
Vita, Briliana; Deitiana, Tita; Ruswidiono, Wasisto

Article

The online marketing of Indonesian street food in
Jakarta

Cogent Business & Management

Provided in Cooperation with:
Taylor & Francis Group

Suggested Citation: Vita, Briliana; Deitiana, Tita; Ruswidiono, Wasisto (2021) : The online
marketing of Indonesian street food in Jakarta, Cogent Business & Management, ISSN
2331-1975, Taylor & Francis, Abingdon, Vol. 8, Iss. 1, pp. 1-20,
https://doi.org/10.1080/23311975.2021.1996215

This Version is available at:
https://hdl.handle.net/10419/270289

Standard-Nutzungsbedingungen:

Die Dokumente auf EconStor dürfen zu eigenen wissenschaftlichen
Zwecken und zum Privatgebrauch gespeichert und kopiert werden.

Sie dürfen die Dokumente nicht für öffentliche oder kommerzielle
Zwecke vervielfältigen, öffentlich ausstellen, öffentlich zugänglich
machen, vertreiben oder anderweitig nutzen.

Sofern die Verfasser die Dokumente unter Open-Content-Lizenzen
(insbesondere CC-Lizenzen) zur Verfügung gestellt haben sollten,
gelten abweichend von diesen Nutzungsbedingungen die in der dort
genannten Lizenz gewährten Nutzungsrechte.

Terms of use:

Documents in EconStor may be saved and copied for your
personal and scholarly purposes.

You are not to copy documents for public or commercial
purposes, to exhibit the documents publicly, to make them
publicly available on the internet, or to distribute or otherwise
use the documents in public.

If the documents have been made available under an Open
Content Licence (especially Creative Commons Licences), you
may exercise further usage rights as specified in the indicated
licence.

  https://creativecommons.org/licenses/by/4.0/

https://www.econstor.eu/
https://www.zbw.eu/
http://www.zbw.eu/
https://doi.org/10.1080/23311975.2021.1996215%0A
https://hdl.handle.net/10419/270289
https://creativecommons.org/licenses/by/4.0/
https://www.econstor.eu/
https://www.leibniz-gemeinschaft.de/


Full Terms & Conditions of access and use can be found at
https://www.tandfonline.com/action/journalInformation?journalCode=oabm20

Cogent Business & Management

ISSN: (Print) (Online) Journal homepage: https://www.tandfonline.com/loi/oabm20

The online marketing of Indonesian street food in
Jakarta

Briliana Vita, Tita Deitiana & Wasisto Ruswidiono |

To cite this article: Briliana Vita, Tita Deitiana & Wasisto Ruswidiono | (2021) The online
marketing of Indonesian street food in Jakarta, Cogent Business & Management, 8:1, 1996215,
DOI: 10.1080/23311975.2021.1996215

To link to this article:  https://doi.org/10.1080/23311975.2021.1996215

© 2021 The Author(s). This open access
article is distributed under a Creative
Commons Attribution (CC-BY) 4.0 license.

Published online: 06 Nov 2021.

Submit your article to this journal 

Article views: 3994

View related articles 

View Crossmark data

Citing articles: 4 View citing articles 

https://www.tandfonline.com/action/journalInformation?journalCode=oabm20
https://www.tandfonline.com/loi/oabm20
https://www.tandfonline.com/action/showCitFormats?doi=10.1080/23311975.2021.1996215
https://doi.org/10.1080/23311975.2021.1996215
https://www.tandfonline.com/action/authorSubmission?journalCode=oabm20&show=instructions
https://www.tandfonline.com/action/authorSubmission?journalCode=oabm20&show=instructions
https://www.tandfonline.com/doi/mlt/10.1080/23311975.2021.1996215
https://www.tandfonline.com/doi/mlt/10.1080/23311975.2021.1996215
http://crossmark.crossref.org/dialog/?doi=10.1080/23311975.2021.1996215&domain=pdf&date_stamp=2021-11-06
http://crossmark.crossref.org/dialog/?doi=10.1080/23311975.2021.1996215&domain=pdf&date_stamp=2021-11-06
https://www.tandfonline.com/doi/citedby/10.1080/23311975.2021.1996215#tabModule
https://www.tandfonline.com/doi/citedby/10.1080/23311975.2021.1996215#tabModule


MARKETING | RESEARCH ARTICLE

The online marketing of Indonesian street food in 
Jakarta
Briliana Vita1*, Tita Deitiana1 and Wasisto Ruswidiono1

Abstract:  Vlogging has become one of the most common platforms in recent years 
for capturing and sharing personal thoughts, ideas and opinions related to events in 
daily life. Indonesia’s stalls and street food are one of the major groups in food 
service, mainly providing meals for low to middle income consumers. Due to pan-
demic, sales at these merchants have reduced significantly. Many street food sellers 
have had to temporarily close their business which mostly was their only family 
income. By consulting a food vlogger, consumers feel it is easier to choose food 
products and the value of these foods is increased. Therefore, there is a critical need 
to study Indonesian consumers’ purchasing behavior of Indonesian local street food 
influenced by vloggers. This study aims to review and analyses the purchasing 
behavior of Indonesian local street food consumers using the technology accep-
tance model (TAM), and to examine the effect of mobile app usefulness, authenti-
city, credibility, and Millennial attitudes towards online food vlogger reviews during 
the pandemic. The study used quantitative method to collect and analyses the data. 
Smart PLS 3.0 software has been utilized as a tool for analyzing the data. PLS 
facilitated the researchers’ ability to initiate the synchronous calculation of intricate 
interrelationships in associating multiple numbers of constructs and indicators that 
possess direct, indirect, or mediating relationships. PLS measures correlations 
among latent variables by outlining the parameters for the equations in the path 
model and merging prime component analysis. The results of the study showed that 
there are positive findings of the use of mobile devices while seeking information 
from online food vlogger reviews. In conclusion, the effectiveness of using mobile 
devices such as smartphones is due to the YouTube platform, especially food 
vlogger content. It can be a recommendation to fulfill the desire to experience 
authentic experiences, with the interaction between the food vloggers and their 
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audience in the comment column. Credibility affects the consumers’ values and 
attitudes towards the product being reviewed. The credibility characteristic of 
a source has long been believed to be able to influence a person’s behavior to 
increase the trustworthiness and accuracy of a message or information to be 
conveyed to a consumer, especially for food and beverage services that have not 
been tried before.

Subjects: Advertising; Marketing Research; Sales; Consumer Behaviour; Marketing 
Management  

Keywords: Authenticity; mobile app usefulness; credibility; attitude; food vlogger

1. Introduction
The combination of behaviors and uses of digital technology and devices are creating users reflexively 
when they switch to a device and act on their needs on a site or application. Generally, these actions 
are carried out to learn, do, find, lookout, or buy something. Because of a unanimous determination 
formed by the needs and preferences obtained from other users, consumer expectations will be 
higher, which is generally caused by company standards that seem to always be able to meet 
customer needs. In addition, smartphones are increasingly playing a role in influencing micro- 
moments. Easy access to a site encourages customers to act spontaneously. Therefore, the micro- 
moment is an aspect that must be taken advantage of by marketers engaged in mobile marketing.

According to an online news report by the Central Statistics Agency in 2020, there are 
196.7 million internet users in Indonesia. This number increased by 27.8 million (15%) from 
171.1 million users in 2018. The growth in the number of internet users was influenced by leaps 
in communication technology development and the onset of a pandemic that limited social 
mobility. These created a trend of automation and data exchange, especially for active internet 
users, who are mostly in the Millennial generation.

The consumption of food is related to public and individual health, the climate, social stability, 
the environment, and the economy (Reisch et al., 2013; Reynolds et al., 2015). Therefore, it has 
been a significant subject of many studies (Godfray et al., 2018; Mak et al., 2012; Notarnicola et al., 
2017; Sarkodie & Strezov, 2019). Furthermore, food intake habits are changing through shifting 
generations (Bumbac et al., 2020). Particularly, Millennials began increasingly preferring technol-
ogy-friendly goods and services (Shermon, 2017). Therefore, new marketing tactics are considering 
by the companies. For example, social media influencers and bloggers are increasingly becoming 
more relevant in influencing the buying intentions of particularly younger generations and becom-
ing more regarded as marketing tools (Chopra et al., 2020; Gordon, 2017). Moreover, there is an 
increase in demand and the need to increase the global production of food consumption, to 
improve the environment, and to ensure public health (Notarnicola et al., 2017).

