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ABSTRACT

With the increasing consumer demand and interest, traditional food has become an important
sales, marketing and promotion tool for the food and beverage business. This study was
conducted to evaluate the availability and the objective of having traditional food in restaurant
menus, and customer group that prefers traditional food the most according to the country,
years of operation and seating capacity of the business. The study used a questionnaire and was
conducted in 576 restaurant employees in Italy, Czech Republic and Turkey. The study found that
most businesses have traditional food in their menus and that there is a significant difference
between restaurants when compared according to the years of operation and seating capacity
(p<0.05). There is also a significant difference between countries in terms of their customer
group that prefer traditional food in restaurants (p<0.001). This study provides information for
restaurant managers about traditional food.
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INTRODUCTION

For businesses, knowing who their customers are, which products bring in the highest revenue, and the
reasons that lead customers buy a certain product or service will allow them to develop successful
management strategies (Dobbins and Pettman, 1998). The quality of products-services and menu items are

important in order to achieve a good sales profile in food and beverage businesses.

Traditional food has a significant marketing value for the food and beverage industry. Because there has been
an increasing consumer interest in traditional food in recent years (Kivela and Crotts, 2005; Vanhonacker et al.,
2010). For example, a survey conducted with foreign tourists in Korea found that 70.2% of the tourists try
Korean food before they visit Korea (Chang and Cho, 2000). According to a research in France, 74.0% of the
participants found authenticity of the food important (Ferrandi, 2012). In another research covering 6
European countries, in the total of the customers and (excluding Spain) on countries basis, the price of the food
is not statistically important for the consumers’ traditional food consumption and their approach to traditional
food. Accordingly, it is possible to say that European consumers demand traditional food despite high prices
(Pieniak, Verbeke, Vanhonacker, Guerrero and Hersleth, 2009). In the USA, an increasing interest in ethnic
restaurants has been observed (Ha and Jang, 2010; Kim et al., 2017). Knowing this consumer trend and using
this in the business management can provide a significant competitive edge for a business. Because
accessibility to traditional food has a positive effect on the consumers' attitude towards traditional food

(Pieniak et al., 2009; Wang et al., 2015).

The commercial value of traditional food is important not only to increase sales but to provide other benefits
for businesses. Gastronomy is a growing segment of the tourism industry and plays an important role in the
development and competitiveness of a tourism destination (Lopez-Guzman and Sanchez-Cafiizares, 2012). One-
third of the general tourism revenues comes from money spent on food and in addition to this, in recent years
culinary tourism has become the main motivation for people to travel (Herrera et al., 2012). A study found that
the main reasons to consume traditional food and drinks on holidays are to have an exciting and/or authentic
experience, to escape the routine, health concerns, to obtain information, to have a sense of unity, for
prestige, sensory pleasure and physical environment. With the increasing age and education level, people tend
to explain their experience of eating traditional food as not just eating but also as a unique and original activity
for their holiday (Kim et al., 2009). A survey conducted in the USA claimed that American customers expect to
be given authentic food (Liu and Mattila, 2015). This proves that customers are willing to taste food from

different cultures.

Gastronomy tourism is a tourism activity in which people plan their travels to taste, prepare, research,
discover, understand, learn and experience food and/or drinks specific to a country/region (Fields, 2003:36;
Hall and Sharples, 2003:7; Kivela and Crotts, 2006). Thus, traditional food can make a location a tourism
destination and can also be used to help to increase tourism potential of and maintain continuous tourism

activity in existing destinations (Kivela and Crotts, 2005).
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In a study conducted by the World Tourism Organization (UNWTO), 88.2% of the respondents commented that
gastronomy has a strategic importance in identifying the brand and image of a destination. Furthermore,
respondents also reported that gastronomy tourism has approximately 30% share in tourism revenues of a
destination (UNWTO, 2012). Another study shows that 20.8% of the touristic visits are made because of
“gastronomy” (Kivela and Crotts, 2005). Among food and beverage stakeholders (food producers, food sellers,
hotels, tour operators, local administration) cooperation especially with local restaurants plays an important
role in the development of gastronomy tourism. However, it is also reported that this cooperation should be
improved and maintaining this cooperation will have significant contributions (UNWTO, 2012). A study
conducted by UNWTO (2017) among its members included people from 29 countries. According to its results,
70% of the participants have determined the gastronomy tourists as their marketing targets, while 46.5% of
them have gastronomy tourism strategies in scope of their own destinations’ tourism action plan. Again, this

study shows that 24.6% of the members define a certain budget to attract gastronomy tourists.

This study was conducted to identify the factors that are effective in the sales of traditional food in restaurants
in order to encourage restaurant owners/managers to include traditional food in their menus. Therefore the
objectives of this study are (1) to find out whether restaurants with different profiles in different countries
have traditional food in their menus, (2) to identify the objectives of the businesses to have traditional food in
their menus, (3) to identify the customer groups that prefer traditional food the most in businesses that serve

traditional food.
METHOD
Research Model

This study was planned and conducted to identify the factors related to the business profile and customer
group that has an effect on the sales of traditional foods in restaurants. A structured questionnaire form was
used to collect data. The survey was conducted in restaurant employees (n=576) in three different countries

(Italy, Czech Republic and Turkey).

