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_____________________________________________________________________________________________________ 

 
Abstract: This study aims to analyze the relationship between physical attractiveness, attitude homophily, social 

attractiveness, openness, interactivity, credibility, parasocial interaction, and purchase intention on YouTube in the culinary 
business in Indonesia. This research is a causal research design that applies the Structural Equation Modeling (SEM) research 
model as a method of data analysis. Using convenience sampling, the study sample involved 202 respondents as YouTube 
users in Jakarta and its surroundings who watched food review content by food vloggers more than three times a month. Based 
on the results of the hypothesis test, the factors that influence social interaction are physical attractiveness, social 

attractiveness, and interactivity. Meanwhile, only physical attractiveness affects food vlogger credibility. Therefore, before 
deciding to collaborate with a food vlogger, marketers can understand how credibility is formed and the interaction between a 
food vlogger and its audience on social media so that it can influence the audience's buying interest 
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___________________________________________________________________________ 
 

1. Introduction  

Social media has become an important part of everyday life for most Indonesians. The ease of internet access 

in Indonesia supports the growth of social media users; this can be seen from the number of social media users in 

Indonesia, which reaches 160 million users or around 60% of Indonesia's total population (Wearesocial Hootsuite, 

2020). There are four most active social media platforms in Indonesia, namely YouTube, WhatsApp, Facebook, 

and Instagram (Wearesocial Hootsuite, 2020). Among the four most actively used social media in Indonesia, 

YouTube is the most used social media, 88% of the total population of social media users (Wearesocial Hootsuite, 

2020). YouTube is one of the best social media platforms today for advertising, watching videos, reviews, and 

tutorials (Razak & Zulki y, 2020). YouTube is the best medium for audiences to convey their feelings and 

messages through facial expressions and communication skills. YouTube has a longer duration and has various 

content to offer to entertain and satisfy its audiences (Ferman & Champman, 2017). Also, a product review on 

YouTube looks more real and attracts the attention of audiences to buy (Razak & Zulkifly, 2020). The number of 

YouTube channels with more than one million subscribers in Indonesia continues to grow every day (Jonathan, 

2019). This shows great interest in the emergence of the vlogger trend in Indonesia. Vloggers are YouTube social 

media influencers who make journalistic documentation videos that contain the lifestyle, thoughts, and interests of 

each individual, information, and reviews about the products they use (Master, 2015). The vloggers that we often 

mention usually have certain preferences used as references in developing content on their profiles. Some focus on 

fashion, beauty, travel, culinary, and technology (Klassen, Borleis, Brennan, Reid, McCaffrey, Lim, 2018). 

This research will focus on culinary vloggers, which are often referred to as food vloggers because this 

research will be conducted on the culinary business in Indonesia. The food and beverage business is a potential 

industry as a means of economic equality. This can be seen from the very rapid development of the culinary 

business, as disclosed by the Indonesian Creative Economy Agency (2019), noting that the culinary sub-sector has 

a contribution of 41% of the total contribution of Indonesia's creative economy, this number is the highest 

compared to the business sector. other. The growth of Indonesia's culinary business is increasing and one of the 

factors of this increase is due to technological advances, namely the emergence of online delivery services, social 

media, and food vloggers (Febriyantoro & Arisandi, 2018). However, food and beverage product innovation 

breakthroughs that continue to develop every year create uncertainty about culinary business trends and consumer 

appetite for consumption. So, it is difficult to accurately predict consumer demand because changes in trends in 

the culinary business are very fast, encouraging consumers to continue to try every new culinary trend that is 

currently busy. Therefore, marketers need to make the right marketing strategies and investments by collaborating 

with food vloggers to improve relationships with customers, create brand awareness, and increase consumer desire 

to buy their products (Chang, Peng, & Berger, 2018). 
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Before deciding to collaborate with a food vlogger, marketers need to understand how a food vlogger builds 

credibility and builds interactions with followers on social media so that it can influence the audience's buying 

interest. However, research on food vloggers and important factors affecting food vlogger credibility and 

parasocial interaction as marketing tools in the culinary business sector is still limited. Research on parasocial 

interaction on social media is mostly in the beauty business sector (Lee & Watkins,2016), fashion (Kefi & 

Sokovia,2018), and travel (Sooyoung, Insin Kim, Kyungsoo, Yongkun, & Kim,2019). Collaborating with food 

vloggers is an effective strategy on social media (Ward,2017). Because the video documentation made by food 

vloggers on their YouTube channel in the form of stories about opinions, reviews, feelings, and culinary 

information can shape opinions and influence the attitudes and behavior of the audience (Tinaprilla, Sumarwan & 

Hermanda, 2019). Also, food vloggers have significant strength because they have a large following, so their 

influence can create advocacy, change referrals, and purchase an interest in their followers. Moreover, products 

recommended by vloggers on social media have a higher level of trust than products recommended by family or 

friends. It is proven that 40% of consumers buy products that are used and recommended by food vloggers 

(Tinaprilla et al., 2019). 

