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Abstract

This study seeks to determine the impact of the neophobic and neophilic tendencies of foreign
tourists on motivations behind their choice of Turkish cuisine. The population of this study
consists of foreign tourists visiting Istanbul in 2018. In this study designed at an exploratory level,
the data on the motivation behind choice of food were obtained through the scale developed by
Kim and Eves (2012) and the data on neophobic and neophilic tendencies were gathered using
the scale by Pliner and Hobden (1992). This survey is face-to-face administered to the foreign
tourists aged 18 and above who visited Istanbul between April 18th and May 10th, 2018 and had
an experience of Turkish cuisine during their visits, using quota sampling. The data obtained from
667 surveys are analysed through descriptive statistics such as missing data analysis, multiple
sling analysis, multiple normal distribution test as well as factor and regression analysis. This
study concludes that the neophobic tendencies of tourists have a significant impact on the
dimensions of cultural experience and sensory attraction, which are among dimensions of
motivation behind choice of Turkish cuisine and that their neophilic tendencies have a significant
impact on all dimensions of motivation behind choice of Turkish cuisine.
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Oz

Arastirma, yabanci turistlerin sergiledikleri neofobi ve neofili egilimlerinin Tirk mutfagi segim
motivasyonlari Uzerindeki etkisini tespit etmeyi amaglamaktadir. Arastirmanin evrenini, 2018
yilinda Istanbul'u ziyaret eden yabanci turistler olusturmaktadir. Agimlayici diizeyde tasarlanan
arastirmada, yiyecek segim motivasyonlarina iligskin veriler, Kim ve Eves (2012); neofobi ve
neofili egilimine iligkin veriler ise Pliner ve Hobden (1992) tarafindan gelistirilen dlgcek aracihigiyla
toplanmistir. S6z konusu anket, 18 Nisan ile 10 Mayis 2018 tarihleri arasinda istanbul'u ziyaret
eden, ziyareti esnasinda Tirk mutfagr deneyimi yasayan ve yaslari 18 ve lzeri olan yabanci
turistlere kota 6rneklemesi temel alinarak yuz yiuze uygulanmigtir. Arastirma kapsaminda 667
anketin verileri analiz edilmistir. Verilere; kayip veri analizi, ¢coklu sapan analizi, ¢coklu normal
dagihm testleri gibi tanimlayici istatistiklerin yani sira; faktdér ve regresyon analizleri de
uygulanmistir.  Arastirma sonucunda, neofobi egiliminin Turk mutfagi secim motivasyon
boyutlarindan olan kultirel deneyim ve duyusal c¢ekicilik faktérleri Gzerinde; turistlerin neofili
egilimlerinin ise, yiyecek seg¢im motivasyonlarinin tim boyutlarinda anlamh bir etkisi oldugu
tespit edilmistir.

Anahtar Kelimeler: Tiirk mutfagi, Neofobi egilimi, Neofili egilimi, istanbul.

* Bu galisma "Yabanci Turistlerin Trk Mutfagr Segim Motivasyonlarinin Neofobi ve Neofili Diizeylerine Gore
Incelenmesi: Istanbul'da Bir Arastirma" baslikli doktora tezinden tiretilmigtir.
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1. Introduction

