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Abstract 

 

 

        Generation Y has revolutionized the Food Delivery Industry. 

Consumers are demanding tech solutions each time more. Although have 

been done several studies on their behaviour and characteristics, there is 

still a lack of knowledge concerning Online Food Delivery Services. The 

study aimed to investigate the current perception and the Attributes most 

valued when making Online Food Delivery Purchase decisions among 

Trust, E reviews, Availability, Variety, Incentives, Ease of use, 

Hygiene/Quality, Convenience, Eco Friendly and Alternative Payment 

Options and provide valuable information to the Food Delivery Industry 

sellers with the results obtained. The study was based on the positivism 

methodology in epistemology, underpinned by a deductive approach on a 

cross-sectional convenience quantitative sampling method. Primary data 

was collected from 105 Generation Y participants through an online 

structured questionnaire. The study revealed Hygiene/Quality Food as the 

most valued attribute, followed by Convenience, Incentives, and E 

Reviews. 

 

        Key words: Food Delivery Services, Attributes, Generation Y 

perception 
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1. Introduction 

In the dynamic world we live in, people occasionally find themselves without time to 

handle diary tasks as cooking, this led them to look for solutions where can save time (Bashir, 

Mehboob and Bhatti, 2015). Fortunately, with the digital technology advances, consumers can 

now solve these tasks with a few clicks. With the emergence of Food delivery applications, 

consumers can compare menus, prices and e reviews at any time and from whichever place. 

Unsurprisingly, a very prominent segment of consumers is Generation Y, according to the Online 

on-demand food delivery services report (Technavio, 2017) Generation Y, is the consumer sector 

who uses the most food delivery online services. Generation Y is defined as the most powerful 

online consumer (Hughes, 2018). 

 

Previous studies found that consumers rather use online services due to their ease of use 

(Chen and Barnes, 2007), (Cho and Sagynov, 2015), (Ramayah and Ignatius, 2005). 

 

Also, Convenience is another of the strongest motivators for consumer’s interactions with 

app platforms, they are demanding for more accessible prices and delivery services (Collier and 

Kimes (2013), (Zhou, Dai, and Zhang, 2007), (Chen and Hung, 2015). Without leaving aside E-

trust as another strong reason considered before any online transaction (Flavian and Guinaliu, 

2006), (Delafrooz, Paim and Khatibi, 2011), (Amirosadat and Kermani, 2011), (Choon, Teck and 
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Hoi, 2010). However, Generation Y consumers also value other attributes when ordering food 

online that the following chapter will dive deep into them, such as E reviews, Availability, Variety, 

Incentives, Hygiene and quality, Eco friendly and Alternative payment options. 

 

Have been done diverse studies on the Generation Y characteristics, preferences and 

behaviour, however, there is a lack of knowledge related to Online Food Delivery Services. 

 

Thus, it is crucial for the Food  Industry to have knowledge of the most valued motivators 

that encourage Generation Y consumers to use them, as well as the attributes of these services that 

they consider to be most important when making online food delivery purchasing decisions. 

 

The results of this study contribute valuable information to the online food industry sector 

that could be adapted to create the right promotion and increase and effectively sell products and 

services to the Generation Y market segment.  

 

1.1 Research Objective 

 

The current research aims to identify the attributes that Generation Y consumers value the 

most when ordering food delivery services. 
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1.2 Research Question 

 

The research question that specifically ought to be solved is the following: 

1). What is the attribute that Generation Y consumers value the most when making online delivery 

purchase decisions? 

 

       The content of the current dissertation consists of 5 sections: the next section introduces a 

review of all the academic literature regarding Generation Y consumers and their Online Buying 

Behaviour, an overview of the Online Food Delivery Industry and Technology and concluding 

with the attributes most valued by Generation Y consumers and the development of the hypothesis. 

After, section 3 consists in the methodology employed to collect and analyse the primary data, 

moreover section 4 and 5 describe the results obtained from the online survey’s utilized and the 

discussion, conclusions and limitations founded, ending with the Future Research. 
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2. Literature Review 

 

Sustained by the research purpose of identify what attributes Generation Y consumers 

value the most when ordering online food delivery among Trust, E reviews, Availability, Variety, 

Incentives, Ease of use, Hygiene and quality, Convenience, Eco friendly and Alternative payment 

options. This chapter considers three key themes: the first theme analyses Generation Y consumers 

(Millennials), studies about their characteristics and online buying behaviour. The second theme 

referred to the Online Food Delivery Industry and Technology and the third theme is focused on 

the attributes most valued by Generation Y consumers in online purchasing decisions (Trust, E 

reviews, Availability, Variety, Incentives, Ease of use, Hygiene and quality, Convenience, Eco 

friendly and Alternative payment options), concluding with the development of hypothesis for 

each of them. 

 

2.1 Generation Y (Millennials) and their Online Buying Behaviour 

 

       According to Sanden (2008) “Generation is a cohort of people born within a particular 

period of time” (Sanden, 2008). Generation is defined as a group of individuals born in a specific 

period, therefore, characterized by present similarities as generational history, lifestyles, values, 

habits, way to engage and preferences (Williams and Page, 2011). 
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 Novak (2014) mention six classified generations: GI Generation, those born between 1901 

and 1926,  followed by Mature/Silents whose born in 1927 and 1945, moreover Baby Boomers 

who were born between 1946 and 1964, later, Generation X those born in 1965 and 1980, followed 

by the Generation Y also known as Millennial Generation which will be examin ed in this 

research, it is characterized for those who born in 1981 and 2000, ending with Generation Z, named 

those that born after 2000 year. 

 

       A brief resume of the most relevant characteristics of each Generation based on Raphelson 

(2014), Novak (2014) and Williams and Page (2011) can be observed below on the Figure 1. 

 

 

Figure 1 Generational characteristics based on Raphelson (2014), Novak (2014) and Williams, Page (2011) 

Generation Context General characteristics

GI Generation Experienced traumatic times Concern about health

(1901-1926) Economic Strife Focus on personal and financial stability 

Unemployment (high rates) Traditional

Matures / Silents Experienced the Great Depresion They rely on tried, true and tested ways

(1927-1945) Post war happiness Slow to acept new things

Social tranquility and family togetherness Aimed financial stability 

Baby Boomers Dramatic increase on birht rates Workaholics

(1946-1964) Community spirited progress They value individualization, self-expression, optimism

Generation X  Difficult economic time Less traditional than previous generations

(1965-1980) Experienced the use of computers expansion Balancing family, life and work

Very individualistic

Generation Y / Millennial Electronic, technological and wireless society Independent and autonomus 

(1981-2000) Increase of virtually  work oportunities for female Open-minded

Significant respect for ethnic and cultural diversity Greater need for peer acceptance and networking

Concern about appearence

Generation Z High tech and diversity of information sources High need of belong 

(2000- earlier) Digital communication Imaginative and lateraly thinking

Multitask
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      Previously mentioned, this research is specifically focused on Generation Y. Prensky 

(2001) describes them as the “digital natives and digital immigrants” this because those born in 

1981 adopted the digital evolution later. For them, Technology has become essential in almost 

every aspect of their lives (Prensky, 2001). According to Hughes (2018), nearly 90% of Generation 

Y use continuously until three devices in a day and around half of them use social media to contact 

their networks or influence buying decisions. 

 

       Smith (2015) discovered in another study that 43.5% of Generation Y use social media to 

recommend products and services. Therefore, they can know what their acquaintances, family and 

friends are buying. They are considered more likely to ask for tips or recommendations from 

acquaintances, friends and family as to from website reviews (Mirrless, 2015). 

 

       According to Gapper (2018), Generation Y is considered the most powerful consumer in 

the world, 62% of them are more loyal to businesses that connect with them on social media 

(Hughes, 2018). 

 

      In a quantitative study made by Muk (2013) 172 university students between 18 and 28 

years were surveyed, using snowball sampling. The survey administrated was a seven-point Likert 

scale which had as finality to examine Perceived Usefulness PU and Perceived Ease of 
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Usefulness(PEOU) related to social media sites and brand pages,  when it comes to the use of 

online shopping it was found that Generation Y associates online social networks with brand pages 

to determine brand loyalty, also was found a greater number of online purchases compared with 

previous generations(Muk, 2013). They are more adapted in social media and online purchasing 

versus the traditional purchasing or physical stores that require face to face interaction with a 

customer service representative (Muk, 2013). 

 

       Generation Y is viewed as a group that follows innovation and new products. They are 

interested in marketing and innovation and due to their tendency to respond to innovative products, 

they play an important role to determine the viability of an innovation to succeed in the market 

(Mirrless, 2015). 

 

       Generation Y sees the world as a 24/7 place, always wanting the fast and immediate 

processing that the online world can provide, they are the generation with unlimited access to 

information (Carpenter, 2018).  

 

       It is essential to have knowledge and understanding of the characteristics, demographics, 

needs, expectations, and preferences of the target Generation and on this way can be created and 

adapted the right promotion with their specific needs. As a result, would be easier to gain trust, 

build relationships, close business, increase and effectively sell products and services (Williams 

and Page, 2011), Novak (2014) and Sandeen (2008). 
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2.2 Online Food Delivery Industry and Technology  

 

       According to Statista (2020), Worldwide revenue in the online food delivery segment 

amounts to 136,431 million dollars in 2020 with an expected growth of 7.5 % from 2020 to 2024. 

Globally. The country where most revenue is generated in China with an amount of 51,514 million 

dollars in 2020 (Statista, 2020). 

 

       Concerning to Ireland the selected country for the current research, the food delivery 

segment is a significant resource for employment and economic growth. When it comes to revenue 

in the online food delivery segment, this is projected to reach an amount of 271 million dollars in 

2020 with an expected annual growth of 8.8% from 2020-2024 (Statista, 2020). 

 

       The restaurant industry is being affected by changes in technology.  Third-party platforms 

and new technologies have revolutionized the consumer’s expectations (Deloitte LLP, 2019). 

Despite the digital influence nowadays some businesses have not migrated to social platforms yet.  

