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ABSTRACT 

 

In recent years, online food delivery services in Ireland have experienced growth and popularity 

and are expected to continue to expand. This part of the consumer food service industry is the only 

area which experienced growth in 2019 despite a decline in performance across the industry. 

By using a quantitative approach, this study aims at exploring Irish consumer behaviour towards 

online food delivery services, analysing the demographics of its consumers and also analysing 

their post-purchase behaviours, all with a view to gaining insight into the reasons behind its market 

growth- from the perspective of consumers. 114 questionnaire responses were evaluated and 

analysed for this study. 

  Results indicate three demographic variables- age, marital status, and employment status, is 

associated with the usage of online food delivery services. The research also reveals different 

perceptions of respondents with respect to online food delivery services, useful for marketing 

purposes in the foodservice industry. 
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CHAPTER ONE 

INTRODUCTION 
 

1.1 BACKGROUND TO THE STUDY 

The consumer foodservice industry in Ireland is one that has enjoyed growth in recent years 

traceable to the increase in the income of consumers across the country and an increase in tourism 

(Passport, 2019). A report carried out on the consumer behaviour of Irish consumers identified that 

they have a culture of eating out which stems from their quest of new, unique, and enjoyable 

experiences. (McCarthy, 2018). However, in recent times, there has been a disruption in the 

industry resulting in the growth of online food delivery services.  

A research carried out in 2019, showed a decrease in the growth of the consumer foodservice 

industry as a whole while identifying that online food delivery services thrived and grew, so much 

so that the only restaurants that experienced growth in that year could attribute such growth to the 

use of online food delivery services. The decrease in the overall consumer foodservice industry is 

partly attributed to the increase in VAT that took place from January 2019, making eating out more 

expensive because operators passed on the cost to consumers (Passport, 2019). 

Online food delivery services are a part of the takeaway sector which is a subset of the consumer 

foodservice industry and it refers to the aspect where food is bought at a restaurant, making use of 

online services such as apps, websites, and calls, delivered and consumed outside the restaurant. 

This sector has contributed greatly to the economic development of Ireland in terms of sales, 

income and employment, while this a good thing, it is important to understand the reasons for its 
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growth from the perspective of consumers, in order to forecast its sustainability and continuous 

growth (justEat, 2015).  

Online food delivery services are the biggest and most significant disruptor to the consumer 

foodservice industry and the researcher sees the need to find out why consumers are receptive 

despite previous trends showing that the Irish population enjoy eating out a lot. For a sector that 

contributes so much to the Irish economy, there is not enough research on the sector in isolation. 

The few reports available analyses online food delivery services as part of the takeaway industry, 

therefore, recommendations from these reports are always generalized for the takeaway sector as 

a whole which includes those who walk into the restaurant to buy food and then go off the premises 

to consume it or those who make the order online but walks into the brick and mortar restaurant to 

pick it themselves.  

This research seeks to understand the consumer behaviour of consumers in Ireland towards 

ordering food online and using delivery services. This study will add to academic knowledge as 

well as aid the marketing sector of the consumer foodservice industry to understand their 

customers, what they seek, what they currently experience and what they would like to see in order 

to encourage growth and sustainability. 

1.2 Statement of Problem 
 

It is no longer news that the world has become a global living room and the digital age have 

continuously removed the walls that separate cultures and countries. As the world continues to 

modernize, so also do the interest and preferences of people change. The food service industry is 

no exception to these changes. In recent times, there have been academic and market publications 

about the changes evident in the Irish territories. For instance, the take away industry, the 
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emergence of the third party application, globalization, digitalization of orders/payments and 

Mcdonaldisation of restaurants are new realities changing the way services are either ordered or 

rendered (Powers and Valentine, 2008; Gounaris, Dimitriadis and Stathakopoulos, 2010; Charles, 

Kathireven and Velaudham, 2016; Stewart, 2018).  

Due to these changes, studies have looked at consumer satisfaction, shopping behaviour, 

determinants of repurchase, consumer attitudes and fears, class action suite, cultural differences, 

consumer lifestyle trends, building customer satisfaction, among other topics but the focus have 

been on online shopping and other retail market (Blackwell, R.D., Miniard, P.W., Engel, J.F. and 

Rahman, Z. (2018). Powers and Valentine, 2008; Gounaris, Dimitriadis and Stathakopoulos, 2010; 

Singh and Sailo, 2013; Sakarya and Soyer, 2014; Al-Debei, Akroush and Ashouri, 2015; Charles, 

Kathireven and Velaudham, 2016; Stewart, 2018). 

However, literature have been scarce on core issues determining the demographics of the ever-

growing community of online food ordering and delivery service customers as well as their 

perception, attitudes and post-purchase behaviours. Although, literature is flooded on the subject 

matter when it comes to shopping online generally. The findings might be different because it is 

possible that there are significant differences in the way people look at the takeaway food industry 

in comparison to the larger online market industry. It is these gaps in the global literature, 

particularly on the Irish situation, that motivate this study.  

1.3 Research Objectives 
 

The broad objective of the study is to examine the consumer behaviour towards the online food 

service and the use of delivery service. The study aims to specifically:  
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1. Examine the Demographics of online food delivery customers 

2. Document the Perceptions and attitudes of customers toward online food delivery since the 

inception of third-party application 

3. Assess the post-purchase behaviours of online food delivery customers 

 

1.4 Research Hypotheses 
 

Stemming from the first objective, the study tested the following hypotheses: 

1. There is no significant association between the Age of respondents and the practice of 

ordering food online  

2. There is no significant association between the Gender of respondents and the practice of 

ordering food online 

3. There is no significant association between the Marital Status of respondents and the 

practice of ordering food online 

4. There is no significant association between the Nationality of respondents and the practice 

of ordering food online 

5. There is no significant association between the Employment Status of respondents and the 

practice of ordering food online 
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1.5. Contribution of the Study  
 

The research would contribute to academic knowledge, since there is no extensive research already 

undertaken on the subject, and it is also definitely useful for business purposes, particularly in the 

field of marketing. 

More importantly, these findings will be useful in the following ways: 

• For Ireland's consumer foodservice industry to learn what drives consumers as they use 

online food delivery services. 

• For third party applications to know what they are doing right now and what they can do 

to improve use and be sustainable 

• For restaurants that are yet to take advantage of technologies such as third-party apps to 

understand how its relevance 

1.6. Organisation of the Dissertation  
 

This dissertation is divided into five chapters, starting with an introduction to the research subject, 

background of the study, research aims and hypotheses. 

Following the introduction, this study will perform a literature review of previous studies on 

Ireland's consumer foodservice sector, online shopping, Ireland's takeaway sector, consumer 

behaviour and customer post-purchase behaviour. 
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The methodology for this research will be discussed in Chapter 3, as the report attempts to explain 

its quantitative approach and methods of collecting data. This study will take shape through an 

online survey spread among Irish consumers. The data collected from this inquiry will be reviewed 

for concrete conclusions concerning the aims and hypotheses of this analysis. 

Once the findings have been tabulated, the results will be compared in accordance with those of 

the literature reviews. The paper would then aim to make recommendations for the consumer 

foodservice industry, third-party applications and give suggestions for future research. 
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CHAPTER TWO 

LITERATURE REVIEW 

INTRODUCTION  

This section of the research report would be to take stock of the relevant studies explaining the 

current understanding of online food delivery service consumers, their decision-making process as 

well as their pre and post purchase behaviour.   

For the purpose of this study, Online food delivery services will be defined as a part of the 

takeaway sector which is a subset of the consumer foodservice industry, that refers to the aspect 

where food is bought at a restaurant, making use of online services such as apps, websites, and 

calls, delivered and consumed outside the restaurant. 

 

The chapter is broken into thematic subsections covering Consumer Foodservice Industry, Online 

Shopping, Takeaway industry in Ireland, Consumer behaviour, and Post-Purchase Behaviour.   

In the first section of the chapter, the concept of food service industry was introduced. The 

development and use of the concept in the last decade would be discussed with critical analysis of 

their implications.   

Also, attempts will be made to look at the other concepts in the course of the chapter.   
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THEME 1: CONSUMER FOODSERVICE INDUSTRY   

The consumer foodservice industry did not increase in growth in 2019 compared to the previous 

year of 2018. A number of reasons are said to be responsible for this, among which is the increase 

in VAT with many industry players passing off the additional cost to consumers, dining out 

becomes more expensive. (passport, 2019) There has been an increase in health consciousness 

among Irish consumers across all demographics thereby driving a change in the consumer 

foodservice industry in terms of menu diversification to include healthier options. (passport, 2019). 

Nonetheless, this passport study failed to note how customer behaviour towards online food 

delivery services is affected by the need for healthy food choices and menu diversification. This 

work aims to fill this void by ascertaining whether this new phenomenon affects consumer 

behaviour towards online food delivery services. 

 There is increased usage of smartphones and ongoing advancement of technology that has 

continued to increase the popularity and importance of online ordering in consumer foodservice 

industry in Ireland. The increase in the use of technology has made third party delivery apps more 

popular thereby causing a change in restaurants behaviour. Delivery apps such as Deliveroo, 

UberEATS and justEat are currently used as tools to expand the consumer foodservice industry in 

Ireland. There is an obvious growth in food establishments that make use of these services 

(passport, 2019). Small food establishments using these apps are able to expand their customer 

reach and achieving steady growth despite the overall stunted growth in the industry.   

Third party delivery apps are being used to address the slowing value growth in the industry as 

well as making changes to their menu in order to accommodate the newfound health consciousness 

of Irish consumers. (passport, 2019)   
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According to this report, it is clear that online food delivery platforms are good for companies in 

the consumer foodservice industry and it also takes account of how social media and technology 

have driven this market. However, the consumer dimension of the growth is not taken into account. 

This research aims at gaining an understanding of the pre- and post-purchase behaviour of 

consumers responsible for the growth in this sector, as this knowledge will be useful to marketing 

managers in targeting the needs of consumers which will in turn translate to more sales for the 

organisations. 

According to a report by the Irish food board, Irish consumers have a set of new demands;   

Convenience is key for the consumers mainly because they are looking to source for food 

“anytime, anywhere”, thereby laying continued emphasis on convenient options like takeaway and 

delivery. Takeaway options is said to drive growth especially to other segments of the consumer 

foodservice industry that traditionally do not cater for delivery such as full-service restaurants, 

pubs, and hotels. (McCarthy, 2018, pp 3)   

While the above report provides an insight into some of the consumer perceptions which may be 

responsible for industry growth and expansion, the study was conducted for the entire takeaway 

industry, making it difficult to draw a line between online food delivery services and the other 

takeaway sub-sectors. Hence, the focus of this research will be specifically on online food delivery 

services, filling the void left by the above reviewed report. 

The norm is no longer three meals per day and traditional ways of dining are disappearing, giving 

rise to on-the-go dining.   

Restaurants and foodservice have been seen as means of entertainment and consumers are willing 

to spend on unique and different experiences, thus, the consumers are divided into those who seek  
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convenience and those who demand unique experiences. (McCarthy, 2018) The growing on-

demand foodservice culture is driving cashless payments, click and collect, and third-party 

delivery options. As more tech-enabled solutions enter the market, much of the “front of house” 

experience between consumers and the operator could ultimately become automated.   

The report also identified that Irish consumers are becoming younger and older, therefore being 

“all things to all consumers” is challenging for the operators as the tech-enabled solutions to appeal 

to younger consumers, while older consumers tend to be more traditional in their usage of 

restaurants. (McCarthy, 2018, pp 3) 

 This review provides background information into the present state of the consumer foodservice 

industry and how online food delivery services is disrupting the industry. This project aims to 

delve deeper into the minds of the consumers and be able to give explanations as to how the online 

food delivery service industry is growing from the perspective of Irish consumers.   

  

THEME 2: ONLINE SHOPPING   

Based on a research by PwC on Irish retail and consumers, 46% of Irish consumers shop instore 

at least weekly. The research further highlighted that although Irish consumers like to shop in-

store, the store choice is highly influenced by those who provide the “right experience, 

combination of value, convenience, personal service and an integrated physical and online 

services” (JCDecaux, 2018)   

Irish consumers like the idea of “mobile” and 31% prefer mobile method of payment even when 

in-store, at the same time, online shopping continues to increase in growth with 25% shopping  
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weekly and the survey suggest that online shopping will increase significantly in the coming years. 

