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Abstract: - The change in people’s perception of the role of nutrition in health improvement has evolved a new concept of food with disease 

prevention characteristics called Functional Foods (FFs). This study examines the role of entertainment, informativeness, and socializing 

gratifications of Nutrition Instagramers’ generated content in influencing consumers’ purchasing intention and actual buying behavior of 

functional foods. It also aims to investigate the effect of these gratifications on the attitude toward Nutrition Instagramers (NIs) and if such 

attitude would affect the attitude toward FFs and consumers’ buying intention. Also, it aims to investigate the association between buying 

intention and actual buying behavior of FFs and the gender-moderating role of this relationship. A quantitative research method was applied 

using a survey strategy, and the data were collected from 456 Egyptians who followed Nineteen NIs and analyzed through Structural 

Equation Model (SEM) using AMOS 25 software. The findings revealed that entertainment, socializing, and informativeness gratifications 

positively impact consumers’ purchase intention and attitude toward FFs through the consumers’ attitudes toward NIs, and the more 

informativeness of NIs’ generated content, the more likely to influence consumers’ purchasing intention directly. Also, our results indicated 

that attitudes toward NIs and FFs significantly impact consumers’ purchase intention. Furthermore, our results revealed that gender 

strengthens the association between consumers’ purchase intention and actual buying behavior in favor of males. Finally, this study bridges 

a gap about factors that impact attitudes toward NIs, FFs, consumer purchase intention, and consumer actual buying behavior of FFs with a 

unique application of the Uses and Gratifications Theory (UGT) in influencer marketing.   

Keywords: The uses and gratifications theory, Influencer Marketing, Attitude toward influencers, Attitude toward Functional 

Foods, Purchasing intention, Actual buying behavior. 

I. INTRODUCTION 

Health and diet relationships have become more accepted due to consumers’ lifestyle changes [1]. This change in 

people’s perception of the role of nutrition in health improvement has evolved a new concept of nutritious food 

called Functional Foods (FFs) [2]. Consumers’ acceptance of the FFs as a concept is the critical success factor for 

their market orientation [3]. Over time, several researchers have widely approached consumer behavior toward FFs. 

They have taken several perspectives, such as FFs consumers’ characteristics [4], [5], consumers’ perceptions of the 

healthiness of FFs [6], [7], and motives that influence consumers’ intention to buy FFs [8], [9]. Most of these studies 

have broadly inspected the attitudinal perspective of FFs focusing on the general acceptance of the concept itself, 

ignoring consumers’ actual buying behavior. Also, they neglect to consider the valuable role of influencer marketing 

in impacting consumer behavior toward FFs. Social media influencers are the micro-celebrities and opinion leaders 
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of the recent year and new development of celebrity endorsements that can add value to the products they advertise, 

like traditional celebrities, presumably making the products own their symbolic power [10]. With the evolved 

understanding of the diet-based approach to health, many Instagrammers started focusing on food, fitness, and 

health relationships. These influencers regularly publish and share appealing content such as images, videos, or text 

on Instagram and are called Nutrition Instagrammers (NIs). NIs publish several generated content about endorsed 

brands mixed with their daily living activities on Instagram, influencing their opinion leadership [11] and fulfilling 

several gratifications for their followers, such as entertainment, socializing, and informativeness. One of the 

effective models that gave a better understanding of the nature of motives that influence human behavior, why 

individuals use media, and how these media satisfy their needs is the Uses and Gratifications Theory (UGT) [12]. 

Recently, UGT has been applied in the social media context to understand how these users’ generated media 

appealing their users [13]. Moreover, to measure the individuals’ usage intention of these social media networks 

[14]–[16]. Despite prior researchers’ diversified applications of the UGT, there is a limitation in applying UGT in 

the context of influencer marketing. However, UGT can provide a suitable framework for understanding consumers’ 

benefits and gratifications from their favorite influencers’ generated content on social media. Moreover, it can give a 

helpful framework for the benefits and gratifications introduced by the content generated by NIs. Health 

improvement and disease preventions are the most valuable benefits and main drivers for FFs consumption [17] and 

purchase intention [18]. So, the information highlighting these benefits can impact the consumer purchasing 

intention of such food. Accordingly, more research is needed to investigate the role of the informativeness of the 

content generated by NIs in impacting consumer purchasing intention of FFs. Consumer purchasing intention 

predicts future purchasing behavior [19]. Although various researchers have widely recognized purchase intentions 

as a precursor for actual buying behavior, many studies were concerned about their predictive accuracy [19]. The 

probability of switching from buying intention to actual buying behavior is heterogenic [20]. So, the purchasing 

intention does not always turn into actual buying behavior. Consequently, more research is needed to investigate 

whether the purchasing intention leads to actual buying behavior or not and exceptionally when the object of the 

study is new products with valuable expectations, such as FFs. Gender is one of the factors that can affect the 

consistency between the buying intention and the actual buying behavior of foods [21], [22]. Many scholars have 

mentioned the significant differences in consumers’ exhibited buying behavior for FFs because of the preference 

heterogenicity between genders [2], [3], [7]. That indicates the need for more analysis of the gender role in 

moderating the association between the buying intention and FFs’ actual buying behavior. The Egyptian market for 

functional food faces many challenges, such as low consumer awareness of the potential benefits of FFs, and there is 

a critical need to identify a credible communication tool that can deliver beneficial health messages about FFs 

properly [3]. Accordingly, this study aims to address the question of to what extent the uses and gratifications of 

NIs’ generated content can influence consumers’ buying intention and actual buying behavior of functional foods. 

