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ABSTRACT 
 

FACTORS INFLUENCING CUSTOMER SATISFACTION WITH 

ONLINE FOOD DELIVERY AMONG UNDERGRADUATE 

STUDENTS IN UPM  

 

MUHAMMAD HILMAN SYAMIM BIN HARUN 

 

Online food delivery has been enormous in Malaysia for several years. 

However, many complaints and reports have been made on the service 

provided by these online food delivery companies which affects customer 

satisfaction. There are limited studies on factors influencing customer 

satisfaction with online food delivery especially among undergraduate 

students. Hence, the objectives of this study were to determine factors 

associated with customer satisfaction with online food  delivery among 

undergraduate students in Universiti Putra Malaysia (UPM) Serdang. A 

cross-sectional study was conducted among 101 students from Universiti 

Putra Malaysia (UPM) Serdang. The questionnaire includes 

sociodemographic information, anthropometric measurements, online 

food delivery (OFD) items, and customer satisfaction questionnaire. The 

mean score of customer satisfaction with online food delivery is 

5.876±0.989. Information quality, price-saving orientation, time-saving 

orientation and effort expectancy has a positive significant association 

with customer satisfaction with OFD among undergraduates in UPM with 

significant value of 0.649, 0.604, 0.558 and 0.585 respectively. 

Information quality, price-saving orientation, time-saving orientation and 

effort expectancy has a positive significant association with customer 

satisfaction with OFD among undergraduates in UPM. Nutritional 

knowledge has no significant association with customer satisfaction with 

OFD among undergraduates in UPM. In conclusion, average 

undergraduates from UPM were satisfied with the online food delivery 

available in UPM. The online food delivery also achieved moderate 

customer satisfaction among university students and has more room for 

improvement. 
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ABSTRAK 
 

 

FAKTOR-FAKTOR YANG MEMPENGARUHI KEPUASAN 

PELANGGAN TERHADAP PENGHANTARAN MAKANAN 

DALAM TALIAN DI KALANGAN PELAJAR SARJANA MUDA DI 

UPM 

 

MUHAMMAD HILMAN SYAMIM BIN HARUN 

 

Penghantaran makanan dalam talian telah menjadi sangat besar di 

Malaysia selama beberapa tahun. Bagaimanapun, banyak aduan dan laporan 

telah dibuat mengenai perkhidmatan yang disediakan oleh syarikat 

penghantaran makanan dalam talian ini yang menjejaskan kepuasan pelanggan. 

Terdapat kajian terhad tentang faktor yang mempengaruhi kepuasan pelanggan 

terhadap penghantaran makanan dalam talian terutamanya dalam kalangan 

pelajar sarjana muda. Justeru itu, objektif kajian ini adalah untuk menentukan 

faktor-faktor yang dikaitkan dengan kepuasan pelanggan terhadap 

penghantaran makanan dalam talian dalam kalangan pelajar sarjana muda di 

Universiti Putra Malaysia (UPM) Serdang. Kajian keratan rentas telah 

dijalankan dalam kalangan 101 pelajar Universiti Putra Malaysia (UPM) 

Serdang. Soal selidik termasuk maklumat sosiodemografi, ukuran 

antropometrik, item penghantaran makanan dalam talian (OFD), dan soal 

selidik kepuasan pelanggan. Skor min kepuasan pelanggan terhadap 

penghantaran makanan dalam talian ialah 5.876±0.989. Kualiti maklumat, 

orientasi penjimatan harga, orientasi penjimatan masa dan jangkaan usaha 

mempunyai perkaitan signifikan yang positif dengan kepuasan pelanggan 

terhadap OFD dalam kalangan mahasiswa di UPM dengan nilai signifikan 

masing-masing 0.649, 0.604, 0.558 dan 0.585. Kualiti maklumat, orientasi 

penjimatan harga, orientasi penjimatan masa dan jangkaan usaha mempunyai 

perkaitan signifikan yang positif dengan kepuasan pelanggan terhadap OFD 

dalam kalangan mahasiswa di UPM. Pengetahuan pemakanan tidak 

mempunyai perkaitan yang signifikan dengan kepuasan pelanggan terhadap 

OFD dalam kalangan mahasiswa di UPM. Kesimpulannya, rata-rata pelajar 

UPM berpuas hati dengan penghantaran makanan dalam talian yang terdapat 

di UPM. Penghantaran makanan dalam talian juga mencapai kepuasan 
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   xii 

pelanggan yang sederhana dalam kalangan pelajar universiti dan mempunyai 

lebih banyak ruang untuk penambahbaikan. 
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CHAPTER 1  

INTRODUCTION 

 

1.1       Study Background  

In this modern era, many transactions are being done online with 

the use of the Internet. Food delivery is also included in using this mode 

of transaction. Food used to be eaten at restaurants with dining areas, 

however nowadays it can be consumed by having foods delivered to a 

specified location. Online food delivery has been enormous in Malaysia 

for several years. In Malaysia, the revenue from online food delivery is 

expected to be at RM1.4b in 2022 with the users increasing to 12.1 million 

users in 2025 (Statista, 2021). Online food delivery has currently been the 

new trend in the Food and Beverages (F&B) industry. This is facilitated 

by the increment of access to mobile phones to 98.2% (Department of 

Statistics Malaysia, 2021). This increment also affects positively on the 

use of online food delivery by Malaysians. 

 

There are several companies with their own online food delivery 

applications that can be observed in Malaysia. The two most used 

platforms for online food delivery in Malaysia are GrabFood and 

Foodpanda and followed by ShopeeFood, Airasiafood, Easi, , Bungkusit, 

DeliverEat, Lolol, Tapau and few others (Yellowbees, 2021). Even with 

these numerous competitors, those platforms may benefit from having 

their own coverage in the nation. Some of these brands operate at 

nationwide level such as GrabFood and FoodPanda while some others 
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established at state level or specific regions such as ShopeeFood in Klang 

Valley and Tapau in the Northern region of Malaysia. 

 

Another main factor that causes online food delivery to have 

massive growth in  the last two years is because of the pandemic caused 

by the coronavirus disease (COVID-19). The first case of COVID-19 was 

recorded in Wuhan in the Hubei province of China (Ibrahim et. al., 2020). 

Not only the health sector is in the biggest crisis, the global economy, 

supply lines, and countries worldwide have been affected (HLPE, 2020). 