(JCDecaux, 2018) The study also highlighted that 29% make purchases through their mobile 

phones monthly, with a forecast that it will increase to 50% by 2023. Out-of-home adverts are also 

becoming more effective due to the fact that Irish consumers spend more time outside, thereby 

making it more likely to see a campaign and order online. A lot of the people who go in-store are 

looking towards the experience rather than just the shopping. Despite the popularity of in-store 

shopping, less than half the consumers are satisfied with their experience. (JCDecaux, 2018)   

The PWC report highlights the predisposition of Irish consumers to purchase online but is not 

directly a true reflection of their perceptions of online food delivery services. The aim of the 

researcher is to provide more specific information highlighting Irish consumer behaviour towards 

online food delivery services. 

Irish consumers do online purchase from their phones most times therefore, they will patronise 

websites that have a seamless mobile payment option more. In addition to the above, they are also 

concerned with the ability to make secure payments when shopping on an online outlet. It is 

important to Irish consumers that they have access to a secure, yet seamless mobile payment 

option. (PricewaterhouseCoopers, 2018)  

A research conducted by PWC in 2018, confirms social media as the most influential tool for 

driving purchases, especially for younger groups. 77% of consumers are willing to pay for same 

or next day delivery as its important to them that retailers get delivery options and tracking 

technologies right (PricewaterhouseCoopers, 2018), this buttresses the fact Irish consumers want 

just as fast delivery from making online purchases while at the same time maintaining the 
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convenience of doing it from home. Based on the above, it is evident that quick delivery will lead 

to an increase in retention rate of consumers.  

Irish consumers will only patronise a brand they trust, however they depend heavily on 

recommendations gotten from other consumers when it comes to deciding what product to 

purchase. Hence, there is an increase in the use of social media as an influencing tool as it gives 

consumers the opportunity to read multiple feedbacks and the experiences of different previous 

customers. Consumers who walk into stores to make purchases tend to do so after doing a product 

research online and social media is a common platform for carrying out this research. 

(PricewaterhouseCoopers, 2018)   

Within an Internet-dominated age such as the one we now have, consumer buying decisions can 

be dictated by the perceived information quality. (Lee, Lee, and Jeon, pp 2, 2017) Online 

consumers are unable to physically test the products before buying so they rely heavily on 

whatever information they can find on it. Usually information provided by the seller may be 

deemed inaccurate or insufficient, therefore consumers obtain trust and credibility from the review 

of other consumers. Higher ratings and more product feedback contribute to higher sales and drive 

consumers to take decisions. (Lee, Lee and Jeon, pp 2, 2017) 

The reviews above show the impact reading feedback has on determining consumer perception of 

products and services purchased online. One of the aims of this research is to measure the 

perception of Irish consumers towards leaving feedback after online food services have been 

delivered. 

Research conducted in Turkey by Çelik & Yılmaz (pp 152-164, 2011) to evaluate e-commerce in 

online stores found that of these five external variables- information quality, quality of service, 
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system quality, trust and satisfaction- system quality greatly influenced how consumers perceived 

ease of use and how they perceived the usefulness of online ordering mediums. 

Consumers have perceived risk concerns regarding the attributes, exchanges / refunds and delivery 

of a product when shopping online. As such, consumers are searching for a variety of risk-reducing 

information, and consumer reviews can be a strong indication of risk level perception. Information 

provided by restaurants has had a positive effect on the perceived usefulness of an app, enabling 

apps to have a framework that provides consumers with precise information.  (Lee, Lee, and Jeon, 

2017) 

 

Younger consumers have been identified as the most avid users of social media as an influencing 

platform and this trend is expected to continue as they grow older, therefore, businesses who wish 

to maintain a strong online business platform need to maintain active engagements with consumers 

through social media. Based on this report, 62% of 25-34-year olds find purchase inspiration 

through social media and are more likely to patronise a brand with active social media presence.   

The report showed only 3% of Irish consumer doing grocery shopping online, however, things 

seem to be changing now with the ongoing pandemic and grocery stores such as ALDI and LIDL 

taking some of their offerings online making it possible for consumers to order for groceries and 

have it delivered to them in good time. ALDI is currently in partnership with Deliveroo to run their 

online grocery shopping experience while LIDL is in partnership with Buymie. (Rte.ie; Lidl.ie) 

These two platforms are third party apps who started out by partnering with restaurants to deliver 

already made food and drinks to consumers, therefore these new partnerships are opportunities for 

growth.  



21 

Additionally, there are studies conducted outside Europe showing people’s disposition towards 

online shopping. The emergence of social media and technology as a whole has made the exchange 

of information more extensive and widespread via electronic word of mouth (eWOM).  eWOM 

offers low-cost, wide-ranging market access and exchange of information, which has a major 

impact on consumer behaviour, particularly purchasing decisions. (Lee et al., pp 459-570, 2018) 

Amit, Singh and Sailo (2014) submitted that some people are more disposed to e-shopping because 

online shopping allows the option to review all feedbacks and ratings before making a purchase 

decision. Although this position might be true regardless of geographical boundary, there are other 

studies that have also shown that some of the reviews are falsified, thereby causing people to 

instead seek information about products on the social media.  

THEME 3: TAKEAWAY INDUSTRY IN IRELAND   

Takeaway sector is a part of the consumer foodservice industry that refers to “any restaurant, café, 

takeaway or eating establishment offering food to consumers, either for home delivery or for 

collection to consume off the premises”. (just-eat.ie, 2016) By virtue of this definition, online food 

delivery services is a part of this sector. According to an analysis done by DKM Economic 

Consultants for JustEat in 2016, the takeaway sector greatly contributes to the economy by being 

directly responsible for 24,900 employment in 2,995 places that sell takeaway food. In 2016, the 

takeaway sector accounted for 57.2% of sales in the consumer foodservice industry, data also 

showed that it contributed a GDP of over €1bn to the Irish economy thereby putting it at par with 

sectors like motor sales trade, mobile technology services and road freight transport, in terms of 

economic importance. (justeat.ie, 2016) The research concluded that the overall takeaway industry 

would grow by 17% in 2020 while the online delivery sector could potentially grow by 40-60% 

while also mentioning that smartphone technology would play a crucial role its growth. While this 
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research showed the economic importance of the takeaway sector and its growth, it failed to 

explain why consumers are gravitating towards it and what can be done to ensure the sustainability 

of its growth. This research aims to fill this gap.   

According to a market report by Emma McGeown for MINTEL in 2019, the growth in 

takeaway/online food delivery services to a large extent can be attributed to third party apps and 

websites which creates a platform for consumers to compare dishes from different restaurants 

while also exposing them to new cuisines and restaurants. (McGeown, 2019) This report also 

identified that residents of rural areas in Ireland have limited access to takeaways and third-party 

apps thereby making residents of urban areas such as Dublin and Leinster the biggest users. 

Consumer price index for restaurants, cafes and fast food have increased by 7.5% majorly due to 

an increase in VAT from 9% to 13.5% that ultimately led to food service providers passing on the 

extra cost to the consumers, thereby making it more expensive to eat out. This report also stated 

that 36% of Irish consumers ordered food through a third-party app in 2018, pointing out that 

millennials used the app more than the older demography. In the last three months of 2019, 85% 

of Irish consumers ordered takeaway directly from restaurants as against making use of third-party 

apps as their channel. The report further revealed that 8 in 10 Irish consumers noted the importance 

of viewing orders online before ordering while 62% affirmed that a wider selection of heathier 

meal options would make them order takeaway more often. (McGeown, 2019)   

This report is highly informative and insightful, however, it did not consider online food delivery 

services as a sector on its own, therefore information from this research does not appropriately 

represent online food delivery services in isolation.    
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THEME 4: CONSUMER BEHAVIOUR  

The concept of consumer behaviour have been used in the academic and business world for 

centuries. Being a dynamic subject matter, consumer behaviour have been theorised in several 

ways. During the early industrial era, the dominant theory was the rational choice theory which 

assumes that individuals act in a completely rational manner. Its tenet is on the premise that people 

make their choices after enlisting a scale of preference where the consumer end up making a choice 

based on perception that one of the goods or services would produce the highest amount of 

satisfaction; hence the view supposes that the market place is  perfect and responds to human 

rationalism.   

However, the rational choice theory has lost its potency due to its limitation when it comes to 

explaining the irrational aspect of consumer behaviour such as impulse buying. Another strong 

submission against this position (and other economic models) is the fact that rational choice would 

be ineffective in explaining the behaviour of someone who do not have all the choices available to 

choose from and in some other cases, they don’t have the time, skills or motivation to make rational 

choices. Nevertheless, the rational choice theory still remains relevant and is being adapted to suit 

the need of the modern man together with other theoretical and model explanation of consumer 

behaviour. For the sake of this research, this subsection will attempt a brief review of the definition 

and a few theoretical position on the concept.   

According to Loudon and Bitta, consumer behaviour (CB) is the “decision process and physical 

activity, which individuals engage in when evaluating, acquiring, using, or disposing of goods and 

services”. (Loudon and Bitta, 2000). Loudon and Bitta’s definition suggests that CB is a process 

and not a reflex. In another definition of consumer behaviour, Blackwell et al., defined it as 
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“actions and decision processes of people who purchase goods and services for personal 

consumption” (Blackwell et al., 2018). In view of the definitions, consumer behaviour can best be 

described as involving different activities ranging from acknowledging the need for a product or 

service, to doing research and getting information about the product or service, to the point where 

purchase decision is made, to using the product or service and either product disposal or retention. 

Consumer behaviour is rarely irrational and it can be understood in the context of consumer goals 

( what they hope to derive or enjoy from product or service purchase), the resources available to 

them and the difficulties they encounter in the pursuit of their goals. (Stewart, pp 3-6, 2018)   

Consumers’ goals are usually influenced by characteristics of the individuals which are also 

influenced by their physical and social environmental contexts. (Ratneshwar, Mick and Huffman, 

2000) The most fundamental goal of marketing is to influence the purchase decisions of consumers 

and in order to achieve this, it is important to understand that consumers are pursuing specific 

goals in every purchase decision. These goals may change from time to time and vary based on 

differing situations, but they are always present in their various forms and contexts. The goals of 

a consumer are a product of the consumer’s individual personality. This personality determines 

where they spend time, how they spend their time, what they buy, where they buy, when they buy 

and who (the brand) they trust (Stewart, pp 3-6, 2018).   

Discovery of the underlying motivations behind every purchase decisions provides understanding 

and insight to the marketing manager (Stewart, pp 3-6, 2018). The knowledge of the differences 

in the motivation of different categories of consumers provide the marketer with the insight needed 

to make decisions on market offerings, branding, and marketing strategies.   
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Chawla (2015), in her review gathered that there are two major sets of online buying behaviour, 

which are acceptance/adoption and continuation-intention. It was also found that among online 

shoppers in the US, motivation to buy stems from one or a combination of trust, utilitarian and 

hedonic drive. Other factors identified from the reviews submitted that other predictors include 

demographic characteristics, combination of trust, risk and security, social influences, product 

characteristics (search, experience, and credence), shopping orientations, website characteristics, 

internet proclivity etc.  

Al-Debei et., (2015)'s empirical findings indicated that consumer attitudes toward online shopping 

is determined by trust and perceived benefits from previous experiences. It was further reported 

that higher levels of perceived web quality lead to higher levels of trust in an online shopping web 

site.  

Theme 5: POST-PURCHASE BEHAVIOR OF CONSUMERS  

Post-Purchase behaviour refers to that behaviour exhibited after the purchase decision. Even 

though the purchase decision has been concluded, consumers still exhibit post purchase behaviour 

which merits the attention of researchers. The buyer decision-making process is not over when the 

purchase is made (William, 1994, p.15).  

Post-purchase behaviour is critical because it a powerful determinant of repeat purchases, referrals, 

consumer satisfaction, development of loyalties, customer trust, or trying an entirely different 

brand. Szymanski and Henrad (2001, p12) submitted that “consumers evaluate their decision-

making and use it in their future decisions.” Consumers want to feel confident about their choices 

and ensure that the acquired products or services can solve their problems or satisfy their needs. 



26 

For retailers, long-term success starts from delivering consumers satisfaction during the post-

purchase stage (Hasan & Nasreen, 2014).  

Jobber stated in his study that the quality of a product and service is the main determinant of 

positive or negative post-purchase behaviour (Jobber, 2007 as cited in Bakshi, n.d.). Service 

quality is defined as the perceived disparity between customers' anticipations and their assessment 

of what they got (Gronroos, 1990, p. 12). More specifically, Zeithaml et al. (2002) defined e-

service quality as the degree to which an e-commerce brand enables efficient and effective 

shopping, purchasing and delivery of product and services.  

