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Abstract 

People share photos and videos of the food and drinks they prepare and consume on social media platforms. Sharing such content 

on social media platforms creates awareness and increases engagement at both the individual and business levels. The term 

FoodPorn is one of the most commonly used hashtags when sharing sharing of such photos and videos. In this study, the effects of 

food preparation and presentation on viewers on social media platforms were determined using text mining based on the theory of 

hyperstimulation. The 3992 comments made by viewers on 5 videos available on the YouTube platform were analyzed using text 

mining software. According to the research findings, it was concluded that viewers were emotionally negatively affected by these 

videos. Additionally, it has been observed that viewers perceive these types of videos as sexual abuse, believe that food is being 

wasted and find them disgusting. It has also been concluded that these types of videos are perceived by viewers, albeit to a low 

extent, as interesting, funny and appetite-stimulating. These types of content, which visually stimulate viewers at a high level, have 

created positive emotions for some viewers while leading to negative perceptions for others.  

Keywords: Hyperarousal, Gastroporn, Foodporn, Text Mining 

Introduction 

Nowadays, the expectations from food, which is the most basic need of humans, have also changed. 

Consumers, in addition to meeting their physiological needs with the food and beverages they consume, share 

visuals of the food they have consumed or will consume on various platforms. Social media provides the 

opportunity to share and spread photos and videos that include the preparation, serving, and consumption of 

food (Reichert,2020).  Especially in recent years, with the increase in the number of users on social media 

platforms, the number of such posts has significantly increased. These types of posts, which depict food as 

provocative, bright, shiny, and appealing, are also closely followed by other social media users. One of the 

most preferred and interesting tags or titles when sharing of food videos and photos is the term “FoodPorn”. 

Videos and photos shared with the foodporn tag or title can evoke emotional reactions and aesthetic 

experiences in viewers due to their visual appeal (Puliso, 2019). 

The increase in the sharing of content that can be defined as "FoodPorn" across various platforms and the 

interest these shares receive mean that individuals possess a consumption understanding that encompasses not 

only physiological nutritional needs but also visual satisfaction. Elements such as bright colors, slow-motion 

shots, appetizing sound effects, and provocative movements featured in these visuals are the factors that 

maximize the emotional arousal of the viewers (Mejova, Abbar and Haddadi, 2021; Alikhani, 2023). In this 
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context, understanding why cooking videos are so captivating and examining the effects of this content on 

individuals have become an increasingly important area of research in academic studies. 

The Arousal Theory provides an effective conceptual framework for understanding individuals' responses to 

intense visual and auditory stimuli. According to this theory, a certain level of stimulation can lead to positive 

or negative emotional responses in individuals (Yerkes and Dodson, 1908). Especially the "FoodPorn" content 

consumed on digital platforms has the potential to attract attention, gather likes, and even create addiction by 

challenging individuals' sensory thresholds with its visual and auditory elements. This situation can affect not 

only individual emotional experiences but also societal consumption habits. 

With this study, it is aimed to reveal the behavioral and emotional effects of such content on individuals. To 

do this, the comments made by viewers on videos shared under the FoodPorn title on YouTube, one of the 

most important social media platforms today, is examined within the context of the overstimulation theory.  

The study also serves as a guiding reference for future research of this kind. 

Literature Review 

The term "FoodPorn," which was first used in a nutrition-related magazine to describe unhealthy foods, has 

gradually gained different meanings over time. The term was used by American sociologist Michael Jacobson 

in 1979 to "describe foods that are sensationally far from what they should be and could be considered 

pornographic" ( McBride, 2010). Later, the term FoodPorn was associated with the aesthetic and cultural 

qualities of high-quality food (Donnar, 2017). 

