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ABSTRACT  

The relat8onsh8p between c8nema and gastronomy 8s establ8shed not only on a 
v8sual and aesthet8c level but also through cultural and sensory exper8ences. 
Wh8le c8nema represents soc8al values, 8dent8t8es, and emot8ons through food 
scenes, gastronomy funct8ons as a carr8er of narrat8ve and a complementary 
element of atmosphere 8n c8nema. Th8s study exam8nes the content product8on 
strateg8es and transmed8a narrat8ve pract8ces of an Instagram account called 
“@s8negastro”, wh8ch br8ngs together the themes of c8nema and gastronomy 8n 
d8g8tal and phys8cal med8a. The a8m of the study 8s to reveal, through the example 
of s8negastro, how the 8nteract8on between c8nema and gastronomy 8s represented 
8n soc8al med8a env8ronments, what k8nds of narrat8ve forms these content 
product8on strateg8es generate, and how these pract8ces shape the d8mens8ons of 
aud8ence engagement. In th8s study, a m8xed-methods approach was employed, 
pr8mar8ly ut8l8z8ng qual8tat8ve content analys8s and themat8c analys8s, to exam8ne 
both onl8ne and offl8ne part8c8patory exper8ences through content that 
themat8cally comb8nes c8nema and gastronomy. The l8m8tat8on of the study 8s that 
8t 8s based on the analys8s conducted on the Instagram contents of the s8negastro 
account, wh8ch 8s the sample of the study, and espec8ally the Reels v8deos that 
have exceeded 1 m8ll8on v8ews. The study f8nds that food has been transformed 
from be8ng merely a phys8cal object of consumpt8on 8nto a v8sual and cultural 
representat8on through soc8al med8a. The fact that the s8negastro account 
produces content on spec8f8c spec8al days (such as the b8rth or death ann8versar8es 

Akdem8r D8lek, B. (2025). D8g8tal D8n8ng Tables: V8sual Consumpt8on 
of C8nemat8c Gastronomy on Instagram, Yen$ Medya Elektron$k 
Derg$s$, 9 (3), 289-324. 

 
Atıf 



e-Journal of New Media / Yeni Medya Elektronik Dergi – eJNM 
ISSN: 2548-0200, September 2025 Volume 9 Issue 3, p.289-324 

Research Article 

Research ArtOcle- SubmOt Date: 01.07.2025, Acceptance Date: 18.09.2025 
DOI NO: 10.17932/IAU.EJNM.25480200.2025/ejnm_v9O3001 

CopyrOght © e-Journal of New MedOa 

290 

of art8sts) based on nostalg8a and emot8onal connect8on demonstrates that the 
platform pursues a strateg8c publ8sh8ng pol8cy. In add8t8on, c8nema-gastronomy-
themed phys8cal events developed under the t8tle “Mov8e Tast8ng” extend d8g8tal 
content beyond 8ts boundar8es and transfer 8t 8nto the realm of phys8cal 
exper8ence. In th8s context, the s8negastro account funct8ons not only as a soc8al 
med8a content prov8der but also as a transmed8a platform that 8ntegrates c8nemat8c 
narrat8ve w8th mult8sensory gastronom8c exper8ences. The f8nd8ngs are 
s8gn8f8cant for understand8ng the modes of reproduct8on of popular culture 
objects 8n new med8a env8ronments and the mult8layered forms of 8nteract8on 
establ8shed w8th aud8ences. 

Keywords: C$nema and gastronomy, Transmed$a, S$negastro, C$nema and food, 
Instagram. 

 

 

DİJİTAL SOFRALAR: SİNEMATİK GASTRONOMİNİN 
INSTAGRAM'DA GÖRSEL TÜKETİMİ 

ÖZ  

S8nema ve gastronom8 arasındak8 8l8şk8, yalnızca görsel b8r estet8k düzlemde 
değ8l, aynı zamanda kültürel ve duyusal deney8mler üzer8nden kurulmaktadır. 
S8nema, yemek sahneler8 aracılığıyla toplumsal değerler8, k8ml8kler8 ve duyguları 
tems8l ederken; gastronom8 de s8nemada anlatının taşıyıcısı ve atmosfer8n 
tamamlayıcısı b8r unsur olarak 8şlev görmekted8r. Bu çalışma, s8nema ve 
gastronom8 temalarını d8j8tal ve f8z8ksel mecralarda b8r araya get8ren b8r 
Instagram hesabı olan “@s8negastro”’nun 8çer8k üret8m stratej8ler8n8 ve 
transmedya anlatı prat8kler8n8 8ncelemekted8r. Çalışmanın amacı, s8negastro 
örneğ8 üzer8nden s8nema ve gastronom8 etk8leş8m8n8n sosyal medya ortamlarında 
nasıl tems8l ed8ld8ğ8n8, 8çer8k üret8m stratej8ler8n8n hang8 anlatı b8ç8mler8n8 ortaya 
çıkardığını ve bu prat8kler8n 8zley8c8yle kurulan etk8leş8m boyutlarını ortaya 
koymaktır. Araştırmada, s8nema ve gastronom8y8 temat8k olarak b8rleşt8ren 
8çer8kler üzer8nden hem çevr8m8ç8 hem de çevr8mdışı katılım deney8mler8n8 
8ncelemey8 mümkün kılan karma yöntem yaklaşımı çerçeves8nde, ağırlıklı olarak 
n8tel 8çer8k anal8z8 ve temat8k anal8z yöntemler8 kullanılmıştır. Çalışmanın 
kısıtlılığı, çalışmanın örneklem8 olan s8negastro hesabının Instagram 8çer8kler8 ve 
özell8kle 1 m8lyon 8zlenmey8 aşan Reels v8deoları üzer8nden yürütülen 
8ncelemeye dayanmasıdır. Çalışmada, yemek olgusunun yalnızca f8z8ksel b8r 
tüket8m nesnes8 olmaktan çıkarak sosyal medya aracılığıyla görsel ve kültürel b8r 
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tems8le dönüştüğü saptanmıştır. “s8negastro” hesabının bel8rl8 özel günlerde 
(sanatçıların doğum ya da ölüm yıldönümler8 g8b8) nostalj8 ve duygusal bağ 
üzer8nden 8çer8k üretmes8, platformun stratej8k b8r yayın pol8t8kası 8zled8ğ8n8 
göstermekted8r. Bunun yanı sıra, “Mov8e Tast8ng” adı altında gel8şt8r8len s8nema-
gastronom8 temalı f8z8ksel etk8nl8kler d8j8tal 8çer8kler8n sınırlarını aşarak f8z8ksel 
deney8m alanına taşınmasını sağlamaktadır. Bu bağlamda “s8negastro” hesabı 
yalnızca sosyal medyada 8çer8k sunan b8r hesap olmanın ötes8ne geçerek, s8nema 
anlatısını çok duyulu gastronom8k deney8mlerle bütünleşt8ren b8r transmedya 
platformu 8şlev8 görmekted8r. Elde ed8len bulgular, yen8 medya ortamlarında 
popüler kültür nesneler8n8n yen8den üret8m b8ç8mler8n8 ve 8zley8c8yle kurulan çok 
katmanlı etk8leş8m b8ç8mler8n8 anlamak açısından önem taşımaktadır. 

Anahtar Kel1meler: S$nema ve gastronom$, Transmedya, S$negastro, S$nema ve 
yemek, Instagram. 

 

INTRODUCTION 

Mass med8a has undergone a profound transformat8on through the 8ntegrat8on of 
the 8nternet, one of the most s8gn8f8cant technolog8es of the modern era. In today’s 
rap8dly evolv8ng d8g8tal env8ronment, trad8t8onal med8a e8ther adapt to th8s new 
landscape or are reshaped by 8t. Th8s process has 8ntens8f8ed the 8nteract8on 
among d8fferent med8a platforms, lead8ng to the consumpt8on-or8ented 
reproduct8on of content through transmed8a narrat8ves. 

D8g8tal8zat8on has 8ncreas8ngly blurred the boundar8es between med8a types, and 
platform convergence has generated not only techn8cal 8ntegrat8on but also a 
transformat8on 8n the way aud8ences 8nteract w8th med8a. As Jenk8ns (2016, pp. 
29–36) emphas8zes, convergence 8s a dynam8c and cont8nuously evolv8ng 
process. In th8s context, transmed8a emerges as one of the most effect8ve 
storytell8ng strateg8es, w8th content now adaptable across c8nema screens, d8g8tal 
d8splays, mob8le dev8ces, and pr8nt med8a. Accord8ng to Koç-Kaplan and 
Yıldırım (2023, p. 484), such mult8-platform compat8b8l8ty strengthens and 
enhances content product8on and narrat8ve del8very. 

 Transmed8a refers to the process by wh8ch components of a narrat8ve are 
presented across d8fferent med8a and constructed to form a coherent and 
mean8ngful whole (Karcı, 2019, p. 87). Nuno (2011, p. 3) descr8bes 8t as a content 
product8on and d8str8but8on strategy that employs var8ous storytell8ng and 
commun8cat8on techn8ques to reach aud8ences w8th8n the natural flow of da8ly 
l8fe. Jenk8ns (2016, pp. 144–145) def8nes transmed8a as the creat8on of narrat8ves 
across med8a platforms that offer new and valuable contr8but8ons to the story as 
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a whole. Scolar8 (2009, p. 587) further emphas8zes that transmed8a storytell8ng 8s 
not merely the transfer or adaptat8on of content from one med8um to another, but 
a process of enr8ch8ng the narrat8ve across mult8ple med8a. Th8s part8c8patory 
d8mens8on fac8l8tates a culture 8n wh8ch aud8ences are not pass8ve rec8p8ents but 
act8ve contr8butors to content creat8on. Wh8le Jenk8ns (2006) prov8des the 
foundat8onal framework of convergence culture, subsequent scholarsh8p has 
broadened the understand8ng of transmed8a storytell8ng 8n s8gn8f8cant ways. 
Carlos A. Scolar8 (2009) argues that transmed8a narrat8ves create 8mpl8c8t 
consumers who act8vely nav8gate across platforms, engag8ng w8th narrat8ve 
worlds that expand through d8verse med8a and brand8ng strateg8es. Mar8e-Laure 
Ryan (2004), 8n Narrat8ve Across Med8a, emphas8zes that transmed8a should be 
seen as a form of 8ntermed8al8ty, where each med8um contr8butes 8ts own sem8ot8c 
resources to the overall narrat8ve exper8ence. Chr8sty Dena (2009) further 
develops th8s perspect8ve by theor8z8ng transmed8a pract8ce as the systemat8c 
express8on of f8ct8onal worlds across d8st8nct med8a env8ronments, h8ghl8ght8ng 
the role of des8gn and strategy 8n orchestrat8ng aud8ence part8c8pat8on. Taken 
together, these perspect8ves demonstrate that transmed8a storytell8ng 8s not a 
un8d8mens8onal process but a mult8layered cultural and commun8cat8ve 
phenomenon, wh8ch prov8des a valuable framework for analyz8ng the c8nema-
gastronomy 8nteract8ons presented 8n the s8negastro account. 

