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The Influence of Information Disclosure
of Social Networking Site on Consumers’ Food
Safety Perception in Tourism Factories
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Abstract

Incidents relative to food safety issues have damaged consumers’ trust in
these food providers as well as their purchase intention. Hence, it is important to
regain this trust and regain consumers’ purchase intention. Information regarding
products and food providers plays an essential role in enhancing consumers’
trust in food safety. A total number of 398 valid survey samples was analysed
by using the analytical methods of PROCESS. Accordingly, the results of this
article indicate that trust in food safety mediate between information disclosure
of social networking site and purchase intention. Different food types such as
utilitarian and hedonic foods moderate between consumers’ trust in food safety
and purchase intention. The moderated mediation effect of information disclosure
of social networking site on purchase intention via TFS is detailed and depends
on food types.

Keywords: social networking site, trust in food safety, hedonic food, social
responsibility, social distinction.
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Introduction

In recent decades, food safety issues resulted from ongoing incidents relative
to food safety in a number of countries: the 1996 mad cow disease in the UK, the
2008 milk scandal in China, the 2011 EHEC infection outbreak in Germany, and
the 2017 meat scandal in Brazil. Such events could damage the related corporates’
reputations, as well as consumers’ trust. The latter could significantly influence a
particular country’s economic performance due to the low purchase intention of
consumers after the emergence of food safety issues. For example, in September
2014 in Taiwan, a spate of tainted cooking oil occurred. As a result the turnover of
the whole food industry dramatically decreased by 4.8% compared with the previous
month (Ministry of Economic Affairs, 2016). Consumers started to boycott related
companies’ products throughout the entire country, which brought about extensive
changes such as the rise of food safety standards by some food companies, and the
new policy announcement of food safety control by the government. The policy
of the Food Safety and Health Administration Act, for example, was announced
in February 2015 by the Taiwanese government. The focus of this policy is the
compulsive requirements of product information such as food additives, nutrition,
ingredients, etc. which must be marked on the packaging (Ministry of Justice,
2015). However, contrary to negatively affected food providers, a company named
I-Mei became a popular food brand as it has avoided all incidents related to food
safety problems. Since its soya milk products, for instance, started selling in
Family-Mart convenient stores, over a million bottles were sold in first two weeks
which drove an 80% growth of whole milk commodity sales performance (Hsu,
Lee, & Huang, 2015). This seems to indicate that consumers care more about
the brand name than the product information, even though those companies that
experienced the food safety crises had implemented remedial action (Liao, Luo &
Zhu, 2020). For instance, they provided production traceability and emphasized
the quality of ingredients by advertising to regain consumers’ confidence in their
products. Unfortunately, once consumers’ trust in the food safety of products
from these food providers collapsed, their purchase intention to buy the products
was also adversely affected. For instance, another well-known food company in
Taiwan sells a diversity of food products and held the majority of the market share
for fresh milk products at 35% in the first half of 2014. However, it dramatically
dropped to 15% in the fourth season of 2014, as the company was implicated
in a number of problematic food safety incidents. When people stopped buying
its fresh milk products, they tried to remedy the situation by offering attractive
promotions such as ‘buy one get one free’. Even so, in addition to boycotting
its fresh milk products, and together with some restaurants and beverage shops
that also used its fresh milk products, angry consumers protested to show their
displeasure (Tsai, 2014). Therefore, while the governments and food providers
improved the disclosure of product information to enhance consumers’ trust and
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encourage their purchase intention, consumers’ concern about the food providers
themselves may be an even more important issue to address.

The theoretical issues of information disclosure of social networking site
have been discussed mainly in financial and medical fields. The higher the level of
transparency and disclosure of corporate information, the more positive information
of corporate value canbe generated. Searching cost can thereby be reduced (Diamond,
1985). Furthermore, information disclosure of social networking site can be used
as an important and essential reference for customers’ purchase decision (Kalakota
& Whinston, 1996; Wellisch, 1972). Past studies about information disclosure of
social networking site and food products focused more on product information than
producer information, such as food traceability and food labelling (Borgmeier &
Westenhoefer, 2009; Regattieri, Gamberi, & Manzini, 2007). Accordingly, it can be
assumed from the above-mentioned examples that both food products and corporate
information might be important relative to consumers’ purchase consideration.
Different from the previous research, this study investigates the impact of both
food products and corporate information on consumers’ purchase intention, which
points to the research gap that we pursued. Based on the above, this study aims to
investigate the importance of both product and corporate information in terms of
consumers’ concerns about food safety. The main objectives of this study were:
(i) to examine the effect of information disclosure of social networking site on
consumers’ trust in food safety as well as their purchase intention; (ii) to identify
the effect of consumers’ trust in food safety on purchase intention depending on two
different types of food as utilitarian and hedonic; and (iii) to evaluate the moderated
mediation of information disclosure of social networking site on purchase intention
via trust in food safety, depending on the two food types as utilitarian and hedonic.

