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ABSTRACT 

The main goal of this study is to determine the factors which consist including price, ordering 

process, and ease of payment that affect customer satisfaction when using Foodpanda delivery 

services during the COVID-19 pandemic. This study used quantitative methods and convenience 

sampling to acquire data from 132 respondents who studied Islamic Banking and Finance at UMK 

City Campus in Semester 7 for Session September 2022/2023. Results revealed that the correlation 

value for all variables had a positive relationship towards the customers’ satisfaction and was 

explained by the three variables which are price (r=1.000), ordering process (r=0.482), and ease 

of payment (r=0.440). Therefore, all variables significantly impact customer satisfaction with 

Foodpanda delivery services during the COVID-19 pandemic. 

Keywords: Foodpanda, customer satisfaction 
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ABSTRAK 

Matlamat utama kajian ini adalah untuk menentukan faktor-faktor yang terdiri daripada harga, 

proses pesanan, dan kemudahan pembayaran yang mempengaruhi kepuasan pelanggan apabila 

menggunakan perkhidmatan penghantaran “Foodpanda” semasa pandemik COVID-19. Kajian ini 

menggunakan kaedah kuantitatif dan persampelan kemudahan untuk memperoleh data daripada 

132 responden yang mengikuti pengajian Perbankan dan Kewangan Islam di UMK Kampus Kota 

pada Semester 7 bagi Sesi September 2022/2023. Hasil kajian menunjukkan bahawa nilai korelasi 

bagi semua pemboleh ubah mempunyai hubungan positif terhadap kepuasan pelanggan  dan 

dijelaskan oleh tiga pemboleh ubah iaitu  harga (r=1.000), proses pesanan (r = 0.482), dan 

kemudahan pembayaran (r=0.440).  Oleh itu, semua pemboleh ubah memberi kesan ketara kepada 

kepuasan pelanggan terhadap perkhidmatan penghantaran “Foodpanda” semasa pandemik 

COVID-19. 

Kata kunci: Foodpanda, kepuasan pelanggan 
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CHAPTER 1 

INTRODUCTION 

1.1 Introduction 

Chapter one describes quantitative research on the study of factors affecting customers’ 

satisfaction in using Foodpanda delivery services during the COVID-19 pandemic among SAB 

students in UMK (City Campus). In this chapter, the researchers will discuss the introduction, 

background of the study, problem statement, research questions, research objectives, scope of 

study, significance of the study, operational definition, and conclusion. 
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1.2 Background Study 

Coronavirus Disease 2019 (COVID-19) was discovered in Wuhan, China in December 

2019. According to Mat Dawi et al. (2021), the disease then rapidly spread to numerous countries 

globally, with Malaysia being one of the first to be affected due to its close proximity to China. 

Malaysia found the first case of COVID-19 on 25th January 2020, involving three passengers from 

Wuhan, China (Elengoe, 2020). Many nations have established a variety of social distancing 

measures to fight the spread of COVID-19, ranging from unenforced suggestions to quarantine. 

According to the Malaysian Prime Minister’s Office (2020), the Malaysian government has taken 

precautionary measures to prevent the virus from spreading by enacting the Movement Control 

Order (MCO) beginning in March 2020. 

However, the implementation of MCO had left an impact on all industries. Many consumers start 

to find other alternatives such as ordering food via online services after shops and restaurants are 

forced to close. It is because there is a rapid decline in customers in the food industry (Baker et al., 

2020). At the beginning of MCO, there was an early sign of significant demand growth for online 

food delivery services due to the population being restricted to the house. Online food delivery 

service, Foodpanda, which is one of the leading food delivery services in Malaysia (Kamilah et 

al., 2020), has received a major boost in its revenue. Foodpanda is based in Singapore for the Asia 

region, owned by Germany’s Delivery Hero and it already has a successful presence in more than 

85 cities in Malaysia (www.foodpanda.my/). 

The benefits of Foodpanda applications attract new users. Foodpanda applications provide buyers 

with practically everything they need such as food and beverages at the touch of a button. People 

do not need to go out alone to purchase food. These applications allow users to search for nearby 
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eateries, see menus, and order food or drinks. To make purchases easier, Foodpanda provides 

digital payment options. Due to this new practice, several restaurants have Foodpanda applications 

to attract customers and enhance their brand exposure. 

According to Saad (2021), it is worthwhile to focus future research on the variances in individual 

customer habits. The study proposes more vast research with a wide range of respondents in terms 

of demographic dimensions such as education. Individuals differ in their online behavior, it can be 

seen from a positive attitude toward technology, in the belief that technology makes their lives 

easier and better; and ability and online experience, both of which play an important role in the 

exchange process (Strauss & Frost, 2012). Further study can be conducted to analyze differences 

in consumer choice across different demographic groups. 

1.3 Problem Statement 

Amidst the COVID-19 pandemic, food delivery services have been seen as the savior for 

most restaurants to stay resilient. Many people, especially university students are using Foodpanda 

as their option food delivery service because people are not allowed to dine at restaurants. 

However, some customers faced different experiences in many factors such as availability of food, 

customer ratings, payment method, and human interaction when using online food delivery 

services (See-Kwong et al., 2017). According to Ganatra et al. (2021), students’ dissatisfaction 

with the food served in university cafes was one of the primary reasons they preferred to purchase 

food off-campus. The most prevalent factor is the menu or dishes offered by the cafe itself. 

In accordance with this issue, this study aims to study customer satisfaction with Foodpanda 

delivery applications and how students react to the application services. According to Saad (2021), 

future studies should concentrate on the differences in individual customer habits such as, 
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education. Customer satisfaction has been deemed as a crucial role of online food delivery services. 

But, Foodpanda’s efforts to improve its services have not been successful; there are still challenges 

to achieving customer satisfaction. For instance, a food delivery service like Foodpanda disregards 

past errors and causes them to reoccur. This is according to Yimie Yong in Foodtech Malaysia 

(2021) said that Foodpanda Malaysia apologized for its wastage policy amid several protests and 

complaints. 

Consequently, it is necessary to study the relationship between price and customer satisfaction 

based on their experience using the online platform during the COVID-19 pandemic (Razak et al., 

2016) as well as the relationship between ordering process and customer satisfaction based on their 

experience using the online platform during the COVID-19 pandemic (Ganapathi & Abu-Shanab, 

2020). Lastly, there is a need to study the influence of the customers’ satisfaction with the ease of 

payment (Alhammadi & Tariq, 2020) when using Foodpanda’s service during the COVID-19 

pandemic. 

Overall, it is clear that the independent variable and customer satisfaction are inextricably linked. 

This study aims to figure out what factors impact customer satisfaction among SAB students, based 

on one dependent variable and three independent variables. Hence, this factor of the problem 

statement needs to be continued for further study and research. This is because it covers every 

sector of customer satisfaction and, for now, part of education, among students. 

1.4 Research Questions 

Research objectives are derived from research questions. The purpose of this study is to 

determine the parameters influencing customer satisfaction with Foodpanda’s delivery service 

during the COVID-19 pandemic. This research specifically addressed the following questions: 
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1. What is the relationship between price and customers’ satisfaction based on customers’ 

experience in using the Foodpanda delivery service during COVID-19 pandemic? 

2. What is the relationship between ordering process and customers’ satisfaction based on 

customers’ experience in using the Foodpanda delivery service during COVID-19 

pandemic? 

3. What is the relationship between ease of payment and customers’ satisfaction based on 

customers’ experience in using the Foodpanda delivery service during COVID-19 

pandemic? 

1.5 Research Objectives 

On the basis of the problem statement, the researchers aim to uncover the elements 

influencing customer’s satisfaction through their use of the Foodpanda delivery service during the 

COVID-19 pandemic. Specifically, there are three research objectives have been established which 

are: 

1. To study the effect of price on customers’ satisfaction based on their experience in using 

the Foodpanda delivery service during COVID-19 pandemic. 

2. To study the effect of ordering process on customers’ satisfaction based on their experience 

in using the Foodpanda delivery service during COVID-19 pandemic. 

3. To study the effect of ease of payment on customers’ satisfaction based on their experience 

in using the Foodpanda delivery service during COVID-19 pandemic. 
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1.6 Scope of Study 

The purpose of this study is to better understand the elements that influence customers’ 

satisfaction with Foodpanda’s delivery service during the COVID-19 pandemic. The scope of this 

research is guided by the research’s objectives, questions, and limitations. The primary emphasis 

of this research will be the relationship between the Foodpanda delivery service’s price, ordering 

process, and ease of payment, as well as the effect on customer satisfaction based on customers’ 

experiences during the COVID-19 pandemic.  

This research was carried out on a population of SAB students in Semester 7 Session September 

2022/2023 at Universiti Malaysia Kelantan (UMK) City Campus. Online questionnaire was used 

as a research tool and distributed to SAB students in Semester 7 Session September 2022/2023 at 

UMK (City Campus) in order to perform this study. The questionnaire was distributed to all 

respondents by following a non-probability sampling technique which was a convenience 

sampling method. The reasoning behind factors that had been chosen like price, ordering 

processes, and ease of payment also needs to be studied in order to know the detailed contribution 

to customers’ satisfaction in using the Foodpanda delivery service during the COVID-19 

pandemic.  
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1.7 Significance of Study 

Since MCO has been around, individuals can no longer eat at sit-down restaurants. Instead, 

they have to use meal delivery apps, especially university students. The results of this study show 

that Foodpanda has not been able to improve its services before this, and there are still issues with 

making customers satisfied. For this study, researchers used gaps like the theoretical gap and the 

methodological gap. 

Theoretical gaps were about online food delivery. Studies on the customers’ satisfaction in using 

Foodpanda delivery service during the COVID-19 pandemic at this time were aimed to study 

customer satisfaction with Foodpanda delivery applications and how students react to the 

application services. There was a significant link between the ordering food process that users 

undertake through Foodpanda and customer satisfaction. Moreover, Zhao and Bachao (2020); 

Sharma et al. (2021) reported that the popularity of food delivery apps increased during the 

COVID-19 pandemic. This is due to avoid being infected with covid-19 and needs to maintain 

social distancing.  

In addition, methodological gaps were investigated to determine how to obtain information. 

However, the method employed was quantitative. Quantitative study of customer satisfaction with 

the Foodpanda delivery service during the COVID-19 pandemic revealed substantial results. In 

this study, it can be seen that some customers faced different experiences in many factors such as 

food availability, customer ratings, payment method, and human interaction when using online 

food delivery services (See-Kwong et al., 2017). Consequently, the researcher is employing items 

that have been previously verified and utilized in published studies with individuals derived from 

digital food environments, and a questionnaire has been developed. According to Dillman et. 
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(2014), a questionnaire may include demographic questions in addition to valid and reliable 

research instruments. In this questionnaire, respondents provided their demographic information 

and responded to 24 items in this report. 

1.8 Operational Definition 

According to Franklin (2021), customer satisfaction measures a company’s products, 

services, and overall customer experience. It shows how well your products or services are 

received by customers. When looked at as a whole, three main parts can be described. The first is 

emotional or mental and has to do with how happy a customer is. Second, the response is about 

something specific, like expectations, the product, or the customer’s experience. Lastly, the 

response takes place at a certain time. After using it, after making a choice and based on experience 

(Giese & Cote, 2000). 

While, the price of a good or service is the amount that consumers are prepared to pay to obtain it, 

whether they need it or not (Avendano, 2022). According to Prasetyo et al. (2021), customers’ 

willingness to pay and perceptions of online food delivery services are influenced by the price, 

which includes food, tax, and delivery costs. This makes sense, as customers’ perceptions of these 

services can be quantified by how much money they save by using them. Even if they want to use 

a meal delivery service, clients may decide not to go through with it if the price is too expensive. 

Online meal delivery services are a growing industry, and Sanayei et al. (2011) suggest that prices 

should be justified in light of the competitive landscape. 

After a consumer placed an order, the company’s end will handle the order processing, a crucial 

step in the order fulfillment process. It starts when an organization gets an order and finishes when 

the product is delivered to the customer (Heegard, 2021). Customers may be able to make orders 
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more quickly and monitor the progress of their food deliveries, leading to more efficient service 

in terms of time, effort, and speed. If the product is not delivered promptly after the order is placed, 

the consumer will be frustrated and is unlikely to make another purchase through the same platform 

(Khan et al., 2015). 

