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Abstract 

 
With the rise of online food delivery (OFD) mobile application usage during the COVID-19 
pandemic, this study investigates the relationship among e-service quality, confirmation, e-satisfaction, 
and e-loyalty in the perspective of Filipino millennials. Data were gathered from 162 respondents 
through an online survey. Through partial least square - structural equation modeling (PLS-SEM), the 
results implied that e-service quality positively influences confirmation and satisfaction, but not e-
loyalty. Confirmation is observed to affect e-satisfaction, and e-satisfaction influences e-loyalty. An 
indirect-only mediating effect of e-satisfaction in the relationship between e-service quality and e-
loyalty is observed in the model. This study contributes to the limited knowledge on Filipino 
millennials’ behavior on OFD service. OFD service providers, while improving ease of use and data 
security of mobile apps, should also begin to investigate the reason why users are satisfied when using 
their services albeit service quality does not translate to their continuance of use intention. 
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1. Introduction 
Public health measures have been enacted to avoid direct and indirect contacts with people to reduce 
the risk of COVID-19 transmission (Wilder-Smith & Freedman, 2020). In observance, restaurants 
were ordered to close down in the effort to decrease the risk of transmission, making the restaurant 
industry among one of the most affected industries (Nowak, 2020). Despite the continued rise in 
COVID cases, the economy needed to be fueled again and restaurants were able to operate with 
government-mandated protocols being observed both by employees and guests (Uy, 2020). 
Restaurants learned to take advantage of third-party delivery companies to thrive during this economic 
downturn (Sigue-Bisnar, 2021). Aside from enrolling in online food delivery (OFD) services, re-
opened restaurants adapted to other consumers’ preferences, which included cashless payment 
platforms (Arcalas, 2020).  
 
E-commerce involves the process of exchanging products, services, and/or information through 
computer networks, mainly through the Internet (Turban et al., 2004), which increased during the 
pandemic (International Trade Association, 2020). For Filipinos, transacting online is booming due to 
better accessibility to the Internet and mobile applications, and this was found to be an easy solution 
(Prasetyo & Dela Fuente, 2020). The lockdown during the pandemic triggered a further increase in e-
commerce transactions, as an inverse correlation between mobility and e-commerce was observed 
(Masigan, 2020). Restaurants are increasingly using e-commerce to reduce costs incurred in marketing 
(Vijay et al., 2019). Mobile devices have been widely used (Zhao & Bacao, 2020), and have been 
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regarded as one of the innovative methods in helping firm to improve business performance in the 
market (Guo et al., 2012). In the food service industry, OFD services provide convenience to 
consumers (Ilham, 2018). 
 
Millennials are into e-commerce (Dharmesti et al., 2019; Moreno et al, 2017) as they are known to be 
digital natives (Kumar, 2018; Sayyed & Gupta, 2020; Velasco, 2020). Millennials are said to be the big 
driver in the rise of OFD in the food service market, with convenience playing a role in making them 
three times more likely to order food at home (Rajan, 2018). According to Suhartanto et al. (2019), 
among all generational groups, millennials are seen to be a demanding target group for many retailers, 
including restaurants. Millennials are willing to pay a premium for OFD because of convenience 
(Berman, 2019). Millennials are known to be a massive user of OFD services, primarily because of 
convenience. The COVID-19 pandemic has boosted innovation in OFD services (Gavilan et al., 
2021). In the Philippines, the once limited OFD service industry gained popularity during the COVID-
19 pandemic (Garcia, 2021). There have been many studies in predicting the behavior of millennials. 
However, differences in their attitude towards loyalty have been observed and this warrants a model 
on e-loyalty of millennials.  
 
2. Research Framework and Hypothesis Development 
Satisfaction-Loyalty Theory by Jen, Tu and Lu (2011) was utilized by this study to help answer the 
problems. The theory posits that perceived service quality and overall satisfaction contribute 
significantly to loyalty. Satisfaction is also suggested to have a role in partially or fully mediating the 
influence of service quality on loyalty. To explore the antecedents of loyalty, Expectation–
Confirmation Theory (ECT) by Oliver (1977), which looks at satisfaction as a function of the 
comparison between expectations and actual performance, was also integrated in the framework. The 
theory posits that the confirmation of expectations affects satisfaction, and that is identified as an 
essential step towards achieving customer loyalty.  
 
