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ABSTRACT

In order to get a more in-depth analysis of the factors affecting GoFood customers in using their service in Indonesia,
there should be conducted more comprehensive research regarding this issue. The first aim of the study was to determine
the influence of perceived usefulness, ease of use, enjoyment, trust, and social influence on attitude and behavioral
intention, and also the influence of attitude on behavioral intention of GoFood users. The respondents of this research
were 303 GoFood users in Indonesia. The structural equation modeling was applied in this study, and it was analyzed
with the help of AMOS 23 application. It was found out that perceived usefulness, ease of use, enjoyment, trust, and
social influence have a significant effect on attitude. Also, perceived usefulness, trust, social influence and attitude have
a significant effect on behavioral intention in using GoFood, but the effect of enjoyment on behavioral intention is
insignificant.

Keywords: Perceived Usefulness, Ease of Use, Enjoyment, Trust, Social Influence, Attitude, Behavioral
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1. INTRODUCTION

Rapid advancements in the technological era and digitalization have affected business practices, making transactions
move away from physical offline settings to Online Food Delivery (OFD) systems, which was further expedited by the
happening of the COVID pandemic (Yuan et al., 2021; Gajewska & Zimon, 2018). The biggest OFD market in Southeast
Asia is Indonesia, which has attained a gross transaction value of US$ 4.6 billion. GoFood maintains a strong presence
in the Indonesian market, owning 10.5% market share in the region (Momentum Works, 2024). However, even though
it is popular, issues for example like huge price mark-ups between the application and restaurant services influences the
loyalty of the customer in the long run (Clinten & Nistanto, 2019).

Literature reviews into OFD websites uncover several important research gaps. The literature demonstrates divergent
findings on the influence of Perceived Usefulness (PU) on Behavioral Intention (BI) (Jun et al., 2022 compared to Hooi
etal., 2021), Ease of Use (EU) on Attitude (AT) (Qi et al., 2021 compared to Jun et al., 2022), and Social Influence (SI)
on Consumer Attitude (AT) (Mathew et al., 2023 compared to Jun et al., 2022). In order to solve this problem, this study
uses the Technology Acceptance Model (TAM) as a theoretical framework (Davis, 1989). According to TAM, user
decisions depend on a complex web of cognitive and intrinsic factors: PU and EOU affect utilitarian objectives
(Venkatesh & Davis, 1996); EJM measures intrinsic hedonic factors (Venkatesh & Bala, 2008; Chao, 2019); TR
minimizes security risks during digital transactions (Pavlou, 2003; Kotler & Keller, 2016); SI refers to environmental
behavioral norms (Venkatesh et al., 2003; Akar et al., 2015). These variables determine Consumer Attitude (AT) and
Behavioral Intention (BI) (Chen, 2015; Ryu & Jang, 2008).

2. RESEARCH METHODS

In this research, an empirical model based on structure is being examined, which comprises five exogenous latent
variables (PU, EOU, EJM, TR, SI) and two endogenous constructs (AT, BI). The primary data were gathered using
online surveys by following the purposive sampling method, resulting in the final sample size of 303 GoFood app users
in Indonesia. The data modeling was conducted with the use of Structural Equation Modeling (SEM) within the AMOS
23 environment to at the same time examine the measurement models and structural paths of latent variables. A
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theoretical framework was developed to systematically examine the structural paths and relationships between the
variables based on TAM, as shown in Figure 1.
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Figure 1. Research Framework Model.

Structural model shows the flow of influences from five independent exogenous variables to the final target
endogenous variable (BI) as facilitated through user attitudes (AT).

3. RESULTS AND DISCUSSION

3.1. Results

The demographic profile shows that the majority of the respondents belong to the following categories;
undergraduate (S1) students (51%), age of 17-22 years (41%), females (51%), earning less than IDR 2 million per month
(64%). Geographically speaking, the sample consists mostly of Java island residents (91%) of whom 75% comes from
Surabaya. Prior to the path analysis of the structural model, the overall fitness of the empirical data to the research model
was assessed using confirmatory factor analysis as shown in Table 1.

Table 1. Goodness of Fit (GOF) Test Results and Fit Level of Confirmatory Factor Analysis

GOF Measure Target Fit Level Estimation Result Fit Level

CMIN/DF <3 2,403 Good Fit

RMSEA <0,08 0,068 Good fit
GFl 0,8-0,9 0,847 Marginal Fit

TLI 0,9 0,906 Good Fit

CFl 0,9 0,919 Good Fit

Note: CMIN/DF: Chi-Square/Degrees of Freedom; RMSEA: Root Mean Square Error of Approximation;, GFI:
Goodness of Fit Index; TLI: Tucker-Lewis Index; CFI: Comparative Fit Index.

