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onsumers across the world experienced an unprecedented situation due to the outbreak of the COVID-19 

Cpandemic. Restraints marked this period by the Indian government to contain the spread of the virus by 
enforcing lockdown in the country beginning  March 25, 2020 (Hebbar, 2020). While in India, millions of 
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migrant laborers, who were rendered jobless, walked for miles to reach their homes (Biswas, 2020); many more 
had to stay stranded in other cities, away from home. Ensuring a steady supply of food and grocery remained a 
significant challenge right through the COVID-19 pandemic. The pandemic created large-scale disruptions in 
food supplies, predominantly in developing countries like India (Reardon, et al., 2020). Increased dependency on 
online food supplies during the COVID-19 pandemic saw a spurt in the usage of online food delivery apps in India 
(Keelery, 2020). Thus, indicating the dependence of consumers on online food delivery (OFD) platforms during 
the pandemic. Factors that created uncertainty during the COVID-19 pandemic period included perceptions of 
threat, consumer benefits, and product supplies (Mehrolia, et al., 2021). 

The OFD market in India is the third-largest in the world and second only to the US and China, which makes it 
crucial to understand the transformation and effects of the pandemic in the Indian market. The Indian OFD 
consumers more than doubled their online purchases during the COVID-19 pandemic (Lal, 2020). Although the 
OFD platforms offer similar user interfaces and order fulfillment processes as other online retail platforms 
(Chakraborty, 2019), yet these differ from the usual retail platforms (Gunden et al., 2020).

The present study aims to bring novel insights into understanding consumers' changing reliance on factors, 
which hitherto have remained unexplored. This study fills the following three identified gaps in extant literature. 
Firstly, the current literature lacks related research contributions in the OFD context. Secondly, the COVID-19 
pandemic is a unique event that presents distinctive challenges that need to be assessed for creating a suitable 
response. This research captures dimensions that have not been studied in the current situation. Thirdly, 
combining the unified theory of acceptance and use of technology (UTAUT2) and extended valence framework 
(EVF) presents a distinct model to study the present context. 

Our research seeks an answer to the following research questions. 

Ä RQ1.  Do performance expectancy, habit, and perceived risk influence trust in the context of OFD platforms? 

Ä RQ2. Can trust help in building buying intentions on OFD platforms?

To examine these questions, we test the proposed model using structural equation modeling. 

Theoretical Foundation of the Study

This study is grounded on two well-established theories, EVF and the UTAUT2 (Venkatesh et al., 2012). The use 
of EVF is due to its extensive usage in explaining the consumers' buying intention in the e-commerce context    
(Lee et al., 2018). The inclusion of trust by Kim et al. (2009) makes EVF particularly relevant to this study 
considering the COVID-19 pandemic. The buyer's trust significantly influences the consumers' purchase intention 
(Panigrahi et al., 2018). Thakur et al. (2017) established that the relationship between trust and perceived risk was 
recursive in nature. We thus include two important constructs of trust and perceived risk from the EVF in our study 
as they can explain consumers' buying behavior in the context of the pandemic. This research adopts the extended 
UTAUT2 model, which explains the adoption of mobile-based technologies (Venkatesh et al., 2012). It has been 
established that the UTAUT2 model possesses robust predictive capability in technology usage                
(Morosan & DeFranco, 2016). Multiple studies (Alalwan, 2020 ; Gunden et al., 2020 ; Izzati, 2020) have used 
UTUAT2 in the food delivery context. Recent research suggests that combining the UTUAT2 model with other 
theoretical models can improve the explanatory power of this theory (Venkatesh et al., 2016). Hence,                      
a combination of two theories of EVF and UTUAT2 is adopted for this study. This study is principally modeled on 
the foundation by Gunden et al. (2020) and retains two independent variables – performance expectancy (PE) and 
habit (HT) from the UTUAT2 model. 
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Review of Literature and Hypothesis Formulation

Perceived Risk (PR) and Trust (TR)

Past studies of technology acceptance of online businesses established that perceived risk and trust are good 
indicators for explaining technology adoption by consumers (Featherman & Pavlou, 2003). Some studies       
(Park et al., 2019; Thakur et al., 2017) also measured the impact of perceived risk and trust by using the technology 
acceptance model and radio frequency identification (Thiesse, 2007) in the context of e-commerce. Trust was 
found to negatively influence perceived risk, which, in turn, impacted behavior intention (Thakur et al., 2017).

Trust was also found to be a valid variable in the UTAUT2 model, which reflects consumers' perceived safety 
against risk (Shao et al., 2019). Furthermore, perceived risk played a mediating role between behavioral intention 
and trust (McLeod et al., 2008). Thus, we propose the hypothesis as: 

Ä H1 : PR has a significant impact on TR.

