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Abstract: The use of online food delivery service platforms has become prevalent and even necessary 

for businesses, especially start-ups. The popular Food Panda application has become an essential tool 

for businesses, particularly start-ups, to reach and serve customers. The platform provides a 

centralized marketplace where restaurants and food providers can list their offerings and receive 

orders directly from consumers. However, the prevalence of online food delivery platforms has also 

introduced new challenges for businesses. To address issues on the visibility of the Food Panda 

application, this study focuses on associating the variables of information quality, perceived 

usefulness, responsiveness, and customer behavioral intention. It also aimed to answer what among 

the variables have significantly influenced the customer behavioral intention. The study was conducted 

in Malaybalay City, Bukidnon, Philippines, and due to the immensity of the population as customers, 

this research selected 150 respondents through a stratified sampling technique. This research utilized 

Pearson’s Product Moment Correlation to test the correlation of the variables, and Multiple Linear 

Regression Analysis to assess the predictors of the customer behavioral intention. Based on the results, 

independent variables are significantly correlated with the customer’s behavioral intention. Moreover, 

information quality, perceived usefulness, and responsiveness significantly influenced the behavioral 

intention at <0.05 p-value level. Nonetheless, the benefits of reaching customers through Food Panda 

continue to outweigh the drawbacks, making it an essential tool for start-ups looking to grow and 

thrive in the competitive food service industry. 
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I. INTRODUCTION 

Start-up businesses continually strive for improvement across various facets of the market. To remain 

competitive and thrive, start-ups always find their way to adapt and innovate based on feedback, trends, and even 

technological advancements. To maximize sales, these businesses adapt various platforms whether be through social 

media or online food applications to increase promotion and market visibility. One most prevailing online food 

delivery platforms is the Food Panda Application. The app provides a wide range of features, including fast delivery 

from various restaurants and shops, exclusive discounts, and ability to save favorite places and reorder items with 

ease.  

The intentions of the customers to utilize the online platform depend on these adjustments. According to 

Aryani, Singh, Khor, Kee, Selvia, Lee, & Anantharavoo (2022), there are numerous factors that influence the 

behavioral intentions of customers in utilizing applications of food delivery services. Mavilinda, Nazaruddin, and 

Bakar (2022) conducted consumer behavior analysis as well as using online food delivery services during the 

pandemic. The qualitative analysis came to conclusion that customers order their food on the platform because they 

prefer non-cash transaction methods, practical ease of application, and saving time. 

The growth of Food Panda platforms necessitates to consider other factors that may influence customer 

intentions. Information technology and the use of digital tools have become medium for trades and transactions 

nowadays. Information quality, perceived usefulness, and responsiveness are just three variables eyeing for this 

study. Information quality plays a vital role that contributes to online food platforms. Customers perceived Food 

Panda as having convenient and useful features. And the ability of the Food Panda platform to address concerns 

promptly enhances customer experiences.  

However, over time, the app is continuously updating to enhance user experience, with focus on improving 

user interface and stability. With this constant updating of the Food Panda application, start-ups with this platform 

must keep up as well with their improvements. Successively, customers who availed of the platform need to stay 

beside too with these adjustments to continue to use the application effortlessly. With this timely updating of the 

platform, the quality of information, perceived usefulness, and responsiveness of the Food Panda App are now in 

subject to conduct analysis on whether these still influence customer’s behavioral intentions while using the app. 

Thus, this study will try to answer whether the variables significantly influence behavioral intentions 

among customers in start-up businesses using Food Panda platform applications. Further, the following questions 

are as follows: 

1. Is there a significant relationship between information quality, perceived usefulness, responsiveness, and behavioral 

intention? 

2. Is there a significant influence on information quality, perceived usefulness, and responsiveness to customer’s 

behavioral intention using the Food Panda App? 

 

II. FRAMEWORK OF THE STUDY 

The theoretical framework of the study anchors to the theories of The Reasoned Action (TRA) by Martin 

Fishbein and Icek Ajzen (1975) and the Technology Acceptance Model (TAM) by Fred Davis (1989). TRA suggests 

that an individual’s decision to engage in a particular behavior is based on the outcomes the individual expects will 

come because of that behavior. In this case, the variable customer’s behavioral intention is associated with this 

theory. Meanwhile, TAM aims to explain how users come to accept and use technology, with perceived usefulness 

and perceived ease of use being the main factors that influence the intention. Here, information quality, perceived 

usefulness, and responsiveness of the Food Panda application are associated with this theory. 