Gounaris et al. (2010) examined the effects of service quality and satisfaction on consumer 

behavioural intentions in the context of internet shopping. They found that that e-service quality 

has a positive effect on e-satisfaction, while it also influences, both directly and indirectly, the 

consumer's post-purchase behaviours, namely website revisit, word-of-mouth referrals and repeat 

purchase. These findings confirm that quality is a strong antecedent of positive post-purchase 

behaviour from consumers. Curtis, Abratt, Rhoades, and Dion (2011) after a bout of literature 

review went the other way and related that customers could be very satisfied with their experience 

and quality of the service and be loyal, but will not engage in repurchase due to different factors.  

Consumer satisfaction is the most desired positive post-purchase behaviour. Rajarajan and 

Priyanga (2013) studied "Consumer Pre- and Post- Purchase Behaviour – An Overview." They 

concluded that customers satisfaction and value-ratio are the major determinant of positive post-

purchase behaviours. They claimed that customers are often satisfied when their evaluation of the 

value received tallies to the value expected. In agreement, Steinka et al. (2006) wrote that 

purchasing a product has two possible evaluations: consumer satisfaction and dissatisfaction. 
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Furthermore, he posited that if the product provides the consumer with favourable conditions, it 

will lead to satisfaction. And if consumers find that there is a discrepancy between the product 

information and the performance, then it will result in dissatisfaction. Schiffman and Kanuk (2004, 

pp 571) unlike Steinka et al. (2006), stated that there can be three possible evaluations, viz. a 

neutral feeling, satisfaction, and dissatisfaction. “A neutral feeling is experienced if the actual 

performance matches the expectations while satisfaction is experienced if performance exceeds 

the expectations.” Consumer satisfaction often culminates into other positive post-purchase 

behaviours such as customer loyalty and repurchase. Scholars have different opinions on this. 

While several researchers argue that loyal consumers return to repurchase goods or services 

(Taylor and Hunter 2002, pp 1; Lee, at al. 2006, pp 13), others have argued that high repurchase 

rates do not necessarily denote loyalty, although low repurchase rates do not always signify 

disloyalty (Dick and Basu 1994; Peyrot and Van Doren 1994; Rowley and Dawes 2000). 

Customers may indicate that they are satisfied, but purchase goods and services elsewhere (Powers 

and Valentine 2008). Some others have submitted that the link between the two post-purchase 

behaviours is weak (Homburg and Giering 2001; Kumar 2002; Quick and Burton 2000; Seiders et 

al. 2005; Shih and Fang 2005, pp 6). These contradictory submissions necessitate a deeper 

understanding of post-purchase behaviour of consumers.   

Two major viewpoints views emerged from the literature review of post-purchase behaviours of 

satisfaction and loyalty. Many scholars concluded that consumer satisfaction after purchase leads 

to consumer loyalty (Dixon et al., 2005; Genzi and Pelloni 2004; Mittal and Kamakura 2001; 

Szymanski and Henard 2001). Heitmann et al. (2007) stated that “satisfaction positively affects 

loyalty, willingness to recommend, and word-of-mouth.” Ultimately, they agreed that consumer 

satisfaction affects post-purchase behaviour and future consumer choices, which in turn leads to 



28 

enhanced consumer loyalty and retention. This justifies the phrase which states that satisfied 

customers tell three people and unsatisfied customers tell 3000 (Blackshaw 2008, pp 7).  

On the other hand, many writers (Julander, et al. 2003, pp 18; Reichheld, et al. 2000) opined that 

even though consumer satisfaction may encourage consumer loyalty and retention, it is not 

sufficient to ensure it. The argument is that even though loyal consumers are typically satisfied 

customers, customer satisfaction does not generally transform into loyalty. Several researchers 

(Reichheld, et al. 2000, pp 134; Suh and Yi 2006, pp 154) reported that even a loyal and satisfied 

consumer is susceptible to situational factors such as competitors’ discounts and freebies. In 

support, Carpenter and Fairhurst (2005) suggested that customer satisfaction influences relative 

post-purchase behaviours such as repurchase and recommendation but not necessarily loyalty. 

Alternatively, Seiders et al. 2014 in their study found that “the relationship between customer 

satisfaction and repurchase behaviour is contingent on the moderating effects of convenience, 

competitive intensity, customer involvement, and household income.”  

After the purchase of a product or service, gaining customer trust is also positive and desired post-

purchase behaviour. Customer trust is an influences customer loyalty and retention. Customer trust 

in e-commerce is the willingness of customers to trust an ecommerce brand. (Murphy and 

Blessinger 2003, pp 82). It was found that trust in retail stores or salesperson enhances customer 

loyalty (Sun and Lin 2010). Customer trust positively influences positive post-purchase behaviour 

such as customer satisfaction (Cheng et al. 2016). Trust helps in maintaining the long-term 

relationship with service firms by providing confidence benefit to customers (Gwinner et al. 1998, 

pp 108).  
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When a purchase transaction is completed, the consumer comes back home and starts assessing 

the pros and cons of that purchase. Many researchers have called this post purchase behaviour 

cognitive dissonance. After a purchase gets completed, the consumer might feel that he does not 

need the product in the first instance and he could have done without purchasing it (Sweeney, 

Hausknecht and Soutar, 2000). Other researchers have also claimed that “the presence of the 

cognitive dissonance not only in the post-purchase stage but in the pre-purchase stage as well 

where the myriad of product options which are provided to the customer through the various 

advertising tools and promotional strategies instil confusion in him regarding which product to 

purchase and which not to purchase” (Koller and Salzberger, 2007, pp 220).  

Swan and Mercer (1981, pp 9) also documented another negative post-purchase behaviour which 

they referred to as complaints. This is a situation where consumers engage in negative word of 

mouth by complaining to friends and relatives about the product or service purchased. These may 

also manifest through demand for refund or patronizing another brand. Day and Landon (1977, pp 

6) stated that negative post-purchase behaviours include seeking redress directly from the retailer 

or taking legal actions often aimed at obtaining financial compensation or restitution for the 

dissatisfaction. Many researchers (Scaglione, 1988, pp 51 and Singh, 1988, pp 47) have indicated 

that when consumers perceive to have experienced worse service performance than expected they 

are likely to complain to third parties (i.e. engage in negative word-of-mouth).  

Krishnan and Valle went further to classify complaint post-purchase behaviour as private action 

(non-assertive actions such as negative word of mouth, negative reviews, or refusal of 

patronization), Legal action (which involves complaining through legal entities to seek financial 

compensation), Direct remedial action (involves confrontation such as an email or letter), and Non-
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complaining (which means no action was taken at all). “In other cases, the customer will be 

disappointed so much that he/she may even return or exchange the product” (Arens, 2004: 164).  
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CHAPTER THREE 

METHODOLOGY 

3.1 INTRODUCTION 

Searching for new and useful insight on a particular topic logically and systematically is referred 

to as research as opined by Rajasekar et. al. (2013). It is an investigation purposefully launched to 

find solutions to scientific and social problems through objective and systematic analysis of the 

problem. It is the quest for knowledge and the unearthing of hidden truths. A research methodology 

is, therefore, undertaking a study within a framework of a set of tested, valid, and reliable 

philosophies, procedures, methods, and techniques; designed to be unbiased and objective 

(Goundar, 2012). 

For validity and reliability, researchers need to show the assumptions underlying the various 

research methods and techniques employed, and the criteria by which they decided that certain 

techniques and procedures apply to certain problems and otherwise. Research methodology, 

therefore, refers to the systematic procedure taken to solve a problem; involving a thorough 

exploration and understanding of the various steps that are generally adopted by the researcher in 

studying the research problem alongside the logic behind them. A research methodology explains 

the hypothetical and philosophical assumptions on which the research is based. As Creswell, lays 

it out plainly, it requires the researcher to give a method of reasoning or contention to whatever 

approach that would be taken to do the research and collect data (Creswell, 2014).  

 

Furthermore, research methodology is a communal term for the structured process of conducting 

research. A research methodology houses several methods and procedures used in a research study 
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and the term is usually considered to include research design, data gathering and data analysis. 

Research methodology answers a lot of questions: Why a study was undertaken, how the research 

problem was conceptualized, how the hypothesis was formulated, what data were collected, how 

they were collected and what particular method and instrument were adopted to collect them, how 

the data was analysed and how we attempted to answer the research questions, why a particular 

technique of data analysis was employed and a host of similar other questions are usually answered 

when we talk of research methodology (Goundar, 2012). 

Research methodologies are engaged with the intention of gathering data with the sole purpose of 

answering research questions in the hope of gaining powerful insights that will inform the research 

conclusions and recommendations. Flowing from the above, a research methodology can either be 

qualitative or quantitative research. Quantitative research is based on the measurement of quantity 

or amount (for example, measuring the number of times a person does something at a particular 

time or under certain conditions). Qualitative research, on the other hand, is concerned with the 

measurement of quality (for example, asking people how they feel or what they think about a 

certain issue) (Goundar, 2012). 

There has always been widespread controversy among social science scholars and researchers 

regarding the merits of both quantitative and qualitative strategies for research. Different 

researchers are of different opinions. Many see the strategies as mutually exclusive while others 

see them as sides of the same coin. However, this study adopted the quantitative methodology. 

This suggests that the research relied heavily on the use of quantifiable data and performing 

statistical analysis with results depicted in the form of numbers. Additionally, data used in the 

study were sourced from the primary sources i.e. they were gathered directly from the respondents 

by the researcher. 
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The main objective of this study is to describe consumer behaviour towards online food delivery 

services in Ireland. Understanding that there is a wide range of behaviour that consumers could 

have towards online food delivery, there lie powerful and invaluable insights that can potentially 

save resources, aid decision-making, or inform a strategic tweak of the user experience design of 

online food delivery services in Ireland. To thoroughly explore the subject matter, three research 

questions were generated. These questions were targeted towards obtaining a better understanding 

of the kinds of people that order food online, their behaviours and opinions; and their prospective 

behaviour after a purchase has been made. It is the hope of the researcher that this line of 

questioning will reveal valuable learnings about the subject matter. 

 

 

3.2 RESEARCH DESIGN 

This section of the report discusses the research design for this study. A good research design as 

noted by Goundar (2012) should ensure the research result is valid and reliable. This means 

ensuring that the research questions asked are answered, clearly testing the formulated hypothesis 

and that the results can be easily replicated, using the same methods, within a reasonable margin 

of error.  

Based on the famous research onion of Saunders (Saunders, Lewis and Thornhill, 2019), there are 

different layers to the onion: the research philosophy, the research approach, strategy(ies), 

methodological choice, time horizons, and lastly the techniques and procedures (sampling 

techniques, participants, data collection and data analysis). Each of these steps is a critical 
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layer/stage of a research process and they are to be addressed under research design. Just like 

peeling the onion, we go from the outer layer of the onion to the inner layer of the research onion 

(Sahay, 2016). 

 

 

Figure 1: The Research Onion 

Source: (Saunders, Lewis, and Thornhill, 2019). 

 

3.2.1 Philosophy  

“The term ‘research philosophy’ refers to a system of beliefs and assumptions about the 

development of knowledge.” (Saunders et al., 2015). Even though this may seem rather 

overwhelming, it is exactly what researchers do every time they embark on a new study. New 
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studies ultimately develop new knowledge (Burrell and Morgan 2016). A well-thought-out 

research philosophy gives credibility and coherence to the findings. 

 

Saunders further noted that these assumptions include assumptions about the realities researchers 

face in the course of their research (ontological assumptions), about human knowledge and 

understanding (epistemological assumptions), and about the manner and the extent to which the 

researcher’s values affect the research process (axiological assumptions). These assumptions 

consequently shape the researcher’s understanding of the research questions, the methods adopted 

and even the way the findings are interpreted (Crotty 1998).  

 

Based on the subject matter of study, philosophy to be adopted differs greatly. Regarding 

epistemology, the present research is taken through the positivism and interpretivism philosophies. 

A merger of both philosophies will allow the researcher to answer all research questions.  

 

“Positivism relates to the philosophical stance of the natural scientist and entails working with an 

observable social reality to produce law-like generalizations” ((Saunders et al., 2015). The 

philosophy is based on the principle of scientific research; objective, systematic, and value-neutral 

research. The philosophy permitted the collection of data that were highly structured and amenable 

to measurement which allowed the researcher to assess causal and effect relationship and make 

inferences. This philosophy favours quantitative strategies involving large quantitative data and 

statistical hypothesis testing. 
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The interpretivism philosophy, on the other hand, allowed the researcher to “understand the 

differences between humans in their role as social actors” (Saunders, Lewis & Thornhill, 2015), 

specifically, using a phenomenological lens allowed the researcher to take the social surrounding 

of the consumers into account. The interpretivist philosophy was adopted because it is required for 

the researcher to be able to fully interpret, understand and answer the second research question; 

which was to assess the perceptions and attitudes of customers toward online food delivery since 

the inception of a third-party application. 