The term foodporn has become an important cultural phenomenon today, especially in the context of social 

media. It generally refers to the practice of sharing visually appealing food, often accompanied by the 

#foodporn hashtag. This term encompasses a blend of culinary enthusiasm and visual aesthetics, where food 

is not only a nourishment but also an object of desire and admiration. This phenomenon, which evokes sensory 

experiences and emotional responses in users, has become particularly popular on social media platforms like 

Instagram, where close-up food photos are published (Rinjani, 2017; Piluso, 2021). The act of sharing food 

visuals allows individuals to express their tastes and preferences while also enabling them to engage in broader 

social interactions that can affect their eating habits and emotional states (Mejova et al., 2021; Alikhani, 2023). 

This sharing, which is not only about the food itself, reflects a complex social dynamic interaction where the 

visual representation of food can evoke feelings of desire, nostalgia, or even guilt, depending on the context 

and the viewer's relationship with the food (Mejova et al., 2015).  

Individuals may feel different motivations to engage with visuals shared in the FoodPorn category. Individuals 

can interact with such visuals not only because they are aesthetically appealing but also because they can evoke 

a sense of hunger and trigger emotional and physiological desires (Alikhani, 2023). Such visuals have the 

potential to shape the behaviors and preferences of the individuals who engage with them (Mejova et al., 2021; 

Alikhani, 2023). The term FoodPorn is quite provocative and sensual. It is generally associated with the 

preparation and presentation of food and beverages in advertisements, literature, and social media posts 

(Rinjani, 2017). Therefore, it serves as a tool through which we can analyze contemporary culinary practices 

and the evolving and changing nature of food consumption in the digital age. 

Conceptual Framework and Determination of Research Questions 

The theory of overstimulation addresses the effects of visual and auditory stimuli on the individual. 

Additionally, the theory of overstimulation posits that an individual's reaction to environmental stimuli varies 

depending on the intensity and severity of these stimuli.  The fundamental basis of the theory is that visually 

impressive or emotionally strong high-level stimuli can significantly alter individuals' physiological states and 

emotional responses to the stimuli. (Yerkes and Dodson, 1908). In this context, social media platforms, 

especially YouTube, attract attention through FoodPorn videos where foods are displayed in a shiny and 

provocative manner. These videos have a high potential to trigger physiological responses such as appetite 

stimulation and hunger sensation, as well as emotional responses like anger, irritation and amusement. 

The presentation of food and beverages in a shiny, attractive, aesthetic, glittering, and enticing manner is 

referred to as FoodPorn (Demir and Öztürk, 2023; Yıldırım and Doğan, 2022). Videos showcasing visually 

appealing presentations of food and beverages can whet the viewers' appetites. Mejova, Abbar and Haddadi 

(2016) state that FoodPorn has spread widely among social media users and has changed the way people 

interact with food. Research conducted by Spence and colleagues (2016) shows that the visual appeal of food 
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increases viewers' desire to eat and affects their sensory experiences. In this context, one of the research 

questions formulated within the scope of the study is as follows: 

Research Question 1: Do FoodPorn videos lead to a significant increase in viewers' appetite and specific 

emotional responses? 

Studies suggest that the appetizing characteristics of FoodPorn videos may increase consumption intentions. 

Coary and Poor (2016) emphasize that the produced food visuals trigger the desire to eat in viewers and that 

this situation affects eating behaviors. It is stated that digital food content can encourage viewers to consume 

more food without their awareness. This effect leads to an increase in the viewers appetite and intensifies their 

intention to consume food when they are exposed to visual food presentations (Herman and Polivy, 2008; 

Bordo, 2013). In this context, the research question developed is as follows: 

Research Question 2: Do FoodPorn videos increase viewers' intentions to consume food? 

Watching FoodPorn videos can affect not only appetite but also the feeling of hunger and other physiological 

responses. It is suggested that visual food stimuli can intensify the feeling of hunger in viewers by affecting 

brain activities and hormonal balances (Rozin et al., 2003). In this context, the attractive presentation of food 

can create a 'taste expectation' in the human brain, which can trigger the feeling of hunger (Plassmann et al., 

2008; Spence, 2015). Based on these, the following research question has been developed: 

Research Question 3: How does watching FoodPorn videos affect viewers' appetites and feelings of hunger? 

