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ABSTRACT
Background. Food content on social media platforms has emerged as a powerful influence on consumer perceptions, 
preferences, and purchasing decisions, with growing implications for public health. Given that food preferences and eating 
habits are rooted in cultural background, understanding how these cultural dimensions shape digital food communication 
patterns represents a critical research gap.
Objective. This study aims to explore whether cultural value orientations are mirrored in the food content consumption 
patterns observed across European social media communities, and how these patterns reflect broader public health-
related perceptions of food, health, and authenticity.
Material and Methods. A comparative quantitative and netnographic analysis was conducted on the social media profiles 
of food influencers from 14 European countries. The structure and thematic focus of food-related content were examined 
across cultural clusters. The segmentation of these cultural groups was based on the Inglehart-Welzel Cultural Map, an 
internationally recognized framework for analyzing cross-cultural value differentiation.
Results. The findings indicate culturally distinct patterns in how health is communicated through food-related content. 
Among food influencers from Mediterranean and Central European countries, health is predominantly communicated 
implicitly through homemade meals, traditional dishes, and mindful ingredient selection, rather than explicit nutritional 
or dietary claims. In contrast, influencers from Northern and Western European countries more frequently embed health 
communication within personal narratives and lifestyle-oriented content, where everyday experiences and emotional 
self-disclosure play a central role.
Discussion and Conclusions. The study demonstrates that health narratives in food communication are culturally 
constructed. Understanding such culturally embedded consumption behaviors contributes to more effective food 
communication and may support preventive health communication in online environments.

Keywords: food, communication, health communication, social media, cultural characteristics

INTRODUCTION

Food choices are fundamentally shaped by 
cultural values, traditions, social norms, and habitual 
practices. Eating habits and their social acceptance are 
closely linked to the cultural and economic context of 
a given country [1]. Virtually every region of Europe 
can be understood as a cultural landscape shaped by 
human activity [2]. Scholars suggest that European 
research should focus more intensively on unhealthy 
dietary patterns, such as obesity, rather than solely 
emphasizing the concept of “healthy food.” According 
to this perspective, the emphasis should shift from 
studying “healthy foods” to exploring “healthy 
eating,” integrating food and health research more 

comprehensively. This approach is expected to bring 
significant long-term economic and social benefits [3].

However, it is worth noting that “health” as 
a  marketing keyword has long played a  central role 
in consumers’ lives, as nearly any product can be 
successfully promoted under the guise of health [4, 5]. 
The impact of dietary recommendations is often 
limited, and changing established eating habits 
remains challenging [6]. These findings suggest that 
marketing and communication play a  crucial role 
in effectively reaching consumers and encouraging 
mindful food choices. 

Consumer decisions are influenced not only by 
dietary guidelines but also by emotional factors 
and awareness levels [7]. For effective food 
communication, it is essential that nutrition experts, 
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chefs, and influencers collaborate by aligning their 
respective strengths. The goal should not be for all 
actors to assume identical roles, but rather to combine 
their expertise in order to shape reliable and objective 
messages about food and health [8]. 

With the rise of social media, content about 
food has entered a  new dimension, as consumers 
increasingly encounter and follow current dietary 
trends through online platforms. Social norms and 
values shape social media behavior within cultural 
contexts [9]. Organizations’ ability to perceive and 
learn drives digital transformation [10], yet social 
media often functions more as a  visibility channel 
than a platform for dialogue among stakeholders like 
scientists, farmers, and civil society [11]. 

In social media, content about food is intertwined 
with cultural identity, as food influencers often design 
their content in accordance with their own religious and 
cultural backgrounds [12], aligning it with the values 
of their target audiences. On social media platforms, 
messages about “good food” circulate differently 
across communities. The most common interpretation 
of “good food” is associated with a healthy lifestyle, 
which also facilitates the transformation of brands into 
lifestyle-oriented identities [13]. Research indicates 
that emotions mediate the link between a topic’s social 
relevance and user engagement [14]. 