The r8se of Web 2.0 technolog8es has enabled users to act8vely engage 8n content 
product8on, 8nformat8on shar8ng, and collaborat8ve processes (Yılmaz & Erdem, 
2016, pp. 76–80). Henry Jenk8ns (2006), 8n h8s sem8nal work Convergence 
Culture, argues that the boundar8es between old and new med8a are 8ncreas8ngly 
blurred, lead8ng to a part8c8patory culture 8n wh8ch aud8ences are no longer 
pass8ve consumers but act8ve contr8butors to med8a product8on and c8rculat8on. 
In parallel, José van D8jck (2013) h8ghl8ghts 8n The Culture of Connect8v8ty how 
soc8al med8a platforms have reshaped commun8cat8on log8cs by embedd8ng 
cultural pract8ces w8th8n the 8nfrastructures of connect8v8ty, v8s8b8l8ty, and 
algor8thm8c control. Complement8ng these perspect8ves, Manuel Castells (2009) 
8n Commun8cat8on Power emphas8zes the transformat8ve role of d8g8tal networks 
8n redef8n8ng power relat8ons through 8nformat8on flows, collect8ve part8c8pat8on, 
and networked commun8cat8on. Taken together, these approaches prov8de a 
cr8t8cal framework for understand8ng how d8g8tal env8ronments such as Instagram 
not only med8ate cultural representat8ons but also enable new forms of 
part8c8patory engagement around c8nema and gastronomy. As Kucur (2018, p. 94) 
notes, w8th8n such narrat8ve structures, aud8ences 8nteract w8th each other to 
access all layers of a story world, form8ng a collect8ve knowledge network that 
adds 8nd8rect value to the med8a 8ndustry. 
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The study t8tled “D8g8tal D8n8ng Tables: V8sual Consumpt8on Of C8nemat8c 
Gastronomy On Instagram” exempl8f8es the transmed8a concept, 8llustrat8ng a 
structure 8n wh8ch aud8ences become act8ve part8c8pants rather than pass8ve 
consumers of narrat8ve worlds. Accord8ng to Dönmez and Güler (2016, p. 161), 
stor8es trad8t8onally transm8tted face-to-face transform 8nto hol8st8c narrat8ves 
composed of mult8ple components and d8ssem8nated across var8ous platforms 
through transmed8a. C8nema, as a trad8t8onal mass commun8cat8on med8um, now 
8nteracts w8th emerg8ng commun8cat8on technolog8es to reach aud8ences v8a 
d8verse med8a and formats. The rap8d development of the 8nternet and the 
grow8ng popular8ty of d8g8tal platforms have accelerated the evolut8on of c8nema 
8nto a transmed8a storytell8ng form, where8n c8nemat8c content 8s reproduced 
across d8fferent d8g8tal env8ronments and shared by users 8n mult8ple ways. 

Th8s study a8ms to exam8ne how the 8nteract8on between c8nema and gastronomy 
8s represented 8n the d8g8tal med8a context through the case of s8negastro. It also 
analyzes the narrat8ve forms emerg8ng from content product8on processes and 
d8scusses the 8nteract8ve d8mens8ons these pract8ces establ8sh w8th aud8ences 
w8th8n an analyt8cal framework. 

In add8t8on to the ex8st8ng d8scuss8ons on med8a convergence and part8c8patory 
culture, 8t 8s essent8al to emphas8ze that prev8ous stud8es prov8de cr8t8cal but 
part8al perspect8ves. For 8nstance, Jenk8ns (2006), Scolar8 (2009), and van D8jck 
(2013) offer foundat8onal 8ns8ghts 8nto convergence culture, transmed8a 
storytell8ng, and soc8al med8a dynam8cs; however, the 8ntersect8on of these 
frameworks w8th gastronomy rema8ns relat8vely underexplored. To s8tuate the 
analys8s of s8negastro w8th8n broader academ8c debates, th8s study also draws 
upon cultural stud8es (Hall, 1997; Storey, 2018), d8g8tal med8a research (Castells, 
2009; van D8jck, 2013), and gastronomy-centered cultural scholarsh8p 
(Parasecol8, 2008; Bower, 2004). By 8ntegrat8ng these perspect8ves, the art8cle not 
only expands beyond descr8pt8ve analys8s but also strengthens 8ts conceptual 
contr8but8on to the l8terature. 

The central problem of the study l8es 8n the 8nsuff8c8ent explorat8on of how 
creat8ve content that br8ngs together c8nema and gastronomy 8n d8g8tal 
env8ronments 8s produced and consumed 8n relat8on to user engagement, cultural 
representat8ons, and transmed8a narrat8ves. In part8cular, the quest8on of why 
certa8n contents produced 8n short aud8ov8sual formats such as Instagram Reels 
rece8ve h8gh engagement wh8le others ach8eve lower v8s8b8l8ty emerges as an 
8ssue that requ8res 8nvest8gat8on 8n terms of cultural context, the effect of 
nostalg8a, v8sual-textual narrat8ve strateg8es, posts co8nc8d8ng w8th spec8al 
occas8ons, and soc8al med8a “cl8ck factors” (v8s8b8l8ty, personal preference, 



e-Journal of New Media / Yeni Medya Elektronik Dergi – eJNM 
ISSN: 2548-0200, September 2025 Volume 9 Issue 3, p.289-324 

Research Article 

Research ArtOcle- SubmOt Date: 01.07.2025, Acceptance Date: 18.09.2025 
DOI NO: 10.17932/IAU.EJNM.25480200.2025/ejnm_v9O3001 

CopyrOght © e-Journal of New MedOa 

294 

algor8thm8c or8entat8on, etc.). W8th8n th8s scope, the research encompasses both 
qual8tat8ve and quant8tat8ve d8mens8ons of the content produced on the s8negastro 
Instagram account: alongs8de v8sual, aud8tory, and textual elements of Reels 
v8deos, the use of hashtags and capt8ons, food-scene pa8r8ngs, themes of nostalg8a 
and cultural memory, and representat8ons of local 8dent8ty are analyzed as 
qual8tat8ve aspects, wh8le quant8tat8ve data such as v8ews, l8kes, comments, and 
shares are also evaluated. Moreover, the analys8s extends beyond onl8ne content 
to 8nclude offl8ne events such as “Mov8e Tast8ng” and “Cl8max,” thereby 
broaden8ng the scope w8th8n a transmed8a narrat8ve framework. 

W8th8n the broader f8eld of cultural stud8es, the concepts of representat8on, 
8dent8ty, and cultural memory prov8de an essent8al framework for understand8ng 
the 8ntersect8on of c8nema and gastronomy 8n d8g8tal env8ronments. Stuart Hall 
(1997) emphas8zes that representat8on 8s not merely a reflect8on of real8ty but a 
const8tut8ve process through wh8ch mean8ngs are produced and c8rculated 8n 
culture. In th8s sense, food scenes 8n c8nema and the8r d8g8tal reproduct8ons on 
platforms such as Instagram can be regarded as cultural s8gn8f8ers that shape and 
negot8ate 8dent8t8es. S8m8larly, Raymond W8ll8ams (1974) h8ghl8ghts how 
telev8s8on and by extens8on v8sual med8a funct8ons as a cultural technology that 
organ8zes everyday l8fe and soc8al pract8ces, a perspect8ve that resonates w8th 
today’s d8g8tal platforms. John Storey (2018) further develops th8s l8ne of thought 
by l8nk8ng popular culture to processes of consumpt8on, mean8ng-mak8ng, and 
collect8ve memory. Together, these cultural stud8es perspect8ves strengthen the 
theoret8cal ground8ng of th8s research by s8tuat8ng the case of s8negastro w8th8n 
broader debates on representat8on, popular culture, and med8ated cultural 
pract8ces. 

The or8g8nal8ty of th8s research l8es 8n 8ts exam8nat8on of how d8g8tal content 
comb8n8ng c8nema and gastronomy 8s produced, represented, and consumed on 
aud8ov8sual-based soc8al med8a platforms such as Instagram. Mov8ng beyond 
stud8es that focus solely on themat8c analys8s, th8s study adopts a m8xed-methods 
approach that 8ntegrates qual8tat8ve content and themat8c analys8s w8th 
quant8tat8ve engagement metr8cs, 8nclud8ng v8ews, l8kes, comments, and shares. 
The analys8s 8nvest8gates v8sual, aud8tory, textual, and cultural elements of Reels 
v8deos, 8ncorporat8ng features such as hashtag usage, descr8pt8ve language, and 
scene select8on to der8ve 8nterpret8ve 8ns8ghts. Themes such as nostalg8a, cultural 
memory, and local 8dent8ty are systemat8cally categor8zed to prov8de an 8n-depth 
understand8ng of the content’s cultural context (Kr8ppendorff, 2018; Braun & 
Clarke, 2006), wh8le quant8tat8ve metr8cs are analyzed to assess aud8ence reach 
and v8ral potent8al (Creswell & Creswell, 2018). Furthermore, by evaluat8ng 
onl8ne content alongs8de offl8ne exper8ences, such as “Mov8e Tast8ng” and 
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“Cl8max,” the study 8ntroduces a transmed8a narrat8ve perspect8ve, emphas8z8ng 
mult8-platform storytell8ng and the exper8ent8al d8mens8on of aud8ence 
part8c8pat8on (Jenk8ns, 2006). Overall, th8s 8nterd8sc8pl8nary approach contr8butes 
to the l8terature on d8g8tal culture stud8es, gastronomy commun8cat8on, soc8al 
med8a engagement strateg8es, and transmed8a storytell8ng, prov8d8ng both 
theoret8cal 8ns8ghts and methodolog8cal gu8dance for future research on the 
8ntersect8on of content product8on and aud8ence engagement. 

 

THE EVOLUTION OF CINEMA, A TRADITIONAL MASS 
COMMUNICATION TOOL, INTO A NEW MASS COMMUNICATION 
MEDIUM 

C8nema has been d8rectly affected by soc8al changes and transformat8ons from 
past to present, and has transformed these 8nto art8st8c express8on. It 8s one of the 
8mportant tools that reflect the soc8al, pol8t8cal, econom8c, and cultural structure 
of soc8ety (Aktürk, 2019, p. 97). The journey of c8nema, wh8ch began w8th the 
Lum8ère Brothers’ mass f8lm screen8ngs us8ng the8r c8nematograph dev8ce, 
cont8nues w8th the trad8t8on of the s8lver screen, but today 8t 8s undergo8ng a 
transformat8on through 8ntegrat8on w8th var8ous technolog8cal developments. 