Gelb & Strawser (2001) pointed out that when companies spontaneously
are willing to provide relevant information to the public, the corporate social
responsibility (CSR) evaluation rankings often get higher ratings. In other words,
the more information the pubic received from the company, the higher the degree
of recognition of its CSR gained. As a result, the corporate image has improved,
and even the purchase intention to consumers. In view of the ongoing food safety
issues, the Taiwan government mandated in 2014 that food companies with capital
exceeding 10 billion Taiwan Dollar must prepare a Corporate Social Responsibility
(CSR) report, which includes the disclosure of sufficient products and corporate’s
information (Financial Supervisory Commission Taiwan, 2014). Industrial tourism,
also known as tourism factories, such a crystal glass, food stuff and wineries,
have been developed extensively in various industries in many countries. Since
this offers an opportunity, especially for some traditional industries, to gain a
competitive edge with a successful transformation in combination with tourism,
the Taiwanese government initiated The Tourism Factory Project in 2003.This
created a new travel choice and destination for tourists. In addition, it forms a
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bridge of communication between manufacturers and consumers. Consumers can
receive specific information during a visit to a tourism factory determined by a
particular food provider; for example, production processes, ingredients, brand
story, and corporate social responsibility. Both corporate and product information
can be disclosed to consumers by its tourism factory. Once consumers have a better
understanding of a particular company, their degree of trust in its products may
increase. Consequently, it is possible that purchase intention could be encouraged
as well (Tourism Factory, 2016; Xie, 2015). This research examines the importance
of corporate information disclosure of social networking site (CIDSN) and product
information disclosure of social networking site (PIDSN) relative to consumers’
food safety concerns. As consumers find it hard to perceive both CIDSN and
PIDSN in the market place, tourism factories present an opportunity for appropriate
product and company information disclosure of social networking site. In order to
meet the needs of this study, the service industry, as represented by food tourism
factories, was selected. Thus, consumers who have experienced tourism factories
are the subjects for the data collection in this study.

Literature review

Information disclosure of social networking site

The issues concerning information disclosure of social networking site have
been widely discussed in financial circles. Corporate information is necessary
for outside investors’ consideration of investment in a particular company. In
an efficient capital market, corporate information plays a significant role in the
communication between firms and investors. Accordingly, information transparency
can be enhanced by information disclosure of social networking site, which would
increase investors’ demand for firms’ securities. In other words, firms’ capital
costs ultimately decrease due to the increase of investors’ trust and investment
intention (Fishman & Hagerty, 1989; Gelb & Strawser, 2001; Wu, Wang, Gao &
Wei, 2020). Therefore, in order to decrease information asymmetry, investors can
obtain the information from financial reports, internet sites, analysts’ presentations,
etc. Information intermediates are other major bridges between firms and investors,
such as industry experts and the financial press (Healy & Palepu, 2001).

Wellisch (1972) indicated that product information can reduce consumers’
uncertainty when they make decisions. Whilst corporate information disclosure
of social networking site is widely discussed in prior studies in finance and
management fields, product information has received greater emphasis than
corporate information in food safety research. For example, the food traceability
system shows the resume of food products, and the information tracks the food
products’ physical trail. This builds consumers’ trust in food safety and purchase
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intention (Regattieri, Gamberi, & Manzini, 2007; Smith et al., 2005). Food labelling
is another, similar way to provide consumers with product information such as
ingredients and nutritional values. The content of food labels is a requirement
in some countries in order to inform consumers of their rights with regard to
the products that they buy. It is fair to say that consumers’ purchase intention
can be influenced by their perception of a product label. As a result, product
information is one of the key factors in helping consumers to make purchase
decisions (Borgmeier & Westenhoefer, 2009; Wu, Xu, Li & Yuan, 2020). It is
also manifest that information related to food safety issues discloses more product
information than corporate information. Kalakota & Whinston (1996) stated that
consumers want sufficient information to make a rational purchase decision when
they face unfamiliar products. As in the Taiwanese case that we mentioned earlier,
it is accepted that both corporate and product information might be important in
terms of consumers’ trust, as well as their consumption decisions. In previous
studies, the subject of information disclosure of social networking site relative to
the discussion of food safety, is seldom seen. According to the literature reviewed,
information disclosure of social networking site is divided into two main factors:
corporate and product. Kuan, Cheng & Huang (2007) cited that the level of
information disclosure of social networking site is related to brand equity and
brand loyalty, based on their study of consumers who purchase aquatic products.
The development of the scale of information disclosure of social networking site
involved the following aspects: (i) product ingredients, (ii) moral responsibility,
(ii1) ordinance, (iv) information technology, and (v) information concealment. It
can be organized in two major areas, namely corporate information and product
information, which this study has taken and modified for the information disclosure
of social networking site test. According to the literature review and discussion
above, this study defines information disclosure of social networking site in food
tourism factories as follows: Information relative to food safety is supplied by
the manufacturer in order to reduce buyers’ uncertainty. The aim of information
disclosure of social networking site is to achieve a win-win situation.

