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ABSTRACT 

 

Social media marketing is a powerful tool for businesses to connect with 

customers, and one form of this strategy is vlogging, as it offers engaging 

content that persuades people to try promoted products. This mixed-

method research investigates the effectiveness of food vlogging as a so-

cial media marketing strategy in improving sales and profitability. Using 

paired sample t-tests, the study found a significant increase in sales after 

the adoption of food vlogging, confirming its impact as a sales-driving 

tool. However, there was no statistically significant improvement in prof-

itability, indicating that increased sales did not directly translate to 

higher profit margins. Customer feedback revealed that most were per-

suaded by food vloggers to try featured products, demonstrating strong 

influencer impact on purchasing decisions. The marketing manager 

viewed food vlogging positively but emphasized the need for thorough 

planning and evaluation before implementation. While food vlogging en-

hances brand visibility and customer reach, businesses must address 

challenges like inconsistent viewer engagement and high collaboration 

costs. To maximize return on investment, the study recommends part-

nering with influencers who match the target audience and focusing on 

cost-per-action rather than cost-per-view performance metrics. 
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Background 
The role of marketing in business, regard-

less of the industry, is undeniably vital, as it 
brings significant attention to the products or 
services involved in the market. Marketing is 
also essential for commercial entities as it 
builds connections between customers and 
products, enhances company performance, and 

strategically drives management. Studies have 
emphasized that marketing enables businesses 
to understand consumer needs and regulate 
market activities, which is crucial for aligning 
production and sales strategies with consumer 
demands (Boboniyazovich, 2022; Gudz et al., 
2023). As the years pass, marketing evolves 
from traditional to digital approaches, with 
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companies increasingly conducting marketing 
activities online, mainly through social media. 
A study claimed that social media is the future 
of marketing and will significantly shape three 
lenses: consumer, industry, and public policy 
(Appel et al., 2019). Moreover, in the future of 
social media, food businesses are increasingly 
exploring the use of food vlogging to promote 
their products, which is considered a trend on 
various social media platforms, including Face-
book, YouTube, X (formerly TikTok), and Insta-
gram. However, despite its growing popularity, 
limited empirical research exists on the meas-
urable impact of food vlogging on business per-
formance, particularly in terms of sales and 
profitability. This study aims to address that 
gap by examining how food vlogging influences 
customer behavior, marketing decisions, and fi-
nancial outcomes in the food sector. 

Food vlogging is an effective marketing tool 
in the food and beverage sector, as major com-
panies collaborate with popular vloggers to 
boost sales and enhance brand recogni-
tion. Major brands such as McDonald's, Star-
bucks, and Domino's heavily engage food vlog-
gers to advertise new products, exclusive deals, 
and temporary specials. The study demon-
strates that McDonald's partnered with vlog-
gers to create "Mukbang" (food show) videos, 
which present their menu items within dy-
namic real-life settings that attract view-
ers. Starbucks collaborates with vloggers to 
create user-generated content and generate so-
cial media buzz around the Pumpkin Spice 
Latte and other seasonal products. Domino's 
Pizza partners with food bloggers to showcase 
new flavors, providing viewers with detailed 
descriptions of product quality and sensory ex-
periences. Food vloggers develop authentic re-
lationships with their audience, which results 
in their product suggestions appearing more 
trustworthy than traditional advertising meth-
ods (Khalid & Siddiqui, 2019). 

The study found that YouTube vloggers 
serve as strong brand endorsers because their 
credible and realistic content leads to meaning-
ful purchases by consumers. The implications 
for marketing are substantial, particularly for 
brands targeting younger consumers who were 
born into the digital age. By partnering with 
YouTube influencers, Gymshark and Daniel 

Wellington built brand awareness and credibil-
ity. Through collaborations with fitness vlog-
gers, Gymshark showcases its fitness apparel 
during exercise routines to create content that 
blends personal storytelling with information 
beyond traditional advertising. Daniel Welling-
ton collaborated with lifestyle and fashion 
YouTubers to showcase their watches daily, 
creating a brand image associated with attain-
able yet aspirational lifestyles (Rybaczewska et 
al., 2020). 

In the Philippines, Food vloggers are a key 
driver of consumer behavior, brand perception, 
and sales growth in the food and beverage sec-
tor during the digital era. Their contributions 
align with the United Nations Sustainable De-
velopment Goals (SDGs), specifically SDG 8 
(Decent Work and Economic Growth), SDG 9 
(Industry, Innovation, and Infrastructure), and 
SDG 12 (Responsible Consumption and Pro-
duction). By providing engaging content, food 
vloggers help companies and tiny and medium-
sized enterprises (SMEs) gain visibility and 
reach a broader customer base, ultimately lead-
ing to economic sustainability (SDG 8). 
Through innovative digital marketing strate-
gies, food vloggers contribute to the growth of 
the food industry, as outlined in SDG 9, by driv-
ing digitalization and technological progress. In 
addition, ethical food vloggers promote sus-
tainable consumption, ethical sourcing, and 
waste minimization, aligning with SDG 12 by 
encouraging conscious consumption. There-
fore, the marketing impact of food vloggers 
goes beyond sales expansion to economic resil-
ience, innovation, and sustainability in the food 
sector. 

