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Abstract: This study aims to explore the factors influencing consumer attitudes and intentions
towards using Online Food Delivery (OFD) services in Indonesia. Integrating the Unified Theory
of Acceptance and Use of Technology (UTAUT) and the Theory of Planned Behavior (TPB), the
research evaluates dimensions such as performance expectancy, effort expectancy, social
influence, information quality, price-saving, and time-saving orientation. Through a structured
online survey of 275 Indonesian respondents, it was found that social influence, price-saving,
and time-saving orientation positively impact OFD perceptions. This study provides novel
insights into post-COVID-19 pandemic OFD research in Indonesia, albeit limited to respondents
in the Jabodetabek area.
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INTRODUCTION

The COVID-19 pandemic has resulted in a notable change in the commercial domain,
emphasizing the significance of online transactions (Alaimo et al., 2020; Galati et al., 2020;
Chang and Meyerhoefer, 2020; Troise et al., 2021). Additionally, there has been a swift and
substantial growth in worldwide Internet usage. Based on data from Statista (2023), the global
population of Internet users has reached an approximate count of 5.18 billion individuals as of
April 2023. This figure accounts for approximately 64.6% of the whole global population.
Projections suggest that this figure will continue to experience annual growth in the foreseeable
future. The increase in the number of individuals using the Internet has resulted in a plethora of
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fresh prospects for online enterprises, particularly in the domains of online retail and electronic
commerce (Lim et al., 2016).

The proliferation of Internet usage in contemporary society has facilitated the integration
of technology and commerce, effectively accommodating the changing needs of individuals and
giving rise to innovative business frameworks, such as the online food delivery industry (Hamid
et al., 2022; Bezerra et al., 2013; Machado and Pigatto, 2015). Blow et al. (2019) conducted a
qualitative study to explore the sociocultural attitudes of Indonesian clients towards online food
delivery. The findings of the study revealed a range of motivations for utilizing these services,
including convenience, time efficiency, accessibility, and the opportunity for social contacts.

Furthermore, the study also unveiled that the increase in the prevalence of OFDs in
Indonesia is intricately linked to the development of the nation's e-commerce industry. Based on
the statistical data presented by the Badan Pusat Statistik in 2019, Indonesia had a notable
growth rate of 78% in the domain of electronic commerce, thereby establishing its place as the
tenth most substantial market for such expansion on a global level. The observed growth
trajectory in Indonesia can be ascribed to multiple factors, including the increasing buying power
of Indonesian consumers, improved accessibility to the Internet, and increased technological
literacy among the Indonesian populace (Annur, 2020a; Annur, 2020b). The e-commerce
industry in Indonesia is seeing substantial expansion, which is anticipated to directly influence
the market for online food delivery. The current scenario offers advantageous prospects for the
food delivery industry since there is a growing need for such services inside the nation.

The concept of Online Food Delivery Service (OFD) pertains to the efficient
transportation of the food items that have been requested by customers via websites or mobile
applications. This service facilitates the direct delivery of food and beverages from a diverse
range of restaurants to the customers' designated location (Pigatto et al., 2017; Ray et al., 2019).
There are two primary classifications of providers within this service. The primary category
includes well-established fast food franchises, including McDonald's, Pizza Hut, KFC, and
Domino's Pizza. The second category encompasses various restaurant intermediaries such as
GoFood, GrabFood, ShopeeFood, and Foodpanda. These intermediaries extend delivery services
to a wide range of restaurants, thereby offering a diverse selection (Yeo et al., 2017). Online food
ordering applications have been developed with sophisticated functionalities to tackle prevalent
challenges such as delays in waiting, traffic congestion, misunderstandings, and delivery
setbacks. These apps efficiently optimize various tasks including food selection, order
placement, payment processing, preparation for contactless delivery, order tracking, and more.
Users can conveniently access these features by simply tapping on their mobile phones
(Hirschberg et al., 2016; Kapoor and Vij, 2018).

