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Abstract

Purpose: Delivery food orders are on the rise due to the COVID 19 pandemic. Many customers are ordering food through delivery
apps rather than visiting restaurants to eat out. Delivery application platforms are growing due to the development of O20. Most of
the people who provide gig worker for delivery applications are rider. Rider provides labor on their own terms and have more work
flexibility and autonomy than ordinary workers. Trust can be transferred from a well-known entity to an unknown entity. From the
customer's point of view of using the delivery application, trust can be seen through the third-party trust of the delivery application
platform-rider-customer. Therefore, this study intends to investigate the effect on delivery application trust and rider trust through the
well-known characteristics of delivery applications. Research design, data, and methodology: This study was conducted on Korean
consumers over 20 years of age who have ordered food through a delivery application for the past month. After educating 5
investigators about the purpose of this study, 60 copies of the survey were conducted per person. During the investigation period, from
September 2 to September 26, 2021, 322 copies were collected over 25 days. Among the collected questionnaires, 37 were excluded
from insincere or partially unanswered, and 285 were used for analysis. In addition, the collected data were analyzed using SPSS 25.0
and AMOS 25.0. Result: As a result of the study, convenience, price, and variety of restaurants were found to have a significant
positive (+) effect on app trust, but design did not have a significant effect on app trust. Also, it was found that convenience had a
significant positive (+) effect on trust in rider, but design, price, and variety of restaurants did not have a significant effect. App trust
was found to have a significant positive (+) effect on rider trust and intention to use, and it was found to have a significant positive (+)
effect on rider trust and intention to use. Conclusions: First, this study established a structural framework between delivery application
characteristics-delivery-app trust-rider trust-intention to use. Second, in this study, it was found that customer trust in well-known
delivery applications was transferred to less-known rider trust. Third, the delivery application should increase the convenience of use.
Fourth, delivery application should set the delivery fee appropriately. Fifth, delivery application must continuously train the rider.
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HiS ofE2|Ao|Mo LEE Q) 10| JSt= Oime IREE
HiE 2hS == QUCL B2 DAS0| 24l5l2| Ao WE5t7| Hot
HiE S Sl SA2 FEStD A2H (Cho, Bonn, & L, 2019),
0|33t Q= COVID19 HELCZ HEL Z7izn QUCt A
HiS AMH|As M3t FE0| QESHH HiE X2 AlZolM 2H
N85h= L7t BATL 2L 24 HiE Aol SHeE HiF
A2 222l EHE L= O0|™A| ZAOIM 1E310] (Gupta,
2019) ZHFY AHojNM 2F S4 FE2S L0 MPOA AH|XIOA
SAIE IS

020 (Online to Offine)?t &EsH= MZ2 H|=LA ZHS
AlgE Mol AH|l DEHEZ ZEXoZ HSIAZCL 020 9
iEXol EHE T oiLtel BiE ofEz|AH 0|2 A'E*OI i]pSge]

= 1O

HMets Hold =+ QU st HiE

2 AMBSHY 1Y MH|A HSYUME o2nt
7Y E= DM 2XAREE HSS= A
£ ZZA (Gig Economy)2tal STt (Duggan, Sherman, Carbery,
& McDonnell, 2020). £t AHBHE O|&¢ LSAE 4 =aAt
Gig work)2td BiCh HIE OfEZ[A0[H0| Zrs2 MIdts
ARR2 & HIEROICE HIZR2 ApAO| A0 M2t =52
M3t 8t ZEAREcE o 2 Y fodat kb
f |2 RACE Wu & L, 2018). A&t 942
2l 9A0|CH (Wu, Zhang, Li, & Liu, 2019).
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AlABo o BigtHE2 MO ZE=Ch olgist B7F A[AHEE
SAE E7h2 2 ofL|2t B0 tieh E7t=: ZeEICt
BiEHOHE2|AH0lH0] TSt A4t= CHFE OiE2AHOME FE

