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ABSTRACT 

 

 This study investigated the predictors of the continuance intention of using online food 

delivery applications (OFD apps) in the context of U.S. consumers with food allergies. 

Extending the UTAUT2 model with two context-specific variables, perceived risk, and trust, the 

current study tested the relationships in the extended model. A self-administered online survey 

was conducted to collect a sample of 293 U.S. OFD app users with food allergies and the 

extended UTAUT2 model was tested using a three-step hierarchical multiple regression analysis. 

The results of the study revealed that habit and trust were the only significant constructs that 

predict the continuance intention of OFD app users with food allergies. The findings of the study 

contribute to the existing literature on the UTAUT2 framework and OFD apps in the foodservice 

industry. The findings also provide critical insights for OFD apps and the restaurants that utilize 

the OFD apps to help them better understand their customers and improve their services.    
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CHAPTER I: INTRODUCTION 

 

Smart technologies and mobile applications (apps) have become such a huge part of 

today's world that they are almost indispensable (Alalwan, 2020). In addition, the rapid 

advancements in electronic commerce (e-commerce) have led to the reshaping of shopping 

experiences of modern consumers (Annaraud & Berezina, 2020; F. Liu et al., 2017), creating 

new forms of business such as online to offline (O2O) models (Cho et al., 2019; W. Liu et al., 

2017). O2O is a system that utilizes information and communications technology (ICT) to attract 

customers online so that they can purchase products or services from physical companies (Ji et 

al., 2013; Lee et al., 2019; Li & Mo, 2015). Through the system’s accessibility and the ability to 

share information quickly, O2O connects businesses and customers via mobile apps or websites 

which is facilitated by the system’s accessibility and the ability to share information quickly 

(Kim et al., 2019; Lyu & Hwang, 2015).     

The emergence of O2O has led various fields to change their way of operation, and the 

foodservice industry is not an exception in this regard. The way consumers order food has 

changed drastically as online food delivery (OFD) services have grown exponentially in recent 

years thanks to their convenience and speed (Lee et al., 2017). An increasing number of 

customers are using OFD apps to order food from their favorite restaurants thanks to the high 

penetration rate of smartphones in the United States, which reached 85% in 2020 (Pew Research 

Center, 2021). Especially the usage of third-party apps is growing as can be seen in statistics 
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which show that there has been around 68% increase in the number of OFD app users in 

the United States during 2015-2020 (111 million OFD users in 2020), and approximately 77% of 

restaurants offer delivery services through third-party apps (Flynn, 2022). Thus, the current 

research focuses on third-party OFD apps for the scope of the study instead of including other 

platforms for the scope of the study.  

Moreover, the COVID-19 outbreak has further contributed to this trend as the World 

Health Organization (WHO) declared the situation as a global pandemic in March 2020 (WHO, 

2020), prompting restaurants and their consumers to practice social distancing (Bandoim, 2020). 

The COVID-19 pandemic has immensely affected the food delivery industry as many consumers 

opted to order delivery food in order to avoid personal contact with foodservice employees 

(Zanetta et al., 2021). Statista reports showed that approximately 41% of their respondents 

agreed that they would use OFD services during a lockdown (Lock, 2020). Over the past years 

from 2019 to 2020, the US OFD app revenue had increased 17% from $22 billion to $26.5 

billion and is projected to reach $42 billion by 2025 (Curry, 2022). Furthermore, the number of 

OFD app users increased from 66 million to 111 million from 2015 to 2020 (Flynn, 2022). As 

such, the OFD app industry has seen considerable financial growth during the COVID-19 

pandemic as social distancing and stay-at-home orders have led many restaurants, bars, and other 

foodservice establishments into adjusting their business models to adapt to the new situation 

(Gavilan et al., 2021; Zanetta et al., 2021).  

Apart from the aforementioned trend in the U.S. foodservice industry, another important 

consumer characteristic is that roughly 111 million Americans are known to have at least one 

food allergy, of which the number is predicted to only increase according to research (Food 

Allergy Research & Education, 2020). Many people with food allergies find dining out 
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challenging due to the potential risk of violating their dietary rules as eating away from home 

involves including strangers in the food handling process (Barnett et al., 2020). There have been 

several studies that investigate the challenges and risks of dining out for consumers with food 

allergies (Barnett et al., 2020, Kwon et al., 2020; Kwon et al., 2013; Wanich et al., 2008; Wen & 

Kwon, 2017). For example, Barnett et al. (2020) investigated the nature of the conversations 

about food allergy risks and identified that establishing trustworthy interactions through risk 

conversations would maximize safety and minimize health and social risks for restaurant guests 

with food allergies. Another study examined food allergy knowledge, attitudes, and behaviors of 

customers with food allergies, suggesting ways to improve restaurant services for those 

customers (Kwon et al., 2020). However, most of these studies focus on the restaurants’ 

perspective on how they can handle the transactions with consumers that are allergic to certain 

types of food. No studies have examined the behavioral intentions of consumers with food 

allergies.  

Similar challenges also apply to ordering delivery food as dining out because consumers 

do not prepare the food themselves, but the foodservice employees do. Therefore, ordering 

delivery food runs the risk of not meeting the consumers’ dietary requirements properly. This 

makes it challenging for consumers with food allergies to use OFD apps, especially when these 

apps do not always accommodate such customers well in finding safe menu items for them to 

consume. Some of the most common causes of the issues related to food allergies occurring in 

restaurants or other commercial foodservice establishments include the existence of hidden 

allergens/ingredients and miscommunication between employees and customers (Bailey et al., 

2011; Eigenmann & Zamora, 2005; Knoblaugh et al., 2007; Kwon et al., 2020; Lee & Sozen, 

2018; Lee & Xu, 2015). Not all allergens or ingredients may be stated in the menus uploaded on 



4 

 

OFD apps and this leads to the potential risk of receiving food that is not safe for those that have 

food allergies to consume Also, it is not always easy to communicate the special requests to the 

restaurant end using OFD apps. Although many OFD apps provide text fields where their users 

can type in their special requests or an option to add or remove ingredients, there is no guarantee 

that these requests will be fulfilled correctly, and there is almost no way to get a response to the 

customers from the restaurant end should any issues arise, other than maybe a phone call or a 

real-time chat. Even if they do have these options, there is a high chance that the restaurants may 

not be able to make those phone calls or chat especially if the operation is very busy. This poses 

a threat to the users that need to be mindful of what they are eating.  