There has been a striking transition from traditional dine-in experiences to the utilization
of online platforms for food ordering, which has become more prevalent throughout the years
2020 and 2021. This movement can be attributed to the implementation of strict lockdown
measures, as highlighted by Durai (2020). According to Statista, it is projected that the global
Food & OFDs delivery market would reach a valuation of US$ 16 billion by 2023, exhibiting a
Compound Annual Growth Rate (CAGR) of 20.03%. This growth is attributed to the substantial
impact of the COVID-19 pandemic. The continuation of this growth trajectory is anticipated,
leading to a projected market volume of US$ 33 billion by the year 2027. Furthermore, it is
forecasted that the user penetration rate in the food delivery sector would reach 20.3% by 2023.
The observed growing trend can be ascribed to the rising demand and prospective expansion of
the food delivery sector (EC Insider, 2018; Statista, 2023)
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In the context of the expanding Indonesian market, there exists a notable dearth of
knowledge pertaining to customer behavior in the realm of online food purchases. This study
contributes to the existing body of knowledge by examining the determinants that impact the
utilization of Online Food Delivery Services in Indonesia, a nation undergoing development. It is
imperative to comprehend the consumer behavior environment and identify the key determinants
of success in the Indonesian market. This study endeavors to contribute to the current corpus of
knowledge on the subject by examining consumer preferences and discerning significant success
factors within the emerging online food delivery industry.

Research on Online Food Delivery (OFD) services has primarily focused on customer
behaviors during the COVID-19 pandemic. Hamid, Azhar, and Sujood (2023) investigated
consumer tendencies to purchase via e-commerce, using the Theory of Planned Behavior (TPB)
and emphasizing trust. Similarly, Karulkar et al. (2021) explored OFD service acceptability,
extending the Unified Theory of Acceptance and Use of Technology (UTAUT) with Perceived
Control and Hedonic Motivation. However, most studies focus on the pandemic era, with limited
examination of post-pandemic trends. Notably, few studies have integrated either TPB or
UTAUT into their analysis, indicating a gap in the current research landscape.

The Theory of Planned Behavior (TPB), as emphasized by Bente and van den Putte
(2022), is a well-established conceptual framework employed in the study of human behavior. It
posits that the immediate antecedent to actions is intention, which is shaped by three
fundamental determinants: attitude, subjective norm, and perceived behavioral control. The
aforementioned model has been widely employed and thoroughly examined in the context of
forecasting Behavioral Intention (BI) (Fielding et al., 2008; Soliman, 2019; Sujood et al., 2021).
Moreover, the Unified Theory of Acceptance and Use of Technology (UTAUT) is a theoretical
framework utilized to forecast the acceptance of technology. It posits that the inclination to adopt
a particular technology is influenced by four fundamental factors: performance expectancy,
effort expectancy, social influence, and facilitating conditions. The primary objective of the
UTAUT model is to provide a comprehensive understanding of the various elements that impact
user intents to engage with an information system, as well as the subsequent usage patterns that
emerge as a result. (Venkatesh et al., 2003).

To address the current gaps in research, this study employs an all-encompassing
conceptual framework that combines the Theory of Planned Behaviour (TPB) and the Unified
Theory of Acceptance and Use of Technology (UTAUT) models. The primary aim of this
research is to examine the inclination of consumers in Indonesia to utilize online food delivery
services following the conclusion of the epidemic. The TPB model is employed to offer a full
comprehension of the factors that influence customers' perceptions towards online OFDs
delivery services. Yeo et al. (2017) emphasize that the criteria encompassed in this study consist
of the perceived convenience, value, and safety of the service. The UTAUT model is employed
to acquire a more profound comprehension of the determinants that impact customers' perceived
behavioral control. Several factors contribute to individuals' adoption of a service, such as the
service's availability in their geographic vicinity and their level of proficiency with the associated
technology (Lee et al., 2019).
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RESEARCH MODEL & HYPOTHESES DEVELOPMENT
Research Methodology
Data collection and measurement items

Google Forms was used to construct an online survey for data collection. The link for the
survey was distributed through mailing list broadcast and personal interaction in messaging
applications by researchers. from June 17,2023 to August 2, 2023. During this period of time,
the Indonesian government had declared COVID-19 an endemic instead of a pandemic. During
this time, the number of active cases of COVID-19 was decreasing, from 9,925 on June 17 to
8,245 on August 2. The respondents’ nationalities to the survey were all Indonesian.

In this study, a questionnaire with a total of 53 questions that include a filter question and
a respondents demographic questions is used. 40 of those items were used to measure the
variables with a seven-point Likert scale, where 1 reflects strongly disagree and 7 reflects
strongly agree. These items were adapted from previous studies, with five items each to measure
subjective norms and perceived behavioral control adapted from Allah Pitchay et al. (2021), five
items measuring performance expectancy, four items each measuring effort expectancy,
information quality, time-saving orientation, attitude towards OFDs, and intention to use OFDs,
three items measuring social influence and price-saving orientation were adapted from Hamid et
al., (2022). The sources of each measurement item are enumerated in Table 1, and the items'
wording was modified to make them more applicable to the present study. The units of
measurement are specified in the appendix.

