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論文摘要內容： 

隨著我們進入一個更加複雜的時代，我們注意到在柬埔寨目前的情況下，

在線食品配送平台日新月異地發展得如此之快，以至於在營業時間內每分

鐘都為客戶提供服務。交通擁堵、外賣員的行為以及平台（在線應用）的

複雜性是影響柬埔寨在線外賣服務的三大根本原因。在實證研究的基礎上，

本研究對使研究模型更有趣、更適應實際情況具有重要的調節作用。本研

究的第一個目的是檢驗實證模型，即 TAM2 和服務質量（PZB 模型）、感知

有用性和客戶對柬埔寨購買意願的滿意度，因為它是在新環境中如此有效

的實施。二是研究主觀規範和 E-WOM對行為意向的調節作用。本研究採用定

量方法。該調查針對通過 Facebook、Instagram 和 Telegram 等社交媒體

在在線平台（google form）上運營的 349 名受訪者進行。本次研究選擇了

柬埔寨排名前三的在線食品配送平台，即 Foodpanda、電子獲取和 Nham24。 

SPSS 25 程序用於測試探索性因素分析、驗證性因素分析和回歸。此外，

Smart-PLS 用於測試和檢查研究模型中的假設。感知有用性和客戶滿意度積

極參與支持構念之間的關係。總之，服務質量對行為意向的影響起著至關

重要的作用，包括感知有用性和客戶滿意度作為部分中介效應。主觀規範

和電動口碑被證明具有調節作用，但具有負面意義。由於柬埔寨的這個新
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手行業，外部環境仍然存在一些影響客戶意向的負面跡象。通過聽取客戶

意見開始了解服務質量被認為是服務行業的一項長期業務戰略。 

 

關鍵詞：在線外賣、服務質量（PZB 模型）、擴展技術接受模型 2、主觀規

範、感知有用性、客戶滿意度、電子口碑、行為意向  
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ABSTRACT 

As we move to a more sophisticated era, we have noticed that online food 

delivery platforms have grown so fast day by day in Cambodia’s current situation 

to serve their customers every minute during operating hours. Traffic jams, delivery 

men’s behavior, and the complexity of the platform (online application) are three 

of the major root causes affecting Cambodia’s online food delivery service. Based 

on the empirical studies, this study has an important moderating effect in making 

the research model more interesting and adaptable to the real situation. The first 

aim of this research is to examine the empirical models, namely, TAM2 and service 

quality (PZB model), perceived usefulness, and customer satisfaction with 

purchase intention in Cambodia since it’s such a valid implementation within a new 

context. The second is to study the moderating effects of Subjective norm and E-

WOM that impact on behavioral intention. This research employed a quantitative 

method. And the survey was conducted on 349 respondents who operate on an 

online platform (google form) through social media such as Facebook, Instagram, 

and Telegram, etc. The top three online food delivery platforms in Cambodia were 

selected for this study, namely Foodpanda, E-Gets, and Nham24. The SPSS 25 

program was used to test exploratory factor analysis, confirmatory factor analysis, 



 
 
 
 
 
 
 
 
 
 
 
 

 

 

 VI 

and regression. Also, Smart-PLS is used to test and examine the hypotheses within 

the research model. Perceived usefulness and customer satisfaction are positively 

involved in supporting the relationship among the constructs. In conclusion, service 

quality plays a crucial role in contributing to behavioral intention, including 

perceived usefulness and customer satisfaction as the partially mediation effect. 

Subjective norm and Electric word-of-mouth are demonstrated to have a 

moderating effect while it comes up with a negative significance. Because of this 

novice sector in Cambodia, the external environment is still giving some negative 

signs that affect customer intention. Starting to know the quality of the service by 

listening to customer opinions is considered a long-term business strategy in the 

service sector.  

 

Keywords: Online food delivery (OFD), Service Quality (PZB model), 

Extended Technology Acceptance Model 2 (TAM2), Subjective norm, 

Perceived usefulness, Customer satisfaction, Electronic word-of-mouth (e- 

WOM), Behavioral Intention  
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    CHAPTER ONE  

INTRODUCTION 

In this section, all of the essential components are described in detail to 

demonstrate the involvement of the study. Those components are, namely, 

research background and motivation, research objective, research contribution, 

subject and research scope, research procedure, and research structure. 

 

1.1. Research Background and Motivation 

Currently, time is counted as a crucial part of what people do with their 

busyness. Generally, following the movement of the internet era, people also 

prefer to do something that makes them live in a sophisticated environment; it is 

something like online food ordering. So, technology has facilitated human busy 

life schedules with other food businesses online delivery systems, namely the 

development process and diversity of available programs. In particular, the service 

has reached the needy consumers’ doorsteps effectively (Paglioni, 2020). 

Customers can easily find many kinds of meals and order a meal from a food 

company via a single website or app, similar to how aggregators do in a specific 

market (Hirschberg, et al., 2016). Basically, players in this sector also provide 

logistics for restaurants that we can call an online food delivery service (OFDS). 

The main reason that customers have considered for using an online food delivery 

service (OFDS) is the benefits besides the convenience. Actually, it covers topics 

such as time savings, a wide range of eateries, traffic risk, and electronic 

transactions. In fact, the worldwide revenue of online meal courier companies is 
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predicted to reach USD $449.0 billion by 2025, up from USD $248.0 billion in 

2020. Note that revenue refers to net sales value (Statista, June 2021).  

Cambodia is a developing country in Southeast Asia that has improved in 

many sectors. In Cambodia, after two decades of strong performance, with a 

population of 16.7 million, the economy is steadily rebounding and is expected to 

rise 4% in 2021 after recently declining 3.1 percent in 2020 (Worldbank, June 16, 

2021). In the service sector, we can see that online food delivery (OFD) is growing 

very fast day by day. In fact, the compound annual growth rate in Cambodia’s 

food service market is around 13.57 percent, with a value of USD $1711.41 

million in 2020 (Intelligence, 2020). Moreover, two things that we can notice 

about the service’s growth are smartphone users and online food delivery 

companies. In April 2021, the number of internet subscribers grew notably to 

17.48 million (TRC, 2021). Delivering food in Phnom Penh, Cambodia has grown 

in popularity; and we’ve seen a significant increase in this sort of service in the 

Cambodia marketplace since 2018. The meal delivery service in Phnom Penh has 

been increasingly supported as a result of superior food and beverage solutions, as 

well as a decent range of payment alternatives. Notably, online food delivery has 

boomed since the 20th February event in 2021 because it was a time to put the city 

on lockdown to cut off the spread of COVID-19. Consequently, people have 

adopted the online food delivery service (Johnson, 2021). By now, there are 

around 50 online food delivery Apps, and around five popular online food delivery 

companies, including Food Panda, E-Gets, Nham24, Grab Superapp, and Hungry 

Delivery, etc. (Similarweb, 2021). Mostly, the service is preferred to independent 

restaurants rather than chained restaurants. Some issues have recently been raised 

in order to lodge a complaint with some online food delivery companies, such as 

time delay or lateness, loss of food quality, ordering reliability, app complexity, 
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and delivery man behavior. One of the major roots of these issues is traffic 

congestion. In Phnom Penh, traffic congestion and accidents are big issues in the 

capital city of the Kingdom of Cambodia (Matsuoka, 2018). The second issue 

happened as the customer made the order and then the operator had problems with 

the key partner accidentally. It means that the collaboration between the restaurant 

and the service provider is quite interrupted. And now they have all just updated 

some regulations to adjust at some point to facilitate ordering more effectively 

(Haider, 2021). 

In the service provider company, service quality plays a crucial role in 

leading the company to the top of the entire market. Actually, the link between 

service quality and customer satisfaction is following the path of positive 

behavioral intention, making the particular service to the customer more realizable 

(Padlee, et al., 2019). According to Parasuraman, et al. (1985), the PZB model was 

first proposed for use in the service industry as the PZB model, and then the service 

quality model is such a perfect model to understand the service needs and 

perceptions of the target customers that it provides a set of methods for every 

business to manipulate and define service quality more effectively (Parasuraman, 

et al., 1988). Base on the PZB model, the gap 5 is most part that totally involve in 

this study. Because the online food delivery service is naturally known as 

complicated process. In fact, the process is involved with management team, 

delivery man (first-line staff), restaurant, and customer. Sometimes, the problems 

of service cannot be defined clearly whether where are the problems firstly come 

from. But we can take a look to the last process that delivery man closes the service 

with the end customer. So, this study focuses on external service quality that refer 

to customer expectation and customer perceived performance. 
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Currently, in the business context, the correlation between app content and 

service quality is significantly correlated, and the positive correlation among 

subjective norms, perceived usefulness, customer satisfaction, electronic word-of-

mouth, and intention to use also stays in a good sign for each other (Yang, et al., 

2019). Based on the theories to adapt consumers using new technology, the 

Extended Technology Acceptance Model (TAM2) definitely improved on TAM 

by adding some external factors that promote the behavior more suitable with the 

new technology and system (Venkatesh and Davis, 2000). According to the 

empirical study, the customer’s perspective is that when products or services are 

good quality, helpful, and convenient to use, those will be more supported and 

more customers will plan to use that product or service (Ahmad, et al., 2020). It 

seems like while consumers decide to use that service, the first thing that they need 

to think about is experiencing the service directly. If there is any kind of good 

feeling with that service, the customer’s perception is that this service is 

considered to have quality. As per discussed, AL-Nawafleh, et al. (2019) reasoned 

the combination of theories and models, namely the PZB model, TAM, and TPB, 

to reflect the real situation and the scenario of the study's perspective. When 

customers are still with the company, the most valuable asset for a profitable 

business is service quality. And a strong relationship between service quality and 

customer satisfaction was demonstrated by Aslam, et al. (2019), towards loyalty.  

The main motivation has recently come from a few studies that stayed in 

stress points for observing in the next study. According to Ngubelanga and Duffett 

(2021), the relationship between social influence and perceived usefulness and 

between perceived usefulness and behavioral intention is clear. They have all 

performed well enough to indicate that, in terms of technology adoption, TAM2 

is strongly supported to define the behavior of the younger generation using the 
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mobile app. But the study highly recommends studying other countries beside the 

original study (Peninsula), in both developed and developing countries. Moreover, 

customer satisfaction is considered as a potential variable to study in the food 

delivery sector of Asian countries’ contexts (Chotigo and Kadono, 2021). In 

particular, the factors of culture of the other countries and the situation of COVID-

19 were recommended to be conducted in the next study to determine whether 

those cultural aspects will increase or decrease the quality of customer satisfaction. 

Last but not least, the technology acceptance model, especially TAM2, has been 

implemented effectively in online food delivery services to figure out which 

potential variable is possible to study in a particular context (Gârdan, et al., 2021). 

Additionally, defining the valid variable to fit the context based on the existing 

model is the purpose which the previous authors recommended. Recently, one 

study demonstrated that UTUAT theorized effectively in the Cambodia context to 

predict behavioral intention (Ren, et al., 2020). By the way, the author suggested 

that the constructs should be suitable for the Cambodian situation through 

questionnaire items or constructs model.  

Undoubtedly, this statement refers to the relationship between the PZB and 

the TAM2 model to figure out the suitable cue for the online service industry. On 

the other hand, e-WOM will be investigated in the study because e-WOM is a 

positive and significant factor that affects the online experience (Eneizan, et al., 

2020).  Therefore, the PZB model and TAM2 are considered to be used as a tool 

to investigate the context of this study with e-WOM as the moderating effect. 
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1.2. Research Objective 

As per the discussed theories and previous studies above, this study aims to 

define the relationship between two theories, namely PZB and TAM2, and figure 

out the moderating effect of subjective norm and e-WOM toward behavioral 

intention. There are five main objectives in this study, such as: 

1. Determine the main variables that are valid for the service quality model in 

the online food delivery industry. 

2. Define the combination of the PZB and TAM2 model as a good relationship 

in online food delivery. 

3. Define the relationship between perceived usefulness and customer 

satisfaction as the mediating effects on behavioral intention for online food 

delivery. 

4. To investigate the moderating effect of e-WOM on the relationship between 

perceived usefulness and behavioral intention. 

 

1.3. Research Contribution  

This study aims to be a reference for academicians, managers, businessmen, 

practitioners, or marketers as a supportive reference to decide to complete many 

tasks in the related sector. The main goal of this thesis is to link two theories in 

order to study the best model fit in an OFD service. Moreover, it also includes the 

moderating effect of subjective norms and e-WOM in the model to make it more 

suitable for the Cambodia context. 

 Academicians: It is the most effective tool for developing or boosting 

knowledge and facilitating the development of the next generation of scholars. 

This study would be counted as OFDS content for all the scholars who intend to 
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work in the same sector. Students, scholars, and professional researchers can 

improve themselves in many aspects, such as: 

o Analytical capabilities through assessing a set of data.  

o They will be able to learn how to ask the specific questions. 

o They can all read to catch up on the concept faster and scope their study's 

idea. 

o The limitations and deficiencies of the study would guide academicians 

to do good research in the next thesis. 

When undertaking research, it is widely agreed that a scholar searches 

beyond personal experience and accumulates data based on facts and reasoning. 

As a result, academic research papers serve as a starting point for further debate 

and discussion. 

 Businessmen/practitioners: In the field of business, research plays a 

crucial role in guiding business in the right way. The root of development is 

research. Research is incredibly important to the development of many points of 

view. Market research may assist any firm in recognizing current trends and 

working in accordance with them. For a suitable strategy in business, it necessarily 

needs research study to evaluate the possibility of that scenario. In addition, in a 

situation where practitioners make a decision, the first thing they need to do is try 

as hard as possible to find any resources to push their decision. So, strong 

references from research papers will be a key resource to support their potential 

ideas. 
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1.4. Subject and Research Scope  

The perspective of this study is to define the theme of the combination of 

two theories, namely PZB and TAM, and the moderating effect of subjective 

norms and e-WOM. So, this framework will be conducted in the Cambodia 

context. Furthermore, the scope of the study will be shown in detail in table 1-1 

below: 

Table 1-1 The Research’s Scope 

Objects The study’s focus 

Type of the research The type of research is totally quantitative 

research. The structure is built on 

empirical studies. It mostly depends on 

popular theories and the latest research 

papers to come up with valuable 

hypotheses and to establish a suitable 

framework. Notably, data is a key element 

to analyzing, evaluating, and exploring 

conclusions in Cambodia’s situation.  

Key issues Figure out the relationship between the 

constructs of the two theories. It is from 

service quality (SERVQUAL) and toward 

TAM, including subjective norms and e-

WOM as the moderating effect.  

Independent variables Service quality and subjective norms 

Depend variable Behavioral Intention 
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Table 1-1 The Research’s Scope (continued) 

Moderating variable Subjective norms and Electronic Word of 

mouth 

Underlying Theories PZB model and Theories of Acceptance 

Model (TAM). 

Research Study Location Phnom Penh capital city, Cambodia 

Research Method and Data 

Analysis 

This is a quantitative approach 

questionnaire survey, utilizing SPSS 

version 25 and AMOS version 21 to 

analyze data, Smart-PLS to test the 

hypothesis and model fit in the 

framework. 

Source: original study 

 

1.5. The Procedure and Research Structure 

The research background is viewed from many related studies on the food 

delivery industry and especially the real context in Cambodia, which counts as an 

issue as the motivation questions for the objective. After that, the relevant kinds 

of literature are collected and reviewed for the understanding of service quality, 

subjective norms, perceived usefulness, customer satisfaction, and electric word 

of mouth. In addition, the behavioral intention will be reviewed. In addition, the 

proposed framework model and the relationship among the constructs will be 

defined in the study, and developed questionnaires will be designed. Next, the 

questionnaires are responded to through an online platform by Google survey. 

After all the questionnaires are done, SPSS 25 is used for the data analysis. Since 

then, in order to interpret and explain the results, this study strongly prefers to use 
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factor loading and reliability testing, confirmatory factor analysis, structural 

equation modeling, partial least squares, smart partial linear square programming, 

and so on and so forth to make the data more academic and professional. 

The structure of the study consists of five chapters, and each chapter was 

described in the summary below: 

Chapter one told the story of research background and motivation, research 

objective, research contribution, subject and research scope, and the procedure and 

research structure based on empirical studies, theories, and searching for the actual 

issue that was related to the topic. 

The next chapter reported the empirical studies that mentioned and 

discussed the stories of the constructs, namely service quality, subjective norms, 

perceived usefulness, customer satisfaction, electric word of mouth, and 

behavioral intention. This part is covered by definitions, suggestions, 

recommendations, and findings to make it strongly referenceable. And last but 

indefinitely not least, the hypothesized relationships are proposed to display the 

results. 

Chapter three introduced the construct measurements, hypothesis 

development, questionnaire design, sampling technique, the study scope, data 

analysis procedures, and the software program to use for this study. 

Chapter four expressed the data analysis and results that normally mention 

the descriptive results of the data, relationships or influential factors among the 

constructs, and model fit information. This chapter is logically supported by the 

study to make it reliable and standard. 

Chapter five was the final part to make a summary of the important findings 

and get to know the conclusion of the study. It actually covers several analyses, 
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such as the relationship of the constructs within the framework, suggestions, and 

practical implications of the results for future research. 

 

Source: original study 

Overview, research motivation, and objective 

Literature collection and review 

Construction of conceptual model and hypothesis 

development 

Questionnaire and sampling design 

Collection of survey data 

Data analysis 

Data analysis and discussion of the interrelationships 

between variables 

Conclusion, suggestion, and implication 

Figure 1-1 Research Process 
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    CHAPTER TWO  

LITERATURE REVIEW 

 

Chapter Two played a crucial part in showing that the proposed framework 

is backed up with reliable sources and supportive studies. A literature review of 

the theories will be discussed here to show the relationship between each construct. 

Subjective norms and e-WOM serve as important moderators within the construct. 

The PZB model will be defined the exact key terms to figure out service quality 

in this context. In addition, subjective norms, perceived usefulness, customer 

satisfaction, and actual behavior related to use will all be supported by the 

Technology Acceptance model 2. The link between each concept and the study 

hypotheses will be provided at the end of this chapter. 

 

2.1. Theoretical Background 

2.1.1. Service Quality (SERVQUAL Model) 

In 1985, Parasurarman, Zeithaml, and Berry invented the PZB model, which 

measures service quality. And then, it was called the SERVQUAL model because 

it was developed to add more logic to the customer perception side and the 

organization side with 22 items (Parasuraman, et al., 1988). It is referred to as the 

"gaps" that define the interrelationship between consumer expectations and 

service providers at a particular time (Parasuraman, et al., 1985). There are five 

gaps, and the ten criteria are included. One thing that mostly many researchers did 

is determinants of external service component that focus on how well service is 

while customers have consumed. External service quality, it is called ESQ 
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(Almohaimmeed, 2019). In the gap it also known as customer service quality, is 

the client’s assessment of the firm’s service quality (Gajanan, 2016). There are 

five dimensions such as tangibility, reliability, responsiveness, assurance, and 

empathy. Basically, as shown in the figure, there are five gaps including 

knowledge gap, design gap, delivery gap, communication gap, and external gap 

(Parasuraman, et al., 1985). But among these gaps, gap 5 occurs when the 

customer misinterprets the quality of service and it is such essential aspect to study 

in this research. For example, a service provider may continue to communicate 

their customer to guarantee quality control and satisfaction, but the customer may 

perceive this as an indicator that something is wrong or that something is missing 

with the service provided by the staff. 

The difference between perceived and expected service levels is regarded 

as a measure of service quality. 
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Figure 2-1 Gaps Model of Service Quality-PZB 85; Parasuraman et al., 1985 

Furthermore, the interrelationship between the consumer and the service 

provider is significant, and their actions and positive or negative habits affect the 

positioning of the quality of service for the specific firm (Thomas, 1981). In the 

food and beverage sector, employee expertise was determined as the key factor in 

the service quality to perform better service because it showed the ability to 

understand the customer and make the service operate more smoothly (Qin and 

Prybutok, 2008). On the other hand, customers are just one participant, and service 

quality is indeed one component of the conduct that all consumers expect from a 

service provider. It is natural that the model can be used to assess quality in a 

variety of areas of behavior and with a variety of stakeholders (Brønn, 2009). The 

other thing is that service quality is selected as the effective factor on online food 

delivery services to make the customer's choice happen because there are many 

1 

2 

3 
4 
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service providers in the same sector. If a bad service is processing, the possibility 

that customers intent to change that service are also high (Saad, 2020). Instance, 

according to Gronroos (1990), Hocutt (1998), Chandrasekhar, et al. (2019) in 

keeping with the prior study, it particularly revealed beneficial connections. 

Recently, Cheng, et al. (2021) studied a new context of the online food delivery 

service in Taiwan, which is based on the developed PZB model. It mentioned 

about six elements to facilitate the service quality more logically and fit with the 

Asain context. Those elements are, namely, reliability, assurance, food quality and 

hygiene, system operation, security, and traceability. 

 

2.1.2. Technology Acceptance Model 2 

On the basis of the empirical researches, it is mentioned that the Technology 

Acceptance Model (TAM) of Davis (1989) is indeed a critical model for 

understanding the determinants of human behavior in the direction of prospective 

acceptance or rejection of technology. It is based on the psychological theories of 

reasoned action and planned behavior (Marangunić and Granić, 2015). After that, 

TAM has been studied a long way. While there are still conflicting views on TAM 

research given past and current research trends, many interesting directions remain 

for future discoveries (Lee, et al., 2003).  