The unexpected interruption has crippled the global food supply system 

and service industry, with major cities in China and India shutting down 

for several months (Memon et. al., 2021). The situation is similar in 

Malaysia with more than 37,000 businesses being forced to close due to 

COVID-19 (Bernama, 2021). The Malaysian Government under the 

Prevention and Control of Infectious Diseases Act 1988 and the Police Act 

1967 enforced Movement Control Order (MCO) on March 18, 2020 to 

combat the virus outbreak from being widespread in Malaysia (Shah et. 

al.,2020). During MCO, dining is not allowed at restaurants and only 

takeaway and contactless deliveries are allowed. Other than that, the 

eateries and restaurants have to reduce their operating hours as part of the 

MCO (Buyan, 2020). Despite the fact that the online food delivery market 

had developed substantially before to the pandemic, more consumers used 

online food delivery services during the COVID-19 pandemic, according 

to a survey by the NPD Group, which found that the number of online food 
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delivery orders increased by 67 percent in March 2020 compared to March 

2019 (NPD, 2020). 

 

1.2 Problem Statement  

At international level, the online food delivery services market is 

predicted to have a 10.3 %   increase at a compound annual growth rate 

(CAGR) from $115.07 billion in 2020 to $126.91 billion in 2021 (The 

Business Research Company, 2021). This huge growth is contributed by 

companies that are happening to recover from the COVID-19 impact, 

resuming operations and adapting to the new normal, which had 

previously resulted in restrictive containment measures such as social 

distancing, remote working, and the closure of commercial activities, all 

of which created operational challenges. 

In Malaysia, several reports and complaints have been made 

towards the online food delivery services such as Grab Food and 

Foodpanda. Some of the reports consist of the long time for the delivery 

to be completed and also limited numbers of riders available which makes 

food being unavailable to be delivered (Zahiid, 2021). Some of the online 

food delivery platforms also increased their fee which makes vendors feel 

more difficulty in providing the takeaway foods (Selan, 2021). 

University students are also the consistent users of OFD as those 

who live in the college are unable to access the kitchen. There are 

cafeterias located in the campus for students to dine in; however, they still 

search for outside food on campus to fulfil their appetite and cravings. 

© C
OPYRIG

HT U
PM



 
 

  4 

Therefore OFDs are used by students who also do not have access to a 

vehicle to dine or just simply want food to be delivered at their own place. 

Food preparation skill is also non customary to students with low food 

security and this further leads to deficient confidence in food preparation 

(Knol et. al. 2019). 

Customer service must always be improved in order to attain new 

customers and gain their regular customer’s loyalty (Perera & Sachitra, 

2019). Customer satisfaction is an evaluation that assesses how effectively 

a company's products or services fulfil the needs of its customers. 

Customer satisfaction must be maintained at the highest level possible as 

there are many competitors in the same market. Kuo et. al. (2010) found 

that providing a high customer satisfaction will result in new customers 

and revenue. Hence, customer satisfaction is important to be measured to 

improve the online food deliveries’ revenue and reputation. 

Research questions:  

1. What are the factors that affect customer satisfaction with online food delivery 

among undergraduate students in UPM? 

2. Do customers keep using online food delivery even though having poor 

satisfaction with the online food delivery services? 

 

 

1.3 Significance of Study  
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This study aims to determine customer satisfaction with online 

food delivery among undergraduate’s students in UPM. Due to limited 

studies, this study could fill a space in existing studies. This study can also 

contribute to the body of knowledge on the factors that may influence the 

customer satisfaction with online food delivery. The results of this study 

can be used by other researchers when conducting future research related 

to online food delivery. As students who are also consumers, they can 

become more decisive when choosing the best online food delivery by 

comparing the online food delivery factors that are shown by the available 

companies at their own place. 

 

In addition, this study can help online food delivery companies to 

know the factors that can influence the customer satisfaction with online 

food delivery. By identifying these factors, the online food delivery 

companies can develop plans and strategies to improve the online food 

delivery system. Factors that can be improved by the online food delivery 

companies are information quality, price-saving orientation, time-saving 

orientation, effort expectancy. Companies should upgrade their service 

based on the factors they lacked to aim for higher level of customer 

satisfaction 

 

1.4 Objectives 

1.4.1    General Objective: 

To determine factors associated with customer satisfaction with online 

food  delivery among undergraduate students in UPM. 

© C
OPYRIG

HT U
PM



 
 

  6 

1.4.2      Specific objectives: 

1. To determine sociodemographic factors (age, ethnicity, gender, marital 

status,monthly income/ allowance, field of study, year of study), body 

weight status (weight, height, BMI), online food delivery (OFD) factors 

(information quality, price-saving orientation, time-saving orientation, 

effort expectancy), nutritional knowledge among undergraduate students in 

UPM. 

2. To determine customer satisfaction with online food delivery (OFD) 

among undergraduate students in UPM. 

3. To assess association between sociodemographic factors (age, ethnicity, 

gender, marital status,monthly income/ allowance, field of study, year of 

study), body weight status (weight, height, BMI), online food delivery 

(OFD) factors (information quality, price-saving orientation, time-saving 

orientation, effort expectancy), nutritional knowledge with customer 

satisfaction with online food delivery among undergraduate students in 

UPM. 

 

1.5 Hypothesis 

There is a significant association between sociodemographic factors (age, 

ethnicity, gender, marital status,monthly income/ allowance, field of 

study, year of study), body weight status (weight, height, BMI), online 

food delivery (OFD) factors (information quality, price-saving orientation, 

time-saving orientation, effort expectancy), nutritional knowledge with 

customer satisfaction with online food delivery among undergraduate 

students in UPM. 
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1.6     Conceptual Framework 

 

Figure 1.1: Conceptual framework of the factors influencing customer 

satisfaction with online food delivery among undergraduate students in UPM. 

 

 

 

 

 CHAPTER 2  
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LITERATURE 

REVIEW 

 

2.1 Online food delivery 

Online food delivery (OFD) is a type of business that gives 

ordering services, making payment and monitoring the process but not 

responsible for preparing the meals (Pigatto et al., 2017). Worldwide, 

OFD is expected to grow and generate $312,153 million returns in 

2020. Profit is estimated to expand at an annual rate of around 8.7 

%which results in market volume of more than 400,000 million by the 

year of 2025 (Statistica, 2021). 

 

2.2 Customer satisfaction 

Hectic lifestyles are seen among students which cause the lack of 

time to prepare their own food (Papadaki et. al., 2007). Therefore, students 

use online food delivery as a tool which eases their food preparation and 

food purchase (Ramli et. al., 2021).  

Customer satisfaction is a measurement that evaluates how 

satisfied customers are with a business’s goods, service and abilities. 

Information about customer satisfaction such as survey, ratings may assist 

an organisation in determining to enhance the products and service quality 

(Furse et. al., 1994). Undeniably, customers are the most important 

component in a company’s survival and growth. The satisfaction 

encompassess the thoughts related to the process of purchasing and the 
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feeling before and after a customer made a purchase (Biesok & Wyrod-

Wrobel., 2011).  

