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ABSTRACT


The integration of digital ordering systems in fast-food establishments has transformed customer service by offering faster, more convenient ordering processes. Despite technological advancements, challenges related to system performance, service responsiveness, and information clarity continue to affect customers’ overall experience. This study aimed to determine the relationship between service quality of the digital ordering system and its relationship to service convenience in a fast-food chain. The respondents of this study were 300 customers who regularly used the digital ordering system. A stratified random sampling technique was employed to ensure representative participation from different customer groups. This study utilized a quantitative non-experimental research approach through a descriptive-correlational design. Adapted questionnaires were used and carefully evaluated to ensure their accuracy and relevance. The statistical tools applied were the mean and Pearson r correlation coefficient. Results revealed that both service quality and service convenience received a descriptive level of very high, indicating that customers always observed positive service experiences and convenient usage of the digital ordering system. Pearson r revealed a significant and strong positive relationship between the service quality of the digital ordering system and service convenience (r=0.654, p<.001). These findings suggest that improvements in service quality are significantly related to higher levels of convenience and overall satisfaction of customers when using the digital ordering platform.
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INTRODUCTION

[bookmark: _heading=h.o2i99jwht63c]Service Convenience was found to be the strongest factor influencing customers intention to use online food delivery services (Wang et al., 2025). However, despite the exponential growth of online food delivery platforms worldwide, many consumers report dissatisfaction due to late deliveries, incorrect orders, food safety issues, and inconsistent service quality (Zhang et al., 2023). Furthermore, De Jesus et al., (2024) stated that, even with the adoption of digital ordering tools, delays in order confirmation, laggy interfaces, or system downtime can reduce users’ perception of convenience, especially when expectations for responsiveness are high. On one hand, the absence of a centralized and efficient ordering system results in manual errors, miscommunications, and prolonged waiting times (Ulemu et al., 2024). Moreover, Pasana (2025) notes that inconsistent delivery performance, delayed transactions, and food safety concerns have been identified as major issues that reduce customers’ perception of convenience when using digital food delivery systems.
Digital ordering systems offer multiple functions, including providing a wide range of food choices, transmitting orders to food providers, managing payments, preparing food for delivery without physical contact, and assisting with tracking (Pillai et al., 2022). Research has shown that convenience is a primary factor in selecting digital ordering apps, and higher convenience leads to greater overall satisfaction. Yoopetch et al. (2022), highlighting the importance of designing systems that are user-friendly and time-efficient. Among the determinants of service quality such as service efficiency, ordering processes, food hygiene, service convenience, and service tangibility Cheng et al., (2021) service convenience plays a crucial role in enhancing customer experience and fostering loyalty, suggesting that prioritizing convenience can increase repeat usage. Furthermore, time-saving convenience strongly predicts positive behavioral intentions, indicating that customers are more likely to engage repeatedly with systems that are both efficient and convenient (Kalimuthu & Sabari- Ajay, 2020). In line with this, understanding customer perceptions of self-ordering kiosks is vital for improving satisfaction and motivating continued use of digital ordering technologies (Dela Peña & Aquino, 2023). Furthermore, Cheng et al., (2021) explain that operational factors such as food freshness, variety, and delivery traceability contribute to sustaining service quality and encouraging customer return, emphasizing that tangible aspects of service also support perceptions of convenience.
Digital ordering is increasingly utilized because it provides fast and convenient access to a wide range of food and drink options, eliminating the need for customers to wait in long lines, browse physical menus, or make cumbersome cash payments (Zhao & Bacao, 2020). According to Erlangga et al. (2023), service quality has a significant influence on service convenience. Previous studies have explored the reasons and patterns behind customers’ use of online food ordering systems. For instance, research by Prasetyo et al. (2021) demonstrated that consistently positive experiences with online food ordering foster customer loyalty, such as frequent purchases and word-of-mouth recommendations. Similarly, users who perceive the ordering process as convenient are more likely to continue using the service (Bao & Zhu, 2022). Moreover, Pacheco et al. (2024) noted that efficiency in transaction processing and prompt service further reinforce this positive perception, enhancing overall customer satisfaction.
Existing studies have mainly explored digital ordering systems and customer satisfaction in urban fast-food settings, leaving provincial branches underexamined where customer behavior and technological familiarity may differ (Doña et al., 2023). However, limited research has specifically investigated how service quality factors such as reliability, ease of use, responsiveness, and security directly influence service convenience in digital ordering contexts (Tan & Pilar, 2024). Moreover, although digital platforms like mobile apps and self-service kiosks have been shown to improve operational efficiency, service convenience has often been mentioned only indirectly and not clearly linked to service quality (Abeleda & Galay-Limos, 2025). In line with this, De Silva et al. (2024) highlights that the relationship between service quality and service convenience in provincial fast-food branches remains unclear.
This study aims to assess the service quality of the digital ordering system and its relationship to service convenience of a fast-food chain. Specifically, the results of this study are essential to customers who use the online ordering system, as understanding the impact of service quality on perceived convenience may play a key role in enhancing customer satisfaction and improving the overall digital food ordering experience. This study aligns with SDG 8: Decent Work and Economic Growth, as it emphasizes the importance of improving the service quality of digital ordering systems to enhance business efficiency, customer satisfaction, and sustainable economic activity in local food service operations. Furthermore, by examining how technological innovations such as digital ordering systems strengthen operational infrastructure and improve service delivery, this study contributes to SDG 9: Industry, Innovation, and Infrastructure.

