
Satı and Kazancoglu /  Journal of Gastronomy, Hospitality, and Travel. 3(2) – 2020 

 

 
ISSN: 2619-9548                                                                             Journal homepage: www.joghat.org, http://dergipark.gov.tr/joghat  

 

Journal of Gastronomy, Hospitality and Travel (JOGHAT) 

 

2020 – Volume: 3 Number: 2  
Page: 150-163 

Received: 28.05.2020   Revised: 07.10.2020  Accepted: 01.11.2020 

 

Research Article  

THE EFFECT OF FOOD INFLUENCERS ON CONSUMERS’ INTENTION TO PURCHASE FOOD 

PRODUCTS/SERVICES** 
 

Aypar Satı
*1

 (orcid.org/0000-0002-9549-196X)  

Ipek Kazancoglu
2
 (orcid.org/0000-0001-8251-5451) 

 
1Department of Gastronomy and Culinary Arts, School of Applied Management Sciences, Izmir University of Economics, Izmir, Turkey. 

2Department of Business Administration, Faculty of Economics and Administrative Sciences, Ege University, Izmir, Turkey.  

 

ABSTRACT 
 
Information related to food products/services conveyed by food influencers has the potential to affect consumers’ food purchasing 
behavior through mechanism of social influence. This study aimed to examine the effect of perceived usefulness of food influencers’ 
recommendation on the intention to purchase food products/services. The study also tested the effect of perceived usefulness of food 
influencers’ recommendation on consumers’ attitudes, and the mediating role of consumers' attitudes between perceived usefulness of 

food influencers’ recommendation and intention to purchase food products/services. The questionnaire was designed from previous 
studies consisting of perceived usefulness, consumers’ attitudes and purchase intention. Data were collected from 394 participants, 
responding the questionnaire Instagram influencers posted. Hypotheses were tested by explanatory factor and regression analysis. All 
hypotheses were supported. The study results provide important inferences to food brands/businesses in terms of brand collaborations 
with influencers. The results are also expected to contribute to the relevant literature investigating the effects of food influencers on 
consumers' purchase intention. 
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