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Abstract: This study examines the photo-taking and photo-sharing behaviours of culinary products while travelling, 
specifically focusing on the behavioural differences in the generation membership (Gen-Y, Gen-X, and 
Gen-Z). A total of 400 respondents take part in this survey. The result of this study shows that photo-taking 
and online-sharing behaviours of culinary products vary between the three main generations. However, all 
three generations like to take pictures during travelling using mobile phones and the majority of them will 
upload and share the images while relaxing in the restaurant or hotel room, in order to share them with 
family and friends. These results provide information which can be used to assist the restaurant sectors in 
identifying the opportunities of co-creation in generating visitor experience intensification.  

1 INTRODUCTION 

Photographs taken during travel are partly motivated 
by the willingness to bring home aspects of private 
tourism experiences to share and revive their own 
experiences with others. A basic shift in nearly all 
aspects of tourism photography occurred from the 
photography motion to digital recording using print 
film. Digital photos are now inexpensive, easy to 
store, easy to modify, easy to copy and, most 
importantly, easy to transmit with little or no 
difference between sharing and taking. With an 
ample amount of online photo available on the web, 
travellers use these pictures as a reference when 
deciding where to spend their holidays. It can, 
therefore, be seen that tourism and photography are 
interconnected. As a consequence, all these 
modifications have developed a crucial favourable 
attitude in the behaviours of photography and 
sharing. 

On the other hand, social media has become a 
traveller platform for sharing their private 
experience of tourism with others. Social media is 
usually characterised as a group of internet-based 
apps that are publicly accessible and produced by 
internet consumers rather than marketers or vendors. 
The amount of internet users continues to rise year 
after year – now more than half of the total 
population (more than 3.6 billion people) worldwide 

use the Internet. As an example, Facebook has more 
than 1.6 billion users worldwide (an average of 1.23 
billion daily active users), there are 313 million 
active users (who log in at least once a month) and 
500 million tweets a day on Twitter's most popular 
microblogging site.  

At the same moment, more than six billion hours 
of video are watched each month on YouTube's 
video-sharing site, and there are more than 1 billion 
active monthly users. In addition, many researchers 
anticipated a dramatic rise in the potential effect of 
social media on travelling by people. This is because 
the use of social media in travel planning is not 
limited to the search for travel data before the 
journey, but also a tool for exchanging private travel 
experiences after the journey.  

2 RESEARCH ISSUES 

Prior study on photography in a tourism 
environment focuses more on a wide range of issues 
and variables, including content, and using pictures, 
type of photo equipment used, how photographs are 
drawn, how photographs are shared, the impact of 
photography on the tourism sector. However, there 
is limited study assessing the online photo sharing 
behaviours differences among travellers' 
generations. Due to the absence of researchers to 
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study a more holistic evaluation based on the above-
mentioned various aspects, the public or private 
sector in the tourism industry are unaware of the 
significance of sharing photography as a marketing 
tool.  

The initial aim of this study is to define the need 
to explore the features of taking photographs in 
gastronomic tourism to encourage government and 
the private sector to define policies that can be 
applied in gastronomic tourism marketing. 
Conscious of the importance of marketing in 
gastronomic tourism, this study focuses on foods as 
a picture content, photo sharing, camera types, and 
picture taker comparisons to produce more thorough 
research on how marketers in subsequent studies can 
use these characteristics. To achieve the original 
purpose of this study, the investigation into the role 
of photo-taking dimensions include food as the 
photo content, photo-taking and photo-sharing 
technologies, and demographic factors are required. 
The objectives of this study, therefore are: i) to 
examine the traveller photo-taking behaviour of 
culinary products, and; ii) to examine the travellers’ 
online sharing behaviours based on the generation 
gap. 

3 LITERATURE REVIEW 

3.1 Photo Taking Behaviour 

Photography is a significant aspect of the picture 
content. Many factors affect the image's content. 
Before beginning a holiday journey, tourist placed 
high expectations on what they're going to 
experience based on the data they've been looking 
for, and these expectations can be expressed through 
pictures. Taking pictures also enables visitors to 
document or demonstrate their presence at a specific 
location or to participate through particular content 
in a particular case. In addition, photography 
endorses excellent travel destination memories and 
reflects photographic travel experiences. In addition, 
photographing becomes a component of tourism 
operations that are deeply rooted in the experiences 
of visitors as most visitors take pictures of locations 
and share photos with others as well as their travel 
experiences.  

