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Abstract

Food and beverage services offered in accommodation establishments are one
of the most important elements of the tourism experience. Local cuisine
experiences are becoming more and more prominent among tourists'
motivations for choosing destinations. Increasing the attractiveness of
destinations and ensuring the satisfaction of tourists is directly related to
authentic and quality gastronomy services. Food and beverages are considered
to be not only a means of consumption but also an important tool for cultural
identity and brand value of destinations. In this context, local gastronomy
elements offered to tourists can positively affect the overall image of the
destination and visitor loyalty. In this study, the effects of food and beverages
offered in accommodation establishments on destination attractiveness are
examined in the light of the research in the literature. A total of 15 studies were
evaluated using content analysis method and the effects of these services on
tourist satisfaction, behavioral intentions and destination preferences were
revealed. The findings show that quality and authentic gastronomy services
have the power to differentiate destinations and this positively affects tourists’
destination preferences. In addition, factors such as the way food is presented,
its visuality and the atmosphere of the environment in which it is presented are
also found to strengthen tourist satisfaction. However, it was emphasized that
low quality services may lead to tourist dissatisfaction and damage the image
of the destination. With these aspects, gastronomy tourism is considered as a
powerful strategic tool in destination marketing.
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expectations. For example, Dogan (2023) examined the
impact of service quality on customer satisfaction in
detail and concluded that high service quality increases
customer satisfaction. Moreover, it is stated that

1. Introduction

Customer satisfaction is important in many sectors, but
it would not be wrong to state that it is more important
in the tourism sector than in many other sectors

(Danaher & Arweiler, 1996). Therefore, customer
satisfaction is a critical success factor for
accommodation businesses. It is known that customer
satisfaction in hospitality businesses is affected by
many variables. These factors include service quality,
product features, employee satisfaction, adaptation to
technological developments, personnel hygiene, and
goods and other services offered in accommodation
facilities (Nunkoo et al., 2020).

First of all, service quality is one of the most
determining factors of customer satisfaction. The
service quality offered in accommodation businesses
plays a major role in meeting and exceeding customers'

perceived service quality explains approximately 40%
of the changes in customer satisfaction (Asik, 2016). In
this context, it can be said that the continuous
improvement of service quality by accommodation
businesses will directly affect customer satisfaction
(Tellioglu, 2021). Product features are another
important factor affecting customer satisfaction. In
studies such as Albayrak (2015) and Davras (2019), it
has been revealed that there is a linear relationship
between the performance of product features and
customer satisfaction. Especially the quality of food and
beverages offered in accommodation businesses is
among the factors that directly affect customer
satisfaction (Irdem, 2014). Another factor affecting
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customer satisfaction is the use of technological
developments in accommodation businesses. Studies
such as Ergiin (2019) and Mil and Ozdogan (2015)
emphasize the role of technology in increasing
customer satisfaction. Effective use of technology can
be expressed as a factor that increases satisfaction by
improving customer experience.

The quality, taste and visuals of food and beverages
offered in accommodation businesses increase both
destination attractiveness and customer satisfaction. In
this way, it contributes to businesses to gain
competitive advantage. Food and beverage services are
recognized as one of the most important departments
of accommodation establishments. This department
plays a critical role in ensuring customer satisfaction by
constantly interacting with guests (Tekin & Deniz,
2015; Tellioglu, 2021). Increased customer satisfaction
increases the number of loyal customers and this
provides a significant competitive advantage to
businesses (Aksu et al., 2016; Tellioglu, 2021). Food
and beverage revenues and expenses are an important
cost item that needs to be kept under control for
accommodation businesses. For this reason, food and
beverage revenues have an important place among the
main sources of income of accommodation businesses.
After accommodation revenues, food and beverage
revenues constitute the largest proportion (Merig,
2023). Therefore, it is vital for businesses to accurately
calculate their food and beverage costs for sustainable
profitability (Merig, 2023). Moreover, as mentioned
earlier, the quality of food and beverages is an
important factor affecting guests' destination
preferences. Offering local food and beverages plays an
important role in tourists' assessment of the
attractiveness of a destination (Uzkesici, 2024;
Yazicioglu et al, 2019). In this study, it is aimed to
reveal the effect of food and beverages offered in
accommodation establishments on destination
attractiveness by utilizing secondary data. In this
context, studies investigating the effect of food and
beverages on destination attractiveness were
examined in the literature. Since these studies are
limited, studies explaining the relationship between
food and beverages and variables such as customer
satisfaction, which are the antecedent variables of
destination attractiveness, were also utilized. In this
way, the purpose of the study was explained more
clearly.

