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Abstract

Purpose — The purpose of this study is to examine and understand the experiences of tourists in the
Turkish coffee houses in Istanbul, Turkey.

Design/methodology/approach — In this study, a qualitative case study method was used to analyze
tourists’ comments with user-generated content technique by analyzing tourists’ comments. The data
used in the study was collected through TripAdvisor, which is considered one of the most famous
websites with tourist reviews and comments, between 20 May and 10 June 2020 from tourists’ reviews
(n:219).

Findings — The findings show that Turkish coffee house experiences are heterogeneous based on the
dimensions of coffee characteristics, place, satisfaction, recommendation and revisit intention, value/
price and value-added experience. Moreover, value-added experience includes some sub-themes such
as a memorable experience, authentic experience and culture learning experience.

Originality/value — There are some studies on Turkish coffee and Turkish coffee culture in the literature,
but there have been no empirical studies investigating the Turkish coffee house experiences of tourists.
For this reason, this study aims to examine and understand the experiences of tourists in Turkish coffee
houses. Therefore, it is believed that this study will fill the current gap in the literature on tourists’
experiences of Turkish coffee houses.
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Introduction

Several researchers have stressed in the current literature that local food and beverages
are relevant elements as a differential feature for a destination in which they are produced or
consumed (Sanchez-Canizares and Castillo-Canalejo, 2015; Tseng et al., 2015; Castillo-
Villar, 2020) and are recognized as authentic, original, traditional and special (Bjérk and
Kauppinen-Raisénen, 2014; Seyitoglu, 2020a). Besides, local food and beverages include
varied elements including learning, curiosity to experience new food and beverages,
pleasure and consumption, all of which meld to form gastronomy tourism (Smith and Xiao,
2008; Ahmad et al., 2019). On the other hand, it is also stated that local foods and
beverages are the intangible gastronomic heritage of a region and are important for
providing authentic, cultural experiences to tourists. (Okumus et al., 2007). Moreover, local
food and beverage experience is seen as a both cultural and enjoyable activity, as well as
being an important part of the tourist experience as it offers new tastes and different
traditions for tourists’ consumption (Fields, 2002; Hjalager and Richards, 2002; Kim et al.,
2009; Ting et al., 2019). At this point, the coffee cultures of the countries can also create an
attraction point for tourists (Anbalagan and Lovelock, 2014; Wang et al., 2019). Coffee has
been a part of our daily life and a socialization tool that keeps social life alive and lively.
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Coffee has been represented as an indispensable part of special moments because of its
unique smell and taste. Despite various prohibitions and beliefs against coffee throughout
its history, coffee rituals are still common around the world as “coffee culture” or “coffee
drinking habits” (Yiimaz et al., 2017). Although coffee is prepared and served differently in
different cultures, it still represents a cultural symbol that strengthens the ties and friendship
among people (Toros, 1998).

There are studies on Turkish coffee and Turkish coffee culture in the literature (Fendal, 2014;
Akarcay, 2014; Yilmaz et al., 2017; Karaman et al., 2019; Acar et al., 2019), but there have
been no empirical studies investigating the Turkish coffee house experiences of tourists. For
this reason, this study aims to examine and understand the experiences of tourists in
Turkish coffee houses. Therefore, it is believed that this study will fill the current gap in the
literature on tourists’ experiences of Turkish coffee houses.

Literature review

Coffee has become an indispensable part of our lives for several years. When the historical
journey of coffee is analyzed, it is proposed that coffee is not only a matter of consumption,
but it also symbolizes the different colors of the life circle (Argan et al., 2015). The name of
the coffee is thought to come from the name of Kaffa, a city in southeast Ethiopia, where
coffee is produced (GUrsoy, 2005; Woyesa and Kumar, 2020). Today, coffee is the second
most-consumed drink after water (Nehlig, 2016). World coffee consumption is
approximately 10 million tons in 2019/2020. Coffee consumption in Turkey in 2019/2020 is
approximately 90 tons, and it is increasing every year [ICO (International Coffee
Organization), 2020]. A large amount of coffee consumed in Turkey is Turkish coffee.

Turkish coffee has gained a unique place in world culture. Turkish coffee has developed its
own unique rituals over time identifying with Turkish traditions (Girginol, 2017). These
traditions and rituals gradually became a culture and formed the Turkish coffee culture. To
better understand the Turkish coffee culture, it is necessary to look at the history of Turkish
coffee. Although the exact date when coffee was brought to the Ottoman Empire is not
known, historians report that the coffee was brought to Istanbul after Selim I’s military
expedition to Egypt in 1519. (GUrsoy, 2004). The introduction of coffee to the cuisine of the
palace was in the period of Mehmet IV (Kugtkkomurler and Ozgen, 2009). The earliest
coffee houses, which formed the basis of the coffee culture in the Ottoman Empire and
served only to men, were opened in 1555. These places, which were open day and night,
soon became public spaces of daily life (Heise, 2001). Bringing people from different social
segments and different cultures together through conversation, coffee contributed to the
social development of the Ottoman Empire (Isin, 2001). Turkish coffee culture, which is
identified with Eastern culture and especially Ottoman, is described by historians as “a
socialization practice adorned with the conversation” (Tarbuck-Gurses, 2011).