(Jeon, Kim, & Jeong, 2016))1t 7|=4=80|Z (TAM: Song, Ruan, & Jeon,
2021)22 APED A0l ZL-ISAH HIER) CHer It
BiFIZ|Of QUCL HAEZFEOIM MH|A HSXAH| Ofgt A7t=
SROICL DRIEX|Z2 HiEOiE2|AH oMo = HIZRIO0| MH|A
HSAZE & 4= QUCL O] O|RE & ATOM= HIZRIOf CHat
M2l Zesto] Slslcy,

dele ZE AN d30| East 58% ETE FAKE
7| o= &8E 7|Eo2 JNLEICt (Panigrahi, Azizan, & Waris,
2018). A12|= & LT CHYOlM XX A2 ez AE|7}
MO|Z £ QUC} (Stewart, 2003). 1Z40| HYSH OfZz|#H0|M 0|8
2o EH A= BiE OfEZ|AH ol ESHE-HIE -9

37 A2E S3f O|RO{ LI = 4= AUCh

metM = 7= 2 L HE ofZ2AH oMo Ed5 Sl
HIE oiZ2l#od  Mzlet HiFER M2 DXl= d¥s
YOLE AL otCt ok HiE OfZ2(AHO1M M2[7F Bigd =0
Ol St ol2iet M2|7F xHO|& o|&=0f DjX|= FEol| Chsl
YOLE A} oict O[2(gt A= HIE OfE2AH0[MY EHEF2
O T =80 &2 A0/, HiE OfZ2(AH0 SAZA

HiZ RSl 280 ol =85 & =+ UL

HEE o H2l5HA AH8) W A (10| BhdtAl ool Chet
Ho| HEO|Ct (Brown, 1990). OFAH|E0| CHst CHEEO| ATOA
mo|Me A|Ztn} 30| ZAR HO|EIC} Brown 1989 Gehrt & Yale
1993). Ct2 7ol HOlYE MEO|LL AfH|AQ| Holdof CHst
2H|XtO| Mzat SFULEH (Berry, Seiders, & Grewal 2002).

Ho|d2 AH|XPZF 2elelE 0|83t THY YEHEQl Kol
SILIO|C} (Gillenson & Sherrell, 2002). 22}Q1 H|=L|A0| M3 S
A¥NE FQ% 24 F e 10| X|Zshs HOlo|Th
(iang, Yang, & Jun, 2013). Pura (2005 Z2HIY &H AHT0A
mo|do| ZasICtn stUCt.
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DHHY Mol Hold2 dF TOit EE AMH|Ao| HO|E

2 = QUCt (Copeland, 1923). =7|
O 800N Held2 MEel EZ0ILt HHOIRA2Lt (Brown,
1990), HIE el Hold2 MZOIL MH|A F2of Ho|go| oLzt
HZ0|Lt MH|AE FOiSH= aPFHOlM AH|RPZE dOidcz M2
Al =32 Q%= A2 o|0lTitt

[l

2H[XH= MH|AQ] AlZH HIEO| ®Chs= AS QlAlg o
MH[A7F 22 HOlYE E0|ls AR QA 4= QULC} Benry et al,
2002). Ho|d2 HpE HOIQL AO[oMe oAb ZAFo| S
2A0|CH Berry, 1979). HEOHEZ|AO|M 0|80 CHgt Hold2
LESHA FESIL 718 s ARRAOIM CHE Y2 SHHM
2418 7|CHE £ QICh Davis and Vollmann (19902 CHZ| A|Ztaf
&2 Holdo| 1zt Hh30 Fekg D|XICtD St 5 Hold2
2H[XRO| O|AFATHO| ZA7-A Q! F-S O|XICH (Berry et al, 2002).
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Of=XQl CIXHRIS oJ0|BtCh (Lin & Hsieh, 2011). st CIXtQI
HHO| MAfap g|ojotR 1t 22 AlZfA QI o|0|X|Qt 2 0|
yN|¥in} |' (Collins, 2018). OHEA QI
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AL} (Coursaris & van Osch, 2016; Cyr, Head, & Ivanov, 2006, Wang,
Minor, & Wei, 2011). Petre, Minocha, and Roberts (2006)= & 49|
CIXtelo] MEte| o= Z8E Ho =H¥Ee ©H oA
deEoz HYCE AAFo=z OiHFQ CIXIRI2 AMBXILl &=
2 AYar ME|A &0l £=T0| Z2IC} Sutdiffe, 2009). C|XtQ!

ogts AMg = AT

ool #52 d= &0 dosigs Agds o U

|

(Brangier & Desmarais, 2013).

