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PREFACE

The dynamic field of tourism is continuously evolving, with gastronomy
tourism occupying a pivotal role in this transformation. It is with great
pleasure that I introduce this comprehensive volume, which delves into the
intricate and multifaceted intersections between gastronomy and tourism. This
book endeavors to provide an in-depth examination of the innovative trends,
technological advancements, and cultural significance that shape this vibrant
sector.

The first chapter, The Role of Molecular Gastronomy in Planning Food and
Beverage-Based Tourism Demand, explores the profound impact of molecular
gastronomy on the tourism industry. It underscores the pivotal role of molecular
culinary techniques in creating unique and scientifically grounded gastronomic
experiences that drive tourism demand.

In the second chapter, New Trends in Gastronomy: Impact of Global Changes
and Innovative Approaches, the focus shifts to the ever-changing landscape
of gastronomy. This chapter examines how global changes and innovative
approaches are transforming traditional food cultures, offering novel taste
experiences and pushing the boundaries of culinary art.

Chapter three, Innovation in the Kitchen: Evaluation of Artificial Intelligence
Applications, delves into the transformative power of artificial intelligence in
gastronomy. From nutritional evaluation to kitchen automation and personalized
nutrition recommendations, this chapter provides a detailed analysis of how Al
is revolutionizing the food and beverage industry.

The fourth chapter, Evaluation of Fennel (Foeniculum Vulgare) Plant in
Terms of Its Use in Turkish Cuisine, offers a fascinating exploration of the
fennel plant’s culinary and nutritional significance. This chapter highlights the
importance of utilizing local and sustainable ingredients within the context of
Turkish cuisine.

In the fifth chapter, Assessment of Zengibar Walking Route within the Context
of Ecotourism and Tourism Development, the focus broadens to encompass the
field of ecotourism. This chapter evaluates the potential of the Zengibar Walking
Route in Konya, emphasizing its historical, cultural, and natural significance as
a prime ecotourism destination.

Chapter six, Living Kitchen Trend, introduces the innovative concept of the
Living Kitchen movement. This chapter explores how this trend enhances the
gastronomic experience by engaging tourists in interactive culinary practices
that highlight local food culture and traditions.
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The final chapter, The Effects of Social Media and TV Programs on
Gastronomy Tourism, examines the powerful influence of digital media on
gastronomy tourism. This chapter analyzes how social media platforms and
television programs shape food and beverage culture, influencing tourism
demand and destination selection.

Collectively, these seven chapters provide a holistic and insightful
perspective on the multifaceted world of gastronomy tourism. This volume
aspires to inspire further research, innovation, and collaboration in this exciting
field, ultimately contributing to the sustainable development of tourism and the
preservation of our rich culinary heritage.

In closing, I extend my deepest gratitude to the esteemed authors of each
chapter. Their scholarly contributions and dedication to advancing the field of
gastronomy tourism have been instrumental in the creation of this book. It is
my hope that their work will inspire readers and serve as a valuable resource
for academics, industry professionals, and all those interested in the dynamic
interplay between gastronomy and tourism.

Sincerely,

Editors:
Muhammet ERBAY
Giilgin ALGAN OZKOK



THE ROLE OF MOLECULAR GASTRONOMY IN PLANNING FOOD AND
BEVERAGE-BASED TOURISM DEMAND

Hasan Ali Erdogan’, Yilmaz Secim?, Kadir Berkay Yarici®

1. Introduction

Tourism is a rapidly growing industry that directly shapes the social,
economic and environmental structure. Attractiveness, the first and main
influential component of the tourism industry, plays a decisive role in shaping
development. Due to its purely subjective nature, attractiveness paves the way
for changes in the tourism system to depend on many different actors that
trigger each other. One of these actors is the catering industry, which influences
tourism as an important driver of development. Studies evaluating food and
beverages as touristic products, linking agricultural production, tourism
supply and tourism economy date back to the early 1970s and 1980s. Today,
gastronomy products show themselves as a touristic product as an attractive
element of cultural tourism. Local and established foods, which emphasize
cultural difference, authenticity and sense of place, thus facilitating competitive
advantage for destinations, can also be an important destination. In recent years,
it has often been emphasized that the gastronomy experience is a useful tool
in creating market destinations and market diversification by centralizing the
gastronomy tourism experience in order to attract more tourists and work more.

Given the global interest in food, which is emerging as a strong and
important tourism segment, it is clear that the tourist experience is complex
and needs to be thoroughly addressed from both the demand and supply side.
Good food and beverage and a good environment can be the key to creating a
sustainable experience rather than a one-time experience. Therefore, the food or
beverage consumed, the location or setting, the service situation, innovation and
authenticity should be considered as tourist products. Sensory and emotional
connections, social and interpersonal connections, novelty and experiential
connections, focus, attention and reflective connections are all important for
a gastro-experience to be memorable. Also, optimizing the nutritional value of
food and beverages and their impact on health is another detail that has recently
been demanded. Molecular gastronomy makes it possible to create new and
unique flavors and textures through methods such as sous-vide, spherification,
emulsification and foaming, and to cook food at low temperatures and for long

1 Necmettin Erbakan University, Faculty of Tourism, Tiirkiye, E-mail: haerdogan@gmail.com, ORCID: 0000-0002-1795-
4607

2 Necmettin Erbakan University, Tiirkiye, E-mail: ysecim@erbakan.edu.tr, ORCID: 0000-0002-9112-7650

3 Necmettin Erbakan University, Tiirkiye, E-mail: berkayyarici@gmail.com.tr, ORCID: 0009-0009-5787-7827



2 ‘ CULINARY CROSSROADS: GASTRONOMY, INNOVATION, AND THE TOURIST EXPERIENCE

periods of time while preserving delicate textures. It can be predicted that the
benefits that molecular gastronomy and its techniques can offer to tourism can
increase demand trends (i.e. tourist behavior) as a universal component.

As the culinary ecosystem becomes an important part of the tourism
industry, it is necessary to focus on building partnerships, collaboration and
strong solidarity networks to develop healthy and unique tourist products and
experiences. The innovations offered by molecular cuisine require large-scale
and multifaceted collaborations, not only in the field of gastronomy, but also
in health, food science and nutrition. To manage this multicomponent process
and to establish the sustainability of the demand for gastro-tourism, a clear
vision and participatory effort of the integration of molecular gastronomy and
its techniques into the industry is needed.

The main purpose of this study is to reveal the potentials and possibilities
for molecular gastronomy to be brought more actively into the tourism industry
in creating new, different and science-based alternatives to increase demand
trends in gastro-tourism. Thus, to demonstrate the capacity of molecular
gastronomy applications to offer a wide range of creative possibilities for both
tourism businesses and individual enthusiasts with the infrastructure it creates
to explore new taste profiles and textures. This paper aims to comprehensively
examine the basic principles of molecular culinary techniques, their impact on
gastronomy practice, and the potential future development areas of this field.
The outputs of the study contribute to furthering the sustainable demand trends
that are the lifeblood of tourism by introducing a complementary production
system for gastronomy tourism. Research and Publication Ethics were followed
in this study.

2. Conceptual Framework

By describing the current situation about touristic product, gastronomic
product and molecular cuisine, the subject was discussed in a conceptual
framework with references from the literature.

2.1. Touristic Product

Planning is an essential element of successful tourism development and
management. Especially accurate forecasting of demand is a tool that directly
affects the success of tourism planning and therefore ensures the survival of the
sector. The determinant actor of touristic demand is the touristic product. It is
seen that the touristic product has an important place in tourism planning.

An industry is characterized by a general product and production process.
The acceptance of tourism as an industry is related to the existence of a product
and product process. Medlik and Middleton conceptualize tourism products
as the set of activities, services and benefits that make up the entire tourism
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experience and state that the product consists of five components: destination
attractions, destination facilities, accessibility, visuals and price. This conceptual
model is frequently referenced by other authors such as Wahab, Crampon and
Rothfield, Schmoll and Gunn. Middleton defines the term ‘tourist product’
on two different levels: the ‘specific’ level, which is more specific, such as
an airplane seat, and the ‘total’ level, which is all the experiences from the
beginning of the trip until the moment of return.

Table 1: Functions of the Touristic Product

Primary Intermediate Inputs Intermediate Final Result
Production (Facilities) Outputs (Experience)
(Sources) (Services)
-Soil -Parks Park narration -Recreation
-Labor Force -Holiday villages -Guidance services -Social persons
-Su -Transport vehicles -Cultural shows -Education
-Agricultural > -Museums > -Souvenirs > -Relaxation
products -Craft shops -Procedures -Remembrances

-Convention
-Fuel centers -Performances -Business
-Building -Hotels -Invitations connections
-Capital -Restaurants - Food and drinks

-Rental vehicle fleets - Festivals and

events

Source: Stephen L.J. Smith, The tourism product. Annals of Tourism Research 21(3), 1994,
582-595.

With the functions of the tourism product in Table 1, Smith seems to
emphasize the concept of the tourism product as a means to bridge the
production-consumption links: it starts with upstream activities (primary
production or resources) and ends with a downstream activity. According to
Smith, the consumer experience is the result of the tourism product and creates
unending values between the product, distribution, purchasing activities and
the customer.

On the other hand, Jefferson and Lickorish defined the tourism product as
‘a collection of physical and service features and symbolic associations that are
expected to meet people’s wants and needs’. According to Olali, atourism product
is a combination of various services such as transportation, accommodation,
food, beverage and entertainment. Touristic products generally include services
that are subjective rather than objective. Therefore, it is difficult for touristic
products to reach a standard quality. They cannot be stored and it is also very
difficult to adapt supply to demand because they are inflexible. On the other
hand, an element of attraction that will generate tourism activity can also be
considered as a tourist product.
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In this respect, it is seen that researchers in the academic field are based on
different bases as a touristic product and divide tourism into types accordingly

(Table 2).
Table 2: Types of Touristic Product Based Tourism

Types of Tourism Product Source

Rural-rural tourism Rural life, nature (Pesonen, Komppula,
Kronenberg, & Peters, 2011)

Agro-agricultural Agriculture life (Phillip, Hunter, & Blackstock,

tourism 2010)

Culture-culture tourism Cultures and cultural products (McKercher, 2002; McKercher
& du Cros, 2003)

Mountaineering Mountains and mountain climbing (Pomfret, 2006)

tourism activity

Backpacking- Freedom, carefree wanderings, (Chen, Bao, & Huang, 2014)

backpacker romantic pastimes, adventure

Tourism

Bird Watching-birding  Birds and their mysterious lives (Chen & Chen, 2015)

Golf tourism Recreative activities such as golf ~ (Kim & Ritchie, 2012)

On the other hand, it is not surprising that some researchers have also traced
the search for tourism that develops with the attractive effect of gastronomy
products.

2.2. Molecular cuisine as a gastronomic product

In the current literature, the gastronomic product has been defined in different
ways , as an interdisciplinary subject linked to many different fields such as
anthropology, agriculture and sociology . ‘Gastronomy’ is etymologically
composed of the Ancient Greek terms ‘gastro-’ meaning ‘stomach’ and
‘nomos’ meaning ‘knowledge or law’, which in fact means ‘knowledge/law
of the stomach’. A gastronomic product is defined as a product that provides
information about the culture and people of a destination related to the
preparation and eating of food.

By creating themed experiences for consumers, creating value for the
demand for gastronomic products and creating gastronomy-based travel
experiences for the growth of food with communities, the gastronomic product
contributes to three areas: (1) regional/local development, (2) sustainability
and (3) deep integration with local food systems. Gastronomic product
development strategies are also supported by local agri-food policies as they
can help agriculture and food industries. In particular, the gastronomic product
brings to light the host culture, heritage and traditions while developing a sense
of pride and ownership in the local community.

In addition to stimulating the agricultural sector by increasing local
production, the gastronomic product is considered an important potential
mechanism for keeping tourism revenue in the region and increasing the
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distribution of tourism benefits or value creation to visitors and the local
community. In this respect, the gastronomic product helps the sustainability
of the destination and its role in its marketing is of high importance. After all,
more than 33% of the money spent by tourists is spent on food. Food and food-
related activities are an important source of tourism and gastronomic products
are becoming an important component in motivating destination choice.
Therefore, food services offered in catering establishments need to follow food
trends to meet guests’ expectations. Among the trends in the catering market,
molecular cuisine is reported to be prominent.

Molecular cuisine can be defined as an interdisciplinary field that studies
the physical and chemical transformations of food and translates this
scientific knowledge into innovative gastronomic practices. This field draws
on fundamental sciences such as molecular biology, chemistry, physics and
engineering to understand the phenomena that occur during the preparation
and consumption of food. Molecular cuisine has revolutionized the world of
gastronomy by redefining traditional cooking methods. The term molecular
cuisine was first defined in 1988 and aims to investigate the mechanisms of
phenomena that occur during the preparation and consumption of food. This
discipline studies physical and chemical changes to optimize the texture, aroma
and flavor of food. For example, the sous-vide technique allows food to be
cooked at low temperature for long periods of time, preserving delicate textures
while retaining their nutritional value. The spherification technique creates
unusual and aesthetic presentations by transforming liquids into gelatinous
spheres.

The importance of molecular cuisine is not only seen in gastronomic
innovations, but also in the fields of health and nutrition. Molecular gastronomy
techniques contribute to the development of healthy eating habits by preserving
and even increasing the nutritional value of foods. Furthermore, molecular
cuisine plays an important role in designing personalized nutrition plans and
diets, allowing the development of an in-depth understanding of the components
of foods. Molecular cuisine also has the potential to reduce food waste. By
optimizing the chemical and physical properties of food, it can make it last
longer and generate less waste. This is a huge advantage for sustainable food
production and consumption. Molecular cuisine is a field that is redefining the
relationship between science and gastronomy, with far-reaching implications
for both culinary art and food science and nutrition. The innovations offered by
this discipline aim to optimize not only the taste and texture of foods, but also
their impact on health. In this context, molecular cuisine is of great importance
for future gastronomic practices and the development of healthy eating habits.
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2.3. History and development of molecular cuisine

Molecular cuisine can be defined as an interdisciplinary field that emerged
with the aim of understanding the physical and chemical transformations of
food and translating this scientific knowledge into innovative gastronomic
practices. The origins of this field date back to the late 1980s and early 1990s.
The term was first coined in 1988 by French chemist Hervé This and Hungarian
physicist Nicholas Kurti. They sought to develop a scientific approach to the
study of the chemical and physical changes that occur during the cooking
of food. Molecular gastronomy, which was officially introduced for the first
time in 1992 at an international symposium in Erice, Sicily, has attracted the
attention of many chefs and scientists around the world. The development
process of molecular cuisine gained great momentum especially in the 2000s.
In this period, names such as Spanish chef Ferran Adria, British chef Heston
Blumenthal and American chef Grant Achatz drew attention by applying
molecular gastronomy techniques in their kitchens. By combining traditional
cooking methods with scientific principles, chefs have created unique flavors
and textures. For example, Adria’s restaurant El Bulli is considered one of the
most important centers of molecular gastronomy, while Blumenthal’s The Fat
Duck restaurant has similarly gained a reputation for its innovative culinary
techniques.

Ferran Adria has become a leading figure in molecular gastronomy with
the innovative techniques and creative presentations he has developed at his
restaurant El Bulli. The techniques used in Adria’s kitchen involve various
physical and chemical processes to optimize the texture, aroma and taste of
food. At The Fat Duck restaurant, Heston Blumenthal is known for his cooking
methods backed by scientific principles. Blumenthal is particularly known for
his low-temperature cooking and sous-vide techniques and has popularized these
techniques in the culinary arts. At the same time, Herve This’s work established
the scientific foundations of molecular gastronomy, enabling chefs to integrate
this knowledge into their kitchens. Names such as Spanish chef Ferran Adria,
British chef Heston Blumenthal and American chef Grant Achatz have attracted
attention by applying molecular gastronomy techniques in their kitchens.
Harold McGee’s ‘On Food and Cooking’ has been a fundamental resource
for understanding the chemical and physical changes in the cooking process .
At the same time, Herve This’s work established the scientific foundations of
molecular gastronomy, allowing chefs to integrate this knowledge into their
kitchens.

2.4. Key features of molecular cuisine

Molecular cuisine is a discipline that pushes the boundaries of gastronomic
experiences by manipulating the chemical and physical properties of foods.
Techniques used in this field include making various changes to the chemical
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composition and physical structure of foods to optimize their textural and flavor
profiles. Here, physical properties include the texture, density, viscosity and
thermal properties of foods. These properties play an important role in cooking
and presentation processes. For example, viscosity and density are among the
physical properties of the steal molasses produced in the Tokat region. Likewise,
changes in the physical properties of potatoes according to storage conditions are
examples of studies in this field. Chemical properties determine the nutritional
value, flavor and safety of foods. Chemical components include water content,
proteins, fats, carbohydrates, vitamins and minerals. These components affect
the nutritional value and functionality of foods. For example, the chemical
properties of Van herb cheeses include their protein, fat and salt content. The
chemical properties of tomato paste are similarly evaluated. Molecular cuisine
also optimizes the flavor profile and nutritional value of foods by controlling
biochemical reactions and enzymatic reactions involved in food ripening and
spoilage. For example, proteases and lipases contribute to flavor and texture
development through proteolysis and lipolysis reactions during the ripening
process of cheeses.

In terms of sensory properties, foods are determined by factors such as taste,
smell, texture and appearance. These characteristics directly influence consumer
preferences and food quality. Sensory analysis is used to assess the acceptability
of foods, which plays an important role in product development processes.
For example, the sensory characteristics of cheeses produced from different
types of milk have an impact on the flavor and acceptability of the cheese.
Molecular cuisine explores ways to preserve and enhance the nutritional value
of foods. This means making foods healthier and developing functional foods.
For example, some molecular gastronomy techniques can preserve bioactive
components in foods and increase their bioavailability. Understanding the
physical and chemical properties of foods in molecular cuisine shows how these
properties can be manipulated in creative and innovative culinary applications.
This knowledge enables industry to create gastronomic experiences and
respond to consumer expectations through emulsification and gelatinization
applications (Table 3).

Emulsification is a process of mixing two or more immiscible liquids. It
usually occurs when one liquid is dispersed in small droplets in another liquid. In
this process, normally immiscible liquids, such as water and oil, use surfactants
called emulsifiers to form a stable mixture. Emulsifiers are molecules with
hydrophobic (water- hating) and hydrophilic (water-loving) ends. This dual
property allows emulsifiers to wrap around oil droplets and remain stable in
water. Thus, emulsions can remain intact over time.
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Table 3: Applications in Molecular Cuisine

Application Examples of use cases

Emulsification Food Industry: Margarine, ice cream, mayonnaise, salad dressings and dairy products;
Cosmetics and Personal Care Products: Creams, lotions, shampoos and make-up
products; Pharmaceuticals: especially oral and topical drug forms;
Industrial Applications: Paints, inks, lubricants and cleaners

Gelatinization Bakery products: Bread, cakes and other bakery products; Sauces and soups for

thickening; Prepared foods: Pasta, puddings and other fast foods; Confectionery; Ice
cream and dairy products

Source: (McClements, 2015; Atwell, Hood, Lineback, Varriano-Marston, & Zobel, 1988)

Gelatinization is the process by which starch granules swell and dissolve in
the presence of water and heat. In this process, starch molecules absorb water
and their crystal structure is disrupted, causing the granules to swell and starch
polymers to disperse in water. A certain temperature threshold is required for
gelatinization to begin; this temperature varies depending on the type of starch.
The stages are: swelling, when the starch granules absorb water and swell and
their semi-crystalline structure begins to break down; loss of crystallinity, when
the regular crystalline structure of the granules is completely destroyed and
they become amorphous as they continue to swell; dissolution and viscosity
increase, when the starch polymers dissolve in water to form a viscous gel.

Table 4: Techniques Used in Molecular Cuisine

Tools and Method
Mixer or Whisk
Foams can be obtained using a simple mixer or

Technical Examples

Lemon Foam A light and

Foam Creation

whisk. This method allows the liquid ingredients
to mix with air and create bubbles. This technique
is commonly used in making classic meringue or
whipped cream. (Dufresne & Farnworth, 2001)

N20 Cartridges and Siphon

In this method, liquid placed in a siphon flask
is foamed under pressure with N20O gas. This
technique is particularly ideal for creating
light and airy foams and is frequently used in
molecular gastronomy. (Cousins, 2011)

Liquid Nitrogen

Liquid nitrogen is used to instantly freeze and
shape some foams. This method is particularly
used to create cold and frozen foams, providing
dramatic presentations. Caporaso, 2021

refreshing foam made with lemon
juice, sugar and lecithin. A mixture
of lemon juice and sugar is mixed
with lecithin and foamed under
pressure in a siphon bottle.
Chocolate Foam A mixture of
chocolate and cream is foamed by
adding albumin or gelatin. This
method transforms the intense
flavor of chocolate into a light and
airy texture .

Spherification

Sodium alginate and lactate

The liquid is mixed with sodium alginate and
dripped into the calcium lactate solution. This
process creates a gel membrane around the liquid.
(Santos, 2015)

Reverse Spherification

In this method, liquid mixed with calcium lactate
is dripped into the sodium alginate solution. This
technique is more suitable for acidic or alcohol-
containing liquids, as these liquids do not react
directly with sodium alginate . (Santos, 2015)

Mango Caviar: Mango puree

is mixed with sodium alginate
and dropped into a solution of
calcium lactate. This allows the
mango caviar to form into small,
gelatinous globules.

Yogurt Globules Yogurt is mixed
with calcium lactate and dropped
into a solution of sodium alginate.
This keeps the yogurt in a
gelatinous membrane and forms
globules that burst in the mouth .
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Foaming and spherification techniques are commonly used in molecular
cuisine (Table 4). Foaming is a process of injecting air or other gas into a
liquid or semi-solid substance. This technique is used to increase the volume of
dishes and create unique textures. Foams are usually created using stabilizers
such as lecithin, albumin (egg white protein), gelatin or agar. Spherification
is a technique in which liquids are coated with a gel membrane to form liquid
globules. There are two methods of spherification: basic spherification and
reverse spherification (Norton, 2013). This technique is more suitable for acidic
or alcohol-containing liquids, as these liquids do not react directly with sodium
alginate (Santos, 2015).

2.5. Impact of molecular gastronomy applications on industry

The applications of molecular culinary techniques already offer important
outputs for different industries. By its very nature, molecular gastronomy is a
field that is constantly evolving with technological developments and scientific
innovations. Research in this field in Latin America shows that new techniques
and scientific methods are revolutionizing food preparation. For example, in
Colombia, work in the field of food engineering has focused on the discovery of
new compounds and enzymes that allow a wider range of molecular gastronomy
techniques to be applied. Furthermore, research in Brazil on the use of 3D
printing technology in the food sector reveals how this technology can be used
to create unique and complex food structures through layered construction
processes.

In molecular cuisine, 3D printer technology enables food to be prepared
through layered construction processes. This technology involves building food
layer by layer according to predetermined shapes and structures. 3D printers
can create complex and detailed structures by stacking food ingredients in thin
layers. This process allows for great flexibility in food design and production and
offers chefs unlimited creative possibilities. Furthermore, this technology has
made it possible to produce food suitable for personalized nutrition programs
and special diets. 3D printing technology allows food to create unique and
complex structures. Thanks to this technology, full control over the internal
structure and texture of food can be achieved. For example, different fillings
and layers can be created on the inside of foods such as chocolate, pastries and
meat products. This will allow for dishes that are rich in both visual appeal and
flavor and texture combinations. 3D printers also have the potential to reduce
food waste by using natural resources more efficiently.

Famous chefs have used molecular gastronomy to bring a new dimension
to the art of cooking. Ferran Adria, Heston Blumenthal and Grant Achatz are
among the pioneers of molecular gastronomy. Ferran Adria has presented
creative dishes using spherification and foaming techniques in his restaurant
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elBulli . Molecular gastronomy is also used in restaurants to offer experimental
dishes. This approach ensures that the dishes are memorable both visually and
in terms of taste. By using molecular techniques, restaurants offer their guests
extraordinary experiences. For example, Grant Achatz’s Alinea restaurant offers
guests a dining experience full of surprise elements and innovative presentation
techniques. Such restaurants combine the art of cooking with a scientific
approach to create new and exciting dishes. Molecular gastronomy is becoming
applicable not only in professional kitchens but also in home kitchens. Kitchen
tools and kits developed in Latin America allow amateur cooks to experiment
with molecular techniques at home, while home spherification kits and liquid
nitrogen devices produced in Argentina demonstrate the wider reach of these
techniques.

3. Conclusion, Evaluation and Recommendations

Among the outcomes of the study are the innovations that molecular cuisine
techniques offer in the world of gastronomy, as well as their potential impact
on food science and health. However, it is seen that molecular cuisine redefines
traditional cooking methods and bridges the gap between modern gastronomy
and science by studying the physical and chemical transformations of food and
beverage elements that are the subject of tourism. Techniques such as sous-vide,
spherification, emulsification and foaming allow chefs and food enthusiasts to
create previously unimaginable flavors and textures. Beyond optimizing the
aesthetic and sensory experience of food, molecular cuisine makes significant
contributions in areas such as preserving and enhancing nutritional value and
promoting healthy eating habits. In particular, techniques such as prolonged
cooking at low temperatures allow for the preservation of delicate textures
while maintaining the nutritional value of food. Furthermore, techniques such
as spherification and foaming make the presentation of food more attractive and
offer new and interesting experiences in the world of gastronomy.

Molecular gastronomy is having far-reaching impacts not only in the world
of gastronomy, but also in health and nutrition sciences. These techniques
contribute to the development of healthy eating habits by preserving and even
increasing the nutritional value of foods. Furthermore, molecular culinary
techniques have significant potential for reducing food waste and sustainable
food production. By optimizing the chemical and physical properties of
foods, they can make them last longer and generate less waste. In conclusion,
molecular cuisine has revolutionized the world of gastronomy by radically
changing the way food is prepared. This discipline aims to optimize the taste,
texture and nutritional value of food, redefining the relationship between
science and gastronomy. The innovations offered by molecular cuisine are
of great importance for future gastronomic practices and the development of
healthy eating habits.
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Molecular gastronomy products, as Medlik and Middleton and Olali state,
should be priced in attractive and accessible places with attractive visuals and
designed on the spot. They should be special like ‘airplane seats’ as Middleton
puts it, and as Jefferson and Lickorish put it, they should be products that meet
people’s needs to experience the different and to live healthy.

Restaurants and the catering industry can enrich customer experiences and
gain a competitive advantage by incorporating molecular culinary practices into
their menus. Furthermore, the integration of molecular gastronomy techniques
into home kitchens should be encouraged. Kitchen appliances, such as household
spherification kits and liquid nitrogen devices, can help these techniques reach
a wider audience. Informative content about molecular gastronomy should be
shared on media and social media platforms to increase consumer awareness.
In this way, molecular kitchen techniques can be popularized and reach a wider
audience. Modern food trends have strongly influenced the range of dishes
served in restaurants around the world. With lifestyles and habits constantly
changing, it is important to keep up with new gastronomic trends so that
restaurants can adapt their products to these new trends.