Therefore, this study aims to analyze the effect of three main potential gratifications (entertainment, socializing, and 

informativeness) that consumers can receive from NIs’ generated content on consumers’ attitudes toward those NIs. 

In addition, to identify how such attitude would affect the attitude toward FFs and FFs consumers’ purchasing 

intention. Moreover, examining the relationship between the purchasing intention and FFs’ actual buying behavior 

besides investigating gender roles in moderating this relationship. Therefore, this study can address the following 

research questions (RQs):  

RQ1. What are the relationships between the entertainment, socializing, and informativeness gratifications of the 

content generated by NIs and consumers’ attitudes toward them? 

RQ2. What are the relationships between consumers’ attitudes toward NIs, consumers’ attitudes toward FFs, and 

consumers’ purchase intention of FFs? 

RQ3. Can the informativeness of NIs’ generated content impact consumers’ purchase intention of FFs? 

RQ4. Is there any association between the purchase intention and FFs actual buying behavior? 

RQ5. Can gender moderate the relationship between purchase intention and actual buying behavior of FFs? 
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This research provides bearings for creating appropriate influencer marketing strategies for FFs via NIs via the 

suggestion that UGT could be used as a framework for understanding how certain types of gratifications of the 

content generated by NIs impact the purchasing intention and actual buying behavior of FFs, which contribute to 

improving the health of Egyptian society by improving the awareness of FFs as a concept among the Egyptian 

community. This article is organized as follows: Section 2 covers the theoretical background, that is, the concept of 

influencer marketing and purchase intention, and theoretical foundation and describes the conceptual model. Then 

Section 3 consists of the methods used in the research. Data analysis and results are presented in Section 4. Section 5 

discusses and concludes this paper.  

. 

II.  LITERATURE REVIEW 

A. The Concept of Functional Foods 

Functional Foods (FFs) have evolved, reflecting the belief in the health benefits of foods. This type of food with 

disease-prevention characteristics became available in the marketplace, and the concept became familiar to a large 

degree in well-developed countries. The uniqueness of FFs relies on their approach to achieving optimal health and 

reducing the probability of diseases through the intake of some foods [3]. Therefore, FFs offer growth opportunities 

in the food industry, especially with the increasing cost of health care and the willingness of elders to improve their 

quality of life [23]. Although Egypt has a growing population with increasing health consciousness, it shows low 

awareness of FFs among consumers and irrelevant market size to population number, which is attributed to the 

information shortage about the great value and benefits of FFs among Egyptians. The term “functional foods“ has 

multiple definitions [24]. So, there is no commonly accepted definition or official definition for FFs [25] in most 

countries, which challenges nutritionists and food experts to identify the criteria that differentiate FFs from 

conventional foods [26]. However, some organizations have developed several working definitions for FFs. For 

example, the International Life Sciences Institute (ILSI) North America defines FFs as:” Foods that, by virtue of 

physiologically active food components, provide health benefits beyond basic nutrition.” [27]. Most of the previous 

definitions of FFs embrace the following characteristics for FFs: Food is regularly consumed as part of a regular 

diet, has beneficial effects on one or more body functions, and naturally contains beneficial health components 

or/and has got some modifications (fortification, enrichment, enhancement, or removal) of some nutritional 

ingredients. Believing in the role of consumer acceptance of the concept FFs in driving market development, some 

studies have investigated consumer behavior toward FFs from the perspective of consumer acceptance and 

willingness to try and use functional foods [7], [9], [28]–[30]. Several studies were interesting in investigating 

attitudes toward FFs and taking two approaches: the antecedents of consumer attitudes toward FFs, and the 

consequences of attitudes toward FFs. Studies that took the approach of the antecedents related the consumer 

attitude toward FFs to consumer and product characteristics. For example, some studies have investigated the impact 

of consumer socio-demographic characteristics, such as age, sex, and education, on consumer attitude toward FFs 

[4], [31]–[33]. Also, some studies have examined consumers’ behavioral characteristics, such as lifestyle [34]. Some 

studies take the direction of the product itself, investigating the effect of FFs characteristics (i.e., carriers and 

ingredients, price, taste, and brand) on the attitude toward FFs [3], [6], [7], [30], [35]–[37]. Despite the precious 

knowledge about the antecedents of consumer attitudes toward FFs, there is still a lack of information about the role 

of NIs in developing such attitudes. However, most customers perceive social media influencers as highly credible 

sources and significantly accept their messages [38]. Also, Chetioui et al. (2022) have concluded the impact of 

attitudes toward Instagram health and wellbeing influencers (HWIs) on consumers’  attitudes and purchasing 

intentions of organic products. On the other side, several studies were interested in investigating the consequences of 

attitude toward FFs believing in attitude’s role in influencing behavior intentions. These studies have applied the 

theory of planned behavior action [40] and have related the buying and consuming intention to attitude, subjective 

norms, and/or perceived behavioral control [32], [37], [41]–[45]. However, attitudes are sometimes not the best 

predictor for behavioral intention [46]. 
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B. The Concept of influencer marketing  

