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Terms such as ‘global village’ are often used to indicate that the world is shrinking, and that it 

becomes increasingly possible to get anything anywhere. While it could be argued that this is a 

good thing, it can also lead to a depressing homogeneity of high streets, airports, hotels and 

events. Urry’s (1999) tourist gaze argued that people travel to strange places to experience 

‘difference’ but interpret (often mistakenly) what they see through the lens of their own 

experiences and cultural background in an attempt to make sense of what they see. One of the 

pleasures of foreign travel is trying new food and culinary experiences (Bell, 2010; Germann 

Molz, 2007; Lepp & Gibson, 2003; Williams et al., 2014). Neill et al. (2016, p. 140) use the term 

‘refractive gaze’ to describe people’s reactions to ‘strange food’ because ‘the refractive gaze 

encapsulates and extends existing gazes through experience, subjectivity, cultural and culinary 

capital accumulation’. International students are like tourists in that they travel to somewhere 

new but then are also like local people because they stay for a semester, a year, or even longer. 

They also bring their own (and differing!) values (Cavagnaro et al., 2018; Cavagnaro & Staffieri, 

2015). The ‘strangeness’ of local food therefore slowly transforms into familiarity, if only as a 

survival strategy or as a way to gain cultural or culinary capital!  

 

This study considers the responses of a group of international students (mainly Indian, European 

and Chinese) to food choices while studying hospitality and tourism management in New 

Zealand. It identifies universal foods, great discoveries and things they will never like, as well as 

ways in which they managed to continue to eat food from home despite being in a strange 

environment. This study was both a research study and an opportunity for students to be involved 

in and learn from a live research study as participants and researchers.  

 

The results of this study are important when considering the future of food tourism. Yeoman and 

McMahon-Beattie (2018, p. 166) points out that considering the future ‘encourages students to 

search, define and negotiate their own understanding of the problem’. Thinking about the future 

of local foods may help students to identify what is valuable (and therefore is worth protecting 

and researching) about their own or others’ culinary capital. However, in Haddouche and 

Salomone (2018) studying Generation Z, there is no mention of food whatsoever – so perhaps it 

is not a priority for this group? 

 

References: 

Bell, C. (2010). Budget backpackers testing comfort zones in Mongolia, in Hanman, K., and 

Deikman, A., (Eds.), Beyond backpacker tourism: Mobilities and experiences, (pp. 114-125), 

London, UK: Berghan Press.  

mailto:erwin.losekoot@stenden.com
mailto:john.hornby@stenden.com


Cavagnaro, E., & Staffieri, S. (2015). A study of students’ travellers values and needs in order to 

establish futures patterns and insights. Journal of Tourism Futures, 1(2), 94-107. doi: 

10.1108/JTF-12-2014-0013  

 

Cavagnaro, E., Staffieri, S., & Postma, A. (2018). Understanding millennials’ tourism 

experience: values and meaning to travel as a key for identifying target clusters for youth 

(sustainable) tourism. Journal of Tourism Futures, 4(1), 31-42. doi: 10.1108/JTF-12-2017-0058  

 

Germann Molz, J. (2007). Eating difference: the cosmopolitan mobilities of culinary tourism. 

Space and Culture, 10(1), 77-93. 

 

Haddouche, H., & Salomone, C. (2018). Generation Z and the tourist experience: tourist stories 

and use of social networks. Journal of Tourism Futures, 4(1), 69-79. doi:10.1108/JTF-12-2017-

0059 

  

Lepp, A., & Gibson, H. (2003). Tourist roles, perceived risk and international tourism. Annals of 

Tourism Research, 30(3), 606-624. 

 

Neill, L., Johnston, C., & Losekoot, E. (2016). New ways of gazing: the refractive gaze. 

International Journal of Tourism Anthropology, 5(1/2), 138-151.  

 

Urry, J. (1999). The Tourist Gaze. London, UK: Sage. 

 

Williams, H., Williams, R. & Omar, M. (2014). Experiencing the experience: an examination of 

the significance of impact factors during the three stages of transnational gastronomic tourism. 

Transnational Marketing Journal, 2(1), 21-37. 

 

Yeoman, I.S., & McMahon-Beattie, U. (2018). Teaching the future: learning strategies and 

student challenges. Journal of Tourism Futures, 4(2), 163-167. doi:10.1108/JTF-12-2016-0054 

 


