygun ortamlar
sunmaktadir. Bu alanlar ayn1 zamanda toplumun farkli kesimlerini bir araya getirerek sosyal baglari

giiclendirmekte ve kent yasaminda bireylere nefes alabilecekleri alanlar saglamaktadir.

Bu calismada, Mus ve Kocaeli illerinde bulunan millet bahgelerini ziyaret eden kisilerin
rekreasyon deneyim tercihlerini incelenmektedir. Iki farkli cografi ve sosyo-kiiltiirel yapiya sahip bu
kentlerdeki millet bahgeleri ziyaretgilerin deneyim tercihleri agisindan degerlendirilecektir. Calisma,
millet bahgelerinin kent yasamindaki roliinii ve rekreasyon deneyimlerine katkisini ortaya koyarak, bu

alanlarin gelecekte nasil daha verimli kullanilabilecegine yonelik 6neriler gelistirmeyi hedeflemektedir.
1.1. Kavramsal Cerceve

Rekreasyon kavrami, Latince “recreatio” kelimesinden tiireyen ve tazelenme, gelisim ve
doniigiim anlamini tagimaktadir (Metin vd., 2013). Genellikle bireylerin ve topluluklarin serbest
zamanlarini degerlendirmek, keyif almak ve rahatlamak amaciyla gergeklestirdigi cesitli etkinlikler
olarak tanimlanir. Bu faaliyetler, katilimcilarin kendi istekleri dogrultusunda sectikleri ve hem
dinlenmelerine hem de eglenmelerine imkan taniyan aktivitelerdir (Ersahin ve Cakar, 2024).
Broadhurst’a gore (2001) rekreasyon, kisilerin bos zamanlarinda katilim gosterdikleri, ¢esitli yonleri
olan, fiziksel, duygusal, sosyal ve biligsel unsurlar igeren etkinliklerdir. Tiittincii ise (2012) rekreasyonu,
bireylerin serbest ve bos zamanlarinda dogal yasam alanlarina zarar vermeden yasam kalitelerini
arttirmak i¢in kendi istekleri ile gerceklestirdikleri etkinlikleri ve birgok farkli disiplini iceren bir
aragtirma alanidir. Rekreasyon faaliyetleri doga ile baglantili olan ve bireylerin kendi faydasina yonelik
olarak diizenlenen bos zaman faaliyetleridir (Kara vd., 2008). Rekreasyon faaliyetleri farkli yazarlarca
cesitli sekillerde siniflandirilmaktadir. Genel olarak rekreasyon faaliyetleri etkinliklere katilim sekline

(aktif-pasif) gore, milliyete (ulusal-uluslararast) gore, katilimei sayisina (bireysel-grup) goére, fonksiyon
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(ticari-sosyal-estetik-saglik-fiziksel-sanatsal-kiiltiirel ~turistik) goére siniflandirilmistir (Karakigiik,
2008; Karakiiciik ve Akgiil, 2016; Hazar, 2003). Hacioglu ve digerlerine gore (2009) ise, bazi
rekreasyon etkinlikleri (golf, kayak, tv izlemek vb.) birden fazla sinifa dahil olabildigi i¢in kesin bir

siniflama yapmak zordur.

Hazar (1999) mekénsal rekreasyon faaliyetlerini agik ve kapali alan rekreasyon faaliyetleri
seklinde siniflandirmigtir. Ac¢ik alan rekreasyonu doga ve katilimer arasinda bir etkilesimin oldugu,
kisinin serbest zamanda gerceklestirdigi ve fiziksel, ruhsal, sosyal ve saglik ¢ikarlari dogrultusunda
gerceklestirilen aktivitelerdir (Aylan ve Ardi¢ Yetis, 2021). Plummer ise (2009) agik alan
rekreasyonunu; “kisilerin hem birbirleri ile olan iligkilerini hem de doga ile olan etkilesimlerini

inceleyen ve dogal ortamda gergeklesen bos zaman etkinlikleri” seklinde tanimlamistir.

Bireylerin rekreasyon faaliyetlerine katilimlarini gelir diizeyi, egitim seviyesi ve meslek gibi
sosyoekonomik durum basta olmak iizere (Bedir, 2020) yas (Kunz ve Graham, 1996), cinsiyet
(Henderson ve dig., 1991), kiiltiirel faktorler (Ertiirk, 1972), kisisel ilgi ve motivasyon (Torkildsen,
2005) etkilemektedir.

Bahgeler, ortak kiiltiirin acik alanlardaki yansimalarindan biridir (Saglik vd., 2019). Farsca
kokenli “bahge” kelimesi, “kii¢iik bag” anlamina gelmekte olup, genellikle meyve ve sebzelerin yani
sira siis bitkileri, ¢igcekler ve sifali otlarin yetistirildigi, ayn1 zamanda dogal unsurlarin insan eliyle
diizenlendigi alanlar olarak tanimlanmaktadir (Abdallah, 2024). TMMOB Peyzaj Mimarlart Odasi’na
gore millet bahgeleri, Osmanli bahgelerinden esinlenerek giiniimiiz ve gelecek nesiller i¢in yeniden
sekillendirilmis, halka agik yesil alanlardir. Bu alanlar, ge¢gmisin izlerini barindirirken, gelecege yonelik
olarak planlanmis olup, arastirma, koruma, {iretim ve 6grenme gibi islevlerin yani sira halkin egitimine
ve eglencesine katki saglayan, ayn1 zamanda 6zel bitki koleksiyonlarini i¢inde barindiran kamusal
mekanlar olarak degerlendirilmektedir (PMO, 2018). Millet bahgesi insanlara dogayla i¢ i¢e olma firsati
sunmasinin yani sira, rekreasyonel etkinliklerin gergeklestirmesine olanak taniyan alanlardir. Bu
mekanlar ayn1 zamanda iilke ve sehrin tarihi ve sosyo-kiiltiirel yapisini koruyan alanlardir (Yazici ve

Akca Yilmaz, 2022).

Millet bahgeleri, bulunduklar1 sehirlerin tarihi, kiiltiirel ve cografi 6zellikleri g6z Gniinde
bulundurularak tasarlanmakta olup, ekonomik yapi, topografya, iklim kosullari, toprak yapisi ve bitki
ortiisii gibi unsurlar dikkate alinarak planlanan genis Olgekli kentsel yesil alanlar arasinda yer
almaktadir. Halkin dinlenme, eglenme ve spor gibi rekreasyonel aktivitelerini gergeklestirebilecegi bu
alanlar, ayn1 zamanda bireylerin sosyal, kiiltiirel ve psikolojik ihtiyaclarini karsilamaya yonelik
diizenlenmistir (Tekingiindiiz, 2021). Unutulmaya yiiz tutmus olan bu kavram kiiltiirel miras ve kiiltiirel
peyzaj degerlerinin bir parcasidir. Kamusal agik ve yesil alan 6zelligi tasimaktadir (Derince Belediyesi,
2019). Cevre ve Sehircilik Bakanligi’ nin yaymladigi Millet Bahgesi Rehberi’nde millet bahgeleri; halkin

doga ile bulugmasini saglayan, rekreasyonel ihtiyaglari karsilayan, dogal afetlerde acil toplanma alanlari
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olarak kullanilan yesil alanlar olarak tanimlanmistir. Tarihte millet bahgesi kavrami ilk kez vilayet
nizamnamesi ile adni duyurmustur. ilk millet bahgesi olma 6zelligini ise Taksim Millet Bahgesi

tasimaktadir (Saglik vd., 2019).

2018 yilinda giindeme gelen millet bahgeleri ile kentlere estetik ve siirdiiriilebilir yesil alanlar
kazandirarak ¢evre sorunlarina karst saglikli yasam alanlar1 olusturulmasi hedeflenmektedir (Cevre ve
Sehircilik Bakanligi, 2020). 81 ilde 100 milyon metrekare millet bahgesinin yapimi1 hedeflenmekte ve
2018 yilindan beri 237 adet millet bahcesi hizmete agilmistir. 275 adet millet bahgesinin ise yapimi
devam etmektedir (Cevre, Sehircilik ve Tklim Degisikligi Baskanligi, 2024).

2. YONTEM

Bu arastirmada, betimsel arastirma modeli kullanilmigtir. Betimsel arastirma, mevcut bir olay1
ya da durumu nicel verilerle (sayisal bilgilerle) veya nitel verilerle (bireysel ya da grup 6zelliklerini
ortaya koyarak) inceleyen bir arastirma yontemidir. Gegmiste veya giiniimiizde var olan olaylari, oldugu
gibi tanimlamay1 amaglar. Bu arastirma tiiriinde, evren veya ondan segilen tarafsiz bir 6rneklem temel

alinarak, incelenen konunun dogru bir sekilde betimlenmesi hedeflenir (Balci, 2019).

Aragtirmanin konusu, Kocaeli ve Mus illerinde bulunan millet bahgelerini ziyaret eden
bireylerin rekreasyon deneyim tercihlerini analiz etmektir. Arastirma, katilimcilarin rekreasyon
deneyimlerini “Doga”, “Fiziksel Fitness”, “Fiziksel Dinlenme”, “Yalnizlik”, “Kalabaliktan
Uzaklasma”, “Fiziksel Stres ve Gerginlikten Kagis” ve “Aile ile Zaman Gegirme” gibi ¢esitli alt boyutlar

altinda degerlendirmeyi amaglamaktadir.

Olgek, katilimcilarin millet bahgelerinde bulunma sebeplerini ve bu alanlarda gergeklestirdikleri
aktiviteleri anlamak igin belirli maddeler igermektedir. Ornegin, katilimcilar dogaya yakin olma,
doganin kokusundan ve sesinden keyif alma, fiziksel egzersiz yapma, formda kalma gibi dogayla ve
fiziksel fitness ile ilgili maddeler iizerinde degerlendirme yapmaktadirlar. Bunun yani sira, fiziksel
olarak dinlenme, yalniz hissetmeme, sehir yasaminin stresinden kagis, giiriiltiiden uzaklagma gibi
deneyimlerin de ne derece tercih edildigi incelenmektedir. Ayrica, kalabalik ortamlardan uzaklasma,
kisisel alan ve mahremiyet elde etme, aile ile kaliteli zaman gecirme gibi sosyallesme ve kisisel rahatlik
boyutlar1 da arastirmanin odak noktalar1 arasinda yer almaktadir. Bu boyutlar, millet bahgelerinin sosyal
ve bireysel agidan ne tiir ihtiyaglara yanit verdigini ve ziyaretcilerin bu alanlardan ne gibi beklentiler

icinde olduklarimi ortaya koymay1 hedeflemektedir.

Bu calismanin asil amaci, Mus ve Kocaeli’de bulunan millet bahgelerini ziyaret eden kisilerin
rekreasyon deneyim tercihlerini incelemektir. Arastirma, Mus Millet Bahgesi ve Kocaeli’de bulunan
millet bahgelerini ziyaret eden kisilerin rekreasyon deneyim tercihlerini degerlendirerek, bu alanlarin
kullanict géziindeki algisin1 ve bolgesel farkliliklarint ortaya koymayi hedeflemektedir. Aragtirmada
“Mus ve Kocaeli’de bulunan millet bahgelerini ziyaret eden kisilerin rekreasyon deneyim tercihleri

nelerdir? sorusuna yanit aramaktadir. Ayrica arastirmaya dair asagidaki hipotezler gelistirilmistir.
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HI: Cinsiyet degiskenine gore Rekreasyon deneyim tercihi 6lgegi ve alt boyutlari arasinda

anlamli fark vardir.