With this in mind, this study aimed to ad-
dress these gaps by examining the effective-
ness of hiring food vloggers as a marketing 
strategy and its impact on sales and profitabil-
ity performance. 

The following are the study’s objectives: 
1. To evaluate the sales performance and 

profitability of the participating company 
before and following the implementation of 
food vlogging as a marketing strategy. 

2. To determine whether there is a statisti-
cally significant difference in the sales per-
formance and profitability of the  
participating company before and after the 
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integration of food vloggers as a promo-
tional tool. 

3. To examine the perceptions of customers 
and the marketing manager regarding the 
use of food vloggers as part of the compa-
ny's marketing strategy. 

4. To develop recommendations for optimiz-
ing marketing strategies through the effec-
tive integration of food vloggers in the pro-
motional efforts of food businesses. 

 
Literature Review  
Marketing 

Marketing is crucial to the success of food 
vlogging, as it raises brand awareness, shapes 
consumer perceptions, and directly influences 
purchasing decisions. The study found that in-
fluencer marketing via vloggers considerably 
increases purchase intention by establishing 
trust and authenticity with consumers (Wied-
mann et al., 2020). Research has claimed that 
marketing through vlogs also drives brand 
awareness and consumer engagement, as it of-
fers interactive and engaging content that ap-
peals to audiences (Bu, Y. et al., 2022). In addi-
tion, the study highlighted that social media in-
fluencers have become essential promotional 
agents for consumers, with a profound effect on 
trust and purchase decisions. Moreover, this in-
fluence not only drives up sales but also im-
proves firm performance. Similarly, it high-
lights the proven power of visual storytelling, 
as seen on sites like YouTube, in developing an 
engaging brand narrative. Through this meth-
odology, you can personify your business, es-
tablish a solid brand, and cultivate customer 
loyalty. These studies highlighted the strategic 
value of marketing in food vlogging as a tool for 
driving business growth and expanding market 
reach. (Astuti et al., 2020). 
 
Social Media Marketing 

Vloggers play a crucial role in shaping cus-
tomers' perceptions, as their endorsements 
have a significant influence on attitudes toward 
brand advertisements and purchasing deci-
sions. A study suggested that vlogger traits sig-
nificantly impact consumer behavior, including 
authenticity, physical attractiveness, and con-
tent quality. Specifically, beauty vloggers  

influence hedonic value, while technology vlog-
gers enhance utilitarian value (Lu et al., 2024) 

A study stated that situational factors in 
producing vlogs affect audience participation. 
Zhang points out that variables such as the 
vlogger’s environment and the extent of audi-
ence interaction with the vlogger influence how 
vloggers communicate, which in turn impacts 
audience engagement (Zhang, 2022). Addition-
ally, the study highlighted the role of vlogger in-
teractivity and self-disclosure in the formation 
of parasocial relationships. These relationships 
improve audience trust, brand identification, 
and purchase intentions (Fazli-Salehi et al., 
2022). 

 Indeed, the study asserted that physical 
beauty and social relationships of beauty vlog-
gers shape audience preferences among cos-
metic brands (Dewi et al., 2023). Likewise, rec-
ommendations have been found to directly af-
fect consumers' attitudes towards advertise-
ments and increase purchase intentions, espe-
cially for beauty products (Santiago et al., 
2023). They also exert an influence on public 
health attitudes. As demonstrated by a study, 
the adherence of YouTube vloggers to COVID-
19 protocols influences the attitudes and be-
havior of teenagers. Teens viewing non-adher-
ent vloggers exhibited low levels of adherence 
to COVID-19 protection protocols (Sankar et. 
al., 2024). Finally, the author illustrated the 
role of vloggers' promotional content on con-
sumer attitudes and the effect of vlogger-fan 
contact frequency and product information lev-
els offered by vloggers on purchasing decisions 
(Jiang et al., 2024) 
 
Vloggers as a Marketing Strategy 

Vloggers have become one of the most ef-
fective marketing strategies, impacting sellers 
and buyers. They are especially well-posi-
tioned to do so because research suggests that 
people perceive them as knowledgeable and 
objective, enhancing their ability to influence 
purchase decisions. Research has shown that 
vloggers employ persuasion techniques, such 
as emotional appeal and two-sided messaging, 
to enhance consumers' trust and purchase in-
tention. Para-social interaction is a crucial ele-
ment that helps develop a sense of affection  
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between vloggers and viewers (Sheng et al., 
2022). 