In 2000, Technology acceptance model two series (TAM2) has developed 

to further study in the behavior adoption for the new technology or system. As the 

result, Subjective norm, output quality, voluntariness, and image were considered 

as the potential variables which contributed to the model effectively (Venkatesh 

and Davis, 2000). In facts, there are two main determinants in the model namely 

subjective norm and perceived usefulness. Without experienced, but consumers 

decided to behave a service/product by just getting motivation from their 
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important people or professional people, it is known as subjective norm (Ajzen, 

1991). And perceived usefulness is referred to the benefit of using a particular 

system or technology which can improve the quality of human well-being (Davis, 

1985). Furthermore, subjective norm has a large significant influence on behavior 

intention in addition to perceived usefulness and perceived ease of use for 

obligatory adoption which is showing about the TAM2 advances TAM. 

Additionally, perceived usefulness is a key variable in the model that have played 

a crucial role to mediate the relationship among the constructs toward behavioral 

intention.  

 

2.2. Term and Definition 

2.2.1. Service Quality (PZB) 

 According to A. Parasuraman, V.A. Zeithaml, and L.L. Berry, the 

quality of the service is evaluated during the provision of the service, and the 

contact with each client implies a moment of truth as an opportunity to make the 

client satisfied or dissatisfied (Parasuraman, et al., 1985). When comparing the 

impression of the service obtained with the expectations of the requested service, 

the authors described customer satisfaction in terms of service as "when 

comparing the perception of the service received with the expectations of the 

requested service." Importantly, quality is acceptable when the perceived service 

meets or exceeds expectations. In 1988, PZB model presented five aspects, namely 

“tangible, reliability, responsiveness, assurance, and empathy”, comprising 22 

items (Parasuraman, et al., 1988). Indeed, service quality is particularly important 

for companies, as it doesn’t just increase customer satisfaction, but also has a 

positive influence on the future behavior of customers. (Cronin Jr and Taylor, 

1992). Additionally, customer satisfaction is about meeting customer expectations 
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through service, and satisfied customers are more likely to buy again if the service 

meets their expectations (Alam and Yasin, 2010). The technology is improving 

day by day which notably drives the service quality transform from offline to 

online which is called E-S-QUAL (Parasuraman, et al., 2005), (Ö zer, et al., 2013). 

After that, the movement of service quality is still going well by the scholar to 

ensure that the right service has been performed in the right way. Although e-

commerce is often described as the continuation of e-commerce, the quality of the 

existing e-service may not be appropriate. This leads to the need for specific 

measures to measure the quality of the mobile commerce service, as it has its own 

characteristics (Lu, et al., 2009) and it has also reflected the adoption of using apps 

whose m-service quality is rolling toward the behavioral intention (Wang, et al., 

2019). Recently, Cheng, et al. (2021) adapted to the SERVQUAL model and 

resource-based theory, their research referred to the top twenty essential service 

aspects through qualitative and quantitative techniques and established an online 

food service scale dependable on the service, maintaining meal quality, hygiene, 

safety, privacy, control systems, and tracking are among the six components of the 

online food delivery service index. 

 

2.2.2. Subjective Norms 

Many studies have included the subjective norm as a predictor of 

technology adoption in the technology acceptance model (TAM). It is such an 

important factor that it has an influence on the model. The subjective norm refers 

to a person’s belief that the majority of individuals who matter to them believe 

they should or should not engage in a particular conduct (Fishbein and Ajzen, 

1975). The notion that a major individual or group of people would accept and 

support a given conduct is referred to as “subjective norms”. Subjective norms are 
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formed by people’s incentives to conform to others’ judgements and their 

perceptions of social pressure from others to behave in a specific way (Ajzen, 

1991). Venkatesh and Davis (2000) developed the TAM 2 extension, a new model 

that combines social factors and cognitive instrumental determinants in one model. 

So, subjective norms already played an important role in fulfilling the usability of 

the model. As a result, Legris, et al. (2003) performed a qualitative meta-analysis 

and concluded that the TAM was a useful model, but should include human and 

social change process variables such as subjective norm. Additionally, based on 

the previous limitations, the subjective norms have improved enough to be 

considered as the moderating variable (Schepers and Wetzels, 2007). Currently, 

the significance of the moderating of subjective norms is important to support the 

relationship within the framework by improving intention more and more (Santos 

and Liguori, 2019). To improve the exploration of the behavioral intention of a 

consumer who prefers using the app, the indirect influence on the propensity to 

use was aided by subjective standards. In reality, it was successful on the Google 

apps platform via public status, and it had a significant beneficial influence on 

social image (Rejón-Guardia, et al., 2020).  

 

2.2.3. Perceived Usefulness 

All things considered, the degree to which a person believes that adopting a 

given technology would increase their work performance is defined as perceived 

usefulness (PU) (Davis, 1989). Focusing on online food delivery services, PU has 

contributed well to figuring out the consumer's intention. It is not such a hard task 

for all the people to use the system to order food, but mostly the younger 

generation can show the potential of what the post-usage usefulness of the 
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technology is (Yeo, et al., 2017). According to the relationship between perceived 

usefulness and customer intention, the researcher noticed that social influence 

positively affected perceived usefulness toward online purchase intention, 

especially the strong relationship between subjective norms and perceived 

usefulness (Bonn, et al., 2016). Subsequently, in the previous studies, PU has been 

conducted as the determinant of continuance intentions in many contexts, such as 

online travel services (Li and Liu, 2014), e-learning (Lin and Wang, 2012), mobile 

service provider (Abbas and Hamdy, 2015), and app using (Baker-Eveleth and 

Stone, 2020).   

 

2.2.4. Customer Satisfaction 

Firstly, to prove the point, customer satisfaction is an emotional phrase 

according to the concept, and there are some distinct sorts of satisfaction: 

enjoyment, relief, novelty, and astonishment (Oliver and Swan, 1989). Obviously, 

service quality relates to descriptions of a firm's service delivery process, whereas 

satisfaction has been defined as a "post-consumption" experience that compares 

perceived quality to desired quality (Anderson and Fornell, 1994). And then, the 

feelings of joy or disappointment in a person result from comparing the perceived 

performance or result of a product with expectations (Kotler, et al., 2014). 

Moreover, customer satisfaction is the degree to which a consumer perceives that 

a person, company, or organization has delivered a product or service that satisfies 

the customer's needs in the context in which the customer is familiar with and/or 

consumes the product or service (Cengiz, 2010). Similarly, customer satisfaction 

is defined as the customer's assessment of a product or service to the extent that 

that product or service meets the customer's needs and expectations (Wilson, et al., 

2016). So, customer satisfaction is a very personal assessment that is heavily 
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influenced by individual expectations. Some definitions are based on the 

observation that customer satisfaction or dissatisfaction results from confirming 

or denying individual expectations for a service or product. As they pointed out, 

product/service quality, perceptions of worth or reasonableness, value, individual 

goods (state of buyer mind or state of passion), and buyer history are all factors 

that influence customer satisfaction (Ok, et al., 2018). Recently, to apply in the 

online food delivery industry, the authors also didn’t mention anything too 

different from the empirical studies. It refers to the satisfaction of receiving the 

right quality of an actual service/product that you had expected and feeling good 

and positive about doing it through those sites (Ding, et al., 2011) and (Annaraud 

and Berezina, 2020). Notably, the major source of inspiration for continuous use 

intent is people's behavior, followed by performance likelihood and societal 

impact. In addition, this even confirms the importance of information quality, 

service expectations, customer patterns, and social effects as factors that motivate 

people to utilize grocery delivery apps on a regular basis (Lee, et al., 2019). And 

Suhartanto, et al. (2019) also supports this type of conceptual model since data 

demonstrates that food quality has a direct influence on online loyalty, but not on 

the quality of online services. Furthermore, this research revealed that customer 

happiness and the perceived value of the link between food quality and eService 

quality have a somewhat moderating effect in online loyalty to OFD services. 

 

2.2.5. Electronic Word-of-Mouth (E-WOM) 

Actually, word of mouth is a type of tool that involves customers 

exchanging information and thoughts about a product, brand, or service, which 

could then be used to influence purchasers to buy or avoid the product, brand, or 

service (Hawkins and David L, 2015) and (Jeong and Jang, 2011). Because of the 
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fast-moving of the technology, Litvin, et al. (2008) propose a concept of e-WOM 

to adapt to the new evolution as the terminology of “all informal communications 

directed at consumers through Internet-based technology related to the usage or 

characteristics of particular goods and services”.  Actually, his concept was going 

around the definition of Hennig-Thurau, et al. (2004) “any positive or negative 

statement made by potential, actual, or former customers about a product or 

company which is made available to a multitude of the people and institutes via 

the Internet”. Currently, e-WOM is possible on the internet condition through 

various channels such as email, online communities, discussion forums, product 

review sites, instant messaging (IM), newsgroups, chat rooms, social media, etc. 

(Vilpponen, et al., 2006). Accordingly, to the TAM theory, one study has 

mentioned the relationship within the model, which is important to apply in 

developing countries, and it is linked well to knowing the strong relationship of e-

WOM toward the use intention (Eneizan, et al., 2020).  

In fact, while e-WOM has a completely mediated impact on the relationship 

between brand awareness and purchase intention, it does not appear to have a 

mediating effect on the relationship between two other independent variables and 

purchase intention (San and Dastane, 2021).  

 

2.2.6. Behavioral Intention 

According to Fishbein and Ajzen (1975), behavioral intention can be 

defined as a measure of the strength of a person's intention to perform a certain 

behavior. And a person's behavioral intention to use a system is directly impacted 

by their attitudes about utilizing it and their subjective probability that using a 

specific application would improve their work performance, according to Davis 

(1989). It also worked in system studies to test the intention of consumers or users 
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in order to figure out the specific reason for using the system. A study has shown 

that only three of the latent variables, perceived usefulness, system quality, and 

service quality, are important as predictors of intention to use (Mardiana, et al., 

2015). Ajzen, et al. (2009) and Ajzen and Madden (1986) have defined behavioral 

intention based on three main factors. The first is the attitude towards the behavior, 

that is, positive and/or negative evaluations of a person in the execution of a 

specific behavior. Such attitudes are influenced both by behavioral beliefs (that is, 

beliefs about the consequences of the behavior) and by outcome evaluations (that 

is, positive/unfavorable evaluation of the consequences of the behavior). The 

second refers to subjective norms, defined as an individual's perception of social 

pressure to adopt certain behaviors. These norms are subject to their normative 

beliefs (i.e., how other important people, such as parents, relatives, and friends, 

want them to act) and motivations for conformity (i.e., individuals' or peer groups' 

views on behavior). The third is perceived behavioral control, that is, the degree 

to which an individual believes that a particular behavior will be difficult or easy 

to perform. This variable depends on two dimensions, namely controlling beliefs 

(i.e., the assessment of the presence or absence of factors that facilitate/inhibit the 

specific behavior) and perceived power (i.e., the perceived impact of 

facilitators/inhibitors on this behavior). Recently, the factors behind customer 

satisfaction have been identified as food quality, accessibility, delivery speed, 

restaurant diversity, and promotion towards the behavioral intention to use the 

online platform more effectively. So, customer satisfaction towards behavioral 

intention was highly considered as a valuable relationship in the online food 

delivery sector (Pinto, et al., 2021).  
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2.3. Hypotheses Development  

2.3.1. Interrelationship Between Service Quality and Perceived Usefulness 

Service quality refers to the consumer’s perception of the particular service 

provided by the service provider to fulfill the consumer’s needs (Parasuraman, et 

al., 2005) including five dimensions namely tangible, reliability, assurance, 

responsiveness, and empathy. The relationship between service quality and 

Technology Acceptance Model is significant in many industries to figure out the 

concept of technology adaption. Actually, the customers' perception of mobile 

service quality is very important in determining the success of a business (Puriwat 

and Tripopsakul, 2017). In addition, service quality plays a crucial role in the 

online feature, which positively affects perceived usefulness and perceived ease 

of use in the internet shopping context (Ahn, et al., 2004). Similarly, with the 

development of information systems, the quality of the service and of the system 

influences the intention of the user through the mediating constructs of perceived 

usefulness and perceived ease of use (Pai and Huang, 2011). Besides this, 

improving user perception behavior has been recommended to improve service 

mobile service quality to track the user’s behavior and be a long-term dynamic 

process (Qizhi, 2020). By the way, given the importance of subjective norms as a 

social influence that determines individual customer decisions regarding food 

delivery applications, special attention should be given to increasing the 

dissemination of information about these applications among peers (Belanche, et 

al., 2020). Moreover, system quality is defined as the perceived usefulness of a 

consumer to experience a particular system. So, based on Jahng, et al. (2000) and 

Gu, et al. (2019) they successfully proposed a reliable relationship that service 

quality effects on perceived usefulness.  
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H1: Service quality has a positive effect on perceived usefulness.  

 

2.3.2. Interrelationship Between Service Quality and Customer Satisfaction 

From this point of view, service quality and each other really have a strong 

relationship, mostly in the studies of quantitative research. Many researchers have 

determined the service quality that affects customer satisfaction, such as Bolton 

and Drew (1991), Sweeney, et al. (1999); and Wang and Shieh (2006). According 

to Afthanorhan, et al. (2019), service quality has a major impact on customer 

satisfaction. Among the dimensions of service quality, the environment and 

general service were considered of great importance and were assigned a high-

performance index. Additionally, much research is currently debating and 

verifying the link between service quality, client happiness, and home delivery 

services in the food and beverage (F&B) market. Previous research has recently 

discovered that service quality has a favorable influence on consumer happiness 

and loyalty in the food and beverage and home delivery industries (Chou and Lu, 

2009); (Kim, et al., 2009); (Chen, et al., 2011); (Wu and Cheng, 2018). Moreover, 

service quality can be defined as the driven factor which potentially involved in 

the service industry (Li, et al., 2021). For the latest one, it is referred to as the study 

of the construction of a service quality scale for the online food delivery industry 

through customer satisfaction (Cheng, et al., 2021). That is strongly supported. 

Following the reasons above, the hypothesis is stated. 

 

H2: Service quality has a positive impact on customer satisfaction.  
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2.3.3. Interrelationship Between Subjective Norms and Perceived Usefulness 

As per discussed above, both service quality and perceived usefulness have 

been postulated that service quality strongly impacts perceived usefulness (Gu, et 

al., 2019). On the other hand, subjective norms are a person's beliefs about how 

and what people who are important to them think they should do or should not do 

(do or not do a certain behavior) (Sánchez-Prieto, et al., 2017). In addition, the 

subjective norm is the social component, related to behavior, as perceived by the 

referrers (friends, university professors, advisors, and peers) (Valtonen, et al., 

2015). Based on TAM2, the study showed that subjective norms influenced 

perceived usefulness and behavioral intention (Teo, 2010; Venkatesh and Davis, 

2000). Technology development displays that the enhancement of knowledge 

comes from many factors, showing how it has worked through behavioral 

intention. In this scenario, service quality influences perceived usefulness towards 

behavioral intention (AL-Nawafleh, et al., 2019).  

According to Baron and Kenny (1986), two variables influence one 

outcome. The first variable can be proposed to be the moderator between the 

second variable and the outcome. The adaptation of the sophisticated technology, 

service quality has positively impacted on perceived usefulness to enhance 

customer experience (Kim and Lee, 2014) while subjective norm has been 

involved, TAM3 (Venkatesh and Bala, 2008). So, based on the theory, subjective 

norms are considered as the moderator between service quality and perceived 

usefulness. 

H3: Subjective norm is a moderating effect on the relationship between 

service quality and perceived usefulness.  

H4: Subjective norm positively impact on perceived usefulness. 
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2.3.4. Interrelationship Between Subjective Norms and Customer Satisfaction 

Generally, subjective norms are defined as an individual's perspective of a 

group or an individual in order to promote or reject a particular action (Fishbein 

and Ajzen, 1975). As previous research studies have discovered, there are a variety 

of outcomes in the relationship between the subjective norm as a factor which 

influences customer intention (Ramayah and Razak, 2008). Importantly, 

Parkinson, et al. (2012) stated that subjective norm has a significant impact on 

customer loyalty. In addition, subjective norms are significantly related to 

customer satisfaction, while the latter is conducted with service quality (Alnaser, 

et al., 2017). In the F&B industry, Annaraud and Berezina (2020) mentioned 

clearly how service quality impacts customer satisfaction and also defined the 

electronic service quality adaption. Moreover, a successful study in the same 

context and industry was released, showed more reliable that service quality 

considerably supported customer satisfaction. Consumer was normally satisfied 

while they perceived their expected service and it was processed to loyalty (Cheng, 

et al., 2021).  

Once again, the reasons above are postulated relationships within constructs. 

Service quality positively impacts customer satisfaction, and subjective norms are 

also related to customer satisfaction. Based on (Baron and Kenny, 1986) the 

moderating role of subjective norms in service quality and customer satisfaction 

is proposed. 

H5: Subjective norm has positive impact on customer satisfaction. 

H6: Subjective norm has a moderating effect on the relationship between 

service quality and customer satisfaction. 
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2.3.5. Interrelationship Between Perceived Usefulness to Customer Satisfaction 

Perceived usefulness is one of the potential constructs in TAM to observe 

the context of how people use the technology system (Davis, 1989). Notably, 

perceived usefulness plays an essential role in defining the user’s behavior by 

improving the result of using information technology (Davis, 1989). (Chiu, et al., 

2009) revealed that the perceived usefulness is the extent of using e-commerce 

websites to improve business results and transactions. While customers are 

successful with online shopping, their satisfaction increases accordingly. Deng, et 

al. (2010) believe that when technology can provide a useful function to customers, 

the value will increase customer satisfaction. For instance, people prefer perceived 

usefulness before they consider whether to satisfy their needs (Li, 2016). And the 

online system acceptance comes up with a certain measure of customer 

satisfaction (Khan and Dominic, 2017). Recently, research has shown the 

importance of the perceived usefulness of users when it comes to user satisfaction 

and behavioral intentions towards mobile apps (Baker-Eveleth and Stone, 2020). 

Mobile apps have changed and improved the way we communicate, buy, and 

interact. The volume and variety of applications available make the market highly 

competitive for companies developing such applications. In addition, the number 

of applications and their impact on consumers and other individuals present both 

business opportunities and challenges. That’s why the relationship between 

perceived usefulness and customer satisfaction is an essential key term to study. 

H7: Perceived usefulness is proposed to have a significant and positive 

influence on customer satisfaction. 
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2.3.6. Interrelationship Between Perceived Usefulness and Behavioral 

Intention 

Individual users' views of new technology's usefulness are shown when they 

believe that using it would help them enhance their work performance, and it is 

one of the most important variables in deciding whether or not to adopt it. On the 

whole, it is perceived usefulness (Davis, 1989). Based on the TAM, perceived 

usefulness plays a crucial role in telling the story, which is related to the consumer 

behavior that performs in technology services (Davis, 1989). Some researchers 

have demonstrated that the benefit of using (perceived usefulness) influences 

inclinations to utilize smartphones and government programs as a service 

(Almarashdeh and Alsmadi, 2017), (Mensah, et al., 2017). Moving on, perceived 

usefulness is still important in the context of mobile service through the internet 

(Mensah, 2020).  

H8: Perceived usefulness has positive impact on behavioral intention  

 

2.3.7. Interrelationship Between Customer Satisfaction to Behavioral Intention 

By Kotler (2001) mentions that satisfaction is defined as the result of an 

individual's assessment between expectations and perceived performance in a 

product or service, so that the assessment can be in the form of satisfaction or 

dissatisfaction. In previous findings, the association between customer satisfaction 

and behavioral intentions has been well established (Burton, et al., 2003). 

Moreover, self-service technologies (SSTs) are still considered to be a critical 

component of customer–firm interactions in which satisfaction has interacted with 

behavioral intention towards SSTs (Lin and Hsieh, 2007). In the same way, Collier 

and Sherrell (2010) have empirically demonstrated that customer satisfaction 

forms positive intentions in relation to SSTs experiences in terms of future use. In 
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addition, according to Shahid Iqbal, et al. (2018), there is still support for this 

relationship between customer satisfaction and behavioral intention. 

Last but not least, Pinto, et al. (2021) supposed that online food delivery 

services can significantly influence buyers’ intentions because consumers 

continue to prefer online food ordering due to the increased convenience offered 

by the app platforms. 

H9: Customer satisfaction has significant influence to behavioral intention. 

 

2.3.8. Interrelationship Between E-WOM to Behavioral Intention 

Many scholars have discussed the relationship between these two constructs 

to adopt the new era of technology. Electronic word of mouth is referred to as the 

recent evolution of WOM, which compared to traditional WOM, online WOM is 

more useful for speed, convenience, unique reach, and no face-to-face pressure 

(Phelps, et al., 2004). E-WOM will support any experts to know that creating and 

developing secure and reliable processes will be the key to success in Internet 

shopping behavioral intentions (Kamtarin, 2012). Electronic Word of Mouth (e-

WOM) is defined as communication or statements that are negative or positive 

from consumers about products, services, and companies that are shared by many 

people or who will become consumers via the internet (Hennig-Thurau, et al., 

2004). According to King, et al. (2014) because of its greater amount, permanence, 

testability, dispersion, secrecy and deceit, value sensitivity, and commitment to 

society, e-WOM is regarded as an essential source of information for customer 

preferences. Word of mouth is important in affecting perceived utility and ease of 

use of digital banking services, as well as intents to use internet banking services 

and purchase intentions, according to previous study Mehrad and Mohammadi 
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(2017) and Tien, et al. (2019). And similarly, the relationship still has an impact 

on each other as well (Mensah, 2020).  

