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Different authenticity between hosts and guests in ethnic restaurant

Taking Madam Gryul’ s milk tea house as an example

ZHANG Xingpei WU Tiehong
( History and Tourism Culture College Inner Mongolia University Hohhot Inner Mongolia 010070 China)

Abstract: Food culture is the representation about ‘place identity’ of destination. Based on field research
and interviews Nvivoll qualitative analysis software was used to analyze the text of online reviews and to
study the authentic experience of the ethnic food culture space between the hosts and the guests ( local resi—
dents and foreign tourists) under the influence of social factors. The results showed that firstly social factors
played an important role in the process of constructing a true experience of social groups; secondly differences
between local residents and foreign tourists in identity background social interaction and economic factors
would participate and infiltrate the spatial experience and further influenced and reshaped the construction of
spatial authenticity experience; and thirdly there were differences between the local residents and foreign
tourists in the contents of spatial authenticity experience highlighted in the experience background source
and psychology spatial entity perception spatial status and functional perception spatial value perception

subjective personality representation and emotional trends.

Key words: food culture; ethnic diet; cultural space; Madam Gryul’ s milk tea house; authenticity; experi—

ence difference



