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Abstract: This study attempts to examine the role of hedonic and utilitarian antecedents of
behavior on behavioral intention and encompasses age and frequency of online shopping as
moderator variables to further evaluate the association among online shopping motives and
behavioral intention in the context of online food delivery during Covid-19 pandemic in
Malaysia. The study seeks to measure perceived usefulness, internal subjective, external
subjective and hedonic motivation on predicting the behavioral intention amongst online food
delivery customers on behavioral intention. The descriptive survey research design was utilized
for this study. The target population was the online food delivery customers during Covid-19
pandemic in Malaysia. By using a convenient sampling technique, 135 sample participants
were selected from the target population. The reliability scales were tallied by using
Cronbach’s Alpha. The findings of the study are gleaned by using regression to investigate the
role online shopping motives towards behavioral intention and whether age and frequency of
shopping moderated the association between online shopping motives and behavioral intention.
Through Statistical Package of Social Science (SPSS), Hayes process was used regarding the
moderation effect. The main results of regression analysis validated that perceived usefulness,
perceived ease of use and normative motives have a significant and positive effect on online
purchase behavior intentions compared to hedonic motivation. Specifically, the study suggests
that frequency of online shopping significantly moderates the perceived usefulness on the
behavioral intention amongst online food delivery consumers during the pandemic.
Keywords: Online shopping, behavioral intention, moderator, age, frequency online shopping
___________________________________________________________________________
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Introduction
The emergence of Covid-19 which has hit the world has had a very profound impact around the
world. To date, almost the entire world is still feeling the negative effects of the virus spread
and is still looking for the best solution to overcome this problem. The world is not only
changing in terms of population, but the business landscape is also receiving its temps. The
movement constraints implemented in Malaysia, for example, have triggered various online
business platforms, especially in the context of delivering food to customers who unable to
dine-in in their favourite restaurants. Therefore, companies began to introduce online food
delivery to meet the needs of customers. Among the available companies are GrabFood,
FoodPanda, ShopeeFood, Airasia food, EASI (Hungry), Bungkusit up, DeliverEat, and
LOLOL.
Many researchers have investigated utilitarian and hedonic motives of online shopping
behaviour. However, the relative importance of each of these dimensions remains unclear.
Moreover, a review of the academic literature reveals that the role of hedonic and utilitarian
motives in predicting consumer behaviour is still not fully understood. This research aims to
contribute to existing knowledge in the field by clarifying how hedonic and utilitarian motives
apply in the context of a pandemic during Covid-19 outbreak in Malaysia. This study also would
like to reveal the moderating effects of age and frequency of online shopping in the relationship
of online shopping motives and behavioural intention in the context of online food delivery
services.
Literature Review
Online Shopping Motives and Behavioral Intention
Drawing from a review of the existing literature in the field of e-commerce adoption, this study
examines hedonic and utilitarian antecedents of behaviour as suggested by (Van et al., 2003)
and accounts for subjective norms as an additional determinant. The current pandemic situation
and MCO implementation in Malaysia has opened a great online business opportunity and
customers have been forced to make purchasing and food delivery through online platforms
such as Food Panda and Grab Food, rather than going to a physical restaurant. This resulted in
many online retailers beginning to develop new product recommendations and sales strategies
because of the Covid-19 pandemic and drives e-commerce platform.
Perceived usefulness implied a perception that shopping performance would be increased as a
result of online shopping activities and customers adopt certain products based on their
perception that the product brings value and usefulness (Aw et al., 2021), as well improve their
shopping performance. While Perceived ease of use (PEU) is the individual perception
associated with the adoption of a new system or technology without putting any effort and even
no need to pay, thus become the motives to do online shopping. Customers who regularly
perceived ease of use are positively influenced by the online shopping facilities that will meet
their expectation and useful. Next is normative motives which also known as normative
influences and subjective norms that is usually assessed in the context of consumer behaviour
studies (Koch et al., 2020). Normative influence may be interpersonally communicated, often
comes from interpersonal sources. Lastly, hedonic motives assess how much consumers feel
about online shopping and focusing on the fun of doing the activity in the shopping application.
The link between hedonic motives and behavioural intention has been found in previous
research; those who valued hedonic shopping behaviours will contributes to behavioural
intentions (Nejati et al., n.d.).
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Moderating Role of Age and Frequency of Shopping in Online Shopping Motives
and Behavioral Intention
Age is another critical demographic factor that plays an important role in explaining consumer
behaviour. Notably, younger people tend to be more enterprising and adventurous than older
people and fairly good with technological devices, so they are more likely to accept to use new
technologies. Most previous studies have proved age differences in adopting new technology,
suggesting that a negative relationship between increasing age and intention to adopt a new
technology (Jinsoo et al., n.d.). However, (Ghalandari et al., 2012) found that age moderated
the relationship between performance expectancy, effort expectancy, social influence and
facilitating conditions on acceptance of E-banking services. Therefore, this study hypothesized
that the online shopping motives and behavioural intention is moderated by age (H1a, H1b,
H1c, H1d).
Another control variable in this study is frequency of online shopping. There are limited study
found assessing the moderation effects using frequency of online shopping. However, it is
understood that the higher transaction number that we do during online shopping, the higher
our intention to purchase. Thus, this study proposed the following hypotheses to examine
whether frequency of online shopping moderates the relationship between online shopping
motives and behavioural intention (H2a, H2b, H2c and H2d).
Theoretical framework
The theoretical framework of this study is depicted in Figure 1. Focus of this study is the
moderation effect of age and frequency of online shopping in the relationship between online
shopping motives and behavioral intention.
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Normative
Motives

