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Abstract: The rapid development of online food delivery applications in Indonesia currently makes 
Shopee launch a new feature, Shopee Food. By joining the online food delivery application market 
in Indonesia, Shopee Food must be able to compete with other online food delivery applications. 
This study aims to analyzed the factors that influencing purchase intention in Shopee Food. Using 
Brand Image as the mediating factor for Perceived Ease of Us and Electronic Word-of-mouth, this 
study tries to explain customer intention to purchase food in shopeefood. This study used quantitate 
method with purposive sampling to draw the respondent, with total 345 respondents. The findings 
of this study found that word-of-mouth, perceived ease of use plays significant role on user purchase 
intention in Shopeefood,  and brand image also significantly mediate the relationship of perceived 
ease of use and word of mouth toward intention to use. 
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Introduction 
 
Nowadays, the growth of online food delivery is very popular. This situation arises when 
information and technology advance at a rapid pace. The use of the internet network known as 
smartphones is the most recent development (Sinulingga & Jokhu, 2021). The transformative energy 
of information technology has propelled peoples ahead and the proceeding of transitioning 
civilization forward, aided through the rapid flow of expertise (Widyanto & Rachmad Saleh, 2018). 
  
Since the Covid-19 outbreak, people more often use online food delivery and use online food 
delivery during Covid-19 because they cannot go out. It is critical to monitor how this outbreak 
affects the business, and restaurants are one of the most impacted businesses (Liewin & Genoveva, 
2019). A restaurant is a crucial venue since it is a public space that frequently becomes a gathering 
spot for many people (Lestari & Genoveva, 2021). The influence of social constraints imposed by 
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the Indonesian government has also evolved in online food purchases using online food 
delivery applications (Liewin & Genoveva, 2019). Because many people stay home due to social 
distancing, they order food more frequently (Kartono & Tjahjadi, 2021). In Indonesia, Google 
found that public interest in online food delivery services is very high. Those are reflected in the 
high search for food brands on Google to 13 times, the highest compared to neighboring countries 
(Kurnia, 2019). Nielsen Singapore research shows that around 58% of Indonesian’s people buy fast 
food through online applications via mobile phones (Jayani, 2019). 
 
According to a Nielsen Singapore report, food delivery services are starting to become a trend in 
Indonesia. Therefore, the business potential is considered quite large. One of the pioneers of this 
service is GoFood from Gojek (Setyowati, 2019). Based on data in Statista as of July 2021 (Figure 
1.3), online food delivery applications often use GoFood (Gojek) at 25%, second is Grabfood 
(Grab) at 20%, third is Others, and Yum! Brands by 15% (Statista, 2022). Now Shopeefood plays 
important role on the competition as the new player on food delivery application. Using Promotion 
to accommodate new consumer and old user makes shopee one of the key player in food delivery 
application.  
 
This study constructs a mobile app model by positioning perceived ease of use and electronic word 
of mouth as the antecedent of the purchase intention in shopeefood. It also includes brand image as 
the mediating role for the two determinants. These three variables used based on the literature study 
in the online context. Perceived ease of use has been used to determine the intention to use an app 
(Rini & Khasanah, 2021; Vahdat et al., 2021). The context that previously used are from online 
meeting app and shoping app while this research we focused on the context of food delivery app. 
Hence, this research play important role on the extending marketing scope to the new context of 
food delivery app purchase intention. Another determinant we use to adopt with context is 
electronic word of mouth. Previous literature study had been vigorously support the use of 
electronic worth of mouth as the determinant for intention to purchase in app, from online 
ecommerce to grocery shopping  (Rusmayanti & Agustin, 2020; Shaikh et al., 2018; Sulthana & 
Vasantha, 2019). There’s a huge gap in term of food delivery app purchase intention research.   
 
According to Erkmen and Turegun (2022) brand image mediate the relationship between system 
quality and service quality toward customer purchase intention in impulsive behavior on online food 
delivery. Another research brand image used as mediator effect on purchase intention in the effect 
of influencer with indirect effect of electronic word of mouth and celebrity endorser(Dewi & 
Giantari, 2020). Based on many others research this study add brand image as an important factor in 
online application transaction (Chitra et al., 2019; Li & Peng, 2021). Furthermore Sulaiman et al. 
(2022) mentioned brand image is important intangible assets that influence customer purchase 
decision and mediate the effect of promotion.  
 