Previous findings suggest that culture itself 
shapes how social norms develop within nations and 
how these are reflected in media representations [1]. 
A  cross-country comparison found that although 
food innovation systems vary between nations, they 
operate based on shared fundamental values [15]. 
Similarly, analyses across five countries revealed 
cultural differences in preferences for liked social 
media content, while negative evaluations showed 
greater consensus [16]. 

As influencer marketing continues to play an 
increasingly prominent role in the field of food 
communication, there is a  growing need for deeper 
theoretical investigation to better understand its 
strategic applications and impacts. Images depicting 
healthy foods generate higher user interest and 
a  greater willingness to try the associated products 
[17]. Researchers analyzing the posts of various 
influencers found that in 62% of 360 analyzed content 
pieces, a  brand name was mentioned, yet only 6% 
were officially disclosed as advertisements [18]. These 
results indicate that, much like the ongoing debates 
surrounding influencer marketing, further research is 
needed to better understand the broader media policy 
frameworks.

It is essential that the diversity among stakeholders 
involved in food communication should foster 
cooperative and complementary partnerships rather 
than division [8]. When applied appropriately, 

influencer marketing may serve as a  long-term 
preventive tool for public health. However, if 
misinterpreted, it can also contribute to the spread of 
unhealthy dietary practices. 

Aim of the study
This study explores how health is represented and 

communicated in the content of food influencers, 
and how these messages are received and engaged 
with by audiences in Northern-Western and 
Mediterranean-Central Europe. The study focuses on 
the interplay between cultural background, influencer 
communication strategies, and audience engagement.

MATERIAL AND METHODS

Hofstede’s cultural dimensions model [19] 
and Schwartz’s value system model [20] laid the 
foundations for examining intercultural differences. 
Hofstede’s framework explores social and economic 
disparities between cultures and their influence 
on individual behavior, while Schwartz’s model 
emphasizes fundamental human values and needs. 
In addition to these theoretical contributions, the 
analytical approach of Inglehart and Welzel [21] also 
serves as a cornerstone of this research. 

Based on the Inglehart-Welzel Cultural Map, 
which links socioeconomic development with value 
systems, this study classifies food contents from 
14 European countries to explore how cultural 
background influences consumer behavior and 
content consumption patterns. Europe provides 
a  unique context with diverse food traditions and 
health perceptions across countries that share 
similar socio-economic and regulatory frameworks. 
This balance allows for a  clear examination of how 
cultural differences influence digital food and health 
communication. 

This trend-exploratory study analyzes food 
influencers from fourteen European countries, 
classified into “Catholic” and “Protestant” cultural 
clusters according to the Inglehart-Welzel Cultural 
Map [22]. Food influencers were selected as the focus 
of analysis because they function as key trendsetters 
in digital communication, making it analytically 
sufficient to examine a  limited number of highly 
influential actors to identify emerging patterns. The 
Northern and Western European (NWE) countries, 
representing the “Protestant” [22] cluster, include 
Germany, Switzerland, Sweden, Finland, Norway, 
Iceland, and Denmark. The Mediterranean and 
Central European (MCE) countries, representing the 
“Catholic” [22] cluster, are Croatia, France, Slovakia, 
Spain, Italy, Hungary, and Slovenia (Figure 1).
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Figure 1. Northern and Western (NWE) and Mediterranean 
and Central European (MCE) countries included in the 
study
Source: edited by the Authors

Influencers were identified following Von-Polheim 
et al. [12] using the StarNgage.com platform. Inclusion 
criteria required that their main content focus be 
self-made dessert recipes, ensuring comparability. 
Only Instagram macro-influencers (100,000-
1,000,000 followers) were considered, with one 
influencer selected per country, prioritizing those 
with the highest engagement rates [23] when multiple 
candidates met the criteria. In cases where suitable 
profiles were missing from StarNgage or macro-level 
thresholds could not be met, accounts sharing original 
food recipes with slightly higher or lower follower 
counts were included. Influencers primarily focused 
on lifestyle, travel, or fashion content were excluded. 
The size of the national influencer market was also 
considered in the selection process. Data collection 

was conducted between November 2024 and January 
2025.