With a sizable population of 111 million, it is definitely worthwhile to consider this 

segment of consumers with food allergies as an important part of the OFD app market and 

understand their behavioral intentions. Despite being such a large number, these consumers have 

been largely ignored in the literature regarding the acceptance and use of technology in the 

context of the OFD market as many of the studies only discuss the general population. However, 

the characteristics of the consumers with food allergies are quite distinct from those of the 

regular consumers that do not have food allergies, especially in that their priorities in looking for 

OFD apps to use may be different due to their perceived risk and trust issues toward using the 

OFD apps. Therefore, it is crucial to identify and measure the various factors that affect the 

continuance intention of using OFD apps and understand their relationships in the context of 

OFD app users with food allergies. In achieving the objectives of this study, a theoretical model 

was developed based on the extended unified theory of acceptance and use of technology 

(UTAUT2) proposed by Venkatesh et al. (2012), which is an extended version of the unified 

theory of acceptance and use of technology (UTAUT) in the consumer context. In addition to the 
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classic variables of UTAUT2, perceived risk and trust were also included in the model in order 

to understand how these issues influence the continuance intention of using OFD apps for 

consumers with food allergies. Moreover, the moderating roles of gender and age were tested on 

the relationships between the UTAUT2 factors and the continuance intention of using OFD apps 

in the theoretical model as well to find out if these characteristics of the OFD app users made any 

differences in the causal relationships.  
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CHAPTER II: LITERATURE REVIEW 

 

 The purpose of this study is to investigate the various factors that affect the continuance 

intention of using OFD apps in the context of consumers with food allergies. In this chapter, a 

review of literature is divided into the following sections: consumers with food allergies, 

extended unified theory of acceptance and use of technology (UTAUT2), and context-specific 

variables. Proposed hypotheses are developed and introduced at the end of each variable in the 

last two sections. 

 

Consumers with Food Allergies 

Statistics show that nearly 10% of the United States population is known to be allergic to 

at least one type of food (Food Allergy Research & Education, 2020). This means around 111 

million Americans have food allergies, which is quite a large number. Food allergies are on the 

rise as the prevalence of food allergies in children increased by 50% between 1997-1999 and 

2009-2011 according to research conducted by the Centers for Disease Control and Prevention 

(Jackson et al., 2013). Although people with food allergies generally enjoy good health in the 

absence of allergen exposure, their life is severely affected by uncertainty and anxiety (Antolin-

Amerigo et al., 2016). For these individuals, dining away from home presents some challenges 

compared to the home setting as the parts other than the individuals themselves are responsible 

for the food preparation and provision (Barnett et al., 2020). Studies have identified various 
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causes for these challenges, including hidden allergens/ingredients, lack of sufficient knowledge 

of employees about food allergies, improper food handling practices, and miscommunication 

between customers and employees (Bailey et al., 2011; Barnett et al., 2020; Eigenmann & 

Zamora, 2005; Kwon et al., 2020; Lee & Sozen, 2018; Lee & Xu, 2015; Oktadiana et al., 2020). 

Especially, the lack of information regarding allergens/ingredients and miscommunication 

between customers and restaurant staff are some major challenges that customers with food 

allergies experience while dining at a restaurant (Barnett et al., 2020).  

Such a challenge extends to the online platforms of the foodservice industry as well 

because many OFD apps lack the proper means of communicating information regarding dietary 

restrictions and related filters. Some apps provide text fields where customers can write their 

special requests during their orders. However, the risk and anxiety of getting the wrong order 

still remain especially for customers that have food allergies. Some rare examples that do offer 

such accommodation include Uber Eats and Honeycomb apps. Uber Eats has recently added 

allergy-friendly filters in their system to help people with allergies (Boman, 2019), and 

Honeycomb, a Canadian app based in Victoria, Canada caters specifically to those with special 

dietary needs by customizing their users’ accounts using a set of predetermined diets (e.g., 

vegan, vegetarian, ketogenic, celiac, halal, kosher, etc.) and a list of common allergens so the app 

will filter and recommend restaurants according to the users’ needs and preferences (Victoria 

News, 2020).  

Despite the growing number of consumers with food allergies and the popularity of OFD 

services, there is still limited research regarding OFD app usage in the context of consumers with 

food allergies. Existing studies are mostly about investigating restaurants’ knowledge, attitudes, 

and preparedness regarding food allergies (Kwon et al., 2020; Lee & Xu, 2015) or restaurants’ 
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efforts in accommodating consumers following special diets (Oktadiana et al., 2020). In addition, 

many studies only aim to understand the continuance intention for OFD services in general (e.g., 

Azizul et al., 2019; Cho et al., 2019; Hong et al., 2021; Kapoor & Vij, 2018). However, none of 

the studies has explored the continuance intention of using OFD apps in the context of customers 

with food allergies.  

 

Extended Unified Theory of Acceptance and Use of Technology (UTAUT2) 

 UTAUT2 was developed by Venkatesh et al. (2012) to extend UTAUT to study the 

acceptance and use of technology in the context of consumers. When UTAUT was developed, it 

was a comprehensive synthesis of various theories and models of individual acceptance of 

technology such as the theory of reasoned action (TRA), technology acceptance model (TAM), 

motivational model (MM), theory of planned behavior (TPB), combined TAM and TPB (C-

TAM-TPB), model of PC utilization (MPCU), innovation diffusion theory (IDT), and social 

cognitive theory (SCT) in order to explain ICT adoption through four key constructs: 

performance expectancy, effort expectancy, social influence, and facilitating conditions, which 

are concerned with technology use (Venkatesh et al., 2003). UTAUT has been utilized in various 

contexts including the acceptance of course management software by students, mobile banking, 

online purchasing of flight tickets, app-based mobile tour guide, and online food delivery 

applications (Escobar-Rodriguez & Carvajal-Trujillo, 2014; Karulcar et al., 2019; Lai, 2015; 

Marchewka & Kostiwa, 2007; Puriwat & Tripopsakul, 2021; Yu, 2012; Zhao & Bacao, 2020; 

Zhou et al., 2020). While UTAUT was primarily developed to explain technology use and 

acceptance of employees, Venkatesh et al. (2012) extended UTAUT to better adapt it to the 

consumer context of using technology by incorporating three additional key constructs. Along 
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with the four key constructs identified in the UTAUT framework, Venkatesh et al. (2012) also 

included hedonic motivation, price value, and habit in the newly extended theory.  

 

Performance Expectancy 

 Performance expectancy refers to the perceived benefits that consumers receive from 

performing certain activities (Venkatesh et al., 2012). Being very similar to the perceived 

usefulness construct in TAM, it has become the most commonly used variable for predicting 

technology use as it is robust, powerful, and parsimonious (Venkatesh & Davis, 2000). 

Performance expectancy is one of the main predictors of technology use intention (Wang et al., 

2003; Venkatesh et al., 2003). Venkatesh et al. (2003) asserted that performance expectancy 

Previous studies have shown that there is a positive relationship between these two constructs in 

the context of OFD apps (Lee et al., 2019; Palau-Saumell et al., 2019; Roh & Park, 2019; Yeo et 

al., 2017; Zanetta et al., 2021; Zhao & Bacao, 2020). Other studies have also confirmed positive 

results for this relationship in different contexts (Lai, 2015; Okumus et al., 2016; Slade et al., 

2015). As OFD app users perceive high performance benefits, they show greater intention to use 

the technology (Roh & Park, 2019; Yeo et al., 2017). However, no evidence of this relationship 

has been found in the context of consumers with dietary restrictions. Therefore, the current 

research proposes the following hypothesis:  

H1. Performance expectancy positively affects the continuance intention of OFD app 

users. 

