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Abstract. The COVID-19 outbreak and restrictions on movement from the government in 
the form of lockdowns or restrictions on community activities have resulted in difficulties for 
the economy of the retail sector, especially food and beverage, where offline retail has 
experienced a drastic decrease, online retail has increased but not as much as offline decrease, 
and in general, the performance of the retail industry in Food and Beverage is not as good as 
before the pandemic. This study analyzed factors influencing the adoption of omnichannel 
retail strategies by food and beverage MSMEs during COVID-19 recovery using the 
Expectation Confirmation Model. Surveys of Retail respondent was collected from 150–200 
respondents at Surabaya, East Java other than Surabaya, West Java and outside Java 
owners/managers were analyzed via PLS-SEM. How to maintain Food and Beverage 
performance through an omnichannel strategy where offline retail performance is restored, 
and online performance is maintained so it doesn't go down using technology assistance. It is 
hoped that the factors that influence the recovery of offline Food and Beverage retail and how 
to maintain online Food and Beverage performance in an omnichannel context can be 
explained. A theoretical framework called the Expectation-Confirmation Model (ECM) will 
be used to test and explain the influencing factors in Omnichannel Food and Beverage Retail, 
so that the main hypotheses of this study are customer satisfaction, perceived enjoyment, and 
consumer trust in technology that will affect the use of (continuance intention to use) delivery 
service. The benefit of the results of this research is that industry players can maintain the 
performance of online delivery services while at the same time restoring offline retail 
performance. The findings provide practical insights into maintaining online delivery services 
while revitalizing offline sales. Targeted efforts to build Trust, Perceived Enjoyment, and 
Satisfaction will strengthen omnichannel integration.  

Keywords: User Trust, User Satisfaction, Perceived Enjoyment, Continuance Intention, 
Food and Beverage Retail, Expectation-Confirmation Model 
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1. Introduction 
The emergence of the COVID-19 pandemic, especially in Indonesia from the beginning of March 2020, 
has made the Indonesian government implement lockdowns or restrictions on community activities to 
prevent the spread of COVID [1]. The government's decision had an impact on a number of industries, 
including the retail sector. Indonesia’s Central Statistical Agency or BPS (2021) that during the 
pandemic 76.09% of industries in the trade sector did not change their business activities. Not only that, 
4 out of 10 MSMEs in the food and beverage industry experienced marketing difficulties during the 
pandemic (Source: BPS, 2021). [59] 

In previous research, before the pandemic started, Goldianus and Rinabi [2] observed that online 
shopping patterns in Indonesia were quite good, with several marketplace options such as Shopee, 
Bukalapak, Tokopedia, and other E-commerce sites. In other realities, people are using YouTube, 
Instagram, and other social media as a means of buying and selling transactions.  [3] Utilizing 
transportation services like Grab and Gojek that were available before the pandemic, according to 
Rinabi's research [4], the most influential factor in making transactions is trust. This factor will also be 
used as a variable in this study. 

In past studies, a comparative study of two e-commerce companies, Shopee and Bukalapak, showed 
that during the pandemic, the two companies experienced differences in finished sales, which means 
there is no guarantee that application performance will always be as good during COVID, even though 
they are engaged in the same field, e-commerce. [1] 

The urgency of this research is the lack of research on success factors that discusses conditions 
where online retail has increased but not as much as offline retail, and in general, the performance of 
the Food and Beverage retail industry has not been as good as conditions before the pandemic. The 
problem statement in this study is as follows: what are the most influencing factors for the recovery of 
both online and offline Food and Beverage retail? 

The state of the art that is expected from the results of this study is: A theoretical framework that is 
used in the retail industry to explain the key elements that encourage repeat business from customers. 

The community, including both retailers and researchers in the same field, can benefit from a 
number of things thanks to this new knowledge and model. 

The benefits of the results of this study include: 
1. Helping industry players to be able to maintain the performance of online delivery services while 

restoring offline retail performance 
2. Assisting the retail industry, particularly those in the food and beverage sector, in preparing for 

a possible future pandemic. 
3. Helping academics adopt this research or apply this model in other areas. 
So, to fulfill the above, this research will use the ECM model, which is adjusted to the research 

target, namely the Food and Beverage retail industry. In contemporary times, the exchange of goods 
and services between retailers and consumers has expanded to encompass a multitude of platforms. 
These platforms include brick-and-mortar stores, catalogs, websites, internet kiosks, mobile 
applications, and call centers. This expansion may be attributed to the swift advancement of electronic 
commerce and the emergence of novel digital channels. This reflects the recent shift to omni-channel 
retail, a retail model that operates across all available channels and reduces functional differences 
between them. Omni-channel retailers may utilize all channels to serve their customers, regardless of 
what, when, or where consumers wish to make purchases. All channels must support the same objective 
of retaining customers by ensuring their satisfaction. According to Zhang's research, it is imperative for 
merchants to consider consumer psychological reactions, including trust and satisfaction. [5] 

