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ABSTRAKT 

 Účelem předkládané práce je výzkum nákupních zvyklostí a možných rozdílů nebo 

změn mezi generacemi X a Y v době sdílené ekonomiky. Teoretická část práce vysvětluje 

základy ekonomiky sdílení a síly, které ji řídí, obecné chování spotřebitelů, faktory které 

ho ovlivňují, druhy chování a kroky, které spotřebitelé podnikají při nákupu. Další část 

teorie se zaměřuje na marketingový výzkum, proces marketingového výzkumu a taktéž 

různé výzkumné metody. V neposlední řadě jsou podrobně vysvětleny charakteristiky 

Generací X a Y, stejně jako generační mezera vnímaná veřejností. Praktická část vychází z 

výzkumu provedeného dotazníkem. Předposlední část práce shrnuje závěry vyvozené z 

výsledků dotazníku. Závěr je poslední částí práce. 

 

Klíčová slova: Generace X, Generace Y, sdílená ekonomika, spotřebitelské chování, 

marketingový výzkum, generační propast 

 

 

ABSTRACT 

 The purpose of the presented work is to research shopping habits and the possible 

differences, or changes among generations X and Y in the age of the sharing economy. The 

theoretical part of the work explains the sharing economy basics, and the forces that drive 

the sharing economy, consumer behavior in general, factors that are influencing it, types of 

the behavior and the steps the consumers are taking while making a shopping decision. 

Another part of the theory focuses on the marketing research, the process of marketing 

research and different research methods. Last but not least, the characteristics of 

Generation X and Y are explained in detail, as well as the generation gap perceived by the 

public. The practical part is built upon a research conducted by the questionnaire method. 

The one but last part of the thesis summarizes the findings deduced from the results of the 

questionnaire. The final part of the work is the conclusion. 

 

Keywords: Generation X, Generation Y, Millennials, sharing economy, consumer 

behavior, marketing research, generation gap 
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INTRODUCTION 

 The trend of the sharing economy has come into view quite a short time ago and has 

been a greatly discussed subject. The very first use of the term sharing economy goes back 

to 1978, but the question is whether the people of those times were already conscious about 

such economy, or if it is not too daring to even call it an economy. It would probably be 

much better to call it just a collaborative consumption since the definition „events in which 

one or more persons consume economic goods or series in the process of engaging in joint 

activities with one or more others“ by Marcus Felson and Joe Spaeth of 1978, suggests that 

even having a cup of coffee or sharing a meal with a friend or family member would make 

you a part of it. Nowadays, the term sharing economy rather represents an economic 

system in which people share goods or services, usually for a fee and some agree that it 

usually happens via the Internet rather than in person. The sharing economy allows people 

to use and dispose goods, skills, experience and other things they own by now.  

 There have been many studies about the collaborative consumption and the sharing 

economy, but not too many of them focusing on the generational differences or similarities 

in buying habits while at the same time considering the impact that the sharing economy 

might have on the consumer behavior. Changing environment in the market as such is 

definitely shaping the behavior of the consumers and the generation gap is creating visible 

differences in some of the areas connected to the decision making and consumer behavior 

in general.  

 The aim of this work is to find out, analyze and subsequently compare the shopping 

habits among generations X and Y in Slovakia and therefore to portray potential changes 

that may be a result of constantly changing environment around these generations in the 

age when the trend of sharing economy is expanding. This study aims to provide a detailed 

insight into the shopping behavior among generations X and Y and understanding of the 

various factors that may have resulted in the contrasts among two generations. The goal of 

this thesis is to research a sample of both generations, in a form of a questionnaire, in order 

to find out whether the sharing economy has influenced their behavior, as well as to either 

confirm or refute the arguments/statements about Generation X and Generation Y and 

finally to compare the consumer behavior of these two distinct generations. 

 Except the basic behavior features and factors influencing it, the research focused also 

on the new trends that the sharing economy has brought along. Car/transport sharing, 

accommodation sharing, peer-to-peer lending and borrowing, second-hand products buying 

and selling, as well as “dumpster diving”.  
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I.  THEORY 
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1 THE SHARING ECONOMY 

 Sharing economy, sometimes called collaborative economy or collaborative 

consumption, causes a huge ambiguity when attempting to find one, clear definition. 

According to Botsman and Rogers (2010), the authors of the influential book What`s Mine 

is Yours: How Collaborative Consumption is Changing the Way We Live, using these 

terms as synonyms, is not valid. However, in order to avoid any uncertainty or confusion, 

these words will be further treated as synonyms.  

 The very first definition of the term sharing economy was published by Marcus Felson 

and Joe Spaeth in 1978 in their study „Community Structure and Collaborative 

Consumption: A Routine Activity“ (Leismann, Schmitt, Rohn and Baedeker, 2013, 186). 

They interpreted it as „events in which one or more persons consume economic goods or 

series in the process of engaging in joint activities with one or more others“ (Felson and 

Spaeth, 614). In everyday life, it would mean that even having a drink or coffee or going 

out to get a meal with your friends would make you a part of collaborative consumption. 

This definition is undoubtedly too broad to express what sharing economy really is without 

it being confusing. Clearer, but still not sufficient definition is offered by Russell Belk: 

„Collaborative consumption is people coordinating in acquisition and distribution of a 

resource for a fee or other compensation“ (Belk, 2013, 1597). The Oxford Dictionary 

serves probably the most straightforward definition: „[It is] an economic system in which 

assets or services are shared between private individuals, either free or for a fee, typically 

by means of the Internet“.  

 Nowadays, mainly the Internet has become a powerful driver for expansion of the 

collaborative economy, or decentralized peer-to-peer marketplaces (Sundararajan, 2017, 

95). For the most part, social media such as Facebook, Twitter, Instagram, LinkedIn and 

the like. The Internet allows people to share whatever resources they currently do not need 

with other people, or rent whatever resources they need in the present moment from others. 