Performance Expectancy (PE) and Trust (TR) 

Perceived usefulness was the original construct in the technology acceptance model (Davis, 1989), which was 
adopted (Venkatesh et al., 2003) and conceived as performance expectancy. PE has been established as a strong 
predictor of usage of OFD platforms (Gunden et al., 2020). The OFD platforms can help optimize ordering tasks 
for customers in various ways (Quevedo-Silva et al., 2016). The contribution of trust has resulted in a massive rise 
in the usage of OFD platforms (Chi, 2020). One interesting aspect of trust is that it cannot be examined simply 
being a relation, as trust can become complex due to the involvement of technology (Keymolen, 2013). It is also 
indicated that initial trust impacts PE, and these jointly enable the usage of technology (Zhou, 2014). Trust is an 
enabling agent in online purchases as it plays a moderating role in performance expectancy (Chahal & Rani, 2017; 
Sanzo et al., 2012). This guides us to frame our next hypothesis as :

Ä H2 :  PE has a significant impact on TR.

Habit (HT) and Trust (TR)

Habit is the last construct added to the UTAUT2 model (Venkatesh et al., 2012). An individual's past and future 
actions and behaviors are reflected in habit (Kim & Malhotra, 2005). Past research has established that habit 
causes repetitive behaviors (Rao & Rao, 2019). Habits are considered to be vital in shaping an individual's 
behavior in the e-commerce environment (Liao et al., 2011). The OFD platforms also play a role in building habits 
by guiding through a linear process of ordering online, resulting in the formation of habits (Correa et al., 2019). 
There has been a phenomenal increase in the usage of OFD in recent years (Alalwan, 2020). The satisfaction 
derived from a service makes it easier for the consumer to trust the service provider and replicate identical 
behavior in the future (Aarts et al., 1998), thus forming the habit. This phenomenon indicates the relationship 
between trust and habit. With continued usage of online platforms, users can gain familiarity with sellers      
(Gefen, 2003). This can lead to a more predictive outcome of the transactions and generate trust in OFD platforms. 
The stated argument provides direction to the next hypothesis:  

Ä H3 : HT has a significant impact on TR.
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Trust (TR) and Buying Intention (BI)

Trust as an influencing factor towards the buying intention has been well-established in past studies in different 
contexts. Consumers' online buying intention is believed to become weaker due to a lack of trust (Maadi et al., 
2016). Additionally, trust in online platforms has the power to influence online purchase intentions     
(Chakraborty, 2018). The buyer's state of mind being influenced by trust is supported in studies (Van der Heijden et 
al., 2003). The absence of trust would significantly inhibit consumers' conduct in an online shopping environment 
(Chakraborty, 2018; Chang, 2008). Studies have established a robust interrelation between online buying 
intention and trust (Ashraf et al., 2019). In the case of OFD, the consumer does not have the opportunity to inspect 
before buying food online but to rely on publicly available online sources for information (Gupta, 2019). Thus, in 
light of the above arguments, we have developed our fourth hypothesis as:

Ä H04 : TR has a significant impact on BI.

Research Methodology

The current study aims to test a conceptual model which impacts trust and buying intention. Four hypotheses are 
proposed in the study. Empirical data were collected using a 14 - item structured questionnaire. The data were 
collected during October – December 2020. The questionnaire was circulated to 1,078 email ids using 
convenience sampling. Out of which, 534 responses were received, and 362 respondents completed the survey. 
Hence, a sample size of 362 responses is considered for the study. Table 1 presents the respondents' demographic 
profile. The hypothesized model of the study is presented in Figure 1.

We used a 5 - point Likert scale to collect responses, with “1” being “strongly disagree” and “5” being 
“strongly agree.” The data were analyzed in two steps. Exploratory factor analysis (EFA) was used in the first step 

Figure 1. The Hypothesized Model
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to generate factors using the SPSS software followed by confirmatory factor analysis to examine the factors. This 
is followed by the testing of the hypotheses using AMOS.

Analysis and Results

Exploratory Factor Analysis

The data has been examined for distinct item loadings, internal consistency, convergent validity, and discriminant 
validity to assess the psychometric properties of the measurement model. In the beginning, the validity of the 
questionnaire was tested using the exploratory factor analysis for data reduction. Kaiser – Meyer – Olkin (KMO) 
measure of sampling adequacy was calculated to test the sampling adequacy. The data was found fit for sampling, 
with a KMO value of 0.712. The overall significance of correlation matrices was tested using Barlett's test of 
sphericity, which was found to be significant at p < 0.000 for the complete set of data, indicating the 
appropriateness of the sample size for conducting EFA. The probability value of Bartlett's test of sphericity is 
below 0.05, supporting the dataset's validity of factor analysis.

