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Abstract
This study, titled From Screen to Skillet (From Interaction to Application): The Contribution of Social Media Recipe Videos to Gastronomic Learning, examines how social media platforms are increasingly shaping individuals’ engagement with gastronomic learning, particularly through cooking tutorial videos. The study investigates the effects of recipe videos shared on YouTube and Instagram on users’ learning motivation, trust perception, and culinary skill development. The research is grounded in the Uses and Gratifications Theory, the Technology Acceptance Model, and Social Cognitive Theory.
Data were collected from 400 participants via an online survey and analyzed using SPSS and Hayes’ PROCESS Macro. Factor analyses revealed strong construct validity and internal consistency (e.g., Interest and Motivation: CR = .802; AVE = .574). Regression analysis showed that Skill and Practice levels were significantly predicted by Platform Perception (β = .325), Trust and Social Approval (β = .338), and Interest–Motivation (β = .287) (Adj. R² = .747; p < .001). Mediation analyses identified Platform Perception (β = .373; CI [0.296–0.450]) and Trust and Social Approval (β = .3604; CI [0.2808–0.4398]) as significant mediators. However, Digital Literacy did not exhibit a statistically significant moderating effect.
These findings highlight the critical role of platform-related perceptions and trust in transforming digital engagement into practical culinary learning. Social media recipe videos can therefore serve as effective pedagogical tools in informal gastronomic education.
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1. Introduction 
Gastronomy is not merely the art of cooking; it is an interdisciplinary field of learning that encompasses culture, sensory experiences, rituals, and the transmission of knowledge. Traditionally, gastronomic education has relied on hands-on training and master-apprentice dynamics. However, the rapid pace of digital transformation has significantly altered this learning process. Platforms such as YouTube and Instagram have emerged as alternative learning environments, not only for individual learners but also for formal educational institutions (Silaban et al., 2024).
Social media platforms offer short, aesthetically pleasing recipe videos with step-by-step instructions and high visual quality, allowing users to learn at their own pace and revisit content as needed. This format plays a particularly motivational and facilitative role for beginners or culinary students by lowering the entry barriers to applied learning (Dewanti & Sujarwo, 2021). Similar studies have shown that short instructional videos effectively enhance young adults’ motivation to cook and overcome barriers related to food preparation ( O’Donnell et al., 2023). Moreover, the visual aesthetics and simplicity of explanations in these videos enhance their accessibility and appeal (Vieira, 2017). Similar studies have shown that short instructional videos effectively enhance young adults’ motivation to cook and overcome barriers related to food preparation (O’Donnell et al., 2023).  
Recent studies reveal that social media content goes beyond mere information transfer; it also enables the transmission of culinary narratives, production values, and emotional connections (Wahyudi et al., 2024). This finding is consistent with recent evidence indicating that food influencers on social media foster learning through vicarious experience and imitation (Sokolova, Vessal, & Perez, 2024a; Sokolova, Perez, & Vessal, 2024b). YouTube content creators, in particular, have the potential to strengthen emotional engagement by forming strong parasocial bonds with viewers.
Demir (2024) analyzed behavioral tendencies towards recipe videos through the lens of the Theory of Planned Behavior, revealing that individuals' intentions to apply such content are shaped by perceived behavioral control, attitudes, and social norms. The study also indicated that trust in content creators acts as a mediating variable in learning behavior.
The impact of platforms like Instagram and YouTube on gastronomic learning is not confined to individual users. Patmanthara et al. (2019) compared how these platforms are instrumentalized in online learning processes and how they enhance student motivation. Likewise, Setiawati and Wibisono (2020) found that community-building via social media directly influences content engagement and the implementation of recipes.
In this context, the present study aims to explore how visually oriented social media platforms such as Instagram and YouTube contribute to gastronomic learning through recipe videos. The effects of these platforms on learning behaviors, willingness to apply content, motivation, and skill development are examined comparatively. Ultimately, the study seeks to offer evidence-based insights for both digital content creators and gastronomy educators in designing effective pedagogical content.
1.1. The Impact of Digitalization on Gastronomy Education: From Past to Present 
The digital transformation in recent years has brought about substantial changes in the field of education, particularly in practice-based disciplines, by introducing new tools for learning. Gastronomy education, in this context, has been structurally reshaped through video-based platforms. The foundations of video-assisted learning are rooted in Mayer’s (2016) seven principles of visual-auditory learning, which provide scholarly guidance on the effective delivery of educational materials and legitimize the use of multimedia in applied domains.
This theoretical framework was brought into practical context through the experimental research of Surgenor et al. (2017) on cooking skills. Complementary findings by Surgenor et al. (2016) also highlighted the creative and motivational value of digital cooking environments in culinary education.  During this period, video content not only supported instructional delivery but also significantly increased students’ motivation to engage in hands-on activities. 
Simultaneously, YouTube has emerged as one of the leading platforms in gastronomy education.Razali et al. (2012) demonstrated early evidence that YouTube-based tutorials can significantly enhance applied culinary learning outcomes.  Chandra and Ibrahim (2022) found that recipe videos on YouTube substantially enhanced students’ motivation, while Iftihar et al.. (2019) qualitatively confirmed that students found this platform more engaging compared to traditional classes. This student-centered approach was further linked to pedagogical strategies by Kohle and Cuevas (2010), emphasizing YouTube’s integration potential into educational processes.
On the other hand, platforms such as Instagram, which provide shorter and more dynamic content, have also gained prominence.Empirical studies by Ngqangashe and De Backer (2021) confirmed that short-form culinary videos influence adolescents’ appetitive responses and engagement behaviors.  Patmanthara et al. (2019) emphasized Instagram's potential to deliver short yet impactful content, while Martínez-García and Torres-Delgado (2020) pointed out the distinct roles of YouTube in content depth and Instagram in attention capture.Likewise, Chan and Allman-Farinelli (2022) found that Instagram users preferred video-based nutritional information, while Matwick and Matwick (2025) described how Instagram reimagines recipe narratives through visual storytelling.  Instagram has also redefined student engagement: Muna et al. (2021) reported that its interactive structure enhances participation, and Lee and Park (2023) argued that gastronomic storytelling on Instagram fosters cultural awareness. Furthermore, Tsai et al. (2025) identified a positive influence of Instagram recipe videos on healthy eating behaviors.
