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THE AIM OF THE PAPER

The aim of the study is to explore the impact of gastronomic influencers on Instagram on consumer decision
before choosing a restaurant. It also examines the role of the characteristics of destination in consumer
decision-making process. The article also highlights the impact of the Covid-19 Pandemic and its impact
on consumers’ decision process in that context.

METHODOLOGY

In order to analyze the main research questions, a quantative survey with 329 valid responses was imple-
mented and descriptive statistics, relationship analysis methods and linear regression were used to answer
the research questions. The research question also required the use of a subsample (n=185) in which respon-
dents who are willing to travel for gastronomic purposes were examined during the Pandemic.

MOST IMPORTANT RESULTS

According to the results, the collection of information from gastronomic influencers on the Instagram inter-
face is popular among the respondents, and the influencers’ activity has a positive effect on the number of
visitors to the destinations. Thus, it can be said that the relationship between the influencer and the destina-
tion is characterized by a significant, medium strength relationship. Furthermore, the results also revealed
that the Pandemic has led to an increase in consumers’ intentions to consume in restaurants.

RECOMMENDATIONS

As social media plays an increasingly important role in the decision-making process, it is important that
professionals, service providers and researchers explore the views of consumers in the context under study.
The results are highlighted in terms of destination development and in terms of consumer behavior.
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INTRODUCTION

Gastronomy plays an important role on social media,
which is shaped and provided by consumers them-
selves. These gastronomic contents reach other con-
sumers through different platforms, thus influencing
the eating behavior of consumers (Toréesik & Pal
2015) and their consumption intentions. Gastronomy
also plays an important role in the development of
destinations (Gordin & Trabskaya 2013), so online
opinion-sharing platforms on food have a significant
impact on the everyday life of the destination, with
a positive impact on visiting a tourist destination
(Chen et al. 2014). Destinations use gastronomy as
a marketing tool to promote their culture, to which
tourism is the link, connecting them with the consu-
mer and providing an offer to consumers (Gyimothy
1999).

Social media provides an opportunity for consu-
mers to express their opinions through online com-
munication. In addition, influencers have appeared
on community platforms to influence consumers in
their decision-making with their recommendations.
Content-sharing platforms are valuable sources of
information in consumer decision-making, and pro-
ducts and services that are known in an experiential
way come to the forefront of selection. As it is pos-
sible to share visual materials (photos, videos) in the
virtual space, the source of information is also more
secure. Thus, consumer power has been strengthe-
ned, so online communities are able to influence the
decisions of companies and service providers, and
consumers expect social and economic actors to res-
pond to their expectations (Rekettye et al. 2016). The
microcelebrites followed by many users, the so-cal-
led Instagram celebrities, also act as opinion-formers
who refer to a product or service in a subtle or more
open way for financial support or product (samples)
(Glozer 2018, Veszelszki 2019).

The present research also examined the impact
of Covid-19 on consumer consumption habits in
restaurants. In Hungary, many restaurants switched
to alternative modes of operation by home delivery
during the virus epidemic. In addition to home deli-
very, contactless payment has become available
through various applications and online platforms, as
well as through partnerships with companies speci-
alizing in delivery (Food Panda, Wolt) (T6th 2020).
Furthermore, restaurant habits have changed with the
onset of the epidemic, which is likely to affect hos-
pitality in the long run, such as social distancing, the
thinning of tables, and the proliferation of residential
restaurants (Toth 2020, Dube et al. 2021).
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THEORETICAL BACKGROUND

Gastronomy tourism and the role of
destination

Many trials have been conducted to define gastrono-
mic tourism, and the definition developed by Hall &
Sharples (2003) is the most widely accepted defini-
tion, which is as follows: gastronomic tourism is an
empirical journey to a gastronomic region that inclu-
des visiting primary food producers, food festivals,
producer fairs, cooking shows, tasting quality dishes,
and any other gastronomic activities. Furthermore, it
is a process of learning about different cultures that
includes a variety of elements, ranging from expe-
riments to gain or understand knowledge, to the
production of culinary specialties, and finally to con-
sumption (UNWTO 2012). If we examine the defi-
nitions from the perspective of the tourism product,
we can say that gourmet tourism is a distinct subset
of tourism, which targets a smaller segment of con-
sumers (Hjalager & Richards 2002, Gordin & Trabs-
kaya 2013, Hernandez-Mogollon et al. 2015). With a
view to the development of destination, gastronomy
is the key element of the tourist experience. (Hall &
Mitchell 2005, Okumus et al. 2007, UNWTO 2012,
Sziva et al. 2017).

Ellish et al. (2018) interpreted the role of destina-
tion in a more general way in his research. He belie-
ves that experience, motivation, gastronomy, the
place itself, and culture play a role in delimiting the
destination. The role of the destination also stands
out in the definition of gastronomic tourism, as the
tourist gets to know the food and drinks of a given
destination during his trip (Hall et al. 2003, Kivela
& Crotts 2006, Gordin & Trabskaya 2013). Accor-
ding to Baah et al. (2020), gastronomic tourism has
become a practical area of interest for developing
destinations. Ellish et al. (2018) argue that gastro-
nomy is a “cultural artefact” of the destination, so
gastronomy means image and position for the dest-
ination.