The adventure of cinema, which began with the projection of images onto the 
silver screen through a projector, entered a process of transformation with the 
invention of television and the introduction of broadcasting into homes. The 
integration of television into daily life in the 1950s created a serious competitor 
for cinema. This development caused movie theaters to lose their audiences. The 
cinema industry, in turn, began to develop new technologies and produce 
alternative solutions in order to win back its audience. Cinema, which had played 
an important role in social communication until the 1950s, gradually ceded its 
functions of socialization, entertainment, and mass interaction to television 
(Önbayrak, 2011, p. 359). The increase in demand for television has been 
associated with individuals gaining the opportunity to watch content in their 
comfort zones. As a result, television programs, series, and films began to be 
broadcast, and even special films started being produced specifically for 
television. In this context, Talk Faster, Mister, produced in 1944, was recorded 
as the first television movie. Over time, the development of internet technologies 
has triggered the transformation of traditional mass media. The cinema industry 
in particular has been significantly affected by internet-based technologies, both 
in terms of content production and audience habits. Digital platforms have 
emerged as one of the key driving forces behind this technological 
transformation. Digital broadcasting, which encompasses these platforms, 
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involves moving away from analog broadcasting methods in favor of digital 
approaches. It is defined as the transmission of sound, images, and other 
communication elements to digital media via computers and the internet. Initially 
coming into contact with television in the 1980s, digital broadcasting gradually 
increased its influence, eventually giving rise to digital platforms (Sarı & 
Sancaklı, 2020, p. 248). Today, television and cinema content reaches wide 
audiences not only through traditional media but also via digital broadcasting 
services. In addition to global platforms such as Netflix, Disney Plus, Amazon 
Prime, and Hulu, local digital broadcasting services such as Tabii, Exxen, Gain, 
MUBI, and BluTV in the case of Turkey have become significant actors in 
content production. This development illustrates that traditional media tools are 
undergoing digitalization, adapting to new communication technologies, and 
experiencing structural transformation within the media field. Personalized 
content consumption, multi-screen experiences, and time-independent viewing 
habits offered by digital platforms are generating radical changes in how media 
is produced, distributed, and consumed. Consequently, the media ecosystem is 
evolving into a more fragmented, interactive, and user-oriented structure. This 
digital transformation is not limited to digital broadcasting platforms alone. 
Cinema-focused content produced by individual or collective actors on social 
media platforms such as Instagram, YouTube, and TikTok creates an alternative 
space for production and sharing, where the transmedia narrative expands even 
further. 

Transmedia narrative is basically defined as the dissemination of a story or theme 
across multiple platforms in such a way that each medium offers a unique 
narrative contribution (Jenkins, 2006). In this context, cinema-gastronomy 
pairings presented in short video formats (e.g., Reels) on Instagram or scene 
analyses, film reviews, and background stories on YouTube point to a multiple 
narrative universe where the viewer is not limited to the experience of watching 
a film but encounters different layers of information, emotions, and 
interpretations on the same theme. Platforms such as YouTube, in particular, 
nurture the critical media literacy of the audience with a wide range of content 
ranging from film analysis to theoretical discussions, from behind-the-scenes 
narratives to character analysis. In visually focused media such as Instagram, 
cinema representations are often visualized through cultural and emotional 
bonding strategies. A personal and nostalgic connection is established with the 
audience through aestheticized scenes, dishes, or lines attributed to the 
characters. These forms of production, unlike the traditional media system, are 
shaped by decentralized, participatory, and user-oriented structures. Therefore, 
today, the cinema narrative lives not only in the film itself but also in the 
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reproductions, interactive content, and experience-based activities related to that 
film on social media. This situation shows that cinema is being fragmented and 
reconstructed in the age of digitalization, both narratively and culturally, and 
these fragments are being circulated in new contexts on different platforms. Thus, 
platforms such as Instagram and YouTube are considered not only content 
distribution tools but also transmedia areas where the cinema narrative is 
reproduced, interpreted, and expanded. 

 

THE RELATIONSHIP BETWEEN CINEMA AND GASTRONOMY 

The concept of gastronomy, der8ved from the anc8ent Greek words gastro and 
nomos, means "the sc8ence of the stomach" or "food belong8ng to the stomach" 
8n Turk8sh. Hav8ng developed throughout the h8stor8cal process, the concept of 
gastronomy today encompasses the relat8onsh8p between food and culture, meal 
preparat8on processes, and the sc8ence of food (K8vela & Crotts, 2006, p. 355). 
The exper8ence of food has always carr8ed soc8al mean8ngs throughout h8story. 
Elements such as food scenes dep8cted on cave walls, symbol8c mean8ngs 
attr8buted to food 8n rel8g8ous bel8efs, and the econom8c value of food are 
cons8dered soc8al 8nd8cators of food. However, the d8sc8pl8ne of soc8ology began 
address8ng the soc8al d8mens8on of the food phenomenon only 8n the m8d-20th 
century. Today, the exper8ence of food 8s exam8ned 8n relat8on to soc8al var8ables 
such as culture, 8dent8ty, gender, med8a, pol8t8cs, and class. In th8s regard, the 
soc8ology of food can be regarded as a gradually develop8ng f8eld of research 
(Çet8n, 2022, pp. 521–522). Food, wh8ch 8s expressed as culture 8tself 8n many 
sources, emphas8zes shar8ng across d8fferent geograph8es and cultures 
(Montanar8, 2006, p. x88). It 8s noted that food, 8n add8t8on to be8ng a cultural 
product, serves as a k8nd of code 8nd8cat8ng certa8n judgments related to soc8al 
relat8ons, much l8ke language (Lév8-Strauss, 1983, p. 10). Stud8es related to food 
culture are addressed across var8ous d8sc8pl8nes such as ph8losophy, 
anthropology, h8story, c8nema, soc8ology, and med8a stud8es (Gunkel, 2016, p. 
246). Wh8le 8nd8v8duals develop the8r eat8ng and dr8nk8ng hab8ts as part of the 
cultural structure they l8ve 8n, they also become 8nterested 8n d8fferent cu8s8nes 
over t8me. The soc8al and cultural mean8ngs carr8ed by food lead to 8ts 
cons8derat8on as a status 8nd8cator and symbol8c value. Th8s symbol8sm 8s based 
not only on the content of food but also on 8ts presentat8on. In th8s context, 
gastronomy becomes a mult8d8mens8onal f8eld that must be addressed 8n 
conjunct8on w8th d8sc8pl8nes such as soc8ology, art, and culture (Topçu, Kurtçu, 
& Erdönmez, 2021, p. 36). Food 8s referred to as a r8ch commun8cat8on tool 
because what 8s consumed at the d8nner table, how 8t 8s prepared, to whom 8t 8s 
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served, and who consumes 8t f8rst all carry mean8ng and convey messages (Çaycı 
& Aktaş, 2018, pp. 712–717). The act of cook8ng has been 8ncreas8ngly 
emphas8zed as an art8st8c pract8ce, part8cularly 8n the context of the gastronom8c 
spectacle. As the creator of th8s art, the chef 8s often def8ned as an art8st. Th8s 
fram8ng has paved the way for food and beverages to be aesthet8c8zed and, at the 
same t8me, transformed 8nto objects of consumpt8on. Aesthet8c8zed gastronom8c 
d8splays are 8ncreas8ng 8n many areas from mov8es to advert8s8ng content, from 
telev8s8on programs to food magaz8nes and books, and from tables to restaurants 
and these representat8ons are 8ncreas8ngly permeat8ng everyday l8fe. The role of 
eat8ng and dr8nk8ng r8tuals 8n del8neat8ng class d8fferences contr8butes to the 
aesthet8c8zat8on of l8fe through mass med8a and thus reaches broad aud8ences. 
Today, a chef 8s seen not only as someone d8st8ngu8shed by the8r cook8ng sk8lls 
but also as someone who produces a work of art through the food they create 
(Yücel, 2004, pp. 70–73). C8nema, one of the most popular and powerful 
narrat8ve tools of our t8me, 8nfluences aud8ences through 8ts un8que 
c8nematograph8c language. Th8s mass commun8cat8on med8um, wh8ch constructs 
narrat8ve through sound and 8mage, comes very close to represent8ng real8ty 
(Ç8çek, 2019, p. 25). 

Gastronomy has long found a place 8n var8ous branches of art. One of the art 
forms 8n wh8ch gastronomy 8s themat8zed or represented 8s c8nema. W8th8n the 
evolv8ng and transform8ng technolog8cal cond8t8ons on a global scale, the 
phenomenon of food 8s represented and 8mbued w8th mean8ng 8n var8ous ways 
through d8fferent med8a technolog8es. Wh8le wr8tten and pr8nted med8a serve the 
funct8on of transm8tt8ng and document8ng 8nformat8on, food becomes tang8ble 
and transforms 8nto a v8sual document through electron8c v8sual technolog8es 
(e.g., photography). Verbal 8nformat8on flow 8s prov8ded through aud8tory 
technolog8es (e.g., rad8o), and 8n c8nema an aud8ov8sual med8um food becomes a 
narrat8ve element, contr8but8ng to the storyl8ne and captur8ng the aud8ence's 
attent8on. In other aud8ov8sual technolog8es such as telev8s8on, food 8s presented 
to the masses as a performat8ve element w8th funct8ons 8nclud8ng enterta8nment, 
advert8s8ng, market8ng, and rat8ngs (Alpyıldız, 2021, p. 200). The use of 
pornograph8c aesthet8c elements and var8ous v8sual effects 8n food photography 
shared on soc8al med8a results 8n food be8ng represented 8n an 8deal8zed and 
flawless manner. Such representat8ons remove the d8n8ng exper8ence from 8ts 
real-l8fe context and place 8t on an aesthet8c8zed and f8ct8onal plane, often 
accompan8ed by fantast8cal rec8pes and presentat8ons that are d8ff8cult to 
repl8cate. Th8s s8tuat8on transforms the act of shar8ng food 8nto a v8sual express8on 
of certa8n l8festyles, consumpt8on pract8ces, and soc8al statuses (Çaycı & Aktaş, 
2018, p. 720). Thanks to the technolog8cal capab8l8t8es of c8nema, gastronomy 8s 
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frequently represented as an aesthet8c value. Through c8nema, the d8rector can 
convey messages to the aud8ence v8a 8magery, us8ng c8nematograph8c tools and 
symbols w8thout necessar8ly resort8ng to verbal express8on. One of these 
c8nemat8c symbols 8s food, wh8ch 8s used as a cultural code and even as a form 
of language (Ç8nay & Sezerel, 2020, p. 112). Gastronomy-themed f8lms, wh8ch 
can be def8ned as f8lms focus8ng on the acts of cook8ng and eat8ng, possess certa8n 
def8n8ng character8st8cs. Kanık l8sts these features as follows (Kanık, Gastro 
C8nema, 2018, pp. 72–78): 

-The narrat8ve structure 8s often shaped around a story related to a k8tchen or 
food. 

-The ma8n characters pos8t8on themselves d8rectly 8n relat8on to food w8th8n th8s 
narrat8ve. 

-The act of eat8ng transcends the bas8c need of nour8shment and offers a space 
for soc8al analys8s 8n terms of both content and form. 

-The v8sual narrat8ve 8n the f8lm centers on all stages of food preparat8on and 
consumpt8on; 8n th8s process, food becomes the focal po8nt of the narrat8ve and 
the star of the f8lm. 

