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This paper examines the impact of sociocultural constructs such as family orientation 

and religiosity on attitude, subjective norms, and perceived behavioral control, which 

influence purchase intentions toward online food purchases. The study was 

conducted in two Indian cities: Hyderabad (South India) and New Delhi (North 

India). The target sample was selected using convenience sampling, and participants 

were interviewed using a structured questionnaire. Relationships between these 

constructs were assessed using Structural Equation Modelling with SPSS AMOS 

version 26. Participants with higher religiosity showed unfavorable attitudes toward 

purchasing food through online retailers. Family orientation negatively impacted 

attitudes, subjective norms, and perceived behavioral control regarding buying food 

online. However, participants with favorable attitudes, subjective norms, and 

perceived behavioral control showed a higher intention to purchase food through 

online channels. The findings open up opportunities for managers to create 

awareness among consumers about the food delivery process to align with family 

values and religious beliefs. 
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1. Introduction 
The internet has revolutionized business by offering a wide range of products at affordable prices 

accessible from home (Redda, 2019). Moreover, the food industry is no exception. Food delivery is 

the fastest-growing sector among online retailers (Drahokoupil & Piasna, 2019), with 50% of the retail 

sector’s income derived from food (Senthil et al., 2020). Factors such as increased smartphone use, 

internet penetration, dual-income families, and changing lifestyles contribute to the growth of the 

online food delivery market (Grand View Research, 2019). 

Online food retailers operate through two models: restaurant-to-consumer delivery, where food is 

prepared and delivered by restaurants or their partners, and platform-to-consumer delivery, where third 

parties facilitate delivery but do not deliver themselves (Li et al., 2020). Businesses embrace online 

food retailers for increased revenue and customer reach, while consumers appreciate the convenience 

and time savings (Pinto et al., 2021). 

The growing popularity of online food delivery services can be gauged from India's average online 

food delivery exceeding 0.5 million in 2018. The smaller Indian cities where online food delivery has 

been introduced recently are also witnessing high number of daily deliveries (Jindal, 2018), with the 

average number of orders per day ranging between 1.25 million to 1.4 million in 2019 (Shrivastava & 

Pahwa, 2019). India's online food delivery market is expected to grow by 30.55% CAGR in revenue, 

and 10.19% CAGR in terms of users during 2020-2024. The estimated revenue during 2020-24 from 

online food delivery in India is INR 1334.9 billion, and the number of users of online food delivery is 

estimated to reach 300.57 million. The major online food delivery platforms in India are Zomato, 

Swiggy, and Fasoos, according to the number of daily deliveries. Zomato and Swiggy emerged as 

dominant players, with 38% and 27% of the user bases, respectively (Research & Markets, 2020). In 

addition, Uber Eats has become a fast-growing competitor, and Big Basket has emerged as a dominant 

player in the southern part of the subcontinent. However, the growth of online food delivery services is 

not uniform across the country. Only five major cities in India contribute 80% of the orders (Ghosh & 

Saha, 2018). This suggests that online food delivery in India is highly concentrated. Many factors 

prevent people from using online food delivery services, including issues of hygiene, payment-related 

issues, issues of traceability, etc. In a country such as India, characterized by deep bonding in the 

family and the high adoption of religious practices in personal life, most decisions are influenced by 

family and religious practices. Hence, the present study analyzes these aspects through the lens of two 

constructs: family orientation and religiosity. The extant literature indicates that family orientations 

have been regarded as a primary factor. However, consumer research studies have concentrated on 

family characteristics to study behavioral decisions. Family orientation as a predictor of consumer 

decisions, particularly in the context of food purchases, both offline and online, has yet to receive the 

attention of researchers. 

The research on religiosity dates back to the 1980s. Literature suggests that religiosity influences a 

sense of belonging (Lindridge, 2005). However, this proposition has not been adequately tested in the 

field of marketing and consumer behavior (Minton & Liu, 2021; Alam et al., 2011; Putrevu & 

Swimberghek, 2013), especially in India  (Jayakumar & Verma, 2020). A deeper understanding of 

religiosity is critical in consumer behavior, as previous studies have reported religiosity to play a 

dominant role in consumer buying decisions (Mathras et al., 2016). Since religiosity is the key 

component of a country’s culture, understanding it will provide valuable insights into consumer 

decision-making (Mathur, 2012).  