Besides this, the influence of e-WOM on the link between perceived 

usefulness, perceived ease of use, and intention to utilize mobile services has been 

investigated, and the findings clearly suggest that e-WOM is a beneficial 

moderator between perceived usefulness and performance expectancy or 

behavioral intention. Also, the study indicated that e-WOM is a significant 

predictor which accelerate the relationship between perceived usefulness and 

behavioral intention. Hence, customers are attracted by the e-WOM towards using 

the mobile apps (Mensah, 2020).  The mentioned shreds of the evidences above, 

perceived usefulness positively impacts on behavioral intention and e-WOM is 

also significant on behavioral intention. So, the moderating role can be determined 

based on one theory proposed by Baron and Kenny (1986).  

H10: E-WOM has a significant influence on behavioral intention 

H11: E-WOM has moderating effect on the relationship between perceived 

usefulness and behavioral intention.  
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   CHAPTER THREE  

RESEARCH METHODOLOGY 

 

In this chapter, the study mentioned the story around the structure of the 

research study. The methodology here is linked back to the literature to explain 

certain methods and the academic basis of your choice. Especially, some criteria 

were defined among the constructs and for data analysis. 

 

3.1. Research Model  

Source: original study 

 

Back in the Chapter Two, the hypothesis development part, the combination 

of those hypotheses can be supposed to be a proposed framework model of this 

research. So, figure 3-1 shows the framework as below.  

Figure 3-1 Conceptual framework 
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H1: Service quality has a positive effect on perceived usefulness.  

H2: Service quality has a positive impact on customer satisfaction.  

H3: Subjective norm is a moderating effect on the relationship between 

service quality and perceived usefulness.  

H4: Subjective norm positively impact on perceived usefulness. 

H5: Subjective norm has positive impact on customer satisfaction. 

H6: Subjective norm has a moderating effect on the relationship between 

service quality and customer satisfaction. 

H7: Perceived usefulness is proposed to have a significant and positive 

influence on customer satisfaction. 

H8: Perceived usefulness has positive impact on behavioral intention 

H9: Customer satisfaction has significant influence to behavioral intention. 

H10: E-WOM has a significant influence on behavioral intention 

H11: E-WOM has moderating effect on the relationship between perceived 

usefulness and behavioral intention. 

 

3.2. Sampling and Data Collection 

The sampling method will determine how to recruit participants or obtain 

measurements for a specific study by collecting the data systematically. The nature 

of this study is totally quantitative research. Actually, the population of this 

research is located in Phnom Penh city, Cambodia. Because it is a potential capital 

which is notably developing in almost all sectors by now. In fact, it is focused on 

the modern lifestyles of its citizens. That’s why 2.281 million people Wikipedia 

(2021) were selected as the population of the study. in fact, there are many online 

food delivery companies in Cambodia. But in this study, the top three companies 



 

 33 

have been selected namely Foodpanda, E-Gets, and Nham24. In addition, the 

study would be conducted with the quantitative data through an online survey 

using a Google form. And then the link will be sent to the social media user, such 

as Facebook group, Facebook Messenger, Line, Telegram, Instagram, and e-mail. 

And the respondents just tick on a seven-point scale to indicate which one their 

answer is. To make the study more reliable and usable, the total number of 

respondents was limited to around 350. That will represent the population as the 

total population of Phnom Penh city, Cambodia. The duration of data collecting 

took around two weeks in December 2021. It was starting from the second week 

until the third week of December 2021. After that, all the data will be transferred 

to the SPSS program for coding. So, the next step, the rule of thumb in the data 

analysis procedure, is applied.   

 

3.3. Research Instrument and Questionnaire Design  

3.3.1. Research Instrument and Measurement  

There are six constructs in this study, namely service quality, subjective 

norms, perceived usefulness, customer satisfaction, e-WOM, and behavioral 

intention. The framework is a combination of two theories, namely PZB and TAM, 

to explore the service quality of online delivery service providers through 

technology communication. Furthermore, a demographic dimension was also 

created to explore the respondent differences and status as part of the study. 

Consequently, the operational definition of the questionnaire has been determined, 

and the questionnaire is presented in the Appendix. 

 

3.3.1.1. Service Quality  
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Based on the same industry and context, service quality is utilized by 

Parasuraman, et al. (1988) and updated to the online food delivery sector by Cheng, 

et al. (2021). Online food delivery service quality is the ability to perform a good 

service to meet the consumer’s expectations, namely reliability, meal quality and 

hygiene, assurance, security, system operation, and traceability. Therefore, the 

questionnaire items are implied as below: 

SQ1. The online food delivery company publicly shows general information to 

consumers. 

SQ2. Correct bills and related information are provided as the reference. 

SQ3. The deliveryman can help solve customers’ problems. 

SQ4. The delivery process keeps the food’s flavor until delivery immediately 

ends.  

SQ5. This delivery process keeps the food at a constant temperature until delivery 

immediately ended. 

SQ6. The meal’s appearance is maintained by the delivery man. 

SQ7. The meal and its quantity are correct and delivered quickly. 

SQ8. This online food delivery (OFD) operator’s charge is reasonable. 

SQ9. This ordering system (App) protects customers’ personal information. 

SQ10. This ordering system (App) keeps customers’ ordering records. 

SQ11. This ordering system (App) provides operating instructions. 

SQ12. This ordering system (App) is simple, smooth to operate, and helps find the 

customer’s needs. 

SQ13. Customer may use this platform to track delivery status and estimate 

delivery times. 

SQ14. The delivery person of this company is well aware of the location where the 

meal is to be delivered. 
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3.3.1.2. Subjective Norms 

The definition refers to any social influence that may determine whether 

individuals or groups perform or not perform a given behavior (Ajzen, 1991) and 

(Belanche, et al., 2020). The study set the questionnaire as below: 

SN1. My professional colleagues are putting social weight on me. I should use an 

online food delivery service (OFDS) when I want to eat something. 

SN2. It’s essential to me professionally that everyone I work with wants me to 

use an online food delivery service (OFDS) as a good idea to buy food. 

SN3. My respected professional peers believe that I should employ an online meal 

delivery service (OFDS). 

SN4. It is required of me to utilize a meal delivery service online (OFDS). 

 

3.3.1.3. Perceived Usefulness 

Per the most popular theory, TAM, perceived usefulness is the reason for 

choosing to conduct the research. It is such a usable construct that it is possible to 

apply it in recent situations. The definition is the degree to which a person believes 

that using a particular system would enhance his or her performance (Davis, 1989). 

So, based on this, the questionnaire is written as below: 

PU1. Online food delivery enables me to accomplish tasks faster. 

PU2. That kind of service delivery profit my time during I spend on ordering  

PU3. Online food delivery can help me make better purchasing decisions. 

PU4. It is required of me to utilize online food delivery service (OFDS) 

 

3.3.1.4. Customer Satisfaction 

In this research, customer satisfaction plays a role in defining user 

satisfaction in TAM. When the customer has experienced with service quality, 
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customer satisfaction is predicted to translate the scenario towards behavioral 

intention. According to the empirical studies in the same context, customer 

satisfaction refers to the satisfaction of receiving the right quality of an actual 

service/product that they had expected and feeling good and positive about doing 

it through those sites (Ding, et al., 2011) and (Annaraud and Berezina, 2020). 

Based on these strong references, the qualified questionnaire is set below: 

CS1. I’m pleased with the quality of the meal I ordered. 

CS2. That was a smart decision to make an online purchase through the 

website/App. 

CS3. I have truly enjoyed ordering from the site.  

CS4. My choice to purchase from the site is a wise one  

CS5. I feel delighted with a food delivery service’s online or mobile ordering 

method. 

 

3.3.1.5. Electronic Word-of-Mouth (e-WOM) 

Basically, this construct is referred to as “social media” or “electronic word 

of mouth”, which is revealed by Hu and Ha (2015) to reflect the context of the 

study. It indicates any information related to brands/products exchanged among 

the users of social networking sites. Consumers’ or friends’ actions on social 

media are taken as reference for their buying decisions (Kudeshia and Kumar, 

2017). Therefore, the questionnaire is defined as below: 

EWOM1. I routinely read the comments of previous customers/friends to 

ensure that I purchase the correct product/brand/service. 

EWOM2. I frequently read the comments of other customers/friends to 

see what products/brands/services they like.  
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EWOM3. I usually look at the posts of other customers/friends to learn 

more about products/brands/services.  

EWOM4. I regularly check the comments of other customers/friends in 

order to feel confident in my purchasing decision. 

 

3.3.1.6. Behavioral Intention 

Once again, back to TAM, behavioral intention is the main dependent 

variable in the model to observe consumer behavior (Davis, 1989). Behavioral 

intention to use refers to interpersonal behavior which is consider to reuse, 

recommend, and keep using it for a long period of time (Zeithaml, et al., 1996); 

(Kumar, 2020). As the result, the questionnaire is adapted as below: 

BI1. I intend to reuse the online food delivery service (OFDS) to facilitate 

my daily life. 

BI2. I intend to recommend the online food delivery service (OFDS) to 

others. 

BI3. I plan to use an online food delivery service (OFDS) for a long time. 

 

 

3.3.1.7. Demographics  

It is such an essential part of the study to identify some related personal 

information that most of the scholars have taken this part to estimate the 

differences and status of the respondent. According to the previous studies, the 

demographic features can be defined as the items below: 

 Gender 

 Age 
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 Educational level 

 Income level 

 Occupation  

 Online food delivery companies which have experienced 

 Frequency of making order food online by apps. 

 

3.3.2. Questionnaire Design 

 There are six main constructs in this study, with 34 questionnaire 

items. It is designed into 8 sections in the Google form. The first one is the 

introduction part, which describes the topic, the brief purpose of the study, and the 

confidential agreement with the valuable respondents. The next one is the six 

constructs, which are displayed one by one. Lastly, the demographic information 

is asked at the end of the questionnaire form.  

The questionnaire procedure is really important for accessing the level of the 

answers from respondents. According to the procedures conducted by (Saunders, 

et al., 2009), the Likert-style is used to rate the answer, and this style is conducted 

to rank and evaluate their opinion based on the statement. Indefinitely, a seven-

point Likert scale mentioned the measurement level as ranging from 1= strongly 

disagree, 2= disagree, 3= partially disagree, 4= neutral, 5= partially agree, 6= agree, 

and 7= strongly agree.  

 

3.3.3. Questionnaire Translation 

Since the current study was conducted in Cambodia, the questionnaire has 

been developed both in English and in the Khmer language. The Khmer version is 

intentionally used to facilitate English because some respondents have limited 



 

 39 

knowledge of English. Due to accuracy and textuality, the translation is very 

important to making the questionnaire more effective. In order to preserve the 

meaning after the Khmer translation, the researcher decided to seek the support of 

professional translators with career experience. 

 

3.4. Data procedure  

SPSS version 25 will be used in order to execute the data analysis. There are 

methodological techniques, namely:  

 Descriptive statistical analysis 

 Factor analysis reliability 

 Independent sample T-test 

 One-way analysis of variance (ANOVA) 

 Simple linear regression analysis 

 Multiple regression analysis 

 Partial least squares (PLS) 

 

 

3.4.1. Descriptive Statistical Analysis 

The basic characteristics of the data in a study are described using 

descriptive statistics. Simple summaries of samples and measurements are 

provided. They are the foundation of almost all quantitative data analysis, along 

with simple graphical analysis. In addition, descriptive statistics are usually 

different from inferential statistics, and they simply describe what the data is or 

what it displays. Descriptive analysis is perceived to be more comprehensive than 

other quantitative methods because it provides a more comprehensive picture of an 
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event or phenomenon. In order to do descriptive research, it can utilize any number 

of variables, or even a single number of variables. 

 

3.4.2. Factor Loading and Reliability Test 

Factor analysis is a method of modeling observed variables to identify 

unobserved “factors.” This is a method to reduce the number of useless items 

within each construct. Reliability refers to consistency, a tool that produces stable 

and consistent results/scores. After extracting the factors, checking the stability of 

the factors is required. Indefinitely, the purpose of this kind of test is to ensure the 

right selection of qualified questionnaire items with high factor loading, 

Eigenvalue, screen test, item-to-total correlation, and Cronbach’s alpha value. 

According to Hair, et al. (2011), the rules of thumb for this test are shown below:   

 Factor loading > 0.6 

 Communalities > 0.5 

 Eigenvalue > 1 

 Accumulated explained variance > 60% or 0.6 

 Item-to-correlation > 0.5 

 Coefficient Cronbach’s alpha () > 0.7 

Notably, for those items which do not match the requirements of the rule of 

thumbs, they will be eliminated by the software program.  

 

3.4.3. Independent Sample T-test 

The independent sample t-test is a statistical tool for analyzing the 

comparison of two independent groups' means. if we chose two samples from the 

same population for an independent sample t-test, the mean of the two samples 
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would be the same. Therefore, the differences between males and females will be 

implemented into the independent sample T-test with six constructs: service quality, 

subjective norms, perceived usefulness, customer satisfaction, e-WOM, and 

behavioral intention.  

 

3.4.4. One-way analysis of variance (ANOVA) 

A one-way analysis of variance (ANOVA) was utilized to see if there were 

statistically significant differences between the means of three or more independent 

(unrelated) groups. 

In fact, it examines the averages of the groups they're interested in, 

determining if any of them are statistically distinct from one another. In this study, 

it is used to explore the group between demographic variables and six constructs. 

The analysis mostly focuses on the significant values of f-value and p-value. The 

rule of thumbs, f-value is greater than 4 while p-value is less than 0.05 according 

to Scheffe method (Scheffe, 1999).  

 

3.4.5. Regression 

3.4.5.1. Single Regression 

Basically, a statistical tool for summarizing and studying relationships 

between two variables is simple linear regression. It is known as a statistical model 

of a single dependent variable and a single predictor variable. Normally, it is 

performed to study the correlation that exists between two variables and define how 

well they connect to each other. For this research, simple linear regression analysis 

is implemented to study the relationship among the six constructs: service quality, 

subjective norms, perceived usefulness, customer satisfaction, e-WOM, and 

behavioral intention. 
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3.4.5.2. Multiple regression analysis 

Many regressions are referred to as a type of statistical technique for 

investigating the connection between multiple independent variables and a single 

dependent variable. 

Using known independent variables, multiple regression analysis attempts 

to predict the value of a single predictor variable. It means that this regression is 

used for one dependent variable to predict the other independent variables. So, the 

rule of thumb of this analysis is mainly focused on the overall fit of the model and 

the value of each predictor to the total variance explained. The criteria below 

mentioned the significance of R2, f-value, Variance Inflation Factor (VIF), Durbin-

Watson (D-W), and significance (p) (Hair, 2009). 

 R2 > 0.1; Adjusted R2 > 0.1 

 F-value > 4 

 VIF > 1 

 T-value > 1.96 

 P < 0.05 

In this study, the multiple regression analysis will be performed to define the 

mediating variables of the framework namely: 

a. Between the independent variable of service quality and the dependent 

variable of behavioral intention exists perceived usefulness. 

b. Perceived usefulness is the difference between the independent variable of 

service quality and the dependent variable of customer satisfaction. 

c. Customer satisfaction is the relationship between the independent variable 

of service quality and the dependent variable of behavioral intention. 
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d. Customer satisfaction is defined by the relationship between the independent 

variable of perceived usefulness and the dependent variable of behavioral 

intention.  

Besides, the multiple regression also adopted to Baron and Kenny (1986) for 

moderating analysis. There are three phases of moderating effects, namely,  

a. Moderating of subjective norm on the relationship between service quality 

and perceived usefulness 

b. Moderating of subjective norm on the relationship between service quality 

and customer satisfaction 

c. Moderating of electronic word-of-mouth on the relationship between 

perceived usefulness and behavioral intention. 

 

3.4.6. Partial Least Squares Structural Equation Modeling (PLS) 

As we have known, SEM refers to Structural Equation Modeling, 

which is a second-generation mathematical and statistical approach that is 

frequently employed in marketing research since it can test theoretically 

supported linear and multiplicative causal models (Wong, 2013). Notably, 

Partial least squares Structural Equation Modeling (PLS-SEM) is used to for 

large amount of data and more suitable for the complexity of the model. 

Unlike multiple regression, PLS does not assume that the predictors are 

constant. PLS becomes more tolerant to measurement uncertainty since the 

predictors can be examined with inaccuracy. The PLS-SEM rules of thumb 

are listed below adopted by Cohen (1992) and Hair, et al. (2011) . 
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 The R2 value is normally from 0 to 1. Specifically, the value of R2 will 

be tight if R2 >= 0.672, the value of R2 is moderate when R2 is between 

0.33 and below 0.672. But, R2 is weak if the R2 <= 0.19. 

 f2 are between 0.02, 0.15, and 0.35 (small, medium, and large effects) 

 T-value is larger than 1.96 

 Significance, P < 0.05, 

On the other hand, because of two factors, namely the limitation of 

respondents and bootstrapping by Sander and Teh (2014), this study leads to 

the implementation of the Smart-PLS 3 program, in order to draw reliable and 

cohesive conclusions. Therefore, this research was conducted on the Smart-

PLS program to reduce the complexity of the process, make it more 

convenient, and do verification of the conceptual model.  
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   CHAPTER FOUR DATA  

ANALYSIS AND RESULTS 

 

In this chapter, data analysis and data procedures are critically described in part. 

There are three phases. The respondents’ information was first demonstrated in 

the first section to define the respondent’s status. To investigate the measurement 

of each item, factor analysis and reliability testing are secondly performed to 

ensure that all the questionnaire items for the constructs are usable for the whole 

study. After that, this study used regression and the PLS program to figure out the 

mediators, moderators, and hypotheses’ relationships among constructs. 

 

4.1. Descriptive Statistic Analysis  

To show the information’s status, descriptive analysis plays an important 

method for displaying demographic information. This part shows the categories 

of respondents, such as mean, frequency, mode, standard deviation, and 

percentage of the data, etc.   

 

4.1.1. Characteristics of Respondents 

 As in chapter three mentioned, the data collection was absolutely conducted 

by the Google Form. This study strongly intends to do it via the internet to avoid 

the COVID-19 pandemic. It was starting to send the questionnaire to respondents 

from December 3rd, 2021 to December 18th, 2021. All of the respondents received 

the questionnaire form via social media such as Facebook, Instagram, and Line. It 

totally took 2 weeks. As a result, 349 respondents filled out the form, and they 

were all considered valid data for input into the program. Actually, there was no 
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data missing because in the Google Form, it had one function to avoid missing 

whenever a respondent was willing to ignore some questions.  

 In the demographic information, table 4-1 statistically defines respondents’ 

information, namely gender, education, age, income, occupation, service 

provider’s name, and the frequency of customers that usually use the service. Men 

covered 60.7%, while women covered just 39.3%. There are no respondents who 

are under 13 and over 50 years old, but from 13 to 19 there is 7.2%. Notably, 20 

to 19 is the largest number, which has 86.5%. The other one is 30 to 49, which 

accounts for 6.3%. In the education part, we can see most of the respondents have 

bachelor’s degrees and some have master's degrees and some have high school. 

There is no doctorate degree. Moreover, most of them are working in the private 

sector, which accounts for 49% of them. 26.4% of respondents are students, and 

14.3% are entrepreneurs or self-employed. In addition, foodpanda is the most 

popular brand in the online food delivery in Cambodia market with 68.5%, while 

the other two companies consist of 22.3% of Nham24 and 9.2% of E-Gets. Last 

but not least, 48.4% of respondents achieve their revenue of around 201 to 500 

USD and 22.1% of respondents achieve 501 to 800 USD. Hence, the frequency of 

their orders mostly refers to 25.2% for once a week, 21.8% for twice a week, 20.1% 

for once a month, and 17.5% for every day.  

Table 4-1 Respondents’ information (n=349) 

Demographic Variables Frequency Percentage 

Gender Male 212 60.7% 

Female 137 39.3% 

Age (Years old) Under 13 None  s 

13-19 25 7.2% 



 

 47 

Table 4-1 Respondents’ information (n=349) (Continued) 

Demographic Variables Frequency Percentage 

Gender 20-29 302 86.5% 

30-49 22 6.3% 

Above 50 None   

Education Under high school 3 0.9% 

High school 36 10.3% 

Bachelor's degree 239 68.5% 

Master's degree 71 20.3% 

Doctorate's degree    None   

Others None   

Occupation Unemployed 5 1.4% 

Student 92 26.4% 

Professor/lecturer/teacher 7 2.0% 

Entrepreneur/self-

employment 

50 14.3% 

Government officer 16 4.6% 

Private Sector Employee 171 49.0% 

Others 8 2.3% 

Income No income 37 10.6% 

Less than 200 21 6.0% 

201-500 169 48.4% 

501-800 77 22.1% 

801-1000 34 9.7% 

Above 1000 11 3.2% 
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Table 4-1 Respondents’ information (n=349) (Continued) 

Demographic Variables Frequency Percentage 

Company Foodpanda 239 68.5% 

E-Gets 32 9.2% 

Nham24 78 22.3% 

Frequency Never 5 1.4% 

Everyday 61 17.5% 

Once a week 88 25.2% 

Twice a week 76 21.8% 

Once a month 70 20.1% 

Once a quarter 45 12.9% 

Once a year 4 1.1% 

Source: original study 

 

4.1.2. Descriptive Statistic 

In this table below, it mentions the mean value and standard deviation of each 

item among the constructs. Those values gradually show a positive sign. It means 

that a multitude of metrics are supposed to support the proposed framework, 

including service quality, subjective norm, perceived usefulness, customer 

satisfaction, e-WOM, and behavioral intention. 4.533 is the lowest and 5.762 is 

the highest value of the mean among each item. But it notably shows that the mean 

value of the subjective norm is around 4, lower than the other constructs. 

