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Abstract

Purpose –This study examines the impact of social media information sharing and usage on consumer beliefs
particularly in the credibility of the information provided by e-commerce vendors, and consumer trust
formation.
Design/methodology/approach –Drawing on trust through social media usage and surface credibility, the
authors have proposed a research model to investigate consumers satisfaction on food and beverage (F&B)
products. Empirical support for the researchmodel was provided by using structural equationmodelling using
survey data drawn from Malaysian consumers with an account with Facebook.
Findings – Results indicate that consumer participation in social media communities support higher levels of
consumer trust and ratings of the surface credibility of information provided by an F&B vendor, and surface
credibility also helped to develop consumer trust. Trust in the vendor also exerted a positive influence on
consumer satisfaction with F&B product offerings. Results suggest that F&B that provide credible and
transparent information regarding their branded products, enjoy increased levels of consumer trust, leading to
higher levels of consumer satisfaction with their F&B consumption experience.
Originality/value – The result of this research contributes to social commerce branch of literature and has
practical implications for practitioners in the F&B industry as ameans to survival strategies to embrace critical
and challenging period during an endemic, particularly. As such, this study analyses the relationship between
social media usage, surface credibility, trust and satisfaction for developing consumer trust while managing
enterprise social media.

Keywords Entrepreneurship, Electronic commerce, Satisfaction, Source credibility,

Enterprise social media, Trust

Paper type Research paper

1. Introduction
The rapid advancements in e-commerce and enterprise social media usage for marketing and
transaction have affected how entrepreneurs manage their daily business activities. Newer,
easier to use enterprise social media (SM) applications enable entrepreneurs, and food and
beverage (hereafter F&B) industry members to market their products and build branded
communities with business partners and consumers. While free and easy to use social media
applications and contactless delivery are changing daily food consumption patterns, other
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factors that historically are shown to impede consumer engagement, such as a lack of pre-
purchase trust and satisfaction with prior transactions, remain as barriers to business
success.

Social media technologies create new commercial opportunities for businesses (Hajli, 2014;
Hajli et al., 2017a, b; Tajvidi et al., 2017, 2018). F&B merchants can use social media to
advertise, engage, and expand their target markets, and in general enable easy virtual
transaction. Due to the ease of use and ubiquity of social media and smartphones in many
regions, F&B merchants, brand managers and even start-up entrepreneurs can easily craft
and implement marketing and engagement strategies. Recent advancements in e-commerce
and social media have affected how entrepreneurs manage their daily business activities
(Olanrewaju et al., 2020) by removing many technological hurdles.

The F&B industry in Malaysia is recognised as a high-potential industry and one of the
major contributors to Malaysia’s economy (Mahidin, 2019). The F&B services recorded a
gross output value of RM82.8 billion in 2017 as compared to RM66.4 billion in 2015, growing
annually at a rate of 11.7% (Mahidin, 2019). Findings by Flanders Investment and Trade
(FIT), an agency that assists Flanders-based companies in establishing trade relations with
Malaysia, revealed that the revenue of Malaysia F&B industry in 2018, was amounted to
V22.12 billion, and increasing at a rate of 7.6% annually (Flanders Investment and Trade,
2020). Dominated by the leading small and medium enterprises (SMEs), many foreign
multinational corporations (MNCs) with manufacturing ventures are also renowned in the
Malaysia F&B industry.

This can be reflected in Malaysia’s diverse and wide range of products, from the local and
international markets. The F&B industry key sectors can be labelled as livestock and
livestock products, cocoa and cocoa products, fruits and vegetables, palm-oil based products
and herbs and spices (Flanders Investment and Trade, 2020). With a high demand for F&B
products for domestic consumption, Malaysia is heavily reliant on the imported raw
materials such as rice, meat and seafood products, including dairy milk and wheat for new
production and export. However, due to the vast number of similar products and players, it
causes the F&B distribution market to be highly fragmented. Even so, the F&B services that
are certified Halal by the Department of Islamic Development (JAKIM) provides a vital
market potential, considering over 60% of the Malaysian population are Muslims (Flanders
Investment and Trade, 2020).

Online purchasing, especially during the COVID-19 times, although set a new trend in the
e-commerce industry, has certain drawbacks that need to be considered. It is noteworthy to
mention that while Malaysian merchants have the opportunity to adopt digital
transformation of marketplaces, many SMEs struggled with the new trend, that if
overlooked, may affect the retailers’ business performance, branding and engagement with
business communities (Flanders Investment and Trade, 2020). In 2020, with the COVID-19
pandemic, the food and beverages industry was affected positively and negatively.While the
food supply chain faced certain problems as Malaysia is heavily dependent on imports, the
e-commerce industry observed significant growth as the number of people purchasing online
accelerated (Flanders Investment and Trade, 2020).

