
GGeeooJJoouurrnnaall  ooff  TToouurriissmm  aanndd  GGeeoossiitteess  Year XXIIII, vol. 26, no. 33, 22001199, p.883311--884488  
ISSN 22006655--11119988, E-ISSN 22006655--00881177 DOI 10.30892/gtg.2266331133--440011 
 

http://gtg.webhost.uoradea.ro/ 

 
 
 
 
 
 

CCOOMMPPAARRAATTIIVVEE  CCOONNTTEENNTT  AANNAALLYYSSIISS    
OOFF  TTHHEE  WWEEBBSSIITTEESS  OOFF  GGAASSTTRROONNOOMMYY  CCIITTIIEESS    

RREEWWAARRDDEEDD  BBYY  UUNNEESSCCOO  CCRREEAATTIIVVEE  CCIITTIIEESS  NNEETTWWOORRKK  
 
 

SSeeddaatt  BBÜÜTTÜÜNN**  
Dumlupinar University, Kütahya Vocational School of Social Sciences,  

Tourism and Travel Services Kütahya, Turkey, e-mail: sedat.butun@dpu.edu.tr 

 
SSiibbeell  ÖÖNNÇÇEELL  

Anadolu University, Faculty of Tourism, 
26470 Eskisehir, Turkey, e-mail: sguler@anadolu.edu.tr 

 
 

Citation: Bütün, S., & Önçel, S. (2019). COMPARATIVE CONTENT ANALYSIS OF THE 
WEBSITES OF GASTRONOMY CITIES REWARDED BY UNESCO CREATIVE CITIES 
NETWORK. GeoJournal of Tourism and Geosites, 26(3), 831–848. 
https://doi.org/10.30892/gtg.26313-401 

 
Abstract : This study aims to evaluate the written and visual materials in the web 
sites of 26 cities that joined the Creative Cities Network under the category of 
gastronomy. Comparative content analysis was used for the purpose of the study to 
evaluate the official websites of gastronomy-themed cities. The websites of the 
cities were examined in terms of design, functionality, communication and 
interaction features, destination promotion and gastronomy promotion. The 
findings revealed that gastronomy cities, which accept creativity as a strategic 
factor in economic social and cultural sustainable development missions, do not 
have convenient and adequate contents. Further the results showed that the 
websites of these cities were insufficient in terms of design and functionality. It was 
also found that the promotion of the destinations was inadequate compared to 
gastronomical values. Conclusions were drawn on the basis of findings. 
 
Key words:  UNESCO, creative cities network, gastronomy city, destination promotion, 
web content analysis 

 
 

*  *  *  *  *  *  
 

INTRODUCTION 
The industries related to creativity make significant contributions to social and 

cultural developments of the cities and countries. These industries, which are based on 
individual creativity, skills, and competence, and which have the potential to generate 
income and employment through production or use of intellectual property, are at the 
core of cultural and economic strategies on local and regional scale (DCMS 2000; Taylor, 
2006). Although there is no consensus in literature regarding the limits of creative 
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industries or areas (Bakhshi et al., 2013; CCS, 2013; Hartley, 2005; Hesmondhalgh, 
2002), it is observed that the industries that produce genuine goods and services with 

imagination and innovative ideas are associated with creativity (UNCTAD, 2008). Unlike 
all other classifications regarding creative industries, gastronomy was regarded as a field 
of creativity for the first time within the scope of UNESCO’s Creative Cities Network and 
cities with authentic gastronomy traditions were rewarded as “Creative City of 
Gastronomy”. Considered as a cultural heritage, the tradition of gastronomy provides 
significant opportunities to cities in terms of international recognition and enhancing 
destination's image. Gastronomy is also effective on tourists' travel motivations and has 
direct or indirect influence on their travel decisions. In this sense, as a type of alternative 
tourism, gastronomy provides great opportunities to cities. Because of the international 
structure and severe competition in tourism sector, the destinations should promote 
themselves in the international arena in the most effective way possible. At this point, 
internet and websites become the most suitable platforms for promotion. Internet is one 
of the most commonly used sources of information throughout the world, and it is one of 
the most significant sources that people use to obtain information regarding the 
destinations before traveling. Thus, the internet may be considered a significant source 
for promotion and marketing activities that are necessary for cities with gastronomy 

tradition to use gastronomy as a tool of their economic, social and cultural development. 
In parallel with the increasing importance of the internet and websites, the number 

of studies regarding website contents has also increased. The first study in tourism 
literature regarding the assessment of websites was conducted by Murphy et al. (1996). It 
is observed that the number of subsequent website assessments with different 
measurements and approaches has also increased. The studies in literature are mostly 
about evaluation of hotels, travel agencies, destination marketers and travel websites 
(Schmidt et al., 2008; Ip et al., 2012; Escobar-Rodríguez & Carvajal-Trujillo, 2013; Ting 
et al., 2013; Leung et al., 2016; Salem & Čavlek, 2016; Atıf, 2018; Bayram & Yaylı, 2009; 
Choi et al., 2007; Kim et al., 2009; Chiou et al., 2011). However, the websites of 
gastronomy cities have not been examined yet. Therefore, this study aims to evaluate the 
written and visual materials in the web sites of cities entitled with ‘Creative City of 
Gastronomy’ award listed in the Creative Cities Network under the category of 
gastronomy. In these websites, especially the creativity and gastronomy identity of the 
destination is promoted. The results of the study has the potential to make suggestions 
regarding to what extent the gastronomy cities use their websites effectively.  

