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Abstract

This article examines the persuasive communication model in culinary content produced by the
Instagram account @maumakanchanel, which serves as a popular reference for promoting local
culinary businesses in Medan City. The urgency of this study lies in the role of social media as a
strategic promotional platform for micro, small, and medium enterprises (MSMEs), where visual and
narrative communication acts as the primary instrument in influencing public consumption
preferences. This study employs a qualitative method with a descriptive approach aimed at illustrating
the dynamics of messages and persuasive communication strategies in digital content. Data collection
techniques include content observation, in-depth interviews with eleven informants comprising account
owners, administrators, and active followers, as well as digital documentation. Data analysis was
conducted using the Miles, Huberman, and Saldana model, encompassing data condensation, data
display, and conclusion drawing. The results indicate that persuasive message construction is formed
through a combination of central and peripheral routes as outlined in the Elaboration Likelihood
Model (ELM), emphasizing communicator credibility, appealing food visuals, and emotionally
engaging, distinctive language styles. The study concludes that the integration of authentic
communicator motivation, visual-verbal strategies, and an in-depth understanding of audience
dynamics is crucial for the success of culinary communication on social media.
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INTRODUCTION

The digitalization of communication has transformed conventional marketing paradigms
into ones that are more visual, interactive, and network-based (Munandar, 2023). Instagram has
become one of the dominant platforms used in promotional strategies, especially by Micro,
Small, and Medium Enterprises (MSMEs) in the culinary sector. Appealing food visualizations
and narratives that build emotional engagement are key elements in attracting consumer attention
in the digital realm (Fauzi et al., 2021; Ponirah et al., 2021; Yuliani, 2022).

The culinary industry in Indonesia has shown significant growth, with MSMEs serving as
one of its main drivers. According to data from the city of Medan, the value of transactions for
food and beverage products listed in the Local Electronic Catalog reached IDR 26.7 billion in
2022, and between January 1 and February 6, 2023, transactions had already reached IDR 1.04
billion (Pemerintah kota Medan, 2023). This data indicates a high level of public interest in local
culinary products and a great potential for MSMEs to expand their market reach. This
achievement is inseparable from the role of effective promotion, including through social media,
which is increasingly dominant in modern marketing strategies (Ramadani Tommy Anugrah &
Syahrinullah, 2023).

The role of social media in influencing culinary consumption preferences is becoming
increasingly strategic (Aisyah Dwityas et al., 2020; Fadillah et al., 2023). The Instagram account
@maumakanchanel serves as a promotional channel that leverages visual content and local
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narratives to introduce various traditional foods of Medan. This account does not only display
food documentation, but also incorporates elements of humor and distinctive regional dialects
that strengthen cultural identity while creating psychological closeness with the audience.

David Berlo’s SMCR communication model serves as an initial framework in analyzing
the message dynamics on the account. Evan, as both communicator and content creator,
constructs messages in the form of videos that are distributed via the Instagram channel to his
followers as receivers. These messages are packaged with persuasive elements aimed at shaping
the attitudes, interests, and decisions of the audience regarding the culinary products being
promoted (Muyanga & Phiri, 2021).

Effective persuasive communication is not only determined by the strength of the
information, but also by the ability to build emotional connections (Ferndndez-Hoya & Céceres
Zapatero, 2022). According to Emilia Bassar, the success of persuasion lies in the
communicator's ability to touch the emotional side of the audience, thereby generating positive
responses that lead to action (Bassar & Impron, 2022). This is reflected in Evan’s unique and
authentic communication style, such as the opening “Assalamualaikum hehehe wak...” which
immediately marks local identity and creates a familiar impression.

The growing consumption of culinary content on social media reflects a shift in how society
determines food preferences from previously relying on direct recommendations to being
influenced by visuals and digital narratives (Abbas et al., 2021; Permana & Pratiwi, 2021).
Platforms such as Instagram enable sensory experiences mediated visually to influence
perceptions of taste, quality, and appeal of a culinary product without the need for direct tasting
(Widyadhana & Anne Ratnasari, 2022; Wisnu Widjanarko et al., 2022).

