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Adaptation of Traditional Tavern Culture to New Generation Taverns, 
Loyalty, and the Impact of Social Benefit: The Case of Çanakkale

Traditional taverns have endured as significant cul-
tural assets of Anatolian lands. However, changes 
in consumption habits have led to the emergence 
of new-generation taverns. This shift has resulted in 
the neglect of traditional taverns, which are an im-
portant component of cultural heritage. This study 
focuses on traditional taverns and their patrons 
within the scope of intangible cultural heritage. It 
investigates the effects of individuals’ perceptions 
of traditional tavern culture, loyalty to traditional 
taverns, and perceptions of social benefit on their 
adaptation to new generation taverns. The resear-
ch was conducted with individuals in Çanakkale who 
embrace traditional tavern culture. Data were colle-
cted from 409 regular patrons of traditional taverns 
in Çanakkale using face-to-face and online survey 
techniques. Relationships among the latent variab-
les were analyzed through structural equation mo-
deling (SEM). The findings indicate that traditional 
tavern culture positively influences loyalty and social 
benefit. Similarly, individuals’ perceptions of social 

benefit regarding traditional taverns were found to 
increase loyalty, yet showed no significant effect on 
adaptation to new generation taverns. Moreover, as 
individuals’ traditional tavern culture strengthens, 
their adaptation to new generation taverns decre-
ases. Likewise, higher loyalty to traditional taverns 
corresponds to lower adaptation to new generation 
taverns. Additionally, as individuals age, their adap-
tation to new generation taverns declines. However, 
no significant relationship was found between tra-
ditional tavern experience and adaptation to new 
generation taverns. These results highlight the role 
of traditional tavern culture in preserving cultural he-
ritage and its implications for understanding chan-
ging consumption patterns in the hospitality sector.
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1. Introduction  
Human beings are inherently social creatures (Işık, 
2018). Eating and drinking are fundamental activities 
that fulfill our biological needs (Ay & Şahin 2014). 
While this basic phenomenon is realized, people can 
interact with different cultures by engaging in social 
communications. Each society has its own cultural 
elements. Social communications can occur when 
different cultures experience joy, grief and enterta-
inment activities together (Ciğerim, 2001; Erdem at 
al., 2018). While this basic phenomenon is realized, 
people can interact with different cultures by enga-
ging in social communications. Each society has its 
own cultural elements. Social communications can 
occur when different cultures experience joy, grief 
and entertainment activities together (Ciğerim, 
2001; Erdem et al., 2018). 

These places, which have been one of the funda-
mental values that form the cultural structures of 
societies, are one of the most important cultural 
elements that include the geographical lifestyles, 
production styles, historical development proces-
ses, economic and cultural activities, beliefs and et-
hnic characteristics of societies (Üçer & Peşken 2001, 
Ciğerim, 2001; Erdem et al., 2018). Taverns, have 
been the examples of Anatolia’s food and beverage 
culture which survived to this day were founded on 
the basis of social communications and interaction. 
However, due to the developments of technology 
and tourism, it has undergone changes in order to 
maintain its existence as cultural heritage.

The industrial revolution and the intensification of 
technological developments have caused people’s 
leisure times to increase and their understanding of 
entertainment to change. The changing consump-
tion behavior had caused an increase in product 
diversity and competition in the emerging market. 
In this context, businesses have tended to develop 
new trends and innovations in order to keep up with 
this change and respond to consumer demands (Ta-
rınç & Özbek, 2022). The industrial revolution and 
the intensification of technological developments 
have caused people’s leisure times to increase and 
their understanding of entertainment to change. 
The changing consumption behavior had caused an 
increase in product diversity and competition in the 
emerging market. In this context, businesses have 
tended to develop new trends and innovations in 
order to keep up with this change and respond to 
consumer demands (Tarınç & Özbek, 2022). These 
newly developed trends and innovations can cause 
traditional cultures to degenerate and change. Es-
pecially the young generations’ excessive contact 
with technology may cause them moving away from 
their culture and prevent transmitting it to the next 
generation. This can cause cultural changes and dis-
ruptions (Seylan and Güney, 2014)

Cultural changes and corruption have been also 
expressed as the degeneration and destruction of 
religion, language, morality, traditions and customs 
(Şahin, 2011). Accordingly, the unique eating and 
drinking culture of the society has been also chan-
ging. Food, food types, beverages, and the need for 
eating and drinking that nourish the society, and the 
places, beliefs and practices formed in this context 
have been defined as a holistic and unique cultural 
structure (Maviş, 2008; Mankan and Özçelik, 2019; 
Güler, 2010).   Based on this definition, it is possib-
le to emphasize that there is a significantly strong 
bond between culture and the concept of food and 
beverage (Sormaz & Kaya, 2019).

In the literature, it is seen that there are studies that 
deal with traditional taverns from different perspec-
tives. Erdinçli (2023) examined the taverns that exis-
ted from the 16 th century to the 20 th century. Altun 
& Elidemir (2023) examined the products in the kitc-
hen of the meyhanes in Cyprus from a gastronomic 
point of view. Yalap (2017) emphasized the impor-
tance of taverns as the subject of poems in Turkish 
literature. Yenici (2020) emphasized the importance 
of tavern culture by examining the photographs of 
the famous photographer Ara Güler reflecting the 
tavern culture. Çapraz (2018) states that taverns are 
home to the basis of the minstrel rivalries in Turkish 
culture and that they are performed in taverns. In this 
direction, it is obvious that taverns have made many 
contributions to Turkish literature. In the literature, it 
is seen that taverns have social benefits, but they are 
not directly analyzed in terms of social benefit. This 
situation reveals the originality of the study. Exami-
ning the traditional tavern patrons by addressing the 
concept of loyalty in the context of place-human re-
lationship supports the originality of the study. 

In the research, the transformation of traditional ta-
verns into new generation taverns, focusing on how 
social benefits, traditional tavern culture, and loyalty 
influence adaptation to these new spaces. It also 
investigates whether age and years of tavern-go-
ing experience affect adaptation. Considering the 
impact of technology on consumption habits and 
spatial preferences, the study explores the role of 
taverns as intangible cultural heritage, particular-
ly their contribution to social benefits and loyalty 
in human-space relations. Since no existing model 
analyzes the factors influencing adaptation to new 
generation taverns, this research is expected to fill a 
gap and contribute to the literature.

1.1. Traditional and New Generation Ta-
vern
Traditional taverns have survived from the Ottoman 
period to the present day and stand out as an ele-
ment that reflects the food and beverage culture of 
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Anatolia. Taverns have been defined as social places 
where people come together to eat, rest and spend 
time. Taverns were places that served food and be-
verages and generally run by non-Muslims during 
the Ottoman period.   With the proclamation of the 
Republic, taverns have been opened in many places 
as a result of the Anatolian people’s adaptation to 
the tavern culture. The concept of taverns, generally 
associated with maritime and maritime trade, con-
tinues to exist in the coastal cities of Anatolia (Ace-
han, 2018; Erdinçli, 2020b; Şimşek, 2021).

