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ABSTRACT 

 
Objective – Developments in communication technology and social media have enabled business to enter the digital 

world. This can come in the form of ‘vlogs’ or ‘video blogs’ designed by ‘vloggers’ or ‘video bloggers’ to present 

interesting content and concepts. Food vlogs provide detailed information or explanations about the food vloggers have 

tried and evaluated, in an interesting video format that shows how the seller prepares the food and serves it up, and how 

it is consumed. The completed video is uploaded to an online channel. Many Indonesian vloggers make use of YouTube 

to feature their culinary activities. Their vlogs have attracted a huge audience of people looking to enjoy the latest 

trends in cuisine. To research the determinants of intention to use food vlogger reviews in purchase decisions, the 

technology acceptance model (TAM) was used to investigate the post-adoption behaviour of Indonesian Millennials in 

relation to online food vlogger reviews. The existence of links among the perceived benefit of online food vlogger 

reviews, the usefulness of mobile apps and perceived enjoyment has not been a topic of research to date. 

Methodology/Technique – This research uses a purposive sampling technique to select 330 Millennials who have a 

YouTube application, subscribers to food vlogger channels, and had bought local street food at least once after seeing a 

food vlogger review. The data of this study employs a path analysis with SPSS 25.0 and Smart-PLS 3. 

Findings – The results indicate strong positive effects of the perceived benefit of online food vlogger reviews towards 

purchase intentions, mobile app usefulness and perceived enjoyment in descending order of effect. 

Novelty - Our study has several contributions, including adding insight into the process from before consumers make a 

purchase; when they find all the information about street food from YouTube; then their interest in buying is generated; 

and finally, they purchase the food and drinks they have chosen. They can also be reassured that, despite this all 

happening amidst the Covid-19 pandemic, they need not worry because the seller is adhering to the procedures 

established by the Government. 
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_______________________________________________________________________________________ 

1. Introduction  

The Covid-19 virus pandemic in Indonesia is having an impact not only on public health, but also on 

lifestyle, due to the public health policies that have been put in place to help people avoid falling victim to 

the virus.    
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The greatest impact has been on people’s social lives and the changes they have made in their lifestyles are 

affecting the economy. Now, with lockdowns and physical distancing policies, people are relying more on 

digital technology to meet their social and economic needs. Many people feel bored being limited to just 

doing activities at home, but with a smartphone they can still socialize through access to various social media 

outlets provided by this technology. These social media outlets can be used as marketing media, interactive 

media, learning media and entertainment media. The social media outlets that can be used without physical 

contact include YouTube, Instagram, Facebook, WhatsApp, and TikTok. 

The latest We Are Social Report (2020) states that there are 175.4 million internet users in Indonesia. With 

Indonesia's total population of 272.1 million, that means 64% access the internet. A study conducted by the 

Indonesian Internet Service Providers Association (2018) states that 40% of Indonesia's population are 

Millennials, born between 1981 and 1996, and aged 24 to 39 this year. This generation is the driving force of 

the digital economy. In Indonesia, YouTube users have reached 88% of Internet users (We Are Social, 2020), 

making YouTube the most popular social media platform in Indonesia (Katadata, 2020). The advantage of 

YouTube is that fellow users can contribute videos and can connect to Instagram through the YouTube app. 

Street food in Indonesia is growing rapidly as it attracts more curious customers. This popularity is 

because it represents Indonesian people’s love for and interest in the cultures from which the different kinds 

of cuisine originate. The many types of Indonesian food are representative of the diversity of cultures that 

make Indonesia a country that is rich in authentic and delicious food. If managed properly, street food has 

tourism potential, that will benefit the economy, because local street food is a part of Indonesian cultural life. 

A previous study by Zainal et. al. (2017) found that attitudes towards electronic word-of-mouth (eWOM) 

influence travelers' intentions and their decisions to follow the advice of experienced professionals in the 

tourism industry. Besides street food, the majority of Millennials spend the greatest portion of their income 

on buying food from restaurants (Nyheim et. al., 2015). Furthermore, according to Briliana (2018), it has 

been revealed that their main motivation for visiting restaurants is that they are looking for fine dining 

experiences. So it is imperative that restauranteurs understand their customers’ shopping expectations and 

behavior. 