Examining the effect of food and beverages on
destination attractiveness by utilizing the studies in the
literature allows both to contribute to the development
of theory in the field of tourism and to obtain concrete
data in the marketing of destinations. In this context,
gastronomy tourism has become increasingly
important in recent years. Many studies have shown
that the unique culinary cultures of destinations affect

tourists' destination preferences thanks to gastronomy
tourism (Guan & Jones, 2015; Onat & Giineren, 2024;
Updhyay & Sharma, 2014). In particular, it is
recognized that food and beverages reflect the cultural
heritage of the destination and offer authentic
experiences to tourists. In this context, taking into
account the studies in the literature, it is suggested that
food and beverages can be considered as an important
element of destination attractiveness.

2. Literature Review

Accommodation businesses are facilities designed to
meet the accommodation needs of guests. These
establishments usually provide various types of
services such as hotels, motels, hostels and resorts.
Accommodation businesses not only provide bedding
services, but also enrich guests' stay experiences with
food and beverage services, entertainment facilities
and other supporting services (Sert, 2023).

Historically, the origins of accommodation businesses
date back to ancient times. The first accommodation
facilities emerged as inns and guesthouses built for
travelers to rest and meet their needs. Such facilities
were located at strategic points, especially on trade
routes, allowing merchants and travelers to rest safely
(Kale, 2021). In medieval Europe, the function of
monasteries and churches as guesthouses contributed
to the spread of accommodation services. In this period,
accommodation facilities were generally operated by
organizations providing religious and social services
(Bardakoglu, 2016).

In the 19th century, with the industrial revolution,
accommodation businesses gained a more professional
structure. In this period, with the widespread use of
railway transportation, the hotel sector showed a great
development. The opening of luxury hotels, especially
in big cities and touristic regions, paved the way for the
modernization of the accommodation sector (Cakmak
& Kurnaz, 2020). Since the mid-20th century, with the
growth of the tourism industry, hospitality businesses
have started to offer a wider range of services and have
developed various strategies to increase customer
satisfaction (Mil & Ozdogan, 2015).

Today, hospitality businesses have further evolved
with digitalization and technological developments.
Digital marketing tools such as online reservation
systems, mobile applications and social media increase
the customer reach of hospitality businesses and
improve service quality (Sert, 2023)(Sert, 2023).
Moreover, concepts such as sustainability and
environmental responsibility have an important place
in the strategic planning of modern hospitality
businesses (Ertas et al., 2018).

The provision of food and beverages in accommodation
establishments is an important factor affecting tourists'
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Table 1. Advantages and Disadvantages of Food and Beverages

