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Fotograf paylasim platformu olmanin étesine gecerek dijital ¢agin gii¢lii bir pazarlama araci haline gelen
Instagram, tiiketici davranislarinda oldukga etkilidir. Instagram'in ii¢ ana etkisi vardwr: kisisel ilgi alanlarini ve
kiiltiirel degerleri sergilemek, sosyal trendleri ve ifade bi¢imlerini desteklemek ve insanlarin farkll kiiltiirler ve
yemeklerle etkilesime girebilecekleri bir ortam yaratmak. Yiyecek ve icecek sektiriinde yapilan énceki ¢alismalar,
Instagram'daki gérsel olarak ¢ekici iceriklerin duygusal tepkileri tetikleyebilecegini, mutfak yaraticithgin tegvik
edebilecegini ve farkli mutfaklarin kesfedilmesini saglayabilecegini gdstermistir. Bu ¢alisma, nitel aragtirma
tasarimi ¢ergevesinde Instagram'daki gorsel icerigin tiiketicilerin yeme davramslarint nasil sekillendirdigini
arastirmayr amac¢lamaktadw. Bu baglamda, 40 kisi ile yari yapilandirilmis goriismeler yapilmis ve toplanan nitel
veriler icerik analizine tabi tutulmustur. Bu dogrultuda bes ana tema belirlenmistir: Gérsel icerik, yeme
aliskanliklari, evde yemek pisirme, yeni tarifleri deneme ve farkli mutfaklar: deneme. Calisma, Instagram'a uygun
yiveceklerin tiiketicilerin yeme davranislart iizerinde etkisi oldugu ve maruz kaldiklart gorsellerin iceriginin bu
etkinin yoniinii belirledigi sonucuna varmistir. Bu baglamda, Instagram'in yeme davraniglarini sekillendirmedeki
ikili rolii vurgulanmuis ve bu ¢alismada cesitli akademik ve sektorel oneriler gelistirilmistir.

Anahtar Kelimeler: Sosyal medya, Instagram, Yiyecek, Yeme davranist
Abstract

Instagram, which has gone beyond being a photo-sharing platform and has become a powerful marketing tool of
the digital age, is quite effective in consumer behavior. Instagram has three main effects: displaying personal
interests and cultural values, supporting social trends and forms of expression, and creating an environment where
people can interact with different cultures and foods. Previous studies conducted in the food and beverage sector
have indicated that visually appealing content on Instagram can trigger emotional reactions, inspire culinary
creativity, and enable the discovery of different cuisines. This study aims to investigate how visual content on
Instagram shapes consumers’ eating behaviors within the framework of a qualitative research design. In this
context, semi-structured interviews were conducted with 40 people, and the collected qualitative data were
subjected to content analysis. Five main themes were determined in this direction: Visual content, eating habits,
cooking at home, trying new recipes, and trying different cuisines. The study concluded that Instagrammable foods
have an effect on consumers’ eating behaviors, and the content of the visuals they are exposed to determines the
direction of this effect. In this respect, the dual role of Instagram in shaping eating behaviors was emphasized, and
various academic and sectoral recommendations were developed in this study.
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INTRODUCTION

Social media platforms such as Instagram, Facebook, TikTok, and Twitter, which have billions of active
users worldwide, have become an inseparable part of consumer’s daily lives and have begun to affect
every aspect of their lives. In the digital age, social media platforms have become transformative tools
that shape consumers’ purchasing decisions in almost all sectors due to reasons such as real-time
interaction, personalized unlimited content, unprecedented access to global markets, unlimited
communication opportunities with businesses 24/7, and unlimited information about the product
planned to be purchased thanks to real-person comments (Rini et al., 2024; Simeone & Scarpato, 2020).
It is possible to say that Instagram, in particular, has become one of the most powerful marketing tools
that shape consumer behavior by going far beyond being just a photo-sharing platform.

Instagram’s visually appealing content and interactive features help businesses build emotional
connections with users and influence purchasing decisions in a variety of areas, including lifestyle,
fashion, travel, and food and beverage. In addition to the platform’s focus on personalized, aesthetic,
eye-catching, and informative content, it would not be wrong to say that Instagram has “captured”
modern consumers with its user interactions, experience sharing, the influence of social media
influencers, storytelling, social comparison effects, and fear of missing out (Abell & Biswas, 2023;
Kanaki, 2023; Moore & Craciun, 2021). In other words, it can be said that Instagram has created a huge
impact on consumer behavior due to its visual culture, psychological effects, and impressive marketing
strategies, and it has become a critical player in shaping consumer habits, preferences, and behaviors
across industries.

When evaluated within the scope of the food and beverage sector, it is accepted that visually appealing
content on Instagram, the eating and drinking habits of followed social media influencers and followed
chefs, restaurant pages, and recipe pages trigger emotional and cognitive reactions and that this situation
has a direct impact on consumers’ eating and drinking habits and behaviors. It is stated that food content
on Instagram is not only perceived as a source of nutrition but also carries cultural, social, and emotional
meanings. At this point, the concept of “Instagrammable foods” that we come across is defined as foods
that are both visually appealing and appetizing and that make people want to share with their families
and friends.

It is stated that stylized and aesthetically designed food content has an effect on consumers’ eating
behaviors (Chou, Huang, & Ye, 2024). Similarly, it can be said that food content shared through various
hashtags (#food, #foodporn, #foodphotography) on Instagram receives high interaction and can both
trigger users’ immediate eating urges and have an impact on long-term eating behaviors (Mejova, Abbar,
& Haddadi, 2016). In other words, visually appealing food content - regardless of physiological hunger
- can trigger a hedonic hunger in consumers, while certain content constantly exposed on Instagram can
lead to long-term changes in eating behavior (Mankad & Gokhale, 2021). In addition, Instagram has
become a gastronomy discovery tool by allowing users to explore different cuisines, try new recipes,
and engage in cultural exchanges related to cuisine.

Based on all these, the aim of this study is to reveal how visual content (Instagrammable foods) on
Instagram, one of the social media platforms that most influence consumer habits and behaviors, shapes
consumers’ eating behavior within the framework of a qualitative research design. In this context, it is
investigated how Instagrammable foods evoke feelings in consumers, how they affect their eating habits,
and how they shape their desire to cook at home, try new recipes, and discover new cuisines.

CONCEPTUAL FRAMEWORK
Social Media and Eating Habits

The term “social media” is used to describe virtual spaces where users can share a variety of content,
including videos, photos, and information, with large audiences. The advent of new information and
communication technologies has enabled individuals to transition from passive consumers of content to
active participants in the production of content through social media platforms. Consequently, while
social media users have the capacity to exert influence over other users through their posts, they are also
subject to the influence of other posts (Eryilmaz & Sengiil, 2016). This reciprocal relationship serves as
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the foundation for the significant influence that social media currently holds. In particular, the pervasive
use of smartphones has led to a significant increase in social media usage, which in turn has a direct
impact on individuals’ lifestyles, habits, and decision-making processes. As of 2023, the number of
mobile phone users worldwide reached 5.44 billion, which corresponds to 68% of the global population.
In comparison to the preceding year, 168 million additional users were recorded, representing a 3%
increase. A comparable expansion was observed in the number of internet users, with 5.16 billion
individuals representing 64.4% of the global population (Clicks’us Digital, 2024). This data illustrates
the continued expansion of the global influence of social media. The proliferation of smartphones has
served to accelerate the growth of these platforms, facilitating the use of social media through the
integration of features such as cameras, color screens, and internet access. This situation has become a
primary reason for user preference, as mobile devices function as portable computers (Mohammedi et
al., 2018; Baker & Walsh, 2018).

The advent of new technologies has led to the emergence of social media platforms as a powerful tool
in various fields, including education, trade, finance, communication, and tourism (Edosomwan et al.,
2011). As aresult, the pervasive use of social media has transformed various aspects of life, precipitating
profound shifts in communication, access to information, and decision-making processes that transcend
geographical boundaries (Rani & Tyagi, 2023). These platforms facilitate not only the dissemination of
information but also the emergence of a novel cultural milieu that shapes individuals’ daily experiences
and preferences (Lange-Faria & Elliot, 2012; Karaduman, 2017). As an illustration, one of the
significant domains influenced by this transformation is food consumption behavior (Moghbeli et al.,
2023). In the context of the ongoing digital revolution, an increasing number of individuals are turning
to online platforms as a source of inspiration, guidance, and social validation with regard to their dietary
choices. The influence of social media platforms has significantly shaped our food choices, preferences,
and behaviors, leading to the emergence of a new paradigm in how we view and relate to food
(Rounsefell et al., 2020; Rini et al., 2024). The consumption of food and drink is also affected by social
media platforms, particularly those which facilitate the sharing of visual content. The dissemination of
food and beverage-related content by prominent figures or brands on social media has the potential to
influence other users, ultimately leading to the purchase of similar products (Rambe & Jafeta, 2017).
The rising prevalence of social media usage across the globe has rendered the impact of these platforms
on cultural and culinary norms inescapable. The social media platforms Facebook, YouTube, Instagram,
WhatsApp, and TikTok have been identified as influential in shaping global consumption habits, with
each platform hosting billions of active users (Statista, 2024).In particular, content related to food has a
significant presence on social media platforms, with rapid dissemination among users. Virtual
communities exert a considerable influence on the food industry, generating high levels of engagement
through the universal appeal and aesthetic qualities of food (Hutchinson, 2023). Indeed, food is one of
the most photographed topics on visual social media, with over one billion food photos shared on social
media platforms. In particular, visual-oriented platforms such as Instagram provide a vast canvas for the
visual representation of culinary experiences, facilitating a swift proliferation of content on this subject.
By utilizing hashtags such as #food, users can make their content visible to a broader audience. In light
of evolving living conditions and technological advancements, social media platforms have exerted a
profound influence on food consumption patterns, becoming inextricably linked to cultural
transformations. The available evidence indicates that such content can influence individuals’ food
preferences by creating perceptual norms (Zeng & Gerritsen, 2014; Hanus, 2018; Kadioglu, 2019;
Nemeth et al., 2019; Zhang et al., 2019; Hawkins et al., 2020; Simeone & Scarpato, 2020). The influence
of social media in this domain is regarded as a potent instrument that not only influences individuals’
dietary habits but also their lifestyles and cultural proclivities. In contemporary society, social media has
evolved into a prominent medium not only for individuals to showcase their daily lives but also for
influencing the culture of consumption. Instagram plays a role in the dissemination of consumption
culture, enabling individuals to obtain recommendations not only from their immediate social circles
but also from prominent accounts and bloggers with extensive followings. In the present era, the
dissemination of culinary-related content on social media platforms has become a prevalent
phenomenon. Consequently, the examination of the impact of food-related content shared on social
media on individuals’ eating habits has become a prominent area of research.