In this context, culinary accounts like @maumakanchanel do not merely function as
information transmitters, but also as strategic actors in shaping collective tastes and creating local
consumption trends. The ability to build emotional connections through dialect, humor, and
distinctive visuals makes culinary content a complex form of communication transcending mere
product promotion to become representations of culture, identity, and the social aspirations of
digital audiences (Qorib et al., 2022).

The account @maumakanchanel now has more than 25,000 followers and has become
one of the popular culinary references in Medan. Its appetite-inducing video formats, light yet
informative narratives, and down-to-earth presentations demonstrate a complex but effective
communication strategy. The use of the Medan dialect, background music choices, concise
captions, and hidden locations are all part of a narrative strategy worthy of further study. The
effectiveness of content communication does not rely solely on the message content but also on
interaction strategies, use of hashtags, posting rhythms, and collaboration with other industry
players. This study aims to identify the communication model used by the (@maumakanchanel
account and evaluate its influence on audience perception and behavior.

This study will also consider various other factors that potentially affect communication
effectiveness. These factors include interaction with followers, hashtag usage, and collaboration
with influencers. By analyzing these elements, a more comprehensive picture of the
communication strategies employed by @maumakanchanel can be obtained. This research is
expected to provide recommendations for account owners and culinary industry players in
optimizing their content on social media.

This study also carries significant urgency, as it can offer insights into how communication
in culinary content can influence consumer behavior especially in terms of food and dining place
choices. By understanding the strategies used by @maumakanchanel, culinary business owners
and marketers can develop more effective approaches in promoting their products on social
media. Although many studies have examined persuasive communication on social media, there
is still a gap in research that specifically analyzes culinary content in applying persuasive
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communication strategies in this context. This study aims to fill that gap by analyzing the content
produced by the (@maumakanchanel account and investigating its impact on the audience.

The study of culinary content communication on social media requires a deep
understanding of message delivery dynamics, patterns of digital interaction, as well as the visual
and narrative strategies used to build audience engagement (Tresnawati & Prasetyo, 2022).
Technological developments have driven a shift in how individuals access information, including
in selecting food products. Culinary content no longer merely conveys information about taste
and location but also creates emotional experiences through imagery, language, and distinctive
presentation styles (Ramaputra & Afifi, 2021).

This study adopts Carl I. Hovland’s theory of persuasive communication to understand how
messages in culinary content are designed to influence audience attitudes through source
credibility, message structure, and recipients’ psychological responses (Hovland et al., 2014).
This theory is further developed using the Elaboration Likelihood Model by Richard E. Petty and
John T. Cacioppo, which divides the process of message reception into central and peripheral
routes. In the context of the @maumakanchanel account, the central route appears in the delivery
of information such as pricing and taste, while the peripheral route is reflected through local
dialects, visual expressions, and emotional elements that foster closeness with the audience (Petty
& Brifol, 2012). The combination of these two theories enables a comprehensive analysis of how
culinary content is packaged to persuade, build trust, and influence consumption decisions.

In this regard, the researcher compiles several previous studies and a research map from
Open Knowledge Map to identify differences, similarities, and relevant research gaps concerning
persuasive communication in culinary content on social media. This collection of studies forms
a crucial foundation in emphasizing the urgency and contribution of this research to the
development of communication studies, particularly in the realm of digital communication and
social media-based promotion for MSMEs, as follows:
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Figure 1. Map of Previous Studies
Source: Open Knowledge Map (2025)
The image above illustrates a map of previous research indicating the interconnection
between culinary communication models on social media and various interdisciplinary themes
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such as digital marketing communication strategies, virtual ethnography, the role of content
creators, as well as local and global cultural values. The dominant focus within these clusters
centers on the effectiveness of digital communication in promoting culinary tourism, particularly
through platforms such as Instagram and TikTok, utilizing visual and persuasive narrative
approaches. Moreover, the connection with cultural elements—such as Chinese culture, youth
culture, and the use of language and visual symbols—shows that culinary communication on
social media is not merely informative but also reflective of identity construction and public taste.
These studies also reveal how culinary content functions not only as a promotional medium but
also as a vehicle for mediating values, technologies, and dynamically evolving creative
communication trends.