Photos also provide information on how people 
experience the world. For instance, pictures of food 
were taken for personal and public sharing. This also 
reflected the various contextual uses of pictures such 
as exchanging pictures related to tourism with 
friends and family (private) and posting pictures on 

(public) restaurant review pages. Photographs also 
demonstrate the range of views that visitors have of 
destination pictures that can be viewed as an 
individual's distinctive visual experience. Famous 
traveller destinations are still actively photographed 
as part of unique experiences.  

In addition to these unique journeys and 
activities, however, individuals are also increasingly 
taking pictures of almost any kind of experience, 
including the more mundane details of their daily 
life, such as the food they eat while travelling. An 
increasingly prevalent phenomenon has been taking 
pictures of one's dining experience. Every traveller 
today can share their culinary experiences digitally 
with friends and strangers around the globe, fueling 
a true social media arms race to determine who has 
the most special food and drink experiences. Indeed, 
#food, #foodporn #instafood and #yummy are 
among the top 100 Instagram hashtags. Based on 
this evidence, it is clear that taking photographs to 
keep a photographic food diary is an increasing 
phenomenon. From the citations, it is shown that 
with the assistance of today's technology, the trend 
of taking photographs of food has increased. 

3.2 Photo-Sharing Technologies 

Due to the fast development of various innovations 
in technology, the presence of the Internet and its 
broad accessibility have substantially altered the 
way customers search and access data or share their 
own experiences with others through feedback. 
Photo-sharing has become a daily and worldwide 
activity for millions of individuals with the latest 
technological developments and the extensive 
accessibility of camera phones. Digital cameras, 
many of which are now integrated into smartphones, 
provide travellers with more control over the 
photography process and the sharing of pictures. In 
addition, a researcher cited LeadSift study in 2013 
on the impact of social media in the tourism sector 
in which claimed that 74% of travellers use social 
media while travelling and 48% of travellers use 
social media to share videos and pictures. This 
behavioural phenomenon emphasises that social 
media platforms can be seen as a major source of 
social interaction.  

In addition, social media offers a convenient and 
straightforward way to remain in contact with 
friends due to the busy nature of our life and the 
restricted time we must socialise. Besides that, 
middle-aged and older adults’ value social media as 
an instrument for connecting with others around a 
hobby and interest. Given the fast development of 
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the internet setting and the extensive penetration of 
web-based services including travel, entertainment, 
data, communications and acquisitions, marketers 
are increasingly using social media to advertise their 
services and products.  

3.3 Generation Gap 

Generations are defined in the social sciences as 
cohorts of individuals with a collective character 
based on their shared historical moment and space. 
The impact of membership of a particular generation 
was recognized as a significant factor in the 
development of tourism experiences and the 
description of tourism behaviour. Understanding 
different type of consumer generation behaviour, 
particularly traveller behaviour, enables tourism 
organizations to design their products and services, 
enhance their policies and satisfy their customers.  

The theory of generational cohorts describes 
these changes over millennia. According to this 
theory, the values, attitudes, beliefs and inclinations 
of people influence significant historical events and 
social changes in society. The primary option to the 
theory of generational cohorts is to assume that 
values, attitudes, views and inclinations are mainly a 
function of age and maturity rather than a 
generation. In this study, it was discovered that 
many studies compared Generation X, Generation Y 
and Generations Z such as Generational Cohort 
Theory; how three generations choose to spend 
holidays and how baby boomers to Gen Z to explore 
the elements of the experience of tourism.  

Based on the literature, many researchers 
proposed Generation X was born from 1965 to 1979, 
Generation Y was born from 1989 to 1994, and 
Generation Z was born from 1995 to 2015. Each 
generation has distinct variables that influence their 
tourism choices and indicates that individuals 
involved in marketing destinations must consider 
each generation individually. Generation X chooses 
to remain at home instead of exploring. This 
generation, which involves adults from 35 to 50 
years of age, is mainly settled in their households 
and their families are built. Also, Generation X is a 
budget-conscious generation, and travellers 
frequently use OTAs to discover their deals, and 
they can't book longer journeys or spontaneously 
getaways. 

