Using New Forms of Information and Communication Technologies to Empower SMEs

Abstract:

Given the growing importance and demand for online food purchases, this study explores the
new advancements in Information and Communication Technologies (ICTs) by examining the
key features of social commerce, trust, and product’s attributes in the e-commerce
environment. Although recent theoretical developments and empirical studies indicate the
critical role of ICTs to advance online retailers’” management and innovation, limited research
focus on the impact of ICTs in the Food & Beverage (F&B) industry under the e-commerce
context. Furthermore, while much of knowledge of the effect of ICTs in the developed
countries or regions, there is a need for gaining more insights from developing countries. The
aim is to investigate possible ICTs-related entrepreneurial opportunities in the F&B industry.
We use an online survey to collect data from Malaysia and test our model. The structural
equation modelling results illustrated that Social Commerce constructs significantly impact
trust, leading to customer’s Purchase Intention. Additionally, Product’s Attributes was found
to have a significant relationship with customer’s Purchase Intention with Trust being the most
pertinent driver. This study also contributes to the F&B literature by highlighting the role of
new forms of technologies in entrepreneurship activities, especially for small and medium-

sized enterprises (SMES).
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1.0 Introduction

With the new advancements in ICTs, e-commerce has gained more and more attention
both in practice and research. For example, according to Oberlo's projection, E-commerce sales
will increase from $1.3 trillion in 2014 to $4.5 trillion in 2021 (Mohsin 2020). Especially in
the period of COVID-19, the trend of online shopping is unstoppable and is increasing hugely.
Since the Food and Beverage (F&B) industry needs to deal with perishable goods, which
should be sold quickly and preserve the high quality, e-commerce can become an excellent
help for the F&B industry. eMarketer estimated that online food and beverage sales in the US
grew 18.2% in 2019. The total sales number will surge to $19.89 billion (Lipsman 2019). E-
commerce provides a better way to help the F&B industry to deal with information
management and product processing. Some big F&B companies are paying strong interest in
developing e-commerce. Nestle's e-commerce sales grew by 18.5%, reaching 8.5% of its total
retail sales (Mohsin 2020). Except for traditional F&B firms, some tech firms focus on
developing an e-commerce strategy for the F&B industry. For instance, Amazon bought Whole
Foods back in 2017 for $13.4 billion and tried to understand the grocery business and convert

it to a whole e-commerce environment (Berthene 2019).

E-commerce helps firms and provides a convenient and safe environment for customers
to purchase high-quality products. In an e-commerce environment, customers can also choose
from a wide range of products and be well-informed before purchasing (Hajli and Featherman
2017a). Though e-commerce promotes several opportunities and benefits for both firms and
customers, both parties still have some challenges (Bazi et al. 2019; Hajli 2018; Hajli 2019b).
For example, in the period of COVID-19, there are some changes in the consumption level.
The overall demand for food and beverage products increased during the pandemic, but many
firms did not fully adjust to these changes. Due to a lack of effective supply chain management,

US farmers are estimated to have to dump 3.7 million gallons per day (BBCNews 2020).



New technological advancements developed e-commerce to social commerce (Hajli
2020; Hajli and Featherman 2017b). Social commerce is a new form of e-commerce that
enables customers to have some interaction (Hajli and Sims 2015; Hajli et al. 2017b). In this
study, we argue that with the help of social commerce and new forms of information
technologies (e.g., information and communication technologies), companies can improve
their entrepreneurship activities and stimulate customers to purchase more of their products.
Existed social commerce research mostly investigated the tool of social media (e.g., Hajli
2014a; Hajli 2014b; Hajli 2015). For example, Hajli (2015) highlighted the role of social
communication in the social commerce transaction process. The author found that trust can
influence social media communication when customers interact with social media and leads to
purchase intention. Besides, Lin et al. (2019) proposed that there are another type of social
commerce style is that firms apply social media into traditional e-commerce environment. They
provided one example of Amazon. Amazon integrates several social media (e.g., Facebook,

Twitter) sharing features to help customers share and recommend what products they purchase.

