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Abstract

Purpose: Most emerging-market countries are concerned about the technology boom, which is accompanied by an increase in revenue
from online sales and services. This finding has been demonstrated during the COVID-19 pandemic; however, is this tendency continuing
in the new normal, and what factors are driving the increase in consumer decisions? The purpose of this research is to investigate how the
decision to utilize online services will be affected in the new normal as well as propose a new research approach in this field. Research
Design, Methodology and Approach: By following a deductive research method associated with positivist philosophy, a survey in South
Vietnam with 426 respondents using a convenience sampling method was conducted. The reliability of the measurement scales was
examined by using the SPSS program. The SmartPLS programme was utilised to assess the measurement and structural models as well as
test hypotheses by using partial least squares structural equation modelling. Results: According to the research findings, decision-making
has been impacted by social influences, perceived usefulness, perceived ease of use, perceived trust, perceived price, and perceived
convenience. Conclusions: The research results also bring significant contributions not only in practice in providing management
implications but also in theory. The research model has also demonstrated the feasibility of employing the stimuli-organism-response
framework and combining the theory of perceived risk with the technology acceptance model via the explanation of decision-making.
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popular in developed economies for a long time. In line with
this, numerous former scholars have conducted a great deal
of research in this field to gain insight into customers’
behaviour during the COVID-19 pandemic as well as
recognize the awareness of customers in using and buying
food via online applications (Chang & Meyerhoefer, 2021;

1. Introduction

Until now, the benefits of applying digital
transformation and forming e-commerce platforms to
promote direct and online business have been undeniable
(Hai et al., 2021; Hussain et al., 2020). Yet, online shopping

has only really exploded in emerging economies since the
outbreak of the COVID-19 pandemic (Chang &
Meyerhoefer, 2021; Guo et al., 2021), while it has been very
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in online purchasing or using services will continue to
expand or decline once the new normal in such emerging
nations takes effect. On the other hand, most previous
research identified the factors which impacted intentions to
use food delivery systems/services (Annaraud & Berezina,
2020; Gunden et al., 2020; Troise et al., 2021); however,
intentions to use food delivery systems/services are not
necessarily the final decision of the individual to use, or
even the final decision may be detrimental or helpful (Lerner
et al., 2015). Based on the findings of previous studies on
the state of the explosion in the field of online shopping due
to forced circumstances, the first aim of this study is to
examine how the decision to use online shopping services
will take place in the new normal state (decisions based on
benefits) to provide objective assessments and implications
related to current customers' behaviours. This emphasizes
the importance of this study in providing empirical evidence
of the boom in online food distribution chains (in particular)
and the online retail sector (in general).

In terms of decision-making towards using online food
services, most studies approach decision-making from a
behavioural viewpoint (Allah Pitchay et al., 2022; Gani et
al., 2023; Sahu et al., 2020). In alignment with this, Sahu et
al. (2020) indicated that decision-making was regarded as
the outcome of the impact of contextual factors (behavioural
beliefs, normal beliefs, and control beliefs), reasons (reasons
for and against), and global motives (attitude, subjective
norm, and perceived behavioural control) on intentions by
using, developing or combining the behavioural theories. In
this approach, there are four major shortcomings such as
context (mostly limited to marketing and consumer
behaviour domains), study design (a shortage of causality
and common method biases), mediation and moderation
effects in SEM, and external factors (Poon & Tung, 2022;
Sahu et al., 2020). On the other hand, Poon and Tung (2022)
indicated that respondents' perceptions of the entire risk may
be skewed by their propensity towards the approaching
prospect of a pandemic. Thus, examining the relationship
between post-COVID-19 risk perception and decision-
making is not only a theoretical gap but also a premise for
explaining current trends related to the use of online food
distribution services. In addition, Poon and Tung (2022)
called for papers to better model decision-making related to
utilizing online food delivery services after COVID-19 and
compared them to the previous ones (under COVID-19).
Hence, the second aim of this study is to respond to this call
and build up a research model which better explains the
decision-making towards using online food distribution
services after COVID-19 in Vietnam.

On the other hand, Kimiagari and Malafe (2021)
approached decision-making towards online impulse buying
behaviour under the effect of internal and external stimuli
on cognitive and affective reactions. This study recognized

the importance of cognitive factors in shaping the decision-
making process. Similarly, Bruch and Feinberg (2017)
indicated the significant role of cognitive processes in
forming decision-making when receiving information. In
addition, social influences were regarded as the information
on whether options are congruent with intended or
appropriate behaviour (Bruch & Feinberg, 2017; Goffman,
1974; Thomas & Znaniecki, 1919). In other words, people's
behaviour is impacted significantly by information about
what other individuals have provided, particularly the most
contemporary, unspecified donor (Shang & Croson, 2009).
However, there are quite few studies that look at how
the behaviours of others influence an individual’s decision-
making processes (Bruch & Feinberg, 2017). This is a
theoretical gap that needs to be explored in the relationship
between social influences (people's effects on others or the
influence of social context on individuals) and decision-
making. As a result, the last aim of this research is to
investigate the relationships between social influences,
cognitive processes, and decision-making towards using
online food distribution services.

Based on the above arguments, the approach of this
study was recognized. Apart from the previous studies, this
study approaches decision-making towards using online
food distribution services from the behavioural and
cognitive perspectives by applying the stimuli-organism-
response (SOR) framework (Mehrabian & Russell, 1974),
theory of perceived risk (TPR) (Bauer, 1967), and
technology acceptance model (TAM) (Davis, 1989) to
explain the decision-making process, including stimuli
(social influences), organism (perceived usefulness,
perceived ease of use, perceived risk, perceived trust,
perceived price, and perceived convenience), and response
(decision-making towards using online food distribution
services). Through the results of this research, three
significant contributions in both practical and theoretical
aspects were confirmed. First, the research model provides
an overall view for policymakers and managers to orient and
strengthen policies and strategies to improve the efficiency
and quality of online services in relevant fields by
examining the relationships between social influences,
decision-making determinants, and decision-making
towards using online food distribution services. Second, by
combining the SOR framework, TPR and TAM to explain
the decision-making process, this study opens up a direction
to approach decision-making towards using online food
distribution services from behavioural and cognitive
viewpoints. Finally, this study also provides evidence that
although decision-making is a behaviour, the process of
making that behaviour requires a significant cognitive effort.
In other words, this research shows the sequence of a
decision-making process and has an obvious connection
between perceived usefulness and behavioural outcomes.
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The remainder of this study will have the following
sequences: Section 2 synthesizes literature reviews related
to decision-making towards using online food distribution
services (such as theories and models in this field) and then
develops the research hypotheses; the research design,
methodology, and approach will be shown in Section 3; the
results and discussion of this study will be described in
Section 4 and Section 5, respectively; and the last section
will show the conclusions, limitations, and future research
directions.

2. Literature Reviews and Hypotheses
2.1. Literature Reviews

Decision-making is the process by which an individual,
group, or organization recognizes an option or judgement to
be made, gathers and evaluates information regarding
alternatives, and then selects from among the options
(Carroll & Johnson, 1990). More specifically, that decision
will bring beneficial values to the individual or group. To
provide a robust justification related to the theories and
models applied to explain decision-making towards using
online services or repurchase decision-making, a systematic
review has been conducted, and three research approaches
are mainly mentioned as follows:

e  Focus on the effect of volitional (attitudes and
subjective norms) and non-volitional factors (perceived
behavioural control) on intentions leading to behaviour such
as the theory of reasoned action (TRA) (Isaid & Faisal, 2015;
Miao et al., 2022) and theory of planned behaviour (TPB)
(Hasan, 2021; Kim & Lee, 2019; Loh & Hassan, 2022; Sun
et al., 2022).

e  Combine emotional factors with the components of
behavioural theories (TPB, TRA, ...) to explain the decision-
making processes (Fucito et al., 2010; Leventhal etal., 2016;
Tran et al., 2023).

e  Develop and combine models (TAM, TAMI,...)
and behavioural theories (TPB, TRA, etc.) to explain the
decision-making processes (Chiu et al., 2009; Hakim &
Sobari, 2021; Liu et al., 2016; Troise et al., 2021; Wang &
Chou, 2014).

According to Han and Ryu (2012), researchers have
regularly used volitional elements (Fishbein & Ajzen, 1977),
non-volitional aspects (Ajzen, 1985, 1991), and
motivational and emotional factors as variables (Perugini &
Bagozzi, 2001) to accurately anticipate an extensive variety
of client intentions and behaviours, including decision-
making. In this approach, these theories are concerned with
an individual's volitional efforts to make a particular
decision/behaviour (Ajzen, 1980, 1991). Nevertheless, their
criticism was acknowledged, such as the theories of

reasoned action (TRA) and planned behaviour (TPB). In
many cases of TRA, the perceived existence or lack of
resources and opportunities that are not directly controllable
helps or hinders the performance of a specific behaviour
(Han et al., 2010; Lee & Back, 2007). In terms of TPB, TPB
also assumes a behavioural approach in one's environment
that induces intentions and behaviours, ignoring individual
processes and perceptions such as personality and outcome
expectations (Bandura, 2003; Miles, 2012). Besides, Han
and Ryu (2012) indicated that the theory of planned
behaviour's main weakness is that it does not take into
account the motivational process (desires), affective process
(positive and negative anticipated (emotions), and past
behaviour, all of which are important factors in explaining
decision-making processes (Bagozzi & Dholakia, 2006;
Perugini & Bagozzi, 2001; Poels & Dewitte, 2008; Taylor
et al., 2009). In line with this, in reviews of the behavioural
reasoning theory (BRT), Sahu et al. (2020) pointed out the
major gaps related to building and testing research models,
such as contextual, neglecting the study design, neglecting
mediation and moderation, and, lastly, neglecting external
variables.

