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THE INFLUENCE OF UNVERIFIED
NEWS AND ELECTRONIC

WORD-OF-MOUTH ON CUSTOMER

SATISFACTION AND PURCHASE

INTENTION: AN EMPIRICAL STUDY

ON THE FOOD AND BEVERAGE
INDUSTRY

Abstract

In the digital age, unverified news and electronic word-of-mouth (e-WOM) have be-
come pervasive, raising concerns about their influence on customer behavior and de-
cision-making. This research aims to investigate how unverified news affects customer
purchase intention and satisfaction, emphasizing the mediating role of brand image
within customer relationship management. Using the Elaboration Likelihood Model
(ELM) as the theoretical framework, the study collected the data from 378 undergradu-
ate and postgraduate students in Vietnam. The hypotheses were tested through Partial
Least Squares Structural Equation Modeling (PLS-SEM) using SmartPLS4. There are
two significant results. Firstly, unverified news has significantly influenced brand im-
age and trust, leading to customer satisfaction and purchase intention. Secondly, brand
image plays a mediating role in the relationship between e-WOM and purchase in-
tention. This research contributes to the marketing literature by demonstrating how
unverified news shapes consumer behavior. The findings provide actionable insights
for businesses to adapt their marketing strategies, addressing the growing challenges
of misinformation to improve brand trust and customer satisfaction in today’s infor-
mation-driven market.

Keywords brand, credibility, misinformation, purchase,
satisfaction, trust
JEL Classification D12, M31

INTRODUCTION

With a market of nearly 100 million consumers, Vietnam is critical to
expanding the domestic and international food and beverage (F&B)
industry. The F&B industry has rapidly recovered post-COVID-19, be-
coming vital to the country’s economy. Along with the benefits of an
enormous customer volume, Vietnam is considered a country with a
unique and diverse traditional culinary culture that is actively pre-
served and promoted. In recent years, investment in the food, res-
taurant, and accommodation services sectors has grown, paving the
way for the development of Vietnam’s F&B sector in terms of market
expansion, supply seeking, and promotion. Additionally, the digital
economy and social networks have exploded, transforming the F&B
field in Vietnam. This phenomenon allows businesses to connect with
a broader range of customers and adapt to changing consumer habits,
fostering the growth of this industry; however, it also causes several
risks. Aside from the macro-level difficulties associated with opera-
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tions and supply chains, F&B businesses also face challenges in managing concerns surrounding infor-
mation and unverified news about their brands and products. In early 2023, Vietnam had 77.93 million
internet users (Vnetwork, 2023), with the number of social media users reaching 70 million, which
makes it challenging for businesses to regulate such materials, including false reviews, comments, and
misinformation. Therefore, there is a growing concern regarding the combination of unverified news
and e-WOM, which affects customer perspectives and brand reputation. Understanding how these fac-
tors impact consumer purchase intention is essential to help companies take prompt action, grab new
opportunities, and enhance their strategy in an increasingly digital market era.

Thus, the authors investigate the factors customers use to identify fake news, including source credibil-
ity, news truthfulness, and news credibility, and analyze how these factors influence brand perception,
subsequently affecting purchase intention and customer satisfaction. Moreover, the authors examine

the impact of e-WOM on brand perception and purchase intention.

1. LITERATURE REVIEW

AND HYPOTHESES

While significant contributions of prior research,
there are remaining gaps. Prior studies have in-
vestigated the influence of fake news on consumer
purchase behaviors; nevertheless, a comprehen-
sive analysis of certain businesses or services, es-
pecially the food and beverage sector, remains
unexamined (De Costa, 2023; Davali et al., 2023).
Moreover, these studies have not yet examined
the effects of fake news from the brand’s view-
point, including its influence on purchase inten-
tion through diverse elements. Previous studies
highlight the mechanisms by which consumers
discern misinformation and the elements that in-
fluence their perceptions (Chen et al., 2023; Rao,
2022; Oude Nijhuis, 2018).

The “Elaboration Likelihood Model” (ELM) is
commonly used as a foundation for developing
models to investigate aspects that influence us-
ers’ elaborative efforts with persuasive items on
their attitude (Appelman & Sundar, 2016). The
term “elaboration” refers to the extent to which a
recipient considers an argument. The user’s elabo-
ration of the information received affects behavior
properly, implying that it may influence customers’
willingness to buy the brand or firm about which
the information or argument is received (Wagner
& Petty, 2022). Customers may accept news or con-
tent if the source is knowledgeable, trustworthy, or
appealing (Han et al., 2018). Most ELM research
has discovered that attitudes are formed or altered
by either a persuasive argument or a cue, not both
simultaneously (Davis & Agrawal, 2018).

http://dx.doi.org/10.21511/im.21(1).2025.12

It is believed that everyone has a unique sense of
credibility. Source credibility is widely seen as a
favorable trait of the communicator that influ-
ences the receiver’s acceptance of the message
(Aghitashera et al., 2020). According to research
on source credibility in persuasive communica-
tion, raising the perceived knowledge of the source
improves attitude change (Sharif et al., 2022;
Visentin et al., 2019). According to Aghitashera et
al. (2020), source credibility is a positive trait of
the communicator that controls the recipient’s ac-
ceptance of the message. Furthermore, the degree
to which a communication recipient believes in
the source’s claim is another definition of source
credibility (Visentin et al., 2019; Mishra & Samu,
2021). Source credibility plays a vital role in build-
ing brand trust, regardless of the individual’s level
of involvement in the message (Wu & Wang, 2011).

The objective truthfulness of the content com-
municated is the definition of news truthfulness
(Sharif et al., 2022; Mahdi et al., 2022). The term
“news truthfulness” simply means whether the
news or content provided is real or false. Research
indicates that readers will only accept the news
conveyed objectively, undermining the news’s
perceived trustworthiness. Vafeiadis et al. (2019)
found that customers are likely to have harmful
behavioral intentions toward untrustworthy com-
panies and lower brand trust based on studies on
privacy issues in an online context.

The credibility of news is defined by people’s opin-
ions of how accurate the material is. Appelman and
Sundar (2016) said: “The judgment of an individual
about the content being communicated can be used
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to determine news credibility. The veracity, authen-
ticity, and accuracy of the information conveyed
are evaluated”. According to a study, news accuracy
affects consumers’ trust in businesses by encour-
aging them to check the news’ veracity and adjust
their behavior and attitude accordingly. The impact
can be more significant if the news originates from
a reputable source (Baek et al., 2019; Lee, 2021).