 



10 

 

Effort Expectancy 

Effort expectancy is defined as the degree of ease associated with technology use 

(Venkatesh et al., 2003), which is a similar concept to the perceived ease-of-use construct in 

TAM (Palau-Saumell et al., 2019). Prior research has confirmed that effort expectancy is another 

important predictor of technology use intention of using mobile apps including OFD apps (Fang 

& Fang, 2016; Kang, 2014; Lai, 2015; Lee et al., 2019; Okumus et al., 2016; Palau-Saumell et 

al., 2019; Yeo et al., 2017; Yu, 2012; Zanetta et al., 2021; Zhao & Bacao, 2020). On the other 

hand, some studies have found that effort expectancy has an insignificant direct effect on the 

continuance intention of using mobile technologies such as mobile banking and mobile shopping 

applications (Chopdar & Sivakumar, 2019; Yuan et al., 2016). As users become increasingly 

familiar with mobile technology after their initial adoption, effort expectancy no longer 

influences their intention (Zhao & Bacao, 2020). As such, there are mixed findings regarding the 

relationship between effort expectancy and continuous technology use intention. Furthermore, 

there is no existing research that confirms this relationship in the context of consumers with 

dietary restrictions. Thus, the following hypothesis is developed: 

H2. Effort expectancy positively affects the continuance intention of OFD app users. 

 

Social Influence 

Another important construct that influences the technology use intention is social 

influence. Social influence refers to the degree of increased willingness from others (e.g., family, 

friends, peers, and colleagues) to use a particular technology (Venkatesh et al., 2003). 

Consumers are prone to turn to their social system in order to either seek more information or to 

obtain social approval for their decision to adopt new technology (Khalilzadeh et al., 2017; 
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Verkijika, 2018). Several studies have confirmed the role of social influence as a significant 

determinant of users’ intention to use mobile technologies (Palau-Saumell et al., 2019; Roh & 

Park, 2019). In a study in Spain, Palau-Saumel et al. (2019) found that social influence predicts 

the intentions to use mobile apps for restaurants. Roh and Park (2019) also demonstrated the 

significant impact of social influence on the technology use intention of OFD users in South 

Korea. Moreover, other studies have also validated social influence as significantly affecting the 

continuance intention of using mobile technologies including OFD apps, mobile social network 

sites, shopping apps, and mobile payment systems (Chopdar & Sivakumar, 2019; Lai & Shi, 

2015; Zhao & Bacao, 2020; Zhou & Li, 2014; Zhu et al., 2017). Therefore, the following 

hypothesis is proposed:  

H3. Social influence positively affects the continuance intention of OFD app users.  

 

Facilitating Conditions 

Facilitating conditions is defined as the extent of consumers’ beliefs in the existence of 

adequate organizational and technical infrastructures to support the use of technology (San 

Martin & Herrero, 2012; Venkatesh et al., 2003). This means that consumers believe that 

guidance, training, and support will be available to them when they are trying to use a particular 

technology (Shao & Siponen, 2011), and these conditions allow the consumers to have a greater 

intention to use technology (Zanetta et al., 2021). Venkatesh et al., (2012) asserted that 

consumers are less opposed to using new technology when facilitating conditions are considered 

to be adequate, therefore strengthening their technology use intentions. Thus, facilitating 

conditions have been identified as an important predictor of technology use intention (Alalwan, 

2020; Khalilzadeh et al., 2017; Verkijika, 2018). Moreover, Lu et al. (2008) and Morris et al. 
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(2005) showed facilitating conditions such as time, money, internet access, and cognitive and 

motor abilities affect the continuance intention of using technology. Other previous scholars also 

confirmed a direct positive relationship between facilitating conditions and intention to use 

technology in the context of mobile technologies including mobile apps for restaurants, OFD 

apps, and mobile tour guide apps (Lai 2015; Lee et al., 2019; Palau-Saumell et al., 2019; 

Venkatesh et al., 2012; Zanetta et al., 2021). Thus, the current study proposes the following 

hypothesis: 

H4. Facilitating conditions positively affect the continuance intentions of OFD app users. 

 

Hedonic Motivation 

Hedonic motivation is an essential attribute in technology acceptance and use, which 

refers to the fun and enjoyment derived from using technology (Brown & Venkatesh, 2005). 

According to Venkatesh et al. (2012), it is a crucial driver of continuance intention to use 

technology. Moreover, Zhou (2012) posited that perceived enjoyment is positively associated 

with the continuance usage of mobile sites. Prior research has tested the positive impact of 

perceived enjoyment on the usage intention of mobile apps for restaurants (Palau-Saumel et al., 

2019), mobile internet (Kim et al., 2017) and mobile banking (Hanudin et al., 2012). Moreover, 

hedonic motivation was reported to be an essential predictor of the continuance intention of 

using WeChat in China (Gan & Li, 2018) and mobile shopping apps in India (Chopdar & 

Sivakumar, 2018). However, other studies have found that the positive influence of hedonic 

motivation on behavioral intentions was weak among users purchasing online flight tickets for 

low-cost carriers (Escobar-Rodriguez & Carvajal-Trujillo, 2014). As such, there are some mixed 
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findings regarding this relationship which calls for further testing of the relationship. Therefore, 

the following hypothesis is formulated: 

H5. Hedonic motivation positively affects the continuance intention of OFD app users.  

 

Price Value 

 Another major predictor of technology use intention is price value. Especially, price 

value is one of the variables that sets UTAUT2 apart from UTAUT making UTAUT2 more 

suitable for consumer contexts as it is associated with the financial aspects of using new 

technology (Alalwan, 2020; Venkatesh et al., 2012). Venkatesh et al. (2012) defined price value 

as the cognitive tradeoff between the perceived benefits and monetary costs of using mobile 

technology. When the benefits of using technology are perceived as outweighing the monetary 

costs, the price value is positive and has a positive influence on intention (Venkatesh et al., 

2012). Several authors have previously demonstrated such a relationship in their studies in the 

context of mobile shopping apps, mobile banking, and OFD apps (Chopdar & Sivakumar, 2018; 

Kang et al., 2012; Lai & Shi, 2015; Shaw & Sergueeva, 2019; Zanetta et al., 2021). On the other 

hand, some studies showed contradicting results as well (Chong, 2013; Lee et al., 2019). Lee et 

al. (2019) found that price value was not a key factor determining the continuance intention of 

using OFD apps in their study as they concluded that price-value benefit was not perceived by 

users because there were no differences in material benefits between using an OFD app and other 

methods of ordering food. As such, further investigation of the relationship between price value 

and continuance intention would contribute to the existing literature and benefit the industry. 

Especially, no prior studies have established the relationship in the context of consumers with 

dietary restrictions. Therefore, the current study proposes the following hypothesis: 
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H6. Price value positively affects the continuance intention of OFD app users.  

 

Habit 

 The final component of UTAUT2 is habit. Venkatesh et al (2012) added the construct to 

the UTAUT2 model in order to accurately explain consumers’ interactions with new technology. 