Prior e-commerce research explores how businesses engage with consumers. The quality
of the relationship amongst buyers and sellers is examined (Hajli, 2014; Kousheshi et al., 2019;
Riana and Halim, 2019), as well as customer reactions and engagement levels (T€umer et al.,
2019; Vafaei and Fekete-Farkas, 2017), and other aspects of customer loyalty (Jain et al., 2018;
Yadav andRahman, 2018). The vendors’ desire to develop an effective customer relationships
on multiple e-commerce platforms has motivated an ongoing study of SM strategies and
usages specifically designed to entice, transact with, and satisfy customers’ needs. Past
research also affirms that vendors must continually persuade customers with branded social
media promotional content (Lin et al., 2019a, b; Nadeem et al., 2019, 2020a, b;Wang et al., 2019).
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This research therefore focuses on the influence of SM engagement on the credibility of
vendor information and consumer trust formation. In addition, the current research examines
customer satisfaction levels in e-commerce settings, which in part is determined by the
customer experience (Yao and Liao, 2011). Related research in customer satisfaction
formation when shopping using e-platforms suggests that the main factors that affect
customer satisfaction are security, privacy, Website design, information quality, customer
service and the product’s price and quality (Juneja and Mehta, 2017). Our research similarly
examines how customer satisfaction is developed in the current COVID-19 economy where
social media is often being used to connect F&B buyers and sellers. In addition, this study
examines how F&B consumers evaluate SM marketing efforts, assess the credibility of
vendor-provided information, development of consumer trust and resultant consumer
satisfaction ratings. Results presented here are hoped to aid F&B entrepreneurs, and
industry members to refine SM content to better deliver a reliable and trusted shopping,
ordering and consumption experience.

Data were collected through the sampling of data among Facebook users in Malaysia,
where they were asked to answer a survey that was designed using Google Forms online
questionnaire. The survey questions were revised and adapted from prior researches, with
the measurement system of a seven-point Likert scale. Before the survey was spread to the
targeted population, it had gone through a pilot test by 25 online consumers. In the analysis
phase, the partial least squares of the structural equationmodelling (PLS-SEM) approachwas
utilised and tested for its validity.

The results of the research lead to two types of implications: theoretical and managerial.
Firstly, the study strengthens an assertion made by Giao et al. (2020) and Ha et al. (2010), both
claiming that customer satisfaction is influenced by the existing level of consumer-seller
trust. In addition to that, it is the first research that examines how customer satisfaction and
engagement are affected by social media, trust, and surface credibility in the F&B industry.
Other than that, managerial implications include a more creative involvement and
commitment from F&B vendors in participating on social media, making efforts to receive
customer feedbacks, and putting in the work to build customer-vendor trust.

Results presented here provide further insight and implications for the F&B industry in
the new COVID-19 economy where vendors and consumers alike are increasingly relying on
contactless ordering and delivery. The research begins with a brief review of the relevant
foundational literature that supports the proposed research model, and presents the
hypothesized relationships of the research model. Next the research methodology, and the
data collection procedures are presented. The paper concludes with a discussion that
highlights the contributions and limitations of this research and provides several suggestions
for further research.

2. Related work
Social media and customer trust are interdependent where through various technologies that
improve its performance, social media attracts customers and reciprocally trust is built. With
the confidence gained through the customers’ support, marketers can increase the sales items
and selling volumes. Besides technology advancement, other criteria that largely contribute
to the development of customer trust are based on the quality and validity of the information
given for each product or service advertised (Ludin and Cheng, 2014; Juneja andMehta, 2017).
New customers’ purchase intent may increase when the product description given matches
past purchase reviews besides being able to achieve good ratings and upstanding (Witmer
and H�akansson, 2015; Zhang et al., 2019). Therefore, vendor content, past customer review
and product that matches said quality are essential to improve customer trust. Based on this
context, an exploration of social media’s role in the economic revolution for entrepreneurs
especially in the F&B ventures will be presented in this paper.
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Social media have largely improved and maintains its performance by engaging friendly
marketing tools to establish a relationship between entrepreneurs and customer
(Fang et al., 2011; Zahoor and Qureshi, 2017; Paquette, 2013; Icha, 2015; Rapp et al., 2013).
In general business context, the number of contacts and how effortless it is to share vendor
content depend on the social media marketing tools that one uses. This platform is also
responsible for allowing the business to meet suitable clients and can be grouped into tools
that fit for small to medium businesses and also for enterprise businesses. Some tools that are
suitable for small to medium businesses are such as Buffer, Sprout Social, Agora Plus and
eClincher. Meanwhile Sprinklr, Oktopost, Falcon.io, Salesforce Social Studio, Spredfast,
Likeablehub, Social Flow, etc. are suitable for the latter (Jumin et al., 2017; Brinker, 2017).
These social media platforms come in different designs and are manageable to engage in
effective customer engagement, management, analytics and most importantly provides a
certain level of security tomaintain trust (Nilashi et al., 2015). Thus, the social media feature is
one of the main criteria that need to be explored to show that it is essential to lead to customer
trust. Social media features need to be evaluated carefully and decide the dependability of its
credibility for different types of e-commerce platforms. Based on the study, four main
components that are social media usage, surface credibility, customer satisfaction and trust
are extracted for further research in the F&B entrepreneur journey.

