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Abstract : This study investigates the factors that influence purchase intention of 020
food delivery application, Ele.me, in China. The determinants that were
used in this study included; price, convenience, perceived usefulness,
perceived ease of use, compatibility, and trust. Descriptive quantitative
research was conducted through online survey. The questionnaire was
conducted and selected from 418 respondents by using random sampling
method. Multiple Linear Regression was applied for hypothesis testing.
The result of this study showed that price, convenience, perceived
usefulness, perceived ease of use, compatibility, and trust have significant
and positive relationships with consumers' purchasing intentions for Ele.me.
Furthermore, the findings revealed that convenience (p = 0.271, t=3.664, p
< 0.001) was the most influential factor on consumers’ purchasing intention

of Ele.me online food delivery. Research  suggestions and
recommendations were provided.
Keywords: purchase intention, Online-to-offline (020), price, convenience, perceived

usefulness, perceived ease of use, compatibility, trust

1. Introduction

Online-to-offline (020) is an e-commerce business model that has exploded in popularity in
China as a result of technological advancements, increased internet penetration, and the rise
of social media users. According to China Internet Network Information Center (CNNIC)
showed that the number of Internet users in June 2020 has reached 940 million users
(CNNIC, 2020). Traditional Chinese restaurant businesses are being dramatically influenced
by new digital platforms such as China's mobile Internet and big data technology
developments. Many consumers choose to buy food online because of the simplicity and
speed of doing so through a smartphone application (Jing, 2018). The rise of the food
delivery 020 platforms is a response to increased consumer demands and a shift in Chinese
online purchasing food behaviors (Jung, 2018). The number of food delivery users in China
has also reached 664.62 billion yuan in 2020, an increase of 86.69 billion yuan from 2019
(CNNIC, 2020). As a result, the advent of online-to-offline (020) platforms has provided
opportunities and treads for the Chinese catering and food delivery business, as well as fierce
competition between industries (Lindell & Whitney, 2001).  Meituan, Ele.me, KFC Home
Delivery, Pizza Hut Home Delivery, Haidilao Delivery, Starbucks Delivery, and others were
among China's catering and food takeaway e-commerce services. Ele.me, based on monthly
active users, was China's largest food delivery O20 platform (Daxue Consulting, 2020).
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However, the emerging trend of rapid expansion of food delivery has resulted in many of
other issues, including food quality, logistical issues, payment method and privacy concerns
(Liu et al., 2019). The majority of relevant research is currently focused on studying and
examining the online ordering procedure and operations. As a consequence, the perceived
customer responses remain uninvestigated. The objective of this research is to create a useful
reference from Ele.me users by looking at the aspects that influence people's decisions about
online meal delivery services in order to improve and promote a strategy for the 020 online
takeaway platform.

2.
2.1

Literature Review

Overview of Catering Takeout 020 Mode

2.1.1 020 concept definition

020 literally means online to offline, which refers to a new business model that

combines offline transactions with the Internet and online virtual economy (Hu, Huang, &

Lu, 2019). It is a combination of online and offline transactions. Customers are attracted to using

the Internet platform, which facilitates offline transactions and meets the needs of customers (Liu

et al., 2019). Therefore, this article defines the 020 model as an e-commerce model that relies
on the mobile Internet or the Internet, where consumers browse information online and place an
order to purchase, and then conduct offline consumer experience.

2.1.2 020 catering takeout features

Due to the high frequency of meal and beverage consumption and the total number of

consumers, meal and beverage consumption account for a very large proportion of the

020 business model (Meehee, Bonn, & Li, 2018). The combination of mobile

consumption and meals and beverages O20 resulted in meals and beverages takeaway

020. The characteristics of meals and beverages takeaway O20 are as follows.

1) Mobility. Using mobile devices, such as mobile phones or tablet, to purchase meals
from a takeaway APP, the consumer can use his or her phone to order a meal from an
online shopping network at any place (Zhao & Wei, 2019).

2) Convenience. Through online ordering of take-out meals and instant delivery of
logistics, consumers enjoy home-to-home services. Under the e-commerce model,
people can move from one store to another with a single click on their mobile phones,
and from one type of product to another (Mayila, et al., 2018). The process is carried
out by the network instead of people, saving people's precious time. Save time and
improve efficiency.

3) Diversity. Various food and beverage vendors and their products will be displayed on
the online platform, which greatly increases the range of choices, so that consumers
do not have to go to different places and can enjoy the delicious food of each family at
home (Nayan & Hassan, 2020).