The dataset includes over 600 individual pieces of 
Instagram content produced by 14 influencers. Since 
Instagram posts often consist of multiple images or 
videos grouped together in a single carousel, the total 
number of content items substantially exceeds the 595 
posts (286 from MCE and 309 from NWE countries) 
published during the data collection period. This 
multi-content format was carefully considered and 
analyzed using qualitative and netnographic methods 
to fully capture the influencers’ communication 
strategies. The Sotrender analytics platform [24] was 
employed to conduct netnographic analysis, offering 
tools for detailed evaluation of content performance 
and audience engagement. 

RESULTS

Quantitative findings
The quantitative findings present measurable 

patterns of audience dynamics, providing empirical 
support for the qualitative observations regarding food 
content consumption. Posting activity varied notably 
across countries: the German influencer published 
the most posts (96), while the Finnish influencer 
shared the fewest (12). Monthly distribution showed 
the highest activity in December (234 posts) and the 
lowest in January (155 posts), consistent across both 
cultural clusters (MCE: 119/71; NWE: 115/84).

The second Figure (Figure 2) compares food 
influencers based on their respective countries. The 
black bars represent follower counts (in millions), 
while the red line indicate growth in thousands of 
followers. This figure should not be interpreted as 
a  direct comparison between countries, but rather 

Figure 2. Comparison of influencers’ follower numbers and follower change across the analyzed countries
Source: edited by the Authors
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the focus should be on their growth rates, which 
serve primarily as indicators to provide contextual 
understanding of market dynamics. 

Within the sample, Spain had the largest follower 
base (exceeding 1.5 million) along with substantial 
growth of over 9,000 new followers. France 
demonstrated the most significant follower increase, 
gaining approximately 67,000 new followers, the 
highest growth among all examined countries. 
Italy also maintained a  large follower base of nearly 
794,000, with an increase of 8,313 followers by the end 
of the study period. Although Croatia and Hungary 
had comparatively smaller follower bases, both 
showed steady growth, particularly Hungary, which 
gained 3,903 new followers. Germany, with more 
than 1.2 million followers, exhibited modest growth 
of only 5,532. Denmark stands out with 723,769 
followers and an impressive 34,776 follower increase, 
representing the second most dynamic growth in the 
dataset. Norway was the only country to experience 
a  slight decline in followers (–105), deviating from 
the overall positive trend. Smaller countries such as 
Switzerland and Iceland had relatively low follower 
counts (44,101 and 38,832, respectively), though 
Switzerland still recorded a positive increase of 1,465 
followers. Slovakia, Finland, Slovenia, and Sweden all 
achieved modest growth, gaining only a few hundred 
new followers each.

Influencer marketing effectiveness
In influencer marketing, one of the most relevant 

performance indicators is the engagement rate [23]. 

Given the varying market sizes, direct performance 
comparisons are challenging and beyond the scope 
of this study. Instead, our focus lies on measuring 
effectiveness, for which engagement rate provides 
a  more meaningful and comparable metric. This 
metric is of key importance because, in this market, 
success depends not only on the number of followers 
but also on the level of audience interaction. That is, 
the proportion of followers who actively engage with 
content through actions such as likes, comments, 
shares, or purchases. 

In the case of food influencers, even the role of 
emotional attachment can be quantified through the 
degree of engagement and follower loyalty [25]. To 
assess audience involvement beyond follower counts, 
the engagement rate was calculated as a  relative 
indicator of how actively users interact with content in 
relation to the size of the follower base.

Engagement rate = [(total number of user 
interactions on the page/number of posts)/number of 
followers] × 100 [26]

The average engagement rate among content 
creators from Mediterranean and Central European 
(MCE) countries was 2.09%, while for Northern and 
Western European (NWE) countries it was 1.92%. 
In both groups, the average rate hovered around 
2%, indicating that audience activity and follower 
responsiveness remain generally stable and comparable 
across both Catholic and Protestant cultural markets.