H2: Medeni durum degiskenine gore Rekreasyon deneyim tercihi Glgegi ve alt boyutlari

arasinda anlamli fark vardir.

H3: Yas degiskenine gore Rekreasyon deneyim tercihi 6lgegi ve alt boyutlari arasinda

anlamli fark vardir.

H4: Meslek degiskenine gore Rekreasyon deneyim tercihi 6l¢egi ve alt boyutlar1 arasinda

anlamli fark vardir.

H5: Egitim seviyesi degiskenine gére Rekreasyon deneyim tercihi 6lgegi ve alt boyutlari

arasinda anlamli fark vardir.

Bu ¢alisma, millet bahgelerinin kullanicilar tarafindan nasil algilandigini ve hangi rekreasyon
deneyimlerinin tercih edildigini ortaya koyarak, yerel yonetimlere ve planlamacilara yol gosterici
niteligi tagimasi bakimindan 6nemlidir. Ayrica Mus ve Kocaeli gibi farkli cografi ve sosyo-ekonomik
ozelliklere sahip iki bolgenin karsilastirmali analizi ile, millet bahgelerinin tercih edilme nedenleri
arasindaki benzerliklerin ve farkliliklarin ortaya konularak, millet bahgelerinin daha kullanici odaklt
ve siirdiiriilebilir bir sekilde planlanmasina yonelik stratejik oneriler sunma potansiyeline sahiptir.
Bu da toplumsal refahin artirilmasina ve insanlarin rekreasyon alanlarina daha fazla ilgi gdstermesine

katki saglayacaktir.

Aragtirma Mus ve Kocaeli illerinde gergeklestirilmistir. Calisma sahasinin daha iyi
anlagilabilmesi i¢in, Mus ve Kocaeli’nin konumunu ve gevresini gosteren lokasyon haritalart Harita

1 ve Harita 2°de gosterilmistir.

ERZURUM A
AGRI

| 3 ti Swetan

Sayisal Yaksekiik Modeli (m)
Deger

- 2ss0

o

Harita 1: Mus Ili Konum Haritas:
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Mus, Dogu Anadolu Bé6lgesi’nde bulunan etrafi yiiksek daglarla ¢evrili bir ildir. Mus dogudan
Agr1 ve Bitlis, kuzeyden Erzurum, batidan Bing6l, giineyden Diyarbakir, Batman ve Bitlis illeri ile

cevrilidir. Sehrin toplam yiiz 6l¢iimii 8196 km2’dir (T.C. Mus Valiligi, 2024).

X KARADENIZ

ISTANBUL

q Lejant
8| [ Kocoel i s
[ Kocaeh fige Sinirtan
R [ i Sinirtan
|| saysal Yaksekiik Modeli (m)
Degjer

1600

-0

> ms e s e e ] o s o e

Harita 2: Kocaeli Ili Konum Haritas

Kocaeli, Marmara Bolgesi’nin Catalca-Kocaeli Boliimii’'nde konumlanmis, Asya ile Avrupay1
birlestiren yol kavsaginda bulunan bir sehirdir. Dogudan Sakarya ili, batidan Yalova ve Istanbul ili,
[zmit Korfezi, Marmara Denizi, giineyden Bursa ili, kuzeyden ise Karadeniz ile gevrilidir. Bu ilin toplam
yiizolgiimii 3420 km?'dir (T.C. Tarim ve Orman Bakanligi Kocaeli il Tarim ve Orman Miidiirliigii,

2024).

Arastirmanin evrenini Kocaeli ve Mus illerinde yasayan ve millet bahgelerini en az bir kez
ziyaret eden ve 18 yas iistii, her meslekten ve egitim seviyesinden kisiler olusturmaktadir. Orneklem
biiyiikliigtiniin hesaplanmasinda Krejcie ve Morgan (1970) tarafindan kullanilan formiilden
yararlanilmistir. Bu formiile gore %95 giiven diizeyi ve %5 hata payi ile gereken 6rneklem biiytiklugii
yaklasik olarak 384 kisi olarak hesaplanmistir. Katilimcilarin se¢iminde olasilikli olmayan 6rnekleme
yontemlerinden biri olan amagh 6rnekleme yontemi kullanilmigtir. Veriler Google formlar kullanilarak
toplanmistir. Veri toplama siirecinde eksiksiz ve dogru bir sekilde sorulara cevap veren Mus ilinden 198,

Kocaeli ilinden 198 olmak iizere toplamda 396 kisi arastirmanin 6rneklem grubunu olusturmaktadir.

Arastirmada 6lgme araci olarak Ayar ve digerleri (2023) tarafindan gelistirilen, 20 madde ve 7

alt boyuttan olusan Rekreasyon Deneyim Tercihi 6l¢egi kullanilmigtir. Bu dlgek besli Likert tipi bir
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Olgektir ve mevcut arastirmada i¢ giivenirlilik katsayist 6lgegin geneli icin 0,82 olarak bulunmustur.
Gergeklestirilen bu ¢alismada ise Rekreasyon Deneyim Tercihi 6lgeginin geneli igin i¢ giivenirlilik
katsayis1 0,88 olarak hesaplanmustir (Tablo 1). Olgege dair gegerlilik katsayisinin analizinde ise KMO
Degeri kullanilmis ve 6rneklem yeterligi degeri %95 diizeyinde 0,87 olarak bulunmustur. Barlett’s
kiiresellik testinin sonucu X2 (190)= 4424,185; p<0,05 olarak bulunmus ve sonu¢ anlamli diizeyde

¢ikmistir (Tablo 2).

Tablo 1: Rekreasyon Deneyim Tercihi Olcegine Dair Giivenirlilik Analiz Sonuglar

, Cronbach’s Alpha
Cronba;gh s Alpha Standartlastirilmis Ogelere N Degeri
atsayisl D
ayall
882 901 20

Tablo 2: Rekreasyon Deneyim Tercihi Olgegine Dair Giivenirlilik Analiz Sonuglart

KMO ve Barlett’s Testi
Kaiser-Meyer-Olkin Ornekleme Yeterliligi ,875
Yaklasik Ki-Kare 4424815
Barlett’s Kiiresellik Testi Serbestlik Derecesi 190
Anlamlilik (p) ,000

Verilerin normal dagilim gosterdigini belirlemek igin +2 ile -2 arasindaki degerler kabul
edilebilir sinirlar i¢inde degerlendirilir (George ve Mallery, 2010). Alternatif bir yaklagima gore ise,
normal dagilimin saglanmasi i¢in degerlerin -1,5 ile +1,5 aralifinda olmasi yeterli gériilmektedir
(Tabachnick ve Fidell, 2013).Verilerin analizinde tanimlayici istatistiklerden ve verilerin basiklik
carpiklik degerlerinin normal dagilim gostermesi sebebiyle parametrik testlerden yararlanilmistir

(Tablo 3).

Tablo 3: Rekreasyon Deneyim Tercihi Olgegine Ait Carpiklik Ve Basiklik Degerleri

Olcek ve Alt Boyutlar N X SS. Carpikhk Basiklik

REKREASYON DENEYIM 396 157,4495 18,21336 ,026 -,693
TERCIHI OLCEGI (TOPLAM)
Doga 396 18,1641 1,95022 -,889 ,497
Fiziksel Fitness 396 9,0328 1,11670 -1,030 1,360
Fiziksel Dinlenme 396 9,1540 1,04288 -,823 -,094
Yalnizhk 396 13,8207 3,45249 ,081 -617
Kalabaliktan Uzaklasma 396 16,6490 2,48958 -,369 -,244
Fiziksel Stresten Kacis 396 7,5379 2,14088 -,583 -,665
Aile ile Zaman Gecirme 396 8,7323 1,27252 -,851 ,802
3. BULGULAR

3.1. Tammlayici istatistikler
Bu calisgma katilimeilarin rekreasyon tercihlerini belirlemek amaciyla gergeklestirilmistir.
Kocaeli ve Mus illerinde yasayan kisiler bu ¢caligmanin ana kiitlesini olusturmaktadir. Calisma toplamda

396 kisi ile gergeklestirilmistir.

Tablo 4°te katilimcilara dair tanimlayici istatistiksel bilgilere yer verilmistir.
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Tablo 4: Katilimcilarin Demografik Bilgilerinin Dagilimlari

MUS KOCAELI
Cinsiyet Frekans Yiizde (%) Cinsiyet Frekans Yiizde (%)
Kadin 169 85,4 Kadin 118 59,6
Erkek 29 14,6 Erkek 80 40,4
Toplam 198 100,0 Toplam 198 100,0
Medeni Durum Frekans Yiizde (%) Medeni Durum Frekans Yiizde (%)
Evli 94 47,5 Evli 124 62,6
Bekar 104 52,5 Bekar 74 374
Toplam 198 100,0 Toplam 198 100,0
Yas Frekans Yiizde (%) Yas Frekans Yiizde (%)
18-27 58 29,3 18-27 101 51,0
28-37 93 47,0 28-37 62 31,3
38-47 43 21,7 38-47 33 16,7
48-57 4 2,0 48-57 2 1,0
Toplam 198 100,0 Toplam 198 100,0
Egitim Seviyesi Frekans Yiizde (%) Egitim Seviyesi Frekans Yiizde (%)
Ikokul 9 4,5 [lkokul 6 3,0
Lise 23 11,6 Lise 37 18,7
Onlisans 23 11,6 Onlisans 24 12,1
Lisans 126 63,6 Lisans 114 57,6
Lisansiistii 17 8,6 Lisansiistii 17 8,6
Toplam 198 100,0 Toplam 198 100,0
Meslek Frekans Yiizde (%) Meslek Frekans Yiizde (%)
Ogrenci 12 6,1 Ogrenci 45 22,7
Ogretmen 96 48,5 Ogretmen 43 21,7
Spor egitmeni 11 5,6 Spor egitmeni 21 10,6
Memur 45 22,7 Memur 36 18,2
Isci 22 11,1 Isgi 12 6,1
Calismiyor 2 1,0 Calismryor 15 7,6
Diger 10 5,1 Diger 9 4,5
Toplam 198 100,0 Toplam 17 8,6

Tablo 4°te ilk olarak katilimcilarin cinsiyet dagilimlar1 degerlendirilmistir. Musg’ta katilimcilarin
%385,4’11 kadin, %14,6’s1 erkek iken; Kocaeli’de bu oran %59,6 kadin ve %40,4 erkektir. Bu durum
Mus’ta kadin katilimeilarin arastirmaya daha fazla ilgi gosterdiklerini gostermektedir. Mug’ta bekarlarin
orant %52,5 iken, evlilerin orant %47,5°tir. Kocaeli’de ise evli katilimcilar %62,6 oraniyla
cogunluktadir. Yas dagiliminda Mus’ta en biiyiik yas grubu %47 ile 28-37 yas araliginda, Kocaeli’de
ise %51 ile 18-27 yas araligindadir.

Katilimeilarin egitim diizeyleri degerlendirildiginde, Musg’ta katilimcilarin %63,6°s1 lisans
mezunu olup, en diisiik oran ise %4,5 ile ilkokul mezunlarina aittir. Kocaeli’de de benzer sekilde lisans
mezunlarit %57,6 oraninda iken, ilkokul mezunlarinin orani %3’tedir. Meslek dagiliminda Mus’ta
katilimeilarin %48,5°1 6gretmen, %6,1°1 8grenci, %5,6°s1 spor egitmeni ve %11 ¢alismayan bireylerdir.
Kocaeli’de ise % 21,’si 6gretmen, %22,7’si 6grencidir. Spor egitmenleri %10,6 oraninda, ¢alismayanlar
ise %4,5 oraninda yer almaktadir.