Research by Fani Syaifillah and Karin Amaranggana (2023) aimed to examine the
effectiveness of persuasive messages on the Instagram account @darihalte kehalte in promoting
culinary tourism to public transportation users. The findings revealed that the account
successfully built audience trust and engagement through informative narratives and visually
appealing content. The study concluded that persuasive communication on social media is
effective in shaping audience perceptions and interest in culinary locations, especially when
employing approaches aligned with users’ lifestyles.

A study by Ghifari and Zulfebriges (2023) explored the use of culinary content as a means
of promoting MSMEs through digital information media. The research aimed to analyze the use
of diction and messages based on local culture, particularly Sundanese, in creating content
appeal. The findings demonstrated that the use of distinctive expressions such as ngabibita and
ngareunah euy fosters strong cultural identity in promotional messages. The study concluded that
the integration of local culture and brand character significantly determines the success of
persuasive communication in MSME culinary promotion.

The study by Dessart and Pitardi (2019) aimed to understand how brand storytelling drives
consumer engagement on social media. Through an analysis of user comments on Dove’s
campaign videos, it was found that narrative elements such as clear storylines and relatable
characters successfully evoked emotional responses and active audience participation. The study
concluded that authentic storytelling strategies are effective in building consumer attachment and
brand loyalty.

Last, study by Permana and Pratiwi (2021) shows that Instagram was effectively used by
the @deliciousbali community to market culinary businesses. The results indicate that engaging
visual content and user interaction increased consumer interest and reach. These findings affirm
that Instagram plays a strategic role in digital culinary promotion, concluding that social media
can enhance business competitiveness in the online era.

Unlike previous research, this study specifically analyzes persuasive communication
strategies in culinary content produced by the Instagram account (@maumakanchanel, focusing
on the integration of visual elements, local dialects, and personal narratives used by the creator
to establish emotional closeness and influence audience decisions. This research not only
examines the effectiveness of messages in attracting attention but also evaluates the
communication process through theoretical models, namely Hovland’s persuasive
communication theory and the Elaboration Likelithood Model. The focus on Medan-based
cultural content and its distinctive narrative approach contributes new insights into understanding
the dynamics of culinary communication in local digital spaces.

RESEARCH METHODS

This research employs a qualitative method with a descriptive approach to provide an in-
depth depiction of the persuasive communication model in culinary content on the Instagram
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account (@maumakanchanel (Creswell & Creswell, 2022). This approach was chosen because it
allows the researcher to holistically and contextually explore the meanings, narratives, and visual
strategies used in digital communication. The aim of using this method is to understand how
persuasive communication elements are constructed and received by the audience within the
context of social media, not through statistical measurement, but through the interpretation of
meanings drawn from real interactions and directly observed content.

The sources of data in this study consist of primary and secondary data. Primary data were
obtained through observation of video content, interviews with the content creator and the
audience, as well as digital documentation to complement field data. Secondary data include
various scholarly literature, journals, media articles, and previous research findings relevant to
the themes of persuasive communication, social media, and culinary content. The combination
of these two data types aims to strengthen the validity of interpretations and provide adequate
theoretical context in analyzing the studied communication phenomenon.

Data collection techniques were carried out through observation, interviews, and
documentation. Observation was conducted on the video content uploaded by the
@maumakanchanel account, focusing on persuasive communication elements such as visuals,
narratives, captions, music usage, and audience reactions. In-depth interviews were conducted
directly with the content creator and several active audience members to gain an understanding
of their perceptions, attitudes, and engagement with the conveyed messages. Documentation was
used to record interactions, content screenshots, and the processes of observation and interviews
as a form of data verification. Informants were selected using purposive sampling with the
following criteria: actively working as a culinary content creator with a minimum of 20,000
followers, consistently involved in the (@maumakanchanel team (especially Evan), and actively
engaging as followers who interact through comments or responses to the account’s content.