To improve the limitations of previous studies, this study
applies the SOR framework (Mehrabian & Russell, 1974)
and combines TPR (Bauer, 1967) and TAM models (Davis,
1989) to build up the research model. The SOR framework
proposes that external stimuli (S), internal psychological
and physiological processes (O), and the subsequent
behavioural reaction (R) all influence human conduct. A
person's behaviour and intentions can be influenced by
external elements or signals known as “stimuli”. These can
include social effects, environmental cues, marketing
messages, or situational circumstances (Bilro et al., 2018;
Bohl, 2012; Peng & Kim, 2014). The term "organism"
describes a person or the internal workings of an individual
that mediate the connection between behavioural reactions
and environmental stimuli (Tuan Mansor et al., 2022).
According to Chen and Yao (2018), Jacoby (2002), and
Tuan Mansor et al. (2022),the organism consists of
cognitive, emotional, and physiological components that
affect behavioural goals. The term "response" describes the
behavioural or cognitive result of the interplay between an
organism's internal processes and external inputs (Jacoby,
2002; Liu et al., 2023). The response is the behaviour or
intention that people display in response to particular stimuli
that may be observed or measured (Liu et al., 2023).

2.2. Hypothesis Development

2.2.1. The effect of social influences on perceived ease of
use, perceived usefulness and decision-making

Social influences are divided into two types from
psychological and economic perspectives: social norms
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(informational and normative influences) and critical mass
(Hsu & Lu, 2004; Lascu & Zinkhan, 1999). Empirical
research has discovered that social influence plays a
significant role in the user acceptance of applications/
technologies such as gaming platforms (Hsu & Lu, 2004),
enterprise resource planning programmes (Nocera et al.,
2007), messaging applications (Rice et al., 1990), and
website application (Hsu & Lin, 2008). According to Davis
(1989), external factors (such as social influences) have an
impact on both perceived usefulness and perceived ease of
use (Dai & Cheng, 2022). A number of studies highlighted
the significant effect of social influences on decision-
making towards using online services or repurchase
decision-making (Dai & Cheng, 2022; Lin & Chen, 2009;
Zhang & Gléscher, 2020). Based on these arguments, the
following hypotheses were proposed:

H1: Social influences have a positive impact on perceived
ease of use

H11: Social influences have a positive impact on perceived
usefulness

H12: Social influences have a positive impact on decision-
making

2.2.2. The effect of social influences on perceived risk
and trust

Former scholars have recognized the relationship
between social influences and risk perception (Knoll et al.,
2017; Knoll et al., 2015; Riad et al., 1999). Based on Fritz
and Williams (1957), anytime a disaster or the prospect of a
disaster occurs, the environment changes and the event takes
on a life of its own, resulting in new behavioural standards.
In line with this, Clark and Lohéac (2007) indicated that
exposure to peer groups would influence their risk
perception and behaviour (e.g., according to the Add Health
survey, four separate forms of "risky behaviours" (smoking,
drinking, intoxication, and marijuana use) are influenced to
some extent by what other individuals in the peer group
perform). According to Falk et al. (2014), social influence is
prevalent throughout the lifetime, although sensitivity to
influence is particularly strong during adolescence and is
frequently related to greater risk-taking.

In terms of the relationship between social influences
and perceived trust, the role of colleagues in developing
trust has been highlighted in previous studies (Baer et al.,
2018; Borgatti & Foster, 2003; Ferrin et al., 2006; Lau &
Liden, 2008; Levin & Cross, 2004). The operation of a
website's social aspects has a significant impact on how
consumers engaged in online settings (Pillai et al., 2022).
Similarly, Singh (2012) confirmed the existence of
composite contextual and endogenous social interaction
effects on trust choice, and while it is hard to distinguish
between both of these impacts, the calculated models imply

the existence of internal influences in trust. Based on these
findings, the hypotheses were proposed:

H2: Social influences have a positive impact on perceived
risk

H3: Social influences have a positive impact on perceived
trust

2.2.3. The effect of social influences on perceived price
and convenience

Perceived pricing is the relative appraisal of the price
given by customers based on the monetary worth of the
product/service and whether the monetary value is
accessible, reasonable, or adequate in the eyes of the
consumers (Chiang & Jang, 2007). Numerous previous
studies have been conducted to examine the effect of social
influences on perceived price (Becker, 1991; Dai & Cheng,
2022; Lauring et al., 2016; Wakefield & Inman, 2003). Price
trade-offs may arise depending on present circumstances
(Gallarza & Saura, 2006). For example, to save time and
effort in travelling, a tourist might decide to pay a high fee
and stay near tourist attractions (Gallarza & Saura, 2006;
See & Goh, 2019).

According to the self-determination theory, convenience
is connected with users' perceived perception that a
technology/system will help them complete their tasks
(Chang et al., 2012). Apart from this view, Brown (1990)
considered the convenience of a product or service to be
determined by social influences such as time, place,
acquisition, use, and execution. Hence, the following
hypotheses were proposed:

H4: Social influences have a positive impact on perceived
price

HS: Social influences have a positive impact on perceived
convenience

2.2.4. The effect of perceived ease of use on perceived
usefulness and decision-making

The impact of perceived ease of use on perceived
usefulness and decision-making has been demonstrated by
many former scholars (Chang et al., 2012; Nath et al., 2013;
Nguyen Thi et al., 2022; Yang et al., 2015). According to
Wen et al. (2011), consumers will consider online shopping
to be more useful if it is simple for them to engage with e-
commerce websites, search for product information, and
purchase online (Davis, 1989; Gefen & Straub, 2004;
Mouakket, 2009). Similarly, Nguyen Thi et al. (2022)
reconfirmed the positive impacts of perceived ease of use on
perceived usefulness as well as on repurchase intentions.
Hence, the hypotheses were proposed:

H6: Perceived ease of use has a positive impact on perceived
usefulness
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H13: Perceived ease of use has a positive impact on
decision-making

2.2.5. The effect of perceived risk on perceived usefulness
and decision-making

The relationship between perceived risk and perceived
usefulness as well as decision-making has been proven
(D'Alessandro et al., 2012; Mehrolia et al., 2021; Torki
Biucky et al., 2017). Researchers identify perceived risk in
the context of online shopping as the customer's perception
of the uncertainty of purchasing a product or service via e-
commerce (Huang & Benyoucef, 2013; Liu & Wei, 2003;
Noh et al., 2013). Buyers can exchange product details with
other people and assess things with each other through social
commerce, which may result in an invasion of
confidentiality (Herrando et al., 2017). Based on Miyazaki
and Fernandez (2001), perceived risk is linked with internet
use, as well as worries about the privacy and security of
online purchases, as well as the rate of online purchasing
(Kim & Lennon, 2000). Mehrolia et al. (2021) revealed that
the high perceived risk of online shopping led to negative
purchasing intentions for online food services (Shukla et al.,
2021). Similarly, Nguyen Thi et al. (2022) indicated that
buyers might face a variety of risks (for example, monetary,
merchandise, time, shipment, and privacy) when making an
online purchase. As a result, the following hypotheses were
proposed:

H7: Perceived risk has a negative impact on perceived
usefulness.
H14: Perceived risk has a negative impact on decision-
making

2.2.6. The effect of perceived trust on perceived
usefulness and decision-making

The impact of perceived trust on perceived usefulness
and decision-making has been recognized in advance
(D'Alessandro et al., 2012; Daud et al., 2018). Trust has been
shown to have a beneficial effect on perceived usefulness
since it helps customers to become vulnerable to e-vendors
in order to receive the desired helpful interaction and service
(Pavlou, 2003). Though buyers first trust their e-vendors and
assume the use of online services will improve their job
performance, they will eventually believe that the service
they are using online is useful (Gefen et al., 2003).
According to Su et al. (2022), perceived usefulness had a
positive influence on customers’ trust. Based on the findings,
the following hypotheses were proposed:

HS8: Perceived trust has a positive impact on perceived
usefulness
H15: Perceived trust has a positive impact on decision-
making

2.2.7. The effect of perceived price on perceived
usefulness and decision-making

As mentioned, perceived pricing is the relative appraisal
of the price given by customers based on the monetary worth
of the product/service and whether the monetary value is
accessible, reasonable, or adequate in the eyes of the
consumers (Chiang & Jang, 2007). The impact of perceived
price on perceived usefulness and decision-making has been
proven by many former scholars (Artamevia, 2021; Xu et al.,
2017). According to Lyu and Zhang (2021), price variables
may have a significant impact on regular consumers' choice
of travel options. When the advantages of perceived usage
of technology exceed the cost of money, the financial value
is positive, and the price value influences intention or
behaviour (Venkatesh et al., 2012). Similarly, Guo et al.
(2022) indicated that the price factor had a significant
impact on customers’ willingness to buy products online.
Therefore, the following hypotheses were proposed:

H9: Perceived price has a positive impact on perceived
usefulness
H16: Perceived price has a positive impact on decision-
making

2.2.8. The effect of perceived convenience on perceived
usefulness and decision-making

The significant effect of perceived convenience on
perceived usefulness and decision-making has been
confirmed by former researchers (Chang et al., 2012; Ozturk
et al., 2016; Yoon & Kim, 2007). Convenience improves
client retention because it saves time and eliminates hassle
(Gupta & Kim, 2007, Hsu et al., 2014). Besides,
convenience has been identified as one of the most essential
characteristics in the context of m-commerce (Xu &
Gutiérrez, 20006), as it is related to providing users with time
and location benefits (Kim et al., 2010). Guo et al. (2021)
demonstrated the positive influence of convenience on
behaviour intention to repurchase food online. Besides,
Moon et al. (2023) indicated that convenience had a positive
impact on usefulness. Djan and Adawiyyah (2020)
addressed the fact that convenience had a positive influence
on purchase decisions. Based on these findings, the
following hypotheses were proposed:

H10: Perceived convenience has a positive impact on
perceived usefulness

H17: Perceived convenience has a positive impact on
decision-making

2.2.9. The effect of perceived usefulness and decision-
making

The positive effect of perceived usefulness on decision-
making has been demonstrated in previous studies (Aldaco
et al., 2020; Artamevia, 2021; Dai & Cheng, 2022; Gefen et
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al., 2003; Hobbs, 2020; Yoon & Kim, 2007). Mehrolia et al.
(2021) indicated that customers with higher perceived
usefulness related to using online food services had higher
purchase participation. According to TAM, perceived
usefulness is the important element influencing people's
technology adoption or decision-making (Davis, 1989).
Hence, the hypothesis was proposed:

H18: Perceived usefulness has a positive impact on
decision-making.

Combining the research approach and hypotheses, the
research conceptual model was built up as follows:

Stimuli Organism Response
HI3+, HI44, H15+ H16+ H17+
= 3 H
! :
| Peeived |
| Easeof Use )
i \
| i
: - : HE+
HI1+ “ Pm_wed i
Risk s
g i
H2+ i
Social i+ Perceived | Hi- Perceived Hig+ | Decision-
Influences i Trust E Usefulness 2 making
. i H
H%—‘ . Ho+
} Perceived
H+ :J Price 1
i i H12+
) | A0+ [HI11+
Perceived 1
Convenience

*Note: Sl: Social influences, PE: Perceived ease of use, PR: Perceived risk,
PT: Perceived trust, PP: Perceived price, PC: Perceived convenience, PU:
Perceived usefulness, DM: Decision-making

Figure 1: The research conceptual model of decision-
making towards using online food distribution services

Table 2: The Measurement Scales of the Research Model

3. Methodology

The study used a deductive research approach linked
with positivist philosophy, which allowed us to investigate
the relationship between concepts and structures (Ragab &
Arisha, 2018; Saunders et al., 2003). This section is divided
into two parts: data collection, measurement instruments,
and analytic procedures.

3.1. Data Collection and Measurement Instruments

Data were collected in South Vietnam utilizing an online
survey with a convenient sample method from June 2023 to
September 2023 via Google Forms. Most respondents are
aged from 15 to 30 (87,9%) and well represent the
population, including students, office staff, workers. In
terms of sample size, this study adheres to Kline (2023)
recommendation of a sample size of 10 for one observed
variable. Besides, more than 700 questionnaires were
conveyed to respondents, of which 426 had valid answers.
The details of the respondents’ profiles are shown in Table
1.

Table 1: The Respondent’s Profiles

Indicator Value N/426 | Percentage

< 3 million 153 36.0%
3 -5 million 96 22.5%

Income -
5-10 3 million 96 22.5%
> 10 3 million 81 19.0%
Student 264 62.0%
Occupation Office staff 104 24.4%
Worker 33 7.7%
Others 25 5.9%
Gender Male 162 38.0%
Female 264 62.0%
15 - 22 years 187 63.3%
22 - 30 years 143 24.6%

Age

30 - 50 years 78 11.6%
> 50 years 18 0.5%

Related to measurement instruments, interval scales with
a five-point Likert scale were applied: 1 = Strongly disagree;
5 = strongly agree (See Table 2).

Code| Items

Cronbach’s Alpha (a) Source

Perceived Usefulness

0.883

PU1 | Using this application helps me save more time and effort

PU2 | | can compare prices at many different points of sale

Venkatesh and

PU3 | I can receive information quickly

Bala (2008); Qin

PU4 | There are many promo codes when | use the ShopeeFood app

et al. (2011);
Davis (1989)

PU5 | I have more choices in choosing dishes when using this application
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Code Items Cronbach’s Alpha (a) Source

Perceived Ease of Use 0.850

PE1 | can buy food through the ShopeeFood app without any help Venkatesh and

PE2 | The easy-to-see interface helps me find information quickly Bala (2008); Qin

PE3 | The payment system is easy to use etal. (2011);

PE4 | It's easy for me to track promotional information and order information through the app Davis (1989)

Social influences 0.815

Si1 Most of my friends and people around me are using ShopeeFood service Qin et al. (2011);

SI2 Friends/family influenced my decision to use ShopeeFood services Thompson et al.

SI3 People around me encouraged me to use ShopeeFood service (1991); Ajz.en

Si4 Adv.ell'tisements and media infor.mation through famous figures will influence the (192|1 )(;122\3)3 et
decision to use ShopeeFood services. )

Perceived risk 0.851

PR1 | I think my purchase information will not be well-secured Nguyen, T.D., &

PR2 | Packaging specifications are not guaranteed (Z%L;ér;hDZ AQ

PR3 | Delivery time longer than expected 2 Ch’eng,’K. N

PR4 | The product delivered was not as expected. (2022)

Perceived Trust 0.847

PT1 | feel the product information is trustworthy Nguyen and

PT2 | think my personal information will be secure when using this application Huynh (2018);

PT3 | Ifeel confident when using the ShopeeFood application to order food online Gefen et al.

PT4 | The delivery staff's information is trustworthy. (2003)

Perceived Price 0.847

PP1 Price is my main factor when deciding whether or not to use the Shopee Food service

PP2 | ShopeeFood has attractive discount programs )

PP3 | The selling price is consistent with the product quality GUPE;Q% Kim

PP4 | |think using the ShopeeFood app is not a luxury for me

PP5 | I am willing to use the ShopeeFood app even though the price is high

Perceived convenience 0.862

PC1 | I can use ShopeeFood service anytime, anywhere

PC2 | The waiting time to use the application is not long Chang et al.

PC3 | Using the service is very easy (2012)

PC4 | The way to pay for the service is convenient

Decision-making 0.862

DM1 | | have decided to continue using ShopeeFood service in the future Carroll and

DM2 | If I buy food online, | will continue to choose ShopeeFood JOhg'ISO” (1930);

DM3 | | will order food online on ShopeeFood instead of buying food in person Mi:gz?sigtz

DM4 | | will support and recommend my friends to buy through ShopeeFood (2010)

3.2. Analytic Procedures

At the beginning, to avoid common method bias, the
reliability and validity of all items were assessed by
Cronbach’s alpha and using the SPSS programme (Table 2).
Then, the collinearity test was also carried out, and all VIF
values were under 3.3 (Kock & Lynn, 2012). Hence, the
common method bias was not considered.

After checking the common method bias, the assessment
of the measurement model will be conducted (convergent
validity, composite reliability, and discriminant validity)
following the conditions of Hair Jr et al. (2021) by
SmartPLS software. The authors then suggest utilizing
Partial Least Squares Structural Equation Modelling (PLS-

SEM) to evaluate the structural model and test hypotheses
since it pertains to investigating the intricate interactions
between the multiple indirect and direct repercussions (Hair
Jretal, 2021).

4. Results

4.1. Evaluating the Measurement Model

Related to evaluating the convergent validity and
composite reliability, according to Gotz et al. (2009), the
threshold of outer loading should be > 0,7, and based on Hair
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et al. (2019), the threshold of AVE should be > 0,5, and CR
> 6 (Hair Jr et al., 2021). After evaluating the measurement
model, the initial scales with 34 items have been eliminated
1 item (PR2) due to the outer loading < 0.7. Hence, a total
of 33 items will be checked for discriminant validity (Table
3).