2.1 Theoretical development
2.1.1 Entrepreneurship and e-commerce. E-commerce platforms support F&B entrepreneurship
by connecting vendors and consumers in new ways. We contend that social media (SM) is
creating an economic revolution for entrepreneurs, and providing a pathway to prosperity
for new F&B ventures. SM has been described byKaplan (2015) as “a group of Internet-based
applications that are built on the ideological and technological foundations of Web 2.0, and
allow the creation and exchange of user-generated content.” Vendors and consumers alike
can connect via SM channels, enabling product evaluation, consumer information sharing
and engagement.

In today’s world, it has become much easier for individuals to become entrepreneurs
through smart use of e-commerce and social commerce platforms to promote their products and
services, transact, accept payment and fulfil orders. E-commerce apps on smart phones, provide
an inexpensiveway to buildmarket shares, especially small andmedium-sized businesseswith
limited resources (de Vries et al., 2018). Most F&B marketing activities are reported to have
shifted to online marketing channels (Hasanov and Khalid, 2015). Social media applications
facilitate communication and engagement amongst consumers, and facilitate consumers
learning about branded F&B product offerings. With daily updates and offers from branded
SM applications, the usage of social media marketing should increase customer trust in vendor
capabilities, and loyalty to branded consumption experiences (Al-Dmour et al., 2020).

The mass acceptance of SM on mobile phones has led F&B entrepreneurs and industry
members to market their products on online sites such as Facebook and Instagram, where
communities, allowing individuals to learn and support one another are built (Moro andRita, 2018),
largely in an effort to develop enough trust to a successful transaction.With the rise of scalable and
reliable SM apps, implementing an e-shop and menu on social media has with limited start-up
effort (as compared to the prior reality of hiring IT staffers or consultants that develop custom
e-commercewebpages tobuild the storefront). Socialmedia applicationsare also shown to facilitate
vendor communication (Hajli and Sims, 2015; Hajli et al., 2017a, b), enabling a more effortless
market reachability. Currently, SM applications not only enable commercial e-transacting, they
promote branded products. Therefore, the study of consumer behaviour and trust development
within the F&B SM context is important to current and emerging business models.
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2.2 Hypothesis development
This section presents the researchmodel and hypotheses that together allow the examination
of trust development in innovative F&B marketing and fulfilment channels.

2.2.1 Consumer trust in social media platforms. Trust is a significant factor influencing
consumer engagement where vendors strive to earn the trust of their target markets (Oliveira
et al., 2017). Consumer trust, however, can be easily damaged by logistics or food service
failures. Global F&B brands can experience difficulty entering foreign markets. Even
powerhouse global brands can be confused about why consumer trust levels (as measured by
the brand’s low market share) can remain relatively low even after several years in a new
region. In the pre-purchase phase of product consumption, the consumer has only a digital
interaction (and perhaps prior experience) with an F&B vendor and fellow consumers;
therefore, consumer trust development patterns are malleable. The trust measure captures
consumers’ judgement of the reliability of a branded product consumption experience.

A lack of trust in a vendor or brand can be an impediment to business development. Trust
can be difficult to earn as it requires consumers to envision transacting in often new and
ambiguous shopping and payment systems, and their supply chains (Sharma and Sharma,
2019). F&B offers may require consumers to take the leap and risk e-transacting; therefore,
trust levels are important consumers perceive risk (Featherman and Hajli, 2016).

Regarding the F&B consumer and their trust development processes and influencers,
consumers are exposed to the F&B products through smartphones and social media which are
rich arenas for researching prior consumers’ consumption experience and review. Consumers
value the social support (answers to posted questions) and informational support (reading non-
vendor reviews) they receive in social commerce communities. Learning from others in social
media communities has been demonstrated to promote important emotional changes such as
higher level of trust towards vendors and their product line (Shanmugam et al., 2016), which
differs based on strong versusweak recommendations from other online shoppers (Shen, 2012).