STATEMENT OF THE PROBLEM
This study aimed to assess the service quality and its relationship to service convenience of the digital ordering system in a fast-food chain. Specifically, this study sought to answer the following questions:
1. What is the level of Service Quality of the Digital Ordering System in terms of;	
1.1 reliability;
1.2 maintenance of meal quality and hygiene;
1.3 assurance;
1.4 security;
1.5 system operation; and
1.6 traceability? 
	2. What is the level of Service Convenience in terms of;
	    	2.1 access convenience;
	    	2.2 search convenience;
	    	2.3 transaction convenience;
	    	2.4 decision-making convenience;
	    	2.5 benefit convenience;
	    	2.6 post-benefit convenience;
	    	2.7 perceived usefulness;
	    	2.8 intention to use; and
	    	2.9 usage behavior?
	3. Is there a significant relationship between the Service Quality of the Digital Ordering System and Service Convenience?
HYPOTHESIS
The null hypothesis was tested at 0.05 level of significance, stating that there is no significant relationship between the service quality and service convenience of the digital ordering system of a fast-food chain.
THEORETICAL FRAMEWORK
This study is anchored by the SERVQUAL model by Parasuraman et al. (1988), that serves as a basis for measuring service quality through five categories: tangibility, reliability, responsiveness, assurance, and empathy. This demonstrated the way the quality of the digital ordering system affects customers' feeling of convenience and satisfaction. Doña et al. (2023) further highlighted that when service quality is technology-based and efficiently delivered, customers are more likely to find the process convenient and satisfying. Similarly, Bastianpillai and Marasinghe (2023) emphasized that a properly structured digital service fosters smooth, fast, and reliable transactions, resulting in a positive customer experience. Therefore, higher levels of service quality, as explained by the SERVQUAL model, directly increase customers perceived service convenience in digital ordering systems.
Furthermore, the Consumer Convenience Theory by Berry et al. (2002) agreed with the SERVQUAL model in that it concentrates on how consumers determine the convenience they undergo during the service process. It helped to understand the transition of the quality of the service into the feeling of convenience while using the digital ordering platform. To support this, Pantinople and Sudaria, (2025) argued that businesses which simplify decision-making, access, and transaction processes not only make customers satisfied but also, they will have a high probability of customer retention. Therefore, service quality is the main source of convenience in the total customer experience, thus, improved service quality contributes to higher levels of perceived service convenience by minimizing effort, saving time, and reducing complexity in the customer experience.
Moreover, the Technology Acceptance Model (TAM) of Davis (1989), also supports the relationship between service quality and service convenience, as it explains how customers' adoption of digital systems makes ordering systems easy to navigate and helpful in completing orders as useful and easy to use. Thus, when the digital ordering platform is considered a tool that can effectively and efficiently meet users' needs, it follows that customers' overall feeling of convenience will be elevated, and the technology design will be directly linked to service quality and satisfaction. Chawla and Joshi (2025), elaborated that the ease of use and usefulness of digital systems are the main factors that lead to customer satisfaction, while Sharma (2024) suggested that the presence and quality of features in an online platform are the ways through which customers get convenience and the willingness to repeat the service ​‍​‌‍​‍‌transaction.
CONCEPTUAL FRAMEWORK
The conceptual framework of this study, as shown in Figure 1, outlined the study’s variables. The independent variable, service quality, was derived from the study of Cheng et al. (2021), which identified six key indicators that measure the service quality of online food delivery systems. These indicators evaluated how effectively the service meets convenience in digital ordering platforms. Service quality is measured by the following indicators: reliability, maintenance of meal hygiene and quality, assurance, security, system operation, and traceability. 
The dependent variable, service convenience, is adapted from the study of Wang, Zhou, and Suh (2025). This study expanded Berry et al.’s (2002) Consumer Convenience Theory by introducing nine dimensions that explain how customers perceive convenience in digital service environments. Service convenience was assessed through the following indicators: access convenience, search convenience, transaction convenience, decision-making convenience, benefit convenience, post-benefit convenience, perceived usefulness, intention to use, and usage behavior. 





