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Abstract
Tea culture and its tradition have rooted in a dominant culture among people in Turkey for
history. Since tea becomes a national drink, this country recently is announced as the world's
top tea-consuming and producing country in the world. Tea, therefore, is a representative of
the national identities in term of foodways that influence drinking habits and the formulation
of a third-place where tea is consumed. Since Turkey is being recognized as one of the most
famous tourist destination, Istanbul, as a tourist hub received a large number of tourist, visited
this city in recent years. Tea culture is affected by several factors that gradually commoditized
it into a tourism product as well as its places for offering local food experience of a new group
of customers. This study employed the concept of foodways and place-making to understand
current phenomenon on the influence of tea culture and its tradition on place-making strategies
for attracting tourist among tea service retailers located in Istanbul, Turkey. It is specifically
concerned with the practices based on physical and social dimensions.
The data were collected between October and November 2019 using several methods. 11 Semistructured interviews were conducted with the owners or employee of tea service retailers, plus
a representative from Gastronomy Tourism Association. There are 3 informal interviews with
local tourist guide working in food tourism. The empirical findings are supported by a total of
12 observations sessions in 6 retails. The results show that tea culture and its tradition plays
significant roles in everyday life among residents. This tea drinking-habit is associated with
place-making strategies in term of physical settings to appreciate the different groups of local
customers for social gathering and to support the roles of tea as a mediator in conversation.
Additionally, spatial layouts and architectural design and décor are the primary consideration
in place-making for enhancing the favoured atmosphere and indicating their functions that
consequently stimulates individual performance to perform such tasks. The results also show
that most activities are interrelated with 'social activities' so these activities are crucial factors
in the designs of their services. Furthermore, the changes in local's preference and food
consumption due to social media and tourist mobility. The factors drive these retail to extend
their product lines or expanding their branches to accommodate the current customers since
they are playing an active role in promoting the local culture and particular destinations.
It was concluded that the tea service retailers in this research do not orient themselves towards
tourists but the locals. However, despite the active roles of visitors, tea culture and its tradition
are presumed as a self-commodified product for tourism through tea drinking habits. This
tradition eventually is repeatedly produced and integrated with the other cultures within this
third place that is now opened for welcoming visitors and accompanying urban development.
This thesis additionally provides some practical recommendations for future research on
foodways and place-making by encouraging investigations on the influence of social media in
the spatial environment settings in the foodservice retailers for attracting tourists.
Keywords: Tea Service Retailers, Istanbul, Foodways, Place-making, Physical Attributes and
Activities
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1. Introduction
1.1 Tea Culture and its Traditional practices in Turkey
In Turkey, tea is called 'çay' (CHAI'). Tea culture in Turkey has a long history associated with
black tea consumption. This culture begun in Russia when Mongolian King Khan and Khan
offered a gift to Russian aristocrat Starnikov. Due to a passion in an excellent taste, colour, and
flavour of the tea, Russian King decided to cultivate tea by themselves in Georgia from 19th
century (Honda, 2012). Later tea culture was introduced to Turkey. It becomes an integral part
of Turkish culture and their daily life (GÜNEŞ, 2017) . Turkish people unlimitedly drink tea
with a day. According to little literature about tea in Turkey, Honda (2012) claimed that tea
was introduced in Turkey as an alternative to coffee since 1917. During this period, Turkish
farmers worked for the Russian tea industries. However, they lost their job and obliged to return
to Turkey after the Russian Revolution. The Turkish government decided to give incentives to
them for cultivating tea. These (black) tea were brought from Georgia, and they have started
to grow. Turkish have succeeded plantation in 1924 (p.24). The government aimed to produce
a large quantity to replace the demands of coffee, so they gave subsidiary to farmers and
installed the first commercial tea factory to produce a massive production in 1947. Their
production eventually greatly expanded and exported to Russia. Egypt, Poland, USA, Holland,
and the UK since then (Honda, 2012). Tea culture has been rooted in hundreds of years of
Turkey's strong traditions since the Republic of Turkey was found in 1923. Tea is fundamental
to Turkish social life and the public sphere. It also plays a vital role in Turkey's domestic
economy (Aylangan, 2011). In the context of tea and its tradition in Turkey; offering a tea in a
small tulip-shaped glass to guests means a gesture of friendship and a sign of hospitality (Go
Turkey Tourism, 2019). In terms of drinking habits and local’s preference, people in Turkey
traditionally drink tea without milk or lemon but adding sugar cubes to make a sweet drink
instead. However, some people drink tea differently, for instance, the Erzurmulusin the Eastern
part of the country, it is common to put a sugar cube under the tongue and make it last through
all those glasses of tea. This style of drinking tea is called 'Kitlama Cay' (Sansal, 2019). Due
to the high domestic tea consumption per capita, Turkey recently becomes the world's top teaconsuming and producing country in the world (Koe, 2019).

1.2 Teascape1 among Food Service Retailers in Istanbul
According to a history of the Teascapes in Istanbul, Wohl (2017) and Özhamaratlı (n.d.) refer
to the popularization of tea consumption in Turkey that laid back in history from the Ottoman
Era. When there was an emergence of the first traditional foodservice retailers, a coffeehouse.
Then, its tradition started in Istanbul derived from Yemen in the mid-1500s. Its function roots
in the social and cultural dimensions. It becomes a place where people can engage in
conversation, share their artistic works and listen to storytellers. Coffeehouses used to be

Based on the definition of -Scape described by Cambridge Dictionary (n.d.), this suffix is used to form nouns
referring to a comprehensive view of a place. This research termed 'Teascapes' to represent the overall picture of
tea service retailers located in Istanbul. It refers to those retails who serves tea as a primary product.
1
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subsidized by the wealthy local elites considered as part of their private contribution towards
the public good. Their revenue streams contributed to support the mosque and its works
(Vakifs). Thus, the coffeehouse is used to located near mosques. After the fall of the Ottoman
empire, coffee was harder and expensive to import from Yemen. Turkey was forced to import
coffee from Brazil instead, so the founder of the Turkish Republic, Mustafa Kemal Ataturk
encouraged to establish a national tea plantation in the black sea province of Turkey. Tea
became an alternative to coffee. In the late 19th century, tea arrived in Istanbul with English
and French soldiers after the Crimean war. Then it becames a luxurious product since then.
Meanwhile, Russian and Balkan immigrants who moved to Istanbul also brought the new
custom of teahouses (Çay Evi). The place becomes important in social spheres in terms of open
public space by bringing (local male) people from different segments of society come together
(Özhamaratlı, n.d.). Accordingly, the increased number of the teahouse, therefore, stimulates
the popularity of tea culture to attach in the dominant culture among people in Turkey
permanently. Consequently, tea becomes a national drink, and its consumption has proliferated
until the present. In the traditional teahouses, tea is always served after meals, at social
gatherings, business meetings, and on the street from vendors in the tea garden (Çay Bahcesi).
This place allows people to enjoy with friends or family members while having tea. The
customs characterized the tea garden in Turkey as hubs for social activities offered for various
groups of people from students, to business people to retirees and foreigners (Gautier, 2006).
However, the Teascape in Istanbul has not stopped its boundary within the two traditional
places. However, many types of tea service retailers are emerged due to the changing consumer
lifestyle and the current tourism in Turkey. These crucial contributions emerged new forms of
tea service retailers in the local food industry, which includes tea houses, tea garden,
coffeehouse, a chain or independent café and an alternative one. These businesses enter a
competitive market with various strategies to attract customers. This phenomenon increases
the percentage of tea consumption while broadening areas of Teascape. Also, it contributes the
changes in its tea tradition by being involved with various dimensions such as socio-cultural,
economic, politic, and interactions between public and private in the tourism industry.

1.3 Tea culture and Food Tourism in Istanbul
Istanbul, the country's famous touristic city in Turkey due to many tourist destinations are
located in the historical city which has been developed to accommodate the increased number
of visitors for offering a memorable travel experience and promoting a city brand image.
(Uygun & Ekiz, 2018 ; Krom, 2016). Thus, the Turkish Statistical Institute (TÜİK) announced
that the country welcomed 51.9 million visitors in 2019. Meanwhile, Istanbul became the top
arriving destination with nearly 15 million tourists, accounting for 33 per cent of all foreign
visitors in 2019 (Ankara, 2020). Since the Tourism Strategy of 2023 was announced, the
Ministry of Culture and Tourism of Turkey has started running several tourism development
programs and local festivals through collaboration with many local and international
organizations to promote tourism diversification. Accordingly, food tourism is being
recognized as one of the high potential tourism activities in Turkey due to the precious culinary
resources from many domestic and international cuisines. It illustrated that the attention on
2

Eating-Drinking becomes a concern since it is everyday activities among tourists to fulfil the
needs of the individuals while learning a local culture through food experience (Cankül &
Demir, 2018). However, the prior researches on gastronomy tourism in Istanbul show foods
and drinks were rarely presented in the marketing communications for tourism in Istanbul
within the past years because it was regarded as a supplementary tourism product rather than a
major destination attraction. There are also little researches in tourism studies focusing on a
specific type of foods or drinks in a tourism destination. However, tea culture and its tradition
in Turkey is one of them that have been overlooked. Therefore, it becomes an interest of this
research since this is a common culture among people living in Turkey and this culture attaches
in national identities. Then the places where tea is consumed, become one of the tourist
attractions to offer specific food experience to visitors. This raises concerns on how tea culture
plays roles in the everyday lives of people and how this culture is associated with food tourism
destinations when it becomes the attractions in tourism. Accordingly, this research chose one
of the tourist destinations in Istanbul, Tea service retailers, to investigate how tea culture and
its tradition play a role in place-making strategies to attract customers within the current
circumstances of the tourism industry in Istanbul, Turkey.

1.4 Problem Statement
Most prior research on tourism in Turkey has focused on cultural tourism and the role of third
place in the Turkish Tea Garden (Wohl, 2017) rather than considering food tourism, especially
tea culture in Turkey. However, tea consumption in Turkey is surprisingly the highest
compared to other countries (Mulhall, 2014). Yet there are little researches directly relevant
to place-making concerning physical design and human activities in relation to foodways.
Thus, it is significant to understand this social phenomenon for expanding the existing
knowledge in related field through the concept of place-making by considering marketing
activities as place-making practices to investigate the appeal of the chosen tea service retailers
including tea house, tea garden, coffeehouse and cafés that differentiated themselves from the
other competitors and all performed activities based on their current functions to craft the
characteristics of the destination or achieve an individual purpose of the owners to serve the
changes in foodways or cultural practices related to tea consumption.
This research particularly focuses on people and place relationships using some examples of
the chosen retailers in Istanbul where tea is consumed. Despite of its characteristic of the city
as one of the largest tourist hub in the country. Hence, there are many tea service retailers are
located and spread around this historical city to accommodate local and foreign visitors. This
provides an opportunity for conducting a research in the suitable environment which helps to
understand what and how place-making strategies are applied by the involved actors such as
those business owners and their employees, and an influences of the changes in foodways that
possibly affects tourism-related business. Since foods and drinks are considered a public good
and commodity. It is also seen as part of a holiday experience and used for choosing a
destination for learning the other culture. Thus, it is interesting to shed light on how the surging
entrepreneurs are designing their places and practices to attract the visitors based on the current
foodways. This study, therefore, aims to investigate place-making practices related to tea
3

culture and its practices within those retailers in two dimensions; the physical and social via
the entrepreneurs’ perspective and the researcher’s interpretation. The outcome of the study
will expand the knowledge of place-making associated with foodways in the construction of
the food tourist destination with better understandings of the world around us.

1.5 Research objective and questions
According to a rising interest in cultural tourism among many scholars. Food and Gastronomy,
therefore, becomes one of the significant elements in tourism and tourism studies due to a high
potential to offer an opportunity to visitors for experiencing the localness through foods and
their cultures. However, there are little researches have been done on tea, especially tea culture
in Turkey. Hence, the current situation in academic studies brings attention to the concept of
foodways and place-making to study cultural practices related to tea culture within a touristic
hub of Istanbul in relation to the construction of particular food tourism destination, tea service
retailers. This particular city is chosen due to it is a trust destination which has several cultural
marketing applied to promote tourism. Accordingly, the objective of this research is to
understand the alteration of tea service retailers regarding the influence of foodways by
investigating their place-making practices based on physical and social dimensions. This
research aims to improve a better understanding of place-making in the construction of food
tourism destinations and the significant changes in foodways that may influence consideration
for implementation of such strategies.
To fulfil the aim of this research, the outcome will show how the chosen retails are employing
place-making practices to design physical environment and perform certain activities. Thus,
the central research question is: What place-making strategies do owners of tea service
retailers in Istanbul apply in order to attract more tourists?
To answer this central research question, a combination of an in-depth interview with the
owners or their employees as well as an observation in particular places. The following subresearch questions are formulated to guide the research;
•
•

Which place-making strategies related to the physical design of tea service retailers are
being applied by the owners in order to attract more tourists?
Which place-making strategies related to social activities in tea service retailers are
being applied by the owners in order to attract more tourists?

Eventually, this thesis will contribute to the academic literature related to the ongoing debates
about the dimension of place by increasing the better understandings of place-making strategy
regarding physical attributes and human activities in tea service retailers that reflect on
foodways in Istanbul, Turkey.

4

1.6 Relevance of this study
Food is central to the experience of tourism destinations, but it gradually shifted its roles from
being essential supports to tourism to a reason to visit a particular destination. Once
gastronomy tourism becomes a prominent vehicle to contribute a fast-growing in various kind
of tourist attractions. Gastronomy itself is also seen as a vital source of marketable images and
experiences for the tourists. Yet this phenomenon has been understudied, especially the
influence of foodways on tea service retailers in Istanbul, Turkey. Thus, this research aims to
understand place-making in relation to foodways within tea service retailers in two dimensions
based on entrepreneurship and employees'perspective. By considering those retailers as a place
where tea is an attraction to offer a specific food experience that would be made through
physical attributes and human activities. The research will be conducted based on the existing
knowledge in foodways and place-making since the relationship between the entrepreneurship
with the reality of foodways related to tea culture in Istanbul haven't been addressed yet.
Place-making is a well-known concept in tourism studies. However, the attention of most
scholars has also been directed towards tourism in Turkey in different scenarios such as
bathhouse and shopping malls (Kervankıran, 2016; Giampino, A., Picone, & Schilleci, 2017).
Hence, there is a lack of research about place-making with regards to foodways and cultural
practices within tea service retailers. Also, some prominent issues need attention due to the
interests in studying how these food tourism destinations are being affected by the changes in
foodways and resulted in the development of place-making strategies to attract customer.
Therefore, this study aims to investigate the place-making practices of the tea house as well as
the other tea service retailer. The findings will lead to a better insight about place-making
strategy related to the physical environment and human activities to accommodate the visitors.
Accordingly, this thesis will contribute to the academic literature as it will increase the
understanding of place-making and foodways concerning the adaptation of these particular tea
service retailers to becomes one of food tourism destinations. By applying qualitative research
methods, including a combination of both research objectives will offer in-depth information
for a better understanding of the relationship between people and place.

1.7 Thesis outline
This thesis is organized into 6 chapters based on a guideline given by a cultural geography
chair-group. In the first chapter, the introduction and the problem statement have been
introduced. Then, the research objective and questions, including a brief outline of the structure
of the subsequent chapters have been formulated. Chapter two describes the theoretical
framework, which contains relevant theoretical and empirical literature to support the problem
statements and identify knowledge gaps. After that, the conceptual framework has been
presented based on the selected theories and concepts used to frame the thesis. The methods
and instruments for data collection and data analysis are discussed in Chapter Three, which
breaks down the methodology of this thesis into the epistemology, study site, methods, data
analysis and challenges of the study. In Chapter Four, the results of empirical information about
5

foodways and place-making strategies in the chosen destinations, together with the concept
related to components of place based on physical attribute and human activities are provided.
Followed by the discussions in Chapter Five, which reflects on the results of this thesis. The
results have been discussed in relation to the research objectives and questions based on earlier
studies and chosen theories in the theoretical framework. Finally, the conclusion reflects on the
main objectives and the main results of this thesis. Moreover, the practical implications of the
results are explained in Chapter Six. This chapter ends with the recommendations in the study
area and proposal for future research. Furthermore, this chapter entails limitations on the results
and the methods, including the impact of the limitations.

