The Effects of Service Quality and Perceived Convenience on Customer Satisfaction and Reuse Intention: Evidence from Young Foodpanda Users in Cambodia
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ABSTRACT 

This study examined the effects of service quality and perceived convenience on customer satisfaction and reuse intention among young Foodpanda users in Cambodia. A quantitative correlational design was employed, and data were collected through structured questionnaires from 600 university students at BELTEI International University who had prior experience using the Foodpanda mobile application. The study measured four constructs: service quality, perceived convenience, customer satisfaction and reuse intention. Data were analysed using descriptive statistics, exploratory factor analysis, confirmatory factor analysis, correlation analysis and structural equation modeling. The results indicated that respondents generally reported positive perceptions of Foodpanda, with mean scores ranging from agreement to strong agreement across all constructs. Structural equation modeling showed that service quality and perceived convenience had significant positive effects on customer satisfaction. Service quality, perceived convenience and customer satisfaction also had significant positive effects on reuse intention. Perceived convenience showed the strongest direct effect on both customer satisfaction and reuse intention. The model explained 80% of the variance in customer satisfaction and 80% of the variance in reuse intention. Mediation analysis using the Sobel test indicated that customer satisfaction significantly mediated the relationships between service quality and reuse intention, and between perceived convenience and reuse intention. The findings suggest that convenience, service quality and satisfaction are important factors associated with continued Foodpanda use among the surveyed young users.
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1. INTRODUCTION
[bookmark: _Hlk235653230]The rapid advancement of digitalization has transformed the way businesses interact with customers. In today’s digital landscape, customers are no longer passive purchasers but actively evaluate services, engage with brands, and develop long-term relationships (Srivastava et al., 2023). Consequently, mobile service applications have become essential tools for enabling customer engagement, service experiences, and satisfaction by enhancing users to access services, complete transactions, and communicate with providers more conveniently (Prasetyo et al., 2021; Wilson et al., 2024). The growth of online food delivery applications has further reshaped consumer behavior by providing faster, easier, and more convenient access to food and beverages (Hoang & Le Tan, 2023; Kee et al., 2025). Through these platforms, customers can browse restaurants, place orders, make payments, and receive deliveries through a single digital interface, saving time and effort in the purchasing process (Hoang & Le Tan, 2023; Kee et al., 2025). 
Among these platforms, Foodpanda has emerged as a leading food delivery app, offering a diverse range of restaurant options, user-friendly features, and efficient delivery services (Kee et al., 2025). Foodpanda is one of the top online food delivery platforms worldwide, headquartered in Berlin, Germany, and operating in more than 40 countries across multiple regions (Kee et al., 2025). This broad expansion reflects its strong market presence and consumer appeal through diverse food choices, a seamless ordering process, and accessible delivery services that meet customers’ needs and preferences (Ly, 2025). In Cambodia, Foodpanda has operated since 2019 and continues to strengthen its competitive position through technological innovations and community-focused initiatives that support its ecosystem of customers, restaurant partners, and delivery riders (Kiripost, 2026). As a subsidiary of Delivery Hero, one of the world's leading online food delivery companies, Foodpanda continues to expand its digital capabilities and service ecosystem in Cambodia (Kiripost, 2026). 
Its growing popularity and established market presence make Foodpanda an appropriate context for examining the factors that influence customer satisfaction and reuse intention (Prasetyo et al., 2021). Therefore, several studies have explored the factors that influence customer satisfaction and other customer-related outcomes associated with Foodpanda use across diverse contexts. A study by Kee et al. (2025), conducted among 154 Malaysian Foodpanda users, found that customer satisfaction was significantly influenced by perceived usefulness, perceived trust, and perceived convenience. Similarly, Mohd Sidik et al. (2025), based on a survey of 136 Foodpanda student users in Terengganu, Malaysia, found that application design, security, food quality, and delivery service positively influenced customer satisfaction, with application design being the strongest determinant.
Additionally, Irshad et al. (2022), using data from 280 Foodpanda users in Myanmar, revealed that service quality, food quality, service provider quality, and application quality are key factors contributing to customer satisfaction. These findings suggest that customer satisfaction on Foodpanda platforms is shaped by various service-related factors; however, previous studies have primarily focused on identifying the determinants of satisfaction rather than explaining how these factors contribute to reuse intention. Despite the growth of Foodpanda in Cambodia, limited research has examined the roles of service quality and perceived convenience in shaping customer satisfaction and reuse intention among young Cambodian users. Therefore, this study addresses the gap in empirical research by investigating the relationships among service quality, perceived convenience, customer satisfaction, and reuse intention toward young Foodpanda users in Cambodia through a structural equation modeling (SEM) approach.
Theoretically, this study extends online food delivery research by examining service quality and perceived convenience as antecedents of customer satisfaction and reuse intention, while also exploring the mediating role of customer satisfaction. Methodologically, this study employs a structural equation modeling (SEM) approach to examine the relationships among the proposed constructs. Practically, the findings provide insights for improving service performance and developing effective customer retention strategies for digital food delivery platforms. Thus, this study is designed to investigate the following research objectives:
RO1. To investigate the effect of service quality on customer satisfaction among young Cambodian Foodpanda users.
RO2. To investigate the effect of perceived convenience on customer satisfaction among young Cambodian Foodpanda users.
RO3. To investigate the effect of service quality on reuse intention toward Foodpanda among young Cambodian users.
RO4. To investigate the effect of perceived convenience on reuse intention toward Foodpanda among young Cambodian users.
RO5. To investigate the effect of customer satisfaction on reuse intention toward Foodpanda among young Cambodian users.
RO6. To examine the mediating role of customer satisfaction in the relationship between service quality and reuse intention.
RO7. To examine the mediating role of customer satisfaction in the relationship between perceived convenience and reuse intention.
II. Literature review
2.1. Overview of the Foodpanda Platform
According to Kee et al. (2025), Foodpanda is one of the leading mobile food delivery applications, transforming the way consumers access food and beverages by connecting users with a wide range of restaurants through a digital platform and providing convenient delivery services. The platform has expanded its operations across numerous developed and developing countries, including Bangladesh (Hasan, 2023), Myanmar (Irshad et al., 2022), Malaysia (Sabeh et al., 2021; Kee et al., 2025), and Cambodia (Ly, 2025). Additionally, Foodpanda provides diverse dining options, a user-friendly mobile application, and an efficient service system (Sabeh et al., 2021; Kee et al., 2025). These features have contributed to its growing popularity among users and increased competition in the online food delivery industry (Kee et al., 2025). Therefore, Foodpanda has become a crucial topic for scholars to explore the factors influencing customers’ satisfaction with Foodpanda across diverse regions and contexts, as these insights can help improve service quality and user experiences. 
Previous studies have identified several factors influencing customer satisfaction and usage of Foodpanda across different contexts. Liu et al. (2021), using data from 256 users in Taiwan, found that most service elements met customers' expectations and contributed to high satisfaction. Similarly, Hasan (2025), based on 388 users in Bangladesh, reported that perceived usefulness, perceived ease of use, and convenience significantly influenced customers' intention to use the Foodpanda mobile application. Likewise, Irshad et al. (2022) found that service quality, food quality, service provider quality, and application quality significantly enhanced customer satisfaction among 280 users in Myanmar. Furthermore, Mohd Sidik et al. (2025), surveying 136 student users in Malaysia, identified application design, security, food quality, and delivery service as significant determinants of customer satisfaction. These findings suggest that customer satisfaction with Foodpanda is shaped by multiple service-related factors, highlighting the importance of further examining these relationships across different contexts.
In the Cambodian context, empirical studies on online food delivery services have increased; however, research on customer behavior toward specific platforms remains limited. Ren et al. (2020) examined adoption intention, highlighting the roles of performance expectancy and perceived ease of use. Dareth et al. (2024) and Ly (2025) further identified the importance of trust, service quality, and convenience in shaping customer satisfaction and repurchase intention. However, previous studies have mainly focused on general online food delivery users rather than young users, examined the industry broadly rather than Foodpanda specifically, and provided limited SEM-based evidence on the relationships among service quality, perceived convenience, customer satisfaction, and reuse intention. 
