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ABSTRACT

Porpuse: The objective of this research is to examine the relationship between digital skills and
satisfaction in the use of food delivery apps, when mediated by perceived quality. This quality is
influenced by high demand and, consequently, by complaints and dissatisfaction with the use of these
apps during the global crisis of the Covid-19 pandemic.

Design/method/approach: A structural model was developed and empirically tested, based on digital
skills and satisfaction with food delivery apps, mediated by quality, using data collected from 170
Brazilians between January and February 2023.

Findings: The results showed that respondents only demonstrate satisfaction with food delivery apps if
they perceive the quality of the apps, and for this to happen, the user must have digital skills. In other words,
there is no satisfaction without perceived quality, and for quality to be perceived, digital skills are necessary.
Originality/value: Afirst and second-order model encompassing digital skill level, perceived quality, and
satisfaction can offer significant contributions to the literature. This is particularly true when considering
digital skill level as a second-order construct, which can be reflective-formative or reflective-reflective.
This construct is composed of dimensions such as platform navigation, functional use, creative skills,
online problem-solving, social media engagement, and operational aspects. This approach enables a
more comprehensive and accurate representation of the concept, overcoming the common limitation
in the literature that often treats it as a one-dimensional construct. From a practical standpoint, this
model provides valuable insights for organizations, digital platforms, educational institutions, and
governmental bodies that need to adapt their services to audiences with varying levels of digital literacy.
Furthermore, it deepens the understanding of user experience by demonstrating that perceived quality
and satisfaction do not solely depend on product or service characteristics, but also on the individual's
digital competencies.
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RESUMO

Objetivo: Esta pesquisa objetiva examinar a relacdo entre habilidade digital e satisfacdo no uso
dos aplicativos de delivery de comida, quando mediada pela qualidade percebida. Esta qualidade é
influenciada pela alta demanda e, por conseguinte, pelas reclamacdes e insatisfagdo com o uso desses
aplicativos, na época da crise global da pandemia da Covid-19.

Design/metodologia/abordagem: Foi elaborado e testado empiricamente um modelo estrutural
baseado na habilidade digital e na satisfacdo com os aplicativos de delivery de comida, mediada pela
qualidade com a utilizagdo de dados coletados de 170 brasileiros, entre janeiro e fevereiro de 2023.
Resultados: Os resultados evidenciaram que os respondentes sé demonstram satisfacdo com os
aplicativos de delivery de comida se perceberem a qualidade dos mesmos e que, para que isso aconteca,
é necessario que o usuario possua habilidade digital, ou seja, ndo ha satisfacdo sem qualidade percebida
e que, para que se perceba a qualidade, é preciso que se tenha habilidade digital.
Originalidade/valor: Um modelo de primeira e segunda ordem que envolva o nivel de habilidade
digital, a qualidade percebida e a satisfacdo podem trazer contribuicdes relevantes para a literatura,
especialmente ao considerar o nivel de habilidade digital como um construto de segunda ordem,
reflexivo-formativo ou reflexivo-reflexivo, composto por dimens8es como a navegac¢ao em plataformas,
uso funcional, habilidades criativas, resolucdo de problemas online, engajamento em redes sociais e
aspectos operacionais. Essa abordagem permite uma representacdo mais abrangente e fiel do conceito,
superando a limitacdo comum na literatura que frequentemente o trata de forma unidimensional. Do
ponto de vista pratico, esse modelo oferece subsidios valiosos para organizacdes, plataformas digitais,
instituicGes de ensino e 6rgdos governamentais que precisam adaptar seus servicos a publicos com
diferentes niveis de alfabetizacdo digital. Além disso, aprofunda a compreensdo da experiéncia do
usuario ao demonstrar que a percep¢ao de qualidade e a satisfacdo ndo dependem exclusivamente
das caracteristicas do produto ou servi¢co, mas também das competéncias digitais do individuo.

Palavras-chaves: Qualidade percebida; Habilidade digital; Aplicativos de delivery de comida; Satisfacao;
Tecnologia

1 INTRODUCTION

E-commerce becamewidespread withthe developmentoftheinternet. Currently,
retail is characterized by the extensive use of high connectivity and contactless
technologies, such as QR codes and mobile technologies (Pantano & Priporas, 2016).
Many customers are attracted to online retail because online stores offer a variety of
services and products tailored to their preferences, as well as convenience, 24-hour
availability, flexible prices, discounts, and free delivery (Kumar et al., 2021).

Notably, technological consumption has been growing worldwide, reflecting an

increase in both internet usage and the use of smartphones for various operations
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(Baabdullah et al., 2019; Mshana et al., 2022). Another factor driving this increase
was the Covid-19 pandemic, declared a global health emergency by the World Health
Organization (WHO) in March 2020. This event led to a state of public health calamity
(Walls et al., 2020), and with the imposition of social distancing, new consumption
models, particularly digital consumption, were boosted (Da Silva Terres et al., 2020).

With the increasing popularity of tablets and smartphones in recentyears, awide
variety of applications has been developed to meet the growing demands of users, who
have become more demanding. Advancesin mobile devices have made their associated
apps essential for daily life (Huang, Lin, Fan, 2015). Companies are increasingly betting
on internet services due to their greater interactivity and convenience (Park and Baek,
2007). Moreover, an online presence offers reduced costs and allows a higher level
of customization and personalization for the end customer (Park and Baek, 2007). In
recent years, the online food delivery sector has seen significant growth worldwide.
The sector’s revenues have increased from US$ 76,193 million in 2017 to US$ 122,739
million in 2020, representing an average annual growth of 17.2%, and are expected to
reach US$ 164,002 million by 2025 (Statista, 2020). Additionally, during the COVID-19
lockdown, more online delivery providers have emerged, and more restaurants
have adopted the delivery format (Dishman, 2020). Even restaurants that sell
their products exclusively through delivery have appeared, a practice that offers
opportunities for new entrants with low fixed costs. Thus, this activity has become
relevant both for established companies and new businesses.

During the pandemic, the use of mobile devices increased dramatically and was
widely adopted. According to a report by the Global Association of Mobile Operators,
global mobile phone users exceeded 5.1 billion in 2020, with more than 1.2 billion users
in China alone (GSMA, 2020). In Brazil, the trend was similar, with the country leading
Latin America in mobile device usage, followed by Mexico, Colombia, and Chile. The
number of Brazilians who access the internet solely through mobile devices reached
77.9 million; those accessing via desktop devices alone numbered 14.5 million, and

those using both types of devices comprised 34.1 million users (Comscore, 2021).
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The pandemic caused lockdowns and the closure of establishments, leading to a
significant increase in demand for online food delivery services, which deliver food and
drinks directly to customers’ homes (NPD, 2020). Food delivery services refer to systems
for ordering and delivering food based on internet communication, connecting customers
to partner restaurants through websites or mobile applications (Ray et al., 2019).

Comparing the periods between March 2019 and March 2020, there was
a 16% increase in the use of food delivery apps (STATISTA, 2022). This surge in
usage has prompted many scholars to research the growth of online platforms for
purchasing food (Habib et al., 2022; Sharma et al., 2021; Wen et al., 2022).

Despite the significant increase in the use of the internet and mobile devices,
access to these technologies is far from universal. While more than 90% of individuals
in classes A and B are internet users, in classes D and E, this number drops to only 42%
(Ipea, 2021). The Brazilian Institute of Geography and Statistics (IBGE, 2022) divides
social classes into five basic categories based on monthly family income: Class A (above
20 minimum wages), Class B (10 to 20 minimum wages), Class C (4 to 10 minimum
wages), Class D (2 to 4 minimum wages), and Class E (up to 2 minimum wages).

Alongside the growth in Brazilian demand, there has also been a rise in
complaints regarding these services. From March 2020 to July 2020, complaints
about iFood services increased from 13.7 thousand to 18.6 thousand, a rise of
35.8%. Complaints about Rappi services jumped from 5.6 thousand to 7.4 thousand,
an increase of 26.1% (Reclame Aqui, 2021). One of the major current challenges for
marketing professionals in these services in Brazil is managing service quality and
ensuring customer satisfaction in e-commerce (Hung et al., 2003).

Previous studies have identified a positive association between customer
perceptions of service quality and customer satisfaction. It has also been concluded

that ensuring service quality leads to higher levels of customer satisfaction (Taylor
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& Baker, 1994). Customer satisfaction is influenced by perceived value, and loyalty
is affected by satisfaction (Kim et al., 2013).

To ensure superior service quality, managers of companies with an online
presence must initially understand how consumers perceive and evaluate the quality of
the service on the internet (Parasuraman, Zeithaml, and Malhotra, 2005). Service quality
is a crucial factor for the sustainable success of a company, and providing excellent
service is essential for gaining a competitive advantage (Caro and Garcia, 2007).

What remains unclear is whether the level of experience with mobile devices
can influence perceived quality and, hence, satisfaction. However, empirical studies
on differences in the levels of digital skills among internet users have highlighted
the role of socioeconomic, generational, geographic, and gender inequalities
(Scheerder, Van Deursen, & Van Dijk, 2017).

Research on online food delivery providers is still limited and recent in
marketing literature. Studies have focused on various aspects, such as consumer
attitudes towards these services (Cho, Bonn & Li, 2019; Yeo, Goh & Rezaei, 2017),
intentions to use (Alagoz & Hekimoglu, 2012; Okumus, Ali, Bilgihan & Ozturk,
2018; Yeo et al., 2017), adoption of online delivery platforms (Okumus & Bilgihan,
2014), and the final action of placing an online order (Kapoor & Vij, 2018). These
investigations primarily focus on the pre-consumption phase.

Despite the growing popularity and widespread adoption of food delivery
applications in the food industry, there remains a significant gap in the literature
regarding the technological factors that influence perceived quality and, in turn, customer
satisfaction—particularly among the Brazilian population. Existing studies have addressed
various aspects of food delivery apps (Pigatto et al., 2017; Maimaiti et al., 2018; Francioni
et al., 2022; Roh & Park, 2019; Pal et al., 2021; Gani et al., 2023; Trivedi et al., 2023).

However, few investigations have specifically examined the technological

factors and marketing strategies that influence the acceptance and satisfaction with
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food delivery apps among Brazilian users. Furthermore, although some research
has explored the impact of these apps on customers’ perceived quality and brand
satisfaction, it is still necessary to identify which technological skills effectively
contribute to enhancing consumers'’ perceived quality and satisfaction.

Therefore, this study proposes such an approach, as there is evidence that
digital skill influences perceived quality and, consequently, satisfaction with the use
of food delivery apps. It employs a second-order model involving these constructs, as
this approach allows for a more comprehensive and accurate representation of the
concept—overcoming the common limitation in the literature that often treats it as
unidimensional—and thus contributes to a deeper understanding of the relationships

between digital skills, perceived quality, and consumer satisfaction.

2 THEORETICAL FRAMEWORK AND HYPOTHESES

2.1 Food delivery apps

Food delivery applications integrated into people’s daily lives have facilitated
connections between service providers and customers through their platforms (Ray
et al.,, 2019). When a customer places an order via the application at a restaurant
or other establishment, the company promptly receives the order, prepares it, and
deliversitthrough a delivery person-typically a motorcycle courier-to the customer’s
desired location (Hong et al., 2021).

Since the onset of the Covid-19 pandemic, food delivery services have gained
prominence as they facilitate necessary social distancing measures (Maida, 2020).
Therefore, using food delivery apps has become a preferred method to maintain social
distancing, providing a safer alternative to in-person transactions (Botelho et al., 2020).

Mobile food ordering applications can be defined as smartphone programs

that users install and use as a practical and innovative means to access restaurants,
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browse menus, place orders, and make payments—all without the need for face-to-
face interaction with restaurant staff (Okumus et al., 2014; Alalwan, 2020).

Through these apps, consumers can place their orders efficiently and conveniently,
choosing from a variety of available restaurants at times and locations that suit them.
Additionally, these apps provide detailed, up-to-date, and accurate information about
the restaurants and their menus. Users also have the ability to track the progress of their
orders throughout all stages of the process (Aksenova et al., 2017).

InBrazil,food delivery applications operate through digital platforms that connect
consumers, restaurants, and delivery personnel. These services offer convenience
and speed, enabling users to order meals from different establishments using their
smartphones or computers. The main delivery apps in the country include iFood,
Rappi, Uber Eats, and Zé Delivery, each operating under distinct business models.

Accordingto asurvey conducted by the Brazilian Association of Bars and Restaurants
(ABRASEL), in partnership with the Brazilian Service of Support for Micro and Small
Enterprises (Sebrae), orders placed through delivery apps account for approximately 33%
of the total revenue of bars and restaurants in Brazil. This percentage positions the country
as the global leader in delivery's share of sector sales (ABRASEL, 2025).

The factors influencing customer satisfaction in online environments
differ from those in physical establishments (Botelho et al., 2020). Furthermore,
satisfaction with the application can drive greater engagement with the provider

and foster increased customer loyalty (Zeithaml, 1996).
2.2 Digital skill level, perceived quality and satisfaction

Digital technologies have transformed the way companies operate, how individuals
interact, and the functioning of societies. These technologies offer unprecedented
opportunities for accessing, producing, and disseminating information, as we now live

in a reality where the entire economy is centered on the internet (Neto et al., 2019). We
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find ourselves in an environment characterized by the intensive use of Information and
Communication Technologies (ICT) and a digitalized economy (Van Laar et al., 2017). As
technological resources advance, challenges arise regarding their various uses. Whether
using a desktop interface or handling mobile devices, users must possess at least the
minimum capacity to keep up with such advances (Immonen & Sintonen, 2015).

Information and Communication Technologies (ICTs) have been identified
as crucial tools for achieving development objectives, such as reducing social
inequalities and improving individuals’ quality of life (Dameir, 2016; Han & Hawken,
2018). ICTs provide access to important information, creating opportunities in
education and employability, and promoting citizen involvement and participation
in the economy (Han & Hawken, 2018).

However, ICTsare notavailable to everyone, which exacerbates socialinequalities
(Han & Hawken, 2018). Scholars have identified inequalities not only in access to these
technologies but also in the ability to use them and produce meaningful results, thus
generating the “digital divide” (Lythreatis, Kumar Singh, & El-Kassar, 2022).

Currently, about 33% of the world's population—equivalent to approximately
2.6 billion people—still live without internet access, according to 2023 data from
the International Telecommunication Union (ITU, 2025). In Brazil, around 12% of the
population aged 10 years or older live without internet access, which corresponds
to approximately 22.4 million people (IBGE, 2025). These figures highlight the
persistence of a digital divide, especially among vulnerable populations such as the
elderly, people with low education levels, and residents in rural areas, underscoring
the need for public policies aimed at digital inclusion in Brazil.