Omnichannel selling is a new retail standard that emphasizes seamless connection between 
businesses and customers. It combines online and offline interactions, allowing customers to buy from 
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and connect with shops regardless of time or location. [46] This strategy has been acknowledged as a 
game changer in the retail industry, providing benefits such as increased consumer loyalty, driven 
purchasing behavior, improved shopping enjoyment, and increased perceived value. [46]  

However, privacy issues continue to be a key barrier to the rise of omnichannel retailing. Consumers 
are concerned about shops collecting and potentially misusing their personal information. [46] Retailers 
may struggle to turn consumer interactions into sales and actual performance if sufficient privacy 
safeguards and regulations are not in place. [46] 

To overcome this challenge, merchants must prioritize channel integration, retailer-consumer 
relationship empowerment, and appropriate privacy mitigation. A study conducted in the Indian 
population, where omnichannel shopping is still in its infancy, discovered that consumer perception of 
channel integration, consumer empowerment, and trust all had a substantial impact on omnichannel 
retailing patronage intention. [44] Furthermore, when privacy concerns are minimal, channel integration 
and consumer empowerment have a greater impact on trust. [44] This emphasizes the significance of 
addressing privacy concerns in order to develop confidence and encourage consumer participation in 
omnichannel retailing. 

This research study employs the Expectation-Confirmation Model (ECM) approach as it is 
recognized as a valuable framework for creating and evaluating theoretical models of information 
system (IS) continuity. The primary objective of this study is to differentiate between IS acceptance and 
continuation behavior. ECM takes into account the elements that influence consistency and retention, 
and IS survival depends on both initial use and continued use. This study exemplifies how many 
individuals make a conscious effort to continue using their cell phones to buy products or services via 
online delivery services. According to a condensed version of ECM, the continuous intention to use IS 
comes before three concepts: expectation confirmation, perceived utility, and satisfaction. [1] 

Pereira's and Wiradinata’s research findings indicate that satisfaction holds significant importance 
for continued use intention, but enjoyment also has a large impact on satisfaction, indirectly influencing 
continued use intention. So, efforts are needed on perceived benefits and satisfaction to determine 
intention and enjoyment of continued use and increase satisfaction.  [6][7] 

Research by Sasongko related to continuation Use Intention for e-money applications in Indonesia 
shows that it is not only influenced by Perceived Usefulness (PU) but also significantly influenced by 
Trust and Satisfaction.  [58] Another study by Alzaidi made a number of operational recommendations 
aimed at re-establishing customer interest in buying through secure and technology-mediated channels. 
The COVID-19 context has altered consumer behavior, and retailers must take note of this and work to 
enhance the shopping experience for customers by adopting technological changes and offering more 
other alternative social media for online retailer services. Online website managers or owners can take 
steps to enhance the quality of information because it affects how much trust individuals have in their 
retail stores. According to the conclusions of this study, perceived benefits (ease of use) are a predictor 
of customer trust, which leads to customer satisfaction.  [8] In Belamino's research, two surveys were 
conducted of OMDP (Online Meal Delivery Platform) users, before and during the pandemic. This 
research will also aid restaurant retailers and OMDP in comprehending their customers and the factors 
that influence OMDP satisfaction. [9] 

The literature review follows in the next section. Section 3 describes the research method, 
hypotheses, and research design. Section 4 describes the result and discussion of the investigation. The 
conclusion and findings are presented in Section 5. Finally, Sections 6 is acknowledgment, respectively. 

2. Literature Review 

2.1. Factors Influencing Micro Small and Medium Enterprises (MSMEs) Financial 
Performance During COVID-19 
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The COVID-19 pandemic has had a substantial effect on a number of businesses, including the food 
and beverage industry. Researchers have examined the effects of the pandemic on businesses' capacity 
to produce profits, effectively manage operations, satisfy short-term obligations, and manage long-term 
financial commitments using a variety of financial parameters, including rentability, profitability, 
liquidity, and solvency ratios. According to studies, there were notable variations in financial ratios and 
predictions of bankruptcy for businesses in the food and beverage industry, particularly in the restaurant 
service subsector, before and after the pandemic. In contrast to businesses in the restaurant service sector, 
the sector as a whole has shown resilience, with the typical company displaying resistance to probable 
insolvency. [10]  

This research looks at the measures taken by MSMEs in the food and drink industry to keep going 
during the Covid-19 pandemic. The research employs a qualitative approach with descriptive research 
methods. Data collection involves observation, in-depth interviews with key informants (MSME 
owners), and the distribution of questionnaires related to marketing through social media, collaboration 
with online transportation services, development of new food products, and by maintaining customer 
trust. 