The concept of unverified news is widely avail-
able on the Internet these days. As the word im-
plies, unverified news is presented as legitimate
even though it is frequently designed to deceive
recipients. Unverified news is news designed
to be false yet can be substantiated (Allcott &
Gentzkow, 2017). The purpose and strategy uti-
lized by the source or publisher to present the
news are critical in determining whether it is ac-
curate or false (Lazer et al., 2018). Hence, in this
study, three small variables were used to assess
unverified news: source credibility, news truthful-
ness, and news credibility. According to Visentin
et al. (2019), unverified news is fake tales deliber-
ately expressed as accurate, even if they have been
independently proven false.

One element that arises from unverified news in
an internet context is trust. Wu and Wang (2011)
found a positive and direct correlation between
brand trust and source credibility. Regardless of
the person’s degree of engagement with the mes-
sage, the study showed that source credibility is im-
portant for establishing brand trust (Wu & Wang,
2011). According to another study, consumers’ trust
in brands is impacted by the accuracy of the news,
which prompts people to verify the news’ accura-
cy and modify their behavior and attitude accord-
ingly (Marshall & WoonBong, 2004). Misleading
information about brands can turn into rumors
in this fast-paced age of information transmission,
harming the brand by leading customers to think
adversely or identify it with unpleasant things.
Unreliable news damages a brand’s credibility and
reputation by making consumers lose faith in it.

The impact of unverified news on a brand’s reputa-
tion and image can never be understated (Kotler,
2003); defines an image as “the set of beliefs, ideas,
and impressions that a person holds regarding an
object.” Social media is critical in virtualizing cri-
ses and harming a company’s and brand’s repu-
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tation. Chakraborty and Bhat (2018) distinguish
between two brand images: hedonic and func-
tional. Hedonic brand image measures the brand
based on the consumer’s sentiments or emotions
toward the brand, whereas functional brand im-
age measures the brand’s performance or utility.
Unfavorable internet reviews can harm a brand’s
image or reputation, reducing client loyalty.
Online evaluations, blogs, and texts about brand
usage experiences are more effective than spoken
communication when building a solid brand im-
age (Berger & Iyengar, 2013).

E-WOM has risen since customers rely more on
their brand interactions and word of-mouth rec-
ommendations (Cheung et al, 2009). O’Reilly
(2016) defined e-WOM as “Any positive or nega-
tive statement made by potential, actual, or former
customers about a product or company which is
made available to many people and institutes via
the Internet.” Negative online product reviews
are one kind of word-of-mouth communication.
Bambauer-Sachse and Mangold (2011) examined
consumer-based brand equity. Their empirical
study confirmed the hypothesis that unfavorable
online product reviews harmed consumer-based
brand equity and image. Moreover, E-WOM
has considerable effects on the brand image
(Chakraborty, 2019; Wang et al., 2022).

With the rise of electronic media as a powerful and
trustworthy information source, the influence of
electronic word-of-mouth (e-WOM) on purchas-
ing decisions has increased significantly (Lopez &
Sicilia, 2014). According to Chevalier and Mayzlin
(2006), customers can obtain important product
or service quality information through e-WOM
communications. The effect of online product
reviews on the relative sales of two online book-
sellers was examined by Cui et al. (2012) using
publicly available data from two leading online
retailers. The study’s findings demonstrated how
much these online interactions influence other
customers’ purchasing decisions. Online reviews
are potent informants and recommenders that
significantly impact both the intention to buy and
the actual purchase (Park et al., 2007). Customers’
purchasing decisions are impacted by the quan-
tity and quality of electronic word-of-mouth (e-
WOM) shared on various social media platforms
(Lin et al., 2013).

http://dx.doi.org/10.21511/im.21(1).2025.12



In Greek online shopping research, brand trust
significantly impacts consumer satisfaction
(Pappas et al., 2014). Kundu and Rajan (2016)
define brand trust as consumer expectations or
perceptions about a brand’s reliability and inten-
tions in customer risk scenarios. Kundu and Datta
(2014) discovered that trust considerably impacts
service quality and customer satisfaction.

In general, research suggests that trust predicts
purchasing behavior (Arvidsson & Melander,
2020). Additionally, Kim et al. (2017) stated that
brand trust significantly influences purchase in-
tention. As brand trust has some important im-
pacts on customers’ purchasing behavior, it can
become an advantage in helping firms lower the
risk of uncertainty and encouraging purchases
among consumers (Villagra et al., 2021; Chae et
al., 2020).

Previous research has found that brand image
increases consumer satisfaction, leading to a
long-term connection with a company and good
word-of-mouth communication (Chao et al., 2015;
Anwar et al., 2019). Verdilla and Albari (2018)
describe the brand image as the perception of a
brand that is supported by associations with the
brand that are memorable to consumers. The re-
search studies conducted by Chao et al. (2015) and
Anwar et al. (2019) found that long-term connec-
tion with a company and good word-of-mouth
communication increase customer satisfaction,
which was improved by brand image. Mohammed
and Rashid (2018) also discovered that consumer
happiness and loyalty, which affect overall satis-
faction, correlate directly with brand image.

Customers increase their interest in purchasing
the brand when they have a good impression of
the brand image (Kotler et al., 2016; Martha &
Febriyantoro, 2019). According to Martha and
Febriyantoro (2019), a well-known brand image is
distinctive in the market. Furthermore, customers
employ a strong brand image to increase their in-
terest in purchasing the brand (Kotler et al., 2016;
Martha & Febriyantoro, 2019).

Customer satisfaction can predict purchase in-
tent and customer loyalty (Yang & Peterson,
2004). Furthermore, the more customers feel sat-
isfied with the brand, the longer they will stay

http://dx.doi.org/10.21511/im.21(1).2025.12
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and make more purchases (Johnson et al., 2015;
Nuraini & Hendratmi, 2021). Yen and Gwinner
(2005) observed that overall satisfaction with
Internet self-service technology was positively
connected to behavioral intentions, namely the
willingness to continue purchasing from the
same service provider.

This study aims to investigate the impact of un-
verified news on customers’ intention to purchase
and satisfaction within the food and beverage in-
dustry. It also examines the mediating effects of
brand trust and brand image. The following hy-
potheses are developed based on the literature re-
view and empirical evidence:

Hla: Source Credibility has a significant impact
on Brand Trust.

HIb: News Truthfulness has a significant impact
on Brand Trust.

H2a: News Credibility has a significant impact on
Brand Trust.

H2b: Source Credibility has a significant impact
on Brand Image.