Instagram and Food Consumption
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In 2010, Instagram was launched as a mobile photo-sharing application, rapidly establishing itself as a
pioneering force in the realm of visual content sharing. One of the most significant distinctions between
Instagram and other social media platforms is the ability of users to save and share their photos as
enduring mementos. The platform offers a variety of functional features, including geotagging and a
“discover” section that recommends content for users to access and share with a wider audience (Lee et
al., 2015; Demarest, 2020; Holak & McLaughlin, 2024). At its inception, Instagram served as a conduit
for users to disseminate their online experiences with their acquaintances. Posts could be evaluated
through the medium of likes, comments, and the discovery of content through hashtags (Feldman, 2021).
However, over time, the platform has evolved beyond the presentation of aesthetic and flawless
photographs to encompass a broader range of authentic and diverse representations of everyday life.
One of the most illustrative examples of this transformation is the shift in focus towards moments
deemed worthy of sharing, which are defined as “Instagrammable moments” (Demarest, 2020; Feldman,
2021). It is evident that Instagram has exerted a profound influence on the manner in which users express
themselves, showcase social trends, and interact with the interests of others. In addition to providing a
medium for sharing personal interests, cultural practices, and beliefs, the platform has also provided an
environment where individuals can observe the lives of others (Feldman, 2021; Bedford-Flood, 2023).
Instagram, the most utilized social media platform in Turkey, maintains its status as the most utilized
platform with a 90.6% usage rate (Clicks’us Digital, 2024). In the contemporary era, Instagram has
emerged as a pivotal platform for the online representation of food. A total of 468 million posts have
been tagged “#food,” 275 million have been tagged “#foodporn,” and nearly 90 million have been
tagged “#foodphotography,” indicating that the visual presentation of food is the most highly preferred
aspect of the platform (Nactarome, 2024). By visualizing the dining experience, Instagram has enabled
many restaurants to adapt their menus and presentations to align with the visual standards of the platform
and to develop culinary concepts (Feldman, 2021). In this context, Instagram can be said to have three
main effects: (1) the showcasing of personal interests and cultural values, (2) the support of social trends
and forms of expression, and (3) the creation of an environment where individuals can interact with
different cultures and food in the digital age (Feldman, 2021; Bedford-Flood, 2023). The influence of
Instagram on food culture has resulted in notable shifts in individuals’ relationships with food and the
meanings they ascribe to it. In lieu of seeking counsel from experts regarding appropriate dietary
choices, individuals are now inclined to adhere to the recommendations proffered by prominent figures
on Instagram (Baker & Rojek, 2020). On the other hand Instagrammable food can be defined as food
that attracts attention due to its visually prominent features, including color, texture, and material (Green,
2018). In this context, food is a social phenomenon that is also visually appealing. In this context,
“Instagrammable food” is defined as food that is both visually appealing and interesting, and which
people wish to share with their family and friends on social media platforms such as Instagram. In the
contemporary era, food has become a significant aspect of everyday life, with this experience now being
disseminated online. In essence, Instagram is transforming the landscape of food and gastronomy.

The impact of food sharing on social media has been a topic of considerable debate. As demonstrated
by researchers such as Carolan (2017) and Lavis (2017), the primary criterion by which shared food
photos are evaluated is their visual appeal, with taste being of secondary importance. In their 2016 study,
Coary and Poor posit that even if the visual appeal of a photographed meal is unappealing, its gustatory
qualities may still be perceived as delightful. They further suggest that the act of sharing food on
Instagram serves to reinforce this perception of taste. Conversely, Larson and Elder (2014) discovered
that individuals who are frequently exposed to images of the same food item tend to experience a
reduction in their appetite.Conversely, researchers such as He and Yang (2022), Filippone et al. (2022),
and Wu et al. (2024) present findings that interaction with food images shared on social media increases
impulsive eating tendencies in the context of Use and Satisfaction Theory (UGT). Dessart and Duclou
(2019) demonstrated that individuals who engage with healthy eating posts on social media report
feeling supported by their peers, held accountable, and able to share their experiences. These experiences
increase motivation and strengthen commitment to healthy eating goals. In a study conducted by Alwafi
et al. (2022), the influence of social media influencers on food consumption preferences in Saudi society
was investigated. The findings revealed that influencers exert a considerable influence on their
followers. As demonstrated by Hawkins et al. (2021), exposure to LED (low energy density) food images
on social media may result in an increased preference for these foods over HED (high energy density)
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foods. In their 2021 study, Jiotsa and colleagues investigated the relationship between social media use
and body image disturbance. They found that social media use and social comparison may contribute to
body image disturbance and unhealthy eating habits. Similarly, Kim and Mackert (2022) posit that
exposure to idealized body images on social media can prompt individuals to compare themselves with
others, thereby precipitating body dissatisfaction and disordered eating behaviors (e.g., increased
appetite). In the context of gastronomy, studies by Allué¢ (2013), Trattner et al. (2019), Simeone and
Scarpato (2020), and Camargo et al. (2024) demonstrate that social media provides a platform for young
adults to discover new recipes, expand their food options, and promote their own culinary creations as
both consumers and creators.Consequently, food, as a phenomenon encompassing a multitude of social,
cultural, economic, and political attributes, has undergone a transformation in its meaning within these
novel media contexts, shifting to a distinct dimension. This serves as a crucial illustration of the manner
in which Instagram has transformed food consumption practices. In this regard, it is a significant area
of investigation to assess the influence of food-related content on dietary habits on Instagram.

METHOD

In this study, a qualitative research design was employed to explore individuals’ evaluations of the
impact of Instagram on eating behaviour. Qualitative methods were considered appropriate as they
enable an in-depth understanding of perceptions, experiences, and meanings attributed to social media—
related food practices. The data collection instrument consisted of a semi-structured interview form
comprising eight open-ended questions. The questions were developed based on previous empirical and
conceptual studies examining Instagram use, visual food culture, and eating behaviour (e.g., Pittman &
Reich, 2016; Tiggemann & Zaccardo, 2018; Turner & Lefevre, 2017). In addition, the initial draft of the
interview questions was reviewed by three experts in the field of gastronomy (one Associate Professor
and two Assistant Professors) to ensure content validity, clarity, and relevance to the research objectives.
Based on their feedback, minor revisions were made to the wording and scope of the questions.

A non-probability sampling strategy was adopted, specifically purposeful criterion sampling, to select
participants who could provide rich and relevant data regarding the research problem. The inclusion
criteria were defined as follows: (i) being between the ages of 18 and 34, (ii) actively using Instagram
on a daily basis, particularly for following food-related content (e.g., restaurants, food bloggers, or
culinary trends), and (iii) voluntarily agreeing to participate in the study. Individuals who did not actively
use Instagram or who stated that Instagram had no relevance to their food-related decisions were
excluded from the sample. Participants were not selected based on the number of followers, level of
popularity, or influencer status. Likewise, they were not drawn from the researcher’s personal or
professional Instagram network in a targeted manner. Instead, participants were recruited through an
open call and snowball sampling, where initial participants recommended other eligible individuals who
met the established criteria. This approach aimed to reduce selection bias and to include participants
with diverse Instagram usage patterns rather than highly visible or commercially influential accounts.

In total, 40 individuals who met the inclusion criteria and provided informed consent were included in
the study. Data collection was conducted in November 2024 through online interviews scheduled by
appointment. With participants’ permission, all interviews were audio-recorded. Each interview lasted
approximately 38 minutes on average. The data were analysed using a combination of inductive and
deductive approaches. This dual strategy allowed both the identification of themes derived from existing
literature and the emergence of new themes grounded in participants’ narratives.

Analysis of the Data

Within the scope of the qualitative research design, the research problem was first clearly defined.
Accordingly, the main research question was formulated as: “What is the effect of Instagram on eating
behaviour? ”Content analysis was employed to analyse the interview data. Following transcription, all
interview texts were transferred to a digital environment and analysed systematically. Statements with
similar meanings were grouped under common codes, and these codes were then organised into broader
themes. Both theoretically informed themes and themes emerging directly from the data were taken into
account. All data obtained from the 40 participants were included in the analysis. To enhance
transparency and credibility, direct quotations from participants were incorporated into the findings to

Anadolu Kiiltiirel Arastirmalar Dergisi (ANKAD)
107



Can, 1.1 & iflazoglu, N., 10 (1), 2026, 103-122

illustrate key themes and support interpretative claims. The results derived from the thematic analysis
were presented in tabular and graphical formats to facilitate clarity and comprehensibility.