  Independent Variable                                Dependent Variable
Service Quality
Reliability
Maintenance of Meal Hygiene and Quality
Assurance
Security
System Operation
Traceability
Service Convenience
Access Convenience
Search Convenience
Transaction Convenience
Decision- Making Convenience
Benefit Convenience
Post-Benefit Convenience
Perceived Usefulness
Intention to Use
Usage Behavior

















Figure 1.  Conceptual Framework of the Study
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METHODOLOGY
This chapter presented various approaches utilized in the research including research design, research locale, research subject, research instrument, data collection, statistical treatment, and ethical consideration, among others.
RESEARCH DESIGN
	This study utilized a quantitative research approach that combines descriptive and correlational methods in data analysis. Quantitative research is a method that requires the gathering and processing of numerical information with the goal of testing hypotheses and identifying trends (Tashakkori & Teddlie, 2023). Researchers gathered information through observation, experiments, or interviews. The data was then analyzed using the statistical techniques that fit the method of collection. The results were communicated in the form of conclusions or findings, as described by Barella et al. (2024), which respond to the research questions or verify the hypothesis. 
	Descriptive research is the process of systematically collecting information about a particular phenomenon by means of describing the current situation of an identified variable. After going through the steps of data collection, analysis, and synthesis, a hypothesis is developed and tested. The objective of this method was to present not only factual comparisons but also the interpretations of findings based on the analysis of characteristics, evolution, or relationships of a given phenomenon, while controlling or manipulating the variables involved (Pyo et al., 2023). On the other hand, Barroga et al., (2023) explained that correlational research investigates and understands the degree of relationships among two or more variables through the use of statistical data. It is particularly concerned with the discovery of data trends and patterns without necessarily confirming causation. Researchers studied the relationships and distributions of variables in a natural environment without any interference on their part.  
The research applied a quantitative research design using descriptive and correlational methods. The descriptive method was able to collect and analyze data systematically regarding the current state of the specified variables, thus offering a straightforward view of the existing situation. Moreover, the correlational method applied statistical analysis to find out how closely the variables are related. The study aspired to characterize, contrast, and explain the data trends and patterns in order to determine the relationships among the variables without changing or interfering with them.
RESEARCH SUBJECT
[bookmark: _heading=h.toi30e1usg3k]The respondents of this study were customers of a selected fast-food chain in Santo Tomas, Davao del Norte who have used the digital ordering system. They were classified according to demographic characteristics related to the use of the system, such as age, gender, occupation, and frequency of use. The study involved approximately 300 respondents and employs a stratified sampling technique to ensure that each group is adequately represented. This method allows the sample to accurately represent the population and capture the characteristics of different customer groups. Demographic factors and frequency of system use are considered, as these may influence customers’ experiences with the digital ordering system.
RESEARCH INSTRUMENT
	The researchers used two (2) modified survey questionnaires for the following independent variable: Service Quality of the Digital Ordering System, and the dependent variable: Service Convenience. The questionnaires were validated by the panelists and an external validator to test its validity. 
Service Quality Scale: The instrument for the independent variable was adapted from the Construction of a service quality scale for the online food delivery. A framework that has previously demonstrated established reliability in assessing the core determinants of service quality on the digital platforms. (Cheng et al., 2021). The questionnaire consists of six items in total, namely: Reliability (6 items), Maintenance of Meal Quality and Hygiene (6 items), Assurance (6 items), Security (4 items), System Operation (4 items), and Traceability (4 items). For reliability, the following were the Cronbach alpha values of each variable of the questionnaire: Reliability (R)= 0.903, Maintenance of Meal Quality and Hygiene (MMQH)= 0.915, Assurance (A)= 0.873, Security (S)= 0.868, System Operation (SO)= 0.793, and Traceability (T)= which collectively had 0.754 reliability. Each item was rated using a five-point Likert scale: 5 – Strongly Agree, 4 – Agree, 3 – Neutral, 2 – Disagree, and 1 – Strongly Disagree. 
	The levels of service quality scale were assessed using the following defined parameter limits and corresponding descriptions.
List 1: Assessing the levels of service quality 
	Scale
	Range of Means
	Descriptive Equivalent
	Interpretation