 

Flowing from the adoption of interpretivism philosophy, primary research was carried out using 

the constructivism paradigm to gather perception and attitude data from the study participants. The 

rationale behind this was informed by the submission of Saunders et al consumers are active 

participants in the construction of their reality, as they have an actively determine how they 

perceive and process the stimuli they are subject to (Mertons, in Sohlberg & Lejulfsrud, 2017; 

Saunders et al., 2015, p.168) i.e. social actors understand their social world and gave meaning from 

their point of view. Sahay (2016) further noted that when rich insights are needed, it calls for 

derivation of subjective meanings rather than providing law-like generalizations. 

 

3.2.2 Approach  

The choice layer of the research onion provides the option for deductive and inductive research. 

This is a basic but equally important choice that a researcher needs to make while designing their 

research. The inductive approach focuses on achieving a greater comprehension of a theory within 
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the context where the situation of study is being held, through in-depth data collection. Inductive 

research starts with data collection to explore a phenomenon and generate or build a theory 

(Saunders et al., 2015). 

 

The deductive approach, which is the approach adopted by this study, possesses the important 

characteristics of explaining the causal relationships between concepts and variables. It enabled a 

cause-effect link to be made between particular variables without an understanding of how humans 

interpreted their social world” This approach has its origins in the pure sciences. Deductive 

research starts from the literature review to the research design/strategy. “The deductive approach 

leads to the use of a quantitative method or methods as required by the nature of the subject matter 

of this study (Saunders et al., 2015). 

 

3.2.3 Methodological Choice 

The methodology adopted for this study is a single (mono) method quantitative strategy. 

Quantitative research is the process of collecting and analysing numerical data. It can be used to 

find patterns and means, make predictions, test cause-effect relationships, and make 

generalizations. Quantitative method unquestionably manages the dimensions of exploration and 

analysis in research (Saunders et al., 2009).  

 

“Quantitative method collects information from existing and potential customers using sampling 

methods and sending out online surveys, online polls, questionnaires, etc., the results of which can 
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be depicted in the form of numerical. After careful understanding of these numbers to predict the 

future of a product or service and make changes accordingly” (www.questionpro.com). 

The rationale behind choosing a quantitative method is that it presents the researcher with samples 

representatives of the study population to gather data and analyse it (Saunders, et al., 2012). 

Quantitative research templates are objective, elaborate, and many times, even investigational. The 

results achieved from this research method are logical, statistical, and unbiased. Data collection 

happened using a structured method and the researcher conducted larger samples that represent the 

entire population (www.questionpro.com).  The adoption of quantitative methods encourages the 

researcher to concentrate on gathering and analysing data – to test the proposed hypothesis to 

answer the research questions.  

 

For this study, the adoption of both qualitative and quantitative methodologies was contemplated 

at the beginning. However, due to the Covid-19 epidemic and its attendant implications, the idea 

of conducting a one-on-one in-person interview was not viable. To address this challenge, the 

researcher stuck to the use of a google form; which was pandemic-resilient and still allowed the 

researcher to achieve the research objectives. 

 

3.2.4 Research Strategy 

Saunders, et al, (2012) stated that a research strategy gives the researcher a key structure on 

answering the stated research question(s) and achieving formulated objectives. A research strategy 

shows the structure of the research questions, how they will be arranged and answered. Premised 
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on this, Saunders, et al., (2012), expressed that the idea of “any research work can be arranged into 

the following: exploratory, descriptive, and explanatory (or a mix of them).” 

In alignment with the previous layers of the research onions that have been peeled, this study 

adopted an explanatory-descriptive research design. An explanatory-descriptive research design is 

a fusion of two major research designs merged for validity and reliability. A descriptive analysis 

involves simply stating the facts as they are. There is no opportunity to make any conclusions or 

generalizations. It only involves providing summaries in the form of descriptive statistics such as 

means, variance, standard deviations, and graphs and other visualizations to better understand the 

data been presented. For example, a descriptive design would only allow the researcher to describe 

consumer behaviour without the ability to make inferences. A descriptive design only reveals the 

"what". 

In contrast, an explanatory analysis will try not only to describe the information but also to provide 

causal relationships between the variables. For instance, it explains why a historical event led to a 

specific behavioural trait. With the explanatory design, you no longer just describe the facts; you 

also describe the cause and effect relationship between variables. You are looking for the "why". 

 

In light of the foregoing, this study adopts a survey strategy. A survey strategy is the most 

fundamental tool for all quantitative research methodologies and studies. Surveys are used to ask 

questions from a sample of respondents, using various types of tools e.g. online polls, online 

surveys, paper questionnaires, web-intercept surveys, etc. In this case, we Google forms were 

adopted. The logic behind adopting the survey strategy is the opportunity to directly obtain answers 

to research questions and maintain objectivity, reliability, validity, and value-neutrality. 
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3.2.5 Time Horizon 

There are two major time horizons in research: cross-sectional and longitudinal structure. The 

Cross-sectional time horizon involves researching over a short period. Cross-sectional surveys are 

surveys conducted in situations where the researcher intends to collect data from a sample of a 

target population over a short/limited period. Conversely, the longitudinal time horizon involves 

research conducted to observe a change in respondent behaviour and thought processes. 

Longitudinal research can take up months, years, or even decades. 

For this research, the time horizon is considered cross-sectional because the researcher had very 

limited time to conduct this study. Additionally, this study was conducted towards the award of an 

MBA (Information systems), which is time-bound. Also, with cross-sectional studies, multiple 

samples can be evaluated, analysed, and compared. 

 

 

3.2.6 Materials 

1. Information sheet for participants- see appendix 1 

2. Consent form for participants- see appendix 2 

3. Questionnaire- see appendix 3 

 

3.2.7 Techniques and Procedures 

Here, the study population, the sampling process and selection of participants were discussed. 

Also, the data collection and analysis process techniques were detailed. 
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i. Population 

Residents of Ireland 

The current population of Ireland is 4,944,254, based on projections of the latest United Nations 

data. The UN estimates the July 1, 2020 population at 4,937,786. 

Ireland has been inhabited for more than 9,000 years by groups like the Riata, Laigin, and Cruthin. 

Over the last 1,200 years, the island has been inhabited by the Vikings, Normans, Welsh, Scots, 

English, Eastern Europeans, Africans, and South Americans, the latter two to a lesser degree. 

Celtic and Gaelic culture and traditions strongly influence the Irish culture. 

The diverse city of Dublin contains many immigrant communities including Polish, Lithuanian, 

British, Latvian, and Nigerian. Most of the diversity within Ireland comes from European descent, 

with exactly 5% of the population identifying as non-white. Migration to Ireland is fairly common 

and they rank 28th in the world in terms of the amount of immigration they receive. 

 

The largest religion in the country is Christianity, particularly Roman Catholics, which account 

for more than 84% of the population of the Republic of Ireland. There is a small but rapidly 

growing population of Muslim people due to immigration. About 4% of the Republic of Ireland 

has no religion, compared to 14% in Northern Ireland. There is also a small Jewish population. 

The economy in Ireland has been one of the strongest in Europe in recent years with consistently 

rising wages and almost zero unemployment. Major industries in Ireland include high-tech, life 

sciences, and financial services- all of which are very lucrative. 
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Ireland's political system is broken into two jurisdictions which are governed separately: the 

sovereign state which makes up five-sixths of the island, and Northern Ireland, which is part of the 

United Kingdom. Generally speaking, the Irish government is a parliamentary democracy. They 

have a president that is elected democratically for a seven-year term, for a maximum of two terms. 

The Irish parliament is called the Oireachtas, which is divided into two houses: the Dáil and the 

Seanad Éireann. Source: https://worldpopulationreview.com/countries/ireland-population 

 

ii. Sampling and Participants 

Participants for this study were selected through a convenience sampling method. Since the 

participants were selected via shared link through the network thread of the researcher and 

respondents chose of their own volition to click, fill and submit on their own, the technique can be 

said to be closely related to a mix of volunteering and convenience sample- which includes the 

individuals who happen to be most accessible to the researcher. In convenience sampling, the 

sample is chosen only due to one major reason: their proximity to the researcher while in 

volunteering, there are a pool of potential respondents but only those who desires to be part of the 

study obliged to participate. These samples are quick and easy to implement as there is a lax 

parameter of selection involved and they raise little or no ethical issues. This is an easy and less 

costly way to gather initial data, but there is no way to tell if the sample is representative of the 

population, so it cannot produce generalizable results. It is also referred to as an accidental 

sampling technique.  

In this current research, the link to the google form was distributed to available persons to fill. The 

rationale for adopting a convenience sampling method is the constraints mounted by the Covid-19 

pandemic and the duration of 8 days that the researcher had to gather the data. A total of 114 

https://forms.gle/e4buQ1S5WTVa6K9S9
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participants who met the inclusion criteria filled and submitted their forms online and were enlisted 

for the study. This sample included persons aged above 16, resident in Ireland-regardless of 

nationality and the only exclusion are the underage and those who have not lived in Ireland for up 

to a year.  

 

iii. Data Collection 

How researchers collect data belongs at the centre of the research 'onion'. “Data collection is the 

process of gathering and measuring information on variables of interest, in an established 

systematic fashion that enables one to answer stated research questions, test hypotheses, and 

evaluate outcomes” Kabir (2016). Good data collection requires a clean process to ensure the data 

you collect is validated, consistent, and reliable. There are two major types of data collection: 

primary and secondary data collection.  

“Data that has been collected from first-hand-experience is known as primary data. Primary data 

has not been published yet and is more reliable, authentic, and objective. Its validity is greater than 

secondary data.” (Kabir, 2016). Primary data collection comprises of data collected directly from 

the study participants. It is assumed that such data does not exist before they are collected by the 

researcher. Primary data can be collected through the use of questionnaires or in this present study, 

google forms. 

 

Secondary data is data collected from a source that has already been published in any form. Good 

examples are peer-reviewed journals used in academic literature reviews or census data. It is 
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collected by someone else for some other purpose (but being utilized by the investigator for another 

purpose). It is easier and less expensive to obtain secondary data. (Kabir, 2016). 

To ensure that all research objectives are satisfactorily met, a primary-quantitative method- using 

questionnaire was adopted for this study. This means that we sourced both primary and secondary 

data. To collect primary data, a google form was with structured questions was created and 

distributed online. This method was cost-effective, less stressful, and less time-consuming for the 

researcher. The questions were short and to the point to avoid exhaustion. A total of 114 

respondents filled the form online and submitted.  

 

iv. Description of the Instrument  

The questionnaire is made up of four sections and 101 items comprising mainly closed-ended 

questions and a few open ended. The items adapted were informed by studies, models, theories 

and methodologies related to the focus of the study as reviewed in the course of the literature 

reviews (in chapter 2).  

Table 1: Structure of the questionnaire  
 

Section Heading  NO. 

of 

Items 

Open-

ended  

Closed 

–ended  

Scales  

A Socio-demographic and other personal 

information 

22 9 13 Nominal, 

Ordinal and 

Ratio Scales  

B Perceptions and Attitudes towards online 

food delivery service 

23 ____ 23 Four levels 

Likert  

C Covid-19 and Consumer Behaviour 4 1 3 Nominal  

D Assessing the Post-purchase Behaviours 13 1 12 Nominal  
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The first draft was shared in Microsoft word format with the supervisor who recommended some 

adjustments. After approval, it was then transferred online via Google forms before the links were 

prepared and sent to nine purposively selected residents as pilot. These 9 sampled participants did 

not participate in the actual study. The researcher chose an odd number in case there is a need to 

break even while assessing the feedbacks.   All of them managed to complete the survey shared 

via link within 30 minutes and made observations and recommendations which led to the 

reordering, removal and rephrasing of some questions. After all adjustments, the researcher 

through her network began to share the link across to people through several social media 

platforms.  

 

v. Data Analysis 

After retrieval of the questionnaires, the researcher analysed based on the objectives and 

hypothesis stated. Data generated through these instruments went through several preparatory 

stages (cleaning) using Excel and SPSS (26). 

Data was then analysed at univariate levels (charts and frequency distribution tables) and bivariate 

levels (cross tabulation and chi square). 

 

3.3 RESEARCH ETHICS 

As Pieters (2014) noted, a researcher must ethically conduct research. Research ethics is important 

because it influences the reliability, validity, and replicability of the findings of s study. The use 

of confidentiality is one of the major research ethics designed to obtain the cooperation of 

participants and to ensure data collected is not traced back to the respondent. Also, necessary 



46 

authorization/approval from recognized bodies/agencies must be secured before the research is 

conducted to avoid conducting illegal data collection.   

