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ABSTRACT 

 

THE IMPACT OF PERCEIVED RISKS AND PERCEIVED BENEFITS ON 

CONSUMER’S CONTINUOUS INTENTION TO USE A MOBILE APP: FORE 

COFFEE MOBILE APPLICATION 

 

By 

 

Muhammad Darryl Ramadhan 

Fiter Abadi, MBA 

 

SWISS GERMAN UNIVERSITY 

 

The objective of this research is to analyze the impact of perceived risks and perceived 

benefits on consumer’s continuous intention to use a mobile app. In the context of this 

study, the independent variables are perceived risks and perceived benefits, with the 

dependent variable as continuous intention to use. Perceived risks has 4 dimensions; 

delivery risks, privacy risks, quality risks and time risks. Perceived benefits also has 4 

dimensions; shopping convenience, product selections, ease of shopping and shopping 

enjoyment. Data was collected from 100 respondents that have purchased through Fore 

Coffee mobile app at least twice. The results suggested that perceived risks and 

perceived benefits simultaneously impact continuous intention, however perceived 

risks alone does not impact and perceived benefits alone significantly impacts 

continuous intention. Among the 8 dimensions, only privacy risks does not have any 

impact on continuous intention while other risks have an impact however not as 

significant as the dimensions of perceived benefits. This study has some 

recommendations for Fore Coffee in order to improve their consumer’s continuous 

intention to use their mobile app. 

 

Keywords: Perceived risks, perceived benefits, continuous intention, mobile app, VAM 



THE IMPACT OF PERCEIVED RISKS AND BENEFITS ON CONSUMER’S CONTINUOUS                          Page 3 of 94 

INTENTION TO USE A MOBILE APP: FORE COFFEE MOBILE APPLICATION                       

 

 
 

 

  
Muhammad Darryl Ramadhan 

 

 

 

 

 

 

 

 

 

 

 

 

© Copyright 2020 

by Muhammad Darryl Ramadhan 

All rights reserved 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



THE IMPACT OF PERCEIVED RISKS AND BENEFITS ON CONSUMER’S CONTINUOUS                          Page 4 of 94 

INTENTION TO USE A MOBILE APP: FORE COFFEE MOBILE APPLICATION                       

 

 
 

 

  
Muhammad Darryl Ramadhan 

 

DEDICATION 

 

I dedicate this research to my family, thesis advisor; Mr. Fiter Abadi, and my beloved 

country, Indonesia. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



THE IMPACT OF PERCEIVED RISKS AND BENEFITS ON CONSUMER’S CONTINUOUS                          Page 5 of 94 

INTENTION TO USE A MOBILE APP: FORE COFFEE MOBILE APPLICATION                       

 

 
 

 

  
Muhammad Darryl Ramadhan 

 

ACKNOWLEDGEMENT 

 

I would like to thank Allah SWT for always giving me the strength to overcome every 

hurdle and barriers. 

I thank my parents and my sister for all the support and assistance during all of my 

study years and during this thesis phase. 

I thank my thesis advisor, Mr, Fiter Abadi, for always showing me the best way 

possible to overcome any problems with the thesis. Thank you for always being there 

when we needed your support and insights. 

I thank all of my lecturers during my 4 years in SGU. I would not be who I am today 

without the presence, support and knowledge from all of you. 

I thank all my friends who have stuck with me through all the ups and downs. Forgive 

me for my mistakes. 

I also thank those I did not mention, the acquaintance and even the strangers in my 

life. I know you played a part in making me who I am today. 