Platforms like Uber, Lyft, La’Zooz, Airbnb, and others make our everyday lives definitely 

easier. Except for the fact, that this kind of doing business is easy and spreading quickly 

thanks to the Internet, it also lowers the prices and the costs that accompany the 

transactions (Sundararajan, 2017, 98). This is mostly caused by the decentralization and 

the fact, that there is no regulation, therefore the amount of taxes paid is much lower or 

even down to zero. 
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 As stated in the work „Making Sense of the UK Collaborative Economy“ there are 

five sharing economy features: 

 Made possible by the Internet technologies. 

 Unite allocated groups of people or assets. 

 Utilization of the redundant quantity of tangible or intangible assets. 

 Support relevant interactions and trust. 

 Taking up inclusivity, openness and the commons (Stokes, Clarence, Anderson and 

Rinne, 2014, 11). 

 Going back to the Uber, for example, one can be sure that their technology is valuable, 

but the more drivers there are, the more valuable it becomes to the passengers and vice 

versa (Sundararajan, 2017, 95). So the crucial “input” into that kind of system is the 

attendance of users (Sundararajan, 2017, 95). 

1.1 Pillars of the Sharing Economy 

 Furthermore, depending on the functions of the sharing economy venture, these 

businesses may also be sorted into four different pillars (Stokes, Clarence, Anderson and 

Rinne, 2014, 11).  

1.1.1 Pillar 1 Collaborative consumption 

 Collaborative consumption is the usage of a service or a good within a group 

(investopedia.com). Access to the particular good or service is usually acquired via 

bartering, lending, renting, trading, leasing, exchanging, reselling or swapping (Stokes, 

Clarence, Anderson and Rinne, 2014, 11). Some examples of this form could be reselling 

of unused or not needed furniture, clothes, electronic devices and others, retrieving goods 

by paying to get the access rather than buying and owning them, as well as sharing assets 

that are not tangible, such as time, personal skills and experience.  

1.1.2 Pillar 2 Collaborative production 

 Goods are designed, produced or distributed by a group of people or businesses 

(Stokes, Clarence, Anderson and Rinne, 2014, 11). This type of production is often called 

also peer production (Benkler, Shaw and Hill, 2015). The most common and well known 

type of collaborative production is probably Wikipedia. Benkler, Shaw and Hill claim that 

“[t]he gaps between conventional wisdom about the organization of knowledge production 

and the empirical reality of collective intelligence produced in “peer production” projects 

like Wikipedia have motivated research on fundamental social scientific questions of 



TBU in Zlín, Faculty of Humanities 14 

 

organization and motivation of collective action, cooperation, and distributed knowledge 

production”. Basically, it is an online type of encyclopedia containing articles on various 

topics and everyone can access it at anytime and anywhere and the visitors can also edit the 

content. The big question is how reliable is the information that can be edited by anyone 

and any time, without any supervision or subsequent review by someone qualified in the 

particular topic. 

1.1.3 Pillar 3 Collaborative learning 

 Collaborative learning means learning through platforms that are available to anyone, 

at any time, without any restrictions (Stokes, Clarence, Anderson and Rinne, 2014, 11). 

People share their own knowledge, skills and resources to help others learn from their 

experience. Collaborative learning includes courses, lectures, educational articles or other 

ways and means of education. 

1.1.4 Pillar 4 Collaborative finance 

 The term collaborative finance represents investments that are not considered 

traditional. Some of the untraditional ways of financing are crowdfunding, peer-to-peer 

lending, complementary currencies or collaborative insurance (Stokes, Clarence, Anderson 

and Rinne, 2014, 11). People lend money to each other while leaving out the traditional 

interface – the bank institutions. 

 Along the 4 pillars of sharing economy, also four delivery models emerged (Stokes, 

Clarence, Anderson and Rinne, 2014, 12): 

 B2C Business-to-Consumer 

 B2B Business-to-Business 

 P2P Peer-to-Peer (Person-to-Person) 

 C2B Consumer-to-Business 

1.2 Market Forces  

 These days, we may witness that the economy is not only being shared between 

businesses and customers mutually, but it is being emerged rather as an exchange between 

individuals (Owyang, 2013, 4). Owyang also claims that the three main market forces 

causing the expansion of collaborative consumption are as following: 

1. Societal drivers, 

2. Economic drivers, 

3. Technology drivers.  
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These forces will be further discussed and explained in detail in the next parts of the work. 

1.2.1 Societal Drivers 

 Drivers such as increasing population density, drive for sustainability, desire for 

community or generational altruism are involved here (Owyang, 2013, 5). Airbnb, 

Couchsurfing and other similar platforms gave people the opportunity to become a part of 

a community, make new friends and meet new people.  

1.2.2 Economic Drivers 

 Converting excessive or unused inventory into real money, increasing the elasticity in 

the financial matters, gaining access to things instead of owning them and other factors can 

be considered economic (Owyang, 2013, 6). In order to use the resources the best way 

possible, one can turn to selling the things that are no longer needed or if there is too much 

of something. Another reason for selling excessive stuff is the possibility of extra income. 

In the situations, when someone needs a particular thing only once, he or she may decide to 

rent or borrow it instead of buying it. 

 Except the factors such as making extra money or redistributing resources that are no 

longer needed, the origin of the sharing economy is rooted also in the negative events. One 

of them may be the crisis of 2008 when people when forced to find other ways of making 

money in order to make ends meet. 