Given this anchorage of theories, the direction tells us that the variables of information quality, perceived 

usefulness, and responsiveness have something to do with the customer’s behavioral intention. Thus, the following 

figures show the schematic presentation of the variables in the study. 
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Fig. 1: The schematic presentation showing the interplay of the variables of the study 

 

III. METHODOLOGY 

The study utilized a quantitative research method, wherein Pearson’s product moment correlation to show 

whether variables have a relationship with one another, and multiple regression analysis to show whether 

independent variables have influence to the dependent variable. 

In this study, three (3) survey questionnaires have been adapted and tailored to fit. The first instrument was 

adapted from the study of Aryani et.al, (2022) on “Factors Influencing Consumer Behavioral Intention to Use Food 

Delivery Services: A Study of Food Panda”, the second instrument was adapted from the study of Yusra and Agus 

(2016) in their study on “The Influence of Online Food Delivery Service Quality on Customer Satisfaction and 

Customer Loyalty: The Role of Personal innovativeness”. And lastly, the study of Jin, Lee, and Lee, (2024) in their 

“Customer Loyalty in the Kids Café Business: The Role of Relationship Benefits”. The instrument was validated by 

experts and subjected to reliability testing with a Cronbach’s alpha of 0.92. Due to the immensity of the customers’ 

population, a non-probability sampling technique was used to conduct the data gathering and employed a stratified 

random method in identifying and choosing the individuals with deep knowledge and experience in the Food Panda 

application.  

Further, this research selected 150 individuals from the customers of Start-up businesses using the Food 

Panda platform in Malaybalay City, Bukidnon. Pearson’s product Moment Correlation and Multiple Regression 

Analysis were applied to the data gathered to determine relationships among the variables, examine the degree of 

predictive influence of the independent variables to the dependent variable, and make implications. 
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IV. RESULTS AND DISCUSSIONS 
TABLE I. 

CORRELATION OF CUSTOMER BEHAVIORAL INTENTIONS AND THE INDEPENDENT VARIABLES OF INFORMATION 

QUALITY, PERCEIVED USEFULNESS, AND RESPONSIVENESS 
 

Independent Variables 
Correlation 

Coefficient 
p-value Degree Remarks 

Information Quality .063 .045 High Significant 

Perceived Usefulness .279 .001 High Significant 

Responsiveness .204 .012 High Significant 

**Correlation is significant at the 0.01 level (2-tailed), **p < 0 

 

 Based on the results indicated in Table I, the independent variables information quality, perceived 

usefulness, and responsiveness have a positive correlation and are statistically significant with p values of <.000, 

hence, there is a significant relationship between the independent variables to customer behavioral intention. 

 The above findings were also confirmed by Wen (2012), that perceived information quality is a critical 

determinant of customer satisfaction and behavioral intentions in e-commerce. High quality of information 

positively influences loyalty intentions. Additionally, Suki and Suki (2011), have revealed that perceived usefulness 

has a significant direct effect on behavioral intention. It is a major determinant of usage behavior and intention 

(Bregashtian, Herdinata, & MM, 2021). Further, according to Kumar (2020), the study on service quality in the 

online food ordering context found that responsiveness as a component, directly affects behavioral intentions like 

revisiting and recommending the service.  

 
TABLE II. 

MULTIPLE LINEAR REGRESSION BETWEEN CUSTOMER BEHAVIORAL INTENTIONS AND THE INDEPENDENT VARIABLES OF 

INFORMATION QUALITY, PERCEIVED USEFULNESS, AND RESPONSIVENESS 

 

 

Predictor Variables 

Unstandardized 

Coefficients 

Standardized Coefficients  

T 

 

p 

B  Beta 

Constant 2.6901  0.5049 5.33 0.000 

Information Quality 0.04737  0.09416 2.33 0.006 

Perceived Usefulness 0.2773  0.1005 2.76 0.027 

Responsiveness 0.11794  0.08484 1.39 0.016 

R= 41.32% R2 = 40.23%    (p < .05)       f-value = 40.5456 p-value = 0.002 

 

As exhibited in Table II, the adjusted R
2
 (40.23%) value explains the amount of influence of the whole set of 

independent variables taken as one, on customer behavioral intentions as the dependent variable. With the f-value of 

40.5456, the model is highly significant at 0.002. In this case, the independent variables taken as a whole can predict 

customer behavioral intentions. 