The self-image of the consumer and mar-
keting improvisation concepts are squarely ap-
plicable to vlogging as a marketing approach. 
As content creators, Vloggers develop personal 
brands that resonate with specific aspects of 
themselves among their audiences. As demon-
strated by the author, the existence of vloggers 
can also elicit impulse buying, as the appear-
ance of vloggers, homophily, and the informa-
tiveness of the content lead viewers to develop 
a desire to buy (Arviansyah et al., 2018). A 
study revealed that luxury brands target aspi-
rational consumers, while sustainable brands 
appeal to ethical consumers (Leal et al., 2014). 
Vloggers produce content that aligns with their 
audiences' interests, lifestyles, and values. This 
alignment fosters trust, emotional investment, 
and brand loyalty, making vlogging a potent 
tool for influencer marketing. 

Likewise, academic research has validated 
the improvisational element of marketing 
strategies, as indicated by its high relevance to 
vlogging. In contrast to conventional marketing 
campaigns with strict, pre-determined formats, 
vlogging facilitates spontaneous engagement 
and responsiveness. Vloggers can realign their 
content according to audience response, trend-
ing issues, or shifts in consumer behavior. Such 
fluidity maximizes their marketing impact; 
hence, vlogging becomes an evolving and re-
sponsive promotional tool (Khan, 2023). Vlog-
ging as a marketing strategy is effective be-
cause it appeals to consumers' self-identity 
while being adaptable and flexible, making it a 
genuine and powerful means of digital market-
ing. 
 
Methodology 

This study is a mixed-methods embedded 
design, where the primary quantitative (exper-
imental) approach assessed the effect of food 
vloggers on the company’s sales performance 
and profitability. The qualitative component 
complemented this by exploring customer in-
sights on their purchasing decisions and the 
marketing manager’s rationale for adopting 
food vlogging as a strategy. This combined ap-
proach enabled triangulation, thereby 

strengthening the reliability and comprehen-
siveness of the results. The quantitative sample 
consisted of sales and profitability data from 
one participating company, collected over peri-
ods before and after the integration of food 
vloggers, enabling a direct comparison of per-
formance. For the qualitative phase, purposive 
sampling was employed to select the marketing 
manager and a diverse group of customers fa-
miliar with the food vlogging campaigns, 
thereby providing relevant perspectives. 

Although the focused sample allowed for in-
depth analysis, the study’s findings had limited 
generalizability due to being confined to a sin-
gle company. Additionally, purposive sampling 
in the qualitative phase may have introduced 
selection bias, which could potentially affect 
the representativeness of the insights. None-
theless, this design offered a balanced and de-
tailed understanding of the impact of food vlog-
ging in the marketing context. 

Minglanilla, Cebu, Philippines, served as the 
study’s environment, as the participating busi-
nesses and customers were located there. The 
study utilized secondary data from the partici-
pating businesses to determine sales and prof-
itability performance, specifically sales and 
profit reports before and after integrating food 
vloggers into the marketing operation. The re-
searchers requested these financial reports 
from the owner, emphasizing that the data 
would be used for scholarly purposes. At the 
same time, ten customers were interviewed us-
ing a semi-structured interview guide to gather 
qualitative data on how food vloggers influence 
their purchasing decisions. Ten were selected 
as the researchers reached data saturation dur-
ing the data collection. Additionally, one mar-
keting manager was interviewed to understand 
how they selected food vloggers for integration 
into the business’s marketing strategy. 

To analyze the secondary data, the study 
employed a paired sample t-test to compare 
sales and profitability data before and after in-
tegrating food vloggers as a marketing strategy. 
This treatment checks if the mean difference is 
statistically significant. Additionally, as the 
study employed an embedded design, a the-
matic analysis was used to analyze the qualita-
tive data from ten customers and one  
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marketing manager. The thematic analysis 
used in the study was anchored by Braun and 
Clarke (2006) and strictly followed the six 
steps: (1) familiarization of data, (2) initial cod-
ing, (3) generating themes, (4) validity and re-
liability of themes, (5) defining and naming 

themes, and lastly, (6) interpretation and re-
porting. 

 
Results and Discussions  

Before and After the Use of Food Vloggers 
as a Marketing Strategy 

 
Table 1. Paired Samples T-Test Result of Sales Performance Before and After the Integration of Food 

Vloggers 

 

Table 1 presents the results of the paired t-
test analysis, comparing the company's sales 
performance before and after integrating food 
vloggers as a marketing strategy. The result 
demonstrated a t-value of -3.261, indicating 
that the mean difference in sales is 3.261 times 
larger than the standard error of the differ-
ences. Therefore, the t-value is negative, indi-
cating that sales after using food vloggers were 
significantly higher than before, which suggests 
the effectiveness of the newly integrated mar-
keting strategy. Also, since the p-value is less 
than the alpha, the result is statistically signifi-
cant, implying that the study should reject the 
null hypothesis and conclude that there is a sig-
nificant difference in sales before and after us-
ing food vloggers in the marketing operation. 

