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Introduction

The food service industry has been significantly transformed by technological advancements
and digital media, particularly through the rise of internet-based food delivery platforms. This
trend is especially popular among Malaysian university students due to the convenience and
efficiency of services such as FoodPanda and GrabFood, which allow users to order food
without leaving campus or their residence (Ali et al., 2021). In spite of the benefits mentioned
above, customers' satisfaction is affected by the quality of food and service. Namkung & Jang
(2007) indicate that customers have prior expectations for Termed food such as the freshness,
taste, temperature, size, packaging, and presentation. Customers will oftentimes find that the
food they ordered does not meet their expectations, resulting in dissatisfaction with their
experience and a loss of trust in that establishment. In addition, timely and responsive customer
service is an important component of the overall customer experience (i.e., a customer
experiences delays when receiving delivery and/or inaccurate estimates of when their food will
be delivered, causing frustration and interfering with their daily routine). The perceptions of
UiTM Dungun students toward online food delivery systems are useful for both academic and
practical purposes. This study contributes to the existing literature while also providing insights
that may benefit industry stakeholders in improving service quality and customer satisfaction.

Literature Review

Food Quality and Consumer Satisfaction

Food quality is one of the significant factors in determining the level of consumer satisfaction
in online food delivery services and includes dimensions of food freshness, temperature,

packaging, and hygiene.). According to Shamsuddin et al. (2023), if the food is not served hot,
not fresh, and not properly packaged, the students are likely to be dissatisfied. Thus, the issue
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of hygiene is of utmost importance since young consumers are becoming more health
conscious. Moreover, hygiene, although a part of food quality, assumes a critical position in
food safety and hygiene during preparation, packaging, and delivery, especially in a post-
COVID-19 scenario when consumers are more aware of food contamination risks. Moreover,
consumers assess food quality based on safe packaging, presentation, look, and freshness,
among other factors, which are important for their perception of service quality. According to
Hasan et al. (2025), perceived changes in food quality, such as soggy food, incorrect orders, or
contamination, can negatively influence consumer satisfaction, whereas high food quality
standards can cultivate consumer loyalty for a particular food service. In summary, food
service's success and sustainability will depend upon developing and maintaining a food-
related focus (quality & hygiene), which will help provide high consumer satisfaction when
using online-based food delivery.

Food quality is widely recognised as the most critical factor influencing customer satisfaction
in online food delivery services. Key aspects such as freshness, taste, hygiene, and packaging
significantly shape consumers’ perceptions of service quality. Prior research indicates that food
quality strongly determines customer satisfaction, particularly among student users, as it
directly affects their overall evaluation of the service (D’Souza, 2025). In addition to enhancing
customer experience, the provision of high-quality food fosters customer loyalty, thereby
strengthening the competitive position of food delivery providers in a rapidly evolving market
and contributing to sustained business advantage.

Eco-Friendly Packaging and Consumer Satisfaction

In the global food service sector, sustainable packaging materials have increasingly influenced
customer choices on online food delivery sites and will continue to affect customer behaviour.
Sustainable packaging supports the organization's sustainable and ethical business practices
and provides the quality and safety necessary for food transport. According to Pan et al. (2021),
sustainable packaging was found to significantly affect perceived corporate social
responsibility and brand image and thereby enhance customer satisfaction and customer
loyalty. According to Farooq et al. (2023), biodegradable, recyclable, and natural packaging
materials have contributed to customers being more satisfied with their overall food orders. For
college/ university students, sustainable packaging represents their increasing awareness of
environmental concerns and is therefore a significant element in developing their assessment
of service quality. In contrast, excessive use or inadequate use of packing material can create
negative feelings of guilt, which may lead to a decrease in future purchasing decisions.

Additionally, sustainable packaging is perceived as of greater quality if its visual and tactile
attributes (‘air' and 'feel’). This means that eco-friendly packaging and labels provide consumers
with an increased level of trust through the use of transparency in the environment
(Aschemann-Witzel & Zielke, 2015). Research shows that both the visual appeal and tactile
experience of packaging add to the perception of quality to consumers and their overall levels
of satisfaction with the products (Silayoi & Speece, 2007). In addition, researchers (Sun &
Moon, 2024) have also found supporting evidence that eco-friendly packaging moderates the
relationship among the perceived healthiness of food, consumer trust, and willingness to reuse
an online food delivery application. That is, consumers who receive healthier food products in
eco-friendly packaging are likely to trust the seller as well as the platform from which they
purchased the product. Therefore, for university students, the interrelated positive effects of the
environmentally friendly nature of the packaging, healthiness of the food product, and level of

338



Journal of Tourism, Hospitality
and Environment Management

EISSN: 0128-178X

JTHEM

Volume 11 Issue 45 (September 2026) PP. 336-349
service provided by the seller create a higher level of overall satisfaction, as these
characteristics match their own personal value system and service standards.