Trust in food safety

The concept of trust has been discussed in multiple spheres, especially in
the field of organization and marketing. It can be based on the degree of social
interaction needed in order to carry out a variety of research, such as interpersonal
interaction between groups and organizations. In the field of marketing, the role
of trust can be defined as the relationship between the sellers who wish to retain
their business and the buyers who are involved in the transaction process. In
addition, trust is often linked to the consumers’ expectations of the firm, which
is based on the firm’s ability, honesty and good will (Morgan & Hunt, 1994).
Food safety can be divided into narrow and broad definitions; it can be explained
narrowly as an opposite of food risk, while the broad definition stretches from the
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nutritional quality of food to concerns about the characteristics of unfamiliar foods.
In addition, food safety can be distinguished between subjective and objective
perspectives. An objective perspective of food safety is a food risk assessment
for buying a specific food by scientist and expert evaluations; while a subjective
perspective is based on consumers’ perception of a specific food product (Ritson
& Mai, 1998). Thus, consumers’ trust in food safety (TFS) is extremely important
because this is the main characteristic of consumer behaviour, and drives the
decision whether to purchase or not. Doney & Cannon (1997) cited that consumers
have different levels of trust for different sources of information such as suppliers
and salespeople, and they have developed scales of trust for investigation (Wu,
Tsai & Tai, 2016). Accordingly, we have classified the information as corporate
information disclosure of social networking site (CIDSN) and product information
disclosure of social networking site (PIDSN) as different sources for consumers.
Past studies have proven that information can affect trust, while trust can affect
purchase intention. Consequently, it can be assumed that trust might be mediated
between information disclosure of social networking site and purchase intention.

Purchase intention

Purchase intention means the willingness of consumers to buy a specific
product. Once perceived value is generated by consumers, purchase intention
will be further enhanced, which usually depends on the products’ benefits and
value (Zeithaml, 1988; Dodds, Monroe, & Grewal, 1991; Grewal, Monroe, &
Krishnan, 1998). Engel, Blackwell, & Miniard (1995) cited that consumers’ buying
behaviour is a continuous process in which consumers’ final choices are determined
by several influencing factors such as motivation, information processing, and the
environment. Thus, the source of information will affect consumers’ preference
for the products, and thereby influence their purchase intention. Consequently,
both CID and PID are important for consumers’ TFS and purchase intention,
adopted in the research model shown in Figure 1 below. Food tourism factories
act as information intermediates to consumers in this study. Based on the literature
reviews with regard to information disclosure of social networking site, TFS and
purchase intention, the following hypotheses are proposed:

H1: Corporate information disclosure of social networking site will positively
affect trust in food safety.

H2: Product information disclosure of social networking site will positively
affect trust in food safety.

H3: Trust in food safety will positively affect purchase intention.

H4: Trust in food safety will mediate the relationship between corporate
information disclosure of social networking site and purchase intention.
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HS: Trust in food safety will mediate the relationship between product
information disclosure of social networking site and purchase intention.

H7, H8 Food Types:

Utilitarian

SN - H4 HedPnlc
> Trust in food ‘\l/HG Purchase
————>|  safety (TFS) H3 Intention (PI)
PIDSN
H2
H5
| |

Figure 1. The model of the influence of information disclosure of social networking
site in tourism factories relative to consumers’ food safety perception