Table 3: Outer loadings, reliability and convergent validity

Variables ltems | Loading a CR AVE

PU1 0.837

Perceived PU2 0.825
Useful:;/ess PU3 0.857 0.883 0.914 0.681

PU4 0.777

PU5 0.829

PE1 0.833

Perceived PE2 0.837
Easeof Use | PE3 | 0835 | 0-8%0 | 0899 | 0.690

PE4 0.817

SI1 0.798

Social SI2 0.801
influences si3 | osxa | 0815 | 0878 | 0643

Sl4 0.785

Perceived PRI 0.733
risk PR3 0.857 0.811 0.884 0.719

' PR4 0.941

PT1 0.837

Perceived PT2 0.818
Trust PT3 0835 0.847 0.897 0.685

PT4 0.820

PP1 0.719

Perceived PP2 0.833
Price PP3 0.869 0.847 0.892 0.624

PP4 0.804

PP5 0.712

PC1 0.811

Perceived PC2 0.844
convenience PC3 0.870 0.862 0.906 0.708

PC4 0.840

DMA1 0.849

Decision- DM2 0.859
making DM3 0.805 0.862 0.906 0.708

DM4 0.852

Regarding the discriminant validity, the Fornell-Larcker
criterion, as well as the Heterotrait-Monotrait ratio (HTMT),
were used. Garson (2016) states that the HTMT number
should be less than 1. Therefore, this study's discriminant

validity was assured, and all values were less than one
(Table 4).

Table 5: Hypothesized structural directions

Table 4: Heterotrait-monotrait ratio results
1 2 3 4 5 6 7 |8

. Perceived convenience
. Decision-making
. Perceived ease of use

0.743
0.698/0.699
0.668|0.729|0.668
0.043|0.098]0.084(0.119
0.589|0.726|0.561(0.714|0.129
0.647|0.664(0.679|0.659|0.056|0.522
0.593|0.733|0.543(0.629|0.086(0.616|0.553

. Perceived price
. Perceived risk

. Perceived trust
. Perceived usefulness
. Social influences

OIN|O(O|A|WIN =

4.2. Evaluating the Structural Model

Regarding the hypothesis testing and structural
directions, the findings are shown in Table 5. In terms of
hypotheses testing outcomes, all path coefficients have been
determined to have significant levels of 1% and 5%, except
for the relationship between social influences = perceived
risk, perceived risk = perceived usefulness, and perceived
trust = perceived usefulness. Therefore, all hypotheses will
be accepted apart from H2, H7, and H8 (p>0.1). Specifically,
H1, H3, H4, HS, H6, H9, H10, H12, H13, H15, and H17
with a significant level of 1%; hence, the positive impacts of
social influences on perceived ease of use (f = 0.458), social
influences on perceived trust (B = 0.514), social influences
on perceived price (B = 0.525), social influences on
perceived convenience (f = 0.502), perceived ease of use on
perceived usefulness (B = 0.270), perceived price on
perceived usefulness (f = 0.237), perceived convenience on
perceived usefulness (B = 0.208), social influences on
decision-making (B = 0.234), perceived ease of use on
decision-making (B = 0.136), perceived trust on decision-
making (B =0.208), and perceived convenience on decision-
making (B = 0.209) were confirmed. Similarly, H11, H14,
H16, and H18 were accepted with correlation coefficients
significant at the 0.05 level. Hence, the positive impacts of
social influences on perceived usefulness (B = 0.111),
perceived price on decision-making (f = 0.112), perceived
usefulness on decision-making (B = 0.111), as well as the
negative impact of perceived risk on decision-making (§ = -
0.069), were confirmed.

Path directions Estimate SD T -value P -value Result
H1 Social influences > Perceived ease of use 0.458 0.054 8.429* 0.000 Accepted
H2 Social influences > Perceived risk 0.047 0.082 0.576 0.565 Rejected
H3 Social influences > Perceived trust 0.514 0.052 9.932* 0.000 Accepted
H4 Social influences - Perceived price 0.525 0.049 10.760* 0.000 Accepted
H5 Social influences > Perceived convenience 0.502 0.051 9.743* 0.000 Accepted
H6 Perceived ease of use - Perceived usefulness 0.270 0.056 4.867* 0.000 Accepted
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Path directions Estimate SD T -value P -value Result

H7 Perceived risk > Perceived usefulness -0.007 0.038 0.189 0.850 Rejected
H8 Perceived trust > Perceived usefulness 0.018 0.053 0.349 0.727 Rejected
H9 Perceived price > Perceived usefulness 0.237 0.057 4.156* 0.000 Accepted
H10 Perceived convenience > Perceived usefulness 0.208 0.055 3.802 0.000 Accepted
H11 Social influences > Perceived usefulness 0.111 0.052 2.155* 0.031 Accepted
H12 Social influences - Decision-making 0.234 0.043 5.435* 0.000 Accepted
H13 Perceived ease of use - Decision-making 0.136 0.041 3.323 0.001 Accepted
H14 Perceived risk = Decision-making -0.069 0.030 2.343* 0.019 Accepted
H15 Perceived trust - Decision-making 0.208 0.038 5.457* 0.000 Accepted
H16 Perceived price - Decision-making 0.112 0.044 2.554** 0.011 Accepted
H17 Perceived convenience - Decision-making 0.209 0.049 4.279* 0.000 Accepted
H18 Perceived usefulness > Decision-making 0.111 0.048 2.315* 0.021 Accepted

Note: SD = standard deviation; *significant at p<0.01; **significant at p<0.05; ns = not significant.

RZperceived convenience = 0.252, R2perceived ease of use= 0.209, R2perceived price= 0.276, R?pecision-making = 0.631, R2perceived trust= 0.265, RZperceived usefuiness = 0.447

Stimuli Organism Response
H13 (0.136*), H14 (-0.069**). H15(0.208%), H16(0.112**), H17(0.209*)
NNV |\ ——
H
i
i
! Perceived
i Ease of Use
|
{
i 0.270*
i .
osssy/ | NS
! Risk 0,007
0.047=
i 3 :
Social 0.514% Perceived 0.018 Perceived 0.111%* Decision-
Influences " Trust " Usefulness making

0.237%
i
:
0502, | L2
i
| 0d0st 0.234*
i 0.111%*
: Perceived
! Comvenience
i
i
i
H

Figure 2: Structural path model

5. Discussion

According to the results, this study provides a holistic
research model to explain the decision-making towards
using online food distribution services in the context of a
new normal in Vietnam and identify the determinants
shaping decision-making. By applying the SOR framework,
theory of perceived risk, and developing the TAM model,
this study opened up a new research approach in this field.
This study has also improved the limitations of previous
theories and models (such as TRA, TPB, etc.) by
considering social influences as stimulus factors, individual

processes and perceptions as organisms, and decision-
making as a response.

Another highlight in theoretical aspects is that this study
has examined the effect of social influences on the
determinants of decision-making such as perceived
usefulness, perceived ease of use, perceived trust, perceived
price, and perceived convenience, while almost all studies
in this area focused mainly on attitudes and intentions
towards behaviours (Kim & Srivastava, 2007; Nath et al.,
2013; Nguyen Thi et al., 2022; Wu & Chen, 2005).
Specifically, social influences have significantly positive
impacts on most of the determinants of decision-making,
except perceived risk (p > 0.1). These findings are the main
keys to practical implications for policymakers and
managers; however, they will be presented after the
theoretical implications.

The second highlight in terms of theoretical aspects is
the examination of the impacts of perceived ease of use,
perceived risk, perceived trust, perceived price, and
perceived convenience on perceived usefulness and
decision-making. The findings of this study clarify the
impression of usefulness while also illustrating that
decision-making has to first provide advantages. According
to the research results, perceived ease of use, perceived price,
and perceived convenience have a positive impact on
perceived usefulness; however, perceived risk and perceived
trust have no impact on perceived usefulness. These results
of the positive impacts of perceived ease of use on perceived
usefulness correspond with the findings of Nguyen Thi et al.
(2022), and perceived convenience on perceived usefulness
correspond with the findings of Yoon and Kim (2007).
Similarly, the positive impact of perceived price on
perceived usefulness matches the research findings of
Artamevia (2021) and Lyu and Zhang (2021). Besides, the
positive impact of perceived ease of use on decision-making
is consistent with the results of Ahmad Tarmizi et al. (2020).
The positive impact of perceived trust on decision-making
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is consistent with the results of Sobhanifard (2018).
Similarly, the positive impacts of perceived price, and
perceived convenience on decision-making are consistent
with the results of Artamevia (2021) and Djan and
Adawiyyah (2020), respectively. The negative impact of
perceived risk on decision-making have been demonstrated
in advance and consistent with the results of this study
(Mehrolia et al., 2021).

The third highlight related to theoretical aspects is the
explanation of the research model. The explanation of
perceived usefulness is significant (R? = 0.447), and the total
explanation of decision-making towards using online food
distribution services is pretty high (R? = 0.631). These
results are evidence of the model's relevance in explaining
usage or purchase decisions. This research model will be a
significant contribution to existing theory related to
decision-making about using online services and a basis for
providing further research directions. On the other hand, this
research also points out the role of perceived trust in shaping
decision-making directly when receiving the effect of social
influences.