Consumers are now increasingly aware of the environmental impact of packages and want to
ensure their goods are packaged in the most sustainable way possible. Eco-Friendly Packaging
is any type of packaging that minimizes waste through recycling, biodegradation, or other
means and creates a greater perception of value and satisfaction for consumers who are
interested in sustainability (Li & Li, 2024). While eco-friendly packaging will not replace basic
service characteristics (e.g., food quality or delivery speed), offering packages that demonstrate
a commitment to the environment improves brand image and provides another way to reach
environmentally conscious consumers who tend to engage in sustainable buying behavior.

Delivery Service and Consumer Satisfaction

As previously stated, delivery service via online food delivery services includes many elements
that contribute to the experience, including but not limited to: the professionalism of the
delivery rider, communication between the customer and the delivery rider, package handling
and presentation of the package to the customer, and overall experience associated with
receiving and consuming food delivered through a food delivery service Azman et al. (2021)
Also, according to Noor et al. (2024), a customer's satisfaction with his/her order's fulfillment
will depend not only on the quality of the food received, but on how well the food was
transported from the restaurant to the customer's location. Furthermore, fulfilment also plays a
major role in providing customers with an excellent service experience because differences in
service levels related to fulfilment will negatively affect customer satisfaction, even if the
quality of the food is high Koay et al. (2022).

Similarly, the delivery service consists of technical and support services provided by the
platform, which include the ease of ordering and customer support, as well as real-time
tracking. The user-friendly interface and seamless logistics system are both crucial for students,
as they typically rely heavily on food delivery services. Punctuality and reliability in the
delivery service often serve to determine how satisfied customers will be with a service
(Alalwan, 2019; Kapoor & Vij, 2021); consequently, any delays or missed deadlines that occur
due to a lack of punctuality and/or reliability will produce customer dissatisfaction, which
typically leads to negative consumer perception. Moreover, research indicates that the
behaviour and demeanor of delivery personnel also affect consumer satisfaction. As noted by
Ray et al. (2019), delivery personnel who treat consumers with respect, behave professionally,
and have an acceptable appearance provide an experience that creates trust and adds value to
the last mile of service. For university students, providing respectful and reliable service will
provide an enhanced level of overall satisfaction and contribute toward repeat business and
building brand equity.

Customer satisfaction is reliant on an efficient and reliable delivery service for restaurants and
grocery suppliers. These key factors for consumer confidence are based upon such elements as
on-time deliveries, proper food handling, and accurate tracking systems Yeo et al. (2016).
Students who have a busy schedule benefit from being able to obtain food faster through the
service of an efficient delivery method, as well as the food being delivered in perfect condition,
positively reinforcing their view of the overall delivery service.
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Price and Consumer Satisfaction

Price plays a significant role as a factor that affects consumer decision-making for online food
delivery services, especially for university students who are price-conscious. Generally,
consumers are more inclined to make purchases for a product or service based on their
perception that the price charged for a product or service is reasonable and fair for what they
are offered Setiawan et al. (2021). Perceived price fairness refers to the customer's perception
or evaluation of whether or not they believe that what they are paying for a particular product
or service is justified or reasonable Xia et al. (2004). Therefore, university students who
perceive that the price charged for a particular product or service is too high for what they are
offered will have a negative attitude towards the service provider, even though other factors are
favourable, for example, quality of food, delivery, and packaging.

In the context of online food delivery, pricing strategies such as discounts, free delivery offers,
bundling, and student vouchers are also important factors that impact consumer perception and
satisfaction Sharma et al. (2023). Promotional pricing schemes have been shown to improve
consumer perception of the value and trustworthiness of products and services (Ray et al.
2019). Additionally, Azman et al. (2021) found that Malaysian University students prefer to
base their decision-making on price when selecting an online food delivery service in
comparison to other attributes or features. It will, therefore, be necessary to understand the
relationship between student perceptions of food quality and food costs since price is the most
significant contributor to overall consumer satisfaction with digital food delivery services.

