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Abstract: The aim of this study is to test a model in which utilitarian and
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1 Introduction

Online food delivery (OFD) has proved to be a fundamental service during the recent
COVID-19 health emergency both on the consumption side, giving the possibility to stay
at home and feel safer especially in the most affected areas, and on the production side,
giving the possibility to groceries and restaurants to continue working. In fact, the
recommendations/orders to stay home immediately changed the way people looked at
food purchases. Individuals felt more vulnerable not being able to move freely and buy
convenience goods. At the same time, during the coronavirus contagion peak, restaurants
were closed and even after lockdown, the restart was quite difficult. But the OFD services
have provided a window of opportunity by flanking a digital sales channel with the
traditional one. Motivations behind the choice to buy from a digital channel may be
particularly relevant for food retailers in order to understand the ongoing evolution of the
OFD phenomenon. Concerning technology adoption there have been several studies that
have supported a positive relationship between attitude and behavioural intention (Yeo
et al.,, 2017; GroB, 2015). Convenience, usage, and usefulness are motivations why
consumers prefer to buy online services (Saarijarvi et al., 2014; Littler and Melanthiou,
2006). Through online shopping consumers may reduce the time and efforts needed by
their decision-making process by finding a greater number of options to select from,
evaluating information and comparing products and services (Saad, 2021; Park et al.,
2012). Moreover, past studies revealed online shopping motives can also derive from
value and pleasure that a consumer may enjoy from shopping (Kim and Hall, 2019;
Tyrvéinen et al., 2020). Although numerous studies have investigated online shopping
behaviour by focusing on customer’s motivations, not much light has been shed in the
context of OFD services (Saad, 2021; Gunden et al., 2020a, 2020b; Yeo et al., 2017).
Only recently, some studies have used different theoretical frameworks to capture the
relationships between motivational dimensions and adoption of OFD services. For
example, using the unified theory of acceptance and use of technology (UTAUT2)
(Venkatesh et al., 2012), Gunden et al. (2020a, 2020b) showed that performance
expectancy was the strongest predictor of intention to use OFD services. Moreover, Yeo
et al. (2017) proposed a research model based on the contingency framework (Anderson
and Srinivasan, 2003) and the extended model of IT continuance to support the
relationship between motivations, post-usage usefulness and behavioural intentions
toward OFD services. However, several scholars have criticised these models for not
being able to explain the affective dimensions of behaviour, where instead the inclusion
of affective variables has been recommended to extend theories (i.e., Moon et al., 2017).
Therefore, although the OFD service industry appears to be incredibly promising,
structural, and systemic features of this sector are still scarcely investigated and
understood (Gunden et al., 2020a, 2020b; Yusra and Agus, 2020). The literature on the
topic is still limited (Ray et al., 2019; Yeo et al., 2017).

In line with this recommendation, this study contributes to the existing body of
knowledge by applying the stimulus-organism-response (S-O-R) paradigm to analyse the
impact of both perceived risks related to COVID-19 contagion and service evaluation on
utilitarian and hedonic attitudes, and how the interactions between these dimensions may
influence purchase intentions in the context of OFD services. The choice of the S-O-R
model is motivated by the fact that it has been extensively used in past studies on online
users’ behaviours (Lugman et al., 2017; Grace et al., 2015). Several studies (Koo and Ju,
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2010; Wang et al., 2011) confirmed that the online environmental features influence
users’ internal states and their subsequent behavioural responses.
Consequently, this study addresses the following research questions:

RQ1 What are the influences exerted by perceived risk and service evaluation on
utilitarian and hedonic attitude?

RQ2 To what extent can utilitarian and hedonic attitude influence consumers’ purchase
intention of OFD services?

Thus, the study contributes to the online shopping behaviour literature (Park et al., 2012;
Jiang et al., 2013; Gupta and Arora, 2017; Li et al., 2020) and OFD studies (Saad, 2021;
Gunden et al., 2020a, 2020b) by proposing a conceptual and an empirical contribution.
From a conceptual point of view, considering the criticality of technological
environments especially in this period marked by the pandemic, the understanding of the
consumers’ attitudes toward OFD services is paramount and the S-O-R model may offer
a parsimonious way by which to analyse the effects of environmental stimuli (as
perceived risks related to COVID-19 and technological features) on users’ attitudes, and
in turn, their purchase intentions. From an empirical point of view, based on a survey of
US and British consumers, the present study examines through structural equation
modelling the influence of both utilitarian and hedonic attitudes on behavioural outcomes
in terms of purchase intention towards OFD services. Moreover, the study also assesses
perceived risks and service evaluation as antecedents of attitudes.

Consequently, the major findings from this study have meaningful implications for
both OFD platforms and catering companies that aim to increase the effectiveness of their
digital marketing strategies and brand awareness.

2 Theoretical framework

The theoretical framework was constructed on the S-O-R model one of the most popular
approaches for interpreting the correlation between stimuli from the environment and the
behavioural responses of individuals (Mehrabian and Russell, 1974; Belk, 1974).

According to the S-O-R framework, the environmental stimuli, the affective and
cognitive states of an individual, and their response to these states, determine a
consumer’s behaviour (Xu et al., 2014).

We found this model useful for analysing the influence exerted by two types of
environmental stimuli, perceived risk related to COVID-19 contagion and service
evaluation, on utilitarian and hedonistic attitudes of users, defined as an overall positive
or negative evaluation towards the behaviour of use OFD services and how these
dimensions may influence their purchase intentions in the OFD.

The S-O-R model is well suited and has been extensively used in past studies on
online users’ behaviours (Lugman et al., 2017; Grace et al., 2015). Prior research (Koo
and Ju, 2010; Wang et al., 2011) found that the online environmental features can
influence internal states and behavioural responses of the users, the prospective use of
online stores and formulation of recommendations to others.

