




ADVISORY BOARD MEMBER 
PROFESSOR DR. ROSHIMA HAJI. SAID 

ASSOCIATE PROFESSOR TS. DR. AZHARI MD HASHIM 

CHIEF EDITOR 
DR. JUNAIDA ISMAIL 

MANAGING EDITOR 
MOHD NAZIR RABUN 

COPY EDITOR 
SYAHRINI SHAWALLUDIN 

EDITORIAL TEAM 
AISHAH MUSA 

ETTY HARNIZA HARUN 
INTAN SYAHRIZA AZIZAN 

EDITORIAL TECHNICAL TEAM (MYCITE ADMINISTRATOR) 
KHAIRUL WANIS AHMAD 
NOOR AZLIN ABDULLAH 

MAZURIAH AHMAD 

EDITORIAL BOARD 

PROFESSOR DR. DIANA KOPEVA 
UNIVERSITY OF NATIONAL AND WORLD ECONOMY, SOFIA, BULGARIA 

PROFESSOR DR. KIYMET TUNCA CALIYURT 
FACULTY OF ACCOUNTANCY, TRAKYA UNIVERSITY, EDIRNE, TURKEY

 
PROFESSOR DR. M. NAUMAN FAROOQI 

FACULTY OF BUSINESS & SOCIAL SCIENCES, MOUNT ALLISON UNIVERSITY, 
NEW BRUNSWICK, CANADA 

PROFESSOR DR. SIVAMURUGAN PANDIAN 
SCHOOL OF SOCIAL SCIENCE, UNIVERSITI SAINS MALAYSIA, PULAU PINANG 

DR. IRA PATRIANI 
FISIP, UNIVERSITAS TANJUNGPURA UNTAN, INDONESIA 

DR. RIZAL ZAMANI IDRIS 
FACULTY OF SOCIAL SCIENCE & HUMANITIES, 

UNIVERSITI MALAYSIA SABAH (UMS), SABAH 



DR. SIMON JACKSON 
FACULTY OF HEALTH, ARTS AND DESIGN, 

SWINBURNE UNIVERSITY OF TECHNOLOGY MELBOURNE, AUST 

DR. AZYYATI ANUAR 
FACULTY OF BUSINESS MANAGEMENT,

UNIVERSITI TEKNOLOGI MARA (UiTM)KEDAH BRANCH, MALAYSIA 

DR. FARYNA MOHD KHALIS 
COLLEGE OF CREATIVE ARTS,

UNIVERSITI TEKNOLOGI MARA (UiTM)KEDAH BRANCH, MALAYSIA

DR IDA NORMAYA MOHD NASIR 
FACULTY COMPUTER SCIENCE AND MATHEMATICS, 

UNIVERSITI TEKNOLOGI MARA (UiTM)KEDAH BRANCH, MALAYSIA 

DR MOHD FAIZAL JAMALUDIN  
FACULTY OF ACCOUNTANCY,

UNIVERSITI TEKNOLOGI MARA (UiTM)KEDAH BRANCH, MALAYSIA

DR. MUHAMAD KHAIRUL ANUAR ZULKEPLI 
ACADEMY OF LANGUAGE STUDIES,

UNIVERSITI TEKNOLOGI MARA (UiTM)KEDAH BRANCH, MALAYSIA

DR NOR ARDIYANTI AHMAD
FACULTY OF ADMINISTRATIVE SCIENCES & POLICY STUDIES, 

UNIVERSITI TEKNOLOGI MARA (UiTM)KEDAH BRANCH, MALAYSIA

CONTENT EDITOR
 

PROF MADYA DR NOOR ZAHIRAH MOHD SIDEK, 
UNIVERSITI TEKNOLOGI MARA (UiTM)KEDAH BRANCH, MALAYSIA

 
PROF MADYA DR NUR HISHAM IBRAHIM, 

UNIVERSITI TEKNOLOGI MARA (UiTM)PERAK BRANCH, MALAYSIA

PROF MADYA TS DR AZHARI BIN MD HASHIM, 
UNIVERSITI TEKNOLOGI MARA (UiTM)KEDAH BRANCH, MALAYSIA

DR AZFAHANEE ZAKARIA, 
UNIVERSITI TEKNOLOGI MARA (UITM)KEDAH BRANCH, MALAYSIA 

DR AZYYATI ANUAR, 
UNIVERSITI TEKNOLOGI MARA (UITM)KEDAH BRANCH, MALAYSIA 

DR. FARYNA MOHD KHALIS, 
UNIVERSITI TEKNOLOGI MARA (UITM)KEDAH BRANCH, MALAYSIA 



DR IDA NORMAYA MOHD NASIR, 
UNIVERSITI TEKNOLOGI MARA (UiTM)KEDAH BRANCH, MALAYSIA

DR JAZIMIN ZAKARIA, 
UNIVERSITI TEKNOLOGI MARA (UITM)KEDAH BRANCH, MALAYSIA

DR LAW KUAN KHENG, 
UNIVERSITI TEKNOLOGI MARA (UiTM)KEDAH BRANCH, MALAYSIA

DR SAKINATUL RAADIYAH ABDULLAH, 
UNIVERSITI TEKNOLOGI MARA (UITM)KEDAH BRANCH, MALAYSIA 

DR MOHD RAMLAN MOHD ARSHAD, 
UITM SEREMBAN 3, MALAYSIA

DR MOHD ZOOL HILMIE MOHAMED SAWAL, 
UNIVERSITI TEKNOLOGI MARA (UITM)KEDAH BRANCH, MALAYSIA 

DR NAZNI NOORDIN, 
UNIVERSITI TEKNOLOGI MARA (UITM)KEDAH BRANCH, MALAYSIA 

DR NOR ARDYANTI BINTI AHMAD, 
UNIVERSITI TEKNOLOGI MARA (UITM)KEDAH BRANCH, MALAYSIA 

DR NUR SYAZWANIE BINTI MANSOR, 
UNIVERSITI TEKNOLOGI MARA (UITM)KEDAH BRANCH, MALAYSIA 

DR ROSHIDAH SAFEEI, 
UNIVERSITI TEKNOLOGI MARA (UITM)KEDAH BRANCH, MALAYSIA 

DR. UNGKU KHAIRUNNIS, 
UNIVERSITI TEKNOLOGI MALAYSIA, JOHOR, MALAYSIA

LANGUAGE REVIEWER 

ANNUR INITIATIVE RESOURCES PROOFREAD SERVICES SDN BHD

AZLAN ABD RAHMAN, 
ACADEMY OF LANGUAGE STUDIES,

UNIVERSITI TEKNOLOGI MARA (UITM) KEDAH BRANCH, MALAYSIA

DR JUWAIRIAH OSMAN, 
CENTER OF LANGUAGE STUDIES, UNIVERSITI MALAYA , MALAYSIA

DR NUR SYAZWANIE BINTI MANSOR, 
ACADEMY OF LANGUAGE STUDIES,

UNIVERSITI TEKNOLOGI MARA (UITM)KEDAH BRANCH, MALAYSIA



DR ZARLINA MOHD ZAMARI, 
ACADEMY OF LANGUAGE STUDIES,

UNIVERSITI TEKNOLOGI MARA (UITM)PERAK BRANCH, MALAYSIA

MOHD ZAKI RAMLI, 
PROOFREADER UNITED, MALAYSIA

MUHAMMAD AIMAN ABDUL HALIM, 
ACADEMY OF LANGUAGE STUDIES,

UNIVERSITI TEKNOLOGI MARA (UITM) PENANG BRANCH, MALAYSIA