 

       In Ireland, according to a report by the Central Statistics Office (2019), 71% of the 

enterprises employing around 10 or more people use some type of social media. Even Though it 

is a high percentage with the EU average compared with the made that above 80% of Generation 

Y consumers are using social platforms nowadays it appears that the enterprises have not 

implemented the power of social media yet. Being the Food Industry not an exception, online 

ordering and delivery applications are adding to the trend. In a report published by Market 
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Research from USB (Williams, 2018) was discovered that Online Food Service providers will 

conform 10 per cent of the total foodservice market by the year 2030.  Being Generation Y the 

main consumer behind this increase. 

 

       Generation Y consumers order three times more food at home than the previous 

generations. It is vital that the Food Industry recognizes the need of evolving to suit and adapt to 

the consumer’s expectations, especially establishing an online presence that can be constantly 

updated and improved in conjunction with the new trends and based on the consumer’s online 

preferred attributes that are being the main influencing motivators when it comes to online food 

delivery purchasing decisions. 

 

2.2.1 Platforms in the Food Industry. 

  

According to Statista (2020) Platforms concerning to food delivery market segment are 

those “Online Delivery Services that provide customers with meals from partner restaurants” 

(Statista, 2020), are not included orders by phone and neither necessarily those platforms offer 

food delivery themselves. The emergence of platforms has transformed the food delivery of the 

restaurants. Traditionally there were many inconveniences on delivering food like travel, time 

waste, limited to options, and no offers. Food delivery app platforms have brought ease and 

efficiency to the daily life (Taylor 2019). 
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Apps food delivery platforms are a popular way to get a quick and easy meal. While the 

food delivery industry was limited to a few restaurants for years, those platforms have made it easy 

to get food delivered from favourite restaurants by pressing only a few buttons (Rawes, Dove, and 

Bradford 2020). Contactless delivery apps platforms can also help cut down the need to stand at 

the door and wait (Rawes, Dove, and Bradford 2020). 

 

In a report by Statista (2020), worldwide revenue in the platform to consumer delivery is 

projected to reach an amount of 70,741 million dollars in 2020 with an annual growth rate of 8.2% 

from 2020 to 2024 (Statista, 2020).  

 

In Ireland, the revenue projected to reach is 93 million dollars in 2020 with an annual 

growth rate of 10.1% and a user penetration expected to hit from 14.5% in 2020 to 20.2 % by 2024 

(Statista, 2020).  

 

Concerning to the top food delivery apps platforms in Ireland are the following in Figure 

2. 
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Figure 2 Food Delivery Apps commonly used in Ireland 

 

2.3 Attributes Most Valued by Generation Y Consumers in Online Purchasing Decisions. 

 

2.3.1 Online Purchasing Decision   

 

According to Komal and Manoj (2014) “a consumer purchase is a response to a problem”, 

defined as a process of gathering, processing, evaluating, and selecting the best option to solve a 

need or make a purchasing choice.  
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In the traditional purchase decision process are included generally 5 steps: 1. Problem 

recognition, 2. Information search, 3. Alternatives evaluation, 4. Purchase decision and 5. Post-

purchase decision (Green, 2018). 

 

During 1950 to 1960, consumers used to follow a very linear path after the information 

provided from the advertisers through ads, starting with exposure and led through the purchase,  

messages to influence consumer purchasing choices flowed one way uniquely, defined as the 

“classic encode-decode model” (Green, 2018).  

 

Although the traditional model is still employed in many businesses, it does not show the 

consumer purchasing process of today. With the advances in technology, this process has evolved 

significantly. In 2005 was developed a new framework describing the evolved purchasing process. 

The model classifies the process into three steps: 1. Buying a product, 2. Experiencing a product 

and 3. Becoming loyal to the brand (Green, 2018). With the model, it can be noticed that nowadays 

the customers are more selective regarding the way they experience a product and not only find a 

product to solve a need, also, the way this product met that need became important. 

 

With the use of the internet, things changed even more for marketers, with a huge variety 

of information of products and services instantly accessible through smartphones, consumers have 

gained and held a more decision making power (Green, 2018). It is widely accepted that there are 

differences between the traditional purchase decision process and the online buying process. 
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However, there are still gaps concerning consumer decision processes on e-commerce (Charless, 

Merriless and Javawardhena, 2009). 

 

The challenge that brands are facing today is understanding the consumers by collecting 

data on the target market and using the information to reach it in the best way (Green, 2018). 

 

 

2.4 Major Attributes Considered by Generation Y Consumers Ordering Online and Hypothesis 

Development 

 

2.4.1 E- Trust (Safe App/Website). 

 

According to Gambetta (2000) trust is “a particular level of the subjective probability with 

which an agent assesses that another agent or group of agents will perform a particular action”. 

Though, for E trust occurs is not necessarily a direct and physical contact. Thus, social, and moral 

pressures can be perceived differently. Interactions are through digital devices and all those 

differences from the traditional form of trust make a major problem whether trust is affected by 

features of the system and the user’s abilities (Taddeo, 2011). E-trust is viable within the specific 

norms and values that regulate a community life. Though, these values are culturally and 

geographically defined (Taddeo, 2011). 
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Today due to the news on the breach of personal data, consumers are highly worried about 

their privacy, they want to know how and where their personal information is used when doing 

online transactions. It has been found that online purchases especially when made for the first time, 

are based on carefully determined calculations. There are well-defined parameters  that have to be 

fulfilled to make users develop a level of e trust high enough and to decide to purchase something 

such as the brand, the technology of the web site, the seals of approval, and previous experiences 

made by other customers (Taddeo, 2011).  

 

Consumers value trust considerably more than other aspects when ordering online (Flavian 

and Guinaliu, 2006), (Delafrooz, Paim and Khatibi, 2011), (Amirosadat and Kermani, 2011). 

 

According to a study by Delafrooz, Paim and Khatibi (2011), it was found Trust as the 

attribute with the stronger influence in online purchases. 

 

Also, Nuseir, Arora, Al-Masri and Gharaibeh (2010) found Trust as one of the main 

influential factors on online purchases.  

 

Lee, Eze and Ndubisi (2011) in another study found 8 key independent variables 

influencing online purchase decisions including Trust, namely perceived value, perceived ease of 

use, perceived usefulness, firm reputation, privacy, trust, reliability and functionality.  
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In another research by Choon, Teck and Hoi (2010) it was found that the most highlighted 

factors were “online trust”, “impulse purchase intention”, “quality orientation”, “brand 

orientation” and “prior online purchase”.  

 

Similarly, in a study that consisted in a random sample of 250 students from Isfahan 

University (Dolat, Amirosadat and Kermani, 2011), revealed that also Trust is the factor that most 

influence online purchasing behaviour, other factors were highlighted such as perceived 

usefulness, perceived enjoyment, firm reputation and social influence.  

 

As to major be the level of trust perceived by the customers in online purchases, major 

would be the level of confidence to make the online purchase decisions (Bashir, et al. 2015). 

Consequently, it can be hypothesized that:   

 

H1: Trust is the attribute that Generation Y consumers value the most regarding online food 

delivery purchase decisions. 

 

2.4.2 E Reviews (A High Rank of Positive Reviews). 

 

Online consumer reviews sites and platforms are becoming tools widely used by consumers 

and embedded in consumer behaviour and business models. According to Valant (2015) in a web 

survey, 82% of respondents read consumer reviews before shopping. Consumers today are 

increasingly being relied on consumer reviews, which means that online consumers are more 
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informed before making online purchasing decisions (Australian Competition & Consumer 

Commission, 2013). The increasing role that online consumer reviews play in the customer’s 

purchasing decision process has become a bigger challenge to the organizations. With the increase 

of importance given by the consumers, companies require to understand the characteristics of the 

reviews platforms and constantly analyse the impact on purchasing decisions (Holleschovsky, 

2016). 

 

Due to the influence of Generation Y as a digital Generation, the evolution of social media 

has become an important source of product information. In a survey of 227 Generation Y 

consumers was found that they undeniably are posting and being influenced by e- reviews. It was 

noted a preference for company websites and Facebook when voicing their opinions. Also, it was 

found that the respondents were more likely to post positive than negative reviews. With a majority 

of males voicing their opinions more often compared to females (Smith, 2012). 

 

In a study by Sethi, Kaur and Wadera (2018, p.1) in India were identified the factors 

affecting the purchase intention of millennials on online fashion stores. It was a descriptive 

research; the research aimed to investigate the relationship between purchase intention and attitude 

of Millennials towards word of mouth and product variety on online fashion shopping sites. It was 

distributed a survey to 298 millennials with access to the internet, through Facebook, WhatsApp, 

and social groups for 10 days as an invitation to the customers to participate.  The survey data was 

collected using Google Docs. The respondents were 88 % males and 12% females. The study 

revealed that online reviews as product variety significantly influence Generation Y consumer’s 

online purchase intention, especially when it comes to online fashion stores.  It is each time more 



24 

 

evident that online purchase is the marketing of the future and marketers should take note of the 

factors influencing Millennials purchase intentions. Based on the previous studies it can be 

hypothesized that: 

 

H2: E reviews is the attribute that Generation Y consumers value the most regarding online 

delivery purchase decisions. 

 

 

2.4.3 Availability (24/7 Service). 

 

Currently and due to the daily routine and hectic lifestyle, many people opt for food 

delivery and avoid waiting at the restaurants. They prefer that food comes to their places with the 

minimum effort and time invested (Yeo, Goh and Rezaei, 2017). If a person finds himself without 

time due to work and daily activities, this will lead the individual to look for solutions where can 

save time (Bashir, Mehboob and Bhatti, 2015). 

 

According to Sethu and Saini (2016), online food purchasing services help the users in 

managing their time better. They aimed to investigate the student’s perception, behaviour, and 

satisfaction of online food ordering delivery services. It was also found that ease of availability of 

their desired food at any time and at the same time easy access to the internet are the prime reasons 

for using the delivery services. 
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In a study by Alreck, DiBartolo, Diriker, Dover, Passyn and Settle (2009) was found that 

online consumers priority is to have more time. Consumers want to save time that they can use it 

to complete other urgent tasks. Based on the previous supporting evidence it can be hypothesized 

that: 

 

H3:  Availability 24/7 service is the attribute that Generation Y consumers value the most 

regarding online food delivery purchase decisions. 

