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Abstract 

 
The purpose of this research is to investigate the influence of E-service quality, perceived value, and customer 

satisfaction on customer loyalty and the influence of customer loyalty on repurchase intention. This research 

are using secondary data analysis and an archival study approach to investigate the factors that influence 

customer loyalty and repurchase intention. The data was gathered from 385 customers using a mobile 

application food delivery service. Moreover, to construct a new conceptual framework, this research adopted 

four frameworks from previous research. This research examined the factors that influence customer loyalty 

and the influence of customer loyalty on repurchase intention. The research's findings revealed that E-service 

quality has an impact on perceived value and customer satisfaction. Furthermore, E-service quality, perceived 

value, and customer satisfaction affected customer loyalty. Finally, customer loyalty has an influence on 

repurchase intention. 
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1. Introduction 

 

This study examines relevant influencing factors of customer loyalty and repurchase intention toward 

mobile application in food delivery services. In recent years, the majority of people have used online food 

delivery services, particularly through a mobile application. People usually use food delivery application 

because it is a convenient and have a variety of option to choose in many restaurants. Moreover, they do not 

have to go out and wait for the food at the restaurant, which is time-wasting. 

Over the last few years, food delivery application users have grown at an annual rate of 8-10% 

approximately, and the COVID-19 pandemic accelerated the growth of food delivery application users by 

restricting Thai people from dining in restaurants (Sirikeratikul, 2020). Due to the growing number of 

smartphones and internet users in Thailand, the number of mobile food delivery application users are 

significantly increased. According to Sirikeratikul (2020), Food delivery services are becoming increasingly 

popular among Bangkok residents, particularly among time-conscious office employees and middle-class 

households.  

Repurchase intention is defined as a consumer’s choice to purchase a product or a use service from 

the same company in the future. According to Kumar and Anjaly (2017), Customers evaluate e-commerce 

platforms' efficiency after buying their products in online shopping and then make repurchase selections based 

on that assessment. The repurchase intention is significantly crucial to assess an organization’s success and 
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profitability, particularly on online platforms that have less consumer engagement, which is hard to determine 

whether the customer has a willingness to repurchase with the company or not.  

Customer loyalty is defined as satisfied clients who have a positive relationship with the company, 

which are likely to trust the company that, lead to buying goods and services repeatedly from the same company 

rather than the competitor company. The concept of loyal clients as a people who consistently purchase 

products and, or services in a particular period is behavioral loyalty (Suhartanto et al., 2019). Customer loyalty 

is essential for a variety of reasons, customer loyalty can keep the customer engaged with the organization, and 

these customers can help spread word of mouth about the organization that can help attract a new customers 

like friends and family. Moreover, Customer loyalty can also encourage the consumer to buy from same 

company instead of a competitor that provides a similar product or service. Customer loyalty can affect and 

determine the repurchase intention of the consumer. As a result, the purpose of this study is to investigate the 

factors that affected customer loyalty and repurchase intention toward mobile application food delivery service 

in Bangkok. The factors influencing that impact customer loyalty are E-service quality, customer satisfaction, 

and perceived value. Moreover, customer loyalty is a factor that has effect on repurchase intention. Therefore, 

this study is to explore the related factors that are affecting customer loyalty and repurchase intention of 

customers using mobile application food delivery services in Bangkok. 

 

2. Literature Review and Hypotheses Development 

  

2.1 E-service quality, Customer satisfaction, Customer Loyalty, and Perceived value 

 E-service quality is crucial in retaining client loyalty, particularly in company ecosystems with a high 

level of online engagement (Amin, 2016). The previous research confirms the importance of e-service quality 

in increasing customer loyalty, particularly among online meal delivery service clients (Hernando & Gunawan, 

2021). According to Suhartanto et al. (2019), this previous study discovered a significant impact of e-service 

quality on customer loyalty. Consumer loyalty has been proved to be a significant factor of e-service quality, 

which is critical for the success of any company, regardless of industry (Minimol, 2018). Customer desire to 

refer will be positively influenced by service quality, and recommendation intention is a key indicator of 

customer loyalty (Parasuraman et al., 2005; Nuangjamnong, 2021).  

