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Abstract 

In the current society, the food image, consumption and experience has changed significantly due to the growing 

use of social media. Social media platforms like Instagram, YouTube, Facebook and TikTok have helped to build a 

new food culture, in which food influencers have a significant influence on their followers' food ideas, preferences, 

and their decisions for tourism. This narrative review covers the emerging role of social media food influencers in 

shaping consumers' behaviour in both a digital context and in new trends and food tourism practices. A literature 

review of previous research on Influencer marketing, Digital food culture, Audience engagement, Visual storytell-

ing and Tourism promotion through social media. The review reveals the influence of food influencers on consumer 

buying behaviour, eating habits, restaurant selections, and the consumption of food items by creating visually ap-

pealing and authentic content and establishing parasocial relationships. It also discusses the impact of social me-

dia on making culinary new trends, regional cuisines, and food places popular. The paper also addresses commer-

cialisation, authenticity, digital algorithms and ethical concerns with influencer culture. The study is found that 

social media food influencers are gradually becoming significant cultural intermediaries, which play a significant 

role in the construction of consumer culture, electronic culinary culture and tourism experience in today's society. 

Keywords: Social Media, Food Influencers, Consumer Behaviour, Culinary Trends, Food Tourism, Digital 

Media, Instagram, YouTube, Influencer Culture. 

INTRODUCTION 

The food is truly a bearer of culture and identity, memory and social belonging. Social me-

dia like Instagram and YouTube, however, has transformed the way that people discover and 

experience food, in the digital age. These platforms have established a very visual space for 

food, where recipes, restaurant experiences, regional dishes, and the aesthetics of food are 

churning in the online sphere. Recent studies have revealed that social media is a significant 

influence in the development of food-related information seeking, consumer perception and 

behavioural intention, and food is found not only in the home and in the kitchen, but also in 

the internet and in digital culture. (Abell & Biswas, 2022; Contois & Keish, 2022). 

Food influencers have become central actors in this digital food ecosystem. Through photo-

graphs, reels, vlogs, reviews, and storytelling, they shape how audiences think about food, 

dining, and lifestyle choices. Research suggests that food influencers can affect consumer 

behaviour through credibility, content quality, and engagement, while also influencing res-

taurant choices, dietary preferences, and purchase intentions (Pfender et al., 2023). At the 

same time, the visibility of food content on social media helps transform individual dishes 

and culinary styles into broader trends that travel quickly across digital networks (Bhagat et 

al., 2023). 

Social media food content is also closely connected with food tourism. Influencers often 

promote destinations through their culinary experiences, helping shape destination image 

and encouraging travel based on food culture. Studies in tourism research show that influ-

encer-driven content can affect how tourists perceive places, local cuisine, and food experi-

ences, making digital food promotion an important part of contemporary tourism marketing 

(Richards, 2015; Hjalager & Richards, 2002). 

For this reason, the present narrative review examines how social media food influencers 
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shape consumer behaviour, culinary trends, and food tourism 

in the digital era. It aims to bring together existing scholarly 

discussions on influencer culture, digital food practices, and 

tourism-related food promotion in order to understand the 

wider cultural and commercial significance of food content 

on social media. 

Review of Literature 

The growing influence of social media platforms has signifi-

cantly transformed food-related communication, consump-

tion practices, and audience engagement in contemporary 

society. Researchers across media studies, consumer studies, 

and tourism studies have increasingly focused on understand-

ing how food influencers shape consumer behaviour, culi-

nary trends, and digital food culture. 

Chaudhuri and Sarkar (2023), in their study “Mapping the 

Popular Indian Food Channels on YouTube: A Sociological 

Analysis,” observed that food channels on YouTube function 

not only as spaces for cooking tutorials but also as platforms 

reflecting broader social and cultural dynamics. The study 

highlighted that food-related content is closely associated 

with identity construction, participatory culture, and audience 

interaction. The researchers further argued that digital food 

creators use storytelling, regional representation, and person-

al experiences to establish emotional connections with audi-

ences. The study also discussed how food influencers con-

tribute to the commercialisation of digital food culture 

through branding, sponsorships, and influencer marketing. 