In addition to theoretical implications, the findings of
this study imply important practical implications. Based on
the significant positive effects of social influences on
perceived ease of use (= 0.458), perceived trust (§ = 0.514),
perceived price (B = 0.525), perceived convenience (B =
0.502), perceived usefulness (B = 0.111), and decision-
making (f = 0.234), as well as the considerable impacts of
determinants of decision-making on decision-making, the
implications for both policymakers and managers were
proposed:

v’ Facilitate the use of social and media platforms to
inform users about the features and usage of the service
or product to increase their perceived ease of use.

v’ Provide and demonstrate to users the reliability of the
service system or distribution via reviews or
assessments after customers purchase to raise
perceived trust in the product or service.

v’ Take notice of the value of the service provided and
compare it with other websites or other online services
to enhance the perceived price.

v Continue to maintain and improve the convenience of
online service platforms by optimizing customer
services.

v" Communicate the usefulness of a service or product to
customers by orienting the information exposure to
them to raise their perceived usefulness and save time,
effort, and money when buying or using the products
or services.

v All solutions need to be coordinated and deployed in a
comprehensive and synchronous manner to achieve the
goals set by policymakers or managers.

6. Conclusions, Limitations, and Future

Research Directions

Based on the research results, the purpose of this study
has been completed by investigating how the decision to use
online purchasing services would occur in the future normal
state in order to provide objective assessments and
consequences connected to present consumer behaviour. In
addition, the study responded to calls by previous
researchers to build a comprehensive model and explain
well the factors that influence the decision-making process.
Nevertheless, several limitations of this study have been
recognized. First, Since the convenience sampling strategy
would introduce biases, future studies could be conducted
longitudinally. Second, the study has not yet considered
other factors related to cognition or emotion when receiving
stimulating influences, so future studies can develop in this
direction. Finally, although the research approach is new
and different from previous studies, the research still only
develops on existing models and theories. The authors
wonder if we need to research and come up with new
theories or models that are more superior.

References

Ahmad Tarmizi, H., Kamarulzaman, N., Abd Rahman, A., & Atan,
R. (2020). Adoption of internet of things among Malaysian
halal agro-food SMEs and its challenges. Food Research, 4(1),
256-265. https://doi.org/10.26656/11.2017.4(S1).S26

Ajzen, 1. (1980). Understanding attitudes and predictiing social
behavior.

Ajzen, L. (1985). From intentions to actions: A theory of planned
behavior. In Action control: From cognition to behavior (pp.
11-39). Springer. https://doi.org/10.1007/978-3-642-69746-
32

Ajzen, 1. (1991). The theory of planned behavior. Organizational
behavior and human decision processes, 50(2), 179-211.
https://doi.org/10.1016/0749-5978(91)90020-T

Aldaco, R., Hoehn, D., Laso, J., Margallo, M., Ruiz-Salmoén, J.,
Cristobal, J., Kahhat, R., Villanueva-Rey, P., Bala, A., &
Batlle-Bayer, L. (2020). Food waste management during the
COVID-19 outbreak: a holistic climate, economic and
nutritional approach. Science of the Total Environment, 742,
140524. https://doi.org/10.1016/j.scitotenv.2020.140524

Allah Pitchay, A., Ganesan, Y., Zulkifli, N. S., & Khalig, A. (2022).
Determinants of customers' intention to use online food
delivery application through smartphone in Malaysia. British
Food Journal, 124(3), 732-753. https://doi.org/10.1108/BFJ-
01-2021-0075

Annaraud, K., & Berezina, K. (2020). Predicting satisfaction and
intentions to use online food delivery: what really makes a
difference? Journal of Foodservice Business Research, 23(4),
305-323. https://doi.org/10.1080/15378020.2020.1768039

Artamevia, R. (2021). The Effect of Price, Brand Image, and
Technology Acceptance Model (TAM) towards Purchase



Thuc Duc TRAN, Thong Van PHAM, Phu Cam Thi NGUYEN, Loc Tan LOUIS, Ngoc Nhu Thi LE / Journal of Distribution Science 22-3 (2024) 33-47 43

Decision of Gojek Online Transportation. Jurnal Sains Sosial
dan Pendidikan Teknikal| Journal of Social Sciences and
Technical Education (JoSSTEd), 2(1), 37-45.

Baer, M. D., Matta, F. K., Kim, J. K., Welsh, D. T., & Garud, N.
(2018). It's not you, it's them: Social influences on trust
propensity and trust dynamics. Personnel Psychology, 71(3),
423-455. https://doi.org/10.1111/peps.12265

Bagozzi, R. P., & Dholakia, U. M. (2006). Antecedents and
purchase consequences of customer participation in small
group brand communities. International Journal of research in
Marketing, 23(1), 45-61.
https://doi.org/10.1016/j.ijresmar.2006.01.005

Bandura, A. (2003). Social cognitive theory for personal and social
change by enabling media. In Entertainment-education and
social change (pp. 97-118). Routledge.

Bauer, R. A. (1967). Consumer behavior as risk taking. Marketing:
Critical perspectives on business and management, 13-21.
Becker, G. S. (1991). A note on restaurant pricing and other
examples of social influences on price. Journal of political

economy, 99(5), 1109-1116. https://doi.org/10.1086/261791

Bilro, R. G., Loureiro, S. M. C., & Ali, F. (2018). The role of
website stimuli of experience on engagement and brand
advocacy. Journal of Hospitality and Tourism Technology,
9(2), 204-222. https://doi.org/10.1108/JHTT-12-2017-0136

Bohl, P. (2012). The effects of store atmosphere on shopping
behaviour-A  literature  review. Corvinus  Marketing
Tanulmanyok, 2012(1).

Borgatti, S. P., & Foster, P. C. (2003). The network paradigm in

organizational research: A review and typology. Journal of

management, 29(6), 991-1013. https://doi.org/10.1016/S0149-
2063(03)00087-4

Brown, L. G. (1990). Convenience in services marketing. Journal
of Services Marketing, 4(1), 53-59.
https://doi.org/10.1108/EUM0000000002505

Bruch, E., & Feinberg, F. (2017). Decision-making processes in
social contexts. Annual review of sociology, 43, 207-227.
https://doi.org/10.1146/annurev-soc-060116-053622

Carroll, J. S., & Johnson, E. J. (1990). Decision research: A field
guide. Sage Publications, Inc.

Chang, C.-C., Yan, C.-F., & Tseng, J.-S. (2012). Perceived
convenience in an extended technology acceptance model:
Mobile technology and English learning for college students.
Australasian Journal of Educational Technology, 28(5).
https://doi.org/10.14742/ajet.818

Chang, H. H., & Meyerhoefer, C. D. (2021). COVID-19 and the
demand for online food shopping services: Empirical Evidence
from Taiwan. American Journal of Agricultural Economics,
103(2), 448-465. https://doi.org/10.1111/ajae.12170

Chen, C.-C., & Yao, J.-Y. (2018). What drives impulse buying
behaviors in a mobile auction? The perspective of the
Stimulus-Organism-Response  model.  Telematics  and
Informatics, 35(5), 1249-1262.
https://doi.org/10.1016/j.tele.2018.02.007

Chiang, C.-F., & Jang, S. S. (2007). The effects of perceived price
and brand image on value and purchase intention: Leisure

travelers' attitudes toward online hotel booking. Journal of

Hospitality &  Leisure  Marketing, 49-69.

https://doi.org/10.1300/J150v15n03_04

15(3),

Chiu, C. M., Chang, C. C., Cheng, H. L., & Fang, Y. H. (2009).
Determinants of customer repurchase intention in online
shopping. Online information review, 33(4), 761-784.
https://doi.org/10.1108/14684520910985710

Clark, A. E., & Lohéac, Y. (2007). “It wasn’t me, it was them!”
Social influence in risky behavior by adolescents. Journal of
health economics, 26(4), 763-784.
https://doi.org/10.1016/j.jhealeco.2006.11.005

D'Alessandro, S., Girardi, A., & Tiangsoongnern, L. (2012).
Perceived risk and trust as antecedents of online purchasing
behavior in the USA gemstone industry. Asia Pacific Journal
of  Marketing  and  Logistics,  24(3),  433-460.
https://doi.org/10.1108/13555851211237902

Dai, Q., & Cheng, K. (2022). What drives the adoption of
agricultural green production technologies? An extension of
TAM in agriculture. Sustainability, 14(21), 14457.
https://doi.org/10.3390/su142114457

Daud, A., Farida, N., Andriansah, A., & Razak, M. (2018). Impact
of customer trust toward loyalty: The mediating role of
perceived usefulness and satisfaction. Journal od Business and
Retail Management Research (JBRMR), 13(2), 235-242.

Davis, F. D. (1989). Perceived usefulness, perceived ease of use,
and user acceptance of information technology. MIS quarterly,
319-340. https://doi.org/10.2307/249008

Davis, F. D., Bagozzi, R. P., & Warshaw, P. R. (1989). User
acceptance of computer technology: A comparison of two
theoretical models. Management science, 35(8), 982-1003.
https://doi.org/10.1287/mnsc.35.8.982

Djan, 1., & Adawiyyah, S. R. (2020). The effect of convenience
and trust to purchase decision and its impact to customer
satisfaction. International Journal of Business and Economics
Research, 9(4), 2609.
https://doi.org/10.11648/j.ijber.20200904.23

Elwyn, G., & Miron-Shatz, T. (2010). Deliberation before
determination: the definition and evaluation of good decision
making. Health Expectations, 13(2), 139-147.
https://doi.org/10.1111/j.1369-7625.2009.00572.x

Falk, E. B., Cascio, C. N., O'Donnell, M. B., Carp, J., Tinney Jr, F.
J., Bingham, C. R., Shope, J. T., Ouimet, M. C., Pradhan, A.
K., & Simons-Morton, B. G. (2014). Neural responses to
exclusion predict susceptibility to social influence. Journal of
Adolescent Health, 54(5), S22-S31.
https://doi.org/10.1016/j.jadohealth.2013.12.035

Ferrin, D. L., Dirks, K. T., & Shah, P. P. (2006). Direct and indirect
effects of third-party relationships on interpersonal trust.
Journal of  applied  psychology, 91(4), 870.
https://doi.org/10.1037/0021-9010.91.4.870

Fishbein, M., & Ajzen, 1. (1977). Belief, attitude, intention, and
behavior: An introduction to theory and research.

