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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 

-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 

-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.
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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 

 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  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). 

 can be influenced by a wide range of elements, and one of the 

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 

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 

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 

and use information. Social  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 

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 -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 

 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 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  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  

experiences (Rahman Zadeh, 2010). These social media tool characteristics also play a significant 

 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  The purpose 

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

were  

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, 

presented by this technical advancement while also taking into account national priorities (Haghighi, 

2013). The tourist sector is now the la

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 

improve customer satisfaction, and strengthen their brand position by boosting client engagement 

(Eggers et al., 2017). 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  report. In texts and writings about marketing and commerce, 

social media and its consequences have long been contentious subjects (Haqiqat 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 

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 

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-

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 

 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  (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  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  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 

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 

 

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  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). 

Consequentl

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  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 

Crompton, 1991). 

in visual media, which can thus have an impact on the visual information of the tourist destination 

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 

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 

 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 attenti

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 

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 

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 

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 

s 

imperative to seize the chances presented by this technical advancement while also taking into 

 by the media and other 

information sources. This implies that the  leaders, legislators, and administrators of the 

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  & 

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 

 

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 

 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. 

- 

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 

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 
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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 

 

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 

Farahbakhsh, 2014). If used effectively, professional advertising can further cultural objectives both 

internally and externa

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 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 



Sinop-e: Turizm  Dergisi, 2025, 2 (1), s. 1-24. 

18 

   

 

tourism. People are now urged to talk about their travel adventures. As a result, social media has 

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 

e choice of travel 

media significantly affects their willingness to travel, search for travel information, evaluate tourist 

attractions, purchase travel-

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. 

 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 

 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 

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  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.  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 

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 

ust 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  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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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

participants; however, as one 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.
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1.  

modern 

    

unsurlardan biri olarak   geleneksel ve fastfood  bu  en  iki 

 dikkat   ve  2015). Geleneksel  genellikle uzun  

 Bu  sadece bir besin  olmaktan  kimlik, tarih ve toplumsal 

 

(  

   

 stratejilerinin etkisi 

(Acar, 2016). 

 hedeflenmektedir.   tat, fiyat, zaman tasarrufu gibi temel  bu 

 

1.1.     Teorileri 

 alanda kritik bir rol oynar.   de  bir dizi  ve  etki 

 verirler. Bu  arka  bireylerin psikolojik  ekonomik 

  

  tercih     bir 
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 sunar. 

 

1.2.    

 gibi daha   elirler.   

bu  kararlar 

  seviyelerde   ve kimlik gibi  devreye   

 bir birey  duygusunu tatmin etmek 

birey  

me ve ait 

 

1.3.  Ekonomi ve Karar Verme  

 ve doyurucu    uzun vadeli     

vadeli  tercih etmesine neden olabilir.   geleneksel  

  ve nostaljik   rasyonel   

ziyade duygusal   

- 

 girer.  fastfood    

ve   beynin  

  tercihlerinde na  bir rol 

  ile incelenir. Geleneksel 

tetikleyebilir (Zaltman, 2003). 
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1.4.   Paradoksu 

 yol    paradoksu, fazla  s   

  ve bu nedenle  ve kolay bir  sunan  

 

daha az tercih edebilir (Ajzen, 1991). 

1.5.   Teorisi 

ar), 

 bu tercihi destekliyorsa, geleneksel ve daha 

 

1.6. Geleneksel   ve  Boyutu 

 kalmaz,  zamanda bir toplumun  ve   bir  

   uygun olarak  Bu nedenle, bu   ve sosyal 

 

Bununla birlikte, geleneksel    da    

malzemelere 

bir rol oynar (Rolls, 2015). 

1.7.  Boyut 

Geleneksel  bir toplumun sosyal   sistemini ve tarihsel  
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  olarak, geleneksel    

  bir temsilcisidir. Geleneksel  

   bir rol   

(Plassmann, Ramsoy, ve Milosavljevic, 2012). 

1.8.  Boyutu 

Geleneksel 

dengeli bir besin profili sunm  

-damar 

 geleneksel bir beslenme  diyet, taze sebzeler, meyveler, 

   ve baklagillerden  ve   yer verilmez (Montanari, 

2006). 

2. YEREL   VE  

Geleneksel   yerel   Yerel   

ve Trichopoulou, 1995). 
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2.1.  Geleneksel  Etkisi 

edebilir. Ancak, 

 

getirilebilir.   kalorili veya   modernize edilen geleneksel 

  hitap edebilir. Bu  geleneksel mutfak  korunurken,  

 

2.2. Zaman Tasarrufu ve Pratiklik 

tercihlerini   Zaman tasarrufu, modern  en  gereksinimlerinden 

 Bu   yemekler ve  servis   zaman 

 

 hayat temposu  kolay  da  Bu durum, 

  ve yemek   bir  yol  Zaman 

tasarrufu 

belirleyici  

2.3. Fastfood    ve   

Fastfood, 20.   itibaren     hale 

 etkisiyle, fastfood zincirleri   entegre  ve  

genelinde 

vermektedir (Ritzer, 2010). 

  ise, fastfood   ile birlikte    
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 bilincini   edebilmekte ve bu da ciddi   beraberinde 

getirebilmektedir (Koo ve Tzeng, 2016). 

2.4.   ve  Bilinci 

  fastfood   bir rol    

ili

  daha kolay  

 ve Arslan, 2021). Bu durum, kentsel alanlarda 

2020). 

Ancak,  g   her bireyde       

 

2018). 

2.5.   ile  Tercihleri   

   beslenme bilincinin   ve organik  tercih 

edilmesine neden     obezite, kalp  ve diyabet gibi kronik 

 

 daha    Bunun yerine, bu bireyler, sebze, meyve, tam 

tah

  dikkat etme ve  tarifler arama gibi    ile 
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2.6. Fastfood ve Obezite  

Fastfood    genelinde obezite    

 

  

  beslenme 

Ay

 

2.7. Sosyoekonomik ve Demografik  Etkisi 

 

  etkileyen  etmenlerdir.   gelir grubundaki 

bireyler genellikle 

 

   sahip bireyler, genellikle  bilincine daha fazla sahip olmakta ve 

beslenme konusunda daha      ve cinsiyet gibi demografik 

 de 

   bireyler  ve besleyici   

 ve  2020). 

2.8.  Gelir ve     Tercihleri 

 tercihleri, bireylerin  gelir ve   gibi sosyoekonomik  

 daha fazla fastfood ve     ve 

 

grubundaki bireyler, genellikle daha ucu  
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2018) 

 

 

2.9. Kentsel ve     

Kentsel ve     bireylerin   sosyal 

   gibi  etkilenmektedir. Kentsel alanlar, genellikle daha fazla 

     daha 

kolay  

2017). 

3.  

3.1.  Modeli 

 

 tercihleri,     ve sosyoekonomik bilgileri  veri 

  Toplanan veriler, istatistiksel analiz   

 elde edilen bulgulara dayanarak geleneksel ve fastfood  

ile ilgili    Bu     

stratejiler ve politikalar  

3.2.   ve  

Bu  ve  tercihlerini 

incelemektir. Son  fastfood    beslenme   
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  geleneksel ve fastfood  tercihlerini etkileyen 

sosyoekonomik, 

 

3.3.  Verilerinin  ve Analizi 

 esneklik  bir    bu teknik, verilerin  ve 

lerlemeye hem de 

 

 konu ile ilintili olarak eksiklik hissedilen  

tamamlanabilmesi ve  

Ara

- 

 durumu,  yeri, fastfood 

   geleneksel    

lar ise; 

 Fastfood   olup   ne  

 Geleneksel     musunuz? Neden? 
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 Geleneksel   tercih etmenizin nedenleri nelerdir? 

  

dikkate  

 Aileniz ve   tercihleri, sizin tercihleriniz  etkili mi?  

      tercihlerinizi  etkiliyor? 

 Fastfood ve geleneksel    bir denge kurmak   Neden? 

 

neler olabilir? 

 Geleneksel      nelerdir? 