Tablo 5’te rekreasyon deneyim tercihi 6l¢egine dair tanimlayici istatistiklere yer verilmistir.
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Tablo 5: Rekreasyon Deneyim Tercihi Olgegine Dair Tammlayict Istatistikler

Rekreasyon Deneyim Tercihi Olgegi

Sorular Mus Kocaeli
N Min.  Max. X sS. N  Min Max. X ss.
Doga Alt Boyutu Doga Alt Boyutu
S1 198 2,00 5,00 4,5152 57642 198 2,00 5,00 4,5253 | 64270
S2 198 3,00 5,00 4,6768 47960 198 2,00 5,00 4,6414 | 54976
S3 198 2,00 5,00 4,5707  ,53559 198 1,00 5,00 4,5909 | 60398
S4 198 1,00 5,00 4,3434 69314 198 1,00 5,00 4,4646 | 74470
Fiziksel Fitness Alt Boyutu Fiziksel Fitness Alt Boyutu
S5 198 1,00 5,00 4,4343 62375 198 2,00 5,00 4,5404 65755
S6 198 3,00 5,00 4,5202  ,54920 198 1,00 5,00 4,5707 62320
Fiziksel Dinlenme Alt Boyutu Fiziksel Dinlenme Alt Boyutu
S7 198 3,00 5,00 4,5455 52882 198 2,00 5,00 4,5909 37822
S8 198 3,00 5,00 4,5606  ,52729 198 2,00 5,00 4,6111 38342
Yalmzhk Alt Boyutu Yalmizhik Alt Boyutu
S9 198 1,00 5,00 2,9697  1,23366 198 1,00 5,00 3,2222  1,26696
S10 198 1,00 5,00 3,9848 87537 198 1,00 5,00 3,9495  1,02133
S11 198 1,00 5,00 3,2374  1,18759 198 1,00 5,00 3,3990  1,24117
S12 198 1,00 5,00 3,2980  1,11159 198 1,00 5,00 3,5808  1,24674
S13 198 1,00 5,00 3,7424  1,01227 198 1,00 5,00 3,8636  1,07891
Kalabaliktan Uzaklasma Alt Boyutu Kalabaliktan Uzaklasma Alt Boyutu
S14 198 2,00 5,00 4,2475  ,69397 198 2,00 5,00 43131 | 70020
S15 198 1,00 5,00 4,2323 77824 198 1,00 5,00 4,3333 80607
S16 198 1,00 5,00 4,2374  ,70475 198 2,00 5,00 4,3283 | 68952
Fiziksel Stresten Kacis Alt Boyutu Fiziksel Stresten Kacis Alt Boyutu
S17 198 1,00 5,00 3,6566  1,11439 198 1,00 5,00 3,9343  1,05230
S18 198 1,00 5,00 3,5859  1,13558 198 1,00 5,00 3,8990 1,10371
Aile Ile Zaman Gecirme Alt Boyutu Aile Ile Zaman Geg¢irme Alt Boyutu

S19 198 1,00 5,00 4,4040  ,61980 198 1,00 5,00 4,3535 77149
S20 198 2,00 5,00 4,3485  ,70154 198 1,00 5,00 4,3586 73194

Kocaeli ve Mus illerindeki katilimcilarin rekreasyon deneyim tercihleri, “Doga”, “Fiziksel
Fitness”, “Fiziksel Dinlenme”, “Yalnizlik”, “Kalabaliktan Uzaklagma”, “Fiziksel Stresten Ka¢is” ve
“Aile ile Zaman Geg¢irme” olmak iizere 7 alt boyuttan olugsmaktadir. Doga alt boyutunda yer alan ikinci
soruya verilen cevaplarda, Mus (X =4,6768) ve Kocaeli (X = 4,6414) illerindeki katilimcilarin puan
ortalamalarinin yiiksek oldugu goriilmektedir. Diger yandan doga alt boyutunda yer alan sorulara verilen
cevaplarinda ortalama puanlari yiiksektir bu ise, doga aktivitelerinin her iki bélgede de tercih edildigini
gostermektedir. Fiziksel fitness alt boyutunda yer alan sorulara verilen puanlarin cevap ortalamalar1 da
benzer sekilde her iki ilde yiiksektir. Fiziksel dinlenme alt boyutunda da benzer egilimler gézlemlenmis

olup, Mus’ta (X =4,5606) ve Kocaeli’de (X =4,6111) yiiksek ortalama puanlar tespit edilmistir.

Yalnizlik alt boyutunda yer alan onuncu soruya verilen cevaplarin ortalama puanlari her iki ilde
de yiiksek ¢ikmistir. Yalnizlik alt boyutu genel olarak degerlendirildiginde Kocaeli’deki katilimcilarin
(X = 3,2222) Mus’takilere (X = 2,9697) gore daha yiiksek puanlar verdigi gozlemlenmistir. Bu durum,
Kocaeli’de yalniz kalma ihtiyacinin daha fazla oldugunu isaret edebilir. Kalabaliktan uzaklagma alt

boyutunda ise, her iki ilde de yiiksek ortalamalar tespit edilmistir (XMus = 4,2475; XKocaeli=4,3333).
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Fiziksel stresten kagis alt boyutunda, Kocaeli’deki katilimeilarin (X = 3,9343) Mus takilerden
(X = 3,6566) daha yiiksek ortalama puanlar vermesi, bu ihtiyacin Kocaeli’de daha baskin oldugunu
gostermektedir. Son olarak, aile ile zaman gecirme alt boyutunda, Kocaeli (X = 4,4040) ve Mus (X =
4,3586) illerinde benzer ve yiiksek ortalamalar tespit edilmistir. Bu sonuglar, her iki bolgede de aile ile

zaman gecirmenin dnemli bir rekreasyon tercihi oldugunu ortaya koymaktadir.

3.2. Arastirmanin Hipotezlerine Dair Bulgular

Rekreasyon deneyim tercihleri Olgegi ve alt boyutlarmna dair verilerin normal dagilim
gostermesinden dolay1 arastirmanin hipotezleri parametrik yontemler ile test edilmistir. ilk olarak
aragtirmanin birinci hipotezine yo6nelik cevabin bulunmasi amaci ile cinsiyetler arasi farkliliklari

incelemek amactyla Bagimsiz Orneklem T testi uygulanmis ve sonuglari Tablo 6’da sunulmustur.

Tablo 6: Katilimcilarin Rekreasyon Deneyim Tercihi Olgegi Puanlarinin Cinsiyet Degiskenine Gore

Bagimsiz Orneklem T Testi Sonuglart

Bagimsiz Orneklem T Testi

Olcek ve Alt Boyutlari Cinsiyet N X SS. sd. t P
REKREASYON QENEYIM Kadm 287  158,0697  18,27974 394 1,100 272
TERCIHI OLCEGI (TOPLAM)
Erkek 109  155,8165 18,01859

Doga Kadm 287 18,1986 1,96622 394 ,570 ,569
Erkek 109 18,0734 1,91343

Fiziksel Fitness Kadm 287  9,0348 1,10885 394 ,058 ,954
Erkek 109  9,0275 1,14227

Fiziksel Dinlenme Kadin 287  9,1359 1,05064 394 -562 575
Erkek 109  9,2018 1,02542

Yalnizhk Kadm 287 13,9024 3,45058 394 ,764 ,445
Erkek 109 13,6055 3,46415

Kalabaliktan Uzaklasma Kadin 287 16,7944 2,39964 394 1,892  ,059
Erkek 109 16,2661 2,68619

Fiziksel Stresten Kacis Kadin 287  7,6028 2,14078 394 979 ,328
Erkek 109 17,3670 2,14157

Aile ile Zaman Gecirme Kadin 287 8,7317 1,24925 394 -016 ,988

Erkek 109  8,7339 1,33779

Tablo 6’da yer alan rekreasyon deneyim tercihi genel puan ortalamalari degerlendirildiginde,
puanlar kadinlarda (X = 158,0697) erkeklere (X = 155,8165) gore daha yiiksek ¢cikmistir. Fakat puanlar
arasindaki bu fark istatistiksel manada anlamli bulunmamistir (t (394) = 1,100; p =,272).

Rekreasyon deneyim tercihi 6lgegi alt boyutlari incelendiginde, doga alt boyutu igin kadinlarin
ortalama puan1 (X = 18,1986), erkeklerin ortalama puanindan (X = 18,0734) daha yiiksek bulunmustur;
ancak bu fark istatistiksel olarak anlamli degildir (t (394) = ,570; p = ,569). Fiziksel fitness alt
boyutunda, kadinlarin ortalama puani (X = 9,0348) erkeklerden (X = 9,0275) biraz daha yiiksektir, fakat
bu farkta istatistiksel olarak anlamli bulunamamistir (t (394)=,058; p = ,954). Benzer sekilde, fiziksel
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dinlenme alt boyutunda da cinsiyetler arasinda da istatistiksel anlamda fark tespit edilmemistir (t (394)

=-562,p =,575).

Yalnizlik alt boyutunda, kadinlarin ortalama puani (X = 13,9024) erkeklerin puanindan (X =
13,6055) yiiksektir; fakat bu puan farki istatistiksel agidan anlamli degildir (t (394) = ,764, p = ,445).
Kalabaliktan uzaklasma alt boyutunda, kadinlarin ortalama puani (X = 16,7944), erkeklerin puanindan
(X = 16,2661) daha yiiksek olmasina ragmen cinsiyetler arasinda anlamli bir fark bulunamamustir (t
(394)= 1,892, p=,059). Fiziksel stresten kagis alt boyutunda da cinsiyetler arasi fark istatistiksel agidan
anlamli degildir (t (394) =.,979, p =,328). Son alt boyut olan aile ile zaman ge¢irme alt boyutunda da
kadinlar (X = 8,7317) ve erkekler (X = 8,7339) arasinda istatistiksel olarak belirgin bir anlam tasimamaktadir
(t (394) = -,016, p = ,988). Bu sonuglar, kadin ve erkeklerde rekreasyon deneyim tercihlerinin benzer

ozellikler tasidigimi gostermektedir. Boylece arastirmanin birinci hipotezi dogrulanamamastir.

Tablo 7°de, arastirmanin ikinci hipotezine yonelik olarak katilimcilarin medeni durumlarina

gore rekreasyon deneyim tercihlerinin Bagimsiz Orneklem T testi sonuglari gosterilmistir.

