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Factors Affecting Generation Z's Behavioral Intention to Use 

ShopeeFood as an Online Food Delivery Service in Malang City 

The growth of information technology has triggered a transformation in consumer behavior 

towards Online Food Delivery (OFD) services in Indonesia. OFD service providers need 

to improve their service quality to compete with other OFD providers. Interestingly, most 

users of online food delivery (OFD) services belong to Generation Z. As a student city with 

a significant population of Generation Z, Malang is a key market for OFD services. 

ShopeeFood, an OFD service launched by Shopee in 2021, has gained considerable 

popularity in Malang. This study aims to analyze the factors that influence Generation Z's 

behavioral intention in using OFD services in Malang City, using ShopeeFood as the case 

study. This research method employs a quantitative approach, utilizing Structural Equation 

Modeling (SEM), to analyze the data. Data were collected through an online questionnaire 

distributed to Generation Z users of ShopeeFood in Malang City, with a total of 357 

respondents. The results of data analysis using PLS-SEM indicate that convenience 

motivation, post-usage usefulness, and attitude towards OFD services have a positive and 

significant influence on Generation Z's behavioral intention to use ShopeeFood. This study 

suggests that OFD companies should focus on enhancing post-use benefits and user 

convenience to increase user satisfaction and maintain their market share. 

Keywords: Behavioral Intention, Generation Z, Malang City, Online Food Delivery, 

ShopeeFood 

1. Introduction  

The evolution of information technology has significantly transformed consumer 

behavior from traditional food purchasing to Online Food Delivery (OFD) services (Shafa 

et al., 2023). OFD services have proliferated in Indonesia, especially during the Covid-

19 pandemic, which has limited people's activities (Irawati, 2022). Indonesia ranks as the 

largest market for OFD services in Southeast Asia, with a gross transaction value of 

IDR67.89 trillion in 2022 (Annur, 2023). 

The largest user of OFD services in Indonesia is Generation Z (approximately 

43%), followed by millennials (approximately 39%) in 2022 (Tenggara Strategics, 2022). 

Generation Z, who have become accustomed to technology from an early age, frequently 

use food delivery services at a rate of 36% and are considered the primary consumers of 

these services due to their practicality (Hapsariningsih & Fitri, 2023; Setyawan et al., 

2023). As a potential consumer of OFD services, Generation Z chooses the OFD platform 

for its convenience, practicality, time efficiency, User Interface clarity, products’ halal 

certification, and menu variety (Faizah & Zulfaturrohmaniyah, 2023).  

With increasingly dynamic market demands, OFD business owners need to 

identify factors that influence users' behavioral intentions towards OFD services to build 

and sustain a competitive edge in the online food delivery industry (Suryadi & Ilyas, 

2018). Understanding users' behavioral intentions towards OFD services is essential 

because intentions are a measure of how strongly a person wants to perform a behavior 

(Prasetiyo, 2020). Previous research has shown factors such as hedonic motivation, prior 
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online purchase experience, time-saving orientation, price-saving orientation, 

convenience motivation, post-usage usefulness, and attitude influence behavior intentions 

towards OFD services (Yeo et al., 2017). Previous research has revealed that factors such 

as hedonic motivation, convenience motivation, and perceived usefulness have a 

significant role in shaping Generation Z users' attitudes and intentions towards online 

food delivery services in Jakarta (Christian et al., 2023). However, Prabowo & Nugroho's 

(2019) research shows the opposite result: price-saving orientation and prior online 

purchase experience have an insignificant effect on behavioral intentions towards OFD 

services. Nurwani & Muslichah (2022) and Nastiti & Rachmawati (2019) found that price 

saving orientation has no positive impact on convenience motivation. The diverse results 

of previous research add complexity and suggest a need for further investigation into 

factors influencing behavioral intentions towards OFD services. 

Generation Z in Malang use a variety of OFD services, including ShopeeFood. 

Interestingly, Generation Z, born between 1997 and 2012, is the largest population group 

in Malang City with approximately 213,000 (BPS Kota Malang, 2020). Malang City has 

the highest online service purchases in East Java, with a transaction value reaching IDR 

67 billion (Pemerintah Kota Malang, 2023), driven by the habits of young people who 

prefer to order food online. The growth of OFD services has spurred an increase in the 

welfare of the culinary industry, including in Malang City (Indo, 2023). As of 2023, there 

are at least 29,000 MSMEs and 500 restaurants or eateries in Malang (BPS Kota Malang, 

2023). 

Launched by Shopee in 2021, ShopeeFood offers instant delivery and free 

shipping, quickly becoming a major player in Indonesia's OFD market (Shopee, 2021). 

