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Abstract

Purpose: This study aims to identify the determinants influencing continuance intention in food delivery 
applications (FDAs) using an integrated framework based on the expectation confirmation model (ECM). 
Although FDAs have transformed consumption habits in urban environments, retaining user engagement 
remains a major challenge for digital platforms. This research examines the influence of delivery experience, 
promotions, perceived time savings, expectation confirmation, and perceived usefulness on user satisfaction 
and continuance intention. Design/methodology/approach: The study employed a non-experimental, 
cross-sectional design with a quantitative and explanatory scope. Data were collected from 174 valid users 
in Metropolitan Lima and analyzed using partial least squares structural equation modeling (PLS-SEM) 
with SmartPLS 4. Findings: The results reveal that user satisfaction significantly mediates the relationship 
between operational factors (delivery experience, promotions, and time savings) and continuance intention. 
Expectation confirmation positively influences both perceived usefulness and satisfaction, reinforcing the 
role of cognitive judgment in post-usage behavior. Practical implications: The findings provide insights 
for platform managers and service designers seeking to strengthen user loyalty by improving operational 
performance and offering personalized value propositions. Originality/value: This study contributes to the 
literature on digital services by extending the ECM framework to the FDA context, incorporating functional 
service attributes that have been scarcely examined in prior research. By capturing both affective and 
cognitive factors, the study offers a more comprehensive understanding of user retention mechanisms in 
digital service ecosystems.
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Determinantes de la Satisfacción y la Intención 
de Continuidad en las Aplicaciones de Entrega 

de Alimentos

Resumen

Propósito – Este estudio tiene como objetivo identificar los determinantes que influyen en la 
intención de continuidad en el uso de aplicaciones de entrega de comida (FDA, por sus siglas 
en inglés) mediante un marco integrado basado en el Modelo de Confirmación de Expectativas 
(ECM). Aunque las FDAs han transformado los hábitos de consumo en entornos urbanos, 
mantener el compromiso de los usuarios sigue siendo un desafío importante para las plataformas 
digitales. Esta investigación examina la influencia de la experiencia de entrega, las promociones, 
la percepción de ahorro de tiempo, la confirmación de expectativas y la utilidad percibida sobre la 
satisfacción del usuario y la intención de continuidad. Diseño/metodología/enfoque – El estudio 
empleó un diseño no experimental, de corte transversal, con un alcance cuantitativo y explicativo. 
Se recopilaron datos de 174 usuarios válidos en Lima Metropolitana y se analizaron mediante 
Modelado de Ecuaciones Estructurales por Mínimos Cuadrados Parciales (PLS-SEM) utilizando 
SmartPLS 4.0. Hallazgos – Los resultados revelan que la satisfacción del usuario medía de manera 
significativa la relación entre factores operativos (experiencia de entrega, promociones y ahorro 
de tiempo) y la intención de continuidad. La confirmación de expectativas influye positivamente 
tanto en la utilidad percibida como en la satisfacción, reforzando el papel del juicio cognitivo en el 
comportamiento posterior al uso. Implicaciones prácticas – Los hallazgos aportan información 
valiosa para los gestores de plataformas y diseñadores de servicios que buscan fortalecer la 
lealtad de los usuarios mediante la mejora del desempeño operativo y la oferta de propuestas 
de valor personalizadas. Originalidad/valor – Este estudio contribuye a la literatura sobre 
servicios digitales al extender el marco del ECM al contexto de las FDAs, incorporando atributos 
funcionales del servicio que han sido escasamente examinados en investigaciones previas. 
Al capturar tanto factores afectivos como cognitivos, el estudio ofrece una comprensión más 
integral de los mecanismos de retención de usuarios en los ecosistemas de servicios digitales. 

Palabras clave: Aplicaciones de entrega de comida (FDA); Modelo de Confirmación 
de Expectativas (ECM); Satisfacción del usuario; Intención de continuidad; PLS-SEM 

Códigos JEL C38, D12, L81, M31, O33

1. INTRODUCTION 

Food delivery has evolved from telephone-based orders and takeaway counters to an 
environment dominated by digital platforms. Within this context, food establishments 
increasingly employ mobile food delivery services such as UberEats, Foodpanda, Rappi, 
and PedidosYa, which provide customers with efficient tools to place, track, and manage 
their orders (Su et al., 2022). During the COVID-19 pandemic, these services played a crit-
ical role in sustaining sector operations and adapting to mobility restrictions and social 
distancing measures (Ng et al., 2023). Food delivery applications (FDAs) enable consum-
ers to explore dining options, compare reviews, access promotions, and receive orders 



163

Determinants of Satisfaction and Continuance Intention in Food Delivery Applications

at home, offering bidirectional advantages for both consumers and businesses (Ng et al., 
2023). In this new digital scenario, FDAs have evolved beyond simple logistical intermedia-
tion to become a competitive and strategic channel (Pillai et al., 2022).

In 2024, the global food delivery market size was estimated at USD 228,84 billion, with a 
projected compound annual growth rate (CAGR) of 9,4 % between 2025 and 2030 (Grand 
View Research [GVR], 2025). In Latin America, the food delivery market has experienced 
accelerated growth, initially driven by the pandemic and subsequently reinforced by tech-
nological expansion, reaching estimated revenues of USD 33 billion in 2023 (an increase of 
nearly 24 % compared to the previous year) and consolidating itself as a highly competitive 
sector, with major companies seeking to strengthen their market positioning (Ou, 2025).

In Peru, the online food delivery market is also experiencing accelerated growth, driven by 
the increasing demand for convenience, widespread smartphone usage, and rising interest 
in healthier food options. Consumers—particularly younger individuals—seek gastronom-
ic variety and experiences influenced by social media, while the country’s rich culinary 
heritage and local festivities heighten the demand for traditional dishes. This dynamism is 
further reinforced by sustained economic growth, rising disposable income, and policies 
that support e-commerce development. In this context, sector revenues are expected to 
reach USD 1,95 billion in 2025 and increase to USD 3,22 billion by 2030, corresponding to 
a CAGR of 10,58 %. The grocery delivery segment is also expanding rapidly, with projected 
revenues of USD 1,83 billion in 2025, a growth rate of 15,4 % in 2026, an average revenue per 
user (ARPU) of USD 270,35, and an estimated user base of 8,9 million by 2030, while China 
remains the largest global market (Statista Market Insights, 2025).

