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Abstract

The diverse possibilities of online avenues and travel experiences have generally led to the fear of Missing
Out (FOMO) sentiment. The FOMO encourages people to spend as much time online as possible searching
for exploration opportunities. In contraposition to FOMO, a new movement has recently appeared: the
Joy of Missing Out (JOMO) refers to the escape from technology. Applying this concept to tourism, JOMO
advocates a ‘slow’ and ‘digital-free’ environment. This research looks at food tourism as a crucial example
of JOMO that looks at outlying regions from a regenerative tourism point of view. Food tourism is explored
through an approach of mussels. Drawing on autoethnography, results show that JOMO is associated with
activities that provide “intellectual memories” based on feelings of personal fulfilment. Visitor
backgrounds and the accumulation of memorable experiences are the factors that motivate JOMO
practices that spread community development in rural tourism.
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1 Introduction and context

The wide accessibility of technology and the expansion of the connectivity
opportunities derived from social media have led to the Fear of Missing Out (FOMO)
trend (Przybylski et al., 2019), which appears as a desire to always stay connected.
Whereas FOMO refers to the fear of missing what others have done or visited and



commented upon, the Joy of Missing Out (JOMO) approach appeared as a “digital diet”
(Gutiérrez, 2015). This trend promotes the disconnection of technology. Applied to
tourism, this refers to visits to peripheral areas and to perform activities that contribute
to visit, and by extension, life satisfaction (Friman et al., 2017) which equips with the
recent notion of regenerative tourism (Hussain, 2021). This research note aims at
analysing food tourism as an example of JOMO deviating from the case of mussels as a
natural resource and a source of visitor experiences.

As part of the (over)use of technology that people are confronted with today, there
are two types of reactions, as indicated by Gutiérrez (2015), which are FOMO and JOMO.
FOMO is the fear of missing out on something (Hetz et al., 2015) - is the fear that people
experience things that you want to experience (JWT, 2012). The FOMO concept is
adopted as a marketing call to action, specifically targeting youth (Hodkinson, 2019),
who are more dependent on FOMOQ's performance (Gutiérrez, 2015).

Gutiérrez (2015) points out that, in particular, FOMO is even more pertinent when
travelling. It refers to the need to see every single spot and comment about it on social
media, and it does not only affect the trip itself but also the pre and post stages of the
tourism experience. In this way, tourism businesses must be able to offer practices and
experiences that can be easily shared through social media (SKIFT, 2014). On the other
hand, JOMO appeared to be the joy of missing something. According to Putra (2019),
JOMO is a travel trend that aims to disconnect from the “virtual life” and relies on a type
of journey focused on a motivation to relax and escape from everyday routines (Li et al.,
2018). Today, JOMO is the successor to FOMO (Edelman, 2018). The overuse of
technology in everyday life drives people to a strong need to break up with technology
(Putra, 2019).

In this sense, JOMOQ'’s philosophy is readily applicable to destinations that are not
overcrowded (Edelman, 2018; Putra, 2019). These phenomena occur primarily in
peripheral areas (Fusté-Forné, 2019), for instance in marine and rural environments.
JOMO functions best as a short-term disconnect (Aranda & Baig, 2018), especially in
slow tourism (Fusté-Forné & Jamal, 2020). This study adds texture to this conversation
by analysing the case of mussels from a tourist perspective that seeks
a unique experience (see Urry, 1990). Both theoretical and practical implications are
outlined.

2 Methodology

This research note presents a new and opportune approach to the study of food
tourism. The paper focused on a qualitative methodology from a non-participating
observation study (Somekh & Lewin, 2005). Drawing on published research and a visual
autoethnography, the researchers relied on the understanding of mussels as a food-
based tourist attraction that runs to a “transformative” experience. Scarles (2010)
defines visual autoethnography “as a fusion of observation and first-hand experience”
(p. 909) which is also used in previous food research (see Fusté-Forné, 2020).