Utilitarian and hedonic food types

In theory, consumers’ attitudes have shown a distinction between utilitarian
and hedonic consumption, which results in differences in their choices. The
behaviour of utilitarian consumption can be characterized as cognitive and rational
consideration in decision making; whereas hedonic consumption can be considered
as affective and emotional (Batra, 1991; Cramer & Antonides, 2011; Wu, Gao,
Wang & Yuan, 2020). As part of consumables, food products can also be divided
into utilitarian and hedonic types. In past research, food products with utilitarian
value are called health food types. Consumers are more concerned about how
the food products can help them rather than the satisfaction they can obtain from
buying health food. Factors such as nutrition, ingredients, and health promoting
qualities could be taken into account in decision making. Hence, it can be perceived
that people are more cautious and rational when buying utilitarian food. Contrary to
this, it has been found that taste, joyfulness, positive feelings, and other emotions
are important for consumers when buying hedonic food products (Roininen,
Lahteenmaiki, & Tuorila, 1999). This indicates that consumers buying utilitarian
food products should have a higher expectation of TFS to purchase intention than
those consumers buying hedonic food products, as H6 proposes. Furthermore, it is
worth estimating the difference of TFS as a mediator from CID/PID to purchase
intention, which might incur a moderated mediation effect between the food
types — utilitarian and hedonic food products. Baron & Kenny (1986) cited the
examination and the analytical procedure of moderation and mediation, as well
as some types of combination effect. Moderated mediation, known as conditional
indirect effect, is one of the combinations that we have assumed existed in the
research model. Moderated mediation can be explained as the difference between
the level of mediation effect in the research model depending on the value of the
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moderator variable (Muller, Judd, & Yzerbyt, 2005). In this study, it implies that
the different levels of the mediation effect depend on different food types when
consumers consider purchasing a food product. Thus, both H7 and H8 can be
proposed as shown below.

H6: Food types moderate the effect of TFS on purchase intention.

H7: The moderated mediation effect of CIDSN on purchase intention via TFS
depends on food types; utilitarian type is stronger than hedonic type.

HS8: The moderated mediation effect of PIDSN on purchase intention via TFS
depends on food types; utilitarian type is stronger than hedonic type.

Methodology

Data collection and sample

Two different types of food tourism factories were selected for the data
collection in the study. One is the Brand’s Health Museum, which sells chicken
essence, clam extract and other nutritional food products, as the types of utilitarian
food that this study represents; whereas Black Bridge Sausage Museum represents
the provider of hedonic food types, and mainly sells multiple flavours of sausage.
Both famous and well-known food brands in Taiwan, and have officially registered
their own tourism factories, and charge no entry fee for visitors. People can acquire
both corporate and product information through their visits, such as brand story,
branding, production processes of food products. In addition, both factories set up a
shop for selling their products at the end of tour, which assists in the understanding
of people’s purchase intention after a visit to the factory. Both tourism factories
were contacted for their permission before the data collection. Since there are
more visitors during weekends at the above-mentioned tourism factories, samples
were collected by an on-site survey over four weekends, two weekends for each
tourism factory. We worked from 10.00am to 5.00pm for each working day. Two
research assistants and one research member attended each day of data collection.
Before the survey was given, each respondent was confirmed to be over 18, to
have completed the visit and was able to do the survey. It was arranged for them
to complete the survey in a quiet area near the exit with table and chair. Each
respondent given a small thank you gift once they had finished the survey.

A total of 453 samples were collected, but 55 samples were rejected as invalid
samples due to clicking the same answer for all questions, missing answers, or
answering too casually. Thus, a total of 398 valid survey samples were analysed for
the research, which included 202 (50.8%) samples from Brand’s Health Museum
as utilitarian food type and 196 (49.2%) samples from Black Bridge Sausage
Museum as hedonic food type. In addition, the valid samples include 229 (57.5%)
female and 169 (42.5%) male respondents.
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Measurement and method

A structured questionnaire was applied with a 7-point Likert-type scale ranging
from 1 as completely disagree, to 7 as completely agree for all continuous variables
— corporate information disclosure of social networking site (CIDSN), product
information disclosure of social networking site (PIDSN), trust in food safety
(TES), and purchase intention (PI), and all scales were applied from previous
studies. The scales of information disclosure of social networking site were adapted
from the research of Kuan, Cheng & Huang (2007) for the investigation of
information disclosure of social networking site on consumers’ purchase intention
towards aquatic products, and were divided into two areas CIDSN and PIDSN. An
efficient scale of CIDSN with six items and PIDSN with six items was confirmed.
The scales TFS were adapted with eight items from Doney & Cannon (1997)
that are widely used for the research areas of trust. In addition, three items of
purchase intention scales were taken from the research of Zeithaml (1988) for
the evaluation of consumers’ willingness to buy. A factor analysis of all continues
variables (KMO0=0.954) was done as shown in Table 1. It was divided into four
factors as CIDSN, PIDSN, TFS and PI with factor loading of each item over 0.6.
Concerning the reliability of scale, all the variables passed the requirement as over
0.7 of Cronbach’s alpha. Furthermore, mean, standard deviation, correction of
constructs and collinearity diagnostics (VIF<10) were assessed as Table 2. Thus,
all scales were subject to the assessment of the measurement analysis.

Table 1. Factor analysis

Factors Cronbach’s
TES | PIDSN | CIDSN PI Alpha

Items

| trust in the food safety
06 TFS | of this factory’s food .824
products.