The food scenes or food-related themes 8n f8lms vary depend8ng on the narrat8ve 
language. Through the food representat8ons chosen by the d8rector, 8nteract8on 
w8th the aud8ence can be enhanced (Kanık, 2018, pp. 18–30). C8nema, wh8ch has 
the capac8ty to present v8sual spectacles drawn from da8ly l8fe, also carr8es 
mean8ngs related to food culture (Çakır, Şengül, & Parmaksızoğlu, 2020, p. 
3174). In c8nema, food may somet8mes appear as a secondary element, wh8le at 
other t8mes 8t becomes the central theme that forms the narrat8ve ax8s. Although 
food often appears as a v8sual element fulf8ll8ng the bas8c needs of 8nd8v8duals, 8t 
can also s8gnal mult8ple layers of mean8ng beyond th8s pr8mary funct8on when 
cons8dered 8n relat8on to the ma8n theme. As an 8mportant part of culture, food 
encompasses many shared clusters of mean8ng from a soc8olog8cal perspect8ve. 
In th8s regard, v8ewers do not merely observe a food scene on screen; they also 
8nterpret the cultural and soc8al references that are 8mpl8c8tly embedded 8n the 
scene (Kanık, 2016, p. 85). The f8rst food-related story 8n the h8story of c8nema 
8s the Lum8ère Brothers’ f8lm Baby’s Lunch (1895), wh8ch 8ncludes footage of a 
baby eat8ng lunch (Bower & P8ontek, 2013, p. 177). Th8s documentary-style f8lm 
has gone down 8n h8story as the f8rst 8nstance of gastronomy 8ntersect8ng w8th 
c8nema. Another early example of gastronom8c representat8on 8n c8nema 8s the 
short s8lent documentary Cheese M$tes (1903) by Charles Urban. Dur8ng the 
s8lent f8lm era, when f8lm product8on ga8ned s8gn8f8cant momentum, food 
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representat8ons were pr8mar8ly used as elements of phys8cal humor and v8sual 
comedy. In the f8lms of 8con8c actors such as Charl8e Chapl8n, Laurel and Hardy, 
and Buster Keaton, food scenes were frequently employed to generate humor 
through body language, gestures, and fac8al express8ons (Drzał-S8erocka, 2015, 
p. 55). 

When the relat8onsh8p between food and c8nema 8s evaluated h8stor8cally, food-
themed f8lms can be class8f8ed 8nto three categor8es: those that are obsessed w8th 
food, those that are centered on food, and those 8n wh8ch food 8s the ma8n theme. 
Examples of food-themed f8lms from the pre-1980 per8od 8nclude The Battlesh$p 
Potemk$n (Sergey E8senste8n, 1925) and Rome, Open C$ty (Roberto Rossell8n8, 
1945). Beg8nn8ng 8n the 1970s, there has been a not8ceable 8ncrease 8n f8lms 
where food const8tutes the central theme of the narrat8ve. In product8ons from 
th8s per8od, food 8s presented not only as a phys8cal element but also as a carr8er 
of pol8t8cal, soc8al, and cultural mean8ngs. One notable example 8s The D$screet 
Charm of the Bourgeo$s$e (Lu8s Buñuel, 1972), 8n wh8ch food funct8ons as a 
pol8t8cal symbol, mak8ng the f8lm one of the sem8nal works 8n the context of 
c8nema and food (Uca, 2021, p. 81). In recent years, not only f8ct8onal food f8lms 
but also documentary food f8lms have shown remarkable development. These 
documentary product8ons are s8gn8f8cant 8n that they cover all stages of the food 
system from product8on to consumpt8on. Unl8ke f8ct8onal food f8lms, 
documentar8es, due to the8r nature and object8ves, more clearly emphas8ze the 
mean8ngs attr8buted to food and often focus on 8ssues such as hunger. In th8s 
regard, c8nema and telev8s8on have 8ncreas8ngly begun to serve funct8onal roles 
8n promot8ng a food-based susta8nable future (Alpyıldız, 2024, p. 96). Espec8ally 
8n the post-2010 per8od, rap8d developments 8n d8g8tal med8a technolog8es and 
the prol8ferat8on of global d8g8tal platforms (part8cularly OTT serv8ces such as 
Netfl8x) have enabled the encouragement of local content product8on from 
d8verse geograph8es. Th8s has led to a s8gn8f8cant expans8on not only 8n 
product8on forms but also 8n themat8c d8vers8ty. Gastronomy-themed content 
stands out as one of the most prom8nent examples of th8s d8vers8f8cat8on. Netfl8x’s 
“Food Show” category 8ncludes product8ons such as Somebody Feed Ph$l, 
Garnachas: Glor$ous Street Food!, and M$dn$ght D$ner: Tokyo Stor$es, wh8ch 
8ntroduce v8ewers not only to food cultures but also to the soc8ocultural dynam8cs, 
trad8t8onal l8festyles, and local 8dent8t8es of the commun8t8es represented. Thanks 
to the global reach of d8g8tal platforms, such content also contr8butes to the 
8nternat8onal recogn8t8on of local gastronom8c cultures and supports the8r use as 
tools of cultural d8plomacy. Thus, d8g8tal platforms serve not only as 
enterta8nment prov8ders but also as med8ums that enhance the v8s8b8l8ty of 
cultural d8vers8ty and reproduce cultural representat8on pract8ces through 
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gastronomy 8n the d8g8tal cultural env8ronment. In th8s context, the polyphon8c 
narrat8ve structure made poss8ble by d8g8tal med8a pos8t8ons gastronomy not only 
as an object of consumpt8on but also as a mult8-layered representat8onal f8eld 
related to 8dent8ty, belong8ng, and cultural memory. Cook8ng and eat8ng scenes 8n 
f8lms that foreground food 8magery support the narrat8ve as c8nematograph8c 
tools. In some cases, food becomes a character 8n 8ts own r8ght or even the 
narrat8ve 8tself. 

Turk8sh c8nema has 8ncluded var8ous representat8ons of food s8nce the early 
per8ods of 8ts development. However, the f8rst example 8n wh8ch gastronomy and 
food culture were treated as the central theme of a f8lm 8s Zeng$n Mutfağı (1988), 
d8rected by Başar Sabuncu (Ç8nay & Sezerel, 2020, p. 112). In more recent 
Turk8sh c8nema, Sofra Sırları (2017), d8rected by Üm8t Ünal, stands out as 
another s8gn8f8cant local product8on notable for 8ts prom8nent use of food scenes. 

One of the key concepts that def8ne the relat8onsh8p between mass med8a and 
gastronomy 8s gastro med8a. Gastro med8a refers to med8a act8v8t8es that convey 
food and beverage-themed content to a w8de aud8ence. Telev8s8on, as h8ghl8ghted 
by Q8an Gong, 8s an 8mportant component of food med8a. It produces numerous 
v8sual 8mages related to food and 8ntegrates gastronomy 8nto popular culture. In 
th8s context, var8ous cook8ng programs are broadcast on telev8s8on, and the 
number of such programs cont8nues to 8ncrease. Through these programs, the 
cultural structures of soc8et8es regard8ng food and dr8nk are shaped on a global 
scale (Gong, 2013, pp. 130–131). In c8nemat8c narrat8ves centered on human l8fe, 
food, as an 8nseparable part of da8ly ex8stence, occup8es a prom8nent place. 
Incorporat8ng 8nd8v8duals' eat8ng rout8nes 8nto the c8nemat8c narrat8ve enhances 
the level of real8sm 8n f8lms and enables a stronger connect8on w8th the aud8ence. 
In th8s regard, food 8s regarded not only as themat8c content but also as a form of 
c8nemat8c express8on. An exam8nat8on of food scenes 8n f8lms reveals that food 
8s often used as a powerful and mult8-layered narrat8ve dev8ce. These scenes can 
8nclude symbol8c representat8ons of d8fferent soc8et8es and cultures. Add8t8onally, 
food 8s assoc8ated w8th var8ous concepts such as power, romance, soc8al status, 
and cultural 8dent8ty. In th8s respect, 8t adds narrat8ve depth and complex8ty to 
c8nemat8c storytell8ng (Uçkan Çakır, Şengül, & Parmaksızoğlu, 2020, p. 3175). 

In the context of the relat8onsh8p between gastronomy and c8nema, new concepts 
are be8ng 8ntroduced 8nto the l8terature. One of the most prom8nent among these 
8s c8negastronomy. In parallel w8th contemporary new med8a technolog8es, food 
culture has become 8ncreas8ngly d8verse on soc8al med8a, and c8nema one of the 
key v8sual med8a forms has played an 8mportant role 8n th8s d8vers8f8cat8on. As a 
cultural and 8deolog8cal med8um, c8nema 8nfluences not only 8nd8v8duals and 
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soc8et8es but also gastronomy and eat8ng hab8ts. The concept of c8negastronomy 
represents a new format8on that art8culates the convergence between c8nema and 
gastronomy. It offers an 8nnovat8ve exper8ence that enables 8nd8v8duals to both 
enjoy the art of c8nema and explore the f8eld of gastronomy. Gastronomy and 
c8nema 8nteract on mult8ple levels, 8nclud8ng exper8ence, v8sual8ty, creat8v8ty, and 
cultural mean8ng (Doğan, 2024, pp. 2–3). Accord8ng to Doğan, the concept of 
c8negastronomy suggests that 8nd8v8duals engage w8th and are shaped by popular 
culture products 8n the8r cultural and soc8al l8ves. 

Beyond the technolog8cal and narrat8ve d8mens8ons of transmed8a, gastronomy 
8tself should be understood as a cultural and symbol8c pract8ce deeply embedded 
8n med8a representat8ons. Fab8o Parasecol8 (2008) h8ghl8ghts how food operates 
as a central element of popular culture, funct8on8ng not only as nour8shment but 
also as a s8te where pleasure, des8re, and 8dent8ty are negot8ated. Deborah Lupton 
(1996) s8m8larly emphas8zes the 8nt8mate connect8on between food, the body, and 
the self, fram8ng cul8nary pract8ces as arenas where soc8al values, health norms, 
and cultural mean8ngs 8ntersect. Anne Bower (2004), 8n Reel Food, spec8f8cally 
s8tuates food w8th8n c8nemat8c narrat8ves, argu8ng that food scenes 8n f8lm both 
reflect and reshape cultural memor8es and soc8al 8dent8t8es. Taken together, these 
perspect8ves demonstrate that gastronomy 8n med8a cannot be reduced to 
aesthet8c spectacle; rather, 8t const8tutes a layered f8eld of cultural product8on and 
representat8on. Th8s framework 8s part8cularly relevant to the case of s8negastro, 
where c8nemat8c food scenes are not only reproduced d8g8tally but also 
re8nterpreted as cultural texts that engage aud8ences across platforms. 

 

ANALYSIS: FROM THE WHITE SCREEN TO DIGITAL SCREENS-
REPRODUCING CINEMA FOOD SCENES ON INSTAGRAM  

In the pre-d8g8tal era, soc8al l8fe was constructed and reproduced through phys8cal 
spaces such as schools, markets, mosques, churches, hosp8tals, coffeehouses, and 
streets. However, 8n the d8g8tal age, th8s construct8on process takes place and 8s 
reproduced 8n d8g8tal med8a, espec8ally on soc8al med8a platforms. In th8s context, 
the spectacle corresponds to the forms of soc8al8ty that are shaped and 
reconstructed through soc8al med8a and other d8g8tal env8ronments. The most 
common way to be 8ncluded 8n the soc8ety of the spectacle 8s through the act of 
consumpt8on (Debord, 2012, p. 65). 