Besides that, trust is proven to be influenced by the intensity of seller’s activities on social
media and how the contents that are provided online leads to the customers’ first thoughts on
the brand or product (Attar et al., 2020). It was also observed that good website content and
involvement also result in customer satisfaction, leading to an increase in purchase intention.
In simplewords, when one is given sufficient information on a vendor’swebsite or page and is
satisfied with their online shopping experience, they will be more likely to make a transaction
and repeat their behaviour.

It can be observed that the social presence provided by other SM community members
contributes to beliefs that vendor-provided content is trustworthy (Lu et al., 2016). Further,
Hajli (2015) examined social commerce systems as an extension to online forums and
communities, and report a significant supporting link between consumer trust and purchase
intent. Trust formation in an era of reliance on social media shopping applications and
contactless F&B delivery is evolving and it is significant to test this relationship in a
Malaysia setting therefore, we hypothesise:

H1. Social media usage increases consumer trust in vendor content

2.2.2 Assessing the surface credibility of a social media vendor. Consumers (un)consciously
assess the credibility of information (provided on social media apps) that is believed to offer
tangible cues on products and vendors (Gummerus et al., 2004). Previous studies discuss how
characteristics of the social media channel enable a more compelling information design, and
a more attractive visual design (Hong et al., 2017). The current research supplements prior
efforts by examining whether the information shared in SM groups, in general, support
consumer beliefs that vendor-provided marketing information is credible. Surface credibility
measures an individual’s first impression of a vendors’ credibility based in large part, on an
initial review of a website’s visual design, and product claims. We contend that the initial
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assessment of the credibility of the vendor provided information can be used as a rough
heuristic for approach/avoid shopping decisions, hence, consumer beliefs of a vendor’s
credibility are an important initial hurdle for F&B vendors.

Recent research focuses on improving information credibility in the social media channel
(Hajli, 2018). Factors shown to affect vendor information credibility for a Facebook page
include using interactivity and information quality (Li and Suh, 2015a) to help build positive
relationshipswith customers (Srinivasan et al., 2002).Wan andRen (2017) studied factors that
significantly impact product sales, and reported that a well-designed website featuring
informative content impacted product sales more than vendor persuasive content or
promotional content). A related study by Sari et al. (2018) investigated three types of
information (persuasive information, detailed information and interactive information) that
affect information credibility of a Facebook page. Results revealed that only detailed and
interactive information increased consumer beliefs that the information was credible. We
expect that consumers value the information gleaned from SM communities, and will use this
information to assess the credibility of vendor content.

Prior research demonstrates that well-designed interactive sites generate a better-quality
user experience (Cheng, 2019), increased consumer engagement behaviours (Su et al., 2020),
improve ratings (Kaushik and Srinivasa, 2017) and improve consumer perceptions (Tarafdar
et al., 2019). In addition to SM surface, content and marketing activities also were reported to
have a significant (however indirect) positive effect on purchase intent, perceived value and
trust (Witmer and H�akansson, 2015; Zhang et al., 2019). Reports also suggest that a well-
designed, visually appealing, navigable website attracts more attention from online
customers, contributing to increased consumer trust and satisfaction with the e-shopping
experience (Lindgaard et al., 2011; Pengnate and Sarathy, 2017). Therefore, service providers
need to carefully craft social media messages that reinforce that they are truthful with and
care about their customers.

The reported findings suggest that communication and research conducted by consumers
using social media platforms (e.g. the hosting of product-themed discussion, with rich
informational content such as consumer reviews and consumption experiences, etc.) will
enhance consumer’s ability to perceive whether vendor provided informational content is
credible. To examine this relationship in an F&B context, we hypothesise:

H2. Social media features increases the surface credibility of vendor content

2.2.3 Trust development process for a social commerce encounter. In addition to facilitating
consumer beliefs that vendor-provided social media content is credible, the technical and
visual design of the social media shopping channel may also contribute to higher levels of
consumer trust. Social media applications provide informational and entertaining content to
market F&B products and services. However, trust-building takes time and often repeated
exposure. Trust formation for Indian online consumers was examined (Punyatoya, 2018) and
the factors that influenced consumer trust included perception of security, privacy policy,
website quality and the credibility of the online retailer. The current research examines
whether the surface credibility of vendor providedmaterials influences subsequent consumer
trust levels.