1.2.3 Technology Drivers 

 Technology factors consist of elements such as spreading of social networks, abnormal 

usage of mobile phones and other devices used to socialize „online“, different payment 

systems including online payments or payments that do not call for monetizing as such, but 

they may involve for example using gift cards (Owyang, 2013, 6). Due to an extensive 

research done by the Flurry Analytics, the usage of mobile applications, so-called app 

minutes, drive major share of the time spent on mobiles overall (Flurry Analytics 2016-

2017). 
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2 CONSUMER BEHAVIOR  

 Before analyzing the consumer behavior itself, it is necessary to understand the 

difference between the buyer and the consumer. The role of the consumer and the role of 

the buyer are not identical. While buyer, or in other words purchaser, is the one that is 

deciding on what and when to buy, he orders and pays for the goods; consumer is the one 

that is consuming the goods bought (businessdictionary.com). For businesses, both of them 

are their customers (businessdictionary.com). By the term consumer, not only the one who 

buys finished goods in the store is meant but also companies that make a purchase or 

“otherwise contract for the provision of goods and services from other organizations can be 

regarded as customers” (Crane and Matten, 2017, 339). On the other hand, Schiffman and 

Kanuk (1997, 6-7) argue that there are also two types of consumers, the first one being 

those that purchase the goods and services for a personal use and those who purchase the 

goods and services in order to run a business. In this work, however, only the personal 

consumers will be considered as the research will be focused on personal shopping 

behavior and decision making the age of the sharing economy. 

 The definition of the consumer behavior varies depending on from which perspective 

we are looking at it. While for the marketers it is essential to detect the preferences and 

attitudes of their consumer to provide the best experience possible, consumers do not 

analyze their shopping decisions that much. As claimed by Kotler and Keller (2013, 151) 

„customer behavior is the study of how individuals, groups, and organizations select, buy, 

use, and dispose of goods, services, ideas, or experiences to satisfy their needs and wants“. 

According to the Business Dictionary, consumer buying behavior is „the process by which 

individuals search for, select, purchase, use and dispose of goods and services, in 

satisfaction of their needs and wants“. Walters (1974, 7) defined consumer behavior as: 

“…the process whereby individuals decide whether, what, when, where, how, and from 

whom to purchase goods and services.”  

 In the Business Dictionary, one can also find the definition of consumer decision 

making which is as it follows: „Process by which consumers identify their needs, collect 

information, evaluate alternatives, and make the purchase decision. These actions are 

determined by psychological and economic factors, and are influenced by environmental 

factors such as cultural, group, and social values.“ The whole process of shopping decision 

making of buyers depends on their sex, age, nationality, religion, habits, preferences, 

lifestyle, and many more.  
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2.1 Factors Influencing Consumer Behavior 

 Along with the definition of the consumer behavior, Keller and Kotler (2013, 151) in 

their book list 3 main factors that have a great impact on the decision making. Those 

factors include cultural, social and personal factors.  

2.1.1 Cultural Factors 

 The fact that people belong to and are exposed to different cultures and cultural 

groups, is more than obvious. Other than that, each person also belongs to different, so-

called subculture within the same cultural group, thanks to which each individual is 

different and unique even though they come from the same country/culture (Keller and 

Kotler, 2013, 153). The nationality, religion, racial group, region, all of those are 

considered to be subcultures (Keller and Kotler, 2013, 153). Through the culture, people 

are provided with the information they know to be true, although the information may 

differ according to different cultures (Hawkins, Best and Coney, 1989, 25). 

2.1.2 Social Factors 

 Not only the things such as nationality, religion or racial group determine the buying 

behavior of people, but also social factors like reference groups, family or social roles 

(Keller and Kotler, 2013, 153). 

a) Reference groups 

 Under the term reference group, we may understand all the groups that either directly 

or indirectly affect our beliefs, opinions, decision-making and the way we behave (Keller 

and Kotler, 2013, 153). It is not necessary to already be or to be willing to become a part of 

such group to be influenced by the features of that group (businessdictionary.com). The 

major influence may have groups that we admire, consisting of so-called influencers.  

b) Family  

c) Social roles  

2.1.3 Personal Factors 

a) Age and stage in the life cycle 

b) Occupation and economic circumstances 

c) Personality and self-concept  

d) Lifestyle and values 

 While Kotler and Keller in their book list only three main types of factors influencing 

consumer buying behavior and the decision making process, other literatures such as  ... 
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say that there is also fourth type – psychological factors. These include motivation, 

perception, learning and experience, attitude and beliefs. Considering that these factors are 

influencing one`s behavior and decision making to quite a large extent, they will be further 

explained in more detail as well. 

2.1.4 Psychological factors 

a) Motivation 

 Famous American psychologist, Abraham Maslow, well known for his Maslow’s 

hierarchy of needs, created an approach to better understanding of the motivations (Belch 

and Belch, 2003, 109). His hierarchy consists of five levels of needs which are arranged in 

a way to correspond with their level of importance (Belch and Belch, 2003, 109).  

 

 

Figure 1 Maslow’s hierarchy of needs (Belch and Belch, 2003, 109) 

 

 As seen in Figure 1, the five levels are (1) physiological – these include the basic 

needs of people such as food, drinks and sleep, (2) safety needs – including the needs for 

safety and security in people’s lives, either physical or psychological, (3) social needs – 

like feeling of love, eagerness to have a happy and long lasting relationships with others, 

and others, (4) esteem needs – this level consists of needs like self-esteem, recognition or 

status and the need to be respected by other people, (5) self-actualization needs – this is a 

strong yearning after the realization of one’s potential and self-fulfillment (Belch and 

Belch, 2003, 109). When the lowest level of needs is completed, the needs are fulfilled; 

one can move upwards to bring other needs to completion (Belch and Belch, 2003, 110). 

b) Perception 
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c) Learning and experience 

d) Attitude and beliefs  

 All these factors that influence consumer buying behavior can be further divided into 

internal and external factors (Hawkins, Best and Coney, 1989, 25-29). Internal factors 

include perception, learning and memory, motives, personality and emotion, lifestyles and 

attitudes, the external factors include culture, values, demographics, social status, reference 

groups and household (Hawkins, Best and Coney, 1989, 25-29). To sum up, the internal 

factors are practically features that may be fully influenced by each individual. The 

external factors are inherited for the most part – mainly the factors such as culture, 

demographics or household. Nevertheless, even some of the external factors are possible to 

be influenced, or changed, such as the social status or values.  