When considered historically, traditional taverns 
have been known as places where those engaged in 
maritime activities and maritime trade visited ports 
to spend time in the Byzantine period (Öztekin, 
2005) The port culture, which was formed by diffe-
rent nations coming together at that time, has been 
observed in historical sources that has survived to 
the present day as taverns. When historical sources 
have been examined, it is seen that in the port cultu-
re, various drinks were consumed in the places loca-
ted in the ports and various appetizers were served 
to accompany the drinks (Erdinçli, 2023). Today, the 
same service continues in taverns.

These food and beverage venues, which have sur-
vived from the Byzantine period to the present day, 
have become a culture that reflects and pioneers the 
gastronomy of Anatolia (Öncü et al., 2001). With the 
change in technology and people’s consumption 
understanding, traditional taverns have undergone 
changes and deteriorations in order to survive in 
their market. Today, it has still refered as a culture 
that continues to exist traditionally and is kept ali-
ve in many provinces, especially İstanbul (Erdinçli, 
2020b). 

New generation taverns have been places that bring 
a modern and contemporary (popular) interpretati-
on to traditional tavern customs and culture. The-
se types of taverns do not preserve the traditional 
elements that have been refined through historical 
accumulation, and offer different atmospheres with 
contemporary gastronomy, modern design, creati-
ve appetizers and food menus (Yıldız & Davutoğlu, 
2020; Güzel et al., 2023). They differ from traditional 
taverns from their decoration to their lighting. New 
generation taverns have been venues that stand 
out with their entertainment-centered stage shows 
(Aydın, 2022). In these places, deep relationships 
are not established; they create environments that 
are superficial and far from emotional connections. 
In this sense, new generation taverns are modern 
places that emphasize consumption and are places 
that express lighter, flexible relationships (Demiral & 
Özel, 2016; Şahin & Yazıcıoğlu, 2020).

The social development of the world and the invol-
vement of women in business life in Anatolia have 
caused the eating and drinking habits of individuals 
in Anatolia to change (Pine & Gilmore, 1999). Espe-

cially with the declaration of the Republic, the inc-
rease in women’s social rights and their presence in 
business life have led to some changes in Anatolian 
culture. These changes can be considered as the pi-
oneers of the change in Turkish gastronomy. In this 
context, the social benefit-creating feature of tradi-
tional taverns and the loyalty-creating feature, which 
has been identified with the concept of loyalty-regu-
larity within the framework of this benefit, stand out 
as concepts that need to be addressed separately. 
These concepts are also important in terms of their 
positive reflections on tourism.

1.2. Social Benefit
The tourism sector has become an important sec-
tor in the world economy in the last century. It has 
become a locomotive sector that provides an im-
portant source of commercial income for countries 
(Köşker, 2024). The tourism sector is linked to many 
sectors. Its impact on more than one sector can play 
an important role in the development of the country. 
Many studies in the literature emphasize that tou-
rism activities improve community life and the qua-
lity of social life (Besculides et al., 2002; Attanasi et 
al., 2013; Yolal et al., 2016). Tourism activities such 
as cultural travel contribute to social benefits (Yolal, 
2017). 

Social benefits can be listed as follows: increase in 
income level, increase in tax revenues, positive inc-
reases in employment, diversification of economic 
inputs, enrichment in social, cultural and environ-
mental factors (Andereck et al., 2005; Duman et al., 
2021). The realization of touristic activities helps to 
increase public services in cities, urban structuring, 
strengthening the infrastructure and increasing in-
vestments in terms of social benefits (Zhuang et al., 
2019; Eryer, 2024). 

Developments in the field of tourism can affect lo-
cal people in many ways in terms of social benefits. 
These include the protection of local values, toleran-
ce, foreign language learning, cultural mobilization, 
information exchange, awareness about the prote-
ction of historical and cultural assets, and the pro-
tection of cultural resources (Uygur & Baykan, 2007; 
Kozak et al., 2013).

Protecting traditional taverns within the scope of 
intangible cultural heritage is likely to help preser-
ve Anatolian gastronomy culture. Preserving tavern 
culture and gastronomy and ensuring its survival th-
rough incentives can help cities’ food and beverage 
cultures come to the fore and become centers of 
attraction (Deniz, 2024).

As traditional taverns have been one of the basic 
inputs of Anatolian culture can enable the preser-
vation of social identity in the destination they are 
located. Presenting the cultural values of the taverns 
and reflect this culture to tourists will strengthen the 



390

Bahattin Hamarat / Lokman Güzel / Mutlu Can / Erol Duran / Nur Undey

ties between society and increase awareness of soci-
al identity, social loyalty and cultural values. Touristic 
activities such as cultural travels contribute to social 
benefit (Yolal, 2017). Thus, traditional taverns will re-
main as places that best reflect the cultural identity, 
cultural structure and eating- drinking rituals (Kayran 
& Atçı, 2024; Sezen & Külekçi, 2020).

Traditional taverns have been one of the most basic 
elements of Anatolian culture. They are the common 
point of many different cultures living in Anatolia. 
They reflect local gastronomy and also socialization 
spots. This allows them to have an important place 
in terms of social benefit, by providing economic in-
puts, supporting employment, supporting local pro-
duction and helping to preserve the cultural values 
of the society (Denk, 2023; Elmacıoğlu & Seçme, 
2023).

1.3. Loyalty 
In the literature, loyalty is generally defined as the 
tendency to maintain continuity toward a business, 
product, or service, often expressed in the food and 
beverage industry as increased customer frequency 
(Dick & Basu, 1994; Reichheld & Schefter, 2000; Şa-
hin & Biçer, 2020). It refers to customers’ repeated 
preference for the same business based on positi-
ve perceptions (Skogland & Siguaw, 2004; Rizwan 
et al., 2014) and is conceptually linked to “regula-
rity”. In traditional taverns, the concept of loyalty 
has been associated with the concept of regular 
(Ayhan, 2023), where regulars select taverns not only 
for gastronomy, service, or ambiance but also for the 
emotional experiences they provide. Over time, this 
regularity develops into an emotional, cultural, and 
behavioral attachment that goes beyond the custo-
mer-space relationship, creating strong emotional 
closeness with the tavern, its owner, and employees, 
and sustaining loyalty even without direct consump-
tion (Upamannyu et al., 2015; Halitoğulları & Dinç, 
2020).

1.4. Traditional Tavern Culture
Traditional tavern culture, a centuries-old cultural 
tradition combining food, drink, music, and conver-
sation, emphasizes social interaction and relaxation 
and is especially common in the Balkans, Middle 
East, and Mediterranean, adapting uniquely to local 
societies over time. Türkiye, hosting many civilizati-
ons, developed a shared cultural structure, with drin-
king culture persisting from ancient Turks through 
the Ottoman Empire to the Republican Era and to-
day, despite periodic bans and religious prohibitions 
in the predominantly Muslim society. Taverns have 
been significant sources for literature and cinema, 
featuring in numerous works of the Republican peri-
od. Raki, the culturally symbolic anise-scented drink, 

has a 500-year history dating back to the Ottoman 
era and became popular in İstanbul taverns after 
the conquest by Mehmet the Conqueror. With this 
rich cultural background, taverns developed unique 
rituals, where etiquette, respect, love, and trust are 
applied at the table. Culturally, taverns have brou-
ght together people from diverse backgrounds, fos-
tering interaction and creating a distinctive cultural 
space within a society where alcohol consumption 
was religiously restricted (Ögel, 2006; Gülgen, 2010; 
Zat, 2013; Erdinçli, 2020a; Şimşek, 2021).

