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Abstracts

Social media-related nutritional decisions influencers and commercial postings on social media
have a significant impact on people's eating habits, purchasing decisions, and decisions about
food in general. It also shapes people's dietary practices and overall nutrition. Investigating
dietary habits through social media can be disadvantageous to the potential for biased or
inaccurate information, assensational content can lead to unreliable nutritional advice. The 160
participants' nutritional choices using social media influence data are collected, and random
questionnaires are collected. There are some factors depicted in this study that are social media
engagement, perceived credibility of nutrition information, influence of social media on food
choices, and change in eating habits. The study utilized SPSS-29 for statistical analysis,
descriptive statistics, multivariate regression, correlation analysis, and Mann-Whitney U test
and Spearman’s rank correlation coefficient were used to determine statistical significance.
Social media use and food choicesare found to be significantly correlated, with more credibility
impacting consumption patterns. The most important effect of social media on eating decisions
is revealed by multivariate regression. The study interaction with social media significantly
influences dietary decisions, affecting credibility perceptions and highlighting the need for
rigorous assessment of online nutritional information, as influence often leads to dietary

modifications.
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Introduction

Social media has become acrucial toolin the modern world, influencing many faces of everyday
life, including eating patterns and nutritional decisions. A phenomenon that reflects wider
societal alterations in people's perceptions and engagements with health and wellbeing is the
development ofdietary choices to social media impact [12]. It examines the complex interactions
that exist across food preferences and social, as well as the ways in which digital platforms
influence dietary choices. The individuals consume and disseminate information on food and
nutrition has fundamentally altered as a result of social media platforms like Facebook,
Instagram, and Twitter [4]. These platforms are utilized by food manufacturers, health experts,
and influencers to endorse certain dietary trends, and nutritious meals, and provide guidance on
health [7]. Due to social media's visual format, enticing images of inventive food products and
healthy meals can spread quickly, greatly influencing user preferences and impressions. Multiple
important processes determine the impact of social media on dietary decisions [8]. Perceived
social norms are established by influencers who support specific diets or foods, which in effect
motivate other individuals to follow. Social media platforms also frequently include user-
generated material, such as recipes and first-person accounts, which can appeal to consumers by
conveying a sense of connection and sincerity [14]. Social media's influence on the changing
nutritional environment has significant consequences for general health and well-being. Social
media has problems with information veracity and the promotion of trendy diets, even while it
can democratize access to nutritional information and encourage healthy eating habits [16, 9].
The spread of unsubstantiated health claims and economic interests can make it more difficult to
make evidence-based dietary recommendations. Understanding these relationships is essential
to fostering educated decision-making and promoting balanced, nutritious eating patterns as
social media continues to affect nutritional choices [5]. The objective of the study is to discern
trends in the ways that social media influences users' decisions about food and health. Through
an examination of the effects of online material, treads, and interactions on dietary behavior, the
research seeks to understand howsocial media shapes the development of nutritional choices.

The rest of the paperwas arranged and added to the related works in section 2, section 3 included
a thorough methodology. Section 4 presents an analysis and discussion of the findings, while
section 5 provides a conclusion.

Related Works

The online searches for YouTube videos and Twitter comments centered on comprehending the
sickness and its transmission. The COVID-19 epidemic has significantly impacted people's
dietary practices [11]. To reveal thatduring lockdown, people's food-buying behaviors changed,
with increased consumption of pasta and vegetables for health, and purchases of chocolate,
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cheese, and nuts for mood improvement. It was found that people's eating patterns, food intake,
and food quality were significantly impacted by the COVID-19 pandemic. A modestincrease in
the mean score for food quality was seen both before and after the pandemic, and most
respondents reported eating home-cooked meals every day [2]. It was recommended that to
prevent unfavorable outcomes during pandemics, public health officials should focus on
increasing awareness of a healthy diet. To further understand the nutritional changes thatoccur
during pandemics, a comprehensive food frequency questionnaire should be used. A significant
portion of the global population, businesses, influencers, and celebrities utilize social media as a
potent marketing tool to market concepts and products as well as to convey the image [1]. To a
stronger sense of association with the subject, the research found that when social media
commercials or influencer posts feature images of nutritious food adjacent to a person, that
individual was inclined to engage with the contentand try the recommended products. Through
the use of the Instagram Adds platform, they examined how social media advertising and viral
marketing affect customers' purchase decisions. A deliberate selection was used to choose a
sample of Instagram provided users. To assess validity and dependability, multiple linear
regression tests were performed [15]. According to the results, social media marketing affected
customers' decisions to make purchases on the platform, but viral marketing promoted
purchasing behavior in the same location. They discussed how domestic visitors' intake of local
cuisine affects environmentally, socioculturally, and economically sustainable tourism.
Information was gathered from domestic travelers who were in the sea area. According to the
findings, eating locally has a major beneficial impact on sustainable tourism, as evidenced by
the subscales measuring economic, sociocultural, and environmental aspects [3]. The
research emphasized how critical eating locally produced food is to advancing eco-friendly
travel strategies. It focused-on food shortage and waste by investigating the factors influencing
consumers'desire to share leftover food. It was carried out through evaluation, instrument design,
responder pilot study, and final data analysis from New Delhi. The results indicate that consumer
intentions were influenced by subjective norms, attitudes, and perceived behavior control,
whereas attitudes were predicted by religion, moral obligation, and environmental concern [10].
The effects of climate change on food production and security was addressed with an emphasis
on food safety, agriculture, ranching, and fisheries. Increasing global temperatures and carbon
dioxide concentrations have the potential to reduce agricultural yields and raise the danger of
foodborne infections like campylobacter and salmonella. Because of strict regulations on food
conservation, affluent nations have not demonstrated a discernible trend in addressing these
hazards [13]. The need for adeeper comprehension of how food security and safety are impacted
by climate change was emphasized. The dietary preferences vary greatly, with structural,
economic, and cultural variables playing a role, according to a study on food attitudes and
classification schemes [6]. Two important issues were regional customs and religious
prohibitions. Meat and traditional sweets were added to diets during immigration.

