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ABSTRACT

This study integrated culture (language) and perceived service quality into the UTAUT model
toexplore the intentionof internationalstudents toorder foodonline inChina.Theresultshave
demonstrated that performance expectancy, effort expectancy, culture (language), and perceived
servicequalitywereallsignificantpredictorsoftheintentionofinternationalstudentstoorderfood
online.Also,culture(language)wasdeterminedtoinfluencetheperceivedservicequality,effort
expectancy,andperformanceexpectancyoforderingfoodonline.Performanceexpectancy,andeffort
expectancywererevealedtobesignificantpredictorsofperceivedservicequality.Furthermore,the
intentiontoorderfoodonlinewasadeterminantoftheintentiontorecommend.Theimplicationsof
thesefindingsarediscussed.
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INTRODUCTION

Electroniccommerce(e-commerce)issimplyconsideredastheexchangesofgoodsandservicesvia
thevirtual/electronicmedium.Italsohastodowithanyformofbusinesstransactionswhichenables
theentitiestoengageeachotherelectronicallybyeliminatingthephysicalcontact(Gupta,2014).A
broaderdefinitionofe-commerceistheapplicationofinformationandcommunicationtechnologies
inbusinesstransactionsinordertocreate,transformandredefinerelationshipsforvaluecreation
betweenandamongorganizationsandbetweenorganizationsandindividual(Gupta,2014).Based
on thenatureof the interactionwhichoccurson thee-commerceplatforms,e-commercecanbe
oclassifiedintoBusiness-toBusiness(B2B),Business-t-Consumers(B2C),Business-to-Government
(B2G),Consumer-to-Consumer(C2C)andMobileCommerce(m-commerce).Thehightechnology
developmentoftheinternethasprovidedastrongfoundationforthee-commercephenomenonto
boom(Bressollesetal.,2014;Faqih&Jaradat,2015;Nilashietal.,2015;Towers&Xu,2016).The
developmentofe-commerceprovidesnumerousbenefitsnotonlytobusinessesbutparticularlyto
theconsumer.Consumersarenowturningtoe-commerceareatoshopduetothecomfortitoffers
themtoshopathomeconvenientlywithoutphysicalandtimelimitations(Jiangetal.,2013;Rezaei
etal.,2016).Thisvirtualmarketplaceprovidesunlimitedaccesstomanydifferenttypesofproduct
andservicesamongotheradvantageslikeproductcustomization,real-timeinteractivecommunication
andquickerdeliveryservices(Yeoetal.,2017).

Chinaisoneoftheleadinge-commercegiantsintheworldduetoitshightechnologicaland
economicdevelopment.MoreChineseconsumersconductedtheirshoppingonlinein2017which
sawe-retailssalesreached$1trillionforthefirsttimeinChina(DigitalCommerce,2018).Thiswas
anincreaseof32%from5.43billionYuan($869billion)in2016(DigitalCommerce,2018).Itis
estimatedthatmanyoftheseonlineshoppersinChinawereconsumerswhoresideoutsideofChina’s
bigcitieswiththeirpurchasesincreasedby39%in2017to1.245billionYuan($199billion)which
accountedfor17%oftheonlinepurchases(DigitalCommerce,2018).Thesaleoftangiblegoodssaw
anincreasefrom28%to5.48trillionYuan(%877billion)whichaccountedfor15%ofretailsalesof
physicalgood(DigitalCommerce,2018).Thepositiverippleeffectoftheboomofthee-commerce
marketinChinaisthehugedevelopmentoftheonlinefooddeliverysysteminChina.Thegrowth
oftheonlinefooddeliverysysteminChinaissupportedactivelybythe300millionusersofonline
deliveryportals(Goldstein,2018).Theadvancementintechnologyhasbroadenedthenatureand
scopeofonlinefooddeliveryserviceswithsupportfromsoftwaresolutions(Goldstein,2018).The
growthofthehospitalityindustry,developmentininfrastructure,rapiddevelopmentandexpansion
of cities are major contributing factors to the growth of the food delivery industry and service
providers(Goldstein,2018).Othercontributingfactorstothegrowthoftheonlinefoodmarketin
Chinaareimprovedlogistics,increasedpenetrationoftheinternetandsmartphonesaswellasthe
developmentofuser-friendlyfoodapps(Goldstein,2018).ThemainplayersinChina’sonlinefood
deliverymarketareMeituanWaimai,Ele.me,ENJOY,Home-Cook,Daojia,Grab,FoodPanda,Just
Eat,andGrubHub(Goldstein,2018).ItprojectedthatonlinefooddeliveryservicesinChinawill
reach$48.1millionby2025(Goldstein,2018).Chinahasquiteanumberofinternationalpersonalities
livingandstayinginChinaeitherforwork,studyandotherreasons.Theseinternationalpersonsin
ChinaaspertheirpresencewithintheChinesecommunity,thereisahighpossibilitythattheywill
engageintheonlineinteractionwhichhasengulfedthedailylifeoftheChinesepeoplesuchasthe
penchanttoorderfoodonline.Internationalstudentsareamongstthetargetforeignnationalswho
areindifferentChineseuniversitiestostudywhomayactivelyinteractwiththeinternet-drivenlife
inChinatoshopandpurchasegoodsandservicesfromtheonlinemarket.Itisthereforeimperative
forstudiestoexaminethefactorsdeterminingtheseforeignnationaldecisionstoengageintheonline
deliveryservicesinChinaparticularlytheonlinefooddeliverysysteminChina.

Theobjectiveofthisstudythereforeis toinvestigatethefactorsinfluencingtheintentionof
internationalstudentsstudyinginChinatoorderfoodonline.Thisstudyisvitaltoserviceproviders
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