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Abstract
[bookmark: _GoBack]With the rapid growth of digital media, food vlogging has emerged as a key influence on guest dining behavior by providing experiential insights beyond traditional advertising. This study examines the impact of food vlogging on guests’ attitudes and purchase intentions using an extended Technology Acceptance Model (TAM).
A descriptive–correlational research design was adopted, with data collected from 196 restaurant guests in Pune who reported watching food vlogs before selecting a restaurant. The study evaluates four constructs—perceived usefulness, perceived ease of use, enjoyment, and credibility—and their relationship with guest attitudes and purchase intentions.
The findings indicate a significant positive relationship between food vlogging factors and both attitudes and purchase intentions. Perceived usefulness emerged as the strongest determinant, while credibility showed relatively lower influence, highlighting concerns about authenticity.
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1. Introduction
Digital technology has significantly transformed consumer decision-making in the hospitality industry. Guests increasingly rely on online platforms, particularly food vlogs, to evaluate restaurants before visiting. Food vlogs provide visual and experiential insights into food quality, ambiance, and service, making them more engaging and relatable than traditional advertising.
Despite their growing influence, limited research has examined food vlogging using structured theoretical frameworks. This study applies the Technology Acceptance Model (TAM) to understand how food vlog content influences guest attitudes and purchase intentions.

2. Literature Review
Food vlogging has become an important form of digital word-of-mouth, influencing consumer perceptions and decisions. Compared to traditional media, it offers experiential and authentic content, enhancing consumer engagement.
The Technology Acceptance Model (Davis, 1989) explains user behavior based on perceived usefulness and ease of use. In digital content contexts, additional factors such as enjoyment and credibility also influence attitudes and behavioural intentions.

3. Objectives
1. To evaluate food vlogging factors (usefulness, ease of use, enjoyment, credibility)
2. To assess guest attitudes toward food vlogs
3. To analyse their influence on purchase intention

4. Hypotheses
H1: Food vlogging factors significantly influence guest attitudes.
H2: Food vlogging factors significantly influence purchase intentions.

5. Methodology
A descriptive–correlational research design was used. Data were collected from 196 respondents in Pune using a structured questionnaire with a five-point Likert scale. Reliability was confirmed with Cronbach’s alpha of 0.970.

6. Results
· Majority respondents were aged 18–28 years
· Perceived usefulness recorded the highest mean score (4.24)
· Credibility recorded the lowest mean score (3.80)
Correlation analysis showed a significant positive relationship between food vlogging factors, guest attitudes, and purchase intentions. Both hypotheses were accepted.

7. Discussion
The findings indicate that food vlogging strongly influences restaurant selection decisions. Informative content plays a key role, while enjoyment enhances engagement. However, credibility concerns suggest a need for transparency in food vlogging practices.

8. Conclusion
Food vlogging significantly impacts guest attitudes and purchase intentions. The extended TAM model provides a useful framework for understanding digital consumer behavior in the hospitality sector.



9. Implications
· Encourage authentic and transparent content
· Use food vlogging as a strategic marketing tool
· Focus on building consumer trust

10. Limitations
The study is limited to Pune and uses convenience sampling. Future research can expand geographically and include qualitative analysis.
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