 

2.4.4 Variety (A Wide Variety of Restaurants/Options Available). 

Online food delivery service currently and especially tomorrow is going to be driven by 

Generation Y buying power. According to CB Insights Research Report (2020), almost 40% of 

Generation Y eat meals on the go. Generation Y does not want the same sad burger, they want to 

customize the flavour and a personalized meal (Rosenbloom, 2018). It is clear that by a 

customizable and creative menu which allows them to get exactly what they are craving (Dixon, 

2014). They are eager for healthy, crave choice in their restaurant experiences with fresh food 

options. Chan (2019) identified as common trends in Generation Y food discussions online, high 

protein and low-calorie snacks. However, they are price sensitive, more than 50% want a “good 

deal for their money”.  
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Generation Y wants the truth, they want to know how their food is made, transparency 

about sources and ingredients, food producers are now starting to listen to them being more 

informative in food labels (Rosenbloom, 2018). 

In a study by Shoup (2019) more than 57% of Generation Y consumers said that they follow 

a special diet mainly plant-based, vegan, keto, or whole 30.   

According to Campos (2019) in a mix of quantitative and qualitative research which 

involved the application of 107 questionnaires to Generation Y consumers from different 

nationalities, living in Ireland, the results showed that for Generation Y is highly important having 

a healthy lifestyle and that also their eating habits have evolved.  

Online food delivery industry needs to integrate personalization offered in their meals as 

the healthy approach with technology.  Therefore, it can be hypothesized that: 

H4: Variety is the attribute that Generation Y consumers value the most regarding online food 

delivery purchase decisions. 

 

2.4.5 Incentives (Discounts/Rewards or Exclusive Offers). 

 

Competitive pressures lead marketers to attempt creative alternatives that encourage the 

customer’s purchases as temporary deal promotions to the standard price or delay of payment 

(Arcelus and Srinivasan, 2002). “An incentive is something that motivates an individual to perform 
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an action” (Subramanian, 2017). According to Subramanian (2017) one of the most common 

incentives is price.  A lower price makes the purchase more attractive for some customers. 

Incentives can vary in forms. Incentives can be categorized into 4 categories: 1. Remunerative or 

those in the form of a reward, commonly money. 2. Moral incentives: when a particular choice is 

considered as the “right” or “proper” or admirable thing to do. 3. Coercive incentives or those that 

act as a guarantee of some type of punishment if is done a wrong decision for example detention 

is a coercive incentive for break the law. 4. Natural incentives: Such as physical or mental exercise, 

curiosity, pain, admiration, joy, or the control over things. Broadly, incentives can be summarized 

into physical and not physical; depending whether monetary incentives are offered or not 

(Subramanian, 2017). 

 

Consumers are attracted not only for the product attributes, today there is scarcely any 

product differentiation possible on attributes and quality because that is the minimum expected, 

customers seek for a  meaningful differentiation whether in terms of financial or non- financial 

factors (Subramanian, 2017). 

 

According to Donnelly and Scaff (2013). In a survey of retail industry leaders was found 

that almost 40% had as the major concern the lack of loyalty from Generation Y consumers.  

However, also was found that they can be exceptionally loyal when they have a meaningful 

experience, one customized to their wants and needs as valued customers, when they feel that have 

been treated right.  A Generation Y consumer mentioned,  “there is something about the product 
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and its cost, but there is also a big part about being treated like a valued customer” “Generation Y 

seek personalized, targeted promotions and discounts as the price for their loyalty” (Donnelly and 

Scaff, 2013). 95% of Generation Y consumers want their brands to court them constantly, they 

value coupons that are sent via email or mailed to their homes, those have the most influence on 

them (Donnelly and Scaff 2013). Therefore, it can be hypothesized that: 

 

H5: Incentives is the attribute that Generation Y consumers value the most regarding online food 

delivery purchase decisions. 

 

2.4.6 Ease of Use (Ability to Search or See Recommendations). 

 

According to Robinson (2009) Ease of use is when an innovation is perceived by their users 

as easy to operate, understand and learn. Another definition by Zeithaml, Parasuraman and 

Malhotra (2002) confirm ease of use as the degree to which the respondents believe an innovation 

or a particular technology can be used with minimum efforts. Ease of use is an important factor 

that can change the attitude of consumers to determine the use of technology acceptance (Cho and 

Sagynov, 2015). Ease of use plays a significant role in online purchase decisions; it has a positive 

influence affecting consumer behaviour intentions (Chen and Barnes, 2007), (Cho and Sagynov, 

2015).  
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In a study made by Ramayah and Ignatius (2005) where it was involved in a sample of 150 

internet users’ respondents, the results showed that there are barriers such as long download times 

or poorly designed websites, the customers are not willing to buy online.  

 

Apps platforms and websites must be the easiest and clearest possible to the users.  Ease 

of use encourages more people to adopt a new technology, hence, companies must develop systems 

perceived as ease to use for the customers (Jahangir and Begum, 2008). Therefore, it can be 

hypothesized that: 

H6: Ease of use is the attribute that Generation Y consumers value the most regarding online food 

delivery purchase decisions.  

 

2.4.7 Hygiene and Quality Food (Quality of Food and Transparent Hygiene). 

 

A definition by the World Health Organization (WHO), (2020) describes Food hygiene as 

the conditions and measures necessary to ensure the safety of food from production to 

consumption. “A safe food is one that is free of any substances that might compromise a person’s 

health” (Food and Agriculture Organization of the United Nations (FAO), 1999). Food can become 

contaminated at any point during slaughtering or harvesting, processing, storage, distribution, 

transportation, and preparation. Lack of adequate food hygiene can lead to foodborne diseases and 

the death of the consumer. Food safety has become a worldwide concern. 
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With the fast-growth in the trade of food products internationally, consumers are exposed 

to a greater diversity of food products. As a consequence, it can be introduced to new or unfamiliar 

food safety risks (Oldewage and Abdulkadir, 2016). 

  

As to food quality, the Food and Agriculture Organization of the United Nations (FAO, 

1999) defines food quality as “a complex characteristic of food that determines its value of 

acceptability to consumers”. Nutritional value contributes to food’s perceived quality, as also its 

organoleptic and functional properties. 

  

Generation Y cares about hygiene if the area where the food is prepared finds unhygienic 

and disorganized, they are not likely to consume food cooked there. (Jain, 2019). They do not want 

only healthy food; they also want the preparation conditions to be adequate (Jain, 2019). 

 

Generation Y is seeking adventurous and experiential while demanding healthy, 

affordable, and local food choices (Davis, 2015). With the evolution of consumer food preferences 

in 2018 Fatburger present a new plant-based burger, it was found that Generation Y consumers 

were inclined to pay more for a higher quality product (CB Insights Research Report, 2020). 

According to Davis (2015). Generation Y is the generation with the highest level of awareness 

when it comes to food sustainability and they are willing to pay more for it. When it comes to 

quality vs price, Generation Y is more apt to be loyal to a brand considered to have quality products 

as opposed to a brand that has a better price (Davis, 2015). 
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Generation Y are more concerned about their health than any other generation, especially 

when it comes to what goes into their bodies (Davis, 2015). As a result, organic coffee shops are 

popping up everywhere, farm to table restaurants are all the trend. Generation Y are also reading 

labels and more aware of what the items on the labels mean, they understand the ingredients and 

what goes into their food more so than their parents and grandparents (Davis, 2015). Therefore, it 

can be hypothesized that:       

       

H7: Hygiene and quality food (Quality of food and transparent hygiene) is the attribute that 

Generation Y consumers value the most regarding online food delivery purchase decisions. 

 

 

2.4.8 Convenience. 

 

Consumers today find without time to cook for themselves, or even to wait to be served in 

a restaurant, especially during working days. Therefore, they are ordering more online food 

delivery services (Botchway, Akenteng, and Atefoe, 2015). 

 

With the new needs of consumers, many restaurants started to create new business models 

offering online food delivery services. Convenience can be defined as the perceived value that is 

necessary to simplify the use of online food delivery app or website as to the perceived time and 

effort. According to Seiders, Voss, Grewal and Godfrey (2005), convenience was seen as a barrier 
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that can affect future’s purchasing intention. Therefore, app and website online delivery services 

must achieve a particular level of convenience before they could encourage to potential buying 

intentions. Convenience is one of the most important factors influencing to users adopt electronic 

technology, customers first must be convinced and motivated of their value before they are willing 

to use them (Jiang, Jiang, and Liu, 2011). 

 

Convenience concerning time and effort is an important attribute for consumers to adopt 

the online food delivery services (Collier and Kimes (2013). Although Generation Y is all about 

convenience, they also want healthy and high-quality food options that can be delivered without 

taking a lot of time and at accessible prices (Chan, 2019). 

 

Online food delivery service has many advantages as an example of the avoidance of poor 

customer service (Chen and Hung, 2015). Online consumers always take time and effort into 

consideration (Zhou, Dai, and Zhang, 2007). Generation Y prefers to order at home to minimize 

time and avoid crowded market thus, using online delivery apps or websites the location is not an 

obstacle (Chen and Hung, 2015). Therefore, it can be hypothesized that: 

 

H8: Convenience (free delivery) is the attribute most valued by Generation Y consumers when 

making online food delivery purchase decisions. 
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2.4.9 Eco Friendly (Eco-Friendly/Socially Responsible Companies). 

