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Abstract: Online food delivery application is very common among youth nowadays all around
the world. In Malaysia, there are many types of food delivery applications that have become
the daily use of many people including youths. The biggest influences youths buying from online
food delivery applications is because of their purchase intention towards it. So, this study was
conducted to understand the purchase intention of youths towards food delivery applications
and the main objective is to identify the relationship between the independent variables which
are price value, time saving orientation and visibility with purchase intention. Convenience
sampling is used in data collection through questionnaires made using Google Forms and
distributed through social media platforms such as WhatsApp and Instagram. A total of 384
respondents were involved in this study which consists of active youth users of food delivery
application in Malaysia. Descriptive test, Reliability test, normality test and Spearman
correlation analysis were performed using SPSS version 26. The results of this study found that
there is a positive relationship between independent variables and dependent variables.

Keywords: Purchase Intention, Online food delivery applications, Youths, Price Value, Time
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Introduction

Since the dawn of the industrial revolution in the 18th century, technology has played a key
role in a wide range of industries. In many instances, technology has replaced human jobs
because of its ability to generate quick and efficient output with limited resources and, in many
situations, a safer working environment for people. Numerous sectors have begun to employ
machinery and equipment to manage their everyday process more effectively, as well as to
lessen the risk and wastage, as a result of the Internet's new paradigm change toward the use of
technology. The Internet has given a moment of opportunity to contact with individuals all over
the world without regard to time or geography, allowing anyone to conduct viable and direct
commercial opportunities through a virtual platform. Consumers' online purchase (e-purchase)
behaviour (also known as electronic commerce (ecommerce) has spiralled upwards as
consumers realise the power of e-purchase is just a click away, given the fast advancement and
use of the Internet. Service providers can no longer depend just on cost to meet rising client
expectations for pricing and quality. They must, however, be able to effectively manage the
supply chain and gain a deeper understanding of their consumers' needs. Through online food
delivery from a particular restaurant to the desired location, online ordering service applications
have helped consumers remove redundant processes. Researchers throughout the world have
been focusing on online buying behaviour, but there hasn't been much research done on food
app supply chain management (Yeo etal., 2021). There is a lack of research in term of purchase
intention towards food delivery applications especially among youths in Malaysia. Food
delivery applications (FDASs) are a subset of online meal delivery (OFD) platforms, which
include both restaurant to consumer delivery and food-ordering platforms (aggregator-to-
consumer delivery). These platforms collectively represent online-to-offline (O20) services.
FDAs are utilised for 15 million food deliveries per day in China and 1 million food deliveries
per day in India, indicating their expanding popularity.

Literature Review

Purchase Intention

Purchase intention can be influenced by several factors such as perceived price, perceived
value, perceived quality and also perceived intention (Chang & Wildt, 1994). Purchase
behaviour is the key point for a customer to buy a product. Brand names and also symbols are
the ones that can create a positive intention among the customers. This will also help the brands
to spread among users through word of mouth from their loyal customers. Product quality is
also a main key point for the customers to consider. Product quality will help the brand to
increase their service and also increase the customer satisfaction towards their brand and
product. Furthermore, promotional mix is a subset from 4p (price, place, product and
promotion) which can be crucial to increase the purchase intention towards a brand or a product.
Promotional mix can increase the possibility of consumers to get to know the product and
increase the curiosity to buy them and try it.

Price Value
Consumers always tries to save their money when they buy food or things. They tend to save
their money through discounts and free gifts during their purchase (Prabowo & Nugroho, 2019).
A study by Tversky and Kahneman mentioned by Prabowo & Nugroho, has discovered that
consumers are willing to travel far for a cheaper food. The most important factor user uses the
food delivery app is because of the price value and also the discount given through the app that
make them save money and have the food that is worth of the price they pay (Saad, 2020).
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HO: There is a negative significant relationship between price value and purchase intention
towards online food delivery among youths in Malaysia.

H1: There is a positive significant relationship between price value and purchase intention
towards online food delivery among youths in Malaysia.

Time Saving Orientation
In this fast-paced lifestyle we are living in now, the online food delivery apps are used to save
the consumers time to cook and prepare for the cooking and also the cleaning up time becomes
less (Yeo et al., 2017). Considering the numerous tasks that people handle every day, efficient
time management becomes crucial, influencing their buying behavior (Bashir, 2015; Settle &
Alreck, 1991). According to Bashir (2015), those with hectic schedules tend to prefer products
or services that allow them to save time. Some of them save a lot of time by using this third-
party delivery service. Also, Yeo et al., (2017) has mentioned that in United states of America,
2 out of 3 meals are consumed when they’re away from home. This means that many of them
are too busy to cook up at home thus, this online food delivery app helps them out to have food
and also save time. Yeo et al., (2017) has also said that the online food delivery is very much
favourable to the consumers because it’s easy, speed and also accurate order taken. This also
helps the consumers who are living in a big city to easily avoid traffic jams and time waste
during the jams.
HO: There is a negative significant relationship between time saving orientation and purchase
intention towards online food delivery among youths in Malaysia.
H2: There is a positive significant relationship between time saving orientation and purchase
intention towards online food delivery among youths in Malaysia.