ShopeeFood ranks second in usage among Indonesian consumers, with a 34% usage rate 

and a transaction value of IDR 26.49 trillion in 2021. Additionally, approximately 28% 

of respondents identified ShopeeFood as their top OFD platform (Tenggara Strategics, 

2022). Consumers appreciate ShopeeFood for its numerous promotions, demonstrating 

its rapid rise in the competitive OFD landscape. However, ShopeeFood lags behind 

GoFood in delivery speed due to several factors (Shopee, 2021), and saw a decline in 

transactions from US$4.6 billion in 2021 to US$4.5 billion in 2022, primarily due to 

reduced promotions (Setyowati, 2023). Other factors, including delivery speed, ease of 

use, and food variety, might significantly influence user intentions and attitudes towards 

Shopee Food services. 

Following Yeo et al. (2017), this study aims to analyze the factors that influence 

Generation Z's behavioral intention in using OFD services in Malang City, with 

ShopeeFood serving as the case study. Currently, few studies investigate the factors 

influencing Generation Z's use of OFD services, particularly in Malang City. An 

understanding of the factors that influence Generation Z's behavioral intention in Malang 

City is expected to contribute to the literature on food service businesses, particularly 

discussions related to OFD services. The findings are expected to provide valuable 

insights for culinary business players in Malang City. 
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2. Conceptual Background 

2.1. Behavioral Intention towards OFD Services 

Previous research has revealed that behavioral intention in the context of OFD refers to a 

person's strong tendency to use the service to purchase food (Christian et al., 2023; Nastiti 

& Rachmawati, 2019; Prabowo & Nugroho, 2019; Yeo et al., 2017). Behavioral 

intentions are influenced by motivational factors, such as the usability and ease of use of 

the service, which enable consumers to reduce wait times at restaurants and order food 

more easily (Muangmee et al., 2021).  

2.2. Hedonic Motivation 

Hedonic motivation in commerce refers to the drive to seek pleasure and aesthetic 

experiences in purchasing decisions (Prabowo & Nugroho, 2019). Hedonic motivation 

influences purchasing and consumption patterns, involving sensory experiences and 

engaging experimental interactions (Chakraborty et al., 2022). This motivation also 

supports technology use by providing enjoyment and excitement, and plays a role in e-

commerce shopping experiences and consumer attitudes toward technology (Nath et al., 

2020). Hedonic motives influence consumer behavioral intentions, with individuals who 

value hedonic shopping tending to have higher behavioral intentions (Roni et al., 2022). 

In the context of online food delivery (OFD) services, hedonic motivation focuses on the 

pleasure and emotional aspects of the consumer's online shopping experience. Based on 

the theoretical review, the following hypotheses are proposed: 

H1: Hedonic motivation positively influences convenience motivation. 

H2: Hedonic motivation positively influences post-usage usefulness. 

2.3. Prior Online Purchase Experience 

Online purchasing involves buying products through online media, driven by consumers' 

desire to make digital purchases (Prabowo & Nugroho, 2019). Previous online purchase 

experiences with OFD services serve as evaluations for future purchases, providing 

recommendations and lessons about the online buying process (Indriyarti et al., 2022). 

Repeated use builds trust and loyalty towards OFD services, increasing the intention to 

use these services again (Hooi et al., 2021). Overall, positive online purchase experiences 

influence not only convenience motivation but also the perceived benefits post-usage 

(Yeo et al., 2017). Based on the theoretical review, the following hypotheses are 

proposed: 

H3: Prior online purchase experience positively influences convenience motivation. 

H4: Prior online purchase experience positively influences post-usage usefulness. 
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2.4. Time Saving Orientation 

Time-saving orientation is a key factor in online shopping, which consumers favor for its 

ability to save time (Chakraborty et al., 2022). Time-saving orientation is particularly 

relevant for Generation Z in urban areas, who tend to prefer instant solutions, quick 

purchases, and more time for leisure activities (Indriyarti et al., 2022). OFD services 

enable easier, more convenient, and faster food purchases, aligning with a lifestyle that 

prioritizes effective time management. Time-saving orientation is believed to be strongly 

related to post-usage usefulness, as the more time an app saves, the more valuable and 

convenient it is perceived to be, and the easier it is to use (Prabowo & Nugroho, 2019). 

Based on the theoretical review, the following hypotheses are proposed: 

H5: Time-saving orientation positively influences convenience motivation. 

H6: Time-saving orientation positively influences post-usage usefulness. 

2.5. Price Saving Orientation 

Price-saving orientation refers to consumers' tendency to seek financial benefits from 

technology by obtaining products at lower prices (Pitchay et al., 2022). A price-saving 

orientation involves paying attention to price discounts and promotions, such as free 

delivery in OFD services, as marketing tools (Chakraborty et al., 2022). Consumers use 

this orientation to take planned actions to save money by choosing the best deals and 

avoiding additional costs (Indriyarti et al., 2022). The ability to compare prices and select 

the best offers on food delivery apps or websites helps consumers buy at lower costs, 

enhancing their perception of the app's usefulness and convenience (Min Yoong, 2019). 

