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Abstract 
This research aims to identify factors influencing consumer purchasing 
behaviour towards online food delivery services. A total of 384 respondents 
from different zones in Peninsular Malaysia known as Southern Zone (Johor 
Bharu), Northern Zone (Pulau Pinang), Central Zone (Shah Alam) and 
Eastern Zone (Kuala Terengganu) were involved in this research—selected 
through multistage random sampling, simple random sampling for randomly 
selecting every state, cluster sampling for only focusing on the urban area,  and 
convenient sampling focusing on the selected community. The data were 
collected through a questionnaire, and the results showed that consumer 
behaviour on purchasing online food delivery services was at a positive level. 
Multiple linear regression analysis found that the Adjusted !2 = 0.624 showed 
that taken as a set, the predictor factors of income, convenience, 
trustworthiness, various food choice, attitude, and intention for a 62.4 per cent 
variance of behaviour. The most significant predictor factors were attitude 
(Beta= 0.052) followed by intention (Beta= 0.050) and trustworthiness (Beta 
= 0.050). This research proved that Malaysia has a rapid growth of the online 
business that has strengthened the food industry. For future research, this 
study can be expanded to all states in Malaysia, including East Malaysia (Sabah 
& Sarawak), to form a larger sample size representing the whole of Malaysia, 
avoiding bias and increasing consumer behaviour research.  

Keywords: income, trustworthiness, attitude, intention, behaviour 
 

 Introduction 

With the emergence of the digital economy, Malaysia has 
witnessed a substantial annual GDP growth rate and increasing per 
capita income. This has led to the enormous growth of online shops 
catering to people who are constantly coping with a busy schedule. In 
2017, the number of smartphones had increased worldwide by more 
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than five billion due to the ability of high-speed connectivity 
smartphones, according to the mobile economy report produced by the 
Global Association of Mobile Operators (GSMA). Europe had a high 
mobile diffusion with 86% based on the documentation of the report. 
Besides, 292 billion customers accessed mobile services from the 
United States, but Asia had the highest access to mobile service in this 
area with 2765 billion customers. Therefore, with the expanding usage 
of smartphones and tablets, China contributes to more than one billion 
from the overall mobile phone subscribers by GSMA, 2017 (Cho, Bonn 
& Li, 2018). Although most previous researchers have focused on 
online shopping behaviour, not much light has been shed in this arena 
of the online food delivery business (Sethu and Saini, 2016; Sern Yeo, 
Goh & Rezaei, 2017). There is still a lack of understanding of consumer 
behaviour in online food shopping in the growing market (Ahmed 
Tausif, 2020). 

The excessive internet use has overcome its old-style so that the 
users nowadays have turned to the internet as their intermediaries for 
shopping during their free time and have easy access to goods. Online 
purchasing expansion has given the biggest impact to the internet and 
essentially more preference to goods and services that will satisfy user 
utilisation, fast delivery, and instant purchasing. One of the complex 
and high demands from consumers is the food industry, so the 
beginning of online food purchasing can generate additional income for 
the sellers. 

Consumer experiences with online food delivery (OFD) services 
and consumer attitude towards purchasing online services were the 
frequent studies investigated by the researcher (Sern Yeo et al., 2017). 

The movement of food had begun capturing the attention of e-
commerce in India, and their cravenness increased. Until now, the 
normal medium is the old-style where the customer goes to a nearby 
restaurant and orders then waits for the food to arrive. However, the 
market was redefined with the emergence of digital technology. 
Customers use mobile apps or websites to search for the menu, detect 
the closest restaurant, and choose the food they want to eat and order with 
just a simple step through their mobile apps. The person who usually 
uses the website as their medium to shop within the highest 
convenience and trustworthiness will hope for the same best experience 
when using the food delivery application. In India, the online food 
delivery market, which includes aggregators and internet kitchens, grew 
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at 150 per cent in 2016 with an estimated Gross Merchandise Volume 
of RM1200 (Anuj & Madhu, 2018). 