N

Higgins (2006)0il =, 74Ol 0|8 o|=&= A|AHIO| CH
AFERIRl Ayol 2 ACkn SHYCE A|ZXez  ojEQl
CIXFRI2 o ARBXIOIA 38X ™S WSt 082S
=Y = UL} (Peters, Isk, Tona, & Popovig, 2016). Chang, Chih, Liou,
and Hwang (2014)2 OiEXQl C|Xjol2 AMEXtO| &7|%t 24t (&
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= ouXIZE EXle =)o 8™

42 MHAE HNSSh= HIEZ dS S 24 Hio| Chst

o oJAEE uPHoIM It
SHLIOIE} (Pellinen, 2003). 2H|Xl= 7tHE FH
&Y ot otLzl 9o R QA 4= QUCH (Curry & Riesz, 1988).
Teas and Agarwal (2000)2 7tZ0| EX0f Cist QAT 2785l
AT ACHD SHRICE OBjLt 742 SRR O 2 2EE
ALt (Yoon, Oh, Song, Kim, & Kim, 2014).
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=

olzie g of E&=2 OjxICt
(Kalyanaram & Winer, 1995). O|2{$t 7tA2 1Zo| Hof AYE
2| MH[AO CiT 2% HIIE T [ AFRE &= QU= 5238t

e F SHLIO|CH Ryu & Han, 2010).

AZ40| QIX|St= 7H42 HA| JtA4at CHE == QUL Bei & Chiao,
2001; Lichtenstein, Bloch, & Black, 1988). 7tZ42 AMRX| 7}Aut X|ZHzl
7H4o| & REL2 FHEY UCt 742 2EFe=E HMEO|L
MH[20] B1bE FoHE O|O|SHR| B (Khandelwal & Bajpai, 2012),
nZMo| HEOIM THH2 Y MBOIL MH|AE 27| 2lh

ZI[SIAL S|4k ZOICH (Zeithaml, 1988). &, X|ZEl 7tH2

NZH0| AALS| 7|&E 7440t H| WSt HMEO|Lt A{H|AQ| 7HA9|
g2l o] chgt =2 Ql THEFO|TH (Han & Hyun, 2015).

Bei and Chiao (2001)= | el JtAE 40| FLofst A
MH|20] CHBE CH7IZ2 X|23k= 7H0f ChHeh u2io| pEo=
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>
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s

golstALt. AHW" 7tA0l w2t FAS # AYX|, LOrE
2g A2XE ZEstn 7t et ME2 SES ATt
O[21¢t OlF 2 7142 CHFE FF KEZ AMEL) Meredith &
Maki, 2001).
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=i 2 SASHE  CRfSt
AlEHE EMMSt BAE FEE £+ e EEO|CH Bhotvawala,
Balihallimath, Bidichandani, & Khond, 2016). He, Han, Cheng, Fan, and
Dong (20192 HiZ OfEZ|AH0|d2| OfF0| Crdet 4|
MEfol2t SHRICE U2 HiE ofEz|A oS AMRE M of
SR 24 JoM Mg &= ol o SSYMOIM Crdet
tHoz FYg 5= UL} (Cho & Park, 2001; Cho et al, 2019).
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AEl= 40| QIAS= PIALS| St HWIts LIEHHD (De
Wulf, Odekerken-Schréder, & lacobucdi 2001) Z2{Zl (&0
AS0 = =78t Halste{= £70|Ct (Stathopoulou & Balabanis,
2016). ME|l= TO§KIQE THORXE Zho] A HMX} Sdgg 7|
20 A™EOl @47t & %= QUC} (Sharma, 2003). ZL2{L} Eastlick
and Lotz 2011)y= AIZ[7F HXAAHH 0N 20| HOIE &Qlst=
=23t @21 SIRICt,

MEle HIHeR =, i S Ba(E1n AlZHo] X| o w2t
ASC|l= E|MOl T2 MAO|CH (Lewicki Tomlinson, & Gillespie,
2006). Corbitt, Thanasankit, and Yi (2003)= A12|7} H|=L|A HzZH0| A
T GARRLl tlElde FFSIEE 2E H|ZLA A9 T|E
HEez O|ELCIY SIRALK
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SE AoM H3of Zest 5%t T2 ZHFEH AXE
YEZ CH2 AIZEIe| 4% 282 7|8te R JHLEITt (Panigrahi
et al, 2018). O[2{3t O|RZ HYE OfEZ|AHO|M EHEL 3At =7
HiEHRel A& =Holnt ng o R Mol ME|E S7HA|7|2{ 1 Bt
M2 M7t =2 W, EWE ZES AZBICH (Reast, 2012).
ojmj dzl= BT iR Cist XME =ote = Ut F,
HiEH OfE2(AHolMof CHPH M2l HiE ofEz|AH ol S3HE
AZE e HEHE MEBIEE PHECH
26. 0|8 2k