Meta-analytical studies evaluating the impact of digital learning environments from a holistic perspective have also made significant contributions to the literature. Focusing on the role of social media content in applied courses, Silaban et al. (2024) reported findings that support skill development in fields such as pastry arts. Setiawati and Wibisono (2020) highlighted the positive effects of user experience on the learning process. Concurrently, the use of artificial intelligence and algorithms in content production has gained prominence. Xu et al. (2020) developed algorithms to extract structured procedural knowledge from cooking videos, while Malmaud et al. (2015) conducted multimodal analyses integrating visual, textual, and auditory elements.
However, learning in digital platforms is shaped not only by content quality but also by the relationship established with the presenter. Parasocial interactions that develop on interaction-based platforms like YouTube and Instagram can significantly affect users' learning motivation and trust in the content.Similar findings by Sokolova, Vessal, and Perez (2024a, 2024b) confirm that digital food influencers can trigger imitation-based learning behaviors through parasocial engagement.  In this regard, Sokolova and Kefi (2020) and Zheng, Luo, and Shang (2022) emphasized the role of trust in content creators as a key factor in the learning process. Öztürk (2025) highlighted how the credibility of social media influencers shapes user behavior, while Lou and Kim (2019) found that younger users are more inclined to accept information from narrators they perceive as sincere. Lastly, Zhang, Xu, and Gursoy (2020) suggested that digital narrators do more than convey information—they foster emotional and cognitive learning through immersive content.
2. Theoretical and Conceptual Framework 
Gastronomic learning is a multifaceted process that involves acquiring cooking skills, gaining familiarity with diverse culinary cultures, and applying this knowledge in practical settings. With the impact of digitalization, this process has transcended traditional classroom boundaries, with social media platforms offering an alternative environment that supports both individual and experiential learning. Visual-based platforms like YouTube and Instagram enable users to observe, replicate, and share recipe content, thereby becoming active participants in the learning process (Yıldırım & Uyar, 2024; Kaygısız, 2022). In this regard, individuals do not merely consume social media content passively; rather, they select and utilize it based on their personal needs and expectations. The Uses and Gratifications Theory (UGT) provides a robust framework to explain this interactive behavior.
2.1. Uses and Gratifications Theory (UGT) 
The Uses and Gratifications Theory posits that individuals do not passively absorb media content; instead, they consciously select it to fulfill specific needs, such as acquiring information, enhancing skills, expressing themselves, and establishing social connections (Katz, Blumler & Gurevitch, 1973; Ruggiero, 2000). Palmgreen et al. (1980) further emphasized these functional motivations.
Yıldırım and Uyar (2024) highlighted that social media content, particularly in the context of culinary education, effectively meets these needs. Research by Toğlukdemir and Pazarbaşı (2019) involving youth audiences revealed that platforms like YouTube provide both informational and social gratification. Furthermore, the perceived utility of the digital platform through which content is accessed plays a decisive role. At this point, the Technology Acceptance Model (TAM) offers a valuable framework to understand individuals’ platform perceptions and usage behaviors.
2.2. Technology Acceptance Model (TAM) 
The Technology Acceptance Model, developed by Davis (1989), explains individuals' intention to use a particular technology based on two key constructs: perceived usefulness and perceived ease of use. According to this model, if a user finds a digital platform both functional and easy to navigate, their likelihood of using and engaging with it increases significantly (Venkatesh & Davis, 2000).
Kaygısız (2022), in a study on social media and restaurant branding, demonstrated that users are more engaged with platforms they perceive as aesthetic, fast, and accessible. These platform perceptions are closely linked to trust in content creators and perceptions of social approval, which in turn facilitate not only content consumption but also behavioral application (Gefen et al., 2003). Thus, individuals’ learning experiences on social media are not just a function of technological usability but are embedded in relational and perceptual dynamics. To understand how these learned behaviors are internalized and acted upon, Social Cognitive Theory provides an appropriate conceptual lens.
2.3. Social Cognitive Theory (SCT) 
Social Cognitive Theory, developed by Albert Bandura (1986), posits that learning occurs not only through direct experience but also via observation, imitation, and social reinforcement. Individuals mentally process the behaviors they observe and may replicate them under appropriate conditions.
Social media offers a rich environment for modeling behavior. The sentiment of "I can do this too" is reinforced when individuals encounter trustworthy content creators (Bandura, 2001). The capacity of social media content to transcend passive information delivery and catalyze behavioral learning has been corroborated by additional theoretical frameworks. For example, Yücel Güngör et al. (2017) found that culinary students did not merely watch recipe content on social media but also internalized it as part of an experiential learning process.
This aligns with Mayer’s (2001) Cognitive Theory of Multimedia Learning, which asserts that effective learning occurs when visual and auditory information are presented simultaneously. Recipe videos on social media platforms exemplify this integration, combining text, sound, and imagery to reinforce both cognitive and affective learning. Özbay and Çekin (2021) also demonstrated that such content not only shapes destination image but facilitates efficient knowledge transfer.
Moreover, Constructivist Learning Theory emphasizes that individuals actively construct knowledge by linking new content with personal experience and context. In this respect, Tartıcı’s (2024) study on Instagram gastronomic content found that users are not merely passive consumers; they adapt recipe videos to fit their own culinary practices, resulting in creative reinterpretations.
Additionally, drawing on Bourdieu’s Cultural Capital Theory (as cited in Kaygısız, 2022), gastronomic knowledge, aesthetic preferences, and culinary skills acquired via social media are not only personally enriching but also serve as symbols of cultural capital, enhancing one’s social positioning and prestige. Thus, social media content functions not only as a personal learning tool but also as a medium for symbolic and social advancement. 
Lastly, Zhang, Xu, and Gursoy (2020) suggested that digital narrators do more than convey information—they foster emotional and cognitive learning through immersive content.
Furthermore, gastronomic storytelling on Instagram fosters not only engagement but also narrative-based cultural transfer. Matwick and Matwick (2025) emphasized that recipe videos on Instagram reshape traditional culinary storytelling into interactive, visual narratives that enhance learning retention. 
2.4. Model and Hypotheses
Based on the theoretical foundations outlined above, this study proposes the following hypotheses to investigate the effects of social media recipe videos on gastronomic learning:
H1: A positive perception of social media platforms enhances individuals’ interest and motivation toward recipe content.
H2: Increased interest and motivation toward recipe content positively influence trust in content creators and perceptions of social approval.
H3: Trust in content creators and perceived social approval increase the likelihood of applying skills based on social media recipe content.
H4: Platform perception mediates the relationship between users’ interest/motivation and their level of skill application.
H5: Trust and social approval mediate the relationship between interest/motivation and skill application.
H6: Digital literacy moderates the effect of platform perception on interest and motivation—this relationship is expected to differ depending on users’ levels of digital literacy.



