
Xiao, Aiyun; Yang, Shaohua; Iqbal, Qaisar

Article

Factors affecting purchase intentions in generation
y: An empirical evidence from fast food industry in
Malaysia

Administrative Sciences

Provided in Cooperation with:
MDPI – Multidisciplinary Digital Publishing Institute, Basel

Suggested Citation: Xiao, Aiyun; Yang, Shaohua; Iqbal, Qaisar (2019) : Factors affecting
purchase intentions in generation y: An empirical evidence from fast food industry in Malaysia,
Administrative Sciences, ISSN 2076-3387, MDPI, Basel, Vol. 9, Iss. 1, pp. 1-16,
https://doi.org/10.3390/admsci9010004

This Version is available at:
https://hdl.handle.net/10419/239902

Standard-Nutzungsbedingungen:

Die Dokumente auf EconStor dürfen zu eigenen wissenschaftlichen
Zwecken und zum Privatgebrauch gespeichert und kopiert werden.

Sie dürfen die Dokumente nicht für öffentliche oder kommerzielle
Zwecke vervielfältigen, öffentlich ausstellen, öffentlich zugänglich
machen, vertreiben oder anderweitig nutzen.

Sofern die Verfasser die Dokumente unter Open-Content-Lizenzen
(insbesondere CC-Lizenzen) zur Verfügung gestellt haben sollten,
gelten abweichend von diesen Nutzungsbedingungen die in der dort
genannten Lizenz gewährten Nutzungsrechte.

Terms of use:

Documents in EconStor may be saved and copied for your
personal and scholarly purposes.

You are not to copy documents for public or commercial
purposes, to exhibit the documents publicly, to make them
publicly available on the internet, or to distribute or otherwise
use the documents in public.

If the documents have been made available under an Open
Content Licence (especially Creative Commons Licences), you
may exercise further usage rights as specified in the indicated
licence.

  https://creativecommons.org/licenses/by/4.0/

https://www.econstor.eu/
https://www.zbw.eu/
http://www.zbw.eu/
https://doi.org/10.3390/admsci9010004%0A
https://hdl.handle.net/10419/239902
https://creativecommons.org/licenses/by/4.0/
https://www.econstor.eu/
https://www.leibniz-gemeinschaft.de/


administrative 
sciences

Article

Factors Affecting Purchase Intentions in Generation Y:
An Empirical Evidence from Fast Food Industry
in Malaysia

Aiyun Xiao 1,*, Shaohua Yang 1 and Qaisar Iqbal 2

1 Graduate School of Business, Universiti Sains Malaysia, Penang 11800, Malaysia;
samuelyang0713@hotmail.com

2 School of Management, Universiti Sains Malaysia, Penang 11800, Malaysia; qaisariqbal@student.usm.my
* Correspondence: xiaoaiyun1993062@sohu.com

Received: 19 September 2018; Accepted: 21 December 2018; Published: 31 December 2018 ����������
�������

Abstract: The purpose of the present study was to investigate the factors that influence the purchase
intentions of Generation Y students towards the fast food industry in Nilai, Malaysia. Nowadays,
purchase intentions are an important aspect of organizational long-term success in the fast food
industry. In addition, purchase intentions are the critical element in competing with other competitive
environments; hence, it is important for the fast food industry to pay a significant attention to this
matter. The present study was conducted to identify the key determinants that impact the purchase
intention of Generation Y students towards the fast food industry in Nilai, Malaysia. Employing the
quantitative method in this study, a total of 313 questionnaires were distributed with the response
rate of 91%. Another purpose of this study was to provide important insights to Nilai fast food
restaurants in understanding the purchase intentions of customers. Therefore, the leaders and
managers of Nilai local fast food restaurants can enhance customers’ experience, solve their problems,
and ultimately obtain high quality business by understanding the key factors of purchase intentions
in fast food industry.

Keywords: service quality; purchase intention; Generation Y; food industry; Malaysia; price

1. Introduction

Fast food is known to be a frequent selection, convenient for customers, tasty, and have a
reasonable price. In the current era, fast food is well known for its reasonable price, efficiency,
and tastiness. Moreover, advertisers of fast food restaurants usually make the fast food to appear
healthy, which causes the customers to be easily influenced. Goyal and Singh (2007) declared that fast
food is the fastest emerging food category in the world. A possible explanation for this might be that
fast food involves rapidly subsequently subscribing as well as minimal service subscribing for dining
and takeout facilities. A food that can be serviced and prepared quickly is considered a fast food.
The primary reason that influences the customers to choose a quick meal over a home-cooked meal is
due to their busy lifestyle, especially the dual-working families with kids (Atkins and Bowler 2001).
This was further supported by Habib et al. (2011) who agreed with the notion that limited time of
the customers has caused them to resort to fast food as a result of long working hours, busy lifestyle,
career, and family. Hence, the fast food industry in Malaysia has been the most preferred choice for
majority of the customers due to the instant preparation of the meal which allows them to eat within a
short period of time. Therefore, the changing lifestyle of customers has provided the food industry in
Malaysia with an opportunity to further expand their businesses.