Therefore, this study develops an SEM framework to examine these relationships among young Foodpanda users in Cambodia, providing conceptual, contextual, and methodological insights into digital food delivery services. The framework includes service quality, perceived convenience, customer satisfaction, and reuse intention. It specifically explores how service quality and perceived convenience affect customer satisfaction, and how these, along with customer satisfaction, influence reuse intention. Additionally, customer satisfaction is proposed to mediate the relationships between service quality and reuse intention, as well as between perceived convenience and reuse intention. This study offers valuable insights into digital food delivery services.
2.2. Theoretical Foundations
This study is theoretically grounded in the Service Quality Theory (SERVQUAL) (Parasuraman et al., 1988) and Expectation-Confirmation Model (ECM) (Bhattacherjee, 2001), which collectively explain how service experiences influence customers’ post-adoption behaviors. SERVQUAL emphasizes that customers evaluate service quality based on their perceptions of service performance, including reliability, responsiveness, assurance, empathy, and tangibility (Parasuraman et al., 1988). In digital service contexts, service quality and perceived convenience represent important experiential factors that shape customer satisfaction (Parasuraman et al., 1988). Meanwhile, ECM explains how satisfaction developed from actual usage experiences influences customers’ intention to continue using a service (Bhattacherjee, 2001). 
Several studies have applied the SERVQUAL model to examine service quality and customer satisfaction across various contexts, including mobile banking services in Vietnam (Trang et al., 2022), the insurance sector in Pakistan (Rehman et al., 2020), and debit card usage in Cambodia (Kriss et al., 2023). Similarly, the ECM framework has been employed to explain continuance behavior, such as among mobile banking users in Indonesia (Neviana & Warganegara, 2026) and customers in the automotive sector in Malaysia (Rahman & Saidin, 2025). These applications demonstrate the relevance of SERVQUAL and ECM in explaining customer evaluations, satisfaction, and post-adoption behaviors across different service contexts. Therefore, this study integrates the key indicators derived from the SERVQUAL and ECM into a cohesive theoretical framework to examine how service quality and perceived convenience influence customer satisfaction and reuse intention among young Foodpanda users in Cambodia.
2.3. Hypothesis Development
2.3.1. Service Quality and Customer Satisfaction 
Service quality represents a critical dimension of customer experience, reflecting customers’ evaluations of a firm’s ability to provide reliable, responsive, and value-added services (Mukuka & Chasha, 2025). In the context of online food delivery platforms, service providers continuously improve their service performance to meet customer expectations and enhance satisfaction (Mohd Sidik et al., 2025). Service quality is shaped by various factors, including delivery reliability, application performance, order accuracy, and overall service experience, which significantly influence customers’ perceptions and satisfaction (Irshad et al., 2022; Lin et al., 2024). Therefore, customers who perceive higher service quality are more likely to develop greater satisfaction with food delivery applications (Irshad et al., 2022; Lin et al., 2024). Accordingly, this study proposes the following hypothesis:
H1: Service quality has a significant positive effect on customer satisfaction among young Foodpanda users in Cambodia.
2.3.2. Perceived Convenience and Customer Satisfaction 
Perceived convenience relates to the extent to which a service enables users to save time, reduce effort, and access services easily and flexibly (Lok et al., 2024). In digital service contexts, previous studies highlight that convenience is a key determinant of customer satisfaction and usage intention (Lok et al., 2024). For instance, perceived convenience significantly enhances customer satisfaction by improving users’ overall service experiences (Yeo et al., 2021; Kee et al., 2025). In online food delivery platforms, convenience allows users to order food anytime and anywhere with minimal effort, thereby improving their overall service experience (Yeo et al., 2021; Kee et al., 2025). Therefore, this study proposes the following hypothesis:
H2: Perceived convenience has a significant positive effect on customer satisfaction among young Foodpanda users in Cambodia.
2.3.3. Service Quality and Reuse Intention
Service quality refers to the customers' overall evaluation of a service, based on its reliability, responsiveness, assurance, empathy, and tangibles (Mohd Sidik et al., 2025). In digital service environments, high service quality encourages users to continue using a platform by enhancing their overall service experience (Do & Kim, 2025). Previous studies have consistently reported that service quality is a significant predictor of continuous usage or reuse intention across e-commerce, online-to-offline, and mobile shopping platforms (Lv et al., 2026; Do & Kim, 2025; Huang et al., 2024). Therefore, users who perceive Foodpanda's service quality as reliable and satisfactory are more likely to reuse the platform. Accordingly, this study proposes the following hypothesis:
H3: Service quality has a significant positive effect on reuse intention among young Foodpanda users in Cambodia.
2.3.4. Perceived Convenience and Reuse Intention
Perceived convenience is considered an important factor influencing users' intention to continue using digital services, as it reduces the time and effort required to complete transactions (Kee et al., 2025). Previous studies have shown that perceived convenience positively influences continuance intention in digital wallets (Shetu et al., 2022) and indirectly enhances users' intention to use gamified mobile payment platforms through perceived convenience (Lai & Liew, 2021). Based on these findings, it is expected that greater perceived convenience will encourage young Foodpanda users in Cambodia to reuse the platform. 
H4: Perceived convenience has a significant positive effect on reuse intention among young Foodpanda users in Cambodia.
2.3.5. Customer Satisfaction and Reuse Intention
Satisfied customers are more likely to develop a positive perception of the service and continue using the application in the future (Zhang & Kim, 2021). Previous studies have shown that satisfaction significantly influences reuse, as customers who perceive greater value, convenience, and service quality from food delivery applications tend to exhibit stronger repeat usage behavior (Hoang & Le Tan, 2023; Nurqamarani et al., 2020). Similarly, Vu et al. (2025) confirmed that positive experiences with digital food delivery platforms enhance customers’ willingness to reuse the service. Therefore, this study proposes that customer satisfaction positively influences reuse intention among young Foodpanda users in Cambodia.
H5: Customer satisfaction has a significant positive effect on reuse intention among young Foodpanda users in Cambodia.
2.3.6. Mediating Role of Customer Satisfaction 
Customer satisfaction reflects customers’ evaluative responses when service performance meets or exceeds their expectations (Maharani & Sukaatmadja, 2024). Previous studies have shown that customer satisfaction mediates the relationships between service-related factors and reuse intention (Maharani & Sukaatmadja, 2024). Specifically, Jasin and Firmansyah (2022) and Dayani et al. (2022) found that customer satisfaction mediates the relationship between e-service quality and repurchase intention, while Prabowo and Sukresna (2025) confirmed its mediating role between convenience and reuse intention. Therefore, this study proposes that customer satisfaction mediates the relationships between service quality, perceived convenience, and reuse intention among young Foodpanda users in Cambodia.
H6: Customer satisfaction mediates the relationship between service quality and reuse intention among young Foodpanda users in Cambodia.
H7: Customer satisfaction mediates the relationship between perceived convenience and reuse intention among young Foodpanda users in Cambodia.
2.4. Conceptual Framework
Drawing on the SERVQUAL model, ECM, and prior empirical studies, this research proposes a conceptual framework explaining the relationships among service quality, perceived convenience, customer satisfaction, and reuse intention among young Foodpanda users in Cambodia. Specifically, the framework examines the effects of service quality and perceived convenience on customer satisfaction, the effects of service quality, perceived convenience, and customer satisfaction on reuse intention, and the mediating role of customer satisfaction in the relationships between service quality and reuse intention as well as between perceived convenience and reuse intention. The proposed conceptual framework is presented in Figure 1.Service
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Figure 1. Conceptual Framework
III. Materials and methods
3.1 Research Design
This study adopted a quantitative correlational design to examine the relationships among service quality, perceived convenience, customer satisfaction, and reuse intention among young Foodpanda users in Cambodia. The quantitative approach enabled systematic measurement of the constructs and statistical analysis of the proposed relationships. Data were collected through survey questionnaires, allowing efficient assessment of users’ perceptions and experiences. Overall, this research design was appropriate for achieving the research objectives and testing the proposed hypotheses.
3.2 Sample and Sampling Design