Nowadays, there is more and more emphasis on health and it is important
to use organic products in the preparation of meals and to adapt recipes to
these new trends in order to meet the needs of the entire tourist population,
whatever their food preferences. Some recommendations for future research
and applications are in order. First, comprehensive training programs and
workshops should be developed for wider adoption and application of molecular
culinary techniques. These programs should be organized to teach molecular
gastronomy techniques to both professional chefs and food enthusiasts and
highlight the potential benefits of these techniques. In addition, studies should
be conducted to examine the health impacts and sustainability aspects of
molecular culinary techniques. These studies can help us better understand the
potential benefits and possible risks of molecular gastronomy. In particular, the
use of molecular techniques to improve the nutritional value of food and reduce
food waste should be emphasized.

As a result, molecular cuisine has ushered in a new era in the world of
gastronomy, combining the art and science of cooking. The innovations offered
by this discipline aim to optimize not only the taste and texture of food, but
also its impact on health. The future development of molecular gastronomy
should be supported by innovations in education, research and practice, aiming
to maximize the potential benefits in this field.

The authors contributed equally to the study. No support was received for
the study.
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NEW TRENDS IN GASTRONOMY: IMPACT OF GLOBAL CHANGES AND
INNOVATIVE APPROACHES
Giilgin Algan Ozksk'

INTRODUCTION

From ancient times to the present day, people have been engaged in gathering,
hunting, animal husbandry and agriculture in order to meet their physiological
needs. In every period, people have met their nutritional needs by utilizing the
opportunities available to them with factors such as the geopolitical location
of the geography they are in and climatic conditions. Societies living on the
water’s edge met their food and beverage needs by fishing and aquaculture,
those living in the steppe by animal husbandry, and those living in lands with
fertile soils by carrying out agricultural activities. However, over time, with
the food and beverage industry that has developed considerably from the past
to the present, nutrition has turned into an activity that is enjoyed rather than
a physiological need (Erdem & Akyiirek, 2017: 107; Trihas, Kyriakaki, &
Zagkotsi, 2015, p. 1). This transformation emphasizes how food culture has
changed to become a social interaction and sensory experience rather than just
a biological need (Yiincii, 2015).

The modernization of traditional food cultures is the process of bringing
the flavors of the past into the present and making them suitable for today’s
palates. This is sometimes based on changing the preparation and presentation
techniques of dishes, and sometimes on the use of different ingredients. For
example, the modernization of the Japanese sushi tradition, combined with
western culinary influences, allows for the creation of innovative and original
flavors. New culinary trends, which are constantly changing and developing in
the world of gastronomy, have come to the fore by modernizing traditional food
cultures and reshaping them with innovative approaches (Erdem & Akyiirek,
2017: 107). These new trends offer different taste experiences by pushing
the boundaries of culinary art. Modernizing traditional food cultures and
combining them with innovative approaches provides diversity and richness in
the world of gastronomy, allowing the discovery of creative flavors that appeal
to everyone’s palate. In this way, gastronomy becomes a constantly renewing
and developing art, and culinary artists have the opportunity to constantly
renew and develop themselves. Therefore, following and trying new culinary
trends in gastronomy is a good opportunity to embark on a journey full of
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flavor. Innovative approaches allow culinary artists to unleash their creativity
and create unusual flavors by combining unexpected ingredients. For example,
the use of molecular gastronomy techniques in cooking pushes the boundaries
of cooking and presentation, resulting in different and surprising flavors. Our
perception of taste is built around social and cultural factors. Culinary trends
are an important factor affecting our food preferences. A trend is a change
in a field that is effective over a long period of time. Food trends are shaped
according to people’s needs and expectations. Therefore, it is correct to say that
culinary trends are related to people’s food preferences. The difference between
trend and fashion is the duration of their influence. Fashion is an idea that lasts
shorter than a trend, is popular and disappears immediately. To characterize
an innovation as a trend, the rate of acceptance and the impact of other factors
should also be taken into account.

The study offers a broad perspective on gastronomy by examining different
culinary movements. The aim of this study is to examine the changes in the
field of gastronomy and to investigate the gastronomy movements from the
past to the present. For this purpose, the literature on the changes in the field of
gastronomy has been reviewed and analyzed.

Modernization of Traditional Food Cultures and Innovative Approaches

Culinary movements are specific styles and trends that allow cooking and
eating habits to change and evolve over time. These trends usually emerge
during certain periods and remain popular for a certain period of time. The
historical development of culinary trends is shaped by changes in people’s eating
habits, technological developments and cultural influences. The evolution of
culinary cultures from ancient times to the present day has been shaped by
social, economic, technological and cultural changes. This process paved the
way for the emergence of refined cuisine in Europe, its spread to large masses
and the emergence of different culinary movements (Aksoy & Uner, 2016, p.
1). The concepts related to the subject should be generally titled and defined,
and opinions and evidence based on scientific literature on the concept should
be presented. Tables, figures and/or pictures can be presented if necessary,
depending on the content of the subject.

Refined Cuisine

Refined cuisine, which is of French origin and emerged in France, is a
trend that emerged in France in the 17th century, which is expressed as the
preparation and cooking of food with more care rather than meeting the
basic needs of people (Tugan, 2021). Among its features, careful selection
of ingredients, cooking technique, aesthetic presentation and rich flavor have
become important (Uner, 2023). Innovative/New Cuisine, it is a movement of
change that began in France in the 1730s. It refers to a period when many chefs
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and cookbook authors defined themselves as “new” or “modern”. The cookbook
author Menon was the first author to use this movement by calling it “nouvelle
cuisine” (new cuisine) in the 1742 edition of his book “Nouveau Trait¢ De La
Cuisine” published in 1739 (Aksoy & Uner, 2016). Nouvelle cuisine emerged
as a modern interpretation of haute cuisine (Gillespie, 1994, p. 20). Nouvelle
cuisine is a type of cuisine that is much shorter than classical cuisine menus and
where chefs focus on freshness (Dogan, 2023, p. 9).

Fast Food

It is a production system that is based on the ability of people to meet their
nutritional needs in a fast and practical way as a result of the decrease in the
time they spend at home. The first business that contributed to the spread
and development of this “fast food” trend was McDonald’s in the 1950s, and
businesses such as Burger King and Kentucky Fried Chicken opened in the
following years are the continuation of this trend (Y1ildiz & Yilmaz, 2020).

Avant-garde Cuisine Trend

It is a type of cuisine that emerged after 1960, also known as “progressive
cuisine”. This movement symbolizes a new system in which different cooking
methods come to the fore rather than classical cooking techniques, cooking
time is shortened so that foods do not lose their taste and aroma, and they are
prepared and served with the help of modern techniques (Ercan, 2021). The
trend is to put forward something better and newer than the existing one. It
emerged from the search for visuality, aesthetics and innovation (Olmez, 2023,
p. 242).

Fusion Kitchen

“Fusion cuisine” represents the trend of “fusion cuisine”, which consists of
the interpretation of at least two cuisines together, combining and presenting
the culinary cultures and techniques of different nations on the same plate, but
in such a way that a single national characteristic does not dominate (Dilsiz,
2010). In other words, the concept of “fusion cuisine”, which means merging
and combining, is the concept that expresses that the product resulting from
the blending and presentation of the culinary cultures of at least two different
nations in the same dish does not contain the characteristics of only one culture
(Turan, Giiliz, Aydug, Bayesen & Siinnet¢ioglu, 2020, p. 335).

Molecular Gastronomy

Molecular gastronomy is a discipline that uses scientific methods to
understand the molecular, physicochemical and structural changes in the
preparation and consumption of food. This approach aims to optimize the taste,
textures and presentation of food by examining the chemical and physical
processes underlying cooking techniques (Akoglu, Cavus, & Bayhan, 2017,
p. 44). Comert & Giidek (2017) states that it is a trend that emerged as a
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result of the efforts to understand the physiology of taste by integrating the
science of chemistry and gastronomy and examining the transformations of
foods during cooking. Molecular gastronomy is an interdisciplinary science
that aims to understand the physical and chemical transformations in cooking
processes by analyzing foods at the molecular level. The definition made by
Sarioglan (2014) clearly reveals the main purpose of molecular gastronomy.
Introduced in 1988, this concept allows the materials and techniques used in
kitchens today to be re-evaluated on a scientific basis. According to Burke,
This, & Kelly (2016), molecular gastronomy goes beyond the traditional
methods used in the kitchen and contributes to the development of innovative
and creative practices. According to Van Der Linden, McClements, & Ubbink
et al. (2008: 247), molecular gastronomy, which is a branch of science that tries
to understand how flavors are formed and how they change by examining the
scientific transformations in the preparation process of food, aims to understand
the physical and chemical properties of foods and to develop new methods
in the kitchen. Molecular gastronomy is a discipline that aims to improve
the taste and presentation of food by using scientific methods in the kitchen.
Yildiz and Yilmaz (2020:27) call this discipline “science-based cooking” or
“experimental cuisine”, which enables the creation of new and different flavors
by understanding the physical and chemical changes in the cooking processes
of foods.

The use of new technologies and techniques in professional kitchens has
become widespread with molecular culinary applications. These developments
include the understanding of the effect of different cooking methods on the
properties of food, the development of new cooking methods and the research
of new methods (Faat and Zainal, 2014), and equipment and technologies that
include accurate time and temperature sensors to measure products with great
precision (Fraser and Lyon, 2018). Molecular gastronomy is an approach to the
preparation and presentation of food on a scientific basis, aiming to create new
flavors and textures by modifying the molecular structure of foods. Techniques
such as spherification, gelling, and foaming are among the most well-known
applications of molecular gastronomy (Alpaslan, Tanrisever, & Tiitiinci, 2018,
pp. 107-108) According to Ivanovic et al. (2011), this discipline makes it
possible to offer innovative and creative dishes beyond the traditional culinary
understanding thanks to technological possibilities.

Neurogastronomy

Gordon M. Shepherd, a pioneer in the field of neurogastronomy, introduced
this concept to the scientific world with his article published in Nature in 2006.
Neurogastronomy is an interdisciplinary field that studies the relationship
between sensory perception and neural processing of food. Studies in this field
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show that food is not only a physiological need, but also a mental and emotional
experience. According to Kurgun (2017), neurogastronomy investigates how
all the sensory properties of food, including not only its taste but also its smell,
texture and visual presentation, combine in the brain and affect the perception
of flavor. As Shepherd emphasizes, the act of eating is not only a process that
takes place in the mouth, but also a complex neural activity in the brain. In
addition to the physical and chemical properties of food, the brain also processes
visual and tactile stimuli such as presentation, colors, and tableware to form the
perception of taste. Therefore, neurogastronomy aims to comprehensively study
all the factors that influence the dining experience. By using this knowledge,
restaurants are working to optimize the visual and taste characteristics of
the dishes and offer customers a more memorable experience (Sahin, 2020;
Sengiil & Adabali, 2023: 937). Interest in the field of neurogastronomy has
increased in recent years, paving the way for the formation of internationally
united interdisciplinary working groups. The International Society of
Neurogastronomy, the most well-known of these groups, brings together
experts from different disciplines such as experienced chefs, neuroscientists and
clinical scientists to conduct research on topics such as nutritional behaviors,
obesity and nutrition-related health problems. These studies aim to examine in
detail the complex relationships between brain physiology and food perception
in order to understand individual differences (Cankiil & Uslu, 2020). Although
applications in the field of neurogastronomy are not yet widespread today, they
are attracting increasing interest in the gastronomy industry. The industry has
started to use neuroscientific findings to better understand consumer behavior
and optimize the taste experience. Restaurants are trying to improve their menus
and presentations by examining the factors that influence individuals’ sensory
perceptions and taste preferences in order to meet customers’ expectations and
differentiate themselves. Restaurants such as Le Petit Chef, Ibiza Sublimotion
and Fat Duck are among the pioneering organizations that offer innovative and
interactive dining experiences by integrating neurogastronomy principles into
their kitchens (Sar1, Dokuz Murat, Murat & Samanci, 2024).

Slow Food Movement

The slow food movement is a movement that emerged in Italy in 1986 under
the leadership of Carlo Petrini as a reaction to the opening of McDonald’s, one
of the fast food restaurants, opposite the Spanish Steps in Piazzadi Spagna in
Rome (Ozmen, Birsen, & Birsen, 2016, p. 40; Keskin, 2020, pp. 58-59). Its
basic philosophy is based on producing good, clean and fair food (Aydemir &
Ozdemir, 2014, p. 326). It advocates that the products grown in local regions
and grown with traditional seeds and the dishes made with these products
should be prepared with care and traditional methods and should be consumed
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without rushing and savoring them (Ozgiirel & Avcikurt, 2018, p. 572). It aims
to prevent the disappearance of

traditional food cultures and promote local development (Yurtseven, Kaya,
& Harman, 2010). Adopting the principle of good, clean, fair food is a very
important issue in terms of sustainable gastronomy (Basarangil & Tokatli, 2018,
pp. 4-5). Although the slow food movement started in the field of gastronomy,
sustainability not only in the field of gastronomy but also in other fields has
led to the emergence of the slow movement (Unal & Zavalsiz, 2016, p. 889).
The main reason why the slow food movement (Slow Food) and the slow city
movement (Cittaslow, Slow City) chose the snail as the logo is that it progresses
slowly, restfully and with sure steps (Coban & Harman, 2016, pp. 239-240;
Cosar, 2013, p. 29).

Raw Nutrition

The raw diet movement is based on the belief that early humans maintained
their health by consuming their food without cooking it before they discovered
fire. This approach focuses on the idea that nutrients should not be lost and
should be preserved in their natural form. While the origins of raw nutrition
can be traced back to the 1800s, it is noteworthy that it has become particularly
widespread and popular in the last 30 years. This diet has an important place in
the process of questioning and redefining people’s healthy lifestyles and diets
(Karaman & Soylu, 2020, p. 252).

This trend is a dietary style in which organic and chemical-free living foods
such as fruits, vegetables and sprouted seeds are preferred and adopted for a
healthy life (Seving & Cakmak, 2017, p. 149). In other words, it advocates
consuming foods in their natural state as much as possible, without exposing
them to high temperatures. Cereals and legumes have an important place in
this approach. In particular, the germination process increases the nutritional
value of these foods, resulting in products rich in protein, vitamins, minerals
and dietary fiber. In addition, the germination process reduces the amount of
anti- nutritional compounds in these foods, providing a healthier option in
terms of nutrition. Therefore, germinating cereals and legumes or producing
various foods with their flour in the raw nutrition program can make significant
contributions to healthy nutrition (Okur & Madenci, 2019, p. 669).

Surf &Turf

Surf and turf is a gastronomic trend that combines seafood with red meat,
with origins in the United States and Australia. This food presentation has
gained popularity in restaurants in coastal areas, especially since the mid-
20th century. The terms ‘surf” and ‘turf” represent the marine and terrestrial
environments respectively, indicating that this combination aims to bring
together different flavors. Today, surf and turf is a concept that is frequently
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found on the menus of upscale restaurants around the world and is constantly
evolving with the creativity of chefs. Surf & Turfis a food trend that has rapidly
gained popularity in recent years in the modern world, especially in the United
States and Australia (Akdag, Ozata, Sormaz, & Cetinsdz, 2016, p. 273). The
basic idea of the Surf & Turf experience is that seafood and red meat are served
on the same plate (Akdag, 2016, p. 168). The term Surf & Turf refers to a
dining style in which seafood (Surf) and red meat (Turf) are served on the same
plate (Akmese & Giider, 2023, p. 64). Surf and turf is a way of serving food
that combines terrestrial and seafood, which is particularly popular in the US.
Although the dish is often criticized for its high cost, there is a similar practice
in Australia known as beef and reef. Surf and turf, which emerged in the 1960s
to enrich the menus of coastal restaurants, has become an important trend in the
gastronomy world with the creative interpretations of chefs (McMahon, 2023).

In surf and turf menus, the right pairing of seafood and red meat is an
important factor determining the overall success of the menu. While lobster is
often preferred for its meaty texture and flavor intensity, alternatives such as
shrimp and octopus also offer different flavor profiles. The choice of red meat
directly affects the price of the menu and the target audience. The preference
for tender and flavorful cuts such as tenderloin and pork tenderloin improve
the quality of the menu. According to Akdag and Sahin (2018), the diversity
of surf and turf menus is closely related to both the development of culinary
techniques and the change in consumer demands.

Green Generation Restaurant

It refers to businesses that are prepared and served with organic products
obtained from local producers and have organic certificates in their menus, and
that pay attention to energy saving, recycling practices, waste management,
adequate use of water resources and reduction of chemical use in their
preparation (Ipar, Babag, & Kok, 2020, p. 262). These businesses refer to food
and beverage businesses that take care to produce with local techniques while
acting with environmental awareness (Kurnaz & Ozdogan, 2017 p. 78).

Green restaurant certification is given to businesses if they fulfill the
necessary criteria and are successful in the audits, but they need to make
new improvements every year (Yazicioglu & Aydin, 2018). In this way, more
importance is given to people and the environment. In order for green generation
restaurants to be more successful, the knowledge and awareness of both food
and beverage businesses and consumers should improve within the scope of
sustainability (Sahingdz & Giileg, 2019, pp. 293-294). It is an important trend
for transferring existing products and resources to future generations.
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Agro Tourism

The origin of the word agro is “Agri” meaning field in Latin, while the
word “agro” in Greek comes from the words meaning field and soil (Buladi
Cubukgu, 2023, p. 667). Agro salt is a combination of the words “agriculture
and tourism” (Deniz, Ozden, Akgiin, & Yildirim, 2018, p. 365). It refers to a
type of tourism that combines agricultural activities with tourism experiences
(Civelek, Dalgin, & Ceken, 2014, p. 16). Agro tourism is a type of tourism that
takes place in places where small farms and agricultural activities take place
(Tiirkben, Giil, & Uzar, 2012). Agro tourism refers to an approach that aims
to ensure the continuity of production in agricultural regions and to combine
agriculture and tourism by organizing tourism activities in these areas (Ataberk,
2017, p. 156). This type of tourism provides additional income for farms and
local producers, diversifying agricultural activities, protecting environmental
and cultural values, and is also an important type of tourism for a sustainable
future (Adam, 2004).

Living Kitchen

The living cuisine movement is a trend in the tourism sector, especially in
large-scale accommodation facilities, which has emerged with the influence
of slow food philosophy and themed restaurants. The main motivation for this
trend is the search for social and cultural experiences, not just the nutritional
needs of tourists. Living kitchens aim to offer different experiences to their
guests through the preparation, presentation and consumption of food and
beverages (Bolik & Kiigiikaltan, 2019: 648). In this way, it aims to offer guests
a richer and more interactive experience by going beyond the boundaries of
the traditional “all-inclusive” system. The philosophy of the trend is to turn
consumption into an activity, allowing guests to both enjoy the flavors and
socialize (Erdem & Akyiirek, 2017: 110; Boliik, 2015).

Cloud Kitchen

Cloud kitchens are referred to as ghost kitchens, dark kitchens or invisible
kitchens (Moyeenudin Anandan & Bindu, 2020). According to Bozagct and
Cevik (2022:673), cited in Chi, Leung and Chi (2022), cloud kitchens are defined
as food operations that do not have a physical dining area, but only takeaway
or grab-and-go operations. The cloud kitchen model aims to provide services
without a physical restaurant location, focusing entirely on online orders. By
combining multiple businesses under a single roof, this model takes advantage
of economies of scale, enabling businesses to use common resources, reducing
their costs and increasing their competitiveness. Cloud kitchens can bring
together a variety of culinary concepts by hosting many businesses of different
scales. In this way, they offer a wide range of menu options for individuals
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with different dietary needs such as vegetarian, vegan and gluten-free. Thus,
consumers can easily find meals suitable for their special diets (Taring & Ulken,
2021:323).

CONCLUSIONS AND RECOMMENDATION

Culinary movements are specific styles and trends that allow cooking and
eating habits to change and evolve over time. These trends usually emerge
during certain periods and remain popular for a certain period of time. The
historical development of culinary trends is shaped by changes in people’s
eating habits, technological developments and cultural influences.

Culinary movements emerge in response to or in support of developments
and other movements. As mentioned in the literature, haute cuisine emerged
to provide careful selection of ingredients, cooking techniques, aesthetic
presentation and rich flavor. Later on, the nouvelle cuisine movement emerged
as a shorter menu and freshness-oriented cuisine in response to classical
cuisine. The fast food trend, on the other hand, has led to the emergence of
the habit of eating out with technological developments. In response to this
trend, the Slow Food movement has emerged. The slow food movement
advocates the consumption of products grown in local regions and grown with
traditional methods and cooked products without rushing and savoring them. In
addition to these movements, the avant-garde cuisine movement has led to the
emergence of fusion cuisine and molecular gastronomy. Today, there are many
trends depending on the developments. For example, Raw Food, Surf&Turf,
Entomophagy (Edible Insects), Green generation restaurants, agro tourism,
black food, purple food, etc. have led to the emergence of such movements.

Gastronomy, as a mirror of the social, economic and cultural structures of
societies, has been in constant change and transformation throughout history.
Gastronomy movements from the past to the present are a living proof of this
change. The various movements examined in this study show that gastronomy
has become an art, a culture and a way of life beyond just meeting the need for
nutrition. Today, gastronomy has entered a new era influenced by factors such
as the development of technology, globalization, sustainability and increased
health awareness. Trends such as molecular gastronomy, slow food, Surf & Turf,
etc. push the boundaries of gastronomy and offer new flavors and experiences.
Gastronomy is a dynamic field that is constantly changing and evolving.
Following the developments in this field and adapting to new trends is of great
importance for gastronomy professionals. The following recommendations
can be considered as important steps for the future of gastronomy. Scientific
research in the field of gastronomy is important for the discovery of new flavors,
the development of healthy eating methods and sustainable food production.
Gastronomy should be made sustainable by minimizing environmental impacts.
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Emphasis should be placed on issues such as the use of local and seasonal
products, reducing waste and saving water. Preserving traditional cuisines
and passing them on to future generations is important to sustain the cultural
richness of gastronomy. Technology should be used to increase efficiency and
innovation in gastronomy. However, care should be taken to use technology as
a tool that emphasizes the human touch and flavor.



26 ‘ CULINARY CROSSROADS: GASTRONOMY, INNOVATION, AND THE TOURIST EXPERIENCE

REFERENCES

Adam, K., L. (2004). Entertainment Farming and Agri-Tourism. ATTRA, National Sustainable
Agriculture Information Service, Business Management Guide, Rural Business Cooperative
Service, U.S. Department of Agriculture, Fayetteville, California, 1-16.

Akdag, G. (2016). Different Nations In Turkey From The Sustainable Gastronomy Tourism Perspective.
Mehmet Akif Ersoy University Journal of Institute of Social Sciences, 164-175.

Akdag, G., Ozata, E., Sormaz, U., & Cetinsoz, B. C. (2016). A New Alternative for Sustainable
Gastronomy Tourism: Surf&Turf. Journal of Tourism and Gastronomy Studies, 270-281.

Akdag, G. & Sahin, E. (2018). Surf and turf. H. F. Nizamlioglu (Ed.), Gastronomide giincel konular
icinde (327-334. ss.). Konya: Billur Yayinevi.

Akman, B., Karaaslan, T., Celebi Oncii, E., & Karabéciioglu, M. (2005). Fun in the Kitchen with
Children. Istanbul: Epsilon Publications.

Akmese, K. A., & Guder, N. (2023). Trends in Gastronomy Tourism: A Research with Secondary
Data. /st International Lake Tourism and Current Trend in Tourism Congress (pp. 54-69). Konya:
Paradigma Academy Publications.

Akoglu, A., Cavus, O., & Bayhan, 1. (2017). The Perception and Attitude of Michelin Star Restaurant
Chefs on Molecular Gastronomy: The Perception and Attitude of Michelin Star Restaurant
Chefs on Molecular Gastronomy: Evidence from San Sebastian, Spain). Journal of Tourism and
Gastronomy Studies, 43-59.

Aksoy, M., & Uner, E. H. (2016). The Birth of Refined Cuisine and the Effects of Innovative Culinary
Movements Shaping Refined Cuisine on Food and Beverage Businesses. Gazi University Journal
of Social Sciences, 1-17.

Akyiirek, M. 1. (2020). Distance Education: A Literature Review. Journal of Civilization Education
Research, 1-9.

Alpaslan, K., Tanrisever, C., & Tiitiincli, B. (2018). Can Molecular Gastronomy be Used in
Mountaineering Tourism? Journal of Current Tourism Research, 104-122.

Alpaslan, K., Pamuk¢u, H., & Tanrisever, C. (2020). Molekiiler gastronomi y&resel yemeklerde
kullanilabilir mi? Journal of Tourism and Gastronomy Studies, 8(1), 231-256.

Andag, A. E., & Tuncel, N. Y. (2023). Edible Insects as a Sustainable and New “Food” Alternative.
Canakkale Onsekiz Mart University Journal of Advanced Research in Natural and Applied
Sciences, 251-267.

Arslanoglu, 1. (2000). Culture and Civilization Concepts. Gazi University Haci Bektas Veli Research
Journal, 243-255.

Ataberk, E. (2017). Possibilities of Integrating Tourism Types in Tire (Izmir): Cultural Tourism, Rural
Tourism, Agrotourism and Gastronomy Tourism. Tourism Academic Journal, 153-164.

Aydemir, B., & Ozdemir , S. S. (2014). Evaluation of Local Food and Beverage Initiatives in terms
of Slow Food Movement: Aydin Yenipazar Case. Journal of Entrepreneurship and Development,
323-336.

Basarangil, I., & Tokatli, C. (2018). Slow Food: A Research on the Evaluation of Satisfaction Levels of
Visitors of Sile Earth Market. Journal of Tourism and Gastronomy Studies, 3-19.

Baylan, 1., & Badem, A. (2023). Formulation of Some Traditional Products with Purple Flour and
Evaluation by Sensory Analysis. Journal of Culture Research, 197-207.

Baysal, A. (2020). Nutrition. Ankara: Hatiboglu Publishing.

Bozagcl, E. C., & Cevik, A. (2022). Bulut Mutfak Modeli Uzerine Nitel Bir Arastirma: Avane Cloud
Kitchens. Ordu Universitesi Sosyal Bilimler Enstitiisii Sosyal Bilimler Arastirmalar1 Dergisi,
12(2), 675-688.

Boz, B. (2022). The Effect of Attachment Types on Fear of Novelty (Neophobia) and Novelty Seeking
(Neophilia) Behavior in Gastronomy: Investigation with Traditional Methods and Neuromarketing
Tools. Balikesir: T.C. Balikesir University.

Bozok, D., & Yalin, G. (2018). New Trend in Gastronomy: Black Foods. Journal of Current Tourism
Research, 251-261.

Boliik, H. (2020). Sherbet Book: Living Kitchen in the Turkish World. Antalya: Lycia Book.

Bolik, H., & Kiigtikaltan, D. (2019). Living Kitchen Concept and Application Examples in Gastronomy.
4th International Gastronomy Tourism Research Congress (pp. 647-450). Nevsehir: Nevsehir Haci
Bayram Veli University Faculty of Tourism.



CULINARY CROSSROADS: GASTRONOMY, INNOVATION, AND THE TOURIST EXPERIENCE ‘ 27

Buladi Cubukgu, B. (2023). Bibliometric Analysis of Studies on Agro Tourism. Journal of Humanities
and Tourism Research, 665-675.

Burke, R., This, H., & Kelly, A. (2016). Molecular gastronomy. School of Culinary Arts and Food
Technology, 1-9.

Cankiil, D., & Uslu, N. Neurogastronomy and sensory perception. Journal of Tourism and Management,
1(1). 2020; 64-74.