 

 

 

 

 

 

 

 

 

 

 

 



THE IMPACT OF PERCEIVED RISKS AND BENEFITS ON CONSUMER’S CONTINUOUS                          Page 6 of 94 

INTENTION TO USE A MOBILE APP: FORE COFFEE MOBILE APPLICATION                       

 

 
 

 

  
Muhammad Darryl Ramadhan 

 

TABLE OF CONTENTS 

STATEMENT BY AUTHOR .......................................................................................... 1 

ABSTRACT .................................................................................................................... 2 

DEDICATION................................................................................................................ 4 

ACKNOWLEDGEMENT ............................................................................................... 5 

CHAPTER 1: INTRODUCTION ................................................................................. 11 

1.1 Background ........................................................................................................ 11 

1.2 Research Problem .............................................................................................. 15 

1.3 Research Questions ............................................................................................ 16 

1.4 Research Objectives ........................................................................................... 16 

1.5 Scope and Limitations ....................................................................................... 17 

1.6 Significance of Study.......................................................................................... 17 

CHAPTER 2: LITERATURE REVIEW ...................................................................... 18 

2.1 Framework of Thinking  .................................................................................... 18 

2.2 Mobile Application ............................................................................................ 19 

2.3 Marketing........................................................................................................... 19 

2.3.1 Digital Marketing ........................................................................................... 19 

2.4 Perceived Risks .................................................................................................. 20 

2.4.1 Delivery Risk ................................................................................................. 21 

2.4.2 Privacy Risk ................................................................................................... 21 

2.4.3 Quality Risk ................................................................................................... 21 

2.4.4 Time Risk....................................................................................................... 22 

2.5 Perceived Benefits  .............................................................................................. 22 

2.5.1 Shopping Convenience ................................................................................... 23 

2.5.2 Product Selections .......................................................................................... 23 

2.5.3 Ease of Shopping............................................................................................ 24 

2.5.4 Shopping Enjoyment ...................................................................................... 24 

2.6 Behavioral Intention .......................................................................................... 24 

2.6.1 Continuous Intention ...................................................................................... 25 

2.7 Value-based Adoption Model ............................................................................ 25 

2.8 Previous Studies Table....................................................................................... 26 

2.9 Study Differences ............................................................................................... 30 

2.10 Research Model................................................................................................ 30 

2.11 Hypothesis ........................................................................................................ 31 

CHAPTER 3: RESEARCH METHOD ........................................................................ 32 



THE IMPACT OF PERCEIVED RISKS AND BENEFITS ON CONSUMER’S CONTINUOUS                          Page 7 of 94 

INTENTION TO USE A MOBILE APP: FORE COFFEE MOBILE APPLICATION                       

 

 
 

 

  
Muhammad Darryl Ramadhan 

 

3.1 Type of Study ..................................................................................................... 32 

3.2 Unit Analysis and Observation.......................................................................... 32 

3.3 Population and Sampling................................................................................... 32 

3.3.1 Population & Sample ...................................................................................... 32 

3.3.2 Sampling Method ........................................................................................... 33 

3.3.3 Sample Size.................................................................................................... 33 

3.4 Type of Data and Collection Method ................................................................ 34 

3.4.1 Primary Data  .................................................................................................. 34 

3.4.2 Secondary Data  .............................................................................................. 34 

3.4.3 Data Collection Method.................................................................................. 34 

3.5 Variable Operationalization .............................................................................. 35 

3.6 Data Processing Procedures .............................................................................. 37 

3.6.1 Pre-Test .......................................................................................................... 37 

3.6.2 Post Testing.................................................................................................... 37 

3.6.3 Validity .......................................................................................................... 37 

3.6.4 Reliability*..................................................................................................... 38 

3.7 Data Analysis Technique  ................................................................................... 39 

3.7.1 Descriptive Data Analysis  .............................................................................. 39 

3.7.2 Inferential Data Analysis  ................................................................................ 39 

3.7.3 Classical Assumption Test .............................................................................. 39 

3.7.3.1 Normality Test ......................................................................................... 39 

3.7.3.2 Heteroscedasticity Test ............................................................................ 40 

3.7.3.3 Multicollinearity Test............................................................................... 40 

3.8 Multiple Linear Regression Analysis ................................................................ 40 

3.9 Hypothesis Test .................................................................................................. 41 

3.9.1 F-Test............................................................................................................. 41 

3.9.2 T-Test............................................................................................................. 41 

