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in eating out and trying new food (Henderson, 

2009; Quan & Wang, 2004; Richards, 2002). Tour-

ists need to eat not only to physically survive in a 

destination but also to experience regional culture 

by consuming local food (Tsang, 2013), to increase 

social bonds with travel companion by dining in a 

destination (Ignatov & Smith, 2006), and to recall 

Introduction

Tourists engage in a wide array of activities, 

such as shopping, sightseeing, visiting historical 

attractions, and experiencing diverse types of food. 

Particularly, food-related activity is considered to 

be very important for tourists who are interested 
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best “use” of a government’s tourism mobile app, 

especially focusing on a destination’s food attrac-

tions. In addition, very limited research has con-

ducted comparative studies to investigate the use 

of government tourism mobile apps. Thus, the 

objectives of the current study are as follows: (1) to 

examine how official tourism organizations offer 

food-related information to tourists in the mobile 

app through content analysis; (2) to explore how 

official tourism organizations interact with users 

in their mobile apps by investigating users’ com-

ments and reviews; (3) to compare and contrast 

their food marketing strategies via mobile apps 

and to provide suggestions for promoting food in 

tourism. By achieving these research objectives, 

this study makes a theoretical contribution to aca-

demia by integrating food in tourism research and 

the use of mobile apps, which has been seldom 

studied. In terms of managerial implications, the 

findings provide useful information for destina-

tion marketing organizations (DMOs) that wish to 

promote their mobile apps to increase tourist sat-

isfaction and for marketers in food industries that 

plan to provide such apps for tourists.

Literature Review

Tourists’ Food Experiences in a Destination

The previous literature indicates that different 

types of tourists are likely to seek different kinds of 

food experiences in a destination (Bardhi, Ostberg, 

Bengtsson, 2010; Chang et al., 2010; Hjalager, 

2002; Quan & Wang, 2004). For example, Hjalager 

(2002) indicated existential gastronomy tourists 

as people who are more likely to engage in learn-

ing activities, such as attending cookery schools 

or visiting wineries, cheese makers, or other food-

producing units. Experimental gastronomy tourists 

are interested in experiencing designer cafes and 

restaurants in a destination while the recreational 

gastronomy tourists seek familiar food rather than 

exotic local food in a destination. Finally, diver-

sionary gastronomy tourists do not really care about 

the exotic food experiences (Hjalager, 2002).

Chang et al. (2010) interviewed and observed 

Chinese tourists’ food behaviors in Australia and 

discovered that the “observers” are more likely to 

their destination experience by purchasing food and 

beverages as the souvenirs (Henderson, 2009).

In the academic field, food studies in tourism has 

been neglected or simply taken for granted because 

food is regarded as a supplemental element that 

support tourists’ main activities (Cohen & Avieli, 

2004; Quan & Wang, 2004; Torres, 2002). How-

ever, this is no longer true. These days, the signifi-

cant role that food plays in a tourist destination has 

been recognized by many tourism scholars (Jones 

& Jenkins, 2002; Mkono, Markwell, & Wilson, 

2013; Molz, 2007). The extant literature can be 

classified into two groups: studies on tourists’ 

overall food consumption (Chang, Kivela, & Mak, 

2010; Guan, 2012; Y. G. Kim & Eves, 2012) and 

studies on culinary tourists whose major motiva-

tion to travel is food (Kivela & Crotts, 2005; Long, 

2004). In either case, the role of food in a desti-

nation has been significantly highlighted because 

the particular food product, cuisine, or restaurant 

images of a destination can create a unique “brand” 

that heightens the competitiveness of a destination 

(Ab Karim & Chi, 2010; Hjalager & Corigliano, 

2000; Lin, Pearson, & Cai, 2011).

Meanwhile, the use of smartphones and mobile 

applications (hereafter referred to as “apps”) in the 

hospitality and tourism field has rapidly increased 

due to their power to affect tourist behavior, 

emotional states, and consumer decision making 

(Hannamm, Butler, & Paris, 2014; Law, Buhalis, & 

Cobanoglu, 2014; Wang, Park, & Fesenmaier, 2012; 

Wang, Xiang, Law, & Ki, 2015). Providing appro-

priate mobile apps to tourists in a destination can be 

a very effective marketing tool to enhance a posi-

tive image of that destination (Wang et al., 2012). 

In terms of tourists’ food consumption, there is no 

doubt that tourism mobile apps can greatly enhance 

tourists’ food experiences during their trip because 

apps can guide tourists to the destinations’ distinc-

tive and interesting food attractions. The tourism 

mobile apps can also be used as a tool that attracts 

tourists to a destination during the decision- 

making process. In recent years, many countries 

have exerted great efforts to design government-

sponsored tourism mobile apps as a significant 

tourism marketing channel with which to attract 

tourists. However, there have been surprisingly 

few studies that examined the ways to make the 
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Horng and Tasi (2010) stated that the content 

of government tourism websites play a significant 

role in promoting a country or a region as a culinary 

destination. Their study explored the contents of the 

food culture and local cuisines of East Asian tour-

ist destinations such as Hong Kong, Japan, Korea, 

Singapore, Taiwan, and Thailand. Each destination 

offers information regarding local delicacies, food 

culture, restaurant guide with different style of pho-

tos, and descriptions. However, this study is limited 

to only Asian countries’ websites and the evalua-

tion of each website that suggests ways for further 

improvements was not performed.