Cozensa province from Italy, Prague province from the Czech Republic and Antalya province from Turkey were
selected for the study. The reason for selecting two European countries (Italy and Czech Republic) and one
Asian country (Turkey) as study locations was to evaluate the impact of different cultures. Again, since the
cities in Turkey and Italy are located on the Mediterranean coast, they have similar geographical features and
thus similar life styles and diets (Mediterranean diet). On the other hand, the fact that Italy and the Czech
Republic are European countries and have similar life styles and cultures and Turkey is an Asian country with
most of its people are of Asian origin creates a difference in culinary culture between Italy and the Czech
Republic and Turkey. Accordingly, the study investigated the impact of a country's geographic location and

cultural differences on the sales of traditional food in restaurants.
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Businesses were classified into four groups by their years of operation and the relationship between the years
of operation and sales of traditional food in restaurants was investigated. Considering that the size of a
business can be related to the menu contents and sales of traditional food, the businesses were classified into
three groups by their annual seating capacity and the effect of the seating capacity was tested. Based on these,

the following hypotheses were developed.

H1la: The availability of traditional food in restaurant menus varies depending on the geographical location

of the country (European - Asian or Mediterranean countries - Central Europe).

H1b: Availability of traditional food in a restaurant menu varies depending on the years of operation of a
business.

Hlc: Availability of traditional food in a restaurant menu varies depending on the seating capacity of a
business.

H2a: The objective of having traditional food in restaurant menus varies by the geographic location of the
country (European - Asian or Mediterranean countries - Central Europe).

H2b: The objective of having traditional food in a restaurant menu varies depending on the years of
operation of a business.

H2c: The objective of having traditional food in a restaurant menu varies depending on the seating capacity
of a business.

H3a: The customer group that prefers traditional food in restaurant menus varies depending on the
geographic location of the country (Europe - Asia or Mediterranean countries - Central Europe).

H3b: The customer group that prefers traditional food in a restaurant menu varies depending on the years
of operation of a business.

H3c: The customer group that prefers traditional food in a restaurant menu varies depending on the seating

capacity of a business.
Participants

In countries where the research was conducted, restaurant employees were randomly selected on a voluntary

basis. The participant profile is shown in Table 1.

34.0% of the participants were female and 66.0% were female. The majority of the participants were aged 35
years or younger and the average age was 31.28 + 9.11. When we look at the job titles of the participants, 9.4%
were managers, 6.3% were executive chefs, 11.8% were cooks, 12.2% were assistant cooks, 12.2% were
restaurant supervisors, 30.4% were waiters/waitresses, 8.2% were busboys and 9.5% were other personnel

(bar personnel, dishwashers, employees in supportive services).
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Table 1. Descriptive Characteristics of Employees.

Italy (n=145)  Czech Turkey Total
Variables Rep.(n=218) (n=213) (n=576)
n (%) n (%) n (%) n (%)
Gender Male 83 (57.2) 127 (58.3) 170 (79.8) 380 (66.0)
Female 62 (42.8) 91 (41.7) 43(20.2) 196 (34.0)
Age <25 34 (23.4) 69.(31.7) 82 (38.5) 185 (32.1)
(year) 26-35 52 (35.9) 91 (41.7) 85 (39.9) 228 (39.6)
236 59 (40.7) 58 (26.6) 46 (21.6) 163 (28.3)
Manager 20 (13.8) 26 (11.9) 8(3.8) 54 (9.4)
Executive chef 23 (15.9) 7(3.2) 6(2.8) 36 (6.3)
Cook 14 (9.7) 5(2.3) 49 (23.0) 68 (11.8)
Assistant cook 12 (8.3) 14 (6.4) 44 (20.7) 70 (12.2)
Status  Restaurant supervisor 21 (14.5) 29 (13.3) 20 (9.4) 70 (12.2)
Waiter/ waitress 34 (23.4) 99 (45.4) 42 (19.7) 175 (30.4)
Busboy 7(4.7) 18 (8.3) 23(10.8) 48 (8.2)
Other personnel 14 (9.7) 20 (9.2) 21 (9.8) 55(9.5)
Measures

The questionnaire to collect data consisted of questions about sales of traditional food in restaurants, business

profile and demographics of participants.

Regarding the sales of traditional food in restaurants; questions about "whether there is any traditional food on
the menu (yes/no) ", for restaurants that have traditional food on their menu "the objective(s) of having
traditional food on the menu" and "the customer group (local customers, local tourists, foreign tourists) that
prefers traditional food the most "were asked. More than one answer could be selected for the following
questions; "the objective(s) of having traditional food on the menu" and "the customer group (local customers,
local tourists, foreign tourists) that prefers traditional food the most". Therefore, each answer's distribution

was evaluated separately (if selected, “yes”; if not “no

Regarding business profiles, the country, years of operation and annual seating capacity were asked. The
number of years of operation of businesses was structured in 4 groups through 3 closed-ended answers (3
years and less, 4-6 years, 7-10 years, 11 years and more). For annual seating capacity of a business, open-ended
questions were asked and the distributions were classified in three groups (less than 10000, 10000-21999,
22000 and more). However, since 412 people answered this question, distributions were given according to

n=412.