Quality food and beverages increase customer satisfaction and strengthen the likelihood of repeat visits (Perez & Apritado, 2022; Rodriguez et
al, 2020).
@ Quality food and beverages increase guests' loyalty to the business and generate positive reviews (Patiar et al., 2017). This can strengthen the
%" position of the business in the market and increase the potential for businesses to gain new customers.
] High-quality food and beverage products, although initially costly, increase profitability in the long run through customer satisfaction and repeat
Z visits (Giritlioglu et al,, 2014).
< Quality products and services can lead customers to accept higher prices (Kang et al.,, 2012).
Environmentally friendly and sustainable practices can be said to positively affect customers' preferences (Glinaydin et al., 2022; Puspitayanti,
2024). The use of local and quality products can reduce environmental impacts and contribute significantly to local economies.
Poor quality food and beverages lead to complaints and negative comments when they do not meet customer expectations (Diizgiin, 2023;
" Sengiil, 2024). Unpalatable or unhygienic products undermine trust in the business and can significantly reduce revisit rates.
[y Negative comments about food and beverages damage the image of the business and make it difficult to gain new customers (Boz & Esitti, 2020;
g Gokee, 2015).
g Poor evaluations of food and beverage quality can negatively affect the position and competitiveness of the business in the market (Merig, 2023).
b= Poor quality materials may initially provide a cost advantage, but may lead to a decrease in revenues due to loss of customers and negative
E reviews (Birdir & Higyakmazer, 2019).
Lack of hygiene can lead to health problems such as food poisoning and cause the business to face legal problems (Coban et al., 2019). Customers
who experience health problems can sue the business and this can seriously affect the financial situation of the business.

Source: Created by the author.

customer satisfaction, behavioral intentions and desire
to pay more (Onat & Giineren, 2024). Tourists' stay
experiences are directly related to the quality, variety
and presentation of food and beverages. High quality
food and beverage services increase tourists' overall
satisfaction, which positively affects their intention to
visit again (Pramudito, 2020; Seetanah et al., 2018).

The quality of food and beverages is an important
element that shapes tourists' experiences. Research
shows that the quality of food and beverages has a
significant impact on tourists' overall satisfaction
levels. It has been observed that tourists with high
satisfaction levels also increase their intention to visit
again (Pramudito, 2020; Rini et al., 2021). Moreover,
the presentation and atmosphere of food and
beverages enrich tourists' experiences, increasing their
willingness to pay more (Kim et al, 2010; Kim et al,,
2017). For example, if the restaurant atmosphere and
food presentation are aesthetically pleasing, tourists
value these experiences more (Maghrifani, 2023).

The impact of food and beverages on tourists'
behavioral intentions also interacts with factors such as
social media and word-of-mouth marketing. By sharing
their positive experiences on social media platforms,
tourists attract the attention of other potential visitors,
which increases the reputation of the business
(Nugraha et al,, 2019; Vu, 2024). Therefore, the quality
and presentation of food and beverages positively
affect not only customer satisfaction but also the
marketing strategies of the business (Sudari et al,
2019).

As a result of the studies in the literature, the
advantages and disadvantages that food and beverages
can create for a destination can be listed as follows:

Food and beverages offered in accommodation
establishments can be expressed as a critical factor
affecting tourists' customer satisfaction, behavioral
intentions and willingness to pay more. High quality
food and beverage services enrich tourists'

experiences, increase their intention to visit again and
strengthen the competitive advantage of businesses
(Dewi, 2024; Tsai et al., 2022).

3. Method

The current research aims to examine the impact of
food and beverages offered in accommodation
establishments on destination attractiveness. In this
direction, content analysis method was preferred in
order to reveal the stated purpose. Content analysis is
defined as a data analysis technique that enables the
systematic analysis and interpretation of text, visual
and other forms of communication (Ultay et al., 2021).
This method allows researchers to extract meaningful
information from data by focusing on a specific topic
(Neuendorf, 2017). Content analysis, which can be used
in harmony with both qualitative and quantitative
methods, is a widely preferred method in social
sciences (Calik & Sozbilir, 2014).

While qualitative content analysis provides an in-depth
examination of the data, quantitative content analysis
aims to obtain numerical data within the framework of
certain criteria (Neuendorf, 2017). This method
provides researchers with the opportunity to examine
data systematically and interpret the results in broader
contexts. For example, content analysis of tourism
destinations can help to understand the reasons for
preference for preferred tourism destinations in
society. Content analysis also allows for the re-
evaluation of data from existing literature. Information
in the literature can often be scattered or fragmented.
Through content analysis, this information can be
examined systematically and a clear framework can be
created (Taylan, 2011). In addition, in-depth analysis of
existing studies can reveal which areas of the subject
have not been sufficiently researched or which
questions remain unanswered. This will provide a
guiding study for future research in studies in which
the mentioned method is preferred. As can be
understood from the above, content analysis can be
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used to answer
(Neuendorf, 2017).