Nevertheless, significant cross-country differences 
can be observed within both regions (Figure 3). In 
the MCE group, Italy (3.71%) and France (2.82%) 

Figure 3. Comparison of engagement rates of the examined influencers by NWE and MCE country groups. Darker colors 
represent higher engagement rates
Source: edited by the Authors
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exhibited the highest engagement levels, whereas 
Slovenia (0.71%) substantially lowered the regional 
average. Within the NWE countries, engagement 
rates showed even greater variation: Norway (3.72%) 
and Switzerland (3.40%) recorded exceptionally high 
values, while Iceland (0.01%) demonstrated almost 
no audience interaction, effectively representing 
a “dormant market”.

It is evident that engagement levels do not 
correlate with the size of the country, yet they are not 
entirely independent of the specific market context. 
Countries with outstanding engagement levels in both 
regions offer strong potential for effective influencer 
campaigns. However, across both cultural groups, 
strategic market assessment and careful influencer 
selection remain crucial to ensure the efficiency and 
credibility of marketing efforts.

Netnographic findings
In the Mediterranean and Central European (MCE) 

countries, changes in influencers’ follower counts 
were primarily determined by the nature of their food-
related content. 

In Hungary, a  post featuring a  traditional pastry 
generated a  notable daily increase of 230 new 
followers. In contrast, a  post promoting a  vegan 
dessert as part of the “Veganuary” campaign marked 
a negative peak in audience response (Figure 4). This 
suggests that the audience tends to resonate more 
strongly with traditional culinary content than with 
alternative gastronomic themes. 

Similarly, significant fluctuations were observed 
in Spain. While a post showcasing Dubai chocolates 
resulted in a  loss of 584 followers, another post 
presenting mango panna cotta attracted 1,137 new 
followers. These findings indicate that authentic, 
culturally familiar content performs better among 
local audiences compared to globally themed or exotic 
material.

In Italy, a  post about Tuscan soup produced one 
of the largest single-day follower increases in the 
entire dataset, gaining 5,558 new followers. However, 
when the influencer shared a  Sri Lankan cooking 
vlog, the account experienced a  series of unfollows 
(Figure 5). This pattern demonstrates that content 
rooted in different cultural contexts tends to be less 
well-received by Italian audiences, emphasizing the 
relevance of cultural proximity in influencer-driven 
food communication.

In the Northern and Western European (NWE) 
countries, changes in follower counts were primarily 
influenced by lifestyle-, event-, and public figure-
related content. 

In Germany, a  post shared from a  prestigious 
event celebrating the influencer’s professional 
achievements resulted in a  loss of 1,107 followers, 

Figure 4. Posts of the Hungarian food influencer generating 
the highest (left) and lowest (right) follower change
Source: Instagram posts provided for analysis by the 
Sotrender analytics platform

Figure 5. Posts of the Italian food influencer generating the 
highest (left) and lowest (right) follower change
Source: Instagram posts provided for analysis by the 
Sotrender analytics platform

while a  collaborative post featuring a  public figure 
generated 1,204 new followers. A  year-end, four-
part recap series likewise led to a  decline of 2,540 
followers, whereas two Valentine’s Day-themed posts 
published consecutively triggered a  positive trend, 
attracting 1,701 new followers (see Figure 6).

In Sweden, a  series of posts documenting the 
influencer’s Caribbean vacation (Figure 7) led to 
continuous unfollows. These results suggest that 
lifestyle-oriented content tends to resonate less, or at 
least proves to be highly polarizing, within the food 
influencer segment among both German and Swedish 
audiences.

In Denmark, the dataset showed the most consistent 
growth throughout the observation period. Although 
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Figure 6. Posts of the German food influencer generating the highest (right) and lowest (left) follower change
Source: Instagram posts provided for analysis by the Sotrender analytics platform

Figure 7. Posts of the Danish influencer generating the highest follower change (left, 3 posts) and the Swedish influencer’s 
post generating the lowest change (right)
Source: Instagram posts provided for analysis by the Sotrender analytics platform 

Figure 8. Posts of the Icelandic influencer generating the lowest follower change
Source: Instagram posts provided for analysis by the Sotrender analytics platform

Cultural characteristics in food communication: consumption patterns, food and health narratives 
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the influencer’s content did not rely on personal 
branding, the account still achieved the second-highest 
growth rate among the Protestant countries. In Iceland 
(Figure 8), a  New Year’s Eve post featuring a  non-
self-made dessert, followed by the publication of more 
personal content, resulted in a  series of unfollows. 
Similarly, in Finland, the audience size decreased 
after a Christmas family-themed post.