Tablo 7: Katilimcilarin Rekreasyon Deneyim Tercihi Olgegi Puanlarinin Medeni Durum Degiskenine Gore

Bagimsiz Orneklem T Testi Sonuglart

Bagimsiz Orneklem T Testi

Olgek ve Alt Boyutlar Medeni N X ss. sd. t P
Durum

REKREASYON DENEYIM Bekar 218 158,9220 17,70986 394 1,785 ,075

TERCIHI OLCEGI (TOPLAM) Evli 178 155,6461 18,70386

Doga Bekar 218 18,1881 1,93356 394 270 , 7187
Evli 178 18,1348 1,97551

Fiziksel Fitness Bekar 218  9,0780 1,04214 394 ,890 374
Evli 178 89775 1,20242

Fiziksel Dinlenme Bekar 218 9,1514 1,07764 394 -,056 ,955
Evli 178  9,1573 1,00168

Yalmzhk Bekar 218 14,0688 3,39012 394 1,586 ,114
Evli 178 13,5169 3,51305

Kalabaliktan Uzaklasma Bekar 218 16,9220 2,48653 394 2,430  ,016*
Evli 178 16,3146 2,45914

Fiziksel Stresten Kacis Bekar 218 17,7752 2,06349 394 2,457 ,014*
Evli 178  7,2472 2,20314

Aile ile Zaman Gecirme Bekar 218  8,5550 1,38098 394 -3,101  ,002%

Evli 178  8,9494 1,09065

Bagimsiz Orneklem T Testi sonuglari degerlendirildiginde, bekar katilimcilarm (X = 158,9220)
evli katilimcilara (X = 155,6461) kiyasla toplam rekreasyon deneyim tercihi puanlari yiiksek olmasina

ragmen (t (394) = 1,785, p =,075) bu fark istatistiksel olarak anlaml1 degildir.

Alt boyutlar incelendiginde, doga alt boyutunda bekar (X = 18,1881) ve evli (X = 18,1348)
katilimcilar arasinda istatistiksel olarak anlamlilik bulunamamistir (t (394) = ,270, p = ,787). Diger
yandan fiziksel fitness (t (394) = ,890, p = ,374) ve fiziksel dinlenme (t (394) = -,056, p = ,955) alt
boyutlarinda da anlamli farklilik olmadigi tespit edilmistir. Yalmzlik alt boyutunda bekar
katilimetlarin ortalama puani (X = 14,0688), evli katilimcilara (X = 13,5169) gore daha yiiksektir
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(t(394) = 1,586; p =,114). Fakat bu fark istatistiksel olarak anlamli degildir. Kalabaliktan uzaklasma alt
boyutunda ise bekar katilimeilar (X = 16,9220), evli katilimcilara (X = 16,3146) gore istatistiksel olarak
anlamli derecede daha yiiksek puan almislardir (t (394) = 2,430, p = ,016). Fiziksel stresten kagis alt
boyutunda da benzer sekilde, bekar katihmcilarin (X = 7,7752) evli katilimeilara (X = 7,2472) gore
daha yiiksek puan aldig1 ve bu farkin anlamli oldugu gériilmiistiir (t (394) = 2,457, p =,014). Aile ile
zaman gegirme alt boyutunda ise evli katilimeilar (X = 8,9494), bekar katilimcilara (X = 8,5550) gore
istatistiksel olarak anlamli derecede daha yiiksek puan almiglardir (t (394) = -3,101, p =002). Sonug
olarak bu bulgular, medeni durumun bireylerin rekreasyonel tercihlerini etkileyebilecegini

gostermektedir.

Tablo 8’de, arastirmanin iigiincii hipotezine yonelik olarak katilimcilarin yas gruplarina goére
“Rekreasyon Deneyim Tercihi Olgegi” ve alt boyutlart igin yapilan Tek Faktorlii Varyans Analizi
(ANOVA) sonuglari yer almaktadir.

Tablo 8: Katilimcilarin Rekreasyon Deneyim Tercihi Olgegi Puanlarinin Yas Degiskenine Gore Tek Faktérlii
Varyans Analizi (ANOVA)

Tek Faktorlii Varyans Analizi ANOVA)

Olcek ve Alt Yas N X ss. F P Anlamh fark
Boyutlar
1827 yas 159 159,1635  17,27289 1461 225
REKREASYON 28-37yas 155 156,3613  18,21940
DENEYIM TERCIHI 3847yas 76 1553816 18,96029
OLCEGI(TOPLAM) 72757 s 6 1663333 2953416
Toplam 396 1574495 18,21336
18-27yas 159 18,1698  1,95910  ,733 ,533
Doga 28-37yas 155 182968  1,86622
3847 yas 76 170079  1,91957
48-57vas 6 17,8333 3,86368
Toplam 396 18,1641 1,95022
1827 yas 159 9,1006 1,12055 536 658
Fiziksel Fitness 2837yas 155 8,9677 1,13629
38-47yas 76 9,0000 1,08321
48-57yas 6 9,3333 1,03280
Toplam 396 9,0328 1,11670
18-27yas 159 9,1761 1,09391 276 843
Fiziksel Dinlenme 2837yas 155 9,1677 97247
3847 yas 76 9,1053 98764
48-57yas 6 8,8333 2,04124
Toplam 396 9,1540 1,04288
1827 yas 159 14,1195  3,44462 1,277 282
Yalmizhk 28-37yas 155 13,5871 3,46558
3847yas 76 13,5395 3,28407
48-57yas 6 15,5000  5,08920
Toplam 396 13,8207 3,45249
18-27 yas 159 16,9308 230333 3,417 ,017* cd
(a)
Kalabaliktan 28-37 yas 155 16,4516 2,54107
Uzaklagma ®)
38-47 yas 76 162763  2,68129

©
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48-57 yas 6 19,0000  1,67332
@
Toplam 396 16,6490  2.48958
1827yas 159 77296 206135 879 452
28-37yay 155 73742 223068
. 3847 yas 76 74342 2,04180
Fiziksel Stresten
Kacis 48-57yas 6 80000  3,09839
Toplam 396 75379 2,14088
1827yas 159 87107 138411 817 485
- _ 2837yas 155 86710 1,20267
Alleile Zaman Gegirme 38 47 a5 76 88553 1,12788
48-57yas 6 93333 121106
Toplam 396 87323 127252

Tek Faktorlii Varyans Analizi (ANOV A) sonuglari degerlendirildiginde, toplam Rekreasyon
Deneyim Tercihi Olgegi puanlar agisindan, yas gruplari arasinda istatistiksel olarak anlaml bir fark
bulunamamistir (F = 1,461, p = ,225). Olgege dair alt boyutlar incelendiginde, “Doga” (F = 0,733, p
=533), “Fiziksel Fitness” (F = 0,536, p = .658), “Fiziksel Dinlenme” (F = 0,276, p = ,843),
“Yalmzhk” (F = 1.277, p = .282), “Fiziksel Stresten Ka¢is” (F = 0,879, p = ,452) ve “Aile ile Zaman
Gegirme” (F= 0,817, p = ,485) alt boyutlar1 ile yas gruplar istatistiksel olarak kayda deger fark
saptanmamistir. Fakat, “Kalabaliktan Uzaklagma™ alt boyutu ile yas gruplari arasinda istatistiksel
olarak anlamli bir fark oldugu sonucuna varilmistir (F = 3,417, p =,017). Anlaml farkliligin hangi
gruplar arasinda oldugunu belirlemek amaci ile Tamhane testi uygulanmistir. Anlamli farkliligin, 28-

37(c) yas grubuyla 48-57 (d) yas grubu arasinda oldugu tespit edilmistir.

Tablo 9’da, arastirmanin dordiincii hipotezine yonelik olarak katilimcilarin meslek
gruplarina gore “Rekreasyon Deneyim Tercihi Olgegi” ve alt boyutlarina iliskin Tek Faktorlii

Varyans Analizi (ANOVA) sonuglar1 yer almaktadir.

Tablo 9: Katilimcilarin Rekreasyon Deneyim Tercihi Olgegi Puanlarinin Meslek Degiskenine Gore Tek
Faktorlii Varyans Analizi (ANOVA)

Tek Faktorlii Varyans Analizi ANOVA)

Olgek ve Alt Meslek N X ss. F P Anlamh farkhihik
Boyutlarn
Ogrenci (a) 57 1582105 17,41893 2,855 ,006*
REKREASYON ' ~&516tmen (b) 135 1543111  18.16897 b-c
DENEYIM Spor Egitmeni 47 164,8936  16,94907
TERCIHI ©
OLCEGI Memur (d) 71 157,0986  17,68951
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(TOPLAM) Ev Hanimi (e) 11 168,009 18,23982

Isci (f) 37 158,6757 19,21668

Caligmiyor (g) 11 162,0000 21,13291

Diger (h) 27 151,6296 16,61822

Toplam 396  157,4495 1821336

Ogrenci 57 1582105 1741893 1,828 ,081
Doga Ogretmen 135 1543111 18,16897

Spor Egitmeni 47  164,8936  16,94907

Memur 71 157,0986 17,68951

Ev Hanimi 11 168,009 1823982

Isci 37 158,6757 19,21668

Caligmiyor 11 162,0000 21,13291

Diger 27 151,6296 16,61822

Toplam 396  157,4495 1821336

Ogrenci (a) 57 1582105 17,41893 3218 ,003* c-a
Fiziksel Fitness  ~(gretmen (b) 135 1543111 18,16897 ¢-b

Spor Egitmeni 47  164,8936  16,94907 Cc'_of'

l(sl)emur (d) 71 157,0986 17,68951

Ev Hanimi (e) 11 168,009 18,23982

isci (f) 37 158,6757 1921668

Calismiyor (g) 11 162,0000 21,13291

Diger (h) 27 151,6296 16,61822

Toplam 396  157,4495 18,21336

C)grenci(a) 57 158,2105 17,41893 3,085 ,004* c-a
Fiziksel Ogretmen (b) 135 1543111 18,16897 c-b
Dinlenme SporEgitmeni 47  164,8936  16,94907 Cc'_of‘

1(\C4)emur (d 71 157,0986 17,68951

Ev Hanimi (e) 11 168,009 18,23982

Isci (f) 37 158,6757 19,21668

Calismiyor (g) 11 162,0000 21,13291

Diger (h) 27 151,6296 16,61822

Toplam 396  157,4495 1821336

Ogrenci (a) 57 1582105 17,41893 2,631 ,011* g-h
Yalmizhik Ogretmen (b) 135 1543111 18,16897

Spor Egitmeni 47  164,8936  16,94907

1(\C4)emur (d 71 157,0986 17,68951

Ev Hanimi (e) 11 168,009 18,23982

Isci (f) 37 158,6757 1921668

Calismiyor (g) 11 162,0000 21,13291

Diger (h) 27 151,6296 16,61822

96



Sinop-e: Turizm Arastirmalar1 Dergisi, 2025, 2 (1), s. 83-104.