The concept of gastro-space offers a mult8-layered representat8onal area that 
conveys pol8t8cal, soc8al, and econom8c messages to soc8ety through food, wh8le 
also carry8ng v8sual and cultural codes. Food 8tself has always played a central 
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role 8n the product8on of popular culture and has emerged as a cultural object, as 
8t conta8ns attract8ve elements such as pleasure, des8re, enterta8nment, and 
consumpt8on. Var8ous commun8cat8on channels such as telev8s8on, rad8o, c8nema, 
pr8nt publ8cat8ons, and espec8ally new med8a serve as 8mportant tools 8n mak8ng 
food cultures v8s8ble. In th8s context, address8ng the 8ntersect8on of food culture 
and popular culture w8th8n a theoret8cal framework makes 8t poss8ble to 
understand cultural mechan8sms more deeply and to quest8on and reconstruct the 
phenomenon of cultural change at a conceptual level. On the other hand, the 
pos8t8on8ng of soc8al med8a as a space for soc8al8z8ng and enterta8nment has paved 
the way for shar8ng photos of food and dr8nks. Th8s s8tuat8on not only 8ncreases 
8nteract8on between 8nd8v8duals but also allows for the promot8on of d8shes from 
d8fferent cultures and the d8scovery of new gastronom8c venues. The v8sual 
appeal of food photos shared on soc8al med8a platforms and the 8nherent pleasure 
that food evokes ensure that such content attracts others and fac8l8tates soc8al 
engagement. Add8t8onally, shar8ng pos8t8ve exper8ences about gastro-venues on 
soc8al med8a encourages users to develop a des8re to v8s8t and exper8ence these 
places themselves. All these dynam8cs clearly reveal that food 8s not merely a 
b8olog8cal necess8ty but also a mult8d8mens8onal means of commun8cat8on and 
cultural 8nteract8on (Çaycı & Aktaş, 2018, pp. 712–713). 

In parallel w8th the development of med8a technolog8es and the grow8ng demand 
for med8a content, cook8ng programs are becom8ng local8zed and culturally 
hybr8d8zed 8n the process of global8zat8on. In th8s way, the food economy 8s also 
global8z8ng (Kanık, 2016, pp. 237–256). Soc8al med8a 8s one of the most effect8ve 
platforms for gastronomy, espec8ally 8n l8ne w8th chang8ng consumpt8on hab8ts 
(Çelen & Tuna, 2018, p. 412). Popular culture 8s def8ned as a form of spectacle 
bu8lt on dreams and des8res. In modern Western popular culture, food conta8ns 
certa8n codes that carry symbol8c mean8ngs and 8nfluence 8nd8v8duals' percept8on 
processes. The w8despread and ub8qu8tous nature of these cultural elements 
renders the8r 8deolog8cal and pol8t8cal d8mens8ons 8nv8s8ble. Thus, these s8gn8f8ers 
d8ssolve 8nto the natural fabr8c of da8ly l8fe. To understand the global8zed 
consumer soc8ety of the 20th century, 8t 8s necessary to analyze the cultural 
confl8cts that ar8se from d8ffer8ng perspect8ves between the 8nd8v8dual, fam8ly, 
soc8ety, and economy. In th8s context, 8t 8s 8mportant to clar8fy 8n what sense the 
concept of “popular culture” 8s addressed 8n th8s study. Popular culture 
encompasses all cultural phenomena, mater8al objects, pract8ces, soc8al relat8ons, 
and forms of thought that are des8gned, produced, d8str8buted, and consumed 8n 
a market-or8ented env8ronment. Var8ous med8a platforms c8nema, telev8s8on 
ser8es, books, magaz8nes, com8cs, mus8c v8deos, blogs, and soc8al med8a 
platforms such as YouTube, Instagram, and Facebook where v8sual and aud8o 
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content w8th food themes 8s presented, shaped by consumer percept8ons and 
soc8o-pol8t8cal att8tudes, funct8on as 8mportant commun8cat8on tools that enhance 
the v8s8b8l8ty of food 8n the publ8c sphere. 

The content on these platforms contr8butes not only to nutr8t8onal pract8ces but 
also to cultural representat8on, 8dent8ty construct8on, and consumer culture. 
Therefore, exam8n8ng the 8ntersect8ons between food culture and popular culture 
from a theoret8cal perspect8ve allows for a more comprehens8ve understand8ng of 
cultural mechan8sms. In add8t8on, such analyses make 8t poss8ble to conceptually 
exam8ne, redef8ne, and update the phenomenon of cultural change 8n a 
contemporary context (Parasecol8, 2008, pp. 4–8). 

Today, on Instagram, one of the most popular social media platforms, food 
content is becoming a trend by being displayed as objects. As consumers of 
popular culture, individuals now upload visual images of food to social media 
before tasting it in order to catch the trend (Çaycı, 2019, p. 134). While food was 
once consumed solely as a physical necessity, today it is often consumed visually 
and symbolically as an object of popular culture. Food content, especially that 
displayed on social media platforms, circulates not only as a means of nutrition 
but also as aestheticized and meaningful cultural representations. These forms of 
representation become part of a wider cultural production network by being 
inspired by food scenes and gastronomic images in cinema narratives. Thanks to 
increasing transmedia narratives, the interaction between cinema and gastronomy 
has strengthened; these two areas have been reinterpreted in popular culture and 
transformed into new content forms that reach consumers through digital media. 
Thus, food has evolved into a cultural object on both a visual and narrative level. 

In this section of the study titled “Digital Dining Tables: Visual Consumption of 
Cinematic Gastronomy on Instagram”, the Instagram account named 
“sinegastro” is examined as a sample. The founder and writer of the account is 
Selçuk Uzman. The channel shares creative content that combines cinema and 
gastronomy. It has an average of 312,000 followers and follows 520 accounts. 
While the account owner defines himself as the blog writer, the description 
section includes the Turkish phrase “Sinemadaki Gastronomi,” the English 
translation “Gastronomy in Movie,” along with 🎬 and 🍝 emojis. Additionally, 
at the bottom of the description section, there are links to other accounts 
belonging to the Instagram user, such as “@filmdekindenlutfen” and 
“@drukcoffee.co shop.” The account presents content that features cooking and 
eating scenes from both domestic and international films and TV series. As of 
June 25, 2025, the account has a total of 803 posts, with the first one published 
on April 15, 2021. The post reads: “Dish name: Mac and Cheese. Movie: Once 
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Upon a Time in Hollywood (2019).” The description of the Reels video states: 
“Let's face it, it was the best cooking scene of 2019. And Tarantino makes Brad 
Pitt do it in the dirtiest, simplest, and sexiest way. A package of pasta and cheddar 
salt is enough for this. No oil, no tomato paste, no vegetables, not even a plate; 
none of that fancy stuff. But who wouldn't want to try this simplicity at the first 
opportunity after watching this iconic scene? And to enjoy it even better by diving 
into the teflon with a fork! #bradpitt #margotrobbie #leonardodicaprio 
#quentintarantino #macandcheese #cheesesauce #pasta 
#onceuponatimeinhollywood #hungrymovies #hungryscenes”. The post consists 
of a video showing the cooking and eating of mac and cheese from the film, 
followed by a photo of a package of cheddar cheese when swiped. The account’s 
first post received 29 likes and 1 share but no comments. This inaugural post of 
the “sinegastro” Instagram account reproduces the thematic relationship between 
cinema and gastronomy using the aesthetic codes of digital culture. Based on the 
cooking scene in Quentin Tarantino’s Once Upon a Time in Hollywood (2019), 
it serves as an example of how cinematic narratives are reflected in everyday 
consumption practices. The post exemplifies how visual culture aestheticizes the 
ordinary, eroticizes the act of cooking in cinema, and references cultural memory 
by labeling the scene as “iconic.” The language used in the post is informal and 
shaped by a popular, sincere tone rather than an academic one. However, this 
stylistic choice is deliberate, aiming to create a sense of closeness and shareability 
for the follower. The food scene free from “visual excesses” like oil, tomato 
paste, or plates is also associated with the concept of “minimalist pleasure” in 
modern consumer culture. Thus, the post offers not only a scene analysis but also 
a lifestyle and aesthetic preference.  

The study examined 803 Reels videos, and analyzed 74 videos in detail, each 
with over 1 million views. This selection was specifically designed to be 
aggregated to understand the high levels of engagement and viewership. The 
analysis of the selected examples focused not only on the stored data but also on 
the visual, textual, and cultural elements of the content. For example, the 
content's descriptions, hashtags, scene selections, audiovisual narratives, and 
cultural contexts were analyzed in detail. This allowed for a detailed assessment 
of the content's performance in terms of both digital freedoms and the viewer 
experience and cultural representation. 

This table was created by combining the use of thematic content and user 
interaction. Its primary purpose is to reveal which content is more effective in 
terms of cultural, visual, and social media. 

Table 1: Themat$c category of the s$negastro Instagram account 
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Reels name VDews LDke Comment Share 

Food: Kuzu Sarma (Lamb Wrap) 

Mov8e: B$r Zamanlar Anadolu’da 
(2010) 

1.3 M 26.3K 197 412 

Food: Ç8zburger (Cheeseburger) 

Mov8e: The Menu (2022) 

1 M 23K 129 175 

Food: Kuru Fasulye (Wh8te 
Beans) 

Mov8e: Hayat B$lg$s$ (2003) 

1.6. M 15.5K 163 53 

Food: Yaprak Sarma (Stuffed 
Grape Leaves) 

Mov8e: Issız Adam (2008) 

3 M 131K 889 1900 

Food: Zeyt8nyağı (Ol8ve o8l) 

Ser8es: Mo (2022) 

1.3 M 34.8K 54 54 

Food: Karakovan Balı (Black H8ve 
Honey) 

Mov8e: B$r Zamanlar Anadolu’da 
(2011) 

1.2 M 24.8K 234 305 

Food: Bardak8 Beyefend8n8n 
İkramı (Treat from the Gentleman 
at the Bar) 

Sketch: The Ton$ght Show (2019) 

1.3 M 64.7K 266 4525 

Food: Whopper 

Mov8e: The Term$nal (2004) 

1.3 M 38.4K 241 501 

Food: Portakallı Kek (Orange 
Cake) 

Ser8es: B$r Başkadır (2020) 

1.1 M 48.2K 260 1082 

Food: B8ber Dolması &Rakı 
(Stuffed Peppers & Rak8) 

2 M 64K 619 6314 
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Mov8e: Duvara Karşı (2004) 

Food: D8l Balığı (Sole Meun8ere) 

Mov8e: Jul$e& Jul$e (2009) 

1.3 M 34.9K 167 5662 

Dr8nk:Süt (M8lk) 

Mov8e: Inglour$ous Basterds 

2.7 M 40.2K 342 6317 

Food: Pa8n au chıcolat 

Ser8es: Em$ly $n Par$s (2020) 

1 M 21.4K 79 2213 

Dr8nk:Kırmızı Şarap (Red w8ne) 

Mov8e: S$yah Beyaz (2010) 

3.3 M 93.8K 440 44.3K 

Food: Su Böreğ8 & Votka- Kola 
(Water Borek & Vodka-Cola) 

Mov8e: Ne Olacak Ş$md$ (1979) 

1.5 M 17.2K 139 8040 

Food: Kokoreç (Kokorec) 

Mov8e: Issız Adam (2008) 

1.6 M 75.7K 422 14.6K 

Food: Tereyağı (Butter) 