2.2 Types of consumer behavior 

2.2.1 Programmed or routine behavior / habitual decision making 

 Programmed or routine behavior, or habitual decision making according to other 

sources, involves the long-term memory experience of the consumers as the main factor of 

influence. When the consumer recognizes a need, his or her mind offers only one preferred 

solution to that particular problem. That might be a single product or a brand that is already 

known (Hawkins, Best and Coney, 1989, 533). Not only it might be a single product, but 

also awareness set, the products that the consumer is aware of, or evoked set- a group of 

goods that are in the consumer’s mind on the first positions and the product bought in the 

end will be chosen from this set (Egan, 2007, 54). The stage of evaluation of alternatives is 

skipped in this type of behavior, alternatively, the consumer turns to other alternatives if 

the one chosen before fails to carry out as expected (Hawkins, Best and Coney, 1989, 533). 

This type of behavior is also usually connected with brand loyalty, when the customer, 

based on his or her own experience, tends to buy one single brand every time without any 

further consideration (Hawkins, Best and Coney, 1989, 533).  

2.2.2 Occasional buying or limited decision making 

 Consumer behavior connected with every so often purchases of unfamiliar goods or 

services in an already known product category. Buyers are not expected and motivated to 

search for information and evaluate the alternatives precisely, there is a high probability of 

the decision to be made in the store (Solomon, Bamossy, Askegaard and Hogg, 2006, 262). 
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2.2.3 Extensive decision making  

 In this type of decision making the customer searches for a high number of 

information from both internal and external sources and this is followed by a complex 

process of different alternatives evaluation (Hawkins, Best and Coney, 1989, 534). It is 

used when making important purchase for goods that are completely unknown or 

unfamiliar usually connected with higher expenditure (Egan, 2007, 55). 

2.2.4 Impulsive buying  

 Impulsive buying, or for easier understanding unplanned buying, is any purchase made 

without prior planning (Stern, 1962, 59). People often go to a store and buy something else 

or something additional to what they originally planned to buy. This type of buying does 

not follow the traditional steps of consumer buying behavior. If the person purchases 

something unplanned it evokes some kind of irrationality and lacks an evaluation of 

alternatives (Hawkins, Best and Coney, 1989, 644). However, if the customer decides to 

buy a good or a service that is currently being on sale or in discount, or is usually not 

available (special offer) it is definitely not unreasonable.  

 Except for the above-mentioned types of consumer behavior, the consumer also 

usually think about what kind of impact will his or her decision have on his personal life, 

social life as well as the economic situation (Jones, 2014). For example if the consumer 

decides to buy a new mobile phone he may consider how is he going to feel about himself 

or herself (personal life) after the purchase, what will his or her peers think (social life) and 

whether he or she will capable of bearing the expenses of other needs and wants (economic 

situation).  

2.3 Buying behavior steps 

2.3.1 Step 1 Problem (need) recognition 

 When an internal or external factor causes that a need or problem arises, the buying 

process is about to start (Kotler and Keller, 2013, 167). An internal factor that may start a 

need in our mind might be the feeling of hunger, thirst, lust, and many others. The external 

forces can be driven by the fact that we see something we like, or praise, somewhere 

around us. For example, when we go to a store and see a nice dress or a jacket, we start to 

feel a need to buy that particular thing. After recognizing the need the consumer starts 

thinking about goods or a service that can satisfy it (“Boundless marketing”, 2014). 
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2.3.2 Step 2 Information search 

 After successfully recognized need or want, the person starts to search for information. 

The information is obtained either from the previous knowledge, memory or personal 

experience about certain product or service, or from external source if the person does not 

have any previous knowledge about the goods and services (“Boundless marketing”, 

2014). Both the external and internal information are derived from different sources. 

2.3.2.1 Information sources (Kotler and Keller, 2013, 167): 

 Personal – information from one’s surroundings, provided by friends, family, co-

workers, classmates 

 Commercial – information from everything that is connected to marketing – the 

package, advertising of the goods and services, websites 

 Public – the information accessed through public mass media  

 Experiential – based on the personal experience of using or handling the product or 

service 

 All these sources of information influence the decision-making process of the buyer. 

To which extent each of them, that depends on the type of the good that one is willing to 

buy (Kotler and Keller, 2013, 167). While to buy goods of everyday use, such as groceries 

or toiletries, people do not need almost any information from the external sources, usually, 

the experience from previous shopping is sufficient. On the other hand, shopping for 

devices, furniture or even clothes may need more time spent on the research to find out 

more details or reviews about those products. The same applies when it comes to the use of 

services.   

2.3.3 Step 3 Evaluation of alternatives and selection 

 Evaluation of alternatives and therefore selection of one of them is the third stage of 

the buying behavior process. During this stage, the consumers evaluate all the benefits that 

individual options bring to them while comparing it with the amount of money needed to 

be spent (“Boundless marketing”, 2014). Along with the benefits that a certain product or 

service or goods can bring to the customer goes also the comparison of brands on the 

market (“Boundless marketing”, 2014). The benefits have to correspond with the 

customer’s rational and conscious judgement (Kotler and Keller, 2013, 168). The whole 

process of the evaluation can be summarized into three main aspects (Kotler and Keller, 

2013, 168): 
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1. Customer needs to satisfy a need/ want 

2. Customer is searching for benefits from the goods/ services 

3. Each product or service is seen as a package of features, while each feature has 

different ability to meet the benefits. 

2.3.4 Step 4 Purchase Decision 

 At this point in the buying behavior process, the actual act of purchase is taking place 

(„Boundless marketing”, 2014). To realize a purchase decision, up to 5 sub-decisions are 

made (Kotler and Keller, 2013, 170). The consumer has to choose the brand, the dealer, the 

quantity, the timing and the payment method (Kotler and Keller, 2013, 170). 