a specific research question

Content analysis is divided into two main groups:
traditional content analysis and systematic review.
These approaches include different methods and
techniques depending on the purpose of the research
and the type of data (Yilmaz, 2021). Traditional content
analysis and systematic review are as follows:

Traditional content analysis aims to reveal themes,
patterns and trends by systematically examining the
content of a particular text or form of communication.
It is usually a qualitative method and relies on the
researcher's ability to interpret. Using this method,
researchers can gain in-depth knowledge about a
specific topic and analyze the meaning, context and
social impact of the content (Calik & So6zbilir, 2014).

Systematic review refers to the structured examination
and synthesis of existing literature in order to answer a
specific research question. It is mostly preferred to be
used with quantitative data and aims to bring together
the findings of these studies by covering all studies
conducted on a specific topic. Systematic review is also
important in terms of identifying knowledge gaps in a
particular field and providing guidance for future
research (Deveci, 2024; Yilmaz, 2021).

In line with the above explanations, in the current
study, qualitative data and studies in the literature are
utilized to reveal the impact of food and beverages
offered in accommodation establishments on
destination attractiveness in depth. Therefore, the
following research question was identified:

Q1: How do the food and beverages offered in
accommodation establishments affect destination
attractiveness?

The research question identified in the current study is
envisaged to reveal the perceptions and attitudes of
tourists in depth by using traditional content analysis.
In doing so, direct sources in the literature on this
subject were utilized. By bringing together the studies
conducted on this subject, the effects of food and
beverages on tourism destinations were analyzed
holistically and the results of the studies were clearly
presented. It creates an effective framework for
understanding the effects of food and beverages offered
in accommodation establishments on destination
attractiveness and developing more comprehensive
strategies in this regard.

4. Findings

Food and beverages offered in accommodation
establishments are among the factors that directly
affect destination attractiveness (Handani et al.,, 2023;
Pavi¢ et al, 2019; Zeraib et al., 2022). The quality,
presentation and cultural meaning of food and

beverages are important factors that shape both
customer satisfaction and the overall image of the
destination. In this context, it can be stated that high
quality food and beverages increase the attractiveness
of the destination, while low quality negatively affects
this attractiveness.

Customer Satisfaction and Food and Beverage
Quality; The quality of food and beverages has a
decisive impact on customer satisfaction, which in turn
affects the overall attractiveness of the destination.
Research shows that food quality is one of the most
important factors on tourists' travel experiences (Pavi¢
et al, 2019; Zeraib et al, 2022). In particular, the
presentation of food with local and cultural significance
both meets tourists' expectations and increases the
attractiveness of the destination by creating
unforgettable experiences (Handani et al., 2023). For
example, as stated in Ali et al. (2019), local cuisine
elements are considered as an important part of
authentic experiences for tourists.

Impact of Presentation and Ambiance; The
presentation of food and beverages is not only limited
to flavor, but also integrated with visuality and
ambiance. A well-designed dining experience can
increase tourists' interest in a destination. Ryu et al.
(2012) emphasize that visually appealing food
positively affects the customer experience, especially in
luxury restaurants. In addition, the cleanliness and
orderliness of the environment in which the food is
served can help to create a positive image by reflecting
the professionalism and quality of the destination.

Local and Cultural Ties; The cultural significance of
food and beverages is another important factor that
increases destination attractiveness. Sims (2010)
states that food reflects the culture and heritage of a
region, and tourists are increasingly seeking such
authentic experiences in their travels. By promoting
local flavors, hospitality businesses can create a
cultural connection and increase the attractiveness of
the destination (Forbord, 2015). Such cultural
experiences can strengthen tourists' loyalty to the
destination and encourage repeat visits.