2.1. Online Food Delivery (OFD) 
OFD services involve order and delivery of food from various restaurants, which may be availed 
through a website or mobile applications (Zhao & Bacao, 2020). Various OFD companies offer 
business platforms which enable customers to order, pay for, and monitor the delivery of food, making 
OFD companies not responsible for the actual preparation of food (Pigatto et al., 2017). It is set to 
become a USD200 billion industry by 2025 (Singh, 2019).  
 
OFD service may either be provided by the restaurant itself or by a third-party multiple restaurant 
intermediary (Yeo et al., 2017). Examples of the first OFD pattern are food service firms providing 
their own delivery services such as McDonald’s, Kentucky Fried Chicken, Pizza Hut, and many other 
smaller restaurants, whereas the second OFD pattern would include third party delivery intermediaries 
such as Foodpanda, GrabFood, Baidu Waimai, Zomato, Uber Eats, and GoFood (Ray et al., 2019; 
Roh & Park, 2019; Sjahroeddin, 2018).  
 
Although studies examining millennials’ behavior in the restaurant context have been existing, almost 
no studies in the context of OFD service can be found (Suhartanto et al., 2019). In Purani et al. (2019) 
study, e-loyalty intentions of millennials are decided by personal characteristics and social influences, 
and understanding their loyalty will aid online sellers to develop and implement effective marketing 
campaigns targeted to the generational cohort.  
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In Ray et al. (2019) study, OFD’s sustainability depends on two aspects: (1) the increasing competitive 
pressure among increasing OFD service providers (Mundy, 2018), and, (2) the capacity of OFD 
service providers to serve the needs and meet the expectations of their customers. This is in 
conjuncture with the study of Oliver (1997) about satisfaction, which is referred to as the result of 
evaluation and reaction of the consumer on the ability of a product or service to bring them to a 
fulfilled state.  
 
The study on OFD has been gaining momentum as implied by the existence of related studies on the 
field. Among factors to assess OFD, a construct that may be used to measure OFD service is e-service 
quality (Annaraud & Berezina, 2020; Ilham,2018; Sjahroeddin, 2018; Suhartanto et al, 2019; 
Suhartanto, Helmi Ali et al., 2018). 
 
2.2. E-Service Quality 
In Parasuraman et al. (1985) study, service quality is a result of customers’ comparison between what 
they felt should be offered and what was provided. This supports the concept stated by Gronroos 
(1982) and Sasser et al. (1978), i.e., service quality is the discrepancy between the perceptions and 
expectations of consumers. Service quality was then applied in the information system context (Pitt et 
al., 1995). In Zeithaml et al. (2002) study, e-service quality builds loyalty and encourages repeat 
purchases, and so online businesses must shift their perspective to include all customer encounters 
before, during, and after online transaction, and this in the context of e-services. 
 
In Santos (2003) study, a firm committed to providing good e-service quality will get long-term 
positive benefits. With this, Sjahroeddin (2018) posits that a firm must understand how its consumers 
evaluate e-service quality as this is an often analyzed concept by researchers in aiding e-commerce. 
With the abundance of studies on e-service quality, e-service quality studies in OFD context remains 
lacking (Suhartanto et al., 2019), so an OFD scale on e-service quality was developed based on existing 
scales on the said construct in generic e-commerce contexts. 
 
2.3. Confirmation 
Satisfaction is a subjective assessment of a product’s performance associated with customer’s prior 
expectation (Suhartanto, Brien et al., 2018). This is where confirmation comes in. 
 
Confirmation is a variable in the Expectation-Confirmation Theory which measures the difference in 
consumers' prior expectations and the actual performance of a product or service (Bhattacherjee, 2001; 
Oghuma et al., 2016). Confirmation occurs when the actual experience meets or exceeds the 
expectation, and this may directly lead to customer satisfaction (Thong et al., 2006; Venkatesh et al., 
2011). 
 