As the technological environment continues to change, businesses' tools, and
procedures to promote entrepreneurship activities are changing. For example, information and
communication technologies (ICTs) can be effective tools to help farmers and firms to protect
and main food security and quality (TechnologyWatch 2020). The usage of ICTs in the Food
and Beverage (F&B) industry can support and promote the information change in different
industry actors. For example, Akintelu et al. (2016) investigated factors that can contribute to
adopting ICTs in the Nigerian F&B industry. These adoption factors are human resource

capability, level of ICTs investment, and ICTs competency.

Although some researchers have spent many efforts investigating the topic of social
commerce and ICTs, the current literature still has limitations in certain areas. As noted before,

previous social commerce research mainly focused on investigating social commerce on social



media. To our best knowledge, few studies attempt to investigate the role of new forms of
innovative technologies other than social media in social commerce. The second gap this study
addresses is the lack of focus on entrepreneurship need for Small and Medium Enterprises
(SME) as most existing researches mainly discuss entrepreneurship for mega F&B companies.
Questions like how entrepreneurs and SME owners/managers apply new forms of innovative
technologies for their business need to be answered. Furthermore, few studies have been
examined the role of social commerce in the developing countries. As developing countries
have less resources when compared with developed countries, it is essential to have a

comprehensive understanding of social commerce in both developed and developing countries.

To address these research gaps, this study proposes a new empirical model that captures
key features of social commerce and also investigates some other key factors (trust, product’s
attributes) in the e-commerce environment, to investigate possible ICTs-related entrepreneurial
opportunities in the F&B industry. In the context of specific social commerce, this work
incorporates social commerce functions with ICTs. Thus, our work contributes to the F&B
literature by highlighting the role of new forms of technologies in entrepreneurship activities,
especially for SMEs, thus providing a deeper understanding of innovative technologies
adoption and application in the F&B industry. Besides, it highlights social commerce's role,
particularly the role of introducing new technologies to drive consumer buying behaviours.
From a practical point of view, this research provides significant help on how entrepreneurs
and SME owners/managers apply new forms of innovative technologies for their business

through the application of social commerce.

The study organizes as follows: In section 2 (Literature Review), this study's theoretical
foundation and hypotheses development will be discussed. In section 3 (Methodology), our
empirical research mythological design will be discovered. In section 4 (Data Analyses and

Results), results and findings will be provided based on our empirical data analysis. Lastly, in



section 5 (Discussion), the study results, theoretical contributions, managerial implications,

and future directions are discussed.

2.0 Literature review

2.1 Theoretical Background

2.1.1 ICTs and the opportunities for entrepreneurship

To develop and maintain competitive advantages in entrepreneurship, enhance
organizational performance, and economic growth, more and more organizations, applied ICTs
massively (Barba-Sanchez and Jiménez-Zarco 2007). ICTs many different kinds of features
and functions not only provide considerable flexibility in the entrepreneurship context but also
increase the efficiency of entrepreneurship development and employment opportunities
(Haghighi et al. 2018). Hafkin and Taggart (2001) argued that ICTs are the most powerful
technological tools for business development and boost entrepreneurship activities.
Brynjolfsson and Saunders (2009) empirically testified that ICTs could improve organizational
performance and entrepreneurship at firm levels. Besides, Brady et al. (2002) suggested that
there are several aspects that ICTs can play a vital role: information providers, technology
infrastructure, social construction, and business process and systems. ICTs contribute to the
generation, integration, information transfer, cost reduction, cross country and cultural
development, and long-term enhancement of entrepreneurship development (Soriano et al.
2015). Various types of ICTs have been widely applied in e-commerce, new production
methods, new services, customer relationship management, and decision support (Yunis et al.
2018).Existed research has paid much attention to the critical role of ICTs in entrepreneurship
development. For example, several researchers have investigated the benefits of adopting ICTs
in developing countries. ICTs adoption helps fight for poverty and stimulates entrepreneurship
activities (e.g., Haghighi et al. 2018; Suraajudeen 2017). Besides, based on China's evidence,

Zhang and Li (2018) generalized that ICTs can help entrepreneurship in cultivating business



ideas, enhancing abilities of the information process, and improving social influence. In
general, ICTs allow entrepreneurs to obtain instant market information and improve marketing
capabilities (e.g., Chen et al. 2015; Nazir and Pinsonneault 2012), help entrepreneurs to access
new business opportunities and decrease cost (Pan et al. 2015), and promote effective

communication with customers (Agarwal et al. 2009).