When the population size was unknown, the sample size was calculated using Cochran’s formula: n = z²/4(e)² (Uakarn et al., 2021). Based on a 95% confidence level (z = 1.96) and a 5% margin of error, the required sample size was 385 (Uakarn et al., 2021). Additionally, following the recommendation of Hair et al. (2019), studies applying structural equation modeling require an adequate sample size that exceeds the minimum calculated requirement to enhance the robustness, stability, and accuracy of model estimation. Thus, 600 university students from BELTEI International University (Campus 1 and Campus 2) in Phnom Penh, Cambodia, were recruited through convenience sampling (Golzar et al., 2022). This sample size satisfies the recommended 40:1 case-to-variable ratio for regression analysis, supporting the reliability and stability of the statistical model (Norng, 2022). All respondents had prior experience using Foodpanda to purchase food or beverages and were familiar with the platform, enabling them to provide relevant information. However, due to the non-random sampling method, the findings should be interpreted as reflecting trends within this specific context rather than being generalized to the broader student population.
3.3 Research Instruments 
The questionnaire consisted of two sections: demographic information and measurement items adapted from previous studies, as presented in Table 1. The items were modified to fit the local context and translated into Khmer using a translation and back-translation process by bilingual colleagues. Minor revisions were made after pilot testing to ensure clarity. A bilingual (Khmer–English) questionnaire was administered for data collection, with responses measured on a five-point Likert scale ranging from 1 (strongly disagree) to 5 (strongly agree). The mean score interpretations were 1.00–1.80 = strongly disagree, 1.81–2.60 = disagree, 2.61–3.40 = neutral, 3.41–4.20 = agree, and 4.21–5.00 = strongly agree (Nyutu et al., 2021). Finally, data normality was assessed using skewness and kurtosis, with values between −2 and +2 considered acceptable (George & Mallery, 2024).
Table 1. A summary of the construct measurement
	Description of Items
	Number of Items
	Sources

	Service Quality
	SQ1  SQ7
	Fauzi & Purnomo (2023), Halim et al. (2025)

	Perceived Convenience
	PC1  PC7
	Aurelia et al. (2026); Juniantara & Aksari (2025) 

