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ABSTRACT

The aim of this study is to examine the influence of e-Service quality on customer
satisfaction towards online food delivery services in Malaysia. This study proposes a
conceptual framework based on e-SERVQUAL model examining the influence of
several dimensions of e-Service quality on customer satisfaction towards online food
delivery service among Malaysian customers. The dimensions studied in context of
online food delivery services were website design, reliability, responsiveness, trust
and personalization. Data were collected from 220 respondents in Malaysia using
online questionnaires through purposive sampling method. The empirical findings of
this research supported two out of five hypotheses proposed in the study. The
dimensions that show positive and significant influence on customer satisfaction
towards online food delivery services are website design and personalization. Website
design is found to be the most influential e-Service quality dimension on customer
satisfaction towards online food delivery services in Malaysia. The other three
dimensions reliability, responsiveness and trust do not have a significant influence on
customer satisfaction but do reflect a positive relationship with customer satisfaction
towards online food delivery services in Malaysia. For marketing managers and
academicians, this study provides with valuables insights on improving service quality
of online food delivery services and thus creating satisfied and loyal customers in the
long run.



o .“ 4 (4

o4 eall Loy Jo eSOV bl sogr 600 e anln ) odl Oug
reis Sl b IV et (3 (i) BGLe)) pe LAY oy las
26 AV ooy Sl ol Jols By (g rSIY) "I 058 e S5
aadly eVl By (eSO Bk enas a5V sl Bl @ 3L
I o ble @ Gliw YT+ r UL candy ¢ oal) B8y o anasll
U e 8 ey i) Bylall plisial Coud) due oo NPT W
(0 bl @ 2l VU e wlop et e e o]l 1D B
ol o S e 338V Loy wlais ol Sleall Loy e Ugay G2
BRI @5l ol OF ol lly (el 285 o aaeady 357S0Y1 S50
3 iSOV Sl 5392 Jlas 2l o Lend) Loy e BIE ST L) ge
Loy o S A6 U S L caadly mlnaaVlg B oY1 B0 sl O
Gyl gl e 55y ol Wa By tacley caiy et 28Y1 B3 08 €3l
o)l ¢ ey QLA je RV Lo lads s ped Jem oSV

Al Gl e W g oSy ek e sSlesll

i



APPROVAL PAGE

I certify that I have supervised and read this study and that in my opinion it conforms
to acceptable standards of scholarly presentation and is fully adequate, in scope and
quality, as a dissertation for the degree of Master of Science (Marketing).

Suharni Maulan
Supervisor

I certify that I have read this study and that in my opinion it conforms to acceptable
standards of scholarly presentation and is fully adequate, in scope and quality, as a
dissertation for the degree of Master of Science (Marketing).

Nur Kamariah Binti Abdul Wahid
Examiner

Fatin Husna Binti Suib
Examiner

This dissertation was submitted to the Department of Business Administration and is
accepted as a fulfillment of the requirement for the degree of Master of Science
(Marketing).

Noor Hazilah Abd Manaf
Head, Department of
Business Administration

This dissertation was submitted to the Kulliyyah of Economics and Management
Sciences and is accepted as a fulfillment of the requirement for the degree of Master
of Science (Marketing).

Hassanuddeen Abd. Aziz
Dean, Kulliyyah of Economics and
Management Sciences

il



DECLARATION

I hereby declare that this dissertation is the result of my own investigations, except

where otherwise stated. I also declare that it has not been previously or concurrently

submitted as a whole for any other degrees at [IUM or other institutions.

(Karishma Mahfuz)

SIGNALUTE ...eovieeiieieeieeeeeee e Date ....coecvveieieeeeee

v



INTERNATIONAL ISLAMIC UNIVERSITY MALAYSIA

DECLARATION OF COPYRIGHT AND AFFIRMATION OF
FAIR USE OF UNPUBLISHED RESEARCH

INFLUENCE OF E-SERVICE QUALITY ON CUSTOMER
SATISFACTION TOWARDS ONLINE FOOD DELIVERY
SERVICES

I declare that the copyright holders of this dissertation are jointly owned by the student
and I[TUM.

Copyright © 2019 (Karishma Mahfuz) and International Islamic University Malaysia. All rights
reserved.

