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Case study of how to activate Generation Z on new delivery app:
Focusing on usability proposals by SPC HappyOrder market analysis
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Abstract Through the pandemic, the topography of dining culture is rapidly changing due to the advancement of
the food delivery market. Competition in the domestic market is intensifying as Coupang Eats recently surpassed
Yogiyo and jumped to second place, and Baedal Minjok(Baemin), the industry's No. 1 company, is also
preparing to introduce a subscription system. While the growth of the delivery market is slowing, the use of
takeout and pick-up services is increasing due to rising delivery costs and food prices. From Generation Z's
perspective, the main factors influencing the active use of app services were identified through prior research as
usability and convenience, cost sensitivity, and hedonic motivation. While, they are leading the trend of
minimizing spending through 'stepping stone consumption' and delivery pot process instead of choosing a
subscription system. Accordingly, we aim to provide customers with a better experience and help strengthen
competitiveness by proposing ways to improve and revitalize new delivery apps that reflect the characteristics of
Gen.Z. As a result of the expert Delphi survey, we will receive impact evaluation scores in the following order:
direct view of accumulated discounts, addition of family benefits, coupon reinforcement, SNS promotion, pick-up
walk, in-store promotion, and discount rate display, and review their application to practice. It presents academic
and policy implications regarding the food tech market.
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Figure 1. <Delivery industry entering subscription competition
(as of May 2024)[1>
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Figure 2. <Changes in the Usage of Delivery Services
compared to the Previous Year(as of 2023)[6)>

Il ZMIcHo| s &M ALE

3.1. ZAt S2u)g ol A B

wie i A AR SASHE g mabA et

oz AfgdelMs A i dawst P

olgish= Zlo] Fastrha vEltH7l. AYHON 55

Aol waw Al JAEAEE 542 AH

o7, ARE ekl oA, A F7IE SIS, o=

SRR A e An| 2 o] g2l me) A YR 1)
EI

o

7 e detael A ols Fa.shiol
w AgA e B ol

2= T4, A A RUR)

57'5], ofAlobe] Fo S o AREA AF-A Tl
W ISU/IEC 25010 ZH I ¢

734% GoFood % GrabFood7} &2 A& woktH1l].

A MulE AR FHEA B QIFH ]~ T4

A gesk v ARgE ) A8 ShopeeFood:=

olefgt dolel Jido] Hashs AFHoR ATt

(11]. a3d 54 olux], Muj2el et Za#9l 4

- 447 -



Case study of how to activate Generation Z on new delivery app

B gaAel daEY E5e 22 2% ARl &
/\7]. A2} TrEE dRAe] W40 Horw 3oy

= O o

A e A2del)
Ao A&H oz F75

NESE Slef AR vey
7uke] AGAAR B AT At Aasazt g,

i)
ko
%
2o
ro,
i
o
9,
(i

32. ZAHe ATke] A

< B7PF A dssta A713AE o)A |
ZAdE AEs HALskey] A Az e Fa
ATHI3]. 252 S sl o dAE AAASE
A&E Solgle Egs Holed, ol& At
<TEBSAE ol AnjshE
s 7MY BAE F el )

o a9 %
§& A7 G90E oIl

>

F>

& y
g © uEE

il

B R R R P i
8 3. <ZMoiel 22 4|78 AZcie|LH] ofAl>
Figure 3. <Generation Z's new consumption pattern: An
example of stepping stone consumption>

il | T

A Al ddelA v WA oR et
th & B9, QJEAE T3 B ¥JER BEAS F
ufak AL, x}lxﬂ FoES A =
Ag vashs 447 ek EE‘J, AEES 35S
o] H&-& H7stAY, Wk g
AEDE lEE 59 ‘ME ESHETH16,17].
ole13t AAtte] AnEE ZAH] g &4 &
vl M FelshA vepdth gielEe wEgs 5