Studies show that digital skills mastery and internet use are unevenly
distributed among users. In Brazil, there is a significant inequality in internet access
across different social classes, revealing that individuals in higher social classes
are more accustomed to internet use, while those in lower classes face greater

barriers to connectivity. According to data from the 2020 TIC Domicilios survey
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conducted by CETIC.br, internet access varies considerably by social class. While
100% of households in classes A and B have internet access, this rate drops to 64%
among households in classes D and E (CETIC, 2025).

Digital skills in the context of Information and Communication Technologies
(ICTs) consist of six fundamental dimensions: information and data, communication
and collaboration, digital content creation, digital security, problem-solving, and
operational use of ICTs (DigComp 2.2, 2025; UNESCO's Digital Literacy Global
Framework, 2025; ICDL, 2025). This is a multidimensional construct encompassing a
diverse set of competencies required for individuals to interact effectively, critically,
and safely with digital technologies. Several international and academic institutions,
such as UNESCO, the European Commission (via DigComp), and the OECD, propose
established frameworks to systematize and assess these competencies (ICDL, 2025).

Despite the popularity of ICTs, there is little consensus among scholars on
the definition of their quality (DeSarbo et al., 1994). The most important works on
the topic address the definition from the customers’ perspective (Gronroos, 1990;
Johnson & Fornell, 1991). Customers generally evaluate the performance of a service
or product by analyzing its main attributes. Thus, quality is conformity to customer
specifications, and what counts is what customers perceive as quality (Oliver, 1997).

Quality is understood as the current perception that the customer has about
the performance of the service or product (Johnson & Fornell, 1991). It must be
seen as an intrinsic potential of the attributes of services or products that provide
satisfaction to those who use or purchase them. Therefore, perceived quality depends
on the utility function in relation to the level of quality or performance provided to
the customer (Anderson & Fornell, 1994).

Perceived quality is a widely explored construct in the literature on marketing,
consumer behavior, and information systems, often treated as a multidimensional

concept whose composition varies depending on the application context, such as
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products, services, digital platforms, websites, or experiences. The dimensions that
make up this construct differ according to its purpose and usage environment.
Among the main focuses are the perceived quality of physical products (Zeithaml,
1988; Garvin, 1987), perceived service quality (Parasuraman, Zeithaml, and Berry,
1988), perceived quality of websites and digital platforms (Aladwani & Palvia, 2002;
Wixom & Todd, 2005; Parasuraman et al., 2005 - E-S-QUAL), and more recently,
perceived quality in mobile applications (Kim et al., 2013).

Perceived quality is widely recognized as an antecedent of customer
satisfaction. In other words, the higher the perceived quality of a product or
service, the greater the level of satisfaction experienced by the consumer tends
to be. This causal relationship is supported by several well-established theoretical
models, such as SERVQUAL, the expectation disconfirmation model (Oliver, 1980),
and loyalty models proposed by Cronin and Taylor (1992).

Satisfaction is a construct that depends on the value function, defined by the
relationship between the benefits received by the customer compared to the costs and
sacrifices necessary to obtain them. Satisfaction can also be defined as the ratio between
perceived quality and price (Anderson & Fornell, 1994). It is considered an indicator of
success for companies, as it increases the behavioral intention to use the services or
purchase the products offered (Annaraud & Berezina, 2020). Satisfaction has been the
focus of studies related to consumer behavior in both offline and online environments
(Al Amin et al., 2020b; Alalwan, 2020a; Annaraud & Berezina, 2020; Fida et al., 2020).

Satisfaction is related to the consumer’s performance and expectations when
making a purchasing decision and can be understood as the customer’s evaluation
of the results of the services they expected (Mpwanya, 2022). Satisfaction and
expectations are related; once the customer becomes satisfied, they begin to

consider purchasing and using the same provider again (Grof3, 2018).
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Ensuring service quality will lead to an increase in customer satisfaction
levels, as there is a positive association between customers’ perceptions of service
quality and customer satisfaction (Taylor & Baker, 1994). Satisfaction is generally
influenced by three factors: product quality, service quality, and price, with overall
satisfaction being a function of multiple transactions (Parasuraman et al., 1994).

Several researchers have noted a positive association between customer
perceptions of service quality and customer satisfaction, concluding that ensuring
service quality will lead to an increase in the level of customer satisfaction (Taylor &
Baker, 1994). Satisfaction is generally influenced by three factors: product quality,
service quality, and price, with overall satisfaction being a function of several
transactions (Parasuraman et al., 1994).

According to the Technology Acceptance Model (TAM), ease of use is
determined by the degree to which users believe a given system is easy to use
(Davis, 1989). Ease of use directly affects user satisfaction, as it generates positive
sensations and feelings regarding the use of technology; the more practical and
easier it is, the more satisfied the user will be (Venkatesh & Davis, 1996). Given the
above, we propose the hypotheses of this study.

H1: There is a positive relationship between the level of digital skills and
customer satisfaction with food delivery apps.

H2: The perceived quality of services in food delivery apps mediates
the relationship between the level of digital skills and customer satisfaction, as
proposed in hypothesis H1.

Based on the theory and hypotheses presented, the second-order research

model is proposed, as shown in Figure 1.
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Figure 1 - Research Conceptual Model
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3 METHOD

3.1 Sample and data collection

The method directing the empirical phase of this article comprises two phases:
The first phase involved bibliographical research, surveying current literature on
the topic (Creswell, 2010). The second phase was synthesized into hypotheses
(Cooper & Schindler, 2016) and investigated cross-sectionally, as the data were
collected within a specific period and statistically analyzed (Hair et al., 2005).

Data collection was carried out using the survey method, which acquires
information via questionnaires distributed to a convenience sample (Edmonds
& Kennedy, 2017). This type of research employs direct questions to individuals
related to the target audience and based on quantitative analysis, obtains results
from the collected data (Gil, 2018).

A sample is a part of the whole, a portion of the universe that represents the
population selected for the research application. When well-calculated and coherent,

samples provide accurate information for administrative decisions (Hair et al., 2005). In
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this research, the sample of food delivery app users was obtained from January to March
2023, and after applying exclusion criteria, a final sample of 170 respondents was achieved.

The following procedures were used to reach the final sample: (i) exclusion of
respondents who did not complete the survey; (ii) exclusion of respondents who are not
users of food delivery apps; (iii) exclusion of respondents who work in food delivery app
companies; (iv) exclusion of respondents who work in marketing research; (v) exclusion
of respondents under the age of 18. Among the respondents, 98% use the iFood app,
with most using online food delivery services regularly, and 67% using the apps up to
three times a week. Regarding demographics, 70% of respondents are women, 38.2%
are between 25 and 35 years old, 52.4% are married, 38.2% have higher education, and
72.35% have a monthly family income of R$ 12,120.01 to R$ 24,240.01 or more.

Women make up aslightly larger share of iFood’s active user base and, overall,
show higher frequency in using delivery apps, especially in major urban centers.
This behavior suggests that women are more inclined to use online services as a
way to streamline their household and food routines, which includes, among other
practices, the use of meal delivery platforms (Opinion Box and Kantar, 2025).

The research was conducted exclusively in Brazil, given that it leads the region
in number of users, order volume, and revenue compared to other Latin American
countries. In Brazil, iFood stands out as the undisputed leader, holding over 80%
market share, operating in more than 1,700 Brazilian cities, and recording more
than 60 million monthly orders between 2023 and 2024. These figures support the
findings mentioned above. Conversely, outside Brazil, the Rappi platform holds the
leading position in most Latin American countries.

The sample size was calculated using the G-Power 3.1 software, which calculates
a priori the number of responses needed to analyze the test (Ringle et al., 2014).
Following the guidance of Hair et al. (2019), the number of predictors, effect size of
0.15, error probability of 5%, and statistical power of 80% were considered. The f2

value was used to calculate the number of participants needed to detect the effect
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with a certain level of confidence (statistical power). In this case, the chosen f2=0.15
indicates the expected effect size. The result showed a critical F of 2.32, as shown in
Table 1, indicating that the minimum sample size should be 92 valid responses.
Although some studies omit this information, the present study considers it
valuable, since the sample used was larger than the previously calculated required
size. A post hoc test was performed using the same parameters for the calculation
after data collection, based on the total number of valid responses (Cohen, 2013).
For the post hoc test, a sample of 170 respondents was used, with an effect size 2
=.15 and number of predictors = 5, resulting in a critical F of 2.26 and a test power
(1-B err prob) =.98. It can be observed that the statistical power increased from 80%

to 98% (Table 1). Therefore, the sample size achieved can be considered adequate.

Table 1 - Sample calculation

Premises A priori Post Hoc

Effect Size (f2) .15 .15
Significance Level (a) .05 .05
Statistical Power (1 - B err

orob) .8 .98

F Critical 2.32 2.26
Number of Predictors 5 5
Sample size 92 170

Source: data extracted from G-Power 3.1 software by the authors (2023)

3.2 Measures

This research was conducted with users of food delivery applications through
a survey, using scales that had been previously tested and validated in earlier
studies. The scales to measure the quality of the food delivery service were of the
five-point Likert type, anchored by 1 (totally disagree) and 5 (totally agree) (Weijters
et al., 2010). The reliability of these scales exceeded the recommended alpha cutoff

of .70 (Hair et al., 2013).
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In the questionnaire, respondents were asked to name their most frequently
used application and to answer the subsequent questions based on this application.
All food delivery applications available in the Brazilian market were analyzed to ensure
greater data variability and generalization of results.

To evaluate service satisfaction, only consumers who met the following
exclusion criteria were considered: (i) active users of food delivery applications;
(i) not employed by food delivery App companies; (iii) not involved in marketing
research; and (iv) aged 18 and above.

The questionnaire was administered online using the QuestionPro platform
and distributed via LinkedIn, Facebook, Instagram, and WhatsApp, with an access
link to ensure anonymity and adherence to the code of conduct. This approach
aimed at addressing the research question, as well as the general and specific
objectives of this study.

A pre-test was conducted to ensure the clarity and accuracy of the questions
and responses, thereby eliminating potential issues in execution, semantic analysis,
and correcting any deficienciesintheresearchinstrument(Marconi & Lakatos, 2003).
This pre-test was administered to a restricted audience of 30 people to ensure the
quality of the questionnaire and future results. The pre-test also aimed to evaluate
the average time required to complete the responses and to test the research’s
semantics to understand any difficulties encountered by the respondents (Marconi
& Lakatos, 2003). This pre-test was randomly conducted prior to the main study
with a limited audience of 30 individuals, including researchers, professors, and
marketing students, using the QuestionPro platform to ensure the quality of the
questionnaire and future results.

The theoretical model was validated through the development and use of
the collection instrument, which measured the following constructs: Digital Skill
Level, Perceived Quality (ORSQ), and Customer Satisfaction. The scales, originally in

English, were translated by two experts and then back translated from Portuguese

[@®)ey | Rev. Adm. UFSM, Santa Maria, v. 18, n. 3, 5, 2025


https://creativecommons.org/licenses/by/4.0/legalcode

16 | Digital skill level and perceived quality in the use of food delivery apps

to English to validate the initial translation. This process, known as back-to-back
translation (Jr & Federal, 2016), ensured semantic accuracy. The scales were adapted
to the context of food delivery applications (Cha et al., 2007).

To measure the perceived quality construct, the ORSQ - Online Retail Service
Quality scale was used, adapted from the combination of RSQ - Retail Service Quality
(Dabholkar et al., 1996) and the TAM model - Technology Acceptance Model (Davis et
al., 1989), as presented in Panda et al. (2021). To measure the satisfaction construct,
the scale adapted from Panda et al. (2017) was used. To measure the digital skill level
construct, the scale adapted from Van Deursen et al. (2015) was used.

The questionnaire followed this structure: thefirst stage included exclusionary
questions. The second stage addressed questions about the perceived quality
of food delivery applications, followed by questions about satisfaction. Finally,
qguestions about digital skills were presented. The last stage of the questionnaire
included demographic questions (gender, age, marital status, family income, and

education) to analyze the profile of food delivery app users.
3.2 Data Analysis

In addition to the descriptive analysis of the data, statistical assumptions
must be verified before conducting statistical tests. As regression models are used
in this work, the assumptions of multicollinearity, homoscedasticity, and normality
were checked (Hair et al., 2014).

The Variance Inflation Factor (VIF) is used to check for multicollinearity between
the variables. A VIF limit of 10 is suggested, with values lower than 5 being considered
ideal (Hair et al., 2014). In this research, all variable values are below 5, indicating that
the criterion was met. SmartPLS 4 software was used for verification.

To check the assumption of normality, the Shapiro-Wilk test was employed.
Samples lacking normality can significantly impact on the results of a study, particularly

in terms of statistical validation, test selection, result interpretation, and the reliability
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of inferences. However, these effects can be mitigated with careful selection of
appropriate tests (such as non-parametric tests), data transformation (if necessary),
and a clear justification of the chosen methodology.

If the p-value is less than 0.001, the hypothesis that the data has a normal
distribution is rejected (Hair, 2018). As the sample does not have a normal
distribution, non-parametric methods were used to analyze the data, which is why
PLS was chosen as the model estimation method (Ringle et al., 2014). For these
analyses, Jamovi software was used.

The Harman test was used to verify the assumption of homoscedasticity (Bido et
al., 2018). In surveys, there may be biases in the data, which occurs when the respondent
tends to respond with perceived coherence between responses (Fernandes, 2021). To
perform the Harman test, the principal components method is used without rotation
(Podsakoff et al., 2003). If the test indicates that a single factor accounts for 50% or more
of the variance, it suggests common method bias in the sample (Fernandes, 2021). The
data shows that this research did not suffer from common method bias, as the variance

is 18.42%. SPSS software was used for this analysis.
4 Analysis of results

Before starting the analysis of the proposed structural model, it is necessary
to confirm whether the chosen scales are appropriate for the selected survey
sample—that is, whether the measurement model is valid. For the analysis and
validation, reliability, convergent validity, and discriminant validity of each variable
from the selected scales were considered (Ringle et al., 2014; Bido & Silva, 2019).

A second-order latent variable is measured by two or more first-order latent
variables. To measure the model using PLS-SEM, it is necessary to reuse the indicators
of the first-order latent variables in the second-order latent variable (Bido et al., 2019).

For models with second-order latent variables, it is recommended to present

the results in three steps:
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1. the measurement model of the first-order latent variables (Tables 2 and 3);

2. the measurement model of the latent variables included in the structural
model (Tables 4 and 5);

3. the structural model, in Table 6.