During data gathering the participantswere informed about the subject of the research, the purpose and the
issues to be followed during filling the survey forms and the importance of their answers. The participant who

voluntarily accepted to participate to the surveys were interviewed with the survey forms.
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Data Analysis

SPSS 16.0 statistics package program was used for data analysis. The Distribution of traditional food availability
in restaurants was compared using X? test according to the country where the business is located, the number
of years of operation of the business and seating capacity. The difference in the distribution of "the objective(s)
of selling traditional food" in businesses that have traditional food in their menus and the distribution of the
customer group that prefers traditional food the most was evaluated with the X? test by years of operation and

seating capacity of the businesses and presented in tabular form.
FINDINGS (RESULTS)

Table 2 shows the relationship between the profiles of the businesses in which the participants of this study
worked (the country the business is located, years of operation and annual seating capacity) and the availability

of traditional food on the menu.

Table 2. The Impact of a Restaurant Profile on the Availability of Traditional Food in That Restaurant's Menu.

Whether there is any traditional

Variables food on the menu Total
Yes No
L Italy 125 (86.2) 20 (13.8) 145 (25.2)
E (S Czech Rep. 170 (78.0) 48 (22.0) 218 (37.8) X?=5.786
3 L.C? Turkey 182 (85.4) 31(14.6) 213 (37.0) p=0.055
O = Total 477 (82.8) 99 (17.2) 576 (100.0)
< 3year 110 (88.0) 15 (12.0) 125 (21.7)
o« S _ 4-6 year 69 (79.3) 18 (20.7) 87 (15.1) X2=9.986
3 'g © 7-10 year 155 (87.1) 23 (12.9) 178 (30.9) p=0.619*
§ g “.C? >11 year 143 (76.9) 43 (23.1) 186 (32.3)
> © — Total 477 (82.8) 99 (17.2) 576 (100.0)
- < 10000 99 (72.8) 37 (27.2) 136 (33.0)
T ®E£F  10000-21999 124(91.2) 12 (8.8) 136 (33.0) X2=26.132
SR8 T__.‘ >22000 129 (92.1) 11(7.9) 140 (34.0) p=0.000***
< v O = Total 352 (85.4) 60 (14.6) 412 (100.0)

*: p<0.05, ***: p<0.001

As shown in Table 2, 25.2% of the participants were from Italy, 37.8% were from the Czech Republic and 37.0%
were from Turkey. More than half of the participants reported that the restaurants they work in have been in

operation for 7 years or longer, 21.7% reported that they have been in operation for 3 years and less.

It was observed that 82.8% of the businesses had traditional food on the menu and there was no statistically

significant difference between the countries (p>0.05).

There is a significant difference between years of operation of a business and availability of traditional food
(p<0.05) and availability of traditional food was the highest in the businesses that have been in operation for 3

or less years (88.0%) and the lowest in the businesses that have been in operation for at least 11 years or
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longer (76.9%). The availability of traditional food increases in direct proportion to the restaurant's seating

capacity and this result is statistically significant (p<0.001).

The employees who were working in restaurants that served traditional food were asked about the objectives
of having traditional foods on the menu and as they could select more than one answer, each answer was
evaluated and distributed separately. The objective of having traditional food on the menu was evaluated by

business profile and shown in Table 3.

Table 3. Factors Affecting the Objective of Having Traditional Food in Restaurant Menus.

. Promote/ Customer Customer Competitive S
Variables Conserve(%) Satisfaction(%) Expectations(%) Edgpe (%) Profitability(%)
. Italy 49.0 33.1 24.8 12.4 15.2
§ Czech Rep. 31.7 45.4 30.7 15.6 12.4
8 Turkey 47.9 36.2 22.1 6.6 4.7
1; Total 42.0 38.9 26.0 11.5 10.2
g X2= 15.501 6.619 4.351 8.821 12.052
S p= 0.000*** 0.037* 0.114 0.012* 0.002**
'E < 3year 39.2 40.8 24.8 8.8 12.0
© 4-6 year 40.2 37.9 17.2 8.0 6.9
qé. 7-10 year 39.3 40.4 24.2 6.7 6.7
5 & > 11 year 47.3 36.6 32.8 19.4 14.0
g E X2= 3.191 0.833 8.332 17.204 6.676
S e p= 0.363 0.842 0.040* 0.001** 0.083

< 10000 449 25.7 14.0 3.7 6.6
a0 g ;2(9)(9)(9) 50.7 38.2 34.6 9.6 8.8
E\'&I >22000 44.3 57.1 27.1 17.1 17.9
T‘g Z  Total 46.6 40.5 25.2 10.2 11.2
2 é X2= 1.403 28.677 15.680 13.754 9.909
£ 8 p= 0.496 0.000*** 0.000*** 0.001** 0.007**

*: p<0.05, **: p<0.01, ***: p<0.001

According to the restaurant personnel, the main objective of having traditional food in restaurant menus is to
"promote/conserve a country's cuisine" (42.0%). This is followed by achieving customer satisfaction (38.9%),
meeting customer expectations (26.0%), developing a competitive edge (11.5%) and increasing profitability of

the business (10.2%) respectively.