2.1.2 E-commerce in the food and beverage industry

Turban et al. (2002) defined e-commerce as "the process of buying, selling, transferring,
or exchanging products, services, and/or information via computer networks, mostly Internet
and intranets." Businesses are now using different kinds of innovative technologies (e.g., social
media, augmented reality, artificial intelligence, etc.) to boost organizational performance, lure
and engage in customers, strengthen customer relationships, and reduce cost (Hajli and
Featherman 2017a). The emergence of e-commerce not only benefits organizations but also
significantly affects customer behaviours. E-commerce hugely improves customers' shopping
experience, including fast, convenient, cheap, and safe shopping environment and informed

decision choices (Xiao and Benbasat 2014).

With modern technologies, the F&B industry has paid more and more attention to this
topic. For example, Penco et al. (2020) argued that with mobile augmented reality technology,
Italian brands could be more internationalized, enhance better customer relationships, and thus
create a better e-commerce environment. Also, in order to investigate e-loyalty in the context
of Italian grocery, Faraoni et al. (2019) suggested constructs of security, privacy, and design
of grocery store websites can promote an e-commerce environment. Furthermore, in e-
commerce, a strategic framework was provided by Dello Stritto and Schiraldi (2013), which

investigated the F&B e-supply chain management.



Though there is a growing body of research that started looking at e-commerce in the
F&B industry, few studies investigated innovative technologies (e.g., ICTs) in helping and
improving the F&B industry. Furthermore, though both developed and developing countries
try to establish and encourage e-commerce and innovative technologies to help

entrepreneurship activities, there is limited research focus on developing countries.

2.1.3 Social commerce and e-commerce in the food and beverage industry

With the popularity of Web 2.0 and the advancement of ICTs, the topic of social
commerce has been gained much attention (Hajli 2015; Lin et al. 2019). Social commerce is
rooted in e-commerce and developed by the use of social media (Hajli 2014b). It refers to "any
commercial activities facilitated by or conducted through the broad social media and Web 2.0
tools in consumers' online shopping processes or business' interactions with their customers™
(Lin et al. 2017, p. 191). Social commerce explores the interplay between social media-
supported business activities and their business value (Lin et al. 2019). It provides an excellent
tunnel for both marketers and consumers (Hajli 2019a) — since social commerce allows
consumers can chat with other consumers in various types of social media (e.g., forums, instant
messages, etc.), rate and review products they bought, share their experiences and provide
recommendations to their whole social networks, this provides two-way communication with
customers and builds a great e-commerce environment. Social commerce not only benefits
customers but also provides advantages for organizations, including strengthening customer
relationship (Hajli 2014a), develop word of mouth (Hajli et al. 2014), increase profits and
reduce cost reduction (Featherman and Hajli 2016), co-create brand values (Hajli et al. 2017a;
Lin et al. 2019; Nadeem et al. 2020a; Tajvidi et al. 2020; Tajvidi et al. 2017; Tajvidi et al.
2021), and enhance an advanced and ethical e-commerce environment (Hajli 2018; Nadeem et
al. 2019; Nadeem et al. 2020b; Wang et al. 2019; Wang et al. 2020).The topic of social

commerce is not new for the F&B domain. For example, with the guidance of impulsive



buying, Chung et al. (2017) investigated two values (hedonic and utilitarian) in impulsive
buying in the context of social commerce. They found that impulsiveness is a significant factor
contributing to two types of shopping values (hedonic and utilitarian) in the social commerce
environment. Furthermore, it was found that electronic word of mouth (E-WOM) and social
media significantly influence customers’ buying behaviours in a social commerce environment
(Kumar, Konar, & Balasubramanian, 2020). In general, the development of Web 2.0
technologies build and flourish social commerce, which has significantly affected customers'

behaviours in the F&B industry.