According to Habib et al. (2011), the fast food industry in Malaysia is dominated by American
franchises which include A&W, Burger King, Domino’s Pizza, Kentucky Fried Chicken (KFC),
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MarryBrown, McDonald’s, Pizza Hut, and Subway. These fast food trademarks have acquired
prestigious recognition in the process of Malaysian Generation. Meanwhile, the Malaysia Population
(2018) affirmed that Generation Y students make up the largest segment in the entire Malaysia’s
population which consists of 12.67 million citizens. Generation Y students have strong purchasing
power and they are regarded as the key market segment due to their lifestyle and eating habits that
influence their preference on the fast food industry. Moreover, Generation Y is always eating out
and having takeout food from the fast food restaurant; hence, they are always looking for facilities
production that can fulfill the demand of their generation. Therefore, the current research regarded
Generation Y students as the appropriate target population for this study.

The intention of the current research was to understand the factors affecting the purchase
intentions of Generation Y students towards fast food industry in Nilai, Malaysia. Apart from that,
the present study analyzed whether and how the factors affect Generation Y students in purchasing
fast food. In this case, it is worth to note that the fast food industry in Nilai, Malaysia as well as
other industries in Malaysia have been confronted with increasing number of competitive challenges.
On a more important note, the fast food industries in Malaysia have been expanding over the last
decade. Malaysians are extremely attached to fast food such as hamburger, fried chicken, chips, and
others despite knowing that they are unhealthy junk food containing high calories. On a similar
note, Generation Y students still prefer to purchase fast food; hence, the present study aimed to
determine the key factors that affect the purchase intentions of Generation Y students towards fast
food. Therefore, the current research explored the relationship between food quality, service quality,
price, and restaurant environment with the purchase intentions of Generation Y students in Malaysia.

2. Literature Review

2.1. Fast Food

The term “fast food” does not have an established definition. Nevertheless, it can generally be
described as foods that are served on demand and instantly. According to the Ministry of Health
Malaysia, fast food is defined as “foods that are intended in large quantities, fast food restaurants are
following standardized procedures and served rapidly in restaurants commonly, use the electronic and
print media to advertise the services”. Fast foods frequently contain high number of calories, sugar,
and fat. In this area for much of the research and policy are considers individual foods. In regard
to this, it should be noted that the “approved scale of unhealthy foods on a menu” has not been
established, but the fast food channels seem to have extended the list of their menu by incorporating
healthy eating alternatives. More importantly, there is an evolving benefit in the attempt of limiting
fast food channels that are believed to help preserve and boost society healthy (Darian and Tucci 2011).

2.2. Fast Food Industry in Nilai, Malaysia

The fast food industry in Malaysia is made of a diverse range of food outlets that offer multiple
distinctive dishes ranging from local to international. However, traditional fast food meals include
burgers, fried chips, and sugar-sweetened beverages. The fast food franchising sector takes up about
32% which represent a total of 6000 fast food outlets in Malaysia, while the QSR (Quick Service
Restaurant) or fast food market was valued at $493 million (RM1.8 billion) locally.

At present, the largest foreign franchise operators are McDonalds and KFC which have managed
to set up a high number of franchise outlets in Malaysia. However, KFC is the fast food brand that
firstly entered the Malaysia market in the year 1973. In regard to this, KFC has allocated a total
of 447 outlets and 46/5 market share in the fast food or QSR market in order to adapt with the
development of the fast food industry. The top performers in fast food retaining stores are KFC
(46%), followed by McDonalds (25%), and Pizza Hut (14%). Meanwhile, it is important to note that
Muslims make up the largest population in Malaysia despite the fact that Malaysia is a multiracial and
multi-religious country.
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2.3. Purchase Intentions

Purchase intention promotes more profitable businesses to the industry, particularly when
customers are satisfied with the production. Hence, purchase intention has been regarded as one of
the most significant sections in the business field. Generally, customer satisfaction is described as
how customers assess production after utilizing a product as well as how they estimate the services
of production by comparing it with products from other companies that are in the same industry.
On another note, purchase intention is responsible in determining if a product meets customers’
expectations and need in order to further explore their assessment on goods and services. This notion
claims that customers will be more satisfied when the field of production and services meets the
customers’ expectations. On the other hand, customers will be more dissatisfied if the performance of
production is less than their expectations. More importantly, purchase intention is the key to promote
a long-term business success which helps to keep customers and collect CLV (customer lifetime value).

A firm must recognize the factors that significantly influence purchase intention. The factors
include food quality, staff service, competitive price, and accuracy of bills. Meanwhile, a number
of researchers present the importance of quality and its positive correlation with purchase intention
considering that a well-known food quality will influence the retention of customers. In this
case, a considerable amount of literature point out that a customer is satisfied by excellent service.
Ma and Yang (2018) argued that a customer will also be satisfied if the product they receive is made of
a good quality. Excellent service focuses on empowerment, innovation, and making employees’ part of
attitude and behaviors. In addition, organizational employees play a vital role in purchase intention.

