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Abstract

Theory of reason action and theory of planned behavior are both important theories to
predict intention, and also discovery many of important factors which influence behavior
intention after few decades past extending. Foodpanda is a well-known delivery service
platform in Taiwan, and it became the top of food delivery platform in recently. Therefore, this
study uses foodpanda delivery APP as an example, and uses theory of planned behavior as a
fundamental to predict consumer’s behavior intetniton which use foodpanda APP. This study
also based on literature review to add three factors which support theory of planned behavior
to predict behavior intetniton, including descriptive norm, personal norm, and service
convenience. Examining attitude, descriptive norms, injunctive norm, personal norm, perceived
behavior control, and service convenience which influence behavior intention or not.

In this study, the users who used foodpanda APP were selected to fill in the survey through
the online communities. A total of 211 valid responses were collected, and use regression
analysis to test hypothesis. The results of this study are revealed the following: (1) attitude
positively influence behavior intention, (2) descriptive norm positively influence behavior
intention, (3) injunctive norm positively influence behavior intention. (4) personal norm
positively influence behavior intention, (5) perceived behavior control positively influence

behavior intention, (6) service convenience positively influence behavior intention.

Keywords: Theory of planned behavior, Descriptive norm, Personal norm, Service convenience
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B ML ER P ALEARR S RT A RAER 0 & R A Fenid
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o+
\\\?{Ir
B
! -—

:‘+
N5

FER o AP F AL S L AR R EARE o AR RS LW
2 R F Tﬁ@’\ﬂ”ﬁagﬁaﬁaﬁ%ﬁ FHLE-

md g M E K E S iET 5 (food delivery platform) i 34 % B - {345 iR F %
(Kantar) & 2019 & 7 7 80 R 5 58 % > 16 1 65 fichd A @ % T 54 g
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W L4 APP » § # & BB 37 ML 8 $~ (Beliya, Kujur, Verma, Nagwanshi, Sahu,
Uikey, and Bhat, 2019) - 48 + ¥ & ¢} i# (online food delivery) ™ At ¥ & 5 i iFse i e | &
4% APP ¢ % Fefod # ) vl B #-8 4 0b A 2 b i g 42(Vinaik, Goel, Sahai, and Garg,
2019) «

Das (2018)42 FlA A% % L BBl i (5 8 A ARM APP kit (72 B o+ b fE R
FH= NGB R g Rrosk e RDE SR " UEEHE R T F L&
AA &L g2 F(Yeo, Goh, and Rezaei, 2017) - Jacob and Sreena.K (2019)+ # 7+ ik
Uber Eat % < # APP 2 Af £ #% i RAE S H L enF & § 5 4 J 370> & 24 APP
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B £ QAT S0 WEY PR H AR 0 2 F R EF S A R P AR
AR THEa Y > A A AHEY - BY Y R
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ERAPM S FE v 2 FaER D BB E > X3k B E i i R4 (Jacob, 2019)
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Fishbein 7 1967 # § =t 4% ) 7 324 {7 3 32345 (Dunbar, 2017) « # 2 4 & 1975 & < 3
Fishbein fr Ajzen & =% & 813 < 2 # * (Bagozzi, 1992) - ¥ 4 * RITE IR 5 E B
A @ X TR Lehi * (Ryu & Jang, 2006) o 3244 {7 5 I h oA~ LA R TAL ¢ IR
Penh 2 FS AR &7 5 2 e B(Gavaza, 2010) > 1 2 { FenfE R 75 C B A Y L E
L@ﬁ%ﬁmwmml%ﬂoi{?%ﬁﬁ%?%ﬁiﬁ%%#@&ﬁﬁé%@iﬁ%

% 4ci@ & J(Fishbein and Ajzen's, 1975) - Bl 2-1 5 3242 {7 5 3L 2 FF 45 -

AT B RE R { BB
GEEd { i
AR AR B ETEE

Bl 2-1 47 5 2m 4
74+ % & © Fishbein and Ajzen (1975)