0|8 9=& 7§QI0] FO{Zl WSS & SEO|Lt 0|=0] AlAH
o CHs§ O|838t1At St= AH|XI MTFO|CH (Brown & Venkatesh,
2005; Venkatesh & Brown, 2001). HiE OiE2|#0[H2| 0|8 2k &
Hi OfE2|AH0|Md EHES S 242 FOiSILX St= Q&S
o|0JBHE} (Yeo, Goh, & Rezaei, 2017). Jeon, Kim, and Jeong (2016)2 4!
2|7} HiE OfZ2|AH|0[H2| XHO|] 2|0l TS D|RICH SHRALE

3. G AH

3.1. 92

ogt

= g7E HiE OHZ2AH01M FEO| ofZ2[AH 01 L=t B
2 ME[0] Yeks O/X|2 OfE2|AH 0l A=t HiER M2|7t o
ol=0f OjXj= YOt27| ffef MYAFE HEg2= L3t 2

0| 742 ALt (See Figure 1).
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3.2.1. HiE ofE2[#Hold FEoO| M2 (OHEZIAH0IE M=,
HEH ME)of| 0jX|= B

DHtY mHolME ol HUlo| JFEC S O|X|n
MEEE =Y == Tt (Un & Lu, 2015). D2 A|AHO| HF
ST mofg = giCtn | >0 ChHst 2140] =OotM
M2|E SHMSL7| 0L} (Cho, 2010). D2 A|AHRIS AME3ID
EfASH |7 SRS @2 MH|2AE HSSts S2AE 129
HO|E flof BAHIO| FAtSHe W= QIAISI0] 427t BIFstct
(Gefen, Karahanna, & Straub, 2003). O|2{$t ZHHOIA 1ZHO|
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Al£Eel C|XtRlof CHot ofsh7t 8OI5HH 42lE =Y == UL
(Flavian, Guinaliu, & Gurrea, 2006).

7142 HZol st X2
1Z40| HE = AMH|AOM
2000). Kim and Benbasat (2009)=
SIRACt EBE Ahmad and Vays (20110 CH2H 7422 FLO§XI7t
02 HE Q00| 33HezZ NFS FuisiE=
2H[Xt2| ofgto Hgkg D|RICt SHRACE EES Ko Kim, and Kim
0192 Oiwel CHEdol =& Oy 2FO| 1%”9| WY
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H2-2: B ofZalAoldel CIxtele Ml Alzlof Rofs
(+)2 @2 oj Zojct

H2-3: B OfZ 2|0 40| 742 Hirel AZ(o| folgt F (nel
@2t oja Zo|ct

H2-4: BT OfSalAolMel YF AT Clrge e Ao
Qo3 F (ne| Y2 0lA Zolct

il

322 HiE
OjXl= g
AlZ2| MO| o=
fACZ O|NMEl

OfZ2|70]4d A=2[7} iR A2 (MZ] Hol)of
2 A7 H L iyl LXK Y2
4 QUCh= O|E0 |cr (Stewart, 2003). 22| FO|
Sofl CHE AFEIOIA oA
F’40IC} (Hong & Cho, 2011).
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Chet %’8’510._' LZS LEMHCH (Fogg & Tseng, 1999). Al2|9f

= O[Tel +=Rt2 A0l ofsh =QI=| ATt (L,
Guo, & Lee, 2011; Ha, Janda, & Muthaly, 2010). Bart, Shankar, Sultan,
and Urban (2005) 22tQ1 42|t WE o= Ato[of| ot SHA
BAE QCED S ARl 71 Jluk M|20| Chs) SHEO

XIZHEl o= 3 Ao
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HEE S2HLL7|D (Ly, 2012, MH[20f CfSt H2 42§ 7t
M2 F|0|M0|H 0|23}7| THE|= BE0| ULt (Grabner-Kraeuter,
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Figure 1: Hypothesized model
33. o] =AH Ho| U =H