It is important to determine purchase intention because it is hard to assess customers’ expectations,
while businesses only tend to recognize it after the product has already been transferred. Purchase
intention has a primary responsibility in businesses considering that it is a significant tool in
safeguarding a competitive advantage despite the difficulty and the cost involved in the process.
Apart from that, a high level of purchase intention will be able to build profitable relationship with
customers. Furthermore, there is a prediction regarding the need to preserve an existing customer
because it is cheaper than attracting new customer. Therefore, employers frequently exploit new
production and focus more on quality by upgrading their services from time to time in order to
preserve the existing customers which are deemed to be the most significant aspect in businesses.

2.4. Food Quality

According to Sulek and Hensley (2014), food quality is one of the most crucial parts in dining
experience. Food quality is a major factor that influences the purchase intention in regard to the choice
of restaurants. On a similar note, Susskind and Chan (2000) discovered that food quality is the key
stator that promotes customers to visit fast food restaurant. Food quality is considered as a crucial
estimator for fast food dining restaurants in ensuring customer loyalty. Sulek and Hensley (2014)
agreed by stating that food quality is the most significant component of purchase intention provided
that the environment components and service quality are contrasted by other fields of the restaurant.
Furthermore, the positive relation between food quality and satisfaction would influence the purchase
intention of customers.

There are several aspects of food quality that need to be considered in investigating the influence
of excellent food on purchase intention which include nutrition, menu variety, and tastiness of food.
Moreover, Raajpoot (2002) added that variety of food, menu design, serving size, and food presentation
in the food service industry are important determinants of food quality. Therefore, it is extremely
important to take into account about the halal consumption of food its cleanliness in the context of
Malaysia because the majority of the population is Muslim.



Adm. Sci. 2019, 9, 4 4 of 16

2.5. Restaurant Environment

In today’s world, it is undeniably true that individuals prefer to have meals outside more
frequently. Customers, nowadays, are willing to spend a premium to help them save time and
have a better meal environment. These factors stimulate restaurateurs to emphasize their effort in
designing and offering a more comfortable environment for customers. Ryu and Jang (2008) found
that restaurant environment a significant antecedent of customers’ pleasure, arousal and behavioral
intention in an upscale restaurant context. A considerable amount of studies have demonstrated
that it is necessary to make the ambience more pleasant and innovative to ensure the success of a
company. Moreover, it was also discovered that the ambience of a fast food restaurant is regarded to
be more important than the fast food itself. Hence, the current research postulated that establishing
the ambience of fast food restaurants is the single most significant attribute because it is always
perceived to be more important than the food served. The environment of a restaurant will establish
the expectation of customers as a result of the dining experience before the fast food is served. Food
quality and services quality further strengthen the intangible aspects of the present study, particularly
in regard to the surrounding of a restaurant.

The majority of the fast food restaurant’s features is to offer food; however, customers, nowadays,
are more concerned about improving their life quality and enjoying a comfortable dining room. Hence,
this indicates that improving food quality alone is not sufficient in fulfilling the need of customers.
This stimulates the marketers of fast food industry to keep promoting the importance of restaurant
environments considering that it can positively strengthen the customers’ feelings. As a result, this will
lead to higher sales because the customers perceived that their demand for a better dining environment
has been fulfilled. On a similar note, a pleasant environment plays an important role in motivating
the purchasing habit of customers which also helps to generate more profits (Ryu and Jang 2006).
Furthermore, a delightful and arousal surrounding will motivate customers’ purchase intentions by
roughly 12 percent on average.

The factor of environment can be categorized into three groups, namely social cues, ambient
cues, and design cues. More specifically, social cues refers to individuals in the environment, design
cues describes the functions (color, decoration) that promote customer’s awareness, and ambient cues
indicate the background attributes (scent, cleanliness) of a store. Consequently, the objective of the
current research was to concentrate on two characteristics of ambient cues, namely cleanliness and
ambient scent. A possible explanation for this the fact that experienced customers tend to pay more
attention towards ambient factors.

2.6. Service Quality

The consequences of service quality are in the tangible form; however, it also considers “during
associations among provider and consumer” which involves the methods and the way of delivering it
to the customer. Subsequently, the dimensions of service quality are determined on a single standard
by utilizing a special instrument. Meanwhile, different types of sub-components of the service quality
have been distinguished by a number of researchers, including some disagreements among the authors.
Three dimensions as follows: (1) the personnel or the interaction dimension; (2) the facilities or the
environmental dimension; and (3) the material or the outcome dimension of what is delivered which
take into account “the method the core service was transferred” and all interpersonal relationships.
On a similar note, the reputation and image of the brand are considered as corporate quality.

