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Abstract⸺ The fast advancement of information and 

communication technology, and increased Internet penetration, 

have altered the nature of consumers' everyday activities with a 

majority of offline activities switching to online activities. This 

is a common occurrence across the commercial sector, and the 

fast-food industry is no exception. Although this area of online 

fast-food ordering has been researched by many academics, 

fewer studies have been conducted in the Sri Lankan context. As 

a result, this study aims to bridge the knowledge gaps and make 

suitable recommendations for increasing the quality of online 

fast-food ordering. In this study convenience, website quality, 

quality of food, and social influence have all been identified as 

factors that impact online fast-food ordering, whilst consumer 

satisfaction serves as a mediating variable. Findings from 384 

respondents aged 20 to 40 years old residing in the western 

province, Sri Lanka revealed that website quality is the most 

influential element while convenience has no influence on online 

fast-food ordering intentions. Customer satisfaction was also 

discovered to mediate the relationship between website quality, 

quality of food, and online fast-food ordering intention, as well 

as social influence and online fast-food ordering intention. 

Finally, premised on the discussions, recommendations have 

been made in the areas of promotion, food delivery, food quality, 

website design, and advertising. 

Keywords⸺ Online Food Ordering Intention, Millennials, 

and Generation Z, Online Food Ordering Systems  

I.INTRODUCTION  

Lanka Property Web [1] claims that Sri Lanka’s e-
commerce marketplace is growing stronger and faster with the 
combination of the proliferating internet penetration and 
mobile penetration, which was 115% in 2017.  

Customers nowadays are accustomed to researching the 
product before purchasing it, “According to the E-commerce 
Foundation, 88% of consumers investigate product details 
before making an online or store purchase" [2]. As a result, 
restaurants should ensure their websites are informative, up-
to-date, reliable, relevant, and engaging. This implies the 
creation of a professional website that will enhance the 
company's online presence, which is considered costly. E.g., 
[3] have packages that range from 60, 000 LKR to 140,000 
LKR depending on the size of the e-commerce.   

However, regardless of the growth of Online Fast-Food 
Ordering (OFFO), there are a few issues, such as if a restaurant 
launches an online ordering website, it will initially only be 
open to the Colombo district . Studies show that most online 

eateries or restaurants usually test the Colombo market prior 
to expanding to other districts. Thus, customers out of 
Colombo who desire to make online purchases are 
discouraged by this. OFFO has been increasing in the past few 
months as Sri Lanka is under travel restrictions to reduce the 
spread of coronavirus. This resulted in an increase in food and 
grocery item orders over the internet via social media 
(WhatsApp, and Facebook) or the company website 
(Keellssuper.com, cargillsceylon.com). However, most of the 
delivery was limited to Colombo and the suburbs.  

Sri Lanka’s millennial population is comparatively higher 
than other generations. Millennials also have more purchasing 
power, as they are an immense part of the workforce. 
Furthermore, as they spend more time online, thus it can be 
assumed that usage of digital marketing strategies would be 
the most efficient way to attract them. Therefore, it is 
important for managers to recognize the factors that influence 
Online Food Ordering (OFO) intention to develop business 
strategies and expand the millennial consumer base. Thereby, 
restaurants will be able to maximize profits by making 
effective decisions and attracting the market outside the 
Colombo district. 

II.LITERATURE REVIEW 

To select independent variables, this study conducted a 
systematic review of literature by following the article 
selection procedure proposed by [4]. The parameter content 
from [4] was selected appropriately during the literature 
review. 

A. Theories and models related to Online food 

ordering (OFO)  

- Theory of Planned Behavior (TPB) 

The TPB is based on the belief that human behavior is an 
outcome of a person's intention to engage in a particular 
behavior [5]. Intentions are anticipated to capture the 
motivational factors that influence behavior; they are 
indications of how hard people are willing to try, and how 
much effort they are planning to exert, in order to perform 
their behavior [5]. TPB states that subjective norms, attitudes, 
and perceived behavioral control influence intention.  

- Technology Acceptance Model (TAM)  

TAM theory was introduced by [6] and it explains and 
predicts the new technology acceptance among potential users 



 

 

[7]. According to TAM, two factors influence an individual’s 
intention; perceived ease of use and perceived usefulness. 
TAM acts as a backbone for studies that are related to online 
shopping. Perceived usefulness is defined by [6] as the user’s 
belief that using technology will improve their performance. 
Perceived ease of use is defined as the degree to which an 
individual believes that using a particular system would be 
free from effort, in other words, it determines a person's 
attitude toward using that technology, which in turn 
determines their intention to use it.  