= A70 AFBE HiE OofEFZ|AH oY BEZ2 Azizul Abattat,
Shahriman, and Irffan (2019)2] S71o| ALAO|A ALEEl HHO|M,

CIxtel, 2|1 7HAE = Aol o A +85t0f Hejd2

4 7§ &5, CiXRRlat 7142 3 | d=mez ZHEE/UCE £
CIA¥MES Azizul et al. (20192 HTFOIA AFRE 241 MEHQ|
ohds 9F AY OFEez £HIY 3 /i dd=e=
ZHEIRACL Hold2 10| HiE ofEEZ|A0|ME olziE glo|
M8t Hr2 FHoF/Aen, CAtel2 HiE ofEz|7|0]He
O E4o=2 HosiRIct CHEe=E 7t HiE ofE2[A oM
=4 714 A HiE JtHo] 7Y, €F AlE niEe nAo)
M= A2 MSots Chefet AYoE FolL| Aok

OfZ2[AH ol AZ[Qt HiEHR 4l2[= Hong and Cho (2011)2
ATE 2 HdTo "ol XA #FSA 24z 4 ) d=o=
Z™E|RACE ofEZ|AoE  AMEl= Mol FF0| FEGHA

XE|ElE Y=, HEH M= R St @322 Folx|RACt

OrX|2te 2, 0|8 2|E+= Nikou and Economides (2017)2] AT E &=
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40 CH7F 232% (66 &), 2|1 50 CH7F 133% (38 B)2l =2=

FFE 7|1=0| 537% (153 E)E LtEtoH, 0|20
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112% (32 &), 7FSF27t 105% (30 ), 7IEt7t 88%
25 ), SHH0| 84% (24 F), 7I==20| 60% (17 E), 12|20 of
MH|AZIO| 53% (15 H)Q| =22 LIEtGICE & Had A5L2 200t
Q~400 T @ O2HO| 319% (91 HE 7FE BO| LIEtGton,
CH2O 2 400 T+ /~600 2 20| 27.0% (77 H), 600 2t ~800 Tt
H0[ 193% (55 F), 800 TF & 0]+40| 11.6% (33 H), 100 TF &l~200 Tt
20| 63% (18 ), 221 100 2t ¥ OJTH0| 39% (11 F)2| =22
LFEFSECE

=
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A0l AFBE RE Mz SO UFEI Y} 2 EfPES HB
517] 2ol FHEE 2A40| HA|Z|UCE 24 Z1 Appendixes 2 Of
Mot Z0|, HEE X|4=E£ 2 = 460.119 (df = 249, x¥/df = 1.848, p-
value = .000), CFl = 959, NFI = 917, GFl = .885, AGFl = 850, RMR
= 039, RMSEA = 055 & LIEFGCE 2 A0 ARl JE gd559
20 MIYH2 6 0|22 Folst A2 LIEIRCT (Bagozzi, & Yi,

1988). £S5 23t LM2| % (CCR; composit construct reliability) 7t .6 04
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O=2 LIEtHoH, a4 F=F 4t (AVE average variance extracted)
2 05 0|22 LIEIGCt OIX|e 2, MEEEs 835 O|42Z Lt
EFSCE Ol2{3t AT nbdE S MAHE &5 8lo] ZE F=0

O 1 HA

74 AZO| O|8EIRACt (Bagozzi & Yi, 1989)

Z} QOIS0| Zh= A= Appendixes 31 20| 7|CH$H Bt
20| H+)9 Wro= LIttt =ot AREtAel ME 2t =ot

H
o 2 FE U0 X7 WEo THE EfEY0| ASERACH

(e

(Afshari, Bakar, Luan, & Siraj, 2012).