The collected data were analyzed using the Miles, Huberman, and Saldana analytical
model, which consists of three main stages: data condensation, data display, and conclusion
drawing. Data condensation was carried out by reducing and filtering key information from
observations, interviews, and documentation. Data were displayed in the form of matrices,
narrative quotes, and thematic categorizations to systematically identify communication patterns.
Conclusions were drawn iteratively, by continuously referring back to theory and the contextual
findings in the field (Miles et al., 2021). To ensure data validity, source triangulation was
employed by comparing data from the content creator, the audience, and direct observations to
verify the consistency and accuracy of the research findings. This approach enables the research
results to be credible, objective, and relevant to the dynamics of contemporary digital
communication (Flick, 2020).

Table 1. Research Informants

No Name Age Status
1 E 28 Primary Informant
2 N 24 Primary Informant
3 DY 39 Primary Informant
4 DH 23 Primary Informant
5 RR 22 Primary Informant
6 wY 29 Primary Informant
7 BA 25 Primary Informant
8 PA 22 Primary Informant
9 AP 20 Primary Informant
10 EI 31 Primary Informant
11 AM 24 Primary Informant

Source: Researcher’s Preliminary Observation (2025)
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RESULT AND DISCUSSION
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The Construction of Persuasive Messages in @maumakanchanel Content

In-depth observations combined with interviews involving eleven active informants

consisting of account owners, managers, and followers of (@maumakanchanel reveal that the
construction of persuasive messages in the content is not solely reliant on food visuals. Each post
utilizes suggestive narratives, emotionally charged language, and an emphasis on deliciousness,
affordability, and local uniqueness as core strategies to enhance appeal. Informants consistently
highlighted the emotional engagement triggered by expressions such as ‘“assalamualaikum,
hehehe wakkk”, “yok cobain”, and “jangan sampai ketinggalan buruan kesini”, which indirectly
form a perception of superiority toward the culinary objects showcased. This pattern
demonstrates that persuasive messages are constructed through a synthesis of consumer logic,
sensory impressions, and social imagery, encouraging the audience not merely to observe but to
imagine a personal culinary experience.
Table 2. Persuasive Messaging in (@maumakanchanel Content

Informant Subtheme Transcript Finding
o P 1 ivati
Motivation  and The purpose started from a csgss(i):teelntl SI;ZEVE;[:;SI
E Communication love for snacking... always ethos i}rll ersﬁasive
Goals use #bantuUMKMkecil Jmop
communication.
Visual and The title must be \grsiua}izr:fl Cillt;zlevsviiﬁge t}?z
E Narrative interesting... the food visuals DETIPHCTe I
Elements are appealing Elaboration Likelihood
' Model (ELM).
Usually ends the video with chrlils;s(,)i-\?ecn?rient etﬁlrljﬁcﬁ
Direct Appeals and “yok cobain™... signature persua &
E . w i repetition and
Jargon jargon assalamualaikum, .
hehehe wakkk” communication
' distinctiveness.
Trend adaptation through a
Creative Strategies Following trends from other distinctive style fosters
N and Trend creators, realized in our own persuasive messages based
Adaptation style. on relevance and social
proximity. ‘
Loyalty and I'm loyal because the content Sr?n;egﬁnjzftg:o;mho\t:i:ﬁzi
DY Emotional always makes me hungry Stilgn uglation & and
Response and eager to try. ) o
1magination.
Loyalty and I'm loyal, this account is part ?gﬁ;if’se 1ntegrat;;)lrclre;rslécs>
DH Personal of my daily routine for internalization of
Inspiration cooking ideas. . .
persuasive messaging.
Persuasive messaging
RR Content  Variety Affordable food content that through affordability
and Accessibility  fits students’ budgets. framing creates  social
resonance.
Informational Creative, informative Content creativity fosters
wY Appeal and content that entices and is cognitive engagement and
Interactivity not boring. audience interactivity.
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, . Persuasive messaging
Limited Social I don’t follow regularly, just shaped  through social
BA followed  because  my
Influence e . proof, though engagement
girlfriend recommended it. ; i
remains partial.
Effect of Personal If’ it's recommended by Evan, Communicator credlbll.lty
PA et it’s guaranteed to be good; (ethos)enhances persuasive
Credibility . . . g
his expressions never lie. effect interpersonally.
I like his speaking style... Verbal and visual style
AP Signature Style “assalamualaikum hehe combination forms
and Visual Appeal wak,” the visuals are memorable and -effective
tempting. persuasive cues.
G.e ographlc . Interested, but the locations Geograp hical barrler's limit
El Limitations n . persuasive  effectiveness
. are too far from where I live. . .
Persuasion despite appealing content.
Content with lots of views Vlral}ty and co}laboratlon
Influencer Effect . amplify persuasive appeal
AM o and famous influencers .
and Virality . through social
grabs my attention. ; .
amplification.