H3a: News Truthfulness has a significant impact
on Brand Image.

H3b: News Credibility has a significant impact on
Brand Image.

H4: E-WOM has a significant impact on Brand
Image.

H5: E-WOM has a significant impact on Purchase
Intention.

H6: Brand Trust has a positive and significant ef-
fect on Customer Satisfaction.

H7:  Brand Trust is positively related to Purchase
Intention.

HS8: Brand Image has a significant positive effect
on Customer Satisfaction.

H9:  Brand Image has a positive effect on Purchase

Intention.
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Unverified News

Source Credibility

News Truthfulness

Brand Trust

H6 Customer

Satisfaction

H7 H8

HI10

Y

News Credibility

Brand Image

Purchase Intention

e-WOM

A

HS5

Figure 1. Proposed research model

HI0: Customer Satisfaction has a positive rela-
tionship with Purchase Intention.

The research model is illustrated in Figure 1.

2. METHODOLOGY

2.1. Participants and data collection

Before conducting the primary survey, a pilot
study was performed to evaluate the clarity and
reliability of the survey scales. This pilot test in-
volved 20 participants who provided feedback on
the wording and comprehension of the question-
naire items. During this phase, it was discovered
that several questions were difficult to interpret,
making it challenging for respondents to provide
accurate answers. Based on the feedback, the re-
searchers revised the questionnaire by adapting
several items from established scales used in pre-
vious studies. This ensured that the questions were
straightforward and aligned with the research ob-
jectives. After making the necessary adjustments,
the final version of the questionnaire was finalized.
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A quantitative survey research design was used
in the study. The questionnaire was made into
Google form and sent through social media and
websites from March to May 2024. The researchers
used the non-probability method to select the sur-
vey sample. The research introduction, guidelines,
and screening questions open the questionnaire.
The items of the constructs in the models are then
measured in the questionnaire’s body section. The
personal information of the respondent completes
the questionnaire. Since the data obtained for
this investigation were not normally distributed,
the “Partial Least Squares Path Modeling” (PLS-
PM) technique was employed. This approach is
appropriate for analyzing non-normal data (Hair
et al,, 2009). The PLS-PM was carried out using
SmartPLS 4, and the descriptive statistical analy-
sis was performed using SPSS. For the final analy-
sis, a total of 378 qualified answers were accepted.

2.2. Measurements
Scales from previous studies were adopted for the

research. The measurement of the unverified news
concept was adapted from Sharif et al. (2022) and
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Visentin’s (2019) research with five items, six items,
and three items for Source Credibility, News
Truthfulness, and News Credibility, respectively.
E-WOM included six items and was measured by
the scale developed by Sagynbekova et al. (2021).
The scale for Brand Image was adapted from Lien
et al. (2015) with six items. Brand trust and pur-
chase intention were measured using the Bhandari
(2020) scale, which includes four items and five
items. Finally, the scale to measure customer satis-
faction was adopted by Guo et al. (2012), and it had
five items. There are 40 items to measure all vari-
ables in the survey. All items were measured using
the 5-point Likert scale, with 1 indicating “strong-
ly disagree” and 5 indicating “strongly agree”.

2.3. Demographic results

According to the data analysis, the gender dis-
tribution shows that 54% of the respondents
are female, while 46% are male, indicating a
balanced yet slightly female-skewed sample.
Regarding age, most participants fall within
the 20 to 30-year range, representing 53% of
the sample, followed by those aged 30 to 40 at
24%. The youngest age group, under 20 years,
constitutes 18%, while the oldest group, above
40, makes up only 5%. This distribution in age
shows a concentration of individuals in early
adulthood. In terms of educational level, the da-
ta shows that most participants have completed
or are currently studying for a bachelor’s degree,
with 76% of university or college students and
37% of postgraduate students. Those with a high
school education account for 15% of the popu-

Table 1. Respondent demographics

Innovative Marketing, Volume 21, Issue 1, 2025

lation. With a high level of educational accom-
plishment, it is suggested that the sample popu-
lation is well-educated and highly emphasizes
university education.

Regarding monthly income, the sample is rela-
tively evenly distributed across different income
levels, but there is a concentration in the middle
to upper-income ranges. The most significant pro-
portion of participants is between 10 to 20 million
VND per month, accounting for 49%, followed by
25% of people with a monthly salary between 20 to
30 million VND. 16% of the participants earn less
than 10 million VND monthly, while those earn-
ing over 30 million VND per month comprise 10%
of the sample. This income distribution indicates
that most participants are financially stable, with
a significant portion earning above the average in-
come level.

3. RESULTS

Cronbach’s Alpha and Composite Reliability
were used to examine dataset’s reliability and
internal consistency objectively. All variables
have Cronbach’s Alpha coefficient values and
Composite Reliability values greater than 0.7 but
less than 0.9, indicating that the latent variables
have adequate internal consistency and reliabil-
ity. Item elimination was done to confirm the
constructs’ convergent validity. The final mea-
surement model meets all of Cronbach’s Alpha,
Composite Reliability, and AVE thresholds shown
in Table 2.

Classification Frequency Percentage
‘Female 205 ‘ 54%
Gender ehe e teretereteree st eetreteretetereteteteteasereoeretelereteretetateteenteactrttereteteretaratereraterecartateranante
44444444444444444444444444444444444444444 Male OZ T R T
Under 20 68 L18%
20-30 201 53%
Age - PP
30-40 A 28% o
‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘ Above 40 20 e3P
High school 58 e 15% o
Academic level Univers'i‘tuy/college 282 o 76%
"""""""""""""""""""""""" Master or higher 37 9%
Under 10 61 o 16%
) . 10-20 185 49%
Monthly income (million VND) s
20-30 33 i 25% o
i Above 30 39 10%

Note: n = 378.

http://dx.doi.org/10.21511/im.21(1).2025.12
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Table 2. Reliability and validity