Additionally, the mean difference of -
105.089 suggests that the sales increased after 
the integration of food vloggers in the market-
ing operation. It only demonstrates the effec-
tiveness of the approach on the business's sales 
performance. Ultimately, Cohen’s d was used to 
quantify the strength of the impact of food vlog-
gers on the business's sales performance, yield-
ing a result of -1.031. It can be inferred that the 
effect size is large, as Cohen’s d is more signifi-
cant than 0.8. Therefore, integrating food vlog-
gers had a substantial positive impact on sales 
performance. 

In line with findings, current literature 
highly corroborates that food vloggers are 
powerful marketing agents who can generate 
substantial business growth and enhance sales. 
For example, a study highlighted that the  

advertising value and credibility of food vlog-
gers on YouTube positively affect user attitudes 
and purchase intentions, thereby underscoring 
the strategic marketing potential of food vlog-
ging in digital commerce (Nguyen et al., 2023). 
Similarly, the study found that consumers ex-
posed to interesting food vlogs were more 
likely to select highlighted restaurants, under-
scoring the immediate impact of vlogging on 
restaurant sales and consumer choice (Truong 
et al., 2025). Moreover, researchers investi-
gated the impact of mega food vloggers. They 
concluded that vlogger trust, familiarity, and 
expertise highly increase consumer willingness 
to buy, supporting the influence of food influ-
encers in increasing market reach and revenue 
(Kazancoglu et al., 2020).  

These findings supported our research as-
sertions that food vlogging is a highly effective 
marketing tool for building consumer trust and 
driving business development when done sin-
cerely and strategically. However, despite the 
evidence tilting heavily toward this view, some 
researchers caution that saturation among in-
fluencer videos and the explosion of fake en-
dorsements will dilute the persuasive might of 
food vlogs. That subtlety suggests that to main-
tain its momentum, food vlogging requires 
brands to focus more on authentic connections, 
audience alignment, and high-quality content. 
Our research confirms the sales viability of 
food vlogging and promotes a reflective and re-
sponsive strategy to engage with influencers in 
the evolving digital environment. 

 
 

Sales Performance T P Mean Difference Cohen’s d 
Without Vlogger - With Vlogger -3.261 0.010 -105.089 -1.031 
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Table 2. Paired Samples T-Test Result of Profitability Before and After the Integration of Food Vlog-
gers 

 

Table 2 presents the findings from the 
paired t-test analysis, which examined the busi-
ness’s profitability before and after integrating 
food vlogging into its marketing strategy. The 
analysis revealed a mean difference of 
₱133,114.87, indicating that businesses utiliz-
ing food vloggers tended to have higher profit-
ability. Although this difference approached 
statistical significance (t = -2.241, p = 0.060), it 
did not reach the conventional threshold for 
significance (p < 0.05). As a result, the conclu-
sion drawn is that there is no significant differ-
ence in profitability before and after the inclu-
sion of food vloggers in the business marketing 
model. Furthermore, the effect size, calculated 
as Cohen's d = -0.792, suggests a medium to sig-
nificant effect, implying that, although statisti-
cal significance was not achieved, there is a 
practically meaningful impact of food vloggers 
on profitability. This suggests that the sample 
size may have limited the ability to detect a sta-
tistically significant difference; however, the 
presence of vloggers has the potential to en-
hance business profitability significantly. 

The above findings are also supplemented 
by recent literature, which suggests that food 
vloggers, when used in conjunction with digital 
marketing and consumer trust, have a consid-
erable impact on consumer purchase decisions 
in the restaurant industry. This supports the 
idea that incorporating food vloggers into pro-
motional campaigns can have a positive impact 
on customer behavior and, consequently, busi-
ness performance. Even though the statistical 
data in this research was on the low side, the 
magnitude and direction of the effect are con-
sistent with these empirical findings, which 
suggest that food vloggers make a positive con-
tribution to customer interaction and revenue 
generation (Netrani, 2024) 

Additionally, this finding has significant 
business implications for companies seeking to 
incorporate digital influencers into their mar-
keting strategies. The study revealed that the 

trend observed here is that food vloggers 
should be considered a significant asset within 
promotional strategies, as they can increase 
visibility, credibility, and consumer connection. 
Their trust-building, engaging content can 
strengthen consumer relations, which can 
boost sales and profitability (Dea Farahdiba, 
2022). Therefore, companies, especially those 
in the food and hospitality sector, should invest 
in alliances with relevant vloggers to maximize 
the benefits of their market reach and con-
sumer influence. 
 
