Factors enhancing online food ordering experience:
Context of full-service restaurants

ABSTRACT
This research investigates the effects of five restaurant marketing antecedents (i.e., food quality, perceived healthiness, promotional innovativeness, authenticity, and menu quality) on three outcome variables (i.e., brand preference, pay a price premium, and eWOM) through memorable experience in the context of full-service restaurant online food ordering. PLS-SEM was used to analyze 336 responses collected from U.S. consumers. The results show that perceived healthiness, promotional innovativeness, authenticity, and menu quality are strong predictors of memorable dining experience. Subsequently, memorable dining experience is a strong predictor of full-service diners’ behavioral responses.

INTRODUCTION
The restaurant industry faced unprecedented challenges during the COVID-19 pandemic. Social distancing mandates and reinforced sanitary protocols forced restaurants to limit their on-site dining (Zaman et al., 2021), resulting in a rise in online food ordering. Based on a report from the Economic Research Service U.S. Department of Agriculture (Marchesi & McLaughlin, 2022), there were notable differences in average total dollars spent between restaurant categories after the onset of the COVID-19 pandemic. Limited-service restaurant spending declined by 15.4% in 2020. During the same period, spending at full-service restaurants dropped by 51.7%. The reduction in spending was much more pronounced for full-service restaurants than for limited-service restaurants. Meanwhile, online food ordering customers’ spending increased after the COVID-19 outbreak (Cai & Leung, 2020). Online food ordering is the process of ordering food, for takeout or delivery, from a restaurant website or other third-party application. According to a report from Statista (2022), restaurant digital orders grew by 124% in 2021. Digital orders for takeout, which represents 62% of digital orders, increased by 130%, and digital orders for delivery, which represents 38% of digital orders, grew by 142% in the same period. Many restaurants, which previously did not offer online food ordering services, adapted their business model, shifting from an on-site to an off-site approach (Kumar & Shah, 2021; Tandon et al., 2021). The development of food delivery applications and websites enabled restaurants to generate additional revenue and better survive this global crisis (Vo-Thanh et al., 2021). However, the need for operators to provide the same high-quality experience when they dine in is particularly challenging for the full-service restaurant category.
This aspect of online food ordering in the context of full-service restaurants needs further investigation. In comparison, the use of online food ordering services in limited-service restaurants is more acceptable because their businesses revolve around their core products (i.e., the food and beverages they sell). It also helps limited-service restaurants start their businesses with little capital or maintain them with significantly reduced fixed costs while increasing sales by reaching larger pools of customers (Zhang et al., 2019). However, full-service restaurants may face critical challenges in maintaining their businesses solely by providing online food ordering services. In general, these restaurants stay competitive by relying on the customer experiences they create – providing hedonic, symbolic, and financial value to diners (Sanghyeop S. Lee et al., 2020). Such value often depends on the sensory and affective pleasures created by attributes such as the atmosphere, socialscapes, design, aesthetics, and the ways the services are delivered (Erkmen & Hancer, 2019). Because most of these attributes are absent from the online food ordering business model, practitioners and academics in the fields of hospitality and services research need to identify the service attributes that full-service restaurants can use to leverage their competitiveness in online food ordering markets.
Full-service restaurants are franchised chains or privately-owned establishments offering waited table service (Wang & Chen, 2012). With this study, we take the initiative to identify service attributes and behavioral outcomes most suited to the context of online food ordering services proposed by full-service restaurants. By developing a conceptual framework according to the identified factors, we empirically demonstrate how the attributes shape the behavioral outcomes of diners by creating memorable dining experiences. The findings provide valuable implications for academics and practitioners who seek to optimize the online food ordering experiences of full-service restaurants.