Research on family orientation has mainly focused on family businesses (Lumpkin et al., 2008; 

Chen et al., 2022). Consumer studies have examined family characteristics in behavioral decisions. 

The role of family orientation in online food purchase decisions is underexplored. Similarly, 

religiosity has been linked to consumer behavior but it lacks sufficient research in marketing (Minton 

& Liu, 2021; Alam et al., 2011; Putrevu & Swimberghek, 2013). Understanding religiosity is crucial 

as it significantly impacts consumer decisions (Mathras et al., 2016; Mathur, 2012). The extant 

literature lacks an understanding of critical factors, such as family orientation and religiosity, in online 

purchase behavior, allowing researchers to fill this gap. This research contributes to the literature in 

two ways. First, the present study is among the first to explore the role of family orientation and 

religiosity in testing consumer purchases. Second, this study adds to understanding online food 
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purchases from family and religious perspectives, which have not been discussed so far in the 

literature.  

This study incorporates family orientation and religiosity with the Theory of Planned Behavior 

(TPB) to understand consumer intentions toward online food shopping. It aims to fill gaps in online 

food retailing, food services marketing, online marketing, and consumer psychology literature. The 

research objectives are to study the impact of family orientation and religiosity on consumer attitudes, 

subjective norms, and perceived behavioral control, as well as how these factors affect online food 

purchase intentions. 

The study seeks to answer three research questions: RQ1: How does family orientation impact 

consumer attitudes, subjective norms, and perceived behavioral control in online food purchases? 

RQ2: How does religiosity impact these same factors? RQ3: How do consumer attitudes, subjective 

norms, and perceived behavioral control influence online food purchase intentions? 

2. Theoretical Framework 
2.1. Theory of Planned Behavior (TPB) 

The Theory of Planned Behavior (TPB) is a reliable model for predicting consumer intentions and 

behavior (Ashraf et al., 2017). TPB comprises three constructs: attitudes, subjective norms, and 

perceived behavioral control, which influence purchase intentions. According to TPB, intentions 

predict actual behavior (Ajzen, 1985; Ajzen, 1991). Attitude involves a product's positive or negative 

evaluation from individual beliefs (Ajzen, 1985; Ajzen, 1991). Subjective norm refers to perceived 

social pressure from significant others (Ajzen, 1991). Perceived behavioral control is the perceived 

ease or difficulty of performing an action (Ajzen, 1991). Intentions reflect how hard people are willing 

to try and how much effort they plan to exert to perform a behavior (Ajzen, 1991; Maichum et al., 

2016; Han et al., 2010). 

Few studies have explored TPB in online food purchasing. Gupta and Duggal (2020) found that 

consumer attitudes positively affect online food purchase intentions, as did Yeo et al. (2017). Belanche 

et al. (2020) reported that attitudes and subjective norms positively impact online food purchase 

intentions, but perceived behavioral control does not. This study addresses the limited understanding 

of the roles of family orientation and religiosity in online food purchases. Additionally, researchers 

have applied TPB to study organic food purchases by incorporating positive moral attitudes. They 

report that the inclusion of positive moral attitudes reduces the impact of attitudes on consumption; 

however, subjective norms and perceived behavioral control remain significant (Leora et al., 2022). 

Troise et al. (2021) integrate TPB and the Technological Acceptance Model (TAM) to examine online 

food delivery purchases and report that subjective norms have a higher impact on behavioral 

intentions. A recent addition to the TPB was made to understand mothers' intentions in using food 

labels, and it reports the positive impact of attitude, subjective norms, and perceived behavioral 

control on the use of food labels (Capasso et al., 2023).  