3.  Methodology
This study was structured to examine the effects of recipe videos shared on social media platforms (Instagram and YouTube) on gastronomic learning. A mixed-methods approach was adopted, combining quantitative and qualitative techniques to capture both the breadth and depth of the research problem.
The sample consisted of university students enrolled in gastronomy programs and individuals over the age of 18 who regularly follow recipe videos on social media platforms. A purposive sampling technique was employed to ensure the inclusion of participants with relevant experience. In the quantitative phase, the aim was to reach a statistically sufficient number of respondents, targeting a minimum sample size of 350.
Data were collected using a questionnaire developed by the researchers, grounded in validated constructs from the literature. The survey included 12 items designed to measure variables such as learning motivation, willingness to apply knowledge, skill development, trust in content creators, and platform preferences. All items were rated on a 5-point Likert scale (1 = Strongly Disagree, 5 = Strongly Agree).
The scale items were adapted from reputable sources such as Chen et al. (2025), Nainggolan et al. (2024), Sokolova & Kefi (2020), The Spruce Eats (2023), Rini et al. (2024) and Wired (2018). Additionally, the global content analysis study by Mejova et al. (2016) supported the cultural diversity dimension of digital gastronomic trends.
Quantitative data were analyzed using SPSS 25 and AMOS 23. Descriptive statistics (mean, standard deviation, frequencies) were calculated first, followed by internal consistency reliability testing using Cronbach’s alpha. Pearson correlation analysis was conducted to assess inter-variable relationships.
The study adhered to ethical research principles. Informed consent was obtained from all participants, and data were anonymized and used solely for scientific purposes.
Ethics Approval and Informed Consent
This research was approved by the Balıkesir University Social and Human Sciences Research Ethics Committee (Decision No: 2025/05-43, dated 23 May 2025). All procedures involving human participants were conducted in accordance with the ethical standards of Balıkesir University and the Declaration of Helsinki. Informed consent was obtained electronically from all participants prior to data collection, and participation was voluntary and anonymous.
3.1. Data Collection 
Tool This research adopted a quantitative design, utilizing a structured questionnaire as the primary data collection instrument. The questionnaire was developed to assess the multifaceted effects of recipe videos on gastronomic learning. Items were either adapted from existing validated scales or constructed in alignment with the study's theoretical framework.
The scale was designed based on three core theories: Uses and Gratifications Theory, Technology Acceptance Model, and Social Cognitive Theory. Each item was rated on a 5-point Likert scale (1 = Strongly Disagree to 5 = Strongly Agree).
The dimensions and corresponding items were as follows:
1. Interest and Motivation (Items 1–3)
· Recipe videos increase my interest in cooking. (Mejova, Abbar & Haddadi, 2016; Surgenor et al., 2017 ; Rini et al., 2024)
· YouTube videos enhance my desire to learn. (Wired, 2018)
· Instagram recipe content encourages me to try new dishes. (Chen et al., 2025)
2. Learning and Application (Items 4–6)
· I try out recipes I see in videos at home. (Chen et al., 2025; Nainggolan et al., 2024)
· I have learned new techniques thanks to video explanations. (Nainggolan et al., 2024)
· Social media recipes have improved my culinary skills. (Nainggolan et al., 2024)
3. Trust and Social Approval (Items 7–9)
· I am more open to learning when I find the content creator trustworthy. (Roorda & Cassin, 2025; Chen et al., 2025)
· The trust I feel toward the presenter influences my willingness to apply recipes. (Ohanian, 1990; Eru et al., 2018; Sokolova & Kefi, 2020; Öztürk, 2025)
· Comments and likes help me assess the quality of the video. (Sokolova & Kefi, 2020)
4. Platform Features (Items 10–12)
· YouTube videos are more explanatory. (Wired, 2018; Zeng et al., 2025)
· Instagram videos are more attention-grabbing. (The Spruce Eats, 2023)
· Short videos help me learn more quickly. (The Spruce Eats, 2023)
The final instrument comprised 12 items across 4 dimensions. To ensure content validity, expert reviews were conducted. A pilot study was carried out, and the internal consistency of each dimension was tested using Cronbach’s alpha, with all values exceeding the acceptable reliability threshold.
4. Finding
Table S1 presents the demographic characteristics of the study participants, including gender,age, marital status, education level, social media usage duration, and preferred platforms. 
Table S1. Demographic Variables
	Demographic Variables
	n
	%
	Daily Usage Duration
	n
	%