 10 sorudan  

4. BULGULAR 

 bu   geleneksel  ve fastfood   

beslenme tercihlerini incelemek 

 

Tablo 1:  Demografik  

 Kategoriler Frekans (n)  (%) 
 18-24 

25-34 
35-44 
45-54 
55+ 

56 
37 
4 
1 
1 

56,6 
37,4 
4,0 
1,0 
1,0 

 Durumu Lise 
 Lisans 

Lisans 
 Lisans 

Doktora 

7 
47 
35 
8 
2 

7,1 
47,5 
35,4 
8,1 
2,0 

Gelir   
Orta  

 

25 
72 
2 

25,3 
72,7 
2,0 

  Kentsel 
 

82 
17 

82,8 
17,2 

Fastfood    
Bazen  

  

3 
73 
23 

3,0 
73,7 
23,2 

Geleneksel  Tercihi  
Bazen 

  

2 
49 
48 

2,0 
49,5 
48,5 

 Beslenmenin     
 

Orta derecede  
 

2 
14 
50 
33 

2,0 
14,1 
50,5 
33,3 
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 mutfak 

sonucu destekler niteliktedir. Erkek 

 

 

- -

 iki grup, toplamda %94   bir   ve  

ana     ve beslenme tercihleri  Bu  

grubu hem modern hem 

bireyle  etkisiyle,   olan   olabilirken, 

geleneksel   -44 

   

 

 

 neredeyse  (%47,5)  mezunuyken, lisans   

 

-

   gelir grubu sadece %2  Bu, geleneksel  daha 
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 bireyler, modern   daha fazla maruz kalmakta ve geleneksel  

 daha  bir temsiliyete sahiptir.  kesimde  bireyler, 

geleneksel  

 

       fastfood 

   

     %23,2 olup, bu bireylerin genellikle   temposu 

   ise sadece %3  yer almakta, bu da fastfood 

 toplum genelinde  olarak tercih   ortaya    

 geleneksel  

Bu iki grup toplamda %98  geleneksel    ve beslenme  

 Bu, geleneksel  modern beslenme   tamamen terk 

 

   (%50,5)  beslenmeyi "orta derecede  

 Bu  beslenme konusunda  ancak bu durumu bir 

 en bireylerden   beslenmeyi   bulanlar 

 Bu, toplumun  bir   beslenme konusunda  ve hassas 

 durum,  beslenmenin genel olarak  bir kavram olarak kabul  

 

 bu    sorulara verdikleri   

    

analiz  
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Tablo 2:  Verdikleri   

Soru Cevap Kategorisi Frekans (n)  (%) 
1. Fastfood  

 
 

  
 

78 
12 
10 

78,0 
12,0 
10,0 

2. Geleneksel   
  

Evet 
 

84 
15 

84,0 
15,0 

3. Fastfood tercih nedenleri Lezzet  
Zaman tasarrufu 

Fiyat 
 

35 
27 
18 
20 

35,0 
27,0 
18,0 
20,0 

4. Geleneksel  tercih 
nedenleri 

 
Lezzet 

  

42 
30 
28 

42,0 
30,0 
28,0 

5.  kriterleri  
Lezzet 

 
Fiyat 

40 
32 
18 
10 

40,0 
32,0 
18,0 
10,0 

6. Aile ve  etkisi Etkili 
Etkili  

55 
45 

55,0 
45,0 

7.  yemek  
etkisi 

Etkili 
Etkili  

60 
40 

60,0 
40,0 

8. Fastfood ve geleneksel denge 
kurulabilir mi? 

Evet 
 

70 
30 

70,0 
30,0 

9. Fastfood  etkileri Olumsuz (Obezite,   
Olumlu 

 

85 
5 
10 

85,0 
5,0 
10,0 

10. Geleneksel  
 

 ve  
  

Modern  uyumlu hale getirme 

45 
30 
25 

45,0 
30,0 
25,0 

 

sorusu 

 

Tablo 3:     Olup   Ne  
 

 Cevaplar 

K56   fastfood  uzun    ve  tuzu gibi  
maddeler   Fakat   hamburger,  gibi 

 

K53  olup      sistemi  ve bunun 
gibi   yol  

K62 Fastfood   sodyum  hipertansiyona,  karbonhidrat ve 
 

K94      maddesi az olan ama onlarda bile   
gereken maddeler bulunuyor o  sebzelere  gerekli  

K85    ve mideme hitap etmesi daha  Bu sebeple  olsa da lezzetli 
   



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

39 

 

 

sodyum  ile  malzemelerin  dikkat  bu  obezite, 

diyabet, hipertansiyon ve sindirim  

 fastfood  lezzetli ancak    

sahip  ve  

 

 

Tablo 4: 
 

 Cevaplar 

K1 

Ancak,  olmala    malzemelerle ve dengeli    bence. 
 

K77   
 kadar olan     uygun   gerekiyor. 

  ve acele yenilmesinden de  da haz  

K5  lokanta  yerde  geleneksel      

 

K96   genellikle Anadolu yemekleri  oranda    ve her 
 

 

K62  genellikle    ve yerel yemek  teknikleri  
     

ikinci soruya  

 Ayr  ve 
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Az  

  

leri 

 

Tablo 5: Nelerdir? (Zaman 
 

 Cevaplar 

K90   zaman tasarrufu benim  daha   daha   Daha 
  

K91   ancak bir  veya aile  bozmamak  tercih ediyorum. 
Lezzeti veya  ekonomik  ilgimi  

K94  yemek yapma    ek takviye olarak fastfood  

K44  tasarrufu,  bir  gelmesi ve  zaman  

K97  kolay ve  zamanlarda daha  tercih  

 

yurtta kalma 

  ve    tercih nedenlerini   

 

gibi nedenlerle fastfood  ifade  Bununla birlikte,    

zaruri durumlarda 
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Tablo 6:     Tercih Etmenizin Nedenleri  Sorusuna 
 

 Cevaplar 

K1  yemekler ile   damak  her zaman geleneksele daha  
  lezzetli yemekleri her zaman daha  ilgimi   

 

K90   ya da  ait yemekleri denemeyi  severim ve genelde   
 o  ait geleneksel yemeklerini  

K77  lezzetli,   daha    teknikleri daha 
uzun daha    lezzetin   ve   

K53       o topluma  olan  

K14  daha zor   az  fakat benim  daha  ve  

 tercih etme  en     

ve besleyicilik    geleneksel yemeklerin  ve   

 

  Geleneksel yemeklerin    ve her 

    de  bir tercih sebebi olarak ortaya  Bunun  

 ev  
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Tablo 7:   ve geleneksel   bir    hangi 
  

 Cevaplar 

K91  yerken haz almaktan ziyade yedikten sonra meydana  (halsizlik 
    mide  vb.) dikkate alarak   

K38   kesinlikle geleneksel yemekler olurdu fakat    temposu ve 
 daha makul  sebebiyle fastfood   

K62   doyurucu  kan   kalp   mideyi 
 etmeyen   dikkat  

K98    geleneksele  daha uygun. Kolay  uyguna  lezzetli bir 
 bizim   

K11  yemek  zaman o an  yemek   tercih ediyorum. 
 iki  da  

doyuruculuk 

hijyenik    tercih ettiklerini   zamanda geleneksel 

 Fastfood tercih edenler ise genellikle fiyat  zaman tasarrufu ve 

kolay 

zorunluluk nedeniyle fastfood    ancak bu durumun bir   

mecburiyet  

 gibi   unsurlar da  dile  Bunun  

 yemek  
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Tablo 8:   ve   tercihleri, sizin tercihleriniz  etkili mi? 
 

