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Abstract

In this study, we try to discover some success factors, for the entire value chain of the 020 food de-
livery industry in China, from ordering to delivery. We study the influence of three aspects of the value
chain, namely, (1) the mobile platform, (2) the restaurant and food and (3) the delivery service, on the
perceived value and repurchase intention of customers. Using structural equation modeling, we develop a
structural research model with seven sets of hypotheses relating various independent variable constructs
(platform, restaurant, and delivery) and dependent constructs (perceived value and repurchase intention).
We find that usefulness of mobile app, the food condition and the availability of offline restaurants were
significant antecedents for perceived value and repurchase intention. In addition, fair pricing was a signifi-
cant antecedent for repurchase intention.

Keywords: O20 food delivery service value chain, Perceived Value, Repurchase Intention, Mobile
Platform, Structural Equation Model
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1. Introduction

Due to the rapid growth in mobile com-
munications, in the last decade, many
online services have been proliferating
around the world. These new online ser-
vices are also receiving increasing attention
by researchers who are interested in learn-
ing about the antecedents of successful
online ventures (Bouzaabia et al. 2013;
Zulkarnain et al. 2015; Alalwan, 2020). One
of the online services that has been boom-
ing, in the last decade, particularly in Chi-
na, has been the Online-to-Offline (020)
mobile food delivery service. This increas-
ingly popular service in China has been
instrumental in bringing about significant
changes in food consumption habits and the
lifestyle of Chinese people in general(Cho
et al, 2019). With the help of modern
technology, the 020 food delivery industry
is providing the world with more conven-
ience. Instead of lining up in long queues
at a restaurant, consumers now have the
option of having the food delivered to
them, with just a few clicks on a mobile
app on their phones.

Not only has the consumer base for the
020 food service expanded, but also the
frequency of online orders per customer
has increased, making the 020 food indus-
try a multibillion-dollar industry. For exam-
ple, in terms of the user base, according to
reports by the liMedia Group, the number
of 020 food service users increased from

63 million in 2011 to 477 million in 2020, a
657% increase over nine years, and is ex-
pected to continue to grow in the future.
In terms of revenues, the same source, i.e.,
the [iMedia Group, reported an increase in
industry revenues, from 21.68 billion CNY
(3.4 billion USD) in 2011 to 664.62 billion
CNY (100 billion USD) in 2020; an almost
3,000% increase over the past nine years.
Fig. 1-1 illustrates these trends graphically
over the past nine years. The growth re-
ceived a further boost due to the ongoing
pandemic. In spite of the huge scale of this
industry, researchers, both domestic and
international, have so far, mainly focused
on consumer satisfaction with the mobile
platforms (the mobile applications), instead
of considering the overall experience with
the entire value chain from ordering to
delivery to consumption. This study investi-
gates the overall O20 food delivery service
value chain, that includes three service
aspects, viz., the mobile platform experi-
ence, the restaurant/food service experi-
ence, and the delivery service experience.

2016 2017 2018 2019 2020
mmm Online food order user scale (million people) — =====Output Value (billion CYN)
Fig. 1-1 The output value and online
user size of China’ s catering industry in
the 020 market
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In terms of major platforms in the 020
food industry space in China, prior to 2017,
there were three major players, viz., Mei-
tuan Waimai, Eleme Waimea and Baidu
Waimai. In 2017, Eleme Waimea acquired
Baidu Waimai to become the largest plat-
form, with a market share of 55%. Meituan
Waimai had a market share of 40.8%
(Source: IiMedia Group).

To stay competitive, in this rapidly grow-
ing market, firms must focus on several
aspects of the value chain, including the
food options and food inventory, delivery
service quality, the app platform service
experience, food quality and safety etc.
With the rapid development of information
technology, consumers often rely on online
reviews and product information before
making purchase decisions. So, to remain
competitive, the apps must also provide
customer reviews and product information.
Further, the industry players must make
sure their services are such that they con-
tinue to receive positive customer reviews.

Most of the research, in the online food
industry literature, has focused mainly on
customers’  experience with the mobile
platform or the food quality. For instance,
the study by Cho et al. (2019) assessed the
quality of five representative food delivery
applications on perceived value, attitudes
towards the platform and willingness to
continue to stay with the platform. Wang
et al. (2016) also focused on the positive
relationship  between building long-term

trust with the online platform and the per-
ceived value by consumers and its implica-
tions for customer retention. Most studies
have, for the most part, ignored the impact
of some of the other aspects that may af-
fect customer satisfaction and loyalty, such
as the offline condition of food upon deliv-
ery, and service quality of the restaurant
and also the food transportation pro-
cess(Xiao et al., 2017).