Ashish and Shelley (2015) conducted content 

analysis to compare and evaluate official websites 

of the South Asian Association for Regional Coop-

eration (SAARC) countries (Afghanistan, Bangla-

desh, Bhutan, Indian, Maldives, Nepal, Pakistan, 

Sri Lanka) on their web information on food tour-

ism. Although the authors insisted that these coun-

tries must include food promotions in overseas 

tourism marketing, in reality, food tourism has 

not been included as an important facet in market-

ing of SAARC tourism. Some countries such as 

Afghanistan and Nepal did not even include any 

information related to food tourism in their official 

tourism websites. This study implies that compara-

tive studies of website, brochure, or any kind of 

marketing channels regarding food tourism should 

include nations or regions that have similar levels 

of awareness about culinary resources or at least 

matured market for tourism.

Finally, in the last 5 years, the tremendous 

development of mobile phones has changed the 

main information platform from websites browsed 

through computers to mobile apps in smartphones. 

Tourism experience is not an exception; in fact, it 

has been significantly affected by smartphones and 

mobile apps. Increasing numbers of travelers search 

information using mobile apps before, during, and 

after their trip (Wang & Fesenmaier, 2013). There-

fore, the contents of mobile apps provide a direct 

channel through which a tourism organization can 

communicate with existing and potential visitors 

(Wang et al., 2012). The contents of government 

tourism mobile apps are particularly important for 

promoting food in tourism, as they help to attract 

potential tourists during the decision process and 

desire familiar food to assure themselves and prefer 

fusion food rather than authentic local food. Mean-

while, the “participators” actively engage in expe-

riencing novel cuisines at a destination. For the 

“browser” group, safety and security are the main 

concerns, and they are not fastidious when choos-

ing a restaurant (Chang et al., 2010).

According to Sanchez-Cañizares and Castillo-

Canalejo (2015), in order to design marketing 

strategies for tourists that are tailored to their food 

consumption preferences, the Internet marketing 

initiated by a government or an official tourism 

organization plays a very significant role in attract-

ing tourists to a destination and enhancing their 

experiences during their trip. Tourists may gain 

benefits from searching food-related activities or 

restaurant information in a destination from such 

apps, whereas tourists who do not prefer to have 

exotic local food would still seek places where they 

can enjoy familiar food in a destination.

Marketing Channels of Food in Tourism

The major marketing channels of tourism have 

transformed over the last decades. Traditionally, 

DMOs have promoted food in tourism by utiliz-

ing brochures or TV advertisements (Frochot, 

2003; Hjalager & Corigloano, 2000; Mellinger, 

1994; Okumus, Okumus, & McKercher, 2007; 

Pritchard & Morgan, 1996). Afterwards, with the 

significant development in the online travel mar-

ket, DMOs have begun to create websites for des-

tinations and develop tourism marketing strategies 

using food as a main resource (Ashish & Shelley, 

2015; Horng & Tasi, 2010; Y. H. Kim, Yuan, Goh, 

& Antun, 2009; Nelson, 2015). For example, in a 

study by Kim et al. (2009), websites of the DMOs 

in West Texas were content analyzed to investi-

gate the effective use of web marketing, particu-

larly focusing on food-related information. Their 

study concluded that more effort should be made to 

promote food tourism in West Texas regions. This 

study is meaningful in that it is one of the hand-

ful studies that focus on web marketing of food 

tourism. However, the region was limited to West 

Texas, and the websites themselves did not include 

much information related to food tourism or food-

related information.
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As mentioned above, the importance of mobile 

marketing in tourism has been emphasized during 

the last few years. Unfortunately, only limited num-

ber of studies have compared the usage of tourism 

mobile apps in the hospitality and tourism field. 

Lee and Choi (2016) asserted that international 

tourists who visit Korea rely heavily on smart-

phones. This study compared target users, main 

menu, and distinctive characteristics of tourism 

apps among “Visit Korea” made by Korea Tourism 

Organization, “KAYO” made by a private company 

in Korea, “NYC Way” made by New York DMO, 

and “Dongan Shitato” made by Saga DMO. How-

ever, this article was written from the perspective 

of the technology issue. Thus, suggestions for spe-

cific software of apps were provided rather than 

improvement of the contents. Moreover, food- 

related information was not investigated.

Adukaite, Reimann, Marchiori, and Cantoni (2013) 

performed content analysis of four- or five-star 

hotel mobile apps in Austria, Germany, and Swit-

zerland and also investigated the attitude of hotel 

managers toward mobile apps for their business. 

The results demonstrated that most hotel apps focus 

on providing information about booking rooms and 

facilities of hotels or the destination. The majority 

of hotel managers indicated that even though they 

notice the importance of the interaction with their 

customers by a smartphone apps, they are not ready 

to take the actions yet. Because this study only 

focused on the perspective of supply side, the per-

spective of the mobile app users (demand side) was 

not investigated.

From the previous studies, it was found that while 

the topic of mobile apps in tourism has been exten-

sively investigated by various scholars (Kennedy-

Eden & Gretzel 2012; Wang et al., 2011, 2012; 

Wang et al., 2014; Wang & Fesenmaier 2013), very 

little is known and investigated about how smart-

phone use has enhanced tourists’ food experiences 

in a destination.