 Customer satisfaction is a measure of a customer's perception of the likelihood that service will result 

in a favorable experience (Udo et al., 2010). Service quality must be sustained to provide perceived value and 

strong customer satisfaction to boost a company's competitiveness and make it sustainable (Sidharta et al., 

2021). The overall quality of an e-service has an impact on both perceived value and customer satisfaction 

(Hapsari et al., 2016). Moreover, the quality of e-services has a direct and indirect positive effect to customer 

satisfaction (Udo et al., 2010). Furthermore, based on online buying experiences in Taiwan, the impact of e-

service quality on online loyalty and discovered that system quality and e-service quality had substantial effects 

on perceived value (Tsao et al., 2016; Chanthasaksathian & Nuangjamnong, 2021). As a result, to explore the 

impact of service quality on customer satisfaction, loyalty, and perceived value, the following research 

hypotheses are presented:  

 

Hypothesis 1: There is significant influence of E-service quality on perceived value using mobile 

application in food delivery services.  

Hypothesis 2: There is significant influence of E-service quality on customer satisfaction using mobile 

application in food delivery services. 

 Hypothesis 3: There is significant influence of E-service quality on customer loyalty using mobile 

application in food delivery services. 

 

2.2 Perceived Value and Customer loyalty 

 The development of customers’ perceived value initiatives is critical for attracting new consumers, 

developing and maintaining a good relationship with them, and establishing customer loyalty (Wang et al., 

2004). Perceived value has been found to be a factor of consumer loyalty in previous studies (Nasution & 

Mavondo, 2008). As a result, it is a general belief that by increasing customers’ perceived value among target 
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customers, there is a greater chance of increasing trust and commitment, which leads to increased customer 

loyalty (Javed & Cheema, 2017). The research hypothesis is as follows, based on the above discussion:   

 

Hypothesis 4: There is significant influence of Perceived value on customer loyalty using mobile 

application in food delivery services. 

  

2.3 Customer satisfaction and Customer loyalty 

 Satisfaction influences a user's behavior and evaluation of the service, which influencing loyalty 

(Zhang & Von Dran, 2000). Customer loyalty is established through the customer's constant satisfaction, which 

entails an emotional tie for both service providers and vendor (Alok & Srivastava, 2013). Customer satisfaction 

is an essential aspect in establishing a secure and solid relationship with the customer, ultimately leading to 

customer loyalty (Dominici & Guzzo, 2010). According to Abdullaeva (2020), the previous study shows that 

customer satisfaction and loyalty have a favorable relationship. In light of these data, the following research 

hypothesis is proposed:  

 

Hypothesis 5: There is significant influence of customer satisfaction on customer loyalty using mobile 

application in food delivery services. 

 

 2.4 Customer loyalty and Repurchase intention 

Repurchase intents reflect how likely a customer is to buy from the same company again (Seiders et 

al., 2005). This customer loyalty is crucial in gaining and sustaining a competitive advantage, and thus in 

making a repurchase decision (Chinomona & Dubihlela, 2014). The main determinant of repurchase intent was 

customer loyalty (Deng et al., 2010). Repurchase intention was proven to be significantly influenced by 

customer loyalty in previous studies (Frooghi, 2019; Savila et al., 2019). Customers became loyal to the service 

provider and as a result, it appears that loyalty leads to repurchase intent (Chinomona & Sandada, 2013). The 

following research hypothesis is proposed based on the foregoing: 

 

Hypothesis 6: There is significant influence of customer loyalty on repurchase intention using mobile 

application in food delivery services. 