In improving relationships with followers as a reliable source of information, the role of food vloggers can 

influence audience preferences and increase purchase intentions that are built and built through credibility and 

parasocial interactions (Kefi & Sokolova, 2018). A food vlogger builds credibility and parasocial interaction 

through physical attractiveness because it is an important instrument in credibility assessment, affecting the first 

impression that appears when a media user sees it (Rushworth & Djafarova, 2017). Having an attractive 

appearance, good life, and conspicuous consumption through videos published on the YouTube channel can 

increase audience confidence in increasing audience confidence in the credibility of information conveyed by food 

vloggers (Wathen & Burkell, 2002). Having attitude homophily, such as similarities in thoughts and behavior 

between vloggers and their audience, such as having the same education, belief, and social status with the 

audience, can instill confidence in the products or services promoted by the food vlogger (Lee and Watkins, 

2016). Because the audience is more easily influenced by food vloggers who have many similarities, they feel that 

they are experiencing the experience that food vloggers feel. Thus, the more similarities in the attitude homophily 

the audience feels with the food vlogger will increase credibility, the audience's desire to interact and participate 

in activities carried out by food vloggers (Eyal & Rubin, 2003). Also, audiences usually like vloggers based on 

their assessment as seen from their positive behavior and the large number of friends they have, because the 

personality of a food vlogger is what they consider socially attractive if they have a large number of followers and 

have a community. The social relationships that generate this attraction can affect the level of interaction between 

food vloggers and their audiences on social media (Lee & Watkins, 2016). 

Currently, the relationship between food vloggers and their audiences on social media is no longer a one-way 

relationship because audiences and food vloggers can interact through sharing, re-posting, commenting, or 

discussion of content uploaded by food vloggers (Brown, 2015), and influencers can reply comments from the 

audience (Kefi & Sokolova, 2018). Therefore, a food vlogger must have fast and efficient interactivity in 

interacting with the audience because this will make the audience feel heard. Thus, the audience does not feel that 

only they pay attention to the vlogger, but they feel cared for and feel that they interact directly with the food 

vlogger (Labrecque, 2014). Content published by food vloggers can enhance the relationship between food 

vloggers and their audiences to feel that food vloggers are a reliable source of information (Lee & Watkins, 2016). 

The openness of information about culinary provided by food vloggers, such as the latest culinary delights, the 

taste of food and drinks that are reviewed, is very necessary because the presentation of information about a 

product can form a positive perception of trust in building relationships and interacting with audiences on social 

media. Openness in presenting information is very important because the openness of information shared by 

vloggers to their audience can increase social media interaction (Labrecque, 2014). However, Kefi & Sokolova's 

research (2018) previously only examined three factors that influence parasocial interaction: physical 

attractiveness, homophily, and social attractiveness. This study will add two other factors that can influence 

parasocial interactions: interactivity and openness (Labrecque, 2014). Therefore, this study aims to analyze the 

relationship between physical attractiveness, homophilia, social attractiveness, openness and interactivity, the 

credibility of food vloggers, para-social interactions, and purchase intentions on YouTube in the culinary business 

in Indonesia. 
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2.   Literatur Review 

2.1 Social Media & Social media Influencer 

The phenomenon of the emergence of social media is one of the innovations caused by scientific and 

technological advances; in academic literature, social media is defined as an internet site or application based on 

interactions between users or content created by social media users (Kaplan & Haenlein, 2010). Meanwhile, 

according to research by Garret (2009), social media is a tool and software that can be used to connect individuals 

to share information. Social media is one of the most frequently used media by most Indonesians to learn, find 

new information, and share information with their friends (Chang, Peng, & Berger, 2018). This can be seen from 

the number of social media users in Indonesia, reaching 150 million users or around 56% of Indonesia's total 

population (Wearesocial Hootsuite, 2019). The most active social media platform in Indonesia is YouTube, 

accounting for 88% of the total number of social media users in Indonesia (Wearesocial Hootsuite, 2019). Many 

active users of YouTube social media in Indonesia have led to the growth of the number of YouTube channels, 

with more than one million subscribers increasing (Jonathan, 2019). This shows great interest in the emergence of 

the vlogger trend in Indonesia. Vloggers are YouTube social media influencers who make journalistic 

documentation videos containing each individual's lifestyle, thoughts, and interests, information, and reviews 

about the products they use (Master, 2015). Vloggers, which we often refer to, usually have certain preferences 

used as references in developing content in their pro les. Some focus on fashion, beauty, travel, culinary, and 

technology (Klassen et al., 2018). This research will focus on culinary vloggers, which are often referred to as 

food vloggers. Food vloggers are YouTube social media influencers who make journalistic documentation videos 

containing culinary information (Tinaprilla et al., 2019). 

2.2 Purchase Intention 

Purchase intention is important in marketing. Purchase intention can be interpreted as someone's desire to 

purchase again when the opportunity arises (Tariq, Nawaz, Nawaz & Butt, 2013). According to Kotler (2009), 

purchase intention is an impulse that arises in a person to purchase goods and services to meet needs. Purchase 

intention can also be de ned as the possibility for consumers to buy products or services in the future (Wu, Yeh, & 

Hsiao, 2011). Purchase interest comes from the level of value that has been felt before someone makes a final 

purchase decision, where consumers will consciously or unconsciously compare the benefits they expect from 

products with the expected costs for their purchase (Morwitz, 2014). 

