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Abstract 
 

Purpose: The purpose of this study is to identify factors affecting satisfaction as well as the intention of Gen Z customers to reorder food 

online in the context of a crisis. Research design, data and methodology: Data for this cross-sectional study were collected via the 

Internet by conducting an online survey of 652 Gen Z respondents, aged 15–25, in the south of Vietnam and using a convenience 

sampling method. To analyse the reliability of the scales, SPSS was used to run Cronbach’s alpha. Then, SmartPLS was used to assess 

the measurement model, including variable reliability and validity, convergent validity, and discriminant validity of the proposed model, 

as well as test the hypotheses with partial least squares structural equation modelling (PLS-SEM). Results: Social influence, price value, 

and convenience all have a positive effect on satisfaction and repurchase intention. Satisfaction not only plays a critical role in mediating 

the relationship between social influence, price value, convenience and repurchase intention but also has a positive impact on repurchase 

intention towards buying food online. Conclusions: This study was successful in identifying the factors of repurchase intention in a 

crisis setting among Gen Z customers by developing a theoretical research model via literature to complete a brief Theory of Planned 

Behaviour model. This study also took an innovative approach to earlier ones by demonstrating not just the significant effect of social 

influence on satisfaction and repurchase intention, but also by identifying critical variables that managers should focus on increasing and 

improving management. 
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11. Introduction2  
 
There has been a boom in retail e-commerce and mobile 

e-commerce in the period 2020-2021; specifically, 2.8 
billion people around the world utilized mobile applications, 
and the estimated e-commerce value of global retail sales 
reached $4.3 trillion of the total global retail market of $23.8 
trillion by 2020 (Laudon & Traver, 2021), in which the value 
of e-commerce via social networks reached nearly 90 billion 
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USD (Wire, 2020). However, online shopping has grown in 
popularity in developed countries, whereas developing 
countries, particularly those in Southeast Asia, have seen a 
lower prevalence of online shopping despite its high growth 
potential (Alyoubi, 2015; Kshetri, 2007). Recognizing the 
significance and contribution of e-commerce, policymakers 
and academics are working to understand and promote it 
(Bharadwaj & Soni, 2007; Burt & Sparks, 2003; Huang et 
al., 2022). Yet, the research context always changes over 
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time and each study is only appropriate in a certain context. 
Recognizing the critical role of context in research, the 
author aims to study the online repurchase intention in the 
context of crises such as pandemics, wars and natural 
disasters.  

Although the COVID-19 epidemic severely impacted 
the Vietnamese people in the second half of 2021, Vietnam 
effectively brought the epidemic under control through a 
widespread vaccination campaign and the effective 
implementation of epidemic prevention measures in 2022. 
During this period, the supply of essential food is sometimes 
insufficient to meet basic needs, and online purchasing 
services are recommended to be used to limit people's 
movement and thus lower the danger of disease spread. In 
the context of limited exposure to prevent COVID-19 in 
Vietnam, a number of companies or sellers have to change 
or add new methods of trading food, especially trading on 
online applications, in order to operate their trading 
effectively (Alvarez-Risco et al., 2022; Kumar & Kashyap, 
2022; Nawangsari et al., 2020). In order for policymakers to 
have an insight into people in need of buying food several 
studies have been conducted to identify factors affecting 
customer satisfaction and repurchase intention (Singh et al., 
2021) as well as investigate the relationship between 
customer satisfaction and repurchase intention (Qureshi et 
al., 2009). Nevertheless, there are still relatively few 
comprehensive studies on factors influencing satisfaction 
and intention to repurchase food through online applications 
in Vietnam (Nguyen Thi et al., 2022) in a crisis context. 
Hence, this is a practical requirement that needs to be 
researched in order to make accurate predictions about the 
determinants of repurchase intentions in the event of future 
crises. 