Several authors (e.g., Koo and Ju, 2010; Sheng and Joginapelly, 2012) have
previously shown that the site design can create an ambience which is able to generate
positive emotions. In line with the theory of environmental psychology (Mehrabian and
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Russell, 1974), Uhrich and Benkenstein (2012) show that customers’ emotional responses
are positively affected by a favourable perception of ‘design cues’.

Recent studies have focused attention on external stimuli in terms of COVID-19 crisis
context on consumer behaviour through S-O-R model. Laato et al. (2020) and Islam et al.
(2021) have used the S-O-R model to explain individuals’ intention to make unusual
purchases during the global pandemic of COVID-19. Numerous studies investigated how
the current pandemic emergency has affected consumers’ eating habits. In particular, the
study of Marinkovi¢ and Lazarevi¢ (2021) investigate how risk perceptions and
precautions related to COVID-19 virus influence consumer eating habits and
consequently, behaviour during shopping for food.

Perceived risk and precautions are among the most important aspects of the
COVID-19 pandemic. Khosravi (2020) argues that perceived risk related to the current
virus is “an affective emotional response to a threat, which can predict protective
behaviours independent of the risk severity.” According to Gstraunthaler and Day (2008),
the risk assessment of a specific situation shapes changes in consumption patterns, such
as food consumption.

Similarly, Szymkowiak et al. (2020) showed that food supply security is influenced
by the perceived risk of in-shop COVID-19 virus infection. As far as precautions are
concerned, according to Rizou et al. (2020) personal hygiene, disinfection of surfaces or
social distancing, and other similar habits, are among the most important safety measures
in food supply chain, especially during food on consuming stage.

So, Marinkovi¢ and Lazarevi¢ (2021) come to the conclusion that risk e precautions
related to COVID-19 virus pandemic has a significant influence on consumers’ eating
habits.

As a result, food has become the sector with more online transactions. The
COVID-19 pandemic is tremendously redefining population’s purchasing and food
consumption habits worldwide, generating a substantial increase in the demand for home
delivery services (Alexander and Karger, 2020; Baker et al., 2020; Nicola et al., 2020;
Hobbs, 2020; Manivannan and Anuradha, 2020; Goddard, 2020). A study by Mangono
et al. (2020), referred to the US population, shows that in searches conducted on Google
Trends from March 1 to April 15, 2020, interest in the OFD has significantly increased.
Manivannan and Anuradha (2020) highlight that most consumers’ decision to use the
OFD service strongly depends on the difficulty to maintain the hygiene habits at full
extent among the delivery persons. Conventional operations and activities have been
seriously hit by the drop-in sales due to the growing fear of contagion spread.

Accounting for these arguments, the study may contribute to an advancement of the
literature on consumer behaviour in order to identify the motivational antecedents that
can explain attitudes toward OFD services following the COVID-19.

3 Research model

According to the S-O-R framework, the conceptual foundations of the proposed model
envisage four environmental stimuli which can be grouped into two categories:
‘perceived risk’ and ‘service evaluation’ (see Figure 1). Perceived risk is a relevant
component in the consumer decision-making process (Verbeke et al., 2007). Based on the
research goals, perceived risk has been interpreted in light of COVID-19 contagion fear.
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Specifically, it includes the personal subjective evaluation of COVID-19 risk (‘risk
perception of COVID-19”), which acts as external stimulus affecting the experiential
response, and the risk perception toward OFD during COVID-19 (‘risk perception toward
OFD during COVID-19”). Service evaluation, instead, includes the perceived usefulness
and the price-saving motivation: the former can be defined as the belief that the use of a
particular system can improve user’s consumption processes (Perez et al., 2004); the
latter is the tendency to use products or services to obtain monetary benefits (Yeo et al.,
2017).

Figure 1 Research model (see online version for colours)
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Source: Our elaboration

With respect to the organism’s dimension, it refers to the internal state that arouses the
individual, expressed as attitude toward OFD services. Most of past studies on online
consumer behaviour, starting from the theory of planned behaviour (Ajzen, 1991), have
addressed attitude as a single evaluative dimension (Chandra and Cassandra, 2019).
Following the approach adopted by Peng and Kim (2014) in the context of online
shopping, this study employed a bi-dimensional conceptualisation of attitude:

1 autilitarian dimension which refers to how useful or helpful and object can be

2 ahedonic dimension evaluating the experiential impact activated by the object (Peng
and Kim, 2014; Williams and Dargel, 2004).

Therefore, utilitarian, and hedonic attitudes toward the OFD services are interpreted as
predictive components of the purchase intention reflecting the internal cognitive and
emotional spheres of the consumer. Finally, the intention to buying OFD services



Predicting consumers’ intention to use OFD services 25

constitutes the third element of the model, representing the conative response of
consumers (Gunden et al., 2020a, 2020b).

4 Hypotheses development

The first set of variables is related to perceived risk assessed in terms of risk perception
toward COVID-19 contagion and toward OFD services during COVID-19 and how
perceived risk (stimulus) influences utilitarian attitude and hedonic attitude (organism)
and how these dimensions may influence consumer purchase intentions in the OFD
(response).

Perceived risk is an environmental stimulus, which is a relevant component in the
consumer decision-making process (Verbeke et al., 2007) and represents an expectation
of a potential loss and it is more likely to negatively influence attitudes to a behaviour
(Chen, 2017). Perceived risk may be interpreted as the personal subjective evaluation of
objective risk, related to how an individual experiences a certain phenomenon or event.

When people are in danger, they try to escape from risky situations, especially if they
may affect their health.