	Customer Satisfaction
	CS1  CS7
	Cuong (2021); Khoo et al. (2023)

	Reuse Intention
	RI1 RI5
	Aurelia et al. (2026); Juniantara & Aksari (2025) 


3.4 Data Collection Procedures
Data were collected in two sequential stages from undergraduate students. In the first stage, an exploratory factor analysis was conducted using data from 200 respondents, collected on June 1, 2026, to assess the preliminary factor structure and refine the measurement items. In the second stage, the main survey was administered to 600 respondents between June 15 and July 15, 2026. The questionnaire was distributed via Google Forms through online platforms, including Telegram. Participation was voluntary, informed consent was obtained from all respondents, and confidentiality was assured. The main survey data were subsequently analyzed using confirmatory factor analysis and structural equation modeling to validate the measurement model and test the proposed hypotheses.
3.5 Data Analysis Method
Data were analyzed using Microsoft Excel 2015, IBM SPSS Statistics 27, and AMOS 23. Microsoft Excel was used for data coding, screening, and cleaning. SPSS was employed for descriptive statistics, reliability analysis, and exploratory factor analysis (EFA). EFA was conducted using principal component analysis with varimax rotation to examine the underlying factor structure and refine the measurement scales (Sin et al., 2024). The suitability of the data was assessed using the Kaiser–Meyer–Olkin (KMO) measure (≥ 0.60) and Bartlett’s test of sphericity (p < 0.05) (Hutcheson & Sofroniou, 1999). Factors were retained based on eigenvalues (E) greater than 1, factor loadings (FL) of at least 0.60, cross-loadings below 0.40, and cumulative variance explained (Cu%) exceeding 60% (Hair et al., 2014, 2019).
The reliability of each construct was evaluated using Cronbach’s alpha (α ≥ .70) (Hair et al., 2014). Subsequently, confirmatory factor analysis (CFA) and structural equation modeling (SEM) were performed using AMOS 23 to validate the measurement model and examine the hypothesized relationships. Model fit was evaluated using multiple goodness-of-fit indices, including χ²/df (CMIN/DF), RMSEA, NFI, CFI, GFI, AGFI, TLI, IFI, and RFI, based on established recommendations, as presented in Table 2 (Hair et al., 2014; Schermelleh-Engel et al., 2003). Where necessary, modification indices were considered to improve model fit, provided the modifications were theoretically justified.
Table 2. Measurement model fit indices  
	Model Fit Indices
	Acceptable Fit
	Good Fit

	Chi-square divided by degrees of freedom (χ2 /df)
	2< χ2≤ 3
	0≤χ2/df≤2

	Root Mean Square Error of Approximation (RMSEA)
	0.05<RMSEA≤0.08
	0≤RMSEA≤0.05

	Normed Fit Index (NFI)
	0.90≤NFI<0.95
	0.95≤NFI≤1.00

	Comparative Fit Index (CFI)
	0.95≤CFI<0.97
	0.97≤CFI≤1.00

	Goodness -of-Fit Index (GFI)
	0.90≤GFI<0.95
	0.95≤GFI≤1.00

	Adjusted Good-of-Fit Index (AGFI)
	0.85≤AGFI<0.90
	0.90≤AGFI≤1.00

	Tucker-Lewis Index (TLI)
	0.90≤TLI<0.95
	0.95≤TLI≤1.00

	Incremental Fit Index (IFI)
	0.90≤RFI<0.95
	0.95≤RFI≤1.00

	Relative Fit Index (RFI)
	0.90≤IFI<0.95
	0.95≤IFI≤1.00


Convergent validity was assessed via average variance extracted (AVE ≥ 0.50) and composite reliability (CR ≥ 0.70) (Henseler et al., 2015), computed as:





where λ is the standardized factor loading, i is the number of items, and δ is the error variance (δ = 1 − λ²ᵢ). Loadings above 0.60, with t-values > 1.96 and p < 0.001, were required to confirm convergent validity (Hair et al., 2014). Discriminant validity was evaluated using the heterotrait–monotrait (HTMT) ratio, applying threshold values of .85 (strict criterion) and .90 (liberal criterion) (Henseler et al., 2015). Pearson correlation analysis examined the strength and direction of relationships among variables (Krehbiel, 2004). Common method bias was evaluated using the common latent factor (CLF) technique, comparing CFA models with and without a CLF; a difference of less than 0.20 in standardized loadings indicated bias was not a serious concern (Afthanorhan et al., 2021; Podsakoff et al., 2003). In addition, the Sobel test was employed to evaluate the significance of the indirect effects, where an indirect effect is considered statistically significant when the Z-value exceeds 1.96 (p < 0.05), 2.58 (p < 0.01), and 3.29 (p < 0.001) (Sobel, 1982). Finally, all hypotheses were estimated simultaneously using SEM, and the results are reported as standardized path coefficients.
IV. RESULTS AND DISCUSSION
4.1. Results
The results of this study are presented in several sections, including respondent demographics, descriptive statistics, exploratory factor analysis (EFA), reliability analysis, confirmatory factor analysis (CFA), validity assessments, common method bias, correlation analysis, structural equation modeling (SEM) results for testing the hypothesized relationships, and mediation analysis using the Sobel test.
4.1.1. Respondent Demographics
Table 3 presents the demographic characteristics of the 600 participants. The sample consisted of more female respondents than male respondents, with the majority aged 21–23 years. Most participants were from the Faculty of Business Administration, followed by Information Technology and Science, and Finance and Banking. Regarding personal income, the largest proportion reported earning USD 201–300 per month. In terms of order value, most respondents spent below USD 5 per order, followed by USD 5–9.99, while fewer participants reported higher spending levels.
Table 3. Demographic characteristics of the respondents
	Demographic
	Description
	Frequency
	Percentage