R ELEmN=Z BARPEL A W AT S E R & o B (Ajzen and Fishbein,
1980) > Tao (2008) L & B 4 (7 2 EAA B A T4 T 2 L BA-2 > m (75 LB EAMB A
75 R A E BB - Paul (2010)%-(7 5 R BT B 4 LA & B AT& R
iEF LA BALROREAT A RAALRR LA RALIP YA RER FEART
AR E A G B A ATE R R ehd BT 5 (Fishbein and Ajzen, 1975) o ¥ 104345 B A 1B &
LM eni7 5 kIERHE R B(Mussa, 2011)- @ B3R R BAL T R E AR BT E
LEAPIRBARELAN S S I ER FTAREGFLFEADN S ¥4 (Ajzen,
1991) > Andreu, Bigné, Chumpitaz and Swaen (2006){ ¥ % |7 5 R B* & 2 7 % 38 < 3
PArE PR RIS T2 FAABRBANPAR g EZA S F P L FLER
2O R A RS AT L 0 (7R ABARRREE T ST Y gAXE o
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F AT 5 (Mussa, 2011) o » Edp- BAFA ~F P A FL7EFDLG N L5
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Ajzen, 1975) R T84 7 5 T AT B A B STl R L L A F A F L B
FABAA P R BIE A H 6 R i R BB 4 48 F1F (Ajzen,

1991) - » )T*‘ui?ft’if‘i'ﬁf?% LA - TR 2N ABE AR gl ™ > e i

BAPLABEXTORALREFERES §LHdd e it FThEAZENEL
PERE o mips RILPEE EEGE L 6 F ¥ pma R F(Trafimow, 2009) -
EX P X HHER i1 %
%o SEAT o

B 22 3567 5 T
T &R ¢ Ajzen (1985; 1991)

Flt Ajzen (1985):n 5 7 PFiF B A € FLD| 3 7 ded anph P A EBFF R L o
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M BERTIE G TR L AR o AERAA R i EE S AR
TR EEE g FE e AR RFE B ANk o 7 S

LI Fl%& o @ Triandis (1980)» 32w Fa4md]e 2 p Ao ~ p A Fhan 2 Ep

GRLEL TR I ARE R R AR E N ATH e R 7 A LM
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A RIREE LT F R TR R L AP % AT ARET ¢
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fode £ f238 4 0 ¥ ¢ Fang et al. (2017) 27 7 A ¢ 45 (social norms)p¥ » 325 H#-3 AR
o A AR S Ry R 2 A TR R o R R B (normative influence) € B2 5 7
R o MALE J’ﬁ,# BT LG er  ad ﬁ*&# ePE 4 4P 12 (Doran, and Larsen,
2015) - 4+ ¢ *thﬂii:}% IMFFHBAH LIEEfoLEL G ARE

VRASEGY DABERE NN L R BR(ZRE > v AE 0 2018)
Rivis and Sheeran (2003)# |3 % 7 7 ih ¢ > $ 4 BALF PR A PEA T i L4 AR
FRriBaP PR nE L d g FFPRF] Flt e M EERFTIALE BT o
S 3 1 AL R -

Cialdini, Kallgren, and Reno (1991)# ] " .4 | AR TR nEf o Ak g+ R
FPod iy CBXAIES FIPE TR ERBACET 2T H s AHA S F  HaniF
FR AR FT B AL SF S DR AT PR # L R o Doran
etal. (2015)%e » 1 B A P24 > P BFRHFE L ARG L » B B AR A

4 (self-concept) ¥ ] & B FIiE 46 & 4% M 4 7 % 7 {7 5 - Cialdini etal. (1993)» 325 R 5
FrAM GAALSERE AR IRERE AR BABTRIA - KFEERERL
EHBARADRE R BAERPER I B ARE e BT RE AR 23 5 RE R
o BAERE  RHEERFLFLR -

%23 M TR LKL AT

t THfof3 1

Fapt A B ES TR 7 5 - A 6 4 B R S

AN X PER O DR B EH R A A 2 {7 $¢(Cialdini et al.,

1993) -

FHEPN P AP ARHETeB A p A F > L AR
R E N 1
£ -k 7 %5 (Costa, 2013)

