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Abstract

The main purpose of this study is to deter-
mine the main indicators of supply related
to gastronomic tourism in a destination
Turkey. Quantitative research methods
were used in this study. The questionnaire
format was preferred as a data collection
tool. The research has two separate study
research universes. For this reason, the
data of the research were obtained via two
separate questionnaires from two different
samples: 1291 questionnaires collected
face-to-face and online were included in
the final analysis. According to the results
of the research, 26 of 40 gastronomy supply
sources are gastronomy tourism indicators
for Turkey in line with the opinions of gas-
tronomy experts and domestic tourists in
Turkey According to the findings and results
of the study, among Turkey’s gastronomic
tourism supply sources, the elements with
the highest importance-performance degree
are locality, authenticity, and culture. It
is possible to reveal strong elements that
will provide competitive advantages from
the indicators revealed by the importance-
performance analysis. Likewise, it can be
determined which indicators are weak in
terms of gastronomy tourism.

Keywords: Gastronomy, gastronomy tour-
ism, gastronomy tourism indicators, gas-
tronomy importance-performance analysis
in Turkey

Resumen

El objetivo principal de este estudio es
determinar los principales indicadores de
oferta relacionados con el turismo gastrono-
mico en un destino. Se utilizaron métodos
de investigacion cuantitativos. Se prefirio el
formato de cuestionario como herramienta
de recoleccion de datos. La investigacion
tiene dos universos de estudio separados,
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por este motivo, los datos de la investigacion se obtuvieron por medio de dos cuestionarios
separados de dos muestras diferentes. En el analisis final se incluyeron 1291 cuestionarios
aplicados de manera presencial y en linea. Segun los resultados de la investigacion, 26 de
40 fuentes de oferta gastrondmica son indicadores del turismo gastrondémico de Turquia,
de acuerdo con las opiniones de los expertos en gastronomia y de los turistas nacionales
en dicho pais. Segtin los hallazgos del estudio, entre las fuentes de oferta de turismo gas-
tronomico de Turquia, los elementos con mayor grado de importancia-desempefio son la
localidad, la autenticidad y la cultura. Es posible revelar elementos fuertes que podrian
proporcionar ventajas competitivas a partir de los indicadores evidenciados por el analisis
de importancia-desempefio. Asimismo, se puede determinar cuales indicadores son débiles
en materia de turismo gastronomico.

Palabras clave: gastronomia, turismo gastronomico, indicadores de turismo gastrondmico,
analisis de importancia-desempefo de la gastronomia de Turquia

1. Introduction

The concept of gastronomy and the point it has reached today have given new valences to
gastronomy tourism. As alternative tourism gains traction, gastronomy has become one
of the fastest developing and growing types of tourism. For this reason, all destinations
now include gastronomy among their activities (World Tourism Organization [UNWTO],
2012). Countries with rich culinary cultures have been able to create new demands thanks
to gastronomic tourism. Gastronomy has a significant pull, not only because food is central
to the tourist experience but also because it has become an important source of identity
formation in postmodern societies. Stirenkok et al. (2010) emphasize that food has important
functions such as natural resources and cultural heritage in the competition of the tourism
industry. The fact that cuisine is an essential part of cultural heritage is one of the most
crucial indicators of this situation. In addition, tourists make significant contributions to
gastronomic mobility by creating demand for the foods they encounter abroad in their
own countries (Richards, 2002).

Since the early 2000s, it has become a necessity for everyone to have more information
about the gastronomy tourism market. Thus, two important issues arise. The first is the
determinants of gastronomic tourism demand; the second is the importance of the general
motivations of tourists in travel and the capacity of the total gastronomic experience pro-
vided by the destination (Fields, 2002). At this point, two separate issues of discussion have
been raised. On the one hand, tourists who do not travel for the purpose of gastronomic
tourism also engage in gastronomic activities by experiencing the food and beverages of
the destinations they visit. On the other hand, tourists whose only motivation is to experi-
ence gastronomy products travel for that sole reason.

The literature on gastronomic tourism continues to get richer by the day. Scientific studies are
related to different dimensions (Lopez-Guzman et al., 2018). One of the most concentrated
areas of interest is the gastronomic motivations of tourists (Staiff & Bushell, 2013). The
ability of touristic destinations to respond to tourist motivations with different gastronomic
resources helps them gain a significant advantage in competition (Pérez-Priego et al., 2019).

Rev. Turismo y Sociedad, vol. xxxvi, julio-diciembre 2025, pp. 227-251

TURISMO
#GIEDAD

)



An exploratory study on the determination of supply indicators for gastronomy...

The most significant issues of these resources, which provide competitive advantages, are
locality and cultural attractiveness within the theme of regionalism (Soeroso & Susilo,
2014). In addition to cultural resources, destinations include attraction elements consisting
of gastronomic tourism facilities, activities, events, and organizations (Smith & Xiao, 2008).

In an environment where gastronomy is gaining significance, the role of gastronomic tour-
ism supply sources in tourism destinations has also become significant. In particular, the
fact that supply sources can change according to the historical, traditional, social, cultural,
economic, and geographical characteristics of the destinations causes the effectiveness of
these resources to differ according to the destinations. The fact that destinations are aware
of their current situations regarding gastronomic tourism supply sources paves the way for
them to gain a competitive advantage. In light of this information, the current study aims
to determine which of Turkey’s gastronomic tourism supply sources can be indicators of
the country’s gastronomy tourism. Relevant indicators were determined as a result of the
evaluations of experts and tourists. Here, the gastronomic tourism supply sources, which
experts have stated as having high importance for Turkey and high performance for tour-
ists, have been determined as gastronomic tourism destination indicators for Turkey. In
addition, the determination of the supply sources, which are considered to be of importance
for experts and low performance for tourists, makes this study important.