Habit is defined as consumers’ tendencies to act spontaneously through learning (Limayem et al., 

2007). People are more and more attached to their smartphones and developing habitual behavior 

towards using associated mobile apps (Alalwan, 2020). Venkatesh et al. (2012) asserted that the 

accumulation of previous use experience is necessary for habit to affect technology use, and that 

habit is an essential factor determining the future acceptance of technology. For example, habit 

may be formed as a result of the repetitive use of OFD apps as consumers are guided through 

structurally similar purchasing sequences (Morosan & DeFranco, 2016). Such a formed habit can 

influence the attitudes and beliefs of the consumers which, in turn, predicts the consumers’ 

continued intention to behave in the same way as before (Ajzen & Fishbein, 2005). The role of 

habit in influencing the continuous technology use intention has been demonstrated in several 

previous studies (Alalwan, 2020; Chopdar & Sivakumar, 2019; Amoroso & Lim, 2017; 

Limayem & Cheung, 2008). According to Limayem and Cheung (2008), habit is strongly 

associated with the regular use of technology, and a strong habit results in more automatic and 

sustained used behavior. Further, Alalwan (2020) supported the positive relationship between 

habit and the continued intention to reuse OFD apps in Jordan, as well as Chopdar and 

Sivakumar (2019) who also confirmed the positive influence of habit on the continuance usage 

intention of mobile shopping apps in India. Accordingly, the current study posits the following 

hypothesis: 
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H7. Habit positively affects the continuance intention of OFD app users.  

 

Context-specific Variables 

Perceived Risk 

In addition to the variables included in the UTAUT2 framework, this study incorporates 

two additional context-specific variables in the model, perceived risk and trust. Perceived risk is 

defined as the degree to which consumers feel doubt about the outcome of their online 

purchasing decisions (Featherman & Pavlou, 2003). Perceived risk is an important factor in 

online shopping, especially when the seller's information is not sufficiently provided (Human et 

al., 2020; Pauzi et al., 2017). For OFD apps, there is a possibility of having limited information 

about the restaurants and their menus that are listed due to the limitation of technology, and this 

can be perceived as a risk for users with special dietary restrictions such as food allergies. This is 

also aligned with previous studies asserting that consumers with food allergies find it risky to 

order food from restaurants (Bailey et al., 2011; Barnett et al., 2020; Kwon et al., 2020). 

Especially, when the product ordered online fails to meet the desired expectation of the 

consumers, product risk arises from the purchase (Ariffin et al., 2018). Studies have asserted that 

this product risk negatively affects the purchase intention of online products (Dai et al., 2014; 

Han & Kim, 2017). Prior studies have shown that perceived risk is one of the barriers that hinder 

the development of multi-channel shopping, and is a crucial factor in online shopping decision-

making (Human et al., 2020; Pauzi et al., 2017). Pauzi et al. (2017) and Human et al. (2020) 

demonstrated that perceived risk plays an important role in making online purchasing decisions 

in the context of online groceries. In addition, Munikrishnan et al. (2021) also showed that 

perceive risk negatively affects the usage intention of OFD services. Moreover, other studies 
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have confirmed the negative impact of perceived risk on the continuance usage intention of 

mobile shopping apps (Chopdar & Sivakumar, 2019; Groß, 2016). As such, the current study 

expects that the continuous OFD app usage intention of users with food allergies will be 

negatively affected by perceived risk. Therefore, the following hypothesis is formulated: 

H8. Perceived risk negatively affects the continuance intention of OFD app users. 

 

Trust 

Trust is defined as the belief of consumers that each party involved in a business 

transaction will honor their agreements (Hungilo et al., 2020). Consumers expect successful 

transactions when they perceive the services they are using to be trustworthy, which motivates 

them to continue using the services (Hungilo et al., 2020). Trust is an important concept in any 

buy-sell transaction, but it becomes even more crucial when the transaction is online as it 

involves inherent risks such as online fraud, data breach, security issues, lack of face-to-face 

interactions, and so on that can evoke insecurity and anxiety for users (Reichheld & Schefter, 

2000; Singh & Matsui, 2017). Thus, the perceived trustworthiness of OFD apps becomes an 

essential prerequisite for using such apps (Singh & Matsui, 2017), and the lack of trust will lead 

to poor adoption of the apps (Pavlou, 2003). Existing studies have demonstrated the positive 

influence of users’ trust on behavioral intentions regarding online shopping activities (Eneizan et 

al., 2019; Hungilo et al., 2020; Singh et al., 2017; Singh & Matsui, 2017). Furthermore, trust was 

found to contribute to the continuance intention of adopting technology as well in various 

contexts (Indrawati & Putri, 2018; Razak et al., 2021; Siddiqui & Siddiqui, 2021). Indrawati and 

Putri (2018) have confirmed that trust is a crucial factor positively influencing the continuance 

intention to use e-payment in Indonesia. Razak et al. (2021) also showed the positive relationship 
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between trust and the continuous intention of adopting e-campus. Siddiqui and Siddiqui (2021) 

also established that trust is one of the strongest factors affecting the continuous intention of 

using OFD services in India. As such, trust is a significant factor in predicting the continuance 

intention of adopting different types of technology. Especially, the trustworthiness of an OFD 

app would be a critical quality for consumers with food allergies as they are even more sensitive 

about getting their food correctly than regular consumers. However, this relationship has not 

been tested in the context of using OFD apps. Therefore, the current study postulates the 

following hypothesis: 

H9. Trust positively affects the continuance intention of OFD app users.  

 

 

Figure 1. Proposed theoretical framework 
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CHAPTER III: METHODOLOGY 

 

 This chapter discusses the development of the questionnaire, data collection, and data 

analyses used to achieve the research objectives. The first section describes the identification and 

adaptation of validated measurement items through an extensive literature review. The second 

section discusses the data collection process and the target sample. Finally, the last section 

describes the data analyses utilized in this study. 

 

Measurement 

This study aims to investigate the factors that affect the continuance intention of using 

OFD apps in the context of consumers with food allergies. To test the proposed model and the 

hypotheses, a self-administered questionnaire was developed based on an extensive review of 

literature and distributed via Prolific. The measurement items for each construct were adapted 

from previous studies and modified to fit the context of OFD app users with food allergies for 

the purpose of this study. The survey included items measuring the UTAUT2 variables 

(performance expectancy, effort expectancy, social influence, facilitating conditions, hedonic 

motivations, price value, and habit), perceived risk, trust, and continuance intention, using seven-

point Likert-type scales (1 being strongly disagree and 7 being strongly agree). The following 

table shows the measurement items for each construct and where they were adapted from (Table 

1).    
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Table 1. Measurement items with sources 

Construct Measurement Items Sources 

Performance 

Expectancy 

I find online food delivery apps useful in my 

daily life 

Human & Ungerer, 2020; 

Kurnia & Chien, 2003; Lee 

et al., 2019; Roh & Park, 

2019; Venkatesh, 2012; 

Zanetta et al., 2021; Zhao & 

Bacao, 2020 

Using online food delivery apps is convenient 

for purchasing delivery foods that are safe for 

my food allergies  

Using online food delivery apps improves the 

process of purchasing delivery foods that are 

safe for my food allergy 

Using online food delivery apps improves the 

efficiency of purchasing delivery foods that are 

safe for my food allergy 

Effort 

Expectancy 

Learning how to use online food delivery apps 

for purchasing delivery foods that are safe for 

my food allergy is easy for me 

Human & Ungerer, 2020; 

Lee et al., 2019; Venkatesh, 

2012; Yuan et al., 2014; 

Zanetta et al., 2021; Zhao & 

Bacao, 2020 
My interaction with online food delivery apps 

for purchasing delivery foods that are safe for 

my food allergy is clear and understandable 

Using online food delivery apps is easy for me 

It is easy for me to become skillful at using 

online food delivery apps for purchasing 

delivery foods that are safe for my food allergy 

Social 

Influence 

SI1: People who are important to me 

recommend I use online food delivery apps for 

purchasing delivery foods that are safe for my 

food allergy 

Human & Ungerer, 2020; 

Lee et al., 2019; Venkatesh, 

2012 

SI2: People who influence my behavior think 

that I should use online food delivery apps for 

purchasing delivery foods that are safe for my 

food allergy 

SI3: People whose opinions I value prefer that 

I use online food delivery apps for purchasing 

delivery foods that are safe for my food allergy 

Facilitating 

Conditions 

FC1: I have the resources necessary to use 

online food delivery apps for purchasing 

delivery foods that are safe for my food allergy 

Human & Ungerer, 2020; 

Lee et al., 2019; Venkatesh, 

2012; Nishi, 2017; Zanetta 

et al., 2021 FC2: I have the knowledge necessary to use 

online food delivery apps for purchasing 
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delivery foods that are safe for my food 

allergy. 