Pfender, Wanzer, Kuijpers, and Bleakley (2023), in their 

research on “What I Eat in a Day” YouTube videos, exam-

ined the impact of influencer content on audience perceptions 

and nutrition-related behaviour. Their findings suggested that 

sponsored food content increases perceptions of influencer 

attractiveness and trustworthiness among audiences. Howev-

er, the study also pointed out that excessive sponsorship may 

reduce perceptions of authenticity and emotional relatability. 

The researchers concluded that influencer-generated food 

content has a significant influence on dietary intentions and 

food-related decision-making processes. 

Bhagat, Khanna, Sharma, and Bhat (2023), in their study 

“Street Food in the Digital Era,” explored how food vlog-

gers influence consumer intentions toward street food con-

sumption. The research found that influencer credibility, in-

formation quality, and transparency are major factors affect-

ing audience trust. The study suggested that accurate re-

views, engaging visual presentation, and user-generated con-

tent positively shape audience perceptions regarding food 

hygiene, quality, and authenticity. The researchers further 

emphasised that digital food influencers contribute to the 

growing popularity of street food culture through social me-

dia visibility. 

Contois and Keish (2022) examined the concept of “Food 

Instagram” and argued that Instagram has transformed food 

into a highly visual and performative cultural practice. Ac-

cording to the researchers, food-related posts, reels, and pho-

tographs contribute to the construction of digital identities, 

lifestyle aspirations, and aesthetic values associated with 

food. The study highlighted that social media platforms en-

courage audiences to perceive food not merely as nutrition 

but as an experience connected with status, pleasure, and 

self-expression. 

Research on digital consumer culture has also shown that 

social media platforms significantly influence food prefer-

ences and purchasing behaviour. Abell and Biswas (2022) 

argued that algorithmic recommendations, influencer promo-

tions, and audience engagement patterns contribute to chang-

ing food consumption habits in digital environments. Their 

study highlighted that audiences increasingly depend on 

online reviews, influencer endorsements, and visual food 

content while making decisions related to restaurants, diets, 

and culinary experiences. 

The relationship between food influencers and tourism has 

also attracted scholarly attention in recent years. Richards 

(2015) discussed the concept of gastronomic experiences and 

explained how food has become a major component of tour-

ism practices. The study suggested that digital media and 

influencer culture contribute significantly to destination 

branding and food tourism promotion. Similarly, Hjalager 

and Richards (2002) emphasised that culinary experiences 

play an important role in attracting tourists and constructing 

destination identity. 

Research has further highlighted the role of social media in 

promoting global culinary trends and food aesthetics. Raj 

(2025), while discussing the global popularity of matcha cul-

ture, explained how visually appealing content on Instagram 

and YouTube transformed matcha into a lifestyle and well-

ness trend. The study reflected how digital visibility and in-

fluencer participation contribute to the rapid circulation of 

food trends across societies. 

Although several studies have examined food influencers, 

consumer behaviour, culinary culture, and tourism promotion 

separately, limited research has explored the combined rela-

tionship between social media food influencers, consumer 

behaviour, culinary trends, and food tourism from an inte-

grated perspective. Furthermore, most studies focus on glob-

al or urban digital cultures, while relatively less attention has 

been given to the broader cultural and behavioural implica-

tions of food influencer practices in contemporary digital 

environments. Therefore, the present narrative review at-

tempts to bridge this gap by critically examining existing 

literature on social media food influencers and their role in 
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shaping food-related practices and experiences in the digital 

age. 

Research Gap 

Existing literature has extensively discussed the growing role 

of social media influencers in shaping consumer behaviour, 

digital marketing practices, and online food culture. Several 

studies have examined the impact of food influencers on die-

tary preferences, restaurant choices, and audience engage-

ment through platforms such as Instagram and YouTube. 

