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A 2 2¥© 2H0) 2d@
Estimate | Std.Error | Estimate | Std.Error | Estimate | Std.Error | Estimate | Std.Error

FreshCategory, , 0.176" | 0.082 0331 | 0.089 0.3357 | 0.090
EroPackage; , 0.100° | 0.048 0.347" | 0.095 0.368" | 0.094
FreshCategory, , : FreshFoodSearch, -0.016™ | 0.004 -0.017" | 0.004
EroPackage, , : EcoSearch, -0.004” | 0.002 | -0.005" | 0.002
FreshFoodSearch, -0.005" 0.003 -0.005" 0.003
FeoSearch, 0.005™ | 0.001 0.005" | 0.001
Plat form Tenure, , 0.325 0.501 0.362 0.483 -0.051 0.011 0.303 0.495
Covideases, -0.054™ | 0.011 | -0.051" | 0.011 0.592™ | 0.012 | -0.048™ | 0.011
Lag4.Social Vol , 0.590 | 0.012 0.595" | 0.012 0.244" | 0.490 0.595" | 0.012
Year : 2018 0.160 | 0.030 0.159" | 0.030 0.149 |  0.030 0.147 | 0.030
Year : 2019 0375 | 0.032 0.460" | 0.038 0.349" | 0.032 0.439" | 0.039
Year : 2020 0.854 | 0.076 0.922" | 0.075 0.793" | 0.077 0.843" | 0.078
2nd Quarter 0221 | 0.033 0.246" | 0.034 0.166™ | 0.041 0.189" | 0.041
3rd Quarter 0.168" | 0.034 0.189" | 0.034 0.114™ | 0.041 0.1317 | 0.041
4th Quarter 0218 | 0.034 0265 | 0.036 0.153™ | 0.045 0.1917 | 0.046
Week of Month : 2" week 0.094™ | 0.031 0.095"™ | 0.031 0.096" | 0.031 0.096" | 0.031
Week of Month : 3 week 0.108™ | 0.031 0.103™ | 0.031 0.109™ | 0.031 0.104™ | 0.031
Week of Month : 4" week 0.1197 | 0.031 0.1187 | 0.031 0.117 | 0.031 0.116™ | 0.031
Week of Month : 5" week 0.089" | 0.043 0.102° | 0.043 0.086" | 0.043 0.099" | 0.043
Week of Month : 6" week 0372 | 0.109 0.386" | 0.109 0.362 | 0.109 0.373 | 0.109
(Intercept) -0.817 2.573 | -0.994 2479 | -0.554 2512 | -0.937 2.542

Adjusted R? 0.882 0.884 0.883 0.884

AlC 4,576.066 4,558.024 4,570.412 4,544.345

"p<0.05, "p<0.01, p<0.10. 22421 AlE & ZUE MY 21} 2 T

gt 282ke] PR wet gEtAs = Fol AFE A=k ARgstA & o sig &HA
Aottt A5 23 19 2EAE &= Aol didh &R BAE7 ForA |, o ot
e T WEHE 84E Aokt EWEFS] Be, AR =ER A AFSste] sid A Akl
Aol tiet AMF(FeoSearch,)0] & T EoF  HIRE 7]t ER]F gobd 4= Qlo] AlE Aol 7HA]
Ao g SAZ] gt FHFE £2F F2(b= € T v 42T 5 o, Avxe] B
—0.0054, p<0.01) 5= ATE Holw 7 4 & Z7F 4 S0 o|27] Hzkx] 2l A
gt AAHG o ul, 2HaNe] FAHA(B= 9 IV FAE fFAEAE AS vttt 7t
—0.017, B=-0.005)= =HH 4o + g3 Hom, g Wi fAFe] Fave Hu,
o] FAA(B1=0.335, B,=0.368)°] HIo Ao A& ABAE dieh AvAF PHE PSS
= A7 AL As S 5 k. ols EH AF #F SUECl diek 22l el 5
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The Effects of Product Strategy for Improving Consumer Trust:
Evidence from Online Food Delivery Platforms*

Inseo Hwang**, Yiling Li***, Jeonghye Choi****

ABSTRACT

1. Introduction

As consumers have adapted to a non-face-to-face living environment due to COVID-19 and diversified their
food consumption behaviors, the online food shopping market has been experiencing continuous growth (Jung &
Moon, 2020). With the market expansion, competition has intensified as a large number of new platforms have
entered the market. To ensure market share and sustain business growth, it has become essential for platforms to
implement appropriate product strategies to improve consumer trust (Kang & Nam, 2022). Improving consumer
trust can positively impact on the company's long-term performance by increasing consumer awareness of the
product and fostering persistent purchase intentions (Liu & Tang, 2018). Additionally, prior research has shown
that consumers’ trust in the platform significantly influences online word-of-mouth (Brown & Reingen,
1987). Based on these findings, this study aims to address the following questions: First, how does the product
strategy implemented by the food e-commerce platforms affect consumers’ e-WOM about the platforms?

