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This study aims to determine whether the factors of convenience, 
trust, and security significantly affect the interest in using the Go-
Food application for millennials in Makassar City. Sampling in 
this study uses the purposive sampling technique. Data were 
collected using a set questionnaire. A total of 96 respondents 
were successfully invited to participate and fill out the 
questionnaire. Data were analyzed descriptively and regression 
analysis to test the research hypothesis. The test of this research 
was conducted using the SPSS version 22 program. The results 
showed that the security and usability variables significantly 
affected the interest in using the Go-Food application. While the 
ease of use variable has no significant effect on the interest in 
using the Go-Food application. 
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1. Introduction 
 
This rapid advancement in technology has greatly influenced various aspects of human life, 

especially in business (Min, So, & Jeong, 2019; Petcharat & Leelasantitham, 2021; Saleem et al., 2022). 

Transaction activities in business are even easier and more practical (Arokiasamy, 2021; Bubun & 

Gosal, 2022). One business area currently booming is the start-up business (Niu et al., 2021; Zhong, Oh, 

& Moon, 2021). Start-up businesses are more synonymous with businesses that use technology, the 

web, the Internet, and those related to these domains (Fauzi, 2019; Choe, Kim & Hwang, 2021).  

Today, one of the most popular start-up businesses is Go-Jek (Fauzi, 2018). Go-Jek implements the 

M-Commerce system in its use. M-Commerce is an abbreviation of mobile commerce and a trading 

system carried out via mobile phones (Jain, Kaul, & Sanyal, 2021; Kim, Kim, & Hwang, 2021). Go-Jek is a 

technology company founded by Nadiem Makarim, an Indonesian citizen who graduated with a Master 

of Business Administration from Harvard Business School. Go-Jek officially operated on October 13, 

2010, with 20 drivers. At that time, Go-Jek only provided passenger transportation services using 

motorbikes. So far, Go-Jek has 19 services. One of the services that are often used is Go-Food. 

Go-Food is a food delivery service. Go-Food was launched in March 2015. This Go-Food service 

also makes it very easy for consumers because they only need to use a smartphone connected to the 

Internet and then open the Go-Food feature on the Go-Jek application. Consumers can buy food or 

drinks through restaurants or restaurants that have collaborated with Go-Jek. The Go-Food driver will 

directly deliver the ordered food or drink to the consumer's destination. Go-Food is also equipped with 
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a Global Positioning System (GPS) to make it easier for drivers to deliver food to the consumer's 

destination. 

One Go-food user group is millennials (Rehman et al., 2019; Papalangi, Limpo & Sampe, 2021). 

Millennials often find it difficult to cook food. Some are too lazy to buy food, either because the weather 

is not favourable or there is no vehicle to buy food (Ofori & Appiah-Nimo, 2019). However, with the Go-

Food application, it is hoped can help to solve this problem. This growing Go-Food phenomenon has 

become one of the options often used to buy food, especially among millennials. 

Millennials have access to the Internet, grew up with Web 2.0 technologies, and are shaped by the 

constant global spread of the Internet, social networks, smartphones, and digital connectivity 

(Zvarikova1, Gajanova, & Higgins, 2022). Online advances in digital technologies, such as increased 

Internet access and the proliferation of smartphones, are among the defining characteristics of the 

millennial experience (Lin et al., 2022). Millennials develop their identities and form relationships 

through technology and social media, storing information, knowledge and experiences on cloud-

connected devices (Szymkowiak et al., 2021; Bubun & Gosal, 2022). 

With their ability to use the Internet, the millennial generation makes them like convenience 

(Bubun & Gosal, 2022). This convenience can be an important supporting factor encouraging 

millennials to use Go-Food goods or services. Go-Food is certainly created to make it easy for 

consumers so they do not have to bother going to the desired place to eat and make it easier for 

consumers to order food anytime and anywhere. However, this aspect of convenience also needs to be 

considered because not all individuals think that Go-Food does provide convenience to users. 

In addition to convenience, millennials pay great attention to trust and security (Ishfaq & 

Mengxing, 2021). Trust and security are among the most important things for consumers (Driediger & 

Bhatiasevi, 2019; Jun et al., 2021; Wu, Lu, & Huang, 2022). Consumers will use these goods or services 

if they have confidence in them and the funds reach them (Hong et al., 2021). This study discusses trust 

in the use of the Go-Food application and the safety of the delivery of these goods. 