Destination Marketing and Economic Value;
Integrating food and beverage services into
destination-wide events can create synergies that
increase attractiveness. For example, collaborations
between hotels and local producers can lead to unique
gastronomic events or food festivals. Such initiatives
can make the destination more attractive while
supporting the local economy (Forbord, 2015; Pavi¢ et
al,, 2019).

72



Tourist Destination 2023, 1 (1): 27-38

Author(s)

Title of the Study

Summary of the Study

Baran & Batman
(2022)

Ozersin (2019)

Tagkin (2020)

Zararsiz et al. (2024)

Danthanarayana &
Ranasinghe (2020)

Demir & Dalgi¢
(2022)

Bjork & Kauppinen-
Riisanen (2016)

The Role of Culinary Culture in Destination
Marketing: Sakarya Case

The effect of gastronomy tourism on
destination image and destination choice: The
case of Cesme

Evaluation of gastronomy tourism as a
destination attraction factor in terms of food
and beverage establishment characteristics:
The case of Sanlurfa province

The Place and Importance of Safranbolu Saffron
in Gastronomy; A Research in Food and
Beverage Enterprises

The Impact of Destination Attractiveness on
Tourists’ Motivation to Consume Local Foods

Examining gastronomy festivals as the
attractiveness factor for tourism destinations:
The case of Turkey.

Local food: a source for destination attraction

The study examines the role of culinary culture in destination marketing through the example of Sakarya. The study
examines how local culinary culture affects the attractiveness of a destination and tourists' travel decisions. The study
emphasizes that gastronomy is not only a means of consumption, but also an important reflection of regional identity
and cultural heritage. The promotion of local food in Sakarya is considered as an effective tool in tourists' search for
authentic experiences. The research results show that local cuisine has a critical importance in destination branding
and sustainable tourism development. In this context, the authors state that effective marketing of culinary culture
strengthens the destination image and increases tourist demand.

In her doctoral study, the researcher examined the impact of gastronomy tourism on destination image and
destination choice of tourists through the example of Cesme. The research reveals that gastronomy is not only an
attraction factor for touristic destinations, but also an important factor that shapes the destination image. The study
evaluates how Cesme's local flavors and gastronomic events are a source of motivation for tourists and how they
affect destination choice. The findings show that gastronomy tourism positively affects tourists' perception of the
destination, strengthens the destination image and increases visitor loyalty. The study also suggests that gastronomic
elements should be used more effectively in destination marketing strategies.

In the researcher's master’s thesis, the evaluation of gastronomy tourism as a destination attraction factor is
discussed in terms of the characteristics of food and beverage establishments through the example of Sanliurfa. The
study examines the contribution of Sanlurfa's rich culinary culture to gastronomy tourism and the impact of food and
beverage establishments in the region on this type of tourism. The study analyzes how local cuisine and traditional
dishes affect tourists' destination preferences and the role of the service quality offered by the establishments in this
context. The findings show that Sanliurfa's gastronomic values make the region an attractive tourism destination and
that F&B establishments support this attractiveness with elements such as presentation, quality and authenticity.

In this study, the place and importance of Safranbolu saffron in the field of gastronomy is evaluated in the context of
food and beverage establishments. The research reveals the importance of Safranbolu saffron both as a gastronomic
value and as a part of destination identity. The study examines how Safranbolu saffron is used in food and beverage
establishments, the contribution of this use to tourists' gastronomic experiences and its impact on the regional
economy. The findings show that saffron is a strong attraction factor in the promotion of the region and tourists'
search for authentic experiences. The research emphasizes that Safranbolu saffron should be marketed more
effectively and its use in food and beverage establishments should be expanded to increase its gastronomy tourism
potential.

The study investigating the impact of destination attractiveness on tourists' motivation to consume local food
examined the role of physical, cultural and social characteristics of destinations on tourists' food preferences. The
research shows that especially the unique gastronomic values of the destination and authentic culinary experiences
increase tourist motivation. The presentation, taste and authenticity of local food were highlighted as critical factors
that enrich tourists' travel experience and influence destination choice. The study emphasizes that destinations can
increase touristic attractiveness by integrating culinary culture into their marketing strategies.

