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Abstract 

The study aims to determine the impact of influencers promoting local food and beverages on 

individuals’ intention to taste local food. In this study, Instagram accounts were selected as the 

social media platform. The research data were obtained from Turkish Instagram users over the age 

of 18 by using an online survey and purposive sampling method, and usable data were obtained 

from 81 people. Of the participants, 56.8% stated that they follow Instagram accounts related to 

gastronomy, and 43.2% stated that they do not follow these social media accounts but look at the 

photos and videos of gastronomy accounts when they come across them. Because of the reliability 

analysis, the scale was found to have internal consistency reliability, and convergent validity. The 

analysis of the data revealed that the dimensions of experiencing appeal, and generating empathy 

have a positive impact on participations’ behavioral intentions to taste local food. As a result of 

the research, it should be considered that social media can be a tool in promoting local culinary 

culture. 

Keywords: EWOM, influencer, Instagram, local cuisines 

Introduction 

Social media involves interactive participation (Manning, 2014; Arica et al. 2023). According to 

Davis (2016), social media are interactive internet apps that enable users to create and share 

content. Power (2014) explains that social media uses mobile and web-based technologies to 

enable users to communicate, collaborate, share, and exchange content they have created. Social 

media platforms include various applications (Facebook, Instagram, etc.) (Davis, 2016; Arica et 

al. 2022).  

Today, the concept of social media has also led to the emergence of the concept of influencer. Gül 

Ünlü and Zeybek (2020) argue that social media influencers are accepted as important opinion 

leaders in digital environments because they are followed by a large user base. Consumers perceive 

influencers’ brand posts as more trustworthy, have more positive attitudes, feel a stronger social 

presence, and are more envious of the source than traditional celebrities’ brand posts, revealing 

that influencer marketing is an effective method and influencers are more effective in reaching 

social media users (Jin et al., 2019; Şener & Çobanoğlu, 2022). Tourists generally use Instagram 
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and Facebook as social media platforms for travel planning, and the first influencer categories they 

follow are lifestyle, travel, and fashion (Radulović, 2022). Influencers are a promotional tool that 

should be developed to increase destination image, and influencer marketing has a positive effect 

on social media users’ travel intentions (Upananda & Bandara, 2022). Marketers who use 

influencer marketing for a longer period have higher success rates and an effective method for 

advertising services in the travel and tourism sector can increase brand awareness by directing 

consumers (Deegan, 2021).  

Various studies have been conducted on Instagram applications, local food, and local cuisine and 

beverage establishments (Budak, 2021; Cahyono, 2023; Gon, 2021; Hamdani & Maulani, 2018; 

Kamaruddin et al., 2019; Yu & Sun, 2019). In addition, the impact of the Instagram platform on 

users’ perception, preference, or consumption intention of local food should be examined from 

various angles to contribute to the literature on this subject. This study aims to determine the effect 

of influencer’s posts on the Instagram platform promoting local food and beverages on users’ 

intention to taste local food. 

Literature Review 

Wang (2011) states that the concept of electronic word of mouth (eWOM) dates to Westbrook 

(1987). Westbrook (1987) argues that consumer word of mouth consists of informal post-purchase 

communications to other consumers about the use or feature of services and goods. Bronner and 

Hoog (2011) state that vacationers’ publishing information on the internet is also defined as 

eWOM. In the related literature, it is seen that the concept of eWOM affects perceived service 

quality (Roy et al., 2020), attitudes, and intentions (Amalia et al., 2019; Fakharyan et al., 2012; 

Zarrad & Debabi, 2015) in various ways. Luthfiyatillah et al. (2020) stated that Instagram and 

eWOM impact consumer purchase intention in restaurants. Agustine and Prasetyawati (2020) 

examined the effect of e-WOM created on Instagram on the corporate image of a catering company 

and found that a significant part of the company’s corporate image was affected by information 

quality and eWOM. 