Payment is defined as the exchange of money, products, or services for goods and services in 

proportions that have been agreed upon by all parties concerned (Sobti, 2019; Zhong et al., 2021). 

Based on Kenton (2020), money, products, or services are all acceptable forms of payment, as long 

as they are exchanged for one another by the terms established by the parties involved in the 

transaction. The online market may propose items and offer several payment choices to make 

purchasing more comfortable for customers (Salehi et al., 2012). The simplicity and ease with 

which a person may make a payment is referred to are “ease of payment” (Maditinos & 

Theordoridis, 2010). Whether making a purchase online or in-store, if the payment procedure is 

made easy for the customer, it may enhance their likelihood to make a purchase. 

1.9 Conclusion 

This study focuses on the factors affecting customers’ satisfaction in using Foodpanda 

delivery service during the COVID-19 pandemic among SAB students in Semester 7 Session 

September 2022/2023 at Universiti Malaysia Kelantan (City Campus). Chapter 1 presents an 

overview of customers’ satisfaction in using Foodpanda delivery service during the COVID-19 

pandemic current practices, the problem statement of this study, the research objectives and 

question of the study, the scope of study, the significance of study, and the operational definition. 

Chapter 2 discusses the literature review of the study, while Chapter 3 analysis the research 

methods. This chapter covers the methods used to obtain good research results. This third chapter 
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also states and explains the data collection method used in completing this study, the study 

population, and the sample size. This research is based on three main indicators which are price, 

ordering process, ease of payment, and factors affecting customers’ satisfaction in using 

Foodpanda delivery service during the COVID-19 pandemic among SAB students in Semester 7 

Session September 2022/2023 at Universiti Malaysia Kelantan (City Campus). Chapter 4 contains 

the data analysis and findings. In this chapter, the quantitative data will be analysed through 

descriptive analysis and differential statistical techniques to address the researched question 

position for our research. Chapter 5 covered the discussion and conclusion of our research. This 

chapter will provide implications of study, limitations of study, and recommendation for future 

research that related to customers satisfaction in using Foodpanda at Universiti Malaysia Kelantan. 
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CHAPTER 2 

LITERATURE REVIEW 

2.1 Introduction 

This chapter will address dependent and independent variables. This chapter will define 

each variable for a better understanding of the research issue. This study’s dependent variable is 

customers’ satisfaction with Foodpanda’s delivery service during the COVID-19 pandemic, 

whereas the independent factors are price, ordering process, and ease of payment. In this chapter, 

the researchers will discuss about introduction, underpinning theory, literature review, conceptual 

framework, and conclusion. 

 

 

 

 

 

 

 

 

 

 

 

2.2 Underpinning Theory 

Satisfaction is one of the responses of consumer satisfaction, it is assessed through the 

features of services and products. Zeithmal (2009) describes customer satisfaction as a response 

to user satisfaction. A product or service will be evaluated by the user of the service. Customer 
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Figure 2.1: Outline of Literature Review 
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Satisfaction Theory (CSAT) is a commonly used key performance indicator that measures 

customer satisfaction with your organization’s products and/or services.  

 

 

 

 

 

 

This model has the ability of services or products to meet the needs of customer expectations 

(Fornell et al., 1996). From the consumer’s perspective, the price is often recognized to be handed 

over or sacrificed to get services and products (Zeithaml, 1988). This theory is the best for this 

study. Satisfaction is an overall psychological state that represents the judgment of a customer or 

consumer relationship with a business, environment, product, or service. Satisfaction incorporates 

one of the three psychological components cognitive (thinking/evaluation), affective 

(emotional/feeling), or behavioral. It is a psychological state evaluated by the customer’s 

expectations. By understanding these expectations, businesses can significantly boost client brand 

loyalty. A conceptual model was developed to study the factors that influence online customer 

satisfaction among SAB students in Semester 7 Session September 2022/2023 at Universiti 

Malaysia Kelantan (City Campus). Based on CSAT Theory, customer satisfaction drivers have 

been identified through a comprehensive literature review. The factors include website design, app 

design, security, customer service, product information quality, purchasing process convenience, 

Figure 2.2: Model of CSAT Theory 
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response, delivery, payment, merchandising, price, privacy, transaction capability, and product 

quality, among others. This is also driving the company to innovate their product for better and 

update quality. Price, ordering process, and ease of payment were selected as the three variables 

for this study. 

2.3 Literature Review 

2.3.1 Customer Satisfaction 

Researchers have always paid close attention to the study of customers’ satisfaction. It is, 

however, a subjective notion, as seen by the various definitions available in the literature. The 

rivalry for clients in the food delivery sector is fiercer than it has ever been. Bringing in new 

customers is not enough to ensure corporate success. To boost income and expand the client base, 

ensuring customer happiness and keeping existing customers satisfied have become the most 

important corporate goals. 

Firstly, according to Hui and Zheng (2010), satisfaction is an evaluative assessment of a single 

transaction based on perceived quality and customer satisfaction may be a useful tool for 

evaluating and reflecting the performance of employees and facility managers. Customer 

satisfaction is a nebulous and abstract notion with different definitions depending on the sector. 

Due to that, it is a need to look into the terms of services that business provided. The degree to 

which service performance meets or exceeds the customer’s expectations is characterised as 

customer satisfaction in services (Kumar, 2012; Santouridis & Trivellas, 2010). In the context of 

online food delivery service, satisfaction is described as the user’s enjoyment from using the online 

food delivery service’s application (Chotigo & Kadono, 2021a). As providing outstanding services 
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and exceeding customer expectations, it has increased consumer satisfaction when utilising food 

delivery apps during the current COVID-19 pandemic. 

In this concept customer satisfaction is one of the most studied constructs in the marketing 

literature. Keeping current customers and attracting new ones is critical in today’s competitive 

marketplace (Tandon et al., 2017). On the other hand, according to See-Kwong et al. (2017), there 

is mention about customer experience and satisfaction being directly related to online food 

delivery. Thus, among the numerous variables are such as food availability, customer evaluation, 

payment methods, and human interaction.  

However, since the outbreak of the COVID-19 pandemic, online food delivery services have 

played a critical role in our daily lives (Yusra & Agus, 2019). Also, customers have had a range 

of positive and negative experiences with online food delivery. Customer experience is much more 

important for business sustainability because a positive consumer experience results in customer 

satisfaction. 

Based on Yusra and Agus (2019), customers’ satisfaction and service quality have been identified 

as two of the most important antecedents of customer loyalty and yet, customer satisfaction is 

affected first by customer perceptions of service quality. This statement also supported as it said 

that customer satisfaction leads to repeat purchases, loyalty, positive word-of-mouth, and higher 

long-term profitability, according to a growing body of research (Heskett et al., 1994).  As a result, 

it is crucial to pay close attention to the smallest details when giving services to clients in order to 

improve customer satisfaction. 
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2.3.2 Price 

Price is the amount of money required to purchase a product, and because the amount 

people are willing to pay for a product symbolizes its value, price is also a measure of value. Price 

is also an essential motivator for attracting customers as a product with a lower price than the 

market price has a reinforced and abolished influence on the consequences of abandoning the 

online delivery application (Khan et al., 2015). According to Thilakarathne and Abeysekera 

(2016), customers consider price perception while deciding whether or not to switch to a 

competitor’s product. 

The price of a product or service is always considered in the purchasing decision. According to 

Aslam and Frooghi (2018), the price is a significant factor in purchasing decisions, it plays a 

critical role in switching from one service provider to another. On the other hand, based on Alalwan 

(2020); Kalimuthu and Sabari Ajay (2020) in terms of price, food service delivery also plays a role 

in providing discounts or special promotions which is also one of the factors to provide satisfaction 

to customers. 

In terms of online food delivery service, based on Prasetyo et al. (2021), price, which includes 

food, tax and delivery costs, is influencing customer willingness to pay and perceptions of online 

food delivery services as their views of online food delivery services can be quantified by how 

much money they can save by using it. It is also said that customers will cancel orders if the price 

is too high, even if they intend to employ an online food delivery service. In addition, even if 

customers intend to use an online food delivery service, they are said to cancel orders if the price 

is too high. However, according to Rahim and Yunus (2021), the price was not the primary factor 

influencing the satisfaction level of the consumers. 
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As stated by Sanayei et al. (2011), price should be justifiable based on the operating market 

segment which is online food delivery service and competitor offerings. Furthermore, people will 

be more likely to use online food delivery services if they are offered a promotion in addition to a 

low price is a good way to keep clients utilizing an online meal delivery service (Prasetyo et al., 

2021). 

Based on the previous study, there is a close relationship between price affecting customers’ 

satisfaction. This hypothesis is supported as price is a significant aspect for customer satisfaction, 

according to marketing literature, because people always consider price when evaluating the worth 

of a product or service (Khan et al., 2015). Customers can save money by comparing prices across 

multiple internet retailers at the same time, which is impossible to do in a physical store. 

According to Biswas and Blair (1991), the price discount may influence customers’ price beliefs 

and, as a result, their purchasing satisfaction. There is also a comparison in price discount that is 

also called as a reference price. A reference price can be defined as any price in relation to which 

other prices are seen. 

 H1: There is a significant relationship between price and customer satisfaction. 

2.3.3 Ordering Process 

Ordering is the act of asking a firm, retailer, or factory for goods or services. Ordering on 

online food delivery service through application makes it simple for customers to order food and 

have it delivered with minimal effort and quick purchasing procedure (Chotigo & Kadono, 2021a; 

Maditinos & Theordoridis, 2010). It is crucial to pay close attention to the smallest details when 

giving services to customers in order to improve customers’ satisfaction. 
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The ordering process entails by searching for a nearby restaurant, filtering it by cuisine to or any 

food, and selecting a delivery location or pick-up location. According to Pigatto et al. (2017); Saad 

(2021), the ordering process can save time and is very convenient, such as in terms of online 

payment options. These factors can contribute to their customer trust, and as a result, satisfied 

customers will make additional purchases and recommend it to others. Besides that, in terms of 

ordering processing it can change the customer mindset as well. However, with the mobile 

application, online food ordering will create an online food menu and deliver the requested food 

items directly to the user’s door and customers do not wait in the restaurant for a long time (Jacob 

et al., 2019). 

Ordering processes may be allowing customers to place orders quickly and track their food 

deliveries as it may achieve ideal ordering processes in terms of delivery speed, time, and effort. 

During ordering process, some delivery delays may happen as delay will surely annoy the customer 

and will not consider buying from the same platform as they do not deliver product on time (Khan 

et al., 2015). 

According to the research, ordering process have a substantial impact on customer satisfaction. 

According to Zviran and Erlich (2006), the more convenient a user’s ordering process is, the higher 

the satisfaction level is attributed to the online food delivery service. Customers can order meals 

from a number of establishments with a single swipe on their mobile devices thanks to the ease 

and simplicity of food delivery apps. 

In addition, as based on previous study, online food delivery service operators should aim for 

optimal ordering processes in terms of delivery speed, time and effort by allowing consumers to 

make orders promptly and track their food deliveries to improve customer satisfaction (Chotigo & 
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Kadono, 2021b). By focusing more on the food delivery applications, developing and refining food 

delivery applications for ordering processes could improve the customer’s experience ordering 

meals. 

H2: There is a significant relationship between ordering process and customer satisfaction. 

2.3.5 Ease of Payment 

Based on Kenton (2020), payment is defined as the exchange of money, products, or 

services for goods and services in proportions that have been agreed upon by all parties concerned. 

To make purchasing more convenient for customers, the online market can recommend products 

and provide a variety of payment options (Salehi et al., 2012). 

In terms of payment, if an order is placed online, it does not imply that the payment must be made 

online as well. This is because of inherent dangers of online transactions; customers are reluctant 

to use online payment portals. In other options, customers should be able to pay for their food with 

cash by cash on delivery. According to Parashar and Ghadiyali (2017); Vignesh and Arun (2019), 

payment tool by food delivery service is to ensure that all payment transactions made are smooth. 

Most customers use food delivery services also due to the ease to make payment. According to the 

Nicolaides and Grobler (2017), to create an environment that is conducive to their customer’s 

needs and desires, they safeguard their customers privacy and ensure their financial security to 

foster consumer trust and facilitate the payment process. 