Like in any service industry, it is im-
portant to know how to enhance consumer
experience. In the rapidly increasing 020
food delivery industry, the question of how
to improve consumers’ experience is ex-
tremely important for the enterprises. So
far, to the best of our knowledge, there
has been no research to test how the rele-
vant factors in the complete food delivery
supply chain affect consumers’ perceived
value and their repurchase intentions and
their positive recommendation to others
about their experience with the services.

Research has shown that consumer be-
havior generally involves a purpose, such
as fulfilling a need or a want. The means-
end chain (MEC) theory (Murfield et al
2017) describes consumer behavior through
a hierarchy of goals or purpose. The core
of the MEC theory is about the relationship
between benefits and behaviors; the con-
sumer’ s behavior is driven with the inten-
tion to realize some value or benefit. The
MEC theory was the pioneering theory that
helped us understand how products/services
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can better enable consumers to realize val-
ue through consumption(Fang et al., 2016).
In some studies of online purchasing and
repurchase intentions, MEC theory provides
a suitable framework for connecting con-
sumer value to behavior(Chiu et al.,, 2014).
Ha and Jang (2013) also use the MEC theo-
ry to identify consumer dining preferences
in different segments of restaurants.

The MEC theory provides the theoretical
lens for getting deeper insights into why
consumers buy products or services and
what factors evoke repeat purchase behav-
ior. By adopting the MEC theory, this
study aims to design a comprehensive
framework that considers impacts from
various aspects, such as the mobile plat-
form, the restaurant, and the delivery, on
the perceived value and repurchase inten-
tions of the customer. We explore the fol-
lowing research questions:

(1) How does the quality of the mobile
application platform, offline restaurant and
delivery services affect customer’ s per-
ceived value in 020 food delivery industry?

(2) How does the quality of the mobile
application platform, offline restaurant, and
delivery services affect customer’ s repur-
chase intentions?

(3) How does customer’ s perceived val-
ue affect repurchase intentions?

In the next section, we will describe the
logistics of the 020 food delivery service.
In the following section, i.e., Section 3, we
provide a review of the relevant literature

on the 020 food delivery service industry.
In Section 4, we develop the relevant hy-
potheses to answer the research questions
we discussed above. Our research method-
ology and the data collection process will
be described in Section 5. In section 6, we
will describe the analysis of our data col-
lected and discuss the results. This will be
followed by some discussion and managerial
implications in Section 7. Finally, in Section
8, we will summarize our study and provide
some conclusions.

2. Literature Review

2.1 020 food delivery process

In an 020 food delivery process, con-
sumers order food through a mobile appli-
cation and have the food delivered to them,
within a certain time, in good condition,
ready for consumption. In the conventional
telephone ordering service, the restaurants
were responsible for () answering the
phone to take orders and (i) preparing and
packaging the food and (iii) delivering the
food. But in the O20 food delivery business
model, the mobile app platform acts as the
intermediary between the consumer and
the restaurants and provides delivery ser-
vices from the restaurant to the consum-
er(Maimaiti et al.,, 2018). Participating of-
fline restaurants can register themselves on
the mobile platform service, which allows
them to display their location information,
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food menu, service time and information
about special deals to users through mobile
apps. When customers use the mobile apps,
based on their location, they automatically
see nearby restaurants and their food op-
tions. Consumers can then either choose to
go to the physical restaurant for a dine-in
experience or order the food for delivery
after looking at reviews and deals, prices
and menu options. They can also make
online payments through the 020 plat-
form(Xiao et al., 2017). Using such services,
independent operators can expand their
market reach. According to Price (1997),
when independent operators become part
of a consortium, they can improve their
position.

