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Abstract

This study aims to confirm the relevance of consumer generated content in the context of
food industry of Pakistan to influence purchase intention of consumers. The communication
landscape has changed drastically since the introduction of social media tools. There is a
little understanding about how user-generated social media communication influences
consumer behavior. User-generated content (UGC) is content that users create and post
on social media platforms. It *has made it possible for customers to communicate and share
information online with other customers. The current study, first, assesses the impact of
user generated content on perceived usefulness (PU) and perceived credibility (PC) of
product content which users create on Facebook. Secondly, it assesses the impact of PU
and PC on consumers’ attitude towards product. Lastly, it examines the impact of
consumers’ attitude towards product on their intention to select hotel, restaurant and cafe
(HORECA). Data for this study is collected from 384 residents of Karachi, Pakistan. Data
is analyzed through structure equation modeling using Amos. The results reveal that
consumers find UGC useful and credible which influences consumers’ attitude toward a
service. This attitude towards product or service has significant impact on the choice of
HORECA. Findings of this study have useful implications for practitioners.

Key Words : User Generated Content, Perceived Usefulness, Perceived Credibility,
Consumer Attitude.

a. Introduction

Internet has given birth to new platform, to interact with people. It has created a new life
for many businesses. Previously consumer experiences were shared physically through
interaction, especially related to purchase decision (Bahtar& Muda, 2016), last ten years
since the advent of web 2.0, or social media. According to recent data, there are more than
five billion and three hundred and eighty five million internet users worldwide, or almost
sixty seven percent of the world's population (Internet World Stats, 2021). Internet users
are growing at the growth rate of 1392%. Moreover, two billion and one hundred and
nineteen million Facebook users exist; a total of 28% of world population use Facebook
(Internet world stats, 2021). On average, more than one billion people are active users on
Facebook and on an average one out of every four people in the world has a Facebook
profile. Keeping in view the scenario in Pakistan, where 50 million (PTA, 2021) internet
users exist, which is approx. 20% of total population (CIA fact book 2016) and out of that,
only 4% people are on social media. And following this data, 53% out of total social
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media users are present on Facebook. Internet users are growing very fast in
each quarter. According to Charo (2015), one out of five Facebook users in Pakistan
makes decision that is influenced by content on Facebook. These statistics show that
communication content generated through social media influences the purchase decision of
individuals. So as the number of internet users has risen, brand managers to understand
online consumer behavior (A Ahani, et al., 2019)

The content generated on social media can be paid (firm created) and unpaid (user-
generated). In this research we are interested to know the impact of user generated content
(unpaid). It is to be believed that other users will share their both - negative and positive
product/service experiences without exaggerating the facts (Allaberganov, Preko, &
Mohammad, 2021). Furthermore, their perceived lack of commercial interest lends them
the appearance of being objective assessors of the merits of a good or service. However,
content produced by businesses typically primarily highlights the advantages of their goods
in order to further their own financial goals (Cheong & Morrison, 2008). Companies use
creative ways to promote their products (Alrawadieh & Dincer, 2019); Shuja, Ali, Anjum,
& Rahim,2018).Firm created content is paid, and serve many purposes such as generating
brand awareness and purchase intention and raising brand equity and brand loyalty. In web
2.0, UGC is considered as form of feedback, which influence others decision to buy
(Alrawadieh & Dincer, 2019)

Social media has provided an opportunity and a platform where customers can
interact with other consumers. Consequently, this suggests that there are other sources of
brand communication than businesses (Alrawadieh & Law, 2019). Additionally, people are
actively using that platform to look for information rather than relying on more
conventional print or electronic media like television, radio, and magazines (Arasli,
Saydam, & Kilic, 2020)

Numerous academics have attempted to comprehend how social media
communication affects brands and brand management ((Arasli, Saydam, Gunay, & Jafari,
2021). They have done this by researching related subjects like virtual brand
communities (Brodie, llic, Juric & Hollebeek, 2013) and electronic word of mouth (e-
WOM) ((Arif, Aslam, & Siddqui, 2020 & Rezvani, 2012), online reviews (Bahtar & Muda,
2016) and user-generated content (Smith, 2012 & Abbas, Miraj, Shaikh, & Ali, 2023)). In
spite these studies, there is a little understanding about how user-generated social media
communication influences the other customers’ perception towards brand and consumer
behavior. This is of fundamental importance, as this is independent of firms’ control.