MUHAMMAD IKHMAL BIN MOHD JAMIL, 
ACADEMY OF LANGUAGE STUDIES,

UNIVERSITI TEKNOLOGI MARA (UITM) SAMARAHAN 2 BRANCH, MALAYSIA

MUHAMMAD NASIRUDDIN AZIZ, 
ACADEMY OF LANGUAGE STUDIES,

UNIVERSITI TEKNOLOGI MARA (UITM) SHAH ALAM, MALAYSIA

MATHSPROOFREAD SDN BHD

NIK FATEEN SYAHIRAH NIK MOHD ZAKI, 
ACADEMY OF LANGUAGE STUDIES,

UNIVERSITI TEKNOLOGI MARA (UITM)  TERENGGANU BRANCH, MALAYSIA

NORLIZAWATI MD TAHIR, 
ACADEMY OF LANGUAGE STUDIES,

UNIVERSITI TEKNOLOGI MARA (UITM) KEDAH BRANCH, MALAYSIA

SHILA WALI ENTERPRISE PROOFREAD SDN BHD, NEGERI SEMBILAN

DR. UNGKU KHAIRUNNIS, 
CENTER OF LANGUAGE STUDIES, 

UNIVERSITI TEKNOLOGI MALAYSIA, JOHOR, MALAYSIA

YANG SALEHA ABD GHANI, 
ACADEMY OF LANGUAGE STUDIES,

UNIVERSITI TEKNOLOGI MARA (UITM) PERLIS BRANCH, MALAYSIA



e-ISSN: 2682-7840

Copyright © 2024 by the Universiti Teknologi MARA Press

All rights reserved. No part of this publication may be reproduced, stored in a retrieval system, or 
transmitted in any form or any means, electronic, mechanical, photocopying, recording or 

otherwise, without prior permission, in writing, from the publisher. 

© Voice of Academia is jointly published by the Universiti Teknologi MARA Caawangan Kedah, 
Malaysia and Penerbit UiTM (UiTM Press), Universiti Teknologi MARA Malaysia, 

Shah Alam, Selangor. 

The views, opinions and technical recommendations expressed by the contributors and authors 
are entirely their own and do not necessarily reflect the views of the editors, the Faculty 

or the University.



TABLE 
CONTENTSof

UNDERSTANDING KNOWLEDGE TRANSFER BEHAVIOR IN MALAYSIAN
ORGANIZATIONS
Hairulniza Abd. Rahman1 & Kardina Kamaruddin2

PRIVATE CLINIC: IDENTITY AND IMAGE IN DESIGN TO SUPPORT RURAL
COMMUNITIES AT SUNGAI LIMAU, YAN, KEDAH
Normaziana binti Hassan1*, Zaidi Yusoff2, Shuhaila Md Shahid3, Muhammad Amin Juhari4 

& Muhammad Amer Shafie5

COMMUNITY-BASED REHABILITATION SERVICE EXPERIENCE, SATISFACTION
AND BEHAVIOURAL INTENTIONS: THE PARENT’S PERSPECTIVE
Nur Balqis Shufian1, Boo Ho Voon2* & Johari Abdullah3

EXPLORING THE DIMENSIONS OF SCHOOL BULLYING: PERCEPTIONS, GENDER 
DIFFERENCES, AND LEARNING IMPACTS AMONG SECONDARY SCHOOL STUDENTS
Nurul Amira Yusaini1, Nor Hafizah A Hamid2* & Zarith Sofiah Othman3

IMPACT OF SOCIAL MEDIA TECHNOLOGY ON EFFICIENCY IN THE FOOD AND 
BEVERAGE MICROENTREPRENEURSHIP SECTOR
Mohamad Azli bin Razali1, Khairul Hidayat bin Rezo2*, Asmadi Mohammed Ghazali3, 
Hafizah binti Besar Sa’aid4 & Azyyati binti Anuar5

UNCOVERING THE SYNTAX OF NEWSPAPER EDITORIALS: A COLLECTIVE
CASE STUDY OF THE STAR, THE STRAITS TIMES, THE SUN, AND THE WALL
STREET JOURNAL
Muhammad Nasiruddin Aziz1* & Chai Moo Hung2

CULTURALLY SENSITIVE DESIGN: TRANSFORMING MEDIKLINIK AL WALEED
INTO A COMMUNITY- CENTRIC HEALTHCARE HEAVEN IN SUNGAI LIMAU,
YAN, KEDAH
Normaziana binti Hassan1*, Zaidi Yusoff2, Shuhaila Md Shahid3, Muhammad Amin Juhari4 

& Muhammad Amer Shafie5

INNOVATIVE DESIGN OF DUN HUANG CAISSON LOTUS PATTERN IN SUI DYNASTY
Kang Sujuan1, Mohd Nasiruddin Abdul Aziz2*, Nur Hisham Ibrahim3, Wang Yingli 4

THE CHALLENGES FACED BY VETERAN TEACHERS DURING OPEN AND DISTANCE 
LEARNING
Siti Illia Maisarah Johari1 , Saufianim Jana Aksah2*, Nor Aziyatul Izni3 Nooraini Zainuddin4 

& M. N. Mohammed5

UNRAVELLING THE NEXUS: A CONCEPTUAL EXPLORATION OF THE INTERPLAY 
BETWEEN SELF-CONGRUITY, SATISFACTION, AND BRAND LOYALTY IN URBAN 
COFFEE SHOPS
Nur Adriana Yusli1*, Muhammad Safuan Abdul Latip2 & Ahmad Esa Abdul Rahman3

DOES AUDIT QUALITY MODERATE THE RELATIONSHIP BETWEEN CORPORATE
RISK-TAKING AND FIRM PERFORMANCE?
Chia Chia Yong1 & Mohd Ashari Bakri2*

POST COVID-19 ENGLISH LANGUAGE TEACHING: AN INDONESIA AND MALAYSIA 
EXPERIENCE
Yuyun Yulia 1*, Annisa Cahya Insani2, Shafinah Md Salle3 & Ima Widyastut4

DOES BOARD SIZE MODERATE THE RELATIONSHIP BETWEEN SUSTAINABILITY
REPORTING AND FIRM PERFORMANCE?
Jocelyn Mok Pau Chee1*, Mohd Ashari Bakri2