3 Results of data analysis and discussion

3.1 Food in tourism systems

Since the first analysis of the interactions between food and tourism carried by
Belisle (1983), there has been an impressive amount of food tourism-based research
where food tourism was traditionally defined as the journey to a place to visit food
producers, festivals, restaurants and other food-based attractions (Hall & Sharples,
2003) to discover another culture through food (Long, 2004).

Food products define the culinary tradition of a place and they are used in many
experiences from a tourism perspective. According to Ellis et al. (2018), the food
experience value relies on the co-created relationships between food and place and, in
this framework, food tourism is a representation of a place, its history and its people -
for example pizza and Italy.

Destinations must offer food-based tourism practices as part of visitor experiences
that lead visitors to discover local foodscapes that communicate “the processes,
contexts, and meanings associated with the production, harvesting, processing, cooking,
serving, and consumption of food” (Knollenberg et al., 2020, p.2). As a consequence, the
role of gastronomy in destination management and marketing strengthens the
protection and promotion of local food-based heritage. Food is an example of the local
sense of place consumed by tourists (Tikkanen, 2007). Food does not only emerge as a
meaningful landmark for many destinations (Fusté-Forné, 2020) but also as a crucial
reason to travel (McKercher, 2020).

According to Cohen and Avieli (2004), authentic ingredients are markers of
authenticity. In this paper, mussels are the raw product that illustrates this
understanding of food and tourism relationships in peripheries. Tourism experiences
that build on mussels are presented in line with recent research which explored the
relationships between food and tourism through the case of mussels. From the visual
autoethnography work, results reveal the attributes that evoke memorable gastronomic
experiences and spread memory-triggering moments (Williams, Yuan & Williams Jr,
2019) as identified in previous research.

3.2 The role of mussels in food tourism experiences

Hjalager, Johansen, and Rasmussen (2015) previously reported that ‘mussels are
Danish terroir’, and this research note expands this understanding of wild foods and
mussels as terroir elsewhere (see also Fusté-Forné, 2019). Destinations all over the
world are marketed through food and eating. Mussels are an example. Lund (2015)
reveals that mussels “nourish, give pleasure, and, most importantly, connect bodies,
activities, and places” (p.21).



Figure 1: Wild mussels in columns (a) and rocks (b) in the Banks Peninsula, New Zealand (own
source).

Figure 2: Mussels in Spanish municipal markets of Costa Brava (a) and Costa Daurada (b),
Catalonia, Spain (own source).

Figure 3: Plates of mussels in restaurants of coastal destinations in (a) Barcelona, Catalonia,
Spain and (b) Picton, New Zealand (own source).

Mussels are part of the natural landscapes of territories, such as happens with the
case of New Zealand seascapes (Figure 1) which showcase the role of mussels as wild
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foods. In addition, mussels are an iconic product in coastal destinations in countries such
as Spain, where they are available as part of the offer of municipal markets (Figure 2).
Later, mussels are also integrated into the offer of restaurant menus (Figure 3) where
they emerge as a must-eat food. In this sense, Lund (2015) reports that mussels
stimulate the senses and in particular a platter of mussels “accentuates the intimacy and
sensual pleasures that eating involves” (p.27).

This citation illustrates the role of mussels in the co-creation of memorable food-
based experiences which rely on the attributes of authenticity and sociability, and as a
source of slow emotions - for example, the use of both hands while you eat mussels. In
addition, mussels represent an opportunity for marketing purposes, as revealed by
Blichfeldta and Halkiera (2014) concerning the branding of Lggstgr as “The Town of
Mussels” where stakeholders share a common narrative - a story which relies on the
process of awarding leisure and tourism value to mussels. These authors also affirm that
mussel-based food festivals do not only represent events that make rural areas visible
but also reinforce “the equity of the Lggstgr brand” (p.1597) which require strong
cooperation between private and public stakeholders.