The analysis reveals that there is an excellent degree of fit for the model. The incremental fit indicators such as TLI
(0.906), CFI (0.919) exceed typical thresholds, and hence the next step is testing hypotheses. For verification of the
reliability and validity of the measurement model prior to the structural analysis, Confirmatory Factor Analysis (CFA)
was conducted, and the detailed findings are presented in Table 2 below.
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Table 2 Convergent Validity and Reliability Results

Variable Indicator Standardized Loading Construct Reliability AVE
PU PU1 0.833 0.912 0.722
PU2 0.823
PU3 0.865
PU4 0.877
EOU EOU1 0.840 0.893 0.676
EOU2 0.807
EOU3 0.831
EOU4 0.811
EJM EJM1 0.867 0.897 0.685
EJIM2 0.798
EJM3 0.804
EIM4 0.839
TR TR1 0.830 0.864 0.680
TR2 0.830
TR3 0.814
Sl Sl 0.735 0.863 0.679
Sl, 0.889
Sl, 0.840
AT AT, 0.799 0.899 0.642
AT, 0.790
AT, 0.776
AT, 0.836
AT 0.803
BI Bl, 0.740 0.847 0.581
B, 0.835
Bl, 0.736
BI, 0.734

Note: PU: Perceived Usefulness, EOU: Perceived Ease of Use, EJM: Enjoyment, TR: Trust, SI: Social Influence,
AT: Attitude, BI: Behavioral Intention, AVE: Average Variance Extracted

After validation of the measurement model, structural equation modeling (SEM) using AMOS 23 was carried out
for analysis of the structural paths and testing of the ten hypotheses listed below in Table 3.

Table 3. Hypothesis Test Results

Hipotesis Standardized CR.=8 p-value Remarks
Estimate
H, (+) | AT — BI 0,346 5,286 ok Supported
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H,, (+) PU — BI 0,245 4,198 rkE Supported
Hop (+) PU —AT 0,242 3,917 rkE Supported
Hy (4) EOU — AT 0,140 2,321 0,020 Supported
Haa (+) EJM — Bl 0,051 0,903 0,366 Not Supported
Hap (+) EJM — AT 0,144 2,319 0,020 Supported
He, (+) TR — Bl 0,249 3,933 whx Supported
Hs, (+) TR — AT 0,154 2,257 0,024 Supported
Hea (+) S| — Bl 0,120 2,046 0,041 Supported
Hep (+) SI— AT 0,202 3,191 0,001 Supported

Note: HI, H2a, H2b, etc.: Hypothesis Numbering, (+): Hypothesized Positive Directional Relationship, —: Direct
Structural Path (Impacts / Influences), PU: Perceived Usefulness, EOU: Perceived Ease of Use, EJM: Perceived
Enjoyment, TR: Trust, SI: Social Influence, AT: Attitude, Bl: Behavioral Intention, ***p < 0.001; C.R. = Critical Ratio
(x1.96 indicates significance).
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Figure 2. Results of Structural Equation Modeling (SEM) estimation.

3.2. Discussion

The strongest effect of user attitude (AT) on behavioral intention is 0.346 and is significant as per Jun et al. (2022)
and Qi et al. (2021). With positive user attitudes, users prefer GoFood as an application representing sustainable modern
lifestyles.

Perceived Usefulness (PU) has a major effect on Behavior Intention (B = 0.245, p <0.001) and user Attitude (B =
0.242, p <0.001). This result agrees with Jun et al. (2022), but contradicts Hooi et al. (2021). With the availability of
usefulness, efficiency, and productivity in obtaining food from the platform, users acquire a positive attitude
immediately and become habitual in the use. In the same way, Perceived Ease of Use (EOU) enhances user Attitude (B
= 0.140, p = 0.020), supporting the findings of Qi et

At the same time, it has been established that Perceived Enjoyment (EJM) does not show a statistically significant
effect on Behavioral Intention (f = 0.051, C.R. = 0.903, p = 0.366) — contrary to Jun et al. (2022). Since GoFood is
essentially a utility-oriented application, mere hedonic enjoyment does not elicit transaction intentions in the face of

300



e-|SSN: 3047-857X

Proceedings of the International Symposium on Management (Volume 23, 2026)

tangible real-life needs. Nevertheless, it can be stated empirically that Perceived Enjoyment has a statistically significant
effect on user Attitude (B = 0.144, C.R. = 2.319, p = 0.020), corroborating the hypotheses of Suki (2011). This means
that even though entertaining and aesthetically attractive elements of the application interface, including colorful
restaurant banners, appealing promotions, and smooth navigation, do not directly lead to an immediate decision to make
a purchase, they perform a profound psychological function of building a general positive attitude towards the product.

Consumer Trust (TR) was one of the most critical anchors within the structural framework, largely determining
Behavioral Intention (f = 0.249, C.R. = 3.933, p < 0.001) and user Attitude (f = 0.154, C.R. =2.257, p = 0.024). Trust
reduces transaction risks within the e-commerce ecosystem (Pavlou, 2003).

Finally, Social Influence (SI) was shown to possess a robust and statistically significant positive impact on
Behavioral Intention ( = 0.120, C.R. = 2.046, p = 0.041) and consumer Attitude (B = 0.202, C.R. =3.191, p = 0.001).
The results contradicted the Western-based study findings by Jun et al. (2022) where there was no pressure from social
components, while being consistent with the emerging markets' data by Mathew et al. (2023). It proves the high level
of peer pressure in Indonesia's sociable market.

4. CONCLUSIONS

This study found that user attitude, perceived usefulness, consumer trust, and social influence have a direct impact
on behavioral intention, whereas enjoyment has an indirect impact on behavioral intention through user attitude. This
research provides theoretical insight into cultural differences, as the practical dynamics of Indonesian consumers differ
from the traditional behavioral patterns witnessed in Western nations (Jun et al., 2022).

In practice, GoFood needs to give precedence to issues such as transaction trust, data protection, and usefulness
instead of entertainment elements. The interface should be designed with efficiency, quick delivery time, price structure,
and viral marketing through social connections in mind. It is recommended that future research compare competing
application brands in various locations within Indonesia.
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