Factors other than the reliability, dependability and credibility of the e-vendor (based on
an evaluation of the information presented in social media channels) are shown to support
higher levels of consumer trust in e-commerce shopping. An attractive website design also is
shown to support higher levels of customer satisfaction and trust when online shopping
(Faisal et al., 2016). The visual interface design of e-shopping platforms is shown to greatly
influence consumer motivation, and depth of cognitive processing (engagement) when
shopping (Faisal et al., 2016).
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Furthermore, websites that carefully use visual content (images, video and logos) may
attract new customers and directly affect customer trust. The perceived quality of the
e-commerce HCI interface has been shown to support higher levels of consumer trust in an
e-commerce vendor (Wang et al., 2016). A great deal of effort is spent by brandmanagers and
application development teams to ensure the consumer shopping experience (whether on
smartphone, tablet or screen) is easy to navigate, easy to understand, easy to use, and as a
result, high quality.

In a study of the security, design and content dimensions of a mobile commerce website,
the dimensions that significantly influenced customer trust were content and design factors
(Nilashi et al., 2015). In addition to information quality signalling a reliable and trustworthy
vendor, the web design quality of e-shopping platforms is also important element for the
success of e-shopping and to appeal to new customers that are deciding to purchase (Dedeke,
2016). Web design quality is likely to support consumer beliefs that a vendor’s SM content is
credible, and lead to higher levels of consumer trust, which is crucial for vendor
sustainability. Related research examines the effect of perceived information quality on
consumer trust levels, and reports that higher consumer trust levels are associated with
higher purchasing intent (Ponte et al., 2015). Vendor crafted product offerings hosted with
social media shopping applications express signals of product and vendor quality, vendor
and information credibility.

In a study by Sharma and Pawar (2020), there are various factors to consumers’
perceptions and attitude towards online products or services, including their own
experiences, viewpoint, and inclination. It was mentioned that the brand image that social
media contents carry an important role to establish and maintain credibility, as it is a
powerful tool that can mould consumers’ opinions on the brand. We contend that consumers
can develop trusting beliefs about the vendor and their F&B product offerings when the
social media content appears credible, therefore we hypothesise:

H3. Surface credibility of social media content increases consumer trust

2.2.4 Influence of trust on customer satisfaction. Market researchers measure consumers’
consumption experience using the concept of customer satisfaction. Customers gauge their
satisfaction regarding the branded products (or services) they consume by comparing the
actual product against the expected product consumption experience. Customer satisfaction
in relation to e-shopping is one of the most important determinants of consumers’ desire to
repurchase and is a measure of the extent to which a customer’s experience meets or exceeds
their expectations (Chen and Lin, 2015). Development of customer satisfaction is an important
research topic as it an important determinant of consumers’ desire to buy again (Chen and
Lin, 2015).

Several factors are shown to increase customer satisfaction. An effective website interface
design supports higher levels of customer satisfaction (Bilgihan, 2016) as is level of trust,
product quality and beliefs of the efficiency that web vendors provide (Park et al., 2017).
Similarly Guo et al. (2012) study of customer satisfaction during online shopping in China
identified that customer satisfaction was mainly determined by website design, security,
information quality and service quality.

In contrast, Eid (2011) found that determinants of customer satisfaction include user
interface quality, product quality, privacy and information quality. Ludin and Cheng (2014)
argue that e-service quality and information quality are the main factors that strengthen
consumer satisfaction. As many F&B products provide limited profitability per transaction,
developing consumer satisfaction and loyalty as measured by repeat patronage levels is
critical. Thus, examining drivers of F&B consumer satisfaction is vital in the current
COVID-19 era.
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According to Ha et al. (2010), the interactive design of an e-commerce site can significantly
influence consumer trust and satisfaction. Related research reports that consumers of an
online travel service who developed trust in an e-vendor were shown to have higher
satisfaction levels (Pappas et al., 2014; Leninkumar, 2017). Various studies (Giao et al., 2020;
Park et al., 2017; Puangmaha, 2017; Vasi�c et al., 2019) state that customer satisfaction is an
essential mediating role in re-purchase intent and other e-commerce success measures.
However, it remains to be tested whether consumer trust in an F&B vendor increases their
satisfaction with the e-shopping process and consumption experience in aMalaysian context.
For the F&B context, our researchmodel focuses on trust formation and tests for downstream
effects on consumer satisfaction, therefore we hypothesise:

H4. Trust has a positive effect on satisfaction.

Figure 1 shows the proposed conceptual model. It demonstrates how social media influences
trust and surface credibility. Additionally, surface credibility may increase consumer trust
which leads to social media satisfaction.

3. Methodology
In this section, we report the utilized research methodology, aspects of the data collection
process and aspects about the sample. This section presents the measurement items and data
analysis procedures.