1 -13

14 -36

37 - 55

56 - 69

70 - 91

92 - 109

110 - 124

125 - 138

139 - 158

159 - 177

178 - 191

192 - 207

208 - 221



BIBLIOMETRIC ANALYSIS OF CONFIDENCE INTERVAL METHODS FOR MEAN
ESTIMATION IN STATISTICAL RESEARCH
Siti Fairus Mokhtar1*, Zahayu Md Yusof2, Hasimah Sapiri3

CULTIVATING USAGE AND WORD-OF-MOUTH IN FOOD DELIVERY
APPLICATIONS: A CONCEPTUAL STUDY
Nurul Syahirah Idris1*, Muhammad Safuan Abdul Latip2 & Noradzhar Baba3

SYSTEMATIC REVIEW OF MANDARIN PRONUNCIATION LEARNING
STRATEGIES
Ting Hie Ling 1*, Ye Jun 2 & Lam Kai Chee 3

STOCK MARKET AND EXCHANGE RATE: THE GREAT BALANCING ACT :
A BIBLIOMETRIC ANALYSIS
Bee-Hoong Tay1*

APPLICATION OF THEORY OF PLANNED BEHAVIOUR ON THE SUSTAINABLE
ENTREPRENEURSHIP INTENTION AMONG YOUTH IN IPOH, PERAK
Nor Hanizatul Azna Noor Azam1, Mohd Nazir Rabun2* & Nur Umaimah
Ikhsan3

TINJAUAN LITERATUR PEMBELAJARAN KOSA KATA ARAB MENERUSI
APLIKASI CANVA
Muhamad Khairul Anuar Zulkepli1* , Mohd Zulkhairi Abd Hamid2 , Burhanuddin Wahab3 , 
Ahmad Fauzi Yahaya4 , Nur Syafizan Mohd Sufter5 & Mohd Fairuz Othman6

REVOLUTION OF MOBILE BANKING APPLICATIONS TOWARDS BANKING
CUSTOMERS IN NORTHERN REGION, MALAYSIA
Nur Alia Syahirah Zahari 1 , Nurul Labanihuda Abdull Rahman 2 * & Hasyeilla Abdul Mutalib 3

THE RELATIONSHIP BETWEEN CORPORATE SOCIAL RESPONSIBILITY 
DISCLOSURE OF INVESTORS AND THE FINANCIAL PERFORMANCE OF 
SHARIAH PUBLIC LISTED COMPANIES IN MALAYSIA, BEFORE, DURING, 
AND AFTER COVID-19: A CONCEPTUAL PAPER
Dayangku Ruhayah Awang Bolhan, Corina Joseph1 & Siow Hoo Leong

SOLVING THE CONUNDRUM OF DOMESTIC WASTE:
THE ENABLERS OF WASTE COOKING OIL RECYCLING INTENTION
Muhamad Aiman Mazlan1 , Muhammad Alif Haiqal Asmizar2 , Ilhamd Sazali 3 

& Nurul Hidayana Mohd Noor4*

SOCIAL MEDIA USE TOWARD ACADEMIC PERFORMANCE OF DIPLOMA IN
INFORMATION MANAGEMENT STUDENTS OF UNIVERSITI TEKNOLOGI MARA
(UiTM)
Sharifah Nur Suzyanie Syed Huzaili1, Asmadi Mohammed Ghazali2* & Abd Latif Abdul Rahman3

222 - 243

244 - 267

268 - 281

282 - 301

302 - 313

314 - 329

330 - 343

344 - 362

363 - 379

380 - 390





 

 

 
 Voice of  

Academia 
 

e-ISSN: 2682-7840 
Voice of Academia Vol.20 Issue (2) 2024 

 
 

CULTIVATING USAGE AND WORD-OF-MOUTH IN FOOD DELIVERY 
APPLICATIONS: A CONCEPTUAL STUDY 

 
Nurul Syahirah Idris1*, Muhammad Safuan Abdul Latip2 & Noradzhar 

Baba3 
 

1,3 Faculty of Hotel and Tourism, 
 Universiti Teknologi MARA Cawangan Selangor, Kampus Puncak Alam 

 
2Faculty of Hotel and Tourism,  

Universiti Teknologi MARA Cawangan Terengganu, Kampus Dungun 
 
 

A R T I C L E  I N F O   A B S T R A C T  

Article history: 
 
Received Dec 2023 
Accepted May 2024 
Published June 2024 

 Food delivery applications (FDAs) have surged in popularity 
in recent years, gaining widespread acceptance among 
consumers in both developed and developing countries. The 
appeal of these applications stems from their user-friendly 
interfaces and efficient food delivery services to people's 
homes. FDAs have also offered restaurants a unique 
opportunity to boost revenue without expanding seating 
capacity. The food sector transformed as busy consumers 
increasingly use FDAs due to hectic schedules, impacting 
dining and cooking habits. Despite the escalating popularity 
of FDAs, a need remains to comprehend the drivers of their 
usage and electronic word-of-mouth across various age 
groups and generations. Hence, this study seeks to conduct 
an in-depth literature review to explore the potential factors 
influencing FDA usage and eWOM. The Technology 
Acceptance Model (TAM) is utilised as a guiding framework 
to underpin the rationale behind potential predictors, 
providing insights to practitioners and academics in the food 
delivery industry, thereby enhancing urban landscape 
planning and management efficiency. Additionally, the 
study aims to conceptually investigate potential connections 
between FDA users and demographic characteristics, 
uncovering potential differences. The study's findings are 
intended to offer valuable insights to practitioners and 
researchers within the food delivery sector, fostering a 
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deeper understanding of the drivers behind food delivery 
app adoption and eWOM, with a clear focus on 
demographic distinctions. 
 

©2024 UiTM Kedah. All rights reserved. 

 

1. Introduction 

 

Food delivery applications have emerged as a transformative innovation that not only 
bridged the gap between customers and nearby restaurants, but also revolutionised the 
landscape of the sharing economy. By doing so, they ushered in fresh avenues for business 
growth and employment opportunities. Leveraging the platform of the sharing economy, these 
applications capitalised on a powerful paradigm shift. Notably, the proliferation of food delivery 
applications in Malaysia has played a pivotal role in shaping the evolution of food delivery 
services within the nation. Projections by Acumen Research and Consulting (2019) point to a 
staggering trajectory, estimating that the meal delivery market in Malaysia is poised to burgeon 
to approximately 319.1 million US dollars by 2026. 
 
In the contemporary urban lifestyle, the convenience underpinning food delivery services has 
assumed a central role as underscored by (Belanche et al., 2020). Over the past decade, the 
global ascent of food delivery applications has been a notable phenomenon, spanning diverse 
corners of the world. This meteoric rise owes its momentum to the seamless ease these services 
offer, complemented by the ubiquity of smartphones and mobile applications among consumers 
as highlighted by Wen et al. (2022). In the midst of this smartphone prevalence, Roh and Park 
(2019) underscore how food delivery apps such as Foodpanda, DeliverEat, and GrabFood have 
adeptly bridged the gap between consumers and a diverse array of local dining options. 
 