Premised on the above, the researcher in the course of conducting this research ensure conformity 

to the research ethics. The privacy of respondents was guaranteed with a short statement at the 

beginning of the google form stating that the data will only be used for academic purposes and that 

information identifying them personally will not be collected. The researcher also ensured that 

participation in the study was willing, with the right to refuse and all the approval required was 

obtained before the data collection commenced. 

 

3.4 RESEARCH LIMITATIONS 

The findings and recommendations of any research is based on the principle of ceteris-paribus. 

This principle must also speak volume in the case of this dissertation. The period it took to gather 

the responses and the medium might have made the data skewed in some ways. For instance, the 

links sent around might have been filled only by a network of people connected to the researcher 

directly or indirectly, but that thread might not be a true representation of all residents of Ireland.  

The second major area of limitation to this research can also be traced back to the literature 

reviews. Due to the fact that there has been no study focused mainly on consumer behaviour 

towards online food delivery services in Ireland, getting previous studies to review on the subject 

matter was a herculean task and the researcher had to read extensively especially studies from 

other countries where research has been carried out on the subject matter. 
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Another key area of limitation is the validity of the instruments and methodology. Although the 

researcher did a face validity test, along with two other types of validation- construct and content 

validity.   

 

  



48 

CHAPTER FOUR 

DATA ANALYSIS AND PRESENTATION OF RESULTS 
 

This section of the dissertation compiles the report of the primary-quantitative data collected from 

the sampled respondents virtually, based on the research objectives. 

A sample of 114 respondents residing in Ireland participated in the study by clicking and 

responding to a set of structured and unstructured questions distributed via a google link. The 

questionnaire is divided into four sections namely: The Socio-demographic and economic section, 

the next section comprises perceptions and attitudes towards ordering of food delivery services, 

the next section accessed the consumer behaviour and lastly, there was an examination of post-

purchase behaviour. 

Also, the research hypotheses for the study were tested and interpreted using various statistical 

tools of analysis. And ultimately, the empirical findings were examined further in relation to the 

research questions and research objectives, leading to the final conclusions of the study, and the 

acknowledgement of limitations and recommendations for future research. 
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4.1 Sociodemographic Characteristics  
 

Table 2: Percent Distribution of Respondents’ Ages in Group 
 

AGES IN GROUP FREQUENCY PERCENT 

18-24 years 19 16.7 

25-29 years 42 36.8 

30- 39 years 28 24.6 

40years and above 25 21.9 

TOTAL 114 100.0 

 

As shown in the table above, more than a third (36.8%) of the respondents were aged 25-29 years 

old, approximately one-quarter (24.6%) of those who opted to fill the questionnaire were aged 30-

29 and more than 1 in 5 (21.9%) were aged 40 years and above. The least represented age group 

happened to be those aged 18-24.  

 

Table 3: Percentage Distribution of Respondents based on Gender  
 

GENDER FREQUENCY PERCENT 

Female 47 41.2 

Male 62 54.4 

Prefer not to say 5 4.4 

TOTAL 114 100.0 
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In terms of the distribution of respondents based on Gender. The study revealed that almost 1 in 

25 (4.4) Irish residents represented in this study do not subscribe to the binary conception of gender 

as they opted not to say anything about their Gender. In contrast, about 54.4% of the respondents 

attested to being male while 41.2% were females. This distribution is in line with other empirical 

studies which has shown that Males are more likely than females to order food online.  

Table 4: Percentage Distribution of Respondents based on Marital Status 
 

MARITAL STATUS FREQUENCY PERCENT 

Single 82 71.9 

Widowed/Divorced 10 8.8 

Married 22 19.3 

TOTAL 114 100.0 

 

In terms of living arrangement, the study found that nearly three-quarter of the respondents are 

single with or without a child. While almost one-fifth (19.3%) happened to be married and less 

than 10% (8.8%) are either widowed or divorced. All of this living arrangement is expected to 

influence on the number of people they order food for on a regular basis.  
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Table 5: Percentage Distribution of Respondents based on Educational Attainment 
 

EDUCATIONAL ATTAINMENT FREQUENCY PERCENT 

Elementary 4 3.5 

Leaving Certificate 27 23.7 

Tertiary Education 83 72.8 

TOTAL 114 100.0 

 

As revealed in table 5, there were more (72.8%) respondents with a minimum of tertiary education. 

Although this is not a true reflection of the Irish demography, but it is certainly a reflection of the 

demography of online food customers. In addition, almost a quarter of the participants had a 

minimum of leaving certificate while only 3.5% did not achieve beyond elementary education.  

Table 6: Percentage Distribution based on Location  
 

RESIDENCE OF RESPONDENTS FREQUENCY PERCENT 

Other counties 22 19.3 

Dublin 92 80.7 

Total 114 100.0 

 

As shown in the table 6 above, nearly at least 4 in5 of the residents who participated in the study 

lives in Dublin while nearly 20% (19.3%) hailed from other counties like Waterford, Cork, Carlow, 

Limerick, and Kildare.  Their percentage distribution is being displayed in the pie-chart below 
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Figure 2: Chart showing the percentage distribution of Respondents from other counties outside 

Dublin 

 

Table 7: Table showing the Percentage Distribution of Respondents based on Nationalities  
 

NATIONALITY FREQUENCY PERCENT 

Irish 72 63.2 

Nigerian 23 20.2 

Other Nationalities 17 14.9 

Duo-nationality 2 1.8 

TOTAL 114 100.0 

As displayed in the table above, nearly two-third (63.2%) of the respondents in the study are Irish 

Citizens. 1 in 5 (20.2%) hailed from Nigeria, 14.9% were from other countries in Europe, America, 

and Asia while only 1.8% had a dual citizenship. This mix of nationalities might reflect on the 

preferences and perceptions of the participants in the study.  
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Kildare
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Table 8: Table showing the Percentage Distribution of Respondents based on Employment  

Status 
 

EMPLOYMENT STATUS FREQUENCY PERCENT 

Employed 89 78.1 

Retired 6 5.3 

Student 2 1.8 

Unemployed 17 14.9 

TOTAL 114 100.0 

 

As shown in table 8, more than three-quarter of the respondents were employed, approximately 

15% are unemployed, while only 5.3% turned out to be retired and two students who are not 

working also participated in the study. This composition is also expected to reflect on the outcome 

of the study, hence the reason why the variable was selected as one of the socio-economic 

variables.   
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Mean- 4.20; S.D. 1.715 

Figure 3: Histogram showing Percentage Distribution of Respondents based on Household Size 

 

In an attempt to show a comparative picture of the household size in a typical Irish county, the 

researcher opted for a histogram. As shown in the figure above, the average number of people 

living in a typical household in Ireland is around 4.2 with a standard deviation of 1.715. This is 

well portrayed in the figure as the histogram shows that almost a third (30.7%) of the households 

have at least 4 persons (17.5%) and next to that figure are the 3 persons’ household (14.9%), 6 

persons’ household (13.2%), 5 persons’ household (12.3%), 2 persons’ household (5.3%), 7 

persons’ household (3.5%), lone-person household (1.8%), 10 persons’ households (1%), and 8 

persons’ household (1%) respectively.   
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Table 9: Table Showing the Percentage Distribution of Respondents based on Duration of 

Residency in Ireland 
 

DURATION OF RESIDENCY FREQUENCY PERCENT 

1-6 years 35 30.7 

7-17 years 17 14.9 

18 years and above 62 54.4 

TOTAL 114 100.0 

 

As shown in the table, at least 30% of the respondents have stayed in Ireland for six years or less, 

14.9% have been living in Ireland between 7 and 17 years meaning that they are probably citizens 

and most likely have become assimilated to the culture of eating out as shown in the literatures. 

With this data, it would be easy to know whether non-Irish thinks and acts differently towards 

online food delivery services.   
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Figure 4: A bar chart showing the Devices owned and used by respondents  

 

As revealed in the bar chart above, though all respondents have a mobile phone, only 3 in 4 persons 

do not have other devices to compliment the phone. Having an extra device was not so rare as 7% 

of the population had a combination of “Tablet, Mobile Phone and IPad” or “Tablet and Mobile 

Phone”. With these smart devices and a stable internet available, studies have shown that there are 

tendencies that the owners would most likely be involved in online shopping. However, it remains 

unknown if the number of smart devices owned correlates with the rate of making orders or 

shopping online.  
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Table 10: Table Showing the Percentage Distribution of Respondents based on ownership of 

third-Party Apps 
 

Ownership of Third-Party 

App 

FREQUENCY PERCENT 

Do not own a Third-Party App 20 17.5 

Own a third-party App 94 82.5 

Total 114 100.0 

 

Since the inception of the third-party Apps, the face of food ordering has changed quite drastically 

as one App could easily connect consumers to multiple restaurants at a go, hence giving them a 

variety of options to choose from. Table 10 shows that at least 4 in every 5 (82.5%) living soul in 

Ireland would most likely have a third-party App installed on their device. This might not be a true 

reflection of the total populace, but it is still quite indicative to note that almost a fifth (17.5%) still 

do not own a third-party App on their device despite it being in vogue. However, this is not 

necessarily a strong suggestion that they (those who do not have a third-party application) have 

never ordered food online.  
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Figure 5: Pie-chart Showing the Percentage Distribution of Respondents based on Applications 

used for ordering food 

 

As shown in the pie-chart, “Justeat” is the most common third-party App for food ordering. It is 

in fact seen as a minimum requirement for those using the third-party Apps. As revealed, 22%-(at 

least 1 in 5) have only “Justeat” installed on their device while others have opted for more options 

to complement the Justeat as 22% has “Justeat and deliveroo”, 21% have three Apps installed- 

“Justeat, Uber eats and Deliveroo” and 9% complimented “Justeat with Ubereats”. There were 

other combinations also accounting for what 26% of the participants chose but all combinations 

included “Justeat”. 
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Figure 6: Table Showing the Percentage Distribution of Respondents based on Preferences for 

Getting Food to Eat 

 

As gathered from the data shown in the Line graph above, 1 in 5 respondents still favours home-

made food as a preferred option for getting food to eat. 14.9% of the respondents would love to 

compliment “homemade food” with “walk-in-eat”, “online ordering”, and “walk-in-take home”, 

10.5% prefers to complement homemade meals with online ordering, and walk-in-take- home. 

One thing common to this group is that they all prefer to eat in the comfort of their home and not 

necessarily in a public place. Another 9.6% of the population submitted that they would prefer to 

compliment homemade meals with walk-in-eat and online ordering while 7% opted for a 

combination of walk-in-eat, online ordering and walk-in-take-home. In addition, another 7% 

strictly prefer online ordering of food as 5.3% submitted that they are more disposed to getting 

food through walk-in-eat, walk-in-take-home and homemade meals.   
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OBJECTIVE 1: WHAT ARE THE DEMOGRAPHICS OF ONLINE FOOD DELIVERY 

CUSTOMERS? 

 

This section of the report would be testing some hypotheses formulated from the first objective of 

the study. The tables would show both the descriptive and inferential data which would aid 

addressing the research objectives. The variables selected as socio-demographics of the 

respondents are the Age of respondents, Gender, Marital Status, Nationalities and Employment 

Status. These variables would be cross tabulated with “Ever ordered food online”. In order to 

determine the association between these demographic variables and individual practices of 

ordering or never ordering food online. Hence, the following hypothesis were stated to help 

address the first objective: 

RESEARCH HYPOTHESIS 

 

Null Hypothesis- 

1. There is no significant association between the Age of respondents and the practice of 

ordering food online  

2. There is no significant association between the Gender of respondents and the practice of 

ordering food online 

3. There is no significant association between the Marital Status of respondents and the 

practice of ordering food online 

4. There is no significant association between the Nationality of respondents and the practice 

of ordering food online 
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5. There is no significant association between the Employment Status of respondents and the 

practice of ordering food online 

Hypothesis 1- There is no significant association between the Age of respondents and the 

practice of ordering food online  

Table 11 
 

PRACTICE 

OF 

ORDERIN

G FOOD 

ONLINE? 