2. Research Model and Research Hypo-
theses
In the research, the effect of traditional tavern cultu-
re and traditional taverns on social benefit, loyalty, 
and adaptation to new generation taverns, with 
adaptation defined as the endogenous variable and 
traditional tavern culture as the exogenous variable. 
Traditional taverns, accepted as part of a city’s cul-
tural heritage, preserve customs and rituals while 
fostering community spirit, solidarity, and economic 
growth through local food and beverage offerings 
for both locals and tourists. By creating social be-
nefits, they strengthen loyalty, as individuals who 
value these benefits tend to remain committed to 
traditional taverns rather than choosing alternative 
venues. In this context, the research hypotheses are 
developed accordingly.

Acehan (2018) emphasized that people interacted 
with each other by reading poems in the meyhane. 
In addition to this situation, he stated that it was a 
place preferred by the intellectual individuals of the 
period. Yılmaz (2016) emphasizes that taverns are 
preferred by poets. In this direction, he states the 
importance given to taverns by the poets of the pe-
riod who benefited socially and left an impact on the 
culture of the society with literary works.

Therefore, individuals who are aware and have ex-
perience of the social benefits of traditional taverns 
will increase their loyalty to traditional taverns and 
will prefer other food and beverage venues less. Par-
ticularly they will stay away from experiencing new 
generation taverns. In this context, H1, H2 and H3 
are proposed as follows;

H1: As traditional tavern culture increases among re-
gulars, the perception of social benefit created by 
traditional taverns increases.

H2: As the traditional tavern culture increases among 
regulars, the perception of loyalty to traditional ta-
verns increases.

H3: As the perception of social benefit created by 
traditional taverns increases among regulars, the 
perception of loyalty to traditional taverns increases.

Harmandar (2020) emphasized from past to present, 
the understanding of entertainment in tourism has 
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undergone changes from time to time. With the de-
velopment of technology, people’s interaction with 
each other is increasing. As a result of these inte-
ractions, past entertainment concepts have been 
forgotten and new ones have been formed instead. 
Lale and Koca (2023) mentions the change and mo-
dernization of entertainment culture over time. In 
this direction, the research hypothesis 4 was formed 
as follows.

H4: While traditional tavern culture increases among 
regulars, adaptation to new generation taverns dec-
reases.

Perceptions play an important role in individuals’ 
attitudes and behaviors. Perceptions that arise as a 
result of individuals’ interaction with their external 
environment shape their thoughts, attitudes and be-
haviors over time (Arkonaç, 2001). For this reason, 
the events that individuals experience in a conventi-
onal order make it difficult for them to have attitudes 
and behaviors towards a new order. In addition, the 
individual’s ability to adapt to and adopt an innova-
tion occurs when he/she thinks that it benefits him/
her (Yeloğlu, 2007). Gültekin & Onsekiz (2005) exami-
ned the changing understanding of entertainment in 
Turkey’s Ankara province. They emphasized that the 
increase in the city population and the political un-
derstanding of the period made important changes 
in the understanding of entertainment. The emer-
gence of a new generation understanding in taverns 
can be associated with this issue. Under the influ-
ence of technology, there are changes in society’s 
understanding of consumption and entertainment. 
In this direction, hypothesis 5 is formed as follows. 

H5: While the perception of social benefit created by 
traditional taverns increases among regulars, comp-
liance with new generation taverns decreases.

The concept of regularity becomes prominent in 
traditional taverns. Regularity occurs as a result of 
emotional and physical attachment to the place 
and is associated with loyalty (Ayhan, 2023). Indivi-
duals’ loyalty to the venue affects their behavioral 
intentions. In particular, as individuals’ loyalty to the 
venue offering touristic products or services increa-
ses, their intention to revisit and recommend to the 
existing establishment increases (Chi & Qu, 2008; 
Hernandez-Rojas, Folgado-Fernandez & Palos-San-
chez, 2021). In this context, individuals’ high loyalty 
to traditional taverns may reduce their preferences 
for new generation taverns and create difficulties in 
their adaptation.  H6 is proposed as follows.

H6: While individuals’ perception of loyalty to tradi-
tional taverns increases, compliance with new gene-
ration taverns decreases.

Temurçin & Alaydın (2021) emphasized that in chan-

ges are realized in the spatial preferences of indivi-
duals as their age increases. Suggestions were made 
for elderly tourist groups and it was stated that stra-
tegies should be developed for these tourists. Duy-
gun & Koçyiğit (2021) based on research the places 
preferred by segments of society may differ accor-
ding to age. It is stated that the types of spaces differ 
according to the segments of society. The functions 
of the spaces are shaped according to the structure 
of the society and their preferences are made ac-
cording to this shaping. In Sönmez’s (2022) master’s 
thesis titled “Places that have lost their gender, an 
analysis on the transformation of taverns in northern 
Cyprus”, tavern preferences differ according to both 
gender and age. It is stated that taverns were pre-
viously characterized as places preferred more by 
men. It is emphasized that women also prefer them 
with modernization. He states that there are old ta-
verns that are generally preferred by middle age and 
above. He states that the preferences of women and 
new generation taverns have increased. 

H7: As the age of regulars increases, compliance 
with new generation taverns decreases.

H8: While the traditional tavern experience of the re-
gulars increases, the adaptation to the new genera-
tion tavern decreases. 

Nowadays, traditional taverns have slowly begun le-
ave their place to the new generation taverns. New 
generation taverns emerged as a result of the domi-
nance of popular culture.  However, new generation 
taverns are entertainment venues where music and 
dance are at the forefront. In particular, new genera-
tion taverns are preferred by younger individuals be-
cause of their more modern music and food and be-
verage offerings. It is known that middle and older 
age individuals are more likely to prefer traditional 
taverns because of the atmosphere they are used to 
(Aydin, 2022; Güzel et al., 2023). The main reason for 
this can be seen as the fact that young individuals 
are more open to looking for new products and ser-
vice offerings with taking risks, and older individuals 
want to continue to experience traditional products 
and services without taking risks (Han & Ryu, 2007; 
Türkmendağ & Hassan, 2018). Otherwise, it beco-
mes easier for individuals to adopt the product or 
service depending on their experience with it (Wang 
et al., 2008). At this point, the high age and expe-
rience of individuals who prefer traditional taverns 
will increase their loyalty to these places and make it 
difficult for them to adapt to new generation taver-
ns. This case is the main reason for both H7 and H8. 