Table 1: Items used in questionnaire

Construct No. Items Source
Subjective Norms 4 Ajzen (1991), Mathieson (1991)
Perceived Behavioral Control 5 Taylor and Todd, 1995)
Performance expectancy 5 Palau-Saumell et al. (2019)
Effort expectancy 4 Palau-Saumell et al. (2019)
Social influence 3 Palau-Saumell et al. (2019)
Information quality 4 Suk Won et al. (2019)

Escobar-Rodriguez and Carvajal-

Price-saving orientation 3 Trujillo (2014)
Time-saving orientation 4 Alreck and Settle (2002)
Attitude towards online food delivery services 4 Childers et al. (2001)
Intention to use online food delivery application 4 Suk Won et al. (2019)

Data analysis

The research employed a two-phase strategy to examine the data. Initially, a
measurement model was established through confirmatory factor analysis (CFA). This model
was subsequently utilized to identify the most fitting structural equation model (SEM) and
evaluate the hypotheses. The data were analyzed using SPSS 26. To ensure the clarity and
simplicity of the questions, a preliminary test was conducted on 20 responses. Ultimately, 275
responses were gathered, with 3 being excluded due to incomplete data, resulting in a total of
272 valid and employable responses for the study.
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Results
1 Demographic Profile
From the data gathered in our research through 272 valid responses, in terms of gender

46.7% were men and 53.3% of respondents are women. In terms of age, most of the
respondents are 18-27 years old, 63.2%, and 23.9% are 28-37 years old. On marital status,
66.5% of the respondents are single, and 33.5% are married. For the educational background
of our respondents, most of them are undergraduate with bachelor degree (S1) with 66.2%,
18.8% only finished high school, and 9.6% of the respondents are graduate with master
degree. In terms of the respondents' status of employment, 42.6% worked in the private
sector, 30.5% were university students, 13.2% were entrepreneurs, and 8.1% were
housewives. As many as 30.5% of the respondents monthly income is between 5 million
rupiah to 10 million rupiah, and 29.8% of the respondents income is under 5 million rupiah. In
terms of OFDs service preference, 52.6% of our respondents use Gofood as their primary
application of OFD, 36% use Grab Food, and 9.9% of respondents use Shopee Food.

2 Descriptive Results

To process and analyze the descriptive data, SPSS 26 was used. Standard deviation and
mean derived from 272 valid responses are shown in table 2. The results gives the picture of
the compositions of each dimensions measured, which are subjective norms (SN), perceived
behavioral control (PBC), performance expectancy (PE), social influence (SI), effort
expectancy (EE), time-saving orientation (TSO), information quality (1Q), attitude towards
OFDs (AT), price-saving orientation (PSO), and intention to use OFDs (INT). According to
the previous study, the mean value can be divided into three levels: low, moderate, and high.
A mean value lower than 3 is considered low, 3 and 5 is considered moderate, and a mean
value more than 5 is considered high (Sekaran and Bougie, 2013). Through our analysis, the
highest scoring mean is effort expectancy (6.213) and the lowest mean is subjective norms
(3.909). For standard deviation, lowest scoring dimension is effort expectancy (0.951) while
highest scoring dimension is subjective norms (1.484).

Table 2: Frequency Table (Profile of Respondent)

Demographic variable Frequency Valid percentage
| | | 1
Gender
Male 127 46.67
Female 145 53.33
Age
Below 18 172 63.2
18-27 65 23.9
28-37 16 5.9
38-47 9 3.3
48-57 5 1.8
Above 57 5 1.8
Total 272 100
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Education
SMA 51 18.75
D3 15 5.51
S1 180 66.18
S2 26 9.56
Total 272 100
'Occupation ' '
Student 85 31.25
Employed 127 46.69
Businessperson 36 13.24
Unemployed 24 8.82
Total 272 100.00
‘Marital Status ' I
Single 181 66.54
Married 91 33.46
Total 272 100.00
'Monthly Income ' I
< Rp. 5,000,000 14 5.15
Rp. 5,000,000 - 10,000,000 26 9.56
Rp. 11,000,000 - 15,000,000 20 7.35
Rp. 16,000,000 - 20,000,000 7 2.57
> Rp. 20,000,000 24 8.82