4) Marketing. Consumers browse payment online, and there will be a lot of consumption
data showing their preferences and selection characteristics, such as convenience,
perceived usefulness and ease of use, compatibility, and trust, and their relationship
with customer purchase intent (Piao, Yang, and Zhang, 2017). Merchants and
platforms can use this data to further expand and analyze users.
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2.2 Previous Studies and Hypothesis Development

2.2.1 Purchase intention

Ajzen (1991) analyzed the relationship between willingness and behavior, and
believed that having a willingness is a necessary condition for taking corresponding
actions, and the consumer's purchase intention is also a decision to make a purchase
process. Whether in the traditional shopping environment or in the online shopping
environment, there is a certain similarity in the influence of consumers' willingness to
shop on their buying behavior (Eine & Charoensukmongkol, 2021) . Yi et al. (2016)
empirically posited that purchase intentions are both positive and negative. A positive
encouragement is a positive encouragement to consumer behavior, while a negative one
suppresses and discourages the idea and willingness to purchase goods. Moreover, due to
the Internet environment, there are more uncertain influence factors such as private
information, payment account information, etc., these factors will directly affect the
purchase process (Sasatanun & Charoensukmongkol, 2016). And the reasons that
directly or indirectly affect the desire to buy may also change drastically from time to
time (Zhang, Business, & University, 2019). Agyapong (2018) believe that the design
style, simplicity of operation, and safety of online platforms will change consumers’
purchasing intentions in the same direction. The easier the online platform is to operate,
the more beautiful the design, the safer and harmless the greater the willingness to
purchase. Therefore, in the context of online shopping, the analysis and exploration of
the factors that affect consumers' purchase intentions is the most important content factor
influencing consumers' willingness to purchase in the online shopping environment.
2.2.2 Price
Erickson and Johansson (1985) defined price as the monetary sacrifice that consumers
must pay to obtain product benefits. Monroe (1990) believes that price is the amount of
money that consumers must sacrifice when acquiring goods. In modern market
economics, prices are produced by the mutual influence and balance between supply and
demand (Smith, 2014). From the consumer's point of view, price means that consumers
must pay a large sum of money for a product; simply put, price is what consumers pay
for the product in exchange for it (Furnols et al., 2011). Through e-commerce,
consumers can get affordable prices and can enjoy relatively low-priced goods and
services (Tarsakoo & Charoensukmongkol, 2019). Compared with products sold in
physical stores, products sold online can often save sellers a lot of costs such as rent,
employee wages and etc. As a result, when compared to the price of a product in a
physical store, e-commerce prices are generally significantly lower. Moreover, due to
the convenience of "shop around” on the Internet, the cost for consumers to choose and
compare is relatively low. Customers can take advantage of attractive promotions or
discounts that are normally available with online ordering. There are additional savings
available for certain payment options. As a result, the degree of price discounts has a
larger impact on customers' willingness to purchase online. Therefore, this study
presents the following hypothesis:

H1: There is a positive relationship between price and consumers’ purchasing
intention towards Ele.me.
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2.2.3 Convenience

Convenience refers to the ease, convenience, and speed with which consumers can obtain
a certain product or service. Not only the convenience of purchase, but also the
convenience of distance, time, use, cost, convenience, etc. According to previous
research on convenience by other scholars, it can be found that convenience is very
important to consumers (Munshi, Hussain, Ahmed, & Idress, 2020). Cheung, Man, and
Lai (2000) concluded that convenience conditions will significantly affect the user's
intention and behavior. Berry, Seiders, and Grewal (2002) put forward the concept of
service convenience, positioning it as "the consumer's perception of the time and effort
spent when buying or using products and services". If it is convenient to order meals on a
certain website, save time and energy, and consumers can easily find goods or services
that meet their needs, then consumers will tend to order meals on that website. Food
delivery 020 platform relies on computers, smartphones, and tablets to operate over the
internet network. The development of Internet technology will improve the
personalization and accuracy of e-commerce takeaway O20, which can better meet the
needs of users (Chen, 2004). Convenience circumstances are defined in this article as the
numerous advantageous conditions that will encourage the usage of e-commerce takeout
020 consumers for Ele.me. Hence, the following hypothesis is proposed:

H2: There is a positive relationship between convenience and consumers’
purchasing intention towards Ele.me.