3.1 Data collection
The data is gathered from a survey specifically constructed for social media users. The
sampling population were Facebook users living in Malaysia. Malaysian Facebook users are
chosen as the sample of this study to uncover the actual challenges faced by Malaysian F&B
industry from their social media activities and reviews. From the initial 450 invitees, 285 valid
responses were obtained yielding a 63.3% response rate. To assess nonresponse bias, the
initial and last responses to the survey for each research variable were t-test compared, and
no significant difference in group means levels was found. Table 1 indicates that the
respondents (105 males and 180 female) ranged in age from 18 to 52. Amajority of consumers
(68.8%) had a bachelor’s degree, 12.8% a master’s degree or higher, and 18.4% had a high
school degree or less.

3.2 Measurement development
The survey for this study was designed using the Google Forms online questionnaire. The
social media usage items were adapted from Hajli et al. (2016), trust items were adapted from
Chaudhuri and Holbrook (2001), Gefen and Straub (2000), Liang and Turban (2011) and

H1                        H4                 

H2         H3

Surface 
Credibility

SatisfactionSocial Media 
Usage

Trust

Figure 1.
Conceptual model
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Pavlou and Chai (2002). Items for satisfaction were adapted from Bhattacherjee (2001) and
Molla and Licker (2001), whereas items for surface credibility were adapted from Hajli (2018).
Themeasurement items are adjusted following the context of this study and are measured on
a seven-point Likert-type scale, ranging from 1 (strongly disagree) to 7 (strongly agree). The
survey was piloted with 25 online consumers to detect any possible issues in design and
instrumentation. After a few measurement item refinements, the survey was distributed to
the sampling population.

4. Analysis and results
The partial least squares approach to structural equation modelling (PLS-SEM) was utilized
to estimate the hypothesized paths of the research model. PLS-SEM is a tool appropriate for
identifying key driver constructs in exploratory research (Bagozzi, 1980) and appropriate for
testing path models (George et al., 2009).

4.1 Results: assessment of the measurement model
The validity of the measurement model was tested using the steps proposed by Hair et al.
(1998). Convergent validity was assessed by measuring Cronbach’s alpha (CA), composite
reliability (CR) and average variance extracted (AVE) for the construct measures. The
minimum values for CR, AVE and CA are 0.7, 0.5 and 0.7 (Hair et al., 1998) respectively were
met. The CR value of each study construct were all above 0.8. AVE value of all constructs also
exceeded the 0.70 recommended level. The outcomes thus show acceptable convergent
validity (see Table 2). The AVE measure of discriminant validity as proposed by (Claes and
F.L.D, 1981) is shown in the diagonal of correlation matrix displayed in Table 2. The AVE
values are higher than the correlation amongst any other variables, demonstrating
acceptable discriminant validity.

4.2 Results: assessment of structural model
The hypothesised relationships of the research model were PLS-estimated and are displayed
in Figure 2. The findings indicate that each path coefficient is significant. Social media design

Variable Groups Percentage

Gender Male 36.8
Female 63.2

Level of education Master and above 12.8
Bachelor 68.8
Others 18.4

Age 18–25 49.5
26–35 25.2
36–45 13.1
46–55 12.2

AVE CR CA SAT SC SM TR

Satisfaction 0.650 0.848 0.731 0.806
Surface credibility 0.602 0.817 0.691 0.597 0.776
Social media 0.727 0.914 0.875 0.634 0.496 0.853
Trust 0.520 0.812 0.701 0.544 0.619 0.564 0.721

Note(s): Diagonal values shown in italics are square roots of AVEs

Table 1.
Participants’
demographics

Table 2.
Correlations matrix
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has a positive effect on trust (β 5 0.422) and surface credibility (β 5 0.312) while surface
credibility also contributes to higher consumer trust levels (β 5 0.647). Consumer trust also
significantly affected consumer satisfaction (β 5 0.560), consistent with the findings by
Mart�ınez-Naval�on et al. (2019).

In addition, the model explains that 62% of the variance in trust responses, while 46% of
the variance in surface credibility is related to social media design factors. Finally, 71% of the
variance in consumer satisfaction scores was explained by trust in the vendor. Model
estimated results thus support the hypothesised research model.