FC3: I feel comfortable using online food 

delivery apps for purchasing delivery foods 

that are safe for my food allergy. 

FC4: Online food delivery apps are similar to 

other apps I use 

Hedonic 

Motivation 

HM1: Using online food delivery apps for 

purchasing delivery foods that are safe for my 

food allergy is fun 

Human & Ungerer, 2020; 

Lee et al., 2019; Venkatesh, 

2012; Nishi, 2017; Zanetta 

et al., 2021 HM2: Using online food delivery apps for 

purchasing delivery foods that are safe for my 

food allergy is enjoyable 

HM3: Using food delivery apps for purchasing 

delivery foods that are safe for my food allergy 

is very entertaining 

Price Value PV1: Online food delivery apps are reasonably 

priced 

Human & Ungerer, 2020; 

Lee et al., 2019; Venkatesh, 

2012; Nishi, 2017; Zanetta 

et al., 2021 
PV2: Online food delivery apps are a good 

value for the money  

PV3: At the current price, online food delivery 

apps provide good value  

PV4: I can save money by using food delivery 

apps for purchasing delivery foods that are safe 

for my food allergy 
 

Habit HT1: Purchasing delivery foods that are safe 

for my food allergy through online food 

delivery apps is almost like a habit for me 

Human & Ungerer, 2020; 

Lee et al., 2019; Venkatesh, 

2012; Nishi, 2017; Zanetta 

et al., 2021 HT2: I am addicted to using online food 

delivery apps for the purchase of delivery 

foods that are safe for my food allergy 

HT3: I must use online food delivery apps for 

purchasing delivery foods that are safe for my 

food allergy 

HT4: Using online food delivery apps for 

purchasing delivery foods that are safe for my 

food allergy has become natural to me  

Perceived 

Risk 

PR1: I believe that the risk of receiving 

delivery foods that are not safe for my food 

allergy is low 

Hakim et al., 2021; Human 

& Ungerer, 2020; Kurnia & 
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PR2: I believe that the restaurants registered in 

the online food delivery apps provide correct 

information regarding possible food allergens 

in their menus 

Chien, 2003; Zanetta et al., 

2021 

PR3: The risk of receiving delivery foods that 

are safe for my food allergy is lower when 

using online food delivery apps than going to 

restaurants 

PR4: I am concerned if the delivery foods will 

be safe for my food allergy when ordering 

from online food delivery apps   

Trust TR1: I believe online food delivery apps are 

trustworthy 

Zhao & Bacao, 2020 

TR2: I believe online food delivery apps keep 

customers’ interests in mind 

TR3: I felt secure in ordering and receiving 

delivery foods that are safe for my food allergy 

through the online food delivery apps  

TR4: The information provided by the online 

food delivery apps is reliable 

Continuance 

Intention 

CI1: I intend to continue using online food 

delivery apps in the future 

Human & Ungerer, 2020; 

Lee et al., 2019; Venkatesh, 

2012; Zhao & Bacao, 2020 CI2: I will always try to use online food 

delivery apps in my daily life 

CI3: I plan to continue to use online food 

delivery apps frequently 

CI4: If have an opportunity, I will continue to 

use online food delivery apps for purchasing 

delivery foods that are safe for my food allergy 

 

Data Collection 

A self-administered online survey was created using Qualtrics and distributed through 

Prolific to collect data from American adults who have food allergies and have experience using 

an OFD app. Prolific is an online crowdsourcing platform that allows users to recruit online 

survey participants, similar to Amazon Mechanical Turk (Amazon MTurk) (Peer et al., 2017). 

Prolific is specifically geared towards academic researchers (Palan & Schitter, 2018), and has 
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been revealed to provide high data quality in terms of attention, comprehension, honesty, and 

reliability (Peer et al., 2021). Also, the platform’s participants were found to be less experienced 

in taking surveys and more honest compared to those of MTurk (Peer et al., 2017; Peer et al., 

2021). Palan and Schitter (2018) and Uittenhove et al. (2022) also recommend Prolific as an 

alternative to MTurk. Thus, the current study decided to use Prolific for distributing the survey to 

collect data.         

All participants of the survey were notified of the purpose of the study and ensured of 

their anonymity and confidentiality at the beginning of the survey. The participants were 

screened to ensure meeting the participation requirements using prescreeners provided by 

Prolific asking them the screening questions such as their age, nationality, food allergies, and 

food delivery services usage experience. The same screening questions as provided by Prolific 

were asked again in the survey to validate the prescreeners. For recruiting participants that have 

experience using OFD apps, the survey included an additional question asking about the 

experience to filter out the participants who have not used OFD apps before.  

Prior to the primary data collection, a pilot test with a smaller sample of 41 participants 

was conducted to make any necessary adjustments for the main survey. Then, the main survey 

was launched, and 446 responses were collected for three consecutive days from July 8, 2022 to 

July 10, 2022. To ensure the quality of the collected data, 137 responses with incomplete 

responses, short response times less than 180 seconds (any responses taking less than 102 

seconds were deemed too short as recommended by DeSimone and Harms (2018) and Huang et 

al. (2012)), but the threshold was pushed back even further to 180 seconds considering the long 

sentences in the items), screening failure, straight-line answers, and duplicate IPs were removed. 
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In addition, 16 outliers, both univariate and multivariate, were also detected and eliminated. As a 

result, a total of 293 responses were used for data analysis.  

       

Data Analysis 

The collected data was analyzed using SPSS v26 and Amos v26. An analysis of the 

profile of the sample and a summary of the descriptive statistics were conducted. Then, a 

hierarchical multiple regression analysis was conducted. First, a model that includes the original 

UTAUT2 variables was tested. Then, the context-specific variables, perceived risk and trust, 

were subsequently added to the second and third models.
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CHAPTER IV: RESULTS 

 

Demographic Profile 

The sample of this study comprised 293 respondents where 69.6% were female. The 

sample was categorized into three age groups where 66.2% (n = 194) of them were young adults 

aged between 18 and 35 years, followed by middle-aged adults between 36 and 55 years (n = 82, 

28%) and older adults who are 56 years and older (n =17, 5.8%), respectively. Also, the majority 

of the sample were Caucasian (n = 176, 60.1%), college graduates (n = 121, 41.3%), and have 

never been married (n = 175, 59.7%). Finally, the income level of the respondents was somewhat 

evenly distributed through the sample. Table 2 illustrates the demographic characteristics of the 

sample. 