Furthermore, the standard deviation remains within acceptable limits, with a low 

of 0.862 and a high of 1.294. So, the next step analysis is strongly supported by 

these values. 
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Table 4-2 Statistical result of items, mean and standard deviation 

Items of Service Quality Mean Std. deviation 

SQ1 4.991 1.163 

SQ2 5.490 1.024 

SQ3 4.860 1.037 

SQ4 4.986 1.197 

SQ5 4.622 1.182 

SQ6 5.281 1.081 

SQ7 5.246 1.084 

SQ8 5.229 1.085 

SQ9 5.246 1.092 

SQ10 5.364 1.089 

SQ11 5.481 0.964 

SQ12 5.275 1.124 

SQ13 5.373 0.999 

SQ14 5.473 0.939 

Items of Subjective norm Mean Std. Deviation 

SN1 4.728 1.338 

SN2 4.533 1.180 

SN3 4.702 1.256 

SN4 4.619 1.331 

Items of Perceived Usefulness Mean Std. Deviation 

PU1 5.459 0.862 

PU2 5.533 0.975 

PU3 5.198 1.174 
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Table 4 2 Statistical result of items, mean and standard deviation (Continued) 

PU4 5.590 0.932 

Items of Customer Satisfaction Mean Std. Deviation 

CS1 5.404 0.897 

CS2 5.246 1.035 

CS3 5.252 1.050 

CS4 5.012 1.053 

CS5 5.370 0.940 

Items of Electronic Word-of-Mouth Mean Std. Deviation 

EWOM1 5.413 1.001 

EWOM2 5.224 1.057 

EWOM3 5.014 1.161 

EWOM4 5.464 1.292 

Items of Behavioral Intention Mean Std. Deviation 

BI1 5.476 1.29438 

BI2 5.037 1.2804 

BI3 5.762 0.9427 

Source: original study 

 

4.2. Factor Analysis and Reliability Test 

The study requires this part to clarify that all of those questionnaire items 

are eligible or not for the study’s framework. Factor analysis and reliability testing 

are crucial methods to define the actual valid questionnaire items and make the 

construct more potent. There are two steps to doing this kind of analysis. First is 

factor loading. This considers factor loading, KMO, eigenvalue, and cumulative 
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explanation. The second step is reliability, which focuses on corrected item-total 

correlation and Cronbach’s alpha. According to Hair, et al. (2011), the rule of 

thumbs describes each method below: 

 

 Factor loading (FL) is higher than 0.6. 

 Kaiser-Meyer-Olkin (KMO) is bigger than 0.7 

 The Eigenvalue is greater than 1 

 Communalities are greater than 0.5 

 Cumulative Explained Variance (CEV) is better than 0.6 

 Item-to-total correlation is equal or higher than 0.5 

 Cronbach's alpha is equal to or bigger than 0.7 

 

4.2.1. Service Quality 

This construct consists of 14 items that were already mentioned in the 

previous chapter. Most of the items were going well enough to meet the 

requirements. In fact, the highest factor loadings = 0.842 are over 0.7, KMO = 

0.926 is greater than 0.7, eigenvalue = 7.389 is better than 1, and cumulative 

explained = 0.6157 is higher than 0.6. The study continued to work on the 

reliability test after the acceptable result of factor loading. For the result, corrected 

item-to-total correlation is greater than 0.5, and Cronbach’s alpha = 0.943 is 

greater than 0.7. Besides this, two items were eliminated because their 

communalities are below the rule of thumb, smaller than 0.5. SQ7= 0.466 and SQ= 

0.366. So, the consistency and reliability of the items that meet the requirement is 

valid to conduct the next step. 
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Table 4-3 Factor Analysis and Reliability Test of service quality 

Research 

Constructs 
Items FL EV CEV 

Corrected  

Item-Total- 

Correlation 

Cronbach’s 

alpha 

Service quality 

KMO= 0.926 

SQ13 0.842 

7.389 61.572 

0.803 0.943 

SQ12 0.832 0.793   

SQ5 0.809 0.767   

SQ11 0.801 0.756   

SQ9 0.793 0.748   

SQ1 0.781 0.733   

SQ4 0.778 0.73   

SQ6 0.771 0.722   

SQ10 0.766 0.715   

SQ8 0.755 0.707   

SQ2 0.751 0.7   

SQ14 0.73 0.678   

SQ7 communalities = 0.466, smaller than 0.5 

SQ3 communalities = 0.366, smaller than 0.5 

Source: original study 

 

4.2.2. Subjective norm 

As mentioned above, there are four items involved with subjective norm. 

Table 4-4 shows the result of factor loading, eigenvalue, cumulative explained, 

corrected item-to-total correlation, and Cronbach’s alpha of subjective norm. 
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Four of the items are absolutely fine because each item followed the rule of thumb. 

The highest factor loading is 0.897, and the smallest one is 0.75. It is literally 

bigger than 0.6. The eigenvalue of 2.836 is greater than 1, and KMO shows 0.811, 

which is higher than 0.7. The cumulative explained value is 70.911%, which is 

greater than 60%. Moreover, the reliability analysis demonstrated an acceptable 

result. Corrected item-to-total correlation, all greater than 0.5. And Cronbach’s 

alpha of 0.861 is greater than 0.6. So, this construct is qualified for the next process 

for the data analysis. 

Table 4-4 Factor Analysis and Reliability Test of subjective norm 

Research 

Constructs 
Items FL EV CEV 

Corrected 

Item-to-Total 

Correlation 

Cronbach’s 

alpha 

Subjective 

norm, 

KMO=0.811 

SN2 0.897 

2.836 70.911 

0.795 

0.861 
SN4 0.878 0.759 

SN1 0.836 0.695 

SN3 0.75 0.587 

Source: original study 

 

4.2.3. Perceived Usefulness 

According to chapter 3, the perceived usefulness consists of four items such 

as PU1, PU2, PU3, and PU4 in table 4-5. After running on dimensionality, KMO 

= 0.770 is greater than 0.7 among each item. The highest factor loading is 0.845 

and the lowest is 0.703. It means that those items are valid. The eigenvalue of 

2.538 is better than 1. Furthermore, cumulative explained = 63.459% is greater 

than 60%. In addition, corrected item-to-total correlation is better than 0.50 and 
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the Cronbach’s alpha of 0.806 is greater than 0.7. Overall, those criteria are 

qualified for each item, and all of those four items are kept for the next data 

analysis section. 

Table 4-5 Factor Analysis and Reliability Test of perceived usefulness 

Research 

Constructs 
Items FL EV CEV 

Corrected 

Item-Total 

Correlation 

Cronbach’

s alpha 

Perceived 

usefulness 

KMO= 0.770 

PU2 0.845 

2.538 63.459 

0.675 

0.806 
PU4 0.844 0.69 

PU1 0.786 0.589 

PU3 0.703 0.514 

Source: original study 

 

4.2.4. Customer satisfaction 

Moving on to this part, customer satisfaction covered five items in its 

construction. Unfortunately, one item was removed because the communalities 

were just 0.357 and the cumulative explained was 59.637. It was CS4. Totally, 

there are still four items that performed well, as shown in table 4.5. In fact, KMO 

is 0.740, which is better than 0.7. The factor loadings are also higher than 0.7 

because the lowest one is 0.793. Moreover, the eigenvalue is 2.713, which is 

completely greater than 1, with the cumulative explained = 67.83%, which is 

higher than 60%. On the other hand, corrected item-to-total correlation is already 

over 0.5 with a Cronbach’s alpha of 0.842, which is better than 0.7. So, the 

dimensionality and reliability of customer satisfaction is possible for four items, 

such as CS1, CS2, CS3, and CS5. 
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Table 4-6 Factor Analysis and Reliability Test of customer satisfaction 

Research 

Constructs 
Items FL EV CEV 

Corrected 

Item-Total 

Correlation 

Cronbach’s 

alpha 

Customer 

satisfaction 

KMO= 0.740 

CS1 0.857 

2.713 67.83 

0.729 

0.842 
CS5 0.827 0.683 

CS2 0.817 0.659 

CS3 0.793 0.625 

CS4 communalities = 0.357, AE= 59.637 

Source: original study 

 

4.2.5. Electric Word-of-mouth 

For this section, electric word-of-mouth is considered to do the factor 

loading and reliability test. The result showed the acceptable value as below table. 

The KMO is 0.763, which is higher than 0.7. All of the factor loading of each item 

is greater than 0.80, that is greater than 0.6. As for the eigenvalue, 2.713 is totally 

higher than 1, as the rule of thumb. Last but not least, the cumulative explained = 

72.591 is better than 60%. The usable result of the corrected item-to-total 

correlations is completely better than 0.5 with the incredible Cronbach’s alpha of 

0.874. So, electric word-of-mouth is strongly considered as the available 

dimension in the conceptual framework. 
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Table 4-7 Factor Analysis and Reliability Test of electronic word-of-mouth 

Research 

Constructs 
Items FL EV CEV 

Corrected 

Item-Total 

Correlation 

Cronbach’

s alpha 

Electronic 

word-of-

Mouth, 

KMO=0.763 

EWOM4 0.881 

2.90

4 

72.59

1 

0.778 

0.874 
EWOM1 0.860 0.738 

EWOM3 0.839 0.722 

EWOM2 0.827 0.684 

Source: original study 

4.2.6. Behavioral Intention 

Indefinitely, behavioral intention is the last section of dimensionality and 

reliability analysis and also the last dependent variable. It has three items to 

measure the effectiveness of the construct. As shown in table 4-8 below, KMO = 

0.701, factor loadings are over 0.7 (0.823-0.877), eigenvalue is 2.16, and the 

cumulative explained = 71.985%, which is better than 60%. For the reliability test, 

the corrected item-to-total correlation is greater than 0.5. Last, Cronbach’s alpha 

is higher than 0.7 (0.805). So, three items of behavioral intention are valid and 

usable for use in the next method.  

Table 4-8 Factor Analysis and Reliability Test of behavioral intention 

Research 

Constructs 
Items FL EV CEV 

Corrected 

Item-Total 

Correlatio

n 

Cronbach’

s alpha 

Behavioral 

intention 

KMO= 0.701 

BI1 0.877 

2.16 
71.98

5 

0.70 

0.805 BI2 0.845 0.653 

BI3 0.823 0.613 

Source: original study 
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4.3. Independent Sample t-test 

This part is analyzed to demonstrate the difference between the genders of 

males and females. The means of those two kinds of gender were compared and 

figured out the relationship among the constructs that were mentioned in the 

conceptual framework. The factors that were used for the independent sample t-

test analysis include service quality (SQ), subjective norm (SN), perceived 

usefulness (PU), customer satisfaction (CS), electronic word-of-mouth (EWOM), 

and behavioral intention (BI). 

As the result is in table 4-9 below, the mean comparison between male and 

female is not much different. Following the rule of thumb, the t-value must be 

greater than 1.96 and the p-value is smaller than 0.5 at least. But the result 

displayed that all t-values are lower than 1.96 and all p-values are bigger than 0.05. 

So, there are no differences between males and females.  

Table 4-9 independent sample T-test outcome 

Construct 
Male Female 

t-value p-value 
N=212 N=137 

Service Quality 5.2457 5.2165 0.314 0.44 

Subjective norm 4.6238 4.6788 -0.467 0.766 

Perceived usefulness 5.4528 5.4325 0.237 0.61 

Customer satisfaction 5.3384 5.2865 0.587 0.333 

Electronic word of 

mouth 5.2913 5.2591 0.304 0.796 

Behavioral intention 5.4182 5.4355 -0.158 0.585 

Note: *p< 0.05; **p < 0.01; ***p < 0.001; NS is not significant 

Source: original study 
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4.4. One Way ANOVA  

The meaning of ANOVA is “analysis of variance”. It is a mean comparison 

method that studies the differences between more than two independent groups. 

The significant value in the result part will figure out whether it is really significant 

among the groups or not. By running post-hoc, Scheffe, Tamhane T2, and Dunnett 

T3 are involved in figuring out any differences in group means and providing the 

statistical data supporting the assumption of homogeneity of variance. Levene data 

has significance. It did not meet the homogeneity of variance assumption. Post hoc 

tests were checked with Tamhane T2, Dunnett T3, and if Levene’s outcome has 

no significance, Scheffe’s test is preferred. In this part, the ANOVA test conducted 

six variables such as service quality (SQ), subjective norm (SN), perceived 

usefulness (PU), customer satisfaction (CS), electronic word-of-mouth (EWOM), 

and behavioral intention with age, education, income, occupation, online food 

delivery companies, and frequency. The one-way ANOVA produces a one-way 

analysis of the variance of a quantitative dependent variable by a single factor, 

also known as an independent variable. This technique is an extension of the two-

sample t-test. 

 

4.4.1. Age 

In the age section, there are three groups. The biggest group is 20 – 29, 302 

respondents; the middle one is 13-19, 25 respondents; and the smallest group is 

30-39, 22 respondents. It demonstrated that most of the respondents were mostly 

20-29 years old. Actually, table 4-10 showed that among the six variables, there 

was no significant at any age level. Scheffe's test is performed when the Levene 

statistic is insignificant; however, Dunnett T3 is used when the Levene statistic is 

significant. Unfortunately, the ANOVA insignificance confirmed that all of the f-
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values were less than 4, whereas the rule of thumb requires a value greater than 4. 

The P-value is not significant because all of the significant values are greater than 

0.05. Statistically, it doesn’t mean the significance between the groups. So, service 

quality (SQ), subjective norm (SN), perceived usefulness (PU), customer 

satisfaction (CS), electronic word-of-mouth (EWOM), and behavioral intention 

(BI) are not significant enough to show any differences between the age groups. 

Table 4-10 The results of different between level of age among six constructs 

Factor 
13-19 (1) 20-29 (2) 30-39 (3) 

F-value P-value 
Scheffe 

N=25 N=302 N=22 T2orT3 

SQ 5.2233 5.231 5.2917 0.055 0.947 NS 

SN 4.61 4.6515 4.6023 0.036 0.965 NS 

PU 5.55 5.4305 5.5227 0.385 0.680 NS 

CS 5.23 5.3204 5.3864 0.228 0.796 NS 

EWOM 5.51 5.2368 5.5909 2.182 0.114 NS 

BI 5.5467 5.3907 5.7576 1.588 0.206 NS 

Note: *p< 0.05; **p < 0.01; ***p < 0.001; NS is not significant 

Source: original study 

 

4.4.2. Education 

Table 4-11, Education consisted of four groups, namely under high school 

(3), high school (36), bachelor’s degree (239), and master’s degree (71). When the 

Levene statistic is negligible, Scheffe's test is employed; however, when the 

Levene statistic is substantial, Dunnett T3 is utilized. Nevertheless, the ANOVA 

insignificance revealed that all of the f-values were 4, despite the fact that the rule 

of thumb demands a value larger than 4. The P-value is not significant since all of 
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the p-values are more than 0.05. As a result, there is no significant relationship 

between the six variables at any education level. 

Table 4-11 The results of different between level of education among six 

constructs 

Factor 

Under 

high 

school 

(1) 

High 

school 

(1) 

Bachelor’

s degree 

(2) 

Master's 

degree 

(3) 
F-value P-value Scheffe 

N=3 N=36 N=239 N=71 

SQ 5.1667 5.25 5.2137 5.2981 0.191 0.903 NS 

SN 4.1667 4.5556 4.6234 4.7852 0.718 0.542 NS 

PU 5.5 5.4583 5.4163 5.5317 0.405 0.750 NS 

CS 5.5 5.2847 5.2929 5.412 0.468 0.705 NS 

EWOM 5.5833 5.4514 5.2259 5.3556 0.877 0.453 NS 

BI 6 5.4722 5.3752 5.5446 0.895 0.444 NS 

Note: *p< 0.05; **p < 0.01; ***p < 0.001; NS is not significant 

Source: original study 

 

4.4.3. Occupation  

There are seven groups of occupations which are separated, such as 

unemployed (5), students (92), professor/lecturer/teacher (7), entrepreneur/self-

employment (50), government officer (16), private sector/employee (71), and 

other (8). As the results in table 4-12, perceived usefulness shows significant 

between groups that students and others affect the framework, while the student 

group is bigger than the other groups. Perceived usefulness (PU) checked with 

Anova (F= 2.688, p=0.015, p<0.05); checked with Levene= 0.760, p= 0.602, p> 

0.05, it is not significant. After post hoc testing, it was checked with Scheffe’s test 

where the mean group: (2) = 5.57 and (7) = 4.50; thus, checked with Scheffe: (2)> 

(7). Moreover, electronic word-of-mouth was checked with Anova (F=3.063, 
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p=0.006, p<0.01); checked with Levene= 2.810, p= 0.011, p< 0.05, it is 

significance; checked with Dunnett T3 where the mean group: (1) = 6.10, (2) = 

5.41, (6) = 5.13, and (7) = 4.53; checked with Dunnett T3: (1)>(2)>(6)>(7). 

Therefore, for the others, there are no significant differences among the groups in 

terms of any kind of occupation. 

Table 4-12 The results of different between level of occupation among six 

constructs 

Factor

s 

1 2 3 4 5 6 7 F-

value 

 

P-

value 

 

Scheffe 

N=

5 

N=9

2 

N=

7 

N=5

0 
N=16 

N=17

1 

N=

8 
 T2orT3 

SQ 5.18 5.23 5.44 5.26 5.30 5.22 5.01 0.19 0.978 NS 

SN 5.30 4.80 4.25 4.73 4.71 4.55 4.09 1.44 0.195 NS 

PU 5.40 5.57 5.67 5.47 5.48 5.39 4.50 2.68 0.015 
2>7; 

Scheffe 

CS 5.45 5.39 5.03 5.40 5.46 5.28 4.40 2.27 0.037 NS 

EWO

M 
6.10 5.41 5.60 5.47 5.43 5.13 4.53 3.06 0.006 

1>2>6>7; 

(T3) 

BI 5.73 5.52 5.52 5.59 5.87 5.30 4.50 2.64 0.016 NS  

1: Unemployed  

2: Student 

3: Professor/ lecturer/teacher 

4: Entrepreneur/self-employment 

5: Government officer  

6: Private Sector Employee  

7: Others 

Note: *p< 0.05; **p < 0.01; ***p < 0.001; NS is not significant 

Source: original study 

4.4.4. Income 
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Actually, six groups of income levels were separated. No income is 37, less 

than 200 is 21, 201-500 is 169, 501-800 is 77, 801-1000 is 34, and above 1000 

equals 11. Accordingly, table 4-13 below showed that the formation of f-value is 

smaller than 4, p-value is larger than 0.05, except for subjective norm checked 

with ANOVA (f= 2.542, p= 0.028, p< 0.05). When the Levene statistic is 

insignificant, Scheffe’s test would be used; when the Levene statistic is significant, 

Dunnett T3 is often consumed. Yet, this ANOVA insignificance indicated that all 

of the f-values were 4, despite the fact that the rule of thumb requires a value 

greater than 4. Because all of the p-values are more than 0.05, the P-value is not 

significant. So, all of the variables have no significance between groups at any 

level of income. 

Table 4-13 The results of different between level of income among six constructs 

Factors 
1 2 3 4 5 6 F-value P-value 

Scheffe 
N=37 N=21 N=169 N=77 N=34 N=11    

SQ 5.241 5.162 5.25 5.200 5.259 5.265 0.075 0.996 NS 

SN 5.020 4.440 4.744 4.444 4.485 4.159 2.542 0.028 NS 

PU 5.723 5.345 5.485 5.321 5.375 5.159 1.851 0.102 NS 

CS 5.567 5.131 5.344 5.207 5.272 5.340 1.289 0.268 NS 

EWOM 5.560 5.226 5.325 5.175 5.044 5.159 1.351 0.242 NS 

BI 5.630 5.238 5.501 5.242 5.372 5.363 1.201 0.308 NS 

1. No income  

2. Less than 200 

3. 201-500 

4. 501-800 

5. 801-1000 

6. Above 1000 
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Note: *p< 0.05; **p < 0.01; ***p < 0.001; NS is not significant 

Source: original study 

 

4.4.5. Online food delivery companies 

Three groups of companies that were mentioned in the previous chapter 

were also involved with this method. Based on the results mentioned, 239 

respondents are using Foodpanda, 32 respondents are using E-Gets, and 78 are 

using Nham24. When the Levene statistic is insignificant, Scheffe's test is used; 

however, if the Levene is significant, Dunnett T3 is used. Regretfully, the 

insignificance of ANOVA confirmed that all of the f-values are less than 4, 

whereas the rule of thumb requires a value greater than 4. Because all of the 

significant values are greater than 0.05, the P-value is not significant. In table 4-

14, the groups in each construct do not have a totally significant difference at any 

company.  

Table 4-14 The results of different between level of online food delivery 

companies among six constructs 

Factor 

Foodpanda 

(1) 

E-Gets 

(2) 

Nham24 

(3) F-value P-value Scheffe 

N=239 N=32 N=78 

SQ 5.190 5.263 5.3558 1.14 0.321 NS 

SN 4.687 4.5234 4.5673 0.594 0.553 NS 

PU 5.482 5.2891 5.3942 1.073 0.343 NS 

CS 5.307 5.3047 5.3558 0.11 0.896 NS 

EWOM 5.278 5.25 5.2917 0.021 0.979 NS 

BI 5.440 5.3333 5.4145 0.168 0.846 NS 

Note: *p< 0.05; **p < 0.01; ***p < 0.001; NS is not significant 
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Source: original study 

 

4.4.6. Frequency 

Last but not least, there are seven groups for calculating the frequency of 

consumer consumption. Never is 5, every day is 61, one a week is 88, twice a week 

is 76, once a month is 70, once a quarter is 45, and one a year is 4. While the 

Levene statistic shows insignificance, Scheffe’s test is preferred; but if the Levene 

has significance, Dunnett T3 is conducted. Unfortunately, the insignificance of 

ANOVA showed that all of the f-values are smaller than 4, while the rule of thumb 

is required for a larger than 4. The P-value is not significant because all of the 

significant values are bigger than 0.05. So, the frequency of a consumer’s 

consumption is insignificant between the relations of each dimension and the 

study’s conceptual framework. 