Methodology
Research Design

The research design for this study is a correlational research design, which tries to discover the
possible relationship between four independent variables, such as Food Quality, Eco-friendly
Packaging, Delivery Service, and Price, and the dependent variable, Customer Satisfaction with
online food delivery services among UiTM Dungun students. A quantitative correlational
research design approach to collect data in numbers to be analysed statistically to discover the
relationship between variables. A quantitative correlational research design will be used to
collect data on each variable at one point in time, so the researcher can study more than one
variable at a time. Data collection will be conducted using a self-administered structured
questionnaire, which provides an efficient means for participants to offer self-reported data at
their own convenience. This method is most appropriate for this study because it will enable
the collection of data from a relatively large number of participants without influencing any
variables, thus making it a cost-effective and efficient method for data collection. This study
aims to offer an understanding of the significant factors influencing student’s satisfaction with
online food delivery services. It may also help food service providers improve customer
service, service quality, and meet the expectations of students as universities increasingly adopt
online food services.

Population
The population of this study consists of students currently enrolled at Universiti Teknologi

MARA (UiTM) Dungun. According to Utusan Borneo (2025), the campus population consists
of over 6,000 students from various faculties. The students come from different backgrounds,
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age groups, genders, education levels, and food consumption behaviours. This makes the
population an appropriate group to study the level of satisfaction among customers using the
service. Students in the university make the best population to study the level of satisfaction
among customers using the service. This is because students are the major population that uses
the service. Most students use the service because they are always busy with their activities.
They do not have the time to prepare meals since their academic activities keep them busy.
Most students do not own cooking utensils; hence, the service is essential.

Sample Size and Sampling Technique

To determine the required sample size, the study relies on the sample size table provided by
Krejcie and Morgan (1970). The total student population is 6,000, and the required sample size
is at least 361 students to attain a 95% confidence level and a margin of error of 5%. The
required sample size is adequate to represent the population and ensure the reliability and
validity of the results. However, due to time and resource limitations, a convenience method of
sampling is used, which does not involve any form of random selection. Selection will be made
from among those who volunteer and are available to participate in research studies.
Participating will not be recommended for studies involving the entire study population
because this sampling technique lacks sufficient assurance of coverage, but the study will
utilize this sampling technique for exploratory correlational research. The goal of the research
will be to investigate the relationships among the selected variables in order to better
understand the factors affecting customer satisfaction for those who are familiar with using
food delivery services over the internet.

Based on Krejcie & Morgan’s sample size determination table, a population of 6,000 students
requires a minimum sample size of 361 respondents. The research used a total number of 386
students for sampling purposes, which is slightly higher than the minimum required sample
size, thus providing added reliability and accuracy to the overall results. Consequently, using a
sample size that is slightly greater than the minimum sample size causes the results related to
the relationships among food quality, eco-friendly packaging, delivery service, price and
customer satisfaction to be more valid than if a sample size were used below this minimum
threshold.

Instrument Development

Data were collected using a structured questionnaire developed by the researcher based on prior
studies related to the subject area. The instrument was designed according to the variables of
the study and comprised five sections, namely Food Quality, Eco-Friendly Packaging, Delivery
Service, Price, and Consumer Satisfaction. However, each variable was measured using a five-
point Likert scale. The questionnaire was further validated by experts to ensure its clarity,
relevance, and content validity. In addition, a pilot test involving 36 students was conducted to
assess the reliability of the instrument and to ensure that respondents could clearly understand
the items prior to the actual survey. Following the pilot test, minor revisions were made to
improve the clarity and comprehensibility of the questionnaire. These procedures confirmed
that the instrument was a reliable tool for data collection among the targeted respondents.
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Pilot Testing

A pilot study was done to determine whether a survey measuring different dimensions related
to the use of online food delivery services is valid and reliable, and whether the items developed
in the instrument could be understood and measure the desired characteristics. A sample of 36
participants (students) that meet the sample criteria (i.e., they have used online food delivery
services) were selected as subjects to validate the tool developed for the main study (i.e., the
main research study). Five dimensions of instrument for this study which are (food quality,
environmentally friendly packaging, delivery service, price, and customer satisfaction) in the
form of a questionnaire. The data was analysed for reliability using SPSS software.