LITERATURE REVIEW AND HYPOTHESIS DEVELOPMENT
Full-service Restaurants: A Brief Background
Full-service restaurants provide full table service. Typically, diners are greeted and seated by servers who take and deliver orders directly to the table (Wang & Chen, 2012). Full-service restaurants can offer any type of cuisine (e.g., seafood or steakhouse themed; ethnic or fusion cuisines), generally with higher emphasis on the quality of ingredients, services, and restaurant atmospherics (H. H. Liu et al., 2018). Past studies refer to “full-service restaurant” as a category of restaurants that include family style, casual dining, and fine dining (e.g., Im et al., 2021; Sun et al., 2022). Full-service restaurants are usually opposed to limited-service establishments with minimal table service, where customers usually order and pay at a counter or drive-thru before eating their food (Mendocilla et al., 2021). Limited-service restaurants are typically specialized in a particular type of food, such as hamburgers, pizza, or chicken, at relatively low prices. They offer a small menu and precooked ingredients to facilitate faster operations (Mendocilla et al., 2021).
Full-service restaurants’ research within services marketing and hospitality management focuses mainly on understanding customers’ attitudes and behavioral responses to their dining experiences. The research can be categorized into two streams: the psychology of full-service restaurant experiences and the aspects of full-service restaurant offerings. The former stream seeks to explain customers’ intrinsic psychological traits (e.g., construal mind-sets, materialism, need for status, self-congruity, variety seeking motivation), and the extrinsic factors (e.g., snob effect, bandwagon effect) that form customers’ evaluations for full-service restaurant experiences (e.g., Cai & Leung, 2020; Gunden et al., 2020; Sanghyeop S. Lee et al., 2020). The latter stream examines core attributes of full-service restaurants, for example, high-quality and visually stimulating food and beverages (e.g., Erkmen & Hancer, 2019), and servicescapes (e.g., Hanks et al., 2017; Wu et al., 2021). These service elements create unique dining experiences that give the restaurants a competitive edge. However, with the recent digital transformations and the rise of takeout and delivery services, most of these service elements are absent at the point of online food ordering. Therefore, restaurants must rely on other elements to differentiate themselves when other options with similar offerings are present.
This study reviews the literature on full-service restaurants published in the service research and hospitality management fields. Relevant studies were content-checked, and potential antecedents were identified based on two conditions: the focus of the studies was on the dining experience of customers, and the studies were conducted in the full-service restaurant category. In addition, studies on food delivery applications were also reviewed to find potential antecedents relevant to the online food ordering context. After excluding the elements that were only suitable to “on-site dining” services (i.e. atmosphere, physical environment, presence of other customers), and the factors that were related to consumers (i.e. convenience, motivation, perceived risk) or online platforms characteristics (i.e. reliability, delivery, ease-of-use), five antecedents were retained and examined in this study – food quality, perceived healthiness, promotional innovativeness, authenticity, and menu quality – that can help full-service restaurants to influence customers’ experiences in the online food ordering context.
Antecedents of full-service Restaurants Memorable Experiences
To capture the overall dining customers’ experiences of full-service restaurants, we use the construct of memorable dining experience, which refers to customers’ holistic, subjective evaluations of dining experiences that they recall positively and retrieve retrospectively (Cao et al., 2019). We use this construct because full-service restaurant expectations differ from the expectations of limited-service restaurant experiences, and that is due to the novelty perceptions and affective feelings they can elicit in customers (Prentice et al., 2022). Full-service restaurant experiences generally are costly, personalized, and less frequent; therefore, diners expect to satisfy both utilitarian and hedonic needs in exceptional ways, that is, through unique and memorable experiences (Cao et al., 2019; Hwang & Ok, 2013).
Our study conceptualizes a model based on five identified antecedents of memorable dining experience as well as three outcomes for that memorable experience. The relationships in this model are supported by the script theory, which explains that a knowledge structure about a phenomena or experience stored in the memory (known as the script) guides the actual human behavior when necessary (e.g., Shafieizadeh et al., 2021). Accordingly, in the context of full-service restaurant online food ordering, when the diners’ experiences are stored as scripts in their memory, they will be more likely to access those memories when making future dining decisions and behaviors (Miao et al., 2014). 
Food Quality
Food and beverages are an essential part of any dining experience, and they are significant determinants of the loyalty of diners (Han et al., 2019). For full-service restaurant experiences, however, criteria evaluating food quality are more complex (L. Lu & Gursoy, 2017). Therefore, chefs use delicate attention to taste and flavor, plating arrangements, composition, color, and proportion (e.g., Paakki et al., 2019; Rowley & Spence, 2018) – all of which may be compromised in an online food ordering context. Nevertheless, we assume these quality attributes still can determine the memorability of the dining experiences for diners, even when food is delivered outside the restaurants’ premises. To reflect this prediction, we hypothesize:
H1: In the context of full-service restaurant online food ordering, food and beverage quality has positive effects on diners’ memorable experiences.