This factory is always

02 TFS honest with its consumers.

.820

This factory’s food safety is

03 TFS trustworthy.

.806

| believe the information 0.963

on food products that
the factory provides to its
consumers.

07 TFS .805

When making important
decisions, this factory
considers its consumers’
welfare as well as its own.

04 TFS .786
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This factory keeps

01 TFS | promises it makes to its .785
consumers.

05 TES | trust thI.S factory -keeps 775
our best interests in mind.
This factory is genuinely

08 TFS | concerned about the .752

health of its consumers.

Through the visit

03 experience to the factory, | 762
PIDSN | understand the functional )
utility of its food products.
Through the visit
04 | experience to the factory, 757
PIDSN | | understand the safety of ’
its food products.
Through the visit
05 experience to the factory,
PIDSN | understand the edible .740
methods of its food
products.
0.902
Through the visit
02 experience to the factory, | 729
PIDSN | understand the ingredients ’
of its food products.
Through the visit
01 experience to the factory, |
understand the production 712
PIDSN .
sources of its food
products.
Through the visit
06 | experience to the factory, 613
PIDSN | I understand the quality ’
grade of its food products.
Through the visit
04 | experience to the factory, 710
CIDSN | it shows the factory selects ’

their distributors carefully.
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06
CIDSN

Through the visit
experience in the factory,
| believe the factory is
qualified to meet the
requirements of its
distributors.

.710

05
CIDSN

Through the visit
experience to the factory,
| believe the factory

has followed the laws
and regulations of the
government.

.691

03
CIDSN

Through the visit
experience to the factory,
the moral responsibilities
of the factory became
clear.

.690

01
CIDSN

Through the visit
experience to the factory,
| believe the factory is
qualified to meet the
needs of consumers.

.617

02
CIDSN

Through the visit
experience to the factory,

| believe the factory sees
food information disclosure
of social networking site as
a necessary step.

.599

0.889

03 PI

| have a high level of
intention to buy this
factory’s food products in
the future.

.838

02 PI

Compared with other
similar brands, there is
high probability that | will
buy this factory’s food
products.

.810

01 PI

I will buy the factory’s food
products.

.810

0.931
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Table 2. Mean, SD, correlations of constructs, and VIF

Construct Mean SD 1 2 3 4 VIF
1. | CIDSN 5.864 | 0.808 1 0.710 0.653 0.554 2.476
2. | PIDSN 5.785 | 0.852 1 0.693 0.600 2.243
3. | TFS 5.720 | 0.885 1 0.622 2.141
4. | Purchase 5.779 | 1.028 1

intention
5. | Utilitarian 50.8%

food type
6. | Hedonic 49.2%

food type

Note: N=398; SD: standard deviation, correlations are significant all at p<0.01.

Hayes (2012) proposed a new analytical tool based on the regression approach
and named PROCESS macro for SPSS and SAS. It provided an easy and add-
on method for statistical analysis of observed variable moderation, mediation,
and conditional process modelling. Hayes (2013) cited the total of 76 applicable
models of PROCESS based on the common research models for users. According
to the research model, the model 1, 4 and 14 of PROCESS are suitable and used
for the analysis. In addition, PROCESS generates percentile-based bootstrap
confidence intervals which this study adopted for a series of bootstrapping analyses
with 5000 bootstrap samples in 95% confidence interval, as Hayes recommend
for scientific publications.

Results and discussion

The mediation effect of TF'S

With regard to the mediation test by PROCESS, it is necessary to report
the total, direct, and indirect effect in order to check the level of mediation.
This establishes whether a partial or full mediation effect exists. Following the
analytical procedure of PROCESS (Hayes, 2012), it can be divided into two steps
for the confirmation of mediation effect. Firstly, by checking the indirect effect of
independent variable on dependent variable, it can be determined that the statistical
significance of mediation effect exists once zero does not lie between lower and
upper 95% confidence interval estimation. This means that the mediation effect
exists. Secondly, checking the type of mediation effect, whether a partial or full
one, by direct effect of independent variable on dependent variable, if zero does
not lie between lower and upper 95% confidence interval estimation, the direct
effect is existent and partial mediation effect is therefore present. In contrast, if
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zero lies between lower and upper 95% confidence interval estimation, it means
that direct effect does not exist and therefore mediation effect will be confirmed
as full mediation effect.