Consumer convenience has improved as a result of factors such as no minimum order value and a 

variety of payment choices such as net banking, digital wallets, and cash on delivery (Nayan & 

Hassan, 2020). This really eases the payment process. Ease of payment is referring to a user’s ease 
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and convenience in making a payment (Maditinos & Theordoridis, 2010). In general, customers’ 

purchasing intentions may be increased by the simplicity of the online and offline payment process. 

In terms of payment, the findings revealed that ease of payment has a significant impact on 

consumer satisfaction. According to See-Kwong et al. (2017), customers’ satisfaction involved 

many factors, including payment methods that were used. It is also thought that online delivery 

services play a significant part in improving customer satisfaction and experience by allowing 

customers to pay in a variety of ways like online method and offline method. Different approaches 

are used by business owners when it comes to providing payment methods to their clients in order 

to make the process easier for them. According to De Silva and Abeysekara (2012), customers’ 

convenience in doing internet banking eases the payment process and has a high possibility of 

customer satisfaction.  

H3: There is a significant relationship between ease of payment and customer satisfaction. 

2.4 Conceptual Framework 

A lot more effort can be put into learning the theoretical aspect of service quality and 

customer satisfaction and their level of associations. In translating the above relationship into the 

hypothesis of this study, the conceptual framework model is developed as illustrated. 

The theoretical and conceptual framework describes the path of a research and bases it firmly in 

the construction of theory so that a research is successful and achieves the objectives that have 

been targeted (Adom et al., 2018). The conceptual framework has two key major components: 

Foodpanda services and customer satisfaction. Foodpanda services serve as the independent 

variable of this study, and customer satisfaction is the dependent variable. 
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Table 2.1: Dependent and Independent Variable 

NO DEPENDENT VARIABLE/INDEPENDENT VARIABLE SOURCES 

1. Dependent Variable (Customer Satisfaction) Yusra and Agus (2014) 

2. Independent Variable (Price) Prasetyo et al. (2021) 

3. Independent Variable (Ordering Process) 

Maditinos and 

Theordoridis (2010) 

4. Independent Variable (Ease of Payment) 

Maditinos and 

Theordoridis (2010) 

Based on the discussion and the previous article, Conceptual Framework for this study is as below: 

 

Figure 2.3: Conceptual Framework  
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The model illustrates the connection between Foodpanda’s services and customer satisfaction. In 

illustrating the extent to which services and customer satisfaction have a good relationship, the 

Foodpanda services and customer satisfaction among SAB students in Semester 7 Session 

September 2022/2023 at Universiti Malaysia Kelantan (City Campus) demonstrates this 

relationship. 

2.5 Conclusion 

This chapter focuses on the ongoing research efforts of earlier researchers. These findings 

contribute to a better understanding of factors affecting customers’ satisfaction among SAB 

students in Semester 7 Session September 2022/2023 at Universiti Malaysia Kelantan regarding 

on using the Foodpanda delivery service during COVID-19 pandemic. Hypothesis were developed 

using the theories and literature review. The techniques employed in this research project are 

detailed in the next chapter.  
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CHAPTER 3 

RESEARCH METHODOLOGY 

3.1 Introduction 

This chapter contains ten (10) sections, starting with the introduction followed by the 

research design in the second section. The third section begins with the data collection methods. 

This is followed by the fourth section which discusses the study population and sample size in the 

fifth section. The sampling techniques and research instrument development are included in the 

sixth and seventh sections respectively. Sections eight and nine describe the measurement 

instrument development and procedure for data analysis. Section ten will be discussed about pilot 

test. Finally, section eleven provides the conclusion of this chapter. 

This study explores the relationship between Foodpanda services and customers’ satisfaction 

among SAB students in Semester 7 Session September 2022/2023 at Universiti Malaysia Kelantan. 

This study aims to solve the questions:  

● What is the relationship between price and customers’ satisfaction based on customers’ 

experience in using the Foodpanda delivery service during COVID-19 pandemic? 

● What is the relationship between ordering process and customers’ satisfaction based on 

customers’ experience in using the Foodpanda delivery service during COVID-19 

pandemic? 

● What is the relationship between ease of payment and customers’ satisfaction based on 

customers’ experience in using the Foodpanda delivery service during COVID-19 

pandemic? 
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3.2 Research Design 

This study’s research approach is using a quantitative method to collect data. The 

researchers will distribute the questionnaire through Google Form to collect data and analysis data 

through statistics software, which is SPSS version 25. Respondent for this research paper is SAB 

students in Semester 7 Session September 2022/2023 at Universiti Malaysia Kelantan (City 

Campus). In addition, the researchers tend to measure the customers’ satisfaction with Foodpanda 

service during COVID-19 pandemic. The respondents are required to rate their factors of price, 
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ordering process, and ease of payment through a 5-point Likert-type scaling range from 1 (strongly 

disagree) to 5 (strongly agree). 

A questionnaire is used in this study as part of a quantitative research technique. The researchers 

will be able to access the relationship between dependent variable and independent variables using 

this study design, which entails planning and preparing study design and activities. The 

demographic profile, as well as the factors that affect customers’ satisfaction in using Foodpanda 

delivery service during COVID-19 pandemic are all included in the questionnaire. 

3.3 Data Collection Method 

A correlational analysis should be conducted to evaluate the link between the two variables 

in order to assess whether independent variables influence customer satisfaction. According to 

Kabir (2016), there are two sorts of data collection methods, which are primary and secondary. 

Survey and questionnaires are used to collect primary data for this study because they are 

practicable, on-target, and cost-effective. The researchers conducted the research using primary 

data, which is information collected directly by the researcher on the variables of interest for the 

specific purpose of the study. The data are assigned numerical values to expedite the analysis. 

Information gathered through questionnaires and surveys can be utilized in a variety of evaluation 

methods. This approach is typically used to collect data from a large number of individuals. 

A questionnaire is a series of pre-written questions to which respondents record answers, which 

are often limited to a few possibilities (Kabir, 2016). The questionnaire is the most frequent form 

of data collection for survey work. The purpose of this survey is to collect information from 

respondents, specifically on SAB students in Semester 7 Session September 2022/2023 at 

Universiti Malaysia Kelantan (City Campus) during the COVID-19 pandemic. There will be three 
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sections in the questionnaire which are Section A, Section B, and Section C. In Section A, 

researchers request demographic information from respondents. In the meantime, Section B, and 

Section C discuss the dependent and independent variables pertaining to the factors affecting 

customer satisfaction in using Foodpanda delivery services during the COVID-19 pandemic. 

3.4 Population 

The research population typically consists of huge or precise groups of individuals or 

objects that are the major focus of the study. In a certain population, all individuals or objects 

usually have a common trait or characteristic. In this research, the population will be focused on 

students at Universiti Malaysia Kelantan (City Campus). Likewise, the respondents that the 

researchers targeted are SAB students in Semester 7 Session September 2022/2023 of their studies. 

According to the data on active students’ enrollment in the Faculty of Entrepreneurship and 

Business (FKP), the population of Islamic Banking and Finance (SAB) students in Semester 7 

Session September 2022/2023 is 200 students. We choose to focus on this respondent because this 

is the batch that has faced the pandemic from the beginning of the Movement Control Order 

(MCO) until the MCO ended. Furthermore, as this batch is the final year of students this year, they 

have prior experience using food delivery services at college during pandemics and endemics. 
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Table 3.1: Total SAB Students from FKP in Semester 7 

FKP 

COURSE SEMESTER 7 SESSION SEPTEMBER 2022/2023 

ISLAMIC BANKING & FINANCE (SAB) 200 

TOTAL 200 STUDENTS 

Sources: Faculty of Entrepreneurship and Business UMK City Campus, 2022 

3.5 Sample Size 

The sample size for the study is representative of the total population. It is a subset of the 

population, and it is known as a “subject.” Research on every member of a population cannot be 

conducted frequently if research is done by people, as the number of people is simply too large. 

The sample is among SAB students in Semester 7 Session September 2022/2023 at Universiti 

Malaysia Kelantan (City Campus), which consists of 200 students in Year 4. According to Krejcie 

and Morgan’s (1970) table, the sample size would be around 132 students. 
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3.6 Sampling Technique 

The sampling technique is one of the procedures for taking samples from the population. 

A carefully selected sample for the study to provide accurate information about the population. 

Probability and non-probability sampling designs are the two types of sampling designs that are 

discussed in this research. According to Borges et al. (2017), probability sampling utilizes a 

random method to choose a sample frame unit to be an insect in the sample, whereas the non-

probability sample uses the systematic judgments of the researcher to select population units.  

Researchers use a non-probability sampling approach in this study to choose sample units as the 

sample frame comprises Semester 7 Session September 2022/2023 of SAB students in UMK (City 

Campus) especially during COVID-19 pandemic. Convenience sampling can collect the data from 

the sample using technique non-probability. Convenience sampling is a method which depends on 

collecting data from populations that are conveniently available for research (Research 

Table 3.2: Sample Size of Krejcie & Morgan (1970) 
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Methodology.net, 2016). The respondents are selected conveniently by sending the link of an 

online survey questionnaire in Google Form through social networking sites. Thus, in this study, 

the researchers are able to obtain the data in an easy and convenient way. A total of 132 sample 

sizes from 200 study populations will be represented to answer this question.  

3.7 Research Instrument Development 

Using questionnaires, quantitative data are collected for the investigation. The 

questionnaire includes demographic profiles and factors that determine customer satisfaction with 

online food delivery service among SAB students in Semester 7 Session September 2022/2023 at 

Universiti Malaysia Kelantan (City Campus). 

Table 3.3: Overview of Research Instruments 

SECTION VARIABLE ITEM SOURCES 

Dependent 

Variable 

Customer Satisfaction 4 

Yusra and Agus 

(2020) 

Independent 

Variables 

Price 5 Prasetyo et al. (2021) 

Ordering Process 5 

Maditinos and 

Theordoridis (2010) 

Ease of Payment 5 

Maditinos and 

Theordoridis (2010) 
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3.7.1 Original Items & Modified 

Table 3.4: Table of Original and Modified Items 

No. Original Items Modified Items 

1. 

It is my expectation that they would offer 

special discounts in different occasions or 

in other cases frequently. 

The offer of discount vouchers influences 

customers in choosing Foodpanda rather 

than other e-hailing food delivery services. 

2. 

The ordering process’s tracking status is 

accurate and useful. 

The tracking status for the ordering process 

is helpful and up-to-date. 

3. 

I am satisfied with the efficiency of 

payment gateway system. 

It is easy to complete the payment process 

when using the Foodpanda delivery 

service. 

4. 

I am satisfied when certain restaurant 

only accept cash on delivery for the 

payment. 

Cash on delivery payment method is 

convenient for customers’ use. 

  

FK
P



30 
 

3.7.2 Questionnaire Design 

Researchers applied questionnaires to collect data for the study. The questionnaire consists of a 

network of questions and other indicators designed to collect data from the SAB student at 

Universiti Malaysia Kelantan (City Campus). In this study, all statements in the questionnaire were 

written in English and Malay. This questionnaire of study is divided into sections A, B, and C. The 

question includes a demographic profile of respondents and independent variables focusing on the 

customer satisfaction of SAB students in Semester 7 Session September 2022/2023 at Universiti 

Malaysia Kelantan (City Campus) who utilized the Foodpanda delivery service during the 

COVID-19 pandemic. Section A is demographic questions pertaining to gender, age, race, 

ordering frequency before and after COVID-19 pandemic. The questions in Section B relate to 

variables that are dependent which is customer satisfaction. The last part is Section C represented 

as independent variables. This section uses five points of like skills to assess respondents’ levels 

of agreement with the proposition. The 5-point Likert scale will also be used in this section. 

3.7.3 Content Validity 

i. Expert Validation 

The primary purpose of a questionnaire in research is to collect pertinent data in the most 

accurate and valid manner. Thus, the precision and consistency of a survey or questionnaire 

constitute an important part of research methodology known as validity and reliability. The 

degree to which items in an instrument reflect the content universe to which the measure 

will be generalized is characterized as content validity (Straub et al., 2004). For 

determining if a piece of material is valid, the judgmental method calls for a literature 

review, which is followed up by an expert panel. It is necessary for researchers to be present 
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with experts to facilitate validation when using a judgmental approach to content validity. 