B. Empirical evidence 

- Convenience  

On weekdays, urban residents lack time to cook a meal or 
walk into a restaurant. According to the OFD context, 
convenience is described as the "perceived time, expense and 
energy needed to encourage the use of the OFD system," In 
fact, for a restaurant to facilitate potential sales, the program 
must reach the optimal degree of convenience [8]. Customers 
that are convenience-based will always consider time and 
effort [8]. Convenience mainly has two dimensions of 
shopping; where to shop and when to shop. According to [9], 
customers do not visit multiple outlets prior to purchase, thus 
online shopping makes obtaining pre-purchase information 
costs lesser simultaneously providing the customer with a 
broad array of product alternatives. They prefer shopping at 
home as it eliminates the frustrations of driving through 
traffic, looking for a parking space, and long checkout lines. 
A study on consumers’ perception of OFO by [10] concluded 
that convenience is the second most influencing factor for 
OFO. Moreover, researchers [8] stated that convenience 
motivation positively impacts OFD and that once the desired 
level of convenience is met, people will continue to order food 
online. Similarly, [10] revealed that convenience is the second 
most influencing factor for OFD. Consequently, H1 was 
developed as follows. 

H1 - Convenience influences customers to order fast- 
food online. 

- Website quality  

Multiple studies have claimed that website quality is a 
clear indicator or signal for customer satisfaction. It consists 
of factors such as customization, community, character, 
interactivity, ease, and choice [11]; information quality, 
connectivity playfulness, and learning [12]; website design, 
communication, order fulfillment, security/privacy; 
interactivity, informativeness, sensitivity to security, and trust. 
Generally, the system’s quality, information, and service 
standards are essential antecedents of customer satisfaction for 
website quality [13]. According to a study by [14], an 
important element in adopting e-commerce and government 
policy initiatives is technology infrastructure which is the key 
to building internet confidence and improving Tanzanian 
technology infrastructures. More comprehensive product 
information contributes to improved purchase choices and 
customer satisfaction [14]. According to [15], no matter how 
comprehensive the quality of a site, a customer who has 
difficulty finding and accessing the correct details is likely to 
leave the site. Mukherjee and Nath [16] revealed that 
perceived value on privacy and website security features are 
the key antecedents of trust that ultimately positively affect 
customer behavioral intention. Furthermore, [17] stated that 
website characteristics significantly impact online shopping 

intention. Therefore, the following hypothesis has been 
developed. 

H2 - Website quality influences customers to order fast- 
food online. 

- Quality of food 

The focal point in the quality of food is freshness, 
healthiness, presentation, and how well it is cooked; these are 
the influential factors for a customer’s satisfaction and to 
make a re-purchase. Studies on fast food restaurants revealed 
that the quality of food is connected to satisfaction and is a 
potential determinant of customer satisfaction [18, 19]. 
According to an empirical study on key success factors of 
OFO services, it was discovered that food characteristics such 
as freshness, presentation, and healthiness are essential for 
operating OFO services successfully. Similarly, a study by 
[20] revealed that consumer preferences in choosing food are 
based on several sensory characteristics such as taste and 
texture and non-sensory characteristics such as health, 
religion, and ethics. However, a study by [21] stated that 
presentation, variety, healthier options, taste, freshness, and 
temperature are important indicators of food preferences. 
Hence, this research will be tested to see whether the quality 
of food is a significant factor that could influence OFFO 
intention. Consequently, H3 was developed. 

H3 - Quality of food influences customers to order fast-
food online. 

- Social influence  

Social influence is one of the most significant factors 
recognized in relation to consumers using or refusing 
applications for digital commerce. Alalwan [22],  defined 
social influence as the degree to which a person perceives that 
the new method should be implemented by significant others 
(friends, family, leaders, relatives, colleagues). In a study that 
analyzed online buying intentions, [23] identified three 
components of social power, namely friends, family, and 
media. Verkijika [24] found in a study that social influence 
may play a pivotal role in projecting the customer's intention 
to use mobile commerce applications. Khalilzadeh et al. [25] 
also claimed that social influence positively affects the 
intention to use mobile payment. However, a study on food 
delivery applications in Thailand by [26] concluded that social 
influence has the most impact on purchase intention.  
Moreover, a study on OFD apps  [27] concluded that social 
influence positively influenced continuous intention to use 
food apps. However, through analyzing data, this study will 
demonstrate whether social influence effects OFFO intention 
or not. Consequently, H4 was developed as follows. 