. ! ! Outer i Cronbach’s
Variable : Item R CR : AVE':
; ; loading i Alpha
he source of |nformat‘|on is reputable 0.892
Source e source of |nformat‘|on is hlghly rated by the forum members
Credibility e source of |nformat‘|on is good 0.802 0.938
(SC) he‘source of |nf‘o‘rmat|0n is trustworthy :
he source of informat‘ion is reliable
he news is trustable
he news prowdes true content
News he news is accurate
Truthfulness i+ - e 0.693 : 0.876
he news is rellable H
(NT)
e news does not lie
he news is ver|ty
News ‘he‘news is bellevable
Credibility he news is factual 0.841 0.906
he news is trustworthy ;
My frlends/farnlly influenced my evaluat'lon of F&B brand

i Comments/reviews of Internet users are very helpful in selectlng
&B brand

omments/rewews of Internet users prowde mformahon | had not
enaware of F&B brand H

e-WOM

; 0958 10792  0.948
(Ew) ©OEwW4

often read other consumers’ onIlne product reviews to know what :
roducts/brands make good i impressions on others H

i To make sure | buy the right product/brand, | often read other
onsumers onllne product reviews

fl don t read consumers’ onI|ne product reviews when | buy a
oduct/brand I worry about my decision

|nk brand X Would have h|gh |ntegr|ty
belleve brand X would be rellable ;
Brand Trust : : :
(BT) f1 was to discuss brand X with others | would probably say posmve § :0.840: 0.937
ings : : :
and X appears | Iike a good quality brand
and X hasa rlch history
ustomers (we) can reliably pred|ct how brand X will perform
: My purchased brand X offers me a sense of group belonging H
Brand Image i~ - e
(81) rand X is well established 0.580 0.755
rand X has a clean image ;
rand X has a dlf'ferent'lated image in comparlson with the other
roduct/brand
rand X makes me feel dellghted
Customer rand X gives me pleasure ;
Satisfaction rand Xincreases my frequency of use 0.799 0.937
(C9) nd X makes me feel good. :
......................... nd X prevents me from Iooklng cheap and another brand
: would still consider purchasing brand X that is claimed to have
i nutritional or health benefits which is truly verified by comment/
eview of Internet users
i would continue purchasmg brand X with nutrmonal or health
PI2 i benefits which is truly verified by comment/review of Internet
Purchase Sers ‘
Intention ¢ lwould recommend that my relatives and friends purchase brand X 0.508 0.897
(PI) i that is claimed to have nutritional or health benefits which is truly :
er|ﬁed by comment/rewew of Internet users
: I would like to receive information about brand X that is claimed
P4 ito have nutritional or health benefits which is truly verified by
H omment/rewew of Internet users

i lintend to purchase brand X in the future

/I 48 http://dx.doi.org/10.21511/im.21(1).2025.12
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Table 3. Fornell and Larcker’s criterion for discriminant validity

NC ¢ NT ¢ P SC EW

Variable BI © BT ¢ S
0
L.oa1a 0132
0.481 0.090
..0480 0268
0.496 0.056
i

Note: square roots of AVE are on the main diagonal.

The discriminant validity was assessed using the
Fornell and Larcker criterion (Fornell & Larcker,
1981) and the HTMT ratio (Henseler et al., 2015).
The square roots of the AVE are compared to the
correlations between latent variables to examine
the criterion established by Fornell and Larcker
(1981). If the square roots of a construct’s AVE are
more significant than the squared correlations of
other constructs, discriminant validity is consid-
ered established. Table 3 shows that the square
root of all AVE values on the significant diagonal
exceeds the correlation coeflicient between con-
structs in the matrix’s corresponding rows and
columns, providing preliminary support for dis-
criminant validity (Hair et al., 2009).

Besides, HTMT is another criterion for assess-
ing discriminant validity. Table 4 presents that all

HTMT ratios are below 0.90, indicating that dis-
criminant validity is achieved (Hair et al., 2009).

Furthermore, a bootstrapping technique in
SmartPLS is used for t-statistics tests to verify
the empirical nature of the theoretical model and
clarify the relevance of path coefficients. Before
this, the collinearity statistic checks the model’s
collinearity problem. The results in Table 5 dem-
onstrate that the VIF value is 1.000, lower than 3.3,
which emphasizes that the multicollinearity phe-
nomenon among the independent variables does
not affect the hypothesis testing or cause bias or
flip regression coefficients (Kock et al., 2012).

As shown in Figure 2 and Table 6, the direct path
relationships were accepted, and the other two
were rejected at a significance level of 5%. The re-

Table 4. Heterotrait-monotrait (HTMT) ratios for discriminant validity

Variable BI BT cs

NC ¢ NT  PIL i SC

571
EW : 0.355

0.122

Table 5. Collinearity statistics (inner VIF)

Variable BI BT | cs NC NT PI e EWOM
BI : - : - i 1.000 - - 1.000 - -
o N T N WA O N B
€2 T T T S - 1,000 SR B e
NC 1.000 1.000 - - - - - -
NT 1.000 1.000 - - - i -
Pl T T T T T T T T
s¢ 1.000 1.000 T S T T T T
EWOM 1.000 - - - - 1.000 - -
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Innovative Marketing, Volume 21, Issue 1, 2025

Table 6. Results of hypothesis testing

Hypothesis

B2,

L L

.Csow

LNCOBL
NC - BT
LNTBT

2!

_EWOMOBL

EWOM - PI

© Original Sample (0) : Sample Mean (M) | Standard Deviation (STDEV) t-statisticsp-values:Supported

0301

0.263

1
27

0280

ome

0.174

o158
-0.010

038

0202

0.307

0307
002
0327
o14e

0.268

0148
S
0207
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between Source Credibility and Brand Trust (f =
0.272; p = 0.000), between e-WOM and Brand Trust
(B = 0.159; p = 0.004). Thus, the result confirmed
that Hla, H1b, H2a, H2b, H3a, H3b, H4, H7, H8, HY,
HIO0 are accepted. However, the result rejected H5
and H6, which means that e-WOM is not positively
associated with Purchase Intention (§ = -0.010; p
= 0.049) and Brand Trust does not positively affect
Customer Satisfaction (p = 0.025; p = 0.672).

In brief, Table 6 examines the relationships be-
tween various constructs such as Brand Image
(BI), Brand Trust (BT), Customer Satisfaction (CS),
Purchase Intention (PI), and other factors like
News Credibility (NC), New Truthfulness (NT),
Source Credibility (SC), and electronic Word of
Mouth (e-WOM).

4. DISCUSSIONS

The results show that Brand Image significantly
influences Customer Satisfaction and Purchase
Intention, which is crucial in driving consumer be-
havior. Brand Trust has a significant effect on pur-
chase intention, but it does not have a significant
effect on customer satisfaction. The credibility of
the news factors, including News Credibility, news
truthfulness, and Source Credibility, positively af-
fect both Brand Image and Brand Trust. This
result shows that credible and truthful informa-
tion shapes consumer views. Finally, e-WOM sig-
nificantly positively affects Brand Image but does
not directly influence Purchase Intention. These
findings imply that to improve consumer happi-
ness and purchase intention; firms should develop
a solid brand image and trust backed by reputable
information sources and accurate communication.