Regarding the online repurchase intention, numerous 
studies were conducted with a variety of approaches (Bhatti 
et al., 2016; Hasan, 2021; Kazemi et al., 2013; Kim & Lee, 
2019; Miao et al., 2022; Nguyen Thi et al., 2022) to explain 
the online repurchase intention as well as customer 
behaviour. Yet, the theory of planned behaviour (TPB) has 
been widely adopted by many authors when studying 
repurchase intention (Hasan, 2021; Lee et al., 2019). The 
TPB theory has the significant benefit of allowing the 
building of flexible models with the ability to include 
additional elements to increase its value for predicting 
certain behavioural scenarios (Zaremohzzabieh et al., 2019). 
TPB theory, however, presupposes a behavioural approach 
in one's environment that promotes intents and actions, 
while neglecting human processes and perceptions such as 
personality and result expectancies (Bandura, 2003; Miles, 
2012). Thus, to explain the process of forming repurchase 
intention without considering external stimulus factors that 
influence attitude and intention leading to behaviour is an 

inadequacy. This is also a theoretical gap for building a 
better model of repurchase intention from the TPB.  

Combining the urgent need for research during the crisis 
and the theoretical gaps above, this study clarifies the 
reasons why it is important to examine the determinants of 
repurchase intentions. With the development of the internet 
and the digital industrial revolution, all management and 
marketing principles have to adapt to correspond with the 
current context (Scott, 2009). However, identifying external 
factors that have a direct impact on marketing effectiveness 
is still one of the current limitations (Constantinides, 2006). 
Besides, Constantinides (2006) also revealed that ignoring 
the human factor is one of the weaknesses of the 4 Ps 
(marketing mix). Therefore, clarifying the determinants of 
satisfaction and intention to repurchase food online in this 
study is a significant requirement since it not only provides 
accurate subjects of marketing activities but also highlights 
insight into human factors such as satisfaction and intention. 

Related to the respondents of the study, the author aims 
at the members of Generation Z, consisting of people born 
since 1995 who are into technology and consider it a part of 
life, are called the Digital Natives (Berkup, 2014; Levickaite, 
2010). Furthermore, a generation is a group of individuals 
born during a specific period who have different behavioural 
traits and consumer behaviours (Lissitsa & Kol, 2021). 
Generation Z considers technology as a part of ordinary life 
but not an innovation, convenience or a demand one must 
be acclimated to (Berkup, 2014). Up to now, there has been 
limited research on factors affecting satisfaction and the 
intention to repurchase food online among Gen Z (Bhutto et 
al., 2023; Gunarathna & de Silva, 2022) under the crisis 
context. 

This study examines the determinants of satisfaction and 
intention to repurchase food online through Grabfood 
application using the data collected from 652 Gen Z 
respondents in the south of Vietnam (from June 10, 2022, to 
June 25, 2022) and a conceptual framework formulated 
based on the theory of planned behaviour (TPB) combined 
with the UTAUT2 and e-SELFQUAL models to add 
additional factors. Four significant contributions to existing 
research concentrated on customer satisfaction and the 
intention to repurchase food online were clarified in this 
study. First, it provides a comprehensive model to examine 
the factors affecting customer satisfaction as well as 
repurchase intention. Second, this study demonstrated and 
identified the determinants of repurchase intention for 
buying food online under the crisis that can happen in the 
future. Hence, it provides for policymakers to have an 
insight into the context of an emerging market affected by 
COVID-19 (Vietnam). Third, it responds to researchers’ 
calls towards the factors affecting repurchase intention (Hsu 
& Lin, 2016; Nguyen et al., 2021; Prasetyo et al., 2021; Rita 
et al., 2019) as well as provides a different approach from 
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the previous ones, including the consideration of repurchase 
intention constructed from TPB and combining the other 
stimulus factors (social influence, promotion, cost, and 
convenience). Finally, the managers can recognize the 
business implications based on the findings of this study to 
promote and decide the marketing strategies for online 
customers in a specific generation. 

The rest of this paper is divided into five sections. 
Section 2 synthesizes the available literature to adopt the 
research ‘s theoretical framework and build up the research 
hypotheses. Section 3 presents the research methodology 
with the process of data collection and analysis methods. 
The result will be presented in Section 4, and Section 5 
discusses the findings in detail. The conclusion and 
limitation will be placed in the final section. 