 Cevaplar 

K43  Aile yemekleri  herkesin ortak paydada  yemekler tercih 
ediliyor.  yemek tercihlerinde   dikkate almakla birlikte kendi 

 yemekleri tercih  

K5  ediyoruz ama aile 
 genel de hep        yani  

 tercihler etkili  

K97  etkili. Genellikle ailem ya  birlikte   onlarla  
 tercih ediyorum. Bunu topluluk psikolojisi olarak da  

K56   tercihleri benim  etkilidir. Anne ve    
 sebebiyle daha dikkatli ve      

K84    bir    onlar   denerim daha 
 

urumun bireylerin 

beslenme tercihleri nedeniyle daha       etkisi 

ise   yemek yeme      

dikkate alarak yeni yemekler denediklerini, grup    buna   ifade 

 

 

 

 

 

 

 

 

 

 

 



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

44 

 

 

Tablo 9: 
Verdikleri  

 Cevaplar 

K1   daha  hamur  ve et   yemek  bu  Bu 

Daha   ve sebze     daha olumlu  
 

K97  Anadolu  daha  et ve bulgur  yemekler tercih edilir. Akdeniz 
  arada baya bir fark    yemek  ile 

  sebze yemeklerini   nazaran daha az tercih  

K71  etkiliyor      ve  bir   

K90   et   fazla  Neredeyse  bile  et 
 Et olmayan sofra sofradan  Bu durum bazen beni  fakat 

 

K56    biri olarak buradaki yemek  benimsemem sebebiyle  
 yemeklerini  tercih edemiyorum. Damak  hitap  

bulgur  yemeklerin   bu  yemeklerin  hayatta tercih edilmesini 

mutfaklardan yemekleri tercih etmediklerini  Bununla birlikte, belirli  

yemek  

 

denge kurmak    sorusu  ve   verdikleri cevaplar 
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Tablo 10:   ve geleneksel    bir denge kurmak   
 

 Cevaplar 

K1 
 de  belirli durumlar ve   uygun olabilir.  genellikle 

zaman zaman 

 bir beslenme    olan, her iki   da  bir  
ve   

K90   fakat  anda fastfood  satan yerler daha fazla ve genelde AVM gibi 
yerlerde de bu restoranlar fazla. Geleneksel restoranlar  bu denge  

K5  bilirlik  geleneksel   daha kolay olsa fastfood  
tercih etmem kolay   denge kurmak   

K3     olumlama  gereksiz buluyorum denge 
gerekte yok  

K98   de geleneksel   fastfooda  yapsalar o denge  

K11   gibi  Bu    bir   

   bir denge    ve bunun bireylerin tercih ve  

   Pek   fastfood  pratik ve   

       Bu nedenle, 

fastfood  ara 

 yemeklerin  ve   fastfood ile 

 ve bu nedenle 

 ve dengeli    her 

iki   de  bir   
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Tablo 11:      ne  Bunun toplum 
 

 Cevaplar 

K91  beraber hayatimizin orta  yer alan ve  - paket servis 

 etiklerimizi   etmemize yol  Haz  beslenmenin maalesef ki toplumda 

teknolojik, ekonomik  etkenin  ve  olarak  idame  
 

K43 
giderebilmeyi istemektedir.   ekonomik  fastfood yemeklerin daha uygun 

malzemelerin    fazla  maddelerinin  daha  bir 
beslenmeye neden  

K71  konunun toplumsal   ve   bize  yerine  bir  

  

K15      fastfood tercihi  Bunda en  paylardan birisi de 
sosyal medyada bulunan pazarlama stratejisi ve ucuzluk. Toplum  gelince kilo  ve  

 yok  olumsuz   

K4   ve lezzetli  cezbediyor fakat fazla obeziteli birey riski,  
 

lliklere 

 gibi sosyal    

Bunun   ekonomik nedenler ve 

  ve   obezite 

   bir tehdit  ifade  

  sorusu  ve   verdikleri cevaplar tablo  
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Tablo 12:         Sorusuna 
 

 Cevaplar 

K9  yapma   makineler var onlar  ya da restoranlarda ki 
yemek 

 etkili olabilir insanlar orada daha  denemedikleri tarifleri denemeyi 
  sebze  her markete   insanlar yemek 

 

K21  yemeklerin  daha fazla   fastfood ile  olabilir. 
 daha uygun olabilir. Sadece restoran   evde yapmak istesek bile  

 maliyeti  yemekten daha   

K91     etkinliklerle  slow mutfak    ve 

 

K40  ailede  ve okulda devam eder ve  o   sistemimize geleneksel 
yemeklerle ve  beslenme ile ilgili    

K52   kendi yemeklerini  ve gelen turistlere  Yemekleri  
uygulamalar   Geleneksel    

 

        geleneksel yemeklerin daha 

fazla 

yer  gibi   Bunun      

bu alanda etkili bir strateji 

  Genel olarak, geleneksel   ve  

 bu  
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5.   VE  

   gelir  ve  seviyesine  olarak  ortaya 

 daha   al  sahip   neslin ise  

 

 

  konusundaki  

nedeniyle geleneksel   olumlu bir     

 obezite, diyabet ve kalp  gibi  bireyleri daha 

 alternatifler aramaya  Buna  yemekler  

malzemeler, hijyenik   ve   

 Ancak, geleneksel   kabul edilmesi; malzeme 

 zaman tasarrufu 

ve kolay  gibi nedenlerle tercih  geleneksel yemeklerin 

   

yemek  de bireylerin beslenme    etkilemekte; et ve bulgur 

 

yandan, yemek  az   fastfood    Fastfood 

 toplum   olumsuz etkilerine dikkat  ve geleneksel 

   stratejiler    Geleneksel 

yemeklerin restoranlarda daha       

    plana  gibi    

    ve   yoluyla geleneksel 

yemeklerin  ve   toplumda   

  destek  Fastfood ve geleneksel   

dengenin  bireylerin   

 (2005)   

  Yemek)   Stratejilerin 

etim 

    ve  yemeklerinde en  kebap ve 
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  ve   fastfood talebinin    

  temizlik,   ve kalite gibi  etkili  

  servis ve  da  bir rol  tespit  Bu bulgular, 

 

 

 fastfood beslenmesinin  risklerini,  obezite ile  

 

 

  edilmesi   

 sonucunda,  

 

Keskin,  ve  (2021),     geleneksel 

 En  bilinen geleneksel    peynirler ve   yer 

 

 ancak bu  tescilli    bir kesim bilmektedir. 
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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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1.  

 

kiml

 

unsurlardan bir

 

koruyarak, bu 

 

pit 

 LINGO  ile  ve optimum rotalar tespit  Elde edilen rotalar, 

 

  gastronomi turizmi ve rotalama problemleriyle ilgili mevcut  taranarak, 

 

-
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gastronomi    ve gastronomi turizminin mevcut durum listelerini inceleyerek, gastro 

diplomasi, yerel    ve    ni 

 

stratejileri ve  turizmi ile    ve  (2019), gastronomi 

turizminin emli bir turizm   belirterek, gastronomi    

 

  zenginlikleriyle birlikte  eksikliklerini ele  ve et,   deniz 

 ve mevcut  etkin bir    Zengin ve 

(2019),    ve zenginlikleri ile  ve tarihi   

 

Bu    gastronomi turizmi  optimizasyonunda matematiksel 

 Bu sayede, gastronomi   daha objektif, hesaplanabilir ve bilimsel 

 bir  sunarak matematiksel optimizasyon tekniklerinin bu alanda  

 

ksel modellerin 

 LINGO  ile  ve optimum rotalar tespit  Elde edilen rotalar, 
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  gastronomi turizmi ve rotalama problemleriyle ilgili mevcut  taranarak, 

 

2.  