 

Nowadays with the rising concern on environmental issues worldwide, consumers have 

started to realize that their purchasing behaviour can Hughley impact on environment. Thus, 

companies wishing to sustain a competitive advantage are offering environmentally friendly 

products and services (Abdul, Rahbar, and Shyan, 2011). Green products i.e. ecological or 

environmentally friendly products are those that will not pollute the earth or deplore natural 

resources, those that can be recycled or conserved. Green products incorporate recycling strategies 

or recycled content, less toxic materials, a reduction in packaging all with the finality to reduce the 

impact on the natural environment (Chen and Chai, 2010). Generation Y is taking note of the 

company’s reputation, packaging, product labels to determine if a product is environmentally 

friendly (Smith and Brower, 2012). Generation Y are willing to pay more for organic, natural, or 

socially responsible products that are sustainable and environmentally friendly (Mullen, 2018). 

Generation Y consumers are socially conscious and worried than other generations, 75% are 

willing to pay extra for sustainable products (Price, 2018). 

 

In a study by Muralidharan and Xue (2016) involving Generation Y participants from 

China and India, it was found that the buying behaviour for those two countries was directly 

impacted by environmental concern.   

 

In another study by  Heo and Muralidharan (2017), it was examined the interrelationships 

among the main environmental antecedents, specifically environmental Knowledge, perceived 
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consumer effectiveness and environmental concern on environmentally conscious consumer 

behaviour through an online survey to Generation Y participants found that environmental 

knowledge and environmental concern were the major influencing consumer behaviour.   

 

In comparison to their previous generations Generation Y purchasing decisions are more 

influenced by environmental footprint, ethical governance, community engagement and nutrition. 

They offered more green word of mouth recommendations to their family and friends (Allen and 

Spialek, 2017). Thus, it can be hypothesized that: 

 

H9: Eco friendly (Eco-friendly/socially responsible companies) is the attribute that Generation Y 

consumers value the most regarding online food delivery purchase decisions. 

 

2.4.10 Alternative Payment Options. 

 

Digital payments are especially popular among Generation Y consumers (European 

payments council, 2019). Generation Y is known for being conformed by demanding customers, 

they are willing to look around the variety of options available until they find the right platform 

when it comes to utilizing the payment method that maximises their rewards they do not hesitate. 

They demand payment options that offer security, control, and rewards without leaving on aside 

the creative options (Glasheen, 2019). 
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In a 2017 survey by U.S. bank, 49% of Generation Y said that they prefer digital payment 

instead of cash (European payments council, 2019). 

 

When new payment trends promise better financial rewards or superior user experience 

Generation Y is willing to take the risk (Glasheen, 2019). Based on the previous discussion it can 

be hypothesized that:  

 

H10: Alternative payment options is the attribute that Generation Y consumers value the most 

regarding online food delivery purchase decisions. 
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3. Research Methodology  

Following the research purpose of identifying what attributes Generation Y consumers 

value the most when ordering online food delivery and test the hypotheses developed on base to 

the previous literature review. This chapter presents the methodology selected to gather and 

analyse the data. The way it will be divided is in base to the Research Onion (see figure 3) 

developed by Saunders, Lewis and Thornhill (2019). Starting with the philosophy followed by the 

approach, method and strategy, time horizon, sample participants, techniques, and procedures 

carried out. Concluding with ethical considerations and limitations.   

 

Figure 3“The Research Onion” by Saunders et al, (2019) 
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3.1 Research Philosophy  

 

According to Saunders, Lewis and Thornhill (2019) Research philosophy is “the 

development of Knowledge and the nature of that knowledge”. “The research philosophy you 

adopt contains important assumptions about how you view the world” (Saunders, Lewis and 

Thornill (2019). These assumptions will influence how research methods are chosen, findings are 

interpreted on researcher personal believes influenced by previous experiences and socio-cultural 

backgrounds. To avoid bias in the studies it is important to know what philosophies acceptable 

knowledge and the role are of its “own values and research paradigms” (Saunders, Lewis and 

Thornhill 2019). 

 

The ways of thinking related to research philosophy are 3: epistemology, ontology and 

axiology each of them present differences on the way of thought about the research process.  

(Saunders, Lewis and Thornhill 2019). However, the research methodology should be chosen 

under the researcher aim instead of a particular paradigm (All Answers Ltd, 2018). 

 

Therefore, the applicable concept for this study is epistemology. 
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3.1.1 Epistemology  

 

According to Bryman (2012), epistemology is “the question of whether the social world 

can and should be studied according to the same principles, procedures and ethos as the natural 

sciences”.  “Epistemology refers to what represents acceptable knowledge in a field of study” 

(Saunders, Lewis and Thornhill, 2019). For the current study, the researcher is embracing a 

positivist position to the development of knowledge. Therefore,  reality is represented by data 

collected where “ the objects of study are considered to be real and have a separate existence to 

the researcher” (Saunders, Lewis and Thornhill 2019),  for that reason, the data collected are far 

less open to bias and therefore more objective.  

 

Based on that research philosophy this study relies on positivism.  

 

3.1.2 Positivism  

 

According to Saunders, Lewis and Thornhill (2019) “positivism refers to the importance 

of what is posited or given”, it argues that “the social world can be understood objectively” 

(Zukauskas, Vveinharddt and Andriukaitiene (2018). In this philosophy, the researcher works 
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independently and dissociates himself from personal values. Positivism is commonly associated 

with quantitative research per Ryan (2018). 

 

These definitions of positivism are linked with the quantitative approach chosen for this 

study. It is based on the use of existing theory to the development of the hypotheses mentioned in 

the previous section.  

 

3.2 Research Approach  

 

The philosophy mentioned previously requires to be based on a research approach. When 

it comes to the research process it is highly important the decision to be made regarding research 

approach this because it “determines how relevant information for a study will be obtained” 

(Jilcha, 2019). 

 

In accordance with Saunders, Lewis and Thornhill (2019) there are two contrasting 

research approaches, deductive and inductive.  In order to follow a rational explanation of the 

methods employed in this study, the reason for the deductive research approach will be further 

explained. 
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3.2.1 Deductive Approach 

 

According to Ketokivi and Saku (2010), can be considered a deductive reasoning when 

conclusions are derived from assumptions. A deductive approach is employed when the research 

starts with a theory, often developed from a reading of academic literature, and is designed a 

research strategy to test the theory (Saunders, Lewis and Thornhill 2019).  

 

For the present study, the research has a deductive approach, which is mainly used for 

quantitative primary research. In accordance with Saunders, Lewis and Thornhill (2019) it uses 

the outcoming data from the survey to test the existing theory. 

 

Blaikie 2010 cited in Saunders, Lewis and Thornhill (2019, p.153-154) considering a 

deductive approach perspective classify in the following six sequential steps of action getting to 

the primary data:   

1. “Put forward tentative idea, a premise, a hypothesis, or a testable proposition about the 

relationship between two or more concepts or variables or set of hypotheses to form a 

theory”. 

2. “Through using existing literature, or by specifying the conditions under which the theory 

is expected to hold, deduce a testable proposition or number of propositions”. 

3. “Examine the premises and the logic of the argument that produced them, comparing this 

argument with existing theories to see if it offers and advance in understanding. If it does, 

then continue”. 

4. “Test the premises by collecting appropriate data to measure the concepts or variables 

and analysing them”. 

5. “If the results of the analysis are not consistent with the premises that means that the tests 

fail, the theory is false, and must either be rejected or modified, and the process restarted”. 
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6. “If the results of the analysis are consistent with the premises, then the theory is 

corroborated”. 

 

 

A previous literature review builds the foundation for setting objectives. For this study, the 

aim of identifying the attributes more valued for Generation Y consumers ordering online food 

delivery in Ireland. 

 

After reading previous literature was developed a theory and consequently, the 

development of 10 hypotheses (Table 1) were previously mentioned in the literature review 

chapter.  To test these hypotheses is employed quantitative data collection. Quantitative research 

is focused on understanding the observed trend and how it might be generalised to a larger 

population (Goertzen, 2017). This suits perfectly with a deductive approach wanting to test the 

validity of the hypotheses previously created. Quantitative method is discussed in more detail in 

the next section 3.3. 

 

Table 1Hypotheses developed 

Attribute Hypothesis 

Trust  

H1: Trust is the attribute that Generation Y consumers value the most regarding 

online food delivery purchase decisions. 

E reviews H2: E reviews is the attribute that Generation Y consumers value the most 

regarding online delivery purchase decisions. 



42 

 

 

Availability 

H3:  Availability 24/7 service is the attribute that Generation Y consumers 

value the most regarding online food delivery purchase decisions. 

Variety H4: Variety is the attribute that Generation Y consumers value the most 

regarding online food delivery purchase decisions. 

Incentives H5: Incentives is the attribute that Generation Y consumers value the most 

regarding online food delivery purchase decisions 

Ease of Use H6: Ease of use is the attribute that Generation Y consumers value the most 

regarding online food delivery purchase decisions. 

Hygiene and 

Quality Food 

H7: Hygiene and quality food (Quality of food and transparent hygiene) is the 

attribute that Generation Y consumers value the most regarding online food 

delivery purchase decisions 

Convenience H8: Convenience (free delivery) is the attribute most valued by Generation Y 

consumers when making online food delivery purchase decisions. 

 
Eco Friendly H9: Eco friendly (Eco-friendly/socially responsible companies) is the attribute 

that Generation Y consumers value the most regarding online food delivery 

purchase decisions. 

Alternative 

Payment 

Options 

H10: Alternative payment options is the attribute that Generation Y consumers 

value the most regarding online food delivery purchase decisions 
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3.3 Research Method and Strategy  

 

In the research onion model (Figure 2) described by Saunders, Lewis and Thornhill (2019) 

there are two types of methods and consequent analysis to collect data: mono method which is 

characterized for a singular source of data (mono) and analysis is based on quantitative or 

qualitative research design, while the multi-method, in its nature, collects and analyses data from 

variable sources, it might be more complex however allow to the researcher to explore the topic 

of the study from different approaches and in doing so, reaching possibilities of interpretation and 

analyses. For the current study, it was not suitable to apply it due to the timeframe and limited 

resources concerning with the chosen topic. Thus, this study is based upon a mono method of 

quantitative research and the collection of data through surveys. 