2.3 Parasocial Interactions 

Parasocial interaction is described as the audience's and player's correlation and typically occurs as a one-way 

relationship, whereby, usually, the player is known by the audiences, but not the other way around (Horton & 

Wohl, 1956). For example, this relationship is like the relationship between the audience and figures in the media, 

such as celebrities, news anchors, or fictional characters (Rubin & McHugh, 1987). However, in the development 

of parasocial interaction, it has evolved to more than a one-way relationship as media gures could better interact 

with users through sharing, re-posting, commenting, or discussing the uploaded contents (Brown, 2015). In 

marketing, parasocial interaction is described as the interaction of consumers with media figures (influencers), 

where consumers feel part of a media figure (Kefi and Sokolova, 2018). Content exposure published by 

influencers could impact the rise of interaction between social media users and influencers, resulting in influencers 

perceived to be trustworthy sources of information, and their advice impacts the decision to purchase (Lee & 

Watkins, 2016). Therefore, this study formulates a hypothesis, namely: 

H1: Parasocial interactions have a positive effect on purchase intentions. 

2.4 Credibility 

According to Rushworth & Djafarova (2017), credibility is the extent to which the target audience sees the 

influencer as having expertise, knowledge, and understanding of the products and services that the influencer 

reviews on social media. Credibility is linked to the audiences' perceived opinion on communication quality, 

which impacts the audience‟s internalization process: shared values and attitudes between followers and 

influencers (Kefi & Sokolova, 2018). The credibility of an influencer can also be called the level of trust people 

have in the influencer (Wathen & Burkell, 2002). Trust will relate to the perception of the honesty of the 

influencer, and goodwill can reflect positive responses about an influencer, so that in general, if an influencer is 

considered trustworthy, attractive, and is considered an expert, it will be ables influence the attitudes and behavior 

of followers towards purchasing a product (Gunawan & Huarng, 2015). The level of knowledge and level of trust 

in an influencer is important things that determine the credibility of an influencer and can influence the process of 

determining the purchase of a product (Hui, 2017). Research conducted by Fan & Miao (2012) shows that the 

credibility of an influencer on social media has a positive effect on purchase intentions. Therefore, this study 

formulates a hypothesis, namely: 
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H2: Credibility has a positive effect on purchase intention. 

 

2.5 Physical Attractiveness 

Physical attractiveness is an important instrument that can influence and direct customer behavior (Onu et al., 

2019). Influencers who are physically attractive when used as marketing tools will result in better acceptance from 

consumers of an advertisement (Till & Busler, 2000). Physical attractiveness is a combination of characteristics 

that consumers will evaluate whether a food vlogger is beautiful or handsome, the appearance used is attractive or 

not at all attractive (Aronson, Wilson, & Akert, 2013). Physical attractiveness is defined as customer identification 

of some special traits of in uencers they value, such as charisma, personal qualities, beauty or good looks, and 

athletic posture (Onu et al., 2019). Khamis & Welling (2016) show that physical attractiveness is an important 

factor in becoming a famous social media influencer. The audience will see everything displayed in the video 

uploaded by the food vlogger on their YouTube Channel. For example, the appearance of the food vlogger, the 

form of the food that is uploaded, the situation in which to eat, and others. The physical attractiveness of a food 

vlogger is the rst thing the audience pays attention to (Cohen, 2011). The first impression that appears in the mind 

of the audience regarding the physical attractiveness of a vlogger will affect the assessment of credibility (Wathen 

& Burkell, 2002). Having an attractive appearance, good life, and conspicuous consumption through pictures and 

videos published on social media such as clothes, make-up, food, and holidays can increase trust in influencer 

credibility (Khamis & Welling 2016). The interest in the food vlogger's personality who has physical 

attractiveness can predict parasocial interactions (Lee & Watkins, 2016). Physical attractiveness is a determinant 

of parasocial interaction (Giles, 2002). The interaction between the audience and the food vlogger is built from 

several factors, namely how audience users perceive food vloggers, look physically attractive, and have 

similarities with them (Lee & Watkins, 2016). Therefore, this study formulates a hypothesis, namely: 

H3: Physical Attractiveness has a positive effect on credibility. 

H4: Physical Attractiveness has a positive effect on parasocial. 

2.6 Attitude Homophily 

Homophily is the tendency for a person to interact with other people who have the same beliefs, education, and 

social status (Eyal & Rubin, 2003). Homophily can also be interpreted as an individual's tendency to make 

friendly relationships with other individuals who have something in common (Lee & Watkins, 2016). Meanwhile, 

according to McPherson, Lovin & Cook (2001), homophily is that those with the same demographic background 

will have the same experiences, values, and attitudes. Likewise, Roth (2004) found that attitude homophily is a 

person's tendency to communicate with individuals who have similar demographics. This attitude homophily is 

formed through food vloggers who share reviews of food or places to eat. The process of sharing his thoughts is 

also an indication of the credibility of the uploaded content (Kefi & Sokolova, 2019). In the context of social 

media, when there are many similarities between a food vlogger and his followers, the audience's assessment of 

credibility increases (Wang, Wather, Pingree, & Hawkins, 2008). Influencers who have similarities with their 

followers can instill con dence and trust in the product or service being promoted. Based on social cognitive 

theory, humans will more easily trust and be influenced by public figures who have many similarities with them 

(Bandura, 1994). 