Studies in the context of online platforms have empirically proven the positive effect of service quality 
to confirmation such as in a health facility website (Koo et al., 2011) and mobile instant messaging 
apps (Oghuma et al, 2016). Fu et al. (2018) also applied this in public transport systems. Based on 
these applications, the following hypothesis is proposed: 
 
        H1     E-service quality positively influences confirmation. 
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2.4. E-satisfaction 
Satisfaction is a psychological state produced by a reaction to a positive experience (Westbrook, 1981). 
E-satisfaction applies this concept in e-commerce where customers find contentment with respect to 
his or her prior purchasing experience (Anderson & Srinivasan, 2003). E-satisfied customers may 
intend to repurchase, endorse the OFD services to others, and contribute to positive word-of-mouth, 
in contrast with dissatisfied OFD customers who are less likely to repurchase or recommend OFD 
services to potential customers (Suhartanto, Helmi Ali et al., 2018). Other variables may be antecedents 
of e-satisfaction, but OFD service providers should still maintain high e-service quality to meet 
consumer expectations (Sjahroeddin, 2018). 
 
Satisfaction is said to be positively associated with confirmation (Bhattacherjee, 2001) and this was 
proven among OFD users during the COVID-19 pandemic (Zhao & Bacao, 2020). The said 
relationship has also been observed in mobile instant messaging apps (Oghuma et al, 2016), public 
transport system (Fu et al.,2018), and healthcare facility website (Koo et al., 2011). Thus, it is 
hypothesized that: 
 
        H2     Confirmation positively influences e-satisfaction. 
 
In the context of OFD service, the positive influence of e-service quality to e-satisfaction has been 
empirically proven (Annaraud & Berezina, 2020; Ilham, 2018; Kedah et al., 2015; Yusra & Agus, 2019) 
even with millennials as respondents (Suhartanto et al, 2019). In other e-commerce platforms such as 
websites (Kaya et al., 2019; Jeon & Jeong, 2017) and online shopping (Khan et al., 2019; Ting et al., 
2016), the relationship has also been proven to be significant. Hence, the following hypothesis is 
presented: 
 
        H3     E-service quality positively influences e-satisfaction. 
 
2.5. E-Loyalty 
The business concept of loyalty has been classically associated with the deep intention to repurchase 
a preferred product in the future which leads to repetitive same-brand purchasing despite certain 
external factors (Oliver, 1999). Following Anderson and Srinivasan (2003), loyalty to e-commerce is 
the customers’ positive attitude in an electronic business that leads to repeat purchase behavior. E-
loyalty involves online technology as the mediation of the relationship between customers and the 
business, thus widening the concept of conventional loyalty (Suhartanto et al, 2019). 
 
Creating e-loyal customers is advantageous to a firm as they are described as profitable and comparably 
less price sensitive (Porter, 2001; Reicheld & Schefter, 2000). In Oliver (1999) study, satisfaction was 
identified as an important antecedent of loyalty. In e-commerce, it is also suggested that e-satisfaction 
influences e-loyalty (Anderson & Srinivasan, 2003). Many studies showed that in e-commerce context, 
e-loyalty is directly affected by e-satisfaction (Wibowo, 2019). New concepts have emerged and known 
antecedents of e-loyalty have been revisited and reviewed, including fear appeal (Addo et al., 2020), e-
trust (Al-Khayyala et al., 2020), and e-word-of-mouth (Hasan et al., 2020). 
 
The relationship between e-service quality and e-loyalty has received little attention (Kaya et al., 2019). 
The relationship between the two variables is important as online consumers are more likely to switch 
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brands compared to offline consumers because of the presence of factors in online marketplace such 
as ease of information search and ease of price comparison. 
 
In OFD and food service contexts, e-satisfaction positively influences e-loyalty as discussed by 
Alalwan (2020), Chang et al. (2014), Ilham (2018), Kedah et al. (2015), Wang et al (2019), Yusra and 
Agus (2019), and Zhao and Bacao (2020). In other e-commerce platforms, the relationship has been 
proven in the context of websites (Kaya et al, 2019; Pee et al., 2018), and online shopping and retailing 
(Al-dweeri et al., 2018; Ting et al., 2016; Vijay et al., 2019; Wibowo, 2019). Therefore, this hypothesis 
was developed: 
 
        H4     E-service quality positively influences e-loyalty. 
 
The positive effect of e-service quality to e-loyalty has been observed and proven in the OFD context 
(Ilham, 2018; Yusra & Agus, 2019), websites (Kaya et al, 2019), and online shopping (Khan et al, 
2019). However, the result of the study of Suhartanto, Helmi Ali et al. (2018) did not support the 
hypothesis that e-service quality has a positive effect loyalty toward OFD services. 
 