The significant role of source credibility and news
truthfulness in influencing brand trust and image
reflects higher consumer awareness in the digital
age. Consumers are increasingly critical of the in-
formation they encounter, prioritizing trustwor-
thy and transparent sources. This is particularly
relevant in Vietnam, where rapid digitalization
has exposed consumers to a mix of credible and
unverified information.

On the other hand, the observed weaker impact of
news truthfulness on brand image diverges from

http://dx.doi.org/10.21511/im.21(1).2025.12

Innovative Marketing, Volume 21, Issue 1, 2025

studies such as Berthon and Pitt (2018), which ar-
gued for a stronger influence. This difference might
be attributable to Vietnam’s unique consumer cul-
ture, where experiential factors like product qual-
ity and customer service are heavily weighted in
brand image formation. Additionally, the preva-
lence of unverified news in Vietnam’s digital eco-
system may desensitize consumers to misinforma-
tion, diminishing its effect on brand image.

The mediating role of brand image in the e-WOM-
purchase intention pathway underscores the im-
portance of brand perception in the F&B industry.
Given the sensory nature of F&B products, con-
sumers often rely on the brand image as a heuris-
tic for quality, especially when direct experience
is unavailable. However, the weaker relationship
between e-WOM and purchase intention may also
stem from information overload. With the prolif-
eration of online reviews, consumers might strug-
gle to discern valuable insights, diluting e-WOM’s
direct impact on decision-making.

5. IMPLICATIONS

AND FUTURE RESEARCH

5.1. Theoretical contributions

Our findings align with the broader literature
on the Elaboration Likelihood Model (ELM),
which posits that consumers process informa-
tion differently based on its perceived relevance
and credibility (Appelman & Sundar, 2016;
Petty & Cacioppo, 1986). Similar to prior stud-
ies (e.g., Cheung et al., 2009; Wang et al., 2022),
the results emphasize the critical role of cred-
ible information in shaping consumer attitudes
and behaviors. However, discrepancies such as
the limited direct impact of e-WOM on pur-
chase intention highlight the need for industry-
specific research. While Lépez and Sicilia (2014)
found stronger direct effects of e-WOM in the
electronics sector, this study underscores the
nuanced motivation within the F&B industry,
where brand trust and image play more central
roles.

In addition, this study investigated the im-
pact of unverified news and electronic word-
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of-mouth (e-WOM) on customer satisfaction
and purchase intention in Vietnam’s food and
beverage (F&B) industry. The findings provide
meaningful insights into the mediating roles of
brand trust and brand image in shaping con-
sumer behavior. It particularly explores that
unverified news significantly influences brand
trust and brand image. Specifically, source cred-
ibility and news truthfulness were identified as
critical drivers of brand trust, reinforcing prior
research by Wu and Wang (2011), which empha-
sized the importance of credible sources in fos-
tering consumer trust. Similarly, Visentin et al.
(2019) demonstrated that news credibility signif-
icantly impacts brand trust and image, findings
that align with our results.

Lastly, this study confirms its positive influ-
ence on brand image but finds no direct im-
pact on purchase intention. This is similar to
Chakraborty and Bhat (2018) who highlight-
ed the mediating role of brand constructs in
the e-WOM-purchase intention relationship.
However, Lopez and Sicilia (2014) reported a
direct effect of e-WOM on purchase intention
in other sectors, suggesting that the F&B indus-
try’s reliance on tangible, sensory experiences
may explain the weaker direct relationship ob-
served in this study.

5.2. Managerial implications

In recent years, there has been an increasing de-
mand for reliable and accurate information sourc-
es about products and companies. Firms in the
F&B sector must develop official channels, such as
websites or social media platforms, to provide up-
dated information about brands, products, prod-
uct usage, and relevant information. This is espe-
cially important in Vietnam, where the popula-
tion using the Internet is very large, and informa-
tion control becomes necessary to protect brand
reputation.

This study shows that e-WOM can improve brand
image, influencing purchase intention. Therefore,
businesses should invest in providing e-WOM
channels and encouraging consumers to partici-
pate in product discussions. Identifying consum-
er trends and creating valuable content can help
businesses create positive customer interactions.
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Social media platforms such as Facebook can
build group discussions, track trends, and reach
out to industry experts for feedback and product
improvements.

At the same time, businesses should have a specif-
ic strategy for managing misinformation through
e-WOM. This includes filtering tools to control
misinformation and provide accurate informa-
tion about effectiveness. Ensuring the authentic-
ity of information helps businesses maintain cus-
tomer trust and improves brand image in the eyes
of consumers. Proactively transparently commu-
nicating with customers is crucial to ensure that
misinformation does not damage the brand.

Finally, businesses should encourage close coor-
dination between communications, customer ser-
vice, product management, and IT departments
to manage brand information effectively. This will
help businesses respond quickly to customer re-
quests and protect their brand signals during in-
formation crises.

5.3. Limitations and future research

Despite the significant contribution to theory
and practice, this research has some limitations.
Firstly, the authors only surveyed several cities in
Vietnam, and the sample size still needs to be in-
creased. The analysis results are for reference only
and cover a limited number of samples and cit-
ies. As a result of this constraint, the study could
be more thorough and general. Second, given the
study’s length restrictions, other limited aspects
should have been taken into account, in addition
to the effects of unverified news and e-WOM on
purchasing intention and customer satisfaction
indicated in the survey form. Thirdly, time and fi-
nancial constraints have an impact on the findings
of the study. Ultimately, the research topic could
cover only some aspects that continue to influence
customer satisfaction and purchase intention in
the F&B market. Future research should explore
other moderators, such as cultural differences and
industry-specific contexts, to determine whether
these relationships persist in different environ-
ments. Additionally, examining the long-term ef-
fects of brand communication strategies on con-
sumer behavior could provide additional insights
into maintaining customer loyalty and trust.
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CONCLUSION

This study aims to develop a comprehensive theoretical framework that integrates the effects of unveri-
fied news attributes, brand trust, brand image, e-WOM, and purchase intention to understand their in-
fluence on consumer behavior. The results demonstrate that unverified news, primarily when evaluated
through source credibility and news truthfulness, significantly affects both brand trust and brand im-
age, affecting customer satisfaction and purchase intention. Besides, e-WOM plays a vital role in shap-
ing brand image, although its direct impact on purchase intention is less pronounced. These findings
suggest that businesses must prioritize managing the credibility of the information they share, espe-
cially in the digital environment. Companies can improve customer satisfaction and increase purchase
intentions by enhancing brand trust and promoting a positive brand image through high-quality com-
munication. Companies should also actively monitor online reviews and e-WOM to ensure that inac-
curate or misleading information does not harm their reputation.