FoodPorn videos not only affect appetite but also the emotional responses of the viewers. The presentation of 

food in the videos can lead to various reactions such as positive emotions (happiness, excitement) or negative 

emotions (guilt, regret) (Kristensen and Holm, 2006; Werle  et al., 2015). Spence and colleagues (2016) state 

that visual food content can trigger positive emotions such as happiness in viewers but these reactions may 

vary depending on individual differences and contexts. In this context, the following research question has 

been developed: 

Research Question 4: What emotional responses do FoodPorn videos evoke in viewers, and are these 

responses positive or negative? 

Method 

In this study, how videos that visually present food in an appealing way on social media platforms affect 

viewers will be determined based on the theory of hyperstimulation. In this context, the YouTube site has been 

chosen as the social media platform. The YouTube is an important platform where long-duration video shares 

on specific topics are made rather than short-duration video shares. Therefore, posts that feature extraordinary 

ways of food preparation and presentation and that attract a high number of followers have been taken into 

consideration.  The data source of the research consists of text-based comments made by the audience who 

watched the unusual food preparation and presentation posts related to the shared videos.  However, 

considering the popularity of platforms like YouTube and the numerous posts on the same topic, videos with 

more than 400 comments were selected as the data collection criterion. This criterion also facilitates the 

detection of the sensory responses of people to the shared videos.  In this context, as a result of research 

conducted on YouTube, five video uploads that meet the mentioned criteria have been identified. There are a 

total of 3,992 text-based comments on the shared videos. The collected texts were analyzed using sentiment 

analysis and topic extraction techniques from text mining methods. 

In the study, the visibility of comments made on the videos to everyone has ensured that this data is collected 

anonymously. Therefore, there is no need for an ethics committee decision for the use of such data. Similarly, 

it has been stated that comments accessible to everyone on online platforms can be used as a data source in 

accordance with ethical rules (Bruckman, 2002; Roberts et al., 2015). 

Data Collection Method 

In the research, web scraping technique was used as the data collection tool. One of the main advantages of 

the web scraping technique is its ability to convert unstructured web data into structured datasets. It is 

emphasized that web scraping particularly facilitates the conversion of large data sets into structured data that 

can be stored in spreadsheets (Mhouti, Fahim, Soufi and Alama, 2023). Similarly, it is emphasized that web 

scraping serves as a powerful tool for automating data collection, thereby enhancing the efficiency of data-

driven processes (Drummond, 2023). 
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In the study, web scraping technique was applied to a total of 5 videos published on the YouTube site that met 

the data collection criteria and 3,992 text-based comments related to these videos were collected. The collected 

data has been transferred to an Excel file. Descriptive statistics for text-based data are presented in Table 1. 

Table 1. Text Statistics for YouTube Videos 

     Total Number of Comments: 3,992 

     Total Number of Paragraphs: 4,270 

     Total Number of Sentences: 5,265 

     Total word count: 39,593 

     The number of words per sentence: 7.5 

     Number of words per paragraph: 9.3 

To apply text mining methods to the collected texts, they have been transferred to the Wordstat 2024 program 

where text mining analyses can be conducted. 

Text Mining Analysis Process 

Text mining is a multifaceted process that involves extracting valuable information from unstructured text 

data. The text mining process generally consists of several stages.  These steps are critically important because 

they transform unstructured text into a structured form that can be easily analyzed. Preprocessing techniques 

consist of tokenization, stemming, lemmatization, and stop word removal stages (Dařena and Žižka, 2015; 

Petrović and Stanković, 2019). Tokenization divides sentences in texts into words and phrases. Stop word 

removal, punctuation marks that do not convey meaning in the text and abbreviations are removed. Stemming 

and Lemmatization correct misspelled words (Landge and Rajeswari, 2016). Normalization converts the text 

to lowercase to standardize it. 

These techniques have ensured the removal of unnecessary and meaningless words from the collected texts 

and the correction of misspelled words. Thus, more effective results have been achieved in sentiment and topic 

extraction analyses based on text mining. The descriptive statistics of the text preprocessing results are 

presented in Table 2. 

