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Abstract 

The purpose of this study is to examine the adoption of Online Food Delivery Services (OFD) 

services by modifying the Unified Theory of Acceptance and Use of Technology (UTAUT) with 

an addition of Perceived Control and Hedonic Motivation as constructs. Data was collected 

from 253 individuals. Principal Component Analysis and Cron-Bach’s alpha coefficient test 

was used to test the reliability and validity of the data, and multiple linear regression analysis 

for the hypothesized relationships. The results revealed that performance expectancy, effort 

expectancy, social influence and facilitating conditions have a significant influence on 

intention to use OFD services. The study makes a theoretical contribution by validating the 

modified UTAUT model in the context of adoption of OFD services. It possesses some 

managerial implications as the construct introduced in the paper implies an impact on the 

revenue realisation of the industry and also on the managers as inculcation of these factors 

are necessary to upgrade and enhance the conventional dining services. 

Keywords: Unified Theory of Acceptance and Use of Technology (UTAUT), Online Food 

Delivery (OFD), Perceived Control, Hedonic Motivation 

 

1. Introduction 

Background of Study 

Over the years, Online Food Delivery (OFD) Services has become an integral part of the Food 

Tech industry. It has matured from food processing and technology in manufacturing to online 

food ordering and delivery services market. 
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There are two types of retailers that provide OFD services. The first type largely comprises of 

fast food chains such as McDonald’s, Pizza Hut, Dominoes, Subway etc. The second type 

comprises of multiple restaurant aggregators. Some of the eminent OFD aggregators are 

Zomato, Uber-Eats, Faaso’s, Food-Panda, Swiggy, etc. 

OFD services are popular among millennials more than Gen Xers (in their late 30s and 40s) 

and Baby Boomers (of retirement age). These young working professionals are avid travellers, 

experimental when it comes to food and tech-savvy. The OFD market delivers convenience 

across every consumer touch-point. It is an important consideration for millennials on account 

of their hectic schedules. They provide decision convenience (easy to choose based on reviews 

and ratings), transactional convenience (fast and easy to pay via credit/debit cards, e-wallets, 

pay on delivery), benefit convenience (easy to order from more than one restaurants at a time) 

and post-benefit convenience (easy to re-purchase by saving address and payments details). 

Statement of Problem 

OFD services have seen a radical change from early suspicion to gradual acceptance and 

growing popularity of food delivery platforms. 2017 witnessed optimism among consumers 

and the adoption on food delivery platforms increased. The last year, saw a wave of food tech 

businesses take over the pool of traditional restaurants.  

While OFD services offer cost-saving options and quick delivery times, they are limited by a 

number of factors such as uncertain demand patterns, and intensive peaks in ordering during 

meal-times, inability to influence external factors such as traffic, weather, and changing 

demands on a daily basis are the key challenges faced by this industry. Owing to cut-throat 

competition and vast market, the online food delivery space needs continuous innovation to 

improve customer convenience, satisfaction, and retention. 

Like e-commerce businesses, food tech companies solely depend on technological platforms. 

Hence it is of paramount importance to examine the adoption of online food delivery (OFD) 

services. 

Purpose  

The purpose of the study is to examine the UTAUT model to explore consumer adoption in 

OFD services. 

Objectives 

I. To identify the influencing factors for the adoption of OFD services. 

II. To study the constructs of the UTAUT model that explain the variance in Behavioural 

Intention to use OFD services 

III. To understand the dominant constructs of the UTAUT model that are crucial in the 

development of OFD services. 
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2. Review of Related Literature 

Earlier, a theory of developed to study the rate at which new ideas and technology are spread. 

This theory is popularly known as Diffusion of Innovation Theory (Everett Rogers 1962). The 

four major elements of this theory that decide the adoptability and sustainability of innovation 

or new technology such as time, communication channels, society and innovation. According 

to theory, innovation would reach at the static position when users find substitutes to fulfil their 

requirement. Users are classified into four categories- early adopters, early majority, late 

majority, laggard. 