BB S HA gt > KAIEp e B AR ER R

o
(%
=
?\E

(Cialdini et al., 1993) -
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Rids AL 2L HH o AT RS H T S APM Y o I Aod 24
% 2-4 3 F 7 E AP Fﬁv‘[ﬁ%&’fﬂ'—_
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TH (& 4) i d FRE%wHm
1 ¥ %
Knabe, (2012)  APPlying Ajzen's Theory MERE fIT3 4 F-2HmET 0
of Planned Behavior to a Do R BREARZEITORE T L EAT
Study of Online Course MBI a2 KEFRER2F
Adoption in Public Relations  #cF* LB METFRIBER
Education el e B EREL B T
3 OFRA TR R
B S TR R B
Lin, Updegraff, The relationship betweenthe F % 2 & &% X% (7 5 10% kiFd =
and Pakpour, theory of planned behavior 2 * ¥ A SRR & F IR F & OF 1L
(2016) and medication adherence in 5% B 7 (Medication Adherence) > #* 3

patients with epilepsy
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B LA LA
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Verma, and An APPlication of Theory of R %3 & JI* 3+ % 7 5 23 KIER £
Chandra, (2018) Planned Behavior to Predict i @ # 48 $ i f %+ 2|3k > L if
Young Indian Consumers' FEPEE FOFRLSIR BEHTR
Green Hotel Visit Intention ¥ BAFERFTEZIBAOEL F
—% °
Jiang, Yang, Yu, Mobile phone use while MERAEL Frimdprgr 242 75
Bao, Huang and cycling: A study based on 2 LB P RBORATETIH R
Feng, (2019) the theory of planned FEAk FLhAo T ARBMIES
behavior B iFLE X2 oRREZ
ED RS S S
Japutra, Travellers' mindsets and AL ErFEFESERPRRE
Loureiro, theory of planned behaviour & @ L 27 T Z AW T $ % 47
Molinillo, and AB PR R E LR T IRRIE AR
Ekincid, (2019) z ABLALE R S ]
ABRAFEHE L FFADS
E* o
Liao, and Fang, ~APPlying an Extended LTEHS BEVAFSEREFIR
(2019) Theory of Planned Behavior #3 @ # Z ROV HFEFEET 7%
for Sustaining a Landscape ~ BL% R SRR AR AR
Restaurant ] Gt U S e Nl
RS - JFEL I PN (Ll
s By reE THAR
8 EEIE) RN
Peprah, Households’ willingness to ERE I FaeET PRI g
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Acheampong,  adopt greywater treatment E e I SRR RIFETE

and Vries, technologies in a developing ~ # ¥%% = {7 2 ol L o2 HE

(2020) country — Exploring a WAl AT AT B RERA
modified theory of planned HFHLBOP TR -
behaviour (TPB) model
including personal norm

Si, Shi, Tang, Understanding intention and AL Eru gt 7L EaE

Wu, and Lan, behavior toward sustainable 2 @ #Fp  F AN R ZH I v FY

(2020) usage of bike sharing by FaAk BR* LT ERFER
extending the theory of Herw*r Faowf 758
planned behavior Fo T OLRAER Y F NS

Bl frig 4L &A% o

Meng, and Cui ~ The role of co-creation A hE FEhrERABEHRE

(2020) experience in forming g MEHETEEIERY
tourists' revisit intention to THEREL INEAGFLLIAERRE
home-based F 4 RO B R DL T
accommodation: Extending TEiipfler e BELS
the theory of planned LH A RpEFREEAS
behavior BRI o

Kim, and Merging the norm activation FAAE &R F M E S Norm

Hwang, (2020)

model and the theory of
planned behavior in the
context of drone food
delivery services: Does the

level of product knowledge

2 ¢ % B Activation Model) 3 3+ F 7
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PR FE LR R
SRS BIEHE
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e & PRIBFT I

PRAR i dg i) § F enpE g 0 DY RPER Y Ak B L B

ke

erpRix 44 (Berry, Seiders, and Grewal, 2002) - Roy, Shekhar, Lassar, and Chen (2018)~ #
FIRAR IR i) f o ] & R ¥R ATE Y TR Y S S A 1
BEXTHRRL LR TR -