In this research, the expert validation approach was employed to test the questionnaire’s 

understanding and validity. This technique is particularly crucial since faults and defects 

in the questionnaire’s design can be recognized with evaluation from an expert. The 

researchers distribute a copy of the questionnaire to an expert panel, such as a lecturer, to 

review and evaluate if there are errors in the questionnaire, and the panel can give 

comments or make suggestions pertaining to the question. 

ii. Peer Evaluation 

The quality of students’ peer interactions has a significant impact on their performance. 

According to Miyamoto and Sono (2012), peer support is a broad concept with varied 

meanings, outcomes, and consequences. While the researchers also used the peer validation 

method in this questionnaire. The researchers provide a copy of the question to a peer for 

review and provide comments as well as suggestions for improvement of the questionnaire. 

Regarding Section C for measurement scale in variables, the respondent suggested in each 

section to related to grammar and sentence structure. Therefore, the researchers have 

improved some sentences, to avoid misunderstanding among the respondents. 
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3.8 Measurements of Variables 

The rating scale, often known as the Likert scale, was utilized in this research as the scale 

of measurement. The Likert scale is a five-point scale that ranges from 1 (strongly disagree) to 5 

(strongly agree). According to Sekaran and Bougie (2016), its purpose is to determine how 

strongly the respondent is likely to agree or disagree with the author’s statement in the 

questionnaire. 

A Likert scale is a sort of scale in which respondents are asked to agree on a series of statements 

regarding the items measuring the concept. It is going to be broken down into five different 

response categories, starting with 1- Strongly Disagree, 2- Disagree, 3- Slightly Agree, 4- Agree, 

and 5- Strongly Agree on a five-point scale. 

Table 3.5: Five-Point Likert Scale 

Strongly Disagree Disagree Slightly Agree Agree Strongly Agree 

1 2 3 4 5 

Source: Sekaran and Bougie (2016) 

There are four types of scales: nominal, ordinal, interval, and ratio. But researchers will focus on 

nominal and ordinal scale only. In this study, the questionnaire will be used as the research 

instrument. The questionnaires are split into three parts: Section A, B, and C. Section A will use 

nominal scales because it will ask about the demographics of the people who are supposed to 

answer. On the other hand, in Section B and C, both the dependent and independent variables were 

measured using an interval scale based on the framework used in previous studies. In these 

sections, excessively accurate information is gathered with the help of 5-point Likert scales. Since 
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the information gathered will be analyzed, this questionnaire will help researchers look at each 

scale variable. 

3.8.1  Nominal Scale 

The nominal scale is a measuring scale that is used for identification. It provides numbers 

to qualities for simple identification and is also known as a category scale. It will assist 

researchers in categorizing and grouping subjects. Gender (male or female), age (19 years 

old till 27 years old above), race (Malay, Chinese, Indian, or others), how frequently did 

you order food online before the COVID-19 pandemic (often, sometimes or rarely) and 

how frequently did you order food online during the COVID-19 pandemic (often, 

sometimes or rarely) are all nominal scales in our questions. All of these questions will be 

grouped together so that a demographic profile of each targeted respondent can be made. 

3.8.2 Interval Scale 

The interval scale represents the value of the sortable variable, with the difference between 

them representing their separation. The interval comprises equally spaced points along a 

continuum. This scale is quantitative in nature. The number of replies on a Likert scale 

ranging from 1 to 5 reflected the level of customer satisfaction in using Foodpanda delivery 

service among SAB students in Semester 7 Session September 2022/2023 at Universiti 

Malaysia Kelantan (City Campus) during the COVID-19 pandemic. There is no actual 0 

on this scale. It classifies and arranges categories in a meaningful way to distinguish them. 

The central tendency was examined in this study using mean, mode, median, and standard 

deviation. 

FK
P



34 
 

3.9 Procedure for Data Analysis 

There are two different ways that the data from the respondents might be analyzed. The 

first approach is known as qualitative data analysis, and the second approach is known as 

quantitative data analysis. However, as a result of our research, the researchers decided to use a 

quantitative approach. Hence, when the researchers analyze the data, the researchers will employ 

quantitative data analysis. 

IBM’s Statistical Package for the Social Sciences (SPSS) version 25 will be used to evaluate this 

survey. According to Daniel Arkkelin (2014), SPSS was chosen to analyze the data in the study 

due to its widespread use in academic and business circles, making it the most commonly used 

programmed of its kind. These research studies are implemented by using descriptive, correlation, 

reliability, and bivariate to obtain the quality of the data. All of these analyses are done to gain and 

utilize the data gathered from the survey, which is to achieve research objectives. The data will be 

summarized and organized according to the study’s categories. These include customer 

satisfaction, price, ordering process, and ease of payment as previously described.  
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3.10 Pilot Test  

This pilot test will detail the process used to collect data for the study and the findings 

obtained. The researchers sought 35 participants for the pilot test. Google Form is often used by 

academics to disperse survey instruments. The surveys were sent out between 28 October till 6 

November 2022, a span of only 10 days. Questionnaires are distributed by researchers via Google 

Form. 35 participants were surveyed for the pilot project, while 132 people will be asked to take 

part in the main field study. The demographic profile, dependent variable, and independent 

variables provide a total of 24 questions contained in the questionnaire. The data is not damaged 

since researchers prohibit respondents from answering the same Google Forms question again. If 

the respondent responds to the same question more than once, then the answer will be classified 

as corrupt data. Since Google Forms employs cutting-edge technology to set rules to filter data, 

there is no chance of corrupt data occurring as a result of using the service. 

The aim of this pilot study is to examine the reliability of the questions by computing their 

Cronbach’s Alpha before doing a complete field investigation. Therefore, the researchers found 

that the value of Cronbach’s Alpha for the dependent variable of customer satisfaction is calculated 

to be 0.836. The value of Cronbach’s alpha for the independent variable of price is 0.673. 

Cronbach’s Alpha for the ordering process is 0.664, while for the ease of payment is 0.792. 

According to Hair et al. (2016) in “Essentials of Business Research Method”, Cronbach’s Alpha 

values between 0.60 and 0.80 are regarded to be between moderate and good. A value of 0.90 and 

higher is deemed excellent. This Cronbach’s Alpha is significant enough to be maintained for 

genuine field research. Cronbach’s Alpha for each subsample must be 0.60 or above for the test to 

be considered reliable. 
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Table 3.6: Reliability Statistic Dependent Variable: Customer Satisfaction 

Cronbach’s Alpha 

Cronbach’s Alpha Based on 

Standardized Items 

N of items Result 

.836 .851 4 Very Good 

According to the reliability statistic table, Cronbach’s Alpha for the dependent variable, 

customer satisfaction, is 0.836, which is a very good scale (Hair et al., 2016). The pilot test shows 

that the questionnaire for the dependent variable of customer satisfaction is good and may be used 

to gather data from fourth-year Universiti Malaysia Kelantan, City Campus students. 

Table 3.7: Reliability Statistic Independent Variable: Price 

Cronbach’s Alpha 

Cronbach’s Alpha Based on 

Standardized Items 

N of items Result 

.673 .657 5 Moderate 

According to the reliability statistic table, Cronbach’s Alpha for the independent variable, 

price is 0.673, which is a moderate scale (Hair et al., 2016). The pilot test shows that the 

questionnaire for the independent variable of price is acceptable and may be used to gather data 

from fourth-year Universiti Malaysia Kelantan, City Campus students. 
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Table 3.8: Reliability Statistic Independent Variable: Ordering Process 

Cronbach’s Alpha 

Cronbach’s Alpha Based on 

Standardized Items 

N of items Result  

.664 .720 5 Moderate 

According to the reliability statistic table, Cronbach’s Alpha for the independent variable, 

the ordering process is 0.664, which is a moderate scale (Hair et al., 2016). The pilot test shows 

that the questionnaire for our independent variable of the ordering process is acceptable and may 

be used to gather data from fourth-year Universiti Malaysia Kelantan, City Campus students. 

Table 3.9: Reliability Statistic Independent Variable: Ease of Payment 

Cronbach’s Alpha 

Cronbach’s Alpha Based on 

Standardized Items 

N of items Result  

.792 .795 5 Good 

According to the reliability statistic table, Cronbach’s Alpha for the independent variable, 

ease of payment is 0.792, which is in a good scale (Hair et al., 2016). The pilot test shows that the 

questionnaire for the independent variable of ease of payment is acceptable and may be used to 

gather data from fourth-year Universiti Malaysia Kelantan, City Campus students. 
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3.11 Conclusion 

 This chapter covers the research methodology. This is a web-based quantitative study. 

Convenience sampling was used as the method of sampling. Using a Google Form-created web-

based questionnaire, the data were collected. Three components make up the questionnaire: 

Section A consists of demographic data, whilst Section B and C consist of answers to study-related 

questions. The use of social networking to collect responses from respondents. 
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CHAPTER 4 

DATA ANALYSIS AND FINDINGS 

4.1 Introduction 

This chapter represents the analysis and major research findings of the study and the data 

in this chapter were analyzed using the Statistical Package for the Social Science (SPSS) software 

program. Data analysis was used and performed to test the questions contained in the questionnaire 

provided by the researcher and distributed to the respondents of the place studied. The main target 

population of this study is 132 respondents. The Google Form created by the researcher was 

successfully answered by the respondents. This chapter will discuss the introduction, preliminary 

analysis, demographic profile, descriptive analysis, validity and reliability test. Furthermore, this 

chapter also contains hypothesis testing, Spearman’s Correlation Coefficient and conclusion. 
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Figure 4.1: Outline of Data Analysis and Findings 
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4.2 Preliminary Analysis 

This section includes a number of analyses as part of the data inspection process for this 

investigation. The preliminary test is how we want to ascertain the procedure or sequence of each 

piece of information gathered for the investigation. Questionnaires were developed and distributed 

to SAB students in Semester 7 at Universiti Malaysia Kelantan (City Campus). Before collecting 

the actual data from 132 respondents, a total of 35 questionnaires were distributed in advance for 

the purpose of the pilot test. A pilot test needs to be done before distributing the questionnaire to 

the target respondents. The total outcome was quite positive, we also detected some questions that 

we need to make an amendment to ensure our respondents have a good understanding due to our 

questionnaire. The researcher obtained a total of 141 respondents from the Google Form 

distribution of all the questionnaires. The collection and analysis of all data took place in the 

following order which are demographic analysis, and Spearman’s correlation.  
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4.3 Demographic Profile of Respondents 

Questionnaires were distributed to SAB students in Semester 7 Session September 

2022/2023 at Universiti Malaysia Kelantan (City Campus). A total of 141 questionnaires were 

collected and successfully completed. In section A, there are five questions posed in the 

questionnaire. The five questions are about gender, age, race, frequency of online food ordering 

using Foodpanda before and after COVID-19.  

4.3.1 Number of Respondents Based on Gender 

Table 4.1: Gender of Respondents 

Gender / Jantina 

 Frequency Percent Valid Percent Cumulative Percent 

Valid Female / Perempuan 95 67.4 67.4 67.4 

Male / Lelaki 46 32.6 32.6 100.0 

Total 141 100.0 100.0  

Based on the sample obtained through the distribution of the questionnaire, the total sample was 

collected which is 141. As a result of the collection of the sample, the results showed a majority 

of female respondents who have dominated a total of 67.4% which is 95 people, and the rest are 

male respondents which are 32.6 % equivalent to 46 people. The disparity in the gender gap was 

49. In conclusion, respondents from among SAB students in Semester 7 Session September 

2022/2023 at UMK (City Campus) were dominated by female. 
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4.3.2 Number of Respondents Based on Age 

Table 4.2: Age of Respondents 

  Age / Umur 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 18 - 20 years old 4 2.8 2.8 2.8 

21 - 23 years old 66 46.8 46.8 49.6 

24 - 26 years old 69 48.9 48.9 98.6 

27 years old and above 2 1.4 1.4 100.0 

Total 141 100.0 100.0  

Table 4.2 show the age distribution of 141 respondents. From this questionnaire, the age 

distribution of SAB students in Semester 7 Session September 2022/2023 at UMK (City Campus) 

is the majority from the age range of 24 – 26 years old which has dominated a total of 69 

respondents equivalent to 48.9%. While respondents aged between 21 – 23 years old contributed 

46.8% which is 66 respondents. Furthermore, the age of 18 – 20 years old contributed 2.8% 

equivalent to 4 respondents and the age of 27 years old and above contributed 1.4% equivalent to 

2 respondents in a sufficient number of respondents in the study.  
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4.3.3 Number of Respondents Based on Race 

Table 4.3: Race of Respondents 

Race / Bangsa 

 Frequency Percent Valid Percent Cumulative Percent 

Valid Chinese / Cina 1 .7 .7 .7 

Malay / Melayu 140 99.3 99.3 100.0 

Total 141 100.0 100.0  

Table 4.3 describe the distribution of the respondents, namely Malay, Chinese, Indian, and others. 