 

2.5 Conceptual Framework 

The conceptual framework is built using prior research literature reviews, existing literature, and 

theoretical concepts that describe the influence of variables such as E-service quality, perceived value, 

customer satisfaction, customer loyalty, and repurchase intention. This study's conceptual framework has been 

assembled. The first theoretical framework from E-service quality perceptions of millennials and non-

millennials on online to offline delivery applications by (Zhuang et al., 2021). Hernando and Gunawan (2021) 

in Loyalty among online food delivery customers: Extended scale of e-service quality is the second theoretical 

framework. Customer Loyalty Analysis on Online Food Delivery Services by Sidharta et al. (2021) is the third 

theoretical framework. As a result, Figure 1 illustrates the conceptual framework of Determinants of 

Influencing Customer Loyalty and Repurchase Intention toward Mobile Application Food Delivery Service in 

Bangkok. 
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Figure 1. The Conceptual Framework 

Source. Authors 

3. Methods and Materials 

 

The researcher used non-probability sampling method by using convenience sampling and snowball 

sampling to collect information as the respondents will be screened beforehand based on the research purpose. 

Researchers chose to adopt a non-probability sampling strategy in this research due to the limited time available 

and present situation that required social distancing. In this research, the target population is people who are 

living in Bangkok and have used the mobile application food delivery service. According to 

Worldpopulationreview.com (2021), the population of Bangkok is 10,722,815 people, which is the city that 

have highest population in Thailand. The sample size for this study is 385 Thai nationality respondents who 

live in Bangkok and have used mobile application of food delivery at least once. The questionnaire is organized 

into three parts, with a total of 28 questions relating to five research model variables, two items connected to 

screening questions, 20 questions related to measuring variables, and six items linked to demographic 

information. The researcher used five-points Likert Scale to assess respondent’s attitude and their level of 

agreement towards each variable. The statistical level has been set as follow: 1 = Strongly Disagree; 2 = 

Disagree; 3 = Neutral; 4 = Agree; and 5 = Strongly Agree. The researcher decided to run a pilot test with 50 

people to see whether there were any discrepancies or flaws in the questionnaire's variables. Cronbach's alpha 

is one approach to quantify consistency, and it's used to evaluate the reliability of any measurement variable. 

According to the Cronbach's Alpha and Internal Consistency Rules, > 0.9 indicates excellent, 0.8 indicates 

good, 0.7 indicates acceptable, 0.6 indicates dubious, 0.5 indicates bad, and 0.5 indicates unsatisfactory 

(Cronbach, 1951).  

 

Table 1. The Value of Each Item and Variable's Reliability Analysis in this Study 

Variables/Measurement Items Cronbach’s Alpha Strength of Association 

E-Service Quality .816 Good 

Perceived Value .799 Acceptable 

Customer Satisfaction .731 Acceptable 

Customer loyalty .922 Excellent 

Repurchase intention .858 Good 

(n = 50) 

 

4. Results 

 

4.1 Descriptive Analysis of Demographic Data 

The researchers evaluated demographic data of respondents who are using mobile application food 

delivery service in Bangkok using descriptive analysis in the SPSS program. The researcher collected 
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demographic information about gender, age, education level, current income per month, purchasing from food 

delivery on weekly basis, spending on food delivery per time. The researcher utilizes the descriptive analysis 

to explain the respondent's characteristics. 

 Gender: from the total of 385 respondents, male respondents accounted for 57.9 percent of the total 

385 respondents, compared to 42.1 percent for female respondents. The results of respondents for male and 

female are 223 and 162 respectively. Age: the majority of respondent in this researcher is age between 20 – 35 

years old with 298 respondents with 77.4 %, follow by 38 respondent age between 36-45 years old with 9.9%, 

after that 24 respondents age between 46 – 60 years with a percentage 6.2%, 15 respondents who are age under 

20 years old with 3.9%, and the age group over 60 years old has the lowest percentage of respondents at 2.6% 

with 10 respondents. Education level: most of respondents in this survey have completed a Bachelor's Degree 

with a total of 264 respondents, accounting for 68.6%, followed by 90 respondents who have education level 

lower Bachelor’s Degree with 23.4%, 29 respondents who have completed Master’s Degree with a percentage 

of 7.5%, and lastly 2 respondents who have completed Ph.D. or higher with 0.5%. Current income per month; 

among all 385 respondents, 218 respondents with 56.6% have income between 20,001 – 50,000 baht per month, 

following by 133 respondents who have income lower than 20,000 baht per month with a percentage of 34.5%, 