There are studies examining Instagram’s effects on consumers’ preference for local food and local 

beverages. Hamdani and Maulani (2018), in their study on small and medium-sized local cuisine 

businesses in Indonesia, found that eWOM affects purchase intention. Kamaruddin et al. (2019) 

investigated the relationship between the communication skills of Instagram influencers and 

Instagram users purchase intention for local food in Malaysia and found a positive relationship 

between communication skills, attractiveness, and purchase intention. Yu and Sun (2019) 

conducted a content analysis of Instagram posts about Macau city and found that Taiwanese 

cuisine, local café food, and local snacks were the most popular culinary products. Analyzing local 

experiences shared by Instagram users, Gon (2021) states that local experiences shared on 

Instagram are travel-related and associated with outdoor activities and local people. Budak (2021), 

in their research on the role of Instagram in the marketing of gastronomy culture specific to 

Gaziantep, determined that social media plays an active role in providing information about 

Gaziantep cuisine. 

 

 

2

Journal of Mediterranean Tourism Research, Vol. 3, Iss. 1 [2023], Art. 2

https://digitalcommons.usf.edu/jometr/vol3/iss1/2
DOI: www.doi.org/10.5038/2770-7555.3.1.1022



Research Hypotheses 

Studies in the related literature show that emotional appeal on social media affects liking behaviors 

(Caglıyan et al., 2021; Zhao & Zhan, 2019) and message appeal affects brand communication 

effectiveness (Kusumasondjaja, 2018) in various ways. In addition to these, since Wang (2011) 

found that the experiencing appeal has a significant effect on the tasting intention of gastronomy 

blog readers, the following H1 hypothesis is written in this study to understand the effect of the 

experiencing appeal on Instagram followers’ intention to taste local food. 

 H1: Experiencing appeal provided by influencers’ posts on Instagram positively affects 

the intention to taste.  

According to Wang’s (2011) study, generating empathy dimension has a significant effect on the 

tasting intention of gastronomy blog readers. In addition, since it is said that there is a relationship 

between social media advertisements and empathy (Cağlıyan et al., 2021), the H2 hypothesis of 

the research is shown below.  

 H2: Generating empathy provided by influencers’ posts on Instagram positively affects 

the intention to taste. 

It is stated that social media can be used in the creation of destination images (Stepaniuk, 2015). 

From a similar perspective, Nowacki and Niezgoda (2020) state that the content created by 

travelers about a destination is an important tool in creating an image of the destination. Dina and 

Sabou (2012) found that the online environment was seen as a reliable source of information by 

respondents and that social media channels were used extensively to obtain information before 

planning a trip. Wang (2011) found that providing images affects the tasting intention of 

gastronomy blog readers. Considering that the dimension of image provision will affect Instagram 

followers’ intention to taste local cuisine, the H3 hypothesis of this research is written. 

 H3: Providing images by influencers’ posts on Instagram positively affects the intention 

to taste. 

Calıskan and Mencik (2015) state that the biggest difference between social media and 

newspapers, television, and other printed media is the simultaneous sharing of information. 

Kamiloglu and Yurttaş (2014) state that social media’s information production capacity is 

important for young people. In addition, Wang (2011) found that the presenting guides dimension 

has a significant effect on the tasting intention of gastronomy blog readers. In this study, the H4, 

and H5 hypotheses of the research are as follows. 

 H4: Delivering knowledge through influencers’ posts on Instagram positively affects the 

intention to taste. 

 H5: Presenting a guide by influencers’ posts on Instagram positively affects the intention 

to taste. 

It is seen that the e-WOM concept affects service quality (Roy et al., 2020), attitudes, and 

intentions (Amalia et al., 2019; Fakharyan et al., 2012; Luthfiyatillah et al., 2020; Zarrad & Debabi, 

2015), and corporate image (Agustine & Prasetyawati, 2020). In addition, since Wang (2011) 

concluded that social influence and cyber community influence have an impact on the tasting 

intention of gastronomy blog readers, hypotheses H6 and H7 are written as follows.  

 H6: The social influence provided by influencers’ posts on Instagram positively affects 

the intention to taste. 
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 H7: The cybercommunity effect provided by influencers’ posts on Instagram positively 

affects the intention to taste.  

Methodology 

Data were collected from the participants through a survey. In the introduction part of the survey, 

there is information such as the purpose of the study and how many minutes the questionnaire will 

take on average. In the first part of the questionnaire, 32 statements were included to understand 

the effect of Instagram accounts related to gastronomy (promoting food and beverages specific to 

cities and promoting local food and beverages) on users’ intention to taste local foods. The 

statements in this section of the questionnaire were taken from Wang’s (2011) study. The 

expression gastronomy blogs in the statements was replaced with the expression gastronomy-

related Instagram accounts. As a result of the pilot study, revisions were made to some statements.  