Table 2. Text Statistics Obtained as a Result of Text Preprocessing 

     Total Number of Comments: 2,191 

     Total Number of Paragraphs: 2,353 

     Total Number of Sentences: 3,072 

     Total Word Count: 22,685 

     Average number of words per sentence: 7.4 

     Number of words per paragraph: 9.6 

After this stage of the study, the obtained data were subjected to sentiment analysis.  

Sentiment Analysis (SA), 

Sentiment analysis (SA) is a text mining technique that reveals emotions in texts using approaches from 

statistics, machine learning and natural language processing (NLP). Sentiment analysis reveals the positive 

and negative opinions expressed in texts (Kadli and Vidyavathi, 2019; Iglesias and Moreno, 2019). 

In sentiment analysis, machine learning and dictionary-based approaches can be used. In the dictionary-based 

approach, pre-determined words expressing emotions are used. The classification of emotions is done based 

on the presence of the identified words in a sentence or paragraph (Taboada et al., 2011).      

In this study, dictionary-based sentiment analysis was applied to text-based data. The obtained results are 

presented in the findings section.  

Topic Extraction 

At this stage, the topic extraction technique has been used to determine which topics were expressed in the 

text-based data by the video viewers.  

Topic modeling is an important approach that enables the identification of main themes in documents. It 

enables the discovery of hidden topics in large volumes of documents based on the co-occurrence frequency 

of words. The topic extraction technique uses the Latent Dirichlet Allocation (LDA) algorithm (Kim, Song 

and Song, 2015; Ogunwale, 2023; Rugeles, Hai  et al., 2023). 
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Findings 

The results of the sentiment analysis conducted to determine whether the comments made by viewers on 

YouTube videos are positive or negative are shown in Table 3. 

Tablo 3. Sentiment Analysis Results 

Sentiment  Frequency No. Cases % Cases Tf • Idf 

Negative 1642 1108 61,57% 486,1 

Positive 1025 728 38,43% 490,5 

According to the sentiment analysis results, viewers who commented on the videos used 1642 different 

negative words and 61.57% of the viewers evaluated the videos negatively. Additionally, viewers used 1025 

different positive words and 38.43% of the viewers evaluated the videos positively. The graph obtained from 

the sentiment analysis is presented in Figure 1. 

Figure 1. Sentiment Analysis of Keywords 

 

In the study, topic extraction was conducted to reveal the thematic structure of the dataset consisting of 2191 

comments and to provide a clearer understanding of the general overview of the videos. Below, the results of 

the topic extraction analysis and the topics automatically clustered and named through WordStat have been 

revealed and presented in Table 4. 

Tablo 4. Topic Extraction 

  TOPICS FREQUENCY % 

SHOWN 

NUMBER  

OF 

COMMENT 

% 

CASES 

TF • 

IDF 

1 Porn Sex and Real 327 23,71% 622 28,39% 178,9 

2 Talk To God 290 21,03% 600 27,38% 163,2 

3 Disgusting  149 10,80% 378 17,25% 113,4 

4 Cooking and Show 138 10,01% 316 14,42% 116,3 

5 Wasting Food 101 7,32% 176 8,03% 111,0 

6 Sexually Assaulted  82 5,95% 104 4,75% 108,5 

7 Stop Laughing 59 4,28% 90 4,11% 81,5 

8 Makes and Laugh  56 4,06% 168 7,67% 62,5 

9 Weird 56 4,06% 82 3,74% 79,7 

10 Feeling Hungry 48 3,48% 79 3,61% 69,5 

11 Everything and True 43 3,12% 121 5,52% 54,2 

12 Interesting and Things 30 2,18% 96 4,38% 40,8 
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   100% 2832   

Food and Eating/ Topic N. (4,5,10) 

Sexual Content and References/ Topic N. (1,6,11) 

Humor and Laughter/ Topic N. (8) 

Religious and Spiritual References/ Topic N.(2,5) 

Reactions and Emotions/ Topic N. (3,5,10,12) 

Violence and Aggression/ Topic N.(3,7) 