Copeland (1923) & 5% {74V 5540 B < }]?e Pk TR s g "F*f > Berry
etal. (2002) { EiT— H # P § F $IRFFenaodf o Big ¥ SR RITE o D apE T 2
¥4 ommEREY S SR ﬁQAmﬁw»ﬁ&#m LE& S A ATILIRFR
BRI F IR > ¢ BRI IR S T8 o Tk B3R NRGE

i 4p BE 28 f# » 4@ 2-3 “FE e

¥
TiEHIEF
FRFAE A
Wfs o 4 1 WA HEN B HRERE TR
* RRMEAME
. gg‘%'}%— ™ 3 1 ¥
3008 A .
* R EEM — . BEAR -
Y i
< . AIBEAIE P
T BhESR 4 . =
s BABEHE
* FxfE4E
REAEHMEF BHHEAE RN
+ RIEEE « BEHMERE
c BEEH - HHEA
- AR - BEe
< RIS A eI RS - &k

B 2-3 PRI 1457
AL %R © Berry, Seiders, and Grewal (2002)
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E-4 PRI 142 > Xie, Peng, and Shen (2010)» #& FIPRFAF 4 e 77 Bag @ AR
i{ 14+ (Decision Convenience) ~ 38 i i 11 (Access Convenience)~ % % if |} (Transaction
Convenience) ~ 4| & 1 §1 % (Benefit Convenience) * fr ¢ ] £ i I 1 (Postbenefit
Convenience) > 8 54F & #IRF T e ¥ 2 72 HE ¢ L2 DPRBFEAN F ¥
BAZR s STEFAAMAF AR L 25 SIRBTINET FFF 2 LAY -

425 RIA{ BT EFRE 2L LD

2 LS

LR FRFHA SRRy 4 e g R JRIp B D
& % (Seiders et al.,2007) -

it FRHTRRER R S KRR Y MR ¢ 3 AR
FpRAE E_FE F b 3 B hde (7(Xie et.al.,2010) -

TE I W?%%*ﬁ?%@??*ﬁwz¥mﬁ§’<¥w*m%
A% £ o ) f H 4573 & g X #PRG3(Berry et al.,2002) ©
WP EENEREFEY S AMHR IR DE R F R Gl

R SR FALD o G ATF APRIERATH-€ F KT A A Aok BRI
mAr A k2T €A f o 2 (Berry et al.,2002) e
WFE X PRI hE e o B e R BT e

A& gl Boy 4 dhs 3240 -« R4 % 81 R (Berry et
al.,2002) °

TR KR AFL P FER
W R FRAIRIEATR IR ORREY S RIS R R LB LR
PRAE 5 AR & PRAR I 1P B 4 F1 % (Berry, 2000) o PRSI FIH ¢ B FH B $#0R

f
R Tika PEBEERECEEBRLAE 0 R R E L PR (Afag, and Sablu,

[ad

2018) © Berry et al. (2002)% #* = X eFpRAT U F KTl > s FEAAL AL 0~ fE7

VA g R CERTE s i I B &r/ﬂ i‘FRijx{'f My € R AT | PR AR & B
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RALR A E LA IR TSR LA S ¢ B P(Roy et al,

2018) o ® &% § PRI 12 AR M 2t > B Aod 2-6 -

4 2-6 PRAFT A 740 M )}%ﬁ‘gg

EREE
FHER) s SE
1 ¥ %
Farquhar,and  Convenience: a services MR AL K 0 T HIRG
Rowley (2009)  perspective E Ly IR TR 2
H PRIFE Ak b 2 & - AR
ZHEEFF Y ha iz
Chang, and The influence of multiple REAE FyHRBEIHILeEE L
Polonsky types of service convenience & : ¥ Bl UEBEEBIREEE
(2012) on behavioral intentions: S 'fg LEen? A 1E% Ty 2@
The mediating role of PRAF I ¢ BEE 5 4
consumer satisfaction in a B> @ AP A iEr §MLe T
Taiwanese leisure setting 37 ¢ fixck o
Jiang, Jiang, Consumer Perceptions of E- & & 4 5% 35 i JRI I 11 % b 4 5 i
and Liu (2011)  Service Convenience: An ek R B R R E RIS
Exploratory Study FPHES HFE o DM ER
e g g kg B RS RA o e d
PR T 4 o
Aagja, Validating Service PERE HRFRBATHIEFEZHER
Mammen, and  Convenience Scale and 2 ER ORBEE AL ABIEEE
Saraswat Profiling Customers: A )] BRI o BT e
(2011) Study in the Indian Retail BREREFHFREPM S