H4 - Social influence influences customers to order fast- 
food online 

- The mediating role of Customer Satisfaction  

Consumer satisfaction is vital in the service industry 
because satisfied consumers reward companies with positive 
behaviors. In a study conducted by [28] to explore customer 
satisfaction in an ethnic restaurant segment, customer 
satisfaction is seen as a cognitive assessment of service or 
food quality and affective elements generated by consumption 
experiences. According to [29]’s study, various factors were 
proven to affect customer satisfaction, including the physical 
environment, food, and price. Mansah and Mansah [29] 
revealed that the three elements contributing to overall 



 

 

customer satisfaction with the restaurant are good food, good 
service, and a pleasant background.   Meanwhile, research 
conducted by [30] refers to the services-cape as the 
fundamental factor contributing to customer satisfaction in a 
restaurant which involves food, physical provision, 
environment, and service provided throughout the meal 
experience. Thus, using the findings of the existing literature, 
this study also tested whether customer satisfaction mediates 
the relationship between convenience, website quality, quality 
of food and social influence, and OFO intention. 
Consequently, H5, H6, H7, and H8 were developed as 
follows.  

H5 - Customer Satisfaction is a significant mediator between 

convenience and OFFO intention. 

H6–  Customer satisfaction is a significant mediator between 

website quality and OFFO intention. 

H7–  Customer satisfaction is a significant mediator between 

the quality of food and OFFO intention. 

H8–  Customer satisfaction is a significant mediator between 

social influence and OFFO intention. 

C.  Summary of Empirical Evidence  

Table Ⅰ: Summary of empirical evidence 

Source: Developed by the researcher 

Theories Empirical findings 

 Variables Authors 

TPB (Fishbein and Ajzen 1980) 
Factors that affect behavioral 
intention: 

- Attitude 
- Subjective norms  
- Perceived behavioral 

Social influence [24-27] 

Website quality [11-14] 

Quality of food [18-21] 

TAM (Davis 1986) 
Factors that affect behavioral 
intention: 

- Perceived ease of use 
- Perceived usefulness 

Convenience [8-10] 

Customer 
Satisfaction 

 [28-30] 

 

III. RESEARCH DESIGN AND METHODOLOGY 

A. Conceptual Framework 

The following conceptual framework was developed to 
address the research questions:-. 

Figure Ⅰ: Conceptual Framework. 
Source: Developed by the researcher. 

B. Research Design 

This study was aimed to study and identify a variety of 
factors that are likely to influence millennials' OFFO in Sri 
Lanka. Therefore, as this research requires a large sample base 
to be examined, positivism philosophy has been employed. In 
this study, a deductive approach was utilized since it develops 

a hypothesis based on pre-existing theory and then formulated 
a research approach to test it [31]. Although many strategies 
are available, the researcher has used survey questionnaires to 
gather data. It is more applicable than other research strategies 
since it allows data to be analyzed quantitatively. 

C. Sample Collection 

a) Sample Method and Sample Size 

This study has used convenience sampling as respondents 
or online shoppers survey selected from each district in the 
western province using the non-probability convenience 
method based on availability. The population of this study was 
both male and female, aged between 20 to 40 years. As the 
millennial and Gen Z population in the Western province is 
approximately 1,927,316 the sample size is 384 at a 95% level 
of confidence. 