As mentioned above, the arguments help us develop our research model, as shown in Figure 1.

Purchase
Intention

Social
commerce

constructs

Product’s
attributes

Figure. 1. Research Model

2.2 Hypothesis development

Social commerce constructs are first introduced by Hajli (2015), which refers to "...are
social platforms which have emerged from Web 2.0 and empowered consumers to generate
content and share their experiences.” (Hajli 2015, p. 184). There are three factors related to

social commerce constructs: ratings and reviews, recommendations and referrals, and forums



and communities. Specifically, previous research has shown that ratings and reviews positively
affect trust (Ba and Pavlou 2002). In the environment of social commerce, customers rely on
more recommendations and referrals to make decisions since they don't have physical
interaction with products online. Some researchers found that customers' recommendations
promote a high level of trust (Turcotte et al. 2015).Furthermore, Hajli (2014b) discovered that
customers interact in various product forums, and communities can increase trust. Thus, social
commerce is expected to have a positive association with trust in social media. Therefore, we

propose:

Hypothesis 1 (H1): Social commerce constructs have a positive effect on trust in social media

Trust has long been considered a critical factor in e-commerce (McKnight et al. 2002).
Trust can be defined as "the willingness of a party (trustor) to be vulnerable to the actions of
another party (trustee) based on the expectation that the other (trustee) will perform a particular
action important to the trustor, irrespective of the ability to monitor or control that other party
(trustee)” (Mayer et al. 1995, p. 712). As argued by Wang et al. (2019), in the context of social

commerce, customers are trustees while companies are trustors.

The transactions in social commerce do not involve physical interactions or only
between customers and firms, but focuses mainly on social interactions and content generation.
. It mainly focuses on social interactions and content generation in social media (Bazi et al.
2019). Therefore, unlike trust in e-commerce social commerce trust works on customer social
interaction with firms and other customers. Consumers' trust in the social commerce
environment is based on the online shopping experience, representing confidence in certain
attributes of the company. Previous studies suggest that trust in social media has a significantly

positive influence on buying intention and behaviours. Hajli (2014b) also suggested that social



media usage influences customers’ trust, which can increase their buying intention. Thus, we

propose the following hypothesis:

H2: Trust in social media has a positive effect on purchase intention.

Existed research shows that a product's attributes (e.g., price, information, quality, etc.)
positively affect purchase intention (Lee et al. 2017). For example, in order to understand the
main factors that contribute purchase intention on lodging websites, Nisar et al. (2019) found
that factors of lodging attributes, including perceived lodging value, perceived lodging price,
lodging information, and online lodging reviews, all positively influence customers' purchase
intention. In the F&B industry domain, product attributes (package colour and nutrition content
labels) can directly influence purchase intention and affect healthiness perception. Therefore,
based on previous results, a positive relationship between a product's attributes and purchase

intention can be expected. Thus, the following hypothesis is formulated:

H3: Product's attributes have a positive effect on purchase intention.

3.0 Methodology

3.1 Data Collection

An online survey was developed using Google Forms which was employed to collect
data from social commerce users who have had past experiences purchasing food-related
products. A pilot study was conducted with five respondents testing for face validity and
content validity. The pilot study leads to minor adjustments in some questions phrasing. For
the actual study, to reach the right target respondents, around 280 respondents living in
Malaysia were identified through the judgement sampling technique to undertake the survey.
215 responses were received, and upon data cleansing and screening, 200 responses were used
for data analysis. Respondents from Malaysia were chosen for this study due to its nature of

being food heaven where many customers resort to online food purchases through platforms



such as FoodPanda and GrabFood, being the two most used app for food delivery orders in
Malaysia as of September 2021. This scenario is even more apparent when there is a pandemic
crisis, such as the Covid-19. The respondents were categorized into several factors of gender,
age, education level, and duration of Social Commerce use. The sample profile of respondents

is as shown in Table 1.