Similarly, research related to culinary trends and food tour-

ism has highlighted the importance of digital media in pro-

moting regional cuisines, destination branding, and tourism 

experiences. 

However, most of the existing studies focus on these aspects 

separately and within broader global or commercial contexts. 

Limited research has attempted to critically connect social 

media food influencers, consumer behaviour, culinary trends, 

and food tourism within a single analytical framework. In 

addition, much of the available literature emphasises influ-

encer marketing and commercial promotion, while compara-

tively less attention has been given to the cultural and behav-

ioural implications of digital food content. 

Furthermore, existing studies largely focus on Western or 

metropolitan digital cultures, whereas the role of social me-

dia food influencers in shaping culinary practices and tour-

ism experiences in diverse cultural contexts remains compar-

atively underexplored. There is also limited narrative-based 

academic discussion examining how visual storytelling, au-

dience engagement, authenticity, and influencer culture col-

lectively contribute to the changing relationship between 

food, media, and tourism in contemporary society. 

Therefore, the present narrative review seeks to bridge this 

gap by critically examining existing literature on social me-

dia food influencers and their impact on consumer behaviour, 

culinary trends, and food tourism in the digital age. 

Objectives of the Study 

1. To examine the role of social media food influencers in 

shaping consumer behaviour. 

2. To analyse the influence of social media on emerging cul-

inary trends and digital food culture. 

3. To explore the relationship between food influencers and 

food tourism. 

4. To understand the impact of visual storytelling, authentici-

ty, and audience engagement on digital food consumption. 

5. To identify the opportunities and challenges associated 

with food influencer culture in the digital era. 

Research Methodology 

The present study follows a narrative review approach to 

examine existing literature related to social media food influ-

encers, consumer behaviour, culinary trends, and food tour-

ism. The narrative review method was considered appropri-

ate because the study aims to analyse, interpret, and synthe-

sise scholarly discussions from multiple interdisciplinary 

areas rather than statistically evaluate findings. 

Relevant literature for the review was collected from books, 

journal articles, conference papers, reports, and online aca-

demic databases such as Google Scholar, Scopus, Web of 

Science, ResearchGate, and JSTOR. The literature selected 

for the review primarily focused on themes such as food in-

fluencer culture, influencer marketing, digital food practices, 

consumer engagement, culinary trends, visual culture, and 

tourism promotion through social media. 

The collected studies were analysed thematically to identify 

recurring trends, conceptual patterns, theoretical discussions, 

and research gaps related to food influencers and digital me-

dia. 

Discussion / Analysis 

Social Media and the Rise of Food Influencer Culture 

The emergence of social media platforms has transformed 

the nature of communication, marketing, and cultural partici-

pation across societies. Among various forms of digital con-

tent, food-related content has gained remarkable popularity 

in recent years. Platforms such as Instagram and YouTube 

have become central spaces where food influencers share 

recipes, restaurant experiences, travel content, and lifestyle 

narratives with audiences. 

Food influencers are individuals who create and distribute 

food-related content to large online audiences. Their content 

often includes cooking tutorials, restaurant reviews, food 

challenges, healthy diet routines, regional cuisine explora-

tions, and travel-based culinary experiences. Through con-

sistent content creation and audience interaction, influencers 

establish trust, familiarity, and credibility among followers. 

The rise of influencer culture is closely connected with the 

visual nature of digital media platforms. Food photography, 

close-up videos, cinematic editing, and aesthetic presenta-

tions create emotional appeal and sensory attraction among 

audiences. Studies suggest that visually attractive food con-

tent stimulates appetite, curiosity, and consumption desires. 

As a result, audiences become more likely to imitate food 

choices, visit promoted restaurants, or participate in food 

trends. 

Social media algorithms also play an important role in ampli-

fying food influencer culture. Viral reels, trending recipes, 

and sponsored content receive higher visibility through algo-

rithmic recommendations. Consequently, influencers become 
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important mediators between audiences and digital food cul-

ture. 