In Malaysia's vibrant food delivery landscape, companies such as Foodpanda, Dahmakan, 
DeliverEat, and GrabFood stand out among the multitude of players as indicated by Similarweb 
(2019). Pitchay et al. (2022) posit that these dynamics are substantially influenced by factors like 
escalating per capita income and a heightened public consciousness. Although Malaysia's 
smartphone penetration may not match that of China, the nation remains ardently committed to 
embracing mobile commerce. 
 
Lee et al. (2019) underscore consumers' growing penchant for time-saving solutions as a pivotal 
impetus driving the escalating popularity of online food delivery services. Moreover, Cho et al. 
(2019) unearth that the contemporary quest for optimising time and streamlining daily routines is 
steering individuals towards innovative solutions, with food delivery apps emerging as a 
convenient remedy that alleviates the complexities of cooking or dining out. In a world 
perpetually immersed in bustling schedules, the ability to effortlessly order food online and have it 
promptly delivered to one's doorstep confers substantial convenience. 
 
The advent of the COVID-19 pandemic, heralding unprecedented disruptions across the 
foodservice sector and instigating novel trends aimed at promoting social distancing in food 
consumption (Kim et al., 2021a), has further bolstered the surging popularity of online food 
delivery services. The pandemic compelled numerous restaurants to recalibrate their operations, 
pivoting towards contactless and online food delivery systems to sustain competitiveness and 
viability in the market landscape. Consequently, the pandemic-induced shift has led to a 
meteoric rise in the adoption of online food delivery systems by both foodservice providers and 
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consumers alike as illuminated by Statista (2022). According to Ray et al. (2019), food delivery 
applications can be divided into two categories based on their operational model. The first 
category consists of applications operated by the restaurants themselves, including KFC, 
Domino's, and Pizza Hut. The second category consists of a variety of third-party intermediary 
platforms, such as Foodpanda and GrabFood, that connect consumers with a variety of nearby 
restaurants. Roh and Park (2019) note that the second type of app has become more prevalent 
and extensively adopted because of its capacity to provide users with a greater variety of 
restaurant options and greater convenience. 
 
In conjunction with the COVID-19 pandemic, the demand for food delivery applications has 
been fuelled by consumers' desire for convenience and safety (Roh & Park, 2019; Ray et al., 2019; 
Kim et al., 2021a). As a result, the foodservice industry has had to adapt to accommodate these 
changing consumer preferences, causing many restaurants to rely on these platforms to reach 
their customers. Moreover, it is essential to emphasise the significant impact of digital 
transformation on the food industry (Brem et al., 2021; Zeng et al., 2017; Troise et al., 2022; Rondi et 
al., 2020). The incorporation of technology has resulted in significant alterations and innovations 
that impact the entire food supply chain, including production, logistics, and service delivery. 
 
In the 21st century, the food and beverage industry's reliance on technology has reached a 
critical point, with the acceptance and utilisation of food delivery applications and other digital 
tools now crucial to the survival of many businesses. In a swiftly evolving industry, businesses run 
the risk of becoming irrelevant if they do not adopt and implement these technologies. As a 
result, it is crucial to comprehend the moderating factors that influence the adoption and use of 
these digital tools as they are becoming increasingly important to the organisational viability of 
food businesses (Cameron, 2006). This study employs the Technology Acceptance Model (TAM), 
a theoretical framework that evaluates the value of technology from the customers’ perspective 
to identify the primary characteristics of utility and usability (Davis, 1989; Teo, 2010; Kang & 
Namkung, 2019). In doing so, the study aims to shed light on the significance of technology in the 
food industry and how it can be better integrated to satisfy customers' evolving needs and 
expectations. 
 
According to Statista (2022), the adoption of food delivery applications (FDAs) has grown 
significantly, with 24% of Malaysians using them at least once a week and 8 percent using them 
at least once a month. In 2019, 90.1% of Malaysian individuals and households had internet 
connectivity, while 97.1% used social media (Department of Statistics Malaysia, 2020). This 
transition towards a digital lifestyle has fuelled the creation of FDAs which are answering the 
restaurant industry's increasing need for off-premises orders (Rivera, 2019). The increase in FDA 
demand can be linked to a variety of factors, including hectic work schedules and a preference 
for quick and convenient food delivery, especially among the tech-savvy younger population 
(Ray et al., 2019; Kaur et al., 2021; Statista, 2020, as cited in Tandon et al., 2021). Furthermore, the 
ability to provide delivery without the need for additional seating allows restaurants and bars to 
expand their customer base (Xu & Huang, 2019, as cited in Tandon et al., 2021). Consumers are 
looking for more meal delivery options as takeaway and delivery orders increase. Restaurants 
can attract clients who may not have visited their physical sites by offering delivery services. This is 
especially useful for restaurants with limited or no seating. Restaurants can minimise costs and 
focus on improving their delivery offerings by eliminating the cost of additional seating. 
 
As the competition among food delivery apps in Malaysia increases, electronic word-of-mouth 
(eWOM) has emerged as a crucial marketing instrument for these services. In recent years, the 
market share of food delivery applications (FDAs) has increased significantly, particularly among 
tech-savvy millennials who are proficient in smartphone usage and mobile app navigation (Saad, 
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2020). Puccinelli et al. (2009), as cited in Song et al. (2021), note that when selecting a food 
delivery app, consumers tend to place more weight on the recommendations and opinions of 
their peers. Reviews and feedback left by previous customers on the app or on social media 
platforms have a substantial impact on potential consumers' purchasing decisions. Therefore, 
marketers must comprehend the consumption patterns of their target audience and effectively 
communicate messages via eWOM to differentiate their services from those of competitors and 
attract new customers. By leveraging the power of eWOM, food delivery app developers can 
increase brand awareness, attract new consumers, and ultimately increase sales. 
 
Moreover, according to a survey conducted by Statista (2023), 34% of Malaysian respondents 
indicated that they ordered food via third-party food delivery applications in the fourth quarter of 
2022. This is an increase from 30% in the preceding quarter. This upward trend in the use of third-
party food delivery apps in Malaysia highlights the importance of eWOM for differentiating and 
attracting new consumers in a market that is becoming increasingly competitive. In addition, 
Lock’s 2020 report on Statista has found that approximately 87.61% of Malaysia's population owns 
a smartphone, with this percentage expected to increase in the future years. 
 
The increase in the prevalence of food delivery applications (FDAs) can be attributed to changes 
in consumer behaviour brought about by the COVID-19 pandemic, especially among younger 
individuals and food culture enthusiasts (Itani & Hollebeek, 2021; Marinković & Lazarević, 2021). 
This shift in behaviour is the result of a heightened emphasis on contactless services as a means of 
personal security (Zhao & Bachao, 2020; Bae & Chang, 2021; Shim et al., 2021). In addition, the 
food and beverage industry has encountered significant difficulties due to economic downturns, 
with many restaurants experiencing lengthy closures due to lockdown regulations (Kumar & Shah, 
2021). The convenience of having meals delivered directly to one's front door has also 
contributed substantially to the increase in the popularity of FDAs (Naeem, 2021; Roggeveen & 
Sethuraman, 2020). 
 