When the objectives were compared according to the country of the business, the participants from the
percentage of participants from the Czech Republic who report (31.7%) about the objective of
promoting/supporting the country's cuisine was lower and (45.4%) about the objective of achieving customer
satisfaction was higher compared to those in the other two countries (Italy and Turkey) and the difference is
statistically significant (p<0.001 and p<0.05 respectively) The percentage of participants who reported the
objectives of achieving competitive edge (6.6%) and increasing business profitability (4.7%) was the lowest in

Turkey and there is a statistically significant difference between countries (p<0.05 and p<0.01 respectively).
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When objectives are evaluated based on years of operation of businesses; Participants who worked in
restaurants that have been in operation for 11 or more years reported that the objectives of having traditional
food in their menus are to meet customer expectations (32.8%) and to achieve competitive edge (19.4%) and

no significant difference was found for other objectives depending on years of operation (p>0.05).

When the objectives of businesses were compared by seating capacity; the percentage of those who reported
that their objective is to promote/conserve the country's cuisine do not differ significantly (p>0.05). For all
other objectives, the lowest percentage was among the employees of the restaurants with less than 10,000
seating capacity, and the highest percentage was among the employees of the restaurants with a customer

capacity of 22,000 or more (p<0.01).

Participants were asked about the customer group who prefer traditional food the most in their restaurants
and since they could select more than one answer, each customer group was evaluated and distributed
separately. The customer group that prefers traditional food is evaluated based on business profile and the

results are given in Table 4.

Table 4. The Percentages of Customers Who Prefer Traditional Food in Restaurants Based on Business Profile.

Variables Local Local Foreign
Customers(%) Tourists(%) Tourists (%)
Italy 42.1 42.1 26.9
Czech Rep. 42.2 25.7 40.4
Turkey 235 235 52.6
> Total 35.2 29.0 41.5
€ 5 X2= 20.513 16.350 23.629
S < p= 0.000*** 0.000%** 0.000***
5 < 3year 39.2 28.0 36.8
© 4-6 year 32.2 29.9 33.3
‘§ 7-10 year 36.0 25.8 46.6
5 G 211 year 33.3 32.3 43.5
2 E X2= 1.551 1.915 5.778
< p= 0.671 0.590 0.123
. < 10000 27.9 23.5 32.4
0 3 10000-21999 31.6 28.7 55.9
® L >22000 393 36.4 45.7
2z Total 33.0 29.6 44.7
= X2= 4.193 5.592 15.328
£ 3 p= 0.123 0.061 0.000***

*#%: n<0.001

In general, 41.5% of the participants reported that foreign tourists prefer traditional food the most, followed by
local customers (35.2%) and local tourists (29.0%). When customer groups that prefer traditional food are
examined based on the country a restaurant is located, local customers in Italy (42.1%) and Czech Republic
(42.2%) prefer more traditional food than the local customers in Turkey (p<0.001). The percentage of local

tourists who prefer traditional food in Italy (42.1%) is a higher rate than the other two countries. This
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difference was statistically significant (p<0.001). Participants working in restaurants in Turkey reported that
foreign tourists prefer traditional food the most (52.6%) and a similar result was found in the Czech Republic
(40.4%). A lower percentage of foreign tourists in Italy prefer traditional food (26.9%), and the difference

between the countries was found to be statistically significant (p<0.001).

When the customer groups that prefer traditional food the most was evaluated based on years of operation of
the business, no significant difference was found between customer groups (p>0.05). Similarly, there is no
significant difference between local customers and local tourists for seating capacity (p>0.05). However, the
businesses in which traditional food is mostly preferred by foreign tourists are businesses with a seating

capacity of 10,000 (p<0.001).
CONCLUSION and DISCUSSION

This research is an intercultural study covering three countries to reveal the factors affecting the customer
profile preferring traditional food with the situation and reasons of the restaurants to keep traditional food on

their menus.

In a study, 31.1% of the participants reported that the availability of traditional food is very important when
they are choosing a restaurant and 45.1% reported that it is partially important (Sparks et al., 2003). Therefore,
this study's finding that almost all of the restaurant employees reported that they have traditional food in their
menus is consistent with the study on consumer demands in the literature. It is important for the success of a
business that the restaurant manager knows customer demands and takes necessary actions accordingly

(Sukalakamala and Boyce, 2007).

According to study results, newly established restaurants (< 3 year) have more traditional food when compared
to the old ones (> 11 year) (Table 2).This can be interpreted as the impact of increasing consumer interest in
traditional food in recent years (Kivela and Crotts, 2005; Vanhonacker et al., 2010; Almli et al., 2011) and of the
new rising star of tourism; "gastronomy tourism" (Kivela and Crotts, 2005; 2006; Hashimoto and Telfer, 2006;

Lépez-Guzman and Sanchez-Cafiizares, 2012) on the concept of recently established businesses.

By increasing the customer capacity, the enterprises increase their offering for traditional food (Table 2). The
increase in the variety of food in the menu in parallel to the increasing seating capacity could have played a
role here. Again, increasing number of customers results in more customers with different preferences and
expectations. Therefore, there is a need to include different variety of food items in the menu to meet a wide
range of expectations. On the other hand, the variety of food in a menu can be a reason to prefer a restaurant.
In fact, Sparks et al. (2003) proved in their study that that food diversity on a menu has an important role in

customers' restaurant selection criteria.