Fritz, C. E., & Williams, H. B. (1957). The human being in
disasters: A research perspective. The Annals of the American
Academy of Political and Social Science, 309(1), 42-51.
https://doi.org/10.1177/000271625730900107

Fucito, L. M., Latimer, A. E., Salovey, P., & Toll, B. A. (2010).
Nicotine dependence as a moderator of message framing
effects on smoking cessation outcomes. Annals of Behavioral
Medicine, 39(3), 311-317. https://doi.org/10.1007/s12160-
010-9187-3



44 A Case Study of Decision-Making Towards Using Online Food Distribution Services After Covid-19 In Vietnam

Gallarza, M. G., & Saura, I. G. (2006). Value dimensions,
perceived value, satisfaction and loyalty: an investigation of
university students’ travel behaviour. Tourism management,
27(3),437-452. https://doi.org/10.1016/j.tourman.2004.12.002

Gani, M. O., Faroque, A. R., Muzareba, A. M., Amin, S., &
Rahman, M. (2023). An integrated model to decipher online
food delivery app adoption behavior in the COVID-19
pandemic. Journal of Foodservice Business Research, 26(2),
123-163. https://doi.org/10.1080/15378020.2021.2006040

Garson, J. (2016). A critical overview of biological functions.
Springer.

Gefen, D., Karahanna, E., & Straub, D. W. (2003). Trust and TAM
in online shopping: An integrated model. MIS quarterly, 51-90.
https://doi.org/10.2307/30036519

Gefen, D., & Straub, D. W. (2004). Consumer trust in B2C e-
Commerce and the importance of social presence: experiments
in e-Products and e-Services. Omega, 32(6), 407-424.
https://doi.org/10.1016/j.omega.2004.01.006

Goftman, E. (1974). Frame analysis: An essay on the organization
of experience. Harvard University Press.

Gotz, O., Liehr-Gobbers, K., & Krafft, M. (2009). Evaluation of
structural equation models using the partial least squares (PLS)
approach. In Handbook of partial least squares: Concepts,
methods and applications (pp. 691-711). Springer.

Gunden, N., Morosan, C., & DeFranco, A. (2020). Consumers’
intentions to use online food delivery systems in the USA.
International journal of contemporary hospitality management,
32(3), 1325-1345. https://doi.org/10.1108/IICHM-06-2019-
0595

Guo, H., Liu, Y., Shi, X., & Chen, K. Z. (2021). The role of e-
commerce in the urban food system under COVID-19: Lessons
from China. China Agricultural Economic Review, 13(2), 436-
455. https://doi.org/10.1108/CAER-06-2020-0146

Guo, J., Hao, H., Wang, M., & Liu, Z. (2022). An empirical study
on consumers' willingness to buy agricultural products online
and its influencing factors. Journal of Cleaner Production, 336,
130403. https://doi.org/10.1016/j.jclepro.2022.130403

Gupta, S., & Kim, H.-W. (2007). The moderating effect of
transaction experience on the decision calculus in on-line
repurchase. International journal of electronic commerce,
12(1), 127-158. https://doi.org/10.2753/JEC1086-4415120105

Hai, T. N., Van, Q. N., & Thi Tuyet, M. N. (2021). Digital
transformation: Opportunities and challenges for leaders in the
emerging countries in response to COVID-19 pandemic.
Emerging Science Journal, 5(1), 21-36.
https://doi.org/10.28991/esj-2021-SPER-03

Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2019). When
to use and how to report the results of PLS-SEM. European
business review, 31(1), 2-24. https://doi.org/10.1108/EBR-11-
2018-0203

Hair Jr, J., Hair Jr, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt,
M. (2021). A primer on partial least squares structural
equation  modeling  (PLS-SEM). Sage  publications.
https://doi.org/10.1007/978-3-030-80519-7

Hakim, M., & Sobari, N. (2021). Factors influencing consumers'
attitude and repurchase intention towards Online Food
Delivery (OFD) services in Indonesia. In Contemporary
Research on Business and Management (pp. 161-165). CRC
Press.

Han, B. R, Sun, T., Chu, L. Y., & Wu, L. (2022). COVID-19 and
E-commerce  Operations:  Evidence from  Alibaba.
Manufacturing & Service Operations Management, 24(3),
1388-1405. https://doi.org/10.1287/msom.2021.1075

Han, H., Hsu, L.-T. J., & Sheu, C. (2010). Application of the theory
of planned behavior to green hotel choice: Testing the effect of
environmental friendly activities. Tourism management, 31(3),
325-334. https://doi.org/10.1016/j.tourman.2009.03.013

Han, H., & Ryu, K. (2012). The theory of repurchase decision-
making (TRD): Identifying the critical factors in the post-
purchase decision-making process. International Journal of
Hospitality Management, 31(3), 786-797.
https://doi.org/10.1016/j.ijhm.2011.09.015

Hasan, S. (2021). Assessment of electric vehicle repurchase
intention: A survey-based study on the Norwegian EV market.
Transportation Research Interdisciplinary Perspectives, 11,
100439. https://doi.org/10.1016/j.trip.2021.100439

Herrando, C., Jiménez-Martinez, J., & Martin-De Hoyos, M. J.
(2017). Passion at first sight: how to engage users in social
commerce contexts. Electronic Commerce Research, 17, 701-
720. https://doi.org/10.1007/s10660-016-9251-6

Hobbs, J. E. (2020). Food supply chains during the COVID-19
pandemic. Canadian Journal of  Agricultural
Economics/Revue canadienne d'agroeconomie, 68(2), 171-176.
https://doi.org/10.1111/cjag.12237

Hsu, C.-L., & Lin, J. C.-C. (2008). Acceptance of blog usage: The
roles of technology acceptance, social influence and
knowledge sharing motivation. Information & management,
45(1), 65-74. https://doi.org/10.1016/j.im.2007.11.001

Hsu, C.-L., & Lu, H.-P. (2004). Why do people play on-line games?
An extended TAM with social influences and flow experience.
Information & management, 41(7), 853-868.
https://doi.org/10.1016/j.im.2003.08.014

Hsu, M.-H., Chang, C.-M., Chu, K.-K., & Lee, Y.-J. (2014).
Determinants of repurchase intention in online group-buying:
The perspectives of DeLone & McLean IS success model and
trust. Computers in human behavior, 36, 234-245.
https://doi.org/10.1016/j.chb.2014.03.065

Huang, Z., & Benyoucef, M. (2013). From e-commerce to social
commerce: A close look at design features. Electronic
Commerce Research and Applications, 12(4), 246-259.
https://doi.org/10.1016/j.elerap.2012.12.003

Hussain, S., Melewar, T., Priporas, C.-V., Foroudi, P., & Dennis,
C. (2020). Examining the effects of celebrity trust on
advertising credibility, brand credibility and corporate
credibility. Journal of Business Research, 109, 472-488.
https://doi.org/10.1016/j.jbusres.2019.11.079

Inoue, Y., & Hashimoto, M. (2022). Changes in consumer
dynamics on general e-commerce platforms during the
COVID-19 pandemic: An exploratory study of the Japanese
market. Heliyon, 8(2).
https://doi.org/10.1016/j.heliyon.2022.e08867

Isaid, E. N., & Faisal, M. N. (2015). Consumers’ repurchase
intention towards a mobile phone brand in Qatar: An
exploratory study utilizing theory of reasoned action
framework. Global Business Review, 16(4), 594-608.
https://doi.org/10.1177/0972150915581104

Jacoby, J. (2002). Stimulus-organism-response reconsidered: an
evolutionary step in modeling (consumer) behavior. Journal of



Thuc Duc TRAN, Thong Van PHAM, Phu Cam Thi NGUYEN, Loc Tan LOUIS, Ngoc Nhu Thi LE / Journal of Distribution Science 22-3 (2024) 33-47 45

consumer psychology, 12(1), 51-57.
https://doi.org/10.1207/S15327663JCP1201_05

Kim, C., Mirusmonov, M., & Lee, I. (2010). An empirical
examination of factors influencing the intention to use mobile
payment. Computers in human behavior, 26(3), 310-322.
https://doi.org/10.1016/j.chb.2009.10.013

Kim, J. H., & Lee, H. C. (2019). Understanding the repurchase
intention of premium economy passengers using an extended
theory of planned behavior. Sustainability, 11(11), 3213.
https://doi.org/10.3390/sul1113213

Kim, M., & Lennon, S. J. (2000). Television shopping for apparel
in the United States: Effects of perceived amount of
information on perceived risks and purchase intentions. Family
and Consumer Sciences Research Journal, 28(3), 301-331.
https://doi.org/10.1177/1077727X00283002

Kim, Y. A, & Srivastava, J. (2007). Impact of social influence in
e-commerce decision making. Proceedings of the ninth
international conference on Electronic commerce,

Kimiagari, S., & Malafe, N. S. A. (2021). The role of cognitive and
affective responses in the relationship between internal and

external stimuli on online impulse buying behavior. Journal of

Retailing  and  Consumer  Services, 61, 102567.
https://doi.org/10.1016/j.jretconser.2021.102567

Kline, R. B. (2023). Principles and practice of structural equation
modeling. Guilford publications.