2. Conceptual framework
2.1 Gastronomy and Gastronomy Tourism

While activities involving food, cuisine, and nutrition go back to the first human beings,
it is very difficult to say the same for gastronomy. The word gastronomy was first used as
gastronomie by the French poet Joseph Berchoux in 1800. This Latinate word has emerged
by combining the words “stomach” (gaster) and “law” (nomos) and means “law of the
stomach.” Gastronomy, which entered the dictionary of the French Academy in 1835, is
defined as “pleasure that can be enjoyed in all conditions and ages.” Gastronomy, which
is an element of culinary arts, deals with food production and strives to perfect food and
every element related to it (Kiigliksahin, 2016). According to the Turkish Language Asso-
ciation (Turkish Language Association [TDK, 2019]), the concept of gastronomy is used in
two different senses: “the curiosity of eating well” and “healthful, well-arranged, pleasant
and delicious cuisine, food order and system.” The concept of gastronomy in the Oxford
Advanced Student Dictionary, as cited in Crowther (1995), is “good food; the science and
art of choosing, cooking and eating.” The Encyclopadia Britannica defines gastronomy as
“the art of choosing, preparing, serving and enjoying good food” (Kivela & Crotts, 2005).

The gastronomy literature began to mature in the early 2000s and many researchers have
conducted studies on this subject. However, rather than the conceptual development of
gastronomy, it is useful to examine studies that present the developing theoretical back-
ground of the concept and provide theoretical contributions in terms of their results.
Indeed, De Jong et al. (2018) express the theoretical basis of gastronomy tourism as one
of the three important shortcomings of this field. Putra (2021) addresses the concept with
perspectives such as experience and motivation that form the purpose of travel. In this
respect, he states that gastronomy, as a means of experience and motivation, emerges as
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a result of the psychological needs of the individual and can be explained with theories in
the field of psychology in this respect. Seyitoglu and Ivanov (2020) explain gastronomy
with theoretical foundations in management and state that gastronomy assumes strategic
roles in destinations in the light of parameters such as resource, process and the form of
a strategy. Karakus et al. (2020), while explaining the relations of gastronomy tourism
with the public in local destinations, carried out the analysis of the concept of gastronomy
and the relationship between local people with the Kano Model. This model is based on
the balance in the need-satisfaction dilemma. Apart from these, there are also different
studies that emphasize theoretical evaluations in studies on gastronomy tourism (Dixit &
Prayag, 2022; Duman & Sagli, 2023; Giiney, 2023).

Gastronomy has a feature that combines elements closely related to art, such as taste, his-
tory, culture, labor, care, taste, and harmony. Meals are prepared by taking into account
the emotions that reveal this aesthetic aspect. Thus, gastronomy can be explained as the
art and science of eating good food as linked to the traditions and customs of a certain
region, regardless of size (Ersen, 2017). Although Brillat-Savarin (1994) associates the
science of gastronomy with the good taste of food and beverages, he summarizes the main
purposes of gastronomy as follows:

— Guiding anyone who seeks, supplies, or prepares substances that can be converted into
food, according to certain principles,

— Ensuring human protection through the best possible nutrition and

— Farmers, winemakers, fishermen, etc. as the driving force behind the foods that culinary
professionals choose to prepare.

Gastronomy tourism is based on the recognition of the most prominent examples of local
cuisines and cultures that form the core of the concept of gastronomy. Therefore, it is
possible to say that there is a strong interaction between tourism, culture, and cuisine.
This interaction has two dimensions: to taste local flavors while traveling for a different
touristic resource and to perform touristic trips only to taste the local flavors of that region
(Zengin & Iskin, 2017).

Gastronomy tourism includes visiting food producers, participating in gastronomic festi-
vals, visiting restaurants and special places related to special local dishes, tasting special
dishes, observing local production and preparation processes, tasting special dishes of
famous chefs, and discovering how a particular dish is made (Hall & Mitchell, 2007).
Gastronomic tourism also includes tourism excursions seeking personal experience in
local food and drink, in addition to visiting classic restaurants and hotels. Gastronomic
tourism encompasses all kinds of culinary experiences, including cooking schools or semi-
nars, cookbooks, culinary travel agencies and guides, TV cooking shows, magazines and
events, factories, vineyards, breweries, distilleries, agricultural producers, and wineries
(Pavlidis & Markantonatou, 2020).

With an emphasis on the local food market, Bjork and Kauppinen-Réisédnen (2016) con-
ducted a study aiming to measure the factors that contribute to travelers’ gastronomic
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experiences. As aresult, they revealed that local food is at the center of tourist experiences
as an important attraction. It is known that gastronomy experienced in tourism destina-
tions contributes to tourist satisfaction and affects the behavior of tourists. In this respect,
although most travelers have a casual attitude toward food, they greatly appreciate the
attractions the destination has to offer.