Influencer marketing is an online marketing tool that counts on collaboration between brands and influencers to 

improve brand recognition [47]. Companies use influencer marketing to deliver brand messages to their target 

segment through a third party called an influencer [48]. Besides the brands’ message delivery, companies rely on 

influencer marketing to review their products through the spoken views of influencers, delivering marketing 

messages via a trusted source influencers [49] and inducing purchase intentions [50]. Also, influencer marketing 

provides more control and insights than traditional word of mouth [51]. Influencer marketing as a concept relies on 

endorsement same as celebrity endorsements depending on transferring the positive image of the influencer onto 

products [52], [53]. Social media influencers are non-traditional celebrities who acquire more followers and become 

famous through their activities on social media [54]. They became alternatives for the traditional celebrities who 

gain prominence through talent in sports, music, or movies, and their endorsement is high potential in advertising 

products [55]. The valuable role of influencer marketing as a marketing tool has been researched broadly in different 

contexts and several industries, such as fashion  [51], [56]–[60], travel and tourism [48], [61]–[63], foods and 

beverages [39], [64]–[66] and health [67], [68]. However, there still needs to be more knowledge about the role of 

influencer marketing in the healthy food industry, especially in overlooked healthy food products like FFs. Some 

studies believed in the valuable role of the influencer as a content creator and related the influencers’ success to their 

content that attracts followers and businesses. For example, Belanche et al. [69] have investigated the fits between 

the influencers ’characteristics and their generated content. Also, Casaló et al. [11] related the effectiveness of 

influencer marketing to influencer-generated al content characteristics such as perceived originality, uniqueness, 

quality, and quantity. Despite these valuable studies that draw on the role of the influencer as a content creator, [70] 

reviewed several scholarly articles about influencer-generated content and concluded that more literature is needed 

to assess the influencer-generated content’s role in influencer marketing effectiveness. Influencers can be 

categorized based on communication platform into Bloggers, YouTubers, Facebookers, Instagramers, and Twitterers 

based on their social media platform. Nutrition Instagrammers (NIs) are Instagrammers that publish, and share 

nutrition-related appealing content giving their followers advice and plans for fitness and health improvement. As 

Instagram has become one of the most popular social media platforms in Egypt, with about 15.35 million users [71], 

many nutrition influencers in Egypt use Instagram to post their activities and experience with brands. NIs, like most 

social media influencers, use their Instagram accounts to show their daily activities and present new products or 

brands [72]. The content generated by NIs boosts their likeability and visibility among their followers on social 

media and promotes their audience’s attitude. Further, the main factor closely linked to consumer buying behavior is 

the influencer-generated content itself, whether users have decided to follow or not follow an influencer account 

[73]. NIs generate regular posts spreading persuasive messages among their followers containing entertainment, 

socializing, and informativeness value. However, there is a lack of knowledge about these gratifications’ role in 

impacting the attitude toward those NIs.  

C.  The Uses and gratifications theory 

People are attracted to media to fulfill certain gratifications [74]. The uses and gratifications theory (UGT) is 

considered one of the most valuable models of understanding the reasons related to the usage of media by 

individuals and how it satisfies their needs [12]. UGT addresses the study of the benefits or gratifications that attract 

and catch audiences to different types of media [75] and the role of these gratifications in selecting media content 

[74].UGT recently grabbed the attention of many researchers in the context of social media. For example, Shao [13] 

presented a framework for explaining how user-generated media like YouTube, My Space, and Wikipedia appeal to 

individuals from the uses and gratifications perspective. Shao [13] introduced a novel framework describing the 

interdependence between consuming, participating, and producing user-generated media and the purpose of each 

action. Some prior literature has studied the role of usage and gratifications in driving customers to engage with 

brand social media platforms [76]–[80]. Also, some literature was concerned with studying the role of usage and 

gratifications in impacting the individuals’ usage intention of these social media networks [14]–[16], [81], [82]. 

Media content is a prominent source that drives individual gratification [83]. So, several studies have examined the 
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impact of media content usage and gratifications on purchasing intention. For example, Kim [84] has investigated 

the role of the uses and gratifications of YouTube videos, including people opening boxes and carrying products 

(unboxing video-viewing) on purchasing intention. Although several studies were interested in the influencers’ 

generated content attributes and their impact on consumer outcomes [85]–[88], there needs to be more attention to 

the application of in influencer marketing and to the relations between the usage and gratifications of the social 

media influencers’ generated content and consumer behavioral response and outcomes such as attitude toward 

influencers, attitude toward endorsed products, purchasing intention, and actual buying behavior. Many studies have 

identified various gratifications for social media networks. However, there were three main gratifications in most of 

these studies: entertainment, socializing, and informativeness. For example, Lee and Ma [89] have identified these 

three main gratifications plus status-seeking and past social media sharing experience as influencing factors for news 

sharing in social media. Further, several studies about the antecedents for different social media engagement 

behavior have investigated these three main gratifications (entertainment, socializing, and informativeness) plus 

other different gratifications such as trust and rewards [90], remunerative [91], empowerment, brand love [92], and 

incentive [93]. 

The conceptual model 

As illustrated in Figure 1, the conceptual model is highly inspired by the UGT approach in relating media usage to 

achieving certain gratifications [12] and in relating the selection of specific media content to these gratifications 

[74]. Also, the conceptual model is primarily based on TPB action [40]. Further, some relevant constructs were 

sourced from prior literature [39], [51], [80]. Based on Ho and See-To [80], entertainment, socializing, and 

informativeness have been put forward as three independent variables impacting consumers’ attitudes toward NIs 

directly and impacting consumers’ purchase intention indirectly through consumers’ attitudes toward NIs. 

Consumers’ attitudes toward NIs directly impact customers’ attitudes toward FFs [39], [51]. The purchasing 

intention is influenced by consumers’ attitudes toward FFs, as suggested by the TPB, and by consumers’ attitudes 

toward NIs [39], [51] and leads to actual buying behavior, as suggested by the TPB. We added the direct impact of 

informativeness on consumers’ purchase intention of FFs, the gender moderating role between purchasing intention 

and actual buying behavior, as suggested by Hesham et al. [94], and the mediating role of consumers’ attitudes 

toward NIs between entertainment, socializing and informativeness and consumers’ attitudes toward FFs, as 

suggested by Ko et al. [95]. 

