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How do Generation Y and Z Relate to the Practices of
Companies Towards Sustainability?

Focusing on Cafés and Catering Units Specializing in
Non-Alcoholic Drinks in Sopron and Gydr

NYIKOS, Bendegiiz Richdrd' — MESZAROS, Katalin®

Abstract: The commitment to sustainability in general is primarily due to the fact that
both companies and consumers increasingly recognize that most resources are finite,
therefore the available ones must be used with regard to the consequences. Thought-
fully, an increasing number of small businesses have realized that their practices for
sustainability at the local level are accepted by consumers and - in many cases - are
highly valued.

The practices of local cafés and catering units specializing in non-alcoholic drinks in
Sopron and Gy6r had been investigated in the research, which in many cases came to
the fore due to the pressure of the pandemic. However, due to the positive attitude of
consumers, they have become common habits even after the restrictions were lifted.
The research focuses on the attitudes and valuation of generation Y and Z, which was
surveyed through an online questionnaire.

Keywords: Sustainability, consumer behaviour, hospitality, catering
JEL Codes: M31, L83, Q56

Hogyan viszonyul az Y és Z generacio a vallalatok fenntarthatésagi
gyakorlatahoz?

A soproni és gyori kavézokra és alkoholmentes italokra
specializalodott vendéglato egységek példajan keresztiil

Absztrakt: A fenntarthatosag iranti elkotelezédés altalanossagban elsésorban annak
koszonhet6, hogy mind a vallalatok, mind a fogyasztok egyre inkabb felismerik, hogy
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a legtobb er6forras véges, ezért a rendelkezésre allokat a kovetkezmények figyelem-
bevételével kell felhasznalni. Ezek figyelembevétele mellett egyre tobb kisvallalkozas
vette észre, hogy helyi szinten a fenntarthatosagi gyakorlatukat elfogadjak a fogyasz-
tok, és sok esetben nagyra értékelik.

A kutatas soran Sopronban és Gydrben a helyi kavézok és alkoholmentes italokra spe-
cializalodott vendéglato egységek gyakorlata keriilt vizsgalatra. amelyek sok esetben
a jarvany hatasa miatt keriiltek el6térbe. A fogyasztok pozitiv hozzaallasa miatt azon-
ban a korlatozasok feloldasa utan is megszokott gyakorlatta valtak. A kutatis kozép-
pontjaban az Y és Z generaciok attitlidjei és véleménye all, melyek online kérd6iv
formajaban keriiltek felmérésre.

Kulcsszavak: Fenntarthatosag, fogyasztéi magatartas, vendéglatoipar, vendéglatas
JEL-kédok: M31, L83, Q56

Introduction

A few years ago, it was enough for at given restaurant to present a unique menu
full of desirable dishes, a welcoming environment and friendly service, how-
ever, today it is not only the quality of the food and the behaviour of the staff
that matter to the consumers. Together with the guests, environmental aware-
ness has also crossed the threshold of catering establishments and has become
a criterion that increasingly influences the decisions of consumers, thus also the
competitiveness of restaurants.

But what exactly is sustainable catering, and what does it mean in the
day-to-day operational operation of restaurants? What does it mean to be a sus-
tainable catering establishment?

Sustainable hospitality and catering include establishments that strive to
minimize their ecological footprint. Such an effort is made if the raw materials
are procured from domestic producers instead of multinational companies, if
the emphasis is placed on seasonal ingredients, if there is a large proportion of
vegan and vegetarian dishes on the menu, or if they use environmentally
friendly packaging for they take-away and delivery items. It is also noticeable
in international trends that sustainability has gained an important role in hospi-
tality and catering, as it appears among the evaluation criteria of an increasing
number of competitions (Lentner et al., 2017).

The practices of local cafés and catering units specializing in non-alco-
holic drinks in Sopron and Gyér had been investigated in the research, which
in many cases came to the fore due to the pressure of the pandemic, but due to
the positive attitude of consumers, have become common habits after the re-
strictions were lifted. Even though the analysis focuses on a specific area, the
conclusions are much broader and could be linked to further analyses of social
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responsibility through two major topics: sustainability through delivery and so-
cial media marketing (Szegedi et al., 2020).