	Male
	255
	63.7
	Less than 1 hour
	195
	48.8

	Female
	145
	36.2
	1–2 hours
	145
	36.2

	Marital Status
	
	
	3–5 hours
	46
	11.5

	Single
	315
	78.8
	6–8 hours
	14
	3.5

	Married
	85
	21.2
	
	
	

	Age
	
	
	Social Media Platform
	
	

	18–24
	143
	35.8
	Instagram
	234
	58.5

	25–35
	139
	34.8
	YouTube
	166
	41.5

	36–45
	118
	29.5
	
	
	

	Education Level
	
	
	Usage Duration
	
	

	Primary School
	11
	2.7
	1 year
	35
	8.8

	High School
	75
	18.8
	2 years
	66
	16.5

	Associate Degree
	150
	37.5
	3 years
	77
	19.2

	Bachelor's Degree
	164
	41.0
	4 years
	125
	31.3

	
	
	
	5 years or more
	97
	24.2

	Total
	400
	100
	Total
	400
	100


Among the participants, 63.7% were male and 36.2% were female. A significant majority (78.8%) of respondents were single, while 21.2% were married. In terms of age distribution, 35.8% were between 18–24 years, 34.8% were aged 25–35, and 29.5% were within the 36–45 age group. Regarding education levels, 2.7% of participants had completed primary education, 18.8% had graduated from high school, 37.5% held an associate degree, and 41.0% possessed a bachelor’s degree.
Findings related to participants’ social media usage habits revealed that 48.8% used social media for less than one hour per day, 36.2% for 1–2 hours, 11.5% for 3–5 hours, and 3.5% for 6–8 hours. Instagram was identified as the most frequently used platform, preferred by 58.5% of respondents, followed by YouTube at 41.5%. Regarding the duration of their social media engagement, 8.8% of participants had been active for 1 year, 16.5% for 2 years, 19.2% for 3 years, 31.3% for 4 years, and 24.2% had been using social media platforms for 5 years or more.
Descriptive statistical indicators related to the scale items—such as mean values, standard deviations, and Cronbach’s alpha coefficients—are reported in Table S2 to demonstrate the internal consistency and distributional properties of the dataset.
	Table S2. Findings on Data Distribution and Reliability