Street cuisines frequently represent traditional indigenous cultures and come in an infinite 
variety. There is a great deal of variation in both the raw materials and the preparation of street 
food beverages, snacks, and meals (Alfiero et al., 2017). Vendors’ stalls are typically positioned 
outdoors or beneath an easily accessible area. They provide low-cost seating, and costs such as air 
conditioning systems are avoided (Gupta & Sajnani, 2019). Their success however is entirely 
dependent on their geographic position and word-of-mouth promotion. The street food vendors 
are often owned and run by low-income individuals or families; their commerce benefits the entire 
local economy. Vendors, source their fresh food locally, establishing direct connections between 
their businesses and small-scale farms and market gardens (Alfiero et al., 2017).

While big restaurants typically located indoors, make significant investments in seats, air con-
ditioning, and bright décor (Sagi, 2021). Almost all, marketing techniques are based on advertising, 
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sponsorship, and special offers designed to foster brand loyalty. Typically, owners enter into 
a franchise agreement with a transnational corporation that also controls raw materials, the 
menu, and the method of preparation. Profits created by foreign-controlled fast food businesses 
frequently might flow out of the country (Sagi, 2021).

Street food micro-industries are critical to many municipalities’ economic planning and devel-
opment. The importance of street food vendors to developing country economies such as 
Indonesia has been grossly underestimated and overlooked (Bricas, 2019). The importance of 
the street food industry has frequently been overlooked due to its classification as an informal 
sector. However, this phenomenon has persisted for a longer period of time and may be less 
transitory than previously predicted. In Indonesia, urban regions, the informal sector appears to be 
increasing faster than the formal sector. Due to the rapid growth of urban populations and growing 
awareness of the restricted employment opportunities produced by large-scale enterprises, plan-
ners are beginning to recognize the informal sector’s relevance (Alfiero et al., 2017).

In addition, the advent of the coronavirus pandemic in 2019 (Covid-19) had a major effect on the 
global food industry at various levels, including manufacturers, processors, and consumers 
(Galanakis, 2020). Notably, as the coronavirus pandemic has evolved the public’s hygiene behavior 
and changed consumption habits (Esobi et al., 2020). In addition, it changes the views, habits, and 
attitudes of consumers towards food consumption which may contribute to a shift in the potential 
diets of consumers (Jeżewska-Zychowicz et al., 2020). As this infectious disease is new and its 
longevity is not understood, more data and knowledge need to be gathered to explore the effects 
of the coronavirus pandemic on evolving patterns of food consumption.

In response to the Covid-19 crisis, the Indonesian government has announced regulations 
executing Large Scale Social Distancing to alleviate the spread of the deadly virus (Olivia et al., 
2020). Cities implementing Social Distancing program are Bandung, Jakarta, Surabaya, Makassar, 
and Bogor. The restraints comprise of provisional closing of schools, offices, limited access to public 
areas and closure of social, religious, and cultural locations. There are also transportation controls 
taking place (Olivia et al., 2020). As result, there is a significant decrease in tourist arrivals into the 
country (Caraka et al., 2020). Moreover, Indonesians themselves switched to prepare their meals at 
home. Consequently, restaurants are striving to survive at every level. Estimations suggest that 
a hundred thousand restaurant personnel have lost their jobs (Pradesha et al., 2020). Confronted 
with revenue decline, several eateries, cafes, and restaurants are shut down as they were not able 
to pay rentals, salaries, and utilities (Mayasari et al., 2020).

The uniqueness of Indonesian’s street food contributes to its reputation as a food paradise 
among tourists domestic and overseas. Indonesia’s stalls and street food are one of the major 
groups in food service, mainly providing meals for low to middle-income consumers (Gupta et al., 
2018). Due to the pandemic, sales at these merchants have reduced significantly (Potia & Dahiya, 
2020). Many street food sellers have had to temporarily close their business which mostly was their 
only family income. The majority of their customers are now shifted to self-made meals or dine-in 
areas. However, a few have been capable to use delivery or take away services (Potia & Dahiya, 
2020).

Restaurants had to rely on a limited number of food selling strategies before COVID-19, which 
will, unfortunately, become obsolete in the post-COVID-19 conditions. This Covid-19 pandemic has 
altered the population’s patterns as people are becoming increasingly concerned with their health 
(Zeb et al., 2021). In this situation or conditions their buying behavior changes. Consumers can no 
longer be able to walk to a particular shop or restaurant. They also might need information or 
reviews that can help them consider purchasing decisions (Elia et al., 2021).

They try to discover new strategies to improve their immune system, which will aid them in 
combating this deadly disease. This epidemic has shifted the mindset in general. This new 
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paradigm entails greater sensitivity and more innovative tactics to meet client demands and 
desires (Zeb et al., 2021). In a post-COVID-19 world characterized by social alienation, the restau-
rant business will have to remake itself entirely. The situation is even more serious and precarious 
for food street vendors. They may find this period more challenging as a result of the transparency 
involved in meal preparation. This is a difficult period for the entire sector, from upscale restau-
rants to the modest street seller with a stand on the corner of the street (Zeb et al., 2021).

On the other hand, despite the significant decline in dine-in and street food customers, Indonesia’s 
biggest food delivery applications such as Grab food and Gojek, have experienced a significant 
increase in orders for their delivery services (Suryo, 2020). Consequently, to tackle the long-term 
consequences of the COVID-19 pandemic, and due to behavior changes during the lockdowns, it is 
crucial to consider safer purchase behaviors such as the online ordering of food products.

Vlogging has become one of the most common platforms in recent years for capturing and 
sharing personal thoughts, ideas and opinions related to events in daily life (Glucksman, 2017). 
After using goods and services, individuals often blog their comments and therefore customers 
seek advice before purchasing websites and social media. Consequently, before making a buying 
decision, blogging has become a critical consideration.

Indonesians actively use social media, and for sharing social media YouTube is the most 
accessed platform, namely 88 percent of total social media users in 2019 (Briliana et al., 2020). 
Information dissemination with various video content can be found on YouTube, one type of which 
is the video blog often called a vlog. The vlog video phenomenon has become a remarkable trend 
among Indonesians today. A vlog is journalistic video documentation on the web that contains 
depictions of life, thoughts, opinions, and interests. Vlog content varies greatly, one kind being the 
food vlog. As the name implies, food vlogs discuss anything related to food. The emergence of food 
vloggers has a special appeal for vlog lovers and food lovers. Food vloggers provide detailed 
information or explanations about the foods they have tried. The package this in video form and 
upload their information on YouTube. By consulting a food vlogger, consumers feel it is easier to 
choose food products and the value of these foods is increased. One convenient aspect is the 
existence of reviews from other parties, in this case, the food vlogs, whether positive or negative, 
including detailed food information, advantages and disadvantages as well as their impressions 
after trying the food. The advantage to a video uploader on YouTube is that they are paid at a rate 
depending on the number of viewers of each broadcast.

Several studies examined several variables influencing the blogs readers and vlog watchers’ 
intentions (Salloum et al., 2018; Hughes, Lepkowska-White & Kortright, 2018; Sajjad & Zaman, 
2020). Moreover, because of the significant decrease in attendance in public areas and movement 
control by the Indonesian government, consumers need reliable and useful information to better 
understand food products and subsequently support their purchasing decisions.

Recently, Briliana et al. (2020) found that current technological developments have created 
business opportunities in digital media and food vloggers are taking advantage of these opportu-
nities to present interesting content. The YouTube platform allows Indonesian vloggers to show-
case their culinary interests and activities in an interesting and informative way. The more viewers, 
the more money they receive. This has increased the number of food vloggers who are increasingly 
in demand. However, on online social media, there are many product reviews not all of which are 
trustworthy (Shi & Liao, 2017). So, this study includes source credibility theory to identify the 
factors that make a review credible. Furthermore, research conducted by Djafarova and Rushworth 
(2017) states that credibility derives from the sources of reviews, the reviewer’s expertise and the 
trust developed by-products be reviewed honestly.

Through empirical observation, trust and usefulness of blogs have already been identified as 
important factors in online shopping behaviors (AlSaleh, 2017). From a marketing perspective, 
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blogging and vlogging have been viewed as new types of electronic word of mouth (ALNefaie et al., 
2019). Information acceptance of eWOM more effectively influences online consumer buying 
behavior (Erkan & Evans, 2016). Comparing with conventional media and online communities, 
the contents of blogs are relatively more useful and trusted among consumers (Lepkowska-White 
& Kortright, 2018). Additionally, experiments have suggested that the reputation of the blogger 
also significantly influences customers’ attitudes toward a seller or product (Jia Miin et al., 2020). 
Well reputed bloggers value their fiercely gained reputation and chose their recommendations or 
services carefully. It is recognized that bloggers’ recognized believability eventually precedes to 
consumers’ acceptance of products (AlSaleh, 2017). Consequently, blog readers decide their buying 
choices by interacting with bloggers, reading reviews, or conforming to a blogger’s suggestion.