Literature review

Hospitality and catering are considered as highly fashionable economic activi-
ties these days. These services have a long history dating back to thousands of
years. They are dynamic, ever-changing and evolving activities, always adapt-
ing to the expectations, fashions and consumer requirements. Hospitality and
catering are closely linked to tourism and is an essential part of the tourist offer.
Today, we are witnessing a gastronomic revolution in which quality, local and
seasonal ingredients are being given prominent roles.

World tourism has grown more than ever before in 2019 on a year-on-
year basis. According to Statista, the contribution of tourism to the world econ-
omy was US$2.9 trillion directly and US$9.63 trillion indirectly. It was unfor-
tunately followed by sharp decrease in 2020 (Statista, 2022).

The first cases of illnesses related to COVID-19 occurred in December
2019 in the central capital of Vuhan, China. The outbreak spread rapidly, lead-
ing most countries in March 2020 to introduce travel bans, restrictions on
movement within the country and on social contacts and services involving per-
sonal contact in areas such as hospitality, catering, education and leisure activ-
ities. Hospitality, especially restaurants and other catering establishments were
also significantly affected. The defence measures against the epidemic has been
extended differently to hospitality worldwide. In Hungary, restaurant services
have been subject to repeated restrictions and relaxations. Restaurants and cafés
were first required to close at 15:00 (16 March 2020), and then were only al-
lowed to sell takeaway and home delivery (28 March 2020). The first reopening
on 18 May 2020 brought a significant increase, but the momentum was broken
first by the border closure on 1 September and then by the restrictions of 11
November. Restaurants were once again restricted to takeaway and delivery
only until 24 April 2021, when they were allowed to serve guests in gardens
and terraces, and from 29 April, guests with a protection certificate could also
eat in the restaurants' indoor dining areas. According to the Hungarian Central
Statistical Office, the sector shrank by 30% compared to 2019, to 950 billion
HUF (CSO, 2021). The damage suffered is illustrated by the fact that the sec-
tor's indicators reflect 2016 and it is expected to take years to reach the perfor-
mance levels of 2019. In the meantime, however, operators will have to adapt
to uncertainty, changing guest demand and operating conditions.

Even though the consumption on the spot has been available for consum-
ers for quite some time now, the takeaway and delivery options remained
widely popular among consumers, which reduces the environmental burden to
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an even greater extent since the removal of single-use plastic products from
circulation.

The delivery system on an international basis have been revolutionised
through the introduction of the wide variety of Food Delivery Applications
(FDA). The concept allows even the smallest catering units to introduce deliv-
ery options in their business models through centralised platforms which con-
nects individuals offering delivery services with the establishments. Foodpanda
(formerly knows as Netpincér) and Wolt has become widely available in Hun-
gary, enabling consumers to select from a variety of businesses. The adaptation
of the concept of FDA removes the requirements for businesses to employ own
delivery staff and, indirectly, helps them to reduce the environmental footprint
trough the centralized delivery system which, in many cases, are operated by
bike and moped curriers (Li et al., 2020).

In addition, in May 2019, the EU adopted a directive banning certain sin-
gle-use plastics, expecting all Member States to integrate it into national law by
2021, banning the following plastic products across the EU (Seay et al., 2022):

. single-use cutlery (forks, knives, spoons and chopsticks), plates and

straws;

. ear sticks, balloon sticks;

. degradable plastics through oxidation such as food holders and cups

made of expanded polystyrene.

According to Probio (2021), on 3 July 2020 the Hungarian Parliament
adopted a law to phase out single-use plastics, banning all single-use plastic
products and packaging materials from 1 July 2021, in line with EU require-
ments. However, the Hungarian legislation also included a restriction on the
use of plastic bags — going beyond the EU requirements. Along with the legis-
lation, catering establishments now offer a more environmentally friendly mean
of packaging which further increases the contribution of Hungarian caterers to
a more sustainable business practice.

Along with the adoption of social media marketing model, business on
an international basis have started reallocating their budgets from traditional
media channels (Jobs et al., 2014). Traditional media channels are considered
as more expensive alternatives compared to the possibilities offered by the In-
ternet and to a higher extent, social media platforms (Odoom et al., 2017).