Culinary heritage contributes to the development of both the identity and the image
of a region (Kim & lwashita, 2016). Previous publications confirm that “ethnic pride,
national patriotism, familial and regional patrimony, agricultural traditions, and many
other markers of identity are safeguarded in part at least by the preservation of
gastronomical traditions” (Timothy & Ron, 2013, p.99). Thus, food products (Fusté-
Forné, Medina & Mundet, 2020) and food traditions (Yankelevich, 2010) communicate
a regional character. This can also be applied to mussels, which emerge as an identity
product for several destinations over the world and promote a connection between
products, people and places which supports slow tourism as a source for community
development.

3.3 Mussels-based food tourism as a source of JOMO

As previously described, JOMO is related to bodily functions that can provide
“intellectual souvenirs” which may drive a feeling of self-fulfilment (Thurnell-Read,
2017) which in turn derives from travel satisfaction and life satisfaction (Friman et al.,
2017). It also contributes to memorable culinary experiences (Williams, Yuan & Williams
Jr, 2019), as with the role of mussels in tourism, and enhances the overall well-being of
local communities.

Previous studies (Li et al., 2018; McKercher, 2016; Norton, 2018) have exemplified
some products and activities that fit with this travel trend, “far from technology”, such
as leisure activities, the discovery of nature, retreat and wellness, which do not only
include nature but also cultural experiences. Although this manuscript has applied this
concept to tourism of particular interest such as food tourism, further research needs
to widen the theoretical and practical implications.



As Putra (2019) indicates, JOMO as a tourism experience is also a lifestyle choice
that involves enjoying travel with a disconnect from technology. In addition, effective
JOMO needs to be utilized as a complete lifestyle, that is, as a long-term disconnection
(Aranda & Baig, 2018) which also matches with recent calls for regenerative tourism
(Cave & Dredge, 2020; Hussain, 2021) as a source of positive social change.

Food provides a sustainable relationship between the primary sector and tourism
(Hermans, 1981; Telfer & Wall, 1996). For instance, “‘traditional dishes’ may not often
be consumed by tourists due to the lack of knowledge, resilience to trying something
new and general lack of such dishes in the usual gastronomic offer of restaurants”
(Vukovi¢ & Terzié, 2020, p. 15). The importance of the study is based on generating
knowledge based on the links between mussels and tourism seen in the cultural domain
(i.e., markets) and natural landscapes (i.e., rocks), as well as in tourist services (i.e.,
restaurants). Increased cooperation between local producers and tourist services will
result in the creation of mussel-based activities and practices. Likewise, the co-creation
of authentic food and beverage tourism experiences (Okumus, 2020) will allow visitors
to look at the planet through a JOMO tourist gaze that informs the transformation of
food tourism futures.

4 Conclusion

This research note provides a fresh and timely approach to the study of food
tourism. Drawing on published research and a visual autoethnography, the researchers
studied the role of mussels as a source of “transformative” experience within the
context of food tourism. In this respect, results have developed the relationship
between the JOMO concept and the case of mussels to promote the sustainability of
tourism systems. The regeneration of tourism depends on the manner in which “slow”
and “digital” activities and practices motivate responsible visitors and promote
individual and social well-being.

5 About the authors

Francesc Fusté-Forné, PhD, is a lecturer and researcher at the University of Girona,
Spain. He specialises in rural food tourism and communication and marketing. He
studied the food tourism phenomenon in different geographical contexts and at local,
regional and national levels. Francesc is particularly interested in analysing media’s role
in the social and cultural understanding of business and communities in the face of
changing, challenging and evolving global trends.

Asif Hussain, PhD, is the founding director of Sustainability and Resilience Institute
New Zealand. He specialises in tourism and infrastructure development, focusing on the
consequences of infrastructure development on sustainability and resilience. Asif is a
dedicated entrepreneur, social worker, philanthropist, and has developed innovative
solutions and facilitated numerous community projects that have led to life-changing



outcomes. He demonstrated history of working in the higher education industry,
sustainable development and resilience.