Fig. 2-1 shows the complete 020 food
delivery system. Consumers can register an
account on the platform and then (1) Con-
sumer opens the mobile application and
searches for food information and places
an order and makes online payment; (2)
The platform passes the order information
to the restaurant; (3) Restaurant prepares
the food offline; (4) The Delivery person
receives food from the restaurant, along
with the delivery information and delivers
food to the consumer. It may be pointed
out that food delivery providers are also
considering delivering food using drones
(Hwang and Choe, 2019); (5) After receiv-
ing the food, consumers may evaluate or
review the restaurant food quality and the
delivery quality on the platform; (6) Finally,

restaurant and platform delivery staff can
reply to customers’ comments and improve
food and delivery service quality. In this
section, we review some past studies and
describe some theoretical concepts relevant

to this study.
Delivery

4 Food Delivery

Customer

5. Evaluation
1 Food of Food
search and Quality and
Order Interactive
Services

6.Improved
Delwvery

2 Delwery of food
order information

Platform Restaurant
6.Improved Service

Fig. 2-1 020 Food Delivery System

2.2 App related factors

Online food delivery services have been
enabled by technology. Technology is used
both at front of house and back of house.
The mobile platform for ordering food is
the most critical front of house element of
the food delivery supply chain (Muhittin,
2019). The essential a2tributes of any mo-
bile app are ease-of-use (ESU) and useful-
ness (USF) and the technology acceptance
model (TAM) describes how new innovations
or new technologies are accepted through
ESU and USF(Roh and Park, 2019). ESU is
a measure of how easy and convenient it
is for the users to use the technology. USF
refers to the degree of performance im-
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provement perceived by the user through
the use of this technology(Davis et al.,
1989). In addition to these generic factors,
i.e., ESU and USF, we also need to consid-
er factors such as information security,
payment convenience, and delivery service,
for the case of 020 food delivery ser-
vice(Zulkarnain et al.,, 2015). Furunes and
Mkono (2019) found that “food delivery
mediated through mobile apps is likely to
expand as more households are lured by its
convenience.”

Most of the research focuses on the re-
lationship  between app platform and
trust(Cho et al., 2019; Kapoor and Vij, 2018;
Pigatto et al., 2017; Roh and Park, 2019;
Xiao et al, 2017). In addition, there are
some studies on 020 commerce (Chen et
al., 2019; Kang and Namkung, 2019; Wu et
al., 2015), food quality, and interactive ser-
vices(Suhartanto et al. 2019). Alsetoohy and
Ayoun (2018) and Alsetoohy et al. (2019)
have also studied the adoption of technolo-
gy in hotel food supply management.

2.3 Food and restaurant and delivery
related factors

We found that restaurants with delivery
services generally have more orders than
restaurants without delivery services. Previ-
ous literature has also shown that delivery
services are an important means for busi-
nesses to improve their business perfor-
mance(Cho, Jang and Han, 2017). The

booming food delivery industry offers new
job post and employment opportunities, in-
cluding managers and food deliveryman on
the 020 platform (Maimaiti et al., 2018).
Real-time update tracking map location in-
formation and tracking order status can add
value to the guests’ experience (Alalwan,
2020). Therefore, we consider the quality
of delivery services as an important re-
search factor.

When we consider offline service factors
in the food industry, the restaurant attrib-
utes are basically represented by food
quality and price. Food quality is deter-
mined in terms of its freshness, nutritious
value, aesthetic presentation, and some
more characteristics important for repur-
chase decision(Zulkarnain et al.,, 2015). Ac-
cording to Sulek and Hensley (2004), food
quality can be assessed by factors such as
attractiveness of the picture, taste, diversi-
ty, and health characteristics. Due to the
importance of food quality, there have
been a number of empirical studies that
correlate food quality with consumer satis-
faction (Suhartanto et al., 2019Zulkarnain et
al.,, 2015)Giritlioglu et al. (2014) developed
an instrument to assess food service quality
and identified key aspects of food quality
that affected customer perceptions.

2.4 Perceived value

Perceived value (PV) is a broad concept
used in marketing. Zeithaml (1988) defines
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PV as the customer’ s perception of value
of a product or a service. It also takes into
account the trade-off of payment (cost)
and value (benefit) obtained in re-
turn(Sweeney and Soutar, 2001). The per-
ceived cost and benefit of products or ser-
vices plays a role in the evaluation of the
overall effectiveness of the product or ser-
vice(Chen et al., 2019). Value is an im-
portant link between perceived perfor-
mance and behavioral intention(Patterson
and Spreng, 1997). Many researchers, in
the food delivery services have studied an-
tecedents of perceived value and purchase
intention. For example, DiPietro et al.
(2013) studied whether adoption of green
practices in upscale food service improved
customer perceptions and purchase inten-
tions. Similarly, Chen and Hu (2010) studied
the attributes that determine customer per-
ceived value of the Australian coffee in-
dustry. Liu et al. (2019) studied the effect
of innovation on the perceived experiential
value in the hospitality industry. Based on
previous studies, PV and customer percep-
tion of product service quality are closely
related(Garcia-Fernandez et al., 2018).

