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INTRODUCTION  
  
Advancements in online-based technology have resulted in shifts in the retailing industry, 
affecting both customers and business practice (Suhartanto & Leo, 2018). The development of 
Internet technology has enabled customers to access online customer reviews and organize 
information to enhance their shopping experience. This technology allows customers to 
compare prices and shop conveniently (Chang, Chou & Lo, 2014; Yeo, Goh & Rezaei, 2017). In 
the case of the restaurant industry, the existence of online based technology has boosted food 
purchasing, whether through the website of a restaurant or other online venues. Online 
technology allows restaurants not only to develop their market (Ng, Wong, & Chong, 2017; Yeo 
et al., 2017), but also to increase productivity, order accuracy, and establish a relationship with 
their customers (Kimes, 2011). Many customers now find shopping for food more pleasant than 
shopping for other items and this trend is proliferating (Chang et al., 2014; Lin, Ortega, & 

 
ABSTRACT  
This study examines shopper satisfaction with respect to online shopping in 
small and medium-sized restaurants (SMRs), with the quality of e-service 
and food as the determinants. For this research purpose, the study gathered 
392 data items from online restaurant shoppers in Bandung, Indonesia. 
Then Structural Equation Modeling (PLS) was adopted to evaluate the 
relation between customer satisfaction and its hypothesized determinants. 
The results reveal that the quality of e-service and the quality of food are 
essential determinants of customer satisfaction, and that perceived value 
partially mediates the relationship between these two determinants and 
customer satisfaction. This study offers a guide to SMR managers to 
enhance their business performance by focusing on food quality and e-
service quality. In terms of online service-based businesses, this research 
implies that SMRs need to collaborate with reliable online platform service 
providers. 
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Caputo, 2018). Consequently, many restaurants face fierce competition, which presents both an 
opportunity and a challenge. In this new online environment, the ability to satisfy customer 
needs is more important than ever (Pee, Jiang & Klein, 2018; Pham & Ahammad, 2017). 

The importance of customer satisfaction and its determinants has been widely discussed in 
the extant literature. As studies show, key elements of customer satisfaction are product quality, 
service, and value (Namkung & Jang, 2007; Suhartanto et al., 2018). However, due to 
differences among businesses and industries, it is challenging to extend the research findings of 
one study to another. Some scholars (Abou-Shouk & Khalifa, 2017; Caruana & Ewing, 2010) 
state that the creation of satisfaction is still not fully understood. Thus, when attempting to 
understand the determinants of customer satisfaction, it is essential to examine satisfaction 
creation in different sectors of the target industry. Online shopping is a new-born industry with 
great future promise (Ng et al., 2017; Pigatto, Machado, Negreti, & Machado, 2017). 
Surprisingly, the literature seems almost silent regarding the drivers of online shopping (Nisar 
& Prabhakar, 2017; Pham & Ahammad, 2017), and the determinants of customer satisfaction, 
specifically in restaurants, are still not well understood. Therefore, developing a customer 
satisfaction model that addresses the antecedents and outcomes of online restaurant shopping 
remains a worthwhile endeavor (Chang et al., 2014; Trivedi & Yadav, 2018).  

Concerning these gaps, this study examines the determinants of online purchasing in small 
and medium-sized restaurants, as well as the customer satisfaction outcomes. More specifically, 
this study proposes to evaluate the perceived quality of e-service, quality of food, and value in 
online restaurant shopping. Despite the growth of the restaurant industry (Han & Hyun, 2017), 
self-owned restaurants, especially small and medium-sized ones, often find it difficult to 
compete with traditional restaurants, which are typically able to offer more menu choices 
(Pham & Ahammad, 2017). The findings of this study may help food business managers in the 
online, self-owned restaurant industry create a more sustainable business strategy. 
 