6 References

Aranda, J.H., & Baig, S. (2018, September). Toward JOMO: the joy of missing out and the
freedom of disconnecting. In Proceedings of the 20th International Conference on
Human-Computer Interaction with Mobile Devices and Services (p. 19). ACM.

Belisle, F. J. (1983). Tourism and food production in the Caribbean. Annals of Tourism Research,
10(4), 497-513.

Blichfeldt, B. S., & Halkier, H. (2014). Mussels, tourism and community development: a case
study of place branding through food festivals in rural North Jutland, Denmark.
European Planning Studies, 22(8), 1587-1603.

Cave, J., & Dredge, D. (2020). Regenerative tourism needs diverse economic practices. Tourism
Geographies, 22(3), 503-513.

Cohen, E., & Avieli, N. (2004). Food in tourism: Attraction and impediment. Annals of Tourism
Research, 31(4), 755-778.

Edelman. (2018). 8 Trends Shaping Travel. https://www.edelman.com/post/trends-shaping-
travel-tourism-2018

Ellis, A., Park, E., Kim, S., & Yeoman, |. (2018). What is food tourism?. Tourism Management, 68,
250-263.

Friman, M., Garling, T., Ettema, D., & Olsson, L. E. (2017). How does travel affect emotional well-
being and life satisfaction?. Transportation research part A: policy and practice, 106,
170-180.

Fusté Forné, F., Medina, F. X., & Mundet i Cerdan, L. (2020). La Proximidad de los Productos
Alimentarios: Turismo Gastronémico y Mercados de Abastos en la Costa Daurada
(Cataluiia, Espafia). Revista de Geografia Norte Grande, 76, 213-231.

Fusté-Forné, F. (2019). Seasonality in food tourism: wild foods in peripheral areas, Tourism
Geographies, ahead-of-print.

Fusté-Forné, F. (2020). Savouring place: cheese as a food tourism destination landmark. Journal
of Place Management and Development, 13(2), 177-194.

Fusté-Forné, F., & Jamal, T. (2020). Slow food tourism: an ethical microtrend for the
Anthropocene. Journal of Tourism Futures, 6(3), 227-232.

Gutiérrez Zotes, P. (2015). El consumidor ubicuo-comportamientos ¢écontrapuestos? que
afectan a su relacidn con los espacios digitales. Boletin de Estudios Econémicos, 70(215),
311-326.

Hall, C. M., & Sharples, L. (2003). The consumption of experiences or the experience of
consumption? An introduction to the tourism of taste. In C. M. Hall, L. Sharples, R.
Mitchell, N. Macionis, & B. Cambourne (Eds.), Food tourism around the world.
Development, management and markets (pp. 13—36). Oxford: Butterworth-Heinemann.

Hermans, D. (1981). The encounter of agriculture and tourism a Catalan case. Annals of Tourism
Research, 8(3), 462-479.

Hetz, P.R., Dawson, C.L., & Cullen, T.A. (2015). Social Media Use and the Fear of Missing Out
(FOMO) While Studying Abroad. Journal of Research on Technology in Education, 47(4),
259-272.

Hjalager, A. M., Johansen, P. H., & Rasmussen, B. (2015). Informing regional food innovation
through lead user experiments: The case of blue mussels. British Food Journal, 117(11),
2706-2723.



https://www.edelman.com/post/trends-shaping-travel-tourism-2018
https://www.edelman.com/post/trends-shaping-travel-tourism-2018

Hodkinson, C. (2019). ‘Fear of Missing Out’(FOMO) marketing appeals: A conceptual model.
Journal of Marketing Communications, 25(1), 65-88.

Hussain, A. (2021). A future of tourism industry: Conscious travel, destination recovery and
regenerative tourism. Journal of Sustainability and Resilience, 1, 1-10.