Therefore, there is a critical need to study changes in Indonesian consumers’ attitudes and 
behaviors towards the Indonesian street food industry or possible ways to help this major industry 
to survive. While some researchers have studied factors that influence buying intentions toward 
food consumption, such as sustainable consumption, there are very few studies that addressed 
bloggers’ recommendations as a formidable marketing strategy which affects consumers’ inten-
tions to buy Indonesian street foods.

The purpose of this study is to examine the correlations between authenticity, mobile app 
usefulness, credibility, attitude toward online food vlogger reviews, and Intention to use food 
vlogger reviews for purchase decisions. Several studies of the effects of vlogging on consumers 
have been conducted in online reviews (i.e., Arviansyah et al., 2018; Hill et al., 2017; Lee & Watkins, 
2016). However, previous research has only focused on the driving factors that influence consumer 
behavior, such as mobile app usefulness, which identifies the use of social media when choosing 
tourist destinations (Jalilvand et al., 2012), and reviews of beauty vloggers (Liu et al., 2019) 
However, there is little empirical research that focuses solely on Indonesian street food (Briliana 
et al., 2020) and there is still very limited research that analyses the effect of Millennial attitudes to 
online food vlogger reviews, especially at this time of the COVID-19 pandemic. This study aims to 
review and analyze literature related to the understanding gap in the purchasing behavior of 
Indonesian local street food consumers using the technology acceptance model (TAM), and to 
examine the effect of mobile app usefulness, authenticity, credibility and Millennial attitudes 
towards online food vlogger reviews during the pandemic.

1.1. The technology acceptance model (TAM)
Developed byDavis (1989) the technology acceptance model (TAM) is a behavioral theory of the 
use of computer technology. It is based on Fishbein’s Theory of Reasoned Action (TRA) (Fishbein & 
Ajzen, 1975), which uses a person’s intentions to explain their behavior from a social psychology 
perspective. Two constructs determine intention: the individual’s intention to act and the social 
norms or belief that certain people or groups will approve or disapprove of the behavior. Whereas 
TRA explains human behavior in general, TAM describes specifically what determines overall 
computer use; how users behave with various end-user computing (EUC) technologies and the 
characteristics of populations of users.

TAM is a model for predicting and explaining how technology users accept and use technology 
related to their work. The TAM model is derived from a psychological theory to explain the behavior 
of users of information technology, which refers to the relationship among a user’s belief, attitude, 
intention, and behavior. This theory models a person’s behavior as a function of behavioral goals.

2. Literature review

2.1. Intention to use food vlogger reviews for purchase decisions
The intention is an individual desire to perform certain behaviors which can be explained through 
the Theory of Planned Behavior (TPB) which is a development of the Theory of Reasoned Action 
(TRA). The intention reflects the individual’s motivation to try to behave in a certain way (Ajzen, 
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2005). Interest can be indicated as to how strong a person’s belief is to try or perform a certain 
action, and how much effort will be used to perform a behavior (Khazaei, 2020). The intention has 
a high correlation with behavior; therefore, it can be used to predict behavior. Purchase intention is 
a choice made by customers after analyzing several similar products (Khazaei, 2019). Customers 
will make product selections according to their behavior, the results of the analysis of the benefits 
of recommendations and habits (Briliana et al., 2020). Chieh Keng-Chieh et al. (2017) state that 
when viewers pay attention to advertisements displayed on the YouTube platform, they may be 
interested in buying products or services.

2.2. Authenticity
Authenticity is the result of conceptual understanding of culture and history related to ancient 
markers, origins, and heritage (Bryce et al., 2015). According to Pratt (2007), authenticity indicates 
shared meanings, namely being original and genuine. Ram et al. (2016) define authenticity and 
attachment to place in tourism, by focusing from a cognitive perspective on the visitor attractions 
sector and how authentic their experience is. Meanwhile, Richards and Wilson (2006) argue that 
authenticity is a quality attribute associated with special food and cuisine from a certain area, that 
results from the cultural processes of the place. Moreover, Luoma-aho et al. (2019) argued that the 
audiences’ input on the vlog has a greater influence on the perception of the vlogger’ authenticity 
than the negative or positive valence of the advertised content. In addition, authenticity is also 
related to the atmosphere, facilities, and capacity of the place to reflect the form of local street 
food services. According to Pine and Gilmore (2008), authenticity is considered in the tourism 
industry as an important asset for providers of services for tourists, who are looking for genuine 
experiences and are not satisfied with cheap and low-value offers.

The street food is historically, geographically or culturally connected to a group of people who 
perceive themselves or others as unique people with distinct cuisine (Luoma-aho et al., 2019). By 
expanding on this concept, a food stall that sells food that is geographically or ethnically asso-
ciated with a culture other than that of the consumer. It is critical for street food to maintain an 
appearance and authenticity in order to remain appealing to their clients. Since authenticity 
described by a vlogger may influence customers’ perceptions of street food The following hypoth-
esis is generated: 

H1. Authenticity impacts attitude toward online food vlogger reviews significantly.

2.3. Mobile app usefulness
Rauniar et al. (2014) defines mobile app usefulness as the extent to which users of social media 
believe that accessing a particular site helps meet the needs of individuals who have high 
expectations. The usefulness of the mobile application of online food aggregators influences the 
buying choice of a customer and consequently leads to a change of food purchasing behavior 
(Kapoor & Vij, 2018). Each social media application offers specific key services, and services and 
adds utilitarian value for its audience. Research from Rojas-Osorio and Alvarez-Risco (2019) 
indicates that the use of mobile applications and other variables influences behavioral intention 
to use or to continue using certain technology systems. The results of an investigation by E. Y. Lee 
et al. (2017) showed that perceived ease of use, and perceived usefulness influence customers’ 
attitude toward the usage of mobile apps when ordering foods online. In their research, Phuong 
and Vinh (2017) found that the ease of use of mobile applications affects the intention to use the 
technology. This means that the higher the level of confidence users have in an application, if the 
system improves their work performance, the higher their commitment will be to continue using it. 
According to the decision above the following hypothesis is generated: 

H2. Mobile app usefulness impacts attitude toward online food vlogger reviews significantly.
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2.4. Credibility
Credibility is a term that refers to an individual’s assessment of the truthfulness of a piece of 
information. It is a multidimensional concept that enables the information receiver to evaluate 
the source or transmitter of the communication in connection to the information. This rating 
reflects the receiver’s willingness to assign truth and substance to the information. Apart from 
knowledge and trustworthiness, the factor credibility has been contested in literature that 
improves intrentions toward purchasing a product. Hsu and Tsou (2011) claim that credibility is 
a critical factor of consumer blog participation and has a beneficial effect on purchasing inten-
tions. The credibility of a source has long been regarded to have the ability to affect a person’s 
behavior in order to boost the trustworthiness and accuracy of a message or piece of information 
delivered to a consumer, particularly for new food and beverage services. Thus, the food 
vlogger’s ability to explain authentic flavors, the excellence of food and beverages accessible 
in street food, and to do so through honest and objective evaluations aims to preserve the 
subscribers’ trust and devotion.

Thereforte: 

H3. Credibility impacts attitude toward online food vlogger reviews significantly.

2.5. Attitude toward online food vlogger reviews
Attitude describes individual feelings in general about approval or disapproval of a certain beha-
vior, and intention describes a person’s willingness to perform certain behaviors. Expectancy value 
theory defines attitude as the way a person holds strong beliefs and assesses behavioral out-
comes. This is because attitudes causally link beliefs and behaviors in the relationship among 
belief, attitude, intention, and behavior, with the understanding of the TAM to explain how and 
predict whether users will accept information systems (Abbasi et al., 2020). Meanwhile, 
Cuauhtemoc and Ivonne M (2015) define attitudes towards advertising on social networks as the 
tendency to respond in favor of or negatively to advertising content on social networking plat-
forms. This can take the form of banner and sponsored advertising, pages that display products, 
text messages, targeted polls, or incentives. In determining tourism destinations, previous travel 
experiences and attitudes towards visiting a destination are strong indicators of interest and 
choice that ultimately lead to a decision (Jalilvand et al., 2012) . The study of Briliana et al. 
(2020) shows that Millennial attitudes are often influenced by food vlogger reviews. It is very 
important for them to have local street food recommendations to follow, as they are unfamiliar 
with the quality beforehand. Therefore: 

H4. Attitude toward online food vlogger reviews impacts intention to use food vlogger reviews for 
purchase decisions significantly. The research model is illustrated in Figure 1.