On social media, attitude homophily is formed through influencers who share their thoughts about a product or 

service. The process of sharing his thoughts is also an indication of the credibility of the uploaded content (Kefi & 

Sokolova, 2019). Attitude homophily is a determinant of parasocial interaction on social media because the more 

level of equality that is felt between the audience and the vlogger, the more interaction between the audience and 

the vlogger on social media (Giles, 2002; Eyal and Rubin, 2003). Homophily will increase people's desire to 

experience the experiences or activities of the characters being watched. The more similarities between 

individuals, the more frequent interactions will occur (Eyal & Rubin, 2003). The more similarities that are felt      

by the audience towards food vloggers on social media, the more frequent interactions will be (Lee & Watkins, 

2016). The continuous interaction between the audience and the food vlogger will increase the occurrence of 

parasocial interactions. Therefore, this study formulates a hypothesis, namely: 

H5: Attitude Homophily has a positive effect on credibility. 

H6: Attitude Homophily has a positive effect on parasocial interaction. 
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2.7 Social Attractiveness 

The social attractiveness of influencers on social media is assessed based on profile photos and other people's 

comments and the number of followers on their social media accounts (Wise, Kim, Tandoc & Hong, 2012). 

Therefore, social attractiveness can be defied as the impression seen by the audience that an influencer who has 

high social attractiveness is based on a large number of friends or followers on his social media account (Wise et 

al., 2012). Social attractiveness is defined as a person's desire to approach other people, based on their assessment 

as seen from their positive behavior and the large number of friends they have. Meanwhile, according to Lee 

&Watkins (2016), social attractiveness is defined as identifying the audience towards the personality of an 

influencer that they consider socially attractive if they have a large number of friends and have a community. The 

attraction that occurs between the audience and the food vlogger can be caused by the activity of watching a video 

or vlog that is repeated so that there is intense interaction and can lead to parasocial interactions (Kefi and 

Sokolova, 2019). Audiences tend to watch food vlogger videos that are considered to have interesting traits and 

behavior. According to Lee and Watkins's (2016) research, the more attractive a food vlogger's personality on 

social media will make audiences feel that they have the same beliefs. The personality of a food vlogger is 

considered socially attractive if it has many followers and a community (Dewi & Anike, 2013). Food vloggers 

who have social appeal by having a large number of followers can affect the level of interaction with audiences 

who previously had low interest in content or topic. Also, the social attractiveness of influencers (food vloggers) 

makes the audience feel part of a friendship. It can also increase the interaction between food vloggers and their 

audience on social media (Kefi and Sokolova, 2019). Therefore, this study formulates a hypothesis, namely: 

H7: Social attractiveness has a positive effect on parasocial interaction. 

2.8 Interactivity 

McMillan & Hwang (2002); Song & Zinkhan (2008) defines interactivity as a perceptual variable, where the 

determining variables of interactivity are the speed of response and the ability to communicate messages. 

According to Song & Zinkhan (2008), interactivity is specifically defined as the dependency of users on two-way 

communication with media personalities. In this sense, the term interactivity not only focuses on website and 

social media features, but also on messages' content and cues that appear in the content generated, which is used to 

create the perception that the power of listening and interacting with an important audience (Labrecque, 2014). 

Influencers who have high interactivity will make their followers feel listened to and feel they are interacting 

directly (Labrecque, 2014). Social media users do not feel that they are the only ones who pay attention to in 

uencers, but they will also generate feelings of being cared for by influencers (Hartmann & Goldhoorn, 2011). 

Labrecque (2014) indicates that the degree of influencer‟s interactivity would positively impact the parasocial 

interactions. Therefore, this study formulates a hypothesis, namely: 

H8: Interactivity has a positive effect on parasocial interaction. 

2.9 Openness 

According to Oswald, Clark, & Kelly (2004), openness and closeness to satisfaction in friendship can form a 

positive perception of trust. Similar to friendship in building relationships and interactions with consumers on 

social media, it has a close relationship with trust and openness used to present reliable information (Sweetser & 

Metzgar, 2017; Labrecque, 2014). According to Labrecque (2014), openness is openness in presenting 

information to consumers or audiences on social media platforms. Openness or openness is what forms a 

relationship. In this context, the disclosure of culinary information from a food vlogger to his followers. The 

openness given by a food vlogger is seen in how they provide reviews and information to their followers (Sweet & 

Metzgar, 2017). According to Oswald, Clark, & Kelly (2004), openness and closeness to satisfaction in friendship 

can form a positive perception of trust. Similar to friendship in building relationships and interactions with 

audiences on social media, it has a close relationship with trust and openness, which is used to present reliable 

information (Sweet & Metzgar, 2017; Labrecque, 2014). Openness is an important factor in social interaction on 

social media because openness will encourage the formation of parasocial interactions (Labrecque, 2014). 