Surreal and Weird References/ Topic N. (8) 

Human Relationships and Identity/ Topic N. (5) 

Life and Philosophical Musings/ Topic N.  (1,3,5,6) 

According to the results of the topic extraction analysis, 23.71% of video viewers, with 622 comments, 

perceived the video content as obscene. In the second place, the topic has been interpreted as religiously 

objectionable with 21.03% of the votes and 600 comments. The third topic is that videos are considered 

disgusting with 10.8% of the votes and 378 comments. The fourth topic has been perceived as a Show with 

10.01% of the votes and 316 comments. The fifth topic, with a rate of 7.32% and 176 comments, is considered 

to be about food waste. The sixth topic is perceived as abuse with a rate of 5.95% and 104 comments. The 

seventh topic is perceived as anger with the expression "stop laughing" with a rate of 4.28% and 90 comments. 

The eighth topic, with a rate of 4.06% and 168 comments, is perceived as the expression "makes and laugh" 

meaning finding it funny. The ninth topic, with a rate of 4.06% and 82 comments, is perceived as strange by 

the viewers. The tenth topic is the evocation of hunger, with a rate of 3.48% and 79 comments. The eleventh 

topic, with a rate of 3.12% and 121 comments, is the approval of the expression "everything and true" by the 

viewers. According to the analysis results, the last topic is the subject of finding it interesting with a rate of 

2.18% and 96 comments from the viewers.  These identified topics have been classified and categorized in 

Table 4. 

Link Analysis 

Link analysis visually represents the existence and strength of one or more connections between two or more 

subjects (Péladeau, 2021). In Table 2, a link analysis was applied between the relevant topics to understand 

the details of the subject headings obtained from the video comments. 

 

Figure 2. Link Analysis Results 

 
In Figure 2, the explanations of the topics are visualized according to the frequency of their co-occurrence, as 

obtained in Table 4. Accordingly, it has been observed that those who watch Foodporn videos perceive cooking 

shows (cooking and show) as the most prominent topic among the relationships they describe for these videos. 

In second place, they found the topic of (talk to god) to be religiously related and therefore, they expressed 

that they reacted to those who found the videos funny with the topic of (stop laughing). Video viewers have 

also expressed that they find the food recipes used in these videos to be treated in a sexual manner, which they 
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find disgusting. They think that the food used in the watched videos is being wasted. For viewers, another 

perspective is that they find the videos weird and consider them to be sexually assaulting.   

Conclusion and Recommendations 

In this study, the effects of FoodPorn content on viewers on YouTube were examined within the context of 

the Sensation Seeking Theory. The research findings reveal that visual and auditory stimuli create 

physiological, emotional and social responses in individuals. The results of the study are consistent with similar 

studies in the literature. 

Emotional Reactions and Visual Perception Emotion analysis results show that 61.57% of viewers evaluated 

the videos in a negative context. These negative reactions have been associated with perceptions such as the 

food waste (7.32%) and the videos being found disgusting (10.8%).  These results explain that foodporn videos 

evoke negative emotions in their viewers. The finding by Spence et al. (2016) that the visual presentation of 

food alters taste perception and the overall eating experience aligns with the interpretations in this study. 

However, the dominance of negative perceptions aligns with Yerkes and Dodson's (1908) theory which argues 

that excessive intensity of visual stimuli can have adverse effects on individuals. This is seen as a very 

significant outcome in terms of demonstrating that excessive visual stimuli have the potential to evoke disgust 

in individuals. 

The findings obtained from the research have revealed that the visual aspects of food content can increase the 

feeling of hunger and appetite in viewers. However, although it was found that the appetite of those who 

watched these videos increased, this rate was seen to be quite low.  Plassmann et al. (2008)'s study studies, 

which argues that taste expectations are shaped by visual stimuli, support these findings. Additionally, it is 

consistent with the studies by Rozin et al. (2003) and Uçuk et al. (2022), which emphasize that the attractive 

presentation of food can change individuals' eating habits. 