Figure 1. Conceptual model.
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3. Methods
The study used a quantitative method to collect and analyze the data. Data were collected from 
randomly distributed surveys in different parts of Jakarta, Indonesia. Smart PLS 3.0 software has been 
utilized as a tool for analyzing the data. Path analysis has been used to measure correlations among 
latent variables in the proposed model. The sample size of the study was 405. The respondents of the 
study were consumers of local Indonesian street food in Jakarta, Indonesia. The study was conducted 
in September—October 2020 through online surveys, which was appropriate considering the vlogging 
context. Screening questions ensured that the respondents who satisfied the criteria were: Millennials 
who use YouTube; consumers who regularly access food vlogger reviews of local Indonesian street 
food; subscribers to Nex Carlos, Boengkoes or Street Food Village in particular; food vloggers who 
often review traditional street food; and consumers who regularly buy local Indonesian street food, 
especially on the recommendations of a food vlogger and during the COVID-19 situation. A seven- 
point Likert scale formed the basis of the questionnaire that was used to collect data for each 
construct of the research model (Khazaei & Tareq, 2021). The measurement scale items used had 
been validated in previous studies by (Alhassan et al., 2019; Jalilvand et al., 2012; Keng-Chieh et al., 
2017; Ram et al., 2016; Rojas-Osorio & Alvarez-Risco, 2019). Table 1 shows the measurement items of 
the study.

The study used Smart PLS 3.0 software as a tool for analyzing the data. PLS facilitated the 
researchers’ ability to initiate the synchronous calculation of intricate interrelationships in asso-
ciating multiple numbers of constructs and indicators that possess direct, indirect or mediating 
relationships. PLS measures correlations among latent variables by outlining the parameters for 
the equations in the path model and merging prime component analysis (Hair et al., 2017). The 
corresponding information below provides the outcomes of the outer model, convergent validity 
and composite reliability.

Hair et al. (2017) defined two methods for estimating SEM parameters: covariance-based 
estimation (the most widely used being LISREL) and variance-based estimation (the most popular 
being PLS). They characterized SEM as a second-generation methodology that should be used 
when the limitations of other commonly used methods (regression-based methods) have been 
reached, i.e., when there are several independent and dependent constructs.

While covariance-based techniques attempt to duplicate the empirical covariance matrix, 
Bentler and Huang (2014) note that PLS strives to maximize the variance explained by the 
dependent variables. Three components comprise the PLS model: structural elements, measure-
ment elements, and weight connections (Bentler & Huang, 2014). While the structural component 
illustrates the relationships between hidden variables, the measurement component illustrates the 
relationship between hidden variables and their indicators (Bentler & Huang, 2014).

Through distinct ordinary least squares regressions, the approach calculates the partial regres-
sion relationships in the size and structural models. Hair et al. (2017) demonstrate how PLS-SEM 
produces substantial findings when the methodologies used are accurate, regardless of whether 
the data come from a standard or composite model population.

Additionally, PLS-SEM can be utilized with smaller samples, however the sample size must take 
into account the population’s needs (Bentler & Huang, 2014). If all other variables remain con-
stant, the greater the heterogeneity, the larger the sample size required to attain a level of 
sampling error that is tolerable (Bentler & Huang, 2014). Without adhering to the fundamental 
methodologies outlined by Hair et al. (2017), dubious results are generated. Researchers should 
conduct power studies to determine the hypothesis’s model structure, expected significant value, 
and effect magnitude. Alternatively, Hair et al. (2017) demonstrated how to accurately determine 
the sample size required for various measurement and structural modeling methodologies.
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Thus, the researchers choose PLS-SEM to test a theoretical framework from a prediction stand-
point when a complex structural model consists of multiple buildings, indicators, and/or model 
relationships and the research objective is to gain a better understanding of the increasing 
complexity of established theories through the examination of theoretical extensions (exploratory 
analysis for theory development).

4. Analysis and results

4.1. Respondents
Most of the respondents (55%) were 21 to 23 years old. Approximately 50.3% were working 
students, while 75% consumed street food in groups with friends. Most of them (51.32%) have 
been YouTube members for at least six years. They also routinely posted information about their 
experiences of Indonesian street food cuisine on social media.

4.2. Measurement and analysis
The consistency and validity of measures were investigated again in this study. The result of Composite 
Reliability (CR), Convergent Validity, Average Variance Extracted (AVE) and Discriminant Validity tests 
are shown in Table 2. As suggested by Hair et al. (2017), the Composite Reliability values are all more 
than 0.7, which indicates an acceptable consistency among the measurement items.

Table 2 also shows that the associations among different variables in the model are not more 
than 0.85 as suggested by Kline and Rex (2010). Moreover, the absolute association for each 
variable is less than the squared root of the average variances (AVEs). This demonstrates the 
acceptable discriminant validity among those constructs (Hair et al., 2010).

To detect common method bias (CMB) in PLS-SEM, a complete collinearity evaluation methodol-
ogy is applied (Kock, 2017). Values for VIF should be less than 3.3 (Kock, 2017). This suggests that 
the model is immune to the technique bias associated with most models. If the value is greater 
than 3.3, the model is susceptible to CMB. While a tolerance level of 5.0 is recommended, the more 
stringent threshold of 3.3 is often used (Kock, 2017). As shown in Table 3, 4, the inner VIF values 
are less than 5, there is a high degree of collinearity between the indicators in the formative 
measurement model (Kock, 2017).

The adjusted R-squared score for IT (confidence interval bias corrected) enables an understand-
ing of the amount of variance explained by employability and independent factors (Hair et al., 
2014). The resulting model enhanced predictability and R2 values. The (R-squared) coefficient of 
determination, also known as the coefficient of determination, is the proportion of variance 
(percentage) in the dependent variable that the independent variable can explain. Thus, as 
a rule of thumb for assessing the strength of a link based on its R-squared value (make all values 
positive by using the absolute value of the R-squared number). The R-squared value for IT is shown 
to have a moderate effect size, whereas R-squared value for AT is showed to have a significant 
impact size (Moore et al., 2013). Table 5 shows the test of f2.

The results of path analysis are illustrated in Table 6. The results show significant positive 
influence of Authenticity on Attitude (β = 0.497, P < 0.05), Mobile app Usefulness on Attitude 
(β = 0.145, P < 0.05), Credibility on Attitude (β = 0.180, P < 0.05) and Attitude on Intention to use 
food vlogger reviews for purchase decisions (β = 0.069, P < 0.05).

This indicates that attitude significantly mediated the relationship between Authenticity, 
Credibility, Mobile app Usefulness and Intention to use food vlogger reviews for purchase decisions. 
Figure 2 illustrates the structural model of the study.
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5. Discussion
The high penetration of mobile devices into society is followed by a transformation in behavior that 
puts all important matters on mobile devices. Changes in behavior due to changes in media have 
meant that society can access various sources of information quickly. As a result of the accumula-
tion of abundant information with limited diversity, attitudes towards something good or bad are 
quickly formed.

According to J. Lee et al. (2008) identified that the reviews made by consumers will have an 
impact on increasing information on reviews, especially online reviews have a broad reach because 
they can reach more people who have the same interests. In fact, according to the results of 
research from Petty et al. (1983) The more objective reviews are informed, the more effective the 
message is conveyed to others. As a result, the public does not prioritize information from the 
production authority but relies on peer-to-peer networks social media that have the same interests 
and needs, preferring the YouTube platform specifically for food vlogger content. Consistent with 
previous research, there are positive findings of the use of mobile devices while seeking informa-
tion from online food vlogger reviews (Jalilvand et al., 2012; Keng-Chieh et al., 2017; Ram et al., 
2016; Rojas-Osorio & Alvarez-Risco, 2019). The effectiveness of using mobile devices such as 
smartphones is due to the YouTube platform, especially food vlogger content. Consistent with 
the results of a study by Luoma-aho et al. (2019) this study recommends that to fulfill the desire to 
experience authentic experiences, with the interaction between the food vloggers and their 
audience in the comment column.

