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Abstract 

In the current era of globalization, organizational culture cannot be separated from Human Resources, which is one of the 

main elements that occupies an important and strategic position in improving company quality. By using these Human 

Resources in the current era of globalization and increasingly sophisticated technology, it makes it easier for people to access 

any activity via technology. The online delivery service feature is useful for buying food that consumers want without having 

to waste time queuing and traveling. In fact, consumers often experience problems when ordering food via online delivery 

orders. However, providers of online delivery features are still able to convince consumers to stay and continue to use these 

features. In this research the author used a quantitative approach. The quantitative approach is the measurement of objective 

quantitative and statistical data through scientific calculations derived from samples of people or residents who are asked to 

answer a number of questions on a survey to determine the frequency and percentage of their responses. In this quantitative 

theory, research will be predetermined, analyzing statistical data and interpreting statistical data.The population in this study 

was 100 random online or remote application users of the GoFood application. The research method used is the explanatory 

survey research method. Data collection used is a questionnaire or self-administered questionnaire. The research results prove 

that using this online application can make it easier and create a culture among people to order online. Of course, the nature 

of new culture or traditions can influence people's behavior in carrying out transactions every day, especially in terms of food 

products that every Indonesian citizen needs every day.     
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1. Introduction  

In Indonesia, there are online wholesale services that collaborate with many restaurants or grocery stores so that 

their wholesale stores can continue to serve consumer needs. These services are "GoFood" and "GrabFood", both 

services or features that are popular among consumers [1]. Although there are also private restaurants that have 

delivery services. Indonesian consumers feel satisfied because the online delivery feature is facilitated and there 

is no need to bother buying food outside by having to drive a private vehicle, because the service continues to be 

open to consumers [2]. The online delivery service feature is useful for buying food that consumers want without 

having to waste time queuing and traveling. In fact, consumers often experience problems when ordering food 

via online delivery orders. However, providers of online delivery features are still able to convince consumers to 

stay and continue to use these features [3]. Many consumers have used this online delivery feature, many things 

can be proven by the good reputation of online food delivery services that Gojek has with its Gofood and Grab 

with its Grabfood [4]. 

Because these two services can survive and can control marketing targets on an Indonesian national scale. This 

service can attract the attention of consumers, because there are habits of consumers who are hedonistic or you 

could say that they often buy goods or food according to consumer needs in their daily activities [5]. Therefore, 

service quality is at a level that is expected to answer customer desires. Online food delivery is a means of 

connecting consumers with companies as well as online culinary businesses that connect restaurants with 

consumers [6]. Consumers can immediately view the menu, order and make payments via digital applications. It 

has been proven that 74.4% of internet users in Indonesia use food delivery applications (databoks.katadata.co.id, 

2021). Online food delivery services can be accessed via the application and consumers can easily fulfill their 

daily needs. Companies that provide online-based services in Indonesia are GoFood and Grabfood. Data shows 
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that the gross transaction value of Grab food delivery (GrabFood) is the highest in Southeast Asia [7]. The figure 

reaches Rp. 109.4 trillion in 2021, a jump of 28.8% from the previous year. Meanwhile Gojek (GoFood) is IDR. 

28.8 trillion. Companies need the right strategy and quickly try to market the goods or services they sell, because 

nowadays the competition in the business world is increasingly fierce [8]. In the era of globalization, companies 

must be able to design and act correctly at an early stage in a world full of buying and selling, which is 

characterized by high dynamics and uncertainty. In the era of digitalization, companies must continue to innovate 

so that consumers/audiences become more familiar with them and do not reject them. One phenomenon that is 

currently trending and widely used is online food delivery services [9]. 

Behavioral Intention is related to the experiences experienced by consumers. The development of this 

increasingly modern era has many factors that can cause many changes in the behavior of modern society in all 

daily activities. People's behavioral intention is a very important aspect, where it greatly influences consumers' 

behavioral intention in making repurchase decisions and can even retell their experiences to other people [10]. 