Based on the theoretical review, the following hypotheses are proposed: 

H7: Price saving orientation positively influences convenience motivation. 

H8: Price saving orientation positively influences post-usage usefulness. 

2.6. Convenience Motivation 

Convenience is a primary motivation for users to adopt electronic technology, as 

customers must be convinced of its value before they are willing to use it (Chai et al., 

2019). Convenience-oriented consumers tend to choose services that provide ease in 

ordering, selecting food, and tracking orders (Wiastuti et al., 2022). In the context of OFD 

services, convenience includes consumers' perceptions of the time, value, and effort 

required to use the OFD system (Chai et al., 2019). Convenience motivation in OFD also 

influences consumer attitudes and behavioral intentions regarding the use of these 

services (Wiastuti et al., 2022). Based on the theoretical review, the following hypotheses 

are proposed: 

H9: Convenience motivation positively influences post-usage usefulness. 
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H10: Convenience motivation positively influences attitudes towards online food 

delivery services. 

H11: Convenience motivation positively influences behavioral intention towards 

online food delivery. 

2.7. Post-Usage Usefulness 

Post-usage usefulness in the context of OFD services stems from the perceived usefulness 

in the Technology Acceptance Model (TAM), which describes the extent to which users 

perceive benefits and increased productivity from using the app (Prabowo & Nugroho, 

2019). Previous positive experiences with the service influence users' perceptions of the 

benefits they receive from continued use (Hasan et al., 2021). This perception then 

influences users' attitudes and behaviors towards OFD services, indicating that a positive 

understanding of post-usage usefulness is a key factor in enhancing users' experiences 

with the service (Christian et al., 2023). Based on the theoretical review, the following 

hypotheses are proposed: 

H12: Post-usage usefulness positively influences attitudes towards online food 

delivery services. 

H13: Post-usage usefulness positively influences behavioral intention towards online 

food delivery. 

2.8. Attitude Towards Online Food Delivery Services 

According to Bagozzi (1994), attitude encompasses concepts such as values, feelings, 

emotions, preferences, intentions, opinions, expectations, and judgments. Positive 

consumer attitudes are influenced by the ease and benefits received, such as time savings, 

ease of payment, and the variety of choices available, which subsequently affect their 

intention to use, recommend, and support OFD services (Prabowo & Nugroho, 2019). 

Consumers' attitudes towards OFD services are influenced by their perceptions of the 

ease of use and the perceived benefits of the technology (Dave & Trivedi, 2019). These 

factors significantly influence users' attitudes and satisfaction with the service, 

encompassing aspects such as menu information, transparent pricing, and delivery 

accuracy (Christian et al., 2023). Based on the theoretical review, the following 

hypotheses are proposed: 

H14: Attitude towards online food delivery services positively influences behavioral 

intention towards online food delivery. 

 



Asia Pacific Journal of Information System and Digital Transformation 

2024 , Vol 1 No 01, Research Article 

7 

 

 

Figure 1. Research conceptual framework (Yeo et al., 2017). Note: AODS (Attitude 

towards online food delivery services. BIOFDS (Behavioral intention towards online 

food delivery services). 

3. Research Model and Hypotheses 

This study adopts a quantitative and analytical approach to examine the relationships 

between measurable variables. Quantitative research involves the collection and 

statistical analysis of numerical data to test hypotheses and generalize results to a larger 

population (Creswell, 2018). Analytical methods utilize data to explore the relationships 

among variables, such as age, income, and gender, to understand how one variable 

influences another (Siswanto et al., 2018). 

3.1. Population and Sample 

The population of this study comprises Generation Z individuals (born approximately 

between 1997 and 2012) using ShopeeFood delivery services in Malang City. According 

to the 2019-2021 census, Generation Z constitutes 25.44% (213,000 individuals) of 

Malang's total population. A non-probability purposive sampling technique was 

employed to select the sample, tailored to meet the study's objectives (Ramdani, 2019). 

The sample was determined using the population-based sampling table from Isaac & 

Michael, so a minimum of 348 samples were required for this study (Sugiyono, 2013).  

3.2. Data Collection 

Data collection was conducted by distributing questionnaires via Google Forms to the 

population, specifically Generation Z in Malang City, who use ShopeeFood. The 

questionnaire statements include indicators in the research model consisting of 4 

independent variables (hedonic motivation, prior online purchase experience, time saving 

orientation, and price saving orientation), three intervening variables (convenience 
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motivation, post-usage usefulness, and attitude towards OFD services), and one 

dependent variable (behavioral intention towards OFD services). The duration of data 

collection took approximately 1 month from March 29 to April 25, 2024. The total 

number of respondents obtained was 363, with 357 data sets that could be further 

analysed. The respondents' data collected included age, gender, income, and duration of 

using ShopeeFood. Email addresses and phone numbers were also collected to contact 

respondents if additional data were needed. The data is confidential and securely stored. 