This study aims to investigate the relevance of consumer generated content in the
context of food industry of Pakistan to influence purchase intention of consumers.
Pakistan’s food industry is ranked 8" largest industry in terms of fast food and food related
business ((Brochado, Duarte, & Mengyuan, 2023)). Currently more than 1000 large scale
food processing enterprises exist in Pakistan (Memon, 2016), fast food industry is changing
at fast pace due to shift in consumers life style (Memon, 2016). It was found in the study
that consumers spend 42%of their income on food (Dambo, Ersoy, Auwal, Olorunsola, &
Saydam, 2022) They also found that Pakistan’s food industry is growing at the average rate
of 21% annually.

b. Literature Review

Customers look for product-related information, evaluations, and recommendations before
making any purchases to ensure that the choice they make is the best possible one (Filieri,
Acikgoz, Ndou, & Dwivedi, 2021). A person's time and effort invested in searching for
information may differ. On the other hand, social media has greatly facilitated the process
of finding information. Information is easily accessible these days; users visit various social
media platforms to obtain data that will help them make better selections about what to buy
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and improve the overall quality of their purchases. In this case, consumers in particular rely
on user-generated content when making decisions on what to buy (Fotiadis, Polyzos, &
Huan, 2021)). The theories of planned behavior (Ajzen, 1991), technology acceptance
mode (Davis, 1986), social impact theory (Latane, 1981), and reasoned action theory
(Fishbein & Ajzen, 1975; Ajzen & Fishbein, 1980) all lend support to this paradigm.

i. User Generated Content
User generated content (UGC) or consumer generated content (CGC) or sometimes
customers’ based content can be defined as any material created by its users; either in text
(comments and reviews), photos or visuals uploaded on the Internet, especially on social
media (two-way communication) is known as user-generated content.

It has a greater influence on people’s consumption behavior (Presi & Hartmans,
2014). According to Ghouri, Tong and Hassan (2021, the term UGC has a broad
scope as shown from past literature where researchers have conducted studies providing
different contexts of UGC. It showed the multifaceted nature of UGC.

ii. Perceived Credibility (PC)

Credibility is defined as believability (Jumaan, Hashim, & Basheer , 2020) As credible
people are likely to be believed by the majority of people; similarly, credible information
is believable information (Tseng & Fogg, 1999). Most users, who prefer UGC, rely on the
other users’ comments and tags (Grover, Kar, Janssen, & llavarasan, 2019). They perceive
that UGC is a more credible than company generated content (Jumaan & Hashim, 2020).
Customers most of the time read product reviews on social networking site (SNS) to
reduce the risk of purchase decision ((Jahanmir & Silva, 2020; Mir & Rehman, 2013).When
a lot of users’ comments tag and share that content, it becomes popular (Han, Kim & Cha
2009). It ultimately catches the attention of users. It may influence their attitude toward
product and purchase decision (Han et al., 2009)

iii. Perceived Usefulness (PU)

Perceived usefulness is the main construct of Technology Acceptance Model (TAM) (Hajli,
2014), it can be defined as ‘the degree to which a person believes that the use of a specific
system would improve one’s performance and reduce perceived risk” (Davis, 1989; Muslim
et al., 2014). Usefulness is also related to ease, quick and efficient information receiving
((Jamil, et al., 2022)). UGC helps individual users in getting all the information with ease
and in lesser time comparatively and obtaining prompt feedback direct from the sources
(Davis, 1989; Li, Liu, Tan, & Hu, 2020)

iv. Attitude towards product and Purchase intentions

According to theory of reasoned action (TRA), attitude is described as individuals
feeling; either positive or adverse about performing a particular behavior (Fishbein &
Ajzen, 1975). Therefore, understanding attitude is imperative because it affect consumers’
behavioral intention (Luo, Duan, Shang, & Pan, 2021; Mir & Rehman, 2013). Purchase
intention can be defined as “the person’s conscious plan to make an effort to buy the
product or service” (Malik, Akhtar, Razig, & Ahmad, 2020). Ajzen (1991) further states
that “intentions are assumed to capture the motivational factors that can influence behavior;
these are indications which show how much effort an individual plans to exert and his
willingness to try and perform the behavior”. Henceforth positive attitude leads towards
positive behavioral intention of individuals (Nusairat, et al., 2021). The present study
proposes that purchaser attitude towards products and purchase intentions are positively
related (see conceptual model).