This study uses the Theory Acceptance Model (TAM) thinking. TAM theory only focuses on the 

individual factors of users in adopting new technologies (Lee, Kozar, & Larsen, 2003; Lu, Papagiannidis, 

& Alamanos, 2019; Waris et al., 2022). Pitchay, Ganesan, Zulkifli and Khaliq, (2021) state that social 

influence has long been considered an important element in explaining adoption behaviour. Therefore, 

the adoption of online food delivery services by SMEs in the food business is sometimes influenced not 

only by individual factors but also by social influences (Lai & Wang, 2021). Referring to the context of 

the business environment, in every strategy used by managers in the company, managers always 

consider all factors that can directly or indirectly affect business performance, such as customers, 

suppliers, competitors, technology, regulations, and economic conditions (Wen, Pookulangara). & 

Josiam, 2022). 

The Technology Acceptance Model (TAM) is a popular theory related to adopting new 

technologies (Lee, Kozar, & Larsen, 2003; Lu, Papagiannidis, & Alamanos, 2019; Choe, Kim, Hwang, 

2021). Then, Jain, Kaul and Sanyal (2021) describe that people consider using or not using an 

application to the extent that they believe it will help their job performance better. So, it refers to the 

perceived usefulness variable. Furthermore, although potential users understand that the new 

technology is useful, they may not use the latest technology because the system is difficult to use (Jun 

et al., 2021). Then, it refers to the perceived ease of use variable (Petchrat & Leelasantitham, 2021). 

Based on previous empirical studies, personal beliefs consisting of TAM dimensions, namely perceived 

usefulness and ease of use, are important predictors of intention to use electronic payments and online 

consumer behaviour (Szymkowiak et al., 2021). In the context of Go-Food services, then food traders 

can continue to adopt Go-Food services if they feel Go-Food services are useful and contribute to their 
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convenience and ease to use. However, empirically, millennials think that the Go-Food application is 

easy, reliable and safe. 

More specifically, this research is directed at answering whether interest, trust and safety affect 

millennials' interest in using the Go-Food application. So the aim is to analyze the convenience, trust 

and security factors in using the Go-Food application.  

 

2. Methods 

 

This research was conducted in Makassar City with a population of millennials who have the Go-

Food application and have used the application. Data were collected using a questionnaire. One 

hundred questionnaires were circulated to millennials, and 96 questionnaires were successfully 

returned and filled out completely. 

There are four variables studied, namely ease (X1), measured by 4 indicators. Namely, the Go-

Food application is easy to understand. The Go-Food application is practical. The Go-Food application is 

easy to use freely anytime and anywhere (mobile), and knows how to use it. Using the Go-Food 

application. Trust (X2) is measured by guaranteed satisfaction, attention and frankness. Security (X3) 

Measured by transaction security, claim service and replacement of goods that do not match. Usage is 

the activity of using something or buying something in goods and services. In this study, Go-Food users 

must have used the Go-Food application on their smartphones. 

The data were analyzed descriptively to get an idea of the millennials' response to the 

convenience, trust, security and interest in using Go-Food services. To test the research hypothesis, 

multiple regression analysis was applied. 

 

3. Results and Discussion 

 

3.1 Respondent's Background 

From the research conducted, gender is grouped into male and female. The gender of the 

respondents can be seen in Table 1 below: 

Table 1. 
Gender  

Gender Total Percentage 
Male 42 43,8 

Female 54 56,3 
Total 96 100,0 

                              Source: Analysis data collected for the study 

The table above shows that the sex mix of respondents consisted of male respondents, as many as 
42 respondents or 43.8% of all respondents, while female respondents were 54 respondents or 56.2% 
of all respondents. 