Total 272 100.00

'Frequency of ordering food and
beverage items per week

1-3 185 68.01

4-6 62 22.79

>7 25 9.19
Total 272 100.00

3 Measurement model

We conducted an analysis of the collected data to assess the degree of alignment
between the gathered data and the suggested model, employing the two-phase methodology
outlined by Anderson and Gerbing (1988). Using confirmatory factor analysis (CFA), the
constructs' reliability and discriminant and convergent validity were evaluated and supported
in the first step. In the next step, structural equation modeling (SEM) served to validate the
hypotheses proposed in this research, with the objective of elucidating the fundamental causes
and effects between the latent variables.
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Table 3: Descriptive Statistics

Dimension Mean Std. Deviation
ISN | 3.9099 | 1.48444
PBC 6.1375 1.0457
PE 5.7316 1.12215
EE 6.2132 0.95108
SI 5.7083 1.06257
1Q 5.5202 1.07837
PSO 4.7267 1.29308
TSO 5.6737 1.06041
AT 5.216 1.11099
INT 5.2803 1.24334

Kaiser—-Meyer—Olkin (KMOQO) test and Bartlett's test of sphericity (BTS) were conducted
to determine whether the sample size was significant for factor analysis. The KMO test
measures the sampling adequacy of the data, while the BTS test tests the hypothesis that the
variables are not correlated. Hair et al. (2010) and Tabachnick and Fidell (2007) recommend
that the KMO value should be greater than 0.6 and the BTS significance level should be less
than 0.05 for factor analysis to be appropriate. In this study, the KMO value range between
0.738 - 0.868 and the BTS significance level is 0.000, both of which meet the recommended
criteria.

Table 4: KMO
Dimension KMO Bartlett Chi Square Sig.
SN | 0.818 | 655.795 | 0.000
PBC 0.876 902.071 0.000
PE 0.868 748.924 0.000
EE 0.870 985.627 0.000
Sl 0.738 393.052 0.000
1Q 0.810 803.894 0.000
PSO 0.626 203.571 0.000
TSO 0.807 591.222 0.000
AT 0.796 745.021 0.000
INT 0.829 719.958 0.000
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Therefore, the sample data is appropriate for factor analysis. In other words, the KMO
test indicates that a significant amount occurs among the variables in the data set, which is
necessary for factor analysis. The BTS test also shows that the variables are not independent,
which is another requirement for factor analysis. Therefore, the sample data is suitable for
factor analysis and can be used to identify underlying factors that explain the variation in the
data.

In order to measure the internal consistency of the model, evaluation of the coefficient
alpha is done. (Cronbach, 1951) suggested if the value of Cronbach alpha exceeds the value of
0.7, the internal consistency of scale is high (Nunnally, 1978). From processing of the data
gathered, all Cronbach Alpha values exceed 0.7, ranging from 0.729 to 0.914 (See Table 5).

Hair et al (2016)., suggested that above 0.70 as minimum score for composite
reliability, based on Table 5, the result of this study shows that the acceptable range for the
composite reliability is between 0.84 and 0.95. The outcome demonstrates strong internal
consistency dependability. AVE was employed to assess convergent validity, where the
average values of each concept would be more than 0.5. The results also suggest that this
study has strong convergent validity, with an AVE ranging from 0.652 to 0.852, above the
minimal threshold of 0.5. Internal reliability ranged from 0.801 to 0.931 for all standardized
loadings in FLs, which is greater than the minimal cut-off value of 0.70.Henseler et al. (2015)
explained that when evaluating discriminant validity, the correlations between different
factors are examined using HTMT correlations. Establishing a solid connection among these
constructs, as this indicates a favorable correlation value. The findings indicated a positive
relationship between the constructs, with all values below 0.90, as advised by Gold et al.
(2001). The outcomes of the discriminant validity assessment, meeting the recommended
standards, are displayed in Table 7.

The Fornell-Larcker criterion is a method for assessing discriminant validity, which is a
statistical measure of how distinct two constructs are from each other (Fornell & Larcker,
1981). The criterion states that the square root of the average variance extracted (AVE) for a
construct must be greater than the correlation between that construct and any other construct.
From Table 7, the square roots of AVE are written diagonally in italics ranging from 0.808-
0.923, showing that the condition is met, meaning the constructs are considered to be
discriminant. In other words, the Fornell-Larcker criterion ensures that each construct
measures a unique concept and is not simply a reflection of other constructs. This is important
for ensuring that the results of a study are valid and reliable. In conclusion, the measurement
model has demonstrated satisfactory reliability and validity. Hence, the model is suitable for
testing the proposed hypotheses.