5. Discussion
The aim of this study was to develop and empirically test a creditability-trust-satisfaction
model of consumer behaviour in Malaysian enterprise’s social media context. Beliefs in
vendor credibility and trust are the core decision criteria prior to (re)purchase and other
transaction outcomes. The research model investigated the phenomenon of consumers using
social media applications to read both vendor and consumer authored product information
and reviews. Original to this F&B research is the focus on the information and perspective
that consumers receive from more experienced friends and other consumers. Social media
forums and product pages are the information hubs, where consumers’ experience and advice
is freely shared from experts to novices. For experiential products and services such as F&B
offerings, the implication is that vendor reputation and credibility is being tracked by
independent consumer groups. The advent of hyper-informed consumers is an indication of
difficulties by F&B vendors to continually improve their social media messages (and product
consumption experience), shaping and instilling consumer trust in their branded products.

While trust formation for F&B products and services can be affected bymany factors, the
current research focused on consumer ability to learn from other consumers on social media
groups, and how this learning supports trust development. Consumers now commonly learn
from other consumer reviews before buying F&B experiences. Vendors can use social media
in many different ways to build brand, engagement and consumer trust. Especially when
reaching new target markets that are using social media extensively, understanding how
consumers evaluate the credibility and decide whether to trust a vendor is critical.

Consumers that use social media to research on F&B products and vendors may feel
confident to rely upon the informative and revealing reviews and ratings ofmore experienced
consumers. Therefore, if consumers gain familiarity with a product or vendor from more
experienced consumers (by reading SM reviews and consumption experiences) they can feel
confident in their ability to assess the credibility of vendor provided marketing information.
There are many dimensions of credibility identified to be significant for building trust in

Note(s): *p < 0.05; **p < 0.01; **; p < 0.001

Surface 
Credibility 
R2 = 0.456

Satisfaction
R2 = 0.714

Social Media 
Usage

Trust 
R2 = 0.620

Figure 2.
Results of

proposed model
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S-Commerce (Kim and Park, 2013; Bianchi and Andrews, 2012; Li and Suh, 2015), consistent
with the findings of our research where surface credibility is a precursor that affects trust
which subsequently leads to consumers satisfaction.

Based on the results of this study, it can be claimed that consumers who use social media
to learn about products and vendors also have higher trust levels. Thus, it is safe to say that
social media allows consumers of the F&B industry to build their own trust level toward F&B
vendors by doing research online, learning about the product and vendor, without the
influence of word of mouth or rumours that could affect consumers’ pre-purchase
uncertainty. The findings of this study also echo the research by Hajli (2015), which
revealed that social media activities performed by consumers on social commerce platforms
provide significant relationship with trust.

Survey results from the current research sample suggest that consumer usage of socialmedia
systems to learn about F&B product offerings led to an increase of trust in F&B e-commerce
vendors and the credibility of information provided. Product usage information gained from
more experienced consumers can inform and influence consumers resulting in stronger beliefs of
surface credibility of vendor information (as measured by the vendor information being
believable, factual and credible) and resulting in higher consumer trust levels.

The importance of consumer trust as a hurdle to consumer purchase and satisfaction is
especially relevant in the current COVID-19 economy, when more individuals are relying on
smartphone based product research and transaction, and contactless delivery of F&B
products. Thus, entrepreneurs, and other business ventures are encouraged to improve the
credibility of their social media communications.

5.1 Theoretical implications
This study confirms on the positive impact of social media usage and surface credibility on
trust and satisfaction, respectively. Also, this study creates an empirically validated model
that contributes to the S-Commerce body of knowledge. In particular, this research explains
the role of social media usage and trust in S-Commerce platforms towards users’ satisfaction.
Findings reported here confirm prior research which reported that social media usage
successfully increased trust in an e-commerce vendor (Hajli, 2015). When peers share
information and post illustrative pictures or reviews about food products on SM forums,
consumers have the information to develop trusting beliefs (Freeman et al., 2014; Tran et al.,
2017). It is noteworthy that consumers’ initial assessment of vendor surface credibility
increased consumer trust. The result of this study succeeds in reinforcing the claim by Giao
et al. (2020), reporting that website interface design is a key factor in developing customer
trust and enhancing customer satisfaction. This affirms that surface credibility is a
significant predictor which influences trust in S-Commerce platforms.

Furthermore, the study also found significant relationship between the level of consumer
satisfaction and their trust in the brand, as reported by previous studies (Ha et al., 2010). Trust
encouraged by social media usage, significantly affects social commerce satisfaction. This
finding further reinforces that social media is a strong predictor of trust leading to consumer
satisfaction. This is due to the reality in the F&Bworld that consumer satisfaction encourages
repurchase intent – and for this to be successful, consumer trust is pivotal to facilitate consumer
engagement. Above all, the current study is among the pioneer to provide a researchmodel that
aims to examine the relationship of social media, trust, surface credibility and their effect on
consumer satisfaction (and consumer engagement) in the F&B industry.