 
LITERATURE REVIEW 
The Concept of Creative Industries 
The concept of creativity, which is characterized in various ways, can be defined as 

the ability to show up with innovative, remarkable, and valuable ideas and works (Boden, 
2009). The term “creativity” is related to authenticity, imagination, novelty, inspiration, 
and invention capability. It refers to new ideas and the use of these ideas for production of 
genuine artistic-cultural products, functional creations, scientific inventions, and 
technological innovations (UNCTAD, 2008). Although creativity may take place in 
production processes and products of tourism or any other industry, this would not make 
the entire industry as a creative industry. According to the generally accepted definition of 
the Department of Digital, Culture, Media & Sport (DCMS) in United Kingdom, the 
creative industries are defined as “those industries, which have their origin in individual 
creativity, skill and talent and which have a potential for wealth and job creation 
through the generation and exploitation of intellectual property” (DCMS, 2001; CCS, 
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2013). On the other hand, United Nations Conference on Trade and Development 
(UNCTAD) has defined the creative industries in a series of reports on creative industries 
published in 2008 and 2010. Accordingly, the creative industries are the industries (1) 
where creativity and intellectual capital are used as primary inputs in creation, 
production and distribution of goods and services; (2) which include a set of knowledge-
based activities that focus on generating income not only through arts, but also through 
trade and intellection property rights; (3) which comprise tangible goods with creative 
content, economic value, and market objectives, and intangible intellectual or artistic 
services; (4) which are positioned at the intersection point of the artisans, services and 
industrial sectors; and (5) which create a new dynamic sector in global trade (Boix et al., 
2011; Marinova & Borza, 2013). There are problems and discussions regarding the 
definition of creative industries (CCS, 2013) and it is very difficult to distinguish them 
from other industries due to their close economic relations with each other. Nevertheless, 
it is observed that some classifications are used to materialize the definition and scope of 
creative industries. The models suggested for classification of creative industries are not 
considered completely wrong or right. These models should be regarded as different ways 
of interpreting the characteristics of creative production (UNCTAD, 2008). 

According to the model in Creative Industries Mapping Document published by 
DCMS in 1998 (cited by Roodhouse 2006), the creative industries include 13 creative 
sectors: advertising, architecture, arts and antiques markets, crafts, design, designer 
fashion, film and video, interactive leisure software, music, performing arts, publishing, 
software and computer services, television and radio (DCMS, 2001; CCS, 2013). 

 
Table 1. DCMS and UNESCO’s Classification regarding Fields/Industries of Creativity 

(Data source: DCMS Creative Industries Mapping Document and Creative Cities Network Catalog.) 
 

Creative Industries according to DCMS Creative Industries according to UNESCO 

Advertising Crafts and folk arts 
Architecture Design 

Arts and antiques market Film 
Crafts Literature 
Design Music 

Designer fashion Media arts 
Film and video Gastronomy 

Interactive leisure software  
Music  

Performing arts  
Publishing  

Software and computer services  
Television and radio  

 
Together with UNESCO Creative Cities Network, a new classification has entered 

into the literature for creative industries in 2004. Although UNESCO’s creative industry 
concept shares similarities with DCMS’s creative industries model, UNESCO has included 
the theme of gastronomy in its creative industries model and that is what distinguishes it 
from similar classifications. There are seven creative industries in UNESCO’s model. 
These are: crafts and folk arts, design, film, media arts, literature, music, and gastronomy 
(https://en.unesco.org/creative-cities/content/about-us). 

UNESCO Creative Cities Network and Gastronomy Cities 
UNESCO Creative Cities Network (UCCN) was created in 2004 in order to 

encourage cooperation among cities, which consider (define) creativity as a strategic 

https://en.unesco.org/creative-cities/content/about-us
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factor for their sustainable urban development (https://en.unesco.org/creative-
cities/content/about-us). Cooperation and sharing knowledge and experiences are critical 
for using creativity as a leverage in the process of urban development. In this sense, 
UNESCO’s Creative Cities Network offers unparalleled opportunities to the cities. This 
program offers opportunities for peer learning processes and collaborative projects in 
order to fully capitalize their creative assets and use this as a basis for building 
sustainable inclusive, and balanced development in economic cultural and social terms 
(https://en.unesco.org/creative-cities/content/why-creativity-why-cities). 

The cities that accept undertakings, such as supporting creativity and culture 
industries, collaborating with the other cities within the network and developing 
cooperation, stimulating participation in cultural life and integrating culture into urban 
development plans can join these networks. By joining the Creative Cities Network, the 
cities aim the following in general: (1) to promote their cultural assets in the 
international area, (2) to turn creativity into one of the main factors of local economic 
and social development, (3) to mutually share knowledge with other similar cities, (4) to 
improve their local capacities, and (5) to improve innovation and creativity through 
exchange of knowledge, experience, and technological know-how (https://en. 
unesco.org/creative-cities/content/why-creativity-why-cities). UNESCO Creative Cities 
Network includes seven creative fields as Crafts and Folk Arts, Design, Film, 
Gastronomy, Literature, Media Arts, and Music. There are 180 cities from 72 countries 
within the network that comprises these seven fields of creativity (Creative Cities 
Network Catologue, 2018; https://en. unesco.org/creative-cities/creative-cities-map). 