Ethics Committee Approval

The conceptual framework of this research was prepared, data collection tools were applied, data were
collected, analyzed, and interpreted in full compliance with ethical rules. The ANKAD Editorial Board
bears no responsibility for any ethical violations that may occur. All responsibility lies with the author.
We declare that this work has not been submitted for evaluation to any academic publication medium
other than ANKAD. This study complies with all rules specified in the “Higher Education Institutions
Scientific Research and Publication Ethics Guidelines.” None of the actions listed under the heading
“Actions Contrary to Scientific Research and Publication Ethics” in the second section of the guidelines
have been carried out. An application was made to Nigde Omer Halisdemir University Scientific
Research and Publication Ethics Board for the interview to be conducted and the ethics committee
approval was obtained at the board’s meeting number 2024/19 dated 01/11/2024.

FINDING

The research involved interviewing individuals who use Instagram, and descriptively presenting the
findings. Participants were coded as I1, 12....140. The demographic information of the chefs who
participated in the research is presented below. The participants in the study were 72.5% female and
27.5% male. It was also found that the majority of the participants in the research were 87.5%
undergraduate and 85% single. The questions prepared to analyse and evaluate the data obtained from
the participants regarding the impact of Instagram on eating behaviour, as well as the findings obtained
from the opinions, are presented below.

The themes obtained as a result of the answers to the first question of the research, “What kind of feelings
do visual content (photos and videos) about the food you see on Instagram evoke in you?” are given

below.
desire to eat
Hunger and
Appetite
feeling of

appreciation
aesthetic
Admiration and
Inspiration
professionalism
positive effect
. Social
Visual Content Benchmarking <
negative impact
relaxation
Fun and
Enjoyment
pleasure

feeling of

inaccessibility
Dissatisfaction
visual reality

mismatch

Figure 1. Participants’ opinions on visual content related to food on Instagram

When Figure 1 is examined, the individuals who participated in the research stated their ideas about how
the visual content about the food they saw on Instagram evoked feelings as Hunger and Appetite (f=29),
Admiration and Inspiration (f=25), Social Benchmarking (f=18), Fun and Enjoyment Dissatisfaction
(f=16). Some of the prominent data of the participants about the first question are given below.

Visuals can increase appetite and trigger physical hunger. (I14)If I look at this content when I am full,
these images usually evoke a feeling of enjoyment or appreciation, but may not create a desire to eat.
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(I12)Carefully prepared and beautifully photographed dishes can inspire admiration. (I19)Colourful and
creative presentations can inspire people to cook or try new recipes. (134)Images of food may evoke
feelings of happiness or warm memories. For example, a dessert from childhood or a home-cooked meal
can evoke nostalgic feelings. (I1)Being constantly confronted with food that looks ‘perfect’ can create
a feeling of inadequacy. (I123)Some individuals may feel that their food is not good enough or not
‘Instagrammable’ enough. (I5)Cooking content, especially quick recipe videos, can provide a sense of
relaxation and enjoyment. Details such as the sound of crunching food or pouring chocolate over a
dessert evoke sensory pleasure. (I35)This content can create both curiosity to learn and a sense of
wonder. (I12)If the food in the images is from expensive restaurants or prepared with hard-to-reach
ingredients, it may evoke a feeling of lack or insatiability. (I28)Photographs are usually taken of food in
its most ideal state. Failure to achieve similar results in real life may cause disappointment. (I121)

When the participants’ answers to the first question were analysed, it was found that food-related images
(photos and videos) on Instagram can evoke different emotional and physical reactions in individuals.
Food images on Instagram can evoke a wide range of emotions depending on personal experiences and
mood. In general, this content can increase visual aesthetics and enjoyment; however, when consumed
in excess, it can also create negative effects such as social comparison or dissatisfaction.

The themes obtained as a result of the answers to the second question of the research, ‘How do the visual
contents related to the food you see on Instagram affect your eating habits?’ are given below.

Openness
to new
tastes

Change <
trend

positive

Healthy effect
Nutrition negative

effect
(Tncreased )

desire to
Overconsu eat
mption
insatiability

————————— encouragin

Meal g creativity
Preparation
Habits perception
— of reality
< eating out
interaction
Figure 2. Participants’ opinions on the effect of visual content related to food on Instagram on their
eating habits.

Eating Habits

Socio-
cultural
Influences

When analysing Figure 2, the participants in the research expressed their opinions on the eatinghabits
of visual content about food on Instagram as change (f=32), healthy eating (f=28), overconsumption
(f=26), food preparation habits (f=24), socio-cultural influences (f=23). Some of the salient data from
the participants on the second question are given below.

Popular dishes or recipes frequently encountered on Instagram may cause individuals to turn to different
cuisines. (I11)Seasonal popular foods (e.g. avocado toasts, bubble tea or colourful smoothie bowls) may
affect individuals’ habits and increase the frequency of preference of these products. (I131)Healthy living
and fitness content is quite common on Instagram. The visually appealing presentation of healthy recipes
may encourage individuals to consume more of such foods.(I19)Encountering perfect-looking diet meals
may create a feeling of inadequacy. This may trigger unhealthy diet habits.(I3)Attractively presented
food photos in vibrant colours may increase the desire to eat. (I6)For individuals who prepare food at
home, Instagram can be a great source of inspiration in terms of recipe ideas and presentation aesthetics.
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People may try to make similar dishes they see at home. (I5)The presentation of some content with
unrealistic visuals may lead individuals to question their own food preparation skills. (I36)Frequently
shared restaurant dishes on Instagram may increase the frequency of eating out. (I33)The visibility of
dishes from different cultures may increase interest in these cuisines and add variety to individuals’
menus. (I8)

Food visuals on Instagram affect individuals’ eating and drinking habits in terms of aesthetics,
satisfaction, social status and cultural awareness. These visuals can trigger both healthy and unhealthy
habits. The important thing is to consume these contents consciously and maintain realistic expectations.

The themes that emerged from the responses to the third question of the study, ‘How does the visual
content about food you see on Instagram influence your cooking habits at home’, are shown below.

Trying New
Increasing Recipes
Creativity and
Inspiration Presentation
Aesthetics
Unrealistic
- Standards
Presentation
Aesthetics X
Time and
Effort Anxiety
Healthy and
Tendency to Fit Recipes
Healthy
. Recipes Alternative
Cooking at home Ingredients
Easy and
Interestin Quick Recipes
Practical
Recipes Learning the
Technique
Effects on —
Cost and MOtI;:Seon t©
Accessibility
Preparing
Meals
Effects on Together
Family and
Social Sharin Willingness to
Share

Figure 3. Participants’ opinions on the effects of visual content related to food on Instagram on
motivation to cook at home

When Figure 3 is analysed, the individuals who participated in the research stated their ideas about the
visual contents related to food on Instagram and their eating habits at home as Increasing Creativity and
Inspiration (f=34), Perfectionist Expectations (f=31), Orientation to Healthy Recipes (f=27), Interest in
Practical Recipes (f=25), Effects on Cost and Accessibility (f=20), Effects on Family and Social Sharing
(f=16). Some of the prominent data of the participants about the third question are given below.

Food visuals and recipe videos on Instagram can make cooking at home more exciting. (I7)Especially
quick recipe videos or step-by-step content make people willing to try new things. (I39)Images can
provide inspiration on how to present food in a more elegant way. It can create motivation to make even
a simple meal more attractive with small touches.(I13)The perfect plates and professionally prepared
meals we often see on Instagram can create a sense of inadequacy in people who cook at home. People
may be disappointed that their own dishes are not as aesthetically pleasing as in the images.
(I17)Complex or overly fancy recipes can demotivate people who think ‘it’s hard for me to do this at
home’. (I40)Healthy meal and snack recipes that are frequently shared on Instagram can encourage the
habit of preparing healthier food at home. For example, natural sweeteners instead of sugar or baking
instead of frying may be of interest. (I21)Recipes that align with dietary trends such as vegan, gluten-
free or keto can encourage experimentation with different ingredients and methods. (I134)In particular,
content such as ‘ready meals in 30 minutes’ or ‘recipes with minimal ingredients’ can make cooking at
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home more attractive. Such recipes make it easier to cook even in the midst of everyday busyness.
(I19)Cooking videos can be a tool for learning different cooking techniques. For example, boiling pasta
to the right consistency or chopping vegetables properly. (I122)Individuals who realise that the food they
see and like on Instagram can be expensive in restaurants can try to make similar flavours at home at a
lower cost. (I27)Food videos on Instagram can provide motivation to cook with family or friends. This
turns food preparation into a social activity. (125)The fact that self-made meals can be shared on
Instagram may encourage individuals to make more aesthetic and creative meals.(I3)

Analysing participants’ responses, the food images seen on Instagram can encourage or discourage
cooking at home. While it can have a positive effect in terms of inspiration and creativity, perfectionist
expectations and a sense of complexity can have a negative effect. It is important to view this content as
a source of inspiration, set realistic goals and make cooking an enjoyable process.

Below are the themes that emerged from the answers to the fourth question of the research, ‘How do
food photos or videos you see on Instagram affect your motivation to try new recipes?