2.3 Factors associated with customer satisfaction with online food 

delivery 

2.3.1   Sociodemographic factors 

Chai and Yat (2019) found that the highest user of online food 

delivery in Klang Valley is Chinese (81.45%) followed by Malay (9.27%), 

Indian (7.62%) and others (1.66%). The sample also consists of 57.62% 

female and 42.38% male from 302 respondents. Another study conducted 

by Faizar et. al. (2021) found that 215 (67.9%) female respondents have 

been using online food delivery compared to 69 (32.1%) male respondents 

in Universiti Teknologi Mara (UiTM) Cawangan Permatang Pauh and 

Bertam. 

2.3.2 Body weight status 

Keeble et. al. (2021) observed that access to various online food 

outlets is not related to BMI or weight status however it might be due to 

the observed variables still not developed. Burgoine et. al. (2014) found 

that takeaway foods being consumed in different settings such as home 

and workplace are related to increase in higher BMI and also increases the 

chance to develop obesity. Mohammadbeigi et. al. (2018) concluded that 

fast food consumption is associated with abdominal obesity but not with 

BMI. 

2.3.3 Information quality 
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Information quality is determined by the user's perception of the 

value of a system's output. There are various determinants of 

information quality perceptions which  include output timeliness, 

reliability, precision, currency and accuracy (Bailey & Pearson, 1983). 

Information quality was defined in this study as having two aspects: 

informativeness and enjoyment. These two factors have an impact on 

the value  clients get from a Web-based interface (Ducoffe, 1996). 

According to DeLone and  McLean (2003), information quality is a 

critical part to the success of an information system. Lederer et al. 

(2000) observed that information quality had a strong 

 association with perceived usefulness. Jarvenpaa and Todd 

(1996) showed that positive remarks from clients were connected with 

the lucidity and visual attractiveness of data on an item, administration, 

or shop. 

 

2.3.4 Price-saving orientation 

Dodds et. al. (1991) suggested that price value is the customer’s 

mental willingness to trade for known benefit, with involvement    of 

monetary cost. One of the factors that fulfil customer satisfaction is 

price-saving orientation (PSO) such as discounts and offers (Pinto et. 

al., 2021). Lee et. al. (2019) defines price -saving orientation as the 

benefits gained from apps users towards the cost during using the apps. 

A study by Ren et al. (2020) showed that price has a positive association 

on the intention to use online food delivery services. 

2.3.5 Time-saving orientation 
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Time-saving orientation according to Jensen (2012) is that 

during online purchase, people always prefer to shorten time. Higher 

income consumers tend to prefer time saving during purchase compared 

to lower income which favour price (Punj, 2012). The value of the 

service provided also increases if time-saving is included (Jeng, 2016). 

Online purchasing is also deemed as helpful due to its time-saving, 

small work and offer expanded store hours and efficient checkouts 

(Chiu et. al., 2014). 

2.3.6 Effort expectancy 

Venkatesh et al. (2003) define effort expectancy as the level of 

ease while using any system. Effort expectancy together with 

performance expectancy significantly influence the behavioural 

intentions to use mobile commerce (Sair & Danish, 2018). A positive 

and huge relationship between effort expectancy and attitude exists 

when people acknowledge electronic or mobile based systems 

(Dwivedi et. al., 2017). Effort expectancy has a higher effect on 

customer satisfaction especially when the user has low experience while 

it has low effect on customer satisfaction with high experience (Pappas 

et. al., 2014). 

2.3.7 Nutritional knowledge 

Ueda et. al. (2012) define nutritional knowledge as “the ability 

to indicate the healthy option from pairs of food products, was 

positively associated with logo recognition; a finding that tells against 

marketing effects on nutritional knowledge, at least on a general level 

as tested in this study”. There is a positive relationship between 
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nutritional knowledge and dietary intake with nutritional intake being 

the focal factor (Leonard et. al., 2014). An adequate nutritional 

knowledge is needed to consume a nutritionally complete diet for 

vegetarians (Sanne & Bjørke-Monsen, 2020). McKinnon (2010) 

Customers do opt for products that can elevate or maintain health. This 

can also be a factor when a customer plans to buy again in the future. 

Utilitarian consumers also chose health-based items when purchasing 

food (Laverack, 2013). 
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CHAPTER 3 

METHODOLOGY 

 

3.1       Study Design 

This is a cross-sectional quantitative study. This study was 

conducted by the use of an online questionnaire among undergraduate 

students in UPM Serdang. 

3.2      Study Location 

This study was conducted at Universiti Putra Malaysia in Serdang. 

The purpose of choosing this campus was due to its location in Klang 

Valley which has good accessibility towards internet and online food 

delivery. 

3.3       Participants 

The participants of this study were undergraduate students at Universiti 

Putra Malaysia. The criteria were as follow; 

Table 3.1 Inclusion and Exclusion Criteria 

Inclusion criteria Exclusion criteria 

Undergraduates students from 

UPM 

Zero experience on online food delivery usage 

19 years old and above  

 

3.4  Sample size determination 
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The sample size was calculated using G*Power software v3.1. (Faul et al., 

2009) 

Correlation: Bivariate normal model is used as statistical test for Pearson r 

Correlation Coefficient. Type of power analysis used is A priori: Compute 

required sample size - given α, power, and effect size. 

 

α = 0.5 

Power (1 -β) = 0.8 

Cohen’s effect size, d = 0.3 Total sample size = 84 Adjust for Response Rate 

84 / 0.8 = 105 

3.5 Sampling Design 

To examine the customer satisfaction with online food delivery, purposive 

sampling and convenience sampling was used. The online questionnaires were 

distributed to undergraduate students at Universiti Putra Malaysia through their 

email. Advantages of convenience sampling include it is easier to carry out 

during the pandemic. In addition, it requires little time and cost compared to 

other types of sampling. Data was also collected quickly. 

 

 

 

 

 

© C
OPYRIG

HT U
PM



 
 

  15 

Faculties with undergraduate programs in UPM Serdang (n=14)  

                   ↓Purposive Sampling 

Fakulti Bahasa Moden & Komunikasi, Fakulti Bioteknologi & Sains 

Biomolekul, Fakulti Ekologi Manusia, Fakulti Ekonomi dan 

Pengurusan, Fakulti Kejuruteraan, Fakulti Pengajian Alam Sekitar, 

Fakulti Pengajian Pendidikan, Fakulti Perhutanan, Fakulti Pertanian, 

Fakulti Perubatan & Sains Kesihatan, Fakulti Perubatan Veterinar, 

Fakulti Rekabentuk & Senibina, Fakulti Sains, Fakulti Sains dan 

Teknologi Makanan, Fakulti Sains Komputer & Teknologi 

Maklumat 

                                     ↓Convenience Sampling 

All students available that meets inclusion and exclusion criteria 

↓ 

Students who agreed and met the criteria of the study. 