Based on the previous argument the authors feels adding brand image in this research is important. 
Since many online purchase decision used brand image to associate the application toward customer 
value. Following the previous research we used brand image as mediating variables in the context of 
purchase decision not impulsive behavior and also there are no research used brand image for online 
food purchase decision with the indirect effect of electronic word of mouth and perceived ease of 
use. This research tries to fill the important gap in the food delivery app purchase intention. Based 
on the previous argument, this study tries to check the direct relationship from perceived ease of use 
and electronic word of mouth toward shopeefood purchase intention. Next we tried to extend the 
marketing scope research by adding brand image as the mediating factor of those two relationship.    
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Literature Review 
 
Brand Image 
 
Brand image stems from all of a user perception, experience and consumption experience (Jalilvand 
& Samiei, 2012). According to Putri (2018), brand image is a brand’s perception of a consumer's 
memory that is mirrored in the brand association. Therefore, customers' opinions of a company's 
communication and operations are influenced by its brand image (Martínez et al., 2014). Brand 
image is a necessary factor in improving the relationship among the brand and the customer 
(Mabkhot et al., 2017). The previous research said brand image is defined as the general impression 
of a brand or product in the minds of consumers; it encompasses the complete identity of the 
product or brand (Mehmood & Shafiq, 2015). 
 
Purchase Intent ion 
 
Based on previous research by Aztiani et al. (2019), the meaning of purchase intention refers to a 
consumers’s intention to purchase a spesific product and how many products are needed in a given 
time frame. Purchase intention may be defined as a mental statement made by a buyer that reflects a 
purchase plan for some products from a specific brand. Meanwhile, purchase intention is the chance 
that a purchasers will buy a product and has a high probability of doing so (Putri, 2018). 
Similarly, purchase intention refers to a consumer's desire to buy or prefer things based on their 
needs. Moreover, purchase intention is a consumer's enthusiasm to buy, and it is part of the 
mechanism that leads to a purchase action (Sinulingga & Jokhu, 2021). Intentions represent the 
motivating factors that impact action and indicate people's effort to perform the behavior. Hence, 
purchase intention described to the mental stage of the decison-making method in which the 
customer develops a authentic presdisposition to behave in prefere of a product or brand (Tardin & 
Pelissari, 2021). 
 
Perce ived Ease o f  Use 
 
According to Venkatesh (2000) perceive ease of use is the extent to which a person believes that 
using technology will be free of effort. Many research of technology adoption model (TAM) used 
ease of use as the determinant for behavioral intention (Iyer & Siddhartha, 2021; Khanna & Wahi, 
2017; Ying et al., 2021).  As stated by Davis (1989), the meaning of perceived ease of use is the 
degree to whose someone belives that the usage of a given system does not require attempt. In 
addition, perceived ease of use describe as the lack of effort required to use a technology utility 
(Plidtookpai & Yoopetch, 2021). Perceived ease of use means the degree to know what the 
customers believe that an activity requires little effort, and the effort is seen as a limited resource 
associated with a particular activity on their part (Radner & Rothschild, 1975). Furthermore, the 
degree to which consumers agree with the internet site that used to purchase items and helps them 
to find lots of information with little person effort is called perceived ease of use (Rehman et al., 
2019). 
 
The study on perceived ease of use shows there are positive relationship toward purchase intention 
(Suprapto & Kunci, 2022). Previous research used fintech context on intention to adopt the 
application in which generalize to mobile application as a whole. In the other context perceived ease 
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of use on online shopping activity highly significant factor especially on the era of covid-19 
pandemic (Iriani & Andjarwati, 2020). In the context of food application brand image is crucial 
when we order food from the credible application. Therefore, using brand image as the mediator 
between perceived ease of use and costumer purchase intention deemed to be important. As 
mentioned by Vahdat et al., (2021) brand image play important role on perceived ease of use and 
purchase intention. An application with less effort to use without embedded image of brand in 
costumer mind will stop them for trying the application. Therefore based on the previous argument 
we decide to add these two hypothesis : 
 
H1: Perceived ease of use has positive influence on Purchase intention on shopeefood 
H2: Perceived ease of use mediated by brand image has positive influence on Purchase intention on 
shopeefood 
 
Electronic  Word of  Mouth 
 
Electronic word-of-mouth is a good or negative statement or comment made through a past or 
actual purchaser approximately a product or company that can be accessed through massive number 
of people and institutions thru the internet. Individuals can transmit an EWOM message through a 
variety of social situations in general. (Hidayat & Astuti, 2019). 
 
With the advent of social media, anyone can now express anything, from positive to negative 
experiences with a product. It is now known as EWOM. Electronic word-of-mouth is stated as an 
expressed as an informal, manor woman-to-character conversation about a brand, product, 
company, or carrier between a perceived non-industrial communicator and a recipient (Min, 2020). 
EWOM can instantly disseminate and diffuse information to a large number of clients. Customers 
may readily share their ideas on social media, contributing to spreading information (Erkan & 
Evans, 2016).  
 