No part of this unpublished research may be reproduced, stored in a retrieval system,
or transmitted, in any form or by any means, electronic, mechanical, photocopying,
recording or otherwise without prior written permission of the copyright holder
except as provided below

1.  Any material contained in or derived from this unpublished research may
be used by others in their writing with due acknowledgement.

2. IIUM or its library will have the right to make and transmit copies (print
or electronic) for institutional and academic purposes.

3. The IIUM library will have the right to make, store in a retrieved system
and supply copies of this unpublished research if requested by other

universities and research libraries.

By signing this form, I acknowledged that I have read and understand the IITUM
Intellectual Property Right and Commercialization policy.

Affirmed by (Karishma Mahfuz)

Signature Date




This dissertation is dedicated to my constant partner my husband, my beloved parents
and my sister who made me who I am today, and my sweet in-laws who always
supported me in achieving my dreams.

vi



ACKNOWLEDGEMENTS

All praises are due to Almighty Allah S.W.T, the most gracious and the most merciful
for making me capable enough to complete this thesis with full integrity and sincerity.

I would like to express my heartfelt gratitude to my supervisor Asst. Professor
Dr. Suharni Maulan for extending her helping hands and guidance in making this
thesis possible and worthy of submission. Her continuous support and instructions
have made this journey a lot easier and accomplishable.

Secondly, my gratitude goes to my beloved husband, parents and my sister
who have motivated and encouraged me to pursue my degree at all times, despite
staying away from them in a different country. I am forever grateful to them for their
love and inspiration in my life.

Above all, I am thankful to all my lecturers and fellow peers who have made

my postgraduate journey all the worthwhile and a great learning experience.

Vil



TABLE OF CONTENTS

AADSITACE ...ttt et ettt ettt ettt ettt et e e bt e e eabe e ente e e enbeeennee i
ADSIACE TN ATADIC «..iviiiiiie ittt et et il
APPTOVAL PAZE ....iiiieiiiiiiiciiiie et ettt e e et e e e trae s il
DIEAICALION ...t ettt e e et estne e vi
ACKNOWIEAZEMENLS ....eeeiviiiiiiiiiieeeiiie et eetiee ettt e et e e e ebee e stbeeessesnaeesssrseeeans vii
LSt Of TaBIES . .euvteiiiiiie ettt ettt et e s e e e es xi
LSt OF FIGUIES .ottt ettt e ettt e e et te e e e et ee e eeeeeeens xii
CHAPTER ONE: INTRODUCTION . ....ccccvvuiiirueicssnncsseicsssncssnsssssssssssnsssansssssssssssses 1
1.1 Background Of The Study.........cccuviiiiiiiiiiiiiiie e e 1
1.2 Problem Statement ..........oeiiiiiire ettt 3
1.3 ReSEArch ODJECIVES.....uiiieiiiieiiiie ettt et ee e e eerbe e e eerree e e eenaeees 6
1.4 Research QUESTIONS .......ccceiviiiiiieieeeeeiciiiteeeeeeeetietere e e e e setabrreaeeeseessersasaeaesesanes 6
1.5 Significance Of The Study ......ccccviiiiiiiiiiiiiiicce e 7
1.6 Definition Of TeIMIS. ...cccuviiiiiiiiiieiiiiee ettt 8
1.7 Organization Of StUAY .......occoiiiiiiiiii e e 9
1.8 Chapter SUMMATY ........oeieiiviieiieiieieieieeeeetie e e seieeeesraeeestbreesesesaeeessnneeeesnses 10
CHAPTER TWO: LITERATURE REVIEW .......ininininnrinsencssnnsssasssssssssnes 11
2 B 12 (06 L 1o T0 o PRSP 11
2.2 Customer SatiSTACTION ....c..veeriieeiiieiriie ettt et e 11
2.3 Service QUALIEY ..ueeieieeiiie ettt e et e et ae e et ee e e e e e e 14
2.3.1 Servqual Model For Measuring Service Quality ..........cccceevveieeeeniiirennnee. 15

2.4 E-Service QUAlItY ......ceoiiiieeiiiie ettt ettt e eeeee e e ee e ee e 17
2.4.1 E-Servqual Model ...........oooiiiiiiiieieeee e 20

