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ABSTRACT

The purpose of this study was to investigate the effects of service quality of food delivery apps on reuse intention, as well
as the mediating effects of perceived value on the relationship between service quality and reuse intention. An online survey
was conducted among Seoul residents who had utilized food delivery apps in the past two weeks, with 250 responses analyzed.
Slightly over half of the respondents were male, and they were evenly distributed across age groups ranging from the 20s
to the 50s. The primary reason cited for using the food delivery apps was the convenience of “searching, ordering, and paying
all at once,” as indicated by 88.4% of respondents. At the same time, the main concern was the potential for fake reviews,
reported by 55.2% of respondents. Perceived service quality was found to positively influence both perceived value (p<0.001)
and reuse intention (p<0.001). Additionally, perceived value positively affected reuse intention (p<0.001). The analysis of the
mediating role showed that the effect of service quality on reuse intention was partially mediated by perceived value.
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Table 1. General characteristics of respondents
(N=250)
Variables N %
Male 126 50.4
Gender
Female 124 49.6
20~29 60 24.0
Age ( ) 30~39 63 252
e (years
g 40~49 64 25.6
50~59 63 252
High school/graduated or less 36 144
Educational
level College/graduated 186 74.4
Graduate school/graduated 28 112
Student 17 6.8
Professional 30 120
Self-employed 21 84
Housewife 24 9.6
Occupation Service or sales 13 52
Administrative 123 49.2
Manufacturing 7 28
Unemployed or retired 10 4.0
Other 5 20
Household ! 35140
size 2 48 19.2
(number of 3 72 288
members) 4 o above 95 38.0
Less than 100,000 22 88
100,000~199,999 54 216
A 200,000~299,999 63 252
verage
dining out 300,000~399,999 50 20.0
expenditure 400,000 ~499,999 24 96
(won) 500,000~ 599,999 16 64
600,000~ 699,999 8 32
700,000~799,999 or above 13 52
Food delivery app 250 100.0
Apps used in Music streaming app 147 58.8
the last 2 Map app 218 872
weeks Shopping app 209 83.6
(multiple Gaming app 131 524
responses) ) ) )
Social networking semces (e.g., 192 7638
Instagram, Facebook, TikTok, etc.)
Types of Baemin 172 68.8
delivery apps
t 36 144
frequently Coupangeats
used Yogiyo 42 16.8
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Table 2. Usage behavior of food delivery apps

Variables N %

Ability to complete the entire process from search to ordering and payment in one go 221 88.4

Availability of benefits such as coupons, mileage, and price discounts 131 524

Reasons for using food Provision of information on local restaurants that I may not be aware of 108 432

delivery apps (multiple  Presence of numerous user reviews 78 31.2

responses) Ability to track delivery status and other relevant information 118 472

Greater convenience compared to phone calls or internet orders 145 58.0

Recommendations from friends or acquaintances 10 4.0

o Preferential use of one or two apps primarily 191 76.4

?:zzlh(ilisli\?efr;t:pl);lgg Downloading and using apps as needed in the moment 14 5.6

Downloading multiple apps and comparing prices before usage 45 18.0

Home 229 91.6

Locations for using food —Outside/outdoor 8 32

delivery apps Workplace 12 438

School 1 04

Possibility of fake reviews, including those by part-time workers 138 55.2

Security of the in-app payment system 30 12.0

Hygiene of delivered food 148 59.2

Concerns: when using Delivery errors and delays 88 352

food delivery apps . .

. Order inaccuracies 36 144
(multiple responses)

Security of the in-app security system 40 16.0

Other concerns 1 0.4

No concerns 17 6.8

Evaluation score 154 61.6

Number of orders 81 324

Number of reviews 137 54.8

Criteria for food Reviews with photos 97 38.8

selection on food Food price 160 64.0

delivery apps (multiple  Delivery fee 156 62.4

responses) Delivery time 73 292

Discounts 91 36.4

Preferred cuisine 117 46.8

Restaurant recognition 43 17.2

Less than 100,000 89 35.6

100,000~ 199,999 78 31.2

Monthly average 200,000~299,999 47 188
expenditure on food

. 300,000~399,999 22 8.8
delivery apps (won)

400,000~499,999 8 32

500,000 or above 6 2.4

1 127 50.8

Weekly frequency of 2 74 29.6

using food delivery apps 3 32 12.8

(week) 4 12 4.8

5 or above 5 2.0
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Table 3. The results of factor analysis of service quality, perceived value, and reuse intention in food delivery apps

Factor Eigen % of Cron-
Variables loafliz a%ee variance  bach’s
€ val explained  alpha
Auvailability for food delivery anytime using the app 0.797

Ability to have food delivered from anywhere through the app  0.796

Convenience 2642 13907 0836
“ Ease of the ordering process via the delivery app 0.721
User-friendly nature of the delivery app 0.709
Ability to track the order progress (order acceptance, preparation,
. . - 0.774
Service pickup, etc.) through the delivery app
quality  Delivery :
Promptness of food delivery through the app 0.694 2390 12.580 0.782
) service (4)
Real-time tracking of the delivery personnel's route 0.683

Timely delivery of the ordered food within the scheduled time  0.678

Delivery Trust in the delivery personnel 0.841
personnel Tidy appearance of the delivery personnel 0.776 2.310 12.160 0.778
©) Friendliness of the delivery personnel 0.737

Compensation for incorrect orders in the delivery app 0.830

Perceived value (3) Prompt resolution of customer complaints by the delivery app 0.808 2303 12122 0.808
Easy processing of order cancellations and refunds by the

delivery app 0790

Intention to continue using the delivery app service 0.754
Willingness to speak positively about the delivery app to others  0.739