Creativity and
Difference

Inspiration and
Curiosity

Popular Trends

The Impact of
Aesthetic Images

Visual Appeal
and Emotional
Impact

Positive
Emotional
Connection

Short and Simple
Recipes

Perception of
ity and

Recipes )
Desire to Show
Off and Share

Social Status and
Motivation to
Share

Establishing
Social Bonding

Learning New
Techniques

Desire to Learn
and Improve

Developing Your
Own Recipes:

Practicality
< Guidance
Trying New

Perception of
Reality and
Expectations

Inhibitory Factors|

Material and
Equipment
Challenges

Figure 4. Participants’ opinions about the effects of food visual content on Instagram on their
motivation to try new recipes.

When analysing Figure 4, the participants in the research gave their ideas about the effects of food photos
or videos on Instagram on their motivation to try new recipes as inspiration and curiosity (f=33), visual
appeal and emotional impact (f=29), perception of accessibility and practicality (f=26), social status and
motivation to share (f=26), desire to learn and improve (f=21), inhibiting factors (f=14).Some of the
salient data from the participants on the fourth question are given below.

Instagram trends such as ‘Dalgona coffee’, ‘matcha desserts’ or ‘sushi burritos’ can turn trying new
recipes into a social event. (I15)Presentations, especially with close-ups, make food seem more
accessible and attractive. (I19)Imagining a delicious and aesthetic meal can create a sense of happiness
and satisfaction in individuals. These feelings are motivating to try something new. (I114)‘Time-lapse
recipe videos’ or “recipes with minimal ingredients”, which are common on Instagram, increase
motivation by making recipes feel practical and easy to follow. (110)Showing the stages of making a
recipe in videos can be encouraging, especially for those who are new to cooking. (121)Food content
shared on Instagram offers individuals the opportunity to learn new cooking techniques or previously
untried combinations of ingredients. (I30)The desire to add one’s own creativity by making changes to
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an inspired recipe may arise. (I37)The feeling that aesthetic presentations cannot be achieved at home
can be discouraging. (123)

When the participants’data are analysed, food photos and videos seen on Instagram can affect the
motivation to try new recipes in many ways. These effects can shape both individuals’ cooking habits
and their attitudes towards trying new things. Individuals can both try recipes from different cultures
and improve their cooking skills by being inspired by these contents.

The themes obtained as a result of the answers to the fifth question of the research, ‘How do food
contents on Instagram affect individuals’ preference for foods from different cultures?’ are given below.

The Power of

Visuals
Increasing Cultural
Awareness
Promotion

Motivation to
Discover New
Flavors

Seeking
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The Factor of Being
“Instagrammable

The Food-Tourism
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Trying Different
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Influence from
People Followed

Social Interaction
and Trends

Trying Popular
Recipes

Stereotyping

Negative Effects

Accessibility Issues

Intercultural

Interaction
Social
Transformation and
Globalization
The Popularization

of Cultural Dishes

Figure 5. Participants’ opinions about the visual contents related to food on Instagram on individuals’
preference for foods from different cuisines:Raising Cultural Awareness

Experience Quest (f=31), The Connection Between Travel and Food (f=31), Social Interaction and
Trends (f=23), Negative Impacts (f=21), Social Transformation and Globalisation (f=15). Some of the
prominent data of the participants about the fifth question are given below.

Food visuals on Instagram make the cuisines of different cultures attractive and accessible. (17)

The popularisation of cultural foods on Instagram may lead individuals to prefer these foods more
frequently. For example, foods such as ramen from Japanese cuisine and tacos from Mexican cuisine
have become widespread around the world thanks to Instagram. (I5)Instagram users may be in search
of new experiences and different flavours. Shared content may increase the desire to try exotic and
unusual dishes. (120)Cultural dishes that are impressive in terms of visuality and presentation may be
preferred because they are both aesthetic and suitable for social media sharing. (I4)Food content on
Instagram can increase individuals’ motivation to try local dishes in the countries they are travelling to.
For example, a person’s desire to eat ‘gyros’ in Greece or ‘butter chicken’ in India may be influenced by
such content. (I13)Influencers or food bloggers can have a strong impact on followers by frequently
promoting dishes from different cultures. Individuals may change their food choices in line with their
recommendations.(16)Simplified recipes for making cultural foods at home may make individuals more
likely to try them. (I2)Some cultural foods may not be accessible to everyone due to the availability or
cost of the ingredients used. This can limit individuals’ motivation to try them. (I38)Instagram
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contributes to the merging and blending of cultural foods. For example, an Italian pizza can be made
with new ingredients inspired by Asian cuisine. (123)Instagram can enable these foods to gain a universal
characteristic that appeals to a wider audience, rather than being specific to only one culture. (I121)

When the data of the participants are analysed, it is seen that food content on Instagram plays an
important role in increasing the promotion, visibility and preference rate of foods from different cultures.
This may enrich individuals’ food choices and increase cultural awareness.

CONCLUSION AND DISCUSSION

In the context of the growing digitalization of everyday life, food-related practices are no longer shaped
solely by physiological needs or cultural traditions, but increasingly by visual representations and
digitally mediated social interactions. The findings of this study indicate that Instagram operates not
only as a platform for sharing food images, but also as an interactive environment in which eating
behaviour is reshaped through emotional responses, cognitive evaluations, and social influences. From
this perspective, the results demonstrate that Instagram has emerged as an influential actor in the ways
individuals perceive, experience, and make judgments about food-related practices. In this study, which
investigated the effects of visual content (Instagrammable food) on consumers’ eating behaviors within
the scope of a qualitative research design, semi-structured interviews were conducted with 40 people,
and the obtained qualitative data were subjected to content analysis. Five questions were asked to the
participants to investigate how Instagrammable food evokes emotions in consumers, how it affects their
eating habits, and how it shapes their desire to cook at home, try new recipes, and discover new cuisines.
In this context, five themes were reached within the scope of five interview questions. These are; (1)
Visual content, (2) The effects on eating and drinking habits, (3) The effects on cooking at home, (4)
The effects on motivation to try new recipes, and (5) The effects on trying different cultures. The
categories related to these obtained themes can be listed as follows.

e Visual content: Hunger and appetite, admiration and inspiration, social benchmarking, fun and
enjoyment dissatisfaction.

o Eating habits: Instagram as change, healthy eating, overconsumption, food preparation habits,
socio-cultural influences.

o Cooking at home: Increasing creativity and inspiration, perfectionist expectations, orientation
to healthy recipes, interest in practical recipes, effects on cost and accessibility, effects on family
and social sharing.

e Trying new recipes: inspiration and curiosity, visual appeal and emotional impact, perception of
accessibility and practicality, social status and motivation to share, desire to learn and improve,
inhibiting factors.

e Trying different cuisines: Raising cultural awareness experience quest, the connection between
travel and food, social interaction and trends, negative impacts, social transformation and
globalisation.

In this study, within the scope of the first theme, “visual content”, it was found that excessive exposure
to visual contents on Instagram, which generally stimulate positive emotions such as appetite,
admiration, entertainment, and pleasure, can also create negative effects such as social comparison and
dissatisfaction. While it is consistent with the study of Mairano (2024) that Instagrammable foods
provide entertainment and pleasure to individuals, the finding regarding social comparison is similar to
Pedalino and Camerini (2022) and Stefana et al. (2022). Therefore, Instagram can be understood as a
performative space in which food aesthetics play a central role in shaping emotional responses. When
examined through the lenses of heightened appetite and social comparison, visual stimuli appear to
trigger pleasure-oriented hunger while simultaneously exerting psychological pressure to conform to
idealized standards. In this process, food is increasingly transformed into an object of visual
consumption rather than solely a source of nourishment. However, the finding that visual content on
Instagram increases appetite and admiration contrasts with the study of Larson and Elder (2014), which
stated that exposure to the same food images causes a decrease in individuals’ appetite. This difference
is considered to stem from the quality and diversity of the visual content to which participants are
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exposed. Whereas Larson and Elder (2014) focused on the effects of repeated exposure to identical food
images, the present study demonstrates that exposure to varied and aesthetically refined food imagery
on Instagram enhances participants’ appetite as well as their sense of admiration.

In line with the second theme, “eating habits,” it is seen that Instagrammable foods make individuals
more willing to change and try new flavors, and increase eating habits and interaction. However, it has
been found that it can push people to overeat and that healthy consumption habits change depending on
the content they are exposed to. These results are consistent with the findings in the literature that food
images shared on social media increase impulsive eating tendencies (Filippone vd., 2022; He & Yang,
2022; Wu vd., 2024) and can positively (Alwafi et al., 2022; Chen et al., 2020; Hsu, Rouf, & Allman-
Farinelli, 2018; Pilar et al., 2021) or negatively (Carrotte, Vella, & Lim, 2015; Reijnen et al., 2024) affect
healthy consumption habits. These findings reveal that Instagram does not exert a uniform or one-
directional influence on eating habits; rather, its effects vary depending on the type and quality of content
encountered. In this respect, the platform simultaneously encourages the exploration of new flavors
while also normalizing tendencies toward overconsumption and unhealthy eating practices. This dual
structure highlights Instagram’s complex role in shaping contemporary food-related behaviors.

Under the third theme, “cooking at home, ” the findings indicate that Instagram plays an ambivalent role
by both motivating and discouraging home cooking practices. Participants reported that the platform
enhances creativity and makes cooking more engaging through the circulation of practical and visually
appealing recipes. These results are consistent with previous studies suggesting that digital food content
can stimulate culinary interest and skill development (Allué, 2013; Trattner et al., 2019). However,
participants also expressed feelings of inadequacy and disappointment stemming from perfectionist
expectations and the difficulty of replicating professionally styled presentations within a domestic
kitchen setting. This tension underscores a paradox whereby Instagram functions as a learning
environment that supports culinary skill acquisition while simultaneously imposing aesthetic pressures
that may complicate real-life cooking practices.