Customers’ Perception of Food Vlogging 
Used by the Company 
Theme #1: The Power of Social Media  

Most participants mentioned social media 
as the primary source of information when 
they first learned about the company and its 
products. Also, they highlighted social media as 
their initial point of contact with the company 
and its offerings. This recurring theme suggests 
that platforms like Facebook, Instagram, and 
TikTok serve as instruments that shape first 
impressions and awareness of the company's 
presence. Participants frequently described en-
countering the brand through shared posts, in-
fluencer recommendations, or targeted adver-
tisements, indicating the strong influence of 
digital visibility in consumer discovery. Moreo-
ver, their narratives highlight the effectiveness 
of social media in boosting viewers' curiosity 
and attracting new customers at the beginning 
of their buyer journey. 

Companies leveraging food vlogging and in-
fluencer-based content on social media are 
strategically positioning themselves to capture 
consumer attention early in the buyer journey. 
This highlights the increasing importance for 
marketers to invest in engaging, shareable con-
tent to enhance brand awareness and attract 
new customers. Studies have shown that social 
media marketing significantly enhances brand 
awareness and loyalty by serving as a crucial 

Profitability t df P Mean Difference Cohen's d 
Without Vlogger - With Vlogger -2.241 7 0.060 -133114.874 -0.792 
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initial point of contact for consumers. The 
study also emphasized that food cravers are 
most likely to encounter brands through plat-
forms like Instagram and Facebook, reinforcing 
their role in shaping first impressions (Zia et al., 
2022). 
 
Theme #2: Social Media Aesthetics and Con-
sumer Trust in the Food Business  

Visual appeal is the dominant factor driving 
their interest in trying the promoted products. 
Aside from that, online credibility matters to 
participants, motivating them to make a pur-
chase. The power of online praise, the role of 
visual appeal, engaging and attractive content, 
and affordability are the identified themes that 
influence participants' purchasing decisions af-
ter watching the vlog. 

Visual attractiveness on social media is the 
first compelling statement, but influencer 
trustworthiness and factual content are what 
establish consumers’ confidence and drive 
them to patronize the product. Food companies 
should thus focus not only on visual presenta-
tion but also on selecting trustworthy influenc-
ers and engaging in open communication to 
help generate consumer trust and loyalty. Re-
search has shown that visually presented con-
tent on platforms like Instagram significantly 
influences consumer trust and perception re-
garding food influencers, particularly when the 
pairing of aesthetic appearance with the per-
ceived credibility of the influencer is consid-
ered. This combination helps build consumer 
confidence and influence decision-making 
(Rani et al., 2023). 

In food vlogs, the presentation of food that 
is visually pleasing, combined with engaging 
and credible influencers, creates a sense of de-
sire and authenticity, which subsequently 
translates to purchasing behavior. Moreover, 
the credibility of the content creator and the so-
cial proof generated by online accolades and 
positive comments further reinforce trust, ver-
ifying your research conclusion that online 
credibility and social interactions also play a 
key role in influencing consumers' decision-
making. Study emphasized that visually appeal-
ing and interactive content significantly en-
hances consumer purchase intentions and  

engagement on platforms like Instagram 
(Bharti, 2021) 
 
Subtheme #2.1: The Power of Online Praise  

As they watched the vlogs made by the food 
vloggers invited by the company, they saw pos-
itive comments and reviews from netizens who 
had already tried the product, as well as those 
who had not, which motivated the participants 
to consider buying it. Additionally, after read-
ing the comments and reviews, some partici-
pants reported perceiving the promoted prod-
uct as having high quality in terms of taste, tex-
ture, packaging, and aroma. 

Positive online praise not only enhances 
perceived product quality but also reinforces 
consumer trust and purchase intention by serv-
ing as credible, emotionally engaging, and so-
cially supported endorsements on reviews 
when they perceive them as being in line with 
customer views. Online reviews, especially pos-
itive ones, significantly influence consumers’ 
perceptions of a product’s quality, encompass-
ing aspects such as taste, texture, and packag-
ing, and increase their willingness to make a 
purchase. This is because they act as a form of 
social proof that builds trust and credibility. In 
fact, a study showed that the mechanism also 
involves emotional and cognitive processing; 
when users read positive comments, they tend 
to form emotional connections with the prod-
uct and develop greater trust in its quality, 
which in turn enhances their purchase inten-
tions (Sun et al., 2022). 