2.3.5 Step 5 Post-purchase behavior 

 After the purchase process is over, the consumer starts to evaluate the decision made. 

This evaluation may lead to a post-purchase satisfaction, therefore a possible re-purchase, 

or a disappointment that may lead to further information search (Egan, 2007, 54). The 

satisfaction or dissatisfaction depends on the consumer’s feelings or attitude towards the 

product purchased (Solomon, Bamossy, Askegaard and Hogg, 2006, 328). Egan (2007, 54) 

emphasizes that the use of the word may indicate that this model is comprehensive and 

therefore very individual.  
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3 MARKETING RESEARCH 

3.1 Marketing Research Process 

 Kotler and Keller in their book Marketing Management (2014, 99) mention 6 steps of 

the marketing research process. Considering that those steps are primarily designed for 

marketers at companies, most often to raise their revenues, for the purpose of this work 

only the first 5 steps are needed. However, according to other sources, one more step was 

added – choosing the right sample. Generally, the steps, even from different authors, 

include the same information. The only difference is in the activities included in the 

particular steps. 

3.1.1 Stage 1 Define the Problem 

 The first step in any research process is defining the problem. The problem should be 

nor too broad, neither too narrow (Kotler and Keller, 2014, 99). To specify the problem 

properly is probably the most important part of a marketing research. If the problem is not 

set out clearly, it is impossible to solve it (Hyman and Sierra, 2015). 

3.1.2 Stage 2 Develop the research plan 

 After the problem was successfully defined, the step of developing the research plan 

follows. This stage includes drawing up the most adequate plan on how to collect the 

necessary information (Hyman and Sierra, 2015) and all the costs connected with that 

gathering (Kotler and Keller, 2014, 100). Data sources, research approaches, research 

instruments, sampling plan and contact methods need to be decided upon.  

Data sources 

 The one who is conducting the research, call him or her a researcher, has three 

options: collecting primary data, collecting secondary data, or combination of both (Kotler 

and Keller, 2014, 100). While primary data are data that are being collected for some exact 

reason or a project, secondary data has already been collected before for another purpose 

by someone else and they already are available somewhere (Kotler and Keller, 2014, 100). 

Another interpretation describes the secondary data as historical information and the 

primary data as some kind of raw information that still lacks a solid and clear interpretation 

(Hair, Bush and Ortinau, 2003, 28). Since the collection of primary data may get a bit 

expensive, the researcher should check all the available secondary data and subsequently 

decide, whether it is possible to solve the particular problem fully with the data available 
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(Kotler and Keller, 2014, 100). When deciding to gather the secondary data it is also 

essential to consider whether the data is reconcilable and timely (Hyman and Sierra, 2015). 

 

Research approaches 

 There are five main ways of gathering the primary data, according to Kotler and Keller 

(2014, 101), those being observation, focus groups, surveys, behavioral data and 

experiments. Other sources list more than just five approaches including also personal 

interviews, computer simulations or telephone interviews (Hair, Bush and Ortinau, 2003, 

45). 

3.1.3 Stage 3 Design the right sample 

 It is improbable that a marketing research will research the whole population; 

therefore the researcher must decide who the right sample will be. Smith and Albaum 

(2012, 11) claim that if the researcher wants to find a suitable sample he or she must decide 

from which base population will the sample be selected, what is the method for the 

selection and the size of the sample.  

3.1.4 Stage 4 Collect the information 

 This stage is considered to be the most important out of all 6 of them (Hyman and 

Sierra, 2015). In this stage, it is necessary to decide who will gather the data, how much 

time it is needed to collect sufficient amount of information and whether any supervision is 

needed (Hyman and Sierra, 2015). 

3.1.5 Stage 5 Analyze the information 

 After gathering the information needed, it is important to analyze it in detail in order to 

find out whether the objectives of the research were met or not. This step also includes 

transforming the data into a form that is acceptable for the particular research and therefore 

can provide information needed for meeting the objectives (Zikmund and Babin, 2010, 

359). To analyze the data properly reasoning has to be applied in order to be able to 

understand the data collected as well (Zikmund and Babin, 2010, 59). Creating tables, 

charts and other visual representations of the data is essential and makes it easier to 

determine the findings and conclusions.  
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3.1.6 Stage 6 Present the findings 

 On one hand, the researcher may succeed in the analysis of the information, but on the 

other hand he or she still has to perform communicating the results of the research 

(Zikmund and Babin, 2010, 60). In case when the researcher and the decision-maker is not 

the same person, the researcher has to create a bridge, in the form of a research report 

(Shukla, 2008, 108). Even if the research was successful, meaning that the objectives of the 

research were met, the amount of data collected was sufficient, the sample chosen was 

suitable, the research still can fail because of ineffective communication of the results. The 

report should be easy to follow and written in an appropriate language with respect to the 

target audience (Shukla, 2008, 108). Therefore, it is important for the researcher to know 

exactly who is going to read the report and use the language of those people otherwise the 

research may just become a waste of time. 

3.1.7 Stage 7 Make the decision 

 In the last stage, the decision-making process takes its place. The one who is in charge 

of making the decision has to evaluate whether the objectives of the research were met, to 

what extent and what do the findings mean for the company or otherwise. 

3.2 Research Methods 

3.2.1 Qualitative vs. Quantitative Method 

 The qualitative method of research focuses rather on the quality of the data gathered 

than the quantity (Noel, 2009, 24). Open-ended questions that serve bigger interaction 

between the one who is researching and the respondent, focus groups, and interviews that 

go deep are included in the qualitative research (Noel, 2009, 24). If there is less interaction 

between the researcher and the respondents, we are talking about quantitative research that 

is used for understanding the impact of changes in the marketing mix areas (Noel, 2009, 

24). Not only there is a difference in the amount and quality of the data collected, but also 

the costs of these two distinct research methods are very different. While the qualitative 

method seems to be a cheap way of collecting information, because it almost works itself, 

the qualitative method is more demanding, calling for a more personal approach to each of 

the respondents.  