Therefore, companies must be able to understand what consumers need so that their expectations are in line with 

expectations. This is a factor that will lead to consumer behavioral intention regarding previous experiences [11]. 

Consumer behavior is the experience consumers experience using, to evaluate products, be it goods or services, 

based on the criteria they use, including their feelings, motivations and behavior [12]. There are many factors 

that can influence consumer interest in buying or using a product or service such as performance expectancy, 

effort expectancy, Perceived Risk and Perceived Cost [13]. Performance expectancy is a benchmark for 

performance, both individual and group, that using a collaboration system can increase work effectiveness and 

efficiency and lead to operational success results. This has been validated repeatedly in studies of the factors that 

determine the acceptance and use of new products and technologies [14]. Performance Expectation is generally 

used to measure the extent to which consumers believe a system such as new mobile technology will bring 

benefits to their daily lives [15]. 

The influence of performance expectations on behavioral intentions can also be observed in the context of 

mobile payments [16]. Mobile payment systems offer consumers a convenient payment method without location 

or time restrictions. The influence of performance expectations on behavioral intentions can also be observed in 

the context of mobile payment systems [17]. Mobile payment systems offer consumers a convenient payment 

method without location or time restrictions [18]. Hence, it has become prevalent in recent years. Because it 

provides many benefits to users, it has a higher potential to become an important factor for adoption. Apart from 

that, the research conducted revealed that there is a significant relationship between performance expectancy and 

behavioral intention [19]. Effort expectancy is defined as the level of system usability. This is a key factor that 

shows how easy a technology or system is to use. On the other hand, effort expectancy shows the ease of a 

system to learn, understand and use so that someone will be skilled at using the system [20]. Effort expectancy is 

each individual's effort to implement a system that can help them complete their work. Effort expectancy refers 

to how efficient a person thinks in using a system [21]. The results of the research show that effort expectancy 

has an influence on behavioral intention to use mobile banking services. Consumers have expectations about a 

brand and the consequences of the purchase. The risk felt by consumers regarding online purchases is because 

consumers cannot directly examine the product or compare quality [22]. 

Perceived risk is the nature and level of risk that consumers feel when considering certain purchasing decisions 

[23]. It is important to consider perceived risk because this perception can be an important factor influencing 

consumer behavior [24]. The term "Perceived Cost" is like the costs that consumers may incur in the future in 

connection with the introduction of new technology, such as initial costs, subscription costs, and communication 

costs [25][26]. These costs include the financial burden on consumers who buy smartphones to use smartphone 

services [27]. The costs can be monetary or non-monetary as it also requires time and effort to consider the 

analysis and benchmarking process before introducing new technologies such as mobile payment services and 

establishing good relationships with new service providers [28][29]. Cost does influence behavioral intention in 

adopting mobile payments because people will always think wisely in every decision in their life [30]. Conduct 

research based on cost benefit theory to investigate consumers' intentions to continue adopting mobile payments. 

It defines cost benefit as an individual's preference to achieve maximum benefits with the least costs incurred for 

their decisions. When he makes a decision, the consumer always considers unavoidable costs and compares the 

value or benefits a person would receive before technology adoption. 

2. Research Methods 

In this research the author used a quantitative approach. The quantitative approach is the measurement of 

objective quantitative and statistical data through scientific calculations derived from samples of people or 

residents who are asked to answer a number of questions on a survey to determine the frequency and percentage 

of their responses. In this quantitative theory, research will be predetermined, analyzing statistical data and 

interpreting statistical data. Researchers who use a quantitative approach will test a theory by detailing specific 

hypotheses, then collecting data to support or refute these hypotheses. The approach that will be taken in this 
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research is a quantitative analysis approach based on statistical information. A research approach that answers 

research problems requires careful measurement of the variables of the object under study to produce 

conclusions that can be generalized regardless of the context of time, place and situation. The type of research 

used in this research is quantitative research. Quantitative research methods are a type of research whose 

specifications are systematic, planned and clearly structured from the start until the creation of the research 

design. The method used in this research is an explanatory survey method. An explanatory survey is a research 

method carried out on large or small populations, but the data studied is data from samples taken from that 

population, so that relative events, distributions and relationships between variables are found. Explanatory 

research is research that provides explanations and reasons in the form of cause and effect relationships. A 

research that attempts to explain the causal relationship between variables through hypothesis testing is called 

hypothesis testing research or explanatory research. So it can be concluded that the explanatory survey method is 

research that explains the relationship between variables through hypothesis testing. 