A closer look at the table reveals that Information Quality, Perceived Usefulness, and Responsiveness, highly 

influence customer behavior intentions with (t=2.33; p=0.006); (t=2.76; p=0.027); (t=1.39; p=0.016) respectively in 

which it reaches the significance level of less than or equal to 0.05. Likewise, these independent variables are also 

strong predictors of customer behavioral intentions with standard coefficients Beta 0.09416, 0.1005, and 0.08484 

correspondingly. It also signifies further, that for every 1 unit level of change information quality, there is a 

corresponding increase by 0.04737 of that of customer behavioral intention. Further, for every 1 level of change in 

the perceived usefulness, there is also a corresponding increase by 0.2773 of that of behavioral intentions. 

Furthermore, for every 1 level of change in the responsiveness variable, there is a corresponding increase as well of 

0.11794 of that of customer behavioral intentions. This suggests that the higher the information quality, perceived 

usefulness, and responsiveness from the customers, the higher it indicates customer behavioral intentions toward the 

use of the Food Panda application. 
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The findings above have similar results to the study of Jun and Kang (2013), that information quality 

significantly affects the intention of customers to use social commerce. Additionally, this is also supported in the 

study of Kurunathan, Shanmugathas, and Ashoka (2029) that there is a strong influence of information towards 

customer behavior. Meanwhile, Peng and Yan (2022), revealed that perceived usefulness is one of the most 

influential factors in the technology acceptance model (TAM) and has a significant impact on individuals’ attitude 

towards using and behavioral intention to use innovative technologies. This is also manifested in the study of 

Pratista and Marsasi (2023), that the effects of perceived usefulness and perceived ease of use drive customer 

intention to use it. Further, responsiveness which can be associated with willingness and ability to help customers 

and provide prompt service, has a strong positive impact on behavioral intentions (Sharma, Paul, Dhir, & Taggar, 

2021). 

Hence, the influence of information quality, perceived usefulness, and responsiveness on customer behavioral 

intentions are undeniably predicted. The use of the Food Panda Application should consider these variables to 

maintain a positive perception from its customers and users. 

 

V. CONCLUSIONS 

 The relationship between the independent variables information quality, perceived usefulness, and 

responsiveness to the dependent variable customer behavioral intention indicates that these variables play a pivotal 

part in increasing customers using the Food Panda platform. In order to maintain this association, start-up businesses 

utilizing the platform should be compelled to provide a high-quality information, ensuring the platform is perceived 

as useful, and maintaining a responsive customer service. 

The influence of the independent variables has been shown significantly influence customer behavioral 

intention to use the Food Panda platform to order from start-up businesses. This means that improving the quality of 

information, the use of the platform, and the responsiveness of its service will increase customers’ intention to use 

the platform. Similarly, ensuring that the platform is perceived customer-ready and easy to navigate will help 

customer to access the platform and use it. 

Hence, Food Panda’s focus on delivering a seamless and convenient customer experience has been a key driver 

of its success and growth in the highly competitive delivery market. The combination of information quality, 

perceived usefulness, and responsiveness has led to strong customer intention and willingness to continue using the 

Food Panda platform. Start-ups have a long way to go and compete in the online delivery market. Focusing on 

enhancing the overall customer experience on Food Panda, will drive greater loyalty and repeat business. Businesses 

should ensure that the online menu is clear, concise, and easy to read so that information running in the system is 

easy to read and navigate. Meanwhile, start-up business can also introduce exclusive discounts and promotions to 

drive value. They also have to consider delivery times to meet or exceed customer expectations as manifested in the 

responsiveness of service. And lastly, build a strong brand reputation by encouraging positive reviews which will 

eventually influence behavioral intention among customers to use the platform. Ultimately, providing high-quality 

information, usefulness, and responsiveness will lead to more satisfied customers who keep coming back. 
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