 

Table 2. Demographic characteristics of the sample (N = 293) 

Demographics n % 

Gender   

Male 89 30.4 

Female 204 69.6 
   

Age   

Young adults (18-35 years) 194 66.2 

Middle-aged adults (36-55 years) 82 28.0 

Older adults (56 years and older) 17 5.8 
   

Ethnicity   

Caucasian (Non-Hispanic) 176 60.1 

Hispanic 29 9.9 
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Reliability and Validity 

Initial measurement model analysis was conducted to determine if there are any items to 

be dropped or retained for desirable reliability and validity. The results of the discriminant 

validity analysis revealed that distinctions between EE and FC and between PR and TR were not 

established. Thus, the constructs with lower Cronbach’s alpha coefficients from each set (FC, 

PR) were dropped from the model for this study. Consequently, the proposed model was revised 

from a 10-factor model to an eight-factor model consisting of PE, EE, SI, HM, PV, HT, TR, and 

African American/African 43 14.7 

Native American 5 1.7 

Asian 29 9.9 

Other 11 3.8 
   

Education Level   

Less than high school 2 .7 

High school graduate 27 9.2 

Some college 89 30.4 

College graduate  121 41.3 

Some graduate school 14 4.8 

Complete graduate school 40 13.7 

 
  

Marital Status   

Married 83 28.3 

Never married 175 59.7 

Divorced/Separated 26 8.9 

Other 9 3.1 
   

Income Level   

Less than $10,000 21 7.2 

$10,000 - $29,999 46 15.7 

$30,000 - $49,999 63 21.5 

$50,000 - $69,999 52 17.7 

$70,000 - $89,999 35 11.9 

$90,000 - $109,999 26 8.9 

More than $110,000 50 17.1 
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CI (See Figure 2). Further, the reliability analysis resulted in eliminating two additional items 

from the eight-factor model (PE1, CI1). The remaining items were reviewed in accordance with 

their theoretical basis and to represent the corresponding theoretical constructs. The revised 

model was supported by confirmatory factor and reliability analyses showing acceptable 

goodness-of-fit indices such as comparative fit index (CFI), Tucker-Lewis Index (TLI), and root-

mean-square error of approximation (RMSEA): ꭓ2
(389) = 790.63, p < .001 ꭓ2/df = 2.46, CFI = .93, 

TLI = .92, RMSEA = .07 (90% CI: .06-.08).  

 

 

Figure 2. Revised model. 



27 

 

Reliability was evaluated using Cronbach’s alpha and composite reliability (CR) (Fornell 

& Larcker, 1981). As seen in Table 3, all of Cronbach’s alpha coefficients were above the 

threshold of .70, ranging from .70 to .95 suggested by Nunnally (1978). The CR coefficients also 

exceeded the .70 threshold, ranging from .84 to .95 (Bagozzi &Yi, 1988). In addition, convergent 

validity was established by assessing the average variance extracted (AVE) and the standardized 

factor loadings for each measurement item. All measurement items loaded significantly on their 

corresponding factors ranging from .66 to .96, p < .001 (Hair et al., 2019). The AVEs also 

exceeded the minimum .50 threshold, suggesting that convergent validity was confirmed 

(Anderson & Gerbing, 1988; Bagozzi & Yi, 1988; Hair et al., 2019). Finally, for discriminant 

validity, the heterotrait-monotrait ratio of correlations (HTMT) approach was used (Henseler et 

al., 2015). Although Fornell and Larcker’s approach (1981) has been commonly used for 

establishing discriminant validity, the HTMT approach is considered a superior criterion by 

several researchers (Henseler et al., 2015; Muhammad, 2019). Based on the threshold of .85, all 

HTMT values for each construct indicated that discriminant validity was confirmed (Henseler et 

al., 2015). Table 4 shows the HTMT values for each latent variable.  

 

Table 3. Results of CFA 

Construct/Items (Cronbach’s α) 
Standardized 

Factor Loading 
CR AVE 

 

Performance Expectancy (α = .86)  .87 .70  

 
Using online food delivery apps is convenient for 

purchasing delivery foods that are safe for my food 

allergies  
.70    

 
Using online food delivery apps improves the process of 

purchasing delivery foods that are safe for my food 

allergy 
.91    
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Using online food delivery apps improves the efficiency 

of purchasing delivery foods that are safe for my food 

allergy 

.88    

      

Effort Expectancy (α = .90)  .89 .68  

 
Learning how to use online food delivery apps for 

purchasing delivery foods that are safe for my food 

allergy is easy for me 
.87    

 
My interaction with online food delivery apps for 

purchasing delivery foods that are safe for my food 

allergy is clear and understandable 
.86    

 
It is easy for me to become skillful at using online food 

delivery apps for purchasing delivery foods that are safe 

for my food allergy 

.66    

      

Social Influence (α = .95)  .95 .86  

 
People who are important to me recommend I use online 

food delivery apps for purchasing delivery foods that 

are safe for my food allergy 
.89    

 
People who influence my behavior think that I should 

use online food delivery apps for purchasing delivery 

foods that are safe for my food allergy 
.95    

 
People whose opinions I value prefer that I use online 

food delivery apps for purchasing delivery foods that 

are safe for my food allergy 

.93    

      

Hedonic Motivation (α = .91)  .92 .79  

 
Using online food delivery apps for purchasing delivery 

foods that are safe for my food allergy is fun .95    

 
Using online food delivery apps for purchasing delivery 

foods that are safe for my food allergy is enjoyable .90    

 
Using food delivery apps for purchasing delivery foods 

that are safe for my food allergy is very entertaining .82    

      

Price Value (α = .94)  .94 .80  

 Online food delivery apps are reasonably priced .91    

 
Online food delivery apps are a good value for the 

money .95    

 
At the current price, online food delivery apps provide 

good value .96    
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I can save money by using food delivery apps for 

purchasing delivery foods that are safe for my food 

allergy 
.73    

      

Habit (α = .84)  .84 .57  

 
Purchasing delivery foods that are safe for my food 

allergy through online food delivery apps is almost like 

a habit for me 
.84    

 
I am addicted to using online food delivery apps for the 

purchase of delivery foods that are safe for my food 

allergy 
.77    

 
I must use online food delivery apps for purchasing 

delivery foods that are safe for my food allergy .67    

 
Using online food delivery apps for purchasing delivery 

foods that are safe for my food allergy has become 

natural to me 
.74    

      

Trust (α = .87)  .88 .65  

 I believe online food delivery apps are trustworthy .88    

 
I believe online food delivery apps keep customers’ 

interests in mind .69    

 
I felt secure in ordering and receiving delivery foods 

that are safe for my food allergy through the online food 

delivery apps  
.84    

 
The information provided by the online food delivery 

apps is reliable .81    

      

Continuance Intention (α = .82)  .84 .63  

 
I will always try to use online food delivery apps in my 

daily life .71    

 
I plan to continue to use online food delivery apps 

frequently .88    

  

If have an opportunity, I will continue to use online food 

delivery apps for purchasing delivery foods that are safe 

for my food allergy 
.78    

Note: (ꭓ2
(389) = 790.63, p < .001, ꭓ2/df = 2.46, CFI = .93, TLI = .92, RMSEA = .07 (90% CI: .06-

.08). 
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Table 4. Discriminant validity (HTMT ratio) 

Construct PE EE SI HM PV HT TR CI 

PE       
  

EE .60      
  

SI .52 .25     
  

HM .49 .42 .39    
  

PV .31 .20 .37 .39   
  

HT .35 .19 .44 .43 .37  
  

TR .57 .56 .44 .49 .57 .34   
CI .48 .40 .05 .42 .47 .72 .64  

Note: PE = performance expectancy, EE = effort expectancy, SI = social influence, HM = 

hedonic motivation, PV = price value, HT = habit, TR = trust, and CI = continuance intention. 