2. Theoretical framework
2.1 Foodways
Before moving on to the aspect of place-making in the next section. It is crucially to
acknowledge one of the main contributions to the construction of tea service retailers which
appeared in the findings, Food and beverages are an essential aspect of our life in societies and
cultures which represents a collective and individual identity. People in each society eventually
create their specific tradition as foodways rooted in a particular culture and inherit across space
and time (Bessière, 1998). Many scholars have introduced the concept of foodways when
discussing the cultural and social value of food. The term 'foodways' is being used to include
several dimensions related to the food experience, ranging from smells, sounds, eating
practices and social meanings. Hall & Mitchell (2004) added that foodways represent the
beliefs, habits and cultural practices related to food production and consumption. It is also
associated with the set of physical, social, cultural, economic, spiritual behaviours related to
food (Smith & Costello, 2009). Alkon et al. (2013) described that foodways are about practices
and preferences included in foodways regarding what and how communities eat, where and
how they obtain foods and the reasons for their preferences. It is part of the culture in a
particular community which reveals the facts of how difficult the community has to deal with
any challenges over time when investigating their eating practices. These practices create a
symbolic value of food and foodways by expressing how people establish, maintain and
reinforce their (sub)cultural, ethnic, and individual identities (Williams et al., 2012).
Accordingly, people and places are defined by food—also, food influence people's emotions,
opinion and perceptions (Jones, 2007). Williams et al. (2012) proposed that three mechanisms
would be identified when studying the foodways. For example, how people add cultural and
symbolic value to a particular food, how food is producing and the ways of eating.
This research will integrate these mentioned theories to investigate the tea traditional as cultural
practice in foodways constructed from its preparation, cooking techniques, menus,
presentation, eating styles, food culture and origin, and food consumption. The understanding
of the drinking practices also allows us to detect the interaction between the entrepreneurs and
customer during the preparation and consumption phase. Also, noticing the food preference by
elaborating in the context of food offer.
6

2.1.1 Foodways as a Social Practice
As mentioned in the previous section, food culture and its tradition are considered the outcome
of participation in a set of social practices in specific contexts within a particular society. Many
scholars variously developed theories related to social practices. However, few of them are
emphasizing on eating practices. Thus, the elements of practices are widely different according
to particular theorists. The practice is usually understood to be a routinised behaviour that
involves the interconnection of three main elements which are bodily and mental activities,
materials and shared competencies, knowledge and skills (Maller, 2015).
Maller (2015) proposed the new concept in the (social) practise of eating, which is developed
from Strengers (2009) and Strengers& Maller (2011). The elements of an eating practice are
constituted by several different elements, including material infrastructures, common cultural
understandings, and practical knowledge and skills. This offers an opportunity to study
drinking practice as foodways by acknowledging the materiality of spaces, places and things
in everyday life, and how performance and the incorporation of new elements are put into
practice or daily routines which may change over time. Therefore, this concept of eating
practice will help to provide alternative ways to understand human activities with tea culture
and further influences on the place-making practices applied by tea service retailers.
2.1.2 Foodways and Tourism
Many scholars admit that food plays a crucial role in enhancing the level of the tourist's
immersion in the culture surrounding and in the sensorial dimension of the destination
(Richards, 2012; Mark et al., 2011). Richards (2012) stated that food offers multiple
opportunities to develop tourism experiences. For example, offering the tourists to experience
the localness, creating memorable food experience, branding the places through their
distinctive foods, contributing the development of infrastructure to support food production
and consumption, and maintaining the local culture. Therefore, food is generally presented as
'attractions' that allows tourists to experience the qualities of exoticism and authenticity
(Vengesayi et al., 2009; Cohen & Avieli, 2004). Accordingly, this research will focus on a
particular attraction by looking through the concept of foodways as a theoretical lens to
investigate tea preparation, its consumption and the social in the surrounding context on how
tea is prepared and shared in tea service retailers located in Istanbul (Ignatov and Smith, 2006)
2.1.3 Foodways and Place-making
The theories of foodways and place-making are interrelated in many ways. Food and its
tradition are invented within the places. This tradition usually is seen as the past to hat embody
the character of a particular place in the present while requesting for conservations (Massey,
1995). Thus, the place is a conjunction of many histories and spaces that link people to place,
and the other place where it belongs. However, food and foodways are also in flux, so they
continuously change and constitute the ways in which people relate to urban space and each
other in everyday social life (Low & Lynn-Ee Ho, 2018). Accordingly, foodways
fundamentally shape how cities develop due to the interconnection between culinary rituals
7

and urbanization (Steel, 2013). Once places have changed, eating habits and food procurement
within a particular society also change as well as the sociocultural meanings attached to food
(Low & Lynn-Ee Ho, 2018). Therefore, places where the foods are consumed, are on processes
of constructing and reconstructing regarding these changes because place is and not static. Yet
it is open-ended as an object for interventions (Massey, 1995). People make a living from sites
of food production for being in the world and have intentionally developed these sites to
accommodate tourists afterwards. These sites include restaurant, bar, bakery and café. They
are the agents of place-making while food and foodways are tools in place-making strategies
(Chakraborty, 2018). Accordingly, many kinds of foodservice retailers have been developed in
several ways. Some production space has merged with a consumption space and gradually
opened to welcome a group of visitors for serving the demand for new arenas of touristic
consumption (Everett, 2012). The author added that these places become food tourism sites or
visitor attractions by remaining their active roles in offering tourism experience through its
consumptions while serving a multiplicity of purposes beyond their original design or the
owner’s intention (p. 540). Hence, tourism significantly plays roles in turning destinations to
local food initiatives to attract new consumers. Some researchers termed this phenomenon
happened within these sites as ‘third place’2 (Oldenburg,1999) regarding the relation in the
development of food tourism.
In order to construct this place, there are many significant elements including a material
existence and an expressive existence such as natural, human, cultural, historical and
infrastructure. Everything needs to be connected for becoming a place (Vengesayi et al., 2009;
Craswell, 2015). In the following section, Place-making theories regarding components of
place will be elaborated by emphasizing on two interesting components of places as the interest
of this research. The chosen theory is employed to examine place-making strategies associated
with foodways which are applying in tea service retailers in Istanbul.

2.2 Place-making: Place and Its Components
Canter (1977) introduced the theory regarding the components of place and procedures for
identifying places and their attributes. He indicated that places consist of the function of
activities, physical attributes and conception. The potential relationships among these elements
lead to the creation of a place through the ‘identification process’. This research applied this
fundamental theory by focusing on physical and social dimension based on the model from
Canter (1977) to answer the sub-research questions due to it is the well-known theoretical
model used for explaining the components of the urban design quality. However, it is also able
to be applied in the other area of place studies. In term of the data collection, Canter (1977)
proposed the procedures for an identification process of place involves the variety of activities
and physical setting of the place. For example, sketching the physical attributes, describing the
feeling towards the conceptions of place and mapping the representative of activities to

Oldenburg (1999) defines "third places" as the public places where people can gather and interact apart from
first places (home) and second places (work), This places allow people to forget their concerns and enjoy the
company and conversation.
2
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indicates the role of each relevant stakeholders. This allows to access a process of decisionmaking and indicates the nature and the characteristic of the places. However, this study
focuses on two elements of physical attribute and social activities, as stated. Therefore,
sketching and mapping could be used as a method of data collection, but the researcher decided
to take photos of the overall layout and record a time-lapse video instead for observing human
activities in order to avoid missing any interesting points. In the following section, the other
relevant theories related to these two dimensions will be introduced and elaborate further.
2.2.1 Physical attributes
Tea service retailers are considered as a public space, as mentioned in the prior literature, which
has its own characteristics based on physical and social attributes that characterize an ordinary
place into a tourist attraction. Many scholars have been introduced the theories related to
physical attribute with essential design qualities in the place-making process. However, those
theories are applicable for a Macro-level in the field of urban design research, but this thesis is
mainly focusing on a Micro-level regarding the relationship between existing physical
attributes of the retails and place-making strategies that are taking place instead. Thus, to
investigate the physical attributes Bitner (1992) classified three dimensions of the physical
environment; ‘ambient conditions,’ ‘spatial layout and functionality,’ and ‘signs, symbols and
artefacts.’ The investigation on these three dimensions will help to develop a deep
understanding of how the physical environment is designed and determined by the owners to
attract tourists.
•

•

•

‘Ambient conditions’ can be considered as a ‘Feature’ which refers to background
characteristics of the environment such as temperature, lighting, noise, music, and
scent. Hence, this research investigates background music, painted colors, lighting,
noise and temperature that are appropriate to contribute the social activities.
‘Spatial layout’ and ‘Functionality’ refers to how machinery, equipment, and furniture
are arranged, and the spatial relationships among them. Functionality means a function
of architectural design and the ability of particular space or items to facilitate
performance and the accomplishment of an individual’s goals. Therefore, this research
examines overall space designs and its functions to investigate how place is organized
and used for a specific purpose.
‘Signs, symbols, and artefacts’ can be concluded as ‘objects’ which includes furniture,
facilities, artefacts and architectural style of décor. These are used in the exterior and
interior design. Notably, the research investigates the architectural styles, exterior and
interior decorations, including cultural artefacts in the décor scheme.

The understanding of physical design strategies will help to understand the rationale behind
the physical environment sets associated with place-making practices for place-building and
place-marketing to construct the characteristics of the place (Arefi, 2014). Thus, the first subresearch question will answer through an examination in each dimension of the physical
attributes within the chosen retails to find out the influence of foodways on physical attributes
that characterize the uniqueness of each retails which also could influence the social activities.
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2.2.2 Outdoor Activities in Public Space
Canter (1977) mentioned that each element are interrelated; physical attributes may indicate
particular meanings to the people and have a significant impact on people's perceptions,
interactions and activities. Mostly, places have a clearly defined activity pattern associated with
them. Some activities are appropriate to certain places while particular activities may
characterize some places as well. Gehl (2011) offered activities typology in public space that
takes place based on characteristics of the places which consists of three main types;
•

•

•

Necessary or functional activities mean all everyday activities happen independently
from the influent of the physical environment and take place throughout the year under
nearly all conditions. These activities define places with different opportunities offered
to people such as working, eating, sitting, shopping or waiting for a person.
Optional or recreational activities refer to those activities, which are dependent on
physical conditions. These can only take place when the conditions are favourable such
as weather, physical design and features—for example, searching for a new experience,
playing chess, reading, listening to music or watching a performance.
Social activities are those activities depend on the involved people within the space
than physical features. Social activities include children at play, people greeting each
other, a lot of communal activities such as seeing and talking to each other.

For examining the activities associated with place-making strategies to answer the second subresearch question, Gehl's (2011) and Whyte's (1980) suggested the methodology to looks at
activities by considering the type of activities, number of people, gender, group, age through
the interaction with the designs of physical settings and between each actors within the places
including a consideration on day, time and weather conditions. Gehl (2011) also added that all
activities of each type should occur in combination to create a meaningful and attractiveness.
Therefore, this research will focus on these three types of activities that might happen in the
retails to examine the possible influent of physical design on all activities associated with placemaking practices to characterize the uniqueness of the places. Thus, all actors, including
owners, employees and customers presented in particular time of data collecting
(approximately 1-2 hours) will be observed, especially customer. Therefore, these two
components will be examined as the foundation elements of the places.
Based on the aforementioned concepts and theories, foodways and place-making are the core
concepts for constructing a theoretical framework by considering foodways as tools for
initiating place-making strategies in relation to the development of food tourism destination in
Istanbul, Turkey. The other way around, foodways also influences to an adjustment of placemaking strategies among tea service retailers to attract their target customer. Hence, this
selected approach will allow the researcher to investigate how cultural practices regarding tea
traditions as foodways plays a significant role in daily life among residents and then becomes
an attraction for tourists to offer food experiences. Additionally, this research will look into
these influences of foodways on place-making strategies by looking through two dimensions
regarding components of places.
10

Methodology
~ Selecting, Preparing, Brewing and Serving on the table ~

Figure 2: The Operator (Gül et. al., 2018)
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3. Methodology
In this chapter, an overview of the research design based on the conceptual framework is
presented. Firstly, the epistemological approach is explained, followed by the research
location. The observation and the semi-structured interview are described in the method of data
collection. Then a process of data analysis is described in the next section. Lastly, the
challenges of the study are presented at the end of this chapter.

3.1 Research approach
This study is based upon an interpretivist approach for understanding the place-making practice
in the tea service retailers based on the entrepreneur's perspective by using existing theories.
Based on an interpretivist thinking, the knowledge is produced by exploration and
understanding of people based on their meanings and interpretation give to social phenomena
where reality is socially constructed through relations with other people (Gorton, 2010). These
meanings and interpretations regarding place-making and cultural practices associated with tea
cultures are the main interests of this research. The analysis of their place-making strategies is
assuming that these place-making strategies are influenced by several factors related to cultural
practices and tea drinking habits. Thus, this information is analyzed by interpreting the
constructed reality. Accordingly, qualitative research is applied to obtain descriptive
information from respondents supported by the existing theory.
The purpose of this research is to understand the employed place-making strategies in relation
to foodways based on the entrepreneurs or their employees's perspective regarding physical
and social dimension. Also, to explore the reasons for selecting those particular practices and
assigned function regarding the places which are affected by cultural practices. Therefore,
qualitative research techniques are applied with observations and semi-structured interviews
methods to understand and interpret social phenomenon by having a researcher as an observer
and an actor of the event (Boeije, 2010). Moreover, the choice of interviews offers a room for
getting into more in-depth information in a particular topic or subject during the interview.

3.2 Study area
Istanbul is chosen to be a research location due to the characteristics of this city as the largest
city with a high population diversity in Turkey. The city has a long history as a significant
tourist hub since the past since the Greek and Roman Empire before Istanbul became a part of
the Republic of Turkey in 1923. Therefore, many famous historical destination and heritage
sites are located in these areas which are officially added to the UNESCO World Heritage in
1985. Then, the European Union decided to designate this city as the European Capital of
Culture in 2010 (Briney, 2018). Accordingly, these opportunities contribute to Istanbul to
become one of the main tourist destinations in Turkey due to a high potential to provide
different kinds of tourism for visitors. Thus, this encourages the researcher to study the
application of place-making practices associated with tea culture to attract their current
customers among tea service retailers located in the touristic area of the city.
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In term of its geography, Istanbul is located on the Bosporus Strait and covers the entire natural
harbour of the Golden Horn and extends into both Europe and Asia. It has a total of 39 districts
based on the new regulation in city planning announced in April 2008, 25 of them are located
on the European and 14, on the Asian side (Sansal, 2019). However, there are a few popular
districts famous for tourism. Four out of them, therefore, are selected as the research area due
to its characteristics and the number of tourist destinations located in particular districts;
•

•

•

•

[1] Beyoglu is one of the most famous tourist zones for shopping and nightlife centre
due to its location in the modern district of Istanbul. It is avenues of the city.
Therefore, many business, entertainment complex and historical tourist attractions
are located there (Faruqi, 2019). For example, galleries, cinemas, theatres, cafes, bars,
restaurants, pubs, coffeehouses, patisseries, St. Antony and Santa Maria, Armenian
Churches, Galata Mevlevihane.
[2] Eminönü is one of the oldest districts of Istanbul, located in the centre of the old
city area within the Fatih district (Sansal, 2019; Yalav-Heckeroth, 2018). There are
several tourist sites in this historic district such as Ottoman mosques, palaces, old
bazaars, churches, and museums, Topkapi Palace, Hagia Sophia, the Blue Mosque, the
Hippodrome and the Basilica Cistern. Sultanahmet, a historical zone, where most of
'bucket list' destinations are located there such as Aya Sofia, Blue Mosque etc. Thus,
the zone is one of the most visited sites in Istanbul as a tourist centre which is wellknown for sightseeing, entertainment & shopping area.
[3] Kadikoy is a cosmopolitan district in the Asian shore of the Bosphorus which has a
similar characteristic as Beyoglu. This fastest-growing district is famous for its
atmosphere of city life, historical buildings, transportation hub and the local market
(Sansal, 2019; Zisswiller, 2015). Many restaurants and café on the seaside and inland
are located there, especially in Moda, which is a new nightlife and culture hotspots.
[4] Uskudar is the district located on the Asian shores of the Bosphorus, located across
Besiktas. It is famous for shoreline and the view of the Maiden's Tower, the symbol of
Istanbul (Gina, 2016). Furthermore, there are also famous attractions such as
Mihrimah Sultan Mosque, Beylerbeyi Palace Camlica Hill and Fethi Pasha Grove.

These districts are the research area for conducting interviews. However, three out of them is
selected for conducting observations; Beyoglu, Kadikoy and Uskudar due to the inconvenient
for travelling from the accommodation in Asian side and the accessibility of most target
destinations which generally located on the hill. Furthermore, the decision is also supported by
a suggestion from two tourist guides who claimed that tourists started to travel to the Asian
side to escape from the crowd and to experience the localness.
The data collection period for this research started in October. One of the reason is that the
city is in a shoulder season, when the city has become one of the world's most popular
destinations due to the perfect temperate and weather condition. It makes the city one of the
most ideal places to visit while offering a chance to go hang out in outdoor areas (Santorini
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Dave, 2019). Moreover, one of the main reasons for choosing this city is an increasing number
of foreign visitors after political issues in previous years. It has become a massive phenomenon
influences the changing in the tourism industry and various kinds of business. This
phenomenon brought attention to study a decision-making process on the application of placemaking practices regarding these matters. In the following section, the general information of
each location where the interviews and observation took place is presented with a figure.

[1]
[4]
[2]
[3]

Figure 3: The Study area based on the Districts of Istanbul Map

14

3.3 Methods of data collection
3.3.1 Research methods
For achieving the research objective, the empirical data is derived from the participants and
field notes, which are generated by the researcher. Secondary data are obtained from the
literature review that is subject to the analysis based on relevant existing theory. The underlying
approach for answering the research questions derived from a qualitative approach. The
primary method for gathering data is semi-structured interviews for collecting information
about foodways and place-making strategies in tea service retailers. Furthermore, the cultural
practices regarding tea consumption and place-making practices are studied via observation
that provided a better context to understand the related activities happened within particular
places. However, it should be noted that people possibly experience places in different ways in
a particular time which is conditioned by the physical and social environment and results in
multi-meanings or reality (Wang, 1999). Therefore, an ethnographic research approach is
employed to provide a systematic empirical analysis of their practices. Accordingly, these data
are derived from an individual's meanings, interpretations and experiences.
3.3.2 Data collection procedure
The methods of data collection methods for this research are interviews and observations. The
interviews consist of a semi-structured interview with the owners or employees, and an
unstructured interview with tourist guides to collect additional information about social
practices related to tea production and consumption in a micro-level as well as its roles in local
gastronomy tourism. This method is useful to obtain a rich understanding of the topic of
interest. It allows the participant to express their personal experience, behaviour, feelings, and
attitudes towards for answering the interview questions which are formulated based on
underlying concepts on foodways and place-making. Hence, the researcher used their
statements from the respondents for analyzing social phenomenon that is occurring and
relevant to the research topic. Furthermore, this method is complemented with observations to
gain more details of the actual situation happened on the sites to support the statement from
those participants. By conducting the observations, social practices related to cultural
behaviour, cultural knowledge and cultural artefacts are revealed to be noticed (Boeije, 2010).
The experimental phase took place in 4 weeks. One week for preliminary research regarding
the location of the fieldwork, including some document analysis. The observations and
interviews were started to conduct from the first week until the third week in Istanbul. Also, a
preliminary data analysis at the end of each week to check whether the interview questions and
data collection procedure are still applicable to continue using it, and how far the findings will
reach the saturation. After three weeks, one more week was used to finalize all transcriptions
and to organize all data and process to the final analysis phase to make sure the research already
reached its saturation. However, at least 20 invitation letters for participating with (skype)
interviews were sent by email to the other tea service retailers in Istanbul who has a contact
detail on their official website, and Gastronomy Tourism Association in Turkey to collect
further information after the fieldwork. Unfortunately, two out of them, a tea garden and a
representative of GTD, replied the email, but they prefer to be interviewed by email.
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Semi-structured Interviews
A semi-structured interviewing is chosen to be the main instrument for data collection for
assessing the experiences of other people and their meanings (Cresswell, 2007). Hence, the
interviews are structured around the selected theories and individual's opinions given by
interviewees regarding the marketing activities related to place-making strategies to answer the
research questions. An interview guide was created and developed during the fieldwork for
both the owners and the employees. The questions are mostly open-ended questions to avoid
yes/no or rehearsed answers. However, some questions were adjusted and added during the
interviews depends on its appropriateness to each participant (see Appendix 1). The interview
guide is dived into two main themes, foodways and place-making practices to cover points of
interests while receiving different perspective from the participant. The interviews started with
an introduction to inform the participant and some introductory question about the current tour
in Istanbul. Questions in the interview guide are focusing on physical settings and common
activities related to tea-drinking practices which usually happen in their retails. For achieving
security in attaining useful results, a pilot interview was performed beforehand in Thailand
with one café to make sure if questions are easy to understand and able to answer the research
questions. Through the interviews, six interviews were conducted on September 30th, 2019
mainly focus on the Asian side, including Kadikoy and Uskudar. A total of six interviewees
were conducted with an owner, one senior employee and four employees, respectively. All
interviews were conducted at their working site. The rest of the interview was conducted in the
following day, October 1st, 2019, mainly focusing on the European side. Some additional
questions were added later in the interview guide due to the interesting points which are found
after the previous interviews. Also, two owners, one senior employee and two employees were
interviews on their working site as well. However, it was expected to conduct a total of five
interviews, but one of them cancelled, and the translators were not available to continue after
the last interview. Therefore, it is decided to stop at ten interviews in total.
For collecting the data, purposive sampling is selected in this research for choosing participants
as well as a tea service retailer in each location. The researcher reviewed various websites,
travel blogs and photos on Instagram. Then contacting one local tour guide to give suggestions
and make an appointment with the participants for conducting the interviews. After the arrival,
the researcher visited the places with the translators and asked them if they are still willing to
collaborate in the research. This research also later decided to use the 'snowball' sampling to
reach an estimated number of 15 interviews as an ideal sample size for qualitative research.
However, the cost of hiring a translator became a central consideration for continuing further
interviews. Thus, the researchers decided to transcribe the interview and started to analyze.
Then the research found that the point of saturation has been reached since the eight
participants. Hence, the number of interview for this research is decided to stop at ten
interviews in total. Since the point of saturation has been reached since the eight participants.
Nevertheless, the respondent was initially expected to be the owners, but it turned out that most
of the targets were not available. Fortuanately, they assigned one of their employees to
participate in the interviews. Hence, some questions need to be revised because some
employees do not know the details of the business. The interviews are also expected to be
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recorded between 30 to 60 minutes, including a note-taking, but some interviewees were busy.
Thus, the longest voice recording is 45 minutes, while the shortest one is 13 minutes. All
interviews took place in the chosen retails in Istanbul. When conducting in-depth interviews,
the researcher tried to stay neutral by do not judge the answers and did not reveal all the details
of the research due to it may influence the participants. However, the general area of interest
was explained as part of recruitment and consent while asking them to sign the consent forms.
The Translators
After the arrival, the research also aware of a languages barrier. However, it became real after
the preliminary observation in the week because people are not comfortable to communicate
in English. Thus, three professional translators are hired. During the interview, it becomes clear
that most interviewees either could not express themselves fluently in English. All 10
interviews, therefore, were conducted with the help of a local translator. All interviews were
conducted through direct interaction with the target participants. However, some data is
mistranslated during the interviews as well as some questions have been misunderstood due
to misinterpretation on the part of the translator and the difficulty in translation. Although the
translators were reminded to translate sentence by sentence from English to Turkish and vice
versa to obtain relevant data from the interviewees. Yet, the translator sometimes intended to
skipped some sentences judged by their consideration due to the time limitation and sensitive
answerers. Even though some information was necessary rather than leaving out of the
analysis. Because of these reasons, the researcher needs to reconsider for taking the fieldnotes
from unstructured interviews into account once the researcher found significant information
regarding the influence of tea culture in promoting gastronomy tourism in Istanbul.
Informal interviewing
There are three informal interviewing with local tour guides who are also a translator during
the tour for conducting the interview. Therefore, it took place on September, 26th and 30th,
and October 1st, 2019. This type of unstructured interviewing allowed the researcher to take
the opportunity to chat with a person in the research setting about things that might be relevant
for the research (Robson & McCartan, 2016). This technique helped to understand an overview
of the tourism industry in Istanbul, including general information about history of the city as
well as the common practices in tea culture. However, most of these informal interviews were
not record, but only took notes on the interesting information during the conversations while
walking. The information from informal interviewing was used as the other fieldnotes of the
observations. Some of the information from those participants were used to prepare the
interviews with the target participants. Moreover, this interview also occasionally took place
with the other customer during the observations. The research started from a general
conversation before going deeper into the specific subject about their preference and usual
drinking habits among Turkish people. One example is a group of a young teenager in Uskudar
who tried to describe their preferences on tea, a current tea tradition and reasons for visiting
particular places. It should be noted that this was added after all semi-structured interviews,
so the information from these interviews was used as an additional guideline for the observation
to investigate that matter in the different topic lists.
17