Consumers’ decision over tourism (such as
choosing a destination) are inevitably influenced by
social media (Kovacs et al. 2019, Soliman 2019). As
explained by Xu & Pratt (2018), it is more difficult
to change the perception of tourist destinations com-
pared to other consumer goods, however, the use of
influencers can be an effective tool if, for example,
a local-born celebrity presents the destination. One
good example is Australia’s memorable campaign,
where the success of the Crocodile Dundee films led
to significant visitor growth (Glover 2009). Tourist
influencer campaigns became massive in 2018.
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The role of influencers and the re-
lationship with destination

Influencers are individuals who influence the real or
perceived decisions of consumers on social media
based on their knowledge, authority, position, and
relationships (Gretzel 2018). Cheung & Thadani
(2010) mentioned interpersonal communication as
a new sector of e-WOM. This interaction of con-
sumers is also reflected in marketing. Influencers
are present on social platforms where, as users,
they have the opportunity to share the content they
create, opinions, and views (Oliveira et al. 2020).
According to Varga & Panyi (2018) and Keller &
Fay (2016), influencers or opinion leaders are indi-
viduals who, through online communication, influ-
ence their followers with their personal opinions
in a way that partially or even completely changes
their ideas. In influencer marketing, it is a challenge
for marketers to use this type of e-WOM marketing
(Wong 2014, Gretzel 2018) and to select the right
influencer who has the strongest impact on the tar-
get audience to persuade them by incorporating the
product or service into his communication (Wong,
2014). The three most important areas of influencer
marketing, where marketers employ influencers,
are: content promotion, product launch, and content
creation itself (Gretzel 2018). According to Car-
ter (2016), influencer marketing is a fast-growing
industry that seeks to promote products or increase
brand awareness through content distributed by
social media users that are considered influential.
The perception of influencers is not clear: this kind
of advertising has a productive effect on fanatical
followers and a counterproductive effect on the
counter-camp. However, in most cases, influencers
have a positive effect on consumers purchasing
intention, brand awareness, and brand trust (Hung
2014, Albert et al. 2017, Xu & Pratt 2018).

The development of social media has helped
spread information about tourist destinations and
local food. Travelers increasingly use social plat-
forms (Wang 2011, Magno & Cassia 2018, Lou &
Yuan 2019, Ingrassia et al. 2022). Ingrassia et al.
(2022) argues that at all stages of the travel experi-
ence, travelers have more confidence in the online
ratings of other travelers than in tourism providers,
and e-WOM is more important than in some other
sectors. The credibility of influencers is greater than
that of commercials produced by marketers, given
that information provided by influencers is in many
cases supported by a picture or video generated
by the blogger, which reflects his own experience,
ensuring quality and credibility of the informa-

tion (Hennig-Thurau et al. 2004, Téroécsik 2014).
The source of credibility has a great influence in
determining the use of information sources. Social
media serves as an important virtual “information
repository” and can be considered a more credible
source than traditional sources, so from this perspe-
ctive, high-quality content represents utilitarianism
(Magno 2017). In recent years, Instagram has emer-
ged as an active platform for tourism and the food
industry (Kim & Stepchenkova 2015), as the visual
image is an effective tool to guide potential beha-
vior (Ingrassia et al. 2022). Several studies (Chau-
lagain et al. 2019, Arefieva et al. 2021) highlight
the impact of visual content on destination image
formation, as one of the main influencing criteria
for travel intentions and play a crucial role in revi-
siting intention.

Lee et al. (2021) believe that influencer mar-
keting is popular in the hospitality sector because
it is cost-effective and easier to attract consumers.
This is due to service providers taking advantage
of the “wow” factor that influencers achieve with
food photos and videos. In the intensifying market
competition, targeted restaurant marketing, online
presence, and brand awareness may increase con-
sumption, but to do so, gastronomic influencers
need to be knowledgeable about the industry (Patel
2018, Lee et al. 2021).

RESEARCH METHODOLOGY

To answer the research questions: “what is the
effect of the influencers, consumers' destination
preferences and Covid-19 regarding the consu-
mers gastronomic consumption”, a quantitative
research method was adopted. The data used in the
research are primary in nature. The data recording
was requested to be retrieved on a single occasion.
During the research, the data were collected using
an online questionnaire (Malhotra & Simon 2009,
Gyulavari et al. 2015).

The collection methods of the questionnaire
respondents were characterized by random sam-
pling. The research was conducted in Hungary,
where influencers and Instagram use have started
to spread in recent years (Guld 2019). The research
was based on the nethnographic research of Szakaly
(2019), which identified the importance of the use
of Instagram and the presence of influencers in the
hospitality industry. The selection of gastronomic
influencers was stratified using a database called
StarNgage (2020), which is an online portal and
online marketplace that helps different brands and
influencers from different social platforms to work
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together. So, the portal ranks influencers based
on the number of followers and their interests, so
users can rank influencers by country and topic.
However, the disadvantage of this ranking is that
influencers have multiple interests that cannot be
separated from each other. Hence, not only gast-
ronomy, but also lifestyle, fitness, beauty care, and
much more appear in their interests. The selection
of influencers was a serious task, as the 100 most
well-known gastronomy-themed influencers were
analyzed based on the specified criteria. So, in this
study, the selected influencers are those who visit
restaurants and travel for this purpose, too. Based
on it, two influencers were selected: Judit Szauer
(@gasztro_pr) and Andras Jokuti (@jokuti). They
were also chosen because their active presence on
Instagram even during the Covid-19 pandemic. The
following research questions were analyzed:

1. What kind of effect do influencer have on
the restaurant consumption on gastronomic consu-
mers?

2. What kind of effect does the attitude towards
the destination attractiveness have on consumers
who travel for gastronomic purposes and follow
influencers?

3. What kind of effect does the appearance of
Covid-19 have on restaurant consumption of gast-
ronomic consumers in general and those who travel
for gastronomic purposes?