The study revealed that the preliminary reasons (respectively) of the restaurants to have traditional food on

their menu; “to represent / sustain country’s cuisine”, “to ensure customer satisfaction”, and “to meet
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customer expectations” (Table 3). A study reported that the main reasons for customers to prefer ethnic
restaurants were that these restaurants"have food different from those they have at home, food of different
cultures and tastes"(Roseman, 2006). Another study claimed that a customer's decision to buy certain food is
influenced by the perception of that food as authentic and therefore customers not knowing food names and
the ingredients used in such food would not have a negative effect on the sales (Kim et al., 2017). Sukalakamala
and Boyce (2007) found that people who want to know and learn about different cultures go to ethnic
restaurants and the most important criteria to choose an ethnic restaurant are the authentic taste of food and
use of authentic ingredients. In parallel to the findings of this study, the above studies demonstrate that
customers are interested in food of different countries/cultures and there is a demand for local food.
Moreover, a study reported that the level of satisfaction of Japanese tourists visiting Korea from Korean food is

associated with their intention to visit Korea again. (Lee et al., 2005).

Research result shows that foreign tourists consume traditional food more when compared to the total number
(Table 4). A desire to learn about different cultures can be an important reason for foreign tourists to prefer
traditional food (Roseman, 2006). According to the research, local customers and local tourists in Italy and
local customers in Czech Republic prefer traditional food with a high amount of number. In Turkey, mostly the
foreign tourists prefer traditional food (Table 4). Main reasons for local tourists and local customers to prefer
traditional food in restaurants are that preparation of traditional food requires a long time, special skills and

sometimes special equipment (Gaudin et al., 2015).

Milosevi¢ et al. (2012) found that the motivations that affect European consumers' food choices are similar. In
their study in four Asian countries, Prescott et al. (2002) found that the food choices of consumers are
different. While in this study local customers in Italy and the Czech Republic showed similar preferences in food
to those in the study of MiloSevi¢ et al. (2012) which are compatible with the findings in the literature,
preferences of local customers in Turkey differ from these two European countries. According to the World
Tourism Organization, food tourism is a regional phenomenon. In other words, regional markets are the first to
market products of gastronomy tourism, followed by national and local markets and thirdly by international
market (UNWTO, 2012). While the above data of the World Tourism Organization and the findings from lItaly

and Czech Republic are similar, in Turkey foreign tourists show the highest interest in traditional food.

In recent years, traditional food has become more popular with the influence of driving factors such as the
desire to learn other cultures, and have different experiences. People specifically plan their holidays to
experience traditional food in their original locations (which has led to a new tourism segment called
gastronomy tourism) but also, they try traditional food in their travels for other purposes. This study has shown
that businesses in this industry are well aware of this new trend and therefore include traditional food in their
menus. Considering the fact that this consumer demand is a new development in the industry, newer, younger

businesses tend to offer traditional food more.
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Besides, the findings of this study show that the people in the industry are aware of this increasing interest of
consumers. Because the main objective of having traditional food in menus is "to promote/conserve a
country's cuisine" followed by "to achieve customer satisfaction" and "to meet customer expectations". This
new trend can help a business increase their revenues by reviewing their restaurant menus to include more

traditional foods as well as increasing restaurants' success in terms of popularity, continuity, and recognition.

SUGGESTIONS

The findings of this study can help restaurant owners/managers in developing their menu strategies. Further
studies using higher populations in different countries can investigate sales of traditional food in the industry
and affecting factors. Furthermore, this study is focused on traditional food in general. Further studies can

focus on more specific traditional food and drinks.
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RESTORANTLARDA GELENEKSEL YiYECEKLERIN SATISINDA ETKiLi OLAN FAKTORLER

TURKCE GENiS OZET
GiRiS

Geleneksel gidalar yiyecek igecek sektoru igin dnemli bir pazarlama degeri tagimaktadir. Cinkii son yillarda
geleneksel gidalara artan bir tiketici ilgisi vardir (Kivela and Crotts, 2005; Vanhonacker et al. 2010). Geleneksel
gidalarin ticari degeri isletme satiglarini artirmanin da 6tesinde 6nem tasimaktadir. Turizm pazarinin blylyen
segmenti olan gastronomi, bir destinasyonun gelismesinde ve rekabet gilici kazanmasinda énem tasimaktadir
(Lopez-Guzman and Sanchez-Caiizares, 2012). Boylece geleneksel gidalar kullanilarak bir bolgeye turizm
destinasyonu olma 6zelligi kazandirilabilecegi gibi, mevcut destinasyonlarda turizm potansiyelinin artiriimasi ve

yil boyu turist strekliliginin saglanmasi bakimindan da 6nemli bir katki olusturulabilir (Kivela and Crotts, 2005).

Restoran yoneticilerini menl gelistirme stratejilerinde geleneksel yemekleri kullanmaya cesaretlendirmek igin
restoranlarda geleneksel yiyeceklerin satiimasinda etkili olan faktérleri tespit etmek amaciyla bu arastirma
yapilmistir. Bu nedenle arastirmanin amaglari; farkh ulkelerde bulunan, farkh profildeki restoranlarda (1)
menide geleneksel yiyecek bulunma durumunu anlamak, (2) menisiinde geleneksel yiyecek bulunan
isletmelerde, meniide geleneksel yiyecekleri bulundurma amaclarini belirlemek, (3) menisiinde geleneksel

yiyecek bulunan isletmelerde, geleneksel yiyecekleri en fazla tercih eden misteri grubunu tespit etmektir.
YONTEM