Table 5: Measurement Model

Constructs Items Factor Loadings Cronbach Alpha AVE CR
ISubjective Norms | SN1 | 0.84 | 0.895 | 0.743 | 0.920 |
SN2 0.849
SN3 0.885
SN4 0.872

Perceived Behavioral
Control PBC1 0.805 0.902 0.732 0.932
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PBC2 0.806
PBC3 0.845
PBC4 0.907
PBC5 0.908
Performance Expectancy PE1 0.804 0.889 0.697 0.920
PE2 0.888
PE3 0.813
PE4 0.866
PE5 0.801
Effort Expectancy EE1 0.918 0.942 0.852 0.958
EE2 0.917
EE3 0.926
EE4 0.931
Social Influence SI1 0.880 0.868 0.791 0.919
SI2 0.893
SI3 0.895
Information Quality 101 0.882 0.914 0.809 0.944
1Q2 0.922
1Q3 0.896
1Q4 0.898
Price-Saving Orientation PSO1 0.857 0.729 0.652 0.848
PSO2 0.685
PS03 0.868
Time-Saving Orientation TSO1 0.845 0.88 0.737 0.918
TSO2 0.900
TSO3 0.859
TSO4 0.828
Attitude ATl 0.87 0.905 0.780 0.934
AT2 0.894
AT3 0.867
AT4 0.901
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Intention INT1 0.902 0.904 0.781 0.935
INT2 0.866
INT3 0.915
INT4 0.851

Table 6: Result of Collinearity

Dependant Variable Independent Variable VIF

Attitude Performance Expectancy 2.895

Effort Expectancy 2.336

Social Influence 2.212

Information Quality 2.458

Table 7: Price-Saving Orientation 1.395
Time-Saving Orientation 3.237

Intention Subjective Norms 1.049

Perceived Behavioral Control 1.164

Attitude 1.206

Discriminant Validity (HTMT)

SN PBC PE EE SI 1Q PSO TSO AT INT

SN 0.862
PBC 0.108 0.855

PE 0.292** 0.568** 0.835

EE 0.052 0.754** 0.649** 0.923

Sl 0.173** 0.502** 0.558** 0.624** 0.889

IQ 0.161** 0.469** 0.639** 0.627** 0.685** 0.900

PSO 0.165** 0.240** 0.427** 0.278** 0.390** 0.389** 0.808

TSO 0.212** 0.536** 0.778** 0.663** 0.582** 0.648** 0.494** 0.858

AT 0.215** 0.374** 0.608** 0.472** 0.548** 0.566** 0.586** 0.679** 0.883

INT 0.295%* 0.356** 0.610** 0.431** 0.481** 0.499** 0.506** 0.619** 0.725** 0.884
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Figure 2: Structural model and hypotheses
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Table 8: Path Coefficients and Hypothesis Testing
Hypothesis Relationship Std. Beta  Std. Error  t-value Sig (P-Value)  Decision  R?
H1 PE -> Attitude 0.12 0.067 1.758 0.08 NS 0.576
H2 EE -> Attitude -0.06 0.071 -0.975 0.33 NS
H3 S| -> Attitude 0.142 0.062 2.389 0.018 S
H4 1Q -> Attitude 0.1 0.065 1.601 0.111 NS
H5 PSO -> Attitude 0.292 0.041 6.187 0.000 S
H6 TSO -> Attitude 0.333 0.075 4.632 0.000 S
H7 SN -> Intention 0.143 0.035 3.432 0.001 S 0.554
H8 PBC -> Intention 0.094 0.052 2.127 0.034 S
H9 AT -> Intention 0.66 0.05 14.725 0.000 S

4 Structural Model
1. Lateral Collinearity Assessment
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In accordance with Hair et al. (2016), to be acceptable, VIF has to be valued at 5 or
less. If it is more than five, it may indicate that the independent variable in the model is
correlated, which makes matching the model and interpreting the findings difficult. As it
shows in Table 6, in this study all the independent variables are less than 5, indicating that
lateral multicollinearity is not a cause for worry.