Sample & sampling procedure
The research population includes people who are working in tea service retailers, and tea is one
of the leading products to offer their customers. The research participants are the owners or
employees in 10 chosen places on both sides of the city who were working between September
26th, 2019 and October 2nd, 2019. Furthermore, one more participant was added later by
relying on an email to answer the interview questions, so there are 11 participants in total. The
interviews were expected to conduct with those who can speak and understand English and
Turkish. However, most of the respondents are a native Turkish speaker who barely
understands English. Based on this condition, there is no special requirement for recruiting the
participants yet includes all types of people with no limitation on ages, genders and
backgrounds in order to attain a broad range of answers. The only requirements are the location
where the participants are working or running their business. It should be located in the touristic
area to ensured that their business experiences might be influenced by tourism. The sample is
constructed by purposively asking the local tour guides to inform the target participants if they
wanted to participate. Then, a snowball sampling was applied if the respondents were not able
to participate when the researchers visited the sites. The number of participants reached its
saturation when new participants repeat what has been told by previous participants, and there
is no new information added after the eight participants. (Glaser & Strauss, 2017). Thus, there
are ten interviews in total listed on the table (see Table 1.)
The interviewees, the owner or employee, were approaching directly by a tourist guide in
person and asking them again when they arrived at the sites whether they are still interested in
participating before conducting the data collecting. An email or the other type of social network
application was not applicable in this case due to most of the owners are elderly people, and
there is no personal contact with their employee. During the interview, the participants were
informed for interviewing an objective of the research within the research location,
respectively. Then the respondents were asked to provide an insight into the current marketing
strategy and the consumption of food and drinks, especially tea among their customers. During
the discussion, some brought the researcher to walk around to observe the environment
surroundings and interactions between people. In additona, the conversations were recoding
right after informing a consent until the end of the session. Apart from the target population,
three tourist guide who was hired for being a personal translator was eventually considered to
be included as one of the research population due to the meaningful information they provided
during the fieldwork that contributed to the concepts of foodways. This encouraged the
researcher to look for an opportunity to interview with someone who is working in GTD.
Fortunately, one of their stuff was willing to give some information about the upcoming
projects for promoting gastronomy tourism in Turkey and share opinions about cultural
practices regarding tea traditions.
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Table 1: List of Participants

Interview
1
2
3
4
5
6

Name

Position

Suleyman
Ramazan
Sabahattin
Betal
Muhammed
Ferlet

Employee
Owner
Senior Employee
Employee
Employee
Employee

Café Kemal
Emek Café
Pierre Loti
1848 by Küff café
Kız Kulesi Büfesi
Mola Közde Kahveci

Owner

Degirmen Café

7 Okan

8 Mustafa
9 Ruzgar
10 Ahmet
11* Safa
12* Nilüfer

Location

Kahveci Mustafa
Owner
Amca Jeans
Sark Hahvesi Oguz
Employee
Ataly
Senior Employee Caykur Tea House
Çengelköy Tarihi
Manager
Çınaraltı
GTD Head of R&D Gastronomy Tourism
Committee
Association (GTD)

Type
Café
Café
Tea Garden
Coffeehouse
Café
Coffeehouse
Café
Tea house

Google
Review
4.8
4.3
4.3
5
4
3.7
4.5

Tea house

4.3

Coffeehouse
Tea house

4.2
3.7

Tea Garden
Public
Organization

4.3
-

*These participants were interviewed by email.

Table 2:List of informal interviews

Interview
1 Hakan
2 Emre
3 İbrahim

Name

Specialization
Historical Tour
Food Tour
Food Tour
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Observation
An observation is selected as supporting research method for answering the research subquestions. This method generates analytical disposition to study place-making practices in a
naturally occurring situation (Mcleod, 1970). The observation allows for studying everyday
situations regarding drinking habits by observing research subjects and detecting physical
artefacts, assigned functions, and social activities. This technique offers first-hand experience
in the field and allows us to notice unusual aspects that might not be noticed.Moreover, this
observation also provides the opportunity to study the overall situation and generate supporting
information to develop questions for in-depth interviews. During the (non-participations)
observations, the researcher remained converted as an outsider or a customer. However, there
was a chance to interact with the other people that could lead to better understandings of the
research location but it was difficult in communication and recording becuase of the noise.
According to the actual observation plan, all observation took place after the interviews. There
are a total of six tea service retailers in three different touristic areas; Üsküdar, Kadıköy and
Beyoğlu were observed to collect data in the form of field notes and photographs. These chosen
retails well-known by both domestic and international visitors based on the review on the
Google Review, and some recommended places were already visited when conducting the
interviews. Thus, the researcher sometimes did overt observation with those retailers about the
research. However, it did not make any difference in the employee's behaviours, expect to offer
the best focal points and to allow them to give more details about their business and services.
The observations focused on the physical environment and people activities as well as eating
practices happened within the retails. Therefore, any representations and expressions of local
culture associated with tea culture and their marketing strategies such as menus, advertisement,
painting, furniture, kitchenware, layout and the interior and exterior of retailers were noticed.
Photography and Time-lapse video recordings were used as the primary research techniques
for collecting data during the observation phases. As per an initial plan to do the observation
at one or two specific retailers in intense details. However, the researcher decided to observe
other retailers around the chosen areas to get a good picture of the overall market. This helped
to understand the creation of current Teascapes in the city by investigating place-making
practices among those tea service retailers.
Then the observation plan was readjusted due to little difference between the first and the
second observation on the weekday. The weather condition also became a barrier to travel
around the city within a day. Therefore, there were few days for taking a break and spending
time for reviewing the fieldnotes. In this case, the six chosen places are visited twice times,
one day on the weekday and one day on the weekend. The observation is conducted in the
afternoon or late afternoon as per the suggestion from the interviewees as a peak hours of the
day. Accordingly, there are a total of 12 times observations in six particulars, and each
observation took 1-2 hours in different spots because some places have more than one floors.
The observation forms and the preliminary observation guide are created before the arrival (see
Appendix 2). Thus, the fieldnote was taking into this form during the observation. However,
some changes have made in the forms due to the appropriateness and the possibility to access
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the data. Photographing and the time-lapse video recordings are also applied to ensure the
accuracy of data from the fieldnote and then uploaded in the Google Doc to use as a source of
back- up data for supporting the information from interviews and clarifying analysis in the
following chapters. Additionally, the forms are reviewed with all recordings after the end of
each day to highlight remarkable events based on the chosen theories regarding physical
settings and performed activities. The links to access flies are attached in each form as well.
Table 3: List of Observation

Observation

Type

Kız Kulesi Büfesi
1848 by Küff Café
Caykur tea house
Munzur Cafe
Mola Kozade Kahveci
Kahveci Mustafa Amca
Kız Kulesi Büfesi
1848 by Küff Café
Caykur tea house
Munzur Cafe
Mola Kozade Kahveci
Kahveci Mustafa Amca

Üsküdar
Kadıköy
Kadıköy
Kadıköy
Kadıköy
Beyoğlu
Üsküdar
Kadıköy
Kadıköy
Kadıköy
Kadıköy
Beyoğlu

Café
Coffeehouse
Tea house
Café
Coffeehouse
Tea house
Café
Coffeehouse
Tea house
Café
Coffeehouse
Tea house

Google
Period Duration
Review
4
1 hr
5
1 hr
3.7
1.30 hrs
4.2
1 hr
3.7
1.30 hrs
4.3
2 hrs
4
1.30 hrs
5
1.30 hrs
3.7
1.30 hrs
4.2
1 hr
3.7
1 hr
4.3
1 hr

weekend

Area

Weekday

1
2
3
4
5
6
7
8
9
10
11
12

Location

3.4 Data Analysis
For proceeding the data analysis, the research employed a qualitative analysis which is the act
of segmenting data into relevant categories and naming the categories based on deductive
coding while generating the categories from the data or inductive coding. (Boeije, 2010). Based
on the structure of qualitative analysis by Creswell (2014), after all, recorded audio materials
derived from the interviews were transcribed and put together with the analyzed data from
observations to extract only useful and relevant data for answering the research questions.
The first step was open coding, starting from reading through fieldnotes and redo it again
sentence by sentences. Then the empirical data delivered from interview transcripts and field
notes from observations are analyzed while highlighting the quotations in different colours that
have similar meanings related to theme structured based on the theoretical framework,
deductive coding. These data are categorized into two main themes; physical and social
attributes. The data are organized and prepared systematically in the form of a matrix using
Microsoft Excel. The direct quotes from both categories are broken down into small fragments
to examine the relationship and find the similarities and differences between them. The codes
are assigned to all relevant fragments and then created an extensive coding scheme or a list of
codes which is formulated based on the predetermined characteristics described by the
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theoretical framework. At this stage, the exciting items and additional relevant information
such as the influential factors on business and customer's behaviour popped up from data to
support the findings and to formulate a new theme regarding foodways, deductive coding. A
second step is axial coding. The codes are reassigned and re-segmented into a group for a
second round after adding a new theme. Each group is labelled based on the relevant themes,
which is developed by using both types of coding. However, some sub-groups are used to
create additional sub-categories. Some codes are added, deleted, rephrased or combined them
into specific themes at this stage based on a personal interpretation of the researcher and
analytical thinking skills. Then selective coding. The data were reassembled several times for
developing the actual themes as the basis for writing the results chapter. The core categories,
therefore, were decided to be foodways and place-making, which are identified by determining
and verifying a relationship systematically between the codes. Once the relationships are found
out, a diagram consists of three mains categories and several subgroups, was created as
guideline for structuring the report. Accordingly, by working back and forward in the process
of data analysis will ensure the outcomes that will help to organize and analyze the data with
less missing any relevant information to draw meaningful conclusions for answering the
research questions which are presented in the following chapters.

3.5 Challenges
Some challenges occurred during the fieldwork in Istanbul. First of all, efficient
communication in English turned out to be a significant challenge because most interviewees
were comfortable to speak only in Turkish, especially an elderly and a young employee. This
problem was overcome by hiring personal translators to carry out the work, but a large amount
of money had to spend for them. This became the primary consideration to continue further
interviews regards to financial issue. Although the researcher was accompanied by the
translators.Yet English was still a challenge in all interviews due to their misinterpretation and
mistranslation. Hence, some questions needed to inform them multiple times until the
translators understood before asking the interviewees. Google translator, therefore, was
required on some occasions. Because of this, the collected data was less than the researcher
estimated. Besides, the requirement of translators, all retailers also required to be revisited to
complete the data collection within the time frame of four weeks because of a visa limitation
Another factor that made interviews more challenging was that all interviews had to arrange
on the spot. The researcher had to visit those retailers in person during working hours which is
usually busy throughout a day. Therefore, the availability of the participants was limited to half
to an hour during their works. Furthermore, some of them also had to cancel an appointment.
It made conducting an in-depth interview was harder. When it comes to observations at the
sites, the researcher decided not to go through the research plan because of the distance between
each research destination and the time limitation. Furthermore, the daily observations also did
not reveal new data to add in the one acquired from the interviews and the first observation.
This might affect research validity and reliability. Thus, the researcher decided to focus solely
on in-depth interviews and supported by the data retrieved from observations on sites instead.
.
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Results
~ Tea is ready for serving: The reflection of tea culture in physical and social dimension~

Figure 4: Tea is prepared for serving (Harbi Yiyorum, 2017)
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4. Results
The main objective of this research is to understand how the tea service retailers employ placemaking strategies associated with foodways to attract tourists through the physical setting and
performed activities. For answering the research questions related to this objective, the result
of an extensive analysis of the data gathered during four weeks in Istanbul is presented. All the
findings of the empirical fieldwork from the interviews and observations demonstrate a
discussion with existing literature. These research methods provide a deep understanding of
the reasons behind place-making practices from the owners or employees while focusing on
physical and social dimensions. Thus, this chapter is structured by the themes that came
forward in the analysis of interview transcripts supported by observation's notes.
This chapter begins with the concept of Foodways, which emerged from the empirical findings
as an influential factor on social practices and an application of place-making strategies. This
section points out the cultural practices related to tea traditions in Turkey using a specific model
in practices theory to elaborate on each element of tea drinking habits. The section provides
background information and follows by the two main sections built on a selected model related
to physical and social dimensions as components of place to answer the two research subquestions by integrating the data from existing theories as well as the results of the interviews
and observations. Accordingly, the first sub-section provides the analysis of the current placemaking practices mainly involved with physical attributes. Then the second sub-section
presents the results intended to understand the human activities takes place in tea service
retailers based on the theory of activities typology in public space (Gehl, 1987). Accordingly,
all relevant quotes are inserted to support the analysis in each section to stress respondents'
perspective on particular matters

