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Abstract

The objective of this study was to determine the factors influencing young viewers in choosing
famous dishes on social networks. The objective of the study was to collect data on the life
experiences of young people in the country. Through a series of analysis; frequency and
descriptive analysis, useful information was obtained. Social media has had an impact on
increasing the popularity of food. The type of social media and the type of post are also
important factors in increasing the popularity of a food. The results of this study therefore
suggest that young viewers agree that YouTube has the greatest influence on the type of social
media used to increase the popularity of a dish, while viewing the dish selected by members
is the same as the type of post that affects the popularity of a dish. Besides improving
documentation, the results certainly have practical implications.
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Introduction

Social networks, i.e. advanced technologies such as websites and apps, are now becoming the
most widely used communication tools that allow users to create and share information or
participate in social networks. People all over the world use it to connect. According to Bulbul
and Dahyot (2017), social networks have become a privileged way for people to share their
experiences. Posting different types of experiences on social media such as photos, videos,
links, and text is also classed as obvious for spreading information to others. The popularity of
digital media where broadcasting revolves around all aspects of people's lives including food
and drink is becoming the focus of most people's viewing. A global study, including data from
22 countries, on the prevalence of food and beverage advertising on primetime television,
found that 23% of all advertisements were about food or beverages. drink (Kelly et al., 2019).
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Over the past decade, sharing online video content on YouTube and other social media
platforms such as Facebook and Instagram have become increasingly popular (Schouten,
2020). Therefore, the users of social networks like Facebook, YouTube and Instagram have
now used the same aesthetic photo and video sharing method to promote their food products
because people will think it is interesting. taste and get more people to see their content
Following others on online platforms has become a daily activity for millions of people around
the world (Lin, 2018). An example would be giving a sample of a food product to a social media
celebrity (social media influencer) to perform a paid review of the food in order to market the
product and attract attention. social media tracking.

These people are often referred to as "influencers" because of the persuasive impact their
opinions can have on their audience (Berryman & Kavka, 2017).

Influencers' exposure to food and drink cues contained in social media content has been
shown to influence viewers' instant brand choice and consumption (Coates et al., 20193, b).
These anticipated consumption effects mirror those previously observed for television and
internet advertising games (Boyland et al., 2016; Folkvord and van 't Riet, 2018) ; Russell et al.,
2018), it is clear that there is a need for tools that can effectively quantify the extent and
nature of digital marketing, including techniques such as product placement in media content.
user-generated society (WHO, 2019). Food advertisers have partnered with popular "social
influencers" to target their followers by promoting products or services (food) through media
platforms. online social media (Coates et al., 2019). According to Bandura's (1989) social
learning theory, humans derive perceptions and behaviors from their social agents through the
process of modeling, reinforcement, and social interaction.

Young people today spend a lot of time on social media platforms (Anderson, 2018), hence
the importance of better understanding the impact of online media behavior. Therefore, it is
suggested that online celebrities (i.e. wondering if they like the product, but simply following
the recommendations of influencers are relevant and want to buy the product). advertising,
following the Commercial Media Content Processing (PCMC) model (Buijizen et al., 2010) Even
so, apps and media influencers tend to generate skepticism in their viewers, especially the
younger generation for famous dishes, so highlighted material should be revealed.

Literature Review

Social Media Food Content in Malaysia context

According to the Digital Association Malaysia (2016), food and beverage sales have increased
as more startups and online entrepreneurs realize that social media platforms create
opportunities to grow their businesses. their. Mejova et al (2016) founded Instagram as a niche
forum for documenting and researching food, where food obsessions like desserts, savory and
healthy foods are explored. called #foodporn. Moreover, the difference in dining experience in
Malaysia, especially in Kuala Lumpur, has created a good image in the media for Malaysian
restaurants due to the number of customers who have visited many times (Leong et al., 2010).
After that, posting on Instagram became a practice to educate and raise awareness about food
products and services for followers, especially for users with high following numbers.