3.3 The Questionnaire Design Process 

 Designing a questionnaire that is appropriate for that particular reason and that will 

assure the researcher that the right data will be collected is very important when 
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conducting a marketing research. Although, Shukla (2008, 86) argues that even if the 

researcher is highly educated to create an appropriate quantification, that itself cannot 

guarantee that pertinent data will be gathered.  

 The questionnaire has to provide answers that will fulfil the needs of the researcher 

and ensure that the goal will be achieved, while the questions have to be easy to understand 

to everyone who is being asked. Asking the wrong questions or creating ambiguous 

questions may result in failure of the research or inability to reach the goal because of 

improper information.  

3.3.1 Question types  

Open-end questions 

 Also called unstructured questions, are questions where the respondent is asked to 

provide an answer containing his own words, ideas, opinions which allow him or her to 

express his attitude towards a certain issue (Shukla, 2008, 88). 

Closed-end questions 

 Close-ended, closed-end or structured questions are the types of questions where the 

respondent is asked to choose one or more of predefined questions. The subcategories of 

structured questions include dichotomous (only two options), multiple choice (a set of 

alternatives) and scale questions (Shukla, 2008, 88). 
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4 GENERATIONS  

4.1 Division of Generations 

 Different sources provide a different range of years of birth of people belonging to 

these generations. This work, to be more understandable and clear, will stick to the 

division of Van den Bergh and Behrer (2011).  Generation X comprises people born 

between years 1965 and 1979 (Van den Bergh and Behrer, 2011, 21). Generation Y 

consists of people born between 1980 and 1996 (Van den Bergh and Behrer, 2011, 21). 

4.2 Generation X Characteristics 

 Synonyms for naming this generation include The Doer, Baby Busters, Post-Boomers, 

13th Generation, Slacker Generation, Indifferent, Shadow, Invisible, X-ers or Lost 

Generation (Van den Bergh and Behrer, 2011, 7).  Another synonym used in the 

connection with this generation is „The Middle generation“ resulting from the fact that this 

generation stands somewhere in between Post Boomers and Millennials. 

 This generation was growing up in Slovakia during Socialism. Lack of free access to 

the information and the impossibility to express opinions has definitely marked this 

generation (Jancura, 2015). These restrictions they had to face caused that generation X is 

always looking at the risks very closely and they are also being cautious (Jancura, 2015). 

4.3 Generation Y Characteristics 

 Although they are often referred to as Millennials, there are a lot of synonyms used to 

name this generation, such as Generation Why, Generation Search, Generation Next, the 

Net Generation, the digital natives, the dot.com generation, the Einstein generation, Echo 

Boomers and many more (Van den Bergh and Behrer, 2011, 6). While most of those 

synonyms indicate that technology is a part of their every-day life, the name Millennials 

rather relates to the time period of their adolescence – Millennials are the first generation 

to become adults in the 3rd millennium. During their youth, the children rights were put at 

the forefront (Kazička, 2015). Thanks to prioritizing their rights they became pampered by 

adults. 

 There are two completely contradictory views of Generation Y. The first one says that 

they are egocentric, extremely self-confident, terribly lazy, responsibility avoiding 

hedonists who are only interested in enjoying life to the fullest, travelling all around the 

world, exploring or sharing meaningless posts on Facebook (Trezova, 2015). While the 
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other one argues that they are team players that are certainly flexible, mobile, open to new 

possibilities, have no troubles with cooperation, are interested in society, community, 

concerned about environmental issues and they are looking for job that aligns with their 

values, while money is not the primary factor of motivation for them (Trezova, 2015).  

 These distinct views of Millennials can be the result of the number of opportunities 

available nowadays. There are too many opportunities and chances that they just feel 

overwhelmed and instead of making up their minds they do not know what to do, so they 

do not do anything at all. The Guardian article by Kate Lyons suggests that they have a 

fear of missing out. According to the words of Sara Munder who was interviewed in this 

article and belongs to the particular generation: “We are sleepwalking through a networked 

world of opportunity and feel insecure in the face of the plethora of options ... We no 

longer know what to do,” “We want to be there and not to miss anything anywhere”  

(Lyons, 2016).  

 Dan Schwabel (2012), in his article about Millennials, stated that they may be doled 

out into 6 different segments within one generation, giving each of the segments a name. 

The first group is called Hip-ennial. This name may create an impression of being some 

kind of hipsters which is not true. This group consists of people that believe in their power 

of changing the world into better one, they read what is written on the social media, but do 

not create any content (Schwabel, 2012). The next group is called the Millennial Mom. 

People (mostly, but not only, women) belonging to this group, although they are young, 

behave like mothers, they travel, want to stay fit and treat their kids in the way their 

parents used to treat them – they were pampered. They are self-assured, family-oriented 

and experts in technology (Schwabel, 2012). Anti-Millennial is a nickname for another 

millennial segment. These people care only about their businesses and family members and 

they prefer comfort to changes (Schwabel, 2014). The fact that the author gave them this 

Anti-Millennial sobriquet is based on the other fact saying that Millennials are concerned 

about work-life balance and they are always available to their work, even when on 

vacation (Jenkins, 2018). The fourth group is called the Gadget Guru. The innovation 

seekers belong to this group – those are the people that always want to have the newest and 

biggest technology being introduced, such as Apple (Schwabel, 2014). The last but one 

category of Millennials received the title Clean and Green Millennial, arising from the 

attributes such as interest in health, positive energy, social organizations and are mostly 

cause-driven (Schwabel 2014). And finally, the group Old-School Millennial which goes 

against the most typical habits of Generation Y – they prefer meeting in person to chatting 
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online, the author calls them a “rare breed” that is very charitable and according to his 

words, this is a very unforeseen characteristic for Millennials (Schwabel, 2014). 