In conclusion, the research unveils a medium-level awareness and application of survival strategies 
within the Food and Beverage MSMEs of Margadana District. The consistent adoption of the customer 
trust strategy stands out, while other approaches like social media marketing, collaboration with online 
transportation, and innovation of new food products are acknowledged but exhibit uneven execution. 
These findings underline the pivotal role of customer trust and advocate for enhanced consistency in 
strategy implementation to fortify the resilience and success of Margadana District's Food and Beverage 
MSMEs amidst the pandemic's challenges. [11] 

2.2. Factors of Continuance Intention Mobile Banking During Period of COVID-19 
In the previous studies conducted by Franque and friends, it was explained that the most significant 
factor in predicting the intention to continue using a product or service is the performance of the 
individual user. This is closely followed by the continuance intention, followed by use and satisfaction. 
There are three significant predictors that strongly influence the intention to continue using mobile 
payment services (m-payments). The first is individual performance, which indicates that users' 
perceptions of the extent to which mobile payment systems support their tasks and personal needs 
influence their intention to continue using them. Second, usage—the extent to which users actively 
interact with and utilize the m-payment system—has an impact on their intention to continue using it. 
The third is satisfaction; the degree of customer satisfaction with mobile payment services has a 
substantial impact on the desire to sustain their usage continuously.  [12] It is certain that the Covid-19, 
has altered the way people think, shop, and execute when acquiring merchandise and services. The 
COVID-19 problem has resulted in significant alterations in consumers' purchasing patterns within the 
online commerce division.  

Previous research also emphasized the impact of the extended Technology Acceptance Model 
(TAM) and website trust on young consumers' attitudes and intentions while buying food online. 
Perceived usefulness, perceived usability, attitude toward usage, actual usage, and website trust are 
important criteria taken into account in the literature. Previous studies have stressed the important 
impact that e-commerce has had on the expansion of the world market, particularly during the COVID-
19 pandemic, which hastened digitization and increased the popularity of online food shopping. But the 
focus of this study is specifically on young consumers in North Macedonia and the variables influencing 
their decision to purchase food online during the COVID-19 outbreak in the nation. [13] 

2.3. ECM Model  

The proposed paradigm is founded on ECM (Expectation-Confirmation Model) [14]. Bhattacherjee 
argued that the model contributes more to the intention to continue using IS. Several studies, as 
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evidenced by the literature, were guided by ECM. [15][16] The ECM paradigm emphasizes three 
cognitive emotions: perceived usefulness, satisfaction, and confirmation anticipation. However, it 
excludes additional constructs that may convey additional emotions, such as service quality, 
performance, and usage. To accommodate this deficiency, numerous studies have incorporated the 
models and factors of other researchers in order to explain various phenomena. [17][18][19] 

In omnichannel shopping, the deployment of Effective Channel Management (ECM) is critical in 
addressing privacy concerns and encouraging a favorable consumer experience. ECM entails 
integrating consumer data across all retail channels in order to provide customers with a compelling and 
tailored shopping experience throughout the purchasing process. [46] To assuage consumers' concerns 
about privacy and data security in the virtual setting, retailers must ensure that all data is treated ethically 
and responsibly. [46]  

3. Research Methodology 

3.1. Research Hypothesis 
The purpose of this research is to deepen our knowledge of continuation intention of mobile delivery 
services using ECM model, which states that satisfaction, trust and perceived enjoyment are the main 
factors. At this stage, the researcher adopted this Expectation-Confirmation model, where the adoption 
process looked at the interrelationships of the variables that would be asked of the retailer's users as 
respondents. This research method uses an analytical approach that uses logic and analysis to identify 
problems, collect information, analyze information, develop solutions, and evaluate the solutions 
obtained. 

 

 
 

Fig.1: ECM (Expectation-Confirmation Model) Research Model 
 

 In this study, five research hypotheses are tested using ECM modeling. 
• H1: Trust has a significant effect on satisfaction. 
• H4: Trust has a significant effect on continuation intention. 
Trust can be defined as the inclination of individuals to expose themselves to potential harm from 

the activities of another party while also having faith in the dependability and honesty of that party. [20] 
Trust has been the subject of extensive research, examining several dimensions such as interpersonal 
trust, organizational trust, and trust in technology. [21][22][23] Interpersonal trust primarily 
underscores the significance of trust-based connections among individuals. The use of technology in 
establishing trust is a significant aspect that is addressed by technology-based trust. The current 
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investigation, which takes into account both interpersonal and technology-based trust, focuses on the 
comprehensive trust that customers have for the owners of micro, small, and medium-sized enterprises 
(MSMEs). 

 
• H3: Satisfaction has a significant effect on continuation Intention. 
When using mobile delivery services, people's levels of satisfaction are a measure of their 

contentment. Their experiences using the service or system and the results they have received have an 
impact on it. Consequently, satisfaction tends to rise once users have adopted the service or system [24]. 
According to the study conducted by [25], the authors found that the strengthening of long-term 
partnerships is contingent upon consumer satisfaction with the service provided. Several studies have 
been conducted on this topic, including those by. [26][27][28][25] Numerous scholarly articles have 
provided evidence supporting the notion that satisfaction serves as a reliable indicator for enhancing the 
desire to continue using a system, as well as for stimulating users to notice the individual performance 
of a service or system. [26][27][28][25] 

 
• H2: Perceived Enjoyment has a significant effect on Satisfaction. 
• H5: Perceived Enjoyment has a significant effect on continuation intention. 
 Perceived Pleasure (PE) refers to the subjective perception of pleasure and fulfillment derived 

from utilizing a system, independent of any expected performance outcomes. [29][30] Nevertheless, 
placing exclusive emphasis on joy as a representation of intrinsic drive tends to overemphasize the 
significance of joy while disregarding other facets of intrinsic motivation. [31][32][33][51][34][36] 
 