CHAPTER 4: DATA ANALYSIS ................................................................................. 43 

4.1 Company Profile  ................................................................................................ 43 

4.2 Pre-Test .............................................................................................................. 44 

4.2.1 Validity Result ............................................................................................... 44 

4.2.2 Reliability Result ............................................................................................ 46 

4.3 Post Test ............................................................................................................. 47 

4.3.1 Respondents’ Profile  ...................................................................................... 47 

4.3.1.1 Gender ..................................................................................................... 47 

4.3.1.2 Age.......................................................................................................... 47 

4.3.1.3 Occupation .............................................................................................. 48 

4.3.1.4 Residence ................................................................................................ 49 

4.3.1.5 Length of Usage ....................................................................................... 49 

4.3.1.6 Order Frequency ...................................................................................... 50 



THE IMPACT OF PERCEIVED RISKS AND BENEFITS ON CONSUMER’S CONTINUOUS                          Page 8 of 94 

INTENTION TO USE A MOBILE APP: FORE COFFEE MOBILE APPLICATION                       

 

 
 

 

  
Muhammad Darryl Ramadhan 

 

4.3.2 Validity Results  .............................................................................................. 50 

4.3.3 Reliability Results  .......................................................................................... 52 

4.4 Classical Assumption Test ................................................................................. 53 

4.4.1 Normality Test ............................................................................................... 53 

4.4.2 Heteroscedasticity Test ................................................................................... 55 

4.4.3 Multicollinearity Test ..................................................................................... 55 

4.5 Multiple Linear Regression Test ....................................................................... 56 

4.6 Hypothesis Test .................................................................................................. 57 

4.6.1 F-Test............................................................................................................. 57 

4.6.2 T-Test............................................................................................................. 57 

4.7 Chi Square Test Result ...................................................................................... 58 

4.7.1 Perceived Risks Dimensions towards Continuous Intention ............................ 58 

4.7.1.1 Delivery Risks * Continuous Intention ..................................................... 59 

4.7.1.2 Privacy Risks * Continuous Intention....................................................... 60 

4.7.1.3 Quality Risks * Continuous Intention ....................................................... 61 

4.7.1.4 Time Risks * Continuous Intention .......................................................... 62 

4.7.2 Perceived Benefits Dimension towards Continuous Intention.......................... 63 

4.7.2.1 Shopping Convenience * Continuous Intention ........................................ 63 

4.7.2.2 Product Selections * Continuous Intention ............................................... 64 

4.7.2.3 Ease of Shopping * Continuous Intention................................................. 65 

4.7.2.4 Shopping Enjoyment * Continuous Intention ........................................... 66 

4.8 Hypothesis Discussion ........................................................................................ 67 

4.8.1 First Hypothesis Discussion............................................................................ 67 

4.8.2 Second Hypothesis Discussion ....................................................................... 68 

4.8.2.1 Fore Coffee App Design .......................................................................... 70 

CHAPTER 5: CONCLUSION AND RECOMMENDATION  ...................................... 72 

5.1 Conclusion .......................................................................................................... 72 

5.2 Recommendation ............................................................................................... 73 

5.3 Future Research ................................................................................................. 75 

REFERENCES ............................................................................................................ 76 

APPENDIXES.............................................................................................................. 79 

Timeframe of Study ...................................................................................................... 79 

Questionnaire ............................................................................................................... 79 

Pre-Test Result ............................................................................................................. 91 

Post Test Result ............................................................................................................ 92 

CURRICULUM VITAE ............................................................................................... 94 

 

 



THE IMPACT OF PERCEIVED RISKS AND BENEFITS ON CONSUMER’S CONTINUOUS                          Page 9 of 94 

INTENTION TO USE A MOBILE APP: FORE COFFEE MOBILE APPLICATION                       

 

 
 

 

  
Muhammad Darryl Ramadhan 

 

LIST OF FIGURES 

 