Food Influencers and Consumer Behaviour 

One of the most significant impacts of food influencers can 

be observed in the area of consumer behaviour. Contempo-

rary consumers increasingly depend on digital recommenda-

tions before making decisions related to food purchases, res-

taurant visits, dietary habits, and culinary experiences. Social 

media platforms have therefore become influential spaces for 

shaping consumer preferences and decision-making process-

es. 

Research indicates that influencer credibility, authenticity, 

and relatability significantly affect audience trust. Audiences 

often perceive influencers as more accessible and trustworthy 

compared to traditional celebrities or advertisements. The 

development of parasocial relationships between audiences 

and influencers further strengthens emotional attachment and 

behavioural imitation. 

Food influencers affect consumer behaviour through several 

mechanisms. Firstly, visually appealing food presentations 

stimulate sensory attraction and create food cravings. Sec-

ondly, interactive engagement through comments, live ses-

sions, and audience responses encourages participation and 

trust. Thirdly, influencer endorsements and sponsored pro-

motions affect purchasing decisions and brand awareness. 

The growing popularity of “What I Eat in a Day” videos, 

restaurant recommendation reels, and food review channels 

demonstrates how digital food culture influences audience 

lifestyles and consumption practices. Consumers often exper-

iment with trending dishes, café culture, street food destina-

tions, and dietary routines after exposure to influencer con-

tent. 

However, scholars also argue that influencer culture may 

encourage unhealthy eating habits, unrealistic lifestyle ex-

pectations, and excessive consumerism. Sponsored content 

and commercial collaborations sometimes reduce authentici-

ty and raise ethical concerns regarding transparency and ma-

nipulation. 

Culinary Trends and Digital Food Culture 

Social media has become a powerful medium for creating 

and circulating culinary trends across societies. Digital plat-

forms enable food trends to spread rapidly through shares, 

hashtags, recommendations, and algorithmic visibility. Viral 

dishes, café aesthetics, fusion foods, and food challenges 

often gain popularity within a short period of time. 

Food influencers contribute significantly to the popularisa-

tion of culinary trends by continuously producing visually 

engaging and trend-oriented content. The rise of Dalgona 

coffee, rainbow foods, cheese-pull videos, Korean cuisine 

trends, matcha beverages, and aesthetic desserts demon-

strates how digital culture shapes food preferences and culi-

nary experimentation. 

The popularity of food trends is closely linked with visual 

storytelling practices. Influencers often present food not 

merely as nutrition but as an experience associated with life-

style, identity, pleasure, and social status. Food aesthetics, 

plating styles, background music, editing patterns, and story-

telling techniques contribute to audience engagement and 

trend circulation. 

Digital food culture also promotes the rediscovery and repre-

sentation of regional cuisines. Traditional dishes that previ-

ously had limited visibility are now reaching wider audiences 

through digital platforms. Regional food creators and chefs 

use social media to preserve culinary heritage while adapting 

traditional food practices to contemporary digital culture. 

At the same time, scholars argue that digital culinary trends 

may encourage homogenisation and commercialisation of 

food cultures. Viral trends sometimes prioritise aesthetics 

and entertainment over authenticity and nutritional value. 

Therefore, digital food culture reflects both opportunities and 

challenges in contemporary society. 

Food Tourism and Influencer Marketing 

Food tourism has emerged as an important component of 

contemporary travel experiences. Tourists increasingly seek 

destinations that offer unique culinary experiences, regional 

cuisines, street food cultures, and local food traditions. Social 

media food influencers play a significant role in shaping 

tourism decisions by promoting destinations through visually 

appealing travel and food content. 

Influencers often combine food experiences with travel nar-

ratives, cultural storytelling, and destination branding. 

Through restaurant reviews, café recommendations, street 

food explorations, and regional cuisine documentation, influ-

encers create curiosity and emotional attraction toward spe-

cific locations. 

Research suggests that food-related content significantly 

affects destination image formation and tourism motivation. 