Mov8e: Hababam Sınıfı Uyanıyor 

1 M 29.1K 61 3315 

Dr8nk :B8ra & Antep Fıstığı (Beer 
and P8stach8os) 

Ser8es: B$z$mk$ler (1989-2002) 

3.3 M 58.7K 546 47K 

Dr8nk: Türk Kahves8 (Turk8sh 
Coffee) 

Ser8es: Muhteşem Yüzyıl 

4 M 81.8K 259 18,4K 

Food: Karnabahar (Caul8flower) 

Ser8es: Yabancı Damat (2004) 

4.4 M 52.4K 294 41,1K 

Hayo M8yazak8 1.7 M 96K 510 21.1K 

Food: Dolma (F8ll8ng) 

Mov8e: Hanım (1989) 

22.6 M 325K 1351 35.9K 
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Food: Köpoğlu Mancası 

Ser8es: İk$nc$ Bahar (1998) 

1.3 M 28K 252 5952 

Food: Balkabağı Çorbası 
(Pumpk8n Soup) 

Ser8es: İnc$ Taneler$ (2024) 

1 M 10.8K 215 3371 

Food: Bulgur P8lavı, Otlu Peyn8r 
(Bulgur P8laf, Herbed Cheese) 

Mov8e: Hakkâr$’de B$r Mevs$m 
(1983) 

1.1 M 11.7K  109 2868 

Dr8nk: Şarap & Rokfor Peyn8r8 
(W8ne and Roquefort Cheese) 

Mov8e: S$yah Beyaz (2010) 

3 M 95.7K 788 30.5K 

Food: Lahmacun 

Ser8es: Kuvvetl$ B$r Alkış (2024) 

2.7 M 53.8K 299 24.7K 

Food: Ramazan P8des8 (Ramadan 
P8ta) 

Ser8es: Avrupa Yakası 

3.7 M 73.8K 197 23.9K 

Food: Kıymalı Börek (M8nced 
Meat P8e) 

Ser8es: B$r Başkadır (2020) 

3.3 M 86.6K 423 11.8K 

Food: Türk Lokumu (Turk8h 
Del8ght) 

Mov8e: The Chron$cles of Narn$a 

1.1 M 33K 307 11.1K 

Food: Kuzu Kol& P8lav (Lamb 
Leg & R8ce) 

Mov8e: Neşel$ Hayat (2009) 

2.2 M 32.2K 152 4704 

Food: Kuzu P8rzola (Lamb Chops) 

Mov8e: Nas$pse Adayız (2020) 

2.8 M 28.1K 163 3845 

Food: Tulumba (Tulumba dessert) 7.6 M 122K 1126 90.6K 
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F8lm: M$lyarder (1986) 

Food: Fesleğenl8 Omlet (Bas8l 
Omelet) 

Mov8e: Ratatı$lle (2007) 

5.5 M 230K 268 27.5K 

Food: Kuru Fasulye (Wh8te 
Beans) 

Mov8e: P$ano P$ano Bacaksız 
(1991) 

3.6 M 71.4K 215 12.2K 

Dr8nk:Rakı (Rak8) 

Mov8e: Masum$yet (1997) 

3.1 M 54.8K 362 26.4K 

Food: Tas Kebabı (Tas Kebab) 

Mov8e: Zavallılar (1974) 

2.1 M 30.9K 707 8541 

Food: Bakkal Kahvaltısı (Grocery 
Store Breakfast) 

Mov8e: Gar$p (1986) 

2.7 M 82.3K 224 9048 

Food: Ç8lekl8 Dondurma 
(Strawberry Ice Cream) 

Mov8e: Aftersun (2002) 

1.8 M 60.1K 187 14.4K 

Food: Ç8ğköfte& Mandal8na (Raw 
Meatballs & Tanger8ne) 

Mov8e: Muhs$n Bey (1987) 

1.5 M 29.4K 196 4957 

Dr8nk: Mart8n8 

Mov8e: A S$mple Favor (2018) 

1.2 M 29.1K 80 7809 

Dr8nk: Rakı & Kavun (Rak8 and 
Melon) 

Ser8es: Behzat Ç. (2022) 

2.1 M 60.8K 192 18.5K 

Dr8nk: Rakı (Rak8) 

Mov8e: İstanbul Hatırası (2005) 

1.7 M 48.9K 367 27.4K 

Food: Cheeseburger 5.6 M 87.2K 681 20.2K 
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Mov8e: The Menu (2002) 

Food: Kum M8dyel8 Spagett8 
(Spaghett8 w8th Clams) 

Mov8e: Tr$angle of Sadness (2002) 

1 M 9714 59 2403 

Food: Turşu& Rakı (P8ckles & 
Rak8) 

Mov8e: Neşel$ Günler (1978) 

2.7 M 60.9K 99 4595 

Food: Krem Brüle (Creme Brulee) 

Mov8e: Amel$e (2001) 

1.8 M 41K 1141 12K 

Kabakçının Hayatı  1.7 M 96.3K 435 27.9K 

Dr8nk: B8ra+C8ps 7 TL (Beer + 
Ch8ps 7 TL) 

Ser8es: Behzat Ç. (2010) 

3.2 M 65.4K 445 72.9K 

Food: Cızlak (C8zlak) 

Ser8es: G$b$ (2021) 

1.4 M 15K 135 6237 

Dr8nk: Şırıl Şırıl B8ra (Sparkl8ng 
Beer) 

Ser8es: B$z$mk$ler 

4.8 M 55.4K 188 132K 

Food: Ork8nos Sash8m8 (Tuna 
Sash8m8) 

Ser8es: Ayak İşler$ (4.sezon) 

1.2 M 13.7K 68 30.7K 

Dr8nk: Rakı (Rak8) 

Ser8es: Ezel 

5.1 M 214K 773 71.2K 

Food: Kuru Fasulye& Şarap 
(Beans & W8ne) 

Mov8e: En Büyük Şaban (19839 

3. 2 M 45.7K 251 8312 

Food: P8l8ç Çev8rme& Rakı (Roast 
Ch8cken & Rak8) 

Mov8e: Gem$de (1998) 

1.6 M 25.9K 415 10.5K 
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Dr8nk: Beyaz Şarap (Wh8te W8ne) 

Mov8e: Fakat Müzeyyen Bu Der$n 
B$r Tutku (2014) 

1.4 M 78.8K 111 12.2K 

Food: S8m8t 

Mov8e: Uçurtmayı Vurmasınlar 
(1989) 

2. 2 M 60.3K 656 7088 

Food: Şarlot Pastası (Charlotte 
Cake) 

Mov8e: B$r Zamanlar Amer$ka 

3.4 M 37.8K 156 7292 

Food: Water Borek & Vodka-Cola 

Mov8e: Ne Olacak Ş$md$ (1979) 

3.1 M 32.3K 232 11.4K 

Food: Üzümlü Yulaf& Süt (Ra8s8n 
Oatmeal) 

Mov8e: Umut Işığım (2012) 

1.1 M 10.3K 80 4214 

Food: Kaburga Dolma (Stuffed 
R8bs) 

Mov8e: Kurtlar Vad$s$ (2003) 

2.7 M 80.9K 366 25.5K 

Food: Kavurmalı Yumurta (Fr8ed 
Eggs) 

Mov8e: Derman (1983) 

4.4 M 40.7K 638 9999 

Food: Bıldırcın Dolması (Stuffed 
Qua8l) 

Ser8es: Muhteşem Yüzyıl (2011) 

1 M 18.4K 114 5353 

Food: Ramazan P8des8 (Ramadan 
P8ta) 

Ser8es: Avrupa Yakası (2004) 

1.4 M 32.8K 105 15.9K 

Food: Ruhsuz B8r Tabak (A 
Soulless Plate) 

Mov8e: Soul K$tchen (2009) 

2.4 M 44.6K 99 11.8K 
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Food: Sarının Çorbası (Yellow's 
Soup) 

Mov8e: Masum$yet (1997) 

1 M 16.9K 157 3325 

Food: Merc8mek Çorbası (Lent8l 
Soup) 

Mov8e: Düttürü Dünya (1988) 

1.9 M 26.3K 217 2211 

Food: Yen8 Börek (New Borek) 

Ser8es: G$b$ (6. Sezon) 

2.3 M 72.5K 217 51K 

Food: Rakılı Makılı Kahvaltı 
(Breakfast w8th Rak8) 

Mov8e: Gem$de (1998) 

1.4 M 28.9K 182 12.9K 

Food: Et Köftes8& Rakı 
(Meatballs & Rak8) 

Mov8e: Çöpçüler Kralı (1978) 

2.8 M 48.8K 366 22.9K 

Food: Patates Sulusu (Potato 
Ju8ce) 

Mov8e: Bereketl$ Topraklar 
Üstüne 

4.2 M 27K 624 41.1K 

Food: Kavurma (Roast8ng)  

Mov8e: B$z$m A$le (1975) 

1.9 M 35.4K  102 21.4K 

Food: Kar8des Salatası (Shr8mp 
Salad) 

Mov8e: All$ed (2016) 

9.7 M 66.4K 273 27.6K 

Şefler$n Aşkı  1 M 31.8K 280 13.3K 

 

There are 74 Reels v8deos w8th over 1 m8ll8on v8ews on the “s8negastro” account. 
Reels v8deos that 8nclude food scenes from mov8es and TV ser8es have t8tles such 
as “Food/Food/Dr8nk” and “Mov8e/TV Ser8es” as the8r covers. W8th these t8tles 
placed on the v8sual, br8ef 8nformat8on about the content 8s prov8ded to the 
follower/v8ewer before the Reels v8deo beg8ns. The f8rst of the posts w8th the 
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h8ghest engagement was Dolma – Hanım (1989), wh8ch rece8ved 22.6 m8ll8on 
v8ews, 325K l8kes, 1.3K comments, and 35.9K shares. Respect8vely, Shr8mp 
Salad – All8ed (2016) rece8ved 9.7M v8ews, 66K l8kes, 273 comments, and 27K 
shares; Tulumba – M$lyoner (1986) rece8ved 7.6M v8ews, 122K l8kes, 1.1K 
comments, and 90.6K shares; and Bas8l Omelette – Ratatou$lle (2007) rece8ved 
5.5M v8ews, 230K l8kes, and 27.5K shares. These posts are related to local f8lms, 
nostalg8a, or 8con8c an8mated mov8es that create an emot8onal connect8on. 
Add8t8onally, the effect of cultural memory and nostalg8a 8s ev8dent 8n both the 
content and the engagement metr8cs. Local product8ons from the 70s, 80s, and 
90s (Masum$yet (1997), B$z$mk$ler, Ne Olacak Ş$md$ (1979), M8lyoner (1986)) 
also rece8ved h8gh shares and comments.  