Table 1: Reliability Test (Pilot Testing)

Variables Cronbach’s Alpha Number of Number of
Items Respondents
Food Quality 0.878 5 36
Eco-friendly Packaging 0.793 5 36
Delivery Service 0.745 5 36
Price 0.838 5 36
Customer Satisfaction 0.917 5 36

The reliability analysis revealed that all constructs in the questionnaire achieved Cronbach’s
Alpha values above the recommended threshold of 0.70, indicating acceptable to excellent
internal consistency. Customer Satisfaction recorded the highest reliability, followed by Food
Quality and Price, which also demonstrated strong reliability. Consistent with the
recommendations of Nunnally and Bernstein (1994) and Hair et al. (2019), these results
confirm that the questionnaire is a reliable instrument for data collection. Furthermore, the pilot
test indicated that all questionnaire items were appropriate, and no modifications or deletions
were required. The pilot test provided valuable feedback on the clarity and comprehensibility
of the questionnaire items, ensuring that respondents could easily understand and respond
accurately to the statements. As a result, the pilot study confirmed the validity and reliability
of the research instrument, thereby enhancing the credibility and accuracy of the data collected
and the overall study findings.

Plan For Data Collection

The design of this study is quantitative research. The data collected from the self- administered
questionnaire will be analysed using SPSS Version 29.0. The purpose of this study is to
examine how students of UiTM Dungun respond to Food Quality, Eco-friendly Packaging,
Delivery Service, and Price as factors that affect Consumer Satisfaction. The questionnaire will
be sent via WhatsApp and Telegram to students who frequently order food online for two
weeks. However, descriptive statistics will be conducted to summarize the collected data. The
analysis will include the frequency, percentage, mean, and standard deviation of each variable.
Through this analysis, it is possible to gain insight into both basic demographics of the
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individuals who participated in this research (the survey respondents), and to provide trends
about the perceptions of most aspects of food delivery services (both positive and negative).

In addition, we will use inferential statistics, including Pearson correlation and multiple linear
regression, to evaluate the relationship between independent variables and consumer
satisfaction. This will allow us to identify the strongest contributing factors to consumer
satisfaction and provide feedback that can be used to improve consumer satisfaction in terms
of meeting the needs of students in the use of online food delivery services.

Findings
Data Analysis

The findings of the study were based on responses from 386 participants, with data analysed
using SPSS to ensure the accuracy of the results. Several statistical techniques were employed
in line with the research objectives, including reliability analysis, demographic analysis,
descriptive statistics, Pearson correlation, and multiple regression. These analyses were
conducted to examine the influence of Food Quality, Eco-Friendly Packaging, Delivery
Service, and Price on Customer Satisfaction in online food delivery services. The chapter also
summarises respondents’ perceptions of each independent variable and evaluates their
relationships with the dependent variable. Overall, the statistical analyses provide evidence on
whether and to what extent each independent variable affects customer satisfaction.

Reliability Test

To assess the reliability of the questionnaire based on the data collected from real participants
in the current study, Cronbach’s Alpha was calculated to evaluate the internal consistency of
all constructs. The survey included responses from a sample population of 386 students at the
Universiti Teknologi MARA (UiTM), Dungun Campus; this number meets and exceeds the
minimum sample size of 361 students as per Krejcie and Morgan (1970), which is required for
a larger population > 6,000 students. Thus, this sample was suitable for providing reliable
stability coefficients. The reliability testing results can be found in the following table.

Table 2: Reliability Test

Variables Cronbach’s Alpha| Number of Items Number of
Respondents
Food Quality 0.790 5 386
Eco-friendly Packaging 0.790 5 386
Delivery Service 0.796 5 386
Price 0.817 5 386
Customer Satisfaction 0.846 5 386
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A reliability test was performed to determine how reliable the questionnaire items are in
measuring UiTM Dungun students' perceptions of online food delivery service satisfaction.
Since the reliability coefficient for all constructs is Cronbach’s Alpha, it is evident that all
constructs have acceptable levels of reliability because all constructs have Cronbach’s Alpha
which is higher than .70, which is required to prove the reliability of the constructs. According
to the results of the current research, the reliability of all constructs measured using this
questionnaire is higher than the acceptable level of reliability. The highest reliability (that is,
Cronbach's Alpha) is shown by Customer Satisfaction (0.846), then comes Price (0.817), while
Food Quality and Delivery Service have almost equal reliability (0.796). The lowest but
statistically acceptable level of reliability was obtained for Eco-Friendly Packaging (0.790).
Overall, the findings of the current research show that questionnaire items are internally
reliable, and therefore, the questionnaire used in this research may produce reliable results.