4.4 Generation Gap 

 The presence of a generation gap is caused by the differences in the views, beliefs, 

opinions, values, tastes, and other social and cultural norms among members of two 

different generations (Investopedia.com). Nowadays, the gap is constantly becoming 

bigger and bigger what is mainly a result of the digitalized world. Younger generations are 

being born to the world where technologies are becoming a natural part of their lives; the 

ability to work with technologies is almost inherent. On the other hand, the older 

generations that grew up in the world where technologies almost did not exist, for them 

technologies mean some kind of an ongoing process of learning, learning how to adapt and 

take an advantage of it in an everyday life. For the marketers, it is essential to understand 

these differences, as well as the similarities, to make the best possible decisions when 

targeting different generations. Choosing the right channels for reaching the target group 

and choosing the right language is also very important. The right decisions cannot be made 

without the right background and insights in the behavior of the potential customers. This 

work will further discuss and explain the main areas where these differences are evident 

and also those where the differences are not as noticeable. 

4.4.1 Attributes 

 There are many attributes that characterize these generations, are easily recognized 

and thank to which it is also possible to distinguish between them. Millennials are said to 

be ambitious but not entirely focused at their workplace, because they are not used to 

“go[ing] to work, they just work (Carey 2017), while generation X is highly responsible at 

their workplace (White D. and White P., 2014). Carrie’s statement about Millennials 

suggests that thanks to technologies, Millennials do not need to get to their workplace to 

get their job done. They can use their laptops, mobile phones or other devices and 

comfortably fulfill some of the tasks while being at home or enjoying their free time in 

some other way.  

 People born in Generation Y are very attached to their devices, as they basically have 

not experienced a life without computers and other devices, as much as they are attached to 

their parents, they consider them to be their heroes unlike the Boomers that were indeed 

pampered since childhood, but their parents had to spend long hours at work to make ends 
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meet (McCrindle, 2011, 61-63).  As McCrindle (2011, 60-61) points out, despite that 

the members of the Generation X most often come from two income families, it is not 

considered an advantage. Although they had a lot of materialistic things in their childhood 

and early adulthood, they were surely missing the time spent with their parents 

(McCrindle, 2011, 60). As a result, those born to this generation grew up being self-reliant, 

individualistic and self-sufficient (Kane, 2018). Other than that, the insufficient amount of 

time spent with their parents made them the first generation trying to create a balance 

between work and the personal life of their own even though sometimes their jobs would 

not allow them and they had to go against the clock (Kohll, 2018).  

4.4.2 Core values 

 As was already mentioned in the earlier part of this work, generation X did not have 

enough time spent with their parents. This situation resulted in the fact that one of the 

values that X-ers have is „family before work” (McCrindle, 2011, 59). As they did not feel 

like they got enough love and attention in their childhood they do not want to make their 

children feel the same way. On the contrary, Generation Y is not able to take on the 

responsibility and usually, they are postponing adulthood because they are still being 

pampered by their X parents (McCrindle, 2011, 62-63). Although, X-ers only wanted the 

best for their kids, they failed in a way. Pampering children even in their adolescent years 

causes that they do want to have the freedom that comes with adulthood, but yet they are 

not ready to take on the responsibility and become independent. This was also confirmed 

in the research conducted by the Bowling Green State University (2017).  

4.4.3 Technologies 

 While for the Millennials technology is no longer something that can make a life 

easier, but rather an integral part of everyday life, X-ers, on the other hand, had to get used 

to the use of technologies (Švecová, 2007). This fact is also a reason of why the terms 

„digital native” and „digital immigrants came into existence (Prensky, 2011). The purpose 

of those terms is to emphasize different thinking and different process of handling 

information among people that were born to the digital world full of technologies and those 

that had to adapt throughout their lives (Prensky, 2011).  

 The difference in the use of the social media platforms between the members of these 

two generations is also noticeable (Ramasubbu, 2015). While Millennials use those 

platforms as some kind of means of expressing themselves, their opinions and ideas and 

for creating new relationships, X-ers rather use such platforms to stay in touch with the 
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people they already know (Ramasubbu, 2015). A Digital Trust survey of 2017 made by BI 

Intelligence has shown that Facebook is the platform that is most likely to be used for 

sharing followed by Twitter that scored much lower percentage and Instagram and 

Snapchat which did not get even 10% (Gallagher, 2017). It is very interesting that 

according to this study the preferences are almost the same for all generations. Other 

research, conducted by Pew Research Center revealed that the average number of 

Facebook friends of Millennials is 250, while for Generation X it is only 200 (2014).  

4.4.4 Advertising 

 According to the Forbes article (Schawbel, 2015), traditional advertising usually does 

not influence Generation Y to any extent. Members of this generation tend to believe that 

marketing is just an undercut and they do not think it is trustworthy (Schawbel, 2015). 

However, they might trust a brand if it succeeds to bring across credibility, authenticity, 

friendliness, maturity and modesty in its marketing because those are the same values they 

are looking for in their friends (Soláriková, 2016). In addition to the opinion that 

advertising is just some kind of spin, Millennials do not appreciate the traditional 

marketing (O'Connor, 2015). O’Connor (2015) says that Millennials are not interested in 

seeing traditional ads on the social media platforms, but they appreciate sponsored posts 

much more. Usually, they would not click on a traditional ad from travel agency offering 

cheap holiday, rather they would read a sponsored post suggesting top destinations for the 

holiday (O’Connor, 2015). Except the sponsored posts, the engagement on the social 

media is important to them, if the company makes them feel like a part of the business they 

might convince them to buy the products and use the services offered (Brenton, 2017). 

They are also more prone to the use of the word-of-mouth marketing strategy, surprisingly 

even from those they do not know at all (O’Connor, 2015).  

 The received wisdom about Generation X usually supposes that older generations are 

not as targetable through digital media as the younger ones. This may not always be true. 

As the article from fifteendesign.co.uk (2017) suggests, reaching X-ers digitally may not 

be as frequent as for example Millennials, but it is still worth it.  