Figure 1-1: Number of Smartphone Users Worldwide  ........................................................ 11 
Figure 1-2: Mobile Minutes Spent  .................................................................................... 12 
Figure 1-3: Percentage of Usage for Go-Food, Grabfood & Other Platforms........................ 13 
Figure 1-4: Point of Sales Percentage of Cups Sold Daily  ................................................... 14 
Figure 1-5: Increase in Sales since App Launch in December 2018 ..................................... 14 

Figure 2-1: Value-based adoption model ........................................................................... 25 
Figure 2-2: Research Model ............................................................................................. 30 
Figure 4-1: Fore Coffee Outlet.......................................................................................... 44 
Figure 4-2: Respondents’ Gender...................................................................................... 47 

Figure 4-3: Respondents’ Age .......................................................................................... 47 
Figure 4-4: Respondent’s Occupation................................................................................ 48 
Figure 4-5: Respondents’ Residence ................................................................................. 49 

Figure 4-6: Respondents’ Length of Usage ........................................................................ 49 
Figure 4-7: Respondents’ Order Frequency ....................................................................... 50 
Figure 4-8: Histogram and P-Plot...................................................................................... 54 

Figure 4-9: Fore Coffee App Home Screen........................................................................ 70 
Figure 4-10: Fore Coffee App Menu Screen ...................................................................... 71 
  



THE IMPACT OF PERCEIVED RISKS AND BENEFITS ON CONSUMER’S CONTINUOUS                          Page 10 of 94 

INTENTION TO USE A MOBILE APP: FORE COFFEE MOBILE APPLICATION                       

 

 
 

 

  
Muhammad Darryl Ramadhan 

 

LIST OF TABLES 

 

Table 2-1: Previous Studies Table ............................................................................... 29 

Table 3-1: Variable Operationalization........................................................................ 37 

Table 3-2: Cronbach’s Alpha ....................................................................................... 38 

Table 4-1: Pre-Test Validity Result – Perceived Risks ............................................... 44 

Table 4-2: Pre-Test Validity Result – Perceived Benefits ........................................... 45 

Table 4-3: Pre-Test Validity Result – Continuous Intention ....................................... 45 

Table 4-4: Pre-Test Reliability Result – Perceived Risks............................................ 46 

Table 4-5: Pre-Test Reliability Result – Perceived Benefits ....................................... 46 

Table 4-6: Pre-Test Reliability Result – Continuous Intention ................................... 46 

Table 4-7: Post Test Validity Result – Perceived Risks .............................................. 51 

Table 4-8: Post Test Validity Result – Perceived Benefits .......................................... 51 

Table 4-9: Post Test Validity Result – Continuous Intention ...................................... 51 

Table 4-10: Post Test Reliability Result – Perceived Risks ........................................ 52 

Table 4-11: Post Test Reliability Result – Perceived Benefits .................................... 52 

Table 4-12: Post Test Reliability Result – Continuous Intention ................................ 52 

Table 4-13: Normality Test.......................................................................................... 53 

Table 4-14: Heteroscedasticity Test............................................................................. 55 

Table 4-15: Multicollinearity Test ............................................................................... 56 

Table 4-16: Model Summary ....................................................................................... 56 

Table 4-17: F-Test Result ............................................................................................ 57 

Table 4-18: T-Test Result ............................................................................................ 57 

Table 4-19: T-Test Summary ....................................................................................... 58 

Table 4-20: Delivery Risks Chi Square Result ............................................................ 59 

Table 4-21: Privacy Risks Chi Square Result .............................................................. 60 

Table 4-22: Quality Risks Chi Square Result .............................................................. 61 

Table 4-23: Time Risks Chi Square Result.................................................................. 62 

Table 4-24: Shopping Convenience Chi Square Result............................................... 63 

Table 4-25: Product Selections Chi Square Result ...................................................... 64 

Table 4-26: Ease of Shopping Chi Square Result........................................................ 65 

Table 4-27: Shopping Enjoyment Chi Square Result .................................................. 66 

Table 4-28: Perceived Risks Hypothesis Discussion ................................................... 68 

Table 4-29: Perceived Benefits Hypothesis Discussion .............................................. 69 

  