¥ ¥

2 Fol7] 918 An2iElel 5o 2AX F4 ARY
Hol g FEE RS e ANES 2T AN
gol: QARG st £eEo] Qo o AP
mo}sz A%l e} wgL
& 248 AAGE, )

= 1
25 o 5 97] el ‘i%% stgo] o] W& AL

fo md N mo
n&
£
_‘>i
A
lr
;
; o
X
rn L
;
2
ol
o
X
>

l
=
o,

55
tlo

%)

it
N
&y
gz

a
i
=

N

N
o

Atk 2g

(Lo
Al
fru
o
tlo

VAL PUR TEERY

41. iy &3t

a4 sl9 et(<1y3>)e SEukA
5 SPC A9 244 BA= =y oF 6700/ S
AAFE o). YT A dS < B A, o3|
A HgS AYEte dlyaF e d=xo g oF 3ubyol
Aoz dA JrH18]. v}t AlFE
A= 14328 AU E Addoz g wgq o ¢
A wjgo] Ao Astolt) AnAEL T2 EwWE 4
4 EollA AAAIRE v sls AX AAL

AR sk Helth a87] vkl B HH% P> o

EFASEES

by

O:

AR 2nlAEe] HARENE 918wl
gl FEEOR XS @A Ak

aa g ge H A5 Adsk A5
[1]. e AA)) sholi= FAT, ol 291 ol3e] &
7125k okl 919 7ol 4 gHSIehzL e
3 AYARE} v ¥
sigolu} wu g oY Som A4S fAsw o
W, s ofd §914

2

o
o0 PN 5ot ey o



The Journal of the Convergence on Culture Technology (JCCT)
Vol. 10, No. 5, pp.445-452, September 30, 2024, pISSN 2384—0358, elSSN 2384—-0366

& Ao Rt ook

’ =
9 o
siEse ol

a2l 4. <sjmH FI|s 219>
Figure 4. <Main Feature of HappyOrder App[19]>

=

1270 e] 2l 49870 938" 7S Tl
o}l 2023 69HE 20249 S5€7HA vl 17
44585 FHEZ Hhel m} ARl F717F B3
ol frdstetd /M FAE it ey
vl ey w=d, sjvler FESE, 22la sy
ARt ko] A uAEe] AALE E 5 ST
53] ellv o] AFET] Toll M, Aok S Al
30409] AHE717E seell HA wokth 53] A|Y gt
M FAENETS R AHEAES djvere] dH
< 54 ofgstel= AFel FelehAl UeEth
WS AetA i Tiska e ) ie] dleES
o3, X=E AAsAY, okl e vE
woto] fYehs 5 W] SE= 1S ol AH&st
© Bl A7)

919} wste], sfjv o=
o] #olg Fug giolrt. H|Q
R ukE =]y, o ¢f
S @ el i AE
AN A = 7HA AL 9 B
ok ZAY RS AALE
2rsk7] o) NE ujgu]el] oig ke
CH3L whebA @.8]2] 7] An|AbEel A
= 713 dEE ZAdE A e
AT 2HE Fel AEls BAES A

o sl Agkatarat gtk

o, mN

S

i)
1S Rom oy

fin)

kY

~

ol

o
P

i }/‘

o

1,

jins

O [‘E
o
oz

M6 oo

o

o ¢
o

ﬂN_';

N

o

fd

32

ui

il
2o =
N

4

ki

%0,

£

o
¥ ox 2 flo

2

o
!
o
3
)

o
i
TS
o
>

lo,

ox I

)
(5

_O|L
£l
R g o

il

7

],

Ir

(i)
2

o o ¥0 30

ol
rlr
%

V. otolC|of A et & A =t

FE Q) anAEE fd AgAF1921]0 A3
o, 713 291 3AF wig st A R A 4%,
el dzead) AFTAN 4L WAEe] 74
of o) el A i ofoltiolZ Ak 2

> i), F T7HA okeldolE Al
Al F ool E AV NEwe 93 F7HE 5o
&

AA A= A8 s Al disl A etaat di

51 4
7Hg A AR A5 e ASALEYEL

& §
Eake FUAF DYAA oIt Y ol A

Al Y eEs she dAA Au|2=E AT}

=

2o

L o S = 1 o
=
U}L il
ox ©
o
il

i o o

lo
i<
ni)
X
X
+
,
s
(o
it
i)
[—40
-3
tlo
),

2
o

N

U

ox,
o
offN
i)
rir
fato)

=
o
B
:
9
>

ZAY Y Y=g FZ53eH9)
=5

o
A
o
S~
Iz
L
i T
4r
[>
=)
)
-
fri
B
il

:cl)ljt
B
B
rO
fm

» & 2

:)é
o,
o
fitl

)