3. Results and Discussion 

The total number of respondents who filled out a questionnaire that had been distributed by researchers was 100 

respondents, consisting of 84 people or 84% of male respondents, and 16 people or 16% of female respondents. 

From the data results, researchers can conclude that the dominant gender of the respondents who filled out the 

questionnaire was male. n 68% of respondents aged 23-28 years and other respondents aged 17-22 years 

amounted to 13%, and aged 29-34 years amounted to 19%. Researchers concluded that the respondents who 

filled out the questionnaire were predominantly aged 23-26 years. The results of respondents based on their last 

education show that more respondents filled out the questionnaire with their last education, namely S1 or 

Bachelor's degree, amounting to 83%, with their last education being SMA/SMK amounting to 36%. And 1% of 

the respondents had a secondary school education, from the results of the survey the researchers could conclude 

that the respondents who filled out the questionnaire were predominantly S1. The indicator in PE1 produces an 

average value of 4.49, which falls into the Strongly Agree category. With the results of the majority of 

respondents being on a 4-5 Likert scale, 95 respondents stated that they strongly agreed with the PE1 indicator 

category. It can be concluded that online food ordering is easy to use and can be accessed anywhere and at any 

time. The value of the PE2 Indicator has an average value of 4.41, with the dominant respondent results being on 

a 4-5 Likert scale with 94 respondents stating that they Strongly Agree with the PE2 Indicator. This can be 

concluded that respondents can order food or Order Food Delivery (OFD) easily without affecting the 

respondent's activities. The value of the PE3 indicator has an average value of 4.49, with the dominant 

respondent results being on a 4-5 Likert scale with 94 respondents stating that they strongly agree with the PE3 

indicator. This can be concluded that respondents can be accessed either in an emergency or not in an 

emergency. The value of the PE4 indicator has an average value of 4.5, with the dominant respondents being on 

a 4-5 Likert scale with 93 respondents stating that they Strongly Agree with the PE4 indicator. It can be 

concluded that respondents agree that the application is easy to access and the features are easy to learn. The EE1 

indicator obtained an average value of 4.49 which could be said to be in the Strongly Agree category. 

The results of the dominant respondents being on a 4-5 Likert scale were 92 respondents. This shows that the 

respondent strongly agrees with carrying out the procedure for using GoFood, because it is easy to follow. 

Indicator EE2 obtained an average value of 4.01 which is included in the Agree category. With the results of 

respondents who were predominantly on a 4-5 Likert scale, there were 92 respondents. It can be concluded that 

respondents agree that GoFood can be accessed without having to open a savings account at a bank. Indicator 

EE3 obtained an average value of 3.98 which is included in the Agree category. The results of the dominant 

respondents were on a 4-5 Likert scale of 95 respondents. It can be concluded that respondents agree that the 

GoFood application service can be mastered quickly. Indicator EE4 obtained an average value of 3.94 which is 

included in the Agree category. The results of the dominant respondents were on a 4-5 Likert scale of 95 

respondents. It can be concluded that respondents agree that the GoFood application service is easy to access and 

its features are easy to use. Indicator PC1 obtained an average value of 3.96 which is included in the Neutral 

category. The results of the dominant respondents were on a 2-4 Likert scale of 91 respondents. This can be 

concluded that the respondents agree that miscalculations can occur which can lose money from respondents or 

users. Indicator PC2 obtained an average value of 2.95 which is included in the Neutral category. The results of 

the dominant respondents were on a 2-4 Likert scale of 87 respondents. It can be concluded that respondents feel 

neutral that there could be delays in food delivery when ordering from the GoFood application. 