2.1. Gezgin  Problemi (GSP) 

hedefleyen bir optimizasyon problemidir. Bu problemde, belirli bir   hareket eden 

 

 

    veya   bir kez ziyaret etmesi ve   

Toplam nokta  n ile  birinci nokta  (n-1), ikinci nokta  (n-2), 

-

problemin  ifade eder ve toplamda (n-1)!  tur ihtimali  Nokta  az 

 da  artar ve optimum    daha uzun  alabilir. Bu nedenle, problemi 

    sezgisel ve meta-sezgisel  tercih edilmekte, bu sayede optimuma 

 

 Gezgin  Probleminin   gibidir 
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teklif olan, yer alan sadece adet ile (2.6) 

Alttur eliminasyon ilk seti, her bir uygun alt

ile garantisini ifade etmektedir. Bu da sistemin

ile olmayan herhangi bir uygun olan alt

olarak bir alt

1. 1 depo olmak bir sistem 1995

Elde edilen bu atama problemi bir olmakla birlikte GSP

ifade etmez. Bu sebeple de alttur eliminasyon elimine etmek

(9)

ve bu durumda da uygun

gerekecektir. alttur eliminasyon herhangi uygun bir alt

garanti etmektedir. Atama alt

1

3

4

2

5
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belirtirler ve herhangi bir izin vermemektedirler 

 

 bir   tekrar    olursa  2.1); 

 
(10) 

Bu nedenle de alttur eliminasyon        

 

 
(11) 

 

adetten daha fazla          Bu 

 

3. BULGULAR 

 

 

Bu   ana    Birinci  Afyon,  a ve 

illerinde gastronomi turizmi   duraklar  ve her ilde yerel  ait 

  geleneksel lezzetler ve  yemek    Bu 

her bir ilde ziyaret edilebilecek mekanlar, restoranlar ve sokak lezzetleri tespit edilerek,  zengin 

ildeki gastronomi   mesafeler hesaplanarak, Gezgin  Problemi  bir 
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ve bu modelde ilgili her bir rota 

 en  ve en verimli yol   ziyaret edilecek noktalar  en uygun 

 ile  her bir il  en verimli gastronomi turu   elde  Bu 

  mesafeleri minimize etmekle ,  zamanda her ildeki  ve gastronomik 

 

3.1. Gezilecek Yerler ve   Yemekler 

3.1.1. Afyon 

 

Tablo 1:  Alternatif Gezilebilecek Yerler 

 Alternatif Gezilecek Yerler 

1. Afyonkarahisar Kalesi 

2. Frig Vadisi 

3.  Termal  

4. Afyon Zafer  

5. Eber  

6.   

7. Kocatepe  

8. Amorium Antik Kenti 

9. Ayazini Kaya Kilisesi 

10. Afyonkarahisar Arkeoloji  

 

Vadisi, Afyon Zafer  Eber    Kocatepe  Amorium Antik Kenti, 

 en  ziyaret edilen ve  yerlerinden  

 

 alternatif  yiyecekler  Belirlenen alternatifler Tablo  
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Tablo 2: Alternatif Yiyecekler

Alternatif  Yiyecekler 

Afyon  

  

Afyon  

Afyon Lokumu 

Afyon  

Afyon  

Afyon  

 

Afyon  Ekmek  

 

 

 

3.1.2.  

 

Tablo 3:  Alternatif Gezilebilecek Yerler 

 Alternatif Gezilebilecek Yerler 

1. Kordon 

2.   

3. Tarihi Agora   

4. Kadifekale 

5. Saat Kulesi 

6. Efes Antik Kenti 

7. Hisar Camisi 

8. Havra  

9.  Kent  

10.  Tarihi  

 gezilecek alternatif yerler  Kordon,   Tarihi Agora 

 Kadifekale, Saat Kulesi, Efes Antik  

ve  Tarihi   Bu liste, herhangi bir  ya da kriter dikkate 
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 yenilebilecek alternatif yemekler Tablo   

Tablo 4: Alternatif  Yiyecekler 

Alternatif  Yiyecekler 

 Kumru 

Boyoz 

  

Tulum Peyniri 

 Lokma 

  

 

Damla  Kurabiye 

  

  

    bu yiyecekler    tescili  olan 

 

 

3.1.3.  

 alternatif gezilecek 10 adet yer  Belirlenen alternatifler Tablo 

 

Tablo 5:  Alternatif Gezilecek Yerler 

 Alternatif Gezilecek Yerler 

1. Dalaman  

2. Turgut  

3. Azmak Nehri 

4.  

5.  Kanyonu ve  Kanyonu 

6. Pedasa Antik Kenti 

7. Kabak Koyu 

8.  Kanyonu 

9. Bodrum Kalesi 

10. Karia Yolu (Karya Yolu) 
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gezilecek yerler Dalaman Turgut Azmak Nehri,

 

 

 

Tablo 6: Alternatif  Yiyecekler 
Alternatif  Yiyecekler 

Bodrum  

 

  

  

Milas  

  

Tarhana  

Kabak   

 Yahni 

  

 belirlenen  yiyecek ve  Tablo   Bu lezzetler 

 

zzetler, 

 

3.1.4.  

 

Tablo 7:  Alternatif Gezilebilecek Yerler 
 Alternatif Gezilecek Yerler 

1. Dilek   Menderes  Milli  

2. Apollon  

3.  Arkeoloji  

4. Bafa  

5. Zeus  

6. Akvaryum Koyu 
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7. Nysa Antik Kenti

8. Tralleis Antik Kenti 

9.  Kanyonu 

10. Milet Antik Kenti 

Kenti, Tralleis Antik Kenti,  

 

 

Tablo 8: Alternatif  Yiyecekler 

Alternatif  Yiyecekler 

  

  

 

  

  

  

Tahinli Pide 

 Pidesi 

Zerde 

 Kabak  

yemekler hem yerel malzemelerle ha
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3.2. Gezgin Problemi ve Matematiksel Modelin Kurulumu

3.2.1. Afyonkarahisar 

. 

Tablo 9:  Alternatif Gezilebilecek Yerler  Mesafeler Matrisi 
 

 1 2 3 4 5 6 7 8 9 10 

1 0 45,5 22,4 1,3 70,5 34,9 20,5 89,1 33,4 7,6 

2 45,5 0 23,2 44,2 114 68 71,4 122 22,7 45,2 

3 22,4 23,2 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 33,4 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 

 

 Fonksiyonu: MINZ = 1000   + 45.5   + 22.4   + 1.3   + 70.5   + 

34.9   + 20.5   + 89.1   + 33.4   + 7.6   + 45.5   + 1000   + 

23.2   + 44.2   + 114  + 68   + 71.4  + 122   + 22.7  + 45.2  

+ 22.4  +  +  +  +  +   + 99.2  

 + 12.2   + 24.1   + 1.3   + 44.2   + 21.2   + 1000  + 67.5   + 

33.6  + 19.8  + 87.8  + 32.1   + 7.3  + 70.5     + 

 +  +  +  +  + 101   + 79.1   + 34.9   

+ 68    + 33.6   + 71.5  + 1000  +   +   

+  +  +  +  +    + 1000 

 +  +  +   +   +  + 

 +  +  + 1000   + 86.5  + 93.3   + 33.4   + 22.7 

 +   + 32.1  +  +  +  +  +  + 

  +  +  +  +  +  + 

 + 93.3   + 35   + 1000   

 

1.  

. 
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+ + + + + + + = 1

  +  +  +  +  +  +  +  +  = 1  

 +  +  +  +  +  +  +  +  +  = 1  

 +  +  +  +  +  +  +  +  +  = 1  

 +  +  +  +  +  +  +  +  +  = 1  

 +  +  +  +  +  +  +  +  +  = 1  

 +  +  +  +  +  +  +  +  +  = 1  

 +  +  +  +  +  +  +  +  +  = 1  

 +  +  +  +   +  +   +  = 1 

 +  +  +  +  +  +  +  +  +  = 1 

2.   rota boyunca her alternatifin  bir kez ziyaret   

 

 +  +  +   +  +  +  +  +  = 1  

 +  +  +  +  +  +  +  +  +  = 1  

 +  +  +  +  +  +  +  +  +  = 1  

 +  +  +  +  +  +  +  +  +  = 1  

 +  +  +  +   +  +  +  +  = 1  

 +  +  +  +  +  +  +  +  +  = 1  

 +  +  +  +  +  +  +  +  +  = 1  

 +  +  +  +   +  +   +  = 1 

 +  +  +  +  +  +  +  +  +  = 1 

3.  