2.5 Repurchase intention

In previous studies, repurchase intention
refers to the subjective possibility of cus-
tomers repurchasing products from the
same online store(Chiu et al, 2014). MEC
theory offers a basic framework for study-

ing perceived value on customer behavior.
(Gutman, 1997)Using the MEC theory, Chiu
et al. (2014) identified a significant rela-
tionship between perceived value and re-
purchase intention. They found that per-
ceived value is the driving force for cus-
tomer behavior. Ryu et al. (2012) also
found that perceived value determined sat-
isfaction, which, in turn, determined behav-
ioral intention. Kang et al. (2018) found
that satisfaction with social networking sites
acted as a mediator between overall flow
experience and offline purchase intention.
Lee et al, (2002) found that customers
search for information about product quali-
ty from many sources, before making pur-
chase decision. Therefore, any study that
only studies the impact of the mobile app
platform would be incomplete.

3. Hypotheses Development

This study is based on the MEC theory,
in which Perceived Value (PV) is the de-
sired outcome of consumer behavior. PV is
regarded as the trade-off between cost
(payment) and benefit of getting something
in return(Zeithaml, 1988). We measure cus-
tomer’ s PV with customer evaluation of
benefits and cost. Starting from placing the
order and throughout the entire process of
020 food delivery, we observe the influ-
ence of three elements, namely, Platform,
Restaurant and Delivery on Perceived Value
and Repurchase Intention (RP).



AUl 2=+, A 13 @ A 02 &, 2023.06

3.1 Hypotheses related to mobile app
platform attributes:

Based on the conceptual framework pro-
posed by Roh and Park (2019), we use two
platform attributes, viz., ‘ease of use’
(ESU) and “usefulness” (USF). ESU is a
measure of how easy and convenient it is
to use the platform for the user. USF de-
scribes the degree to which the user ex-
pects to perform the same task more ef-
fectively, by using the mobile application
platform. Based on past research (Roh and
Park, 2019), we hypothesize that a greater
ESU and USF lead to better perceived val-
ue and positively impact customer repur-
chase intentions. Thus, the hypotheses re-
lated to the platform are as follows:

HI. Platform attributes positively influ-

ence perceived value.

Hla. Ease of use has a positive effect
on perceived value.

H1b. Usefulness has a positive effect
on perceived value.

H2. Platform attributes positively influ-

ence repurchase intentions.

H2a. Ease of use has a positive effect
on repurchase intentions.

H2b. Usefulness has a positive effect
on repurchase intentions.

3.2 Hypotheses related to restaurant
attributes:

Previous studies (Qin and Prybutok, 2009)

have found a positive relationship between
the quality of food and service with per-
ceived value. Cho et al. (2019) discovered
that price and product quality are positively
related to customer PV. Thus, our hypothe-
ses related to the restaurant are as follows:
H3. Restaurant attributes have a positive
effect on perceived value.
H3a. Price fairness has a positive ef-
fect on perceived value.
H3b. Food quality has a positive effect
on perceived value.
H4. Restaurant attributes positively influ-
ences repurchase intentions.
H4a. Price fairness positively influences
repurchase intentions.
H4b. Food quality positively influences
repurchase intentions.

3.3 Hypotheses related to delivery ser-
vices quality attributes:

Based on the study by Murfield et al.
(2017), Logistics service quality (LSQ) has
three attributes, viz., availability (AV),
timeliness (TL), and food condition (CO).
AV is defined as offline delivery distribu-
tion mode and logistics information. TL is
defined as the speed of delivery and CO
has been defined as the state of food upon
arrival.