Considering the preceding discussions, despite the substantial surge in the prominence of FDAs as 
a noteworthy economic contributor to the nation, the landscape remains somewhat uncharted 
when it comes to exploring fresh dimensions of consumer decision behaviour. This unexplored 
area serves as the impetus for this study. The core of this study resides in delving deep into the 
existing literature concerning FDA usage and eWOM. This endeavour seeks to uncover potential 
predictors that could exert an influence on the adoption of FDAs and the proliferation of eWOM. 
Furthermore, the study elucidates the foundation established by previous research endeavours 
concerning FDA usage and eWOM, using them as the underpinning reasoning upon which to 
construct a new avenue of research related to FDAs. In addition to its foundational objectives, 
the study also aspires to highlight potential differences in demographic characteristics among 
consumers, which could potentially yield an impact on FDA usage and eWOM. This multifaceted 
exploration delves into the nuanced interplay between consumers' backgrounds and their 
engagement with FDAs and eWOM. By addressing these objectives, this study seeks to paint a 
comprehensive picture of the dynamics underlying FDA usage and eWOM, contributing to both 
the theoretical understanding of consumer behaviour and the practical insights beneficial to 
stakeholders within the food delivery landscape. On the academic front, this research aspires to 
expand the existing body of knowledge by delving into an underexplored aspect of consumer 
behaviour—specifically, the dynamics surrounding the use of food delivery applications (FDAs) 
and the subsequent electronic word-of-mouth (eWOM) dissemination, particularly among 
different age groups. 
 
By investigating the factors that influence the adoption of FDAs and the subsequent sharing of 
experiences online, this study contributes to a deeper understanding of consumer decision-



 Voice of Academia Vol. 20, Issue (2) 2024 

248 | P a g e  

 

making processes in the digital era. The focus on demographic variables brings an additional 
layer of insight, shedding light on how different age groups perceive, utilise, and discuss FDAs. This 
exploration aligns with the evolving landscape of the food industry, where digital platforms are 
increasingly integral to consumers' interactions with foodservices. Furthermore, this study extends 
the application of the Technology Acceptance Model (TAM) to the realm of food delivery apps 
and consumer behaviour. This extension not only enriches the theoretical foundation, but also 
provides a practical lens through which researchers, practitioners, and industry stakeholders can 
comprehend the nuances of consumer behaviour in the context of FDAs. In essence, this study 
contributes academically by augmenting our understanding of consumer behaviour within the 
evolving digital landscape while offering practical implications that can shape the strategies of 
food industry businesses striving to meet the multifaceted needs and preferences of their 
customers across different age groups. 
 
From a practical standpoint, the findings of this study hold considerable relevance for businesses 
operating within the food industry, particularly those engaged in food delivery services. The 
insights into the factors driving FDA usage and eWOM behaviour across generational cohorts can 
guide companies in tailoring their marketing strategies, service offerings, and user experiences to 
effectively engage with diverse consumer groups. Businesses can leverage these insights to 
optimise their online delivery services, enhance customer satisfaction, and foster stronger brand 
loyalty. 
 

2. Literature Review 

Food Delivery Applications 
 

Li et al. (2020) defines food delivery applications as platforms that allow consumers to 
order meals online and have them delivered to their doorsteps. Ray et al. (2019) classifies food 
delivery apps into two distinct categories, each with a specific operating structure. The first 
category consists of restaurant chains with their own mobile apps, such as KFC, Domino's, and 
Pizza Hut. The second group, represented by Foodpanda and GrabFood, comprises of 
intermediary food delivery aggregators that connect customers with a variety of local dining 
options. The increasing prevalence of these apps, according to Roh and Park (2019), is a result of 
their user-friendly interface, which provides users with more restaurant options. This research 
focuses on the second category of food delivery applications (FDAs), which are organisations 
that facilitate strategic alliances between franchisees and act as intermediaries for food delivery 
services. 
 
Food delivery apps influence both customer and restaurant behaviour. Muangmee et al. (2021) 
propose assessing this using demographics and customer behaviour. Apps solve the problem of 
many younger customers who are hesitant to wait in queue for restaurant food. These apps make 
it easier to prepare meals at home. FDAs make restaurant ordering easier (Dirsehan & Cankat, 
2021). According to recent studies, meal delivery apps grew in popularity after COVID-19 
because consumers valued health and non-contact eating (Chotigo & Kadono, 2021; Kumar & 
Shah, 2021). Many customers used meal delivery apps during the COVID-19 pandemic. Lock 
(2020) forecasts 53.9 million users by 2023. As a result, meal delivery applications have become 
critical to the food delivery sector (Inthong et al., 2022).  
 
Food delivery apps are more significant than ever in today's fast-paced world because they 
meet consumers' requirements for ease of use (Ray et al., 2019; Lee et al., 2019; Chan, 2021). 
FDAs may feature information like as price, menu, and consumer ratings (Belanche et al., 2020). 
The most recent technology enables apps to deliver consistently and precisely. According to 
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Dirsehan and Cankat (2021), FDAs are location-based smartphone apps that give real-time 
information and services. In addition, Lau and Ng (2019) discover in a Malaysian study that FDAs 
with usability, efficiency, and privacy were more likely to be accepted. According to Ray et al. 
(2019), process pleasure (user experience, ease of use) and content satisfaction (restaurant 
search) predict FDA acceptance. This is supported by Lee et al. (2019) who conclude that the 
quality of a system and the information it gathered from a range of users or firms influenced its 
usefulness and usability. In addition, Kaur et al. (2021) highlight variability, cost, dependability, 
attractiveness, and accessibility. Meanwhile, Alalwan (2020) discovers that eWOM has an impact 
on FDA consumer satisfaction and future planned use. Customer trust in the FDA is the most 
important determinant in the agency's adoption and utilisation (Cho et al., 2019).  
 
Food Delivery Applications in Malaysia 
 

The adoption of contactless food delivery technologies during the COVID-19 pandemic 
has had a significant impact on the context of online food ordering in Malaysia, which has 
witnessed a significant transformation. This strategy was instrumental in preventing the spreading 
of the virus. Aligned with the increasing number of food delivery applications, the Malaysian food 
delivery market is expanding concurrently. Acumen Research and Consulting (2019) projects that 
the Malaysian food delivery market will surpass $319.1 million by 2026. Notably, nearly 10 million 
copies of the Foodpanda Malaysia app were downloaded from the Google Play Store (Rosli, 
2018). Most individuals use food delivery apps due to the fast-paced modern lifestyle and the 
desire for culinary exploration (Pitchay et al., 2022). During the Movement Control Order (MCO) 
period, the demand for online platforms and delivery services increased as a result of restrictions 
(Antara et al., 2022). 
 