The statements were based on similar previous
studies that were presented during the literature
review, to ensure the validity of the questionnaire.
The questionnaire was divided into two parts: the
scale measurement statements, and the second part
contained demographic questions. The scale state-
ments consisted of two parts (influencer and desti-
nation). The statements (Table 1) were measured on
a five-point Likert scale (1: strongly disagree and
S: strongly agree). The questionnaire also included
two statements on the Covid-19 pandemic, based on
Riestyaningrum et al. (2020) and Akter et al. (2021)
suggesting that a pandemic has an impact on chan-
ges in consumer behavior in terms of consumption
and travel intentions. For scale development, expert
analysis was used and the statements about the
Covid-19 pandemic was measured using a 5-point
Likert scale (Table 1). The statements of destination
and Covid-19 are based on expert advice (the mem-
bers of the expert panel are tourism and marketing
researchers who work specifically in this field).

The questionnaire was collected between
26.04.2021 and 29.05.2021 shared by the influen-
cers, during which 335 questionnaires were comp-
leted. Incomplete questionnaires were withdrawn
during data cleaning. After this process, the final
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number of questionnaires in the database generated
through the influencers’ Instagram interface was
329. The subsample contains 185 items, and they
are the ones who are willing to travel for gastro-
nomic purposes. The questionnaire was created
with an online questionnaire program called Qualt-
rics and analyzed with SPSS 27 software. During
the analysis, descriptive statistics and relationship
analysis methods were used. In the association
relationship, the Phi and Cramer V indices are
authoritative, with an expected minimum level of
0.15 and an expected significance level of 5% for
the association. For data reduction, I used principal
component analysis (varimax rotation, fixed num-
ber of factors) with factor analysis was performed
and further analysis I used linear regression analy-
sis too. During the linear regression, I worked with
standardized values which I included qualified fac-
tors in the analysis.

RESULTS AND ANALYSIS

This section presents analysis of basic and subsam-
ple profile, as well as the results along the research
questions.

Demographic profiles of respondents

Regarding demographic distributions (Table 2),
70.2% of the respondents are women, 43.2% belong
to the age group 26-35, and 62.6% live in the capi-
tal, Budapest. 82.6% of influencers’ followers
have a higher education and 61.4% are employed.
39.8% of the respondents live in a relationship and
34% are married. The net income of 39.2% of the
respondents is between HUF 250,001 and HUF
400,000, which is the average income of consumers
with higher education in Hungary. Based on these
statistics, it can be said that the base of followers of
gastronomic influencers is mainly 26-45 year olds,
who live in the capital. These data are consistent
with other research showing that consumers who
are deeply interested in gastronomy have a higher
level of education (Kivela & Crotts, 2006).

The demographics of travelers are the same as
those of the basic sampling. Based on these, the
respondents who are willing to travel for gastrono-
mic purposes typically are 64.9% women, 43.2%
belong to the 26-35 age group, 65.9% are residents
of Budapest, 83.7% have a high level of education,
and 61.1% are employed. 41.6% of them live in a
relationship and 40% of their net income is between
HUF 250.001- 400,000.
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Table 1. Statements of the questionnaire

Influencer Statements
Based on Wang 2011, I choose a restaurant based on the recommendation of the influ-encers
Soliman 2018 On the recommendation of the influencers, I visit gastronomic places
Based on the recommendations of the influencers, I taste local, typical dishes
I regularly gather information from influencers before I go to a restaurant
The information you receive from the influencers will make you feel confident when
choosing a restaurant
Destination Statements

Own development based
on the recommendations of
the expert panel

T am not interested in the offer of restaurants and other attrac-tions that can only be
found on the spot

I am interested in the place/settlement and other attractions, and if I go there, I will
check out the offer of the restaurants in the spot

I don't know the place/settlement, but after consuming in the res-taurant I also see the
place and the attractions

It is typical for me to travel to try a restaurant

The local gastronomic specialties encourage me to revisit the place/town. (I will revisit
the places where I ate good)

Covid-19

Statements

Own development based
on the recommendations of
the expert panel

I think I want to consume less /more in a restaurant after the Covid-19 Pandemic

The Covid-19 Pandemic does not change /will definitely change my habit of consuming
in restaurants

Source: Elaborated by the authors

Table 2. Demographic analysis

Basic sampling Travelers Basic sampling Travelers
Sex n % n % Income n % n %
female 231 70,2 120 64,9 <100.000 Ft 5 1S 1 05
male 98 29,8 65 35,1 100.001-250.000 Ft 51 155 31 16,8
Age n % n % 250.001-400.000 Ft 129 392 74 40
16-25 39 11,9 23 12,4 400.001-650.000 Ft 78 23,7 40 21,6,
26-35 142 432 80 43,2 650.001 Ft 58 17,6 37 20|
36-45 104 31,6 58 31,4 student, supported by parent 8 24 2 1,
46-55 37 11,2 20 10,8 Occupation** n % n %
)65 7 21 4 2,2 employee 202 614 113 61,1
Education* n % n % contractor 75 228 46 249
high school 43 13,1 14 7,6 casual worker 8 24 4 22
skilled labour 14 43 8 4,3 unemployed 8 24 5 27
college degree 129 39,2 80 43,2 household 11 33 5 27
university degree 131 39,8 75 40,5 student 9 27 2 1,1
doctoral degree 12 3,6 8 4,3 student and part-time 10 3 6 32
Residence n % n % student and ful-time 6 18 4 22
Budapest — capital 206 62,6 122 65,9 Material status*** n % n %
county seat 42 128 18 9,7 single 78 23,7 49 26,5
other city 32 9,7 20 10,8 living in a relationship 131 39,8 77 41,6
village 19 58 11 5,9 married 112 34 54 292
abroad 30 9,1 14 7,6 divorced 8 24 5 27
Total 329 100 185 100 329 100 185 100

Note: The answer was included as an option, but not marked by the respondents: * less than 8 classes; **

retired; *** widow

Source: Elaborated by the authors
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Evaluation of the research questions