23 respondents have income between 50,001 – 80,000 baht, accounted for 6% percent, 7 respondents who have 

income more than 100,000 baht with 1.8%, and the lowest respondent who have income between 80,001 – 

100,000 baht with the percentage by 1%. Purchasing from food delivery on weekly basis:from the total of 385 

respondents, 156 respondents who purchase from food delivery 1-3 times per week with 40.5%, follow by 140 

respondents who purchase from food delivery 4-6 times per week with a percentage of 36.4%, 61 respondents 

who purchase from food delivery 7-9 times per week, accounted for 15.8%, and the respondents who purchase 

more than 9 times per week has lowest percentage of respondents at 7.3% with 28 respondents. Spending on 

food delivery per time (approximately): the majority of respondent in this survey spending on food delivery 

around 100 – 400 baht with 239 respondent, which accounted for 62.1%, following by 88 respondents who 

spending less than 100 baht with 22.9%, 44 respondents who spending between 401 – 700 baht with a 

percentage of 11.4%, after that 13 respondents who spending about 701 – 1,000 baht with 3.4%, and lastly 1 

respondents who spending more than 1,000 baht with 0.3%. 

 

4.2 Mean and Standard Deviation for Descriptive Analysis 

In this section, the summary of the Mean and Standard Deviation for each group variable, including 

E-service quality, perceived value, customer satisfaction, customer loyalty, and repurchase intention. 

According to Moidunny (2009), The range of 4.21 – 5.00 labeled as "Very high," 3.21 – 4.20 indicated as 

"high," 2.61 – 3.20 indicated as "medium," 1.81 – 2.60 indicated as "low," and 1.00 – 1.80 indicated as "very 

low" 

 

Table 2. The Mean and Standard Deviation Results. 

 Mean Std. Deviation Interpretation 

E-service quality 

EQ1: Online food delivery application made it easy 

for me to find my desired needs. 

4.10 0.896 High 

EQ2: Easy to complete transaction via application 4.29 0.904 Very high 

EQ3: Online food delivery application are always 

available. 

4.24 0.919 Very high 

EQ4: Application protects personal or confidential 

information 

3.98 0.870 High 

Perceived value 

PV1: The prices offered by the online food delivery 

application are affordable. 

3.94 0.926 High 

PV2: It is convenient to order through online food 

delivery application. 

4.40 0.942 Very high 

PV3: Transactions on online food delivery 

application have good value. 

3.92 0.849 High 
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PV4: Overall, the use of online food delivery 

application delivers good value. 

3.98 0.780 High 

Customer satisfaction 

CS1:I am satisfied with the use of the online food 

delivery application 

3.94 0.895 High 

CS2: The experience when using the application is as 

expected. 

4.40 0.897 High 

CS3: The online food delivery application meets all 

my expectations. 

3.92 0.859 High 

Customer loyalty    

CL1: I would like to continue to use online food 

delivery application to order food. 

4.34 0.913 Very high 

CL2: I encourage others to use food delivery 

application 

4.02 0.863 High 

CL3: I introduce the food delivery app to others. 4.03 0.918 High 

CL4: I say positive things about the preferred 

application. 

3.79 0.877 High 

CL5: I continue to order from the online food 

delivery application even if there is a price increase. 

3.68 0.905 High 

Repurchase intention    

RI1: I have intention to repurchase from this online 

food delivery application. 

4.24 0.882 Very high 

RI2: I expect to repurchase from this online food 

delivery application in the future. 

4.39 0.930 Very high 

RI3: It is likely that I will repurchase from this online 

food delivery application rather than the competitor. 

3.99 0.837 High 

RI4: I will be recommended online food delivery 

application that I use to other people. 

4.22 0.911 Very high 

  

Table 2 displays the means for each variable in the question, including E-service quality, perceived 

value, customer satisfaction, customer loyalty, repurchase intention. The highest mean of E-service quality was 

“Easy to complete transaction via application” which is equals 4.29. Moreover, the highest mean of perceived 

value was “It is convenient to order through online food delivery application” which is equals to 4.40. In 

addition, the highest mean of customer satisfaction was “The online food delivery application meets all my 

expectations” which is equals to 4.19. Furthermore, the highest mean of customer loyalty was “I would like to 

continue to use online food delivery application to order food” which is equals to 4.34. Lastly, the highest mean 

of repurchase intention was “I expect to repurchase from this online food delivery application in the future” 

which is equals to 4.39. 