Knoll, L. J., Leung, J. T., Foulkes, L., & Blakemore, S.-J. (2017).
Age-related differences in social influence on risk perception
depend on the direction of influence. Journal of Adolescence,
60, 53-63. https://doi.org/10.1016/j.adolescence.2017.07.002

Knoll, L. J., Magis-Weinberg, L., Speekenbrink, M., & Blakemore,
S.-J. (2015). Social influence on risk perception during
adolescence.  Psychological science, 26(5), 583-592.
https://doi.org/10.1177/0956797615569578

Kock, N., & Lynn, G. (2012). Lateral collinearity and misleading
results in variance-based SEM: An illustration and
recommendations. Journal of the Association for information
Systems, 13(7).

Lascu, D.-N., & Zinkhan, G. (1999). Consumer conformity: review

and applications for marketing theory and practice. Journal of

Marketing ~ Theory  and  Practice, 7(3), 1-12.
https://doi.org/10.1080/10696679.1999.11501836

Lau, D. C., & Liden, R. C. (2008). Antecedents of coworker trust:
Leaders' blessings. Journal of applied psychology, 93(5), 1130.
https://doi.org/10.1037/0021-9010.93.5.1130

Lauring, J. O., Pelowski, M., Forster, M., Gondan, M., Ptito, M.,
& Kupers, R. (2016). Well, if they like it... Effects of social
groups’ ratings and price information on the appreciation of art.
Psychology of Aesthetics, Creativity, and the Arts, 10(3), 344.
https://doi.org/10.1037/aca0000063

Lee, M. J., & Back, K.-j. (2007). Association members' meeting
participation behaviors: Development of meeting participation
model. Journal of Travel & Tourism Marketing, 22(2), 15-33.
https://doi.org/10.1300/J073v22n02_02

Lerner, J. S., Li, Y., Valdesolo, P., & Kassam, K. S. (2015).
Emotion and decision making. Annual review of psychology,
66, 799-823. https://doi.org/10.1146/annurev-psych-010213-
115043

Leventhal, A. M., Strong, D. R., Sussman, S., Kirkpatrick, M. G.,
Unger, J. B., Barrington-Trimis, J. L., & Audrain-McGovern,

J. (2016). Psychiatric comorbidity in adolescent electronic and
conventional cigarette use. Journal of psychiatric research, 73,
71-78. https://doi.org/10.1016/].jpsychires.2015.11.008

Levin, D. Z., & Cross, R. (2004). The strength of weak ties you can
trust: The mediating role of trust in effective knowledge
transfer.  Management  science, 50(11), 1477-1490.
https://doi.org/10.1287/mnsc.1030.0136

Lin, L. Y., & Chen, Y. W. (2009). A study on the influence of
purchase intentions on repurchase decisions: the moderating
effects of reference groups and perceived risks. Tourism review,
64(3), 28-48. https://doi.org/10.1108/16605370910988818

Liu, X., & Wei, K. K. (2003). An empirical study of product
differences in consumers’ E-commerce adoption behavior.
Electronic Commerce Research and Applications, 2(3), 229-
239. https://doi.org/10.1016/S1567-4223(03)00027-9

Liu, Y., Cai, L., Ma, F., & Wang, X. (2023). Revenge buying after
the lockdown: Based on the SOR framework and TPB model.
Journal of Retailing and Consumer Services, 72, 103263.
https://doi.org/10.1016/j.jretconser.2023.103263

Liu, Y., Pu, B,, Guan, Z., & Yang, Q. (2016). Online customer
experience and its relationship to repurchase intention: An
empirical case of online travel agencies in China. Asia Pacific
Journal of Tourism Research, 21(10), 1085-1099.
https://doi.org/10.1080/10941665.2015.1094495

Loh, Z., & Hassan, S. H. (2022). Consumers’ attitudes, perceived
risks and perceived benefits towards repurchase intention of
food truck products. British Food Journal, 124(4), 1314-1332.
https://doi.org/10.1108/BFJ-03-2021-0216

Lyu, J., & Zhang, J. (2021). An empirical study into consumer
acceptance of dockless bikes sharing system based on TAM.
Sustainability, 13(4), 1831.
https://doi.org/10.3390/su13041831

Mehrabian, A., & Russell, J. A. (1974). The basic emotional impact
of environments. Perceptual and motor skills, 38(1), 283-301.
https://doi.org/10.2466/pms.1974.38.1.283

Mehrolia, S., Alagarsamy, S., & Solaikutty, V. M. (2021).
Customers response to online food delivery services during
COVID-19 outbreak using binary logistic regression.
International journal of consumer studies, 45(3), 396-408.
https://doi.org/10.1111/ijcs.12630

Miao, M., Jalees, T., Zaman, S. 1., Khan, S., Hanif, N.-u.-A., &
Javed, M. K. (2022). The influence of e-customer satisfaction,
e-trust and perceived value on consumer's repurchase intention
in B2C e-commerce segment. Asia Pacific Journal of
Marketing and Logistics, 34(10), 2184-2206.
https://doi.org/10.1108/APJML-03-2021-0221

Miles, J. A. (2012). Management and organization theory: A
Jossey-Bass reader (Vol. 9). John Wiley & Sons.

Miyazaki, A. D., & Fernandez, A. (2001). Consumer perceptions
of privacy and security risks for online shopping. Journal of
Consumer affairs, 35(1), 27-44.
https://doi.org/10.1111/§.1745-6606.2001.tb00101.x

Moon, J., Song, M., Lee, W. S., & Shim, J. M. (2023). Structural
relationship between food quality, usefulness, ease of use,
convenience, brand trust and willingness to pay: the case of
Starbucks.  British  Food  Journal, 125(1), 65-81.
https://doi.org/10.1108/BFJ-07-2021-0772

Mouakket, S. (2009). The effect of exogenous factors on the
Technology Acceptance Model for online shopping in the UAE.



46 A Case Study of Decision-Making Towards Using Online Food Distribution Services After Covid-19 In Vietnam

International Journal of Electronic Business, 7(5), 491-511.
https://doi.org/10.1504/1JEB.2009.028153

Nath, R., Bhal, K. T., & Kapoor, G. T. (2013). Factors influencing
IT adoption by bank employees: An extended TAM approach.
Vikalpa, 38(4), 83-96.
https://doi.org/10.1177/0256090920130406

Nguyen, T. D., & Huynh, P. A. (2018). The roles of perceived risk
and trust on e—payment adoption. Econometrics for financial
applications,

Nguyen Thi, B., Tran, T. L. A., Tran, T. T. H,, Le, T. T., Tran, P.
N. H, & Nguyen, M. H. (2022). Factors influencing
continuance intention of online shopping of generation Y and
Z during the new normal in Vietnam. Cogent Business &
Management, 91), 2143016.
https://doi.org/10.1080/23311975.2022.2143016

Nocera, J. A., Dunckley, L., & Sharp, H. (2007). An approach to
the evaluation of usefulness as a social construct using
technological frames. International Journal of Human-
Computer Interaction, 22(1-2), 153-172.
https://doi.org/10.1080/10447310709336959

Noh, M., Lee, K., Kim, S., & Garrison, G. (2013). Effects of
collectivism on actual s-commerce use and the moderating
effect of price consciousness. Journal of Electronic Commerce
Research, 14(3), 244.