AGE OF RESPONDENTS IN GROUP 

TOTA

L 

PEARSON CHI-

SQUARE 

18-24 

years 

25-29 

years 

30- 39 

years 

40year

s and 

above 

X2 df 
p-

value 

Never 

Ordered 

1 3 1 8 13 

13.661
a 

3 
.003

* 

7.7% 23.1% 7.7% 61.5% 100.0% 

5.3% 7.1% 3.6% 32.0% 11.4% 

Food 

Ordering 

Customer 

18 39 27 17 101 

17.8% 38.6% 26.7% 16.8% 100.0% 

94.7% 92.9% 96.4% 68.0% 88.6% 

TOTAL 

19 42 28 25 114 

16.7% 36.8% 24.6% 21.9% 100.0% 

100.0

% 

100.0

% 

100.0

% 
100.0% 100.0% 

 

A Pearson Chi-square test of association was performed to examine the association between the 

Ages (in Group) of respondents and the practice of ordering food online in Ireland. As displayed 

in the descriptive crosstab and the inferential result, the association between the two variables was 

found to be statistically significant (X2= 13.661, df= 3, p-value <0.05). 

The inferential result was well supported by the descriptive table. As reported, among persons 

aged 18-24, 25-29, and 30-39, 94.7%, 92.9%, and 96.4% of the participants respectively attested 

that they constantly order food online in comparison to persons aged 40 years and above where 

only 68% have made at least an attempt to order food online prior to the time of the study. On the 

reverse side, only about 5.3% (among those age 18-24), 7.1% (among those aged 25-29) and 3.6% 
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(among those aged 30-39) affirmed that they had never ordered food online which quite 

considerably differ from those aged 40 years and above where almost a third have never ordered 

food online before. The results have not by any means suggested that all persons aged above 40 

years would always be indisposed to ordering food online, rather it is to infer that they are less 

likely to be disposed to the idea when compared to the younger generation.  

It therefore becomes safe to conclude here that there is an association between “Age” and “the 

practice of ordering food online”. Hence, the null hypothesis is rejected while the alternate is 

accepted.  

Hypothesis 2: There is no significant association between the Gender of respondents and the 

practice of ordering food online  

Table 12 
 

EVER ORDERED 

FOOD ONLINE? 

GENDER 

TOTAL 

PEARSON CHI-

SQUARE 

Female Male 

Prefer 

not to 

say 

X2 df pvalue 

Never Ordered 

8 5 0 13 

2.796a 2 .247 

61.5% 38.5% 0.0% 100.0% 

17.0% 8.1% 0.0% 11.4% 

Food Ordering 

Customer 

39 57 5 101 

38.6% 56.4% 5.0% 100.0% 

83.0% 91.9% 100.0% 88.6% 

TOTAL 

47 62 5 114 

41.2% 54.4% 4.4% 100.0% 

100.0% 100.0% 100.0% 100.0% 

 

In an attempt to test the association between Gender and the practice of ordering food online, A 

Pearson Chi-square test of association was performed. The test suggested that the association 
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between the IV (Gender) and the DV (the practice of ordering food online) was not statistically 

significant (X2= 12.796, df= 2, p-value >0.05). 

Although the inference was not strongly supported as the descriptive table suggested some 

observable difference across the Gender categories. As gathered, among the females in the study, 

almost two-third (61.5%) is yet to order food online while just 38.6% affirmed to have order food 

online at some point before the study was carried out. In contrast, among the males in the study, 

while about 38.5% is yet to order food online, 56.4% have placed order for food online. And if the 

last group were to be considered, all those who prefers not to be open about their gender happened 

to have ordered food online. These show some level of difference, though not remarkable and 

certainly not statistically significant.  

Therefore, it can be inferred that there is no association between “Gender” and “the practice of 

ordering food online”. Hence, the null hypothesis is accepted while the alternate is rejected.  
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Hypothesis 3: There is no significant association between the Marital Status of respondents 

and the practice of ordering food online  

Table 13 
 

EVER 

ORDERE

D FOOD 

ONLINE? 

MARITAL STATUS OF 

RESPONDENT TOTA

L 

PEARSON CHI-

SQUARE 

Single 
Widowed/Divorce

d 

Marrie

d 
X2 df 

pvalu

e 

Never 

Ordered 

5 2 6 13 

8.500
a 

2 .014* 

38.5% 15.4% 46.2% 100.0% 

6.1% 20.0% 27.3% 11.4% 

Food 

Ordering 

Customer 

77 8 16 101 

76.2% 7.9% 15.8% 100.0% 

93.9% 80.0% 72.7% 88.6% 

TOTAL 

82 10 22 114 

71.9% 8.8% 19.3% 100.0% 

100.0

% 
100.0% 100.0% 100.0% 

 

In an attempt to test the association between the Marital status and practice of ordering food online 

in Ireland, a Pearson chi-square test was employed.  It was gathered from the test result that the 

association between both variables was found to be statistically significant. (X2= 8.500, df= 2, p-

value <0.05).  

Readings from the descriptive crosstab further corroborate the inferential result. As displayed in 

the table, among the singles (82 in number) in the study, only 6.1% was yet to order food online, 

compared to 27.3% among the married and 20% among the widowed/divorced. On the flip side, a 

whopping 93.3% of the singles in the study happened to have placed order for food online 

compared to the married and the widowed/divorced 72.7% and 80% respectively. The striking 

similarity between the singles and the widowed/divorced was quite revealing. These figures speak 

volume about how living arrangement is likely to influence the potential of settling for homemade 
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meals or the foods ordered online. Thus, the fact derived from the study affirms that there is a 

statistically significant association between marital status and the practice of ordering food online. 

Hence, the null hypothesis is rejected while the alternate hypothesis is accepted.  

Hypothesis 4: There is no significant association between the Nationality of respondents and 

the practice of ordering food online 

Table 14 
 

EVER 

ORDERE

D FOOD 

ONLINE? 

NATIONALITIES OF RESPONDENTS IN 

GROUP 
TOTA

L 

PEARSON 

CHI-SQUARE 

Irish 
Nigeria

n 

Other 

Nationaliti

es 

Duo-

nationalit

y 

X2 df 

p 

valu

e 

Never 

Ordered 

10 2 1 0 13 

1.377
a 

3 
.71

1 

76.9% 15.4% 7.7% 0.0% 100.0% 

13.9% 8.7% 5.9% 0.0% 11.4% 

Food 

Ordering 

Custome

r 

62 21 16 2 101 

61.4% 20.8% 15.8% 2.0% 100.0% 

86.1% 91.3% 94.1% 100.0% 88.6% 

TOTAL 

72 23 17 2 114 

63.2% 20.2% 14.9% 1.8% 100.0% 

100.0

% 
100.0% 100.0% 100.0% 100.0% 

 

Like the other hypotheses, a Pearson Chi-square test was employed to check the association 

between residents’ nationalities and practice of ordering food online. The result of the test showed 

that there was no statistically significant association between the two variables.  

However, there are evidence to suggest otherwise (though infinitesimal) as shown in the 

descriptive table. From the cross tab, it was gathered that among the Irish nationalities who 

participated in the study, 13.9% have never ordered food online which contrast the figures from 

foreigners as it was revealed that only 8.7% of Nigerians are yet to place their first food order 
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online and only a meagre 5.9% of those from other nationalities. In terms of the practice of 

ordering, a whopping proportion- 86.1% of the Irish respondents have ordered food online at least 

once in their lifetime but the figure still dwarf those of other nationalities as 91.3% of Nigerians 

have placed orders while 94.1% of those from other nationalities have done the same. It can 

therefore be inferred here that although a large proportion of Irish nationals make a practice of 

ordering food online, but foreigners are more likely to place orders.   

Nevertheless, in congruent with the inferential statistical output, the researcher infers that there is 

no statistically significant association between nationalities of residents and the practice of 

ordering food online. Hence, the Null hypothesis is accepted, and the alternate is rejected.   
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Hypothesis 5: There is no significant association between the Employment Status of 

respondents and the practice of ordering food online   

Table 15 
 

EVER 

ORDERE

D FOOD 

ONLINE? 

EMPLOYMENT STATUS OF 

RESPONDENTS 
TOTA

L 

PEARSON CHI-

SQUARE 

Employe

d 

Retire

d 

Stude

nt 

Unemploy

ed 
X2 df 

p 

valu

e 

Never 

Ordered 

8 4 0 1 13 

19.42

1a 
3 

.00

0 

61.5% 30.8% 0.0% 7.7% 100.0% 

9.0% 66.7% 0.0% 5.9% 11.4% 

Food 

Ordering 

Custome

r 

81 2 2 16 101 

80.2% 2.0% 2.0% 15.8% 100.0% 

91.0% 33.3% 
100.0

% 
94.1% 88.6% 

TOTAL 

89 6 2 17 114 

78.1% 5.3% 1.8% 14.9% 100.0% 

100.0% 
100.0

% 

100.0

% 
100.0% 100.0% 

 

A Pearson Chi-square test of association was performed to examine the association between the 

employment status of respondents and the practice of ordering food online in Ireland. As displayed 

in the descriptive crosstab and the inferential result, the association between the two variables was 

found to be statistically significant (X2= 19.421, df= 3, p-value <0.05). 

The descriptive output also reflects well the difference. Therefore, it can be inferred that there is 

an association between “Employment Status” and “the practice of ordering food online”. Hence, 

the null hypothesis is rejected while the alternate is accepted.  
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OBJECTIVE 2: What are the Perceptions and attitudes of customers towards online 

food delivery since the inception of third-party application 
 

In an attempt to document the perception of Irish residents regarding online food delivery services, 

the researcher employed a total of 23 items (labelled A-W) with a Likert scale-(Agree, Disagree, 

Strongly Agree and Strongly Disagree). For proper description, there is a corresponding chart 

showing the responses per item. However, due to the volume of items adopted, a table showing 

the full variable description of each alphabet preceded the bar chart hub which was divided into 

three parts (Hub 1-3).   
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Table 16: Tables Showing the full Label description of each Item and the corresponding 

responses in percentage.  
 

 Perceptions and Attitudes  A 

% 

D 

% 

SA 

% 

SD 

% 

A Ordering food saves time in comparison with 

homemade foods 

23.7 19.3 53.5 3.5 

B delivery service is what makes ordering food 

worthwhile 

32.5 19.3 44.7 3.5 

C Food served from online delivery tastes better than 

home made 

18.4 55.3 12.3 14.0 

D Food presentation is visually appealing 48.2 16.7 31.6 3.5 

E Menu is attractive and reflects image of The Fine 

dining restaurant 

35.1 43.0 14.0 7.9 

F Delivery staffs' conduct make the service more 

appealing 

41.2 21.1 31.6 6.1 

G ordering food online offer the option to choose 

from a variety of menu 

42.1 7.9 48.2 1.8 

H The ease of making order and payment  makes the 

online food ordering more appealing 

34.2 13.2 50.0 2.6 

I The regular discounts provided on the services 

make the service more appealing 

40.4 10.5 46.5 2.6 

J I only order online foods when I am tired or 

indisposed 

29.8 38.6 27.2 4.4 

K I don't feel comfortable eating foods cooked by 

strangers 

12.3 64.0 7.9 15.8 

L I would only order for a food I can walk-in and 

pick-up myself 

12.3 58.8 10.5 18.4 

M I don't trust the quality of foods ordered online 19.3 55.3 7.0 18.4 

N I usually have fears over safety when making 

payments for food ordered online 

27.2 45.6 16.7 10.5 

O Online delivery foods offers the best possible price 

plan that meets my needs 

31.6 28.1 36.0 4.4 

P Overall, the online menu provides superior pricing 

options compared to other options 

31.6 29.8 36.8 1.8 

Q Loyalty schemes makes ordering food online more 

appealing 

31.6 21.1 45.6 1.8 

R Having more vegan/vegetarian options would 

make the online food delivery service more 

appealing 

31.6 12.3 52.6 3.5 

S Third party apps have encouraged me to order food 

online from restaurants I may not have thought of 

using before 

31.6 19.3 48.2 .9 

T Online ordering is done simply for pleasure rather 

than satisfying hunger 

26.3 52.6 14.0 7.0 
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U Social media content is a major contributory factor 

to ordering food online 

41.2 13.2 43.9 1.8 

V I can’t do without the online food delivery service  19.3 37.7 29.8 13.2 

W The Covid-19 pandemic is a major reason why 

people order  

33.3 13.2 50.9 2.6 

 

 

Figure 7: Perception Hub1  

As shown in the first item (A) presented, more than three-quarter of the respondents perceives that 

ordering food saves them time when compared to homemade meals while the (B) chart shows that 

nearly the same proportion of people (77.2%) believe that the fact that the meals could be delivered 

to a designated address is what makes it worthwhile.  In terms of the perception about the taste of 

meals (C) bought through online orders and homemade meals, nearly 70% of the participants 

perceives that homemade meals tastes better than the ones ordered online.  Regarding the next 

item (D) approximately 4 in 5 (79.8%) respondents agrees that foods ordered online are usually 

presented in a more visually appealing way when compared with homemade meals. In the fifth 

item (E), there was no agreement regarding whether the menu’s attractiveness reflects the image 

of the fine dining restaurants. In the sixth item (F), it was revealed by over 70% of the respondents 

that delivery staff’ conduct makes ordering online quite appealing. In item G, it was gathered that 
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over 90% of respondents opined that online orders give potential consumers options and that is 

one of the most appealing quality of the service. In the last item of this perception Hub, Item H 

chart revealed that the ease of making order and payment makes online food shopping appealing 

and satisfying to about 84.2% of the respondents.  