Figure 3.1 Flow Chart of Sampling Design 

3.6 Study Instruments 

The items of the questionnaire are adapted from previous studies 

(Fakfare., 2021; Marina., 2020; Praytso et al., 2021; Ramos., 2021). The 

items were adjusted in order to match this study. The Cronbach’s alpha 

four these four types of questionnaires are all above 0.6 which is 

moderate and acceptable. The questionnaire used English language as 

the sample size of this study is undergraduate students which have 

decent English comprehension. This questionnaire consists of 8 parts; 

sociodemographic, body weight status, customer satisfaction, 

information quality, price-saving information, time-saving information, 
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effort expectancy and nutritional knowledge. Scoring is shown in Table 

3.2. 

3.6.1 Sociodemographic 

There were seven items for sociodemographic; age, ethnicity, 

gender, marital status, monthly allowance, field of study and year of 

study. These questions were asked using open ended questions and 

multiple choice answers questions. 

3.6.2 Body weight status 

There were three items for this section which were weight, 

height. Calculation and interpretation of the BMI were provided. 

Students inserted their own respective height and weight based on their 

latest measurement. BMI were calculated by using the BMI formula and 

classified students into their respective BMI classification. The 

classification are underweight, normal weight, overweight, obese class 

I, obese class II and obese class III. 

3.6.3 Information quality 

Information quality is a measure of the benefits by which the 

information is provided to the consumer of that information.There are 

four items to assess the information quality construct which were fully 

adapted by Kapoor and Vij (2018). Likert scale ranging from 1 

(Strongly Dissatisfied) to 7 (Strongly Satisfied) with neutral option at 

the midpoint which is 4. The Cronbach’s alpha value for this construct 

is more than 0.7. 
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3.6.4 Price-saving orientation 

There were three items to assess price-saving orientation. The 

items for this construct were adapted from Farkfare (2021) under the 

special benefits construct. All the items will be assessed using a seven-

point Likert scale ranging from 1 (Strongly Dissatisfied) to 7 (Strongly 

Satisfied) with neutral option at the midpoint. The reliability score for 

these items is more than 0.6. 

 

3.6.5 Time-saving orientation 

There were four items to assess price-saving orientation. The 

items for this construct were adapted from Farkfare (2021). All the 

items were assessed using   a seven-point Likert scale ranging from 1 

(Strongly Dissatisfied) to 7 (Strongly Satisfied) with neutral option at 

the midpoint and a reliability score (Cronbach’s alpha) for these items 

is more than 0.6. There were some changes made to the items to fit the 

study. For example, the term “food delivery applications (FDAs)” in the 

original item were changed to “online food deliveries (OFDs)”. 

 

3.6.6 Effort expectancy 

There are six items to assess effort expectancy construct. The 

items for this construct were adapted from Ramos (2021). All the items 

were assessed using a four-point Likert scale from 1 (Strongly disagree) 

to 4 (Strongly agree) with a reliability score (Cronbach’s alpha) for 

these items is 0.848. The changes were made on the Likert scale where 

in the original survey, scale of 1 (Totally disagree) to 4 (Totally agree). 
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3.6.7 Nutritional knowledge 

A total of 25 items were assessed for nutritional knowledge to 

assess nutritional menu labelling knowledge. The items were adapted 

by Marina et al. (2020). The scale use is using a multiple choice answer 

question; yes, no and maybe. Scoring 25 and above is considered good. 

3.6.8 Customer satisfaction 

There are four items to assess customer satisfaction. The items 

for this construct were adapted from Farkfare (2021) under satisfaction 

construct. All the items were assessed using  a seven-point Likert scale 

ranging from 1 (Strongly Dissatisfied) to 7 (Strongly Satisfied) with 

neutral option at the midpoint and a reliability score (Cronbach’s alpha) 

for these items is more than 0.7. There are some changes made to the 

items to fit the study. For example, the term “food delivery applications 

(FDAs)” in the original item were changed to “OFDs”. 

Table 3.2 Study Instruments 

Variable Item Reliability 

score 

Scale 

Sociodemographic - Age 

- Ethnicity 

- Gender 

- Marital status 

- Monthly income/ allowance 

- Field of study, 

- Year of study 

∙ 1. Open ended 

questions 

2. Multiple choice 

question 

Body weight status - Weight 

- Height 

- BMI 

- 1. Open ended 

questions 

Information quality 

(Kapoor & Vij., 

2018) 

The OFD provides me with 

relevant information to my 

needs 

More than 

0.7 
Likert scale 

range from 1 

(strongly 
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The OFD have a accurate 

information 

dissatisfied) to 

7(strongly 

satisfied) 

The OFD has reviews of 

customers 

The OFD provides contact 
details of the restaurants 

Price-saving 

orientation 

(Fakfare., 2021) 

I enjoy offers in the form of 

vouchers, cashback and 

discounts from OFD 

More than 

0.7 

Likert scale 

range from 1 

(strongly 

dissatisfied) to 

7(strongly 

satisfied) 

I enjoy loyalty programmes 

launched by OFD 

I refer the OFD to my friends 

to earn a referral bonus 

Time-saving 

orientation 

(Fakfare., 2021) 

OFDs provide convenience 

by comparing prices from 

different restaurants 

More than 

0.7 
Likert scale 

range from 1 

(strongly 

dissatisfied) to 

7(strongly 

satisfied) 

OFDs help me avoid traffic 

OFDs help me avoid waiting at 

restaurants 

Effort expectancy 

(Ramos., 2021) 

Easy to track the order 0.858 Likert scale 

range from 

The stage of the order  1(strongly 

disagree) to 4 

(strongly agree) 

The variety of restaurants in 

the applications 

Payment options 

The delivery must find my 

location without difficulty 

Easy app navigation to review 

options and selection of the 

food 
 

Nutritional 

knowledge 

Calorie is a a measure of  

the energy in food 

- Scoring 

Poor = 0-7 
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(Marina et al., 

2020) 
The calorie required for the 

sedentary women is 1500 

kcal 

Moderate = 8-14 

High = 15-25 

The calorie required for active 
women is 2000 kcal 

The calorie required food 

active men is 2500 kcal 

Fat contributes the highest 

calorie of 9 kcal per 1 gram 

Protein provides 4 kcal per 

gram of food 

Carbohydrates contributes 4 

kcal per gram of food 

One plate of fried rice contains 

higher calorie content than one 

plate of white rice 

The recommended daily intake 

of sugar is 50 grams 

The higher the fat content in 

the food, the higher the calorie 

content 

© C
OPYRIG

HT U
PM



 
 