	5
	4.20 – 5.00
	Very High
	This indicates that service quality is always observed.

	4
	3.40 – 4.19
	High
	This indicates that service quality is oftentimes observed.

	3
	2.60 – 3.39
	Moderate
	This indicates that service quality is sometimes observed.

	2
	1.80 – 2.59
	Low
	This indicates that service quality is less observed.

	1
	1.0 – 1.79
	Very Low
	This indicates that service quality is least observed.



	Service Convenience: The instrument for the dependent variable was adapted from The Impact of Service Convenience in Online Food Delivery Apps on Consumer Behavior in the Chinese Market: The Moderating Roles of Coupon Proneness and Online Reviews by Wang et al., (2025). The instrument consists of nine items in total, including: Access Convenience (4 items), Search Convenience (4 items), Transaction Convenience (4 items), Decision-Making Convenience (4 items), Benefit Convenience (4 items), Post-Benefit Convenience (4 items), Perceived Usefulness (4 items), Intention to Use (5 items), and Usage Behavior (4 items). For reliability, the following are the Cronbach alpha values of each variable of the questionnaire: Access Convenience (AC)= 0.898, Search Convenience (SC)= 0.858, Transaction Convenience (TC)= 0.907, Decision-Making Convenience (DMC)= 0.873, Benefit Convenience (BC)= 0.894, Post-Benefit Convenience (PBC)= 0.878, Perceived Usefulness (PU)= 0.843, Intention to Use (IU)= 0.903, And Usage Behavior (UB) on which collectively has 0.874 reliability.  Moreover, the questionnaire utilized a five-point Likert scale ranging from 5 – Strongly Agree, 4 – Agree, 3 – Neutral, 2 – Disagree, and 1 – Strongly Disagree. 
	The levels of service convenience were assessed using the following defined parameter limits and corresponding descriptions.
List 2: Assessing the levels of service convenience 
	Scale
	Range of Means
	Descriptive Equivalent
	Interpretation

	5
	4.20 – 5.00
	Very High
	This indicates that service convenience is always manifested.

	4
	3.40 – 4.19
	High
	This indicates that service convenience is oftentimes manifested.

	3
	2.60 – 3.39
	Moderate
	This indicates that service convenience is sometimes manifested.

	2
	1.80 – 2.59
	Low
	This indicates that service convenience is less manifested.

	1
	1.0 – 1.79
	Very Low
	This indicates that service convenience is least manifested.