Table 4-15 The results of different between level of frequency among six 

constructs 

Factors 
1 2 3 4 5 6 7 

F-

value 

P-

value 

Scheffe 

T2orT3 

N=5 N=61 N=88 N=76 N=70 N=45 N=4       

SQ 5.333 5.148 5.254 5.266 5.332 5.088 5.270 0.516 0.796 NS 

SN 3.85 4.549 4.679 4.782 4.582 4.60 5.375 1.128 0.345 NS 

PU 4.55 5.487 5.454 5.496 5.389 5.438 5.75 1.351 0.234 NS 

CS 4.90 5.426 5.284 5.296 5.396 5.188 5.437 0.757 0.604 NS 

EWOM 4.60 5.311 5.340 5.38 5.139 5.188 5.75 1.105 0.359 NS 

BI 4.266 5.508 5.435 5.521 5.366 5.303 5.916 1.642 0.135 NS 

1. Never 

2. Every day 

3. One a week 
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4. Twice a week 

5. Once a month 

6. Once a quarter 

7. One a year 

Note: *p< 0.05; **p < 0.01; ***p < 0.001; NS is not significant 

Source: original study 

4.5. Hypothesis testing 

4.5.1. Descriptive Statistics and Bivariate Correlation test 

SPSS 25 is used to test every hypothesis in order to figure out the correlation 

and descriptive information among the existing constructs. As in table 4-16 below, 

it shows the mean, standard deviation, and the correlation value. The result shows 

that the lowest mean (subjective norms) is 4.6454 and the highest mean (perceived 

usefulness) is 5.4448. Additionally, the standard deviation is quietly small, while 

the lowest standard deviation (perceived usefulness) is 0.7814 and the highest one 

(subjective norm) is 1.0723. The correlation coefficient is performed well, as 

shown by the three-stars significance. There is a positive significant difference 

between them, except for the correlation between service quality and subjective 

norm. there is no star significance in correlation value. Moreover, several of the 

constructs are significantly correlated with behavioral intention. From electronic 

word-of-mouth to behavioral intention shows r = 0.67*** with p = 0.000. Notably, 

service quality is the least correlated variable, with r = 0.226*** and p = 0.000. 

Pursuing this, all the variables are strongly correlated to the behavioral intention 

at two-star significant, while the smallest correlation effect is subjective norms. 
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Table 4-16 The results of correlation within the research constructs 

Variables Mean 

Std. 

Deviation SQ SN PU CS EWOM BI 

SQ 5.23 0.846 1           

SN 4.64 1.072 0.105 1         

PU 5.44 0.781 .394*** .513*** 1       

CS 5.31 0.806 .460*** .392*** .759*** 1     

EWOM 5.27 0.962 .186*** .327*** .459*** .435*** 1   

BI 5.4 0.998 .226*** .611*** .713*** .702*** .607*** 1 

Sample: 349 

Note: *p< 0.05; **p < 0.01; ***p < 0.001 

Source: original study 

 

4.5.2. Regression 

4.5.2.1. The influence between service quality, subjective norm, and perceived 

usefulness  

A regression process is used to evaluate forecasting data based on previous 

associations between two or more variables. There are two kinds of regression, 

namely, simple and multiple regression. In this part, only multiple regression is 

used to test hypotheses in the research framework. Based on the rule of thumbs, 

each relationship must obey the requirements such as R² ≥ 0.10, Adjust R² ≥ 0.10, 

F-value ≥ 4, Significant, t-value > 1.96, p < 0.05, VIF < 3 (Hair, 2009). With three 

stars significant, the relationship model is totally correlated and strongly supports 

the supposed hypothesis. 

Table 4-17 describes the relationship between service quality (IV), 

subjective norm (IV), and perceived usefulness (DV). In fact, model 1 shows a 

positive relationship between service quality and perceived usefulness. The value 
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shows that R² = 0.155, Adjusted-R² = 0.153, F-value = 63.734, t-value = 7.983, 

and VIF is 1. It means that model 1 is positively significant with a beta value of 

0.394, giving three stars. Thus, H1 is supported. In Model 2, the beta value is 0.513 

with three stars significant, R² = 0.263, Adjusted-R² = 0.261, F-value = 123.966, 

t-value = 11.134, and VIF is 1. The relationship between subjective norm (IV) and 

perceived usefulness (DV) in model 2 is strongly significant. Therefore, H4 is 

supported. 

Table 4-17 The results of the influence of service quality and subjective norm on 

perceived usefulness 

Independent 

variables 

Dependent variable 

Result PU 

Model 1(𝛽) Model 2(𝛽) 

SQ 0.394***  H1 Supported 

SN   0.513*** H4 Supported 

R² 0.155 0.263   

Adjusted-R² 0.153 0.261   

F-value 63.734 123.966   

Sig.p 0.000 0.000   

t-value 7.983 11.134   

VIF 1.000 1.000   

SN= Subjective norm     

SQ= Service Quality    

PU= Perceived usefulness     

Note: *p< 0.05; **p < 0.01; ***p < 0.001 

Source: Original Study 
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4.5.2.2. The influence between service quality, subjective norm, perceived 

usefulness, and customer satisfaction.  

 Table 4-18 describes about three independent variables that influence one 

dependent variable. As a matter of fact, model 1 shows the relationship between 

service quality (IV) and customer satisfaction (DV). The significance of this 

model is demonstrated by the outcomes of R² = 0.212, Adjusted-R² = 0.210, F-

value = 93.383, t-value = 9.663, VIF = 1, and 𝛽 = 0.460. Three stars is significant 

because it is a strong clue that service quality is correlated with customer 

satisfaction. Consequently, H2 is absolutely supported. Model 2 reveals that there 

is significant within the model because R² = 0.153, Adjusted-R² = 0.151, F-value 

= 62.901, t-value = 7.931, VIF = 1, and 𝛽 = 0.392. Thus, three stars significant can 

explain the relationship between subjective norm (IV) and customer satisfaction 

(DV) accordingly. So, H5 is not completely rejected. In model 3, there is a 

significant relationship between perceived usefulness (IV) and customer 

satisfaction (DV). The outcome shows that R² = 0.576, Adjusted-R² = 0.575, F-

value = 471.127, t-value = 21.705, p < 0.001, VIF is 1, and 𝛽 = 0.759. Three stars 

is significant because it entirely explains a positive relationship between perceived 

usefulness and customer satisfaction. Therefore, H7 is fully supported. 
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Table 4-18 The results of the influence of service quality, subjective norm, and 

perceived usefulness on customer satisfaction 

Independent 

variables 

Dependent variable 

Result CS 

Model 1(𝛽) Model 2(𝛽) Model 3(𝛽) 

SQ 0.460***     H2: Supported 

SN   0.392***   H5: Supported 

PU    0.759*** H7: Supported 

R² 0.212 0.153 0.576   

Adjusted-R² 0.210 0.151 0.575   

F-value 93.383 62.901 471.127   

Sig.p 0.000 0.000 0.000   

t-value 9.663 7.931 21.705   

VIF 1.000 1.000 1.000   

SQ= Service quality    

SN= Subjective norm    

PU= Perceived usefulness    

CS= Customer satisfaction    

Note: *p< 0.05; **p < 0.01; ***p < 0.001 

Source: Original Study   

 

4.5.2.3. The influence between perceived usefulness, customer satisfaction, 

electronic word-of-mouth, and behavioral intention.  

Perceived usefulness, customer satisfaction, and electronic word-of-mouth 

are discussed in the relationships in table 4-19. Model 1 shows a positive 

relationship between perceived usefulness (IV) and behavioral intention (DV) 
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with 𝛽 = 0.713 three stars significant (R² = 0.509, Adjusted-R² = 0.507, F-value = 

359.355, p < 0.001, t-value = 18.957, and VIF = 1). H8 is strongly supported. 

Moreover, model 2 explains the relationship between customer satisfaction (IV) 

and behavioral intention (DV). The value is R² = 0.493, Adjusted-R² = 0.491, F-

value = 337.049, p < 0.001, t-value = 18.359, and VIF = 1. This model directly 

points out that the relationship between customer satisfaction and behavioral 

intention is positively influenced by three significant stars (beta = 0.702). So, H9 

is supported. Finally, model 3 is positively correlated because the beta value is 

0.607 and three stars are significant. The statistical value is R² = 0.369, Adjusted-

R² = 0.367, F-value = 202.542, p < 0.001, t-value = 14.232, and VIF is 1. Thus, 

H8 is not supportively rejected. 

Table 4-19 The results of the influence of perceived usefulness, customer 

satisfaction, and electronic word-of-mouth on behavioral intention 

Independent 

variables 

Dependent variable 

Result BI 

Model 1(𝛽) Model 2(𝛽) Model 3(𝛽) 

PU 0.713***     H8: Supported 

CS   0.702***   H9: Supported 

EWOM     0.607*** H10: Supported 

R² 0.509 0.493 0.369   

Adjusted-R² 0.507 0.491 0.367   

F-value 359.355 337.049 202.542   

Sig.p 0.000 0.000 0.000   

t-value 18.957 18.359 14.232   

VIF 1.000 1.000 1.000   

PU= Perceived usefulness    

CS= Customer Satisfaction    

EWOM= Electronic word-of-mouth   
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BI= Behavioral intention    

Note: *p< 0.05; **p < 0.01; ***p < 0.001 

Source: Original Study  

 

4.5.3. Mediation effect of Perceived usefulness between Service quality and 

Customer satisfaction 

Moving on to this section, the study has demonstrated the framework's 

mediation effects. Actually, Baron and Kenny (1986) approach is literally credited 

with being adopted in this research. It is a kind of suitable method to test the 

mediating effect and also the moderating effect. The testing procedure used by 

Baron and Kenny (1986) to examine mediation hypotheses is known as the Baron 

and Kenny approach. There are two paths to the dependent variable in this 

mediation mechanism. The independent variable must predict the dependent 

variable, and the mediator must be predicted by the independent variable. Four 

regressions are used to test mediation:  

 An independent variable predicts the dependent variable 

 The independent variable forecasts the mediating variable 

 The mediating variable predicts the dependent variable 

 Independence variable and mediating variable predict dependence 

variable. 

There are two main mediating effects which are involved in this study, 

namely perceived usefulness and customer satisfaction. Following this, the 

significance of each relationship is subject to the rule of thumb (Hair, 2009): 

o R² ≥ 0.10 

o Adjust R² ≥ 0.10 
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o F-value ≥ 4 

o Significant, p < 0.05 

o 0 < D-W > 4, while 1.5 to 2.5 is considered relatively normal 

o VIF < 3 

Table 4-20 reveals the results of the hierarchical regression analysis, which 

has perceived usefulness (PU) as the mediating effect. Model 1 shows that there 

is a significantly positive relationship between service quality (independent 

variable) and perceived usefulness (mediator). The beta value (𝛽) is 0.394 and p < 

0.001 with three significant stars. Model 2 examined the relationship between the 

independent and dependent variables, and the results showed that service quality 

is significant and has a positive impact on customer satisfaction (𝛽 = 0.460; p< 

0.001; with 3 stars significant). Model 3 describes the relationship between the 

mediator and the dependent variable. The result shows that perceived usefulness 

is highly significant and has a positive effect on customer satisfaction (𝛽 = 0.759; 

p< 0.001; with 3 stars significant). Last but not least, model 4 illustrates service 

quality and perceived usefulness regressed with customer satisfaction (𝛽SQ = 0.191, 

p<0.001; 𝛽PU=0.684, p<0.001) with three significant stars. Moreover, the value of 

R2 is 0.607 and adjusted R2 is 0.604, showing that 60.4% of the variance in 

customer satisfaction can be foretold from service quality and perceived 

usefulness. The F-value is 266.931 (p<0.001), which is strongly significant. It 

means that the outcome obeys the rule of thumb of the linear regression model. 

And the multicollinearity also shows the goodness of fit because VIF is 1.184 of 

each (lower than 3). 
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Table 4-20 The results of mediation effect of perceived usefulness between 

service quality and customer satisfaction 

Independent 

variables 

Dependent variable 

PU CS 

Model 1(𝛽) Model 2(𝛽) Model 3(𝛽) Model 4(𝛽) 

SQ 0.394*** 0.460***   0.191*** 

PU     0.759*** 0.684*** 

R² 0.155 0.212 0.576 0.607 

Adjusted-R² 0.153 0.21 0.575 0.604 

F-value 63.734 93.383 471.127 266.931 

Sig.p 0.000 0.000 0.000 0.000, 0.000 

D-W 2.049 2.131 1.826 1.939 

VIF 1.000 1.000 1.000 1.184, 1.184 

Note: *p< 0.05; **p < 0.01; ***p < 0.001 

Source: Original Study 

 

 

 

 

 

 

 

 

 
 

Source: Original Study 

Service Quality 

Perceived Usefulness 

Customer Satisfaction 
0.460*** 

0.191*** 

Figure 4-1 Mediation effect of perceived usefulness between service quality 

and customer satisfaction 
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The relationship between service quality and customer satisfaction 

decreased from 0.460 to 0.191. Table 4-20 and figure 4-1 show that the direct 

effect of service quality on customer satisfaction is lower than the indirect effect 

of performing the mediation role. By this way, this scenario is considered partial 

mediation because the relationship between service quality (IV) and customer 

satisfaction (DV) is still contributed to while the mediator role of perceived 

usefulness also plays a part in the relationship. In general, the Sobel test is used 

for verifying the statistical value of the mediation variable with the exact amount 

of the bootstrapping sample (Preacher and Hayes, 2004). 

Table 4-21 displays the results of Sobel’s analysis for the mediating role of 

perceived usefulness (MV). There are three parts to showing the Sobel’s procedure, 

namely, direct and total effect, indirect effect and significance, and bootstrap 

results from the indirect effect. For the first part, pathway 1 (IV->DV), there is 

statistically significant (β = 0.4388, SE = 0.454, t = 9.6635, and p <0.001). It means 

that the relationship between service quality and customer satisfaction is going 

well. Pathway 2 (IV->MV), where the perceived usefulness (MV) is significantly 

influenced by service quality (IV). The statistical values are shown as β = 0.3638, 

SE = 0.456, t = 7.9834, and p < 0.001. This consequence is mentioned in the 

relationship between perceived usefulness (MV) and customer satisfaction (DV) 

in model 3, while service quality is also included as a controlled variable. The 

statistical values are shown as β=0.7052, SE = 0.0378, t = 18.6357, and p < 0.001. 

Last but not least, pathway 4 (IV->DV, MV) demonstrates the relationship 

between service quality (IV) and customer satisfaction (DV), while perceived 

usefulness is also included as the controlled variable. The values are β = 0.1822, 

SE=0.0349, t=5.2139, and p < 0.001. The second part shows that indirect effect 

and significance using the normal distribution showed that perceived usefulness is 
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performed as a mediator in the relationship. Because Sobel (the estimates of the 

mediated effect) is account for βIV->MV* βMV->DV,IV= 0.3638*0.7052 = βIV->DV - 

βIV->DV,MV= 0.4388-0.1822= 0.2566. The significant p is lower than 0.001. The 

standard error is 0.035. The lower limit (LL) and upper limit (UL) of the Sobel 

test are 0.1880 to 0.3252 with z = 7.3294. Third, 5000 bootstrapping of samples is 

implemented in this method. The value is performed well (effect value=0.2566, 

Mean=0.2564, SE=0.0404, LL95% confident interval=0.1763, and UL95% 

confident interval= 0.3341). Indeed, perceived usefulness is defined as a partial 

mediation of the relationship between service quality and customer satisfaction. 

Table 4-21 The Sobel test's results for the mediation of perceived usefulness 

between service quality and customer satisfaction 

Direct and Total effect          

    β SE t p  

IV->DV  0.4388 0.0454 9.6635 0.0000  

IV->MV  0.3638 0.0456 7.9834 0.0000  

MV->DV, IV is 

controlled 0.7052 0.0378 18.6357 0.0000  

IV->DV, MV is 

controlled 0.1822 0.0349 5.2139 0.0000  

 

Indirect effect and significance using the normal 

distribution     

  Value  SE LL95%CI UL95%CI Z P 

SOBEL  0.2566 0.035 0.1880 0.3252 7.3294 0.0000 

Boostrap results from the indirect 

effect        

  Value  Mean SE LL95%CI UL95%CI  

Effect 0.2566 0.2564 0.0404 0.1763 0.3341  

Boostrap 5000 

Source: Original Study 
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4.5.4. Mediation effect of Perceived usefulness between Service quality and 

Behavioral Intention 

It is quite the same as in the previous section. Table 4-22 represents the 

mediating effect of perceived usefulness in the relationship between service 

quality and behavioral intention. The regression table below mentions four models, 

which literally follow hierarchical regression analysis. Model 1, results reveal that 

R² = 0.155, Adjusted-R² = 0.153, F-value = 63.734, D-W = 2.049, and VIF is 1. 

The 𝛽1=0.394 with three stars is significant. Service quality (IV) is significantly 

communicated to perceived usefulness (MV). Model 2 shows the relationship 

between service quality and behavioral intention. This model is not bad because 

R² covered 5.1% and Adjusted-R² covered 4.9% explain the equation of this 

relationship. To illustrate, F-value = 18.761, p<0.001, D-W=2.098, and VIF is 1 

and 𝛽2=0.226. The direct effect between the relationship of service quality and 

behavioral intention is completely significant in each other. In Model 3, the 

relationship between perceived usefulness and behavioral intention is indicated as 

the result of R² = 0.509, Adjusted-R² = 0.507, F-value = 359.355, p<0.001, D-W 

= 1.740, and VIF is 1.000 and 𝛽2=0.713. This relationship is strong enough to 

have three-star significance. Last model, it is such an important determination of 

mediation effect. Hierarchical regression is used to assess the impact of mediation 

on the dependent variable, while the independent variable is also presented. The 

statistical values show R² = 0.512, Adjusted-R² = 0.509, F-value = 181.697, 

p<0.001, D-W = 1.753, and VIF = 1.184. Identically, perceived usefulness is 

statically significant effect on behavioral intention with 𝛽=0.739 (three-star 

significance), whereas service quality has no significance 𝛽=-0.064 (no star).   
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Table 4-22 The results of mediation effect of perceived usefulness between 

service quality and behavioral intention 

Independent 

variables 

Dependent variable 

PU BI 

Model 1(𝛽) Model 2(𝛽) Model 3(𝛽) Model 4(𝛽) 

SQ 0.394*** 0.226***   -0.064 

PU     0.713*** 0.739*** 

R² 0.155 0.051 0.509 0.512 

Adjusted-R² 0.153 0.049 0.507 0.509 

F-value 63.734 18.761 359.355 181.697 

Sig.p 0.000 0.000 0.000 0.000, 0.115 

D-W 2.049 2.098 1.74 1.753 

VIF 1.000 1.000 1.000 1.184, 1.184 

 Note: *p< 0.05; **p < 0.01; ***p < 0.001 

Source: Original Study 

Source: Original Study 

Service Quality 

Perceived Usefulness 

Behavioral Intention 

0.226*** 

-0.064 

Figure 4-2 Mediation effect of perceived usefulness between service quality 

and behavioral intention 
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This kind of mediator is such a potential one to improve the relationship 

between independent variable and dependent variable more effectively. In fact, 

perceived usefulness plays a crucial role in mediating the relationship between 

service quality and behavioral intention. To enhance, the Sobel test is conducted 

to figure out this scenario more effectively.  

Table 4-23 describes three parts of Sobel’s procedure, including direct and 

total effect, indirect effect and significance, and bootstrap results from the indirect 

effect. Part 1, pathway 1 (IV->DV) expresses the relationship between service 

quality and behavioral intention. This relationship is statistically significant (beta 

= 0.2674, SE = 0.0617, t = 4.3313, p< 0.001). The relationship between the 

independent variable and the mediator is displayed in pathway 2 (IV->MV). 

Perceived usefulness is strongly influenced by service quality (β = 0.3638, SE= 

0.0456, t= 7.9834, and p < 0.001). Pathway 3 (MV->DV, IV) covers statistical 

values of the relationship between perceived usefulness and behavioral intention 

while service quality is joined as a controlled variable (β= 0.9443, SE= 0.0522, t= 

18.0834, and p< 0.001). The pathway 4 (IV->DV, MV) showed some negative 

values between the relationship of independent variable and dependent variable, 

including the representation of mediator (β = -0.0762, SE = 0.0482, t = -1.579, and 

p > 0.10). This means that the relationship between service quality and behavioral 

intention has no significance. For part 2, Sobel value is also support perceived 

usefulness as a mediator with Sobel (the estimates of the mediated effect) = 0.3436. 

Moreover, SE = 0.471, LL95% confident interval = 0.2512, and UL95% 

confident interval = 0.4359, z = 7.940, and p < 0.001. The part 3, bootstrap results 

from the indirect effect also demonstrate a supportive outcome for the mediation 

effect (effect value = 0.3436, mean = 0.3448, SE = 0.0634, LL95% confident 

interval = 0.2271, and UL95% confident interval = 0.4784). Therefore, the 
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following consequences reveal that perceived usefulness is strongly significant as 

a full mediator for the relationship between service quality and behavioral 

intention. 