Context

Fo DERBALET o
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Jiang, Yang, Measuring consumer LR SERRMES A PTRRME
and Jun (2013)  perceptions of online Py PR EREAE P T
shopping convenience ] Bor o BRSPS TAIEHE
~LREF LAPB B
Chang, Chen, A study on the effects of A A IR AR S
Pang, Chen, and service convenience and PES -] GEARAEE - P H
Yen (2013) service quality on REE vHLRBG TR
maintenance revisit T3k e P Ao PRI A
intentions 2T IER o
Lai, Ulhas, and  Assessing and managing e- ER L PrrdferagRal s
Lin (2014) commerce service A L RR R B PRI 2 4p B
convenience V¥ Moo T A E AT
RN lER o L 2RA
BRTR > BT TR
2. FF - HIRR e
Kaura, Prasad,  Impact of Service Quality, FERAE FHARBITHME S BEERR
and Sharma Service Convenience and E L8 R R BRI T2
(2014) Perceived Price Fairnesson % = BB o g &7 4p M 7
Customer Satisfaction in 23R8 AT
Indian Retail Banking Sector WA LTRELRL -5
Mehmood, and ~ Understanding the impactof K &3 & fI* $ 8% & ¥4 £ p I Ay
Najmi (2017) service convenience on E L F PRIE R A AT PRI 14 4p B
customer satisfaction in i Fld o T3k A B R e

home delivery: Evidence

from Pakistan

H IR il I
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Fernandez, The effects of service AR 3o & F (Perceived
Ruizb, Gavira,  convenience and perceived ~ # : @ ¥ Quality)~ 4§ § i€ (Perceived

Colodnc, Pittsd,  quality on perceived value, ESN) s —*Ff Value) ~ PR7% i F1 1 $H4E 2 2

and Garciae satisfaction and loyalty in BRAMEB DA B L AT
(2018) low-cost fitness centers T IR FIE R B g

B 2R s £

B9E THTE -

TR KR AFEL P TEE

L
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$- & F{EHE

AP 2P bt ER T REBRE T R4

=% B33

£EAadl, & TRBTANE ) ANHE S LR EN G S8 R g Fe R
LIRS CE RN T L Rty ER
AR
H1
ERE N -
H2a 45 3l M AL 8
H2b 4 41 41, 56 |
H3 ITHEE
A8 AHEHR 30
H4
AT At H5
AR 542 A
H5a # R {8 #] 14
H5b 33 18 #]1E
H5c % § 1@ #] 14
H5d #| & 1@ #| M
H5e & #| & 18 #) &
Bl 3-1 # 1 E W
Y-8 F3EX
-~ HRFAEAWMIM R
R F ARG L ARATAT A mAFE AR E g 29 iR

Ar kTR BAMMYFEFL AR S ISR

BREFE LB 2ZFOM 2% e BEF

Bl 5.7 # e 1% % (Chung, 2015) -
Kelly and breinlinger (1995) & 7 f& & ~ 7 &
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LB BIERT AT KIEP 7 5 2 B o Heberlein & Black (1976)4% 3| % it B 27 {7
PABARER s F > HApM AR R ARP & o

BAGBRIHGFH 225Dl BiT0 TS LB {%E{E\?% %E{;}-ﬁ_ﬁ z

(Ajzen, 1991) = E_B A R - HFThE b F Bl - BEFEFEOE T E B 2 5
P HHERNE L e ED G 3R (GRS ® 1997) 0 Fl A FTE 4R it A o
- BRI BAFNESHEAPP I H TN EBEE FLAR TENEXK
Hl:@» %643 APP i 47 5 LME S & o B3

S CABRRFEIFIAMLIM G

PEAEGRY GAERFE AN AE AL RPN e AR EHE AT E
& ch At e G 2 B4 (White et al,, 2009) o @ o8& 4 @ F £d 4 AR TR
i R 4 (Cialdini et al,, 1990) © j&aE2 2 %k - 3 AR 7 5 & Bl 2P &
TSI R e T R A A ARORE ) AR A LB FE ¢ £33 9(Van den
Putte, 1991; Godin & Kok, 1996; Armitage and Conner, 2001) - White, Smith, Terry, Greenslade,
and McKimmie (2009) % 7= » ™ § K3 > A BARFEFBL PO B L0 Fpt %'%\535‘
(e. g. Cialdini, Kallgren, and Reno, 1991)3 % L BLR§ F § & 4 P24 0 F & 7 e Hu &
FR N RMED N S SR BEEH T3 55 # A J L indy i 14 2R = (Johnston & White,
2003; Terry & Hogg, 1996) - Rivis and Sheeran (2003)F7 3 ¢ » 4 Body i 22054 7 5 X B
£3 B8