2.2. Family Orientation and TPB Constructs 

A family is built on intertwined, independent dimensions and solidarities (Bengtson & Roberts, 1991; 

Sabatier et al., 2011). Family orientation refers to the elements in a family system that guide 

individuals in responding to the balance between individuation and togetherness. In other words, 

family orientation relates to how individuals perceive, relate, and value family systems (Lumpkin et 

al., 2008). The concept of family is highly complex and dynamic, especially in India. The family 

system is deeply rooted among the Indians, though the joint family system is gradually being replaced 

by the nuclear family system (Niranjan et al., 2005). The family system in India remains an essential 

unit of analysis for researchers due to its large size, multi-level effects, and high variations among the 

multicultural and multi-ethnic population (Chakravorty et al., 2021). These complexities in the family 

system have drawn marketing researchers to understand the role of the family in various psychological 

behaviors (Sabatier et al., 2011). 

Family orientation has been subjected to research across various disciplines, such as life 

satisfaction (Sabatier et al., 2011), family business (Lumpkin et al., 2008), achievement and 

motivation (Kim & Chung, 2012), and well-being and satisfaction (Fetvadjiev et al., 2021). Marketing 

literature suggests a direct relationship between family structure and compulsive buying (Roberts et 
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al., 2004). According to Cruz-Cardenas and Arevalo-Chavez (2017), family, particularly parents, play 

a central role in consumer disposal decisions. A study by Cotte and Wood (2004) links innovative 

consumer behavior to parental and sibling influence, highlighting that parents yield a more substantial 

influence on consumer innovativeness. Bertol et al. (2017), in their study on the influence of children 

on family consumer behavior, conclude that children influence parental buying behavior through 

information collected from various media. In the context of online shopping, a study conducted by 

Limayem et al. (2000) finds a significant impact of family influence on subjective norms. Another 

study, conducted by Richa (2012), confirms that family size impacts online shopping intention; the 

lower the family size, the higher the shopping frequency. However, no study has been conducted to 

study the role of family in online food purchase behavior.  

The extant literature does not provide a comprehensive understanding of the impact of family 

orientation on online shopping, particularly in the context of online food shopping. Studies on family 

orientation are primarily concentrated in the sociological domain. Hence, the present study first 

attempts to identify the impact of family orientation on attitude, subjective norms, and perceived 

behavioral control toward purchasing food online. Thus, it is hypothesized that: 

H1: Family orientation has a direct influence on attitudes toward purchasing food online. 

H2: Family orientation has a direct influence on subjective norms. 

H3: Family orientation has a direct influence on perceived behavioral control. 

2.3. Religiosity and TPB Constructs 

Allport and Ross (1967) classified religiosity into extrinsic and intrinsic religiosity. Intrinsic religiosity 

has internal objectives, such as following religion in every sphere of life. It is associated with the 

identity and values of a religion that people adopt in their personal lives. Extrinsic religiosity has 

social objectives and is associated with spiritual security, comfort, and sociability. An extrinsically 

religious person uses his religion to live a life, whereas an intrinsically religious person lives his 

religion (Allport, 1950). The importance of religion as a predictor of consumer behavior has been 

recognized long ago (Putrevu & Swimberghek, 2013). Hirschman (1981) made one of the first 

attempts to study the impact of religion on consumer behavior, and this trend was followed by a 

significant number of researchers (Wilkes et al., 1986; McDaniel & Burnett, 1990; Delener, 1990; 

Bailey & Sood, 1993; Sood & Nasu, 1995; Barbera (& Gürhan, 1997; Islam & Chandrasekaran, 2020). 

Mathur (2012) confirms the direct impact of religiosity on consumer behavior. Religion is a lifestyle 

guide determining consumer purchase decisions (Bukhari et al., 2020). Many researchers have argued 

that the level of religious commitment impacts consumer buying decisions (Schiffman & Kanuk, 

2010; Essoo & Dibb, 2004).  