H3a, H3b

Hedonic
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Figure 1: Theoretical framework of online shopping motives and behavioral intention
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Methodology
The deductive research approach will be applied and the study will be designed within
exploratory and descriptive research categories. A survey research strategy will be chosen and
conducted by using self-administered questionnaires to collect quantitative data at a single point
of time, cross-sectionally. Moreover, the research elaborates details of research methodologies
in regard to sampling procedures and questionnaire development.
The sampling procedure will be done in three steps. First, the sampling population will be
identified. Online consumer in Malaysia are selected to serve as the sampling population.
Second, the respondents will choose based on their recent experience of availing the online food
delivery services from social media network. Third, a sample size of 500 online consumers of
generations Y and Z will be drawn using a convenience sampling method.
The self-administered online questionnaire will be developed for data collection in three stages.
First, a number of questions will be developed based on previous similar studies and relevant
literature in accordance with the hypotheses proposed. Second, a questionnaire pre-test will be
conducted to determine the accuracy and consistency of the responses. This included telephone
interviews. Last, the reliability and validity of the questions will be examined. Revision will be
based on feedback from interviews and statistical analysis. The questionnaire will be translated
into the Malay language to facilitate the respondents’ completion using standard translation and
back-translation methodology. When the questionnaire is ready, online survey form was sent
out to 500 Malaysian online consumers.
Data Analysis
Statistical Package for Social Sciences (SPSS) Version 25 (IBM: Chicago, USA) was used for
data analysis. The major results of all variables in this study were established by Cronbach’s
alpha reliability test, descriptive and correlation tests, and Hayes process moderation.
Results
Reliability Analysis
A Cronbach’s alpha reliability range above 70% for each variable indicates that the collected
data is reliable (Holahan et al., 1995). Hair et al. (Hair et al., 2003) recommended that given
data would be considered reliable if the alpha value was greater than 60 percent (Manzoor et
al., 2019). In Table 1, the results of the Cronbach’s alpha showed that inclusive data is observed
within a given reliability range.
Table 1: Measures of Various Online Shopping Motives
Variables
No. of Alpha
Comments
Items
Value
Behavioral intention 3
.92
Reliability of 0.60 and 0.70 or more than 0.70 is
the standard criteria for demonstrating the
Perceived usefulness 4
.89
internal consistency of new and recognized
Perceived ease of use 4
.93
scales (10)
Normative motives
6
.94
Hedonic motives
3
.91
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Descriptive Statistics and Correlation
Mean, standard deviation, and correlation of the variables are stated in Table 2. Correlation
analysis is used as a productive approach to test the relationship between the two variables,
whether it is solid or weak (Mukaka et al., 2012). Behavioral intention is positively correlated
with perceived usefulness (r = 0.76, p < 0.01), perceived ease of use (r = 0.58, p < 0.01),
normative motives (r = 0.81, p < 0.01), and hedonic motives (r = 0.74, p < 0.01). These results
support the main hypotheses of the study.
Table 2: Mean Standard Deviation and Correlation
Variables
Mean Std. Dev. 1
2
3
4
5
Behavioural intention 3.72
1.06
1
Perceived usefulness 3.90
.90
.76** 1
Perceived ease of use 4.02
.86
.58** .81** 1
Normative motives
3.79
0.90
.81** .78** .73** 1
Hedonic motives
3.85
.94
.74** .78** .75** .86** 1
**Correlation is significant at the 0.01 level (2-tailed)