The fourth theme, “trying new recipes,” demonstrates that Instagrammable food visuals generally
increase individuals’ willingness to experiment with new dishes. High scores related to inspiration,
curiosity, and social recognition suggest that recipe experimentation has evolved beyond nutritional
concerns into a form of digitally mediated experience presentation. Nevertheless, the perceived
simplicity of short-form cooking videos often conflicts with practical constraints such as limited access
to ingredients and discrepancies between online portrayals and real-life outcomes. This mismatch
creates a tension between the idealized perfection of the digital space and the realities of everyday
cooking. While the motivating effect of short and accessible recipes aligns with the findings of Raber et
al. (2023), barriers related to ingredient availability and resources are consistent with Nour et al. (2018).
Overall, these findings indicate that although Instagrammable food content fosters creativity and
experimentation, it can also generate unrealistic expectations through idealized visual narratives.

The final theme of the study, “trying different cuisines, ” reveals that Instagram contributes to a form of
gastronomic globalization by transforming local dishes into globally recognizable digital symbols.
Participants’ strong interest in experiential consumption and its close association with travel suggests
that food has transcended its basic function and has become a cultural space for exploration. In line with
the findings of Altun, Cizreliogullari, and Babayigit (2022), the platform appears to reduce cultural
boundaries by popularizing foods such as ramen and tacos, thereby increasing openness toward diverse
culinary traditions. However, structural barriers including cost and accessibility indicate that the digital
desire generated by Instagram does not always align with physical reality. This discrepancy highlights
that, despite stimulating curiosity toward global cuisines, gastronomic experiences remain constrained
by socio-economic conditions and local availability.

Overall, the findings demonstrate that Instagram has fundamentally transformed the relationship
between individuals and eating by relocating it into a digital dimension. In the contemporary digital
context, eating is no longer merely a biological necessity but a complex consumption practice and
performative space shaped by visual aesthetics, social approval, and hedonic motivations. Accordingly,
the content circulating within Instagram feeds should be regarded as a critical variable influencing both
nutritional norms and psychological well-being. The study underscores Instagram’s dual role in shaping
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eating behaviors: on the one hand, it functions as an inspiring guide that encourages creativity in the
kitchen and facilitates cultural exploration; on the other hand, it operates as a space of psychological
pressure that fosters comparison and, at times, excessive consumption. From this perspective, the visual
content shared on Instagram holds significant implications for individual health as well as for the future
trajectory of food culture. Based on these insights, the study concludes by offering academic and
practical implications concerning the interaction between Instagram and food-related practices.

Academic and Practical Implications

Future research should increase methodological diversity to gain a deeper understanding of the impact
of Instagram and other social media platforms on eating behaviors. The use of quantitative methods,
particularly large-scale surveys and standardized scales, combined with qualitative interviews can
increase the generalizability of findings. Longitudinal designs, in particular, can reveal causal
relationships by examining how long-term exposure to Instagram content shapes eating behaviors.
Furthermore, comparing the effects of different social media platforms will provide a more holistic
approach to understanding the multifaceted effects of visual media on users. It is also critical that studies
increase demographic diversity; sample groups beyond young adults can provide opportunities to
explore how generational or cultural differences may be reflected in eating behaviors. Finally, the
integration of psychological models such as hedonic hunger and social comparison theory can contribute
to understanding the mechanisms behind users’ responses to Instagram content. These academic
orientations will enable the creation of a comprehensive knowledge base on the impact of social media
on eating habits and support the responsible design of social media content.

Using the visual nature of Instagram as a strategic marketing tool offers significant opportunities for
businesses. Food brands and restaurants can develop campaigns that are in line with Instagram trends
by creating aesthetically appealing and relatable content. They can increase the visibility and
engagement of their content, especially by using hashtags such as #food, #foodporn, and
#foodphotography. While influencer collaborations offer an effective strategy to expand reach and
increase credibility, these collaborations can also introduce cultural and niche cuisines to new audiences.
However, these efforts should not only focus on promoting junk food but also include healthy and
nutritious options. Highlighting visually appealing, yet simple and nutritious dishes can target health-
conscious consumers. Gastronomy tourism campaigns can also be made attractive to consumers who
want to explore local cuisines by taking advantage of Instagram’s power to emphasize cultural identities.
Additionally, restaurants and food companies can increase user loyalty by using Instagram’s interactive
features; interactions such as live cooking sessions, polls, or recipe sharing can contribute to establishing
strong bonds with users. These sectoral strategies can not only increase commercial success but also
create a social impact that encourages responsible and healthy consumption habits.

REFERENCES

Abell, A.,& Biswas, D. (2023). Digital engagement on social media: how food image content influences
social media and influencer marketing outcomes. Journal of Interactive Marketing, 58(1), 1-15.
https://doi.org/10.1177/10949968221128556

Allug, T. (2013). Food sector communication and online influencers. Catalan Journal of Communication
and Cultural Studies, 5(2), 311-314. https://doi.org/10.1386/cjcs.5.2.311 1

Altun, O., Cizreliogullari, M. N., & Babayigit, M. V. (2022). The effects of social media on the food
preferences of Generation Z within the scope of gastronomy tourism. In (D. Gursoy, & R. P. S.
Kaurav (Eds.), Handbook on Tourism and Social Media(pp. 412-425). Edward Elgar Publishing.
https://doi.org/10.4337/9781800371415.00041

Alwafi, H., Alwafi, R., Naser, A. Y., Samannodi, M., Aboraya, D., Salawati, E., ... & Almatrafi, M.
(2022). The impact of social media influencers on food consumption in Saudi Arabia, a cross-
sectional web-based survey. Journal of Multidisciplinary Healthcare, 15 2129-2139.
https://doi.org/10.2147/JMDH.S384523

Baker, S. A.,& Rojek, C. (2020). Lifestyle gurus: Constructing authority and influence online.
Cambridge: Polity Press.

Anadolu Kiiltiirel Arastirmalar Dergisi (ANKAD)
115


https://doi.org/10.1386/cjcs.5.2.311_1

Can, 1.1 & iflazoglu, N., 10 (1), 2026, 103-122

Baker, S. A.,& Walsh, M. J. (2018). Good morning fitfam: top posts, hashtags and gender display on
Instagram. New Media & Society, 20(12), 4553-4570.https://doi.org/10.1177/14614448187775

Bedford-Flood, A. (2023). The impact of social media on food culture: How online platforms shape
dining trends. Retrieved from https://www.linkedin.com/pulse/ impact-social-media-food-
culture-how-online-platforms-ann (Accessed 10 October 2024).

Camargo, A. M. d., Botelho, A. M., Dean, M., & Fiates, G. M. R. (2024). Cooking using social media:
Young Brazilian adults’ interaction and practices. British Food Journal, 126(4), 1405-1428.
https://doi.org/10.1108/BFJ-07-2023-0607

Carolan, M. S. (2017). No one eats alone: food as a social enterprise. Washington, DC: Island Press.

Carrotte, E. R., Vella, A. M., & Lim, M. S. (2015). Predictors of “liking” three types of health and fitness-
related content on social media: a cross-sectional study. Journal of Medical Internet
Research, 17(8), Article €205. https://doi.org/10.2196/jmir.4803

Chen, Y., Perez-Cueto, F. J. A., Giboreau, A., Mavridis, 1., & Hartwell, H. (2020). The promotion of
eating behaviour change through digital interventions. International Journal of Environmental
Research and Public Health, 17(20), 1-19. https://doi.org/10.3390/ijerph17207488

Chou, Y. J., Huang, L. S., & Ye, S. J. (2024). Happiness or not? Impacts of multi-stage consumption on
the consumer affective response in the use of aesthetic foods. British Food Journal, 126(8), 3283-
3300. https://doi.org/10.1108/BFJ-09-2023-0861

Clicks’us Digital (2024).We Are Social 2023 Global ve Tiirkiye raporu. Retrieved from
https://www.clicksus.com/we-are-social-2023-global-ve-turkiye
raporu#Sosyal Medya Kullanici Sayisi Raporu (Accessed 10 October 2024).

Coary, S.,& Poor, M. (2016). How consumer-generated images shape important consumption outcomes
in the food domain. Journal of Consumer Marketing, 33(1), 1-8.https://doi.org/10.1108/JCM-02-
2015-1337

Demarest, A. A. (2020). The evolution of Instagram and its impact on food culture. Retrieved from
https://www.forbes.com/sites/abigailabesamis/2020/10/06/the-evolution-of-instagram-and-its-
impact-on-food-culture/ (Accessed 10 October 2024).

Dessart, L.,& Duclou, M. (2019). Health and fitness online communities and product behaviour. Journal
of Product & Brand Management, 28(2), 188—199. https://doi.org/10.1108/JPBM-12-2017-1710

Edosomwan, S., Prakasan, S. K., Kouame, D., Watson, J., & Seymour, T. (2011). The history of social
media and its impact on business. Journal of Applied Management and Entrepreneurship, 16(3),
79.Retrieved from https://www.proquest.com/scholarly-journals/history-social-media-impact-
on-business/docview/889143980/se-2(Accessed 10 October 2024).