Technological Acceptance Model (TAM) is developed to study the acceptance and use of 

new technology from owners and user’s point of view (Davis, 1989; Davis, Bagozzi, & 

Warshaw, 1989). There is always a mixed reaction of users when they interact with new 

technologies because of complexities and uncertainties. TAM comprise of two determinants - 

ease of use and usefulness of new technologies. Factors such as attitude, behavioural intentions 

and their impact on purchasing decision play a vital role in the study of acceptance of 

technology. Online food ordering and delivery services are operated by user through website 

or mobile applications. The usefulness of technology can be studied by using extended TAM 

and ease of usefulness can also be studied when user or customer interact with websites and 

mobile applications.  

Theory of Planned Behaviour (TPB) extended TRA by adding the construct of Perceived 

Behavioural Control as an additional determinant of intention and behaviour (Ajzen, 1991). 

Perceived Behavioural Control refers to the perceived ease or difficulty of performing the 

behaviour and it is assumed to reflect past experience as well as anticipated impediments and 

obstacles. Taylor & Todd (1995b) further decomposed attitude, subjective norm and perceived 

behavioural control into the underlying belief structure, to propose the Decomposed Theory of 

Planned Behaviour (DTPB). Another study (Taylor & Todd, 1995a) combined TAM and TPB 

to provide a hybrid model, which is referred to as the model combining the Technology 

Acceptance Model and the Theory of Planned Behaviour.  

There have been several theoretical models, primarily developed from theories in psychology 

and sociology (Venkatesh et al. 2003), employed to explain technology acceptance and use. A 

review and synthesis of eight theories of technology use, namely, Theory of Reasoned Actions 

(TRA), Technology Acceptance Model (TAM), Motivational Model (MM), Theory of Planned 

Behaviour (TPB), Combination of TAM and TPB (C-TAM-TPB), Model of PC Utilisation(M-

PCU), Innovation Diffusion Theory (IDT) and Social Cognitive Theory (SCT), resulted in the 

Unified Theory of Acceptance and Use of Technology-UTAUT (Venkatesh et al. 2003). 

UTAUT has refined the critical factors and contingencies related to the prediction of 

behavioural intention to use a technology. 

UTAUT model has four key constructs – performance expectancy, effort expectancy, social 

influence, facilitating conditions as a determinant of behavioural intention and use behaviour. 

The model has four key moderators – age, gender, experience and voluntariness of use.  This 

model has been shown to explain as much as 70% of the variance in behavioural intention to 

Pramana Research Journal

Volume 9, Issue 8, 2019

ISSN NO: 2249-2976

https://pramanaresearch.org148



use technology and about 50% of the variance in the usage of technology (Venkatesh, Thong, 

Xu, 2012).  

Researchers have applied various technology adoption theories to examine technology 

acceptance by extending and reconstructing the UTAUT model, most of the refining done with 

the theory was based on either eliminating some of the moderating variables or redefining the 

explanatory factors, but there is still a great need to conduct a structured research to examine 

the adoption criteria for consumer context. 

 

 

Figure 1: UTAUT Model 

After its publication in the year 2003, UTAUT has been used in various research studies to 

examine adoption of technology such as video-based learning (Mikalef, Pappas & 

Giannakos,2016) analysed the combination of user behaviour and user experience in order to 

predict intention to adopt VBL technology, virtual communities of practice (Nistor, Baltes, & 

Schustek, 2012), CRM systems explored the factors affecting the acceptance and the use of 

CRM systems (Pai & Tu, 2011), Telemedicine (Hailemariam, Negash, & Musa, 2010), Social 

media (Curtis et al., 2010) found out how non-profit public relations practitioners adopted 

social media tools, Internet banking (Abu-Shanab & Pearson, 2009) study was conducted to 

better understand the adoption of Internet banking within Jordan, Learning Online Social 

Support (Chieh-Peng Lin et. Al,2007) investigates the role of Network Information 

Technology in Online Social Support. Similarly, UTAUT model can be used to examine Online 

Food Delivery (OFD) services.  
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This paper introduces modified UTAUT by identifying key additional constructs and 

relationships to be amalgamated into UTAUT, hence tuning it for customer use case. In order 

to understand the relevance and importance of the UTAUT model , thorough research was 

conducted and great many articles, research works and other journals were assessed to 

understand the broad framework of UTAUT which could help us to interpret the contribution 

of the framework to this particular topic of interest.  