Technology Acceptance Model 

(TAM) and Travel Experiences

According to the theory of technology acceptance 

model (TAM) introduced by Davis (1989), users’ 

willingness to accept and use available information 

provide adequate information and facilitate tour-

ists’ better food experience in a destination.

Mobile Marketing for Food in Tourism

Mobile phones have evolved into fully functional 

computers with a variety of capabilities, such that 

they have become deeply integrated into everyday 

life (Wang, Xiang, & Fesenmaier, 2014). Thus, the 

use of a smartphone while traveling has grown sig-

nificantly in recent years. The possible implication 

for this phenomenon and its influence on tourists’ 

travel behavior and decision making has become a 

topic of interest in the tourism industry (Beier & 

Aebli, 2016; Lamsfus, Xiang, Alzua-Sorzabal, & 

Martin, 2013). The advances in mobile technology 

provide a wide range of possibilities that attract 

frequent tourists and promote their enjoyment dur-

ing a trip (Gretzel, 2010; Wang et al., 2012; Wang 

& Fesenmaier, 2013; Wang et al., 2014). As Rusu 

and Cureteanu (2009) mentioned, “Just as the Inter-

net completely revolutionized the way consumers 

book travel, now the immense, growing reliance 

on mobile devices is causing a second shift in how 

travel is purchased” (p. 67). In addition, H. H. Kim 

and Law (2015) stated that the increasing use of 

smartphones has a significant effect on tourism, 

given that many tourists now book hotels, purchase 

flight tickets, and access information on travel web-

sites through smartphones.

How travel is purchased is not the only change 

that smartphones have caused. The emergence of 

smartphone apps has further enhanced the qual-

ity of tourist service because tourists can now use 

information search and reservation functions even 

in transit (Beier & Aebli, 2016; Liu & Law, 2013). 

Such convenience and flexibility encourage use of 

smartphones among tourists, especially because 

they aid tourists in making decisions that are spon-

taneous and time intensive (Hwang, 2010). In fact, 

smartphone apps support not only the basic travel 

activities, such as planning, reservation, and navi-

gation, but also “micromoments” of travel, such as 

giving roadside assistance, calculating tips in a res-

taurant, and finding out the exchange rates (Wang, 

Park, & Fesenmaier, 2011). Wang et al (2014) also 

stated that interest in food is the most common 

motivation for the use of smartphones in travel.
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written information, such as guidebooks or visual 

information including photographs in travel bro-

chures, can provide a great deal of information 

about the images projected of tourist destinations” 

(p. 8). Given that the analyses of both texts and 

images represented in mobile apps are critical in 

this study, content analysis is deemed an appropri-

ate method to achieve our research objectives. Spe-

cifically, inductive approach was used to develop 

categories from the given data without any existing 

theories to analyze such data (Hsieh & Shannon, 

2005; Nelson, 2015).

Procedure and Samples

First, general examination of the sources related 

to the food context in mobile apps was conducted 

by two researchers with food tourism backgrounds. 

Second, the objectives of the study were identified, 

and coding schemes and categories were developed 

accordingly. Third, the government mobile apps 

were selected based on the following criteria:

Active promotion of food by national DMOs;1. 

Matured market for tourism; and2. 

Existence of mobile app offered by national 3. 

DMOs.

During the course of selection, it was surpris-

ing to find that only a few countries provided 

government mobile apps for tourists’ use. In the 

end, mobile apps from Czech Tourism (CT), Ital-

ian National Tourism Board (INTB), Scotland’s 

National Tourism Organization (SNTO), Swiss 

National Tourist Office (ST), Hong Kong Tour-

ism Board (HKTB), Korea Tourism Organization 

(KTO), Taiwan Tourism Bureau (TTB), and Tour-

ism Authority of Thailand (TAT) were selected 

(see Table 1). According to Ho (2002), English is 

considered the “de facto medium for international 

travel and tourism” (p. 19). Thus, the English ver-

sion of the aforementioned government mobile 

apps were selected for analysis. Qualitative con-

tent analysis was used to analyze the information 

related to food culture and local cuisine in the 

mobile apps. Ratings and reviews of each app were 

also studied since the evaluation of apps from the 

demand (users or tourists) side was deemed important.  

technology depends on perceived usefulness and 

perceived easiness. Perceived usefulness is defined 

as “the degree to which a person believes that using 

a particular system would enhance his or her job  

performance” (Davis, 1989, p. 320). Perceived eas-

iness refers to “the degree to which a person 

believes that using a particularly system would 

be free of effort (Davis, 1989, p. 320).” Later on, 

the concept “playfulness” is newly introduced to 

explain the users’ behavior toward newly emerg-

ing IT (Moon & Kim, 2001). The impact of smart-

phone and mobile application on tourism seem to 

be inevitable; yet how the user will perceive useful-

ness, easiness, and playfulness of smartphone and 

mobile application still remains unknown.