Based on the Vahdat et al., (2021) social influence and peer influence specially social media had a big 
impact toward the perception, motivation, and attitude toward a brand. Previous research shows a 
big impact on electronic word of mouth toward purchase intention in online shopping (Rusmayanti 
& Agustin, 2020). According to Dewi & Giantari, (2020) the role of brand image in mediating the 
EWOM and purchase intention is very important in the context of celebrity endorser. In our context 
we tried to extend the previous findings by advocating the context of food application in Indonesia. 
Therefore we try to explain the relationship between EWOM, brand image, and purchase intention 
with these hypothesis: 
 
H3: Electronic word of mouth (EWOM) has positive influence on Purchase intention on 
shopeefood 
H4: Electronic word of mouth (EWOM) mediated by brand image has positive influence on 
Purchase intention on shopeefood 
 
Methods 
 
This study used questionnaire to investigate the relationship between WOM and perceive of ease of 
use to purchase intention in shopee food mobile app mediated by brand image. In this study we 
used non probability sampling to draw our respondent because there are several criteria to filter our 
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respondent. To make sure we got the right sample we use purposive sampling which means can pull 
all ‘Shopee food user’ not only ‘the shopee user’.  The shopee users are the one who download 
shopee application while shopee food users are people who download and know food delivery 
features that may or may not use the features yet. The respondents were 345 in total from larger city 
in Indonesia that used shopeefood services. In the filtering, all respondent were asked whether they 
were shopee user, specifically shopeefood transaction. We draw our respondent from shopeefood 
users only to fill all the question. From 345 participants, 87% (301) female respondent and the rest 
are boys, and aging range 17 to 36 years. In this study, we also draw our respondent based on the 
average income of respondents in a month. Based on the visible results (Table 1), 194 respondents 
or 56%, have a monthly income <Rp. 1.000.000. Then 103 respondents or 30%, have a monthly 
income of Rp. 1.000.000 to 3.000.000. After that, 29 respondents or 9%, have a monthly income of 
Rp. 3.000.000 to 5.000.000. In addition, 8 respondents or 2%, have a monthly income of Rp. 
5.000.000 to 7.000.000. The remaining 11 respondents or 3%, have a monthly income of >Rp. 
7.000.000. Based on the results obtained, the common monthly income of respondents is <Rp. 
1.000.000. 
 

Table 1. Respondent Profile 
 Category Amount Percentage 

Gender Male 44 13% 
Female 301 87% 

Age 
17 – 25 Years old 316 95% 
26 – 30 Years old 13 4% 

More than 36 Years old 4 1% 

Monthly Income 

< Rp. 1.000.000. 194 56% 
Rp. 1.000.000. – Rp.. 3.000.000  103 30% 
Rp. 3.000.000 – Rp. 5.000.000 29 9% 
Rp. 5.000.000 – Rp. 7.000.000 8 2% 

>Rp. 7.000.000 11 3% 
 

Purchase intention in shopeefood was measured using previous research using 5 items Likert scale. 
(Jiménez-Castillo & Sánchez-Fernández, 2019). Perceived ease of use was measured was measured 
using five point Likert scale adopted from an existing research (Iriani & Andjarwati, 2020). 
Electronic word of mouth was measured using electronic based or online based theory using likert 
scale 5 items (Diantari & Jokhu, 2021). Brand was measured was measured using five point Likert 
scale adopted from an previous research that used online application context (Kadi & Amalia, 2021).  
 

Table 2. Indicators Measurement 
Variables Operational Definition Indicators 

Perceived Ease of 
Use (Iriani & 
Andjarwati, 2020; 
Venkatesh, 2000) 

Perceived ease of use is 
stretch of a person 
believes of using 
technology without a 
hassle  

I easily got what I was looking for in Shopee Food 

I feel Shopee Food is easy to access and use 
I feel the instruction in Shopee Food clear and 
understandable 
I easily remember how to use Shopee Food 
 
The more often I access the Shopee Food, I feel like more 
advanced in using Shopee Food 

Brand Image 
(Jalilvand & 

Brand image is the 
perception about the 

I can distinguish Shopee Food from other food delivery 
applications 
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Samiei, 2012; Kadi 
& Amalia, 2021) 

brand associations 
reflected by consumption 
experience.  

I feel that Shopee Food has very high quality than other 
food delivery applications 
I feel that Shopee Food is very trustworthy than other food 
delivery applications 
I feel that Shopee Food is better than other food delivery 
applications 
I feel that Shopee Food is very innovative 

Electronic Word-
of-mouth  
(Diantari & Jokhu, 
2021; Jalilvand et 
al., 2011) 

Electronic word of mouth 
is the process of sharing 
information and opinion 
by  consumer that affect 
buyer perception towards 
or away from specific 
product, brands, and 
services.  