Motivational factors behind the choice of local food by tourists have been an important
research subject due to the increased demand for local food in tourism destinations
(Kodag and Ozel, 2016: 84). Motivation behind the choice of local food is defined as
the reasons that lead an individual to have local food experience in a particular
region/destination (Pas, 2017: 7). Studies in the literature show that tourists exhibit
different motivations about the choice of local food in a specific destination and that
their motivation dimensions differ (Fields, 2002; Sparks et al., 2003; Kim et al., 2010;
Kim and Eves, 2012; Tao, 2012; Omar and Ab Kerim, 2014; Allan, 2016; Kim and
Eves, 2016; Yusuf, 2017). Thus, it is considered that local food experience can drive or
hinder an individual to choose a destination (Rizaoglu et al., 2013: 669). Kim et al.
(2009: 429) report that individuals’ motivations behind their choice of local food are
influenced by their neophobic and neophilic tendencies, which simply refer to an
individual's tendencies regarding food. Neophobia is defined as an individual's
behaviour of disliking and suspecting new and unfamiliar foodstuffs whereas neophilia
is one’s tendency to search for new, different and strange foods (Chang et al., 2011:
7). In this regard, neophilic tendency motivates one to travel while neophobic tendency
is a dissuasive factor to travelling (Kim et al.,, 2010: 217) and prevents tourism
behaviour (Rizaoglu, 2012: 63). Therefore, understanding of the (neophobic/neophilic)
tendencies of tourists regarding food is essential to provide new insights to
practitioners into their eating habits and food choices (Rizaoglu et al., 2013: 670).
From this standpoint, this study seeks to determine the motivations of foreign tourists
behind choice of Turkish cuisine and to analyse their experiences related to Turkish
cuisine based on their neophobic and neophilic levels. In this regard, it examines the
relationship between each variable and attempts to reveal whether their cuisine
experiences are affected by neophobic or neophilic tendencies. Thus, an
understanding of the relationship between the neophobic and neophilic tendencies of
foreign tourists and their motivations behind choice of Turkish cuisine will offer insights
for both restaurants and food and beverage businesses on motivation-based market
segmentation. This study will help add new impulses to the literature in the way that it
reveals the impact of the neophobic and neophilic tendencies of tourists visiting
Istanbul on their motivations behind their choice of Turkish Cuisine.

2. Conceptual Framework

Motivation behind the choice of local food is defined as the reasons that lead an
individual to have local food experience in a particular region/destination (Pas, 2017:
7). Accordingly, tourists act in the destinations they visit based on their motivation. The
urge to discover new places and cultures is part of the nature of tourism movements
and so is the urge to taste new and different flavours (Demirci, et al., 2015: 817).
Studies on the motivations of tourists behind choice of local food in the destination they
visit emphasize the dimensions of motivation such as exciting experience, escaping
from routine, health concern and cultural experience (Kim et al., 2013: 484). According
to Cohen (1972: 166), the travel motivation of tourists hinges on the relationship
between two different motivations that grow opposite each other. The first of these
motivations is the motivation to seek for novelty and strangeness whilst the second is
the motivation to be afraid of and escape from unfamiliar things (cited from Rizaoglu,
2012: 63). Fields, who theoretically study the motivations behind choice of local food,
argues that individuals are affected by four factors of motivation, which are physical,
cultural, interpersonal interaction and prestige and status. Physical and cultural
motivations among these motivations are the factors showing whether an individual
has neophobic or neophilic tendencies. Neophobic tendency refers to an individual’s
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disliking unfamiliar foodstuffs and reluctance against different foodstuffs (Pliner and
Hobden, 1992: 106). Sengel et al. (2015: 432) defines neophobic tendency as one’s
doubts about the taste, smell and appearance of unfamiliar food. People with
neophobic tendencies are reluctant against new food, do not taste foodstuffs with
unfamiliar ingredients and trust new food and avoid visiting ethnic restaurants as much
as possible. Further, those with neophobic tendencies may find the local food in other
countries strange and avoid eating any food in other cuisines during their vacation
(Rizaoglu et al., 2013: 675). On the contrary, a neophilic person tends to search for
new, different and strange food. It is considerably important to experience ethnic foods
in a country, meet new people and discover new and different lifestyles for those with
neophilic tendencies, and these factors are an indispensable part of their travel (Yoon
and Uysal, 2005: 50). It follows that the local food in a destination are considered as a
barrier to travel for individuals with neophobic tendencies and also as an important
attraction for tourists who seek to experience something new and to taste flavours from
different cultures (Yazicioglu and Alphan, 2017: 117). In this context, the increasing
interest of tourists in local food in destinations has led to the question of which
motivational factors tourists consider while consuming local food (Kodas and Ozel,
2016: 84). In this sense, there are many benefits to knowing the motivational factors
that lead the individual to participate in tourism activities (Harman, 2012: 6). According
to Demir and Kozak (2011: 19), the understanding of motivations of tourists would
allow for the production and delivery of tourism products in line with the needs and
desires of the consumer. These being said, although there are studies on the
motivations of tourists behind choice of local food in the literature, research or data on
the the motivations of foreign tourists, who visit Turkey, behind choice of local food in
the Turkish cuisine are insufficient. This is the first problem statement of this study.
Moreover, it is reported that neophobic and neophilic tendencies, which are individual
tendencies regarding food, affect the motivational dimensions of the tourists’ choice of
local food and may be an attractive or unattractive factor for choice of destination of
tourists. Thus, the relationship between the motivations of individuals behind choice of
local food and their neophobic and neophilic tendencies in the sample of foreign
tourists experiencing the Turkish cuisine, is another motivating reason for this study.