At the beginning of the analysis, the relationship
between the effect of influencer and the destina-
tion attractiveness was examined. Based on this,
there is a positive and significant relationship bet-
ween the effect of influencers and the destination
attractiveness when consumers choose a restau-
rant on the recommendation of the influencer and
typically travel to try a restaurant. As the Phi and
Cramer V indices are significant (Sig. <0.05), the
strength of the relationship is 0.333 based on Phi
and 0.167 according to Cramer V. Furthermore,
the relationship between the effect of the Covid-19
Pandemic and the intention to consume in restau-
rants has been examined. Based on these, it can be
said that there is a significant relationship between
the effect of the Covid-19 Pandemic and consumer
consumption intent in restaurants on influencer
recommendation, as the Phi and Cramer V indi-
ces are significant (Sig. <0.05), the strength of the
relationship is 0.330 based on Phi and 0.165 accor-
ding to Cramer V.

During the analysis of the principal component,
the KMO value was always above 0.70 for the qua-
lified factors, the Bartlett's test yielded significant
results, the communalities reached the value of 0.25
in all cases, and the factor weights also exceeded
the critical value of 0.40. The explained variance
ratio was always above 65%. Cronbach's alpha
values also exceeded 0.70. Based on the summary
in Table 3, it can be said that the relationship bet-
ween the effect of influencers, the impact of Covid-
19 Pandemic and the typically travel to try a rest-
aurant was found to be significant (p<0.01), even
this cannot be said for the attitude towards the dest-
ination. Examining the value of the standardized
coefficient among the factors, we can see that the
effect of influencers (0.387) is most closely related
to typically travel to try a restaurant, followed by
the effect of Covid-19 (0.243). The attitude towards
the destination indicates a negative relationship
(-0.053), which value was presumably affected by

the lockdown. The F-test is also significant at 0.1%,
and the value of the R-square is 43.8%, which is a
medium value. The VIF value measuring multicol-
linearity also reached the lower critical level (1.00),
the standard deviation of the residuals is almost 1
(0.992), while its mean was 0, based on these, it can
be said that the model fits well.

What kind of effect do influencer have
on the restaurant consumption on gast-
ronomic consumers?

Examining the basic sample, Figure 1 shows the
results of the mean and standard deviation of the
respondents, which can be said that 61.2% of the
respondents believe that they choose a restaurant by
influencers’ opinion. 62.9% of the respondents also
visit a gastronomic location or settlement based
on the opinion of influencers and 62.9% are also
willing to taste typical local food seen by influen-
cers. 21.9% of the respondents say they regularly
collect information from influencers before going
to a restaurant, but 22.8% of the respondents typi-
cally visit influencer contents, but could not say for
sure that this activity is regular. In contrast, 55.6%
of the respondents were confident of the informa-
tion they received from influencers when choosing
a restaurant.

What kind of effect does the attitude
towards the destination attractive-
ness have on consumers who travel
for gastronomic purposes and follow
influencers?

56% of the respondents travel for gastronomic pur-
poses due to influencers, which is 185 person in
terms of subsample size. The mean and standard
deviation of the sample are illustrated in Figure 2.
I examined the destination preference of these res-
pondents, during which it can be said that 12.4%

Table 3. Values of linear regression

Factors Standardized coefficient (f) | t-test p-value
Influencer 0.387 5.512 <0.001
Covid-19 0.243 3.462 <0.001
Destination -0.053 -0.051 0.448

Source: Elaborated by the author

40 2022/2

Orsolya Szakaly: Segmentation of gastronomic consumers following Instagram influencers based on destination
preferences and the effect of Covid-19 on their consumption

DOI: 10.15170/MM.2022.56.02.04



Marketing & Menedzsment

The Hungarian Journal of Marketing and Management

Figure 1. Mean and standard deviation of the respondents
(1- not typical at all, 5 - very typical), n=329

| choose a restaurant based on the recommendation of the
influencers

On the recommendation of the influencers, | visit gastronomic
places

Based on the recommendations of the influencers, | taste local,
typical dishes

| regularly gather information from influencers before | go to a
restaurant

The information you receive from influencers will make you feel
confident when choosing a restaurant

| am not interested in the offer of restaurants and other
attractions that can only be found on the spot

| am interested in the location/town and other attractions, and if |
go there | will check out the offer of the restaurants on the spot

| don't know the place/settiement, but after consuming in the
restaurant | also see the place and the sights
It's typical for me to travel to try a restaurant
The local gastronomic specialties encourage me to revisit the
place/settlement

| think | want to consume less /more in a restaurant after the
Covid-19 Pandemic

The Covid-19 Pandemic does not change /will definitely change
in my habit of consuming in restaurants

Source: Elaborated by the author

of them say that they are not interested in the sett-
lement and the sights during the trip, they travel to
the destination specifically for the offer of the rest-
aurant. In contrast, 66.5% of the respondents stated
that when traveling for gastronomic purposes, they
also see the place and its attractions after consump-
tion. 79.5% of the respondents are typical that when
they travel to a destination, they are also interested
in the offer of restaurants. 50.8% of the respondents
typically travel to try a particular restaurant and a
further 30.3% believe that they are used to trave-
ling for this purpose. It is typical for 76.8% of the
respondents to visit the destination again as a result
of a positive gastronomic experience. This value
is equal to the value of the basic sample, based on
which it can be said that the intention to revisit is
present among the followers of influencers as well
as among the gastronomic consumers who intend to
travel, if the local gastronomic specialty provides a
positive experience.