For the analysis, the suggested sequence is:

1. convergent validity (Table 2) and

2. discriminant validity (Table 3).
This order is important because reliability analysis assumes the construct
is unidimensional, and if there is an issue with convergent or discriminant

validity, the reliability assessment cannot proceed (Bido & Silva, 2019).
Step 1: Measurement model of the first-order latent variables

The Composite Reliability and AVE indicators were used to assess whether the
sample presents bias and whether the results are reliable. According to Hair et al. (2019),
Composite Reliability values should be greater than 0.70. For Fornell and Larcker (1981),

AVE values should be greater than 0.50 (Table 2).

Table 2 - Reliability and Validity Indicators of the Measurement Model

1 2 3 4 5 6 7 8 9 10

Composite Reliability .809 .857 .832 .828 .832 .782 .769 913 .821 .77
AVE 587 548 504 546 501 .545 526 .725 544 544

Source: extracted from SmartPLS 4.0 software by the authors (2023)

The diagonal values represent the square root of the AVE and are greater
than the correlations between the latent variables (off-diagonal values), indicating

discriminant validity (Bido & Silva, 2019).
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Table 3 - Discriminant Validity Fornell-Larcker Method of the Measurement Model

1 2 3 4 5 6 7 8 9 10
1- RELIABILITY .766
2- CREATIVE SKILLS 021 .74
3- APP INTERACTION/EASE OF
USE 613 .081 .71
4- SOCIAL MEDIA 194 531 184 739
5- NAVIGATION -005 -055 -.034 -277 .708
6- OPERATIONAL .26 329 168 574 -332 .738
7- POLITICS 573 178 585 .243 .045 .133 .725
8- SATISFACTION .662 .024 .802 .157 .023 .127 .603 .851
9- PROBLEM-SOLVING 419 125 488 .067 .13 .044 595 471 738
10- USABILITY 221 198 188 464 -375 .66 .052 .106 -.021 .738

Source: extracted from SmartPLS 4.0 software by the authors (2023)
Note. Values on the diagonal are the square root of the AVE

Step 2: Measurement model of the latent variables included in the structural model

Following the validation of the measurement model, the next step was to

validate the structural model. Since the proposed model includes both first- and

second-order constructs, it is recommended that the validation be conducted in

two stages. This is advised because the number of indicators for the latent variables

is similar (3, 4, 5, and 6). If the number of indicators varied significantly, the latent

variable with more indicators would tend to have higher factor loadings due to the

repetition of indicators in the second-order latent variable (Bido et al., 2019).

The measurementmodelforthelatentvariables canbe accepted, asthe Composite

Reliability values are greater than 0.70 and the AVE values exceed 0.50 (Table 4).

Table 4 - Reliability and Validity Indicators of the Structural Equation Model

Composite Reliability = AVE
Digital Skill Level 744 .5
ORSQ 915 .73
Satisfaction 913 .725

Source: extracted from SmartPLS 4.0 software by the authors (2023)
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The diagonal values represent the square root of the AVE and are greater
than the correlations between the latent variables (off-diagonal values), indicating

discriminant validity (Bido & Silva, 2019).

Table 5 - Discriminant Validity Fornell-Larcker Method of the Structural Model

1 2 3
Digital Skill Level .706
ORSQ 231 .854
Satisfaction 154 921 .851

Source: extracted from SmartPLS 4.0 software by the authors (2023)
Note. Diagonal values are the square root of the AVE

Step 3: Structural model

The bootstrapping analysis by Partial Least Squares (PLS), using the SmartPLS 4
statistical software, was employed to test the two hypothesesin this study. Specifically,
it aimed to test the mediating effect of perceived quality on the relationship between
digital skills and customer satisfaction using food delivery applications, with a sample
size of n=170, 3000 samples, and 1000 iterations per subsample.

To interpret the analysis results, the t-test was used, where significance is
indicated by values above 1.96 (Ringle et al., 2014; Hair et al., 2018). The final model

can be observed in Figure 2.

Figure 2 - Final Structural Model

Reliability

App_interaction

—

Politics

ORSQ
Prob_solving

0.231 (0.005) 0.935 (0.000)

Creative skills SAT1
Social medias
SAT2

Navigation —

-0.062 (0.058) —
SAT3

Operational

Digital skills level Satisfaction SAT4

Source: extracted from SmartPLS 4.0 software by the authors (2023)
Note 1. Digital Skill Level and Perceived Quality are second-order latent variable
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5 DISCUSSION OF RESULTS

Data analysis using bootstrapping allows evaluating the significance of the
paths, that is, the relationships of the hypotheses, through factor loadings, as
shown in Table 6.

Hypothesis H1 - “There is a positive relationship between the level of digital
skills and customer satisfaction with food delivery apps” was partially confirmed (t =
1.89; p < 0.058). This indicates that digital skills lead consumers to feel more satisfied
with the services provided by food delivery applications.

Userswith greater digital proficiency tend to have more satisfying experiences
with apps due to the increased ease of use and the perceived usefulness of the
platforms’ features. According to Ridzuan et al. (2021), the more digitally skilled
a user is, the more intuitive the app becomes, directly contributing to higher
satisfaction. Choi (2020) also states that the perception that the app meets the
user's needs is positively associated with satisfaction, and this relationship is
strengthened by digital proficiency.

In addition, factors such as satisfaction, familiarity with the technology, and
perceived usefulness directly influence the intention to continue using the app (Hoang,
2023). In the specific context of food delivery apps, Luthfia et al. (2021) highlight that
user acceptance is significantly influenced by their level of digital skills — the higher
the skill level, the greater the acceptance and engagement with the platform.

Hypothesis H2 - “There is a positive relationship between the level of digital
skills and customer satisfaction, mediated by perceived service quality of food delivery
apps” was confirmed (t = 2.818; p < 0.005). Thus, it can be concluded that digital skills
lead to satisfaction only when there is perceived quality — in other words, when

customers are satisfied with the quality of service provided by the delivery app.
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Table 6 - Assessment of Hypothetical Structural Relationships

Standardized

Structural structural
. . Hypotheses .. Test-t Result
Relationship coefficient
(8)]
There is a positive
relationship .
- Partially
Digital Skill Level between digital Confirmed
nfirm
gital Kl H1(+)  skill level and 062 033  1.899 .058 o me
-> Satisfaction
customer
satisfaction on
food delivery apps
There is a positive
relationship
between the level Conf d
Digital Skill Level of digital skill ontirme
-> Perceived and customer
) H2(+) . . 216 .077 2.818 .005
Quality (ORSQ) satisfaction,
-> Satisfaction mediated by the

perceived quality
of services in food
delivery apps

Source: extracted from SmartPLS 4.0 software by the authors (2023)
Note: critical limits for t-test: 1.65 = p<.10; 1.96 = p<.05; 2.53 = p<.01

In a study applied to the public sector, it was found that IT competence has a
positive impact on both the perception of service quality and user satisfaction. Moreover,
the results showed that perceived quality acts as a mediating variable, strengthening the
relationship between digital competence and satisfaction (Ahmad, 2023).

Inthe banking sector, digital quality significantly contributes to increased customer
satisfaction, which in turn reinforces brand loyalty. Additionally, the perceived quality of
digital channels proved to be more influential on satisfaction than traditional factors,
highlighting the central role of the digital experience in this sector (Ezepue et al., 2018).

Findings from Panda and Swar (2017) also support this: the constructs of

reliability, problem-solving, policy, and ease of use — which comprise the ORSQ
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— are positively associated with customer satisfaction. The significant association
between reliability and satisfaction is consistent with prior research (Ninh Nguyen
et al., 2016; Yasser Mahfooz, 2014).

Similarly, there is a positive relationship between problem-solving and customer
satisfaction, supported by Ninh Nguyen et al. (2016). However, regarding the positive
relationship between policy and satisfaction, findings are inconsistent with previous offline
environment studies (Ninh Nguyen et al., 2016), which found policy not to be significant.

Lastly, the positive relationship between ease of use and customer satisfaction
is supported by Panda and Swar (2014), Ribbink et al. (2004), and Morris and Turner
(2001). These authors concluded that ease of use is one of the key technological factors
that enhance customer satisfaction in online shopping contexts.

Therefore, if reliability, problem-solving, policy, and ease of use are positively
associated with customer satisfaction, then the overall relationship between ORSQ

and satisfaction is also supported.

6 FINAL CONSIDERATIONS

This study is significant because the results demonstrate that digital skills lead
to perceived quality, which in turn leads to customer satisfaction with food delivery
apps. With the transition to Industry 5.0 and the COVID19 pandemic, the importance
of delivering highquality services and effective CRM in digital environments has
become clearer. The pandemic brought severe socioeconomic consequences
worldwide, prompting major shifts in consumer behavior.

During lockdowns and restricted mobility, people increasingly relied on
ICT tools to meet their food needs. Online food delivery services via mobile apps
became popular and cost-effective, especially in major urban areas—but using
such apps requires a certain level of digital skill.

Therefore, this study aimed to analyze the relationships among digital skills (ICT),

perceived quality, and customer satisfaction. To achieve this, a survey was conducted
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among consumers who use food delivery apps. A conceptual model was developed to
test direct relationships between the constructs—digital skills, perceived quality, and
satisfaction—and to validate it with Brazilian users. The robustness of the proposed
model was assessed using appropriate statistical techniques.

The findings provide a notable academic contribution, as the mediation pathway
from digital skills O perceived quality 0 customer satisfaction has not been previously
explored. Few studies treat digital skill level as a structured multidimensional construct;
most consider it unidimensional. However, implementing a hierarchical model with
firstorder and secondorder constructs allows for a more accurate representation of
the complex digital competencies composed of multiple dimensions.

From a managerial perspective, the results can help eretailers enhance
customer satisfaction in the online retail environment. By focusing on determinants
of perceived service quality, managers can refine their strategies to deliver more
satisfying experiences and thereby strengthen customer loyalty.

Additionally, these insights are valuable for companies, digital platforms,
educational institutions, and governments that need to tailor their services to audiences
with varying levels of digital literacy. User perceptions of quality and satisfaction depend
not only on the product or service features but also on individual digital competencies.

Onlineretail managers can align strategies with each dimension ofthe ORSQ model
to boost customer satisfaction, paying particular attention to service policy, reliability,
problem-solving, and ease of use. Strengthening these aspects enhances the delivery
of more efficient, higher-quality digital services and positively impacts user experience.

This work contributes to a deeper understanding of perceived quality and
customer satisfaction. However, like all studies, it has limitations: it focuses solely
on the positive relationships among constructs, was conducted only with Brazilian
participants (without accounting for cultural effects), and data collection was online—
likely attracting participants with some digital skill, which may have reduced response

variability. Social class effects were not examined, meaning results may vary by
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income level. The study also did not assess which construct—reliability, problem-
solving, policy, or ease of use—has the strongest impact on perceived quality and
thus satisfaction, nor did it determine which digital skill dimensions (navigation,
usage, creativity, social media, or operational) most influence perceived quality.
Given that this research explored quality perception from the end-user’s
perspective, futurestudiescouldinvestigatethe quality perceptionfromthebusiness
side—i.e., companies that use delivery apps to promote and sell their products.
Another valuable perspective would involve the role of delivery drivers, who act
as intermediaries between businesses and customers. Such comparative studies
could highlight divergences in quality perception among different stakeholders.
Futureresearch could also analyze the evolution of food delivery app useinrelation
to consumer loyalty, exploring characteristics that foster brand love and strengthen
brand identity—such as recommendation intention, repurchase intention, and loyalty.
Researchers should examine which constructs most influence perceived
quality (reliability, problem-solving, policy, ease of use) and, consequently, customer
satisfaction. Additionally, it's important to identify which digital skill dimensions
(navigation, usage, creative skills, social media, operational) exert the greatest
influence, contributing both academically and practically to the study of these topics.
Finally, since Hypothesis H1 was only partially confirmed, a full mediation
model could be considered—where digital skills influence satisfaction solely

through perceived quality, rather than directly.

Figure 3 - Proposed Structural Model
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Source: the authors

[@®)ey | Rev. Adm. UFSM, Santa Maria, v. 18, n. 3, 5, 2025


https://creativecommons.org/licenses/by/4.0/legalcode

26 | Digital skill level and perceived quality in the use of food delivery apps

REFERENCES

ABIHPEC - Associagdo Brasileira da Industria de Higiene Pessoal, Perfumaria e Cosméticos.
(n.d.). https://abihpec.org.br/

ABRASEL. (n.d.). Brasil lidera ranking com maior participac¢do do delivery nas vendas de bares e
restaurantes. Disponivel em: https://ri.abrasel.com.br/noticias/noticias/brasil-lidera-
ranking-com-maior-participacao-do-delivery-nas-vendas-e-restaurantes/?utm_
source=chatgpt.com. Acessado em: 01/06/2025.

Adnan, N., Nordin, S.M., Rahman, ., & Rasli, A.M. (2017). A new era of sustainable transport: an
experimental examination on forecasting adoption behavior of EVs among Malaysian
consumer. Transport. Res. Pol. Pract, 103, 279-295. https://doi.org/10.1016/j.
tra.2017.06.010.

Ahmad, N. (2023). The Role of the Customer’s Perception of Service Quality in the Relationship
between Information Technology Competence and Customer Satisfaction , A field study
applied on government sector. https://doi.org/10.21608/jsst.2023.217025.1619.

Ajzen, I. (1991). The Theory of Planned Behavior. Organ. Behavior Human Decisions. Proc., 50,
179-211.

Ajzen, I., & Fishbein, M. (1980). The theory of planned behavior. Organ. Behav. Hum. Decis.
Process., 50, 179-211.

Aksenova, O. (2017). Restaurant apps: Top 8 features. Available from: https://www.azoft.com/
blog/restaurant-apps-top-features/. Accessed 19 December 2018.

Aladwani, A. M., & Palvia, P. C. (2002). Developing and validating an instrument for measuring
user-perceived web quality. Information & Management, 39(6), 467-476. https://doi.
org/10.1016/50378-7206(01)00113-6.

Alagoz, S., & Hekimoglu, H. (2012). A study on TAM: Analysis of customer attitudes in online food
ordering system. Procedia - Social and Behavioral Sciences, 62, 1138-1143. https://doi.
org/10.1016/j.sbspro.2012.09.195.

Alalwan, A. A. (2020a). Mobile food ordering apps: An empirical study of the factors affecting
customer e-satisfaction and continued intention to reuse. International Journal
of Information Management, 50(April 2019), 28-44. https://doi.org/10.1016/j.
ijinfomgt.2019.04.008.