Meanwhile, Generation Y is a distinctive and 
creative group. This group includes multiple age 
cohorts, including both adolescents and young 
adults. They are the first generation that grew up full 
of fresh technology with the setting. Generation Y 

had a tendency for semester breaks to travel, staying 
in hotels, eating local cuisine and travelling with 
family and friends to relax and explore new 
destinations. On the other hand, Generation Z is 
regarded as the world's most digital-savvy 
generation to digitalise and challenge the traditional 
methods of doing stuff. They utilise various mobile 
devices, commenting on reality, the environment 
and the environment in which they reside. They use 
Twitter, blogs and internet forums to express their 
views and attitudes and share pictures (Instagram, 
Pinterest, Snapchat) and movies (YouTube, 
Instagram, Snapchat). Generation Z not only utilises 
the Internet material but also creates and controls it.  

4 METHODOLOGY 

A two-part survey instrument was developed 
where Section A enquires on the respondents’ basic 
demographic information while Section B asked the 
respondents on their photo-taking and photo-sharing 
behaviours. The questions used are close-ended, and 
multiple choices are given where the respondents 
need to choose one best answer that suits them best 
on their photo-taking and photo-sharing behaviours. 
The questions were first piloted and then adjusted to 
several questions to increase its clarity.  

The sampling method chosen is the convenient 
sampling where the information collected is selected 
based on the availability and willingness of the 
respondents to take part in responding to the 
questionnaires distributed through online sharing 
among Malaysian travellers. The data that has been 
collected through online surveys using Google 
Forms platform. The data collection lasted four 
weeks. Once the data collection process is complete, 
the responses are coded and analysed using the 
Statistical Package for Social Sciences (SPSS) 
Version 20. The data set was then evaluated by 
applying descriptive and cross-tabulation statistical 
methods. 

5 FINDINGS 

A total of 400 respondents take part in this survey, 
with the majority of the respondents are from 
Generation Z which accounted to 48.8%, followed 
by Generation Y at 37.3% and Generation X that 
accounted at 14%. Table I report the rest of the 
respondent demographic information. 
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Table 1: Demographic Information 

Profile Frequency %
Generations  

  Gen-X (1965-1979) 56 14.0
  Gen-Y (1980-1994) 149 37.3
  Gen-Z (1995-2015) 195 48.8

Occupation  
  Employed 277 69.3

  Unemployed 123 30.8
Monthly Income  

  2,000 or below 137 34.3
  2,001-4,000 105 26.3
  4,001-6,000 99 24.8
  6,001-8,000 33 8.3

  8,001 or above 26 6.5
Gender  
  Male 160 40.0

  Female 240 60.0
Educational attainment  
  Primary school 38 9.5

  Secondary school 108 27.0
  Diploma 145 36.3
  Degree 95 23.8

  Postgraduate 14 3.5
N=400 

Based on Table I, 60% of them are female, and 
the remaining 40% of the respondents are male. 
Majority of respondents are employed at 69.3% 
while 30.8% of them are unemployed. The monthly 
income of the respondents is mostly around 
RM2,000 and below (34.3%), and the least of the 
respondents earned RM8,001 and above (6.5%). The 
majority of the respondents (36.3%) reported 
possessing at least a Diploma compared to the 
minority of postgraduates (3.5%). 

5.1 Photo-taking Behaviour 

The first objectives of this research are to examine 
the traveller photo-taking behaviour in a gastronomy 
setting. A cross-tabulation analysis was opted to 
answer the research questions: What are the 
travellers photo-taking and photo-sharing behaviours 
in a gastronomy setting? Table II below reports the 
behaviour. 

 
 
 
 
 

 
 

Table 2: Photo-taking Behaviour 

 Generation Total
Gen-X 
(1965-
1979)

Gen-Y 
(1980-
1994) 

Gen-Z 
(1995-
2015) 

Do you like 
to take 

pictures or 
videos of 

food while 
travelling?

Yes 47 144 178 369 

No 9 5 17 31 

Total 56 149 195 400
N=400 

Table II shows the generation who prefers to take 
pictures or videos of food while travelling where 
Generation Z stands at 48.24%, which is 
acknowledged as the world's most digital 
knowledgeable generation and challenges the 
system's traditional way of working followed by 
Generation Y at 39.02% which often utilizes social 
networking websites more frequently. The result 
showed that the generation who least prefer to take 
pictures or videos of food while travelling is 
Generation X at 12.74% since they use social media 
for travel thoughts and inspiration in terms of social 
media users, but they are probably discovered on 
distinct platforms than younger adults. Table III 
reports the preferred equipment used by travellers 
while travelling. 