Applying model 4 of PROCESS for mediation analysis, the results support H1
and H2 that corporate information disclosure of social networking site (CIDSN)
was positively related to trust in food safety (TFS) (coefficient=0.507, p<0.05)
as well as that product information disclosure of social networking site (PIDSN)
was also positively related to TFS (coefficient=0.337, p<0.05). As a result, it can
be determined that both CIDSN and PIDSN are significant for participants’ TFS,
and CIDSN is somehow more important than PID. In addition, H3 also confirmed
that TFS significantly influences consumers’ purchase intention (coefficient=0.409,
p<0.05). Furthermore, as per Table 3, participants’ answers confirmed that TFS
acted as an essential mediation variable between CIDSN/PIDSN and purchase
intention. Based on the indirect effect of CIDSN on purchase intention, the
mediation effect of TFS is established (effect=0.207, CI=0.127, 0.327) when
zero was not included in 95% confidence interval. Subsequently, the direct effect
of CIDSN on purchase intention did not include zero in the estimation of 95%
confidence interval (effect=0.323, CI=0.176, 0.470), the partial mediation effect
therefore was confirmed as H4. In estimating HS, the existence of partial mediation
effect was significant between PIDSN and purchase intention according to the
indirect effect of PIDSN on purchase intention (effect=0.138, CI=0.077, 0.223),
and direct effect of PIDSN on purchase intention (effect=0.173, CI=0.040, 0.306).
Therefore, TFS acts as an important partial mediation between CIDSN/PIDSN
and purchase intention when consumers consider buying food products. Due to
the confirmation of TFS as partial mediation effect between CIDSN/PIDSN and
purchase intention, both CIDSN and PIDSN can directly affect purchase intention.
Concerning the influence of CIDSN/PIDSN to purchase intention, it was found
that CIDSN is positively related to purchase intention (coefficient=0.530, p<0.05)
while PIDSN is also positively related to purchase intention (coefficient=0.311,
p<0.05). This confirmed that CIDSN is somehow more important than PHD-relative
to purchase intention, and also to TFS, as per the above-mentioned analysis.

Based on these results, it can be determined that both CIDSN and PIDSN are
important for the positive influence of TFS and purchase intention, whilst CIDSN
is more important than PIDSN. Therefore, in order to increase consumers’ TFS
and purchase intention, it will be beneficial to the sellers if they not only provide
product information as per government regulations, but also information about the
food providers themselves. Furthermore, as TFS plays a mediation role between
CIDSN/PIDSN and purchase intention, the selection of information content for
disclosure to consumers is very important relative to their purchase intention.
Consequently, to meet food providers’ benefits and consumers’ needs, the type of
information should be chosen carefully, so that a win-win situation could result
from an appropriated CIDSN/PIDSN.
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Table 3. Model 4 of PROCESS for the test of mediation effects

95% CI
Path Effect SE Lower | Upper
Mediation model: CIDSN - TFS - Purchase intention
Total effect of CIDSN on purchase | 0.530%* 0.071 | 0.391 | 0.670

intention

Direct effect of CIDSN on 0.323* 0.075 | 0.176 | 0.470
purchase intention

Indirect effect of CIDSN on 0.207%* 0.050 | 0.127 | 0.327

purchase intention
Mediation model: PIDSN = TFS - Purchase intention
Total effect of PIDSN on purchase | 0.311%* 0.067 | 0.179 | 0.443

intention

Direct effect of PIDSN on 0.173* 0.067 | 0.040 | 0.306
purchase intention

Indirect effect of PIDSN on 0.138* 0.036 | 0.077 | 0.223

purchase intention

Note: * indicates it is significant at a=0.05.

The moderation effect of TFS on purchase intention depends on food types

Following Hayes’ guidance (2012), a moderation analysis was implemented
based on the specifications of the model 1 of PROCESS as a simple moderation
model to test H6. The interaction of TFS and food types on purchase intention
(t=-2.067, p<0.05, CI=-0.364, -0.009) is significantly related, as supporting H6.
Furthermore, the result of conditional effect of TF'S on purchase intention at values
of utilitarian food is 0.833 (CI=0.703, 0.963) compared to that of hedonic food,
which is 0.647 (CI=0.526, 0.768). This illustrates that TFS is critical to consumers
when buying food products, especially utilitarian food products. Figure 2 displays
a typical diagram of reinforcement interaction effect (Kutner et al., 2005). It has a
similar reach point of purchase intention when consumers of utilitarian food and
hedonic food both have high TFS. However, in the area of low TFS, consumers
of utilitarian food have lower purchase intention compared with consumers of
hedonic food. Consequently, this supports the inference of available literature. In
practice, consumers of utilitarian food need a sufficient degree of TFS to buy food
products due to health reasons, while consumers of hedonic food mainly pursue
feelings of satisfaction (Roininen, Lihteenméki, & Tuorila, 1999). Therefore,
although TFS is important to both types of consumers when they consider buying
food products, it is especially important for consumers of utilitarian food as well
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as the food providers. Furthermore, the Johnson-Neyman (1936) technique was
adopted to examine the significance of interaction patterns. It has found that the
interaction is significant when TFS is under 6.4 (CI=-0.052, 0.343), whereas it is
not significant relative to purchase intention between these two food types when
consumers’ TFS reach over 6.4. As a result, it is extremely important that food
providers put greater effort in gaining consumers’ TFS of their food products,
regardless of them being utilitarian or hedonic food providers. Especially, for
utilitarian food providers, this should be given priority.