Table 1. Respondents' Demographic Profile

Demographic Factors (n = 362) Variable Frequency Percent

Gender Male 184 51

 Female 178 49

Age Below 30 97 27

 31 – 40 119 33

 41 – 50 103 28

 51 – 60 36 10

 61 and above 7 2

Education High school 4 1

 Graduates 183 51

 Post-graduates 117 32

 Doctorates 58 16

Occupation Student 113 31

 Government Sector 83 23

 Private Sector 121 33

 Entrepreneur 38 11

 Retired 7 2

Monthly Income Less than 20,000 101 28

 20,001 – 30,000 59 16

 30,001 – 40,000 124 34

 40,001 – 50,000 47 13

 50,001 and above 31 9

Shopping online since 3 months 33 9

 3 – 6 months 41 11

 6 – 12 months 57 16

 More than 1 year 231 64
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Composite Reliability (Internal Consistency and Reliability)

Table 2 indicates that for reflective constructs, internal consistency surpassed 0.70, signifying high reliability. 

Convergent Validity

A score of 0.5 indicates acceptability for average variance extracted by a measure (Fornell & Larcker, 1981). The 
average variance extracted by all reflective measures is found to be acceptable as their value is greater than 0.5.

Discriminant Validity

By comparing the average variance extracted, the discriminant validity of the instrument can be decisively 
verified (Fornell & Larcker, 1981). As given in Table 3, the square root of the average variance extracted for each 
construct is greater than the levels of correlations with other constructs (AVE > MSV). Each construct shows a 
larger variance with its own measures as compared with other measures in the resulting output of inter-construct 
correlations.

Table 2. Reliability Estimates and Factor Loadings

Factors                                    Scale Items  Factor  No. of Items  Cronbach's 

   Loadings Retained Alpha 

Perceived Risk (PR) 1 PR 1 .967 3 0.902

 2 PR 2 .956  

 3 PR 3 .668  

Performance Expectancy (PE) 1 PE 1 .980 2 0.911

 2 PE 2 .957  

Habit (HT) 1 HT 1 .944 3 0.897

 2 HT 2 .702  

 3 HT 3 .651  

Trust (TR) 1 TR 1 .847 3 0.893

 2 TR 2 .795  

 3 TR 3 .789  

Buying Intention (BI) 1 BI 1 .869 3 0.908

 2 BI 2 .696  

 3 BI 3 .607  

Table 3. Evaluation of the Measurement Model

 CR AVE MSV MaxR(H) PR PE HT

PR 0.793 0.524 0.053 0.87 0.724  

PE 0.759 0.561 0.063 0.829 0.23 0.749 

HT 0.808 0.665 0.063 1.002 –0.179 0.251 0.815
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Common Method Bias

Out of all other methods of ascertaining a questionnaire's reliability, Cronbach's α is the most extensively used 
measure (Field, 2009). The utility of Cronbach's α is to determine the internal consistency amongst different data 
as also to understand their correlation with each other (Leedy & Ormrod, 2014). The minimum acceptable value of 
Cronbach's α is 0.6 for the data to be reliable (Hair et al., 2010). If the value of Cronbach's α for the data is higher 
than 0.8, then the data is considered to be very reliable and perfect for the study (Nunnally, 1994). Out of 14 
variables, five factors have been extracted in this study. The value of Cronbach's α for all the factors is given in 
Table 2, which explains that for all 14 items, Cronbach's α value is greater than 0.89 and is thus within acceptable 
limits.Table 2 demonstrates that factor loadings for the factors are above 0.6, and these five extracted factors have 
Eigenvalues greater than 1. 

To test the measures of goodness of fit for the research model, covariance structure analysis is performed using 
AMOS software. Table 4 demonstrates the absolute fit measures such as CMIN/DF, GFI, AGFI, RMSR, and 
RMSEA used to study the model's overall suitability. The incremental fit measures such as RFI, TLI, NFI, and CFI 
are used to evaluate the research model. 

The values of the absolute fit measures are CMIN/DF = 3.271 (p < 0.001), GFI = 0.925, AGFI = 0.887, and 
RMSEA= 0.176. The recommended values of incremental fit measures are TLI = 0.792, NFI = 0.824, and          
CFI = 0.835. The recommended values of absolute fit measures are CMIN/DF < 3.0, GFI > 0.9, AGFI > 0.9, and 
RMSEA < 0.06. The recommended values of incremental fit measures are TLI > 0.9, NFI > 0.9, and CFI > 0.9.