The results of the multiple regression test show that Constants α is 1819, indicating that if Performance 

Expectancy, Effort Expectancy, Perceived Risk, Perceived Cost are constant, then the level of Behavioral 

Intention is 0.549. The Performance Expectancy (PE) regression coefficient is 0.520. This can be interpreted as if 

the Performance Expectancy variable increases by one unit, the level of Behavioral Intention will increase by 

0.520 with the assumption that EE, PR, PC are constant or have a value of zero (0). The Effort Expectancy (EE) 

regression coefficient is 0.220. This can be interpreted if the Effort Expectancy variable increases by one unit, 
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the level of Behavioral Intention will increase by 0.220 with the assumption that EE, PR, PC are constant or have 

a value of zero (0). The Perceived Risk (PR) regression coefficient is - 0.443. This can be interpreted as if the 

Perceived Risk variable increases one unit then the level of Behavioral Intention will decrease by -0.443 with the 

assumption that EE, PR, PC are constant or have a value of zero (0). The Perceived Cost (PC) regression 

coefficient is 0.252. This can be interpreted if the Perceived Cost variable increases by one unit, the level of 

Behavioral Intention will increase by 0.252 with the assumption that EE, PR, PC are constant or have a value of 

zero (0). The coefficient of determination (Adjusted R2) is 0.337 or 33%. This can be interpreted to mean that 

the independent variables (Performance Expectancy, Effort Expectancy, Perceived Risk, Perceived Cost) 

contained in this study can only explain the factors that influence Behavioral Intention by 0.363 or 36%, while 

the remaining 64% is explained by variables others outside the model. The significance value in Figure 4.9 above 

shows a figure of 0.000 or less than 0.05, and from the F-calculated value of 13.561, the regression equation 

obtained in this research is suitable for use, because the F-calculated value is significantly greater than 0.000. or 

more than number 4. Therefore, it is used to test the regression coefficient hypothesis simultaneously. Based on 

the summary table of significance test results, the F test hypothesis is accepted. So, it can be stated that the 

variables Performance Expectancy, Effort Expectancy, Perceived Risk, Perceived Cost together significantly 

influence Behavioral Intention. the results of the t-calculated value of each independent variable, namely, 

Performance Expectancy, Effort Expectancy, Perceived Risk, Perceived Cost. From the Performance Expectancy 

variable, the value is 5.096, the Effort Expectancy variable is 2.019, the Perceived Risk variable is -3.707, the 

Perceived Cost variable is 2.618. and after that look for the results of the t-count. 

The next step is to use the degree of freedom (df) which has a significant value of 5%, then from this degree of 

freedom system there is a formula that must be followed, namely (df = n – 2). So it can be concluded from the 

respondents that df = (100-2) so that the df obtained is 98, then from determining the t value from the t-table 

used for this research it is 1.98447, with a significance level > 0.05. The result of the t-calculated test value is 

2.356, then compared with the significance value of the Performance Expectancy (PE) variable of 0.000 or less 

than 0.05, so it can be concluded that the Performance Expectancy (PE) variable has a significant effect on 

Behavioral Intention, or H1 is accepted. The result of the t-test value is 5.096. Therefore, compared to the 

significance value of the Effort Expectancy (EE) variable of 0.46 or smaller than 0.05, it can be concluded that 

the Effort Expectancy (EE) variable has no significant effect on Behavioral Intention, or H2 is rejected. The 

result of the t-test is 2.019. Therefore, if we compare the significance value of the Perceived Risk (PR) variable 

of 0.000 or less than 0.05, it can be concluded that the Perceived Risk (PR) variable has a significant effect on 

Behavioral Intention, or H3 is accepted. The result of the t-test value is -3.707. Therefore, compared to the 

significance value of the Perceived Cost (PC) variable of 0.10 or greater than 0.05, it can be concluded that the 

Perceived Cost (PC) variable has no significant effect on Behavioral Intention, or H4 is rejected.   