v. Theoretical and Conceptual Framework

Mir and Rehman (2013) assessed the effects of quantity of posts, reviews and views (UGC)
on perceived usefulness (PU) and perceived credibility (PC) of product content which users
generate on Youtube. Along with it, they examined the impact of PU and PC on consumer
attitude towards UGC, and intention to use in their purchase decision. They found that
guantity of posts, reviews and views (QPRV) had positive impact on both PU and PC. More
content helps user to decide the product. In addition to it, PC and PU influence consumers’
attitude toward product content generated on Youtube by its users, and intention to use that
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content in their purchase decision (Saydam, Olorunsola, Avci, Dambo, & Beyar, 2022).

Figure 1 shows how the current study's constructs relate to one another. The Theory of
Reasoned Action (Davis, 1986), the Theory of Social Impact (Latane, 1981), the Theory of
Planned Behavior (Fishbein & Ajzen, 1975; Ajzen & Fishbein, 1980), and the Theory of
Reasoned Action support the constructs of the current study.

Perceived
Credibility

Attitude burch
urchase

towards | | )

Product —— Intention

User Generated

Content

P Perceived
Usefulness

Figure: 1

Before purchasing any item for consumption, consumers look for product related
information, reviews and advice accordingly that the choice made is of highest quality
(Cheong & Morrison, 2008). Information search efforts and time may vary from person to
person. Social networking sites have made the information gathering procedure very quick
and convenient. Today, information is just one click away; consumers use different medium
to gather information on to different networking media sites to support their purchase
decisions. In the conceptual model the The idea that user-generated content (UGC) on
Facebook affects the perceived credibility (PC) and usefulness (PU) of merchandise-related
content is supported by the theory of social impact (Latane, 1981). It is thought that a user's
attitude toward a product influences their behavioral intentions (BI). The conceptual model
is supported by the technology acceptance model because perceived utility (PU) shapes
attitudes toward the product and eventually motivates users to act. Mir &Rehman, (2013)
is only Pakistani researcher who had tested this model for research in Pakistan. He had
chosen Youtube as a medium for UGC. On the other hand, the researcher(s) Bahtar& Muda
(2016) had only drawn the conceptual framework similar to current study. They did not
conduct research to test the model.

c. Research Methodology

It was quantitative and deductive research. The research design was explanatory trying to
find cause and effect relationship. The sampling approach was purposive. Data was
collected via using survey method, through questionnaires. Items of the questionnaire were
adapted from multiple related papers. The table 2 includes details about the sources of
constructs adopted for this research study. Sample of 384 at 5% margin of error (Krejcie &
Morgan, 1970) was selected for this study. The respondents from Karachi were selected as
Karachi represents the mini Pakistan; where people from all provinces of Pakistan live. It
was ensured that all the respondents were active users of social media websites
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Table 1 Supported Theories for the construct(s) of conceptual framework by
different Authors

Author and Year  Theory Constructs
Valaei & Baroto, = TAM and TPB Information quality, satisfaction of
(2017) Government Facebook page and continuance

intention of following government’s
Facebook page

Wu & Lin, (2017) TAM Perceived product description usefulness,
perceived review usefulness, attitude toward
product and purchase intention

Bahtar& Muda *TRA,**TAMUGC, Attitude toward UGC, Perceived
(2016) and ***TPB Risk, Perceived Usefulness, and Intention to
Purchase Online

Guo, Bames, Le-  TRA and TPB Online reviews, customers' perceptions of

Nguyen &Jia (2016) online reviews, their attitudes on the products
or services that are reviewed online, and their
actual purchases

Schivinski & TRA Firm created content, UGC, Brand attitude

Dabrowski (2016) and purchase intention

Ukpabi & TAM and TPB Antecedents of consumer generated media
Karjaluot (Perceived usefulness, Attitude, social

0, (2016) influence, perceived ease of use, social

influence, trust, enjoyment, empathy,
perceived behavioral control and source
credibility)