Gastronomy tourism is a tourism activity carried out to consume, prepare, and present foods
that are different from the known dishes or in authentic culinary culture and to recognize
the characteristics, habits, and eating styles of those cuisines (Sengiil & Tiirkay, 2016).
In addition, the meaning of gastronomic tourism is discussed from different perspectives
by different researchers. Armesto and Gémez (2006) mentioned that the main motivation
of gastronomic tourism is food. Hall and Sharples (2003) discussed gastronomic tourism
as different and multidimensional travels related to eating and drinking. The UNWTO
(2012) approached the concept a little differently and defined gastronomic tourism as a
partial or full travel motivation related to eating and drinking activities. Gillespie (2001)
emphasized the pleasure factor in the concept of gastronomic tourism. Enjoying food and
drink is the essence of gastronomic tourism.

The gains that gastronomy provides to touristic destinations help make gastronomy
tourism so significant. Because food and food-related experiences have become vital to
the branding of destinations over time, food is now a crucial part of tourism activities,
especially as it can create stories about the values and culture of destinations. Therefore,
gastronomy is one of the most important elements of the promotion strategy for destina-
tions, the construction of an identity based on cuisine, and the ability to exhibit local/
regional values (Somos & Li, 2016).

2.2 Importance-Performance Analysis

Importance-performance analysis is a technique that reveals how critical an existing
situation is and how well it performs. While determining the importance or performance
values of the existing expressions in this analysis, some researchers place the values in
which the participants stated the importance and performance of the expressions into
a Microsoft Excel worksheet or SPSS analysis program using the statistical median or
standardized beta values obtained as a result of a linear regression analysis. Such an
analysis takes into account the different statistical values of the variables or features.
Generally, arithmetic means are used in matrices obtained with different statistical
programs. However, when data are obtained from a single sample, the values of the
same variables other than the arithmetic mean are also taken into account (Albayrak &
Caber, 2011; Diker et al., 2018; Hu et al., 2009; Karamustafa et al., 2010; Patiar et al.,
2017; Stergiou, 2018; Tekin et al., 2014). In single samples, although the arithmetic means
of importance and performance are standard variables, their time or place of applica-
tion differs (Patiar et al., 2017). In addition, another importance-performance analysis
of the same sample is also carried out by considering the arithmetic mean and median
(Martilla & James, 1977) and arithmetic mean and beta values (Lai & Hitchcock, 2015;
Matzler et al., 2004).

Rev. Turismo y Sociedad, vol. xxxvii, julio-diciembre 2025, pp. 227-251

231 Tu'ﬂ
)



Merve Iskiny Mehmet Sariisik

Figure 1. Importance-Performance Analysis Matrix
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Note. Martilla & James (1977).

— Zone 1: What to Protect: The features found in this region are described by the reviewers
as being of high importance and performance (Albayrak &Caber, 2011).

— Zone 2: Areas of Concentration: In this region, there are elements that are considered
important by the participants and whose performance is low. The fact that any element is
considered important makes it necessary to concentrate on that element (Oztiirk, 2019).

— Zone 3: Low Priorities: Statements in this region consist of statements with both low
importance and performance (Yildirim, 2019).

— Zone 4: Possible Extremes: This region of the matrix contains statements with high
performance and low importance (Diker et al., 2018).

Studies with importance-performance analysis can be performed by taking data from a
single sample or double samples. Data from double samples are evaluated over the arith-
metic averages of both groups (Albayrak & Caber, 2011; Cakmak & Ozkan, 2017; Tekin et
al., 2014). In single samples, the arithmetic mean (Patiar et al., 2017), arithmetic mean and
median (Martilla& James, 1977), and arithmetic mean and beta values (Lai & Hitchcock,
2015; Matzler et al., 2004) are taken into account.

Another important path followed in this research is related to the evaluation of gastronomy
supply sources according to the travel motivations of tourists. In this respect, it is aimed
to determine the role of gastronomy/cuisine as the travel motivation of tourists and the
evaluation forms of gastronomic tourism supply sources. As a result of these evaluations,
an answer to one research question was sought within the scope of the research:
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RQ: What are the most important indicators of Turkey as a gastronomic tourism destination?
2.3 The Aim and Importance of the Research

Gastronomy tourism continues to attract attention as one of the most important travel
trends of recent years. People get the opportunity to experience different flavors through
dishes specific to the places they travel to. In this respect, gastronomy increases tourists’
interest in the destination and is effective in encouraging revisit intentions and word-of-
mouth recommendations. This situation, on the one hand, provides a significant competitive
advantage to the relevant destination, while on the other hand, it contributes to regional
differences.

In an environment where gastronomy is gaining importance, the current position of gastro-
nomic tourism supply sources in destinations has also become essential. In particular, the
fact that supply sources can change according to the historical, traditional, social, cultural,
economic, and geographical characteristics of a location causes the efficiency of the supply
sources to differ according to the destinations. Knowing the destinations’ current situa-
tion regarding their gastronomic tourism supply sources can help pave the way for them
to gain competitive advantages. The main purpose of this research is to determine which
gastronomic tourism supply sources act as indicators of Turkey’s gastronomy tourism.

3. Methodology
3.1 Research Method and Measurement Tool

Quantitative research methods were used in the study, and the data were obtained via
questionnaires. Due to data collection from two different participant groups, two different
questionnaires were created. In the study, the same expressions were used to determine the
destination indicators for both question groups. The literature on the subject was scanned
to determine the indicators for a gastronomic tourism destination. The most extensive
evaluation of the subject in the literature was made by Smith and Xiao (2008) as the supply
sources of gastronomic tourism. All the 37 items included in this study were added to the
questionnaire as gastronomic tourism destination indicators within the scope of the study.
Some of the items were combined by providing semantic integrity and explanatory power,
yielding a total of 35 items. However, missing elements that can be considered important in
terms of gastronomic tourism, such as locality and culture, became apparent. And so, after
seeking the opinion of 11 experts (four tourism professors, seven gastronomy professors),
five items regarding authenticity in terms of food and beverage at the destination were
added. Thus, it was aimed to determine the gastronomic tourism indicators that Turkey
should have as a destination with a total of 40 statements in the questionnaire.