According to the cultural and social dynamics topic inference analysis, a portion of the viewers (23.71%) 

associated the videos with obscene content. Mejova et al. (2016)'s study, which states that FoodPorn content 

interacts not only with food but also with cultural and social norms, provides a theoretical basis for these 

findings. The prominence of religious context comments (21.03%) indicates that digital gastronomy content 

can be perceived differently depending on the audience. Additionally, the interpretation of the food used in 

such videos as waste may be based on religious beliefs.  

It has been observed that FoodPorn videos evoke positive emotions in 38.43% of cases. This situation supports 

the findings of Coary and Poor (2016) and Uçuk (2022) which emphasize the positive impact of the aesthetic 

presentation of food on consumer behavior. It is understood that digital content creators and brands have the 

potential to increase viewer’s consumption intentions by using visually appealing content. 

High levels of visual stimuli have created positive experiences for some viewers, while leading to negative 

perceptions for others. This situation is indicative of the non-linear relationship between stimulus intensity and 

behavior proposed by Yerkes and Dodson (1908). 

Additionally, it appears that the emotional, social and cultural impacts of FoodPorn content provide significant 

insights into creating viewer engagement and influencing consumer behavior on digital platforms. However, 

it is clear that the videos need to be context-sensitive and designed to appeal to different cultural perceptions. 

(Kristensen and Holm, 2006; Werle et al., 2015).   

Limitations and Recommendations of the Study 

In this study, only the YouTube platform has been addressed. Future studies could examine the effects of 

different social media platforms and demographic variables such as age, gender, and cultural context. 

Additionally, EEG and other biometric measurement techniques can be used to gain a deeper understanding 

of the neurophysiological effects of visual stimuli. 

References 

Alikhani, N. (2023). Food porn – netnographic study of audience motivation to follow the instagram food 

blogger’s pages. Proceedings of the 7th International Conference on Modern Approaches in 

Humanities and Social Sciences. https://doi.org/10.33422/7th.icmhs.2023.11.125 



Aydemir vd., / Journal of Gastronomy, Hospitality and Travel, 7(4) – 2024 

1180 
 

Bi, F. (2023). Analysis of tourism review information based on data mining technology. In Proceedings of the 

2nd International Conference on Mathematical Statistics and Economic Analysis, MSEA 2023, May 

26–28, 2023, Nanjing, China. 

Bordo, S. (2013). The globalization of eating disorders. New York: Oxford Academic. 

Bruckman, A. (2002). Ethical guidelines for research online. Internet Research Ethics, 5(1), 24-37. 

Brunner, T. A., Van der Horst, K. and Siegrist, M. (2010). Convenience food products. Drivers for 

consumption. Appetite, 55(3), 498-506. 

Bublitz, M. G., Peracchio, L. A. and Block, L. G. (2010). Why did I eat that? Perspectives on food decision 

making and dietary restraint. Journal of Consumer Psychology, 20(3), 239-258. 

Coary, S. and Poor, M. (2016). How consumer-generated ımages shape ımportant consumption outcomes in 

the food domain. Journal of Consumer Marketing, 33(1), 1-8. 

Dařena, F. and Žižka, J. (2015). Interdependence of text mining quality and the input data preprocessing. 

In Artificial Intelligence Perspectives and Applications: Proceedings of the 4th Computer Science On-

line Conference 2015 (CSOC2015), Vol 1: Artificial Intelligence Perspectives and Applications (pp. 

141-150). Springer International Publishing. 

Demir, H. and Öztürk, S. (2023). Instagram'da #foodporn etiketi kullanımının yemek kültürü üzerine etkisi. 

Moment Journal of Digital Culture, 10(1), 45-60. 

Donnar, G. (2017). ‘Food Porn’ or Intimate Sociality: Committed Celebrity and Cultural Performances of 

Overeating in Meokbang, Celebrity Studies, 8(1), 122-127. 