Because it has been suggested that smartphones 

will be a dominant force affecting tourist behav-

ior, DMOs now face new challenges of adopting 

marketing strategies that can be applied to the new 

mobile environment (Wang et al., 2012). In fact, a 

number of national DMOs have developed mobile 

apps that allow tourists to receive onsite informa-

tion. This can be interpreted as a response to the 

progress in access to travel information and will be 

a critical factor that affects tourists’ travel experi-

ences. Because one of the objectives of this study is 

to explore how official tourism organizations inter-

act with users in the mobile apps by investigating 

users’ comments and reviews, aspects of TAM are 

adopted for the evaluation of the reviews.

Methodology

Content Analysis

Content analysis method has been broadly adapted 

in hospitality and tourism research. A number of 

researchers, who analyzed both texts and photo 

images represented in brochures or advertisements, 

have demonstrated that content analysis can be 

applied effectively in food studies in the tourism 

field (Frochot, 2003; Hjalager & Corigloano, 2000; 

Mellinger, 1994; Okumus et al., 2007; Pritchard 

& Morgan, 1996). In recent years, content analy-

sis on websites has also been used to investigate 

web marketing in food-based tourism (Ashish & 

Shelley, 2015; Horng & Tasi, 2010; Y. H. Kim et 

al., 2009; Miranda, Rubio, & Chamorro, 2015). 

According to Jenkins (1999), “Content analysis of 
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restaurants appears with a photo of the place, the 

name, and the distance from the user’s current loca-

tion. Once the user clicks on a restaurant of interest, 

a range of information about the restaurant (e.g., 

the address, contact number, specialty menu, intro-

duction, operating hours and days, menu, seating 

capacity, parking facilities, restroom availability, 

credit cards, reservation, smoking, and directions) 

is then offered. In addition, the ratings and reviews 

from “TripAdvisor” are also provided.

Although the mobile apps of Hong Kong, Korea, 

Scotland, Taiwan, and the Czech Republic show 

similar patterns of representing restaurants to users, 

the focus of a specific information or feature varies. 

For example, Hong Kong’s mobile app emphasizes 

special functions, such as “Augmented Reality” 

(AR) and “The Quality Tourism Service Scheme” 

(QTS). AR helps tourists find the exact location of 

the restaurant, whereas QTS helps tourists select 

restaurants endorsed by the Hong Kong govern-

ment, giving tourists a sense of security and safety. 

A detailed explanation of AR is provided later in 

this article.

Korea’s mobile app gives importance to provid-

ing tailored information about restaurants to the 

tourists. It offers a section called “Recommended 

for you,” in which the user can input his/her coun-

try of origin, age, and gender, after which the 

mobile app provides a suggested list of restaurants 

for that person. A male tourist from Angola in his 

50s, for example, would be provided with informa-

tion about a restaurant that serves halal food.

Unlike the mobile apps from Hong Kong, Korea, 

Scotland, Taiwan, and the Czech Republic, which 

Fourth, the initial results were compared, and con-

tents with disagreements were analyzed until agree-

ment was achieved. Finally, the results and findings 

were refined. In order to improve the objectivity of 

the analysis, main themes were identified through 

an evaluation of the contents presented in the 

mobile apps by both researchers. Both researchers 

identified and agreed on four possible themes from 

the tourism mobile apps for the further analysis.

Results

Restaurant Guide

Mobile apps maintained by the tourism organiza-

tions of Hong Kong, Korea, Scotland, Taiwan, and 

the Czech Republic show similar structural patterns 

when introducing restaurant information. Specifi-

cally, restaurants are first classified according to 

the region or cuisine type. Once a tourist chooses a 

specific region or cuisine type, the information on 

each restaurant, such as the name, address, contact 

number, map, and a short description of the res-

taurant are provided. For example, in the Scotland 

mobile app, the “Eating out” section offers a list of 

restaurants according to the type of cuisine, ranging 

from “Scottish,” “Vegetarian,” and “Fish,” to “Ital-

ian,” “French,” “Spanish,” “Indian,” “Chinese,” and 

“Thai.” After selecting the food type, a list of restau-

rants appears with the restaurant’s name, and the 

distance from the user’s current location is shown. 

Similarly, the dining section of the Korean mobile 

app offers a list of restaurants according to the type 

of cuisine. After the selection of food type, a list of 

Table 1

Basic Information of Tourism Mobile Applications of Eight Countries

Information CT INTB SNTO ST HKTB KTO TTB TAT

Name

Czech Republic 

(Land of Stories)

Italia 

Travel App

Welcome 

to Scotland 

(Scot guide)

Make my 

Switzerland 

(City Local) Discover HK

Visit 

Korea

Tour 

Taiwan

Amazing 

Thailand

Year made 2015 2012 2011 2013 2011 2013 2015 2012

Number of downloads 1,000 500 50,000 10,000 100,000 100,000 1,000 10,000

Number of review (comment)
a

15 5 203 95 512 1,057 13 165

Mean rate (evaluation score)
a

4 4.6 3 4 4 4 5 4

Note. Czech Tourism (CT), Italian National Tourism Board (INTB), Scotland’s National Tourism Organization (SNTO), Swiss 

National Tourist Office (ST), Hong Kong Tourism Board (HKTB), Korea Tourism Organization (KTO), Taiwan Tourism Bureau 

(TTB), and Tourism Authority of Thailand (TAT).
a

The number of review and mean rate were checked on December 10, 2015.
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Italian food culture. The famous regional wines and 

the histories behind them are provided.

