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Abstract:
Digital dietary content influencers have gained prominence as important digital culinary
stakeholders who shift consumer eating patterns along with how consumers perceive and
choose food. This paper examines the boundary-spanning role of food bloggers in the food
system while also studying how algorithms influence "foodie" culture and consumer food
choices as well as the promotion of sustainable food practices. The research used mixed-
methods analysis through interviews with food bloggers together with consumer surveys to
understand these dynamics. The research results reveal important links between consumer
choices and both how bloggers build credibility and how food appears in algorithm-based
searches. This research supplies valuable findings to help food bloggers optimize their ability
to encourage sustainable food practices while creating diversity in online food cultures.

I. Introduction
The digital revolution has freed up food traditions for everyone. While starting as home-based
recipe sharers on personal websites food bloggers now command significant influence which
shapes our food discovery paths along with our food understanding and interaction patterns.
The study investigates how food bloggers connect to consumers while examining the multiple
functions they play throughout the food system.
Food bloggers operate as "boundary spanners" to bridge different communities together. These
professionals function as interconnecting bridges between private home chefs and expert
culinary professionals. Through their work these professionals communicate how cuisines
relate to one another in addition to food practices and trends across geographical areas. Through
examinations of the food system this research will unveil the characteristics of information
exchange within it to reveal the unique nature of food blogger engagements.
Our analysis focuses on how algorithms work with bloggers during content curation processes.
We investigate how chosen algorithms help form "foodie" cultural elements yet they could
reduce the range of varied expressive voices included in this phenomenon. Scrupulous
examination of this relationship yields essential knowledge about online food culture editing
and its dual influence on content creators and reader groups.
Then there is the end: the consumer. The study analyzes the influence of food-related blogs on
raising public understanding and transforming consumer conduct regarding sustainable food
choices. The research explores methods bloggers use to activate their platforms so consumers
make informed decisions about sustainable food choices.
Using these interconnected lenses, this study will unpack a critical moment from food bloggers
in the digital landscape: Through investigation bloggers explain their assessment of social
stereotypes and their procedures for navigating algorithmic recommendations to achieve
sustainability in food consumption behavior.

http://jier.org/


Journal of Informatics Education and Research
ISSN: 1526-4726
Vol 5 Issue 1 (2025)

http://jier.org 1805

II. Objectives
1. Food Bloggers as Boundary Spanners:
The objective examines the way food bloggers serve as intersectional intermediaries which
help knowledge and trends move across different food communities. These business entities
function as change processes that combine traditional kitchen elements with worldwide
culinary styles.
2. Algorithmic Influence on Foodie Culture:
The analysis investigates how computational systems manipulate both the discovery and
sustained presence of food bloggers along with the material they post. The analysis looks at
consequences affecting content diversity with a focus on "foodie" culture formation and
explains resulting effects on blogger interactions with their audience.
3. Examine the Role of Food Bloggers in Promoting Sustainability:
This research analyzes food blogger activities because they enable sustainable food attainment.
Analysis shows these actions facilitate increased environmental awareness with proper
consumption and sustainable behavioral adaptations when selecting eco-friendly products.

III. Hypotheses
Hypothesis 1
Food blogs create positive consumer choices through the combination of reputable content
alongside knowledgeable expertise and personal exposure.
Independent Variables:
1. Food Blogger Credibility: Audience members see food bloggers as reliable because of their
authentic trustworthy presentation.
2. Food blogger expertise: The technical expertise combined with personal experience that
bloggers share within their specialty niche constitutes food blogger expertise.
3. Self-disclosure level: Food bloggers expose private information with selective disclosure to
develop better relations and credibility signals.
Dependent Variable:
Consumer Food Preferences and Choices: Food bloggers affect consumer behaviors through
recommended new recipes alongside new diets and new products.
Moderating Variables:
1. Extent of Followers' Involvement: Blogger content engagement levels direct what
information followers absorb from them.
2. Cultural Factor: The opinion credibility of food bloggers faces interference from additional
cultural food traditions when combined with their environmental authority.