H5. Delivery services quality positively in

fluences perceived value.
Hb5a. Timeliness positively influences
perceived value.
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H5b. Availability positively influences
perceived value.
H5c. Food Condition positively influ-
ences perceived value.
H6. Delivery services quality has a posi-
tive effect on repurchase intentions.
H6a. Timeliness positively influences
re- purchase intentions.
H6b. Availability positively influences
repurchase intentions.
H6c. Condition positively influences re-
purchase intentions.
And finally, we hypothesize that Per-
ceived Value acts as a mediating variable
between the platform, restaurant, and

delivery quality, and repurchase intentions.

Therefore, PV influences repurchase in-

tentions.

H7. Perceived value positively influences

repurchase intentions.

We will now describe how we conducted
our empirical research to test these hy-
potheses. The structural model of the pro-
posed research framework is shown in Fig.
3-1

([ Easeofuse
Platform \—/HN -
attributes

Hha

Restauant Peeived I s
attrbutes /—\\w vahi/ Repurchese
L@Tﬂmy/ il
________________________________ 2
‘]
Delivery H/
services /s“w
qualty >/\/ Héb
Hig
{ Conditon

Hee

(

Fig. 3-1 Proposed research framework

4. Research Methodology

4.1 Survey method

To test our hypotheses, we conducted a
survey to collect data through an online
survey questionnaire. The online survey is
an appropriate instrument for this type of
study, especially since our target users are
all comfortable with online environment,
because they use their mobile devises for
020 food delivery services. Further, the
online survey allows better randomness of
the sample, because the respondents are
likely to be spread across geographical
boundaries, and across ages and gender
and professions.
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4.2 Survey design

Our questionnaire was first designed in
English, but since our target users were all
from China, the questions were translated
in Chinese. Before conducting the surveys
for all the users, we tested our question-
naire on about ten smartphone users, who
also actively used 020 food delivery ser-
vices to help us identify any ambiguity in
interpretation of the questions and ensured
readability and consistency of the questions.
Based on this pretest, the language of
questions in our questionnaire was deemed
appropriate.

All items were measured using a 7-point
Likert scales. The questionnaire is divided
into four sections: Respondents’ basic in-
formation, processes of 020 food delivery
service, customer perceived value and in-
tention for future purchase. To ensure the
reliability and validity of the questionnaire
and to ensure that the sample is repre-
sentative of the target population, we had
two screening measures. First, we included
some filter questions, to ensure that all the
respondents were using mobile food deliv-
ery app. Second, we excluded the question-
naires in which the respondents did not
spend much time (Leiner, 2013), because
clearly, they did not read all the questions
carefully. The online tool allows us to know
the time taken by the respondent. If the
responded finished the questionnaire in less
than two minutes, we eliminated the re-

10

sponse.

5. Data Analysis and Results

5.1 Descriptive statistics on respond-
ents

In this study, we collected a total of 293
survey responses, conducted through online
survey. We analyzed the data using
SmartPLS3.0 software to test the hypothe-
ses outlined in the Structural model shown
in Fig. 3-1. After screening the data for
non-users of 020 food delivery service and
fast responses, we were left with 251 valid
questionnaires. Tab. 5-1 summarizes the
basic demographic information of the re-
spondents.

We discovered that the majority (83.7%)
of users of the 020 food delivery services
were people in the age group of 18-29
years and, almost 90% of the users were
single.
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Tab. 5-1 Summary of demographics of the

respondents
Measure Items Frequency Percentage
Gender Male 112 4462%
Female 139 55.38k
Age <18 18 11m%
18-29 210 8367k
20-39 15 5.98%
40-49 B 23%
50~ 2 0.80%
Marital status Married 6 10.36k
Single 25 89.64%
Education level Secondary (high school) 2 .56k
college 2 .56k
Bachelor's degree 141 56.18%
Master and Doctoral degree 62 2470k
Income Less than 2848 51 20.32%
285-7118 58 2311k
712~14238 108 303
14235~ A 1355k
QOrdering frequency Lessthan 1 8 31.08%
(Times in one week) 1-3 114 4542%
4-6 4 1753k
=T 15 5.98k
Platforms (Multiple selection) Meituan Waimai 210 86.78k
Baidu Waimai (Eleme) 162 66.95%
Others 15 6.2%

Sample N=251.

5.2 Data measurement validity tests
Before pursuing the SEM analysis, we first
performed tests for reliability, convergent

validity, and discriminant validity.