Toplam 396 157,4495 1821336
Ogrenci (a) 57 1582105 17,41893 2495 ,016* g-h
Kalabaliktan Ogretmen (b) 135 1543111 18,16897
Uzaklasma SporEgitmeni 47  164,8936  16,94907
I(\(/:I)emur(d) 71 157,0986 17,68951
Ev Hanimi (e) 11 168,0909  18,23982
fsci () 37 158,6757 1921668
Caligmiyor (g) 11 162,0000 21,13291
Diger (h) 27 151,6296 16,61822
Toplam 396 157,4495 1821336
Ogrenci (a) 57 1582105 17,41893 2,905 ,006* e-b
Ogretmen (b) 135 1543111 18,16897 e-d

.. Spor Egitmeni 47 164,8936  16,94907 e-h
Fiziksel Stresten ©)

Kacis Memur (d) 71 157,0986  17,68951
EvHanmi(e) 11 168,0909 18,3982
sci (D 37 1586757 1921668
Calismiyor (z) 11 162,0000 21,13291
Diger (h) 27 1516296 1661822
Toplam 396 1574495 1821336
Ogrenci 57 1582105 1741893 1222 289
Ogretmen 135 1543111 18,16897

pam ST i
Ev Hanimi 1T 168,0909 1823982
Tsci 37 1586757 1921668
Caligmiyor 11 162,0000 21,13291
Diger 27 1516296  16,61822
Toplam 396 1574495 1821336

Tek Faktorli Varyans Analizi (ANOVA) sonuglari degerlendirildiginde, toplam rekreasyon
deneyim tercihi Glgegi puanlari ile meslek gruplari arasinda istatistiksel olarak anlamli bir fark
bulunmus (F = 2,855, p = ,006) ve 6zellikle anlamli farkliligin 6gretmenler ile spor egitmenleri
arasinda oldugu tespit edilmistir. Alt boyutlar degerlendirildiginde, “Doga” alt boyutu ile meslek
gruplari arasinda anlamli bir fark bulunmamistir (F = 1,828, p =,081). Fakat, “Fiziksel Fitness” (F =
3,218, p = ,003), “Fiziksel Dinlenme” (F = 3,085, p = ,004), “Yalmizlik” (F = 2,631, p = ,011),
“Kalabaliktan Uzaklagsma” (F = 2,495, p = ,016) ve “Fiziksel Stresten Kacis” (F = 2,905, p =,006)
alt boyutlar1 ile meslek gruplar1 arasinda istatistiksel manada anlamli farklar oldugu sonucuna
vartlmigtir. Anlamli farkliliklarin 6gretmenler, spor egitmenleri, is¢iler ve ev hanimlar1 gibi gruplar
arasinda oldugu gézlemlenmistir. Diger yandan “Aile ile Zaman Gegirme” alt boyutu ile meslek
gruplari arasinda anlamli bir fark bulunamamistir (F = 1,222, p = ,289). Bu sonuglar, meslek

gruplarinin bazi rekreasyon deneyim tercihlerini anlamli sekilde etkileyebilecegini gostermektedir.
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Tablo 10°da, aragtirmanin besinci hipotezine yonelik olarak katilimeilarin egitim diizeylerine

gore “Rekreasyon Deneyim Tercihi Olgegi” ve alt boyutlarina iliskin Tek Faktorlii Varyans Analizi

(ANOVA) sonuglart yer almaktadir.

Tablo 10: Katilimcilarin Rekreasyon Deneyim Tercihi Olgegi Puanlarinin Egitim Seviyesi Degiskenine Gére
Tek Faktorlii Varyans Analizi (ANOVA)

Tek Faktorlii Varyans Analizi (ANOVA)

Olgek ve Alt Egitim Seviyesi N X ss. F P
Boyutlar

Tlkokul 15 152,2667  20,79995 600 663
REKREASYON Lise 60 156,8167  18,02305
DENEYIM TERCIHI (3, |igans 47 160,0213  19,82147
OLCEGI(TOPLAM) [ sang 240 157,6083  17,71853

Lisansiistii 34 156,1765 18,99357

Toplam 396 1574495 1821336

flkokul 15 17,4667 2,38647 2,142 075
Doga Lise 60 17,6833 1,93532

On lisans 47 18,0851 2,22466

Lisans 240 18,3667 1,85424

Lisansiistii 34 18,0000 1,90693

Toplam 396 18,1641 1,95022

flkokul 15 8,8000 1,08233 646 ,630
Fiziksel Fitness Lise 60 9,0500 94645

On lisans 47 8,8511 1,25072

Lisans 240  9,0875 1,09231

Lisansiistii 34 8,9706 1,38138

Toplam 396 9,0328 1,11670

flkokul 15 8,8000 1,14642 1,338 255
Fiziksel Dinlenme Lise 60 9,0333 1,08872

On lisans 47 8,9787 1,13232

Lisans 240 92333 1,01234

Lisansiistii 34 9,2059 97792

Toplam 396 9,1540 1,04288

flkokul 15 13,4000 3,39748 755 555
Yalmizik Lise 60 14,1500 3,69528

On lisans 47 14,4681 3,50683

Lisans 240 13,6708 3,35051

Lisansistii 34 13,5882 3,71824

Toplam 396 13,8207 3,45249

flkokul 15 15,7333 2,65832 951 434

Lise 60 16,5667 2,55361
Kalabaliktan On lisans 47 17,1064 2,28639
Uzaklasma Lisans 240 16,6583 2,48003

Lisansiistii 34 16,5000 2,64289

Toplam 396 16,6490 2,48958

flkokul 15 73333 2,31969 1,379 240

Lise 60 7,5000 2,30328
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On lisans 47 38,2128 1,87589
Fiziksel Stresten Lisans 240 7,4250 2,14012
Kagrs Lisansiistil 34 75588 2,06253
Toplam 396 7,5379 2,14088

flkokul 15 9,2000 94112 ,949 436
Aile ile Zaman Lise 60 8,8500 1,05485
Gegirme On lisans 47 8,6170 1,55414
Lisans 240  8,7250 1,26731
Lisansiistii 34 8,5294 1,35368
Toplam 396 87323 1,27252

Tek Faktorlii Varyans Analizi (ANOVA) sonuglart degerlendirildiginde, toplam rekreasyon
deneyim tercihi 6l¢egi puanlari ile egitim diizeyleri arasinda kayda deger bir fark bulunamamistir (F =
0.600, p = .663). Alt boyutlar incelendiginde, “Doga” (F = 2,142, p = ,075), “Fiziksel Fitness” (F =
0,646, p = ,630), “Fiziksel Dinlenme” (F = 1,338, p = ,255), “Yalmzlik” (F = 0,755, p = ,555),
“Kalabaliktan Uzaklasma” (F = 0,951, p = ,434), “Fiziksel Stresten Kacis” (F = 1,379, p = ,240), ve
“Aile ile Zaman Gegirme” (F = 0,949, p = ,436) alt boyutlari ile egitim diizeyleri arasinda istatistiksel
olarak anlamli fark olmadigi sonucuna ulasilmistir. Bu sonuglar, egitim diizeyinin genel olarak
rekreasyon deneyim tercihleri ve ilgili alt boyutlar iizerinde belirgin bir etkisinin olmadigin1 gostermekte

ve aragtirmanin besinci hipotezinin dogrulanmadigin1 géstermektedir.
4. SONUC VE ONERILER

Bu c¢aligmanin amaci, Mus ve Kocaeli’de bulunan millet bahgelerini ziyaret eden kisilerin
rekreasyon deneyim tercihlerini incelemektir. Arastirma, Mus Millet Bahgesi ve Kocaeli’de bulunan
millet bahgelerini ziyaret eden kisilerin rekreasyon deneyim tercihlerini degerlendirerek, bu alanlarin
kullanict goziindeki algisini ortaya koymayi hedeflemektedir. Bu c¢aligmada, istatistiksel analizler
sonucunda elde edilen bulgularin yorumlanmasina ve literatiirdeki benzer ¢aligmalar ile tartisilmaya yer

verilmistir.

Ayrica bu ¢alisma Marmara ve Dogu Anadolu Bolgesi’nde bulunan Kocaeli ve Mus illerinde
millet bahgelerini ziyaret eden kisilerin rekreasyon deneyim tercihlerini karsilastirmasi bakimindan

literatiirdeki diger calismalardan farklilagmaktadir.

Arastirmada kullanilan Rekreasyon Deneyim Tercihi Olgegindeki doga, fiziksel dinlenme,
fiziksel fitness, kalabaliktan uzaklasma ve aile ile zaman gegirme alt boyutunda Mus ve Kocaeli illerinin
her ikisinde de puanlarin yiiksek ve ortalamalarinin birbirine yakin oldugu goriilmektedir. Yalnizlik alt
boyutunda ise degerlendirildiginde Kocaeli’deki katilimecilarin Mug’takilere gére daha yiiksek puanlar
verdigi gézlemlenmistir. Bu durum, Kocaeli’de yalniz kalma ihtiyacinin daha fazla oldugunu isaret
edebilir. Kocaeli’deki katilimcilarin Mus’taki katilimcilara kiyasla fiziksel stresten kagma alt boyutuna

verdikleri puan ortalamalar1 daha yiiksektir.

Rekreasyon deneyim tercihi 6lgegi ve alt boyutlari ile cinsiyet degiskeni arasinda istatistiksel
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olarak anlamli bir fark bulunamamigtir. Konu ile ilgili literatiir degerlendirildiginde, Kurar ve Baltaci
(2014) tarafindan gergeklestirilen arastirmada katilimcilarin bos zamani degerlendirme aligkanliklari
cinsiyete gore farklilik gostermemektedir. Akkus ve Yordam’in (2021) gerceklestirdikleri arastirmada
da katilimcilarin rekreasyonel deneyim tercihleri ile cinsiyetler agisindan fark bulunmamustir. incelenen

arastirmalarin bulgulari, arastirmamizin sonuglariyla tutarhdir.

Rekreasyon deneyim tercihi 6l¢edi toplam puani, doga, fiziksel fitness, fiziksel dinlenme ve
yalnizlik alt boyutlari ile medeni durum arasinda anlamli fark bulunmaz iken, kalabaliktan uzaklagsma
ve fiziksel stresten kacis alt boyutlarinda bekar katilimcilarin evli katilimeilardan ortalama puanlari
istatistiksel manada anlamhdir. Aile ile zaman gecirme alt boyutu puan ortalamalari ise evli
katilimcilarda anlamli olarak daha yiiksektir. Giiven ve digerleri (2021) tarafindan pandemi déneminde
bos zaman1 degerlendirme davraniglarinin cinsiyet degiskenine gore incelendigi arastirmada kadinlarin
medeni durumlari ile bos zamani degerlendirme durumlari arasinda istatistiksel olarak anlamli fark
bulunurken, erkeklerin medeni durumlari ile bos zaman1 degerlendirme durumlari arasinda istatistiksel
olarak anlamli fark saptanmamistir. Basarangil ve digerleri (2016) tarafindan gergeklestirilen bir
calismada da rekreasyonel etkinlik tercihlerinin medeni durum degiskenine gore farklilik gosterdigi

sonucuna ulasmislardir. Bu sonuglar, arastirma sonuglari ile benzerlik gostermektedir.

Rekreasyon deneyim tercihi 6lgegi toplam puani, doga, fiziksel fitness, fiziksel dinlenme,
yalnizlik, fiziksel stresten kagis ve aile ile zaman gecirme alt boyutlar ile yas degiskeni arasinda anlaml
fark bulunmaz iken, kalabaliktan uzaklagma alt boyutu arasinda istatistiksel olarak anlamli bir fark
bulunmustur. Sezer ve Akova’nin 2016 yilinda gergeklestirdigi arastirmada, agik hava rekreasyon
faaliyetlerine verilen 6nem ile yas arasinda anlamli bir fark tespit edilirken, katilimcilarin rekreasyon
faaliyetlerine katilim sikliginda herhangi bir farklilik belirlenmemistir. Rekreasyon deneyim tercihi
Olcegi toplam puanlari, fiziksel fitnesss, fiziksel dinlenme, yalnizlik, kalabaliktan uzaklasma, fiziksel
stresten kagis alt boyutlari ile meslek gruplari arasinda istatistiksel olarak anlamli bir fark bulunmugtur.
Fakat doga ve aile ile zaman geg¢irme alt boyutlari ile meslek gruplari arasinda istatistiksel olarak anlamli
bir fark saptanmamistir. Yine Basarangil ve digerleri (2016) tarafindan gergeklestirilen ¢alismada
rekreasyonel etkinlik tercihlerinin meslek degiskenine gore istatistiksel olarak anlamli farklilik
gosterdigi sonucuna vartmigtir. Kizilkoca (2023) tarafindan gerceklestirilen g¢alismada ise ¢alisma

durumu ile rekreasyon deneyim tercihi 6l¢egi ve alt boyutlari agisindan bir fark bulunamamuistir.