2.5 Hypothesis Development ............ccueieiiiiiie it 22
2.5.1 Website Design And Customer Satisfaction............cceeceeeeeeriieieeneenenenee. 23
2.5.3 Responsiveness And Customer Satisfaction..........ccceeeeeeeeeeniieieeniir e, 28
2.5.4 Trust And Customer Satisfaction ...........ccueevueerrieeeiiieniiie e 31
2.5.5 Personalization And Customer Satisfaction ...........ccceecevieeeecieieenciirennee, 33

2.6 Chapter SUMMATY ......ccvvieeiiiiieeeiiee et eeeeeee e et ee e et ee s eeae e e eeeeesenseeaenes 36
CHAPTER THREE: RESEARCH METHODOLOGY .....ccoccevvvuuiirrneissueccssaencnns 38
3.1 INEEOAUCTION «.etiiiniiiieie ettt et ettt e et e et ee e ettt ee e snstae e e seeeeeennseeaenes 38
3.2 Research Method ........coooiiiiiiiiiiie e e 38

viil



3.2.1 Quantitative ReSEarch...........ccooiiiiiiiiiiiiiiiiiiic e 39

3.3 Research INStrUMENt..........oeiuiiiiiieeiie et 40
3.4 Sampling ProCedure ..........cooueiiieiiiiieeeiiee ettt 40
3.4.1 Sampling TeChNIQUE........cccciuiiiiiiiii e 41
3.4.2 Sample And Sample SiZe .......oooeviiiiiiiiiee e 42
3.5 Data CollECHOMN .....eeeieeiiiiee ettt et ee e e eeeae e e et ee e enseeeeenes 44
3.6 QuestionNaire DESIZN ... ..oceiiuiieeeiiee et e 44
3.6.1 Measurement TEEIML.........ceiiii ittt et 46
TR o (Sl T 1 YRR 49
3.8 Datd ANALYSIS..ccciiuviiiieiiieeieitieeeiie e et ee e ettt eeetb e e etbe e e e ettaaee e rbeaeeennraeaeanes 49
3.8.1 DeScriptive ANALYSIS .....ceeieiiiiiieeeiiiee et te et ee e ee et e e e e e ee e 50
3.8.2 Reliability ANalysiS.....cceeeeeiuiiieeiiiei ettt 50
3.8.3 Exploratory Factor Analysis (Efa) ........cccccoevvviiiiiiiiiiiiie e, 51
3.8.4 Correlation Analysis (Pearson)...........cccceeeeeiieireiiiieeniie e 52
3.8.5 Multiple Regression ANalysiS..........ccevvvereeriereeeiniiieeeerieieeeenieeeeerreeee e 52
3.9 Chapter SUMMATY ......cccvviiiiiiiieeeiiee s cieeeeeerreeeestieteeerreeesssteaeeesnsseaessnsseaennes 53
CHAPTER FOUR: DATA ANALYSIS AND FINDINGS......ccceeceeervunessaeressarasnes 55
4.1 TNEOAUCTION ..ottt et et et ee st eeeiaeeseae e e 55
4.2 Data SCTEENING.......vviieiiiirieeeiieeeesiteeeeetteeessereeeeebbeessssreeesssssseeesssseeesssssseeennes 55
4.2.1 MISSING DALA ....oeiiiiiiiiieeiiie ettt et erae e eetreee e senae e e tbeaesennsaeaeenes 56
4.3 DeSCriptiVe ANALYSIS ....vviiieeeiiieeeeiieeeeiiee e siieeeetteeeeetreeeeeearaeeesssseeeeesssaeaennns 56
4.3.1 Respondents’ Profiles..........coccviieeeiiieiiiiiiieeiieeeeiieee et e et ee e evae e 56
4.3.2 Descriptive Statistics Of Measurement Items And Constructs................... 58
4.4 Reliability ANALYSIS.....ccccveieeeeiiieeieiiieeeiiiee e siie e eetteeestieeeseeraeeeessseaesesssaeaennes 61
4.5 Exploratory Factor Analysis (Efa)........ccccceiiiiiiiiiiiie e 62
4.6 Correlation ANALYSIS .....c.ceiieeeiiieeieiiieeeciiee s sie e etteeesettreeeeeraeeesssbeeeeenraeaennes 65
4.7 Multiple Regression ANALYSiS........ccceeeeeeuvieiiiiieieeeiiieeeesieeeeevaeeeessreeeeeeraeeennes 65
4.8 Chapter SUMIMATY .....cccocuiiieeiiiieeeeieeeeeeiee e rite e e et tee e et eeeeeaee e snseeeseneeeeeanes 68
CHAPTER FIVE: DISCUSSIONS AND CONCLUSION......cccevvurerrueessaercssarecnns 70
B O 641 (o7 L o1 5 T)  IURRTSSR 70
5.2 Discussion Of Research QUeStioNS ...........cooevuiviiieieiiiiiiiiee e e e et e e e e e 70
5.3 TMPIICALIONS L.eieiiviieeiiiieeeeciie e eetie et ee e et ae e e etbe e ssnraeaeetreeeessssaeaesnsseeeesnses 76
5.3.1 Theoretical IMPlCAtIONS .........cceiiuiieiiiiieee et e 76
5.3.2 Managerial Implications ...........cccueieeiiiieieeiiiie et 78
5.4 RecOMMENAAtIONS ... ..euieiiiiiieeeiie ettt ee e et e ettt ee et ee e e et eeeeeeeeeeneeeeeeeneees 79
5.6 CONCIUSION .....eeiiiiiee et ettt ettt et e e ettt ee e et ae e e et e e e santeeeeneeeeaeeneees 81