With reference to the recent health emergency, the devastating effects and numerous
deaths caused by COVID-19 contagion lead consumers to avoid going out and
frequenting crowded places. Jian et al. (2020) define the fear of COVID-19 as “a negative
emotional state that captures the anxiety and depression experienced due to an awareness
of the possible consequences of the COVID-19 pandemic.”

Specifically, with respect to the purchase of food, consumers perceived a high risk of
buying grocery or dining out and then, they were more likely to order food online
(Alexander and Karger, 2020). This evidence may be considered a self-protection
behaviour thus, confirming that an increased perception of risk — associated with a
perceived inability to cope with that risk — may elicit self-protective reactions
(Van Der Pligt, 1996).

The scientific literature showed that both cognitive and affective states interact in
determining conative response to a threat (Loewenstein et al., 2001; Finucane et al.,
2000; Slovic et al., 2004). However, to date, the focus has been mostly on cognitive
variables such as expectations intervening between stimulus and response (Finucane
et al., 2000). Moreover, despite the importance of risk perception in determining food
related choices, very few studies of risk have been applied to food-related services. The
aim of this study is to test a model in which utilitarian and hedonic attitudes predict
behavioural reactions with respect to OFD services, using theoretical advances related to
S-O-R framework (Mehrabian and Russell, 1974).

With respect to utilitarian attitude, it is relevant for those consumers who intend to
reach objectives with lower risks (Batra and Ahtola, 1991).

As already highlighted, it is believed that the spread of the COVID-19 pandemic — an
extraordinary and devastating event — has activated self-protective behaviours in order to
avoid contagion, such as, for example, social distancing, hands hygiene and places
disinfection. Especially during the contagion peak self-protection of one’s health also
impacted on purchasing processes of essential goods such as food. Specifically, the
danger associated with a possible COVID-19 contagion from buying grocery or eating
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out may influence consumers’ judgement about the benefits of using OFD, and thus,
utilitarian attitude toward OFD.

Bouarar et al. (2021) confirm that shoppers’ fear of COVID-19 affects their intention
to use OFD services.

Hence, the following hypothesis is formulated:

Hia Risk perception of COVID-19 positively influences utilitarian attitude toward OFD
services.

With respect to hedonic attitude, it focuses on a consumer’s emotional needs, taking
into consideration the affective gratification that an individual may obtain from
non-functional benefits related to a shopping experience. According to the hedonic
perspective, people shop because they love the process, which may not necessarily imply
the purchase of a product or service (Xu et al., 2012).

Wagner et al. (2017) empirically showed that, since it is done in a relaxed
environment, such as a consumer’s home, hedonism is very important for
internet-enabled TV shopping, being able to relate entertainment to purchase intentions.

According to Holbrook and Hirschman (1982), in searching for a particular product
or service, consumers also search for expected sensory stimulation, symbolism, or they
are appreciating the fun during the purchasing and usage processes. The hedonic
perspective can be considered as an extension which is able to enhance the application of
consumption theories, rather than an attempt to replace those theories. Hedonism may
also refer to aesthetic and experience-based enjoyment, coming from the whole buying
decision process (Mort and Rose, 2004).

Hedonism is the source of the emotional arousal, which constitutes one of the major
reasons for shopping and consumption (Escobar-Rodriguez and Carvajal-Trujillo, 2013;
Miranda, 2009).

It is believed that online services may also provide hedonic value to customers.
Since services are intangible, heterogeneous and inseparable from the service provider,
consumers will place a greater emphasis on pleasure and enjoyment obtained from online
experiences (Wu, 2009). However, with respect to the context under investigation, the
study hypothesises that affective gratification deriving from the use of an OFD platform
(excitement, enjoyment, delight) is not supposed to be influenced by risk perception
toward COVID-19 contagion. Hedonic attitude is associated with fun and playfulness
rather than functionality (Hirschman and Holbrook, 1982). The fear of COVID-19
contagion impacts in a quite exclusively way on the goal to maximise rewards and
minimise the potential damage coming from the external environment of the individual
(Wood and Scheer, 1996; Maio and Olson, 1995). Therefore, the feelings related to a
pleasant or agreeable buying are neutralised by utilitarian motivation called to identify
the most effective self-protection behaviour (Slovic et al., 2002). Thus, it is hypothesised
that:

Hi, Risk perception of COVID-19 does not influence hedonic attitude toward OFD
services.

During the peak phase of the pandemic of COVID-19 country-level measures caused
people to stay home. As a consequence, stay-at-home orders provoked huge reductions in
spending in sectors associated with mobility, such as retail stores and restaurants.
However, consumers sharply increased spending on food delivery services (Vinci, 2020).
The fear of contagion also linked to a lack of in-depth knowledge of COVID-19
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transmission ways may influence feelings toward food delivery services. The study
investigates the potential impact exerted by perceived risk of COVID-19 contagion on
attitudes toward OFD. As already mentioned, it has been assumed that the perceived risk
of being infected with coronavirus has pushed consumers toward online orders. The fear
of contagion combined with the mistrust of the respect of sanitary conditions on the part
of food operators might rise a sceptical orientation toward OFD. It must be considered
that during the COVID-19 many consumers found themselves using the service for the
first time. The low degree of service knowledge may bring out a feeling of fear that
negatively impacts on attitudes (Giisken et al., 2019). The more consumers perceive the
risk of contagion through the use of FD, the more negative the utilitarian attitudes toward
OFD services.
Therefore, it is hypothesised that:

H,. Risk perception toward OFD during COVID-19 emergency significantly decreases
utilitarian attitude toward OFD services.

With respect to hedonic attitude, the same considerations can be made as those already
highlighted with reference to risk perception of COVID-19. Since hedonic motivation is
associated with enjoyment and playfulness rather than functionality (Holbrook and
Hirschman, 1982), the affective gratification originating from the use of an OFD platform
is not supposed to be affected by risk perception toward OFD during COVID-19.