Rekreasyon deneyim tercihi 6l¢egi toplam puanlari ve alt boyutlar ile egitim seviyesi arasinda
istatistiksel olarak anlamli bir fark bulunamamistir. Bu sonug, bireylerin rekreasyon tercihleri egitime
bagli olarak degisim gostermemekte, bu alanda farkli egitim seviyesine sahip bireylerin benzer tercihleri
olabilecegini ortaya koymaktadir. Elde dilen sonuglarin analizi dogrultusunda asagidaki Oneriler

sunulmustur:
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* Arastirmada evli katilimcilarin aileleri ile birlikte zaman ge¢irme boyutundan yiiksek puan
almalar1 bu alanlara olan ihtiyacin gerekliligini ortaya koymaktadir. Buna gore, bireylerin aileleri ile

birlikte zaman gecirebilecekleri alanlar (piknik alanlari, oyun parklari vb.) arttirilabilir.

» Halkin her kesimine hitap edebilecek sosyokiiltiirel etkinlikler (konserler, atdlye ¢alismalart,

sanat etkinlikleri vb.) diizenlenebilir.

* Afisler, sosyal medya kampanyalari ve yerel medya araglar1 kullanilarak millet bahgelerinin

taninirhg arttirilabilir.

» Millet bahgeleri yerel halkin kolayca ulasabilecegi bir lokasyona kurulabilir ve toplu tagima

olanaklar1 gelistirilebilir.

» Fiziksel dinlenme ve fitness alt boyutlarinda yiiksek puanlar elde edilmesi bu alanlara olan

ihtiyac1 gostermektedir. A¢ik hava spor aletleri, yiiriiyiis ve kosu parkurlar1 gibi olanaklar artirilabilir.

» Kocaeli’de yalniz kalma ihtiyacinin fazla oldugu goériilmiistiir. Bu dogrultuda bireylerin
yalniz vakit gegirebilecekleri 6zel mekanlar, gélet kenarlar1 ve izole yiiriiyiis parkurlari gibi segenekler

gelistirilebilir.

* Kullanic1 geri bildirimleri alinarak millet bahgelerinin gelistirilmesi ve iyilestirilmesi

yapilabilir.
Beyan

Makalenin tiim yazarlarinin makale siirecine verdikleri katki esittir. Yazarlarm bildirmesi
gereken herhangi bir ¢ikar gatigmasi yoktur. Bu ¢alismanin etik izni Sakarya Uygulamali Bilimler
Universitesi Rektorliigii etik kurulu tarafindan 25.06.2024 tarihli ve E-26428519-050.99-130455 sayili

karar ile kabul edilmistir.
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Extended Abstract

Today, the rapid increase in urbanization, the transformation of cities into a reinforced concrete structure
and the intense pace of life have further strengthened people’s desire to be in touch with nature. Public gardens
have assumed the role of green corridors for people living in cities that provide breathing spaces. In addition
to these, public gardens aim to increase social welfare as well as the need for green space. These areas, which
provide opportunities for various recreational activities, play an important role in meeting the needs of individuals
such as relaxation, doing sports and social interaction.

The concept of recreation derives from the Latin word “recreatio” and means refreshment, development
and transformation (Metin et al., 2013). According to Broadhurst (2001), recreation is activities that people
participate in during their free time, which have various aspects and include physical, emotional, social and
cognitive elements. Tiitlincii (2012) defines recreation as a field of research that includes activities that individuals
voluntarily carry out in their free and leisure time to increase their quality of life without harming natural habitats
and many different disciplines. Recreational activities are leisure activities that are connected to nature and
organized for the benefit of individuals (Kara et al., 2008). Recreational activities are classified in various ways
by different authors. In general, recreational activities are classified according to the type of participation in the
activities (active-passive), according to nationality (national-international), according to the number of participants
(individual-group), and according to function (commercial-social-aesthetic-health- physical-artistic-cultural
touristic) (Karakiiciik, 2008; Karakiigiik and Akgiil, 2016; Hazar, 2003). According to Hacioglu et al. (2009), it is
difficult to make a definitive classification because some recreational activities (golf, skiing, watching TV, etc.)
can be included in more than one class. In addition to providing people with the opportunity to be in touch with
nature, public gardens are areas that allow recreational activities to be carried out. These spaces are also areas
that protect the historical and socio-cultural structure of the country and the city (Yazici and Akg¢a Yilmaz, 2022).
This concept, which is on the verge of being forgotten, is a part of cultural heritage and cultural landscape values.
It has the characteristics of public open and green areas (Derince Municipality, 2019). In the Public Garden Guide
published by the Ministry of Environment and Urbanization, public gardens are defined as green areas that enable
the public to meet nature, meet recreational needs, and are used as emergency assembly areas in natural disasters.
The concept of public gardens first made its name in history with the provincial regulation. Taksim Public Garden
has the distinction of being the first public garden (Saglik et al., 2019). Public gardens, which came to the agenda
in 2018, aim to create healthy living spaces against environmental problems by providing aesthetic and sustainable
green areas to cities (Ministry of Environment and Urbanization, 2020). The construction of 100 million square
meters of public gardens is targeted in 81 provinces and 237 public gardens have been opened since 2018. The
construction of 275 public gardens is ongoing (Presidency of Environment, Urbanization and Climate Change,
2024).

The subject of the research is to analyze the recreation experience preferences of individuals visiting

public gardens in Kocaeli and Mus provinces. The research aims to evaluate the recreation experiences of the
participants under various sub-dimensions such as “Nature”, “Physical Fitness”, “Physical Rest”, “Loneliness”,
“Getting Away from the Crowd”, “Escape from Physical Stress and Tension” and “Spending Time with Family”.

The scale includes certain items to understand the reasons for the participants to be in public gardens and
the activities they perform in these areas. For example, the participants evaluate items related to nature and physical
fitness such as being close to nature, enjoying the smell and sound of nature, doing physical exercise, and staying
in shape. In addition, the degree to which experiences such as physical rest, not feeling lonely, escaping from the
stress of city life, and getting away from noise are preferred is examined. In addition, socialization and personal
comfort dimensions such as getting away from crowded environments, gaining personal space and privacy, and
spending quality time with family are among the focal points of the research. These dimensions aim to reveal what
kind of needs public gardens meet in social and individual terms and what kind of expectations visitors have from
these areas. The main purpose of this study is to examine the recreation experience preferences of people visiting
public gardens in Mus and Kocaeli. The research evaluates the recreation experience preferences of people visiting
the public gardens in Mus and Kocaeli, and aims to determine the perception of these areas in the eyes of the users
and regional differences. The research seeks an answer to the question “What are the recreation experience
preferences of people visiting the public gardens in Mus and Kocaeli?” In addition, the following hypotheses were
developed for the research.

H1: There is a significant difference between the recreation experience preference scale and its sub-
dimensions according to the gender variable.

H2: There is a significant difference between the recreation experience preference scale and its sub-
dimensions according to the marital status variable.

H3: There is a significant difference between the recreation experience preference scale and its sub-
dimensions according to the age variable.

H4: There is a significant difference between the recreation experience preference scale and its sub-
dimensions according to the occupation variable.

HS: There is a significant difference between the recreation experience preference scale and its sub-
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dimensions according to the education level variable.

This study is important in terms of guiding local governments and planners by revealing how public
gardens are perceived by users and which recreation experiences are preferred. In addition, by comparatively
analyzing two regions with different geographical and socio-economic characteristics, such as Mug and Kocaeli,
it has the potential to present strategic suggestions for a more user-oriented and sustainable planning of public
gardens by revealing the similarities and differences between the reasons for preferring public gardens. This will
contribute to increasing social welfare and increasing people’s interest in recreational areas.

The research was conducted in the provinces of Mus and Kocaeli. The universe of the research consists
of people living in the provinces of Kocaeli and Mus who have visited public gardens at least once and who are
over the age of 18, from all professions and education levels. The formula used by Krejcie and Morgan (1970) was
used in calculating the sample size. According to this formula, the required sample size was calculated as
approximately 384 people with a 95% confidence level and a 5% margin of error. Purposive sampling, one of the
non-probability sampling methods, was used in the selection of participants. Data were collected using Google
forms. A total of 396 people, 198 from Mus and 198 from Kocaeli, who answered the questions completely and
accurately during the data collection process, constitute the sample group of the study.

The Recreation Experience Preference scale, consisting of 20 items and 7 sub-dimensions developed by
Ayar et al. (2023), was used as a measurement tool in the study. Descriptive statistics and parametric tests were
used in the analysis of the data due to the normal distribution of the kurtosis and skewness values of the data.

The study examined whether recreation experience preferences differed according to demographic
variables such as gender, marital status, age, occupational group and education level. Although women had higher
recreation experience scores than men in terms of the gender variable, this difference was not found to be
statistically significant. In terms of sub-dimensions, it was determined that there was no significant difference
between women and men in terms of nature, physical fitness, physical rest, loneliness, getting away from the
crowd, escaping physical stress and spending time with family. These findings show that the recreation experience
preferences of women and men are largely similar.

When examined in terms of marital status, it was observed that single individuals had higher recreation
experience scores than married individuals, but this difference was not statistically significant. However, it was
determined that single individuals scored significantly higher in terms of “getting away from the crowd” and
“escape from physical stress” in the sub-dimensions, while married individuals scored higher in terms of “spending
time with family”. These results show that marital status may be effective in certain recreation preferences.
Although there was no significant difference between the general scores in terms of the age variable, a significant
difference was found between age groups in the “getting away from the crowd” dimension. It was observed that
individuals in the 28-37 age group received higher scores than those in the 48-57 age group. In terms of
occupational group, recreation experience preference scores showed a significant difference between occupational
groups. Significant differences were found especially between teachers and sports instructors, and significant
differences were found in the sub-dimensions of physical fitness, physical rest, loneliness, getting away from the
crowd, and escaping from physical stress. These differences were observed especially among teachers, sports
instructors, workers, and housewives. In terms of education level, it was determined that there was no statistically
significant difference between the general recreation experience preference scores and sub-dimensions. This
situation shows that education level is not a determining factor in recreation experience preferences.

In general, the research findings indicate that gender does not create a significant difference in recreation
experience preferences. However, marital status, age, and occupational group may cause significant differences in
certain sub-dimensions. Additionally, education level was found to have no significant effect on recreation
preferences.

The research findings reveal that recreation areas should be diversified according to the different needs
of individuals. Especially the need of married individuals to spend time with their families requires the increase of
family-friendly spaces such as picnic areas and playgrounds. In addition, organizing sociocultural activities can
attract different segments of society to public gardens and turn these areas into centers that increase social
interaction. Posters, social media campaigns and local media tools should be used effectively to increase the
recognition of public gardens. In addition, locating public gardens in easily accessible locations and developing
public transportation facilities can increase usage rates. Considering the high demand for physical rest and fitness
areas, opportunities such as outdoor sports equipment, walking and running tracks should be increased. It has been
determined that the need for solitude is high in Kocaeli, and individual rest areas such as pond edges and isolated
walking tracks should be created. Finally, public gardens can be made more functional by regularly receiving user
feedback. The implementation of these suggestions will contribute to the development of public gardens as
sustainable and versatile recreational areas that appeal to all segments of society.
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INTRODUCTION

Ice cream is distinctive in Turkish gastronomy, embodying a rich cultural heritage and a
platform for innovative transformation. Traditional products like Marag ice cream, celebrated for their
unique texture and flavor derived from local ingredients such as salep and goat milk, stand as symbols
of this heritage. However, the Turkish ice cream sector is undergoing a dynamic shift driven by the rise
of innovative approaches such as artisanal production and unconventional flavor pairings. These
developments reflect a global trend in which ice cream transcends mere consumption to become an
aesthetic and experience-driven gastronomic product fueled by techniques such as molecular
gastronomy and focus on sustainability (Batu, 2019).