Table 3: Preferred Photographic Equipment 

 Generation Total 
Gen-X 
(1965-
1979) 

Gen-Y 
(1980-
1994) 

Gen-Z 
(1995-
2015) 

How did 
you 

capture 
the photos 
or videos 
of foods 

while 
travelling?

Compact 
Digital 
Camera

2 7 6 15 

Mobile 
Phone

24 62 122 208 

DSLR 
Camera

11 28 16 55 

Tablet 3 7 9 19
Go-Pro 6 30 18 54
Video 

Camera
6 10 19 35 

Disposable 
Camera

3 3 4 10 

Others 1 2 1 4
Total 56 149 195 400

N=400 

The preferred photographic equipment based on 
generation membership is also investigated in order 
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to investigate their photo-taking and online-sharing 
behaviours. Table III reports that mobile phones are 
the most preferred tool used since digital cameras 
are now incorporated into smartphones, in which 
give travellers more control over the photography 
method and photo sharing [40, 68, 69]. Generation Z 
(58.65%) actively uses mobile phones and the 
results discovered that 80 per cent of Gen Z 
respondents said their primary camera was a 
smartphone, more than 60 per cent said they owned 
or used a digital camera. The result also founded that 
Generation Y has used a mobile phone as their 
preferred photographic equipment at (29.81%) 
followed by Generation X who have rated at 
(11.54%).  

5.2 Photo Sharing Behaviour 

The second objectives of this research are to 
examine the photo taking and online-sharing 
behaviours based on the generation gap. A cross-
tabulation analysis was opted to answer the research 
questions: What is traveller photo-taking and online 
sharing behaviours in a gastronomy setting? Table 
IV reports the social media sites used for photo 
sharing based on generations. 

Table 4: Social Media Used For Photo-Sharing 

 Generation Total
Gen-

X 
(1965-
1979) 

Gen-
Y 

(1980-
1994) 

Gen-Z 
(1995-
2015) 

What 
are the 
social 
media 
sites 

that you 
used for 
food's 

pictures 
or 

videos 
sharing? 

Facebook 29 19 21 69
Instagram 13 91 129 233
Google+ 3 8 10 21
Twitter 1 8 12 21

YouTube 4 19 13 36
Others 6 4 10 20 

Total 56 149 195 400
N=400 

Table IV reports on travellers’ usage of social 
media sites for pictures or video sharing. Generation 
X mostly use the Facebook to share their photos and 
videos. As for Generation Y and Generation Z, they 
prefer to share their photos and videos through 
Instagram. This finding supports previous studies 
[39, 44, 67, 70] that found although  Facebook is  
still  the  network  with  the highest number  of 
active users  on the  global  scale, millennials tend  

to prefer Instagram and Snapchat, with an 
observable popularity growth of Pinterest as well, 
while Generation Z also highly attuned to social 
media, similar to younger millennials, and 
experiencing the world in a way that can be instantly 
shared with social networks via photos and videos 
on platforms like Instagram and Snapchat. Table V 
reports the time of uploading and sharing of pictures 
based on generations 

Table 5: Photo sharing Behaviour 

 Generation Total
Gen-X 
(1965-
1979) 

Gen-Y 
(1980-
1994) 

Gen-Z 
(1995-
2015) 

When 
would 

you 
upload 

and 
share 
the 

picture
s or 

videos 
of 

foods 
in 

social 
media 
sites? 

As soon as 
the pictures 
or videos of 
foods were 

taken

12 27 54 93 

While 
relaxing (in 

the 
restaurant/ho

tel room)

19 77 85 181 

Right after 
you are back 

at your 
hometown

8 22 24 54 

It took some 
time for me 
to share the 

pictures/vide
os.

10 19 25 54 

Others 7 4 7 18
Total 56 149 195 400

N=400 

Table V reports the preferred time for the 
respondents to upload and share the pictures and 
videos of food on social media sites. Majority of 
Generation X prefer to share as soon as the pictures 
or videos of foods were taken since they did not 
prefer to spend too much time in editing before 
uploading the photos or videos of foods. This 
behaviour is as per expected since they are family-
oriented generations. Meanwhile, both Generation Y 
and Z tend to share the pictures and videos while 
relaxing (in the restaurant/hotel room). Table VI 
reports their motivations for photo sharing based on 
generations. 
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Table 6: Motivation For Photosharing 

 Generation Total
Gen-X 
(1965-
1979) 

Gen-Y 
(1980-
1994) 

Gen-Z 
(1995-
2015)

What are 
the 

motivations 
for you to 
share the 

food's 
pictures/vid
eos while 
travelling? 