Social media marketing did not only allow businesses to decrease their
expenses through the financially difficult periods of time, but also enables them
to reach a wide variety of generations — mainly those who are comfortable with
the use of the different platforms. According to Dijkstra et al., the combination
of traditional channels with online display was already commonly used in 2005
by businesses in order to increase their reach. The research of van Ewijk et al.
(2021) presented a more prominent decline in the effectiveness of traditional
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media channels such print advertising, further emphasizing the requirement of
having online advertisements.

The negative financial effects of the COVID-19 epidemic forced busi-
nesses to alter their existing marketing practices, concentrating to more cost-
effective alternatives instead of the use of traditional advertising. In addition to
producing less paper-based flyers and displays to reduce the environmental im-
pact, with the changes in consumer habits, SME’s — regardless of the industry
itself — should put more emphasis on their social media activities as today these
platforms are viewed as highly prominent and primary channels of communi-
cations, especially amongst the digitally native consumers (Chatterjee et al.,
2020). According to Lanyi et al. (2021), a set of social media platforms allow
the companies to reach a wider range of consumers which leads to an increased
competitive advantage over their competitors.

Methodology

The primary research was concluded after the governmental restrictions asso-
ciated with the COVID-19 pandemic were lifted. Therefore, customers already
gained access to consuming foods and beverages on the spot. The main goal of
the research is to see whether the consumption habits acquired during the pan-
demic still prevail. In addition to the consumer behaviour patterns, the practices
of cafés and establishments specialising in non-alcoholic beverages during the
pandemic had been examined, with a focus on their social media marketing
activities. The changes in both consumption habits and corporate practices are
still present today and even though they might be applied and followed uncon-
sciously on both ends, they can be significantly associated with sustainability.

Based on the findings of the secondary research, the following research ques-

tions had formulated for the primary research:

RQ1: When it comes to ordering food and beverages, do generation Y and
generation Z order more frequently for takeaway or delivery compared
to the pre-pandemic era?

RQ2: What was the most important source of information for both generations
when establishments offered take-away and delivery options after shut-
ting down?

RQ3: Do generation Y and Z prefer the Food Delivery Applications over the
traditional ways of ordering food and beverages?

In order to examine these topics, online questionnaires were used in the
primary research. The majority of the responses were collected from people
from the towns of Sopron and Gydér, and their agglomerations. There was a
great variety regarding the ages of the respondents, however based on the sizes
of the different age groups, the generations of Y (born between 1980 and 1995)
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and Z (born between 1996 and 2010) were selected for further analyses. Partic-
ipants in the study were divided into two categories according to their year of
birth (Tordcsik, 2017).

Given the limitations of the research regarding the time horizon and the
scope, it was unfortunately not possible to conclude a representative research.

Discussion of results

In the questionnaire survey 1,772 people in total participated in Sopron and
Gyor and were asked about their attitudes towards the services of cafés and
establishments specialising in non-alcoholic beverages and their presence on
social media. The respondents were divided into two generations according to
their age, therefore only the opinions of Generation Y and Z were taken into
account. Within the total sample size, 726 respondents represent Generation Y
and 1046 respondents represent Generation Z. In Sopron, 406 people from Gen-
eration Y and 614 people from Generation Z were included in the sample size,
while in Gydr, 320 people from Generation Y and 432 people from Generation
Z participated.

Table 1: Sample size by age and gender

Gender Residency Generation Y Generation Z In total

number of respondents

Gydr 212 280 492
Male Sopron 263 404 667
In total 475 684 1159
Gydr 108 152 260
Female Sopron 143 210 353
In total 251 362 613

Source: Own editing based on the results of the questionnaire survey

Cross tabulation analysis was used to examine the frequency of takeaway
food and drink orders in cafés and establishments specialising in non-alcoholic
beverages among respondents in Gydr before and after the outbreak of the coro-
navirus epidemic. Figure 1 illustrates the attitudes of Generation Y and Z to-
wards takeaway orders at two different points in time.
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Figure 1: How often did you order food and beverage for takeaway
in Gyor before and after the pandemic?
Source: Own editing based on the results of the questionnaire survey