4.1 Tea culture as Foodways
Based on the concept of foodways, Williams et al. (2012) proposed three mechanisms for
identifying the foodways regarding how people add cultural and symbolic value to a particular
food, the ways of producing food and the ways of eating. This assumption is supported by
Alkon et al. (2013)who stated that foodways are emphasizing on practices and preferences. For
example, what and how people eat, where and how they obtain food and the reasons behind
their preferences. Thus, this chapter will discuss tea culture and its tradition through the
theoretical lens of foodways based on some of these characteristics: preparation, cooking
techniques, menus planning, presentation, ways of drinking, tea culture and its consumption.
Furthermore, the concept of eating practices from Maller (2015) will be integrated. The concept
refers to the three elements of social practice on eating. Since tea culture and its tradition are
socially constructed in a particular context and culture, so its practices come from the
integration of Common understandings, Material infrastructures, and Practical knowledge and
skills. Accordingly, this chapter will be structured based on this concept by discussing common
understandings about the tea culture, and elaborating on materiality and practical knowledge
to perform the practices, including the changes over the past years.
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Common Understandings towards Tea culture
Food and foodways play a central role in shaping and continue shaping our everyday life
ranging from social, economic, politic, moral, and nutrition. It also constitutes the manner in
which people relate to a particular society as well as to one another because it connects people
across regions, time, and social groups (Low & Lynn-Ee Ho, 2018). In order to investigate
common understandings of tea drinking habits in Turkey, Maller (2015) believes that cultural
practices in tea culture are assumed to appear in drinking habits. However, there are some
differences between the sub-cultures regarding these habits, for instance, the time people eat,
the way people eat and what they eat. Cresswell (2015) explained that these cultural differences
come from the links between people, things, practices and particular places. The particularity
of places, therefore, play a crucial role in the development of human life in space which is
carried in place. Once tea drinking habits are developed to becomes traditions. Massey (1995)
stated that "tradition is internally varied, constantly being built, moulded, added to, and which
depends for this, and for its strength and vitality, not on inward-looking self-preservation but
precisely on the dynamism which comes from interconnection (p.184)". Accordingly, the
differences tend to become immediate points on integrating or entering a new culture as well
as the changes in drinking habits (Richards, 2015).
In this study, tea culture and its tradition are interpreted by different people with different
personal background, and individual practices which have experienced since they were
children in a particular society. The empirical findings from the interviews show that most
perspectives on tea culture and its tradition were slightly similar among the participants,
ranging from 'a national culture' to 'a daily routine which is inherited more than a century and
attached in their culture. The quotes below exhibit this diversity:
Turks drink tea from a century ago, more a common cultural of Turks to drinks tea.
(Mustafa).
It is a culture of our country and region (Muhammed)
Tea traditions not only a tradition that consumed today but also tradition which is alive
since 1100-1200, and it is continuously improving…we are a nation who canot remain
separate from tea and tea consumption is increasing day by day, when we go on to run
our business honestly and properly, I don’t think we will be negatively affected (Safa).
These three retailers mentioned that tea is a common culture among people in Turkey since its
arrival. People in this region are sharing this culture assets across the country. Its consumption
also dramatically increases in recent years, and it tends to be more frequent in the future.
Although some of them believed that the tea tradition remains throughout history, it is also
continuously improving in several ways, not only in the forms of products development, but it
is also a place where tea is consumed. Furthermore, the participants were asked about their
attitude towards drinking habits. Two participants significantly expressed that.
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He drinks tea as a leisure after meal. That is how we do in Turkey (Ruzgar).
Tea means a lifestyle (Ahmet).
Based on the observations, people drink tea with different purposes. Some are having tea as
leisure for recreation or relaxing when they are alone while performing different kinds of
activities along with it, such as reading books, listening to music or taking sight. However, a
function of tea is not limited as a complimentary drink after meals for individual activities, but
it plays a significant role as a mediator in a conversation as stated.
When you want to talk a friend, we say let's have a tea (Nilüfer)
Tea is very important in our communication culture, in a conversation to accompany
our conversation” (Ahmet).
Accordingly, the participant, Ahmet added that tea involves various kinds of social activities
by lubricating a conversation such as hang out with friends and welcome guests, as mentioned
in the introduction. In Turkey the culture, we always drink tea to talk because it is crucial as a
routine thing. When there is a guest, there is tea. When they go picnic, we also make tea in the
picnic so everywhere there is tea. Even if you go to Kebab restaurant, after that you will drink
tea (Ahmet). Moreover, one participant claimed that tea gradually becomes part of their life as
a daily routine among people in Tukey. The other person made this perspective more concrete
by referring to his emotional involvement with tea based on his drinking habits within a day.
Tea is something traditional in Turkey and it is something we drink all day long, for
breakfast, after dinner, 5 o’clock tea. It is something as part of our life (Betal).
I likes tea more so it’s very important to him. I drinks tea at least 3 times a day. Starting
from breakfast and after lunch for joy (Ruzgar).
These statements reveal how people experience tea as an essential part of their daily life as well
as on special occasions, ranging from accompanying after breakfast, hanging out with friends,
welcoming guests, until finishing their dinner. It significantly illustrated that the activities
surround tea are not limited within its primary function as a mediator for having a conversation.
Instead, it goes beyond what it happens and attaches in every single piece of general activities
in their everyday life. Therefore, everywhere they go, there is always a glass of tea readied for
being offered. Although some participants mentioned a specific number of teatime after meals
within a day, numerous literature strengthens the findings that there is no limited time for
having tea in Turkish culture. People consumed tea all day long, starting from early morning
while working until bedtime. In Turkish culture, tea break at workplaces is officially allowed
because it is considered as a way of renewing and recharging yourself (Taviloglu, 2019). That's
the reason why people always visit tea houses or cafés in the afternoon, as mentioned by most
of the interviewees as peak hours of the day. The perspective shows how tea culture is similarly
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understood from person to person. The following section will discuss materiality related to tea
tradition before moving on to a method of preparation and its procedure which was described
by the tourist guide during the observations.
Materiality in Tea Culture
For brewing a Turkish tea in a traditional Turkish style, there are three main significant
elements, including Black Tea, a Turkish Tea Set and a double boiler teapot (çaydanlık).
Although there is more than one kind of tea in Turkey, the one which is usually be found when
you are travelling in Turkey is black tea. This tea is produced around the northeast coastal
region of the Black sea called 'Rize' where there is a suitable climate for tea plantation. One
of the reasons behind the popularity of black tea in Turkey stated in the publication from the
Ministry of Trade (2019). It said that tea is considered a healthy drink due to its nutritional
substance which contains flavonoids, caffeine, many elements and significant vitamins,
especially Black tea. It contains two types of flavonoid called 'theaflavins' and 'thearubigens'.
These flavonoids appear to be beneficial to health. Furthermore, Tea has higher antioxidant
power with moderate caffeine consumption. Accordingly, the author (2019) also mentioned
that there are three important reasons for an increase in consumption which are no agricultural
pesticides, no additives or chemicals, and contains less caffeine in the Turkish tea. Tea.
Therefore, tea becomes one of the national drinks and the export product of Turkey along with
the other type of non-alcoholic beverage such as Ayran, sahlep, boza and Turkish coffee
(Sabah, 2018). Two participants mentioned about the production of the Turkish tea in this
country. One of them added that the tea plantation in the city of Rize produces a larger quantity
of Turkish tea in each year. It is also vital as a hometown of the current President of Turkey,
Recep Tayyip Erdoğan, who is encouraging Turkish people to drink more tea. It would be the
significant reasons behind a rising in its consumption (Cookman, 2019).
Turk drink tea from a century ago, more a common culture of Turk to drink tea. He
believes Turk exports also the finest tea to the outside of Turkey so they drink the
regular tea here, but they also can export the finest tea (Mustafa).
All Turkish drink local tea from Rize…The tea city, Rize. Also, it is the Turkish
president’s hometown (Ahmet)
The other essential elements are a Turkish Tea Set which contains the four items; Tulip-shaped
glasses, tiny teaspoons, small plates and a tray to serve all the glasses together. However, the
most exciting utensil is a typical design of Turkish tulip-shaped glasses. Some authors assumed
that the shape is associated with tulips plantation in Turkey. Also, tulips play a role in the
history and culture of Turkey since 'Tulip Age3. The tourist guide, Hakan, mentioned that
'Tulips originally grew in Turkey before it becomes a national symbol of the Netherlands

The Tulip Age of the Ottoman Empire (Lale Devri) is around 1718-1730 when a new type of Ottoman emerged
by orienting toward the Western culture. The arts and folklore were associated with Tulip. It is generally presented
in embroidery, clothing, carpets, tiles and tea glasses (Karavelioğlu, 2020).
3
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afterwards' while we were walking pass through the public garden in Istanbul. Based on the
idea of a tulip-shaped design, it was initially produced around 80–90 years ago (Şakar, n.d.).
The author claimed that the first glass cups produced for daily use in the west. It was a large
size with handle. However, the high cost of production inspired to reshape the cup into a small
design with a tulip-shaped structure that is entirely subtle and scientific. Its curvy shape keeps
the warm temperature of the tea, also presents its ruby colour or so-called 'Tavşan kanı' in
Turkish, which means 'blood of rabbit'. It symbolizes the colour of the tea that indicates its
quality. However, people have to hold it by the rim to prevent burning on our fingertips.
Furthermore, the other traditional design that represents the Turkish culture is the saucer or a
plate, and its red lines paint as well as a double boiler teapot (çaydanlık) made from stainless.
Unfortunately, the information regarding the design of these artefacts remains unknown. The
rest of the elements included in the Turkish tea set are tiny teaspoons for stirring sugar cubes
with tea, a tray for putting tea glasses together before delivering to their customer.

Figure 5: Tea Set and kettles (bestforyourkitchen, 2018; kocgifts,2019)

Apart from the tea and its typical utensils, Maller (2015) mentioned that material infrastructures
refer to buildings, parks and technologies. These refer to several places where tea is consumed,
ranging from home, workplaces, and a third place such as a coffeehouse, teahouse, tea garden
and modern café. These places allow formulating the relations between people and place by
offering opportunities to produce tea culture and its tradition in the places which is affirmed as
a relationship or dwelling (Massey, 1995). Also, the latter examples are the main interests of
this research to investigate the existing of these tea service retailers under the contribution of
tea culture in Turkey, and how communication technology play significant roles in promoting
business and raising tea consumption. Furthermore, advance technology also creates a visual
public space where people can interact with each other and influences their actual activities in
the real world. This information, including the characteristics and its original function of these
tea services retails, will be elaborated more details in the following chapters.
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Practical knowledge and Skills in the Methods of Preparation
Based on the last element in the selected model from Maller (2015), the participants were asked
about the reasons behind an increasing number of tea service retailers such as tea houses and
tea gardens spreading around the city. Also, if people have a chance to choose whether selling
coffee or tea, which one do they prefer. One of them gave an idea that tea is comparatively the
simpler than coffee in term of its preparation because it is not required any technical
knowledge, brewing machine or specific equipment that need to be invested for starting the
business. Tea is much simpler to do. Once people have the shop and he does not have many
places, so he will prefer to open a tea shop. If someone has to choose between tea and coffee,
they will choose tea because it is simpler to do. (Ruzgar). Based on this statement, tea implies
its simplicity regarding the method of preparation (Demlemek means brew or steam) that
makes tea look easier to produce for a large quantity in comparison to the Turkish coffee or
those modern coffees brewing techniques such Siphon or Drift coffee. However, brewing tea
in the traditional Turkish technique, namely ‘Demlemek’ always takes time. However, the
research indicated that the gaps between waiting time before tea will be readied, allows people
to have a chance for interacting with each other. This support the roles of tea that acts as a
mediator in conversations. Furthermore, the other crucial reasons for choosing tea as the
priority among customers is that tea can be consumed more often rather than coffee. This
assumption is presumed by one of our participants. However, it also depends on an individual's
preference which is different from person to person as stated. Therefore, the participant
assumed that most of the owner of those tea service retailers tend to choose tea when starting
their business because of the high possibility to return them with a high margin. The statement
regarding the frequency of tea consumption is supported by one of the interviewees who is
working in the café located on the Asian side. She was comparing the consumption between
tea and coffee-based on her perspectives and direct experiences with her customers so she said
we could have coffee all day, but coffee is not something to drink continuously but tea you can
drink 10-12 times depends on you, but coffee is just one cup of coffee. And you can do maybe
three maybe five, but you can also do it fifty (Betal). Moreover, some participants claimed that
there is no specific technique or secret recipe for preparing tea. Although there are many
different kinds of tea in Turkey which might require its specific methods of preparation.
However, it does not obviously exist in Turkish culture, as stated below.
In Turkish home and Kurdish home. You can always drink tea. Teapot is always ready
on the wood burning because husband can ask to drink tea all the time. (Muhammed).
There are at least 12 glass cup are in a Turk home. When guest come, we offer the tea
after lunch or dinner. It brews with çaydanlık (çaydanlık: Turkish kettle). we like drink
with glass cup. Because we like tea color (Nilüfer).
The above statements elaborated that tea is usually cooked in Turkish kettle or çaydanlık on
the wood-burning using an oxidization method, but there is no special technique is required in
this stage (Sansal, 2019). However, several participants claimed that what makes the taste
different is quality itself rather than the ways it is cooked. Therefore, quality is one of the
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primary consideration among Turkish people to consume particular tea which usually based on
brands and where it is produced. For example, Caykur which is one of the most famous and
monopolized brands in Turkey and many tea service retailers always use this brands, although
there are also the other brands, it is still not attached in customer's mind like this one.

For brewing a traditional Turkish Black tea, the tour guide brought the researcher to one of the
famous tea gardens located in the north of the city centre. He was explaining during the tour in
the kitchen while one of the employees was showing how to brew it. It is started from boiling
water in the big kettle (çaydanlık) at the stove. Then put the small kettle above the big kettle.
Putting black tea into the small kettle without water. After the water boiled, put this water on
the small kettle depends on the number of persons who will drink the tea. After waiting for a
moment until tea stays in the bottom of the kettle. Then tea is ready to be served. During the
conversation with the tour guide, the researcher wondered if there is any difference in terms of
materials of the kettle, whether metal or porcelain. He claimed that there is no significant
difference, but the metal is preferred. The only important thing is utensils because Turkey black
tea is generally drunk in glass cups rather than mugs to display the colour of the black tea,
which generally represents its quality and provides satisfaction among customers.

Figure 6: Employees are preparing tea

Furthermore, the researcher observed the menu in several tea service retailers. It was found
that there is a variety kind of tea being offered on the menu. However, there are two types only
which usually are served; Achik cai (a light tea) and Koyu cay (a strong tea). The strong tea is
less appreciated by tourists but the locals. Adding sugar is also vary depending on individual
preference. The researcher, therefore, decided to ask some participants about the representation
of local identity based on ways of drinking, noticed by eating sugars. Two participants said that
Also, about sugar in some regions they don't eat sugar, but they eat grapes, a dried grasp which
contains a lot of sugar (Mustafa). Based on the quote, it shows that people from different
regions may have their own traditions and specific preference. For example, people from the
Southeast of Turkey or Kurdish people usually drink strong tea or so-called 'Kacak'. Because
of the unique bitter flavour, they have to bite a sugar cube or eat something sweet to make a
better taste of their tea. The representative from GTD also addressed regarding these different
in practices that There is tea culture in every region of Turkey. It can also be cooked in different
ways or different ways of drinking. Example: Erzurum has the habit of 'kıtlam'. He/she bites
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some sugar cubes and drinks a sip of tea (Nilüfer). However, after the observations and small
discussions with local customers, the researcher out that the belief about putting sugar in their
mount or melting in tea could identify personal identity regarding where do they form, has
changed in the present because it becomes uncommon among people in this generation. Also,
Turks usually drink light tea, so sugar is not necessary for them as one customer informed that
Normally Turkish people drink tea without sugar. Nowadays, people start to concern about the
health issue from having tea with sugar, so we are trying to stop it. (Fieldnote, an anonymous
customer in café). Nilüfer also added that there is an exciting change regarding young
customer's preference that there is also a small difference in term of the current drinking
practices. She claimed that tea varieties proliferated and drink in the cup and young people
drink tea in a bag. This quotas signal how some details on drinking practices have changed
due to the preference of the current customer and it relevant to what as Cresswell (2015)
claimed that the environment determines society and culture. Therefore, people affect and
change their natural habits regarding the environment surrounding them.
In summary, this chapter illustrates findings based on the practices theories. The results show
how tea culture and its tradition plays roles in daily activities of people who are living in
Turkey, ranging from the beginning of the day after breakfast until finishing dinner or before
going to bed in some cases. This chapter starts from the common understandings about tea
based on the participant's perspective. Their statements demonstrate how people experience tea
differently. Some participants claimed that it is parts of their leisure activities or a
representation of their lifestyles. The other said that it is a common practice as a daily routine
which has been shared among people in Turkey. However, those agree that tea plays crucial
roles as a mediator in their communication, and it goes beyond its actual functions. Then the
discussion moved to materiality and material infrastructure in tea consumptions regarding the
three main significant elements starting from Black Tea, a Turkish Tea Set and a double boiler
teapot (çaydanlık), and brief information on the places where tea is consumed. The introduction
of black tea and its benefits in health and political-economic dimensions as a national drink
and the main export product are discussed. Then, moving on to the tea set and its utensils by
emphasizing on the origin of the Tulip-shaped glasses. The findings present that there are some
changes in the development of the utensils. Some additional element has been added and
developed for being more attractive. However, most respondents believed that local people still
prefer the traditional one because it is assumed to be authentic and offer them their nostalgia.
The nostalgia in this context refers to the sense of belonging that people respond to the tea
culture and its tradition, which attaches in tea service retailers. It also reveals the relationships
exist between the past, the present, and the future since these cultural practices and drinking
habits have been repeated within these places (Creswell, 2015; Massey, 1995). Lastly, this
chapter is finished with the practical knowledge and skills regarding the traditional preparation
methods that make Turkish tea unique but looks more straightforward compared to coffee that
makes people choose to start their business by serving tea. The results is apparent that this
method of preparation is remained performing among those tea service retailers. Although
there are currently different kinds of black tea in the local market , which are usually consumed
by a different group of customers, however, the same preparation method is are applied. The
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findings also show that although the lighter black tea is still appreciated mainly by local people
compared to the bitter one but these preferences can be integrated and share its consumption
space. Once the retailers acknowledged the changes in the current consumption. They started
to apply new strategies to value the practices and take benefits from it. Additionally, this
phenomenon leads to the change in place-making strategies among tea service retailers in
Istanbul, which will be reflected in two dimensions as an interest of this research as followed.