The study, which deals with the evaluation of gastronomy festivals as an attraction factor for touristic destinations,
examines the effects of such events on tourists' destination choices in the case of Turkey. The study reveals that
gastronomy festivals, in addition to promoting local culinary culture, strengthen the brand image of destinations and
offer unique experiences for tourists. When the social, cultural and economic impacts of festivals are evaluated, it is
determined that they both increase the motivation of tourists to participate and benefit local communities. The study
emphasizes that destinations' use of gastronomy festivals as an effective marketing tool can increase tourism
revenues and destination attractiveness.

By examining the effects of local food on destination attractiveness, this study reveals that local cuisine is a source of
authentic experience for tourists and an important factor influencing destination choice. By analyzing tourists’
motivations and perceptions of local food, the study shows that food is not only considered as a nutritional element
but also as a means of cultural exploration. While the authentic experiences offered by local food increase tourists'
loyalty to the destination, this emphasizes the importance of using local gastronomy elements more effectively in
destination marketing strategies.
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Iradawati (2024)

Karim (2006)

Arslan & Osei (2024)

Eren (2019)

Karim & Chi (2010)

Kivang & Selguk
(2022)

Selwood (2004)

Cohen & Avieli
(2004)

The Influence of Destination Image, Food and
Beverage Quality, and Prices on Purchasing
Decisions at the Surabaya Culinary Tourism
Center

Culinary tourism as a destination attraction: An
empirical examination of the destination's food
image and information sources

Unveiling the Attractiveness of Urban
Destinations in the Context of Cuisine

Turkey’s food image, travelers’ revisit intention
and tourist expenditures: Turkey's food image

Culinary tourism as a destination attraction: An
empirical examination of destinations' food
image

Local Food and Bayburt Cuisine as a
Destination Attraction Element

The lure of food: Food as an attraction in
destination marketing in Manitoba, Canada

Food in tourism: Attraction and impediment

This study, conducted at a gastronomy tourism center in Surabaya, examined the effects of destination image, food
and beverage quality and prices on tourists' purchase decisions. The study found that the overall image of the
destination is a strong determinant of tourists' food and beverage consumption, while quality food and beverage
services increase tourists' satisfaction and positively affect their purchasing tendencies. In addition, price accessibility
and perceived value were identified as other important factors that directly shape tourists' decisions. The study
recommends that destinations should focus on the balance between quality and price for sustainable tourism.

This study examined how gastronomy tourism functions as a destination attraction and the effects of food image on
tourists' destination choice. The study reveals that the culinary image of destinations shapes tourists' perceptions and
expectations, as well as plays an important role in their motivation to travel. The study also analyzed how information
sources (such as brochures, media and word-of-mouth) influence tourists' perceptions of destination food. The
findings suggest that strategic management of food image in gastronomy tourism marketing can enhance destination
attractiveness.

Examining the attractiveness of urban destinations in the context of gastronomy, this study analyzes the impact of
cities' culinary culture on tourists' travel motivations. The research reveals that authentic food and gastronomy
experiences offered in cities play an important role in increasing tourists' interest in the destination. It is also
emphasized that factors such as the atmosphere of restaurants, the quality of local food and the promotion of the
city's food culture strengthen tourists' overall experience and satisfaction. The study suggests that urban destinations
can attract more visitors by integrating gastronomy elements into their tourism strategies.

This study examined the impact of Turkey's food image on tourists' revisit intentions and spending behavior. The
study reveals that Turkey's local cuisine plays an important role in tourists' destination choices and that these dishes
enrich tourists' travel experiences, providing a strong motivation to revisit. It was also found that Turkey's food
image has a positive impact on tourist spending, with tourists tending to spend more on gastronomic experiences.
The study emphasizes that gastronomy tourism can be used as a critical strategy in destination marketing.