Cetin, G., & Bilgihan, A. (2016). Components of cultural tourists’ experiences in destinations. Current
Issues in Tourism, 137-154.

Civelek, M., Dalgin, T., & Ceken, H. (2014). Relationship between Agro-Tourism and Rural
Development: A Research on Agro-Tourism Areas in Mugla Region. Tourism Academic

Journal, 15-28.

Cosar, Y. (2013). The Effects of Slow City (Cittaslow) Phenomenon on Tourist Behavior and Local
People’s Perception of Urban Life Quality (Published Master's Thesis). 1zmir: Dokuz Eylul
University.

Comert, M., & Giidek, M. (2017). Fifth Taste: Umami (Fifth Taste: Umami). Journal of Tourism and
Gastronomy Studies, 397-408.

Cilgmoglu, H., Avel, M., & Cilginoglu, U. (2022). The Importance of Vertical Farming in terms of
Sustainable Gastronomy. Journal of Humanities and Tourism Research, 455-467.

Coban, O., & Harman, S. (2016). A Research on the Visibility of the Slow City Theme on the Websites
of the Member Cities of the Slow City (Cittaslow) Turkey Network. Journal of Faculty of Business
Administration, 235-253.

Culha, O. (2020). Experience Economy Applications in Tourism. Alanya Academic Overview Journal,
495-519.

Demirtas, U., & Akkus, G. (2020). Local Cuisine Activities in Hotel Businesses: Situation Analysis.

International Journal of Global Tourism Research, 46-63.

Deniz, S., Ozden, O., Akgiin, O., & Yildirim, H. M. (2018). Investigation of Agro Tourism Facilities in
Terms of Gastronomy Activities: Canakkale Sample. Journal of Tourism and Gastronomy Studies,
364-378.

Deveci, B., Tirkmen, S., & Avcikurt, C. (2013). The Relationship Between Rural Tourism and Gas-
tronomy Tourism: Bigadi¢ Case. International Journal of Social and Economic Sciences, 29- 34.

Dilsiz, B. (2010). Gastronomy and Tourism in Turkey (Istanbul Example). Istanbul University
Department of Tourism Management Master s Thesis. Retrieved on February 25, 2024 from http://
nek.istanbul.edu.tr:4444/ekos/TEZ/46167.pdf

Dogan, E. (2023). Color Perception of Kitchen Studies in Gastrophysics Perspective: A Qualitative
Research (Published Master s Thesis). Karaman: T.C. Karamanoglu Mehmetbey University.

Donmez Ozel, B. (2021, September). A Research on the Living Culinary Experiences of Tourists
Visiting Cappadocia. Nevsehir Hact Bektas Veli University, Institute of Social Sciences,
Gastronomy and Culinary Arts Department Master's Thesis. Retrieved on February 21, 2024 from
https://acikerisim.nevsehir.edu.tr/bitstream/handle/20.500.11787/8108/B%c3%9¢%c5%9eR A%2
0D%c3%96NMEZ.pdf?sequence=1&isAllowed=y

Donmez Ozel, B., & Dursun Kiigiikoglu, M. (2022). A Research on Living Kitchen Experiences of
Tourists Visiting Cappadocia. Journal of Tourism and Gastronomy Studies, 2665-2688.

Durlu-Ozkaya, F., Siinnetgioglu, S., & Can, A. (2013). The Role of Geographical Indication in
Sustainable Gastronomy Tourism Mobility. Journal of Tourism and Gastronomy Studies, 13-20.

Ercan, M. O. (2021, August). Evaluation of Turkish Desserts by Chefs within the Scope of Gastronomy
Tourism: Product Development Study within the Scope of Fusion Cuisine Practices. Nevsehir
Haci Bektag Veli University Gastronomy and Culinary Arts Department Master s Thesis.

Erdem, B., & Akyiirek, S. (2017). A New Cuisine Trend: Living Cuisines (A New Cuisine Trend:
Living Cuisines). Journal of Tourism and Gastronomy Studies, 103-126.

Erdogan, B., Goriir, A., Peksever, D., Siimer, O., & El, S. N. (2021). Nutritional Characteristics and
Consumer Acceptance of Edible Insects as a Sustainable Protein Source. The Journal of Food,
1105-1116.

Eren, E., & Ozer, 1. (2018). Dietary Habits in Ancient Anatolian Societies. Journal of Giincel Turizm
Arastirmalart Dergisi, 2(Ek.1), 308-323. Retrieved from https://dergipark.org.tr/en/download/
article-file/513855 on February 20, 2024



28 ‘ CULINARY CROSSROADS: GASTRONOMY, INNOVATION, AND THE TOURIST EXPERIENCE

Eren, S. (2020). Healthy Food Production in Gastronomy and Tourism. Safran Journal of Culture and
Tourism Research, 228-241.

Ergilin, M. (1994). Sociology of Education. Ankara: Ocak Publications.

Ertirk, M. (2018). Consumers’ Reasons for Eating Out. Gaziantep University Journal of Social
Sciences, 1203-1224.

Everett, S., & Aitchison, C. (2008). The Role of Food Tourism in Sustaining Regional Identity: A Case
Study of Cornwall, South West England. Journal of Sustainable Tourism, 150-167.

Faat, F. & Zainal, A. (2014). Molecular gastronomy movement and application in food. N. Sumarjan,
N., Mohd, ZM.S., & Hanafiah, M. (Ed.). Hospitality and Tourism: Synergizing Creativity and
Innovation in Research (391394). New York: CRC Press.

Fraser, S., & Lyon, P. (2018). Chef perceptions of modernist equipment and techniques in the kitchen.
Journal of Culinary Science & Technology, 16(1), 88-105.

Gedik, Y. (2020). Sustainability and Sustainable Development with Social, Economic, Environmental Di-
mensions. /nternational Journal of Economics, Politics, Humanities & Social Sciences, 196- 215.
Gheorghe, G., Tudorache, P., & Nistoreanu, P. (2014). Gastronomic tourism, a new trend for

contemporary tourism. Cactus Tourism Journal, 12-21.

Gillespie, C. H. (1994). Gastrosophy and Nouvelle Cuisine: Entrepreneurial Fashion and Fiction.
British Food Journal, 19-23.

Gokdeniz, A., Erdem, B., Ding, Y., & Celik Uguz, S. (2015). Gastronomy Tourism: Gastronomy
Tourism: An Empirical Study on Domestic Tourists in Ayvalik. Journal of Tourism and Gastronomy
Studies, 14-29.

Gokdeniz, A. (2019). Perception of Social Carrying Capacity in Touristic Destinations and Its Effect
on Revisit Intention: Ayvalik Research. MANAS Journal of Social Research, 8(3). Retrieved on
February 21, 2024 from https://dergipark.org.tr/tr/download/article-file/758438

Giiven, S. (2022). Catalhdyiik from Past to Present. Socrates Journal of Interdisciplinary Social
Studies, 18(8), 134-145. Retrieved on February 20, 2024 from https://socratesjournal.org/index.
php/pub/article/view/153/140

Ivanovic, S., Mikinac, K., & Perman, L. (2011). Molecular gastronomy in function of scientific
implementation in practice. UTMS Journal of Economics, 2(2), 139-150.

Ipar, M. S., Babag, E., & Kok, A. (2020). Evaluation of Customer Comments on Green Generation
Restaurants with Content Analysis. Journal of Gastronomy, Hospitality, and Travel, 260-269.
Kahraman, O. C., & Tanriverdi, H. (2021). The Relationship Between Memorable Tourism Experience

and Revisit Intention. Anatolia: Journal of Tourism Research, 43-54.

Karagiannis, D., & Metaxas, T. (2015). Culinary Tourism in Greece: Can the past define the future? A
comparative analysis by using 10 case studies. Munich Personal RePEc Archive, 1-38.

Karakan, H. 1. (2021). Gastronomy Themed Recreation Activities. In S. Kiil Avan, E. K. Simsek, O.
Yayla, & M. C. Birinci, Recreation and Tourism Research (pp. 41-52). Istanbul: Cizgi Kitabevi.

Karaman, E. E., & Soylu, A. G. (2020). A Study to Determine the Perceptions of Gastronomy and
Culinary Arts Doctoral Students on Raw Food. Gastroia: Journal of Gastronomy and Travel
Research, 251-269.

Kasnak, C., & Palamutoglu, R. (2015). Classification of Natural Antioxidants and Their Effects on
Human Health. Turkish Journal of Agriculture - Food Science and Technology, 226-234.

Kaymaz, E., & Ulema, S. (2020). A Research on the Use of Edible Insects in Menus the Case of
Cappadocia. Journal of Travel and Tourism Research, 46-64.

Kaypak, $. (2010). Sustainability of ecological tourism. Journal of Alanya Faculty of Business, 93-
114. Keskin, E. B. (2020). Slow City. Istanbul: Yesterday Today Tomorrow Publications.

Keskin, E., & Sezen, N. (2022). Relationships Among Gastronomy Festivals, Food Image and
Destination Image: Relationships Among Gastronomy Festivals, Food Image and Destination
Image a Case Study of Hatay. Journal of Tourism and Gastronomy Studies, 856-881.

Kocadas, B. (2005). Culture and media. Bilig, 1-13.

Kurgun, O. A. (2017). Edible Insects. In H. Kurgun, Gastronomy Trends: Millennium and Beyond
(pp-255-266). Ankara: Detay Publishing House.

Kurnaz, A., Ozdogan O.N. (2017). The evaluation of service quality of the green restaurants in Istanbul
using grserv model. Journal of Dokuz Eylul University Faculty of Business Administration,
10.24889/ifede.286740 1, 75-99.



CULINARY CROSSROADS: GASTRONOMY, INNOVATION, AND THE TOURIST EXPERIENCE ‘ 29

Long, L. M. (2004). Culinary Tourism. United States of America: The University Press of Kentucky.
Mckercher, B., Okumus, F., & Okumus, B. (2008). Food Tourism as a Viable Market Segment:
It’s All

How You Cook the Numbers! Journal of Travel & Tourism Marketing, 137-148.

McMahon, M. (2023). What is Surf and Turf? Delighted Cooking: (Online). https:/www.
delightedcooking.com/what-is-surf-and-turf.htm (Erigim Tarihi;05.01.2025).

Moyeenudin, H. M., Anandan, R., & Bindu, G. (2020). A research on cloud kitchen prerequisites and
branding strategies. International Journal of Innovative Technology and Exploring Engineering,
9(3), 983-987.

Oguz, E. S. (2011). The Concept of Culture in Social Sciences. Journal of the Faculty of Literature,
123-139.

Okur, B., & Madenci, A. B. (2019). Importance of Germinated Cereals and Legumes in Raw Food
Diet. Journal of Tourism and Gastronomy Studies, 664-675.

Otto, J. E., & Ritchie, J. (1996). The service experience in tourism. Tourism Management, 165-174.
Olmez, M. (2023). Gastronomy and Culinary Arts Basic Concepts and Current Issues (Editor:
Kadriye Ale Akmese). Istanbul: Education Publishing House.

Ozdemir, B. (2020). Healthy Purple Food in Gastronomic Trends. GSI Journals Serie B: Advancements
in Business and Economics, 16-30.

Ozdemir, G., & Diilger Altmer, D. (2019). A Review on the Concept of Gastronomy and Gastronomy
Tourism. Erzincan University Journal of Institute of Social Sciences, 1-14.

Ozdemir, G., & Diilger Altiner, D. (2019). A Review on Gastronomy Concepts and Gastronomy
Tourism. Journal of Midwifery and Health Sciences, 1-14.

Ozel, B. D. (2022). A Research on the Living Culinary Experiences of Tourists Visiting Cappadocia.
Nevsehir: T.C. Nevsehir Hac1 Bektas Veli University Institute of Social Sciences Gastronomy and
Culinary Arts Department (Master’s Thesis).

Ozgoren Capraz, E. (2023). Dark Colored Foods: Black Foods. In S. Tiirk Aslan, Gastronomic
Movements II (pp. 143-162). Ankara: Iksad Publishing House.

Ozgiirel, G., & Avcikurt, C. (2018). Perception of Slow Food Movement by Local Tourists
(Academicians). Journal of Tourism and Gastronomy Studies, 568-587.

Ozmen, S. Y., Birsen, H., & Birsen, O. (2016). “Slow Movement” Rebellion Against Globalization in
All

Areas of Life from Environment to Culture. Inonu University Faculty of Communication Electronic
Journal, 38-49.

Robinson, P., Liick, M., & Smith, S. L. (2020). Tourism 2nd Edition. London UK: CABI.

Sari, D., Dokuz Murat, B., Murat, E., & Samanci, M. (2024). Norogastronomi Kavrami ve
Uygulamalarimin Bibliyometrik Analiz Yontemi fle Incelenmesi . Journal of Recreation and
Tourism Research, 11(3), 66—84.

Sarnsik, M., & Ozbay, G. (2014). A Literature Review on Gastronomy Tourism. Anatolia: Journal of
Tourism Research, 264 - 278.

Sarioglan, M. (2014). Fusion Cuisine Education and Its Relation with Molecular Gastronomy Education
(Comparative Course Content Analysis). International Journal on New Trends in Education and
Their Implications, 5(3), 64-70.

Seving, F., & Cakmak, T. F. (2017). Raw Nutrition and Living Foods in Consumption Culture. /IWACT
2017 International West Asia Congress of Tourism Research (pp. 147-155). Van: Paradigma
Academy Press and Publication Distribution.

Sormaz, U., & Dursun, K. (2023). Study of fusion implementation in the menus of restaurants serving
in Antalya with Porter’s five forces model. CABI Digital Library, 175-197.

Sormaz, U., Ozata, E., & Giines, E. (2015). Gastronomy in Tourism. Journal of Social Sciences, 67-73.

Sahingdz, S. A., & Giileg, E. (2019). Green generation restaurant movement in restaurant kitchens: The
case of “La Mancha Restaurant”. Journal of Tourism Theory and Research, 292-300.

Sahin, E. O. (2020). A Current Approach to Gastronomy-Neurogastronomy: A Review of the Articles
Published in Science Direct Database. Journal of Tourism & Gastronomy Studies, 8(Special Issue
4), 168-178.



30 ‘ CULINARY CROSSROADS: GASTRONOMY, INNOVATION, AND THE TOURIST EXPERIENCE

Sengiil, A. ve Adabali, M. M. (20 23). The Relationship Between Neurogastronomy, Senses and Teste,
Sosyal, Beseri ve Idari Bilimler Dergisi, 6(7): 934-951.

Sensoy, F., & Tiritoglu, S. (2018). Archaeology of Nutrition: Traces of the Past in Today’s Ankara
Food .

Journal of Giincel Turizm Arastirmalar1 Dergisi, 2(Ek.1), 209-233. Retrieved from https://dergipark.
org.tr/tr/download/article-file/513840 on February 20, 2024.

Taring, A., & Ulken, H. (2021 Kitchen trend after covid-19: cloud kitchen. Journal of Gastronomy,
Hospitality and Travel, 4(2), 321-328

Trihas, N., Kyriakaki, A., & Zagkotsi, S. (2015, October). Local cuisine and agricultural products as a
means of enhancing tourists’ gastronomic experiences in Greece. In IMIC2015: Ist International
Conference on Experiential Tourism (pp. 09-11).

Tugan, U. S. (2021). The Use and Comparative Analysis of Gastronomic Elements in Touristic
Promotional Films Used in the Promotion of Turkey and Spain. Bagskent University Gastronomy
and Culinary Arts Master's Program with Thesis. Retrieved on February 25, 2024 from http://
dspace.baskent.edu.tr/bitstream/handle/11727/6898/10405240.pdf?sequence=1&isAllowed

Tung, V. W., & Ritchie, J. (2011). Exploring the essence of memorable tourism experiences. Annals of
Tourism Research, 1367-1386.

Turan, H., Giiliz, B., Aydug, 1., Bayesen, D., & Siinnet¢ioglu, S. (2020). Kitchen Chefs” Opinions on
Fusion Cuisine and Suggestions for Fusion Cuisine with Local Foods of Canakkale Province.
Ankara Hact Bayram Veli University Tourism Faculty Journal, 332-358.

Tiirkben, C., Gil, F., & Uzar, Y. (2012). The Place and Importance of Viticulture in Agro-Tourism in
Turkey. KMU Journal of Social and Economic Research, 47-50.

Uyanik, N., & Berk, F. M. (2016). Catalhoyiik in the context of space - city and civilization.
International Journal of Tourism and Social Research (16), 1-16. Retrieved on February 20, 2024
from https://dergipark.org.tr/en/download/article-file/1673293

Unal, M., & Zavalsiz, Y. (2016). An Anti-Globalization Movement: The Slow Movement. Journal of
Human and Social Sciences Research, 889-912.

Uner, E. H. (2023). Renaissance in the Kitchen: Renaissance in the Kitchen: The Early Modern
European Culinary Culture. Journal of Tourism and Gastronomy Studies, 1230-1242.

Wang, N. (1999). Rethinking Authenticity in Tourism Experience. Annals of Tourism Research, 349-
370.

Yavuz, V. A. (2010). Sustainability Concept and Sustainable Production Strategies for Businesses.
Mustafa Kemal University Journal of Institute of Social Sciences, 63-86.

Yaziciogly, 1., & Aydin, A. (2018). A Qualitative Research on Green Restaurant Practices: The Case of
Istanbul. Gazi University Tourism Faculty Journal, 55-79.

Yildirim Sagilik, M. (2020). The Applicability of Innovative Culinary Trends within the Scope of
Turkish Cuisine and Determination of Opinions on the Use of Local Cuisine in Menus. Journal of
Tourism and Management, 1(1), 21-39. Retrieved from https://doi.org/10.29329/jtm.2020.289.2
on February 21, 2024

Yildiz, M., & Yilmaz, M. (2020). A Look at Trends in the Field of Gastronomy. Sivas Interdisciplinary
Journal of Tourism Research (5), 19-35. Retrieved on February 25, 2024 from http://sita.
cumhuriyet.edu.tr/tr/pub/issue/57733/781834#article_cite

Yilmaz, H., & Erden, G. (2017). A Research on Investigating the Effects of Colors on Soups’ Taste
Perception. Journal of Tourism and Gastronomy Studies, 265-275.

Yurtseven, H. R., Kaya, O., & Harman, S. (2010). The Slow Movement. Ankara: Detay Publishing.
Yiinci, H. R. (2015). Gastronomy Tourism and Pergembe Plateau in terms of Sustainable Tourism.
10th Aybasti-Kabatas Kurultayi, 27-34

Van der Linden, E., McClements, D.J., & Ubbink, J. (2008). Molecular gastronomy: a food fad or an
interface for science-based cooking? Food Biophysics, 3, 246-254.

Zurnaci, N. (2012). Entrepreneurship and Organization in Rural Tourism. KMU Social and Economic
Research Journal, 65-70.



INNOVATION IN KITCHENS: EVALUATION OF ARTIFICIAL
INTELLIGENCE APPLICATIONS

Giilgin Algan Ozkik', Hasan Hiiseyin Aycan?

INTRODUCTION

Gastronomy is the art of preparing and consuming food and beverages, which
has been at the centre of human culture and social life for centuries. Today, this
field is undergoing a major transformation with the impact of technological
innovations. In particular, artificial intelligence has revolutionised the world of
gastronomy, bringing radical changes in many areas such as food preparation,
nutrition planning and customer experience. By using technology, artificial
intelligence increases efficiency, reduces waste and offers personalised services
in the food and beverage industry. In this study, the contributions of these
technologies to the sector and the new possibilities they have created are
presented in detail in a wide spectrum ranging from nutritional evaluation and
calorie calculation to data analytics and Al-supported personalised nutrition
recommendations. It also analyses in detail the development of artificial
intelligence from the first time it was used in the kitchen to the point where it
is now combined with technologies such as metaverse and augmented reality.
In addition to these, the research also examines the advantages of artificial
intelligence in areas such as nutritional evaluation, calorie calculation, data
analytics and personalised nutrition, as well as the transformation brought
by artificial intelligence to production processes through kitchen automation
and robotics and its effects on supply chain management. Demonstrating the
synergy between gastronomy and artificial intelligence is a good potential for
these technologies to create a healthier, sustainable and efficient food system
in the future. This comprehensive review is an important resource for those
working in the fields of gastronomy, computer science and nutrition, industry
professionals and all researchers interested in the subject. The literature on
the use of innovative technology in the industry is limited. Some of the studies
indicate that there is hesitation in the use of robotic devices in food and beverage
businesses (Keskin & Sezen, 2021). Yu (2020) found that robots exhibiting
animation shows generally create a positive perception in people. However,
when it comes to the use of humanoid robots, he concluded that people have
a negative attitude. However, in the study conducted by Jang and Lee (2020),
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it was stated that customers’ attitudes towards service robots were positive.
These findings show that the anthropomorphic characteristics of robots play
an important role in human-robot interaction and that this interaction may have
different results depending on the context. Bollini et al. (2013) concluded in an
experimental study that problems may be encountered in the construction of
large robotic systems and that the interaction of many systems and subsystems
is required to fulfil complex tasks such as cooking. On the other hand,
researchers from many countries are conducting studies to achieve new tastes
and experiences by combining digital technologies and gastronomy (Chisik,
Pons, & Jaen, 2018; Cerkez & Kizildemir, 2020; Hwang, Lee, & Suh, 2011;
Mu et al., 2019; Sugiura et al., 2010; Uguk, 2022:233; Uzan & Sevimli, 2020;
Zoran, Gonzalez, & Mizrahi, 2021). The aim of this study is to evaluate the
applications of artificial intelligence technologies in the field of gastronomy.
The study examines in depth the evolution and current applications of artificial
intelligence technologies in the gastronomy sector.

History And Development Of Artificial Intelligence In Gastronomy

The term artificial intelligence was first used by John McCarthy in 1956 and
artificial intelligence was defined as the science and engineering of producing
intelligent machines. Artificial intelligence is a research field that aims to
analyse and formulate mental functions related to intelligence in humans with
the help of computer models and apply them to artificial systems (Choudhary et
al., 2016: 3292; Uzan & Sevimli, 2020: 47; Yagc et al., 2005: 5).

The intersection of gastronomy and artificial intelligence dates back to the
integration of technology and food preparation processes. The idea of using
artificial intelligence applications in the field of gastronomy started to gain
more attention towards the end of the 20th century with the developments in
computer science and data analytics. Initially, simple algorithms and software
were used in restaurant management systems to optimise customer orders
and inventory management. These early applications were mostly aimed at
improving business processes and increasing efficiency (Uzan, Sevimli, 2020).

By the early 21st century, artificial intelligence technologies started to be
equipped with more sophisticated tools such as big data analytics and machine
learning. Especially since the 2010s, the use of these technologies in the
field of gastronomy has spread rapidly. Al-supported recipe recommendation
systems and diet planning applications have started to provide personalised
recommendations based on personal tastes and health data. These developments
were a great revolution for both individuals who like to cook at home and
professional chefs (Kuday, 2021). In recent years, the proliferation of research
on food and gastronomy has increased interest in the use of artificial intelligence
and robots. Another important milestone in the use of artificial intelligence in
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gastronomy has been the development of kitchen robots and automatic cooking
systems. Especially large restaurant chains and food production facilities have
adopted these technologies to increase efficiency and ensure consistency (Uzan,
Sevimli, 2020). Robot chefs have attracted attention with their ability to perfectly
execute recipes. In this period, studies have also started to be carried out on the
potential of artificial intelligence to create new recipes by analysing sensory data
(taste, smell, texture). Today, the integration of robotic technologies in the food
sector enables the emergence of new applications that promote healthy eating.
Robochef, developed by Moley Robotics, is an example of groundbreaking
work in this field (Aydin and Ugkan Cakir, 2022: 2148; Moley, 2022). From
hamburger-cooking robot chefs such as Flippy at CaliBurger to Pizza Hut’s
order-taking Pepper, robotic technologies are spreading rapidly in restaurants.
This automation is used not only in food preparation and service, but also in
various fields such as robots such as Pazzi preparing pizza (Uzan & Sevimli,
2020), robot waiters in Japanese samurai costumes (Pieska et al., 2013), and
even robots used as cleaning staff (Hazarhun & Yilmaz, 2020). Researchers
such as Otero (2018) and Fuste-Forne (2021) state that Flippy has broken new
ground in the food industry, while Yilmaz (2018) emphasises Pepper’s role
in customer service. These developments show that robotic technologies are
becoming increasingly important in the restaurant industry. Today, artificial
intelligence is used in a wide range of areas in the field of gastronomy,
from menu planning to customer service, from supply chain management to
sustainable food production (Kuday, 2021). Artificial intelligence algorithms
offer restaurants the opportunity to predict which dishes will be more popular
on the menu by analysing consumer preferences. At the same time, thanks to
kitchen automation, food waste is reduced and kitchen processes are becoming
more sustainable. These developments reveal the critical role that artificial
intelligence will play in the future of gastronomy.

Usage Areas of Artificial Intelligence in Gastronomy

Cooking is a process of innovation that has been going on since the first
humans started making tools. While tools have made life easier, cooking has
evolved in a way that makes nutrition enjoyable and meaningful. In this process,
food has become not only a necessity but also a cultural and artistic expression
(Bregazzi, 2014; Ucuk, 2022:232). Artificial intelligence technologies offer
revolutionary innovations in menu planning and recipe suggestions in the field
of gastronomy. With traditional methods, the menu creation process was usually
based on the experience and intuition of chefs. However, artificial intelligence
provides significant advantages to restaurant businesses and individual users
by making this process more scientific and data-driven (Uzan, Sevimli, 2020).
Al-supported menu planning systems analyse customer preferences, nutritional
values and seasonal ingredients using big data analytics and machine learning
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techniques (Aydin & Ugkan Cakir, 2022). By analysing past sales data, these
systems determine which dishes are popular, which ingredients are frequently
used and which combinations are more preferred by customers. Thus,
restaurants can increase customer satisfaction and reduce waste by optimising
their menus. In addition, artificial intelligence algorithms can provide diversity
and innovation in menus, so that customers can always be offered fresh and
interesting options. For individual users, Al-supported recipe recommendation
systems offer special recipes in line with personal tastes and eating habits.
Taking into account information such as users’ dietary preferences, allergies
and favourite ingredients, Al can develop personalised recipe suggestions.
For example, if a user prefers a vegan diet, the system suggests suitable vegan
recipes. At the same time, these systems can help users reduce food waste by
offering recipes according to the ingredients in the refrigerator (Aydin and
Ugkan Cakir, 2022). Artificial intelligence also makes important contributions
in the field of health and nutrition by analysing nutritional values and calorie
information. In particular, dietitians and nutritionists can prepare more effective
and personalised nutrition plans with Al-supported tools. This makes it easier
for individuals to achieve their health goals and lead a balanced life (Oztiirk,
2020). In summary, artificial intelligence technologies bring great innovations
in the field of gastronomy in menu planning and recipe recommendations.
The advantages it provides for both restaurants and individual users are highly
valuable in terms of increasing customer satisfaction, reducing food waste
and promoting healthy eating. These technologies can play an important role
in the future of gastronomy and can radically change food preparation and
consumption habits

Gastronomy 4.0

Food is not only one of the most important elements of a nation’s identity
and culture, it is also closely related to the symbols, history, discourses and
mythology of that nation. Research shows that there are strong historical links
between food and tourism. Moreover, throughout history, food and agriculture
have been important economic sectors in the formulation of public policies
and strategies of societies. Countries’ agricultural systems, food products and
the outputs of these products have been among the most critical inputs of the
tourism sector (Yildiz; 2011) and sometimes these elements have played very
important roles in the symbols and rituals of countries. The concept of food
is one of the main elements of the tourism sector and plays an important role
in the accommodation process. Gastronomy is a concept that includes the
socio-cultural characteristics of food and meals. Today, with the acceleration
of globalisation, the world has become a market offering the same or similar
products (Toks6z & Aras, 2016).
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Gastronomy enables the development of different types oftourism. Inaddition,
gastronomy plays an important role in preserving and transferring historical
and cultural heritage to future generations (Hall & Sharples, 2003). In the food
sector, as in other areas, technology and applications are of great importance.
Technology has a cost, but it also has the potential to increase revenue and
profit. Before adopting a particular technological system, a restaurateur should
evaluate the potential benefits for customers and the restaurant and compare
these benefits with the cost of the system (Kimes, 2008). Davutoglu and Yildiz
(2020: 306) define Gastronomy 4.0 as the process of making food systems
more efficient, sustainable and personalised by integrating technologies such
as 3D printing, big data analytics, automation and cyber security. Gastronomy
4.0, which emerged by integrating Industry 4.0 applications into the food and
beverage sector, has the potential to increase customer satisfaction by enriching
the dining experience. Interactive technologies used especially at dining tables
provide a competitive advantage by offering consumers a fun and unforgettable
experience. Various studies in the literature show that such applications play
an important role in increasing the revenues of businesses. However, the
success of these applications depends on various factors such as the financial
structure of the business, the type of services offered and the characteristics of
its physical environment (Keskin & Sezen, 2021:184; Kimes, 2008; Spence &
Piqueras-Fiszman, 2013). Nowadays, people want to have good experiences
while meeting their eating needs. The use of technology in this field contributes
to improving these experiences. In their study, Spence and Piqueras-Fiszman
(2013) predicted that digital technologies will become increasingly common in
the dining tables of the future. In the same study, it was stated that technological
applications are used for various purposes in the food sector. These purposes
may include increasing the flavour of food, making the dining experience more
fun and attractive, or making food healthier.