2. Path Analysis

The standard regression coefficient, also known as the route coefficient, is utilized to
analyze the direct effect of an independent variable on a dependent variable. Moreover, the
value of the coefficient indicates the impact it will convey. The better the outcome, the
stronger the relationship. Simultaneously, Path coefficient methods were used to
investigate the connection and the direction for the study's hypotheses. A full collinear is
described by Anderson and Gerbing (1988) as having a correlation coefficient of 1. The
hypotheses examined were confirmed after the model's validity was determined. The [1°
value will be used to determine the coefficient and significance level for a beta (Hair et al.,
2011). In this study, the value of (17 for the intention to use an OFDs is 0.554, which
means 55.4% of the variance of intention can be explained by subjective norms, attitude
and perceived behavior control. Meanwhile, the value of attitude’s 12 is 0.576, which
means 57.6% of the variance of attitude can be explained by performance expectancy,
effort expectancy, social influence, information quality, price-saving orientation and time-
saving orientation. From processing this data, the results indicate social influence
(=0.142, t-value=2.389, p<0.05), price-saving orientation ($=0.292, t-value=6.187,
p<0.001), and time-saving orientation ($=0.333, t-value=4.632, p<0.001) positively
influence the attitude, but performance expectancy ($=0.12, t-value=1.758), effort
expectancy (=-0.06 t-value=-0.975) and information quality ($=0.1, t-value=1.601) are
not positively related to attitude. Subjective norm ($=0.143, t-value=3.432, p<0.05),
perceived behavioral control (5=0.094, t-value=2.127, p<0.05) and attitude influence
(6=0.66, t-value=14.725, p<0.001) positively towards behavioral intention. Therefore, all
results are shown in Table 8.

DISCUSSION & CONCLUSION

The purpose of this study is to look into the various factors that could impact consumers'
intentions and behavior when using Online Food Delivery services (OFDs). Service in the post-
pandemic era in Indonesia by applying the TPB and UTAUT model. The escalating prevalence
of online food ordering services in Indonesia can be attributed to the substantial proliferation of
cost-effective mobile devices such as smartphones and tablets within the domestic market,
coupled with convenient access to high-speed Internet and broadband infrastructures. Moreover,
the advent of the COVID-19 pandemic prompted a significant surge in the e-commerce sector,
evidenced by escalated sales via online platforms, as individuals adhered to social distancing
protocols and embraced remote purchasing practices from the safety of their residences. In
addition to pandemic-induced trends, the utilization of e-commerce platforms for food and
beverage transactions addresses diverse personal and societal imperatives of consumers, aligning
with evolving lifestyle preferences and broader societal shifts. (Cho et al., 2019).

The Theory of Planned Behaviour (TPB) and the Unified Theory of Acceptance and Use
of Technology (UTAUT) have been extensively investigated in numerous prior studies.
However, there has been limited research conducted on the period following the pandemic, and
there is a lack of integration with the Theory of Planned Behaviour (TPB) and the Unified
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Theory of Acceptance and Use of Technology (UTAUT) in order to identify behavioral intents.
The study sought to determine the relationship between attitude and behavioral intention in the
post-pandemic era within the context of Indonesia, based on the available knowledge in the field.

This study's findings reveal a favorable correlation between attitude towards OFDs and
factors such as social influence, price-saving orientation, and time-saving orientation. This
implies that individuals are inclined to exhibit a favorable disposition towards OFDs when they
perceive social approval from their acquaintances and relatives, perceive potential cost savings,
and perceive potential time savings. Nevertheless, the variables of performance expectancy,
effort expectancy, and information quality did not exhibit a significant correlation with the
attitude regarding OFDs.

Furthermore, the research revealed that subjective norms, perceived behavior control, and
attitude had positive correlations with the intention to utilize OFDs in the post-COVID-19 era.
This finding indicates that individuals are more inclined to express an intention to utilize an
internet-based food delivery platform when they perceive social approval from their
acquaintances and relatives, possess self-efficacy in utilizing the service, and have a favorable
attitude towards it. Moreover, similar findings were offered by other scholars. (Mainardes et al.,
2020; Troise et al., 2020; Grandon et al., 2011)