3. Previous Research and Proposed Hypotheses

Based on the review of the literature, it is notable that research on motivations behind
choice of Turkish Cuisine/local food as well as on the relationship between neophobia
and neophilia is limited in number and that this subject has been studied only by Kim et
al. (2009), Hafiz et al. (2014), Selamat and Hanan (2014) and Mohd Roslan (2017).

Kim et al. (2009) performed a study with a sample of 20 people in England to
identify the reasons leading individuals to consume local food and beverage in a
destination. They concluded that individuals’ neophobic and neophilic tendencies
influence the sub-dimensions of motivation behind choice of local food. Hafiz et al.
(2014) investigated whether neophobic and neophilic tendencies have an impact on
consumption of local food. They collected their data from 200 tourists visiting Malaysia
through surveys. The study indicated a statistically significant difference between
individuals' neophilic tendencies and factors of local food consumption. It also revealed
that there was no statistically significant difference between tourists' neophobic
tendencies and factors of local food consumption. Selamat and Hanan (2014)
performed a study in Malaysia to determine whether motivational and food-related
psychological factors affect food choices of foreign tourists or not. Their data drew on
surveys with 398 foreign tourists. They found out that motivational and food-related
psychological factors shape the food consumption of foreign tourists in Malaysia, but
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neophobic and neophilic tendencies, which are among psychological factors, have less
impact compared to motivational factors. Mohd Roslan (2017) carried out a study to
ascertain the factors that affect the local food consumption of tourists during their
vacation. The data were obtained from a total of 140 tourists visiting Malaysia. The
study determined that tourists’ neophobic and neophilic tendencies are the most
important factors that affect their local food consumption. In addition to these, Bezirgan
(2017) and Akyuz (2017) also explored the effect of the neophobic and neophilic
tendencies of individuals on their motivation behind choice of local food. For example,
Akyulz (2017: 173) concluded that neophobic tendencies have a negative impact on the
motivation behind choice of local food. Dimitrovski and Crespi Vallbona (2017:21)
pointed out that neophobic tendencies have a significant impact on cultural experience
and escaping from routine, which are among the factors of the motivation behind
choice of local food. Eertmans et al. (2005) determined that there is a significant
correlation between neophobic tendencies and the dimensions of health, weight
control, familiarity and ethical concern, which are related to the motivation behind
choice of food. Mak et al. (2017) identified 7 dimensions regarding the motivation
behind consumption of local food and demonstrated that there is a significant
correlation between neophobic tendencies, and the dimensions of motivation behind
choice of Turkish cuisine such as innovation and diversity, interpersonal interaction
and culture, health concern and familiarity. Therefore, considering the findings of the
related literature, neophobic and neophilic tendencies seem to affect the motivation
behind choice of local food. In this context, this study seeks to investigate the impact of
the neophobic and neophilic tendencies of tourists visiting Istanbul on their motivations
behind choice of Turkish cuisine. To that end, this study tests the following hypotheses:

Hi: The neophobic tendencies of foreign tourists have a negative significant
impact on their motivations behind choice of Turkish cuisine.