The cities, which are considered critical forces behind the economy, have both 
physical and nonphysical cultural assets. Since it has nonphysical features, gastronomy as 
a cultural asset has been included within the Creative Cities Network by UNESCO as one 
of the creative industries that is a determinant of urban economic development. Since it 
has local characteristics, and it indicates a unique and rich tradition that is shaped 
according to the geographical, natural, historical, and climatic conditions of the cities, 
gastronomy is regarded as a significant field of creativity for cities. Upon acceptance of 
gastronomy among UNESCO Creative Cities Network as a field of creativity, it is observed 
that numerous cities have begun to accept gastronomy as a creative industry that would 
contribute to their social, cultural, and economic development (Xiaomin, 2017). The 
following criteria must be met in order to be identified and awarded as a Creative City of 
Gastronomy by UNESCO Creative Cities Network (Creative Cities Brochure, 2018): 

 Well-developed gastronomy culture that is characteristic of the urban center 
and/or region, 

 Vibrant gastronomy community with numerous traditional restaurants and/or chefs, 

 Endogenous ingredients used in traditional cooking, 

 Local know-how, traditional culinary practices and methods of cooking that 
have survived industrial/technological advancement, 

 Traditional food markets and traditional food industry, 

 Tradition of hosting gastronomic festivals, awards, contests and other broadly-
targeted means of recognition, 

 Respect for the environment and promotion of sustainable local products, 

 Nurturing of public appreciation, promotion of nutrition in educational 
institutions and inclusion of biodiversity conservation programs in cooking schools curricula.  

Since the city of Popayan (Colombia) has first joined in gastronomy themed 
creative cities network in 2005, the number of cities within the network has reached 26 
up to end of 2018 (https://en.unesco.org/creative-cities/). 

 

https://en/
https://en.unesco.org/creative-cities/
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Table 2. UNESCO Creative Cities Network, Gastronomy Cities 
(Data source: adapted from https://en.unesco.org/creative-cities/) 

 

City Year joined Country Language 
Popayán 2005 Colombia Spanish 
Chengdu 2010 China Chinese 

Östersund 2010 Sweden Swedish 
Jeonju 2012 South Africa Korean 
Zahlé 2013 Lebanon Arabic 

Florianopolis 2014 Brasil Spanish 
Shunde 2014 China Chinese 

Tsuruoka 2014 Japan Japanese 
Belém 2015 Brasil Spanish 
Bergen 2015 Norway Norwegian 
Burgos 2015 Spain Spanish 
Denia 2015 Spain Spanish 

Ensenada 2015 Mexico Spanish 
Gaziantep 2015 Turkey Turkish 

Parma 2015 Italy Italian 
Phuket 2015 Tailand Thai 
Rasht 2015 Iran Farsi 

Tuscon 2015 USA English 
Alba 2017 Italy Italian 

Buenaventura 2017 Colombia Spanish 
Cochabamba 2017 Bolivia Spanish 

Hatay 2017 Turkey Turkish 
Macao 2017 SAR* (China) Chinese 

Panama  2017 Panama Spanish 
Paraty 2017 Brasil Spanish 

San Antonio 2017 USA English 
              * A Special Administrative Region of People's Republic of China 

 
Promotion of Gastronomy Cities and the Internet  
The cities that consider gastronomy within the scope of creative industries, and as an 

important asset that accelerates social, cultural, and economic developments, would take a 
great opportunity to promote themselves to the world after joining UNESCO Creative Cities 
Network and becoming gastronomy cities. As such, gastronomy should be considered as the 
result of current political, social or economic needs. In this sense, such a cultural 
(gastronomic) heritage must be understood as an approach of understanding the past at 
present (Matlovičová & Husarová 2017, p. 7). In this regard, the key links of the past with 
the present through the preserved tangible and intangible relics of the environment is the 
essence of heritage marketing. Heritage marketing have the ability to transcend time and 
allow the past to exist in the present. It also plays an important role in shaping the 
presence (Matlovičová & Husarová 2017, p. 7). Consequently, the cities and regions can 
create and develop their image, increase their recognition, and promote their gastronomy 
identity on international level by utilizing internet technologies efficiently to increase 
tourism income of the local communities and the country and seize this opportunity. 

It is known that many tourists seek to get more information about destinations that 
they are curious about or interested in tourism industry, which also includes gastronomy 
(Lee et al., 2006) and that they refer to different sources of information to make the right 
decision when it comes to choosing a destination (Ho et al., 2012). Sources and range of 
information influence the tourists’ intentions to visit a destination (Dey & Sarma, 2010). 

https://en.unesco.org/creative-cities/


 
Sedat BÜTÜN, Sibel ÖNÇEL 

 

 836 

In this regard, it is necessary to consider the concept of branding and image. The image of 
the destination should be perceived as multidimensional concept consisting of fucntional, 
emotional, relational and strategic elements which together create a unique set of 
associations connected with the place in the minds of the public (Matlovičová & 
Kormaníková 2014, p. 2).  There are numerous studies about the ways the tourists use the 
internet as a source of information, and the ways the service providers utilize the internet 
to influence the decisions of the tourists (Araña et al., 2015; Buhalis & Law, 2008; Ho et 

al., 2012; Litvin et al., 2008; Pan & Fesenmaier, 2006; Xiang & Gretzel, 2010).  
While it is evident that the number of tourists who prefer to get more information 

about their travels through the internet and who make decisions according to these data 
has been increasing, it is also observed that the internet is used by the tourism industry 
as an excellent platform that can convey direct information about the product, service, 
cost, and time (Burger et al., 1997). Since they can both provide information and 
represent the cultural heritage of the destination online, the websites play a critical role in 
selection of the destination (Pan & Fesenmaier, 2000) and they are frequently used by the 
potential tourists to obtain information and to develop a route (Lee, 2017; Ukpadi & 
Karjaluoto, 2017; Tang-Taye & Standing, 2016; Garau, 2014; Chiou et al., 2011). 