In an environment characterized by homogeneous value propositions and high technological 
dependence, consumer retention has emerged as a critical factor to ensure the operation-
al and financial sustainability of these platforms (Goyal et  al., 2023). From the business 
perspective of FDAs, and given the wide range of competing options available in the market, 
one of the main concerns lies in understanding how to ensure that customers continue 
using a specific application over time (Ng et al., 2023). In this context, understanding the 
determinants that influence users’ continuance intention becomes relevant from a theoreti-
cal standpoint and essential for designing effective loyalty strategies (Mai et al., 2024).

Moreover, the reviewed studies indicate that continued use of FDAs is particularly chal-
lenging due to low user loyalty and the tendency to switch between applications in search 
of better delivery times or promotional offers. This behavior heightens the importance 
of understanding the factors that sustain repeated use (Mai et al., 2024; Ng et al., 2023). 
Likewise, evidence shows that many users experience recurrent service-related issues 
such as delays, incorrect items, or incomplete orders, which directly affect satisfaction and 
continuance intention using these platforms (Mai et al., 2024).

From a broader theoretical perspective, the literature on service-related applications has 
predominantly explained continued use primarily through technological constructs, such 
as perceived usefulness or ease of use, relegating operational service dimensions—deliv-
ery time, safety, or service quality—to a secondary role. In the specific case of FDAs, 
recent studies show that problems stemming from inconsistent service experiences affect 
continuance intention (Goyal et al., 2023; Mai et al., 2024; Ng et al., 2023). However, these 
factors are rarely integrated explicitly into continuance intention models. This disconnec-
tion between information systems frameworks and service-related constructs constitutes 
a research gap that justifies the need for an integrative approach.
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Moreover, recent applications of the expectation confirmation model (ECM) and related models 
in e-learning, tourism, and mobility services corroborate the relevance of expectation confir-
mation, perceived usefulness, and satisfaction in explaining continued use (Bhattacherjee, 
2001; Lestari & Riatun, 2024; Choi et al., 2023; Nguyen-Phuoc et al., 2020). However, these 
studies have predominantly focused on system performance, while giving little attention to 
the operational quality of services in emerging markets such as those in Latin America. This 
underscores the relevance of applying and extending the ECM to the context of FDAs in Peru, 
where high levels of digital platform penetration, a rich gastronomic offering, and significant 
operational challenges converge, yet empirical evidence remains limited. 

Building on this background, the present study seeks to address three key gaps in the liter-
ature. First, there is a lack of systematic research on continuance intention in the context 
of FDAs, despite their growing prominence in the digital marketplace (Goyal et al., 2023). 
Although the literature on initial adoption is extensive, studies focused on the post-adoption 
stage are comparatively scarce, limiting the understanding of the mechanisms that explain 
retention in highly competitive environments (Ng et al., 2023). Second, the application of 
the ECM as a theoretical framework to analyze user retention on these platforms is still 
underexplored. Third, functional service attributes—such as delivery times, order accuracy, 
and food quality—remain largely overlooked, even though they are critical determinants 
of user experience (Mai et al., 2024). These gaps indicate that the field still lacks models 
capable of simultaneously integrating technological performance (e.g., perceived useful-
ness) and service operational performance (e.g., delivery time) to explain continued use. 
This study directly addresses this limitation by proposing an approach that articulates both 
components, thereby expanding the explanatory scope of the ECM in the context of FDAs. 

This study is grounded in the ECM, a theoretical extension derived from the expectation 
confirmation theory (ECT) proposed by Oliver (1980). ECT was originally developed to 
explain post-purchase consumer satisfaction, based on the premise that consumers form 
expectations before purchasing a product or service, which they subsequently compare 
with perceived performance. Satisfaction occurs when perceived performance meets or 
exceeds those expectations. Bhattacherjee (2001) later adapted this framework to the field 
of information systems, proposing the ECM as a model for explaining continuance inten-
tion in technology use, particularly in organizational contexts. The ECM comprises four core 
constructs: expectation confirmation, perceived usefulness, user satisfaction, and continu-
ance intention. Since its introduction, the model has been widely validated across diverse 
digital and managerial contexts, including online learning platforms (Lestari & Riatun, 2024), 
mobile applications (Nguyen & Dao, 2024), and tourism services (Choi et al., 2023), establish-
ing itself as a robust theoretical framework for analyzing technology continuance behavior.

Accordingly, this research makes three key contributions. First, it contributes to the literature 
on user retention in FDAs by explicitly analyzing continuance intention, a dimension that 
remains underdeveloped compared with studies on initial adoption. Second, it extends the 
ECM to the context of FDAs, demonstrating its relevance for understanding how expectation 
confirmation, perceived usefulness, and user satisfaction influence continued use in digi-
tal service-based environments. Third, it incorporates functional service attributes—such as 
time savings, promotions, and delivery experience—as central elements of the model, there-
by broadening the theoretical understanding of retention and identifying relevant practical 
implications for service management. In addition, this study offers two practical contribu-
tions that directly address managerial needs in the food delivery sector: forth, it identifies 
specific operational service attributes that FDAs must prioritize—such as delivery accura-
cy, on-time performance, and promotional effectiveness—to strengthen user retention in 
competitive environments; and fifth, it provides an evidence-based framework to support 
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managers in designing integrated loyalty strategies that combine technological performance 
with improvements in the consumer experience, thereby enhancing overall service quality.

Therefore, the purpose of this research is to demonstrate that delivery experience, promotions, 
and time savings influence the continuance intention to use FDAs, employing the ECM. The 
remainder of the article is structured as follows. Section 2 presents the literature review and 
hypothesis development; Section 3 describes the methodology employed; Section 4 reports 
the results obtained; Section 5 discusses the findings in relation to previous studies; Section 6 
presents the conclusions; Section 7 outlines the theoretical implications; Section 8 highlights 
the practical implications; and Section 9 presents the limitations and directions for future 
research. 