DISCUSSION

The role of food influencers in digital health 
narratives

A  central contribution of this research lies in 
identifying culturally distinct content strategies 
among influencers from MCE and NWE countries. 
The findings confirm that consumer decisions related 
to food are influenced not only by dietary guidelines 
but also by emotional factors, awareness levels [3], and 
broader cultural components such as values, beliefs, 
traditions, and religion. In this context, effective food 
communication requires cooperation among nutrition 
experts, chefs, and influencers, not through role 
homogenization but by combining complementary 
forms of expertise. Such collaboration can contribute 
to the dissemination of reliable and meaningful 
messages about food and health [4].

Influencers operating in NWE contexts tend to 
integrate personal narratives, emotions, and everyday 
experiences more openly into their content, even 
when such openness leads to polarized reactions or 
follower loss. This pattern aligns with theoretical 
approaches that conceptualize influencer activity as 
the management of follower equity within the creator 
economy, where value is generated through sustained 
relational engagement rather than solely based on 
audience size [25]. In contrast, influencers from MCE 
countries adopt a  more restrained, theme-centered 
communication style. Rather than emphasizing 
individual self-expression, MCE influencers appear 
to prioritize audience retention, social harmony, and 
the reinforcement of collective cultural identities 
through food-related themes. These differences among 
European cultures are reflected in food consumption 
patterns, such as dietary preferences, willingness to 
adopt sustainable eating behaviors, and the popularity 
of emerging food trends [1].

The results also contribute to the expanding 
literature on digital food cultures, which emphasizes the 
growing role of non-traditional actors in shaping norms 
of “good food” [13]. Food influencers increasingly 
act as cultural intermediaries who construct dietary 
meanings through everyday storytelling rather 
than expert authority. At the same time, the blurred 
boundaries between personal expression, cultural 
representation, and commercial communication. 

Earlier studies have documented the prevalence of 
undisclosed brand mentions and emphasized the need 
for clearer regulatory frameworks [18], alongside 
ongoing debates on digital media governance across 
countries [28]. Although explicit advertising was 
not the focus of this study, the subtle intertwining 
of health, authenticity, and lifestyle underscores the 
complexity of regulating influencer practices.

The representation of health in food communication
The present study demonstrates that food 

influencers conceptualize health in ways that 
differ from dominant biomedical or market-driven 
narratives. While previous studies have shown that 
images of healthy food tend to increase user interest 
and willingness to engage [17], the present findings 
highlight that the meaning of “healthy” itself is 
culturally constructed and interpreted differently 
across contexts. This implicit understanding of 
health aligns with broader research suggesting that 
eating habits and their social acceptance are deeply 
embedded in cultural, economic, and social contexts 
[1]. In this sense, health emerges not as a technical or 
nutritional category, but as a  culturally meaningful 
practice rooted in everyday routines. 

Our findings suggests a strong association between 
homemade food and health resonates with scholarly 
calls to move beyond the narrow analysis of “healthy 
foods” toward a  broader understanding of “healthy 
eating” as a  socially and culturally embedded 
phenomenon that integrates food, health, and 
lifestyle [3]. Notably, influencers appear to enact this 
perspective organically, without relying on explicit 
health claims or normative dietary advice. This indirect 
communication of health is particularly relevant 
given that “health” has long functioned as a powerful 
and frequently overused marketing concept [4, 5]. 
The findings of the present study suggest that food 
influencers may address this limitation by embedding 
health-related meanings in emotionally resonant and 
culturally familiar practices. 