JWT (2012). Fear of Missing Out (FOMO).
http://www.jwtintelligence.com/trendletters2/#axzz3MCLSJzG3

Kim, S., & lwashita, C. (2016). Cooking identity and food tourism: The case of Japanese udon
noodles. Tourism Recreation Research, 41(1), 89-100.

Knollenberg, W., Duffy, L. N., Kline, C., & Kim, G. (2020). Creating competitive advantage for food
tourism destinations through food and beverage experiences. Tourism Planning and
Development, 1-19.

Li, J., Pearce, P.L.,, & Low, D. (2018). Media representation of digital-free tourism: A critical
discourse analysis. Tourism Management, 69, 317-329.

Long, L. M. (2004). Culinary tourism. University Press of Kentucky.

Lund, K. A. (2015). Magic mussels: Ingredients for improvising a tourism destination. Journal of
Gastronomy and Tourism, 1(1), 19-31.

McKercher, B. (2020). Cultural tourism market: a perspective paper. Tourism Review, 75(1), 126-
129.

McKercher, B. (pero no cuadra lany, al text un cop posa 2020 y un cop 2016). Towards a
taxonomy of tourism products. Tourism Management, 54, 196-208.

Norton, R. (2018). Want More Happiness, Time, Success? Use “JOMO” (The Joy of Missing Out).
https://medium.com/the-mission/want-more-happiness-time-success-use-jomo-the-
joy-of-missing-out-24319ea25dc9

Okumus, B. (2021). Food tourism research: a perspective article. Tourism Review, 76(1), 38-42.

Przybylski, A.K., Murayama, K., DeHaan, C.R., & Gladwell, V. (2013). Motivational, emotional,
and behavioral correlates of fear of missing out. Computers in Human Behavior, 29(4),
1841-1848.

Putra, F.K.K. (2019). Emerging Travel Trends: Joy of Missing Out (JOMO) Vs Iconic Landmarks.
Jurnal Pariwisata Terapan, 3(1), 28-41.

Scarles, C. (2010). Where words fail, visuals ignite: Opportunities for visual autoethnography in
tourism research. Annals of Tourism Research, 37(4), 905-926.

SKIFT (2014). The Rise of the Millennial Traveler - Skift Report, #9, 30-31.

Somekh, B., & Lewin, C. (Eds.). (2005). Research methods in the social sciences. Sage.

Telfer, D. J., & Wall, G. (1996). Linkages between tourism and food production. Annals of Tourism
Research, 23(3), 635-653.

Thurnell-Read, T. (2017). ‘What’s on your Bucket List?’: Tourism, identity and imperative
experiential discourse. Annals of Tourism Research, 67, 58-66.

Tikkanen, I. (2007). Maslow's hierarchy and food tourism in Finland: five cases. British Food
Journal, 109(9), 721-734.

Timothy, D. J., & Ron, A. S. (2013). Heritage cuisines, regional identity and sustainable tourism.
Sustainable culinary systems: Local foods, innovation, and tourism and hospitality, 275-
283.

Urry, J. (1990). The consumption' of tourism. Sociology, 24(1), 23-35.

Vukovi¢, A. J., & Terzi¢, A. (2020). Gastronomy and Regional Identity: Balkan versus National
Cuisine. In Gastronomy for Tourism Development. Emerald Publishing Limited.
Williams, H. A., Yuan, J., & Williams Jr, R. L. (2019). Attributes of memorable gastro-tourists’

experiences. Journal of Hospitality and Tourism Research, 43(3), 327-348.

Yankelevich, P. (2010). Alimentacién e identidad nacional. Desacatos, 34, 182-184.



http://www.jwtintelligence.com/trendletters2/#axzz3MCLSJzG3
https://medium.com/the-mission/want-more-happiness-time-success-use-jomo-the-joy-of-missing-out-24319ea25dc9
https://medium.com/the-mission/want-more-happiness-time-success-use-jomo-the-joy-of-missing-out-24319ea25dc9