Several previous studies have discussed eWOM (Briliana et. al., 2019) in the form of consumer reviews 

posted online. Sharing information or personal opinions in posts on social media has become a very powerful 

method of communication as a basis for other consumers to consider when deciding on product purchases 

(Jalilvand & Samiei, 2012; Briliana et. al., 2015; Mummumi et. al., 2019), hotel mobile apps (Seonjeong Lee, 

2018), cosmetic products on social media platforms (Liu et. al., 2019), and Millennial traveling without a 

travel agent’s assistance (Briliana et. al., 2019). eWOM is an opinion leader, i.e. people have the power to 

influence others’ decisions. In this study a food vlogger is an opinion leader, and the decision in question is 

the purchase of local street food. The information published by food vloggers can create confidence in the 

minds of consumers that what will be delivered is true. This impression is supported by the displays of 

images or videos of food and drink. In the current pandemic situation, the emphasis is also on the hygienic 

procedures mandated by the Government such as washing hands, wearing masks, checking temperatures and 

keeping appropriate physical distance. 

This paper aims to study the process from before consumers make a purchase, when they find all the 

information about street food from YouTube, then their interest in buying is generated, and finally they 

purchase the food and drinks they have chosen. They can also be reassured that, despite this all happening 

amidst the Covid-19 pandemic, they need not worry because the seller is adhering to the procedures 

established by the Government. The theories of perceived benefit, usefulness, and enjoyment, and attitude 

can be integrated into one framework to predict the intention to use food vlogger reviews on mobile 

applications, because each theory has already been used as a predictor of behavior. However, the significance 

of vlogs as a marketing tool and an understanding of the marketing results related to vlogging needs further 

investigation. 
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2. Literature Review  

The cooperation model, the best-known attribution theory, was developed by Kelley (1967). The 

attribution process relates beliefs to a process of perception, and that attributes can be applied to people 

(dispositional) or the environment (situational). As an example, Millennials like watching certain YouTube 

shows, so there are 2 possibilities. The first possibility is that they can state that the program is indeed fun 

(external attribution) and the second, they can state that they are indeed in a happy state, so they like the 

YouTube program (internal attribution). 

2.1 Mobile App Usefulness 

Recently, research by Briliana et. al. (2019) found that mobile app usefulness means that anytime and 

anywhere, it is an easy tool to find relevant information, for example, finding a restaurant location, menu 

variations, operating hours and prices, in addition to information for booking hotel rooms, and learning about 

destinations when Millennials are planning a trip. Ho (2012) found that when individuals experience new or 

enjoyable and useful experiences while using mobile apps, they are motivated to use them again. For 

example, a mobile application showing YouTube and Instagram channels, with reviews from food vloggers 

in the description section, is often written as a restaurant or a street food location link to the Google map 

application to make it easier for people to find other locations as well. The site will also be supported by links 

that connect to food delivery services. This further facilitates and provides experience in using technology to 

find information additional to the original search. Millennials usually do not automatically use branded 

application activities because they are in Google Play, meaning they only engage with an application when 

they really want to use it (Bellman et. al., 2011; Briliana et. al., 2019). For instance, most Millennials 

download mobile applications such as Google Maps, transportation, hotel reservation applications and ticket 

purchase applications when they plan to travel independently. 

2.2 Perceived Enjoyment 

Perceived enjoyment refers to when consumers feel happy when they access certain sites. The more 

consumers experience pleasure when shopping online on a particular site, the more likely they are to make 

purchases on that site. It has become Millennials’ habit to focus on social media (e.g. YouTube and 

Instagram) just for fun or seeking support for their decisions through eWOM (Briliana et. al., 2019). 