Jin& Lee (2015) TPB UGC, online page popularity, pro-
breastfeeding attitude and behavior

Mir &Rehman, TRA, TAM, Quantity of posts, views and reviews,
(2013) TPB perceived usefulness, perceived credibility,
and ****TS| attitude towards Youtube UGC and
Behavioral intention

Hajli, (2014) TAM Social media and user’s trust, perceived
usefulness and intention to buy

Wang, (2015) TRA Perceived credibility, attitude toward UGC,
user activity, social interactions, purchase
intention of products being reviewed

Mir & Zaheer, TSI Perceived credibility of UGC, consumer
(2012) attitude towards product related content and
purchase intention

*Theory of reasoned action (TRA) *# Technology acceptance model (TAM)
#2% Theory of Planned behavior (TFB) 2% Theory of Social Impact (T5I)

Table 2 Measurement of Impact of Facebook Comments, Posts and Reviews by
Users on Purchase Intention
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Construct No. of items  Adapted from
User Generated 6 2 from Jones et al (1986), 1 from Hazari
Content (2016), 1

from Bailey (2005) and 2 from Hazari (2016)

Perceived Credibility 4 1 from Hazari (2016) and 3 from Chi (2011)

Perceived Usefulness 8 3 from Hazari (2016), 2 from Patwardhan &
Ramaprasad (2005) and 3 from Hazari, Bergiel &
Sethna (2016)

Attitude Towards 4 1 from Liu et al (2009),2 from Hazari (2016) and

Product 1 from Lai & Chang (2011)

Purchase Intention 3 3 from Liu et al. (2009)

Table 3: KMO and Bartlett’s Test

Kaiser-Meyer-Olkin Measure of Sampling0.838
Adequacy Bartlett's Test of Sphericity Approx.934.843

Chi-Square
Df 45
Sig. 0.00

4. Data Analysis

Out of sample of 384, 77.6% of respondents were aged between 20-30. Respondents for
this research were 65.4% male and 34.6% female who voluntarily participated in this
research study. The respondents involved in posting comments on social networking sites
were 53.4% while rest were involved in either chatting or searching for products and
services. Almost 72% of participants were used to visit social networking websites 3 or
more times in a day. The most visited website was Facebook followed by Youtube and
Instagram(Appendix A).

An exploratory factor analysis was performed to examine the underlying structure's
internal organization. Kaiser Meyer Olkin (KMO) was used to determine whether factor
analysis on the gathered data was appropriate before moving further. While Bartlett’s tests
was run to check sample adequacy.If the value of KMO is >0.5, it is accepted. If KMO
values are ranging from 0.8-0.9, then values are superb and acceptable. KMO value of this
study is 0.838 which is superb. The value of Bartlett's test of sphericity was 934.84 with 45
degrees of freedom. The results of both tests allowed us to proceed to exploratory factor
analysis.

To filter and validate the items, principal component analysis (PCA) with varimax
rotation was used. Above tables shows the loadings and factor scores of each item
(orthogonally rotated). These scores are standardized, describing the pattern of data found
through analysis. Initially UGC has six items. But through factor analysis three items (1%,
4" and 6™) were removed due to overlapping. Similarly PC has four items; one item (7™
was removed. Four items of PU (11™, 12™, 17" and 18™) were omitted. Items of Attitude
toward product and Purchase intention remained same.
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4.1 Common Method Bias

Since data was collected from a single source, so there was a probability of common method
bias. In order to check it, Harman’s Single Factor analysis was run. We specified all the
variables into the model and then in extractions we constrained the number of factors in
model to one and data was not rotated. So in this data we observed that maximum variance
that is explained by a single factor is 42.8 or approximately 43%. So we can conclude that
this data does not suffers from common method bias issue because the variance explained
a single factor is less than 50%

4.2 Construct Validity

Validity of the questionnaire items is a crucial component of research. Convergent and
discriminant validity are examined. The degree of correlation between a construct's
components and the construct itself is indicated by the convergent value. Convergent
validity requires an AVE value of at least 0.5. Table 5 makes it clear that two factors have
an AVE greater than 0.50 and four factors have an AVE less than 0.50. Fornell and Larcker
(1981) state that a construct has convergent validity if its average variance extracted (AVE)
is less than 0.50 and its composite reliability (CR) is more than 0.60. Table 5 makes it
abundantly evident that every construct has a composite reliability of greater than 0.60.
Discriminant validity is the second kind of construct validity. It demonstrates how a
construct differs from others (Cooper & Schindler, 2008). If a construct's squared AVE is
greater than its squared correlation with any other construct, it is considered established.
Table 5 makes clear that each construct's squared AVE is greater than its squared
association with any other construct.