Table 3. Inner VIF values
AT IT

A 1.730

AT 1.000

C 2.394

IT

M 2.294

Table 4. Test of R square
R Square R Square Adjusted

AT 0.535 0.531

IT 0.370 0.369

Table 5. Test of f square
A AT C IT

A 0.307

AT 0.588

C 0.029

IT
M 0.022
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Credibility affects the consumers’ values and attitudes towards the product being reviewed. This 
is in line with another investigation by Hsu and Tsou (2011). They argue that credibility is 
a significant determinant that facilitates consumers’ blog involvement and positively influences 
purchasing intentions. The credibility characteristic of a source has long been believed to be able to 
influence a person’s behavior to increase the trustworthiness and accuracy of a message or 
information to be conveyed to a consumer, especially for food and beverage services that have 
not been tried before. Therefore, the skill of the food vlogger to describe authentic tastes, the 
superiority of food and beverages available in street food, through honest and objective evalua-
tions aim at maintaining the trust and loyalty of the subscribers. This might be because COVID-19 
has fundamentally altered the food industry regulations. This new paradigm entails greater 
sensitivity and more innovative tactics to meet client demands and desires. The situation is even 
more serious and precarious for food street vendors. They may find this period more challenging as 
a result of the transparency involved in meal preparation. This is a difficult period for the entire 
sector, from upscale restaurants to the modest street seller with a stand on the corner of the 
street.

However, the impact of too much available information makes people prefer information that is 
packaged in the form of entertainment, narrative, fantasy, or drama, but when packaging com-
mercial information as entertainment, logic and facts must still be considered. The combination of 
changing population demographics, intensive use of micro-electronics, and deteriorating environ-
mental conditions, encourage new consumer behavior such as always being connected to the 
internet. Online consumers increasingly base their transactions online so that conventional market 
segmentation is no longer relevant. So, it is time for street hawkers to start relying on social media 
for promotion. This is because when consumers are constantly connected and chatting, decisions 
are often based on recommendations from other consumers online. As the ease with which 
consumers can obtain information improves, they engage in more long-term thinking and more 
direct decision-making by considering the long-term implications of their choices. The challenge 
for these small businesses is that it is easier for consumers to move from one brand or service to 
another because they can easily compare prices and benefits digitally. Moreover, during the 
pandemic, consumers have been increasingly associating their purchasing decisions with the 
health aspects. In addition, consumers are increasingly considering environmental aspects in 
their purchasing decisions and using cashless payment systems as recommended by the govern-
ment in relation to the procedures to reduce cash transactions during the Covid-19 crisis. 
Nowadays, it is common for people to use their mobile devices for shopping, transportation, 
finance, health, creativity, security, documentation, seeking information and meet related needs. 

Figure 2. Structural equation 
model.
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Kapoor and Vij (2018) also argued that the usefulness of mobile applications influences and even 
alters food purchasing behavior.

6. Conclusion
Indonesia’s stalls and street food are a significant segment of the foodservice industry, supplying 
meals primarily to low- to middle-income clients. Due to the pandemic, these merchants’ sales have 
decreased dramatically. Numerous street food vendors have been forced to temporarily close their 
businesses, which were frequently their sole source of income. The purpose of this study was to 
examine and analyze the purchasing behavior of Indonesian local street food consumers using the 
technology acceptance model (TAM), as well as the effect of mobile app usefulness, authenticity, and 
credibility, as well as Millennial attitudes toward online food vlogger reviews, during the pandemic. The 
study collected and analyzed data quantitatively. Smart PLS 3.0 software was used to analyze the 
data. Correlations between latent variables are determined. The study’s findings indicated that there 
are some favorable findings of the utilization of mobile devices to gather information from online food 
vlogger evaluations. The effectiveness of mobile devices such as smartphones is owed to the YouTube 
platform, particularly food vlogger material. It might be a recommendation to satisfy the craving for 
authentic experiences, complete with the interaction between food vloggers and their audience via 
the comment section. Credibility has an effect on the consumers’ values and attitudes regarding the 
rated goods. The credibility of a source has long been regarded to have the ability to affect a person’s 
behavior to boost the trustworthiness and accuracy of a message or piece of information delivered to 
a consumer, particularly for new food and beverage services. This study contributed to the field of 
consumer behavior in the street food context. By the time the study was conducted, it was a gap in 
linking vlogger’s reviews to the purchasing intention of Indonesian street food, specifically during the 
Covid-19 pandemic. Future research needs to examine other variables that may affect attitudes and 
purchase decisions about street food such as subjective norms, halal food, etc. The sample also needs 
to be expanded. Additional research should be conducted to examine additional variables that could 
influence attitudes and purchasing decisions concerning street food, such as subjective norms, halal 
food, and so on. Additionally, the sample size should be increased.

7. Implications for theory and practice
This research has practical implications such as identifying new phenomena in exchanging infor-
mation, experiences and ideas among young people. They actively have an interest in street food, 
share opinions, or information with online users. Consequently, small businesses should maximize 
their presence as an intermediary for communication about the food and beverage products they 
offer and the experience of enjoying traditional street

The outcomes of this study have some important implications for businesses that are looking for 
promoting their products, especially the foods industry. Mobile app usefulness, bloggers’ authenticity 
and credibility have been found that significantly affecting vlog users’ attitude and intention to 
purchase street foods in Indonesia. Therefore, bloggers’ recommendations appear to be an encoura-
ging marketing approach for growing sales. Marketers can urge authentic or well-known vloggers to 
suggest products such as street foods to their viewers. That will influence customers’ attitudes and 
motivate them to buy. Moreover, the other user’s recommendations also facilitate purchasing 
decisions. It is therefore recommended that vlogger’s views about street foods, be discovered in 
mobile applications. Moreover, the respective marketing strategies seem to be different about 
vloggers’ credibility. For a well-known and authentic vlogger, the influence on viewers’ attitudes is 
higher. These outcomes suggest that street food sellers can provide trial foods for the vloggers who 
are able to encourage others to shop their food online through a trusted mobile application.

Accordingly, the results of this investigation will be useful for vloggers, sellers and investors to 
help the street food market to survive during the pandemic and due to behavior changes during 
the lockdowns, shoppers must consider safer purchase behaviors such as the online ordering of 
street food products.
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8. Limitations and scope for further research
The recent study is a concerted attempt to show restaurants and food suppliers the way forward. 
The study’s primary restriction was that it was conducted during Indonesia’s lockdown time. 
During that point, access to the participants was extremely difficult. Now that the country is in 
partial lockdown, the same exercise might be repeated to ascertain the modifications made by 
restaurants in their operations in the new environment.

Implements a quantitative survey method; questionnaires were used to collect all data from 
respondents, and because of the covid-19 epidemic, all questionnaires were given virtually to all 
respondents. Additionally, future qualitative research might be conducted to go deeper into the 
new difficulties.

This research was conducted only with respondents who subscribe to Indonesian food vloggers 
located in Greater Jakarta, Indonesia. Future research needs to examine other variables that may 
affect attitudes and purchase decisions about street food such as subjective norms, halal food, etc. 
The sample also needs to be expanded.

Acknowledgements
The authors are indebted to the participants in the study 
for their collaboration. The present data were collected 
from Indonesian Millennials who regularly access food 
vlogger reviews of local Indonesian street food.

Funding
This work was supported by the Ministry of Research, 
Technology and Higher Education of the Republic of 
Indonesia a research grant.

Author details
Briliana Vita1 

E-mail: vita@stietrisakti.ac.id 
ORCID ID: http://orcid.org/0000-0002-0656-3205 
Tita Deitiana1 

Wasisto Ruswidiono1 

1 Trisakti School of Management, Jakarta, Indonesia. 

Authors’ contributions
BV formulated the research questions and hypotheses. 
BV, TD and RWR helped to gather the data and completed 
data analyses. BV supervised all statistical analyses. All 
authors contributed to the interpretation of the findings. 
All authors read, critically evaluated, edited, and accepted 
the final manuscript.

Availability of data and materials
Data are saved under BV’s responsibility, and available for 
further analyses. Data was collected from randomly dis-
tributed surveys in different parts of Jakarta, Indonesia. 
Smart PLS 3.0 software has been utilized as a tool for 
analyzing the data.

Ethical approval
The participants provided informed consent. The present 
study was further approved by the Ministry of Research, 
Technology and Higher Education of the Republic of 
Indonesia as a research grant.

Disclosure statement
The authors disclosed receipt of the following financial 
support for the research, authorship, and/or publication of 
this article.

Citation information 
Cite this article as: The online marketing of Indonesian 
street food in Jakarta, Briliana Vita, Tita Deitiana & 
Wasisto Ruswidiono, Cogent Business & Management 
(2021), 8: 1996215.

References
Abbasi, G. A., Su-Yee, S., & Goh, Y.-N. (2020). An integrative 

approach for determining consumers mobile advertising 
related attitudes and intentions. International Journal of 
Interactive Mobile Technologies (Ijim), S.l. 14(15):95–110. 
Sep. 2020. 1865-7923. Date accessed. 07 Dec. 2020. 
http://dx.doi.org/10.3991/ijim.v14i15.14955.

Ajzen, I. (2005). Attitudes, personality, and behavior. Open 
University Press.

