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Introduction

Berlin can certainly be viewed as a thriving hub for various food cultures, given how many
different cuisinegxist inthis one placeand carbe explored here. Especially Asian restaurants

stand out as one of the major branches when examining the gastronomy of the German capital.
Trying to differentiate between the different strands of Asian cuisten be difficult, as
restaurants often adverts e t hemsel ves as being a Or,eal o C
while in reality offering some sort of fusion kitchel.o wever , what makes a r
or authentic in the first place? It could depend on the kind of food served there, theyqofli

the ingredients, the ethnicity of the staff and much more. It therefore is no easy task to decide

on a set of criteria in order to get a clear answer.

Focusing on Japanese restaurarts at the very least the ones thhtand their businessess

such6 we attempta different approach and trio explain howthe customeithemselves define

authentic Japanese restaurants in Berlin by using online reviewsfn OYel p&, a web
for rating restaurants, so that other users can see what kind of standing a given place has in

the community We believe the internet serves as an excellent place for data collection on this
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We will first discuss theconcept of authenticity itself and how it can be broken down into
tangible parts that can later be used as categories for a qualitative content analysis. Following
this chapter is an overview of the methodology in this research project. This inchmtemly

a rundown of all the programs and tools used as well as giving an overview of our collected
data but also focuses on the method of qualitative content analysis Esed#lly, we will look

at the results in order to answer our research question: Haacdstomers define authentic
Japanese Restaurants in Berlin by usiedpto give online feedbackmh this paperwe will

show pictures of the restauranégd screenshots of odlata to document the research process.

Theory: Authenticity

The first guestion that wehaveto ask ourselvess what authenticity actuallymeans While
scholars agree othe importance of authenticity as a concepio cleardefinition has been
providedso far(Becker et al. 2019: 25). Nunes et al. (2021: 1) explain the acomimon
definition with the contextbased understanding of the concept of authenticity. Consumers
evaluate the authenticity of an experience on an either indexical or iconic, balsie the
former implies that an object is original, whereas the latter merely resembles the original and
may be constructed (Becker et al. 2019: Bblhe case of ouown project authenticity relies

on aniconicbaseas Japanese restaurants in Germany arestructing a Japanese atmosphere
and cannot bedriginaldrdue to geographical circumstanc@he food may be considered as

original if it is imported from Japan.

In the context of gastronomy, the term authenticispmetimesserves as a label to justify

higher prices ascan be observed witlsushi culture in Singapore where higéind sushi
restaurants aim for 100% Japanesssregarding food, interior, management, staff, etc. (Ng
2001:8) . Byun and Reiher (2015: 7%6)amacmsaindsm ;
for di fferentiationo. | n t hejthey ditidaKoggana b o ut
restaurants into first and second generation, whereas the first generation refers to restaurants
that developed between 1980 and 2005 and secondagjenetio restaurants that developed

after 2005It is shown that especiallyestaurants of thdirst generationvalue tradition and
authenticity (Byun and Reiher 2015). They use authenticity to differentiate themselves from
restaurants of the second gengoa which significantly adapt to local customers and which

are often owned by noiiKoreans. Restaurants of the second genergtigrauthenticity in the

background and rather focus on satisfied customers by localizing their food.



The significant influenceof localization processesn authenticityis also showni n  Ng 6 s
research about sushi culture in Singapore (Ng 2001). He describes the rising global popularity

of cultural goods as a result of adapting to local customers which oftelmges authenticity

(Ng 2001: 1). He defines localization processes in three aspects, i.e. the forms of eating, content
and taste and finally the management of a restaurant (Ng 20a8YIXF or ms of eat i ng
to the authenticity of the menu as a wigand way of eating, e.g. offering other dishes along

with sushi even though sushi restaurants in Japan typically only serve sushi. The second
aspect, Ocontent and taste® takes into accol
Oman ag e me erg tlie ethriciysand dackground of the restaurant managers. We used

similar categories as a basis for our own project as they can be used to assess authenticity and
may be the aspects that customers pay attention to when rating a resta@antselectiorof

categories will be discussed in detail in chapter 3.

Methodology: Qualitative Content Analysis

When discussing methods, there are three diffei@spectdhat need to be mentioned. Firstly,
the data set, secondly, the method of data collection and lastly, the type of analysis performed
on the collected data. We will be going through each of them one by one while also
commenting on the
programs used at ever
stage. Having decided on
online reviews, the first
step to be taken was
picking out restaurants
that would help to
answer our research
guestion and provide us

with a relevant number

of reviews. Weachieved

Ouir list of results in Rstudio



this by writing a script in R, a programming language fragntly used by data scientists that
provides an excellent basis for statistical analysis. This script would allow us to see all the
restaurants tagged as Japanese on Yelp. It does so by communicating with the API (application
programming interface) of thevebsite and then setting certain parametéeity, radius, genre)

andoutputting a list of all relevant search hits as a result.