B Y o gt e B Y Bt (7 L (Dohnke, Gerlach, and Spies, 2011) ~

Tk % {7 5 (Smith et al.,2012)% Z & %

ck—

s AR B4 Ak 2 7 - Fang, Ng, Wang, and

Hsu (2017)+ #& 3| & f 2454 HRT » &3-S 7 2 2% 7 4o » RFEF RN L %4 3R

ﬁﬁ%%ﬁ&@&ﬁwwéﬁﬂ#ﬁ?g%m&%ﬂ%g% 7 % & Bl(Smithetal.,2012;
Fang et al., 2017) - Araf oo He VIEGR

TR EGHEAPP A BARAFHGETLABEF IR
H2a: @& % 2 & & APP ey PR FH TS AR EF 2w B 58 -

H2b: % £ 843 APP b £ BRFHFLARE T E o B L -
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ZOBABRPAEARMLM G

Fishbein (1967)# 3| i# * 3 4 (individual's behef)ﬁ* g B AIRAE P e R E AR i&%’\
B~ 24 o Onwezen, Antonides, and Bartels (2013)#% | & B # 7 5 24 & B £ {0 4
Fr R LFEARERDERTFF HFT s Br s ARIFBAERFL T AS
fE% o pbob s B A AEE (7 5 LB £ & ¢09F p| F]+ (Bamberg, Hunecke, and Blobaum,
2007) o

iﬁﬁ_éﬁégkt’ P B ARRFEEE S ARFERYEY ARE C RED 6 R
(Gérling, Fujii, Gérling, and Jakobsson, 2003; Onwezen et al., 2013; Han 2014; Poortvliet et
al.,2018)c Flpt A 4 E € 24 APP R BAMRE D B L LW F
Araf oo e T OEGR
H3: @ * 28 APPehBp A PRERHEFZAREF Lo BT -
RS Sk T2 IR A N BN B

Ajzen and Madden (1986)z& % v ¥ 7 s Iy #lmf v M RFEE LB R B EF S » T

pal

B~ 2R — PR g BB A {7 5 B4 o Ajzen (2002)iE - H IR 7 5 Al 9

B FF o 0 Al Ep Aonit fo i (controllability) » w ¥ S & {7 3 A RenEE S A2 R
6% Lot B A TR RN F o
AT R AP B E P A RALF S TS RS R F(KIn

et al., 2013; Verma et al., 2017; Liao and Fang, 2019; Kim and Hwang, 2020) - %%} #73f » #%

T OEE
4: % 2N FAPP o TR HFIHGFLARE e o
I RBTIEfEFE AWM
Thuy 2011)3% 5 7 3 & & 25 )8 &) > & 7 fRPIRAH I IS 02 2 e 83 BB

R HAER ASIIRY A Rie- $PEE EERT R o BEF R R R H PR
B R frdeimd s d p o PEFERET R KAE - L FFY R H T {2 (Farquhar, and
Rowley, 2009) -

WA T R 0 RIFT AIE¢ B T 5 & Bl(Seiders et al.,, 2007; Chang and
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Polonsky, 2012) » + ¢ ®2 5 § # & M- Bl(Gounaris et al., 2010; Aagja et al.,2011;
Mpinganjira, 2015; Pham, Maskeliunas, Misra, and Damasevicius, 2018) o 57 F #73f » 3% d1
2%

H6: @ % % &7 i APP R fIH 5 AMEF 2o

oy

Héa: & * ¥ a i APP i - L QI HF5 A BEF &

g

vy

a

Hob: & * £ 8¢ % APP 23T { JIRH T A BEF & 9

¥
RS
=g

Héc: i@ * 2 87 APPe S QfIMHEFE AWML 2w B

a»