In this survey, we only have Malay and Chinese as our respondents. Through this study, the first 

rank is the Malays whose majority answered the question of this questionnaire which is a total of 

140 people equivalent to 99.3%. Next followed by the Chinese which is a total of 1 person who 

contributed 0.7%.   

4.3.4 Number of Respondents Based on Frequency of Online Food Ordering before COVID-19 

Table 4.4: Percentage of Frequency before COVID-19 

How frequently did you order food online before the COVID-19 pandemic? 

Berapa kerapkah anda memesan makanan dalam talian sebelum wabak COVID-19? 

 Frequency Percent Valid Percent Cumulative Percent 

Valid Often / Selalu 29 20.6 20.6 20.6 

Rarely / Jarang 48 34.0 34.0 54.6 

Sometimes / Kadang-kadang 64 45.4 45.4 100.0 

Total 141 100.0 100.0  
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Based on the Table 4.4, respondents on frequently ordering food online before COVID-19 

pandemic of higher percentage is sometimes with the percentage of 45.4% of 64 out of 141 

respondents. Second, followed by respondents rarely ordering food online before COVID-19 

pandemic with 34.0% of 48 respondents. Lastly, the lowest percentage is often by 20.6% of 29 

respondents out of 141.  

4.3.5 Number of Respondents Based on Frequency of Online Food Ordering after COVID-19 

Table 4.5: Percentage of Frequency after COVID-19 

How frequently did you order food online during the COVID-19 pandemic? 

Berapa kerapkah anda memesan makanan dalam talian semasa wabak COVID-19? 

 Frequency Percent Valid Percent Cumulative Percent 

Valid Often / Selalu 56 39.7 39.7 39.7 

Rarely / Jarang 29 20.6 20.6 60.3 

Sometimes / Kadang-kadang 56 39.7 39.7 100.0 

Total 141 100.0 100.0  

Based on Table 4.5 above, it is explained of frequent respondents ordering food online after the 

COVID-19 pandemic. In this survey, we got the same result for sometimes and often which are 

39.7% equivalent to 56 respondents out of 141. Lastly is followed by respondents who rarely order 

food online during COVID-19 pandemic with 29 respondents by 20.6%. 
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4.4 Descriptive Analysis 

The researchers applied the mean for each part to assess and determine which variable best 

ensures customer satisfaction with online food delivery service among SAB students in Semester 

7 Session September 2022/2023 at Universiti Malaysia Kelantan (City Campus). These are the 

SPSS comparison of the mean of the independent variables with each research problem. Using the 

5-Likert Scale, the researcher can assess the respondents’ responses. 

Table 4.6: Interpretation of Mean Score 

Likert Scale Mean Range Level Score Range 

5 Strongly Agree Very High 4.50 – 5.00 

4 Agree High 3.50 – 4.49 

3 Slightly Agree Average 2.50 – 3.49 

2 Disagree Low 1.50 – 2.49 

1 Strongly Disagree Very Low 1.00 – 1.49 

Sources: Kitjaroonchai (2012) 
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4.4.1 Descriptive analysis for Dependent Variables 

Table 4.7: Dependent Variable: Customer Satisfaction 

Item Statistics 

 Mean Std. Deviation N 

Overall, the service provided by Foodpanda delivery 

service is good and satisfactory. 

Secara keseluruhannya, perkhidmatan yang disediakan 

oleh perkhidmatan penghantaran Foodpanda adalah 

baik dan memuaskan. 

4.52 .616 141 

I am very pleased with the price placed by the 

Foodpanda delivery service. 

Saya sangat berpuas hati dengan harga yang diletakkan 

oleh perkhidmatan penghantaran Foodpanda. 

3.91 .706 141 

I was pleased with my overall experience with the 

Foodpanda delivery service when I completed the 

ordering process. 

Saya berpuas hati dengan pengalaman keseluruhan saya 

dengan perkhidmatan penghantaran Foodpanda apabila 

saya menyelesaikan proses pesanan. 

4.34 .674 141 

I am satisfied with the overall experience when 

completing the method of payment of the Foodpanda 

delivery service. 

Saya berpuas hati dengan pengalaman keseluruhan 

apabila menyelesaikan kaedah pembayaran 

perkhidmatan penghantaran Foodpanda. 

4.61 .630 141 

 

Table 4.7 shows the mean value for the dependent variable, customer satisfaction. As it showed in 

the table above, the mean score for I am satisfied with the overall experience when completing the 

method of payment of the Foodpanda delivery service is 4.61 which is very high (Kitjaroonchai, 
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2012). This means that the respondents are very satisfied when using the application from ordering 

food to completing payment. Meanwhile, the mean score for I am very pleased with the price 

placed by the Foodpanda delivery service is 3.91 which is the lowest mean value for customer 

satisfaction. So, it shows that a few respondents do not agree with the price in the application 

which is a breakdown of the prices and additional charges. For this dependent variable, obtain the 

mean range of “agree” (Kitjaroonchai, 2012). 

4.4.2 Descriptive analysis for Independent Variables 

Table 4.8: Independent Variable: Price 

Item Statistics 

 Mean Std. Deviation N 

The delivery charge set by the Foodpanda delivery 

service is relevant for me. 

Caj penghantaran yang ditetapkan oleh perkhidmatan 

penghantaran Foodpanda adalah relevan untuk saya. 

3.96 .769 141 

The food price placed in the Foodpanda delivery 

service is relevant for me. 

Harga makanan yang diletakkan dalam perkhidmatan 

penghantaran Foodpanda adalah relevan bagi saya. 

3.94 .868 141 

The offer of discount vouchers influences customers in 

choosing Foodpanda rather than other e-hailing food 

delivery services. 

Tawaran baucar diskaun mempengaruhi pelanggan 

dalam memilih Foodpanda berbanding perkhidmatan 

penghantaran makanan e-hailing yang lain. 

4.49 .703 141 
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I can compare the price of the same product from 

different stores when using the Foodpanda delivery 

application. 

Saya boleh membandingkan harga produk yang sama 

dari kedai yang berbeza apabila menggunakan aplikasi 

penghantaran Foodpanda. 

4.50 .661 141 

I am willing to pay more even if Foodpanda increases 

the delivery price. 

Saya sanggup bayar lebih walaupun Foodpanda naikkan 

harga penghantaran. 

3.09 .982 141 

 

Referring to the table above, shows the mean value for the independent variable, price. From the 

results of the study, the researcher can see that the mean score for I can compare the price of the 

same product from different stores when using the Foodpanda delivery application is 4.50, which 

is very high (Kitjaroonchai, 2012). This shows that most SAB students in Semester 7 Session 

September 2022/2023 at Universiti Malaysia Kelantan (City Campus) will compare the price of 

the same product first before placing an order. It clearly shows that this Foodpanda application is 

suitable for them to use during the Covid-19 pandemic. Meanwhile, the mean score for I am willing 

to pay more even if Foodpanda increases the delivery price is 3.09, which is the lowest mean value 

for the price. This is because it is not suitable for the delivery charges charged with small orders, 

and the std. deviation for the price is 0.982. Therefore, the respondent is not willing to pay it. In 

conclusion, the results of the study showed that the respondents slightly agreed in the range of 

means with the stated questions (Kitjaroonchai, 2012).  
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Table 4.9: Independent Variable: Ordering Process 

Item Statistics 

 Mean Std. Deviation N 

The ordering process in the Foodpanda delivery 

application is convenient to use. 

Proses pesanan dalam aplikasi penghantaran 

Foodpanda adalah mudah untuk digunakan. 

4.64 .577 141 

I quickly received help from the Foodpanda staff 

whenever I faced difficulties or problems with the 

ordering part. 

Saya segera menerima bantuan daripada kakitangan 

Foodpanda setiap kali saya menghadapi kesukaran 

atau masalah dengan bahagian pesanan. 

3.97 .870 141 

The step taken to order using the Foodpanda 

application is easy. 

Langkah yang diambil untuk memesan menggunakan 

aplikasi Foodpanda adalah mudah. 

4.70 .506 141 

Food delivered at the estimated time by Foodpanda 

rider. 

Makanan dihantar pada masa yang dianggarkan oleh 

penunggang Foodpanda. 

4.16 .690 141 

The tracking status for the ordering process is helpful 

and up to date. 

Status penjejakan untuk proses pesanan adalah 

berguna dan terkini. 

4.40 .608 141 

 

Based on the table above, shows the mean value for the independent variable, ordering process. 

As it showed in the table above, the mean score for the step taken to order using the Foodpanda 

application is easy is 4.70 which is very high (Kitjaroonchai, 2012). This means that when the 

Foodpanda application fully meets the needs of the end user and does so quickly and effectively. 

Meanwhile, the mean score for I quickly received help from the Foodpanda staff whenever I faced 

difficulties or problems with the ordering part is 3.97, which is the lowest mean value for the 

ordering process. It showed that the staff needed to further improve their performance and upgrade 

the application system to be easier to use.  
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Table 4.10: Independent Variable: Ease of Payment 

Item Statistics 

 Mean Std. Deviation N 

It is easy to complete the payment process when using 

the Foodpanda delivery service. 

Ia mudah untuk menyelesaikan proses pembayaran 

apabila menggunakan perkhidmatan penghantaran 

Foodpanda. 

4.65 .573 141 

The options that are available on payment methods are 

convenient. 

Pilihan yang tersedia pada kaedah pembayaran adalah 

mudah. 

4.66 .545 141 

Contactless payment methods that Foodpanda uses 

during the COVID-19 pandemic to minimize risk are 

very easy to use. 

Kaedah pembayaran tanpa sentuh yang Foodpanda 

gunakan semasa pandemik COVID-19 untuk 

meminimumkan risiko adalah sangat mudah 

digunakan. 

4.74 .540 141 

Cash on delivery payment method is convenient for 

customers’ use. 

Kaedah pembayaran tunai semasa penghantaran 

adalah mudah untuk kegunaan pelanggan. 

4.54 .627 141 

Payment method platforms that are available on 

payment method options like Cash on Delivery, 

Credit/Debit card, and PayPal really ease the payment 

process. 

Platform kaedah pembayaran yang tersedia pada 

pilihan kaedah pembayaran seperti COD, Kad 

Kredit/Debit dan Paypal benar-benar memudahkan 

proses pembayaran. 

4.71 .515 141 

 

Based on the table above, shows the mean value of the independent variable for ease of payment. 

The results of the study, have shown that the mean score for contactless payment methods that 

Foodpanda uses during the COVID-19 pandemic to minimize risk are very easy to use is 4.74 

which is very high (Kitjaroonchai, 2012). This method prevents COVID-19 disease transmission 
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through contact. Also provides convenience to customers, and considering the ease of payment, 

customers are more likely to pay faster and avoid contracting COVID-19 through contact. 

Meanwhile, the mean score for cash on delivery payment method is convenient for customers’ use 

is 4.54 which is the lowest mean value for ease of payment with a std deviation of 0.627. This 

shows that consumers do not like to use cash payment methods during the COVID-19 pandemic. 

The results of the study showed that the respondents strongly agreed on the range of means 

(Kitjaroonchai, 2012). 

4.5 Validity and Reliability Test 

Table 4.11: Cronbach’s Alpha 

Alpha Coefficient Range Strength of Association 

< 0.6 Poor 

0.6 to < 0.7 Moderate 

0.7 to < 0.8 Good 

0.8 to < 0.9 Very Good 

0.9 Excellent 

Source: Hair et al. (2016) 

The most popular method for evaluating the internal consistency and reliability of a survey 

is called Cronbach’s Alpha. It is regarded as a measure of the reliability of a scale on which there 

can be an effective correlation when the range falls between 0 and 1. If the alpha value is less than 

0.6, the reliability of the results is regarded as unacceptable; on the other hand, values that are 

greater than 0.6 suggest that the results are acceptable (Hair et al., 2016). As can be seen from the 

table above, Hair et al. (2016) present some useful guidelines for calculating Cronbach’s Alpha 

value. It will be put to use to test the hypothesis of this study, which asks if the independent 
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variables and the dependent variable can be accepted or not. In addition, the analysis makes it 

possible for the study to identify whether or not these groups of items have a high level of 

consistency when it comes to measuring variables. Therefore, a result must be above 0.6 and the 

result will be accepted. 