Convergent Validity Test

For convergent validity, in Tab. 5-2, we
show the Composite Reliability (CR) score,
the Average Variance Extracted (AVE) and
the Cronbach’ s « values for all the con-
structs. Tab. 5-2 also shows the factor
loadings of all the factors for all the con-

structs. According to previous studies, for

11

convergent validity, the CR value needs to
be above 0.7 (Fornell and Larcker, 1981;
Hair et al. 1998), the AVE value needs to
more than 0.5, Cronbach’s o« need to be
more than 0.7 and all of the factor load-
ings need to be more than 0.7. Our test
results show that our data meets all the
requirements for convergent validity.

Tab. 5-2 Reliability and convergent validity

tests

Variables Construct Items o CR AVE Loading
Platform ESU ESU1 0.850 0.899 0.689 0.816
ESU2 0.864

ESU4 0.818

ESU6 0.823

USF USF1 0.906 0.934 0.781 0.885

USF2 0887

USF4 0.899

USFS 0.863

Restaurant PR PR1 0.962 0971 0.870 0.884
PRZ 0.932

PR3 0.948

PR4 0945

PRS 0953

FQ FQ1 0925 0.941 0.729 0.901

FQ2 0912

FQ3 0.827

FQ4 0856

FQ5 0.877

FQB6 0.736

Delivery Service TL LSQ-TL1 0927 0.948 0.820 0909
LSQ-TL2 0.923

LSQ-TL3 0917

LSQ-TL4 0.871

AV LSQ-AV1 0.904 0928 0.722 0.827

LSQ-AV2 0.864

LSQ-AV3 0.830

LSQ-AV4 0.870

LSQ-AV5S 0857

co LSQ-CO1 0.926 0.944 0771 0.878

LsQ-co2 0.906

LSQ-C0o3 0.853

LSQ-C0o4 0.909

LSQ-CO5 0.844

Perceived value PV pv1 0.949 0.961 0.832 0.905
V2 0.878

PV3 0.821

pPv4 0913

PV5 0.921

Repurchase RP RP1 0.947 0.959 0.824 0.885
RP2 0909

RP3 0915

RP4 0.937

RP5 0.913

o=Cronbach's .
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Discriminant Validity Test

For discriminant validity tests, the various
correlation coefficients should be < square
root of AVE(Fornell 1981;
Segars and Grover, 1998). The test results

and Larcker,
for discriminant validity are shown in Tab.
5-3. We find that our data exhibits discri-

minant validity properties as well.

Tab. 5-3 Discriminant validity test

Construct  ESU USF PR FQ T AV co PV RP
ESU 0.830

USF 0802 0884

PR 0650 0455 0933

FQ 0379 0366 0654 0854

T 0488 0515 0535 0.571 0.905

AV 0589 0621 0521 0566 0741 0850

co 0510 0572 0534 0615 0747 0803 0878

PV 0650 0719 0523 0457 0638 0766 0707 0812

RP 0635 0697 0.626
The underscore numbers are the square roots of the AVE.

5.3 The structural equation model

For the proposed research framework
(Fig. 3-D),
analysis approach is the partial least square

model the most appropriate

structural equation modeling (SEM)(Anderson
and Gerbing, 1988). Fig.
tural equation model along with the path

shows our struc-

coefficient values and R? values for PV and
RP. The greater the R? , the better the
model explanation(Fornell and Larcker,
1981; Pavlou and Fygenson, 2006).

12

@:\
-0.022 0.067

\
|

0407 ' value
R=0.703
__/Pd'?\\_< 0.102
{ Price faimess )
\_—/ 0198!!
s 0603
[ Foodquality <<
NP '
0.048
- e Repurchase
s K
Timeliness ¥~ 0.008 R=0.807 )

0.358"
(' valbily )

~— 0.1671
( Condion )

Tp<0.10, #p<0.05, *+p<0.01

Fig. 5-1 Structural equation model with

coefficients and R-squares

Goodness-of -fit measures

The R-square value for predicting the
perceived value using ESU, USF, PR, FQ,
TL, AV and CO, was 0.703, which is con-
sidered very good. The R-square value for
predicting repurchase intention, using ESU,
USF, PR, FQ, TL, AV, CO and PV, was
0.807, which is also considered very good.
The standardized root mean squared residu-
al (SRMR) came out to be 0.052. The mod-
el is considered a good fit model if the
SRMR value is below 0.08. The Normed Fit
Index (NFD value for the model came out
to be 0.87. Like the R-square value, the
NFI of a perfect model is 1. An NFI value
of 0.87 is considered a good fit.
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5.4 Results