This research found that online customer 
reviews have a highly impactful effect on con-
sumer trust, which in turn influences food pur-
chasing decisions in the culinary sector. While 
online reviews are not directly likely to result 
in purchases, they create perceived product 
quality and credibility by generating trust, par-
ticularly when influencer food bloggers post 
such reviews. In addition, only positive com-
ments and appreciation viewed in vlogs (even 
from viewers who have not tested the product) 
encourage participants to rate the product as 
high-quality in taste, packaging, and appeal. It 
suggests that companies should make an extra 
effort to utilize and promote positive user-gen-
erated content in influencer partnerships. 
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When consumers see other people recom-
mending a product through comments and in-
teractions, it creates a social proof effect that 
increases credibility and perceived value, ulti-
mately encouraging new consumers to use the 
product. Thus, collecting and promoting this 
appreciation as content and as comments in 
food vlogs is a strategic vehicle for establishing 
trust and driving sales (Tyas* et al., 2024) 
 
Subtheme #2.2: A Feast for the Eyes: The Role of 
Visual Appeal 

This theme emerged during the interview, 
as almost all participants demonstrated an ap-
preciation for the aesthetic beauty of the video 
content, its presentation to netizens, and how it 
maximizes the power of visual appeal, which 
significantly contributes to their curiosity 
about the product and consideration of pur-
chasing it. Additionally, it captures people's at-
tention on social media; aside from being visu-
ally appealing, as the participants noted, it is 
appetizing to watch the vlogs, making them 
crave the product. 

Visually appealing and emotionally engag-
ing video content powerfully fuels consumer 
interest, desires, and buying behavior by opti-
mizing visual and sensory attraction. Short 
video content, particularly when visually ap-
pealing and emotionally engaging, has a pro-
found impact on consumer interest and im-
pulse buying behavior.  Research demon-
strated that visually engaging short videos, es-
pecially those with concrete emotional appeal 
and seamless product placement, notably boost 
content enjoyment and impulse buying among 
consumers. Their study confirmed that narra-
tive integration and visual appeal are crucial in 
shaping purchase behavior (Duc et al., 2024) 

 
Subtheme #2.3: Engaging and Attractive Con-
tent 

Some participants during the interview 
thought that the company's videos, uploaded to 
its various social media platforms, were attrac-
tive and engaging enough to shed light on the 
product's quality and persuade people to try it 
and possibly patronize it. They emphasized 
that engaging content, such as humorous con-
tent provided by food vloggers, entertains 
them. 

Brands can increase purchase intentions 
among consumers by creating short video con-
tent that is both entertaining and informative. 
Similar to the study by Truong et al. (2025), 
which concludes that food reviews created by 
food vloggers through their food content pro-
vide informativeness, entertainment, and viv-
idness, positively influencing viewer engage-
ment and restaurant visit intentions. It also 
aligns with the findings of Liu et al. (2023), 
which indicated that both informative and en-
tertaining short video content significantly in-
creases consumer purchase intention. Addi-
tionally, the authors concluded that engaging 
content creates a positive perceived value, 
which partially mediates the relationship be-
tween the content and consumers' willingness 
to purchase. Moreover, it only shows that video 
content that is engaging and humorous, partic-
ularly if genuine and fun, powerfully estab-
lishes trust, fosters emotional connection, and 
inspires consumer intent to experiment and 
buy products.  
 
Subtheme #4: Student-Friendly Price Offerings 

In the video, according to the participants, 
the food vloggers mentioned the prices, and 
they believe that these prices are affordable 
from a student’s financial standpoint. Addition-
ally, one informant indicated that the company 
targets students as its primary market, as most 
stores are located near schools. Aside from the 
students, young professionals were also con-
sidered by the company, which makes the 
prices affordable. 

Food businesses targeting students must 
tailor their pricing strategies to align with stu-
dent spending habits and social norms. It was 
discovered that value-priced, affordable prod-
ucts increase perceived value, particularly 
when promoted by social influencers within 
the target lifestyle. Since peer influence is also 
a significant factor in student purchasing deci-
sions, being within group norms can substan-
tially accelerate purchase intention (Gligorić et 
al., 2023). 

Furthermore, research has highlighted how 
heuristic clues, such as price and the frequency 
of reviews, influence the decision-making of 
young consumers, particularly students. Posi-
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tioned in terms of affordability and with regu-
lar endorsement by peers or influencers, pric-
ing acts to increase the perceived value and 
credibility of a food product. Referring to your 
results, it would mean that food businesses that 
target students and young professionals would 
need to emphasize price in influencer market-
ing posts, particularly when there are stores 
nearby schools or colleges (Nazlan et al., 2023) 
This pricing strategy works best when sup-
ported by favorable social proof and peer con-
gruence, raising visibility as well as consumer 
interaction. 
 