The respondents' age criteria were classified from the research: 17-20 years, 21-24 years, and 25-
28 years. From receiving respondent data through questionnaires obtained the following table 2: 

Table 2. 
Respondents  

Age Total  Percentage 
17-20 25 26 
21-24 61 63,5 
25-28 10 10,4 
Total 96 100,0 

                     Source: Analysis data collected for the study 
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From the table above, it can be seen that the age of respondents consisting of 17-20 years is 25 

respondents or 26% of all respondents, 21-24 years is 61 respondents or 63.5% of all respondents, 25-
28 years consists of 10 respondents. Or 10.5% of the total respondents. 
3.2 Descriptive analysis 

From the data processing results, it is known that more than some of the total respondents in the 
first statement, as many as 47 respondents answered agreed with a percentage of 49% and the overall 
standard deviation value of 0.605. In the second statement, 45 respondents gave agreed answers with 
a percentage of 46.9% and an overall standard deviation of 0.622. In the third statement, there were 
52 respondents who answered strongly agreed with the percentage of 54.2% and the overall standard 
deviation of 0.648. In the fourth statement, 47 respondents gave an agreeable answer with a 
percentage of 49% and an overall standard deviation value of 0.578. 

For the confidence variable, it is known that in the first statement, there are more than a portion 
of the total respondents, as many as 56 respondents, gave the answer agreeing with a percentage of 
58.3% and the overall standard deviation value of 0.614. In the second statement, 43 respondents 
answered strongly agreed with the percentage of 44.8% and the overall standard deviation of 0.715. In 
the third statement, 43 respondents answered strongly agreed with the percentage of 44.8% and the 
overall standard deviation of 0.667. In the fourth statement, 49 respondents gave the answer agreeing 
with a percentage of 51% and the overall standard deviation value of 0.730. In the fifth statement, 47 
respondents gave an agreeable answer with a percentage of 49% and an overall standard deviation 
value of 0.677. 

Based on the analysis, it can be seen in the first statement that there are more than a part of the 
total respondents, as many as 47 respondents who answered strongly agree with a percentage of 49% 
and the overall standard deviation value of 0.578. In the second statement, 39 respondents answered 
strongly agreed with the percentage of 40.6% and the overall standard deviation of 0.893. In the third 
statement, there were 51 respondents who answered strongly agreed with the percentage of 53.1% 
and the overall standard deviation of 0.706. 
3.3 Hypothesis testing 

To determine the effect of ease of use, trustworthiness and security, a multiple linear regression 
analysis was carried out, and the results are shown in Table 3 below: 

Table 3. 
Regression Analysis 

Model Unstandardized  
Coefficients 

Standardized 
Coefficients 

 
t 

 
Sig 

B Std. Error Beta 
1 (Constant) 2.470 1.652  1,496 0,138 

Ease of use .134 .090 .135 1,480 0,142 

Trust .158 .063 .254 2.490 0,015 

Delivery safety .284 .073 .370 3,868 0,000 

Source: Analysis data collected for the study 

From the SPSS version 22 output table above, researchers can provide an analysis of the 
results of hypothesis testing as follows: 
1. Ease of use (X1) produces the at-count value of 1.480 <1.986 and a significance value of 0.142 > 

0.05, so it can be concluded that Ease (X1) has no significant effect on interest in using the Go-
Food application (Y). 

2. Trust (X2) produces the at-count value of 2.490 > 1.986 and a significance value of 0.015 < 0.05, 
so it can be concluded that Trust (X2) has a significant effect on interest in using the Go-Food 
application (Y). 
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3. Security (X3) produces the at-count value of 3.868 > 1.986 and a significance value of 0.00 < 0.05, 
so it can be concluded that Security (X3) has a significant effect on interest in using the Go-Food 
application (Y). 
Simultaneously, ease, trust, and security significantly influence Go-Food application of 0.000 < 

0.050 or F empirical 1l7.805 > 2.70 F table. It can be concluded that Ease (X1), Trust (X2), and Security 
(X3) together have a significant effect on Interest Use of (Y) Go-Food. 

 
4. Conclusion and Suggestions 

 
4.1 Conclusion 

Based on the results of the data analysis that researchers have done in the previous chapter, there 
are several conclusions as follows: 
a. Ease (X1) has no significant effect on the interest in using the Go-Food application at Atma Jaya 

University Makassar students. It can be proven by the results of a significance value of 0.142 > 
0.05. 

b. Trust (X2) has no significant effect on the interest in using the Go-Food application among Atma 
Jaya University Makassar students. This can be proven by the results of a significance value of 
0.015 > 0.05. 

c. Security (X3) significantly affects the interest in using the Go-Food application among Atma Jaya 
University Makassar students. This can be proven by the results of a significance value of 0.00 < 
0.05. 

d. The Adjusted R (R2) value has a value of 0.347 (34.7%). This shows the variables of Ease (X1), 
and Trust (X2). Security (X3) affects Interest in Use (Y) of the Go-Food Application. Meanwhile, 
the remaining 0.653 (65.3%) are influenced by other variables outside of this study. This means 
that the independent variable has an effect even at a weak level on the dependent variable. 