3.3. Partial Least Squares Structural Equation Modelling (PLS-SEM) 

Structural Equation Modeling (SEM) with Partial Least Squares (PLS) was chosen for 

data analysis due to its robustness in handling complex models with multiple independent 

and dependent variables, without requiring the assumptions of normal distribution or 

multicollinearity (Chin, 1998). SEM enables the simultaneous analysis of relationships 

among variables in complex models (Sarstedt et al., 2021), making it suitable for this 

study, which involves four independent variables, three intervening variables, and one 

dependent variable. 

The SmartPLS 3.0 software was used for the analysis. The methodology involved 

two main stages: evaluating the outer model and the inner model. The former illustrates 

the relationships between latent variables and their indicators, and the latter shows the 

relationships between latent variables and tests hypotheses (Hair et al., 2012). The outer 

model assessment focused on validating latent variables and their indicators through 

discriminant validity, convergent validity, Average Variance Extracted (AVE), 

Cronbach's Alpha, and composite reliability using the PLS Algorithm (Hair et al., 2017). 

Convergent validity was evaluated based on the correlation levels among component 

scores, processed using Smart-PLS. Composite reliability was assessed to ensure the 

questionnaire's consistency and stability. Reliability was confirmed using composite 

reliability values and supported by Cronbach's Alpha, where values above 0.7 indicated 

reliability (Hair et al., 2017). Next, the inner model assessed the structural relationships 

between latent variables, evaluated by R², Q², t-statistics, and p-values obtained through 

bootstrapping methods (Ghozali & Fuad, 2005). The R-squared (R²) value indicates the 

degree to which exogenous variables explain variance in endogenous variables. 

4. Data Analysis and Results 

4.1. Sample Characteristic 

Respondents of the present study are Generation Z users of ShopeeFood (n=357). Table 

1 shows details on the respondents’ demographics. Gender distribution showed a female 

dominance, with 60% (214 respondents) being female and 40% (143 respondents) male. 

Age-wise, the majority of users (66%) were between 21 and 25 years old, followed by 

32% aged 16 to 20 years. Educational background revealed that 59% were high school 

graduates, 34% held a bachelor's degree, 5% had a diploma, and only 1% were middle 

school graduates. In terms of occupation, 85% were students, followed by private 

employees at 8%. Public employees and entrepreneurs each constituted 2%, and the 



Asia Pacific Journal of Information System and Digital Transformation 

2024 , Vol 1 No 01, Research Article 

9 

 

remaining 3% were in other occupations. Income levels indicated that 38% earned less 

than Rp 500,000 per month, 30% earned between Rp 500,000 and Rp 1,000,000, 28% 

earned between Rp 1,000,000 and Rp 5,000,000, with the remainder earning more than 

Rp 5,000,000 per month. Regarding the usage duration of ShopeeFood, 67% of users had 

used the service for more than 10 months. The frequency of use per month showed that 

54% used ShopeeFood less than three times a month, 27% used it 3-6 times, 9% used it 

7-10 times, and 10% used it more than 10 times per month.  

 

Table 1. Respondent characteristics. Note: Sample size of 357 (Data obtained from 

Google Forms questionnaires distributed to Generation Z in Malang.). 

Characteristic Frequency Percentage (%) 

Total of respondents 357 100 

Gender 
Male 143 40 

Female 214 60 

Age 

11-15 2 1 

16-20 114 32 

21-25 235 66 

26-30 6 2 

Last Education 

Junior high school/equivalent 5 1 

High school/equivalent 210 59 

Diploma (D1-D3) 19 5 

Bachelor (S1/S2/S3) 123 34 

Current Jobs 

Student 303 85 

Self-employed 8 2 

Private Employee 29 8 

Public Servant 8 2 

Other 9 3 

Income 

<IDR 500.000 136 38 

IDR 500.000 - IDR 1.000.000 107 30 

IDR 1.000.000 - IDR 5.000.000 101 28 

IDR 5.000.000 - IDR 10.000.000 10 3 

> IDR 10.000.000 3 1 

Duration of 

Use 

ShopeeFood 

< 3 times 194 54 

3-6 times 95 27 

7-10 times 32 9 

>10 times 36 10 

Usage of 

ShopeeFood in 

One Month 

1-3 months 52 15 

4-6 months 31 9 

6-10 months 34 10 

> 10 months 240 67 
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4.2. Partial Least Squares Structural Equation Modeling (PLS-SEM) 

The results of PLS SEM indicate that the indicators represent their respective 

variables, as demonstrated by the loading factor, AVE, Composite reliability, and 