Theme #3: Consumer Trust and Authentic Mar-
keting: Key Drivers in the Digital Market  

In today’s competitive digital market, build-
ing consumer trust has become a key factor in 
ensuring the success of a marketing campaign. 
However, trust is not built overnight, and it is 
also a product of authentic marketing that 
mainly promotes a genuine brand-to-consumer 
connection and transparency. Two informants 
shared the same standpoint that having a food 
vlogger with a good reputation and no history 
of scamming people brings trust and confi-
dence to customers, encouraging them to pat-
ronize the promoted products.  

A similar study highlighted consumer trust 
as one of the factors that positively influences 
consumer buying interest and purchase deci-
sions (Netriani, 2024). Another study sup-
ported the importance of authentic marketing, 
as Yousaf (2022) reveals that food vlogs with 
authentic and experiential values, as well as 
perceived similarity with the food vlogger, pos-
itively influence parasocial interaction experi-
ences and visit intentions for food tourists. Fur-
thermore, the authenticity of the food vlogger's 
output was found to have a significant and pos-
itive effect on attitude toward visiting, based on 
a study by Lacap et al. (2024).  

A Marketing Manager’s Point of View on the 
Selection and Adoption of Food Vlogging in the 
Company 

 
Theme #4: Food Vlogs as a Potential Upside of 
the Business 

According to the marketing manager, social 
media platforms are full of opportunities. For 
this type of business (a food business), food 

vlogs are a top priority to be integrated into the 
marketing operations. The participant further 
mentioned that the upside of this move is ben-
eficial not just in making the business known in 
the market. However, engagement is key to 
forming a connection with people on the Inter-
net.  

A study demonstrated that food vloggers on 
YouTube influence people to try the food (V, 
2023). In other words, the more people like the 
vlog, the more likely they are to use it. Accord-
ing to a study, even Indonesian millennials be-
lieved that reviews from food vloggers helped 
them buy promoted products (Briliana et al., 
2020). All in all, it tells us why businesses, es-
pecially food businesses, consider having food 
vlogs as part of their marketing strategy, as 
they bring a positive contribution in several as-
pects, such as brand reputation, engagement, 
product knowledge, and profitability. 

 
Theme #5: Unforeseen Problems of Food Vlog-
ging as a Marketing Strategy 

The participant shared that despite the ben-
efits of having food vloggers in their food busi-
ness, they have encountered challenges that 
hinder them from achieving their ultimate goal. 
These challenges are unpredictable audience 
engagement and the high cost of collaboration. 
According to the marketing manager, these 
challenges give them ongoing concern that ad-
versely affects their whole operation. 

Even with influencers such as food vloggers 
involved, food companies may not achieve the 
desired results if audience interaction is incon-
sistent. This highlights the danger of over-reli-
ance on influencers without a more compre-
hensive engagement plan, which supports your 
participants' concerns. A study revealed that 
digital marketing efforts do not consistently 
improve performance in the food sector unless 
there is strong customer engagement and rela-
tionship management (Safitri et al., 2025). The 
implication is that unpredictable engagement 
weakens ROI and may make high-cost collabo-
rations unsustainable unless properly man-
aged. Research indicated that customer inter-
action is fueled by the relevance of the influ-
encer to the audience. If the content of the vlog-
ger is not personally relevant, repurchase and 
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engagement decrease, rendering expensive col-
laborations useless (Rozamuri et al., 2022). To 
mitigate this, businesses should carefully select 
influencers based on audience relevance, ra-
ther than just popularity, to ensure a sustaina-
ble impact. 
  
Theme #5.1: Unpredictable Audience Engage-
ment 

While food vloggers may have a large num-
ber of followers, not all of their audience may 
be interested in the product they promote in 
their video content. Additionally, according to 
the participant, some food vloggers have a 
broad reach of followers located in other re-
gions or islands, and the business is not yet ca-
tering to orders outside Cebu. As a result, this 
led to low engagement rates or a mismatch be-
tween the vlogger's audience and the target 
customer base. A large following on a social 
media page does not necessarily translate to 
success if the vlogger's audience is not within 
the brand's geographic or target market. Local 
businesses must collaborate with influencers 
whose regional and demographic audiences 
align with their customer base to avoid low en-
gagement. In fact, study showed that influenc-
ers with large followings often generate lower 
engagement rates, leading to lower return on 
investment and also study suggests that 
smaller, more niche influencers can outper-
form high-followership ones in terms of en-
gagement and revenue, emphasizing the im-
portance of audience fit over audience size 
(Beichert et al., 2023). 

In addition, aligning the audience is key to 
engagement and conversion success for the 
participants' experience. Although some food 
vloggers might have large numbers of follow-
ers, those followers may be from outside Cebu 
or not relevant to the local market. Research 
has found that most local businesses do not re-
ceive a return on investment from influencer 
advertising due to a lack of audience targeting 
and low engagement. One primary problem is 
choosing influencers whose audience does not 
align with the brand's actual customer base in 
terms of geography or demographics—the in-
compatibility results in lost marketing dollars 
and a low return on investment. The same au-
thor suggested that companies need to look  

beyond follower numbers and thoroughly con-
sider audience location, relevance, and interest 
match before investing in influencer collabora-
tions (Pisareva, 2023). 
 