This study, which examines the impact of gastronomy tourism on destination attractiveness, emphasizes the
importance of the food image of destinations on tourists' perceptions and travel decisions. The research revealed that
food image is a determining factor in tourists' destination choices and destinations with a strong food image are more
successful in attracting tourists. In addition, it was determined that gastronomy tourism increases tourist satisfaction,
strengthens repeat visit intentions and increases the brand value of destinations. The study suggests that destinations
can strengthen their tourism strategies by effectively promoting their culinary culture.

This study examined the impact of Bayburt cuisine on the destination attractiveness of local foods. The research
reveals that Bayburt's traditional foods are an important factor shaping tourists' destination preferences and that
these foods offer authentic experiences. It is emphasized that the promotion of local cuisine can increase the touristic
attractiveness of Bayburt and strengthen tourists' interest in the region. The study suggests that local foods should be
integrated into the marketing strategies of destinations in the context of gastronomy tourism and that these elements
will contribute to the tourism sector.

This study examined the attractiveness of food in destination marketing in Manitoba, Canada. The research reveals
that food, especially local cuisine, plays a role as an important attraction factor in tourists' destination choices. It was
emphasized that gastronomy tourism in Manitoba contributes to the cultural and natural attractiveness of the region,
and that local food increases tourists' interest in the region. The study suggests that marketing food not only for
nutritional purposes but also as a cultural experience can increase the competitiveness of destinations.

This study examined the role of food in tourism as both an attraction and a barrier. The research reveals that food,
especially local cuisines, makes tourists' destination choices attractive but can also be a barrier for some tourists. The
attractiveness of food is associated with satisfying tourists' search for cultural experiences. However, for some
tourists, trying new and different foods other than what they are used to can be challenging. The study emphasizes
that food plays a dual role in destination marketing and that gastronomic experiences can negatively impact tourists’
experiences if not presented in the right way.

Source: Created by the author.
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Risks of Negative Experiences; Poor quality food and
beverages can have negative impacts on destination
attractiveness. Negative food experiences can lead to
dissatisfaction of tourists and damage the image of both
the business and the destination (Biswas et al., 2020;
Richardson et al, 2019). Negative reviews spread
through social media and online platforms can deter
potential visitors and significantly reduce the
competitiveness of the destination.

The studies in Table 2 were utilized to reveal in more
depth how the food and beverages offered in
accommodation establishments affect destination
attractiveness.

Table 2. Studies on the Impact of Food and Beverages
on Destination Attractiveness.

In Table 2, it is stated that food and beverages directly
or indirectly affect destination attractiveness.
Although some of the studies in Table 2 do not directly
mention the effect of food and beverages on destination
attractiveness, the effect of gastronomy and cuisine on
destination attractiveness is examined. Since these two
concepts are directly related to food and beverage, it
was deemed worthwhile to examine the studies that
addressed the impact of these concepts on destination
attractiveness in this study.

5. Conclusions

Determining the impact of food and beverages offered
in accommodation establishments on destination
attractiveness is an important issue in terms of both
tourism and marketing. This study evaluates how food
and  beverages offered in  accommodation
establishments enrich tourists' experiences and
increase the preferability of destinations in the light of
the studies in the literature. In particular, high quality
and authentic food and beverages have been found to
increase customer satisfaction and strengthen tourists'
intentions to revisit (Pavi¢ et al.,, 2019; Zeraib et al,,
2022). In addition, it has been concluded that local
gastronomy elements play an important role in meeting
tourists' cultural experience expectations and that
these elements are decisive in tourists' destination
choices (Forbord, 2015; Sims, 2010).

It has also been emphasized that elements such as
presentation, ambience and visual aesthetics of food
have a direct impact on destination attractiveness (Ryu
etal,, 2012). For example, visually appealing and well-
presented food has been found to contribute to tourists
valuing these experiences more and preferring
destinations. In addition, it is also among the findings
that events such as gastronomy festivals organized
throughout the destination are effective in attracting
tourists and strengthening the brand image of the

destination (Demir & Dalgic, 2022). These findings
reveal that accommodation establishments can
differentiate their destinations by using local
gastronomy elements more effectively.