Cronbach’s alpha values. The indicators met the convergent validity requirements with a 

loading factor greater than 0.5, as shown in Table 2. All constructs had an Average 

Variance Extracted (AVE) greater than 0.5, confirming that each construct in the 

instrument was valid (Ghozali & Latan, 2015). Composite Reliability, supported by 

Cronbach's Alpha values exceeding 0.7, indicates that the questionnaire is reliable and 

consistent, demonstrating high reliability across all variables. Furthermore, the 

discriminant validity values in PLS-SEM confirm that each construct is distinct and 

measures unique aspects of the construct. The cross-loading results indicate that the 

loading values for each construct are higher than their cross-loading values with other 

latent variables. Table 3 shows that all indicators have higher loadings for their respective 

constructs than for any other constructs, demonstrating good discriminant validity. 

 

Table 2. Result of construct validity and reliability analysis from SmartPLS 3—note: 

AVE (Average Variance Extracted). 

Variable Item 
Loading 

Factor 
AVE 

Composite 

reliability 

Cronbach’s 

Alpha 

Hedonic motivation 

HM1 0,883 

0,719 0,884 0,805 HM2 0,788 

HM3 0,869 

Prior online 

purchase experience 

POPE1 0,767 

0,722 0,886 0,805 POPE2 0,887 

POPE3 0,891 

Time-saving 

orientation 

TSO1 0,786 

0,677 0,894 0,841 
TSO2 0,828 

TSO3 0,837 

TSO4 0,840 

Price saving 

orientation 

PSO1 0,878 

0,799 0,922 0,875 PSO2 0,882 

PSO3 0,921 

Convenience 

motivation 

CM1 0,807 

0,721 0,912 0,870 
CM2 0,855 

CM3 0,883 

CM4 0,850 

Post usage 

usefulness 

PUU1 0,760 

0,621 0,868 0,797 
PUU2 0,764 

PUU3 0,815 

PUU4 0,811 

Attitude towards 

OFD services 

AODS1 0,838 
0,713 0,908 0,866 

AODS2 0,864 
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Variable Item 
Loading 

Factor 
AVE 

Composite 

reliability 

Cronbach’s 

Alpha 

AODS3 0,813 

AODS4 0,861 

Behavioral 

intention towards 

OFD services 

BI1 0,866 

0,723 0,886 0,807 BI2 0,868 

BI3 0,815 

 

 

Table 3. Discriminant validity analysis results from SmartPLS 3. Note: The diagonal 

represents the square root of AVE, while the off-diagonal elements represent the 

correlations between variables. 

TABLE III 

 DISCRIMINANT VALIDITY ANALYSIS RESULTS 

 AODS BI CM HM POPE PSO PUU TSO 

AODS 0,844        

BI 0,603 0,850       

CM 0,426 0,584 0,849      

HM 0,478 0,54 0,556 0,848     

POPE 0,508 0,638 0,653 0,635 0,850    

PSO 0,588 0,501 0,327 0,483 0,491 0,894   

PUU 0,688 0,66 0,629 0,602 0,658 0,57 0,788  

TSO 0,542 0,533 0,598 0,638 0,623 0,48 0,701 0,823 

 

R² and Q² explain the structural relationships between latent variables. 

Specifically, AODS explains 47.4% of the variance in terms of convenience motivation 

and after-use utility. In comparison, BI is influenced by 52.6% due to AODS, 

convenience motivation, and after-use utility. CM's R² of 50% indicates its variance 

explained by hedonic motivation, prior purchase experience, time-saving orientation, and 

price-saving orientation. PUU, with an R² of 63.9%, is influenced explicitly by CM, prior 

purchase experience, and both CM and PUU themselves.  

Next, AODS has a Q² of 0.329, which indicates a moderate predictive relevance 

between CM and PUU. BI's Q² of 0.371 indicates strong predictive relevance between 

CM, PUU, and AODS. CM and PUU both exceeded a Q² of 0.35, indicating strong 

predictive relevance of multiple factors. These findings confirm the robustness of the 

model in explaining and predicting online shopping attitudes and behaviors. 

 

Table 4. R² and Q² results for endogenous constructs. Note: R² (Coefficient of 

Determination), Q² (Predictive Relevance). 

 R² Q² 

AODS 0,474 0,329 
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BI 0,526 0,371 

CM 0,500 0,353 

PUU 0,639 0,387 

 

The hypotheses are evaluated using a p-value (< 0.05) and a t-statistic (> 1.96) to 

determine significance. Bootstrapping with SmartPLS 3 reveals that most variable 

relationships have t-statistics exceeding 1.96, indicating statistical significance. However, 

the relationships between convenience motivation and attitude towards OFD services, 

hedonic motivation and post-use usefulness, and price-saving orientation and 

convenience motivation are insignificant, with t-statistics below 1.96. Detailed results are 

presented in Table 4 below. 