Therefore, this study formulates a hypothesis, namely: 

H9: Openness has a positive influence on parasocial interaction. 
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Figure. 1 Proposed Conceptual Framework 

3.   Research Methods 

3.1 Measurement 

The questionnaire in this study was designed in three parts. First, respondents are asked two screening 

questions, namely whether the respondent has ever watched a food review video by a food vlogger on YouTube 

and how often they watched a video about a food review by a food vlogger on YouTube. Second, respondents 

who have watched video reviews by food vloggers and frequently watched food review videos by food vloggers 

more than three times a month will be asked general questions regarding demographic questions and measure the 

behavior of watching food review videos provide their perceptions. On the behavior of watching food review 

videos by food vloggers, namely, how much time on average you spend watching food reviews in a day, who is 

your favorite food vlogger, where do you nd out what food vlogger is and what food review content you like. 

Finally, focus on the questions displayed on a Likert scale (see Appendix 1). There are nine variables involved, 

measured using a 5-point Likert scale; physical attractiveness is measured by three items (Lee & Watkins, 2016). 

Social attractiveness is measured by three items (Lee & Watkins, 2016). Attitude homophily is measured by five 

items (Lee & Watkins, 2016). Interactivity was measured by four items (Labrecque, 2014). Openness is measured 

by three items (Labrecque, 2014). Credibility is measured by four items (Kefi & Sokolova, 2019). Parasocial 

interaction is measured by seven items (Lee & Watkins, 2016; Kefi & Sokolova, 2019). Purchase intention is 

measured by five items (Lee & Watkins, 2016; Kefi & Sokolova, 2019). 

3.2 Data Collections & Analysis 

In this study, the sampling technique used the judgmental sampling method. Data is taken from members of 

the population that can be accessed easily by researchers, and samples are taken based on criteria formulated in 

advance by the researcher (Sekaran & Bougie, 2013). The criteria used are the frequency of respondents who 

watch culinary review videos on YouTube, with a minimum frequency of three times a month. The number of 

samples in this study adopted the theory proposed by Hair, Ringle, & Sarstedt (2011). Where, the sample size is 

measured based on the number of question items on the research indicator then multiplied by five. The number of 

question items in this study were 35 items. Therefore, the minimum sample size in this study was 34 x 5, namely 

170 respondents. The sample obtained in this study was 202 respondents. The questionnaire was collected through 

an online survey, on Youtube users in Indonesia who are interested in culinary content.  
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The data analysis method in this study uses Partial Least Squares - Structural Equation Model (PLS-SEM) to 

analyze the causal relationship between latent constructs and test the relationship to the hypothesis. PLS-SEM was 

chosen because the researchers developed a theory from pre-existing research models and were prediction-

oriented (Heir et al., 2011). The data analysis method is divided into two stages: separate assessments of the 

measurement model and the structural model. In the first stage, the data sample is checked for reliability and 

validity based on the measurement model. Measurement of reliability and validity will be carried out to see the 

stability of each research variable. In the second stage, the sample is assessed against each variable based on the 

structural model's estimates. Measurement model: Internal consistency reliability, determined by the value of 

composite reliability (CR), must be greater than 0.70. Indicator reliability, which is determined by the loading 

factor indicator value, must be greater than 0.70. Convergent validity, which is determined by means of the 

average variance extracted (AVE) value which must be higher than 0.50. Structural model: The R² value for 

endogenous latent variables in the structural model illustrates the magnitude of influence between variables. A 

value of 0.25 describes a weak influence, a value of 0.50 describes a moderate effect, while a value of 0.75 

describes a strong influence. The bootstrapping test is used to assess the path coefficient's significance, with the 

minimum number of bootstraps being 5,000. The critical t-value in the two-tailed test used is 5%, and the t-value 

of alpha 5% is 1.9. 

4.   Results & Discussions 

4.1 Results 

Data on the demographic characteristics of respondents obtained are described in Table 1, which is dominated 

by women (59%). Age is dominated by ages 18-25 and 26-35 years old (86.14%), who are millennials as most 

internet users. The education level is dominated by Bachelor degree (60%). Employment is dominated by private 

employees (46.04%). The marital status is predominantly single (73.7%). Income is dominated by an average 

monthly income of IDR 5,000,000 - IDR 10,000,000 (44%). The viewing time is predominantly 1-3 hours/day 

(47.5%). 