To share 
with 

family and 
friends 

24 52 67 143 

To keep a 
personal 

record for 
myself 

11 19 36 66 

To 
socialise 

with 
others 

through 
the 

photos/vid
eos 

3 27 28 58 

To create a 
social 

history of 
my trip 

11 45 58 114 

Others 7 6 6 19
Total 56 149 195 400

N=400 

Based on Table VI, the strongest motivation for 
all three-generation membership is to share with 
family and friends. The second motivation is “to 
create a social history of my trip” where Generation 
Y and Generation Z prefer to create their social 
history of trips to remain their moment during the 
trips. From the previous finding of photo editing 
preferences reveal that Generation Y and Z prefer to 
edit the photos and videos of foods because they 
want to create a social history of their trips. The 
third motivation is ‘to socialise with others through 
the photos/videos’ where mostly the participant used 
the photos or videos to share and comment on 
content, consumers ' strength has increased over 
time. 

6 DISCUSSION AND 
CONCLUSION 

This study aimed to investigate photo-taking and 
photo-sharing behaviour based on the proposition 
that there may be differences based on generation 
membership. This study confirms that different 

generation behave differently. The study results also 
proved that food-taking and sharing food photos on 
social platforms activities in the gastronomy setting 
during travelling is norms among the three 
generations. The most popular subjects for photo-
taking of each generation were family and friends. 
Besides, the finding has also been proven that 
technological advances had a profound impact on 
photo-taking and photo sharing in gastronomic 
settings among generations. 

Food photos are huge on social media because 
they're both easy-to-produce and relevant to 
everyone. People take photos of their food not only 
for themselves but also to share with others. 
However, the findings demonstrated the behaviour 
of photo-taking and photo-sharing of foods 
behaviour among travellers are different based on 
their generation. Indeed, photo-taking and sharing is 
a must-have activity for Generation Y and 
Generation Z when they go travelling since; they are 
having a similarity about the technology advance in 
their generation. However, Generation X does not 
pay attention to the trend, but they unintentionally 
followed these trends. Thus, social media platforms 
could be regarded as a significant source of social 
interaction. Given the reality of our lives is naturally 
busy and have limited available time to engage and 
socialise with friends and families. Knowing this 
truth, social media provides an easy and convenient 
way to remain in touch with relatives and friends. 

However, despite the prevalence of photo-taking, 
empirical studies on how taking food photos affect 
their dining experiences are obviously lacking. 
While this study does not focus on the effect towards 
dining experience, it has shown that it is a growing 
trend and one should test it. Nonetheless, the 
available results provide information which can be 
used to assist the restaurant sectors in identifying the 
opportunities of co-creation in generating visitor 
experience intensification. 

ACKNOWLEDGEMENT  

This study would like to thank Universiti Teknologi 
MARA for supporting this project. This study also 
would like to thank Ms Amirah Nabilah Ishamudin, 
Ms Siti Nor Fashihah Ahmad Shariff and Ms Siti 
Nurul Atiqah Mohd Hamidi for helping the authors 
in finalising this study. 

REFERENCES 

Photo-taking and Online-sharing Behaviors of Culinary Products among Travellers: A Comparison on Generation X, Y and Z

15



 

N. K. Tsang, B. Prideaux, and L. Lee, "Attribution of 
inappropriate visitor behavior in a theme park setting–
a conceptual model," Journal of Travel & Tourism 
Marketing, vol. 33, pp. 1088-1105, 2016. 

E.A. Cederholm, E. A. The use of photo‐elicitation in 
tourism research–framing the backpacker experience. 
Scandinavian Journal of Hospitality and Tourism, vol 
4, pp 225-241, 2004. 

M. Meeker and L. Wu, "Internet trends 2018," ed: Kleiner 
Perkins, 2018. 

M. Graham and W. H. Dutton, Society and the internet: 
How networks of information and communication are 
changing our lives: Oxford University Press, 2019. 

Z. Tufekci, "YouTube, the great radicalizer," The New 
York Times, vol. 10, 2018. 

B. Garrod, "Understanding the relationship between 
tourism destination imagery and tourist photography," 
Journal of Travel Research, vol. 47, pp. 346-358, 
2009. 