Perceived Healthiness
When consumers are exposed to restaurant menus or particular foods, they undergo several cognitive processes instigated by intrinsic cues (e.g., past experiences, motivations, personal beliefs) and extrinsic cues (e.g., food’s claim or observed nutritional content) that generate their perceptions of the healthiness of the food or menu items (Hur & Jang, 2015). These healthiness perceptions strongly determine consumers’ attitudes toward the food (Shin & Mattila, 2019) as well as their future dining choices (L. Lu & Gursoy, 2017). As full-service restaurants might signal diners’ higher levels of health consciousness than limited-service restaurants, we propose that the perceived healthiness of menu items affects the memorable dining experiences of diners:
H2: In the context of full-service restaurant online food ordering, perceived healthiness has positive effects on diners’ memorable experiences.
Promotional Innovativeness 
Promotional innovativeness is a company’s ability to use a combination of creative activities (e.g., innovative loyalty programs, discounts and rewards, new mixes of service/product offerings, and the use of suitable media) to target customers effectively and convey information to them (Lin, 2015). The concept of promotional innovativeness in dining research is relatively new, and its exclusive effects on diners’ experiences have not yet been examined (e.g., E. Kim et al., 2018). However, we argue that full-service restaurants, through innovative promotional activities, can significantly influence customers’ dining experiences. Diners likely form expectations according to the information provided by the promotional activities of the restaurants. Therefore, we argue that the promotional innovativeness of restaurants can influence customers’ attitudes to their dining experiences: 
H3: In the context of full-service restaurant online food ordering, promotional innovativeness has positive effects on diners’ memorable experiences. 
Authenticity 
Authenticity refers to customers’ evaluations of the genuineness, originality, and realness of products/services/experiences (A. C. C. Lu et al., 2015). In the full-service restaurant industry, authenticity is intertwined with ethnic-themed restaurants and is a key driver of diners’ memorable experiences (Soojin Lee & Liu, 2021; Shafieizadeh et al., 2021), and behavioral intentions (Q. Chen et al., 2020; S.-H. Kim & Huang, 2021). Nevertheless, the existing studies were conducted particularly for on-site dining, where the atmospheric and physical environment played influential roles in the creation of authenticity perceptions for diners (e.g., Al-Kilani & El Hedhli, 2021). A previous study indicates that for online food ordering, when the food served and its features (i.e., name, ingredients, recipes, taste, presentation) are the sole projections of its authenticity, authenticity plays a significant role in creating of diners’ experiences (A. C. C. Lu et al., 2015). 
H4: In the context of full-service restaurant online food ordering, authenticity has positive effects on diners’ memorable experiences. 
Menu Quality 
Menus are essential communication tools for restaurants. They significantly affect diners’ experiences and attitudes (S. Q. S. Q. Liu et al., 2019), which in turn affect their desires and behavioral intentions toward restaurants and the restaurants’ sales and revenues (Brewer & Sebby, 2021). Visual appeals and informativeness are the two main dimensions of menus, through which restaurants attempt to convey their messages to diners and influence their food choices (Brewer & Sebby, 2021). Both informativeness (Fakih et al., 2016) and visual appeal (S. Q. S. Q. Liu et al., 2019) can create customer desire. In an online food ordering context, menus are at the forefront of the customer dining experience; their visual appeals and informativeness represent effective marketing stimuli that affect diners’ expectations, attitudes, and behaviors (Brewer & Sebby, 2021). Accordingly, we hypothesize: 
H5: In the context of full-service restaurant online food ordering, menu quality has positive effects on diners’ memorable experiences. 