Table 1. Demographic Characteristics Of Respondents Characteristic 

Category Characteristic 
Number of 

Respondents 

Percentage of 

Respondent 

Gender 
Male 83 41.09% 

Female 119 58.91% 

Age 

< 18 years old 8 3.96% 

18 - 25 years old 88 43.56% 

26 - 35 years old 86 42.57% 

36 - 45 years old 13 6.44% 

46 - 55 years old 5 2.48% 

> 55 years old 2 0.99% 

Education 

Senior High School 40 19.80% 

D3 18 8.91% 

S1 121 59.90% 

S2 23 11.39% 

Profession 

Housewife 6 2.97% 

General Employee 93 46.04% 

Government Employee 10 4.95% 

Student/College Student 66 32.67% 

Entrepreneur 27 13.37% 

Status 
Single 149 73.76% 

Married 53 26.24% 

Income 

< Rp 5.000.000 38 18.81% 

Rp 5.000.000 - 

10.000.000 
89 44.06% 

Rp 10.000.001 - 39 19.31% 



The Determinant Factors of Purchase Intention in the Culinary Business in Indonesia That Mediated by Parasocial Interaction and Food 
Vlogger Credibility 

 

 

 4859 

15.000.000 

Rp 15.000,001 - 

20.000.000 
28 13.86% 

> Rp 20.000.000 8 3.96% 

Watch Time < 1 hour/day 91 45.05% 

Watch 

Time 

1 - 3 hour/day 96 47.52% 

3 - 6 hour/day 15 7.43% 

Measurement of validity and reliability tests was carried out to see the variables' stability in the study. The 

validity and reliability tests were determined by looking at the results of the convergent test and composite 

reliability. The results of the convergent test to determine the validity of the questionnaire items were assessed 

from the factor loading, which had to be more than 0.7, and the AVE value, which had to be more than 0.5, while 

to assess the reliability of the questionnaire items it was referred to the composite reliability value which had to be 

higher than 0.7. The calculation results for the loading factor, AVE, and CR values can be seen in Table 2. 

After analyzing the convergent validity and composite reliability test results, an analysis of the results of the 

discriminant validity test is then carried out. The result of the discriminant validity test is the square root of the 

AVE value for each variable in the study. The discriminant validity value of a variable must be higher than its 

correlation value with other construct variables. If the discriminant validity value of a variable is higher than its 

correlation value with other construct variables, the variable can be said to be valid. Can be seen in Table 3. 

Tabel 2. Convergent Validity And Reliability 

Variable Code Mean Loading Factor AVE CR 

 

Social Attractiveness 

SA 1 3.71 0.922 

0.776 0.912 

 

SA 2 3.69 0.918 
 

SA 3 4.04 0.798 
 

Physical 

Attractiveness 

PA 1 3.93 0.949 
0.908 0.952  

PA 2 3.76 0.957 
 

Attitude Homophily 

AH 1 4.25 0.744 

0.615 0.824 

 

AH 2 4.22 0.712 
 

AH 3 4.09 0.846 
 

AH 5 4.37 0.708 
 

Interactivity 

I 1 3.61 0.837 

0.692 0.899 

 

I 2 3.42 0.832 
 

I 3 3.70 0.915 
 

I 4 3.83 0.735 
 

Openness 

O 1 4.38 0.848 

659 0.853 

 

O 2 4.49 0.84 
 

O 3 4.41 0.744 
 

Credibility 

C 1 3.71 0.873 

0.767 0.908 

 

C 2 4.14 0.901 
 

C 3 4.20 0.849 
 

Para-social Interaction 

PSI 3 3.91 0.786 

0.694 0.901 
PSI 4 3.72 0.889 

PSI 6 3.73 0.809 

PSI 7 3.77 0.845 

Intention to Purchase 
PI 2 4.18 0.786 

0.633 0.873 
PI 3 4.20 0.768 
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PI 4 3.88 0.859 

PI 5 4.25 0.764 

TABLE 3. Discriminant Validity 

Variable 
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Attitude Homophily 0.813               

Credibility 0.301 0.77             

Intention to 

Purchase 
0.639 0.449 0.835           

Interactivity 0.508 0.206 0.526 0.885         

Openness 0.569 0.521 0.566 0.417 0.9       

Para-social 

Interaction 
0.485 0.522 0.649 0.661 0.423 0.848     

Physical 

Attractiveness 
0.441 0.452 0.459 0.488 0.406 0.716 0.957   

Social Attractiveness 0.22 0.391 0.23 0.291 0.306 0.508 0.518 0.834 

 

4.2 Hypothesis testing results 

In this study, the confidence level used was 95%, so the t-statistic had to reach> 1.96 and a p-value <0.05 

where the hypothesis was accepted. The results of this hypothesis test can be seen in Table 4. Table 4 describes 

the structural models that have been made. The hypothesis can be accepted if the t-statistic value reaches> 1.96 

and the p-value <0.05. From the test results in Table 4, it can be concluded that hypotheses 1, 2, 3, 4, 7, and 8 are 

accepted because the T-Stat value is greater than 1.96, and the P-value is smaller than 0.05. Meanwhile, 

hypotheses 5,6, and 9 were rejected because the P-value was greater than 0.05 and the T-Stat was smaller than 

1.96. 