Tab. 5-4 summarizes the results for all
15 hypotheses. We found support for hy-
potheses Hlb (USF - PV), H4a (PR > RP),
H5b (AV > PV), and H7 (PV > RP) at a
significance level of 0.01. H2b (USF - RP)
and Heb (TL - RP) were supported at a
significance level of 0.05 and H5c (CO >
PV) and H6c (CO - RP) were supported at
a significance level of 0.10. We did not
find significant support for hypotheses Hla
(ESU - PV), H2a (ESU - RP), H3a (PR =
PV), H3b (FQ > PV), H4b (FQ > RP), Hba
(TL - PV), and Hé6a (TL - RP).

Tab. 5-4 The hypothesis test results

Causal Path

Hypothesis Path coefficients ~ t-Value  Hypothesis Supported

Hla ESU= PV 0.067 0989 X
Hib USF > PV 0.305* 3707 0
H2a ESU- RP 002 0379 X
H2b USF > RP 0427+ 2081 0
H3a PR PV 0.102 1419 X
H3b QI 0079 1378 X
Hda PR 9 RP 0.198" 4,085 0
Hib FQIRP 0.059 1477 X
HSa L 0.048 0.73% X
HD AV PV 0.356" 3912 0
Hsc COIPV 0.167¢ 1.781 0
Héa LY RP 0.008 0.147 X
Heb AV RP 0177 2502 0
Héc COJRP 0123 1.867 0
HT PV RP 0.603" 9.641 0

P<0.10. *p<0.05, "p<0.01.
0= Hypothesis Supported, X= Hypothesis not supported.

Of all the 15 hypotheses, the hypothesis
H7 (PV - RP) was the most significant
with a p-value approaching zero. Also, the
path coefficient value was also the highest
of all at 0.6. Hypothesis H4a (PR > RP)
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was the next most significant hypothesis,
and this hypothesis also had a high path
coefficient value (0.198). The next most
significant hypothesis was H5c (AV > PV),
also with a high path coefficient value
(0.358), followed by Hlb (USF - PV) which
also had a high path coefficient value
(0.305). So, most of the significant hypothe-
ses also had high path coefficient values.
The seven non-significant hypotheses also
had low path coefficient values, ranging
from 0.008 to 0.102). So, incidentally, the
statistically significant hypotheses were also
practically significant, and the statistically
insignificant hypotheses were not very
practically significant.

In terms of significant indicators, useful-
ness of platform (USF), offline delivery
availability (AV) and food condition (CO)
were significant indicators for both per-
ceived value and repurchase intention.
Price fairness (PR) was a very significant
indicator for repurchase intention, but not
so significant for perceived value. Per-
ceived value (PV) was very significant in-
dictor for repurchase intention (H7). Ease
of use (ESU),
quality (FQ) were not significant indicators

for either PV or RP.

Timeliness (TL) and food

5.5 Discussion of theoretical and man-
agerial implications

From the consumers’ point of view, the
significant attributes for perceived value
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are (i) usefulness of the platform, (2) of-
fline delivery availability and (3) food con-
dition. Significant attributes for repurchase
intentions are (1) usefulness of the plat-
form, (2) price fairness, (3) offline delivery
availability and (4) food condition. In terms
of restaurants’ attributes, price fairness
was a very strong indicator for repurchase
decision, although not a significant indicator
for perceived value. It may be inferred
that while for one-time purchase, price
fairness may not be as important, but in
the long run, price fairness becomes a
very important factor. For one-time pur-
chase, the customer may be willing to pay
more, to test the food, but may not sustain
the high price in the long run. Since the
long-term profits for a restaurant come
from repeat business rather than one-time
business, managers need to pay attention to
price fairness.