4.5. A47Hdel AS

2 A0 o] HiE OfEZ|FH0IE FE, EEAH 0| AZ|,
HiZHR A2| 2|3 0|8 o|=9 e A7 RIS Zto| MAIH

2
ZHEA BY SEM)SZ S st ZDf Appendixes 4 0| A
= x2 = 478307 (df = 253, x2 / df = 1.891, p-value
= 882, AGFl = 848, NFI = 913, CH = 957, RMR = .047,
RMSEA = 056 2 LIEFICE EEDE, LA H=a=T} Qi H==0f| o|siAf A
= 4% RHE 24t Zal, ofEZ|AoIM AMEl= 509
(509%), HIER AMZ|l= 794 (794%) 2|1 0|8 ol=& 628
(628%)2 LtEFGICE

H1 2 HiE ofEz|#old EZ0| ofE2|AH oM AME|0| O/X|=
LOLE 7| f{oh ZO|CE. HA HiE OfZ2[AH0[42| Hldo|
HiS ofEz(AHo|M ME|0| DXl F> HI-NS d2AH=
0] 262 t4+2 3016 22 HiE OfEZ|7H0|Me| Hold2 OHEE(AH
ol dzlof Rolgt d (+)2 &S O|Xl= A= LIEMRCH (p
< .01). MM H1-12 X[X|Z|QUACE BYE ORE2[AH|0|H 2| CIXRI0|
HiS ofEz(AHo|M ME|0| OXl= I H1-22 dEA= o
0] 133 t%+2 1.038 2 HiE OfE2(70|M2| C|XHRI2 OfE2|#|0|
A Aol Folpt EE O|X|X| e A2E LIEFHL} (p > .05
M2 H1-2 & 7|2 QACE BiE OfE2|AH|0|M2] 7+20] HYE Of
E2[A01M Mo O|X|l& FE H1-3)2 AZAH 5= 30| 175,132
2128 2 HiE OfE2|AH0|M9] 712 ofE2(AHolM dzlof Folst
H (+)2 FEE 0K A2 LIERCH (p < .05). M2t H1-3 2
XIX|=| AL}, OFX[2te 2 HiE OfE2[A|0|H2] LF AT CHH0]
HiS ofE2(Ao|d MEZ|0| DiXl= T H1-49S d2A= o
0] 267, t 2t2 2562 2 HiE OfEZ|AH0|H| U MY g2
OfE2[70|M ME|of Folgt F (+)°] S OXl= H2Z LIE}
ST (o < .05). [F2EA H1-4 & X|X|E|RALF,

I'-?-*

HE [Al0] ZH0| HiEH AZ[0f| OjX]= &S
LOLE 7| 2l ZO|Ct. HA HYE OfZ2[A|0[2| Ho|do| HiF 2
H2[of O|X|= FgF H2-1)2 BEAIF 20| 204 tat2 300322
HiE OfZ2(H oMl Hold2 HIFHR Az2lof Folgt & (12 &
g2 O|X|s A2 LIEFGLCE (p < .01). W2t H2-12 X|X|Z|QACH
El OHEEIHIOIHEI CIXtlo] HYEHRl AZ[of OjX[& Fg (H2-2)
S AZA % 740| -065,t 7S -670 22 HYE 0= 2| 0|MQ| C|X}
212 HiER ME|0| |Rol3t S O|X|X| %= AR LIEHGCE
05). M2tM H2-2 = 7|2 =|RACE IS OfE2(A|0[d2| 7+40|
A2l DjX|Ee FEt H2-32 HEZAI5 240l -070, t 2
9 2 HiE ofE2[A0|de| JtA2 HiER ME|0| Folst Fe
IJIXIKI e AR LIEHRCt (p > 05). MEkA H2-3 2 7|2E|
Ofx|ate =, HiE OfE2(A0|Me| AT AT CHFHo| HiE
I2|0]| O|X|= ek (H2-4)2 AZAH 4= 340| 145 t 72 145 2
OiE2|AH oMl AT AT CiFd2 HIZER ME[of Folg

OIX|X| &= A2 LIEIRCE (o > .05). 2t H2-4 & 7|

H2 = HiE
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OiE2|#H o[ FHO| Hig OiZ2/Aold =t HiFER M2[E
ol 018 2= DXl Ygs AFsiYnt = A7 2=
OiE2|AHO[H-BFHE- 122 O|0X|= B4 AfH|AS