Source: Processed by Researcher (2025)

The table above illustrates that persuasive messaging on the Instagram account
(@maumakanchanel is constructed through a structured blend of visual, verbal, and emotional
communication strategies. Its primary strength lies in the authenticity of the account owner’s
motivation supporting local MSMEs conveyed through consistent and personal narratives. This
contributes to strong communicator credibility (ethos), enhancing audience trust and positioning
the account not merely as a culinary promoter but as an agent of social values. The commitment
to honest reviews on taste and halal certification further strengthens the account's position within
the central route of persuasion, where audiences are convinced by the communicator’s integrity
and values (John & De’Villiers, 2020).

From a message strategy perspective, the strength of visual presentation such as enticing
food imagery, angle composition, and provocative headlines serves as a dominant initial
attractor. These elements play a crucial role as peripheral cues in the Elaboration Likelihood
Model (ELM), drawing audience attention before deeper elaboration occurs. Direct appeals like
“yok cobain” and signature jargon such as “assalamualaikum, hehehe wakkk” function not
merely as stylistic expressions but also as persuasive techniques that utilize repetition and
reinforce the communicator's identity. This style fosters parasocial interaction, where audiences
feel a personal and informal connection with the creator, thereby enhancing emotional persuasive
effectiveness (Zhang & Lee, 2023).

From the content production perspective, the creative strategy of the (@maumakanchanel
team shows a clear adaptation to digital trends while maintaining a unique stylistic identity. This
creates continuity between novelty and familiarity, essential in building audience loyalty. On the
audience level, responses vary significantly. Informants such as DY, DH, and WY demonstrate
internalization of messages into daily routines, reflecting effective persuasion via the central
route. Others, like BA and EI, indicate that persuasion may weaken without geographical
proximity or when engagement is merely based on social proof.

Collaborative elements such as influencer involvement and content virality strengthen the
peripheral route of persuasion. Well-known public figures add external credibility and
exponentially broaden message reach through social amplification. These findings suggest that
persuasive communication in digital culinary accounts cannot be separated from the audience’s
social, psychological, and cultural context. Messages must be more than informative they must
be felt, personalized, and imaginatively replicated in the audience’s consumption behavior.
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Table 3. Interview Results with Informants of the @maumakanchanel Account Based on

ELM Theory

Informant

Description

Interpretation Based on ELM

DY

DH

WY

BA

PA

AP

EI

AM

The account owner's motivation is based on a
personal passion for culinary arts and a
consistent commitment to support small
MSMEs through the hashtag
#bantuUMKMkecil.

The content manager actively follows social
media trends and adapts them to the unique
communication style of the
(@maumakanchanel account.

The informant is highly loyal because the
content consistently induces  appetite,
encouraging spontaneous trials.

The informant states that the account has
become an essential part of their daily routine,
serving as a source of culinary inspiration.
The informant appreciates the account for
offering food content that aligns with student
economic conditions.

The informant is drawn to the creative and
informative content and expects further
interaction, such as Q&A sessions.

The informant follows the account solely due
to social recommendation (from a partner),
without personal content engagement.

The informant strongly trusts the account
owner's reviews due to the owner’s authentic
and honest expression in each content piece.

The informant is highly attracted to the
distinctive language style and engaging
visuals consistently presented in the content.
The informant is interested in the content but
faces geographical barriers that limit their
ability to act on the food recommendations.

The informant is especially interested in viral
content or posts involving influencers or
public figures.

Central route: credibility and
authenticity (ethos) strengthen
audience trust.

route: trend
creates social
and spontaneous

Peripheral
adaptation
relevance
appeal.
Peripheral route: strong
emotional responses based on
food visualization.