2. LITERATURE REVIEW AND HYPOTHESIS DEVELOPMENT

2.1 Delivery Experience and Satisfaction

Delivery experience encompasses both operational elements and customers’ affective 
perceptions during the delivery process (Fakfare, 2021). Key components include deliv-
ery timeliness, order accuracy, courier behavior, and product condition upon receipt—all 
of which shape users’ evaluation of the service. As noted by Esper et al. (2010), the deliv-
ery moment is the stage at which the firm’s value proposition is fulfilled, making it critical 
for post-purchase judgment. Within the ECM, delivery performance contributes to users’ 
assessment of whether the service meets or exceeds their expectations, which in turn influ-
ences satisfaction (Bhattacherjee, 2001).

H1. Delivery experience has a positive influence on user satisfaction with FDAs.

2.2 Promotions and Satisfaction

Promotions are incentives designed to increase perceived value through discounts, coupons, 
and rewards (Blattberg & Neslin, 1990; Hoang & Tan, 2023). In FDAs, these incentives attract 
new users and reinforce loyalty among existing customers. While some studies report that 
promotions enhance continuance intention (Pasaribu & Aruan, 2024), others warn that their 
effect on satisfaction is not always direct (Shefira & Mangifera, 2023). Nevertheless, well-de-
signed promotional strategies can increase perceived value and positively shape user 
evaluations. According to ECM theory, satisfaction occurs when perceived performance meets 
or exceeds expectations (Bhattacherjee, 2001). In this context, when promotional benefits align 
with user expectations, they enhance overall perceived value, thereby leading to satisfaction.

H2. Promotions have a positive influence on user satisfaction with FDAs.

2.3 Time Savings and Satisfaction

Time savings are one of the primary motivations for using digital services, especially in 
urban environments characterized by demanding schedules (Yoon & Kim, 2007). Perceived 
convenience derived from simplified and agile processes significantly affects customer satis-
faction (Parasuraman et al., 2005). The value attributed to time savings is particularly high 
among users with limited availability, sometimes outweighing price considerations (Chiou 
et al., 2010). Within ECM theory, satisfaction arises when service performance—in this case, 
time savings—meets expectations (Bhattacherjee, 2001). Users who perceive that customer 
service reduces effort and saves time are more likely to experience greater satisfaction.

H3. Time savings have a positive influence on user satisfaction with FDAs.
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2.4 Expectation Confirmation and Satisfaction

Expectation confirmation reflects the degree to which users perceive that a service’s 
performance is consistent with their prior expectations (Bhattacherjee, 2001). In FDAs, 
expectation confirmation occurs when operational efficiency, service quality, and ease of 
use align with what users anticipated (Bao & Zhu, 2022). Recent studies highlight expecta-
tion confirmation as a determinant of continued use and trust in digital platforms (Foroughi 
et al., 2024; Nguyen et al., 2023).

Expectation confirmation fosters satisfaction by reducing uncertainty and reinforcing 
perceived service value. When actual performance matches or exceeds expectations, users 
report higher satisfaction and stronger trust in the platform trust.

H4. Expectation confirmation has a positive influence on user satisfaction with FDAs.

2.5 Perceived Usefulness and Satisfaction

Perceived usefulness, a core construct from the technology acceptance model (TAM), 
refers to the extent to which a user believes a technology improves task performance 
(Davis, 1989). In FDAs, perceived usefulness is associated with efficiency, convenience, and 
enhanced decision-making through platform features such as tracking, recommendations, 
and geolocation (Foroughi et al., 2024; Nguyen et al., 2023).

Studies consistently show that higher perceived usefulness increases satisfaction, as users feel 
that the platform effectively supports their ordering activities (Al-Gahtani & King, 1999). In this 
sense, usefulness strengthens perceived service value and positively shapes user evaluations.

H5. Perceived usefulness has a positive influence on user satisfaction with FDAs.

2.6 Perceived Usefulness and Continuance Intention

Continuance intention refers to a user’s willingness to continue using a technology 
(Bhattacherjee, 2001). Research in the context of FDAs shows that perceived usefulness 
is a major antecedent of sustained use, as consumers tend to continue using platforms 
that consistently provide benefits such as convenience, time savings, and efficient deliv-
ery (Foroughi et al., 2024; Nguyen et al., 2023). Within ECM theory, perceived usefulness 
plays a dual role: it is influenced by expectation confirmation and also determines satisfac-
tion, which drives continuance intention (Bhattacherjee, 2001). When users perceive that 
FDAs facilitate their daily activities, their continuance intention toward these platforms 
increases.

H6. Perceived usefulness has a positive influence on continuance intention in FDAs.

2.7 Expectation Confirmation and Perceived Usefulness

Expectation confirmation strengthens perceived usefulness by validating users’ initial 
expectations regarding the benefits of the service. When FDAs deliver efficient and conve-
nient performance, perceived usefulness is reinforced (Foroughi et al., 2024; Nguyen et al., 
2023). A high degree of expectation confirmation also reduces uncertainty and boosts 
trust, which further increases perceived value and usefulness (Yan et al., 2022).

H7. Expectation confirmation has a positive influence on perceived usefulness in FDAs.
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2.8 User Satisfaction and Continuance Intention

Satisfaction is widely recognized as one of the strongest predictors of continuance inten-
tion in digital services (Bhattacherjee, 2001). Satisfied users perceive greater value, are 
more committed to the platform, and exhibit a lower likelihood of switching (Kurniawan 
et al., 2024). In FDAs, satisfaction derived from operational efficiency and service reliability 
enhances loyalty and sustained use (Ng et al., 2023).

H8. User satisfaction has a positive influence on continuance intention in FDAs.