2.2.4 Compatibility

The O20 compatibility platform allows users to easily and fully receive relevant
purchasing information, go to related product purchase pages, or purchase products
directly on the web page, considerably improving the user's impression and convenience
of use while ordering meals. (Nayan & Hassan, 2020). Based on the self-efficacy theory,
many scholars have demonstrated the positive impact of compatibility and connectivity
on perceived ease of use under the mediation of self-efficacy (Agrebi & Jallais, 2014;
Kim & Lee, 2014; Rehman, Bhatti, Mohamed, & Ayoup, 2019). Agrebi and Jallais
(2014) conducted a survey of over 1,400 German mobile phone users, and the results
indicated that perceived compatibility is the most important factor influencing customers'
willingness to use mobile phone to make a payment. Kim and Lee (2014) used
innovation diffusion theory and planned behavior theory to investigate customers'
attitudes toward virtual banks, finding that when compatibility is higher, users' attitudes
toward virtual banks become more active. E-commerce commodities and online services
can be customized to individual consumers, and personalized products and services can
be adapted to match consumers' specific demands (Ji, Pang, & Bao, 2007). This leads to
the following hypothesis:

H3: There is a positive relationship between compatibility and consumers’
purchasing intention towards Ele.me.

2.2.5 Perceived ease of use
Perceived ease of use refers to the degree of ease consumers can feel when ordering food
online (Markun, Kom, & Freddy, 2019). It can directly affect consumers' behavioral
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intentions. Under typical conditions, regardless of the consumer's attitude prior to using
the online ordering system, if the consumer believes that using the online ordering
system can improve the consumption experience, the customer will acquire an intention
to use this consumption method. (Markun, Kom, & Freddy, 2019). Perceived ease of use
can influence an individual's behavioral intention to adopt new technology and, as a
result, how that individual uses that technology in both direct and indirect ways.
Perceived ease of use has no obvious direct impact on purchase intention, but has an
indirect effect on purchase intention under the intermediary effect of perceived
usefulness. According to Fenech (2001) studied the influencing factors of online
consumer purchasing behavior and found that there is a positive correlation between the
perceived usefulness and perceived ease of use of online consumers and online shopping
attitudes. Thus, the following hypothesis is posited:

H4: There is a positive relationship between perceived ease of use and consumers’
purchasing intention towards Ele.me.

2.2.6 Perceived usefulness

According to Davis et al. (1989), perceived usefulness refers to customers' evaluations of
the experience's outcome. Davis (1989) also defined perceived usefulness as an
individual's belief that employing new technology will help them perform better.
Perceived usefulness in this study refers to the benefits that consumers can gain by using
food deliver 020 platform to order meals are described as perceived usefulness.
Customers may easily acquire vital product information and discover the meal they
require due to the details with pictures and descriptions on the food delivery page, as
well as user’s rating feedback and comments. As a result, users' search and waiting times
are shortened, and they might even compare prices and read reviews (Huang & Mao,
2019). Ji, Pang, and Bao (2007) argue that the commaodities and online services provided
through e-commerce can be tailored to individual consumers, and personalized products
and services can be customized to meet the individual needs. When a person believes
that using online ordering will improve their consumption experience, they will be more
likely to use it (Fyl, Hky, & Hhc, 2020). Perceived usefulness and perceived ease of use
have been frequently used in previous research to predict customer purchase intentions in
social media networks (Lin & Kim, 2016). Hence, the following hypothesis is proposed:

HS: There is a positive relationship between perceived usefulness and consumers’
purchasing intention towards Ele.me.

2.2.7 Trust

Experts in different disciplines, such as management and economics, have explored and
analyzed the variable of trust (Phungsoonthorn & Charoensukmongkol, 2019). They
came from various perspectives and came up with various definitions (Phungsoonthorn
& Charoensukmongkol, 2019). The current consensus of trust is the basis of any
transaction or exchange relationship (Stummer et al., 2015). Rotter (1967) found that
trust is born in the interaction between individuals. If the individual perceives that the
other party has good intentions and acts harmlessly, then one realizes that the trust of
oneself is on the other side (Ratasuk & Charoensukmongkol, 2019) . Goyal et al. (2013)
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believes that consumer trust is the consumer’s own belief in the trusted person, and this
belief has a positive impact on the trust intention. Cho and Sagynov (2015) believe that
in e-commerce transactions consumer trust is the trust in the entire process of online
transactions from the beginning of browsing information to the final offline receipt for
consumer experience, that is, the trust in every process and link of purchase under the
social network environment. Trust significantly directly affects consumers' online
shopping motivation (Lai, Huang, Lu, & Chang, 2013). When consumers believe that
food ordering websites and merchants will abide by their promises and provide reliable
food and services, they have a certain degree of trust in the way they consume online
food ordering. Consumers can evaluate a catering business in advance based on the
opinions of their family and friends as well as the company's reputation on the internet. If
consumers trust online ordering, they will increase their willingness to online ordering.
In view of this, the following hypothesis is proposed:

H6: There is a positive relationship between trust of customers and consumers’
purchasing intention towards Ele.me

3. Theoretical Framework

The objective of this study is to investigate influencing factors on the purchase intention of
takeout O20 catering in Ele.me application, we present the research model with hypothesis in
Figure 1.