Alalwan, A. A. (2020). Mobile food ordering apps: An empirical study of the factors
affecting customer e-satisfaction and continued intention to reuse. International
Journal of Information Management, 50, 28-44. https://doi.org/10.1016/j.
ijinfomgt.2019.04.008.

[@)sy | Rev. Adm. UFSM, Santa Maria, v. 18, n. 3, 5, 2025


https://creativecommons.org/licenses/by/4.0/legalcode
https://abihpec.org.br/
https://www.google.com/search?q=https://ri.abrasel.com.br/noticias/noticias/brasil-lidera-ranking-com-maior-participacao-do-delivery-nas-vendas-e-restaurantes/%3Futm_source%3Dchatgpt.com
https://www.google.com/search?q=https://ri.abrasel.com.br/noticias/noticias/brasil-lidera-ranking-com-maior-participacao-do-delivery-nas-vendas-e-restaurantes/%3Futm_source%3Dchatgpt.com
https://www.google.com/search?q=https://ri.abrasel.com.br/noticias/noticias/brasil-lidera-ranking-com-maior-participacao-do-delivery-nas-vendas-e-restaurantes/%3Futm_source%3Dchatgpt.com
https://doi.org/10.1016/j.tra.2017.06.010
https://doi.org/10.1016/j.tra.2017.06.010
https://doi.org/10.21608/jsst.2023.217025.1619
https://www.azoft.com/blog/restaurant-apps-top-features/
https://www.azoft.com/blog/restaurant-apps-top-features/
https://doi.org/10.1016/S0378-7206(01)00113-6
https://doi.org/10.1016/S0378-7206(01)00113-6
https://doi.org/10.1016/j.sbspro.2012.09.195
https://doi.org/10.1016/j.sbspro.2012.09.195
https://doi.org/10.1016/j.ijinfomgt.2019.04.008
https://doi.org/10.1016/j.ijinfomgt.2019.04.008
https://doi.org/10.1016/j.ijinfomgt.2019.04.008
https://doi.org/10.1016/j.ijinfomgt.2019.04.008

Donzelli, J. R. G., & Vils, L. | 27

Al Amin, M., Arefin, M. S., Sultana, N., Islam, M. R,, Jahan, I., & Akhtar, A. (2020b). Evaluating
the customers’ dining attitudes, e-satisfaction and continuance intention toward
mobile food ordering apps (MFOAs): evidence from Bangladesh. European Journal
of Management and Business Economics, ahead-of-p(ahead-of-print). https://doi.
org/10.1108/ejmbe-04-2020-0066.

Allan, K., & Gabbert, F. (2008). | still think it was a banana: Memorable ‘lies’ and
forgettable ‘truths’. Acta Psychologica, 127(2), 299-308. https://doi.org/10.1016/j.
actpsy.2007.06.001.

Alpizar, F., Carlsson, F., & Johansson-Stenman, O. (2008). Anonymity, reciprocity, and
conformity: Evidence from voluntary contributions to a national park in Costa
Rica. Journal of Public Economics, 92(5-6), 1047-1060. https://doi.org/10.1016/j.
jpubeco.2007.11.004.

Al-Swidi, A., RafiUlHuque, S.M., Hafeez, M.H., & MohdShariff, M.N. (2014). The role of subjective
norms in theory of planned behavior in the context of organic food consumption. Br.
Food ., 116(10), 1561-1580.

Amonra, T. M. . (2024). A influéncia da consciéncia ambiental na escolha de produtos sustentdveis
na industria de cosméticos (Doctoral dissertation).

Anderson, E. W., Fornell, C., & Lehmann, D. R. (1994). Customer Satisfaction, Market Share,
and Profitability: Findings from Sweden. Journal of Marketing, 58(3), 53. https://doi.
org/10.2307/1252310.

Annaraud, K., & Berezina, K. (2020). Predicting satisfaction and intentions to use online food
delivery: What really makes a difference? Journal of Foodservice Business Research,
23(4), 305-323. https://doi.org/10.1080/15378020.2020.1768039.

Aquino, K., Freeman, D., Reed, A,, Lim, V. K. G., & Felps, W. (2009). Testing a social-cognitive
model of moral behavior: The interactive influence of situations and moral identity
centrality. Journal of Personality and Social Psychology, 97(1), 123-141. https://doi.
org/10.1037/a0015406.

Arvola, A., Vassallo, M., Dean, M., Lampila, P., Saba, A., Lahteenmaki, L., & Shepherd, R. (2008).
Predicting intentions to purchase organic food: the role of affective and moral
attitudes in the Theory of Planned Behaviour. Appetite, 50(2), 443-454.

Baabdullah, A. M., Alalwan, A. A., Rana, N. P., Patil, P., & Dwivedi, Y. K. (2019). An integrated
model for m-banking adoption in Saudi Arabia. International Journal of Bank Marketing,
37(2), 452-478. https://doi.org/10.1108/I)BM-07-2018-0183.

Bagozzi, R. P., Wong, N., Abe, S., & Bergami, M. (2000). Cultural and situational contingencies
and the theory of reasoned action: Application to fast food restaurant
consumption. Journal of Consumer Psychology, 9(2), 97-106. https://doi.org/10.1207/
S15327663)CP0902_4.

[@®)ey | Rev. Adm. UFSM, Santa Maria, v. 18, n. 3, 5, 2025


https://creativecommons.org/licenses/by/4.0/legalcode
https://doi.org/10.1108/ejmbe-04-2020-0066
https://doi.org/10.1108/ejmbe-04-2020-0066
https://doi.org/10.1016/j.actpsy.2007.06.001
https://doi.org/10.1016/j.actpsy.2007.06.001
https://doi.org/10.1016/j.jpubeco.2007.11.004
https://doi.org/10.1016/j.jpubeco.2007.11.004
https://doi.org/10.2307/1252310
https://doi.org/10.2307/1252310
https://doi.org/10.1080/15378020.2020.1768039
https://doi.org/10.1037/a0015406
https://doi.org/10.1037/a0015406
https://doi.org/10.1108/IJBM-07-2018-0183
https://doi.org/10.1207/S15327663JCP0902_4
https://doi.org/10.1207/S15327663JCP0902_4

28 | Digital skill level and perceived quality in the use of food delivery apps

Bamberg, S. (2003). How does environmental concern influence specific environmentally
related behaviors? A new answer to an old question. Journal of Environmental
Psychology, 23(1), 21-32.

Bauer, H.H., Heinrich, D., & Schéfer, D.B. (2013). The effects of organic labels on global, local,
and private brands: more hype than substance? Journal of Business Research, 66,
1035-1043. https://doi.org/10.1016/j.jbusres.2011.12.028.

Bido, D. de S., & Da Silva, D. (2019). SmartPLS 3: especificacdo, estimagao, avaliacdo e relato.
Administra¢@o: Ensino e Pesquisa, 20(2), 488-536. https://doi.org/10.13058/raep.2019.
v20n2.1545.

Bido, D. S., Mantovani, D. M. N., & Cohen, E. D. (2018). Destruction of measurement scale
through exploratory factor analysis in production and operations research. Gestao e
Producao, 25(2), 384-397. https://doi.org/10.1590/0104-530X3391-16.

Boksem, M. A,, Ruys, K. I, & Aarts, H. (2011). Facing disapproval: Performance monitoring in a
social context. Social Neuroscience, 6(4), 360-368. https://doi.org/10.1080/17470919
.2011.556813.

Borau, S., Elgaaied-Gambier, L., & Barbarossa, C. (2021). The green mate appeal: men’s
proenvironmental consumption is an honest signal of commitment to their partner.
Psychol. Market., 38(2), 266-285.

Botelho, L. V., De Oliveira Cardoso, L., & Canella, D. S. (2020). COVID-19 and the digital food
environment in Brazil: Reflections on the pandemic’s influence on the use of food
delivery apps. Cadernos de Saude Publica, 36(11). https://doi.org/10.1590/0102-
311X00148020.

Bredahl, L. (2001). Determinants of consumer attitudes and purchase intentions with regard
to genetically modified food-results of a cross-national survey. J. Consum. Policy,
24(1), 23-61.

Brugger, A., Morton, T., & Dessai, S. (2016). “Proximising” climate change reconsidered: A
construal level theory perspective. Journal of Environmental Psychology, 46, 125-142.
https://doi.org/10.1016/).JENVP.2016.04.004.

Carfora, V., Caso, D., Sparks, P., & Conner, M. (2017). Moderating effects of proenvironmental
self-identity on pro-environmental intentions and behaviour: a multibehaviour
study. J. Environ. Psychol., 53, 92-99.

Cervellon, M.-C., & Carey, L. (2011). Consumers’ perceptions of ‘green: why and how
consumers use eco-fashion and green beauty products. Crit. Stud. Fash. Beauty,
2(1-2), 117-138.

CETIC. (n.d.). Disponivel em: https://cetic.bor/media/docs/publicacoes/2/20211124201233/
tic_domicilios_2020_livro_eletronico.pdf?utm_source=chatgpt.com. Acessado em:
01/06/2025.

[@)sy | Rev. Adm. UFSM, Santa Maria, v. 18, n. 3, 5, 2025


https://creativecommons.org/licenses/by/4.0/legalcode
https://doi.org/10.1016/j.jbusres.2011.12.028
https://doi.org/10.13058/raep.2019.v20n2.1545
https://doi.org/10.13058/raep.2019.v20n2.1545
https://doi.org/10.1590/0104-530X3391-16
https://doi.org/10.1080/17470919.2011.556813
https://doi.org/10.1080/17470919.2011.556813
https://doi.org/10.1590/0102-311X00148020
https://doi.org/10.1590/0102-311X00148020
https://doi.org/10.1016/J.JENVP.2016.04.004
https://cetic.br/media/docs/publicacoes/2/20211124201233/tic_domicilios_2020_livro_eletronico.pdf?utm_source=chatgpt.com
https://cetic.br/media/docs/publicacoes/2/20211124201233/tic_domicilios_2020_livro_eletronico.pdf?utm_source=chatgpt.com

Donzelli, J. R. G., & Vils, L. | 29

Cha, E.S., Kim, K. H., & Erlen, J. A. (2007). Translation of scales in cross-cultural research: Issues
and techniques. Journal of Advanced Nursing, 58(4), 386-395. https://doi.org/10.1111/
j.1365-2648.2007.04242.x.

Cheema, S., Afsar, B., Al0Ghazali, B., & Magsoom, A.(2020). Retracted: How employee’s perceived
corporate social responsibility affects employee’s prolenvironmental behaviour?
The influence of organizational identification, corporate entrepreneurship, and
environmental consciousness. Corporate Social Responsibility and Environmental
Management. https://doi.org/10.1002/CSR.1826.

Chen, M.-F. (2007). Consumer attitudes and purchase intentions in relation to organic foods
in Taiwan: moderating effects of food-related personality traits. Food Qual. Prefer.,
7(18), 1008-1021.

Cheng, H., Lambert, D. M., DeLong, K. L., &Jensen, K. L. (2022). Inattention, availability bias, and
attribute premium estimation for a biobased product. Agricultural Economics, 53(2),
274-288. https://doi.org/10.1111/agec.12679.

Cho, M., Bonn, M., & Li, J. (2019). Differences in perceptions about food delivery apps between
single-person and multi-person households. International Journal of Hospitality
Management, 77, 108-116. https://doi.org/10.1016/j.ijhm.2018.06.019.

Choi, J. (2020). User Familiarity and Satisfaction With Food Delivery Mobile Apps. SAGE Open,
10. https://doi.org/10.1177/2158244020970563.

Cohen, J. (2013). Statistical power analysis for the behavioral sciences. Routledge.

Comscore. (n.d.). Disponivel em https://itforum.com.br/noticias/filipi-assis-e-o-novo-diretor-
de-produto-de-canais-da-nuvemshop/. Acessado em: 06/02/2022.

Creswell, J. W. (2010). Projeto de pesquisa: métodos qualitativo, quantitativo e misto.

Crowl, T. K. (1984). Grading Behavior teachers’need for social approval. Education, 104(3).
https://doi.org/10.1016/j.chb.2013.05.019.

Dabholkar, P., Dayle, T., &Joseph, R. (1996). A measure of service quality for retail stores: Scale
development and validation. Journal of the Academy of Marketing Science, 24(1), 3-16.
https://doi.org/10.1177/009207039602400101.

Da Silva Batista, A., & Francisco, A. (2018). Organizational Sustainability Practices: A Study of
the Firms Listed by the Corporate Sustainability Index. Sustainability, 10, 226. https://
doi.org/10.3390/SU10010226.

Da Silva Tamashiro, H. R., da Silveira, J. A. G., Mantovani, D. M. N., & de Abreu Campanario, C.
R. A. (2014). Aspectos determinantes do consumo de produtos cosméticos verdes.
RAI Revista de Administracdo e Inovagdo, 11(1), 238-262.

[@®)ey | Rev. Adm. UFSM, Santa Maria, v. 18, n. 3, 5, 2025


https://creativecommons.org/licenses/by/4.0/legalcode
https://doi.org/10.1111/j.1365-2648.2007.04242.x
https://doi.org/10.1111/j.1365-2648.2007.04242.x
https://doi.org/10.1002/CSR.1826
https://doi.org/10.1111/agec.12679
https://doi.org/10.1016/j.ijhm.2018.06.019
https://doi.org/10.1177/2158244020970563
https://itforum.com.br/noticias/filipi-assis-e-o-novo-diretor-de-produto-de-canais-da-nuvemshop/
https://itforum.com.br/noticias/filipi-assis-e-o-novo-diretor-de-produto-de-canais-da-nuvemshop/
https://doi.org/10.1016/j.chb.2013.05.019
https://doi.org/10.1177/009207039602400101
https://doi.org/10.3390/SU10010226
https://doi.org/10.3390/SU10010226

30 | Digital skill level and perceived quality in the use of food delivery apps

Da Silva Terres, M., Rohden, S. F.,, Vedolin, L., Machado, B. F. H., Magnus, K., Altmann, A., &
Schiavon, D. E. B. (2020). The covid-19 pandemic: Paths for future research in
marketing involving the regulatory role of prosocial consumption. Revista Brasileira
de Marketing, 19(3), 611-641. https://doi.org/10.5585/REMARK.V1913.17103.

Dameir, R. P. (2016). Smart City Implementation. Springer. https://doi.org/10.1007/978-3-319-
45766-6_3.