3.2. Research measurement 
After determining the hypothesis, for this investigation, an online survey was used to collect information, 
followed by direct questioning of the retail respondent, as both are the quickest and most effective ways 
to collect responses on this subject. Questions using constructs and items from the literature (Table 1) 
will be asked on the Google Form. [37][38] For this research, retail respondent data was collected from 
150–200 respondents, to ensure the adequacy of the sample.  Sample size plays an important role in 
SEM analysis as a basis for estimating sampling error. After that, consolidation and division of tasks, 
dissemination, and analysis will be carried out, focusing on the number of retail respondents in the 
Surabaya area, its surroundings on Java Island, and from outside Java. Questionnaire distribution was 
carried out both offline and online so that it could move quickly and also target the right respondents 
according to research needs. After obtaining the questionnaire answers from the respondents, hypothesis 
testing was carried out in order to find out whether the actual situation was relevant to the hypothesis 
that had been made or not. 

The first test was carried out to ensure the indicators used were valid and reliable by observing the 
AVE, Cronbach's Alpha, HTMT, Composite reliability, and Outer Loading values. The next process is 
the process of cleaning data, handling incomplete data, and eliminating redundant data in order to 
stabilize the data and/or avoid errors when calculating and analyzing. Furthermore, using SEM/PLS in 
calculating and analyzing the results, namely variables that influence the continuity of purchases, until 
accurate results are obtained. These results will also be validated with Food and Beverage Retail 
Partners, who have expertise in the retail sector. In previous research, to get accurate results, interviews 
were conducted with agencies so they could get validation of the results. [10] So in this study, same 
methods and processes will be carried out by inviting resource persons as experts in the retail sector. 

In the next stage, SEM/PLS analysis will be carried out, which will be evaluated and validated by 
experts. In SEM, test the outer model by using the Average Variance extracted, or AVE, Outer Loading, 
HTMT, Composite Reliability, and Cronbach's Alpha values at output compared to certain standards. 
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If AVE > 0.5, it can be assumed that the data has met convergent validity. If Outer loading is > 0.7, 
then the data meets convergent validity. If the HTMT value is < 0.9, the data meets discriminant validity. 
If the Composite Reliability value is > 0.7 and the Cronbach's Alpha value is > 0.7, the data is reliable. 
Valid and reliable data can be used for the next stage. 

The inner model test is carried out to test the influence of variables between latent variables, which 
are built based on the constructs in accordance with the hypotheses that are built. Testing the inner 
model observes the R Square and Q Square values at the output compared to certain standards. An R 
Square value of 0.75 means substantial, an R Square value of 0.5 means moderate, and an R Square 
value of 0.25 means weak. The hypothesis is tested through the bootstrapping method by observing the 
t value and p value. If the t value is > 1.96 for a significant level of 5% and the p value is < 0.05, then 
the hypothesis is proven and significant. 

3.3. Instrumentation 
The preparation of questions for this study is divided into two parts. The first question is used to 
determine the respondent's profile, such as age, business income, length of time the business has been 
established, and the application used. Furthermore, the statement used in variable trust is adopted based 
on [39]. The statement on variable satisfaction is adopted based on several articles. [40] The statement 
on variable perceived enjoyment is adopted based on. [41] The statement on variable continuance 
intention is adopted based on several articles. [40] 

Through the Likert Scale, respondents filled in answers based on the statements given with a value 
of 1 which means strongly disagree, 2 means disagree, 3 means neutral, 4 means agree, and 5 means 
strongly agree. 

 

Table 1. Measurement Items Variable 
Adopted 
From 

Continuance Intention 
CI_1 As the owner/manager of the business, I believe that my 

customers will intend to return to my establishment 

[40] CI_2 As the owner/manager of the business, I believe that my 
customers will need my products 

CI_3 As the owner/manager of the business, I believe that my 
customers will make frequent purchases in the future 

Trust        
T_1 As the owner/manager of the business, I pay attention to the 

interests of customers. 

[39] 

T_2 As the owner/manager of the business, I provide clear 
information for the food ordering process 

T_3 As the owner/manager of the business, I am honest when 
dealing with others. 

 

T_4 As the owner/manager of the business, I believe that 
customers trust my business. 

 

Satisfaction 
S_1 As the owner/manager of the business, I feel that establishing an 

FnB business is a wise decision. 

[40] 
S_2 Establishing an FnB business provides me with a satisfying 

experience. 
S_3 The service method of my business meets my expectations.  
S_4 I am satisfied with the service of my business. 
Perceived Enjoyment 
PE_1 As the owner/manager of the business, I believe that customers 

enjoy my restaurant services. 
[41] 
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PE_2 I feel that customers are happy with using my restaurant 
services. 

 

PE_3 I feel that customers are getting bored of using my restaurant 
services. 

PE_4 I feel that customers are annoyed with the service at my 
restaurant. 

PE_5 I believe that customers have a pleasant experience after 
enjoying the food/beverage/both that is served. 

PE_6 I feel that customers are not satisfied with the services of my 
restaurant. 