Price

Convenience

Compatibility

Consumers’ purchasing

Perceived ease of use

Perceived

Trust H

Figure 1: Research Model

4. Research Methodology

4.1 Participants and data collection

The quantitative approach was employed in this study to determine the relationship between
variables. This study employed random sampling technique to ensure that the sample has
equal chance of being selected from entire of population. The target population are
respondents who have experience in buying food online from Ele.me. There are no age or
gender restrictions for respondents. This study employed random sampling technique to
ensure that the sample has equal chance of being selected from entire of population. The
majority of the data for this study was derived from star-shaped online questionnaires. In this
study, 420 questionnaires were distributed and 418 questionnaires were returned, with an
effective rate of 99.5%.
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4.2 Measurement Scales

The scales applied in this research were adapted from previous research and modified to
employ valid measurement instruments; price 4 items (Lee, Sung & Jeon, 2019), convenience
6 items (Candel, 2001 and Costa, 2013), perceived usefulness 4 items (Roh and Park, 2019),
perceived ease of use 6 items (Lee, 2009 and Ray et al., 2019), compatibility 4 items (Teo
and Pok, 2003), trust 5 items (Lin and Lu, 2010) and purchase intention 5 items (Roh and
Park, 2019). There were seven variables constructed using 5-point Likert scales ranging from
strongly disagreement to strongly agreement (Kim, 2011).  Moreover, three academic
experts reviewed the questions and their content appropriateness to ensure content validity of
the study. The questionnaire's scale was tested in a pilot study to determine its reliability.

5. Results

Among these 418 respondents, 222 (53.11%) were male and 196 (46.89%) were female who
participated in the survey. There were 58 (13.88%) were under 20 years old, 168 (40.19%) in
the group of 20-30 years old, 126 (30.14%) in the group of 31-40 years old, and 50 (11.96%)
in the group of 41-50 years old. In terms of occupation, enterprise employee account for 208
(49.76%), students 102 (24.40%), individual operator 56 (13.40%), and others 52 (12.44%).
On the average income, 80 (19.41%) of respondents earn less than 2,000 RMB, 66 (15.79%)
earn between 2,000-3,000 RMB, 154 (36.84%) earn between 3,000-5,000 RMB, and 118
(28.23%) earn more than 5000 RMB. Moreover, all of the respondents were experienced
with Ele.me, with a frequency of using Ele.me less than 4 times per month 152 (36.36%), 4—
10 times per month 192 (45.93%), 11-20 times per month 46 (11%), and more than 20 times
per month 28 (6.7%).

5.1 Validity of the Scales

In terms of construct validity, this research paper uses the KMO test and the Bartlett sphere
test (Nayan & Hassan, 2020). The KMO test value of this survey is 0.855, and the
corresponding probability significant value (P-value) of this test is less than 0.001 as validity
of a measure. In measuring the reliability of the scale, this study uses Cronbach’s Alpha
coefficient to test the inherent reliability of the survey questionnaire (Cronbach, 1951).
Nunnally (1978) argued that a minimal reliability score of alpha 0.60 or above is sufficient.
Cronbach's alpha coefficient of all variables in this study was higher than the threshold of 0.7,
indicating that the questionnaire has good reliability for measurement (Menon & Sujatha,
2021). A correlation analysis was conducted on all variables to explore the relationship
between the variables. Pearson correlation coefficient is used to express the strength of the
correlation (Samuels & Gilchrist, 2014). As results, there were significant positive
relationship between price (0.350), convenience (0.764), compatibility (0.752), perceived
ease of use (0.428), perceived Usefulness (0.752), and trust (0.734), and purchase intention.
Descriptive statistics and internal consistency among studied variables are listed in Table 1,
and a correlation matrix among studied variables are listed in Table 2.