	Gender
	Male
	220
	37

	
	Female
	380
	63

	Age
	18–20 years
	100
	16.7

	
	21–23 years
	409
	68.2

	
	24–26 years
	75
	12.5

	
	27–34 years
	16
	2.7

	Faculty 
	Business Administration
	382
	63.7

	
	Information Technology and Science
	63
	10.5

	
	Finance and Banking
	61
	10.2

	
	Tourism and Hospitality
	44
	7.3

	
	Law
	30
	5.0

	
	Architecture
	20
	3.3

	Personal Income
	Less than $100 
	55
	9.2

	
	$100–$200 
	89
	14.8

	
	$201–$300 
	228
	38.0

	
	$301–$400 
	138
	23.0

	
	Above $400
	90
	15.0

	Order Value
	Below USD 5
	418
	69.7

	
	USD 5–9.99
	101
	101

	
	USD 10–14.99
	60
	60

	
	USD 15–19.99
	21
	21



4.1.2. Descriptive Statistics
Table 4 illustrates that all study variables were rated from "Agree" to "Strongly Agree," indicating positive perceptions among the respondents. RI recorded the highest mean score, whereas SQ showed the lowest mean score. Nevertheless, the differences among the constructs were relatively small. Overall, the findings suggest that respondents had a positive perception of all constructs, providing support for the subsequent structural model analysis.
Table 4: Results of descriptive statistics
	Variables
	Min
	Max.
	M
	SD
	Ske.
	Kur.
	LA

	SQ
	1.00
	5.00
	4.1857
	0.6799
	-0.888
	0.675
	Agree

	PC
	1.00
	5.00
	4.2188
	0.6398
	-0.774
	0.542
	Strongly Agree

	CS
	1.00
	5.00
	4.2738
	0.6297
	-0.741
	0.135
	Strongly Agree

	RI
	1.00
	5.00
	4.3147
	0.6279
	-0.904
	0.775
	Strongly Agree


Note: Min. = Minimum; Max. = Maximum; M = Mean; SD = Standard Deviation; LA = Level of Agreement

4.1.2. Exploratory Factor Analysis
Exploratory factor analysis (EFA) was conducted in the first stage using an independent dataset (n = 200) collected separately from the main sample to examine the underlying factor structure and support item refinement. Given the exploratory purpose of this stage, the EFA results were primarily used for item purification and preliminary assessment of the measurement structure rather than definitive construct validation. Item refinement was guided by statistical criteria and theoretical considerations to ensure that retained items adequately represented their intended constructs. The results indicated that two Service Quality items demonstrated factor loadings below the recommended threshold of 0.60, including SQ1 (FL = 0.546) and SQ6 (FL = 0.587). 
These items showed relatively weak contributions to their respective constructs and may have reduced measurement consistency. Moreover, their lower factor loadings suggested limited representation of the intended construct dimensions, which could affect construct clarity. Therefore, these items were removed to improve the reliability and validity of the refined measurement model. Following item purification, all remaining items achieved factor loadings above 0.60, eigenvalues greater than 1, and cumulative variance exceeding 60%, indicating satisfactory measurement properties. The factor loadings are presented in Table 5.
Table 5. Exploratory factor analysis results
	Constructs
	Factor Analysis

	
	FL
	KMO
	E
	Cu%

	Service Quality

	SQ1
	Foodpanda delivers its services on time.
	0.546
	0.870
	3.227
	64.530

	SQ2
	Foodpanda provides services that meet my needs.
	0.775
	
	
	

	SQ3
	The Foodpanda app is well-organized, making it easy to access services.
	0.768
	
	
	

	SQ4
	Foodpanda delivers food within the promised time.
	0.809
	
	
	

	SQ5
	Foodpanda provides my requested services accurately and reliably.
	0.823
	
	
	

	SQ6
	Foodpanda's customer service staff are knowledgeable and able to effectively solve my problems.
	0.587
	
	
	

	SQ7
	Foodpanda responds promptly when I report problems or have inquiries.
	0.839
	
	
	

	Perceived Convenience

	PC1
	Foodpanda allows me to order food whenever it is convenient for me.
	0.791
	0.877
	4.284
	61.196

	PC2
	Foodpanda helps me save time when ordering food.
	0.849
	
	
	

	PC3
	Foodpanda provides a convenient way to get meals without leaving my location.
	0.852
	
	
	

	PC4
	Foodpanda's order alerts and notifications make it more convenient for me to manage my food orders.
	0.725
	
	
	

	PC5
	Foodpanda makes ordering food a seamless part of my daily routine.
	0.705
	
	
	

	PC6
	Foodpanda provides a convenient way to access food from multiple restaurants through a single app.
	0.775
	
	
	

	PC7
	Foodpanda helps me choose food and beverages by providing relevant recommendations.
	0.766
	
	
	

	Customer Satisfaction

	CS1
	Foodpanda's services meet my expectations.
	0.837
	0.913
	4.835
	69.065

	CS2
	My experience with Foodpanda has been better than I expected.
	0.797
	
	
	

	CS3
	Overall, I am happy with the services provided by Foodpanda.
	0.887
	
	
	

	CS4
	Choosing Foodpanda was the right decision for me.
	0.864
	
	
	

	CS5
	Overall, I am satisfied with my experience using Foodpanda.
	0.817
	
	
	

	CS6
	Foodpanda is close to my ideal online food delivery platform.
	0.834
	
	
	

	CS7
	Using Foodpanda makes me feel pleased with my food ordering experience.
	0.776
	
	
	

	Resue Intention

	RI1
	I expect to use Foodpanda frequently in the future.
	0.782
	0.868
	3.477
	69.549

	RI2
	I intend to continue using Foodpanda in the future.
	0.903
	
	
	

	RI3
	Foodpanda will be my first choice when I need food delivery services.
	0.834
	
	
	

	RI4
	I intend to use Foodpanda again whenever I order food online.
	0.842
	
	
	

	RI5
	I will choose Foodpanda over other food delivery platforms whenever possible.
	0.804
	
	
	



4.1.3. Reliability Testing
Table 6 shows that all constructs achieved satisfactory reliability, with Cronbach’s alpha (α) values ranging from 0.862 to 0.952 and average inter-item correlation (AIIC) values from 0.545 to 0.638. After EFA, two items (SQ1 and SQ6) were removed to improve measurement consistency. Overall, the reliability results indicate that the measurement items demonstrated acceptable internal consistency for further analysis.
Table 6. Reliability analysis of measurement items
	No
	Constructs
	Items
	Cronbach’s α
	Reliability Level
	AIIC

	1
	Service Quality
	5
	0.862
	Good
	0.556

	2
	Perceived Convenience
	7
	0.952
	Excellent
	0.638

	3
	Customer Satisfaction
	7
	0.893
	Good
	0.545

	4
	Reuse Intention
	5
	0.890
	Good
	0.617


Note. Cronbach’s α: excellent (> 0.90); good (0.80–0.89); acceptable (0.70–0.79); questionable (0.60–0.69); poor (0.50–0.59); and unacceptable (< 0.50); AIIC: 0.30 ≤ AIIC ≤ 0.70.