I frequently gather information from online reviews before 
I use the applications 
When I purchase in Shopee Food, online reviews make me 
confident in purchasing to the Shopee Food 
The online reviews recommend the Shopee Food 
The online reviews of Shopee Food is understandable 

The quality of online reviews of Shopee Food is high 

Purchase Intention 
(Ali, 2016; 
Jiménez-Castillo & 
Sánchez-
Fernández, 2019) 

Purchase intention is 
consumer’s willingness to 
perform specific 
purchasing behavior 
towards product or 
services.  

If have to choose a food delivery applications I will choose 
Shopee Food 
I will always look for the information about Shopee Food 

I will choose Shopee Food when needed next time 
I plan to repurchase in Shopee Food in near future 

I will recommended Shopee Food to my family and friends 
 
The technique of sampling used in this research is purposive sampling. Purposive sampling is 
technique of sampling to draw the respondent from the population with certain criteria that had to 
been set before to validate our research findings (Jokhu & Armando, 2018). We uses Partial least 
Square Structural equation Modeling (PLS-SEM) to predict the hypothesis relationship (Diantari & 
Jokhu, 2021). PLS SEM also able to find the direct and indirect relationship in the model ((Jokhu & 
Kawilarang, 2021).  
 
PLS used to examine the reliability, validity, and path analysis of the determinant. The rule of thumb 
of Composite Reliability (CR) is 0,7 and Average Variance Extracted (AVE) for validity is 0,5. As for 
the validity of the items variable we examine the outer loadings (table 3). Based on Hair et al. (2019) 
the threshold  for loadings is 0,7. Therefore, the items loading lower than 0,7 must be removed from 
the analysis. Based on the rule of thumb, in our validity test first test we exclude EWOM2, PEOU1, 
and BI1 from our models. Our construct validity and reliability value scored more then minimum 
threshold therefore we proceed to the structural modelling test.    
 

Table 3. Construct Validity 
Construct Items  Factor Loading AVE CR 

Perceived Ease of Use 

PEOU2 0,862 

0,725 0,913 
PEOU3 0,863 
PEOU4 0,842 
PEOU5 0,838 

Electronic Word of Mouth 

EWOM1 0,809 

0,665 0,888 EWOM3 0,756 
EWOM4 0,844 
EWOM5 0,850 

 BI2 0,778   
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Brand Image BI3 0,872 0,712 0,908 
BI4 0,897 
BI5 0,824 
PI1 0,796 
PI2 0,759 

Purchase Intention PI3 0,798 0,635 0,897 
PI4 0,852 
PI5 0,775 

Source : Author’s PLS Results 
 
For discriminant validity we used Fornell-larcker criterion assess the results (Table 4). Based on the 
results the square root of the AVE of the latent variable is larger than the correlation coefficient 
between the other discriminant variable, thus the discriminant validity of the variables   
accepted(Wang et al., 2021). It means that there are no correlation between variables used in this 
model. Every variable has proven to be valid in discriminant validity test.  
 

Table 4. Discriminant Validity 
 Brand Image EWOM PEOU Purchase Intention 

Brand Image 0,844    
EWOM 0,593 0,815   
PEOU 0,522 0,520 0,851  
Purchase Intention 0,652 0,553 0,572 0,797 

Source : Author’s PLS Results 
 
  
Findings 
 
To check our hypothesis we used bootstrap features in SMART PLS. The results of the hypothesis 
and mediation testing were explained by the structural modelling software thus for we able to 
estimates the significance of path weight (Figure 1). First, Perceived ease of use have positively 
significant effect on purchase intention (P<0,05; T = 5,224). Second, as expected, brand image 
positively significant and partially mediate the relationship between perceive ease of use on purchase 
intention (P<0,05; T = 6,007). This means without mediated by brand image there still an effect of 
perceived ease of use on purchase intention. Third, as expected, Electronic word of mouth 
(EWOM) have positively significant effect on purchase intention (P<0,05; T = 3,124). Fourth, as 
expected, brand image positively significant and partially mediate the relationship between electronic 
word of mouth (EWOM) on purchase intention (P<0,05; T = 4,800). This means without mediated 
by brand image there still an effect of electronic word of mouth (EWOM) on purchase intention.  
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Figure 1. PLS – SEM Result 
 

 
 

Table 5. Hypothesis Summary 
Hypothesis T-value P- Values  Result 

H1 : PEOU – Purchase Intention 5,224 0,000 Accepted 
H2 : PEOU -  Brand Image - Purchase Intention 6,007 0,000 Accepted 
H3 : EWOM – Purchase Intention 3,124 0,002 Accepted 
H4 : EWOM -  Brand Image - Purchase Intention 4,800 0,000 Accepted 
Source : Author’s PLS Results 
 
The data shows that perceived ease of use significantly influences customer purchase intention in 
Shopee Food. This statement is subtantiated by research established by previous research (Alhumaid 
et al., 2021; Rehman et al., 2019; Vahdat et al., 2021), which states that there are any positively and 
significantly influence of perceived ease of use on customer purchase intention. This result 
supported by the previous research by Suprapto and Kunci (2022) that found in the context of 
fintech perceive ease of use have significant impact toward purchase intention. on the other note, 
about online purchasing behavior, Iriani and Andjarwati (2020) found that perceive ease of use 
significantly affect purchase intention. these results shows that in the context of online purchase 
intention perceive ease of use is important factors for making online food purchase intention.  
 