Interestingly, the phenomenon in the subsample
is the same as in the basic sample, with 35.7% of
respondents collecting information from influen-
cers on a regular basis before going to a restaurant,
and a further 31.4% of respondents who typically
visit influencers platforms, however, could not state
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with certainty that this activity can be said to be reg-
ular. However, 50.8% believe that the information
received from influencers makes them confident
before choosing a restaurant.

What kind of effect does the appearan-
ce of Covid-19 have on restaurant
consumption of gastronomic consu-
mers in general and those who travel
for gastronomic purposes?

The effect of Covid-19 Pandemic on both the basic
sample and the subsample was examined. The
mean and standard deviation of the statements are
shown in Figure 1 and Figure 2. Examining the
results of the whole sample (Figure 3, Figure 4), it
can be said that 25.9% of the respondents that their
consumption habits in a restaurant do not change,
59.9% believe that they intend to consume more in
a restaurant after the Pandemic. Among gastrono-
mic travelers, 25.9% do not intend to change con-
sumption habits in a restaurant, and 64.8% believe
that they intend to consume more in a restaurant
after the virus then before it shown up.
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Figure 2. Mean and standard deviation of respondents willing to travel for gastronomic purposes
(1- not typical at all, 5 - very typical), n=185

| choose a restaurant based on the recommendation of the
influencers

On the recommendation of the influencers, | visit gastronomic
places

Based on the recommendations of the influencers, | taste local,
typical dishes

| regularly gather information from influencers before I go to a
restaurant

The information you receive from influencers will make you feel
confident when choosing a restaurant

| am not interested in the offer of restaurants and other
attractions that can only be found on the spot @
| am interested in the locationftown and other attractions, and if | __|

go there | will check out the offer of the restaurants on the spot

| don't know the place/setiement, but after consuming in the
restaurant | also see the place and the sights

It's typical for me to travel to try a restaurant

The local gastronomic specialies encourage me to revisit the
place/settlement

| think | want to consume less /more in a restaurant after the
Covid-19 Pandemic

The Covid-19 Pandemic does not change /will definitely change @—'
in my habit of consuming in restaurants
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Source: Elaborated by the author

Figure 3. Consumption habits in restaurants under the influence of Covid-19

mDefinitely change it - home delivery
=t changes it in part - on holidays
=1 do not know yet

w1t changes a bit - an opportunity to

stay away from the community
Does not change it

Note: The inner circle is the basic sample (n=329), and the outer circle is the subsample (n=185)
Source: Elaborated by the author
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Figure 4 illustrates the consumption habits of
respondents in the total sample and subsample for
going to a restaurant under the influence of Covid-
19. For the basic sample, 39.8% of respondents do
not change their habits, 23.7% do not yet know if
they change their habits. Of those who are sure to
change their consumption habits when going to a
restaurant, 27.7% change their habits a bit, try to
stay away from the community, 7% believe that
they will only consume at a restaurant during the

holidays, and 1.8% will only ask for home delivery
in the future. In the case of the subsample, 36.8%
of the respondents do not change their habits, and
more uncertainty among travelers 28.6% do not
yet know whether they will change their habits.
In the case of travelers, 28.1% will strive to stay
away from the community, only 4.3% intend to go
to restaurants on holidays, and 2.2% will switch to
home delivery.

Figure 4. Intent to consume in restaurants under the influence of Covid-19

u Definitely more

= Rather more

= Does not change

= Rather less
Definitely less

Note: The inner circle is the basic sample (n=329), and the outer circle is the subsample (n=185)

Source: Elaborated by the author

CONCLUSION

1. What kind of effect does the attitude towards
the destination attractiveness have on consumers
who travel for gastronomic purposes and follow
influencers?

2. What kind of effect does the appearance of
Covid-19 have on restaurant consumption of gast-
ronomic consumers in general and those who travel
for gastronomic purposes?

In the case of the first research sub-question, it
can be said that for the basic sample, influencers
have an effect on the choice of gastronomic consu-
mers, as each of the Likert-scale statements reached
avalue above 3. In the case of the subsample, values
slightly below 3 appeared, based on which it can be
said that the respondents could not determine their

exact relationship with influencers. There is a dis-
sonance between the answers to statements 4 and 5,
as the respondents consider that regular monitoring
of influencers in the basic sample and the sub-sam-
ple is not really typical, however, they still believe
that influencers' advice will make them confident
in their restaurant choice, which confirms Ingrassia
et al. (2022) opinion. Further studies of this phen-
omenon are needed, which would be explored in a
qualitative focus group survey.

In the case of the second research sub-question,
it can be said that the attitude towards the destina-
tion attractiveness has an effect on those consumers
who travel for gastronomic purposes and follow
influencers. Therefore, it can be said that consumers
who travel to a destination for gastronomic purpo-
ses see other attractions at the destination. Further-
more, consumers who travel to a given destination
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at the suggestion of an influencer are also interested
in restaurants offer. So, it can be said that there is a
connection between the destination and the restau-
rants offer of the destination, and they complement
each other's attractiveness in the context of inves-
tigation of the followers of Instagram influencers.
However, the regression analysis indicated a nega-
tive relationship, which was probably caused by the
loxkdown. These results are extremely important
findings of the research, as during the review of
the literature, I did not find similar research with
which the results could be compared. In this reg-
ard, to further research, the cultural, sociological,
and psychological aspects of consumer attitudes in
relation to these two variables should be explored in
a qualitative way.

In summary, based on the results, it can be said
that the collection of information from influencers
before visiting a restaurant is popular among the
respondents. This type of information gathering
makes the consumer confident in the decision-ma-
king process. Thus, the results confirm the state-
ments made in the theoretical part (Hung 2014,
Albertetal. 2017, Xu & Pratt 2018, Lee et al. 2021)
that the content produced by influencers serve as
valuable information for consumers and influence
consumers' purchasing intention and decision-ma-
king outcome when choosing a restaurant. Further-
more, the research confirms that Chen et al. (2014)
state influencers activity has a positive effect on
visiting destinations. So, based on the results of the
research, it can be said that the majority of consu-
mers are interested in the destination itself when
visiting restaurants. Furthermore, the intention to
revisit is very strong among consumers who have
had a special gastronomic experience.