 

Hierarchical Multiple Regression Analysis 

Prior to conducting a hierarchical multiple regression analysis to test the hypotheses, the 

author examined skewness and kurtosis values to see if the assumption of normality was met. 

The results indicated that all values ranged between -1.10 and .42 for skewness and between -.72 

and 1.04 for kurtosis, indicating that both values are well below the threshold of absolute values 

of 3 and 10, respectively (Kline, 1998). In addition, the variance inflation factor (VIF) was 

assessed to make sure there was no multicollinearity issue between constructs. VIF values ranged 

from 1.26 to 1.92, indicating that multicollinearity was not of concern as all values did not 

exceed the common threshold of 10.0 (Mason & Perreault, 1991; Yoo et al., 2014). Based on 

these results, the data was found to be meeting the assumptions of normality and 

multicollinearity. The independence of errors assumption was also met (Durbin-Watson value = 

2.02). 

 Based on the changed model, a two-step hierarchical multiple regression analysis was 

conducted to test the relationships between the predictor variables (PE, EE, SI, HM, PV, HT, and 

TR) and the outcome variable (CI). The analysis was performed in two separate blocks where the 
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traditional UTAUT2 variables were put in the first block, and trust was subsequently added in 

the second block. Table 5 illustrates the different models in two blocks. The table includes the 

path coefficients (β), the significant levels (sig.), and the explained variance (R2). 

The first block of the table demonstrates the variables from the UTAUT2 framework 

based on the changed model: PE, EE, SI, HM, PV, and HT. The results indicated that there is a 

statistically significant relationship found in the model, F(6, 286) = 46.53, p < .001. A large 

effect size was detected with approximately 50% of the variance accounted for in the model, R2 

= .50. Among the six UTAUT2 variables, EE (p < .05), SI (p < .05), PV (p < .001), and HT (p 

< .001) were found to positively influence the continuance intention of OFD app users. HT (β 

= .46) was the strongest predictor of CI in the model, followed by price value (β = .18), SI (β 

= .14), and EE (β = .13). 

The second block of the multiple regression analysis additionally included TR in the 

research model. The second model also showed statistically significant relationships between the 

predictors and the continuance intention of OFD app users, F(7, 285) = 46.89, p < .001. The 

extended model explained about 54% of the variance which is considered a large effect size (R2 

= .54). As TR was added to the model, the additional explanatory power of the extended model 

was slightly increased compared to the initial model (ΔR2 = .05, F(1, 285) = 25.32, p < .001). 

Interestingly, as TR was included in the final model, EE and PV no longer had a statistically 

significant impact on CI. Along with HT (β = .46), and SI (β = .12), TR (β = .28) was also 

revealed to have a statistically significant effect on CI. Thus, the final model eventually revealed 

that, of the main hypotheses concerning the UTAUT2 variables and the context-specific 

variables, hypotheses six and seven are supported. Table 6 shows the summary of hypotheses 

testing.      
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Table 5. Results of the hierarchical multiple linear regression (N = 293) 

Model 1 

DV: Continuance Intention 

B SE B β t p-value   

Constant .96* .30  3.17 .002  

Performance expectancy .08 .06 .07 1.18 .24  

Effort expectancy .15* .06 .13* 2.60 .01  

Social influence .13* .05 .144* 2.83 .005  

Hedonic motivation -.001 .05 -.001 -.02 .99  

Price value .16** .04 .18** 3.75 < .001  

Habit .45** .05 .46** 9.56 < .001  

F(6, 286) = 46.53, p < .001      
 

R2 = .50      
 

Model 2 

DV: Continuance Intention 
     

 

     
 

Constant .64* .30  2.16 .03  

Performance expectancy .03 .06 .03 .47 .64  

Effort expectancy .06 .06 .05 1.02 .31  

Social influence .11* .05 .12* 2.40 .02  

Hedonic motivation -.03 .05 -.03 -.60 .40  

Price value .07** .04 .08** 1.59 .11  

Habit .45** .05 .46** 9.88 < .001  

Trust .33** .07 .28** 5.03 < .001  

F(7, 285) = 46.89, p < .001      
 

R2 = .54      
 

ΔR2 = .04      
 

F(1, 285) = 25.32, p < .001      
 

Note: * p < .05, ** p < .001 

 

Table 6. Summary of results for hypotheses testing. 

Hypotheses Model 1 Model 2 

H1. PE → CI ns ns 

H2. EE → CI 
+* 

(.01) 
ns 

H3. SI → CI 
+* 

(.005) 

+* 

(.017) 

H4. HM → CI ns ns 

H5. PV → CI 
+** 

(< .001) 
ns 
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H6. HT → CI 
+** 

(< .001) 

+** 

(< .001) 

H7. TR → CI  +** 

(< .001) 

Note: p-values in parentheses; * p < .05, ** p < .001. ns = nonsignificant, + indicates a positive 

impact.  
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CHAPTER V: DISCUSSION AND IMPLICATIONS 

This research adapted the UTAUT2 framework and extended it with context-specific 

variables such as perceived risk and trust. In addition, the study investigated which factors of the 

extended UTAUT2 model affect the continuance intention of OFD app consumers. The study 

employed an online survey to measure eight different constructs including performance 

expectancy, effort expectancy, social influence, hedonic motivation, price value, habit, trust, and 

continuance intention of using OFD apps. The collected data was used to conduct a two-step 

hierarchical multiple regression analysis to examine which factors influence the continuance 

intention. This chapter discusses the main findings, theoretical and practical implications, 

limitations of the research, recommendations for future research, and a conclusion.  

 

Main Findings     

 The main findings in the first block showed that effort expectancy significantly predicts 

the continuance intention of OFD app users with food allergies. This aligns with past studies 

(Hungilo et al., 2020) and implies that OFD app users with food allergies consider perceived 

ease of use as one of the important factors that influence their intention of using OFD apps 

continuously. Thus, OFD businesses should place an emphasis on making the apps easy to use in 

order to retain users. Social influence was also found to be a significant predictor of continuance 

intention. Having food allergies that could jeopardize one’s health can affect people to prioritize 
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certain things such as safety or trustworthiness that may come from the word-of-mouth of their 

close peers, friends, and family (Slade et al., 2015; Yang, 2010). In this case, social influence  

from those that are close or influential to them being a significant factor is plausible because they 

most likely know about the respondents’ food allergies, and they would likely recommend OFD 

apps that are trustworthy and reliable in getting safe food for their friends that have food 

allergies. Price value was also one of the significant factors influencing OFD app consumers’ 

continuance intention. This is in keeping with other studies’ findings that price value is an 

important predictor of continuance intention (Klopping & McKinny, 2004; Shaw & Sergueeva, 

2019). Finally, habit was found to be one of the predictors of continuance intention in the first 

model. The influence of habit on the usage behavior of information systems has been confirmed 

by several researchers (Escobar-Rodriguez & Carvajal-Trujillo, 2014; Palau-Saumell et al., 

2019). The results indicated that habit is the strongest predictor in the first model. This could be 

explained that the continuance intention of using OFD apps can be much higher when the habit is 

stronger. Especially for OFD app users with food allergies, the habit of using the same app could 

have an even stronger impact on the continuance intention as repeat actions and familiarity 

minimize risks and provide comfort (Crouch & Laing, 2004).  