Central route: content
integration into daily life fosters
deep elaboration.

Peripheral route: affordability
framing serves as practical
appeal.

Central and peripheral routes:
need for information and
engagement combines
relevance spontaneous
attention.

Peripheral route: influenced by
social proof without deep
elaboration.

Central high
communicator credibility
(ethos) reinforces persuasive
message effectiveness.
Peripheral  route:  message
appeal through unique language
style and distinct visuals.
Constraint in effective message
elaboration due to geographical
limitations.
Peripheral
enhancement through
influencers and viral effects
(social amplification).

with

route:

route:  message

Source: Researcher’s Data Processing (2025)

The table above indicates that the Instagram account @maumakanchanel is developed
through a strategic combination of both the central and peripheral routes of persuasion, as
conceptualized within the Elaboration Likelithood Model (ELM) framework. Specifically, the
account owner E emphasizes credibility by consistently delivering authentic messages, notably
through genuine support for local MSMEs using the hashtag #bantuUMKMkecil. This narrative
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forms a foundational layer of trust, demonstrating the use of the central route where audiences
are persuaded through deep elaboration of the communicator’s integrity and goodwill.

From the content production perspective, the content manager N adopts peripheral
strategies by integrating trending topics from social media into the account’s distinctive
communication style. This approach effectively generates spontaneous appeal and captures
audience attention instantly. Informant AP explicitly mentions their attraction to the account’s
unique language style, such as the greeting "assalamualaikum hehe wak," signifying that
peripheral messages through distinct visual and verbal cues can foster strong psychological
attachment to the content.

Emotionally, informants DY and DH emphasize the emotional and functional integration
of the content into their daily routines. DY feels compelled to try the foods due to affective
responses triggered by vivid visual content, while DH sees the account as a practical source of
everyday cooking inspiration. These findings illustrate how the account activates both routes
simultaneously peripheral through visual stimulation and central through the internalization of
messages into daily life (Jones et al., 2022).

Conversely, some informants, such as BA and EI, demonstrate limitations in the persuasion
process. BA admits to following the account only due to social recommendations, without
engaging deeply with the messages, indicating that social proof alone does not always elicit
substantial elaboration. Meanwhile, EI experiences geographic constraints that hinder the
transition from persuasion to action. These insights suggest that persuasive effectiveness depends
not only on message construction but also on external situational factors, such as geographical
accessibility and social environment (Chenglin et al., 2023).

Furthermore, the roles of influencers and viral content as highlighted by informants AM
and PA add a significant peripheral dimension to the persuasive process. Content involving
public figures or influencers effectively leverages social amplification, extending message reach
(Huynh et al., 2021). Meanwhile, the personal credibility of the account owner, reinforced
through PA’s recognition of authentic expression, impacts audiences via the central route. In
conclusion, @maumakanchanel demonstrates persuasive efficacy through a multidimensional
approach by strategically combining ethos, pathos, social proof, and unique visual-verbal
elements within the ELM theoretical framework.

Based on the findings above, it can be interpreted that the construction of persuasive
messages on the Instagram account @maumakanchanel effectively integrates visual, verbal, and
emotional elements, in alignment with the fundamental principles of persuasive communication
as developed by Carl 1. Hovland. According to Hovland, the effectiveness of persuasive messages
depends on the communicator's credibility (ethos), emotional appeal (pathos), and the clarity and
relevance of the message content (logos). In the context of (@maumakanchanel, communicator
credibility is reflected in the account owner’s authentic motivation to support MSMEs, the
honesty in reviewing halal food, and integrity in delivering evaluations of the food’s taste quality
(Kusuma & Prabayanti, 2022). This factor has been shown to increase the trust and loyalty of
followers, such as informants DY and DH, who demonstrate a deep integration of the content
into their daily lives.