Second, does this impact vary based on the overall level of consumer interest in the consumption market?

2. Hypotheses Development

Consumer trust in a product or service plays a crucial role in their intentions to engage in e-WOM. The
credibility of a brand can influence consumers’ purchasing behavior and their willingness to maintain ongoing
relationships or share related experiences (Sam & Tahir, 2010; Trivedi & Yadav, 2020). In the context of Food
e-commerce platforms, different strategies can be employed to build consumer trust, such as reinforcing category
expertise to enhance expert-based trust or reinforcing eco-friendly elements to enhance benevolence-based trust

(Kim & Lee, 2014). Moreover, as consumer interest increases, it may lead to an upsurge in information search
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the Ministry of Education of the Republic of Korea and the National Research Foundation of Korea (NRF-2020S1A3A
2A02093277).
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behavior and higher expectations, potentially resulting in expectation discrepancies (Shin & Park, 2020). Based
on these discussions, the following hypotheses have been formulated. To test the hypotheses, the research model

was constructed as shown in Figure 1.

Fresh Food
Product strategy Search Volume
Reinforcement of H, H,
Fresh Food Expertise Amount of e-WOM
About the Platform
Reinforcement of H,
Eco-friendly Elements
H4
Eco-friendly

Search Volume

<Figure 1> Conceptual framework

[H1] Implementing a strategy to reinforce fresh food category expertise will have a positive relationship with the
amount of e-WOM about the platform.

[H2] Implementing a strategy to reinforce eco-friendly elements will have a positive relationship with the amount
of e-WOM about the platform.

[H3] As the search volume of fresh food-related keyword increases, the positive relationship between the amount
of e-WOM and a strategy to reinforce fresh food category expertise will weaken.

[H4] As the search volume of eco-friendly-related keyword increases, the positive relationship between the
amount of e-WOM and a strategy to reinforce eco-friendly elements will weaken.

3. Data and Analysis

To test the hypotheses, the authors collected e-WOM data related to each online food delivery platform,
consisting of the amount of e-WOM per-week for 14 platforms from January 2017 to December 2020, a period
when the food e-commerce market experienced continuous growth of more than 100%.

The dependent variable in the study is the amount of e-WOM for each online food delivery platform on major
domestic social media. To address potential outliers and heteroscedasticity in the data, the authors employed a log
transformation. There are two types of independent variables used in the study: First, a binary variable was
created to measure whether the platform reinforced fresh food category expertise, using the time when the
platform established its own specialized page for fresh food. Second, another binary variable is created to
measure whether the platform reinforced eco-friendly elements in its product strategy, based on the time when the
platform started using eco-friendly packaging materials. Additionally, the authors used the search volume of fresh

food and eco-friendly keywords as moderators to examine the effect of consumer interest on the relationship
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between each product strategy and e-WOM. Lastly, control variables include accumulated time after the launch
of each platform, COVID-19-related variables, and cumulative e-WOM volume for platforms over the past 4
weeks.

The linear regression model is employed to estimate each parameter for the proposed model. To address the
seasonality of e-WOM and the heterogeneity of platforms, the model includes both fixed effects and random

effects.

Social Vol, , = B, * FreshCategory,; ; + B, « EcoPackage,
+ 33 * FreshCategory,;, « FreshSearch, + (3, * EcoPackage;, » EcoSearch,

+ B35 * FreshSearch; + B¢ « EcoSearch, + 3, + v+ Controls; ,+ 1, +a;+¢,,

Based on the estimation results, the authors suggest the following findings. Firstly, implementing product
strategies to reinforce fresh food category expertise or eco-friendly elements within the platform has a positive
relationship with consumers’ e-WOM about each platform, supporting H1 and H2. Online food delivery
platforms can demonstrate their expertise in the category by establishing fresh food specialized pages and
showcasing corporate social responsibility for the environment through the use of eco-friendly packaging
materials. These strategies can enhance consumers’ expert-based trust and benevolence-based trust about
the platform, leading to an increase in the amount of e-WOM. Next, if consumers’ interest in the relevant market
increases, the effects of the existing product strategies tend to weaken for both strategies, supporting H3 and H4.
An increase in consumer interest can result in higher consumer expectations due to more information search
behavior, which may reduce the effectiveness of the strategies. However, the estimated decline in the product
strategy effects is relatively small, indicating that the overall e-WOM continues to increase up to a certain level.

This suggests that the value of using product strategies remains even after consumer interest increases.

4. Conclusion

This study confirmed the impact of the product strategies implemented by the online food delivery platform on
e-WOM, and the moderating effect of consumer interest in each market. The findings underscore the importance
of consumer trust in the operation of online food delivery platforms, particularly in terms of increasing
consumers’ e-WOM. Furthermore, this study contributes valuable insights to the online food delivery market,
offering practical considerations that firms can take into account when establishing differentiated operating

strategies to secure competitiveness.

Keywords: Online Food Delivery Platform, Fresh Food Expertise, Eco-Friendly Elements, Trust, e-WOM