 

 
2. Conceptual Framework and Hypothesis 
Development 

 

2.1. Theory Development and Literature Review 
 
The theory of planned behaviour (TPB) has been widely 

adopted by many authors when studying repurchase 
intention (Hasan, 2021; Kim & Lee, 2019). TPB emphasizes 
theoretical constructs representing the individual's 
motivational and cognitive variables as key determinants of 
behavioural performance (Ajzen, 1991). People's 
behavioural intentions, which are "an indication of how 
much people are willing to try and how much effort they 
intend to put into performing the behaviour" (Ajzen, 1991), 
are a fundamental component of TPB. Nevertheless, one of 
the criticisms of TPB theory is that subjective norms tend to 
be weak predictors of intention (Miles, 2012). Furthermore, 
TPB theory also assumes a behavioural approach in one's 
environment that induces intentions and behaviour, ignoring 
individual processes and perceptions such as personality and 
outcome expectations (Bandura, 2003; Miles, 2012). 
Nguyen Thi et al. (2022) indicated that the Theory of 
Planned Behaviour should be combined with other well-
known models to better model the continuance intention. 
Hence, this is a call for researchers to find out the additional 
factors to develop a comprehensive model in specific 
circumstances. 

The Unified Theory of Acceptance and Use of 
Technology 2 (UTAUT2) developed by (Venkatesh et al., 
2012) has more supplementation and completion than 
previous models such as TRA (Ajzen & Fishbein, 1980), 
TAM (Davis, 1985), TPB (Ajzen, 1991), and UTAUT1 
(Venkatesh et al., 2003), with seven factors influencing 
intended behaviour: Performance expectancy, effort 
expectancy, social influence, facilitating conditions, 
hedonic motivation, price value, and habit. According to 

Tamilmani et al. (2021), UTAUT2 was indicated as a high-
quality theory on most dimensions, and several studies 
integrated the entire UTAUT2 or part of the model with at 
least one other theory of theoretical significance in research 
models. Respond to the findings, the author developed the 
research model with the combination of TPB, UTAUT2 and 
e-SELFQUAL model (Ding et al., 2011) to examine the 
determinants affecting the Gen Z satisfaction and intention 
to repurchase food online under the crisis context (Figure 1). 

 

2.2. Repurchase Intention (RI) 
 
Repurchase intention is described as an individual's 

decision to buy a specific service from the same firm again, 
taking into account his or her current position and predicted 
conditions (Hellier et al., 2003). Additionally, e-repurchase 
intention refers to a consumer's intention to repurchase from 
the same shop in the future (Javed & Wu, 2020). Another 
study defines it as the likelihood that consumers will acquire 
services and items from the same e-retailer on multiple 
occasions (Quan et al., 2020). To explain the intention to 
repurchase, several studies have been conducted based on 
the Theory of Planned Behaviour (Kazemi et al., 2013; Kim 
& Lee, 2019), the Technology Acceptance Model (Nguyen 
Thi et al., 2022), the Unified theory of acceptance and use 
of technology (Miao et al., 2022), the Unified theory of 
acceptance and use of technology 2 (Bhatti et al., 2016). 

 

2.3. Satisfaction (SA) 
 
Service satisfaction is the pleasure that comes from using 

new technology, which has been shown to play an important 
role in the adoption and use of technology. This factor was 
studied and expanded by Brown and Venkatesh (2005) in 
the Hedonic motivation factor. In the study by Alalwan 
(2020) on food delivery applications in Jordan, customers 
feel satisfied with the experience on the application and are 
willing to continue using these applications in the future if 
the applications bring a feeling of pleasure, comfort and 
enjoyment. In addition, many studies provide further 
evidence of the positive relationship between satisfaction 
and repurchase intention (Curtis et al., 2011; Fornell et al., 
1996; Ilyas et al., 2020; Mittal & Kamakura, 2001). 
Therefore, the first hypothesis is proposed that:  

 
H1: Satisfaction has a positive effect on repurchase intention 

on the Grabfood application. 
 

2.4. Social Influence (SI) 
 
Social influence is defined as the degree to which an 

individual perceives that others believe they should use a 
service (Venkatesh et al., 2012). According to Friedkin 
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(2003), the term "social influence" refers to how social 
interactions affect a person's beliefs, attitudes, thoughts, and 
behaviours. Social influence can occur in the context of 
social commerce, where customers of Social Commerce 
sites communicate online to share ratings and suggestions. 
Research by Singh et al. (2017) has shown that social 
influence factors affect online purchase intention. In 
addition, social influence, particularly in the form of 
recommendations from friends and family, positively 
affected consumer loyalty and intentions to repurchase a 
service (Hossain et al., 2021). Research by Lee et al. (2019) 
indicated that social influence is one of the factors that 
positively influence the intention to continue using food 
delivery apps in Korea. Based on these findings, two 
hypotheses are proposed:  

 
H2: Social influence has a positive effect on repurchase 

intention on the Grabfood application. 
H3: Social influence has a positive effect on satisfaction 

when buying food on the Grabfood application. 
 