This transformation presents both opportunities and challenges for the Turkish ice cream sector.
While traditional flavors remain culturally significant, the increasing demand for novel products and
intensified competition in local and international markets necessitate innovation. With their ability to
blend local ingredients with modern techniques, artisanal producers are uniquely positioned to navigate
this dual identity, preserving tradition while embracing change. However, despite extensive global
research on ice cream innovations (e.g., molecular gastronomy in Spain and cultural fusions in Japan),
the specific dynamics of this transformation within the Turkish context, mainly through the lens of
artisanal producers, remain underexplored. This gap is compounded by a practical challenge: balancing
cultural heritage with the evolving preferences of modern consumers in a competitive landscape (Del
Moral, 2020).

This study addresses how innovative ice cream practices can transform the Turkish ice cream
sector while preserving its traditional identity in an increasingly competitive and globalized market. It
focuses on the role of artisanal producers, exemplified by the case study of Paseo in Istanbul, in
navigating this tension and influencing consumer perceptions. To this end, this study explores how
innovative ice cream varieties interact with and potentially reshape traditional Turkish ice cream culture;
examines the perceptions and adoption patterns of Turkish consumers, particularly early adopters,
toward these products; investigates how artisanal producers like Paseo leverage local collaborations and
innovative techniques to create new opportunities within the sector; and considers how innovative
practices can contribute to the sustainable coexistence of traditional and modern ice cream offerings in
Tirkiye.

This study aims to explore the concept of innovative ice cream in Tiirkiye and examine the
creative approaches of artisanal producers within the sector. The primary goal is to analyze the Turkish
ice cream sector’s traditional and innovative identity and evaluate its impacts on industry practices and
consumer perceptions. The theoretical foundation draws on Schumpeter’s "creative destruction" to
understand sectoral transformation, Rogers’ "diffusion of innovations" to assess consumer adoption, and
Chesbrough’s "open innovation" to explore collaborative practices, providing a robust lens for this
investigation. Through this focus, the research seeks to offer an original contribution to the literature on

Turkish gastronomy and innovation management.

106



Sinop-e: Turizm Arastirmalar1 Dergisi, 2025, 2 (1), s. 105-116.

1. Theoretical Framework

Ice cream has been a significant gastronomic experience throughout history, forming a unique
connection between traditional and innovative products across various cultures (Kitchen Stories, 2017;
Barksdale, 2023; Marchetti, 2020; Mills, 2023). In Tiirkiye, Maras ice cream—distinguished by its
unique texture and flavor from local ingredients like salep and goat milk—exemplifies this cultural
heritage. Currently, the ice cream industry faces a transformative process that requires both the
preservation of traditional flavors and the adoption of innovative practices to meet evolving consumer
demands and competitive pressures (Batu, 2019).

In this context, innovation management offers a robust theoretical lens for understanding
changes within the Turkish ice cream sector. Schumpeter’s "creative destruction" concept explains how
new production methods and flavors can reshape established traditions and drive sectoral evolution.
Rogers’ "diffusion of innovations" model sheds light on how consumers adopt these novel products,
influencing their market success. Meanwhile, Chesbrough’s "open innovation" principles underscore
the importance of collaborations with local suppliers in fostering sustainable and creative advancements.
Together, these frameworks guide this study in analyzing the interplay between tradition and innovation
in Turkish ice cream production, providing insights into its future development and contributing to
industry practices and academic literature.

1.1. The Role of Innovation in the Food Industry

The food industry is evolving rapidly, driven by shifting consumer preferences, technological
advancements, and sustainability imperatives (Demirddgen, Tatli, and Korucuk, 2016). Within this
broader context, innovation has become a key driver in the ice cream sector, enabling the creation of
new products and refinement of production processes. This shift is propelled by growing consumer
awareness and expectations, encouraging producers to adopt creative and sustainable practices (llter,
2022).

Innovation serves as a bridge between tradition and modernity in the Turkish ice cream sector.
Artisanal producers, for instance, blend local ingredients—such as salep or regional fruits—with modern
techniques to craft distinctive flavors, strengthening competitiveness in local and international markets.
Sustainability enhances this impact, with practices like energy-efficient production and eco-friendly
packaging reducing environmental footprints while supporting economic viability (Tas and Olum,
2020). By merging local resources with innovative approaches, these efforts preserve cultural flavors
while appealing to contemporary consumers, reflecting global trends and offering uniquely Turkish
contributions to food innovation.

1.2. Innovative Practices in the Ice Cream Sector

The ice cream sector increasingly embraces innovative approaches, with global examples setting
diverse benchmarks. In the United States, artisanal producers utilize high-quality ingredients for
gourmet flavor combinations (Festa, 2017), while Spain’s Ferran Adria pioneered molecular gastronomy

to redefine ice cream textures (Gill, 2014). Japan integrates cultural flavors with modern techniques,
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further advancing the field (Imada, 2024). In Tiirkiye, innovation follows a distinct trajectory, blending
local ingredients with unique approaches to create a regionally rooted yet progressive identity
(Gastronomy Journal, 2023).

Studies illustrate how these innovations enhance ice cream’s quality and appeal. Pumpkin-based
ice creams, for example, boost nutritional value and sensory profiles, preserving local tastes while
meeting modern demands (Uysal llter, 2019). Similarly, barberry (Berberis vulgaris) from Erzincan
improves nutritional and sensory properties, with research confirming its positive effects on quality
metrics like viscosity and melting rate (Arslaner, Cakiroglu, and Cakir, 2016). Molecular gastronomy
techniques, such as spherification and emulsification, create novel textures and flavors, offering
extraordinary taste experiences (Batu, 2019). Globally, sustainability drives innovation, as seen in
Thailand’s use of insect-based proteins, where consumer awareness enhances acceptance (Seeharat,
Conforto, and Wannamakok, 2024). In Tiirkiye, artisanal efforts to integrate local ingredients and
cultural values into modern processes complement these trends, contributing to the local economy while
balancing tradition with innovation. This study builds on such examples, offering a unique perspective
on the Turkish ice cream sector’s evolving identity.

1.3. Key Concepts in Innovation Management

Innovation management is a discipline that enables organizations to effectively implement new
ideas and bring innovations to market (Adams, Bessant, and Phelps, 2006). In the context of the ice
cream sector, several key concepts are critical for understanding innovation processes:

¢ Schumpeter’s Concept of Creative Destruction: Schumpeter viewed innovation as a driver
of economic development through "creative destruction," where new ideas and methods replace
outdated structures (Kitapci, 2019). In the Turkish ice cream sector, this is evident in the
coexistence of cultural icons like Maras ice cream with innovative offerings that introduce novel
flavors, such as fruit and spice combinations. These innovations broaden consumer options and
intensify market competition, reshaping traditional practices (Taneo, Hadiwidjojo, Sunaryo, and
Sudjatno, 2020). For example, the introduction of tahini-flavored ice cream by artisanal
producers can be seen as an instance of 'creative destruction,' where a traditional ingredient is
innovatively repurposed to challenge and evolve the sector’s product offerings.

e Christensen’s Theory of Disruptive Innovation: Christensen’s theory highlights how
innovations, starting in niche markets, can displace established players by offering simpler or
more accessible alternatives (Efe, 2024). In Tiirkiye, boutique ice cream producers craft unique
flavors with local ingredients, such as vegetable-infused varieties, challenging large-scale
producers. These efforts target niche consumer groups while holding the potential to transform
broader sectoral dynamics.

e Rogers’ Diffusion of Innovations Model: Rogers outlined five stages of innovation
adoption—innovators, early adopters, early majority, late majority, and laggards—providing a

framework for analyzing product diffusion (Rogers, 2003). Young consumers and gastronomy
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enthusiasts drawn to innovative flavors represent early Turkish ice cream sector adopters. Social
media and tasting events accelerate this adoption process, enhancing the spread of new products.
¢ Chesbrough’s Open Innovation Concept: Chesbrough defines open innovation as a process
where businesses leverage internal and external resources to develop innovations, fostering
collaboration and reducing costs (Kaynak and Maden, 2012). Turkish ice cream producers
exemplify this by partnering with local farmers and suppliers to incorporate natural ingredients,
such as regional herbs or fruits. These collaborations enhance product quality, support
sustainable production, and contribute to the local economy.
1.4. Applicability of Innovation Management in the Turkish Ice Cream Sector

The Turkish ice cream sector offers substantial potential for preserving traditional flavors while
fostering innovative products. Innovation management provides a framework to balance these dual
aspects effectively. Local ingredients and unique flavors are key to differentiating Turkish ice cream.
Beyond traditional elements like salep and goat milk in Maras ice cream, producers can explore natural
additions such as regional fruits or herbs, creating novel offerings that stand out globally. These efforts
bolster research and development, enabling the industry to reach diverse consumer groups with evolving
preferences (Sen, 2016).

Innovation enhances the sector’s competitiveness in international markets by blending Maras
ice cream’s substantial brand value with creative flavors and modern presentation techniques. The rise
of gastronomic tourism further positions these innovations as a draw for visitors, strengthening
Tiirkiye’s reputation as a culinary destination. Engaging consumers in product development—through
social media, digital platforms, and local tasting events—boosts brand loyalty and speeds up the
adoption of new offerings (Cavus, Tiirkmendag, and Giildogan, 2018).

Sustainability is a vital pillar of this approach. Partnerships with local farmers and producers
conserve natural resources and strengthen the supply chain, while eco-friendly packaging and energy-
efficient processes reduce environmental impact and enhance brand reputation. These practices align
Turkish ice cream with global gastronomic trends, appealing to international consumers without
sacrificing cultural identity. By integrating innovation, the sector not only gains recognition but also
supports local economies, ensuring long-term growth (Adanacioglu, Saner, and Agir, 2018).

Building upon this theoretical groundwork, the methodology developed in this research is
crafted to empirically explore these concepts within the Turkish ice cream sector. Using a case study
approach, the methodology provides tangible insights into how these theories manifest in real-world
practices. The upcoming section provides the details of the methodology.

METHODOLOGY

This study was designed as a qualitative research employing a case study approach to examine
the concept of innovative ice cream in Tiirkiye and the role of artisanal ice cream producers in the sector.
The case study method was selected as an appropriate approach to collect in-depth data within a specific

context. The research sample was determined using a purposive sampling method. The primary criteria
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for sample selection included the business’s location in [stanbul, where the researchers reside, its regular
development of innovative ice creams, and the uniqueness of these products within the sector. The
interviews were conducted with the co-founder and chef of the business.

A semi-structured interview form was used during the data collection process. The interview
form was designed in light of theoretical frameworks such as Schumpeter’s concept of "creative
destruction," Rogers’ "diffusion of innovations" model, and Chesbrough’s principles of "open
innovation." The questions focused on the company’s vision, product development processes,
innovative approaches, material selection, and consumer strategies. The interview was conducted face-
to-face in August 2024 and lasted approximately 60 minutes. Written consent was obtained from
participants, and the process was conducted in line with the principle of voluntary participation.