Overall, the findings reaffirm that food consumption 
and its interpretation are strongly influenced by local 
cultural, social, and economic conditions [1]. They 
also highlight the importance of acknowledging 
cultural diversity among actors involved in food 
communication and encouraging complementary 
rather than divisive approaches [8, 27]. On social 
media platforms, interpretations of “good food” 
circulate unevenly across communities, but they are 
most commonly associated with a  healthy lifestyle, 
which also facilitates the transformation of food 
brands into lifestyle-oriented identities [13]. Within 
the discourse of digital gastronomy, homemade food 
emerges as a  powerful yet culturally differentiated 
symbol of health, authenticity, and care.

M. Mohr, M. Törőcsik
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Limitations of the study
When interpreting the results, it is important to 

acknowledge that the sample of food influencers 
analyzed was relatively limited in size; thus, the 
observed patterns cannot be generalized to the entire 
national markets. Moreover, given the dynamic 
nature of social media, engagement rates and follower 
fluctuations are influenced by numerous external 
factors such as algorithmic changes, seasonal effects, 
and global events. As a result, the findings should be 
interpreted as indicative trends rather than exhaustive 
representations of long-term behavior.

Strengths of the study
Despite these limitations, the study has several 

notable strengths. One key strength lies in its 
qualitative, netnographic approach. Rather than relying 
solely on quantitative metrics, the study captures the 
symbolic, emotional, and cultural dimensions of food–
health communication on social media. The findings 
demonstrate how influencers function as cultural 
intermediaries who translate abstract health ideals 
into culturally resonant and emotionally meaningful 
everyday practices. Nonetheless, by segmenting 
influencers according to the Inglehart-Welzel (2023) 
cultural map, the research provides a fresh analytical 
framework for understanding how culinary cultures 
manifest in digital environments. The findings 
contribute to the growing scholarly discourse on the 
role of cultural factors in social media communication 
and consumer behavior.

Future direction
Future research should prioritize in-depth, 

short-term trend-exploratory studies that capture 
emerging patterns in food and health communication. 
Although longitudinal designs remain important for 
understanding long-term structural changes. The 
rapidly evolving nature of social media marketing, 
driven by frequent shifts in platforms, algorithms, 
and influencer practices, makes timely trend analyses 
particularly valuable. Conducting multiple focused 
studies over shorter periods may therefore provide 
more relevant and actionable insights than relying 
exclusively on extended longitudinal approaches. 
Expanding research to non-European regions would 
provide clearer insights into how different cultural 
values shape health-related food narratives and help 
identify common patterns across diverse digital food 
cultures.

CONCLUSIONS

This study offers a  novel perspective on the 
examination of health narratives by comparing 
the social media content of food influencers from 

different European countries through the lens of 
cultural background. The primary aim was to explore 
how cultural differences that shape eating habits are 
reflected in patterns of food content consumption on 
social media.

Both quantitative and qualitative analyses 
revealed clear differences between the two cultural 
clusters. Across both clusters (NEW, MCE), health-
related meanings are primarily articulated through 
the narrative of homemade food. Influencers frame 
health not through calorie restriction or dieting 
trends, but through mindful ingredient selection and 
home cooking practices. Through this discourse, 
food influencers contribute to reshaping how health 
is understood, shifting the focus from restriction and 
control toward care, creativity, and cultural continuity.

From a  broader consumer perspective, the 
association between homemade food and health 
functions as a  symbolic bridge between modern 
health-conscious attitudes and traditional culinary 
values. This connection strengthens cultural identity 
and fosters trust in food-related practices. While 
these insights offer practical implications for brands 
and organizations seeking culturally resonant food 
communication strategies, the deeper significance of 
the findings lies in their contribution to understanding 
how digital food cultures reflect wider social meanings 
of identity, health, and well-being across Europe’s 
diverse cultural landscapes.

Acknowledgements
This work was supported by the project EKÖP-25-3-
II-PTE-629, financed by the Ministry of Culture and 
Innovation of Hungary from the National Research, 
Development and Innovation Fund, within the 
framework of the University Research Scholarship 
Program (EKÖP-25-3-II).

Conflicts of interest 
The authors declare no conflict of interest.