Eryilmaz, B.,& Sengiil, S. (2016). Sosyal medyada paylasilan yoresel yemek fotograflarinin turistlerin
seyahat tercihleri iizerindeki etkisi. Uluslararasi Tiirk Diinyast Turizm Arastirmalar
Dergisi, 1(1), 32-42. Retrieved from https://dergipark.org.tr/en/download/article-
file/199058(Accessed 10 October 2024).

Feldman, Z. (2021). ‘Good food’in an Instagram age: Rethinking hierarchies of culture, criticism and
taste. European Journal of Cultural Studies, 24(6), 1340-
1359.https://doi.org/10.1177/13675494211055733

Filippone, L., Shankland, R., & Hallez, Q. (2022). The relationships between social media exposure,
food craving, cognitive impulsivity and cognitive restraint. Journal of Eating Disorders, 10(1),
184. https://doi.org/10.1186/s40337-022-00698-4

Green, E. (2018) Social media and “Instagrammable” food: Millennial influencers — a virtual reality?
Retrieved from https://www.foodingredientsfirst.com/news/social-media-instagrammable-food-
millennial-influencers-a-virtual-reality.html (Accessed 20 October 2024).

Anadolu Kiiltiirel Arastirmalar Dergisi (ANKAD)
116


https://doi.org/10.1177/14614448187775
https://doi.org/10.1108/BFJ-07-2023-0607
https://www.clicksus.com/we-are-social-2023-global-ve-turkiye
https://doi.org/10.1108/JCM-02-2015-1337
https://doi.org/10.1108/JCM-02-2015-1337
https://www.forbes.com/sites/abigailabesamis/2020/10/06/the-evolution-of-instagram-and-its-impact-on-food-culture/
https://www.forbes.com/sites/abigailabesamis/2020/10/06/the-evolution-of-instagram-and-its-impact-on-food-culture/
https://doi.org/10.1108/JPBM-12-2017-1710
https://www.proquest.com/scholarly-journals/history-social-media-impact-on-business/docview/889143980/se-2
https://www.proquest.com/scholarly-journals/history-social-media-impact-on-business/docview/889143980/se-2
https://dergipark.org.tr/en/download/article-file/199058
https://dergipark.org.tr/en/download/article-file/199058
https://doi.org/10.1177/13675494211055733
https://doi.org/10.1186/s40337-022-00698-4

Can, 1.1 & iflazoglu, N., 10 (1), 2026, 103-122

Hanus, G. (2018). The impact of globalization on the food behavior of consumers- literature and research
review. CBU International Conference on Innovations in Science and Education, Prague, Czech
Republic, (pp.170-174).

Hawkins, L. K., Farrow, C., & Thomas, J. M. (2020). Do perceived norms of social media users’ eating
habits and preferences predict our own food consumption and BMI? 4Appetite, 149,
104611 .https://doi.org/10.1016/j.appet.2020.104611

Hawkins, L., Farrow, C., & Thomas, J. M. (2021). Does exposure to socially endorsed food images on
social media influence food intake?. Appetite, 165,
105424 https://doi.org/10.1016/j.appet.2021.105424

He, Z.,& Yang, W. (2022). Impulsiveness as potential moderators of the relation between social media
dependence = and  eating  disorders risk. BMC  Psychology, 10(1), 120.
https://doi.org/10.1186/s40359-022-00830-8

Holak, B.,& McLaughlin, E. (2024). What is Instagram? Retrieved from
https://www.techtarget.com/searchcio/definition/Instagram (Accessed 10 October 2024).

Hsu, M. S. H., Rouf, A., & Allman-Farinelli, M. (2018). Effectiveness and behavioral mechanisms of
social media interventions for positive nutrition behaviors in adolescents: a systematic
review. The Journal of Adolescent Health, 63(5), 531-545.
https://doi.org/10.1016/j.jadohealth.2018.06.009

Hutchinson, A. (2023). Instagram chief says photos will get more focus on the App in 2023. Retrieved
from https://www.socialmediatoday.com/news/ Instagram-Chief-Says-Photos-Will-Get-More-
Focus-in-2023/640988 (Accessed 10 October 2024).

Jiotsa, B., Naccache, B., Duval, M., Rocher, B., Grall-Bronnec, M., Alle, J.-P., & Majmundar, A. (2021).
Social media use and body image disorders: Association between frequency of comparing one’s
own physical appearance to that of people being followed on social. International Journal of
Environmental Research and Public Health, 18(6), 2880. https://doi.org/10.3390/ijerph18062880

Kadioglu, B. (2019). Globally increasing fast food and slow food against globalization. The Journal of
Academic Social Science. 7(95) 204-213. http://dx.doi.org/10.16992/AS0OS.15069

Kanaki, Styliani (2023) The influence of Instagram food-related content on eating behaviour and the
role of mindfulness and self-control [Unpublished doctoral dissertation]. University of York.

Karaduman, N. (2017). Popiiler kiltiiriin olusmasinda ve aktarilmasinda sosyal medyanin rolii. Erciyes
Universitesi  Sosyal Bilimler  Enstitiisii  Dergisi, 31(43), 113-133. Retrieved from
https://dergipark.org.tr/en/download/article-file/366765(Accessed 10 December 2024).

Kim, B. R.,& Mackert, M. (2022). Social media use and binge eating: an integrative review. Public
health nursing. John Wiley and Sons Inc. https://doi.org/10.1111/phn.13069

Lange-Faria, W.,& Elliot, S. (2012). Understanding the role of social media in destination
marketing. Tourismos, 7(1), 193-211. https://doi.org/10.26215/tourismos.v7il.264

Larson, J. S., Redden, J. P., & Elder, R. S. (2014). Satiation from sensory simulation: evaluating foods
decreases enjoyment of similar foods. Journal of Consumer Psychology, 24(2), 188-
194 .https://doi.org/10.1016/j.jcps.2013.09.001

Lavis, A. (2017). Food porn, pro-anorexia and the viscerality of virtual affect: Exploring eating in
cyberspace. Geoforum, 84, 198-205.. https://doi.org/10.1016/j.geoforum.2015.05.014

Lee, E., Lee, J. A., Moon, J. H., & Sung, Y. (2015). Pictures speak louder than words: motivations for
using Instagram. Cyberpsychology, — Behavior, and Social Networking, 18(9), 552-
556.https://doi.org/10.1089/cyber.2015.015

Mairano, M. V. (2024). Emotions of food influencers regarding digital work and the transmission of
food knowledge on Instagram. Online Media and Global Communication, 3(4), 515-537.
https://doi.org/10.1515/omgc-2024-0027

Anadolu Kiiltiirel Aragtirmalar Dergisi (ANKAD)
117


https://doi.org/10.1016/j.appet.2020.104611
https://doi.org/10.1016/j.appet.2021.105424
https://doi.org/10.1186/s40359-022-00830-8
https://www.techtarget.com/searchcio/definition/Instagram
https://doi.org/10.3390/ijerph18062880
http://dx.doi.org/10.16992/ASOS.15069
https://dergipark.org.tr/en/download/article-file/366765
https://doi.org/10.1111/phn.13069
https://doi.org/10.26215/tourismos.v7i1.264
https://doi.org/10.1016/j.jcps.2013.09.001
https://doi.org/10.1016/j.geoforum.2015.05.014
https://doi.org/10.1089/cyber.2015.015

Can, 1.1 & iflazoglu, N., 10 (1), 2026, 103-122

Mankad, M.,& Gokhale, D. (2021). Hedonic hunger: eating for desire and not calories. Cardiometry, 20,
160-166. 10.18137/cardiometry.2021.20.160166

Mejova, Y., Abbar, S., & Haddadi, H. (2016). 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

Moghbeli, F., Rahimian, S., Farajzadeh, A., Khamineh, A., Keikhay Moghadam, H., & Ghasemi, R.
(2023). Social media and nutritional habits among nutrition students: Asocial work perspective.
Frontiers in Health Informatics, 12, 173. https://doi.org/10.30699/thi.v12i0.514

Mohammadi, S., Valinejadi, A., Saman, J. A., Karimpour, H., Kaivanfar, M., Safaeipour, M., ... &
Kawyannejad, R. (2018). Assessment of addiction to internet, smartphone and social networks
among students of medical sciences: a cross sectional study. Electronic Journal of General
Medicine, 15(4). https://doi.org/10.29333/ejgm/85685

Moore, K.,& Craciun, G. (2021). Fear of missing out and personality as predictors of social networking
sites usage: the Instagram case. Psychological reports, 124(4), 1761-
1787 .https://doi.org/10.1177/0033294120936184

Nactarome (2024). Instagrammable food. Retrieved from
https://www.nactarome.com/consumers/instagrammable-food/ (Accessed 16 September 2024).