Full-service Restaurants Experience Outcomes 
Brand Preference 
Brand preference refers to the extent to which a customer favors a company’s designated services provided over those of other companies in his or her consideration set (Kardes et al., 1993). It is a behavior-related construct, and in consumer decision-making models, it also is one of the key drivers of customers’ final choices (McFadden, 1986). Full-service restaurant literature has conceptualized brand preference as an outcome of consumers’ trust (Erkmen & Hancer, 2019). In this study, we introduce the brand preference construct as an outcome variable, with the reasoning that because customers pay more attention to memorable options than to alternatives in their consideration sets (Kardes et al., 1993), they are more likely to develop preferences for brands with which they have had memorable experiences. Accordingly, we hypothesize: 
H6: In the context of full-service restaurant online food ordering, memorable experiences have positive effects on the brand preferences of customers. 
Willingness to Pay a Price Premium 
Price premium refers to the additional amount of money customers are willing to pay for offerings because they perceive that the offerings’ value satisfies their desires and meets their expectations of quality (Jeong & Jang, 2019; C.-H. C.-H. Liu et al., 2022). In a full-service restaurant context, factors such as higher quality ingredients and menu items (Turan, 2021), and the novelty of the dining experience (Jeong & Jang, 2019) strongly influence customers’ willingness to pay price premiums. Generally, because of these aspects, full-service restaurant experiences are pricier than those of limited-service restaurants. However, in the case of online food ordering, prices are pushed even higher as restaurants try to cover service charges of delivery companies and online ordering websites (B. X. Chen, 2020) – raising the question of whether customers are willing to bear the additional costs. To shed light on this question, we hypothesize: 
H7: In the context of full-service restaurant online food ordering, memorable experiences have positive effects on customers’ willingness to pay price premiums. 
Electronic word-of-mouth (Ewom) 
In the digital era, customers’ decisions and choices are significantly influenced by online user-generated content; therefore, brands must maximize both their fan behaviors and their favorable WOM (Eisingerich et al., 2015). To capture this phenomenon, we include the behavioral construct of eWOM, which reflects the propensity of consumers to engage in social media activities related to their dining experiences. The notion underlying this proposition is gastronomy as a symbol of social reciprocity. This concept suggests that people are inclined to give something back to sources of benefits (S. Q. S. Q. Liu et al., 2019). In a business context, consumers try to reward companies that provide satisfactory and pleasant offerings with loyalty, future purchases, recommendations, positive WOM, and positive reviews (C.-H. C.-H. Liu et al., 2022). This rewarding mechanism is known as general reciprocity and often is rooted in consumers’ feelings of indebtedness and gratitude (Palmatier et al., 2009). Social media platforms provide suitable grounds for consumers to reward restaurants with fandom, recommendations, and positive reviews (S. Q. S. Q. Liu et al., 2019). Therefore, we hypothesize: 
H8: In the context of full-service restaurant online food ordering, memorable experiences have positive effects on customers’ eWOM. 

METHODOLOGY AND DATA COLLECTION 
To analyze the conceptual model developed in this paper, we designed an online questionnaire to recruit respondents from the United States. As recommended by Hulland et al. (2018) we posted the survey link on CloudResearch, allowing us to reduce the bias of respondent non-naivete by excluding Mechanical Turk (MTurk) workers who had too much experience with survey tasks. Our quantitative study instructed respondents to choose one experience when they ordered food online from full-service restaurants within six months of taking the survey. We collected a total of 362 questionnaires through this platform between February and March 2021. After deleting 26 responses from respondents who did not successfully pass the attention check and filter questions, the final sample included 336 usable questionnaires. The sample included 62.5% male, 42.6% aged 25 to 34, and 16.1% aged 35 to 44. 
We adapted existing scales to the digital context to measure the exogenous factors: 10 food quality items (Han et al., 2019), three items related to perceived healthiness (S. Q. S. Q. Liu et al., 2019), seven promotional innovativeness items (E. Kim et al., 2018), five items for authenticity (Shafieizadeh et al., 2021), and nine menu quality items (Brewer & Sebby, 2021). Respondents also reported their memorable experiences according to four items adapted from Cao et al. (2019), three items for brand preference (Erkmen & Hancer, 2019), three items for willingness to pay a price premium (Kiatkawsin & Han, 2019), and four items for eWOM (S. Q. S. Q. Liu et al., 2019). Respondents rated the items using seven-point Likert scale ranging from 1 = “strongly disagree” to 7 = “strongly agree.” The items were displayed in random order to minimize response bias and halo effects (Hulland et al., 2018). We also implemented other procedural remedies recommended by Hulland et al. (2018) to minimize potential common method variance. We used partial least squares (PLS)-based structural equation modeling (SEM) to analyze the data (Hair et al., 2021).