 Finally, the second block incorporated trust in the extended model as a context-specific 

variable because trust is critical in making food purchase decisions for consumers that have food 

allergies. The findings of the final model indicated that some of the previously significant 

predictors were no longer significant including effort expectancy and price value. On the other 

hand, habit remained the strongest predictor, and trust was newly found to have a significant 

impact on the continuance intention of OFD app users. In addition, social influence also 

remained as one of the significant predictors in the model, although the strength had slightly 
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decreased compared to the first model. This can be attributed to the fact that the respondents may 

have considered social influence less important when trust was introduced into the equation. 

Since their concern about food allergies poses a challenge for the respondents to order outside 

food (Barnett et al., 2020; Kwon et al., 2020), their own opinion and trust in the OFD apps are 

likely to be of more value to them than other people even if they were important people in the 

respondents’ lives. The significant influence of habit and trust on continuance intention is in line 

with previous studies that have confirmed these relationships (Escobar-Rodriguez & Carvajal-

Trujillo, 2014; Indrawati & Putri, 2018; Palau-Saumell, 2019). Palau-Saumell (2019) speculated 

that the usage intention of an app becomes less critical when habit is stronger, but the probability 

of continuously using the app is much higher. Therefore, it is plausible that the respondents of 

this study were influenced significantly by habit to have a strong continuance intention. In 

addition, trust was now the second strongest predictor in the model. This aligns with previous 

studies where trust and behavioral intention relationships have been supported (Indrawati & 

Putri, 2018; Munikrishnan et al., 2021; Palau-Saumell, 2019). As the respondents of this study 

are sensitive about food safety, it is possible to assume that trust towards the OFD apps and the 

restaurants listed on the apps becomes extremely important and valuable to avoid allergic 

reactions.  

As trust is introduced in the final model, it seems that effort expectancy loses its 

significance as trust is a more important factor. It is assumed that the perceived ease of use 

becomes less important of a factor when the OFD app users with food allergies trust the app that 

they have used before. Regardless of whether the app is easy to use or not, they will likely 

choose the app that they trust and know they will get correct orders that are safe for them to 

consume. Also, price value was no longer a crucial factor influencing the continuance intention 
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of using OFD apps for those who have food allergies. As the concern for receiving safe food to 

consume is high for these consumers, they may not care as much about the price value of the app 

as long as they trust the app to deliver food that is safe and reliable. 

 

Theoretical Implications 

 The findings of this study contribute to the existing literature on OFD services in the 

foodservice industry and the UTAUT2 framework. The study’s results provide important insights 

for understanding OFD app consumers with food allergies. Despite many studies being 

conducted regarding OFD apps and the fact that consumers with food allergies account for 

almost one-third of the entire U.S. population, no precedent research has been conducted on this 

topic in the context of the demographic. This study contributes to the literature new knowledge 

about the variables affecting the continuance intention of using OFD apps in the context of 

consumers with food allergies, promoting a better understanding of the population and their 

behavioral intentions. In addition, the current study contributes to the existing literature on 

UTAUT2 by extending the model with a context-specific variable such as trust in the context of 

OFD app users with food allergies. Researchers have been using UTAUT2 in studies regarding 

new and continuous ICT adoption in place of TAM and its variations. The findings of this study 

help identify which factors of the extended UTAUT2 model are influential/not influential in 

increasing the continuance intention of OFD app users in the context of consumers with food 

allergies. 
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Practical Implications 

The current study provides some important practical implications for OFD apps as well 

as restaurants that list their services on OFD apps. Utilizing the findings of this study, OFD 

businesses can improve their app services and eventually increase profit by better 

accommodating a sizable portion of their customers and serving their special dietary needs. For 

example, the findings can help restaurateurs understand some of the crucial factors affecting the 

continuance intention of OFD app users with food allergies such as trust in order to 

accommodate them better and identify important criteria for choosing an appropriate OFD app 

on which to list themselves. As habit and trust were identified as significant predictors of 

continuance intention for OFD app users with food allergies, it is recommended that OFD app 

services focus on minimizing risks and building trust with their customers in providing accurate 

information about the menu and the restaurants as well as developing ways to facilitate proper 

communication between the customers and the restaurants so they can avoid getting the orders 

wrong. As customers with food allergies benefit from such accommodations of OFD apps, their 

trust for the OFD apps can be built, leading them to continuously use the apps in the future. 

Since habit is heavily affected by past experiences and cannot influence technology use without 

them, positive experiences of using OFD apps derived from trust and quality of the services can 

form a habit of using certain OFD apps, eventually leading to the continued usage of the apps 

(Hsu et al., 2015; Venkatesh et al. 2012). Moreover, the satisfied OFD app users will likely 

spread positive word-of-mouth to others, thereby potentially bringing in additional customers to 

use the apps as well.  
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Limitations and suggestions for future research 

 While there are some very interesting and useful insights regarding OFD app usage and 

the UTAUT2 framework in the context of consumers with food allergies, there are some 

limitations as well as much potential for further research and a better understanding of the 

continuous use of OFD apps. There are numerous mixed findings regarding the relationships 

between the UTAUT2 variables and the continuance intention of various technologies and 

services. There are different types of possible moderators such as age, gender, education level, or 

experience that could influence the relationships of the UTAUT model that have not been 

addressed in the current study. For future research, incorporating such moderators in the same 

context of this study could be interesting and meaningful. Also, other variables that can affect the 

continuance intention of OFD app users such as information quality, satisfaction, or even 

different types of risks (e.g., financial risk, product risk, time risk, psychological risk) may be 

introduced to the model to further extend the research in the future. Another limitation worth 

noting related to the variables is that the inter-construct correlation coefficient in the HTMT 

analysis between habit and continuance intention is quite high. Although the HTMT approach 

deems the value to be acceptable for establishing discriminant validity, this could be an issue as 

respondents may not be able to distinguish the two constructs effectively. That said, high 

correlation between the two constructs is expected considering their close relationship and 

definitions. However, the UTAUT2 model with high correlation coefficients between habit and 

continuance intention has been confirmed in various existing studies (Human & Ungerer, 2020; 

Lee et al., 2019; Morosan & DeFranco, 2016; Palau-Saumell et al., 2019). Finally, the current 

study was conducted solely on the U.S. population with food allergies which causes a possible 

generalizability issue. Replicating this study with a different population or even comparing 
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different populations together (e.g., consumers with food allergies vs. non-allergic consumers) to 

deepen and broaden the understanding of the UTAUT2 model and the OFD app usage would be 

beneficial for future research.  
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