3. Research Methodology 

Hypotheses 

The proposed UTAUT model is shown in Figure 2. Performance Expectancy, Effort 

Expectancy, Social Influence, Hedonic Motivation and Control Beliefs are proposed to be the 

determinants of Behavioural Intention.  

 

 

 

 

 

 

 

 

 

 

 

 

 
 

Figure 2: Proposed Research Model 
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Performance Expectancy  

Performance Expectancy is defined as the degree to which using OFD services will benefit the 

consumers in performing certain activities. It is defined as “the degree to which the user expects 

that using the system will help him or her to attain gains in job performance” (Venkatesh et al., 

2003). The five constructs from the different models that capture this construct are Perceived 

Usefulness (TAM/TAM2 and C-TAM-TPB), Extrinsic Motivation (MM), Job Fit (MPCU), 

Relative Advantage (IDT) and Outcome Expectations (SCT).Research recommends that 

performance expectancy is one of the most important predictors of the intention to use 

technology (Venkatesh et al., 2003; Kijsanayotin et al., 2009; Liu et al., 2014).  

Out of 116 studies (Williams et al.,2015) that examined the relationship between performance 

expectancy and behavioural intention, 93 studies (80%) found this relationship to be 

significant. The relationship between Performance Expectancy and Behavioural Intention is 

validated in various contexts such as adoption of Internet banking in Jordan (AbuShanab, 

Pearson, & Setterstorm, 2010), adoption of mobile devices/services in Finland (Carlsson, 

Carlsson, Hyvönen, Puhakainen, & Walden, 2006), adoption of world wide web for job seeking 

in South Africa (Pavon & Brown, 2010), registered nurses', certified nurse practitioners' and 

physician assistants' acceptance of electronic medical record (EMR) in the state of South 

Dakota of USA (Wills, El-Gayar, & Benett, 2008), and students' acceptance of online courses 

in the Sri Lankan State Universities (Wijewardene, Azam, & Khatibi, 2018). 

We define performance expectancy as the degree to which an individual believes that using 

OFD services will help him or her to attain gains in job performance and propose the following 

hypothesis: 

H1: Performance Expectancy has a positive impact on Behavioural Intention. 

Effort Expectancy 

Effort Expectancy is the degree of ease associated with the use of OFD services.  Constructs 

from the existing models that pertain to this construct are Perceived Ease of Use (TAM/TAM2), 

Complexity (MPCU) and Ease of Use (IDT). It can be interpreted as the expected complexity 

of any technology and the level of effort it’s usage demands.  

64 out of 110 studies (Williams et al.,2015), that is, 58% studies have found a significant 

relationship between effort expectancy and behavioural intention. The relationship between 

Effort Expectancy and Behavioural Intention is found to be significant in numerous contexts 

such as intention to use hybrid media applications viz. code reading applications for camera 

phones (Louho & Kallioja, 2006), user acceptance of information technology in Canadian firms 

(Neufeld, Dong, & Higgins, 2007), adoption of digital libraries among university students in 

north-eastern USA (Nov & Ye, 2009), acceptance of CRM systems among staff members of 

four distribution service companies in Taiwan (Pai & Tu, 2011) and mobile banking adoption 

in Pakistan (Abbas, Hassan, Asif, Ahmed, & Haider, 2018). 
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In this study, effort expectancy refers to the degree of ease associated with the use of OFD 

services. Based on support from literature, the second hypothesis is as stated below: 

H2: Effort Expectancy has a positive impact on Behavioural Intention.  