2.9 The Mediating Role of Satisfaction

Satisfaction mediates the relationship between operational attributes and continuance inten-
tion. A positive delivery experience contributes to satisfaction, which subsequently strengthens 
users’ willingness to continue using FDAs (Bhattacherjee, 2001; Foroughi et al., 2024).

H9. Satisfaction mediates the relationship between delivery experience and continu-
ance intention in FDAs.

Promotions also influence continued use indirectly through satisfaction, as attractive 
incentives enhance perceived value, improving satisfaction and reinforcing continuance 
(Pasaribu & Aruan, 2024).

H10. Satisfaction mediates the relationship between promotions and continuance 
intention in FDAs.

Similarly, time savings contribute to satisfaction, which in turn drives continued use. 
Satisfaction thus translates functional efficiency into long-term behavioral intention 
(Parasuraman et al., 2005; Bhattacherjee, 2001).

H11. Satisfaction mediates the relationship between time savings and continuance 
intention in FDAs.

The 11 hypotheses regarding the relationships among the proposed variables are graphical-
ly presented in the study’s conceptual framework (see Figure 1).

Figure 1
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3. METHODOLOGY

3.1 Research Paradigm

This study is framed within a post-positivist epistemological stance, which assumes that 
social phenomena can be examined objectively, although knowledge remains provisional 
and subject to revision (Phillips & Burbules, 2000; Creswell, 2014). Post-positivism recog-
nizes that reality exists independently of the researcher but can only be approximated 
through systematic inquiry and empirical validation.

Ontologically, the study adopts a critical realist perspective, which posits that an external 
reality exists but can be only partially understood through theoretical models and measure-
ment instruments that are continually refined (Bhaskar, 1975; Guba & Lincoln, 1994). This 
position is appropriate for examining complex behavioral constructs—such as satisfaction 
and continuance intention—through structured quantitative models.

Epistemologically, the research relies on objectivity through methodological rigor by using 
standardized measurement instruments, minimizing researcher influence, and employing 
statistical procedures to enhance reliability and validity (Trochim, n.d.).

From an axiological standpoint, the study emphasizes neutrality, ethical responsibility, and 
transparency. Ethical considerations included informed consent, confidentiality, voluntary 
participation, and the use of the data exclusively for academic purposes (Resnik, 2018).

Finally, the praxeological orientation of this research reflects the intention to generate 
knowledge with practical relevance for the management of digital services. The find-
ings aim to support decision-making in food delivery platforms by integrating theoretical 
insights with actionable recommendations (Hair et al., 2019; Sandberg & Alvesson, 2011).

3.2 Research Design

A quantitative, non-experimental, and cross-sectional design was employed to examine 
the causal relationships among the constructs explaining continuance intention in FDAs 
(Creswell, 2014; Kerlinger & Lee, 2002). All constructs were measured using Likert-scale 
items adapted from validated instruments, ensuring strict adherence to quantitative proce-
dures without any qualitative categorization or coding.

Given the predictive purpose of the model and the simultaneous estimation of multiple 
relationships among latent variables, the data were analyzed using partial least squares 
structural equation modeling (PLS-SEM) with SmartPLS 4. PLS-SEM is recommended for 
models with reflective constructs, moderate sample sizes, and data that may not meet 
multivariate normality assumptions (Hair et al., 2019).

3.3 Population, Sample, and Sampling Technique

The target population consisted of adults residing in Metropolitan Lima who had used 
FDAs in the previous three months. A non-probability convenience sampling method was 
used due to accessibility constraints and the exploratory nature of the study, which aligns 
with common practices in digital consumer research (Etikan et al., 2016).



169

Determinants of Satisfaction and Continuance Intention in Food Delivery Applications

Following the “10-times rule” and statistical power recommendations for PLS-SEM, a mini-
mum sample of 150 participants was required (Hair et al., 2019). A total of 174 valid responses 
were collected between April and May 2025, exceeding the recommended threshold and 
ensuring stable parameter estimation.

3.4 Instrument and Data Collection

The data collection instrument consisted of previously validated scales adapted to the 
context of FDAs (Fakfare, 2021; Oliver, 1999; Foroughi et al., 2024; Ng et al., 2023; Hoang & 
Tan, 2023). All items were measured using a five-point Likert scale (1 = strongly disagree; 
5 = strongly agree), consistent with established best practices in behavioral and manage-
ment research (Joshi et al., 2015).

A back-translation procedure (Beaton et al., 2000) was conducted to ensure linguistic equiv-
alence. Three domain experts reviewed the instrument to validate clarity and conceptual 
consistency. A pilot test with 30 participants confirmed reliability prior to full deployment.

The survey was administered online via Google Forms and distributed through social 
networks and digital consumer groups. After screening for eligibility (recent FDA use), 
178 responses were obtained, resulting in a 97,7 % acceptance rate. After removing incom-
plete or inconsistent cases, 174 responses were retained for analysis.

3.5 Data Analysis

Data were analyzed using PLS-SEM in SmartPLS 4 for the following reasons: (1) the study 
assessed predictive relationships between latent variables; (2) the model included multiple 
simultaneous structural paths; (3) the sample size was moderate (n = 174); (4) the constructs 
were reflective; and (5) PLS-SEM accommodated non-normal data distributions.

Both the measurement model (reliability and validity assessment) and the structural 
model (hypotheses testing) were evaluated following the guidelines proposed by Sarstedt 
et al. (2014). To assess common method bias, Harman’s single-factor test was performed, 
confirming that no factor accounted for more than 50 % of the total variance. Additionally, 
common method bias variance inflation factor (CMB-VIF) values were below 3,3 (Kock, 
2015), indicating no significant bias.

3.6 Ethical Considerations

The study complied with standard ethical procedures. Participants were informed about 
the study’s purpose, the voluntary nature of their participation, and the confidentiality 
of their responses. Only individuals who provided informed consent were included. No 
personal identifiers were collected. Data were stored on a password-protected institutional 
drive accessible only to the research team. The study adhered to the ethical standards and 
guidelines of the University of Lima Graduate School.