This research aims to examine the predictor factors that 
influence consumer behaviour on purchasing online food delivery 
services. Therefore, this research investigates the relationship 
between household monthly income and convenience, trustworthiness, 
and various choices of food delivery services. Besides, to investigate 
the relationship between convenience and attitude towards online food 
delivery services, the relationship between trustworthiness and attitude 
towards online food delivery services, the relationship between various 
food choices and attitude towards online food delivery services. Other 
than that, this research also examined the relationship between attitude 
toward online food delivery services and intention towards online food 
delivery services and finally examined the relationship between 
intentions towards online food delivery services and consumer 
behaviour on purchasing toward online food delivery services. 

 Literature Review 

 Online Food Delivery Services Behaviour 

Food delivery services offline to online (O2O) have experienced 
a duration of volatile development in China due to the introduction of the 
‘Internet Plus’ catering business. The trend has become popular among 
the ready-made Chinese restaurants to ease the business and gain 
additional profit by food delivery services through mobile apps. This 
development of mobile users using their smartphones or tablets to 
purchase food through main delivery apps such as Ele.me, Meituan, 
Baidu, and Koubei Take Out, with simple, easy access, has made it 
more likely for them to order food from their favourite restaurant and 
receive them right at their doorstep. In China, business in food delivery 
applications has quickly developed and become popular as a medium 
to generate income and gain more profit (Meehee & Jun, 2019). 

The food delivery user has gradually increased regardless of 
being less common in ordering food. While the very popular way of 
ordering food is through the café or restaurant page on the internet, the 
multi-food websites have a 22.9% significant increase. This study ties 
the intermediaries of food services delivery and ordering food through 
the website to enhance the good quality for the traders to be 
competitive (Sern Yeo, Goh & Rezaei, 2017). To stay on track and 
improve the quality of retailing, the main company Kentucky Fried 
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Chicken (KFC), began delivery retailing in 2012 in Malaysia. Not only 
KFC but other minor food companies have crawled up to run delivery 
services through the medium of food delivery. Adults in the United 
States purchased online food higher at 44% than 23% of food chains. 
Two groups of food retailers were running delivery services: the primary 
groups, where the food retailers themselves have franchise companies 
such as Kentucky Fried Chicken, Pizza Hut, McDonald’s, and Domino’s 
Pizza; secondary groups were various restaurants including food 
delivery services, for example, Food Panda, Room Services, GrubHub, 
Eat24hours.com, Just-eat.com, Delivery.com and others (Sern Yeo, 
Goh & Rezaei, 2017). 

 Income with Convenience, Trustworthiness and Various 

Food Choices 

The following attributes of convenience, trustworthiness and 
various food choices may have a significant relationship with income, 
but they can also be not. According to Jason et al. (2004), in the United 
States, there was a comparison between the white and black 
neighbourhood and their income. The finding showed that black 
neighbourhoods with low-income people have more convenient access 
to fast food located one mile from their residential area. However, no 
reliable connection between Fast Food Restaurant Density (FFRD) and 
median home income and one-mile barriers proved that with every 10% 
increase in fast food restaurant density, neighbourhood median 
household income decreased by 4.8%. 

For trustworthiness attributes and the relationship between 
income, higher current income increases trustworthiness, and given 
current income, higher past income reduces trustworthiness (John & 
Diego, 2016). In addition, an alternated method is the degree of trust 
and trustworthiness through research that uses actual monetary 
rewards (John & Diego, 2016). People who have more resources 
willingly trust in a financial exchange to purchase what they demand 
regardless of others (John & Diego, 2016). 

The relationship between various food choices was a negative 
relationship between income, and based on past research, the cost of 
the food may not be the only reason why low-income people have less 
healthy diets (Susan et al., 2012). Even though income numbers are 
highly significant, the result showed the negative relationship between 
income and source of food as the income increased; the consumption of 
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the food source decreased (Susan et al., 2012). Therefore, even with 
no additional charges for the cost of food, the low-income groups are 
still not concerned about good healthy life (Susan et al., 2012). 

 Convenience of Food Delivery Services 

To investigate the acceptance of new technology, there are 
numerous causes that influence how people can adopt to use 
technology due to the Technology Acceptance Model (TAM) that is part 
of it (Davis, 1989). The reasonable affiliation between e-satisfaction and 
e-loyalty had fallen under the individual level aspect of convenience 
(Anderson and Srinivasan, 2003). The screen of mobile app superiority 
is perfect for ensuring the accessibility to use the mobile app at any 
convenient time and place (Liu et al., 2017). The fastest and easy way 
for the consumers to reach the retailers and be accessible is the 
dimension convenience. The consumers who do not have experience 
with the service will have difficulty reaching the retailers (Seiders et al., 
2000). 