Both questionnaire forms consist of two parts. The first part of the first questionnaire con-
sists of 40 statements. These statements are rated from 1 (not at all important) to 10 (very
important). In this section, gastronomy tourism experts in Turkey (gastronomy and tourism
academics, cooks, culinary federation officials) were asked to evaluate the importance of
the statements regarding Turkey as a gastronomic tourism destination. The second part of
the questionnaire contains five statements regarding the demographic information of the
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expert participants. The second questionnaire form also consists of two parts. In the first
part, there are 40 statements consisting of the supply sources of a gastronomic tourism
destination as in the first questionnaire. These statements are rated from 1 (very bad) to
10 (very good). With this questionnaire, domestic tourists in Turkey were asked to evalu-
ate the performance of the expressions determined by gastronomic tourism destinations
in Turkey. The second part of the second questionnaire consists of seven statements that
determine the demographic characteristics of the participants consisting of domestic tourists.

3.2 Population and Sampling

There are two separate research universes in this study. The first research universe consists
of gastronomic tourism experts in Turkey, while the second research universe is comprised
of domestic tourists who have participated in at least one touristic trip in Turkey in the
last two years. The basic reasons for choosing two different groups (gastronomy experts
and tourists) can be explained as follows. First of all, the answers given by people who
are experts on the subject will be more meaningful for this study. The answers received
will be able to reveal which criteria will be more important. Secondly, the perceptions of
local tourists on performance will also be able to reveal expectations in a way. Since the
knowledge levels of local tourists on gastronomy may differ, they were excluded from the
importance issue. Therefore, it was deemed appropriate for the importance to be evaluated
by experts on the subject and the performance by tourists.

The groups that know best the level of importance of gastronomy tourism indicators for
a destination are experts who carry out gastronomy-related practices in the destination.
In this respect, data was collected from experts for the importance level of gastronomy
indicators. Performance is an element that depends on experience. Therefore, the audience
that can best determine the performance level of gastronomy indicators in a destination is
the tourists who experience them. Therefore, data was collected from tourists to determine
the performance levels of gastronomy indicators.

In the field research of this study, the convenience sampling technique, which is one of
the non-probability sampling methods in both research universes, was preferred. Conven-
ience sampling involves a sample that is readily available and easily accessible (Berg &
Lune, 2015). In short, every participant who can be reached and volunteered is included
in the data collection process, and this situation continues until the planned sample size
is reached (Altunisik et al., 2012). In the first phase of the study, everyone who wanted to
be a gastronomic tourism expert in Turkey and respond to the questionnaire, and in the
second phase, those who were citizens of the Republic of Turkey and who had traveled
domestically for touristic purposes at least once in the last two years and wanted to answer
the questionnaire, were included in the data collection process. With the thought that it will
have the ability to represent research universe (Altunisik et al., 2012; Can, 2014; Ceylan,
2011; Coskun et al., 2015), the goal was to collect a total of 1000 questionnaires (400 from
experts and 600 from domestic tourists). At the end of the data collection process, a total
of 1291 questionnaires (437 from experts and 854 from tourists) were obtained, and the
analyses were carried out on these figures.

Rev. Turismo y Sociedad, vol. xxxvi, julio-diciembre 2025, pp. 227-251

smo 234



An exploratory study on the determination of supply indicators for gastronomy...

3.3 Validity and Reliability

In the study, 37 statements used by Smith and Xiao (2008) as supply sources of gastronomy
tourism were transformed into a survey form that could be evaluated as indicators of gas-
tronomy tourism destinations. In this respect, a survey was used in the study, but no scale
was used. Reliability tests (Cronbach alpha) were also conducted to test the reliability of
the participants’ responses to the survey statements (Tabachnick & Fidell, 2013).

The use of 35 statements used in prior research is an important reference for ensuring
validity. Deciding on the other five statements as a result of the opinions of the experts
on the subject added to the scale. However, the strongest point about the validity of this
study is that the same questions were understood by different samples. Based on this, it
can be said that the statements in the research are suitable for the purpose of the study.
However, to determine the reliability of the scales used in empirical research, the alpha
coefficient (Cronbach’s alpha) was taken into account (Altunisik et al., 2012; Can, 2014).

SPSS 24 (Statistical Package for the Social Sciences) and Excel were used in the analysis
of the data. Frequency and importance-performance analyses were used to obtain the
findings. Frequency analysis with the help of the SPSS program was used to obtain the
descriptive statistics of demographic variables and the arithmetic averages of the expres-
sions in the questionnaires. Significance performance analysis was carried out according
to the arithmetic averages of the expressions in the questionnaire. Excel was used for the
importance-performance analysis.

A reliability analysis was carried out separately for the questionnaires, which had two
different evaluation styles and included a total of 40 statements taken from two different
samples. The reliability (Cronbach’s alpha) coefficient for the first survey, which determines
the importance of statements about gastronomic tourism destinations and collects data
from experts, was determined to be 0.948. The reliability (Cronbach’s alpha) coefficient
for the questionnaire, which determines the performance of the statements about gastro-
nomic tourism destinations and collects data from domestic tourists, was determined to be
0.977. Since data were taken from two different samples, arithmetic means were used for
both the horizontal and vertical axes in the importance-performance analysis (Albayrak
& Caber, 2011; Phadermrod et al., 2019; Tekin et al., 2014).