4.5.1 Dependent Variable – Customer Satisfaction 

Table 4.12: Reliability Statistics for Customer Satisfaction 

Reliability Statistics 

Cronbach’s Alpha 

Cronbach’s Alpha Based 

on Standardized Items N of Items 

.805 .809 4 

 

Table 4.13: Scale Statistics for Customer Satisfaction 

Scale Statistics 

Mean Variance Std. Deviation N of Items 

17.38 4.367 2.090 4 

Referring to the table above shows that the results of the reliability statistic for the 

dependent variable, which is customer satisfaction, were acceptable and reliable to measure all the 

independent variables. The Cronbach’s Alpha for customer satisfaction was based on four items, 

as shown in the table above, and the alpha coefficient was found to be 0.805. According to Hair et 

al. (2016), the range of 0.80 to 0.90 shows that the strength of association is very good. Aside from 

that, we can see that the customer satisfaction scale statistic has a mean of 17.38, a variance of 

4.367, and a standard deviation of 2.090.  
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4.5.2 Independent Variable – Price 

Table 4.14: Reliability Statistics for Price 

Reliability Statistics 

Cronbach’s Alpha 

Cronbach’s Alpha Based 

on Standardized Items N of Items 

.716 .729 5 

Table 4.15: Scale Statistics for Price 

Scale Statistics 

Mean Variance Std. Deviation N of Items 

19.98 7.592 2.755 5 

The reliability statistic for the independent variable, price, that affects customer satisfaction 

in using Foodpanda delivery service during the COVID-19 pandemic among SAB students in 

Semester 7 Session September 2022/2023 at Universiti Malaysia Kelantan is shown in the table 

above. The Cronbach’s Alpha, which was calculated from the five items in the table above, is 

0.716. Because the range is between 0.70 to 0.80, according to Hair et al. (2016), we can tell that 

the strength of association is good. Also, the mean of the price scale is 19.98, the variance is 7.592, 

and the standard deviation is 2.755. 
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4.5.3 Independent Variable – Ordering Process 

Table 4.16: Reliability Statistics for Ordering Process 

Reliability Statistics 

Cronbach’s Alpha 

Cronbach’s Alpha Based 

on Standardized Items N of Items 

.759 .783 5 

 

Table 4.17: Scale Statistics for Ordering Process 

Scale Statistics 

Mean Variance Std. Deviation N of Items 

21.86 5.580 2.362 5 

 

According to the table reliability statistic for the independent variable, which is ordering 

process, the Cronbach’s Alpha coefficient is 0.759 and is determined by five items. Because the 

range is between 0.70 to 0.80, according to Hair et al. (2016), we can tell that the strength of 

association is good. The ordering process’s scale statistic is then divided into a mean of 21.86, a 

variance of 5.580, and a standard deviation of 2.362. 
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4.5.4 Independent Variable – Ease of Payment 

Table 4.18: Reliability Statistics of Ease of Payment 

Reliability Statistics 

Cronbach’s Alpha 

Cronbach’s Alpha Based 

on Standardized Items N of Items 

.874 .879 5 

 

Table 4.19: Scale Statistics of Ease of Payment 

Scale Statistics 

Mean Variance Std. Deviation N of Items 

23.30 5.242 2.290 5 

The independent variable of ease of payment is in very good condition in terms of their 

strength of association based on the table reliability statistic (Hair et al., 2016). This is because 

their range of Cronbach’s Alpha is determined by five items that show the alpha coefficient is 

0.874. On the scale statistic table, the mean for ease of payment is 23.30, the variance is 5.242, 

and the standard deviation is 2.290. 

Overall, an item will be accepted if its Cronbach’s Alpha score is higher than 0.6 (Hair et al., 

2016). Based on the above statements, the researcher came to the conclusion that all of the items 

in the study were good and related to each other in a good way. 
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4.6 Hypothesis Testing 

There are three hypotheses that have been tested in this research. 

Table 4.20: Hypothesis Result 

 Hypothesis Result Remark 

H1 

There is a significant relationship between 

price and customer satisfaction. 

1.000 Accepted  

H2 

There is a significant relationship between 

ordering process and customer satisfaction. 

0.482 Accepted 

H3 

There is a significant relationship between 

ease of payment and customer satisfaction. 

0.440 Accepted 

1st Hypothesis - Price 

H1: There is a significant relationship between price and customer satisfaction. 

The table indicates that the value of Spearman’s Correlation (r) is 1.000, indicating a very high 

positive correlation. Therefore, it can be explained that the price offered by Foodpanda to their 

customer is achieving customer satisfaction. Hence, hypothesis 1 (H1) is accepted. 

2nd Hypothesis – Ordering Process 

H2: There is a significant relationship between ordering process and customer satisfaction. 

The table indicates that the value of Spearman’s Correlation (r) is 0.482, indicating a moderate 

positive correlation. Therefore, it can be explained that the ordering process from the user is 

practical and user-friendly, leading to customer satisfaction. Hence, hypothesis 2 (H2) is accepted. 
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3rd Hypothesis – Ease of Payment 

H3: There is a significant relationship between ease of payment and customer satisfaction. 

The table indicates that the value of Spearman’s Correlation (r) is 0.440, indicating a moderate 

positive correlation. Therefore, it can be explained that the ease of payment offered by Foodpanda 

to their user is practical and lead to customer satisfaction. Hence, hypothesis 3 (H3) is accepted. 

4.7 Spearman’s Correlation Coefficient  

According to Schober et al. (2018), Spearman’s Correlation Coefficient was a statistical 

indicator of the strength of the monotonous (increase/decrease) relationship between a dependent 

variable and independent variables. Its concept is close to that of Pearson Correlation. Besides 

Spearman’s Correlation Coefficient was used to test if the hypothesis can be accepted or rejected. 

There is one main dependent variable; customer satisfaction and three independent variables which 

are price, ordering process, and ease of payment. 

Table 4.21: Rule of Thumb for Spearman’s Correlation Value 

Coefficient Range (rs) Correlation Strength of Association 

0.81 to 1.0 or -0.81 to -1.0 Very high positive (negative) correlation 

0.61 to 0.80 or -0.61 to -0.80 High positive (negative) correlation 

0.41 to 0.60 or -0.41 to -0.60 Moderate positive (negative) correlation 

0.21 to 0.40 or -0.21 to -0.40 Low positive (negative) correlation 

0.00 to 0.20 or -0.00 to -0.20 Little if any correlation 

Source: Prion and Haerling (2014) 
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4.7.1 Spearman’s Correlation Analysis for Price and Customer Satisfaction 

Table 4.22: Spearman’s Correlation for Price  

  Price  Customer Satisfaction 

Price  Correlation Coefficient 1.000 .556** 

 Sig. (2-tailed) .000 .000 

 N 141 141 

**. Correlation is significant at the 0.01 level (2-tailed). 

The table above shows the relationship between price and customer satisfaction. Based on the 

study, the coefficient of correlations obtained is 1.000. According to the rules of correlation 

coefficient size from Prion and Haerling (2014), it shows a very high positive correlation. 

Moreover, based on these results, the significant value obtained is p-value 0.000 (p-value). These 

results prove that price and customer satisfaction in the Foodpanda Malaysia industry among SAB 

students at UMK (City Campus) in Semester 7 Session September 2022/2023 have a positive 

relationship. So, Hypothesis 1 is accepted. 

H1: There is a significant relationship between price and customer satisfaction.  

FK
P



59 
 

4.7.2 Spearman’s Correlation Analysis for Ordering Process and Customer Satisfaction 

Table 4.23: Spearman’s Correlation for Ordering Process  

  Ordering Process Customer Satisfaction 

Ordering Process Correlation Coefficient .482** .556** 

 Sig. (2-tailed) .000 .000 

 N 141 141 

**. Correlation is significant at the 0.01 level (2-tailed). 

The table shows the relationship between the ordering process and customer satisfaction. Based 

on the study, the coefficient of correlations obtained is .482. According to the rules of correlation 

coefficient size from Prion and Haerling (2014), it shows a moderate positive correlation. 

Moreover, based on these results, the significant value obtained is p-value 0.000 (p-value). These 

results prove that the ordering process and customer satisfaction in the Foodpanda Malaysia 

industry among SAB students at UMK (City Campus) in Semester 7 Session September 2022/2023 

have a positive relationship. So, Hypothesis 2 is accepted. 

H2: There is a significant relationship between ordering process and customer satisfaction. 
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4.7.3 Spearman’s Correlation Analysis for Ease of Payment and Customer Satisfaction 

Table 4.24 Spearman’s Correlation for Ease of Payment  

  Ease of Payment Customer Satisfaction 

Ease of Payment Correlation Coefficient .440** .526** 

 Sig. (2-tailed) .000 .000 

 N 141 141 

**. Correlation is significant at the 0.01 level (2-tailed). 

The table above shows the relationship between ease of payment and customer satisfaction. Based 

on the study, the coefficient of correlations obtained is .440. According to the rules of correlation 

coefficient size from Prion and Haerling (2014), it shows a moderate positive correlation. 

Moreover, based on these results, the significant value obtained is p-value 0.000 (p-value). These 

results prove that ease of payment and customer satisfaction in the Foodpanda Malaysia industry 

among SAB students at UMK (City Campus) in Semester 7 Session September 2022/2023 have a 

positive relationship. So, Hypothesis 3 is accepted. 

H3: There is a significant relationship between ease of payment and customer satisfaction. 
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4.8 Conclusion 

This chapter analyses the actual data collected from the actual survey. Out of 141 

questionnaires were collected from final year SAB students who used Foodpanda’s online platform 

during the COVID-19 pandemic at Universiti Malaysia Kelantan (City Campus). After the 

questionnaires were distributed, the time taken for data collection is two weeks from 10 November 

2022 to 24 November 2022. Then the data are compiled into SPSS version 25 to get the actual 

data. The result SPSS will come out with a Descriptive Analysis (demographic and all variables), 

reliability analysis, and Spearman’s Correlation analysis. According to Prion and Haerling (2014), 

all the hypothesis of this study is answered through correlation analysis. In a nutshell, all the 

research questions and objectives of this study have been achieved through these statistical 

analyses. 
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CHAPTER 5 

DISCUSSION AND CONCLUSION 

5.1 Introduction 

In this chapter, we will describe the findings obtained in Chapter 4. The results from the 

study will be presented and will be summarized. The following is more focused on major findings 

on factors affecting customers’ satisfaction in using Foodpanda delivery service during the 

COVID-19 pandemic give an impact or relationship to SAB students at UMK (City Campus). 

Firstly, it will discuss the introduction, followed by findings, discussion, the implications, and 

limitations of the study. Last but not least, we will discuss the recommendations for future research 

and conclusion. Overall, this chapter provides a clear picture of the research conducted.  

5.1 

INTRODUCTION 

5.6 

RECOMMENDA

TIONS FOR 

FUTURE 

RESEARCH 

5.5 

LIMITATIONS 

OF THE STUDY 

5.2 

FINDINGS 

5.3 

DISCUSSSION 

5.4 

IMPLICATIONS 

OF THE STUDY 

5.7 

CONCLUSION 

Figure 5.1: Outline of Discussion and Conclusion 
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5.2 Findings 

Overall, in the process of collecting the main data, a quantitative approach was used to 

build a questionnaire and distributed to SAB students at Universiti Malaysia Kelantan (City 

Campus) in Semester 7 Session September 2022/2023. The findings of this study will help and 

guide researchers in determining the factors affecting customer satisfaction in using Foodpanda 

delivery services during COVID-19 pandemic. This study is to find out whether the three factors 

(price, ordering process and ease of payment) are affected customer satisfaction or not. The 

reliability of the test should be measured using Cronbach’s Alpha. 