REFERENCES

1.	 De Rosa AS, Bocci E, Portino L. Identity of vegan 
and vegetarian social representations and social eating 
practices through field study, traditional media and 
Web 2.0 user-generated content in four geo-cultural 
contexts. In: INTED2019 Proceedings. Valencia, Spain; 
2019. doi: 10.21125/inted.2019.0597.

2.	 Tieskens KF, Schulp CJE, Levers C, Lieskovský J, 
Kuemmerle T, Plieninger T, Verburg PH. Characterizing 
European cultural landscapes: Accounting for structure, 
management intensity and value of agricultural and 
forest landscapes. Land Use Policy. 2017;62:29-39. doi: 
10.1016/j.landusepol.2016.12.001.

3.	 McCarthy M, Cluzel E, Dressel K, Newton R. Food 
and health research in Europe: Structures, gaps and 

Cultural characteristics in food communication: consumption patterns, food and health narratives 

https://research.vu.nl/en/persons/nynke-schulp/
https://research.vu.nl/en/persons/peter-h-verburg/


257No 3

futures. Food Policy. 2013;39:64-71. doi: 10.1016/j.
foodpol.2012.12.005.

4.	 Szakály Z. Nutrition marketing [Táplálkozásmarketing]. 
Budapest: Mezőgazda Kiadó; 2011. 216 p.

5.	 Törőcsik M. New trends in consumer behavior 
[A  fogyasztói magatartás új tendenciái]. 
Vezetéstudomány – Management Sci. 2012;47(Spec. 
Issue): ISSN 0133-0179.

6.	 Gutkowska K, Czarnecki J, Głąbska D, Guzek D, Batóg 
A. Consumer perception of health properties and of 
other attributes of beef as determinants of consumption 
and purchase decisions. Rocz Panstw Zakl Hig. 
2018;69(4):413-419. doi: 10.32394/rpzh.2018.0048.

7.	 Gažarová M, Tobola N. Evaluation of anthropometric 
parameters based on emotional eating. Rocz Panstw 
Zakl Hig. 2025;76(1):65-73. doi: 10.32394/rpzh/202631.

8.	 Van Royen K, Pabian S, Poels K, De Backer C. Around 
the same table: Uniting stakeholders of food-related 
communication. Appetite. 2022;173:105998. doi: 
10.1016/j.appet.2022.105998. 

9.	 Wilhelm C, Schulz-Tomančok A. Predicting user 
engagement with anti-gender, homophobic and sexist 
social media posts: A  choice-based conjoint study in 
Hungary and Germany. Inf Commun Soc. 2024;11:2094-
2116. doi: 10.1080/1369118X.2023.2275012.

10.	Matarazzo M, Penco L, Profumo G, Quaglia R. Digital 
transformation and customer value creation in Made 
in Italy SMEs: A  dynamic capabilities perspective. 
J Bus Res. 2021;123(8):642-656. doi: 10.1016/j.
jbusres.2020.10.033.

11.	Will S, Vangheluwe N, Krause D, Fischer ARH, Jorasch 
P, Kohl C, et al. Communicating about plant breeding 
and genome editing in plants: Assessment of European 
stakeholders, sources, channels and content. Food 
Energy Secur. 2022;12(1):e415. doi: 10.1002/fes3.415.

12.	Von-Polheim F, A B, J T. Exploring influencer marketing 
trends and platform usage: A global perspective. Eur J 
Mark. 2025;57(11):2460-2478. doi: 10.3145/epi.2023.
nov.18.

13.	Goodman MK, Jaworska S. Mapping digital foodscapes: 
Digital food influencers and the grammars of good 
food. Geoforum. 2020;117:183-193. doi: 10.1016/j.
geoforum.2020.09.020.

14.	Ballerini J, Alam GM, Zvarikova K, Santoro G. How 
emotions from content social relevance mediate 
social media engagement: Evidence from European 
supermarkets during the COVID-19 pandemic. Br Food 
J. 2022;125(5):541. doi: 10.1108/BFJ-06-2021-0695.