 

 

Figure 8: Perception Hub 2 
 

Item I revealed that about 86.5% of the respondents who have received discounts on services found 

ordering food online appealing because of the occasion benefits, hence they are likely to come 

back again.  The Item “J” chart showed that everyone has different reasons for ordering food online 

at a particular time. While some (56%) do so when tired and indisposed, others disagree (44%) 

with that position. Item “K” revealed that a few of the respondents have reservations about ordering 

food because the meals are cooked by strangers, but the majority (79.8%) don’t care if meals are 

cooked by strangers. Item “L” chart shows that most of the respondents disagree (76%) with the 

notion that they have to order for foods if they would be able to walk in and pick up themselves. 

Item M’s chart revealed that most (73.7%) of the respondents actually trust the quality of the meals 

ordered online. Item N’s chart shows that respondents are divided on the subject of security in 
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making online payments with over 40% showing their concern while about 56% do not have 

worries about making payments online. As shown in the chart “O”, there is a scarcity of strong 

words to describe the situation of good market price with at least two-third agreeing and the rest 

disagreeing to some degree. And Chart “P” also reveals that no one truly believes or totally 

disagrees that online menu provides superior pricing options compared to other options.  

 

 

Figure 9: Perception Hub 3 

 

Item “Q” affirms that 76% of the respondents agrees or strongly agrees that the loyalty schemes 

offered by online food delivery firms make it worthwhile. Item “R” shows that most of the 

respondents are calling for more vegan options while Item “S” charts reveals that more than 70% 

of the respondents are encouraged to order food online because of the ease and varieties of options 

provided by the third party applications. Most of the participants as revealed by chart “T” disagrees 

that ordering food online is simply done for the pleasure of it while about a third seems to agree 

with such notion. Respondents- about 85.1% of them supports the notion that social media content 

motivates them to order food online as revealed by chart “U”. In addition, while about 49% of the 

respondents affirmed that they cannot do without ordering food online, just about 51% disagrees 
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as shown in chart “V”. As displayed in the last chart- “W”, the Covid-19 pandemic happened to 

have influenced 83% of the respondents to choose the option of ordering food online for several 

reasons such as safety and the fear of the unknown.  
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Objective 3: What are the post-purchase behaviours of online food delivery 

customers? 
 

This section of the analysis report presents finding from those who affirmed that they have bought 

food online at one point or the other. Table 17 presents the raw data before the bar chart expressed 

the figures pictorially.  

Table 17 
 

S/N Question Agree Disagree 

 After delivery, I have referred or encouraged at least one other 

person to order an online food delivery service 

81(85.3) 14(14.7) 

 After delivery, I have given negative feedbacks through reviews 

or phone calls 

33(34.7) 62(65.3) 

 After delivery, I have given positive feedback through reviews 

or phone calls 

32(33.7) 63(66.3) 

 After my first experience, I have not tried other meals on the 

menu 

25(26.3) 69(72.6) 

 After delivery, I have made request for refund at least once 24(25.3) 71(74.7) 

 After my first delivery, I have since ordered from the same 

restaurant 

90(94.7) 5(5.3) 

 After my first delivery, I have since ordered food from the 

closest restaurants 

83(87.4) 11(11.6) 

 I would still encourage and refer more people to order food 

delivery service online 

80(84.2) 15(15.8) 

 I am satisfied with the experiences  90(94) 5(5.3) 
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Figure 10- Bar Chart Showing Post Purchase Behaviour 
 

As shown in the Multiple bar chart above, there are different kinds of post-purchase behaviour 

which have been exhibited by everyone who have ordered food online, especially since the 

domination of third-party apps. A total of nine potential post purchase behaviours have been 

exhibited by the respondents since the Covid-19 pandemic. The responses to these items revealed 

that the online food delivery service industry have been top-notch in some ways while there still 

remains little grievances though. The result also raises some questions, especially on the matter of 

feedbacks. It is obvious that not so many residents have given any form of feedback on the services 

rendered to them. Some do not even deem it necessary. This chart did show however, the mind of 

the consumers which ought to be known also to the food delivery service industry. Below is an 

interpretation of the chart as presented above.  
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Since the lockdown, 85.3% of those who order food online made referrals, 34.7% gave a negative 

feedback, 33.7% gave a positive feedback, 26.3% didn’t try the service again, 25.3% requested a 

refund, 94.7% have remained loyal to their service provider, 87.4% only order from restaurants 

closer to them, and 84% still have the intention to refer the service to another person and in all 

94.7% seemed to be satisfied with the experiences so far despite not having things perfect on some 

occasions.  All of these numbers show areas that the hospitality industry-especially food service 

firms, need to look into.  

Table 18: Table showing the percentage distribution of participants’ response to being asked 

for feedback 
 

FEEDBACK FREQUENCY PERCENT 

Never been asked for a feedback 41 43.2 

Been asked for feedback 54 56.8 

TOTAL 95 100.0 

 

As revealed in table 18, taking of service feedback is a common practice in Ireland as 56.8% of 

the respondents who have ordered food online before confirmed that the service provider either 

through their website, third party App, or in-person usually requests for feedback but another 

43.2% mentioned that they have never been asked for a feedback by any means.  
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Figure 11: A Pie-chart showing the mediums for Giving Feedback 
 

As shown in the chart the most used medium for giving feedback is the third-party Apps which 

also encourages users to rate their experiences based on level of satisfaction. Some other 

respondents (11%) claimed that they gave their feedbacks through both third-party Apps and the 

websites of the restaurants while a quarter (25%) only do online reviews to give their feedbacks.  
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Fig 12: A doughnut chart showing the percentage distribution of respondents based on their 

craving for an opportunity to give feedback on services they paid for 

 

In the last item, when asked about whether participants would like the opportunity to give their 

feedback regarding the products that they pay for-especially food. At least a three-quarter would 

like the opportunity while 17.5% are not quite sure they want to be asked to do so while less than 

5% would love to be excused from giving feedback-claiming that they would ask if they want and 

won’t be made to do so when it is not solicited.  
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4.4. CONCLUSION  
 

In this chapter the researcher presented the data at univariate and bivariate levels- based on the 

research objectives. However, in the next chapter emphasis would be more on integrating the 

findings with other findings from the literatures and taking time to infer recommendations and 

finally drawing conclusions. 
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CHAPTER FIVE 

CONCLUSIONS AND RECOMMENDATION 
 

5.1 Summary of findings  
 

Studies about online shopping is quite littered in the public and academic libraries but a few aspects 

that have not received much attention internationally and locally (Ireland) include the issue of 

perceptions, attitudes, demographics, and post-purchase behaviour of online food delivery service 

users.  Findings from people of multiple nationalities and varying demographics resident in Ireland 

provides relevant information that relates to the practice of ordering food online and the use of 

delivery services. 

Overall, a number of socio-demographic factors were associated with the practice of ordering food 

online- (the Age of respondents, Gender, Marital Status, Nationalities and Employment Status) but 

only three (Age, Marital Status and Employment Status) of these factors were statistically 

significant as revealed by a Pearson chi-square test output.  

Also, in relation to the second objective of the study, the researcher found that on the subject of 

perception, respondents differ in their perspectives and orientations. They aired their opinions on 

a number of perceptual issues related to ordering food online and making use of delivery services. 

For most (over 70%) of the respondents however, time, packaging of the deliveries, visual appeals, 

staff conduct, availability of choice, ease of payment, ease of placing order, discounts, price, 

loyalty benefits, third party apps, and media promotion were identified and perceived as some of 

the most appealing features of ordering food online and using delivery services.  
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In addition, there were other issues on which there were no agreement. Such issues include some 

potential pull or push factors (to ordering food online or using delivery service) like the debate 

over the superiority of taste, safety of payment methods, difference in appeal of menu compared 

to the actual delivery. Responses to this issues were quite polemic and generated several opinions 

but, in all respondents, spoke based on their personal experiences, imaginations or the experiences 

of others.  

In terms of the attitudes displayed by the respondents, individual idiosyncrasies came to bare. In 

fact, while about two-third of the respondents agreed that they mainly order food online when tired 

or fatigued, at least two third of the respondents claimed that was not the case for them. In terms 

of trust towards eating foods cooked by strangers, majority (79.8%) have a positive attitude as they 

claimed that they do not discriminate but there were those who thought otherwise, especially 

among respondents aged above 40 years old. Also, in relation to attitudes, some respondents 

(22.8%) order food online but walk-in to pick up as they do not trust that things will go well with 

delivery service while the remaining (78.2%) are more disposed towards using delivery services. 

About 26% of the respondents voiced their concern about the quality of food ordered and delivered, 

amplifying some trust issues which have been raised on various social media platforms but nearly 

three-quarter do not have these issues. There is indeed a need for the industry concerned to look 

into some of the attitudinal issues because they are like cancer and can only get worse if not 

actively and purposefully handled.  

Since the Covid-19 pandemic, humanity, and everything in it have been brought to its knees. In 

fact, for safety sake, social distancing is the new normal. In spite of that, 84.2% of the respondents 

claimed that they order food online now and pay for delivery services more because the risk 

involved is minimal compared to going to buy food stuffs or walking into a restaurant.  
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However, after every delivery, post-purchase behaviours took several shapes as gathered by the 

researcher. Since the lockdown, 85.3% of those who order food online made referrals, 34.7% gave 

a negative feedback, 33.7% gave a positive feedback, 26.3% didn’t try the service again, 25.3% 

requested a refund, 94.7% have remained loyal to their service provider, 87.4% only order from 

restaurants closer to them, and 84% still have the intention to refer the service to another person 

and in all 94.7% seemed to be satisfied with the experiences so far despite not having things perfect 

on some occasions.  

5.2 Research Objective 1: Examine the Demographics of online food delivery 

customers 
 

The aim of this objective is to identify the demographics of those who order food online and use 

delivery service in Ireland. The study, employing Pearson chi-square tested five hypotheses but 

only three of the socio-demographic variables matched with the practice of ordering food online 

were found to be statistically significant. This includes “Age”, “Marital status” and “Employment 

status”. Although this position is quite scarce in the literature, especially Irish based studies. One 

study that is in congruent with this study was Keeble et al. (2020). In their recent publication, 

Keeble et al., who adopted a secondary data with multinational subjects from five countries 

(Australia, Canada, Mexico, UK, and the US) found that only 15% of respondents across these 

territories have ordered food online, in the last seven days of collecting the data, and used delivery 

service in the process. This quite differ significantly from this data as a whopping 88.6% have 

ordered food online at least once since the pandemic began. One major difference, apart from 

nationality and demographics of the respondents is that the data used was from 2018. Also, Keeble 

et al. (2020), in contrast to the findings in this study, found that “Gender” was found to be 

significant when it comes to who orders food online. This is quite the contrary as the researcher 
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found that “Gender” and “Nationality”, though descriptively looks significant but not statistically 

as shown in the inferential statistics.  Other studies have rarely looked at that angle except for a 

few studies in Asia (Mittal and Kamakura, 2001; Suh and Youjae, 2006; Blackshaw, 2008), all of 

whom were more particular about specific food items rather than the general restaurant meals. 

In addition, this study differs from the study of Keeble et al (2020) which suggested that persons 

who have kids at home are more likely to order food and pay for delivery service. On the contrary, 

the data suggests that being single (never married, divorced or widowed) correlates with possibility 

of ordering food online and paying for delivery. As gathered, among the singles in the study, only 

6.1% was yet to order food online, compared to 27.3% among the married and 20% among the 

widowed/divorced. On the flip side, a whopping 93.3% of the singles in the study happened to 

have placed order for food online compared to the married and the widowed/divorced 72.7% and 

80% respectively. This could be down to cultural difference of the skewed nature of either data.  
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5.3. Objective 2: Document the Perceptions and attitudes of customers toward online 

food delivery since the inception of third-party application  
 

Previous studies (PricewaterhouseCoopers, 2020; Homburg and Giering, 2001; Zeithaml, 

Parasuraman and Malhotra, 2002; Murphy and Blessinger, 2003; Guenzi and Pelloni, 2004; Hasan 

and Nasreen, 2014) have shown that the perceptions and attitudes of consumers would determine 

the preference, intention to patronize, market value of products sold or ordered via a digital 

platform. It is reports from these studies and the fact that there is scarcity of literatures on the 

position of the Irish online shoppers and users of delivery service that motivated this objective. 