Based on the third research sub-question, it
can be said that Covid-19 amplified the intent to
consume in the context of the research and, based
on respondents, the majority of consumers do not
change their eating habits. Toth (2020) and Dube

REFERENCES

Akter, S., Hakim, S.S., Rahman, S. (2021), “Planning
for pandemic resilience: COVID-19 experience
from urban slums in Khulna, Bangladesh”, Journal
of Urban Management, 10(4), 325-344. https://doi.
org/10.1016/j.jum.2021.08.003

Albert, N., Ambroise, L., Valette-Florence, P. (2017),
“Consumer, brand, celebrity: Which congruency pro-
duces effective celebrity endorsements?”, Journal
of Business Research, 81(C), 96-106. http://dx.doi.
org/10.1016/j.jbusres.2017.08.002

Arefieva, V., Egger, R., Yu, J. (2021), “A machine learn-

44 2022/2

et al. (2021) believed that the Pandemic would
have a long-term impact on hospitality habits and
be characterized by social distance, this statement
partially confirmed by the research. However, it can
be said that the intention to consume restaurants
has increased in consumers, which is presumably
the result of the lockdown that developed during the
Pandemic, so it would be important to explore this
from a social psychological aspect of consumer atti-
tudes should also be explored in a qualitative way.

The research was not representative, and the
provision of which was not feasible in the emer-
gency. The biggest limitation of the research is the
sample size itself, which could not be completed
due to the appearance of Covid-19. Thus, it was
not possible to use the questionnaire at the location
of restaurants, so a possible comparative analysis
between restaurant consumers and influencer fol-
lowers was impossible. The results of the research
will contribute to understanding restaurant choices
for gastronomic consumers following influencers,
which will facilitate the work of both tourism and
marketing professionals. Furthermore, research and
theoretical review contribute to the expansion of the
literature on influencers and to an understanding of
the relationship between gastronomic intent and
destination.

Orsolya Szakaly, PhD Student
orsolya.szakaly@uni-corvinus.hu

Corvinus University of Budapest

ing approach to cluster destination image on Insta-
gram”, Tourism Management, 85, 104318. https://doi.
org/10.1016/j.tourman.2021.104318

Baah, N. G., Bondzi-Simpson, A., Ayeh, J. K. (2020), “How
neophilia drives international tourists’ acceptance
of local cuisine”, Current Issues in Tourism, 23(18),
2302-2318. DOLI: 10.1080/13683500.2019.1619676

Carter, D. (2016), “Hustle and Brand: The Sociotechnical
Shaping of Influence”, Social Media+ Society, 2(3),
1-12. https://doi.org/10.1177/2056305116666305

Chaulagain, S., Wiitala, J., Fu, X. (2019), “The impact of
country image and destination image on US tourists’
travel intention.” Journal of Destination Marketing

Orsolya Szakaly: Segmentation of gastronomic consumers following Instagram influencers based on destination
preferences and the effect of Covid-19 on their consumption

DOI: 10.15170/MM.2022.56.02.04



Marketing & Menedzsment

The Hungarian Journal of Marketing and Management

and Management, 12, 1-11. https://doi.org/10.1016/].
jdmm.2019.01.005

Chen, Y. C., Shang, R. A, Li, M. J. (2014), ,,The effects
of perceived relevance of travel blogs' content on the
behavioral intention to visit a tourist destination”,
Computers in Human Behavior, 30(1), 787-799.
https://doi.org/10.1016/j.chb.2013.05.019

Cheung, C. M.K. and Thadani, D. R. (2010), “The Effec-
tiveness of Electronic Word-of-Mouth Communica-
tion: A Literature Analysis” Bled eConference, 23,
329-345.

Dube, K., Nhamo, G., Chikodzi, D. (2021), “COVID-19
cripples global restaurant and hospitality industry”,
Current Issues in Tourism, 2021, 24(11), 1487-1490.
https://doi.org/10.1080/13683500.2020.1773416

Ellis, A., Park, E., Kim, S., Yeoman, I. (2018), “What is
food tourism?” Tourism Management, 68, 250-263.
doi:10.1016/j.tourman.2018.03.025

Glover, P. (2009), “Celebrity endorsement in tourism
advertising: Effects on destination image”, Journal
of Hospitality and Tourism Management, 16, 16-23.
DOI10.1375/jhtm.16.1.16

Glozer R. (2018), ,,Jonnek az ’Instagram-inasok’? Az Ins-
tagram szerepe ¢és lehetdségei a turizmus-marketing-
ben”, in: Csap6 J., Gerdesics V., Torécsik M. (szerk.),
Generaciok a turizmusban. Tanulmanykotet, Pécs:
PTE KTK

Gordin, V. and Trabskaya, J. (2013), “The role of gastro-
nomic brands in tourist destination promotion: The
case of St. Petersburg.” Place Branding and Public
Diplomacy, 9(3), 189-201. https://doi.org/10.1057/
pb.2013.23

Gretzel, U. (2018), “Influencer marketing in travel and
tourism. in: Sigala, M. and Gretzel, U. (eds.), Advances
in Social Media for Travel, Tourism and Hospitality:
New Perspectives, Practice and Cases. New York:
Routledge. 147-156. https://doi.org/10.4337/9781800
371415.00037

Guld, A. (2019), “Hétkoznapi  témak, hétkoznapi
hirességek influencer kommunikéaciés trendek a
turizmusmarketing teriiletén 2019-ben.” Turisztikai
és Vidéekfejlesztési Tanulmanyok, 4(3), 68-76. DOI:
10.15170/TVT.2019.04.03.05

Gyimothy, S. (1999), “Visitors’ perceptions of holiday
experiences and service providers: an exploratory
study”, Journal of Travel and Tourism Marketing, 8(2).
pp. 57-74. https://doi.org/10.1300/J073v08n02_05

Hall, C.M. and Mitchell, R. (2005), “Gastronomic tour-
ism: Comparing food and wine tourism experiences”,
in: Novelli, M. (ed.) Niche Tourism: Contemporary
Issues, Trends and Cases, Oxford: Elsevier Butter-
worth-Heinemann, 73—88.