RESULTS
First, we assessed levels of reliability and validity to test the psychometric properties of the scales using SmartPLS 3. We assessed indicator reliability following the recommendation of Hair et al. (2021) and retained items with factor loadings above 0.70. This process resulted in the removal of two food quality items (“An adequate amount of food and beverage was provided” and “The color of the food and beverage looked good”) and three menu quality items (“The restaurant’s menu provided a good description of the food being offered,” “The menu provided clear details about ingredients and food preparation methods,” and “The menu provided enough details for me to decide whether the food being offered would be a good fit for my appetite”). 
Second, we assessed internal reliability using composite reliability coefficients with a threshold of .70 (Hair et al., 2021). The values were all greater than .70, indicating good reliability. We assessed convergent validity with the average variance extracted for each factor, requiring that it was above .50 (Hair et al., 2021). 
Third, to check for collinearity, we examined variance inflation factor values. All items were below 5.0, as recommended by Hair et al. (2021). Overall, no multicollinearity problems emerged across the factors. 
Fourth, we assessed discriminant validity following the method outlined by Fornell and Larcker (1981). The square roots of the AVE all exceeded the correlations among their respective factors. The heterotrait-monotrait ratio of correlations also respected the threshold of less than .90 (Henseler et al., 2015), showing further support for discriminant validity. Convergent and divergent validity and reliability analyses resulted in five exogenous factors and three endogenous factors to be interpreted through memorable experience.
To assess the path coefficients, we performed a complete percentile bootstrap procedure with 5000 subsamples on SmartPLS 3 (Hair et al., 2021). Regarding the effect of the exogenous factors on memorable experiences, we found that food quality has no direct effect on memorable experiences (β = .054, p > .05). However, perceived healthiness (β = .147, p < .01), promotional innovativeness (β = .281, p < .001), authenticity (β = .299, p < .001), and menu quality (β = .155, p < .05) all contribute to memorable experiences. In turn, memorable experiences influence brand preference (β = .381, p < .001), willingness to pay a price premium (β = .515, p < .001), and eWOM (β = .601, p < .001). 
We assessed predictive relevance using R square (R2). Most of the values are above .50, indicating a high level of predictability for memorable experiences (R2 = .553), brand preference (R2 = .510), and eWOM (R2 = .507; Hair et al., 2021). Willingness to pay a price premium (R2 = .359) has moderate explanatory power. Finally, the standardized root mean residual indicates a good fit of the model with a value of .05, below the threshold of .80 proposed by Maydeu-Olivares et al. (2018) to assess the exact fit of SEM models. 

DISCUSSION AND CONCLUSION
Full-service restaurants experienced a severe drop in sales due to on-site dining restrictions throughout the COVID-19 pandemic. Online food ordering offered full-service restaurants much-needed support. In 2021, full-service restaurant digital orders jumped by 237% to hold 16% of digital restaurant food orders in the United States (Statista, 2022). The revenue of the online food ordering market in the U.S. is forecast to see a steady increase over the next years. The number of users forecast for the online food ordering market in the U.S. is also expected to grow year-over-year (Marchesi & McLaughlin, 2022; Statista, 2022).
However, most studies on full-service restaurants have focused on attributes (e.g., servicescape, social environment, atmosphere, and service delivery) that influence diners’ on-site experiences (e.g., Zhao & Bacao, 2020). Yet many of those attributes are losing relevance in food takeout and delivery market trends that are transforming the restaurant industry (Sigala, 2020).
Therefore, it is necessary for practitioners and academics in the fields of hospitality and services to identify the service attributes that suit the recent online food ordering trends and make recommendations for their enhancement. Accordingly, we identify and define five service attributes and three behavioral outcomes that are most suited to the context of full-service restaurants’ online food ordering experiences. 