Next, 141 usable questionnaires were derived from the research and were to be completed by 95 

(67.4%) female and 46 (32.6%) male UMK students (City Campus). The target population for this 

research is from the millennial age group from 18 until 27 years old and above. Respondents also 

came from various races, such as Malay, Chinese, and Indian. But the majority who answered the 

questionnaire came from the Malay race, which is 140 peoples equivalent to 99.3%. This study 

focuses only on SAB students in Semester 7 Session September 2022/2023.  

In addition, the results show that before COVID-19 there has 20.6% of respondents are often used 

online food delivery which is 29 respondents. During COVID-19, there has increase of the number 

that customers using online food delivery which is 39.7% that represent 56 respondents. The 

results show that there are surge percentage of customers from before Covid-19 to after COVID-

19 which is 19.1%. 
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5.3 Discussion 

Within this scope describes a discussion of research results that focuses on the researcher’s 

findings, the results of the hypothesis obtained, and the research goals that can be identified. This 

research aims to study the relationship between three independent variables which are price, 

ordering process, and ease of payment with customers’ satisfaction in using the Foodpanda 

delivery service during COVID-19 pandemic.  

5.3.1 The Relationship Between Price and Customer Satisfaction 

Table 5.1: Result based on Price 

OBJECTIVE HYPOTHESIS CORRELATION RESULT  

To study the effect of price on 

customers’ satisfaction based 

on their experience in using 

the Foodpanda delivery 

service during COVID-19 

pandemic. 

There is a significant 

relationship between 

price and customer 

satisfaction. 

1.000 Positive  

Based on the finding of Spearman Correlation Analysis (refer to Table 4.22) revealed that the 

relationship between price and customer satisfaction is significant and very high positive 

correlation (p=0.000, r=1.000). Based on Table 4.14, the result indicates that the Cronbach’s Alpha 

for price is 0.716 which is good and the result demonstrates that the questionnaire is 

comprehensible and relevant to the situation. This means that the price by Foodpanda is relevant 

based on the customer experience that influences their customer satisfaction in using Foodpanda 

delivery service during COVID-19.  
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As stated from questionnaires, “The delivery price set by the Foodpanda delivery service is 

relevant, the food price placed in the Foodpanda delivery service is relevant, the offer discount 

vouchers influence customers in choosing Foodpanda rather than other e-hailing food delivery 

service, I can compare the price of the same product from different stores when using the 

Foodpanda delivery application and I am willing to pay more even if Foodpanda increases the 

delivery price.” It proved that the price might give a big impact towards customer satisfaction. 

Therefore, we accept the hypothesis because the result shows that there is a significant relationship 

between price and customer satisfaction. 

According to Turel and Serenko (2006), the level of customer satisfaction is related to the level of 

service a company offers and the price it offers. As a result, it was shown that the influence of 

customer satisfaction is primarily due to perception of price while partially due to perception of 

price fairness. In terms of price fairness and the manner it is determined and provided, the way in 

which prices are calculated and charged has a huge impact on customer satisfaction (Herrmann et 

al., 2007). 
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5.3.2 The Relationship Between Ordering Process and Customer Satisfaction 

Table 5.2: Result based on Ordering Processes 

OBJECTIVE HYPOTHESIS CORRELATION RESULT  

To study the effect of 

ordering process on 

customers’ satisfaction based 

on their experience in using 

the Foodpanda delivery 

service during COVID-19 

pandemic. 

There is a significant 

relationship between 

ordering process and 

customer satisfaction. 

0.482 Positive 

Based on the finding the Spearman Correlation Analysis (refer to Table 4.23) revealed that the 

relationship between ordering process and customer satisfaction is significant and moderate 

positive correlation (p=0.000, r=0.482). Based on Table 4.16, the result indicates that the 

Cronbach’s Alpha for ordering process is 0.759 which is good and the result demonstrate that the 

questionnaire is comprehensible and relevant to the situation.  This means that the ordering process 

by Foodpanda is very good compared to others variable based on the customer experience that 

influence their customer satisfaction in using Foodpanda delivery service during COVID-19.  

As stated from questionnaires, “The ordering process within the Foodpanda delivery application 

is convenient to use, I quickly received help from the Foodpanda staff whenever I faced difficulties 

or problems with the ordering part, the step taken to order using the Foodpanda application is easy, 

food delivered at the estimated time by Foodpanda rider and the tracking status for the ordering 
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process is helpful and up-to-date.” It proved that the ordering process might give a big impact on 

customer satisfaction.  

Therefore, we accept the hypothesis because the result shows that there is a significant relationship 

between ordering process and customer satisfaction. Barsky (1992) found that the approach in 

which employees interact with consumers affects their impression on service quality. An extremely 

significant aspect of foodservice staff-customer interaction is polite actions, example, greetings 

and a very high level of response, cleanliness, and speedy service. 

5.3.3 The Relationship Between Ease of Payment and Customer Satisfaction 

Table 5.3: Result based on Ease of Payment 

OBJECTIVE HYPOTHESIS CORRELATION RESULT  

To study the effect of ease of 

payment on customers’ 

satisfaction based on their 

experience in using the 

Foodpanda delivery service 

during COVID-19 pandemic. 

There is a significant 

relationship between ease 

of payment and customer 

satisfaction. 

0.440 Positive 

Based on the finding the Spearman Correlation Analysis (refer to Table 4.24) revealed that the 

relationship between ease of payment and customer satisfaction is significant and moderate 

positive correlation (p=0.000, r=0.440). Based on Table 4.18, the result indicates that Cronbach’s 

Alpha for ease of payment is 0.874 which is very good and the result demonstrates that the 

questionnaire is comprehensible and relevant to the situation. This means that the ease of payment 

by Foodpanda is excellent based on the customer experience that influences their customer 
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satisfaction in using Foodpanda delivery service during COVID-19. The value of standard 

deviation for price is 2.290. 

As stated in questionnaires, “It is easy to complete the payment process when using the Foodpanda 

delivery service, the options that are available on payment methods are convenient, contactless 

payment methods that Foodpanda use during the COVID-19 pandemic to minimize risk are very 

easy to use, cash on delivery payment method is convenient for customers use and payment method 

platforms that are available on payment method options like Cash on Delivery, Credit/Debit card, 

and PayPal really ease the payment process.” It proved that the ease of payment might give a big 

impact on customer satisfaction. 

Therefore, we accept the hypothesis because the result shows that there is a significant relationship 

between ease of payment and customer satisfaction. Hygiene is a major concern for customers 

nowadays when certain forms of payment that remove physical contact from the transaction are 

swiftly becoming one of the most in-demand techniques such as contactless payment is getting 

popular in business trends (Revfine, 2020).  

5.4 Implication of the Study 

This study has revealed some intriguing results that have applications in the Foodpanda 

Malaysia market and should be considered whether they may help the business and its patrons. 

After administering the survey and analysing the results using SPSS version 25, empirical findings 

showed that the price dimensions were the most significant independent variables. Three factors 

have been found to significantly correlate with customer satisfaction: price (r = 1.000, p <0.01), 

ordering process (r = 0.482, p <0.01), and ease of payment (r = 0.440, p <0.01). All these outcomes 

have the greatest possible effect on customer satisfaction. One obvious way in which a service 
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provider like Foodpanda Malaysia may improve its standing in the market is by listening to its 

customers and responding to their feedback. 

The researcher concludes from this study that the price is crucial to the success of the Foodpanda 

Malaysia business and that all Foodpanda restaurants should receive thorough information in this 

regard. According to the researcher, Foodpanda’s leadership also has to take some bold steps to 

raise the quality of its delivery service and to monitor the price offered by the restaurants which 

use Foodpanda’s service. This will help restaurants and consumers of Foodpanda get along better 

in the long run. Next, the ordering process affects customer satisfaction, as studied in this research. 

The smoother the process, the better the quality of the restaurant’s service. While for the 

management of Foodpanda itself, the researcher thinks the ease of payment really eases the 

customer into making a payment because Foodpanda has a variety of options for making payments, 

which is the perfect way to increase customer satisfaction. If those are done, customers will feel 

valued and will be loyal to Foodpanda’s services in the long run. For researchers, this is a basic 

way to get close to customers. 

The next implication of this study is related to customer trust. Customer trust in Foodpanda rider 

is also an important factor in fostering customer satisfaction among SAB students at UMK (City 

Campus). The items the consumer is inspecting are often the Foodpanda rider’s way of conveying 

information to them. Customers will feel more comfortable with the Foodpanda rider if they are 

able to effectively communicate with them. This may include, for instance, responding to all 

inquiries from consumers with patience and expertise. The second way to increase trust is for the 

restaurants to set a reasonable price for the customer. If the food is affordable, of course, customers 
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will place a higher value on trusting the restaurants that used Foodpanda’s service and will place 

orders repeatedly because they are confident with the price provided. 

5.5 Limitation of the Study 

There are several limitations to this research due to the fact that this study is being made. 

The researchers will begin their work by looking for data that is based on past studies first. On the 

other hand, the title of our study does not include any prior research papers on the subject. 

Therefore, it is now quite challenging for researchers to acquire the data. The data that are going 

to be utilized in the study have to be correct, and they have to come from reliable sources. The 

topic that will be presented in the literature review is going to be based on previous research; 

nevertheless, the topic has become so challenging for researchers in the modern period, and studies 

are also moving at a slow pace. However, this kind of stuff does not deter researchers from carrying 

out study at the present time because we seek, and we will continue to search, until we find what 

it is that we are looking for. 

The second restriction of the research is that it was only conducted at the UMK (City Campus) and 

only with SAB students. The restriction is only for SAB students in Semester 7 Session September 

2022/2023 and not for those in other courses. We have to limit the population due to the possibility 

of collecting the data. Because the study is conducted online, it is difficult for the researcher to 

collect a representative sample of all courses at the University of Malaysia Kelantan. Due to the 

fact that the research is carried out online, which is a challenging process in and of itself, it is 

challenging for the researcher to obtain a complete sample of 132 respondents from SAB students 

in Semester 7 Session September 2022/2023. The restriction is associated with the sample group 

that was collected from the UMK City Campus since there was insufficient time allotted to gather 
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the sample. It is possible to draw the conclusion that the conduct of the study, as well as the 

procedure of gathering responses, is beset with a number of challenges as well as limitations that 

cannot be circumvented. We had to remind the respondents many times because they were taking 

such a long time to respond to the survey. 

The number of populations represents the final limitation that must be considered. At the time that 

the survey was being distributed, the government had placed restrictions on gathering in large 

numbers that made it difficult for us to physically approach the respondents. These restrictions 

were a direct result of the COVID-19 outbreak that had occurred around the world, including in 

Malaysia. As a consequence of this, we would like to suggest to the following group of researchers 

that they broaden the scope of the populations of consumers that use this service. When seen in 

this light, the number of people that may be studied can potentially expand due to the fact that the 

researcher is able to approach not only students but also employees, housewives, or anybody else. 

5.6 Recommendation for Future Research 

Generally, the variables indicated in our research, including prices, ordering process, and 

ease of payment can be recommended for inclusion in future studies. Future research could focus 

on gaining a better knowledge of the factor affecting customer satisfaction in using Foodpanda 

during the COVID-19 pandemic, either for students or for others. However, this research will take 

a considerable amount of time to accomplish.  

Due to the outbreak of COVID-19 around the world, particularly in Malaysia, we had difficulty 

physically approaching respondents due to the government’s restrictions on going out. We were 

only able to receive responses from 141 students in total. Thus, we would urge future investigations 

that they broaden the community of consumers that utilize this service. In this setting, the 
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researcher can approach not just students, but also workers, housewives, and anybody else where 

Foodpanda has a presence to become better user feedback ideas. 

Lastly, perform activities with the customer. For examples are organizing community programs, 

offering help for those in need, or making large-scale promotions. The benefit of this activity is 

that indirectly, the public will know more about Foodpanda Malaysia and free marketing will take 

place. But in order to succeed, frequent advertisements need to be done on social media. As such 

the platform allows customers to get the link and order directly from Facebook pages. Therefore, 

customers can enjoy a simple and satisfying experience. 