Millennials like to see and discuss interesting stories that emerge from the comments. They think watching 

an exchange of information is funny and it confirms their identity as experienced consumers who love to 

share positive experiences with others who have the same interests; that is, they enjoy eating. A previous 

study by Zainal et. al. (2017) found that attitudes toward eWOM influenced travelers' intentions to follow the 

advice of experienced professionals in the tourism industry. Viewers with stronger motives (conceptualized 

as perceived enjoyment felt by watching vlogger presentations) tend to pay more attention to videos with the 

same content, which makes them feel connected with the vloggers and other viewers (Liu et. al., 2019). 

2.3 Perceived Benefit of Online Food Vlogger Reviews 

Research recently conducted by Mumumi et. al., (2019) states that consumers feel the need to seek 

information from social media that discusses a product and, as much as possible, they consult with online 

product reviews before making a purchase decision, in order to reduce worry about product quality. Caruana 

and Ewing (2010) found that online businesses generally offer low search costs, so online businesses also 

need to offer competitive prices. The digital impact allows consumers to easily consider prices and compare 

the benefits offered. The availability of online information displayed on YouTube, such as food vlogger 

reviews or recommendations, makes them easily accessible. This enables potential customers to use the 
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internet to compare the features and prices of the products and services offered before making a purchase 

decision. Larivière et. al. (2013) reveal that mobile applications can be instrumental, experiential, related to 

identity and social. 

2.4 Attitude Toward Online Food Vlogger Reviews 

A tendency is emerging for consumers to be more dependent on and pay greater respect to the opinions 

expressed in online product reviews, in comparison to other sources of information (e.g. friends or relatives). 

This is because online reviewers are considered to be more experienced and experts in this field, shaping 

consumer attitudes towards certain media (Mumumi et. al., 2019). Basically, tourists seek advice and 

recommendations from online social networks when planning their trip because the opinions of more trusted 

friends are shared through social media (Oliveira et. al., 2020). Past empirical studies have also found 

discussions on social media among consumers who have the same interests in an activity, reading content, 

sharing knowledge and experiences in considering purchasing decisions. They place more trust in the reviews 

(e.g. photos and videos) of people who have tried a product and evaluated it (Munar & Jacobsen, 2014; 

Briliana, 2018). 

2.5 Intention to Use Food Vlogger Reviews for Purchase Decisions 

Research by Kusumasondjaja and Tjiptono (2019) found there are circumstances that encourage 

consumers to seek information on Instagram; they understand it and are ultimately interested in buying the 

products advertised on that app. When consumers see YouTube shows, they look for information about 

vlogger reviews of the food and drinks offered as street food including menu variations and 

recommendations, prices, how to consume the food, hours of operation, and the atmosphere. Food vloggers 

start by showing how the food is cooked and served, accompanied by spontaneous interviews between the 

food vloggers and the sellers or chefs. In the phase where the food vlogger is actually eating the food, sharing 

the experience of consuming vicariously becomes most important for inspiring purchasing decisions. If the 

social media sites present interesting content and positive messages, viewers feel a sense of connection to and 

trust in the people who are posting the messages (Yuan et. al., 2016; Liu et. al., 2018), thereby increasing the 

intimacy felt by the audience with the vloggers. This can lead to some viewers developing increased 

attachment or even dependence on the vlogs, so that they become fans who watch the postings regularly and 

even subscribe. 

3. Research Methodology 

The purpose of this study is to determine the factors that influence the intention to use food vlogger 

reviews by Millennials. The sampling technique used was a non-probability sampling technique which is 

judgment sampling. The data analysis method used was SEM (Structural Equation Model) based on PLS 

(Partial Least Square). Partial least square (PLS) regression analysis was selected because all paths can be 

assessed simultaneously for model prediction (Jr, Hult, Ringle, & Sarstedt, 2016). The SmartPLS 3.0 

software package was used to assess the model in 2 stages, fulfilling the criteria suggested by Anderson and 

Gerbing (1988) and Briliana and Mursito (2017). 

Mobile app usefulness, perceived enjoyment and perceived benefit, were proposed as antecedents of 

attitude toward online food vlogger reviews in the first stage of the model, covering H1, H2 and H3. The 

second stage of the model was used to study how attitude influences online food vlogger reviews in the 

proposed Intention to use them for purchase decisions, covering H4. The figure below illustrates the 

conceptual framework on which this research is based. 
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H1. The greater the mobile app usefulness, the stronger the attitude towards online food vlogger reviews. 