Nemeth, N., Rudnak, 1., Ymeri, P., & Fogarassy, C. (2019). The role of cultural factors in sustainable
food consumption—an investigation of the consumption habits among international students in
Hungary. Sustainability, 11(11), 3052. https://doi.org/10.3390/sul1113052

Nour, M., Cheng, Z. G., Farrow, J. L., & Allman-Farinelli, M. (2018). Short videos addressing barriers
to cooking with vegetables in young adults: pilot testing. Journal of the American College of
Nutrition, 37(8), 724-730. https://doi.org/10.1080/07315724.2018.1466738

Pedalino, F.,& Camerini, A. L. (2022). Instagram use and body dissatisfaction: the mediating role of
upward social comparison with peers and influencers among young females. International
Journal  of Environmental Research and Public Health, 19(3), Article 1543.
https://doi.org/10.3390/ijerph19031543

Pilat, L., Stanislavska, L. K., Kvasnicka, R., Hartman, R., & Ticha, 1. (2021). Healthy food on instagram
social network: vegan, homemade and clean -eating. Nutrients, 13(6), Article 1991.
https://doi.org/10.3390/nu13061991

Pittman, M., & Reich, B. (2016). Social media and loneliness: why an Instagram picture may be worth
more than a thousand Twitter words. Computers in Human Behavior, 62, 155-167.
https://doi.org/10.1016/1.chb.2016.03.084

Raber, M., Vazquez, M., Khan, S., Myneni, S., & Thompson, D. (2023). Modern home cooking
practices, the role of new media, and implications for culinary medicine: a qualitative study
among mothers with low income. American Journal of Lifestyle Medicine.
https://doi.org/10.1177/15598276231197181

Rambe, P.,& Jafeta, R. J. (2017). Impact of social media advertising on high energy drink preferences
and consumption. Journal of Applied Business Research,33(4). Retrieved from
https://journals.klalliance.org/index.php/JABR/article/view/392(Accessed 10 October 2024).

Rani, P.,& Tyagi, R. (2023). Impact of social media on the health of the rural youth: a sociological study.
SInternational Journal of Social Sciences Review, 11(2), 247-251.

Reijnen, E., Laasner Vogt, L., Catarci, D., Zengaffinen, J. L., Bremermann-Reiser, S. M., & Blauer, L.
(2024) Humor and the willingness to buy healthy food posted on Instagram. Frontiers in
Psychology, 15, 1419648. https://doi.org/fpsyg.2024.1419648

Rini, L., Schouteten, J. J., Faber, 1., Bom Frest, M., J] APerez-Cueto, F., & De Steur, H. (2024). Social
media and food consumer behavior: a systematic review. Trends in Food Science and Technology,
143, 104290.). https://doi.org/10.1016/j.tifs.2023.104290

Anadolu Kiiltiirel Arastirmalar Dergisi (ANKAD)
118


https://doi.org/10.30699/fhi.v12i0.514
https://doi.org/10.29333/ejgm/85685
https://www.nactarome.com/consumers/instagrammable-food/
https://doi.org/10.3390/su11113052
https://doi.org/10.1016/j.chb.2016.03.084
https://journals.klalliance.org/index.php/JABR/article/view/392
https://doi.org/10.1016/j.tifs.2023.104290

Can, 1.1 & iflazoglu, N., 10 (1), 2026, 103-122

Rounsefell, K., Gibson, S., McLean, S., Blair, M., Molenaar, A., Brennan, L., Truby, H., & McCaffrey,
T. A. (2020). Social media, body image and food choices in healthy young adults: a mixed
methods systematic review. Nutrition and Dietetics, 77(1), 19—40. https://doi.org/10.1111/1747-

0080.12581
Simeone, M.,& Scarpato, D. (2020). Sustainable consumption: How does social media affect food
choices?.Journal of Cleaner Production, 277, 124036.

https://doi.org/10.1016/j.jclepro.2020.124036

Singh, K. R. (2021). Social media has influenced and revolutionised food industry through virtual food
communities. Debating Communities and Networks 12 Conference 2021, Online. Retrieved from
https://networkconference.netstudies.org/2021 (Accessed 15 Sebtember 2024).

Statista (2024). Most popular social networks worldwide as of April 2024, by number of monthly active
users (in millions). Retrieved from https://www.statista.com/statistics/272014/global-social-
networks-ranked-by-number-of-users/ (Accessed 10 October 2024).

Stefana, A., Dakanalis, A., Mura, M., Colmegna, F., & Clerici, M. (2022). Instagram use and mental
well-being: the mediating role of social comparison. The Journal of Nervous and Mental
Disease, 210(12), 960-965. https://doi.org/10.1097/NMD.0000000000001577

Tiggemann, M., & Zaccardo, M. (2018). “Strong is the new skinny”: a content analysis of #fitspiration
images on Instagram. Journal of Health  Psychology, 23(8), 1003-1011.
https://doi.org/10.1177/1359105316639436

Trattner, C., Kusmierczyk, T., & Nervag, K. (2019). Investigating and predicting online food recipe
upload  behavior.  Information  Processing &  Management, 56(3), 654-673.
https://doi.org/10.1016/j.ipm.2018.10.016

Turner, P. G., & Lefevre, C. E. (2017). Instagram use is linked to increased symptoms of orthorexia
nervosa. Eating and Weight Disorders — Studies on Anorexia, Bulimia and Obesity, 22(2), 277—
284. https://doi.org/10.1007/s40519-017-0364-2

Wu, Y., Kemps, E., & Prichard, 1. (2024). Digging into digital buffets: a systematic review of eating-
related social media content and its relationship with body image and eating behaviours. Body
Image, 48, 101650. https://doi.org/10.1016/1.bodyim.2023.101650

Zeng, B.,& Gerritsen, R. (2014). What do we know about social media in tourism? a review. Tourism
Management Perspectives, 10, 27-36.https://doi.org/10.1016/j.tmp.2014.01.001

Zhang, C., Yue, Z., Zhou, Q., Ma, S., & Zhang, Z. K. (2019). Using social media to explore regional
cuisine preferences in China. Online Information Review, 43(7), 1098-1114.
https://doi.org/10.1108/0OIR-08-2018-0244

Anadolu Kiiltiirel Aragtirmalar Dergisi (ANKAD)
119


https://doi.org/10.1111/1747-0080.12581
https://doi.org/10.1111/1747-0080.12581
https://networkconference.netstudies.org/2021
https://doi.org/10.1177/1359105316639436
https://doi.org/10.1016/j.ipm.2018.10.016
https://doi.org/10.1007/s40519-017-0364-2
https://doi.org/10.1016/j.bodyim.2023.101650
https://doi.org/10.1016/j.tmp.2014.01.001
https://doi.org/10.1108/OIR-08-2018-0244

Can, 1.1 & iflazoglu, N., 10 (1), 2026, 103-122

Arastirma Makalesi / ResearchArticle

Instagram'a Uygun Yemekler: Instagram'in Yeme Davramislar1 Uzerindeki
Etkisi

Instagrammable Food: The Impact of Instagram on Eating Behavior

Ipek Itir CAN &Nurhayat IFLAZOGLU
DOI : 10.63556/ankad.vi0il.329

Gelis/Received:31/08/2025 Kabul/Accepted:21/01/2026

Genisletilmis Ozet

Giris

Dijital cagin en etkili araclarindan biri olan Instagram, yalnizca bireyler arasi iletisimin degil aym
zamanda tiiketici davraniglariin da sekillenmesinde gii¢lii bir aktdr haline gelmistir. Gorsellige dayal
yapisi, kullanic1 dostu araylizii ve estetik odakli igerikleriyle Instagram, &zellikle gida ve igecek
sektoriinde belirleyici bir rol tistlenmektedir. Giiniimiizde yemek yalnizca biyolojik bir gereksinim degil;
kiiltiirel, sosyal ve duygusal boyutlariyla da ele alinan bir pratik olarak karsimiza ¢ikmaktadir. Bu
baglamda “Instagram’a uygun yemekler” ya da literatiirde yaygin ifadesiyle “Instagrammable food”

kavrami, hem gorsel agidan dikkat c¢ekici hem de paylasilmaya deger yemekleri tanimlamak igin
kullanilmaktadr.

Cesitli aragtirmalar, Instagram’da paylasilan yiyecek gorsellerinin bireylerde istah artigi, estetik haz,
sosyal karsilastirma ya da yetersizlik gibi farkli duygulari tetikledigini ortaya koymaktadir (Chou,
Huang & Ye, 2024; Mejova, Abbar & Haddadi, 2016). Bununla birlikte bu gorseller yalnizca anlik
duygusal tepkiler yaratmakla kalmayip, uzun vadede bireylerin yeme aliskanliklarini, beslenme
bigimlerini, yemek pisirme motivasyonlarini ve farkl kiiltiirlere olan ilgilerini de sekillendirmektedir.
Bu nedenle Instagram’in yemek davraniglar iizerindeki etkisini anlamak, hem akademik literatiir hem
de sektor uygulamalar1 agisindan 6nem arz etmektedir. Bu calisma, Instagram’da paylasilan gorsel
iceriklerin tiiketicilerin yeme davramslar {izerindeki etkisini incelemeyi amaclamaktadir. Ozellikle
gorselligi 6n planda olan “Instagram’a uygun yemekler”in bireylerde nasil duygular uyandirdigi, yeme-
igme aligkanliklarini nasil etkiledigi, evde yemek pisirme motivasyonuna ve yeni tarif deneme istegine
nasil yon verdigi ile farkli mutfak kiiltiirlerine yonelik tutumlari nasil doniistlirdiigii aragtirilmastir.