H-: The neophilic tendencies of foreign tourists have a positive significant impact
on their motivations behind choice of Turkish cuisine.

4. Methodology

This study is derived from the doctoral thesis that is entitled "Investigation of the
motivation of foreign tourists to choose Turkish cuisine according to their level of
neophobia and neophilia: A research in Istanbul" given to the Social Sciences Institute
of Mersin University. Doctoral thesis was prepared according to the ethical rules of
social sciences. The relevant ethical declaration has also been given to the institute.
Quantitative research method has been applied. The data were obtained by
guestionnaire technique. Indeed, the research model of this study is a relational survey
method due to the relationship between the motivations of foreign tourists visiting
Istanbul behind choice of Turkish cuisine and their neophobic and neophilic
tendencies. Based on its purpose, this study is an exploratory research. The research
population consists of foreign tourists visiting Istanbul between April-May, 2018. To
calculate the sample, the Istanbul Tourism Statistics Report prepared by the Istanbul
Provincial Culture and Tourism Directorate (See. Table 1) was reviewed to specify the
nationalities and number of tourists visiting Istanbul between April-May, 2017. The
sample size was calculated based on the sampling formula (n=P.Q.Z2%,/H?)! used for
infinite population ratio (N>10.000) (Ural and Kilg, 2006, p. 47). The calculation was
made based on the ratio that maximizes the variance (p = 0,50) and on 5%
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significance level and 4% margin of random error, and the sample size was determined
to be 600.

n=.P.Q.Z2%/ H? = 0,5*0,5*1,962/ 0,042= 600.

Given that it is not possible to obtain a complete list of innumerable foreign
tourists visiting Istanbul, quota sampling, which is a non-probability sampling method,
was used in this study; tourists in the top 10 nationalities were identified. The data
were collected from these tourists face-to-face in line with convenience sampling
method, using a survey developed based on the literature. The data on motivations
behind choice of food in this study drew on the survey developed by Kim and Eves
(2012) and the data on neophobic and neophilic tendencies in this study drew on the
survey developed by Pliner & Hobden (1992). Originally written in English, these
survey forms consist of 31 statements on motivations behind choice of food, and each
of them have 5 statements on neophobic and neophilic tendencies. The participants
answered on the items in the survey considering the 7-point Likert type format. In the
study, the pre-test was applied to foreign tourists who walked around Istanbul Sultan
Ahmet on the street and (who) volunteered to participate in the study in April 2018. The
data of the pilot study were collected from a total of 54 foreign tourists and the
guestions considered to be unclear or difficult to understand were reviewed and
refined.

Table 1 shows the quotas distributed prior to the administration of the survey
and the number of surveys completed during the study.

Table 1: Table for foreign tourist quota based on variable of nationality

Row Number of Number of
N Country . Percentage | Quota surveys Deviation
0] visitors

completed
1 Germany 154.154 0,196 118 94 -24
2 Iran 109,967 0,179 107 112 +5
3 Russia 81,074 0,111 66 76 +10
4 Saudi Arabia 79,455 0,103 62 85 +23
5 Irag 65,016 0,098 59 76 +17
6 England 59,918 0,076 45 54 +9
7 France 58,766 0,074 44 55 +11
8 Ukraine 54,164 0,060 36 41 +5
9 United States 46,760 0,054 32 43 +11
10 Netherlands 43,010 0,050 30 40 +10
752.284 1,000 600 676 76