While in the context of perceived ease of use toward purchase intention mediate by brand image 
there are no previous research tries to ties down the know yet in online food delivery. Vahdat et al. 
(2021) supported this theory whereas his research implicitly mentioned the key point of brand image 
in perceived ease of use toward purchase intention behavior. According to Iyer and Siddhartha 
(2021) brand image is important to refer customer behavior intention in India. On the context of 
online buying brand familiarity and brand association is very crucial in creating perceived 
trustworthiness toward their product. Easiness user interface without good brand familiarity by 
customer experience might not develop the intention to purchase the product in the online food 
application.  
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For electronic word-of-mouth is significant influence on customer purchase intention in Shopee 
Food. This statement is subtantitated by research conducted by Rusmayanti and Agustin, (2020), 
which establish significant influence of electronic word-of-mouth on customer purchase intention. 
Based on Usman and Dyanti (2019) electronic word of mouth play important role on buying 
product on online application. As mentioned word of mouth gives information that helps user to 
understand the application features better than the application customer service. Therefore the good 
opinion on application features increase the intention to use the features itself.  
 
The mediating effect of brand image toward purchase intention from EWOM and brand image 
never been look in previous research (Dewi & Giantari, 2020; Kavitha Venkatasubramany Iyer & 
Siddhartha, 2021). This research supported by the previous research findings in EWOM influence 
toward purchase intention mediate by brand image, in Xiaomi smartphone and celebrity endorser 
(Dewi & Giantari, 2020; Yohana et al., 2020). According to Suprapto and Kunci (2022) brand image 
as a determinant has no effect on purchase intention in the context of fintech business. Different to 
the online food delivery application, brand image play crucial parts since opinion were flow through 
comment features and social media. These will effect the customer purchase intention on shopee 
food delivery services.   
 
Conclusion 
 
This research focuses on how perceive ease of use and EWOM factors determine shopeefood user 
purchase intention mediate by brand image. The results says that perceived ease of use and EWOM 
have significant effect on purchase intention and brand image partially influence the effect of those 
two factors. Intention to purchase in shopeefood was swayed by the effort of using the app. As 
Most shopee user already enjoyed the app user interface therefore they find it easy to use 
shopeefood for food delivery transaction. As for the EWOM, many young generations, most our 
respondent, have positive review on shopeefood app. This phenomenon shows an important role of 
social media community, EWOM, organically spread the positive word on shopeefood app increase 
the purchase intention on the app. Lastly, brand image of shopee plays important role in these two 
factors. Shopee that already known as the cheapest ecommerce in Indonesia makes its user 
convinced to purchase in their new innovation like shopeefood. The ease of use accompanied by 
shopee brand image as a reliable ecommerce positively effect user purchase intention on its food 
delivery features. Whereas EWOM indulge by shopee brand image increase its  user intention to 
purchase in its food features. Shopee should increase their fanbase by indulging missionary 
marketing where they gives promotion toward consumer who can sell their recommendation food 
therefore it will increase the word of mouth flow on social media. Supported by the convenience 
user interface it will gives shopee better weapons on its shopee food features compare to the other 
online food delivery.   
  
Like other studies there are limitations in this study. First, the context of food delivery always 
present special issue for customer behavior studies, different context makes it not applicable for 
every market. Future research should aim to determine the extent research on the demographic 
criteria. In the interest of food delivery app, this study did not examine the substitute factor in the 
market. Many players use different strategy for food delivery services. Last, this study did not 
examine technology acceptance model (TAM) as a whole, future research should consider of using 
TAM as their factors for purchase intention mediated by brand image.   



Jokhu and Rahmawati/SIJDEB, 6(3), 2022, 277-290 
 

 286 

 
References 

Alhumaid, K., Habes, M., & Salloum, S. A. (2021). Examining the Factors Influencing the Mobile 
Learning Usage during COVID-19 Pandemic: An Integrated SEM-ANN Method. IEEE Access, 
9, 102567–102578. https://doi.org/10.1109/ACCESS.2021.3097753 

Ali, F. (2016). Hotel website quality, perceived flow, customer satisfaction and purchase intention. 
Journal of Hospitality and Tourism Technology, 7(2), 213–228. https://doi.org/10.1108/JHTT-02-
2016-0010 