K. J. MacKay and C. M. Couldwell, "Using visitor-
employed photography to investigate destination 
image," Journal of Travel Research, vol. 42, pp. 390-
396, 2004. 

L. Gye, "Picture this: The impact of mobile camera phones 
on personal photographic practices," Continuum, vol. 
21, pp. 279-288, 2007. 

L. Hjorth, "Snapshots of almost contact: The rise of 
camera phone practices and a case study in Seoul, 
Korea," Continuum, vol. 21, pp. 227-238, 2007. 

H. Kim and S. Stepchenkova, "Effect of tourist 
photographs on attitudes towards destination: Manifest 
and latent content," Tourism Management, vol. 49, pp. 
29-41, 2015. 

S. Pan, J. Lee, and H. Tsai, "Travel photos: Motivations, 
image dimensions, and affective qualities of places," 
Tourism Management, vol. 40, pp. 59-69, 2014. 

A. M. Kaplan and M. Haenlein, "Users of the world, unite! 
The challenges and opportunities of Social Media," 
Business Horizons, vol. 53, pp. 59-68, 2010. 

I. S. Lo and B. McKercher, "Ideal image in process: 
Online tourist photography and impression 
management," Annals of Tourism Research, vol. 52, 
pp. 104-116, 2015. 

N. A. Van House, "Personal photography, digital 
technologies and the uses of the visual," Visual 
Studies, vol. 26, pp. 125-134, 2011. 

W. Feighery, "Tourism, stock photography and 
surveillance: a Foucauldian interpretation," Journal of 
Tourism and Cultural Change, vol. 7, pp. 161-178, 
2009. 

R. M. Chalfen, "Photograph's role in tourism: Some 
unexplored relationships," Annals of tourism research, 
vol. 6, pp. 435-447, 1979. 

P. C. Albers and W. R. James, "Travel photography: A 
methodological approach," Annals of tourism 
research, vol. 15, pp. 134-158, 1988. 

H. Berger, M. Denk, M. Dittenbach, A. Pesenhofer, and D. 
Merkl, "Photo-based user profiling for tourism 
recommender systems," in International Conference 

on Electronic Commerce and Web Technologies, 
2007, pp. 46-55. 

M. T. Linaza, A. Agirregoikoa, A. Garcia, J. I. Torres, and 
K. Aranburu, "Image-based travel recommender 
system for small tourist destinations," in Information 
and Communication technologies in tourism 2011, ed: 
Springer, 2011, pp. 1-12. 

E. A. Cederholm, "The use of photo‐elicitation in 
tourism research–framing the backpacker experience," 
Scandinavian Journal of Hospitality and Tourism, vol. 
4, pp. 225-241, 2004. 

T. D. Botterill and J. L. Crompton, "Personal constructions 
of holiday snapshots," Annals of Tourism Research, 
vol. 14, pp. 152-156, 1987. 

D. Garlick, "Understanding the nature of the general factor 
of intelligence: the role of individual differences in 
neural plasticity as an explanatory mechanism," 
Psychological review, vol. 109, p. 116, 2002. 

G. Atwal, D. Bryson, and V. Tavilla, "Posting photos of 
luxury cuisine online: an exploratory study," British 
Food Journal, vol. 121, pp. 454-465, 2019. 

A. Dinhopl and U. Gretzel, "Selfie-taking as touristic 
looking," Annals of Tourism Research, vol. 57, pp. 
126-139, 2016. 

A. Barasch, G. Zauberman, and K. Diehl, "How the 
intention to share can undermine enjoyment: Photo-
taking goals and evaluation of experiences," Journal 
of Consumer Research, vol. 44, pp. 1220-1237, 2017. 

K. Diehl, G. Zauberman, and A. Barasch, "How taking 
photos increases enjoyment of experiences," Journal 
of personality and social psychology, vol. 111, p. 119, 
2016. 

A. Jianu, "“The Taste of Others”: Travellers and Locals 
Share Food in the Romanian Principalities (19th 
Century)," in Earthly Delights, ed: BRILL, 2018, pp. 
426-458. 

Y. Mejova, S. Abbar, and H. Haddadi, "Fetishizing food in 
digital age:# foodporn around the world," in Tenth 
International AAAI Conference on Web and Social 
Media, 2016. 

S. Abbar, Y. Mejova, and I. Weber, "You tweet what you 
eat: Studying food consumption through twitter," in 
Proceedings of the 33rd Annual ACM Conference on 
Human Factors in Computing Systems, 2015, pp. 
3197-3206. 