Table 1: Descriptive statistics and Internal Consistency Reliability

Number

Construct Mean SD | Alphaa | of Items
Price 3.84 1.00 0.88 4
Convenience 3.89 0.90 0.90 6
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Compatibility 3.94 0.76 0.71 4
Perceived ease of use 3.87 1.02 0.91 5
Perceived Usefulness 3.89 0.94 0.84 4
Trust 3.90 0.83 0.77 4
Purchase Intention 3.82 0.70 0.77 5
Note: n =418

Table 2: Correlations Matrix

Pearson Correlation (N = 418)

Variables | Purcha | Price | Convenie | Compatibi | Perceiv | Perceive | Custom
se nce lity ed ease d er Trust
Intenti of use | Usefulne
on SsS
Purchase
Intention 1.00
Price 0.350** | 1.00
Convenien | 0.764** | 0.180 1.00
Ce *%
Perceived
Usefulness | 0.752** | 0.141 0.860** 1.00
*
Perceived
ease of use | 0.428** | 0.102 0.194** 0.170* 1.00
Compatibil | 0.752** | 0.209 0.696** 0.734** 0.528** 1.00
ity *%
Trust 0.734** | 0.549 0.725** 0.697** 0.209** | 0.632** 1.00
*%

Note: ** Correlation is significant at the 0.01 level (2-tailed)
* Correlation is significant at the 0.05 level (2-tailed)

5.2 Hypotheses testing
Multiple regression analysis was performed to examine the factors that influence the
respondents’ intention to purchase O20 online meal delivery services. It can be seen from
table 3 that the coefficient of determination was (R2 = 0.753) showing that 75.3% of purchase
intention was illustrated by price, convenience, perceived usefulness, perceived ease of use,
compatibility and trust. The results presented the study model is significant at the F statistics
(F= 86.303) and (Sig = 0.000) at level of (a = 0.05). This means that the overall model is
significant. The results of t test, Beta values and significant show that price, convenience,
perceived usefulness, perceived ease of use, compatibility and trust were affecting attendee's
purchase intention.

Table 3. Regression analysis of price, convenience, perceived usefulness, perceived ease
of use, compatibility, trust and purchase intention
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Unstandardized | Standardized
Construct Coefficients Coefficients t Sig.
B SE B

(Constant) 0.321 | 0.154 - 2.082 | 0.039*

Price 0.090 | 0.033 0.127 2.758 | 0.006**

Convenience 0.212 | 0.058 0.271 3.664 | 0.000***

Comepatibility 0.126 | 0.061 0.137 0.041*
2.058

Perceived ease of use | 0.147 | 0.031 0.214 0.000***
4.812

Perceived Usefulness | 0.188 | 0.058 0.252 3.212 | 0.002**

Trust 0.136 | 0.058 0.161 2.364 | 0.019*

Note: R =.867, R2=.753, F=102.84, Sig= 0.000. * Dependent Variable: Purchase intention.
*p<0.05; **p<0.01; ***p<0.001

Six hypotheses of the proposed model received supporting results and were verified after
testing. Table 3 shows the results of the multiple regression analysis, which indicated that six
hypotheses were supported. According to the above analysis results, showed that price (f =
0.127,t = 2.76, p < 0.05), convenience (p = 0.271, t = 3.664, p < 0.001), Compatibility (p =
0.137, t = 2.058, p < 0.05), perceived ease of use (B = 0.214, t = 4.812, p < 0.001), perceived
usefulness (B = 0.252, t = 3.212, p < 0.01), and trust (B = 0.161, t = 2.364, p < 0.01) have a
significant positive impact on consumers' purchase intention.

6. Discussion and Conclusion
The objective of this research is to explore the factors that can influence purchase intention to
order takeout O20 catering through the Ele.me app. The primary objective of this study was
to examine the relationship between the independent variables of price, convenience,
perceived usefulness, perceived ease of use, compatibility, and trust, and the dependent
variable of consumers' purchasing intention for Ele.me. application. Our finding indicated
that the basic attributes of users have the characteristics of youthfulness, mainly white-collar
workers and students, and have high academic qualifications, which is consistent with the
latest takeout O20 industry report's statistical data (CNNIC, 2020).  Our empirical finding
indicated that price, convenience, perceived usefulness, perceived ease of use, compatibility,
and trust has positively relationship and highly significant effect on consumers' purchasing
intention for Ele.me. application. The results provide all the support for the hypothesis.
Moreover, the result indicated that convenience (f = 0.271, t = 3.664, p < 0.001) was the
most influence factor toward consumers’ purchasing intention of Ele.me online food delivery
service. This outcome was consistent with previous findings (Dodds, Monroe, & Grewal,
1991; To, Liao, & Lin, 2007; Markun, Kom, & Freddy, 2019, Furnols et al., 2011). This
finding suggests that compatibility of O20 platform can basically meet the needs of users,
considerably improving the user's impression and convenience of use while ordering meals.
Our findings implied many relevant suggestions. Firstly, online merchants should
improve the cost-effectiveness of meals and the description of order information in the
application. Thus, online merchants should start by exploring consumers' needs and interests,
formulating a reasonable price, ensuring quality, and trying to improve the "cost-
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effectiveness"” of the meals in order to enhance consumers' willingness to consume. Secondly,
online merchants should enhance the consumer experience and improve consumer subjective
norms. In the process of online ordering service, online merchants should strengthen the
offline delivery speed, carry out various offline promotional activities, establish a good
service image, and form a good "word-of-mouth effect.” Thirdly, online merchants should
ensure the punctuality of delivery and improve their drivers' manner and attitude. To increase
customer satisfaction, O20 Platform operators should improve their on-time order delivery
and service minded attitude. Finally, online merchants could increase sales and marketing
through multi-channel promotion and publicity to increase people’s knowledge and
understanding. Merchants can truly show consumers the various processes, from order
placement to delivery, so that consumers can have a deeper understanding. It should also
interact with consumers through multiple channels to understand and solve problems that
arise, and listen to consumer suggestions for possible future development and improvements.