1X



BIBLIOGRAPHY

APPENDIX I: QUESTIONNAIRE......cooutiiitinnnrensnnnsneensnnessnnecssnnsssseesssssssnnenss



Table 2.1

Table 2.2

Table 3.1

Table 4.1

Table 4.2

Table 4.3

Table 4.4

Table 4.5

Table 4.6

Table 4.7

Table 4.8

Table 4.9

LIST OF TABLES

Selected studies of SERVQUAL Model in different service

industries

Selected studies on e-SERVQUAL Model and its

dimensions

Measurement Items in the Questionnaire

Profiles of the Respondents

Descriptive Statistics of Measurement Items and

Constructs
Construct’s Reliability

KMO and Bartlett’s Test

Result of Exploratory Factor Analysis (EFA)

Correlation Analysis

Result of the Hypothesis Testing

Model Summary of Progression Analysis

ANOVA

X1

22

47

56

58

60

62

63

64

65

67

67



LIST OF FIGURES

Figure 2.1 Service quality and customer satisfaction towards online 36
food delivery service

Xi1



CHAPTER ONE

INTRODUCTION

1.1 BACKGROUND OF THE STUDY

Ever since Internet has been introduced to the world, it has gradually developed into a
vast platform for entrepreneurs and organizations. Today, in many developed
countries, the most widely used medium for buying and selling is regarded as the use
of Internet that offers round the clock availability of various options of products for
customers to choose. E-commerce, which we know as a new medium of business, has
eventually expanded swiftly as retailers are now offering consumers the ability to shop
online anytime and anywhere across the globe.

For many businesses, ranging from small to large organizations, consumers’
wide acceptance to the Internet has broadened opportunities for business owners.
Besides that, the new system of making payment online has made business
transactions easier for web-based services including the online food delivery services
(Kedah, 2015). According to Statista 2019, “In 2017, retail e-commerce sales
worldwide amounted to 2.3 trillion US dollars and e-retail revenues are projected to
grow to 4.88 trillion US dollars in 2021 (Schwandt, 2019). McKinsey and Company
also mentioned in their 2016 statistical data that the food delivery industry constitutes
of around €83 billion across the globe which represents one percent of the total food
market and four percent of food sold through restaurants and fast-food outlets
(Hirschberg, 2016).

As a result, the rise of the use of creating businesses online among Malaysian

consumers has also contributed to the increase of modern lifestyles and this has led to



the enhancement of urbanization (Sulastri, 2017). It has been observed that among
internet users, one of the highest number of users come from Malaysia which includes
around 67 percent of the total internet users’ population (Spykerman, 2013). Besides,
according to Euromonitor (2015), “The 100% home delivery market in Malaysia has a
value of RM253 million in 2014, and is expected to continue growth at 11 percent per

annum”.