In:Sample size; P: Probability of occurrence of event in population; Q: Probability of
non-occurrence of event in population(1-P); Z: Theoretical value corresponding to a
certain level of significance - Z value for a:0,05 is 1,96; H: Standard error value
/sampling error.
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Table 1 demonstrates that the quotas distributed prior to the study were
exceeded in all countries except Germany. Although the quota distributed for Germany
was 118, only 94 surveys were conducted, which implies that about 20.5% of the quota
was not filled. Despite this, the targeted 600 surveys in total were exceeded by 12.6%.
Thus, a total of 676 tourists from 10 different countries completed the surveys. The
Central Limit Theorem (CLT) assumes that when the size of the sample exceeds 30,
the average of the sample will be close to the normal distribution. 667 questionnaires in
total were collected during the survey period; thus, it was considered that the data
were normally distributed according to the CLT. Following this, each survey was
analysed for its completeness, accuracy and consistency. All items in the scale were
answered; and according to multiple sling analysis, a total of 9 observations were
excluded from the data set. As a result, the analysis was performed on 667 surveys.
The data were analysed through frequency distributions and rates, as well as average
and missing data analysis, multiple sling analysis, multiple normal distribution test,
factor and regression analysis.

The reliability of the scale for the motivation of foreign tourists behind their
choice of Turkish cuisine was tested and the reliability coefficient (Cronbach's Alpha)
value of the scale was determined to be 0.923. The reliability of the neophobia scale
used in this study was tested and its Alpha coefficient was found as 0.805 whereas the
Cronbach's Alpha value of the neophilia scale was determined to be 0.825. To test the
construct validity of the motivation of foreign tourists behind their choice of Turkish
cuisine, the scale was examined through factor analysis. Lastly, the factor analysis
performed on the scale for motivation behind choice of Turkish cuisine identified 6
factors for the 25-item scale. The resulting dimensions are cultural experience, sensory
attraction, health concern, excitement, togetherness and earning respect. The factor
analysis conducted for the neophobic and neophilic scale showed that the scales
consisted of one dimension.

5. Findings
Table 2 demonstrates findings on the demographic characteristics of a total of 667
foreign tourists participating in the study. Accordingly, 37.5% of the tourists were aged

between 26-33, and 53.5% of them (n=358) were female tourists.

Table 2: Distribution of the participants by demographic characteristics

Characteristic | Frequency | Percentage Characteristic | Frequency | Percentage
Age Nationality
Iran 112 16,8
Aged 18-25 192 28,8 Germany 94 14,1
Aged 26-33 250 37,5 Saudi Arabia 85 12,7
Aged 34-41 118 17,7 Irag 76 11,4
Aged 42 or | 107 16,0 Russia 76 11,4
older
Total 667 100,0 France 55 8,2
England 54 8,1
Gender The United | 43 6,4
States
Female 357 53,5 Netherlands 40 6,0
Male 310 46,5 Ukraine 32 4.8
Total 667 100,0 Total 667 100,0
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As seen in Table 2, 16.8% of the participants were Iranian; 14.1% of them were
German and 12.7% were Saudi Arabian. The smallest number of participants
respectively came from the United States (6.4%), Netherlands (6.0%) and Ukraine
(4.8%).

The first hypothesis of this study is that “The neophobic tendencies of foreign
tourists have a negative significant impact on their motivations behind choice of
Turkish cuisine.” To test this hypothesis, a simple linear regression analysis was
performed. The reason is that each dimension of the motivation behind choice of
Turkish cuisine was considered as dependent variable and neophobic tendency was
treated as independent variable. The dimension of cultural experience of motivation
behind choice of Turkish cuisine was considered as dependent variable in the first
simple regression analysis performed to investigate the impact of the neophobic
tendencies of foreign tourists on motivation behind their choice of Turkish cuisine;
neophobic tendency was treated as independent variable. Table 3 outlines the results
of the simple regression analysis.