 

Figure 1- Conceptual model 

Hypotheses  

     The digital communication message that provides entertainment reduces the audience’s perceived intrusiveness, 

initiates a positive attitude toward the communication channel, and influences the intention toward the senders [96]. 

Entertainment gratification has shown a significant role in influencing the attitude toward Web advertising [97]–

[99], mobile advertising[100]–[102], and social media advertising[103], [104]. NIs create and publish entertaining 

content on Instagram, exploiting their beneficial role as content creators [50] to boost their likeability and visibility 

among their followers and to promote their audience’s attitude. Hence: H1: The entertainment of the content 
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generated by NIs has an impact on consumers’ attitudes toward those NIs. Socializing gratification impacts users’ 

positive behavior on social media brand pages, such as page joining and liking behavior [77], [105]. Instagram 

provides socializing gratification via story-type short videos (IGSV), impacting positive attitudes toward these 

stories [106]. NIs exploit Instagram’s features to post socializing content gratifying their followers and influencing 

followers’ intention to share their content [89]. This sharing behavior increases the number of those NIs followers 

improving their likability [107]. Further, Ho and See-To [80] have concluded the significant impact of socializing 

gratification of tourist attraction fan pages on users’ attitudes toward these pages. Therefore: H2: The socializing of 

the content generated by NIs has an impact on consumers’ attitudes toward those NIs. The information about 

products influences the advertising value and the attitude toward advertising across the Web [97], [98], mobile 

[100], [108], [109], and email [96], [110]. Moreover, the information the communication message provides makes it 

perceived more valuable and improves the attitude toward it [109]. Also, the attitude toward digital communication 

messages is influenced by their informativeness [111]. Accordingly: H3: The informativeness of the content 

generated by NIs has an impact on consumers’ attitudes toward those NIs. 

The effectiveness of influencer marketing relies on the meaning transfer model [10] and aims to transfer the 

consumers’ positive attitudes toward the influencer to the brand [52]. [112] have revealed that the attitude toward 

the endorser was positively associated with the attitude toward endorsed brands. Further, Torres et al. [113] have 

indicated that attitude toward the endorsement is positively related to attitude toward the brand. Also, Chetioui et al. 

[51] concluded that consumers’ attitude toward fashion influencers is positively associated with the consumers’ 

brand attitude. Hence: H4: Consumers’ attitudes toward NIs have an impact on consumers’ attitudes toward FFs. 

The theory of planned behavior [40] has related the consumers’ buying and consuming intention to attitude, 

subjective norms, and perceived behavioral control. So, many food studies have concluded a significant association 

between attitude toward food and purchase intention [114]–[118]. Correspondingly, the association between attitude 

and purchase intention was significant in several FFs studies [32], [37], [43]–[45]. Accordingly: H5: Consumers’ 

attitudes toward FFs have an impact on consumers’ purchase intention of FFs .Customers show more intention to 

purchase the advertised products when these products are influenced by credible social media influencers [119], 

[120]. This perceived credibility of social media influencers reflects consumers’ attitudes toward them. So, there 

were significant associations between attitudes toward social media influencers and purchase intention in several 

studies [39], [51], [119], [121]. Therefore: H6: Consumers’ attitudes toward NIs have an impact on consumers’ 

purchase intention of FFs. Information is valuable in consumers’ purchasing decisions [122]. Further, the inferred 

information resulting from consumer-to-consumer communication has a significant role in consumer purchasing 

decisions [123]. NIs are nutrition experts that can generate informativeness content about FFs presenting and 

clarifying several products’ health claims, health benefits, and nutrition facts that are significant determinants of 

FFs’ purchasing intention and decision [8], [17], [124]–[126]. Accordingly: H7: The informativeness of the content 

generated by NIs has an impact on consumers’ purchase intention of FFs. The theory of reasoned action (TRA) 

[127] and the theory of planned behavior (TPB) [40] have underlined behavior intention as an immediate antecedent 

of actual behavior. Accordingly, several studies have concluded a significant association between purchasing 

intention and actual buying behavior in the context of food [128]–[132]. Hence: H8: The consumers’ purchase 

intention has an impact on consumers’ actual buying behavior of FFs. 

Females are more likely to take actual behavior to alter their body image because they have different attitudes and 

behaviors toward their body image than males [133]. Conversely, males with stronger perceptions of the ecological, 

nutritional, and naturalness merits of organic food have shown a more positive organic food buying behavior [22]. 

Further, Hesham et al. [94] have concluded the moderating role of gender on the relationship between purchasing 

intention and purchasing decision of healthy foods. Therefore: H9: Gender moderates the relationship between 

purchase intention and actual buying behavior of FFs. Entertainment, socializing, and informativeness as 

gratifications can impact several consumer behavioral outcomes through their impact on consumer attitude. For 

example, the information and entertainment gained from Stories-type short videos positively influence the 

continuance intention to view these stories through their impact on the individual’s attitude toward them [106]. 
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Further, the informativeness, entertainment,  and socializing of gratifications of tourist attraction fan page affect a 

user’s intention to visit this fan page through their impact on the user’s attitude toward it [80]. Accordingly: H10a: 

Consumers’ attitudes toward NIs mediate the relationship between the entertainment of the content generated by NIs 

and consumers’ purchase intention of FFs. H10b: Consumers’ attitudes toward NIs mediate the relationship between 

the socializing of the content generated by NIs and consumers’ purchase intention of FFs. H10c: Consumers’ 

attitudes toward NIs mediate the relationship between the informativeness of the content generated by NIs and 

consumers’ purchase intention of FFs. The information, entertainment, and social interaction gratifications that Web 

site provides for its users affect the attitude toward the brand by impacting the attitude toward this Web site [95]. 