Recent evidence seems to suggest that the number of service quality components can be reduced
by the core and relational aspects of functional quality, technical and service quality, or instrumental
and expressive performance. The extrinsic cues are frequently utilized as service quality when the
customers are promoted with a few procedures of the core elements. On the other hand, it is easy
for the fast food industry to change the intrinsic characteristics because the extrinsic components
include physical environment, company reputation, and visitor contingent and investment that are
often extremely difficult to change. Table 1 shows the selected model. As can be observed, each of the
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three measurements have an arrangement of multiple factors as well as trusted to cover the primary
aspects of service quality for the interest of this research based on the 10 stators of service quality.

Table 1. Food Quality Measurements.

Material Measurement Facilities Measurement Personnel Measurement Price

Food/drinks quality variety Physical environment Communication skills

Price

Ambience Competence

Food/drinks quality (taste,
presentation, freshness)

Other visitors Problem solving skills
Location Appearance

Cleanliness Efficiency/waiting time

Size of the portion Safety Understanding/knowing the customer
Hours of operation Individualized attention and recognition

The actual outcome of the service refers to the material measurement based on the quality of
served food and drinks such as the size of the portion, presentation, freshness, taste, and variety.
In this case, the aspects of the services can only be evaluated following the actual consumption of
the product. Furthermore, it is necessary to acknowledge that the measurement of tangible aspects
include cleanliness, safety, location, and physical environment. Apart from that, the operation’s hours,
ambience, and physical environment are equally important. Ambience of restaurant could be further
enhanced by the lighting, temperature, music, and colors. Therefore, the company reputation should
be assessed considering that it is similarly associated to other visitors and may influence their decision
to leave or stay.

On another note, customer is more loyal if ‘the location is viewed as warm and friendly’
based on the score of personnel measurements; hence, this is considered necessary to the perceived
quality. The measurement concludes that physical appearance of the personnel, competency, and
communication skills are the critical aspects due to the high standard of professional knowledge
and responsiveness. Efficiency is frequently stated as one of the most significant factors that cause
the customers to be satisfied. As a result, it is very helpful if a fast food restaurant can provide the
“homey feeling” that is recognized by the customers, show individualized attention, and create a more
personalized platform for the service consumption.

The above determined all of the three measurable objective service qualities. Distinctly from
the objectives service quality, distinct from person to person perceived service quality, following on
personal judgment as we are determined as “a gap among expectations and perceived performance or
perceived performance alone”. Meanwhile, it should be understood that adequate service and desired
service are two different levels of expectations. In other words, what the customer think that they
should receive are determined based on the desired service level. Meanwhile, the level of acceptance
tolerated by customers are determined by adequate service. Hence, businesses are hoping to fulfil
customers’ basic needs by offering the minimum service. Nevertheless, it should be acknowledged that
the gap between these two is based on the zone of tolerance whereby service providers are targeting
to accomplish a better level or also known as the desired service level of the customers. Previous
expectations, word of mouth (WOM), traditions, and ideology as the factors of expectations that affect
the desired service level, but they will not be broadly analyzed in the current research (Iqbal and
Hassan 2018). According to Iqbal and Hassan (2018), perception of factors influencing word of mouth
(WOM) vary across employees and customers. The present study chose to observe perceived service
quality as multi-dimensional construct of perceived performance as suggested by Martinez Garcia and
Caro (2010).

Furthermore, Zeithaml’s search and experience characteristics model is in the middle of the causal
chain of perceived service quality which was the result of the complicated nature of service quality
measurements. On another note, Iqbal and Hassan (2016) and Iqbal, Iqbal et al. (2016) extended
the research work of Parasuraman et al. (1988) by investigating the role of service quality in the
service sector of Pakistan and the United Kingdom. A few empirical investigations provided several
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conclusions in terms of determining a completely distinct outcome such as when a service is evaluated
to have more weight in customers’ minds as part of the core aspect.

Past research indicates customers’ desire for a more personalized and closer relations with service
providers. The service quality that acts as an attitude of ‘a long run entire assessment” has led to
the relationship between the existence of the service quality and satisfaction. Kassim and Abdullah
(2010) and Iqbal et al. (2016) confirmed that service quality enhances, customer’s satisfaction and
customer’s loyalty where their relationship is moderated by gender in the service sector. Moreover,
the restaurant industry positively influences the purchase intention for service quality, particularly in
terms of confirmation of the assumption. In the present study, facilities measurement was discovered
to be the least significant aspect of purchase intention.

A considerable amount of studies investigated service quality as a complex construct that
concludes distinct measurements. Every one of those measurements could be tested, while distinct
standards of significance are able to retrieve customer preferences. Satisfaction and loyalty sidelong
countries certify the existence of “significant distinct identified in the importance located on each
measurement” through a well-formulated conclusion. Service quality has a significant association
with customers’ loyalty (Iqbal et al. 2016) despite being utilized in a diverse manner. Particularly
in the context of its dimensions such as tangibles, reliability, responsiveness, assurance, and
empathy (Iqbal and Hassan 2016). This is a strong background of service quality measurements
which can be adopted in investigating the Malaysian Fast Food Industry. Apart from that,
Kandampully and Suhartanto (2000) stated that the relations among service quality, and loyalty may
be viewed in the Malaysia market. Therefore, it is worth indicating that the fast food industry has not
been thoroughly studied considering that only a few random facts managed to be established in this
field over recent years. Apart from that, it has been identified that efficiency is the most dissatisfying
factor among visitors.