Suhartanto et al. (2019) note that the emergence of food delivery systems has served as a lifeline 
for individuals confronting income loss and unemployment due to the pandemic. Consequently, 
it is necessary to evaluate the prevalence of food delivery applications among Malaysians in their 
daily lives. Notably, "perceived usefulness" and "perceived ease of use," as highlighted by Arora 
et al. (2021), are influential factors in app usage frequency. Users are more likely to utilise food 
delivery applications when they perceive their utility. Moreover, Kaur et al. (2021) highlights the 
significant impact of perceived values (functional, social, conditional, and epistemic) on food 
delivery app purchase intentions. According to Ray and Bala (2021), the influence of user-
generated content on these platforms provides additional motivation for app engagement. 
Troise et al.'s (2020) theoretical frameworks of planned behaviour and technology adoption 
provide insight into the characteristics of food delivery app users. In light of these considerations, 
app usability plays a crucial role in shaping consumer preferences. The Technology Acceptance 
Model (TAM) is chosen as the guiding framework for this study, which aims to determine the 
acceptability of specific food delivery applications in Malaysia. TAM's compatibility with this 
research’s objective, which aims to determine Malaysian consumers' receptivity to food delivery 
applications, strengthens the case for its adoption. 
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The Underpinning Theories and Study Models 
 

 
 

Figure 1. Technology Acceptance Model 
 

 
Theory of Technology Acceptance Model 
 

In the literature, numerous theoretical frameworks have been used to explain the 
adoption and use of technologies. The Technology Acceptance Model (TAM) has emerged as 
one of the most popular frameworks for analysing the acceptance of novel technologies. Initially 
developed by Davis et al. in 1989 (as cited in Silva et al., 2022), TAM has been recognised as a 
valid and effective model (Suh & Han, 2002; King & He, 2006). Based on the Theory of Reasoned 
Action (TRA), which identifies attitude and subjective norm as two determinants of intention 
towards behaviour within the context of social psychology (Alshammari & Rosli, 2020), TAM is a 
model for assessing human behaviour. Davis et al. (1989, as cited in Silva et al., 2022) adapted 
TRA to create the Technology Acceptance Model (TAM). TAM (Davis, 1985, 1989) has been 
widely utilised in the hospitality industry to investigate customers' attitudes and behaviours 
(Morosan, 2011; Salehi-Esfahani & Kang, 2019; Zhang et al., 2019).  
 
In addition, TAM has been applied to the study of individual usage and behaviour in the context 
of applications, demonstrating that it is a suitable framework for explaining intentions to use apps 
(Byun et al., 2018, as cited in Silva et al., 2022). According to the Technology Acceptance Model 
(TAM) (Davis, 1985, 1989), perceived simplicity of use and perceived usefulness are crucial factors 
in predicting consumers' decisions to adopt a technology. Several studies have examined the 
factors that influence the utility and usability of TAM (Davis, 1989; Szajna, 1996; Legris et al., 2003; 
Lee et al., 2023). To better understand technology adoption, some researchers have extended 
TAM by integrating additional factors, such as moral obligation, trustworthiness, and 
multidimensional perceived values (Roh & Park, 2019; Cho et al., 2019). TAM has also been 
criticised for its reliance on general beliefs, such as perceived ease of use and perceived utility, 
rather than salient beliefs, in shaping attitudes towards a particular technology (Davis et al., 1989, 
as cited in Jun et al., 2021). Perceived ease of use refers to an individual's subjective evaluation of 
the effort required to adopt the technology, whereas perceived usefulness refers to the belief 
that implementing the technology would improve task performance (Davis, 1989). 
 
TAM has found widespread application in numerous industries, including education, 
transportation, medical services, tourism, hotels, online travel agencies, and accommodation 
sharing (Teo, 2010; Chen et al., 2007; Min et al., 2019; Kamal et al., 2020; tom Dieck & Jung, 2018; 
Kim et al., 2008; Assaker, 2020; Jung et al., 2021). In an online-to-offline service system, Kang and 
Namkung (2019) demonstrate the explanatory power of TAM. Numerous studies have utilised TAM 
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as a theoretical basis for analysing consumer behaviour (Lee et al., 2019; Zhao & Bachao, 2020). 
Moreover, some studies used TAM to investigate individuals' usage and behaviour in the context 
of apps, and these studies demonstrated that TAM is an appropriate theoretical framework to 
explain individuals' intentions to use apps (Byun et al., 2018, as cited in Silva et al., 2022). 
 
Theory of Planned Behaviour 

                                               
Figure 2. Theory of planned behaviour 

 
The Theory of Planned Behaviour (TPB) is a theoretical framework in the field of social psychology 
that extends and develops upon the foundational principles of the Theory of Reasoned Action 
(TRA). Ajzen (1985) posits that an individual's behaviour depends upon their attitudes towards said 
behaviour, sense of social standards, and self-efficacy beliefs. Troise et al. (2020) conducted a 
study to go deeper into this concept by integrating the Technology Acceptance Model with the 
Theory of Planned Behaviour (TPB) in order to gain insights into the user characteristics of food 
delivery applications. The objective of the study was to obtain a deeper understanding of the 
impact of several characteristics such as visibility, affordance value, trust in usage, and electronic 
word of mouth on the utilisation of food delivery applications across different generational 
cohorts. 
 
Electronic Word of Mouth (eWOM) 
 
  eWOM has emerged as a potent and efficient tool, wielding a remarkable ability to 
swiftly reach and resonate with customers (Selvi & Thomson, 2016). In contrast to the traditional 
form of word-of-mouth communication, eWOM encompasses both the passive act of screen 
reading and the active engagement of messaging (Selvi & Thomson, 2016). The strategic 
significance of consumer perception cannot be overstated as it intricately weaves its threads into 
the fabric of business competitiveness and growth (Chandrasekhar et al., 2019). Within this 
complex interplay, customer reviews play a pivotal role, offering a discerning lens through which 
the efficacy of technological systems can be appraised (Min et al., 2019; Mohammed and 
Ferraris, 2021). The era of online commerce has ushered in a profound amplification of eWOM's 
impact on consumer decision-making (Guo et al., 2019). This phenomenon is predicated on the 
virtual realm, where eWOM manifests as a mosaic of online expressions that chronicle product 
and service experiences (Hajli, 2020). It exerts a substantial influence on the choices consumers 
make in the realm of social commerce (Guo et al., 2019), seamlessly bridging the chasm 
between individuals and the digital market landscape. 
 
eWOM's sources are as diverse as they are dynamic, encompassing an eclectic ensemble of 
contributors ranging from anonymous strangers to influential opinion leaders and trusted friends 
(Guo et al., 2019). Through the nexus of moderate to strong relationships, products and services 
find their virtual podium, where their virtues are extolled, invariably shaping the course of future 
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consumer decisions (Guo et al., 2019). As eWOM burgeons, its tendrils gradually unfurl across the 
various stages of social commerce decision-making, exerting its influence in multifaceted ways 
(Hajli, 2020). 
 