4. RESULTS

The study is based on the ECM, which incorporates variables such as delivery experience, 
promotions, perceived usefulness, and expectation confirmation. Accordingly, PLS-SEM 
was used, as it is well suited to moderate sample sizes and, unlike other SEM techniques, 
does not require a normal distribution of the data.
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Measurement Model

To assess the individual reliability of each item, factor loadings above 0,70 are commonly 
considered indicative of good reliability (Hair et al., 2019). As shown in Table 1, in this study 
all outer loadings of the latent variables exceeded the recommended threshold (ranging 
from 0,735 to 0,929), demonstrating satisfactory item reliability. In addition, as reported in 
Table 1, Cronbach’s alpha coefficients of all constructs were above the recommended value 
of 0,70, suggesting strong internal consistency of the employed scales (Hair et al., 2019). 
Likewise, the composite reliability indices, represented by rho_a and rho_c, also displayed 
values greater than 0,70, further supporting the consistency and reliability of the latent 
constructs (Hair et al., 2019). Finally, convergent validity was assessed through the average 
variance extracted (AVE), for which values above 0,50 are recommended (Hair et al., 2019). 
The results presented in Table 1 confirm that this criterion was fully satisfied, thus evidenc-
ing adequate convergent validity.

Overall, the results reported in Table 1 reveal the robustness of the measurement instru-
ment, which is essential before evaluating the hypotheses proposed in the structural model.

In summary, the scales used in this study are reliable and valid for measuring the underlying 
theoretical constructs (delivery experience, promotions, time savings, perceived useful-
ness, expectation confirmation, satisfaction, and continuance intention), thereby allowing 
us to proceed with the evaluation of the structural model with confidence. Success at this 
stage is vital, since poor measurement would lead to biased or invalid results in the analysis 
of causal relationships (hypotheses).

Table 1

Results of the Reflective Measurement Model Assessment

Indicators Factor 
Loadings

Cronbach’s 
Alpha

Composite 
Reliability 

(rho_a)

Composite 
Reliability 

(rho_c)
AVE

DE1: I like that the FDA allows me 
to order food whenever I need it.

DE2: I like that the FDA makes it 
easy to find the delivery address on 
the map.

DE3: I like that the FDA offers free 
delivery on selected orders.

DE4: I like that the FDA provides 
information on the estimated 
delivery time.

DE5: I like that the FDA allows real-
time tracking of the delivery rider.

0,877 

0,864 

0,764 

0,742 

0,764

0,872 0,974 0,901 0,647

(continues)
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Indicators Factor 
Loadings

Cronbach’s 
Alpha

Composite 
Reliability 

(rho_a)

Composite 
Reliability 

(rho_c)
AVE

PRO1: There are many promotional 
programs available when using the 
FDA.

PRO2: I am very interested in 
promotions and offers when using 
the FDA.

PRO3: The FDA offers me many 
benefits thanks to its promotions.

PRO4: I like to search for 
promotions in different online 
stores when purchasing food 
through the FDA.

0,762 

0,735 

0,884 

0,748

0,793 0,824 0,864 0,616

TS1: The FDA makes it easy to 
compare prices across different 
restaurants.

TS2: The FDA makes it easy to 
avoid traffic.

TS3: The FDA makes it easy to 
avoid waiting times at restaurants.

0,816 

0,758 

0,838

0,734 0,754 0,846 0,648

PU1: I feel that the FDA is useful for 
ordering and receiving food.

PU2: I feel that the FDA facilitates 
the process of ordering and 
receiving food.

PU3: Using the FDA enhances 
the experience of ordering and 
receiving food.

PU4: Using the FDA makes the 
process of ordering and receiving 
food more efficient.

0,818 

0,850 

0,879 

0,865

0,876 0,883 0,915 0,728

EC1: My experience using the FDA 
was better than I expected.

EC2: The level of service provided 
by the FDA exceeded my 
expectations.

EC3: Overall, most of my 
expectations regarding the use of 
the FDA were met.

0,923 

0,905 

0,866

0,880 0,881 0,926 0,807

(continues)

(continued)
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Indicators Factor 
Loadings

Cronbach’s 
Alpha

Composite 
Reliability 

(rho_a)

Composite 
Reliability 

(rho_c)
AVE

SAT1: I am very satisfied with my 
overall experience using this FDA.

SAT2: I believe that choosing this 
FDA was the right decision.

SAT3: I am satisfied with the 
convenience provided by the FDA.

SAT4: Overall, I am pleased with 
this FDA.

0,920 

0,882 

0,901 

0,884

0,919 0,920 0,943 0,805

CI1: I am likely to continue using 
this FDA more frequently in the 
future.

CI2: If I have the opportunity, I will 
continue ordering food through 
this FDA.

CI3: I intend to continue using this 
FDA to place orders.

0,875 

0,919 

0,929

0,880 0,881 0,926 0,807

Note. DE = delivery experience, PRO = promotions; TS = time savings, PU = perceived usefulness; EC = expectation 
confirmation; SAT = satisfaction; CI = continuance intention; AVE = average variance extracted.

Discriminant validity was subsequently assessed using the heterotrait–monotrait (HTMT) 
ratio. According to Hair et al. (2019), HTMT values ​​should be equal to or less than 0,90. As 
shown in Table 2, all estimated coefficients fall below this threshold, indicating that the 
model exhibits adequate discriminant validity. These values ​​are essential for evaluating 
the quality of the measurement model, as they confirm that the latent variables used in the 
study are empirically distinct from one another.