 

Social Influence 

Social influence is the degree to which a consumer is influenced by him or her peers and other 

individual in the social circle to convince him or her to use the OFD services.  

Out of 115 studies that examined the relationship between social influence and behavioural 

intention, 86 studies (75%) found this relationship to be significant (Williams et al., 2015). The 

relationship between Social Influence and Behavioural Intention is found to be significant in 

many contexts such as adoption of e-government services in the state of Qatar (Al-Shafi & 

Weerakkody, 2009), user acceptance of e-Government services offered through kiosks in 

Taiwan (Hung, Wang, & Chou, 2007), adoption behaviour of mobile Internet users in Greece 

(Kourouthanassis, Georgiadis, Zamani, & Giaglis, 2010), adoption of a C2C auction site (Tao 

Bao) among students in China (Pahnila, Siponen, & Zheng, 2011) and adoption of Information 

Communication Technology (ICT) services among university library end-users in Uganda 

(Tibenderana, Ogao, Ikoja- Odongo, & Wokadala, 2010) In the present context, social 

influence can be defined as the degree of importance an individual assigns to others' opinion 

on whether he or she should use OFD services. The third hypothesis is stated as below: 

H3: Social Influence has a positive impact on Behavioural Intention. 

Facilitating Conditions 

Facilitating Conditions refer to the consumers preference of the resource and support available 

to perform a behaviour (Brown and Venkatesh, 2005; Venkatesh et al., 2003). They are defined 

as the level to which a consumer comprehends the importance of existence of technical 

infrastructure in place to stimulate the use of any system. 

Williams et al. (2015) examined 48 studies that investigated the relationship between 

facilitating conditions and behavioural intention and noted that 33 studies (69%) found this 

relationship to be significant. The relationship between Facilitating Conditions and 

Behavioural Intention is found to be significant in several contexts such as adoption of e-file 

among US taxpayers (Schaupp & Hobbs, 2009), Internet Banking Adoption in Kuala Lumpur 

(Sok Foon & Chan Yin Fah, 2011), intention to use technology among school teachers in 

Singapore (Teo, 2011), adoption of mobile phones among undergraduate university students in 

South Africa (Biljon & Kotzé, 2008), and adoption behaviour of 3G mobile communication 

users in Taiwan (Y. L. Wu, Tao, & Yang, 2007). We define facilitating conditions as the degree 

to which an individual believes that infrastructure exists to support the use of OFD services, 

and propose the following fourth hypothesis: 

H4: Facilitating Conditions have a positive impact on Behavioural Intention. 
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Hedonic Motivation 

An amusing pleasure derived from the usage of a technology. It springs from the idea of  hidden 

incentive for fun. This construct is believed to be a positive influence in adoption of a new 

technology ( Brown and Venkatesh 2005), it also proves to be a factor for effecting consumer 

behaviour for adoption of a particular technology(e.g., Brown and Venkatesh 2005; Childers 

et al. 2001). Hence we propose hedonic motivation as a predictor of consumers’ behavioural 

intention to use a technology. 

H5: Hedonic Motivation has a positive influence on the behavioural intention to adopt mobile 

applications. 

Further, we will use the Theory of Planned Behaviour as an underlying framework in a 

qualitative study to uncover the control beliefs that are the basis for forming consumers’ 

intentions to use OFD services.  

The TPB provides a more general framework for the construct of Perceived Behavioural 

Control, it is said to influence both intention and behaviour. It tends to influence behaviour 

through behavioral intention in a direct or an interactive manner.  

Control beliefs can be defined as sensing the existence of facets that ease or hinder the 

performance of behaviour.  In all, perceived behavioral control is a sum total of control belief 

facets, at a particular point of time, depending on the power the facet holds.   

Perceived Control 

Control, defined as the need to depict an individual’s ability, supremacy and proficiency in 

various circumstances is agreed to be a human driving force. Behavioural control refers to the 

"availability of a response which may directly influence or modify the objective characteristics 

of an event" (Averill 1973, p. 293). Evidence shows that a higher degree of perceived control 

leads to a positive effect the mental and physical well-being of individuals. Studies (e.g., 

Langer 1983) suggest that the study of perceived control has been used in both labrotary and 

field settings.  