 

Table 4-23 The Sobel test's results for the mediation of perceived usefulness 

between service quality and behavioral intention 

Direct and Total effect          

    β SE t p  

IV->DV  0.2674 0.0617 4.3313 0.0000  

IV->MV  0.3638 0.0456 7.9834 0.0000  

MV->DV, IV is 

controlled 0.9443 0.0522 18.0834 0.0000  

IV->DV, MV is 

controlled 

-

0.0762 0.0482 -1.579 0.1153  

Indirect effect and significance using the normal 

distribution     

  Value  SE LL95%CI UL95%CI Z P 

SOBEL  0.3436 0.0471 0.2512 0.4359 7.2940 0.0000 

 

Boostrap results from the indirect 

effect        

  Value  Mean SE LL95%CI UL95%CI  

Effect 0.3436 0.3448 0.0634 0.2271 0.4784  

Bootstrap 5000 

Source: Original Study 
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4.5.5. Mediation effect of Customer Satisfaction between Service Quality and 

Behavioral Intention  

Customer satisfaction is determined as another mediation effect between the 

relationship of service quality and behavioral intention. According to table 4-24, 

model 1 shows the relationship between service quality (IV) and customer 

satisfaction (MV). The statistical value is R²= 0.212, Adjusted-R²= 0.210, F-value 

= 93.383, D-W = 2.131, and VIF is 1. So, service quality has a strong relationship 

to customer satisfaction with 𝛽=0.460 including three-stars significance. Model 2 

shows that R² = 0.051, Adjusted-R² = 0.049, F-value=18.761, p<0.0001, D-W = 

2.098, and VIF is 1, and 𝛽 = 0.226. This model is quite good for this mediation 

relationship. As outcome shown, 5.1% of R² and 4.9% Adjusted-R² dramatically 

supported to the linear equation. But this relationship is still considered as a 

significant relationship. Model 3, the outcome is exhibited a good relationship 

(R²=0.493, Adjusted-R²=0.491, F-value = 337.049, p<0.001, D-W = 1.708, and 

VIF is 1, and 𝛽=0.702. The three stars show a strong relationship between 

customer satisfaction and behavioral intention. Last but not least, the 

manifestation of service quality and customer satisfaction is shown in model 4. 

While the relationship between service quality and behavioral intention appears to 

be negative significant (beta = -0.123) with two stars, the relationship between 

customer satisfaction and behavioral intention is positively significant (0.758) 

with three stars. Moreover, this model shows R² = 0.505, Adjusted-R² = 0.502, F-

value = 176.219, p<0.001, D-W = 1.708, and VIF is 1.269.  
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Table 4-24 The results of mediation effect of customer satisfaction between 

service quality and behavioral intention 

Independent 

variables 

Dependent variable 

CS BI 

Model 1(𝛽) Model 2(𝛽) Model 3(𝛽) Model 4(𝛽) 

SQ 0.460*** 0.226***   (-0.123)** 

CS     0.702*** 0.758*** 

R² 0.212 0.051 0.493 0.505 

Adjusted-R² 0.21 0.049 0.491 0.502 

F-value 93.383 18.761 337.049 176.219 

Sig.p 0.000 0.000 0.000 0.000, 0.004 

D-W 2.131 2.098 1.664 1.708 

VIF 1.000 1.000 1.000 1.269, 1.269 

Note: *p< 0.05; **p < 0.01; ***p < 0.001 

Source: Original Study 

 

Source: Original Study 

Figure 4-3 Mediation effect of customer satisfaction between service quality 

and behavioral intention 

Service 
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Behavioral Intention 
0.226*** 

-0.123** 



 

 82 

The regression table 4-24 statistically displayed the mediation information 

through (Baron and Kenny). While the relationships have significance among the 

variables, customer satisfaction is defined as a partially mediation of service 

quality and behavioral intention. To avoid controversial interpretation, this part 

performs the Sobel test to verify the mediator more clearly.  

 Table 4-25 also expressed the statistical value as similar to the previous 

Sobel test table. Pathway 1 shows the relationship between an independent 

variable and a dependent variable. It reveals that β = 0.2674, SE = 0.0617, t = 

4.3313, and p < 0.001. The quality of service influences behavioral intention. 

Pathway 2, the relationship is stated positive significant between service quality 

(IV) and customer satisfaction (MV), (β=0.4388, SE=0.0454, t=9.6635, and 

p<0.001). Additionally, independent variables are controlled in pathways 3. The 

values are β = 0.9398, SE = 0.0528, t = 17.736 and p < 0.001. It means that the 

relationship between customer satisfaction and behavioral intention is strongly 

significant, including the presence of service quality (IV). Next, pathway 4 is not 

totally good enough to consider for having a positive relationship. Because β=-

0.1450, SE=0.0503, t=-2.8808, and p=0.01). It means that service quality has a 

negative relationship with behavioral intention while having the presence of 

customer satisfaction. In the part 2, Indirect effect and significance shows the 

value of Sobel (the estimates of the mediated effect) = 0.4124. In addition, SE = 

0.4886, LL95% confident interval = 0.3171, and UL95% confident interval = 

0.5077, z = 8.4816, and p < 0.001. Last but not least, bootstrap results showed that 

effect value=0.4124, Mean=0.4140, SE=0.0610, LL95% confident 

interval=0.2998, and UL95% confident interval= 0.5355. For that reason, 

customer satisfaction is a partial measure to communicate the relationship between 

service quality and behavioral intention. 
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Table 4-25 The Sobel test's results of mediation effect of customer satisfaction 

between service quality and behavioral intention 

Direct and Total effect          

    β SE t p  

IV->DV  0.2674 0.0617 4.3313 0.0000  

IV->MV  0.4388 0.0454 9.6635 0.0000  

MV->DV, IV is 

controlled 0.9398 0.0528 17.7936 0.0000  

IV->DV, MV is 

controlled 

-

0.1450 0.0503 -2.8808 0.0042  

Indirect effect and significance using the normal 

distribution     

  Value  SE 

LL95%C

I 

UL95%C

I Z P 

SOBEL  0.4124 0.0486 0.3171 0.5077 8.4816 

0.000

0 

Boostrap results from the indirect 

effect        

  Value  Mean SE LL95%CI 

UL95%C

I  

Effect 0.4124 0.414 0.0610 0.2998 0.5355  

Boostrap 5000 

Source: Original Study 

 

4.5.6. Mediation effect of Customer Satisfaction between Perceived Usefulness 

and Behavioral Intention 

Another mediation is customer satisfaction, which is defined by the 

relationship between perceived usefulness and behavioral intention. It is such a 

potential mediator in the conceptual framework because it is mostly based on 

empirical study and real circumstances. Table 4-26 shows four models that 
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describe the Barron and Kenny procedure. Model 1 explains the relationship 

between perceived usefulness (IV) and customer satisfaction (MV). The value is 

R² = 0.576, Adjusted-R² = 0.575, F-value = 471.127, D-W = 1.826, and VIF is 1. 

While the beta is 0.759 with three-star significance, this model explains a strong 

relationship between perceived usefulness and customer satisfaction. Model 2 

shows the relationship between perceived usefulness (IV) and behavioral intention 

(DV) as a direct effect. The value is R² = 0.509, Adjusted-R² = 0.507, F-value = 

359.355, D-W = 1.740, and VIF is 1. Because of the acceptable result, model 2 

explains well the relationship between customer satisfaction and behavioral 

intention. Model 3 indicates the relationship between customer satisfaction (MV) 

and behavioral intention (DV). Actually, the outcome is R² = 0.493, Adjusted-R² 

= 0.491, F-value = 337.049, D-W = 1.664, and VIF is 1. It means that behavior 

intention is strongly influenced by customer satisfaction with three-star 

significance. For the model 4, both of the relationships are strongly significant to 

behavioral intention (R² = 0.570, Adjusted-R² = 0.567, F-value = 228.968, D-W = 

1.596, and VIF is 2.358). Thus, the relationship between perceived usefulness and 

behavioral intention is as positively significant as the relationship between 

customer satisfaction and behavioral intention. 
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Table 4-26 The Results of Mediation Effect of Customer Satisfaction Between 

Perceived Usefulness and Behavioral Intention 

Independent 

variables 

Dependent variable 

CS BI 

Model 1(𝛽) Model 2(𝛽) Model 3(𝛽) Model 4(𝛽) 

PU 0.759*** 0.713***   0.426*** 

CS     0.702*** 0.379*** 

R² 0.576 0.509 0.493 0.570 

Adjusted-R² 0.575 0.507 0.491 0.567 

F-value 471.127 359.355 337.049 228.968 

Sig.p 0.000 0.000 0.000 0.000, 0.000 

D-W 1.826 1.740 1.664 1.596 

VIF 1.000 1.000 1.000 2.358, 2.358 

Note: *p< 0.05; **p < 0.01; ***p < 0.001 

Source: Original Study 

Source: Original Study 

Perceived 

Usefulness 

Customer Satisfaction 

 

Behavioral Intention 
0.713*** 

0.426*** 

Figure 4-4 Mediation Effect of Customer Satisfaction Between Perceived 

Usefulness and Behavioral Intention 
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The table above theoretically provides a concept of Barron and Kenny on 

the mediator variable. In fact, customer satisfaction played a role in the partial 

mediation of the study. According to the Sobel test, this mediation analysis is 

clearly verified to make the model reliable and effective. Table 4-27 describes the 

four parts of the Preacher and Hayes procedure for testing mediation effects. 

Pathway 1 gives an idea of the relationship between an independent variable and 

a dependent variable. Positively, perceived usefulness strongly effects behavioral 

intention (β = 0.9118, SE = 0.0481, t=18.9567, and p<0.001). Pathway 2 is also 

positively significant because the relationship between perceived usefulness and 

customer satisfaction is firmly acceptable (β = 0.7829, SE=0.0361, t=21.7055, and 

p < 0.0001). Pathway 3 still shows positive signs within the relationship. Customer 

satisfaction fully effects to behavioral intention with the value of β=0.4694, 

SE=0.0671, t=6.9955, and p<0.001. The last pathway indicates the relationship 

between the independent variable and the dependent variable while the mediator 

variable is controlled. This pathway is absolutely significant with a value of 

β=0.5443, SE = 0.692, t = 7.8623, and p<0.001. Thereupon, the relationship 

between perceived usefulness and behavioral intention is positively significant 

while customer satisfaction is controlled. For the next part, Sobel test is powerfully 

significant because Sobel (the estimates of the mediated effect) equals 0.3675 with 

p<0.001 and z = 6.6519. The last part mentioned bootstrapping using 5000 

samples. Actually, effect value = 0.3775, mean = 0.3689, SE =0.0610, LL95% 

confident interval = 0.2580, and UL95% confident interval = 0.4986. Therefore, 

perceived usefulness and behavioral intention are partially mediated by customer 

satisfaction. 



 

 87 

Table 4-27 The Sobel Test's Results of Mediation Between Customer 

Satisfaction Between Perceived Usefulness and Behavioral Intention 

Direct and Total effect          

    β SE t p  

IV->DV  0.9118 0.0481 18.9567 0.0000  

IV->MV  0.7829 0.0361 21.7055 0.0000  

MV->DV, IV is 

controlled 0.4694 0.0671 6.9955 0.0000  

IV->DV, MV is 

controlled 0.5443 0.0692 7.8623 0.0000  

Indirect effect and significance using the normal 

distribution     

  Value  SE 

LL95%C

I 

UL95%C

I Z P 

SOBEL  0.3675 0.0553 0.2592 0.4758 6.6519 

0.000

0 

Boostrap results from the indirect 

effect        

  Value  Mean SE LL95%CI 

UL95%C

I  

Effect 0.3675 0.3689 0.061 0.258 0.4986  

Boostrap 5000 

Source: Original Study 

 

4.5.7. The moderation effect of Subjective Norm on the relationship between 

Service Quality and Perceived Usefulness. 

"Effect modifier" by Hinshaw (2002) and "causal interaction effect" by A. 

D. Wu and Zumbo (2008) are termed moderating effects, which are referred to the 

interactive variable in a particular relationship. According to this study, the 

conceptual framework consisted of 3 moderating variables, such as subjective 
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norm, and electric word-of-mouth. Subjective norms, in fact, play two roles: one 

interacts with the relationship between service quality and perceived usefulness, 

and the other with the relationship between service quality and customer 

satisfaction. Additionally, E-WOM has a moderating effect on the relationship 

between perceived usefulness and behavioral intention. This course of action is 

adopted by Baron and Kenny (1986) to figure out the confirmation of those 

moderating effects. It is such a significant interaction between the independent 

variable and the moderating variable (IV*MV) that it explains the dependent 

variable. 

In table 4-28, the result explained four models of regression analysis that 

included some of the methods such as R², Adjusted-R², F-value, significant, D-W, 

and VIF. Model 1 shows that the relationship between service quality (IV) and 

perceived usefulness is positively three-star significant with 𝛽 = 0.394 (R² = 0.155, 

Adjusted-R² = 0.153, F-value = 63.744, p< 0.001, D-W = 2.049, VIF = 1). Model 

2 demonstrates the relationship between the moderating variable and the 

dependent variable. The values are R² = 0.263, Adjusted-R² = 0.261, F-value = 

123.966, p < 0.001, D-W = 1.940, and VIF = 1. So, model 2 is strongly correlated 

with the relationship between subjective norm and perceived usefulness, with 

three stars significant at beta = 0.513. The relationship of the independent variable, 

moderating variable, and dependent variable together is displayed as model 3. The 

𝛽SQ= 0.344 and 𝛽SN= 0.477 are all significant with three stars while R² = 0.380, 

Adjusted-R² = 0.377, F-value = 106.153, p < 0.001, D-W= 1.933, VIF = 1.011. 

For model 4, it is the extension of model 3, with the addition of the interacting 

variable (SQ*SN). Actually, the outcome reveals that the interacting variable has 

no significance 𝛽SQ*SN=0.054 while the presence of service quality and subjective 

norm are positively three-star significant (𝛽SQ=0.346 and 𝛽SN=0.461). Therefore, 
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the relationship between service quality and perceived usefulness was not 

moderated by subjective norm. Subjective norm is rejected as a moderating effect. 

Table 4-28 The Results of Moderating Effect of Subjective Norm Between 

Service Quality and Perceived Usefulness 

Independent 

variables 

Dependent variable 

PU 

Model 1(𝛽) Model 2(𝛽) Model 3(𝛽) Model 4(𝛽) 

Independent 

Variable - SQ 0.394***   0.344*** 0.346*** 

Moderating 

Variable - SN   0.513*** 0.477*** 0.461*** 

Interaction 

Variable - SQ*SN       0.054 

R² 0.155 0.263 0.380 0.383 

Adjusted-R² 0.153 0.261 0.377 0.378 

F-value 63.734 123.966 106.153 71.347 

Sig.p 0.000 0.000 0.000, 0.000 

0.000, 

0.000, 0.228 

VIF 1.000 1.000 1.011, 1.011 

 1.113, 

1.116, 1.104 

Note: *p< 0.05; **p < 0.01; ***p < 0.001 

Source: Original Study 
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Figure 4-5 Moderating Effect of Subjective Norm Between Service Quality and 

Perceived Usefulness 
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Source: Original Study 

 

4.5.8. The moderation effect of Subjective Norm on the relationship between 

Service Quality and Customer Satisfaction 

 

In table 4-29 below, subjective norm is described as having a moderating 

effect on the relationship between service quality and customer satisfaction. Model 

1 shows the relationship between an independent variable (IV) and a dependent 

variable (DV). The statistical value is R² = 0.212, Adjusted-R² = 0.210, F-value = 

93.383, p<0.001, D-W = 2.131, VIF = 1. Thus, this model has a strongly 

significant level of service quality and customer satisfaction (𝛽SQ=0.460). Model 

2 𝛽 value is 0.392 with three stars significant. It means that the relationship 

between subjective norm to customer satisfaction is strongly correlated (R² = 

0.153, Adjusted-R² = 0.151, F-value = 62.901, p<0.001, D-W = 1.948, VIF = 1). 

Model 3 shows the significance of 𝛽SQ=0.424 and 𝛽SN=0.347 on customer 

satisfaction with R² = 0.331, Adjusted-R²=0.328, F-value = 85.746, p<0.001, D-

W = 2.085, and VIF = 1.011. Model 4 demonstrates the interacting variables in 

the relationship between service quality and customer satisfaction. There is 

positive significance in the relationships while all of them are involved in the same 

model. The model 4 result is R² = 0.363, Adjusted-R² = 0.357, F-value = 65.440, 

p < 0.0001, D-W = 2.023, including 𝛽SQ= 0.431, 𝛽SN= 0.290, and 𝛽SQ*SN= 0.186 

(three stars significant). According to this explanation, Subjective norm is a 

positive moderator between the relationship of service quality and customer 

satisfaction.  
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Table 4-29 The Results of Moderating Effect of Subjective Norm Between 

Service Quality and Customer Satisfaction 

Independent 

variables 

Dependent variable 

CS 

Model 1(𝛽) Model 2(𝛽) Model 3(𝛽) Model 4(𝛽) 

Independent 

Variable - SQ 0.460***   0.424*** 0.431*** 

Moderating 

Variable - SN   0.392*** 0.347*** 0.290*** 

Interaction 

Variable - SQ*SN       0.186*** 

R² 0.212 0.153 0.331 0.363 

Adjusted-R² 0.210 0.151 0.328 0.357 

F-value 93.383 62.901 85.746 65.440 

Sig.p 0.000 0.000 0.000, 0.000 

0.000, 0.000, 

0.000 

VIF 1.000 1.000 1.011, 1.011 

 1.013, 

1.116, 1.104 

Note: *p< 0.05; **p < 0.01; ***p < 0.001 

Source: Original Study 

 

 

 

 
 

 

 

 

 

 

Source: Original Study 
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Figure 4-6 Moderating Effect of Subjective Norm Between Service 

Quality and Customer Satisfaction 
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Table 4-29 and figure 4-6 showed that subjective norm is statistically 

considered to be a moderating factor. The study prefers to display an interaction 

plot for more explanation. According to figure 4-7, the plot shows the moderating 

effect of the subjective norm that interacts with the relationship between service 

quality and customer satisfaction. The low group (1.00) and the high group (2.00) 

were separated based on the median value to determine which group was 

dramatically increased by the moderating variable.  

As the plot showed, while service quality is low, the low group of subjective 

slightly affects customer satisfaction at around 5.10 to 5.21. But while the 

subjective norm is high, service quality is boosted from low group to high group 

and reaches the maximum of customer satisfaction (around 4.90 to 5.81). 

Subjective norm has a visible moderating effect on the relationship between 

service quality and customer satisfaction in this plot. 

 

Figure 4-7 The Story (Plot) Graph of Moderating Effect of Subjective Norm 

Between Service Quality and Customer Satisfaction 



 

 93 

Source: Original Study 

 

4.5.9. The moderation effect of Electronic Word of Mouth on the relationship 

between Service Quality and Behavioral Intention 

Moving to this table, it is not quite different from the previous tables. 

Electronic word-of-mouth is discussed as a moderating effect in table 4-30. Model 

1 shows a positive correlation between perceived usefulness and behavioral 

intention. The value shows R² = 0.509, Adjusted-R² = 0.507, F-value = 359.355, 

p < 0.001, D-W = 1.740, VIF = 1, and beta value is 0.713 with three stars. Model 

2 demonstrates the relationship between electronic word-of-mouth and behavioral 

intention. Based on model 2’s outcome, it displays R² = 0.369, Adjusted-R² = 

0.367, F-value = 268.265, p<0.001, D-W = 2.424, VIF = 1, and 𝛽EWOM=0.607 with 

three-star significance. Thus, electronic word-of-mouth is statistically correlated 

with behavioral intention. Model 3 shows two variables that together have a 

relationship with behavioral intention. Actually, they are strongly important to 

behavioral intention, with three stars being significant. Perceived usefulness 

achieved beta 0.551 while electronic word-of-mouth reached 0.354. In addition, 

R² = 0.608, Adjusted-R² = 0.606, F-value = 268.265, p < 0.001, D-W = 2.046, VIF 

= 1.267. Model 4 demonstrates that electronic word-of-mouth is negatively 

significant to the relationship between perceived usefulness and behavioral 

intention because the beta value accounts for -0.204 (R² = 0.647, Adjusted-R² = 

0.644, F-value = 210.703, p < 0.001, D-W = 2.211). So, electronic word-of-mouth 

is negatively significant in the relationship between perceived usefulness and 

behavioral intention.  
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Table 4-30 The results of moderating effect of electronic word-of-mouth 

between perceived usefulness and behavioral intention 

Independent 

variables 

Dependent variable 

BI 

Model 1 (𝛽) Model 2(𝛽) Model 3(𝛽) Model 4(𝛽) 

Independent 

Variable - PU 0.713***   0.551*** 0.509*** 

Moderating 

Variable - EWOM   0.607*** 0.354*** 0.337*** 

Interaction 

Variable - 

PU*EWOM       (-0.204)*** 

R² 0.509 0.369 0.608 0.647 

Adjusted-R² 0.507 0.367 0.606 0.644 

F-value 359.355 202.542 268.265 210.703 

Sig.p 0.000 0.000 0.000, 0.000 

0.000, 0.000, 

0.000 

VIF 1.000 1.000 1.267, 1.267 

 1.311, 

1.275, 1.069 

Note: *p< 0.05; **p < 0.01; ***p < 0.001 

Source: Original Study 
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Source: Original Study 

 

According to figure 4-9, the below plot shows an important moderating 

effect that interacts with the relationship between perceived usefulness and 

behavioral intention. Electronic word-of-mouth is controversially discussed in the 

previous part of Baron and Kenny (1986) policy, which is insignificant. To verify 

this matter, the plot reveals that while the perceived usefulness is low, the presence 

of electronic word-of-mouth’s low group achieved behavioral intention around 

4.20 to 5.95. In different circumstances, electronic word-of-mouth boosts 

perceived usefulness to a high group while just slightly increasing the value of 

behavioral intention (around 5.45 to 6.05). In addition, the vector of the red line is 

weaker than the blue line. It means that the blue line has more potential and is a 

stronger subject. So, based on the vector’s line of two groups, electronic word-of-

mouth has a negative moderating effect that decreases the relationship between 

perceived usefulness and behavioral intention. 