The HTMT ratio aims to verify that each construct measures a truly unique concept and 
not simply a repetition of another construct in the proposed model (i.e., it assesses the 
degree of correlation between the latent variables). In this regard, the empirical results 
of the study indicate that the measurement model demonstrates adequate discriminant 
validity. For example, the HTMT value between time savings and expectation confirmation 
is 0,611, suggesting a clear distinction between these constructs. A key correlation is that 
between satisfaction and expectation confirmation, which yields an HTMT value of 0,903. 
Although this value is very close to the recommended threshold of 0,90, the criterion was 
considered met, thus confirming the distinction between these two constructs within the 
ECM. Similarly, perceived usefulness and continuance intention (HTMT = 0,709), as well as 
expectation confirmation and perceived usefulness (HTMT = 0,745), are statistically distinct. 
This distinction allows for the evaluation of their respective causal effects on satisfaction 
and continuance intention. For complete validation, discriminant validity was also assessed 
using the Fornell-Larcker Criterion (Fornell & Larcker, 1981) (see Table 3). The results show 
that the square roots of the AVE values exceed the correlations between constructs, thus 
fulfilling another key requirement for discriminant validity. In sum, the results presented in 
Table 2 confirm that the constructs driving the model (e.g., expectation confirmation and 
satisfaction), while related within the ECM theoretical framework, are empirically distinct. 

(continued)
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This distinction justifies their inclusion as independent variables and allow for an analysis 
of the complex explanatory relationships between them.

Table 2

Discriminant Validity: HTMT Values

TS EC CI DE PRO SAT PU

TS

EC            0,611

CI 0,617 0,833

DE 0,198 0,146 0,194

PRO 0,593 0,513 0,460 0,320

SAT 0,540 0,903 0,837 0,138 0,454

PU 0,615 0,745 0,709 0,336 0,581 0,719

Note. DE = delivery experience, PRO = promotions; TS = time savings, PU = perceived usefulness; EC = expectation 
confirmation; SAT = satisfaction; CI = continuance intention.

Lastly, the Fornell–Larcker criterion was applied. In this regard, the square roots of the AVE 
values for each construct were calculated and compared with the correlations among the 
constructs. The results show that all square roots of the AVE exceed the inter-construct 
correlations, thus meeting the requirement for discriminant validity (Fornell & Larcker, 1981).

Table 3 provides further rigorous confirmation that the constructs (latent variables) used in 
the SEM analysis measure truly distinct concepts, which is a fundamental requirement for 
the validity of the measurement model. According to Fornell and Larcker (1981), discrimi-
nant validity is established when the square root of the AVE for each construct (displayed 
on the diagonal of the table) is greater than its correlations with any other construct in the 
model (off-diagonal values). This means that if the shared variance within a construct (i.e., 
the square root of its AVE) exceeds the variance it shares with other constructs (i.e., the 
correlations), then the construct is more similar to itself than to any other variable in the 
model, demonstrating its empirical uniqueness.

As shown in Table 3, expectation confirmation and satisfaction are central constructs 
within the ECM and, theoretically, are closely related. Their correlation is very high (0,814). 
However, the square root of the AVE for expectation confirmation (0,898) and satisfaction 
(0,897) exceeds this correlation. This finding is particularly important, as it confirms that, 
although cognitive judgment (expectation confirmation) and affective response (satisfac-
tion) are strongly linked, the measurement instrument is capable to empirically distinguish 
between them. Similarly, continuance intention, the main dependent construct, has its 
strongest correlation with satisfaction (0,760). Nevertheless, the square root of the AVE for 
continuance intention (0,908) exceeds this value, confirming that the continuance intention 
is a distinct concept and not just a repetition of satisfaction.

In conclusion, Table 3 confirms that the model demonstrates strong discriminant validity. 
This means that both the functional factors incorporated into the model (e.g., delivery expe-
rience and promotions) and the cognitive and affective constructs derived from the ECM 
(expectation confirmation, perceived usefulness, satisfaction, and continuance intention) 
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are statistically independent variables. Consequently, these constructs can be confidently 
included in the structural model to test the hypotheses of causal relationships. The high 
quality of the measurements—reflected in the high AVE values and their large square roots 
on the diagonal—allowed the model to satisfy this rigorous validation criterion.

Table 3

Discriminant Validity: Fornell–Larcker Criterion

TS EC CI DE PRO SAT PU

TS 0,805

EC            0,507 0,898

CI 0,511 0,739 0,908

DE 0,167 0,146 0,187 0,804

PRO 0,472 0,442 0,392 0,238 0,785

SAT 0,460 0,814 0,760 0,138 0,396 0,897

PU 0,514 0,661 0,633 0,297 0,492 0,647 0,853

Note. DE = delivery experience, PRO = promotions; TS = time savings, PU = perceived usefulness; EC = expectation 
confirmation; SAT = satisfaction; CI = continuance intention.

Structural Model

To test the proposed hypotheses, the structural model was assessed using PLS-SEM. First, 
collinearity among the constructs was examined using the variance inflation factor (VIF). 
The VIF values ranged from 1,000 to 2,132, all below the threshold of 3 suggested by Hair 
et al. (2019), indicating that collinearity is not a concern in this model.

Subsequently, a bootstrapping procedure with 10 000 subsamples and a 95 % confidence 
level was performed to estimate the standard errors and p values of the path coefficients. 
The results, shown in Table 4, reveal that delivery experience does not have a significant 
effect on satisfaction (β = –0,021, p = 0,308); therefore, H1 is not supported. Similarly, H2 
and H3 are rejected, as promotions (β = –0,006, p = 0,466) and time savings (β = –0,021, 
p = 0,397) do not significantly influence satisfaction. Conversely, expectation confirmation 
exerts a strong positive effect on satisfaction (β = 0,679, p = 0,000), supporting H4.

Perceived usefulness significantly affects both satisfaction (β = 0,197, p = 0,006) and 
continuance intention (β = 0,243, p = 0,000), thereby supporting H5 and H6. In addition, 
expectation confirmation positively influences perceived usefulness (β = 0,661, p = 0,000), 
supporting H7. Finally, satisfaction has a strong effect on continuance intention (β = 0,602, 
p = 0,000), confirming H8.

Regarding the explanatory power of the model, the coefficient of determination (R²) was 
analyzed, considering values above 0,10 as acceptable (Hair et al., 2019). The results indicate 
R² values of 0,648 for satisfaction, 0,436 for perceived usefulness, and 0,612 for continu-
ance intention, suggesting that the exogenous variables explain a substantial proportion of 
the variance in the endogenous constructs. Predictive relevance (Q²) was also examined. 
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The obtained values (0,637 for satisfaction, 0,430 for perceived usefulness, and 0,529 for 
continuance intention) are all above the minimum threshold of 0, thereby confirming the 
predictive capability of the model (Hair et al., 2019).