2.7. Price

Perceived price can be defined as the consumer’s perceptual representation or subjective
perception of the objective price of the product (Jacoby and Olson 1977). Price is the most important
key component of purchase intention in the fast food industry because most customers in Malaysia
tend to concentrate on the brand’s price which further motivates them to purchase a meal. Product
brand establishes different price for a similar product which further develops the standard of brand
production. Furthermore, price significantly influences purchase intentions because changes in
production have a great impact on the customers (Liew 2015). Apart from that, customers can
also afford and be satisfied with which promote their willingness to purchase the production of brand
repeatedly in the future. Yang and Mao (2014) found that a lower price could also be viewed as the
factor that influences consumers’ to purchase. Price sensitive consumers are those who try their best to
search for a lower price (Wakefield and Inman 2003). Therefore, service provider must concentrate on
price charges that will influence the purchase intention of customers.

3. Research Framework

Based on the above literature, the antecedence of purchase intention is food quality, service quality,
price, and restaurant environment. On the basis of previous study in different categories of context on
these constructs including food quality, service quality, price, and purchase intention, following the
research framework are proposed (see Figure 1). This study examined the interrelationships between
these variables in the context fast food by providing empirical evidence.
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Figure 1. Research Framework.

4. Hypotheses Development

4.1. The Relationships among Food Quality as Well as Purchase Intention

Food quality is one of the most significant factors that influences purchase intention in the fast food
industry. Sulek and Hensley (2014) stated that food quality can combine all the food characteristics
into one variable. In regard to this, food quality has various characteristics, namely temperature,
menu item variety, tastiness, and presentation. Enhanced food quality will positively effect purchase
intentions among customers. Therefore, the hypothesis is as follows:

Hypothesis 1 (H1). Food quality has a positive influence on purchase intention.

4.2. The Relationship between Service Quality and Purchase Intention

A study by Malik (2012) surveyed the interval between the service expectation and
customer’s service perception in regard to the service offered by four service industries, namely
telecommunications, courier, transport, and banking as well as examined their influence on satisfaction.
The results of the study revealed that service quality has a positive effect on purchase intention.
This is supported by Choudhury (2013) who proposed four measurements of service quality,
namely assurance, responsiveness, reliability, and tangibles which produce a significant and positive
relationship with purchase intention. SERVQUAL (a measurement scale of service quality) can be
utilized to examine the interval among the expectations and the perceptions of retailing customers
to determine the factors that influence customers’ satisfaction. According to Iqbal et al. (2016),
service quality positively influences customers’ loyalty, but its four dimensions operate differently
across different countries based on customers’ preferences (Iqbal and Hassan 2016). In other words,
service quality has a positive and significant influence on purchase intention Choudhury (2013).
Boulding et al. (1993) found that enhanced service quality attracts customers and enforce them to
repurchase. Therefore, it is suggested that service quality will positively influence purchase intentions
among customers. Hence, it was hypothesized that:

Hypothesis 2 (H2). Service quality has a positive influence on purchase intention.
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4.3. The Relationship between Price and Purchase Intention

Price is one of the most significant factors of purchase intention in the fast food industry.
Price promotes the willingness of customers to purchase fast food and provide prompt service in fast
food industry. In addition, price is integrated with the expenses of the fast food industry in regard to
the services. High prices will cause greater costs for the consumers, which then reduces the willingness
of customers to purchase the product (Dodds et al. 1991; Kim et al. 2011). Schiffman et al. (2012)
supported that the perceived price of a product has a direct influence on consumers’ purchase
intentions. Setiawan and Achyar (2013) found that there is a relationship between perceived price and
purchase intentions in online shopping context. Fast food restaurants often utilize penetration pricing
when selling their menu item to customers (Melanie 2018). In other words, the lowered price can attract
more customers in fast food restaurants. In the context of the restaurants of fast food, this relationship
may also occur for consumers’ purchase intentions. Hence, the hypothesis is as follows:

Hypothesis 3 (H3). A lowered price has a positive influence on purchase intention.

4.4. The Relationship between Restaurant Environment and Purchase Intention

According to Ryu and Jang (2007), restaurant environment is able to establish brand image and
affect customers’ retention level, particularly in the fast food industry. Pleasant surroundings of
restaurant will lead to a high extent of customer retention towards the fast food industry apart from the
significance of food quality and service quality. Recent evidence illustrated how surrounding affects
purchase intention as well as promotes repurchase behavior (Mattila 2001). In addition, surrounding
can have an important collision on the perception of the entire quality, which indicates a positive
influence on customer retention for a specific restaurant. The surroundings of a specific restaurant will
affect customer retention and loyalty.