 

X47 + X74 <= 1  

X110 + X101 <= 1 
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3.2.2.

 alternatif gezilebilecek yerler  mesafeler Tablo  matriste  

Tablo 10:  Alternatif Gezilebilecek Yerler  Mesafeler Matrisi 
 

 1 2 3 4 5 6 7 8 9 10 

1 0 2,5 2 4 3,9 83,4 2,3 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 3,3 1,9 83,6 1,7 1,3 9 3,8 

4 4 3,7 3,3 0 2,8 84,8 2,8 2,4 11,3 4,7 

5 3,9 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 83,3 

7 2,3 0,6 1,7 2,8 1 82,8 0 0,4 8,5 3,3 

8 2,3 0,35 1,3 2,4 0,7 82,2 0,4 0 8,7 3,5 

9 8,8 8,6 9 11,3 7,8 84,2 8,5 8,7 0 6,3 

10 3,5 2,5 3,8 4,7 2,3 83,3 3,3 3,5 6,3 0 

 
 Fonksiyonu: 

 

 +  +  +  +  +  +  +  +  +  = 1  

 +  +  +  +  +  +  +  +  +  = 1  

 +  +  +  +  +  +  +  +  +  = 1  

 +  +  +  +  +  +  +   +  = 1  
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+ + + + + + + + + = 1 

 +  +  +  +  +  +  +  +  +  = 1  

 +  +  +  +  +  +  +  +  +  = 1  

 +  +  +  +  +  +  +  +   = 1  

 +  +  +  +   +  +   +  = 1 

 +  +  +  +  +  +  +  +  +  = 1  

 

 +  +  +  +  +  +  +   +  = 1  

 +  +  +  +  +  +  +  +  +  = 1  

 +  +  +  +  +  +  +  +  +  = 1  

 +  +  +  +  +  +  +  +  +  = 1  

 +  +  +  +  +  +  +  +   = 1  

 +  +  +  +  +  +  +  +  +  = 1  

 +  +  +  +   +  +   +  = 1 

 +  +  +  +   +  +   +  = 1 

 +  +  +  +  +  +  +  +  +  = 1 

3.2.3.  

 alternatif gezilebilecek yerler  mesafeler Tablo  matriste  

Tablo 11:  Alternatif Gezilebilecek Yerler  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 51,4 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 

 

 Fonksiyonu: MIN = 1000   + 171   + 117   + 65.9   + 237   

+ 274   + 118   + 128   + 268   + 150   + 171   + 

1000   + 62.8   + 105   + 162   + 113   + 187   + 199   + 108 

  + 17.9   + 117   + 62.8   + 1000   + 51.4   + 105   + 142  

 + 134   + 145   + 136   + 41.3   + 65.9   + 105   + 51.4   

+ 1000   + 151   + 189   + 92.5   + 104   + 183   + 84.1   + 

237   + 162   + 105   + 151   + 1000   + 52.5   + 232   + 244 

  + 46.4   + 140   + 274   + 113   + 142   + 189   + 52.5  

 + 1000   + 270   + 282   + 7.7   + 113   + 118   + 187   

+ 134   + 92.5   + 232   + 270   + 1000   + 73   + 268   + 

170   + 128   + 199   + 145   + 104   + 244   + 282   + 73.1 

  + 1000   + 276   + 178   + 268   + 108   + 136   + 183  

 + 46.4   + 7.7   + 268   + 276   + 1000   + 108   + 150   

+ 17.9   + 41.3   + 84.1   + 140   + 113   + 170   + 178  

 + 108   + 1000   

 

 +  +  +  +  +  +  +  +  +  = 1  

 +  +  +  +  +  +  +  +  +  = 1  

 +  +  +  +  +  +  +  +  +  = 1  

 +  +  +  +  +  +  +  +  +  = 1  

 +  +  +   +  +  +  +  +  = 1  

 +  +  +  +  +  +  +  +  +  = 1  

 +  +  +  +  +  +  +  +  +  = 1  

 +  +  +  +  +  +  +  +  +  = 1  

 +   +  +   +  +   +  = 1 
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+ + + + + + + + + = 1

 +  +  +  +  +  +  +  +  +  = 1  

 +  +  +  +  +  +  +  +  +  = 1  

 +  +  +  +  +  +  +  +  +  = 1  

 +  +  +  +  +  +  +  +  +  = 1  

 +  +  +  +  +  +  +  +  +  = 1  

 +  +  +  +  +  +  +  +  +  = 1  

 +  +  +   +  +  +  +  +  = 1  

 +  +  +  +  +  +  +  +  +  = 1  

 +  +  +  +   +  +   +  = 1 

 +  +  +  +  +  +  +  +  +  = 1 

X14 + X41 <= 1 

X78 + X87 <= 1 

3.2.4.  

 alternatif gezilebilecek yerler  mesafeler Tablo  matriste  

Tablo 12:  Alternatif Gezilebilecek Yerler  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 31,4 74,4 9,7 133 99 202 19,5 

3 85,1 100 0 94,4 70,6 108 29,3 5,2 109 88,2 

4 47,5 31,4 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 5,2 90,1 68,3 106 35,7 0 112 86,1 

9 186 202 109 165 171 209 74,6 112 0 190 

10 25,3 19,5 88,2 22 60,9 28,8 120 86,1 190 0 

 MINZ = 1000   + 43.2   + 85.1   + 47.5   + 17.1   + 

52.8   + 117   + 83.5   + 186   + 25.3   + 43.2   + 1000   + 

 +   + 74.4  +  + 133  +  +  +  + 

 +  +   +  +   +  
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+ + + + + + 65.4 + 35.5

 + 124   + 90.1   + 165   + 22   + 17.1   + 74.4   + 70.6   + 65.4  

 + 1000   + 81.2   + 102   + 68.3   + 171   + 60.9   + 52.8   + 

9.7   + 108  + 35.5   + 81.2   + 1000  + 139   +  + 

28.8  +  +  + 29.3   + 102   +  + 

35.7  + 74.6  +  + 83.5  +   +  +  + 

 +  +   +   +  +  + 

 +  +  +  +  +  +   

+  +  + 22   + 60.9  + 28.8   +   + 86.1   + 190 

 + 1000  

 

 +  +  +  +  +  +  +  +  +  = 1  

 +  +  +  +  +  +  +  +  +  = 1  

 +  +  +  +  +  +  +  +  +  = 1  

 +  +  +  +  +  +  +  +  +  = 1  

 +  +  +  +   +  +   +  = 1 

 +  +  +  +   +  +   +  = 1 

 +  +  +  +  +  +  +  +  +  = 1  

 +  +  +   +  +  +  +  +  = 1  

 +  +  +  +   +  +   +  = 1 

 +  +  +  +  +  +  +  +  +  = 1  

  

 +  +  +  +  +  +  +  +  +  = 1  

 +  +  +  +  +  +  +  +  +  = 1  

 +  +  +  +  +  +  +  +  +  = 1  

 +  +  +  +  +  +  +  +  +  = 1  

 +  +  +  +  +  +  +  +  +  = 1  

 +  +  +  +  +  +  +  +  +  = 1  

 +  +  +  +  +  +  +  +  +  = 1  

 +  +  +  +   +  +   +  = 1 
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+ + + + + + + + + = 1

X15 + X51 <= 1 

X26 + X62 <= 1 

X38 + X83 <= 1 

X410 + X104 <= 1 

X79 + X97 <= 1 

3.3. LINGO ile Matematiksel Modellerin  ve   

3.3.1. Afyonkarahisar 

   bu 

 zaman hem 

 

Elde edilen   en uygun   Tablo   

Tablo 13: Optimal Rota 

1 Afyonkarahisar Arkeoloji  

2  Termal  

3 Ayazini Kaya Kilisesi 

4 Kocatepe  

5 Amorium Antik Kenti 

6 Eber  

7 Afyonkarahisar Kalesi 

8   

9 Frig Vadisi 

10 Afyon Zafer  

Bu   ve gastronomik turizmi bir arada sunan  bir model 

 tarihi ve      zamanda bu  yerel 

da deneyimleyebilirler.  tarihi dokusu ve  zenginlikleri ile, bu  boyunca yerel 
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 isteyen   Tablo  yer alan Afyon    Afyon 

 Afyon Lokumu,Afyon  Afyon  Afyon   Afyon 

Ekmek  ve  gibi  tatlar hem  hem de gastronomik  

potansiyel  ve bu  takip eden    zenginliklerini de 

    gastronomik potansiyelini tura dahil etmek, turistlere 

 

  Afyonkarahisar ili  optimal  haritada    

 2: Afyonkarahisar   Optimal  Haritada  

 

zenginlikler        Toplam mesafenin 326,1 km 

   hem  tarihine dair derin bir  kazanacak hem de 

 

3.3.2.  
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Elde edilen en uygun Tablo

Tablo 14: Optimal Rota 

1 Kadifekale 

2 Tarihi Agora   

3 Kordon 

4 Saat Kulesi 

5   

6  Tarihi  

7 Havra  

8 Hisar Camisi 

9 Efes Antik Kenti 

10  Kent  

 

Bu   ve gastronomik turizmi bir arada sunan  bir model 

mutfaktan sunulan  lezzetler, turistlerin deneyimlerini daha da  hale getirmektedir. 