AUTHOR CONTRIBUTIONS

Conceptualization: Ngoc-Hong Duong, Chi Viet Duong.

Data curation: Chi Viet Duong, Minh Chau Thai.

Formal analysis: Thien Kim Nguyen Ba, Bao Tran Tran.

Funding acquisition: Ngoc-Hong Duong.

Investigation: Chi Viet Duong, Thien Kim Nguyen Ba, Minh Chau Thai.
Methodology: Ngoc-Hong Duong, Thien Kim Nguyen Ba.

Project administration: Ngoc-Hong Duong.

Resources: Chi Viet Duong, Bao Tran Tran.

Software: Chi Viet Duong, Thien Kim Nguyen Ba.

Supervision: Ngoc-Hong Duong.

Validation: Bao Tran Tran, Minh Chau Thai.

Visualization: Bao Tran Tran, Minh Chau Thai.

Writing - original draft: Chi Viet Duong, Thien Kim Nguyen Ba, Minh Chau Thai.
Writing - review & editing: Ngoc-Hong Duong, Bao Tran Tran.

(2019). Effect of service quality,

http://dx.doi.org/10.21511/im.21(1).2025.12

0rg/10.1177/1077699015606057

REFERENCES
Aghitashera, D., Farida, N., & brand image, perceived value 5. Arvidsson, A. P, & Melander,
Wulandari, R. (2020). The Effect on customer satisfaction and L. (2020). The multiple levels
of Endorsers’ Source Credibility loyalty in the Chinese banking of trust when selecting suppli-
on Emotion Towards Youtube’s industry. International Jour- ers-insights from an automobile
Advertisement’ Source Credibility nal of Business, Economics and manufacturer. Industrial Market-
on Emotion. Ultimacomm: Jurnal Management Works, 6(3), 24-30. ing Management, 87, 138-149.
Ilmu Komunikasi [Ultimacomm: Retrieved from https://pdfcoffee. https://doi.org/10.1016/j.indmar-
Journal of Communication Sci- com/effect-of-service-quality- man.2020.02.011
ence], 12(2), 226-239. https:// . - ived- _on- .
Sororg10:19% fltmstomm. e ony. 6 Back Y. M. Kang,H. & Kim,
V12i2.1459 - ] . yalty S. (2019). Fake news should be
in-the-chinese-banking-industry- regulated because it influences
Allcott, H., & Gentzkow, M. pdf-free.html both “others” and “me”: How and
(2017). Social media and fake Appelman, A., & Sundar, S. S. why the influence of presumed in-
news in the 2016 election. Journal (2016). Measuring message cred- fluence model should be extended.
of Economic Perspectives, 31(2), ibility: Construction and valida- Mass Communication and Society,
211-236. https://doi.org/10.1257/ tion of an exclusive scale. Jour- 22(3), 301-323. https://doi.org/10.
jep.31.2.211 nalism ¢ Mass Communication 1080/15205436.2018.1562076
Anwar, S., Min, L., & Dastagir, G. Quarterly, 93(1), 59-79. https://doi. 7. Bambauer-Sachse, S., & Man-

gold, S. (2011). Brand equity

153



Innovative Marketing, Volume 21, Issue 1, 2025

dilution through negative online
word-of-mouth communica-
tion. Journal of Retailing and
Consumer Services, 18(1), 38-45.
https://doi.org/10.1016/j.jretcon-
se€r.2010.09.003

8. Berger, J., & Iyengar, R. (2013).
Communication channels

and word of mouth: How the 15.

medium shapes the message.
Journal of Consumer Research,
40(3), 567-579. https://doi.
org/10.1086/671345

9. Berthon, P.R, & Pitt, L. F. (2018).
Brands, truthiness and post-fact:
managing brands in a post-ratio-
nal world. Journal of Macromar-

keting, 38(2), 218-227. https://doi. 16.

org/10.1177/0276146718755869

10. Bhandari, M., & Rodgers, S.
(2020). What does the brand say?
Effects of brand feedback to nega-
tive eWOM on brand trust and
purchase intentions. In Electronic
Word of Mouth as a Promotional
Technique (pp. 125-141). Rout-

ledge. https://doi.org/10.1080/026  17.

50487.2017.1349030

11. Chae, H., Kim, S., Lee, J., & Park,
K. (2020). Impact of product char-
acteristics of limited edition shoes
on perceived value, brand trust,

and purchase intention; focused 18.

on the scarcity message frequency.
Journal of Business Research, 120,
398-406. https://doi.org/10.1016/j.
jbusres.2019.11.040

12.  Chakraborty, U. (2019). The im-
pact of source credible online re-

views on purchase intention: The 19.

mediating roles of brand equity
dimensions. Journal of Research
in Interactive Marketing, 13(2),
142-161. https://doi.org/10.1108/
jrim-06-2018-0080

13. Chakraborty, U., & Bhat, S. (2018).
The effects of credible online re-
views on brand equity dimensions

and its consequence on consumer 20.

behavior. Journal of Promotion
Management, 24(1), 57-82. https://
doi.org/10.1080/10496491.2017.1
346541

14. Chao,R.E, Wu, T. C., & Yen,
W. T. (2015). The influence of
service quality, brand image, and
customer satisfaction on customer

loyalty for private karaoke Room-  21.

sin Taiwan. The Journal of Global

154

Business Management, 11(1),
59-67. Retrieved from https://
www.academia.edu/88682590/
The_Influence_of_Service_Qual-
ity_Brand_Image and_Customer_
Satisfaction_on_Customer_Loy-
alty_for_Private_Karaoke_Room-
sin_Taiwan

Chen, Z. Y., Law, Z. Y., Liew, X. C,,
Ong, X. W, & Sarah, X. A. (2023).
Understanding the effects of social
media fake news on consumers’
brand trust and purchase inten-
tion (Research Project). UTAR.
Retrieved from http://eprints.utar.
edu.my/5798/1/fyp_PR_2023_
CZY.pdf

Cheung, M. Y,, Luo, C, Sia, C. L,,
& Chen, H. (2009). Credibility of
electronic word-of-mouth: Infor-
mational and normative determi-
nants of online consumer recom-
mendations. International Journal
of Electronic Commerce, 13(4),
9-38. https://doi.org/10.2753/
JEC1086-4415130402

Chevalier, J. A., & Mayzlin, D.
(2006). The effect of word of
mouth on sales: Online book
reviews. Journal of Marketing Re-
search, 43(3), 345-354. https://doi.
org/10.1509/jmkr.43.3.345

Cui, G, Lui, H. K., & Guo, X.
(2012). The effect of online con-
sumer reviews on new product
sales. International Journal of
Electronic Commerce, 17(1), 39-58.
https://doi.org/10.2753/JEC1086-
4415170102

Da Costa, E. F. B. (2023). What is

“fake” in news advertising cosmet-
ics? The impact of fake news on
consumers’ intention to purchase
and positive word-of-mouth
(Master’s Thesis). Retrieved from
https://repositorio-aberto.up.pt/
bitstream/10216/154991/2/649508.
pdf

Davali, M. M., Jouzdani R.