5.2 Managerial implications
In the current COVID-19 economy, consumers are increasingly time-harried, as they are
compelled to make quick F&B purchase decisions (Sheth, 2020). However, consumers still
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find the time to read incoming F&B offers, and product consumption reviews, which are
generated by other consumers that will influence their decision inwhether or not the vendor is
trustworthy. Automatically, information that are put online by vendor and consumers are an
important input to another purchase decision. Consumer trust is based on some degree of the
credibility of vendor provided SM content and the information gleaned from social media
communities. The findings of the study suggest that there is a huge implication of online
resources of an F&B product on consumers’ impression on the brand.

Results from this study imply that F&B vendors should actively participate in and read
socialmedia content generated by their targetmarkets (as a form ofmarket research). In 2018,
ReviewTrackers Online Review Surveys noted that negative vendor and product reviews
harm the brand’s equity and business revenue by 94% of the surveyed customers
(ReviewTrackers, 2018); therefore, we recommend that F&B vendors use regular short
surveys on SM (compensated by a digital discount) to remain cognizant of consumer
sentiment for different target markets. F&B vendors can also ask the customers’ targeted
open-ended questions to gain feedback about product consumption and the delivery service
experience. Through the feedbacks received from the online shoppers, the F&B retailers can
gain insights about their service quality and have a better understanding of their customers’
culture, behaviours and demands. This is detrimental to further strategise productmarketing
and re-structure their production and manufacturing process to meet the needs at both local
and international markets.

At present, consumers are increasing their shopping activities for F&B products using
social media and e-commerce applications (Chu, 2021; Sheth, 2020; Singh and Singh, 2018);
thus, online channels need to provide rich information, visual appealing apps and easy
purchase and consumption experiences. The vendor offers provided via SM applications
should convey product information clearly and in a believable manner (to increase surface
credibility). Given this study’s findings, F&B entrepreneurs should also continually refine
and develop social media based e-shopping and delivery systems. Further customization of
social media platforms can give the target markets a personalized views to familiarise,
credible product information to increase consumer trust levels and ultimately enhance the
levels of customer satisfaction.

In the current COVID-19 economy, we expect that consumer trust (in a vendor and their
brand’s F&Bproducts) will increase in importance as a purchase decision-making criteria. As
such, organizations should strive to improve social media content to increase and enhance the
interactive communications on the e-shopping channel amongst current and past satisfied
shoppers (perhaps by offering discounts for positive reviews). Vendors are encouraged to
focus and facilitate consumer trust formation by continually reforming their SM marketing
messages and developing interactive conversations with members of key target markets. For
example, F&B e-shopping apps should provide and highlight assurances of transaction
security, the pledge of information privacy, and the promise of customer satisfaction. F&B
retailers should proactively provide accurate and sufficient information about their brand’s
products to develop transparency. In summary, branded social media applications have
become a more important connection to target markets and can be leveraged to develop
market share. Therefore, the importance of portraying credibility to facilitate consumer trust
has never been more necessary.

5.3 Limitations and future research direction
Several limitations of this study can be addressed in future research. First, the study’s
sampling population were limited to Facebook users living in Malaysia. Future research
using data sets from different regional economies could expose regional differences or
additional findings. Second, the data collected for this study was during the COVID-19
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pandemic active phase, and therefore, the results may vary with pre and post pandemic
studies. Future research could also compare specific F&B social media designs or marketing
campaign to identify consumer assessments of surface credibility, which was demonstrated
as an important influence on consumer trust levels. The research phenomenon can also be
studied in a longitudinal manner to assess changes over time. Future research can expand the
current research model to identify further drivers of consumer trust in the social media
economy.

6. Conclusion
Consumers of F&B industry products and services are increasingly using social media
forums and friendships to learn about vendors and their product lines. Consumer leverage of
non-vendor social media content to learn about vendors and products shifts information
control to consumers because they can read a wide variety of different perspectives from
prior consumers. With consumers valuing the information they can receive on social media,
and relying on other consumers’ recommendations and reviews, the trust formation process
is now heavily influenced by social communitymembers. The past reviews show that surface
credibility is greatly important to examine customer’s trust in a particular social media
website. The website’s visual design, and product quality claims in line with the customer
opinion are pretty much related to the surface credibility. Much effort has been taken
previously in other fields to examine other e-commerce websites’ criteria but not in F&B field.
F&Bmarket leaders of the future will be the firms that exude credibility in their social media
communications and product offerings, and findways to gain consumer trust in their brand’s
promotions. By building trust in the F&B brands among the online business communities, it
opens up high opportunities for joint business, encourages more knowledge exchanges and
transfers which can lead to the empowerment of the Malaysian F&B industry.
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