Moreover, statistically, the consumer food service market in Malaysia has seen a
growth of about 16 per cent (16%), resulting to 20,235 units from the year 1999 to
2003 (Yusof, 2016). Inspired by the US adoption of internet for food businesses,
Malaysia has also witnessed a growth in food delivery startups in the rapidly growing
online food delivery industry and according to Eclnsider 2017, the food delivery
market size is expected to grow to annual revenue of USD $956M by the year of 2022
(Milo, EcInsider, 2018). Among the major market entrants of online food delivery
services, Foodpanda was the first delivery company to operate in Malaysia getting the
first mover’s advantage and along with that, other key players in the industry that
joined the bandwagon were Uber Eats, Honestbee, Running Man Delivery, FoodTime,

Dahmakan and the recently launched GrabFood (Kong, 2018).

Henceforth, observing this increasing population of users in online food retailing
industry as well as the rapid expansion of businesses catering to online food delivery,
it is important to understand how to satisfy these new customers based on the service
quality of the online food businesses (Goh, 2017). Notable amount of researches in
marketing have been conducted previously and studied the relationship between
service quality (Price, 1993); (Mohr, 1994); (Keaveney, 1995); (Lacobucci, 1995);

(Zeithaml, 1990). It is also evident that most of these researches have studied the



service processes, service representatives and service environment that play a role in
creating satisfied customers in a traditional environment rather than the online
landscape which is still limited in the existing literature (Jo, 2010). Hence, given the
role of significance of service quality on customer satisfaction, this paper conducted a
study that examined the influence of customer satisfaction in this rising online food

delivery service industry in Malaysia.

1.2 PROBLEM STATEMENT

According to most consumers, online shopping is very convenient because it helps
save their valuable time (Senauer, 1996). It has been observed that although
consumers visit stores for buying their desired products, they also prefer to save their
time and energy and look forward to a more convenience oriented shopping service
provided by the businesses (Lieberman, 1998). So it is needless to say that listening to
what customers want and satisfying them is highly significant, and as such service
quality and customer satisfaction are undeniably the two main concepts for both
conventional marketing theories and real life businesses in practice (Mackoy, 1996).
As a result, in today’s dynamic world which is highly competitive, the finest method
to attain competitive advantage over the competitors in the industry is ensuring that
the firm works to create satisfied customers who would want to come back by
delivering superior quality service (Shemwell, 1998).

Simply stated, customer satisfaction holds immense significance for businesses
to survive and maintain their sustainability as it is far more difficult to gain a new
customer than retain an old satisfied customer (Naumann, 1995). As a result, it is
important for business owners to satisfy their customers and at times, it becomes

difficult to maintain the performance of the ongoing services (Pizam, 1994).



However, in the internet retailing industry which is comparatively new and
emerging, business owners have been facing difficulty in maintaining the service
quality and with number of attempts to find out the key success factors for
maintaining high service quality and attaining customer satisfaction, the online food
delivery service providers have not witnessed any breakthrough success. (Ramus,
2013). Like many other innovations, the online business owners have been facing
challenges while operating as this practice is relatively new (Frambach, 1998).
Besides, the prevalent online grocery or food delivery service businesses have been
struggling to reach out to their customers due to logistical issues (Ring, 2001).
Research has shown that the major challenges that these online businesses are facing
mainly concern with late deliveries, less interaction with the customers, slow
response, over load of orders, etc. (Scarborugh, 2002). Other problems related to
consumer adoption include the ease of use of the websites, security concerns and
complicated methods of payment (Fowell, 2000). As a result, it has been observed that
the online food delivery service industry has been the slowest in growth compared to
the other service sectors in the market (Yusof, 2016).

For Malaysian context, there are also many challenges and difficulties that the
online food delivery service providers are facing. For instance, the rainy season in this
country can bring more trouble for food delivery services as the weather and country-
specific challenges are likely to occur while operating in Malaysia. Besides,
unprecedented occurrences like heavy rainfall, traffic jam or over load of orders can
cause difficulty in delivering orders on time (Hirschberg, 2016). For example,
Foodpanda has around 150 riders and it is very difficult for them to cope up with the
increasing number of orders in a day when they’re running on demand (Milo,

Eclnsider, 2018).