Research suggests that religiosity positively impacts consumer attitudes (Minton & Liu, 2021; 

Siala, 2013). Extrinsic religiosity positively impacts green purchase attitudes, while intrinsic 

religiosity does not impact purchase attitudes and purchase intentions (Wang et al., 2019). Religiosity 

(extrinsic) is positively associated with overall consumer behavior  (Nassè, 2021); consumer decision-

making styles (Islam & Chandrasekaran, 2020); halal purchase intentions (Memon et al., 2019); and 

purchase behavior of foreign goods (Ahmed et al., 2013). It also impacts attitude towards waste food 

reduction (Elhoushy & Jang, 2021) and consumer ethics (Vitell et al., 2005). Religiosity is also known 

to have a positive impact on the consumption and purchase intention of food products (Bukhari et al., 

2020; Sukesti & Budiman, 2014; Khan et al., 2020; Said et al. & A, 2014; Hassan, 2011; Suleman et 

al., 2021). 

As evident from the literature, the influence of religiosity on online food shopping has not been 

explored yet. Therefore, this study uses religiosity to predict consumer attitudes, intentions, and 

perceived behavioral control. However, this study has adapted intrinsic religiosity measures as 

proposed by Allport and Ross (1967), as these measures represent exactly the objectives of this 

research. The following hypotheses are formulated. 

H4: Religiosity has a direct influence on attitudes toward purchasing food online. 

H5: Religiosity has a direct influence on subjective norms. 

H6: Religiosity has a direct influence on perceived behavioral control. 
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2.4. Consumer Attitudes, Subjective Norms, Perceived Behavioral Control, and Intentions 

Research on TPB in online and offline food purchasing contexts reveals that attitudes, subjective 

norms, and perceived behavioral control influence on purchase intentions (Hsu et al., 2006; George, 

2004; Hansen et al., 2004; Ajzen, 2015; Alam & Sayuti, 2011; Shin et al., 2020). Studies indicate that 

these constructs significantly predict online food purchase intentions (Dutta & Singh, 2015; Suleman 

et al., 2021; Shin et al., 2020). 

Based on the literature cited, the following hypotheses are proposed: 

H7: Consumer attitudes have a direct influence on online food purchase intentions. 

H8: Subjective norms have a direct influence on online food purchase intentions. 

H9: Perceived behavioral control has a direct influence on online food purchase intentions. 

 
Fig. 1. Conceptual Model 

3. Methodology 
3.1. Questionnaire Development 

A well-structured questionnaire, divided into two sections, was designed to collect data. The first 

section focused on collecting demographic data, including age, gender, educational qualification, 

monthly income, and respondents' online food purchase habits and frequency. The second section 

focused on research variables, using adapted scales from previous studies: family orientation 

(Fetvadjiev et al., 2021), religiosity (Allport & Ross, 1967), attitude (Rehman et al., 2019), subjective 

norms and perceived behavioral control (George, 2004), and intention to purchase food online (Pena-

Garcia et al., 2020). Responses were recorded on a 5-point Likert scale, ranging from 1 (strongly 

disagree) to 5 (strongly agree). The questionnaire was prepared in English. 

3.2. Sample Selection and Survey Administration 

Convenience sampling was employed, following the methods outlined by Goyal and Singh (2007) and 

Senthil et al. (2020). This method is suitable for situations without a sampling frame, allowing for 

quick and cost-effective data collection. Data were collected from Hyderabad (South India) and New 

Delhi (North India), two significant cities representing diverse populations. Surveys were conducted in 

two waves at metro stations and shopping malls over an eight-month period (January 2023 to August 

2023). A total of 403 responses were obtained. 

3.3. Data Cleaning 

Data cleaning involved removing irrelevant responses and scrutinizing the dataset for missing entries, 

resulting in the deletion of 18 responses due to incomplete information. After eliminating 21 non-users 

of online food delivery, a total of 364 valid responses were retained, sufficient for final analysis based 

on the 1:10 ration criteria (Hair et al., 2014). 

Family 
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3.4. Data Analysis 

The final dataset of 364 respondents was used to test hypothesized relationships. Comparisons 

between the Delhi and Hyderabad datasets and between the two waves revealed no significant 

differences, indicating no non-response bias (Lambert & Harrington, 1990). Data analysis was 

conducted using Structural Equation Modeling (SEM) in SPSS AMOS version 26. SPSS AMOS is 

suitable for large samples (over 100), well-established theories, and explanatory purposes (Hair et al., 

2017). This study met all criteria, making SPSS AMOS the appropriate choice for testing the 

hypothesized model. 