Davis, F. D., Bagozzi, R. P., & Warshaw, P. R. (1989). User acceptance of computer technology: A
comparison of two theoretical models. Management Science, 35(8), 982-1003. https://
doi.org/10.1287/mnsc.35.8.982.

Denis, E., Pecheux, C., & Warlop, L. (2020). When public recognition inhibits prosocial behavior:
The case of charitable giving. Nonprofit and Voluntary Sector Quarterly, 49(5), 951-
9968. https://doi.org/10.1177/0899764020911203.

Dermody, ., Koenig-Lewis, N., Zhao, A. L., & Hanmer-Lloyd, S. (2018). Appraising the influence of
pro-environmental self-identity on sustainable consumption buying and curtailment
in emerging markets: Evidence from China and Poland. Journal of Business Research,
86, 333-343. https://doi.org/10.1016/j.jbusres.2017.09.041.

De Pelsmacker, P., Driesen, L., & Rayp, G. (2003). Are fair trade labels good business? Ethics
and coffee buying intentions. Working Paper of Faculty of Economics and Business
Administration, Ghent, Belgium.

DeSarbo, W. S., Huff, L., Rolandelli, M., & Choi, J. (1993). On the Measurement of Perceived
Service Quality: A Conjoint Analysis Approach. Service Quality.

Dey, D.K., & Srivastava, A. (2017). Impulse buying intentions of young consumers from a
hedonic shopping perspective. J. Indian Bus. Res., 9(4), 266-282.

DigComp 2.2. (2025). Disponivel em https://op.europa.eu/en/publication-detail/-/
publication/50c53c01-abeb-11ec-83e1-01aa75ed71al1/language-en. Acessado em:
01/06/2025.

Dishman, L. (2020). The Delivery App Landscape Is Changing and Sustaining Businesses During
COVID-19 (US Chamber of Commerce). Retrieved on May 8, 2020 from: https://n9.cl/
matl4.

Donzelli, J. R. G. (2023). Fatores que influenciam o comportamento do consumidor e a inten¢éo de
compra de produtos de luxo de segunda méo. (Dissertacdao de Mestrado, Universidade
Nove de Julho, Sao Paulo).

Edmonds, W. A., & Kennedy, T. D. (2017). An Applied Guide to Research Designs: Quantitative,
Qualitative, and Mixed Methods (2nd ed.). Los Angeles: Sage Publications, Inc.

Elena-Bucea, A., Cruz-Jesus, F., & Oliveira, T. (n.d.). Assessing the Role of Age, Education, Gender
and Income on the Digital Divide: Evidence for the European.

[@)sy | Rev. Adm. UFSM, Santa Maria, v. 18, n. 3, 5, 2025


https://creativecommons.org/licenses/by/4.0/legalcode
https://doi.org/10.5585/REMARK.V19I3.17103
https://doi.org/10.1007/978-3-319-45766-6_3
https://doi.org/10.1007/978-3-319-45766-6_3
https://doi.org/10.1287/mnsc.35.8.982
https://doi.org/10.1287/mnsc.35.8.982
https://doi.org/10.1177/0899764020911203
https://doi.org/10.1016/j.jbusres.2017.09.041
https://op.europa.eu/en/publication-detail/-/publication/50c53c01-abeb-11ec-83e1-01aa75ed71a1/language-en
https://op.europa.eu/en/publication-detail/-/publication/50c53c01-abeb-11ec-83e1-01aa75ed71a1/language-en
https://n9.cl/matl4
https://n9.cl/matl4

Donzelli, J. R. G., & Vils, L. | 31

Elhoushy, S., & Jang, S. S. (2023). How to maintain sustainable consumer behaviours: A
systematic review and future research agenda. International Journal of Consumer
Studies, 47(6), 2181-211. https://doi.org/10.1111/ijcs.12905.

Eweje, G. (2011). A Shift in corporate practice? Facilitating sustainability strategy in companies.
Corporate Social Responsibility and Environmental Management, 18, 125-136. https://
doi.org/10.1002/CSR.268.

Ezepue, P., & Mbama, C. (2018). Digital banking, customer experience and bank financial
performance : UK customers’ perceptions. International Journal of Bank Marketing, 36,
230-255. https://doi.org/10.1108/1)BM-11-2016-0181.

Ezlika Ghazali, P. C. S., Mutum, D. S., & Nguyen, B. (2017). Health and cosmetics:
Investigating consumers’ values for buying organic personal care products.
Journal of Retailing and Consumer Services, 39, 154-163. https://doi.org/10.1016/j.
jretconser.2017.08.002.

Faruk Anil Konuk, & Otterbring, T. (2024). The dark side of going green: Dark triad traits
predict organic consumption through virtue signaling, status signaling, and praise
from others. Journal of Retailing and Consumer Services, 76, 103531. https://doi.
org/10.1016/j.jretconser.2023.103531.

Fellner B., Holler, M., Kirchler, E., & Schabmann, A. (2007). Regulatory Focus Scale(RFS):
Development of a scale to record dispositional regulatory focus. Swiss J Psychol., 66,
109-116. https://doi.org/10.1024/1421-0185.66.2.109.

Fernandes, A. (2021). Propagandas Hardsell: Proposicéo e teste de um modelo integrativo.

Fida, B. A., Ahmed, U., Al-Balushi, Y., & Singh, D. (2020). Impact of Service Quality on Customer
Loyalty and Customer Satisfaction in Islamic Banks in the Sultanate of Oman. SAGE
Open, 10(2). https://doi.org/10.1177/2158244020919517.

Fornell, C., & Larcker, D. F. (1981). Evaluating Structural Equation Models with Unobservable
Variables and Measurement Error. Journal of Marketing Research, 18(1), 39-50.

Foster, B., Muhammad, Z., Yusliza, M., Faezah, ., Johansyah, M., Yong, J., Ul-Haque, A., Saputra, .,
Ramayah, T., & Fawehinmi, O. (2022). Determinants of Pro-Environmental Behaviour
in the Workplace. Sustainability. https://doi.org/10.3390/su14084420.

Francioni, B., Curina, I., Hegner, S.M., & Cioppi, M. (2022). Predictors of Continuance Intention
of Online Food Delivery Services: Gender as Moderator. International Journal of Retail
& Distribution Management, (ahead-of-print).

Gabbert, F., Memon, A., & Allan, K. (2011). Memory conformity: Can eyewitnesses influence
each other's memories for an event? Applied Cognitive Psychology, 25, 163-174.
https://doi.org/10.1002/acp.885.

[@®)ey | Rev. Adm. UFSM, Santa Maria, v. 18, n. 3, 5, 2025


https://creativecommons.org/licenses/by/4.0/legalcode
https://doi.org/10.1111/ijcs.12905
https://doi.org/10.1002/CSR.268
https://doi.org/10.1002/CSR.268
https://doi.org/10.1108/IJBM-11-2016-0181
https://doi.org/10.1016/j.jretconser.2017.08.002
https://doi.org/10.1016/j.jretconser.2017.08.002
https://doi.org/10.1016/j.jretconser.2023.103531
https://doi.org/10.1016/j.jretconser.2023.103531
https://doi.org/10.1024/1421-0185.66.2.109
https://doi.org/10.1177/2158244020919517
https://doi.org/10.3390/su14084420
https://doi.org/10.1002/acp.885

32 | Digital skill level and perceived quality in the use of food delivery apps

Gani, M.O., Faroque, A.R., Muzareba, A.M., Amin, S., & Rahman, M. (2023). An integrated model
to decipher online food delivery app adoption behavior in the COVID-19 pandemic.
J. Foodserv. Bus. Res., 26(2), 123-163.

Garvin, D. A. (1987). Competing on the Eight Dimensions of Quality. Harvard Business Review,
65(6), 101-109.

Ghazali, E., Soon, P. C,, Mutum, D. S., & Nguyen, B. (2017). Health and cosmetics: Investigating
consumers’ values for buying organic personal care products. Journal of Retailing and
Consumer Services, 39, 154-163.

Gil, A. C. (2018). Como elaborar projetos de pesquisa (6. ed.). Atlas.
Gronroos, C. (1982). An applied service marketing theory. European Journal of Marketing.

Grol3, M. (2018). Mobile shopping loyalty: The salient moderating role of normative and
functional compatibility beliefs. Technology in Society, 55, 146-159. https://doi.
org/10.1016/j.techsoc.2018.07.005.

Griskevicius, V., Tybur, J. M., & Van den Bergh, B. (2010). Going green to be seen: Status,
reputation, and conspicuous conservation. Journal of Personality and Social Psychology,
98(3), 392-404. https://doi.org/10.1037/a0017346.

Grubb, E.L., & Grathwohl, H.L. (1967). Consumer self-concept, symbolism and market behavior:
a theoretical approach. J. Mark., 31(4), 22-27.

GSMA. (2020). 'The Mobile Economy 2020 Disponivel em: https://www.gsma.com/
mobileeconomy/. Acessado em: 06/12/2021.

Gulzari, A., Wang, Y., & Prybutok, V. (2022). A green experience with eco-friendly cars: a young
consumer electric vehicle rental behavioral model. J. Retailing Consum. Serv., 65,
102877. https://doi.org/10.1016/j.jretconser.2021.102877.

Habib, A., Irfan, M., &Shahzad, M. (2022). Modelingthe enablers of online consumer engagement
and platform preference in online food delivery platforms during COVID-19. Future
Business Journal, 8(1). https://doi.org/10.1186/s43093-022-00119-7.

Hair, ). F., Anderson, R. E., Tatham, R. L., & Black, W. (1995). Multivariate data analysis. New York:
Prentice-Hall.

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2014). Multivariate data analysis: Pearson
new international edition. Essex: Pea.

Hair, J.F., Black, W.C., Babin, B.J., Anderson, R.E.and Tatham, R.L. (2013). Multivariate Data Analysis
(7th ed. Pearson New International Edition). Pearson Education Limited.

Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2019). When to use and how to report the
results of PLS-SEM. European Business Review, 31(1), 2-24. https://doi.org/10.1108/
EBR-11-2018-0203.

[@)sy | Rev. Adm. UFSM, Santa Maria, v. 18, n. 3, 5, 2025


https://creativecommons.org/licenses/by/4.0/legalcode
https://doi.org/10.1016/j.techsoc.2018.07.005
https://doi.org/10.1016/j.techsoc.2018.07.005
https://doi.org/10.1037/a0017346
https://www.gsma.com/mobileeconomy/
https://www.gsma.com/mobileeconomy/
https://doi.org/10.1016/j.jretconser.2021.102877
https://doi.org/10.1186/s43093-022-00119-7
https://doi.org/10.1108/EBR-11-2018-0203
https://doi.org/10.1108/EBR-11-2018-0203

Donzelli, J. R. G., & Vils, L. | 33

Hair, J. F., Sarstedt, M., Ringle, C. M., & Gudergan, S. P. (2018). Advanced Issues in Partial Least
Squares Structural Equation Modeling. Sage Publications, Inc.

Hair JR., J.F.; Babin, B.; Money, A.H.; Samouel, P. (2005). Fundamentos de métodos de pesquisa em
administra¢éo. Porto Alegre: Bookman.

Hair, J., Ortinau, D., & Harrison, D. (2021). Essentials of marketing research. In McGraw-Hill
Education (Vol. 15, Issue 2). http://hdl.handle.net/10034/11485.

Han, H.,&Hawken,S.(2018).Introduction:Innovationandidentityinnext-generationsmartcities.
City, Culture and Society, 12, 1-4. https://doi.org/10.1016/j.ccs.2017.12.003.

Hejazi, M., Batati, B., & Bahurmuz, A. (2023). The Influence of Green Supply Chain Management
Practices on Corporate Sustainability Performance. Sustainability. https://doi.
org/10.3390/su15065459.

Hernandez Sampieri, R., Fernandez Collado, C., & Baptista Lucio, P. (2014). Metodologia de la
investigacion (6.7 ed.). McGraw-Hill.

Higgins, E. T. (1987). Self-discrepancy: a theory relating self and affect. Psychol Rev., 94, 319-
340. https://doi.org/10.1037/0033-295X.94.3.319.

Higgins, E. T. (1997). Beyond pleasure and pain. Am Psychol., 52, 1280-1300. https://doi.
org/10.1037//0003-066x.52.12.1280 PMID: 9414606.

Higgins, E. T. (1998). Promotion and prevention: regulatory focus as a motivational principle.
Adv Exp Soc Psychol., 30, 1-46. https://doi.org/10.1016/50065-2601(08)60381-0.

Higgins, E. T., & Cornwell, J. F. M. (2016). Securing foundations and advancing frontiers:
Prevention and promotion effects on judgment & decision making. Organ Behav
HumDecisProcess., 136, 56-67. https://doi.org/10.1016/j.0bhdp.2016.04.005.

Higgins, E. T., Friedman, R. S., Harlow, R. E., Idson, L. C., Ayduk, O. N., & Taylor, A. (2001).
Achievement orientations from subjective histories of success: Promotion pride
versus prevention pride. Eur J Soc Psychol., 31, 3-23. https://doi.org/10.1002/
ejsp.27.

Higgins, E. T., Roney, C. J. R., Crowe, E., & Hymes, C. (1994). Ideal versus ought predilections
for approach and avoidance distinct self-regulatory systems. J Pers Soc Psychol., 66,
276-286. https://doi.org/10.1037//0022-3514.66.2.276 PMID: 8195986.

Hillhouse, J., Turrisi, R., & Kastner, M. (2000). Modeling tanning salon behavioral tendencies
using appearance motivation, self-monitoring and the theory of planned behavior.
Health Education Research, 15(4), 405-414.

Hoang, H., & Tan, T. (2023). Unveiling digital transformation: Investigating technology adoption
in Vietnam's food delivery industry for enhanced customer experience. Heliyon, 9.
https://doi.org/10.1016/j.heliyon.2023.e19719.

[@®)ey | Rev. Adm. UFSM, Santa Maria, v. 18, n. 3, 5, 2025


https://creativecommons.org/licenses/by/4.0/legalcode
http://hdl.handle.net/10034/11485
https://doi.org/10.1016/j.ccs.2017.12.003
https://doi.org/10.3390/su15065459
https://doi.org/10.3390/su15065459
https://doi.org/10.1037/0033-295X.94.3.319
https://doi.org/10.1037/0003-066x.52.12.1280
https://doi.org/10.1037/0003-066x.52.12.1280
https://doi.org/10.1016/S0065-2601(08)60381-0
https://doi.org/10.1016/j.obhdp.2016.04.005
https://doi.org/10.1002/ejsp.27
https://doi.org/10.1002/ejsp.27
https://doi.org/10.1037/0022-3514.66.2.276
https://doi.org/10.1016/j.heliyon.2023.e19719

Donzelli, J. R. G., & Vils, L. | 34

Hong, C., Choi, H. (Hailey), Choi, E. K. (Cindy), & Joung, H. W. (David). (2021). Factors affecting
customer intention to use online food delivery services before and during the
COVID-19 pandemic. Journal of Hospitality and Tourism Management, 48(April), 509-
518. https://doi.org/10.1016/j.jhtm.2021.08.012.