Table 4

Path Coefficients of the Structural Model and Hypothesis Testing

Hypothesis Path β VIF f2 T-Statistic P-Value Decision

H1 DE → SAT -0,021 1,120 0,001 0,501 0,308 Rejected

H2 PRO → SAT -0,006 1,483 0,000 0,087 0,466 Rejected

H3 TS → SAT -0,021 1,563 0,001 0,261 0,397 Rejected

H4 EC → SAT 0,679 1,944 0,750 12,043 0,000 Accepted

H5 PU → SAT 0,197 2,132 0,058 2,533 0,006 Accepted

H6 PU → CI 0,243 1,720 0,088 4,496 0,000 Accepted

H7 EC → PU 0,661 1,000 0,775 13,681 0,000 Accepted

H8 SAT → CI 0,602 1,720 0,543 10,328 0,000 Accepted

Construct R2 Q2

SAT 0,648 0,637

PU 0,436 0,430

CI 0,612 0,529

Note. DE = delivery experience, PRO = promotions; TS = time savings, PU = perceived usefulness; EC = expectation 
confirmation; SAT = satisfaction; CI = continuance intention; R² =  coefficient of determination; Q²  =  predictive 
relevance.

Mediation Analysis

The mediation analysis was conducted to evaluate the indirect effects of the operational 
factors (i.e., promotions, time savings, and delivery experience) on continuance intention 
through user satisfaction. The results revealed that promotions do not exert a signifi-
cant indirect effect on continuance intention through satisfaction (β = -0,003, p = 0,466). 
Therefore, H9 was not supported.

Similarly, the findings indicated that satisfaction does not play a significant mediating role 
in the relationship between time savings and continuance intention (β = -0,013, p = 0,397). 
Consequently, H10 was not supported.

Finally, satisfaction was not found to mediate the relationship between delivery experience 
and continuance intention (β = -0,013, p = 0,308). Thus, H11 was not supported.
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Table 5

Mediation Analysis Results

Hypothesis Path β T-Statistic P-Value Decision

H9 PRO → SAT → CI -0,003 0,086 0,466 Rejected

H10 TS → SAT → CI -0,013 0,261 0,397 Rejected

H11 DE → SAT → CI -0,013 0,502 0,308 Rejected

Note. DE = delivery experience, PRO = promotions; TS = time savings, SAT = satisfaction; CI = continuance intention.

5. DISCUSSION

The results of this study provide relevant insights into the determinants of satisfaction and 
continuance intention in the use of FDAs. Contrary to the assumptions underlying H1, H2, 
and H3, variables such as delivery experience, promotions, and time savings did not exert 
a statistically significant impact on user satisfaction. Although prior research has under-
scored the relevance of these operational attributes, the findings reveal that their influence 
may be attenuated in contexts where users already possess well-formed expectations and 
have normalized the use of delivery apps as part of their routine consumption patterns. This 
suggests that, as markets evolve, operational elements increasingly function as expected 
standards rather than differentiating factors capable of shaping satisfaction.

Regarding hypothesis H1, while studies by Fakfare (2021) and Esper et al. (2010) highlight 
delivery experience as a core component of service perception, participants in this study did 
not assign significant weight to this factor. One possible explanation is the homogenization of 
operational performance across platforms, which reduces perceptual variability and limits its 
potential impact on satisfaction. In a similar vein, the non-significant result for H2 aligns with 
findings by Shefira & Mangifera (2023), who argue that promotions tend to generate short-
term engagement but do not translate into enduring satisfaction due to their transactional 
nature. Their affective impact may diminish quickly, preventing the consolidation of long-term 
user–platform relationships. With respect to H3, time savings, despite being identified as a 
valued attribute among digital consumers (Yoon & Kim, 2007; Chiou et al., 2010), it may no 
longer differentiate user experiences in highly routinized environments. Efficiency, although 
necessary, appears insufficient to drive satisfaction unless accompanied by cognitive assess-
ments such as perceived usefulness and expectation confirmation.

These discrepancies from traditional assumptions can be better understood by consider-
ing contextual conditions. Users in Metropolitan Lima are typically digitally fluent, frequent 
users of FDAs, and accustomed to relatively standardized service levels, especially after 
the pandemic. Such conditions may intensify reliance on cognitive pathways over affective 
responses, elevating the importance of perceived usefulness and expectation alignment while 
diminishing the influence of operational cues. Accordingly, expectation confirmation exerted 
a significant positive effect on satisfaction, validating H4 (Bhattacherjee, 2001; Foroughi et al., 
2024). When performance aligns with expectations, users feel reassured about the platform’s 
reliability, reinforcing their perceived value of the service (Ng et al., 2023).

Perceived usefulness also showed a positive effect on satisfaction, confirming H5 and 
supporting the premise that users favor platforms that enhance efficiency and conve-
nience (Bhattacherjee, 2001; Foroughi et al., 2024). Its significant impact on continuance 
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intention (H6), as also noted by Ng et al. (2023), indicates that functional benefits play a 
decisive role in fostering sustained use, consistent with the findings of Yan et al. (2022). 
Additionally, the positive effect of expectation confirmation on perceived usefulness (H7) 
highlights how meeting initial expectations strengthens perceived value (Kurniawan et al., 
2024). Satisfaction exhibited a strong positive effect on continuance intention, support-
ing H8 and underscoring its central role in post-adoption behavior (Bhattacherjee, 2001; 
Foroughi et al., 2024).

Contrary to established frameworks where satisfaction acts as an affective bridge between 
operational perceptions and continuance intention (Bhattacherjee, 2001; Foroughi et al., 
2024), H9, H10, and H11 were not supported. The lack of mediation indicates that attributes 
such as promotions and time savings are processed as routine functional standards rather 
than emotional drivers (Parasuraman et al., 2005; Pasaribu & Aruan, 2024). Consequently, 
in this context, operational factors lack sufficient weight to activate satisfaction as an inter-
mediary mechanism for user retention.