Turkish coffee culture is practiced by every member of the society in Turkey; especially
families, pottery producers, master-apprentices in coffee houses, workers, coffee grounds
sellers are interested in this tradition. Also, tourists who have visited Turkey see this tradition
as a symbol of the Turkish lifestyle. This tradition is seen as a part of the cultural heritage by
all Turkish society and is shared by individuals from every cultural and intercultural level.
With its profound influence on the Turkish lifestyle, Turkish coffee plays a central role in the
culture as a sign of hospitality and friendship. To show them respect, special guests are
served coffee with more elaborate and special cups than those used in daily life. Tradition
permeates people from all walks of life and is called “The heart desires neither coffee nor
the coffee house; the heart desires conversation. Coffee is but an excuse” as it is expressed
in the Turkish proverb, it is called an excuse for preexisting social relations. Inviting friends
for coffee is an indication of the need to have an intimate conversation or share daily events.
As a common custom, after drinking the coffee, a wish is made, the cup is inverted, laid
upside down on the saucer and allowed to dry. As a means of entertainment, clear shapes
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in the coffee cup are interpreted according to fortune telling “rules” (ARAGEM, 2013).
Having all these features and being one of the most important elements of cuisine culture,
Turkish coffee was registered in the list of “Representation of Intangible Cultural Heritage of
Humanity” by UNESCO in 2013 on behalf of Turkey. There are some proverbs such as “A
single cup of Turkish coffee is remembered for 40years” that reveal the importance Turkish
society has given to Turkish coffee. Turkish coffee and Turkish coffee culture are also used
as a means of promotion within the concept of gastrodiplomacy. “Turkish Coffee: The Taste
of Friendship for 500 Years.” project was implemented in 2012. To introduce Turkish coffee
and Turkish coffee culture “Turkish Coffee Truck” visited five US cities and introduced
Turkish culture through Turkish coffee. The project was sponsored by a Turkish coffee
company, the American-Turkish Business Association and the Ministry of Culture and
Tourism of Turkey and received extensive media coverage (Suntikul, 2019).

Turkish coffee differs from other types of coffee with its preparation technique, presentation,
special equipment and the way of drinking. Turkish coffee with a lot of foam is the only type
of coffee offered with its grounds in the world, and it is served with a glass of water and
Turkish delight (Figure 1). Roasting, size reduction, brewing and storage conditions are
important for producing good Turkish coffee (YUksel et al., 2020). Because of all these
features, Turkish coffee is a very important social and cultural heritage for Turkish people
from the past to the future. Furthermore, Turkish coffee is an important gastronomic tool to
promote Turkey (Asik-Aksit, 2017), and it is frequently used in tourism marketing. Turkish
coffee culture frequently takes place on the internet or brochures that provide information
about Turkey (Okumus, et al., 2007).

Experiencing local, regional or national types of foods and beverages in a destination is
increasingly attracting the attention of international tourists (Atsiz et al., 2021). For this
reason, many destinations focus on bringing their food and beverages to the forefront to
attract potential tourists and integrate these tourism products into the overall tourism
products (Robinson and Getz, 2014). Also, with effective marketing strategies, destinations
use food and beverages as an attraction to position and differentiate themselves from other
destinations (Hendijani, 2016). Tourists aspire to experience different types of food and
beverages to enhance their knowledge and gain insight into the eating and drinking
behavior of local people as well as discovering local foods and drinks they do not know in
their daily lives (Mak et al., 2012). At this point, Turkish coffee culture and Turkish coffee
houses offer a great opportunity to meet these desires of tourists and develop tourism
opportunities. Tourists, who experience a true Turkish coffee culture in a Turkish coffee
house, can have the opportunity to observe and develop their knowledge about the culture
of the host country.

Figure1 Traditional Turkish Coffee Presentation

Source: It was taken by the author
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Methodology

This study aims to examine and understand the experiences of tourists in Turkish coffee
houses in Istanbul. In accordance with this aim, those who had a Turkish coffee and Turkish
coffee house experience in Istanbul were purposefully selected as a sample group for the
study. In this study, a qualitative case study method was used with the user-generated
content (UGC) technique. UGC is considered a very important source of information for
tourists and tourism businesses (Narangajavana-Kaosiri et al., 2019) as tourists from all over
the world use UGC to help them during travel decision-making process (Yoo and Gretzel,
2011). Qualitative case studies in the literature are considered useful and suitable for
analyzing social phenomena (Creswell, 2009; Yin, 2014). As there is no generalization
purpose in qualitative research, it is more important to try to understand it in depth rather
than measure the event or phenomenon under investigation. The data used in the study was
collected through TripAdvisor, which is considered one of the most famous websites with
tourist reviews and comments (Jeacle and Carter, 2011).

Data collection

The data were gathered between 20 May and 10 June 2020 from travelers’ online reviews
(n = 219) describing experiences they had between January 2015 and June 2020. The data
were collected from reviews starting from June 2020 working back to older reviews. The
total number of comments (comments that belong to non-Turkish people and that are in
English) related to Turkish coffee houses in Istanbul on the first day of data collection
(May 20) was 532. After the 219th review, the sampling process was stopped. The authors
decided that the themes and categories were clear and theoretical saturation was achieved
(Glaser and Strauss, 1967).

Data analysis

A systematic content analysis perspective was used in the study. First, the filtering process
of the raw data was carried out and then tourists’ statements were determined in line with
the objectives of the study. Finally, the selected themes and categories were agreed on by
the two independent coders with experience in qualitative methods and data analysis.

Researchers who decide to use the content analysis method should also take the issues
related to the reliability of the content analysis into account. Graneheim and Lundman
(2004), Elo and Kyngas (2008) and Hsieh and Shannon (2005) state that researchers can
use several different methods to prove the reliability of their content analysis. In this way, the
reader can understand exactly what stages the research went through and how it took
shape (Ozdemir and Nebioglu, 2015). For this reason, detailed information was tried to be
given about the research method and stages used in this study. Another way to show
reliability is to quote directly from the analyzed text to show the links between data and
findings. In this study, direct quotations were taken from the participants’ comments and
they were associated with each finding. Also, coding in content analysis is a process that
plays a critical role in reliability. To ensure reliability, the coding process must be done by at
least two different encoders (Ozdemir and Nebioglu, 2015). For this reason, two
researchers carried out the coding process separately in this study.