3D Printers and Gastronomy

The food technologies developed by NASA within the scope of space
research constitute the basis of digitalisation in the field of gastronomy today.
As Bregazzi (2014) states, innovations such as 3D food printer technology
are considered as an extension of the food storage, cooking and preparation
techniques developed by NASA in accordance with the harsh space environment
conditions (Uguk, 2022: 233).

Advances in three-dimensional printer technology have led to the emergence
of new applications in the food and gastronomy sector. With this printer
technology, production has become easier and uniform. In addition to its quality,
it is an important technology in terms of people’s health. While the European
Union attaches importance to the innovations of 3D technology in the field of
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health, it states that people with nutritional problems will increase the quality
of'life. With this development, patients who cannot get the foods they want will
be able to eat the foods they like and enjoy thanks to 3D printers (Jia, 2016; Sun
etal., 2015). With the 3D printer, which is a new technology, various products
such as meat and dessert ingredients can be made as well as foods such as
pizza and pasta, which are simple dough products in the first stage (Izdebska &
Zolek-Trynowska, 2016; Sun et al., 2015; Sol et al., 2015). Printers have started
to be used in businesses with Food Ink, which is the world’s first 3D restaurant
(Aydin, S., & Uckan Cakir, 2022). With the development of technology, 3D
foods will change rapidly and become more easily accessible and sustainable
in the future.

Image 1: 3d Rendering illustration of a cutting-edge food production method: 3D-printed
fish flesh that’s all set to be cooked (https://www.shutterstock.com/).

Metaverse and Gastronomy

It is known that food and beverage businesses pay attention to the use of the
metaverse and work to integrate the metaverse into restaurants. Metaverse refers
to a vast virtual universe where virtual and real worlds merge, where users can
interact and have digital experiences (icestylecg). Thanks to the virtual universe
created by the metaverse, people will be able to visit the restaurant using this
technology from wherever they are, determine the table they want to sit, choose
the product they want and order it as in real life. They will taste and experience
virtual products and pay a fee at the end of this service. This extraordinary
metaverse application makes it easier for people to visit various restaurants and
discover new flavours from home (www.ktchnrebel.com). Supreet Raju, the
founder of OneRare company, established the Foodverse, which is recorded as
a first in the world, and described the site as “a food universe that evolves day
by day”. The Foodverse, which was created virtually, may play an active role
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in our lives in the future in terms of finding alternative solutions to the climate
crisis and carrying out studies on the food problem. Foodverse is a platform that
combines the passion for food with the digital world, aims to offer unforgettable
virtual experiences to its users, and aims to create a communication network
with other people in the sector (Buckler, 2022).

Augmented Reality / Virtual Reality Devices

Augmented reality (AR) technology, which has become increasingly
important in the tourism sector in recent years, has led brands and companies
to make significant investments. This technology has ushered in a new
era in tourism marketing and enriching experiences (Aslantiirk & Erdem,
2021; Knani et al., 2022). The integration of augmented reality applications
in the field of gastronomy draws attention with its potential to offer unique
and unforgettable experiences to consumers (Aydin & Ugkan Cakir, 2022:
2147). In a study conducted by Aksoy and Akbulut (2016), it is stated that
smart tables equipped with augmented reality technology in Inamo Restaurant
in London offer customers an interactive dining experience. Thanks to this
system, customers have the opportunity to follow the preparation stages of the
dishes they order in real time, thus experiencing a multi-sensory entertainment
experience that goes beyond the traditional restaurant experience. Korsgaard
et al. (2017) combined real food with virtual interactions using AR. These and
similar studies show that AR enriches the eating and drinking experience and
transforms individuals’ relationships with food. AR applications have become a
valuable tool in the gastronomy sector with the potential to create unforgettable
experiences. Similarly, in another study, Perez and colleagues (2019) developed
an AR application that allows participants to have a unique experience by eating
real food on a virtual beach. In this study, menus designed by professional
chefs were combined with distributed reality, allowing participants to better
understand local flavours.

Augmented reality (AR) is an interactive experience resulting from the
combination of computer-generated sound, image and other digital data with
the real world. In this way, users can see and interact with virtual objects in their
physical environment in real time. AR, which has been actively used in many
sectors from museums to hotels, aims to offer unforgettable experiences in the
tourism sector (Wei, 2019). The new AR technology can transform favourite
accommodation establishments into a 3D virtual environment through an
application installed on a mobile phone (Wei, 2019). With the help of the
application, users can virtually visit the destination areas. This improves the
customer experience by giving guests the opportunity to fully experience a
property, room or destination beyond the opportunity to “take a look before
booking” (Lukanova & llieva, 2019). The technology called virtual reality
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provides benefits to users in tourism trips (Samala et al., 2022). Today, hotels
using virtual reality technology can show their guests every part of the hotel
in a realistic way before they arrive at the hotel (Lukanova & Ilieva, 2019). In
addition, guests have the opportunity to follow the instant changes in the hotel
they experience 360 degrees (Huang et al., 2021).

Digital Table

The digitalisation of gastronomy is the merger of technology, which has
progressed rapidly in recent years, with food (Zoran, Gonzalez, & Mizrahi,
2021). According to Bregazzi (2014), digital gastronomy means the systematic
integration of digital technologies in food production processes and the use
of data analytics for the discovery of new flavours. Interaktive Restaurant
Technology, a smart table manufacturer with technological features compared
to traditional tables, brings innovation to the restaurant experience and makes
dining a technological event. These tables, which are slowly being used, offer
features such as ordering without an intermediary and instantly monitoring the
preparation of the food. Inamo restaurant, which received the award for the
best use of technology in 2019, draws attention with this service it provides
to guests. (www.inamorestaurants.london). Scientists from the National
University of Singapore and a researcher named Nimesha Ranasinghe
developed a cocktail controlled by sound and senses with the ‘voctail’ system.
This cocktail, which is reflected to people in terms of taste, visual and smell,
gives a feeling close to reality. This process takes place thanks to a kind of
odour, light and different electrons injected into the glass. Tasting is realised
thanks to the current transmitted by the electrons to the papillae on the sides of
the tongue. Taste sensation is realised by sending the reactions received from
here to the command part of the brain. Thanks to this system, people have the
opportunity to create different and personal flavours and share them on internet
networks (Fourtané, 2018).

Nutritional Assessment and Calorie Calculation

Artificial intelligence offers important innovations in nutritional evaluation
and calorie calculation, helping individuals and professionals to eat more
consciously and healthily. Determining nutritional values and calorie amounts
with traditional methods was a time-consuming and complex process. However,
artificial intelligence-supported systems accelerate this process and increase its
accuracy. These systems can automatically analyse the nutritional values and
calorie contents of foods using big data analytics and machine learning algorithms
(Aydin and Ugkan Cakir, 2022). For example, when a recipe or menu input
is provided, artificial intelligence can quickly calculate the nutritional values
and calorie amounts of the ingredients in this dish. This is a great advantage
for dietitians and nutritionists so that they can make recommendations based
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on accurate and comprehensive nutritional information. These technologies
are integrated with mobile applications and wearable devices, making it easier
for individuals to monitor their daily calorie intake and food consumption. By
taking photos of the food they eat or scanning barcodes, users can instantly
access nutritional values and calorie information. These systems help users
achieve their healthy eating goals by monitoring their eating habits. For
example, an individual who wants to lose weight can reach their goals faster
and more effectively by monitoring their daily calorie intake and following
the recommendations of artificial intelligence (Oztiirk, 2020). Artificial
intelligence also makes significant contributions to the gastronomy industry
in improving and personalising the customer experience. Restaurants, hotels
and other food service businesses can offer more personalised and memorable
experiences to their customers thanks to artificial intelligence-supported
systems. These systems analyse customer data and make recommendations
based on individual preferences, dietary requirements and previous orders. For
example, if a customer prefers a certain type of food frequently, Al can use this
information to suggest new similar dishes or offer special menu offers. Such
personalisation can increase customer satisfaction and encourage loyalty. In
addition, artificial intelligence chatbots and virtual assistants can be used in
customer service to provide fast and accurate answers to customers’ questions.
This eases the burden of customer service representatives and enables 24/7
service to customers. For example, when a customer wants to get information
about a restaurant’s menu, opening hours or reservation status, an Al-powered
chatbot can respond instantly. While such services improve the customer
experience, they also increase the operational efficiency of businesses (Oztiirk,
2020). Kitchen automation and robot chefs are one of the most innovative and
remarkable applications of artificial intelligence in the field of gastronomy.
These technologies make food preparation processes more efficient, consistent
and hygienic. Robot chefs are characterised by their ability to perfectly execute
complex recipes. These robots are able to cut and chop ingredients, cook and
serve food according to pre-programmed recipes. Thus, the risk of human error
is reduced and the quality of meals is standardised (Kiraz, 2020). According to
Keskin and Sezen (2021), in 2015, robots named Koya and Kona, which were
produced in Japan, were assigned to a ramen restaurant in Shanghai, China,
marking an important first in the food service sector. These robots perform
noodle boiling and correct portioning, which are critical stages of the ramen
preparation process, with high precision and speed (Sezen 2021).

Kitchen automation is widely used to improve efficiency in large restaurant

chains and food production facilities. Quick service restaurants use automated
machines to prepare burgers, pizzas or sandwiches, ensuring that orders are
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prepared quickly and consistently. By accurately processing orders, these
systems increase customer satisfaction and reduce labour costs. Artificial
intelligence-supported devices are also becoming widespread in home kitchens.
Smart kitchen appliances guide users by following recipes step by step and
automate the cooking process (Kiraz, 2020). For example, smart pots or ovens
can automatically adjust the time and temperature required when cooking a
particular dish. Such devices make cooking easier and ensure that the results
are perfect every time. Artificial intelligence also provides great benefits to the
gastronomy sector in supply chain and logistics management. Supply chain
management is critical to optimising the journey of food ingredients from field
to plate. Artificial intelligence offers various solutions to make this process
more efficient, fast and sustainable (Aydin & Ucgkan Cakir, 2022: 187). Firstly,
artificial intelligence-supported systems provide great advantages in demand
forecasting and inventory management. These systems can predict future
demand by analysing past sales data, seasonal trends and other factors. Thus,
businesses can optimise the supply chain by avoiding unnecessary inventory
holding costs (Aydin and Ugkan Cakir, 2022). For example, a restaurant chain
can determine which materials should be ordered and when based on artificial
intelligence predictions and can manage inventory more effectively. Artificial
intelligence also improves logistics processes. By optimising transport routes,
it shortens delivery times and reduces transport costs. This is particularly
important in the transport of fresh food, as timely delivery of food is critical
to maintaining its freshness and quality. Artificial intelligence algorithms
determine the most suitable transport routes by analysing traffic data, weather
forecasts and other logistics data (Kiraz, 2020). Food safety and traceability are
also improving thanks to artificial intelligence. Monitoring and recording every
step in the supply chain is important to ensure the safety and quality of food.
Artificial intelligence monitors the process from the source of food to the final
consumer, identifies potential problems and ensures that preventive measures
are taken. This is a great advantage, especially in terms of preventing foodborne
diseases and increasing consumer confidence (Calayir, Yazici, 2018). These
technologies increase the operational performance and customer satisfaction of
businesses by ensuring effective management of food materials.

Data Analytics and Artificial Intelligence Assisted Nutrition

Data analytics and artificial intelligence technologies improve the health
and quality of life of individuals by providing personalised and effective
solutions in the field of nutrition. While traditional nutritional advice is often
based on standards for the general population, artificial intelligence and data
analytics can be used to create personalised nutrition plans tailored to each
individual’s unique needs and preferences. This has become possible with the
application of big data analytics and machine learning techniques to nutrition
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sciences (Gengoglu, Asan, 2023). Artificial intelligence-supported nutrition
systems analyse individuals’ health data, genetic information, lifestyles and
dietary habits and provide them with special nutritional recommendations.
For example, by analysing an individual’s health history and genetic structure,
certain health risks such as diabetes or heart disease can be identified and
preventive nutrition strategies can be developed for these risks (Gengoglu,
Asan, 2023). Likewise, balanced nutrition plans can be created in accordance
with a person’s energy needs and nutritional requirements, taking into account
their daily activities, sports habits and dietary preferences. Data analytics plays
a critical role in transforming large amounts of nutrition data into meaningful
information. Modern food monitoring applications and wearable health devices
record individuals’ daily food consumption and physical activity. This data is
analysed by artificial intelligence algorithms to provide in-depth insights into
individuals’ dietary habits. For example, if it is detected that a user consumes
too much sugar in a certain period, artificial intelligence warns this situation and
suggests healthier alternatives. This helps individuals to develop and maintain
healthy eating habits (Atasoy, et al., 2024). For example, a dietitian can use Al-
powered tools to optimise the amount of calories and nutrient distribution needed
for a patient to achieve their weight loss goals. Such personalised approaches
may have higher success rates than traditional diet plans. The food industry also
benefits greatly from Al and data analytics. By analysing consumer preferences
and dietary trends, food manufacturers can develop healthier and innovative
products. For example, consumer data can be used to produce low-calorie foods
or foods suitable for special diets. In addition, artificial intelligence optimises
the nutritional values of products, providing consumers with more nutritious
and healthy options (Gengoglu, Asan, 2023). Data analytics and Al-supported
nutrition offer powerful tools to improve the overall health of individuals and
society. These technologies provide more effective and sustainable solutions
by personalising dietary habits. They help individuals achieve their healthy
living goals and enable the food industry to better respond to consumer needs.
Artificial intelligence and data analytics have the potential to revolutionise
nutrition sciences and create a healthier and more conscious society in the
future (Atasoy, et al., 2024).

CONCLUSIONS AND RECOMMENDATIONS

The study comprehensively examined the usage areas of artificial
intelligence in the field of gastronomy and the innovations brought by this
technology to the sector. The development process from the first applications
of artificial intelligence in gastronomy to the point reached today clearly shows
how technology has revolutionised this field. Artificial intelligence is used in
a wide range of areas such as menu planning, recipe suggestions, nutritional
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assessment and calorie calculation, data analytics-supported nutrition,
customer experience and personalisation, kitchen automation and robot chefs,
supply chain and logistics management. Artificial intelligence in nutritional
assessment and calorie calculation enables individuals and professionals to
quickly and accurately analyse nutritional values. Thus, it makes it easier
for individuals to achieve their health goals and provides a powerful tool
for dietitians and nutritionists. Data analytics and Al-powered nutrition offer
personalised solutions, creating nutrition plans tailored to each individual’s
unique needs and preferences. This helps to develop and maintain healthier
eating habits. Kitchen automation and robot chefs offer a significant innovation
in the gastronomy sector by making food preparation processes more efficient,
consistent and hygienic. These technologies increase the operational efficiency
of restaurants, while at the same time providing better quality service to
customers. In the field of supply chain and logistics management, artificial
intelligence helps to optimise demand forecasting, inventory management and
logistics processes. This reduces food waste and makes the supply chain more
sustainable and efficient. Artificial intelligence and data analytics technologies
offer great innovations and developments in the field of gastronomy. These
technologies increase efficiency, reduce waste and provide more personalised
and quality services to customers in the food and beverage industry. In the
future, it is expected that the impact of Al in the field of gastronomy will further
increase and these technologies will be used more widely. These developments
at the intersection of gastronomy and artificial intelligence have the potential
to create a healthier, sustainable and innovative food and beverage sector. It
is recommended that studies on robotic applications in kitchens and literature
should be increased and continued.
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EVALUATION OF FENNEL (FOENICULUM VULGARE) PLANT IN TERMS
OF ITS USE IN TURKISH CUISINE

Muhammed Fatih Yildirim'

Introduction

Tiirkiye is one of the most important genetic diversity and plant-rich
countries in the world due to its structure, favorable ecological conditions,
different climate types and rich flora. Fennel stands out as a nutritious and
health-beneficial herbaceous plant, thanks to its ability to grow naturally in the
wild and to provide high yields when cultivated. The fact that almost all parts
of fennel, which is widely used especially in the pharmaceutical and cosmetic
sector, are edible, from root to leaf, is a significant advantage in the context
of sustainability and ecogastronomy. In this context, it is essential to consider
both the herbal properties and the historical use of fennel to better utilize it in
kitchens.

Fennel

Foeniculum vulgare Mill. is one of the species of Umbelliferae (Apiaceae),
the parsley family, and is classified into two types as “Foeniculum vulgare
Miller subsp. vulgare var. vulgare (bitter fennel)” and “Foeniculum vulgare
Miller subsp. vulgare var. dulce (Miller) Batt. & Trab. (sweet fennel)” (Koru,
2019: 4). This plant has been known and cultivated for many years. The natural
and cultivated forms belong to a single species and the genus Foeniculum
contains only one species (vulgare) in the world (Dirican & Telci, 2016: 293).
In Tirkiye, fennel is known by various local names such as rezene, raziyane,
arapsagl, gumra, 1sira, meletiire, sincilip, irziyan, mayana (Baytop, 1999: 359).
It is known as ac1 sogan (bitter onion) in the Western Black Sea and marata in
Crete. (Hangerli, 2011: 11). Fennel, which is researched and consumed more
abroad than in Tiirkiye, takes its name from the Latin word “foenum” which
refers to “dry forage” because of its appearance (Mete, 2009: 672). It is called
“fennel” in English, “rezene” in Turkish, “fenouil” in French, “finocchio” in
Italian, “hinojo” in Spanish and “fenchel” in German (European Medicines
Agency, 2008: 2). When the relevant literature is examined, Koru (2019:
4) defines fennel as a long-lived, herbaceous plant that grows to about 1-1.5
meters in height and forms large clumps. The fruits are 6-10 mm long and
1.5-4 mm thick, oval, slightly curved, brownish-green or yellowish in color.
They are usually stalked, hairless, and belong to a perennial herbaceous plant
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(Kooti et al. 2015: 2). It has a thick and taproot. Strong lateral roots are formed
from this root, especially the year after planting. Its roots can reach depths of
1-2 meters. It has a spring-like scent and a mildly pungent flavor (Hedge &
Lamond, 1972; Baytop, 1984:312). In addition to being obtainable from the
wild, its rapid growth, ability to resist adverse conditions, ease of harvesting,
and ease of processing are among its other positive aspects when cultivated
agriculturally. In Tiirkiye, the sowing period is usually in the fall or from the
beginning of April to the end of May. It can be sown using a seeder or manually
by hand. Significant irrigation is required, especially during the initial planting
period. The harvest typically occurs between June and October, depending on
climate and planting conditions. Crops become suitable for harvesting during
their growth phase, particularly when the grains begin to turn yellow (Ayirtman,
2015: 20).

Agricultural production of fennel, which is widely used in pharmacy and food
industry with its rich flavones and essential oils, has increased in recent years.
In fennel essential oil, 16 essential oil components were identified. As a major
component, trans-anethole, a component that stands out with its antimicrobial
effect, is the most prominent (Balkan, 2015: 28). Numerous in vitro and in
vivo studies have shown that fennel has a wide range of pharmacological
properties, including antimicrobial, antiviral, antioxidant, anti-inflammatory,
antimutagenic, analgesic, antipyretic, antispasmodic, anticholinergic,
antithrombotic, antitumor, apoptotic, blood sugar-lowering, lipid-lowering,
liver-protective, memory-enhancing, chemoprotective and lactation-enhancing
effects (Rafieian et al. 2024: 6924) According to research on mice, the glucose-
lowering effect of fennel has been detected (Dayioglu, 2005: 40). According
to research on rats, the cholesterol-lowering effect of fennel has been detected
(Ozbek et al. 2006: 177). Fennel is beneficial not only for increasing breast milk
but also for alleviating digestive issues such as bloating, gastritis, diarrhea,
constipation, irritable bowel syndrome, and stomach pain. Additionally, it has
shown positive effects in managing menopausal symptoms (Rahimikian et
al. 2017: 1019). Fennel is seen to be effective in solving digestive problems.
Fennel tea, the most frequently consumed form of fennel, is prepared by drying
or grinding its seeds. The seeds of fennel are used in fish and poultry dishes for
their fragrance and aroma. The sweet and fragrant root part, which resembles an
onion under the soil, is generally used in salads, especially in North Africa and
European countries, as well as in baked, grilled or boiled dishes. In the Aegean
region, it is commonly prepared and consumed as a dish (Kdse, 2019: 1). In
some regions of Tiirkiye, it is also used in the production of floury and sugary
foods (Celik, 2022: 81).
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The historical uses of fennel

The history of fennel is believed to date back to a time before humanity
transitioned to settled life. Archaeological studies have revealed clues
suggesting that people used natural plants not only as food but also for medicinal
purposes. In this context, it is believed that the history of both humanity and
the plant dates back to 60,000 years ago, based on the plant seeds found in
the grave during the archaeological excavations conducted in Shanidar Cave
in Iraq in 1957 (Aygtin, 2019: 1). During the Roman Empire, fennel was used
in the treatment of some eye diseases (Yilmaz Kolanci, 2020: 632). Gaius
Pliny Secundus, the author of Naturalis Historia, one of the greatest works that
survived from the Roman Empire, used fennel in the treatment of 22 different
diseases, believing that snakes eat wild fennel and can improve their eyesight
by shedding their skin. Hippocrates, on the other hand, suggested that fennel,
which is still frequently used today, can help pregnant women increase milk
yield. Fennel is an aromatic herb used for years by the Romans, Chinese and
Indians as an antidote for poisonous mushrooms, dog bites and snake bites.
The ancient Egyptians used it as a food as well as a treatment. In the Middle
Ages, it was hung on doors to ward off evil spirits. Fennel has long been used
as a spice and appetite suppressant in England and as a medicinal elixir in
Switzerland. Native American Indians used to chew fennel seeds as a mouth
freshener (BAKA, 2020: 20). The commercial importance of fennel emerged
due to its therapeutic effects and it was among the first plants cultivated in
Asia, Africa and Europe. (Hasimi et al. 2014: 20). Today, the negative effects
of synthetic drugs on human health and the medical and economic problems
caused by them have led to a resurgence in the popularity of herbal treatments
in recent years. In this context, the medical use of fennel has risen, particularly
due to its effects on breast milk (Koru, 2019: 13). Besides its consumption as
a food, fennel is also widely used in the cosmetics industry, especially for its
essential oil properties.

Fennel usage in Tiirkiye

Tiirkiye is among the richest countries in the world in terms of medicinal
and aromatic plants, thanks to its macroclimate and regional climate. Its flora
comprises 174 families, 1251 genera, and over 12,000 species and subspecies of
medicinal and aromatic plants, of which 3,750 are endemic (Kendir & Giiveng,
2010: 55). Tiirkiye’s phytogeographic richness is due to its location at the
intersection of three floristic regions (Irano-Turanian, Mediterranean and Euro-
Siberian in order of diversity). In addition, factors such as geomorphological
structure, soil diversity, elevation differences and vegetation cover have
influenced this diversity (Tel et al. 2023: 1057). Although the exact number
of plants used for medicinal purposes in Tiirkiye is unknown, it is estimated
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to be around 500. Approximately 100 medicinal and aromatic plants found in
Anatolia have export potential (Karik & Oztiirk, 2009: 22).

In Tiirkiye, the word herb generally refers to plants collected from the wild
without being cultivated. Hundreds of different plants are believed to be used
in traditional folk medicine practices. Nevertheless, the number of plants traded
is around 350, of which approximately 140 are exported (Ayirtman, 2015: 1).
Many plants that grow in Tiirkiye or for which the growing conditions are
suitable are not cultivated. Among these, plants such as fennel, which are
completely utilized from root to leaf, are rare. Fennel is a plant that has been
cultivated effectively in recent years. Although it is generally cultivated to
harvest the seeds for tea, in recent years, the root part, also called the bulb, has
also been cultivated. The homeland of wild fennel, which is generally used as
a vegetable, is the Mediterranean. Burdur in particular leads the production of
fennel in Tiirkiye. In addition, Afyon, Isparta, Usak, Bursa, Konya, Denizli,
Gaziantep, Manisa, Antalya and Mardin are among the cities where fennel
is cultivated in limited areas. According to TURKSTAT (TUIK) 2019 data,
the highest production amount is in Tefenni district of Burdur (1,963 tons),
followed by Celtik district of Konya (1,530 tons), Karamanl district of Burdur
(480 tons) and Korkuteli district of Antalya (375 tons). (BAKA, 2020: 14).
Tefenni Fennel and Karamanli Fennel are noteworthy as products that have
received the TSE geographical indication mark. Fennel is among the medicinal
plants that Tiirkiye exports more than it imports.