A study from the University of Washington (2017) described how users turned to posting
photos on Instagram to track food intake or hold followers accountable for meeting their
healthy eating goals. weight loss. Research confirms that supporting other Instagram followers
socially and emotionally by clicking the "Like" button on a visual helps them stay on track with
their goals. With this in mind, this preliminary study explores Instagram hashtags as a primary
source of SNS research to unite young Malaysians looking for new dining experiences. The
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study explores visual content narratives about Malaysian Instagram users, known as "social
media influencers" (SMI), to determine the meaning of posts about food experiences and their
influence on followers through the use of specific hashtags. Qualman (2014) argues that social
media users now trust peer recommendations more than search engines, and this
phenomenon is evident by the resonance of social media users with meaningful SMis. to the
consumer experience. use products, services, and social trends on their social media accounts,
especially when dining out and “drinking coffee” as a social experience.

Methodology

Sample and Population

A quantitative approach through a cross sectional study with a self-reported survey
guestionnaire is applied for information gathering. Based on the population, the unit of
analysis and sample are selected among the young generation aged between 18- 30 years old
as this age group is evidently prone towards social media food content. The data collection
setting was in Puncak Alam Selangor as this area has more youth since there are more than
one education institutional.

Research Instrument

The research tool for this study was built on the independent variable of this study which
included two variables, social media type like Facebook, YouTube and Instagram and post type
like text or image. The questionnaire was constructed using the scores of the Likert scale.
Where Part B: Social media types influence food popularity and Part C: Post types influence
food popularity based on research objectives and questions research. Dependent variable in
part D: Influence of social networks on popularity of dishes. To measure the level of agreement
expressed by respondents, the questions in Part B, Part C, and Part D. For Part A, the questions
are more related to the demographic background of the respondents. A five-point scale was
chosen with a range of 1 to 5, where 1 and 5 indicate strongly disagree and strongly agree,
respectively.

Procedure for Data Collection

As mentioned earlier, the respondents belonged to the younger generation between the ages
of 18 and 30. Respondents were identified through social media. They were then contacted
by phone to obtain permission and consent to be the study sample. About 231 respondents
had viewed food content on social media. They are informed that their participation is
voluntary, that any information provided is strictly confidential and that their names will not
be disclosed. Data is collected through social networks such as WhatsApp, Telegram and
Facebook. The data was then encrypted and imported using the Social Science Statistics
Package (SPSS).

Analysis and Results

Respondent Profiles

A total of two hundred and thirty-one (231) completed questionnaires were calculated
successfully. Of the 231 respondents who were collected, 15.6% (n = 36) were aged between
19 and 21 years, 57.6% (n = 133) in the 22 to 24 age group, 20.3% (n = 47) belonged to the 25-
27-year-old group and 6.5% (n = 15) belonged to the 28-30-year-old group. Based on this, it
shows that most of the age group of respondents who completed the distributed questionnaire
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were between 22 and 24 years old. The age group 28 to 30 became the youngest age group to
complete the distributed questionnaire.

Descriptive Statistics

Descriptive analysis is one of the methods used to meet research objectives. Descriptive
analysis is mainly used to describe the characteristics of the collected data and to check
whether all the variables in this study are normally distributed. Mean and standard deviation
are two components used to look at Likert scale variable and data related to social media type,
post type, and social media influence on reality. popular products. Likert scale data is used for
data analysis and it is used with interval procedures designed to determine the extent to which
subjects agree or disagree with a statement based on the scale. at five points (Sekaran, 2012).
There are at least five scales in the Likert scale data. This study has used five Likert scales to
measure the rating of the variable in three different sections, which include Section B (The
Type of Social Media Influences the Popularity of the Food), Section C (The Type of Post That
Influences the Popularity of the Food) as an independent variable and Section D (The Influence
of Social Media towards the Popularity of the Food) as dependent variable.

Table 1

The mean score of the type of social media that influence the popularity of the food
Item Mean Std.