4.2 Suggestions 
Based on the results of research, discussion, and conclusions that have been obtained, the 

following suggestions can be given: 
a. For Companies: The Go-Jek company should further improve the quality of its application 

services, especially on Go-Food services, so that more and more people are interested in using Go-
Food. 

b. For Further Researchers, In this study, the researcher was limited in only being able to get 96 
respondents. It is hoped that further researchers will be able to increase the number of 
respondents to achieve responses from more respondents to provide better research results in 
the future. 

c. Further researchers are also expected to be able to develop other factors that can influence the 
interest in using Go-Food. 
 

REFERENCES 
 
 Arokiasamy, L. 2021,  Online Shopping Among Young Generation in Malaysia. Electronic Journal of Business 

Management, 6, 31–38 
Bubun, U.U and Gosal, B. 2022. E-Commerce Potential Using The Social Internet Network  In Faculty Of Economic 

Atma Jaya Makassar University, Journal of Management, E-Business & Entrepreneurship Research, Vil. 1, No. 
2, pp. 24-33  

Choe, J.; Kim, J.; Hwang, J. 2021, Innovative marketing strategies for the successful construction of drone food 
delivery services: Merging TAM with TPB. Journal Travel Tourism Marketing, 38, pp. 16–30. 

Driediger, F.; Bhatiasevi, V. 2019, Online grocery shopping in Thailand: Consumer acceptance and usage behavior. 
Journal Retailing Consumers Service,  48, pp. 224–237 

Fauzi,  A A, 2019, Critical Factors of SME Managers’Adoption of Online Delivery Service Application, International 
Journal of Business and Society, Vol. 20 No. 3, pp. 1130-1148 

Fauzi, A. A. (2018). Electronic service quality on mobile application of online transportation services. Jurnal 
Manajemen Indonesia, 18(1), pp. 13–27. https://doi.org/https://doi.org/10.25124/jmi.v18i1.1256 

https://doi.org/https:/doi.org/10.25124/jmi.v18i1.1256


Enrichment: Journal of Management  e-ISSN 2721-7787  

 

The Influence Of Ease Of Use, Trust And Safety On The Go-Food Application To The Millenias Of Makassar City : 
Application Of Acceptance Model Theory (Ferdinandus Sampe, et al) 

1747 

Hong, C.; Choi, H.H.; Choi, E.-K.C.; Joung, H.-W.D. (2021) Factors Affecting Customer Intention to Use Online Food 
Delivery Services before and during the COVID-19 Pandemic. Jornal of Hospitality Tourism Management, , 
48, 509–518. 

Jain, N.K.; Kaul, D.; Sanyal, P. 2021, What drives customers towards mobile shopping? An integrative technology 
continuance theory perspective. Asia Pacific Journal of Marketing Logistic, 34, pp. 922–943. 

Lai, M-F. &  Wang, H-Y., 2021. Food Traceability on Intention to Use Agriultural E-Commerce Platforms,  The 
International Journal of Organizational Innovation, Volume 14 Number 2, October 2021 

Lin, Y.; Marjerison, R.K.; Choi, J.; Chae, C. (2022) Supply Chain Sustainability during COVID-19: Last Mile Food 
Delivery in China. Sustainability  14, 1484. https://doi.org/10.3390/su14031484 

Lu, Y., Papagiannidis, S., and Alamanos, E. (2019). Exploring the emotional antecedents and outcomes of 
technology acceptance, Computers in Human Behavior, 90, pp.153-169. doi:10.1016/j.chb.2018.08.056 

Ishfaq, N.; Mengxing, H. 2021, Consumer usage behavior of internet-based services (IBS) in pakistan during 
COVID-19 crisis from the perspective of Technology Acceptance Model. Environmental Science Pollution 
Research, pp. 1–16. 

Jun,W.; Nasir, M.H.; Yousaf, Z.; Khattak, A.; Yasir, M.; Javed, A.; Shirazi, S.H. (2021) Innovation performance in 
digital economy: Does digital platform capability, improvisation capability and organizational readiness 
really matter? European Journal of Innovation Management,   

Kim, J.; Kim, I.; Hwang, J. A (2021) Change of Perceived Innovativeness of Contactless Food Delivery Services Using 
Drones After the Outbreak of COVID-19. International Journal of Hospitality Management, 93, 102758. 