4.2 Foodways on Place-making:
4.2.1 Physical Dimension: Physical Attributes and Environment Settings
Massey (2005) proposed what is special about the place, is its 'Throwntogetherness'. The notion
implies a gathering of diverse entities into relation such as natural or social. These entities
come together to foster a particular place in a specific time and space. However, a human is
continuously constructing both meaning and material structure of the place. Therefore, places
are composed of very heterogeneous parts or raw materials which are also approached to be
the product of relations and connection which are always under construction, multiple and
dynamic. In the context of food, "Food can relate not just to the immediate sensory cues of
eating, but also to the layout of the destination, the events that take place in it and the way in
which food-related symbols are used in marketing and branding the destination" said Richards
(2015:3). Accordingly, a commonplace is able to become a tourist destination through the
process of place-making. Once taking about place-making, apart from a collaborative effort
from a wide range of different stakeholders ranging from institutions, planners, designers,
tourism stakeholders and governments. It also refers to the main aims of this collaboration
which is to craft the functional infrastructures and physical characteristics of a place based on
several (physical) attributes set in a particular place, as well as the meanings attached on them.
This chapter, therefore, will describe physical attributes in environment settings within the
chosen tea service retailers, which is used to characterize and assign the functions of their
retails. Therefore, the elaboration on material infrastructure as components in drinking habits
mentioned the previous chapter would be explained in this chapter.
Ambient Conditions
The first significant dimensions of the physical attributes identified by Binter (1992) is
'Ambient conditions'. This includes several features of each geographical location, such as
temperature, lighting, noise, music, and scent, which contributes to the application of placemaking practices. He mentioned that "Physical comfort (temperature level, lighting) and
responses to noise level and/or music affect employee productivity in interpersonal service
businesses which results to the overall satisfaction of the customer" (p. 67). The data in this
section is obtained from observations and interviews based on the questions about the design
and ambient characteristics of tea service retailers. Therefore, participants were asked about
their physical designs and the natural environment that affect their business, such as weather
conditions, light and noises. The rest of the information retrieved by fieldnotes in the
observation forms based on the personal interpretation of the researchers.
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i. Temperature and Weather conditions
This element plays a significant role in their business, as mentioned by two participants that
they received a lesser number of visitors during winter as well as when it is raining. Although
both of the participants are working in different retails. They similarly are affected by the same
weather conditions, but one of them could take benefits from the weather conditions.
In winter, there is a few customers. The business in winter is less but still there is
(Suleyman).
He has much more business in the summertime. People sit outside. In wintertime people
don not sit there. They come here but the climate is not very clear as summertime so
his business declines in wintertime (Mustafa).
Normally, the average temperature in winter months is around 10 degrees, but it is much colder
nights (Sansal, 2019). However, during the fieldwork was in the shoulders seasons when the
temperature gradually changed, so it was able to see people gathering in an outdoor area.
Additionally, the weather condition is also interrelated with seasons. Therefore, some
participants stated that they are directly affected by rain. The researcher directly experienced
it when visiting one of the coffeehouses on a rainy day. There were only a few customers,
approximately less than 10 people for one hour and the owner had to stop offering food.
If it started to rain, in 30 mins people will go because it is an open area. Everything
will be removed. It is directly affected by weather condition (Muhammed).
The weather, the rain effects to profit because raining for five days. They will have less
revenue but still busy. Just less than normal (Ferlet).
As mentioned above, some locations could take the benefits from this weather condition as one
of the participants who is working the traditional coffeehouse located inside the Grand Bazar
mentioned that When the weather is raining, many people stop walking on the street and pull
in the Bazar. They are full of business here (Ruzgar). Therefore, it can be assumed that there
are several contributions to these feathers, such as the location and architectural design which
will be discussed in the following section.
ii. Lighting
During the observations, it was noticed that most of the retail is designed to be a partly open
area, so they usually use natural lightings rather than artificial ones as mentioned by one of the
participants that It's a natural light the owner designed it (Okan). In fact, Quartier et al. (2014)
claimed that "a realistic lighting setting can have subtle effects on the perceived atmosphere
and experienced emotions and lighting in itself can be used to communicate a certain image"
(p.32). However, the artificial one is still needed because most tea houses and cafés are
generally opened in the buildings, so adequate lighting is the significant element for both
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visitors and employees to perform any task such as reading or working. In addition, these
artificial lightings seem to be decorated purposefully based on its functions rather than a
consideration of its aesthetic as mentioned by the interviewees. Most of the artificial light is
usually mixed between warm light and cool light, but warm light seems more obviously to be
noticed rather than the other one. Furthermore, it is supported by one of the research that
different light bulbs affect the brain in different ways which impact the consumer's purchase
decisions and comfort and customers tend to prefer Halogen light bulbs because it produces
warm, vibrant colours. (Wolff, 2014).
iii. Noise and Musical Background
Even though Binter (1992) separated noise and music from each other. However, both can be
included as sounds which is one of the powerful sensory plays roles in consumer behaviour.
The prior research on sound claimed that Music is a pivotal factor to set the atmospherics in
the business. The customer perceives the taste of our food differently. It depends on the sounds
in our environment and reacts according to the (music) sound level and tempo (CMA, 2013).
The findings show that the respondents did not recognize the roles of background music. There
is no music playing as a strategy to attract visitors or create a lively atmosphere because they
want to offer privacy and a peaceful environment for their customers. Accordingly, one of a
transformed coffeehouse to modern café, a fisherman café, assumed the noise from playing
games could disturb the other customer. That is the reason why playing games is not
appreciated here or in some places. The owner added that customers could bring their board
games, but he would suggest visiting the other café nearby instead for more enjoyment.
No (live) music and games here (Ramazan).
No, music here. People just come, chill and relax (Suleyman).
Some retail offers a chance for a local musician to visit their place and do a performance such
as a guitarist or a flute player. However, it is not usual because entertaining is not the primary
purpose of their destination. It was detected during the observations that some retails located
in modern areas played a typical type of music, ranging from local to the international song
which was personally thought that they might only play instrumental music or traditional
Turkish song. It turned out that there is no such theme or consideration for playing this kind of
song as background music in the retails.
They do not offer music but they let some individual to perform. Generally a Turkish
guitarist (Muhammed).
There is no live music here and recorded music. One in time, there was a flute player.
It is a typical Turkish style if flute called ‘NEY’ but many times ago (Ruzgar).
Furthermore, one participant from the traditional tea garden mentioned that there is a limitation
to play music due to its location, which is close to the old cemetery. Thus, people are not
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allowed to make noise within this place, as stated. No chance here because it is a small place.
There is also a cemetery here, and it is not in Turkish tradition to speak out loud or to sing. It
is forbidden (Sabahattin). Apart from the background music, the noise also plays a crucial role
in a human sensory. Although the participants did not mention it, the findings from the
observations show that there are many kinds of noise came from different sources due to the
location of those retails. Most of the chosen retails are all located in the busiest district, and
there is also market and construction sites are taking place nearby. The noise from the sites and
streets were assumed to be a distraction to the mood or emotion of the customer who needs
concentration. However, it turned out that some customers get used to the noisy sounds. They
are still able to read books, work on their laptops or perform a serious discussion.
iv. Scents
The last element in the first dimension is scents or
aroma. However, it should be noted that the data did
not obtain from the respondents directly, but it was
detected and interpreted by the researcher. There is
a familiar scent in general, coffee. Although there
are also the other scent from foods and (hot) drinks,
it is still hard to detect because the scent from tea is
very light, and most of the foods are a cold dish.
Considering the location of the coffee pushcart,
which is usually located in the of the retails. The
coffee brewer always cooks a fresh Turkish coffee
behind this vender. By putting the vender in a
specific location, Robson (1999) claimed that the
technique about a ventilating system to keep
desirable coffee smells in the space and take
Figure 7: A Coffee Pushcart
advantage of this aroma as a tool to create positive
influence from a pleasant atmosphere and attract
the visitors on the street. The next section will discuss the second dimension, which is spatial
layout and functionality. The overall layout and seating arrangement are illustrated in Table 4
in order to observe how each space in the retails are organized.
Spatial Layout and Functionality
Creswell (2015) stated that place was used to describe the location where particular function,
service and population were concentrated. However, the current attention in place studies has
moved away from this points to investigate the roles of relevant stakeholders in a construction
of places, but this research brought back this attention to see how the past embody the real
character of the place which reflected on their current functions and decorations that will be
elaborated in the following section. Based on the empirical findings, the layout of tea service
retailers is usually influenced by several factors such as the original purpose of each place, its
buildings including size and shape of the space, architectural features, the assessable to views,
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the available seating, and the location of the retails (Waxman, 2006). The most interesting
points to be discussed are how the original purpose of the retails are assigned, which is
associated with the selection on furniture and seating arrangement to contribute socializing and
to perform different kinds of tasks. Binter (1992) mentioned "if the tasks to be performed are
very complex, the efficiency of layout and functionality will be more important than when the
tasks are mundane or simple" (p. 66). During observation sessions, the researcher investigated
an overall layout of the retails to see how space is organized and how the furniture and seats
are located. In general, the original purpose of the retails can be noticed by its fundamental
functions. Initially, each of them has its specific function, but these functions are currently
overlapping. Based on the response from the participants. The retails separate entertaining from
relaxing. They do not purposefully assign the function of their places for entertainment because
it is generally for socializing and relaxing as mentioned.
It is not for entertaining, no dining but some did. They can play games here but we do
not have it. We have chess and they are playing chess here. It likes a study place. They
are doing with each other, not only for social activity but they came here for people,
playing…There are two floors here (Betal).
The function is regular to the restaurant, café and tea garden in an open area
(Muhammed).
It is a place to play games and people maybe talk about the politic and sport (Okan).
This place is to give people a place to relax and the view (Suleyman).
The main concept is not food, entertainment not at all. This only concept is a
conversation (Sabahattin).
Accordingly, these main functions play significant roles in the selection of their furniture and
seating arrangement that should contribute socialization within particular places. There are two
to three kinds of chairs commonly used in tea service retailers. The chair can be made from
different kinds of material such as the traditional wooden couches or the small wooden chair.
This chair is the traditional one that helps to keep people together surrounding the tea table.
However, one of the reasons behind this decision is a space limitation because most retail is
located in a crowded area. Hence, they usually have only one floor, or some are located in a
small alley. That is is the reason why the owners have to organize their space carefully.
In terms of the furniture, some participants said that they usually fix and reuse them to keep a
sense of authenticity while lowing a budget for the renovation or buying the news one.
Furthermore, seating preference is widely different. However, the data from the field notes
show that a couple or a tourist usually sit close to the entrance or balcony to take sight while
the group of people usually sit inside because they might need privacy. It should be noted that
the seat is adjustable, so the seating arrangement is kept changing.
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If you see the little chairs. In Turkish, we call ‘Tabule’. This is tea house where the
usual sit on this kind of table. There is not comfortable like the big chairs. Our purpose
is to keep people together. That’s why we decided to use the small chairs. (Mustafa).
This chair is 6 years old. They renew it but they are old. That means it is getting old. If
it is broken out, they will repair it and they will use it again. (Ruzgar).
Moreover, the location also plays roles in the stages. Some retail located in the historical sites
are taking the benefits from the architectural design and surrounding environment in a
particular location—for example, one of the tea houses located in the historic district of
Beyoğlu. There is the historical staircase, and their customers usually sit there. Therefore, the
owner of this retail took benefits from these artefacts by putting small chairs on it. There is a
nice traditional among young people. There are some historical stairs there. The young people
like to stay on the stairs, not on the chairs (Mustafa). This is apparent in the case of the tea
garden and the café located in the coastline of Bosporus. The retails directly take benefits from
natural environment surroundings and the unique landscape for offering the aesthetic scenery
for their customers. However, their layout needs to be adjusted to fit with the landscape, which
affects their seats and space arrangements within the retails.

Figure 8: A traditional small chair in the traditional tea house

The other significant factors affect the space design, and its arrangement is smoking habits
among local customers. The tourist guide explained that 'smoking is one of the common things
among Turkish people. If people here die, it can be assumed that it is probably lung cancer.
Thus, people always look for places that allow them to smoke in open areas when the weather
is good'. Therefore, some retail has to design a specific space for accommodating those who
prefer to smoke as mentioned by one participant that The upstairs you can smoke, but here you
cannot. There is some space to smoke outside, but it is an open area (Betal). Accordingly,
non-smokers usually sit in an indoor area or very inside the retail. However, it is not often to
see people sitting inside this indoor room during the observations because the weather was
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warm in the daytime, and people usually smoke their cigarettes. Hence, this room was
sometimes empty or occupied by a small group of friends.
Cigarette is forbidden everywhere now in the grand bazaar because it is also a close
area. You cannot smoke (Ruzgar).
When there is a closed group. They take them to sit inside (Sabahattin).
On the smoke café’s part are the one we are closed out and the very inside for the
customer who do not smoke will go there: (Ferlet).
In terms of the accessibility to available seats, although many seats are available throughout a
day, there is a peak hour when customers usually come. However, it depends on the location
of the retails and specific time of the day. For example, people usually visit Uskudar in the
evening for seeing a sunset. Some visit the tea house in a central district of Beyoğlu in the
afternoon before getting back to work. Thus, most of retails located in the busiest areas mostly
decided to open 24 hours. In addition, during peak hours, all seats are completely occupied, so
some people have to leave or have no chance to socialize with their friends as mentioned. The
reason could refer to the strong philosophy attached in their (business) culture to treat their
customers equally. There is no priority for any specific group of people, as mentioned.
When there is more customer here in summer and good day or good weather. It is busy
everywhere wherever you cannot find the space here. If you come yesterday, on Sunday
you will not find the space to talk (Muhammed).
In wintertime, people come here and if it is too cold people do not sit outside. The
capacity inside is 50 people if it is full, they go. There is no discrimination. Even the
prime minister comes here but there is no place. The owner of the shop cannot pull any
outside so it is full of democracy (Sabahattin).
Lastly, once talking about authenticity, it refers to the theories about the structure of tourist
setting in staged authenticity introduced by Maccannell (1973). The author refers his theory to
Goffman's (1959) front and back regions. This theory is decided to be included in this section
because the researcher found that it is also relevant to the findings. Especially, the case of the
coffeehouse which mostly has a distinguish layout, unique artefacts and special services - for
example, brewing or serving techniques, and the location of a mobile coffee cart. This
illustrated how the back region is brought to the front. Additionally, the preparation for food
and drinks are not only limited in the production space because customers are allowed to enter
this area to experience the preparation process as parts of their services starting from brewing
coffee until serving in the small ceramic cups. This is quite different from the other tea service
retailers that usually divide production and consumption space such as cafés or tea houses
where all drinks and dishes are prepared only in the kitchen. However, it should be noted that
this theory is not included in the theoretical framework because it is normally taking place in
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the coffeehouse, which is not our target sample. Whereas it is interesting to mention here due
to it is also related to this matter. Nevertheless, the changes in consumer's preference also
encourage those retailers to implement new strategies; transform the areas, enlarge the business
or expand their branch to the other location for accommodating different groups of people once
they received the economic turn. This data are revealed after asking the participants about the
historical information and the development of their retails.
This plaza is used to be an apartment where people live. After that is used as a tailor
house where they made clothes and also at the same time, one of the tailor house and
the other one was a bookstore. He turned this place much later into a tea shop
(Mustafa).
He opened this shop first and he designed everything. It was a small store first, just a
carpet and two table and he got economic turns and bought the other shop and
compound them together and make a bigger coffeeshop (Ferlet)
There was a smaller café here. The first picture of the café is this one here. It was it
looks like. The grandfather expand the place, made it bigger (Ruzgar)
To sum up, the findings show that those tea service retailers might have different ways to
organize their places based on their original assigned functions and the influential factors that
play roles in the decision-making on the space arrangement. For example, the characteristic of
its location, the architectural design of the building, including natural environment
surrounding, the limitation of available space, accessibility and human activities. These are the
main factors that shape the decisions on selecting furniture, arranging seats and separating
production and consumption space. This environment settings, therefore, enhance human
activities in certain directions which is socializing while having foods or drinks as
complimentary during the conversations. Furthermore, the results indicate that an efficiently
designed layout would allow people to perform such desired tasks and access to customer for
providing services. Accordingly, this physical dimension is one of the significant consideration
in place-making that associated with tea culture. Since tea plays its role as a mediator in a
conversation within the tea service retailers. Meanwhile, the spatial layout and its functionality
are supporting this role to achieve the main goals of their services.
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Table 4: The Overall Layout of the Chosen Tea Service Retailers for Observations

Kız Kulesi Büfesi

1848 by Küff Café

Caykur tea house

Munzur Cafe

Mola Kozade Kahveci

Kahveci Mustafa Amca

Employee only

Open Areas

Carpet

Water

Coffee Pushcart

Running Track

An Architectural style and Culture artefacts
As mentioned in the previous section about the relationship between past, present and future
in construction of place. Massey (1995) mentioned that the past is present in places in a variety
of ways which is open to a multiplicity of reading as is the present. It can be present in
resonance, whether actually from the past or reinserted as a self-conscious building-in of 'local
character' in the forms of words, language or names, or present in the unembodied memories
of people, and in the conscious and unconscious constructions of the histories of the place
because place as a sign of gathering of experience and histories languages and thought said
Craswell (2015) Therefore, the last dimension identified by Binter (1992) refers to the past
regarding tea culture and its tradition which have been produced in this places, is 'Signs,
symbols, and artefacts'. The data was retrieved from the observations and partly from several
interviews. By investigating their furniture, facilities, artefacts and architectural style of décor,
it revealed the vital information on how does the related strategies are made to attract visitors.
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Hence, this section will discuss two interesting points that appeared from the findings, which
are the architectural style of décor and cultural artefacts, including furniture and kitchenware.
Many different types of architectural style appeared in various tea service retailers, ranging
from Kurdish, Vintage, Loft and Modern styles. It depends on the preference of the owners or
the architects, which also reflects their background and interest. It is noticed that most of the
coffeehouse around the touristic areas of Istanbul is using the traditional Kurdish designs to
decorate their retail. In contrast, the contemporary tea house or café are usually decorated in
Vintage or Loft styles to match with the current customer's preferences. One participant
working in the café located in Kadikoy mentioned about the architectural style of décor in her
retail that It is simple, the design of the shop, our boss chose it himself, and he has a good
authenticity and decoration. He kept the building like this, and he created a good thing. It likes
it is under construction but not. (Betal)
Based on the definition of Loft, it is a term to specify a modern urban style in interior design,
characterized by an abundance of open space and industrial elements in décor. It can be noticed
by high ceilings, raw brick walls, exposed beams and pipes, cement floor (Pufik, 2017). This
style becomes a major trend and popular among foodservice retailers to attract young
customers and foreign tourists, not only in Turkey, but it is also common in other countries.
Furthermore, one of the reasons could be the lower cost of the construction because it does not
require a lot of materials and decoration. Pufik (2017) mentioned that this style mainly focuses
on practicality and creativity in terms of usage and its functions. One of the employed strategies
is creative place-making by inviting the local artists living in their areas to paints the walls and
help them to decorate their store to engage and make a strong relationship with their
neighbours. However, this particular design and strategies cannot significantly imply to all café
in Istanbul because the contemporary café can be designed in different styles and decorations
based on many different influential factors such as the owners and customer's preference, its
location and characteristic of geographical areas.
In terms of the traditional tea house, they are also appeared to be the same ways by mainly
focusing on the functions, especially the tea houses located in the suburb areas. They did not
make anything special, except cement walls painted in different colours such as green, blue or
white with small photos decorated on the walls. Therefore, the furniture they use is focusing
on its practicality. However, there are different from one place to one place such as the small
wooden chair or couches or a plastics one as mentioned in the previous section. One of the
participants was asked about their decoration, and he revealed that They just made lighting and
some chair and table here, they did not do anything in purpose (Okan). However, as mentioned
in the previous chapter that the owners of this traditional tea houses seem to realize the current
changes in the customer's preference. Rather than renovating their current tea house, but he
decided to build another one to welcome young customers while keeping their senior customer.
Hence, he added that he just opened the café nearby but decorated it in different ways to attract
his new group of customers. It's a concept cafe in a vintage style, but this one is more
traditional (Okan). However, some traditional tea house in the historical district did not
consider the specific style of décor. However, they instead took advantages of the historical
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buildings in the European styles surrounded in the location. However, he decided to
differentiate themselves by adding more features such as a small wooden chair and tea table to
represent the Anatolian culture and attract their target customers as stated The design of those.
It is a design of Anatolian culture. It usually attracts the elderly who have older ages likes 48
years old. When they come, they prefer to sit inside (Mustafa). Apart from these examples, the
tea gardens also have many ways on their architectural designs. Though, this matter is not the
main consideration for them because the significant points of their interest are the aesthetic
views and beautiful nature which allow the customer to enjoy the scenery and natural
environment such as an oceanic or mountain view. However, some tea gardens have an indoor
room which is decorated with traditional Turkish ceramic tiles. The exterior is normally fully
decorated with many kinds of plants to make shade during the daytime.
Lastly, the traditional coffeehouse
and some contemporary café, these
can be distinguished based on how
does it look and furniture. The
traditional one can be noted by a
unique Ottoman style and commonly
decorated with Anatolia or Kurdish
home décor to marketize the
authenticity of regional culture.
There is normally a coffee pushcart in
Figure 9: Kurdish Rugs which is commonly used to represent the
front of the store. However, some tea
Anatolia or Kurdish styles of décor
houses render in this style as well.
One participant pointed out that They try to market an authentic Ottoman style likes Eastern
style and services. They try to keep the authentic service and design… You can say Anatolia or
Kurdish. They want to create royalty with coffee from the Kurdish region. The specific they do
it likes the special product what they represent in their service (Ferlet). Based on these
statements, it can be noticed that what make the traditional coffeehouse in Istanbul different
from the other tea service retailers, is the cultural artefacts, especially the carpets or rugs
(Figure 10), which is generally used as table cloths or decorate it on the walls. This becomes
an important strategy to attract visitors' attention as mentioned by one of the participants who
is working in the tea stalls at the riverfront located in Uskudar that We sever customers different
from them, other cafés nearby. We put carpet like the whole, but they do not have carpet
(Muhammed). Apart from its moderate comfortability and attractiveness provided by the
carpets where the customer is allowed to sit on. These artefacts are also used as physical
boundary to separate the area of services and as a representative of regional identity to ensure
the quality of their products (coffee) and service to offer an authentic experience to all visitors
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Figure 10:The old paintings in the coffeehouse located the Grand Bazar