Deviation

| have more than 1 social media account 457 0.886
Most time that | spend using the smartphone is on the social | 4.41 0.812
media
Instagram is useful in obtaining and sharing information about | 4.55 0.749
food.
Facebook is useful in obtaining and sharing information about | 4.49 0.864
food
Pinterest is useful in obtaining and sharing information about | 4.10 1.089
food
Twitter is useful in obtaining and sharing information about food | 4.35 0.900
Tumblr is useful in obtaining and sharing information about food | 3.81 1.264
YouTube is useful in obtaining and sharing information about | 4.62 0.699
food

This shows that social networks have a great influence on respondents when they regularly
use smartphones to surf social networks. Questions three through eight focus on the type of
social media primarily used to collect and share information about food. Respondents agreed
that YouTube is useful for gathering and sharing food information, while Tumblr was selected
as the least useful social

media for collecting and sharing food information in the United States. youth. tablets. YouTube
is one

of the most popular online video sites (Akram and Kumar, 2018). Since YouTube is one of the
most popular online video sites, users can share as many cooking videos as they want on the
site. YouTube also provides a large amount of information about food (Holmberg, 2017).
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Table 2

The mean score of the type of post which influence the popularity of the food.
Item Mean | Std.

Deviation

Visualization serves as alternatives to attract people attention | 4.70 0.537
towards the food post share.
Visualization is more useful in communicate with other rather than | 4.45 0.738
textual message and the use of symbols or emoji to express
reaction.

The number of the like on certain post influences the popularity of | 4.53 0.658
the food.

The review videos on the social media easily influence me totry that | 4.53 0.671
food.
Level of satisfaction will increase when purchase food in the | 4.55 0.643

physical store after obtaining knowledge and visual of the food from
the social media.

The video of the food share in social media will interest me more | 4.48 0.721
than the picture share in the social media.
The food posts in social media easily influence me to try and | 4.45 0.738

purchase the food.
| will scroll the social media post to find what the popular food to | 4.55 2.755
eat is.

The first question for this section is whether visualization serves as a substitute for drawing
people's attention to sharing food after eating. The average score is 4.70, indicating that
respondents strongly agree or strongly agree that the image helps to increase the popularity
of the dish. They also agree that visualization is more useful for communicating with others
than text, such as using icons, emojis, and text messages. Previous research results have also
shown that visualization is more useful in communicating messages to people (Holmberg et
al., 2016).
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Table 3

The mean score of the influence of social media towards the popularity of the food.
Item Mean | Std.

Deviation

| can easily obtain information about food in social media. 4.69 0.581
| can find information about food product anytime in social 4.58 0.605
media.
Social media give advantages and benefits in spreading 4.63 0.575
information about the food product.
Social media have both positive and negative influence 4.66 0.575
towards the popularity of food product.
| willing to travel in order to try the food product that is 4.32 0.964
popularin social media

The dependent variable outcome of this study is the impact of social media on food popularity.
The average score was 4.69 for the question of whether respondents can easily get food
information from social networks. Respondents strongly agree that they can use social media
to get information, especially about food. The positive effect of social media influence is that
good food reviews can increase sales and help build a company's reputation (Fathelrahman &
Basarir, 2018).

Discussion and Implication

According to Amarello et al (2018), most people will spend a lot of time on their social
networks. This shows that social networks have a strong influence on young people when they
often use smartphones to scroll through their social networks. Questions three through eight
focus on the type of social media primarily used to collect and share information about food.
Respondents agree that YouTube has been very helpful in collecting and sharing food
information. YouTube is hugely popular with audiences, and signs in the content uploaded by
YouTube video bloggers (influencers) have been shown to influence viewers' eating behavior.
However, little is known about how common these signals are, the context in which they
appear, and how often they appear in obvious marketing campaigns because YouTube is one
of the video-based online sites. most popular (Akram & Kumar, 2018).

Theresults indicated that the image helped increase the popularity of the dish. Therefore, most
young people scour social networks to see what is a popular dish to eat. Surely this has made
certain dishes more popular as people who have tried the popular dish will post and rate the
dish and upload it to social media. So, this method was able to increase the popularity of the
dish with the help of social networks. The flip side of social media's influence on food popularity
isthat when there's a bad review of a food, it inevitably affects the popularity of the food. For
example, there are a few people who give negative reviews about the drink of one of the
current hot milk tea shops like The Alley, which

will affect the purchase intention of the buyer. Recent research focuses on multi-level
approaches to explain the diversity and connectivity of the buyer-seller relationship
(Bengtsson & Raza-Ullah, 2016; Borg & Young, 2014). Some sellers don't really know how to
interact with their consumers, so consumers may also give negative feedback on how sellers
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interact with consumers. This will prevent others from buying groceries from this seller. Young
people often spend a lot of time surfing social networks to find information about food. As
they spend more time on social media, they spend less time interacting directly with others
(Nunan et al., 2018).