        H5     E-satisfaction positively influences e-loyalty. 
 
According to Kaya et al. (2019), there is considerable evidence which indicates that customer 
satisfaction can be a conduit in the relationship between service quality and loyalty. In the context of 
e-commerce, the mediating effect of e-satisfaction in the relationship between e-service quality and e-
loyalty has been explored in OFD (Yusra & Agus, 2019; Ilham, 2018, Suhartanto et al, 2019), websites 
(Kaya et al, 2019; Jeon & Jeong, 2017), and online shopping (Vijay et al, 2019). Thus, this study 
hypothesized that: 
 
        H6     E-satisfaction mediates the relationship between e-service quality and e-loyalty. 
 
Below is the conceptual framework of the study: 
 

 
Figure 1. Research Framework 
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3. Methods 
 
3.1. Participants 
The respondents of the study were millennials, or those born between 1981 to 1996 (Garcia, 2020; 
Dimock, 2019). Respondents must have made a transaction through an OFD app installed on their 
mobile phones during the COVID-19 pandemic.  
 

The minimum absolute significant path coefficient in the model (β=0.271, p<0.001), significance level 
of 0.05, and power level of 0.950 yielded a minimum of 148 (inverse square root method) and 130 
(Gamma-exponential method). With a final number of respondents at 162, the sample size was more 
than sufficient.  
 

 
Figure 2. Sample Size Estimation 

 
More than half of the respondents are female (65.4%), belong to the age group 25 to 30 years old 
(58.0%), and are college degree holders (67.9%). Majority of the them use OFD mobile apps within 
Pampanga (81.5%) and utilize the app at least once a month (32.7%). GrabFood (55.6%) is the most 
preferred app, followed by Food Panda (42.0%). Most are employed (72.9%). The unemployed 
comprise 15.9%. The self-employed were at 11.2%. The profile of the respondents is shown in Table 
1: 
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Table 1. Demographic Distribution of the Participants 
Measure Item N % 

Gender Male 
Female 

56 
106 

34.6 
65.4 

Age 36-40 
31-35 
25-30 

31 
37 
94 

19.1 
22.8 
58.0 

Place of OFD Usage Within Pampanga 
Within Metro Manila 

Within Bulacan 
Within Tarlac 
Within Bataan 
Within Cavite 

132 
19 
2 
4 
4 
1 

81.5 
11.7 
1.2 
2.5 
2.5 
0.6 

Education High school and lower 
College degree holder 
Master’s degree holder 
Doctoral degree holder 

10 
110 
37 
5 

6.2 
67.9 
22.8 
3.1 

Frequency of OFD 
app usage 

At least once every 3 days 
At least once a week 

At least once every 2 weeks 
At least once a month 

32 
46 
31 
53 

19.8 
28.4 
19.1 
32.7 

Preferred OFD app GrabFood 
FoodPanda 
Mangan.ph 
Mr. Speedy 

90 
68 
2 
2 

55.6 
42.0 
1.2 
1.2 

 
3.2. Research Instrument 
An online survey questionnaire was utilized to collect primary data to test the research hypotheses and 
validate the conceptual model. The questionnaire consisted of three sections. The first section 
contained a cover letter which explained the rationale of the study, and an individual consent form. 
The second section gathered five demographic variables: gender, age, education, place of OFD usage, 
frequency of using OFD mobile apps during the COVID-19 pandemic, and preferred OFD app. Age 
confirmed that the respondents were millennials and OFD mobile app usage further qualified them 
to participate in the study. The third section included scales adapted from previous studies to measure 
the constructs examined to assure validity and reliability. A 5-point Likert scale was used to measure 
these variables. 
 
E-service quality scale integrated by Suhartanto et al. (2019) was used in this study, and was developed 
specifically for OFD. The scale consisted of twelve (12) items. The confirmation scale, e-satisfaction 
scale, and e-loyalty scale, as used by Zhao and Bacao (2020) in OFD context, were also utilized in this 
study. Both scales contained four (4) items.  
 
3.3. Data Analysis 
Using an explanatory quantitative approach, several relationships among OFD e-service quality, 
confirmation, e-satisfaction, and e-loyalty were tested. The mediating effect of e-satisfaction on the 
effect of e-service quality to e-loyalty was also measured. The study involved structural model 
examination and hypotheses testing. To accomplish these, partial least square - structural equation 
modelling (PLS-SEM) was employed. The hypothesis test was done through path analysis by looking 
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at effect size of the structural relationship paths and their p-values. Mediation effect of e-satisfaction 
was done by comparing the path coefficient values of models with and without the mediation variable. 
 