The internet not only functions as a source of information for tourists, it is also a 
source of information for all other tourism enterprises, such as travel agencies, tour 
operators, and hotels (Özdemir, 2007). Thus, the internet, which has become a popular 
source of information and communication throughout the world, can host and convey all 
information about a destination. Therefore, it serves as a significant instrument of 
promotion for destinations. In order to promote a destination efficiently through 
websites, which play a significant role in direct promotion of a destination and creating an 
image and a brand (Sarı & Kozak, 2005), the websites should be designed, and contents 
should be created in line with predetermined objectives and strategies (Palmer, 2002). The 
content and the form of presentation are very important to convince potential tourists 
(Law et al., 2004). Destination’s image can be created and better positioned by developing 
up-to-date websites that are rich in information and visual contents (Chung et al., 2015). 
The destinations that are well-promoted in their websites can attract more tourists 

(Alcantara-Pilar et al., 2017; Garau, 2017; Horng & Tsai, 2010; Han & Mills, 2006). 
The marketing of the destination also consists of the promotion of gastronomic 

values, and most destinations promote their dishes on their websites. Therefore, as 
suggested by Matlovičová and Pompura (2013, p. 130) it is possible to approach the 
food consumption and related activities as a means or an inevitable part of a tourist 
journey or as a target of a tourist journey when composing a tourist product and a 
marketing strategy. As such, destination marketing planners should consider the 
difference when promoting the gastronomic values in the destination websites.  

 
METHODOLOGY 
Content analysis method is used in this study, which is conducted to evaluate and 

analyze the official websites of gastronomy-themed cities that have been named ‘Creative 
City of Gastronomy’ within the scope of UNESCO Creative Cities Network. Content 
analysis is defined as an observational research method that used to systematically 
evaluate the real and symbolic content of all recorded forms of communication (Hall & 
Valentin 2005). Content analysis, which is commonly used in social sciences, is regarded 
as a significant analysis technique that also includes web communications (Keskin & 
Çilingir, 2010). This study comprises the websites of 26 cities that have met the criteria 
for UNESCO Creative Cities Network before 01.01.2019 and that have been announced in 



Comparative Content Analysis of the Websites  
of Gastronomy Cities Rewarded by Unesco Creative Cities Network 

 

 837 

the official website of UNESCO as Gastronomy Cities. The official websites’ URLs of 14 
gastronomy cities were found in UNESCO’s official website; the websites’ URLs of 2 
gastronomy cities were found via internet search engines. The remaining 10 cities do not 
have a ‘Gastronomy City’, ‘Creative City’, or ‘Creative City of Gastronomy’ themed website. 
In some tourism-themed websites of local governments, cities and/or countries, these 
cities are mentioned as gastronomy cities. However, it is observed that they do not have a 
solely gastronomy-themed website, and this was confirmed by local sources.  

Thus, 10 cities (their websites) were excluded. On the other hand, since the 
gastronomy cities are located in different locations and countries, the official languages 
used in those websites are also different. Therefore, the research is limited to those 
gastronomy cities with websites in English language. With the assumption that the 
contents of the websites may eventually change in time since some information may be 
added, removed, or updated, the research is limited with the contents of websites 
published between 01.01.2019 and 13.01.2019. As a result, the written and visual 
contents of websites of 13 gastronomy cities were analyzed and compared.  

The literature was reviewed in order to determine the criteria that will be used for 
content analysis. The studies regarding design, functionality, communication, 
interaction, information presentation, and contents of the websites were utilized 
(Baloğlu & Pekcan, 2006; Zhou & DeSantis, 2005; Tanrısevdi & Duran, 2011; Baggio, 
2003; Cox & Dale, 2001; Gibson et al., 2003). In addition, in determining the 
evaluation criteria to be used for the analysis of gastronomy-themed websites within 
the scope of this study, specific evaluation criteria were created by using the 
expectations of UNESCO regarding the gastronomy culture of the city, which are listed 
in the guideline for candidate Gastronomy Cities. 4 academic members who are experts 
in their field were consulted to test the evaluation criteria in terms of contents and 
consistency, and the evaluation criteria took their final form after necessary corrections.  

 
Table 3. The Websites with Analyzed Contents 

 

Gastronomy Cities URLs 
Jeonju http://unesco.jeonju.go.kr/eng/ 
Florianopolis http://floripacreativecity.com/index.php?lang=en  
Tsuruoka http://english.creative-tsuruoka.jp/  
Belém http://creativecity.belem.pa.gov.br/en/  
Bergen https://bergengastronomy.com/  
Burgos http://burgoslab.com/?lang=en  
Ensenada https://www.ensenadacreativa.mx/  
Gaziantep http://www.gastroantep.com.tr/eng/  
Parma http://www.parmacityofgastronomy.it/en/  
Tucson http://tucson.cityofgastronomy.org/  
Alba http://www.albacityofgastronomy.it/  
Hatay http://hataygastronomi.com/en/home-2  
Macao http://www.gastronomy.gov.mo/#home  

 
Table 4. Evaluation Criteria for Websites of Gastronomy Cities 

1. Design and Functionality (1 point assigned for each item present, total range 0-12) 

1.1. Homepage and menus 

1.2. Accessibility to Homepage 
1.3. Multi language options (1 more language in addition to mother language) 

1.4. Multi language options (2 or more languages in addition to mother language) 

1.5. Mobile compatibility 

http://unesco.jeonju.go.kr/eng/
http://floripacreativecity.com/index.php?lang=en
http://english.creative-tsuruoka.jp/
http://creativecity.belem.pa.gov.br/en/
https://bergengastronomy.com/
http://burgoslab.com/?lang=en
https://www.ensenadacreativa.mx/
http://www.gastroantep.com.tr/eng/
http://www.parmacityofgastronomy.it/en/
http://tucson.cityofgastronomy.org/
http://www.albacityofgastronomy.it/
http://hataygastronomi.com/en/home-2
http://www.gastronomy.gov.mo/#home 
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1.6. Full screen photograph on the homepage 