 
CONCEPTUAL FRAMEWORK AND HYPOTHESES 
 
Shopper Satisfaction toward Restaurant Online Purchasing  
 
In the competitive restaurant industry environment, satisfying customers is the key to business 
survival and success (Ha & Jang, 2010). While there are many definitions of customer 
satisfaction, Oliver’s (1999) definition is cited most often in the literature: a “consumer’s 
fulfillment response” is a “a satisfaction judgment [that] involves at the minimum two stimuli: 
an outcome and a comparison referent.” As this definition implies, customers are most likely to 
report satisfaction if the product or service performance exceeds their expectations. Current 
studies on customer satisfaction in several industries suggest that consumer satisfaction is 
influenced by physiological and psychological dynamics occurring in a multi-dimensional space 
(Suhartanto et al., 2018). E-satisfaction, for example, implies a subjective comparison of e-retail 
to conventional retail experience that involves largely undisclosed feelings and reactions. 
Similarly, customer satisfaction with online restaurant shopping is a subjective assessment of 
the online purchasing service based on, among other factors, the customer’s prior experience of 
shopping.  

The concept of satisfaction has been broadly examined in many retail studies. With respect 
to online businesses, an examination of consumer satisfaction determinants is increasing (Pham 
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& Ahammad, 2017). Recently, several studies (Pee et al., 2018; Yeo et al., 2017) have discussed 
the impact of website attributes on shopper satisfaction. Earlier studies successfully identified 
several important website factors that are essential to helping B2C online businesses. However, 
scholars are not yet in agreement on how these factors influence customer satisfaction (Nisar & 
Prabhakar, 2017). Several recent studies have examined online service quality (Jeon & Jeong, 
2017; Pee et al., 2018), purchasing behavior (Pham & Ahammad, 2017), consumer spending 
(Nisar & Prabhakar, 2017), consumer group buying (Chang et al., 2014) and e-retail quality 
(Kim, Jin, & Swinney, 2009). While these studies offer a general basis for determining the 
antecedents of consumer satisfaction in online purchasing, they are unable to disclose the 
factors that determine customer satisfaction with online restaurants. Additionally, most prior 
studies pay scant attention to the post-consumption period, as the primary focus is on 
evaluating e-satisfaction in the shopping and pre-shopping stages (Pham & Ahammad, 2017). 
 
 
 
 
 
 
 
 
 
 
 
 

 
Figure 1. Shopper satisfaction toward online restaurant purchasing model

 
In the context of online purchasing, Hsin and Wang (2011) contended that the quality of e-

service is the key driver of value proposition and customer satisfaction. They conclude that the 
level of e-service is the determining factor of satisfaction, which they identify as an emotional 
reaction to consuming a particular product or service. This finding is in line with Fornel et al.’s 
(1996) model of the American Customer Satisfaction Index (Stokes & Frederick-Recascino), 
which indicates that the quality of a service has a more significant influence on customer 
satisfaction than price or value. More recent service studies support this finding (Chang, Wang, 
& Yang, 2009; Jeon & Jeong, 2017; Nisar & Prabhakar, 2017; Pham & Ahammad, 2017). 
However, with respect to online shopping, and the study of Hsin and Wang (2011) in particular, 
a comprehensive interpretation of the determinants of customer satisfaction is lacking, since 
product factors are not taken into account. This makes it difficult to extend the existing findings 
to the restaurant industry, where food and beverages are essential factors in shaping customer 
experiences (Fandos & Flavián, 2006; Han & Hyun, 2017). Nisar and Prabhakar (2017) reported 
that to create a thriving online business, as well as reach a high level of customer satisfaction, e-
retailers should pay attention to both service quality and product quality. Hence, we attempt to 
consider both in our study of customer satisfaction with respect to online food purchases.  
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The Impact of the Quality of E-Service toward Shopper Satisfaction  
 
The most common definition used to explain Internet service quality is “the extent to which a 
website facilitates efficient and effective shopping, purchasing, and delivery of products and 
services” (Zeithaml et al., 2002). Several studies show that keeping up a high-quality e-service is 
fundamental to the success of an online company (Parasuraman, Zeithaml & Malhotra, 2005; 
Chang et al., 2014; Jeon & Jeong, 2017; Pee et al., 2018) The latest research indicates that the 
quality of an e-service is mainly linked to website quality and web services (Pigatto et al., 2017). 
Shoppers are most likely to require a high level of e-service quality when they are making online 
purchases (Caruana & Ewing, 2010). Therefore, providing high-quality websites and Internet-
based applications is vital to achieving a successful marketing strategy. This strategy is essential 
in technology-based businesses such as online restaurants, where the customer and the firm 
interact mostly through Internet-based devices or the firm's website. Jeon and Jeong (2017) 
suggested that enabling an excellent online application and website is crucial to enhancing 
customer retention, increasing the number of revisits to the website, and ensuring continued 
loyalty.  