 

3.3.1 Quantitative Method  

 

According to   Apuke (2017) “Quantitative research deal with quantifying and analysing 

variables in order to get results… it requires the reduction of phenomena to numerical values to 

carry out statistical analysis” (Apuke, 2017) where are involved statistical techniques for the 

analysis of numerical data with the finality of answers questions as “who, how much what where, 

when, how many and how”  (Apuke, 2017). 
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To assess the hypotheses, the mono-method of quantitative data was collected via an 

electronic survey which is explained more detailly in the next survey strategy section, due that it 

is mostly associated with a deductive research and it is designed to answer questions for example 

“what”, “who”, “where”, “how many” and “how much”. 

 

3.3.2 Survey Strategy  

 

According to Saunders, Lewis and Thornhill (2019) survey is designed mainly to identify 

the way that a population thinks and behaves regarding a particular phenomenon which is the 

principal aim of this research. 

 

To the current study, the primary data collection via a quantitative method research has 

been chosen through the tool of a  structured questionnaire which is defined as “the collection of 

information from a sample of individuals through their responses to questions” ( Check and Schutt, 

2012, p. 160, cited in Ponto, 2015). 

 

Generally, this type of research allows a more objective research outcomes, as a structured 

questionnaire. It is usually associated with a deductive approach and is conducted usually in 



45 

 

business management research to prove or disprove certain assumed hypotheses or prepositions. 

It can be collected data from a big population (Ponto, 2015). 

 

According to Kerlinger (1973) cited in Apuke (2017), survey research can be defined as 

“social scientific research that focuses on people, the vital facts about people and their beliefs, 

opinions, attitudes, motivations and behaviour”. Therefore, suited perfectly with the current study 

which involved data obtained from people i.e. Generation Y which later used to generalize the 

whole population, characteristics, and perceptions. 

 

The questionnaire consisted of closed-ended questions that are used to gather numeric 

descriptions of attitudes, opinions, or trends from the studied sample being Generation Y the target 

from the current research. (See detailed in appendix 1). A set of structured and related topics were 

designed in order to follow the main objective of the study and to allow participants to bring their 

own preferences opinions. 

 

The key variables to be measured were considered and operationalised on base to the 

previous literature review, details are shown in table 2. 
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Table 2 Questionnaire items/scale, own elaboration 

No. Variable Item scale  

1 

Gender 

1-3 

Male=1 Female=2 Other=3 

2 Age 

1-4 

Group 1: 20-24=1 Group 2: 25-29=2 

Group 3: 30-34=3 Group 4: 35-39=4 

3 Employment status 

1-4 

Employed full time=1   Employed part time=2  

Self- employed=3 Student=4 Unemployed =5 

4 Marital status 

1-3 

Single=1 Married=2  

In a domestic partnership=3 

5 Reason for OFD 

1-5 

I am busy at work=1 

I am sometimes not in the mood to cook=2 

I crave a specific type of cuisine/food that I would 

not usually cook at home=3 

I prefer takeout than going to restaurants=4 

I sometimes want to treat myself=5 
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6 

What would make 

you more likely  

1-5 to order food online?  

Trust 

Extremely unlikely=1 Unlikely=2 Neutral=3 

Likely=4 Extremely likely=5 

E reviews 

Availability  

Variety 

Incentives 

Ease of use 

Quality of food 

Convenience 

Eco friendly 

Alternative payment 

options 

7 

Preferred food 

delivery app 

1-6 

Deliveroo=1 Just eat=2 Uber eats=3 Marvin. Ie=4 

Flip dish=5 Other=6 

 

8 

Frequency ordering 

OFD 

1-6  

Every day=1 2-3 days a week=2 Once a week=3 

Once every 2 weeks=4 
 

Once a month=5 Less than once a month=6  

9 Meal usually ordered 1-4  
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Breakfast=1 Brunch=2 Lunch=3 Dinner=4  

10 Preferred type of food 

1-3  

Vegetarian=1 Vegan=2 Mainly meat and animal 

products=3 
 

11 

Entertainment when 

ordering OFD 

1-5  

I watch online TV (e.g. Netflix or Amazon) =1 I play 

games online=2 
 

I spend time with family/friends=3 I watch TV=4 I 

party with friends=5 
 

12 

Preferred for future of 

OFD Industry  

1=6  

Delivery drones or robots=1 Orders personalized=2 

More grocery/coffee added=3  
 

Ordering voice technology=4 Edible/c packaging=5 

Reusable/ r container=6 
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3.3.3 Sample Participants 

 

Due to lack of time and resources, it was doubtful or nearly impossible for the researcher 

to collect data from all the target population. Therefore, there was a need to select a sampling 

technique to reduce the number of participants (Taherdoost, 2016).  In quantitative research two 

sample techniques are used, the representative sample and the convenience sample which has been 

chosen to the current research. Convenience sampling consists of select participants because they 

are often readily and easily available. It tends to be a favoured sampling due that it is an 

inexpensive option (Taherdoost, 2016). 

 

The current research is focused is limited to Generation Y or also known as Millennial 

Generation consumers living in Ireland from diverse nationalities and Genders in the age of 20 to 

39 years old. According to Raphelson (2014) anyone born between 1981 and 2000. 

 

With the aim of receiving a reasonable number of participants, the questionnaire was set 

online using social network sites (Facebook) and participants voluntarily took part in it. However, 

there is not a control over respondents this research represents haphazard sampling i.e. participants 

were chosen because they were available, which is part of the convenience sampling (Saunders, 

Lewis and Thornhill (2019). It was followed a control of representativeness, achieve as many 

participants as possible and with a minimum of 100 respondents. 
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3.4 Time Horizon  

 

It is possible to find two different time horizons following Saunders, Lewis and Thornhill 

(2019) can be longitudinal or cross-sectional. A cross-sectional study examines a particular 

phenomenon at a specific time (Saunders, Lewis and Thornhill, 2019). According to Malhotra et 

al. (2017), one sample of a population can be taken and studied at a particular period as in a single 

cross-sectional study or two or more samples of a target population could be studied once as in a 

multiple cross-sectional study. On the other hand, in terms of time horizon, a study may be 

longitudinal where a particular phenomenon is studied at a different time. Longitudinal study can 

take the form of a single longitudinal study where only one sample is studied at different periods 

or multi-longitudinal where two or more samples are studied at different time (Malhotra et al, 

2017). 

The nature of this study is cross-sectional due to time constraints it was the most 

appropriate method.  The data collection comprehends a period from July 10 to August 12. 
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3.5 Techniques and Procedures  

 

3.5.1 Data Collection Instruments. 

 

Has been previously mentioned that Generation Y (Millennial Generation) is distinguished 

as the digital generation, whose “digital natives” and “digital immigrants” that use until three 

devices during a day and are always connected on social media. 

 

Considering the ease of contact with potential respondents and the easiest way to gather 

the above-aimed participants in the prescribed time horizon, for the primary data collection for this 

study were used electronic questionnaires previously described in the survey strategy section. A 

self-completed structured questionnaire was employed meaning that the respondents completed 

them on their own through electronic devices with internet access. 

 

Also, electronic questionnaires are highly suitable based on cost limitations. The tool used 

for the elaboration, collection, and spreading of the questionnaires was Involve. Me a “next-

generation user engagement and customer experience platform” (Involve. Me, 2020). mainly 

focused on digital marketers and e-commerce, which provides the outcomes in an excel file as well 

as a summary and detailed metrics of the results. Involve. Me also allows to share the survey 

directly via different social networking sites like Twitter, LinkedIn, e-mail and WhatsApp 
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additionally is provided with  a customizable code to embed the survey in a website and a Qr code 

to share it digitally letting the users access anywhere just by scanning the code with their mobile 

camera. 

 

3.5.2 Validity.  

 

For the validation of the instrument, a pilot test was carried out to identify if the instructions 

were comprehended, and if the items worked adequately. 

 

At the end of the pilot test, it was detected that the questionnaire was perceived as too long and 

some questions were not understandable, therefore, with the information obtained, the 

questionnaire was modified. 

 

3.5.3 Data Analysis Procedures. 

 

Quantitative data collected from Involve.Me platform and exported the outcomes into 

Microsoft excel allowed passing it into SPSS. SPSS can examine the outcomes and provide 

percentages to be more significant. It allows receiving in-depth answers to the at hand research 

objectives. After coding the answers SPSS provides an easy way to observe the results and is 

saving time. 
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The quantitative data collected was mainly categorical (answers separated into sets) data, 

i.e. nominal or ordinal. To analyse the results, the answers needed to be coded which was numeric 

including numbers from 1 to 5 depending on the number of given answers. 

 

3.5.4 Reliability. 

 

To ensure the reliability of the Likert scale data, once gathered the results from the 

questionnaires the Cronbach’s alpha procedure was employed through the Statistics Software IBM 

SPSS Version 26 (see detailed in the result’s 4.2.1 section). 

 

3.6 Ethical Considerations 

 

Researchers can come up against various difficulties about gaining access to people or 

organisations, for that reason, ethical issues need to be considered while designing the research. 

According to Saunders, Lewis and Thornhill (2019) must be reconsidered any risk of 

“embarrassment, pain, harm or any other kind of disadvantage for participants”. 

 

Furthermore, in the current study was reserved to participants the right of confidentiality, 

anonymity and privacy, and a voluntary participation with the right to withdraw at any time. 
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Following the Dublin Business school’s Ethical Guidelines and procedures for research 

involving human participants, the individuals who participated in the questionnaires were 

presented with an electronic “information form and consent sheet” (Appendix 2) where it was 

introduced the purpose of the survey clearly and understandably, it also underlined the time 

committed to the answering of the questionnaire and the characteristics of confidentiality and 

anonymity that allowed participants to feel free to participate and to answer the questions without 

any kind of pressure, discomfort or embarrassed. 