Hall, M., Mitchell, R., Sharples, L. (2003), “Consuming
places: the role of food, wine tourism in regional
development”, in: Hall, C. M., Sharples, E., Mitchell,
R., Macionis, N., Cambourne, B. (eds.): Food Tourism
around the world: Development, Management and
Markets, Oxford: Butterworth Heinemann, 25-59.

Hall, C. M. — Sharples, L. (2003): The consumption of
experiences or the experience of consumption? An
introduction to the tourism of taste. In: Hall, C. M. —
Sharples, L. (eds.): Food Tourism Around the World:

Development, Management and Markets, Oxford: But-
terworth-Heinemann, 1-24.

Henning-Thuraru, T., Gwinner, K. P., Walsh, G., Gremler,
D.D. (2004), “Electronic word-of- mouth via con-
sumer-opinion platforms: what motivates consumers
to articulate themselves on the internet?”, Journal
of Interactive Marketing, 18(1), 38-52. https://doi.
org/10.1002/dir.10073

Hernandez-Mogollon, J.M., Di-Clemente, E., Lopez-Guz-
man, T. (2015), “Culinary tourism as a cultural expe-
rience. The case study of the city of Caceres (Spain)”,
Boletin de la Asociacion de Geografos Esparioles, 68,
549-553.

Hjalager, A. and Richards, G. (2002), “Still undigested:
Research issues in tourism and gastronomy”, in: Hjal-
ager, A. and Richards, G. (eds.): Tourism and Gastron-
omy, London: Routledge, 224-234.

Hung, K. (2014), “Why celebrity sells: A dual entertain-
ment path model of brand endorsement”, Journal of
Advertising, 43(2), 155-166. https://doi.org/10.1080/0
0913367.2013.838720

Ingrassia, M., Bellia, C., Giurdanella, C., Columba, P., Chi-
roni, S. (2022), “Digital Influencers, Food and Tourism
— A New Model of Open Innovation for Businesses in
the Ho.Re.Ca. Sector”, Journal of Open Innovovation:
Technology, Market, and Complexity, 8(1), 50; https://
doi.org/10.3390/joitmc8010050

Kim, H. and Stepchenkova, S. (2015), “Effect of tourist
photographs on attitudes towards destination: Manifest
and latent content”, Tourism Management, 49, 29-41.
https://doi.org/10.1016/j.tourman.2015.02.004

Kivela, J. and Crotts, J.C. (2006), “Tourism and Gas-
tronomy: Gastronomy’s Influence on How Tour-
ists Experience a Destination”, Journal of Hospi-
tality & Tourism Research, 30(3), 354-377. DOLI:
10.1177/1096348006286797

Kovacs, A., Lérincz, A., Papp, V., Veres, 1. (2019), “Influ-
encer marketing a turizmusban”, Turisztikai és Vidék-
fejlesztési Tanulmanyok, 4(4), 4-10. DOI: 10.15170/
TVT.2019.04.04.01

Lee, P. Y., Koseoglu, M. A., Qi, L., Liu, E. C., King, B.
(2021), “The sway of influencer marketing: Evidence
from a restaurant group”, International Journal of
Hospitality Management, 98, 103022, 1-14. https://
doi.org/10.1016/j.ijhm.2021.103022

Lou, C. and Yuan, S. (2019), “Influencer marketing: How
message value and credibility affect consumer trust of
branded content on social media”, Journal of Interac-
tive Advertising, 19, 58-73. https://doi.org/10.1080/15
252019.2018.1533501

Magno, F. (2017), “The influence of cultural blogs on their
readers’ cultural product choices”, International Jour-
nal of Information Management, 37, 142-149. https://
doi.org/10.1016/j.ijinfomgt.2017.01.007

Magno, F. and Cassia, F. (2018), “The impact of social
media influencers in tourism”, Anatolia, 29, 288-290.
https://doi.org/10.1080/13032917.2018.1476981

Okumus, B., Okumus, F., Mckercher, B. (2007), “Incorpo-
rating local and international cuisines in the marketing
of tourism destinations: The cases of Hong Kong and
Turkey”, Tourism Management, 28, 253-261. https://
doi.org/10.1016/j.tourman.2005.12.020

2022/2 45

Orsolya Szakaly: Segmentation of gastronomic consumers following Instagram influencers based on
destination preferences and the effect of Covid-19 on their consumption

DOI: 10.15170/MM.2022.56.02.04



Marketing & Menedzsment

The Hungarian Journal of Marketing and M t

Oliveira M., Barbosa, R., Sousa, A. (2020), “The Use of
Influencers in Social Media Marketing, in: Rocha, A.,
Reis, J., Peter, M., Bogdanovi¢, Z. (eds): Marketing
and Smart Technologies. Smart Innovation, Systems
and Technologies, vol 167, Singapore: Springer, 112-
124.