In online business, a creative, advanced website and online applications are equal to an 
outstanding supply chain in traditional business. Current research on the quality of e-service 
mostly concentrates on dimensionality, including its antecedents and consequences. 
Parasuraman and colleagues (2005) carried out an important study on e-service dimensionality 
with the measurement scale of the quality of e-service named “ES-QUAL.” Their study shows 
that the quality of e-service has four dimensions: system accessibility, effectiveness, 
confidentiality, and fulfillment. Although some more recent studies have increased the number 
of dimensions to the estimation of e-service quality (such as Change et al., 2009), ES-QUAL 
remains the most widely accepted model (Hsin & Wang, 2011; Nguyen, Leeuw & Dullaert, 2018). 
As this model shows, the quality of an e-service needs to be considered when establishing an 
online business, since quality and its constituent dimensions have an important influence on 
customer satisfaction. In line with this statement, we propose the following hypothesis:  

Some scholars (Sulek & Hensley, 2004) suggest that customers often base their evaluation 
of food quality on the perception of its safety, appeal, and dietary value. Other scholars 
(Namkung & Jang, 2007) propose that menu variation, healthiness, food display, freshness, 
taste, and the temperature of food are the determining factors of food quality. Regardless of 
how foodservice and the quality of food are defined, they are considered essential elements that 
affect a customer’s experience with a restaurant (Liu et al., 2017). 

 
H1: The quality of e-service positively influences shopper satisfaction.
 
The Impact of the Quality of Food on Shopper Satisfaction  
 
The quality of food is widely acknowledged as an essential factor in determining the level of 
customer satisfaction in a restaurant (Ha & Jang, 2010). While many scholars refer to the 
importance of food quality, they have tended in the past to view it as an undifferentiated 
component of customer satisfaction. Exceptions are Ha and Jang (2010), who use the attributes 
of flavor, nutrition, and variety to evaluate the impact of food quality on a customer’s experience 
and willingness to revisit the restaurant. More recently, Liu et al. (2017) referred to menu, 
display, size, and variation in their evaluation of food quality. 
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Most recent studies on restaurants empirically evaluate the quality of food because of its 
fundamental role in influencing customer satisfaction. Liu et al. (2017) suggested that the 
quality of food is the primary factor determining a customer’s choice of restaurant. Regarding 
hotel restaurants, Han and Hyun (2017) maintained that the quality of food is the key 
determinant of customer retention. Sulek and Hensley (2004) stated that food quality has a 
greater effect on customer satisfaction in a restaurant than does service quality and the 
ambience of the restaurant. In yet another study, Namkung and Jang (2007) find that food 
quality has a critical role in influencing customer satisfaction, the propensity to revisit, and the 
endorsement of a restaurant. Finally, Nisar and Prabhakar (2017) reported that product quality 
is a key determinant of customer satisfaction with online purchases. Based on these studies, it is 
reasonable to assume that food quality will be a key determinant of customer satisfaction when 
making a purchase in an online restaurant. 
 
H2: The quality of food significantly influences shopper satisfaction.  
 
The Influence of the Quality of E-Service on the Quality of Food Assessment 
 
The links among quality of service, food quality, and e-service have been widely explored in 
restaurant literature (Ha & Jang, 2010; Kedah, Ismail, Haque, & Ahmed, 2015). However, the 
impact of e-service quality on the assessment of food quality has seldom been examined. 
According to the Spillover theory, experience in one area of life often influences other areas 
(Sirgy, Efraty, Siegel & Lee, 2001). According to this theory, the experience of customers in one 
phase of the consumption process will influence their experience in subsequent phases. 
Following the service process model, de Ruyter, et al. (1997) maintain that customers attitudes 
toward food purchased are influenced by their online service experience, including the 
placement of the order. Stated differently, the quality of e-service affects the perceived quality of 
food.  
 
H3: The quality of e-service significantly influences the quality of food evaluation. 
 