M., & Rasouli, N. (2023). The
Effect of Purchase Intention

its Antecedents on Fake News

by Moderating Brand Trust: A
SOBC Approach. New Marketing
Research Journal, 13(2), 143-
168. https://doi.org/10.22108/
nmrj.2023.137350.2878

Davis, J. M., & Agrawal, D.
(2018). Understanding the role

of interpersonal identification

in online review evaluation: An
information processing perspec-
tive. International Journal of
Information Management, 38(1),
140-149. https://doi.org/10.1016/j.
ijinfomgt.2017.08.001

22. Guo, X,, Ling, K. C,, & Liu,
M. (2012). Evaluating factors
influencing consumer satisfac-
tion towards online shopping in
China. Asian Social Science, 8(13),
40. https://doi.org/10.5539/ass.
v8n13p40

23. Hair, J., Anderson, R., Babin, B., &
Black, W. (Eds.). (2009). Explor-
atory Factor Analysis. In Multi-
variate data analysis (pp. 93-155)
(7th ed.). Pearson.

24. Han,]. T, Chen, Q. Liu, J. G,,
Luo, X. L., & Fan, W. (2018). The
persuasion of borrowers’ volun-
tary information in peer to peer
lending: An empirical study based
on elaboration likelihood model.
Computers in Human Behavior, 78,
200-214. https://doi.org/10.1016/j.
chb.2017.09.004

25. Johnson, K. K., Kim, H. Y., Mun,
J. M., & Lee, J. Y. (2015). Keep-
ing customers shopping in stores:
interrelationships among store
attributes, shopping enjoyment,
and place attachment. The Inter-
national Review of Retail, Distribu-
tion and Consumer Research, 25(1),
20-34. https://doi.org/10.1080/095
93969.2014.927785

26. Kim, N., Chun, E., & Ko, E. (2017).
Country of origin effects on brand
image, brand evaluation, and
purchase intention: A closer look
at Seoul, New York, and Paris
fashion collection. International
Marketing Review, 34(2), 254-271.
https://doi.org/10.1108/IMR-03-
2015-0071

27. Kotler, P. (2003). A framework for
marketing management. Prentice
Hall.

28. Kotler, P, Keller, K. L., Brady,
M., Goodman, M., & Hansen, T.
(2016). Marketing Management
(3rd ed.). PDF eBook. Pearson
Higher Ed.

29. Kunduy, S., & Datta, S. K. (2014).
A scale for measuring Internet
banking service quality: literature
review and validation with Indian
public sector banks. Journal of

http://dx.doi.org/10.21511/im.21(1).2025.12



30.

31.

32.

33.

34.

35.

36.

Electronic Commerce in Organiza-
tions (JECO), 12(3), 12-39. https://
doi.org/10.4018/jeco.2014070102

Kundu, S., & Rajan, C. R. (2016).
Word of mouth: A literature
review. International Journal of
Economics & Management Sciences,
6, 6. https://doi.org/10.4172/2162-
6359.1000467

Lazer, D. M., Baum, M. A., Ben-
Kler, Y., Berinsky, A. J., Greenhill,
K. M., Menczer, F, Nyhan, B.,
Pennycook, G., Rothschild, D.,
Schudson, M., Sloman, S. A.,
Sunstein, C. R., Thorson, E. A.,
Watts, D. J., & Zittrain, J. L. (2018).
The science of fake news. Science,
359(6380), 1094-1096. https://doi.
org/10.1126/science.aa02998

Lee, T. (2021). How people per-
ceive the influence of fake news
and why it matters. Communica-
tion Quarterly, 69(4), 431-453.
https://doi.org/10.1080/01463373.
2021.1954677

Lien, C. H., Wen, M. J., Huang,
L.C., & Wu, K. L. (2015). Online
hotel booking: The effects of
brand image, price, trust and
value on purchase intentions. Asia
Pacific Management Review, 20(4),
210-218. https://doi.org/10.1016/j.
apmrv.2015.03.005

Lin, C, Wy, Y. S., & Chen, J. C. V.
(2013, May). Electronic word-of-
mouth: The moderating roles of
product involvement and brand
image. In Proceedings of 2013
international conference on tech-
nology innovation and industrial
management (pp. 3-29). Taiwan.
Retrieved from https://toknow-
press.net/ISBN/978-961-6914-07-
9/papers/S3_29-47.pdf

Lépez, M., & Sicilia, M. (2014).
eWOM as source of influence: the
impact of participation in eWOM
and perceived source trustworthi-
ness on decision making. Journal
of Interactive Advertising, 14(2),
86-97. https://doi.org/10.1080/152
52019.2014.944288

Mahdi, A., Farah, M. E, &
Ramadan, Z. (2022). What to
believe, whom to blame, and
when to share: exploring the fake
news experience in the marketing
context. Journal of Consumer Mar-
keting, 39(3), 306-316. https://doi.
org/10.1108/JCM-05-2020-3863

http://dx.doi.org/10.21511/im.21(1).2025.12

37.

38.

39.

40.

41.

42.

43.