	Factors / Items
	
	Skewness
	Kurtosis
	CR
	AVE
	    α

	Factors / Items
	EFA
	CFA
	Statistic
	Statistic
	.802
	.574
	.777

	Factor IM: Interest and Motivation
	.750
	.708
	.109
	-.268
	

	Recipe videos increase my interest in cooking.
	.783
	.762
	.062
	-.228
	

	YouTube videos enhance my willingness to learn.
	.740
	.703
	.114
	-.256
	

	Total Variance Explained: %57.42
KMO=0.711 Bartlett’s Test χ² = 374.813
df=3    p < 0.000                                                   

	Factor SA: Skill and Practic
	
	
	
	
	.805
	.580
	.802

	I try out recipe videos at home.
	.740
	.771
	.140
	-.193
	

	I have learned new techniques through video explanations.
	.701
	.711
	-.138
	-.254
	

	Social media recipes have improved my culinary skills.
	.837
	.799
	.050
	-.334
	

	Total Variance Explained: %58,3
KMO= 0.702 Bartlett’s Test χ² = 385,321    
df=3    p < 0,000                                                  
	
	
	
	
	
	
	

	Factor TSA: Trust and Social Approval
	
	
	
	
	.769
	.526
	.768

	I am more open to learning when the content creator seems trustworthy.
	.724
	.773
	.122
	-.462
	

	The trust I feel toward the presenter affects my willingness to apply content.
	.737
	.737
	-.095
	-.231
	

	Comments and likes provide insight into the video’s quality.
	.714
	.781
	.054
	-.283
	

	Total Variance Explained: %52,82
KMO=0.699 Bartlett’s Test χ² = 307,456
df=3    p < 0,000                                                   
	
	
	
	
	
	
	

	Factor PP: Platform Perception
	
	
	
	
	.805
	.580
	.802

	YouTube videos are more explanatory.
	.781
	.745
	.104
	-.273
	

	Instagram videos are more engaging.
	.734
	.773
	.076
	-.465
	

	Short videos help me learn faster.
	.776
	.755
	.157
	-.298
	

	Total Variance Explained: %58.36
KMO=0.713 Bartlett’s Test χ² = 389.4057    
df=3    p < 0.000                                                   

	Digital Literacy
	
	
	
	
	.869
	.526
	.869

	I verify the accuracy of online information through different sources.
	.731
	.731
	-.001
	-.830
	

	I evaluate the credibility of content before sharing on social media.
	.746
	.746
	.158
	-.717
	

	I am careful about protecting my personal data in digital environments.
	.683
	.683
	.168
	-.704
	

	I use digital tools (e.g.0. YouTube0. Instagram) effectively and efficiently.
	.728
	.729
	.048
	-.627
	

	I pay attention to ethical rules when sharing content on social media.
	.720
	.719
	-.011
	-.896
	

	I evaluate digital information with a critical perspective.
	.743
	.743
	.049
	-.801
	

	Total Variance Explained: %52,61
KMO=0.904 Bartlett’s Test χ² =  973,453    df=15    p <0.001                                                   
	
	
	


All measurement structures evaluated in Table S2, including the four main factors and the digital literacy scale, were assessed through both exploratory and confirmatory factor analyses. The Kaiser-Meyer-Olkin (KMO) and Bartlett’s Test of Sphericity results clearly indicated the appropriateness of the data for factor analysis. For the Interest and Motivation dimension, the KMO value was 0.711, supporting the suitability of the sample. Bartlett’s test was significant (χ² = 374.813; df = 3; p < .001), confirming sufficient correlation among the items. EFA loadings ranged from 0.740 to 0.783, while CFA loadings ranged from 0.703 to 0.762, suggesting that items accurately represented the theoretical construct. The construct’s reliability metrics were also robust (CR = 0.802, CA = 0.777, AVE = 0.574).
For the Skill and Practice dimension, the KMO value was 0.702 and Bartlett’s test was again significant (χ² = 385.321; df = 3; p < .001). Factor loadings ranged between 0.701 and 0.837 in the EFA and between 0.711 and 0.799 in the CFA, indicating strong item representation. The reliability coefficients (CR = 0.805, CA = 0.802) and the average variance extracted (AVE = 0.580) were satisfactory.
Regarding the Trust and Social Approval factor, the KMO was 0.699, which is at the acceptable limit, while Bartlett’s test was significant (χ² = 307.456; df = 3; p < .001). EFA loadings ranged between 0.714 and 0.737, and CFA loadings between 0.737 and 0.781. The CR (0.769) and CA (0.768) values confirmed internal consistency, and the AVE (0.526) indicated sufficient construct validity.
For Platform Perception, the KMO was 0.713 and Bartlett’s test was significant (χ² = 389.4057; df = 3; p < .001). EFA loadings ranged from 0.734 to 0.781, and CFA loadings from 0.745 to 0.773. The CR, CA, and AVE values (0.805, 0.802, and 0.580, respectively) confirmed strong construct reliability and validity.
The Digital Literacy construct, evaluated independently, had a very high KMO of 0.904 and a significant Bartlett’s test result (χ² = 973.453; df = 15; p < .001). Factor loadings ranged from 0.683 to 0.746, indicating strong representation. Reliability metrics were high (CR = 0.869, CA = 0.869, AVE = 0.526). The fact that skewness and kurtosis values for all items fell within the ±1 range confirms the data’s normal distribution and its suitability for parametric analysis.
Overall, the statistical results confirm the robustness of the data structure, as well as the reliability and validity of the measurement instruments. Each construct is empirically supported and forms a solid foundation for multivariate analysis.
To examine the relationships between variables, a Pearson correlation analysis was conducted. The correlation coefficient indicates the strength and direction of the linear relationship between variables. According to Büyüköztürk (2002: 31–32), the correlation coefficient ranges between -1.00 and +1.00, where: • -1.00 indicates a perfect negative correlation, • 0.00 indicates no correlation, • +1.00 indicates a perfect positive correlation.
The strength of the correlation is interpreted as follows: 
• Between 0.70 and 1.00: high-level correlation, 
• Between 0.30 and 0.69: moderate correlation, 
• Between 0.00 and 0.29: low-level correlation.
The correlation coefficients obtained in this study offer insights into the positive or negative directional relationships between the variables and form the basis for structural modeling. Table 3 presents the results of the correlation analysis along with descriptive statistics (𝑥̄ and SD) for each variable.
Table S3. Correlation Coefficients, Means, and Standard Deviations of the Scales
	Factors
	1
	2
	3
	4
	5
	Mean
	SD