Table 1. Sample Profiles

%
Gender
Male 48.5
Female 51.5
Age
18 - 22 53.5
23-27 28.4
28 - 32 6.0
32-37 9.5
38-42 15
43 and above 1.0
Education Level
Undergraduate 75.5
Master 11.0
PhD 55
Others 8.0
For how long have you been using Social
Commerce platforms?
Less than 6 months 14.0
More than 6 months 10.5
More than 1 year 19.0
More than 5 years 56.5
Measurement

All of the measures in the current study were adapted from past literature, and a seven-point

Likert scale was used to allow the individuals to express their stand.

4.0 Data Analyses and Results

This study used Smart PLS version 3.0 to perform data analysis. PLS is a powerful

analytical tool for studying new and causal models, including multiple constructs and measures



besides being appropriate for exploratory research (Chin 1998). Fornell and Larcker (1981)
affirm that the PLS method does not need a large sample or normally distributed multivariate
data. As far as our study concerns, all items of our study constructs show good internal
consistency (Table 2). Each measurement scale was assessed as being reliable because all the
Cronbach’s Alpha (CA) reported a value higher than the recommended threshold, at 0.70 as

suggested by (Nunnally 1978).

Table 2. Constructs and measurement items

Constructs | Measurement items Factor CA AVE | CR
Loading
Social SCC1: | will ask my peers on my favourite online | 0.793 0.770 | 0.690 | 0.851

Commerce | community to provide me with their suggestions
Constructs | before making food purchases.
(SCC)

SCC2: | am willing to recommend a reputable | 0.849
food brand on my favourite online community
that is worth buying to my peers.

SCC3: I am willing to share my own food buying | 0.805
experience with my favourite online community
through ratings and reviews.

SCC4: | would like to use members' online | 0.715
recommendations on my favourite online
community when making food purchases.

Trust (TR) | TR1: I think my favourite online communities | 0.713 0.897 | 0.686 | 0.918
assert high integrity.

TR2: If 1 were to discuss my favourite online | 0.781
communities with others, | would probably say
positive things.

TR3: My favourite online community is a good | 0.735
quality platform for buying food products.

TR4: | have full confidence in my favourite online | 0.775
communities.

TR5: My favourite online community is a reliable | 0.828
marketplace.

TR6: My favourite online community is a | 0.822
responsible online community marketplace.




TR7. My favourite online community is a
dependable online community marketplace

0.808

TR8: | do not doubt the trustworthy of my
favourite online community.

0.830

Purchase
Intention

(P1)

PI1: | have a strong intention to buy on my
favourite online community if the product listings
are appealing to me.

0.758

P12: | have a strong intention to buy on my
favourite online community if the product is
attractive.

0.707

PI13: | have a strong intention to buy on my
favourite online community if the company is
responsive.

0.802

Pl4: | have a strong intention to buy on my
favourite online community if the company is
welcoming.

0.790

PI5: The fairness of company on my favourite
online community affects my buying decisions.

0.726

P16: A reputable brand affects my intention to buy
on my favourite online community.

0.752

PI17: | choose to accept the ratings and reviews
available online without any hesitation when
making food purchases on my favourite online
community.

0.702

PI8: My favourite online community is my
preferred choice of buying.

0.740

P19: I am very likely to buy on my favourite online
community.

0.795

0.821

0.629

0.863

Product’s
Attributes
(PA)

PAL: The type of food products offered on my
favourite online community important to me.

0.887

PA2: The food size serving advertised on my
favourite online community important to me.

0.911

PA3: The number of food related products
marketed on my favourite online community is
pertinent to me.

0.861

PA4: The location of the food product advertised
on my favourite online community is essential to
me.

0.864

0.909

0.785

0.936

CA Cronbach’s alpha, AVE average variance extracted, CR composite reliability.