  21 

 

 
The recommended servings for 

cereals and grains is 4-8 

servings per day 

  

The recommended servings for 

fruits and vegetables is 2-3 

servings per day 

The recommended serving 

protein is ½ to 1 servings per 

day 

The recommended servings for 

nuts and dairy products is ½ - 2 

servings per day 

Teh peng contains higher 

calorie than teh o 

The calorie for one plate of 

white rice is about 240 kcal 

Roti bakar spread with jam 

contains higher calories than 

plain ‘roti bakar’ 

The recommended calorie 

intake for breakfast is 

approximately 400 kcal 

The recommended calorie 

intake for morning tea is 

approximately 250 kcal 

The recommended calorie 

intake for lunch is 

approximately 500 kcal 

The recommended calorie 

intake for teatime is 

approximately 250 kcal 

The recommended calorie 

intake for dinner is 

approximately 400 kcal 

Limau ice contains a lower 

calorie content that sirap 

limau 

Fried chicken contains higher 

calorie content than 
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chicken curry 

  

Fried mee has lower calorie 

content than mee sup 

Customer 

satisfaction 

(Fakfare., 2021) 

I am very satisfied with the 

overall experience of using 

OFD 

More than 

0.7 

Likert scale range 

from 1 (strongly 

disagree) to 

7(strongly agree) 
I believe I did the right thing 

to using OFD 

I feel satisfied with the 

convenience provided by the 

online food delivery process 

As a whole, I am happy with 

OFD 
 

 

3.7 Pre-Testing 

For the pretesting. 11 (10.4%) students from UPM were included in 

the pretesting and excluded from the actual study. This was being done to 

have smooth flow during actual study, minimise errors review during 

analysis and improvise based on the feedback. 

 

3.8 Data Collection Procedures 

 After getting the approval from UPM’s Ethics Committee for Research 

Involving Human Subjects (JKEUPM) with reference JKEUPM-2022-215, the 

process of data collection started. Data were collected using an online 

questionnaire created from Google Form. The online questionnaires were 

disseminated by using WhatsApp to undergraduate students by April 2022. 

Before letting the participants answer the questionnaire, consent forms were 

given to them. Only participants that agreed to join the study answered the 

questionnaire. Pre-testing was conducted before the data collection with the 
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same criteria of participants to receive feedback about the questionnaire. The 

feedback was used to make amendments. The revised questionnaire was used 

for the actual data collection. Then, the collected data were analysed. 

Outcomes that were obtained from the result of this analysis include 

sociodemographic factors (age, ethnicity, gender, marital status,monthly 

income/ allowance, field of study, year of study), body weight status (weight, 

height, BMI), online food delivery (OFD) factors (information quality, price-

saving orientation, time-saving orientation, effort expectancy), nutritional 

knowledge and customer satisfaction. The results of the study and analysis 

would help in understanding the factors related to customer satisfaction with 

online food delivery among undergraduate students. . By understanding these 

factors, companies would be able to improve their services and increase 

customer satisfaction. 

 

Operational definition 

a) Online food delivery - Process of ordering food from website and  

application 

b) Customer satisfaction - Measurement of how satisfied the customer  

towards   OFD system 

c) Information quality - Measurement for quality of the OFD information 

based on  intrinsic, contextual, representational and accessibility. 

d) Effort expectancy - The degree of ease in using the OFD system   

3.9 Data Analysis 
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The data were analysed using IBM SPSS Statistics Version 26 (p-value 

=<0.05) The normality of the data distribution was checked using Kolmogorov–

Smirnov test before the actual study was conducted. Descriptive statistics were 

analysed using frequency, mean or standard deviation. The relationship between 

variables were analysed using Pearson’s r correlation and the categorical 

variables were analysed using Chi-Square Test for Association. 
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CHAPTER 4 

RESULTS 

4.1 Sociodemographic factors 

A total of 101 respondents have participated in this study. The  

respondents consisted of 43.6% male (n=44) and 56.4% female (n= 57). The 

mean age of all respondents is 21.92 ± 0.81 years old with the age ranging from 

19 years to 25 years old. In this study, more than half of the total respondents 

are female which is similar to the study by Pitchay et. al. (2021) where 41.4% 

of the respondents were male respondents and 58.6% were female. This 

demographic is also similar to the study by Hooi et. al. (2021) where female 

consists of 59.3% while male consists of 40.7%. 

As for ethnicity, 84.2% (n=85) of respondents were Malays, 6.9% (n=7) 

were Chinese, 4% (n=4) were Indian, 2% were Bumiputera Sabah and Sarawak 

and the rest were foreigners (n=3). The majority of the respondents being Malay 

is identical to another study which 70.7% of the subjects were from Malay 

respondents ( Pitchay et. al., 2021). 

For the monthly household income group, 43.6% were in the B40 group, 

34.7% in the M40 group and 21.8% were from the T20 group. This finding is 

identical to the Household Income Survey by the Department of Statistics, 

Malaysia. 

Table 4.1: Sociodemographic factors of students (n=101) 

Variables n(%) Mean ± SD 

Age (years)  21.92 ± 0.81 

Sex 

Male 

 

44 (43.6) 
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Female 57 (56.4) 

Ethnicity 

Malay 

Chinese 

Indian 

Bumiputera Sabah and Sarawak 

Foreigner 

 

85 (84.2) 

7 (6.9) 

4 (4.0) 

2 (2.0) 

3 (3.0) 

 

Household income 

Less than RM4,850 per month 

RM4,850 – RM10,959 per month 

More than RM10,959 per month 

 

44 (43.6) 

35 (34.7) 

22 (21.8) 

 

 

 

4.2 Body weight status 

 

Based on Table 4.2, the mean Body Mass Index (BMI) of the 

respondents were 22.28±4.25 kg/m2 with 19.8% (n=20) of the respondent were 

underweight, 42.6% (n=43) respondent with normal BMI, 24.8% (n=25) of 

overweight respondent and 12.9% (n=13) respondent with obesity. Therefore, 

majority of the respondents were having ideal BMI, followed by overweight, 

underweight and obese. 

