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Anahtar Kelimeler: Gastronomi, Gastronomi Turizmi . 

EVALUATION OF GASTRONOMY TOURISM POTENTIAL  

ABSTRACT 
Recently, changes in people's wishes and needs have necessitated the diversification of tourism products and these needs have  
caused the importance of diversification of tourism products. Gastronomy tourism, which is evaluated wi thin the scope of 
touristic product diversification, has led to increasing  importance, culture of eating and drinking places in the area of cu ltural 
values. The factors that drive people to visit are historical, cultural, natural structures of a region. H owever, people want to get 
to know the culture of the culinary and taste their local food. Gastronomic tourism made to discover new tastes, 
destinations  local cuisine is brought to the forefront, leading to the promotion of the region in the national or i nternational 
market and the region's economy is increasing. The aim of the research in this context, to examine the concept of gastronomy 
tourism, is to put forward their gastronomic value Nigde is one of the destinations to be seen in Turkey with spa, his torical and 
cultural structure, natural beauty, gastronomic tourism detecting the assessment of the potential of domestic tourists visiti ng 
Nigde and to make recommendations for tourists looking for different tastes to promote the region in terms of gastro nomic 
tourism. 
Research data, in the context of gastronomy and tourism relations, of domestic tourists visiting Nigde evaluation for the 
detection of gastronomic tourism destination in line were collected by questionnaire method. The study carried out on 2 20 local 

the thoughts about the food and beverage businesses besides questions concerning the participants' demographic 
characteristics. In data analysis, descriptive statistics and ANOVA were consulted. 

 Gastronomy, Gastronomic Tourism, Regional Cuisine, Nigde. 
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Cinsiyet  

Erkek 
Toplam 

121 
99 
220 

55,0 
45,0 
100 

  18-  
27-  
36-  
45-  
54-  
Toplam 

23 
78 
70 
42 
  7 
220 

10,5 
35,5 
31,8 
19,1 
  3,2 
100 

Medeni 
Durum 
 

Evli 
 

Toplam 

135 
  85 
220 

61,4 
38,6 
100 

Durumu 
 

Okur-  
 

Lise 
 
 

Toplam 

9 
45 
80 
77 
9 
220 

4,1 
20,5 
36,4 
35 
4,1 
100 

Meslek 
  

 
 

 
Memur 
Serbest Meslek 
Emekli 

 
Toplam 

30 
32 
51 
62 
42 
1 
2 
220 

13,6 
14,5 
23,2 
28,2 
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0,5 
0,9 
100 

 
 

0 1000 TL 
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4001 5000 TL 
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-Sanat-Tarih 44 20 
 21 9,5 

 17 7,7 
 17 7,7 
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 152 69,1 

Puan 
1 Puan 26 11,8 
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 100 45,5 

 Evet 25 11,4 
 195 88,6 

 Evet 23 10,5 
 197 89,5 
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 Evet 19 8,6 
 201 91,4 

 Evet 17 7,7 
 203 92,3 

 

 
 

 
 1 2 3 4 5  

f % f % f % f % f %  

 11 5 33 15 0 0 115 52,3 61 27,7 3,8 

gerekmektedir. 10 4,5 32 14,5 2 0,9 111 50,5 65 29,5 3,8 
 15 6,8 27 12,3 3 1,4 99 45 76 34,5 3,8 

 12 5,5 30 13,6 6 2,7 111 50,5 61 27,7 3,8 
-

etmektedir. 15 6,8 29 13,2 15 6,8 95 43,2 66 30 3,7 

veren yiyecek-  89 40,5 93 42,3 18 8,2 20 9,1 0 0 1,8 

hizmet veren yiyecek-  
10
1 45,9 96 43,6 15 6,8 7 3,2 1 0,5 1,6 

 7 3,2 13 5,9 16 7,3 104 47,3 80 36,4 4 
 

 5 2,3 12 5,5 13 5,9 107 48,6 83 37,7 4 

ilgili ve hizmet verme konusunda heveslidir. 11 5 26 11,8 17 7,7 101 45,9 65 29,5 3,8 
-

 
 

4 1,8 22 10 14 6,4 108 49,1 72 32,7 4 

temizdir. 11 5 19 8,6 15 6,8 114 51,8 61 27,7 3,8 

 11 5 18 8,2 12 5,5 114 51,8 65 29,5 3,9 

yemekler konusunda bilgi
bulunabilmektedir. 

7 3,2 23 10,5 12 5,5 102 46,4 76 34,5 3,9 

yeterlidir. 9 4,1 23 10,5 23 10,
5 100 45,5 65 29,5 3,8 

 
11
4 51,8 86 39,1 9 4,1 11 5 0 0 1,6 

 18 8,2 22 10 26 11,
8 89 40,5 65 29,5 3,7 

 
12
8 58,2 82 37,3 10 4,5 0 0 0 0 1,4 

yeterlidir. 1 0,5 3 1,4 7 3,2 122 55,5 87 39,5 4,3 

 6 2,7 17 7,7 12 5,5 117 53,2 68 30,9 4 

 6 2,7 18 8,2 10 4,5 105 47,7 81 36,8 4 
-sandalye 

 10 4,5 19 8,6 20 9,1 88 40 83 37,7 3,9 

fiyatlarla, hizmet kalitesi birbiriyle uyumludur. 3 1,4 6 2,7 13 5,9 104 47,3 94 42,7 4,2 

 10 4,5 11 5 14 6,4 105 47,7 80 36,4 4,0 

 2 0,9 5 2,3 17 7,7 106 48,2 90 40,9 4,2 
 3 1,4 12 5,5 13 5,9 120 54,5 72 32,7 4,1 

 19 8,6 23 10,5 9 4,1 115 52,3 54 24,5 3,7 

 
10
4 47,3 10

2 46,4 9 4,1 5 2,3 0 0 1,6 

 0 0 0 0 0 0 110 50 110 50 4,5 
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 43 19,5 47 21,4 13 5,9 67 30,5 50 22,7 3,1 

yeterlidir. 
11
6 52,7 94 42,7 6 2,7 4 1,8 0 0 1,5 

 0 0 0 0 0 0 99 45 121 55 4,5 

 
13
0 59,1 90 40,9 0 0 0 0 0 0 1,4 

 

festival ve et %4,5) 
 (%4,3) 

n 

-  
ortalamaya sahip ifadelerdir. 

 
  ANOVA 

 Levene Statistic Sig (p) F Sig(p) 

 3,46 ,017 1,37 0,25 

Personel 0,91 0,43 1,10 0,34 

Atmosfer 3,21 0,10 1,47 0,22 

 0,11 0,95 0,37 0,76 

Fiyat 1,54 0,20 0,33 0,80 

 1,72 0,16 0,82 0,48 

 0,58 0,62 0,93 0,42 

ANOVA te

1 hipotezi 

 

 
  ANOVA 

 Levene Statistic Sig (p) F Sig(p) 
 2,59 0,1 1,54 0,15 

Personel 0,71 0,66 0,38 0,91 

Atmosfer 0,66 0,70 1,04 0,40 

 2,36 0,2 1,23 0,28 

Fiyat 0,94 0,47 1,21 0,29 

ik 1,11 0,35 1,13 0,34 

 0,93 0,48 0,68 0,68 
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