The researchers who carried out the study read the obtained answers more than once.
Meanwhile, the researchers coded, determined and named the categories. After the
readings, the coding scheme was formed. Following this step, with the coding scheme
created, the texts were reviewed and the contents of the texts were assigned codes. This
process was done by two researchers separately and then these two researchers came
together and discussed their results. As a result of these discussions, the differences
regarding the codes were eliminated and a final agreement was reached.
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Findings

The tourists who experienced Turkish coffeehouses in Istanbul and were included in this
study, did not make any negative comments about the coffee houses. For this reason,
analyzes were made only on positive comments. Five main themes emerged from the data
analysis: coffee characteristics, place, satisfaction, recommendation and revisit intention,
value/price and value-added experience. Moreover, value-added experience includes
three sub-themes which are memorable experience, authentic experience and culture
learning experience.

Coffee characteristics

Coffee characteristics emerged from the data as an important theme. Tourists have often
mentioned the characteristic features of Turkish coffee. This is the issue related to Turkish
coffee that also determined the tourists’ Turkish coffee house experiences in Istanbul.
Tourists have especially highlighted some characteristics of Turkish coffee such as aroma,
foam and taste. Some comments made by the tourists on the characteristics of Turkish
coffee are as follows:

The thing that makes this coffee a legend is, the foam on the coffee is very strong and tasty. You

can understand the quality of the Turkish coffee from its foam [...] (T58).

It was so delicious and the sweetness was perfect, just the way | liked it (medium). It was strong
but not too strong [. . .]. (T87).

The Turkish coffee is very thick [...]. Strong aroma . ..] (T39).

The beautiful aroma of the coffee can be sensed throughout the street [...] (T115)

Place

After the characteristic features of Turkish coffee, the most emphasized subject by the
tourists is the place. In their comments, the tourists often mentioned places that serve
Turkish coffee as historical and authentic places with a good atmosphere and they also
mentioned that they served Turkish coffee in a traditional way. Examples of comments
relating to this subject are given as follows:

| like places with a bit of history and have to say | wasn’t disappointed - definitely the best or at
least one of the best Turkish coffee houses in Istanbul [...] (T2).

[...]itwas really good and the atmosphere was really nice and quiet inside [...] (T44).

[...] When | arrived at Istanbul | decided to have a real cup of Turkish coffee [...] | found this
place [...] Very authentic, simple, and down-to-earth [...] (T73).

One of the most traditional Turkish coffee house in Istanbul where a lot of locals frequent [...].
(T102).

Satisfaction, recommendation and, revisit intention

The tourists’ comments show that most of the tourists in the study/who leave reviews are
satisfied with the Turkish coffee houses in Istanbul. They, therefore, recommend this
experience to others and want to revisit these places one more time. Some comments
reflecting the satisfaction of these tourists are as follows:

This Turkish coffee house won't be disappointed to you [...] | even bought ground Turkish coffee
from them for back home [...] Highly recommended (T4).
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Recommend it to anyone who loves Turkish coffee and would like to get such an authentic
experience! [...] | would like to come back for sure [...] (T27).

| have to admit, till now | thought | was drinking Turkish coffee [...] Today | tasted real Turkish
coffee. Highly recommended! (T59).

Just visit [...] and experience the best Turkish coffee in Istanbul [...] Go there twice, three times,
or four times [...] (T82).

Value/price

Value/price emerged as one of the dimensions of the Turkish coffee house experience in
Istanbul. Most of the tourists in the study stated that the Turkish coffee was worth the price it
cost and that they did not regret going to the Turkish coffee houses. Some of the related
comments from tourists are as follows:

The price of Turkish coffee is just [...] liras [...]. You can buy the pack with a reasonable prices
[...](T23).

TL for a fabulous Turkish coffee in center of Istanbul. What's not to like? (T34)
The price of Turkish coffee is the cheapest miracles on the world (T97).

Reasonable price and greatvalue [...] [...] (T201).

Value-added experience

Value-added experience emerged from the data as an important theme and included sub-
themes as memorable experience, authentic experience and culture learning experience.
These are the issues related to Turkish coffee that also determined the tourists’ Turkish
coffee house experiences in Istanbul.

Memorable experience

Some experiences that are described as unforgettable after the event are defined as
memorable experiences (Morgan and Xu, 2009). These memorable experiences can have a
permanent place in people’s memories. Experiencing the local food or beverage culture of
a destination is also considered crucial for creating a memorable experience (Morgan and
Xu, 2009; Seyitoglu, 2020b). The tourists included in this study often mentioned memorable
experiences using words and phrases such as “ever had in my life,” “best coffee,”
“favorite,” “the most memorable,” “will remember and “will never forget.” Related tourists’
comments that include indicators of memorable experiences are given below:

I’ve had a lot of Turkish Coffee from various places all my life but believe me when | say that this
was the best cup of Turkish coffee that I’'ve ever had [...] (T11).

We have tried several Turkish coffee house, but this one is definitely the one we will remember
[...]1(T178).

Amazing Turkish coffee, we are coffee addicts and tend to like drinking coffees from all over the
world where ever we are, we have also been to many coffee festivals and sampled some great
coffee but in terms of authentic Turkish coffee you cannot get better [...] We will never forget
[...](T52).