4. Findings

The findings regarding the demographic characteristics of the experts are reported in Table
1. Most of the experts consist of male participants (60.9%). It is understood from the find-
ings of income status that 3/4 of the participants are in the income group above $501 per
month. In addition, 67% of the participants are public employees. These rates of income
and employment status are in accordance with the profiles of the experts participating in
the research. Among the expert participants, 43.5% are in the 31-40 age group and 66%
are married.
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Table 1. Demographic Characteristics of the Experts

Variables n % Variables n %
Sex -- -- Marital status -- --
female 171 39.1 married 288 65.9
male 266 60.9 single 149 34.1
Z’; t;r:lela(:r;;mthly, -- -- Work area -- --
500 and less 105 24.0 government 294 67.3
501 and up 332 76.0 private sector 143 32.7
Age group -- -
30 and down 91 20.8
31-40 190 43.5
41-50 89 20.4
51 and up 67 15.3

Note. Own construction.

The ways in which experts evaluate the importance of gastronomic tourism supply sources

are presented in Table 2. The arithmetic mean and standard deviation of the expressions are

given in the frequency analysis table. The arithmetic means given in the table constitute the
“importance” dimension of the importance-performance analysis. According to the results,
the most important sources of gastronomy supply are listed as “food and beverages made

with locally grown products,” “local/traditional restaurants,

EEINT3

regional products,” “local

(regional) cuisine,” “food and beverage in the destination,” and “authenticity (consistent

with the original, preserved).”

Table 2. Findings Related to Frequency Analysis of Sources of Supply (Significance)

n indicators mean std. n indicators mean std.
1. il3 9.09 1.12 21. i26 7.65 2.16
2. il2 8.99 1.20 22. i36 7.64 2.20
3. i4 8.96 1.26 23. i24 7.59 2.12
4. i5 8.95 1.30 24. il8 7.50 2.14
5. il 8.93 1.51 25. il6 7.37 2.28
6. il4 8.83 1.45 26. i27 7.37 2.03
7. il10 8.76 1.40 27. i21 7.15 2.36
8. i2 8.64 1.57 28. il9 7.14 2.19
9. i40 8.48 1.53 29. i37 7.14 2.50
Rev. Turismo y Sociedad, vol. xxxvi, julio-diciembre 2025, pp. 227-251
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n indicators mean std. n indicators mean std.
10. i30 8.28 1.98 30. il7 7.05 2.27
11. i34 8.24 1.91 31 i22 7.04 2.27
12. i9 8.05 1.86 32. i38 6.96 2.43
13. i35 8.04 1.92 33. il1 6.94 2.48
14. i3l 7.96 2.17 34. i6 6.78 2.17
15. i20 7.95 1.82 35. i23 6.58 2.44
16. i39 7.90 1.88 36. i33 6.56 2.92
17. i25 7.86 1.98 37. il5 6.39 2.45
18. i29 7.86 2.00 38. i28 6.14 2.85
19. i5 7.72 2.01 39. i8 5.11 2.92
20. i32 7.66 2.34 40. i7 4.92 2.92

Note. Own construction.

The five indicators with the lowest arithmetic average in the table are “having wine routes,’

bl

“picnic organizations with local products,” “having wine regions,” “having alcoholic bev-
erage factories (beer, wine, etc.),” and “having non-alcoholic beverage factories.”

Table 3. Findings Regarding the Demographic Characteristics of the Tourists

%

fe, retired, etc.)

Sex - -- Marital status -- -
female 442 51.8 married 410 47.7
male 412 48.2 single 444 52.3
Reason for traveling T akermaciition
Gastronomy/ Cuisine 442 51.8 yes 664 77.8
Others tourism facilities 412 48.2 | no 190 22.2
Age groups -- -- Income (monthly; US dollars) -- --
30 and down 91 20.8 500 and less 251 29.4
31-40 190 43.5 | 501-800 193 22.6
41 and up 89 20.4 801 and more 410 48.0
Profession

Public employee 361 42.3

Private sector employee 217 25.4

Not working (student, housewi- | 276 32.3

Note. Own construction.
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Table 4 presents the explanations of the expressions in this matrix (Figure 2).

Table 4. Gastronomy Tourism Indicators of Turkey According
to Importance-Performance Analysis

Areas of Concentration
(Second Zone)

What to Protect
(First Zone)

- There are no indicators in this zone.

il Authenticity (preserved, original) in terms of
food and beverage at the destination

i2 The destination has a rich culinary culture

i3 Local (region-specific) cuisine

i4 Having products specific to the region

i5 Finding geographically indicated (certified)
products

19 The existence of farmers’ markets

110 Existence of stores where local foods are
sold.

i12 Existence of local/traditional restaurants

13 Having food and drinks made with locally
grown products

114 Eating local/traditional food in restaurants

116 Retail food and beverage purchases

118 Food and beverage demonstrations

120 Local product exhibitions

i24 Having farms

i25 Having gardens

126 Existence of traditional viticulture

i27 Existence of urban restaurant areas

129 Existence of agricultural regions

130 Organizing food festivals

131 Beverage festivals

132 Making vintage festivals

i34 Having food routes

i35 Having gourmet routes

136 Have cooking schools

139 Availability of books and magazines to read
about cuisine in the touristic areas of the destina-
tion

140 Having flavor streets where instant produc-
tion and sales of local products belonging to the
destination are made.
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Low Priorities (Third Zone) Possible Extremes (Fourth Zone)

» 17 Existence of non-alcoholic beverage factories | * 16 Presence of food processing facilities

« i8 Existence of alcoholic beverage factories * 138 Observation of Chef competitions
(beer, wine, etc.)