TABLE 4. Hypothesis Results 

Hypothesis Path 
Path 

Coefficient 

T-

Statistic 

P-

Values 
Result 

H1 
Para-social Interaction -> Intention to 

Purchase 
0.555 8.457 0 Accepted 

H2 Credibility -> Intention to Purchase 0.187 2.412 0.018 Accepted 

H3 Physical Attractiveness -> Credibility 0.395 5.819 0 Accepted 

H4 
Physical Attractiveness-> Para-social 

Interaction 
0.409 6.066 0 Accepted 

H5 Attitude Homophily -> Credibility 0.127 1.264 0.237 Rejected 

H6 
Attitude Homophily -> Para-social 

Interaction 
0.077 1.266 0.224 Rejected 

 

H7 Social Attractiveness -> Para-social Interaction 0.174 3.675 0 Accepted 

H8 Interactivity -> Para-social Interaction 0.364 5.721 0 Accepted 

H9 Openness -> Para-social Interaction 0.010 0.217 0.832 Rejected 



The Determinant Factors of Purchase Intention in the Culinary Business in Indonesia That Mediated by Parasocial Interaction and Food 
Vlogger Credibility 

 

 

 4861 

 

* p-value < 0.05  

Figure 2. Structural Model 

Referring to Figure 2. H1, H2, H3, H4, H7, and H8 are supported because the hypothesis shows positive Beta 

and P-values, which are less than 0.05. Meanwhile, H5, H6 (attitude homophily), and H9 (openness) act the 

opposite so that they are rejected from the structural model. From these results, it can be shown that almost all of 

the results support the hypothesis that has been made. Of all the independent variables studied, the physical 

attractiveness variable has the greatest influence compared to other variables with a beta value of 0.41. Second, 

interactivity with a beta value of 0.36. The variable that has the third-largest influence is social attractiveness with 

a beta value of 0.17. Surprisingly, physical attractiveness did not have a significant impact on credibility or social 

interactions. Then, openness does not have a significant impact on parasocial interactions. Furthermore, the 

mediation variable, parasocial interaction, has a greater effect on purchase intention compared to food vlogger 

credibility. 

4.3 Discussions 

Physical attractiveness, interactivity, and social attractiveness influence parasocial interactions because the 

things that influence audiences to interact with food vloggers on YouTube are the audience first assessment of 

what they see from the physical attractiveness of food vloggers such as attractive appearance, face a beautiful or 

handsome face and the charisma of a food vlogger. According to Wise et al. (2012), the audience's interest in 

interacting with food vloggers on social media is also influenced by a large number of followers because a large 

number of friends and followers on social media illustrates the good personality of an influencer and good social 

relationships with followers which will affect the level of interaction of influencers with their followers. 

Furthermore, the thing that can affect parasocial interaction is the audience's interactivity based on the speed of 

the response by the food vlogger to the interactions the audience has on social media, which will make the 

audience feel more valued (Labrecque, 2014). Physical attractiveness influences credibility due to the audience's 

interest in the physical attractiveness of food vloggers; this makes the audience believe in the information 

conveyed by food vloggers about culinary. Trust will relate to perceptions of honesty from food vloggers, which 

can reflect a positive response to a food vlogger so that it can increase the assessment of credibility (Kefi & 

Sokolova, 2018). Parasocial interaction and credibility influence purchase intention because a food vlogger who is 

considered to have good credibility by his followers can influence his follower‟s attitudes and behavior in buying 

products reviewed and recommended by the food vlogger. Furthermore, the more frequent interactions that occur 

between the audience and the food vlogger on social media, the closer the relationship between the food vlogger 
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and the audience will be so that the audience will perceive food vloggers as a reliable source of information that 

can influence the audience's desire to buy the products suggested by food vlogger (Lee & Watkins, 2016). 

 

There are three hypotheses rejected in this study, namely homophily attitude, which does not affect social 

interaction and credibility, as well as openness, which does not affect parasocial interactions. Attitude homophily 

does not affect parasocial interactions and credibility because the assessment of credibility and parasocial 

interactions comes from the viewer's assessment of the food vlogger. The audience perceives this through what 

they see   rst from the pro le or video displayed by the food vlogger, such as the appearance of the food they see 

review, the situation where they eat, the face of the food vlogger, and the appearance of the food vlogger on the 

YouTube channel. So, even though they do not have the same attitude homophily as the food vlogger, audiences 

will continue to interact and trust the food vlogger's information (Rushworth & Djafarova, 2017). Furthermore, 

openness does not affect parasocial interactions because, based on the results of interviews, the ease of obtaining 

information in the digital era and the culinary information provided by food vloggers on social media is complete. 

Hence, making the audience feel that they do not need to interact with food vloggers to ask more clearly 

information provided by the food vlogger on his YouTube channel. 

5Implications & Suggestions Or Future Studies 

5.1 Managerial Implications 

Currently, the culinary business is starting to move towards digital communication to promote its products and 

brands. Where, social media and food vloggers (influencers) are inevitable when planning a marketing strategy 

because video documentation made by food vloggers on their YouTube channel can form opinions and influence 

the attitudes and behavior of their followers, create advocacy, change references and purchase an interest in 

followers (Tinaprilla et al., 2019). The results of this study can be useful for marketers who will collaborate with 

food vloggers to introduce their brands and promote their culinary business. Marketers should collaborate with 

food vloggers who have physical attractiveness, namely food vloggers who always look attractive, have handsome 

or beautiful faces, and have a unique communication style. Second, collaborating with food vloggers who have 

social attractiveness, namely food vloggers who have a large following, have a close relationship with their 

followers. Third, collaborating with food vloggers who have high interactivity in responding to audiences' 

interactions in the comments' column quickly and efficiently. 