In terms of platform variables, since USF
was found to be practically and statistically
significant for both perceived value and
repurchase intentions, managers show pay
the most attention to this factor. App de-
signers should focus most on improving the
usefulness of the app, to be competitive.
This means that the app should provide a
lot of useful information to the customers,
such as restaurant locations, menu, prices,
special deals, customer reviews, and rec-
ommendations based on prior purchasing
habits. Consumers expect a certain level of
usefulness and unless the expectations are
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matched, users will not subscribe to the
app. Gunden et al. (2020a) studied customer
intentions to use online food delivery sys-
tems and found that matching of perfor-
mance expectations was the strongest pre-
dictor of intention to use online food deliv-
(2020b) also
studied how browsing behavior of consum-

ery services. Gunden et al.

ers influence consumer’ s persuasion in
online food delivery systems. Since useful-
ness was found to be such a strong indica-
tor of success, managers should also think
of innovative ways to further enhance the
usefulness of their apps. For example,
they could include tips on eating healthy.
Based on their study, Okumus and Bilgihan
(2014) recommended that restaurants should
consider developing apps that includes nu-
tritional data about their menu items. Such
usefulness will increase the intention to use
the app.

Surprisingly, ESU was not found to be
statistically significant either for perceived
value or for repurchase intention. One
could infer that even if a platform is not
very easy to use for the first time, the
user learns to use the platform and it be-
comes easy for them after using the plat-
form for a few times and then the lack of
ease of use is no longer an issue. Since
our respondents were all users of 020
apps, the ESU criterion was not very im-
portant. It is more important, therefore, to
focus on the usefulness of the app, rather
than the ease of use. It is also possible,
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that most popular apps are already easy to
use and that apps that were not easy to
use never became successful. So given that
all apps are probably equally easy to use,
the ease-of-use criteria is no longer very
important, but the usefulness of the app
continues to be a very significant and im-
portant criteria.

In terms of the attributes for delivery,
the availability of offline restaurants was a
significant attribute for both perceived val-
ue and repurchase intentions. This could be
because customers like a break from their
work to go out for a change. Food condi-
tion was a significant attribute for both
perceived value as well as repurchase in-
tention, which makes sense. Clearly, res-
taurants must ensure that the food is de-
livered in good condition.

Since hypothesis H7 (PV - RP) was the
most significant hypothesis and had the
highest path coefficient value, and since
repurchase intention is the most critical for
long-term profitability, managers should do
everything possible to enhance customers’
they should
concentrate on these antecedents the most

perceived value. Therefore,
— usefulness of the app, availability of of-
fline food options, and food condition and
of course price fairness since it directly
impacts repurchase intention. All these four
antecedents also had the highest path co-
efficient values.

Since the survey was conducted only in
China, the results cannot be generalized
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globally. It is possible that due to cultural
differences and work-culture differences
and demographic differences, the results
might be different in other countries. Alt-
hough we had a large sample (251), a big-

ger sample would yield more reliable results.

6. Conclusions

In this study, we were interested in dis-
covering the relevant antecedents of a
consumer’ s perceived value and repur-
chase intention in the 020 food delivery
service industry. The 020 food delivery
service industry is a multi-billion dollars
industry (about 100 billion USD) in China
and is growing very rapidly. To be com-
petitive in this industry, it is very important
that the managers understand the factors
valued by the customers so that they can
focus on those factors. To the best our
knowledge, this is the first study that at-
tempts to find the success factors for the
entire value chain, from ordering the deliv-
ery. We study three aspects of the value
chain, namely, the platform, the restaurant,
and the delivery service. We developed
seven sets of hypotheses and a structural
equation model that incorporates these sev-
en sets of hypotheses. We tested our
structural model through survey data, ad-
ministered online in several geographical
areas of China. We collected usable data
They

were asked questions about their perceived

from 251 wusers of 020 services.
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value and repurchase decision and their
satisfaction with the app, the restaurant
food, and the delivery service. We found
that usefulness of the app, offline restau-
rant availability and the food condition
were important and statistically significant
antecedent for both perceived value and
repurchase decision. In addition, price fair-
ness was an important and statistically sig-

nificant antecedent for repurchase decisions.

Based on our findings, the managers should
make sure the food is always delivered in
good condition and they should continue to
focus on providing usefulness in the 020
mobile apps. This means, they should con-
tinue to provide customer reviews, product
information and more product options. Fur-
ther, we found that not all customers are
necessarily interested in having their food
delivered. They also like to order food to
offline restaurants, as it allows them to go
out. Lastly, to earn repeat customers,
which is very critical in food industry in
general, price fairness was extremely im-
portant factor.

Future researchers can study the 020
in other
markets, such as the European Union and
the United States because the 020 food

delivery services are becoming more com-

Food delivery service markets

mon in those markets.
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