4.1.4. Confirmatory Factor Analysis
A confirmatory factor analysis (CFA) was conducted using the main sample (n = 600) following the EFA, which was performed on an independent sample. The CFA aimed to validate the measurement model and confirm the factor structure identified through the EFA. The analysis was conducted in two stages: (1) the first-order measurement model and (2) the second-order measurement model. In the first-order measurement model, each observed item was specified to load on its respective latent construct to examine construct reliability and convergent validity. Standardized factor loadings were evaluated against the recommended threshold of 0.70 or close to 0.70. This benchmark is recommended because a standardized loading of 0.70, when squared ((0.70)² = 0.49), indicates that approximately 49% of an indicator's variance is explained by its underlying construct, thereby contributing to the recommended AVE of at least 0.50 and supporting convergent validity. 
Nevertheless, indicators with loadings slightly below 0.70 may be retained if they are theoretically meaningful and do not substantially reduce the construct's AVE below the recommended threshold. Therefore, the decision to retain or remove an indicator was based not only on its standardized loading but also on its contribution to the overall measurement quality and convergent validity of the construct. Accordingly, items with inadequate loadings were reviewed and removed when necessary. The results show that three items, such as SQ5 (λ = 0.601), CS5 (λ = 0.657), and RI1 (λ = 0.632), were removed due to their low factor loadings. These items also exhibited weaker higher-order loadings, cross-loading concerns, and high modification indices in the second-order model. Their removal improved the overall measurement quality and model fit. Subsequently, the second-order measurement model was estimated to examine the relationships between the higher-order constructs and their underlying dimensions. 
After establishing an acceptable first-order measurement model, a second-order factor model was subsequently conducted by using the validated first-order factors as indicators of their respective higher-order constructs. All retained first-order factors showed satisfactory higher-order loadings, with loadings either exceeding or closely approaching 0.70. and the overall model demonstrated acceptable fit. The χ²/df ratio was 2.948, below the recommended threshold of 3.00, while the RMSEA value was 0.057, indicating good model fit. The incremental fit indices also showed strong model performance, including NFI = 0.933, CFI = 0.954, TLI = 0.946, IFI = 0.954, and RFI = 0.920. Furthermore, the absolute fit indices, including GFI = 0.922 and AGFI = 0.890, indicated an adequate model fit. Overall, the CFA results confirm the validity and stability of the measurement model, supporting its suitability for subsequent structural model analysis.
4.1.5. Convergent Validity and Composite Reliability
Table 7 presents the convergent validity and reliability results of the measurement model. All standardized loadings (λ) exceeded the acceptable threshold of 0.60, ranging from 0.670 to 0.787, and all t-values were statistically significant (p < 0.001). CR values ranged from 0.84 to 0.89, AVE values ranged from 0.50 to 0.57, and Cronbach's alpha (α) values ranged from 0.797 to 0.889, all exceeding the recommended thresholds. Although the AVE for the SQ construct was 0.50, it met the minimum recommended threshold, indicating acceptable convergent validity. Overall, these results confirm satisfactory convergent validity and internal consistency of the measurement model.
Table 7. Confirmatory factor analysis results
	Constructs
	Standardized ()
	t-value
	p-value
	CR
	AVE
	Cronbach’s α

	Service Quality 

	SQ4
	←
	0.690
	 
	 
	0.87
	0.50
	0.797

	SQ5
	←
	0.695
	16.434
	***
	
	
	

	SQ7
	←
	0.768
	15.082
	***
	
	
	

	SQ2
	←
	0.670
	14.607
	***
	
	
	

	Perceived Convenience

	PC7
	←
	0.760
	 
	 
	0.89
	0.54
	0.889

	PC6
	←
	0.692
	19.011
	***
	
	
	

	PC5
	←
	0.706
	17.214
	***
	
	
	

	PC4
	←
	0.700
	17.219
	***
	
	
	

	PC3
	←
	0.752
	18.984
	***
	
	
	

	PC2
	←
	0.776
	19.593
	***
	
	
	

	PC1
	←
	0.739
	18.517
	***
	
	
	

	Customer Satisfaction

	CS2
	←
	0.784
	 
	 
	0.89
	0.57
	0.887

	CS1
	←
	0.747
	19.564
	***
	
	
	

	CS3
	←
	0.787
	20.783
	***
	
	
	

	CS4
	←
	0.717
	18.602
	***
	
	
	

	CS6
	←
	0.750
	19.576
	***
	
	
	

	CS7
	←
	0.726
	18.898
	***
	
	
	

	Reuse Intention

	RI2
	←
	0.763
	 
	 
	0.84
	0.57
	0.842

	RI3
	←
	0.781
	19.426
	***
	
	
	

	RI4
	←
	0.756
	18.722
	***
	
	
	

	RI5
	←
	0.716
	17.638
	***
	
	
	


4.1.6. Discriminant Validity of Constructs
Table 8 presents the heterotrait–monotrait (HTMT) ratio used to assess discriminant validity. The HTMT values ranged from 0.792 to 0.872. Although several HTMT values were relatively high, all remained below the recommended threshold of 0.90, indicating that discriminant validity was established and that the constructs were empirically distinct from one another. 
Table 8: Discriminant validity results (HTMT criteria)
	Constructs
	SQ
	PC
	CS
	RI

	SQ
	
	 
	 
	 

	PC
	0.821
	
	 
	 

	CS
	0.843
	0.872
	
	 