DATA GATHERING PROCEDURE
	Data collection is the organized process of acquiring information for purposes such as business decision-making, strategic planning, and research (Robinson et al., 2024). In addition, it involved a structured set of steps, from defining what data to collect, selecting valid tools, to ensuring its accuracy and relevance for the study (Klingebiel et al., 2024).
	Permission to conduct the study. The researchers sought permission from the Director for Research and Development to collect data. To ensure its validity, the study questionnaire was reviewed and validated, and the Ethics Certificate was then acquired by the researchers before proceeding with data collection.
        Ethical Considerations. The researchers ensured that informed consent was obtained from all respondents prior to their participation. The participants were briefed on the study's objectives and were informed of their right to withdraw at any time without penalty. To maintain anonymity and data confidentiality, no personal identifying information was collected. All gathered data were treated with the utmost privacy, stored securely, and used exclusively for academic purposes, ensuring that the rights and welfare of the respondents were protected throughout the research process.
	Survey Questionnaire Validation. The adapted questionnaire, designed to assess service quality and convenience, was utilized after panel approval. The instrument was validated first by the research adviser for clarity and relevance, and subsequently by a panel of experts who confirmed its reliability and accuracy before final preparation and distribution.
	Dissemination and retrieval of the questionnaire. Upon receiving validation, the researchers personally distributed the survey questionnaires to the chosen respondents of selected fast-food chains in Sto. Tomas Davao del Norte. Respondents were given ample time to answer all items completely and accurately. To ensure the dependability of the gathered data, the researchers carefully monitored the retrieval process and made sure that all questionnaires were collected in full.
	Collecting, analyzing, and processing of data. All retrieved questionnaires were reviewed for completeness and consistency. The researchers then secure assistance from the designated statistician to ensure accurate computation and interpretation of the results.
STATISTICAL TREATMENT OF DATA
	The following Statistical tools were used in the computation of data and testing the hypothesis at alpha 0.05 level of significance. 
	Mean. This was used to determine the overall service quality and service convenience of fast-food’s digital ordering system. Consistent with its role as a key measure of central tendency (Sial & Abid, 2023), the mean effectively summarizes participant perception and answers the first two research questions. It also serves as the primary measure of central tendency to establish the current 'descriptive level' of customer perceptions across the multi-item Likert scales.
       Pearson r. The Pearson correlation is widely used to evaluate the degree of association between variables, providing a precise measure of how strongly two sets of data are related (Turney, 2024). This was used to determine the relationship between service quality and service convenience of a fast-food chain’s digital ordering system. This statistical tool was the most appropriate tool to test the null hypothesis as it specifically measures both the strength and direction of a linear relationship between two quantitative variables. 
















RESULTS 

[bookmark: _heading=h.7zv7f9kh42k]The data presented, evaluated, and interpreted in this section are based on the research objectives. The following are the sequence in which the following topic discusses: level of service quality; and level of service convenience; correlations between service quality and service convenience; and analysis results.
Summary on the level of Service Quality 
The results for service quality, including its level as shown in Table 1, are presented, analyzed, and interpreted below. The mean scores ranged from 4.30 to 4.42, with an overall mean of 4.34 and a standard deviation of 0.69, which was described as very high, indicating that service quality is always observed. Moreover, the results reveal that Traceability obtained the highest mean of 4.42 (SD = 0.65), described as very high and always observed. In contrast, Assurance, and Security are recorded to have the lowest mean scores of 4.30; however, both indicators are described as very high and always observed.
The overall findings indicated that the level of service quality is always observed, particularly in terms of traceability. This suggests that customers are consistently informed about their order status, delivery time, and preparation progress through the digital ordering system. Clear and timely order information enhances customer confidence and satisfaction. Although other indicators obtained slightly lower mean scores, they remain always observed.
[bookmark: _heading=h.3f7jyhoeszsk]Table 1 
[bookmark: _heading=h.q7me4mjno899]Summary on the level of service quality 
	Indicator
	Mean
	SD
	Descriptive Level

	Reliability
	4.32
	0.71
	Very High

	Maintenance of meal quality and hygiene
	4.33
	0.72
	Very High

	Assurance
	4.30
	0.71
	Very High

	Security
	4.30
	0.68
	Very High

	System Operation 
	4.37
	0.64
	Very High

	Traceability 
	4.42
	0.65
	Very High

	Overall
	4.34
	0.69
	Very High



Summary on the level of Service Convenience 
	The results for service convenience are presented, analyzed, and interpreted below. The level of service convenience is shown in Table 2. The mean scores ranged from 4.25 to 4.48, with an overall mean of 4.34 and a standard deviation of 0.68, which is described as very high, indicating that service convenience is always manifested. Furthermore, the findings show that Intention to Use obtained the highest mean of 4.48 (SD = 0.63), described as very high and always manifested. In contrast, Access Convenience recorded the lowest mean of 4.25 (SD = 0.73); however, it is still interpreted as high.
[bookmark: _heading=h.2zx96qxorp7l]Table 2 
[bookmark: _heading=h.9r7ughzb0z4n]Summary on the level of service convenience 
	Indicator
	Mean
	SD
	Descriptive Level