Table 4 Factor Loadings

Component Factor
Loading

1- UGC

Postings that appear on Facebook describes the functions of the featured brand 7
(S2)

90

Customer comments/reviews of a product are a better source of product 682

information (S3)

If the majority of user comments/reviews is positive, | would purchase the 9%

product (S5)

1- PC

| believe users’ comments/reviews on Facebook are unbiased (S8) 687

User generated content on Facebook is true and honest. (S9) 846

Reviews and posts on Facebook are reliable (S10) 498

2- PU

Reviews and posts on Facebook are a convenient source of information (S13) 670

Reviews and posts on Facebook are useful. (S14) 781

Users provide relevant and accurate product information on Facebook. (S15) 548
.785

Reviews and posts make product information immediately accessible.(S16)
3- ATP
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User comments and reviews are helpful in comparing two products or 796

service.

Information gathered through user generated content saves time 802

Reading other users’ comments/reviews enables me to know more about 793
that service (assume any food service)

Positive comments and reviews influence me to like that “XYZ” restaurant 710
service
4- PI
Reading users’ comments and reviews influence my behavior towards that 587
restaurant service

809

User comments /reviews are likely to influence my future purchase decision -

When | plan to go to dine inn, | keep in mind those reviews and comments .832
of others related to that service.

Table 5vConvergent and Discriminant Validity

Correlation
Constructs CR AVE AVE(sqrt) UGC PC PU ATP PI
UGC 0.73 0.4822 0.69 0.04 010 0.02 0.00
PC 0.725 0.4785 0.69 0.10 0.06 0.00
PU 0.79 0.4938 0.70 0.02 0.00
ATP 0.86 0.6024 0.78 0.01
Pl 0.79 0.5637 0.75 0.00

Table 6 Model fitness tests

Model CMIN/DF P RMR GFI NFI RFI IFI TLI CFlI RMSEA

Value 5.713 .000 .250 .845 .865 .825 .886 851 885 111

Table 7 Direct, Indirect and Total effects of hypothesized models

Independent variables Endogenous
variables

Attitude towards Purchase Intention

product

Direct Indirect Total Direct Indirect Total

effect effect effect effect effect  effect
User generated content .000  .329 329 .000 0.165 .165
Perceived credibility .39 0.00 396 .000 0.199 .199
Perceived usefulness 0.1 0.000 .010 .000 0.005 .005
Attitude towards Fxx 50 0.00 502
product

Table 8 Hypothesis Testing
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Proposed Relationships based on Conceptual P C.R  Estim Supported/
Framework ate Rejection

There is significant impact of User generated *** 12928 551 Supported
content on Perceived usefulness

There is significant impact of User generated *** 18.047 .678 Supported
content on Perceived credibility

Perceived usefulness affects attitude towards *** 10.965 .379 Supported
product

Perceived credibility affects attitude towards ***  16.05 .553 Supported
product

Attitude towards product influences the purchase *** 11.178 .496 Supported
intention

4.2 Model Fitness through Structural Equation Modeling-AMOS

Model fitness was tested through structural equation modeling by using AMOS “Analysis
of Moment Structures”. To further examine the impact of user generated content on
purchase intention was further decomposed into direct, indirect and total effect (see table
7). Chi-square goodness of fit value is more than 5(see table 4), but p value is 0.000. This
is usually greater than 5 when the samples size is more than 200(Anderson 1984 &Bentler,
1990). So for this study sample size was 384. So CMIN value does not fully predictthe
model. There are other criteria discussed here to test goodness of model fit. Root Mean
Square Residual (RMR) is 0.250,which indicates a good fit because it ranges between 0-1,
Goodness of fit (GFI) is similar to baseline comparison, and is used with maximum
likelihood estimation for missing data. It ranges from 0-1, 1 being a perfect fit. GFI is .845
which is near to 1, which means it is a good fit.