Hypothesis 2
The 'foodie' cultural elements that people view depend heavily on which food bloggers receive
algorithmic exposure and which content types gain prominence through these algorithms.
Independent Variables:
1. Visibility of Food Bloggers. The algorithm showcases blogger posts to users defined as
visibility rates of feed content.
2. Algorithmic Features of Platforms. The unique features embedded within platforms give
more attention to preferred content by displaying trends together with recommended selections.
Dependent Variable:
Content Diversity Within 'Foodie' Culture: Customers can encounter dramatically different
food-related materials across multiple cuisines and cooking techniques and dietary routines.
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Moderating Variables:
1. Consumer Platform Usage: A platform's algorithmic effects stem from the user engagement
level with their platform activities.
2. Platform Monetization Policies: When users follow monetized content platforms tend to
reduce natural content diversity.

Hypothesis 3
Food bloggers influence consumer behavior by determining how widely sustainable food
practices become aware and accepted by consumers.
Independent Variables:
1. Awareness Campaigns: Food bloggers create content delivering both environmental
information alongside ethics regarding their food sourcing practices.
2. Promotional Strategies for Sustainable Practices: Sustainable products along with practice
ways are featured within these contents.
Dependent Variable:
Consumer Awareness and Behavior Toward Sustainable Food Consumption : Food consumers
demonstrate elevated sustainability knowledge while showing preference for environmentally
friendly products or develop cooking behaviors.
Moderating Variables:
1. Economic Factors: For many consumers the decision to follow sustainable practices relies
on their financial situation and their assessment of price affordability.
2. Social Norms: A sustainable approach to food might lose or gain strength from its cultural
significance.

IV. Methodology
Research Design: Through its mixed-method research approach the study achieved deep
insights by merging qualitative and quantitative methods.
● Qualitative research: Twelve food bloggers shared their insights about their influencing
role and tactics and obstacles related to consumer conduct modification and algorithmical
negotiation in this study.
● Quantitative Research: A research survey featuring 200 participants aged 18–60
measured consumer perspectives regarding food blogging as well as their understanding of
food algorithms and their green food knowledge. Random sampling was used in terms of
stratification to achieve participant diversity based on demographics.

Data Collection:
● Qualitative Data: Research included semi-structured interviews exploring blogger
engagement strategies together with bloggers' views on algorithm restrictions and sustainable
meal preparation methods.
● Quantitative Data: The quantitative section of this study measured consumer attitudes
towards food bloggers and algorithmic content selection and sustainable food habits by using
a 5-point scale.

Data Analysis:
● Thematic analysis: The interview transcription underwent thematic analysis for
revealing important patterns in the data.
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● Quantitative: Multiple regression analysis and ANOVA constitute the descriptive and
inferential statistical assessment techniques applied to the research.

Regression:

Correlation:

V. Results

Qualitative Findings:
Boundary Spanning: Via their connection work bloggers serve as cultural bridges between
different food populations to foster diversity in social food interactions.
Algorithmic Challenges: Accountholders predicted standardized contents and vanishing
diversity within the "foodie culture" sector.
Sustainability Advocacy: Blogger efforts to promote green food choices presented interesting
examples but audience reaction was inconsistent.
Quantitative findings:
Consumer Trust: Consumer trust and preferences demonstrate significant improvement based
on blogger credibility and expertise (p < 0.05).
Algorithmic Influence: The platforms' algorithms controlled viewer actions toward content by
p < 0.01.
Sustainable Practices: Research data demonstrated that blogger awareness campaigns
encouraged consumer practice adoption at p < 0.05.
Ad Relevance: The influence of food bloggers on consumer preferences reached 49%
according to the respondent data.
Privacy Concerns: Only 47.0% of survey participants displayed moderate to high concern
about information and sustainability practices from food bloggers.
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Satisfaction Correlation: The search results from regression analysis showed that importance
in sustainability had a weak but negative impact on the perception of effective strategy
(Coefficient = -0.050).