Expert opinions were sought to ensure the validity of the data collection and analysis processes.
During data analysis, a double-coding method was applied. Two researchers independently coded the
interview transcripts, and the codes were compared. Any discrepancies were discussed and resolved,
enhancing the reliability of the analysis process. The collected data were analyzed using thematic
analysis with the NVIVO 2024 software. The analysis process included identifying codes, creating
themes, and interpreting these themes in alignment with the study’s objectives. Thematic analysis was
selected as an appropriate method to gain a deeper understanding of the applications of the innovative
ice cream concept in the sector.

FINDINGS

This study conducted an in-depth interview with the co-founder and chef of an artisanal ice
cream business to explore its innovative approaches, vision, and role within the Turkish ice cream sector.
The data were analyzed using thematic analysis with NVIVO 2024 software, yielding five key themes:
(1) The Founder and the Company’s Vision, (2) Innovative Products and Techniques, (3) Material Usage
and Selection Process, (4) Consumer Responses and Strategies, and (5) Sectoral Evaluation and Future
Projections. These themes were interpreted through Schumpeter’s "creative destruction,” Rogers’
"diffusion of innovations," and Chesbrough’s "open innovation" frameworks, addressing how
innovation transforms Turkish ice cream culture and consumer perceptions.

e The Founder and the Company’s Vision: The company aims to "transform traditional ice
cream into a modern experience, creating a new consumption culture." This vision aligns with
Schumpeter’s "creative destruction,” challenging conventional norms to establish innovative
habits among Turkish consumers. With a decade of professional kitchen experience and
academic training, the chef seeks to realize this ambition locally and globally. Initial hurdles—
adapting to Turkish palates, communicating the concept, and overcoming resistance to
novelty—were mitigated by the brand’s modern identity, which attracted Rogers’ "early
adopters" via social media, driving initial acceptance.

e Innovative Products and Techniques: The company distinguishes itself through diverse,

scientifically crafted products. Unlike traditional ice creams with a single flavored base, each
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recipe accounts for ingredient properties—sugar’s effect on freezing, milk’s fat content, air
incorporation, and serving temperature. Unusual ingredients like cheese, peppers, mushrooms,
olive oil, and seasonal vegetables introduce umami, spicy, and salty notes, redefining ice cream
beyond sweet conventions. Techniques like infusion are often applied to milk with herbs (e.g.,
lavender, fennel) or spices (e.g., cardamom) to enhance flavor complexity, with vanilla and salt
amplifying depth and contrast. These innovations, echoing Gill’s (2014) molecular gastronomy
insights, transcend traditional boundaries, aligning with Schumpeter’s framework and offering
gastronomic experiences rather than mere desserts.

e Material Usage and Selection Process: Quality, freshness, and sustainability guide ingredient
selection with organic milk, fresh fruits, and natural sweeteners from local farms. Reflecting
Chesbrough’s "open innovation," these collaborations improve product quality, ensure
consistency, and bolster the local economy. Rigorous quality checks reject substandard
ingredients, and flawed batches are discarded, reinforcing customer trust and loyalty. Local
flavors like tahini, rose petals, and chestnuts are reinterpreted with modern methods, preserving
tradition while meeting contemporary demands.

e Consumer Responses and Strategies: Initially, the company produced a unique experimental
flavor weekly, totaling 52 in the first year, but shifted to a monthly schedule to ease R&D
demands. Winter planning now streamlines summer production, securing ingredients early
despite occasional harvest shortfalls that require recipe adjustments. Consumers, especially
young gastronomy enthusiasts, embrace these innovations, while hesitant traditionalists warm
to them through tasting events. Strategies like pre-purchase sampling, social media
announcements, and word-of-mouth marketing—particularly effective for experimental
flavors—boost visibility and demand, aligning with Rogers’ model where early adopters pave
the way, though broader acceptance remains gradual.

e Sectoral Evaluation and Future Projections: The interview revealed that while traditional
flavors anchor Tiirkiye’s ice cream sector, innovative artisanal production is gaining traction.
Over the past decade, professional chefs have diversified the market, improving access to high-
quality, non-industrial options. Rising consumer demand for healthier, flavorful products
signals further growth, supporting Schumpeter’s vision of a dynamic industry. The company
aims to expand globally, promoting sustainable options like vegan and low-calorie varieties and
enhancing presentations to elevate ice cream into a memorable experience.

These findings illustrate how innovation transforms the Turkish ice cream sector, aligning with the

study’s theoretical frameworks of Schumpeter’s "creative destruction," Christensen’s "disruptive
innovation," Rogers’ "diffusion of innovations," and Chesbrough’s "open innovation." Table 1 below

summarizes the key themes, their primary findings, and their theoretical connections.
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Table 1: Summary of Findings from the Artisanal Ice Cream Case Study

Theme

Key Findings

Theoretical Connection

1. The Founder
Company’s Vision

and the

-Vision: Transform traditional ice
cream into a modern experince,
creating a new consumption
culture.

-Schumpter: Creative destruction

-Chef’s 10 years of experience and
training support local and global
goals.

-Rogers: Role of early adopters

-Challenges: Adapting to Turkish
palates, communication, resistance;
modern identity overcame these.

2. Innovative Products and

Techniques

-Scientific production: Recipes
tailored to ingredient properties
(sugar, milk, air, temperature).

-Schumpeter: Pushing traditional
boundaries

-Unconventional ingredients
(cheese, peppers, mushrooms, olive
oil) offer umami and spicy flavors.

-Christensen: Disruptive
innovation (niche markests)

-Infusion techniques (e. g. herbs,
spices in milk); vanilla and salt
enhance taste

3. Material Usage and Selection
Process

-Priorty on quality, freshness,
sustainability; organic amilk and
fruits sourced locally.

-Chesbrough: Open innovation

-Strict quality controls ensure
standart;  subpar  ingredients
rejected.

-Local flavors (tahini,
chesnuts)  reinterpreted
modern techniques.

rose,
with

4. Consumer Responses and -Shift from weekly to monthly -Rogers: Early adopters and
Strategies experimental  flavors; R&D  diffusion

planned in winter

-Young  enthusiasts  positive,

traditionalists ~ convinced  via

tastings.

-Social media and word-of-mouth

boost visibility.
5. Sectoral Evaluation and -Tradition strong, innocation -Schumpeter: Dynamic industry
Future Projections growing;  professional  chefs structure

increased over 10 years.

-Demand for healty, flavorful -Chistensen: Disruptive innovation

options; plans for vegan, low-
calorie varieties.

(market shift)

-Goal: Global expansion and
experinence-focused presentations.

Note: Findings are derived from an in-depth interview analyzed via thematic analysis with NVIVO 2024.
DISCUSSION

This study explores how innovative approaches influence the Turkish ice cream sector,
balancing tradition with modernity. The findings reveal that unconventional ingredients and consumer
engagement drive this transformation, addressing how traditional flavors coexist with novel products
(Putra, Wangsaputri, Putri, and Sutisna, 2024). These insights, interpreted through Schumpeter’s

"creative destruction," Christensen’s "disruptive innovation," Rogers’ "diffusion of innovations," and
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Chesbrough’s "open innovation," illuminate the sector’s evolving dynamics and its potential for

sustainable growth.

Schumpeter’s "creative destruction” frames the sector’s shift as traditional norms give way to
innovation. While Maras ice cream remains a cultural staple, ingredients like peppers, mushrooms, and
olive oil challenge conventions, fostering new consumption habits. This dynamism diversifies the
market and encourages consumers to embrace novel flavors, aligning with Gordillo’s (2017) view of

innovation as a catalyst for behavioral change.

Christensen’s "disruptive innovation" explains how boutique producers disrupt established
players. By targeting niche markets with experimental flavors, these small-scale operations—often
leveraging local ingredients—redefine consumer expectations. Over time, their growing acceptance
intensifies competition, compelling both large and small producers to adapt, as Taneo, Noya, Setiyati,

and Melany (2019) suggest.

Rogers’ "diffusion of innovations" underscores the role of young consumers and gastronomy
enthusiasts as early adopters. Their enthusiasm, amplified by social media and tasting events, accelerates
the spread of innovative flavors, quickly reaching wider audiences. This aligns with Ahamad, Sham,
Ali, Afnan, Nunna, and Prasad’s (2022) findings on digital strategies enhancing adoption rates, though

broader acceptance among traditional consumers remains gradual.

Chesbrough’s "open innovation" highlights collaborations with local suppliers, ensuring high-
quality, sustainable ingredients like fresh fruits and organic milk. These partnerships enhance flavor
profiles, support local economies, and build resilient supply chains, offering a competitive edge, as

Dabic, Hjortso, Marzi, and Vlacic (2022) note.

To sustain this momentum, strategic actions are essential. Protecting intellectual property
through patents prevents imitation while optimizing production to reduce waste, and adopting eco-
friendly methods ensures environmental responsibility. Increased R&D investment—such as
experimenting with vegan or low-calorie options—can further boost competitiveness (Setigadi, 2024).
These steps support long-term growth, positioning Turkish ice cream as a global contender without

losing its cultural roots.

In conclusion, blending tradition with innovation offers the Turkish ice cream sector a dual
advantage: preserving heritage while gaining ground in local and global markets. This study’s strategic
recommendations—rooted in sustainable and creative practices—contribute to academic literature and

industry development, paving the way for a dynamic future.
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CONCLUSION

This study underscores the Turkish ice cream sector’s capacity to blend traditional flavors with

innovative approaches, driving local and global growth. Findings show that boutique producers

transform the industry through unconventional flavors—Iike spicy or umami notes—and advanced

techniques, echoing Schumpeter’s "creative destruction" and Christensen’s "disruptive innovation."

Sustainable growth hinges on boosting R&D investments, safeguarding intellectual property, and

adopting eco-friendly production, as supported by Chesbrough’s "open innovation." Strengthening local

collaborations and leveraging Rogers’ "diffusion of innovations" through effective marketing further

enhance competitiveness. By balancing heritage with innovation, the sector can secure a robust position

in the global market.

Recommendations

L.

10.

Boost R&D Investments: Expand research into innovative flavors and techniques like

molecular gastronomy to foster Schumpeter’s creative transformation.

Protect Intellectual Property: Strengthen patent and trademark processes to shield unique

products from imitation, supporting Christensen’s disruptive edge.

Adopt Sustainable Practices: Use eco-friendly packaging and reduce waste, aligning with

Chesbrough’s sustainable collaboration principles.

Enhance Local Collaborations: Partner with local producers for high-quality ingredients,

reinforcing open innovation and supply chain resilience.

Leverage Digital Marketing: Utilize social media to accelerate Rogers’ diffusion process,

targeting early adopters and broader audiences.

Promote Experience-Based Offerings: Host tasting events to create memorable consumer

experiences, enhancing product appeal.

Target Diverse Segments: Develop vegan, gluten-free, and low-calorie options to meet varied

consumer needs and expand market reach.

Create Seasonal Products: Offer limited-edition flavors with local, seasonal ingredients to

spark interest and demand.

Train Producers: Provide workshops on innovation and sustainability, building capacity for

industry-wide growth.

Optimize Energy Use: Integrate renewable energy into production, minimizing environmental

impact and costs.
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