7. Research Limitations

There is no shortage of research on purchasing intentions under the O20 model, but research
on the specific product types of take-out meals and drinks is rare, which contributes a little to
the research in this field. Although most of the research hypotheses in this article are
supported, there are still many shortcomings such as bias of quality of online survey data and
generalized limitations of research results. Furthermore, since Chinese e-commerce has
grown rapidly, the responses of customers in this study may not represent the long-term trend
(Zhang, Business, & University, 2019). In the future, we cloud implement longitudinal
studies and add other variables to determine their influence on purchase intention. In the
current academic field, the O20 mode of research has just started, and there are still many
research topics and research content to be developed.

References

Agrebi, S., & Jallais, J. (2014). Explain the intention to use smartphones for mobile shopping.
Journal of Retailing and Consumer Services, 22, 16-23.

Agyapong, H. (2018). Exploring the Influential Factors of Online Purchase Intention in
Finland.

Ajzen, 1. (1991). The theory of planned behavior, organizational behavior and human
decision processes. Journal of Leisure Research, 50(2), 176-211.

Berry, L. L., Seiders, K., & Grewal, D. (2002). Understanding Service Convenience. Journal
of Marketing, 66(3), 1-17.

CNNIC. (2020). The 45th Statistical Report on Internet Development in China. Online
information, retrieved 16/07/2020, https://tech.sina.com.cn/zt d/cnnic45/.

Chen, C. H. (2004). A Study on Impact of Country of Original and Country of Manufacture
on Consumers;Purchasing Intention.

Chen, L. D., & Tan, J. (2004). Technology Adaptation in E-commerce: Key Determinants of
Virtual Stores Acceptance. European Management Journal, 22(1), 74-86.

Cheung, W., Man, K. C., & Lai, V. S. (2000). Prediction of Internet and World Wide Web
usage at work: a test of an extended Tri and is model. Decision Support Systems,
30(1), 83-100.

International Journal of Economics, Business and Accounting Research (IJEBAR) Page 10



International Journal of Economics, Business and Accounting Research (IJEBAR)
Peer Reviewed — International Journal

Vol-5, Issue-4, 2021 (IJEBAR)

E-ISSN: 2614-1280 P-1SSN 2622-4771

https://jurnal.stie-aas.ac.id/index.php/IJEBAR

Cho, Y. C. & Sagynov, E. (2015). Exploring Factors That Affect Usefulness, Ease Of Use,
Trust, And Purchase Intention In The Online Environment. International Journal
of Management & Information Systems (IJMIS) 19(1):21

Cronbach, L. (1951). Coefficient alpha and the internal structure of tests. Psychometrika,
16(3), 297-334.

Davis, F. D. (1989). Perceived Usefulness, Perceived Ease of Use, and User Acceptance of
Information Technology. Mis Quarterly, 13(3), 319-340.

Davis, F. D., Bagozzi, R. P., & Warshaw, P. R. (1989). User Acceptance of Computer
Technology: A Comparison of Two Theoretical Models. Management Science,
35(8), 982-1003.

Daxue Consulting. The food delivery market in Great China in 2019, daxueconsulting.com.
Retrieved 2020-01-16, from https://daxueconsulting.com/020-food-delivery-
market-in-china/

Dodds, W. B., Monroe, K. B., & Grewal, D. (1991). Effects of Price, Brand, and Store
Information on Buyers' Product Evaluations. Journal of Marketing Research,
28(3), 307-319.