	1. Platform Perception (PP)
	1.00
	
	
	
	
	4.32
	0.58

	2. Interest & Motivation (IM)
	0.802**
	1.00
	
	
	
	4.30
	0.61

	3. Trust & Social Approval (TSA)
	0.796**
	0.784**
	1.00
	
	
	4.25
	0.59

	4. Skill & Application (SA)
	0.808**
	0.799**
	0.805**
	1.00
	
	4.33
	0.64

	5. Digital Literacy (DL)
	-0.019
	-0.038
	-0.112*
	-0.060
	1.00
	3.78
	0.71


Notes: *p < .05, *p < .01, N = 400
As seen in Table S3, statistically significant and positively strong correlations were observed among the main variables included in the study. In particular:
• A high correlation was found between Platform Perception (PP) and Interest & Motivation (IM) (r = .802), 
• Between Platform Perception and Skill & Application (SA) (r = .808), 
• And between Trust & Social Approval (TSA) and Skill & Application (SA) (r = .805), all at the p < .01 significance level.
These findings indicate that positive perceptions of the platform enhance individuals’ motivation to learn and sense of social trust, which in turn contributes to the acquisition of culinary skills.
On the other hand, weak and negative correlations were detected between Digital Literacy (DL) and the other study dimensions. Notably, the correlation between DL and TSA was found to be weak but statistically significant (r = -0.112, p < .05). This may suggest that individuals with higher levels of digital literacy tend to approach content creators and social interactions more cautiously and critically.
The strong correlations among the model variables confirm that the inter-construct relationships align with the theoretical framework.
To determine the predictive effects of the independent variables—platform perception, interest & motivation, trust & social approval, and digital literacy—on the skill & application dimension, a multiple regression analysis was conducted. The results of this analysis are presented in Table S4.
Table S4. Multiple Regression Analysis Between Platform Perception, Interest-Motivation, Trust-Social Approval, Digital Literacy and Skill & Application
	Factors
	Unstandardized β
	Tolerance
	VIF
	t
	p