 

3.7 Limitations  

 

There are several upcoming limitations while using a cross-sectional time horizon 

previously explained, characterized by a limited timeframe and a quantitative mono method of 

research, that brings with it the downside of being time-consuming. For this reason, it was not 

possible to conduct multiple methods, for example, a qualitative method using a focus group, that 

is helpful to deliver more reliability and validity to the findings per Yin  (2009) the time invested 

to collect data during the surveys, along with the statistical analysis of the data represents a large 

amount of time spent on the project. Therefore, a longitudinal study based on the same topic would 

contribute greatly and give better insights into the study. 
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4. Results 

 

The present section contains the empirical findings and analysis of the primary research, 

data obtained through the electronic questionnaire described in the previous section 3. Also as 

previously mentioned in the methodology chapter IBM SPSS Statistics version 26 and Excel were 

used to evaluate the respondent’s results exported from the Involve.Me platform where the 

electronic questionnaire was created. 

 

To give a short overview and illustrate the sample’s demographics and characteristics 

descriptive statistics were employed, moreover, Cronbach’s alpha was used to assess the reliability 

of the attributes’ grade of likelihood. 

 

The next step was the analysis of each of the attributes (Trust, E reviews, Availability, 

Variety, Incentives, Ease of use, Hygiene and quality, Convenience, Eco friendly and Alternative 

payment options), ending with the hypothesis assessment which lead to the discussion, conclusions 

and recommendations. 
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4.1 Sample Demographics and Characteristics 

 

4.1.1 Gender and Age. 

 

From the overall 126 people started the survey but 26 were partial submissions and only 

105 completed, which means an 83%  response rate. Therefore, the final sample was composed of 

105 people. As can be observed in Table 3, concerning gender, the sample was constituted mostly 

of women with 59 respondents (56.2 %) rather than 46 men (43.2%). Although the data was not 

gathered from an equal number of each gender, there was not a big difference, thus, it was 

reasonably fairly distributed between both genders. Which contributes to the representativeness of 

both genders. 

Table 3Descriptive Statistics of Gender 

Variable Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Male 46 43.8 43.8 43.8 

Female 59 56.2 56.2 100 

Total 105 100 100   
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Moreover, the respondent’s participants age (Table 4) was 40 (38.1%) from age group 2, 

i.e. between 25-29 years old, followed by 38(36.2%) from the age group 3 (30-34 years old) and 

group 4 (35-39 years old) and 1(20-24 years old) as a minority with 17.1 % and 8.6 % respectively. 

 

Table 4Descriptive Statistics of Age 

Variable Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

20-24 

(G1) 

9 8.6 8.6 8.6 

25-29 

(G2) 

40 38.1 38.1 46.7 

30-34 

(G3) 

38 36.2 36.2 82.9 

35-39 

(G4) 

18 17.1 17.1 100 

Total 105 100 100   
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Can be concluded that the typical respondent of the survey was an individual with an age 

between 25- 29 years old (age group 2) and women in a slight majority (Table 5).  

 

 

Table 5Mean, Median and Mode of Age 

N 

Valid 105 

Missing 0 

Mean 2.61 

Median 3 

Mode 2 

 

 

 

4.1.2 Current Employment Status and Marital Status. 

 

Concerning employment status, as can be seen in Table 6, the majority of the respondents 

were employed full time with a 46.7% followed by 26.7% of part-time employees and 15.2% of 

students, a minority of 6.7%, and 4.8% were unemployed and self-employed, respectively. 
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Table 6 Descriptive Statistics of Employment Status 

 

 

 

 

Moreover, regarding marital status (Table 7) 74 (70.5%) respondents were single, 19% 

married and a minority of 10.5 percent were in a domestic relationship. 

 

 

 

 

Variable Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Employed full 

time 

49 46.7 46.7 46.7 

Employed part 

time 

28 26.7 26.7 73.3 

Self- employed 5 4.8 4.8 78.1 

Student 16 15.2 15.2 93.3 

Unemployed 7 6.7 6.7 100 

Total 105 100 100   



60 

 

 

Table 7Descriptive Statistics of Marital Status 

Variable Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Single 74 70.5 70.5 70.5 

Married 20 19 19 89.5 

In a domestic 

partnership 

11 10.5 10.5 100 

Total 105 100 100   

 

 

4.2 Preferred Attributes (Results) 

 

4.2.1 Reliability (Cronbach’s Alpha). 

 

After the respondent’s submission of the instruments that seek to measure the attributes’  

grade of likelihood to order food online by Generation Y consumers through the Likert scale, the 

Cronbach’s alpha procedure described in the data analysis procedures section was used to 

determine the reliability.  To carry out the procedure, the Statistics Software IBM SPSS version 

26 was used, where a value of 0. 690 was obtained as shown in Table 8 which indicates an 

acceptable level of reliability per Ursachi, Horodnic, and Zait (2015) and Taber (2018). 
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Table 8 Reliability Statistics, Cronbach’s Alpha 

Cronbach's 

Alpha 

Cronbach's 

Alpha Based 

on 

Standardized 

Items 

N of 

Items 

0.69 0.69 10 

 

 

 

4.2.2 Trust. 

 

When it comes to trust (safe app/website), as can be noted in Table 9 it was found that 38.1 

% of respondents were more likely to order online food delivery if the app or website it is perceived 

as safe. Surprisingly almost the same percentage a 33.3 % found neutral or indifferent this attribute 

when ordering online. 
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Table 9Descriptive statistics of Trust 

Variable Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Extremely unlikely 

1 

3 2.9 2.9 2.9 

Unlikely 2 4 3.8 3.8 6.7 

Neutral 3 35 33.3 33.3 40.0 

Likely    4  40 38.1 38.1 78.1 

Extremely likely 5 23 21.9 21.9 100 

Total 105 100 100   

 

 

4.2.3 E Reviews. 

 

Regarding E reviews (Table 10), 52 (49.5%) found more likely to order food online when 

there are positive reviews followed by 31 (29.5%) people that were extremely likely. However, 21 

respondents were neutral (20%) and 1 individual did not find likelihood ordering online when 

seeing positive reviews. 
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Table 10Descriptive Statistics of E Reviews 

Variable Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Extremely unlikely 1 1 1 1 

Neutral 21 20 20 21 

Likely 52 49.5 49.5 70.5 

Extremely likely 31 29.5 29.5 100 

Total 105 100 100   

 

 

4.2.4 Availability. 

 

Concerning Availability, as can be observed in Table 11, 38 (36.2%) respondents were 

neutral followed by 32 (30.5%) respondents that found more likely to order from places with a 

24/7 service and 27(25.7%) extremely likely. Likewise, being neutral the major percentage shows 

some indifference regarding availability to the Generation Y consumers in Ireland. 
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Table 11 Descriptive Statistics of Availability 

Variable Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Extremely unlikely 2 1.9 1.9 1.9 

Unlikely 6 5.7 5.7 7.6 

Neutral 38 36.2 36.2 43.8 

Likely 32 30.5 30.5 74.3 

Extremely likely 27 25.7 25.7 100 

Total 105 100 100   

 

 

4.2.5 Variety. 

 

As to a Variety of restaurants, shown in table 12, 51 (48.6%) respondents do find more 

likely to order food online when there are more options available, moreover, 28(26.7%) found 

extremely likely and for a minority of 4 respondents, the attribute was not significant. 
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Table 12 Descriptive Statistics of Variety 

Variable Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Unlikely 4 3.8 3.8 3.8 

Neutral 22 21 21 24.8 

Likely 51 48.6 48.6 73.3 

Extremely 

likely 

28 26.7 26.7 100 

Total 105 100 100   

 

 

4.2.6 Incentives 

 

 

When it comes to incentives (Table 13), 52 (49.5 %) respondents would be more likely to 

order online takeaway food if the apps/ websites offered discounts, rewards, or exclusive offers. 

Moreover, 35(33.3%) found extremely likely and it can be noted that a minority of 2 people were 

indifferent. 
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Table 13Descriptive Statistics of Incentives 

Variable Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Extremely 

unlikely 

2 1.9 1.9 1.9 

Unlikely 1 1 1 2.9 

Neutral 15 14.3 14.3 17.1 

Likely 52 49.5 49.5 66.7 

Extremely 

likely 

35 33.3 33.3 100 

Total 105 100 100   

 

 

4.2.7 Ease of Use. 

 

Concerning to ease of use as shown on the Table 14,  below 52 (49.5%) respondents found 

more likely to order food online when they perceive the app or website as ease of use, other 26 

(24.8%)  were extremely likely also if they perceive as ease of use and a minority of 2 (1.9%) were 

indifferent. 
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Table 14Descriptive Statistics of Ease of Use 

Variable Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Unlikely 2 1.9 1.9 1.9 

Neutral 25 23.8 23.8 25.7 

Likely 52 49.5 49.5 75.2 

Extremely 

likely 

26 24.8 24.8 100 

Total 105 100 100   

 

 

4.2.8 Hygiene and Quality Food. 

 

Concerning the quality of food and transparent hygiene as can be observed below (Table 

15) this attribute it is extremely important to the respondents when ordering online food delivery, 

56.2%  were extremely likely to order if the attribute it is accomplished, followed for 33.3% likely, 

however for 2 (1.9%) participants it was not a determinant. 
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Table 15Descriptive Statistics of Hygiene and Quality Food 

Variable Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Extremely 

unlikely 

2 1.9 1.9 1.9 

Unlikely 1 1 1 2.9 

Neutral 8 7.6 7.6 10.5 

Likely 35 33.3 33.3 43.8 

Extremely 

likely 

59 56.2 56.2 100 

Total 105 100 100   

 

 

4.2.9 Convenience 

 

As to convenience, 51(48.6%) of the respondents as can be seen below (Table 16) were 

extremely likely to order online takeaway food if they are provided with a free delivery, also 33 

(31.4%) were likely and surprisingly 5(4.8%) of the respondents did not consider free delivery as 

a determinant. 
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Table 16Descriptive Statistics of Convenience 

Variable Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Unlikely 5 4.8 4.8 4.8 

Neutral 16 15.2 15.2 20 

Likely 33 31.4 31.4 51.4 

Extremely 

likely 

51 48.6 48.6 100 

Total 105 100 100   

 

 

4.2.10 Eco Friendly. 

 

Concerning eco-friendly (Table 17), 40 (38.1%) of the respondents were more likely to 

order online food delivery from eco-friendly/socially responsible companies, however, 27(25.7%) 

were neutral and 1 respondent was indifferent. 
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Table 17Descriptive Statistics of Eco Friendly 

Variable Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Extremely 

unlikely 

1 1 1 1 

Unlikely 3 2.9 2.9 3.8 

Neutral 27 25.7 25.7 29.5 

Likely 40 38.1 38.1 67.6 

Extremely 

likely 

34 32.4 32.4 100 

Total 105 100 100   

 

 

4.2.11 Alternative Payment Options. 

 

Showed on the Table 18 below, 47(44.8%) of the respondents would be more likely to 

order online takeaway food from apps or websites that provide them with alternative payment 

options, for 28(26.7%) of them this attribute would be extremely likely and a minority of 3(2.9&%) 

did not find it as a determinant. 
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Table 18Descriptive Statistics of Alternative Payment Options 

Variable Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Unlikely 3 2.9 2.9 2.9 

Neutral 27 25.7 25.7 28.6 

Likely 47 44.8 44.8 73.3 

Extremely 

likely 

28 26.7 26.7 100 

Total 105 100 100   

 

 

4.3 Hypothesis Assessment  

 

To identify what attributes Generation Y consumers, value the most when ordering online 

food delivery, a comparative of the attributes data results is showed on the following Table 19. 
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Table 19 Descriptive Statistics of the Most Valued Attributes by Generation Y Consumers 

Variable N Minimum Maximum Mean Std. 