Methodol ogy

Data was gathered using randomized questionnaires to investigate how social media affects
dietary decisions.Using a Likert scale, it evaluated the degree of engagement with food-related
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material and the veracity of nutrition-related information. Utilizing SPSS, statistical studies were
conducted to assessthe influence of social media on eating habits and decisions. These analyses
included descriptive statistics, multivariate regression, and correlation tests.

I. Data collection

The 160 participants' nutritional choices using social media influence data were randomly
collected. There are questionnaires that are also randomly gathered. Social media engagement,
perceived credibility of nutrition information, the influence of social media on food choices, and
changes in eating habits are the factors that are used to identify the nutritional choices through
social media influence.

Il. Questionnaires

The purpose ofthe nutritional choices using social media influence questionnaire is to investigate
in which social media influences people's eating choices and behaviors. The questionnaire
measures the extent to which participants were exposed to nutrition-related information,
including food trends, health advice, and influencer recommendations, and it analyses the impact
of these issues on participants' eating habits and decisions. Social media sources that are
respected, how frequently one interacts with food material, and how peer behavior affects one's
food choices are numerous possibilities for discussion. The intention is to determine how much
social media influences general diet and health decision-making, as well as nutrition awareness
and healthy or unhealthy eating behaviors. Table | shows the questionnaire on social media
influence on nutritional choices.

Table | Questionnaire

Z
o

Questionnaire

Howfrequently browse social media platforms for material about food or nutrition?

Howmany food- or nutrition-related social media profiles currently follow?

What level of engagement (likes, comments, shares) would have with social media postings on
nutrition?

What level of credibility is assigned to nutrition-related posts made by social media influencers?
How frequently check additional sourcesto confirm the reliability of dietary information found on
social media?

Howreliable are the dietary recommendations made by nutritionists or dietitians on social media?
Howfrequently experiment with fresh foods or recipes that find on social media?

What isthe likelihood that will purchase food items advertised on social media?

What influence does food's physical attractiveness have ondesire toeat it?

What dietary changes have been observed since interacting with nutrition-related information on
social media?

11 T o what extent has social media encouraged to make better dietary choices?

12 T o what extent have modified diet as a result of seeingany aspect on social media?

©Co~N® &~ W NE(®M

=
o

I1l.Research Instrument

A Likert scale was usedto assess howsocial media affects eating habits by asking respondents
about their interactions with food content, the reliability of influencers, and their propensity to
products that have been promoted. The Likert scale uses the five factors from "Strongly
Disagree" to "Strongly Agree". The comments on the respondents' involvement with food and
nutrition material on social media, their engagement with influencers, the possibility that they
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would buy products that are marketed, and the influence of social media on their dietary decisions
and modifications are all rated by the respondents.

IV. Statistical Analysis

Using Statistical Package for the Social Sciences (SPSS)-29, the statistical analysis was
performed. Means, medians, ranges, frequency distributions, and standard deviations (SD) were
computed as descriptive statistics. Multivariate regression analysis was used to evaluate methods
that are not parametric, like the independent sample Mann-Whitney U test. Using the Spearman's
rank correlation coefficient, a correlation analysis was carried out. A p-value threshold of less
than 0.05 was used to evaluate statistical significance.