<,
22
)

S
i o oo ob

Y
Jal)
e
2

>

it

rlo

o

fo ®©

o A
>
]
iy
N
Ir T

i

1
)

S|
F&sta, AY ol gAEd A= F7t HFE o
gt dE B9, AUATE B Fol Fodzr T 3
5%l Al opdel AHETbse FE 1085 AT

ok

52. el A

o, uorel el o] NdH AE A
Folge R0z B 5 YER ANT F Ak @
A AREE BARNAY, FA% 1D AL 443
o FES 4§02 Mo Bl A4S A wolF
oF gk,

- 449 -



Case study of how to activate Generation Z on new delivery app

< 20239678 > BR oD

% 5. <simH F2 JiM ofo|c|of ZZEER>
Figure 5. <Happy Order main improvement idea prototype>

>

158 4 9lek o8 B gArhe 2uE @ 7]
Qe A7 SHE # wol A
FASE dol £5& F Aol olF & AT A
2 volnEe s el 9]
AAoz A AR FoAe welFY) U] ang
= sold WAl Abgol U B AlA B,

[
>
>~
=
oo

54. W W S5
Uolh 222e AlolA SPC AG BAES W)
e, sebIE 5 AN deenE g

ok Weke =0 4 vk wid el slvledE &

Haks EAHE PRSI AAsks LAl e
A SAsorz Fshaa. A=Y glol 3006 A
5 Az R A4S Aga ol B exd
QWL PEs 1) v enE Qs v
¥ A avedE Bl He i e olgs)
£5 fEa,

55. SNS $H

oflt
e
[
[o}
F
[
=
2
=
o
ru
ox |
o
i)
o
[t
Ho
ol
au
)
O]

=
RS
i

[e]

o
o

o

ol
o

o
M &
rlo
)
ol
N
v ri
[e]
— O
4,
o
i
=
e
)
)

o 2
o

oo

o

AN
o, -
N

© o2 A
o >
et
oo
_O‘L
Ir
=
i)
)
]
X

o2
ol

Ir

S r
2

=|
ol
)
L
rl
o)
[

M

Ho

=)
u
i
o
m
Uz T

e

o
pasa
o O
-
i
-0,
1
-
re
o X

R
o,
2,
>
z
|z
=
|3
=2

¢

e
o MF
2
o

_‘
%9,
rr
%
)
o

N B
)
Q‘L
rr

Ho WY
9,
N
ofr
et
2
o)

o =
o

i
o
)
fru
L)
[

=
e o
5l
T,
X

A HPEIE A 2B PRE
FEAE HZ 7P ArYdE Eoltl B4 B9
et e ] 44 &
Aro|7] ot} ulehs dy oy

Y 5 b ok
5

Fe § oolghs FAle] Was T ZAd wxoldl
g e mEa gapder 3 4 9le Aok

56. 71= &ld

o2 HENE & v WUt Soll& AAeIAH
E 714k A2 (Upselling based on Engagement)©]t}.
AA Ao gio] A 1d 3 HolE F AR
4050 FH-eFal WRITH2) ol& o= ol&std Yriet

@, olrks} o} A7 S F4 e o]
oh % ANEAES A 0E AGHHE PR At
A ANE Amede] z0g & JES @ 2

P AREIA AheE HAAR Zohge wa, A
7 EZWYE ol slvleniE MAsu gl

HEn AR o] aFe] & & Bt e
% 108 ol3h, the wol Sl FhaA ALY
F 9 FES AFUL 0B Fa P Ais A
QAL Aok, 7% w9l ven A
o e LA, SR 2
A 253 AL Wk,

o

[e=)

A
=
=



The Journal of the Convergence on Culture Technology (JCCT)
Vol. 10, No. 5, pp.445-452, September 30, 2024, pISSN 2384—0358, elSSN 2384—-0366

WUE =EART ASATE Z2RA HolK] 4

djo] ARG APl BHA, A= Zela)

o FES AY Aot AR AYF TES T
0] %

ol H

_L/

&

}_\T]_

E
o slEel, 471 ul 20 Fn gD A guon,
Aol goId W} A QS FEE W HY T
ES AGE 5 Uk o HgeA Teng YA 3
FPOEA, 1E AL QS FEH] AT F
9o FET 5 ek AgAE A9 W o AW
A8 BE A9E U= A3g Reblel AL 4
W] A7 % itk &, AHgApEe] 7