H2. The greater the perceived enjoyment, the stronger the attitude towards online food vlogger reviews.  

H3. The greater the perceived benefit, the stronger the attitude towards online food vlogger reviews. 

H4. The greater the attitude toward online food vlogger reviews, the stronger the intention to use food  

       vlogger reviews for purchase decisions. 

 

Primary research was conducted through online surveys, which was appropriate considering the vlogging 

context. Filtering questions were asked to ascertain that the participating Millennials had previously seen 

food vlogs and met other pre-set criteria. These criteria were: Millennials who have a YouTube application, 

subscribers to food vlogger channels, and had bought local street food at least once after seeing a food 

vlogger review. The participants viewed a selected video that reviewed local street food on YouTube. After 

watching the video, they filled out the questionnaire. A total of 330 questionnaires were completed. 

4. Results 

The sample profile results indicate that the highest percentage of respondents (68.8%) are male, aged 21 to 

24 years old, with approximately 48.5% being students. Most (89.4%) admitted that they routinely viewed 

YouTube food vlogs and also posted comments about their experiences on social media, in particular on 

YouTube and Instagram (95.5%). 

Table 1. Measurement Model Indicators 

  Loading CR AVE 

Attitude toward online food vlogger reviews – adapted from Mumuni et. al. (2019)     

ATO1 In making the decision to buy the food and beverages, food 

vlogger reviews are very helpful. 

0.750 0.897 0.637 

ATO2 I am confident in buying food and drinks because of online food 

vlogger reviews 

0.833   

ATO3 Online food vlogger reviews are informative. 0.849   

ATO4 To discover good things about food and beverages come from 

Online food vlogger reviews is a great way. 

0.751   

ATO5 To discover bad things about food and beverages come from 

Online food vlogger reviews is a great way. 

0.801   

Perceived enjoyment – adapted from Briliana & Prasetio. (2018); Liu et. al. (2019)      

PEY1 I watch food vlogs to fill my free time. 0.750 0.912 0.564 

Stage 2 

Stage 1 

Mobile apps 

usefulness 

 

Perceived 

enjoyment 

Perceived benefit of 

online food vlogger 

reviews 

 

Attitude toward 

online  

food vlogger reviews 

 

Intention to use food 

vlogger reviews for 

Purchase decision 

 

H1 

H2 

H3 

H4 

 

Figure 1. Conceptual Framework 
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PEY2 I watch food vlogs because they are entertaining. 0.747   

PEY3 When I'm bored, I often spend time watching food vlogs 0.773   

PEY4 I watch vlogs because they are relaxing 0.761   

PEY5 I watch food vlogs because they are cool to watch. 0.774   

PEY6 I am excited when I watch food vlogs. 0.755   

PEY7 I have fun when I watch food vlogs. 0.749   

PEY8 I watch food vlogs in order to communicate with others. 0.695   

Mobile app usefulness (MAU) - adapted from Briliana et. al., ( 2016)     

MAU1 Using the mobile app can complete tasks faster 0.790 0.869 0.689 

MAU2 Using the mobile app can complete tasks easier 0.847   

MAU3 Overall, the ___ mobile app is useful. 0.853   

Perceived benefit of online food vlogger reviews – adapted from Mumuni et. al., (2019)     

PBO1 I can find information about food and beverage products that I 

will buy 

0.759 0.885 0.608 

PBO2 I got positive information about the food and drink that I will buy 0.819   

PBO3 I got negative information about the food and drink that I will buy 0.853   

PBO4 To avoid a bad purchase 0.829   

PBO5 To make sure I make a good purchase choice 0.617   

Intention to use food vlogger reviews for purchase decision – adapted from Kusumasondjaja and 

Tjiptono (2019) 

    

ITS1 After viewing the food vlogger review, I became interested in 

making a purchase. 

0.836 0.876 0.587 

ITS2 After viewing the food vlogger review, I am willing to purchase 

the food and beverages being advertised. 