Demographic Profile

Based on the demographic profile of the respondents, a total of 386 participants were involved
in the study, with a slightly higher proportion of females (62.7%) compared to males (37.3%).
The majority of respondents (72.3%) were aged between 18 and 25 years, followed by those
aged 26 to 30 years (18.4%), while a smaller proportion were age 31 years and above (9.3%).
In terms of faculty distribution, most respondents were from the Faculty of Hotel and Tourism
Management (31.9%), followed by the Faculty of Business and Management (18.9%) and the
Faculty of Electrical Engineering (18.1%). Regarding academic level, the respondents were
relatively evenly distributed across semesters, although Semester 1, Semester 4, and Semester
6 recorded the highest representation. In addition, the majority of respondents reported using
online food delivery services either less than once a month (25.4%) or one to two times per
week (24.6%).

Descriptive Analysis

The summary of the descriptive analysis for the five variables in this study is presented in Table
4. For the first variable, Food Quality, the mean scores ranged from 3.90 to 4.14, with standard
deviations between 0.950 and 1.061, indicating generally positive perceptions among
respondents. The second variable, Eco-Friendly Packaging, recorded mean values ranging from
3.89t04.01, with standard deviations between 0.887 and 1.147. For the third variable, Delivery
Service, the mean scores ranged from 3.89 to 4.08, with standard deviations between 0.919 and
1.062, suggesting a generally satisfactory perception of delivery service reliability and
consistency. The fourth variable, Price, showed mean values ranging from 3.83 to 4.04, with
standard deviations between 0.952 and 1.106, indicating an acceptable level of perceived
pricing. Lastly, Customer Satisfaction, the fifth variable, recorded mean scores between 3.78
and 4.09, with standard deviations ranging from 0.913 to 1.208, reflecting a high level of
satisfaction with online food delivery services provided by service providers.

Multiple Regression

The multiple regression analysis examined the effects of Food Quality, Eco-friendly Packaging,
Delivery Service, and Price on Consumer Satisfaction. The model was statistically significant
(F =242.400, p <0.001) and demonstrated strong explanatory power, explaining 71.8% of the
variation in Consumer Satisfaction (R =0.718). Among the predictors, Price had the strongest
positive influence on Consumer Satisfaction (B = 0.319, p < 0.001), indicating that more
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reasonable pricing leads to higher satisfaction with online food delivery services. Delivery

Service (B = 0.253, p < 0.001) and Food Quality (p = 0.250, p < 0.001) also significantly

contributed to satisfaction, showing that both efficient delivery and good food quality are key

factors in enhancing customer experience. Eco-friendly Packaging had a smaller but still

significant positive effect (B = 0.115, p = 0.017). Overall, all variables were positively and
significantly related to Consumer Satisfaction, supporting all four hypotheses in the study.

In addition to the overall significance of the regression model, the results also indicate the
relative contribution of each predictor in explaining consumer satisfaction. Specifically, Price
emerged as the most influential variable, as it recorded the highest standardized coefficient as
well as the greatest unique variance contribution among all predictors. This suggests that price
is a key determinant for UI'TM Dungun students in their use of online food delivery services.
Similarly, Food Quality and Delivery Service demonstrated comparable effects in the
regression analysis, indicating that students place considerable importance on both food and
service quality when utilising such services. Although Eco-Friendly Packaging exhibited a
comparatively lower beta coefficient than the other variables, its significant relationship
indicates that, while it is less influential, it still plays a meaningful role in shaping consumer
satisfaction.

Discussion

The analysis of 386 respondents from UiTM Dungun indicates that the survey instrument is
highly reliable, as all constructs (Food Quality, Eco-friendly Packaging, Delivery Service,
Price, and Customer Satisfaction) recorded strong Cronbach’s Alpha values ranging from 0.790
to 0.846. The demographic results show that most respondents were young female students,
with 62.7% female and 72.3% aged between 18 and 25 years. This aligns with Lau et al. (2019),
who noted that university students are key users of online food delivery services due to their
digital proficiency and busy academic lifestyles. Additionally, the descriptive findings reveal
that Food Quality, particularly hygiene, achieved the highest mean score of 4.14, indicating it
was the most positively perceived aspect among respondents.