H6:  Perceived Control has a positive influence on the behavioral intention to adopt mobile 

applications.  

 

Instrument Development 

There are have been many ways by which Perceived Control and Hedonic Motivation have 

been measured in the existing literature. Sheryl E. Kimes (2011) has used the construct, 

Perceived Control as a variable to understand how it varies by age or by gender and in turn 

affects the online buying intention of the consumer. Viktoriia Vinnik (2017) used the construct 

Hedonic Motivation to directly test its impact on the behavioural intention of the consumer.  
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The scales Hedonic Motivation and Perceived Control were adopted by Viktoriia Vinnik 

(2017), Chia-Chi Chang (2008) and Escobar-Rodríguez and Carvajal-Trujillo, 2013; 

Khajehzadeh et al., (2014); to et al., (2007) having VIF greater than 1. The scale for constructs 

from UTAUT was adapted from Venkatesh et al. (2003) in which all these scales had Internal 

Consistency Reliability (ICR) greater than 0.70. The items were adapted for the present 

context. All items were measured on a 7-point Likert scale (from “strongly disagree” to 

“strongly agree”). 

Research Design 

The study used Survey Research Method to test hypotheses. Several scales exist in literature 

which measure the UTAUT related constructs, hedonic motivation and perceived control used 

in this model. This is in line with the majority of UTAUT studies that have used survey research 

method (Williams et al., 2015). 

Sources of Data  

An online questionnaire was created and sent to students, home-makers, corporate employed, 

government employed and self-employed individuals by email as well as WhatsApp. After pre-

processing and cleansing of data, 253 responses were obtained. Demographic details of the 

sample profile are provided in Table 1. 

 

Table 1. Sample Profile 

 
Sampling Procedure 

The study used simple random sampling as a sampling technique to select the subjects for 

hypotheses testing. The subjects were selected based on their convenient accessibility and 

proximity to the researcher, without incurring the cost or time required to select a random 

sample which makes it a non-probability method of sampling. 
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Methods and Instruments of Data Gathering 

The instrument used in this research work is Sample Surveys. These surveys are designed to 

record a subset of a larger population in order to get insights on the issue of interest. 

After the data collection instrument has been chosen, its important to ascertain the 

measurement unit of the data. As this survey is tapping the responses of various individuals, 

there is a need to understand the behaviour of the buyer as an individual. Hence, the unit has 

been decided to be at an individual level. 

Methods of Data Analysis 

After collecting a large data set, the next essential step is to understand the nature and pattern 

of the data. Depending on the form of research to be conducted, the type of analysis is 

determined. 

In this case, Quantitative Analysis has been used. 

The first phase of data analysis is Data Validation, that is, screening of the responses that are 

not according to the predefined standards to be removed. The second phase is error proofing 

of the data, where outliers or high leverage data points are filtered and other errors such as 

incomplete or incorrect survey responses are removed. The third phase is Data Coding which 

is the most essential part of the data pre-processing. It is done in order to convert the multiple 

scales into codes which is necessary for the analysis of the data. After these steps, quantitative 

analysis is performed on the data which is followed by inferential analysis, that is, Regression, 

Variance and Correlation analysis. 

4. Analysis and Results 

SPSS software was used for data analysis.  

Firstly, the measurement model was tested for Reliability and Validity. All the constructs were 

tested for Cron-Bach’s Alpha among which constructs of Performance Expectancy and 

Facilitating Conditions were found to be poorly loaded with a value of less than 0.7. Hence, 

they were not carried forward for the Validity Test.  