:_(T)l

=
E 5t 4P 2 o8 waheE SNso| AHow
%_

Aol A HES Aol TAN7,1915k] ¢ 7714
ofolt]ol & w2 A HFataral, AE7t 3%91S o
7¥°1 o] zAbE AAGE s e 2 owdgels

A 3 7F A}ﬁoﬁﬂ%u tAd 3 el #
?174101]*1 59 ol g olgs VEoR MY
20249 59 64 5-H 7%_1 ZF AR oW A= ehuigh
Zoome F3M A7l sl Ak o=
o7 Ao AEwe g3 K104 vE)E B
A FEulg Wity o]& AW vhed 2

F

.

6.1. A5t FY=

At Feee L2AEZE A2 u4E vt
U gsb o FolgheA dud 5 e ARt A
TAAE fYshs AL w2y s g 94 FYo]
o, AR Gl AR s vt Dol
A ARTHER oldl] W3 S 7ML HE Bt
A, 7HssE 71 slEolut SNS FurIt w2 9
Fos B Aoleta Frhin

6.2. AHEAL Fol =

>~
>
oo
x
mh
2
Tl
rir
N
i

N
2y
l
o

FeASe] Quh e
o alaL, thal FolgheA) ZA ) of AHi A
WY&, AHEASA, 17 FAE 52 Btk del
E Ego] AY. At £95E nAHe] wiAE
e Zlola, o)t Hl=Uxe] A&Ael 4L 7l
A Bei21] Ao ARAEE UL 9 ALgel o]

Folwts /1%, AAA Aol glofof &

7z

tjo

s7kspd

[t

THHoR, ozt Hrr|ES Al Algte]
Aol ofgA 7=, 1
A} gpHo R SREAE Y

A <EPAR FAEI vERRI|(
S, 7K FUNTT3), FERE 7)1
(763), SNSZR(7.07), DFAHA6.73), "% Ul TR

(6.20), TA& JH600S] =22 F& HFE N
0

Nz
ot ¥o o

orr:I,.léJQ

o
=
(e}
2
1=

[

i
g:g
)

<EI> GFH AR Pere A fUES
Solm, AR RO 0 HAE AAEE 5 5 9
= Eael veto] F Ao wth ol MPAT
oA B FEA AR, Mg W, e
§719) 7AW o GRadle AFAom AFH o
o7} glek. ohg#l FEE Aol 2u% 24 A4
el glof Uolzbol & ol lg AAA AAEE

g7 AR,

E 1 <Zt g5 doh dE gyop
Table 1. <Impact Evaluation of the Promotional Strategy>

z2rA 9 | Afnd | AHEzE | 2= | HTA
7% Ak FYUE | FA= | A= | (&9
1.2¢] AHd) 63 77 62 6.73(5)
2898 g 72 6.1 47 6.00(7)
3A ekl
W] 79 83 78 800(1)
A vl FH 64 58 6.4 6.20(6)
5S5NS &1 76 65 71 707(4)
671538 57 77 81 74 773(2)
THE 3 7S 76 75 78 763(3)
BIB9S 7241) | 71402 | 67103 | 7.05(-)




Case study of how to activate Generation Z on new delivery app

A ol 18 sk Aol Rt Aleh
whEl el Wi ) HAE Al gzl
348 Z28] 9 wee] @ aE,

References

[1] Lee, JH., Delivery app war TFree—Subscriptio
n'-- Baemin, will it offer special benefits that
surpass Coupang?,” MoneyToday, 2024. Available
at: https://n.news.naver.com/article/008/0005031363

[2] Shin, S-M., Coupang Eats surpasses Yogiyo to
become second in delivery app last month,
Yonhap News, 2024. Available at: www.yna.co.k
r/view/AKR20240402096300030

[3] Wiseapp, Fierce market share war for delivery
apps in crisis, 2023. Available at: www.wiseapp.
co.kr/insight/detail /487

(4] Yoo, S-H. Delivery app was deleted, first
negative growth last year, Hani, 2024. Available
at: www.hani.co.kr/arti/economy/economy_genera
1/1128127

[5] Lee, RW., Consumers turning their backs on
delivery apps, MoneyS, 2024. Available at: https:
//n.news.naver.conVarticle/018/0005672831

[6] Opensurvey, Delivery service trend report, 2023.
Available at: https://docs.opensurvey.co.kr/report

[7] Pramezwary., A., Yulius, G. K., Viensa, P. V.
Pujangga, J. F., Factors driving generation z's
use of online food delivery service at the end of
pandemic. Jurnal Manajemen Perhotelan, Vol.9,
No.2, 2023, pp.101-112.