Table 4.  AMOS Goodness-of-Fit Measures for SEM

Absolute Fit Measures CMIN/DF 3.271

 Goodness-of-fit index (GFI) .925

 Adjusted goodness-of-fit index (AGFI) .887

 Root mean square residual (RMSR)  .032

 Root mean square error of approximation .079

Incremental Fit Measures Relative fit index (RFI) .940

 Tucker – Lewis index (TLI) .958

 Normed fit index (NFI) .954

 Comparative fit index (CFI) .968

Parsimonious Fit Measures Parsimonious goodness of fit index (PGFI) .616

 Parsimonious normal of fit index (PNFI) .734

 Parsimonious comparative of fit index (PCFI) .744

Table 5. Standardized Regression Weights

Hypothesis                                      Hypothesized  Estimates Significant/ Accepted/

                                         Relationship (Path Coefficients) Insignificant Rejected

H1 PR            ��®    TR .32 Significant Accepted

H2 PE              ® TR .03 Insignificant Rejected

H3 HT              ® TR .17 Significant Accepted

H4 TR              ® BI .49 Significant Accepted

Note. ** p <0.01 ; * p < 0.05.  
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Hypothesis Testing

Table 5 indicates the hypothesis test results for the four hypotheses, while Figure 2 represents the path coefficients.

Discussion 

This study is performed amidst the unique event of the COVID-19 pandemic to evaluate the consumers' buying 
intention on OFD platforms. The synoptic yet parsimonious model based on EVF and UTAUT2 is used for the 
purpose of this study. The examination of the first hypothesis (H1), which verifies the association between PR and 
TR, is significant. This implies that enhanced trust is a minimum essential driver of OFD platforms in the 
pandemic situation. A diminishing perceived risk will accentuate the trust as these two constructs follow an 
inverse relationship in context of OFD platforms. This finding is in line with other studies (Park et al., 2019 ; 
Thakur et al., 2017) and reflects the tendency of the consumers to eliminate uncertainty and build trust before 
engaging in the purchase of food items. The next hypothesis (H2), which tests the relationship between PE and TR, 
returns an insignificant relationship between the two constructs. This finding differs from several other studies 
(Chahal & Rani, 2017; Sanzo et al., 2012). The third hypothesis (H3) verifies the relationship between HT and TR. 
The test indicates a significant impact of HT on TR. This result is comparable with multiple other studies 
(Alalwan, 2020; Verplanken & Aarts, 1999), which establishes the relationship between HT and TR. The OFD 
platform helps in the formation of habit, which is an interface for creating necessary stimuli for users. Studies 
confirm that stimuli can also be improved by bundling the offering with privileges and making them more 
attractive (Bagla & Khan, 2017).

The fourth hypothesis (H4) investigates the impact of TR on BI, and it is observed to be significant. The results 
obtained concur with several studies (Kim & Park, 2013; Liao et al., 2019 ; Zhang et al., 2014). Trust in the context 
of OFD platforms does not differ from the common definition of trust, which entails dependability, honesty, and 
the ability to keep promises (Dabholkar et al., 2009). The study finds that the three identified dimensions of 

Figure 2. Path Analysis (SEM)

Indian Journal of Marketing • December  2021    33



perceived risk, performance expectancy, and habit can substantially influence trust in OFD platforms, implying 
that their roles cannot be ignored in the process of building trust. 

Theoretical Implications

The study positively contributes to the current body of knowledge in crisis-ridden situations such as the     
COVID-19 pandemic. UTAUT2 and EVF are two prominent models that have been integrated for the first time to 
extend their usage in a unique context. The relationship between PE and TR is tested in the context of online 
buying intention by extending the limits of UTUAT2, and it successfully explains that consumers' benefits are 
closely associated with trust. Another aspect emerges from the extension of UTAUT2 with PR, which clarifies its 
strong association with TR. Additionally, the EVF variable of TR has been empirically tested, and it is found to 
impact the BI of consumers. This theoretical approach is likely to disrupt the older models, develop a new model 
compatible with OFD, and develop newer insights into the relationship between trust and buying intention. The 
combination of UTAUT2 and EVF theoretical models and their underlying constructs as tested in this study can be 
considered a major theoretical contribution of the study. 

Practical Implications

The study deals with consumers' buying intention through OFD platforms during the COVID-19 pandemic and 
has three valuable inferences to be drawn from the empirical model. Firstly, the significance of trust as a driver of 
buying intention has been established, which enhances the knowledge of consumer behavior in an emergent 
situation. Secondly, it has been established that perceived risks are the most significant determinant of trust for 
consumers on OFD platforms, which helps determine what influences trust. The three dimensions of perceived 
risk: health risk, psychological risk, and social risk, are found to impact the aggregate construct, that is, risk 
significantly. 