 
4.3 Hypothesis Testing Results 

4.3.1 Result of Simple Linear Regression for Hypotheses 1 and 2 

Based on research hypothesis 1: there is a significant influence of E-service quality on perceived value 

using Mobile applications in food delivery services, therefore, the statistical hypothesis has been defined for 

hypothesis testing as detailed below. 

 
H1n (null hypothesis): E-service quality has no significant influence on perceived value using mobile 

applications in food delivery services. 

H1a (alternative hypothesis): E-service quality has significant influence on perceived value using mobile 

applications in food delivery services. 
 

Table 3 shows that simple linear regression was conducted to examine whether E-service quality (H1n) 

significantly influences on perceived value. The result from hypothesis 1 shows that the significant level was 

0.000, which was less than 0.05. The null hypothesis was rejected. Thus, the result can be concluded that 

perceived value is affected by E-service quality.  The result of regression showed that the model explained 
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77.3% of the variance and that the model was significant, p < 0.05. The R-square was 0.773 at a 95% confidence 

level, which indicated that E-service has a significant impact on perceived value. 

 

Table 3. Simple Linear Regression Analysis Summary for Hypotheses 1 

Variables B SE B β t-value Sig. 

H1: E-service quality 0.865 0.024 0.879 36.164 0.000 

Noted. R2 = 0.773, Adjusted R2 = 0.773, *p < 0.05. Dependent Variable = Perceived value 

 

Based on research hypothesis 2: there is significant influence of E-service quality on customer 

satisfaction using mobile application in food delivery services, therefore, the statistical hypothesis has been 

defined for hypothesis testing as detailed below. 

 

H2n (null hypothesis) : E-service quality has no significant influence on customer satisfaction using mobile 

applications in food delivery services. 

H2a (alternative hypothesis) : E-service quality has significant influence on customer satisfaction using 

mobile applications in food delivery services. 

Table 4 shows that simple linear regression was conducted to examine whether E-service quality (H2n) 

significantly influences on customer satisfaction. The result from hypothesis 2 indicated that the significant 

level was 0.000, which was less than 0.05. The null hypothesis was rejected. Thus, the result can be concluded 

that customer satisfaction is affected by E-service quality. The result of regression showed that the model 

explained 68.3% of the variance and that the model was significant, p < 0.05. The R-square was 0.683 at a 95% 

confidence level, which indicated that E-service has a significant impact on customer satisfaction. 

 

Table 4. Simple Linear Regression Analysis Summary for Hypotheses 2 

Variables B SE B β t-value Sig. 

H2: E-service quality 0.874 0.030 0.827 28.735 0.000 

Noted. R2 = 0.683, Adjusted R2 = 0.682, *p < 0.05. Dependent Variable = Customer satisfaction 

 

4.3.2 Result of Multiple Linear Regression for Hypotheses 3, 4, and 5 

Based on research hypotheses 3, 4 and 5:  

Hypothesis 3: There is significant influence of E-service quality on customer loyalty using mobile 

application in food delivery services. 

Hypothesis 4: There is significant influence of Perceived value on customer loyalty using mobile 

application in food delivery services. 

Hypothesis 5: There is significant influence of customer satisfaction on customer loyalty using mobile 

application in food delivery services. 

 

Therefore, the statistical hypotheses have been defined for hypothesis testing as detailed below. 

H (null hypothesis) : E-service quality (H3n), perceived value (H4n), and customer satisfaction (H5n) have 

no significant influence on customer loyalty using mobile applications in food delivery services. 

H (alternative hypothesis) : E-service quality (H3a), perceived value (H4a), and customer satisfaction (H5a) 

have no significant influence on customer loyalty using mobile applications in food delivery services. 