 

3.3. Pilot test  

Direct distribution of questionnaires was used in this study and online form to food and beverage 
business owners who use online services in the Surabaya area and its surroundings. The pilot test was 
conducted on 20 respondents to ensure that the indicators used in the study were valid and reliable. 
Table 2 shows that the indicators on the continuance intention variable have a factor loading value of 
more than 0.4, and the composite reliability and AVE values are significant. The indicators on the Trust 
variable have a factor loading > 0.40, a composite reliability value > 0.70, a Cronbach alpha value > 
0.70, and an AVE value > 0.50 significant so the indicators on the Trust variable are significant. 
Satisfaction has factor loading > 0.40, composite reliability value > 0.70, Cronbach alpha value > 0.70, 
and AVE value > 0.5, so the indicators on the satisfaction variable are significant. The values of factor 
loading > 0.40, composite reliability value > 0.70, Cronbach alpha value > 0.70, and AVE value > 0.50 
for perceived enjoyment variables in Table 2 show significant results, so that the indicators on perceived 
enjoyment are significant. Based on the pilot test conducted in Table 2, it was found that the indicators 
were valid and reliable for use in research. 

 
Table 2. Pilot Test Results 

Construct Item Mean Std. 
Deviation 

Outer 
Loading 

Composite 
Reliability 

Cronbach 
Alpha 

AVE 

Continuance 
Intention CI 1 4.5 0.671 0.948 0.924 0.876 0.803 

 CI 2 4.35 0.654 0.908    

 CI 3 4.35 0.726 0.828    

Trust T 1 4.75 0.536 0.823 0.911 0.875 0.72 

 T 2 4.8 0.4 0.755    

 T 3 4.75 0.433 0.897    

 T 4 4.6 0.583 0.911    

Satisfaction S 1 4.4 0.735 0.898 0.907 0.863 0.71 
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 S 2 4.75 0.433 0.776    

 S 3 4.4 0.735 0.872    

 S 4 4.35 0.726 0.819    

Perceived 
Enjoyment PE 1 4.45 0.669 0.946 0.845 0.839 0.506 

 PE 2 4.5 0.592 0.911    

 PE 3 2.5 1.533 0.505    

 PE 4 2.25 1.445 0.425    

 PE 5 4.45 0.589 0.849    

 PE 6 2.35 1.424 0.391    

 

3.4. Sample Data 

Furthermore, questionnaires were distributed to 200 respondents, who were collected from June 2023 
to August 2023. The theory behind using 200 respondents in SEM PLS research is that the minimum 
sample size should be 10 times the construct being developed. [43] Answering 17 statements pertaining 
to the variables trust, satisfaction, perceived enjoyment, and continuance intention served as the 
questionnaire's filling out process. The preparation of questions for this study is divided into two parts. 
The first question is used to determine the respondent's profile, such as age, business income, length of 
time the business has been established, and the application used. 

Furthermore, questionnaires were distributed to 200 respondents using google form targeting food 
and beverage retailers in Surabaya and its surroundings, who were collected from June 2023 to August 
2023. The preparation of questions for this study is divided into two parts. The first question is used to 
determine the respondent's profile, such as age, business income, length of time the business has been 
established, and the application used. And the second is about answering 17 statements pertaining to 
the variables trust, satisfaction, perceived enjoyment, and continuance intention served as the 
questionnaire's filling out process. The survey also stated that it would maintain confidentiality and 
would only be used for research purposes on respondents as seen in Figure 2. 
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Fig.2: Survey Administration 

After the data is collected from the respondents, it is necessary to explore and clean the data first. 
Therefore, repetitive data, incomplete data and data outliers will be discarded. This step is very 
important so that the data used for testing is valid and avoids errors. 

The response rate in this study was 74% from 200 respondents, resulting in 148 usable answers for 
the research. The findings in Table 3 indicated that the majority of respondents were female, totaling 
95 individuals, or 64.2%, whereas males accounted for only 53 individuals, or 35.8% of the total 
respondents. The majority of business owners or managers are aged between 21 to 25 years, years or 
23.6% of all respondents. A significant number of businesses were located in West Surabaya, Java, with 
a total of 49 respondents. The largest group of respondents had been operating their businesses for one 
to two years, comprising 31.8% of the total respondents, equivalent to 47 individuals. Around 50% of 
the respondents were engaged in the food and beverage sector. The majority of businesses adopted both 
online and offline sales channels, accounting for 65.5% of the respondents. 

Before the pandemic, 58.8% of the businesses were already established, while 34.5% of them closed 
during the pandemic due to difficulties in sustaining operations as shown in Figure 3. However, post-
pandemic, a portion of these businesses managed to reopen after overcoming the challenges they faced 
during the pandemic.  
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Fig.3: Count of Business that Close During the Pandemic 

 
Among the respondents, 92 had an average daily customer count of fewer than 50 buyers. Regarding 

income, most businesses managed by the respondents reported an average gross income ranging from 
Rp. 1,000,000.00 to Rp. 5,000,000.00 per month, with 53 respondents falling within this income range. 