This research is also useful for influencers (food vloggers) to strategize in creating content and collaborating 

with brands. Food vloggers must pay attention to factors that can influence audiences' assessment of credibility 

and factors that can enhance social interaction. For food vloggers, the first thing that must be considered is 

physical attractiveness because it is the first thing that will become the audience's consideration in choosing a food 

vlogger. Therefore, a food vlogger must always maintain his physical appearance so that he always looks 

attractive and must always be ready in front of the camera. Second, social attractiveness, having a large following 

on social media is important for food vloggers to build the impression that the audience sees that food vloggers 

have high social attractiveness (Wise et al., 2012). A food vlogger can look for unique culinary delights from an 

area, make interesting captions, use language that is easy for the audience to understand. So, it can attract 

audiences to subscribe to its YouTube channel. Also, a food vlogger must be able to create closeness with the 

audience by consistently posting videos every week because watching repeated videos or vlogs will increase 

intense interaction, which can make audiences feel that food vloggers like them. Third, to build good relationships 

and increase interaction with the audience, food vloggers can invite audiences to give opinions and provide 

culinary references in the comments column. However, food vloggers must have interactivity in responding to 

interactions made by the audience in the comments column quickly because it will make the audience feel more 

valued. Fourth, to attract cooperation with a culinary brand or business, a food vlogger must have credibility. A 

food vlogger can establish credibility by having extensive knowledge of food and beverage flavors, making food 

display attractive, providing honest reviews of the food or drink reviewed attractive physical appearance, and 

using a professional videographer to ensure the quality of the uploaded video is good to show that a food vlogger 

is an expert in the culinary field. 

5.2 Suggestions for Future Studies 

Due to limitations in the scope of the study, namely the minimal number of samples studied, further research 

can be carried out using a larger sample size to better describe the character of the population. Further research 

can also be carried out on Generation Z because Generation Z has begun to mature and take over control of the 

world from the millennial generation. Also, Generation Z is the generation that is more familiar with the internet 

and technology. Further research can also be carried out in different business industries because the different 

industries chosen as research objects can produce different research results. In this study, the culinary business has 

been used. Future research can use other business industries such as tourism to compare results and provide 
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references on strategies to introduce, develop, and revive Indonesia's tourism industry, which was affected by the 

Covid-19 pandemic. Future studies can test other social media, which are trending among Indonesians. In this 

study, the social media YouTube has been used, and further research can examine other social media such as Tik 

Tok. According to Selular.id (2020), the increase in Tik Tok users in Indonesia is 30.7 million users with total 

downloads of 8.5 percent in July 2020; Indonesia is the fourth largest Tik Tok user country in the world so that it 

can be used as an opportunity for marketers as a new promotional media..  
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8. APPENDIX 

Variable Items Kode 

Social 

Attractiveness 

I thought that vlogger X could become my friend. 

I thought that vlogger X liked me. 

I want to have a conversation with the vlogger. 

SA1 

SA2 

SA3 

Physical 

Attractiveness 

I find vlogger X physically attractive. 

I thought that vlogger X was pretty or handsome. 

Vlogger x has an interesting style of speech. 

PA1 

PA2 

PA3 
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Attitude 

Homophily 

Vlogger X has the same taste of food like me. 

Vlogger X has one thought with me about culinary. 

Vlogger X behaves just like me. 

Vlogger X treats other people like me. 

Vlogger X has a lot in common with me 

AH1 

AH2 

AH3 

AH4 

AH5 

Interactivity Vlogger X will reply if I send a message. 

Vlogger X will respond to me quickly or efficiently. 

Vlogger X allowed me to communicate in person. 

Vlogger X will listen to what I have to say about culinary 

I1 

I2 

I3 

14 

Openness Vlogger X is open to sharing information. 

Vlogger X keeps me up to date with the latest information. 

Vlogger X does not hold or cover information. 

O1 

O2 

O3 

Credibility I consider vlogger X an expert in his field. 

I consider vlogger X to be right for the job. 

I consider vlogger X to be trusted in delivering. 

I assume vlogger X cares about his followers 

C1 

C2 

C3 

C4 

Para-social 

Interaction 

I look forward to watching vlogger X on his YouTube channel. 

If the X collaboration vlogger on another YouTube channel, I will watch it. 

When I watch vlogger X, I feel like I'm part of the group. 

I thought vlogger X was like an old friend. 

I want to meet the vlogger X in person. 

If there's an article about vlogger X in a newspaper or magazine, I'll read it. 

vlogger X makes me comfortable, like me with my friends. 

PSI1 

PSI2 

PSI3 

PSI4 

PSI5 

 

PSI6 

PSI7 

Purchase 

Intention 

When vlogger X shows how he feels about a product, it helps me decide between 

buying that product. 

I will buy products promoted by vlogger X in the future. 

I will encourage the people closest to me to buy products promoted by vlogger X. 

I would choose to buy a product that vlogger X collaborates with, even if the 

competitor's price is cheaper. 

When a new product is collaborated or promoted by vlogger X, then I will be 

interested in buying. 

PI1 

 

PI2 

PI3 

 

 

PI4 

 

PI5 
 

 