Validity and Reliability

The PLS approach was used to test the reliability and validity of measures (Hair et al.
2006). As a proof of convergent validity, all factor loadings of our study items were above 0.7.
In addition, all the AVE, CR, and CA values also reported higher than the recommended
threshold value of 0.5, 0.7, and 0.7, respectively (Table 2). Following that, we accessed
discriminant validity using Fornell and Larcker (1981) recommended procedure. Table 3 shows
that the square root of all AVEs was greater than all of the constructs’ correlation, therefore

indicating sufficient discriminant validity of constructs.

Table 3. Fornell Larcker

PA Pl SCC TR
PA 0.886
Pl 0.422 0.793
SCC 0.366 0.334 0.831
TR 0.454 0.490 0.516 0.828

Hypotheses Tests and the Structural Model with Results

The structural model results are as shown in Figure 2. In this model, we hypothesized
that Social Commerce constructs has a significant impact on trust leading to customer’s
Purchase Intention. Additionally, our study also posited that Product’s Attributes has a
significant relationship to customer’s Purchase Intention. All 3 hypotheses posited were

supported in this study (Table 4). R2 values denote the percentage of variance explained for



the dependent variables. In addition, these values also denote the predictive power of the
independent variables on dependent variables. 40% of the variance is explained in trust,
whereas 70% of the variance is explained for Purchase Intention. Also, the Trust construct

turned out to be the most pertinent driver leading to customer’s Purchase Intention.

Table 4 Path estimates
Relationship Hypotheses Std. Deviation P-value
SCC->TR H1l 0.125 0.005 Supported
TR -> Pl H2 0.073 0.000 Supported
Pl -> PA H3 0.085 0.001 Supported

Social
commerce
constructs

Purchase
Intention
R?=0.699

0.487

Product’s

attributes

Figure 2. Structural Model Results

5.0 Discussion

Drawing on theoretical foundations and empirical evidence from e-commerce, ICTs,
entrepreneurship, and the food and beverage industry, this study aims to investigate the role of
new ICTs, such as e-commerce to develop entrepreneurial activities. The study looked at how

the product’s attributes and social commerce constructs alongside trust in customers' purchase



intentions. With the help of social commerce and new forms of information technologies (i.e.,
ICTs in this study), social media platforms have become a pivotal network for product
purchases for users' networks. Social media engagement empowers SMESs to reach their target
audience more quickly and effectively, besides improving their entrepreneurship activities and
stimulating customer' purchases. The fact that social commerce is now able to sell products

directly through social media networks is a great tool for entrepreneurs.

In this study, it was found that more than 50% of the respondents have been using social
commerce platforms for more than 5 years. This statistic is a clear indication that a large
number of users can be found on social media. A social commerce solution that converts social
media engagement into sales should therefore, be implemented to convert social commerce
users into consumers. For this, pertinent factors or drivers are crucial for promising purchase
intention, which this study addresses. In this study, we investigated the role of social commerce
constructs, trust, and product’s attributes in the context of social commerce. We tested our
research by conducting an online survey method. We tested our hypotheses by applying the
PLS analysis and our study affirms that; i. social commerce constructs has a positive effect on
trust in social media, ii. trust in social media has a positive effect on purchase intention, and
iii. product's attributes have a positive impact on purchase intention. The empirical results
support all the hypotheses, indicating that all three aspects: trust, social commerce constructs,
and products’ attributes significantly determine the online purchase intention behaviour. The
results of this study illustrate that customers’ interactions and purchase behaviours in social
commerce and ICTs environment is developed through a dynamic and highly complex
interaction process. These findings extend previous social commerce studies (e.g., Hajli 2015;
Hajli 2019a; Lin et al. 2017; Nisar et al. 2019) and highlighted the role of social commerce
constructs, trust, and product’s attributes in promoting marketing activities and foster strong

customer relationship.



5.1 Theoretical Implications

This research makes essential theoretical contributions by conceptualizing and
developing a novel empirical model that captures key features of social commerce and
investigates some other vital factors (trust, product's attributes) in the e-commerce environment
to explore possible ICTs-related entrepreneurial opportunities in the F&B industry. With the
guidance of entrepreneurship, social commerce and e-commerce research, this study enhances
and extends the understandings of the importance role of social commerce in the F&B industry,

as the limited focus in this research field.