 

 

Table 4. Hypothesis Test Results with the Bootstrapping Method. Note: Hypotheses are 

evaluated using a p-value (p < 0.05) and a t-statistic (t > 1.96) to determine significance. 

 Hyp. 

Original 

Sample 

(O) 

Sample 

Mean 

(M) 

Standard 

Deviation 

(STDEV) 

T Stat. 
P 

Values 
Remarks 

HM -> CM H1 0.149 0.15 0.059 2.506 0.014 Significant 

HM -> PUU H2 0.063 0.066 0.056 1.13 0.259 Not Sig. 

POPE -> CM H3 0.429 0.435 0.053 8.143 0 Significant 

POPE -> PUU H4 0.155 0.155 0.052 2.999 0.003 Significant 

TSO -> CM H5 0.278 0.275 0.061 4.585 0 Significant 

TSO -> PUU H6 0.315 0.315 0.055 5.684 0 Significant 

PSO -> CM H7 -0.089 -0.088 0.052 1.738 0.068 Not Sig. 

PSO -> PUU H8 0.315 0.238 0.049 4.809 0 Significant 

CM -> PUU H9 0.225 0.223 0.054 4.165 0 Significant 

CM -> AODS H10 -0.011 -0.015 0.056 0.189 0.840 Not Sig. 

CM -> BI H11 0.283 0.285 0.055 5.235 0 Significant 

PUU -> AODS H12 0.695 0.7 0.05 14.012 0 Significant 

PUU -> BI H13 0.284 0.288 0.06 4.741 0 Significant 

AODS -> BI H14 0.287 0.285 0.052 5.558 0 Significant 

Note - Hyp.: Hypothesis 

 

5. Discussion and Implications 

Following Yeo et al. (2017), this study aims to analyze the factors that influence 
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Generation Z's behavioral intention in using OFD services in Malang City, with 

ShopeeFood serving as the case study. The study found that hedonic motivation has a 

positive and significant influence on convenience motivation in using ShopeeFood (H1 

accepted). Generation Z in Malang City is seeking a pleasant experience with a variety of 

interesting food options, discounts, and friendly service from drivers. This finding 

supports previous research, such as Yeo et al. (2017) and Prabowo & Nugroho (2019), 

which show that hedonic motivations increase convenience, attitudes, and behavioral 

intentions towards OFD services. Although hedonic motivation provides pleasure when 

using the service, it does not significantly affect post-usage usefulness (H2 rejected). A 

potential explanation for the results is that Generation Z is more influenced by situational 

factors, such as urgent needs or time constraints, than simply the pleasure of using the 

service. This suggests that, in the long term, the fun factor alone is insufficient to increase 

the perceived usefulness of the service. This finding aligns with the research of Nurwani 

& Muslichah (2022) and Faizah & Zulfaturrohmaniyah (2023), but contradicts Yeo et al. 

(2017). 

Prior online purchase experience has a positive and significant influence on the 

post-usage usefulness and convenience motivations of ShopeeFood (H1 & H2 accepted). 

More experienced users find the service easier to use and find it more useful after using 

it. Users with prior experience in online purchasing are typically more skilled at 

overcoming technical barriers, such as navigating apps, selecting payment methods, and 

resolving order issues. This ability enables them to use the ShopeeFood service more 

smoothly, increasing satisfaction and perceived usefulness after use, which encourages 

users to continue using the service in the future (Yustika & Subagiyo, 2022). As many as 

67% of respondents who have used ShopeeFood for more than 10 months show a high 

level of skill and experience in utilizing this service. This result supports previous 

research, which indicates that the last online purchase experience significantly contributes 

to increasing the post-use usefulness and convenience motivation of OFD services 

(Indriyarti et al., 2022; Nastiti & Rachmawati, 2019; Yeo et al., 2017). However, it is 

inversely proportional to the results of research from Prabowo & Nugroho (2019). 

Time-saving orientation has a significant positive influence on post-usage 

usefulness and convenience motivation (H5 & H6 accepted). Generation Z, which has a 

busy and fast-paced lifestyle (Belvar et al., 2024), finds the ShopeeFood service 

beneficial (post-usage usefulness) because it helps them save and manage time more 

efficiently. This result supports the findings of Yeo et al. (2017) and Prabowo & Nugroho 

(2019), which show that time savings increase perceived ease of use and service benefits. 

In contrast, price saving orientation has no significant influence on convenience 

motivation (H7 rejected). However, price saving orientation has a considerable positive 

impact on post-usability (H8 accepted). Discounts and promotions that require additional 

steps can reduce ease of use. Generation Z appreciates the deals and promotions offered 

by ShopeeFood, which makes them feel like they are getting more value for their money 

compared to the costs incurred. This finding aligns with Irawati (2022) and Nastiti & 

Rachmawati (2019), but contradicts Yeo et al. (2017). 