As this research intends to discover the factors that 
influence OFFO intention, the study’s unit of analysis is 
individuals in the millennial category residing in the Western 
province of Sri Lanka, because the study aimed to collect data 
from each and every individual in order to study, assess and 
evaluate their intention. Data for this study was collected 
through primary resources such as online-based structured 
questionnaires. Furthermore, the secondary resources will be 
collected from websites, reports, journals, articles, and 
textbooks. The instrument that was used to gather data is a 
self-administered online questionnaire containing close-ended 
and open-ended questions, which was distributed via Google 
forms.  It was chosen to ensure that the responses are unbiased 
and because it is easier to question a large number of people 
in this manner. 

b) Method of Analysis  

A questionnaire based on a Likert scale was developed, 
and Statistical Package for Social Sciences (SPSS 22) was 
used to analyze the data gathered. Reliability measures were 
used to identify and determine the feasibility of the study. 
Moreover, finally, the descriptive statistics hypotheses were 
tested in the final data analysis. For better and easier 
understanding data will be presented in tables. In addition, 
multiple regression analysis was used to test the hypothesis, 
which will show the impact the independent variables have on 
OFFO intention. SPSS 22 has been used as a statistical tool by 
the researcher to analyze data. All independent, dependent, 
and mediating variables were subjected to, reliability tests, 
and normality tests before the main study. 

IV. DATA ANALYSIS 

A.  Descriptive Statistics for Sample Profile  

The questionnaire was distributed among 384 individuals. 
The researcher received all 100% of the sample size as 
research was conducted online via Google Forms, which 
allowed a quick distribution among different demographic 
groups. 

Table ⅠⅠ: Sample profile 

Source: Developed by the researcher 

Type of Questionnaire Distributed Received Response 
Rate 

Online (Google Forms) 600 384 64% 

The total number used for the main study 384 

 



 

 

B. Reliability of the Main Study  

Reliability tests were performed, to determine the main 
study's internal consistency. Although the pilot study results 
did not follow the general rule of thumb, all of the variables in 
the main study have obtained well over 0.70 Cronbach's alpha 
value. As a result, the findings suggest that this study exhibits 
internal consistency. 

Table ⅡⅠ: Cronbach's alpha of all variables  

Source: Developed by the researcher 

 

Variable 
Cronbach

’s Alpha 
Reliability Conclusion 

Convenience 0.714 0.714 > 0.7 Reliable 

Website Quality 0.765 0.765 > 0.7 Reliable 

Quality of Food 0.711 0.711> 0.7 Reliable 

Social Influence 0.705 0.705 > 0.7 Reliable 

Customer 

Satisfaction 
0.802 0.802 > 0.7 Reliable 

Online Fast-food 

Ordering 
0.846 0.846 > 0.7 Reliable 

C. Correlation between Independent Variables and 

Dependent Variable. 

Table Ⅳ: Correlation Analysis Results 

Source: Developed by the researcher 

Independent 

variables 

Pearson 

Correlation 

Significance of 

the relationship 

Convenience  0.538 0.000 

Website Quality 0.646 0.000 

Quality of Food  0.547 0.000 

Social Influence  0.634 0.000 

 
As per Table 4.3, the Pearson correlation values of 
independent variables are positive and significant at a 
significant level of 0.000. Thus, a positive correlation exists 
between independent variables and OFFO intention. 
 

D. Analysis of the Mediating Effect of Customer 

Satisfaction: Output of Sobel test 

 
Table Ⅴ: Output for Sobel Test 

Source: Developed by the researcher 

 Test Statistic P Significance 

Mediation of customer 
satisfaction on 
convenience and OFFO 
intention 

10.16668783 0 Significant  

Mediation of customer 
satisfaction on website 
quality and OFFO 
intention 

9.74107453 0 Significant 

Mediation of customer 
satisfaction on quality of 
food and OFFO intention 

11.44466931 0 Significant 

Mediation of customer 
satisfaction on social 
influence and OFO 
intention 

10.25105878 0 Significant 

 

Regression coefficients and standard errors were fed into an 
online Sobel test calculator, and the results are summarized 
in Table 4.4. Since all the p values of the test are less than 
0.05 which is the general rule of thumb, it is evident that 
customer satisfaction plays a role as a mediator or acts as a 
mediating variable. Therefore, it can be derived that customer 
satisfaction is a significant mediator between convenience, 
website quality, quality of food and social influence, and 
OFFO intention. Hence, null hypotheses H05, H06, H07, and 
H08 are rejected, whereas alternative hypotheses Ha 5, Ha 6, 
Ha7, and Ha8 are accepted.  
 