Table 3: Results of the simple regression analysis on the impact of neophobic
tendency on the dimensions of motivation behind choice of Turkish cuisine

Unstandardized Standardized
Coefficients Coefficients t Significance
Models B Std.Error B value level
(Constant) 6,199 ,099 62,519 ,000
Neophobic tendency -0,16 ,022 -028 -, 723 470

Dependent variable: The dimension of cultural experience
R: 0,028; R%:0,001; Adjusted R?:-0,001; F: 0,523, p<0,001

(Constant) 6,606 ,107 61,668 ,000

Neophobic tendency -,105 ,023 -,171 -4,486 ,000

Dependent variable: The dimension of sensory attraction
R: 0,171; R2:0,029; Adjusted R2:0,028; F: 20,125, p<0,001

(Constant) 5,812 ,126 46,232 ,000

Neophobic tendency -,121 ,027 -,168 -4,402 ,000

Dependent variable: The dimension of health concern
R: 0,168; R?:0,028; Adjusted R?:0,027; F: 19,377, p<0,001; D-W:1,664

(Constant) 5,704 ,115 49,517 ,000

Neophobic tendency ,013 ,025 ,019 ,498 ,619

Dependent variable: The dimension of excitement
R: 0,019; R%0,000; Adjusted R?:-0,001; F: 0,248, p<0,001

(Constant) 6,063 ,110 55,301 ,000

Neophobic tendency -,052 ,024 -,084 -2,163 ,031

Dependent variable: The dimension of togetherness
R: 0,084; R%:0,007; Adjusted R?:0,005; F: 4,680, p<0,001; D-W:1,807

(Constant) 5,504 ,153 39,915 ,000

Neophobic tendency -,016 ,033 -,019 -,478 ,633

Dependent variable: The dimension of earning respect
R: 0,019; R2%:0,000; Adjusted R?:-0,001; F: 0,228, p<0,001

As seen in Table 3, the neophobic tendencies of tourists do not have a
significant impact on the dimensions of cultural experience, excitement and earning
respect among the dimensions of motivation behind choice of Turkish cuisine. On the
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other hand, neophobic tendency has a significant impact on the dimensions of sensory
attraction, health concern and togetherness. The results of the regression analysis
where neophobic tendency was treated as independent variable and the dimension of
sensory attraction was considered as dependent, show that the model is significant
(F=20,125; p<0,01). Also, t-statistic, which determines the significance of regression
coefficients, is significant (t=-4,486; p<0,05). There is a negative correlation (R=-0,171)
between the variables. The R2 value, which indicates how much of dependent variable
is explained by independent variable, was calculated as 0,029. This result means that
2.9% of the variation in the dimension of sensory attraction was explained by the
variation in neophobic tendencies. A 1-unit increase in neophobia tendency reduces
the dimension of sensory attraction by a 0.171 unit. Table 3 shows that there is a
negative correlation (R=-0,168) between the dimension of health concern, which is one
of the dimensions of motivation behind choice of Turkish cuisine, and neophobic
tendencies in another regression model that yielded significant results. The R2 value,
which indicates how much of dependent variable is explained by independent variable,
was calculated as 0,028. This result means that 2.8% of the variation in the dimension
of sensory attraction was explained by the variation in neophobic tendencies. A 1-unit
increase in neophobic tendency reduces the dimension of health concern by a 0.168
unit. The correlation between neophobic tendency and the dimension of togetherness,
which is one of the dimensions of motivation behind choice of Turkish cuisine, is
statistically significant (p<0,05).

The second hypothesis of this study is that “The neophilic tendencies of foreign
tourists have a positive significant impact on their motivations behind choice of Turkish
cuisine.” Each dimension of the motivation behind choice of Turkish cuisine was
individually considered as dependent variable and neophilic tendency was treated as
independent variable. To test the linear relationship between the variables, a simple
linear regression analysis was conducted in order to investigate how much of the
variation in the dimensions of motivation can be explained by neophilic tendency.
Table 4 outlines the results of the regression analysis. The findings of the test where
each dimension of the motivation behind choice of Turkish cuisine was individually
considered as dependent variable and neophilic tendency was treated as independent
variable show that each model is significant and there is a positive correlation between
the variables. Table 4 demonstrates that the model established between neophilia and
the dimension of cultural experience (F=169,377; p<0,05) is statistically significant. The
R value of 0,451 points to positive correlation between the variables. The R2 value is
0,203. This result means that 20.3% of the variation in the dimension of cultural
experience was explained by the variation in neophilic tendencies. A 1-unit increase in
neophilic tendency reduces the dimension of cultural experience by a 0.451 unit. The
impact of neophilic tendency on the dimension of sensory attraction was found to be
statistically significant (F=71,844; p<0,05). The R value of 0,312 points to positive
correlation between the variables. The R? value is 0,098. This result means that 9.8%
of the variation in the dimension of sensory attraction was shaped by the variation in
neophilic tendencies as independent variable. A 1-unit increase in neophilic tendency
reduces the dimension of sensory attraction by a 0.312 unit.