Hayes Process Moderation Analysis
We employed Hayes process (version 4) (Hayes et al., 2013) through the computer software
SPSS (version 25) to confirm the moderation hypotheses for the present study. To analyse the
direct effect of perceived usefulness, perceived ease of use, normative motives and hedonic
motives, we used regression analysis technique, as well as for moderation impact of behavioural
intention, we used Hayes process. In Table 3, Hayes process (Rese et al., 2014) moderation (age
and frequency of online shopping) are discussed regarding moderation effect of age and
frequency of online shopping between online shopping motives and behavioral intention.
In Hypothesis H1a, H1b, H1c, H1d, the present study predicted that moderator of age has not
significant and negative effect on behavioral intention. Thus, the index of moderation was not
significant, indicating the meaning in age did not moderate the relationship between perceived
usefulness, perceived ease of use, normative motives and hedonic motives has not significant
effect on interaction of age toward behavioral intention. Thus, this study rejected hypotheses
H1a, H1b, H1c and H1d.
In Table 3, findings showed that p = 0.0315, so these results support Hypothesis H2a. In
hypothesis H2a, the present study predicted that perceived usefulness on moderator of
frequency of online shopping has significant and positive effect on behavioral intention. While,
the moderator of frequency of online shopping toward hypotheses H2b, H2c and H2d has p
value more than 0.05, thus these outcomes do not support all the listed hypotheses. Furthermore,
H2b, H2c and H2d are rejected because moderator of frequency of online shopping toward
perceived ease of use, normative motives and hedonic motives has a negative and not significant
influence on behavioral intention.

363

Volume: 7 Issues: 41 [July, 2022] Special Issues pp. 359 - 366

International Journal of Accounting, Finance and Business (IJAFB)
eISSN: 0128-1844
Journal website: www.ijafb.com
DOI: 10.55573/IJAFB.074133