Considering this intricate interplay and the evolving landscape of consumer engagement, it 
becomes apparent that the potential effects of eWOM on food delivery application (FDA) usage 
warrant deeper exploration. The trajectory of this digital phenomenon, intertwined with the 
journey of electronic food delivery services, holds the promise of unearthing novel insights that 
can reshape business strategies and enhance consumer experiences. Thus, the spotlight is firmly 
cast on the imperative for future research to probe into the potential nexus between eWOM 
dynamics and FDA adoption, unveiling new dimensions that could galvanise both academic 
inquiry and practical industry pursuits. 
 
Perceived Ease of Use 
 

Perceived ease of use captures an individual's anticipation that interacting with a 
technological system will be a straightforward and user-friendly experience (Castillo & Bigne, 
2021, p. 879). This concept's importance is underscored by the combined insights of researchers 
like Pavlou (2003) and Gefen et al. (2003) who emphasise the intertwined relationship between 
trust and the perceived ease of use. Building upon these foundations, Jun et al. (2021) undertook 
a study to better understand how trust and the perceived ease of use align within the context of 
food delivery applications (FDAs). 
 
Adding to this understanding, Kang and Namkung (2019) unravel the motivations driving 
consumers to embrace FDAs, revealing that the perceived usefulness and ease of use 
significantly impact their choices. This insight aligns with Chakraborty (2022), which stresses the 
need for FDAs to be designed with user-friendliness and adaptability in mind, catering to the 
diverse scenarios consumers encounter. This holistic view gains depth through the insights of Ray 
et al. (2019), who intricately explore the roles of user-friendliness, consumer experience, and the 
functionality of restaurant listing and searching. This ensemble of factors collectively shapes the 
intention to make a purchase, underscoring the vital role of user experience and usability in this 
context (Hansen et al., 2018). 
 
Building upon previous empirical research as mentioned earlier, the notion that the ease of using 
FDAs influences customers and shapes their inclination to keep using these apps becomes 
evident. This fundamental idea unravels the connections between perceived ease of use and 
subsequent FDA usage, extending into the realm of electronic word-of-mouth (eWOM). In light of 
these insights, a call emerges for future research—a call to explore the potential impact of 
perceived ease of use not only on FDA usage, but also on the intricate dynamics of eWOM. This 
endeavour holds promise, offering fresh perspectives on the evolving landscape of digital food 
delivery platforms and consumer interactions. As the digital horizon unfolds, these investigations 
hold the potential to unlock new opportunities, enriching both academic discussions and 
practical insights for the dynamic tapestry of the food industry. 
 
Perceived Usefulness 
 

The concept of perceived usefulness, elucidated by Igbaria et al. (2007), delves into an 
individual's anticipation that embracing new technology will yield enhanced performance and 
heightened productivity. This sentiment aligns with the findings by Venkatesh and Morris (2000) 
and Masrom (2007), wherein the notion of usefulness encapsulates the way technology 
empowers individuals to acquire the essential tools to achieve their objectives. 
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Conversely, the facet of simplicity of use delves into the degree to which users can seamlessly 
navigate technology without encountering complexities. As expounded by Legris et al. (2003) 
and Ha and Stoel (2009), the evaluation of a technology's usefulness hinges upon its capability to 
amplify individual productivity. In parallel, the level of simplicity ingrained in the technology 
directly influences its user-friendliness, subsequently affecting the learning curve in terms of time 
and effort. This perspective echoes the insights underscored by Legris et al. (2003) and Ha and 
Stoel (2009), postulating that a technology's utility is intricately tied to its capacity to enhance an 
individual's productivity. 
 
Considering these interwoven elements, a compelling relationship emerges, underscoring the 
significance of further research in uncovering the intricate connections between perceived 
usefulness, user behaviour, and the digital landscape of food delivery platforms. As the digital 
frontier continues to expand, these investigations hold the promise of unveiling new dimensions 
that enrich both scholarly discourse and practical insights within the ever-evolving realm of the 
food industry. 
 
Visibility 
 

Visibility refers to the extent to which an application is utilised by others and the 
importance of advertisements, a significant e-commerce intention-influencing factor. Visibility in 
the context of food delivery apps (FDAs) involves distributing information to prospective users via 
advertisements and observed usage patterns, which has epistemic value. This study assesses the 
visibility of mobile applications such as FDAs to quantify their epistemic value. Johnson et al. 
(2018) demonstrates that observing others using an innovation increases adoption intent. 
 
Visibility is essential for influencing consumers' propensity to use smartphone-based services and 
FDAs (Johnson et al., 2018; Pigatto et al., 2017, as cited in Tandon et al., 2021). In the context of 
FDAs, Talwar et al. (2020) and Kaur et al. (2020) support this position. Enhanced visibility, attained 
by means such as advertising, can influence decision-making, trust, and purchase propensity 
(Teng & Wang, 2015). This study seeks to quantify visibility for evaluating informational aspects: 
advertisements, curiosity from others' use of FDA, and perception of novelty. Increased visibility 
influences FDAs' actual utilisation and purchase intentions in a positive manner (Thomé et al., 
2019). The correlation between visibility and customers' propensity to use FDAs suggests that 
advertisements and observing others' utilisation have a positive effect on food orders made via 
FDAs. This study investigates visibility by observing service provider advertisements and FDA use. 
 
Affordance Value  
 

The term "affordability," stemming from the realm of social media literature, pertains to 
the advantages extended by diverse platforms (Dhir et al., 2017, as cited in Kaur et al., 2020). In 
our exploration, we categorise external factors as "affordability value" within the context of food 
delivery apps (FDAs), aiming to underscore their sway over usage patterns and their potential to 
amplify electronic word-of-mouth (eWOM) dynamics. It's not uncommon that consumer 
grievances regarding FDAs stem from constrained menu options and delayed deliveries (Food on 
Demand, 2019). Ensuring comprehensive delivery information and a diverse array of menu 
choices is paramount. 
 
Further amplifying this narrative, Wells et al. (2011) unearth that platform quality substantially 
shapes the perception of products, especially when information disparities exist. The work of 



 Voice of Academia Vol. 20, Issue (2) 2024 

254 | P a g e  

 

Wang et al. (2021) delves into how platform quality acts as a linchpin in steering customer loyalty 
and utilisation, while Kim (2021b) magnifies the pivotal role of user interface. 
 
Informed by prior research (McCloskey, 2006; Gafni & Nissim, 2014; Bezovski, 2016), it becomes 
evident that perceived costs often tip the scale over perceived benefits, dampening the 
enthusiasm to embrace new technology. This underscores the necessity for a streamlined system. 
The allure of food delivery apps resides in their features, encompassing restaurant listings and 
efficient food categorisation (Pandey et al., 2022). These applications furnish preparatory time 
details and cater to individuals with a burgeoning disposable income. 
 
Considering this intricate interplay, the potential influence of affordability on both FDA usage and 
the ensuing eWOM dynamics emerges as a compelling hypothesis. This potential link 
accentuates the importance of future research endeavours in dissecting the nuances of 
affordability's role in shaping consumer behaviour and interactions within the dynamic realm of 
food delivery platforms. As the digital landscape continually unfolds, these investigations hold the 
promise of unveiling fresh insights that contribute to both scholarly dialogue and actionable 
insights within the vibrant canvas of the food industry. 
 