Hedonic motivation significantly influences the attitude and purchase intention,
which means that people with higher hedonic drive have a more positive view of OFD
services and are more likely to place an order. Should they believe that OFD services
may provide enjoyment and pleasure, users are more likely to have a positive attitude and
utilise them.

Thus, it is hypothesised that:

Hy, Risk perception toward OFD during COVID-19 emergency does not influence
hedonic attitude toward OFD services.

The second set of variables concerns the service evaluation in terms of perceived
usefulness and price-saving motivation. Perceived usefulness refers to the advantages that
may derive from using a service or a technological innovation (Davis, 1989). With
respect to OFD, usefulness may be evaluated in terms of the operator’s ability to offer a
high level of service (ease of use, quality of service, speed, variety of offers), and at the
same time, in terms of constant care in the choice of affiliated restaurants and quality of
food offered. Recent studies have also investigated the relationship between perceived
usefulness and attitudes toward OFD services, confirming a positive and significant
influence (Prabowo and Nugroho, 2018; Yeo et al., 2017). According to Roh and Park
(2018), usefulness positively influences the intention to use a FD app and Preetha and
Iswarya (2019) have shown that perceived usefulness significantly influences intention to
use food app. Lee et al. (2007) argue that perceived usefulness and perceived ease of use
affect attitude toward the use of mobile apps.

Customers’ usage intentions toward a huge set of technologies are significantly
influenced by the ease of use perceived by consumers according to previous research. For
example, Ramayah and Ignatius (2005) found that customers are more likely to accept
online shopping if mobile devices and web interfaces are easy to access.
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Further, Cho and Sagynov (2015) found that the effort required to use a system is a
critical predictor of its adoption and subsequent usefulness, and Ray et al. (2019) proved
that consumers are more likely to order food online if the use of the system is relatively
effortless.

However, most of the past studies are characterised by the use of a generic construct
of attitudes toward OFD services that, on closer inspection, is actually descriptive of the
cognitive components. Literature on consumption behaviour is unanimous in confirming
the existence of both utilitarian and hedonic dimension (Vergura et al., 2019; Batra and
Ahtola, 1991). Moreover, the literature focused on the analysis of consumer behaviour in
digital channels also comes to similar conclusions (Moon et al., 2017; Overby and Lee,
2006). Following this line of inquiry, the study aims at filling this gap by exploring
potential influences exerted by perceived usefulness on both utilitarian and hedonic
attitudes toward OFD services. Therefore, it is hypothesised that:

Hi  Perceived usefulness positively influences:
a utilitarian attitude

b hedonic attitude toward OFD services.

Convenience has proved to be an important driver of the consumer’s intention to shop
online (Chiang and Dholakia, 2003; Park and Kim, 2003). Its importance in explaining
consumer’s behaviour is also confirmed for the OFD sector (Jiang et al., 2013).

Convenience is the perceived time, value and effort required to facilitate the use
of OFD services. Consumers now are free to choose from a large ensemble of food
providers that can be found on the internet at any time and from anywhere. According to
Lau and Ng (2019), consumers will be more willing to regularly use OFD services based
on their convenience. Consumers are driven to shop online by a wide variety of items and
the ease of comparing prices across different online platforms.

Thanks to the huge amount of useful information available on the internet, online
buyers can purchase products at lower prices (Moshrefjavadi et al., 2012) and can benefit
from a high service quality (Doherty and Ellis-Chadwick, 2010). So far, past studies,
which have mainly focused on the utilitarian motivations that push the consumer to
purchase OFD services, have confirmed that the price-saving motivation is a determining
variable in modelling consumer’s attitudes — present and future — toward the service
(Dazmin and Ho, 2019).

Comparing prices among different online sellers has been made easier by the internet,
thus creating a big advantage for consumers to buy at a lower price, which in turn affects
their behavioural intention to shop online (Cho and Sagynov, 2015; Chiu et al., 2014).
Not having to pay for service charge imposed by the restaurants and getting free delivery
and discount coupons are further perks provided by OFD services. Furthermore,
consumers do not have to go to a physical store or restaurant, which allows them to spare
energy or effort. Thus, consumers online food ordering experience will make consumers
more and more satisfied and more willing to use these services in the future (Tan et al.,
2021).

Tan et al. (2021) confirm the following hypotheses: ‘Convenience motivation
positively influences consumers’ attitude towards OFD services’ and ‘Price-saving
orientation positively influences consumers’ attitude towards OFD services’.

Therefore, it is hypothesised that:

Hs  Price-saving positively influences:
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a utilitarian attitude

b hedonic attitude toward OFD services.

The utilitarian attitude refers to how useful or beneficial a good or service is. The
utilitarian aspect of consumer behaviour is directed toward satisfying a functional or
economic need (Babin et al., 1994). Hirschman and Holbrook (1982) define the consumer
who acts with utilitarian motivations as a problem solver. He considers the product as an
object through which maximising his economic utility (Childers et al., 2001). Utilitarian
online shoppers are interested in the functional aspects of the online shopping experience,
such as product quality, price and usability (Sorce et al., 2005). Kim (2005) proposes
two dimensions of utilitarian motivation: efficiency and achievement. The former is
related to the consumer needs to save time and resources; the latter refers to a shopping
attitude driven by a specific objective, in which being able to find the products identified
at the beginning of the shopping experience is crucial. The time saving factor increases
the value of services provided because it reduces the amount of time and energy
consumers expend (convenience) to purchase a product (Jeng, 2016).