55.94% of Generation Y ordered takeaway food and drinks 2-3 times a
week in the surveyed catering establishments before the outbreak and only
4.38% of them order 4-5 times a week. Since the coronavirus outbreak, this
proportion has changed significantly, as 39.06% of Generation Y now use take-
away 4-5 times a week and the proportion of 2-3 times a week has dropped to
33.75%. The same trend can be observed for Generation Z in terms of the 2-3
visits (55.32% before the coronavirus epidemic, 34.03% since the coronavirus
epidemic) and 4-5 visits (5.09% before the coronavirus epidemic, 37.73% since
the coronavirus epidemic) per week for takeaway option in Gy6r. The number
of people who used takeaway less frequently on a weekly basis for both gener-
ations has decreased significantly since the coronavirus epidemic, from 19.69%
to 3.44% for Generation Y and from 22.69% to 2.78% for Generation Z.

In Sopron, purchasing with takeaway for at least once a week in the case
of Generation Y and Z show a 3% increase compared to the pre-coronavirus
epidemic period. The 2-3 times a week options also decreased after the corona-
virus epidemic, from 57.39% to 34% for Generation Y and from 57.49% to
33.55% for Generation Z. Ordering for takeaway at least 4-5 times a week in-
creased from 3.49% to 39.41% for Generation Y and from 4.23% to 40.88%
for Generation Z since the coronavirus outbreak. The number of infrequent
takeaway orders has significantly decreased compared to the period before the
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coronavirus outbreak, from 18.97% to 2.96% for Generation Y and from
21.34% to 2.61% for Generation Z in Sopron (Figure 2).
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Figure 2: How often did you order food and beverage for takeaway
in Sopron before and after the pandemic?
Source: Own editing based on the results of the questionnaire survey

The spending habits of the two generations in Sopron and Gydr in cafés
and establishments specialised in non-alcoholic drinks before and after the
coronavirus epidemic had been also surveyed. In Gydr, most of the respondents
spent less than HUF 500 on average in such catering establishments (67%) be-
fore the coronavirus epidemic. 48.9% of respondents in Gydr spent between
HUF 1500-1999 and 47.44% between HUF 1000-1499 on average. Only 9.01%
of respondents spent more than HUF 2000 in catering establishments before the
outbreak of the coronavirus.

The average spending in cafés and establishments specialised in non-
alcoholic drinks in GyOr has increased since the outbreak of the coronavirus
in the categories 1000-1499 HUF and above 2000 HUF, by 34.7% in the
former and by 24.83% in the latter. At the same time, there has been a de-
crease in the HUF 1500-1999 (by 23.52%) and below HUF 500 (by 27.57%)
categories.

In Sopron, 71.95% of respondents spent less than HUF 500, 58.87%
between HUF 1500-1999, 56% between HUF 1000-1499 and 8.17% over
HUF 2000 on average prior the epidemic. Th spending under HUF 500 has
decreased by 31.55% and spending HUF 1500-1999 has decreased by 29.52%
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since the outbreak of the coronavirus. An increase was observed for the
amounts spent between 1000 and 1499 HUF (34.6%) and above 2000 HUF
(29.53%) (Table 2).

Table 2: Average spending before and after the pandemic in Gyér and
Sopron
How much money did you spend in How much money do you spend in
general before the pandemic? general now?

GenY GenY GenZ GenZ GenY GenY GenZ GenZ

w &8 (%) w 8 (%) w 8 (%) w 8 (%)
> 3 . : g >3
(] (] (] (]
o < o < o < o <
£ 8 €8 E 3 E 3
S5 un 3 un 3 un S n
£ £y £y c g
oF Gyér 8 2,5 15 3,47 0 0 0 0
t
Sopron 11 2,71 14 2,28 4 0,99 6 0,98
500 F Gyér 107 33,44 145 33,56 58 18,13 92 | 21,3
- t
Sopron | 146 35,96 221 35,99 82 10,2 124 | 20,2
500- Gyér 39 12,19 41 9,49 40 12,5 29 6,71
999 Ft Sopron 25 6,15 35 5,7 32 7,88 62 10,1
1000- Gyér 77 24,06 101 23,28 131 40,94 178 | 41,2
1499 Ft | sopron 86 21,18 141 22,96 150 36,95 219 35,67
1500- Gyér 75 23,44 110 25,46 39 12,19 57 13,19
1999Ft  sopron = 122 30,05 177 28,82 61 15,02 88 14,33
Gyér 14 4,38 20 4,63 52 16,25 76 | 17,59
2000 Ft+
Sopron 16 3,94 26 4,23 77 18,97 115 18,73

Source: Own editing based on the results of the questionnaire survey

The consumption habits regarding ordering food and drink for takeaways
has also been survey in order to see whether they have changed for the genera-
tions studied since the coronavirus outbreak.