4. Results 
 
4.1. Model Fit and Quality Indices 
The model was proven to have good fit and quality. Table 2 shows significant values of model fit and 
quality indices such as average path coefficient (APC=0.454, p<0.001), average R-squared 
(ARS=0.538, p<0.001), and average adjusted R-squared (AARS=0.544, p<0.001). The overall 
predictive and explanatory quality of the model was measured by the average block VIF 
(AVIF=1.977), and average full collinearity VIF (AFVIF=2.859) which were both at the ideal level 
(≤3.3) (Kock, 2015). Tenenhaus goodness-of-fit (GoF) index indicated that the model of this study 
has a large explanatory power (0.613) (Kock, 2013).  Sympson's Paradox Ratio (SPR), R-squared 
Contribution Ratio (RSCR), Statistical Suppresion Ratio (SSR), and Nonlinear Bivariate Causality 
Direction Ratio (NLBCDR) all had ideal values [1.00] (Kock, 2017). 
 

Table 2. Model Fit and Quality Indices 
Index Coefficient 

Average Path Coefficient (APC) 0.454, p <0.001 
Average R-squared (ARS) 0.538, p <0.001 

Average Adjusted R-squared (AARS) 0.533, p <0.001 
Average Block VIF (AVIF) 1.977, acceptable if <=5, ideally <=3.3 

Average Full Collinearity VIF (AFVIF) 2.589, acceptable if <=5, ideally <=3.3 
Tenenhaus GoF (GoF) 0.613, small >=0.1, medium >=0.25, large >=0.36 

Sympson's Paradox Ratio (SPR) 1.000, acceptable if >=0.7, ideally =1.0 
R-squared Contribution Ratio (RSCR) 1.000, acceptable if >=0.9, ideally =1.0 

Statistical Suppresion Ratio (SSR) 1.000, acceptable if >=0.7 
Nonlinear Bivariate Causality Direction Ratio 

(NLBCDR) 
1.000, acceptable if >=0.7 

 
4.2. Scrutiny of Measurement Model 
Internal consistency between the constructs and the items was examined through composite reliability 
(CR), while measurement items’ reliability was assessed using Cronbach’s alpha (CA). CR values of 
the constructs ranged from 0.908 to 0.948, and these exceeded the acceptable threshold of 0.70 (Kock, 
2017). CA values ranged from 0.887 to 0.927, exceeding acceptable level of 0.70 and the range 
described a reliable to strong internal consistency (Taber, 2018). Both CR and CA values indicated a 
very good internal consistency and were below 0.95, as values above the latter might be an indicator 
of redundant items and could mean a possible undesirable response pattern (Hair et al., 2018; Hulin 
et al., 2001). 
 
Construct validity was measured through convergent validity and discriminant validity. Average 
variance extracted (AVE) and factor loadings, as shown in Table 3, were computed to determine 
convergent validity. AVE ranged from 0.497 to 0.821. AVE for e-service quality (0.497) was still 
accepted because, according to Fornell and Larcker (1981), AVE below minimum acceptable value of 
0.5 would still indicate adequate validity of the construct as long as CR was above 0.6. The model 
presented factor loading values greater than minimum acceptable level of 0.60 (Hair et al., 2009) which 
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ranged from 0.627 to 0.921. Two items were deleted (ESQ 3 & ESQ 11) because of poor factor 
loading values. 
 

Table 3. Convergent Validity and Reliability Measures 
Construct & Item Factor Loading 

E-service Quality 
AVE=0.497; CR=0.908; CA=0.887 
ESQ1. In the OFD mobile app, I can find easily what I need. 
ESQ2. OFD mobile app makes it easy to get anything. 
ESQ4. Whenever I need it, the OFD app is always available. 
ESQ5. The OFD mobile app launches straight away. 
ESQ6. The delivery time is as promised. 
ESQ7. The items ordered are sent out promptly. 
ESQ8. The OFD mobile app offering is honest. 
ESQ9. The OFD app accurately inform the delivery time. 
ESQ10. The OFD app keeps my shopping behavior information. 
ESQ12. The payment ID is safe with the OFD mobile app. 