Chang et al. (2005) reviewed 45 articles dealing with the use of online shopping,
finding that it is positively correlated with time saving functions and consumer’s time
consciousness.

Yeo et al. (2017) confirm the hypothesis that ‘There is a positive relationship between
time saving orientation and convenience motivation’ and ‘There is a positive relationship
between time saving orientation and post-usage usefulness’.

In the particular context of the OFD, the utilitarian attitude reflects consumers’
evaluation on how convenient and useful is to buy ready-made food, by comfortably
ordering it through digital touchpoints.

Furthermore, empirical evidence shows that consumers can be motivated not only by
cost savings but also by time savings (Dazmin and Ho, 2019).

Food delivery service has significantly developed due to factors that affect
consumers’ lifestyle, like traffic congestion and a full-time schedule, that make their life
very busy and with few spare times. With this service, people now can buy their meals in
a more easy, convenient and fast manner (Prabowo and Nugroho, 2018; Yeo et al., 2017,
Chai and Yat, 2019).

Time saving is one of the major contributory factors that influence behavioural
intention of people to purchase online (Kalil, 2014). Shopping online is considered time
saving because shoppers do not need to physically leave their current place to purchase
something. Based on the research from Sultan and Uddin (2011), time saving has a
positive effect on behaviour intention toward online shopping. Therefore, convenience
and comfort appear to be the most relevant motivational components investigated so far.

According to Prabowo and Nugroho (2018), from a consumer perspective, better
convenience motivation and economic value make the online shop preferable relative to
traditional shopping. Usefulness perception affects the attitude and behavioural intention
toward OFD’s app, whereas its usefulness is determined by external factors such as
time saving orientation. According to Chai and Yat (2019), time saving orientation
positively influences behavioural intention to use OFD services.

Due to the prevailing time saving orientation, Tan et al. (2021) highlight that, being
the quickest way to get food, OFD services are greatly appreciated by consumers, since,
for example, they allow higher-income consumers to make a better use of their time and
office workers to save time that can be used to complete other tasks. Time saving is the
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key reason for consumers to use technology-based self-service. When consumers can
spare time, their perception turns positive and consequently their attitude towards OFD
services becomes favourable (Lau and Ng, 2019; Yeo et al., 2017).

Tan et al. (2021) confirm the following hypothesis: ‘Time saving orientation
positively influences consumers’ attitude towards OFD services’.

Therefore, it is hypothesised that:

Hs Utilitarian attitude positively influences purchase intention toward OFD.

Prabowo and Nugroho (2018) argue that the user feels the hedonic motivation if his
attitude toward OFD services is positive. Hedonic online shoppers seek a moment of
gratification and escape and tend to look for specific and unique experiences based on
their ability to improve the pleasure and entertainment of this activity (Wolfinbarger and
Gilly, 2001; To et al., 2007). In the context of the OFD, the hedonic attitude refers to the
fact that the purchase through the OFD is pleasant or delightful (Lee and Yun, 2015).

A recent study conducted by Yeo et al. (2017) confirms the positive influence that
hedonistic motivation can exert on the post-use utility of the OFD platform. When users
perceive that the platform is able to offer a fun and pleasant experience, they will be more
likely to use it and purchase the service. According to Yeo et al. (2017), the intention to
use OFD services is positively associated with a positive attitude toward them, which is
more likely to occur with a better hedonic motivation. Consumer attitudes toward OFD
services and the probability to use them are higher when they believe that OFD services
provide fun and pleasure. Despite the growing recognition of the interpretative value of
hedonic attitudes with respect to purchasing patterns, studies in the field of online
services are still limited. The study aims to shed a light on such relationship in the
context of OFD services and hypothesises that the hedonic attitudes toward an OFD
platform may positively influence the intention to buy FD services. In light of this
reasoning, the following hypothesis is stated:

He Hedonic attitude positively influences purchase intention toward OFD.

5 Method

5.1 Data collection and procedure

To test the proposed model, an online survey was conducted on a sample of the UK and
the US residents during the period March—-May 2020. This choice is motivated by the
fact that the USA and the UK are among the best performing countries in terms of
platform-to-consumer revenue (Curry, 2021). Moreover, in both countries, COVID-19
has disrupted online retail to the point of recording double-digit growth in 2020, but also
since many consumers have turned to online shopping for the first time, for example, the
USA estimates are about 60% with 12.2% growth for new online shoppers 65 and older
(Statista, 2020a; Davis and Toney, 2020). Similar values are also recorded with reference
to the UK. Such performances have been also observed with respect to OFD services
(Big Hospitality, 2021; Statista, 2020b). Furthermore, the two countries — the USA and
the UK — have recorded a significant number of infections and deaths due to COVID-19,
and at the same time, have been the subject of criticism for the late — and not effective —
measures to contrast the peak of the pandemic.
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Table 1 Demographic characteristics of the respondents
USA (n = 315) UK (n=202)
Gender % %
Male 60.6 56.3
Female 39.4 43.7
Age group % %
18-24 8.8 34
25-34 42.8 37.4
35-44 21.6 21.7
45-54 13.7 44
55-64 9.4 2
65-74 34 0.5
>65 0.3 0
Education % %
Primary school 0.9 0
Middle school 0.9 0
High school 18.8 22.7
Undergraduate 46.9 32
Graduate 22.8 25.6
Postgraduate education 9.7 19.7
Employment % %
Student 2.8 25.6
Unemployed 44 6.9
Employee (private sector) 61.3 37.9
Employee (public sector) 18.4 14.3
Stay-at-home wife or husband 1.9 1.5
Self-employed 9.7 12.3
Retired 1.5 1.5
Yearly income % %
<10,000 4.1 232
$10,000-$25,000 13.4 29.6
$25,000-$40,000 24.1 28.6
$40,000-$60,000 27.5 11.8
$60,000-$80,000 153 3
> $80,000 15.6 39
5.2 Sample

Non-probabilistic convenience sampling method was employed. Respondents were
recruited through Amazon’s Mechanical Turk (MTurk) online platform. Amazon’s
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MTurk is a relatively new platform to conduct research based on an integrated participant
compensation system. MTurk online panels have been found to be comparable to other
methods of recruiting survey participants (Clifford et al., 2015). The platform made it
possible to exclude from the survey respondents living in smaller towns not covered by
OFD services (for example, towns with less than 50,000 inhabitants). Moreover,
respondents were immediately asked if they had ever used OFD services through a filter
question that allowed only those who responded positively to be involved in the survey.