Erickson, G. M., & Johansson, J. K. (1985). Role of Price in Multi-Attribute Product
Evaluations | Journal of Consumer Research | Oxford Academic. Journal of
Consumer Research, 12(2), 195-199.

Eine, B., & Charoensukmongkol, P. (2021). The Cross-Cultural Perspective of Factors
Influencing Online Shopping Intention: A Comparison Between Thai and
German. Asian Journal of Business Research, 11(1), 20-39.

Fenech, T., & O'Cass, A. (2001). Internet users' adoption of Web retailing: user and product
dimensions. Journal of Product & Brand Management, 10(6), 361-381(321).

Furnols, M., Realini, C., Montossi, F., Sa?Udo, C., Campo, M. M., Oliver, M. A, . . .
Guerrero, L. (2011). Consumer's purchasing intention for lamb meat affected by
country of origin, feeding system and meat price: A conjoint study in Spain,
France and United Kingdom. Food Quality & Preference, 22(5), 443-451.

Fyl, A., Hky, B., & Hhc, B. (2020). Purchasing intention and behavior in the sharing
economy: Mediating effects of APP assessments. Journal of Business Research,
121,93-102.

Goyal, A., Thamizhvanan, A., & Xavier, M. J. (2013). Determinants of customers' online
purchase intention: an empirical study in India. Journal of Indian Business
Research, 5(1), 17-32.

Hu, H. B., Huang, T., & Lu, H. T. (2019). Jingle Pocket Pharmacy. Building O20 Micro-
ecology of Targeted Medicine Delivery: A Casebook: Digital Enablement and
Innovation in China.

Huang, H., & Mao, H. F. (2019). Research on the Influence of Negative Online Comments on
Consumers' Purchase Intention. On Economic Problems.

Ji, X., Pang, C., & Bao, G. (2007). The Influence of Innovativeness Compatibility on
Consumers' Online Purchase Intention on the Creative Product: A Case Study of
Fashion. /EEE.

Jing, W. (2018). A study on the community online to offline (O20) operation model in
Nanjing. African Journal of Business Management, 12(8).

Jung, S. G. (2018). A Study on Service Quality, Attitude, and Reuse Intention of 020
Commerce: Moderating Effect of Self Determination.

International Journal of Economics, Business and Accounting Research (IJEBAR) Page 11



International Journal of Economics, Business and Accounting Research (IJEBAR)
Peer Reviewed — International Journal

Vol-5, Issue-4, 2021 (IJEBAR)

E-ISSN: 2614-1280 P-1SSN 2622-4771

https://jurnal.stie-aas.ac.id/index.php/IJEBAR

Jung, S. Y., & Jin, S. K. (2018). A Study on the Continuous Usage Intention Factors of 020
Service. Information Systems Review, 20(4), 1-23.

Kim, J. Y., & Lee, K. H. (2011). Brand Images of Children's Wear and Mother's Purchase
Intention -Focus on Self-Image Congruence and Behavioral Intention Model.
Journal of the Korean Society of Clothing & Textiles, 19(3).

Kim, K. (2011). Likert Scale. Korean Journal of Family Medicine, 32(1), 1.

Lai, Y. H., Huang, H. C., Lu, R. S.; & Chang, C. M. (2013). The effects of website trust,
perceived ease of use, and perceived usefulness on consumers' online booking
intention: Evidence from Taiwan B&B sector. Life Science Journal, 10(2), 1516-
1523.

Lin, C. A., & Kim, T. (2016). Predicting user response to sponsored advertising on social
media via the technology acceptance model. Computers in Human Behavior,
64(nov.), 710-718.

Lindell, M. K., & Whitney, D. J. (2001). Accounting for common method variance in cross-
sectional research designs. Journal of Applied Psychology, 86(1), 114-121.

Liu, J., Cuiyin, Y. E., Xing, Y., Huang, Y., Ling, K., Qian, L., & Furniture, D. O. (2019).
Research on the Customer Experience of Customized Furniture Based on 020
Mode. Furniture.

Markun, H., Kom, K. S., & Freddy, G. (2019). Understanding Factors influencing Consumers
Online Purchase intention Via Mobile App: Perceived Ease of use, Perceived
Usefulness, System Quality, information Quality, and Service Quality. Marketing
of Scientific and Research Organizations, 32.

Mayila, M., Zhao, X., Jia, M., Yuan, R., & Zhu, S. (2018). How we eat determines what we
become: opportunities and challenges brought by food delivery industry in a
changing world in China. European Journal of Clinical Nutrition, 72(9), 1282-
1286.