The Mediation Role of Perceived Value 
 
Caruana and Ewing (2010) suggested that online businesses have a competitive advantage due 
to the low cost of online marketplaces. The expectation of cost reduction also increases the 
propensity of online shoppers to compare products or services they buy in terms of prices and 
benefits. Therefore, online businesses need to have a high perceived value. The link between e-
retailers and customers is stronger if the customer perceives that the value of the product 
purchased is more than worth the time and cost involved. Research has shown the influence of 
online service and product quality on perceived value (Caruana & Ewing, 2010; Jeon & Jeong, 
2017). Since research findings indicate an immediate impact of perceived value on customer 
satisfaction, this paper suggests that the link between, on the one hand, customer satisfaction 
and, on the other hand, e-service quality and food quality, is mediated by perceived value. 
 
H4: The link between the quality of e-service and shopper satisfaction is mediated by perceived  
      value. 
H5: The link between the quality of food and shopper satisfaction is mediated by perceived  
     value. 
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RESEARCH METHODS 
 
Many studies have been conducted that examine e-service quality, although as far as the author 
is aware, none of these studies focus on online restaurants. This study adopts the work of 
Parasuraman’s (2005) ESQUAL model, which evaluates efficiency, fulfillment, privacy, and 
system availability with ten indicators, to measure customer satisfaction in online restaurants as 
influenced by e-service quality and food quality. The reason this model is adopted in this study 
is due to its wide use in related studies (Hsin & Wang, 2011; Nguyen et al., 2018). Borrowing 
from other studies, the current study anchors the quality of food on four items: diversity, taste, 
appeal, and fitness (Ha & Jang, 2010; Namkung & Jang, 2007). Three items are used to measure 
perceived value: affordable price, overall ease of website use, and the cost-benefit ratio (Caruana 
& Ewing, 2010; Hsin & Wang, 2011). Shopper satisfaction is measured by comparing 
expectation to overall satisfaction (Suhartanto, 2016). The quality of e-service, food quality, 
perceived value, and customer satisfaction are measured using a Likert scale (1 strongly disagree 
to 5 strongly agree). Prior to the study, a pre-test on 20 online restaurant shoppers was 
conducted to ensure that the questions and instructions were fully understood; the results were 
largely positive, although minor changes were made to the wording of several questionnaire 
items to improve their comprehensibility. 

According to a report by Statista (2018), there is a significant customer segment in 
Indonesia for the online food delivery business, with approximately US$ 968 million value 
transactions in 2018. The players in the online food business in Indonesia are dominated by 
international restaurants such as McDonald’s, Pizza Hut, and Kentucky Fried Chicken, and they 
use online delivery services, such as GoFood and GrabFood. The competition among these 
businesses is intense, indicating an increasing demand for food through online delivery services, 
and a need for studying customer satisfaction with online restaurant purchasing services in the 
Indonesian market. 

The focus of this study is customer behavior related to food purchases in small and 
medium-sized restaurants via their online devices in the Indonesian market. Since obtaining a 
comprehensive list of the online population of restaurant customers is nearly impossible, the 
study adopts convenience sampling rather than the probabilistic sampling method. Convenience 
sampling enables researchers to compile an accessible population sample (Zikmund, Babin, Carr 
& Griffin, 2013). The data from the shoppers of online restaurant purchasing services was 
collected in Bandung during November and December 2017 by using a self- administered 
questionnaire. Among the 425 participants who were recruited, 392 were able to complete the 
questionnaires. Therefore, we had a minimum of 10 respondents for each questionnaire item, 
which fulfilled the requirement for structural equation modeling (Chin, 1998). The confidence 
level was at 95% and the error margin was ±5%, meeting the requirement for 340 samples, as 
suggested by Zikmund et al. (2013). 

This study employed two stages for the data analysis process. First, variance-based Partial 
Least Squares (PLS) to assess the construct reliability and validity in evaluating measurement 
model. Second, validate the structural model and confirm the proposed hypotheses also by the 
use of PLS. The reason for employing PLS for analyzing the data is that it is a suitable method to 
evaluate the latent constructs used in this research. Furthermore, this method enable the 
researcher to use a small and medium sample size, and the data distribution is not normal 
(Chin, Peterson, & Brown, 2008) as it also happen in this research. Therefore, PLS was 
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employed because of  its ability to estimate the holistic coefficient paths in a complex structural 
models (Hair, Hult, Ringle, & Sarstedt, 2017).  
 