	RI
	0.792
	0.827
	0.853
	


4.1.7. Correlation Matrix
Table 9 presents the Pearson correlation coefficients among the study constructs. All constructs were positively and significantly correlated at the 0.01 level (2-tailed), with correlation coefficients ranging from 0.646 to 0.834. The strongest correlation was observed between PC and CS (r = 0.834), whereas the weakest correlation was found between SQ and RI (r = 0.646). Overall, the results indicate positive associations among the constructs, supporting the proposed theoretical relationships.
Table 9. Correlation matrix results
	Constructs
	SQ
	PC
	CS
	RI

	SQ
	1.00
	
	
	

	PC
	0.711**
	1.00
	
	

	CS
	0.724**
	0.834**
	1.00
	

	RI
	0.646**
	0.780**
	0.750**
	1.00


Note. ** Correlation is significant at the 0.01 level (2-tailed).
4.1.8. Common Method Bias
Given the use of a single-source, self-reported questionnaire administered at a single time point, common method bias was assessed using the common latent factor (CLF) technique within the confirmatory factor analysis model. Although some items exhibited differences in standardized loadings exceeding the 0.20 threshold, the overall results indicated that common method bias was not a serious concern. Nevertheless, due to the single-source and cross-sectional design, its potential influence cannot be entirely ruled out, and the findings should be interpreted with caution.
4.1.9. Structural Equation Modeling Results
[bookmark: _Hlk235801238]According to the SEM results presented in Figure 2, all proposed relationships are significant and positive. Specifically, service quality (β = 0.362, t-value = 9.990, p-value < 0.001) and perceived convenience (β = 0.820, t-value = 15.195, p-value < 0.001) have significant positive effects on customer satisfaction. Furthermore, service quality (β = 0.140, t-value = 2.564, p-value = 0.010), perceived convenience (β = 0.625, t-value = 5.788, p < 0.001), and customer satisfaction (β = 0.277, t-value = 2.482, p-value = 0.013) significantly and positively influence reuse intention. Among these relationships, perceived convenience demonstrates the strongest effect on customer satisfaction, followed by perceived convenience on reuse intention, service quality on customer satisfaction, customer satisfaction on reuse intention, and service quality on reuse intention. These findings suggest that perceived convenience is the most influential factor in enhancing both customer satisfaction and reuse intention among young Foodpanda users, while service quality and customer satisfaction also play significant roles in encouraging customers to continue using the platform.
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Figure 2. Proposed structural equation model results
Table 10 presents the standardized path coefficients, t-values, and p-values for the hypothesized direct relationships. The results indicate that all five hypotheses, including H1, H2, H3, H4, and H5, are supported. Specifically, both SQ and PC have significant positive effects on CS, supporting H1 and H2. SQ, PC, and CS each exert significant positive effects on RI, supporting H3, H4, and H5. Among these relationships, the effect of PC on CS (H2) is the strongest, followed by PC on RI (H4), SQ on CS (H1), CS on RI (H5), and SQ on RI (H3). The squared multiple correlation coefficients (R²) indicate that SQ and PC jointly explain 80% of the variance in CS (R² = 0.80). Likewise, SQ, PC, and CS collectively explain 80% of the variance in RI (R² = 0.80). These findings demonstrate that the proposed structural model has strong explanatory power in explaining both customer satisfaction and reuse intention.
Table 10: Results of direct hypothesis testing
	Constructs
	Hypothesis
	Path Relations
	β
	t-value
	p-value
	Results

	SQ
	H1
	SQ  CS
	0.362
	9.990
	0.000
	Supported

	PC
	H2
	PC CS
	0.820
	15.195
	0.000
	Supported

	SQ
	H3
	SQ RI
	0.140
	2.564
	0.010
	Supported

	PC
	H4
	PC RI
	0.625
	5.788
	0.000
	Supported

	CS
	H5
	CS RI
	0.277
	2.482
	0.013
	Supported


Note. β=standardized path coefficient; path significance is as follows: *p<.05, **p<.01, ***p<.001, t-value > 1.96
Additionally, mediation analysis was conducted to determine whether customer satisfaction (CS) mediates the relationships between service quality (SQ) and reuse intention (RI), as well as between perceived convenience (PC) and reuse intention. To examine the mediating role of CS in the relationships between SQ, PC, and RI, the Sobel test was conducted. The mediation analysis was performed using the standardized coefficients and standard errors obtained from the structural model. The first mediation analysis examined the indirect effect of SQ on RI through CS. The results indicated that SQ significantly influenced CS (β = 0.362, SEa = 0.030, p-value < 0.001), and CS significantly affected RI (β = 0.277, SEb = 0.114, p-value < 0.05). 
The Sobel test confirmed a significant indirect effect (Z = 2.382, p-value = 0.017), indicating that CS significantly mediates the relationship between SQ and RI. The second mediation analysis tested the indirect effect of PC on RI through CS. The results showed that PC had a significant effect on CS (β = 0.820, SEa = 0.044, p-value < 0.001), while CS significantly predicted RI (β = 0.277, SEb = 0.114, p-value < 0.05). The Sobel test also revealed a significant indirect effect (Z = 2.409, p-value = 0.015), confirming that CS mediates the relationship between PC and RI. Overall, the findings demonstrate that CS serves as a significant mediator, explaining how SQ and PC contribute to RI among young Foodpanda users in Cambodia, as presented in Table 11.
Table 11. The results of the mediating effect by Sobel’s Test
	Mediation Path
	SC*
(a x b)
	Sobel’s Test
	Results
	

	
	
	a
	SEa
	b
	SEb
	z-Test
	p-value
	

	SQ → CS → RI
	0.100
	0.362
	0.030
	0.277
	0.114
	2.382
	0.017
	Significant

	SQ → CS → RI
	0.227
	0.820
	0.044
	0.277
	0.114
	2.409
	0.015
	Significant


Note. SC* = Standardized Coefficient for mediating effect; Sobel test critical values: |Z| ≥ 1.96 (p < 0.05), |Z| ≥ 2.58 (p <0 .01), and |Z| ≥ 3.29 (p <0 .001); z-test =

4.2. Discussion
The findings suggest that reuse intention among young Foodpanda users in Cambodia is not explained by service quality alone, but by a combination of service quality, perceived convenience, and customer satisfaction. The structural model explained 80% of the variance in both customer satisfaction and reuse intention, indicating strong explanatory power. Among the proposed relationships, perceived convenience on customer satisfaction emerged as the strongest effect, followed by perceived convenience on reuse intention, service quality on customer satisfaction, customer satisfaction on reuse intention, and service quality on reuse intention. Customer satisfaction also significantly mediated the relationships between service quality, perceived convenience, and reuse intention. 