In this study NFI is 0.865 which is near to perfect fit. Relative Fit Index (RFI) is
the NFI standardized based on degree of freedom (df) of model, with values again close to
lindicates a very good fit. NFI of this study is .825 close to 1, very good fit. Incremental
Fit Index (IFI) is .886, TLI .851 and CFI .885. These all are near to 1, which show the
goodness of model fit.

Root Mean Squared Error of Approximation (RMSEA), for current study is .11, slightly
more than the upper limit threshold of acceptance. This value normally exceeds .10 when
the sample size is more than 200. So still there are other criteria for model fit discussed
above, which can be used for model acceptance

5.1 Discussion

The majority of proposed relationships have been fully supported. User generated content
has left its foot prints on perceived usefulness, perceived credibility and on attitude toward
product, and ultimately on purchase intention to use that service. UGC plays its significant
role in range of decisions such as evaluation of brands, judgment of service- quality
elements and future connected decisions like considering that information for dine in.
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The real challenge of this study has been to identify right measures of user
generated content. Though some earlier research studies tried to come up with the scales
especially suited to electronic word of mouth, which is somewhat related to user generated
content, but there is lot to be desired for. The results of this study pose a challenge for future
studies and open doors of opportunities for future researchers to design better scales of user
generated content having capability to uncover further areas of UGC. This study somewhat
shows that those people who use internet regularly are likely to be buy brands influenced
by other users’ experience.

The current study's findings are consistent with the literature evaluation (see table
6). The findings of this investigation align with the findings of Mir and Rehman (2013).
Customers' perceptions of the value of content created by Facebook users are positively
impacted by perception (Zehra, Shehzadi, Tahir, & Hassan, 2022). Customers have a more
favorable opinion of UGC and a more positive attitude toward the product than they do
toward social media advertisements (Jonas, 2010). Also positive attitude toward product
and purchase intention are positively associated (Wang, Teo, & Liu, 2020)

6. Managerial Implications Recommendations / Suggestions
Based on the findings of this research study, recommendations for marketer and companies
in Pakistan are as under:

1. Ask customers to share their feedback online. And give special gifts to customers, who
put up the check in and write positive reviews.

2. Advertisers and brand managers may consider to sponsor social media users to promote
their products, via writing positive comments, reviews or making video and sharing it
with friends. As this is in line with perceived credibility. Higher quantity of positive
reviews and comments will influence the attitude toward brand and purchase Intention

3. Findings also suggest that companies may use acutal product users in their campaigns
and social media designs and advertisement as brand endorser rather than celebrities.
It will increase perceived credibility. Perceived credibility enhances attitude toward
endorsed product (Wijaya, Ra, & Hariguna, 2020)

4. In order to generate more positive reviews. Brand manager should design campaign
and events, where the most positive reviews of the month should be awarded some
benefits or gifts. This will influence the customer to write and share their reviews to
earn those benefits and gifts.

5. Monitor online reviews/comments provided by users on Facebook; companies can
forecast the future demand, and customer behavior

7. Future Research

Communication across social media channels differs. Therefore, it is suggested that other
channels of social media such as Instagram and Youtube should be studied in Pakistani
context. In addition to it, perceived risk should be added as another construct to test the
model. Furthermore the comparative study between UGC and company generated content
can be done to analyze the impact of both UGC and company generated content.
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APPENDICES

Appendix- A: Frequencies Distribution

1- Age
Age Frequency Percent
20-30 Years 298 77.6
30-40Years 67 174
40-50Years 19 4.9
Total 384 100.0
2- Gender
Gender Frequency Percent
M 245 63.81
F 139 36.19
Total 384 100.0

3- Most Frequent activity on SNS

Activity Frequency Percent
Chatting 84 219
Posting comments 205 53.4
Searching new products and services95 24.7
Total 384 100

4- Frequency of Using SNS

Frequency Percent

Once 16 4.2

2 times 89 23.2

3 times 84 21.9

4 times 34 8.9

5 times 21 55

6 times 140 36.5
Total 384 100.0

5- Most Frequent used Website SNS
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Frequency Percent
Youtube 20 5.7
Instagram 12 3.1
Facebook 320 83.3
Twitter 30 7.8
Total 384 100.0
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