Trust in Application Platform 

Customers' evaluations of shops' internet technology as safe and reliable are related to 
trust (Jun et al., 2021; Pavlou, 2003). Due to a lack of information on food delivery app platforms, 
analysing flavour and consistency is difficult (Ashfaq et al., 2020; Kim et al., 2021b). This lack of 
knowledge leads to ambiguity, making correct assessments prior to purchase difficult (Dong et 
al., 2021). A comprehensive, user-friendly interface is essential for increasing customer satisfaction 
(Wang et al., 2021). Customer attractiveness to high-quality food delivery apps (FDAs) is 
influenced by quality (Yoo & Donthu, 2015, as cited in Wang et al., 2021), creating consumer 
confidence and practical use. In the food delivery industry, safety and trust are critical factors 
that influence purchasing decisions (Gefen et al., 2003; Lai et al., 2013; Nguyen et al., 2019; 
Vatanasombut et al., 2008, as cited in Hong et al., 2023). Trust has a positive relationship with 
online food purchase (Nguyen et al., 2019). Inconsistent service because of safety concerns 
changes the relationship between trust and convenience over efficacy (Hong et al., 2023). 
 
Many studies find that trust plays an important impact in promoting FDA usage, highlighting that 
customers' preferences are influenced by perceived reliability (Cho et al., 2019; Hong et al., 2021; 
Jun et al., 2021; Muangmee et al., 2021; Zhao & Bacao, 2020). Customer satisfaction and 
following transactions are also related to trust (Chen & Chou, 2012; Javed & Wu, 2020). Privacy, 
satisfaction, and loyalty are all influenced by user interface (Kim et al., 2021b). While technology 
improvements provide ease, establishing trust and meeting consumer demands is still critical 
(Chao, 2019; Malaquias & Hwang, 2016; Sharma & Sharma, 2019). Despite the services provided, 
internet meal delivery platforms may not fully meet various consumer expectations as information 
technology advances. 
 
Actual Usage 
 

Information processing technique can explain the customer purchasing decision-making 
process (Bettman & Zins, 1979; Howard & Sheth, 1969). Consumers gather information, assess it, 
and make a decision. Several models have been created to characterise this tendency. The 
purchasing decision-making process is constructive and is influenced by the consumer and 
decision-making setting (Bettman et al., 1998). 
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When it comes to mobile services, a gamut of variables come into play, including network 
information, app features, perceptions of service quality, and the intention to use (Ghose & Han, 
2014; Tong et al., 2020; Vlachos & Vrechopoulos, 2008). Among these variables, the pivotal role of 
consumer trust emerges. The research by Javed and Wu (2020) uncovers a positive correlation 
between consumer trust and both app satisfaction and usage. Building upon this link, studies 
have illuminated the continuous utilisation factor, showing its strong connection to consumer trust 
(Shao et al., 2019). 
 
Adding depth to this understanding, Wang et al. (2021) emphasises the pivotal role of customer 
trust and satisfaction in amplifying customer retention and fostering a willingness to engage with 
food delivery applications. These insights collectively weave a narrative of interwoven elements, 
underscoring the multifaceted dance between consumer behaviour, trust, and the evolving 
landscape of mobile services, particularly within the food delivery domain. 
 
Proposed Research Framework 
 

The proposed conceptual framework for this study is grounded in the growing 
significance of food delivery applications in the modern digital economy. In recent years, the 
food delivery industry has experienced a remarkable transformation due to technological 
advancements, changing consumer behaviours, and a heightened reliance on digital platforms 
for everyday needs. This study seeks to provide a comprehensive understanding of the factors 
that contribute to the increased usage of food delivery applications and the subsequent 
generation of positive eWOM recommendations among users. It is justified by the need to 
comprehend the intricate interplay of factors that influence user behaviour and eWOM in the 
dynamic landscape of food delivery services. By systematically examining these factors, the study 
aims to provide valuable insights and strategic recommendations for application providers to 
enhance their user engagement, drive usage, and foster positive eWOM, ultimately contributing 
to the success and sustainability of food delivery platforms in the digital age. 

 
 

 
 

Figure 3. Proposed research framework 
 
3. Methodology 

The research method for this conceptual paper will employ PLS-based structural 
equation modelling as a robust tool to measure the data. SmartPLS will be utilised for estimating 
the parameters, following the approach endorsed by Ghozali and Latan (2015), known for its 
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flexibility across different data scales and lack of stringent assumptions. To this end, a modified 
version of assessment items from prior research will be adapted, utilising a five-point Likert scale 
(ranging from 1 = completely disagree to 5 = entirely agree) to assess the variables. 
 
Addressing the research gap, a quantitative approach will be employed to gather data from a 
diverse cohort of Malaysian consumers representing various age groups, facilitated through an 
online survey. The meticulously designed questionnaire will ensure methodical and 
comprehensive data collection, leveraging the online platform for broader participation across 
all regions of Malaysia. By delving into crucial aspects such as usability, utility, visibility, 
affordability, platform credibility, actual usage patterns, and generational classifications, the 
questionnaire will serve as a tool to unearth vital insights. 
 
The resulting dataset will undergo an exhaustive causal analysis, seeking to unveil potential 
relationships between the identified variables. Framed within a causal research design, the study 
remains open to incorporating alternative designs if deemed necessary. The methodology is 
inherently geared towards uncovering significant cause-and-effect connections between 
independent and dependent variables. With a predominant focus on numerical representation, 
the dataset will encompass quantitative data, forming the foundation of this quantitative study. 
 
At the heart of this methodology lies the meticulous accumulation of primary data from 
participants through a structured questionnaire. This approach seamlessly aligns with the 
objective of identifying trends, establishing causal linkages, and extrapolating findings to broader 
population segments. Given the pivotal relevance of the research topic, this study will masterfully 
integrate both causal research analysis and quantitative research methods, resulting in a 
comprehensive exploration of the intricate web of relationships within the realm of food delivery 
apps and consumer behaviour. 
 
4.  Conclusion 

The growing desire for convenient services has resulted in major developments in a 
variety of industries, with the food industry serving as a prime example. Technological integration 
has been critical in streamlining processes in this area. Notably, the emergence of food delivery 
apps is a crucial driver influencing consumers' participation in electronic word-of-mouth (eWOM), 
which includes the online sharing of experiences and suggestions. This powerful dynamic is 
influenced by a variety of causes and circumstances. These include the application’s perceived 
ease of use, perceived utility, visibility, affordance value, and trust. As consumer behaviours and 
usage patterns evolve, there remains a need to investigate alternatives, such as food delivery 
apps, that meet necessities. Nonetheless, despite advancements in the foodservice industry and 
the evolution of meal delivery applications, there is significant unrealised potential in influencing 
the industry's future trend.  
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