Implications
Theoretical implications

Based on the theoretical frameworks of UTAUT (Unified Theory of Acceptance and Use
of Technology) and TPB (Theory of Planned Behaviour), the present study examined a range of
variables that influence the utilization of OFDs in the context of Indonesia. Consequently,
through an analysis of the influence of performance expectations, effort expectations, social
influence, information quality, price-saving orientation, and time-saving orientation on attitudes
towards OFDs, as well as the impact of subjective norms and perceived behavioral control to the
intention to use OFDs, the findings of this research provide a valuable addition to the expanding
literature body concerning OFDs. This study contributes to the current amount of research on the
behavioral intention to engage in e-commerce for the purpose of ordering food and drink
products. To the best of our knowledge, there is currently no existing study that has specifically
investigated the influence of trust on behavioral intention in the context of buying food and drink
goods through OFDs platforms after the outbreak of the COVID-19 pandemic, particularly
within the Indonesian setting. The present study addresses this gap by offering an established
conceptual framework that can be used as a valuable resource for future scholars and researchers.
The study may also be used to conduct a comparative analysis on the factors that influence both
attitude and intention to utilize OFDs prior to, during, and post the outbreak of the COVID-19
pandemic.

Additionally, the study looked into what criteria persuade consumers in many nations,
including Indonesia, to use OFD services. Different researchers may use the elements used for
this analysis to perform further research in different contexts, such as online shopping,
hospitality and travel, food services, and ride hailing businesses.

Since Indonesia is currently going through a significant phase of digitization, more
people are expected to use OFDs. In order to explore Indonesia's OFD application area, the
current study is one of the pioneering efforts. As a result, the amount of knowledge created by
this study gives future researchers a new framework on which to investigate the variables that
influence between attitude and OFDs
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Practical implications

The present study contributes to the existing body of knowledge and enhances the skill
set of those engaged in the shared economy, as well as those who run restaurants and companies
that provide OFD services. The findings of this study also assist those parties in developing a
more comprehensive grasp of the idea and various functions of employing food delivery services
and food delivery applications. The results of this study should help food delivery service
providers and restaurant owners understand that social influence, a focus on cost- and time-
savings, subjective norms, perceived behavioral control, and attitudes towards using OFDs are
key factors in the success of OFD services and applications.

From these results, companies in this industry have to focus on these variables to
maintain and increase greater acceptance and adoption after COVID-19 ended. The result of this
study could also be useful in other industries such as start-up businesses, political movements,
and government authorities giving services to the community. Furthermore, the study's
conclusions may be important for advertisers and marketers who seek to broaden their consumer
base. Finally, our research will offer competitive guidance to foreign enterprises, particularly
those seeking to grow their OFDs operations in developing countries.

Limitation & future directions

The current study possesses certain limitations that may provide valuable insights for
guiding future research initiatives. This study was carried out in Indonesia, a country that faces
technological obstacles and internet access limitations, resulting in limited e-commerce
accessibility for certain areas. Therefore, It is necessary to acknowledge that the outcomes of
this study may possess limited capacity to be generalized to other countries and could exhibit
variations based upon the level of development within each respective country. Potential future
research initiatives may involve conducting studies in other nations to examine the applicability
of the concept within an e-commerce context.

The factors that contributed were identified using the Theory of Planned Behaviour
(TPB) model and the Unified Theory of Acceptance and Use of Technology (UTAUT). Future
research could include additional variables and measure the interaction between TPB, UTAUT,
and the theory of perceived risk. Further concepts, such as the technology acceptance model
(TAM), theory of perceived risk (Bauer's, 1967), and elaboration-likelihood model (Petty &
Wagner, 1999), may be used as well to support e-commerce enterprises develop innovative
strategies.

The data utilized in this study was obtained from a sample of 272 participants, as a result
of the time limitations imposed on this research. Following researchers have the potential of
gathering data from a more expansive number of samples, which may produce different
outcomes. The research also revealed that performance expectancy, effort expectancy, and
information quality were not shown to have a significant impact on individuals' attitudes towards
using OFDs. This finding may not be generalizable to other countries, and future studies could
investigate the impact of cultural differences on outcomes.

An important limitation of the study was the difficulty in attracting OFD users outside
Jabodetabek area to participate in the survey. 88.6% of the respondents were living in
Jabodetabek area, making this study not too representative to other areas in Indonesia. Future
studies could use other data collection methods that further represent the overall Indonesia area.

This study has a number of limitations that could help future e-commerce research.
Further studies could be conducted in other nations, incorporate additional variables, and
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implement larger sample sizes. They might also integrate additional theories and employ
alternative data collection methods. Future studies could aid e-commerce companies in
developing new strategies and enhancing the consumer experience by addressing these
limitations.
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