 

Table 5 shows that a multiple linear regression was used to see if E-service quality (H3n), perceived 

value (H4n) and customer satisfaction (H5n) significantly predict customer loyalty. The result in table 5 shows 

that the significant level of all hypotheses E-service quality (H3n), perceived value (H4n), and customer 

satisfaction (H5n) was less than 0.05. Thus, the null hypotheses are rejected. Moreover, R-square was 0.713 at 

a 95% confidence level indicating that the independent variables (E-service quality, perceived value, and 

customer satisfaction) can justify dependent variables (customer loyalty) by 71.3% approximately. 

 
Table 5. Multiple Linear Regression Analysis Summary for Hypotheses 3,4, and 5 

Variables B SE B β t Sig. VIF 

H3: E-service quality  0.256 0.062 0.247 4.118 0.000* 4.792 

H4: Perceived value 0.434 0.070 0.416 6.162 0.000* 5.951 
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H5: Customer satisfaction 0.219 0.055 0.224 3.964 0.000* 4.254 

Note. R2 = 0.713, Adjusted R2 = 0.711, *p < 0.05   Dependent Variable = Customer loyalty 

 

4.3.3 Result of Simple Linear Regression for Hypotheses 6 

Based on research hypothesis 6: there is significant influence of customer loyalty on repurchase 

intention using mobile application in food delivery services, therefore, the statistical hypothesis has been 

defined for hypothesis testing as detailed below. 

 

H6n (null hypothesis): Customer loyalty has no significant influence on repurchase intention using mobile 

applications in food delivery services. 

H6a (alternative hypothesis): Customer loyalty has significant influence on repurchase intention using mobile 

applications in food delivery services. 

 

Table 6 shows that simple linear regression was conducted to examine whether customer loyalty (H6n) 

significantly influences on repurchase intention. The result from hypothesis 6 indicated that the significant 

level was 0.000, which was less than 0.05. The null hypothesis was rejected. Thus, the result can be concluded 

that repurchase intention is affected by customer loyalty. The result of regression revealed that the model 

explained 70% of the variance and that the model was significant, p < 0.05. The R-square was 0.700 at a 95% 

confidence level, which indicated that customer loyalty significant impact on repurchase intention. 

 

Table 6. Simple Linear Regression Analysis Summary for Hypotheses 2  

Variables B SE B β t-value Sig. 

Customer Loyalty 0.834 0.028 0.837 29.919 0.000 

Noted. R2 = 0.700, Adjusted R2 = 0.700, *p < 0.05. Dependent Variable = Repurchase intention 

 

 

 
 

 

Figure 2. The result of structural model 

Source. Authors. 

 

 

5. Discussion and conclusion 

 

Overall, 385 respondents, the majority of the people that took part in this survey was male (223, 

57.9%), age group between 20 – 35 years old (298, 77.4%), Bachelor’s Degree education level (264, 68.6%), 

income per month between 20,001 – 50,000 Baht (218, 56.6%), purchase 1 - 3 times per week (156, 40.5%), 

spending on food delivery 100 - 400 Baht per time (239, 62.1%). The hypothesis testing indicated that one 
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variable that is E-service quality have impact on perceived value and customer satisfaction. Moreover, there 

are three variables that are E-service quality, perceived value, and customer satisfaction which affect customer 

loyalty. Finally, customer loyalty has significantly influence repurchase intention as shown in table 7. 

 

Table 7. Summary of the statistical hypotheses testing results 
Statement of Hypothesis p-value Decision results 

H1n (null hypothesis) : E-service quality has no significant influence on 

perceived value using mobile applications in food delivery services. 

0.000* Rejected 

H2n (null hypothesis) : E-service quality has no significant influence on 

customer satisfaction using mobile applications in food delivery 

services. 

0.000* Rejected 

H3n (null hypothesis) : E-service quality has no significant influence on 

customer loyalty using mobile applications in food delivery services. 

0.000* Rejected 

H4n (null hypothesis) : Perceived value has no significant influence on 

customer loyalty using mobile applications in food delivery services. 

0.000* Rejected 

H5n (null hypothesis) : Customer satisfaction has no significant influence on 

customer loyalty using mobile applications in food delivery services. 

0.000* Rejected 

H6n (null hypothesis) : Customer loyalty has no significant influence on 

repurchase intention using mobile applications in food delivery 

services. 