In addition to communicator credibility, emotional and visual appeal emerge as dominant
factors in the persuasive strategy of the account. The Elaboration Likelihood Model (ELM)
theory by Petty and Cacioppo posits that persuasion occurs through two primary routes: the
central route, which involves deep elaboration based on rational arguments, and the peripheral
route, which emphasizes aspects such as visualization, communication style, and the use of
public figures (Pertiwi & Sanusi, 2023). In this study, it is evident that @maumakanchanel
strategically activates the peripheral route through visually appealing food imagery, suggestive
headlines, and repetitive, distinctive jargon. These techniques not only capture spontaneous
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attention but also create positive associations that are strongly embedded in the audience's
memory, as noted by informants AP and WY.

The use of a unique communication style such as the familiar greeting "assalamualaikum,
hehehe wakkk" generates a parasocial effect wherein the audience feels as though they are
receiving a personal recommendation from a close friend. This phenomenon corresponds to the
principle of emotional closeness in Hovland's persuasive theory, wherein messages delivered in
a personal and informal manner tend to be more effective in building trust and prompting action
than those that are formal and impersonal. Thus, the account’s communication style has
successfully fostered psychological proximity between the communicator and the audience,
enhancing persuasive effectiveness through an imagined yet psychologically potent sense of
familiarity (Van Der Bles et al., 2019).

From the perspective of message elaboration, findings indicate that not all audiences
engage with persuasive messages through the same route. Some informants, such as DY and DH,
exhibit high involvement through the central route, where content is actively processed and
internalized into daily routines. However, other informants, such as BA and EI, who follow the
account based on social recommendations or are limited by geographic constraints, tend to
engage via the peripheral route. This suggests that the effectiveness of persuasive messages is
also influenced by individual audience characteristics and external situational factors,
highlighting the need for persuasion strategies to be adaptively designed according to varying
audience contexts.

The persuasiveness of the messages is further reinforced through the use of influencers and
viral content, as conveyed by informants AM and PA. This strategy aligns with Hovland's
communication theory, which asserts that the communicator’s credibility and the appeal of public
figures can significantly enhance a message’s persuasive power. By leveraging the popularity of
public figures and the viral nature of content, the account is capable of creating a "social
amplification" effect, whereby the reach and acceptance of the message increase exponentially
due to these external factors (Girsang, 2020).

Thus, this study reveals that the success of (@maumakanchanel in constructing persuasive
messages lies in its ability to synergistically combine both central and peripheral routes,
communicator credibility, visual and verbal appeal, and social factors such as influencers and
media trends. Overall, this persuasive message construction generates strong resonance in
audience perception, producing enduring persuasive effects both rationally and emotionally.

A novel finding of this study is that effective persuasion in culinary social media is not
solely determined by visual strength and emotional appeal; rather, it critically requires the
integration of the communicator's authenticity and adaptive strategies tailored to the audience’s
social context. The balance between credibility, social relevance, and strategic use of visual-
verbal stimuli serves as the key to achieving optimal persuasive effects in today’s digital era.

CONCLUSION

This study reveals that the communication model of culinary content on the Instagram
account (@maumakanchanel is constructed through the integration of visual, verbal, and
emotional elements, strategically packaged by the communicator to foster psychological
closeness with the audience. The applied persuasive strategy is not singular but rather a
combination of central and peripheral routes within the framework of the Elaboration Likelihood
Model (ELM). The content creator’s authentic motivation to support MSMEs, distinctive
language style, and the use of appetizing food visuals play significant roles in shaping credibility
(ethos), emotional involvement (pathos), and audience trust in the message content. These
findings are supported by a range of informant responses, indicating that the persuasion process
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occurs adaptively, depending on the social, geographical, and psychological characteristics of
each audience.

Based on these results, it is recommended that culinary content creators on social media
develop communication strategies that not only emphasize product visualization but also
consider emotional closeness, authenticity, and integrity in delivering messages. The use of
relatable narratives, consistent expressions, and local language has proven effective in fostering
strong parasocial relationships with audiences. Additionally, collaboration with public figures
and the enhancement of two-way interactions such as Q&A sessions or polls can serve as
effective measures to increase engagement. This study also recommends that culinary business
owners and digital promotion managers remain sensitive to the dynamics of consumer
preferences on social media, which serves as a complex, personal communication space highly
influenced by cultural and affective dimensions.
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