2.5. Price Value (PV) 
 
Price value (delivery service cost (CS) and purchase 

price promotion (PR)) is understood as the customer's 
perceived balance between the benefits of a service and the 
monetary cost of using them (Venkatesh et al., 2012). When 
customers perceived a higher price as an indicator of higher 
quality, their satisfaction and repurchase intentions were 
positively influenced; otherwise, if customers perceived a 
higher price as unjustifiably high or overpriced, it negatively 
affected their satisfaction and repurchase intentions (Do et 
al., 2023). Research by Alalwan (2020) shows that price 
positively affects the intention to continue using the mobile 
food ordering application. Furthermore, price had a 
significant influence on customer satisfaction and loyalty 
(He et al., 2008; Pandey et al., 2020). Additionally, Nguyen 
et al. (2021) called for papers to expand the sample and 
measure the effects of more independent variables on 
customer satisfaction and repurchase intention, such as price 
and promotion. Therefore, hypotheses are proposed as 
follows: 

 
H4: Reasonable cost of delivery service has a positive effect 

on repurchase intention on the Grabfood application. 
H5: Reasonable cost of delivery service has a positive effect 

on satisfaction when buying food on the Grabfood 
application. 

H6: Purchase price promotion has a positive effect on 
repurchase intention on the Grabfood application. 

H7: Purchase price promotion has a positive effect on 
satisfaction when buying food on the Grabfood 
application. 

2.6. Convenience (CV) 
 
Service Convenience (CV) refers to the time and effort 

that consumers used to acquire goods, rather than a product 
characteristic (Brown, 1990). Convenience drives retention 
since it saves customers time and reduces hassle (Gupta & 
Kim, 2007; Hsu et al., 2014). Convenience is essential in the 
model as it has a significant effect on satisfaction (Berry et 
al., 2002; Duarte et al., 2018; Ngoc Thuy, 2011). According 
to Colwell et al. (2008), convenience has a direct influence 
on customer satisfaction and is considered one of the 
important factors of service quality. In a study by Chang et 
al. (2013), well-designed online or self-service platforms 
may increase the effect of service convenience on return 
intention. Based on the above analysis, the study proposes 
the following hypotheses: 

 
H8: Convenience has a positive effect on repurchase 

intention on the Grabfood application. 
H9: Convenience has a positive effect on satisfaction when 

buying food on the Grabfood application. 
 

 
Figure 1: Proposed theoretical model 

 
 

3. Methods 
 

3.1. Data Collection and Measurement Scales 
 
Data were gathered in South Vietnam using an online 

survey methodology with a structured questionnaire and a 
convenience sample method from June 10, 2022 to June 25, 
2022. The respondents are mostly Gen Z, aged 15 to 25. 
Kline (2023) recommended a sample size of 10 for one 
observed variable. This research, on the other hand, 
performed a survey with 1000 respondents, of whom 652 
legitimate responses were recorded. Table 1 describes the 
respondents’ profile: 
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Table 1: Demographic characteristics 
Indicator Value N/652 Percentage 

Gender 
Female 522 80.1 

Male 130 19.9 

Age group 

<18 162 24.8 
18-22 432 66.3 
22-30 51 7.8 
>30 7 1.0 

Numbers 
of orders 

1-5 375 57.5 
5-15 97 14.9 
>15 42 6.4 
not 138 21.2 

Income 

<3 million 455 69.8 
3 - 5 million 93 14.3 
5 - 10 million 65 8.6 
>10 million 48 7.4 

 
The measurement scales were interval scales with a five-

point Likert scale: Strongly disagree (1), disagree (2), 
neutral (3), agree (4), and strongly agree (5) in order to 
constitute the main content of the questionnaire. Table 2 
describes the scale of research variables: 

 
Table 2: Official measurement scales of the study 

Item 
code Items/Indicators Cronbach’s 

Alpha (α) Source 

Promotion (PR) 0.861  

PR1 Grabfood has a lot of diverse 
promotions. 