7.00
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4100+

Purchase Intention

3005
I
£

% Significant: <6.4

200 ¥

: Utilitarian

1007 I

T T T T
1.00 200 300 400 s00 7.00

Trust in Food Safety

Figure 2. The reinforcement interaction effect of food types between TFS and purchase
intention with Johnson-Neyman technique

The moderated mediation effect depends on food types

Furthermore, to test moderated mediation of food types as H7 and H8 in the
model, the model 14 of PROCESS is used (Hayes, 2012). The analytical results
as per Table 4, have illustrated certain important and meaningful findings: Firstly,
the comparison between CIDSN and PIDSN in the model for both food types,
shows that the mediation effect of TFS relative to purchase intention is stronger
for CIDSN than PIDSN. For utilitarian food, the mediation effect of TFS between
CIDSN and purchase intention is 0.245 (CI=0.144, 0.366) which is stronger
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than between PID and purchase intention which is 0.163 (CI=0.093, 0.262). For
hedonic food, the mediation effect of TFS between CIDSN and purchase intention
is stronger at 0.199 (CI=0.118, 0.315) than 0.132 (CI=0.073, 0.221) than between
PIDSN and purchase intention. Secondly, with regard to the mediation effect of
TFS for food types, it was found that it exists between CIDSN/PIDSN and purchase
intention, regardless of food types (zero is not in 95% CI). Thirdly, the test of
moderated mediation examines the different levels of mediation between food
types. It has found that utilitarian food has a stronger mediation effect from CIDSN
to purchase intention via TFS than hedonic food (0.245>0.199) as H7 indicates.
TFS shows a higher degree from PIDSN to purchase intention for utilitarian type
than hedonic type (0.163>0.132) as H8 infers. The gap, however, has not reached
the significant difference statistically due to the results of the index of moderated
mediation as shown in Table 4 (CI=-0.140, 0.045 for path one; CI=-0.096, 0.026
for path two). In fact, the result conveys a very important message that no matter
what kind of food it is, information disclosure of social networking site is important
for consumers to generate purchase intention via TFS. Although the moderated
mediation effect has not reached statistical significance, it makes a significant
contribution when reflecting the actual situation.

In summary, the results indicate that CIDSN is more important than PIDSN to
purchase intention via TFS for both food types, especially in terms of utilitarian
food consumption. Furthermore, although it has not achieved statistical significance
for moderated mediation effect, it again indicates the importance of information
disclosure of social networking site for all food providers, in order to achieve
improvement in their consumers’ purchase intention via TFS.

Table 4. Model 14 of PROCESS for the test of moderated mediation effects

| 9s%cl
Types Effect ‘ Lower ‘ Upper
Path one: CIDSN - TFS = Purchase intention
Utilitarian 0.245* 0.144 0.366
Hedonic 0.199* 0.118 0.315
Index of moderated mediation -0.140 0.045
Path two: PIDSN = TFS - Purchase intention
Utilitarian 0.163* 0.093 0.262
Hedonic 0.132* 0.073 0.221
Index of moderated mediation -0.096 0.026

Note: * indicates it is significant at a=0.05.
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Conclusion

Information disclosure of social networking site from food providers has a
significant impact on consumers’ purchase intention. In order to understand how
information disclosure of social networking site affects consumers’ perception,
food tourism factories were selected for data collection, as consumers can acquire
comprehensive information through visiting a particular tourism factory. In this
article, we divide information disclosure of social networking site into two parts
as product and corporate information. The importance of CIDSN and PIDSN are
significant relative to their roles in consumers’ TFS and purchase intention; CIDSN
has stronger effect than PIDSN. We examined the mediation effect of TFS between
CIDSN/PIDSN and purchase intention, and found that partial mediation effect
significantly exists. In addition, it was found that two food types as utilitarian
and hedonic have a significant moderation effect of TFS on purchase intention.
The pattern of reinforcement interaction effect indicates that TFS is a crucial
factor in purchase intention; however, TFS for utilitarian food consumers is more
important than the hedonic one. Furthermore, we also examined the moderated
mediation of CIDSN/PIDSN on purchase intention via TFS depending on food
types. Although it has no significant effect of moderated mediation, it delivers
an important message that CIDSN/PIDSN both play vital roles in consumers’
purchase intention no matter what type of food product is. Based on the aim of
this study, the overall findings indicate the importance of CIDSN, PIDSN, and
TFS on consumers’ purchase intention for two food types; especially TFS relative
to utilitarian type has stronger effect than hedonic type.