1.7. Full screen video on the homepage 

1.8. Sitemap 

1.9. In-site search 

1.10. In-site links 

1.11. External links 

1.12. Frequently asked questions 

2. Communication and Interaction (1 point assigned for each item present, total range 0-10) 

2.1. Online forum / blog 

2.2. E-Bulletin membership 

2.3. Communication form /e-mail  

2.4. Contact informations 

2.5. Media archive / press kit 

2.6. Links to social media accounts 

2.7. Facebook share button 

2.8. Twitter share button 

2.9. Other social media share buttons 

2.10. Comment / like sections for contents 

3. Destination Promotion (1 point assigned for each item present, total range 0-9) 

3.1. Characteristics of the city 

3.2. History of the city 

3.3. Socio-cultural life 

3.4. Transport 

3.5. Climate 

3.6. Accommodation 

3.7. Tourist attractions 

3.8. Travel and tour recommendations 

3.9. Links to tourism enterprises 

4. Gastronomy Promotion (1 point assigned for each item present, total range 0-18) 

4.1. Gastronomy tradition 

4.2. Local products 

4.3. Sustainable agricultural practices 

4.4. Local manufacturers (suppliers) 

4.5. Food safety 

4.6. Food variety 

4.7. Beverage variety 

4.8. Menu 

4.9. Recipes 

4.10. Culinary techniques and the utensils used 

4.11. Gastronomy education 

4.12. Gastronomy tours 

4.13. Gastronomy evets (festivals, confereces, contests, etc.) 

4.14. Local stakeholders (restaurants, workshops, ateliers, etc.) 

4.15. Organization 

4.16. Photo gallery 

4.17. Video gallery 

4.18. News 

 
The websites within the scope of this study were visited, and checked in terms 

of whether  each characteristic, statement, or content  that were  determined as evaluation  
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criteria were included in writing and/or visually. Whether the websites meet the 
relevant criteria was evaluated by checking the website evaluation form as 1 
(available) and 0 (not available) and each characteristic and dimension score were 
calculated in accordance with the scoring system of Gibson et al. (2003). The 
‘Evaluation Criteria for the Websites of Gastronomy Cities’ which includes 4 dimensions 
and 49 sub-features as shown in Table 4 were used for content analysis. 

 
RESULTS AND DISCUSSIONS 
Evaluation regarding Design and Functionality of Websites 
The websites are analyzed as to what extent they meet the criteria regarding the 

sub-features on design and functionality. The number and percentage of websites that 
have each feature are shown in Table 5. Accordingly, 12 websites have accessible 
homepages. 12 websites (92.31%) have a second language in addition to its mother 
language; only one website offers three or more language options (7.69%).  
 

Table 5. The criteria in design and functionality dimension 
 and the frequency of availability of these features on websites  

 

    Contents/Features   
available not available  

N % N % 

1. Design and Functionality         

1.1. Homepage and menus 12 92,31 1 7,69 

1.2. Accessibility to Homepage 12 92,31 1 7,69 

1.3. Multi language options (mother anguage +1 language) 12 92,31 1 7,69 

1.4. Multi language options (mother language +2 or more languages) 1 7,69 11 84,62 

1.5. Mobile compatibility 10 76,92 3 23,08 

1.6. Full screen photograph on the homepage 9 69,23 4 30,77 

1.7. Full screen video on the homepage 4 30,77 9 69,23 

1.8. Sitemap 1 7,69 12 92,31 

1.9. In-site search 4 30,77 9 69,23 

1.10. In-site links 1 7,69 12 92,31 

1.11. External links 8 61,54 5 38,46 

1.12. Frequently asked questions 1 7,69 12 92,31 

     

The websites of 10 gastronomy cities (76.92%) have mobile compatibility, and the 
written and visual contents are resized for devices such as telephones and tablets. 
Considering the fact that today, the internet is not only accessible through computers, but 
the mobile devices are also commonly used, mobile compatibility becomes a significant 
issue in web design. Only 4 websites (30.77%) have in-site search option, which enables 
users to access information more easily and quickly.  

Among all websites that preferred to have full screen visual images on their 
homepages, 9 websites included full screen photos, and 4  websites included full screen 
videos on their homepages. There are numerous local stakeholders and communities in 
these cities, which were awarded as gastronomy cities through the initiatives and projects 
of the government agencies or local governments. Nevertheless, there are websites 
(38.46%) that do not provide external links. Similarly, 92.31% of these websites do not 

provide in-site links, as well. Only one website has a Frequently Asked Questions section. 
Evaluation of Websites’ Power of Communication and Interaction 
When these websites are evaluated in terms of their communication and 

interaction characteristics, it is observed that only a few websites meet the criteria 
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(Table 6). Contact information is available in 11 websites (84.62%). While 2 websites 
offer direct communication through an online form, 2 websites do not have any sort of 
contact information. Only 2 (15.38%) gastronomy city websites include a media archive 
or press kit section. One of the channels that media organizations and employees look 
to create their reports is websites. Having media contents in their websites can be very 
important for gastronomy cities that want to take part in written and visual media, and 
reach larger masses, however, it is observed that the contents of these websites are not 
sufficient. Social media is another instrument to reach larger masses and to strengthen 
communication with the users. Websites of 6 gastronomy cities (46.15%) give links to 
their social media accounts. Their websites allow them to share the contents 
(photographs, videos, menus, events, news, etc.) of their websites in their social media 
accounts. 4 websites have a Facebook share button, 3 websites have a Twitter share 
button, and 2 websites have share buttons for other social media accounts. 3 websites 
allow their users to like or comment on their website content. 