 
Table 3. Profile of Respondents 

Description N = 148 % = 100% 

Gender 
Female 95 64.2% 
Male 53 35.8% 

Respondent Age 

< 16 years 4 2.7% 
16 - 20 years 30 20.3% 
21 - 25 years 35 23.6% 
26 - 30 years 22 14.9% 
31 - 35 years 15 10.1% 
36 - 40 years 9 6.1% 
41 - 45 years 15 10.1% 
> 45 years 18 12.2% 
Location Distribution 
West Surabaya 49 33.1% 
Center Surabaya 5 3.4% 
South Surabaya 5 3.4% 
East Surabaya 30 20.3% 
North Surabaya 7 4.7% 
East Java other than 
Surabaya 40 27% 
West Java 4 2.7% 
Outside Java 8 5.4% 
Business Age 
< 1 years 31 20.9% 
1 - 2 years 47 31.8% 
3 - 4 years 26 17.6% 
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5 - 6 years 13 8.8% 
7 - 8 years 7 4.7% 
9 - 10 years 6 4.1% 
> 10 years 18 12.2% 
What Business Sells 
Food and Beverage 74 50% 
Food 56 37.8% 
Beverage 18 12.2% 
Business Type 
Both 97 65.5% 
Online 31 20.9% 
Offline 20 13.5% 
Average Number of Buyers Each day 
< 50 buyers 92 62.2% 
51-100 buyers 39 26.4% 
101-150 buyers 2 1.4% 
151-200 buyers 7 4.7% 
201-251 buyers 0 0% 
251-300 buyers 1 0.7% 
> 300 buyers 7 4.7% 
Average Gross Income Each Month 
< Rp1,000,000 34 23.1% 
Rp 1,000,000 - Rp 
5,000,000 53 36.1% 
Rp 5,000,001 - Rp 
10,000,000 21 14.3% 
Rp 10,000,001 - Rp 
15,000,000 9 6.1% 
Rp 15,000,001 - Rp 
20,000,000 10 6.8% 
Rp 20,000,001 - Rp 
25,000,000 6 4.1% 
> Rp 25,000,000 14 9.5% 
Business Existed Before the Covid Pandemic 
Yes 87 58.8% 
No 61 41.2% 

 

4. Results and Discussion  

4.1. Data Processing 
In this research, the data was analyzed using the PLS-SEM method. Structural equation modelling 
(SEM) along with partial least square (PLS) analysis was used to test and assess the reliability of the 
theoretical model. SEM has the capacity to measure structural models, according to prior research. 
[37][42] Structural equation modelling (SEM) is nearly universally accepted as the method of choice 
for investigating mediating and moderating interactions among latent variables in management and 
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marketing studies. [43] As a result, PLS is the methodology that should be used for this research. The 
first step is analyzing each variable's mean value and standard deviation. The measurement model 
assessment test comes next, which verifies the validity and dependability of the research's indicators. 
The last stage is testing the structural model which is carried out to look for relationships between 
variables that are built based on hypotheses. 

4.2. Descriptive Analysis 
The utilization of descriptive assessment statistics can be immensely helpful in identifying patterns and 
relationships that may not be immediately apparent. This is achieved through the use of the mean, which 
determines the average measurement value, and the standard deviation, which explains the variation in 
scores between average values. [44] In this study, standard deviation and mean value of each indicator 
can be seen on table 4. It may be deduced from the fact that the Continuance Intention variable has a 
mean value of 4.186 on average that the respondents approve of the measure. The lowest standard 
deviation value is found on the CI 2 indicator. Similarly, the Trust variable has an average mean value 
of 4.384, indicating that respondents strongly agree with the measure, and the lowest standard deviation 
is found on the T 3 indicator. The Satisfaction variable has an average mean value of 4.173, indicating 
that respondents agree with the measure, and the lowest standard deviation is found on the S 4 indicator. 
Finally, the Perceived Enjoyment variable has an average mean value of 4.026, indicating that 
respondents agree with the measure, and the lowest standard deviation is found on the PE 5 indicator. 

4.3. Measurement Model Assessment 
In PLS-SEM, measuring the validity and reliability of constructs is crucial [45]. The first step to evaluate 
construct validity is to ensure that the indicators used have an outer loading value of >0.4 to 0.7. [45] 
Table 4 shows that not all indicators meet this requirement, but dropping PE4, PE5, and PE 6 has no 
effect on discriminant validity or AVE. To meet convergent validity requirements, the AVE value must 
be greater than 0.5. However, if the AVE value is close to 0.5 with a composite reliability value greater 
than 0.6 then convergent validity is accepted, so that the AVE value on the perceived enjoyment variable 
(0.470) meets the convergent validity requirements. [55] To be regarded as dependable, the composite 
reliability and Cronbach’s alpha both need to be higher than 0.7. This study meets these requirements 
for all variables. 