Table 4.2: Body weight status of respondents (n=101) 

Variables n(%) Mean ± SD 

Weight(kg)  59.98 ±14.12 

Height(m)  1.63 ± 0.89 

Body Mass Index, kg/m2 

Underweight (<18.5 kg/m2) 

Ideal (18.5 – 22.99 kg/m2) 

Overweight (23.0 – 27.5 kg/m2) 

 

20 (19.8) 

43 (42.60) 

25 (24.80) 
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Obese (>27.5 kg/m2) 13 (12.90) 

 

4.3 Online food delivery factor 

4.3.1 Information quality 

To assess  the information quality, four items were used to assess the 

information quality of OFD for students. The mean score of information quality 

is 5.404±1.096. This means that the average of the students were slightly 

satisfied with the information quality provided by OFD. This finding correlates 

with information quality influence positively on attitude towards online food 

delivery (Pitchay et. al.,2021). A good level of information quality also provides 

more level of trust towards online food delivery (Zulkarnain et. al., 2015). 

Based on table 4.3.1, for each item, most of the participants were slightly 

satisfied to strongly satisfied with the information quality. The participants 

perceived the information in the applications positively.  

Few factors of the information quality that may affect the perception of 

the students including the reliability, precision, accuracy and timeliness of the 

applications (Bailey & Pearson, 1983). Information quality is an important 

feature for the application. According to Leadered et al (2000), information 

quality is closely related to the usefulness. The participants may have found that 

information in OFD was useful for them to make ordering and purchasing. 

Following uses and gratification theory (UGT), individuals decide to use 

various forms of media because they anticipate acquiring specific fulfillments 

and satisfaction following the outcomes of the selections (Blumler and Katz, 

1974).  
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Table 4.3.1 Information quality of respondents (n=101) 

Variables n(%) 

The online food delivery (OFD) provides me with relevant 

information to my needs. 

Strongly dissatisfied 

Dissatisfied 

Slightly dissatisfied 

Neutral 

Slightly satisfied 

Satisfied 

Strongly dissatisfied 

 

 

 

1(1.0) 

2(2.0) 

6(5.9) 

10(9.9) 

27(26.7) 

32(31.7) 

23(22.8) 

The OFD have accurate information. 

Strongly dissatisfied 

Dissatisfied 

Slightly dissatisfied 

Neutral 

Slightly satisfied 

Satisfied 

Strongly dissatisfied 

 

 

1(1.0) 

2(2.0) 

8(7.9) 

15(14.9) 

31(30.7) 

26(25.7) 

18(17.8) 

The OFD has reviews of customers. 

Strongly dissatisfied 

Dissatisfied 

Slightly dissatisfied 

Neutral 

Slightly satisfied 

Satisfied 

Strongly dissatisfied 

 

 

2(2.0) 

5(5.0) 

1(1.0) 

4(4.0) 

24(23.8) 

29(28.7) 

36(35.6) 
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The OFD provides contact details of the restaurants. 

Strongly dissatisfied 

Dissatisfied 

Slightly dissatisfied 

Neutral 

Slightly satisfied 

Satisfied 

Strongly dissatisfied 

 

 

4(4.0) 

4(4.0) 

2(2.0) 

16(15.8) 

25(24.8) 

28(27.7) 

22(21.8) 

 

 

4.3.2 Price-saving orientation 

To assess the price-saving orientation, three items were used to assess 

the price-saving orientation of OFD for students. The mean score of price-

saving orientation is 5.591±1.143. This shows that only the average of the 

students were slightly satisfied with the price-saving orientation from OFD. 

Based on table 4.3.2 for each item, most of the participants were strongly 

satisfied with price saving orientation. The participants perceived positively 

towards the offers in the form of vouchers, cashback, discounts and loyalty 

programmes that are provided by the OFD. When using OFD, the customers 

were expected to pay extra money in order to have the meals delivered to them 

which can lead to higher prices compared to the price when the customers 

purchased conventionally (Daud and Yoong, 2019). Therefore, the strategy of 

providing offers can make the customers perceive the prive-saving orientation 

positively.  
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Table 4.3.2: Price-saving orientation of students (n=101) 

Variables n(%) 

I enjoy offers in the form of vouchers, cashback and discounts 

from online food delivery (OFD). 

Strongly dissatisfied 

Dissatisfied 

Slightly dissatisfied 

Neutral 

Slightly satisfied 

Satisfied 

Strongly dissatisfied 

 

 

 

1(1.0) 

0(0.0) 

2(2.0) 

3(3.0) 

8(7.9) 

29(28.7) 

58(57.4) 

I enjoy loyalty programmes launched by OFD 

Strongly dissatisfied 

Dissatisfied 

Slightly dissatisfied 

Neutral 

Slightly satisfied 

Satisfied 

Strongly dissatisfied 

 

 

1(1.0) 

3(3.0) 

6(5.9) 

5(5.0) 

27(26.7) 

25(24.8) 

34(33.7) 

 

I refer the OFD to my friends to earn a referral bonus 

Strongly dissatisfied 

Dissatisfied 

Slightly dissatisfied 

Neutral 

Slightly satisfied 

Satisfied 

Strongly dissatisfied 

 

 

11(10.9) 

5(5.0) 

10(9.9) 

12(11.9) 

16(15.8) 

21(20.8) 

26(25.7) 

T 
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4.3.3 Time-saving orientation 

To assess  the time-saving orientation, three items were used to assess 

the time-saving orientation of OFD for students. The mean score of time-saving 

orientation is 5.993±0.971. This can be considered as a high score by the 

students as it almost achieved satisfied level.This mean score also shows that 

average of the students were slightly satisfied with the time-saving orientation 

provided by the OFD. 

Table 4.3.3: Time-saving orientation of students (n=101) 

Variables n(%) 

Online food deliveries (OFDs) provide convenience by comparing 

prices from different restaurants 

Strongly dissatisfied 

Dissatisfied 

Slightly dissatisfied 

Neutral 

Slightly satisfied 

Satisfied 

Strongly dissatisfied 

 

 

 

2(2.0) 

5(5.0) 

5(5.0) 

15(14.9) 

19(18.8) 

18(17.8) 

37(36.6) 

OFDs help me avoid traffic 

Strongly dissatisfied 

Dissatisfied 

Slightly dissatisfied 

Neutral 

Slightly satisfied 

Satisfied 

Strongly dissatisfied 

 

 

1(1.0) 

0(0.0) 

0(0.0) 

4(4.0) 

15(14.9) 

24(23.8) 

57(56.4) 

 

© C
OPYRIG

HT U
PM



 
 

  32 

OFDs help me avoid waiting at restaurants 

Strongly dissatisfied 

Dissatisfied 

Slightly dissatisfied 

Neutral 

Slightly satisfied 

Satisfied 

Strongly dissatisfied 

 

 

1(1.0) 

0(0.0) 

0(0.0) 

7(6.9) 

15(14.9) 

18(17.8) 

60(59.4) 

 

4.3.4 Effort expectancy 

To assess  the effort expectancy, six items were used to evaluate the 

effort expectancy of OFD for students. The mean score of effort expectancy is 

3.602±0.431. This shows that respondents agree that  OFD requires light effort 

to use it.  Based on table 4.3.2 for each item, most of the participants strongly 

agree that the OFD was easy to use. This shows that the participants that the 

degree of ease and effortlessness was high. The participants perceived that the 

OFD was easy to track, the ordering stage is presented clearly and many 

restaurants were included in the OFD.  