Recommendations

Following the conceptual model that considers corporate information disclosure
of social networking site (CIDSN), product information disclosure of social
networking site (PIDSN), trust in food safety (TFS) and food types as significant
variables to consumers’ purchase intention, the work of this research resulted
in some contributions. Different to past studies that focus mostly on PIDSN in
association with food safety issues, both CIDSN and PIDSN were taken into
account with regard to consumers’ TFS and purchase intention discussions. It was
found that both are important in the model. As supporting HI and H2, CID and
PID both positively affect TFS, and CIDSN has a higher degree of effect on TFS
than PIDSN. It indicates that although governments have required information
disclosure of social networking site about food products, it would help food
providers to obtain more trust from consumers in their food products if corporate
information is properly disclosed. Besides, it was also found that both CIDSN and
PIDSN positively affect purchase intention, and CIDSN affects positive purchase
intention to a higher degree than PID. As the results show, consumers are not only
concerned about food products information, but more importantly, food providers’
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information plays a significant role in consumers’ considerations and decisions.
Experiencing a tour in a tourism factory is an easy way to disclose both CIDSN
and PIDSN to consumers. However, consumers find it hard to get sufficient
information from a food product pack since, due to government regulations, it
usually emphasizes PIDSN rather than CIDSN. Thus, for the purpose of increasing
consumers’ trust and purchase intention, it might help to show not only product
information such as ingredients and production dates, but also some information
regarding its providers. In turn, this might lead to an improvement of TFS and
purchase intention which would benefit food providers.

TFS was found to play an important role in positively affecting purchase
intention, as supporting H3, which shows that TFS is essential for consumers to
increase their purchase intention. Consequently, food providers should strengthen
consumers’ TFS via its marketing strategies for the increase of purchase intention.
In addition, TFS was found to have an important mediating effect between CIDSN/
PIDSN and purchase intention as supporting H4 and HS. Therefore, both CIDSN
and PIDSN will aid to increase purchase intention via TFS. Nevertheless, the
mediation effect of TFS between CIDSN and purchase intention is stronger than
between PIDSN and purchase intention, which suggests that food providers should
pay attention to the content of information disclosure of social networking site:
the latter should contain information about products as well as the suppliers,
and thus consumption via TFS can be stimulated. In addition, the two types of
food products as utilitarian and hedonic, were found to moderate between TFS
and purchase intention as supporting H6. Figure 1 illustrates a reinforcement
interaction effect which means that more TFS generates more purchase intention
no matter which type of food product consumers consider buying. However, it can
be concluded from the result, that the value effect of TFS has a stronger influence
on purchase intention relative to consumers’ consideration of purchasing utilitarian
food products, compared to hedonic foods. Hence, for food providers, managers
should be even more careful to maintain TFS with regard to the current consumers,
as this might attract more consumption from potential consumers. As far as health
oriented food products are concerned, the food providers should take care in
considering consumers’ TFS. This is especially true for consumers of utilitarian
food, since they buy it for health purposes. In addition, we have found that the
moderated mediation effect is not present here, although it is significant when
comparing utilitarian and hedonic food; however, it is not statistically significant.
Practically, it explains that TFS plays an important role no matter what type of
food products that consumers purchase. Thus, food providers should prioritize
TFS in order to achieve greater purchase intention in consumers’ buying decisions.

As mentioned earlier, the Taiwan government requires that food corporates
with capital exceeding 10 billion Taiwan Dollar must compile corporate social
responsibility (CSR) reports to public, which includes corporate and products
information disclose. Food is an essential part of living. Food providers are
responsible to secure food safety for their consumers’ health care. Consumers have
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the right to relevant information in respect of food providers and the products that
they purchase and eat. According to our findings, it can be concluded that timely
disclosure of corporate and product information would be beneficial for food
providers, and consumers will feel more secure as far as food safety is concerned.
Information disclosure of social networking site can be an effective marketing
tool for food providers, and result in consumers being more confident when
making purchasing decision. In addition, TFS plays an important role as far as the
consumers’ mind-sets are concerned when they do their shopping. An appropriate
level of information disclosure of social networking site will help consumers
in their purchase decisions, and stimulate the development of trustworthy food
providers. This is a win-win situation for consumers and food providers regardless
of utilitarian or hedonic food types.
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