 
 

0.727 
0.677 
0.627 
0.673 
0.743 
0.758 
0.740 
0.711 
0.695 
0.692 

Confirmation 
AVE=0.728; CR=0.914; CA=0.874 
COF1. My experience with using OFD app is better than what I expected. 
COF2. The functions of OFD app are more than what I expected. 
COF3. The service provided by OFD app is better than what I expected during the 

COVID-19 pandemic. 
COF4. Overall, most of my expectations from using OFD app were confirmed. 

 
 

0.863 
0.875 
0.772 

 
0.897 

E-satisfaction 
AVE= 0.749; CR=0.922; CA=0.888 
SAT1. I am very satisfied that the OFD mobile app meets my requirements during the 

COVID-19 pandemic. 
SAT2. I am satisfied with the OFD mobile app’s efficiency during the COVID-19 

pandemic. 
SAT3. My interaction with the OFD mobile app is very satisfying. 
SAT4. I think I did the right thing by using the OFD mobile app during the COVID-

19 pandemic 

 
 

0.856 
 

0.916 
 

0.825 
0.861 

E-loyalty 
AVE=0.821; CR=0.948; CA=0.927 
LOY1. I intend to use the OFD mobile app during the COVID-19 pandemic 

continuingly. 
LOY2. If I have an opportunity, I will continuingly order food through the OFD 

mobile app. 
LOY3. I have an open attitude to use the OFD mobile app continuingly. 
LOY4. I am willing to use OFD mobile apps in the future continuingly. 

 
 

0.921 
 

0.911 
 

0.899 
0.892 

 
Discriminant validity was also measured through Fornell-Larcker criterion as presented in Table 4. 
The square root of AVE of each construct was higher than the other values per column which meant 
that the items in the instrument for one variable were not confused with items measuring other 
variables (Kock, 2017). 
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Table 4. Square Roots of AVEs and Correlation Coefficients 
 E-service Quality Confirmation E-satisfaction E-loyalty 

E-service Quality 0.705    
Confirmation 0.686 0.853   
E-satisfaction 0.692 0.787 0.865  

E-loyalty 0.496 0.511 0.642 0.906 
Notes: Diagonal values are square root AVEs; Off-diagonal values are correlations. 

 
4.3. Scrutiny of Structural Model 
Path coefficients were presented in Figure 3. SEM analysis revealed that e-service quality positively 
influenced confirmation (β=0.70, p<0.01), and e-satisfaction (β=0.27, p<0.01). Confirmation was 
proven to have a positive relationship with e-satisfaction (β=0.61, p<0.01) while e-satisfaction has a 
positive influence on e-loyalty (β=0.61, p<0.01). However, the result of the analysis revealed that e-
service quality has no significant relationship with e-loyalty (β=0.07, p=0.17). 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 3. The PLS-SEM Path Model with Path Coefficients 
 

The direct and indirect effects of the model are shown in Table 5. The p-values provided were the 
basis for supporting or rejective hypotheses. Cohen’s f2 indicated if the path has a small (f2≥0.02), 
medium (f2≥0.15), or large (f2≥0.35) effect size (Cohen, 1988). The result of the analysis in OFD usage 
context during the COVID-19 pandemic confirmed that e-service quality positively influenced 
confirmation (β=0.700, p<0.01) with large effect size (Cohen’s f2=0.490), and e-satisfaction (β=0.271, 
p<0.01) with medium effect size (Cohen’s f2=0.190). Thus, H1 and H3 were accepted. 
 

        R2=0.49 

 

 

 

 

β=0.61         R2=0.68 

p<0.01 

 

 

β=0.70        

p<0.01                 R2=0.44 

 

                β=0.27        β=0.61 

          p<0.01       p<0.01 

 

     

            β=0.07 
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The analysis also revealed that conformation positively influenced e-satisfaction (β=0.612, p<0.01) 
with large effect size (Cohen’s f2=0.491), and that e-satisfaction has a positive effect in e-loyalty 
(β=0.612, p<0.01) with large effect size (Cohen’s f2=0.406). Thus, H2 and H5 were accepted. 
 