Collectively, these findings refine the ECM within emerging markets by showing that cogni-
tive judgments (expectation confirmation, perceived usefulness) are consistently strong 
determinants of satisfaction and continuance intention than operational attributes. The 
results highlight the central role of expectation management and functional usefulness in 
shaping user retention within the competitive Latin American FDA landscape.

6. CONCLUSION

This study provides a comprehensive view of the factors that determine user satisfaction 
and continuance intention in FDAs by integrating the ECM with service-specific func-
tional variables. The findings reveal that, contrary to expectations, traditionally relevant 
variables—such as delivery experience, promotions, and time savings—do not exert a 
statistically significant impact on user satisfaction. This suggests that while these factors 
may play a meaningful role during the early stages of adoption, they lose prominence once 
service standards become stabilized and users develop more consolidated expectations.

In contrast, expectation confirmation and perceived usefulness emerge as the key predic-
tors of both user satisfaction and continuance intention. These results support and extend 
the ECM by demonstrating its applicability in digital mass-consumption environments, 
where cognitive assessments tend to outweigh affective reactions in shaping post-adop-
tion behavior. The evidence also confirms that satisfaction exerts a positive and significant 
effect on continuance intention, highlighting the importance of delivering consistent, reli-
able, and value-enhancing experiences to foster consumer loyalty.

Overall, the study highlights the central role of cognitive mechanisms in the retention 
dynamics of food delivery platforms and underscores the need for future research to further 
explore contextual and moderating factors that may influence post-adoption evaluations in 
emerging digital ecosystems.

7. THEORETICAL IMPLICATIONS

This research offers several important theoretical contributions. Within the framework of 
the ECM, the findings confirm that expectation confirmation and perceived usefulness are 
key predictors of both user satisfaction and continuance intention in food delivery plat-
forms. By reinforcing the centrality of these cognitive mechanisms, the study provides 
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empirical clarity regarding how post-adoption evaluations are formed in utilitarian service 
contexts, showing that users tend to rely more on cognitive assessments than on affective 
responses when interacting with high-frequency digital platforms. In doing so, this study 
helps refine existing continuance models by highlighting conditions under which cognitive 
pathways become dominant.

The study enriches the existing literature on post-adoption behavior by incorporat-
ing service-specific functional variables into the ECM. Although these variables did not 
demonstrate significant effects on satisfaction, their inclusion broadens the theoretical 
understanding of how operational attributes behave within mature or highly competi-
tive digital ecosystems. The results suggest that, as service standards converge across 
providers, traditional operational drivers may lose explanatory power, prompting the 
need to re-examine their role in continuance models and to explore potential moderating 
mechanisms.

Furthermore, this study contributes to the literature by examining FDAs within an emerging 
Latin American digital ecosystem, where technological adoption evolves under sociotech-
nical constraints that differ markedly from those in mature markets. 

By demonstrating that functional attributes exert comparatively less influence than 
expectation confirmation and perceived usefulness, the study shows how post-adoption 
mechanisms in emerging economies may follow distinct behavioral patterns. This contextu-
al perspective strengthens the theoretical rationale for extending the ECM to environments 
characterized by accelerated but uneven digitalization. 

8. PRACTICAL IMPLICATIONS

From a practical perspective, this study provides valuable insights for delivery compa-
nies and other digital platform providers. The findings suggest that firms should prioritize 
strengthening user expectation confirmation by ensuring that core service elements consis-
tently meet what is promised to users.

Additionally, perceived usefulness was shown to exert a direct impact on user loyalty, 
underscoring the importance of designing experiences that emphasize efficiency, conve-
nience, and functional value. This objective can be achieved through the integration of 
predictive technologies, such as personalized recommendations and real-time order track-
ing systems. 

For governments and stakeholders within the digital ecosystem, these results highlight the 
need to promote digital literacy and reduce the technological gap, particularly in lower-in-
come sectors where delivery services have become essential. It is recommended that 
digital literacy programs incorporate modules focused on basic digital skills and user expe-
rience, thereby fostering greater inclusion and sustained use of these platforms.

9. LIMITATIONS AND FUTURE DIRECTIONS

This study provides meaningful contributions to the analysis of continuance intention 
in FDAs; however, several limitations should be acknowledged. First, since the research 
was conducted exclusively in Lima, the findings cannot be generalized to contexts with 
different sociocultural characteristics. Future studies could replicate this research in other 
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regions of the country or across different Latin American markets, where variations in 
technological adoption, consumer expectations, and platform maturity may yield different 
behavioral patterns.

Second, the use of non-probabilistic sampling limits the representativeness of the results. 
Future research should consider employing probabilistic sampling methods to obtain more 
heterogeneous and generalizable samples. Moreover, given the methodological advantages 
of longitudinal designs, extending the temporal scope and incorporating external vari-
ables—such as economic fluctuations or technological advancements—would enrich future 
analyses and enable researchers to examine how continuance intention evolves over time.

From a theoretical perspective, this study focused primarily on functional variables such 
as time savings and delivery efficiency. Future research could explore psychological and 
emotional variables, including hedonic motivations, user experience, or perceived well-be-
ing, to understand whether affective processes may regain relevance in less routinized 
digital environments. Additionally, while satisfaction was considered as a key mediating 
variable between functional service perceptions and continuance intention, other potential 
mediators— such as user trust in the platform, perceived fairness, or customer engagement—
should be examined to capture more complex dimensions of digital consumer behavior.

Finally, the study did not address potential moderating variables that may influence the 
strength or direction of the relationships analyzed. Future models could incorporate moder-
ators such as prior experience with the app, frequency of use, or digital literacy, as these 
factors may shape how users evaluate platform performance and process expectation 
confirmation. Including such moderators would provide a more comprehensive under-
standing of the continued use of digital services and refine the predictive capacity of 
ECM-based models across diverse user groups.
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