Best Turkish coffee which | ever had in my life [...] (T71).
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Authentic experience

It is clear from the literature that reality, history, culture, traditions, locality and originality are
concepts associated with authenticity (Waitt, 2000; Ozdemir & Seyitoglu, 2017). Moreover,
an authentic food or beverage experience refers to the consumption of local food or
beverage made by local people using traditional methods and ingredients (Kim et al.,
2009). A significant number of the tourists that had experienced a culinary tour in Istanbul
described their authentic experiences in their comments. They used words and phrases
such as “rich with history and story,” “traditional” and “authentic culture” as indicators of
authenticity. Examples of comments relating to this subject are as follows:

[...]it's worth enduring experience so you understand behind the Turkish coffee rich with history
and stories [...] (T62).

We could see the coffee’s traditional preparation process — exactly what we were looking for [. . .]
(T11).

Nice to spend a while drinking coffee and “reading your future” with friends [...]. This traditional
experience does worth the visit! [...] (T204).

It's a small Turkish coffee house that the owner using antique old equipment to cook the coffee
[...]. You can feel the authentic Turkish culture in every sip [...] (T128).

Culture learning experience

The tourists emphasized that the Turkish coffee house experiences allowed them to learn
much about the Turkish coffee tradition. Tourists especially learned about the cultural
values and traditions of Turkish coffee. They learned how it is milled and brewed, the tools
used in its preparation, its cooking technique, and how it should be drunk. Examples of the
tourists’ comments related to culture learning experience are given below:

Note that you order it sade (plain — no sugar), orta (medium sugar), or sekerli (heavy sugar). (Do
not add sugar after the fact, or you’ll have something quite disgusting. And you don’t add milk
either. Otherwise, go to one of the third wave coffee bars or one of the chains instead for an
espresso drink.) Water is a good chaser for Turkish coffee, especially for first-timers... It was
really educational experience forme [...] (T152).

I learned how to make Turkish Coffee and the technique of brewing from [...] (T69).

[...] for the cup of Turkish coffee | ordered, unfortunately, they put too much grounded coffee
inside. Then | asked to owner why you put too much grounded coffee? [...] He explained to
reason even he taught me how to make Turkish coffee [...] (T17).

Just don’t drink the whole cup! [...]. | learned from our guide [...].You have to leave about half
an inch in the bottom which is the grounds. Thanks for his great information [. . .]. (T108).

Discussion and conclusion

The main aim of this paper was to investigate the Turkish coffee house experiences of
foreign tourists visiting the Istanbul region by analyzing their comments and reviews posted
on one of the world’s most popular travel websites through user-generated content. The
data analysis revealed five main dimensions of Turkish coffee house experiences in
Istanbul, namely, coffee characteristics, place, satisfaction, recommendation and revisit
intention, value/price and value-added experience. These are the components that affect
the quality of Turkish coffee house experiences and the satisfaction of tourists. There is no
detailed study on Turkish coffee house experiences and no similar studies are found in the
literature; therefore, the findings of this study are original. This study is the first to
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comprehensively explore the Turkish coffeehouse experiences of tourists and reveal the
relationship between emerging themes (i.e. coffee characteristics, place, satisfaction,
recommendation and revisit intention, value/price and value-added experience). Therefore,
the data obtained from this study fills this research gap.

Within Turkish culture, Turkish coffee should not be considered only as a beverage. Turkish
coffee is also a concept that combines cultural spaces, social values, traditions and beliefs
in the context of a socialization process. Thanks to these features, Turkish coffee was
secured by UNESCO as a cultural heritage. This situation reveals that Turkish coffee is a
value for the whole world. In addition, Turkish coffee is used in gastrodiplomacy activities as
an intercultural communication tool as well as being a gastronomic product (Suntikul, 2019).

Some researchers associate some cultural aspects of coffee production and consumption
with tourism (Stylianou-Lambert, 2011; Wang et al., 2019). With its characteristic features,
history and traditions, Turkish coffee has attractive elements in terms of developing tourism
opportunities. Turkish coffee culture and Turkish coffeehouses contain a lot of information
about the lifestyle and the way of socialization of Turkish society. With this feature, Turkish
coffeehouses offer great opportunities for tourists who seek new experiences and want to
get to know new cultures.

The Turkish coffee house experiences can be described as heterogeneous as its
components are numerous and varied. The findings show that “coffee characteristics”
are one of the main components that can contribute to the Turkish coffee house
experiences of tourists. Among the distinctive features of Turkish coffee aroma, foam and
taste are important elements for tourists. The second factor affecting the Turkish coffee
house experience of tourists is the place where Turkish coffee is consumed. Tourists
often talk positively about the coffee houses that offer Turkish coffee authentically and
traditionally. It is clear that when Turkish coffee is served in traditional and historical
coffee houses, it is appreciated by tourists. The results show that the tourists’ Turkish
coffee house experiences were mostly positive and satisfying. Therefore, tourists’
intention to revisit and recommend this experience to other people was positive.
Concerning this situation, it is stated in the literature that local food and beverages are
one of the major reasons for traveling to a destination and it is an important driving factor
in satisfaction, recommendation and revisit intention (Karim and Chi, 2010; Stone et al.,
2018; Agyeiwaah et al., 2019; Seyitoglu, 2020a). Most tourists who have experienced
Turkish coffee houses in Istanbul stated that Turkish coffee is worth the price. Value/price
is considered a very important dimension that affects positive word-of-mouth reviews
(Murphy, 2001). Thus, it is not surprising that the theme of value-added experience
emerged as a consequence of tourists’ coffee house experiences in Istanbul which is a
city full of historical and cultural richness. Turkish coffee house experience generated
memorable, authentic and culture learning experiences for tourists. Istanbul can be
considered the capital of Turkish coffee in the world and with the combination of Istanbul
and Turkish coffee, it is quite normal for tourists to have a memorable and authentic
experience. Every stage of making Turkish coffee includes technical information. When
the tourists saw these stages and the tools used in Turkish coffee making, they had a
culture learning experience. As a result of this study, it was concluded that all the
participants had positive experiences. This finding can be seen as an important touristic
and cultural experience in user-generated content platforms. During their visit to the
Istanbul destination, tourists developed positive emotions and behaviors to revisit and
recommend these places as a result of their experiences in Turkish coffee houses. Given
this situation, destination planners can include Turkish coffee houses in developing
tourism opportunities and encourage potential tourists to visit Turkish coffee houses while
planning their next holiday.