Lee, Y.; Kozar, K.A.; Larsen, K.R.T. . (2003) The Technology Acceptance Model: Past, Present, and Future. 
Communication Association Informationa System, 12, 752–780. 

Min, S., So, K.K.F., and Jeong, M. (2019). Consumer adoption of the Uber mobile application: insights from the 
diffusion of innovation theory and technology acceptance model, Journal of Travel and Tourism Marketing, 
36(7), pp.770-783. doi: 10.1080/10548408.2018.1507866 

Niu, B.; Li, Q.; Mu, Z.; Chen, L.; Ji, P. (2021) Platform Logistics or Self-Logistics? Restaurants’ Cooperation with 
Online Food-Delivery Platform Considering Profitability and Sustainability. International Journal Production 
Economy,  234, 108064. 

Ofori, D.; Appiah-Nimo, C. (2019), Determinants of online shopping among tertiary students in Ghana: An extended 
technology acceptance model. Cogent Business Management  6, 1644715. 

Papalangi, N.  Limpo, L., & Sampe, F., 2021. The Influence of Trust on Student Online Shopping Motivation 
Behavior,  Journal of Management, E-Business & Entrepreneurship Research. Vol. 1 No. 1, pp. 38-50 

Petcharat, T.; Leelasantitham, A. (2021), A retentive consumer behavior assessment model of the online purchase 
decision-making process. Heliyon  7,  e08169 

Pitchay, A. A.; Ganesan, Y.; Zulkifli, N.S.; Khaliq, A. (2021) Determinants of customers’ intention to use online food 
delivery application through smartphone in Malaysia. Br. Food J., 124, 732–753. 

Rehman, S.U.; Bhatti, A.; Mohamed, R.; Ayoup, H. (2019) The moderating role of trust and commitment between 
consumer purchase intention and online shopping behavior in the context of Pakistan. J. Glob. Entrep. Res., 9, 
43. 

Saleem, A.; Aslam, J.; Kim, Y.B.; Nauman, S.; Khan, N.T. (2022) Motives towards e-Shopping Adoption among 
Pakistani Consumers: An Application of the Technology Acceptance Model and Theory of easoned Action. 
Sustainability, 14, 4180. https://doi.org/10.3390/su14074180 

Szymkowiak, A.; Melovic, B.; Dabic, M.; Jeganathan, K.; Kundi, G.S. (2021) Information technology and Gen Z: The 
role of teachers, the internet, and technology in the education of young people. Technology Soc., 65, 101565 

Waris, I.; Ali, R.; Nayyar, A.; Baz, M.; Liu, R.; Hameed, I. 2022. An Empirical Evaluation of Customers’ Adoption of 
Drone Food Delivery Services: An Extended Technology Acceptance Model. Sustainability 2022, 14, 2922. 
https://doi.org/10.3390/su14052922 

Wen, H., Pookulangara, S. and Josiam, B.M. (2022), "A comprehensive examination of consumers' intentions to use 
food delivery apps", British Food Journal, Vol. 124 No. 5, pp. 1737-1754. https://doi.org/10.1108/BFJ-06-
2021-0655 

Wu, Y.; Lu, Y.; Huang, S. (2022) Impacts of Delivery Charge on the Possibility of Consumers Using Online Food 
Delivery. Sustainability  14, 1795. https://doi.org/10.3390/su14031795 

Zhong, Y.; Oh, S.; Moon, H. (2021) Service transformation under industry 4.0: Investigating acceptance of facial 
recognition payment through an Extended Technology Acceptance Model. Technol. Soc. 64, 101515. 

Zvarikova1, K., Gajanova, L., & Higgins, M. 2022. Adoption of Delivery Apps during the COVID-19 Crisis Consumer 
Perceived Value, Behavioral Choices and Purchase Intentions, Journal of Self-Governance and Management 
Economics 10(1), 2022, pp. 69–81. 

 

https://doi.org/10.3390/su14074180
https://doi.org/10.3390/su14052922
https://doi.org/10.1108/BFJ-06-2021-0655
https://doi.org/10.1108/BFJ-06-2021-0655