Th8s suggests that nostalg8a 8s a dr8v8ng force 8n d8g8tal med8a 8nteract8ons. The 
stat8st8cal evaluat8on of the content success of the “s8negastro” Instagram 
channel, wh8ch has 312 thousand followers and 74 of 8ts 803 posts exceed8ng 1 
m8ll8on v8ews, 8s as follows: Cons8der8ng the Instagram algor8thm and the 
compet8t8on for content on the platform, approx8mately 9 out of every 100 posts 
go8ng v8ral (1M+) 8s a h8gh success rate. Th8s rate shows that the channel 8s able 
to both capture aud8ence hab8ts and produce content that can stand out 
algor8thm8cally. When th8s rate 8s evaluated 8n terms of the number of followers, 
1 m8ll8on or more v8ews means a reach of more than three t8mes the number of 
followers. Th8s f8gure shows that the content not only reaches followers but also 
reaches a w8der aud8ence through d8scovery, hashtags, and shar8ng. Th8s suggests 
that the channel's 8nteract8on power 8s h8gh. The fact that 74 out of 803 posts went 
v8ral shows that, 8n add8t8on to 8ts exper8mental product8on, some of the channel’s 
content (food-f8lm pa8r8ng / dr8nk-food pa8r8ng) features are successful. It 8s 
understood that the channel produces some content strateg8cally, as some art8sts' 
Reels v8deos are shared on spec8al days such as the8r death ann8versar8es or 
b8rthdays, and a text to th8s effect 8s 8ncluded 8n the descr8pt8on. As a result of the 
stat8st8cal evaluat8on, the channel shows 9% success 8n go8ng v8ral accord8ng to 
the number of followers and content, but the number of non-follower accesses 8s 
h8gh, and 8t reaches the r8ght target aud8ence w8th the content produced. 

Another str8k8ng po8nt 8n Reels v8deos that have reached over 1 m8ll8on v8ewers 
8s the number of l8kes, comments, and shares. The Reels v8deos ment8oned have 
ach8eved the h8ghest 8nteract8on 8n terms of l8kes. Of the 74 posts, 4 exceeded 100 
thousand l8kes, and 31 exceeded 50 thousand l8kes. The most l8ked content among 
the Reels v8deos 8s Dolma – Hanım (1989), wh8ch also has the most v8ews, w8th 
325 thousand l8kes. Of the 74 posts, 5 exceeded 50 thousand shares, and 39 
exceeded 10 thousand shares. The most shared content among the v8deos 8s Şırıl 
Şırıl Beer – B$z$mk$ler, w8th 132 thousand shares. Another str8k8ng po8nt about 
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th8s content 8s that the number of comments (188) 8s far beh8nd other engagement 
metr8cs. The comment opt8on has the lowest percentage of 8nteract8on. Out of 74 
posts, only 3 have exceeded 1,000 comments, and 11 have exceeded 500 
comments. The most commented content among the Reels v8deos 8s Dolma – 
Hanım (1989), w8th 1,351 comments. Th8s data reveals that the content performs 
remarkably not only 8n terms of the number of v8ews but also 8n terms of mult8ple 
forms of engagement. H8gh rates of l8kes and shares 8nd8cate that the content 
establ8shes an emot8onal or nostalg8c connect8on w8th the aud8ence. However, the 
relat8vely low number of comments 8nd8cates that v8ewers are more pass8vely 
part8c8pat8ng. Wh8le th8s s8tuat8on po8nts to an 8mportant trend 8n terms of v8ewer 
behav8or on Instagram, 8t also reveals that 8nteract8on dynam8cs on the platform 
should be evaluated mult8d8mens8onally. Another stat8st8cally noteworthy aspect 
8s that some content w8th h8gh engagement rates 8s shared aga8n 8n the Reels 
format. For example, 8tems l8ke Cheeseburger – The Menu and Stuffed Peppers – 
Duvara Karşı were publ8shed tw8ce. In add8t8on, mult8ple Reels content based on 
d8fferent food and dr8nk scenes were produced for some mov8es that attracted 
great attent8on from the aud8ence. For example, var8ous scenes from the mov8e 
B$r Zamanlar Anadolu’da were used 8n d8fferent posts. Th8s shows that the 
content creator 8s closely follow8ng aud8ence trends and opt8m8z8ng the8r content 
strategy by rec8rculat8ng themes w8th h8gh engagement potent8al. Select8ng 
d8fferent scenes from the same f8lm and re-ed8t8ng them h8ghl8ghts the c8nemat8c 
d8vers8ty of the gastronom8c narrat8ve, wh8le reshar8ng a8ms to keep the d8g8tal 
aud8ence's attent8on al8ve and 8ncrease algor8thm-based v8s8b8l8ty. Th8s strategy 
can be cons8dered an 8mportant pract8ce 8n terms of creat8ng susta8nable 
8nteract8on on v8sual-or8ented platforms such as Instagram. 

When the Reels v8deos shared on the Instagram account named “s8negastro” and 
v8ewed over 1 m8ll8on t8mes were exam8ned, 8t was observed that there were 
certa8n structural s8m8lar8t8es 8n the descr8pt8on sect8ons of the content. In these 
posts, the descr8pt8ons are usually 8n the form of long paragraphs, and the v8sual 
content of the v8deo 8s f8rst descr8bed textually, followed by 8nformat8on about 
the name of the relevant f8lm, 8ts d8rector, and 8ts h8stor8cal context. At the end of 
the descr8pt8on texts, a number of hashtags (#), rang8ng from 4 to 10, are used 
w8th the a8m of mak8ng the content more v8s8ble to the Instagram algor8thm. Th8s 
shows that gastronomy-themed content 8s structured not only for aesthet8c or 
cultural purposes but also strateg8cally 8n l8ne w8th d8g8tal med8a dynam8cs. Thus, 
the “s8negastro” account constructs 8ts content product8on at the 8ntersect8on of 
c8nema and gastronomy not only at the v8sual but also at the textual level, and 
act8vely uses the d8scovery log8c of the d8g8tal platform to 8ncrease aud8ence 
8nteract8on. 
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Each post 8s pa8red w8th a food moment from a mov8e scene. Wh8le the v8ewer 
v8sually watches the food assoc8ated w8th the scene, both cultural memory and 
taste are appealed to through text and sound. Th8s method can be seen as an 
example of a transmed8a narrat8ve; food, c8nema, and soc8al med8a converge. 
Many of the posts that rece8ve h8gh v8ews and shares are commented on for the 
fact that the use of long explanat8ons and l8terary express8ons parallel to the 
v8sual, hashtags, and text 8nfluence the aud8ence. Th8s shows that the posts are 
not only "8nformat8ve" but also "narrat8ve" 8n nature. Although hashtag use 8s 
l8m8ted, the narrat8ve and scene context encourage shar8ng the content. In order 
to 8ncrease 8nteract8on and expand v8s8b8l8ty, both Turk8sh and Engl8sh hashtags 
are 8ncluded 8n the posts. However, the fact that the explanatory texts are prepared 
only 8n Turk8sh l8m8ts the access8b8l8ty of the content at an 8nternat8onal level. 
Add8ng Engl8sh translat8ons of the descr8pt8ons can expand d8g8tal reach so that 
8nternat8onal users can better understand and 8nteract w8th the content of the post. 
Wh8le the use of mult8l8ngual hashtags fac8l8tates the 8nclus8on of content 8n 
algor8thm8c c8rculat8on, the rel8ance of text content solely on the local language 
(Turk8sh) can create a gap 8n mean8ng for global users. Cons8der8ng that not only 
the v8sual but also the textual aspects of d8g8tal content have the capac8ty to 
generate 8nteract8on, choos8ng b8l8ngual express8on 8n the descr8pt8on sect8on can 
turn 8nto a hol8st8c approach that supports the platform's 8nternat8onal8zat8on 
strategy as well as expand8ng the aud8ence base. 

When look8ng at the gastronom8c representat8ons 8n Reels v8deos, trad8t8onal 
d8shes (stuffed vegetables, beans, kavurma) rece8ve h8gher 8nteract8on, wh8le 
scenes featur8ng 8nternat8onal cu8s8ne also attract attent8on. Apart from food 
performances, dr8nk pa8r8ngs (rakı, w8ne) also rece8ve h8gh 8nteract8on. Th8s 8s 
related to the soc8al 8dent8ty construct8on of food and dr8nk culture. The food and 
dr8nk scenes 8ncluded 8n the posts go beyond be8ng just a v8sual narrat8ve element 
and become aesthet8c8zed consumpt8on 8mages through the explanatory texts. The 
camera angles, sequence cho8ces, and descr8pt8ve language used 8n these scenes 
transform food and dr8nk 8nto a k8nd of spectacle object, thus contr8but8ng to the 
v8sual representat8on of consumer culture. Th8s form of express8on somet8mes 
goes beyond arous8ng aesthet8c pleasure 8n the v8ewer and also serves to sat8sfy 
des8re on a v8sual level. The content producer’s transformat8on of the act of 
prepar8ng food 8nto a performat8ve spectacle places the v8ewer 8n the pos8t8on of 
a pass8ve consumer, offer8ng a sat8sfy8ng exper8ence detached from the 
product8on process. Thus, the v8ewer, as a subject of the consumer soc8ety, tends 
towards a pleasure-or8ented v8ew8ng pract8ce 8n the face of such content. 

Accord8ng to Jenk8ns, transmed8a narrat8ve 8s the process of expand8ng a theme 
or story across d8fferent med8a platforms and ut8l8z8ng the platform's un8que 
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narrat8ve capac8t8es. In th8s context, the Reels content on the "s8negastro" account 
8s developed not only 8n l8ne w8th Instagram appl8cat8ons but also as a transmed8a 
narrat8ve focused on c8nema and gastronomy. The comb8nat8on of v8sual and 
aud8o elements, descr8pt8ve texts, and scene select8ons references cultural 
memory and nostalg8a, thus engag8ng the v8ewer both aesthet8cally and 
emot8onally. Th8s method does not leave the v8ewer merely as a pass8ve tour8st 
but allows for an 8ntegrated exper8ence across d8fferent types of content.  

Nostalg8c local f8lms and 8con8c an8mat8ons, 8n part8cular, stood out w8th the8r 
h8gh shar8ng and engagement rates. Jenk8ns's transmed8a theory document argues 
that the success of th8s content stems not only from 8ts algor8thm8c emergence but 
also from the character8st8cs of the range of d8fferent content layers, effect8vely 
8ncorporat8ng elements such as cultural memory, local 8dent8ty, and nostalg8a. 
Thus, “s8negastro” creates a hol8st8c transmed8a product8on pract8ce that expands 
the spectrum of both the d8g8tal and cultural spectrum. 

The d8fferent8al engagement of content, w8th some posts ach8ev8ng h8gh 
8nteract8on wh8le others rema8n less successful, can be attr8buted to factors such 
as cultural context, the 8nfluence of nostalg8a, v8sual-textual storytell8ng 
strateg8es, the t8m8ng of posts on s8gn8f8cant occas8ons, platform v8s8b8l8ty, users’ 
personal preferences, and cl8ck-dr8ven engagement dynam8cs. Furthermore, the 
repet8t8on of content and the re-publ8cat8on of Reels w8th d8fferent scenes reflect 
a del8berate content strategy a8med at enhanc8ng algor8thm8c v8s8b8l8ty. These 
f8nd8ngs 8nd8cate that content success 8s not merely co8nc8dental but 8s closely 
l8nked to product8on strateg8es, aud8ence behav8or, and platform-spec8f8c 
8nteract8on mechan8sms, h8ghl8ght8ng the mult8d8mens8onal 8nterplay between 
creat8ve dec8s8on-mak8ng and user engagement w8th8n d8g8tal med8a 
env8ronments. 