 

PU 

EWOM 

-0.204*** 

BI 
0.713*** 

Figure 4-8 Moderating Effect of Electronic Word-Of-Mouth Between 

Perceived Usefulness and Behavioral Intention 
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Figure 4-9 The Story (Plot) Graph of Moderating Effect of Electronic Word-of-

Mouth Between Perceived Usefulness and Behavioral Intention 

Source: Original Study 

 

4.6. Structural Model Evaluation  

Moving on to this part, SmartPLS program is used to verify the conceptual 

model, whether between regression analysis (SPSS) and SmartPLS totally shows 

the same significant relationship or different. In such manner, evaluation of the 

measurement model and evaluation of structural model and hypothesis testing 

were used to describe the relationship among the variables in the conceptual model. 

 

4.6.1. Measurement Model Evaluation  

Recent years, Partial Least Squares Structural Equation Modeling (PLS-

SEM) is popularly used to verify the study’s model in variance based including 
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the sectors of strategy, marketing, and science management etc. (Hair Jr, et al., 

2021). In such manner, there are some rules of thumb to do a validation of 

measurement model evaluation, namely, composite reliability (CR) and 

Cronbach’s alpha (α), coefficient of determination (R2), and average variance 

extracted (AVE). According to Hair, et al. (2011), R2 value more than 0.75 is 

classified as important; between 0.50 and 0.75 is strong; between 0.25 and 0.50 is 

weak; and smaller than 0.25 is very weak. Based on the suggestion from Fornell 

and Larcker (1981) and Hair Jr, et al. (2014), the value of Average Variance 

Extracted (AVE) and Composite Reliability (CR) must be greater than standard of 

0.5 and 0.7 respectively. Cronbach's alpha (∝) is a coefficient used to examine the 

internal consistency of each construct's factor (Cronbach and Meehl, 1955). 

According to Hair et al. (2014), a Cronbach's alpha (∝) value greater than 0.7 

indicates good reliability and maintains internal consistency in the measurement 

model. 

In table 4.31, the outcomes showed that the Cronbach’s Alpha value of all 

variables is between 0.805 to 1.00, is bigger than 0.7. It means that the model is 

reliable and consistency. The composite is greater than 0.7, ranged between 0.873 

to 1.000. It explains a tendency to evolve variable among each other’s. In addition, 

AVE is totally higher than 0.5, ranged between 0.614 to 1.000. Moreover, R2 of 

all variables is considered as important substantial. Because the ranging between 

0.437 to 0.702 is dominated as the potential relationship. So, the study data’s 

dependable fit to the research model. 
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Table 4-31 Measurement Model Evaluation 

Items 

Cronbach’s 

Alpha 

Composite 

Reliability AVE R Square 

Behaviroal Intention 0.805 0.885 0.720 0.702 

Customer 

Satisfaction 0.842 0.894 0.678 0.647 

ElectronicWord-Of-

Mouth 0.874 0.914 0.726   

Moderating effect of 

EWOM 1.000 1.000 1.000   

Moderating effect of 

Subjective Norm 1 
1.000 1.000 1.000   

Moderating effect of 

Subjective Norm 2 
1.000 1.000 1.000   

Perceived Usefulness 0.806 0.873 0.634 0.437 

Subjective Norm 0.861 0.898 0.689   

Service Quality 0.943 0.950 0.614   

Source: Original Study 

4.6.2. Evaluation of the Structural Model 

Structural model analysis involves an assessment of the statistical 

significance of structural relationships, such as multicollinearity and the effect size 

f-square (f2). In this research, we undertake above analyses by consuming Smart 

PLS 3. The path parameter coefficient is implemented to test the hypothesis with 

349 samples. The study use bootstrapping resampling techniques to investigate the 

association between variables and runs 5000 bootstrap subsamples with the PLS-

SEM algorithm (Hair Jr, et al., 2021). 
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According to table 4-31, It demonstrated the relationships of 11 hypotheses. 

For the H1, it was positively impact to perceived usefulness with β= 0.308, t= 

5.744, f2= 0.161, p< 0.001. The supporting of H1 means that service quality is 

significant with three stars influence on perceived usefulness. H2 is also support 

because the service quality is significant impact on customer satisfaction with β= 

0.206, t= 5.975, f2= 0.099, p< 0.001, and three-stars significance. H3 doesn’t has 

significant within the constructs with β= 0.116, t= 1.342, f2= 0.0181, p> 0.05. Thus, 

moderating effect of subjective norm doesn’t have any influence to the interaction 

of the relationship between service quality and perceived usefulness. H4 is 

supported with β= 0.490, t= 12.758, f2= 0.382, p< 0.001, and three-stars 

significance. The relationship between subjective norm and perceived usefulness 

is significantly correlated. H5 shows insignificant impact between subjective norm 

and customer satisfaction with β= -0.013, t= 0.247, f2= 0.0003, p> 0.05. H6 is 

slightly supported because β= 0.170, t= 1.997, f2= 0.061, p< 0.05, and one-star 

significance. H7 is strongly supported because β= 0.654, t= 14.118, f2= 0.682, p< 

0.001, and three-stars significance. Therefore, this relationship is considered as the 

strongest one between perceived usefulness and customer satisfaction. H8 is also 

positively significant with β= 0.266, t= 5.636, f2= 0.088, p< 0.001, and three-stars 

significance. Perceived usefulness is significant impact on behavioral intention. 

H9 is completely supported the relationship between customer satisfaction and 

behavioral intention β= 0.332, t= 4.899, f2= 0.145, p< 0.001, and three-stars 

significance. Moreover, H10 reveals the significant impact between electronic 

word-of-mouth with β= 0.301, t= 5.196, f2= 0.229, p< 0.001, and three-stars 

significance. The last hypothesis shows that moderating effect of electronic word-

of-mouth is considered as the moderator between perceived usefulness and 

behavioral intention with β= -0.156, t= 5.164, f2= 0.157, p< 0.001, and three-stars 
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significance. But the negative effect of β showed the weakening of the relationship 

of perceived usefulness and behavioral intention while electronic word-of-mouth 

was contributed.  

Table 4-32 Structural Model and Hypothesis Testing 

Paths 
Standardized 

Estimate (β) 

T 

Statistics 

F 

Square 

P 

Values 
Remarked 

SQ -> PU 0.308*** 5.744 0.161 0.000 H1: Supported 

SQ -> CS 0.206*** 5.975 0.099 0.000 H2: Supported 

MSN1 -> PU 0.116 1.342 0.0181 0.180 

H3: Not 

Supported 

SN -> PU 0.490*** 12.758 0.382 0.000 H4: Supported 

SN -> CS -0.013 0.247 0.0003 0.805 

H5: Not 

Supported 

MSN2 -> CS 0.170* 1.997 0.061 0.046 H6: Supported 

PU -> CS 0.654*** 14.118 0.682 0.000 H7: Supported 

PU -> BI 0.266*** 5.636 0.088 0.000 H8: Supported 

CS -> BI 0.332*** 4.899 0.145 0.000 H9: Supported 

EWOM -> 

BI 0.301*** 5.196 0.229 0.000 H10: Supported 

MEWOM -> 

BI -0.156*** 5.164 0.157 0.000 H11: Supported 

MSN1: Moderating effect of Subjective norm on the relationship between service 

quality and Perceived usefulness 

MSN2: Moderating effect of Subjective norm on the relationship between service 

quality and customer satisfaction 
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Note: *p< 0.05; **p < 0.01; ***p < 0.001 

Source: Original Study 

Source: Original Study 
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Figure 4-10 Partial Least Square Model of the Study 
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    CHAPTER FIVE 

 CONCLUSIONS AND SUGGESTIONS 

 

5.1. Research Conclusion  

Table 5-1 Outcome of the hypothesis testing 

Hypotheses Results 

H1 There a is significant effect between service quality and 

perceived usefulness 

Supported 

H2 There a is significant effect between service quality and 

customer satisfaction  

Supported 

H3 Subjective norm moderates the relationship between 

service quality and perceived usefulness  

Not 

Supported 

H4 There a is significant effect between subjective norm and 

perceived usefulness 

Supported 

H5 There a is significant effect between subjective norm and 

customer satisfaction  

Supported 

H6 Subjective norm moderates the relationship between 

service quality and customer satisfaction 

Supported 

H7 There a is significant effect between perceived usefulness 

and customer satisfaction  

Supported 

H8 There a is significant effect between perceived usefulness 

and behavioral intention 

Supported 

H9 There a is significant effect between customer satisfaction 

and behavioral intention 

Supported 
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Table 5-1 Outcome of the hypothesis testing (Continued) 

Hypotheses Results 

H10 There a is significant effect between electronic word-of-

mouth and behavioral intention 

Supported 

H11 Electronic word-of-mouth moderates the relationship 

between perceived usefulness and behavioral intention 

Supported 

 

The statement of concerns and empirical studies established the conceptual 

framework, and the conceptual framework consisted of hypotheses development 

in this study. By the way, hypothesis testing is an essential purpose of this study. 

Table 5.1 contains 11 hypotheses about which the preceding was mentioned: (i) to 

define the relationship between service quality and perceived usefulness; (ii) to 

determine the relationship between service quality and customer satisfaction; (iii) 

to investigate the moderating effect of subjective norm on the relationship between 

service quality and perceived usefulness; (iv) to investigate the effect of the 

relationship between the relationship of subjective norm and perceived usefulness, 

(v) to explore the relationship between subjective norm and customer satisfaction, 

(vi) to investigate the moderating effect of subjective norm that interact the 

relationship between service quality and customer satisfaction, (vii) to 

demonstrate the effect between perceived usefulness, (viii) to understand the effect 

between perceived usefulness and behavioral intention, (ix) to reveal the effect 

between the relationship of customer satisfaction and behavioral intention, (x) to 

study the effect between the relationship of electronic word-of-mouth and 

behavioral intention, and (xi) to define how electronic word-of-mouth moderates 

the relationship between perceived usefulness and customer satisfaction.   
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In the literature review chapter, the theoretical framework was critically 

discussed and mentioned hypotheses among constructs. Based on the data analysis, 

the results notably showed that the main constructs such as service quality, 

perceived usefulness, subjective norm, customer satisfaction, and electronic word-

of-mouth are essentially played as heavy enforcement to boost the movement of 

behavioral intention. Additionally, the rejected and not-rejected hypotheses 

displayed in table 5-1 are going to be discussed in the following statement.  

As per discussed, many researchers reveal that service quality is correlated 

with perceived usefulness. This study also found the positive relationship between 

these two variables to be the same as Ahn, et al. (2004) and Pai and Huang (2011). 

Therefore, it is acceptable to argue that interactions between perceived usefulness 

and service quality may reflect greater variance in user retention purpose than 

simple main effects. So, if they are pleased with the service quality, consumers 

may continue to utilize a beneficial service. 

For hypothesis 2, the results didn’t reject the null hypothesis. It means that 

service quality is positively related to customer satisfaction, as Wu and Cheng 

(2018) and (Cheng, et al., 2021). Moreover, while the service quality is regularly 

updated and improved in a particular organization, customer satisfaction is 

powerfully increased (Sakarji, et al., 2020). So, the relationship between service 

quality and customer satisfaction is very important for the previous and next 

studies.  

For hypothesis 3, the results showed an insignificant of moderating effect. 

According to (Baron and Kenny, 1986) theory, subjective norm was rejected 

between the relationship between service quality and perceived usefulness. It 

refers to the motivation to experience an exact service, which mostly cannot 

moderate the experience of using a particular system by other people’s opinions.  
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The results illustrated that subjective norm is strongly significant with 

perceived usefulness as hypothesis 4. It is such a supportive finding as (Teo, 2010). 

A participant notices that the more important others believe he or she should take 

an action, the more he or she will strive to do so. So, while important people think 

that using a particular product/service is easier, others will decide to experience 

that product/service too. According to the literature, subjective norms greatly 

affected perceived usefulness.  

Another one is hypothesis 5. It demonstrated an insignificant relationship. 

Actually, there are not many references to support this relationship. It seems to be 

rare, but accordingly (Ramayah and Razak, 2008) found that customer satisfaction 

was influenced by subjective norm. Actually, the results statistically preferred to 

SPSS that showed the outcome of this study support the previous authors’ claims 

because the context of the study can sometimes be the greatest factor to change 

the significance of each relationship within the study.  

Hypothesis 6 positively contributed to the framework because the 

significant moderating effect was significant. It supported to the literature review 

that mentioned the role of subjective norm moderate the relationship between 

service quality and customer satisfaction. 

For hypothesis 7, the results showed a powerful relationship between these 

two variables. According to (Li, 2016) and (Baker-Eveleth and Stone, 2020), when 

technology can deliver a useful function to consumers, the value increases, as does 

the importance of user perceived usefulness in terms of user happiness and 

behavioral intentions toward mobile applications. So, H7 is strongly significant in 

the relationship between perceived usefulness and customer satisfaction.  

The significance of hypothesis 8 showed the relationship between perceived 

usefulness and behavioral intention. Based on empirical studies, (Almarashdeh 
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and Alsmadi, 2017) and (Mensah, 2020) they similarly mentioned that some 

research has already shown that the advantage of utilizing (perceived usefulness) 

increases dispositions to use devices, but perceived usefulness is still essential in 

the setting of mobile internet service. So, the supportive relationship of H8 is 

alternatively interpreted by the previous authors because this kind of study is 

mostly conducted in the same context.  

Hypothesis 9 is another strong relationship within the framework because 

the results showed the positive relationship between customer satisfaction and 

behavioral intention. Many authors have empirically proved that customer 

pleasure leads to favorable attitudes for future service use (Collier and Sherrell, 

2010) and (Shahid Iqbal, et al., 2018). In fact, the meaning of this relationship 

literally illustrated that before a customer decides to consider a particular 

product/service for their choice, they need to have experience to win their 

satisfaction first.  

Last but not least, hypothesis 10 is suitable in the context of this study. It 

showed a significant relationship between electronic word-of-mouth and 

behavioral intention. Electronic word-of-mouth refers to a benefit for customers 

that they receive others’ experiences through the internet without directly 

involving them. So, electronic word-of-mouth is recognized as an important 

source of client preference information towards behavioral intention. 

Hypothesis 11 is the last hypothesis in which electronic word-of-mouth 

moderates the relationship between perceived usefulness and behavioral intention.  

It showed the significant as a moderating effect but negative effect is oppositely 

explained with (Mensah, 2020). The statement discussed that electronic word-of-

mouth normally accelerates the relationship between perceived usefulness and 
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behavioral intention. However, the significance of this moderator just explains the 

negative effect of the real circumstance based on the customer’s experiences.  

 

5.2. Discussion and implication 

This study aimed to determine the relationship between service quality, 

perceived usefulness, customer satisfaction, subjective norm, and electronic word-

of-mouth to influence behavioral intention. The presence of all the variables is 

such a suitable combination that it is actually linked with the exact situation. Based 

on the results, the whole framework has been strongly explained such that 

subjective norm, perceived usefulness, customer satisfaction, and electronic word-

of-mouth are statistically connected to each other to build the story of service 

quality and behavioral intention. The consumers received a useful experience with 

system platform after they experienced with a helpful service quality, consumers 

received satisfaction after they experienced with a usefulness of a particular 

system, and consumers received intention to use it more after they received 

satisfaction. Therefore, the study reveals that behavioral intention does not directly 

correlate with the quality of service. According to Zeithaml, et al. (1996), at the 

overall level, service quality is related to customer intention. It showed the direct 

relationship between service quality and behavioral intention, and the direct effect 

didn’t explain well in the past. It just based on a particular condition. Recently, the 

following studies found that customer satisfaction, perceived usefulness, and 

electronic word-of-mouth critically explained the relationship between service 

quality and behavioral intention more strongly (Karsana and Murhadi, 2021) and 

(Sanyal, et al., 2021). Additionally, two of the variables, namely customer 

satisfaction and perceived usefulness, are crucial within the framework because it 

is such a path to achieve behavioral intention. The first one is perceived usefulness, 
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a degree of customer who think that when they have experienced with the system 

their life quality is improved also.  And second one is customer satisfaction, 

defined as a metric that measures how satisfied consumers are with a company's 

products, services, and capabilities and enables them to achieve maximum 

performance. These two indicators strongly conclude the reason for supporting the 

quality of customer intention. Consequently, one interesting path in the framework 

is that service quality significantly affected perceived usefulness, and then 

perceived usefulness significantly affected customer satisfaction, and after that, 

customer satisfaction positively affected behavioral intention. These relationships 

deeply explain why customers first consider the quality of service and then, if they 

feel good using the system or platform, they will rate the satisfaction level as much 

as they prefer. And lastly, when they normally provide their satisfaction opinion 

for a long period, the long period is completely converted to intention without any 

concerns. Moreover, the moderating of subjective norms showed significance and 

insignificance because of the young age of students with low income. Interestingly, 

the results interpreted that perceived usefulness is referred to the convenient 

outcome of consumer’s usage (Davis, 1985) while customer satisfaction is referred 

to the degree of feeling to satisfy on what the consumer have experienced (Oliver 

and Swan, 1989). Thus, subjective norm cannot moderate in the relationship 

between service quality and perceived usefulness because the important person 

mostly just delivers their thinking; due to the different habits some consumers, 

their thinking will not contribute the other usefulness. Other hand, subjective norm 

slightly moderate on the relationship between service quality and customer 

satisfaction because the important people’s thinking is showing the good feeling 

on something and deliver to consumers for making their feeling more satisfied on 

the product or service. They are not willing to think that a system is good for their 
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lives by hearing what their important people just said. The other person’s word 

doesn’t affect the usefulness of the service quality. But it is possible to think about 

the satisfaction of one particular product or service based on what people prefer. 

Occasionally, important people play a vital role in raising the feeling and 

forwarding it to satisfaction (Alnaser, et al., 2017). Last but not least, in the context 

of this study, only the top three online food delivery companies were mentioned, 

which have good performance in Cambodia, while there are many companies that 

are not good enough in this sector. That’s how customers will slightly decrease 

their intention whenever they check and review the comments online. 

Besides, a small controversial outcome was appeared in H5, relationship 

between subjective norm and customer satisfaction. In SPSS, it showed significant 

correlation, but in SmartPLS it showed insignificant correlation. This study 

finalizes the relationship of H5 base on SPSS procedure. Because SmartPLS 

prefers to the covariance based structural equation modeling (CB-SEM) that 

mostly is suggested for the large amount of the data (Hair Jr, et al., 2017). 

Moreover, SmartPLS is used for the common factor models or the data is not full 

statistical information (Sarstedt, et al., 2016). So, in the study, the results are 

totally based on SPSS analysis, and SmartPLS is just confirmed the fitness of the 

model. 

Understanding the concept of the study is a key strategy to interpreting the 

whole meaning of the study. All of the constructs in this study are really important 

and suitable for the Cambodia context. In particular, service quality is a kind of 

variable which helps to drive business performance in a variety of ways. 

Measuring and enhancing service quality may help your company’s bottom line 

and reputation. Service quality, regardless of sector, may have a direct influence 

on your company's ability to meet client expectations while maintaining a 
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competitive advantage. As per the results, the SmartPLS program was also 

conducted in the study to make sure that the relationship between each variable 

was really significant and more reliable. It is not about duplicated progress on the 

study, but just a confirmative analysis that is provided to the other practitioners or 

scholars for their next studies without bias in machine learning.  

The contribution of this study would be to share this concept, model, results, 

and suggestions with the management team for online food delivery companies 

and other scholars in this sector. Firstly, most businesses understand what research 

is and recognize its relevance in general, but they may be unaware of how critical 

research studies are to the success of their organization. Doing research is the 

solution when you need to uncover market trends, better understand your core 

customer, or achieve a long list of other critical aims. So, the management team 

and business owners will know the exact situation that happened around their 

business location. It is such a powerful reference for them to make a strong 

decision. By the way, the study illustrated the important point that every manager 

should focus on two points. There are two on service quality and perceived 

usefulness. We meticulously design a standard quality control to ensure that the 

service runs smoothly and is appropriate for the industry. And being an online 

food service provider, perceived usefulness is an important part to emphasize 

because customers totally prefer to use a smooth and handy application. Spending 

a couple of time to study about how to adopt the system is the most reason that 

customer decide to change. Another way research helps you is by following your 

interests, learning something new, polishing your problem-solving abilities, and 

pushing yourself in new directions. When a piece of research is completely done, 

it provides many beneficial advantages for the next scholar. Actually, this study is 

such a fundamental concept for the next scholars who intent to critically study in 
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service quality especially in online food delivery sector. They can propose a 

similar model or implement the study model in a similar context. In addition, it 

shows about the last update of those relationships within the framework as being 

a key idea for the next study. 

 

5.3. Research Limitation and Future Research Suggestion 

According to the meaningful concept and suitable framework as above, this 

study still has some limitations that occurred while the study was conducted. 

