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Unobserved Heterogeneity

Presently, it is undeniable that online food ordering is one of the primary
services for many users, especially during Covid-19; it has led more consumers to turn
to online food ordering services because their behavior needs to be adjusted in line
with the current situation. Therefore, the focus is to study the factors that will make
consumers more likely to use online food ordering services and make entrepreneurs
aware of the factors that will encourage consumers to use more services. More the
literature review found that the important dimensions related to online food ordering
through the platform, if studied will result in recognizing factors that will affect
consumer behavior, whether any factors are important to the use of consumer services.
In addition, the difference in service usage among males and females was studied.
Including the study of differences between Generation X and Y, and the last point,
there was a study of factors affecting motivation for using the service. The study's
results revealed five important dimensions of this study. Therefore, the study was
divided into five conclusions as follows:

Case Study No.1: To analyze consumer behavior toward online food ordering.
It was measured by online food ordering users in the form of latent variables, and
Structural Equation Modeling was used to analyze the relationship, for example,
female service users. The service users are 21-30 years old-occupation of company
employees. Service user attitude, subjective norms, perceived ease of use, perceived
usefulness, task-technology fit. This may result in users being more likely to order food
online.

Case Study No.2: To use Multi Group Analysis to study the differences between

male and female groups. as a result of different behavioral characteristics. This study



aims to study the differences between male and female consumer behavior to have
a policy. Different Marketing Promotion Strategies The variance measure was used in
this study to compare the differences between male and female users. The results
showed that the two sexes were different.

Case Study No.3: To analyze the factors affecting motivation for ordering food,
which leads to an effective strategy formulation to add users. An online food ordering
application was to determine the fixed limits of the fixed thresholds limitation of the
traditional ordered probability models, so a random thresholds hierarchical ordered
probit model with random parameters was used for data analysis. The study found
that attitude, enjoyment, trust, and perceived ease of use can be summarized as policy
recommendations and strategies to increase motivation for people to use food-
ordering apps.

Case Study No.4: To use Multi Group Analysis to study the differences between
Generation X and Y groups. as a result of different behavioral characteristics. This study
aims to study the differences between Generation X and Y consumer behavior to have
a policy. Different Marketing Promotion Strategies The variance measure was used in
this study to compare the differences between Generation X and Y users. The results
showed that the two generations were different.

Case Study No.5: To analyze the factors influencing consumer behavior toward
online food ordering. It was measured by online food ordering users in the form of
latent variables, and Structural Equation Modeling was used to analyze the
relationship, for example, female service users. The service users are 21-30 years old.
-occupation ‘of company employees. Performance expectancy, effort expectancy,
habit, hedonic motivation, and playfulness factor. This may result in users being more

likely to order food online.
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