Bu arastirma restoran menilerinde geleneksel yiyeceklerin satilmasinda etkili olan isletme profili ve misteri
grubu ile ilgili faktorleri ortaya ¢ikarmak igin planlanip yaratilmustir. Verilerin toplanmasinda yapilandiriimis
anket formu kullanilmistir. Anket formlari Gg farkli ilkede (italya, Cek Cumhuriyeti ve Tiirkiye) restoran
calisanlarina (n=576) uygulanmustir. isletmeler faaliyet siiresine gére dort gruba ayrilarak, faaliyet siiresi ile
restoranda geleneksel yiyecekler satilmasi arasindaki iliski arastirilmistir. Yine isletme buydklGginin meni
icerigi ve geleneksel yiyecek satisi ile ilgisi olabilecegi distinilerek, isletmeler yillik misteri kapasitesine gore li¢

gruba ayrilmis ve kapasitenin etkisi test edilmistir.

Verilerin toplanmasinda kullanilan anket formu restoranlarda geleneksel yiyecek satisi, isletmenin profili ve
katihmcilarin demografik 6zelliklerini iceren sorulardan olusturulmustur. Verilerin analizinde SPSS 16.0 paket
programi kullanilmistir. Restoranlarda geleneksel yiyecek bulunma durumunun dagilimi isletmenin bulundugu
tlke, isletmenin faaliyet siiresi ve misteri kapasitesi bakimindan X? testi ile karsilastirilmistir. Meniisiinde
geleneksel yiyecek bulunan isletmelerdeki “geleneksel yiyecek satmalarindaki amag/amaclar” ile isletmede en
fazla geleneksel yiyecek tercih eden misteri grubunun dagihmi isletmenin bulundugu (lke, isletmenin faaliyet

siiresi ve misteri kapasitesine gore farkhligi X2 testi ile degerlendirilerek, tablolar halinde sunulmustur.
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BULGULAR

Tablo 2’de gorildiigii gibi arastirmaya katilanlarin %25.2’si italya, %37.8’i Cek Cumhuriyeti ve %37.0'I
Tirkiye’dendir. Katilimcilarin galismakta olduklari isletmelerin faaliyet siiresine bakildiginda, yarisindan fazlasi 7
yil ve daha uzun siredir, %21.7’si ise 3 yil ve daha az siredir isletmenin faaliyette oldugunu belirtmislerdir.
isletmelerin %82.8’inin meniisiinde geleneksel yiyecek bulundugu, llkeler arasinda istatistiksel olarak anlamli

bir fark olmadigi gorilmustir (p>0.05).

isletmenin faaliyet siiresi ile geleneksel yiyecek bulundurma durumu arasinda énemli fark bulunup (p<0.05), en
fazla 3 yil ve daha az siiredir faaliyette olan isletmelerin menisiinde geleneksel yiyecek bulundugu (%88.0), en
az da 11 yil ve daha uzun siredir faaliyette olan isletmelerin menusiinde geleneksel yiyecek bulundugu (%76.9)
tespit edilmistir. isletmenin miisteri kapasitesi ile dogru orantili bir sekilde geleneksel yiyecek bulundurma

durumunda artis goriilmis ve bu sonug istatistiksel olarak da 6nemli bulunmustur (p<0.001).

Personele gore isletme mendilerinde geleneksel yiyecek bulunmasindaki amaglar arasinda en 6nde “Ulke
mutfaginin tanitilmasi/yasatilmasi” (%42.0) gelmektedir. Bunu sirasiyla miisteri memnuniyeti saglamak (%38.9),
musteri beklentilerini karsilamak (%26.0), rekabet Ustlinligu elde etmek (%11.5) ve isletme karhhgini artirmak
(%10.2) izlemektedir. isletmenin bulundugu iilkeye gére amaglar kiyaslandiginda Cek Cumbhuriyetinde ilke
mutfaginin tanitilmasi/yasatilmasi amaci digerlerine (italya ve Tiirkiye’ye) kiyasla daha az (%31.7), misteri
memnuniyeti saglamak amaci ise diger iki lUlkeye kiyasla daha fazla (%45.4) belirtilmis olup farklilik istatistiksel
acidan da 6nemlidir (sirasiyla p<0.001 ve p<0.05). Rekabet Ustinligl elde etmek (%6.6) ve isletme karliligini
artirmak (%4.7) en az Turkiye'deki katihmcilar tarafindan belirtilmis olup, istatistiksel agidan (lkeler arasinda

onemli fark tespit edilmistir (sirasiyla p<0.05 ve p<0.01).

isletmenin faaliyet siiresine gére amagclar degerlendirildiginde; 11 yil ve daha uzun siiredir faaliyette olan
isletmelerde calisan katihmcilar isletmelerinin menilerinde geleneksel yiyecek bulundurma amaglari arasinda
musteri beklentilerini karsilama (%32.8) ve rekabet Ustiinligl elde etme (%19.4) daha fazla olup, istatistiksel

olarak diger amaglar ile isletmenin faaliyet stiresi arasinda fark bulunamamistir (p>0.05).

isletmenin misteri kapasitesine gdre amaglari kiyaslandiginda; llke mutfaginin tanitilmasi/yasatiimasini
geleneksel yiyecekleri menide bulundurma nedeni olarak belirtenlerin misteri kapasitesine goére fark
gostermedigi (p>0.05) bulunmustur. Diger bitin amaglarda en distk dagilim musteri kapasitesi 10000’den az
olan isletme galisanlarinda, en fazla dagilim da musteri kapasitesi 22000 ve Uzerinde olan isletme calisanlarinda

belirlenmistir (p<0.01).