« ill Existence of food museums i15 Organizing
picnics with local products

117 Having “pick it yourself” concepts

119 Having demonstrations with local/traditional
kitchen appliances

 i21 Presence of restaurant classification and reg-
istration systems (Michelin star, etc.)

¢ 122 Having Food/Wine classification systems

123 Presence of associations related to gastron-
omy

* i28 Having wine regions
¢ 133 Having wine routes

* 137 Having alcoholic/non-alcoholic beverage
tasting courses

Note. Own construction.

In Figure 2, the matrix formed as a result of the importance-performance analysis is pre-
sented to obtain the gastronomic tourism indicators of Turkey. There are four regions in
the matrix. While placing the expressions in the regions, the arithmetic averages of the
expressions were taken into account. The horizontal and vertical axes of the matrix are
formed depending on the arithmetic mean of the expressions. Since the lowest value seen
in the significance arithmetic averages was 4.92, the x-axis of the matrix started from 4.5.
Since the highest value was 9.09, it ended at 9.5. Likewise, the performance values on the
y-axis started from 5.5 due to the lowest arithmetic average being 5.98 and ended at 9.00
due to the highest value being 8.63. It has been determined that the evaluation interval of
the experts’ indicators is wider than the evaluation interval of the tourists. The region with
high importance and performance needs to be protected, the region with low importance
and high performance is named as possible extremes, the region with high importance
and low performance is named as those that need to be concentrated, and the region with
low importance and performance is named as low priority. Indicators in the regions that
need to be protected (high importance, high performance) in this study constitute Tur-
key’s gastronomic tourism destination indicators. Evaluations and suggestions were made
so that the indicators in other regions could also turn into indicators for Turkey. When
the distribution of the expressions in the matrix is examined, it is seen that two of the
40 expressions are possible extremes, 12 expressions are low priorities, and there is no
expression in the field of the need to concentrate. The 26 expressions within the scope of
the research are included in the first region of the matrix, which should be protected. As
mentioned in the whole setup of the research, these 26 expressions have been determined
as Turkey’s gastronomic tourism indicators.
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Figure 2. Matrix for Turkey’s gastronomic tourism importance-performance analysis

INDICATORS OF GASTRONOMY TOURISM:
IMPORTANCE-PERFORMANCE ANALYSIS

9,5
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Note. Own construction.

Table 5 shows the statistics of the tourists’ evaluation of Turkey’s gastronomic tourism
supply sources. In the importance-performance analysis of each statement, performance
ratings were taken into account. In the table, the arithmetic averages of each indicator in
the survey are listed from the highest to the lowest. It is understood from the arithmetic
averages that the performance of these resources is very good. Locality is at the forefront
of the expressions.

Table 5. Findings Related to Frequency Analysis of Supply Sources (Performance Level)

number indicators mean Std. number indicators mean Std.
1. i3 8.63 1.77 21. i40 7.43 2.58
2. i4 8.62 1.79 22. i6 7.35 2.19
3. i2 8.48 1.78 23. i31 7.29 2.67
4. il0 8.19 2.00 24. i35 7.27 2.60
5. i13 8.19 2.08 25. i32 7.22 2.64
6. i12 8.01 2.18 26. i39 7.22 2.57
7. il4 7.97 2.14 27. il8 7.14 2.53
8. i30 7.87 2.27 28. i38 7.14 2.66
9. i9 7.79 2.27 29. il5 6.92 2.63
10. i29 7.75 2.33 30. i7 6.91 2.65
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number indicators mean Std. number indicators mean Std.
11. i25 7.74 2.35 31 il9 6.79 2.56
12. i5 7.73 2.26 32. i23 6.77 2.68
13. il 7.71 2.09 33. i21 6.72 2.82
14. i20 7.61 2.25 34. i22 6.68 2.67
15. i36 7.58 2.50 35. il7 6.67 2.81
16. il6 7.55 2.13 36. i37 6.59 2.97
17. i26 7.50 2.46 37. ill 6.41 2.96
18. i34 7.45 2.54 38. i8 6.21 2.83
19. i24 7.44 2.4 39. i28 6.18 3.00
20. i27 7.43 2.30 40. i33 5.98 3.09

Note. Own construction.

5. Discussion

In the research, the statements that the experts find to be of high importance among
Turkey’s gastronomic tourism supply sources address issues of locality, authenticity, and
culture. The importance of these cultural and regional elements in terms of gastronomic
tourism is also emphasized in related studies in the literature (Okumus et al., 2007; Quan
& Wang, 2004; Say & Balli, 2012). Food and beverage products, local cuisine, and authen-
ticity in terms of food and beverage in the destination are the expressions with the high-
est frequency. On the other hand, the existence of wine routes, picnic organizations with
local products, wine regions, and the presence of alcoholic (and non-alcoholic) beverage
factories are the sources of gastronomic tourism with the lowest frequency. It can be said
that experts consider the importance of gastronomic tourism supply sources, especially
related to beverages, to be low. The fact that the majority of the population is Muslim and
that winemaking is not considered important in the national sense legitimizes this result.
In other words, the high sensitivity of Muslims to halal food consumption supports this
result (Soesilowati, 2010; Vanany et al., 2020). The fact that the research was conducted on
domestic tourists is another important factor to consider. Sormaz et al. (2017), for example,
discussed the expectations of domestic tourists for halal food consumption in their study.
In this context, it seems possible to evaluate the performance of domestic tourists and
supply sources that can encourage alcohol consumption as low in Turkey.