 
Table 6. The criteria in communication and interaction  

dimension and the frequency of availability of these features on websites 
 

    Contents/Features   
available not available  

N % N % 

2. Communication and Interaction         

2.1. Online forum / blog 2 15,38 11 84,62 

2.2. E-Bulletin membership 2 15,38 11 84,62 

2.3. Communication form /e-mail  11 84,62 2 15,38 

2.4. Contact informations 2 15,38 11 84,62 

2.5. Media archive / press kit 6 46,15 7 53,85 

2.6. Links to social media accounts 4 30,77 9 69,23 

2.7. Facebook share button 3 23,08 10 76,92 

2.8. Twitter share button 2 15,38 11 84,62 

2.9. Other social media share buttons 3 23,08 10 76,92 

2.10. Comment / like sections for contents     

     
Table 7. The contents about destination promotion and the frequency of availability on websites  

 

    Contents/Features   
available not available  

N % N % 

3. Destination Promotion         

3.1. Characteristics of the city 11 84,62 2 15,38 

3.2. History of the city 5 38,46 8 61,54 

3.3. Socio-cultural life 2 15,38 11 84,62 

3.4. Transport 3 23,08 10 76,92 

3.5. Climate 2 15,38 11 84,62 

3.6. Accommodation 1 7,69 12 92,31 

3.7. Tourist attractions 4 30,77 9 69,23 

3.8. Travel and tour recommendations 3 23,08 10 76,92 

3.9. Links to tourism enterprises 3 23,08 10 76,92 

     

Evaluation of Contents related to Destination Promotion 
The city’s history, cultural and natural assets, and the local community are 

inseparable elements of gastronomy. Gastronomy culture, which emerges as creativity of 
the entire city and community, and awarded by UNESCO, allows cities to promote 
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themselves in the international tourism market and to create an image. In this respect, it 
is essential that the websites of gastronomy cities should include information regarding 
promotion of other touristic assets of the destination along with other information about 
gastronomy. The cities are promoted in 11 out of 13 websites (84.62%) and they include 
information about other characteristics of the cities. 2 websites do not have any 
information about the identity of the city. 5 websites include information about the 
history of the city, and only 2 websites include information about the socio-cultural life 
in the city. The websites offer limited information about transportation, climatic 
conditions, and accommodation in the city. 3 websites provide information about 
transportation, 2 websites provide information about the climate, and only 1 website 
provide information about accommodation. It is observed that 4 websites (30.77%) 
feature contents about tourist attractions, and 3 websites (23.08%) feature contents 
about travel and tour recommendations. 3 websites give external links to tourism 
enterprises independently from gastronomy communities and stakeholders. When the 
criteria for destination promotion are evaluated, it is observed that the majority of 
websites do not provide sufficient content about the destination promotion.  

Evaluation of Contents related to Gastronomy Promotion  
The contents of websites with their main themes being gastronomy, which are 

included within the scope of this study, were analyzed with regards to 18 sub-criteria 
determined under gastronomy promotion. Table 8 shows the number and the extent to 
which these websites meet each criteria or characteristic feature. 
 

Table 8. The contents about gastronomy promotion and the frequency of availability on websites 
\ 

Contents/Features   
available not available  

N % N % 

4. Gastronomy Promotion         

4.1. Gastronomy tradition 11 84,62 2 15,38 

4.2. Local products 10 76,92 3 23,08 

4.3. Sustainable agricultural practices 2 15,38 11 84,62 

4.4. Local manufacturers (suppliers) 6 46,15 7 53,85 

4.5. Food safety 2 15,38 11 84,62 

4.6. Food variety 8 61,54 5 38,46 

4.7. Beverage variety 4 30,77 9 69,23 

4.8. Menu 7 53,85 6 46,15 

4.9. Recipes 2 15,38 11 84,62 

4.10. Culinary techniques and the utensils used 1 7,69 12 92,31 

4.11. Gastronomy education 5 38,46 8 61,54 

4.12. Gastronomy tours 2 15,38 11 84,62 

4.13. Gastronomy evets (festivals, confereces, contests, etc.) 9 69,23 4 30,77 

4.14. Local stakeholders (restaurants, workshops, atelier, etc.) 7 53,85 6 46,15 

4.15. Organization 6 46,15 7 53,85 

4.16. Photo gallery 6 46,15 7 53,85 

4.17. Video gallery 4 30,77 9 69,23 

4.18. News 6 46,15 7 53,85 

 

11 websites (84.62%) provide contents about a deep-rooted gastronomy tradition, 
which is one of UNESCO’s criteria for gastronomy city candidates. Local products are 
significant assets to create a gastronomy tradition in a city. It is observed that the local 
products are promoted in 10 websites (76.92%). However, only 6 websites (46.15%) 
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provide information about local manufacturers (suppliers). Only 2 websites provide 
contents about sustainable agriculture practices and food safety. The majority of websites 
(84.62%) do not provide any information regarding these two aspects. It is observed that 
8 websites address to promoted food variety and 4 websites address to promoted 
beverage variety. 7 websites share menus (53.85%), but the recipes are not shared at the 
same percentage. Only 2 websites give recipes of limited amount of local foods. 