Hung, Y. H., Huang, M. L., & Chen, K. S. (2003). Service quality evaluation by service quality
performance matrix. Total Quality Management and Business Excellence, 14(1), 79-
89.

IBGE. (n.d.). Disponivel em: https://www.ibge.gov.br/. Acessado em: 05/12/2021.

IBGE. (n.d.). Disponivel em: https://tecnologia.ig.com.br/2024-08-16/ibge-aponta-casas-sem-
acesso-a-internet.html?utm_source=chatgpt.com. Acessado em: 01/06/2025.

ICDL. (2025). Disponivel em https://www.icdl.com/. Acessado em: 01/06/2025.

Immonen, M., & Sintonen, S. (2015). Evolution of technology perceptions over time. Information
Technology and People, 28(3), 589-606. https://doi.org/10.1108/ITP-12-2013-0219.

ITU. (n.d.). Disponivel em: https://www.itu.int/en/mediacentre/Pages/PR-2023-09-12-universal-
and-meaningful-connectivity-by-2030.aspx?utm_source=chatgpt.com. Acessado em:
01/06/2025.

Johnson, M. D., & Fornell, C. (1991). A Framework for Comparing Customer Satisfaction across
Individuals and Product Categories. Journal of Economic Psychology, 12, 267-286.
https://doi.org/10.1016/0167-4870(91)90016-M.

Jr, ). D., & Federal, U. (2016). Adaptacao e Traducao de Escalas de Mensuracdo para o Contexto
Brasileiro: um Método Sisteméatico como Alternativa a Técnica Back-Translation.
Métodos e Pesquisa Em Administragéo, 1(2).

Kalafatis, S., Pollard, M., East, R., & Tsogas, M.H. (1999). Green marketing and Ajzen’s theory
of planned behaviour: a cross-market examination. Journal of Consumer Marketing,
16(5), 441-460.

Kantabutra, S., & Ketprapakorn, N. (2020). Toward a theory of corporate sustainability: A
theoretical integration and exploration. Journal of Cleaner Production, 270, 122292.
https://doi.org/10.1016/j.jclepro.2020.122292.

Kapoor, A., & Vij, M. (2018). Technology at the dinner table: Ordering food online through
mobile apps. Journal of Retailing and Consumer Services, 43, 342-351. https://doi.
org/10.1016/j.jretconser.2018.04.001.

Kaviya, S., & Priyadarshini, R. G. (2022). Green Consumerism: Consumer Purchase Intention
and Behavior towards Green Products in FMCG Sector. Abhigyan, 40(1).

Khan, S. A., Zainuddin, M., Mahi, M., & Arif, 1. (2020). Behavioral intention to use online learning
during COVID-19 : An analysis of the technology acceptance model. In International
Conference on Innovative Methods of Teaching and Technological Advancements in
Higher Education, (pp. 3-12).

[@®)ey | Rev. Adm. UFSM, Santa Maria, v. 18, n. 3, 5, 2025


https://creativecommons.org/licenses/by/4.0/legalcode
https://doi.org/10.1016/j.jhtm.2021.08.012
https://www.ibge.gov.br/
https://tecnologia.ig.com.br/2024-08-16/ibge-aponta-casas-sem-acesso-a-internet.html?utm_source=chatgpt.com
https://tecnologia.ig.com.br/2024-08-16/ibge-aponta-casas-sem-acesso-a-internet.html?utm_source=chatgpt.com
https://www.icdl.com/
https://doi.org/10.1108/ITP-12-2013-0219
https://www.itu.int/en/mediacentre/Pages/PR-2023-09-12-universal-and-meaningful-connectivity-by-2030.aspx?utm_source=chatgpt.com
https://www.itu.int/en/mediacentre/Pages/PR-2023-09-12-universal-and-meaningful-connectivity-by-2030.aspx?utm_source=chatgpt.com
https://doi.org/10.1016/0167-4870(91)90016-M
https://doi.org/10.1016/j.jclepro.2020.122292
https://doi.org/10.1016/j.jretconser.2018.04.001
https://doi.org/10.1016/j.jretconser.2018.04.001

35 | Digital skill level and perceived quality in the use of food delivery apps

Kim, H.Y.,, & Chung, J.-E. (2011). Consumer purchase intention for organic personal care
products. J. Consum. Mark., 28(1), 40-47.

Kim, M. K., Park, M. C., & Jeong, D. H. (2013). The effects of perceived service quality on
satisfaction and behavioral intentions in mobile value-added services. Computers in
Human Behavior, 29(1), 256-263. https://doi.org/10.1016/j.chb.2012.08.015.

Kim, M. S., & Kim, H. J. (1997). Communication goals: Individual differences between Korean
and American speakers. Personality and Individual Differences, 23(3), 509-517. https://
doi.org/10.1016/S0191-8869(97)80017-7.

Kim, S.H., & Seock, Y.K. (2019). The roles of values and social norm on personal norms and
pro-environmentally friendly apparel product purchasing behavior: the mediating
role of personal norms. J. Retailing Consum. Serv., 51, 83-90. https://doi.org/10.1016/j.
jretconser.2019.05.023.

Kim, T. Y., & Kim, M. (2013). Leaders’ Moral Competence and Employee Outcomes: The Effects
of Psychological Empowerment and Person-Supervisor Fit. Journal of Business Ethics,
112(1), 155-166. https://doi.org/10.1007/s10551-012-1238-1.

Kumar, A., Lee, H., & Kim, Y. (2009). Indian consumers’ purchase intention toward a United
States versus local brand. Journal of Business Research, 62(1), 521-527.

Kurniawan, T.A., Meidiana, C., Goh, H.H., Zhang, D., Othman, M.H.D., Aziz, F., Anouzla, A,
Sarangi, P.K., Pasaribu, B., & Ali, I. (2024). Unlocking synergies between waste
management and climate change mitigation to accelerate decarbonization through
circular-economy digitalization in Indonesia. Sustain. Prod. Consum., 46, 522-542.
https://doi.org/10.1016/j.spc.2024.03.011.

Lazaroiu, G., lonescu, L., Andronie, M., & Dijmarescu, I. (2020). Sustainability Management
and Performance in the Urban Corporate Economy: A Systematic Literature Review.
Sustainability. https://doi.org/10.3390/su12187705.

Lea, E., & Worsley, T. (2005). Australians’ organic food beliefs, demographics and values. Br.
Food J., 107(11), 855-8609.

Li, H., Cao, A,, Chen, S., & Guo, L. (2024). How does risk perception of the COVID-19 pandemic
affect the consumption behavior of green food? Environment, Development and
Sustainability, 26(1), 2307-2329. https://doi.org/10.1007/s10668-022-02819-0.

Li, Y., Yang, J., & Song, J. (2017). Design structure model and renewable energy technology for
rechargeable battery towards greener and more sustainable electric vehicle. Renew.
Sustain. Energy Rev., 74, 19-25. https://doi.org/10.1016/j.rser.2017.02.021.

Lin, H. (2007). Predicting consumer intentions to shop online: an empirical test of competing
theories. Electronic Commerce Research and Application, 6(4), 433-442.

Lin, J., Lobo, A., & Leckie, C. (2017). The role of benefits and transparency in shaping consumers’
green perceived value, self-brand connection and brand loyalty. J. Retail. Consum.
Serv., 35, 133-141.

[@)sy | Rev. Adm. UFSM, Santa Maria, v. 18, n. 3, 5, 2025


https://creativecommons.org/licenses/by/4.0/legalcode
https://doi.org/10.1016/j.chb.2012.08.015
https://doi.org/10.1016/S0191-8869(97)80017-7
https://doi.org/10.1016/S0191-8869(97)80017-7
https://doi.org/10.1016/j.jretconser.2019.05.023
https://doi.org/10.1016/j.jretconser.2019.05.023
https://doi.org/10.1007/s10551-012-1238-1
https://doi.org/10.1016/j.spc.2024.03.011
https://doi.org/10.3390/su12187705
https://doi.org/10.1007/s10668-022-02819-0
https://doi.org/10.1016/j.rser.2017.02.021

Donzelli, J. R. G., & Vils, L. | 36

Lloret, A. (2016). Modeling corporate sustainability strategy. Journal of Business Research, 69,
418-425. https://doi.org/10.1016/).JBUSRES.2015.06.047.

Lockwood, P., Jordan, C. H., & Kunda, Z. (2002). Motivation by positive or negative role models:
regulatory focus determines who will best inspire us. J Pers Soc Psychol., 83, 854-864.
https://doi.org/10.1037/0022-3514.83.4.854 PMID: 12374440.

Luthfia A., Ramadanty S., Anita T. L., Zulkarnain A., & Ridzuan A. R. (2021). The Effect of
Digital Skills on Technology Acceptance of Food Delivery Mobile Application. 2021
3rd International Conference on Cybernetics and Intelligent System (ICORIS), Makasar,
Indonesia, 1-5. https://doi.org/10.1109/ICORIS52787.2021.9649587.

Lythreatis, S., Kumar Singh, S., & El-Kassar, A.-N. (2022). The digital divide: A review and future
research agenda. Technological Forecasting & Social Change, 175, 1-11. https://doi.
org/10.1016/j.techfore.2021.121359.

Maida, J. (2020). Analysis on impact of Covid-19-online on-demand food delivery services
market 2019-2023. Businesswire. <https://www.businesswire.com/news/
home/20200430005160/en/Analysis-Impact-Covid-19-Online-On-Demand-Food-
Delivery. Acessado em: 05/12/2021.

Maimaiti, M., Zhao, X., Jia, M., Ru, Y., & Zhu, S. (2018). How we eat determines what we become:
opportunities and challenges brought by food delivery industry in a changing world
in China. Eur. J. Clin. Nutr., 72(9), 1282-1286.

Maloney, M.P., & Ward, M.P. (1973). Ecology: Let's hear from the people: An objective scale for
the measurement of ecological attitudes and knowledge. American Psychologist, 28,
583-586. https://doi.org/10.1037/h0034936.

Markus, H. R., & Kitayama, S. (1991). Culture and the self: Implications for cognition, emotion,
and motivation. Psychological Review, 98(2), 224. https://doi.org/10.1037/0033-
295X.98.2.224.

Marlowe, D. (1962). Need for social approval and the operant conditioning of meaningful
verbal behavior. Journal of Consulting Psychology, 26(1), 79. https://doi.org/10.1037/
h0046129.

Martin, H. J. (1984). A revised measure of approval motivation and its relationship to
socialdesirability. Journal of Personality Assessment, 48(5), 508-519. https://doi.
org/10.1207/s15327752jpa4805_10.

Meifen Wu, & Long, R. (2024). How does green communication promote the green consumption
intention of social media users? Environmental Impact Assessment Review, 106, 107481.
https://doi.org/10.1016/j.eiar.2024.107481.

MertcanTascloglu(2025). Status Consumption Effecton Moralldentity Sustainable Consumption
Relationship: Bittersweet, or Bitter-Only? Journal of International Consumer Marketing,
37(1), 41-54. DOI: 10.1080/08961530.2024.2355221.

[@®)ey | Rev. Adm. UFSM, Santa Maria, v. 18, n. 3, 5, 2025


https://creativecommons.org/licenses/by/4.0/legalcode
https://doi.org/10.1016/J.JBUSRES.2015.06.047
https://doi.org/10.1037/0022-3514.83.4.854
https://doi.org/10.1109/ICORIS52787.2021.9649587
https://doi.org/10.1016/j.techfore.2021.121359
https://doi.org/10.1016/j.techfore.2021.121359
https://www.businesswire.com/news/home/20200430005160/en/Analysis-Impact-Covid-19
https://www.businesswire.com/news/home/20200430005160/en/Analysis-Impact-Covid-19
https://doi.org/10.1037/h0034936
https://doi.org/10.1037/0033-295X.98.2.224
https://doi.org/10.1037/0033-295X.98.2.224
https://doi.org/10.1037/h0046129
https://doi.org/10.1037/h0046129
https://doi.org/10.1207/s15327752jpa4805_10
https://doi.org/10.1207/s15327752jpa4805_10
https://doi.org/10.1016/j.eiar.2024.107481

37 | Digital skill level and perceived quality in the use of food delivery apps

Meuer,].,Koelbel,].,&Hoffmann,V.(2020). Onthe Nature of Corporate Sustainability. Organization
& Environment, 33, 319 - 341. https://doi.org/10.1177/1086026619850180.

Michaelidou, N., & Hassan, L.M. (2008). The role of health consciousness, food safety concern,
and ethical identity on attitudes and intentions towards organic food. International
Journal of Consumer Studies, 32(2), 163-170.

Molinillo, S., Japutra, A., & Diaz-Ruiz, S.(2018). Organic food consumption: An extended model of
theory of planned behavior. Journal of Food Products Marketing, 24(7), 800-816.

Morris, M. G., & Turner, J. M. (2001). Assessing Users’ Subjective Quality of Experience with the
World Wide Web: Na Exploratory Examination of Temporal Changes in Technology
Acceptance. International Journal of Human-Computer Studies, 54(6), 877-901.

Moutinho, K., & Roazzi, A. (2010). As teorias da acao racional e da acdo planejada: rela¢des
entre inten¢des e comportamentos. Avalia¢do Psicoldgica, 9(2), 279-287.

Mpwanya, M. F. (2022). An Empirical Examination of the Overall Customer Satisfaction with the
Service Delivery of Mobile Network Operators in South Africa. Global Business Review,
23(1), 20-36. https://doi.org/10.1177/0972150919859105.

Mshana, G., Malibwa, D., Aloyce, D., Peter, E., Mchome, Z., Kapiga, S., & Stockl, H. (2022).
Same habitus in new field? How mobile phone communication reproduces
masculinities and gender inequality in intimate relationships in Mwanza, Tanzania.
Journal of Social and Personal Relationships, 026540752210979. https://doi.
org/10.1177/02654075221097936.

Neto, A. P.; Flynn, M. B. (2019). The Internet and Health in Brazil: Trends and Challenges. In: The
Internet and Health in Brazil. Springer, 1-11.