by
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Appendix
Appendix 1. Demographic Profiles(n = 285)
n %
Male 136 47.7
Gender
Female 149 52.3
20-29 76 26.7
30-39 105 36.8
Age
40-49 66 23.2
50-59 38 13.3
Single 132 46.3
Marital status
Married 153 53.7
Below high school 46 16.1
Undergraduate 37 13.0
Educational level
Four years university 172 60.4
Graduate school 30 105
Less than 1 million won 11 3.9
1 million - Less than 2 million won 18 6.3
2 million - Less than 4 million won 91 31.9
Monthly income
4 million - Less than 6 million won 77 27.0
6 million - Less than 8 million won 55 19.3
More than 8 million won 33 11.6
Student 24 8.4
Officer 142 49.8
Professional 32 11.2
Job Sales/Service 15 5.3
Technical 17 6.0
Housewife 30 105
Others 25 8.8
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Appendix 2: Measurement Model Resulting from Confirmatory Factor Analysis?
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Standardized
Items CCRP AVE© Cronbach a
factor loadings
Convenience .842 579 .863
Delivery apps are convenient. 783
Delivery apps are useful when ordering food. 819
Delivery apps can order food at any time. 729
Delivery apps allow you to order food from anywhere. .709
Design .838 .637 .835
The delivery app designis logical and easy to follow. 792
The delivery app designis concise and easy to understand. 797
Delivery apps are easy to see. 805
Price .845 .695 872
Delivery apps are valued according to the price of the food. 778
The adoption of delivery apps is economical. 877
The price of the delivery app is reasonable. .843
Various restaurant choices .878 .668 .853
The delivery app offers a variety of restaurants. 767
The delivery app offers a variety of food choices. 896
Delivery apps can order food at various price points. 783
Application trust 888 677 893
Even if you don't monitor it, you believe the delivery application will do its .759
job.
J| believe in payment methods in delivery applications. 840
| believe in delivery applications. 854
| believe delivery applications are intermediary. .836
Rider trust .923 .735 914
Even if they are not monitored, they believe that the rider will deliver the 791
food properly. )
| believe the rider will deliver the food with care. 851
| trust the rider. 911
I believe in food delivered by rider. 872
Intention to use 871 656 892
lindent to use delivery application in the future. 772
I plan to use delivery application in the future. .780
| predict | would use delivery application in the future. 858
I consider the use of delivery applications positively. 827

»

b Composite construct reliability
¢ Average variance extracted

X2 = 460.119(df = 249, x?/df =1.848, p-value =.000), CFl=.959, NFI=.917, GFI= .885, AGFI = .850, RMR =.039, RMSEA = .055
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Appendix 3: Construct Intercorrelations, Mean and Standard Deviation

c " 5 n MR Application n Intention to
onvenience Design Price restaurant s Rider trust e
choices
Convenience 5792 .304° .219° .294° .286° .338° .333°
Design 551** 6372 327" 453° .305° .285° .254°
Price 468** B572** 6952 .165° 223" .161° .129°
Various
restaurant .542** .673** 406** .668° .296° .342° .282°
choices
Apﬂfﬁgg°” 535+ 552+ 4720 544 6772 632° 428°
Rider trust 581** .534** A01** .585* 795* .735%2 501°
"“eﬂggnto 577 504+ 350+ 531+ 654+ 708 656°
Mean 4.792 4.826 4.290 4991 4811 4.968 5.000
S.D. .852 .875 .998 .808 .898 .864 931
**p<.001,a=AVE,b=1r?
Appendix 4: Standardized Parameter Estimates
Path FotiEerey tValue
H1-1 Convenience — Application trust .262 3.016 .003 Supported
H1-2 Design— Application trust 133 1.038 .299 Non Supported
H1-3 Price— Application trust 175 2.128 .033 Supported
H1-4 Various restaurant choices— Application trust 267 2.562 .010 Supported
H2-1 Convenience — Rider trust .204 3.003 .003 Supported
H2-2 Design — Rider trust -.065 -670 503 Non Supported
H2-3 Price — Rider trust -.070 -1.119 .263 Non Supported
H2-4 Various restaurant choices — Rider trust 145 1.821 .069 Non Supported
H3 Application trust — Rider trust 729 9.584 Fkk Supported
H4 Application trust — Intention to use .310 2.650 .008 Supported
H5 Rider trust — Intention to use .508 4.284 ik Supported
R? Application trust .509(50.9%)
Rider trust .794(79.4%)
Intention to use .628(62.8%)
Model fit X2 478.307
df 253
p-value .000
#% < 001

X2 = 478.307(d

f = 253, x?/df = 1.891, p-value

=.000), GFI = .882, AGFI = .848, NFI = .913, CFl = .957, RMR = .047, RMSEA = .056