Deviation 

Ereviews 105 1 5 4.07 0.76 

Trust 105 1 5 3.72 0.95 

Availability 105 1 5 3.72 0.98 

Variety 105 2 5 3.98 0.80 

Incentives 105 1 5 4.11 0.82 

EaseOU 105 2 5 3.97 0.75 

HQFood 105 1 5 4.41 0.83 

Convenience 105 2 5 4.24 0.88 

EcoFriendly 105 1 5 3.98 0.89 

AlternativePO 105 2 5 3.95 0.80 

Valid N 

(listwise) 

105         

 

It was found that the attribute most valued by Generation Y consumers when making online 

food delivery purchasing decisions is Hygiene and Quality Food with a mean of 4.40, 

consequently, the hypothesis H7 (Hygiene and quality food is the attribute that Generation Y 

consumers value the most regarding online food delivery purchase decisions) is supported. 

Followed with a slight difference by Convenience or free delivery with a 4.23, Incentives with a 
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4.11 and the four highest E reviews with a mean of 4.06, Therefore, the hypotheses H8 

(Convenience (free delivery) is the attribute most valued by Generation Y consumers when making 

online food delivery purchase decisions), H5 (Incentives is the attribute that Generation Y 

consumers value the most regarding online food delivery purchase decisions) and H2(E reviews 

is the attribute that Generation Y consumers value the most regarding online delivery purchase 

decisions) are mainly supported.  

 

Moreover, hypotheses:  H4(Variety is the attribute that Generation Y consumers value the 

most regarding online food delivery purchase decisions)  

H9(Eco friendly is the attribute that Generation Y consumers value the most regarding online food 

delivery purchase decisions) 

 H10(Alternative payment options is the attribute that Generation Y consumers value the most 

regarding online food delivery purchase decisions)  

H6(Ease of use is the attribute that Generation Y consumers value the most regarding online food 

delivery purchase decisions) are partially supported. 

 

When it comes to trust and availability it was found that those are not strong 

determinants for online food delivery purchasing decisions by Generation Y respondents. 

Therefore, the following hypotheses are rejected: 
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H1(Trust is the attribute that Generation Y consumers value the most regarding online food 

delivery purchase decisions)  

H3(Availability 24/7 service is the attribute that Generation Y consumers value the most 

regarding online food delivery purchase decisions). 

 

Detailed conclusions are presented in the discussion section 5. 

 

 

 

4.4 Other Findings  

 

4.4.1 Main Reason for Ordering Takeaway Food. 

 

As can be seen in the next Table 20 it was found that 52(49.5%) of the respondent’s main 

reason for ordering online food delivery is when they find themselves not in the mood to cook. 

Surprisingly only a minority of 7(6.7%) their main reason was because they find busy at work. 
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Table 20Descriptive Statistics of the Main Reason for Ordering Takeaway Food 

Variable Frequency Percent Valid 

Percent 

Cumulative 

Percent 

I am busy at work 7 6.7 6.7 6.7 

I am sometimes not in the mood to 

cook 

52 49.5 49.5 56.2 

I crave a specific type of cuisine/food 

that I would not usually cook at home 

25 23.8 23.8 80 

I prefer takeout than going to 

restaurants 

3 2.9 2.9 82.9 

I sometimes want to treat myself 18 17.1 17.1 100 

Total 105 100 100   

 

 

4.4.2 Food Delivery/Service App or Website Used More Often.  

 

It was found that the preferred food delivery service app/website for Generation Y 

consumers in Ireland is Deliveroo (Table 21) with 46.7% followed by Just eat with 32.4%.  
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Table 21Descriptive Statistics of the Food Delivery App/Service or Website Used More Often 

Variable Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Deliveroo 49 46.7 46.7 46.7 

Just eat 34 32.4 32.4 79 

Uber eats 11 10.5 10.5 89.5 

Marvin.ie 3 2.9 2.9 92.4 

Flip dish 1 1 1 93.3 

6 7 6.7 6.7 100 

Total 105 100 100   

 

 

 

A minority of 6.7% said other (6) not mentioned on the app’s answers list. (See detail on 

Table 22). 
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Table 22Descriptive Statistics of the Food Delivery App/Service or Website Used More Often 

(Other) 

Variable Frequency Percent Valid 

Percent 

Cumulative 

Percent 

  99 94.3 94.3 94.3 

Direct with 

restaurant 

1 1 1 95.2 

 

None 

2 1.9 1.9 97.1 

 

None yet as live 

rural 

1 1 1 98.1 

 

Restaurant 

1 1 1 99 

 

What's for dinner 

 

1 1 1 100 

Total 105 100 100   
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4.4.3 Takeaway Order Frequency (Via App or Website). 

 

Concerning the frequency with that Generation Y consumers in Ireland order food via app 

or website as can be seen in Table 23, the monthly order frequency varied among the respondents 

with a majority of 39% orders once a week. 

 

Table 23Descriptive Statistics of Takeaway Order Frequency 

Variable Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Every day (1) 0       

2-3 days a week (2) 2 1.9 1.9 1.9 

Once a week (3) 41 39 39 41 

Once every 2 weeks (4) 17 16.2 16.2 57.1 

Once a month (5) 23 21.9 21.9 79 

Less than once a month 

(6) 

22 21 21 100 

Total 105 100 100   
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On average (Table 24) the respondents order food once every two weeks.   

Table 24Descriptive Statistics of Takeaway Order Frequency (Average) 

N 

Valid 105 

Missing 0 

Mean 4.21 

Median 4 

Mode 3 

Note: Every day =1, Less than once a month= 6 

 

4.4.4 Meal Usually Ordered for Takeout. 

 

It was found that Generation Y consumers in Ireland usually order online takeout for dinner 

(Table 25) with an 84.8%. 

Table 25Descriptive Statistics of the Meal Usually Ordered 

Variable Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Brunch 1 1 1 1 

Lunch 15 14.3 14.3 15.2 

Dinner 89 84.8 84.8 100 

Total 105 100 100   
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4.4.5 Type of Food Ordered More Often. 

 

Regarding to the type of food, as can be seen on the Table 26 below, 86 (81.9%) 

respondents prefer mainly meat and animal products and a minority of 14(13.3%) and 5(4.8%) 

vegetarian and vegan food respectively. 

Table 26Descriptive Statistics of the Type of Food Ordered More Often 

Variable Frequency Percent Valid Percent Cumulative 

Percent 

Vegetarian 14 13.3 13.3 13.3 

Vegan 5 4.8 4.8 18.1 

Mainly meat and animal 

products 

86 81.9 81.9 100 

Total 105 100 100   
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4.4.6 What Generation Y Usually Does When They Eat Takeaway Food Ordered. 

 

When it comes to looking what consumers usually do when they eat take away food can 

be seen on the next Table 27, entertainment plays an important role with 48 (45.7%) respondents 

said they watch online TV as Netflix or Amazon, followed by 35(33.3%) that usually spend time 

with family and/or friends. 

 

Table 27Descriptive Statistics of Generation Y Usual Entertainment 

Variable  Frequency Percent Valid 

Percent 

Cumulative 

Percent 

I watch online TV (e.g. 

Netflix or Amazon) 

48 45.7 45.7 45.7 

I play games online 3 2.9 2.9 48.6 

I spend time with 

family/friends 

35 33.3 33.3 81.9 

I watch TV 12 11.4 11.4 93.3 

I party with friends 7 6.7 6.7 100 

Total 105 100 100   

 

 



82 

 

 

4.4.7 What Excites Generation Y the Most About the Future of the Food Delivery 

Industry. 

 

Overall, it was found that Generation Y consumers are more excited about the option of 

new technology as can be seen detailed in Table 28 below, delivery drones or robots and orders 

personalized with the highest per cent 37.10%. Also, they are more excited about 

edible/compostable packaging prospect options with 29.50%. 

 

Table 28Descriptive Statistics of What Most Excites Generation Y about the Future of the FDI 

Variable Frequency Percent 

Delivery drones or robots 39 37.1 

Orders personalized 39 37.1 

More grocery/coffee added 19 18.1 

Ordering through voice technology 13 12.4 

Edible/compostable packaging 31 29.5 

Reusable/ returnable container 

services 

21 20 
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4.4.8 Generation Y Recommendations to the Food Industry Online Service 

 

Below some recommendations adding to the research and that are worth highlighting from 

the respondents: 

 

“Not all the restaurants are online, so change to online service as is essential nowadays.” 

 

“In Ireland, options are very limited in small towns, I have seen burger place who places the 

orders and choose a delivery point in different small towns once a week, other food restaurants 

should look at that options”. 