 
Table 4. Constructs, Items, Outer Loadings, Composite Reliability, Cronbach’s Alpha, & AVE 

Construct Item Mean Std. 
Deviation 

Outer 
Loading 

Composite 
Reliability 

Cronbach 
Alpha 

AVE 

Continuance 
Intention CI 1 4.235 1.026 0.949 0.964 0.944 0.900 

 CI 2 4.148 0.986 0.948    

 CI 3 4.174 1.008 0.949    

Trust T 1 4.396 1.015 0.948 0.977 0.969 0.915 

 T 2 4.356 1.011 0.957    

 T 3 4.456 0.986 0.968    

 T 4 4.329 0.993 0.954    

Satisfaction S 1 4.221 1.009 0.932 0.967 0.955 0.880 



458 

Tanamal et al., Journal of System and Management Sciences, Vol. 14 (2024) No. 7, pp. 445-466  

 

 S 2 4.282 0.997 0.943    

 S 3 4.094 0.999 0.948    

 S 4 4.094 0.992 0.931    

Perceived 
Enjoyment P E 1 4.141 1.010 0.925 0.793 0.799 0.470 

 P E 2 4.201 0.990 0.953    

 P E 3 3.765 1.348 0.214    

 P E 4 3.94 1.372 0.241    

 P E 5 4.221 0.989 0.955    

 P E 6 3.886 1.426 0.204    

In research using the PLS-SEM method, discriminant validity can be observed through the cross 
loading and HTMT values. In this study, table 5 shows that the construct measured is larger than the 
other constructs so that it meets the requirements of discriminant validity. 

Table 5. Cross Loadings 

 Continuance 
Intention 

Perceived 
Enjoyment 

Satisfaction Trust 

CI_1 0.949 0.871 0.827 0.841 

CI_2 0.948 0.823 0.798 0.8080 

CI_3 0.949 0.828 0.831 0.83 

PE_1 0.815 0.925 0.819 0.816 

PE_2 0.865 0.953 0.881 0.844 

PE_3 0.117 0.214 0.131 0.12 

PE_4 0.125 0.241 0.143 0.15 

PE_5 0.866 0.955 0.873 0.976 

PE_6 0.099 0.204 0.12 0.124 

S_1 0.816 0.835 0.932 0.836 

S_2 0.81 0.862 0.943 0.852 

S_3 0.814 0.837 0.948 0.8 

S_4 0.799 0.838 0.931 0.771 

T_1 0.822 0.858 0.825 0.948 

T_2 0.81 0.831 0.805 0.957 

T_3 0.836 0.842 0.828 0.968 

T_4 0.863 0.859 0.864 0.954 
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The HTMT value must have a confidence interval without a value of 1. [57] Table 6 shows that the 
HTMT value obtained through the complete bootstrapping method meets the requirements. 

 
Table 6. HTMT 

 Original 
Sample 
(O) 

Sample 
Mean 
(M) 

2.50% 97.50% 

Perceived 
Enjoyment -> 
Continuance 
Intention 0.784 0.782 0.701 0.857 

Satisfaction -> 
Continuance 
Intention 0.909 0.906 0.823 0.958 

Satisfaction -> 
Perceived 
Enjoyment 0.802 0.797 0.722 0.857 

Trust -> 
Continuance 
Intention 0.91 0.905 0.833 0.956 

 
The study's indicators can be utilized to put the structural model to the test thanks to the validity 

and reliability analyses performed. 
 

4.4. Structural Model Assessment 
 The structural model was determined using Q square, R square, and t statistics. It was found 
that the Continuance Intention, Satisfaction, and Perceived Enjoyment variables have a Q square value 
greater than zero as can be seen on table 7, indicating strong predictive relevance. [45] 

 
Table 7. R Square & Q Square 

 R²  Q²  
Continuance 
Intention 0.829 0.732 

Satisfaction 0.832 0.726 

 
The R square value for the Continuance Intention shown on table 7 variable is 0.829. This shows 

that Continuance Intention can substantially explain Trust, Satisfaction, and Perceived Enjoyment by 
82.9%. The R square value for the Satisfaction variable is 0.832, as seen on table 7. This shows that the 
Satisfaction variable can substantially explain the Trust and Perceived Enjoyment of 83.2%.  
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Fig.4: Bootstrapping 

The Expectation Confirmation Model (ECM) framework was used to develop five hypotheses 
regarding the relationships between trust, satisfaction, and perceived enjoyment of continuance 
intention. Figure 4 shows a total of 500 bootstrap resamples were conducted to test these hypotheses, 
with all hypotheses being accepted. 

Table 8. Structural Model for Hypothesis Testing Results 

H Path β T 
Values 

P 
Values 

Results 

H1 Trust -> 
Satisfaction 0.336 3.35 0.001 Supported 

H2 Perceived 
Enjoyment -> 
Satisfaction 0.601 6.48 0.000 Supported 

H3 Satisfaction -> 
Continuance 

Intention 0.223 2.13 0.034 Supported 

H4 Trust -> 
Continuance 

Intention 0.322 2.77 0.006 Supported 

H5 Perceived 
Enjoyment -> 
Continuance 

Intention 0.401 3.34 0.001 Supported 

 
Table 8 displays the path coefficients that were built based on each hypothesis. H1(=0.336, t=3.35, 
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p = 0.001) was supported, as path coefficient analysis showed that trust has a significant and positive 
effect on satisfaction. Similarly, H2 (=0.601, t=6.48, p < 0.001) was supported, as perceived enjoyment 
was found to have a significant and positive effect on satisfaction. H3 (=0.223, t=2.13, p=0.034) and 
H4 (=0.322. t=2.77, p = 0.006) were also supported, as satisfaction and trust were found to have 
insignificant effects on continuance intention. On the other hand, H5 (=0.401, t=3.34, p = 0.001) was 
supported, as path coefficient analysis showed that perceived enjoyment has a significant and positive 
effect on continuance intention. [1] 