 
Alalwan 
(2020) & 
Hoang 

and Lam 
(2021) 

PR2 I am attracted to Grabfood 
promotions. 

 

PR3 The promotions of Grabfood 
reduce a lot of money 

 

PR4 I like promotions on Grabfood.  
Satisfaction (SA) 0.855  
SA1 I feel satisfied when ordering 

food on Grabfood. 
 Brown and 

Venkatesh 
(2005) & 
Alalwan 
(2020) 

SA2 I feel satisfied with the 
shipping policy of Grabfood.  

 

SA3 I feel satisfied with the 
customer service policy of 
Grabfood. 

 

SA4 I feel that using Grabfood's 
food ordering app makes my 
job easier. 

 

SA5 I feel that Grabfood is very 
useful for my life. 

 

Social influence (SI) 0.843  
SI1 My relatives and friends often 

order food on Grabfood. 
 Venkatesh 

et al. 
(2012) & 
Hoang 

and Lam 
(2021) 

SI2 My relatives and friends have 
positive feedback about the 
service of ordering food on 
Grabfood. 

 

Item 
code Items/Indicators Cronbach’s 

Alpha (α) Source 

SI3 My relatives and friends often 
recommend that I should use 
the app to order food. 

 

SI4 I downloaded the Grabfood 
app because the feedback on 
the App Store / CH Play is 
very positive.  

 

SI5 

I use Grabfood because I see 
positive user feedback on the 
website, fanpage. 

 

SI6 
Advertisements of Grabfood 
are attractive and attract me. 

 

Convenience (CV) 0.838  
CV1 I can order food on Grabfood 

at any time. 
 

 Alalwan 
(2020)  

CV2 I feel that Grabfood's delivery 
service is very fast and 
friendly. 

 

CV3 I find food and drink on 
Grabfood very diverse. 

 

CV4 I noticed that Grabfood has a 
variety of payment methods. 

 

CV5 I found that payment on 
Grabfood is very easy and 
convenient. 

 

CV6 I can pay anytime, anywhere 
when ordering food on 
Grabfood. 

 

CV7 I feel that I don't waste time 
and effort to cook or go to a 
restaurant when ordering food 
on Grabfood. 

 

Cost (CS) 0.726  
CS1 I find that delivery fee on 

grabfood is reasonable. 
 

Alalwan 
(2020) & 
Hoang 

and Lam 
(2021) 

CS2 I find that the tip of driver is 
reasonable.  

 

CS3 I find that the overall price of 
Grabfood is reasonable. 

 

Repurchase intention (RI) 0.828 

Alalwan 
(2020) & 
Hoang 

and Lam 
(2021) 

RI1 I think using Grabfood is a 
smart choice.  

 

RI2 I will use Grabfood when I 
need to buy food online. 

 

RI3 I will recommend others to use 
Grabfood to order food. 

 

RI4 I plan to continue using 
Grabfood to order food in the 
future. 

 

 
3.2. Analysis Methods 

 
To test the reliability of scales, Cronbach’s alpha was 

applied by using the SPSS. Cronbach's alpha scores should 
be greater than 0.7 with corrected item-to-total correlations 
of 0.5 and above to ensure good internal consistency and 
reliability (Allen et al., 2014; Hair Jr et al., 2021). The 
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SmartPLS was used to test the measurement model 
following the criteria (Table 3). Then, to test the hypotheses 
as well as assess the structural model, the author suggests 
running Partial Least Squares Structural Equation 
Modelling (PLS-SEM) due to the corresponding of 
examining the complicated relationships between the 
multiple indirect and direct impacts (Hair Jr et al., 2021). 

 
Table 3: The criteria for testing the measurement model 

 Criteria Conditions References 

Assessing 
Convergent 

validity 

Outer 
loadings Outer loading ≥ 0,7 Götz et al. 

(2009) 
Average 
Variance 

Extracted – AVE 
AVE ≥ 0,5 Hair et al. 

(2019) 

Testing 
Composite 
Reliability 

Composite 
Reliability 

0,7 ≥ CR ≥ 0,6: 
accept 

CR > 7: good 

Hair Jr et al. 
(2021) 

Assessing 
Discriminant 

validity 

Criteria table of 
Fornell-Larcker 

The square root 
AVE of each 

structure in the 
research model and 
its correlation with 
other structures 

remaining 

Fornell and 
Larcker 
(1981) 

Heterotrait – 
monotrait ratio HTMT ≤ 0,85 Ringle et al. 