Results

The findings indicate that social media involvement is strong and that people's perceptions ofthe
reliability of nutrition information are moderate, both of which have a large impact on eating
patterns and food choices. The results of the Mann-Whitney U tests showed significant
differences in social media engagement, credibility, and influence, but no significant change in
eating habits. The statistical analysis displayed strong positive correlations among these factors,
with social media's influence on food choices being a highly significant predictor.

I. Demographic data

The demographic information provides information on composition of the 160 participants in
the sample. Men comprise a lower percentage of them, with women making up the majority. The
collected sample was separated into younger and elder group of people. Based on their
educational background, the majority of participants have completed their high schooleducation
or obtained a bachelor's degree, while a smaller percentage have a master's degree. Regarding
food habits, the majority eat omnivorously, with a lesser percentage adhering to a vegetarian
diet. Gain insight into the traits and inclinations of the representative group with the help of this
analysis. Table Il shows the demographic dataanalysis.

Table Il Demographic data

Demographics Frequency (N=160) Percentage (%)

Age

17-25 years 30 18.75

26-35 years 50 31.25

36-45 years 40 25.00

46-55 years 20 12.50

56+ years 20 12.50

Gender

Female 90 56.25
Male 70 43.75

Dietary Preferences

Non-vegetarian 120 75.00

Vegetarian 40 25.00

Education level

High school 60 37.50
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Bachelor's degree 70 43.75
Master's degree 30 18.75

Il. Statistical Analysis

In the statistical research, there is a substantial positive association between social media
participation and food choices, as well as between perceived credibility, effect on food choices,
and changes in eating habits. The Mann-Whitney U tests did not reveal any changes in eating
habits, but did showsignificant variations in involvement, credibility, and impact. Social media's
influence on dietary choices was found to be the most important predictor by multivariate
regression analysis, with all factors exhibiting substantialimpacts.

1 Descriptive Statistics for Key Variables

In the investigation, participants usually indicated high levels of food-related social media
involvement and moderate to high levels of perceived reliability for nutrition-related
information. A moderate shift in eating patterns was also seen, and respondents recognized the
significant impact of social media on their food choices. Variability in replies points to a range
of social media experiences and effects on eating habits. Table 11l shows the descriptive statistics
for key factors.

Table 111 Descriptive Statistics for Key Factors

Factors Mean Median Range SD

Social Media Engagement 78 8 3-10 1.4

Perceived Credibility of Nutrition Information 65 7 2-9 17

Influence of social media on Food Choices 72 7 3-10 1.6

Change in Eating Habits 69 7 2-10 1.8
I Spearman’s Rank Correlation Coefficients

The connections between the following four variables are presented: Perceived credibility of
nutrition information, social media engagement, influence on food choices, and change in eating
habits. All the variables indicate positive connections, with the greatest association found
between social media engagement and influence on food decisions. Changes in eating habits are
significantly correlated with social media's influence on food choices. These results imply that
increased control over food choices and significant changes in eating patterns are linked to higher
levels of engagement and perceived reliability of nutrition information. Table IV and Fig 1 shows
the outcome of Spearman’s rank correlation coefficients.

Table IV Spearman’s Rank Correlation Coefficients

Factors Social Media Perceived Credibility of Influence on Food Change in Eating
Engagement Nutrition Info Choices Habits
Social Media Engagement 1.00 0.45 0.50 0.55

Perceived  Credibility  of

Nutrition Information 0.45 1.00 0.60 0.48

Influence_of social media on 0.50 0.60 1.00 0.70
Food Choices
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Factors Social Media Perceived Credibility of Influence on Food Change in Eating
Engagement Nutrition Info Choices Habits
Change in Eating Habits 0.55 0.48 0.70 1.00
Perceived Change in
Social Media Credibility of Influence on Eating
Engagement Nutrition Info  Food Choices Habits
Social Media “
Engagement
Perceived
Credibility of
Nutrition Info
enceon. D 0.60 1.00 0.70
=3 :- ‘
Eating 0.55 0.70 1.00
Habits
Fig 1 Correlation Coefficients
I Mann-Whitney U Test Results

Social media engagement, perceived credibility of nutrition information, social media's influence
on food choices, and changes in eating habits are the four factors that are used to compare various
groups. There are notable variations between high and low levels of social media
engagement(p = 0.03), perceived credibility(p = 0.02), and influence on food choices(p =
0.05). Nevertheless, there is no discernible difference (p = 0.08) in the change in eating habits.
Table V shows the outcome of the Mann-Whitney U Test.