4. Results 
4.1. Descriptive Statistics 

The data was analyzed using SPSS version 20. The sample had a slightly higher representation of 

males 198 (54%) than females166 (46%) (N=364). The average age of the online food purchasers was 

30-40 years (SD=1.205). The data indicated that 35% of online food delivery users were aged 20 to 30 

years. Additionally, 53% of respondents were highly qualified, defined as having qualifications of 

post-graduation or above. Only 18% of respondents had completed 12th grade. The average monthly 

income of the respondents was $365 to $608 (SD=1.395). The monthly income of 42% of respondents 

was between $365-$851, and 43% had a monthly income of at least $122. Around 37% of respondents 

reported that they purchased food online once a month, 21% of respondents purchased twice a month, 

and 46% of respondents purchased thrice or more than thrice a month. The demographic details of the 

respondents are presented in Table 1. 

Table 1.  Demographic Profile of the Respondents (N=364) 

Characteristics Frequency Percentage (%) Cumulative Percentage (%) 

Gender    

Male 198 54.4% 54.4% 

Female 166 45.6% 100.0% 

Age    

Under 20 years 42 11.5% 11.5% 

21 years to 30 years 127 34.9% 46.4% 

31 years to 40 years 78 21.4% 67.9% 

41 years to 50 years 76 20.9% 88.7% 

Above 50 years 41 11.3% 100.0% 

Educational Qualification    

Junior College 65 17.9% 17.9% 

Graduate 109 29.9% 47.8% 

Post Graduate 140 38.5% 86.3% 

Doctorate 50 13.7% 100.0% 

Monthly Income    

Less than INR 10,000 105 28.8% 28.8% 

10,000-30,000 53 14.6% 43.4% 

30,000-50,000 99 27.2% 70.6% 

50,000-70,000 55 15.1% 85.7% 

Above 70,000 52 14.3% 100.0% 

 4.2. Measurement Model 

The measurement model was assessed by first estimating the model fit indices. A confirmatory factor 

analysis was conducted to study the measurement model. The CFA model reflected good model fit 

indices. X
2
/df =2.32 was obtained, which was acceptable as it was below the recommended value of 

‘3’.  In the same way, CFI = 0.947, TLI= 0.941, NFI= 0.91 were all > 0.90, indicating a good model 

fit (Hair et al., 2014). The value of RMSEA = 0.06 was also less than the recommended threshold of 

0.08, suggesting a good fit for the proposed model (Hair et al., 2014). Hence, the model fit indices 

indicated that the model was an overall good fit for further analysis. 

Validity was measured by establishing convergent and discriminant validity of the constructs. 

Reliability was proved by estimating composite reliability and Cronbach alpha. Confirmatory factor 



Does Family Orientation and Religiosity Influence Customers to …  Maaz & Tamkeen 375 

 

analysis was performed to check the factor loadings. All the loadings were greater than 0.70, and 

hence, all the variables were retained for further analysis. Convergent validity indicates the extent to 

which items converge toward their respective construct. The recommended Average Variance 

Extracted (AVE) cut-off value for affirming convergent validity is 0.50 (Hair et al., 2014). In the 

present study, the AVE of all the constructs was well above the suggested value, thus confirming the 

convergent validity of the constructs. The summary of these findings is represented in Tables 2 and 3. 

It can be observed from Table 2 that the square root values of AVE for all the constructs are greater 

than the corresponding correlation coefficients, thereby assuring the discriminant validity of the 

constructs (Zait & Bertea, 2011). The composite reliability of all six constructs was greater than the 

cut-off value of 0.70, thereby supporting the reliability of the constructs (Fornell & Larcker, 1981). 

