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ABSTRACT

The purpose of this research was to investigate the needs and benefits of delivery services and the reasons why users of
food delivery services believe they should continue to use delivery services. This would provide a basis for preparing a
customized delivery services, designed to the consumer needs. A total of 21 people were selected for the interview, including
11 consumers using delivery services and 10 restaurant owners. They were interviewed over 15 days from January 15 to 30,
2020. The content of the interviews was summarized and based on the participant’s needs for delivery services, consumers
were classified into the categories of convenience, sociality, efficiency, diversity, economy, and ease of use, and restaurant
owners were classified into the categories of convenience, sociality, advertisement, and economy. The service benefits
perceived by consumers came from the categories of economy, product, usefulness, ease of use, and convenience, and benefits
to restaurant owners came from the categories of economy, service, advertising, and human resources. The reason for the
continuing use of delivery services was found to be determined by perceived benefits such as economy, efficiency and
convenience, personal-psychological characteristics, and social background. This study is significant because it broadened the
scope of the existing research that has primarily investigated the perceptions of general consumers by further studying
restaurant owners from the perspective of consumers who use delivery services rather than as service providers.
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Table 1. General characteristics of interviewee consumers
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a Fr n
Gender (}Zires) Job pljesﬁ(g)(ei sg 1fsecy Delivery food zs;j?cafzz: Purpose of use
(months) (a week)

MY (C1)? 21 College student 24 4 times Hamburger, pock hocks App - Tel/Baemin Convenience
M (C2) 24 College student 20 5 times Chicken, chinese cuisine App * Tel/Baemin Convenience
F (C3) 26 Service 48 3 times Chicken, pizza, tteokbokki App/Yogiyo Convenience
F (C4) 29 Sales 26 4 times Chinese cuisine, galbijjim  Franchise App/Baemin  Time saving
F (CY) 31 Housewife 24 twice Chicken, pork cutlets Franchise App/Baemin  Convenience
M (Co) 33 Officer 36 3 times Galbijjim, chinese cuisine App - Tel/Baemin Food variety
F (C7) 35 Graduate student 36 twice Tteokbokki, hamburger App  Tel/Baemin Convenience
M (C8) 38 Service 48 twice Pock hocks - bossam App -+ Tel/Yogiyo Convenience
F (C9) 42 Profession 84 once Chicken, pizza, pasta App - Tel/Baemin Convenience
F (C10) 43 Officer 42 once Hamburger, sushi App /Baemin, Yogiyo  Time saving
F (C11) 48 Self-employment 48 once Chicken, street food App -+ Tel/Yogiyo Time saving

D Male, ? Consumer, > Female.

Table 2. General characteristics of interviewee restaurant owners

Age Operated Operated/
Gender B P delivery period Type/menu Usage form/application Purpose of use
(years) system
(months)

MY R1® 39 Franchise 48/24 American/hotdog Delivery agency/Baemin + Yogiyo More revenue
F) (R2) 41 Franchise 60/53 Korean/pock hocks Delivery agency/Baemin Less responsibility
M (R3) 51 Franchise 24/24 Diner/kimbab - ramen  Delivery agency/Baemin - Yogiyo More revenue
F (R4) 51 Franchise 60/60 American/pizza Delivery .staff~ agency/ More revenue

Baemin * Yogiyo
M (R5) 55 Franchise 48/24 Diner/tteokbokki Delivery agency/Yogiyo More revenue
M (R6) 35  Self-employment 120/6 Korean/chicken ribs Delivery agency/Baemin - Yogiyo More revenue
M (R7) 39  Self-employment 30/6 American/hamburger Delivery agency/Baemin Advertising
M (R8) 39  Self-employment 60/36 Western/steak Delivery agency/Coupang eats Advertising
F (R9) 43 Self-employment 84/84 Dessert/shaved ice Delivery agency/Coupang eats More revenue
M (R10) 42 Self-employment 6/6 Diner/tteokbokki Delivery agency/Food fly More revenue

D Male, ? Restaurant owners, > Female.
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Table 3. Necessity of delivery service of interviewee consumers