Hypothesis testing through multiple regression analysis and Pearson's correlation tests revealed
that price was the most important factor for customer satisfaction. Its correlation coefficient (r
=0.718) and beta coefticient (b = 0.319) confirmed this, indicating that while food quality (b
=0.250) and delivery service (b = 0.253) are also influential, there is a weaker influence from
eco-friendly packaging (b = 0.115). The results of this study corroborate the results of Yeo's
(2016) research, which also cited that secondary factors like packaging have great importance
for customer satisfaction in the digital food sector; however, primary service attributes, such as
competitive price and food quality, are what primarily drive customer satisfaction in the digital
food sector. The multiple regression results also indicate that 71.8% of the variance in CS can
be explained by this model and provides evidence to support the four hypotheses.

The findings of this study indicate that price is the most significant factor influencing customer
satisfaction among UiTM Dungun students. This is supported by both the correlation results
and the beta coefficient, which show a strong relationship between price and satisfaction. As
mentioned by, Azman et al. (2021), who also found that price plays a crucial role in shaping
satisfaction among Malaysian university students, such as those with limited financial capacity.
Furthermore, the analysis revealed that food quality received the highest mean score among
respondents, especially in terms of hygiene. This suggests that cleanliness is a key
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consideration when students choose online food delivery services. The results also align with
those who emphasised that food quality is a major predictor of customer satisfaction, where
factors such as freshness and food temperature influence consumer trust and their intention to
reuse the service in the future Hasan et al., (2025).

Furthermore, delivery service and environmentally friendly packaging were also found to have
a significant impact on customer satisfaction, although the effect of packaging was relatively
weaker compared to the other key factors. As mentioned by Alalwan (2020) and Azman et al.
(2021), the positive influence of delivery service particularly courteous courier behaviour and
punctual delivery, is consistent with the findings of who reported that prompt delivery and
careful handling of food generate favourable emotional responses and enhance perceptions of
service quality. The increasing use of environmentally friendly packaging also reflects growing
environmental awareness among students. According to Sun and Moon (2024), who noted that
such practices foster consumer trust and strengthen the alignment between individual values
and brand image. In summary, while price and quality remain the primary determinants of
consumer satisfaction, these secondary factors are becoming increasingly significant among
students in the contemporary digital food delivery service context.

Recent research has shown that digital characteristics can help consumers with online food
delivery services and improve their level of satisfaction. Specifically, real-time tracking and
personalised recommendation systems provide perceived value and promote customer loyalty
to the service as well as be supportive of traditional attributes such as quality of food, cost, and
time of delivery. By combining both attributes, consumers' overall experience will be shaped
regardless of their specific technological capabilities and frequency of usage, especially among
university students. Additionally, the incorporation of sustainability-related digital attributes
will likely create positive consumer perceptions amongst those who are environmentally
conscious. Together, traditional service attributes will still be the main driving factors for
satisfaction. Thus, the digital attributes create a significant opportunity for online food delivery
companies to increase competitiveness and create a better experience for their customers.

The study found that all four independent variables, which are Food Quality, Eco-Friendly
Packaging, Delivery Service, and Price, significantly influence Customer Satisfaction among
UiTM Dungun students. Correlation analysis further indicated that Price is the most dominant
predictor, followed by Food Quality and Delivery Service, while Eco-Friendly Packaging
shows a moderate level of influence. These results support and confirm the hypotheses
proposed in the conceptual framework. The findings demonstrate interrelationships among the
variables, where Food Quality is closely associated with Delivery Service due to proper food
handling during delivery, while Eco-Friendly Packaging is linked to perceptions of Food
Quality by enhancing perceived hygiene and overall satisfaction.

Conclusion and Recommendations

The current research analyses students’ perceptions of the online food delivery service in Ui'TM
Dungun in terms of several key criteria, which include food quality, eco-friendly packaging,
delivery service and cost. It becomes clear from the obtained findings that the four factors
above are very important in satisfying the needs of the consumers under consideration due to
their busy lifestyle, absence of a kitchen at home, and other reasons, including food freshness,
its temperature, and hygiene. The pilot study helped to prove that the four variables mentioned
above are highly reliable and important predictors of consumer satisfaction among the target
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population. It was found out that future research should take into account not only the factors
indicated above, but also some other, like ease of use of the online platform, marketing strategy
and customer interaction. At the same time, it would be possible to conduct the research using
other research techniques, including qualitative ones, as well as using more representative
samples in other universities or regions. Thus, the current research adds to the existing
knowledge about the determinants of the consumers' satisfaction among university students in
terms of food delivery services.
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