   Tarihi  Havra  Hisar Camisi, Efes Antik Kenti ve  Kent 

 gibi mekanlar, ilerin  tarihi      mutfak 

 

 olan ilgiyi   yerel  gastronomi turizmi   bir potansiyel 
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ili optimal haritada i

 3:    Optimal  Haritada  

 

 Bu rota,    ve    isteyen 

 

3.3.3.  

   tasarrufu sa

 

Model sonucunda elde edilen   Tablo   

Tablo 15: Optimal Rota 
1 Kabak Koyu 

2 Karia Yolu (Karya Yolu) 

3  

4 Azmak Nehri 

5 Pedasa Antik Kenti 

6 Bodrum Kalesi 

7  Kanyonu 

8 Dalaman  

9  Kanyonu ve  

10 Turgut  
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  Kanyonu ve  Kanyonu gibi uzak  ise,  

  isteyen   ideal ara   tarihi zenginliklerini 

 

lezzetler,  yemek  derinlemesine  isteyen turistler   bir zenginlik 

 

   ili  optimal  haritada   

 

 4:    Optimal  Haritada  

564.3000 kilometre olarak  Bu mesafe,    ziyaret edilmesi 

 

ziyaret edilmesini    ve  zenginlikleri  Bodrum Kalesi ve 

Kanyonu gibi  noktalar, en  mesafeyle     Ancak, 
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3.3.4.  

da tarihi ve  zenginlikleriyle alternatif  turistik destinasyon 

 

Model sonucunda elde edilen   Tablo   

Tablo 16: Optimal Rota 

1 Zeus  

2 Milet Antik Kenti 

3 Tralleis Antik Kenti 

4 Akvaryum Koyu 

5 Bafa  

6 Apollon  

7  Arkeoloji  

8  Kanyonu 

9 Nysa Antik Kenti 

10 Dilek   Menderes  Milli  

zamanda bu 

 

           

 Pide,  Pidesi, Zerde ve  Kabak  gibi  tatlar,  mutfak 

  isteyenlere unutulmaz bir gastronomik deneyim  Bu lezzetler,  

 

   ili  optimal  haritada   
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 5:    Optimal  Haritada  

Bu turu   gereken minimum mesafe, matematiksel modelleme sayesinde 

A  

4.  

Bu  Ege  yer alan Afyonkarahisar,   ve  illerini kapsayan 

   zengin mutfak   olarak, turizm potansiyelinin daha verimli 

 

 zaman hem de 

deneyimlerin  ve  gastronomi turizmi potansiyelinin etkin bir  ortaya 

 

n GSP modeli ve LINGO  turizm  zaman ve maliyet  

 

Gelecek    gastronomi potansiyelinin daha fazla turistik deneyim ve daha 
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da bir alan olarak dikkat Bu hem teorik hem de 

  gastronomi turizmi   gelecekteki projelere rehberlik 

 

Beyan 
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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,   and  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 

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 

 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 
 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. 
gastronomic offerings are deeply intertwined with its historical and cultural landscape, where food is not only 

 
In  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  long-standing history as a crossroads of 
 (a type of sandwich) are among the 

l of 
 

 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  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. 

 is rooted in its agricultural abundance, and the local food products are of the 

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 

 
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 

 
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 
a robust, 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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1.  

   sakinlerinin 

 

 

 

nme, 

 ortamlar 

 

-

kentlerdeki millet bah

 hedeflemektedir. 

1.1. Kavramsal  

 

r, 2024). 

 

  yazarlarca 

   Genel olarak rekreasyon 

(aktif- yete (ulusal- -grup)  fonksiyon 
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(ticari-sosyal-estetik- -fiziksel-sanatsal-  turistik)  

 (2009) ise, 

rekreasyon etkinlikleri (golf, kayak, tv izlemek vb.) birden fazla 

 

 

 

Bireylerin rekreasyon faaliyetlerine ka

2005) etkilemektedir. 

 

mek -

 

bulundurularak tasarlanmakta olup, ekonomik y

 

 

 acil toplanma alan  
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2.  

gi  

 

 ziyaret eden 

 

 

aktiviteleri anlamak  belirli maddeler   ka  

 

tercihleri 
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-ekonomik 

 

Bu d  

 

 

Harita 1:   Konum  
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Harita 2: Kocaeli  Konum  

-

bi

2

2024). 
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 bu  ise Rekreasyon Deneyim Tercihi  geneli    

 2). 

Tablo 1: Rekreasyon Deneyim Tercihi  Dair  Analiz  
 

 Alpha 
   

 
N  

,882 ,901 20 
 

 
Tablo 2: Rekreasyon Deneyim Tercihi  Dair  Analiz  

 

KMO ve  Testi 
Kaiser-Meyer-Olkin    ,875 

  Ki-Kare 4424,815 
  Testi  Serbestlik Derecesi 190 

  (p) ,000 

-

-

(Tabachnick ve Fidell, 2

(Tablo 3). 

Tablo 3: Rekreasyon Deneyim Tercihi  Ait  Ve   
 

 ve Alt  N X ss.   
REKREASYON DENEYIM 
TERCIHI  (TOPLAM) 

396 157,4495 18,21336 ,026 -,693 

 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 

 396 13,8207 3,45249 ,081 -,617 
  396 16,6490 2,48958 -,369 -,244 

Fiziksel Stresten  396 7,5379 2,14088 -,583 -,665 
Aile ile Zaman  396 8,7323 1,27252 -,851 ,802 

 
3. BULGULAR 

3.1.   

 

Tablo   dair  istatistiksel bilgilere yer  
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Tablo 4:  Demografik Bilgilerinin  
 

      

Cinsiyet Frekans  (%) Cinsiyet Frekans  (%) 
 169 85,4  118 59,6 

Erkek 29 14,6 Erkek 80 40,4 
Toplam 198 100,0 Toplam 198 100,0 

Medeni Durum Frekans  (%) Medeni Durum Frekans  (%) 
Evli 94 47,5 Evli 124 62,6 

 104 52,5  74 37,4 
Toplam 198 100,0 Toplam 198 100,0 

 Frekans  (%)  Frekans  (%) 
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 
 Seviyesi Frekans  (%)  Seviyesi Frekans  (%) 

 9 4,5  6 3,0 
Lise 23 11,6 Lise 37 18,7 

 23 11,6  24 12,1 
Lisans 126 63,6 Lisans 114 57,6 

 17 8,6  17 8,6 
Toplam 198 100,0 Toplam 198 100,0 
Meslek Frekans  (%) Meslek Frekans  (%) 

 12 6,1  45 22,7 
 96 48,5  43 21,7 

Spor  11 5,6 Spor  21 10,6 
Memur 45 22,7 Memur 36 18,2 

 22 11,1  12 6,1 
 2 1,0  15 7,6 

 10 5,1  9 4,5 
Toplam 198 100,0 Toplam 17 8,6 

 
 

   erkek iken;  bu oran %59,6  ve %40,4 erkektir. Bu durum 

 

-

ise %51 ile 18-  

 lisans 

 

Tablo  rekreasyon deneyim tercihi  dair  istatistiklere yer  
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Tablo 5: Rekreasyon Deneyim Tercihi  Dair   
 
 
 

 
, 
, 
, 
, 

 
, 
, 

 
, 
, 

 
 
 
 
 
 

 
, 
, 
, 

 
 
 

 
, 
, 

 ikinci 

 =4,6768) ve Kocaeli (   

 

 

olup, ta (  =4,5606) ve Kocaeli de (   ortalama ir. 

(  takilere (  

boyutunda ise, her iki ilde Kocaeli=4,3333). 