Thailand’s mobile app also introduces its food 

culture and traditional local cuisine, but it does 

so in a different manner compared with Italy’s. 

When certain dishes are described, the app not 

only explains the story behind each dish (its ori-

gins), but also how it is prepared, what ingredients 

are included, what kinds of health benefits it offers, 

how it smells and what it tastes like, and how to 

properly eat it. “Tom Kha Kai,” for example, is 

labeled as a “Must taste.” The information provided 

includes its unique ingredient, which is “galangal.” 

The provided information about Tom Kha Kai also 

features a description of how the food is served, as 

shown below:

One of the tastiest and most popular Thai dishes; 

Tom Kha Kai simply requires fresh lemongrass; 

dried galangal (a plant in ginger family with refresh-

ing milder odor), mushrooms and coconut milk. 

Although technically it is called a soup, it is most 

often served with rice and eaten like a curry, 

spooned over rice and then eaten. It is Thailand’s 

answer to chicken soup, and like most Thai dishes, 

enhances a common soup well beyond the typical. 

(From “Thai Food” in Discover Thainess)

Food further takes part in the “Thai Way of 

Life” section as well. A description about “Krungsi 

Crispy Egg Roll” provides the historical back-

ground of the food’s origin. It describes the dish as 

something invented in 1999 by a group that started 

with 30 members, who all formed a community to 

overcome great depression and unemployment. By 

explaining the background of the food product, the 

mobile app provides users with a glimpse into the 

Thai way of life.

Food Events, Cookery Schools, and Recipes

In Thailand’s mobile app, the page for “Events 

and Festivals” includes information about diverse 

food festivals in the country. The feature on the 

“Lopburi Monkey Festival,” for example, indicates 

what time of the year it is held, what kind of food 

is offered, and why the festival is held. The specific 

date of the festival and location of the venue are 

provided along with an online link for further infor-

mation, a map, and a gallery of pictures.

provide a restaurant list according to certain crite-

ria and then give common information about the 

restaurants, the mobile apps from Switzerland and 

Thailand give more priority to showing images of 

restaurant or food. In the Switzerland mobile app, 

fine panoramas of restaurants are displayed. Nei-

ther the name of the restaurant nor the distance of 

the restaurant from the current location is repre-

sented, but only the wide pictures of the restaurants 

are demonstrated.

In Thailand’s mobile app, a “Nearby” section 

on the main page provides some features to enable 

the visitors to navigate their ways to a restaurant. 

Based on filters, such as “Where to Go,” “Where 

to See,” and “Where to Eat,” users can find their 

preferred restaurants. All the sections are provided 

with widescreen pictures. The provision of wide-

screen images in the Thailand mobile app is the 

major feature that distinguishes it from other coun-

tries’ apps.

Food Culture and Traditional Local Cuisine

Among the mobile apps that have been reviewed, 

only those of Italy and Thailand provide information 

about the varieties and features of food cultures as 

well as traditional local cuisines. Italy’s mobile app 

introduces its food culture according to its regions 

and cities. After clicking on the “Discover Italy” 

button from the main menu, the user can select a 

region from Italy followed by a list of cities in that 

specific region. Every city provides information in 

four sections, which are “Description,” “What to 

See,” “What to Do,” and “What to Taste.”

After analyzing the “What to Taste” section, sev-

eral points about Italy’s travel app can be summa-

rized. First, local ingredients are introduced before 

any type of cuisine is explained. This not only helps 

tourists understand the basic elements of local cui-

sine, it also helps tourists obtain knowledge regard-

ing Italian food culture. Second, as the descriptions 

found in “What to Taste” are attached to a specific 

city, local food delicacies are explained in detail. 

Italy’s mobile app focuses on introducing what 

regional food is famous for. Authentic flavors and 

special features of the regional foods are empha-

sized. Third, the explanations about regional wines 

are also provided in almost every city, demon-

strating that wine is an essential component of the 
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In Italy’s mobile app, “Cooking with Italia.it” 

provides a list of 20 regions in Italy. After click-

ing on a specific region, users can find the names 

of representative menus of that region. Recipes are 

then provided for each dish, along with photos of 

the dish, the ingredients and cost, and directions 

for preparation. In this way, Italy’s mobile app pro-

vides practical information for travelers who wish 

to recall memories of their trip to Italy by preparing 

these dishes themselves after they go back to their 

home countries (Table 2).

Special Functional Features

Table 3 indicates that all countries provide a 

map function in their mobile apps. However, other 

special features, such as AR, customized pages, 

or search functions are not provided in all mobile 

apps. AR allows smartphone users to see virtual 3D 

images about a topic, thus providing a wide variety 

of user experiences (Lee, Chung, and Jung, 2015). 

In the case of Hong Kong’s mobile app, AR view 

is used to find a restaurant. When a user chooses 

the AR view in the restaurant category, the name 

of the restaurant in letters show up on the phone 

screen, displaying the direction to the restaurants. 

Tourists can simply walk toward the name (the let-

ters on the mobile phone screen) of the restaurant, 

and then find the dining place that they wanted. The 

same function is provided in the apps of Taiwan 

and Thailand.