Findings 

In the study, Turkish Instagram users over the age of 18 were included in the sample using the 

purposive sampling method, and the number of respondents was 85. Since four participants were 

excluded because they selected the option that they did not follow accounts related to gastronomy 

(promoting food and beverages specific to cities, promoting local food and beverages), the total 

number of participants was 81. The demographic characteristics of the participants are in Table 1. 

It was determined that 56.8% (n = 44) of the participants followed Instagram accounts related to 

gastronomy and 43.2% (n = 35) of the participants did not follow accounts related to gastronomy 

but still looked at the photos and videos of these accounts when they came across them. Most of 

the participants are women and the age range of most of the participants is 26-39 years range. 

Table 1. Demographic Results 
Variable f % 

The following 

gastronomy-related 

accounts 

Yes 46 56,8 

I don’t follow, but when I come across photos and videos of gastronomy 

accounts, I look at them 

35 43,2 

Gender Female 

Male 

59 

22 

72,8 

27,2 

Age 18-25 years range 24 29,6 

26-39 years range 48 59,3 

40 years and older   6   7,4 

Since the skewness value of the statements in the scale was less than two and the kurtosis value 

was less than seven, it was accepted that the model met the assumption of multivariate normality 

(Table 2) (Tekin, 2017; Türk, 2009). To ensure convergent validity in the model, it is stated that 

the standardized factor loadings of the observed variables should be greater than .50 and 

statistically significant (Dogan & Yılmaz, 2017). Since the other observed variables in the model 

except P1 (.475) and CI4 (.397) are greater than .5. Since the combined reliability (CR) value of 

each construct in the model was greater than .7 (Dogan & Yılmaz, 2017), and the average variance 

explained (AVE) value for each construct was lower than the CR value, it was determined that the 

scale provided convergent validity (Sengül, 2020; Demir, 2022). 
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Table 2. Confirmatory Factor Analysis 
Latent Variable (Factor) Observed 

Variable 

Standardized 

Factor Loading 

p Skewness Kurtosis AVE CR a 

Experiencing Appeal (EA) EA1 .680 .000 -1.282 1.844 .542 .824 .807 
EA2 .849 .000 -.938 6.401 

EA3 .741 .000 -1.215 3.676 

EA4 .662 .000 -.767 .300 
Generating Empathy (GE) GE1 .840 .000 -1.410 2.788 .619 .863 .826 

GE2 .820 .000 -1.435 2.932 

GE3 .894 .000 -1.861 5.308 
GE4 .550  -.287 -.785 

Providing Image (PI) PI1 .475 .000 -.918 1.204 .465 .807 .791 

PI2 .657 .000 -.988 .775 
PI3 .821 .000 -1.138 1.665 

PI4 .767 .000 -.935 1.079 

PI5 .634  -.620 -.381 
Delivering Knowledge (DK) DK1 .677 .000 -1.836 4.787 .407 .728 .708 

DK2 .771 .000 -.851 .281 

DK3 .555 .000 -.316 -.675 
DK4 .517  -.548 -.446 

Presenting Guide (PG) PG1 .524 .000 -.641 -.111 .405 .727 .729 

PG2 .592 .000 -.545 -.620 
PG3 .614 .000 -1.130 1.040 

PG4 .788  -1.282 1.844 

Social Influence (SI) S1 .798 .000 -.515 -.759 .616 .865 .864 
S2 .711 .000 -.629 -.463 

S3 .818 .000 -.866 .249 
S4 .810 .000 -.692 -.356 

Cybercommunity Influence (CI) CI1 .784 .000 -.765 -.199 .445 .752 .828 

CI2 .745 .001 -.724 -.081 
CI3 .673 .001 -1.197 2.897 

CI4 .397  -1.308 2.354 

Behavioral Intention to Taste (BI) BI1 .788  -1.165 2.984 .599 .816 .792 
BI2 .865 .000 -.463 .686 

BI3 .656 .000 -.958 1.681 

Fit indices: x2 = 782.319; p = .000; degree of freedom = 436; x2/degree of freedom (CMIN) = 

1.794; RMSEA = .100; NFI = .594; GFI = .645; CFI = .758; SRMR = .1072. When the model fit 

values are examined, CMIN (2≤x2/sd ≤3) is at an acceptable level. However, RMSEA 

(.05≤RMSEA≤.08) and SRMR (.05 ≤ SRMR ≤ .10), GFI (0.90 ≤ GFI ≤ 0.95) CFI (.95 ≤ CFI ≤. 