Hod: ¢ * 2 34 & APPflZ T I HEFZAREF 2@

ol

ar

Hbe: & * 2 571 ix APP B JIZ QI HF I A WMEF o B -
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KT & 53 E 7R IB R A ,ﬁ%%(ﬁﬂtr}{# 5,“&%%) B AR
o AR R A SR MRS AT ] Rl Bk (T kAT 4 320

%32 L REHFTIELELA

¥ PP A
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-
=
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N R N N N T Lt
LA Fishbein and Ajzen (1980)
R e R

HE SR A ks > RS
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=
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Reno et al. (1993)
e B ATEER-

3‘%3@%;@ ’k;%m&i—’-}"’/—& \i\j‘!{t

R Reno et al. (1991)
2R AR
B, mp Ng g Erfe® 4 op RN

B AR g Costa (2013)
B oA EZEA
B A AEFF S R R R b & T

7R Ajzen (1991)

LR R o
Wy i?ﬁ% i H PRARACL T F e

PRAR T I Berry et al. (2002)

§ 4o

S ETEES R G AT
(I ) Rezaei et al. (2014)
- BEEST ST A5 -

FAGOR D AT P AR

ﬂq;ﬂ PR LRI 0 SRR f{-ﬂ g;}zmgz\,fgj—gw'rﬁgl LA N ERE R
#(Likert) 7 2 g%\xﬁf’?fﬁ?ia—/}@ji/} A P‘;,T%—;J‘I—z FE%J‘F%'—%EJ‘
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"FER TR

%33 & REA e 2 R AT

T £ 4405 542
1.2 3% % # * Foodpanda # & ¢t ¥ APP 37p£%& 8.8  Shih, and Fang
ek 7o (2004)
& A& 2.8%2% i * Foodpanda ¥ & ¥ APP 37pb-% R 45
3.2V % ¢ * Foodpanda % & ¢t i¥ APP kimpi#% g -
1.2 g enpf X ¢ ¢ * Foodpanda % & *Fi% APP o ZRE A
fi i AP 2.8l % ¢ ¢ * Foodpanda # & ¢t i APP - £(2019)
3.RA foi A € i@ * Foodpanda % & ¢t i% APP o
1.E 3§ ehpp 5 P4 = 3V * Foodpanda % & ¢ ¥ ZHRE A
APP - £(2019)
EIESS Y 2.8 8 enfe 305 24 * Foodpanda £ & ¢t % APP >
Erfr saEae
3.RA e il A 2 * Foodpanda # & *F % APP o
1.#% * Foodpanda ¥ & ¢} i APP 2 k3§32 7% X  Costa (2013)

R EE N

2. A2 E o AR E #* Foodpanda £ & ¢hix
APP -

3.3V % 1§ & * Foodpanda % & “}i¥ APP o

475338 2 p & & % Foodpanda # & *F i APP -
S gyt s > mARE R

Foodpanda % & *}i% APP -
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1.2% 5% 43 # 1¥ Foodpanda # & *} ¥ APP o Shih, and
S if 2.2% % %2 & * Foodpanda # @ ¢Fi% APP - Fang(2004)
7544 3.2%3 # * Foodpanda # & ¢t i¥ APP chdvgh o
4.5 w * @& * Foodpanda # @ ¢Fi% APP -
Ly p= » A% g % f2 ¥ _Foodpanda £ & *Hi%  Seiders, Voss,
APP E % 5 AR LMY hl d o Godfrey, and
A-R 42 2.4-% & Foodpanda ¥ & #Fi% APP i} # - i {r  Grewal (2007,
i E g 2002)
3. w g § o 0 AF AP # 45 3| Foodpanda #
a7t APPRR I Z 5 ARE DL F afpl T o
1.2 ¥ 1% pF & Foodpanda % & ¢t i% APP + i} % - Jiang, Yang, and
BT IR 2% 1 iz > % Foodpanda % & ¢t i% APP Jun (2013)
¥ o
3.“&%%‘]5'3 it i + Foodpanda # & ¢t i APP -
1. Foodpanda # & ¢t 3% APP enid #x > ;8 @ E ~ ¥ 4] -  Jiang, Yang, and
2.Foodpanda # & ¢t ¥ APP i 2c > V584 - Jun (2013)
T Al
3.% Foodpanda % & ¢t i¥ APP } pL% 4 & &% & Fip
1.2V ¥ 12 -3¢ et Foodpanda # & ¢+ 3% APP 5 3|2 £ Seiders, Voss,
B TR B o Godfrey, and
2.2 % g fleant Foodpanda # & “Fi¥ APP 451124 Grewal (2007,
FIETHNE BERITEAER - 2002)