Table V Mann-Whitney U Test Results

Comparison Groups Factor U Statistic  p-value
High vs Low Social Media Engagement Social Media Engagement 3250 0.03
High vs LowPerceived Credibility Ilanefrocregr:/aet?on Credibility  of  Nutritiong, 5, 0.02
g:]%r}g/eiLow Influence ofsocial media on Food Influence of socialmedia on Food Choices 2900 0.05
High vs Low Change in Eating Habits Change in Eating Habits 2800 0.08

1 Multivariate Regression Analysis

Thefindings of the regression analysis were analyzed for four predictor variables: Social media's
impact on dietary choices, perceived credibility of nutrition information, social media
engagement, and change in eating habits. The influence of social media on food choices has the
most impact, as indicated by its greatest t — value (3.46) and lowest p — value (< 0.001)
among the variables with significant coefficients for each of the categories. Changes in eating
habits, perceived credibility, and social media engagement all have significant effects on the
result. Table VI shows the multivariate regression analysis in factors.
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Table VI Multivariate Regression Analysis

Factors Coefficient Std. Error t-value p-value
Social Media Engagement 0.35 0.12 2.92 0.004
Perceived Credibility of Nutrition Information 0.28 0.11 2,55 0.012
Influence of social media onFood Choices  0.45 0.13 3.46 <0.001
Change in Eating Habits 0.39 0.15 2.60 0.010

I1l. Likert scale on the impact of social media on eating habits

It assesses how individuals believe social media influences their food choices. It shows that a
sizable percentage of people have beneficial feelings about using socialmedia, and many of them
concur thatit influences their dietary decisions. There is a range of opinions about social media
activity and eating choices, although most people believe that it affects them. A substantial
number of individuals disagree. Although a sizable portion of respondents are uncertain, most
people believe that nutrition advice is reliable. With differing degrees of agreement, the majority
of people believe that social media has an impact on their dietary choices. Though perceptions
differ, the replies also showacommon intention to recognize changes in eating patterns impacted
by social media. Table VII and Fig 2 show the Likert scale on the impact of social media on
eating habits.

Table VII Likert scale onimpacts

Factors Strongly Disagree Disagree Neutral Agree Strongly Agree
Social Media Engagement 5% 10% 20% 45% 20%
Perceived Credibility of Nutrition Information 8% 12% 25% 40% 15%
Influence of social mediaonFood Choices 7% 10% 23% 42% 18%
Change in Eating Habits 6% 14% 22% 39% 19%

Jddd

Fig 2 Outcome of Likert scale impacts
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There are strong positive correlations found in the analysis between social media engagement,
the perceived credibility of nutrition information, influence across food choices, and changes in
eating habits. These findings indicate that substantial changes in eating behaviors can result from
increased engagement on social media and the perceived reliability of nutrition-related data.
Mann-Whitney While there is no substantial diversity in the U test findings regarding changes
in eating habits, there are noticeable disparities in social media activity and its impact on food
choices. Multivariate analysis highlights social media's important importance about other
components, underscoring its significant influence on eating choices. According to the Likert
scale results, there is aconsensus on social media’s influence on dietary choices and the perceived
credibility of nutrition advice, despite differences in perspectives regarding its impact.

Conclusion

Social media platforms' influence on people's food preferences and dietary choices is referred to
as nutritional choices through social media influence. People’s decisions about nutritional and
eating habits are influenced by social media trends, views, and information. SPSS-29 was used
for the statistical analysis, which included non-parametric tests, multivariate regression, and
descriptive statistics, to analyze correlation and determine the p-value threshold using
Spearman’s rank correlation coefficient. The statistical analysis are benefits associated with
social media involvement, the perceived reliability of nutrition information, and influence over
food choices. Increased involvement is correlated with notable changes in eating habits and food
preferences. The impact of social media is very great. These results are corroborated by
regression analysis, which emphasizes the significance of reliability and participation in
encouraging healthy food choices. Omnivorous eating was the primary diet for most of the
individuals, with a smaller percentage following a vegetarian diet. Social media's influence on
dietary decisions was evaluated, finding the majority of people agree, with nutrition advice being
reliable, and recognizing changes in eating patterns. Self-reported data can be biased and might
not accurately reflect real behaviors, which is a disadvantage of investigating nutritional
decisions through social media impact. Findings from one platform or demographic group
sometimes differ from anotherbroad variations in social media effect. The future
research development of focused interventions to optimize dietary practices based on social
media trends and analytics determines the extent of nutritional decisions made through social
media impact. Personalized dietary advice and public health initiatives can also be improved by
incorporating Al-driven technologies for social media content analysis.
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