Marshall, R., & WoonBong, N.
(2003). An experimental study of
the role of brand strength in the
relationship between the medium
of communication and perceived
credibility of the message. Journal
of Interactive Marketing, 17(3),
75-79. https://doi.org/10.1002/
dir.10061

Martha, M., & Febriyantoro, M.
T. (2019). Analisis Faktor-faktor
yang Mempengaruhi Perilaku
Pembelian Produk Kosmetik
Ramah Lingkungan Analysis of
Factors that Influence Purchas-
ing Behavior of Environmentally
Friendly Cosmetic Products].
Jurnal Khatulistiwa Informatika
[Equatorial Journal of Informat-
ics], 3(2), 218-227. Retrieved from
https://ejournal.bsi.ac.id/ejurnal/
index.php/ecodemica/article/
view/6117

Mishra, A., & Samu, S. (2021).
Impact of fake news on social
image perceptions and consumers’
behavioral intentions. Journal of
Consumer Marketing. https://doi.
org/10.1108/JCM-05-2020-3857

Mohammed, A., & Rashid, B.
(2018). A conceptual model of
corporate social responsibility
dimensions, brand image, and
customer satisfaction in Malay-
sian hotel industry. Kasetsart
Journal of Social Sciences, 39(2),
358-364. https://doi.org/10.1016/j.
kjss.2018.04.001

Nuraini, D., & Hendratmi, A.
(2021). Analysis of factors affect-
ing customer satisfaction and cus-
tomer retention on e-commerce.
Jurnal Ekonomi Dan Bisnis Islam
[Journal of Islamic Economics and
Business], 7(2), 163-184. https://
doi.org/10.20473/jebis.v7i2.25936

O'Reilly, K., MacMillan, A.,
Mumuni, A. G., & Lancendor-
fer, K. M. (2016). Extending our
understanding of eWOM impact:
The role of source credibility and
message relevance. Journal of
Internet Commerce, 15(2), 77-96.
https://doi.org/10.1080/15332861.
2016.1143215

Oude Nijhuis, J. H. (2018). “I don’t
buy it!”: The awareness of fake
news and its effects on consumer
responses (Master’s Thesis). Uni-

Innovative Marketing, Volume 21, Issue 1, 2025

44.

45.

46.

47.

48.

49.

50.

versity of Twente. Retrieved from
https://essay.utwente.nl/77052/1/
Oude_Nijhuis_ MA_BMS.pdf

Pappas, I. O., G. Pateli, A., N.
Giannakos, M., & Chrissikopou-
los, V. (2014). Moderating effects
of online shopping experience

on customer satisfaction and
repurchase intentions. Interna-
tional Journal of Retail & Distribu-
tion Management, 42(3), 187-

204. http://dx.doi.org/10.1108/
IJRDM-03-2012-0034

Park, D. H,, Lee, J., & Han, L.
(2007). The effect of online con-
sumer reviews on consumer pur-
chasing intention: The moderating
role of involvement. International
Journal of Electronic Commerce,
11(4), 125-148. https://doi.
org/10.2753/JEC1086-4415110405

Petty, R. E., & Cacioppo, ]. T.
(1986). The elaboration likelihood
model of persuasion. Advances in
Experimental Social Psychology, 19,
123-205. https://doi.org/10.1016/
S0065-2601(08)60214-2

Rao, A. (2022). Deceptive

claims using fake news advertis-
ing: The impact on consumers.
Journal of Marketing Research,
59(3), 534-554. https://doi.
org/10.1177/00222437211039804

Sagynbekova, S., Ince, E., Ogun-
mokun, O. A., Olaoke, R. O., &
Ukeje, U. E. (2021). Social media
communication and higher educa-
tion brand equity: The mediating
role of eWOM. Journal of Public
Affairs, 21(1), e2112. https://doi.
org/10.1002/pa.2112

Sharif, A., Awan, T. M., & Paracha,
0. S. (2022). The fake news effect:
what does it mean for consumer
behavioral intentions towards
brands? Journal of Information,
Communication and Ethics in
Society, 20(2), 291-307. https://doi.
org/10.1108/jices-05-2021-0044

Vafeiadis, M., Bortree, D. S., Buck-
ley, C., Diddi, P, & Xiao, A. (2020).
Refuting fake news on social
media: nonprofits, crisis response
strategies and issue involvement.
Journal of Product & Brand Man-
agement, 29(2), 209-222. https://
doi.org/10.1108/JPBM-12-2018-
2146

155



Innovative Marketing, Volume 21, Issue 1, 2025

51.

52.

53.

Verdilla, V., & Albari, A. (2018).
Dampak Dimensi Ekuitas Merek
Dalam Membentuk Minat Beli
Ulang [The Impact of Brand
Equity Dimensions in Forming
Repurchase Intention]. Jurnal
Manajemen Maranatha [Mara-
natha Management Journal], 17(2),
81-90. https://doi.org/10.28932/
jmm.v17i2.802

Villagra, N., Monfort, A., & Her-
rera, J. S. (2021). The mediating
role of brand trust in the relation-
ship between brand personality
and brand loyalty. Journal of Con-

sumer Behaviour, 20(5), 1153-1163.

https://doi.org/10.1002/cb.1922

Vnetwork. (2023). Internet Viet-
nam 2023: Latest figures and de-
velopment trends. Retrieved from
https://www.vnetwork.vn/en-US/

156

54.

55.

news/internet-viet-nam-2023-so-
lieu-moi-nhat-va-xu-huong-phat-
trien/

Visentin, M., Pizzi, G., & Pichier-
ri, M. (2019). Fake news, real
problems for brands: The impact
of content truthfulness and
source credibility on consum-
ers’ behavioral intentions toward
the advertised brands. Journal

of Interactive Marketing, 45(1),
99-112. https://doi.org/10.1016/j.
intmar.2018.09.001

Wagner, B. C., & Petty, R. E.
(2022). The elaboration likelihood
model of persuasion: Thought-

ful and non-thoughtful social
influence. In Chadee, D. (Ed.),
Theories in Social Psychology,
Second Edition (pp. 120-142). John
Wiley & Sons, Ltd. https://doi.
0rg/10.1002/9781394266616.ch5

56.

57.

58.

Wang, Q., Zhang, W., Li, J., Mai,
F., & Ma, Z. (2022). Effect of on-
line review sentiment on product
sales: The moderating role of re-
view credibility perception. Com-
puters in Human Behavior, 133,
107272. https://doi.org/10.1016/j.
chb.2022.107272

Wu, P. C,, & Wang, Y. C. (2011).
The influences of electronic
word-of-mouth message appeal
and message source credibility
on brand attitude. Asia Pacific
Journal of Marketing and Logis-
tics, 23(4), 448-472. https://doi.
org/10.1108/13555851111165020

Yang, Z., & Peterson, R. T. (2004).
Customer perceived value, sat-
isfaction, and loyalty: The role

of switching costs. Psychology ¢
Marketing, 21(10), 799-822.

http://dx.doi.org/10.21511/im.21(1).2025.12



	“The influence of unverified news and electronic word-of-mouth on customer satisfaction and purchase intention: An empirical study on the food and beverage industry”