Lim (2010) confirmed that a pleasant atmosphere will repeatedly dedicate a beneficial scale of
customer retention in the fast food industry. Restaurant environment is described based on the five
dimensions of service quality, namely ice, tangibles, reliability, responsiveness, assurance, and empathy.
These five dimensions of service quality are necessary to be utilized as per se culture and origin of the
customers (Iqbal et al. 2016). Furthermore, there is an immediate integration between environment
and customer retention in fast food industry. In particular, cleanliness of a restaurant, seating comfort,
and facility aesthetics significantly influence customer retention. Moreover, surroundings of a fast
food restaurant are an immediate pointer of customer satisfaction. Restaurant environment influences
customers in either way. Therefore, good restaurant environment will incite customers to visit again
and again. As a result, the hypothesis is executed as follows:

Hypothesis 4 (H4). Restaurant environment has a positive influence on purchase intention.

5. Research Methodology

5.1. Unit of Analysis, Sampling, and Data Collection

The current research targeted the Generation Y students in Malaysia who were residing in the
state of Nilai in order to investigate their intentions in purchasing fast food. Currently, there are
approximately 36, 720 students of Generation Y living in Nilai, Negeri Sembilan. However, the sample
size only consisted of 313 respondents due to the constraints of time and resources. There are many
universities in Nilai which include USIM, INTI, Nilai, and Xiamen University. In the case of the present
study, the researchers personally met the students to collect data from them using survey forms.
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5.2. Questionnaire Design

The questionnaire was designed in bilingual including Chinese and English language. In this
questionnaire, the layout of the cover page presented a brief introduction as well as the purpose of
the current research. The questionnaire was divided into two sections. The first section involved the
social demographic information including the participant’s age, gender, nationality allowance, and
education level which help to provide information of the respondents Meanwhile, section B provided
the construct measurement of the present study involving four independent variables, namely service
quality, food quality, price, and customer loyalty on the dependent variable (purchase intention) for
the purpose of examine their relationships. The present study adopted the same scale used in the
study of Iqbal et al. (2016) for an academic research investigating the service quality in service sector
(Iqbal et al. 2016; Iqbal and Hassan 2016). Next, a total of 313 questionnaires were distributed to the
target participants. In this case, to raise the reliability of the collected information, the participants were
asked about their willingness to participate in the survey for the purpose of increasing the reliability of
the collected information. The response rate of the survey was 91%.

6. Data Analysis

6.1. Descriptive Analysis

The demographic features of the present study include gender, age, nationality, education level,
band working status. The following table outlines the demographic variables of this study.

As presented in Table 2, the frequency of female is 190 which accounts for 57.9% of all respondents.
Hence, this indicates that the number of female respondents is higher than the male respondents.
Next, it can be seen that most of the respondents who participated in the survey are Chinese which
represents 80.5% of the total respondents. Meanwhile, Malay and Indian only take up 4.6%. In addition,
the respondents are all Generation Y students with the age ranging from 18 to 35 years old. The age class
between 18 and 24 years old takes up 90.9% (n = 298), followed by 25 to 30 years that is represented by
4.6% (n = 15), and over 35 years old takes up 4.6% (n = 15). Therefore, this indicates that the percentage
of the age group from 18- to 24-year-old is the highest among all age groups.

Table 2. Summary of Demographic Profile.

Demographic Classification Frequency Percentage (%)

Gender
Male 138 42.1%
Female 190 57.9%

Nationality

Malay 15 4.6%
Chinese 264 80.5%
Indian 15 4.6%
Others 34 10.4%

Age

18–24 years old 298 90.9%
25–30 years old 15 4.6%
31–35 years old 0 0
Over 35 years old 15 4.6%

Income level

Below RM1000 263 80.2%
RM1001 to RM3000 50 15.2%
RM3001 to RM5000 0 0
RM5001 and above 15 4.6%

Education level

Primary 15 4.6%
Secondary 251 76.5%
Tertiary education 62 18.9%
Others 0 0
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As can be observed in the same table, most of respondents’ income level is below RM1000 which
is represented by 80.2%, whereas 15.2% of the income level is between RM1001 to RM3000. The rest of
the respondents have an income level of RM5001 and above only, which takes up 4.6%. The income
for most of these respondents is not high because they are all students. In regard to the education
level, 4.6% of the respondents have primary education, followed by the second highest percentage of
secondary education at 76.5% with a total of 251 respondents representing the largest percentage of
respondents. Meanwhile, 18.9% of the respondents have the highest academic qualification which is
tertiary education. In summary, more than 95% of the respondents possess good education.

6.2. Reliability Analysis

The value of Cronbach’s alpha for all variables was 0.876, thus indicating that all the 25 questions
were excellent. Table 3 shows that the most reliable independent variable is price (with four questions)
because its Cronbach’s alpha value of 0.942 is greater than 0.70. Meanwhile, the Cronbach’s alpha
for other variables are more than 0.70 as described follows: food quality (with three questions),
service quality (with four questions), and restaurant environment (with five questions). Table 4
illustrates purchase intention factor with questions with the Cronbach’s alpha value of 0.818. Therefore,
the question on purchase intention is regarded as reliable due to the Cronbach’s alpha exceeding 0.70.

