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A STUDY OF FACTORS INFLUENCING VALUE CO-DESTRUCTION BEHAVIOR 

IN ONLINE RETAILING FOOD DELIVERY BUSINESSES 
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Abstract 

 This quantitative research aimed to study factors influencing value co-destruction behavior in 

online retailing food delivery businesses. The instrument was a questionnaire. The samples were 200 

consumers who have experience in the online food delivery application, and rating scores for shops, 

drivers, or writing reviews for express opinions by accidental sampling. Statistics used in data analysis 

were descriptive statistics and test the hypothesis by using enter multiple regression analysis. 

 The results showed that negative emotion had a positive direct effect on the desire for 

revenge. And desire for revenge had the most influencing factors that positive direct effect on value 

co-destruction behavior, followed by negative emotion, respectively. Results of the research model 

could explain the desire for revenge at 23.70 percent (R2 = 0.237), and the value co-destruction 

behavior in online retailing food delivery business at 43.70 percent (R2 = 0.437), respectively. 

Keywords: VALUE CO-DESTRUCTION BEHAVIOR, FOOD DELIVERY BUSINESS, ONLINE RETAILING 
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