Meehee, C., Bonn, M. A., & Li, J. (2018). Differences in perceptions about food delivery
apps between single-person and multi-person households. International Journal
of Hospitality Management, 77, 108-116.

Menon, N. M., & Sujatha, L. (2021). Influence of Rogers' theory of innovation of diffusion on
customer's purchase intention — a case study of solar photovoltaic panels. /OP
Conference Series: Materials Science and Engineering, 1114(1), 012059
(012057pp).

Monroe, K. B. (1990). Pricing: making profitable decisions. McGraw-Hill.

Munshi, M., Hussain, H., Ahmed, M., & Idress, A. (2020). Measuring overall convenience of
consumers on online shopping and their behavioral intention. MPRA Paper .

Nunnally, J.C. (1978) Psychometric theory. 2nd Edition, McGraw-Hill, New York.

Nayan, N. M., & Hassan, M. (2020). CUSTOMER SATISFACTION EVALUATION FOR
ONLINE FOOD SERVICE DELIVERY SYSTEM IN MALAYSSIA. Journal of

Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1985). A Conceptual Model of Service
Quality and Its Implications for Future Research. Journal of Marketing, 49(4).

Piao, C., Yang, Z., & Zhang, C. (2017). Research on Hybrid-Cloud-Based User Privacy
Protection of O20 Platform. Paper presented at the IEEE International
Conference on E-business Engineering.

Phungsoonthorn, T., & Charoensukmongkol, P. (2019). Antecedents and Outcomes
Associated With a Sense of Place toward the Organization of Myanmar Migrant

International Journal of Economics, Business and Accounting Research (IJEBAR) Page 12



International Journal of Economics, Business and Accounting Research (IJEBAR)
Peer Reviewed — International Journal

Vol-5, Issue-4, 2021 (IJEBAR)

E-ISSN: 2614-1280 P-1SSN 2622-4771

https://jurnal.stie-aas.ac.id/index.php/IJEBAR

Workers in Thailand, Equality, Diversity and Inclusion: . An International
Journal, 39(2), 195-218.

Rehman, S. U., Bhatti, A., Mohamed, R., & Ayoup, H. (2019). The moderating role of trust
and commitment between consumer purchase intention and online shopping
behavior in the context of Pakistan. Journal of Global Entrepreneurship
Research, 9(1) .

Roh, M., & Park, K. (2019). Adoption of O20 food delivery services in South Korea: The
moderating role of moral obligation in meal preparation. International Journal of
Information Management, 47.

Rotter, J. B. (1967). A new scale for the measurement of interpersonal trustl. Journal of
Personality, 35(4).

Ratasuk, A., & Charoensukmongkol, P. (2019). The Role of Team Trust and Team
Relationship Conflict on Innovative Performance of Multicultural Teams in the
Restaurant Business. Thammasat Review, 22(2), 1-18.

Samuels, P., & Gilchrist, M. (2014). Pearson Correlation.

Sasatanun, P., & Charoensukmongkol, P. (2016). Antecedents and Outcomes Associated with
Social Media Use in Customer Relationship Management of Microenterprises.
International Journal of Technoentrepreneurship,, 3(2), 127-149.

Smith, P. (2014). Cambridge International AS and A Level Economics. massachusetts
institute of technology.

Tarsakoo, P., & Charoensukmongkol, P. (2019). Dimensions of Social Media Marketing
Capabilities and Their Contribution to Business Performance of Firms in
Thailand. Journal of Asia Business Studies, 14(4), 441-461.

To, P. L., Liao, C., & Lin, T. H. (2007). Shopping motivations on Internet: A study based on
utilitarian and hedonic value. Technovation, 27(12), 774-787.

Yi, J. L., Osman, A., Salahuddin, S. N., Romle, A. R., & Abdullah, S. (2016). Factors
Influencing Online Shopping Behavior: The Mediating Role of Purchase
Intention. Procedia Economics and Finance, 35, 401-410.

Zhang, J. M., Business, S. O., & University, H. (2019). Negative Word-of-Mouth, Self-Brand
Connection and Consumers' Positive Purchasing Intentions. Business
Management Journal.

Zhao, X. U., & Wei, S. (2019). Analysis on Customers Satisfaction Degree of Wuxi Time-
honored Catering Enterprises Based on the O20 Platform. Journal of Jincheng
Institute of Technology.

International Journal of Economics, Business and Accounting Research (IJEBAR) Page 13