Audiences frequently select restaurants, cafés, and travel 

destinations after watching influencer videos and social me-

dia recommendations. Tourism industries and hospitality 

businesses therefore collaborate with influencers to increase 

visibility and attract customers. 

Food tourism also contributes to local economic develop-

ment and cultural promotion. Regional cuisines receive na-

tional and international attention through influencer content. 

Local vendors, chefs, and traditional food businesses gain 

recognition and increased customer engagement due to digi-

tal visibility. 
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However, concerns have also been raised regarding overtour-

ism, commercial exploitation, and cultural commodification. 

In some cases, local food traditions are simplified or modi-

fied primarily for digital appeal and audience engagement. 

Authenticity, Visual Culture, and Audience Engagement 

Authenticity is one of the most important factors influencing 

audience engagement with food influencers. Audiences gen-

erally prefer influencers who appear genuine, relatable, and 

transparent in their communication practices. Authentic sto-

rytelling, honest reviews, and personal experiences often 

create stronger audience trust. 

Visual culture also plays a central role in food influencer 

practices. Food content is carefully designed to maximise 

visual attraction and emotional response. High-quality pho-

tography, cinematic editing, colourful presentations, and 

close-up food visuals create sensory appeal that encourages 

audience interaction. 

Audience engagement further strengthens influencer impact. 

Likes, comments, shares, reposts, and interactive communi-

cation contribute to community formation and digital partici-

pation. Food influencers often maintain close interaction 

with followers through live sessions, replies, polls, and col-

laborative activities. 

The relationship between influencers and audiences demon-

strates the growing importance of participatory culture in 

digital media environments. Audiences not only consume 

content but also actively contribute to trend circulation and 

cultural production. 

Challenges and Ethical Concerns 

Despite the growing popularity of food influencer culture, 

several ethical and social concerns have emerged in recent 

years. One major issue relates to sponsored content and 

commercial transparency. Audiences may not always recog-

nise promotional collaborations, leading to questions regard-

ing authenticity and consumer manipulation. 

Health-related concerns are also significant. Some food in-

fluencers promote unhealthy dietary practices, excessive 

consumption, and unrealistic body standards. The pressure to 

create visually attractive food content may prioritise aesthet-

ics over nutritional awareness. 

Digital inequality is another important concern. Algorithms 

often favour creators with higher visibility, professional pro-

duction quality, and commercial support, making it difficult 

for smaller or regional creators to achieve recognition. 

Additionally, the rapid spread of trends may contribute to 

food waste, overconsumption, and environmental concerns. 

Scholars therefore emphasise the need for ethical influencer 

practices, responsible content creation, and greater audience 

awareness. 

CONCLUSION 

The present narrative review highlights the growing signifi-

cance of social media food influencers in shaping contempo-

rary consumer culture, culinary trends, and food tourism 

practices. Social media platforms have transformed food into 

a highly visual, interactive, and culturally mediated experi-

ence where influencers act as important intermediaries be-

tween audiences, brands, restaurants, and tourism industries. 

Food influencers significantly affect consumer behaviour by 

influencing food preferences, restaurant choices, dietary hab-

its, and purchasing decisions through visual storytelling, au-

dience engagement, and digital interaction. At the same time, 

social media contributes to the rapid circulation of culinary 

trends and the growing popularity of regional cuisines and 

food experiences. 

The review also demonstrates that food tourism has become 

closely connected with influencer culture and digital media 

practices. Through travel vlogs, restaurant recommendations, 

and regional food documentation, influencers contribute to 

destination branding and tourism promotion. 

However, the growing commercialisation of influencer cul-

ture also raises concerns related to authenticity, ethics, health 

representation, digital inequality, and cultural commodifica-

tion. Therefore, future research should focus on the long-

term cultural, psychological, and economic effects of digital 

food influencer practices across different social and regional 

contexts. 

Overall, social media food influencers have emerged as pow-

erful cultural actors in the digital age, significantly shaping 

how food is consumed, represented, experienced, and under-

stood in contemporary society. 
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