S. Goyal, Q. Liu, K. Tajul-Arifin, W. Awan, B. Wadhwa, 
and Z. Liu, "I ate this: A photo-based food journaling 
system with expert feedback," arXiv preprint 
arXiv:1702.05957, 2017. 

I. Liu, W. C. Norman, and L. Pennington-Gray, "A flash 
of culinary tourism: Understanding the influences of 
online food photography on people's travel planning 
process on flickr," Tourism Culture & 
Communication, vol. 13, pp. 5-18, 2013. 

F. Cordeiro, E. Bales, E. Cherry, and J. Fogarty, 
"Rethinking the mobile food journal: Exploring 
opportunities for lightweight photo-based capture," in 
Proceedings of the 33rd Annual ACM Conference on 
Human Factors in Computing Systems, 2015, pp. 
3207-3216. 

NTF 2019 - The NHI Tourism Forum

16



Y. Hu, L. Manikonda, and S. Kambhampati, "What we 
instagram: A first analysis of instagram photo content 
and user types," in Eighth International AAAI 
conference on weblogs and social media, 2014. 

B. Prideaux, L. Y.-S. Lee, and N. Tsang, "A comparison 
of photo-taking and online-sharing behaviors of 
mainland Chinese and Western theme park visitors 
based on generation membership," Journal of 
Vacation Marketing, vol. 24, pp. 29-43, 2018. 

B. Lutes, "You submitted: You bragged, I booked: An 
exploration of how social network behaviour 
influences destination choice," 2019. 

S. Chamberlain, "Economic Development and Social 
Media: A Strategic Approach for Success," Papers in 
Canadian Economic Development, vol. 14, pp. 55-73, 
2014. 

J. H. Kietzmann, K. Hermkens, I. P. McCarthy, and B. S. 
Silvestre, "Social media? Get serious! Understanding 
the functional building blocks of social media," 
Business horizons, vol. 54, pp. 241-251, 2011. 

W. G. Mangold and D. J. Faulds, "Social media: The new 
hybrid element of the promotion mix," Business 
horizons, vol. 52, pp. 357-365, 2009. 

N. Singh and P. Yadav, "Social Media Influences Holiday 
Travel Decisions: A Rationale for Profound Analysis," 
Prabandhan: Indian Journal of Management, vol. 11, 
pp. 40-56, 2018. 

A. Tilokskulchai and S. Soontayatron, "Social Media and 
Mobile Service on Travel Experiential Values in 
Aging Tourists: A Conceptual Review and 
Perspective," Organized by Dusit Thani College 29 
November–2 December 2017 Bangkok, Thailand, p. 
212, 2017. 

Z. Xiang and U. Gretzel, "Role of social media in online 
travel information search," Tourism management, vol. 
31, pp. 179-188, 2010. 

P. M. Valkenburg, J. Peter, and A. P. Schouten, "Friend 
networking sites and their relationship to adolescents' 
well-being and social self-esteem," CyberPsychology 
& Behavior, vol. 9, pp. 584-590, 2006. 

A. L. Williams and M. J. Merten, "iFamily: Internet and 
social media technology in the family context," Family 
and Consumer Sciences Research Journal, vol. 40, pp. 
150-170, 2011. 

C. J. Hutto, C. Bell, S. Farmer, C. Fausset, L. Harley, J. 
Nguyen, et al., "Social media gerontology: 
Understanding social media usage among older 
adults," in Web Intelligence, 2015, pp. 69-87. 

T. L. Tuten and M. R. Solomon, Social media marketing: 
Sage, 2017. 

R. Felix, P. A. Rauschnabel, and C. Hinsch, "Elements of 
strategic social media marketing: A holistic 
framework," Journal of Business Research, vol. 70, 
pp. 118-126, 2017. 

A. T. Stephen, "The role of digital and social media 
marketing in consumer behavior," Current Opinion in 
Psychology, vol. 10, pp. 17-21, 2016. 

R. Minazzi, Social media marketing in tourism and 
hospitality: Springer, 2015. 

V. W. Marshall, "Generations, Age Groups and Cohorts: 
Conceputal Distinctions," Canadian Journal on 
Aging/La Revue canadienne du vieillissement, vol. 2, 
pp. 51-62, 1983. 

C. Gilleard, "Cohorts and generations in the study of 
social change," Social Theory & Health, vol. 2, pp. 
106-119, 2004. 