E. Multiple Regression and Hypothesis Testing 

Table ⅤⅠ: Regression Analysis Results 

Source: Developed by the researcher 

R Square = 0.677 

Adjusted R Square = 0.673 

Variable B 

Coefficient  
Signifi

cance 
Hypothesis 

Acceptance/ 

Rejection 

Convenience  0.033 0.417 H1 is Rejected 

Website 
Quality 

0.326 0.000 H2 is Accepted 

Quality of 
Food  

0.143 0.002 H3 is Accepted 

Social 
Influence  

0.230 0.000 H4 is Accepted 

Customer 
Satisfaction 

0.511 0.000 H5, H6, H7, and H8 
are Accepted 

 
Except for convenience, all variables strongly correlate with 
the dependent variable (OFFO intention). Also, when 
considering the significance of variables, only convenience is 
not significant as its significance is greater than 0.05, and its 
unstandardized coefficient beta is less than 0.10. Therefore, 
except for convenience, all variables positively impact the 
dependent variable when all the factors that determine the 
relationship between independent and mediating variables 
are considered. 

V. DISCUSSIONS                                                                

A. Achievement of Objectives 

 - To identify what are the factors that influence OFFO 

intention; According to the analysis of data, independent 
variables website quality, quality of food and social influence 
are factors that influence OFFO intention. Although 
convenience is backed by many researchers, this study finds 
that convenience is not a factor that influences OFFO 
intention. 

 - To identify the most significant factors that influence 

OFFO; According to the Beta value under standardized 
coefficient, the most significant factor that influences OFFO 
intention is Website quality which has a standardized 
coefficient beta of 0.402, followed by social influence and the 
least significant factor is the quality of the food which has 
0.386 and 0.087 respectively. 

 - To identify the relationship between convenience and 

OFFO intention; According to significance values in 
regression results in Table VI, for convenience, the value is 
higher than 0.05 (0.417 > 0.05). Also, the beta coefficient is 
0.033 which explains that there is only a 3.3% influence from 



 

 

convenience to OFFO intention among millennials and Gen 
Z’ers. Thus, it statistically proves that there is a negative 
relationship between convenience and OFFO intention. 

 - To identify the relationship between website quality and 

OFFO intention; As per significance values in regression, 
the value for website quality is less than 0.05 (0.000 < 0.05). 
Moreover, the beta coefficient is 0.338 meaning that there is 
a 33.8% influence on OFFO intention among millennials and 
Gen Z’ers. Accordingly, there is a significant positive 
relationship between website quality and OFFO intention. 

- To identify the relationship between quality of food and 

OFFO intention; The value for food quality is less than 0.05 
(0.002 < 0.05) according to significance values in regression 
results. Furthermore, the beta coefficient is 0.155 and as a 
result, the researcher can statistically prove that there is a 
positive relationship between food quality and OFFO 
intention. 

- To identify the relationship between social influence and 

OFFO intention; According to significance values in 
regression results, for social influence, the value is lesser than 
0.05 (0.000 < 0.05). Also, the beta coefficient is 0.225. 
Therefore, it proves that there is a significant positive 
relationship between social influence and OFFO intention. 
- To identify if customer satisfaction has a mediating effect 

between independent variables and dependent variable; The 
findings of the Sobel tests which have been performed to 
determine the mediating impact for variables, demonstrate 
that customer satisfaction is a mediating variable, leading to 
the acceptance of alternative hypotheses Ha 5, Ha 6, Ha 7, 
and Ha8.  

B. Relating findings to Literature review 

Many Convenience dimensions and definitions were 
mentioned in various studies, including [8] and [9],. 
According to recent studies by [8] and  [10] Convenience has 
an impact on OFO intention. Even though Convenience is 
backed by many researchers, this study reveals that 
Convenience is not a factor that influences OFFO intention 
among the millennial and Gen Z population. Website design, 
customization, privacy, and security are all critical elements 
in determining the website's quality. This study tested all 
above-listed dimensions and it revealed that website quality 
has an impact on OFFO intention and is the most significant 
factor. Food is the primary product that is being delivered to 
the purchaser in the OFFO context and its freshness, 
appearance, presentation, and healthiness are essential 
components in measuring the quality of food [18, 19]. 
Similarly, this study examined if the quality of food is a 
significant factor that influences OFO intention, and it was 
confirmed that quality of food does influence OFO intention.  
 