Nguyen, T. N., Lobo, A., & Nguyen, B. K. (2018). Young consumers’ green purchase behaviour
in an emerging market. Journal of Strategic Marketing, 26(7), 583-600. https://doi.org/
10.1080/0965254X.2017.1318946.

Niedermeier, A., Emberger-Klein, A., & Menrad, K. (2021). Which factors distinguish the
different consumer segments of green fast-moving consumer goods in Germany?
Business Strategy and the Environment, 30(4), 1823-1838. https://doi.org/10.1002/
bse.2718.

NPD. (2020). Online food orders, delivery surge amid COVID-19 lockdown. https://www.npd.com/
wps/portal/npd/us/news/press-releases/2020/while-total-us-restaurant-traffic-
declines-by-22-in-march-digital-and-delivery-orders-jump-by-over-60/. Acessado
em: 05/12/2021.

Ogiemwonyi, O., & Jan, M. T. (2023). The correlative influence of consumer ethical beliefs,
environmental ethics, and moral obligation on green consumption behavior.
Resources, Conservation & Recycling Advances, 19, Article 200171. https://doi.
org/10.1016/j.rcradv.2023.200171.

[@)sy | Rev. Adm. UFSM, Santa Maria, v. 18, n. 3, 5, 2025


https://creativecommons.org/licenses/by/4.0/legalcode
https://doi.org/10.1177/1086026619850180
https://doi.org/10.1177/0972150919859105
https://doi.org/10.1177/02654075221097936
https://doi.org/10.1177/02654075221097936
https://doi.org/10.1080/0965254X.2017.1318946
https://doi.org/10.1080/0965254X.2017.1318946
https://doi.org/10.1002/bse.2718
https://doi.org/10.1002/bse.2718
https://www.npd.com/wps/portal/npd/us/news/press-releases/2020/while-total-us-restaurant-traffic-declines-by-22-in-march-digital-and-delivery-orders-jump-by-over-60/
https://www.npd.com/wps/portal/npd/us/news/press-releases/2020/while-total-us-restaurant-traffic-declines-by-22-in-march-digital-and-delivery-orders-jump-by-over-60/
https://www.npd.com/wps/portal/npd/us/news/press-releases/2020/while-total-us-restaurant-traffic-declines-by-22-in-march-digital-and-delivery-orders-jump-by-over-60/
https://doi.org/10.1016/j.rcradv.2023.200171
https://doi.org/10.1016/j.rcradv.2023.200171

Donzelli, J. R. G., & Vils, L. | 38

Okumus, B., & Bilgihan, A. (2014). Proposing a model to test smartphone users’ intention to
use smart applications when ordering food in restaurants. Journal of Hospitality and
Tourism Technology, 5(1), 3149. https://doi.org/10.1108/JHTT-01-2013-0003.

Okumus, B., Ali, F., Bilgihan, A., & Ozturk, A. (2018). Psychological factors influencing
customers’ acceptance of smartphone diet apps when ordering food at restaurants.
International Journal of Hospitality Management, 72, 67-77. https://doi.org/10.1016/j.
ijhm.2018.01.001.

Okumus, B., Ali, F., Bilgihan, A., & Ozturk, A. B. (2018). Psychological factors influencing
customers’ acceptance of smartphone diet apps when ordering food at restaurants.
International Journal of Hospitality Management, 72, 67-77.

Oliver, R. L. (1997). Satisfaction: A behavioral perspective on the customer. New York.

Opinion Box e Kantar. (n.d.). Disponivel em https://www.opinionbox.com/. Acessado em:
01/06/2025.

Padel, S., & Foster, C.(2005). Exploring the gap between attitudes and behaviour: understanding
why consumers buy or do not buy organic food. Br. Food J., 107(8), 606-625.

Pal, D., Funilkul, S., Eamsinvattana, W., & Siyal, S. (2022). Using online food delivery applications
during the COVID-19 lockdown period: what drives University Students’ satisfaction
and loyalty? J. Foodserv. Bus. Res., 25(5), 561-605.

Pantano, E., & Priporas, C.V. (2016). The effect of mobile retailing on consumers’ purchasing
experiences: a dynamic perspective. Comput. Hum. Behav., 61, 548-555.

Parasuraman, A., Zeithaml, V. A, &Berry, L. L.(1988). SERVQUAL: A Multiple-Iltem Scale for Measuring
Consumer Perceptions of Service Quality. Journal of Retailing, 64(1), 12-40.

Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1994). Reassessment of expectations as a
comparison standard in measuring service quality: implications for future research.
J Mark, 58(1), 111-124.

Parasuraman, A., Zeithaml, V. A., & Malhotra, A. (2005). E-S-QUAL: A Multiple-ltem Scale for
Assessing Electronic Service Quality. Journal of Service Research, 7(3), 213-233. https://
doi.org/10.1177/1094670504271156.

Patak, M., Branska, L., & Pecinova, Z. (2021). Consumer intention to purchase green consumer
chemicals. Sustainability, 13(14), 7992. https://doi.org/10.3390/su13147992.

Pigatto, G., Machado, J.G.d.C.F., & Negreti, A.d.S., Machado, L.M. (2017). Have you chosen
your request? Analysis of online food delivery companies in Brazil. Br. Food .,
119(3), 639-657.

Podsakoff, P. M., MacKenzie, S. B., Lee, J.-Y., & Podsakoff, N. P. (2003). Common method
biases in behavioral research: A critical review of the literature and recommended
remedies. Journal of Applied Psychology, 88(5), 879-903. https://doi.org/10.1037/0021-
9010.88.5.879.

[@®)ey | Rev. Adm. UFSM, Santa Maria, v. 18, n. 3, 5, 2025


https://creativecommons.org/licenses/by/4.0/legalcode
https://doi.org/10.1108/JHTT-01-2013-0003
https://doi.org/10.1016/j.ijhm.2018.01.001
https://doi.org/10.1016/j.ijhm.2018.01.001
https://www.opinionbox.com/
https://doi.org/10.1177/1094670504271156
https://doi.org/10.1177/1094670504271156
https://doi.org/10.3390/su13147992
https://doi.org/10.1037/0021-9010.88.5.879
https://doi.org/10.1037/0021-9010.88.5.879

39 | Digital skill level and perceived quality in the use of food delivery apps

Puska, P., Kurki, S., L"ahdesm™aki, M., Siltaoja, M., & Luomala, H. (2016). Male-male status
signaling through favoring organic foods: is the signaler perceived and treated as a
friend or a foe? Psychol. Market., 33(10), 843-855.

Ray, A., Dhir, A., Bala, P. K., & Kaur, P. (2019). Why do people use food delivery apps (FDA)? A
uses and gratification theory perspective. Journal of Retailing and Consumer Services,
51(May), 221-230. https://doi.org/10.1016/j.jretconser.2019.05.025.

Reclame aqui. (n.d.). Disponivel em [suspicious link removed]. Acessado em: 05/12/2021.

Rego, A., Cunha, M., & Polonia, D. (2015). Corporate Sustainability: A View From the Top. Journal
of Business Ethics, 143, 133 - 157. https://doi.org/10.1007/s10551-015-2760-8.

Ribbink, D., van Riel Allard, C. R., Liljander, V., & Streukens, S. (2004). Comfort your Online
Customer: Quality, Trust, and Loyalty on the Internet. Managing Service Quality, 14(6),
446-456.

Richetin, J., & Perugini, M. (2022). The organic diet effect on person perception. Appetite, 168,
105696.

Ridzuan, A., Luthfia, A., Zulkarnain, A., Ramadanty, S., & Anita, T. (2021). The Effect of Digital
Skills on Technology Acceptance of Food Delivery Mobile Application. 2027 3rd
International Conference on Cybernetics and Intelligent System (ICORIS), 1-5. https://doi.
org/10.1109/ICORIS52787.2021.9649587.

Ringle, C. M., Da Silva, D., & Bido, D. D. S. (2014). Modelagem de Equacdes Estruturais com
Utilizacdo do Smartpls. Revista Brasileira de Marketing, 13(2), 56-73. https://doi.
org/10.5585/remark.v13i2.2717.

Roh, M., &Park, K.(2019). Adoption of 020 food delivery services in South Korea: the moderating
role of moral obligation in meal preparation. Int. J. Inf. Manag., 47, 262-273.

Rong, L., Wang, Z., & Li, Z. (2024). Unraveling the role of Financial Risk, social globalization
and Economic Risk towards attaining sustainable environment in China: does
resources curse still holds. Resour. Policy, 88, 104375. https://doi.org/10.1016/j.
resourpol.2023.104375.

Rosenberg, M. (1965). Rosenberg self-esteem scale (RSE). Acceptance and commitment therapy/
Measures package, 61.

Sampaio, D. O., & Furtado, B. A. (2020). Cosméticos sustentaveis: quais fatores influenciam o
consumo destes produtos? International Journal of Business Marketing, 5(1), 36-54.
https://www.ijomkt.org/ijomkt/article/view/131.

Savci, M., Turan, M. E., Griffiths, M. D., & Ercengiz, M. (2019). Histrionic personality, narcissistic
personality, and problematic social media use: Testing of a new hypothetical model.
International Journal of Mental Health and Addiction, 1-19. https://doi.org/10.1007/
s11469-019-00139-5.

[@)sy | Rev. Adm. UFSM, Santa Maria, v. 18, n. 3, 5, 2025


https://creativecommons.org/licenses/by/4.0/legalcode
https://doi.org/10.1016/j.jretconser.2019.05.025
https://doi.org/10.1007/s10551-015-2760-8
https://doi.org/10.1109/ICORIS52787.2021.9649587
https://doi.org/10.1109/ICORIS52787.2021.9649587
https://doi.org/10.5585/remark.v13i2.2717
https://doi.org/10.5585/remark.v13i2.2717
https://doi.org/10.1016/j.resourpol.2023.104375
https://doi.org/10.1016/j.resourpol.2023.104375
https://www.ijbmkt.org/ijbmkt/article/view/131
https://doi.org/10.1007/s11469-019-00139-5
https://doi.org/10.1007/s11469-019-00139-5

Donzelli, J. R. G., & Vils, L. | 40

Schuler, D., Rasche, A., Etzion, D., & Newton, L.(2017). Corporate Sustainability Management and
Environmental Ethics. Business Ethics Quarterly, 27, 213-237. https://doi.org/10.2139/
SSRN.2951788.

Shabbir, M.S., Sulaiman, M.A.B.A., Al-KkKumaim, N.H., Mahmood, A., & Abbas, M. (2020).
Green marketing approaches and their impact on consumer behavior towards the
environment—a study from the UAE. Sustainability, 12(21). https://doi.org/10.3390/
su12218977.

Shah, S., AllGhazali, B., Bhatti, S., Aman, N., Fahlevi, M., Aljuaid, M., & Hasan, F. (2023). The Impact
of Perceived CSR on Employees’ Pro-Environmental Behaviors: The Mediating Effects
of Environmental Consciousness and Environmental Commitment. Sustainability.
https://doi.org/10.3390/su15054350.

Shah, S., Cheema, S., Al0Ghazali, B., Ali, M., & Rafig, N. (2020). Perceived corporate social
responsibility and proOenvironmental behaviors: The role of organizational
identification and coworker proOenvironmental advocacy. Corporate Social
Responsibility ~ and  Environmental ~ Management. https://doi.org/10.1002/
CSR.2054.

Shang, D., Wu, W., & Schroeder, D. (2023). Exploring determinants of the green smart
technology product adoption from a sustainability adapted value-belief-norm
perspective. J. Retailing Consum. Serv. 70, 103169. https://doi.org/10.1016/j.
jretconser.2022.103169.

Shehawy, Y.M. (2023). In green consumption, why consumers do not walk their talk: a cross-
cultural examination from Saudi Arabia and UK. J. Retailing Consum. Serv., 75, 103499.
https://doi.org/10.1016/j.jretconser.2023.103499.

Shehawy, Y.M., Agag, G., Alamoudi, H.O., Alharthi, M.D., Brown, A., Labben, T.G., & Abdelmoety,
Z.H. (2024). Cross-national differences in consumers’ willingness to pay (WTP) more
for green hotels. J. Retailing Consum. Serv., 77, 103665. https://doi.org/10.1016/j.
jretconser.2023.103665.

SILVA, L. M. (2015). O Efeito do Foco Regulatdrio dos Consumidores na Negligéncia da Omissdo
na Avaliagdo dos Alimentos Ldcteos. (Tese de Doutorado, Universidade Nove de
Julho).

Smith, S., & Paladino, A. (2010). Eating clean and green? Investigating consumer motivations
towards the purchase of organic food. Australas. Mark. J., 18(2), 93-104.

Sousa, E. M. (2022). Manda eu! Um estudo experimental dos antecedentes da inten¢éo de
compartilhar fake news. (Tese de Doutorado, Universidade Nove de Julho, Sdo Paulo).
http://bibliotecatede.uninove.br/handle/tede/3184.

Statista. (2020). E-Services report 2019, Statista Digital Market Outlook. Disponivel em:
https://www.statista.com/outlook/261/100/eservices/worldwide.  Acessado em
08/03/2020.

[@®)ey | Rev. Adm. UFSM, Santa Maria, v. 18, n. 3, 5, 2025


https://creativecommons.org/licenses/by/4.0/legalcode
https://doi.org/10.2139/SSRN.2951788
https://doi.org/10.2139/SSRN.2951788
https://doi.org/10.3390/su12218977
https://doi.org/10.3390/su12218977
https://doi.org/10.3390/su15054350
https://doi.org/10.1002/CSR.2054
https://doi.org/10.1002/CSR.2054
https://doi.org/10.1016/j.jretconser.2022.103169
https://doi.org/10.1016/j.jretconser.2022.103169
https://doi.org/10.1016/j.jretconser.2023.103499
https://doi.org/10.1016/j.jretconser.2023.103665
https://doi.org/10.1016/j.jretconser.2023.103665
http://bibliotecatede.uninove.br/handle/tede/3184
https://www.statista.com/outlook/261/100/eservices/worldwide

41 | Digital skill level and perceived quality in the use of food delivery apps

Statista. (2022). Percentage of smartphone owners who used food delivery apps in Brazil from 2017
to 2021. Disponivel em: https://www.statista.com/statistics/894261/food-delivery-
apps-usage-brazil/. Acesso em 10 de junho de 2022.

Steg, L., Bolderdijk, J. W., Keizer, K., & Perlaviciute, G. (2014). An integrated framework for
encouraging pro-environmental behaviour: The role of values, situational factors
and goals. Journal of Environmental Psychology, 38, 104-115. https://doi.org/10.1016/j.
jenvp.2014.01.002.