Customization refers to a mobile function that 

allows the user to create a personal planner or page 

within the app, so that a list of activities or places 

that he/she prefers can be put together in one place 

that is easily accessible. For example, Scotland’s 

Meanwhile, in Italy’s mobile app, the user can 

find a tab named “Gastronomy” in the “Travel 

Idea” section. Here, 24 dimensions of gastronomy 

themes are provided, such as “Balsamic Vinegar of 

Modena,” “Slow Food,” “Olive Oil: Apulia’s Green 

Gold,” “Cooking with Italia.it,” “Pizza,” “Christ-

mas Sweets,” and so on. Information about food 

events is included in some dimensions of the gas-

tronomy themes. For instance, in “Balsamic Vin-

egar of Modena,” information about a food event 

called “Acetaie aperte” (a sort of open house event 

featuring the best vinegars in the market) is pro-

vided, including the pertinent dates, what kinds of 

food products are offered, and the festival’s origins, 

similar to the Thailand’s mobile app. In addition, 

the website link of the specific events is provided. 

Thus, tourists who wish to participate in a specific 

food festival, event, or farm stays can gain useful 

information that can help them plan a visit. Over-

all, the “Gastronomy” section in Italy’s mobile app 

is very useful for tourists who want to learn about 

the local food culture not only by tasting traditional 

Italian food but also by directly engaging in diverse 

activities and interacting with the local people.

Korea’s mobile app has “Themed Travels” as 

one of its main menus. Among a list of themed 

travels, the app has a section for “Traditional Activ-

ities and Programs,” in which the user can find the 

tab for “Korean Cooking Class.” This features a list 

of companies and institutions that offer hands-on 

experiences of cooking classes. The list includes 

the names of institutions, three photos about each 

program, brief descriptions of the main food items 

that will be made, types of activities offered, num-

ber of students per class, the medium of language 

available, and class schedules.

Table 2

Comparison of Eight Countries’ Official Tourism Mobile Applications

Content Features CT INTB SNTO ST HKTB KTO TTB TAT

Restaurant guide ✓ ✓ ✓ ✓ ✓ ✓ ✓
Food culture & cuisine ✓ ✓
Food-related activities in tourism ✓ ✓  ✓ ✓  ✓

Note.
 

Czech Tourism (CT), Italian National Tourism Board (INTB), Scotland’s National Tourism 

Organization (SNTO), Swiss National Tourist Office (ST), Hong Kong Tourism Board (HKTB), 

Korea Tourism Organization (KTO), Taiwan Tourism Bureau (TTB), and Tourism Authority of 

Thailand (TAT)
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these positive emotions about the mobile apps can 

be analyzed by using three factors: user friendli-

ness, practicality, and ability to generate interest. 

These correspond to a previous theoretical model, 

which argues that perceived ease of use, useful-

ness, and playfulness are important in determining 

a person’s acceptance of IT (Davis, 1989; Moon 

& Kim, 2001). Moreover, user friendliness helps 

users feel comfortable and satisfied with an app, 

while practicality leads tourists to find the appro-

priate information that they want. Particularly, the 

review analysis reveals that users perceive useful-

ness when the mobile app can actually substitute 

for a printed travel guide. Moreover, interesting 

designs or functions motivate people to look for the 

right information in the mobile app, thus generating 

positive feedback:

This App is really great. It’s not just useful but also 

have a nice look. The design make this app looks 

neat, everything organized very well. . . . The 

bookmark function works really well and I like it. 

I don’t need internet connection to open my book-

mark. This bookmark make me easier to find my 

useful information. . . . Really like this one! (From 

KTO, Daniel N Sentana, 11/30/2013)

It has great insight on authentic places, restaurants 

and local hidden gems that even Trip Advisor 

might have missed. The pinpointed maps were not 

of great use for me but the fact that it lets you plan 

your days according to your daily mood and inter-

ests. It’s something quite innovative. (From SNTO 

Swiss, Maria Gray, 09/05/2013)

Most of the negative comments are related to 

technical problems, such as bugs, crashing, slow 

app provides a feature called “Bookmark,” which 

allows users to mark a restaurant and keep other 

information about food that they may be interested 

in. The mobile apps of Taiwan and the Czech Repub-

lic also provide the same function but with different 

labels, namely, “My Favorites” (Taiwan) and “My 

Diary” (Czech Republic). Thailand’s personalized 

section features a more comprehensive function 

called “My Trip.” This section allows users to mark 

destinations, events, and travel deals.

The function that allows users to search a spe-

cific word or phrase is provided by almost all coun-

tries, except Switzerland and the Czech Republic. 

Although the rest of apps offer a simple search 

feature, Korea’s mobile app even provides a list of 

words that have been searched recently, are highly 

recommended, and are popular. This type of search 

function helps tourists to easily find specific res-

taurants or cuisine that they want to try during 

the trip.

Mobile App Reviews

Table 1 indicates basic information on the tour-

ism mobile apps run by eight countries. The mobile 

apps of Hong Kong and Scotland were created in 

2011, while the Czech Republic mobile app was 

just recently created in 2015. The numbers of down-

loads and reviews are the largest in the mobile apps 

of Hong Kong and Korea, whereas Italy’s mobile 

app has the fewest.