	Platform Perception
	0.325
	0.281
	3.553
	6.688
	.000*

	Interest-Motivation
	0.287
	0.298
	3.352
	6.290
	.000*

	Trust-Social Approval
	0.338
	0.299
	3.344
	7.051
	.000*

	Digital Literacy
	-0.004
	0.973
	1.028
	-0.265
	.791

	(Constant)
	0.188
	
	
	1.704
	.089

	Model Summary: R = .866, Adj. R² = .747, F = 295.930, D/W = 1.967, p = .000


Significant at p < .001 level
When multiple independent variables are included in a regression model, the risk of multicollinearity should be evaluated to ensure model validity. Tolerance and Variance Inflation Factor (VIF) values are key criteria in this context. Hair, Bush, and Ortnau (2003) suggested that tolerance should be above 0.10, while Hair et al. (2005) stated that VIF should be 5 or lower. As shown in Table S4, the tolerance and VIF values for the variables—Platform Perception, Interest-Motivation, Trust-Social Approval, and Digital Literacy—fall within the recommended thresholds, indicating no multicollinearity issues in the model.
Additionally, the Durbin-Watson statistic was calculated to test for autocorrelation among residuals. According to Kalaycı (2006), values between 1.5 and 2.5 are considered acceptable. In this analysis, the D/W value of 1.967 confirms that there is no autocorrelation between the dependent variable and residuals.
The overall structure of the model reveals that approximately 75% of the variance in Skill & Application is explained by the independent variables (R² = .747), indicating strong predictive power. Examination of the standardized beta coefficients shows that:
• Platform Perception (β = 0.325; p < .001),  Interest-Motivation (β = 0.287; p < .001)  and  Trust-Social Approval (β = 0.338; p < .001) have statistically significant and positive effects on Skill & Application. Conversely, the impact of Digital Literacy was not significant (β = -0.004; p = .791). Based on these findings, hypotheses H1, H2, and H3 were supported.
To determine whether Platform Perception mediates the relationship between Interest-Motivation and Skill & Application, a bootstrap-based path analysis was conducted. Literature highlights the superiority of this technique over the traditional mediation approach of Baron and Kenny (1986) (Gürbüz, 2019; Hayes, 2018; Preacher et al., 2007). Accordingly, the analysis was carried out using PROCESS Macro developed by Hayes (2018), employing 5,000 bootstrap samples to generate confidence intervals.
In the model, indirect effects between Interest-Motivation and Skill & Application through Platform Perception were tested. The analysis assessed direct, indirect, and total effects along with their statistical significance. Findings indicated a significant mediating role of Platform Perception. The confidence interval for the indirect effect did not contain zero, confirming the mediation effect.
This result reveals that a positive perception of social media platforms plays a pivotal role in converting users' interest and motivation into practical skills.
Detailed results of the mediation analysis are presented in Table S5.





Table S5. Mediation Effect Analysis Results (N = 400)
	
	Outcome Variables

	
	Platform Perception (M)
	       Skill & Application (Y)
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	Std. Error
	[image: ]
	            Std. Error

	Interest-Motivation(X)
	0.77*
	0.029
	0.42*
	0.044

	Platform Perception(M)
	-
	
	0.48*
	0.046

	R2
	0.644
	
	0.717
	

	Indirect Effect
	-
	
	    0,373 (0,296- 0,450)

	(X→M→Y)
	
	
	

	[bookmark: _Hlk202444228](Note: Bootstrap sampling = 5000, %95 Confidence Interval * p<0.05)


Platform Perception (M)


0.77* 							0.42*
Interest-Motivation (X)
Skill–Practice (Y)


						0.42*
						
Indirect effect=0.373 (0.296- 0.450)
Bootstrap sample=5000, 95% Confidence Interval, p<0.05
Figure S1. Structural Model Demonstrating the Mediating Role of Platform Perception in the Effect of Interest and Motivation on Skill and Practice (Hayes Model 4)
The mediation analysis results strengthen the empirical model by demonstrating that Platform Perception plays a significant mediating role in the relationship between Interest and Motivation and Skill and Practice. Bootstrap-based analysis using 5,000 resamples revealed a statistically significant indirect effect (β = .373; 95% CI [0.296, 0.450]), with confidence intervals not including zero. In addition, Interest and Motivation significantly predicted Platform Perception (β = .77; p < .05), while Platform Perception, in turn, significantly influenced Skill and Practice (β = .48; p < .05). These findings indicate that individuals’ motivational interest is translated into applied culinary skills not only directly, but also indirectly through positive perceptions of the social media platform. The structural model illustrating this mediating relationship is presented in Figure S1. Accordingly, Hypothesis H4 is supported, highlighting that learning in social media environments is shaped by both individual motivation and platform-related structural features.

Furthermore, the mediating role of Trust and Social Approval was examined using a bootstrap-based path analysis (PROCESS Macro Model 4; 5,000 resamples). Results indicated that Interest and Motivation had a significant effect on Trust and Social Approval (β = 0.7469, p < .001), which in turn significantly predicted Skill and Practice (β = 0.4826, p < .001). While the direct effect remained significant (β = 0.4318, p < .001), the indirect effect was also statistically significant (β = 0.3604; 95% CI [0.2808, 0.4398]), indicating partial mediation. These findings suggest that the transformation of learned knowledge into practice depends not only on individuals’ interest, but also on trust in content creators and perceived social validation. Detailed results of this mediation analysis are reported in Table S6.Table S6. Mediation Effect Analysis Results (N = 400)
	
	Outcome Variables

	
	Platform Perception (M)
	         Skill & Practice (Y)
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	Std. Error
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	            Std. Error

	Interest-Motivation(X)
	0.75*
	0.030
	0.43*
	0.042

	Trust-Social (M)
	-
	
	0.48*
	0.044

	R2
	0.615
	
	0.721
	

	Indirect Effect
	-
	
	    0,373 (0,296- 0,450)

	(X→M→Y)
	
	
	

	(Note: Bootstrap sampling = 5000, %95 Confidence Interval * p<0.05)




Trust–Social Approval (M)


0.75* 							0.48*
Interest-Motivation (X)
Skill–Practice (Y)