Firstly, because of the large number of online food delivery companies in 

Cambodia, it was just decided to select respondents from the top 3 companies, 

namely, Food Panda, E-Gets, and Nham24. Secondly, the framework didn’t 

involve product quality or food quality. It would refer to the food and beverage 

provider because they are the first to touch the food and drinks and also the first 

to designate a taste. Actually, food is indefinitely considered delicious while the 

taste is perfectly acceptable. The last limitation is that all the respondents are 

almost young. In this point of view, it actually refers to Young’s concept as well, 

and this kind of bias unfortunately happened. 

The suggestion for this study consists of three points also. Firstly, the next 

scholars are strongly suggested to conduct a survey of a diversity of online food 

delivery companies rather than just these top three. It shows the transparency and 

diversity of the companies in the study. Furthermore, some small businesses 

perform well because the native of service cannot always judge by size. Second, 

food quality is suggested to be the next study variable. Food quality is going to 

discuss the product details such as taste, package, tidiness, and temperature, etc. 



 

 112 

According to Suhartanto, et al. (2019), product quality is positively affected by 

customer loyalty in this sector. Last, this study suggests determining the age of 

respondents without any bias because the age of respondents will show the status 

and general information. If the study can gain access to all levels of respondents' 

generation, the study is more valid and reliable.  
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Appendix: Survey Questionnaire  

南華大學	

NANHUA UNIVERSITY 

COLLEGE OF MANAGEMENT 
Master Program in Management Science 

 

Dear Valued Respondents, 

 

          Welcome! I am Hour Sokheng, 洪書恆, studying for a Master's degree in 

Business Administration in Taiwan. I would really appreciate your taking the time 

to click on this link. This is a research questionnaire survey to study customer 

behavior when using services. As for the topic mentioned above, this study intends 

to define customer satisfaction with those services and some kinds of relationships 

between customers and actual services. It also includes the combination of 

moderating effects and mediation effects as well, in order to make this study more 

suitable to the current context. Moreover, it is exploring the factors, quality, and 

scenario of customer satisfaction in this sector in our country. This is a study that 

really needs your involvement to make it happen. I strongly hope that your precise 

and detailed answer will reflect the real situation and especially be a valuable 

source for this research to do the data analysis more critically. Notably, it is only 

referred to those who have experienced online food delivery services, namely 

Foodpanda, E-Gets, and Nham24. 

Last but not least, I honestly promise that all of your personal information 

will be kept as a cautious secret. Therefore, if you have any concerns, please let 

me know through my e-mail (10851036@nhu.edu.tw). Thank you so much for 
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your valuable time and full intention with this survey. I hope you are completely 

the best. Have a nice day! 

 

Respectfully, 

Hsin Kuang Chi, Ph.D.      Hour Sokheng 

Professor & Advisor      Master student 

Department of business administration    Dep. of business 

Administration 

NANHUA UNIVERSITY     NANHUA 

UNIVERSITY 

Section 1. Demographic ែផនកទី១. ពត័៌មនរបជសរសត 
 

1. Gender: េភទ 

� Male  � Female 

របសុ  រស ី

2. Age (years old) អយ ុ 

� Under 13 � 13-19 � 20-29 � 30-49 � above 50 

េរកម១៣ ១៣-១៩ ២០-២៩  ៣០-៤៩ េលើស៥០ 
3. Your educational status: ករមិតៃនករអប់រំ 

� Under High school            � High School  � Bachelor's degree 

េរកមវិទយលយ័           វិទយលយ័       បរិញញាបរត 
� Master's degree            � Doctorate's degree   � Others (Please 

specify………) 

អនបុណឌិត                    បណឌិត   េផសងៗ 
4. Occupation: មុខរបរ 
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� Unemployed  � Student  � Professor/lecturer/teacher     

គម  នករងរេធវើ  សិសសនិសសិត  សរសត  ចរយ/រគបូេរងៀន   
� Entrepreneur/self-employment  � Government officer  � Private Sector 

Employee     

សហរគិន/អជីវកមមផទ  ល់ខលួន   មរនតីរជករ  
 បគុគលិករកមុហ៊ុនឯកជន  

� Others (Please specify……) 

េផសងៗ  
5. Income ($): ចណំូល 

� No income  � Less than 200 � 201-500  � 501-800 

គម  នចណំូល  តិចជង២០០  ២០១-៥០០  ៥០១-៨០០ 
� 801-1000  � Above 1000 

៨០១-១០០០  េលើស១០០០ 
 

6. Online food delivery companies that you have experienced. 

រកមុហ៊ុនដកឹជញជូនអហរតមអុីនធណឺិតែដលអនកធល  ប់បនេរបើ 

� FoodPanda  � E-Gets  � Nham24  

ហវូតេផនដ   អុីេហគតសស  ញុំា២៤ 
7. The average frequency with which online food delivery services are 

ordered. េរបកង់ជមធយមែដលេសវកមមដកឹជញជូនអហរតមអុីនធណឺិតរតវូបនបញជាទិញ 

□ Never  □ Everyday □ Once a week □ Twice a week  

មិនធល  ប់  ជេរៀងរល់ៃថង មតងកនងុមយួសបត  ហ ៍  ពីរដងកនងុមយួសបត  ហ ៍
□ Once a month □ Once a quarter □ Once a year 

មតងកនងុមយួែខ  ៣ែខមតង   មយួឆន  ំមតង 
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Section 2. Service quality គុណភពេសវកមម 
 

Please tick your level of your agreement or 

disagreement in the box where is next to each 

statement below based on your opinion based on 

the service quality that you have experienced. 

សូមគូសសញញារគីសេទេលើករមិតៃនករយល់រសបឬមិនយ
ល់រសបរបស់អនកេនកនងុរបអប់ 
ែដលសថិតេនបនទ  ប់ពីសេំណរខងេរកម
េដយែផអកេលើេគលគនំិតរបស់អនកេទេលើគណុភពៃនេស
វកមមែដលអនកធល  ប់បនេរបើរបស់ St
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Service Quality  

1 This online food delivery company publicly 

shows general information to consumers 

រកមុហ៊ុនដកឹជញជូនអហរតមអុីនធណឺិតេនះបងហ  ញពត័៌
មនទូេទេទកន់អតិថិជនជសធរណៈ 

 

 

1 

 

2 

 

3 

 

4 

 

5 

 

6 

 

7 

2 Correct bills and related information are 

provided to the consumer as the reference 

វិកកយបរ័តែដលរតមឹរតវូរមួជមយួនងឹពត័៌មនទក់ទងេផស
ងៗគរឺតវូបនរបគល់ជូនេទដល់អតិថិជន 
េដើមបីទកុជឯកសរេយង 

 

 

1 

 

 

2 

 

 

3 

 

 

4 

 

 

5 

 

 

6 

 

 

7 

3 The deliveryman of this company can help 

solve customers’ problems 

1 2 3 4 5 6 7 
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អនកដកឹជញជូនរបស់រកមុហ៊ុនេនះអចជយួេដះរសយប
ញហារបស់អតិថិជនបន 

4 This delivery process keeps food’s flavor 

until delivery immediately ended. 

ដេំណើរករកនងុករដកឹជញជូនេនះរកសបននូវរសជតិអហ
ររហូតដល់ករដកឹជញជូនរតវូបនបញចប់ភល  មភល  ម 

 

1 

 

2 

 

3 

 

4 

 

5 

 

6 

 

7 

5 This delivery process keeps the food at a 

constant temperature until delivery 

immediately ended. 

ដេំណើរករកនងុករដកឹជញជូនេនះរកសបននូវ 
សីតណុហភពេថរៃនអហររហូតដល់ករដកឹជញជូនរតវូបន
បញចប់ភល  មភល  ម 

 

 

1 

 

 

2 

 

 

3 

 

 

4 

 

 

5 

 

 

6 

 

 

7 

6 The meal’s appearance is maintained by the 

delivery man of this company  

រូបរងៃនមហូបអហរគរឺតវូបនករពរេដយអនកដកឹជញជូនរ
បស់រកមុហ៊ុនេនះ 

1 2 3 4 5 6 7 

7 The meal and its quantity are correct and 

delivered quickly by this company. 

មខុមហូបនិងបរិមណរបស់អហរ គកឺណំត់បនរតមឹរតវូ 
ជមយួនងឹករដកឹជញជូនឆប់រហស័តមរយៈរកមុហ៊ុនេនះ 

1 2 3 4 5 6 7 

8 This online food delivery (OFD) operator’s 

charge is reasonable 

តៃមលេសវកមមរបស់រកមុហ៊ុនដកឹជញជូនអហរតមអុីនធឺ
ណិតេនះគមឺនតៃមលសមរមយ 

 

1 

 

2 

 

3 

 

4 

 

5 

 

6 

 

7 
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9 This ordering system (App) protects 

customers’ personal information 

របពន័ធកនងុករបញជាទិញេនះករពរបននូវពត័៌មនផទ  ល់ខលួន
របស់អតិថិជន 

 

1 

 

2 

 

3 

 

4 

 

5 

 

6 

 

7 

1

0 

This ordering system (App) keeps 

customers’ ordering records 

របពន័ធកនងុករបញជាទិញេនះរកសបននូវកណំត់រតៃនករប
ញជាទិញរបស់អតិថិជន 

 

1 

 

2 

 

3 

 

4 

 

5 

 

6 

 

7 

1

1 

This ordering system (App) provides 

operating instructions 

របពន័ធកនងុករបញជាទិញេនះផតល់ជូននូវេសចកដីែណនអំពំី
របតិបតតិករ 

 

1 

 

2 

 

3 

 

4 

 

5 

 

6 

 

7 

1

2 

This ordering system (App) is simple, 

smooth to operate, and helps find the 

customer’s needs 

របពន័ធកនងុករបញជាទិញេនះគមឺនភពសមញញ 
ដេំណើរករេដយរលូន 
និងអចជយួែសវងរកនូវអវីែដលអតិថិជនរតវូករ 

 

 

1 

 

 

2 

 

 

3 

 

 

4 

 

 

5 

 

 

6 

 

 

7 

 

1

3 

Customer may use this platform to track 

delivery status and estimate delivery times 

អតិថិជនអចេរបើរបស់កមមវិធីេនះេដើមបីតមដនសថ  នភព
និងសទ  បសទង់េមើលពីរយៈេពលៃនករដកឹជញជូន 

 

1 

 

2 

 

3 

 

4 

 

5 

 

6 

 

7 

1

4 

The delivery person of this company is well 

aware of the location where the meal is to be 

delivered 

 

1 

 

2 

 

 

3 

 

4 

 

5 

 

6 

 

7 
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អនកដកឹជញជូនរបស់រកមុហ៊ុនេនះគសឺគ  ល់ចបស់ពីទីតងំែដ
លមហូបនងឹរតវូបនដកឹេទ 

 

Section 3. Subjective Norm ទសសនៈបទដឋ  ន 
 

Please tick your level of your agreement or 

disagreement in the box where is next to each 

statement below based on your opinion based on 

the subjective norm that you have experienced. 

សូមគូសសញញារគីសេទេលើករមិតៃនករយល់រសបឬមិនយល់
រសបរបស់អនកេនកនងុរបអប់ 
ែដលសថិតេនបនទ  ប់ពីសេំណរខងេរកមេដយែផអកេលើេគលគំ
និតរបស់អនកេទេលើគណុភពៃនទសសនៈបទដឋ  នែដលអនកធល  ប់ប
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Subjective Norm 

1 My professional colleagues are putting social 

weight on me. I should use this online food 

delivery service (OFDS) when I want to eat 

something 

សហេសវិកអជីពរបស់ខញ ុកំពំងុដក់ទមងន់សងគមមកេលើខញ ុ ំ
ថខញ ុគំរួែតេរបើេសវកមមដកឹជញជូនអហរតមអុីនធណឺិតេនះ 
(OFDS) េនេពលខញ ុចំង់ញ ំ៉អវីមយួ 
 

 

 

1 

 

 

2 

 

 

3 

 

 

4 

 

 

5 

 

 

6 

 

 

7 

2 It’s essential to me professionally that everyone 

I work with wants me to use this online food 

 

1 

 

2 

 

3 

 

4 

 

5 

 

6 

 

7 
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delivery service (OFDS) as a good idea to buy 

food. 

វចបំច់ណស់សរមប់ខញ ុរំបកបេដយវិជជ  ជីវៈ 
ែដលរគប់គន  ែដលខញ ុេំធវើករជមយួចង់ឱយខញ ុេំរបើរបស់េសវែច
កចយអហរតមអុីនធណឺិតមយួេនះ (OFDS) 
ជគនំិតលអកនងុករទិញអហរ 

3 My respected professional peers believe that I 

should employ this online meal delivery service 

(OFDS). 

មិតតរមួអជីពែដលគរួឱយេគរពរបស់ខញ ុេំជឿថខញ ុគំរួែតេរបើរបស់
េសវកមមដកឹជញជូនអហរតមអុីនធណឺិតេនះ (OFDS) 

 

1 

 

2 

 

3 

 

4 

 

5 

 

6 

 

7 

4 It is required of me to utilize this meal delivery 

service online (OFDS). 

វតរមវូឱយខញ ុេំរបើរបស់េសវកមមដកឹជញជូនអហរតមអុីនធណឺិ
ត (OFDS) 

 

1 

 

2 

 

3 

 

4 

 

5 

 

6 

 

7 

 

Section 4. Perceived Usefulness ករយល់េឃើញៃនរបេយជន៍ 
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Please tick your level of your agreement or 

disagreement in the box where is next to each 

statement below based on your opinion based on the 

Perceived usefulness that you have experienced. 

សូមគូសសញញារគីសេទេលើករមិតៃនករយល់រសបឬមិនយល់រស
បរបស់អនកេនកនងុរបអប់ែដលសថិតេនបនទ  ប់ពីសេំណរខងេរកម
េដយែផអកេលើេគលគនំិតរបស់អនកេទេលើ 
ករយល់េឃើញៃនរបេយជន៍ែដលអនកធល  ប់បនេរបើរបស ់ St
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Perceived Usefulness 

1 This online food delivery enables me to 

accomplish ordering tasks faster  

ករែចកចយអហរតមអុីនធណឺិតេនះអចឱយខញ ុសំេរមចកិចចក
របញជាទិញបនេលឿនជងមនុ 

 

1 

 

2 

 

3 

 

4 

 

5 

 

6 

 

7 

2 This kind of service profits my time during I 

spend on ordering 

េសវកមមរបេភទេនះចេំណញេពលេវលរបស់ខញ ុកំនងុអឡុំងេពល
ែដលខញ ុចំណំយេពលេលើករបញជាទិញ 

 

1 

 

2 

 

3 

 

4 

 

5 

 

6 

 

7 

3 This online food delivery can help me make better 

purchasing decisions 

ករែចកចយអហរតមអុីនធណឺិតេនះអចជយួខញ ុេំធវើករសេរម
ចចិតតទិញបនរបេសើរជងមនុ 

 

1 

 

2 

 

3 

 

4 

 

5 

 

6 

 

7 

4 It is required of me to utilize this online food 

delivery service (OFDS) 

វតរមវូឱយខញ ុេំរបើរបស់េសវកមមដកឹជញជូនអហរតមអុីនធណឺិត
េនះ (OFDS) 

 

1 

 

2 

 

3 

 

4 

 

5 

 

6 

 

7 
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Section 5. Customer satisfaction ភពេពញចិតតរបស់អតិថិជន 
 

Please tick your level of your agreement or 

disagreement in the box where is next to each 

statement below based on your opinion based on 

the Customer satisfaction that you have 

experienced. 

សូមគូសសញញារគីសេទេលើករមិតៃនករយល់រសបឬមិនយល់
រសបរបស់អនកេនកនងុរបអប់ 
ែដលសថិតេនបនទ  ប់ពីសេំណរខងេរកមេដយែផអកេលើេគលគំ
និតរបស់អនកេទេលើភពេពញចិតតរបស់អតិថិជនែដលអនកធល  ប់ប
នេរបើរបស ់ St
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Customer Satisfaction 

1 I’m pleased with the quality of the meal I 

ordered form this company 

ខញ ុេំពញចិតតនងឹគណុភពៃនអហរែដលខញ ុបំនកមុមង៉់តមរយៈ
រកមុហ៊ុនេនះ 

1 2 3 4 5 6 7 

2 That was a smart decision to make an online 

purchase through this website/App 

េនះគជឺករសេរមចចិតតដ៏ឆល  តៃវមយួេដើមបីេធវើករទិញអនឡ
ញតមរយៈេគហទំព័រ/កមមវិធីេនះ 

1 2 3 4 5 6 7 

3 I have truly enjoyed ordering from this site 

(website/App) 

ខញ ុពំិតជរីករយកនងុករបញជាទិញពីេគហទពំរ័/កមមវិធីេនះ 

1 2 3 4 5 6 7 
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4 My choice to purchase from this site 

(website/App) is a wise one 

ជេរមើសរបស់ខញ ុកំនងុករបញជាទិញពីេគហទពំរ័/កមមវិធីេនះគជឺ
ជេរមើសដ៏ឆល  តៃវមយួ 

1 2 3 4 5 6 7 

5 I feel delighted with this food delivery service’s 

online or mobile ordering method 

ខញ ុមំនអរមមណ៍រីករយជមួយនឹងវិធីសរសតបញជាទិញតម
អុីនធណឺិត ឬតមទូរសព័ទរបសេ់សវដកឹជញជូនអហរេនះ 

1 2 3 4 5 6 7 

 

Section 6. Electronic Word of Mouth (e-WOM)  ពកយសមតីេអឡិចរតនូិក 

 

Please tick your level of your agreement or 

disagreement in the box where is next to each 

statement below based on your opinion based on 

the Electronic word-of-mouth (e-WOM) that you 

have experienced. 

សូមគូសសញញារគីសេទេលើករមិតៃនករយល់រសបឬមិនយល់
រសបរបស់អនកេនកនងុរបអប់ 
ែដលសថិតេនបនទ  ប់ពីសេំណរខងេរកមេដយែផអកេលើេគលគំ
និតរបស់អនកេទេលើពកយសមតីេអឡិចរតនូិកែដលអនកធល  ប់បន
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Electronic Word of Mouth (e-WOM) 

1 I routinely read the comments of previous 

customers/friends to ensure that I purchase 

this correct service 

 

1 

 

2 

 

3 

 

4 

 

5 

 

6 

 

7 
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ខញ ុែំតងែតអនមតិរបស់អតិថិជន/មិតតភក័តិមនុៗ 
េដើមបីធនថខញ ុបំញជាទិញេសវកមមេនះបនរតមឹរតវូ 

2 I frequently read the comments of other 

customers/friends to see what 

products/brands/services they like, about this 

service 

ខញ ុឧំសសហអ៍នមតិរបស់អតិថិជន/មិតតភក័តិេផសងេទៀត 
េដើមបីេមើលថ េសវកមមអវីែដលពកួេគចូលចិតត 
អពំីេសវកមមេនះ 

 

1 

 

2 

 

3 

 

4 

 

5 

 

6 

 

7 

3 I usually look at the posts of other 

customers/friends to learn more about this 

service. 

ជធមមតខញ ុេំមើលករបេងហ  ះរបស់អតិថិជន/មិតតភកតិេផសងេទៀ
ត េដើមបីែសវងយល់បែនថមអពំីេសវកមមមយួេនះ 

 

1 

 

2 

 

3 

 

4 

 

5 

 

6 

 

7 

4 I regularly check the comments of other 

customers/friends in order to feel confident in 

my purchasing decision on this service 

ខញ ុែំតងែតពិនិតយេយបល់របស់អតិថិជន/មិតតភក័តិេផសងេទៀត 
េដើមបីមនអរមមណេ៍ជឿជក់កនងុករសេរមចចិតតទិញរបស់ខញ ុំ
េទេលើេសវកមមេនះ 

 

1 

 

2 

 

3 

 

4 

 

5 

 

6 

 

7 

 

Section 7. Behavioral intention េចតនៃនអកបបកិរិយ 
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Please tick your level of your agreement or 

disagreement in the box where is next to each 

statement below based on your opinion based 

on the Behavioral Intention that you have 

experienced. 

សូមគូសសញញារគីសេទេលើករមិតៃនករយល់រសបឬមិន
យល់រសបរបស់អនកេនកនងុរបអប់ 
ែដលសថិតេនបនទ  ប់ពីសេំណរខងេរកម
េដយែផអកេលើេគលគនំិតរបស់អនកេទេលើគណុភពៃន
េសវកមមែដលអនកធល  ប់បនេរបើរបស់ St
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Behavioral Intention 

1 I intend to use this online food delivery 

service (OFDS) to facilitate my daily life 

ខញ ុមំនបណំងេរបើរបស់េសវដកឹជញជូនអហរតមអុីន
ធណឺិតេនះ (OFDS) 
ជរបចេំដើមបីជយួសរមលួដល់ជីវិតរបចៃំថងរបស់ខញ ុ ំ

1 2 3 4 5 6 7 

2 I intend to recommend this online food 

delivery service (OFDS) to the others 

ខញ ុមំនបណំងែណនេំសវកមមដកឹជញជូនអហរតមអុី
នធណឺិតេនះ (OFDS) េទដល់អនកដៃទេទៀត 

1 2 3 4 5 6 7 

3 I plan to use this online food delivery 

service (OFDS) for long time 

ខញ ុមំនគេរមងេរបើរបស់េសវកមមដកឹជញជូនអហរត
មអុីនធណឺិតេនះ (OFDS) កនងុរយៈេពលយូរេទៀត 

1 2 3 4 5 6 7 

 