Also, the information and entertainment of advertising on Instagram influence the attitude toward the advertised 

brands via its impact on the attitude toward the advertisement [134]. Further, the effectiveness of influencer 

marketing counts on the meaning transfer model [10] by transferring the consumers’ positive attitudes toward the 

influencer to the brand [52]. Accordingly: H11a: Consumers’ attitudes toward NIs mediate the relationship between 

the entertainment of the content generated by NIs and consumers’ attitudes toward FFs. H11b: Consumers’ attitudes 

toward NIs mediate the relationship between the socializing of the content generated by NIs and consumers’ 

attitudes toward FFs. H11c: Consumers’ attitudes toward NIs mediate the relationship between the informativeness 

of the content generated by NIs and consumers’ attitudes toward FFs. User that shows a positive attitude toward 

Web site shows high purchasing intention for the advertised products via the positive attitude they developed toward 

these advertised products [95]. Also, the attitude toward fashion influencers impact the advertised products 

purchasing intention via its impact on consumer attitude toward these products [51]. Hence: H12: Consumers’ 

attitudes toward FFs mediate the relationship between consumers’ attitudes toward NIs and consumers’ purchase 

intention of FFs. 

III. RESEARCH METHODOLOGY 

Measurement 

    For testing e research hypotheses and the proposed model, all constructs were adopted, with some modifications, 

from prior literature. The questionnaire was developed in English and Arabic, adopting the back-translation method 

[135] to translate the item from English to Arabic. A five-point Likert Scale ranging from 1 (strongly disagree) to 5 

(strongly agree) was used to measure the observed variables. Socio-demographic questions about age, gender, 

education, income, and nationality were included at the beginning of the questionnaire. 

Sample and data collection 

As the research population refers to Egyptians who follow Nutrition Instagramers (NIs), the author 

targeted the Egyptians who follow NIs that gained followers more than 100,000 followers on Instagram 

and has authority with their followers in nutrition topics and has got their nutrition authority from 

education or credible training related to the nutrition field or only from having personal experience or a 

passion for the nutrition field and targeted by companies. Nineteen NIs agreed to publish the link to the 

online survey instrument in a story on their Instagram page. As the researcher may redefine the 

population to be more manageable to be a subset of the population called the target population [136]. The 

author targeted the Egyptians who follow the 19 Nutrition Instagrammers matched with the previous 

author’s operational definition and agreed to publish the online survey. The overall targeted population 

included in this study is the total number of followers for those 19 NIs, which is 7,764,000 elements. A 

pilot study was conducted with 40 participants to test the employed questionnaire, noticing the 

readability problems and uncovering questions that make participants uncomfortable. The pilot test’s 

participants were asked to provide feedback concerning the clarity of questions, and the results of the 

pilot research were not included in the analysis. The data was collected from April to May 2023, and 

disproportionate stratified random sampling was used to represent all elements in the target population 

by dividing the targeted population into nineteen strata. The common trait or attribute between the 

members of each stratum is their followership of a particular NIs of the nineteen. The subjects are 
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selected randomly from each stratum as each NIs publishes the online survey instrument on a story in 

their accounts, giving their followers the same chance to participate. Eight hundred respondents filled out the 

questionnaire, 456 (57%) valid responses were maintained, while 344 (43%) responses were rejected because they 

were not Egyptians or for missing answers. 

 

IV. RESULTS AND FINDINGS 

The 456 respondents comprised 230 (50.4%) males and 226 (49.6%) females. Most respondents, 262 (57.5%), were 

from18 and less than 30 years old, 129 (28.3%) respondents were from 30 and less than 40 years old, 49 (10.7%) 

were from 40 and less than 50 years old, finally, 16 (3.5 %) were 50 years old and above (Table 1). Structural 

equation modeling (SEM) has been adopted in this research to investigate the hypothesized model’s series of 

relationships. Matching with Hair et al. [137], hypotheses testing following confirmatory factor analysis was 

conducted, and the valuation of the measurement model underlying our research model was carried out. 

Table 1: The Respondents Socio-demographic Traits  

Variables Description Frequency Percentage (%) 

Gender 
Male 230 50.4% 

Female 226 49.6% 

Age 

From 18 and less than 30 years 262 57.5% 

From 30 and less than 40 years 129 28.3% 

From 40 and less than 50 years 49 10.7% 

50 years and above 16 3.5% 

Education 

High school or below 56 12.3% 

Bachelor’s degree 329 72.1% 

Master’s degree 56 12.3% 

Doctor’s degree or above 15 3.3% 

Monthly income (EGYPT LE) 

Below 4000 LE 219 48.0% 

From 4000 to 10,000 LE 135 29.6% 

Over 10,000 LE 102 22.4% 

 

Measurement model 

As illustrated in Table 2, each construct’s internal consistency level was acceptable, with the standardized loading 

ranging from 0.536 to 0.944, exceeding the minimum cutoff point of 0.50. Composite reliability (CR) was used to 

measure the reliability of a construct in the measurement model. The results in Table 2 indicate that the CR of all 

constructs ranged from 0.810 to 0.926, exceeding the threshold value of 0.70, which confirms the construct’s 

reliability [138]. We examined the convergent validity of the measurement model using the average variances 

extracted (AVE). As presented in Table 2, the AVE is higher than 0.5 for all the constructs, indicating the 

convergent validity of our model. The discriminant validity was tested using [139], indicating that to guarantee 

discriminant validity, the square root of the AVE for each latent variable must be greater than the correlations 

among any other latent variable. As illustrated in Table 3, the square root of the AVE (main diagonal) was superior 

to the correlations among the latent variables in all cases. In addition, the correlation between any two constructs is 

lower than their respective CR, which shows discriminant validity [139]. The Chi- 2), Degrees of Freedom 