Alfiero, S., Giudice, A. L., & Bonadonna, A. (2017). Street 
food and innovation: The food truck phenomenon. 
British Food Journal, 119(11), 2462–2476. https://doi. 
org/10.1108/BFJ-03-2017-0179

Alhassan, G. M., Lancendorfer, K. M., O’Reilly, K. A., & 
MacMillan, A. (2019). Antecedents of consumers’ 
reliance on online product reviews. Journal of 
Research in Interactive Marketing, 13(1), 26–46. 
https://doi.org/10.1108/JRIM-11-2017-0096

ALNefaie, M., Khan, S., & Muthaly, S. (2019). Consumers’ 
electronic word of mouth-seeking intentions on 
social media sites concerning Saudi bloggers’ 
YouTube fashion channels: An eclectic approach. 
International Journal of Business Forecasting and 
Marketing Intelligence, 5(1), 1–22. https://doi.org/10. 
1504/IJBFMI.2019.099000

AlSaleh, D. (2017). Understanding the role of blogger 
recommendations on consumer purchasing behavior. 
The Journal of Business Inquiry, 17(1), 23–40.

Arviansyah, Dhaneswara, A. P., Hidayanto, A. N., & 
Zhu, Y. Q. (2018). Vlogging: Trigger to impulse buying 
behaviors. In PACIS (pp. 249).

Bentler, P. M., & Huang, W. (2014). On components, latent 
variables, PLS and simple methods: Reactions to 
Rigdon’s rethinking of PLS. Long Range Planning, 47(3), 
138–145. https://doi.org/10.1016/j.lrp.2014.02.005

Bricas, N. (2019). Urbanization issues affecting food sys-
tem sustainability. In Designing Urban Food Policies 
(pp. 1–25). Springer.

Briliana, V., Ruswidiono, W., & Deitiana, T. (2020). Do 
Millennials believe in food vlogger reviews? A study of 
food vlogs as a source of information. GATR Journal 
of Management and Marketing Review, 5(3), 170–178. 
https://doi.org/10.35609/jmmr.2020.5.3(5)

Bryce, D., Curran, R., O’Gorman, K., & Taheri, B. (2015). Visitors’ 
engagement and authenticity: Japanese heritage con-
sumption. Tourism Management, 46(571), 581. https:// 
doi.org/10.1016/j.tourman.2014.08.012

Briliana et al., Cogent Business & Management (2021), 8: 1996215                                                                                                                                   
https://doi.org/10.1080/23311975.2021.1996215                                                                                                                                                       

Page 17 of 20

http://dx.doi.org/10.3991/ijim.v14i15.14955
https://doi.org/10.1108/BFJ-03-2017-0179
https://doi.org/10.1108/BFJ-03-2017-0179
https://doi.org/10.1108/JRIM-11-2017-0096
https://doi.org/10.1504/IJBFMI.2019.099000
https://doi.org/10.1504/IJBFMI.2019.099000
https://doi.org/10.1016/j.lrp.2014.02.005
https://doi.org/10.35609/jmmr.2020.5.3(5
https://doi.org/10.1016/j.tourman.2014.08.012
https://doi.org/10.1016/j.tourman.2014.08.012


Bumbac, R., Bobe, M., Procopie, R., Pamfilie, R., Giușcă, S., 
& Enache, C. (2020). How zoomers’ eating habits 
should be considered in shaping the food system for 
2030—A case study on the young generation from 
Romania. Sustainability, 12(18), 7390. https://doi.org/ 
10.3390/su12187390

Caraka, R. E., Lee, Y., Kurniawan, R., Herliansyah, R., 
Kaban, P. A., Nasution, B. I., . . . Pardamean, B. (2020). 
Impact of COVID-19 large scale restriction on envir-
onment and economy in Indonesia. Global Journal of 
Environmental Science and Management, 6(2), 65–84.

Chopra, A., Avhad, V., & Jaju, A. S. (2020). Influencer 
marketing: An exploratory study to identify antece-
dents of consumer behavior of Millennial. Business 
Perspectives and Research, 2278533720923486.

Cuauhtemoc, L.-N., & Ivonne M, T. (2015). Consumer 
attitudes toward social network advertising. Journal 
of Current Issues & Research in Advertising, 36(1), 
1–19. https://doi.org/10.1080/10641734.2014. 
912595

Davis, F. D. (1989). Perceived usefulness, perceived ease 
of use, and user acceptance of information 
technology. MIS Quarterly, 13(3), 319–340. https:// 
doi.org/10.2307/249008

Djafarova, E., & Rushworth, C. (2017). Exploring the cred-
ibility of online celebrities’ Instagram profiles in 
influencing the purchase decisions of young female 
users. Computers in Human Behavior, 68, 1–7. https:// 
doi.org/10.1016/j.chb.2016.11.009

Elia, A., Daniel, K., Istiatin, I., & Luhgiatno, L. (2021). Does 
customers’ attitude toward negative eWOM affect their 
panic buying activity in purchasingproducts? Customers 
satisfaction during COVID-19 pandemic in Indonesia. 
Cogent Business & Management, 8(1), 1952827. https:// 
doi.org/10.1080/23311975.2021.1952827

Erkan, I., & Evans, C. (2016). The influence of eWOM in 
social media on consumers’ purchase intentions: An 
extended approach to information adoption. 
Computers in Human Behavior, 61(1), 47–55. https:// 
doi.org/10.1016/j.chb.2016.03.003

Esobi, I. C., Lasode, M. K., & Barriguete, M. F. (2020). The 
Impact of COVID-19 on Healthy Eating Habits. 
Journal of Clinical Nutrition Heal, 1(1), 001–002.

Fishbein, M., & Ajzen, I. (1975). Belief, attitude, intention, 
and behavior: An introduction to theory and research. 
Addison-Wesley.

Galanakis, C. M. (2020). The food systems in the era of the 
coronavirus (COVID-19) pandemic crisis. Foods, 9(4), 
523. https://doi.org/10.3390/foods9040523

Glucksman, M. (2017). The rise of social media influencer 
marketing on lifestyle branding: A case study of Lucie 
Fink. Elon Journal of Undergraduate Research in 
Communications, 8(2), 77–87. https://www.elon.edu/ 
u/academics/communications/journal/wp-content/ 
uploads/sites/153/2017/12/08_Lifestyle_Branding_ 
Glucksman.pdf

Godfray, H. C. J., Aveyard, P., Garnett, T., Hall, J. W., 
Key, T. J., Lorimer, J., Pierrehumbert, R. T., 
Scarborough, P., Springmann, M., & Jebb, S. A. (2018). 
Meat consumption, health, and the environment. 
Science, 361(6399), 6399. https://doi.org/10.1126/ 
science.aam5324

Gordon, J. (2017). In Ireland, do bloggers influence con-
sumer behavior from a Millennial perspective 
(Doctoral dissertation National College of Ireland).

Gupta, V., Khanna, K., & Gupta, R. K. (2018). A study on 
the street food dimensions and its effects on consu-
mer attitude and behavioural intentions. Tourism 
Review, 73(3), 374–388. https://doi.org/10.1108/TR- 
03-2018-0033

Gupta, V., & Sajnani, M. (2019). A study on the influence 
of street food authenticity and degree of their var-
iations on the tourists’ overall destination experi-
ences. British Food Journal, 122(3), 779–797. https:// 
doi.org/10.1108/BFJ-08-2019-0598

Hair, J. F., Hult, T. M., Christian, M., & Sarstedt, M. (2017). 
A Primer on Partial Least Squares Structural Equation 
Modelling. SAGE Publications.

Hill, S. R., Troshani, I., & Chandrasekar, D. (2017). Signalling 
effects of vlogger popularity on online consumers. 
Journal of Computer Information Systems.

Hsu, H. Y., & Tsou, H. T. (2011). Understanding customer 
experiences in online blog environments. 
International Journal of Information Management, 31 
(6), 510–523. https://doi.org/10.1016/j.ijinfomgt. 
2011.05.003

Jalilvand, Samiei, Reza Jalilvand, M., & Samiei, N. (2012). 
The impact of electronic word of mouth on a tourism 
destination choice: Testing the theory of planned 
behavior (TPB). Internet Research, 22(5), 591–612. 
https://doi.org/10.1108/10662241211271563

Jeżewska-Zychowicz, M., Plichta, M., & Królak, M. (2020). 
Consumers’ fears regarding food availability and 
purchasing behaviors during the COVID-19 pan-
demic: The importance of trust and perceived stress. 
Nutrients, 12(9), 2852. https://doi.org/10.3390/ 
nu12092852

Jia Miin, J. N., Ahmad, R., & Shamugam, G. A. (2020). The 
effect of food Blogger’s reviews on young adults’ 
food choice decision in Malaysia. International 
Journal of Psychosocial Rehabilitation, 24(2), 
896–908. https://doi.org/10.37200/IJPR/V24I2/ 
PR200398

Kapoor, A. P., & Vij, M. (2018). Technology at the dinner 
table: Ordering food online through mobile apps. 
Journal of Retailing and Consumer Services, 43, 
342–351. https://doi.org/10.1016/j.jretconser.2018. 
04.001

Keng-Chieh, Y., Chia-Hui, H., Conna, Y., & Su Yu, Y. (2017). 
Consumer attitudes toward online video advertise-
ment: YouTube as a platform. Kybernetes, 46(5), 
840–853. https://doi.org/10.1108/K-03-2016-0038

Khazaei, H. Integrating cognitive antecedents to UTAUT 
model to explain adoption of blockchain technology 
among Malaysian SMEs.