Drummond, L. (2023). Design and analyses of web scraping on burstable virtual machines. Concurrency and 

Computation Practice and Experience, 36(9). https://doi.org/10.1002/cpe.7999 

Ekin, C., Çakıcı, M., Türker, S. and Altanlar, S. (2021). Research trends analysis in educational journal 

publications on covid19 using descriptive and text mining methods: Preliminary analysis. European 

Journal of Science and Technology. https://doi.org/10.31590/ejosat.1036109 

Herman, C. P. and Polivy, J. (2008). External cues in the control of food intake in humans: the sensory-

normative distinction. Physiology and Behavior, 94(5), 722-728. 

Kadli, P. and Vidyavathi, B. (2019). Cross domain sentiment classification techniques: a review. International 

Journal of Computer Applications, 181(37), 13-20. https://doi.org/10.5120/ijca2019918338 

Kim, S., Song, M. and Song, M. (2015). Investigation of topic trends in computer and information science by 

text mining techniques: from the perspective of conferences in dblp. Journal of the Korean Society for 

Information Management, 32(1), 135-152. https://doi.org/10.3743/kosim.2015.32.1.135 

Kristensen, S. R. T. and Holm, L. (2006). Modern meal patterns: Tensions between bodily needs and the 

organization of time and space. Food and Foodways, 14(3-4), 151-173. 

Manimont, G., Pike, S., Beatson, A. and Tuzovic, S. (2021). Culinary destination consumer-based brand 

equity: exploring the influence of tourist gaze in relation to foodporn on social media. Tourism 

Recreation Research, 47(3), 221-240. https://doi.org/10.1080/02508281.2021.1969623 

McBride, A. (2010). Food porn. Gastronomica, 10(1), 38-46. https://doi.org/10.1525/gfc.2010.10.1.38 

Mejova, Y., Abbar, S. and Haddadi, H. (2021). Fetishizing food in digital age: #foodporn around the world. 

Proceedings of the International AAAI Conference on Web and Social Media, 10(1), 250-258. 

https://doi.org/10.1609/icwsm.v10i1.14710 

Mejova, Y., Haddadi, H., Noulas, A. and Weber, I. (2015). #foodporn. Proceedings of the 5th International 

Conference on Digital Health 2015, 51-58. https://doi.org/10.1145/2750511.2750524 

Mhouti, A., Fahim, M., Soufi, A. and Alama, I. (2023). A web scraping framework for descriptive analysis of 

meteorological big data for decision-making purposes. International Journal of Hybrid Innovation 

Technologies, 3(1), 47-64. https://doi.org/10.21742/ijhit.2653-309x.2022.2.1.04 



Aydemir vd., / Journal of Gastronomy, Hospitality and Travel, 7(4) – 2024 

1181 
 

Ogunwale, Y. (2023). Application research on semantic analysis using latent dirichlet allocation and collapsed 

gibbs sampling for topic discovery. Asian Journal of Research in Computer Science, 16(4), 445-452. 

https://doi.org/10.9734/ajrcos/2023/v16i4404 

Park, J., Park, K., Noh, H. and Kim, Y. (2023). Characterization of csr, esg, and corporate citizenship through 

a text mining-based review of literature. Sustainability, 15(5), 3892. 

https://doi.org/10.3390/su15053892 

Péladeau, N. (2021). Mixing beyond mixed methods: QDA Miner, SimStat, and WordStat. In The Routledge 

reviewer’s guide to mixed methods analysis (pp. 291-304). Routledge. 

Petrović, D. and Stanković, M. (2019). The influence of text preprocessing methods and tools on calculating 

text similarity. Facta Universitatis Series Mathematics and Informatics, 973. 

https://doi.org/10.22190/fumi1905973d 

Piluso, F. (2021). #foodporn: Fetishized sharing of food and its images. Digital Age in Semiotics andAmp; 

Communication, 4, 31-41. https://doi.org/10.33919/dasc.20-21.3-4.3 

Plassmann, H., O'doherty, J., Shiv, B. and Rangel, A. (2008). Marketing actions can modulate neural 

representations of experienced pleasantness. Proceedings of the national academy of sciences, 105(3), 

1050-1054. 