(DF), Chi- 2 /DF), Root Mean Square Error of Approximation (RMSEA), Tucker-

Lewis index (TLI), and Comparative fit index (CFI) were used to assess the fit of measurement model with data. 2 
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w 2 /DF was 2.574 (< 3.0), RMSEA was .059 (< 0.08), TLI was .936 

(>0.90), and CFI was .945 (>0.90). The values of the previous indices confirmed a good fit of the measurement 

model with the data.  

Structural model 

In order to examine the relationship between research variables, a structural model was developed using the AMOS 

software, as shown in Figure 2. The results obtained for 2, DF, 2 /DF, RMSEA, TLI, and CFI also indicated an 

acceptable and good fit of the structural model as these indices fall within the recommended threshold values, i.e., 
2 2 /DF was 2.675 (< 3.0), RMSEA was .061 (< 0.08), TLI was .932 

(>0.90), and CFI was .939 (>0.90). The path analysis of the structural model, as demonstrated in Table 4 and Figure 

2, results show that entertainment gratifications (β = 0.401, CR (Critical Ratio) > 1.96, p<0.05), socializing 

gratifications (β = 0.125, CR > 1.96, p<0.05), and informativeness gratifications (β = 0.533, CR > 1.96, p<0.05) 

significantly impact consumers’ attitudes toward NIs; and altogether explain 94.3 % of the variation of consumers’ 

attitudes toward NIs (R² = 0.943), supporting the three hypotheses: H1, H2, and H3. Consumers’ attitudes toward 

NIs significantly impact consumers’ attitudes toward FFs (β = 0.703  

Table 2: Factor Loadings, Composite Reliabilities and Average Variance Extracted 

Constructs Items Loading CR AVE 

 

Entertainment 

gratifications 

Entertainment1 

Entertainment2 

Entertainment3 

Entertainment4 

0.536 

0.818 

0.842 

0.845 

 

0.818 

 

0.552 

 

Socializing 

gratifications 

Socializing1 

Socializing2 

Socializing3 

Socializing4 

0.897 

0.944 

0.741 

0.844 

0.918 0.739 

 

Informativeness 

gratifications 

Informativeness1 

Informativeness2 

Informativeness3 

Informativeness4 

0.794 

0.807 

0.796 

0.808 

0.878 0.642 

 

Attitude toward 

NIs 

Attitude toward 

NI1 

Attitude toward 

NI2 

Attitude toward 

NI3 

Attitude toward 

NI4 

0.581 

0.838 

0.741 

0.767 
0.825 0.545 

 

Attitude toward 

FFs 

Attitude toward 

FF1 

Attitude toward 

FF2 

Attitude toward 

FF3 

Attitude toward 

FF4 

0.810 

0.900 

0.873 

0.747 
0.901 0.697 

 

Intention to buy 

Intention to buy1 

Intention to buy2 

0.870 

0.871 
0.926 0.714 
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FFs Intention to buy3 

Intention to buy4 

Intention to buy5 

0.832 

0.829 

0.822 

 

FFs actual 

buying 

behavior 

Actual buying 

behavior1 

Actual buying 

behavior2 

Actual buying 

behavior3 

0.909 

0.815 

0.547 
0.810 0.597 

 

CR > 1.96, p<0.05), explaining 49.5 % of the variation of consumers’ attitudes toward FFs (R² = 0.495), supporting 

H4. Consumers’ attitudes toward FFs (β = 0.560, CR > 1.96, p<0.05), Consumers’ attitudes toward NIs (β = 0.692, 

CR > 1.96, p<0.05), and informativeness gratifications (β = 0.540, CR > 1.96, p<0.05) all significantly impact 

consumers’ purchase intention of FFs; and altogether explain 54.4 % of the variation of consumers’ purchase 

intention of FFs (R² = 0.544) ), supporting the three hypotheses: H5, H6, and H7. Lastly, the consumers’ purchase 

intention (β = 0.758, CR > 1.96, p<0.05) significantly impacts consumers’ actual buying behavior of FFs, explaining 

57.5 % of the variation of consumers’ actual buying behavior of FFs (R² = 0.575), supporting H8.  

Table 3: Discriminant Validity of the constructs 

 

Notes: The elements on the diagonal (bolded values) represent the square root of AVE, off-diagonal values are the 

correlations of the variables. 

This research employed the bootstrapping procedure [140] to assess the indirect effects. Regarding mediating 

effects, the results, as demonstrated in Table 5, shows that consumers’ attitudes toward NIs mediate the effects of 

entertainment gratifications (β = 0.435, P = 0.004, P<0.05), socializing gratifications (β = 0.136, P = 0.002, P<0.05), 

and informativeness gratifications (β = 0.580, P = 0.005, P<0.05) on consumers’ purchase intention of FFs, 

supporting the three hypotheses: H10a, H10b, and H10c. Further, consumers’ attitudes toward NIs mediate the 

effects of entertainment gratifications (β = 0.282, P = 0.004, P<0.05), socializing gratifications (β = 0.088, P = 
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0.002, P<0.05), and informativeness gratifications (β = 0.375, P = 0.004, P<0.05) on consumers’ attitudes toward 

FFs, supporting the three hypotheses: H11a, H11b, and H11c. Lastly, Consumers’ attitudes toward FFs mediate the 

effects of consumers’ attitudes toward NIs (β = 0.394, P = 0.003, P<0.05) on consumers’ purchase intention of FFs, 

supporting H12.This research employed Multigroup Analysis based on gender to examines which path coefficients 

differ significantly between the two group, the results, as demonstrated in Table 6, shows the positive  

relationship between purchase intention and actual buying behavior of FFs is stronger for Males (β Value for Males 

=0.805 and β Value for Female=0.704), supporting H9. 