A number of positive reviews can be found, and 

these consist of short emotional expressions such 

as “love it,” “amazing,” “good,” “nice,” “like it,” 

“fantastic,” and so on. The reasons why users had 

Table 3

Special Functional Features

Functional Features CT INTB SNTO ST HKTB KTO TTB TAT

AR ✓ ✓ ✓
Customization (My page/Planner) ✓ ✓ ✓ ✓ ✓
Search ✓ ✓ ✓ ✓ ✓
Map ✓ ✓ ✓ ✓ ✓ ✓ ✓ ✓

Note.
 

Czech Tourism (CT), Italian National Tourism Board (INTB), Scotland’s National Tourism 

Organization (SNTO), Swiss National Tourist Office (ST), Hong Kong Tourism Board (HKTB), 

Korea Tourism Organization (KTO), Taiwan Tourism Bureau (TTB), and Tourism Authority of 

Thailand (TAT).
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tourism; and how DMOs manage users’ reviews. 

The findings of this study are summarized, and the 

implications for management and research are dis-

cussed below.

First, the mobile apps of Hong Kong, Korea, and 

Scotland can be regarded as user friendly because 

tourists can easily find dining information within 

only three clicks. In addition, users can search a 

certain type of restaurant according to their per-

sonal preferences and their distance from that res-

taurant. With regards to information about food 

culture, traditional local cuisine, and food events, 

these three mobile apps provide generally easy 

access to discover the food-related menus com-

pared with other mobile apps. According to the 

previous studies, users perceive ease of use when 

they do not put too much effort in using a particular 

system (Davis, 1989). Thus, DMOs should bear in 

mind that the mobile app must be easy to use. By 

focusing on a user-centered design, the app should 

allow the users to search for information easily and 

maneuver the app freely.

Second, after the analysis of eight mobile apps, 

it was found that distinctive designs in terms of 

presenting information or images can contribute 

to a higher level of perception of “fun” for their 

users. For example, the mobile apps of Thailand 

and Switzerland offer more “fun” moments for 

the users. Thailand’s app has pictures of specific 

foods or food places that take the entire width of the 

mobile screen, whereas Switzerland’s app offers 

some type of interesting moments to users wherein 

users can indicate their current “Mood” by clicking 

on such choices as “Cultural,” “Social,” “Active,” 

and “Stylish.” The chosen part becomes white col-

ored, indicating that it is ready to activate, while the 

rest of the parts remain in red color, symbolizing 

the flag of Switzerland. This stimulates the curios-

ity of tourists to find out more about the restaurants 

and easily creates expectations toward the attrac-

tions because visualizers (e.g., pictures) generally 

catch people’s attention more than verbalizers (e.g., 

letters) (Chiou, Wan, & Lee, 2008; Horng & Tsai, 

2010). However, considering that every tourism 

organization may have different aims regarding 

the ways to attract tourists, tourism organizations 

should develop their contents in a way that they 

would reflect the original aim of their organization. 

Whether the first aim is to attract users’ attention 

downloads, or compatibility issues. If the down-

loading speed is too slow, or when the download-

ing stops suddenly, users tend to make negative 

comments on the mobile app. Compatibility is also 

important for some users. As the app is not avail-

able for every type of smartphones and tablet PCs, 

some users perceive inconvenience regarding these 

technical issues. We also find that updates should 

maintain good quality because some complaints 

about technical issues are often made when tour-

ists use the updated version of the app. “After the 

latest update, it crashed, stopped and could not be 

opened at all. Do something!” (From KTO, Ruhul 

A, 08/16/2013). “How disappointing! I was plan-

ning on using it in Korea—I fly there tomorrow. 

The new update causes the app to crash immedi-

ately after opening it” (From KTO, DY OH’AR, 

08/15/2013).

More importantly, there are some negative feed-

backs regarding the contents of the mobile apps. 

One commonly raised issue is outdated informa-

tion. For example, a specific restaurant may not 

exist anymore but is still featured in the app. In 

addition, some users find it difficult to use AR in 

Hong Kong’s app. In fact, some tourists seemed 

not to know how to use AR properly. In addition, 

people who are already familiar using AR still 

questioned its usage in Hong Kong when they tried 

to find some restaurant using this feature using 

this features.

Discussions and Implications

Indeed, tourism mobile apps not only help tour-

ists plan their trip in advance, they also provide 

guidelines and useful information to tourists dur-

ing and after their travel. For these reasons, an 

effective tourism mobile app can be adopted as a 

powerful marketing tool to promote food in a des-

tination. Nevertheless, research on the effects of 

mobile apps on tourists’ food experiences is still 

in its infancy stage. Therefore, the objective of this 

study was to examine how the government tour-

ism mobile apps of Hong Kong, Thailand, Korea, 

Taiwan, Italy, Scotland, Switzerland, and the Czech 

Republic present restaurant guides, food cultures 

and traditional local cuisine, and food-related 

activities; some special functional features that 

help users approach information related to food in 
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and exotic local food and those who prefer familiar 

foods, such as international food or those from their 

own country. Therefore, DMOs can design their 

mobile apps according to the type of food tourists 

that DMOs aim to target, because different tourists 

have different perceptions toward the usefulness of 

the app.