 Trustworthiness of Food Delivery Services 

According to Nilashi et al. (2015), the biggest loyalty by using 
mobile apps is because of the intervention of the consumer 
trustworthiness that influences consumer decision making towards 
online purchasing. Other than that, cognitive trust is based on 
knowledge trust or system trust. Thus, cognitive trust is connected with 
perceived trustworthiness, depending on the service provider’s 
knowledge and presentation, such as capability, qualification and 
consistency (Johnson and Grayson, 2005). 

 Various Food Choices of Food Delivery Services 

Consumers have a variety of food choices and have priorities to 
think about before choosing or buying food; they also have many 
assumptions on the quality of purchasing online food delivery 
(Meechee et al., 2018). The variety of food choices is to observe the 
participation of different types of meals, for example, the old version 
Chinese breakfast, Gai Jio fan (rice served with meat and vegetable on 
top of it), noodles and dumplings, variety of local snacks, barbecue, 
American fast food (KFC, McDonald’s), Japanese or Korean cuisine, 
dessert, drinks and fruit (Weijun & Wojciech, 2017). Besides, service 
quality is very important for people who like to try different menus when 
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ordering online food because they believe in the combination of 
elements, culture, informal knowledge and experience (Weijun & 
Wojciech, 2017). 

 Attitude towards Purchasing Online Food Delivery Service 

Attitude refers to the disposition to respond favourably or 
unfavourably to an object, institution or event (Ajzen, 2005). According 
to a recent study by Alagoz and Hekimoglu (2012), consumers have a 
positive attitude if they believe in customer service quality and online 
retailer reliability. Based on previous studies by Serat, Alagoz and 
Haluk (2012), analysis of the results of their study shows that attitudes 
toward online food delivery services vary by convenience, as does the 
use of online food ordering processes. Attitudes also differ from their 
innovations in information technology, their reliance on retailers and 
their various external influences. In a recent study by Yeo, Goh, and 
Rezaei (2017), as consumer drivers continue to generate intentions, 
the perceived usefulness has been found to influence the association 
between trust and intentions, just as attitudes are related between trust 
and intention. 

Attitude was also frequently found to influence behaviour in 
various aspects in local studies towards taking action and doing 
something (Zuroni et al., 2020; Jamilah et al. 2011; Jusoh et al. 2018). 
Other factors also identified from previous behaviour studies are 
attitudes towards financial behaviour (Husniyah et al., 2019; Abu Bakar 
et al., 2017; Mohd. Amim et al., 2017). 

 Theory of Reasoned Action (TRA) 

The Theory of Reasoned Action (TRA) provides a significant 
fundamental definition model to investigate human behaviour (Ajzen & 
Fishbein, 1980). The purpose of TRA is to examine the relationship 
between attitude and behaviour regarding two major concepts: ‘principle 
of compatibility’ and ‘behavioural intention’. In addition, TRA has been 
applied in  many studies to explore human behaviour in the discipline of 
socio psychology. Attitude is a set of principles about a certain object or 
an act that may describe the intention to transmit the act (Schwartz, 
1992). TRA also associated attitude with the attitude belief that 
performing a behaviour leads to a specific consequence, subjective by 
an evaluation of the attractiveness of that consequence. 
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Based on Figure 1, it can be seen that the antecedent variable 
is household monthly income. There were three independent variables 
which are convenience, trustworthiness and various food choices. 
Furthermore, using the Theory of Reasoned Action with additional 
attitude and intention act as an indicator towards behavioural. Thus, 
the main objective of this study is to examine the predictor factor that 
influences consumer purchasing behaviour towards online food 
delivery services. The Theory of Reasoned Action (TRA) will be used 
in this study to determine the dominance of the variables influencing 
consumer behaviour. 