The “s8negastro” Instagram account took pleasure-or8ented v8ew8ng to a further 
level and entered a d8fferent exper8ent8al process 8n November 2024. A new 
account called "f8lmdek8nden lütfen" was launched, and events where 
part8c8pants could eat the food from the mov8e began w8th the followers of the 
"s8negastro" account. The announcement of these act8v8t8es 8s shown 8n Image 1, 
along w8th the f8rst examples of other event posters. 
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Image 1. 

F$rst Announcement Posts Regard$ng The Act$v$t$es Of The F$lmdek$nden 
Lütfen Account 

 
The “From the F8lm Please / F8lmdek8nden Lütfen” event was 8ntroduced 8n the 
f8rst post w8th the explanat8on: “S$nce I started S$negastro, the $dea of a s$ncere, 
unpretent$ous c$nema-gastronomy meet$ng, just l$ke the one I had $n m$nd, was 
always $n the back of my m$nd. When I found the d$m and s$ncere atmosphere I 
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was look$ng for $n our home @d$yojensahaf $n Beş$ktaş, I dec$ded to start. A 
reasonable fee was set for our f$rst event…” The prepared v8sual 8s spec8ally 
des8gned for users who follow the S8negastro account. The express8on "W8th 
S8neGastro Presentat8on" at the top of th8s v8sual clearly 8nd8cates th8s. 
Immed8ately follow8ng the 8ntroductory sect8on, the phrase “From the Mov8e 
Please” 8s prom8nently d8splayed 8n the largest font s8ze 8n the v8sual. D8rectly 
below th8s, there are explanat8ons about the f8lm and food pa8r8ng related to the 
theme of the event. W8th8n the scope of th8s concept, the page carr8ed out a total 
of s8x events. In add8t8on to events des8gned around a common food theme 8n 
d8fferent mov8es, a new concept called “Mov8e Tast8ng” has been developed. Th8s 
new format 8s based on an exper8ent8al event concept where c8nema and 
gastronomy are brought together, and the food featured 8n the f8lm 8s tasted wh8le 
watch8ng 8t. The f8rst event announcement post was shared as follows: “The f$rst 
c$nema and gastronomy meet$ng of 2025 w$ll be on the even$ng of January 8th at 
@ferros.em$rgan. Wh$le we watch Ratatou$lle, wh$ch $s cons$dered the best 
gastronomy mov$e of all t$me, I w$ll be commentat$ng, and Chef 
@dem$r_dem$rh$sar w$ll be present$ng the menu of the mov$e to your table one 
by one. We are keep$ng our quotas l$m$ted for th$s spec$al exper$ence where you 
w$ll feel the strong relat$onsh$p between c$nema and food through taste and 
senses…”. Th8s ser8es of events, wh8ch started w8th the mov8e Ratatou$lle (2007), 
cont8nued w8th two more events. The v8sual prepared for the Mov8e Tast8ng 
concept emphas8zes that the event focuses on only one mov8e. For th8s purpose, 
a v8sual poster from the f8lm covers a large part of the post. In add8t8on, 8n order 
to re8nforce the emphas8s that the event 8s an "exper8ence", the 8nformat8on that 
the event w8ll be held w8th a chef 8s clearly 8ncluded 8n the v8sual. Among these 
events, wh8ch are extens8ons of “s8negastro,” an event called “Cl8max” was last 
organ8zed. The f8rst announcement regard8ng th8s event was made as follows: 
“You are $nv$ted to a very spec$al n$ght on the even$ng of February 27th. We w$ll 
warm up a cold n$ght of February w$th mulled w$ne. There $s a lot to talk about 
w$th scenes from the f$lms of Gaspar Noe and Yorgos Lanth$mos presented by 
@s$negastro. For l$m$ted reservat$ons…”. Only one event has been held so far 
w8th8n the scope of th8s concept. Support8ng the onl8ne product8ons of the 
“s8negastro” Instagram account w8th events held 8n phys8cal spaces 8s a reflect8on 
of transmed8a narrat8ve strateg8es that are 8ncreas8ngly ga8n8ng 8mportance 8n 
today’s d8g8tal cultural env8ronment. Transmed8a narrat8ve, as def8ned by Jenk8ns 
(2006), 8s the process of expand8ng a story or theme across mult8ple med8a, us8ng 
the un8que narrat8ve capac8t8es of each med8um. 

The “s8negastro” Instagram account serves as a compell8ng 8llustrat8on of 
contemporary transmed8a storytell8ng, effect8vely br8dg8ng c8nema and 
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gastronomy w8th8n both d8g8tal and phys8cal contexts. Through the strateg8c 
8ntegrat8on of v8sual, textual, and aud8tory elements, the account constructs a 
mult8-layered narrat8ve that engages aud8ences aesthet8cally, emot8onally, and 
culturally. Content featur8ng local f8lms from the 1970s to the 1990s, 8con8c 
an8mat8ons, and culturally s8gn8f8cant food scenes demonstrates that nostalg8a and 
cultural memory are key dr8vers of aud8ence engagement, wh8le h8gh rates of 
l8kes, shares, and select8ve comment8ng reveal the complex dynam8cs of d8g8tal 
part8c8pat8on. Beyond the d8g8tal platform, offl8ne events such as “Mov8e Tast8ng” 
and “Cl8max” transform pass8ve v8ewers 8nto act8ve part8c8pants, offer8ng mult8-
sensory, 8mmers8ve exper8ences where c8nemat8c narrat8ves are mater8ally and 
exper8ent8ally enacted. Th8s convergence of onl8ne and offl8ne storytell8ng not 
only enhances algor8thm8c v8s8b8l8ty but also contr8butes to the format8on of a 
hol8st8c cultural arch8ve, pos8t8on8ng c8nemat8c food representat8ons as tools for 
memory, 8dent8ty, and affect8ve engagement. The account’s 8terat8ve content 
strateg8es—such as scene select8on, themat8c repet8t8on, and t8med releases 
al8gned w8th nostalg8c or cultural references—further demonstrate a del8berate 
approach to opt8m8z8ng both v8s8b8l8ty and emot8onal resonance. Collect8vely, 
“s8negastro” exempl8f8es how transmed8a pract8ces can expand narrat8ve scope, 
foster aud8ence co-part8c8pat8on, and fac8l8tate the c8rculat8on and reproduct8on of 
popular culture 8n d8g8tal med8a ecosystems, offer8ng a concrete model for the 
8ntegrat8on of cultural, aesthet8c, and exper8ent8al storytell8ng 8n contemporary 
soc8al med8a env8ronments. 

 

CONCLUSION  

The “s8negastro” Instagram account represents a d8st8nct8ve d8g8tal pract8ce that 
merges c8nema and gastronomy wh8le creat8ng a mult8-layered space for 
8nteract8on between these f8elds. The account’s content constructs cultural 
representat8on through the select8on of food 8mages 8n mov8e scenes and the 
accompany8ng texts, transform8ng s8mple posts 8nto narrat8ves that extend across 
platforms v8a strateg8c t8m8ng, 8nteract8ve capt8ons, themat8c posts on spec8al 
days, and phys8cal events. Unl8ke convent8onal content shar8ng, s8negastro’s 
approach al8gns w8th transmed8a narrat8ve strateg8es frequently emphas8zed 8n 
contemporary med8a stud8es. 

Th8s study a8med to explore how the 8nteract8on between c8nema and gastronomy 
8s represented on soc8al med8a, us8ng s8negastro as a case. The analys8s exam8ned 
content product8on strateg8es, pr8c8ng, and aud8ence data 8nteract8ons, employ8ng 
a comb8nat8on of content analys8s and themat8c analys8s methodolog8es. Posts, 
part8cularly Reels v8deos exceed8ng 1 m8ll8on v8ews, were exam8ned, reveal8ng 
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that 9% of the v8deos reached th8s m8lestone. Th8s 8nd8cates the platform’s success 
8n bu8ld8ng a d8g8tal 8dent8ty through content qual8ty and aud8ence outreach. 
C8nema and food scenes on s8negastro are pa8red not only v8sually but also 
through deta8led 8nterpret8ve texts that reference f8lm d8rectors and product8on 
years. These texts pos8t8on users educat8onally, shap8ng d8g8tal aesthet8cs both 8n 
terms of taste and cultural cap8tal. Nostalg8c and emot8onal connect8ons are 
further establ8shed through themed content and posts mark8ng spec8al occas8ons, 
transform8ng s8negastro 8nto a med8ator that reproduces and extends cultural 
memory onl8ne. 

S8negastro’s narrat8ve 8s also embod8ed 8n phys8cal events, such as “Mov8e 
Tast8ng” and “Cl8max,” where present8ng f8lm-8nsp8red d8shes dur8ng screen8ngs 
transforms c8nemat8c narrat8ves 8nto mult8-sensory exper8ences. These act8v8t8es 
pos8t8on aud8ences as act8ve part8c8pants rather than pass8ve consumers, reflect8ng 
Henry Jenk8ns’ (2006) def8n8t8on of transmed8a storytell8ng, where narrat8ves 
expand across mult8ple med8a us8ng each med8um’s un8que affordances. By 
comb8n8ng Instagram posts w8th l8ve events, s8negastro constructs a layered 
narrat8ve un8verse that 8ntegrates v8sual, textual, and sensory d8mens8ons. 
Opt8m8z8ng content for soc8al med8a algor8thms through str8k8ng v8suals, conc8se 
capt8ons, and strateg8c hashtags enhances reach wh8le foster8ng a part8c8patory 
d8g8tal commun8ty. Through such strateg8es, s8negastro demonstrates how c8nema 
and gastronomy converge 8n the d8g8tal age, produc8ng not only aesthet8c onl8ne 
exper8ences but also sensory narrat8ves 8n phys8cal space.  

A s8gn8f8cant example of th8s transmed8a approach 8s the June 15, 2025 post 
announc8ng the Paramount P8ctures x S8negastro collaborat8on cookbook. Th8s 
project extends the narrat8ve 8nto tang8ble, commerc8al8zed forms, allow8ng users 
to engage w8th the story of The Godfather (1972) through recreated food scenes 
and 8con8c narrat8ves. The collaborat8on emphas8zes that each platform 
contr8butes un8quely to the overarch8ng narrat8ve, transform8ng the aud8ence from 
mere consumers 8nto carr8ers and reproducers of the cultural story. L8censed 
product8on, off8c8al partnersh8ps, and spec8al offers for followers 8llustrate how 
S8negastro funct8ons s8multaneously as an art8st8c and commerc8al med8a actor, 
h8ghl8ght8ng the 8ntertw8ned nature of cultural product8on and econom8c value 8n 
today’s med8a economy. Overall, s8negastro exempl8f8es how soc8al med8a 
content can be enr8ched through transmed8a strateg8es, merg8ng d8g8tal and 
phys8cal exper8ences, cultural representat8on, and part8c8patory engagement. By 
br8dg8ng c8nema and gastronomy, 8t constructs a narrat8ve un8verse that 8s 
s8multaneously aesthet8c, educat8onal, emot8onal, and commerc8al, reflect8ng the 
dynam8cs of cultural product8on 8n the d8g8tal age. 
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