Eight hypotheses were proposed within the scope 
of the research. Structural equation modeling of the-
se hypotheses is given in Figure 1.
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Figure 1. Research Model and Hypotheses

3. Method
3.1. Measuring Tool
In the research, the impact of traditional tavern 
culture on individuals’ social benefit, loyalty and 
adaptation to new generation taverns created by 
traditional taverns has been investigated within the 
framework of individuals’ intangible cultural herita-
ge. The effect of social benefit and loyalty to the tra-
ditional tavern on adaptation to the new generation 
taverns was also examined. It was also investigated 
whether the age and experience of the regulars had 
an effect on the adaptation to the new generation 
of taverns. In the literature of the research, no scale 
that was developed and validated to measure the 
latent variables of the study was found. Thereupon, 
before the current research, a qualitative study “Tra-
ditional Turkish Tavern Culture and New Generati-
on Taverns within the Scope of Intangible Cultural 
Heritage1” and “Traditional Turkish Taverns within 
the Scope of Intangible Cultural Heritage: Canakka-
le Example2“ was conducted. The statements rela-
ted to the latent variables were created from inter-
views, research findings and other studies available 
in the literatüre (Eksen, 2000; Öncü et al., 2001; Zat, 
2002; Zat, 2013; Koçu, 2015; Erdinçli, 2020a; Erdinçli, 
2020b; Zat, 2020; Erdinçli, 2023). The survey was ba-
sed on a 5-point Likert scale (1 strongly disagree to 5 

strongly agree). In this context, a scale consisting of 
37 items was developed in the research. The tradi-
tional tavern culture dimension of the scale consists 
of 7 items, the social benefit dimension consists of 
10 items, the loyalty to traditional tavern dimension 
consists of 9 items, and the adaptation to the new 
generation tavern dimension consists of 11 items. 

3.2. Setting and Sample
The research was carried out in Canakkale province. 
Therefore, the population of the research consists 
of individuals who live in Canakkale and have tavern 
experience. A survey was used to obtain the data 
of the research and the surveys were filled out face 
to face and online. At the same time, those who re-
gularly visit traditional taverns and tavern staff were 
asked to send the survey to their acquaintances who 
are regular patrons in Canakkale via social media 
platforms. In the research, purposive sampling tech-
nique and snowball sampling technique, which are 
non-probability sampling methods, were preferred. 
A total of 409 usable surveys were obtained in the 
research. Therefore, it contains 409 regulars informa-
tion that is suitable for data analysis. The data for the 
research were collected between February 2024 and 
June 2024.

1Güzel, L., Duran, E. and Hamarat, B. (2023). Somut Olmayan Kültürel Miras Kapsamında Geleneksel Türk Meyhane Kültürü ve Yeni 
Nesil Meyhaneler. In 7th Internatıonal West Asıa Congress Of Tourısm Research (P. 348-369). 08-10 June 2023 Skopje, North Macedonia.
2Can, M., Güzel, L., Hamarat, B., Duran, E. and Gümüşdal, F. (2024). Traditional Turkish Taverns as Intangible Cultural Heritage: The case 
of Çanakkale. Internatıonal Tourısm Economy Culture Congress (ITEC). 08-10 May 2024 Skopje, North Macedonia.
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3.3. Limitations 
Since the research was conducted in Çanakkale pro-
vince, generalizations can only be made from the 
research findings to the Çanakkale community. Tra-
ditional taverns with intangible cultural heritage po-
tential were discussed in the research. The opinions 
of individuals who do not have knowledge about 
traditional taverns and new generation tavern cultu-
re were not included in the research.

3.4. Partial Least Squares Structural Equa-
tion Modeling
SmartPLS ready-made software is one of the data 
analysis tools. Analysis logic is based on PLS-SEM. 
PLS-SEM, called variance-based structural equation 
modeling. PLS-SEM analysis methods use the least 
squares method such as regression as a prediction 
method. It is based on estimating the relationship 
coefficients that maximize the R2 value of the de-
pendent variable. In other words, it is a method 
written to minimize the variance of the error terms 
while maximizing the explained variance of the de-
pendent variable, the latent variable (Duran et al., 
2022; Hair et al., 2014).

Testing linearity is another requirement that is lo-
oked in the structural model’s fit. The Variance Inf-
lation Factor (VIF) value should not exceed three 
while analysing the multilinear connection between 
observed variables. However, Smart-PLS recognises 
that the tolerance value could be greater than 0.20 
or the VIF value may be less than 5 for the lack of 
multicollinearity. These are regarded as problematic 
linearity levels (Hair et al., 2017; Yıldız, 2020).

The method does not require larger samples as the 
model becomes more complex and the number 
of estimated parameters increases, as in covarian-
ce-based structural equation modeling. In additi-
on, the method does not require any distribution 
assumption in structural equation modeling and 
creates samples from the data set based on the bo-
otstrap technique. It is a non-parametric method 
that deals with the parameters obtained from each 
sample (Civelek, 2018).

In order to ensure convergent validity of the parti-
al least squares structural equation model, three 
basic criteria must be met. First, the standard fac-
tor loading of each observed variable belonging to 
latent variables must be greater than 0.70 and less 
than 0.90 (Chin, 1998). Secondly, for each constru-
ct, Composite Reliability (CR), Cronbach Alpha (CA), 
convergent validity, and discriminant validity have to 
be established, with values greater than 0.70 (Hair 
et al., 2017). Finally, the Average Variance Extracted 

(AVE) value for each structure must be higher than 
0.50. Additionally, it should be CR>AVE (Gürbüz, 
2019; Grima et al., 2021).

Another criterion in testing the structural equation 
model is discriminant validity. Discriminant validity; 
is expressed as the separation of a structure/fac-
tor from other structures in terms of its properties. 
Discriminant validity is measured in three ways. In 
order to ensure discretisation or discriminant vali-
dity, the load value of an indicator in one structu-
re must be at least 0.100 units higher than the load 
value in other structures. The second distinguishing 
feature is the criterion value developed by Fornell 
and Larcker (1981). The Fornell-Larcker criterion is 
the comparison of the square root of the AVE valu-
es of the variables with the values in the correlation 
matrix between the structures. The square root of 
the AVE value on the diagonal is greater than the 
correlation values in the row and column it belongs 
to. The distinctive final model evaluation is checking 
the HTMT (Heterotrait-Monotrait Ratio) coefficients. 
Henseler, J., Ringle, C. M. and Sarstedt, M (2015), 
it shows the ratio of the average of the correlations 
of the variables for all expressions in the research 
to the geometric averages of the correlations of the 
same variable. The authors stated that in concepts 
that are theoretically close to each other, 0.90 should 
be smaller than 0.85 in other cases.

One of the criteria by which the model is evaluated is 
the fit criteria. One of the compatibility criteria provi-
ded by the SmartPLS ready-made software is SRMR 
(Standardized Root Mean Square Residual) and Rms 
Theta values. Fit criteria show the extent to which 
the proposed model matches the available data. 
The SRMR value is between 0-1. While an SRMR va-
lue of 0 indicates perfect fit, a value less than 0.80 is 
considered sufficient (Kline, 2005). The other fit crite-
rion is the Rms Theta value, which measures the clo-
seness of the structural model to the observed data 
and how close the estimated parameter values are 
to the observed data. The Rms Theta value must be 
less than 0.12 (Henseler et al., 2014, Hair et al., 2017).