Convenience motivation has a significant positive effect on post-use usefulness 
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and behavioral intention towards OFD services (H9 & H11 accepted). Still, it does not 

have a substantial impact on attitudes towards OFD services (H10 rejected). Generation 

Z considers ShopeeFood to provide convenience in ordering food; however, this 

convenience does not necessarily foster a positive attitude towards the platform. More 

positive attitudes are formed after users get benefits and satisfaction from using the 

service. If the experience is unsatisfactory, the user's attitude towards the service can still 

be negative, even if the service is easy to use (Suryani & Koranti, 2022). Generation Z 

does not immediately form a positive attitude towards the previous usage experience until 

they get the benefits of subsequent use that meet their expectations in the comfort of the 

next experience (Christian et al., 2023).  The ease of ordering, paying, and receiving food 

at ShopeeFood can increase the convenience for Generation Z users, encouraging them 

to continue using this service in the future. This research does not support Yeo et al. 

(2017), which states that a sense of comfort in using OFD services contributes positively 

and significantly to consumer attitudes. However, this result aligns with Nastiti & 

Rachmawati (2019) and Prabowo & Nugroho (2019). 

Post-use usefulness has a significant positive influence on attitudes and behavioral 

intentions towards OFD services (H12 & H13 accepted). Generation Z who feel satisfied 

with the ease of ordering, payment, and delivery speed tend to have a positive attitude 

and intention to continue using ShopeeFood. This finding is consistent with the research 

of Al Amin et al. (2021) and Wiastuti et al. (2022), which show that satisfaction from 

positive experiences drives ongoing behavioral intentions. 

Attitude towards OFD services has a significant positive influence on behavioral 

intentions (H14 accepted). A positive attitude towards ShopeeFood encourages 

Generation Z in Malang City to continue using the service in the future. This finding 

aligns with the research of Yeo et al. (2017) and Nastiti & Rachmawati (2019), which 

demonstrates that positive attitudes lead to increased purchase intentions and word-of-

mouth recommendations. 

Overall, this research highlights the factors that influence Generation Z's 

behavioral intentions regarding the use of OFD services in Malang City, using 

ShopeeFood as a case study. Hedonic motivation increases usage convenience but does 

not affect post-usage usability. Prior online shopping experience has a positive impact on 

post-usage convenience and usability. Time-saving orientation affects both convenience 

and usability, while price-saving orientation only affects post-usage usability. 

Convenience affects post-usage usefulness, attitudes, and behavioral intentions. Users 

who feel comfortable tend to find the helpful service, develop positive attitudes, and 

intend to use it again.  

5.1. Theoretical Implications 

Theoretically, this study contributes to the literature that explores the factors 

influencing consumer behavioral intentions among online food delivery service users. 

First, the results of this study corroborate the statement that Generation Z finds it difficult 

to form positive attitudes if post-usage usefulness is not obtained in previous experiences. 
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This corroborates the research of Christian et al. (2023), which yields different results 

from the studies of Yeo et al. (2017) and Prabowo & Nugroho (2019). Christian et al. 

(2023) found that attitudes are influenced by post usage usefulness, but not by user 

convenience. On the contrary, Yeo et al. (2017) and Prabowo & Nugroho (2019) stated 

that attitudes are influenced by post-usage usefulness and convenience motivation. These 

differences can occur due to variations in population and research subjects, as this 

research and Christian's research focus on Generation Z. In contrast, Yeo et al. and 

Prabowo examine the general population. Proving that different generations have 

different perspectives regarding the use of Online Food Delivery. 

Second, this study enriches the academic debate and encourages further research 

to investigate other factors that may play a role. The results of this study contradict those 

of Yeo et al. (2017), which state that specific discounts or promotions can attract price-

sensitive consumers, as they tend to choose channels that provide the best value for their 

money. This study found that a price-saving orientation has an insignificant adverse effect 

on convenience motivation and a significant positive impact on post-usage usefulness. 

However, a price-saving orientation has a positive and significant impact on the attitudes 

and behavioral intentions of ShopeeFood users in Malang City, indicating that there are 

still many factors that encourage users to continue using ShopeeFood, despite the process 

required to obtain price savings reducing the comfort and convenience of using it. 

Therefore, this study provides a framework to encourage future researchers to examine 

further the relationship between the independent variables in this study and to include 

several variables that have not been considered in this study. 