Istanbul has the potential to become a coffee destination with its cultural and historical
wealth. Jolliffe (2010) divided coffee destinations into three categories: coffee-producing
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destinations, coffee-culture destinations and coffee-history destinations. Coffee-producing
destinations represent the regions where coffee is produced. For this reason, Istanbul
cannot be a coffee-producing destination. However, at this point, because of being the
capital city during the Ottoman period and hosting the first Turkish coffee houses, Istanbul
is fully compatible with the two other coffee destination categories. For this reason, Istanbul
should be included as a coffee destination in the literature.

This study has some limitations because of its method. The analysis unit of the current
research consisted of online reviews and commentary reflecting tourists’ experiences with
the Turkish coffeehouses in the Istanbul region; consequently, study results do not have
wider applicability as research findings. As the sample size is limited to tourists visiting and
experiencing Turkish coffee in Istanbul and given the existence of many other cities in
Turkey, it is not possible to generalize the findings of this study. Therefore, a larger study
with more cities included is recommended for further research. In addition, including
geographically large cities will add a new dimension to the study. In future studies, the
differences or similarities of Turkish coffee and Turkish coffee houses with other coffee
varieties and coffee houses can be revealed. In addition to this, the effect of authenticity
and the atmosphere in Turkish coffee houses on the Turkish coffee experience can be
studied. Also, face-to-face interviews with Turkish coffeehouse customers are
recommended for future studies. Finally, in the future, conducting quantitative research on
Turkish coffee and Turkish coffee houses may make the obtained results more
generalizable.

References

Acar, N., Cakirbag, A. and Ci'Zmeci’, B. (2019), “Turk kahvesi tUketilen mekanlarin segimini etkileyen
faktorlerin belirlenmesi: nevsehir éregdi”, Anemon Mus Alparslan Universitesi Sosyal Bilimler Dergisi,

Vol. 7 No. 1, pp. 135-143, doi: 10.18506/anemon.425801.

Agyeiwaah, E., Otoo, F.E., Suntikul, W. and Huang, W. (2019), “Understanding culinary tourist motivation,
experience, satisfaction, and loyalty using a structural approach”, Journal of Travel & Tourism Marketing,
Vol. 36 No. 3, pp. 295-313, doi: 10.1080/10548408.2018.1541775.

Ahmad, M.S., Jamil, A., Latif, K.F., Ramayah, T., Ai Leen, J.Y., Memon, M. and Ullah, R. (2019), “Using
food choice motives to model Pakistani ethnic food purchase intention among tourists”, British Food
Journal, Vol. 122 No. 6, pp. 1731-1753, doi: 10.1108/BFJ-01-2019-0024.

Akargay, E. (2014), “Kah kahvehane kah café: klresellegen eskigehir'de kahve tuketimi tizerine kuramsal
bir giris”, Galatasaray Universitesi Iletisim Dergisi, Spec. Iss. 2, pp. 181-202.

Anbalagan, K. and Lovelock, B. (2014), “The potential for coffee tourism development in Rwanda —
neither black nor white”, Tourism and Hospitality Research, Vol. 14 Nos 1/2, pp. 81-96, doi: 10.1177/
1467358414529579.

ARAGEM (2013), “Turk kahvesi kultird ve gelenegi”, ARAGEM (T. C. Kulttr ve Turizmi Bakanligi
Aragtirma ve Egitim Genel Mudurligu- Ministry of Culture and Tourism General Directorate of Research
and Education), available at: https://aregem.ktb.gov.tr/TR-202374/turk-kahvesi-kulturu-ve-gelenegi.htmi
(accessed 1 October 2020).

Argan, M., Akyildiz, M., Ozdemir, B., Bas, A., Akkus, E. and Kaya, S. (2015), “Leisure aspects of turkish
coffee consumption rituals: an exploratory qualitative study”, International Journal of Health and
Economic Development, Vol. 1 No. 1, pp. 26-36.

Asik-Aksit, N. (2017), “Degisen kahve tlketim aligkanliklari ve tlrk kahvesi Uzerine bir aragtirma (a
research on changing coffee consumption habits and Turkish coffee)”, Journal of Tourism and
Gastronomy Studies, Vol. 5 No. 4, pp. 310-325, doi: 10.21325/jotags.2017.152.

Atsiz, O., Cifci, I. and Law, R. (2021), “Understanding food experience in sharing-economy platforms:
insights from eatwith and withlocals”, Journal of Tourism and Cultural Change, doi: 10.1080/
14766825.2021.1880419.

Bjork, P. and Kauppinen-Raisanen, H. (2014), “Culinary-gastronomic tourism — a search for local food
experiences”, Nutrition & Food Science, Vol. 44 No. 4, pp. 294-309, doi: 10.1108/NFS-12-2013-0142.