 
RESULTS 

 
Table 1 shows that most of respondents on this study are female customers and young 
customers with the age less than 30 years old. These demographic results are coherent with the 
other studies on online food (Chang et al., 2014; Kedah et al., 2015). 
 

Table 1. Respondents’ demographics 
Variable Description Frequency % 

Gender Male 111 29% 
Female 281 71% 

Age 17-20 114 29% 
21-30 264 68% 
31-40 8 2% 

Over 40 6 2% 

Occupation Student 9 2% 
University student 278 76% 

Worker 96 20% 
Housewife 25 0% 

Others 3 1% 

 
Measurement Model 
 
To analyze the validity of the overall construct, this research evaluated factor loading, composite 
reliability (CR), and average variance extracted (AVE); Table 2 shows that the overall indicators 
of validity resembled with recommended cut-off value, with factor loading over 0.6, composite 
reliability over 0.7, and AVE over 0.5 (Chin et al., 2008; Hair, Black, Babin, & Anderson, 2010). 

Hahn et al.’s (2017) suggest that the measurement of the quality of e-service that uses the 
approach of the second-order will enable a thorough understanding of the quality of e-service. 
Concerning their finding, this study used the construct of the quality of e-service as a second 
order, which consist of efficiency, fulfilment, privacy, and system availability. Reliability test 
results in the factor loading value ranging are from 0.815 to 0.897, that all significant at p<0.01. 
The AVE value (0.726), CR value (0.914), and Cronbach’s Alpha (0.876) with the construct of 
the quality of e-service exceed the recommended levels, which mean that the construct of the 
second order the quality of e-service considered reliable and valid.  

Henseler et al. (2015) suggest employing the Heterotrait-Monotrait method to evaluate the 
discriminant validity of the construct with less than 0.9 cuts off value. Based on this suggestion, 
the discriminant validity of the constructs evaluated in this research is qualified as all values of 
the Heterotrait-Monotrait are no more than 0.9. These results conclude that the discriminant 
validity between the overall variable constructs is qualified. 
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Table 2. Loading of the item measurement model, CR, and AVE 

 Variable/Indicator Loading Cronbach a CR AVE 

0.707 

0.843 0.905 0.760 

   
 

 
Structural Model 
 
The second analysis evaluated the structural model and tested the developed hypotheses. The 
path coefficients evaluation, as Chin et al. (2008) suggest, conducted by using an iteration in the 
bootstrapping procedure. The result of Goodness of Fit (GoF) evaluation shows the value of the 
model tested is 0.657, meaning that the fitness of the model used in this study is good. 
Furthermore, normal fit index (NFI) and standardized root mean square residual (SRMR) 
employed to test the approximate fit indices. The results shows that the SRMR value is 0.089 
(less than the proposed value of 0.8) and NFI value of 0.390 (less that the suggested level of 
0.9), to demonstrate the fitness of the model (Hair et al., 2017). 

Following the assessment of goodness of fit, the evaluation of hypothesized relationships 
conducted; as the result is shown in Table 3. The corrected R2s able to explains the suggested 
constructs. The result shows that the quality of e-service value of 47.5% (R2: 0.475) the quality 
of food. Both the quality of e-service and food shows 68.6% (R2: 0.686) of perceived value, 
while the value of overall satisfaction determinants (the quality of e-service, food, and perceived 
value) of 50.5% (R2: 0.505) of shopper satisfaction. As the R2 ranged between 0.475 to 0.686, 

The quality of E-Service  0.876 0.914 0.726 
Informative 0.823 
Easy to use 0.840    
Well structured 0.800    
On time delivery order    0.817 
Right time delivery        0.718    
Quick order delivery    

Always available     0.809 
Not crash        0.768    
The quality of food  0.884    0.697 0.803 0.509
Menu variety 0.742 
Healthy food option 0.654    
Food freshness    

Shopping information security 0.923  
Private concern on shopper personal info 0.940    

Perceived Value     

0.752    
Food presentation 0.745 
Food taste 0.764    

Offers affordable price 0.861    
Overall user convenience 0.869    
Cost-benefit ratio of transaction 0.886    

Fully satisfied 0.956 

Shopper Satisfaction  0.899 0.952          0.908
Desirable experience 0.950    



 
 
LU, ET AL.  
 