Table 4.3.4:  Effort expectancy of respondents (n=101) 

Variables n(%) 

Online food delivery (OFD) is easy to track the 

order 

Strongly disagree 

Disagree 

Agree 

Strongly agree 

 

 

1(1.0) 

0(0.0) 

34(33.7) 

66(65.3) 
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The stage of the order is clearly presented 

Strongly disagree 

Disagree 

Agree 

Strongly agree 

 

 

1(1.0) 

1(1.0) 

29(28.7) 

70(69.3) 

The are variety of restaurants in the online food 

delivery (OFD) applications 

Strongly disagree 

Disagree 

Agree 

Strongly agree 

 

 

 

1(1.0) 

2(2.0) 

25(24.8) 

73(72.3) 

Online food delivery (OFD) has good payment 

options 

Strongly disagree 

Disagree 

Agree 

Strongly agree 

 

 

0(0.0) 

0(0.0) 

25(24.8) 

76(75.2) 

The online food delivery (OFD) must find my 

location without difficulty 

Strongly disagree 

Disagree 

Agree 

Strongly agree 

 

 

 

1(1.0) 

9(8.9) 

42(41.6) 

49(48.5) 

Online food delivery (OFD) has easy app 

navigation to review options and selection of the 

food 

Strongly disagree 

Disagree 

Agree 

 

 

1(1.0) 

4(4.0) 

39(38.6) 

57(56.4) 
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Strongly agree 

 

 

4.4 Nutritional knowledge 

To assess the nutritional knowledge, 25 items were used to evaluate the 

nutritional knowledge of students on menu labelling. The mean score of 

nutritional knowledge is 15.089±6.108. This mean score is at the high 

nutritional knowledge.More than half of students have high nutritional 

knowledge (n=54). This finding contradicts a study by Zainordin et. al. (2015) 

which university students have low nutritional knowledge on calories. 

 

Table 4.4: Nutrition knowledge of students (n=101) 

Variables n(%) 

Calorie is a a measure of the energy in food 

Yes 

No 

Maybe 

 

92(91.1) 

2(2.0) 

7(6.9) 

The calorie required for the sedentary women is 1500 kcal 

Yes 

No 

Maybe 

 

49(48.5) 

12(11.9) 

40(39.6) 

The calorie required for active women is 2000 kcal 

Yes 

No 

Maybe 

 

53(52.5) 

8(7.9) 

40(39.6) 

The calorie required food active men is 2500 kcal 

Yes 

No 

 

64(63.4) 

5(5.0) 
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Maybe 32(31.7) 

Fat contributes the highest calorie of 9 kcal per 1 gram 

Yes 

No 

Maybe 

 

73(72.3) 

4(4.0) 

24(23.8) 

Protein provides 4 kcal per gram of food 

Yes 

No 

Maybe 

 

73(7.3) 

1(1.0) 

27(26.7) 

Carbohydrates contributes 4 kcal per gram of food 

Yes 

No 

Maybe 

 

66(65.3) 

5(5.0) 

30(29.7) 

One plate of fried rice contains higher calorie content than one 

plate of white rice 

Yes 

No 

Maybe 

 

 

87(86.1) 

4(4.0) 

10(9.9) 

The recommended daily intake of sugar is 50 grams 

Yes 

No 

Maybe 

 

30(29.7) 

23(22.8) 

48(47.5) 

The higher the fat content in the food, the higher the calorie 

content 

Yes 

No 

Maybe 

 

80(79.2) 

8(7.9) 

13(12.9) 

The recommended servings for cereals and grains is 4-8 

servings per day 

Yes 

No 

 

49(48.5) 

24(23.8) 

28(27.7) 
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Maybe 

The recommended servings for fruits and vegetables is 2-3 

servings per day 

Yes 

No 

Maybe 

 

69(68.3) 

19(18.8) 

13(12.9) 

The recommended serving protein is ½ to 1 servings per day 

Yes 

No 

Maybe 

 

37(36.6) 

36(35.6) 

28(27.7) 

The recommended servings for nuts and dairy products is ½ - 

2 servings per day 

Yes 

No 

Maybe 

 

 

61(60.4) 

11(10.9) 

29(28.7) 

Teh peng contains higher calorie than teh O 

Yes 

No 

Maybe 

 

77(76.2) 

7(6.9) 

17(16.8) 

The calorie for one plate of white rice is about 240 kcal 

Yes 

No 

Maybe 

 

54(53.5) 

9(8.9) 

38(37.6) 

Roti bakar spread with jam contains higher calories than plain 

‘roti bakar' 

Yes 

No 

Maybe 

 

89(88.1) 

3(3.0) 

9(8.9) 

The recommended calorie intake for breakfast is 

approximately 400 kcal 

Yes 

 

 

56(55.4) 
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No 

Maybe 

4(4.0) 

41(40.6) 

The recommended calorie intake for morning tea is 

approximately 250 kcal 

Yes 

No 

Maybe 

 

43(42.6) 

8(7.9) 

50(49.5) 

The recommended calorie intake for lunch is approximately 

500 kcal 

Yes 

No 

Maybe 

 

60(59.4) 

2(2.0) 

39(38.6) 

The recommended calorie intake for teatime is approximately 

250 kcal 

Yes 

No 

Maybe 

 

46(45.5) 

8(7.9) 

47(46.5) 

The recommended calorie intake for dinner is approximately 

400 kcal 

Yes 

No 

Maybe 

 

53(52.5) 

4(4.0) 

44(43.6) 

Limau ais contains a lower calorie content that sirap limau 

Yes 

No 

Maybe 

 

57(56.4) 

20(19.8) 

24(23.8) 

Fried chicken contains higher calorie content than chicken 

curry 

Yes 

No 

Maybe 

 

48(47.5) 

24(23.8) 

29(28.7) 
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Fried mee has lower calorie content than mee sup 

Yes 

No 

Maybe 

 

26(25.7) 

61(60.4) 

14(13.9) 

 

4.5 Customer satisfaction with online food delivery 

To assess the customer satisfaction with online food delivery, four items 

were being used. The mean score of customer satisfaction is 5.876±0.989. On 

average, students were slightly satisfied with the online food delivery itself. This 

is in line with the study by Nayan and Hassan (2020) in which respondents were 

mostly satisfied with the local online food service. 