In PLS-SEM, the predictive power of the model can 
be calculated with R2 and f2. R2 value gives the exp-
lanation ratio of exogenous variables on endoge-
nous variables. Another effect size is f2. f2 gives the 
explanation ratio of exogenous variables in the en-
dogenous variable. An effect size of 0.02 and abo-
ve indicates a low effect, a value of 0.15 and above 
indicates a medium effect, and a value of 0.35 and 
above indicates a high level effect (Hair et al., 2017). 
Another effect coefficient is the predictive power 
(Blindfolding) value. Prediction power shows the 
power of the model to predict latent variables and 
is expressed as the effect size criterion (Yıldız, 2020).
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4. Findings
4.1. Descriptive Findings
The research was conducted on 409 regulars. 46.5% 
of the regulars are women and 53.5% are men. 56.7% 
of the regulars are married and 43.3% are single re-
gulars. 22.0% of the regulars have a postgraduate 
education, 52.3% have an undergraduate education. 
The rate of regulars with associate degree is 13.2%, 
the rate of regulars with secondary education (High 
School etc.) is 12.5%. The average age of the regu-
lars was calculated as 44.42±10.879, 11.2% of them 
were determined to be 30 years old and under. It 
was determined that 26.7% of the regulars were 

between the ages of 31-40 and 31.5% were betwe-
en the ages of 41-50. It is estimated that 30.6% of 
regulars are 51+ years old. The monthly frequency 
of frequent tavern visits by regulars was calculated 
as 2.33±1.563.

Regulars have been going to the tavern for an ave-
rage of 20.45±10.819 years. While the rate of those 
who have been going to taverns for ten years or less 
is 22.5%, 35.5% of them had been going to taverns 
for 11-20 years. The proportion of regulars who have 
been going to the tavern for 21-30 years is 29.1%. 
13.0% of the regulars visiting the tavern as 31+ years. 
The results obtained are given in Table 2.

Table 2. Characteristics and Frequency Distribution of Regulars

Variable Characteristic N %

Sex
Women 190 46.5

Men 219 53.5

Marital status
Married 232 56.7

Single 177 43.3

Education

Postgraduate 90 22.0

Bachelor degree 214 52.3

Associate degree 54 13.2

High School 51 12.5

Age

21-30 years 46 11.2

31-40 years 109 26.7

41-50 years 129 31.5

51+ years 125 30.6

Years going to the 
tavern

1-10 years 92 22.5

11-20 years 145 35.5

21-30 years 119 29.1

31+ years 53 13.0

4.2. Structural Equation Model Findings
No scale with accepted validity and reliability was 
found to measure the latent variables of the study. 
Thereupon, interviews have been conducted with 
people who were assumed to have a traditional ta-
vern culture, and the interviews of the interviewees 
were recorded.  During the interviews, the themes 
of ‘Traditional Turkish Tavern Concept and Traditio-
nal Tavern Culture’ were researched and examined 
in Maxqda ready-made software. Statements were 
created in four main themes from the interviews and 
findings of the research. Themes were considered 
as scales and each scale has been evaluated within 
itself. The common factor structures of the expres-
sions have been examined with the exploratory Fa-
ctor Analysis. Principal Components Method was 
preferred as the method, and Varimax method was 
preferred for factor rotation. Sample adequacy for 

exploratory factor analysis had been examined with 
the Kaiser-Mayer-Olkin measurement. Whether the 
correlation matrix used in calculating the factor lo-
ading matrix was an identity matrix was calculated 
using the Bartlett test statistic. Each scale had been 
examined within itself to determine common factor 
structures. This is because the research is not a scale 
development study. In the study where the common 
factor structures of the “traditional tavern culture” 
scale were examined, a single factor was found and 
it was determined that a single factor explained 
61.503% of the total variance. It was determined that 
the common factor structure of the “Loyalty to the 
traditional tavern” scale was gathered into a single 
factor. It was determined that this determined fac-
tor explained 56.202% of the total variance. Since 
the factor load of the expressions SB1 and SB2 in 
the ‘social benefit’ scale was calculated to be less 
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than 0.40 in the obtained factor structure, they were 
removed from the scale and the scale was collec-
ted in a single factor and it was determined that it 
explained 63.895% of the total variance. Finally, the 
common factor structures of the “adaptation to new 
generation taverns” scale were examined and it was 
seen that they were collected in a single factor. The 
single factor identified explains 68.332% of the total 
variance. Sampling adequacy was examined with the 
Kaiser-Meyer-Olkin (KMO) measure and it was de-
termined that KMO values were between 0.832 and 
0.939. Therefore, the samples were found sufficient 
for factor analysis. Whether the correlation matri-
ces used in calculating the factor structures were 
identity matrix was examined using Bartlett’s Test of 
Sphericity approach and all factors were found to be 
statistically significant (p<0.001).

The research model was created by the obtained 
factors taking into account. In testing the model, it 
was tested with the structural equation model, whi-
ch is based on minimum variance and has a non-pa-
rametric approach. SmartPLS 3.3.4 ready-made 
software was used to test the structural model.

In model testing with SmartPLS, standard factor loa-
dings (Factor Loding) must be greater than 0.70 for 
convergent validity. In addition, VIF values, which are 
indicators of multicollinearity, should not be greater 
than 3 or 5. In the study, the criterion that the VIF 
value was not greater than 5 was taken into account. 
In testing the model, the VIF value of the observed 
variable A3 was determined to be greater than the 
critical value 5 and was removed from the analysis. 
No linear multicorrelation was found among other 
observed variables. The largest VIF value was calcu-
lated as 4.667. For convergent validity, factor loadin-
gs must be greater than the threshold value of 0.70. 
In the study, it was determined that there were ob-
served variables with factor loadings less than 0.70. 
Among these variables, SB1 and SB2 were removed 
from the scale because their factor loading was less 
than 0.60 and the AVE value for the latent variable 
was less than 0.50 which is less than the critical va-
lue. These two statements were also determined as 
items that disrupt the factor in the exploratory factor 
analysis. Since the AVE value for convergent validity 

in all factors was calculated to be greater than the 
threshold value of 0.50, observed variables with a fa-
ctor loading of less than 0.70 were not removed from 
the analysis. Thus, it was decided that convergent 
validity was achieved.

In the study, internal consistency reliabilities for the 
structures included in the model were also exami-
ned. Cronbach Alpha, Henseler’s rho_A and Compo-
site Reliability statistics were examined for internal 
consistency reliability. Since the internal consistency 
reliabilities of all structures were determined to be 
greater than the threshold value of 0.70, the internal 
consistency reliabilities of the structures were ensu-
red.

Since the AVE value for convergent validity was gre-
ater than 0.50 in all structures, it was decided that 
convergent validity was achieved. The discriminant 
validity of the structures was decided by looking at 
the Fornell-Larcker Criterion and HTMT statistics. 
For the Fornell-Larcker Criterion, the correlation va-
lues (square root of the AVE value) of each variable 
were calculated to be greater than the threshold va-
lue of 0.70 and were found to be greater than other 
correlations in the same row and column. To ensure 
the discriminant validity of the constructs, the HTMT 
criterion must also be met. In the study, when the hi-
ghest HTMT statistic was calculated as 0.856<0.900, 
the HTMT criterion was also met. In addition, cross 
loads were examined and no observed variables 
were found to be loaded on more than one structu-
re. Therefore, discriminant validity of the constructs 
for the model was ensured in the study.

For the model obtained in the research, the fit valu-
es of the model were examined with SRMR (Standar-
dized Root Mean Square Residual) and Rms Theta 
values. SRMR statistic was calculated as 0.079 for the 
fit of the structural model. Another fit statistic is the 
Rms Theta value, which measures the closeness of 
the structural model to the observed data and how 
close the estimated parameter values are to the ob-
served data. In the research, the Rms Theta value 
was calculated as 0.111, lower than the threshold 
value of 0.120, and it was decided that the model 
was an appropriate model. The results obtained are 
given in Table 3.