Use of Fennel in Gastronomy

Plants have been one of the main food sources of humanity since ancient
times. People have divided herbs into two groups as useful (fragrant, aromatic)
and useless (all other herbs) (Ko¢ Apuhan & Beyazkaya, 2019: 32). Local herbs
and vegetables are of great importance for the promotion of regional cuisines.
Today, with the development of the gastro-tourist phenomenon, interest in
gastronomy activities has increased not only in large destinations but also in
regional and small destinations. The main driver of this phenomenon is thought
to be the desire to discover local culture and the stories of food as well as new
flavor experiences (Simsek & Selcuk, 2018: 29). In this context, the importance
of fennel plant, which can be utilized as local herbs and little-known vegetables
with its root part and seeds, cannot be denied in the direction of the development
of local gastronomy. The white, fist-sized vegetable part of fennel is one of its
important benefits due to its high levels of vitamins and minerals. With this
ratio, fennel ranks as the plant with the highest iron content after spinach and
chanterelles. In 100 g of fennel vegetable, there are 110 mg magnesium, 109
mg calcium, 93 mg vitamin C, and about 50 calories (Mete, 2009: 675).
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The use of Fennel as a food ingredient in Tiirkiye

Turkish cuisine has a long history and a rich diversity. While soups, meat
dishes, pastries, and legumes are predominantly used, each region also has
its own unique variety of herb consumption (Badayman et al. 2018: 53).
Tiirkiye is home to numerous endemic herbs, thanks to the diverse climate
and soil conditions of its geography. Wild plants are commonly used both for
their healing properties and for their unique flavors. In particular, ritualized
collection and processing practices for certain herbs are observed in rural areas
of Tiirkiye. As they have done throughout history, the people of Anatolia today
collect and process as many herbs as they need, especially from the mountains
and green areas in their immediate surroundings. Many parts of the herbs found
in Anatolia are collected with the belief that they possess healing or flavor
properties and are used in kitchens either raw, roasted, dried, as fillings, or
through fermentation.

The main use of fennel in Tirkiye is the consumption of its tea. The
basic understanding in brewing the tea is to increase the efficiency of fennel
by revealing the abundant and various volatile oils in its content. Fennel
tea with other volatile components, especially anethol, is one of the most
widely used products to increase breast milk. It is also used in the production
of some alcoholic and non-alcoholic beverages due to its essential oils and
aroma. Fennel is a herbal product with carminative, stomach relaxing, eye
strengthening, digestive facilitator, depressive relaxant, heart palpitations
and reducing abdominal pain in children. (Kaya et al. 2004: 2). Studies have
shown that fennel lowers blood and brain glucose levels and has positive effects
in stressful times (Ozyilmaz, 2015: 7). Although there is a lack of sufficient
awareness about fennel consumption in Tiirkiye, most of the fennel produced is
utilized in the domestic market. In addition to tea, there are some lesser known
areas of use. Among these are Adiyaman Peksimeti (Taplama) and Sanliurfa
Kiillingesi. In these products, fennel seeds are generally used, and fennel aroma
prominently stands out as the main flavoring. On the other hand, onion-like
roots and stems are frequently used, especially in Mediterranean and Aegean
cuisine. It is one of the most commonly used herbs in the cuisine of Cretan
immigrants in Tirkiye. The stem, the fennel-like part of the stem, and the
onion-like root part are utilized in separate dishes. It has been used in a variety
of dishes both for its flavor and its health benefits (Karaca et al. 2014: 5).

Some recipes using Fennel in Tiirkiye

In this section, the extent to which fennel, which has a natural distribution
in Tuirkiye and is not used much in daily life in kitchens other than tea, can be
utilized in gastronomy has been investigated. In this direction, it is seen that
fennel is used as the main product in some foods in Turkish Cuisine and as a



50 ‘ CULINARY CROSSROADS: GASTRONOMY, INNOVATION, AND THE TOURIST EXPERIENCE

flavoring in others. Fennel, along with artichoke, celery, leek, and various herb
roasts, is frequently used in olive oil-based dishes (such as Fennel Pilaf in the
Karabakh region) and in pastries (e.g. Fennel Pastry), incorporating both its
root and herbaceous leaves. Some products with different names but similar
production techniques were evaluated within the similar recipe. Different
studies can be carried out to bring these products with different names into the
literature. In this context, the recipes of the products containing fennel were
extracted under subheadings and tried to be included in the literature.

e Adiyaman Bayram Taplamasi

Adiyaman is a historical city with a deep-rooted culinary culture, located
in Southeastern Anatolia, with the climate and vegetation characteristics of
Eastern Anatolia and the Mediterranean regions. It has many geographically
marked products including various dishes, desserts, nuts and fruits. Especially
the use of legumes and cereals in its cuisine attracts attention (Yesilyurt et al.
2017: 175). There are some regions where the fennel plant grows naturally also.
Although fresh fennel is used in salads and pancake (hitap), dry fennel is mainly
used. The most common product in which dried fennel is used is “taplama”,
a type of rusk, also known as “killori”. Rusk has been consumed throughout
history by various nations, especially during wars, especially because it is
consumed for a long time without spoiling and gives energy (Yiksel & Caglar
2024: 1).

For making rusk, flour, oil, sesame (kiincii), fennel (mayana), milk, yeast
are kneaded together without adding water. A hard dough is obtained and
left to stand for 4-5 hours. A large walnut-sized meringue is taken, rolled
out lengthwise, cut into slices and baked in the oven. The sample known as
Taplama is rolled out thinner and baked (Yesilyurt et al. 2017: 88) In Adiyaman,
it is made in neighborhood bakeries, especially on special occasions such as
religious holidays. Over time, it has become a cultural tradition and been
commercialized through continuous production (Karahan & Kilinggeker,
2021: 354). If it is stored in airtight containers after cooling, it will maintain its
freshness for a long time. There are regions where it continues to be made by
a traditional communal work method (imece method) in order to pass it down
from generation to generation (Tiirkoglu et al. 2022: 224). Kiiliinge, which is
made in the Sanlwurfa region, is prepared with very similar ingredients and
technical processes too. Kiillinge is kept alive as a continuation of the tradition
of unity and solidarity, just like Taplama. (Onur et al. 2016: 178). Antep Koy
Kahkesi, a protected geographical indication product containing chickpea yeast
and mayana (fennel), which is made in Gaziantep especially during Ramadan
feasts, is one of the bakery foods similar to this product.
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Table 1: Adiyaman Bayram Taplamasi Recipe

Ingredients Quantity Unit Calories

Butter 150 grams 1075 kcal

Vegetable oil 90 milliliters 800 kcal

Yogurt 125 grams 75 kcal

Eggs 2 piece 77 kcal

Granulated sugar 150 grams 500 kcal

Milk 200 milliliters 45 keal

Flour 500 grams 1900 kcal

Baking powder 5 grams 2 kcal

Sesame seeds 10 grams 70 kcal

Black cumin seeds 15 grams 55 keal

Dried fennel 10 grams 5 keal
1- Sift the flour and baking powder into a large mixing bowl and
make a hollow pool in the middle. Add all other ingredients.
2- When it is completely homogenized and a slightly hard dough

Instructions is obtained, break pieces from the dough, first roll them and then

press on them to give them a flat and evenly flat shape.
3- Place them on the baking tray, brush them with egg yolk (if
possible, remove the haspir or zeric extract) and bake them in a
stone oven at 225-250°C for about 5 minutes.

e Cretan style fennel with meat

Crete is an island in the Aegean Sea. In Crete, besides having a rich variety
of herbs, the use of olive oil is also very high. Cretan cuisine, where herb
dishes are consumed very frequently from past to present, is also known as
Green Table (Cevik & Sacilik 2011: 505). Those who migrated from Crete to
Turkey brought their culinary culture with them.

This meal is made by using the onion-like root and leaves of fresh fennel,
also known as Maratha by the people of the region who migrated from Crete. It
is frequently used for its flavor and aroma as well as its health benefits. In Crete,
the traditions are continued as onions are not added to okra, shevketibostan and
maratha (Karaca et al. 2014: 5). In the Antalya region, tomatoes are also added.
The portion is approximately 350 kilocalories also making it both nutritious
and low in calories.
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Table 2: Cretan Style Fennel with Meat Recipe

Ingredients Quantity Unit Calories
Fresh fennel 1 piece/kilograms 300 kcal
Lamb meat 500 grams 1250 kcal
Carrot 1 piece 40 kcal
Olive oil 100 milliliters 880 keal
Flour 20 grams 75 keal
Lemon juice 100 milliliters 60 kcal
Water 200 milliliters 0 kcal
Salt 15 grams 0 kcal
Black pepper 10 grams 25 keal
Yogurt 125 grams 75 kcal

1- After cleaning and trimming the fresh fennel, chop it into equal
sizes to make about 1 kg.

2- First, cook the meat in a large pot. After letting it release and
reabsorb its juices for about 10 minutes, add the carrots along with
olive oil and continue sauteing.

3- After the sauteing process continues for about 10 minutes over low
heat, add water. First add the stalk and then the root parts of the fennel
Instructions after a few minutes.

4- After adding the fennel, cook for another 20 minutes. Then, add the

spices. Yoghurt, flour, and lemon are mixed and gently added to the
dish.

5- The fennel dish (maratha), which has absorbed its water for about
15 minutes, is ready to be eaten. It can be served warm and with
toasted bread if desired. The juice of one orange can be squeezed and
added on top.

e Cretan fennel with dried beans

Cretan immigrants live in various cities in Turkey, especially on the
Mediterranean and Aegean coasts. This is because the climate and plant
diversity of these regions are similar to Crete (Aladag 2013: 162). One of the
most well-known dishes of Crete is fennel with beans.

This meal is made using the dill-like green leafy part of fennel, locally also
known as arapsagi. In the Cretan region, it is also called “selena” and fritters
are also made from it. Its use in this dish is commonly said to occur especially
when wild fennel is harvested, and if the fennel root has not grown to a
sufficient size, the leaves are collected and utilized. A portion is approximately
200 kilocalories.
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Table 3: Cretan Fennel with Dried Beans Recipe

Ingredients Quantity Unit Calories
Fresh fennel 200 grams 90 kcal
Beans 300 grams 1250 kcal
Onion 1 piece 45 kcal
Olive oil 80 milliliters 700 kcal
Flour 20 grams 75 kceal
Lemon juice 50 milliliters 30 kcal
Water 200 milliliters 0 keal
Salt 15 grams 0 kcal
Black pepper 10 grams 25 keal
Instructions | 1- Boil the beans that were soaked overnight.

2- Roast the onion in olive oil over low heat.

3- Add the cleaned fennel greens (arapsagi) on top and continue sautéing
together for a while.

4- After a few minutes, add the boiled beans and pour hot water over
them.

5- After cooking in this way for 10 minutes, flour and lemon are mixed to
form a seasoning and added to the dish.

e Fennel with egg

Fennel grows wild in various parts of Turkey and is collected by local people
(Okcu 2016: 3). It is roasted in various regions, and there are also those who
add eggs to it due to its protein efficiency. For this reason, this fennel dish with
egg becomes a healthy and nutritious dish. It is important to utilize every part
of fennel. The leaves of fennel, which remain after the stems are removed, are
also used for breakfast. Some people also cook it with cheese.

Table 4: Fennel with Egg Recipe

Ingredients Quantity Unit Calories

Fresh fennel 100 grams 90 kcal

Eggs 300 grams 1250 kcal

Vegetable oil 80 milliliters 560 kcal

Salt 10 grams 0 kcal

Black pepper 5 grams 12 keal
Instructions 1- Finely chop the cleaned wild fennel leaves and sauté them in a

little oil. Cook over low heat for about 10 minutes until softened.
Optionally, cheese can be added at this stage.

2 - Whisk 3 eggs in a bowl with with salt and black pepper. Other
spices can be added according to your preference.

3- Add the egg and cover it with a lid and let it cook over low heat
with steam. It is ready in a few minutes and can be sliced and eaten
without cooling.
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° Pickled fennel

Various fermented vegetable products are produced in different parts of the
world. Among these, fennel pickles, which are not preferred much, are one of the
fermented products made in Tiirkiye. Pickled fennel, which has antimicrobial
properties in addition to being beneficial for stomach and intestinal health,
is one of the best ways to strengthen the immune system and preserve it for
long-term consumption. It can also be mixed and combined with various other
ingredients.

Table S: Pickled Fennel Recipe

Ingredients Quantity Unit Calories
Fresh fennel 500 grams 450 kcal
Dried fennel 10 grams 5 keal
Orange 200 grams 100 kcal
Water 600 milliliters 0 kcal
Sea salt 50 grams 0 kcal
Granulated sugar 20 grams 100 kcal
Apple cider vinegar | 500 milliliters 105 kcal
1- Cleaned fennel stems and root are sliced thinly in equal sizes.
2- 1 piece Orange peel and membrane are cleaned and sliced.
Instructions 3- Boil water, vinegar, sugar and Salt in a pan.
4- Add all the ingredients into a jar and add dry fennel seeds.
5- After keeping it at room temperature for 5-6 days, it is ready to eat.

¢ Fennel salad with orange

Fennel is suitable for use in salads in all its parts, especially the green
leafy, dill-like parts. It can be used in many types of salads due to its flavor,
nutritiousness and being a healthy product. Fennel salad is a light and nutritious
salad. It is popular in restaurants along the Mediterranean coast and especially
in cuisines that focus on healthy eating.

Table 6: Fennel Salad with Orange Recipe

Ingredients Quantity Unit Calories

Fresh fennel 100 grams 45 kcal

Orange 400 grams 200 kcal

Red onion 1 piece 45 kcal

Olive oil 50 milliliters 550 keal

Green olives 100 grams 150 kcal

Lemon juice 20 milliliters 10 kcal

Salt 15 grams 0 kcal
1- Clean the peel and membrane of 2 pieces of oranges and slice them.
2- Slice fennel, onion and olives very thinly.

Instructions | 3- Add the sliced ingredients into a bowl, then add lemon juice and olive oil.

4- Optionally, it can be diversified with protein additions.
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e Baked sea bass with fennel

Fish is a good product as it is easy to flavor. Especially in unflavored or lean
fish, combining it with a nutritious herb such as fennel is important. With this
fennel fish dish, fennel can be a healthy and delicious alternative to the classic
seafood side dishes. Moreover, there is information indicating that dry fennel
seeds are used in fried fatty fish (Giiney et al. 2022: 1724).

Table 7: Baked Sea Bass with Fennel Recipe

Ingredients Quantity Unit Calories
Fresh fennel 500 grams 150 kceal
Sea bass 1 piece 1250 kcal
Parsley Half bunch 30 kcal
Dill Half bunch 20 kcal
Scallion Half bunch 35 kcal
Olive oil 50 milliliters 550 keal
Bay leaf 20 grams 1 keal
Butter 100 grams 720 kcal
Potato 4 piece 700 kcal
Salt 15 grams 0 kcal
Black pepper 10 grams 25 keal
Dried fennel 25 grams 15 kcal

1- Finely chop the spring onion, fresh fennel, dill and parsley and add
them in a large bowl.

2- Dry a cleaned piece of sea bass and place it on a greaseproof paper
tray.
3- Fill the prepared mixture into the belly of the fish. Butter cut into

cubes is also added to the fish. The process is completed by adding bay
leaves in between.

Instructions

4- Cut the potatoes into apple slices and place them around the fish by
adding oil, fennel and other spices as desired.

5- Bake in a preheated 180°C oven for 30 minutes. Serve while hot.

e Fennel soup

This fennel soup is a light, aromatic and digestively beneficial soup made
with fresh fennel, especially in Aegean and Mediterranean cuisines. Except for
the conservative Cretan immigrants who often use traditional methods, those
who do not often use fennel usually prepare it with potatoes, onions, courgette
and preferably cream in addition to fennel.
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Table 8: Fennel Soup Recipe

Ingredients Quantity Unit Calories
Fresh fennel 500 grams 150 kcal
Onion 1 piece 50 kcal
Potato 1 piece 150 kcal
Carrot 1 piece 10 keal
Water 500 milliliters 0 kcal
Yellow lentils 75 grams 50 kcal
Olive oil 20 milliliters 200 kcal
Butter 50 grams 350 kceal
Lemon juice 20 milliliters 10 kcal
Salt 15 grams 0 keal
Black pepper 10 grams 25 keal
Dried fennel 25 grams 15 kcal
Turmeric 10 grams 25 keal
Cumin 10 grams 35 kceal

1- Put the pot in which the soup will be prepared on the stove, add
olive oil and butter and melt them.

2- When the oil gets hot, add chopped onion into the pot and saute for
about 2 minutes. Then add diced Carrot, green apple, fennel and Potato
into the pot and continue to roast the ingredients.

3- When the ingredients are roasted well, add yellow lentils and water;
stir the mixture well.

Instructions 4- Cook the soup over high heat for 20-25 minutes, stirring
occasionally. If you are using a pressure cooker, cooking for 10
minutes is enough. When the cooking time is over, remove the soup
from the stove and puree it with a blender.

5- Add salt and spices, stir and put the soup back on the stove. Add
lemon juice to the soup and cook for 2-3 more minutes.

6- When serving, ladle the soup into bowls and sprinkle fennel leaves
or red pepper flakes on it.

e Fennel roast

This is a roux dish made with fresh fennel, especially in Aegean and
Mediterranean cuisines. Except for the Cretan immigrants who often use
traditional methods, those who do not usually prepare it with potato, onion and
preferably cream in addition to fennel. There are also those who add minced
meat. In this dish, the dill-like green parts of the fennel are added after cooking,
so every part of the fennel is utilized.
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Table 9: Fennel Roast Recipe

Ingredients Quantity Unit Calories
Fresh fennel 500 grams 150 kcal
Onion 1 piece 50 kcal
Eggs 2 piece 100 kcal
Olive oil 50 milliliters 500 kcal
Lemon juice 20 milliliters 10 kcal
Salt 15 grams 0 kcal
Black pepper 10 grams 25 kcal
Chili pepper 25 grams 25 keal
Turmeric 10 grams 25 keal
Cumin 10 grams 35 kcal

1- The root parts of the fennel are cleaned and washed.
Then the cleaned fennel is chopped into 2 finger-sized pieces.

2- Put olive oil in the pan and roast the previously chopped onions.
Then the chopped fennel is placed on it and the roasting process is
continued at the same temperature.

Instructions

3- Then spices are added. During all these processes, the fire should be
low and the lid should be closed.

4- Finally, stir with egg yolk and lemon juice, cook and serve hot.

e Fennel tea

It is a mild tea. Consumption is limited in infants and children (Zeller et al.
2006: 3686). It has effects such as prolonging the lactation period in mothers
and relieving gas pains in babies (Sanli et al. 2008: 18). It is recommended to
consume hot. After flavoring the water with dried fennel, a base is obtained that
can be used in marinades, flavoring dishes and sherbets.

Table 10: Fennel Tea Recipe

Ingredients Quantity Unit Calories
Dried fennel 8 grams 4 kcal
Water 200 milliliters 0 kcal

1- Fennel seeds are added to the glass or teapot and brewed.
Instructions | 2- After the fennel is brewed for 5 minutes, the seeds are filtered and drunk.

Conclusion

In this study, both general characteristics of fennel and, its historical use was
mentioned, it was also evaluated from a multidisciplinary point of view. Some
different fennel recipes were prescribed, and it was demonstrated that it is an
important product in terms of both economic and health if its consumption is
increased, supported by the literature. Fennel has been used both as food and
for therapeutic purposes for centuries. On the contrary, fennel has not been
able to develop in direct proportion to the interest in organic and sustainable
products that has developed in Tiirkiye in recent years. Fennel has the potential
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to be an important product both in terms of its benefits for human health and
ecogastronomy if it has the necessary recognition. Fennel, as a plant belonging
to the same genus known by different names in different regions of Tiirkiye
and the world, should be included in the literature through academic studies.
Studies on fennel should be diversified and increased both in the medical
and agricultural sense and in food and beverage issues. In this way, it will be
possible to add it to the literature with more different features. In this context,
it is thought that fennel can be a good example of an ecogastronomy product if
the ways of evaluating Tiirkiye’s vegetation are determined and then fennel is
introduced to the kitchens both in the literature and by systematic promotion.
The positive contributions of fennel, especially if it is used as food and its
agricultural production is increased, are among the subjects recommended to
be investigated in the next studies.
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ASSESSMENT OF ZENGIBAR WALKING ROUTE WITHIN THE CONTEXT
OF ECOTOURISM AND TOURISM DEVELOPMENT

Mete Sezgin', Ramazan Giin2, Muhammed Fatih Yildirim?

Introduction

Since the earliest times in history, people have felt the need to travel repeatedly
for various reasons, such as religion, trade, health, and similar factors. As a
result of the development of travel, the concept of tourism has emerged. The
concept of tourism today is emerging as a growing and evolving concept, which
continues to develop and diversify, gaining increasing value both worldwide
and in Turkey. Tourism contributes to the creation of new job opportunities in
a region, the preservation of the area, and its economic development. Tourism
activities are increasingly taking on a global dimension, and new markets are
emerging. Alternative tourism is one of these developments. In recent years,
there has been a shift in expectations related to tourism. Different methods of
travel have come to the forefront, and tourists’ preferences have changed. Travel
is no longer only for the purpose of rest and sightseeing; it also emphasizes the
desire to discover new places, explore, and seek adventure (Kulak, 2024: 20).
Ecotourism, which is one of the branches of alternative tourism, is considered
one of these types of tourism.

The concept of ecotourism, also known as nature tourism, is described
as a sustainable form of tourism that protects the environment, considers the
well-being of the local population, and preserves sensitivity towards natural
areas. One of the activities included in this type of tourism, which aims to
be environmentally conscious, is hiking. Hiking is an important recreational
activity that continues to exist within ecotourism activities. Recreation refers to
activities that allow individuals to rejuvenate physically, mentally, and socially,
and to rediscover themselves by using their leisure time (Ozsaker, 2024: 6).
This recreational activity, carried out by individuals or groups, is becoming
increasingly popular day by day. One of the destinations where hiking activities
are actively carried out is the city of Konya, which served as the capital of the
Seljuk Empire for many years. With a wide range of tourism opportunities, the
city of Konya continues to be an important ecotourism region through its nature
hiking routes.
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In this study, general information is provided about the Zengibar Hiking
Trail, which is planned to be one of the hiking routes in Konya province, with the
objectives of increasing the region’s tourism innovation and entrepreneurship
capacity, diversifying tourism, and spreading tourism activities throughout the
year. The aim is to introduce this hiking trail to tourism. In this context, it
is believed that the tourism potential of Konya province can be enhanced by
promoting and introducing this hiking trail to tourism. The study introduces
the historical and cultural richness of the Isauria region (Zengibar Castle,
Astra Ancient City) along with its natural beauty, detailing three separate
routes extending from Bozkir to Cetmi Highlands. It evaluates the ecotourism
potential of the Zengibar Hiking Route in terms of sports, environment, culture,
and economy, aiming to contribute to the regional economy and tourism
appeal in line with sustainable tourism principles. The study focuses on the
ecotourism potential of the route through these dimensions: promoting healthy
and recreational activities in the sports dimension, preserving natural beauty
and biodiversity in the environmental dimension, highlighting the historical
and cultural heritage in the cultural dimension, and contributing to the regional
economy through tourism in the economic dimension.

This study consists of two sections. In the first section, the concepts of
tourism, alternative tourism, nature tourism, hiking, Konya, and hiking trails
are discussed, and the relationships between these concepts are examined.
The following section provides detailed information about the history of the
Zengibar - Isairua Region and the characteristics of the trail.

Tourism

Tourism has emerged as a result of the travels that humanity has made for
various reasons, either individually or in groups, throughout history. By the
end of the 19th century, concepts related to tourism began to be fully defined.
The concept of tourism is derived from the Latin word “tornus,” which means
to leave a settled area and return. The concept of tourism was first defined
by Guyer-Feuler in 1905. According to this definition, tourism is a modern
phenomenon that enables societies and individuals to come closer to each
other, driven by people’s increasing needs for rest and climate change, the
desire to explore landscapes enriched by natural beauty and artistic elements,
the belief that nature evokes a sense of happiness in people, and the significant
development of transportation facilities (Sahin, 2022: 7-8).

According to the Turkish Language Association (2023a), tourism is defined
as “a journey made for purposes such as rest, entertainment, exploration, and
learning”. In other words, it is described as “all activities carried out with
economic, cultural, and technical measures taken to attract tourists to a country
or region”.
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Tourism is the act of traveling undertaken by individuals or groups for various
reasons such as sports, rest, health, faith, gaining experiences, entertainment,
visiting relatives, or attending various conferences or seminars. However, for
these travels to be considered tourism activities, it is necessary that the traveler
does not settle in the destination and does not seek economic gain from the
journey. In addition, tourists must stay at least one night at the destination they
visit and demand products or services offered by businesses operating in the
tourism sector (Ayhan, 2022: 5).

Based on the definitions obtained from the literature review, tourism is
described as the entirety of actions resulting from the travels and trips made
by individuals, provided they stay for a certain period. In today’s ever-growing
tourism sector, people have started to seek different experiences for various
reasons, leading to the emergence of alternative forms of tourism.

Alternative tourism

The tourism sector, known for its significant contributions to the national
economy, is an important field for countries. Therefore, countries continuously
increase the importance they place on the tourism sector. As a result, it is likely
to encounter various issues in this area. Expanding and diversifying the tourism
sector plays a crucial role in solving these problems. Alternative tourism
activities hold a significant place among these solutions (Oztiirk & Yazicioglu,
2002: 1).

Countries are in constant competition with each other as they make the
most effective use of their tourism capacities to gain a larger share of tourism
revenues. In this competition, the concept of alternative tourism holds an
important place. The diversification of tourism into broader areas and the desire
to preserve nature by removing harmful factors and maintaining its natural
state have played a significant role in the emergence of alternative tourism.
Additionally, several perspectives have been presented regarding the reasons for
the formation of the concept of alternative tourism. The concept of sustainable
tourism is exemplified by offering visitors different experiences or activities, a
growing disinterest in conventional tourism, and the enhancement of tourism
potentials (Celik, 2018: 194-195).

The diversification and development of the tourism sector have led to the
emergence of various types of alternative tourism. According to the Ministry of
Culture and Tourism of the Republic of Turkey (KTB, 2023a), these alternative
tourism types are health and thermal tourism, cave tourism, hunting tourism,
winter tourism, plateau tourism, congress tourism, yacht tourism, golf tourism,
silk road tourism, religion tourism, air sports tourism, mountaineering tourism,
scuba diving, river — rafting tourism and bird watching.
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° Health and thermal tourism

Health and thermal tourism is a type of tourism that arises from the use of
facilities such as physical therapy, diet, psychotherapy, mineral-rich thermal
baths, exercise, mud baths, etc., to find solutions to health problems. It also
includes the use of these facilities for recreation and entertainment purposes
(Celik, 2018: 197-198).

e Cave tourism

The visit of caves for tourism purposes is referred to as cave tourism. As a
type of ecotourism, cave tourism receives significant attention in Turkey due
to its geological resources. Turkey is characterized as a cave paradise, with
approximately 40,000 caves located within the country. The caves in Turkey
hold significant potential in terms of tourism diversity (KTB, 2023b).

e  Hunting tourism

Hunting tourism is a type of alternative tourism that meets the various needs
of individuals. It involves hunting activities organized through establishments
such as hunting businesses and agencies. As an activity conducted in close
contact with nature, it helps to distance people from the ordinary and meets
various personal needs (Safak, 2003: 135).

e  Winter tourism

Winter tourism is a type of alternative tourism that includes winter sports
such as skiing, conducted in regions with heavy snowfall where snow can
remain for long periods. Due to its geographical features, Turkey is a highly
suitable destination for winter tourism (Bozdemir & Sengiil, 2021: 36).

e  Plateau tourism

According to the Turkish Language Association (2023b), plateaus, which
are described as “flat areas suitable for grazing animals or resting, located at
high altitudes,” are among the most preferred types of alternative tourism due
to their fresh and cool air, relaxing qualities, and tranquility. These plateaus
are often chosen by people living in large cities who are tired of the noise and
pollution of urban life.

e  Congress tourism

It is a type of alternative tourism where people travel for professional
purposes, including concepts such as symposiums, conferences, etc. Due to
its transportation infrastructure, cultural diversity, and geographical location,
Turkey holds an important place in the field of congress tourism (Eren &
Alaghan, 2020: 17).

e  Yacht tourism

Yacht tourism is a type of alternative tourism conducted through the use of
a sea vessel called a yacht, carried out for various purposes such as cruising,
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and takes place in locations like marinas, coves, and bays. Surrounded by seas,
Turkey is one of the important locations for yacht tourism (Sezer, 2012: 105).

e  Golf tourism

Golf tourism is a type of tourism where people travel to a different region
specifically to participate in the sport of golf. The primary purpose of this type
of tourism is to engage in golf activities (Cetin, 2008: 4).