Table 4.5: Customer satisfaction with online food delivery among students 

 (n=101) 

Variables n(%) 

I am very satisfied with the overall 

experience of using OFD 

Strongly dissatisfied 

Dissatisfied 

Slightly dissatisfied 

Neutral 

Slightly satisfied 

Satisfied 

Strongly dissatisfied 

 

 

0(0.0) 

1(1.0) 

2(2.0) 

12(11.9) 

25(24.8) 

30(29.7) 

31(30.7) 

I believe I did the right thing to using OFD 

Strongly dissatisfied 

Dissatisfied 

Slightly dissatisfied 

Neutral 

 

0(0.0) 

1(1.0) 

0(0.0) 

12(11.9) 
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Slightly satisfied 

Satisfied 

Strongly dissatisfied 

 

19(18.8) 

31(30.7) 

38(37.6) 

I feel satisfied with the convenience provided by 

the online food delivery process 

Strongly dissatisfied 

Dissatisfied 

Slightly dissatisfied 

Neutral 

Slightly satisfied 

Satisfied 

Strongly dissatisfied 

 

 

 

1(1.0) 

0(0.0) 

0(0.0) 

9(8.9) 

21(20.8) 

30(29.7) 

40(39.6) 

As a whole, I am happy with OFD 

Strongly dissatisfied 

Dissatisfied 

Slightly dissatisfied 

Neutral 

Slightly satisfied 

Satisfied 

Strongly dissatisfied 

 

 

1(1.0) 

0(0.0) 

2(2.0) 

5(5.0) 

22(21.8) 

37(36.6) 

34(33.7) 

 

4.6 Association between sociodemographic factors (age, ethnicity, gender, 

 monthly household income group, year of study) with customer satisfaction 

 with online food delivery 

Spearman’s rank-order test was used to determine the association 

between age and customer satisfaction with online food delivery as shown in 

Table 4.6. There was no association of age with customer satisfaction with 
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online food delivery. This finding is similar to the previous study by Singh and 

Kaur (2020) where age has no effect on customer satisfaction with online food 

delivery. Therefore, age has zero influence on customer satisfaction at any level. 

Table 4.6 Association between age with customer satisfaction with online food 

 delivery (n=101) 

Variables r-value p-value 

Age 0.049 0.626 

 

Age, gender, monthly househould income group and year of study has 

no significant association with customer satisfaction with OFD among 

undergraduate students in UPM. However, ethnicity does have a significant 

association with customer satisfaction with OFD among undergraduate students 

in UPM. 

 

4.7 Association between body weight status (weight, height, BMI) with 

 customer satisfaction with online food delivery 

Pearson correlation test was used to determine the association between 

BMI and customer satisfaction with online food delivery as shown in Table 4.7. 

There is no significant correlation between BMI and customer satisfaction with 

online food delivery. 

Table 4.7: Association between BMI with customer satisfaction with online 

food  delivery 

Variables r-value p-value 

BMI -0.104 0.301 

 

4.8 Association between online food delivery (OFD) factors (information 

 quality, price-saving orientation, time-saving orientation, effort 
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expectancy)  with customer satisfaction with online food delivery 

Spearman’s rank-order test was used to determine the association 

between online food delivery (OFD) factors (information quality, price-saving 

orientation, time-saving orientation, effort expectancy) with customer 

satisfaction with online food delivery. Information quality, price-saving 

orientation, time-saving orientation and effort expectancy has a positive 

significant association with customer satisfaction with OFD among 

undergraduates in UPM with significant value of 0.649, 0.604, 0.558 and 0.585 

respectively. This finding is supported by a study by Nayan and Hassan (2020) 

which highlights time is among the major factors for customer satisfaction with 

online food delivery. Study by Ling et. al. (2021) also supports that effort 

expectancy or convenience have a big role on the customer satisfaction with the 

online food delivery. Time-saving orientation can be seen having the most 

significant power in determining customer satisfaction and intention with online 

food delivery. 

Table 4.8: Associations between OFD factors with customer satisfaction with 

 online food delivery among respondents  in UPM 

Variable r-value p-value 

Information 

quality 

a0.649 <0.001** 

Price-

saving 

orientation 

a0.604 <0.001** 

Time-

saving 

orientation 

a0.558 <0.001** 

Effort 

expectancy 

a0.585 <0.001** 

**Correlation is significant at the 0.05 level (2-tailed) 
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aSpearman’s rank-order test 

 

4.9 Association between nutritional knowledge with customer satisfaction 

with  online food delivery 

In this study, there was no significant association between nutritional 

knowledge and customer satisfaction with OFD among undergraduates in UPM. 

This finding is not in line with another study by Omariba (2018) in which higher 

nutritional knowledge on food consumed from the restaurant caused lower 

customer satisfaction. One study found that knowledge on a product 

significantly affects customer satisfaction, however it is closely related to the 

loyalty towards the products (Suchanek and Kralova, 2017. Long term use of 

online food delivery is important to determine the customer’s satisfaction. 

Table 4.9: Association between nutritional knowledge with customer 

satisfaction  with online food delivery (n=101) 

Variables r-value p-value 

Nutritional knowledge 0.152 0.128 
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CHAPTER 5 

CONCLUSI

ON 

5.1 Conclusion 

An average of undergraduates in UPM Serdang were slightly 

satisfied with the online food delivery available around them. There are 

many improvements that can be made from the online food delivery 

services themselves. Such as improving the application interface, better 

prices and charges, detailed information and visuals of each menu and 

faster preparation and delivery time. The findings of this study managed to 

determine factors associated with customer satisfaction with online food  

delivery among undergraduate students in UPM.  

5.2 Limitation 

In this study, the students that had participated were mostly from 

the Faculty of Medicine and Health Sciences. This causes the data to not be 

collected equally from all the faculties available in UPM. The 

anthropometric measurements are also self-measured which could lead to 

bias or errors. It is also due to the Covid-19 pandemic which causes 

restriction to conduct anthropometric measurements on students. Another 

one, the sampling method used in this study is convenience sampling which 

cannot be generalised to the whole population. 

5.4 Recommendations 

It is recommended for future studies to increase the sample size study for 

the data collection. The reason is to ensure enough sample size is taken so 
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the representation of data is more precise and has high confidence in 

estimation.  

Also, other factors that affect customer satisfaction should be added 

into this study to provide more accurate and insightful results. Factor that 

most likely to be included in the future research is hedonic motivation 

which is found to have the biggest impact on customer satisfaction and also 

loyalty. 
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