Many researchers have stated that social influence has a 
favorable impact on OFFO intention, including [25] and [26]. 
Likewise, this study claims that the second most independent 
variable that has a substantial impact on OFFO intention is 
social influence. No matter how innovative your product and 
how competitive your pricing is when it comes to the sale of 
any goods, customer satisfaction is critical. Researchers  [28], 
and [30] have all exploited it in their research. In numerous 
studies, customer satisfaction was revealed to be a mediator 
between convenience, website quality, food quality, and 

social influence. Following the literature, this study too 
investigated to check it out and indeed, Customer satisfaction 
does mediate, as demonstrated in table v. 

VI. CONCLUSION , LIMITATION AND FUTURE RESEARCH 

A. Conclusion and findings 

The main focus of this research was to determine the 
factors that influence OFFO intention among Sri Lankan 
millennials and Generation  Z. This study also aims to add 
more expertise and knowledge to the existing literature on 
millennials' plus Gen Z’s OFFO intends to provide tips, 
suggestions, and recommendations to restaurateurs in the 
western province on how to improve their digital marketing 
strategies. The following conclusions were drawn as a result 
of the research findings. 

According to website quality findings, millennials, and 
Gen Z’ers are highly concerned about the website's security 
because they prefer to make online payments, but they think 
exposing credit/debit card information is risky. It is also 
critical that the web site's content be updated regularly and that 
available delivery options be displayed to avoid any hassle 
when placing an order. The appeal or the attractiveness of the 
website, on the other hand, is not as critical as the other 
factors. As per the findings on the quality of food, the 
freshness of food is a critical element that would also affect 
the customer's loyalty towards the business. However, the 
quality of food is not comparable to the cuisine at the 
restaurant, according to the findings. This could be due to 
factors such as taste, presentation, appearance, or price. 
Furthermore, millennials do not appear to study the nutritional 
content, ingredients, or other factors before making a 
purchase. Millennials could be persuaded to order food online 
by offering promotional incentives, particularly credit card 
offers, which is the most preferred and popular form of 
payment. 

According to the findings of social influence, which is the 
second most significant factor, it can be seen that millennials 
and Gen Z’s purchase decisions heavily rely on feedback and 
ratings of the customers. Moreover, regardless of any 
promotional offers, individuals would always avoid specific 
restaurants and refrain from making online payments due to 
poor online food ordering experiences and feedback from 
family, friends, relatives, and colleagues. Millennials and Gen 
Z’ers also prefer trying reviews related to food on social media 
platforms like YouTube and websites such as Zomato, Yamu, 
etc., however, it does not seem to play a significant role in 
customers' purchase decisions. 

The millennial population in Sri Lanka is the largest and is 
currently employed, ranging from teenagers to adults. They 
spend the majority of their time on social media and try to do 
practically everything online, from banking to shopping to 
consulting doctors, because they are more techie than other 
generations. As a result, they are the most appealing group of 
people to encourage OFFO. With the growth of e-commerce, 
the market for OFFO is expanding in Sri Lanka. Although the 
OFFO sector is still in its infancy, several companies have 
managed to stay competitive and thrive. As a result, 
marketers, researchers, restaurateurs, and future online food 
ordering startups will benefit from this research. Businesses 
may also use the most influencing factors found in this study 
to develop efficient digital marketing strategies to attract more 
customers while retaining their existing customer base. This 
study could serve as a springboard for future studies in a 



 

 

variety of fields. Finally, recommendations are made in the 
areas of promotion, food delivery, food quality, website 
design, and advertising. 

B. Limitation and Future Research directions  

In terms of limitations, the study could not include all 
possible factors that might affect the OFFO where only four 
factors were explored to influence the dependent variable, 
however, there are many more elements that affect OFFO 
intention, which were not included in the research. In addition, 
the study employed the quantitative research method. If the 
researcher had focused on a qualitative point of view or a 
mixed method, would have gotten better responses and 
insights as well. The population of the study was limited only 
to residents from the western province. Hence, for future 
researchers, we suggest that more advanced new research 
could be conducted on a larger geographical scale. As 
individuals from different age groups do not share the same 
qualities and preferences, OFFO intention among different 
age groups can be investigated (i.e., over 40). Furthermore, we 
can conduct qualitative research by interviewing those who 
have not yet ordered food online. And also, for a more in-
depth examination, Future researchers could perhaps conduct 
research on specifically selecting one of the factors and its 
impact on the OFFO intention. 
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