15.	Kummer S, Milestad R. The diversity of organic box 
schemes in Europe—An exploratory study in four 
countries. Sustainability. 2020;12(7): 2734. doi: 10.3390/
su12072734.

16.	Hallinan B, Kim B, Scharlach R, Trillò T, Mizoroki S, 
Shifman L. Mapping the transnational imaginary of 
social media genres. New Media Soc. 2021;25(3):559-
583. doi: 10.1177/14614448211012372.

17.	Abell A, Biswas D. Digital engagement on social 
media: How food image content influences social media 

and influencer marketing outcomes. J Interact Mark. 
2022;58(1):1-15. doi: 10.1177/1094996822112855.

18.	Winzer E, Naderer B, Klein S, Lercher L, Wakolbinger 
M. Promotion of Food and Beverages by German-
Speaking Influencers Popular with Adolescents 
on TikTok, YouTube and Instagram. Int J Environ 
Res Public Health. 2022;19(17):10911. doi: 10.3390/
ijerph191710911.

19.	Hofstede VG, Hofstede GJ, Minkov M. Lokales Denken, 
globales Handeln – Interkulturelle Zusammenarbeit und 
globales Management [Local thinking, global action – 
intercultural cooperation and global management]. 6th 
revised ed. München: C.H. Beck; 2017. ISBN 978-3-
406-71103-9. doi: 10.17104/9783406816604.

20.	Schwartz SH. A  theory of cultural value orientations: 
Explication and applications. Comp Sociol. 2006;5(2-
3):137-182. doi: 10.1163/156913306778667357.

21.	Inglehart R, Welzel C. Modernization, Cultural Change 
and Democracy: The Human Development Sequence. 
New York: Cambridge University Press; 2005.

22.	The Inglehart-Welzel World Cultural Map. World 
Values Survey 7 (2023) [Internet]. 2023 [cited 2025 Mar 
14]. Available from: http://www.worldvaluessurvey.org/

23.	De Veirman M, Cauberghe V, Hudders L. Marketing 
through Instagram influencers: The impact of 
number of followers and product divergence on 
brand attitude. Int J Advert. 2017;36(5):798-828. doi: 
10.1080/02650487.2017.1348035.

24.	Sotrender.com, Service Provider SmartNet Research & 
Solutions sp. z o.o., registered in Warsaw, 2024-2025.

25.	Mohr M, Törőcsik M. Marketing strategies of food 
influencers on social media: Analysis of influencers’ 
media efficiency. Media Res J. 2025;26(2-3):45-55. doi: 
10.55395/MK.2025.2-3.4.

26.	Mohr M. A  comparative analysis of the social media 
performance of dominant food content creators 
during the Christmas campaign period employing 
quantitative methods.  Marketing & Menedzsment. 
2025, 58(Különszám I. EMOK):74-85. doi: 10.15170/
MM.2024.58.KSZ.01.08. 

27.	Libai B, Babić Rosario A,  Beichert M,  Donkers 
B, Haenlein M, Hofstetter R, et al. Influencer marketing 
unlocked: Understanding the value chains driving the 
creator economy. J Acad Mark Sci. 2025;53:4-28. doi: 
10.1007/s11747-024-01073-2.

28.	Meier K, Schützeneder J, García Avilés JA, Valero-
Pastor JM, Kaltenbrunner A, Lugschitz R, et al. 
Examining the most relevant journalism innovations: 
A comparative analysis of five European countries from 
2010 to 2020. Journal Media. 2022;3(4):698-714. doi: 
10.3390/journalmedia3040046.

Received: 04.11.2025
Revised: 07.01.2026
Accepted: 21.01.2026
Published online first: 29.01.2026

M. Mohr, M. Törőcsik

https://onlinelibrary.wiley.com/authored-by/Vangheluwe/Nick
https://onlinelibrary.wiley.com/authored-by/Krause/D%C3%B6rthe
https://onlinelibrary.wiley.com/authored-by/Fischer/Arnout+R.+H.
https://onlinelibrary.wiley.com/authored-by/Kohl/Christian