Ozturk, A. B., Bilgihan, A., Nusair, K., & Okumus, F. (2016).
What keeps the mobile hotel booking users loyal? Investigating
the roles of self-efficacy, compatibility, perceived ease of use,

and perceived convenience. International Journal of

Information Management, 36(6), 1350-1359.
https://doi.org/10.1016/j.ijinfomgt.2016.04.005

Pavlou, P. A. (2003). Consumer acceptance of electronic
commerce: Integrating trust and risk with the technology
acceptance model. International journal of electronic
commerce, 7(3), 101-134.
https://doi.org/10.1080/10864415.2003.11044275

Peng, C., & Kim, Y. G. (2014). Application of the stimuli-
organism-response (SOR) framework to online shopping
behavior. Journal of Internet Commerce, 13(3-4), 159-176.
https://doi.org/10.1080/15332861.2014.944437

Perugini, M., & Bagozzi, R. P. (2001). The role of desires and
anticipated emotions in goal-directed behaviours: Broadening
and deepening the theory of planned behaviour. British journal
of social psychology, 40(1), 79-98.
https://doi.org/10.1348/014466601164704

Pillai, S. G., Kim, W. G., Haldorai, K., & Kim, H.-S. (2022).
Online food delivery services and consumers' purchase
intention: integration of theory of planned behavior, theory of
perceived risk, and the elaboration likelihood model.
International Journal of Hospitality Management, 105,
103275. https://doi.org/10.1016/j.ijhm.2022.103275

Poels, K., & Dewitte, S. (2008). Hope and self-regulatory goals
applied to an advertising context: Promoting prevention
stimulates goal-directed behavior. Journal of Business
Research, 61(10), 1030-1040.
https://doi.org/10.1016/j.jbusres.2007.09.019

Poon, W. C., & Tung, S. E. H. (2022). The rise of online food
delivery culture during the COVID-19 pandemic: an analysis

of intention and its associated risk. European Journal of

Management and Business Economics.
https://doi.org/10.1108/EJMBE-04-2021-0128

Qin, L., Kim, Y., Hsu, J., & Tan, X. (2011). The effects of social
influence on user acceptance of online social networks.
International Journal of Human-Computer Interaction, 27(9),
885-899. https://doi.org/10.1080/10447318.2011.555311

Ragab, M. A., & Arisha, A. (2018). Research methodology in
business: A starter’s guide.
https://doi.org/10.5430/mos.v5n1pl

Riad, J. K., Norris, F. H., & Ruback, R. B. (1999). Predicting
evacuation in two major disasters: Risk perception, social
influence, and access to resources 1. Journal of applied social
Psychology, 29(5), 918-934. https://doi.org/10.1111/j.1559-
1816.1999.tb00132.x

Rice, R. E., Grant, A. E., Schmitz, J., & Torobin, J. (1990).
Individual and network influences on the adoption and
perceived outcomes of electronic messaging. Social networks,
12(1), 27-55. https://doi.org/10.1016/0378-8733(90)90021-Z

Sahu, A. K., Padhy, R., & Dhir, A. (2020). Envisioning the future
of behavioral decision-making: A systematic literature review
of behavioral reasoning theory. Australasian Marketing
Journal, 28(4), 145-159.
https://doi.org/10.1016/j.ausmj.2020.05.001

Saunders, M., Lewis, P., & Thornhill, A. (2003). Research methods
forbusiness students. Essex. Prentice Hall: Financial Times.

See, G.-T., & Goh, Y.-N. (2019). Tourists' intention to visit
heritage hotels at George Town World Heritage Site. Journal
of Heritage Tourism, 14(1), 33-48.
https://doi.org/10.1080/1743873X.2018.1458853

Shang, J., & Croson, R. (2009). A field experiment in charitable
contribution: The impact of social information on the voluntary
provision of public goods. The economic journal, 119(540),
1422-1439. https://doi.org/10.1111/j.1468-0297.2009.02267.x

Shukla, M., Jain, V., & Misra, R. (2021). Factors influencing
smartphone based online shopping: an empirical study of
young Women shoppers. Asia Pacific Journal of Marketing
and Logistics, 34(5), 1060-1077.
https://doi.org/10.1108/ APJML-01-2021-0042

Singh, T. B. (2012). A social interactions perspective on trust and
its determinants. Journal of Trust Research, 2(2), 107-135.
https://doi.org/10.1080/21515581.2012.708496

Sobhanifard, Y. (2018). Hybrid modelling of the consumption of
organic foods in Iran using exploratory factor analysis and an
artificial neural network. British Food Journal, 120(1), 44-58.
https://doi.org/10.1108/BFJ-12-2016-0604

Su, D. N., Nguyen, N. A. N, Nguyen, L. N. T., Luu, T. T,, &
Nguyen-Phuoc, D. Q. (2022). Modeling consumers’ trust in
mobile food delivery apps: perspectives of technology
acceptance model, mobile service quality and personalization-
privacy theory. Journal of Hospitality Marketing &
Management, 31(5), 535-569.
https://doi.org/10.1080/19368623.2022.2020199

Sun, S., Law, R., Schuckert, M., & Hyun, S. S. (2022). Impacts of
mobile payment-related attributes on consumers' repurchase
intention. International Journal of Tourism Research, 24(1),
44-57. https://doi.org/10.1002/jtr.2481

Taylor, S. A., Ishida, C., & Wallace, D. W. (2009). Intention to
engage in digital piracy: A conceptual model and empirical test.



Thuc Duc TRAN, Thong Van PHAM, Phu Cam Thi NGUYEN, Loc Tan LOUIS, Ngoc Nhu Thi LE / Journal of Distribution Science 22-3 (2024) 33-47 47

Journal ~ of  Service  Research,  11(3), 246-262.
https://doi.org/10.1177/1094670508328924

Thomas, W. 1., & Znaniecki, F. (1919). The Polish peasant in
Europe and America: Monograph of an immigrant group (Vol.
3). University of Chicago Press.

Thompson, R. L., Higgins, C. A., & Howell, J. M. (1991). Personal
computing: Toward a conceptual model of utilization. MIS
quarterly, 125-143. https://doi.org/10.2307/249443

Torki Biucky, S., Abdolvand, N., & Rajaee Harandi, S. (2017). The
effects of perceived risk on social commerce adoption based
on TAM model. International Journal of Electronic
Commerce Studies.

Tran, T. B. Y., Nguyen, N., Greenland, S., & Saleem, M. A. (2023).
Unrestricted tobacco marketing prompts young adults to
smoke in an emerging market: a study of emotional responses.
Journal of Strategic Marketing, 1-15.
https://doi.org/10.1080/0965254X.2023.2268667

Troise, C., O'Driscoll, A., Tani, M., & Prisco, A. (2021). Online
food delivery services and behavioural intention—a test of an
integrated TAM and TPB framework. British Food Journal,
123(2), 664-683. https://doi.org/10.1108/BFJ-05-2020-0418

Tuan Mansor, T. M., Mohamad Ariff, A., Hashim, H. A., & Ngah,
A. H. (2022). External whistleblowing intentions of auditors: a
perspective based on stimulus—organism-response theory.
Corporate Governance: The International Journal of Business
in Society, 22(4), 871-897. https://doi.org/10.1108/CG-03-
2021-0116

Venkatesh, V., & Bala, H. (2008). Technology acceptance model
3 and a research agenda on interventions. Decision sciences,
39(2), 273-315. https://doi.org/10.1111/j.1540-5915.2008.
00192.x

Venkatesh, V., Thong, J. Y., & Xu, X. (2012). Consumer
acceptance and use of information technology: extending the
unified theory of acceptance and use of technology. MIS
quarterly, 157-178. https://doi.org/10.2307/41410412

Wakefield, K. L., & Inman, J. J. (2003). Situational price
sensitivity: the role of consumption occasion, social context
and income. Journal of Retailing, 79(4), 199-212.
https://doi.org/10.1016/j.jretai.2003.09.004

Wang, E. S.-T., & Chou, N. P.-Y. (2014). Consumer characteristics,
social influence, and system factors on online group-buying
repurchasing intention. Journal of Electronic Commerce
Research, 15(2), 119-132.

Warganegara, D. L., & Babolian Hendijani, R. (2022). Factors that
drive actual purchasing of groceries through e-commerce
platforms during COVID-19 in Indonesia. Sustainability, 14(6),
3235. https://doi.org/10.3390/su14063235

Wen, C., Prybutok, V. R., & Xu, C. (2011). An integrated model
for customer online repurchase intention. Journal of Computer
information systems, 52(1), 14-23.
https://doi.org/10.1080/08874417.2011.11645518

Wu, L., & Chen, J.-L. (2005). An extension of trust and TAM
model with TPB in the initial adoption of on-line tax: an
empirical study. International Journal of Human-Computer
Studies, 62(6), 784-808.
https://doi.org/10.1016/j.ijhcs.2005.03.003

Xu, G., & Gutiérrez, J. A. (2006). An exploratory study of killer
applications and critical success factors in m-commerce.
Journal of Electronic Commerce in Organizations (JECO),
4(3), 63-79. https://doi.org/10.4018/jeco.2006070104

Xu, X., Thong, J. Y., & Tam, K. Y. (2017). Winning back
technology disadopters: testing a technology readoption model
in the context of mobile internet services. Journal of
Management  Information  Systems, 34(1), 102-140.
https://doi.org/10.1080/07421222.2017.1297172

Yang, Q., Pang, C., Liu, L., Yen, D. C., & Tarn, J. M. (2015).
Exploring consumer perceived risk and trust for online
payments: An empirical study in China’s younger generation.
Computers in human behavior, 50, 9-24.
https://doi.org/10.1016/j.chb.2015.03.058

Yoon, C., & Kim, S. (2007). Convenience and TAM in a
ubiquitous computing environment: The case of wireless LAN.
Electronic Commerce Research and Applications, 6(1), 102-
112. https://doi.org/10.1016/j.elerap.2006.06.009

Zhang, L., & Gléscher, J. (2020). A brain network supporting
social influences in human decision-making. Science advances,
6(34), eabb4159. https://doi.org/10.1126/sciadv.abb4159