Theme #5.2: High Cost of Collaboration  

High-profile food vloggers charge a high fee 
to promote products or businesses. However, 
according to the marketing manager, paying 
this fee is not a win-win decision if the company 
still does not accept orders outside of Cebu. 
This limitation affects potential sales. As a re-
sult, the company is hesitant to retain its mar-
keting strategy of engaging food vloggers to 
promote its products. 

Research suggested that restaurants should 
establish their short video channels when the 
potential market scale is higher and the com-
mission rate is lower, or introduce third-party 
vlogger channels when both the signing fee and 
the commission fee are lower (He et al., 2024). 
Research investigated how marketing strate-
gies by restaurant influencers can prove to be 
expensive and not performance-based. This 
presents the concept of the "myth of viewabil-
ity," where influencers only charge per view, 
rather than actual consumer behavior or sales, 
placing local businesses' investments at risk. A 
study backs the concern that excessive pay-
ments made to food bloggers do not directly 
translate into increased local sales. It suggests 
that companies, particularly those operating 
within geographic constraints, be mindful of 
cost-per-action (CPA) instead of cost-per-view 
(CPV) when measuring influencer collabora-
tions (Lee, 2021). 
 
Conclusion  

 The research concluded that the influ-
ence of food vlogging as a marketing strategy 
on the sales and profitability of businesses was 
positive, as the quantitative findings analysis 
showed a significant mean difference. For sales 
performance, this resulted in a significant dif-
ference, demonstrating that adopting food 
vlogging is a good and sound decision. How-
ever, for the profitability aspect, the study 
found an insignificant difference between be-
fore and after the adoption of food vlogging, im-
plying that extending the time frame of the 
adoption might yield a positive result. All in all, 
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for the study’s quantitative aspect, it can be 
concluded that the adoption of food vlogging is 
a smart move by management; however, add-
ing more periods of adoption might have im-
proved both the sales and profitability perfor-
mance of the company. 

The qualitative findings identified themes 
that support reasons why food vlogging is ef-
fective, including visual attractiveness, social 
media activity, and consumer trust. Addition-
ally, most participants emphasized the im-
portance of genuine influencer collaborations 
and positive online reviews in shaping their 
purchase intentions. The influence of social me-
dia websites, particularly among food estab-
lishments, was highlighted as a vital factor in 
brand awareness and customer engagement. 
Moreover, value-for-money propositions for 
students and young professionals proved to be 
fundamental in capturing target markets. In ad-
dition to the customers' viewpoints, the mar-
keting manager believed that the adoption of 
food vlogging has a positive impact on the busi-
ness, and it supports the quantitative findings 
that sales and profitability performance have 
improved. However, the marketing manager 
noted that unforeseen problems emerged dur-
ing the adoption process, including unpredicta-
ble engagement and high collaboration costs. 
This led to the conclusion that more time and 
effort must be dedicated to studying the adop-
tion process. This includes conducting a cost-
benefit analysis for each marketing strategy 
that management intends to implement. 

In summary, the researchers concluded 
that the convergence of these qualitative and 
quantitative results demonstrates that food 
vlogging is a viable marketing strategy, partic-
ularly for sales generation and increasing 
brand exposure. However, unpredictable 
viewer interaction and high cost of collabora-
tion are issues that need to be well-handled. 
Companies should target influencers whose 
followers are within their target segment and 
prioritize cost per action over cost per view, en-
suring a sustainable return on investment. 
These results support the notion that food vlog-
ging can have a substantial impact on sales 
when done strategically, with a focus on viewer 
relevance, content authenticity, and quality of 
interaction. Consequently, food vlogging is  

tremendous for businesses, particularly those 
in the food and hospitality industry, as long as 
they remain sensitive to market trends and in-
fluencer metrics. Limitations of this study in-
cluded the relatively short time frame for as-
sessing profitability impacts, the focus on a sin-
gle company, which limited generalizability, 
and the potential biases inherent in purposive 
sampling for qualitative data. Additionally, un-
foreseen external factors affecting social media 
engagement were not controlled for, which 
may have influenced the results. Future re-
search should consider longitudinal studies 
over extended periods to better capture profit-
ability trends and include multiple companies 
across diverse food sectors to improve the ap-
plicability of the findings. Further investigation 
into cost-benefit analyses of influencer collabo-
rations and exploration of different types of so-
cial media platforms could have provided more 
profound insights. Moreover, examining the 
role of viewer engagement metrics and content 
authenticity in greater detail would have 
helped optimize marketing strategies involving 
food vloggers. 
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