Upon probing further into these three dimensions, it can be observed that health risk and psychological risk are 
more significant from the consumer's perspective than social risk. This implies that consumers' health concerns 
must be addressed on priority by the OFD platforms during phases of emergency as this could have a decisive 
influence on consumers' perceived risk. Another critical aspect of substantial utility for practitioners relates to 
psychological risk. There is a need to significantly decrease the psychological risk of consumers                
(Bhukya & Singh, 2015; Chakraborty, 2020) as it can scale down the perceived risk. Though the terms social risk 
and psychological risk are interchangeably used, social risk is assumed to be external; whereas, psychological risk 
is internal to the consumer (Kumar et al., 2021). The study also suggests that the habit of using OFD platforms 
impacts trust, finally leading to buying intention; this carries compelling lessons for the professionals engaged in 
developing and promoting OFD platforms. 

Conclusion 

The analysis of the proposed model is performed using structural equation modeling, which affirms that TR has a 
substantial impact on BI and is a deterministic precedent of consumers' intention to use OFD platforms. The 
diminished existence of PR is found to impact the TR of the consumers, while HT and PE also have a positive 
association with TR. A favorable TR induces the BI. The BI can be further accentuated with the amplification of 
TR is clearly evidenced from the findings. Strong risk perception is observed in the case of health and 
psychological risks, and a lower presence of social risk is indicated, which has a justified ground, as health has 
become the priority of the consumers in the COVID-19 pandemic. Reduced social contact and increased priority 
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of personal well-being during the pandemic expound the weakened impact of social risk as a contributing element 
to perceived risk. The impelling factors determined in this research present a significant set of information for the 
OFD platform operators and marketing professionals to draw inferences for improving the operational 
performance and propelling the growth of OFD platforms during emergencies. 

Limitations of the Study and Scope for Future Research

We identify three limitations in this study. Firstly, considering the period of lockdown, all questionnaires were 
distributed online as data could not be collected with the physical presence of the respondents, which could have 
provided increased diversity of respondents. Secondly, as convenience sampling was deployed for the study, a 
cautious approach is required before generalizations are drawn from the study results. Thirdly, the five factors and 
14 - item scale used for the study could have been extended to include more factors that could have provided a 
deeper understanding and covered other aspects that could offer an improved understanding of the consumers' 
buying intention. We also laid specific reliance on the three risks: health, psychological, and social risks; whereas, 
the other risks, such as financial damages resulting from health risk were not studied. 

So, the following considerations may be used by future researchers to expand the scope of this research. Firstly, 
more relevant factors can be included in the model used in this study to explain consumer behavior better. 
Secondly, future research may use longitudinal data for testing the model as this study collected cross-sectional 
data for the analysis. Thirdly, the construct of perceived risk can be extended by using the financial risks also.
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Appendix
Construct Item Code Item Description Source

Perceived Risk PR 1 (Security Risk) I am worried that I may be risking my health while Featherman & Pavlou (2003); 

     ordering food online during the COVID-19 pandemic. Martins et al. (2014)

 PR 2 (Psycho Risk) I  am worried that ordering food online

    during the pandemic can be a  wrong decision.  

 PR 3 (Social Risk) I believe that people (friends, family, & colleagues) Featherman & Pavlou (2003);

    who influence my behavior think that I must Al-Somali et al. (2009)

   not order food online during the pandemic.

Performance Expectancy PE 1 Ordering food online during the pandemic is helpful for me. Venkatesh et al. (2012)

 PE 2 Ordering food online during the pandemic makes  

  things easy for me.

Habit HT 1 Ordering food online has become a habit for me. Venkatesh et al. (2012)

 HT 2 It is natural for me to order food online during the pandemic. 

 HT 3 I should order food online during the pandemic.  

Trust TR 1 I believe that ordering food online during the  Gefen (2003) ;         

  pandemic is trustworthy. Hwang & Kim (2007)                                                                                                                                                                                          

 TR 2 I trust my online food ordering website/app during the pandemic. 

 TR 3 While ordering food online during the COVID-19 pandemic, 

  I expect that the website/apps will keep the promises they make. 

Buying Intention BI 1 I intend to order food online regularly during the  Lee (2009) ; Martins 

  COVID-19 pandemic. et al. (2014)

 BI 2 I will strongly recommend others to order food online during the  Roy et al. (2017)

  COVID-19 pandemic. 

  BI 3 I intend to continue to order food online during the COVID-19 pandemic. 
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