(2015) 
 
 

4. Research Results 
 

4.1. Assessment of Measurement Model 
 
In order to assess the reliability and validity of variables, 

the thresholds of Cronbach’s Alpha (α) and composite 
reliability (CR) ≥ 0.7 (Hair et al., 2014; Hair Jr et al., 2021) 
were applied. Based on the results in Table 4, the minimum 
α and CR values were 0.727 and 0.846, respectively. 
Regarding the variables of the measurement scale, the total 
initial items were 29, and after EFA, the eliminated items 
were 3 (CV1, CV7, and SI6). Thus, the structural model 
analysis was conducted with 26 valid items. 

In terms of convergent validity, the threshold of outer 
loading and AVE values were 0.7 and 0.5, respectively. In 
this study, the minimum outer loading is 0.704, and all AVE 
values are higher than 0.5. Therefore, the convergent 
validity was satisfied. 

 
Table 4: Factor loadings, reliability and convergent validity 

Variables Items Loading α CR AVE 

Social 
influence 

SI1 
SI2 
SI3 
SI4 
SI5 

0.758 
0.819 
0.811 
0.745 
0.720 

0.831 0.880 0.595 

Variables Items Loading α CR AVE 

Promotion 
PR1 
PR2 
PR3 
PR4 

0.834 
0.866 
0.840 
0.823 

0.862 0.906 0.707 

Convenience 

CV2 
CV3 
CV4 
CV5 
CV6 

0.724 
0.719 
0.810 
0.807 
0.811 

0.833 0.883 0.602 

Cost 
CS1 
CS2 
CS3 

0.819 
0.704 
0.882 

0.727 0.846 0.648 

Satisfaction 

SA1 
SA2 
SA3 
SA4 
SA5 

0.824 
0.821 
0.797 
0.756 
0.783 

0.856 0.897 0.634 

Repurchase 
intention 

RI1 
RI2 
RI3 
RI4 

0.808 
0.793 
0.822 
0.828 

0.829 0.886 0.661 

 
Related to discriminant validity of the measurement 

model, the Fornell-Larcker criteria and the Heterotrait-
Monotrait ratio (HTMT) were all applied. The results of 
testing the discriminant validity of the measurement model 
were presented in Table 5. All the HTMT values in this 
study were under 0.85 (Ringle et al., 2015). Hence, the 
measurement model’s discriminant validity was satisfied. 

 
Table 5: Heterotrait-monotrait ratio (HTMT) – Matrix 

Items CS CV PR RI SA SI 
CS       

CV 0.640      

PR 0.683 0.583     

RI 0.761 0.677 0.723    

SA 0.828 0.796 0.779 0.829   

SI 0.672 0.505 0.656 0.737 0.688  

 

4.2. Assessment of Structural Model 
 
Hair et al. (2019) suggest that the problem of collinearity 

should be considered when evaluating structural models. As 
a result, all VIF values in this study were less than 3, 
showing that collinearity was not a concern. 

To test the research hypothesis and the effect coefficient, 
the bootstrapping procedure according to the proposed 
repeated sample size is 5000 (Henseler et al., 2016). The 
proposed hypotheses are evaluated for statistical 
significance at the 99%, 95%, and 90% confidence levels for 
p-values compared with 1%, 5%, and 10%, respectively. 
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Table 6: Hypothesized structural paths (bootstrapping 5000) 
 Path 

relationships Estimate  SD T -
value 

P 
value Result 

H1 
Satisfaction � 
Repurchase 
intention 

0.284 0.058 4.945* 0.000 Accepted 

H2 
Social influence 
� Repurchase 
intention 

0.251 0.045 5.617* 0.000 
Accepted 

H3 Social influence 
� Satisfaction 0.151 0.037 4.080* 0.000 Accepted 

H4 
Cost � 
Repurchase 
intention 

0.128 0.042 3.014* 0.003 
Accepted 

H5 Cost � 
Satisfaction 0.255 0.037 6.902* 0.000 Accepted 

H6 
Promotion � 
Repurchase 
intention 

0.151 0.043 3.507* 0.000 
Accepted 

H7 Promotion � 
Satisfaction 0.275 0.037 7.393* 0.000 Accepted 

H8 
Convenience � 
Repurchase 
intention 

0.128 0.041 3.111* 0.002 
Accepted 

H9 Convenience � 
Satisfaction 0.345 0.034 10.144

* 0.000 Accepted 

Note: SD = standard deviation; *significant at p<0.01; **significant at 
p<0.0.05; ns = not significant. 