Aztiani, D., Wahab, Z., & Andriana, I. (2019). The Effect of Perceived Quality, Perceived Price and 
Need for Uniqueness on Consumer’s Purchase Intention Through Online Store of Children 
Import Bag in Palembang, Indonesia. International Journal of Scientific and Research Publications 
(IJSRP), 9(8), p9222. https://doi.org/10.29322/ijsrp.9.08.2019.p9222 

Chitra, A. R., Neeraja, B., & Prashanth, K. (2019). Technical considerations influencing purchase 
decisions in the B2B environment. International Journal of Innovative Technology and Exploring 
Engineering, 8(6 Special Issue 4), 697–708. https://doi.org/10.35940/ijitee.F1142.0486S419 

Davis, F. D. (1989). Perceived Usefulness, Perceived Ease of Use, and User Acceptance of 
Information Technology. Delle Vicende Dell’agricoltura in Italia; Studio e Note Di C. Bertagnolli., 
13(3), 319–340. https://doi.org/10.5962/bhl.title.33621 

Dewi, K. A. P., & Giantari, I. G. A. K. (2020). The Role of Brand Image in Mediating the Influence 
of E-Wom and Celebrity Endorser on Purchase Intention. American Journal of Humanities and 
Social Science Research (AJHSSR), 4(1), 221–232. 
https://doi.org/10.5373/JARDCS/V12SP5/20201887 

Diantari, N. P. E., & Jokhu, J. R. (2021). The Impact of Instagram as a Social Media Tool on 
Consumer Purchase Decision on Nike. Firm Journal of Management Studies, 07(01), 116–127. 
https://doi.org/10.29228/asos.41889 

Erkan, I., & Evans, C. (2016). The influence of eWOM in social media on consumers’ purchase 
intentions: An extended approach to information adoption. Computers in Human Behavior, 61, 
47–55. https://doi.org/10.1016/j.chb.2016.03.003 

Erkmen, E., & Turegun, N. (2022). Success model of online food delivery system: The role of brand 
image in customer responses. Innovative Marketing, 18(2), 148–160. 
https://doi.org/10.21511/im.18(2).2022.13 

Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2019). When to use and how to report the 
results of PLS-SEM. European Business Review, 31(1), 2–24. https://doi.org/10.1108/EBR-11-
2018-0203 

Hidayat, A. T. R., & Astuti, B. (2019). The Influence of Internet Advertising and e-WOM on 
Perception and Purchase Intention of B2C E-Commerce Costumers in Indonesia. Proceeding 
UII-ICABE, 1(1), 207–218. 

Iriani, S. S., & Andjarwati, A. L. (2020). Analysis of perceived usefulness, perceived ease of use, and 
perceived risk toward online shopping in the era of Covid-19 pandemic. Systematic Reviews in 
Pharmacy, 11(12), 313–320. https://doi.org/10.31838/srp.2020.12.50 

Iyer, K.V., & Siddhartha, A. (2021). Brand placement in Web SeriesAssessing consumer attitudes in 
India.pdf. Innovative Marketing, 17(2), 33–44. 

Iyer, Kavitha Venkatasubramany, & Siddhartha, A. (2021). Brand placement in Web Series: 
Assessing consumer attitudes in India. Innovative Marketing, 17(2 May 2021), 33–44. 
https://doi.org/10.21511/im.17(2).2021.04 

Jalilvand, M. R., Esfahani, S. S., & Samiei, N. (2011). Electronic word-of-mouth: Challenges and 



Jokhu and Rahmawati/SIJDEB, 6(3), 2022, 277-290 
 

 287 

opportunities. Procedia Computer Science, 3, 42–46. https://doi.org/10.1016/j.procs.2010.12.008 
Jalilvand, M. R., & Samiei, N. (2012). The effect of electronic word of mouth on brand image and 

purchase intention: An empirical study in the automobile industry in Iran. Marketing Intelligence 
and Planning, 30(4), 460–476. https://doi.org/10.1108/02634501211231946 

Jayani, D. H. (2019). Pemesanan Makanan secara Online Makin Digemari | Databoks. Databoks. 
Jiménez-Castillo, D., & Sánchez-Fernández, R. (2019). The role of digital influencers in brand 

recommendation: Examining their impact on engagement, expected value and purchase 
intention. International Journal of Information Management, 49(July), 366–376. 
https://doi.org/10.1016/j.ijinfomgt.2019.07.009 

Jokhu, J. R., & Armando, A. (2018). Perspektif Baru dalam Teori Kualitas Pelayanan : Pentingnya 
Intensi Studi pada Perusahaan Fintech di Indonesia. Jurnal Manajemen Bisnis, 13(2), 223–236. 