0.000* Rejected 

 

5.1 E-service quality, perceived value, customer satisfaction, and customer loyalty 

The result of this research indicated that E-service quality had a highly significant influence on 

perceived value. The significant value of E-service quality and perceived value was 0.000, which is less than 

0.05. This indicates that E-service quality of mobile application food delivery service has a significant impact 

to perceived value. Moreover, the findings of this study are consistent Hapsari et al. (2016) that perceived value 

is influenced by the overall quality of an e-service. Furthermore, the perceived value was significantly 

influenced by system and e-service quality (Tsao et al., 2016; Chanthasaksathian & Nuangjamnong, 2021; 

Nuangjamnong, 2021).  

E-service quality had a highly significant influence on customer satisfaction. The significant value of 

E-service quality and customer satisfaction was 0.000, which is less than 0.05. This indicates that E-service 

quality of mobile application food delivery service has a significant effect to customer satisfaction. According 

to Udo et al. (2010), consumer satisfaction is directly and indirectly influenced by the quality of e-services. In 

addition, studies from Sidharta et al. (2021), Chanthasaksathian and Nuangjamnong (2021), and 

Nuangjamnong (2021) proved that to preserve a company's competitiveness and long-term viability, service 

quality should be maintained to provide high customer satisfaction. 

Moreover, E-service quality had a highly significant influence on customer satisfaction. The 

significant value of E-service quality and customer loyalty was 0.000, which is less than 0.05. This indicates 

that E-service quality of mobile application food delivery service has a significant influence to customer 

satisfaction. Regarding to the previous study, it has confirm that in firm ecosystems with a high level of online 

involvement, e-service quality is critical in keeping customer loyalty (Amin, 2016). Furthermore, the relevance 

of e-service quality in building customer loyalty, particularly among online meal delivery service consumers, 

is confirmed by past study (Hernando & Gunawan, 2021).  

 The statistical data shows that the mean of E-service quality is 4.15, based on a descriptive analysis 

of E-service quality derived from four questions in the questionnaire that researcher collected. The lowest mean 

among the questions was “Application protects personal or confidential information” which is equals 3.98 that 

is lower than average means of E-service quality. However, the highest standard deviation are from question 

“Online food delivery application are always available” that is equal to 0.919. Therefore, the food delivery 

service company should maintain and improve the application, so that the application is always available for 

customer to use anytime and can protect customer personal information from leaking. 
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5.2 Perceived value and customer loyalty 

The result of this research indicated that perceived value had a highly significant influence on 

customer loyalty. The significant value of perceived value and customer loyalty was 0.000, which is less than 

0.05. This indicates that perceived value of mobile application food delivery service has a significant influence 

to customer loyalty. In addition, Previous research has revealed that perceived value is a determinant in 

consumer loyalty (Nasution & Mavondo, 2008). Furthermore, customers' perceived value initiatives must be 

developed in order to attract more customers, create and keep the positive relation with clients, and establish 

customer loyalty (Wang et al., 2004; Chanthasaksathian & Nuangjamnong, 2021). 

The statistical data shows that the mean of perceived value is 4.40, based on a descriptive analysis of 

perceived value derived from four questions in the questionnaire that researcher collected. The lowest mean 

among the questions was “Transactions on online food delivery application have good value” which is equals 

3.92 that is lower than average means of perceived value. However, the highest standard deviation are from 

question “It is convenient to order through online food delivery application” that is equal to 0.942. Thus, food 

delivery service company should consider making the application easy to use that make customer feel that it is 

convenient and have good value when ordering food. 

 

5.3 Customer satisfaction and customer loyalty 

The result of this research indicated that customer satisfaction had a highly significant influence on 

customer loyalty. The significant value of customer satisfaction and customer loyalty was 0.000, which is less 

than 0.05. This indicates that customer satisfaction of mobile application food delivery service has a significant 

impact to customer loyalty. In addition, according to Abdullaeva (2020), the previous research demonstrates a 

positive association between customer satisfaction and loyalty. Moreover, based on previous research, 

Customer satisfaction is critical in building a secure and stable relationship with customers, which leads to 

customer loyalty (Dominici & Guzzo, 2010).  