Table 3. Critical Values for Adaptation to New Generation Taverns

E TTC L SB Age A

Fo
rn

el
l-L

ar
ck

er

Traditional tavern experience (E) 1.000

Traditional tavern culture (TTC) 0.182 0.784

Loyalty to the traditional tavern (L) 0.122 0.555 0.749

Social benefit (SB) 0.193 0.768 0.515 0.735

Age 0.856 0.188 0.201 0.223 1.000

New generation taverns adaptation (A) -0.361 -0.388 -0.049 -0.253 -0.345 0.823
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AVE 1.000 0.615 0.561 0.541 1.000 0.677

Cronbach’s Alpha 1.000 0.910 0.888 0.878 1.000 0.947

rho_A 1.000 0.914 0.893 0.890 1.000 0.958

Composite Reliability 1.000 0.927 0.911 0.903 1.000 0.954

H
TM

T

Traditional tavern experience (E) ----- ----- ----- ----- ----- -----

Traditional tavern culture (TTC) 0.193 ----- ----- ----- ----- -----

Loyalty to the traditional tavern (L) 0.132 0.598 ----- ----- ----- -----

Social benefit (SB) 0.204 0.836 0.587 ----- ----- -----

Age 0.856 0.196 0.210 0.237 ----- -----

New generation taverns adaptation (A) 0.372 0.399 0.117 0.256 0.357 -----

Greatest VIF 4.667

SRMR 0.079

Rms Theta 0.111

SmartPLS path figure for the effect of traditional 
tavern culture, loyalty to traditional tavern and so-
cial benefit latent variables on adaptation to new 
generation taverns has been obtained and is given 

in figure 2. Since the smallest t value between the 
latent variables and the observed variables in the 
path graph was 11.128>1.96, all factor loadings were 
found to be statistically significant. 

Figure 2. Path Figure and Relationships Towards Adaptation to New Generation Taverns

According to Figure 2;

•	 It has been determined that there was a statis-
tically significant β=0.768-unit effect in the same 
direction between the traditional tavern culture 
and the perception of social benefit created by 
traditional taverns among the regulars (t=31.029 
p=0.000). According to this determined effect, 
while the traditional tavern culture increases 
among the regulars, the perception of social 
benefit created by traditional taverns increases. 

Therefore, Hypothesis 1 was supported.

•	 It has been determined that there was a statis-
tically significant β=0.390 unit effect in the same 
direction between the traditional tavern culture 
and the perception of loyalty to traditional taver-
ns among regulars (t=4.829 p=0.000). According 
to this determined effect, as the traditional ta-
vern culture increases, the perception of loyalty 
to traditional taverns increases among the regu-
lars. Therefore, Hypothesis 2 was supported.
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•	 It has been determined that there was a statis-
tically significant β=0.215 unit effect in the same 
direction between the perception of social be-
nefit created by traditional taverns and the per-
ception of loyalty to traditional taverns among 
regulars (t=2.107 p=0.035). According to this de-
termined effect, the perception of benefit of tra-
ditional taverns increases among regulars, while 
the perception of loyalty to traditional taverns 
increases. Therefore, Hypothesis 3 was suppor-
ted.

•	 It has been determined that there was a statis-
tically significant β=0.555 unit effect in the op-
posite direction between the traditional tavern 
culture and adaptation to new generation taver-
ns among regulars (t=9.001 p=0.000). According 
to this determined effect, while the traditional 
tavern culture increases among the regulars, the 
adaptation to the new generation taverns dec-
reases. Therefore, Hypothesis 4 was supported.

•	 It has been determined that there is an effect of 
β = 0.112 units between the perception of social 
benefit created by traditional taverns and adap-
tation to new generation taverns. This determi-
ned effect did not constitute sufficient statistical 
evidence (t=1.440 p=0.150). Therefore, Hypot-
hesis 5 was not supported.

•	 It has been determined that there was a statisti-
cally significant β=0.258 unit effect in the oppo-

site direction between the regulars’ perception 
of loyalty to traditional taverns and adaptation 
to new generation taverns (t=3.595 p=0.000). 
According to this determined effect, while the 
loyalty of the regulars to the traditional tavern 
increases, the compliance with the new genera-
tion taverns decreases. Therefore, Hypothesis 6 
was supported.

•	 It has been determined that there was a statis-
tically significant reverse effect of β=0.204 units 
between the ages of traditional tavern goers 
and their adaptation to the new generation 
tavern (t=2.004 p=0.041). According to this de-
termined effect, as the age of the regulars inc-
reases, compliance with the new generation 
taverns decreases. Therefore, Hypothesis 7 was 
supported.

•	 t has been determined that there was a statis-
tically reverse effect of β = 0.157 units between 
the traditional tavern goers’ traditional tavern 
experience and their adaptation to the new 
generation tavern. This determined effect was 
not found to be statistically significant (t=1.617 
p=0.106). Therefore, Hypothesis 8 was not sup-
ported. Hypothesis results, factor loadings and 
information about the findings for the research 
model in figure 1 are given in Table 4. In the tab-
le, R squares show the explained variance.

Table 4. Hypothesis Results and Factor Loadings

Factors/Structures Code Standard 
loads t value R2

Structure reliability
AVE

CA rho_A CR

A
da

pt
at

io
n 

to
 n

ew
 g

en
er

at
io

n 
ta

ve
r-

ns
 (A

)

A1 0.851 49.034 0.724 0.947 0.958 0.954 0.677

A2 0.821 47.828 0.674

A4 0.738 29.455 0.545

A5 0.907 104.692 0.823

A6 0.816 43.990 0.666

A7 0.859 48.516 0.738

A8 0.847 48.561 0.717

A9 0.758 35.059 0.575

A10 0.862 62.943 0.743

A11 0.752 30.485 0.566

So
ci

al
 b

en
ef

it 
(S

B)

SB3 0.762 23.985 0.581 0.878 0.890 0.903 0.541

SB4 0.623 11.411 0.388

SB5 0.736 25.262 0.542

SB6 0.737 19.889 0.543

SB7 0.772 26.568 0.596

SB8 0.790 24.784 0.624

SB9 0.616 11.128 0.379

SB10 0.820 36.672 0.672
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Lo
ya

lty
 to

 th
e 

tr
ad

iti
on

al
 

ta
ve

rn
 (L

)

L1 0.781 25.488 0.610 0.888 0.893 0.911 0.561

L2 0.710 22.084 0.504

L3 0.736 19.228 0.542

L4 0.726 18.650 0.527

L5 0.707 15.184 0.500

L6 0.778 33.340 0.605

L7 0.815 23.909 0.664

L8 0.732 17.119 0.536

Tr
ad

iti
on

al
 ta

ve
rn

 c
ul

tu
re

 
(T

TC
)

TTC1 0.814 28.945 0.663 0.910 0.914 0.927 0.615

TTC2 0.727 17.631 0.529

TTC3 0.710 22.923 0.504

TTC4 0.792 22.405 0.627

TTC5 0.797 29.158 0.635

TTC6 0.806 29.524 0.650

0.848 35.216 0.719

Hypothesis Standard loads Standard Error t-Value P Result

H1: TTC --> SB 0.768 0.025 31.029 0.000 Supported

H2: TTC --> L 0.390 0.081 4.829 0.000 Supported

H3: SB --> L 0.215 0.102 2.107 0.035 Supported

H4: TTC --> A -0.555 0.062 9.001 0.000 Supported

H5: SB --> A 0.112 0.078 1.440 0.150 Not supported

H6: L --> A -0.258 0.072 3.595 0.000 Supported

H7: Age --> A -0.204 0.102 2.007 0.041 Supported

H8: E --> A -0.157 0.097 1.617 0.106 Not supported

The predictive power of the tested model was exa-
mined with Adjusted R2. R2 values can be seen in 
latent variables in the model. According to the re-
gulated R2; 

Traditional tavern culture and social benefit variab-
les explain 32.7% of the change in the latent variable 
of loyalty to traditional taverns. The traditional ta-
vern culture variable explains 59.0% of the change 
in the social benefit latent variable. It has been de-
termined that 29.4% of the change in the latent va-
riable of adaptation to new generation taverns, the 
endogenous variable that was tried to be explained 
in the research, was explained by external variables, 
age and experience variables.