The questionnaire was originally developed in British English. Then, an expert
translator — who was fluent both in British English and American English — has adapted
the British version to the American one. Further, two experts (an Italian academic who
was an expert in American culture, and a British academic lecturer) confirmed the
meaning of the two versions (British and American) and assessed the clarity, and above
all, the appropriateness of the questions. At the end of the fieldwork, 517 questionnaires
were judged valid (315 for the USA sample and 202 for the UK one) and coded for the
data analysis. The sample sizes were thus above the average sample size used in SEM
research (Hair et al., 2006). Table 1 show the demographic characteristics of the
respondents.

5.3 Measures

Model constructs were measured based on seven-point Likert scales adapted from the
well-established existing scales. We modified some words of scale items to better fit the
research context. The measurement indicators of risk perception of COVID-19 were
adapted from the scale of Zhang et al. (2019). The three-item scale used to measure risk
perception toward OFD during COVID-19 was adapted from the scale of Fielding et al.
(2005) and Sapp and Downing-Matibag (2009). Perceived usefulness and price-saving
orientation were measured by the scales of Yeo et al. (2017). Utilitarian attitude was
assessed by five items developed by Stefani et al. (2008). Hedonic attitude, instead, was
measured using three-item scale developed by Voss et al. (2003). Finally, purchase
intention was assessed with the three-item scale proposed by Yeo et al. (2017).

5.4  Analytical procedure

Cronbach’s alpha and confirmatory factor analysis (CFA) were performed to assess
construct validity and reliability of the measures. Covariance-based structural equation
modelling with maximum likelihood estimation was employed for the CFA and the
analysis of the conceptual model. The hypothesised relationships were tested
simultaneously for both samples (the USA and the UK). The fit statistics of the models
were assessed based on the following indices: the chi-square () value, the degrees of
freedom (d.f.), the comparative fit index (CFI), the non-normed fit index (NNFI), the root
mean square error of approximation (RMSEA), and the standardised root mean square
residual (SRMR). Data analysis was performed using LISREL software 8.80.

5.5 Common method bias evaluation

To minimise problematic levels of common method invariance (CMV), we applied both
ex-ante and ex-post procedures. First, an introductive message was used to assure
respondents of the anonymity of the survey (Chang et al., 2010). We further performed
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Harman’s (1967) single-factor test by including all construct items in an exploratory
factor analysis. The unrotated factor solution revealed that one factor explained 34% of
the variance (threshold value < 50%). Such a result indicates that the findings are not
affected by CMV.

6 Results

6.1 Preliminary data analysis

All constructs showed acceptable levels of composite reliability (CR) and average
variance extracted (AVE) surpassing the recommended threshold of 0.70 and 0.50,
respectively. At the same time, Cronbach’s alpha values are also above the benchmark
value of 0.70 (Steenkamp and Van Trijp, 1991; Fornell and Larcker, 1981). Then,
construct reliability and validity are achieved. Finally, discriminant validity was assessed
with the Fornell and Larcker (1981) criterion. For each latent variable, AVE was higher
than the squared correlation between all pairs of constructs, thus suggesting that all
measurements were clearly discriminated for both samples (see Table 3).

6.2 Test of the structural model

Results showed that the data strongly fit the structural model: the USA sample,
RMSEA = 0.07, CFI = 0.97, AGFI = 0.88, NFI = 0.97, NNFI = 0.97, SRMR = 0.09 and
the UK sample, RMSEA = 0.06, CFI = 0.97, AGFI = 0.88, NFI = 0.96, NNFI = 0.97,
SRMR = 0.09. The significant parameters estimates are illustrated in Table 4. The
analysis of the path coefficients and t-values showed that risk perception of COVID-19
positively influences utilitarian attitude (the USA, B = 0.365, p < 0.01 and the UK,
B =0.336, p <0.05) for both samples, thus completely supporting Hi,. Consumers with a
risk perception of COVID-19 contagion tend to have a high level of utilitarian attitude
toward OFD services. On the contrary, results highlight that risk perception toward OFD
during COVID-19 negatively influences utilitarian attitude in both samples (the USA,
B=-0.427, p <0.01 and the UK, B =-0.399, p < 0.01), thus supporting Ha,.

As expected, risk perception of COVID-19 and risk perception toward OFD during
COVID-19 does not significantly impact on hedonic attitude for OFD services.
Therefore, Hi, and Hy, were supported. According to Hs, the higher the post-usage
usefulness the better:

a the utilitarian attitude (the USA, B =0.401, p <0.01 and the UK, B = 0.234,
p <0.05)

b the hedonic attitude (the USA, B =0.221, p < 0.01 and the UK, f = 0.473, p < 0.01).