5.7 Conclusion 

In conclusion, our study focuses on the factors affecting customers’ satisfaction with 

Foodpanda’s delivery services during the COVID-19 pandemic. This research was carried out with 

three independent variables. It is the price, ordering process, and ease of payment. All variables 

have a considerable impact on customer satisfaction with Foodpanda’s delivery services. In part 

of the customers satisfaction, food delivery should ensure the quality of application upgrades and 

their efficacy. The involved students are only SAB students in UMK (City Campus). A 

questionnaire was developed and randomly given to SAB students in UMK (City Campus) with 

sample size is 132 and we got 141 respondents. 

Based on the research, all variables are having the good result from the analysis, it is can relate to 

the factor affecting customer satisfaction with Foodpanda’s delivery services especially in ease of 

payment because it has the highest Cronbach’s alpha value. Before using a service, most customers 

carefully consider their options and look at what’s being offered. The customer will choose the 
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service offered if he or she is confident that the service will be valuable and meet the requirements 

of the customers. 

Researchers investigated the data gathered using SPSS (Statistical Package for the Social Science) 

version 25 to support the hypothesis that was developed, the findings of this study are detailed in 

Chapter 4. The collected results clearly demonstrate that independent variables have a relationship 

with the dependent variable. Hypothesis testing was conducted using Spearman’s Correlation 

Coefficient analysis method to confirm the association between independent variables and 

dependent variable. 

In Chapter 5, the researcher provides a summary of the findings based on data analysis. Based on 

three hypothesis statement and stated in Chapter 2, namely H1: There is a significant relationship 

between price and customer satisfaction, H2: There is a significant relationship between ordering 

process and customer satisfaction, H3: There is a significant relationship between ease of payment 

and customer satisfaction, the results obtained are that all hypothesis are accepted. It is abundantly 

clear that the all variables are related to the customer satisfaction with Foodpanda’s delivery 

services. According to the researchers, this research has the potential to contribute to the 

advancement of all firms that do provide food delivery service, and it will also, in a roundabout 

way, improve the national income and open employability for the general community.  
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Appendix A – Draft of Questionnaire 

Section A: Demographic Information 

Direction: Please choose one answer and fill in the following general information about yourself. 

Arahan: Sila pilih satu jawapan dan isikan maklumat umum berikut tentang diri anda. 

1. Gender / Jantina 

 Male / Lelaki 

 Female / Perempuan 

2. Age / Umur 

 18-20 years old 

 21-23 years old 

 24-26 years old 

 27 years old and above 

3. Race / Bangsa 

 Malay / Melayu 

 Chinese / Cina 

 Indian / India 

 Others / Lain-lain 

4. How frequently did you order food online before the COVID-19 pandemic? 

Berapa kerapkah anda memesan makanan dalam talian sebelum wabak COVID-19? 

 Often / Selalu 

 Sometimes / Kadang-kadang 

 Rarely / Jarang 

5. How frequently did you order food online during the COVID-19 pandemic? 

Berapa kerapkah anda memesan makanan dalam talian semasa wabak COVID-19? 

 Often / Selalu 

 Sometimes / Kadang-kadang 

 Rarely / Jarang 
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Section B: Customers’ Satisfaction/Kepuasan Pelanggan (Dependent Variable) 

Strongly Disagree 

Sangat tidak setuju 

Disagree 

Tidak setuju 

Slightly Agree 

Sedikit Setuju 

Agree 

Setuju 

Strongly Agree 

Sangat setuju 

1 2 3 4 5 

This section intended to study customers’ satisfaction based on their experience using the 

Foodpanda delivery service during the COVID-19 pandemic. 

Bahagian ini bertujuan untuk mengkaji kepuasan pelanggan berdasarkan pengalaman mereka 

menggunakan perkhidmatan penghantaran Foodpanda semasa pandemik COVID-19. 

Please choose the most suitable rating scale for each of the following questions and statements: 

Sila pilih skala penilaian yang paling sesuai untuk setiap soalan dan pernyataan berikut: 

1. 

Overall, the service provided by Foodpanda delivery service is good and 

satisfactory. 

Secara keseluruhannya, perkhidmatan yang disediakan oleh perkhidmatan 

penghantaran Foodpanda adalah baik dan memuaskan. 

1 2 3 4 5 

2. 

I am very pleased with the price placed by the Foodpanda delivery service. 

Saya sangat berpuas hati dengan harga yang diletakkan oleh perkhidmatan 

penghantaran Foodpanda. 

1 2 3 4 5 

3. 

I was pleased with my overall experience with the Foodpanda delivery 

service when I completed the ordering process. 

Saya berpuas hati dengan pengalaman keseluruhan saya dengan 

perkhidmatan penghantaran Foodpanda apabila saya menyelesaikan proses 

pesanan. 

1 2 3 4 5 

4. 

I am satisfied with the overall experience when completing the method of 

payment of the Foodpanda delivery service. 

Saya berpuas hati dengan pengalaman keseluruhan apabila menyelesaikan 

kaedah pembayaran perkhidmatan penghantaran Foodpanda. 

1 2 3 4 5 
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Section C: Independent Variables 

Strongly Disagree 

Sangat tidak setuju 

Disagree 

Tidak setuju 

Slightly Agree 

Sedikit Setuju 

Agree 

Setuju 

Strongly Agree 

Sangat setuju 

1 2 3 4 5 

i. Price/Harga 

This section is intended to study the price placed by Foodpanda on customers’ satisfaction in using 

the Foodpanda delivery service during the COVID-19 pandemic. 

Bahagian ini bertujuan untuk mengkaji harga yang diletakkan oleh Foodpanda terhadap kepuasan 

pelanggan menggunakan perkhidmatan penghantaran Foodpanda semasa pandemik COVID-19. 

Please choose the most suitable rating scale for each of the following questions and statements: 

Sila pilih skala penilaian yang paling sesuai untuk setiap soalan dan pernyataan berikut: 

1. 

The delivery charge set by the Foodpanda delivery service is relevant for 

me. 

Caj penghantaran yang ditetapkan oleh perkhidmatan penghantaran 

Foodpanda adalah relevan untuk saya. 

1 2 3 4 5 

2. 

The food price placed in the Foodpanda delivery service is relevant for me. 

Harga makanan yang diletakkan dalam perkhidmatan penghantaran 

Foodpanda adalah relevan bagi saya. 

1 2 3 4 5 

3. 

The offer of discount vouchers influences customers in choosing 

Foodpanda rather than other e-hailing food delivery services. 

Tawaran baucar diskaun mempengaruhi pelanggan dalam memilih 

Foodpanda berbanding perkhidmatan penghantaran makanan e-hailing 

yang lain. 

1 2 3 4 5 

4. 

I can compare the price of the same product from different stores when 

using the Foodpanda delivery application. 

Saya boleh membandingkan harga produk yang sama dari kedai yang 

berbeza apabila menggunakan aplikasi penghantaran Foodpanda. 

1 2 3 4 5 
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5. 

I am willing to pay more even if Foodpanda increases the delivery price. 

Saya sanggup bayar lebih walaupun Foodpanda naikkan harga 

penghantaran. 

1 2 3 4 5 

ii. Ordering Process/Proses Tempahan 

This section intended to study the Foodpanda ordering process with customers’ satisfaction based 

on their experience in using the online platform during the COVID-19 pandemic. 

Bahagian ini bertujuan untuk mengkaji proses tempahan Foodpanda dengan kepuasan pelanggan 

berdasarkan pengalaman mereka menggunakan platform dalam talian semasa pandemik COVID-

19. 

Please choose the most suitable rating scale for each of the following questions and statements: 

Sila pilih skala penilaian yang paling sesuai untuk setiap soalan dan pernyataan berikut: 

1. 

The ordering process in the Foodpanda delivery application is convenient 

to use. 

Proses pesanan dalam aplikasi penghantaran Foodpanda adalah mudah 

untuk digunakan. 

1 2 3 4 5 

2. 

I quickly received help from the Foodpanda staff whenever I faced 

difficulties or problems with the ordering part. 

Saya segera menerima bantuan daripada kakitangan Foodpanda setiap 

kali saya menghadapi kesukaran atau masalah dengan bahagian pesanan. 

1 2 3 4 5 

3. 

The step taken to order using the Foodpanda application is easy. 

Langkah yang diambil untuk memesan menggunakan aplikasi Foodpanda 

adalah mudah. 

1 2 3 4 5 

4. 

Food delivered at the estimated time by Foodpanda rider. 

Makanan dihantar pada masa yang dianggarkan oleh penunggang 

Foodpanda. 

1 2 3 4 5 

5. 
The tracking status for the ordering process is helpful and up-to-date. 

Status penjejakan untuk proses pesanan adalah berguna dan terkini. 
1 2 3 4 5 
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iii. Ease of Payment/Kemudahan Pembayaran 

This section intended to study Foodpanda’s ease of payment with customers’ satisfaction based on 

their experience in using the online platform during the COVID-19 pandemic. 

Bahagian ini bertujuan untuk mengkaji kemudahan pembayaran Foodpanda dengan kepuasan 

pelanggan berdasarkan pengalaman mereka menggunakan platform dalam talian semasa pandemik 

COVID-19. 

Please choose the most suitable rating scale for each of the following questions and statements: 

Sila pilih skala penilaian yang paling sesuai untuk setiap soalan dan pernyataan berikut: 

1. 

It is easy to complete the payment process when using the Foodpanda 

delivery service. 

Ia mudah untuk menyelesaikan proses pembayaran apabila menggunakan 

perkhidmatan penghantaran Foodpanda. 

1 2 3 4 5 

2. 
The options that are available on payment methods are convenient. 

 Pilihan yang tersedia pada kaedah pembayaran adalah mudah. 
1 2 3 4 5 

3. 

Contactless payment methods that Foodpanda uses during the COVID-19 

pandemic to minimize risk are very easy to use. 

Kaedah pembayaran tanpa sentuh yang Foodpanda gunakan semasa 

pandemik COVID-19 untuk meminimumkan risiko adalah sangat mudah 

digunakan. 

1 2 3 4 5 

4. 

Cash on delivery payment method is convenient for customers’ use. 

Kaedah pembayaran tunai semasa penghantaran adalah mudah untuk 

kegunaan pelanggan. 

1 2 3 4 5 

5. 

Payment method platforms that are available on payment method options 

like Cash on Delivery, Credit/Debit card, and PayPal really ease the 

payment process. 

Platform kaedah pembayaran yang tersedia pada pilihan kaedah 

pembayaran seperti COD, Kad Kredit/Debit dan Paypal benar-benar 

memudahkan proses pembayaran. 

1 2 3 4 5 
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Appendix B – Gantt Chart PPTA I 

No. Items W1 W2 W3 W4 W5 W6 W7 W8 
MID-SEM 

BREAK 
W9 W10 W11 W12 W13 W14 

 Selection of Research Title                

CHAPTER 1 

1.1 Background of the Study                

1.2 Problem Statement                

1.3 Research Question                

1.4 Research Objectives                

1.5 Scope of the Study                

1.6 Significance of Study                

1.7 Operational Definition                 

1.8 Conclusion                

CHAPTER 2 

2.1 Introduction                

2.2 Underpinning Theory                

2.3 Literature Review                

2.4 Conceptual Framework                

2.5 Conclusion                

CHAPTER 3 

3.1 Introduction                

3.2 Research Design                
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3.3 Data Collection Methods                

3.4 Study Population                

3.5 Sample Size                

3.6 Sampling Techniques                

3.7 Research Instrument 

Development 

            

 

   

3.8 Measurement of the 

Variables 

               

3.9 Procedure for Data 

Analysis 

               

3.10 Pilot Test                 

3.11 Conclusion                
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Gant Chart PPTA II 

No. Items W1 W2 W3 W4 W5 W6 W7 W8 
MID-SEM 

BREAK 
W9 W10 W11 W12 W13 W14 

 Questionnaire Distribution                

 Run SPSS                

CHAPTER 4 

4.1 Introduction                 

4.2 Preliminary Analysis                

4.3 Demographic Profile of 

Respondent 

               

4.4 Descriptive Analysis                

4.5 Validity & Reliability Test                

4.7 Hypothesis Testing                

4.8 Spearman ’s Correlation 

Coefficient 

               

4.9 Conclusion                 

CHAPTER 5 

5.1 Introduction                

5.2 Findings                

5.3 Discussion                 

5.4 Implications of Study                

5.5 Limitations of Study                
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5.6 Recommendations for 

Future Research 

               

5.7 Conclusion                
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