VOL. 15 NO. 3 2021 | INTERNATIONAL JOURNAL OF CULTURE, TOURISM AND HOSPITALITY RESEARCH

PAGE 451


http://dx.doi.org/10.18506/anemon.425801
http://dx.doi.org/10.1080/10548408.2018.1541775
http://dx.doi.org/10.1108/BFJ-01-2019-0024
http://dx.doi.org/10.1177/1467358414529579
http://dx.doi.org/10.1177/1467358414529579
https://aregem.ktb.gov.tr/TR-202374/turk-kahvesi-kulturu-ve-gelenegi.html
http://dx.doi.org/10.21325/jotags.2017.152
http://dx.doi.org/10.1080/14766825.2021.1880419
http://dx.doi.org/10.1080/14766825.2021.1880419
http://dx.doi.org/10.1108/NFS-12-2013-0142

PAGE 452

Castillo-Villar, F.R. (2020), “Destination image restoration through local gastronomy: the rise of baja med
cuisine in Tijuana”, International Journal of Culture, Tourism and Hospitality Research, Vol. 14 No. 4,
pp. 507-523, doi: 10.1108/IJCTHR-03-2019-0054.

Creswell, J.W. (2009), Research Design: Qualitative, Quantitative, and Mixed Methods Approaches,
Sage Publications, London.

Elo, S. and Kyngas, H. (2008), “The qualitative content analysis process”, Journal of Advanced Nursing,
Vol. 62 No. 1, pp. 107-115, doi: 10.1111/].1365-2648.2007.04569.x.

Fendal, D. (2014), “Turkiye'deki kahve ve mutfak kdltirindn dénisimu Uzerinder) klresellesme
stirecinde kiresel ve yerel kiiltirin etkilesim ve eklemlenisi”, Galatasaray Universitesi Iletisim Dergisi,
Spec. Iss. 2, pp. 147-180.

Fields, K. (2002), “Demand for the gastronomy tourism product: motivational factors”, in Hjalager A. M.
and Richards, G. (Eds), Tourism and Gastronomy, Routledge, London, pp. 36-50.

Girginol, C.R. (2017), Kahve Topraktan Fincana, A7 Yayinlari, istanbul.
Glaser, B. and Strauss, A. (1967), The Discovery of Grounded Theory, Weidenfield & Nicolson, London.

Graneheim, U.H. and Lundman, B. (2004), “Qualitative content analysis in nursing research: concepts,
procedures, and measures to achieve trustworthiness”, Nurse Education Today, Vol. 24 No. 2,
pp. 105-112, doi: 10.1016/j.nedt.2003.10.001.

Giirsoy, D. (2004), Tarihin Stizgecinde Mutfak Kuiltirtimuiz, Boyut Matbaacilik, istanbul.
Gursoy, D. (2005), Sohbetin Bahanesi Kahve, Oglak Yayincilik, istanbul.
Heise, U. (2001), Kahve ve Kahvehane, Dost Yayinlari, Ankara.

Hendijani, R.B. (2016), “Effect of food experience on tourist satisfaction: the case of Indonesia”,
International Journal of Culture, Tourism and Hospitality Research, Vol. 10 No. 3, pp. 272-282, doi:
10.1108/IJCTHR-04-2015-0030.

Hjalager, A.M. and Richards, G. (2002), “Still undigested: research issues in tourism and gastronomy”, in
Hjalager, A.M. and Richards, G. (Eds), Tourism and Gastronomy, Routledge, London, pp. 224-234.

Hsieh, H.F. and Shannon, S. (2005), “Three approaches to qualitative content analysis”, Qualitative
Health Research, Vol. 15No. 9, pp. 1277-1288, doi: 10.1177/1049732305276687.

ICO (International Coffee Organization) (2020), “World coffee consumption”, available at: www.ico.org/
prices/new-consumption-table.pdf (accessed 21 October 2020).

Isin, E. (2001), Tanede Sakli Keyif, Kahve, Yapi Kredi Yayinlari, istanbul.

Jeacle, |. and Carter, C. (2011), “In TripAdvisor we trust: rankings, calculative regimes and abstract
systems”, accounting”, Organizations and Society, Vol. 36 Nos 4/5, pp. 293-309, doi: 10.1016/j.
a0s.2011.04.002.

Jolliffe, L. (2010), “Coffee Culture, Destinations and Tourism, Channel View Publishing.

Karaman, N., Kilig, A. and Avcikurt, C. (2019), “Tuketicilerin kahve kafeleri ziyaret egimlimlerinin ve
degisen kahve tlketim aligkanliklarinin belirlenmesi: geleneksel tirk kahvesi tGzerine bir aragtirma”, Turk
Turizm Arastirmalari Dergisi, Vol. 3 No. 3, pp. 612-632, doi: 10.26677/TR1010.2019.181.

Karim, S.A. and Chi, C.G. (2010), “Culinary tourism as a destination attraction: an empirical examination
of destinations’ food image”, Journal of Hospitality Marketing & Management, Vol. 19 No. 6, pp. 531-555,
doi: 10.1080/19368623.2010.493064.

Kim, Y.G., Eves, A. and Scarles, C. (2009), “Building a model of local food consumption on trips and
holidays: a grounded theory approach”, International Journal of Hospitality Management, Vol. 28 No. 3,
pp. 423-431, doi: 10.1016/}.ijhm.2008.11.005.

Kugtkkomurler, S. and Ozgen, L. (2009), “Coffee and turkish coffee culture”, Pakistan Journal of
Nutrition, Vol. 8 No. 10, pp. 1693-1700, doi: 10.3923/pjn.2009.1693.1700.

Mak, A.H.N., Lumbers, M., Eves, A. and Chang, R.C.Y. (2012), “Factors influencing tourist food
consumption”, International Journal of Hospitality Management, Vol. 31 No. 3, pp. 928-936, doi: 10.1016/
j.ijhm.2011.10.012.