In Gydr, more than half of Generation Y respondents (52.81%) did not
show any change in their purchasing behaviour in relation to takeaway drinks.
39.38% of Generation Y respondents in Gyodr order drinks more often. 46.99%
of Generation Z respondents order takeaway drinks more often, while 44.21%
of Generation Z respondents have not changed their previous purchasing mech-
anism in Gydr since the outbreak of the coronavirus.

In Sopron, most respondents of the two generations surveyed did not change
their attitude towards ordering drinks for takeaway (48.77% for Generation Y and
51.30% for Generation Z). The increase in the number of drinks ordered since the
coronavirus outbreak is most evident among Generation Y respondents in Gyor.
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Ordering takeaway food is more common in both generations in Sopron
and Gyodr since the coronavirus epidemic than before. In Gydr, 59.7% of Gen-
eration Y and 60.38% of Generation Z, in Sopron 58.62% of Generation Y and
59.29% of Generation Z order food for takeaway from the surveyed establish-
ments more often and clearly more frequently than before. However, it should
also be noted that more than one third of respondents in both cities and in both
generations have not changed their takeaway food ordering habits. The increase
in the number of takeaway meals since the coronavirus outbreak is most evident
in Generation Z surveyed in Gyor (Figure 3).

Beverages Gy6r

Generation Y number of respondents

400
Foods Sopron Generation 300 Beverages Gyor
z Generation Z
200
100
Foods Sopron Generation Beverages Sopron
0 .
Y Generation Y

Beverages Sopron

Foods Gy6r Generation Z Generation Z

Foods Gydr Generation Y
Less frequently No change
Somewhat more frequently Definitely more frequently

Figure 3: How has the frequency of ordering foods and beverages for
takeaway changed since the outbreak of the pandemic?
Source: own editing based on the results of the questionnaire survey

Respondents were also asked in the questionnaire about their sources of
information about the availability of takeaway and order options after the coro-
navirus restrictions were introduced. Participants had the possibility to choose
more than one option. In both Sopron and Gyér, most people of both age groups
obtained their information from advertisements on social media (Figure 4).
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A d aut tically based
ssumed automa |caY 'ase on 113 289 141 405
governmental restrictions

Heard from friends and family m 312 259 440

Saw the changes while walking past an
establishment 154 270 215

Saw a print ad or leafflet  FPLIENEE IS (5 BT
Searched for information on social media @ 259 170 378
Saw a post or ad on social media 260 343 338 519

0 500 1000 1500
number of mentions
B Gylr Generation Y B Gy6r Generation Z B Sopron Generation Y B Sopron Generation Z

Figure 4: Main source of information about changes in service during
the pandemic
Source: Own editing based on the results of the questionnaire survey

The main reasons for ordering for takeaway and delivery by age group
had also been examined. Overall, speed, convenience, safety and reliability are
the important factors to respondents when it comes to not consuming on the
spot at the surveyed establishments. Respondents in Generation Y in Gydr pre-
fer speed, convenience and safety, while Generation Z prefers speed, conven-
ience and reliability. In Sopron, in case of Generation Y comfort, safety and
speed were the most important factors, while Generation Z emphasised com-
fort, speed and reliability.

Respondents use online food ordering platforms for food and drink deliv-
ery very frequently. In Gyor, 82.19% of Generation Y, 81.71% of Generation
Z, in Sopron 83.74% of Generation Y and 85.99% of Generation Z always use
the applications called Foodpanda (formerly known as Netpincér) and Wolt for
home delivery. In Gyor 26.09% of respondents, of which 13.13% are Genera-
tion Y and 12.96% Generation Z and in Sopron 27.56% of respondents, of
which 14.04% are Generation Y and 13.52% Generation Z, would use food
delivery applications more often than ordering through phone calls.