All of the coding was performed in the environment RStudio, a tool that helped us visualize
the resultsas a table later arb0 restaurants were showhoweverwe planned on making an
important distinction from the very starthereforewe pickedseverarestaurants out by hand.

We wanted to make sure we both analyze the reviews of restaurants owned by Japanese as
well aspeople ofother nationalitiesin order to see ithe management would play a role at.all
Additionally, we filtered the list by number of reviews to increase sample size for possible hits.
We also made sure to include restaurants of different price categami order tancorporate

a variety of businesseas a result, we ended up with the following ten restaurants: A) (owned

by Japanese) Zenkichi, Udagawa, Sasaya, Kame Bakery, Heno Heno, Takumi Nine, Momiji. B)
(owned by norJapanese): Cocolo Ramen, Kudio, Izakaya The script technically also
allowed us to gather allhe relevant reviews in one place automatically, however there are
limitations regardingthe number of reviewsso we hado collect the reviews manually.

Overall, we collected 933 reviews this way

QEVILIZT. AN O3S MEMSONal War TEUNGICN. 1N KOMIME Wi2gen

Anakn 5.
Klenes Japansches Restaurant, mit sehe leckeren Essen und en sehr sehr freundiches Personal

Roshan G.
Excelent Japanese tradtional kichen wih a dedicated chef running the whole scene Beware , & takes a whie so pian accordngly.

Thai H.

FOOD & DRINKS

ki, When T am i Japan I akiays get them hat and fresh that you akays bum your mouth but at the same time they are so deicous. Takoyaki & a specaity i this restaurant and as smple as that T obviously had to get them.

were the best Taknyaks I had in Germany but they are a rare spedes to begn with. Unfortunately T have one major complaint. The Takoyakis were not fresh and hot. They came aut very fast which i surprsing considering how long & usualy takes to make them. T can only

were pre-prepared and finshed to order. You could argue that I took pictures but I only needed about 5 mnutes for that and al the Takoyaks I had in Japan st bumed my mouth even after that time. These here were warm and coud be eaten as a whole which T would never do

ssssss
SERVICE
Lovely service. The staff also explained the diferent Takoyald variants on your plte at the table.

ATMOSPHERE
Smal and smple restaurant. 1 decided to st at a table outsde because I fek & was nothing specal,

RATING

Tf my Takoyakis were hot and “fresh” & would have taken me back to Japan instantly. T think when you put an tem on the front of your menu, you should give & your best even if the customer has to wat. T wal gladly wak thty minutes or longer for hot and fresh Takoyakss. They st get my
recommendation!

Everton R
‘Amazing Food, reasonably priced; great chef and staff - al Japanese, so very authentic. Wil defitely be back on my next trp to Berin. Thanks quystil!

Melna ¥

examples of our .txt files

1 Done via attorial found orrpubs.conby User Fitzpatrickseehttps://rpubs.com/fitzpatrickm8/yelpapi
2 We started with about 1500 reviews, however, about 600 of these proved to be irrelevant due to the
characteristics of the restaurants themselaesl where thus xcluded beforehand
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i RQDA: Qualitative Data Analysis  (al = vE o

Project | |} part New| | Delete Open| | Memo| | Rename | | Attribute

Files  Selected Fileid is 2
Iro lzakaya

Kuchi

o

o

ategories Sasay

Cases  Shiso_Burger
Zenkichi

GUI of RQDA

In order to skip through those reviewikatwo ul d n 6t h e loyr researchiguestienn s we r
we decided to filter them via keywords that we set up beforeh@ee Appendix 1)Here, we

used a program called RQDA, which allows for qualitative analysis of .txt files. We would
enter the keyword for each restaamt separatelyas there unfortunately did not exist an easier
method of doingso inside the programin total, we created a list of Bkeywords.When
decidingwhich keywords to usewe followedthe categories weolund in the literature (see

theory chaptey and thought about what customers coyddtentially say or which words they

would include in their reviews when talking about authentic Japanese cuidihe.large

amount mostly results out of the challenge that for filterin keywords, we had to account

for both German and English as the gram would not translate the search higy trimming

down irrelevant reviews, we ended up wi#25reviews.