	Access Convenience 
	4.25
	0.73
	Very High

	Search Convenience 
	4.28
	0.67
	Very High

	Transaction Convenience 
	4.39
	0.91
	Very High

	Decision-making Convenience 
	4.39
	0.67
	Very High

	Benefit Convenience 
	4.29
	0.64
	Very High

	Post-benefit Convenience 
	4.27
	0.67
	Very High

	Perceived Usefulness 
	4.39
	0.61
	Very High

	Intention to Use
	4.48
	0.63
	Very High

	Usage Behavior 
	4.35
	0.64
	Very High

	Overall
	4.34
	0.68
	Very High



The overall findings implied that service convenience is always manifested, particularly in terms of intention to use. This indicates that customers are willing to continue using the digital ordering system, recommend it to others, and prioritize it over traditional ordering methods. It implied that customers view the digital ordering system positively and are motivated to use it continuously, while other service convenience dimensions also exhibit high levels of engagement. 
Correlation between Service Quality and Service Convenience 
Table 3 presented the findings on the significance of the relationship between the service quality of the digital ordering system and service convenience, with an overall r-value of 0.654 and a p-value of <.001, which is lower than the 0.05 significance level set for the study. Thus, the null hypothesis was rejected. This indicates that the service quality of the digital ordering system is significantly correlated with service convenience, suggesting that higher system quality is strongly associated with service convenience. Therefore, providing a smooth, efficient, and user-friendly digital ordering system can greatly enhance customer experience and satisfaction. 
Table 3
[bookmark: _heading=h.8buufe4eojuf]Significance of the relationship between the Service Quality of the Digital Ordering System and Service Convenience
	[bookmark: _heading=h.3217nwhvbukw]Variables Correlated
	   r
	p-value
	Decision Ho
	Decision on Relationship

	Service Quality and Service Convenience
	0.654
	<.001
	Rejected
	Significant






DISCUSSION

This chapter discussed the summary, conclusions, and recommendations of the study. The findings highlighted the significant connection between the digital ordering system service quality and the convenience it provides to customers.
Level of Service Quality 
The results indicated that the service quality of the digital ordering system is consistently very high, which means service quality is always manifested. The findings implied that maintaining this consistently high service quality in the digital ordering system can enhance customer satisfaction and encourage continued use of the service. However, some aspects, such as assurance and security, could be improved to achieve the highest level of service quality.
The findings conformed the study of De Guzman et al. (2025) that very high service quality is a key role in enhancing customer loyalty, showing that customer satisfaction in fast-food restaurants depends more on service than on food quality. In addition, numerous studies across different industries have shown that customers’ overall perception of service quality plays a significant role in building customer loyalty (Ahmed et al., 2025). It is likewise aligned with Dolikashvili and Davitashvili (2024) statement that establishing and maintaining high service quality is vital, that these standards not only ensure consistency but also help in building a positive image, which is crucial for attracting and retaining customers.
Level of Service Convenience 
The findings pointed out that the degree of service convenience is very high all the time and it implied that service convenience is always manifested in the digital ordering system. This means that customers demonstrate a very strong intention to use the system, which is an indication of its ease and usefulness. On the other hand, access convenience, despite being rated high, can still be improved to reach the highest level of service convenience.
These findings are aligned with Batra et al. (2020), who reported that digital ordering enhances service convenience in restaurants by allowing customers to place orders quickly, reducing wait times and improving efficiency, ultimately leading to increased customer satisfaction. Similarly, Rajule et al. (2024) found that high service convenience can be achieved through technologies such as digital ordering, enabling customers to place orders without staff interaction, reducing errors, and improving overall dining experiences by streamlining the ordering process. Furthermore, Lantican (2025) emphasized that digital ordering systems greatly enhance service convenience by significantly reducing waiting time, allowing customers to place orders immediately without having to wait for a cashier.