G. Zhang, J. Wu, and J. Zhou, "Do generation gaps lead to 
differences in the tourism destination image? Evidence 
from China," Tourism Tribune, vol. 32, pp. 53-64, 
2017. 

S. Gardiner, D. Grace, and C. King, "Is the Australian 
domestic holiday a thing of the past? Understanding 
baby boomer, Generation X and Generation Y 
perceptions and attitude to domestic and international 
holidays," Journal of Vacation Marketing, vol. 21, pp. 
336-350, 2015. 

L. Andrades and F. Dimanche, "Destination 
competitiveness and tourism development in Russia: 
Issues and challenges," Tourism management, vol. 62, 
pp. 360-376, 2017. 

J. Swarbrooke and S. Horner, Consumer behaviour in 
tourism: Routledge, 2007. 

L. Moutinho, "Consumer behaviour in tourism," European 
journal of marketing, vol. 21, pp. 5-44, 1987. 

S. A. Cohen, G. Prayag, and M. Moital, "Consumer 
behaviour in tourism: Concepts, influences and 
opportunities," Current issues in Tourism, vol. 17, pp. 
872-909, 2014. 

S. Horner and J. Swarbrooke, Consumer behaviour in 
tourism: Routledge, 2016. 

A. D'Amato and R. Herzfeldt, "Learning orientation, 
organizational commitment and talent retention across 
generations: A study of European managers," Journal 
of Managerial Psychology, vol. 23, pp. 929-953, 2008. 

K. Debevec, C. D. Schewe, T. J. Madden, and W. D. 
Diamond, "Are today's Millennials splintering into a 
new generational cohort? Maybe!," Journal of 
Consumer Behaviour, vol. 12, pp. 20-31, 2013. 

S. Moss, "Generational cohort theory," Psychlopedia, Key 
Theories, Developmental Theories, https://www. 
sicotests. com/psyarticle. asp, 2010. 

J. S. Smith, "Three generations of international tourist 
resorts in Mexico," Geographische Rundschau 
International Edition, vol. 5, pp. 4-10, 2009. 

H. Ting, T.-Y. Lim, E. C. de Run, H. Koh, and M. Sahdan, 
"Are we Baby Boomers, Gen X and Gen Y? A 
qualitative inquiry into generation cohorts in 
Malaysia," Kasetsart Journal of Social Sciences, vol. 
39, pp. 109-115, 2018. 

Y.-C. Huang and J. F. Petrick, "Generation Y’s travel 
behaviours: a comparison with Baby Boomers and 
generation X," Tourism and generation Y, vol. 1, pp. 
27-37, 2010. 

J. Bao, X. Jin, and D. Weaver, "Profiling the elite middle-
age Chinese outbound travellers: a 3rd wave?," 
Current Issues in Tourism, vol. 22, pp. 561-574, 2019. 

P. Benckendorff, G. Moscardo, and D. Pendergast, 
Tourism and generation Y: Cabi, 2010. 

Photo-taking and Online-sharing Behaviors of Culinary Products among Travellers: A Comparison on Generation X, Y and Z

17



 

H. Haddouche and C. Salomone, "Generation Z and the 
tourist experience: tourist stories and use of social 
networks," Journal of Tourism Futures, vol. 4, pp. 69-
79, 2018. 

M. Ek Styvén and T. Foster, "Who am I if you can’t see 
me? The “self” of young travellers as driver of eWOM 
in social media," Journal of Tourism Futures, vol. 4, 
pp. 80-92, 2018. 

B. B. Boley, V. P. Magnini, and T. L. Tuten, "Social 
media picture posting and souvenir purchasing 
behavior: Some initial findings," Tourism 
Management, vol. 37, pp. 27-30, 2013. 

S. O. Lyu, "Travel selfies on social media as objectified 
self-presentation," Tourism Management, vol. 54, pp. 
185-195, 2016. 

J. W. C. Wong, I. K. W. Lai, and Z. Tao, "Sharing 
memorable tourism experiences on mobile social 
media and how it influences further travel decisions," 
Current Issues in Tourism, pp. 1-15, 2019. 

Z. Z. Zarezadeh, H. R. Rastegar, and U. Gretzel, 
"Reviewing the Past to Inform the Future: A Literature 
Review of Social Media in Tourism," Czech Journal 
of Tourism, vol. 7, pp. 115-131, 2018. 

NTF 2019 - The NHI Tourism Forum

18