Contrary to the previous studies, e-service quality did not significantly influence e-loyalty (β=0.074, 
p=0.171). In this study, H4 was rejected. But even if the direct effect of e-service quality to e-loyalty 
was not significant, a mediating effect may still be observed based on the acceptable p-value of the 
mediating effect of e-satisfaction (β=0.166, p=0.001) as suggested by MacKinnon et al. (2002), and 
Pardo and Roman (2013). An indirect-only mediation was proven; thus, H6 was partially supported. 
 

Table 5. Direct and Indirect Effects of the Model 
 β SE p-value f2 Decision 

Direct Effects 
H1 ESQ → COF 
H2 COF → SAT 
H3 ESQ → SAT 
H4 ESQ → LOY 
H5 SAT → LOY 

 
0.700** 
0.612** 
0.271** 
0.074 

0.612** 

 
0.068 
0.069 
0.074 
0.077 
0.069 

 
<0.001 
<0.001 
<0.001 
0.171 

<0.001 

 
0.490 
0.491 
0.190 
0.037 
0.406 

 
Supported 
Supported 
Supported 
Rejected 

Supported 
Indirect Effect      

H6 ESQ → SAT → LOY 0.166* 0.054 0.001 0.084 Supported 

 
5. Discussion 
OFD mobile apps allow people to order food and have them delivered. During the COVID-19 
pandemic, OFD gained demand from people who cannot go out of their homes because of restrictions 
in their mobility. The increase in demand during the pandemic encourages OFD service providers to 
improve (Gavilan et al., 2021), as evidenced by the additional services offered by OFD companies 
such as enabling customers to pay for, and monitor the delivery of their orders.  
 
It was confirmed that e-service quality significantly influences confirmation which was in parallel with 
the studies of Fu et al. (2018), Koo et al. (2011), and e-satisfaction which conformed to findings of 
Annaraud and Berezina (2020), Ilham (2018), Kedah et al. (2015), Suhartanto, Dean, et al. (2018), and 
Yusra and Agus (2019) on OFD usage. Confirmation has a significant relationship with e-satisfaction 
(β=0.61, p<0.01) as in the studies of Bhattacherjee (2001), and Zhao and Bacao (2020), while e-
satisfaction has a significant relationship with e-loyalty (β=0.61, p<0.01) which affirmed the OFD 
studies of Alalwan (2020), Chang et al. (2014), Ilham (2018), Kedah et al. (2015), Wang et al (2019), 
Yusra and Agus (2019), and Zhao and Bacao (2020). As derived from the findings, the model indicates 
that a unit of increase in e-service quality will result to a 0.700 and 0.271 unit increase in confirmation 
and e-satisfaction, respectively, a unit of increase in confirmation indicates a 0.612 unit increase in e-
satisfaction, and a unit of increase in e-satisfaction results to a 0.612 unit increase in e-loyalty. 
 
The study also points out that OFD service quality does not significantly affect e-loyalty. This is in 
congruence with the findings of Suhartanto, Helmi Ali et al. (2018), and refutes the findings of Ilham 
(2018), Khan et al. (2019) and Yusra and Agus (2019). With a very strong intention to continuously 
use OFD mobile apps, Filipino millennials do not relate this to e-service quality. This implies that e-
service quality alone does not encourage OFD customers’ e-loyalty. There will be other reasons why 
Filipino millennials will continue to avail of OFD services which may be connected to safety protocols 
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and exposure, and lockdown and distancing measures during the pandemic as may be evidenced by 
the positive influence of e-service quality to e-satisfaction on OFD mobile apps. 
 
Aside from being satisfied with their OFD experience during the ongoing pandemic, other reasons 
why millennials order through OFD during the pandemic must be qualitatively explored. Being 
satisfied with the way OFD mobile apps help Filipino millennials during the COVID-19 pandemic 
may also explain why it partially mediates the influence of e-service quality to e-loyalty. This result 
agrees with the study of Suhartanto, Helmi Ali et al. (2018). Because of convenience, availability, and 
safety attributes of OFD mobile apps as based from the highest rated items in e-service quality, 
Filipino millennials are satisfied with the way these apps are useful during the pandemic, thus 
indicating their continuous usage intent. 
 