Jokhu, J. R., & Kawilarang, M. H. (2021). Apakah Pelanggan Indonesia Peduli Terhadap Harga dan 
Kualitas Produk: Efek Mediasi Dari Brand Awareness Pada Industri Otomotif (Studi Kasus 
Honda). Jurnal Doktor Manajemen (JDM), 2(1), 172. https://doi.org/10.22441/jdm.v3i2.10203 

Kadi, D. C. A., & Amalia, M. S. (2021). The Influence of Brand Image, Perception of Ease and 
Perception of Risk on Purchase Intention through Trust in Shopee. Asian Journal of Management, 
Entrepreneurship and Social Science, 1(1), 52–65. 
http://www.ajmesc.com/index.php/ajmesc/article/view/26 

Kartono, R., & Tjahjadi, J. K. (2021). Investigating Factors Affecting Consumers’ Intentions to Use 
Online Food Delivery Services During Coronavirus (COVID-19) Outbreak in Jabodetabek 
Area. The Winners, 22(1), 1–14. https://doi.org/10.21512/tw.v22i1.6822 

Khanna, S., & Wahi, A. K. (2017). Website attractiveness in e-commerce sites: Key factors 
influencing the consumer purchase decision. In Mobile Commerce: Concepts, Methodologies, Tools, and 
Applications (Vol. 1, pp. 394–403). IGI Global. https://doi.org/10.4018/978-1-5225-2599-
8.ch021 

Kurnia, T. (2019). Bisnis Antar Makanan Ternyata Makin Menguntungkan - Bisnis Liputan6.com. 
Liputan6.Com. 

Lestari, R., & Genoveva, G. (2021). Consumer Behavior on Online Food Purchase Decision  
During the Covid-19 Pandemic. International Conference Universitas Pekalongan 2021, 1(1), 65–74. 

Li, Y., & Peng, Y. (2021). Influencer marketing: purchase intention and its antecedents. Marketing 
Intelligence and Planning, 39(7), 960–978. https://doi.org/10.1108/MIP-04-2021-0104 

Liewin, S. L., & Genoveva, G. (2019). The Role of Purchase Intention on International Food Brands 
During Covid-19 Pandemic. The 4th International Conference on Family Business and Entrepreneurship, 
2(February), 33–39. 

Mabkhot, H. A., Hasnizam, & Salleh, S. M. (2017). The influence of brand image and brand 
personality on brand loyalty, mediating by brand trust: An empirical study. Jurnal Pengurusan, 50. 
https://doi.org/10.17576/pengurusan-2017-50-07 

Martínez, P., Pérez, A., & Rodríguez del Bosque, I. (2014). Exploring the Role of CSR in the 
Organizational Identity of Hospitality Companies: A Case from the Spanish Tourism Industry. 
Journal of Business Ethics, 124(1), 47–66. https://doi.org/10.1007/s10551-013-1857-1 

Mehmood, W., & Shafiq, O. (2015). Impact of Customer Satisfaction, Service Quality, Brand Image 
on Purchase Intention. Journal of Marketing and Consumer Research Journal, 15. 

Min, Y. (2020). The effects of Airline’s Social media Marketing on Brand awareness and Purchase 
Intention. Journal of Tourism Management Research, 24(2), 273–293. 
https://doi.org/10.18604/tmro.2020.24.2.15 

Plidtookpai, N., & Yoopetch, C. (2021). The electronic word-of-mouth (Ewom) trustworthiness, 
brand image and other determinants of purchase intention of the middle class to luxury hotel 



Jokhu and Rahmawati/SIJDEB, 6(3), 2022, 277-290 
 

 288 

services. Kasetsart Journal of Social Sciences, 42(1), 61–68. 
https://doi.org/10.34044/j.kjss.2021.42.1.10 

Putri, V. (2018). The Effect of Brand Image and Perceived Price on Smartphone Purchase Intention 
( Case Study on Samsung Brand ). Industrial Research Workshop and National Seminar, 9, 559–565. 

Radner, R., & Rothschild, M. (1975). On the allocation of overhead costs. European Accounting Review, 
3(1), 49–70. https://doi.org/10.1080/09638189400000003 

Rehman, S. U., Bhatti, A., Mohamed, R., & Ayoup, H. (2019). The moderating role of trust and 
commitment between consumer purchase intention and online shopping behavior in the 
context of Pakistan. Journal of Global Entrepreneurship Research, 9(1). 
https://doi.org/10.1186/s40497-019-0166-2 

Rini, G., & Khasanah, I. (2021). Intention to use online meeting applications during Covid-19 
pandemic: A Technology Acceptance Model perspective. Jurnal Manajemen Dan Pemasaran Jasa, 
14(1), 77–94. https://doi.org/10.25105/jmpj.v14i1.8575 

Rusmayanti, D. S., & Agustin, S. (2020). The Influence of The Electronic Word of Mouth in Tiktok 
on Consumer Buying Interest in Shopee in The era of the Covid-19 Pandemic in Bandung City. 
International Journal Administration, Business & Organization, 2(3), 31–38. 