Visibility
Visibility help the consumer to create a curiosity in what they see. So, this will create a curiosity
to consumers to order what others have ordered on their online food delivery apps. This also
represents the promotional aspects such as promotion advertisement. This would create more
and more curiosity in the consumers mind to try out the new promotional food showed in the
ad (Kaur et al., 2021). It is also stated that visibility is the most effective purchase intention
factor can have been discovered. This is because the appealing promotional advertisements that
causes the curiosity to the consumers makes them to try it out as soon as possible (Tandon et
al., 2021).
HO: There is a negative significant relationship between visibility and purchase intention
towards online food delivery among youths in Malaysia.
H3: There is a positive significant relationship between visibility and purchase intention
towards online food delivery among youths in Malaysia.
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Conceptual Framework

Independent Variables Dependent Variable

Price Value

Time Saving Purchase Intention (PI)
Figure 1: Conceptual Framework of purchase intention Towards Online food delivery
applications among youths

Orientation

Visibility

Methodology

Research Design

Research design plays a part as a bridge between the research question and the particular
research. Research design is plan that guides the arrangement and data collection in the element
without distracting the purpose of the research. In general, research design can be characterized
as a framework for planning and carrying out a study (Durrheim, 2006). The quantitative
approach generates statistics by utilizing tools such as questionnaires. A structured
questionnaire was created to collect information on the purchase intention towards food
delivery applications among youths in Malaysia. The information was then examined using
SPSS in order to acquire numerical measurements and uncover the relationship.

Data Collection
As mentioned by (Yang et al., 2006) there are two types of data collection method which
is primary data and secondary data. Primary data has been taken from online
questionnaire through Google Form. Secondary data obtained the data of population in
Malaysia from the website called Knoema (Knoema, 2020).

Sample Size
The target population for this study is people between the ages of 15 and 24, who live all around
Malaysia. The most acceptable sample size for this study is 384, which is based on the (Krejcie
& Morgan, 1970) table, given the population size of about 5532.83 million people. Researcher
managed to collect all 384 respondents within the time given.

Research Instrument
The questionnaire consists of two parts, namely Section A and Section B. Section A collects
data on the personal details of the respondents which include gender, age, occupation, and
others. Section B is about independent variables, namely price value, time saving orientation,
and visibility while the dependent variables is about purchase intention. There are five questions
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formed for one variable and four question for other variables in this study questionnaire.
Nominal scale has been used in Section A. The interval scale is applied to Section B using 5-
Point Likert Scale.

Procedure for Data Analysis
Researchers used Statistics Programmers for Social Science (SPSS) version 26 to
calculate the data faster and easier. Pilot test, descriptive analysis, reliability test, and
Spearman correlation analysis is a type of data analysis used in this study

Result and Data Analysis

Demographic Profile
For respondents of this study table below shows that the demographic profile and screening
question of the respondents of 384 participants among youths who knows about and uses online
food delivery applications. This can be seen by frequencies and percentage for every
demographic analysis.

Table 1: Descriptive of Demographic Analysis.

No. Category Details Frequency (384) | Percentage (%)
1.Gender Male 179 46.6
Female 205 53.4
2. Age 15-19 Years old 169 44
20-24 Years old 215 56
3. Occupation Employed 173 45.1
Unemployed 22 5.7
Student 189 49.2
4. Usage of smartphone Yes 378 98.4
No 6 1.6
5. Are you a food delivery Yes 342 89.1
application user No 42 10.9

Reliability Test

Table 2: Reliability Test

Variable Numberof | . bach’s Alpha Internal
Item Consistency

Dependent Variable

Purchase Intention 4 0.890 Good

Independent Variable

Price Value 5 0.898 Good

Time Saving Orientation 4 0.889 Good

Visibility 4 0.884 Good

Table 2 shows the results of independent variables and reliability analysis of dependent
variables for this study. Cronbach's Alpha results for price value is 0.898,
followed by 0.889 for time saving orientation and for visibility is 0.884. Next, the Cronbach's
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Alpha result for the dependent variable which is purchase intention is 0.890. As a result, the
dependability coefficients found in this study are realiable and acceptable.

Correlation
Pearson's coefficient of correlation (PCC). PCC is a statistic that assesses the strength and
direction of a linear relationship between two random variables (Benesty et al., 2008).
Researchers used Spearman correlation analysis in this study to analyze the relationship
between the dependent and independent variables. The association between each variable and
price value, time saving orientation, and visibility will be evaluated using Spearman correlation
analysis. When the population is measured, the Spearman correlation sign is "p". The symbol

n.n

is "r" when measured in a sample. Because it will almost entirely deal with samples,

1o .. n

Spearman's "r," will range from -1 to 1.

Table 3: Spearman’s Correlation Analysis

Mean Mean Price | Mean Time Mean
Purchase Value Saving Visibility
Intention Orientation
Mean Spearman 1.000 .661** B671** .642**
Purchase Correlation
Intention
Sig. (2 Tailed) .000 .000 .000

Table 3 shows the Spearman correlation analysis that has been used to determine
whether the independent variable which are price value, time saving orientation and visibility
is statistically significant with the dependent variable which is online purchase intention.