Table 2.  Results of Measurement Model 

Research Construct Item Item Loadings AVE 
Composite 

Reliability 

Family Orientation 

FO1 .86 

0.67 0.96 

FO2 .85 

FO3 .86 

FO4 .80 

FO5 .84 

FO6 .77 

FO7 .78 

FO8 .82 

FO9 .75 

FO10 .81 

FO11 .83 

Religiosity 

RG1 .87 

0.69 0.95 

RG2 .84 

RG3 .82 

RG4 .80 

RG5 .85 

RG6 .86 

RG7 .81 

RG8 .83 

RG9 .82 

Attitude toward 

Purchasing through 

online channels 

ATT1 .86 

0.77 0.94 

ATT2 .90 

ATT3 .85 

ATT4 .92 

ATT5 .87 

Subjective Norm 
SN1 .88 

0.78 0.88 
SN2 .89 

Perceived Behavioral 

Control 

PBC1 .92 

0.83 0.94 PBC2 .89 

PBC3 .92 

Purchase Intention 

PI1 .85 

0.74 0.90 PI2 .88 

PI3 .85 

Table 3. Discriminant Validity 

Research Construct FO RG ATT SN PBC PI 

FO 0.816      

RG .707 0.832     

ATT -.290 -.422 0.879    

SN -.280 -.311 .775 0.885   

PBC -.182 -.261 .818 .749 0.910  

PI -.215 -.307 .849 .806 .910 0.863 

Note. The diagonal values represent the square root values of AVE. 
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4.3. Structural Model 

Following the validation of the measurement model, the structural model was tested to evaluate the 

hypotheses. The analysis revealed that family orientation had a significant negative relationship with 

attitude, subjective norms, and perceived behavioral control, thereby supporting hypotheses H1, H2, 

and H3. Religiosity was found to have a significantly negative impact on attitudes toward online food 

purchases (β=-0.475, p=0.001), subjective norms (β=-0.285, p=0.01), and perceived behavioral control 

(β=-0.321, p=0.001), thereby confirming hypotheses H4, H5, and H6. 

Regarding the antecedents of the Theory of Planned Behavior (TPB) in predicting purchase 

intentions, the data indicated that attitude had a significant positive relationship with purchase 

intentions (β=0.341, p=0.001), as did subjective norms (β=0.267, p=0.001) and perceived behavioral 

control (β=0.703, p=0.001). Consequently, hypotheses H7, H8, and H9 were supported. 

The R2 value of 0.804 indicated that attitude, subjective norms, and perceived behavioral control 

collectively explained 80.4% of the variance in purchase intentions for online food. This high R2 

value demonstrates the model's substantial predictive power regarding online food purchase intentions. 

Table 4. Structural Relationships and Hypotheses Testing

Hypothesis Path 
Path 

Coefficient 

Standard 

Error 
p-value Decision 

H1 Family Orientation - >Attitude -0.249 0.087 *** Supported 

H2 
Family Orientation - > Subjective 

Norms 
-0.372 0.088 *** Supported 

H3 
Family Orientation - > Perceived 

Behavioral Control 
-0.254 0.052 *** Supported 

H4 Religiosity - > Attitude -0.475 0.087 *** Supported 

H5 Religiosity - > Subjective Norms -0.285 0.084 *** Supported 

H6 
Religiosity - > Perceived 

Behavioral Control 
-0.321 0.098 *** Supported 

H7 Attitude - > Purchase Intention 0.341 0.051 *** Supported 

H8 
Subjective Norms - > Purchase 

Intention 
0.267 0.049 *** Supported 

H9 
Perceived Behavioral Control - > 

Purchase Intention 
0.703 0.046 *** Supported 

Note. Level of significance (p<0.05) 

 
Fig. 2.  Structural Model Results 

5. Discussion of the Findings 
This study tested a model to examine how family orientation and religiosity impact consumer 

attitudes, subjective norms, perceived behavioral control, and online food purchase intentions. All 

hypothesized relationships were statistically significant, revealing important insights. 
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One notable finding is the negative relationship between family orientation and religiosity and 

consumer attitudes, subjective norms, and perceived behavioral control. Higher religiosity correlates 

with a lower inclination toward online food shopping, which is surprising given previous studies that 

show positive impacts of religiosity on consumer decisions across different products and regions 

(Bukhari, 2020; Elhoushy & Jang, 2021; Wang et al., 2020). In India, where religious beliefs are 

integral to decision making, religious consumers may avoid online food purchases due to concerns 

about food preparation, packaging, and adherence to religious standards, such as halal compliance for 

Islamic consumers. 