(Hence, to examine the factors that influence overall service qualities, many
researchers in the past have applied customer satisfaction theories to food services
(Almanza, 1994; Johns, 1996; Bitner, 1992; Cronin & Taylor, 1992; Parasuraman,
1991; Zeithaml, 1993; Boulding, 1993; Ostrom & lacobucci, 1995; Powpaka, 1996;
Zeithaml & Berry, 1996). All these studies have claimed that, in food businesses like
restaurants, customer satisfaction results in loyal customers and repurchase and re-
visit at the stores.)

Since the business in this online service delivery industry is increasingly
competitive where more new entrants are joining the race each day, the issue of
customer satisfaction towards this online food delivery needs to be further
investigated. As we know, the overall experience of the customer with the service
firm, i.e. the service quality, results in the customers’ satisfaction (Sureshchandar,
2002). However, recent studies in customer satisfaction and service quality concerning
the restaurant industry and now the online food delivery service arena have remained
limited (Kivela, 2009). Also, research on online grocery shopping or online food
delivery services has not been adequate for managerial implications as most of the
available studies have been found to be conducted in US market (Morganosky, 2011).
Thus, Malaysia as a developing country coping up with the US adoption of internet
for food businesses, has also witnessed a growth in food delivery startups in the
rapidly growing online food delivery industry and as such needs to investigate further
to study the relationship between service quality and customer satisfaction regarding
the online food businesses.

Therefore, to fulfill this gap, this research looks into the relationship between e-
Service quality and customer satisfaction towards online food delivery industry in

Malaysia.



1.3 RESEARCH OBJECTIVES

The study aims to achieve the following objectives:

1) To examine the influence of website design on customer satisfaction
towards online food delivery services.

2) To examine the influence of reliability on customer satisfaction
towards online food delivery services.

3) To examine the influence of responsiveness on customer satisfaction
towards online food delivery services.

4) To examine the influence of trust on customer satisfaction towards
online food delivery services.

5) To examine the influence of personalization on customer satisfaction
towards online food delivery services.

6) To identify the dimension of e-Service quality that has the most
influence on customer satisfaction towards online food delivery
service.

1.4 RESEARCH QUESTIONS

Based on the outlined objectives of the research, the research questions that need to be

addressed are as follows:

1) Does website design influence customer satisfaction towards online food

delivery service?

2) Does reliability influence customer satisfaction towards online food

delivery service?



3) Does responsiveness influence customer satisfaction towards online food
delivery service?

4) Does trust influence customer satisfaction towards online food delivery
service?

5) Does personalization influence customer satisfaction towards online food
delivery service?

6) Which dimensions of e-Service quality have the most influence on

customer satisfaction towards online food delivery service?

1.5 SIGNIFICANCE OF THE STUDY

This study will contribute to decision-making of online food delivery service
providers who want to deliver high service quality and attain customer satisfaction
through their offerings. As this study aims to identify the prime factors influencing
customer satisfaction in the contemporary online food delivery industry, it will help
the food delivery service providers operating online to gain information and direction
to attain maximum consumer satisfaction that will result in loyalty and return of
customers.

(Many researchers in the past have applied customer satisfaction theories to food
services (Almanza, 1994; Johns, 1996; Bitner, 1992; Cronin & Taylor, 1992;
Parasuraman, 1991; Zeithaml, 1993; Boulding, 1993; Ostrom & lacobucci, 1995;
Powpaka, 1996; Zeithaml & Berry, 1996). All these studies have claimed that, in food
businesses like restaurants, customer satisfaction results in loyal customers and
repurchase and re-visit at the stores.)

The use of internet and the operations of e-commerce businesses are on the rise

around the globe and Malaysia is no different from this revolution. Now the



conventional business paradigm has shifted towards digitalization and businesses are
being operated online to meet the consumer demands. So, for business owners to learn
how to deliver high quality service, sufficient research needs to be done in this rapidly
growing new industry so that customers of the online food delivery industry can gain
satisfaction using the service of different food operators. Henceforth, this study will
aim to benefit the online food delivery business owners to provide proper service to
their target consumers and give them valuable insights to the service providers of the

industry to gain maximum customer satisfaction.

1.6 DEFINITION OF TERMS

E-Commerce: The mode of businesses that are conducted on an online platform via
telecommunication networks for conducting business transactions, sharing of business
information and maintaining business relationships (Zwass, 2001).