Khazaei, H. (2019). The influence of personal innovative-
ness and price value on intention to use of electric 
vehicles in Malaysia. European Online Journal of 
Natural and Social Sciences, 8(3), -483.

Khazaei, H. (2020). Integrating cognitive antecedents to 
UTAUT model to explain adoption of blockchain 
technology among malaysian SMEs. JOIV : 
International Journal on Informatics Visualization, 4 
(2), 85–90. https://doi.org/10.30630/joiv.4.2.362

Khazaei, H., & Tareq, M. A. (2021). Moderating effects of 
personal innovativeness and driving experience on 
factors influencing adoption of BEVs in Malaysia: An 
integrated SEM–BSEM approach. Heliyon, 7(9), 
e08072. https://doi.org/10.1016/j.heliyon.2021. 
e08072

Kline, & Rex, B. (2010). Convergence of structural equa-
tion modeling and multilevel modeling.

Kock, N. (2017). Common method bias: A full collinearity 
assessment method for PLS-SEM. In Partial least 
squares path modeling (pp. 245–257). Springer.

Lee, E. Y., Lee, S. B., & Jeon, Y. J. J. (2017). Factors influ-
encing the behavioral intention to use food delivery 
apps. Social Behavior and Personality: An 
International Journal, 45(9), 1461–1473. https://doi. 
org/10.2224/sbp.6185

Briliana et al., Cogent Business & Management (2021), 8: 1996215                                                                                                                                   
https://doi.org/10.1080/23311975.2021.1996215

Page 18 of 20

https://doi.org/10.3390/su12187390
https://doi.org/10.3390/su12187390
https://doi.org/10.1080/10641734.2014.912595
https://doi.org/10.1080/10641734.2014.912595
https://doi.org/10.2307/249008
https://doi.org/10.2307/249008
https://doi.org/10.1016/j.chb.2016.11.009
https://doi.org/10.1016/j.chb.2016.11.009
https://doi.org/10.1080/23311975.2021.1952827
https://doi.org/10.1080/23311975.2021.1952827
https://doi.org/10.1016/j.chb.2016.03.003
https://doi.org/10.1016/j.chb.2016.03.003
https://doi.org/10.3390/foods9040523
https://www.elon.edu/u/academics/communications/journal/wp-content/uploads/sites/153/2017/12/08_Lifestyle_Branding_Glucksman.pdf
https://www.elon.edu/u/academics/communications/journal/wp-content/uploads/sites/153/2017/12/08_Lifestyle_Branding_Glucksman.pdf
https://www.elon.edu/u/academics/communications/journal/wp-content/uploads/sites/153/2017/12/08_Lifestyle_Branding_Glucksman.pdf
https://www.elon.edu/u/academics/communications/journal/wp-content/uploads/sites/153/2017/12/08_Lifestyle_Branding_Glucksman.pdf
https://doi.org/10.1126/science.aam5324
https://doi.org/10.1126/science.aam5324
https://doi.org/10.1108/TR-03-2018-0033
https://doi.org/10.1108/TR-03-2018-0033
https://doi.org/10.1108/BFJ-08-2019-0598
https://doi.org/10.1108/BFJ-08-2019-0598
https://doi.org/10.1016/j.ijinfomgt.2011.05.003
https://doi.org/10.1016/j.ijinfomgt.2011.05.003
https://doi.org/10.1108/10662241211271563
https://doi.org/10.3390/nu12092852
https://doi.org/10.3390/nu12092852
https://doi.org/10.37200/IJPR/V24I2/PR200398
https://doi.org/10.37200/IJPR/V24I2/PR200398
https://doi.org/10.1016/j.jretconser.2018.04.001
https://doi.org/10.1016/j.jretconser.2018.04.001
https://doi.org/10.1108/K-03-2016-0038
https://doi.org/10.30630/joiv.4.2.362
https://doi.org/10.1016/j.heliyon.2021.e08072
https://doi.org/10.1016/j.heliyon.2021.e08072
https://doi.org/10.2224/sbp.6185
https://doi.org/10.2224/sbp.6185


Lee, J., Park, D.-H., & Han, I. (2008). The effect of 
negative online consumer reviews on product atti-
tude: An information processing view. Electronic 
Commerce Research and Applications, 7(3), 
341–352. https://doi.org/10.1016/j.elerap.2007.05. 
004

Lee, J. E., & Watkins, B. (2016). YouTube vloggers’ influ-
ence on consumer luxury brand perceptions and 
intentions. Journal of Business Research, 69(12), 
5753–5760. https://doi.org/10.1016/j.jbusres.2016. 
04.171

Lepkowska-White, E., & Kortright, E. (2018). The business 
of blogging: Effective approaches of women food 
bloggers. Journal of Foodservice Business Research, 
21(3), 257–279. https://doi.org/10.1080/15378020. 
2017.1399046

Liu, M. T., Liu, Y., & Zhang, L. L. (2019). Vlog and brand 
evaluations: The influence of parasocial interaction. 
Asia Pacific Journal of Marketing and Logistics, (), 
APJML-01-2018-0021–. https://doi.org/10.1108/ 
APJML-01-2018-0021.

Luoma-aho, V., Pirttimäki, T., Maity, D., Munnukka, J., & 
Reinikainen, H. (2019). Primed authenticity: How 
priming impacts authenticity perception of social 
media influencers. International Journal of Strategic 
Communication, 13(4), 352–365. https://doi.org/10. 
1080/1553118X.2019.1617716

Mak, A. H., Lumbers, M., Eves, A., & Chang, R. C. (2012). 
Factors influencing tourist food consumption. 
International Journal of Hospitality Management, 31 
(3), 928–936. https://doi.org/10.1016/j.ijhm.2011.10. 
012

Mayasari, N. R., Ho, D. K. N., Lundy, D. J., Skalny, A. V., 
Tinkov, A. A., Teng, I., Wu, M.-C., Faradina, A., 
Mohammed, A. Z. M., Park, J. M., Ngu, Y. J., Aliné, S., 
Shofia, N. M., & Chang, J. S. (2020). Impacts of the 
COVID-19 pandemic on food security and 
diet-related lifestyle behaviors: An analytical study of 
Google trends-based query volumes. Nutrients, 12 
(10), 3103. https://doi.org/10.3390/nu12103103

Moore, D. S., Notz, W. I., & Flinger, M. A. (2013). The basic 
practice of statistics (6th ed., pp. 138). W. H. Freeman 
and Company.

Notarnicola, B., Tassielli, G., Renzulli, P. A., Castellani, V., & 
Sala, S. (2017). Environmental impacts of food con-
sumption in Europe. Journal of Cleaner Production, 
140, 753–765. https://doi.org/10.1016/j.jclepro.2016. 
06.080

Olivia, S., Gibson, J., & Nasrudin, R. A. (2020). Indonesia in 
the time of Covid-19. Bulletin of Indonesian Economic 
Studies, 56(2), 143–174. https://doi.org/10.1080/ 
00074918.2020.1798581

Petty, R. E., Cacioppo, J. T., & Schumann, D. (1983). Central 
and peripheral routes to advertising effectiveness: 
The moderating role of involvement. Journal of 
Consumer Research, 10(2), 135–146. https://doi.org/ 
10.1086/208954

Phuong, T. T. K., & Vinh, T. T. (2017). Proposing an exten-
sion of the technology acceptance model to explain 
facebook user acceptance of facebook event page. 
Asian Social Science, 13(6), 133. https://doi.org/10. 
5539/ass.v13n6p133

Pine, B. J., & Gilmore, J. H. (2008). The eight principles 
of strategic authenticity. Strategy & Leadership, 36 
(3), 35–40. https://doi.org/10.1108/ 
10878570810870776

Potia, A., & Dahiya, K. (2020). Optimistic, digital, generous: 
COVID-19’s impact on Indonesian consumer 
sentiment.