 
 
 
	
	

9	

the formation model of shopper satisfaction formation toward online food purchasing is valid 
(Chin et al., 2008).  

Table 3 shows the significance test on the overall tested variable in this research. Based on 
the t-values of the direct effect column, the quality of e-service strongly influences satisfaction 
(β: 368) and the quality of food (β: 0.689), which means hypotheses H1 and H2 are accepted. 
The influence of the quality of food on satisfaction is also significant (β: 0.222) which provide 
the acceptance for hypothesis H3. In addition, this study suggests that even though the quality 
of e-service and food has significantly influence shopper satisfaction, the influence of the quality 
of e-service is higher than the quality of food.   
 

Path 
Direct Indirect Total Effect 

**Significant at p<0.01; *Significant at p<0.05  
 
The relationships between the tested variables are depicted in Figure 2.	
	

 
Mediation Test 
To examine the perceived value mediation role (Hypotheses H4 and H5), this study follows 
Preacher and Hayes’ (2004) suggestion, this study employed the Bootstrap method with bias-
corrected confidence estimate with a 95% confidence interval and 5000 bootstraps resamples. 
Table 4 provide the mediation test result. 

Table 4 shows that shopper perceived value mediates the connection between the quality of 
e-service and shopper satisfaction. This mediation is indicated with the value of Bootstrap 
(0.049) and confidence interval greater than 0. Correspondingly, the mediation of perceived 
value on the link between the quality of food and shopper satisfaction is also verified, as the 
Bootstrap value is 0.037 and the confidence interval values of are between 0.011 and 0.066. 

Table 3. The direct, indirect, and total effect of variable 

Figure 2. Relationship diagram

β t-value β t-value β t-value 
The quality of e-service - Satisfaction  0.368 4.075** 0.309 3.774** 0.677 16.037**
 The quality of e-service - The quality of food 0.689 18.223** - - 0.689 18.223**
 The quality of e-service - Perceived Value 0.687 15.196** 0.130 3.515** 0.817 39.304**
 The quality of food - Satisfaction 0.222 3.551** 0.036 2.003* 0.258 4.111**
 The quality of food - Perceived Value 0.189 3.607** - - 0.189 3.607**
 Perceived Value - Satisfaction 0.191 2.208* - - 0.191 2.208*
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Table 4 shows that the relationship model between shopper satisfaction and the quality of e-
service with perceived value has a coefficient value of 0.478, which is less than the model with 
no perceived value mediation (0.671). Similarly, the coefficient value of the quality of food and 
satisfaction path with mediation (0.318) is less than the model without perceived value 
mediation (0.584). The decrease of path value coefficients indicates that Hypotheses H4 and H5 
are partially accepted 
 

The quality of e-service and shopper satisfaction  

1)

2)

The quality of food and shopper satisfaction  

1)

2)

1) Without mediation, 2) With mediation, **significant at p<0.01 
 
 
DISCUSSION 
 
This research contributes to the body of knowledge on the antecedents and consequences of 
customer satisfaction with online food purchasing services. The research indicates that strong 
relationships exist among the quality of e-service, food quality, customer satisfaction, and 
perceived value, and it highlights the critical role of quality in both e-service and food as these 
relate to customer satisfaction. These findings support the current understanding (Namkung & 
Jang, 2007; Ryu & Han, 2009; Hsin & Wang, 2011; Chang et al., 2014; Nisar & Prabhakar, 2017). 
The research extends the current model of the link between quality and satisfaction (Chang et 
al., 2009; Kedah et al., 2015; Pham & Ahammad, 2017), and suggests that satisfied shoppers are 
more likely recommend and repurchase from an online restaurant than unsatisfied shoppers. 