6.3. Correlations Analysis

6.3.1. Correlation of Food Quality with Purchase Intention

As presented in Table 3, the correlation between food quality and purchase intention has a positive
influence as the p-value is 0.000. In addition, the correlation is at 1% significant level which indicates
that there is a link between purchase intention and food quality. Apart from that, the value of 0.550
indicates a moderate positive relationship. In other words, food quality has a moderate positive
relationship with purchase intention.

6.3.2. Correlation of Service Quality with Purchase Intention

As shown in Table 3, the correlation results of service quality with purchase intention has a
positive influence as the p-value is 0.000. In addition, the correlation is at 1% significant level which
indicates that there is a link between purchase intention and service quality. Apart from that, the value
of 0.515 shows a moderate positive relationship. In other words, it indicates a moderate positive
relationship between service quality and purchase intention.

6.3.3. Correlation of Price with Purchase Intention

In Table 3, the correlation results between price and purchase intention shows a positive influence
as the p-value is 0.000. Hence, there is a link between price and purchase intention since the correlation
is at 1% significant level. Meanwhile, the value of 0.355 shows a negative relationship. In other words,
this value indicates a negative relationship between price and purchase intention. This indicates the
lowing price with menu, the higher intention to purchase fast food.

6.3.4. Correlation of Restaurant Environment with Purchase Intention

As presented in Table 3, the correlation results indicate that restaurant environment influences
purchase intention as the p value is 0.000. Hence, there is a link between restaurant environment and
purchase intention since the correlation is at 1% significant level. On the other hand, the value at
0.456 shows a negative relationship. In other words, this indicates a moderate negative relationship
between restaurant environment and purchase intention.
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Table 3. Reliability Testing, Mean, Standard Deviation, and Correlation on Independent Variable.

Factors Cronbach’s
Alpha (>0.70) Items# Mean Standard

Deviation
Food

Quality
Service
Quality Lower Price Restaurant

Environment
Purchase

Intentions

Food quality 0.931 3 50.408 7.038

Pearson
Correlation
Sig (2-tailed)

N

1

Service quality 0.826 4 51.524 9.963

Pearson
Correlation
Sig (2-tailed)

N

0.012
p < 0.05

328
1

Lowering Price 0.942 4 16.694 3.266

Pearson
Correlation
Sig (2-tailed)

N

−0.230
p < 0.05

328

−0.331
p < 0.05

328
1

Restaurant
Environment 0.732 5 31.640 6.984

Pearson
Correlation
Sig (2-tailed)

N

0.125
p < 0.05

328

0.105
p < 0.05

328

−0.401
p < 0.05

328
1

Purchase
Intentions 0.818 3 37.543 24.373

Pearson
Correlation
Sig (2-tailed)

N

0.550
p < 0.05

328

0.515
p < 0.05

328

0.355
p < 0.05

328

0.456
p < 0.05

328
1
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6.3.5. Multiple Regression Analysis

In statistical package for the social sciences (SPSS), multiple correlation is an analysis measure
which is employed to predict the value of the variables and the best predictions. First, it can be observed
in Table 4 that the R value is 0.742 which is more than the expected value of 0.7. Therefore, this indicates
a good level of prediction relation between the independent variables and dependent variables.

Table 4 shows that the p value of the test data is 0.000(Sig), which indicates that the result is less
than 0.0005. Moreover, it can also be seen that the overall regression is significant; hence, the regression
model is considered as a good fit of the data.

Table 4 illustrates the result of multiple regressions for the four proposed hypotheses. As can
be observed, all the p value is lower than the value of 0.05 except for service quality and restaurant
environment (H2), (H4), which indicates that H1, and H3 are supported.

X1 = Food Quality,
X2 = Service Quality,
X3 = Lowering price,
X4 = Restaurant Environment,
Y = Dependent variable is purchase intention.
Y = Constant Coefficients + aX1 + bX2 + cX3 + dX4 + eX5

The factors that influence purchase intention can be summarized as:

Y = 4.43 + 0.544X1 + 0.254X3

Table 4. Regression Analysis.

Model Summary b

R R Square Adjusted R Square Std. Error of the Estimate
0.742 a 0.470 0.461 1.83960

ANOVA

Model Sum of Square df Mean Square F Sig.

1
Regression
Residual
Total

964.792
1089.684
2054.476

5
322
327

192.958
3.384 57.019

Correlations a

Unstandardized Coefficients Standardized
Coefficients t Sig.

Model B Std. Error Beta

1 (Constant) 4.430 0.612 7.234
Food Quality (H1) 0.453 0.073 0.544 6.204 p < 0.05
Service Quality (H2) −0.153 0.058 −0.220 −2.620 p < 0.05
A lowering price (H3) 0.177 0.034 0.254 5.277 p < 0.05
Restaurant Environment (H4) 0.022 0.025 0.038 0.625 p > 0.05

a Dependent Variable purchase intention; b Predictors: (Constant), Food Quality, Service Quality, A lowering price,
Restaurant Environment.