Effect sizes were measured with f2 value and the fol-
lowing effect levels were reached.

It has been determined that the effect level of the 
traditional tavern culture variable on the loyalty to 
traditional taverns variable was low, with f2=0.093. It 
has been determined that the effect level of the tra-
ditional tavern culture variable on the social benefit 
variable provided by traditional taverns was high, 

with f2=1.441. It has been determined that the effect 
level of the traditional tavern culture variable on the 
adaptation to new generation taverns variable was 
moderate, with f2=0.162. It has been determined 
that the effect level of the loyalty to the traditional 
tavern variable on the adaptation to new generation 
taverns variable was low, with f2=0.061. It has been 
determined that the effect level of the social benefit 
variable on the loyalty to traditional taverns variable 
was low, with f2=0.028.

The predictive powers of the structural model for 
endogenous variables were measured with Q2 and 
the following results were obtained. 

It has been determined that the structural model 
loyalty variable had a medium level of predictive 
power with Q2 = 0.178. It has been determined that 
the structural model social benefit variable had a 
medium level of predictive power with Q2 = 0.306. It 
has been determined that the structural model had 
a medium level of predictive power with Q2 = 0.188 
in the adaptation variable to new generation taver-
ns. The results obtained are given in Table 5.
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Table 5. Effect and Power Statistics For The Tested Model

Loyalty Social benefit Adaptation

Corrected R2 0.324 0.589 0.286

f2

Traditional tavern experience 0.009

Traditional tavern culture 0.093 1.441 0.162

Loyalty to traditional taverns 0.061

Social benefit 0.028 0.007

Age 0.012

Q2 0.172 0.306 0.188

5. Discussion, Conclusion and Suggesti-
ons 
5.1. Discussion
Anatolian lands have hosted many civilizations from 
past to present and are a repository of cultural heri-
tage. The concept of cultural heritage is considered 
an important factor in the preservation of the Turkish 
culture (Açıcı et al., 2017). Importance should be gi-
ven to preserving cultural assets, transferring them 
to future generations, keeping them under histori-
cal protection and using them for tourism purposes. 
Because cultural assets are one of the most impor-
tant factors that reflect the structure of the society 
in which they exist. It is possible to consider traditi-
onal taverns as one of the most basic elements that 
reflect the sociological structure and gastronomy of 
Turkish society. Traditional taverns are places that 
have survived from past to present and have their 
own rituals, drinking rules and cultural interactions 
(Acehan, 2018).

Many taverns were operated during the Ottoman 
period, and poetry, recitals and literary conversati-
ons took place in these taverns. In this respect, it is 
possible to conclude that events that may benefit 
the society take place in traditional taverns through 
cultural interactions. According to Acehan (2018), 
it is stated that those who prefer taverns generally 
chat and discuss literary values, and conversations 
about poetry and literature are held. He also states 
that people share their knowledge with each other 
in taverns. Therefore, while the traditional tavern 
culture is increasing today, as in the past, the social 
benefit created by traditional taverns is increasing.

Traditional taverns are at the basis of cultural inte-
ractions. With the conquest of İstanbul by the Ot-
toman Empire, Muslims and non-Muslims began to 
spent time together in taverns. It has been stated 
that Muslims prefer taverns despite periodic bans 
(Erdinçli, 2023). In Erdinçli’s (2023) who is described 
as places where regulars meet the staff and other 
regulars and where pleasant conversations occur as 
a ritual. Therefore, regulars feel loyal to the places 
and experience the tavern culture. Therefore, today, 

as in the past, there is a connection between tavern 
culture and loyalty to the traditional tavern. This re-
sult was also reached in the research.

It is seen in the literature that one of the reasons why 
tavern goers prefer taverns is to socialize (Zat, 2002; 
Yilmaz, 2005). By the foundation of the Republic, pe-
ople’s socialization opportunities have changed. Pla-
ces started to play a mediating role in establishing 
interactions between people and having a good 
time. Şahin (2021) he states that people have the 
opportunity to get to know each other better throu-
gh the interactions they create among themselves. 
Birer (2018) states that entertainment organizations 
were organized in taverns by non-Muslims. It was 
stated that Turks also participated in these enterta-
inment organizations organized by non-Muslims. It 
is stated that these performances in taverns made 
important contributions to Turkish classical music. In 
addition, the fact that Muslims, along with non-Mus-
lims, prefer taverns and that they still continue today 
reveals that the concept of loyalty is still supported. 
In line with the information obtained within the sco-
pe of the research, it can be said that people show 
cultural development by interacting with each other 
in the tavern. Therefore, it can be said that while the 
social benefit generated by traditional taverns has 
increased in the past, the perception of loyalty to 
traditional taverns has increased. A similar result was 
found in the research and social benefit increased 
loyalty to the tavern.

The study shows that an increase in traditional ta-
vern culture among regulars enhances their percep-
tion of social benefits and loyalty to these taverns. 
As Eksen (2000), Zat (2002), and Koçu (2015) argued, 
traditional taverns are social spaces where respect-
ful, sincere, and heartfelt conversations take place, 
shaped by unique traditions and rituals. This cultural 
accumulation has been reflected in Turkish literature 
and songs, highlighting their historical significance. 
Regulars, therefore, embody traditional tavern cul-
ture, etiquette, and rituals, which strengthens both 
their loyalty and perception of social benefit. Be-
yond being personal spaces for cultural and expe-
riential sharing, traditional taverns are recognized as 
part of Turkey’s intangible cultural heritage, whose 
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preservation ensures transmission to future gene-
rations. Additionally, by providing local food and 
beverages to both tourists and locals, these taver-
ns promote social solidarity and contribute to local 
economic growth.

This study also showcased that cultural depth and 
tradition are important reasons for preference for 
both local people and tourists. Therefore, it has 
been revealed that commitment to tradition and 
cultural depth resists the superficial post-modern 
consumption culture. Within this scope the study 
indicates that increases on traditional tavern cultu-
re among the regulars causes decreases on adap-
tion on new generation taverns. As indicated in the 
literature (Antil, 1988; Zat, 2002; Wang et al., 2008; 
Güzel et al., 2023) the touristic destinations and ve-
nues like traditional taverns contain a unique cultu-
re along with traditions and rituals. However, diffe-
rences between generations have made changes 
in the culture of traditional taverns inevitable, and 
the culture of traditional taverns has disappeared in 
the so-called new generation taverns. This situation 
has led to the new generation taverns being seen as 
places where only alcohol is consumed and far from 
sincerity, and they have been ignored by individuals 
who prefer traditional taverns. For this reason, it is 
revealed that individuals’ who have deep knowle-
dge on traditional taverns will create difficulties in 
adopting and adapting to new generation taverns.