Needs Core meaning Summary of actual statements
Convenience (C1, C3, C6, C9, C11)" Convenient and beneficial emotions through delivery apps
Convenience
Less annoyance (C1) A tendency to bother going out for eating out
o An person households (C4) Food and delivery services tailored to an person household
Sociality Double income (C5) Lack of conditions to make food directly
Efficiency (C5, C11) Value earned without wasting effort to make meals
) More advantage (C1, C7) Advantages are greater than disadvantages when using delivery services
Fifictency Greet guests (C8) Benefits that can be obtained without effort when greet guests
For weak people (C2) Useful service for people with limited mobility
Diversity Menu variety (C3, C7) Variety of foods available
Economical Time/cost saving (C8, C10) Saving time and cost for making food
Ease of use Simple payment (C6, C7) Convenience of payment for food orders
" Consumer.
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Table 4. Delivery service benefits of interviewee consumers
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Benefits Core meaning Summary of actual statements
Cost saving (C9, C10)" Saving the cost of making food
Coupon/point benefits (C1, C4, C8, C11)  Cost savings due to additional services provided
Economical Time saving (C5, C9, C10, C11) Saving the time making food
Time use (C2) Use of food making time as leisure time
Food waste (C6) Cost saving by reducing unnecessary food waste
Menu variety (C1, C5, C6, C7, C9) Variety of foods available
Product
Food for 1 person (C3, C6) Menu that can be used by one person
Compare information (C3, C8, C9) Compare prices and information for the same menu and store
Usefulness Review benefits (C3) Benefits of service due to writing reviews
Less failure (C7) Reduce the probability of failure in service use
Simple payment (C4, C7, C8) Convenience of payment for food orders
Ease of use
Easy to order (C2, C5) Easy menu selection and simple ordering process
Less annoyance (C3, C9, C10, C11) No need to cook food
Convenience Less hassle (C2) Not visiting the restaurant in person

Less time constraint (C3)

Less restrictions on service usage time, order food

" Consumer.
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Reasons for

continuing use

Core meaning

Summary of actual statements

Long-term use (C1)"
Familiarity (CS)

Convenience due to long service use period

Familiarity by using the service several times

Convenience
Convenience (C1, C3) Convenience of using the service
Less annoyance (C5) Troublesome to change to other services
Sensitivity to others (C2) Worrying about others’ negative views
Sociality
Sensitivity to trend (C2) Worrying about not keeping up with trend
Functional Excellent system (Cl) Excellent features of delivery app
Cost saving (C2, C3, C10) Saving the cost of making food
Economical Coupon/point benefits (C2, C3, C4, C5) Cost savings due to additional services provided
Time saving (C4, C5, C10) Saving the time making food
Individual Self value matching (C6) Pursuit of value according to service use
characteristics  Ppersonality (C9) Personal acceptance of service use
Easy to order (C7, C8) Easy to menu selection and simple ordering process
Ease of use
Special menu (C8) Easy to use special food
Less failure (C7) Facilitate comparison of information on food quality to reduce failures
Usefulness
Service variety (C7) Various services can be used with simple usage
Efficiency Prompt service (C7) Complex cooking process can be omitted, quick service use
Product Menu variety (C9) Variety of foods available
Service The better quality (C11) Expectation that the quality of service will improve continuously
D Consumer.
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Table 6. Consumers perception of delivery service

Needs

Benefits

Reasons for continuing use

Convenience, less annoyance, more

Long-term use, convenience,

c1? Coupon/point benefits, menu variety
advantage excellent system
. Cost saving, coupon/point benefits,
C2  For weak people Time use, less hassle, easy to order e & ponp e
sensitivity to others, sensitivity to trend
Food for 1 person, compare information, . .
. . . P P Convenience, coupon/point benefits,
C3  Convenience, menu variety review benefits, less annoyance, less .
. . cost saving
time constraints
C4  An person households Simple payment, coupon/point benefits = Time saving, coupon/point benefits
. . . . . Familiarity, less annoyance, time saving,
C5 Double income, efficiency Easy to order, menu variety, time saving y 4 ¢
coupon/point benefits
. . Menu variety, food for 1 persons, food .
C6  Convenience, simple payment waste Y P Self value matching
C7 More advantage, menu variety, simple = Menu variety, less failure, simple Easy to order, less failure,
payment payment service variety, prompt service
. . Simple payment, compare information, .
C8  Time/cost saving, greet guests pe P ym P Easy of order, special menu
coupon/point benefit
. Cost saving, time saving, menu variety, . .
C9  Convenience 'g . & Y Personality, menu variety
Compare information, less annoyance
C10  Cost/time saving Cost/time saving, less annoyance Cost/time saving
. . Coupon/point benefits, time saving,, less .
C11  Convenience, efficiency pop & The better quality
annoyance
Y Consumer.

