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Methods and Materials

Qualitative Method
The essential activities of the qualitative method are data
analysis and interpretation while making use of the
gualitative data.

The aim of this communication is to contribute
knowledge about the act of sharing on virtual
communities and to compare the behavior of these
online members that share the same interest concerning
their “culinary passion” although they express
themselves and participate differently.

Netnography

Netnography can be defined as a qualitative,
iInterpretative research methodology which studies online
cultures and communities formed through
computer/mobile-mediated communications

(Kozinets, 2006a)

Semi Structured Interviews:
Interviews were conducted with concerned individuals

the theory of Offline Observation
prescription The author decided to become a part of the experience

| that a foodie usually has in an offline environment in a
L

restaurant.

The social Food blogging b
identity . gg g y
online users

Data Collection:

The sample used includes 20 foodies, the choice of
these members was based on their continuous
engagement on Zomato and on their social media
accounts such as Instagram.

The theory of
network desire

Research Objective

The objective of my thesis project is to observe critically the
main themes of the act of sharing culinary experiences and
knowledge by online users on different social media
channels. To understand profoundly this form of a leisure
activity and to comprehend the self- presentation and
emotions of these members across these channels while
studying the impact of these communities on the users too.

» Territory: Zomato Channel & Instagram Channel
» Target: Foodies active on both channels

“*Triangulation Method for more accurate results
The theory of

participation

Also, and most importantly to tackle the basic elements on:

“The act of sharing knowledge & experience across
social media channels: A comparative analysis on Chart 1. Conceptual Framework used in this comparative analysis Resea rCh POStu Iates
different virtual communities in sharing “dining-out

experiences” #FoodPorn

This is an interesting paradox, whereby it can be given a
positive connotation in a way that it can make a certain
dish seem utterly delicious and very appealing to the
extent of craving and desiring It and at the same time,
given the possibly somehow “negative” connotations

it can introduce, which can possibly lead to promoting an
unhealthy relationship with food, especially because real
pornography would contribute to an unrealistic view of
sexuality (Rousseau 2014) so it has the ability to
contribute to an unrealistic view of food.

To achieve this aim, the following objectives should be
treated while analyzing each virtual community by itself:

« To understand the style of expression and
communication of these users in the online world

« To identify the fundamental elements behind the online
activities and continuous participation of these foodies on
different platforms.

* To cross-compare the results from each identification
while relating to the theatrical assembly in order to
assess better the knowledge & information obtained
about the behavior of these users, in relation to their
personal attribution and in relation to the interest they are
evolving around.

#FoodlsBusiness

Also, some respondents had business perspectives,
whereby one foodie” insisted on how his online
participation on Instagram is helping him in establishing a
food advertising agency that helps clients’ in promoting
their menus, platters in an appealing way while getting

 To understand the science behind the participation and Figure 4. Foodies enjoying some ice cream the most audience. This outcome is somehow related
the consumption behavior of online foodies across together some of the outcomes from conducting interviews on
their online channels. Zomato users, because many users discussed that they

would like to turn food blogging into their full time job
whereby they will be able to make a career out of it, that
it not just a passion, yet soon to be a profession.

#FoodisMedicine

And some respondents’ purpose of food blogging is not
only linked to creating friendships, belonging to an online
community, getting pleasure from sharing beautiful
appealing shots with others, increasing her followers, or
maybe getting a financial advantage, her pure motive
from her online participation on Instagram was quite
clear and it is helping others in combatting food anxiety
and sending the message that food heals and nurtures,
that food is beautiful and it's the essence of life.
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Figure 1. A foodie showing her “feel Figure 2. A foodie enjoying some delicious _ o .
”
good” salad bowl. “iunk” food Figure 3. A foodie enjoying some fruits at the
beach
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