Setyowati, D. (2019). Layanan Pesan-Antar Makanan Jadi Tren, Riset Nielsen: GoFood Pionirnya - Teknologi 
Katadata.co.id. Katadata. 

Shaikh, A. A., Karjaluoto, H., & Häkkinen, J. (2018). Understanding moderating effects in increasing 
share-of-wallet and word-of-mouth: A case study of Lidl grocery retailer. Journal of Retailing and 
Consumer Services, 44, 45–53. https://doi.org/10.1016/j.jretconser.2018.05.009 

Sinulingga, E. K. H., & Jokhu, J. R. (2021). the Influence of Country of Origin Towards Brand 
Equity Dimensions and Purchase Intention of Chinese Smartphone Brand. Jurnal Muara Ilmu 
Ekonomi Dan Bisnis, 5(2), 297. https://doi.org/10.24912/jmieb.v5i2.11443 

Statista. (2022). Online Food Delivery - Taiwan | Statista Market Forecast. Statista. 
https://www.statista.com/outlook/dmo/eservices/online-food-
delivery/worldwide%0Ahttps://www.statista.com/outlook/374/100/online-food-
delivery/worldwide%0Ahttps://www.statista.com/outlook/374/100/online-food-
delivery/worldwide#market-age%0Ahttps://www.stat 

Sulaiman, H., Ariana, S., & Supardin, L. (2022). The Role of Brand Image as a Mediation of The 
Effect of Advertising and Sales Promotion on Customer Purchase Decision. Journal of Economics 
and Sustainable Development, 13(8), 90–99. https://doi.org/10.7176/jesd/13-8-09 

Sulthana, A. N., & Vasantha, S. (2019). Influence of electronic word of mouth eWOM on purchase 
intention. International Journal of Scientific and Technology Research, 8(10), 1–5. 

Suprapto, Y., & Kunci, K. (2022). Analisis Pengaruh Brand Image Trust , Security , Perceived 
usefulness , Perceived Ease of Use terhadap adoption Intention Fintech di kota Batam. Jurnal 
Ekonomi & Ekonomi Syariah, 5(1), 319–332. 

Tardin, M., & Pelissari, A. S. (2021). The influence of eWOM valence on brand equity dimensions 
and on purchase intention. International Journal for Innovation Education and Research, 9(8), 407–423. 
https://doi.org/10.31686/ijier.vol9.iss8.3309 

Usman, O., & Dyanti, N. S. (2019). Effect of Advertising, Word of Mouth, Website Quality, and 
Risk Perception on Buying Interest (Study on Consumer E-Commerce Shopee). SSRN 
Electronic Journal. https://doi.org/10.1088/1751-8113/44/8/085201 

Vahdat, A., Alizadeh, A., Quach, S., & Hamelin, N. (2021). Would you like to shop via mobile app 
technology? The technology acceptance model, social factors and purchase intention. 
Australasian Marketing Journal, 29(2), 187–197. https://doi.org/10.1016/j.ausmj.2020.01.002 

Venkatesh, V. (2000). Determinants of perceived ease of use: integrating perceived behavioral 
control, computer anxiety and enjoyment into the technology acceptance model. Information 



Jokhu and Rahmawati/SIJDEB, 6(3), 2022, 277-290 
 

 289 

Systems Research, 11(1), 3–11. vvenkate@rhsmith.umd.edu 
Wang, S., Tlili, A., Zhu, L., & Yang, J. (2021). Do Playfulness and University Support Facilitate the 

Adoption of Online Education in a Crisis? COVID-19 as a Case Study Based on the 
Technology Acceptance Model. Sustainability, 13(16), 9104. 
https://doi.org/10.3390/SU13169104 

Widyanto, H. A., & Rachmad Saleh, T. A. (2018). The Influence Of Customers’ Perception And 
Attitudes Toward Customer Purchase Intention At Gramedia Lembuswana, Samarinda. Firm 
Journal of Management Studies, 3(1), 84. https://doi.org/10.33021/firm.v3i1.387 

Ying, Z., Jianqiu, Z., Akram, U., & Rasool, H. (2021). TAM model evidence for online social 
commerce purchase intention. Information Resources Management Journal, 34(1), 86–108. 
https://doi.org/10.4018/IRMJ.2021010105 

Yohana, N. K., Dewi, K. A., & Giantari, K. (2020). The Role of Brand Image Mediates the Effect of 
Electronic Word of Mouth (E-WOM) on Purchase Intention. American Journal of Humanities and 
Social Sciences Research, 1, 215–220. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



Jokhu and Rahmawati/SIJDEB, 6(3), 2022, 277-290 
 

 290 

 
 