This pattern indicates that customers' continued use of Foodpanda depends not only on service quality but also on the convenience of the platform and the satisfaction developed through their overall service experience. These findings are consistent with SERVQUAL and the Expectation-Confirmation Model, which explain that customers’ evaluations of service performance and the confirmation of their expectations contribute to satisfaction and continued usage behavior. The results generally support previous studies reporting that service quality, perceived convenience, and customer satisfaction positively influence reuse intention. However, perceived convenience demonstrated substantially stronger effects than service quality, suggesting that young customers place greater importance on saving time, minimizing effort, and accessing food delivery services conveniently than on service quality alone. 

Nevertheless, service quality remained significant in influencing both customer satisfaction and reuse intention, indicating that reliable service performance continues to play an important supporting role in encouraging customers to reuse the platform. The mediation analysis further demonstrates that customer satisfaction functions as an important mechanism through which service quality and perceived convenience enhance reuse intention, consistent with previous studies. Since the direct effects of both service quality and perceived convenience remained significant after customer satisfaction was included, the findings indicate partial mediation, suggesting that both factors influence reuse intention directly and indirectly through customer satisfaction. 

Notably, although service quality exhibited comparatively smaller direct effects, its significant direct and indirect relationships demonstrate that maintaining reliable service remains essential for sustaining customer satisfaction and encouraging continued platform use. Within the Cambodian context, where online food delivery services have become increasingly integrated into the daily lives of young consumers, these findings suggest that providers should simultaneously improve platform convenience and maintain high service quality to strengthen customer satisfaction and encourage long-term reuse. This study contributes empirical evidence from Cambodia by demonstrating that convenience is the dominant driver of reuse intention, while service quality remains an indispensable factor through both its direct and indirect effects.

V. CONCLUSION
5.1 Conclusion
The main objective of this study was to examine the effects of service quality and perceived convenience on customer satisfaction and reuse intention among young Foodpanda users in Cambodia, as well as the mediating role of customer satisfaction. The findings revealed that all proposed hypotheses were supported. Specifically, service quality and perceived convenience significantly enhanced customer satisfaction, while service quality, perceived convenience, and customer satisfaction positively influenced reuse intention. Among these relationships, perceived convenience demonstrated the strongest effects on both customer satisfaction and reuse intention, whereas service quality exhibited comparatively smaller but still significant direct effects. Furthermore, customer satisfaction significantly and partially mediated the relationships between service quality, perceived convenience, and reuse intention.
Overall, the findings indicate that reuse intention is more strongly driven by perceived convenience than by service quality alone, while customer satisfaction serves as an important mechanism linking customers' service experiences to their continued use of the platform. This study contributes empirical evidence from the Cambodian online food delivery context by integrating SERVQUAL and the Expectation-Confirmation Model to explain customers' post-adoption behavior. However, the findings should be interpreted cautiously because the study focused only on young Foodpanda users in Cambodia. Future research may examine these relationships across different food delivery platforms, demographic groups, and cultural settings to enhance the generalizability of the findings.
5.2 Implications of The Study
This study provides both theoretical and practical implications for understanding customer reuse intention toward online food delivery platforms. Theoretically, the findings support the integration of SERVQUAL and the Expectation-Confirmation Model by demonstrating that reuse intention is jointly influenced by service quality, perceived convenience, and customer satisfaction. The results further highlight customer satisfaction as an important mechanism linking service quality and perceived convenience with reuse intention. Moreover, this study extends the existing literature by providing empirical evidence from the Cambodian online food delivery context, where research on customers' post-adoption behavior remains relatively limited.  Practically, the findings offer valuable implications for business owners, policymakers, users, and academicians. For business owners, the stronger influence of perceived convenience suggests prioritizing user-friendly application design, efficient ordering processes, reliable payment systems, and fast delivery services while maintaining high service quality to strengthen customer satisfaction and encourage repeated use. 
For policymakers, the findings emphasize the importance of supporting digital commerce through policies that promote service quality standards, consumer protection, and digital infrastructure to foster sustainable growth in the online food delivery industry.  For consumers, the results indicate that both convenience and service quality contribute to satisfactory service experiences and continued platform usage, enabling customers to make more informed decisions when selecting food delivery services. Finally, for academicians, this study provides a useful empirical framework for examining customer post-adoption behavior in digital service settings and offers a foundation for future research incorporating additional determinants, different digital platforms, or broader demographic and cross-cultural contexts.

This study provides empirical evidence on the factors influencing customer satisfaction and reuse intention among young Foodpanda users in Cambodia. However, several limitations should be acknowledged. First, the study employed convenience sampling and was conducted at a single university in Cambodia, with a higher proportion of female respondents and a sample limited to young users. These characteristics may restrict the generalizability of the findings to broader customer populations, different age groups, and other geographical or institutional contexts. Second, the study relied solely on self-reported quantitative data collected through a cross-sectional survey, which may introduce response bias and limit causal interpretation. Although common method bias was assessed, its influence cannot be entirely ruled out. Finally, the study focused exclusively on Foodpanda and was developed based primarily on literature published between 2020 and 2026, which may limit the applicability of the findings to other online food delivery platforms and earlier theoretical perspectives.

Future research may address these limitations by employing probability sampling techniques and recruiting more balanced samples across gender, age groups, universities, and geographical regions in Cambodia. Longitudinal or mixed-methods approaches incorporating qualitative interviews may provide deeper insights into customers' post-adoption behaviors while strengthening causal inference and reducing potential common method bias. In addition, future studies may compare multiple online food delivery platforms, such as Nham24, WowNow, GrabFood, and Foodpanda, to examine whether the relationships identified in this study remain consistent across different digital service providers. Expanding the theoretical framework with additional variables and incorporating a broader range of literature may also further enhance the understanding of customer reuse intention in online food delivery services.
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