Morgan, M. and Xu, F. (2009), “Student travel experiences: memories and dreams”, Journal of Hospitality
Marketing & Management, Vol. 18 Nos 2/3, pp. 216-236, doi: 10.1080/19368620802591967.

INTERNATIONAL JOURNAL OF CULTURE, TOURISM AND HOSPITALITY RESEARCH | VOL. 15 NO. 3 2021


http://dx.doi.org/10.1108/IJCTHR-03-2019-0054
http://dx.doi.org/10.1111/j.1365-2648.2007.04569.x
http://dx.doi.org/10.1016/j.nedt.2003.10.001
http://dx.doi.org/10.1108/IJCTHR-04-2015-0030
http://dx.doi.org/10.1177/1049732305276687
http://www.ico.org/prices/new-consumption-table.pdf
http://www.ico.org/prices/new-consumption-table.pdf
http://dx.doi.org/10.1016/j.aos.2011.04.002
http://dx.doi.org/10.1016/j.aos.2011.04.002
http://dx.doi.org/10.26677/TR1010.2019.181
http://dx.doi.org/10.1080/19368623.2010.493064
http://dx.doi.org/10.1016/j.ijhm.2008.11.005
http://dx.doi.org/10.3923/pjn.2009.1693.1700
http://dx.doi.org/10.1016/j.ijhm.2011.10.012
http://dx.doi.org/10.1016/j.ijhm.2011.10.012
http://dx.doi.org/10.1080/19368620802591967

Murphy, L. (2001), “Exploring social interactions of backpackers”, Annals of Tourism Research, Vol. 28
No. 1, pp. 50-67, doi: 10.1016/S0160-7383(00)00003-7.

Narangajavana-Kaosiri, Y., Callarisa Fiol, L.J., Moliner Tena, M.A., Rodriguez Artola, R.M. and
Sanchez Garcia, J. (2019), “User-generated content sources in social media: a new approach to
explore tourist satisfaction”, Journal of Travel Research, Vol. 58 No. 2, pp. 253-265, doi: 10.1177/
0047287517746014.

Nehlig, A. (2016), “Effects of coffee/caffeine on brain health and disease: what should | tell my patients?”,
Practical Neurology, Vol. 16 No. 2, pp. 89-95, doi: 10.1136/practneurol-2015-001162.

Okumus, B., Okumus, F. and McKercher, B. (2007), “Incorporating local and international cuisines in the
marketing of tourism destinations: the cases of Hong Kong and Turkey”, Tourism Management, Vol. 28
No. 1, pp. 253-261, doi: 10.1016/j.tourman.2005.12.020.

Ozdemir, B. and Nebioglu, O. (2015), “Uygulamada ment analizi nasil yapimaktadir? Bes, yildizl
otellerin mutfak seflerinin gérusleri (how is menu analysis performed in practise? Views of chefs from five
star hotels)”, Anatolia, Vol. 26 No. 2, pp. 251-263, doi: 10.17123/atad.vol26iss225595.

Ozdemir, B. and Seyitoglu, F. (2017), “A conceptual study of gastronomical quests of tourists:
authenticity or safety and comfort?”, Tourism Management Perspectives, Vol. 23, pp. 1-7, doi: 10.1016/j.
tmp.2017.03.010.

Robinson, R.N.S. and Getz, D. (2014), “Profiling potential food tourists: an Australian study”, British Food
Journal, Vol. 116 No. 4, pp. 690-706, doi: 10.1108/BFJ-02-2012-0030.

Sanchez-Canizares, S. and Castillo-Canalejo, A.M. (2015), “A comparative study tourist attitudes towards
culinary tourismin Spain and Slovenia”, British Food Journal, Vol. 117 No. 9, pp. 2387-2411, doi: 10.1108/
BFJ-01-2015-0008.

Seyitoglu, F. (2020a), “Tourist experience of guided culinary tours: the case of Istanbul”, Journal of
Culinary Science & Technology, Vol. 19 No. 2, doi: 10.1080/15428052.2020.1712289.

Seyitoglu, F. (2020b), “Tourists’ perceptions of the tour guides: the case of gastronomic tours in Istanbul”,
Anatolia,Vol. 31 No. 3, pp. 393-405, doi: 10.1080/13032917.2020.1735462.

Smith, S.L. and Xiao, H. (2008), “Culinary tourism supply chains: a preliminary examination”, Journal of
Travel Research, Vol. 46 No. 3, pp. 289-299, doi: 10.1177/0047287506303981.

Stone, M.J., Soulard, J., Migacz, S. and Wolf, E. (2018), “Elements of memorable food, drink, and culinary
tourism experiences”, Journal of Travel Research, Vol. 57 No. 8, pp. 1121-1132, doi: 10.1177/
0047287517729758.

Stylianou-Lambert, T. (2011), “Gazing from home: cultural tourism and art museums”, Annals of Tourism
Research, Vol. 38 No. 2, pp. 403-421, doi: 10.1016/j.annals.2010.09.001.

Suntikul, W. (2019), “Gastrodiplomacy in tourism”, Current Issues in Tourism, Vol. 22 No. 9,
pp. 1076-1094, doi: 10.1080/13683500.2017.1363723.

Tarbuck-Gurses, D. (2011), Kahvehanelerin Avrupa Dustince Tarihindeki Yeri Uzerine, Cogito, 68-69,
pp. 317-326.

Ting, H., Fam, K.S., Hwa, J.C.J., Richard, J.E. and Xing, N. (2019), “Ethnic food consumption intention at
the touring destination: the national and regional perspectives using multi-group analysis”, Tourism
Management, Vol. 71, pp. 518-529, doi: 10.1016/j.tourman.2018.11.001.