Rekreasyon Deneyim Tercihi  
Sorular        Kocaeli  

 N Min. Max.  ss. N Min. Max.  ss. 
   Alt Boyutu      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 57822 
S8 198 3,00 5,00 4,5606 ,52729 198 2,00 5,00 4,6111 58342 

   Alt Boyutu    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 

   Alt Boyutu    Alt Boyutu 
S14 198 2,00 5,00 4,2475 ,69397 198 2,00 5,00 4,3131 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  Alt Boyutu  Fiziksel Stresten  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  Zaman  Alt Boyutu  Aile  Zaman  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 
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 takilerden 

(  

  = 

4,3586) illerinde benzer ve     aile ile 

 

3.2.  Hipotezlerine Dair Bulgular 

 

Tablo 6:  Rekreasyon Deneyim Tercihi   Cinsiyet   

 

  T Testi 
 ve Alt  Cinsiyet N X ss. sd. t P 

REKREASYON DENEYIM 
TERCIHI  (TOPLAM) 

 287 158,0697 18,27974 394 1,100 ,272 

Erkek 109 155,8165 18,01859    

  287 18,1986 1,96622 394 ,570 ,569 

 Erkek 109 18,0734 1,91343    

Fiziksel Fitness  287 9,0348 1,10885 394 ,058 ,954 

 Erkek 109 9,0275 1,14227    

Fiziksel Dinlenme  287 9,1359 1,05064 394 -,562 ,575 

 Erkek 109 9,2018 1,02542    

  287 13,9024 3,45058 394 ,764 ,445 

 Erkek 109 13,6055 3,46415    

   287 16,7944 2,39964 394 1,892 ,059 

 Erkek 109 16,2661 2,68619    

Fiziksel Stresten   287 7,6028 2,14078 394 ,979 ,328 

 Erkek 109 7,3670 2,14157    

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

 Erkek 109 8,7339 1,33779    

Tablo 

 = 158,0697) erkeklere (   puanlar 

 

Rekreasyon deneyim     alt boyutu  

 = 18,1986), erkeklerin or   

 = 9,0348) erkeklerden (   fakat 
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= -,562, p = ,575). 

  = 

 = 16,7

(  = 16,2661) daha    cinsiyetler   bir fark  (t 

 = 8,7317) ve erkekler (  = 

(t (394) = -

 

 

Tablo 7:  Rekreasyon Deneyim Tercihi  Pua  Medeni Durum  

 

  T Testi 
 ve Alt  Medeni 

Durum 
N X ss. sd. t P 

REKREASYON DENEYIM 
TERCIHI  (TOPLAM) 

 218 158,9220 17,70986 394 1,785 ,075 
Evli 178 155,6461 18,70386    

  218 18,1881 1,93356 394 ,270 ,787 
 Evli 178 18,1348 1,97551    

Fiziksel Fitness  218 9,0780 1,04214 394 ,890 ,374 
 Evli 178 8,9775 1,20242    

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

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

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

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

Aile ile Zaman   218 8,5550 1,38098 394 -3,101 ,002* 

 Evli 178 8,9494 1,09065    

 = 158,9220) 

 =  

 

 = 18,1881) ve evli (  = 18,1348) 

yandan fiziksel fitness (t (394) = ,890, p = ,374) ve fiziksel dinlenme (t (394) = -,056, p = ,955) alt 

 da    tespit edil   alt boyutunda  

 ortalama  (  = 14,0688), evli  (  = 13,5169)  daha  
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(t

boyutunda   

  = 7,2472)  

daha  puan  ve bu     (t (394) = 2,457, p =,014). Aile ile 

 alt boyutunda ise evli  (  = 8,9494),   (  = 8,5550)  

istatistiksel olarak  derecede daha  puan  (t (394) = -3,101, p =

 

 

Tablo 8:  Rekreasyon Deneyim Tercihi      Tek 
Varyans Analizi (ANOVA) 

Tek  Varyans Analizi (ANOVA) 
 ve Alt 

 
 N X ss. F P  fark 

 18-27  159 159,1635 17,27289 1,461 ,225  

REKREASYON 
DENEYIM TERCIHI 

 (TOPLAM) 

28-37  155 156,3613 18,21940    

38-47  76 155,3816 18,96029    

48-57  6 166,3333 29,53416    
 Toplam 396 157,4495 18,21336    
 18-27  159 18,1698 1,95910 ,733 ,533  

 28-37  155 18,2968 1,86622    

 38-47  76 17,9079 1,91957    

 48-57  6 17,8333 3,86868    
 Toplam 396 18,1641 1,95022    
 18-27  159 9,1006 1,12055 ,536 ,658  

Fiziksel Fitness 28-37  155 8,9677 1,13629    

 38-47  76 9,0000 1,08321    

 48-57  6 9,3333 1,03280    
 Toplam 396 9,0328 1,11670    
 18-27  159 9,1761 1,09391 ,276 ,843  

Fiziksel Dinlenme 28-37  155 9,1677 ,97247    

 38-47  76 9,1053 ,98764    

 48-57  6 8,8333 2,04124    
 Toplam 396 9,1540 1,04288    
 18-27  159 14,1195 3,44462 1,277 ,282  

 28-37  155 13,5871 3,46558    

 38-47  76 13,5395 3,28407    

 48-57  6 15,5000 5,08920    
   Toplam  396 13,8207 3,45249    
 18-27  

(a) 
159 16,9308 2,30333 3,417 ,017* c-d 

 
 

28-37  
(b) 

155 16,4516 2,54107    

 38-47  
(c) 

76 16,2763 2,68129    
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 48-57  
(d) 

6 19,0000 1,67332    

 Toplam 396 16,6490 2,48958    

 18-27  159 7,7296 2,06135 ,879 ,452  

 28-37  155 7,3742 2,23068    

Fiziksel Stresten 
 

38-47  76 7,4342 2,04180    

48-57  6 8,0000 3,09839    

 Toplam 396 7,5379 2,14088    

 18-27  159 8,7107 1,38411 ,817 ,485  

Aile ile Zaman  
28-37  155 8,6710 1,22267    

38-47  76 8,8553 1,12788    

48-57  6 9,3333 1,21106    

 Toplam 396 8,7323 1,27252    

 (F = 1,461, p = ,225).  dair alt boyutlar   (F = 0,733, p 

=

-

 grubuyla 48-  

 

Tablo 9:  Rekreasyon Deneyim Tercihi   Meslek   Tek 

 

Tek  Varyans Analizi (ANOVA) 
 ve Alt 

 
Meslek N X ss. F P   

  (a) 57 158,2105 17,41893 2,855 ,006*  

REKREASYON 
DENEYIM 
TERCIHI 

 

  (b) 135 154,3111 18,16897   b-c 

Spor  
 (c) 

47 164,8936 16,94907    

Memur (d) 71 157,0986 17,68951    
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(TOPLAM) Ev  (e) 11 168,0909 18,23982  

  (f) 37 158,6757 19,21668 

  (g) 11 162,0000 21,13291 

  (h) 27 151,6296 16,61822 

 Toplam 396 157,4495 18,21336 

  57 158,2105 17,41893 1,828 ,081 
  135 154,3111 18,16897   

 Spor  47 164,8936 16,94907   

 Memur 71 157,0986 17,68951   

 Ev  11 168,0909 18,23982   

  37 158,6757 19,21668   

  11 162,0000 21,13291   

  27 151,6296 16,61822   

 Toplam 396 157,4495 18,21336   

  (a) 57 158,2105 17,41893 3,218 ,003* c-a 
Fiziksel Fitness  (b) 135 154,3111 18,16897  c-b 

 Spor 
(c) 

47 164,8936 16,94907  c-d 
c-f 

 Memur (d) 71 157,0986 17,68951   

 Ev  (e) 11 168,0909 18,23982   

  (f) 37 158,6757 19,21668   

  (g) 11 162,0000 21,13291   

  (h) 27 151,6296 16,61822   

 Toplam 396 157,4495 18,21336   

  (a) 57 158,2105 17,41893 3,085 ,004* c-a 
Fiziksel  (b) 135 154,3111 18,16897  c-b 
Dinlenme Spor 

(c) 
47 164,8936 16,94907  c-d 

c-f 

 Memur (d) 71 157,0986 17,68951   

 Ev  (e) 11 168,0909 18,23982   

  (f) 37 158,6757 19,21668   

  (g) 11 162,0000 21,13291   

  (h) 27 151,6296 16,61822   

 Toplam 396 157,4495 18,21336   

  (a) 57 158,2105 17,41893 2,631 ,011* g-h 
  (b) 135 154,3111 18,16897   

 Spor 
(c) 