Discussion

Price Value

Based on Table 3, the first hypothesis displays that the relationship between price value and
purchase intention towards online food delivery among youths in Malaysia is positive
relationship as of result of the significant value, p, for this analysis is lower than the alpha root
(0.01) which is 0.000. From this significance, most of the respondents agree that price value do
give an effect on purchase intention towards online food delivery among youths in Malaysia.
The result of correlation coefficient for price value and purchase intention towards online food
delivery is 0.661 and according to the strength value of correlation coefficient taken from
Dinglasa (2020) this shows a strong strength of correlation between price value and purchase
intention among youths towards online food delivery application in Malaysia.

Time Saving Orientation
Based on Table 3, the second hypothesis displays that the relationship between time saving
orientation and purchase intention towards online food delivery among youths in Malaysia is
positive relationship as of result of the significant value, p, for this analysis is lower than the
alpharoot (0.01) which is 0.000. From this significance, most of the respondents agree that time
saving orientation do give an effect on purchase intention towards online food delivery among
youths in Malaysia. The result of correlation coefficient for time saving orientation and
purchase intention towards online food delivery is 0.671 and according to the table strength
value of correlation coefficient taken from Dinglasa (2020) this shows a strong strength of
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correlation between time saving orientation and purchase among youths towards online food
delivery application.

Visibility

Based on Table 3, the third hypothesis displays that the relationship between visibility purchase
intention towards online food delivery among youths in Malaysia is positive relationship as of
result of the significant value, p, for this analysis is lower than the alpha root (0.01) which is
0.000. From this significance, most of the respondents agree that visibility do give an effect on
purchase intention towards online food delivery among youths in Malaysia. The result of
correlation coefficient for between visibility and purchase intention towards online food
delivery application is 0.642 and according to the table strength value of correlation coefficient
taken from Dinglasa (2020) this shows a strong strength of correlation between visibility and
purchase intention among youths towards online food delivery application.

Hypotheses Testing
Table 4: Summary of Hypothesis Testing

Spearman
Correlation

Hypothesis Result

Ho: There is a negative significant relationship
between price value and purchase intention towards
online food delivery among youths in Malaysia.

0.661 H1 accepted
H1: There is a positive significant relationship between
price value and purchase intention towards online food
delivery among youths in Malaysia.

Ho: There is a negative significant relationship
between time saving orientation and purchase
intention towards online food delivery among youths
in Malaysia.

0.671 H2 accepted

H>: There is a positive significant relationship between
time saving orientation and purchase intention towards
online food delivery among youths in Malaysia.
Ho: There is a negative significant relationship
between visibility and purchase intention towards
online food delivery among youths in Malaysia.

0.642 Hs accepted
Haz: There is a positive significant relationship between
visibility and purchase intention towards online food
delivery among youths in Malaysia.

Recommendation and Conclusion

In future research, the sample size of the study could be increased to achieve an even higher
degree of accuracy and a narrower margin of error. In order to gather more respondents who,
use online meal delivery apps, future studies could be based on a larger sample and conducted
over a longer period of time. In addition, future research can concentrate on a few data
collection approaches, such as using various assessment devices, such as the survey, the analyst
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can conduct a central gathering and top-to-bottom meetings, and use the open-ended poll.
Instead of depending on a single methodology, the researchers can learn more about the
consumer's perspective of online meal delivery applications by conducting a direct interview
and an open-ended questionnaire. The result can be more grounded if different estimation
methodologies are used instead of just one methodology.

When it comes to variable recommendations, the independent variable price value is the most
important variable for the study. Future researchers should focus on exploring what makes price
value the most relevant by studying the backdrop of every demographic profile, such as the
association between employment and price value or the relationship between age and price
value, according to the researchers. Future researchers could look into the relationship between
the time frame in which a responder has money and the price value.

This research was conducted to figure out purchase intention towards food delivery application
among youths in Malaysia and also aim to identify the relationship between three independents
of the study which is price value, time saving orientation and also visibility. Researchers have
collected data and distributed questionnaires made in Google Form through social media
platforms such as WhatsApp, Instagram, Twitter and Facebook to a certain group of users that
fit the scope of study. In this study, there are three hypotheses developed to test the relationship
between the dependent variable and the independent variable. Researchers have used
probability sampling which is convenience sampling in the collection of respondent’s data
because convenience sampling is a sample where respondents willing volunteer to answer the
questionnaire. The minimum sample for this study is 384 people. The researcher has managed
to obtain responses from the respondents in total of 384. Descriptive analysis, reliability tests
and Spearman correlation analysis were executed using IBM SPSS 25 software. The results of
the Spearman correlation analysis have shown that there is a positive relationship between the
variables (price value, time saving orientation and visibility) to the dependent variables
(purchase intention). This study becomes beneficial in all three recipient which are food
delivery applications, consumers and researcher because of the new understanding and new
knowledge it provides to them either directly or indirectly.
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