Ponmalar, R., Ponnarasi, D. and Sangeetha, A. (2020). Topic modeling in clinical reports - a survey. 

International Journal of Advanced Information and Communication Technology, 6-10. 

https://doi.org/10.46532/ijaict-2020002 

Rashid, J., Shah, S. and Irtaza, A. (2020). An efficient topic modeling approach for text mining and information 

retrieval through k-means clustering. Mehran University Research Journal of Engineering and 

Technology, 39(1), 213-222. https://doi.org/10.22581/muet1982.2001.20 

Reichert, R. (2020). # foodporn auf ınstagram: Wettbewerb und sozıalsteuerung. Pop, 9(1), 93-99. 

Rinjani, R. S. (2017). Representasi makanan tradisional jakarta dalam komposisi foodporn di media sosial 

instagram. Urban: Jurnal Seni Urban, 1(1), 55-74. https://doi.org/10.52969/jsu.v1i1.17 

Roberts, L. D., Smith, L. and Pollock, C. (2015). Ethical issues in conducting online research. International 

Journal of Research Ethics, 11(3), 125-139. 

Rozin, P., Fischler, C., Imada, S., Sarubin, A. and Wrzesniewski, A. (1999). Attitudes to food and the role of 

food in life in the USA, Japan, Flemish Belgium and France: Possible implications for the diet–health 

debate. Appetite, 33(2), 163-180. 

Rugeles, D., Hai, Z., Carmona, J. F., Dash, M. and Cong, G. (2023). Improving the Inference of Topic Models 

via Infinite Latent State Replications. arXiv preprint arXiv:2301.12974. 

https://doi.org/10.48550/arxiv.2301.12974 

Spence, C. (2015). Multisensory flavor perception. Cell, 161(1), 24-35. 

Spence, C., Okajima, K., Cheok, A. D., Petit, O. and Michel, C. (2016). Eating with our eyes: From visual 

hunger to digital satiation. Brain and Cognition, 110, 53-63. 

Taboada, M., Brooke, J., Tofiloski, M., Voll, K. and Stede, M. (2011). Lexicon-based methods for sentiment 

analysis. Computational linguistics, 37(2), 267-307. 

Tooming, U. (2021). Aesthetics of food porn. Crítica (México D. F. En Línea), 53(157). 

https://doi.org/10.22201/iifs.18704905e.2021.1248 

Uçuk, C. (2022). Holistik tabak: Nörogastronomi, gastrofizik ve sinestezi ekseninde, yemek sunumunun 

insanın beğeni algısına olan etkilerinin belirlenmesi. (Yayımlanmamış Doktora Tezi). Nevşehir Hacı 

Bektaş Veli Üniversitesi Sosyal Bilimler Enstitüsi, Nevşehir. 

Uçuk, C., Kahraman, A. G. and Özdemir, S. S. (2022). Tabak prezantasyonunun kötü görünümlü yiyeceklerin 

kabulüne etkisi: Şırdan örneği. Journal of Tourism and Gastronomy Studies, 10 (1), 171-192 

Werle, C. O., Wansink, B. and Payne, C. R. (2015). Is it fun or exercise? The framing of physical activity 

biases subsequent snacking. Marketing Letters, 26(4), 691-702. 



Aydemir vd., / Journal of Gastronomy, Hospitality and Travel, 7(4) – 2024 

1182 
 

Xu, Z., Cheng, B., Yang, K., Zhong, L. and Tang, Y. (2023, May). A topic model based on weıghted word co-

occurrence matrıx and user topıc relatıonshıps. ın cs and ıt Conference Proceedings (Vol. 13, No. 9). 

CS and IT Conference Proceedings. 

Yerkes, R. M. and Dodson, J. D. (1908). The relation of strength of stimulus to rapidity of habit-formation. 

Journal of Comparative Neurology and Psychology, 18, 459-482. 

Yıldırım, A. and Doğan, B. (2022). Sosyal medyada yemek paylaşımlarının anlamı ve dönüşümü. İmgelem 

Sosyal Bilimler Dergisi, 9(2), 150-165. 

 