° Silk road tourism

Anatolia has been one of the most strategic regions in the world since ancient
times and has played a significant role as a crossroads of many historical routes.
One of the most important of these routes is the Silk Road, which started in
the east of Asia, extended westward, and reached Europe by passing through
Anatolia. The Silk Road kept many cities and ports in Anatolia vibrant, and
caravanserais were built along the route. The tourist and recreational activities
in this region are known as Silk Road Tourism (Celik, 2018: 200).

e Religion tourism

Tourist visits made with the intention of seeing sacred sites to perform
religious duties, outside of the places where people live, are referred to as
religious tourism. However, journeys made by religious officials for work
purposes are not considered part of religious tourism (KTB, 2023c).

e Air sports tourism

Journeys made by individuals, for purposes other than commercial ones,
to engage in sports activities such as the study of aerial sports, using air
transportation outside of their place of residence, are referred to as air sports
tourism (Diker et al., 2016: 89).

e  Mountaineering tourism

It is an alternative form of tourism that involves recreational activities
requiring various equipment and sufficient knowledge, focused on mountains
due to their clean air, scenic views, and various activities. This type of tourism
is frequently preferred in Turkey due to its mountains.

e  Scuba diving tourism

According to Yasar (2011: 36), underwater diving tourism is a type of
tourism that involves promotional, sports, and educational dives aimed at
exploring, photographing, filming, or engaging in sport fishing in underwater
ecosystems, including plants, animals, and historical-cultural riches. It also
includes the accommodation and services provided on the shore in relation to
these activities.
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e River - rafting tourism

There are various types of rivers in Turkey. Rivers provide suitable
environments for water sports such as swimming, canoeing, and rafting, which
are referred to as river tourism. Most of the rivers in Turkey are suitable for
these activities. River tourism is considered a part of nature tourism (Celik,
2018: 196).

e  Bird watching tourism

Birdwatching is an alternative form of tourism that involves recreational
activities aimed at identifying and observing birds. Turkey, which is located
along the migration routes of birds, holds an important place for the development
of this type of tourism (Celik, 2018: 200).

e  Nature tourism and hiking

The term ecotourism, which is the shortened form of ecological tourism,
refers to a tourism approach that emerged in the 1980s and aims to protect
nature without causing harm to it. The growing recognition worldwide of the
negative impacts of tourism activities on natural and cultural resources, and
how these negative effects jeopardize tourism, has led to the development
of alternative forms of tourism that allow for the longer use of resources. In
addition, nature-themed content published in the media and the environmental
awareness education provided by educational institutions have contributed to
making multiple locations more recognized. For these reasons, nature tourism
has become one of the fastest-growing forms of alternative tourism, and
countries have started to place more emphasis on this field. Today, the desire
of people, who have become increasingly detached from nature, to reconnect
with it is growing. As a result, interest in nature tourism has begun to rise.
The increasing environmental awareness and changing holiday concepts can
be cited as the main reasons behind this growing interest (Akgiil, 2023: 21-22).

As a result of the growing interest in nature tourism, various recreational
activities have begun to gain prominence. One of these recreational activities
is hiking. Hiking is a recreational activity performed individually or in groups
outside the city, aimed at purposes such as love for nature, the desire to escape
from crowds and seek silence, engaging in physical activity, relaxation,
socializing, and observing natural areas (Erhan & Erhan, 2023: 123-124).

Participating in nature hikes not only allows individuals to explore the
beauty of nature but also has positive effects on their overall health. These
types of hikes take advantage of the stress-reducing effects of environmental
elements. The tranquility of nature, green spaces, clean air, and the natural
environment help participants relax. From a physical perspective, nature hikes
tend to reduce the levels of stress hormones such as adrenaline and cortisol in
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the body. Research has shown that nature hikes lower blood pressure, reduce
heart rate, and slow down breathing rates. Additionally, hiking in nature can
increase the release of happiness hormones such as serotonin and endorphins.
These hormones help individuals feel good and experience happiness (Cam,
2024: 27).

Nature hiking is a more significant activity compared to nature tours
conducted by means of vehicles, as it involves closely observing and thoroughly
examining natural areas while continuously exerting physical effort and
willpower. Nature tours are generally considered more as tourist trips. One of
the important features of nature hiking is that it helps individuals develop their
willpower and endurance. Nature hiking is known as one of the most popular
nature sports due to reasons such as its low cost, the minimal risk of injuries,
and the fact that it does not require excessive physical conditioning. Nature
sports can carry certain risks in some cases. It is important for individuals
participating in these activities to be careful and cautious. To prevent potential
injuries, participants need to be not only well-informed but also equipped
with the appropriate gear (Yildiz, 2024: 12). The necessary equipment varies
depending on seasonal conditions. Examples of such equipment include hiking
boots, water bottles, compasses, first aid kits, windbreakers, hats, trash bags,
and backpacks (Durmus et al., 2007: 5-6).

Overall, nature hiking is a form of tourism that holds significant importance
for human health, both psychologically and physically. It can be performed
individually or in groups, involves varying levels of difficulty, is carried out with
specific equipment, and must be initiated with the guidance of an experienced
guide. It is a type of nature tourism that should not be confused with activities
like nature climbing.

Durmus et al. (2007: 6-10) in their study state that there are difficulty levels
ranging from 1 to 6 in nature hiking. These are:

o Difficulty level 1: This level has very few inclines, with minimal
elevation gain. The ascents do not exceed 100 meters. The trails along
the route are wide. It can be completed in 2 hours or less. It is suitable for
individuals who are new to nature hiking.

o Difficulty level 2: The incline level is low at this level. These routes
include ascents that do not exceed 300 meters, and the walking duration
does not exceed 3.5 hours, which is longer than the Level 1 routes. It is
suitable for individuals who have participated in Level 1 routes.

o Difficulty level 3: At this level, the incline starts to increase, and the
ascents do not exceed 500 meters. The walking time does not exceed 5
hours, and the route may pass through narrow paths, wooded areas, or
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dry regions. This level is suitable for individuals who are experienced in
nature hiking.

o Difficulty level 4: The incline increases further compared to Level 3, and
the ascents do not exceed 700 meters. The walking conditions are similar
to those of Level 3, but the trails are in worse condition. This level, which
does not exceed 6.5 hours, is suitable for individuals who are in good
physical condition and health.

o Difficulty level 5: At this level, the incline significantly increases,
with ascents exceeding 1000 meters. The route passes through densely
wooded areas that are quite challenging, with some wet sections. It also
includes rocky and pathless areas. The walking time can reach up to 8
hours and is suitable for experienced hikers.

o Difficulty level 6: In this level, the duration of the hike exceeds 8
hours, and the incline gradually increases, reaching up to 1500 meters.
Challenging terrain conditions are prominent, and camping is sometimes
possible along the way for overnight stays. This level is suitable for
healthy individuals with experience, endurance, responsibility, and
similar qualities.

Hiking and Konya

Konya province, with its significant tourism potential, holds an important

position not only in cultural tourism but also in various types of alternative
tourism. In this context, when considering the level of Konya’s potential in
alternative tourism types such as cultural, cave, religious, health, hunting,
congress tourism, and others, it becomes clear that tourism in Konya has
the potential to develop further (Ulusan & Batman, 2010: 243). One of the
alternative tourism types that Konya offers is nature hiking, which falls under
the category of nature tourism. The city’s cultural and natural values are well-
suited for nature tourism activities.

Konya has several hiking routes. In his study, Tekin (2017: 384-396)
described the daily hiking routes planned for Konya as follows:

e  Beysehir district hiking routes

It covers areas such as Yesildag, Dumanli, Islibucak Plateau, Kurucuova,
Golyaka Girlevik Spring, and Kubadabat Palace in the Beysehir district.
The hike starts from the Yesildag region of Beysehir and continues towards
Dumanli. It is easier to reach Islibucak from this route, as the terrain gradually
descends. Then, the route moves towards the Kurucuova region. Upon reaching
Golyaka, hikers can visit the waterfall, known as Giirlevik Waterfall by the
locals. Additionally, the ruins of Kubadabat Palace, located by the shore of
Lake Beysehir, can be explored. With a difficulty level of 5, this route offers an
impressive experience for mountain hiking enthusiasts.
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e  Akoren district hiking routes

The first hiking route, which starts from Akoren Center, heads towards May
Stream. This route has a difficulty level of 5 and a total length of 18.7 km.
Another route starts from Akoren and heads towards the canyon known as Mavi
Bogaz. Mavi Bogaz is a natural wonder located south of Avdan Village, within
the Akoren district, where the Carsamba Stream flows. This route is 36 km
long, and its width ranges from 20 to 120 meters. With a difficulty level of 2,
this route offers a more relaxed experience for nature hikers.

e  Karapmar district hiking routes

Karacadag Mountain hiking route is starting from the vicinity of Yesilyurt
Village, located 23 km from Karapinar, this route progresses towards the summit
of Karacadag, which is 2100 meters high. The difficulty level of this route is 6.

Karapinar Erosion Field Trekking Route is begins from the Karapinar
Erosion Field and continues with the exploration of the sinkholes (obruk). The
difficulty level of this route is 1.

e Hadim district hiking routes

Kaplanl Village - Diilgerler Village nature hiking route is starting from
Kaplanl Village, this hiking route progresses towards Goksu Valley, following
the Goksu River and passing through Yagc1 Village. Then, it leads to Yerkoprii
Waterfall. The route continues towards Ciftepinar Village and the hike concludes
around Diilgerler Village.

e  Seydisehir district hiking routes
Seydisehir caravan route is begins at Beldibi, reached by following the roads

from Konya, Seydisehir, and Antalya. The hiking trail is 14 km long and offers
a route with an elevation of 1600 meters.

Oglake1 Village - Kovali Lake - Dipsiz Lake - Elmas City hiking route is
starting from Oglak¢1 Village, which is reached by following the route from
Seydisehir Cavus Village, the hike continues through Kovali Lake, Dipsiz
Lake, and reaches Elmas City on Elvas Hill, where it concludes.

e Meram district hiking routes

Meram Kilistra — Inlice Mountain hiking route is starting from Kilistra,
this route passes over a mountain known as Alisumas Mountain and continues
towards Inlice village in the Meram district. With a total length of 33 km and

elevation changes of 2000 m, 1700 m, and 1500 m, this route is classified as
difficulty level 6.

Hiking Route Starting from Yesil Tekke Village route is heads towards
Sultandedigi Mountain and features a trail with an elevation of 2260 meters.
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Erenkaya Village hiking route is starting from Erenkaya Village, this trail
has an elevation of 2010 meters and offers a route that continues for 10 km
towards Erenkaya Mountain.

Zengibar - Isauria Region

Isaura is an ancient settlement located in the Toros Mountains, between the
Hacilar and Ulupinar neighborhoods in the Bozkir district of Konya province in
the Central Anatolia region. The city is notable for the well-preserved remains
of its city walls and tombs (Doganay, 2008: 16). Life in the ancient city has not
continued for approximately 900 years. Today, the area is not under any official
protection, and tourists can visit the site on their own. The region is also known
as Isaura Vetus or Isaura Palaea (Doganay, 2016: 392). The Zengibar Castle
located there is often confused with a similarly named castle in the Darende
district of Malatya, but they are not the same.

History of Isauria

Isaura is surrounded by the Taurus Mountains, making it arugged and isolated
area (Kurt & Atci, 2020: 407). The region of Isaura is sometimes referred to
in sources as the Isauria Dekapolis, representing the 10 cities located in the
Kalykadnos (Goksu River) basin. These cities are: Germanicopolis (Ermenek),
Titiopolis (Anamur), Dometiopolis (Katranli), Zenopolis (Elmayurdu),
Neapolis (Kanlidivane), Claudiopolis (Mut), Irenopolis (Sarivadi), Diocaesarea
(Uzuncaburg), Lauzadus (Basyayla), and Dalisandus (Sinabig) (Pilhofer, 2018:
19).

The Isaurians, an aggressive mountain people who lived independently
for many years, spoke the Isaurian language (Kurt, 2018: 114). During the
Macedonian invasion, when the city was besieged, the [saurians, unwilling to
submit and be conquered, set fire to the city to prevent its occupation (Erdogan,
2019: 111). Afterward, the Isaurians, upon finding a large amount of melted
gold among the ashes of the burned city, rebuilt and fortified it, continuing
their lives there (Diodoros, 1838: 22). Around 240 years later, in 75 BC, the
Romans destroyed the city and its associated settlements, turning it into a ruin.
The local people were so fierce that, due to the significant event of Isaura’s
destruction, Roman General Publius Servilius came to be known as Isauricus
(Kurt & Karakus, 2023: 150). Later, the region was governed by the Galatian
king Amyntas, who constructed a new city in a nearby area using the stones
from the old city. Although the city later split into two separate towns, Isauria
Palea and Isauria Nova, both spoke the same language (Strabon, 2000: 65). The
site known today as Zengibar Castle is the ancient city of Isauria Nova. Located
at an altitude of 1816 meters, this city was surrounded on three sides by cliffs
and encircled by strong walls 4 kilometers long. It was a city that housed around
10,000 people. Around 265 AD, the leader of the Isaurian tribe, Trebellianus,
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captured the city and declared himself Roman emperor, even minting his own
coins, but he was killed shortly thereafter. In the following years, the region
was suppressed by the Byzantines through wars, and another notable feature
of the area is that many Byzantine emperors were of Isaurian origin (Altun,
2016: 11). Over time, as Byzantine nobles and soldiers were granted land in the
region, the city experienced an influx of people, which led to the domestication
of the local population (Erdogan, 2019: 110). Over the years, the city gradually
lost its grandeur and fell into decline. In 1097, the region, including Isauria,
was captured by the Seljuk Turks, and various principalities established control
over the area. The Ottoman rule in the region began in 1451 and continued until
modern times.

Isaura is also an important region in the history of religions. Studies indicate
that Saint Paul preached in Claudiopolis, the only Roman colony in the area and
a city connected to Isaura (modern-day Mut), as part of his missionary work
(Pilhofer, 2018: 113). The Isaurians, who quickly embraced Christianity, were
initially governed by the Patriarchate of Antioch. However, by the early 8th
century, they came under the jurisdiction of the Patriarchate of Constantinople.
Since Isaura is not mentioned in the hierarchical list of church officials known
as Notitiae Episcopatuum, historians believe it was part of the Leontopolis
(Bozkir) bishopric (Besalti, 2022: 104). During the time the city was inhabited,
it is noted that approximately 27 churches existed in the region.

Zengibar Castle

Zengibar Castle, one of the rare surviving ancient cities in Central Anatolia,
is the largest ancient city in Konya. Located on a high mountain, the castle
is surrounded on three sides by cliffs. Due to its strong fortifications and
strategic location, it is believed to have been the capital of Isaura. The Asar
Mountain, where the castle stands, dominates many surrounding settlements,
suggesting that its construction here was particularly favored for geopolitical
reasons (Doganay, 2016: 399). The castle walls, in some places exceeding 3
meters in thickness, are a testament to its robust construction. The castle, with
its unique natural surroundings, holds undeniable significance for religious
tourism and archaeological tourism. The rock tombs in Zengibar are shaped
as part of a necropolis (Doganay, 2008: 62). Monuments, gates, tombs, walls,
and watchtowers found within the castle are valuable historical remnants
(Erdogan, 2019: 59). However, many of the historical artifacts in the castle and
surrounding city have been damaged. Over the centuries, significant destruction
was caused primarily by treasure hunters, as well as by the local population
(Doganay et al., 2017: 324). Due to its difficult-to-access geography and the
lack of comprehensive tourism planning, Zengibar Castle has not been fully
integrated into tourism.
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Astra (Temasalik) Ancient City

Astra, a town settlement associated with Isaura, is an archaeological
site where Roman influence is strongly evident, and it contains significant
structures and inscriptions (Doganay & Aydas, 2024). Located near the village
of Bolat, within the boundaries of Hadim District in Konya Province, Astra
is an important site in the region. According to studies, the most important
remaining artifacts from the city are the ancient theater and the city council
(Bouleuterion). The first study of the city was conducted by J.R.S. Sterret in
1885, during which the city’s name was uncovered. The seven inscriptions
found in the area indicate that the public works were funded by the donations
(euergesia) of the citizens (Kurt, 2018: 140). Based on the data gathered from
the Astra inscriptions, it is clear that the local culture, along with the influences
of Hellenistic and Roman societies, played a major role in shaping the social
life (Kurt & Atci, 2020: 412).

In Isaura, it was common for the dead to be placed in tombs that were carved
into the rock, but research in the ancient city of Astra has shown that, at one
point, the dead were cremated, and their ashes were placed in urns, a practice
evidenced by archaeological finds. Additionally, the use of osteothecae (bone
chests) and stelae (stone monuments) was particularly common in Astra. Some
inscriptions found in the region suggest the influence of Persian rule, showing
that there was a Persian cultural impact during the period of Persian domination
(Doganay, 2008: 52).

Historical roads of Isauria

The Roman Empire placed great importance on roads for safe and swift
access, and one of the most important roads in Anatolia, Via Sebaste, which
was used by Saint Paul, lies within the borders of Konya. In ancient times,
one would travel from Isauria to Iconium using the Lystra road. Additionally,
a southern route connected to Laranda allowed access to coastal cities along
the Mediterranean. This road, to the north, connected to cities such as Sylla,
Kilistra, Iconium, Misthia, and Laodikeia, linking them to Via Sebaste (Celik,
2007: 29). To facilitate access to the region, two main roads were constructed
by Emperor Augustus. One of these roads began from Pisidia Antioch, passing
through Neapolis and Mistheia, and then continued across Lake Sugla (Trogitis)
to reach Isauria, eventually leading to Side (Arslan, 2014: 15).
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Map 2: Cilicia, Isauria and Lycaonia Regions and Their Roads (French, 2014: 14)

Zengibar Hiking Routes
The route consists of three consecutive stages and has a total length of
approximately 94 kilometers. Along the route, there are various historical sites
and ancient cities, as well as several settlements where active life continues.
The route benefits from a significant advantage in terms of food and water
supply, due to the settlements located along or near the path. The trail passes
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through steep slopes, paths, canyons, rivers, and forests. To ensure that hikers
do not get lost, rocks along the route are painted with red and white marks
to indicate the path. In addition, technological tools with artificial intelligence
support and navigation can also be used (Erbay, 2024: 124). The difficulty level
of the hike has been determined according to the study conducted by Durmus
et al. (2007: 5-6).

Bozkir - Zengibar Castle - Bagbasi (Egiste)

Starting from a location close to the center of Bozkir city, this route has
a total length of 33 kilometers. The average moving time is approximately 8
hours, while the total time for completing the route is around 13 hours. The
trail is technically of medium difficulty (difficulty level 4), with both elevation
loss and gain exceeding 900 meters. The elevation of the route increases to
1,763 meters at Zengibar Castle, and then decreases to around 1,200 meters as
it continues to Bagbas1 Dam. The route starts from the southern part of Bozkir
district and proceeds southeast towards Tepearasi Village. Upon reaching
the north of Tepearas: Village, a crescent-shaped path is drawn towards
Kiigiikhisarlik Village. After passing through Kiiciikhisarlik, the route continues
north following the Yazdami road. After passing through Yazdami Village, the
route leads to Zengibar Castle, the historical site of the ancient city of [sauria,
about 2.5 kilometers later. Along this route, hikers will encounter numerous
historical remnants such as ancient road remains, fountains, and necropolises.
As the route descends southeast of Zengibar Castle, a 2.5-kilometer walk leads
to Isiklar Village. Continuing in the same direction, after walking 7 kilometers,
Yelbeyi Village is reached. Along this stretch, a water well and an arched
fountain are located about 1 kilometer apart. After passing through Yelbeyi
Village, and walking approximately 1 kilometer further, the route continues
through the picturesque Bagbasi Dam and its surrounding natural beauty,
eventually reaching Egiste Village, where the route ends.
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Photograph 1: Monumental Ruin of the Ancient City of Isauria

Photograph 2: Wall of Zengibar Castle
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Photograph 3: Yelbeyi Water Well
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Photograph 4: Bagbas1 Dam
Egiste — Ilicapinar

The Egiste - Ilicapimar route, starting from Egiste Village, is 35 kilometers
long. The highest elevation point of the route is approximately 1,770 meters,
while the lowest point is around 1,030 meters. The technical difficulty of the
route is classified as level 5. The walking duration exceeds 10 hours, and
the total time to complete the route is close to 15 hours. Along the route, the
elevation loss is around 1,150 meters, and the elevation gain is approximately
950 meters. The route begins by heading 2.5 kilometers south of Egiste Village,
then turns 1.6 kilometers northwest towards Bolat Village. From Bolat Village,
the path continues southwest for 5 kilometers, parallel to the highway, to reach
Bolat Plateau. The elevation increases up to this point. At Bolat Plateau, the
route passes through the ruins of the ancient city of Astra, which is a rocky site.
The mountain on which Astra is located marks the highest point of the route,
and after passing this area, the elevation begins to decrease. Afterward, the path
continues eastward for 9 kilometers, crossing the Cumra — Hadim highway,
then continues for another 3 kilometers to reach the Kalinagil — Mernek
junction. The area overlooking Kalinagil Village is known for the Kalinagil
Canyon, a region famous for its natural beauty, with the Balcilar (Gokdere)
Stream flowing through it. After this junction, the direction shifts southward,
and the marked trail is followed for 9 kilometers to reach Mernek Village. From
Mernek Village, the route proceeds for 5 kilometers to the Korucu Bridge,
which is located on the Balcilar Stream and was built during the Ottoman
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period. Then, after walking 3 kilometers, the path reaches the Sazak Ugkoprii
(Three Bridges) in Sazak Village. After crossing the bridge, the route continues
for another 2 kilometers and crosses the Ilicapinar Bridge, leading to Ilicapinar
Village, where the route ends.

(i

Photograph 5: Kalinagil Canyon
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Photograph 6: Korucu (Sucular) Bridge

Photograph 7: Sazak Taskent Ucképrii Bridge
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Ihcapinar - Cetmi Plateaus

Starting from Ilicapinar Village and ending at Kaynarmugar Plateau, this
route is a total of 26 kilometers long. The route begins at an elevation of 1,120
meters, with the highest point being the peaks of Cetmi Plateaus at 1,850 meters
near the end of the trail. The route features significant elevation gain and loss,
and its technical difficulty has been rated as level 5. Throughout the route, the
elevation loss is approximately 1,200 meters, while the elevation gain exceeds
2,000 meters. The walking duration is about 12 hours, and the total time to
complete the route is estimated to be 15 hours. The route begins by crossing the
Ilicapinar Bridge over the Balcilar Stream, located on the eastern bank of the
stream north of Ilicapinar Village. From here, the trail continues 3.5 kilometers
along the eastern bank of the Balcilar Stream, reaching the Biik Location
Bridge, which crosses back to the western bank. Another 2 kilometers further
leads to Afsar Tepecik Village. From the southern part of this village, the route
progresses southeast for 10 kilometers to reach Bolay Village at an elevation of
1,550 meters. In this section, the route passes around the Afsar Dam. From the
south of Bolay, the path continues 1 kilometer south, followed by 1.5 kilometers
eastward to the junction of Ayibogazi Canyon and Cetmi Road. After this, the
route heads south along the canyon for 1.5 kilometers before taking a C-shaped
curve, advancing 6 kilometers along a dry and rocky path. Finally, the trail
reaches the Kaynarmugar Plateau at an elevation of 1,820 meters, marking the
end of the route. While this route is shorter in distance compared to others
examined in the study, it is more challenging due to the rugged terrain. As a
result, it is considered both more dangerous and more exhausting.
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Photograph 10: Ihcapmar Bridge

Photograph 11: Afsar Dam
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Photograph 12: Hikers Using the Rotue
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Photograph 13: Cetmi waterfall view from above
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Evaluation of the Route in Terms of Ecotourism

When evaluating a nature hiking route, it is important to consider various
subdimensions. These dimensions include the general attractiveness of the
route, user experience, safety, and sustainability. Studies on nature sports show
that these activities provide economic, cultural, environmental, and physical
benefits to individuals (Barut et al., 2019). In this section, the Zengibar Hiking
Route is assessed within the scope of ecotourism, with explanations provided in
terms of the dimensions of sport, environment, culture, economy, and tourism
motivation.

Sport dimension

The Zengibar Hiking Trail is known for its natural beauty and rich
biodiversity. The trail stands out as an exciting destination for nature enthusiasts
and sports lovers alike. It has been observed that engaging in outdoor sports
provides a range of psychological benefits for individuals. These advantages
include fostering teamwork and understanding group dynamics, developing
leadership skills, building self-confidence, enhancing individual decision-
making abilities, managing risks, taking on responsibility, positively affecting
physiological development, increasing life satisfaction, inducing feelings of
happiness, and promoting social interaction and socialization (Barut et al.,
2019). The sports aspect of the Zengibar Hiking Trail is also noteworthy due to
its varied difficulty levels and activity opportunities. The trail features different
sections that cater to a wide range of users, from beginners to experienced
athletes, emphasizing the unifying power of sports. Additionally, the natural
terrain and topography of the Zengibar Hiking Trail offer athletes a variety of
physical challenges, providing a stimulating environment for both fitness and
adventure.

The Zengibar Hiking Trail, with its stunning landscapes and rich biodiversity,
creates an ideal environment not only for hiking but also for photography and
other outdoor sports. The trail is regularly maintained, and the markings ensure
that athletes can follow the route safely. As a result, the Zengibar Hiking Trail
offers a unique experience that combines sports and nature, providing visitors
with unforgettable moments.

The sports aspect of the Zengibar Hiking Trail is enriched by recreational and
sports facilities. Rest areas along the trail offer athletes the opportunity to take
breaks when needed and enjoy the surrounding nature. These rest points allow
hikers to plan their journey more effectively and move according to their needs.
With its rich experiences, various activity opportunities, and environmental
awareness, the Zengibar Hiking Trail attracts nature enthusiasts and sports
lovers alike. The trail presents a perfect blend of sport and nature, appealing
to hikers of all levels. The varying difficulty levels, recreational opportunities,
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environmental sensitivity, and safe paths ensure an unforgettable experience for
athletes, positioning the trail as an excellent destination for sports enthusiasts.

Environmental dimension

Nature and the environment have been an integral part of human life since
the dawn of humanity. They are crucial not only for the balance of ecosystems
and biodiversity but also for human health, well-being, and a sustainable
future. The United Nations Conference on the Human Environment, held in
Stockholm in 1972, and the subsequent focus on environmental issues, became
a significant topic on the international agenda, forming the basis for the concept
of sustainability (Cetinkaya, 2014: 31). Since that time, the sensitivity toward
environmental issues has continued to grow in importance.