Figure 2-Structural model (Final Result) 

Variables 
Entertainm

ent 

Socializi

ng 

Informative

ness 

Attitude 

toward 

NI 

Attitude 

toward FF 

Intentio

n to buy 
Actual buying behavior 

Entertainme

nt  
0.743 

      

Socializing  0.634*** 0.860 
     

Informative

ness 
0.665*** 

0.631**

* 
0.801 

    

Attitude 

toward NI 

 

0.699*** 
0.684**

* 
0.656*** 0.738 

   

Attitude 

toward FF 
0.599*** 

0.528**

* 
0.682*** 

0.676**

* 
0.835 

  

Intention to 

buy 

 

0.485*** 
0.470**

* 
0.522*** 

0.503**

* 
0.713*** 0.845 

 

Actual 

buying 

behavior 

 

0.334*** 
0.405**

* 
0.405*** 

0.369**

* 
0.538*** 

0.752**

* 
0.773 

Hypothesis Structural Path 
Std. 

beta 

Critical Ratio 

(CR) 
P-value Decision 

H1 
Entertainment → Attitude toward 

NI 
0.401 5.139 *** 

Supported 

H2 Socializing → Attitude toward NI 0.125 3.494 *** Supported 

H3 
Informativeness → Attitude toward 

NI 
0.533 7.595 *** 

Supported 

H4 Attitude toward NI → Attitude 0.703 9.919 *** Supported 
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Table 4: Results of the structural model analysis 

*** Significant at p <0.05 

Table 5: Results of mediating effects 

Table 6: Gender effect analysis - Multi group 

toward FF 

H5 
Attitude toward FF → Intention to 

buy 
0.560 9.082 *** 

Supported 

H6 
Attitude toward NI → Intention to 

buy 
0.692 26.944 *** 

Supported 

H7 
Informativeness → Intention to 

buy 
0.540 6.967 *** 

Supported 

H8 Intention to buy → Actual buying 

behavior 

0.758 17.782 *** Supported 

Hypothesis Indirect effect Std. beta P-Value Decision 

H10a 
Entertainment → Attitude toward NI → Intention 

to buy 
0.432 0.004 

Supported 

H10b 
Socializing → Attitude toward NI → Intention to 

buy 
0.136 0.002 

Supported 

H10c 
Informativeness → Attitude toward NI → 

Intention to buy 
0.580 0.005 

Supported 

H11a 
Entertainment → Attitude toward NI → Attitude 

toward FF 
0.282 0.004 

Supported 

H11b 
Socializing → Attitude toward NI → Attitude 

toward FF 
0.088 0.002 

Supported 

H11c 
Informativeness → Attitude toward NI → Attitude 

toward FF 
0.375 0.004 

Supported 

H12 
Attitude toward NI → Attitude toward FF → 

Intention to buy 
0.394 0.003 

Supported 

Hypothesis Structural Path 
Beta Value 

(males) 

P-Value  

(males) 

Beta 

Value 

(females) 

P-Value  

(females) 
Decision 

H9 
Intention to buy → Actual buying 

behavior 
0.805 *** 0.704 *** 

Supported 
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analysis  

 

V.  DISCUSSION AND CONCLUSIONS 

The results of the current study have addressed the main research question of to what extent the uses and 

gratifications of NIs’ generated content can influence consumers’ buying intention and actual buying behavior of 

FFs by proving that UGT can afford a suitable framework for the benefits and gratifications fulfilled by the content 

generated by NIs. This study showed that the content generated by NIs has a significant role in impacting the 

attitude toward them via fulfilling several gratifications, such as entrainment, socializing, and informativeness 

gratifications which is consistent with prior relevant studies [80], [100], [111], [141], [142]. Further, the current 

study showed that entertainment, socializing, and informativeness gratifications of the content generated by NIs 

positively impact both consumers’ attitudes and consumers’ purchase intention of FFs through the consumers’ 

attitudes toward NIs, indicating that NIs are a credible communication tool that can correctly and reliably deliver the 

health benefits message of FFs to consumers via an appealing content. The follower relies on NIs’ role as content 

creators, and their success depends on how much their content can attract followers and businesses. The 

informativeness gratification showed in this study the most significant positive impact on consumers’ attitudes 

toward NIs, followed by entertainment and socializing, which was not matched with other scholars [80], [100] that 

show the greater weight of entertainment gratification which indicates that the weights of theses gratifications vary 

according to the research context. The results of our study showed the direct positive significant impact of 

consumers’ attitudes toward NIs on consumers’ attitudes toward FFs, and the direct positive impact of both attitudes 

on consumers’ purchase intention of FFs, aligning with prior findings [39], [51], indicating that attitude is one of the 

determinants of intention behavior that leads to purchase intention [40]. This study showed that consumers’ attitudes 

toward NIs have an indirect positive impact on consumers’ purchase intention of FFs through the consumers’ 

attitudes toward FFs indicating that customers show more intention to purchase FFs when these products are 

influenced by NIs, who have acquired positive attitudes from those customers that transferer into positive attitudes 

toward these products. Also, it showed the positive significant impact of the informativeness of the content 

generated by NIs on consumers’ purchase intention of FFs, indicating the importance of information role about FFs 

products’ health claims, health benefits, and nutrition facts on purchasing intention [8], [17], [124]–[126]. Also, this 

study showed the significant impact of consumers’ purchase intention on consumers’ actual buying behavior of FFs, 

which corroborated the prior finding in food [128]–[132]. Finally, the finding of the current study indicates that 

although females show more interest in healthy food, taking actual behavior to alter their body image [133], their 

probability of transferring from purchasing intention to actual purchasing for FFs is lower than males which may 

due to that male have stronger perceptions of the nutritional and health-beneficial merits of FFs than females. 