Factor Analysis
- The Identified Factors Explain Variance of 50.36%:
1. The aspect of ethical trust in food blogging accounts for 23.56% of identified factors within
this analysis (Response Scale: 1=Not Important, 4=Essential; n = 1611). This factor
encompasses blogger credibility, expertise and influence levels.
2. Bloggers' Influence (18.45%): The element describes the way algorithms affect situations
while determining the power of bloggers' outreach.
3. Sustainability Awareness (8.35%): The analysis includes sustainability as it encourages
bloggers to practice sustainable habits.

Sample Calculation
How do we determine the average score for 'Effectiveness in Promoting Sustainability' from
those who answered the 5-point Likert scale?
The mean score was calculated as follows: The weighted average score combines figures that
multiply highly satisfied, satisfied, neutral, dissatisfied and highly dissatisfied responses with
values from 5 to 1 before dividing by total respondents.
Results indicate that respondents rated overall satisfaction at 3.27.

VI. Food Blogger-Induced Consumer Preferences Obstacles
1. Ethical Complications: Parent companies must work on becoming more transparent to
resolve one of the leading issues. Food bloggers must describe all attachments including
sponsorship relationships directly to their consumer readers.
2. Over-reliance on Bloggers: Organizations that depend too heavily on food marketing
influence their consumer's freedom to explore independently. Influencer content must maintain
a connection to natural personal decision making.
3. Cost of Implementation: Because of insufficient financial funding small businesses have
difficulty engaging with prominent food bloggers.

VII. Discussion
This research investigation reveals important insights about how food bloggers create
consumer preferences as well as sustainable marketing solutions. An appeal for clear
transparency and content diversity emerges from how algorithms process material between
bloggers. The study results will identify blog influencers capable of promoting environmental
food system sustainability by using audience engagement strategies.
Active consumer participation occurs through food bloggers who create personalized
communication methods thus driving transformation in the market. Authentic sharable content
builds trust which results in audiences accepting various cuisines while nurturing sustainable
behavioral patterns. bìoggers need specific adaptation strategies because the algorithm-design
of the platform creates barriers in reaching diverse audiences.
The research demonstrates how education combined with awareness messages plays a vital
role. When food bloggers join forces with policymakers and producers they can vastly expand
their impact by advancing their goals to create more inclusive sustainable food systems. Future
research must examine how food blogging shapes customer conduct throughout time along
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with investigating the impact emerging media technologies and artificial intelligence have on
content recommendation kinds.

Transparency and Trust
● Consumer preference demonstrated maximum sensitivity toward food blogger impact
through credibility which correlated to β = 0.421 along with p < 0.001.
● Food bloggers who provide open information about partnerships and affiliations and
ethical practices gain higher trust from readers and enhance reader engagement. When bloggers
provide clear advertisements explaining sponsored deals along with authentic
recommendations this creates better bond connections between them and their follower base.
● Ethical food blogging which combines authentic content development methods with
consumer value-based messaging creates reliable relationships and encourages ongoing food
product consumption.

Opportunities
● Authentic storytelling presents itself as the dominating business advantage for food
bloggers who wish to expand their audience reach.
● When bloggers optimize their promotional messages through advocacy authenticity
they forge extensive consumer relationships while earning trust.
● The company can build greater consumer commitment through its responsive actions
toward environmentally friendly food processes while maintaining ethical standards.

VIII. Conclusion
Food bloggers have shifted from hobby activities to becoming vital participants in digital food
communications. Their leadership in bridging communities combined with algorithmic
challenge mitigation and sustainability advocacy changes how consumers behave and choose
foods. Research projects ought to study evolutionary patterns together with methods for making
online food cultures more inclusive and sustainable.
The study delivers useful consequences applicable to both food bloggers along with marketers
and decision makers at the policy level. By teaching bloggers how to handle algorithmic
circumstances their influence will reach its maximum potential. Collaboration between
stakeholders will protect the ongoing ability of food blogging to promote cultural variety along
with environmental sustainability combined with consumer education in the digital
environment.
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