[8] Ayhin, SE, Kose, BC. & Aydin, E,
Determinants of Customers’ Intention to Use
Online Food Delivery Services: A Study of
Generation 7, WSEAS(World Scientific and
Engineering Academy and Society) Transactions
On Business And Economics, Vol. 21, 2024, pp
1642-1656.

[9] Varughese, N. M. & Thomas, M. R., Negative
Consumer Engagement via Food Delivery
Applications: A Real Concern for Generation Z?.
In F. Sahin & C. Soylemez (Eds.), Globalized
Consumer Insights in the Digital Era, IGI
Global, 2024, pp. 127-149.

[10]Christian, M., Wibowo, S., Sunarno, S., Melati,
R., Perdini, F. T., Generation Z's Determinants
for Using Online Food Delivery in Jakarta,
Widyakala:  Journal of Pembangunan Jaya

University, Vol. 10, No. 1, 2023, pp. 1-10.

[11]Made, I, Bimantara, S., Rochimah, S., Usability
Characteristics Evaluation on Food Delivery
Service Applications using ISO/IEC 25010
Quality Model, 14th International Conference on
Information & Communication Technology and
System (ICTS), Surabaya, Indonesia, 2023. Vol.1,
pp.1-6.

[12]A. Taimouri, K. Emamisaleh., & D. Mohammad,
Assessing the Usability of Online Food Ordering
Websites Using a New Fuzzy Kano Method:
Implications for Improvement. The International
Journal of Business and Management, Vol. 14,
No. 10, 2019, pp. 87-100.

[13]Uppity, Consumption 2030 Trend Report, 2024.
Available at: https://uppity.co.kr/mz

[14]Sports Khan, In an era of high inflation, what
is the first thing to reduce consumption?, 2024.
Available at: https://sports.khan.co kr/bizlife/sk_in
dex.html

[15]Lee, HS. & Kim, JH, Analysis of Food
Consumption Behavior due to COVID-19:
Focusing on MZ Generation, Journal of Digital
Convergence, Vol. 19, No. 3, 2021, pp. 47 - 54.

[16]Lee, W. Finding a niche for ‘saving living
expenses in high prices, Hani, 2024. Available
at : www.hani.co.kr/arti/society/society_general/1
058238

[17]Jin, S-H, et al, "Generation Z's new way of
saving, stepping stone consumption,” Careet,
2022. Available at: www.careet.net/853

[18]etnews, "SPC ‘Happy Order a leap forward as
an F&B specialized platform,” 2023. Available at:
www.etnews.com/20230113000169

[19]Tipster, Smart Order Anaylsis, 2020. Available
at: https://maily.so/tipster/posts/a371cl

[20]0k, S-Y, & Song, J—H, The Effect of
Selection Attributes of Delivery Order Applications
on Customer Satisfaction and Repurchase
Intention. Korean Business FEducation Review,
Vol. 36, No. 4, 2021, pp. 49-75.

[21]Lee, H., Kwon, S. and Min, D., The Empirical
Research on the User Satisfaction of Mobile
Grocery Shopping Customer Journey, Journal of
Information ~ Technology ~ Applications  and
Management, Vol. 28, No. 4, 2021, pp. 59-78.

- 452 -


https://n.news.naver.com/article/008/0005031363
http://www.yna.co.kr/view/AKR20240402096300030
http://www.wiseapp.co.kr/insight/detail/487
http://www.hani.co.kr/arti/economy/economy_general/1128127
https://n.news.naver.com/article/018/0005672831?sid=102
https://uppity.co.kr/mz
https://sports.khan.co.kr/bizlife/sk_index.html
http://www.hani.co.kr/arti/society/society_general/1058238
http://www.careet.net/853
http://www.etnews.com/20230113000169
https://maily.so/tipster/posts/a371c1