The social media consumption habits of the two generations has also
been. Overall, over 60% of both age groups in both Gy6r and Sopron follow
catering establishments on both Facebook and Instagram platforms.
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Figure 5: On which social media platforms do you follow local in cafés
and establishments specialised in non-alcoholic drinks?
Source: own editing based on the results of the questionnaire survey

In the case of local catering businesses it is important to know which so-
cial media platforms they can use to reach different generations. Members of
Generation Y use Facebook as the most common social media platform (53.2%
in Sopron, 53.75% in Gydr), while members of Generation Z use Instagram
(57.33% in Sopron, 38.75% in Gydr). However, it should also be highlighted
that 38.75% of respondents in Gy6r and 38.92% in Sopron from Generation Y
also use Instagram as a social media platform. Facebook is less used by Gener-
ation Z, with 17.75% of respondents in Sopron and 19.44% in Gy®6r indicating
this social networking site. TikTok is more popular among Generation Z
(15.15% 1in Sopron, 16.44% in Gydr), Generation Y is less accessible via the
TikTok social media platform, with 4% of respondents in Sopron and Gyo6r
using it. The Snapchat platform is also preferred by Generation Z, with 9.77%
in Sopron and 6.02% in Gydr, and 3% of Generation Y.
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Conclusion

The gastronomic transformation and changes in food culture over the past dec-
ades have had significant impacts on tourism. The emergence of new trends,
the rise of healthy lifestyles, the growing sophistication, the strengthening of
national cuisine and the stable market position of standardised franchise chains
are proof of the importance of this sector. Gastronomic festivals and pro-
grammes enrich the tourism offer, present the culture of the host community to
the guests in a light-hearted way, strengthen the local community and generate
income. One of the mainstays of rural tourism is the production of food prod-
ucts on the farm, which tourists can participate in making and which the farmer
can sell to supplement the income of the local community (Fehér et al., 2010).

Unfortunately, catering establishments are considered as relatively dom-
inant polluters in case of avoiding to operate in a sustainable way and they can
place a very high burden on the environment. The activities should be consid-
ered and treated as a whole, from the production of raw materials up until the
serving of the consumers. This means that the responsibility of restaurants does
not start with the way in which the raw materials are processed, but rather, in
the case of an operational unit, with a careful examination of the source of sup-
ply. However, when setting up a new unit, the principles of sustainability can
be applied from the outset in the choice of the location of the restaurant, the
choice of materials used for construction, the design of the energy consumption
of the building and the ongoing environmental maintenance. There are, of
course, specific elements of operation which, if highlighted, will help restau-
rants to strategically transform their business and manage it sustainably over
the long term. This is also perfectly applicable to hotel catering units such as
restaurants, bars or various events (Ham et al., 2011).

Based on the secondary research and the results of the questionnaire it
can be stated that sustainability can be achieved through commonly used prac-
tices. According to the customer preferences discovered through the primary
research, consumers support all initiatives. The COVID-19 epidemic had a pos-
itive impact on the widespread of Food Delivery Applications along with the
increased rate of orders with takeaway and delivery options, which also pre-
vailed dominant after the restrictions were lifted by the government. Customers
do not only choose these options over consumption on the spot, but also spend
marginally more on a weekly basis on foods and beverages when it comes to
ordering with takeaway or delivery.

In terms of communication and marketing activities, social media proved
to me a more cost-effective alternative compared to traditional channels. In ad-
dition to decreasing the expenses of the establishments and avoiding print me-
dia in order to apply a more sustainable marketing communication practice,
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social media platforms has become the main information source for generation
Y and generation Z during the pandemic and is still considered as the most
effective way in reaching out for them.

Even though generation Z is a heavy TikTok user in general, none of the
participants followed any establishments at the time when the research was con-
cluded. They could be explained by the fact that at that point of time none of
the researched establishments had an account on that particular platform. Based
on the results of both the secondary and primary research it can be stated that
marketing communication today requires a multi-platform strategy in order to
successfully reach all generations — ranging from the youngest to the oldest
potential customers.

Ultimately, the changes associated with the outbreak of the pandemic in
both marketing communication practices of establishments and consumer hab-
its of generation Y and Z are still present today. Even though they might be
applied and followed unconsciously on both ends in Gy6r and Sopron, they can
be highly associated with sustainability.
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