Pradesha, A., Amaliah, S., Noegroho, A., & Thurlow, J. 
(2020). The cost of COVID-19 on the Indonesian 

economy: A social accounting matrix (SAM) multiplier 
approach. Intl Food Policy Res Inst

Pratt, J. (2007). Food values: The local and the authentic. 
Critique of Anthropology, 27(3), 285300. https://doi. 
org/10.1177/0308275X07080357

Ram, Y., Björk, Björk, P., & Weidenfeld, A. (2016). Authenticity 
and place attachment of major visitor attractions. 
Tourism Management, 52(2016), 110–122. http://dx.doi. 
org/10.1016/j.tourman.2015.06.010

Rauniar, R., Rawski, G., Yang, J., & Johnson, B. (2014). 
Technology acceptance model (TAM) and social 
media usage: An empirical study on facebook. 
Journal of Enterprise Information Management, 
27 (1), 6–30. Emerald Insight. https://doi.org/10. 
1108/JEIM-04-2012-0011

Reisch, L., Eberle, U., & Lorek, S. (2013). Sustainable food 
consumption: An overview of contemporary issues 
and policies. Sustainability: Science. Practice and 
Policy, 9(2), 7–25

Reynolds, C. J., Piantadosi, J., Buckley, J. D., Weinstein, P., 
& Boland, J. (2015). Evaluation of the environmental 
impact of weekly food consumption in different 
socio-economic households in Australia using envir-
onmentally extended input–output analysis. 
Ecological Economics, 111, 58–64. https://doi.org/10. 
1016/j.ecolecon.2015.01.007

Richards, G., & Wilson, J. (2006). Developing creativity in 
tourist experiences: A solution to the serial reproduction 
of culture? Tourism Management, 27(6), 1209–1223. 
https://doi.org/10.1016/j.tourman.2005.06.002

Rojas-Osorio, M., & Alvarez-Risco, A. (2019). Intention to 
use smartphones among Peruvian University 
students. International Journal of Interactive Mobile 
Technologies (Ijim), 13(3), 40. https://doi.org/10. 
3991/ijim.v13i03.9356

Sagi, S. (2021). Social sustainability initiatives to manage 
social sustainability in subsistence marketplaces: A 
case study of street food vendors of Visakhapatnam, 
Andhra Pradesh, India.: Street food vendors in sub-
sistence market place. SPAST abstracts, 1(1)

Sajjad, M., & Zaman, U. (2020). Innovative perspective of 
marketing engagement: Enhancing users’ loyalty in 
social media through blogging. Journal of Open 
Innovation: Technology, Market, and Complexity, 6(3), 
93. https://doi.org/10.3390/joitmc6030093

Salloum, S. A., Al-Emran, M., & Shaalan, K. (2018, August). 
The impact of knowledge sharing on information sys-
tems: A review. In international conference on 
knowledge management in organizations. Springer.

Sarkodie, S. A., & Strezov, V. (2019). Economic, social and 
governance adaptation readiness for mitigation of 
climate change vulnerability: Evidence from 192 
countries. Science of the Total Environment, 656, 
150–164. https://doi.org/10.1016/j. 
scitotenv.2018.11.349

Shermon, G. (2017). Digital cultures: Age of the intellect. 
Lulu. com.

Shi, X., & Liao, Z. (2017). Online consumer review and 
group-buying participation: The mediating effects of 
consumer beliefs. Telematics and Informatics, 34(5), 
605–617. https://doi.org/10.1016/j.tele.2016.12.001

Suryo, L. S. L. (2020, December). The effect of online food 
ordering to home based and non-home-based trip. 
IOP Conference Series: Materials Science and 
Engineering, 1007(1), 012063. IOP Publishing. https:// 
doi.org/10.1088/1757-899X/1007/1/012063

Zeb, S., Hussain, S. S., Javed, A., & Wu, Y. C. J. (2021). 
COVID-19 and a way forward for restaurants and 
street food vendors. Cogent Business & Management, 
8(1), 1923359. https://doi.org/10.1080/23311975. 
2021.1923359

Briliana et al., Cogent Business & Management (2021), 8: 1996215                                                                                                                                   
https://doi.org/10.1080/23311975.2021.1996215                                                                                                                                                       

Page 19 of 20

https://doi.org/10.1016/j.elerap.2007.05.004
https://doi.org/10.1016/j.elerap.2007.05.004
https://doi.org/10.1016/j.jbusres.2016.04.171
https://doi.org/10.1016/j.jbusres.2016.04.171
https://doi.org/10.1080/15378020.2017.1399046
https://doi.org/10.1080/15378020.2017.1399046
https://doi.org/10.1108/APJML-01-2018-0021
https://doi.org/10.1108/APJML-01-2018-0021
https://doi.org/10.1080/1553118X.2019.1617716
https://doi.org/10.1080/1553118X.2019.1617716
https://doi.org/10.1016/j.ijhm.2011.10.012
https://doi.org/10.1016/j.ijhm.2011.10.012
https://doi.org/10.3390/nu12103103
https://doi.org/10.1016/j.jclepro.2016.06.080
https://doi.org/10.1016/j.jclepro.2016.06.080
https://doi.org/10.1080/00074918.2020.1798581
https://doi.org/10.1080/00074918.2020.1798581
https://doi.org/10.1086/208954
https://doi.org/10.1086/208954
https://doi.org/10.5539/ass.v13n6p133
https://doi.org/10.5539/ass.v13n6p133
https://doi.org/10.1108/10878570810870776
https://doi.org/10.1108/10878570810870776
https://doi.org/10.1177/0308275X07080357
https://doi.org/10.1177/0308275X07080357
http://dx.doi.org/10.1016/j.tourman.2015.06.010
http://dx.doi.org/10.1016/j.tourman.2015.06.010
https://doi.org/10.1108/JEIM-04-2012-0011
https://doi.org/10.1108/JEIM-04-2012-0011
https://doi.org/10.1016/j
https://doi.org/10.1016/j
https://doi.org/10.1016/j.tourman.2005.06.002
https://doi.org/10.3991/ijim.v13i03.9356
https://doi.org/10.3991/ijim.v13i03.9356
https://doi.org/10.3390/joitmc6030093
https://doi.org/10.1016/j
https://doi.org/10.1016/j.tele.2016.12.001
https://doi.org/10.1088/1757-899X/1007/1/012063
https://doi.org/10.1088/1757-899X/1007/1/012063
https://doi.org/10.1080/23311975.2021.1923359
https://doi.org/10.1080/23311975.2021.1923359


© 2021 The Author(s). This open access article is distributed under a Creative Commons Attribution (CC-BY) 4.0 license. 
You are free to:  
Share — copy and redistribute the material in any medium or format.  
Adapt — remix, transform, and build upon the material for any purpose, even commercially.  
The licensor cannot revoke these freedoms as long as you follow the license terms.  

Under the following terms:  
Attribution — You must give appropriate credit, provide a link to the license, and indicate if changes were made.  
You may do so in any reasonable manner, but not in any way that suggests the licensor endorses you or your use.  
No additional restrictions  

You may not apply legal terms or technological measures that legally restrict others from doing anything the license permits.

Cogent Business & Management (ISSN: 2331-1975) is published by Cogent OA, part of Taylor & Francis Group.  
Publishing with Cogent OA ensures:  
• Immediate, universal access to your article on publication  
• High visibility and discoverability via the Cogent OA website as well as Taylor & Francis Online  
• Download and citation statistics for your article  
• Rapid online publication  
• Input from, and dialog with, expert editors and editorial boards  
• Retention of full copyright of your article  
• Guaranteed legacy preservation of your article  
• Discounts and waivers for authors in developing regions  
Submit your manuscript to a Cogent OA journal at www.CogentOA.com   

Briliana et al., Cogent Business & Management (2021), 8: 1996215                                                                                                                                   
https://doi.org/10.1080/23311975.2021.1996215

Page 20 of 20


	1.  Introduction
	1.1.  The technology acceptance model (TAM)

	2.  Literature review
	2.1.  Intention to use food vlogger reviews for purchase decisions
	2.2.  Authenticity
	2.3.  Mobile app usefulness
	2.4.  Credibility
	2.5.  Attitude toward online food vlogger reviews

	3.  Methods
	4.  Analysis and results
	4.1.  Respondents
	4.2.  Measurement and analysis

	5.  Discussion
	6.  Conclusion
	7.  Implications for theory and practice
	8.  Limitations and scope for further research
	Acknowledgements
	Funding
	Author details
	Authors’ contributions
	Availability of data and materials
	Ethical approval
	Disclosure statement
	References