 
In terms of the results of testing the hypotheses, all path 

coefficients were found to have significant levels of 1%. 
Hence, all hypotheses were accepted, and the positive 
impacts of satisfaction on repurchase intention (β = 0.284), 
social influence on repurchase intention (β = 0.251), social 
influence on satisfaction (β = 0.151), cost on repurchase 
intention (β = 0.128), cost on satisfaction (β = 0.255), 
promotion on repurchase intention (β = 0.151), promotion 
on satisfaction (β = 0.275), convenience on repurchase 
intention (β = 0.128), and convenience on satisfaction (β = 
0.345), were confirmed. 

Related to the model fit, Henseler et al. (2016) indicated 
the level of explanation for the dependent variable R2, 
including: R2 > 0,75 (strong prediction); 0,75 ≥ R2 > 0,5 
(average prediction); 0.5 ≥ R2 > 0,25 (weak prediction). In 
this study, the explanatory power or prediction of repurchase 
intention was average (R2 = 0.6). Similar to repurchase 
intention, the explanatory power of satisfaction was average 
(R2 = 0.676). Based on these results (Table 7), it can be 
concluded that the model has an acceptable fit as well as an 
acceptable level of data explanation. 

 
Table 7: Results of R-square 

Items R-square R-square adjusted 
Repurchase intention 0.600 0.597 
Satisfaction 0.676 0.674 

 
Regarding mediating effects, the mediating role of 

satisfaction was confirmed. The results revealed that 

satisfaction mediated the relationship between convenience, 
social influence, promotion, cost and repurchase intention 
(Table 8). Specifically, the p-values of  CV�SA� RI, SI 
� SA � RI, PR � SA � RI, and CS � SA � RI were 
less than 0.01 (1%).  

 

 
 

Figure 2: Presenting the final path model 
 
Table 8. The results of the mediating effects of satisfaction 

Relationships Estimate SD T -
value 

P 
value Result 

Convenience � 
Satisfaction � 
Repurchase intention 

0.098 0.022 4.438* 0.000 Accepted 

Social influence � 
Satisfaction � 
Repurchase intention 

0.043 0.014 3.001* 0.003 Accepted 

Promotion � 
Satisfaction � 
Repurchase intention 

0.078 0.018 4.280* 0.000 Accepted 

Cost � Satisfaction � 
Repurchase intention 0.073 0.019 3.825* 0.000 Accepted 

 
 

5. Discussion 
 
By combining the UTAUT2, e-SELFQUAL models 

(Ding et al., 2011), and brief TPB to examine the 
determinants affecting Gen Z satisfaction and intention to 
repurchase food online under the context of a crisis, the 
results of this study indicated that the research model well 
explained the repurchase intention (R2 = 0.6) in the context 
of a crisis (e.g., COVID-19) as well as having higher 
explanatory power than previous studies (Nguyen Thi et al., 
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2022; Tri Cuong, 2021). Furthermore, this study 
demonstrated and identified the determinants of repurchase 
intention for buying food online under the crisis that can 
happen in the future.  

In terms of the related models, Tri Cuong (2021) built up 
the model to explain the rebuying intention in online 
shopping, in which trust and convenience affected directly 
and indirectly via satisfaction the rebuying intention. In 
another study, Nguyen Thi et al. (2022) applied the TAM 
model to explain the repurchase intention and demonstrate 
the mediating role of satisfaction in forming the repurchase 
intention. Compare to above studies of Tri Cuong (2021) 
and Nguyen Thi et al. (2022), this study confirmed one again 
the critical mediating role of satisfaction in shaping the 
repurchase intention. On the other hand, this study also 
provided a different approach from the previous ones, 
including the consideration of repurchase intention 
constructed from TPB and combining the other stimulus 
factors (social influence, promotion, cost, and convenience).  