Conclusion

Building on the results of the analysis in the previous section, this study on the effects of social
media on food popularity shows a strong concordance between them in terms of social media
type and Impressive type. influence the popularity of food. Respondents agree that different
types of social media play different roles in increasing food popularity. The decision to use
popular social media to promote certain foods to people has allowed the food product to
become very popular. Food manufacturers must also carefully select the means of displaying
food messages to ensure that it reaches consumers. There are also many pros and cons to
using social media to increase the popularity of food.

Acknowledgment
This research was funded by the Ministry of Higher Education, Malaysia through Universiti
Teknologi MARA under VRGS grant: 600-TNCPI 5/3/DDF (FPHP) (007/2022).

References

Akram, W., & Kumar, R. (2017). A Study on Positive and Negative Effects of Social Media on
Society. International Journal of Computer Science and Engineering (open access), 5(10).

Bengtsson, M., & Raza-Ullah, T. (2016). A systematic review of research on coopetition:
Toward a multilevel understanding. Industrial Marketing Management, 57, 23-39.

Berryman, R., and Kavka, M. (2017). ‘1 guess a lot of people see me as a big sister or a friend’:
the role of intimacy in the celebrification of beauty vloggers. J. Gend. Stud. 26, 307-320.
doi: 10.1080/09589236.2017.1288611

Anderson, M., & lJiang, J. (2018). Teens, social media & technology 2018. Pew Research
Center, 31(2018), 1673-1689.Bandura, A. (1989). Human agency in social cognitive
theory. American Psychologist, 44(9), 1175-1184. https://doi.org/10.1037/0003-
066X.44.9.1175

Borg, S. W., & Young, L. (2014). Continuing the evolution of the selling process: A multi-level
perspective. Industrial Marketing Management, 43(4), 543-552.

Boyland, E. J., Harrold, J. A., Dovey, T. M., Allison, M., Dobson, S., Jacobs, M. C,, et al. (2013).
Food choice and overconsumption: effect of a premium sports celebrity endorser. J.
Pediatr. 163, 339—-343. doi: 10.1016/j.jpeds.2013.01.059

Buijzen, M., Van Reijmersdal, E. A., & Owen, L. H. (2010). Introducing the PCMC model: An
investigative framework for young people's processing of commercialized media
content. Communication Theory, 20(4), 427-450.

Bulbul, A., & Dahyot, R. (2017). Social media-based 3D visual popularity. Computers &
Graphics, 63, 28-36.

Coates, A. E., Hardman, C. A., Halford, J. C. G., Christiansen, P., and Boyland, E. J. (2019a). Social
media influencer marketing and children’s food intake: a randomized trial. Pediatrics
143:e20182554. doi: 10.1542/peds.2018-2554

Coates, A. E., Hardman, C. A,, Halford, J. C. G., Christiansen, P., and Boyland, E. J. (2019b). The
effect of influencer marketing of food and a “protective” advertising disclosure on
children’s food intake. Pediatr. Obes. 14:€12540. doi: 10.1111/ijpo.12540

572


https://orchid.uitm.edu.my/irmis/view/boundary/application/progress/borang_laporan_progress.php?file_no=Ju1F2j7QoYGQ2kbGh7VVtQ0iaj0sn1HGmUkGwq%2B0FQ/JqC6JFMh8x4DjVqN2raRe6InDM9Vr0G4S1Nl0gyfJmA%3D%3D
https://doi.org/10.1037/0003-066X.44.9.1175
https://doi.org/10.1037/0003-066X.44.9.1175

INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES

Vol. 13, No. 5, 2023, E-ISSN: 2222-6990 © 2023

Djafarova, E., & Rushworth, C. (2017). Exploring the credibility of online celebrities' Instagram
profiles in influencing the purchase decisions of young female users. Computers in
human behavior, 68, 1-7.