 
Figure 1 : Conceptual Framework For Consumer Purchasing Behaviour 

Purchasing Towards Online Food Delivery Services 

 Methodology 

This research consists of a quantitative approach by providing a 
questionnaire to consumers in Peninsular Malaysia, especially those 
who have purchased online food delivery services. This research took 
as many as 384 respondents in Peninsular Malaysia living in urban 
areas. By using multistage sampling, each state in Peninsular Malaysia 
has been divided into four zones, known as Northern Zone (Perlis, 
Kedah, Penang and Perak), Central Zone (Selangor and Federal 
Territory including Putrajaya and Kuala Lumpur), South Zone (Negeri 
Sembilan, Malacca and Johor), and Eastern Zone (Pahang, 
Terengganu and Kelantan). Based on zone division, states were 
randomly selected involving Pulau Pinang (Penang), Selangor (Shah 
Alam) and Johor (Johor Bahru). Thirdly, cluster sampling is used to 
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select the urban area because of the high possibility of collecting 
information on employment status, educational level, and household 
monthly income relevant to purchase online food delivery services. 
Fourthly, convenience sampling is used to focus on the community in 
the research area that has experienced purchasing online food delivery 
services. According to Zikmund (2010), the sampling of the facility 
refers to the non-probability sampling and also the easiest sampling to 
get the respondents at that time. This method is very popular among 
researchers as it can generate many questionnaires fast and 
economically. The target group in this study was consumers who 
actually used online food delivery services. 

Data collected were entered into the software using Statistical 

Package for the Social Sciences (SPSS) software for data analysis. 
Inference statistics used in this study was Pearson’s correlation 
analysis; Pearson’s correlation analysis is used to determine the 
relationship between income and convenience, income and 
trustworthiness, income and various food choices, the relationship 
between convenience and attitude on purchasing towards online food 
delivery services, the relationship between trustworthiness and attitude 
on purchasing towards online food delivery service, the relationship 
between the various food choices and attitude on purchasing towards 
online food delivery services, attitude and intentions on purchasing 
towards online food delivery services, the relationship between 
intentions and behaviour on purchasing towards online food delivery 
services. Lastly, predictor factors were significant influence consumers 
on purchasing towards online food delivery services by using Multiple 
Linear Regression Analysis. 

 Findings 

 Respondents’ Background 

The data presented in Table 1 provides the details of 
respondents’ backgrounds. This research consisted of 384 
respondents from four different zones in Peninsular Malaysia known as 
Northern zone (Pulau Pinang), Central Zone (Selangor), Southern 
Zone (Johor), and Eastern Zone (Terengganu) from the age of 18 years 
old to 52 years old who have mostly utilised online food delivery 
services. However, focusing on cities only due to the development of 
economic growth and high accessibility of network coverage on 
purchasing online food delivery services. Based on Table 1, it 
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conveniently distributed the respondents: 24% from Johor, 29.2% from 
Selangor, 26% from Pulau Pinang and 20.8% from Terengganu. Next, 
39.3% were male, while 60.7% were female. The female gender 
dominated on purchasing towards online food delivery services. 

Next, it can be seen that the majority of ethnic groups were 
Malay (76.8%), followed by Chinese (13.8%), Indian (6.3%), and others 
(Sabah & Sarawak) were 3.1%. For educational level, it can be seen 
that the majority of the respondents were Bachelor’s Degree holders 
(56%), 0.3% with UPSR certificates, 1% with PMR certificates, 5.7% 
with SPM, 31.5% with Matriculation/STPM/Diploma, 5.2% were 
Master’s holders, and others (0.3%) were PhD holders. 

Other than that, it can be seen that the majority of the 
employment status of respondents working in the private sector was 
35.9%, followed by the public sector was 12.2%, non-working was 
5.7%, self-employed was 6.5%, housewives were 2.1%, and others 
(freelancers and actors/actresses) were 0.5%. Furthermore, it can be 
seen that household monthly income of respondents below and equal 
to RM1000 was 11.2%, the majority of household monthly income 
ranging from RM1001 to RM4000 was 52.9% known as the B40 group, 
household monthly income ranging from RM4001 to RM7000 was 
28.9% known as the M40 group, household monthly income range from 
RM7001 to RM10000 was 4.4%, household monthly income ranging 
from RM10001 to RM14000 was 0.8% known as the T20 group and 
household monthly income above RM14001 was 1.8%. 