In the light of various findings in the literature, the
study examined the contributions of food and
beverages to destination attractiveness in depth using
content analysis method. Especially gastronomy
tourism stands out as a powerful tool in destination
marketing. Baran and Batman (2022) emphasized the
impact of culinary culture on destination brand value
and stated that local gastronomy elements play a
critical role not only in consumption but also in creating
regional identity. Ozersin (2019) showed that
gastronomy tourism strengthens destination image
and positively affects tourists' destination preferences.
These studies reveal that gastronomy has a dimension
that shapes the touristic experience and contributes to
sustainable tourism.

In Taskin's (2020) study, it was emphasized that
Sanliurfa cuisine increases destination attractiveness
and food and beverage establishments support this
attractiveness with their presentation and quality
elements. Similarly, Zararsiz et al. (2024) showed that
Safranbolu saffron is a strong attraction element in the
context of gastronomy tourism and contributes to
destination promotion. These studies investigating the
impact of food and beverages on destination
attractiveness clearly demonstrate how local cuisine
can create a differentiation factor in the tourism sector.

Discussing the impact of negative experiences on
tourists, Cohen and Avieli (2004) stated that food can
be both an attraction and a barrier in tourism. This
suggests that destinations need to manage gastronomy
experiences carefully and that it is critical to maintain
basic standards, especially hygiene. Studies examining
the impact of social media and online comments on
destination attractiveness (Demir & Dalgig, 2022;
Richardson et al., 2019) have revealed that positive
comments strengthen the destination image, while
negative comments have a deterrent effect. Therefore,
it is clear that the quality of gastronomy experiences
should be maintained in a sustainable manner.

Utilizing secondary data, studies that directly or
indirectly address the impact of food and beverages
offered in accommodation establishments on
destination attractiveness were examined. The
recommendations made as a result of the review of
these studies are as follows:

Based on the studies emphasizing that gastronomy
tourism reflects cultural heritage and contributes to the
identity formation of the destination (Baran & Batman,
2022; Ozersin, 2019), it is thought that
interdisciplinary research is needed to examine the
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effects of food and beverages from a broader
perspective. Therefore, it may be recommended to
increase multidisciplinary studies in the field of
gastronomy.

Studies in the literature indicate that local gastronomy
elements strengthen the cultural heritage of the
destination and contribute to sustainable tourism
(Forbord, 2015; Zararsiz et al., 2024). However, it has
been observed that theoretical models are not
preferred in these studies. Theoretical models used in
relation to tourism and gastronomy may be preferred
in future studies.

It is emphasized that local food increases destination
attractiveness and authentic experiences are important
for tourists (Karim & Chi, 2010; Taskin, 2020). For this
reason, gastronomy festivals where local food and
authentic experiences are offered can be organized.

Some of the studies in the literature emphasize that the
visual aesthetics of food have a significant impact on
the tourist experience (Maghrifani, 2023; Ryu et al,,
2012). Based on these studies, it is thought that the
adoption of innovative presentation techniques that
emphasize visuality will positively affect tourist
experiences.

In the current research, many studies on the impact of
food and beverages offered in accommodation
establishments on destination attractiveness have been
summarized and examined in depth. The common
conclusion of these studies is that the food and
beverages offered in destinations affect the
attractiveness of the destination. Therefore, the food
and beverages offered in destinations are of great
importance. As well as contributing to the
attractiveness of a destination, it may also cause
tourists not to prefer that destination again. For this
reason, destination managers and food inspectors can
increase inspections on this issue and increase
penalties for those who do not comply with food
production and presentation rules.

The current research has tried to reveal the effect of
food and beverage products offered in accommodation
establishments on destination attractiveness by
examining 15 different studies that directly or
indirectly examine the effect of food and beverage
products on destination attractiveness. This expresses
a limitation of this study. Because, although these
studies in the literature are expressed by collecting
primary data in an applied manner, most of them are
not up-to-date studies. In order to eliminate this
limitation in future studies, it may be suggested to
address the issue expressed by utilizing primary data.
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