Culinary techniques and the utensils used in kitchen have a significant role in 
creation of gastronomy culture and tradition. However, there is only 1 website that 
provides information about culinary techniques and the utensils used. 5 websites 
(38.46%) provide information about gastronomy education and educational institutions, 
which are very important for protecting gastronomy culture, transferring these traditions 
to the next generations, and sustainability. 7 websites (53.85%) provide promotional 
information about local stakeholders, such as restaurants, manufacturing facilities, 
factories, workshops, and farms. Considering the fact that gastronomy is a travel 
motivation that has an increasing trend in tourism industry, promoting gastronomy-
themed tours and events in websites could bring significant advantages for cities with 
regards to generating touristic demand. It is observed that 9 websites (69.23%) publish 
contents about gastronomy events, such as festivals, conferences, contests, etc. However, 
only 2 websites (15.38%) provide information about gastronomy tours within the city. All 
websites include more or less photos and/or videos; however, 6 websites (46.15%) include 
contents under the name of photo gallery, and 4 websites (30.77%) include contents 
under the name of video gallery. 6 websites provide gastronomy-themed news. 

 
Content Analysis Scores and Comparison of Websites  
In this content analysis, which was conducted under 4 dimensions and 49 criteria, 

the websites were given one point for each satisfied criterion, and dimension-based total 
scores of each website are calculated (Table 9). In Design and Functionality Dimension, 
which includes 12 criteria, the average score of the websites is calculated as 5.77.  
 

Table 9. Websites’ content analysis scores  
 

 
Design 
Funct. 

Comm. 
Interact. 

Dest. 
Promo. 

Gastro. 
Promo. 

Total Score 

Jeonju 5 1 3 6 15 

Florianópolis 3 0 0 1 4 

Tsuruoka 4 1 3 10 18 

Belém 7 0 1 8 16 

Bergen 6 5 2 4 17 

Burgos 5 2 0 1 8 

Ensenada 4 4 1 3 12 

Gaziantep 4 1 2 11 18 

Parma 11 9 7 13 40 

Tucson 6 5 3 11 25 

Alba 5 2 1 7 15 

Hatay 8 6 4 13 31 

Macao 7 1 7 10 25 

      

Mean score 5,77 2,85 2,62 7,53 18,77 

Range 0-12 0-10 0-9 0-18 0-49 
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Considering the fact that the maximum score is 12, it is observed that 48.1% of 
the criteria are satisfied, and thus, it is concluded that the websites are not able to meet 
the desired design and functionality features. When the scores of gastronomy cities are 
evaluated individually, it is observed that the top three cities with highest scores in 
design and functionality are Parma (11), Hatay (8), and Macao (7). It is also observed 
that the website of Parma, which satisfied 11 out of 12 criteria, has higher level of design 
and functionality than the other websites. There are 10 criteria under Communication 
and Interaction Dimension. The average score is calculated as 2.85 in this dimension 
and it is observed that 28.5% of the evaluation criteria are satisfied. This percentage, 
which is calculated as the lowest among all dimensions shows that websites of (many) 

gastronomy cities are insufficient in terms of communication and interaction features .  
When the scores of the cities are analyzed, it is observed that the websites of 

Parma, Hatay, Tucson, and Bergen have more communication and interaction features 
than the others. Parma meets 90% of these criteria with its 9 points of dimension score, 
and it is followed by Hatay with 6 points, and Bergen and Tucson with 5 points each. It 
is observed that the gastronomy websites of Belem, which failed to meet any of these 
criteria, and Jeonju, Tsuruoka, Gaziantep, and Macao, which could only meet 1 criterion 
each, do not have any communication and interaction features. 

The extent to which the contents of these websites give place to destination 
promotion independently from their gastronomy identities have been analyzed based 
on 9 criteria. The average destination promotion score calculated for 13 websites is 
2.62, and it is far below the maximum score of 9. The gastronomy cities should 
effectively use their gastronomy city identities and their websites to promote their 
destinations in the international arena. However, the research findings indicate that the 
13 websites could only meet 29.1% of destination promotion criteria, and that they do 
not give place to destination promotion adequately. The websites of Parma and Macao, 
which share the highest dimension score with 7 points, differ from the other websites in 
terms of destination promotion and provide sufficient information.  

Parma and Macao could meet 77.8% of the criteria. In Gastronomy Promotion 
Dimension, which has the most criteria (18) among the dimensions, the average score of 
all websites is 7.53. It may be concluded that this score, which represents 41.8% of 
possible maximum score 18, is very low in general for websites, for which the main 
themes are gastronomy and gastronomy cities. Parma and Hatay, which have contents 
regarding 13 criteria on their websites, satisfy 72.2% of total evaluation criteria; 
Gaziantep and Tucson consist of 11 and satisfy 61.1% of these criteria; and Tsuruoka and 

Macao consist of 10 and satisfy 55.6% of these gastronomy promotion criteria . 
According to total content analysis scores of websites, which are calculated 

independently from the dimensions, the total average score of 13 websites is 18.77. It is 
also observed that 38.3% of all criteria are satisfied in this evaluation, where maximum 
score is 49. When the websites of gastronomy cities are analyzed individually, Parma is 
ranked first among all websites and satisfied 81.6% of all content analysis evaluation 
criteria. Hatay is ranked second with a total of 31 points and its website satisfied  63.3% 
of all evaluation criteria. Tucson and Macao followed Parma and Hatay with 25 points 
each, and their websites satisfied 51% of all evaluation criteria. The cities with lowest 
scores are Florianopolis (4), Burgos (8) and Ensenada (12). 