Online Food Delivery Service: A virtual platform catering food to consumers
through unlimited choices of restaurants or a single restaurant delivering variety of
items from their menu, by which the customers avail facilities like personalized
service, quick delivery and easy communication with the salesperson (SernYeo,
2017).

SERVQUAL Model: A measurement instrument having 5-dimensions
consisting of tangibles, reliability, responsiveness, assurance and empathy developed
to measure service quality of an organization (Parasuraman, 1985; Zeithaml, 1988).

Customer satisfaction: The result of how a customer evaluates the
performance of the service they availed from the online food delivery service firm

(Kedah, 2015).



Website Design: The well-designed presentation of the firm that represents the
overall online food delivery service firm’s theme affecting how a customer perceives
the firm’s online service quality (S.Y. Chen, 2005) (C. Liao, 2006).

Reliability: The accurate representation of the product, on-time delivery and
exact orders and the extent to which the site of the online food delivery service firm
fulfils the expectations of the customers (Alpar, 2001).

Responsiveness: The ability of the online food delivery service firm to respond
accordingly to the customer’s queries and extend their helping hands to customers
who face complications while availing their service by providing them with quick
response and attention (Kim, 2006).

Trust: The customer’s belief in the online food delivery service firm regarding
the reputation of its site that represents authentic and believable information (Shin,
2015).

Personalization: The quality of the online food delivery service firm’s site to
customize every individual customer’s preference and style of purchase by easily

tailoring the site according to the customer’s choice (Zeithaml, 2000).

1.7 ORGANIZATION OF STUDY

Chapter One of this dissertation presents an elaborate background of the study that is
to be conducted along with an explanation of the specific online food delivery
industry that is being examined. After that, it highlights the problems or gaps in the
mentioned industry that the study aims to solve, by outlining the research objectives
and the research questions that need to be answered. Finally, this chapter illustrates

the significance of the study and several definitions of key terms relevant to the study.



Next, Chapter Two of this study depicts the past literature that were reviewed to
investigate the previous researches conducted on the subject. Besides, after thorough
literature review, this chapter identifies the key factors that influence service quality
and result in overall customer satisfaction in the online food delivery industry. At the
end, it represents the theoretical framework and the proposed model to be used
derived from hypotheses taken from past literature.

Then, Chapter Three portrays the methodology that is to be adopted for the
aimed research and contains the technique, sample size, research instrument and data

collection and analysis procedures.

1.8 CHAPTER SUMMARY

This chapter has presented and discussed the background of the study that is going to
be conducted. It highlighted the paradigm shift of the conventional business systems
to digitalization and e-commerce. Besides, the statement of the problem was
discussed, as this study will aim to address the depicted problem and try to fill in the
gaps of the online food delivery industry. Furthermore, this chapter also presented the
research objectives that need to be fulfilled through the study followed by the research
questions that need to be addressed. Then, the significance of the study has been
thoroughly discussed and finally, the definition of the key terms used in this study has

been highlighted for better understanding of the readers.

10



CHAPTER TWO

LITERATURE REVIEW

2.1 INTRODUCTION

Chapter Two of this study provides all the past literature that has been reviewed by the
researcher to investigate the relationship between service quality and customer
satisfaction. The previous researches that have been studied mainly highlight the
important aspects of service quality and customer satisfaction towards online retailing.
This chapter identifies the key variables that influence the service quality of an online
food delivery service that leads to customer satisfaction and develops hypotheses and
a proposed model to conduct the research intended.

As such, this study aims to study and review past literature on the relationship
between e-service quality and customer satisfaction based on the online service
industry and fill in the gaps of adequate study conducted on measuring different
dimensions of service quality that influence customer satisfaction towards online

delivery service.

2.2 CUSTOMER SATISFACTION

In today’s aggressively competitive world, it has become essential for marketers and
business owners to satisfy their customers and has become a prime concern for them
in any business (Ngo, 2015). By definition, customer satisfaction can be termed as
how the customer evaluates the performance of the service or product they availed
from a certain organization (Fornell, 1991). Most researchers in the field of service

quality state that the result of customers’ expectation is customer satisfaction (Bolton,

11