 

“Claims system should improve, I remember I made a claim to Deliveroo like 1 month ago and 

never got a reply”. 

 

“They have to pay attention to customer service. Sometimes people get stuck in the middle of their 

order because of network issues or glitches in the ordering software.” 

 

“Fast delivery and better packing make the food being not looking messy after delivery”. 
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5. Discussion  

 

This section supports to answer the research question sustained with the aim of identify 

which attributes Generation Y consumers value the most when making online food delivery 

purchase decisions through the analysis of the quantitative method via survey’s findings chosen 

and their connection with the literature review and also expose support or rejection of the 

hypotheses developed. Moreover, the recommendations, limitations, and future research are 

presented. 

 

The research question analysed the current perception of Generation Y consumers in 

Ireland when ordering online food delivery services and the attributes most valued by them among 

Trust, E Reviews, Availability, Variety, Incentives, Ease of use, Hygiene and quality, 

Convenience, Eco Friendly and Alternative Payment Options. The primary research findings 

demonstrated that those 10 attributes would make them more likely to order online food delivery, 

aligned with the previous literature studies. However, Hygiene/Quality food was found the 

attribute most valued and the main motivator for order food delivery per previous studies by Jain 

(2019) and Davis (2015), The Generation Y respondents undoubtedly demonstrated their highest 

level of awareness and how it is highly important that the food delivered to them besides of being 

healthy, it be prepared in adequate e hygienic conditions. Therefore, the H7 (Hygiene and quality 

food is the attribute that Generation Y consumers value the most regarding online food delivery 

purchase decisions) is supported. 
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Furthermore, convenience H8 (Convenience is the attribute that Generation Y consumers 

value the most regarding online food delivery purchase decisions) was the second-highest attribute 

considered by Generations Y consumers when making online food delivery purchase decisions 

although it was not the highest motivator also it is mostly supported, it was demonstrated that 

besides hygiene and quality food options “they also want food delivered without taking a lot of 

time and at accessible prices” (Chan, 2019). 

 

Followed by Incentives and E Reviews, 3rd, and 4th motivators respectively, aligned with 

the literature review, Generation Y consumers seek a meaningful experience customized according 

to their needs and wants, they want to feel valued (Donnelly and Scaff 2013). Also, as a digital 

Generation, they keep informed and are highly influenced by social media recommendations 

(Smith, 2012). Therefore, hypotheses H5 (Incentives is the attribute that Generation Y consumers 

value the most regarding online food delivery purchase decisions) and H2 (E reviews is the 

attribute that Generation Y consumers value the most regarding online food delivery purchase 

decisions) were also mostly supported. 

 

Variety, Eco-Friendly, Alternative Payment Options, and Ease Of Use although they are 

an influence to make online food delivery purchase decisions per the previous literature, they 

were not found the strongest motivators on the data results, consequently, the following 

hypotheses are partially supported: 
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H4(Variety is the attribute that Generation Y consumers value the most regarding online food 

delivery purchase decisions). 

H9(Eco friendly is the attribute that Generation Y consumers value the most regarding online food 

delivery purchase decisions). 

H10(Alternative payment options is the attribute that Generation Y consumers value the most 

regarding online food delivery purchase decisions. 

H6(Ease of use is the attribute that Generation Y consumers value the most regarding online food 

delivery purchase decisions). 

 

Regarding E Trust, ie. Safe app or website although it was found in previous studies by 

Flavian and Guinaliu (2006), Choon et al. (2010), Delafrooz, et al. (2011) and Amirosadat and 

Kermani (2011) as the main reason considered by customers before make any online purchase 

decision, when it comes to ordering online food delivery the data results showed as the last 

determinant among the 10 attributes previously mentioned that would encourage them to make 

online food delivery purchase decisions along with availability, thus, hypotheses H1( Trust is the 

attribute that Generation Y consumers value the most regarding online food delivery purchase 

decisions) and H3 ( Availability is the attribute that generation Y consumers value the most 

regarding online food delivery purchase decisions) were rejected. 

 

Additionally, it was found that Generation Y consumers in Ireland order food online on 

average once a week and usually for dinner, being Deliveroo app the used more often with a 46.7% 
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followed by Just eat with a 32.4%. Also, it was found that 81.9% usually order meals conformed 

mainly by meat and animal products, and what excites them the most about the future of de online 

food delivery service is the adoption of new technology such as delivery drones or robots, orders 

personalized and edible/compostable packaging. 

 

5.1 Recommendations  

 

Online marketing is constantly growing, it is evident the way to the future on sales and is 

not the exception on the Food Industry mainly due to the uncertainty and stay in restrictions faced 

due to the global coronavirus pandemic that it is worth mention it. Restaurants must provide 

customers with an online service; managers should take note of the factors which influence the 

online purchase decisions of consumers. The current study has found Hygiene/Quality food and 

Convenience as the two factors that most influence online takeaway purchase decisions. 

Restaurants and delivery providers should work inconjunct to provide the food quality and safety 

requirements and also focus to delight costumers offering a wider variety of healthy options that 

highlight the quality and safety without leaving aside accessible prices and incentives that make 

customers feel valued such as offers, rewards and discounts. All found in the current research are 

highly valuable motivators that could increase loyalty and consequently sales. 

 

Additionally, E reviews play an important role in determining whether to buy from a 

particular restaurant service or not. Third-party delivery services and restaurants should work 

together to ensure that satisfied customers post their positive experiences online, due that it is not 
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sufficient anymore a wide menu if it does not go with a good purchase experience taking into 

account the involvement of new technology, edible/ compostable packaging and personalized 

orders. 

 

5.2 Conclusions 

 

The research was undertaken to identify the attributes most valued by Generation Y 

consumers towards online food delivery purchase decisions. The sample for the study was 

collected from Ireland through and online survey. Descriptive Statistics analysis outcomes showed 

that Hygiene/Quality food and Convenience have the strongest influence on online purchase 

decisions of Generation Y towards online food delivery services. 

 

The study has gained in value as it has highlighted the importance of the Food industry and 

third-party delivery services work together to get a high quality and safety products. 

 

Additionally, the study has emphasized the role played by Incentives, and positive E 

reviews as also main motivators on the online food delivery purchase decisions of Generation Y 

consumers and the importance of introducing new technology, edible/compostable packaging and 

personalized orders. 

 



89 

 

 

5.3 Limitations 

 

As previously mentioned in the methodology section the study does suffer from some 

limitations through the use of a cross-sectional time horizon and a quantitative mono method which 

provides with more generalized outcomes, through a convenience sample.  

 

5.4 Future Research  

 

Future researches should consider a larger probability sample as a longitudinal time 

horizon to see a change in attitudes through a longer period of time. In addition, a mixed-method, 

employing quantitative and qualitative method using a focus group could also apport more validity 

and reliability to the outcomes. 
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7. Appendices  

Appendix 1: Online Survey (Refer to the questionnaire on the methodology survey strategy 

section) 
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Appendix 2: Information Form and Consent Sheet for Participants (Refer to Ethical 

Considerations). 

 

ELECTRONIC INFORMATION FORM AND CONSENT SHEET FOR PARTICIPANTS 

 

PROJECT TITLE 

 

FOOD IN A SINGLE CLICK 

Preferred Attributes for Generation Y in Ireland ordering food online 

  

You are being asked to take part in a research study on the perception of Generation Y consumers 

in Ireland ordering food online. 

  

RESEARCH BACKGROUND 

In the last years, Generation Y (Millennials) have revolutionized the food industry. Consumers are 

demanding tech solutions such as apps and online services each time more. 

  

This research aims to identify the attributes most valued and its influence on online food order 

purchasing decisions for the Generation Y consumers in Ireland. 

  

The results of this study will provide valuable information to the foodservice industry that will 

contribute to a successful marketing strategy. 

  

PROJECT OWNERSHIP 

This research project is conducted by Gloria Chaidez Quinones under the supervision of the 

lecturer Keelin Lee at Dublin Business School. 

  

This project has been approved by the Research Ethics Committee. Dublin Business School 

guidelines  

  

WHAT WILL HAPPEN   

In this study, you will be asked to fill an online multiple-choice questionnaire. Some questions 

will automatically be directed to the next question; however, you can go back to the previous 

questions at any time.  The questions involve personal opinion with no right or wrong answers. 

 

  

TIME COMMITMENT   

It involves filling an online survey that will take approximately 3 minutes. 

https://www.dbs.ie/about-dbs/recognition-and-accreditation
https://students.dbs.ie/docs/default-source/default-document-library/ethical_guidelines_for_research_with_human_participants-2019567e25b5c20164af846cff00008abfc9.pdf?sfvrsn=6c7f41d3_0
https://students.dbs.ie/docs/default-source/default-document-library/ethical_guidelines_for_research_with_human_participants-2019567e25b5c20164af846cff00008abfc9.pdf?sfvrsn=6c7f41d3_0
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PARTICIPANTS’ RIGHTS   

You may decide to stop being a part of the research study at any time without explanation required 

from you. You have the right to ask that any data you have supplied to that point be withdrawn / 

destroyed. You have the right to omit or refuse to answer or respond to any question that is asked 

of you. You have the right to have your questions about the procedures answered (unless answering 

these questions would interfere with the study’s outcome. A full de-briefing will be given after the 

study). If you have any questions as a result of reading this information sheet, you should ask the 

researcher before the study begins. 

  

CONFIDENTIALITY/ANONYMITY   

The data collected does not contain any personal information about you such as your name, email 

address, or IP address. All data will be stored in a password protected electronic format. The results 

of this study will be used for dissertation purposes as a part of MBA requirements which may be 

published on the Dublin Business School website with access for students and staff.  

 

  

FOR FURTHER INFORMATION   

I will be glad to answer your questions about this study at any time. You may contact me through 

the email: 10524614@mydbs.ie. 

  

Project supervisor contact: 

Keelin Lee 

Email:  Keelin.lee@dbs.ie 

  

Dublin Business School contact: 

Email:  exams@dbs.ie 

Phone number: +353(0) 1 417 7500 
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