The results presented in Table 5 shows that food quality is the most significant factor of purchase
intention, followed by service quality, price, and restaurant environment which has the least influence
on purchase intention among Generation Y student in the fast food industry in Nilai, Malaysia.
The next section will further discuss the results of the present study.
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Table 5. Summary of analysis.

Hypothesis Description p-Value and b-Value Result

H1 Food quality has a positive influence on
purchase intention.

p < 0.05
b-value = 0.544 Supported

H2 Service quality has a positive influence on
purchase intention.

p < 0.05
b-value = −0.220 Not-Supported

H3 The lowering price has a positive influence
on purchase intention.

p < 0.05
b-value = 0.254 Supported

H4 Restaurant environment has a positive
influence on purchase intention.

p > 0.05
b-value = −0.38 Not Supported

7. Discussion

The main objective of the present study was to investigate whether there is a positive relationship
between the four independent variables (namely food quality, service quality, price, and restaurant
environment) with purchase intention.

The result of Hypothesis 1 discovered that there is a positive relationship between food quality
and purchase intention among Generation Y students in Malaysia. Table 5 shows that Hypothesis
1 is supported and the relationship between food quality and purchase intention is at a significant
level with b-value = 0.544. In other words, there is a positive relationship between the two variables
whereby each unit of food quality increases the purchase intention by 0.544. Consumers tend to be
more concerned if the food is able to provide nutritional and healthy value. In regard to this, the finding
analysis found that past consumers were not aware of healthy eating and nutritional diet due to the
poor education level. Apart from that, it can be indicated that food quality has a significant relationship
with purchase intention among Generation Y students in Malaysia. As presented in the same table, the
statistics result of Hypothesis 3 indicates that there is a negative relationship between service quality
and purchase intention because the p-value for this hypothesis is higher than 0.05 (p-value = 0.009 and
b-value = 0.22). Hence, it can be implied from the current research that service quality has a negative
relationship which will not affect the purchase intention of Generation Y students. The present study
also exhibited results that were contrasted the findings of Iqbal et al. (2016) and Yang et al. (2017)
which claimed that service quality enhances customers’ satisfaction and customers’ loyalty. However,
based on suggestion of Iqbal and Hassan (2016), there is a need to investigate the dimensions of
service quality in this context. The higher the level of income customer, the higher the attention will be
given to the service quality of restaurant. Other than that, the higher the social income population,
the higher the awareness on quality of life. Nevertheless, it can also mean that the customers prefer a
better service quality provided by the restaurant. Unfortunately, the current research did not focus
on service quality because all of the respondents were students and their income levels are below
RM1000. As presented in Table 5 the statistics result of Hypothesis 3 shows a significant relationship
between price and purchase intention because the p-value for this hypothesis is lower than 0.05
(p-value= 0.000 and b-value = 0.254). Hence, this indicates that Generation Y students in Malaysia
tend to pay more attention to the price when they are consuming fast food. Price is one of the primary
factors that influence the purchase intention of Generation Y students. According to Table 2, (Summary
of Demographic Profile), it can be observed that both of the respondent’s education level and income
level are not high. Shaharudin et al. (2011) implies that lower education has lower income, thus
causing lower income households to be faced with more price sensitivity, thus it can be concluded that
price is an issue for Generation Y students. According to Table 5, the statistics result of Hypothesis 4
shows there is a negative relationship between restaurant environment and purchase intention because
the p-value for this hypothesis is higher than 0.05 (p-value = 0.533 and b-value = −0.38). Apart from
that, it can also be indicated that the purchase intention of Generation Y students is not related to
restaurant environment. Moreover, consumers tend to be more concerned about food quality and price
among Generation Y students. Based on this data analysis, it was also stated that food quality and
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price are related to purchase intention, while price has no significant relationship with Generation Y
students in Malaysia.

8. Conclusions and Limitations

The current research revealed that food quality is the most important factor of purchase intention
in all businesses. Apart from that, it was examined as a more effective and valid feedback from the
customers in regard to business. Hence, purchase intention in the market field is deemed crucial in
determining the success of any business. The present study assessed purchase intention in terms of the
service quality, price, food quality, and environment restaurants. Gender moderates the relationship
between service quality and customer’s loyalty (Iqbal et al. 2016), so future research may provide
empirical evidence in the context of gender for present research framework. The findings revealed
that there is a significant relationship between purchase intention and the four independent variables
based on different analysis.

In regard to this matter, it is recommended for future works to be conducted in a larger target
population by expanding the location to a wider area. In addition, the questionnaire should be
distributed to the entire population of Generation Y students in Malaysia, while interviews can be
conducted to increase the accuracy of the results. Moreover, future research should analyze the
factors that affect the purchase intention of Generation Z students towards the fast food industry in
Nilai, Malaysia to provide insights that can help to develop Nilai’s fast food industry more rapidly.
Finally, future research should improve the data collection method by incorporating the interview
method instead of relying solely on the questionnaires, whereas the terms of the questionnaire can
also be improved.
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