Riestyaningrum, F., Ferdaos, E., Bayramov, B. (2020),
“Customer behavior impact on international tourist’s
travel intention due to Covid-19”, Journal of Sustain-
able Tourism and Entrepreneurship, 1(3), 231-243.
https://doi.org/10.35912/joste.v1i3.367

Soliman, M. (2019), “Extending the Theory of
Planned Behavior to Predict Tourism Destination
Revisit Intention”, International Journal of Hos-
pitality & Tourism Administration, 1-26. DOI:
10.1080/15256480.2019.1692755

Szakaly, O. (2019), “Effects of influencers in a destination
—The case of Lake Balaton”, Atlas Tourism and Leisure
Review, 3, 28-43.

Sziva, 1., Simon J., Szakaly O. (2017), “A gasztronémia
szerepe a Budapest-¢lményben a nemzetkozi utazok
szemével”, in: Banyai, E., Lanyi, B., Tor6csik, M.
(szerk.), Tiikrozédés, tarstudomdnyok, trendek, fogy-
asztas: Egyesiilet a Marketing Oktatdsért és kutatasért
(EMOK) XXIII.  orszagos konferencia: — Tanul-
mdnykotet, 221-229.

Toréesik, M. (2014), ““...mar megint mas a fogyasztd”, in:
Hetesi, E. és Révész, B. (szerk.), Marketing megui-
Julas: Marketing Oktatok Klubja 20. Konferencidja.
SZTE GTK, 382-389.

Toréesik, M. és Pal, E. (2015), ,Napjaink ételfogyasztoi
magatartasanak ismertetése, kiilonos tekintettel a meg-
valtozott étkezési ritmusra és a reggeli fogyasztasra”,
in: Biro-Szigeti, Sz., Petruska, 1., Szalkai, Zs., Kovacs,
I., Magyar, M. (szerk.): Az Egyesiilet a Marketing
Oktatasért és Kutatasért XXI. orszdagos konferencia-
Janak tanulmanykotete: Budapest, 2015. augusztus
27-28.90-101. ISBN:9789633131893.

Varga, A. és Panyi, K. (2018), “Hires leszek! - a mag-
yar YouTube piac influencer kozponti vizsgalata.”
Vezetéstudomany - Budapest Management Review, 49
(12). pp. 24-30. DOI https://doi.org/10.14267/VEZ-
TUD.2018.12.03

Veszelszki, A. (2019), “Az Instagram-képek meg-
gyOzési stratégiai a borkommunikacioban. Market-
ing & Menedzsment, 4. pp. 13-24. DOI: https://doi.
org/10.15170/MM.2019.53.04.02

Xu, X. and Pratt, S. (2018), “Social media influencers as
endorsers to promote travel destinations: an applica-
tion of self-congruence theory to the Chinese Genera-
tionY”, Journal of Travel & Tourism Marketing, 35(7),
958-972, DOI: 10.1080/10548408.2018.1468851

Wang, H.Y. (2011), “Exploring the factors of gastronomy
blogs influencing readers’ intention to taste”, Interna-
tional Journal of Hospitality Management, 30, 503—
514. https://doi.org/10.1016/5.ijhm.2010.07.009

46 2022/2

Online references

Gyulavari, T., Mitev, A., Neulinger, A., Neumann-Bodi, E.,
Simon, J., Sziics, K. (2015), “ A marketingkutatas alap-
jai” [Digitalis kiadas.] Budapest: Akadémiai Kiado.
DOI: 10.1556/9789630598880 URL: https://mersz.hu/
hivatkozas/dj240ama_27 p2#dj240ama_27 p2 (Last
download: 2020.06.06.)

Keller, E. and Fay, B. (2016), “How to use influencers
to drive a word-of-mouth strategy.” URL: https://
www.kellerfay.com/how-to-use-influencers-to-
drive-a- word-of-mouth-strategy/. (Last download:
2020.02.02.)

Malhotra, N.K. and Simon, J. (2009), “Marketingkutatas”
[Digitalis kiadas.] Budapest: Akadémiai Kiado. DOI:
10.1556/9789630598675  URL:  https://mersz.hu/
hivatkozas/dj198mk_302_p1#dj198mk 302 _pl (Last
download: 2020.06.06.)

Patel, D. (2018), August 20. 25 Tips for Getting Rich with
Influencer Marketing. URL:https://www.entrepreneur.
com/article/318146 (Last download: 2022.01.12)

Rekettye, G., Toréesik, M., Hetesi, E. (2016), “Bevezetés
a marketingbe. Budapest, Akadémiai Kiado. DOI:
10.1556/9789630597593, URL:https://mersz.hu/
hivatkozas/dj81bam_68 pll1#dj81bam_68 pll (Last
download: 2020.03.12.)

Starngage (2020), URL: https://starngage.com/app/global
(Last download: 2020.11.10)

Toth, R. A. (2020), “Ettermeseknek: megoldas jarvany ide-
jén a hazhoz szallitas?” URL: http://turizmusonline.hu/
gasztro/cikk/ettermeseknek _megoldas_jarvany_ide-
jen_a_hazhoz_szallitas (Last download: 2020.05.11.)

UNWTO, (2012), “Global Report on Food Tourism”,
URL:http://cf.cdn.unwto.org/sites/all/files/pdf/global
report_on_food_tourism.pdf (Last download: 2017.
03.20.)

Wong, K. (2014), “The explosive growth of influencer mar-
keting and what it means for you.” URL:http://www.
forbes.com/sites/kylewong/2014/09/10/the- explosive-
growth-of-influencer-marketing-and-what-it-means-
for-you/#66082d4595f (Last download: 2021. 01. 28.)

Orsolya Szakaly: Segmentation of gastronomic consumers following Instagram influencers based on destination
preferences and the effect of Covid-19 on their consumption

DOI: 10.15170/MM.2022.56.02.04