97) and NFI (.90 ≤ NFI ≤ .95) (Capık, 2014; Demir, 2022; Dursun & Karagöz, 2010; Erkorkmaz 

et al., 2013) values were found to be below the acceptable level.  

Table 3. Effect on Behavioral Intention to Taste Local Food and Beverages 
Hypothesis Relationship Hypothesis   CR Sig Conclusion 

H1 EA–BI Positive 2.686 .007 Approved 

H2 GE–BI Positive 3.484 .000 Approved 

H3 PI–BI Positive  0.362 .718 Not approved 

H4 DK–BI Positive 1.013 .311 Not approved 

H5 PG–BI Positive -0.109 .913 Not approved 

H6 SI–BI Positive -2.659 .008 Not approved 

H7 CI–BI Positive 1.854 .064 Not approved 

Fit indices: x2 = 1039.981; p = .000; degree of freedom = 457; x2/degree of freedom (CMIN) = 

2.276; RMSEA = .126; NFI = .461; GFI = .540; CFI = .593; SRMR = .2843. Experiencing appeal 

and generating empathy dimensions have an impact on participants’ behavioral intention to taste 

local food. Hypotheses H1, and H2 are accepted (Table 3). As a result of the hypothesis testing, 
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model fit indices were found to be below acceptable values (Capık, 2014; Demir, 2022; Dursun & 

Karagöz, 2010; Erkorkmaz et al., 2013).  

Discussion and Conclusion 

This study aims to state the influence of social media influencers who promote local food and 

beverages on individuals’ intention to taste local food and beverages. In this study, more than half 

of the participants stated that they follow social media accounts related to gastronomy, whereas a 

significant portion of the participants stated that they do not follow these accounts but look at the 

photos and videos of gastronomy accounts when they come across them. 

The scale was found to have internal consistency, reliability, and convergent validity. However, 

the model fit indices of the scale were found to be low. Because of the path coefficient analysis, it 

was determined that the experiencing appeal represented by influencer posts affects individuals’ 

intention to taste local food. Mainolfi et al. (2022) found that perceived enjoyment has a significant 

effect on blog engagement, which positively affects both tasting and visiting intentions. Yeşilyurt 

and Arıca (2018) and Komalasari and Liliani (2021) conducted a study on purchase intentions 

toward a local food brand in Indonesia and found that celebrity attractiveness impresses attitudes 

toward the brand. Wang (2011) found that the dimension of experiencing appeal affects the 

intention of gastronomy blog readers to taste local food and beverages. Similarly, according to the 

results obtained in this study, it was found that a significant majority of the participants were 

influenced by the appeal shared by influencers about local food on Instagram. 

In this study, it was found that empathy with influencer posts is another important dimension of 

the intention to taste local food. This result is in line with the result of Wang’s (2011) study. 

Bozkurt (2021) argues that increasing empathy towards social media influencers will positively 

affect brand perception. Köprülü and Turhan (2023) state that empathy from the influencer 

characteristics affects consumers purchase behavior, loyalty behavior, and positive WOM 

behavior. When the statements in the generating empathy dimension of this study are examined, it 

can be said that the posts made by social media influencers about local food and beverages arouse 

the participants’ desire to taste local food, inspire them, and cause them to dream about it, and the 

participants think that they will experience the same feelings as the influencer after this experience. 

Limitations and Future Research 

One of the important limitations of this research is that the data was collected through a survey 

and, a small number of participants prevented in-depth interpretation of the results. In addition, 

confirmatory factor analysis and hypothesis testing revealed low model fit indices. To obtain in-

depth data on this issue, semi-structured and unstructured interviews with influencers and their 

followers who post about local cuisines can be conducted to obtain broader and more interpretable 

findings. However, according to the results obtained, it was understood that although individuals 

do not follow gastronomy accounts regularly, they look at the photos and videos of these accounts 

when they come across them. In this respect, these accounts should be considered as an important 

tool for the promotion of Turkiye’s local cuisine culture and the creation of an online gastronomy 

image.  
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