Table 1 : Respondents’ Background 

 Category Frequency (n) Percentage (%) 
1 Gender 

 Male  
Female 

  
 151 

233 
39.3 
60.7 

2 State  
Johor 
Selangor 
Pulau Pinang  
    Terengganu 

  
 92 

112 
100 
80 

24 
29.2 
26 

20.8 
3 Ethnic  

Malay  
Chinese  
Indian 
Others 

  
 295 

53 
24 
12 

76.8 
13.8 
6.3 
3.1 
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 Category Frequency (n) Percentage (%) 
4 Employment Status  

Public Sector  
Private Sector 
Self-employed 
 Non-working  
Student  
Housewives 
Others 

  
 47 

138 
25 
22 
142 
8 
2 

12.2 
35.9 
6.5 
5.7 
37 
2.1 
0.5 

5 Educational Level   
UPSR 
PMR 
 SPM 
Matriculation/STPM/Diploma 
Bachelor’s Degree 
Master’s  
PhD 

  
 1 

4 
22 
121 
215 
20 
1 

0.3 
1 

5.7 
31.5 
56 
5.2 
0.3 

6 Household Income (Monthly) 
≤ RM1000 
RM1001–RM4000 
RM4001–RM7000 
RM7001–RM10000 
RM10001–RM14000 
≥ RM14001 

  
 43 

203 
111 
17 
3 
7 

11.2 
52.9 
28.9 
4.4 
0.8 
1.8 

 
 Hypothesis Testing 

Table 2 shows that there is no significant relationship between 
income and t h e  convenience of food delivery services. Thus, H01 
failed to reject. According to Jason et al. (2004), there was no reliable 
connection between the convenience of food delivery services and 
median home income; the 1-mile barrier proved that with every 10% 
increase in fast food restaurant density, neighbourhood median 
household income decreased 4.8%. There is no significant relationship 
between income and the trustworthiness of food delivery services. 
Thus, H02 failed to reject. An alternated (H alternative) method is the 
degree of trust and trustworthiness through research that uses actual 
monetary rewards (John & Diego, 2016). There is no significant 
relationship between income and various food choices via food delivery 
services. Thus, H03 failed to reject, which was proven by Susan et al. 
(2012) that food choices negatively affected income. Based on past 
research, the cost of the food may not be the only reason why low-
income people have less healthy diets from the consumption of the food 
source.  
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There is a significant relationship between convenience and 
attitude on purchasing towards online food delivery services. Thus, H04 
is rejected. According to Cho et al. (2019), convenience results in a 
positive attitude when their expectation towards online food delivery 
services increases. Other than that, convenience ensures the use of 
the mobile application at any convenient time and place. There is a 
significant relationship between trustworthiness and attitude on 
purchasing towards online food delivery services. Thus, H05 is rejected. 
According to Cho et al. (2019), trustworthiness results in a positive 
attitude when their expectation towards online food delivery services 
increases. In addition, trustworthiness is absolutely accepted because 
it has an important function for online purchasing decisions. There is a 
significant relationship between various food choices and attitudes 
towards online food delivery services. Thus, H06 is rejected. According 
to Cho et al. (2019), various food choices result in a positive attitude 
when their expectation towards online food delivery services increases. 
Furthermore, allowing consumers to choose various foods to order is 
expected to be important in food delivery services. There is a significant 
relationship between attitude and intention towards online food delivery 
services. Thus, H07 is rejected. According to Cho et al. (2019), 
consumer attitudes toward the online food delivery application and 
services and their intention to directly use is significantly connected.  

There is a significant relationship between intention and 
behaviour towards online food delivery services. Thus, H08 is rejected. 
This is proved by Kulviwat et al. (2014), Theory Reasoned Act (TRA) 
model, self-efficacy is the vital role variable in explaining attitude and 
intention. Thus, ordering food online, as simple as that, can be done 
anywhere, especially for the young generation because of the 
lifestyle, exposure to technology, and making them repurchase in the 
future. 

Table 2 : Relationship between Income, Convenience, Trustworthiness, 
Various Food Choice, Attitude and Intentions towards Online Food Delivery 
Services 
Variables r p 
Convenience of online food delivery 
services. 

-0.045 0.380 

Trustworthiness of online food 
delivery services. 

-0.43 0.402 

Various food choices of online food 
delivery services. 

-0.25 0.620 
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Variables r p 
Convenience of online food delivery 
services 

0.550** 0.000 

Trustworthiness of online food 
delivery services 

0.670** 0.000 

Various food choices of online food 
delivery services 

0.537** 0.000 

Attitude toward purchasing online 
food delivery services 

0.755** 0.000 

Intentions toward purchasing online 
food delivery services 

0.699** 0.000 

Significant: p<0.001** 

 The Influence of Predictor Factors that Influence Consumer 
Behaviour on Purchasing Towards Online Food Delivery 
Services. 