Although the way tourists evaluate the performance of gastronomic tourism supply
sources overlaps fairly well with expert opinions, there are some differences. It is also
very important for tourists to evaluate the performance of a destination in terms of tourism
in the larger sense because performance affects tourists’ evaluations of a destination and
their preference for that destination over others (Aydogdu & Duman, 2017; Bucak & Ates,
2014; Colak, 2009; Du Rand & Heath, 2006; Haven-Tang & Jones, 2005; Sandikgr et al.,
2015). For example, although the statement of authenticity in terms of food and beverage
in the destination is among the top five statements with high importance, it is not among
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the top five statements with high performance. A destination’s rich culinary culture is
among the five high-performing supply sources. The situation is different for expressions
with low performance. Four of the last five poor-performing statements relate to alcoholic
beverages: having wine routes, wine regions, alcoholic beverage factories, and alcoholic/
non-alcoholic beverage tasting/training courses. The other underperforming statements
are more remarkable. Food museums are a source of supply whose performance has been
evaluated as poor by tourists in Turkey. Although the potential of gastronomy museums
in Turkey is high, it can be said that these museums do not have a performance that will
satisfy the tourists. Agcakaya and Can (2019) revealed the potential of Turkey’s gastronomy
tourism museums. For this reason, increasing the performance of gastronomy museums
where all the equipment and elements related to gastronomy culture are exhibited can be
a source for the country to gain a larger share of the gastronomy tourism market. Because
gastronomy museums can be related to traditional resources such as cultural heritage
(Gacnik, 2012) as well as modern resources (Garibaldi & Pozzi, 2021), they would do
well to respond to different consumer demands accordingly (Seyitoglu & Alphan, 2021).

5.1 Theoretical Contributions

In this study, data from two different samples were used since expectation performance
was not measured from a consumer perspective. First of all, the importance levels of Tur-
key’s gastronomic tourism supply sources were determined with the data obtained from
the experts consisting of tourism and gastronomy academicians, chefs, managers of cook
associations, and tourists. At the next stage, the performance of the gastronomic tourism
supply sources, whose importance was confirmed, was determined in line with the opinions
of the tourists. Oguz and Onur (2018) made performance-based evaluations in their study
of tourists, examining the development indicators of gastronomy tourism, and similarly
to this study, they received data from tourists. In this study, the opinions of experts and
tourists were analyzed jointly, and gastronomy tourism indicators were determined as a
result of the evaluations of two different important stakeholder groups. The study makes
an important contribution to the related literature in this aspect. As a result of this study,
Turkey’s gastronomic tourism indicators were determined. In the relevant literature, the
number of studies in which the importance and performance levels are determined by
data obtained from two different target groups is quite limited (Azzopardi & Nash, 2013;
Ogunmokun et al., 2020). Therefore, taking separate data from two different samples
related to the subject in the calculation of importance and performance values makes
this study different. The results of this study reveal that the gastronomic tourism sup-
ply sources suggested by Smith and Xiao (2008) can be the gastronomic tourism supply
source of a destination.

Determining which of the supply sources will become a more effective indicator may
vary according to some social, economic, cultural, and geographical characteristics of the
destinations. As a result of this study, it has been determined that belief is an important
negative social factor in determining gastronomic tourism indicators. Culture, on the other
hand, has been shown to be an important positive factor for authenticity, geographical
work, and the question of being local or local. The rating issue, which Richards (2002)
considers an important criterion when considering gastronomic tourism indicators, bears
similarities with the factors of different nature expressed here.
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5.2 Practical Contributions

Within the scope of the present research, Turkey’s gastronomic tourism supply sources,
both in terms of importance and performance, and in the regions that need to be protected,
have been determined as Turkey’s gastronomic tourism indicators. The gastronomic
tourism supply sources (Turkey’s gastronomic tourism indicators) with a high degree
of importance and performance are generally related to the culture and locality of the
region/destination. Rich culinary culture, local cuisine, local products, local food stores,
local restaurants, eating local dishes in restaurants, and making food and drinks from
products grown in the region draw attention as the most important indicators that need to
be protected. Lopez-Guzman et al. (2018) found similar supply sources in their research.
In the study of Soeroso and Susilo (2014), cuisine and gastronomy as a part of culture are
explained and supported as significantly related to tourism. One of the most interesting
results in the process of being an indicator of Turkey’s gastronomic tourism supply sources
is the expression of “authenticity in terms of food and beverage at the destination.” While
experts in Turkey consider authenticity to be very important, performance evaluations by
tourists are relatively low. It is vital to protect these elements. As a matter of fact, Bjork
and Kauppinen-Riisidnen (2016) stated that destinations could be used in promotional
activities by providing product differentiation thanks to their strong supply sources, thus
giving them a competitive advantage.