With respect to H4, results show that price-saving evaluation significantly impacts both
utilitarian (f = 0.221, p < 0.01) and hedonic attitude (B = 0.025, p < 0.05) for the
US sample. On the contrary, for the British sample price-saving evaluation positively
influences only utilitarian attitude (B = 0.128, p < 0.05). Finally, the intention to buy
OFD services increases with the increasing in the utilitarian attitude (the USA, B =0.097,
p <0.01 and the UK, B = 0.201, p < 0.01), and mostly, in the hedonic attitude (the USA,
B=0.910, p <0.01 and the UK, B =0.771, p < 0.01), thus supporting Hs and He.
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Results of the CFA

Table 2
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Table 3 Discriminant validity assessment
AVE USA/UK 1 2 3 4 5 6 7
1 RPCOV .60/.67 1.000
2 RPOFD .69/.62 .12/.03  1.000
3 PUU .69/.62 .017.00 .01/.19  1.000
4 PS .62/.65 .03/.01 .00/.01 .24/22 1.000
5 UA .62/.68 .00/.02 .11/.17 .33/.27 .06/.06 1.000
6 HA .69/.67 .01/.11 .04/.00 .43/.36 .26/.23 .28/.15 1.000
7 PI .65/.69 11700 .06/.09 .20/.31 .33/.24 .50/.52 .24/.12 1.000

Table 4 The hypothesised relationships, standardised coefficients and fit statistics

Hypothesised relationships USA UK
Hia RPCOV —> UA 0.365%** 0.336*
Hib RPCOV — HA n.s. n.s.
Hoa RPOFD —> UA —0.427*%* —0.399%*
Hab RPOFD — HA n.s. n.s.
Hsa PUU — UA 0.401** 0.234*
Hip PUU — HA 0.724** 0.473%*
Hua PS —> UA 0.221** 0.128%*
Hap PS — HA 0.025* n.s.
Hs UA —>PI 0.097* 0.201**
Hs HA —>PI 0.910** 0.771%*

Fit statistics

Overall: 2 =767.96 (d.f. 236, p < 0.001), y%/d.f. = 3.25, CFI = 0.98, AGFI = 0.88, NFI = 0.97,
NNFI = 0.97, RMSEA = 0.07 (p-value for test of close fit = 0.061)

USA: ¥2=612.298 (d.f. 236, p <0.001), y¥/d.f. = 2.59, CF1 = 0.98, AGFI = 0.88, NFI = 0.97,
NNFI = 0.98, RMSEA = 0.07 (p-value for test of close fit = 0.059)

UK: y2=475.333 (d.f. 236, p < 0.001), ¥¥/d.f. = 2.01, CFI = 0.97, AGFI = 0.87, NFI = 0.96,
NNFI = 0.97, RMSEA = 0.07 (p-value for test of close fit = 0.068)

Note: *p < 0.05 and **p < 0.01.

6.3 Moderation analysis

After testing relationships between model constructs, we further investigated the potential
moderating role of the country. The multigroup analysis was performed using a tiered
approach to compare chi-square of the two samples. Expressly, invariance tests were
performed to detect the baseline model against which to compare the theoretical model.
The first analysis was the configural invariance, which encompasses constraining model
specifications to be identical for the two countries but letting the parameters to be
uniquely estimated. The results of the configural test show that y?> and fit indices
are satisfactory, thus providing evidence of the configural invariance for the country
(x> = 1,054.047, d.f. = 464, p < 0.001, CFI = 0.97, RMSEA = 0.07). Metric invariance
was not supported as the y? difference test showed a significant deterioration in the fit of
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the constrained model. Therefore, comparisons between the structural paths (B and y)
were not performed. Consequently, even if they are characterised by a different culture,
the USA and the UK populations denote similar ways of employing OFD platforms.

7 Discussion

Our results have shown that risk perception of COVID-19 contagion positively influences
utilitarian attitude, and as expected, it is not significantly related to the affective internal
state of the individual (hedonic attitude). The fear provoked by the spread of coronavirus
pushes consumers to exalt the functional and effective qualities of OFD, but not the
emotional ones. We also investigated anticipated fear related to the use of OFD during
COVID-19 emergency. The risk of being infected using OFD services is able of
negatively influencing the utilitarian attitude. However, even in this case, the path
between risk perception toward OFD and hedonic attitude is not significant. Although it
may seem plausible that the spread of the pandemic is a threatening situation, where
people are often at the mercy of their own emotions, individuals’ defensive behaviours
may mainly depend on rational assessments (Zhang et al., 2019). Results also show that
post-usage usefulness determines the consumer’s positive utilitarian and hedonic attitude
toward OFD. The experience guaranteed to the customer during the interaction with the
platform is a critical component to be monitored. The more consumers are aware about
potential advantages that may result from the use of OFD, the more positive their
attitudes will be, which in turn lead to a greater purchase intention. Price-saving
evaluation is a further relevant antecedent capable of influencing cognitive attitudes in
both samples. The price is confirmed as a decisive evaluation element. Results confirm
that attitude can predict purchase intention. And such results are in line with the
attitude-behaviour theory (Ajzen, 1991; Ajzen and Fishbein, 2005) and past studies in the
context of FD (Yeo et al., 2017; Prabowo and Nugroho, 2018). However, the study
contributes to advancing the current knowledge by adopting a bidimensional approach to
attitudes.

8 Theoretical implications

Theoretically, the study may contribute to an advancement of the literature on consumer
behaviour in order to identify the motivational antecedents that can explain attitudes
toward OFD services following the COVID-19.

The study advances the understanding of online shopping behaviour by applying the
S-O-R model in the context of OFD services and by investigating the country of
residence as a moderating variable. First, the study supports previous research suggesting
that both utilitarian and hedonic attitudes may impact purchase intention of OFD services
(Gunden et al., 2020a, 2020b). Second, the study validates the relationship between price
savings orientation and the two typologies of browsing behaviours. Consumers searching
for price saving will increase their utilitarian quests, and price saving orientation will also
affect hedonic motivation (US sample).