Table 7. Needs of delivery service of interviewee restaurant owners

Needs Core meaning Summary of actual statements
Convenience ~ Consumer convenience (R6, R10)" Use the service without visiting the restaurant in person
Trend (R1, R2, R3, R7) ix;:;r;sig; ii),i r(}ilelsi;/revrii ;glarket / increasing trend of consumers trying
Sociality Consumer needs (R3, RS, R6, R9) Consumer sentiment to pursue convenience
Consumption patterns (R1, R4, R8) Changes in the way products and services are used
1 person households (R1) Increasing number of consumers living alone
Promotion Advertising (R10) Advertising is possible without additional cost and effort
Economical  More revenues (R10) Profit from providing food and services

D Restaurant owner.
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Table 8. Delivery service benefits of interviewee restaurant owners

Benefits Core meaning Summary of actual statements
More revenues (R1, R3, R5, R6, R7)" Profit from providing food and services
Economical Expansion of business area (R2, R3, R5, R6) Expansion of restaurant business area
Initial cost saving (R10) Saving cost at the start of a restaurant
] Responsiveness (R1, R9) Easy to provide service through collecting customer opinions
service Service competency (R4) Strengthen store management and service capabilities
Brand exposure (R1, R9) Exposing information about restaurants to customers
Easy to advertise (R7, R10) Simplifying the process of providing information to consumers
Promotion

Image change (RS8)

Less location restrictions (R1, R8&)

Change the restaurant's image to be friendly

Stores in locations where customer visits are difficult can be
operated

Less responsibility (R4)
Human resources Labor cost saving (R4)

Education cost saving (R4)

Savings on safety accident and management costs for delivery staff
Savings on employee management and maintenance costs

Saving the cost of service training for delivery staff

D Restaurant owner.
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Table 9. Reasons for the continuing use of interviewee restaurant owners

Reason for

L Core meaning
continuing use

Summary of actual statements

More revenues(R1, R3, RS)I)
Economical

Expectations to generate revenue from product and service provision

Business expansion (R8)

Expectations for expanding business area with various customers

Promotion

Easy to advertise (R1)
Advertising effect (R7)

Simplifying the process of providing information to consumers

Revitalization of restaurant operation through advertising

Human resources

Labor cost saving (R2)

Less responsibility (R2)

Saving labor costs caused by hiring delivery staff

Savings on safety accident and management costs for delivery staff

Sociality

Consumer needs (R3)

Business deterioration (R4, R6, R9)
Survive the competition (R4, R6, R9)
Trend (R6, R7)

Communication with consumer (R9)

Lack of alternatives (R10)

Consumer needs to use the delivery service

Concerns about business deterioration due to a reduce in sales
Concern of falling behind in competition with the same industry
Increasing number of consumers who want to use delivery service
Obtaining information on customer requirements

Lack of alternatives to delivery services

D Restaurant owner.
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Table 10. Restaurant owners perception of delivery service
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Needs

Benefits

Reasons for continuing use

Trend, consumption patterns, 1 person

R1Y
households

More revenue, brand exposure, less
location restrictions, responsiveness

More revenues, easy to advertising

R2 Trend

Expansion of business area

Labor cost saving, less responsibility

R3  Consumer needs, trends

More revenue, expansion of business area Consumer needs, more revenue

R4  Consumption patterns

Labor cost saving, service competency,
less responsibility, education cost saving

Business deterioration, survive the
competition

R5 Consumer needs

Expansion of business area, more revenue More revenues

R6 Consumer convenience, consumer needs

Expansion of business area, more revenue

Business deterioration, survive the
competition, trend,

R7 Trend

Easy to advertising, more revenue

Advertising effect, trend,

R8  Consumption patterns

Image change, less location restrictions

Business expansion

R9 Consumer needs

Responsiveness, brand exposure

Communication with consumer, business
deterioration, survive the competition

RIO Consumer convenience, advertising, more
revenues

Initial cost saving, easy to advertising

Lack of alternatives

D Restaurant owner.
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