Toros, T.(1998), “Kahvenin Oykusdi (the History of Coffee), iletisim Yayinlari, istanbul.

Tseng, C., Wu, B., Morrison, A.M., Zhang, J. and Chen, Y.C. (2015), “Travel blogs on China as a
destination image formation agent: a qualitative analysis using leximancer”, Tourism Management,
Vol. 46, pp. 347-358, doi: 10.1016/j.tourman.2014.07.012.

Waitt, G. (2000), “Consuming heritage: perceived historical authenticity”, Annals of Tourism Research,
Vol. 27 No. 4, pp. 835-862, doi: 10.1016/S0160-7383(99)00115-2.

Wang, M., Chen, L., Su, P. and Morrison, A.M. (2019), “The right brew? An analysis of the tourism
experiences in rural Taiwan’s Coffee Estates”, Tourism Management Perspectives, Vol. 30, pp. 147-158,
doi: 10.1016/j.tmp.2019.02.009.

Woyesa, T. and Kumar, S. (2020), “Potential of coffee tourism for rural development in Ethiopia: a
sustainable livelihood approach”, Environment, Development and Sustainability, doi: 10.1007/s10668-
020-00610-7.

VOL. 15 NO. 3 2021 | INTERNATIONAL JOURNAL OF CULTURE, TOURISM AND HOSPITALITY RESEARCH

PAGE 453


http://dx.doi.org/10.1016/S0160-7383(00)00003-7
http://dx.doi.org/10.1177/0047287517746014
http://dx.doi.org/10.1177/0047287517746014
http://dx.doi.org/10.1136/practneurol-2015-001162
http://dx.doi.org/10.1016/j.tourman.2005.12.020
http://dx.doi.org/10.17123/atad.vol26iss225595
http://dx.doi.org/10.1016/j.tmp.2017.03.010
http://dx.doi.org/10.1016/j.tmp.2017.03.010
http://dx.doi.org/10.1108/BFJ-02-2012-0030
http://dx.doi.org/10.1108/BFJ-01-2015-0008
http://dx.doi.org/10.1108/BFJ-01-2015-0008
http://dx.doi.org/10.1080/15428052.2020.1712289
http://dx.doi.org/10.1080/13032917.2020.1735462
http://dx.doi.org/10.1177/0047287506303981
http://dx.doi.org/10.1177/0047287517729758
http://dx.doi.org/10.1177/0047287517729758
http://dx.doi.org/10.1016/j.annals.2010.09.001
http://dx.doi.org/10.1080/13683500.2017.1363723
http://dx.doi.org/10.1016/j.tourman.2018.11.001
http://dx.doi.org/10.1016/j.tourman.2014.07.012
http://dx.doi.org/10.1016/S0160-7383(99)00115-2
http://dx.doi.org/10.1016/j.tmp.2019.02.009
http://dx.doi.org/10.1007/s10668-020-00610-7
http://dx.doi.org/10.1007/s10668-020-00610-7

PAGE 454

Yilmaz, B., Acar-Tek, N. and S6zI0, S. (2017), “Turkish cultural heritage: a cup of coffee”, Journal of Ethnic
Foods, Vol. 4 No. 4, pp. 213-220, doi: 10.1016/}.jef.2017.11.003.

Yin, R.K. (2014), “Case Study Research: design and Methods, 5th ed., Sage Publications, Thousand
Oaks.

Yoo, K.H. and Gretzel, U. (2011), “Influence of personality on travel-related consumer-generated media
creation”, Computers in Human Behavior, Vol. 27 No. 2, pp. 609-621, doi: 10.1016/j.chb.2010.05.002.

Yiksel, A.N., Ozkara-Barut, K.T. and Bayram, M. (2020), “The effects of roasting, milling, brewing, and
storage processes on the physicochemical properties of Turkish coffee”, LWT, Vol. 131, pp. 109711, doi:
10.1016/j.lwt.2020.109711.7.

Further reading

Anadolu Agency (2019), “Turkish coffee truck begins US tour to build bridges”, available at: www.aa.
com.tr/en/culture/turkish-coffee-truck-begins-us-tour-to-build-bridges/1577346 (accessed 14 October
2020).

Corresponding author

Serkan Yigit can be contacted at: serkanyigit@artuklu.edu.tr

For instructions on how to order reprints of this article, please visit our website:
www.emeraldgrouppublishing.com/licensing/reprints.htm
Or contact us for further details: permissions@emeraldinsight.com

INTERNATIONAL JOURNAL OF CULTURE, TOURISM AND HOSPITALITY RESEARCH | VOL. 15 NO. 3 2021


http://dx.doi.org/10.1016/j.jef.2017.11.003
http://dx.doi.org/10.1016/j.chb.2010.05.002
http://dx.doi.org/10.1016/j.lwt.2020.109711.7
http://www.aa.com.tr/en/culture/turkish-coffee-truck-begins-us-tour-to-build-bridges/1577346
http://www.aa.com.tr/en/culture/turkish-coffee-truck-begins-us-tour-to-build-bridges/1577346
mailto:serkanyigit@artuklu.edu.tr

	How would you like your Turkish coffee? Tourist experiences of Turkish coffee houses in Istanbul
	Introduction
	Literature review
	Methodology
	Data collection
	Data analysis
	Findings
	Coffee characteristics
	Place
	Satisfaction, recommendation and, revisit intention
	Value/price
	Value-added experience
	Memorable experience
	Authentic experience
	Culture learning experience

	Discussion and conclusion
	References