4. Conclusion 

The results of the multiple regression test show that Constants α is 1819, indicating that if Performance 

Expectancy, Effort Expectancy, Perceived Risk, Perceived Cost are constant, then the level of Behavioral 

Intention is 0.549. The Performance Expectancy (PE) regression coefficient is 0.520. This can be interpreted as if 

the Performance Expectancy variable increases by one unit, the level of Behavioral Intention will increase by 

0.520 with the assumption that EE, PR, PC are constant or have a value of zero (0). The Effort Expectancy (EE) 

regression coefficient is 0.220. This can be interpreted if the Effort Expectancy variable increases by one unit, 

the level of Behavioral Intention will increase by 0.220 with the assumption that EE, PR, PC are constant or have 

a value of zero (0). The Perceived Risk (PR) regression coefficient is - 0.443. This can be interpreted as if the 

Perceived Risk variable increases one unit then the level of Behavioral Intention will decrease by -0.443 with the 

assumption that EE, PR, PC are constant or have a value of zero (0). The Perceived Cost (PC) regression 

coefficient is 0.252. This can be interpreted if the Perceived Cost variable increases by one unit, the level of 

Behavioral Intention will increase by 0.252 with the assumption that EE, PR, PC are constant or have a value of 

zero (0). The coefficient of determination (Adjusted R2) is 0.337 or 33%. This can be interpreted to mean that 

the independent variables (Performance Expectancy, Effort Expectancy, Perceived Risk, Perceived Cost) 

contained in this study can only explain the factors that influence Behavioral Intention by 0.363 or 36%, while 

the remaining 64% is explained by variables others outside the model. The significance value in Figure 4.9 above 

shows a figure of 0.000 or less than 0.05, and from the F-calculated value of 13,561, the regression equation 

obtained in this research is suitable for use, because the F-calculated value is significantly greater than 0.000. or 

more than number 4. Therefore, it is used to test the regression coefficient hypothesis simultaneously. Based on 

the summary table of significance test results, the F test hypothesis is accepted. So, it can be stated that the 

variables Performance Expectancy, Effort Expectancy, Perceived Risk, Perceived Cost together significantly 

influence Behavioral Intention. the results of the t-calculated value of each independent variable, namely, 

Performance Expectancy, Effort Expectancy, Perceived Risk, Perceived Cost. From the Performance Expectancy 
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variable, the value is 5,096, the Effort Expectancy variable is 2,019, the Perceived Risk variable is -3,707, the 

Perceived Cost variable is 2,618. and after that look for the results of the t-count. 

The next step is to use the degree of freedom (df) which has a significant value of 5%, then from this degree of 

freedom system there is a formula that must be followed, namely (df = n – 2). So it can be concluded from the 

respondents that df = (100-2) so that the df obtained is 98, then from determining the t value from the t-table 

used for this research it is 1.98447, with a significance level > 0.05. The result of the t-calculated test value is 

2.356, then compared with the significance value of the Performance Expectancy (PE) variable of 0.000 or less 

than 0.05, so it can be concluded that the Performance Expectancy (PE) variable has a significant effect on 

Behavioral Intention, or H1 is accepted. The result of the t-test value is 5.096. Therefore, compared to the 

significance value of the Effort Expectancy (EE) variable of 0.46 or smaller than 0.05, it can be concluded that 

the Effort Expectancy (EE) variable has no significant effect on Behavioral Intention, or H2 is rejected. The 

result of the t-test is 2.019. Therefore, if we compare the significance value of the Perceived Risk (PR) variable 

of 0.000 or less than 0.05, it can be concluded that the Perceived Risk (PR) variable has a significant effect on 

Behavioral Intention, or H3 is accepted. The result of the t-test value is -3.707. Therefore, compared to the 

significance value of the Perceived Cost (PC) variable of 0.10 or greater than 0.05, it can be concluded that the 

Perceived Cost (PC) variable has no significant effect on Behavioral Intention, or H4 is rejected. 
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