Genel toplamda katilimcilarin %41.5’i en fazla isletmeye gelen misterilerden yabanci turistlerin geleneksel
yiyecek tercih ettigini belirtmis, bunu sirasiyla yerli misteri (%35.2) ve yerli turist (%29.0) izlemistir. Geleneksel

yiyecekleri tercih eden miisteri gruplari restoranin bulundugu iilkeye gére incelendiginde; italya (%42.1) ve Cek
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Cumbhuriyetinde (%42.2) yerli musteriler Turkiye'ye goére daha fazla geleneksel yiyecek tercih etmektedir
(p<0.001). italya’da geleneksel yiyecek tercih eden yerli turistler (%42.1) diger iki ilkeden daha fazla dagilim
gostermektedir. Bu fark istatistiksel olarak da dnemli bulunmustur (p<0.001). Tiirkiye’deki restoranlarda galisan
katihmcilar en fazla yabanc turistlerin geleneksel yiyecekleri tercih ettigini (%52.6) belirtmis, Cek
Cumhuriyetinde de yakin bir sonug elde edilmistir (%40.4). italya’da ise geleneksel yiyeceklerin tercihinde
yabanci turistler daha az bir dagilima sahip (%26.9) olup, tlkeler arasindaki fark istatistiksel agidan da énemli

bulunmustur (p<0.001).

Geleneksel vyiyecekleri en fazla tercih eden miusteri grubu isletmelerin faaliyet slresine gore
degerlendirildiginde musteri gruplarinin higbirinde isletmenin faaliyet siiresine gore o6nemli bir fark
bulunamamistir (p>0.05). Benzer sekilde isletme kapasitesine gore de yerli musteriler ve yerli turistler igin
istatistiksel agidan 6nemli bir fark yoktur (p>0.05). Ancak geleneksel yiyecekleri en fazla yabanci turistlerin

tercih ettigi isletmeler, misteri kapasitesi 10000’den fazla olan isletmeler olarak ortaya c¢ikarilmistir (p<0.001).
SONUC

Son yillarda insanlarin baska kiltlrleri 6grenme istegi, degisik tecriibeler yasama arzusu gibi itici faktorlerin
etkisi ile geleneksel yiyecekler popdlerlik kazanmistir. Bu arastirma gostermistir ki, bu yeni egilimin isletmeler
de farkinda ve menilerde geleneksel gidalara yer verilmektedir. Hatta tiiketici yonindeki bu talebin yeni bir
gelisme olmasina bagli olarak daha geng isletmelerde geleneksel gidalar daha fazla kullanilmaktadir. Bu yeni
trend restoranlarda menilerin gbzden gegirilip yoresel gidalarla zenginlestirilmesi sayesinde isletme gelirlerine
onemli bir katki saglayabilecegi gibi, isletmenin taninirhgi, populerligi ve devamliligi agisindan da basarisini
artirabilir. Bu arastirmanin bulgulari, restoran sahiplerine /y6neticilerine meni gelistirme stratejilerinde katki

saglayabilir.

Anahtar Kelimeler: Kiltir, men(, restoran, geleneksel gida.

2147 Memis Kocaman, E. (2018). The Factors Effective in the Sale of Traditional Food in Restaurants,
International Journal of Eurasia Social Sciences, Vol: 9, Issue: 34, pp. (2134-2149).



UOESS Year: 9, Vol:9, Issue: 34 DECEMBER 2018

REFERENCES

Almli, V.L, Verbeke, W.,Vanhonacker, F., Naes, T., & Hersleth, M. (2011). “General Image and Attribute
Perception of Traditional Food in Six European Countries.” Food Quality and Preference, 22(1): 129-
138.

Chang, M.J., & Cho, M.S. (2000). “Recognition and Preference to Korean Traditional Food of Foreign Visitors in
Korea.” Journal of the Korean Society of Food Culture, 15(3): 215-223.

Dobbins, R., & Pettman, B.0. (1998). “Implement a Winning Marketing Strategy.” Management Research News,
21(6): 10-16.

Ferrandi, J. (2012). Le Produit Nostalgique Alimentaire: un Produit Authentique? Journée AFM du Marketing
Agroalimentaire, Monpellier, 28. https://umr-
moisa.cirad.fr/content/download/5511/37908/version/1/file-/Ferrandi+JMAM+2012.pdf.

Fields, K. (2003). “Demand for the Gastronomy Tourism Product: Motivational Factors.” Tourism and
Gastronomy. (Ed) A.M. Hjalager & G. Richards. London & New York: Routledge, E-Publishing Inc. 36-50

Gaudin, V.L., Receveur, O., Girard, F., & Potvin, L. (2015). “Facilitators and Barriers to Traditional Food
Consumption in the Cree Community of Mistissini, Northern Quebec.” Ecology of Food and Nutrition,
54(6): 663-692. doi: 10.1080/03670244.2015.1072815

Ha, J., & Jang, S.S. (2010). “Perceived Values, Satisfaction, and Behavioral intentions: The role of Familiarity in
Korean Restaurants.” International Journal of Hospitality Management, 29(1): 2-13.