The Zengibar Hiking Trail also holds significant importance in terms of
environmental awareness. The trail stands out as a natural route known for
its unique ecosystems, stunning landscapes, and immense biological diversity.
It offers visitors the opportunity to explore vegetation, endemic species, and
various climate zones, all while adhering to the principles of sustainable tourism.
Beyond providing an opportunity for physical activity, the Zengibar Hiking
Trail serves as an activity that encourages exploration of rich ecosystems in
harmony with nature, offering a chance to develop environmental sensitivity. By
highlighting local biodiversity, the trail not only introduces visitors to endemic
plant species and fauna but also allows nature hikers to gain knowledge about
the region’s ecosystems and move forward with an environmentally conscious
mindset.

Cultural dimension

Culture, a universal value shaped by the historical, artistic, linguistic, and
social heritage of societies, plays a crucial role in defining the identity of a
community, transmitting its values, and strengthening social bonds by bringing
individuals together (Oguz, 2011: 132). Turkey, with its rich natural, historical,
and socio-cultural characteristics, is an important destination for nature hiking
activities. The country boasts numerous hiking trails across various regions
(Cetinkaya, 2014: 31). One such trail, the Zengibar Hiking Route, stands out
as a unique natural path offering a cultural experience. One of the significant
sites along the route is the ancient city of [sauria, which hosts a rich history and
cultural heritage spanning from the Hellenistic period to the Roman Empire.
Hikers following the trail have the opportunity to engage with the region’s
historical past through the ancient ruins of Isauria, experiencing the influences
of Roman architecture firsthand. The ancient city, with its temples, monumental
structures, and ancient walls, reflects the historical importance of the region,
enriching the cultural dimension of the route.
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In addition to Isauria’s historical heritage, the Zengibar Hiking Route is also
integrated with local culture. The trail offers visitors the opportunity to explore
local craft workshops, traditional markets, and regional festivals, allowing
them to familiarize themselves with the daily lives and traditional practices of
the local people. This cultural interaction not only fosters mutual understanding
between tourists and locals but also serves the goal of preserving the region’s
cultural diversity and passing it on to future generations.

Economic dimension

The importance of the economy in daily life spans a broad spectrum,
influencing everything from individual spending habits and business
performance to the welfare of societies and global economic relations (Canakci,
2021: 12). In this context, both the economic contributions the route brings to
the region and the economic benefits that the region’s diversity can add to the
trail are of great significance.

The Zengibar Hiking Route is not only a hiking trail offering breathtaking
views to nature enthusiasts, but it also holds significant potential for making
valuable contributions to the local economy. The economic aspect of the trail
presents a range of opportunities in tourism, local services, and job creation.
In this regard, sectors related to tourism, such as accommodation facilities,
restaurants, souvenir vendors, and tour guides, will see an increase in business
volume, bringing vitality to the local tourism industry. The development of
services that cater to the needs of tourists will encourage local entrepreneurs to
focus on new business opportunities. By attracting tourists’ attention with local
handicrafts, traditional products, and regional flavors, the trail can stimulate
economic growth for local producers and vendors.

The maintenance of the hiking route, the provision of guiding services,
and the hospitality and food sectors can create job opportunities, providing
employment for local residents. This, in turn, helps further stimulate the
economic development of the community. The economic dimension of the
Zengibar Hiking Route plays a crucial role in revitalizing tourism-related
sectors and fostering an increase in local economic activities, thus contributing
to the promotion of sustainable development in the region’s economy.

Conclusion

In this study, the hiking activity, as a form of ecotourism, has been aimed to
be promoted through the Zengibar Trail. In this context, the first step involved
conducting research relevant to the topic within a conceptual framework.
In this section of the study, tourism and its subtypes are explained, and the
relevant dimensions of the subject are examined. Following that, information
supported by literature about the history and characteristics of the region is
presented. After providing general information about the region, the features
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of the trail are outlined in detail, supported by photographs of the route. In the
final section of the study, an evaluation of the work across various disciplines
and dimensions is provided.

The Zengibar Hiking Trail offers a visual feast of the natural beauties and
cultural heritage, while also holding great potential in terms of ecotourism. This
trail is considered a significant opportunity for regional tourism in the Bozkir-
Hadim-Taskent area. The ecotourism-focused nature of this study highlights
the potential of the trail to contribute to the socio-economic development of
the region. Through field studies, it is evident that the Zengibar Hiking Trail
holds great importance in offering unique experiences and contributing to
the conservation of the natural environment. Following the promotion of the
Zengibar Hiking Trail, it is expected that an increase in visitor numbers will
serve as a key resource for encouraging economic development in the region
and improving the social welfare of the local community.

In conclusion, the effective integration of this ecotourism-focused trail into
tourism represents a crucial step towards achieving the region’s sustainable
tourism goals. Furthermore, this study is expected to serve as a valuable
reference, contributing significantly to the literature on sustainable tourism
practices and strategies. In this way, it will provide a resource that can guide
researchers in developing and managing sustainable tourism projects in similar
regions, thereby enriching the knowledge base in this field.
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LIVING KITCHEN TRENDS

Umutcan Yesilyurt!'

INTRODUCTION

Gastronomy is considered not only as the act of eating and drinking but
also as a social, cultural, and economic phenomenon. Today, gastronomy
makes significant contributions to tourism, particularly in terms of protecting
local cultures, supporting sustainable agriculture, and ensuring sustainable
production. Culinary movements have emerged throughout human history in
response to social, cultural, technological changes, and even other movements.
Adapting to these changes is crucial for businesses to maintain their operations
and gain a competitive advantage. One such trend, the Living Kitchen
movement, offers tourists an unforgettable experience. Guests who participate
in Living Kitchen practices are more actively involved in the dining experience,
allowing them to learn about the food culture, history, customs, and traditions
of the region they are visiting. These practices offer solutions to problems
caused by the all-inclusive system, such as guests not wanting to leave the
hotel, not recognizing the local culture, or misperceptions. Simultaneously,
these practices contribute significantly to the local economy, sustainability,
provide an unforgettable experience, and help preserve culture. The main goal
of Living Kitchen practices is to provide experiences that stimulate the five
senses (sight, hearing, taste, touch, and smell) through food (Boliik, 2020).

“Living cuisine” has attracted significant attention in recent years as an
important movement driving the development of gastronomy tourism and
culinary culture. This trend allows tourists to discover the culinary culture of
the region. Accommodation establishments offer their guests a gastronomic
experience that they would rarely encounter through unique and contemporary
services. Aiming to meet the demands of consumers seeking innovation in food
and beverages, contemporary chefs create new flavors and presentations by
blending traditional recipes with modern techniques (Y1ildirim Sagilik, 2020).

This trend not only offers exceptional flavors but also aims to create an
unforgettable gastronomic and cultural experience by giving visitors the
opportunity to engage with the culture of the region (Boliik, 2020). Living
cuisine is shaped by elements such as the use of local and seasonal ingredients,
sustainability principles, and the protection of gastronomic heritage. In this
context, hotels and restaurants are encouraged to offer both taste and cultural
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diversity by incorporating local recipes and products into their menus. The use
of local products positively influences tourist experiences and strengthens the
link between flavors and cultural context (Sengiil & Tiirkay, 2016).

The innovative approaches of modern chefs, the reinterpretation of
traditional recipes, and the blending of these recipes with contemporary
culinary techniques are ushering in a new era in the world of gastronomy. At the
same time, the concept of “Living Cuisine” is of great importance in supporting
local economies and preserving gastronomic heritage for future generations.
Therefore, the Living Cuisine movement has a significant impact on gastronomy
tourism, as well as sustainable food production and consumption (Cetinkaya &
Bucak, 2024).

Living Kitchen practices are shaped by values such as the use of local
ingredients, sustainability, and the protection of gastronomic heritage. Visitors
are offered the opportunity to discover the gastronomic identity of the region
through culinary workshops and traditional cooking experiences. Additionally,
the use of local and seasonal products supports the local economy and reduces
environmental impacts. Living Cuisine offers an unforgettable experience by
combining gastronomy tourism, the preservation of cultural heritage, and the
promotion of sustainability.

The aim of this study is to examine how the Living Cuisine Movement has
evolved food culture beyond being merely a source of nutrition and into a tool for
social interaction, cultural experience, and education. It also aims to explore the
impact of this movement on preserving local cultures, ensuring environmental
sustainability, supporting local economies, and increasing tourists’ loyalty to
the region. The study seeks to evaluate the opportunities presented by Living
Cuisine practices in terms of gastronomy tourism and cultural interaction, and
plans to provide suggestions on how to expand the reach of this movement to
broader audiences. This study will closely examine the significance of Living
Cuisine practices concerning local, cultural, and sustainability aspects, as well
as their contributions to guests participating in tourism activities.

Living Kitchen Practices

The main feature of the apps is to involve guests more actively in the dining
experience, to offer special and individualized service, as well as to allow
them to taste delicacies that reflect the culture, history and geography of the
accommodation.

A day with the Chef App
It is a practice to encourage hotel guests to discover the rich culture of

the region. By taking tourists to local markets, food production factories and
agricultural areas, it aims to introduce the local people and local food. In this
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special experience, tourists not only taste the flavours, but also learn about the
local people and cuisine. In addition, it helps to change the system, which is
usually only profitable for the hotel in all-inclusive hotels, and helps to generate
income for the local community (Boliik & Kiigtikaltan, 2019, p. 648). In some
applications, tourists only cook a meal specific to that region with the chef,
while in other applications, they shop from local markets on guided trips and
these products are then prepared to be served with the guests. These carefully
selected products are combined with the traditional visuals of the region and
presented to the guests (Erdem & Akyiirek, 2017).

To concretize it with an example story; One day during his vacation in
Samsun, a tourist wants to participate in the kitchen practice at the hotel where
he is staying. The chef of the hotel offers to make Bafra pita, the most famous
dish of Samsun. The chef goes with the tourist to the butcher shop and the local
market to buy the necessary ingredients to make this dish, giving tips on how
to buy the necessary ingredients and buying the necessary ingredients. After
buying the products, they go to the hotel kitchen together. Together with the
chef, he explains and demonstrates how to make the most suitable dough for
Bafra pita bread. The dough is left to ferment. While the dough is fermenting,
the chef and the tourist prepare the filling together and at the same time they
chat about culture and food. After the dough has fermented, the chef shows how
to roll out and shape the dough. Following the chef’s advice, the tourist rolls out
the dough and puts the filling. He folds the dough around the edges and shapes
it into pita bread. Spreads egg yolk on the pita. He puts the pita in the oven. The
tourist chats with the chef while waiting for the pita to be cooked. The chef gives
him information about the food culture, history and geography of Samsun. This
helps the tourist to get to know Samsun more closely. After the pita is cooked,
the tourist and the chef take the pita out of the oven and serve it with plenty
of butter. The tourist tastes and comments on the pita. The tourist will have an
unforgettable experience of this practice with the chef. Thanks to this unique
experience, guests are made to feel part of the regional cuisine. Guests who
participate in such an experience will promote this experience when they return
to their country and contribute to raising the image of the country, new touristic
activities and the promotion of culture.

Live Streaming App

The app is based on the experience of cooking simultaneously through a video
communication network between guests and the chef. This special application
aims to give guests the thrill of participating in the live cooking process and
offer them a different experience. Guests purchase a pre-prepared recipe and
ingredient basket, and when their reservation time arrives, they experience
cooking in their room with the chef via the hotel’s information channel. They
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follow the recipe step by step with the chef’s instructions. Thanks to video
communication, the chef can make suggestions as guests chop ingredients,
shake the pan and add fresh spices, making the experience more enjoyable.
With this unique application, hospitality businesses can generate additional
revenue while at the same time offering their guests an interactive and enjoyable
interaction. Designed to increase guest satisfaction, this method enriches the
accommodation experience not only as a stay but also as a memorable dining
experience (Dénmez Ozel & Dursun Kiigiikoglu, 2022).

Cooking with Kids App

Living kitchen applications include fun and educational kitchen activities
for child guests staying at the hotel. These activities aim to teach children a
range of important skills. The pureeing of vegetables and fruits into various
colored sauces allows children to develop their senses and experiment with
different tastes. These activities also give children a sense of accomplishment,
encourage them to share, increase their ability to take responsibility and develop
their ability to establish cause-and-effect relationships (Bolik & Kiictikaltan,
2019). While children enjoy creating their own meals, they develop patience by
waiting for the result of the work. These activities, especially with children’s
club staff and chefs, also contribute to the development of the imagination of
child guests. Children have the freedom to draw anything they can imagine on
their plates and even get the chance to taste it. This practice frees children’s
creativity while providing a pleasant and instructive experience (Akman,
Karaaslan, Celebi Oncii, & Karabdciioglu, 2005).

Kitchen Cooking Competitions (Chefs Compete)

It aims for guests to enjoy their free time and have a special dining
experience. In this event, chefs working at the hotel compete against each other
to prepare special dishes for guests. The app includes predetermined scoring
categories and guests are informed about the categories. The cooks put on a live
performance and show their skills and culinary prowess to the guests. Guests
evaluate and rate the cooks during the competition they are watching. During
the competition, the cooks present their creativity, technical skills and culinary
experience to the guests, creating a special culinary feast. Scoring categories
usually include elements such as flavor, presentation, speed and creativity
(Ozel, 2022, p. 51). With this interactive cooking competition, guests not only
experience a delicious meal, but also the opportunity to get to know the talents
of the chefs up close and have a special interaction.

Food Festivals

Festivals are events that are not limited to entertainment and celebrations,
but also provide opportunities for the local community and visitors to spend
and participate in various local activities. These events contribute positively to
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the local economy by giving participants the chance to discover and experience
regional culture. In addition, festivals contribute to strengthening the regional
image and provide a platform to promote the characteristics of that region
(Keskin & Sezen, 2022).

There is also a practice that includes various small food festivals that take
place within the hotel concept. These festivals aim to provide guests with
different presentations and experiences (Erdem & Akyiirek, 2017). These
festivals, each organized around a specific theme or concept, emphasize
gastronomic diversity and offer guests an unforgettable culinary experience.
The app can give guests the opportunity to attend various food festivals during
their stay at the hotel. At each festival, specially selected chefs or kitchen staff
represent a specific culinary culture, regional flavors or a special style of food.
Through these festivals, guests gain a variety of culinary experiences and are
allowed to discover gastronomic richness. Special presentations at festivals can
include a variety of dishes, as well as impressive visual shows and interactive
activities. With these events, guests will have the opportunity to immerse
themselves in the cuisines of different cultures.

Organizing local events in certain periods has the potential to offer more
profitable experiences for hotel businesses, intriguing for customers and
educational for employees. This can mean increased revenue for the hotel,
experience for customers and an educational activity for employees (Demirtas
& Akkus, 2020).

Local Activities

Living cuisine refers to a culinary style that uses local resources, cultural
richness and the natural environment to create sustainable and unique flavors.
Local events are important activities that aim to improve the quality of life
today by emphasizing geographical features and historical depth. These
activities include providing guests with local wedding-themed organizations
and impressive events where local delicacies prepared with traditional methods
are shown (Ozel, 2022).

Breakfast in the Garden

The app aims to enable businesses to offer guests a unique breakfast
experience using produce from their own gardens. For example, guests can
pluck fresh tomatoes from the branches and have the chance to make menemen
with chefs on site. There is also a practice that allows guests to crack and cook
their own fresh eggs from the coop in pre-heated casseroles. This allows guests
to customize their own breakfast, prepared with natural and organic ingredients.
Pick-your-own sales, one of the agrotourism activities, can also be seen in this
context (Zurnaci, 2012). There are also practices in this format in our country.
For example, guests visiting a strawberry field can pick strawberries themselves
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and buy them. It is an educational experience for children to experience how
the product grows, to be able to choose the product and to experience how the
product is grown. In addition, it contributes to the economy of the local people
and provides visitors with the opportunity to obtain other products made from
strawberries (jam, molasses, etc.) in a natural way.

Fun Gastronomy Pack

Guests will start the day with a treatment made with the prominent fruits
or vegetables of their region. As part of this special package, guests will have
an unforgettable breakfast or lunch experience under the guidance of the
chef. Then, guests are guided to the field where the region’s famous fruits or
vegetables are grown, and have the opportunity to taste the products in the field
and fill their baskets. On the way back, a Cooking Class event is organized
in the establishment under the guidance of a chef and guests experience the
experience of preparing delicious dishes with their own hands (Dénmez Ozel
& Dursun Kiiglikoglu, 2022).

Cultivate and take away

The hotel offers a special application that stands out with fresh spice pots
placed in the rooms of guests with children. In this context, children can take
the fresh spices in their rooms with them when they leave the hotel. This
practice allows child guests to develop a sense of responsibility and contribute
to feelings of love and ownership. At the same time, children have their own
they can take the spices they have grown home with them, allowing them to
take the experience home with them. In this way, children can feel proud of
themselves and build a strong bond with the hotel, increasing their loyalty to
the business. The likelihood of repeat visits increases and makes a positive
contribution to the hotel (Dénmez Ozel, 2021).

Gastronomic Tours

The app aims to take guests out of the confines of the traditional all-inclusive
concept and encourage them to explore the local flavours and culture of the
region. Guests are exposed to different experiences by visiting local food and
beverage factories, agricultural areas and other points of interest in the region
on short tours. For example, olive oil mills, local markets, strawberry fields
and tangerine orchards in the Bodrum region can and do fall within the scope
of these tours. During these visits, guests can purchase olive oil, strawberries,
tangerines and other local products that they buy or pick themselves for use
in the hotel. In addition, guests can prepare local dishes with the hotel’s chefs
using the products they have picked with their own hands. This not only
contributes to the local economy but also provides guests with an unforgettable
local cuisine experience (Erdem & Akyiirek, 2017; Ozel, 2022).
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Living Kitchen New Apps

Examples of newer applications compared to other applications include the
fisherman concept, paint taste application, square sinisi, meze festival (URL 1).

Fisherman Concept

In this presentation, different cooking techniques are applied using local fish
varieties, seasonal products and natural spices. The aim of the presentation is to
introduce fish culture and flavours, to give guests tips on cooking and serving
fish, and to turn eating fish into a fun experience. At the same time, it becomes
more fun by organizing the event with fishing clothes and music.

Paint Taste

In this presentation, guests prepare their own dishes by coloring and
flavouring them. The ingredients for coloring and flavoring are natural and
healthy products. The aim of the presentation is to show guests a fun and creative
side of cooking, to experiment with different color and taste combinations and
to enrich their food culture. People of all ages participate in this practice.

Square Sinisi

In this special presentation, our guests gather around a table with a
magnificent combination of local flavours and share this feast together. The
main purpose of the presentation is not only to serve a delicious meal to the
guests, but also to experience the local culture and traditions, to strengthen the
sense of sharing and solidarity and to further enrich the food culture.

Meze Festival

Meze Festival is an international gastronomy event organized by Akra Hotels.
Guests are offered a selection of appetizers from Turkish and international
cuisine from different venues participating in this festival. The main goal of
the festival is to bring food lovers together by introducing the meze culture
and various flavors, offering a unique gastronomic experience that creates a
harmony on the palate. The fifth edition of this event, which has been organized
four times, was cancelled this year due to the mourning declared in our country
(URL 2).

Characteristics and Contributions of Living Kitchen Practices

Living cuisine practices are a branch of tourism and gastronomy activity
used to preserve, promote and develop local and traditional food cultures. Some
of the practices and features for this activity to be carried out are mentioned
below. These are;

Authenticity

Authenticity in living cuisines is an important element for both tourists
and local communities. Authenticity is a quality that is usually defined as real,
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original, natural, traditional and pure (Wang, 1999). Authenticity has 3 different
main dimensions in the context of tourism and gastronomy. If we look at these
dimensions;

Objective Authenticity

It is a dimension that explains the appropriateness of dishes, ingredients
(products), recipes, cooking methods, cooking stages and presentations to local
and traditional culture. This dimension focuses on the physical and historical
reality of food (Cohen, 1988; MacCannell, 1973).

Subjective Authenticity

It refers to tourists’ sense of connection with local culture, self-expression,
self-improvement and meaningful experiences through tasting and learning
about food. This dimension focuses on the appeal of food to tourists’
psychological and emotional needs (Wang, 1999; Kim, Eves, & Scarles, 2009).

Existential (Existential) Authenticity

It refers to the sense of identity, pride, belonging, participation and well-being
of local communities through the preservation, promotion and development of
their food culture. This dimension focuses on the contribution of food to the
social and cultural values of local communities (Everett & Aitchison, 2008).
Ensuring authenticity in living kitchens increases the satisfaction and loyalty of
both tourists and local communities and strengthens the relationship between
tourism and gastronomy. In order to achieve this;

- Local and traditional recipes need to be passed on to future generations,
and cooking methods and presentations need to be preserved and
promoted,

- Encourage the use of local products sourced from local producers,

- Visitors need to be provided with accurate information about local
cuisine. It should also be supported with workshops and experience
tours.

- Local communities should take an active role in preserving, promoting
and developing their food culture,

- While preserving traditional methods, modern technologies and methods
should also be integrated to ensure that people’s lives are made easier
with the benefit of technology while keeping tradition and culture alive
(Ozdemir & Diilger Altiner, 2019).

Education

Education is a continuous field that is constantly evolving (Akyiirek, 2020).
In the educational process, it usually refers to the exchange of information
between the instructor and the students, but it is not only the transfer of
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information, but also the acquisition of skills, the teaching of values, and the
development of social and emotional skills (Ergiin, 1994).

As visitors interact with the local cuisine, the principle of learning by doing
is realized. With this principle, visitors have the opportunity to taste, learn and
experience food culture. It allows individuals to discover their talents and also
allows children at a young age to discover their talents. It can contribute to the
development of interests and skills by participating in activities. In addition, it
increases visitors’ gastronomic satisfaction, cultural understanding, destination
loyalty and intention to visit again. Living cuisine education helps to support
local producers, communities and the economy (Erdem & Akytirek, A New
Culinary Movement: Living Cuisines (A New Cuisine Trend: Living Cuisines),
2017).

Experience

Experience is a concept that is based on individuals’ personal perceptions
and includes activities that take place in various areas of their daily lives. It is the
way individuals express the events they experience, their emotional reactions
and subjective inferences. Experience is not only limited to routine daily life;
it is also associated with different activities, events and events in which the
individual participates (Culha, 2020). This comprehensive concept enables
individuals to have a broad perspective and shape their learning through various
life experiences (Otto & Ritchie, 1996). Which types of tourism tourists are
more interested in is thought to have a key role in determining the experiences
they prefer (Cetin & Bilgihan, 2016).

For these reasons, the experience is important for the quality of time spent,
repeat visits and image. A memorable tourism experience consists of 4 factors:
emotion, expectation, consequential impact and recall. They determine the way
tourists evaluate their experience, form an emotional connection, are affected
and remember it for a long time. That is, tourists’ experiences are not only
limited to the immediate emotional interaction, but also have an impact on
their expectations, experience outcomes and long-term recall (Tung & Ritchie,
2011). Experience is an important factor in creating a loyal customer base by
increasing tourists’ desire to revisit the destination (Kahraman & Tanriverdi,
2021).

Sustainability

In terms of meaning, the word sustain means to continue naturally without
any impact, while sustaining means to ensure continuity consciously (Kaypak,
2010, p. 98). Sustainability is the capacity of a situation or system to continue
its existence in the long term by avoiding overuse of resources and transferring
them to future generations without harming resources (Gedik, 2020, p. 197).
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It is an important term that contributes to the continuity of the tourism and
gastronomy sector, protecting local culture, discovering new flavors and
supporting continuity with various gastronomic activities (Akdag, Ozata,
Sormaz, & Cetinsoz, 2016, p. 271).

The concept of sustainability is gaining importance day by day due to
reasons such as the rapid increase in the world population, high waste emissions,
and the increase in gases from industry and automobiles. Sustainability is a
concept that includes the use of resources sufficient for future generations and
environmental protection. This understanding also includes maintaining and
transmitting cultural values and traditions. It is a multifaceted issue addressed
in various fields of science (Yavuz, 2010). When we look at its relationship
with the living kitchen, it encourages the supply of local ingredients from local
producers. In this way, in addition to encouraging local producers, it keeps the
local economy alive and enables sustainable tourism.

Culture

Culture refers to the whole of the elements (language, religion, music,
architecture, tradition, art, etc.) that distinguish human communities from
other communities that express the common symbols system and way of life
(Oguz, 2011; Kocadas, 2005; Arslanoglu, 2000).

Culture is one of the most important factors affecting tourism activities.
When an individual who will participate in a tourism activity makes a choice,
he/she thinks and even plans in advance what he/she will eat in the region
where he/she will go. For this reason, culture is very important for tourism and
living cuisine practices has. It also encourages the preservation of handmade
products, promoting the goal of preserving cultural heritage and traditions.

Recreation

It refers to the activities that people carry out in order to spend their free
time (leisure time) in a qualified way (Karakan, 2021). Many countries around
the world have recognized this economic potential and have made gastronomy-
themed recreational activities an important part of their tourism strategies. Such
activities stand out not only in terms of attracting tourists, but also with their
contribution to local economies and cultural heritage (Gékdeniz, Erdem, Ding,
& Celik Uguz, 2015). Gastronomy-themed recreational activities increase
travel motivation by offering tourists not only a delicious dining experience
but also the opportunity to explore the cultural richness of a destination. These
activities are tourism innovative and attractive dimension in the industry.

Contribution to Local Economy

Living cuisine is a tourism model that contributes positively to the regional
economy by emphasizing local agricultural products and handicrafts. Tourists
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leave their all-inclusive hotels and enter the local community and thus make
a great contribution to revitalizing the local economy. When tourists leave
their hotels, they interact with local people in many areas. For example, it can
contribute to the revival of the economy in areas such as public transportation,
markets, souvenirs, textiles.

CONCLUSIONS AND RECOMMENDATIONS

Eating and drinking, which was seen only as a physiological need in the
early ages, covers an area that includes interaction with cultures, experience and
emotions with social, cultural and economic changes. These developments have
led to the diversification of culinary cultures and the emergence of gastronomy
tourism. Gastronomy and gastronomy tourism refers to a field that appeals to all
senses beyond the eating and drinking experience. Today, gastronomy tourism
has gained importance and has become a travel motivation. Businesses need
to adapt to changes in order to sustain their activities and gain competitive
advantage. Developments have led to changes in food processing, presentation
and service methods, and with these changes, consumers are turning towards
natural, local and experiential activities. It plays an important role in the
promotion of local cultures and the preference of destinations. Gastronomy
tourism, which is important for the protection and sustainability of local
cuisines, is important for supporting local producers, transferring traditional
products and recipes to future generations and keeping local products alive.
Culinary movements emerge in response to or in support of developments
and other movements. As mentioned in the literature, haute cuisine emerged
to provide careful selection of ingredients, cooking techniques, aesthetic
presentation and rich flavor. Later on, the nouvelle cuisine movement emerged
as a shorter menu and freshness-oriented cuisine in response to classical
cuisine. The fast food trend, on the other hand, has led to the emergence of
the habit of eating out with technological developments. In response to this
trend, the Slow Food movement has emerged. The slow food movement
advocates the consumption of products grown in local regions and grown with
traditional methods and cooked products without rushing and savoring them. In
addition to these movements, the avant-garde cuisine movement has led to the
emergence of fusion cuisine and molecular gastronomy. Today, there are many
trends depending on the developments. For example, Raw Food, Surf&Turf,
Entomophagy (Edible Insects), Green generation restaurants, agro tourism,
black food, purple food, etc.