Another highlight in this study is the combination of 
factors such as social influence and satisfaction in building 
a research model. Social influence is described as an 
adjustment in a person's thoughts, emotions, attitudes, or 
behaviours as a result of interaction with a person or a group 
(Rashotte, 2007). Social influence mentioned variables 
which conclude group norms, and social identity (Bagozzi 
& Dholakia, 2002). In addition, satisfaction is considered a 
cognitive and emotional factor that is influenced by 
environmental factors before forming repurchase intention. 
According to Cengiz (2010), customer satisfaction is 
defined as the degree to which a customer believes that an 
individual, corporation, or organisation has effectively 
supplied a product or service that satisfies the demands of 
the customer in the situation in which the consumer is aware 
of and/or utilising the product or service. Hence, the 
inclusion of social influence and satisfaction variables in 
this research model to explain repurchase intention is a 
significant theoretical contribution in perfecting the brief 
TPB model in a specific context. 

On the other hand, despite the fact that this is only a case 
study in an emerging economy (Vietnam), it is an actual 
instance of identifying the determinants of the intentions of 
buyers and service users in crisis circumstances. This 
research was conducted in the context of the crisis (COVID-
19) to provide an overall picture of the decisive factors 
affecting customer satisfaction and repurchase intention. 
The findings will therefore provide policymakers with 
insight into the intentions and behaviours of consumers 
purchasing goods or utilising services in cases of crisis that 
may arise in the future due to a shortage of fundamental 
requirements (such as food, vital consumer products, and so 
on). 

Based on the direct effects of the study, managers can 
enhance not only customer satisfaction but also the 
repurchase intention related to buying food online. The 
positive impact of convenience on satisfaction (β = 0.345) 
and repurchase intention (β = 0.128) indicates that all efforts 
and activities to enhance convenience related to sales and 
customer care services help increase customer satisfaction 
and repurchase intention. Similar to convenience, the 
positive effect of price value (delivery service cost and 
purchase price promotion) on customer satisfaction and 
repurchase intention reveals that all efforts and activities to 
increase customer awareness between the benefits of 
services and the monetary cost of using them will enhance 
the customer satisfaction and repurchase intention. Besides, 
the positive influence of social influence on customer 
satisfaction and repurchase intention expresses that 
customer satisfaction and repurchase intention will be 
increased by improving marketing activities connected to 
purchasing groups and using the social aspects of 
communication such as social media, e-commerce platforms. 

According to these results, several implications for 
management, government were proposed in the context of 
crises, as follows: 

� Planning for crisis situations by building backup 
distribution channels to give people the most 
convenient access to products and services. 

� The government needs to combine with charitable 
organizations to establish support funds for 
users/customers at low prices or adjust promotion 
policies to reach the majority of users/customers. 

� Enterprises need to closely follow government 
regulations and flexibly build production, 
distribution, and marketing plans to minimize costs 
and increase product coverage for the majority of 
users. 

� Building marketing channels through social 
networking platforms and electronic word of mouth 
(eWOM) in order to strengthen community influence 
on products/services as well as safe and economical 
delivery methods. 

In addition, in the context of a crisis (such as COVID-
19), almost all users/customers are at home, so those who 
are good at using smart devices and online applications, Gen 
Z, are the majority of the population. Hence, in terms of 
these customers, managers must be extremely attentive as 
well as clearly target their marketing messages.  

� Combining both traditional and modern approaches 
to increase user acceptance of state and business 
support policies. 

� To better orient Gen Z, promote media coverage of 
government policies and product and service 
information. 
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� Promote volunteer campaigns aimed at Gen Z 
users/customers to support and propagate the 
benefits of complying with disease prevention 
regulations and accessing products/services. 

 
 

6. Limitations and Future Research 
 
Despite the fact that the study has significant theoretical 

and practical implications, some limitations should be 
considered for future research. First, the convenience 
sampling method would bring about biases; therefore, the 
future research can conduct research longitudinally and 
across multiple crisis periods. Second, although the study’s 
focus on a specific context (COVID-19 in Vietnam) is a 
particular highlight, it may not generalize to other regions or 
populations; hence, future research should focus on the 
context to generalize to other regions or populations. Third, 
due to the development of e-commerce and the complex 
behaviour of shopping online, it may be affected by a wide 
range of factors, some of which may not be disregarded in 
this study. Thus, future research should consider contextual 
factors such as marketing exposure and the emotional state 

of the customer after receiving this information. 
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