*bix APP  # 3)4n

a

3.2V % 1 g L & Foodpanda #

B g .

a

4.3 7 11§ et Foodpanda £ & ¢t i% APP } =i &
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2t o

1A% {4 Foodpanda % & “hix APP 1} ¥ 538 Seiders, Voss,

% o Godfrey, and
RS 2. Foodpanda # & ¢t i¥ APP ¢ = ¥ehf[ A ¥ % % Grewal (2007,
il FE o 2002)

3.2 4 ¢ 16978 3 R 3L > Foodpanda % & *h i

APP 7 14 Pid g A Rk o

1.7 5 =& f =x # * Foodpanda ¥ & “}i¥ APP - ZRE S oA
75 LB 227 BE& L =x#* Foodpanda ¥ & “ti¥ APP - £.(2019)

3. A £ k& * Foodpanda # & ¢FiX APP o

TR kR L A KR

fed P

d3SirE ok TREA i) dmAs > A PR B IR S ERE - T8 3C AN kB T
e @2 i 7R RA o 4 FIF BRI BRI APP g B ATk 3§
2B Y IR B R SR a0 5N ko phde 24 2L H (Ghadiyali, 2017) 0 g dkak BT { AR E
§obiEa A I A AT E K PRT R o 1345 foodpanda suit 0 2019 E R H -
FonTHAZEEL oS 2 ke s £ TR FAliB 7,000 7o A B kK EAZE
52 Ko FE g LmEie o

FlWC AR M LB R et 2 s b T L —foodpanda 5 AT 0 1B d @ Y iE
foodpanda *t i APP chig * £ S A A4 % > LR BR Sehgizc, KO ERY FhFRR

Rtz Tie- HRFIATY 2 BK -

FIg FARELDR

— N

"E’}&

Rk
AT MR ENFZEFAY 0 iEL G R ¥ EE S iET 2 —foodpanda et i%

APP z_ ¢ * % “‘Qif‘?»’Tmﬁ}b&*J#B&éﬁﬁ’?*zr’p}a’~ WE T 246 (2K
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PItk s vkt % 35 5 0 §

I

-\ F /F'J

o

MRt L iE 211 B o

AR E R F AR A RRTA RFLSEM I L F A o AT

W2 % * i foodpanda £ & ¢t 3% APP ¢35 L ¢ #

T5 DRI SHE > BRP AR

SOOI L2 ZAIRRIR LA DR o IR E BT EEREARE .

HA o AT LR BRI ARt T LR gt Sk T5, L o475

- BH& hF - KT T 00 goihfh LA M o AT B T T 0 L AP M (i

03T S AR RIV A R AE o F 20 F R 03 RRZAOE S kY o T A

3-14 5 L R B AT R o

% 3-4 fx B ¥ Pearson #p B A +7

(WA= AR IR AR IE 2 iR I8 3
WA= 1 933" 885" 856"
AL BRI 1 933" 1 854" 668"
Ak BB IR 2 885™ 854" 1 559"
AL BRI 3 856" 668" 559" 1
LA by ¥ k85 001 (L) AM B F -
2AL P MR R R ELA T o e & 330
# 3-5 45 W 1L 4= 2 Pearson 4p B & 47
iR REERER REEREN REERER
Ty bl | 3 2 73
fo EEAR T I 1 809" 848" 629™
Fo it Ao R IE ] .809™ 1 792" 133
o AR IE 2 848" 792% 1 198
Fo it R0 R IE 3 629" 133 198 1

1*¥* A BgF R L 0.0l PF(EEE) PMEF -
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240 MK E AR T o Emi gt 4 33

% 3-6 fp & 1224 27 Pearson 48 B 4 17

w4 ‘]Vii'ﬁ-»% &L ﬁ_%% i &L ‘H—iﬂ'% pe

fl” £ ’t}_iﬂ-‘%" ?\:B

I b | 38 2 3 3
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