The Validity test was ascertained using Principle Component Analysis (PCA). PCA is a 

statistical procedure in order to reduce dimensionality and convert any correlated variables into 

linearly uncorrelated factors (Principal Component). This was further used for Regression 

Analysis.  
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Table 2: Results of Validity and Reliability Tests 

 

The constructs of Hedonic Motivation and Attitude towards OFD services were not eligible for 

the reliability and validity test. Hence, were passed through and taken directly under regression 

analysis.  

The Cron-Bach’s alpha coefficient should be greater than 0.7, preferably. The loadings of each 

of the constructs were calculated. In order to verify cross-loading, the oblique rotation (direct 

oblimin rotation) test was used. This test found out the outer loading of all indicators on the 

associated construct. Hence, the items which were cross-loaded on other factors were 

discarded. The remaining were passed to the final regression test.  

After assessing the measurement model, multiple regression analysis for all the predictors of 

behavioural intention were conducted on IBM SPSS. The VIF values were found out in order 

to address the collinearity issue. The VIF values of factors below the threshold value (less than 

5) were retained.  

The path co-efficient (beta value) of the various factors was found to be significant. 

Hence, factors such as performance expectancy, effort expectancy, social influence and 

facilitating conditions were found to be significant. These factors successfully explained the 

maximum variance on Behavioural Intention. 

The path co-efficient for the relationship between effort expectancy and behavioural intention 

is biggest among the other path coefficients, indicating the prominent role of effort expectancy 

in influencing the dependant variable, Behavioural Intention.  
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Table 3: Summary of Results 

 

 

Based on these results, results of hypotheses testing are displayed in Table 4. The research 

model is shown in Figure 3.  

 

Table 4: Results of Hypothesis Testing 
 

 

  
Hypothesis Test 

H1: Performance Expectancy has a positive impact on 

Behavioural Intention. 

Supported 

H2: Effort Expectancy has a positive impact on Behavioural 

Intention.  

Supported 

H3: Social Influence has a positive impact on Behavioural 

Intention. 

Supported 

H4: Facilitating Conditions have a positive impact on 

Behavioural Intention. 

Supported 

H5: Hedonic Motivation has a positive influence on the 

behavioural intention to adopt mobile applications. 

Not 

Supported 

H6: Perceived Control has a positive influence on the behavioral 

intention to adopt mobile applications. 

Not 

Supported 
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Figure 3: Resultant Model 

 

5. Summary and Conclusions 

Interpretation of Findings 

Concordant with the UTAUT model, the study hypothesizes the impact of Performance 

Expectancy, Effort Expectancy, Social Influence and Facilitating Conditions on Behavioral 

Intention. All the four predictors successfully supported the study.  

Effort Expectancy happens to be to be the most dominant variable among all the four variables.  

From the findings of this study, we can stipulate that consumers tend adopt OFD services given 

its ease of use. The next dominant variable is Facilitating Conditions, especially due to the 

sample profile. The online questionnaire asked respondents about their locality – Metropolitan, 

Urban or Rural. Findings from this suggest that respondents believe that there is infrastructure 

in place for adoption of OFD Services.  

Performance Expectancy is the third most dominant variable in the study. This suggests that 

respondents believe that adoption of OFD services will benefit them. On the contrary, it also 

means that if individuals do not derive gains from OFD services, they will not adopt it.  Lastly, 

Social Influence indicates the degree of influence of one person on the other, intentionally or 

unintentionally it comes to the decision of using OFD services.  
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Theoretical Contribution  

This study has asserted the influencing role of UTAUT predictors in the context of adoption of 

OFD services. Further, it has validated a model in the context of online food delivery (OFD) 

services in India.  

 

Implications  

Managerial Implication 

This study would help already existing and rapidly growing online food delivery services in 

understanding factors that affect the intention to use OFD services. Higher intention to use 

OFD services would lead to increase in the revenue from an additional source and also reduces 

time and cost for the consumers. However, it can also serve as an alternative to traditional 

dining services. Hence, reducing the opportunity for dine in restaurants. It may be of utmost 

importance, for the restaurant owners, to adopt OFD services.  