There are also indicators with relatively low levels of importance and performance that
fall into the category of indicators that Turkey needs to be protected. Particular attention
should be paid when trying to protect these indicators. Gastronomic values, which consist
of indicators that need to be protected, with a relatively low level of importance and per-
formance, are concentrated in certain categories. The first category is local production-
oriented indicators such as the presence of farmers’ markets, farms, orchards, agricultural
regions, and traditional viticulture. The second category consists of indicators related to
gastronomic events and activities such as the presence of gourmet routes, food routes,
beverage festivals, vintage festivals, and local product exhibitions. Street delicacies and
geographically marked products, which have an important place for Turkey, have also come
to the fore as indicators that need to be protected. All stakeholders related to gastronomy
should pay attention to all categories other than locality and culture that need to be pro-
tected. Frost et al. (2016) have emphasized the importance of the resources mentioned here
regarding gastronomic tourism in their research.

Turkey’s supply sources, which are not gastronomic indicators, are spread over two regions.
Although the density is in the low priority region, two supply sources are in the category of
possible excess. These are the existence of food processing facilities and chef competitions.
Although these two indicators are not considered to be very important by experts, tourists
find the performance of these resources partially successful. Hall and Mitchell (2007) stated
that chef competitions are an important tool for the establishment of a gastronomic culture
in society and the development of gastronomic tourism activities. The high-performance
value of chef competitions in the results of this research can be explained by the TV cook-
ing programs that have increased in Turkey in recent years and have been encouraged by
the public. The fact that chef competitions have become popular in many visual media
can be interpreted as an indicator of this. When these indicators, which are evaluated with
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high performance by the tourists, are validated by the experts, they can be deemed worthy
of protection, thus rendering them gastronomic tourism indicators of Turkey. Aldemir et
al. (2020) stated that chef competitions stem from popular culture perceptions in Turkey
and that the use of visual media as a medium for these competitions will strengthen such
connections. The present study provides some predictions about the low importance of
these gastronomic resources in Turkey. Although it is surprising that there is no source
of gastronomic tourism supply in the low priority region, it can be explained as a positive
situation in terms of gastronomy tourism in Turkey.

The supply sources, which are located in the low priority region and are not gastronomic
tourism indicators for Turkey, exhibit a wider and different distribution. Expressions about
alcoholic or non-alcoholic beverages were mostly found in this region. In the categorical
context, alcoholic beverages are the sources of supply that are both low in importance and
performance (Asero & Patti, 2009). The gastronomic value with the lowest importance
and performance is alcoholic beverage factories (beer, wine, etc.). Although the existence
of wine regions and wine routes is considered relatively important by experts, its perfor-
mance is evaluated as low by tourists. In international studies, the opposite results are
obtained (Sanchez-Canizares & Lopez-Guzman, 2012). Therefore, it can be said that the
socio-cultural structure of Turkey affects the results of this research. A rather interesting
result was found for an expression in the low priority region. Although the existence of
non-alcoholic beverage factories is considered by tourists as a gastronomic value with
high performance, this expression is the gastronomic value experts evaluate as being the
lowest in importance among all supply sources. It is possible to say that the presence of
the phrase “non-alcoholic” affects the positive evaluation of the performance of domestic
tourists, while the fact that non-alcoholic beverage factories are not very effective in
international gastronomy brings about the low importance of evaluation by experts. Pav-
lidis and Markantonatou (2020) explain each attraction factor in the low priority group
as an important source of gastronomic tourism supply in Turkey’s gastronomic tourism
indicator evaluation. In this sense, Turkey needs to implement plans suitable for strate-
gies that increase the importance and performance of all supply sources in this region for
international competition.

5.3 Limitations and Recommendations for Future Research

The most important limitations of the study were time and cost. For example, this study
required collecting data from two research universes, and the sample group was taken
from these two research universes and spread over a wide area. The COVID-19 outbreak
that emerged in the data collection process among tourists is another important limitation.
This situation caused the data collection process at the end of the study to be done via the
internet. However, the fact that data from foreign tourists could not be obtained in the
determination of gastronomic tourism indicators can also be seen as a limitation. In this
context, the performance level of gastronomy supply sources for Turkey could also be deter-
mined by a study on foreign tourists. With the help of the 26 indicators determined by this
study, the status of a destination or region in Turkey as a gastronomic tourism destination
could be tested. Indicator determination studies could be carried out in different countries
that come to the fore in gastronomy tourism. Thus, comparative studies could determine
whether the same indicators function similarly across socio-economic and socio-cultural
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contexts. The performance of these indicators could be evaluated by conducting qualita-
tive research with different data collection methods, especially participatory observation.

6. Conclusion

The results of the study reveal that there may be indicators that will stand out in gastronomy
tourism for a destination and gain competitive advantage. Here, it has been observed that
some of the supply sources that can be a source for gastronomy tourism are likely to stand
out depending on the social, cultural, political, geographical, economic or demographic
elements of the destination. One of the most important conditions for these resources to
be meaningful for the destination is that they have a high level of importance for the des-
tination. While the cultural resources of gastronomy stand out in a destination that stands
out with its traditional cuisine, gastronomy activities may stand out in destinations where
viticulture and similar rituals are common.

One of the most important aspects of this study is the use of supply and demand perspec-
tives together in the process of determining the strong gastronomy tourism resources
in the destination. In this respect, the performances of the indicators whose importance
was revealed with the supply perspective were determined with the demand perspective.
In this sense, the prominent gastronomy indicators of the destinations should show high
performance depending on the experience of the tourists. Because resources that do not
contribute positively to tourist satisfaction as a result of experiences carry the risk of los-
ing their importance for the destinations.
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