According to the information obtained in the study, 
it was concluded that those who preferred traditio-
nal taverns did not prefer new generation taverns. 
Traditional tavern goers believe that the taverns they 
visit are generally places where conversation is pre-
dominant and entertainment is not prominent. The 
taverns that have survived from the Ottoman period 
to the present day which also vary according to cer-
tain characteristics, differ from the new generation 
taverns that emerged with today’s entertainment 
approach. The main reason why traditional tavern 
goers prefer taverns is to consume alcohol and 
chat. However, Harmandar (2020) states that new 
generation taverns do not match traditional taverns 
with their loud noises, dances and music. It is stated 
that there are differences between those who go to 
taverns that were operated illegally during the Ot-
toman period and those who prefer taverns called 
regular taverns (Harmandar, 2020). A similar situation 
exists between traditional taverns and new genera-
tion taverns in today’s taverns. This is one of the fin-
dings obtained in the research. Therefore, regulars 
with traditional tavern culture do not adapt to new 
generation taverns. In addition, regulars who are lo-
yal to the traditional tavern will not adapt to the new 
generation taverns. In the study, it was found that 
while loyalty to traditional taverns increased, comp-
liance with new generation taverns decreased.

With the development of technology, people’s un-

derstanding of entertainment also changes. People 
interact more with the opportunities brought by te-
chnology. This can increase people’s interaction with 
each other. New generation taverns are places crea-
ted with a modern consumption approach. Individu-
als who prefer new generation taverns can visit them 
mostly to have fun, dance and listen to loud music 
(Zat, 2020). Traditional taverns can be preferred for 
chatting, gaining information and literary concerts. 
It is stated that those who preferred taverns in the 
Ottoman Empire in the 19th century were well-equ-
ipped, cultured, art-loving, well-mannered, easy 
going, philosophical and influential people. New 
generation taverns, which are similar to armchair ta-
verns in the past, are generally defined as taverns 
where people go to drink alcohol (Harmandar, 2020). 
The Hypothesis established within the scope of the 
study shows overlap with the information obtained 
from Harmandar’s (2020) study. In addition to this si-
tuation, (Acehan, 2018) states that taverns are depi-
cted as an important place in Turkish literature and 
that literary figures, poets and writers prefer them to 
refresh themselves, relax, relieve fatigue, get rid of 
tension and chat. (Acehan, 2018).

Traditional taverns differ conceptually from new ge-
neration taverns, serving as spaces where poets and 
writers historically exchanged ideas and emotions. 
Consistent with the literature, the study finds that 
as traditional tavern culture and rituals are maintai-
ned, regulars tend to avoid new generation taverns, 
supporting the hypothesized inverse relationship 
between loyalty to traditional taverns and adaptati-
on to new generation ones.

The concept of regularity, closely linked to loyalty, 
reflects the emotional or physical attachment of pat-
rons to a place (Ayhan, 2023). While people from dif-
ferent social classes may frequent the same tavern, 
their preferences differ based on cultural priorities, 
meaning traditional tavern regulars are less likely to 
prefer new generation taverns. Literature highligh-
ts that the motivations for visiting traditional versus 
new generation taverns differ, with historical taverns 
organizing entertainment in the 17th and 18th cen-
turies to cultivate regular customers (Erdinçli, 2020a, 
2020b). Similarly, modern new generation taverns 
adopt this approach to boost consumption and eco-
nomic gain.

Although new generation taverns have different fe-
atures from traditional taverns, they are places with 
economic inputs. They can create a multiplier effect 
on the economy with their food and drink features. 
In this sense, there should be a positive relations-
hip between the perception of social benefit and 
adaptation to new generation taverns. In the study, 
a relationship was found between social benefit and 
harmony, but this relationship was not found to be 
statistically significant.
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5.2. Conclusion and Suggestions For Furt-
her Studies
Traditional taverns, with their unique cultural heri-
tage rituals, have the potential to take their place 
among the most important tourism preferences of 
purposeful and conscious gastronomy tourists. The 
transfer of the tangible and intangible cultural heri-
tage of traditional taverns to tourism and the pro-
vision of sociocultural and socioeconomic benefits 
within this framework will ensure the development 
of social awareness, protection and development 
reflexes for these values. The research results also 
overlap extensively with social change theory in this 
context. Therefore;

•	 The research results show that the development 
and deepening of the deep cultural rituals, gast-
ronomy and behavioral patterns of traditional 
taverns will also create positive sociocultural 
and socioeconomic effects on the local society. 

•	 Similarly, it turns out that increasing conscious-
ness and awareness of the tangible and intan-
gible cultural heritage of traditional taverns inc-
reases the level of loyalty to these places. This 
result shows that destination loyalty regarding 
the tourism experience will similarly increase.

•	 The increase in the perception of benefits regar-
ding traditional taverns and their values reveals 
a social reflex to protect and develop the social 
and cultural values of these taverns. This situ-
ation, like the other results mentioned above, 
constitutes the main framework of social change 
theory. 

•	 Every traditional and profound element has an 
important place in tourism and motivation for 
participation in tourism. In this context, it beco-
mes clear that the protection of traditional ta-
verns is important in terms of tourism and tourist 
sustainability.

As a result, the fact that traditional taverns are one of 
the basic inputs of Anatolian culture is important for 
our country’s tourism because it will play an impor-
tant role in both ensuring the development of the 
country’s tourism in a sustainable perspective and 
preserving the social and cultural identity of the des-
tination. In this context, presenting the cultural valu-
es that traditional taverns have and reflect to tourism 
will strengthen social ties and increase awareness of 
social identity, social loyalty and cultural values.

The research has progressed through traditional ta-
verns in the province of Çanakkale. Within the scope 
of the research, research can be conducted in pla-
ces where the number of traditional taverns is hig-
her. Since there are not many studies on traditional 
taverns, the subject can be examined again from dif-
ferent perspectives. Traditional tavern gastronomy 
and traditional gastronomic products of Turkish ta-
verns can be examined. 

The limitation of researches on traditional taverns 
in the literature stands out as an important criterion 
that increases the contribution level of this study to 
the field and enables it to offer new hypotheses to 
be tested in the field. At the same time, this is the 
basic criterion of the originality of the work. It can 
be a guide for researchers who focus on these con-
cepts. 

The fact that there are a limited number of studies in 
the literature modeling the cause and effect relati-
onship between the variables affecting the patrons’ 
choice of traditional taverns or their adaptation to 
new generation taverns also reveals the contribution 
of this study to the literature. 

In this regard, the sample can be enlarged and data 
can be collected from more participants. Tavern ri-
tuals in different regions can be investigated. The 
relationship between cultural differences in the un-
derstanding of alcohol consumption and its effects 
on traditional taverns can be examined and added 
to the literature. Studies can be conducted on topi-
cs such as examining traditional tavern gastronomy, 
the sustainability of intangible cultural heritage ele-
ments, and the place of traditional taverns in society.
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