The study affirmed some perceptive positions and debunk some others that have been previously 

reported in most foreign-especially Asian journals. In congruent with previous studies mentioned, 

this study gathered that over 70% of the respondent perceives that time, packaging of the 

deliveries, visual appeals, staff conduct, availability of choice, ease of payment, ease of placing 

order, discounts, price, loyalty benefits, accessibility provided by third party apps, and media 

promotion were the most important determinant of whether or not they order food online. Although 

the COVID-19 situation was also mentioned as a major factor. However, there were contrasting 

positions also, such as safety concern when it comes to making payments online. Asian studies 

carried out in India, Singapore and China (Consumer Complaint Intentions and Behavior: 

Definitional and Taxonomical Issues - Jagdip Singh, 1988, Carpenter and Fairhurst, 2005; 

Rajarajan and Priyanga, 2012; Chawla, Khan and Pandey, 2015) have constantly raised and echoed 

the concerns of consumers regarding their travails with the online scammers and hackers. These 

concern was only raised by a few, less than 35% of the Irish residents who participated in the 

study. This position was supported by an Irish market research report (Attitudes Towards Home 

Delivery and Takeaway - Ireland - December 2019 - Market Research Report, Feb 2020). From 
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all evidence, there are still thin lines between the perceptions and attitudes of consumers when 

comparing the takeaway industry with other food product industries.  

 

5.4. Objective 3: Assess the post-purchase behaviours of online food delivery 

customers 
 

Although there is a general belief from other studies (Consumer Complaint Intentions and 

Behavior: Definitional and Taxonomical Issues - Jagdip Singh, 1988; Consumer Lifestyle Trends: 

Busy Lives - Bord Bia, 2020; Solomon, 2006) that the post-purchase behaviours of consumer are 

influenced by some external and internal factors such as cultural, social, psychological and 

economic factors, making the way in which customers respond to service deliveries to become 

highly subjective. This research does not have sufficient evidence to support the notion as people 

of multiple nationalities showed some similarities in both their perceptions, attitudes and even 

post-purchase behaviour. This could be because of the duration of their stay in Ireland where they 

have probably become acculturated into the practices and values of the host.  

One of the most common feature is the culture of being in a hurry which made some of them to 

ignore the request to rate the service which they have paid for. But in spite of this attitude, majority 

still thinks that the option should not be taken away as they agreed that consumers should be 

allowed to give reviews for services that they are paying for but in addition, some added that there 

should be a customer service line that can be called for complaints. In terms of post purchase 

behaviour, other studies (Quick and Burton, 2000; Lee, Lee and Feick, 2006; Sakarya and Soyer, 

2014; Al-Debei, Akroush and Ashouri, 2015) both in Europe and Asia were in harmony with this 

study which found that 85.3% of those who order food online made referrals, 34.7% gave a 
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negative feedback, 33.7% gave a positive feedback, 26.3% didn’t try the service again, 25.3% 

requested a refund, 94.7% have remained loyal to their service provider, 87.4% only order from 

restaurants closer to them, and 84% still have the intention to refer the service to another person 

and in all 94.7% seemed to be satisfied with the experiences so far despite not having things perfect 

on some occasions. This proves that consumer behaviour models in other online shopping 

behavioural study could in fact still work for the take-away industry.  

5.6. Recommendation  

• More attention is needed to extend the marketing to people of certain demographic status 

e.g. Foreigners, the elderly and other concerned groups.  

• There should also be an alternative market for those who are currently not ordering food 

online because those who would have come in to eat are probably not going to do that at 

the moment because of the Covid-19 pandemic 

• This study could help current and intending managers of the takeaway industry to upscale 

their business turnover and in other ways help in the spread of COVID-19 by way of 

providing the perfect alternative to the custom walk-in and eat/take home. This should also 

save cost.  

• The government and the industries concerned must begin to take steps to allay the fears 

that customers have about making payments online or via their third party apps.   

• Due to the limitations of the study, the finding and result might not be a true representation 

of the entire country, hence, there is need for further research that would cover a larger 

scale and section of the country.  

• More studies could focus on specific foods and diets.  
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5.7. Limitations of the Study 
 

In spite of the richness of information and insight, this study like many other was limited by time 

and resources. Consequently, the findings share the limitation of most surveys research-especially 

the one to involves virtual respondents. This is a limitation because participants were recruited the 

researcher's network to distribute links hence lacking in coverage. Coupled with the limitation of 

the sample size (being inadequate and representing), it is safe to say it is not nationally 

representative. The use of a cross-sectional data also has its own limitation which definitely would 

have an effect on the inferential analysis.  

Finally, age, gender, nationality, marital status, and employment status of 114 respondents was 

used as the marker of socio-demographic status of the Irish residents, and this may not represent 

the real situation. Although the study accounted for the changes brought about by the Covid-19 

situation, such changes might be relative to place and time which was not properly captured in the 

methodology. Hence, there is still a need for further research to fully understand within different 

context both locally and internationally. 
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APPENDICES 

 

APPENDIX 1 

 

INFORMATION SHEET FOR PARTICIPANTS  
Research project title: Consumer Behaviour Towards Online Food Delivery Services in Ireland- A 

Segmental Analysis 

 Student Researcher: Oluwakemi Ifedayo Ogunsemi, 105326@mydbs.ie   

Research Supervisor: Cathal Coleman, Cathal.coleman@dbs.ie   

  

About the Project   

  I am a Master of Business Administration (Information systems) student at Dublin Business School and I 

am carrying out my thesis project under the direct supervision of Cathal Coleman on the subject of 

Consumer Behaviour Towards Online Food Delivery Services in Ireland.  

 The aim of this research is to discover how different segments of Irish consumers perceive and patronise 

online food delivery services in a bid to understand the growth of the online food delivery sector and by 

extension, improve the business operations in the consumer foodservice industry.  I would like to invite 

you to take part in a survey on this project.   

As a participant in the study you would be required to answer questions about your demography and 

experiences as an Irish consumer in relation to online food delivery services.  

  

Data Protection   

The data you provide as part of this questionnaire/experiment will be fully anonymous. I will not gather 

any direct personally identifying information about you or anyone close to you. You will be asked to 

provide optional demographic information of a broad nature about yourself. Your data will be collated into 

a larger dataset and analysed at the group rather than the individual level.  Your data will only be used for 

academic purposes and will not be shared with anyone for commercial purposes.  

  

What are the risks and benefits of taking part in this study?   

In addition to providing much appreciated assistance to the student researcher, the main benefit of taking 

part in this study will be your contribution to academic research, which aims to expand knowledge and 
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generate new insights. There will be no risks posed to you as a participant in this study, either physical or 

psychological, beyond that which is normally expected of day-to-day activities.   

  

If you are interested in taking part…  

If you are interested in taking part, please review the information provided in the consent form and if you 

are happy to proceed with the study then please indicate your willingness to take part by signing your name 

where appropriate.   

  

You are under no obligation to take part in this study or to provide a reason if you decide not to take part.  

You may choose not to take part without fear of penalty. If you agree to take part, you have the right to 

cease participation and withdraw your data at any time for any reason without fear of penalty. The data will 

not be used by any member of the project team for commercial purposes.  

  

  

  

  

  

Appendix 2 

  

Consent Form  
  

I________________________________ voluntarily agree to take part in this research study.   

I understand that I am not obliged to take part in this study and that my participation in the study is entirely 

voluntary.   

  

I understand that I am free to withdraw from the study at any time or refuse to answer any question without 

the need to provide reason and without fear of negative consequences.  

 I understand that my responses will be anonymous   

 I understand that in the case of completing an anonymous questionnaire, it will not be possible to 

subsequently withdraw my data due to the fact that there will be no personally identifying information 

attached to my responses.   

I understand that I will not benefit directly from participating in this research.   

I understand that I am free to contact any of the people involved in the research to seek further clarification 

and information.   
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I understand that signed consent forms will be retained for some time until the exam board confirms the 

results of their dissertation.   

I confirm that I have had the purpose and nature of the study explained to me in writing and I have had the 

opportunity to ask questions about the study with satisfactory answers provided.   

I confirm that I have read and fully understood the information provided and statements above.  

  

  

Name & Signature of research participant         Date  

  

___________________________          _______________ 

 Name & Signature of researcher           Date  

   

________________________                                                                              _______________  
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APPENDIX 3- QUESTIONNAIRE 
 

CONSUMER BEHAVIOUR TOWARDS 

ONLINE FOOD DELIVERY SERVICES IN 

IRELAND- A SEGMENTAL ANALYSIS 

Dear Esteemed Respondent, 

This questionnaire is designed to gather information for my dissertation titled “CONSUMER  

BEHAVIOUR TOWARDS ONLINE FOOD DELIVERY SERVICES IN IRELAND- A SEGMENTAL 

ANALYSIS” in partial fulfilment of the requirement for the award of Master of Business Administration 

(Information systems).  

Note that all information given would be used for academic purposes only and would be treated with the 

utmost confidentiality. Please carefully read the items in the questionnaire and give a response. 

Thank you. 

Oluwakemi Ifedayo OGUNSEMI 

* Required 

SOCIO-DEMOGRAPHIC AND OTHER BACKGROUND 

INFORMATION SECTION A 

1. Age * 

 

2. Sex * 

Mark only one oval. 
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Female 

Male 

Prefer not to say 

Other: 

 
3. Marital status * 

Mark only one oval. 

Single Never Married 

Single but with child 

Married 

Divorced 

Widowed 

Other: 

 

4. Educational Background * Mark only one oval. 

Elementary 

Living Cert 

Tertiary 

Other: 

 

5. Area of residence * 

 

6. Nationality * 
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7. Employment status * 

Mark only one oval. 

Employed 

Unemployed 

Retired 

Other: 

 

8. Kindly specify your occupation (If employed) 

 

9. How many people live with you? Household Size * 

 

10. How long have you lived in Ireland- Kindly give estimates in Months or years *? 

 

11. What mobile devices do you own? * 

 
12. Do you have third party Apps that can be used to order food online? * 

Mark only one oval. 
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Yes 

No 

13. Which of the following third-party Apps do you use on your device * 

 

14. When was the last time you ate homemade food? Kindly estimate in days, months, or years 

* 

 

15. Which of the following best describe your preference for getting food to eat * 

 
16. Have you ever ordered food online? * 

Mark only one oval. 

Yes 

No 

Skip to question 17 
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 Sub-section A  

17. When was the first time you (personally) ordered food online? Kindly Specify year e.g 2015 

 

18. Which of the following period of the day have you placed order for food since you started 

placing order for food? 

Check all that apply. 

Breakfast 

Lunch 

Dinner 

19. What time of the day do you usually order food? 

Mark only one oval. 

Breakfast 

Lunch 

Dinner 

20. When are you most likely to order food? 

Mark only one oval. 

When you are alone When you 

are with other people Other: 

 

21. How often do you typically order food online? 

 



96 

Mark only one oval. 

At most once daily or in two 

At most Once a week 

2-3 times per week 

More than 3 times per week 

Once a month 2-3 

times a month 

Other: 

 
22. PERCEPTIONS AND ATTITUDES TOWARDS ONLINE FOOD DELIVERY 

SERVICES * 
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23. Since the incidence of the Covid-19 pandemic, have you ordered food online * 

Mark only one oval. 
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Yes 

No 

24. Has this incidence influenced the rate or your desire to order food delivery service online? 

* 

Mark only one oval. 

Yes 

No 

25. How would you best describe the influence 

Mark only one oval. 

Increased my likelihood to order food delivery service online 

Reduced my likelihood to order food delivery service online Other: 

 

26. Most times when you place your orders, how many other persons do you mostly order for? 

Kindly Specify in numeric terms; 0 being no one except you 

 
27. ASSESSING THE POST-PURCHASE (DELIVERY) BEHAVIOURS 
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28. Have you ever been asked for feedback after delivery of service? 

Mark only one oval. 

Yes 

No 

29. In what manner was the feedback requested? 
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30. Kindly mention other post purchase behaviours that you have exhibited after ordering for 

online food delivery service 

 

 

 

 

 

31. Would you like to be given the opportunity to give feedback on the services you paid for? 

* 

Mark only one oval. 

Yes 

No 

Maybe 
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