As Effort Expectancy was found to be a prominent influencer in acceptance of OFD services, 

OFD service providers must focus on keeping these services as simple as possible. The process 

of ordering food online must be effortless for the consumer. It must always be less time 

consuming and target cost reduction for the consumers. Consequently, OFD services providers 

must roll out campaigns and advertisements that re-iterate the low cost and less time-

consuming benefits to the consumers, to maximise their profits from this sector of the food 

industry and help the food industry grow as a whole.  

Facilitating conditions being the next dominant variable, suggest that consumers believe there 

is organizational and technical infrastructure in place to facilitate the use of OFD Services. 

OFD service providers must aim at keeping the downtime of the services as minimum as 

possible. Further, parameters must such as delivery time and state of the food delivered must 

be under constant check.  

Performance expectancy was found to be the third most dominant variable after Effort 

Expectancy and Facilitating conditions. This is a clear indication to the OFD service providers 

to make sure the consumers derive benefits from OFD Services. Lastly, Social influence being 

the fourth most dominant variable, makes it imperative for the OFD service providers to take 

into account the experiences of a consumer’s social circle, which intentionally or 

unintentionally affect the decision of using OFD services.  

 

Policy Implications  

The study has found facilitating conditions as a second prominent factor in influencing 

intention of the consumer to use OFD services. Facilitating conditions indicate the degree to 

which an individual believes that infrastructure exists to support the use of OFD services. It 

means improving infrastructure would be critical for adoption of OFD services. With the 
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increasing number of online orders, it is tricky for the OFD service providers to develop 

strategies in this cloud-kitchen model.  

Limitations 

This study suffers from certain limitations. The sample profile was not very balanced. It 

majorly had respondents were between 18-25 years of age, that covered about 40% of the 

sample profile alone. The study was restricted to samples collected in the Mumbai region. The 

cultural differences in regions across India can widely affect the influencing factors on the 

usage of OFD services.  

Another limitation of this study was the method of sampling and pre-processing of the data. 

The study also, did not cover, certain demographics such as marital status and individuals living 

away from home.  

This study did not differentiate between OFD services offered by restaurants along with dine-

in and the 3rd party aggregators dedicated only to deliver food. Different results may be 

possible based on the different areas of OFD services.  

Finally, this study limited itself to examining intention to use OFD services and did not 

consider OFD usage. Future studies can examine OFD usage. 

 

Scope for Future Research 

The study validated the modified UTAUT model to examine OFD adoption. Though this model 

could explain 64% of the variance in intention to use OFD services. The future research studies 

should explore viable constructs of the two rejected variables, that is, Hedonic Motivation and 

Perceived Control, in order to make the model more resilient to explain the extent of variance 

of the users Behavioural Intention. The model tested in this study could be tested separately for 

different OFD service categories, namely, OFD services along with restaurant owners and 3rd 

party aggregators. The understanding arising from this study would help the OFD service 

providers to enter into the unexplored rural market. Finally, future research could examine 

OFD usage as an extension to intention to use of OFD services.  

 

Conclusion 

The study extended UTAUT to examine adoption of OFD services. Since a cross-sectional 

research design was used, the intention to OFD services was examined instead of additionally 

examining the usage of OFD services. All four UTAUT predictors viz. Performance 

Expectancy, Effort Expectancy, Social Influence and Facilitating Conditions were tested in this 

study. The findings supported all factors as influencers for adoption of OFD services. With 

these findings, this study makes a contribution to theory for adoption in OFD services in 

particular. 
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These findings would also help OFD service providers understand how they should develop 

and market their OFD services more effectively. Using these findings, OFD service providers 

can constantly improve and innovate their services. This developing field in the Food Tech 

industry needs to be carefully monitored and improved from time to time. Therefore, it is of 

supreme importance for the OFD service providers to examine the factors influencing the 

adoption of OFD services. These findings can help them prioritise their decisions of expansion, 

innovation and necessary developments.  

Finally, this study has policy implications as it indicates the need for improving infrastructure 

for increasing OFD services adoption.  
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