6. Conclusion 
The COVID-19 pandemic served as an avenue for OFD mobile apps to satisfy customers and 
encourage them to continuously avail of their services. This study points out that the positive effect 
of e-service quality to e-loyalty has been proven in previous studies (Ilham, 2018; Khan et al., 2019; 
Yusra & Agus, 2019). In the context of millennials, reuse intention of OFD mobile apps is not 
dependent on e-service quality but on their satisfaction (Suhartanto, Helmi Ali et al., 2018) which this 
study has proven in the COVID-19 setting. Thus, a gap in the current context has been identified, 
thus, warranting an improvement in OFD services. In the mediation of e-satisfaction, the study reveals 
that being satisfied with OFD services may partially result in a significant positive relationship between 
e-service quality and e-loyalty. This must be further looked into.  
 
From the discussion, Filipino millennials do not intend to continuously use OFD apps because of the 
quality of its service, but because certain expectation are confirmed, and needs are satisfied. As 
convenience is a factor sought after by its customers (Ilham, 2018), OFD usage is seen to stay (Walzog, 
2020), but studies on Filipino millennials’ OFD behavior still remain limited. It is important to study 
their behavior because they comprise the majority of the OFD market. This study still confirmed that 
e-service quality and its confirmation affect e-satisfaction, and that customer satisfaction leads to e-
loyalty. Therefore, contributions to the existing knowledge and industry practice are imperative. These 
contributions and recommendations may help sustainability of OFD services, especially in the 
presence of increasing competitive pressure among service providers, and their capacity to confirm 
the expectations of customers as stated by Ray et al. (2019). 
 
7. Theoretical and Practical Implications 
This study offers theoretical contribution in the relationship between e-service quality and e-loyalty 
which is said to receive little attention (Suhartanto, Helmi Ali et al., 2018). With the rapid increase in 
OFD services in the past year, it is important to look into the limited but growing knowledge in the 
context of OFD. Online consumers may switch brands quickly compared to offline consumers 
because more market information are available to online consumers. This may serve as an opportunity 
to attract more customers, yet a challenge to keep them loyal to a certain OFD service provider. This 
study also refutes some findings in existing OFD studies and may serve as a starting point for another 
study. Future studies on Filipino millennials’ behavior may also be explored to further address the lack 
of understanding of the biggest market of OFD in the country. 
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The study also has practical implications. It may provide an empirical evidence for OFD service and 
affiliated food service providers to look into e-service quality that can translate into loyal customers 
and improved business performance, especially during the COVID-19 pandemic. For instance, 
Filipino millennials in this study had mix perceptions on the ease of use and data security of OFD 
apps. OFD service providers may take these factors to further improve the quality of service provided 
which may then translate to continuous use of OFD apps even during post pandemic. Though it was 
proven that the quality of OFD service conforms to their expectations, Filipino millennials will not 
automatically equate service quality to repeated use of OFD services. For them to be satisfied, e-
service quality expectations must be confirmed. OFD service providers and restaurants must review 
their online operations. Information must be succinct in order for service providers to know the kinds 
and level of expectations that OFD users have. The study also encourages small and medium food 
establishments which do not have their own delivery services to improve their business by considering 
OFD during the pandemic. 
 
Although e-service quality has an insignificant effect on Filipino millennials’ intention to continuously 
use OFD mobile apps, knowing and meeting their expectations may be a factor to increase the total 
effect of e-service quality on e-loyalty. Hence, OFD service providers are challenged to improve the 
quality of service to increase the probability of developing loyal customers because of their services 
and not just because of the limitations of the pandemic.  
  
8. Limitation and Areas for Future Research 
This study is bound to certain drawbacks. The respondents were limited to the researcher’s network 
of Filipino millennials, thus limiting the generalization of the results. In the model, continuance 
intention was used rather than the actual continuous usage behavior. Aside from attitude, customer 
motivation variables and post-usage intentions may also be explored to further develop a more 
encompassing model for OFD services. To define what makes Filipino millennials satisfied and loyal 
to OFD mobile apps, food quality may also be considered as a construct. Since the study is set during 
the COVID-19 pandemic, fear of COVID-19 and safety climate may also be considered as constructs 
to further contextualize the model. Future studies may also examine the constructs using longitudinal 
data to accurately represent the relationships among the constructs across a time period, even factoring 
in the start of the vaccination rollout and opening of borders. For food service businesses, the impact 
on understanding customer expectations and behavior of providing proper information, truthful 
photos and menu descriptions, and transparency in pricing may also be improved and may be subject 
to another study. 
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