Hall, C.M., & Sharples, L. (2003). “The Consumption of Experiences or the Experience of Consumption? An
Introduction to the Tourism of Taste.” Food Tourism Around the World Development, Management
and Markets (Ed) C.M. Hall, L. Sharples, R. Mitchell, N. Macionis & B. Cambourne. London& New York:
Routledge, E-Publishing Inc. 1-24

Hashimoto, A., & Telfer, D.J. (2006). “Selling Canadian Culinary Tourism: Branding the Global and the Regional
Product.” Tourism Geographies, 8(1): 31-55.

Herrera, C.F.,Herranz, J.B., & Arilla, J.M.P. (2012). “Gastronomy’s Importance in the Development of Tourism
Destinations in the World.” Global Report on Food Tourism (Ed) D. llin & |. Gaztelumendi. Madrid,
Spain: World Tourism Organization. 6-9

Kim, Y.G., Eves, A., & Scarles, C. (2009). “Building a Model of Local Food Consumption on Trips and Holidays: A
Grounded Theory Approach.” International Journal of Hospitality Management, 28(3): 423-431.

Kim, J.H., Youn, H., & Rao, Y. (2017). “Customer Responses to Food-Related Attributes in Ethnic Restaurants.”
International Journal of Hospitality Management, 61: 129-139.

Kivela, J., & Crotts, J.C. (2005). “Gastronomy Tourism: A Meaningful Travel Market Segment.” Journal of
Culinary Science & Technology, 4(2-3): 39-55. doi: 10.1300/J385v04n02_03

Kivela, J., & Crotts, J.C. (2006). “Tourism and Gastronomy: Gastronomy's Influence on How Tourists Experience
a Destination.” Journal of Hospitality & Tourism Research, 30(3): 354-377.

Lee, Y.J., Seo, Y., Joo, H.S., & Choi, S.K. (2005). “A Study on the Satisfaction for the Menu Quality of Korean

Traditional Food of Japanese Tourists.” Journal of the Korean Society of Food Culture, 20(2): 283-291.

2148 Memis Kocaman, E. (2018). The Factors Effective in the Sale of Traditional Food in Restaurants,
International Journal of Eurasia Social Sciences, Vol: 9, Issue: 34, pp. (2134-2149).


http://www.emeraldinsight.com/author/Dobbins%2C+Richard
http://www.emeraldinsight.com/author/Pettman%2C+Barrie+O

UOESS Year: 9, Vol:9, Issue: 34 DECEMBER 2018

Liu, S.Q., & Mattila, A.S. (2015). “Ethnic Dining: Need to Belong, Need to be Unique, and Menu Offering.”
International Journal of Hospitality Management, 49: 1-7.

Lépez-Guzman, T., & Sanchez-Caiizares, S. (2012). “Gastronomy, Tourism and Destination Differentiation: A
Case Study in Spain.” Review of Economics & Finance, 1: 63-72.

MiloSevi¢, J., Zezelj, I., Gorton, M., & Barjolle, D. (2012). “Understanding the Motives for Food Choice in
Western Balkan Countries.” Appetite, 58(1): 205-214.

Pieniak, Z.,Verbeke, W., Vanhonacker, F., Guerrero, L., & Hersleth, M. (2009). “Association Between Traditional
Food Consumption and Motives for Food Choice in Six European Countries.” Appetite, 53(1): 101-108.

Prescott, J., Young, O., O'neill, L., Yau, N. J. N., & Stevens, R. (2002). “Motives for Food Choice: a Comparison of
Consumers from Japan, Taiwan, Malaysia and New Zealand.” Food Quality and Preference, 13(7): 489-
495.

Roseman, M. G. (2006). “Changing Times: Consumers Choice of Ethnic Foods When Eating at Restaurants.”
Journal of Hospitality & Leisure Marketing, 14(4): 5-32. doi: 10.1300/J150v14n04_02

Sparks, B., Bowen, J.,, & Klag, S. (2003). “Restaurants and the Tourist Market.” International Journal of
Contemporary Hospitality Management, 15(1): 6-13

Sukalakamala, P., & Boyce, J.B. (2007). “Customer Perceptions for Expectations and Acceptance of an Authentic
Dining Experience in Thai Restaurants.” Journal of Foodservice, 18(2): 69-75.

UNWTO (World Tourism Organization) (2012). Global Report on Food Tourism, Madrid, Spain: World Tourism
Organization.

UNWTO (World Tourism Organization) (2017). Affiliate Members Report: Volume Sixteen - Second Global
Report on Gastronomy Tourism, Madrid, Spain: World Tourism Organization.

Vanhonacker, F.,Verbeke, W., Guerrero, L., Claret, A., Contel, M., Scalvedi, L. et al. (2010). “How European
Consumers Define the Concept of Traditional Food: Evidence from a Survey in Six Countries.”
Agribusiness, 26(4): 453-476.

Wang, O., De Steur, H., Gellynck, X., & Verbeke, W. (2015). “Motives for Consumer Choice of Traditional Food
and European Food in Mainland China.” Appetite, 87: 143-151.

2149 Memis Kocaman, E. (2018). The Factors Effective in the Sale of Traditional Food in Restaurants,
International Journal of Eurasia Social Sciences, Vol: 9, Issue: 34, pp. (2134-2149).