Table 3: Online shopping motives with inclusion of moderation and behavioural intention
(hayes process moderation)
H
Variable
Coefficient SE
T
p*
Decision
Moderation: Age x Behavioural Intention
H1a Perceived Usefulness
-.0678
.0692 -.9791 .3293 Rejected
H1b Perceived Ease of Use
.0214
.1081 .1976 .8437 Rejected
H1c Normative Motivation
-.0367
.0745 -.4929 .6229 Rejected
H1d Hedonic Motivation
-.0603
.0803 -.7507 .4542 Rejected
Moderation: Frequency of Online Shopping x Behavioural Intention
H2a Perceived Usefulness
-.0917
.0422 -2.174 .0315* Accepted
H2b Perceived Ease of Use
-.0778
.0525 -1.481 .1409 Rejected
H2c Normative Motivation
.0227
.0378 .6006 .5492 Rejected
H2d Hedonic Motivation
.0281
.0426 .6591 .5110 Rejected
Discussion and Conclusion
Discussions
Results of the study have enhanced understanding of the relational factors that either drive or
impede user intention to use food delivery apps, and provide insight for food service industry
management to develop strategies for their businesses to remain competitive.
Specifically, this research empirically examined proposed framework, which incorporates
online shopping motives as an important driver toward behavioral intention. Second, we
explored the moderating role of customer age and frequency of customer buying food online
proposed in the framework, thereby offering more refined insight into the dynamics
characterizing the proposed relationship. Specifically, while we identified a significant, strong
effect on online shopping motives for younger customers (30 years of age and below), this
effect was negligible for older customer (30+). This result indicates customer’s age during
shopping food online is not influence them to buying online.
Surprisingly, from the results of the moderating effect analysis, it shows that the younger adult
group is more sensitive to buying online than the middle and elderly group. A possible
explanation for this might be that younger adult group use Internet-based social networks more
often than the other, therefore, they are exposed to an environment where social influence plays
a relatively important role in the decision-making process. The middle and elderly group,
however, are more sensitive to facilitating conditions than the younger adult group, indicating
that their perceived confidence level in handling the food ordering online technology affect
behavioral intention to use it. In other words, an intuitive and easy user interface is necessary
to increase the adoption rate among the middle and elderly groups.
The second moderating result on frequency of food online shopping showing a perceived
usefulness only has significant effect to behavioral intention. This result extends the literature
on perceived usefulness of mobile apps (Lee & Choi, 2003). When shopping online, consumers
have perceived risk concerns about the attributes, exchanges/refunds, and delivery of a product.
Consumers, therefore, search for a variety of information to reduce risk, and, thus, consumers’
reviews can be a strong indicator of perception of level of risk (Liu & Park, 2015) found that
consumers judged extreme Further, when the ratings were negative, consumers perceived the
information to be more useful. Therefore, administrators of food delivery apps should be aware
that negative reviews mean that consumers perceive the apps as more useful, and that, counter364
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intuitively, negative reviews should not be removed. Further, when the identity of the reviewer
is revealed, it strongly influences the usefulness of online reviews (Ali et al., n.d.). This suggests
the reviewer’s real name, rather than a registered form of identification, such as a username,
should be used in online reviews.
Conclusions and Recommendation
One surprising finding of this research is age not moderate online shopping motives to
behavioral intention of food delivery apps. This finding challenge traditional food delivery
behaviour literature analysing online food buying as a leisure time activity suggesting that the
role of age in an online buying context must be reframed.
Moreover, company managers interested in the target market (i.e., consumers) with low
involvement in technology would be suggested to concentrate on a strategic solution such as
communication with their consumers. For example, an organization needs to design an
advertising strategy by focusing on minimizing the uncertainty level among those consumers
who have high insecurity and discomfort levels with new technology (Liu & Park, 2015). They
can use a well-known celebrity as an endorsement to enhance their trust level with the new
technology introduced by a particular company. In this way, they can influence the optimistic
and innovative consumers along with insecure and discomfort consumers by offering potential
benefits to enhance the usage frequency level of new technology among targeted.
This study has several empirical and managerial implications along with a few limitations that
can be considered in future researches. First, the respondents of the current survey are online
food delivery service users in Malaysia, and the findings of study cannot be generalized to
different countries with different cultures. Future researchers can include online food delivery
service users from different countries and can generalize the results across a wider population.
Second, the study is cross-sectional, and future studies can re-investigate this model by using
experimental and longitudinal data to examine the variation in the constructs’ relationships.
Third, this study emphases online food delivery service users only. Thus, the findings cannot
be implemented to other setups in the foodservice sector (e.g., online delivery of fresh fruits
and vegetables). Therefore, future examiners need to consider issues regarding sellers,
employees, and delivery workers involved in the food sector. Finally, online reviews are
considered a more crucial source of information for consumers to make effective purchase
decisions and to offer more benefits to them. Similarly, online reviews in the form of open
innovation also provide value to organizations. They perform as a source of continuous
improvement in the product and service, enhance sales, and facilitate organizations to build a
long-term association with customers. However, they play a major role in the marketing end
over of organizations. The growing importance of online reviews has opened new avenues of
research for academicians and practitioners to study how online reviews can impact consumer
intention to use online food ordering service systems during the Covid-19 pandemic situation.
Due to the Covid-19 pandemic, existing behaviours and structures are being questioned. As
crises can trigger fundamental economic and societal changes, companies need to understand
consumer behaviour at this particular time. The trends established during this crisis may remain
stable into the future, inflicting serious consequences on brick-and-mortar stores due to a rapid
increase in e-commerce. We assume that during the current crisis, customers are spending more
time online, and we find that perceived usefulness exert the strongest influence on generation
Y and Z consumers’ behavioural intentions to buy food online. Furthermore, we find that
external normative pressures influence individuals’ purchase intentions, while a close social
network consisting of family and friends does not. Our study suggests that companies can
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induce purchasing behaviour by strategically harnessing normative influences and that
sophisticated online platforms and transparent communication are of great importance during
this crisis.
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