The Living Cuisine Movement refers to an approach that sees food culture
not only as nutrition, but also as a means of social interaction and cultural
experience. The Living Cuisine Movement brings solutions to the problems
of all-inclusive hotel systems such as not being able to experience the culture
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of the region, not leaving the hotel, not learning the traditions, customs and
traditions of the region. Thanks to the living kitchen movement, guests not only
taste the food, but also have the opportunity to experience the local culture,
local markets, traditions and local cooking techniques of the region. Some
of the practices include a day with the chef, live broadcasting, cooking with
children, cooking competitions, breakfast in the garden, grow-and-take, paint-
and-taste, and square sinis, which appeal to guests’ different senses and create
a special connection with the culture. With these practices, guests get to know
the region better, establish a special bond with the region and positively affect
their intention to visit again.

The living kitchen movement provides important contributions in many
areas such as sustainability, contribution to the local economy, experience,
culture and education. In terms of sustainability, the application contributes to
the preservation and transfer of local food culture to future generations. In terms
of contribution to the local economy, it protects natural products and supports
local producers as it cooperates with local producers. In terms of experience
and culture, the practices allow guests to get to know the food culture, traditions
and local markets of the region. In terms of education, it contributes to the
development of guests’ imagination and learning new dishes. In this way, guests
can form a special bond with local cultures, which can lead to repeat visits and
new guests by passing on the experience to others.

In order to increase the awareness of the living kitchen movement, social
media platforms should be utilized more and the number of academic articles
should be increased. Collaboration with schools, businesses and chefs
can contribute to increased awareness, diversification of practices and the
emergence of new practice kitchens. Supporting the trend with the adoption of
living kitchen practices by chefs and restaurants, promotions and workshops
to be organized at schools and universities can make important contributions.
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THE EFFECTS OF SOCIAL MEDIA AND TV PROGRAMS ON
GASTRONOMY TOURISM

Muhammet Erbay’, Sevval Ozer?

Introduction

Beyond meeting a basic physiological need, the act of eating and drinking
should also be considered as a socio-cultural phenomenon. In an ever-changing
and evolving world, eating and drinking activities assume multifaceted functions
such as socialization, aesthetic experience and leisure. These activities provide
both physical and psychological satisfaction by activating the five senses of the
individual. Gastronomy is a dynamic concept that has undergone continuous
transformation throughout human history and will continue to change in the
future. With changing living conditions, increasing welfare levels, the spread of
tourism and the increasing importance of social life, eating and drinking habits
have also undergone a significant transformation. Today, people personalize
their eating and drinking experiences and seek different tastes and experiences.
This situation reveals once again that gastronomy is not a static concept, but a
constantly changing and developing phenomenon (Geng, 2021)

The act of eating and drinking has existed throughout human history not
only as a physiological need but also as a social and cultural phenomenon.
Nutrition culture has played an important role in shaping social identities and
socialization processes by being passed down from generation to generation.
Practices such as food preparation, presentation and consumption have been
shaped by social norms and values. With the advent of the digital age, social
media platforms, especially Instagram, have played an active role in the spread
and transformation of food and beverage culture. By sharing food photos on
social media, users are encouraged to discover new flavors and thus contribute to
the formation of a global gastronomy culture. This situation affects individuals’
food and beverage preferences and becomes a determining factor in the selection
of tourist destinations. Television programs and movies also shape tourism
demand by strengthening the image of destinations. The study aims to examine
how social media and television programs, which are increasingly important
in the tourism sector today, affect people’s travel decisions and their impact on
a popular destination such as Antalya, especially in the context of gastronomy
tourism. This study provides a scientific approach to the management processes
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of the tourism sector by examining the interaction of social media and television
on tourism in depth perspective on tourism marketing strategies. It will both
contribute to the body of knowledge by providing new theoretical and empirical
findings to the academic literature and provide practical suggestions to industry
professionals and policy makers to help them make data-driven decisions on
the development of tourism marketing strategies. The aim of this study is to
examine the effects of social media on eating and drinking habits and cultural
perceptions and to reveal the role of these platforms in shaping gastronomy
trends. In this context, the study will fill an important gap at the intersection of
tourism, marketing, communication and social media disciplines and will be a
valuable resource for all relevant stakeholders.

Gastronomy

Gastronomy, derived from the Greek words “gaster” (stomach) and “nomas”
(law), is an interdisciplinary field that covers all the scientific and artistic rules
applied in the process from production to consumption of food (Baysal and
Kiigtikaslan 2007:6). The definition made by Ozkok (2017:183) emphasizes
that gastronomy is not only the art of preparing and serving delicious food,
but also a much broader field that covers the cultural, social and scientific
dimensions of food. Gastronomy has gone beyond the basic need for nutrition
and has become a complex phenomenon that affects many different aspects of
human life. This discipline has been developed with the aim of preparing food
under hygienic conditions, aesthetic presentation and providing a delicious
experience. Gastronomy is generally examined in three basic dimensions:
production, consumption and production-consumption interaction. The
production dimension covers the scientific and artistic aspects of the food
preparation process. The consumption dimension examines individuals’ eating
behaviors, taste perception and attitudes towards food. In the dimension where
production and consumption are handled together, the methods and tools used in
the whole process from the production of food to its presentation are examined.
According to Akgol (2012), gastronomy can also be classified under four main
headings: applied, theoretical, technical and scientific. Applied gastronomy
examines the preparation and presentation of dishes; theoretical gastronomy
examines the development of recipes; technical gastronomy examines the
effect of production tools; and scientific gastronomy examines the chemical
and physical properties of foods.

Gastronomy Tourism

The rapid acceleration of global developments in the field of gastronomy
has led to a significant transformation that directly affects the tourism sector. In

recent years, approximately one fifth of the world’s population has traveled for
tourism purposes and the desire to experience the local cuisines of the countries
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they visit is the most obvious indicator of this interaction. This phenomenon,
called gastronomy tourism, has become an important factor shaping tourists’
travel decisions and plays a critical role in increasing the competitiveness of
destinations and contributing to local economies (Zengin and [sgin, 2017: 405).

Gastronomy tourism can be defined as a type of travel undertaken for
specific purposes such as tasting a particular dish, observing production
processes or trying the dishes of famous chefs. In this type of tourism, instead
of daily eating and drinking habits, the discovery of local flavors and cultural
experiences are at the forefront. The gastronomic richness of a region plays an
important role in preferring that region and shaping tourists’ travel experiences.
Gastronomy tourism not only offers tourists the experience of eating, but also
the opportunity to get to know the cultural structure and traditions of the host
community closely. In this context, gastronomy tourism can be considered as
both special interest tourism and cultural tourism. Researchers such as Akgol
(2012) state that gastronomy tourism provides tourists with both a delicious
journey and cultural enrichment.

Social Media

Social media is the general name of digital platforms that enable
interaction, information sharing and content production among individuals
through internet technologies. Using text, images, video and other multimedia
content, these platforms allow users to actively produce content and interact
with other users. Unlike traditional media, the production and dissemination
of information on social media platforms has been democratized, allowing
anyone to become a content creator and consumer. This has made social media
a powerful communication tool where individuals can share their thoughts,
ideas and experiences over a global network (Cayci, 2019: 132). In recent
years, the popularity of travel centered on food and beverage experiences,
called gastronomy tourism, has been increasing rapidly. This situation brings
gastronomic products and services of tourism destinations to the forefront and
increases the impact of these elements on the competitiveness of destinations.
Tourists who actively use social media platforms can follow the social media
accounts of restaurants, evaluate their visual content, interact with their
comments, and recommend them to other potential customers by sharing
this content with their network of followers (Celik, 2023:1). Social media,
one of today’s most effective communication tools, has become an important
platform that facilitates consumers to obtain information about the gastronomic
characteristics of destinations. Imre (2020) Dogan, Pekiner and Karaca et
al. (2018)’ research also revealed that user comments on social media play a
decisive role in shaping tourists’ travel decisions.
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Mass Media

Mass media can be defined as technological systems that aim to deliver
information, ideas and values to a wide audience simultaneously. These tools
create a global communication network by enabling individuals to obtain
information about the world simultaneously, without geographical limitations.
Mass media, which has assumed a central role in many areas of social life
such as education, communication, marketing and propaganda, has become a
decisive force in the transformation of societies, especially since the second
half of the 20th century with technological developments (Kilig, 2014: 27).
The impact of mass media in shaping the cultural structure and social order of
societies has long been at the center of academic debates, as emphasized by
Yiiksel (2009). Tools such as newspapers, radio, television and the internet can
convey culinary cultures to large masses. In addition to delivering information
and entertainment content to large masses, tools such as newspapers, radio,
television and the internet also influence social norms and values. Today with
technology developing and changing at a tremendous pace, mass media, It
has also come to interfere with food and drink preferences (Cakir, Sengiil,
Parmaksizoglu, 2020: 3174). With increasing globalization, food experiences
have come to the fore as an international area of cultural interaction. This has
led countries to use media tools effectively to protect their gastronomic heritage
and make it more visible in the international arena.

METHODOLOGY

In this study, similar aspects and shortcomings of the research problem
were identified by compiling the findings obtained from previous studies on the
subject determined by the literature review method. In this way, an answer to the
research question was sought from a new perspective in the light of the existing
literature and the path to be followed in the research process was determined.
The main purpose of the study is to examine the effects of television programs
and social media on gastronomy tourism in Antalya and to present new findings
to the literature in this field. The research population consists of all individuals
who follow television programs on gastronomy in Antalya. In the study, it was
tried to increase the generalizability of the findings by including the opinions of
individuals with different socio-demographic characteristics.

An overview of the Gastronomy Concept

Gastronomy is a multidisciplinary field derived from the Greek words
“gastér” (stomach) and “nomos” (rule, law) and has its origins in Ancient Greece.
It refers not only to the act of eating, but also to the production and consumption
of food and the cultural, social and economic dimensions of these processes.
Gastronomy is intertwined with many disciplines such as agriculture, sociology,
anthropology, medicine, environmental sciences, chemistry, economics and
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modern technologies. This interdisciplinary character shows that gastronomy is
closely related to both science and social sciences. From a science perspective,
the importance of physical, chemical and biological factors in the process from
food production to consumption is emphasized, while from a social science
perspective, the effects of food consumption on social interactions, cultural
identities and economic activities are examined. Gastronomy tourism is
an important application area of this discipline, enabling people to travel to
discover the cuisines of different cultures and have gastronomic experiences.
According to studies in the literature, gastronomy is defined in different ways by
consumers and producers. For consumers, gastronomy is often associated with
the desire to consume delicious food, while for producers, it means preparing
and presenting excellent dishes and developing knowledge in this field (Geng,
2021).

Historical Development of Gastronomy

Gastronomy is a comprehensive discipline related to nutrition and food
culture that traces its origins to Ancient Greece. The work “Gastronomia”,
written in the 4th century BC, is considered one of the oldest written sources in
this field. However, the development of gastronomy as a scientific and systematic
discipline was mostly shaped by the works of French thinkers and writers in
the 18th and 19th centuries. Names such as Jean Anthelme Brillat-Savarin
have made extensive studies on food and flavor by approaching gastronomy
from a scientific perspective. Prosper Montagné’s “Larousse Gastronomique”
has become one of the main references of gastronomy. While the concept of
gastronomy is defined as “the curiosity to eat well” in French, it has gained
different meanings in different periods and cultures. Throughout history, recipes
and cooking techniques have been documented in various civilizations. Chefs
such as Apicius, who lived in the 1st century BC, wrote the first recipe book in
history. Archaeological findings in Mesopotamia show that cooking has been
an important part of human life since prehistoric times (Ozdemir, 2022: 6).

The Impact of Social Media on Gastronomy and Gastronomy Tourism

Food choice can be considered an important marker of an individual’s
cultural identity. An individual’s food preferences are deeply influenced by
factors such as lifestyle, habits and family cultural heritage. Therefore, eating
habits can be considered as a reflection of the social and cultural environment
in which the individual lives. The act of eating is not only a physiological need,
but also a complex process that shapes human social and cultural identity.
Food culture helps us understand the historical, social and cultural structures of
societies by revealing the human-food relationship in a concrete way.

Throughout history, the act of eating and drinking has been a fundamental
activity that brings people together, strengthens social interactions and paves
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the way for the establishment of social bonds. Therefore, food culture is not
only a biological need but also a social phenomenon. The act of eating has
functioned as a platform for individuals to participate in their social networks,
construct their identities and share cultural values. Social media has made
significant contributions to the spread and transformation of food culture by
bringing this social interaction to the digital environment. Today, people use
social media platforms to share their food experiences, discover new flavors
and create virtual communities. This situation further strengthens the social
dimension of food culture and allows individuals to meet their socialization
needs.

The rapid increase in food-themed visual and written content on social
media platforms in recent years further emphasizes the importance of food as a
social phenomenon in the digital age. The increase in the number of food blogs,
forums and travel groups shows that people actively use these platforms to
exchange information about food, discover new flavors and socialize.

Social media has become a powerful marketing tool for gastronomy tourism,
especially in today’s world where visual sharing is at the forefront. As Vukolic,
Gaji¢ and Penic (2022) state, tourists who follow the social media accounts of
restaurants interact with other users by liking, commenting and sharing food
photos and thus contribute to the promotion of destinations. Social media is
a dynamic and versatile communication tool that shapes individuals’ social
interactions and identity construction in the virtual environment. Tourists using
social media can follow restaurants’ social media accounts to like, comment
on and share food photos and interact with other tourists (Celik, 2023: 2).
Food posts, in particular, influence the way users present themselves to others,
emphasizing the cultural and economic meanings of the food they consume.
This situation has triggered individuals to share what they eat, where they eat
and with whom they eat (Cayci, 2019).

Today, food content presented on social media platforms offers a visual
feast through aesthetic and appetizing visuals and arouses a strong desire for
consumption in individuals. These contents, especially those shared just before
ameal, allow individuals to discover dishes from different cultures, making food
a source of entertainment and pleasure. In this way, social media has digitized
food culture and significantly influenced individuals’ consumption habits. Food
shows function as a powerful marketing tool that shapes consumption behavior
by creating new wants and desires. This reveals the profound effects of social
media on eating habits (Cayct, 2019).

The Concept of Mass Media

Throughout human history, communication has been one of the basic
building blocks of social life. With the emergence of the Homo sapiens species,
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the increase in social interactions necessitated the evolution of communication.
Early humans communicated in small communities using simple language
structures. However, as the human population increased and geographical
distribution expanded, the need for communication between individuals at
long distances arose. This need led to the development of visual and auditory
communication methods such as cave paintings, fire and smoke signals (Kilig,
2014:27).

Rapid changes in the industrialization process have increased people’s
need for communication and necessitated the development of different
communication tools. Individuals who want to adapt to changing living
conditions have constantly renewed their communication methods in line
with the existing technological possibilities. However, instead of replacing
the old ones, new communication tools have been added to them, expanding
communication networks and making them more efficient. In this process,
each communication tool has enriched the communication experience by
improving the possibilities offered by previous tools. The evolution of mass
media is directly related to the transformations in the social and economic
structures of societies. The processes of industrialization and urbanization have
diversified people’s social interactions and created the need to reach wider
audiences. This need went beyond face-to-face communication with a limited
number of individuals and triggered the development of mass media. Thanks
to technological advances, mass media has enabled mass media to reach
ever wider audiences and to transcend geographical boundaries. Today, with
digitalization, mass media have created a global communication network by
connecting people in every corner of the world (Kilig, 2014:27). In intercultural
communication, individuals increase mutual understanding and appreciation by
transferring the unique aspects of their own culture to other cultures (Jones &
Quach, 2007; Samoa, 2005). Gastronomy serves as an important bridge in this
communication process. When the cuisines of different cultures are presented to
other cultures with their historical, social and cultural meanings, both cultural
diversity and mutual interaction increase (Barakazi, 2021: 535).

Features of Mass Media

Mass media democratizes access to information in social life, aiming to reach
individuals from different social classes equally. These tools contribute to the
formation of social consciousness through regular and continuous broadcasts.
The public character of mass communication prioritizes transparency and
accountability in the communication process. Moreover, the content produced
by mass media has the potential to shape social demands and create new needs
and habits. Mass media has the power to influence and direct recipients through
the credibility of the information they provide. In particular, tools such as radio,
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television and social media increase social sensitivity to current events by
ensuring that news is delivered instantly and to large masses. Some mass media
tools increase the effectiveness of the communication process by instantly
measuring the reactions of the recipients through feedback mechanisms
(Tiirkoglu, 2004, pp.67-68).

The Function of Mass Media

The classification and functions of mass media are frequently discussed
topics in the field of communication sciences. One of the most comprehensive
studies in this field is the McBride Report prepared by UNESCO. In the report,
eight basic functions of mass media are identified and their multifaceted effects
on social life are emphasized. (Yiiksel, 2001, pp.6-9)

The function of providing news and information

The most basic function of mass media is to inform individuals about
current events and developments and to create social awareness. People’s need
for access to information, entertainment and interpretation makes mass media
indispensable. The accuracy and impartiality of the information provided
through the means of communication greatly affects societies’ conscious and
sensitive attitude towards events. In this way, individuals better understand
developments at both national and international levels and shape their thoughts
and behaviors towards these developments. Mass media trigger social change
by influencing the values, norms and behavioral patterns of societies through
the content they offer (Kilig, 2014: 30).

Socialization Function

Mass media plays an important role in the socialization processes of
individuals and is effective in the formation of their social identities. These tools
provide individuals with information and values, raise their social awareness
and facilitate their participation in the social structure. Mass media significantly
affects decision-making processes by shaping social views. These tools, which
model the thoughts and behaviors of individuals and societies, also enable
individuals to see the world from a freer and broader perspective by developing
their critical thinking skills (Kilig, 2014: 31). These effects of mass media also
affect gastronomy. Societies are shaped around common food cultures and
interact with each other. Gastronomy is one of the most prominent areas of this
interaction. According to Karaca and Karacaoglu (2016), gastronomy reflects
the cultural heritage, traditions and values of a society. Hatipoglu (2010)
emphasizes that gastronomy is a tool for understanding the similarities and
differences between different societies. By experiencing the flavors of different
societies, people both connect with those societies and better understand the
cultural identity of their own societies. This has paved the way for the emergence
and development of gastronomy tourism (Kodas & Dikici, 2012).
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Motivation Function

Mass media produces content to create a social consensus in line with certain
goals and objectives. This content shapes individuals’ thoughts, beliefs and
evaluations on a subject and offers them a certain perspective. In this way, mass
media create a social agenda by directing the interests and efforts of individuals
towards certain issues (Kilig, 2014: 31).

Function of Preparing a Discussion Environment

For a healthy decision-making process in societies, individuals need to
have sufficient and reliable information on relevant issues. By making social
values and goals more comprehensible, mass media enable individuals to have
information on these issues. However, mass media also have the potential to be
used as powerful propaganda tools. Those in control of these tools can influence
public opinion in the direction they want by shaping information in line with
their own interests (Kilig, 2014: 31).

Education Function

Today, in developing and developed countries, mass media make significant
contributions to educational processes and increase the knowledge and skill
levels of individuals. Among these tools, television, which stands out with its
visual content, has long been recognized as one of the most effective tools in
education. Especially in recent years, with the widespread use of social media
platforms, the impact of visual communication has increased even more. Visual
communication has the potential to reach large masses across differences
such as age, religion, language and race. Indeed, in regions where educational
opportunities are limited, mass media play a vital role in disseminating cultural
values and raising social awareness (Kilig, 2014: 31). Recently, we live in a
dynamic environment that is constantly changing. Naturally, gastronomy
education should be in line with these changes. In today’s dynamic and ever-
changing business world, gastronomy education assumes the responsibility
of training qualified individuals who can respond to the needs of the sector.
Researchers such as Gillespie and Cuisin (2001) emphasize that gastronomy
education should have a flexible and innovative structure that can keep up with
the changing dynamics of the sector. In this context, gastronomy education
should not only convey theoretical knowledge, but also allow students to
develop their practical skills and closely follow current developments in the
sector. As ilhan (2008) points out, the development of gastronomy is closely
related to economic, social, political and cultural factors. Therefore, gastronomy
education should provide students with a comprehensive perspective that will
enable them to understand the interaction of these factors. Educators have an
important role in this process. By collaborating with the sector, they should
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contribute to the transformation of students’ theoretical knowledge into practice
and help them grow as individuals with the qualifications required by the sector.

Contribution to the Development of Culture

Mass media plays a central role in the process of preservation and
development of cultures in a globalizing world. Thanks to these tools, people
interact with each other regardless of geographical limitations and have the
opportunity to recognize and understand different cultures. However, this
interaction power of mass media also brings an important responsibility for the
preservation of cultural values. The dissemination of content that may harm
cultural values, especially on platforms such as social media where interaction
is intense, threatens the cultural identities of socicties. For this reason, it is
of great importance that the relevant authorities carry out the necessary legal
regulations and awareness-raising activities to protect cultural values (Kilig,
2014: 32).

Entertainment Function

Tourism can be defined as traveling to meet the entertainment needs of
individuals. Today, tourism has become more complex with the diversity
in the understanding of entertainment. Tourism organizations offer a wide
range of activities under the name of leisure tourism at different scales, both
domestic and international. Among these, different themes such as adventure
sports, cultural tours, gastronomy tours, spa and wellness tourism stand out
(Rustamovna, 2023). Today, the increasing pace of life and competitive
conditions constitute an important source of stress for individuals. Mass media,
as one of the mechanisms for coping with stress, offers individuals an alternative
environment where they can get away from the intensity of daily life. These
tools increase the psychological well-being of individuals by meeting their
needs for rest and entertainment with different entertainment content (Kilig,
2014: 32).

Integration Function

Industrialization and urbanization processes have led to the weakening of
social ties between individuals. In this context, mass media have assumed an
important role by meeting the socialization needs of individuals. In particular,
social media platforms offer the opportunity to interact between individuals by
overcoming geographical limitations and reduce social isolation. Mass media
tools enable individuals to actively participate in social life by meeting their
social needs such as information sharing, coming together around common
interests and social participation (Kilig, 2014: 33).
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Types of Influence on Mass Media

1. The effects of mass media on individuals and societies can be analyzed
under the following headings:

2. Shaping attitudes and opinions: Mass media can influence individuals’
behavior by shaping their thoughts and attitudes about certain issues.

3. Agenda-setting: It sets the public agenda by determining the focus of
public debate and attention.

4. Shaping individual and collective responses: By shaping individual and
collective responses to events, it can contribute to the emergence or
prevention of social movements.

5. Social control: Indirectly controls the behavior of individuals by
spreading social norms and values.

6. Socialization: It plays an important role in the socialization process of
individuals and enables them to learn social roles and expectations.

7. Shaping the perception of reality: It affects the way individuals perceive
the world, shaping their perception of reality.

8. Dissemination of the dominant ideology: By reflecting social power
relations, it contributes to the dissemination of dominant ideologies
(Usluata, 1995, pp.79-81).

The Effect of Mass Media on Gastronomy and Gastronomy Tourism

With the increase in competition in the global tourism market, the need for
destinations to differentiate themselves has gained importance. In this context,
when the impact of audiovisual media on tourism marketing is examined, it
is seen that especially television programs and movies play an important role.
With the widespread use of marketing techniques such as product placement,
television programs and movies have become an effective tool in promoting
destinations and influencing tourists’ travel decisions. Studies show that visual
media shape individuals’ perceptions and increase their desire to travel to
certain destinations.

Gastronomy-themed television programs are an important type of media
that serves both the promotion of local culinary cultures and the ideologies of
the global food system. These programs present food not only as an element
that meets the need for nutrition, but also as a phenomenon linked to cultural
identity, social relations and the economy of experience. These international
programs present local cuisines from a global perspective, while at the same
time modernizing local cultural elements and presenting them to the masses.
This shows that television is an important tool in disseminating the ideologies
of the global capitalist system (Tutar and Durukan, 2020: 362).
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The Effects of Social Media and TV Programs from Mass Media on
Travel Preferences

The technological evolution of mass media has significantly transformed
their functionality and social impact. Initially used for the dissemination of
information, mass media have come to be used in a wider range of areas such
as the dissemination of ideological messages and the shaping of social behavior
(Y1ilmaz & Senel, 2017: 523).

Behavioral Satisfaction Intention

Behavioral intention is a psychological concept that refers to the tendency
of individuals to take a certain action. This intention is influenced by both
individual factors and external factors. Mass media, especially in the context of
gastronomy tourism, contributes significantly to the tourism sector by shaping
individuals’ behavioral intentions through the promotion of local food and
beverages. Content such as gastronomy-themed television programs enable
both individuals and their social circles to learn about a particular region and its
cuisine, create awareness in this direction, and even develop food-based travel
intentions (Y1lmaz & Senel, 2017: 524).

Arousing Curiosity

Mass media, especially television and social media, significantly influence
individuals’ consumption and travel decisions. Products and places presented
in audiovisual media trigger individuals’ purchasing and visiting behaviors.
Especially in the field of gastronomy, television programs and social media
posts increase individuals’ tendency to visit a particular region or restaurant.

Research shows that the impact of social media use on gastronomy tourism
is significant regardless of demographic variables such as gender and education
level. Television programs, especially with gastronomy-themed content, raise
awareness among individuals about food-based travel and create an intention in
this direction. These programs increase travel motivation by introducing both the
regional and local cuisines to viewers. In addition, the features of the products
and services presented on screen can influence individuals’ travel decisions in
different ways. As a result, both social media and television programs have
a positive impact on individuals’ travel decisions and encourage gastronomy
tourism (Y1ilmaz & Senel, 2017: 524).

CONCLUSION AND RECOMMENDATION

Gastronomy has been in a continuous transformation process throughout
human history, influenced by cultural, social and economic factors.
Developments in communication technologies, especially with the spread
of social media platforms, play an important role in this transformation of
gastronomy. Social media has become an interactive platform that shapes and
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disseminates gastronomy culture by sharing individuals’ experiences with
food. Especially on visual-oriented platforms such as Instagram, food photos
and restaurant experiences are used as tools for individuals to express their
identities and reflect their social status.

Gastronomy-themed television programs are also an important factor
affecting individuals’ travel decisions. These programs introduce viewers to the
cuisines of different cultures and make them want to travel. Research shows
that individuals who regularly watch television programs are more likely to
visit the destinations they want. This reveals that gastronomy-themed content
is an effective tool for tourism marketing.

In conclusion, mass media such as social media and television play an
important role in the spread of gastronomy culture and the development of
the tourism sector. These tools increase individuals’ interest in gastronomy,
influence their travel decisions and contribute to the promotion of destinations.
Therefore, tourism marketers and local governments should develop strategies
to develop gastronomy tourism by effectively using platforms such as social
media and television. The present study has emphasized the importance of
social media and television in shaping gastronomy culture and influencing the
tourism sector. However, it is recommended that a combination of qualitative
and quantitative research methods should be used for more in-depth studies
on this subject. In particular, theoretical frameworks such as social cognitive
theory, user experience theory, and cultural studies theory can make significant
contributions to research in this field. In addition, the inclusion of new
technologies such as artificial intelligence and virtual reality in research in
this field may enable the development of innovative approaches in the field of
gastronomy and tourism. The interaction between gastronomy, social media
and tourism is a very important research area today. The suggestions presented
above can add new perspectives to the studies in this field and help to reach
more comprehensive results.
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