Fourth, special features or functions should be 

offered carefully. Otherwise, those may not be  

effective as planned. For example, the mobile 

apps of Hong Kong, Taiwan, and Thailand offer 

AR functions. This function helps tourists to find 

a restaurant in an unfamiliar environment, thereby 

adding to the previous literature that AR enhances 

mobile capabilities (Jung, Chung, & Leue, 2015). 

Implementing AR seems to be useful for tourists. 

However, when no instructions are provided as to 

how tourists can use the function, users who are not 

familiar with such feature may not be able to fully 

enjoy the function. In addition, some negative com-

ments can result from technical problems experi-

enced when using AR. Therefore, DMO should 

consider not only offering AR functions in their 

apps but also making them user friendly and reduc-

ing the technical issues as much as possible.

According to the literature, tourism mobile apps 

provide a very powerful channel to communicate 

directly with users, especially via reviews of app 

usage (H. H. Kim & Law, 2015). In line with this, 

the analysis of reviews in this study also provide 

very constructive feedback to DMOs. Despite the 

importance of the feedback from the tourists, how 

such feedback can be handled by DMOs remains 

unknown. DMOs may want to practice some pro-

motional events through which users can download 

the app and give feedback. DMOs can also provide 

special discount coupons or free drinks to users who 

provide constructive comments about the mobile 

app. DMOs may also directly reply to some of the 

reviews to show concern and effort to improve their 

apps, thus contributing to tourist satisfaction.

Finally, in order to optimize the promotion and 

marketing of specific culinary tourist spots, tour-

ism marketers can develop and utilize storytelling 

of cuisines in mobile apps. A good “story” has been 

identified as a key factor for a successful business, 

helping increase attention and popularity as a result 

(Woodside, Sood, & Miller, 2008). For example, 

Thailand’s app offers many stories by relating its 

by showing diverse images and unique design or 

to provide detailed information should be decided 

based on the aim of each DMO.

Third, different types of food tourists may have 

different approaches and evaluations of mobile 

apps. Although some tourists would enjoy generic 

sightseeing on their precious time during holidays, 

some people prefer attending cooking classes at a 

destination (Sharples, 2003). Sharples (2003) called 

this phenomenon “cookery school holidays.” Given 

that knowledge and learning are very important for 

some food tourists who attend a cookery school in 

a destination, providing information about various 

cookery schools satisfies their needs. For example, 

the existential gastronomy tourists might want to 

search information regarding learning activities, 

such as attending cookery schools and visiting food 

festivals, whereas experimental gastronomy tour-

ists may desire to experience trendy and unique 

experiences in a restaurant (Hjalager, 2002). The 

mobile apps of Hong Kong, Thailand, Korea, and 

Italy can be useful and appealing to these types of 

tourists because the apps offer fruitful information 

about food culture, traditional local cuisine, and 

food events that travelers can enjoy.

Meanwhile, recreational gastronomy tourists might 

seek familiar food to feel safe and comfortable in a 

destination (Hjalager, 2002). For this type of tour-

ists, finding a proper restaurant is the priority rather 

than learning new knowledge about local food cul-

ture. The mobile apps of Hong Kong, Korea, and 

Scotland may be useful for this type of tourists as 

such tourists can classify restaurants according to 

their food preferences. For diversionary gastron-

omy tourists who are not really concerned about 

food experience at a destination, they might feel 

lazy searching for specific dining information. 

Such tourists are more likely to be overwhelmed 

by the amount of information and find difficulty in 

looking for the information they desire (Ho, 2002). 

Korea’s mobile app has a function called “Recom-

mended for You,” which allows the app to auto-

matically recommend a restaurant list once a user 

inputs simple information about himself/herself. 

This app allows users to enjoy the benefits that a 

mobile app can offer to the fullest.

Sanchez-Cañizares and Castillo-Canalejo (2015) 

pointed out the need to distinguish tourists among 

those who have keen interest in trying authentic 
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local food to various themes, such as fun, wisdom, 

and way of life. Italy’s app also follows a similar 

marketing strategy by telling stories about the ori-

gins of local food and customs. This type of story-

telling of local culture and cuisine may stimulate 

not only existential gastronomy tourists who are 

interested in learning culture but also experimental 

gastronomy tourists who are more concerned about 

contemporary and trendy restaurants (Hjalager, 

2002). DMOs should try to engage in storytelling 

by promoting a unique culinary product that repre-

sents the country’s identity and culture in a specific 

context, so that the story can leave a long-lasting 

impression on tourists. This can be done by combin-

ing foods, recipes, cultures, and culinary tourism.

Conclusions and Future Research

This study has practical significance in that it 

provides a comparison of government tourism 

mobile apps with a focus on food in tourism, which 

may be considered a first in the literature. However, 

this study is vulnerable to some limitations as well. 

First, this study is limited to eight government tour-

ism mobile apps. As more countries are expected 

to develop their tourism mobile apps in the future, 

diverse samples should be taken into account for 

the comparative study. In addition, TAM is used 

to examine how users evaluate tourism mobile 

apps. However, precise measurement scale was not 

applied. In future studies, a quantitative approach 

such as a survey can be distributed to mobile app 

users to obtain more objective information. Lastly, 

in terms of content analysis, most of the analysis is 

descriptive in nature. In the future studies, the mod-

ified balanced scorecard (BSC) approach or focus 

group interview by the actual users to evaluate the 

performance of mobile apps can be conducted.
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