5.2. Managerial Implications 

This study identified ways in which OFD service providers can advance their services 

among Generation Z in Malang City, specifically through ShopeeFood. First, amplifying 

hedonic motivations can be achieved through marketing campaigns that emphasize 

enjoyable experiences, such as unique dishes, exclusive discounts, and friendly service 

from drivers. User experience can be enhanced by utilizing an attractive and interactive 

user interface. ShopeeFood could also introduce a loyalty program that rewards long-term 

users, as well as provide tutorials or tips for using the app effectively, to make new users 

feel more comfortable.  

Second, ShopeeFood can increase time savings by optimizing the ordering and 

payment processes to be faster and more efficient, as well as improving delivery times by 

strengthening its logistics network and cooperating with restaurant partners. Promotions 

should be easy to use without additional steps that confuse users, and provide clear 

information on prices and discounts to increase perceived value and user satisfaction. 

Finally, ShopeeFood is advised to create positive testimonial campaigns featuring 

users and invite them to participate in social or community activities related to the OFD 

platform. Users' behavioral intentions can also be improved through retention programs, 

such as order reminders, personalized recommendations, and special offers for frequent 

users. Additionally, utilizing data analytics to understand users' usage patterns and 
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preferences enables the development of more targeted strategies. By implementing these 

strategies, ShopeeFood and other OFD service providers can enhance the experience and 

satisfaction of Generation Z users in Malang City, while also establishing a sustainable 

competitive advantage in the online food delivery service market. 

 

5.3. Limitations and Future Research Directions 

This study highlights the importance of understanding the diverse motivations and 

experiences of users in enhancing the use and perception of OFD services among 

Generation Z. Despite the insights gained, this study has several limitations. This study 

focuses on Generation Z in Malang City, which may limit the generalizability of the 

findings to other regions or demographics. Future research should consider expanding the 

geographic coverage to include other cities and regions, thereby providing a more 

comprehensive understanding of consumer behavior across different areas. Including a 

broad age group to compare and contrast behaviors across different demographics 

provides a more holistic view of consumer behavior in the online food delivery market. 

Next, this study explored specific factors, including hedonic motivation, prior online 

purchase experience, time-saving orientation, price-saving orientation, convenience 

motivation, usability after use, and attitude towards OFD services. However, there may 

be other relevant factors that influence consumer behavior that were not examined. Future 

research should investigate additional variables, such as service quality, ease of use, price, 

security, promotion, consumer reviews, and trust, to gain a more comprehensive 

understanding of the factors that influence consumer behavior in online food delivery 

services. Finally, the rapidly changing landscape of online food delivery services, with 

continuous updates and new features being introduced, may influence consumer behavior 

over time. Longitudinal studies are recommended to track changes in consumer behavior 

and preferences over time, thus enabling a dynamic understanding of the market and 

helping service providers to adjust their strategies effectively. By addressing these 

limitations and exploring the suggested areas, future research can build on the findings of 

this study and contribute to a deeper and more nuanced understanding of consumer 

behavior in the online food delivery industry. 

 

6. Conclusion 

Despite the rapid growth of online food delivery (OFD) services in Indonesia, there 

remains a limited understanding of how Generation Z forms behavioral intentions toward 

OFD usage, especially in emerging markets such as Malang City. Prior studies have 

typically examined OFD adoption in broader population groups or within general 

frameworks of technology acceptance. Our research is among the limited empirical 

studies that specifically analyze Generation Z’s behavioral intention toward OFD services 

by integrating hedonic motivation, prior online purchase experience, time-saving and 

price-saving orientations, convenience motivation, post-usage usefulness, attitudes, and 
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behavioral intention into a unified model. Building on previous research, this study 

revisits the behavioral intention of OFD within a generational context, providing new 

insights into how Generation Z evaluates OFD services, such as ShopeeFood. 

Our study highlights the significance of three key determinants, hedonic 

motivation, prior online purchase experience, and time-saving orientation, as essential 

drivers that shape convenience motivation and post-usage usefulness. Furthermore, we 

show that convenience motivation and post-usage usefulness are central mechanisms that 

influence attitudes and ultimately drive ongoing behavioral intentions toward OFD 

services. These findings extend existing OFD literature by demonstrating that Generation 

Z’s attitudes are more strongly shaped by benefits accrued after usage rather than by 

convenience alone, offering theoretical refinement to earlier models (e.g., Yeo et al., 

2017). 

Our work contributes to theoretical advancement by illustrating that generational 

differences may lead to different pathways of attitude formation and behavioral intention 

in OFD adoption. It also offers managerial guidance for OFD platforms, such as 

improving hedonic experiences, simplifying promotional mechanisms, optimizing time-

saving features, and leveraging user experience design and data analytics, to tailor 

services to Generation Z. We better hope that future research will further explore 

generational contrasts, incorporate additional service quality variables, and employ 

longitudinal approaches to understand the evolving dynamics of OFD usage. Ultimately, 

this study provides a conceptual and empirical foundation for advancing OFD research 

within a rapidly changing digital consumption landscape. 
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