In addition, this study also suggests that the influence of both the quality of e-service and the 
quality of food on customer satisfaction is at least partially mediated by perceived value, and 
their effects are unbalanced: the overall effect of e-service exerts a stronger influence on 
customer satisfaction than food quality. This finding differs from Ha and Jang’s study (2010), 
which reports that the quality of food has a direct influence on customer satisfaction with a 
restaurant, and its influence outweighs other elements, such as restaurant ambience. Their 
study focused on brick-and-mortar ethnic restaurants, whereas the current study focuses on 
online restaurants, which might account for the different findings. Moreover, it is also possible, 
as the following paragraph will show, that customers in online restaurants base their evaluation 

 0.671**

Bootstrap Value          0.049 
Confidence Interval 0.011 to 0.075
 

 Confidence Interval 0.011 to 0.075 

Table 4. The perceived value mediation test result 
Variable & relationship Value
 

The quality  of  e-service -  Perceived value 0.244**
 Perceived  value  -  Satisfaction  0.826**
 

The quality of e-service - Satisfaction  0.478**  

 The quality of e-service - Satisfaction

 0.584**
 The quality of food  Satisfaction  0.318** 
 Bootstrap Value 0.037 

The quality of food  Perceived value          0.581**  
Perceived value - Satisfaction          0.454**
 The quality of food - Satisfaction



 
 
LU, ET AL.  
 

 
 
 
	
	

11	

of the food on the e-service; this would result in a higher importance ranking for e-service 
quality than food quality. However, regardless of the reason for the present finding, this study 
indicates that in developing customer satisfaction, restaurants offering food online must focus 
on e-service. Thus, having a well-developed, informed website and an online application is a 
must. 

While this study emphasizes the critical role of e-service quality in determining customer 
satisfaction toward online restaurant purchasing services, food quality also plays a role, since it 
affects perceived value. Therefore, this study suggests that SMR managers should strive to 
uphold high-quality food to increase customer satisfaction in their restaurants. The 
attractiveness, taste, variety, and healthiness of the food are crucial and should be well-
presented in the online application to be delivered to shoppers. 
 
 
LIMITATION AND FUTURE RESEARCH  
 
Even though this study contributes to the current research on the determinants of customer 
satisfaction in online purchasing services, it has several weaknesses. First, the data was collected 
from customers of small and medium-sized restaurants in Bandung, Indonesia. As the region 
does not represent Indonesia as a whole, the outcome of this study cannot be generalized to 
other regions. It is suggested that the model used in this study be reassessed in different regions 
as well as in other restaurant types, such as luxury, large, or fast-food restaurants. Second, this 
study focused on the variables of e-service quality and food quality; however, other variables, 
such as involvement, image, trust, and socio-demographic factors, are potential determinants of 
customer satisfaction. Therefore, a study encompassing a larger set of variables would be 

Lastly, this study suggests a significant relationship exists between the quality of e-service 
and the quality of food. The results indicate that the quality of e-service has a positive influence 
on the quality of food, a finding that supports the service process model (de Ruyter et al., 1997). 
In online food purchasing, even though the food itself is perceived to be the most important 
factor in satisfying the customer’s need, the food consumption process starts when the 
customer opens the online application or website to search for and order the food. This means 
that the web quality experience probably influences the customer’s perception of the food 
quality. This result is coherent with Namkung & Jang (2007) and Ryu & Han (2009), which 
focus on conventional restaurants; as these studies find, the way a service is delivered affects the 
customers’ food experience. From a theoretical stance, the significant relationship between e-
service quality and food quality, indicated by the current study, provides support to the spillover 
theory in the online restaurant purchasing service. 
 
MANAGERIAL IMPLICATION 
 
A high quality of food and service in the restaurant businesses is essential to meeting customer 
expectations, but perhaps especially so in online food purchasing services. Developing high 
quality e-services and high quality food might be especially challenging for small and medium-
sized restaurants, which do not have the resources of larger restaurants. This study concludes 
that SMRs need to be especially vigilant in developing strong cooperation with an online 
platform service provider, which can provide online delivery services. Selecting a favorable 
industry that runs a reliable delivery system is essential to establishing a high quality e-service 
in the perception of online shoppers. 
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worthwhile. Third, the actual causal relationships among the variables might not be represented 
by the model of online customer satisfaction proposed in this study, due to the cross-sectional 
method used. Therefore, it is suggested that future research use longitudinal data to determine 
if the relationships among variables change over time.  
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