47 164,8936 16,94907   

 Memur (d) 71 157,0986 17,68951   

 Ev  (e) 11 168,0909 18,23982   

  (f) 37 158,6757 19,21668   

  (g) 11 162,0000 21,13291   

  (h) 27 151,6296 16,61822   
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 Toplam 396 157,4495 18,21336   

  (a) 57 158,2105 17,41893 2,495 ,016* g-h 

 
 (b) 135 154,3111 18,16897    

Spor 
(c) 

47 164,8936 16,94907    

 Memur (d) 71 157,0986 17,68951    

 Ev  (e) 11 168,0909 18,23982    

  (f) 37 158,6757 19,21668    

  (g) 11 162,0000 21,13291    

  (h) 27 151,6296 16,61822    

 Toplam 396 157,4495 18,21336    

  (a) 57 158,2105 17,41893 2,905 ,006* e-b 
e-d 
e-h 

  (b) 135 154,3111 18,16897   
 

Spor 
(c) 

47 164,8936 16,94907 
  

Fiziksel Stresten 
 

   

Memur (d) 71 157,0986 17,68951    

 Ev  (e) 11 168,0909 18,23982    

  (f) 37 158,6757 19,21668    

  (g) 11 162,0000 21,13291    

  (h) 27 151,6296 16,61822    

 Toplam 396 157,4495 18,21336    

  57 158,2105 17,41893 1,222 ,289  

  135 154,3111 18,16897    

Aile ile Zaman 
 

Spor  47 164,8936 16,94907    

Memur 71 157,0986 17,68951    

 Ev  11 168,0909 18,23982    

  37 158,6757 19,21668    

  11 162,0000 21,13291    

  27 151,6296 16,61822    

 Toplam 396 157,4495 18,21336    

 

nucuna 
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Tablo 10:  Rekreasyon Deneyim Tercihi    Seviyesi   
Analizi (ANOVA) 

Tek  Varyans Analizi (ANOVA) 
 ve Alt 

 
 Seviyesi N X ss. F P 

  15 152,2667 20,79995 ,600 ,663 
REKREASYON 
DENEYIM TERCIHI 

 (TOPLAM) 

Lise 60 156,8167 18,02305   

 lisans 47 160,0213 19,82147   

Lisans 240 157,6083 17,71853   

  34 156,1765 18,99357   

 Toplam 396 157,4495 18,21336   

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

  lisans 47 18,0851 2,22466   

 Lisans 240 18,3667 1,85424   

  34 18,0000 1,90693   

 Toplam 396 18,1641 1,95022   

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

  lisans 47 8,8511 1,25072   

 Lisans 240 9,0875 1,09231   

  34 8,9706 1,38138   

 Toplam 396 9,0328 1,11670   

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

  lisans 47 8,9787 1,13232   

 Lisans 240 9,2333 1,01234   

  34 9,2059 ,97792   

 Toplam 396 9,1540 1,04288   

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

  lisans 47 14,4681 3,50683   

 Lisans 240 13,6708 3,35051   

  34 13,5882 3,71824   

 Toplam 396 13,8207 3,45249   

  15 15,7333 2,65832 ,951 ,434 

 

Lise 60 16,5667 2,55361   

 lisans 47 17,1064 2,28639   

Lisans 240 16,6583 2,48003   

  34 16,5000 2,64289   

 Toplam 396 16,6490 2,48958   

  15 7,3333 2,31969 1,379 ,240 
 Lise 60 7,5000 2,30328   
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  lisans 47 8,2128 1,87589   

Fiziksel Stresten 
 

Lisans 240 7,4250 2,14012   

 34 7,5588 2,06253   

 Toplam 396 7,5379 2,14088   

  15 9,2000 ,94112 ,949 ,436 
Aile ile Zaman 

 
Lise 60 8,8500 1,05485   

 lisans 47 8,6170 1,55414   

 Lisans 240 8,7250 1,26731   

  34 8,5294 1,35368   

 Toplam 396 8,7323 1,27252   

0.600, p = .663). 

= 1,379, p = ,240), ve 

rekreasyon deneyim tercihleri ve 

 

4.  VE  

 

millet 

 

fiziksel fitness, kala

verdikleri puan ort  
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Rekreasyon deneyim   boyut   
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Extended Abstract 
Today, the rapid increase in urbanization, the transformation of cities into a reinforced concrete structure 

 
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 
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 

tivities 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 

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-
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 

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  the recreation experiences of the 

participants under various sub-
 Away from the   from Physical Stress and  and  Time with  

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 

areas in the eyes of the users 

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. 
H5: 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  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 

 

of people l
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 

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 

-
n preferences. 

Although there was no significant difference between the general scores in terms of the age variable, a significant 
 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 

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 

 

creative approaches of artisanal producers within the sector. The primary goal is to analyze the Turkish 

ve identity and evaluate its impacts on industry practices and 

on, and 

investigation. Through this focus, the research seeks to offer an original contribution to the literature on 

Turkish gastronomy and innovation management. 
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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, 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 

chan

new production methods and flavors can reshape established traditions and drive sectoral evolution. 

w consumers adopt these novel products, 

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 

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 (

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 

d 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 combination

to redefine ice cream textures (Gill, 2014). Japan integrates cultural flavors with modern techniques, 
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stinct trajectory, blending 

local ingredients with unique approaches to create a regionally rooted yet progressive identity 

(Gastronomy Journal, 2023). 

-based 

ice creams, for example, boost nutritional value and sensory profiles, preserving local tastes while 

improves nutritional and sensory properties, with research confirming its positive effects on quality 

techniques, such as spherification and emulsification, create novel textures and flavors, offering 

extraordinary taste experiences (Batu, 2019). Globally, sustainability drives innovation, as seen in 

-based proteins, where consumer awareness enhances acceptance (Seeharat, 

cal 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 secto  

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 viewed innovation as a driver 

of economic development through "creative destruction," where new ideas and methods replace 

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 

 

  

innovations, starting in niche markets, can displace established players by offering simpler or 

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. 

  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 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 m

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 

 

of gastronomic tourism further positions these innovations as a draw for visitors, strengthening 

through 

social media, digital platforms, and local tasting events boosts brand loyalty and speeds up the 

 

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-  

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 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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rs 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 

innovation." The questions focused on t

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 

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: 

and Selection Process, (4) Consumer Responses and Strategies, and (5) Sectoral Evaluation and Future 

innovation transforms Turkish ice cream culture and consumer perceptions. 

  The company aims to "transform traditional ice 

cream into a modern experience, creating a new consumption culture." This vision aligns with 

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

adopters" via social media, driving initial acceptance. 

 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

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 

insights, transcend traditional boundaries, aligni

gastronomic experiences rather than mere desserts. 

 Material Usage and Selection Process: Quality, freshness, and sustainability guide ingredient 

selection with organic milk, fresh fruits, and natural sweeteners from local farms. Reflecting 

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. 

 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

the way, though broader acceptance remains gradual. 

 Sectoral Evaluation and Future Projections: The interview revealed that while traditional 

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 

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 

innovation," Rogers

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

   

 

 

 

 

 

 

 

 
 

 

 
 

 

 

 
 

 

 

 

 

 

 
 

 

 

 

 
 

 
 

 

 
 

 
 

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, Pu
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ts potential for 

sustainable growth. 

olive oil challenge conventions, fostering new consumption habits. This dynamism diversifies the 

innovation as a catalyst for behavioral change. 

n" 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. 

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, 

es, though 

broader acceptance among traditional consumers remains gradual. 

-

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

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

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

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

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

adopting eco-friendly p

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

in the global market. 

Recommendations 

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

 

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

 

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

. 

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

reinforcing open innovation and supply chain resilience. 

5. Leverage Digital Marketing: 

targeting early adopters and broader audiences. 

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

experiences, enhancing product appeal. 

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

consumer needs and expand market reach. 

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

spark interest and demand. 

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

industry-wide growth. 

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

impact and costs. 
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