Correlation between Service Quality and Service Convenience 
The results indicated a strong positive correlation (r = 0.654) between the service quality of the digital ordering system and perceived service convenience. This significant association suggests that as the technical and operational quality of the system improves, specifically in terms of reliability and responsiveness, customers perceive a corresponding reduction in the effort required to complete their transactions. As noted by Reynaldo et al. (2020) and Sun and Pan (2023), increased convenience can also enhance the overall perception of service quality by minimizing the costs' of time and physical exertion for the consumer. Therefore, in a provincial fast-food setting, a high-performing digital interface is not merely a technical tool but a critical driver of a streamlined, low-effort customer experience. 
The results abided with the SERVQUAL model by Parasuraman et al. (1988), that measures service quality in five different categories: tangibility, reliability, responsiveness, assurance, and empathy have been used as the main tool for the study. This proved that the quality of the digital ordering system has an impact on the customers' convenience and satisfaction. Moreover, the Consumer Convenience Theory by Berry et al. (2002) coincides with the SERVQUAL model in that it looks at the way consumers perceive convenience through the whole service process. It enhanced the understanding of the transition from service quality to convenience feeling while using fast-food restaurants' digital platforms. In addition, the Technology Acceptance Model (TAM) by Davis (1989) further supported the findings of the study by explaining how customers’ acceptance of the digital ordering system is influenced by its perceived usefulness and perceived ease of use. When the system is reliable, easy to navigate, and responsive, customers are more likely to view it as beneficial, leading to higher levels of convenience and satisfaction. 
Furthermore, while this study provides valuable insights, it has several limitations. First, the data is cross-sectional, meaning it only captures customer perceptions at a single point in time. Second, the study focused on a fast-food chain in a specific provincial area, therefore, the findings may not be generalizable to all fast-food environments or urban metropolitan settings. Finally, as the data is self-reported, it is subject to the subjective biases of the respondents. Future research could benefit from a longitudinal approach or a comparative study across different regions in the Philippines.
[bookmark: _GoBack]CONCLUSIONS
[bookmark: _heading=h.tjor2bseku75]	It was revealed that service quality had a descriptive level of very high, which is always observed. Therefore, service quality strengthens customer satisfaction and supports the continued use of the digital ordering system. Likewise, service convenience also obtained a descriptive level of very high, which is always manifested. Therefore, service convenience allows customers to experience an efficient and hassle-free ordering process, enhancing their overall satisfaction.
	The findings of this study concluded a significant relationship between service quality and service convenience, indicating that improving the quality of the digital ordering system can directly enhance customers’ perception of convenience, leading to a smoother and more satisfying service experience. In addition, the result was anchored on the SERVQUAL model by Parasuraman et al. (1988), as improvements in service quality dimensions positively influence customer perceptions. In addition, the findings are consistent with the Consumer Convenience Theory of Berry et al. (2004), which emphasized that convenience is shaped throughout the entire service process, and with the Technology Acceptance Model (TAM) by Davis (1989), which explains that a system perceived as useful and easy to use encourages customer acceptance and satisfaction.
RECOMMENDATION
Several recommendations are made based on the findings and conclusions presented above. Fast-food chain management is encouraged to improve assurance and security to help strengthen customer trust and satisfaction. Staff training may focus on fulfilling service commitments, accurately delivering orders, and ensuring prompt service with correct items and quantities. Likewise, the digital ordering system may implement enhanced security measures to safeguard customers’ personal and payment information and support safe and reliable transactions. In addition, management is encouraged to improve the access convenience of the digital ordering system by refining its interface and navigation features. Menu items may be clearly categorized and logically arranged, supported by search and filter functions that allow customers to locate their preferred meals more easily. These improvements can reduce customer effort, minimize frustration, and enhance overall satisfaction with the digital ordering experience. 
[bookmark: _heading=h.2275ic6b3ex3]Finally, future researchers may further examine how service quality and service convenience in digital ordering systems influence customer behavior and explore ways these factors can be refined and strengthened.
Consent 
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