547




Analysis of Motivations of Foreign Tourists Behind Their Choice of Turkish Cuisine Based on

Their Neophobic and Neophilic Tendencies: A Research in Istanbul

Table 4: Results of the simple regression analysis on the impact of neophilic
tendency on the dimensions of motivation behind choice of Turkish cuisine

Unstandardized Standardized
Coefficients Coefficients t Significance

Models B Std.Error B value level
(Constant) 3,875 ,176 22,039 ,000
Neophilic tendency ,386 ,30 451 13,014 ,000

Dependent variable: The dimension of cultural experience

R: 0,451; R?:0,203; Adjusted R?:0,202; F: 169,377, p<0,001
(Constant) 4,439 ,205 21,642 ,000
Neophilic tendency ,293 ,035 ,312 8,476 ,000

Dependent variable: The dimension of sensory attraction

R: 0,312; R2%:0,098; Adjusted R%0,096; F: 71,844, p<0,001
(Constant) 4,166 ,249 16,708 ,000
Neophilic tendency ,192 ,042 ,175 4,573 ,000

Dependent variable: The dimension of health concern

R: 0,175; R?%:0,030; Adjusted R?:0,029; F: 20,913, p<0,001
(Constant) 3,424 ,210 16,341 ,000
Neophilic tendency ,399 ,035 ,401 11,298 ,000

Dependent variable: The dimension of excitement

R: 0,401; R%0,161; Adjusted R%.0,160; F: 127,637, p<0,001
(Constant) 3,706 ,202 18,375 ,000
Neophilic tendency ,365 ,034 ,384 10,726 ,000

Dependent variable: The dimension of togetherness

R: 0,384; R%0,147; Adjusted R%.0,146; F: 115,039, p<0,001
(Constant) 3,949 ,299 13,220 ,000
Neophilic tendency ,254 ,050 , 192 5,047 ,000

Dependent variable: The dimension of earning respect
R: 0,192; R?%:0,037; Adjusted R?:0,035; F: 25,476, p<0,001

Another significant result in Table 4 is the positive correlation between the

dimension of togetherness, which is one of the dimensions of motivation behind choice
of Turkish cuisine, and neophilic tendencies. The R? value is 0,147. This result means
that 14.7% of the variation in the dimension of excitement was explained by the
variation in neophilic tendencies. A 1-unit increase in neophilic tendency reduces the
dimension of sensory attraction by a 0.384 unit. Further, the impact of neophilic
tendency on the dimension of excitement (F=127,637; p<0001) and on the dimension
of health concern (F=20,913; p<0001) was found to be statistically significant.
Consequently, the impact of neophilic tendencies on all dimensions of motivation
behind choice of Turkish cuisine was positive and significant.