Reuse intention (5) Likelihood to recommend the delivery app service to others 0.733 3987 17.301 0.849
High probability of continued use of the delivery app in the

future 0.728

Overall satisfaction with the delivery app service 0.719

KBO=0.869, Bartlett’s test=2,229.315, p=0.000, total cumulative variance=68.069
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Park YJ & Ryu GH(2022)9] ATellMe Mu|=Fd, A2, F7 dFedan, 595 QA o2 Aysie] o
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Table 4. The results of correlation analysis of service quality, perceived value, and reuse intention
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Variables Convenience Delivery service Delivery personnel Perceived value Reuse intention
Convenience 1
Delivery service 0.496" 1
Delivery personnel 0.262" 0.426™ 1
Perceived value 0.331" 0.409™ 0.410™
Reuse intention 0.515™ 0.477" 0.323" 0.429™ 1
™ p<0.01.

Table 5. The results of multiple regression analysis for hypothesis testing

Unstandardized Standardized
Depf:ndent Independent coefficients coefficients t-value VIF
variables variables
B S.E. B
Constant 0.994 0.253 3755
Convenience 0.368 0.061 0.360 6.040"" 1.332
R
| euse Delivery service 0.252 0.965 0.246 3.866 1516
ntentions
Delivery personnel 0.118 0.055 0.124 2.158" 1.227
R*=0.343, Adjusted R*=0.335, F=42.775""", Durbin-Watson=1.857
Constant 0.340 0.357 0.951
Convenience 0.205 0.086 0.152 2.384"
Perceived Delivery service 0.293 0.092 0.216 3177
value
Delivery personnel 0.353 0.077 0.278 4556
R*=0.252, Adjusted R*=0.243, F=27.699""", Durbin-Watson=2.126
Constant 2.671 0.152 17.625™
 Reuse Perceived value 0.324 0.43 0.429 7.481" 1.000
ntentions

R*=0.184, Adjusted R*=0.181, F=55.966""

, Durbin-Watson=2.057

" p<0.05, ™ p<0.01, ™ p<0.001.

A # S Bt} Durbin-Watson Zh-2 2.12620.2 ZHAE 7t
o FHHAITE glo] SR o] Attt SHHT He
A(6=0.152, p<0.05)y, “vl=23}4(5=0.216, p<0.01), ‘HlEL
(50.278, p<0.001y B5F FEHWFE X4 712l B4
Ao folgh H(he F3F= "IA H2-1, H2-2, H2-32> =
T QgAY DL, w2y, A o= 2]l
of thgt 14)o] s uAEe| 143t A2HE 71X 7}
FolA= AR AU o|& AH|2FHo] o] 8akE
o] st 7HA ol 3 A dFE A= Aoz vERd
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Table 6. Mediating effects of perceived value on the relationship between service quality and reuse intention in food
delivery apps

Unstandardized Standardized
Step Independent Dependent coefficients coefficients f-value
variables variables
B S.E. B
Constant 1.610 0.330 4874™
Perceived value -
Step 1 Convenience 0.448 0.081 0.331 5.533
R’=0.110, Adjusted R*=0.106, F=30.618"", Durbin-Watson=2.226
Constant 1.657 0.227 7313™
Reuse intention -
Step 2 Convenience 0.525 0.056 0.515 9.456
R?=0.265, Adjusted R*=0.262, F=89.417""", Durbin-Watson=1.955
Constant 1.304 0.225 5.790""
Convenience Reuse intention 0.427 0.056 0.419 7.639™
Step 3 .
Perceived value 0.219 0.041 0.290 5.299
R*=0.340, Adjusted R*=0.335, F=63.633"", Durbin-Watson=1.921
Constant 1.295 0.304 4258
Perceived value o
Step 1 Delivery service 0.557 0.079 0.409 7.066
R’=0.168, Adjusted R’=0.164, F=49.926"", Durbin-Watson=2.051
Constant 1.907 0.221 8.6317
Reuse intentions .
Step 2 Delivery service 0.490 0.057 0.477 8.558
R*=0.228, Adjusted R>=0.225, F=73.239""", Durbin-Watson=1.896
Constant 1.633 0.219 74427
Delivery service Reuse intentions 0.372 0.060 0.363 6.186"™"
Step 3 e
Perceived value 0.212 0.044 0.281 4788
R’=0.294, Adjusted R?=0.288, F=51.320"", Durbin-Watson=1.944
Constant 1.753 0.240 7.310™
Perceived value .
Step 1 Delivery personnel 0.520 0.073 0.410 7.072
R*=0.168, Adjusted R*=0.164, F=50.017""", Durbin-Watson=2.174
Constant 2.788 0.188 14.846™
Reuse intentions -
Step 2 Delivery personnel 0.309 0.058 0.323 5.367
R’=0.104, Adjusted R*=0.100, F=28.806"", Durbin-Watson=2.060
Constant 2316 0.195 11.888""
Delivery personnel ~ Reuse intentions 0.169 0.059 0.176 2.846"
Step 3 ok
Perceived value 0.269 0.047 0.357 5.756
R’=0.210, Adjusted R?=0.204, F=32.833"", Durbin-Watson=2.045
™ p<0.01, ™" p<0.001.
He AN ETEH)S ‘Bt o2l E 55 o] 83 5 ok A qie] 52 A8 7 (ETe ) P B A
S Bl 7hed ot SRS Aol 55.2%= 7Y Bk Hol 52 7HA(64.0%) ol 2kal FHal A, thr o= <uf
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