These reviews were then exported from .txt files to .docx files so they could be analyzed with
MAXQDA. MAXQDA is a software used for qualitative agsis such as coding and is
therefore perfectly able to assisthen conductinga qualitative content analysis. Once we had

our dataset in place, we started creatingategory systemHere, we first decided on the
following general categories, based on oliterature review (A) Menu and taste, (B)
Management, (C) Atmosphere and (D) Restaurant experience. We then dikiefadurther
intosubc at egories so we could properly capture
the following categorysystem: (A) Menu and Taste // (al) Japanese dishes // (a2) Taste // (a3)
Priceperformance ratio, (B) Management // (b1) Owner (C) Atmosphere // (c1) Japanese
staff/customers // (c2) Interior, (D) Restaurant experience // (d1) Presentation of food // (d2)
Service. Weaisal these categories to perform a qualitative content analysis on the reviews we
collected and imported to MAXQDA.



‘am Liste der Codes = Gal p # M= x

a Codesystem 594
=g (A) Meni und Geschmack 0
=g/ (a1) japanische Gerichte 84

(=g (a2) Geschmack m

(&g (a3) Preis-Leistungsverhdltnis a5

&g (B) Management 1
(=g (b1) Eigentimerin 7

@1 (C) Atmosphire 35
&g (c1) japanisches Personal/Gaste 32

(&g (c2) Einrichtung 28

(=4 (D) Restauranterlebnis 50
(=g (d1) Prasentation des Essens 70

(=g (d2) Service m

57 Sets 0

Our category system in MAXQDA

Our group had different ideas about how to evaluate certain codes, therefore we divided the
restaurants into groups of five and attempted to analyze in two different ways. For set 1, a
code was only marked when the corresponding content had a direct sal& authenticity

in the sentence. However, for set 2, all mentions of any of the categories were counted as a
code. The assumption here is based on the idea that a restaurant could be considered authentic
(from a customer 0s p dions gpraething positiye abotit it @imcethes i mp |
categories are already derived frotheoretical notions of authenticity). Therefore, if a
customero6 for example- complimented the staff and service, we would consider these
remarks a hitAnother part of quatative content analyses that can be considered problematic

is the mentioiing of a negative of any given category. If a customer complained about the
service mentioned above, it quickly becomes difficult to decide whether to count these
remarks as a codea mot. In our case, we agreed on counting negative remarks in both set 1
and 2. This can be considered controversial, however, we still moved forward with this
decision since it is certainly important to define what is not authentic in order to separate it

from whatis.

9 Adrian L.
! | Tokyo Isakaya in Berlin
51 Berlin ist endlich eine echte Metropole, dank solcher Restaurants, oder besser Erlebnisgaststatten.

{ 52 | perfekter Service
.[d2) Service

w
o}

Super Nett.
(a2} Geschmack é 34 | Lecker
Und das Ambiente hat es uns besonders angetan.

56 | So kenne ich es aus Tokyo.

A sample revie\lcoded) inside MAXQDA



Results Dimensions of Authenticity

Set lincludesthe following five restaurants: Udagawa (31 Reviews), Takumi Nine (10
Reviews), Kamdapanese Bake(l1l Reviews), Heno Heno (18 Reviews) and Cdgaloen
(120 Reviews) with a total ofi2codesFor set 1, codes were only couniéthey were directly
related to authenticityMost codes were found in category (N)aste and menu] with 115
codes, followed by (C) [Atmosphere] with 90 codes. (D) [Reatdwexperience] accounts for

39 codes and witbnly 4 (B) [Management}onsists out of the least amount of codékese
results imply that customers consider the food and the atmosphere of a restaurtietrasst
important criteria for authenticity. There are only a few codes for the management category,

but it does seem tplay a role for certaircustomersnonetheless.

Front view of Japanese restaurants Kuchi, Henoanendomiji (from left to right)

Looking at category A in detail, we find that the attitude towards prices vary. Some customers
think the prices in the ramen restaurants Takumi Nine and Coeoéotoo high and compare

it to cheaper noodle soups in other Asian cuisines, whereas some people regard the prices as
fair, being aware of the complicated cooking procedures involved when creating a ramen dish.
People who have been to Japan also appredia authentic taste and are therefore willing

to pay a higher price. In terms of taste, criticism often appears from either people who have
been to Japan or who are Japanese and claim that the taste is not authentic, which is the case

for Udagawa. One pson criticized that the beer might be from a Japanese brand but gets
9





