0.747   

ITS3 After viewing the food vlogger review, I would consider 

purchasing the advertised food and beverages. 

0.759   

ITS4 After viewing the food vlogger review, I will probably purchase 

the food and beverages being advertised. 

0.763   

ITS5 After viewing the food vlogger review, it is very likely that I will 

buy the food and beverages being advertised. 

0.720   

 

Table 2. PLS Results of Discriminant Validity Measures 

 

 ATO ITS MAU PBO PEY 

ATO 0.798     

ITS 0.794 0.766    

MAU 0.771 0.768 0.830   

PBO 0.911 0.857 0.773 0.780  

PEY 0.821 0.851 0.773 0.834 0.751 

 

 

Table 3. Hypotheses Testing Results 
 

  Path  Beta Standard error t value P value Supported 

H1 ATO  ITS 0,794 0,023 35,023 0,000 Yes 

H2 MAU  ATO 0,118 0,045  2,626 0,009 Yes 

H3 PBO  ATO 0,693 0,054 12,773 0,000 Yes 

H4 PEY  ATO 0,151 0,053  2,855 0,004 Yes 
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5. Discussion 

Overall, consumer attitudes and purchase intentions arise from the influence of expert endorsers (Limbu 

et. al., 2012). The impact of online food vlogger reviews (e.g. YouTube and Instagram) on the food and 

beverage industry can be seen from 2 dimensions, namely before and after consumption. Before Millennials 

try a new culinary experience, they look for information and recommendations about food that suits their 

tastes (Briliana et. al., 2019). After consumption, they evaluate the experience and how well it measured up 

to the review/s that inspired them to try the food. They in turn become food critics, sharing their culinary 

experience in the same social media to confirm or dispute the opinions of the food vloggers or their friends. 

People have different preferences so they look for the experience of consuming authentic flavors to satisfy 

their tastes. Images of restaurant facilities or street food environments that give the impression of an 

atmosphere that is unique, attractive and comfortable are captured and posted on Instagram or YouTube 

channels. Comments can also be read and responded to on these channels. 

Vlogging is attracting an increasingly large population of viewers (Freeman & Chapman, 2007; Ferchaud 

et. al., 2018). Marketers must understand the characteristics of vloggers and viewers so they can predict 

changes in lifestyle and tastes, in order to potentially create value and memorable experiences for consumers. 

The increasing number of Millennials who are social media and YouTube users, and who are subscribers 

to food vlog accounts, can influence consumer buying interest in the food products offered. Millennials are 

the keenest consumers of experiences compared to previous generations (Briliana, 2019). For this generation, 

brand is not the main factor when choosing a product or service, but the rating, recommendations and 

perceived benefits offered are a greater influence. 

 

 

 

 

Figure 2. Conceptual Framework 
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6. Conclusion 

Social media has changed the space for communication, expression and self-actualization. Many benefits 

are obtained from using social media, such as friendship networks, branding, and providing business 

potential as an endorser. The ways information is conveyed have changed from much simpler media to social 

media, which have advantages in that they can be accessed easily, and have seemingly unlimited resources in 

the sense that everyone can be a resource. The rapid development of social media is connecting consumers 

who have the same interests as one another in online communities. As a result, marketers, in this case 

restaurant entrepreneurs could lose control of the brand (Wu & Lin, 2017). Technological developments 

provide business opportunities in digital media and food vloggers are taking advantage of these opportunities 

to present interesting content. YouTube provides a useful digital platform that enables Indonesian vloggers to 

present their culinary interests and activities in attractive and informative ways. It is therefore understandable 

that the public is turning to them as a reference for discovering delicious and trendy cuisine. To succeed, 

start-up and application managers must develop business strategies by understanding the characteristics of 

the millennial generation of users. 

There are limitations to this study that future research could expand on. This research focuses only on 

examining the appeal of food vlogs, reviewing the experiences of consuming local street food in Indonesia, 

and discussing how vloggers influence viewers to try new culinary experiences and then act as food 

reviewers themselves.  
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