Family orientation also negatively impacts consumer attitudes, subjective norms, and perceived 

behavioral control, affecting online purchase intentions. Despite subjective norms typically being 

influenced by family and friends, those with strong family orientations might harbor negative views 

about online food purchases, preferring home-cooked meals due to cultural norms in India. This 

requires further empirical investigation for clarity. 

Positive relationships between consumer attitudes, subjective norms, perceived behavioral control, 

and purchase intentions were confirmed. The positive impact of consumer attitudes on purchase 

intentions aligns with research findings analyzed by Alam and Sayuti (2011), Al-Swidi et al. (2014), 

Irianto (2015), Ajzen (2015), Shin et al. (2020), and Suleman et al. (2021). This relationship is well-

documented because favorable attitudes lead to positive purchase intentions. However, Sentosa and 

Mat (2012) found contradictory results, likely due to their broader focus on Internet purchase 

intentions rather than specific food purchases. 

The relationship between subjective norms and purchase intentions supports findings by Alam and 

Sayuti (2011), Irianto (2015), Ajzen (2015), Shin et al. (2020), and Suleman et al. (2021). Belanche et 

al. (2020) also found similar results regarding online food purchase intention. Positive subjective 

norms from influential people lead to higher purchase intentions. 

The perceived positive relationship between behavioral control and purchase intentions is 

supported by Alam and Sayuti (2011), Ajzen (2015), Shin et al. (2020), and Suleman et al. (2021). 

However, Al-Swidi (2014) and Blanche et al. (2020) found contradictory results, possibly due to their 

focus on organic food, where factors such as price and availability play significant roles. Higher 

perceived behavioral control, indicating greater capability and resources, enhances online food 

purchase intentions. 

6. Implications 
This study contributes to the growing literature on online food delivery systems in developing 

countries. The factors chosen in the present study play a vital role in countries such as India, where 

individuals from a very young age recognize the importance of religion and family orientation. This 

study also contributes to enhancing our understanding of the online food delivery system by studying 

the theory of planned behavior through two exogenous constructs: family orientation and religiosity. 

The key implications for managers drawn from the findings of the study are as follows. An 

individual's attitude toward online food purchases influences their purchase decision. Hence, the 

managers should work to increase the awareness among people about the online food delivery system. 

They should highlight the various advantages of online food delivery to consumers, particularly in the 

post-Covid-19 period. The most influencing factor of online food purchases is perceived behavioral 

control. This signifies that identifying the constraints of individuals in purchasing food through online 

channels would assist in improving their behavior toward purchasing food through online mode. In 

addition, groups such as social influencers should also be encouraged to enhance consumers' 

perception of purchasing food online. 

Secondly, as firms compete globally, it is essential to consider factors such as religiosity and family 

orientation, especially in markets like India, where these elements are deeply rooted. According to the 

results, religiosity and family orientation significantly influence a person's attitude toward online food 

purchases. Thus, managers must assure consumers that the online food delivery system aligns with 

religious principles and is safe for family consumption. This would generate a favorable attitude 

toward online food delivery systems. Additionally, this would enhance people's confidence and, 

consequently, their intentions to purchase food online. Religion is a personal and highly sensitive 

factor. Hence, online food delivery systems should be extra cautious while delivering vegetarian and 
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non-vegetarian food, especially in countries such as India, where people are very particular about their 

religious guidelines. Therefore, online food delivery firms need to understand the local customers and 

pay attention to family orientation and religiosity to compete and succeed in culturally conscious 

markets such as India. International firms operating locally should also improve their recognition by 

incorporating positive aspects of family and religion in their promotional events.  