Third, looking beyond theoretical approaches to the consumers’ perception of OFD
services, this is the first study to conceptualise and test — in a cross-national perspective —
how risk perception (towards COVID-19 and OFD) and service evaluation (perceived
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usefulness and price-saving) impact on attitudes (utilitarian and hedonic). Fourth, results
reveal that the contagion risk activates utilitarian attitudes and not hedonic ones with
respect to OFD services. The US and British users seem to confirm that the fear caused
by COVID-19 provokes an increase of utilitarian motivation behind the choice to use
OFD services. Moreover, the findings show that both utilitarian and hedonic attitudes
play a crucial role in motivating users to replicate the OFD buying experience.

9 Managerial implications

OFD has seen a significant increase in sales following the COVID-19 emergency and the
long lockdown period. The now widespread practice of ordering ready-to-eat food online
for home delivery is linked to both utilitarian and hedonistic motivations of those who
want to experience a playful, joyful moment and want to try new dishes.

Our study shows that perceived risk (risk perception of COVID-19 and risk
perception toward OFD during COVID-19 emergency) positively influences utilitarian
attitude toward OFD services, while it does not influence hedonic attitude toward OFD
services.

To address the influence that perceived risk has on utilitarian attitude, delivery
companies should invest more in interventions which reassure consumers. To this end, an
important role will be played by communication aimed at informing final customers of
the new procedures of the delivery phase including the end of the digital signature on the
smartphone and the deposit of the order at the entrance without having contact with the
rider. Moreover, interventions may include clear communications about all the actions
taken to ensure a safe service along the supply chain with reference to both employees
(i.e., personal protective equipment, such as gloves, masks and sanitising gel) and
partners (i.e., correct closing of packaging, safety distance when picking up the order at
the restaurant). Reassuring consumers requires more investments by delivery companies.
To this end, communication will play an important role at informing customers of
the new procedures of the delivery phase. Moreover, companies may use clear
communications about all the actions taken to ensure a safe service along the supply
chain, with regard to both employees, in terms for example of personal protective
equipment, and partners, like keeping a safety distance when picking up the order at the
restaurant.

The study also shows that service evaluation (perceived usefulness and price saving)
positively influences utilitarian attitude and hedonic attitude toward OFD services.
Hence, the need for OFD operators to build user friendly platforms in terms of the ease
with which pages can be navigated, the presence of a clear and uncomplicated layout, and
the reliability of the system. It is critical for companies to make sure their online platform
is easy to use because a bad design or complicated process will deter consumers from
continuing their online purchase.

In addition, ease of use should be coupled with flexible payment options, real-time
order tracking, the ability to earn loyalty points and effective customer service.

Thus, if the website is user friendly and able to quickly process their requests,
customers have the chance to complete a transaction in short time. This is beneficial not
only for them, but also for marketers. Discounts or promotions may attract price-sensitive



38 G. Mainolfi and S. D’Amico

consumers, who tend to choose the channel which provides them the best value for
money to execute their buying decision.

The amount of effort required to use a system will serve as a critical predictor of its
adoption and subsequent usefulness. In fact, on closer inspection, consumers are
motivated not only by time savings but also by cost savings.

Grocery retailers must continue to offer competitive pricing, such as offering
attractive discount coupons or free delivery services to influence consumers to return.

Finally, the results confirm that the hedonistic component, like the utilitarian
component, is an antecedent of purchase intention toward OFD. It follows that for
companies wishing to increase the use of OFD services, a critical component to be
monitored is certainly the experience guaranteed to the customer during interaction with
the platform. The desire to test a pleasant and enjoyable use of the OFD service by
customers must push operators to invest in technological innovation that, in addition to
guaranteeing overall improvements in performance (e.g., timing of the service), must
stimulate the consumer from a cognitive and emotional perspective. Taking into account
the proven value of hedonistic motivation, a possible strategy could be to borrow
gamification techniques, by activating real-time management of data obtained from
applications or other channels (e.g., chatbots) to be integrated with a game mechanic
oriented towards maximum involvement and active participation of users. The overall
perception of the user experience appears, therefore, to be the crucial element that can
create the fertile ground on which to build trust, satisfaction and loyalty.

From what emerges from the analysis, an in-depth understanding of the dimensions
that characterise the evaluation and decision-making process of users appears to be
extremely important for OFD operators, but also for restaurants. The latter, in fact, have
the possibility to fully exploiting the potential of their offer not only by increasing sales,
but also by having the opportunity to collect relevant data for their customers’
behavioural profiling, which allows them to improve the service through personalisation.

We argue that, in order to personalise the offer from a customer centric perspective,
OFD marketing managers should invest in digital analytics, because studying both
quantitatively and qualitatively users’ interaction with websites, apps and other digital
touchpoints, would allow them to access all the information needed to effectively set
digital marketing investments.

10 Limitations and further research directions

This study has some limitations, some of which provides indications for further research.

First, the data were gathered using convenience samples that may not be
representative of the general population of the USA and the UK, thus restricting the
generalisation of the results.

Moreover, this study examines two advanced and Anglo-Saxon countries. Since
moral norms may be affected by cultural values, cross-cultural differences may also limit
the generalisation of results. Hence, future research might focus on the cultural variations
potentially affecting the links between stimuli (risk perception and service evaluation)
and attitudes (cognitive and hedonic), and their influence on purchase intentions. Second,
we examined only the behaviour intention. In view of this limitation, further research
may be addressed toward the assessment of real purchasing behaviours.
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Finally, the conceptual model does not include the level of consumers’ familiarity and
involvement with digital channels. Thus, a further study could investigate the moderating
role of personal innovativeness in the relationship between perceived service quality and
attitudes toward OFD services.
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