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Abstract 

The Internet has made a huge revolution in the field of 

information and communication technology that reflected 

positively on e-commerce that provides customers with 

opportunities to purchase through a contemporary electronic 

medium represented in online ordering sites and systems. 

The study aims to identify the impact of the quality of online 

ordering systems on the brand image from the point of view 

of customers. In order to achieve such objective, the study 

model was formulated by blending the basic pillars of the 

effectiveness of the information system referred to in the 

literature, which are information quality, system quality and 

service quality, with the three dimensions of one of the most 

prominent behavioral models, which is "Stimulus-Organism-

Response". The results indicated that there was no impact of 

the quality of the information provided by the online ordering 

systems on the brand image from the point of view of the 

study sample, while the study found an impact for both the 

quality of the online ordering systems and the quality of the 

services provided by those systems on the brand image from 

the point of view of the study sample. The results also 

showed an impact of both the quality of these systems and 

the quality of services provided through them on each of 

customers' purchasing intentions and satisfaction in light of 

the mediating role of the brand image . 

Keywords: quality of online ordering systems, brand image, 

customers' purchasing intentions, customer satisfaction. 
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