6. Conclusion and Suggestions

This study seeks to determine the impact of the neophobic and neophilic tendencies of
foreign tourists on motivations behind their choice of Turkish cuisine. To that end, it
tests the impact of the neophobic tendencies of foreign tourists on motivations behind
their choice of Turkish cuisine; the results show that the impact of the neophobic
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tendencies on the dimensions of cultural experience, excitement and earning respect,
which are among the dimensions of motivations behind their choice of Turkish cuisine,
is not significant. Hafiz et al. (2014) asserted that neophobic tendency does not have a
significant impact on factors of local food consumption. Thus, the findings of this study
are congruent with those in the literature. On the other hand, neophobic tendencies
have a negative and significant impact on the dimensions of sensory attraction, health
concern and togetherness. This may result from the fact that the foreign tourists
participating in this study dislike the sensory properties of Turkish cuisine such as the
smell and appearance of local food, that individuals with health concerns do not think
that these food are fresh or nutritious, or that tasting local food in Turkish cuisine is not
seen as a special experience by tourists. In the literature, Akyiz (2017), Kim et al.
(2009) found out that neophobic tendency has a significant effect on the dimensions of
sensory attraction and health concern. Metz (2014) determined a significant correlation
between the motivational dimensions of food and neophobic tendencies, one of the
food-related personality characteristics, which supports the findings of this present
study. Also, Selamat and Hanan (2014), Mohd Roslan (2017) pointed to the significant
impact of neophobic tendencies on the motivation behind choice of local food. These
being said, the findings of this study are consistent with the findings in the current
literature.

In conclusion, this study shows that the impact of the neophobic tendencies of
foreign tourists on each dimension of motivations behind their choice of Turkish cuisine
is positive and significant. This is congruent with the finding of Dimitrovski and Crespi
Vallbona (2017) that there is a positive significant correlation between one’s neophilic
tendencies and the dimension of cultural experience, which is one of the factors for
motivations behind choice of local food. Mak et al. (2012) reported the significant
impact of neophilic tendencies on the motivation behind choice of local food. The
dimensions of cultural experience (p=0,451) and excitement ($=0,401) are the
dimensions of motivation most valued by tourists with neophilic tendencies. This
implies that tourists look for local food experience to enhance their knowledge about
different cultures, to discover new things, to see things that they do not see in their
normal life and to discover the taste of local food. Besides, there are various studies in
the literature supporting the argument that tasting local food is an exciting experience
(Sparks et al., 2003; Kim et al., 2009). It follows that tourists always prefer visiting
places where they can have extraordinary food experiences that require more courage,
rather than their usual experiences. The dimension of health concern (3=0,175) is the
motivation dimension less valued by tourists with neophilic tendencies compared to
other dimensions. This finding is congruent with the results of Alphan (2017). That
said, the second hypothesis formulated in this study is accepted and the first
hypothesis is partially accepted. The reason why the first hypothesis is partially
accepted is that the significant difference of neophobia levels of foreign tourists on the
dimensions of motivation behind choice of Turkish cuisine is only found in the
dimensions of cultural experience, excitement and earning respect.

With a focus on foreign tourists, this present study has analysed the impact of
neophobic and neophilic tendencies on the motivation behind their choice of Turkish
cuisine. Understanding of the relationship between the neophobic and neophilic
tendencies of foreign tourists and their motivations behind their choice of Turkish
Cuisine provides better insights into the type of tendency that has an influence on the
foreign tourists with different motivations, neophobic and neophilic tendencies, and
helps developing marketing mix strategies appropriate for this particular type of
tendency. The fact that the neophobic tendencies of tourists negatively affect their
consumption of local food has an important role to play in the decision making process
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regarding the range of products to be offered at destinations. In light of these, certain
suggestions can be offered for further studies. A study similar to the present one,
which was performed with tourists from 10 different countries, can be conducted with
different groups of tourists or local tourists. An understanding of the tendencies of
individuals from more nationalities will allow for a more extensive overview and a better
comparison of the differences and similarities. This study also suggests food and
beverage managers, marketing professionals and relevant stakeholders to encourage
tourists to consume local food during their holidays based on the findings presented
here on motivation and neophobic/neophilic tendencies. Further studies might
concentrate on different tendencies (such as search for diversity and food involvement)
with a potential impact on the motivation behind choice of Turkish cuisine; in this way,
it will be possible to compare the tendencies that affect the motivations of foreign
tourists behind their choice of Turkish cuisine.
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