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PERCEIVE EASE OF USE TOWARDS REPEAT PURCHASE INTENTION
WITH CONVENIENCE AS AN INTERVENING VARIABLE ON FEATURE
USAGE OF GRAB-FOOD
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1. BACKGROUND

In this modern era, technological progress has been very rapid marked by rapid

growth in the digital industry, especially technology that has been integrated with

e's lives and activities today. All aspects of people’s lives are highly depe
le increasin
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Recently, food delivery services are increasingly in demand, companies engaged in
the business model field usually collaborate with restaurants and small and medium
micro businesses (UMKM) in various places in order to order food through their
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website or application. Then food that consumers have ordered through the site or
application will be delivered by courier service. This delivery service is
increasingly preferred by the community because people do not need to bother
anymore to go to the location and queue up. So that people only have to wait at
h t their destination to deliver orders.

o)
tr
F
n
a
t
|
local merchants who are favo ople. Until now Grab claims
80% of merchants in Grab Food co all and medium micro businesses

(UMKM). (finance.detik.com, 2019. Ace§sed on Oct 16, 2019.)

Grab-Food is a food-delivery service from an online transportation company called
Grab. Consumers can order food through Grab-Food practically because it does not
spend a lot of effort through the Grab application. How to order is by selecting the
G e Grab application, then a choice o i
he location of the customer, a
. Users can choose the meth

MOBILE APPS HAVE BEEN EVER USED BY RESPONDENTS TO ORDER
FOOD
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food. That onduct this
research.
Based on the resul respondents by the

author, 9 respondents rev re-use or repeat purchase
intention Grab-food services beca ness and simplicity use. The steps
and procedures for making an order are very easy to do and understand so it only
takes a few seconds to order. Meanwhile, based on 6 respondents said that the reason
for wanting to use Grab-Food services again because it can be used anywhere and
anytime, is not bound by place and time. From the results of the questionnaire, it can
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be seen that the ease of accessing an online application is needed. Customers really
need the easiness and convenience when shopping online. Likewise, with Grab-Food,
it must be accompanied by easy procedures in order to increase the interest of
customers repurchase.

The easiness in carrying out the step shopping as well as simple and easy
to understand procedures will make cu ers more interested. Grab applications
that are easy and efficient to navigate will get positive feedback that allows online
customers to make repeat purchases. Therefore, the ease of accessing an online or
digital application needs to be considered by online sellers so that consumers feel
comfortable using it (Pee, Jiang, & Klein, 2018).
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2.1 Perceive Ea
Perceived Ease of Use ology will be effortless
(Dewi et al, 2013). Perceived lence provided by technology
of someone's perception. The easier the technology to use the website or its
application is easy to access and understand, the more encouraging someone to
continue to use the website or application.
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2.2 Convenience
According to Collier & Kimes (2013) convenience is defined as the time and effort
required by consumers when using technology to conduct online shopping activities.
This refers to a more simplified activity or work situation, where one does not need
reat deal of effort to complete it.
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3.  RESEARCH METHOD

3.1 Types of Research
The type of research used to show the relationship between Perceived Ease of Use
and Repeat Purchase Intention with Convenience as an intervening variable is a
causal descriptive study. In this research, the scale of the instrument used is leert

ale 3 at author used in this research is a str

le

DN area consisting of: objec
determined by researche
ono, 2018:215). The pog
ordered food or drink using

r and characteristics posses
archers may not study ever
unds, power and time, then

(Sugiyono, 2018: 81). T
J food or drinks using the f
pber 2019).

cause and



ISSN : 2355-9357 e-Proceeding of Management : Vol.7, No.1 April 2020 | Page 2002

4. RESEARCH RESULTS AND DISCUSSION

4.1 Overview of Respondents identities

H Female

Source: Author’s rimary Data, 2019
Figure 4.1 above shows that e 100 respondents studied, 81% were
Female, and 19% were Male. This indicates that the majority of respondents are
Female.

Identity of respondents based on age can be seen in Figure 4.2 as follows:

W 16-21 Years
M 21-36 Years
W 36-45 years

> 45 years

.2 lIdentity of Respondent

thor’s Processed Primary
00 respondents studied,
1-36 years, 11% of th

Occupation

18%

B Employees
W Entrepreneur
m Housewife

Students

Figure 4.3 Identity of Respondents by Occupation
Source: Author’s Processed Primary Data, 2019
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Figure 4.3 above shows that of the 100 respondents studied, 18% of them worked as
Employees, 19% of them worked as Entrepreneurs, 4% of them worked as
Housewife, and 59% of them worked as Students. This indicates that the majority of
respondents worked as Students.

5.1 CONCLUSIONS

Based on a study entitled "Percei ase of Use towards Repeat Purchase
Intention with Convenience as an Intervening Variable on feature Usage of Grab-
Food" obtained the following results.

a. Perceived Ease of Use on the Grab-Food feature has a positive and significant
urchase Intention. Base on hypot

is greater than t-table. The e
ase intention is 34.6%.
e on the Grab-Food feature
e. Base on hypothesis whi
than t-table. The effect
0.

rab-Food feature has a posi
ntion. Base on hypothesi
er than t-table. The

5.2.1 SUGGESTIONS

a. User friendly

Grab-Food is known as an online food service feature with functions that are very
useful and can support people's daily activities. With the presence of this feature
which is easy to operate by all walks of life, it makes users feel easy and pampered.
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Therefore, it is important for Grab-Food to continue to innovate and improve the ease
of operation. Seeing the majority of Grab-Food users are young people and students
and private employees who are vulnerable to ages 16 to 21 years, using contemporary
languages and everyday languages that are often used by their users, will make Grab-
res more attractive.

having too many useless features.

5.2.2 SUGGESTIONS FOR THE FURTHER RESEARCH

Technology is developing very rapidly day by day. The growth rate of e-commerce
is also increasingly rapid. Likewise, with digital applications that are felt to be
starting to appear a lot. Therefore, one day people will become accustomed to and
e of online food delivery servi
pplications its function rese
re. So that Grab-Food cons
ust be an attachment or |
sts for the next researcher
en a person and a brand,
ty towards Grab-Food.
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