However, the traditional coffeehouse located in the centre of the grand bazaar, named Sark
Hahvesi Oguz Ataly shows that there is a small difference between the traditional coffeehouse
and the contemporary one. First of all, the building made from clay mixed with some cement
walls and painted in yellow colour, but it barely to see the Kurdish rug decorated on the walls.
However, it is replaced by historical painting on the ceiling. It is a similar technique to the café
mentioned at the beginning of this section. The owner of this coffeehouse keeps these historical
paintings that have remains throughout the history of Istanbul. Then it becomes the
attractiveness of this coffeehouse where tourists come and take photos of these paintings. The
last points are the kitchenware and utensils, emphasizing the typical tulip-shaped tea glass. The
artefacts have been developed for many years thought the time, and it is now considered as one
of the strategies they used to attract visitors by making bigger as mentioned by two participants.
The normal one is small but this is bigger so it started growing (Muhammed).
Normal tradition is a strong tea in Turkish culture but they make it in a bigger glass
for a lighter taste. The glass now is very small but they have a bigger glass than the
other (Betal).
These statements reflect the tea culture and the current changes in its practices in terms of
physical settings as discussed in the previous section. However, the participants did not directly
clarify the reasons for this change but it can be assumed that it is about of perception on price
compared with the quantity of the product. Apart from this, there are no significant changes in
cultural artifacts, except the utensils which become more durable and attractive, and some
elements are added for its commercial purpose. Accordingly, the past still attaches in places in
the forms of designs, decoration and cultural anticraft to embody the character of these places
while communicating the a history of interconnections with the world out there.
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Foods and Drinks Availability
In the past, there was a restaurant was selling their food and people came out from the
restaurant and went to the tea shop and drink tea. Nowadays, the restaurant they said in the
banner, restaurant + tea house + lunch so there are all together. Also, there is an international
chain like Starbucks and local cafés, a Turkish brand. There is a café everywhere. Before that,
they used to come to the café house. They used to come to drink tea in the coffee house but
nowadays everyone is offering them. That’s the effect of the tea culture (Mustafa).
The owner of the traditional teahouse mentioned the intrusion of the international chains, which
becomes famous among young Turkish people. This effects the decreased number of customers
as well as its significance in the community because there was a limited community space
where people could gather with each other to hang out and perform social activities in the past
time. However, several kinds of entertainment complex and community space are newly
introduced to offer chances for the customer to choose whatever fits with their preference.
Furthermore, the other participant from the famous local franchises named Caykur also
mentioned that the current changes in the business environment shape their company's position
in the national market as stated Caykur in Turkey is a traditional culture likes two-third of the
economics of this country from Caykur, so it is essential. It is used to be a monopoly, but now
there is another brand (Ahmet). In addition, this brand is the biggest Turkey state-owned tea
producing company that has many products such as ice tea, green tea, organic and black tea.
Their product is the main export product, so it is one of the main sources of income in Turkey
(Statista, 2020; Balton, 2019). However, they are affected by the competition with the other
competitors at both the national and international levels. One of the contributions behind these
changes is assumed to be 'gentrification' in urban areas that encourage the new private
entrepreneur to enter the market and consequently led to high competition between tea service
retailers. In order to survive in this competitive market, new strategies are required to
distinguish themselves from others. One of their significant strategies mentioned by several
participants is 'Food Availability'. According to this phenomenon, Richards (2002) mentioned
that "Our choice of food, the way we present it, the way we serve it and the way we eat it speak
volumes about who we are and our position within the group" (p.9). He added that since eating
out has become popularized in the present, the number of café and restaurant which offer
various kind of foods is increasing as well. In the case of Istanbul, there are many types of
food and beverage being served. The interviewees were asked what kind of food and drink do
they serve to their customers. The answers express the reasons why tea service retailers decide
to serve specific dishes. This section, therefore, will discuss this matter. Although it is not
addressed by Binter (1992), it is one of the significant elements in physical attributes.
Based on the findings, the tea service retailers mostly served a common Turkish food with the
different varieties of drinks that are generally offered in Turkey, such as sandwiches, toast,
omelette, and desserts such as cake, cookie or baklava. The beverages include Ayran, soft
drinks, juice, coffee, and tea. Traditionally, Turkish people usually eat Simit or Turkish bagels
with tea as a quick breakfast to go in the morning. Additionally, Simit is a skinny ring of dough
covered with sesame seed and sold in bakeries or street sellers everywhere in Istanbul.
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Moreover, there is also a traditional Turkish breakfast (Kahvalti) serving with tea as a must.
A classic Turkish breakfast consists of fresh cheeses such as feta and kashkaval, black and
green olives, white bread, preserved fruits and various drippings like honey, sweet butter or
jams, and a fresh-brewed black tea.
Food, Sandwich, Toast but no dessert. Only cookies and snacks. They sell a meatball
which is the most (Muhammed).
Tea: Herbal tea, black tea and cake. Hot drinks and toast, a cheese bread toasting.
They have 40 kind of things in the menu (Ferlet).
Apart from these common dishes, there are also other kinds of snacks, appetizers, and desserts
on their menu (Figure 12). The participants were asked about their best-seller products.
However, the answers are slightly different from each other. For example, most tea houses
usually offer snacks or a light meal while café or tea gardens have more options, especially a
heavy meal such as pasta, pizza or steak because they have more staff and a big kitchen. The
participants were asked to elaborate a difference in terms of eating habits between locals and
tourists. Surprisingly, it is clear that they did not notice any specific difference between them
because they assumed that both locals and tourists have chances to try everything. Although
they normally start with coffee, tea or food respectively. The tourist guides also added some
information based on their experience from their food tour that most tourists are unsatisfied
with a traditional Turkish breakfast, but it is still worth it to try for the food experience.

Figure 11: Example of the Menu

Concerning the reasons for offering those particular dishes, one of them mentioned that they
did not specifically focus on tourists because the locals are the main customers. Thus, their
menu is based on the local's preference. However, tourists who want to try a local culture are
also welcomed to pursuit a food experience as mentioned below.

45

We do not depend on tourist because we have our own client around but it is a
neighborhood here. They are coming here for just having a breakfast and if they cannot
sleep they come here…. I cannot say what tourists consume more because for me the
important thing. One, the first day they visited here, they had all meal here so within
seven days these day they had one coffee. And they also have a chance to try everything
because we are famous for our breakfast (Betal)
They do not distinguish that (customers). They serve everyone equally (Ruzgar).
People just came here as a tourist group just for having breakfast likes a standard. Not
a luxury but moderate Turkish food. Many tourists now are interested in our local
culture and local things (Ahmet).
Furthermore, one of the primary considerations for running a business is 'affordability',
everyone should be able to afford the price of their foods and drinks while enjoying the quality
of them. Based on the answers from the participants and observations, the average price per
cup is around 4 Lira. However, some café offered unlimited Turkish tea as a complementary
option when ordering the main dishes.
The price is quite regular. Also, rich and poor people can come here…. People can
come here very easily. People do think they will be screwed or not. Because of the price
is just 4 Lira. They do not worry if they have to pay a high price. If the bill is very high
but they still feel comfortable because the price is very regular (Sabahattin).
The price is reasonable price. Four Lira per cup (Ferlet).
We have really cheap price. The quality here and the price are match (Betal).
The findings show that some of them focus on Westernized culture by adding Western dishes
which are offered to attract tourists but also enjoyed by the locals. For example, local chain
retails, named Caykur teahouse, is selling different kinds of the bakery in Western styles such
as doughnut. Although this teahouse originally sold tea only, the increased number of touristed
gained their awareness to add the additional dishes as mentioned that They also have a dessert
to be served like a doughnut or global things. Likes commodified into the global (Ahmet).
In terms of drinks, there is a variety kind of drinks offered as well, but it was found that most
tea service retailers typically use the same brand, Caykur. Based on the availability of their
products, the traditional tea houses focuses specifically on tea. However, they also have more
than one kinds of tea to offer the different preference of their customers, ranging from a light
tea, a strong tea, a milk tea, a herbal tea, a fruit tea, ice tea and an instant teabag. However,
flavored tea is not considered as a tradition in Turkey, and Turkish people barely drink it. Also,
the fruit tea (so-called Oralet) which is a tea with flavours such as orange, apple, lemon, and
cherry becomes common nowadays. The Oralet has a bright colour with a fruity taste that
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appeals to tourists as well as Turkish herbal tea likes Apple tea, pomegranate, and chamomilla.
This tea is also not common in Turkey, but it is technically produced for tourist consumption,
although it turned out that young Turkish are also interested in this kind of tea. Therefore, those
retailers need to extend their product line by having these teas in their menu.
Moreover, there is also the other type of black tea in Turkey, namely Kacak Cay, Istikan or
Smuggle tea which generally refers to Iranian and Ceylon Teas. The name illustrates the origin
of the teas which are imported from the outside of the country illegally. The smuggling of these
teas has reached incredible levels due to the high demands and interest rates. Therefore, it is
recognized as an illegal product, and there is news regarding this issue. However, the researcher
did not experience this tea directly during the fieldwork because most participants did not
mention precisely about it and some avoided talking about this issue. However, they focused
more on its characteristic that makes this tea different from the Turkish black tea. However,
the research found out further information later that there is a brand for some of these smuggle
tea which is being recognized in the local market such as El-ruha which is Ceylon tea. Although
there is a legal product in the market, illegal trading still remains until the presents.

Figure 12: Oralet and Apple tea (NYT Blogs, 2018; Hazer Baba, 2020)

Lastly, some participants raise a concern regarding 'a coffee turn'. Additionally, It should be
noted that coffee arrived in Turkey before tea. However, the preference for coffee is kept
changing, but it still attaches to Turkish culture. Although it was declined in the past years,
young people nowadays started to raise its consumption again as one of the interviewees said
that People drink more tea, but nowadays it is more coffee turn (Muhammed). This
phenomenon can be noticed by the number of people sitting in Starbucks or the international
café brands. Moreover, there many types of coffee and brewing techniques being offered,
which interest not only local people but also tourists who want to try a new experience. This is
a significant difference from Turkish tea which does not require any special techniques, and it
is considered as a standard drink. However, coffee is usually considered as a special treat which
is needed to be presented in creative ways to attract customers for providing an immersive
experience. In particular, a Turkish coffee which has a reputation as an authentic Turkish drink
due to its unique brewing technique that makes it different from the other type of coffee. It
makes the coffee more exciting and recently becomes popular among foreign visitors.
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In summary of this chapter, The results based on the three physical dimensions in the
environment settings by Binter (1992), show that these dimensions corporate with each other
to characterize the suitable environment for enhancing a different kind of activities that
interlink with tea drinking habits. The first dimension regarding ambience conditions was
found to be less significant based on the entrepreneur's perspective. However, the research
found that this condition plays a crucial role to shape the other dimensions and vice versa. For
example, the weather condition in winter pushed the owner of the tea garden to build the indoor
areas to accommodate their customer rather than closing down throughout the season, the level
of natural lighting that affects the efficiency to perform some specific tasks. Eventually, café
and tea house considered adjusting the illumination inside their store. However, physical
settings are indeed enhancing the atmosphere and environment surroundings. Accordingly, the
latter two dimensions are receiving more attention because they can be used as strategies to
formulate new features of the retailer. The features may alter the description, definition, and
identification of the place. These changes are for characterizing their retails to be more
meaningful and attractive that can distinguish themselves from the other competitors (Massey,
1995). Additionally, this phenomenon is reflected in how the owner designs their space and
decorates with several furniture and cultural artefacts to communicate the local culture with
customers through environment settings which are associated directly with tea culture and its
tradition attached in the places. The alteration in physical attributes is supporting the roles of
the tea to offer the customer a place for socializing while providing memorable services.
Meanwhile, physical attributes would enhance people to achieve for doing their tasks.
Accordingly, the findings are relevant to what Binter (1992) stated that "The physical
environment can serve as a differentiator in signaling the intended market segment, positioning
the organization, and conveying distinctiveness from competitors" (p.68). Several examples
are illustrated in this chapter such as the small wooden chair to keep people together while
maximizing the available space within the small areas or the decoration of the wall using
traditional rugs or paintings which are usually used in a traditional coffeehouse. However,
some of the modern cafés also render this strategy because it can communicate their
authenticity through physical environment and services.
The additional dimension outside the chosen theory is 'food availability'. This dimension came
from the concept of foodways, and it was found that it is also taken into consideration by many
tea service retailers. Furthermore, it also reflects on the concept of time-space compression
from Massey (1994) when people across the world are homogenized their preferences as well
as the similar appearance of places. The strategy on food availability is currently applied for
extending the product line to be much more variety while adding western cuisine to appreciate
foreign visitors. The results disclose that there are many kinds of soft drinks as well as tea are
being offered. This phenomenon illustrates that the owner of these retails currently target young
local customers. This is assumed to be the reason why some traditional teahouses and
coffeehouses created new branches for accommodating the group of the customer because the
traditional one cannot satisfy their preference anymore. Also, the rising demands of coffee and
the intrusion of many competitors become challenges that drive them to initiate new strategies
for surviving in the market. Therefore, the results show that each element are integrated to
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configure the environmental settings for assigning a particular function while crafting the
physical characteristics of a place, as Binter suggested. However, the examples of these placemaking strategies present that the owners of the chosen tea service retailers mostly consider
physical settings as an essential tool to represent the national and local culture associated with
tea drinking habits. The environment settings help these retail to represent the quality of their
products and services and authentic food experience. The changes will consequently
communicate the current functions of each retails and contribute people to perform different
kinds of activities. Eventually, these phenomena show that places are constantly being
recreated and subtly changing because people living in place continuously materialize the
entity of the places and the meanings attached in the place, therefore, have shifted over time.

4.2.2 Social Dimension: Typologies of Activities in Tea service Retailers
Place is constructed out of interrelations, the simultaneous co-existence of social relations and
interactions, so it is a process, conceptualized in terms of the social relations they tie together
(Massey, 1994: 80). Without people being in place, place will not exist because place is socially
constructed. Activities and the form of human life and culture are formulated in place for being
in the world. Environmental surroundings will determine society and culture, and people will
adjust and change their natural habits regarding the environment where they belong (Creswell,
2015). However, people may experience particular places differently, which reflects on how
people interact with places to create the individual meanings attached to them. Accordingly,
this chapter will focus on human activities take place in tea service retailers that associate with
tea-drinking habits and interaction between people using the theory from Gehl (2011) regarding
the typology of (outdoor) activities in public space. The findings show that customers and
employees could perform more than one type of activity within one visiting. For example,
eating and chatting, taking sights and socializing with friends or doing it all together at one
time. It depends on the characteristic and assigned functions of each place that influences on
certain activities. Therefore, this chapter will illustrate all relevant findings from the interview
and interpret the data to examine each type of activity from the statements. During the
interviews, the participants were asked what customers usually do when they visit their retail.
The answers are slightly similar to each other, as mentioned below.
Here is just a place where people just drop by. They come, eat and for a conversation
with friends (Ahmet).
They just sit here, spend their time and drinking the tea…The young people come to the
tea shop and they just sit there to make a conversation with their friends (Mustafa).
This place is to give people a place to relax and the view. They generally have an artist,
painter and some actor often come here and they also have a conversation with guests
so the place is for socializing (Suleyman).
Common activities: Based on the statements, this type of activity includes sitting, eating and
drinking. However, the observations significantly show that there are more than these three
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activities, for instance, some customers visited the retail for having breakfast or lunch with a
glass of tea while they are waiting for friends to come around. Some people stopped by to grab
some food or take a break on the way back home while smoking cigarettes. Additionally,
Turkish people usually are smoking. They tend to stay in such areas which allow them to
smoke. Therefore, people usually choose to sit in front of the store, as mentioned in the previous
chapter on spatial layout and functionality. Gehl (2011) supports that 'if there is a choice
between sitting in a private backyard or a semiprivate front yard with a view of the street,
people will often choose the front of the house where there is more to see'. On an employee's
side, many kinds of necessary activities happens in place due to the roles and responsibilities
in the business. For example, welcoming the guests, taking orders, cooking, serving food and
checking. These are common activities that characterize the main characteristic of each tea
service retailer. However, this kind of activity is overlapped with social activities because the
employees have to interact with customers.
Optional activities: The above statements also show that some retail contribute to optional
activities based on favourable conditions that allow customers to perform specific tasks. Gehl
(2011) mentioned that "optional activities" bring people together in a place where such
activities are taking place such as having a meal, listening to music or participating in a playful
activity such as dancing. This types of activity, therefore, include passive or active engagement
with the physical setting and contributes to the quality of space. In this case, the usual activities
based on the findings are relaxing and taking sights. However, people naturally have different
ways to relax such as reading, listening to music, playing phone, writing books, studying or
working on their own. Thus, some retail provides the charging slot for their customer for
charging their devices, but it barely to find any retails that offered free Wi-Fi. Accordingly,
one participant considered her café as a study area where students go there and spend their time
on self-studying.
They can play games here but we do not have it. We have chess and they are playing
chess here. It likes a study place. They are doing with each other, not only for social
activity but they came here for people, playing. There are students, are working there
and for translation for their big book…They are chatting, working , writing, studying,
playing chess. Pet, people can bring here cause we are pet-friendly. There are street
dogs and cats around (Betal).
The suitable physical environment and unique geographical characteristic contribute these
activitiesthat. It allows visitors to enjoy the scenery while performing their preferred tasks.
Therefore, location and its neighbourhood play roles in place-making strategies at this stage
because it directly influences customers, especially tea gardens and cafés on the rooftop located
in the tourist areas of Sultan Ahmed and the other one in Uskudar. Due to the aesthetic view,
people visit these places for photographing as mentioned by one participant who works in the
small café located in Uskudar where the Maiden tower is standing right in front of their store
mentioned that. People come here to take photos. Sometimes they want to charge some money
for taking a photo, but it is for fun (Muhammed). He added that although we could see people
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come here throughout a day. However, peak hours are in the evening, especially before the
sunset because people want to take a photo with one symbol of Istanbul with a sunset
background as saw from social media. Accordingly, tourist landscapes become represented as
objects for interpretation. Feelings, meanings and values are rendered into words and images
based their experience of landscape and shared it online with other people (Minca, 2007).
Despite this impact, the manager of a tea garden admitted social media becomes one of his
strategies as mentioned Social media is so important for PR, we also use social media to
announce our services, but more important thing is being spoken by everyone… we are trying
to keep the historic fabric as well as bringing new social and technological innovations (Safa).