Overall, our model shows that four of the attributes we identify are influential in determining the three outcome variables of the study through the creation of memorable dining experiences. We find that perceived healthiness, promotional innovativeness, authenticity, and menu quality are the key drivers of memorable dining experience in the context of full-service restaurant online food ordering, which is in line with the propositions and arguments outlined in our literature review. Moreover, as predicted, memorable dining experiences significantly influence the brand preferences of the respondents, their intention to pay price premiums, and the likelihood that they engage with social media to post positive reviews, become fans and encourage others to have similar experiences. 
Theoretical Implications 
We make two novel contributions to services marketing and hospitality literature in terms of relevant variables to the context of full-service restaurant online food ordering. 
Relevant Outcome Variables 
We identify and empirically test three outcome variables that may be more relevant to the online food ordering context than traditional outcome variables used in existing studies regarding on-site dining. We choose brand preference because of its ability to predict consumers’ final choices when there are several competing alternatives in their consideration sets (McFadden, 1986). On-site diners tend to have fewer alternatives in their consideration sets due to factors such as location, familiarity, and service-related aspects of restaurants. However, because food delivery applications host similar products, customers can choose from many alternatives. Therefore, brand preference is a more realistic predictor of customers’ final choices than intention-related constructs, and our model prioritizes the formation of brand preferences for full-service restaurants in the takeout and delivery markets. 
Our model includes price premiums, reflecting the higher prices charged for food deliveries. Restaurants charge higher prices to cover the service charges and commissions imposed by delivery companies (B. X. Chen, 2020). However, many service elements (e.g., service settings, atmospherics, socialscapes, table service, staff) that create a sense of financial value for the customers by providing sensory and affective pleasure, are absent at the point essential for restaurant operators and academics to understand consumers’ responses to higher prices and determine what factors shape those responses. Our study contributes by showing that when consumers have memorable experiences from their full-service restaurant online food ordering, they are more inclined to pay the extra costs charged by food delivery companies. 
Our model also comprises eWOM because of its ability to reach a wider audience than traditional WOM constructs. In addition to spreading positive recommendations of restaurants to others (WOM), eWOM comprises more interactive customer behaviors, including fandom activities (e.g., posting personal experiences with brand services, following pages or hashtags, and giving likes or comments). eWOM could be significant informational inputs for companies and serve as low-cost advertisements circulated by its customers. Our study is among the first attempts to investigate the propensity of diners to engage in social media and eWOM activities related to their online food ordering services of the restaurant. 
Relevant Independent Variables 
One major contribution of our study is the identification of five relevant stimuli that shape diners’ experiences, according to our focus on full-service restaurant online food ordering context. Therefore, we highlight only elements that restaurants can practically and feasibly manage or enhance. We do not consider elements that restaurants cannot directly control (e.g., food delivery experience and website quality), even though such elements may influence diners’ experiences (Ray et al., 2019). 
In past studies, the perception of authenticity was formed by diners’ evaluations of not only the food that was served but also the service environment, ambiance, and social setting of the restaurant. However, the current study argued and empirically supported that for online food ordering, where only the food served remains as the sole projection of authenticity, perceived authenticity still plays a significant role in creating customers’ memorable experiences. 
In addition, perceived healthiness was previously studied in the context of restaurants labeled as sustainable, green, organic, or environmentally friendly (e.g., Shin & Mattila, 2019). Those studies showed the important role perceived healthiness played in determining the consumer’s favorable/unfavorable attitudes toward the food (Shin & Mattila, 2019), as well as their future dining/food-choice behaviors (Hur & Jang, 2015; L. Lu & Gursoy, 2017). The findings of the current study corroborate that the perception of healthiness also plays a significant role in creating memorable dining experiences for customers in a full-service restaurant online food ordering context. 
This study also suggests that promotional innovativeness of restaurants and their menu quality play an influential role in creating memorable dining quality has been studied in abundance; however, promotional innovativeness is a relatively new concept in hospitality literature (e.g., E. Kim et al., 2018). The existing studies suggest that both promotional innovativeness and menu could serve as communication tools for restaurants to convey information to customers and also to affect those customers’ expectations, desires, attitudes, and behaviors. We introduce these factors to the full-service restaurant context and demonstrate their influential role in shaping diners’ experiences, particularly in an online food ordering context. 