In addition, although F&B domain researchers have paid much interest to the role of e-
commerce and social commerce in developing and enhancing entrepreneurship activities,
rarely have they been considered limited research investigate this research stream. This study
can be one of the pioneers to bring the significance role of social commerce and ICTs in the
F&B research. In echoing previous calls for increased attention to the role of social commerce
across different disciplines (see review of Busalim and Hussin (2016)), our study advances
previous research by drawing attention to the social commerce, which provides a novel lens

for understanding online retailers’ behaviors and management of their daily online transactions.

Entrepreneurship and social commerce development in the F&B industry is exciting
research issues in the field of ICTs. Given the popularity of food and beverage social commerce
sites, social commerce has grown fast in recent years. So, F&B companies must make more
efforts to innovate in a social commerce environment. Social commerce requires innovative
entrepreneurship strategies to create a better social and shopping experience for customers. For
example, in the context of canned food, Bjorklund et al. (2020) applied the notion of
experimentation and provided an expanded entrepreneurial solution to address the pandemic
of COVID-19. In addition, in the context of social commerce, Kumar et al. (2020) found that

applying social media can play a significant positive role in customers' purchase



intentions.Broadly, our study contributes to exited literature on F&B research domain by
showing that social commerce should be embraced and to gain a more complete understanding

of online transactions in the F&B industry.

5.2 Practical Implications

This study heavily focuses on introducing the role of social commerce to the F&B
research domain and to explain why and how customers develop their online purchase
behaviours. Our findings help organizations and SMEs pay attention to various product
attributes (e.g., prices, information, quality, etc.) and need to build and strengthen
trustworthiness between customers. Therefore, F&B industries and SMEs are suggested to pay
adequate attention customer’s trust from a holistic view. In addition, our results highlighted
that social commerce constructs can significantly influence customer’s trust. As such,

organizations need to place more emphasis on social commerce to reap optimum benefits.

F&B companies and SMEs can utilize this research to identify the drivers of customers’
purchase behaviours. By doing so, companies can better understand their target customers and
marketing segments. As such, this model can be regarded as a tool to help F&B companies to

diagnose marketing and performance gaps.

Furthermore, this research can provide one critical guidance for the F&B companies
especially in developing countries. Few studies have been examined the role of social
commerce in the developing countries. As low resources available for F&B companies from
developing countries to deploy different marketing strategies to stimulate constumers’
purchase behaviours, we believe this research can fill this gap for providing guidelines for F&B

companies in developing regions.

In summary, our study contributes to ICTs literature by identifying the critical role of

social commerce constructs, trust, and product’s attributes as key factors for promoting social



commerce and for the relationships between each. This study can be one of the pioneers of

entrepreneurship need for SMEs in the context of social commerce.

5.3 Limitations and Further Research Directions

We draw attentions some limitations that can be leveraged to inform future research.
First, it was a cross-sectional study carried out in Malaysia. Future research should validate the
findings from this study by using other samples in different places, including other developing
countries. This is particularly because literature has affirmed that consumer’s attitude towards
a specific behaviour or particular technology is strongly influenced by culture, which has an
effect on attitude (Besbes et al. 2016). Second, this research identifies the critical role of social
commerce constructs, trust, and product’s attributes as key factors for promoting social
commerce and for the relationships between each. However, regarding to the research domain
of online purchase and IT adoption, there are also some other factors that relate to these
relationshis, such as hedonic factors, knowledge, and perceived benefits and risks. Future
research may attempt to overcome this limitation by including more related factors in this
phenomenon. Second, data for this study were collected in a set period of time, specifically
during the COVID-19 Conditional Movement Control Order (CMCO) period where findings
of our study may be winged towards consumers purchasing online due to movement restrictions.

Future studies should test this model in a longitudinal manner involving more users.
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