7. Conclusion 
This study integrates family orientation and religiosity with the Theory of Planned Behavior (TPB) to 

address three research questions. The first research question examines the impact of family orientation 

on consumer attitudes, subjective norms, and perceived behavioral control. The results indicate a 

negative impact, suggesting that family orientation contributes to negative attitudes towards online 

food purchases. The second research question investigates the effect of religiosity on consumer 

attitudes, subjective norms, and perceived behavioral control. The findings reveal that higher 

religiosity correlates with a lower inclination toward online food purchases, possibly due to concerns 

about food preparation, packaging, and religious compliance, such as halal certification. The third 

research question explores the factors influencing individuals' behavioral decisions to purchase food 

online. The study reveals that consumer attitudes, subjective norms, and perceived behavioral control 

positively and significantly impact online food purchase intentions. 

The conclusion drawn from these findings is that online food retailers should target religious 

groups by building trust in the safety, hygiene, and compliance of their processes with religious and 

family values. Understanding these dimensions can help expand online food delivery platforms, 

especially in rural areas with more pronounced religious beliefs and family values. 

7.1. Limitations and Future Directions 

Despite efforts to ensure robustness, the study has limitations that offer opportunities for future 

research. Conducted in India, where family orientation and religiosity are deeply rooted, the study may 

not be generalizable globally. Future research should test this model in diverse settings with varying 

degrees of religious and family values to establish external validity. This study focuses solely on 

online food purchases, and results may differ across various product categories. Future research should 

explore different categories of products, such as apparel, fashionable products, etc. Additionally, the 

study does not differentiate between religious groups. Future research should examine these 

dimensions from the perspectives of different religious groups and compare them for a comprehensive 

understanding. The study does not consider factors that may moderate the impact of family orientation 

and religiosity on attitudes and other factors. Future research should explore the moderating role of 

family orientation and religiosity to better understand their influence on online food purchase 

decisions. Finally, there is scope for future researchers to extend this study to include cultural and 

cross-cultural dimensions, customer values (Zidehsaraei et al., 2024), and customer construal levels 

(Fikouie et al., 2022). 
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Appendix  
Measurement Scales 

Family orientation (Fetvadjiev et al., 2021). 

FO1: I help my family members if they have a problem. 

FO2: I take care of my younger family members. 

FO3: I take responsibility for my role in my family. 

FO4: I give guidance to younger members of my family. 

FO5: I plan my future closely with my family. 

FO6: I give priority to the goals of my family above my own goals. 

FO7: I regularly discuss things affecting me with my family. 

FO8: I spend as much time as possible with my family. 

FO9: I form strong social relationships by treating others like family. 

FO10: I get to know members of class/study groups well to work with them effectively. 

FO11: I take responsibility for the welfare of people close to me. 

Religiosity (Allport & Ross, 1967; Essoo & Dib, 2004) 

RG1: I enjoy reading about my religion. 

RG2: It is important for me to spend time in private thought and prayer 

RG3: I would prefer to go to church 

RG4:  I have often had a strong sense of God presence. 

RG5: I try hard to live all my life according to my religious beliefs 

RG6: My religion is important because it answers many questions about the meaning of life. 

RG7: I would rather join a religious study group than a social group. 

RG8: My whole approach to life is based on my religion 

RG9: Prayers I say when I am alone are as important to me as those I say when worshiping. 

Attitude (Rehman, 2019) 

Purchasing food online is 

ATT1: Negative (1)/Positive (5) 

ATT2: Unpleasant (1)/Pleasant (5) 

ATT3: Bad (1)/Good (5) 

ATT4: Un-enjoyable (1)/Enjoyable (5) 

ATT5: Non-beneficial (1)/Beneficial (5) 

Subjective norms (George, 2004) 

SN1: People who are important to me think that I should buy food on the internet 

SN2: People who influence my behavior think that I should buy food on the internet. 

Perceived behavioral control (George, 2004) 

PBC1: I am capable of buying food from the internet 

PBC2: Buying food from the internet is entirely under my control 

PBC3: I have resources, knowledge and ability to buy food from the internet 

Intention (Garcia et al., 2020) 

PI1: If the opportunity arises, I intend to buy from online channels 

PI2: If given the chance, I can predict what I should buy through online channels in the future 

PI3: I am likely to transact through online channels soon 

  

 