Contrary to our predictions, no significant association between food quality and memorable dining experience is found. It probably stems from the drivers of memorable dining experiences, that is, factors that reflect hedonistic aspects (e.g., sensory, affective, social) of a consumption experience rather than solely utilitarian aspects of food consumption (Cao et al., 2019). 
Practical Implications 
Because this transformation in the business model of restaurants and the consumption behavior of customers is likely to remain even after the COVID-19 pandemic is under control, it is essential for restaurants to identify the attributes that make them stand out from their competitors. Understanding factors of differentiation in a newly digitalized context of full-service restaurant has practical relevance, because consumers who use takeout and delivery services choose from various restaurants. Our study provides significant practical implications to help restaurant managers position their services. 
In light of our results, we identify perceived healthiness, promotional innovativeness, authenticity, and menu quality as key factors influencing customers’ choices in the context of full-service restaurant online food ordering. These factors should be incorporated into the whole consumption journey of customers, from pre-ordering touch points (i.e., promotional innovativeness, authenticity, and menu quality) through the actual consumption (i.e., perceived healthiness, food quality, and authenticity) and the post-consumption stages (i.e., paying price premium, forming brand preference, and intending to engage in eWOM). A well-crafted digital presence aligned with highly optimized delivery processes would be key to the implementation of these elements. 
As digital channels have become the primary source of information for diners, knowing how to leverage marketing tools in these channels is essential. These require both the foundational necessities (e.g., up-to-date mobile-optimized websites; social media outlets; and tools for geotargeting, behavioral targeting, search targeting, and context targeting potential diners) as well as uniquely designed content marketing appeals (e.g., visuals and copies, value- propositions, presentation of the menu). Examples of tools for endorsing promotional innovativeness, authentic and healthy perceptions would be narratives of the culinary journey of ingredients, inspirations that Chefs use for their cooking, and behind-the-scenes glimpses (W.-L. W.-L. Lee et al., 2022). Similarly, menu quality, authenticity, and health-related appeals for the customers can be enhanced with a crisp, easy-to-read, visually-rich menu that provides short narratives of the culinary processes of the food and their nutritional contents (e.g., anti-oxidants, omega-3-rich food, and sought-after minerals and vitamins). 
Again, for the delivery and consumption touch points, healthiness and authenticity should guide the restaurants in designing, arranging, and packaging the food. At the core level, restaurants must ensure the food is packed and properly delivered (e.g., freshness, no spillage). Further, restaurants should also let current societal values and concepts (e.g., Instagrammable moments, sense of surprise) guide them in creating memorable unboxing and consumption experiences for their customers. Additionally, providing materials such as instructions and tips for serving and consumption of the food, leaflets for providing gastronomical knowledge to the diners, gift cards, and even handwritten appreciation notes by the chefs would create a sense of value for the customers. All these techniques would make them more engaged and more willing to make future purchases and become promoters of the restaurant in digital environments. 
Limitations and Future Research 
Our study included a variety of full-service restaurants. The memorable experience between the lower and higher range of the selected restaurants might be different, influencing our outcomes. Future research might categorize full-service restaurants to compare if any significant differences between family dining, casual dining, and fine dining outcomes exist. Because our research context is relatively novel, there are several research opportunities to develop. For example, as categorized by Wirtz et al. (2020), customers fall into four groups – elite, snobs, middle class, and lower class – each of which may respond differently to the services they receive. Therefore, continued studies could expand the interpretations of our model by conducting sociodemographic segmentation to compare the responses among those four groups. For example, authenticity could be broken down into objective, existential, and constructive authenticity (Q. Chen et al., 2020). 
Lastly, since the objective of this study was to identify potential factors that could affect the memorable experience of diners in the context of food delivery, the current research measured all its constructs by using the scales developed in the previous literature. Accordingly, based on current trends in the restaurant industry, potential practical recommendations were made. To provide further insights into the applicability of these trends and ideas, we recommend future experimental studies to investigate each of the constructs with a more detailed perspective. For instance, different types of promotional innovativeness, authenticity, healthiness perceptions, and menus could be studied to provide a more detailed understanding.
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