Figure 13: People are taking photos as same as the photos on Social Media

This phenomenon indicates how they advance in communication technologies allows people
to communicate instantaneously with those who are living in the other geographically distant
and to be co-present in a distant location (Massey, 1994). Social media is the product of this
technological development that plays a crucial role in marketing activities among various
business nowadays. According to the findings, one participant also pointed out that customers
are generally influenced by the information received from the internet and follow the
influencers. Therefore, once customers visited his retails and shared their stories online. They
help the retail owners promoting the place and local tourism. Liu et al. (2014) explained this
phenomenon that posting images of food online comes to influence the choice of food tourism
destinations. It show that consumer becomes much more actively involved in encouraging the
other tourist to visit the same destination and behave in a similar direction. However, Massey
(1994) claimed that a different social group might be influenced by this phenomenon
differently depends on their positionally that link people and places with one another. The
current phenomenon also illustrated Tea culture and its tradition in Turkey are being
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commoditized by tourists and visitors to produce and reproduce the gaze through their photos
or comments uploaded on social media. Many tourists were preparing camera gadgets and
making scenes for a photoshoot while some were taking a selfie or making a video call with
their friends to share their memory. Moreover, there were many couples visited the place for
dating due to romantic scenery right in front of them. Nevertheless, this public harbour allows
many merchants to sell different kinds of products such as flowers, snacks, and Shisha.
Since physical settings provide a favourable environment to do various activities, some people
come to this place to perform other recreational activities such as jogging, fishing, or
performing a show. Some people visit the harbour with a tourist guide who was guiding the
other tourist within a particular place. However, these activities are limited by time and seasons
because it is an outdoor area that is directly affected by weather conditions. One participant
claimed that they have to close down their business temporally during the winter season
because people cannot stay outside the shelters, so the number of visitors decreased. Gehl
(2011) stated about this phenomenon that optional activities are more sensitive to physical
conditions. Thus, by providing a chance for doing the optional activities within the appropriate
physical conditions will contribute to the vitality and liveliness of the city and particular places.
Apart from these mentioned activities, the other famous activities among Turkish customer is
playing board games such as Chess and Backgammon. Some retail offers these games as a
strategy to attract visitors while some allow customers to bring it along with them. In contrast,
tea gardens mostly do not allow to do so because their places are dedicated to a family
gathering. Therefore, there are several interviewees mentioned.
Only Backgammon for only inside. If you play Backgammon is very loud. That is why
if you play outside, some people will be disrupted. (Mustafa).
Playing cards is prohibited here because it is in historical place. Maybe one once a day
some local play Backgammon. The tourists do not play anything. And they usually serve
tea and coffee (Ruzgar).
During the observations, the researcher was tough to play Backgammon by the waiter.
However, the languages barrier made the conversation difficult, so he decided to show the
tutorial video instead. It is relevant to the above statements that local visitors play this game
rather than foreign tourists. The findings also show that people prefer to play this game,
especially on the weekends. There is no significant difference in gender because both are
playing, although the number of male visitors is slightly higher than women. One significant
point to be noticed here is that playing games should be included in social activities because
people are socializing with each other while playing the games.
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Figure 14: Customers are playing Backgammon

Resultant activities or so-called Social Activities: Gehl (2011) mentioned that this activity is
dependent on necessary and optional activity. This kind of activity refers to an interaction
between actors; between host (employee) and a guest (customer), and between customers. It
can be referred to as offline and online interaction since social media plays significant roles on
both sides, the business itself and customers. It can be noticed from the above quotations that
most of them are 'having a conversation'. Hence, this is the primary function of tea service
retailers. The scholar, Oldenburg (1999) mentioned that this type of activities happens typically
in a third place such as restaurant, bar and café. The owners, therefore, purposefully offer their
place for the community for socialization. Regarding the interaction between host and guest,
the findings show that employees are assigned to welcome or approach the visitors. However,
this is common only in some cases because the small retails normally operated by family
members, so there have few employees to work for them. Accordingly, customers have to place
the order at the cashier or search for the table by themselves. Once the owners or tea-waiters,
‘cayci' met customer they are familiar. They usually greet each other in Turkish tradition and
have a conversation with each other. However, once asking them about the attitude towards
tourists. Participants answered there is no discrimination because they serve every customer
equally, and local customers help them to communicate with foreign customers. Also, they do
not see any difference between the local and foreign customer, but some participants revealed
that personal attitude towards a specific group of customers, Arab tourists as stated.
Because we do not speak English, so local people help us to communicate with tourists.
There is no conflict between them (Suleyman).
Turkish people like tourists. They do not discriminate. Sometime Arab tourist might be
noisy because the Arab languages but they try to integrate to us (Ahmet)
There are so many Arabic tourists. I knew many tourist guides but they are running
without the job because they are running out properly. (Sabahattin).
It is not something but they are always crowned and loudly and some kind of disrespect
and they would like to buy everything, eat everything and behave like that. In this place,
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they do not mind people around. And it is not because they are Arab so we do not like,
but if you do the same, I will not lie you too (Betal).
Since the number of Arab tourists sharply increased, the retail owners have to recruit new
employees who can speak Arabic. Although they acknowledge that their customer can speak
English, but the major problem among employees is communication in English as well. Apart
from physical activities such as greeting and having a conversation or further activities
performed in person. Online activities should also be considered as social activities since the
owners started to communicate with their customers by using social media such as websites,
Facebook and Instagram, as stated by one participant that Yes, I think we have an Instagram.
We are working on it. Maybe we have a Facebook, but it does not work. People use Instagram
mostly (Betal). The owners of the other traditional tea house also shown his Instagram account
for promoting his place. However, he said he did know that much about it because his son is in
charge. Moreover, some mentioned that they asked the customer to review their retails. These
reviews and photos uploaded on social media with hashtags will attract the other customer to
visit these public spaces (Gehl, 2011). These findings substantiate that most tea service retailers
have started to go online and kept updating their profile to promote their business. However,
their business is still operated in traditional ways.
They are coming because there are a tourist information and they have our name there,
but we do not make an advertisement because it is huge(cost). If you suggest us it is
enough (Betal).
This café is so well-known in a certain level. Everybody knows this café because it is a
very old place. They are on TripAdvisor, but they did not put any afford. People are
just advertising by themselves (Ruzgar).
They generally share when they put the coffee in the cup likes story how they present,
how they welcome customers. They will share the story and stuff (Ferlet).
The last point is about the interaction between customers. The general activities in tea service
retailers are different in each retails. However, the common activities are studying with friends
and having a small meeting for working outside the office noticed by their laptop put on the
table facing each other. This activity normally happens in the café rather than the other kinds
of tea service retailers. Nevertheless, a group of a young teenager or a family with kids usually
are found in the café and tea garden. Occasionally, there were some special events such as a
birthday celebration or a small party. Thus, this could refer to the term 'co-working space'
where people are sharing some space for performing their desire tasks. This occasion allows
people to share opinions and meet up people who have the same interests.
To sum up this chapter, the findings based on the theories from Binter (1992) and Gehl (2011)
ensure that particular spaces become meaningful and attractive when each type of activities
occur in combination because each of them incorporates and contributes each other to
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characterize the feature, usage, and functions of particular places. Hence, the integration of
each component of places contributes to the construction of these food tourism destinations.
The empirical findings indicate that social activities play an active role in the creation of
Teascape in Istanbul due to it is related to cultural practices associated with tea drinking habits
among local customers. It is the main reason behind the decision on the current place-making
strategies which are employing in tea service retailers. Additionally, this service retails are
existing and continue developing because of the tea culture and its tradition that encourage
people to gather with each other in specific places outside their home. Respectively, it influents
how these retail design their environment to support the roles of tea and its culture, which
attaches in the daily lives of people in Turkey. Accordingly, the results show that Spatial layout
and functionality, and an Architectural style and culture artefacts are directly associated with
tea culture. These become the main consideration in place-making strategies in term of physical
attributes for crafting the characteristics and actual function of their place while communicating
the cultural value of its practices through the attractive decorations and facilities. However,
these two dimensions in physical attributes are directly influent by natural environments.
Meanwhile, the environment settings also enhance the ambient conditions and contribute an
attractive atmosphere within the retails. Furthermore, food availability is also one of the crucial
strategies to attract current customers since tea becomes a tourism attraction as well as a
primary product in the services. Foods, desserts and a variety of drinks, therefore, become
complimentary along with the tea to appreciate the visitors. Lastly, the results in term of social
attributes ensure that resultant or social activities become an objective of their services besides
the main activities to offer foods, drinks, and small entertainments as well as providing a space
for socialization. Also, the emerging of social media that plays significant roles in traditional
business and people's practices. Accordingly, an integration of these crucial resources
including natural, human, cultural, historical, infrastructure transformed this third place into a
consumptions space for tourists while having tea and its tradition as attractions to offer specific
food experience (Vengesayi et al., 2009). Eventually, the formulation of this micro-destination
maintained the value of tea culture and turned them into a tourism destination for promoting
this local culture while offering specific food experience (Stăncioiu, 1999).
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Discussions and Conclusion
~ Beyond the boundaries of tea glasses and the place where tea is consumed ~