The statistical data shows that the mean of customer satisfaction is 4.17, based on a descriptive 

analysis of perceived value derived from four questions in the questionnaire that researcher collected. The 

lowest mean among the questions was “The online food delivery application meets all my expectations.” which 

is equals 3.92 that is lower than average means of perceived value.  However, the highest standard deviation 

are from question “The experience when using the application is as expected” that is equal to 0.897. Therefore, 

food delivery service company should listen to customer complain and improve application to meet the 

customer expectation. 

 

5.4 Customer loyalty and repurchase intention 

The result of this research indicated that customer loyalty had a highly significant influence on 

repurchase intention. The significant value of customer loyalty and repurchase intention was 0.000, which is 

less than 0.05. This indicates that customer loyalty of mobile application food delivery service has a significant 

influence to repurchase intention. Moreover, the previous research indicated that customers developed a 

relationship with the service company, implying that loyalty increases the repurchase intention. (Chinomona 

& Sandada, 2013). In addition to Frooghi (2019), Customer loyalty has been shown to have a considerable 

impact on repurchase intent in prior studies. 

The statistical data shows that the mean of customer loyalty is 3.97, based on a descriptive analysis 

of perceived value derived from four questions in the questionnaire that researcher collected. The lowest mean 

among the questions was “I continue to order from the online food delivery application even if there is a price 

increase” which is equals 3.68 that is lower than average means of perceived value. However, the highest 

standard deviation are from question “I introduce the food delivery app to others” that is equal to 0.918. Thus, 

food delivery service company should try to reduce the expense of the company instead of increasing the price. 

 

6. Recommendations 

 

According to the conclusions, the results of this study show that there are influencing factors in 

variables that greatly influence customer loyalty and repurchase intention. E-service quality has a significant 

effect on perceived value and customer satisfaction. Moreover, E-service quality, perceived value, and 
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customer satisfaction are all factors that have a significant influence on customer loyalty. In addition, customer 

loyalty has a significant impact on repurchase intention. From the Beta value in Table 5, the perceived value 

got the highest Beta (0.416) followed by E-Service quality (0.247) and customer satisfaction (0.224). 

Therefore, the recommendation for the food delivery service business should also increase perceived value and 

customer satisfaction, which will also increase customer loyalty. For example, the business should offer a 

reasonable price for a customer when using an application, and improve the application that makes it more 

convenient for a customer when ordering the food. Next, in terms of E-Service, the food delivery service 

business should maintain a good E-service quality for service performance to meet the customer expectations. 

Thus, the business should consider improving the application that makes the customer can find their desired 

needs easily and quickly, makes transactions simple to complete when using the application, maintain the 

application to always available for customers, and have high security that can protect customer’s personal 

information from leaking outside the company, which will create a higher level of perceived value, customer 

satisfaction, and customer loyalty. For customer satisfaction, the business should understand the customer 

expectation and listen to complaints of the customer then determine which areas require attention to improve 

them to meet customer expectations and customer satisfaction. Finally, customer loyalty significantly affects 

repurchase intention, so the business should maintain a good relationship with the customer and the company 

should not raise the price but the company's expenses should be reduced, which will be more likely to rise the 

repurchase intention of the clients.  

 

7. Further Study 

 

In this research, there are several limitations. Due to time constraints, the researcher focused only on 

four variables consist of E-service quality, perceived value, customer satisfaction, and customer loyalty that 

affect repurchase intention in Bangkok. For the further research, a similar study is needed to determine whether 

other related factors that impact customer loyalty and repurchase intention should be included in order to obtain 

more comprehensive information and understanding of the factors. In addition, further study should be done 

with a larger sample size and population to improve the research's generalizability and credibility. Moreover, 

this study are based on Thais people using food delivery application and may not be entirely applicable to 

people from other cultural backgrounds. Therefore, another study could be conducted in other countries for 

more accurate result. Furthermore, this study primarily presented data on direct relationships between variables 

in this study, and the research model did not account for any potential mediating relationships. 
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