Yontem

Arastirma, nitel arastirma yontemi cergevesinde tasarlanmig ve yar1 yapilandirilmis goriisme teknigi
kullanilmistir. Oncelikle arastirma problemini acikliga kavusturmak amaciyla “Instagram’in yeme
davramslart iizerindeki etkisi nedir? ” sorusu temel arastirma sorusu olarak belirlenmistir. Bu dogrultuda
sekiz sorudan olusan bir goriisme formu hazirlanmis; form, alaninda uzman ii¢ akademisyen tarafindan
incelenerek kapsam, agiklik ve igerik gecerliligi agisindan revize edilmistir. Calismanin 6rneklemini,
18-34 yas araliginda olan, Instagram’1 giinliik olarak ve 6zellikle yiyecek—igecek igerikleri baglaminda
aktif bicimde kullanan 40 goniillii katilimci olusturmaktadir. Katilimcilar, amagli o6rnekleme
yontemlerinden kriter 6rnekleme ile belirlenmistir. Bu kapsamda dahil etme kriterleri; belirlenen yas
araliginda olmak, Instagram’1 aktif bi¢imde kullanmak ve platformun yeme davraniglari lizerindeki
etkilerine iligkin deneyim ve goriis bildirebilecek bilgiye sahip olmak seklinde tanimlanmistir.
Instagram’1 aktif olarak kullanmayan ya da platformun yeme davranislar {izerinde etkisi olmadigini
belirten bireyler ¢aligma kapsami diginda birakilmistir. Katilimcilarin se¢imi, takipgi sayisi, etkilesim
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diizeyi veya influencer statiisiine dayali olarak yapilmamis; arastirmacinin kisisel sosyal medya agina
bagli bir tercih s6z konusu olmamustir.

Goriismeler Kasim 2024’te ¢evrimigi ortamda gergeklestirilmis, her bir goriisme ortalama 38 dakika
stirmiis ve katilimcilarin izniyle ses kaydi alinmistir. Elde edilen veriler, hem tiimdengelimsel hem de
tiimevarimsal yaklasimlar kullanilarak analiz edilmis; benzer ifadeler temalar altinda toplanmais ve igerik
analizi tekniginden yararlanilmistir. Bulgular, tablolar ve grafiklerle desteklenmis; katilimer
gorislerinden dogrudan alintilarla zenginlestirilmistir. Etik acidan tiim arastirma ilkelerine uyulmus
olup ¢alisma, Nigde Omer Halisdemir Universitesi Bilimsel Arastirma ve Yaym Etik Kurulu tarafindan
onaylanmustir.

Bulgular
Arastirmanin bulgulari bes temel tema altinda toplanmistir:

e Gorsel Igeriklerin Yarattigi Duygular Katilimeilarin énemli bir kismi, Instagram’da gordiikleri
yiyecek gorsellerinin istah ve aclik duygularim tetikledigini (f=29) belirtmistir. Bunun yaninda
gorsellerin hayranlik ve ilham uyandirdigi (f=25), yemek yapmaya tesvik ettigi ya da nostaljik
anilart cagristirdignt da ifade edilmistir. Ancak asir1 milkemmellestirilmis gorseller, bazi
katilimecilarda sosyal karsilagtirma ve yetersizlik duygusu yaratmistir (f=18). Bu durum,
Instagram’in ¢ift yonlii etkisine (bir yandan ilham verici ve motive edici, diger yandan ise
tatminsizlik ve kiyaslama kaygist dogurucu) isaret etmektedir.

e Yeme Aligkanliklarina Etkisi Katilimcilarin gogunlugu Instagram’daki yemek igeriklerinin yeme
aliskanliklarini dogrudan etkiledigini vurgulamistir. Bulgular arasinda yeni tatlara yonelme ve
degisim istegi (f=32), saglikli beslenme egilimi (f=28), asir1 tikketim (f=26) ve evde yemek
hazirlama aliskanliklar (f=24) 6ne ¢ikmaktadir. Ozellikle saglikli yasam ve fitness igerikleri,
bireyleri daha saglikli beslenmeye tesvik edebilmekte; ancak miikemmel goriinen diyet
yemekleri, bazi bireylerde yetersizlik hissi uyandirarak sagliksiz beslenme egilimlerini
tetikleyebilmektedir.

¢ Evde Yemek Pisirme Motivasyonu Gorseller, katilimcilarin evde yemek pisirme motivasyonunu
iki yonli etkilemektedir. Bir yandan yaraticilik ve ilhami artirmakta (f=34), pratik tarifler yoluyla
kolay yemek yapmay1 tesvik etmekte (f=25) ve saglikli tariflere yonlendirmektedir (f=27). Diger
yandan ise miikemmeliyetci beklentiler (f=31) ve erisim/kost gibi sinirliliklar (f=20), evde yemek
yapmay1 zorlastirabilmektedir. Katilimcilar, igeriklerin bazen motive edici bazen ise caydirict
olabilecegini ifade etmistir.

e Yeni Tarif Deneme Istegi Instagram’da paylasilan yiyecek gorselleri, bireylerde ilham ve merak
(f=33) duygularmi tetiklemekte, sosyal statii ve paylagim motivasyonunu (f=26) artirmakta, ayni
zamanda bireylerin yeni teknikler 6grenmesine (f=21) imkan vermektedir. Ozellikle kisa ve kolay
tarif videolarinin yeni tarif deneme istegini giliglendirdigi goriilmiistiir. Ancak, malzeme
yetersizligi veya ev ortaminda ayni estetik sonuclarin elde edilememesi gibi durumlar bazi
katilimeilar i¢in engelleyici faktorler (f=14) olusturmustur.

e Farkli Kiiltiirlerden Yemekleri Deneme Istegi Katilimcilar 6nemli bir kismi Instagram sayesinde
farkli kiiltiirlere ait yemeklere daha fazla ilgi duymaya basladiklarini belirtmistir. Bulgular
arasinda kiiltiirel farkindalik artisi, yeni deneyim arayis1 (f=31), seyahat ve yemek arasindaki
baglant1 (f=31) ve kiiresellesme etkisi (f=15) one ¢ikmaktadir. Ornegin Japon mutfagindan ramen
veya Meksika mutfagindan taco gibi yemeklerin diinya ¢apinda yayginlasmasinda Instagram’in
onemli rolii oldugu ifade edilmistir. Ancak malzeme bulunabilirligi ve maliyet gibi simrliliklar
bazi katilimeilarin farkli mutfaklara yoneliminde engel teskil etmektedir.

Sonu¢ ve Oneriler

Elde edilen bulgular, Instagram’in yeme davranislari tizerindeki etkisinin ¢ok boyutlu oldugunu ortaya
koymaktadir. Gorsel igerikler, bireylerde istah ve haz duygularini uyandirmakta, ancak ayni1 zamanda
sosyal kiyaslama ve tatminsizlik gibi olumsuz duygulara da yol agabilmektedir. Bu yodniiyle
Instagram’in, bireylerin psikolojik siireclerini etkileyen ¢ift tarafli bir rolii oldugu sdylenebilir.
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Arasgtirmanin  bulgular1 literatiirdeki mevcut calismalarla da ortiismektedir. Ornegin, Instagram
iceriklerinin bireylerde eglence ve keyif sagladigi yoniindeki bulgu Mairano (2024) ile; sosyal
kiyaslamanin olumsuz etkileri ise Pedalino ve Camerini (2022) ile paralellik gdstermektedir. Ote
yandan, ayni yiyecek gorsellerinin istahi artirmak yerine azaltabilecegini savunan Larson ve Elder
(2014) ile kismi farkliliklar gbzlenmistir.

Yeme aligkanliklart baglaminda ise arastirma, sosyal medyada paylasilan yiyecek gorsellerinin
bireylerde impulsif yeme egilimlerini artirdigini ortaya koyan c¢alismalar1 (Filippone vd., 2022; He &
Yang, 2022) destekler niteliktedir. Benzer sekilde sagliklt beslenme aligkanliklari {izerindeki hem
olumlu (Chen vd., 2020; Pilaf vd., 2021) hem de olumsuz (Carrotte, Vella & Lim, 2015) etkiler literatiirle
uyumludur.

Evde yemek pisirme ve yeni tarif deneme istegi ile ilgili bulgular, Instagram’in bireylerin yaraticiligin
artirdig1 ve kolay tariflerle pratik ¢oziimler sundugunu gosteren ¢alismalarla (Trattner vd., 2019; Nour
vd., 2018) benzerlik tasimaktadir. Farkli mutfaklara olan ilginin artmasi ise sosyal medyanin kiiltiirel
etkilesimi artirici roliinii destekleyen calismalar (Altun, Cizreliogullari & Babayigit, 2022) ile
uyumludur.

Bu aragtirma, Instagram’daki gorsel igeriklerin tiiketicilerin yeme davranislarin1 dogrudan etkiledigini
ortaya koymustur. Bulgular, Instagram’in hem olumlu (ilham verme, yaraticiligi artirma, kiiltiirel
farkindalik saglama, saglikli beslenmeyi tesvik etme) hem de olumsuz (sosyal karsilastirma,
tatminsizlik, agir1 tiiketim egilimi, malzeme erisim sorunlari) etkiler barindirdigin géstermektedir.

Sonug olarak Instagram, giinlimiiz tiiketici davramiglarini sekillendiren ¢ift yonlii bir aragtir. Bu
baglamda su Oneriler gelistirilebilir: Bireylerin igerikleri bilingli ve elestirel bir bakis agisiyla
titketmeleri tesvik edilmelidir. Saglik profesyonelleri ve beslenme uzmanlari, Instagram {izerinden daha
dengeli ve gercekei igerikler paylagarak saglikli yeme aliskanliklarini destekleyebilir. Gastronomi
sektorii, Instagram’mn gorsel giiclinii kullanarak hem yerel mutfaklarin taniimim yapabilir hem de
tilketicilerde yeni tatlara yonelim yaratabilir. Akademik arastirmalar, Instagram’in bireyler tizerindeki
psikolojik ve davranigsal etkilerini daha genis 6rneklemlerle ve nicel yontemlerle de incelemelidir.
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