Figure 15 Old Tea in Anatolia (Eckhardt & Hagerman, 2012)
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5. Discussions
The main research objective of this research is to understand what place-making strategies
associated with tea culture are being applied for attracting tourist in tea service retailers located
in Istanbul. The research aims to provide answers to the research objective and research
questions that have been drawn up in the introduction of this thesis. Based on the analysis of
the in-depth interviews and observations, an answer to the research objective and questions is
provided here. The findings are discussed based on the chosen literature. Tea culture as a
product of a third place for the development of urban tourism.
i. Tea and Tea cultures are an attraction for developing urban tourism.
Practices theory regarding drinking habits is applied through the theoretical lens of foodways
to discover the roles of tea culture in Turkey, which became the dominant factor in everyday
life and place-making strategy of tea service retailers. The data from several interviews
supported by observations for answering the main research question and the sub-question about
the tea culture and its current practices. The findings allied with Williams et al. (2012) which
illustrates how tea culture in Turkey shapes the demand for tea production and consumption in
household level, tea service retailers. Also, the meanings attached to black tea, including
preparation styles, and drinking practices, as well as the places where tea is consumed and its
traditions, are formulated (Massey, 1994). The main contributions to this phenomenon are
place-making strategies, and marketing activities employed in tea service retailers as well as
the roles of relevant actors in this food tourism destination – such as employees and customers
themselves along with other actors in the tourism industry in Istanbul; policymaker,
municipality, and the other related business. The wide range of collaborative efforts, therefore,
craft the functional infrastructures and physical characteristics of this third place and attach the
meanings within them. Furthermore, these actors also play vital roles in a decision on food
choices available at tea service retailers regarding the demand for consuming particular
products. Accordingly, it reveals the roles of the food business owners in shaping the overall
environment within food tourism destination through several strategies, not only for advertising
local culture and branding the city but representing the symbolism inherent in existing
foodways and communicating the meanings via physical settings and their services. The
findings also ally with (Alkon et al., 2013) who pointed out that the main limitations for
initiating new decisions in place-making are about price sensitivity among target customer to
afford products and services, followed by consideration on quality and experiences. In the case
of tea culture in Istanbul, although the chosen tea service retailers are located at the touristic
districts, surprisingly their target customers are locals. One of the reasons can be indicated by
the number of tourists which started to decrease in the last couple of years due to political and
economic stability such as two general elections, the Kurdish problem, the Syrian war, and a
bombing in Ankara (YETKİN, 2016). These were major problems in Turkey that affect the
tourism industry in general. Hence, most participants expressed that they cannot only depend
on tourism. Thus, their current strategies are based on local customers. However, there is a
fragmentation in tea culture among local people, by considering ethnographical information on
each district in Istanbul, it shows that there are many different ethnic groups has settled down
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in the city. People might have a different preference and perspective towards tea due to their
original environment and particular society where they belong (Cresswell, 2015). However,
the dominant culture of tea and its tradition are widely shared among the different groups of
people resided in Istanbul. Hence, it can be assumed that tea plays its role in holding this social
fragmentation together as it brings people together into one place although there are some
changes in its traditions and drinking habits as many scholars stated that food and its practices
are not static which is always unstable and flux as well as the place where tea is consumed
(Massey, 1994; Williams, 2007). Therefore, there are several examples in the findings
illustrated this phenomenon, such as the current changes in food availability, the designs of the
environment settings within the consumption space, and drinking practices. Accordingly, this
shows how tea and its culture has gradually changed and integrated with other or new cultures
(Williams, 2007). One of the more apparent examples can be noted on how the belief in
traditional drinking practices, tea manner, and preferences across generation demographics
have changed. It is the reason why some tea service retailers have to develop their recipe by
mixing a different kind of black tea and adding the new menu on the lists. Additionally, some
type of tea, especially Kacak cay, produced a strong taste which is not preferred by people who
live in Istanbul generally as well as tourists. However, there is still a group of people who
appreciate a bitter taste living in this area as well. It illustrates how foodways offer a chance to
open up spaces for (marginalized) identities to generate a sense of self-agency and difference
with transformative and productive potential by integrating itself with the dominant culture
(Williams, 2007). It is what Maller (2015) termed 'the carriage of practices' which occurs when
people continue performing their practice from another time and place in a new location by
incorporating the changes in elements of practices into the existing one. Furthermore, concerns
about what (Williams, Crockett, Harrison, & Thomas, 2012) proposed that foodways are
usually applied as a strategy for promoting rural gastronomy tourism. However, the results
would argue that this strategy is not limited to be used in specific geographical characteristics
because of the mobility of foodways that mobilize tea culture to spread around the country.
Hall & Sharples (2003) supported that the mobility of migrant or ethnic populations contribute
to the demand for a wide range of cuisines and food availability.
Accordingly, Richards (2002) claimed that due to an intersection of different cultures enhance
people to acknowledge new culture. However, the results from several conversations with
locals present that people in Istanbul still attach with their own culture and preference. Thus,
some kind of tea is still perceived as uncommon for some people due to the differences in tastes
such as green tea, white tea or milk tea. Even though this tea is not famous among locals, but
there are still provided in many tea service retailers in Istanbul including a large variety of
western desserts such as cookies, cakes and doughnuts to appreciate tourists as well as some
local customers. It significantly demonstrate the influential roles of (foreign) tourists who
create impacts on the foodways by continuing eating in their familiar ways which results in the
global exchange of foodstuffs in the places where they visited. This is a usual phenomenon due
to the characteristic of this city as the most prominent tourist hubs dated back to its history.
Hence, there is no doubt on how the globalization has influenced tea and drinking practices
before the foreign food is incorporated into local foodways. Eventually, these foods have been
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gradually recognized as the traditional food through the process of localization through the
mechanisms of cultural exposure and appreciation within the new generation of the local
populace. According to the situation, the other ongoing processes, the integration, and
disintegration, proposed by Maller (2015) are in parallel because some new elements of
practices are successfully integrated with the existing one while some are not.
Tea-drinking habits are a matter of Turkish culture. It is relevant to patterns and regularities of
everyday life among local people, reside in Turkey (Murcott, 1982). This habit conveys the
meanings attaches to tea, and consequently reflects social identities, sense of belongings as
membership within social groups, and the structure of social relationships in the society.
However, the changes in its consumption shifted the definition of tea into an element of
lifestyle which contributes to creating substantial opportunities for the existence of tea service
retailers. Therefore, tea and its tradition reveal its roles to accompanies the urban development
associated with the construction of Teascape in the city to produce and reproduce this practice
and maintain its cultural value. These tea service retailers emerge as public space in an urban
setting, which represent as an actual element of modernity and the urban experience of the city
inhabitant. The influx of these places always rearrange the urban space and transform the
sociability. Hence, these places are holding multiple ingredients of identities layered with
different sets of linkages in the interconnected history. Once this places turned into a tourist
destination, foreign tourists might visit this place and presume this habit as an authentic food
experience because tea and its tradition automatically commoditize itself into a tourism product
in its own right (Hall & Sharples, 2003). Tea and its traditions become a part of the overall
attractiveness of a particular location and tourism experience. According to the process for
constructing these places, the authors (2003) proposed that physical setting and atmosphere
appear to be significant.
ii. SQ1: An integration of each elements in place is always required.
The findings in this research are in line with Richards (2002) due to the appearance of tea
service retailers offers a total package of food, entertainment and atmosphere in the
development of gastronomic experience within a particular location. The research has found
several place-making strategies regarding physical attributes based on the chosen theories,
Binter (1992). The findings show that those three elements influence each other. For example,
Ambien conditions play roles in Spatial Layout and Architectural styles. On the other ways
around, these two contribute an adjustment of ambient conditions for creating an attractive
environment. However, there is still some limitation which is not addressed in this theory. One
of them is the aspects of ambient conditions. The author mainly focuses on the artificial
environment. However, the tea service retailers mostly take advantage of the natural
environment such as temperature, sounds, and scents. Few retailers considered it by turning
the local instrumental music for enhancing the lively atmosphere, which is rarely to be found.
Instead, these retail are affected by the natural ambient conditions such as noise from the street,
raining, low temperature and natural lights. Those tea garden and café operated in the outdoor
areas; they are directly affected by this natural circumstance. Based on the assumption from
Cresswell (2015) that place are carrying space within them with the room with boundaries,
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including its meanings material structure of place which is constructed by a human. Therefore,
Spatial Layout and Functionality are adjusted to enhance the physical comfort from ambient
conditions. For example, some tea garden decided to open indoor areas to accommodate people
in winter. There are smoking areas in front of the retails for air ventilation—furthermore, the
small wooden chairs which are used on purpose for keeping people together. Also, keep the
room for the employee to move around within the small areas. However, some retailers decided
to use the modern couch to provide their customer comfortability. Also, the location of coffee
pushcart in front of the retails produce coffee scents to attract tourists on the street.
Furthermore, some retail decided to extend their branch or add additional floors to
accommodate the different groups of customers who visit the store with different purposes
because some customers may require privacy or private areas for arranging a meeting outside
their office. Thus, it can be seen that the spatial layouts play significant roles to indicate the
specific functions of each retails. For example, some visitors are for taking a small break, and
some are for taking sight or spending a couple of hours having food with friends or family.
According to this, it supports what Binter (1992) said about the importance of an efficiency of
layout and functionality that influences a possibility to perform the task as mentioned that it
becomes criteria when people need to perform a very complicated task as well as under time
pressure. However, this statement cannot apply during peak hours when people tend to take
whatever they could. Otherwise, they have to go somewhere else, which might not be
convenient for them. On one side, the efficiency of the layout will keep a space for the
employee to reach their customers when serving foods or servicing.
The last dimension is Architectural design and Cultural artefacts or 'Signs, Symbols, and
Artifacts' (Binter, 1992). It could be one of the only apparent dimensions that directly represent
the concept of foodways which are reflected on the furniture and amenity they used, ranging
from the styles of décor, table, wooden chair, board games, painting, and utensils. These do
not only represent a national or specific local identity, but it also reflects on eating and drinking
practices in Turkey which are tied into the designs of tea service retailers. Hence, everything
comes together to construct this place makes this place as a sign of gathering of experience and
histories languages and thought (Craswell, 2015). However, some tea service retailers can be
included in this statement because some modern café did not consider authenticity rather than
attractiveness from a modern perspective. The only place where cultural signs of the local
culture are explicitly represented is (traditional) coffeehouse which is usually decorated with
rugs in Kurdish styles to communicate the quality of their coffee because the famous coffee is
originally from there. This finding is in line with what Richards (2002) claimed that the way
in which people use cultural signs is often specific to their own culture, which is easy to be
reproduced, standardized and globalized. Lastly, the availability of food is not included in the
theory. However, it is the most identifiable strategy that reflects on the current foodways
because it indicates what and how particular tea is being consumed and how this tea culture
has changed throughout history. Accordingly, based on the theory from Binter (1992), physical
surroundings is not only crucial in service settings that influent on interactions between and
among customers and employees, but it also takes place in communicating a particular image
and purpose of each retails to customers. This enables customers to categorize and distinguish
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types of tea service retailers based on their environmental cues. Therefore, most customers,
especially locals will be able to understand what tasks or activities are allowed to perform in
such places as well as do they belong to those retails by noticing the purposeful design of the
retailers. It also reflects on the current functions of each retails, but the findings evince that the
primary function is still for social gathering. However, the specific functions are currently
overlapping. It corresponds to what Richards (2002) explained that the creation of specialized
settings within tourist consumption space is parallel with the process of de-differentiation of
work, leisure and holidays that turning holiday environments to become a part of our everyday
lives. It consequently reflects on people's activities happen in tea service retailers nowadays.
iii. SQ2: Social Activities is A Top Priority in Place-making.
Apart Apart from the physical attribute, places are also constructed out of articulations of social
relation in wider contacts (Massey,1995). People may interact with the places differently
depends on their level of engagement and meanings assigned to the places. This research
applied the theory from Gehl (2011) to investigate the social dimension with tea culture. The
author claimed that cultural practice could be reflected in human activities. The findings from
the observation on the interaction of employee and customer, and between customer
themselves significantly show that the resultant or social activities play crucial roles under the
conditions in environments settings, and also directly associated with the roles of tea as a
mediator in conversation or social gatherings. In addition, people commonly perform multitasking in one situation and participation is necessarily required within this third place
(Oldenburg, 1999). Thus, both actors need to interact with each other in some chances.
According to an application of the theory, it seems appropriate with this study. However, there
are limitations regarding the main focus on the outdoor activities in public space such as parks,
avenues or streets. Thus, it can be argued that there might be differences between indoor and
outdoor activities. However, the researcher believes that it is applicable to be applied for this
research because the characteristic of tea service retailers as a public space that can be both
outdoor and indoor. Thus, this theory is included in the theoretical framework.
To discuss the findings, respectively, the results support the assumption of the chosen theory
regarding the influence of physical environment on (outdoor) activities. According to the three
main categories, Necessary activities seems to play a significant role in the employee rather
than customers because the employees perform such tasks because it is part of their duties
while visiting this tea service retails is optional for customers. Moreover, since the author of
this theory mainly focuses on activities that happened on the street, especially those activities
associated with walking. However, in the context of tea service retailers, those employees have
to perform several activities associated with walking in the limited areas as their duties in
providing services such as welcoming guests, taking orders, serving foods. Hence, their
activities are also directly incorporate with social activities. It also happened in the same
scenario with the customer in which Optional activities influent on purpose for visiting this
particular public space for recreational purposes in order to perform such tasks individually.
However, this activity sometimes needs to associate with social activities to a greater or lesser
intensity based on the customers need interaction with employees or perhaps the other
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customer. Therefore, the findings support what Gehl (2011) mentioned that social activities or
"resultant" activities evolve from activities. It links to the other two activity categories by
developing in connection with the other activities because people are living in the same space,
so there is a possibility to participate with each other. Hence, these activities intertwine in all
conceivable combinations. Accordingly, this is one of the confusing points when conducting
observations because the research aimed to identify each category by category, but people
naturally perform more than a single task. Furthermore, by terming 'resultant activities' as
social activities usually confuse the audience because the other categories can be seen as social
activities as well. Thus, it would be suggested to notice individual activities or co-creational
activities when we need to identify each of the activities within these three categories.
Accordingly, recreational activities in this research, people usually perform it independently,
such as reading, listening to music or working on their own as well as necessary activities.
However, the activities in this category are eating, drinking or sitting. Local customers and
foreigners may have a different purpose because foreigner might want to try local food for an
experience. In conntrary, some locals might visit this place for relaxation. This demonstrates
an overlapping within the theory when applying in this research. Thus, the next research could
emphasize this issue by using quantitative research with a different group of customer to
investigate their motivation. In sum, the overall findings regarding outdoor activities in public
space provided preliminary information to demonstrate how activities related to tea-drinking
habits in tea service retailers are currently performed and tend to be changed. Although the
practices remain as local resistance to the global forces, the places are gradually changed.
Lastly, the findings show how virtual activities influent the actual activities in the real world
and also place-making strategies. This exciting phenomenon has discovered from the
observations that social media is one of the commination channels with their customer for
promoting their business and branding 'local uniqueness' of the city. The attractive photos and
updating story uploaded online with geotags feeds tourists desire to visit particular places and
perform certain activities as they have seen. For example, the photos with Tulip-glasses or a
full glass of tea as a main complementary with Turkish breakfast. These photos go viral, and
some tourism organizations or tea service retailers took this advantage to promote gastronomy
tourism in the city. However, the landscape is treated as an object for the construction of tourist
imaginaries that leads to the tourist landscape paradox (Minca, 2007). This phenomenon
illustrated how people are influent by social media and how customer plays roles in the changes
in food consumption by repeating and developing cultural practices. Hence customers or
tourists started to play an active role in promoting cultures or places. The development of food
as fashion due to the rise of the media coverage could be the reason that brings the popularity
of certain foods and place (Richards, 2002; Hall& Mitchell, 2004). This phenomenon
represents that the roles of placemarker is not limited to those who directly involve in placemaking, but extended to cover a wide range of stakeholders to construct particular places to
preserve the value of cultural practices within the places.
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6. Conclusion
This research explores the current phenomenon on the influence of foodways on place-making
strategies in tea service retailers by investigating the reflection of tea culture on physical
attributes and three types of (outdoor) activities in 6 chosen destinations and 15 participants. It
includes the owner of tea service retailers, employee, the representative of government
organization and tourist guides who involve in promoting food tourism. Three research
questions which are formulated based on the theoretical framework are answered.
For answering the main research question, the theories on foodways and place-making with an
integration of practices theory from Maller (2015) are applied to look into common practices
in tea culture based on the perspective of the tea service retailer's owners or employees. The
results from the interviews and observations show that there are significant changes in
foodways regarding drinking habits and the local's preferences which contributed by several
factors, including the performance of social media. These factors influence place-making
practices in many ways. For example, the physical appearance of the tea service retailers, the
overlapping in their functions, and the current food availability since new dishes were added
in their menu ranging from local to international cuisines. These changes are also illustrated in
the raises of the popularity in particular consumption such as tea, coffee, specific dishes and
specific types of destination through social media. However, the traditional practices in tea
culture seem to remain on both meanings and competent. Although this existing practice has
been integrated with several sub-culture from a different group of people living in Istanbul,
ranging from residents to foreign visitors before this culture becomes a tourism product for
promoting food tourism. The findings surprisingly reveal that the owners in various cases do
not orient themselves towards tourists as it was thought that they would tap into the touristflow. However, their target customers are locals instead due to several factors effect on the
business, especially political and economic instability. These are one of the most prominent
issues that result in a decreased number of tourists. Therefore, the main focus on place-making
in terms of physical setting is consequently paid to appreciate various target groups in Istanbul
(residents) rather than staging authenticity for offering memorable local food experience to
tourists. Based on the findings, tea service retailers alter themselves to fit with the changes in
the business environment in many ways such as extending the product line by making changes
in food availability, so many new products are being offered in the menus. Furthermore, some
retails employed massive strategies on a place such as renovating or expanding their branches
in the new styles of décor to appreciate the current preference among the target customers.
According to Binter (1992), the owners usually focus on spatial layout and cultural artefacts
rather than enhancing ambient conditions. Even though the ambient conditions play significant
roles in their business, but people recognize these two strategies as tools for communicating
the cultural value of national and local identities in Turkey through eating and their drinking
habits. Furthermore, these contribute to the attractiveness of the destinations to attract visitors.
Meanwhile, this retail is also taking advantage of their location and the other tourist attractions
nearby for being the popular photography spot. Also, the identities illustrated in places are
associated with an Ottoman heritage dated back in history, which is still represented on the
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traditional furniture, decoration and amenities. Nonetheless, the findings from fieldwork also
prove the theory from Gehl (2011) which is used to answer the third research sub-questions
based on his assumption that materiality within the environment settings have a meaningful
influence on people's activities in different ways. Additionally, this study intentionally focuses
on the reflection of tea culture on human activities. This research has shown that physical
attributes enhance activities. Meanwhile, these can be used to indicate the functions of each
retails based on physical settings that have been developed with regards to the changes in
cultural practices associated with foodways. Also, it has become evident that the first two
activities are all associated with social activities, which are the main contributors to an existing
of these tea service retailers. Moreover, these activities should not be limited in actual reality,
but also visual reality since the findings show that online activities on social media also
influence the activities in the spatial environment. Lastly, the theoretical framework regarding
the concept of foodways in the context of tourism, and how it involves the development of the
cities due to an interconnection between culinary rituals and urbanization. The findings support
this statement and reflect on the various spectrum. Tea culture and its traditions intangibly
construct tangible entities of Teascape in Istanbul. Tea service retailers is social institute which
is introduced in the public life. It is a material infrastructure where this cultural practice is
allowed to perform and continue reproducing. Since tea culture becomes a shared asset among
people in different communities in Turkey. It consequently attaches itself to national identities
as a national drink. Further information from prior literature added that tea and its culture are
not only a mediator to communicate the culture value surrounding tea. Moreover, they are also
used as strategies for building the nation and stimulate the national economy and society at
large once it becomes one of the main export products of this country. Tea has introduced its
potential and capabilities for being a representative of Turkish culture to the eyes of visitors
for offering food experience, and a tourism product to promote food tourism in Istanbul.
Therefore, tea culture and its tradition reveal their roles in place-making for constructing tea
service retailers. Also, it embodies the character of the place as well as the city where this
Teascape is located. Accordingly, this food tourism destination is an 'envelope of space-time'
where the conjunction of many histories and many spaces have come together to formulate a
physical representation of tea culture in Turkey. Although this culture is keep changing due to
several challenges, its cultural value remains. However, the changes will affect the places
where tea is consumed as presented in this research.
To conclude, tea is a social beverage. Tea culture in Turkey plays vital roles in the daily lives
of people in Istanbul and in place-making strategies within tea service retailers located in this
tourist city which are illustrated in both interested dimensions. Its impacts go beyond particular
places, and the relevant actors to construct this food tourism destination are also not limited
within this physical boundary of this public space. Thus, the findings derived from the
theoretical lens of foodways and place-making are useful for a better understanding of the
current phenomenon. It helps to understand how tea-drinking habits as traditions are
constituted and constructing the places where tea is consumed before commoditizing itself into
tourist products. Eventually, tea and its tradition become the main strategies to attract current
tourists as well as to support gastronomy tourism and survive in the highly competitive market.
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6.1 Implication
This research adds to the academic body and existing research on Foodways and Place-making
in tea service retailers located in Istanbul, Turkey. This research shreds the light on the roles
of tea tradition in everyday life and gastronomy tourism from tea service providers'
perspectives regarding how tea has been perceived and consumed over the past years. The
results also revealed the changes in foodways that influences on place-making practices.
Accordingly, this research implicates that tea culture can be used to initiate a 'creative tourism'
within food tourism destinations to preserved and educate the cultural value of traditional
practices to tourists. The findings could ensure the potential of tea for being a cultural mediator
to communicate the local cultures to the eyes of foreign visitors while developing the
gastronomy tourism destination. Thus, this research would benefit policymaker, business
owners and researchers in the field of tourism to understand the current situation in foodways
for continue conducting further researches.

6.2 Limitations
There were several limitations while conducting the research. First of all, the results are
generalized based on the population of a small sample because of the difficulty to reach the
target population and languages barriers. The researcher sometimes struggled with
communicating the academic terms in the ways that appropriate for interviewees with a
different background. Accordingly, some interview questions intensively steered the
interviewees in a certain direction. Some questions were adjusted to be close questions to
narrow down and straight to an expected answer, but it turned out that the respondent did not
provide full detail in their answers. Furthermore, the researcher should have acknowledged the
relevant stakeholders and their roles in promoting gastronomy tourism in food tourism
destination using 'a network-analysis'. Such a study could show which actors are interlinked in
the network and whose livelihoods could be affected by this development in tourism.
Moreover, there are some limitations on the timeframe to reconstruct and apply the new the
theoretical framework and methodology during the fieldwork to retrieve more in-depth insight
and well-organized guidelines to schedule an observation session

6.3 Recommendations
To follow up this research, several propositions could be exciting and relevant for conducting
future research. For example, how tea tradition as foodways becomes a representative of
specific ethical identities by conducting comparative research to investigate the similarities and
difference in cultural practices. It will allow for understanding the mobility of an ethical group
in the region as well as how tea tradition was emerged and adjusted themselves to fit with a
particular society. Furthermore, one of the interesting topics could be how social media
influences on place-making practices within food tourism destination related to the concept of
'Instragramable' by conducting a mixed research method to find out the impacts of social media
in place-making in different dimensions. Consequently, the researcher believes that it would
be an enormous contribution to the academic society which is working on related fields.
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Appendix
Appendix A: Observation Forms
Observation Checklist
Location :

Date & Time:

Weather Condition:

Duration:

Capacity (maximum no. of Table):

The Majority of Genders (Male/Female):

The overall age group of customer (Teenager, Adult, Elder):

Note:

Comments: Listing and describing all social activities happened within a chosen place based on ‘Activities typology’ by Gehl (1987)
§

Necessary activities

§

Optional activities

§

Social activities

Location :

Date & Time:

Weather Condition:

Duration:

Capacity (maximum no. of Table):

The Majority of Genders (Male/Female):

The overall age group of customer (Teenager, Adult, Elder):

Note:

Comments: Listing and describing all social activities happened within a chosen place based on ‘Activities typology’ by Gehl (1987)
§

Necessary activities

§

Optional activities

§

Social activities

Location:
Name
Date

Time
Duration

Sketch area (2D map drawing)
Spatial layout and Functionality: Make a drawing and take pictures
of an overall space design and the arrangement of machinery,
equipment and furniture including a table & seating arrangement

Observations
Item

Description
(e.g. Temperature, lighting, noise, music and scent)

Ambient
conditions

(e.g. Furniture, facilities, artifacts and architectural
style in the exterior and interior design of a
structure.)

Signs, symbols,
and artifacts
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Appendix B: Interview Guide
Goal: To get a general information of what place-making strategy are employed for designing the physical
environment and services in the tea house; what purposes do they adopt them for and why; and how do they put
them into practices.
Target group: The tea house owners in Istanbul; there is no restriction with regards to age, gender,
nationality or income level. If I do encounter the relevant stakeholders including staffs or employees, I will ask them
how do they perceive the current place-making practices and apply them to interact with customers.
Instructions: It is estimated to interview around 5 people within 30-60 minutes. All interview will be
recorded (after asking for permission of course); Then it will transcribed and summarized. The other general
questions regarding demographic information (age, nationality, profession) will be asked near the end of the
interview. Some of the questions are intentionally vague to see how people interpret them. If they do not understand
the question I will clarify using the keywords provided. However, those key words are used as guideline for the
conversation so some irrelevant key words will not be included.
Instructions for the
interview

1. Explain why the interviewee is selected and what will be done with the answers of the
interview.
2. Ask for their permission to record and to use the voice recording in a video.
3. Explain our common goal and specific objective of the project.
4. Explain the structure/lay-out of the interview and maybe indicate how much time it will
take.
5. Confidential disclosure agreement

Informal opening questions

1

How long have you been running the business?

2

How do the tea houses mean to you?

3

Why did you choose to open the tea house in Istanbul?

4

What make your tea house different from the others?

1

Interview Topic

Interview questions (example)

Physical
Dimension

A responsible for designing the overall exterior and interior of the retails?
Keywords: Owner, marketer, architecture or stakeholders
The main concept or theme of the retails?
Keywords: Fast Casual, Family Style, Fine Dining, Café or Bistros ,or Fast Food
The main function of the retails?
Keywords: Performed Activities such as dining, entertaining, recreation, education or social
gathering
An organization of each space?
Keywords: Front stage or Back stages; Customer area or Staff area
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(Place-making) strategies are mainly employed?
Keywords: physical and/or virtual strategy
The main consideration for designing the destination?
Keywords: Physical, Environmental or Heritage design
A physical attributes are added to attract tourists for visiting this destination?
Keywords: Generic signs, flags, cultural artifacts, artwork and decorative items
A historical information is available about the destination?
Keywords: National, regional and personal histories
A physical planning issues is mainly considered?
Keywords: Temperature, Air quality, Noise, Music, Odor, Layout, Equipment, Furnishings and
Decoration variables
A unique selling point of your destination?
Keywords: Quality, Price, Support, Convenient or Authentic expereince

2

Social
Dimension

The main target customer?
Keywords: Local or foreigner; teenager, adult or elder; men or woman
Accompany?
Keywords: as singles, couples, couples with children or a group of people
Peak hours , when do customers usually come?
Keywords: Morning, Afternoon or Evening; Weekday or Weekend
Activities people usually do when they visit the retails?
Keywords: Eating, Drinking, Relaxing, Playing or Socializing
A product is usually ordered?
Keywords: tea, coffee, food or souvenir

4

Additional
Questions

A technology do you use to promote your business?
Keywords: Website, Youtube, Facebook, Instragram etc.
The overall impact of tourism on your business?
Keywords: Increasing in a number of tourists, consumption, competitors; laws and regulation that
become a barriers and support the business.

Instructions for
ending the
interview

Thank for participating.
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