Strickland, B. R., & Crowne, D. P. (1962). Conformity under conditions of simulated group
pressure as a function of the need for social approval. The Journal of Social Psychology,
58(1), 171-181. https://doi.org/10.1080/00224545.1962.9712366.

Tabachnick, B. G., & Fidell, L. S. (2006). Using multivariate statistics (5th ed.). Pearson.

Tarkiainen, A., & Sundqvist, S. (2005). Subjective norms, attitudes and intentions of Finnish
consumers in buying organic food. Br. Food J., 107(11), 808-822.

Taylor, S. A., & Baker, T. L. (1994). An Assessment of the Relationship between Service Quality
and Customer Satisfaction in the Formation of Consumers’ Purchase Intentions.
Journal of Retailing, 70(2), 163-178.

Taylor, Z., & Stevenson, R.J. (2018). People believe and behave as if consumers of natural foods
are especially virtuous. Front. Psychol., 9, 1823.

Teng, C.-C., & Wang, Y.-M. (2015). Decisional factors driving organic food consumption:
generation of consumer purchase intentions. Br. Food J., 117(3), 1066-1081.

The Ninh Nguyen, Hoang Long Nguyen, Tuan Khanh Cao, & Thi Thu Hoai Phan. (2016). The
Influence of Service Quality on Customer Loyalty Intentions: A Study in the Vietnam
Retail Sector. Asian Social Science, 12(2), 112-119.

Tian, Q., & Robertson, J. (2019). How and When Does Perceived CSR Affect Employees’
Engagement in Voluntary Pro-environmental Behavior?. Journal of Business Ethics,
155, 399-412. https://doi.org/10.1007/S10551-017-3497-3.

Trivedi, V., Trivedi, A., Pandey, K.K., & Chaurasia, S.S. (2023). Ordering the right quantity?
Examining the impact of plate size vagueness on food waste in an online food
delivery system. J. Clean. Prod. (2023), 136052.

Twenge, J. M., Baumeister, R. F., DeWall, C. N., Ciarocco, N. J., & Bartels, J. M. (2007). Social
exclusion decreases prosocial behavior. Journal of Personality and Social Psychology,
92(1), 56. https://psycnet.apa.org/buy/2006-23056-005.

UNESCO's Digital Literacy Global Framework. (2025). Disponivel em https://unesdoc.unesco.
org/ark:/48223/pf0000265403.locale=en. Acessado em: 01/06/2025.

Van Deursen, A. J. A. M., Helsper A. J., & Eynon R. (2015). Development and validation of the
Internet Skills Scale (ISS). Communication & Society. https://doi.org/10.1080/136911
8X.2015.1078834.

[@)sy | Rev. Adm. UFSM, Santa Maria, v. 18, n. 3, 5, 2025


https://creativecommons.org/licenses/by/4.0/legalcode
https://www.statista.com/statistics/894261/food-delivery-apps-usage-brazil/
https://www.statista.com/statistics/894261/food-delivery-apps-usage-brazil/
https://doi.org/10.1016/j.jenvp.2014.01.002
https://doi.org/10.1016/j.jenvp.2014.01.002
https://doi.org/10.1080/00224545.1962.9712366
https://doi.org/10.1007/S10551-017-3497-3
https://psycnet.apa.org/buy/2006-23056-005
https://unesdoc.unesco.org/ark:/48223/pf0000265403.locale=en
https://unesdoc.unesco.org/ark:/48223/pf0000265403.locale=en
https://doi.org/10.1080/1369118X.2015.1078834
https://doi.org/10.1080/1369118X.2015.1078834

Donzelli, J. R. G., & Vils, L. | 42

Van Laar, E. et al. (2017). The relation between 21st-century skills and digital skills: A systematic
literature review. Computers in Human Behavior, 72, 577-588.

Van Tonder, E., Fullerton, S., De Beer, L.T., & Saunders, S.G. (2023). Social and personal factors
influencing green customer citizenship behaviours: the role of subjective norm,
internal values and attitudes. J. Retailing Consum. Serv., 71, 103190. https://doi.
org/10.1016/j.jretconser.2022.103190.

Varela-Candamio, L., Novo-Corti, ., & Garcia-Alvarez, M. T. (2018). The importance of
environmental education in the determinants of green behavior: A meta-analysis
approach. Journal of Cleaner Production, 170, 1565-1578.

Velter, A. N., Silva, M. G., & Pereira, E. F. (2009). Atitudes dos consumidores a partir da teoria
das pistas e da consciéncia ambiental: Contribui¢cdes ao estudo do green marketing.
Revista de Administracdo da Universidade Federal de Santa Maria, 2(3), 399-416. https://
doi.org/10.5902/198346591637.

Venkatesh, V., & Davis, F. D. (1996). A model of the antecedents of perceived ease of
use: Development and test. Decision Sciences, 27(3), 451-481. https://doi.
org/10.1111/j.1540-5915.1996.tb00860.x.

Verbeke, W., & Viaene, J. (1999). Consumer attitude to beef quality labels and associations with
beef quality labels. journal of International Food and Agribusiness Marketing, 10(3),
45-65.

Vermeir, |., & Verbeke, W. (2008). Sustainable food consumption among young adults in
Belgium: theory of planned behaviour and the role of confidence and values. Ecol.
Econ., 64(3), 542-553.

Walls, A. C., Park, Y. J., Tortorici, M. A., Wall, A., McGuire, A. T., & Veesler, D. (2020). Structure,
Function, and Antigenicity of the SARS-CoV-2 Spike Glycoprotein. Cell, 181(2), 281-
292.e6. https://doi.org/10.1016/j.cell.2020.02.058.

Wang, S., Hurlstone, M., Leviston, Z., Walker, I., & Lawrence, C. (2019). Climate Change From
a Distance: An Analysis of Construal Level and Psychological Distance From Climate
Change. Frontiers in Psychology, 10. https://doi.org/10.3389/fpsyg.2019.00230.

Wang, S., Hurlstone, M., Leviston, Z., Walker, I., & Lawrence, C. (2021). Construal-level theory
and psychological distancing: Implications for grand environmental challenges. One
Earth. https://doi.org/10.1016/).ONEEAR.2021.03.009.

We are social report. (n.d.). Disponivel em: <https://wearesocial.com/uk/blog/2018/01/global-
digital-report-2018/.>. Acessado em: 05/12/2021.

Weijters, B., Cabooter, E., & Schillewaert, N. (2010). The effect of rating scale format on
response styles: The number of response categories and response category labels.
International Journal of Research in Marketing, 27(3), 236-247.

[@®)ey | Rev. Adm. UFSM, Santa Maria, v. 18, n. 3, 5, 2025


https://creativecommons.org/licenses/by/4.0/legalcode
https://doi.org/10.1016/j.jretconser.2022.103190
https://doi.org/10.1016/j.jretconser.2022.103190
https://doi.org/10.5902/198346591637
https://doi.org/10.5902/198346591637
https://doi.org/10.1111/j.1540-5915.1996.tb00860.x
https://doi.org/10.1111/j.1540-5915.1996.tb00860.x
https://doi.org/10.1016/j.cell.2020.02.058
https://doi.org/10.3389/fpsyg.2019.00230
https://doi.org/10.1016/J.ONEEAR.2021.03.009
https://wearesocial.com/uk/blog/2018/01/global-digital-report-2018/
https://wearesocial.com/uk/blog/2018/01/global-digital-report-2018/

43 | Digital skill level and perceived quality in the use of food delivery apps

Wen, H., Pookulangara, S., &Josiam, B. M. (2022). A comprehensive examination of consumers’
intentions to use food delivery apps. British Food Journal, 124(5), 1737-1754. https://
doi.org/10.1108/BFJ-06-2021-0655.

Xiaoyu Zhao, L. F., & Xu, Y. (2025). An investigation of determinants of green consumption
behavior: An extended theory of planned behavior. Innovation and Green Development,
4(1), 100198. https://doi.org/10.1016/j.igd.2024.100198.

Xue, M., Zhao, Y., & Wang, Z. (2021). Behavioural determinants of an individual's intention to
adapt to climate change: both internal and external perspectives. Environ. Impact
Assess. Rev., 91, 106672.

Yadav, R. (2016). Altruistic or egoistic: which value promotes organic food consumption among
young consumers? A study in the context of a developing nation. J. Retail. Consum.
Serv., 33, 92-97.

Yang, D., Law, K., & Tang, G. (2023). Not all pro-environmental initiatives can increase pro-
environmental behavior: An empirical examination of employees’ pro-environmental
attributions. Journal of Environmental Psychology. https://doi.org/10.1016/j.
jenvp.2023.102177.

Yarimoglu, E., & Binboga, G. (2019). Understanding sustainable consumption in an emerging
country: The antecedents and consequences of the ecologically conscious consumer
behavior model. Business Strategy and the Environment, 28(4), 642-651. https://doi.
org/10.1002/bse.2270.

Yasser Mahfooz (2014). Relationship between Service Quality and Customer Satisfaction in
Hypermarkets of Saudi Arabia, International Journal of Marketing Studies, 6(4), 10-
22.

Yasser Moustafa Shehawy, & Syed Md Faisal Ali Khan. (2024). Consumer readiness for green
consumption: The role of green awareness as a moderator of the relationship
between green attitudes and purchase intentions. Journal of Retailing and Consumer
Services, 78, 103739. https://doi.org/10.1016/j.jretconser.2024.103739.

Yeo, V., Goh, S., & Rezaei, S. (2017). Consumer experiences, attitude and behavioral intention
toward online food delivery (OFD) services. Journal of Retailing and Consumer Services,
35, 150-162. https://doi.org/10.1016/j.jretconser.2016.12.013.

Yeon Kim, H., & Chung, J. (2011). Consumer purchase intention for organic personal
care products. Journal of Consumer Marketing, 28(1), 40-47. https://doi.
org/10.1108/07363761111101930.

Zaidi, S., lyanna, S., Jabeen, F., & Mehmood, K. (2023). Understanding employees’ voluntary pro-
environmental behavior in public organizations - an integrative theory approach.
Social Responsibility Journal. https://doi.org/10.1108/srj-04-2022-0176.

[@)sy | Rev. Adm. UFSM, Santa Maria, v. 18, n. 3, 5, 2025


https://creativecommons.org/licenses/by/4.0/legalcode
https://doi.org/10.1108/BFJ-06-2021-0655
https://doi.org/10.1108/BFJ-06-2021-0655
https://doi.org/10.1016/j.igd.2024.100198
https://doi.org/10.1016/j.jenvp.2023.102177
https://doi.org/10.1016/j.jenvp.2023.102177
https://doi.org/10.1002/bse.2270
https://doi.org/10.1002/bse.2270
https://doi.org/10.1016/j.jretconser.2024.103739
https://doi.org/10.1016/j.jretconser.2016.12.013
https://doi.org/10.1108/07363761111101930
https://doi.org/10.1108/07363761111101930
https://doi.org/10.1108/srj-04-2022-0176

Donzelli, J. R. G., & Vils, L. | 44

Zanoli, R., & Naspetti, S. (2002). Consumer motivations in the purchase of organic food: a
means-end approach. Br. Food J., 104(8), 643-653.

Zeithaml, V. A. (1988). Consumer Perceptions of Price, Quality, and Value: A Means-End
Model and Synthesis of Evidence. Journal of Marketing, 52(3), 2-22. https://doi.
org/10.2307/1251446.

Zeithaml, V. A, Berry, L L, & Parasuraman, A. (1996). The Behavioral
Consequences of Service Quality. Journal of Marketing, 1, 1-14. https://doi.
org/10.1177/002224299606000203.

Zhang, L., Cude, BJ., & Zhao, H. (2020). Determinants of Chinese consumers’ purchase
intentions for luxury goods. Int. J. Mark. Res., 62(3), 369-385.

Zhao, C., & Liang, L. (2023). A study on the influence of environmental responsible leadership
on employee pro-environmental behavior. Frontiers in Environmental Science. https://
doi.org/10.3389/fenvs.2023.1251920.

Zientara, P., & Zamojska, A. (2018). Green organizational climates and employee pro-
environmental behaviour in the hotel industry. Journal of Sustainable Tourism, 26,
1142 - 1159. https://doi.org/10.1080/09669582.2016.1206554.

Zyung, J. D., & Shi, W. (2022). In retrospect: The influence of chief executive officers’
historical relative pay on over confidence. Strateg Organ., 20, 627-651. https://doi.
org/10.1177/14761270211004891.

Authors

1 - Juliana Ribeiro Garcia Donzelli

Institution: University Nine of July - Sao Paulo, SP, Brazil

Master of Accounting and Administration from Nine of July University
ORCID: https://orcid.org/0009-0000-3952-6163

E-mail: juliana.donzelli@uni9.edu.br

2 - Leonardo Vils

Institution: University Nine of July - Sdo Paulo, SP, Brazil

Doctor of Accounting and Administration from Nine of July University
ORCID: https://orcid.org/0000-0002-0739-2591

E-mail: leonardo.vils@uni9.pro.br

[@®)ey | Rev. Adm. UFSM, Santa Maria, v. 18, n. 3, 5, 2025


https://creativecommons.org/licenses/by/4.0/legalcode
https://doi.org/10.2307/1251446
https://doi.org/10.2307/1251446
https://doi.org/10.1177/002224299606000203
https://doi.org/10.1177/002224299606000203
https://doi.org/10.3389/fenvs.2023.1251920
https://doi.org/10.3389/fenvs.2023.1251920
https://doi.org/10.1080/09669582.2016.1206554
https://doi.org/10.1177/14761270211004891
https://doi.org/10.1177/14761270211004891

45 | Digital skill level and perceived quality in the use of food delivery apps

Contribution of authors

Contribution [Author 1] [Author 2]
1. Definition of research problem v
2. Development of hypotheses or research questions y
(empirical studies)
3. Development of theoretical propositions J
(theoretical work)
4. Theoretical foundation / Literature review v v
5. Definition of methodological procedures v
6. Data collection v
7. Statistical analysis v v
8. Analysis and interpretation of data v
9. Critical revision of the manuscript v
10. Manuscript writing v v
11. Other (please specify)

Conflict of Interest

The authors have stated that there is no conflict of interest.

Copyrights

Authors of articles published by ReA/UFSM retain the copyright of their works.
Plagiarism Check

The ReA/UFSM maintains the practice of submitting all documents approved for publica-
tion to the plagiarism check, using specific tools, e.g.: Turnitin.

Edited by

Jordana Marques Kneipp

[@)sy | Rev. Adm. UFSM, Santa Maria, v. 18, n. 3, 5, 2025


https://creativecommons.org/licenses/by/4.0/legalcode