Fathelrahman, E., & Basarir, A. (2018). Use of Social Media to Enhance Consumers’ Options for
Food Quality in the United Arab Emirates (UAE). Urban Science, 2(3), 70.

Dominguez-Amarillo, S., Fernandez-Aguera, J., & Fernandez-Aguera, P. (2018). Teaching
innovation and the use of social networks in architecture: Learning building services
design for smart and energy efficient buildings.

Folkvord, F., and Van ‘t Riet, J. (2018). The persuasive effect of advergames promoting
unhealthy foods among children: a meta-analysis. Appetite 129, 245-251. doi:
10.1016/j.appet.2018.07.020

Fryar, C. D., Hughes, J. P., Herrick, K. A., & Ahluwalia, N. (2018). Fast food consumption among
adults in the United States, 2013-2016.Hyattsville, MD: National Center for Health
Statistics Data Brief;2018:1-9

Holmberg, C. (2018). Adolescents' food communication in social media. In Encyclopedia of
Information Science and Technology, Fourth Edition (pp. 6940-6949). |Gl Global.

Kipperman, B. S., & German, A. J. (2018). The responsibility of veterinarians to address
companion animal obesity. Animals, 8(9), 143.

Leong, L. Q., Ab Karim, M. S., Othman, M., Adzahan, M. N., & Ramachandran, S. (2010).
Relationships Between Malaysian Food Image, Tourist Satisfaction and Behavioural
Intention. World Applied Sciences Journal. (Special Issue of Tourism & Hospitality), 10,
pp.164-171.

Lin, H. C., Bruning, P. F., & Swarna, H. (2018). Using online opinion leaders to promote the
hedonic and utilitarian value of products and services. Business horizons, 61(3), 431-
442.

Malaysian Digital Association. (2016). 2016 Malaysia Digital Landscape. Retrieved April 25,
2017  from http://www.malaysiandigitalassociation.org.my/wp-
content/uploads/2016/08/Malaysia-Digital-Landscape-August2016.pdf

Mejova, Y., Abbar, S., & Haddadi, H. (2016). Fetishizing Food in Digital Age: #foodporn Around
the World. In Tenth International AAAI Conference on Web and Social Media, pp.250-
258.

Nunan, D., Sibai, O., Schivinski, B., & Christodoulides, G. (2018). Reflections on “social media:
Influencing customer satisfaction in B2B sales” and a research agenda. Industrial
Marketing Management, 75, 31-36.

Qualman, E. (2014). Socialnomics: How social media transforms the way we live and do
business. Retrieved from http://www.socialnomics.net/2010/05/05/social-
mediarevolution- 2-refresh/

Russell, S. J., Croker, H., and Viner, R. M. (2018). The effect of screen advertising on children’s
dietary intake: a systematic review and meta-analysis. Obes. Rev. 20, 554-568. doi:
10.1111/0br.12812

Sekaran, U., & Bougie, R. (2016). Research methods for business: A skill building approach. John
Wiley & Sons.

Schouten, A. P., Janssen, L., & Verspaget, M. (2020). Celebrity vs. Influencer endorsements in
advertising: the role of identification, credibility, and Product-Endorser fit. International
journal of advertising, 39(2), 258-281.

University of Washington. (2017). Food photos help Instagram users with healthy eating.
ScienceDaily. Retrieved August 17, 2017 from

573


http://www.malaysiandigitalassociation.org.my/wp-
http://www.socialnomics.net/2010/05/05/social-mediarevolution-
http://www.socialnomics.net/2010/05/05/social-mediarevolution-

INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES

Vol. 13, No. 5, 2023, E-ISSN: 2222-6990 © 2023

www.sciencedaily.com/releases/2017/04/170426130410.htm

WHO. (2019). Monitoring and Restricting Digital Marketing of Unhealthy Products to Children
and Adolescents. Available at: http://www.euro.who.int/ data/
assets/pdf_file/0008/396764/0Online-version_Digital-Mktg_March2019.pdf? ua=1
(accessed March 14, 2019).

574