Theoretical implications 

Matching with the advocacy of Swanson [74] within UGT research about the need for more understanding of 

message content gratifications outcomes, this research has extended the knowledge of uses and gratifications theory 

in the context of marketing through a pioneer application in influencer marketing. The results of this research 

suggest that UGT could be used as a framework for understanding how certain types of gratifications of the content 

generated by social media influencers impact the purchasing intention and actual buying behavior of the endorsed 

products, which can lead to a further application of UGT in a new media or other contexts rather than FFs. This 

study contributed to the literature by understanding the role of informativeness gratification of the content generated 

by social media influencers in developing consumers’ purchasing intention of the advertised products that 

information about products can help consumers in the steps of assessment and evaluation, especially if this 

information is about health benefits and nutrition facts that help customers make wise food choices [143]. Also, this 

study enriched the previous knowledge about the role of the attitude toward influencers in influencing the attitude 

and purchasing intention of the endorsed products confirming that relationships between consumers’ attitudes 

toward NIs, consumers’ attitudes toward FFs, and consumers’ purchasing intention of FFs have existed as predicted 
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as there is a congruence between influencers and products. These findings extended the literature, as prior research 

has not examined whether such relationships are valid in the context of health-beneficial products such as FFs. 

Additionally, this study has extended the knowledge of TPB by investigating the association between the 

individuals’ intention to perform a behavior and their actual behavior in the context of FFs buying behavior 

confirming that intention is a leading predictor of behavior. Finally, it concluded the moderating role of gender in 

this relationship, which was inconclusive in most prior literature [144]. 

Practical implications 

The present research results allowed us to draw three main practical implications. First, this study has provided 

bearings for creating appropriate influencer marketing strategies for FFs via NIs that fit such products, applying 

influencer brand fit strategy that influences influencers’ image and advertising’s effectiveness [145]. This influencer 

marketing strategy relies on the gratifications presented by the NIs’ generated content for customers impacting their 

attitudinal and intentional behavior toward FFs, which will help practitioners, such as marketers, and food retailers, 

to resolve the challenge of FFs market orientation and development via NIs that can serve as credible 

communication tools, delivering the beneficial health messages of FFs and inducing actual buying behavior. Second, 

the present research results have provided directions to NIs and social media influencers to enhance followers’ 

attitudes toward them and the advertised products. This research suggests that NIs should improve the 

informativeness of their generated content by disseminating more valuable and up-to-date information about the 

advertised products. Also, they should develop exciting and enjoyable content and joyful status updates to enrich the 

content’s entertainment value and improve the interactivity of their followers by generating socializing content that 

helps followers interact with each other. Third, the present research results help the practitioners by illustrating the 

role of information in purchasing decisions of FFs and identifying the gender differences in the association between 

purchase intention and actual buying behavior of FFs. This research suggests that NIs should clarify products’ health 

claims, health benefits, and nutrition facts to influence consumers purchasing intention. Further, this research 

suggests that marketers should define the FFs market segment as different genders showing differences in selection 

and eating patterns resulting from the significant variance in attitude and behavior.  

Limitations and future research 

Although this study has interesting theoretical and practical implications, it has some limitations. First, this study 

focused only on Instagram and ignored other social media platforms nutrition influencers use, such as Facebook, 

Twitter, and YouTube. However, people’s attitude toward digital communications varies across digital channels 

[111]. So future studies can consider cross-platform comparisons, and relevant conclusions can be drawn. Second, 

this study investigated only three main gratifications (entertainment, socializing, and informativeness) of the content 

generated by NIs. However, several studies about the gratifications of social media have investigated these three 

main gratifications plus other different gratifications such as trust and rewards [90], remunerative [91], 

empowerment, brand love [92], and incentive [93]. Accordingly, future studies can consider these other overlooked 

gratifications in future studies in the context of influencer marketing. Third, the accessibility to those Nutrition 

Instagrammers was very challenging. The author messaged 68 Nutrition Instagrammers. Accordingly, and due to not 

all elements being easy to access by the researcher, the researcher has redefined the population to be more 

manageable and a subset of the population [136]. The author targeted the Egyptians who follow the 19 Nutrition 

Instagrammers that have agreed to publish the online survey instrument in a story on their Instagram page. Further, 

the author increased the sample size to ensure that there were enough observations of the representative sample of 

the target population. Also, the stratified random sampling used in this research was disproportionate because the 

subjects drawn from each stratum were not proportionate to the elements in each stratum as the number of 

respondents came from each stratum (Nutrition Instagrammer) was not proportionate to the number of his or her 

followers. So, this makes findings cannot be generalizable to consumers in other countries and cultures, giving a 

research opportunity for other researchers to imitate this study in different countries that shows different health 
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consciousness, demographic and economic variables, affecting evaluation and attitudinal behavior toward FFs [7], 

[146]. 
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