Co-Evaluation of Content Analysis Scores and Visibilities of Websites of 
Gastronomy Cities in Internet Search Engines  

Within the context of this study, the visibility of websites of gastronomy cities in 
internet search engines is also checked and co-evaluated with the content analysis 
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scores. The ratio of all internet searches between December 2017 and December 2018 
are as follows: 92.21% Google, 2.39% Bing, 2.13% Yahoo, and 3.27% other search 
engines (http://gs.statcounter.com/search-engine-market-share). Thus, it is decided to 
use only Google, and the names of the cities were typed together with the statement city 
of gastronomy and searched on 11.01.2019 and visibility scores (the number provided by 
Google) were logged (Chart 1). As shown in Figure 1, a two-dimensional matrix was 
created by search engine visibility scores (x axis) and content analysis scores (y axis).  

The average visibility of 13 cities is approximately 120.000, average score of 
content analysis is 18.77, and these are marked on x and y axis respectively to create 4 
sections (windows) on the matrix and to make evaluations. 

 

 
 

Chart 1. Search engine visibility of gastronomy cities (x1000) 
 

 
 

Figure 1. Co-Evaluation of Content Analysis  
Scores and Visibilities of Websites of Gastronomy Cities in Internet Search Engines 

 
Parma and Tucson are the two cities above the average in terms of both website 

content analysis score and visibility score, and they have found the ideal place on the 

http://gs.statcounter.com/search-engine-market-share
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matrix. Hatay and Macao have higher content analysis scores than the majority of other 
cities’ websites with their website contents and the level of meeting the evaluation 
criteria. However, their internet search engine visibilities are quite low.  

Alba, which has the highest visibility score, and Burgos, Belem, and Bergen, 
which also have above-average visibility scores, have higher number of search engine 
links. However, the content analysis scores of their websites are low, and they need to 
be increased. Jeonju, Tsuruoka, Gaziantep, Ensenada, and Florianopolis have lowest 
scores in terms of both visibility and website contents. It is observed that the content 
analysis scores of Tsuruoka and Gaziantep are very close to the average. 

 
CONCLUSION 
Gastronomy is one of the most important travel motivations and it is regarded as 

an increasing tourism trend; it provides economic, social, and cultural benefits for cities 
and local communities by contributing to the image, promotion, and marketing of various 
destinations. On the other hand, since UNESCO defined gastronomy as a field of 
creativity, and awarded the cities with deep-rooted gastronomy traditions as ‘Creative 
City of Gastronomy’, gastronomy has become a powerful instrument for promotion of the 
destinations. Gastronomy cities can promote themselves to the entire world through 
efficient use of the internet, which is one of the most significant sources that people look 
to get information about the destinations before they travel. The purpose of this study is 
to evaluate the websites of gastronomy cities through content analysis, and to reveal the 
level of competence of the website contents in terms of design, functionality, 

communication, interaction, destination promotion, and gastronomy promotion.  
The results of content analysis indicate that the websites of the gastronomy cities 

that take place within UNESCO Creative Cities Network do not include sufficient amount 
of contents. According to the results of the research, the websites may be regarded as 
efficient in terms of design and functionality. However, in-site search option and 
frequently asked questions section should be included in order to make sure that the 
users can easily access the contents that they are interested. Only a few websites have 
these options. The websites were found ineffective in terms of communication and 
interaction features. Some websites do not even provide a contact information for users 
to communicate. The majority of websites do not offer communication and interaction 
instruments, such as communication forms, online forums, or e-bulletins. Only a few 
websites have contents for media communication, links to social media accounts, and 
the means to share contents in social media accounts. Gastronomy cities should 
strengthen their communication with the users who visit their websites. 

It is observed that the websites do not efficiently promote their destinations 
independently from their gastronomy identity. In order to create a destination image, 
and to have a positive impact on destination choice processes of potential visitors, it is 
critical to promote all other attractions apart from the gastronomy culture. Thus, it 
should be considered that these websites are valuable platforms to promote a 
destination with its entirety. Contents related to the destination should be created and 

promoted on these websites in cooperation with local and national tourism offices . 
When the contents regarding gastronomy promotion are analyzed, it is observed 

that the promotion level is relatively higher, however, not all websites include contents 
regarding sustainability, food safety, culinary techniques, utensils used, gastronomy 
tours, and gastronomy education. These contents, which distinguish gastronomy cities 
from the other cities, and which are related to the preconditions given by UNESCO to 
the candidate cities, should be emphasized more, and the gastronomy identity of the 
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city should be promoted in all aspects. This study reveals that the readily available 
sources for promotion and marketing particularly within the context of gastronomy are 
not utilized in full capacity since the criteria specified by UNESCO are not effectively 
used in these websites. Considering the fact that these websites are visited by people, who 
would like to get more information about these cities within the creative cities network 
of UNESCO, it is clear that these websites should be used more effectively. 

This study has some limitations. One of these limitations is that the content 
analysis of these websites is limited to the online content found between January 1, and 
January 13, 2019. Since the design and contents of these websites may change in time, 
the results of the analysis may reveal different results in future studies. Another 
limitation is that this study only comprises the websites published in English. Websites 
in different languages may be analyzed in other studies. A similar study may be conducted 
on social media accounts of gastronomy cities. Considering the fact that potential tourists 
can also create contents or comment on existing contents on social media, the gastronomy 
cities, social media contents and user contents can be analyzed together.  
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