Table 3 shows taken as a set the predictor factors of income, 
convenience, trustworthiness, various food choice, attitude, and 
intention for a 62.4 per cent variance of behaviour. Another 37.6% can 
only be explained by other independent variables. Therefore, the other 
independent variables can be analysed for the next research. 

Six variables representing factors that influence consumer 
behaviour on purchasing towards online food delivery services were 
household monthly income, convenience, trustworthiness, various food 
choice, attitude, and intention. Three factors identified were household 
monthly income, convenience and various food choices not significant 
as predictor factors with the value of Beta = -0.002 and p = 0.943, Beta 
= -0.0.39 and p = 0.400 and Beta = 0.048 and p = 0.298 respectively. 
Hence, trustworthiness, attitude and intention are significant with the 
value of Beta =0.203 and p= 0.000, Beta = 0.424 and p = 0.000 and 
Beta = 0.250 and p = 0.000 respectively. Thus, the significant predictor 
factors influencing consumer behaviour on purchasing online food 
delivery services were attitude (Beta= 0.052) followed by intentions 
(Beta= 0.050) and trustworthiness (Beta =0.050). 
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Table 3 : Multiple Linear Regression Analysis for Factors That Influence 
Consumer Behaviour on Purchasing Towards Online Food Delivery 
Model B Beta t Sig. 

(p-value) 
Constant 
 

0.573 - 3.482 0.001 

Household Monthly 
Income 

0.022 0.002 0.072 0.943 

Convenience -0.045 -0.039 -0.43 0.400 
Trustworthiness 0.209 0.050 4.195 0.000** 
Various Food 
Choice 

0.052 0.050 1.043 0.298 

Attitude 0.418 0.052 8.112 0.000** 
Intention 0.243 0.050 4.821 0.000** 
Significant: p≤0.001** R = 0.794 Adjusted !2 = 0.624 
F = 107.113  R2= 0.630 

 
 Conclusion 

In conclusion, the main purpose of this research is to examine 
the predictor factors influencing consumer purchasing behaviour 
towards online food delivery services. Therefore, this research 
investigates the relationship between household monthly income and 
convenience, trustworthiness, and the various choices of food delivery 
services. Besides, to investigate the relationship between convenience 
and attitude towards online food delivery services, the relationship 
between trustworthiness and attitude towards online food delivery 
services, the relationship between various food choices and attitude 
towards online food delivery services. This research also examined the 
relationship between attitude towards online food delivery services and 
intention towards online food delivery services. Finally, it examined the 
relationship between intentions towards online food delivery services 
and consumer purchasing behaviour towards online food delivery 
services. 

Hence, the relationship between household monthly income and 
convenience, trustworthiness, and various choices were not 
significantly correlated. Thus, there might be other factors that could 
influence the household monthly income of respondents on purchasing 
online food delivery services. Therefore, other research may be 
proposed in future by other researchers. The relationship between 
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conveniences, trustworthiness, various food choices and attitudes on 
purchasing online food delivery services were significantly correlated. 

The relationship between attitude on purchasing online food 
delivery services and intention on purchasing toward online delivery 
services was also significantly correlated. Lastly, the relationship 
between intention on purchasing online food delivery services and 
consumer behaviour on purchasing toward online delivery services 
was significantly correlated. 

It can be seen that those six variables representing factors that 
influence consumer behaviour on purchasing towards online food 
delivery services were household monthly income, convenience, 
trustworthiness, various food choice, attitude and intention. Thus, the 
significant predictor factors influencing consumer behaviour on 
purchasing online food delivery services were attitude, intentions and 
trustworthiness. The results of this study can benefit entrepreneurs 
involved as intermediaries in food applications as well as large 
restaurant companies with private food order delivery services. Studies 
show a positive attitude for respondents to make this purchase. 
Relevant parties can take steps to maintain performance and improve 
services methods to maintain relationships that have been established 
with previous consumers. With a positive and strong attitude towards 
information technology, individuals will grow positive and have strong 
purchasing behaviour towards online food delivery services. 
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