 

5. Conclusion 

5.1. Discussion 

The effect of Trust on Satisfaction 
The result of this study is that trust has a significant and positive effect on satisfaction. This shows that 
the trust of food and beverage managers or business owners can positively increase satisfaction. The 
research conducted by Natarajan [44] shows that trust affects satisfaction. Previous studies have shown 
that trust is a factor that influences customer satisfaction. [46][44] In this study, 63.8% of respondents, 
or the majority of respondents were women. Research conducted by Trabelzi [47] revealed that in the 
context of omnichannel women are more likely to use it based on trust, while men are more likely to 
use omnichannel based on satisfaction. 

The effect of Perceived Enjoyment on Satisfaction 
The result of this study is that trust has a significant and positive effect on satisfaction. This shows that 
the perceived enjoyment of managers or business owners in using omnichannel will increase satisfaction. 
Previous research discussed the significant relationship between perceived enjoyment on satisfaction. 
[53][54][49] This research provides a new understanding regarding the effect of perceived enjoyment 
on satisfaction for business owners and managers.  

The effect of Satisfaction on Continuance Intention 
These studies found that managers' satisfaction has a significant and positive effect on continuance 
intention. This shows that the satisfaction of managers or business owners significantly and positively 
affect continuance intention. This aligns with previous research indicating satisfaction affects 
continuance intention. [49][50] According to Cheng [50] satisfaction in the use of e-learning affects the 
importance of ECM in understanding the effect of satisfaction intentions on continuance intention. Thus, 
to increase continuance intention, institutions must think about ways to maximize student satisfaction 
by realizing their expectations of e-learning and providing facilities for effective use of the system. [50]  

The effect of Trust on Continuance Intention 
The result of this study is that trust has a significant and positive effect on continuance intention. This 
shows that the trust of the manager or business owner has a significant and positive effect on 
continuance intention. Research conducted by Shao [52] revealed that in order to increase m-payment 
continuance intention, trust must be increased through attribute customization and mobility perception. 

The effect of Perceived Enjoyment on Continuance Intention 
The results of this study indicate that perceived enjoyment has a significant and positive effect on 
continuance intention. This shows that the perceived enjoyment of business owners or managers has a 
significant and positive effect on continuance intention. The result of this research is similar to research 
conducted by Ashfaq [49] who also found that perceived enjoyment has a significant and positive 
influence on continuance intention in using chatbot. 
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5.2. Research Implications 
This research makes important theoretical and practical contributions regarding omnichannel retail 
strategies for food and beverage MSME resilience. The application of ECM provides a robust 
framework for understanding key drivers of owners’ intentions to continue omnichannel formats. 
Testing a comprehensive set of cognitive and affective factors expands omnichannel adoption 
knowledge. This research contributes to the development of theory that ECM is able to explain the 
factors that influence omnichannel in the food and beverage industry.  

First, trust has a positive and significant effect on satisfaction. Based on the lowest standard 
deviation value on the satisfaction variable, business owners can increase trust based on a clear way of 
ordering food. 

Second, perceived enjoyment has a positive and significant effect on satisfaction. Based on the 
lowest standard deviation value on the perceived enjoyment variable, business owners and managers 
can increase satisfaction by using the omnichannel strategy so that both can run smoothly through 
increased attention to customer interests. 

Third, trust, Satisfaction, and Perceived Enjoyment have a positive and significant effect on 
continuance intentions. Based on the lowest value of continuance intention, use an omnichannel strategy 
so that both can run smoothly through attention to interests so that business owners or managers are 
satisfied with the business services provided and ensure customers are not bored. 

Fourth, the factor that most influences the continuance intention for online and offline sales so that 
the business can rise immediately is perceived enjoyment, so business owners or business managers 
must maintain customers who are happy with the services provided. Practically, the findings suggest 
MSMEs must proactively enhance trust, satisfaction, and customer enjoyment to sustain 
omnichannel integration. This will require targeted investment in service quality, relationship 
building, and user experience. 

It's worth noting that this study has limitations in only looking at factors like trust, satisfaction, and 
perceived enjoyment when it comes to an individual's decision to keep using a product or service. There 
could be other factors at play that also impact this decision. To gain a more comprehensive 
understanding, additional research should be conducted to analyze and explore other variables that may 
have an influence on the intention to continue using a product or service. The localized scope and cross-
sectional design restrict generalizability and causal inference. Longitudinal studies should evaluate 
post-adoption outcomes over time. Larger samples would enable multi-group comparisons between 
business types and regions. Qualitative research could provide a richer understanding of owners’ 
motivations and decision-making. Overall, this study enables significant progress in theorizing                 
strategies for MSMEs amid dynamic environments. 
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