						0.43*
						
Indirect effect=0.3604 (0.2808-0.4398)
Bootstrap sample=5000, 95% Confidence Interval, p<0.05
Figure S2. Structural Model Demonstrating the Mediating Role of Trust and Social Approval in the Effect of Interest and Motivation on Skill and Practice (Hayes Model 4)
The analytical findings presented in Figure S2 indicate that individuals’ interest and motivation toward social media content significantly enhance their trust and social approval toward content creators (β = 0.7469, p < .001). In turn, trust and social approval significantly predict individuals’ tendency to translate learned knowledge into skill and practice (β = 0.4826, p < .001). While interest and motivation exert a significant direct effect on skill development (β = 0.4318, p < .001), this effect decreases with the inclusion of trust and social approval in the model, and the indirect effect remains statistically significant (β = 0.3604; 95% CI [0.2808, 0.4398]). These results indicate that trust and social approval partially mediate the relationship between interest–motivation and behavior-based skills. Accordingly, individuals’ engagement with digital content is shaped not only by their intrinsic interest, but also by perceived credibility and social validation, which play a decisive role in transforming learning into practice.

Following the identification of mediating mechanisms, the moderating role of digital literacy was examined using a bootstrap-based moderation analysis (PROCESS Macro; 5,000 resamples). Results revealed that platform perception had a strong and positive effect on interest and motivation (β = 0.8077, p < .001). However, neither the direct effect of digital literacy (β = –0.0368, p > .05) nor its interaction with platform perception (β = 0.0067, p > .05) was statistically significant. Although Supplementary Figure S1 illustrates a gradual increase in motivation across different levels of digital literacy, the non-significant interaction term indicates the absence of a meaningful moderation effect. Therefore, digital literacy does not significantly moderate the relationship between platform perception and interest–motivation. Based on these findings, Hypothesis H6 was rejected, while platform perception was confirmed as a strong and direct predictor of motivational engagement.Conclusion, Discussion and Recommendations
This study provides important insights into contemporary learning practices by examining how social media recipe videos on YouTube and Instagram shape individuals’ gastronomic learning processes. The findings demonstrate that digital platforms have evolved beyond simple information-sharing tools and now function as multifaceted learning environments that influence users’ interest, motivation, trust, and perceived social approval.
Results indicate that platform perception plays a central role in enhancing individuals’ interest and motivation toward social media content. Platforms perceived as functional, user-friendly, and engaging are more likely to capture attention and stimulate learning motivation, supporting the core assumptions of the Uses and Gratifications Theory. Increased interest and motivation further strengthen trust in content creators and perceptions of social approval, which facilitate the translation of learned information into real-life culinary practice. These findings are consistent with Social Cognitive Theory, particularly the principles of observational learning and self-efficacy.
Mediation analyses reveal that learning outcomes are not driven solely by platform characteristics, but are also shaped by trust and social approval, which transform motivational interest into applied culinary skills. In this sense, social media recipe videos operate not only as sources of information, but as socially validated learning tools that encourage behavioral application—an effect that has become increasingly salient in the post-pandemic context of digital kitchen culture and home cooking practices.
Conversely, digital literacy was not found to moderate the relationship between platform perception and interest–motivation. This suggests that the motivational impact of recipe videos is largely independent of users’ technical competence and is instead driven by content structure, presentation style, and emotional engagement. Accordingly, social media–based culinary content appears to offer a relatively inclusive learning environment, capable of engaging users across varying levels of digital proficiency.
Overall, these findings underscore that social media content should not be viewed solely as entertainment, but as a meaningful medium for learning and skill development. To effectively leverage this potential, both content creators and educational institutions should adopt more intentional and pedagogically informed strategies when designing and integrating social media–based culinary content.
Data Availability Statement
The datasets generated and analyzed during the current study are available from the corresponding author upon reasonable request. All data are de-identified to protect participant privacy.
Recommendations
1. Universities and vocational schools offering gastronomy education should incorporate modules such as digital content analysis, social media-based recipe evaluation, and video-assisted practical training into their curricula. This would enable students to follow current gastronomic trends and develop effective digital information filtering skills.
2. Social media content creators should focus not only on increasing viewership but also on the pedagogical quality and credibility of their content. Transparency of information sources, accuracy of measurement units, and clarity of procedural steps are key factors that build viewer trust.
3. Public institutions and civil society organizations should develop projects to enhance digital literacy skills, enabling individuals to benefit more effectively from digital content. This would contribute to making social media–based learning more inclusive and sustainable.
4. Future research should compare the effects of digital gastronomic learning across different demographic groups, with particular attention to variables such as age, gender, education level, and cultural background. Additionally, qualitative studies involving in-depth interviews or content analysis could yield deeper insights into user experiences.
Social media platforms have transformed into dynamic spaces that address not only entertainment and socialization needs, but also learning and self-improvement goals of contemporary individuals. The findings of this study indicate that the recipes "cooked" in digital kitchens are not merely meals, but also serve as vessels of knowledge, skill, and social interaction.
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