4.4.5 Consumer Behavior 

 A study conducted by the Alliance Data’s Analytics and Insights Institute in March 

2017, studied more than 2400 respondents focused on the generational perspective of the 

consumer buying behavior. They claim that the study acknowledged that the buying 
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behavior of customers depends also on the life stage they are in as well as their cultural 

identity (Alliance Data, 2017).  

 Some of the things that both generations are influenced by when making a shopping 

decision, regardless which one they belong to, are the payment security, easy brand 

interactions and transparent promotions (Alliance Data, 2017). As the most important 

aspect of their memorable shopping experiences, customer service definitely wins 

(Alliance Data, 2017). This study also found out that more than 75% people of the 

generations in general, think that seeing a product in the physical store is important. 

 Many sources agree that one of the most evident differences that are present in the 

consumer behavior of these two generations is the perception of the price. While for 

Millennials the finance side is the most important aspect, Generation X cares more about 

the value hidden in the money spent on individual goods or services (Alliance Data, 2017). 

The results of the research ran by the Brand Management in 2017 also showed that the 

older generation cares more about the value than the price. Despite the fact that Millennials 

like the brands more than their forerunners, they look for sales and discounts (Brand 

Management, 2017) which also confirms that they are price-sensitive.  

 The results of the Brand Management survey (2017) also show that Millennials prefer 

shopping online to the traditional in-store shopping, unlike the X-ers who prefer the exact 

opposite. Generation X also needs to trust the store they are shopping in, meaning that the 

trusted seller status is extremely important to them (Brand Management, 2017). 

 When it comes to the recommendations and references from friends or family, 

Millennials do not trust them more than they do trust strangers (O’Connor, 2015). This 

resulted in the various review videos about almost everything, varying from food, 

cosmetics to cars, one can find on YouTube (O’Connor, 2015).  
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II.  ANALYSIS 
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5 METHODOLOGY 

5.1 The Aim of the Work and the Research Question 

 The aim of this work is to find out, analyze and subsequently compare the shopping 

habits among generations X and Y in Slovakia and therefore to portray potential changes 

that are a result of constantly changing environment around these generations in the age 

when the trend of sharing economy is expanding.  

 This study aims to provide a detailed insight into the shopping behavior among 

generations X and Y and understanding of the various factors that may have resulted in the 

contrasts among two generations.  

5.2 The Research Technique and Sampling 

 The target population for this research were people belonging to the generation X, 

people born between (1965 and 1979), and those belonging to the Generation Y (people 

born between 1980 and 1996) (Van den Bergh and Behrer, 2011, 21). 

5.3 The Method of the Data Collection 

 In order to meet the objectives of the research both primary and secondary data were 

used. Considering that the main goal of this study is to compare differences, or changes, in 

the buying habits, it is indispensable to analyze the historical background of both 

generations first and therefore to collect the secondary data. 

 The secondary data was collected from various sources including books in the printed 

versions, e-books available online, books in the pdf formats, different articles and many 

others. To gather the primary data the survey method was selected as the best possible 

option.  

 The questionnaire was created in the Google forms application and subsequently 

distributed through Facebook. The questionnaire consisted of 29 questions, the first 

question was just a control question to make sure that all the respondents are from 

Slovakia, the other few were mostly of demographic characteristics, and the rest were 

based on the sharing economy as well as the buying habits. 19 of them were closed, 7 

semi-closed with the option of multiple choice and 3 scale response type of questions. 
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5.4 The Method of the Data Analysis 

 Afterwards, the data had been analyzed. All the data collected were divided into the 

answers acquired from generation X and those from Generation Y in the Microsoft Excel. 

To make the results clear both pie charts and grouped charts were created.  
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6 RESEARCH ANALYSIS 

6.1 Basic Information about Respondents 

 

Table 1 Number of respondents 

 A sample of 106 respondents was surveyed. The reason why the number of 

respondents analyzed is only 104 is because 2 of them stated that they are from the Czech 

Republic which is not the object of the research. Out of all people, 43, representing 41, 3%, 

belong to the Generation X and 61, representing 58, 7%, belong to the Generation Y. 

 

 

Table 2 Age 

 58, 1% respondents of Generation X were 46 to 53 years old, 41, 9% 38 to 45 years 

old, 77% respondents from the Generation Y were in the age of 21 to 30 and 23% in the 

age of 31 to 38 years old. 
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Table 3 Gender 

 Most of the respondents among both generations were women. In generation X they 

created a group of 35 females representing 81, 4% while there were only 8 men 

representing 18, 6%. Generation Y is represented by 44 women (72, 1%) and 17 men    

(27, 9%). The fact that the majority of respondents were women is interesting, but not as 

surprising. According to the research run by William G. Smith (2008) at the San José State 

University, women are statistically more likely to participate in an online survey than men. 

 

 

Table 4 Employment status 

 The most frequent occupation in both generations was a full-time job, 62, 8% of 

Generation X and 47, 5% of Generation Y. 9 members of Generation Y stated that they are 

currently on a maternity leave, 6 introduced their occupation as unemployed students and 

the same number stated they are employed students. Among Generation X, 6 people stated 

they are self-employed, 3 have part time job and 2 are unemployed, currently looking for a 

job. The other occupation such as disabled people, not able to work, retired and those who 
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chose the “other” option represented only the minority of the respondents. Among the 

“other” there were answers like LLC manager, working through an agency or taking care 

of a family member. 

 

 

Table 5 Monthly net income 

 In the chart no. 5 the monthly net income of both generations is noted down. In 

general, the respondents of Generation Y are earning more in average compared to those 

from Generation X, but also more Millennials stated that they have no income. 

Interestingly, women in Slovakia are earning less money while working at the same 

positions as men. In 2017 23% difference between the two genders was reported (platy.sk, 

2017). In this research it was confirmed as well. While 35% of the male respondents are 

earning 801-1200€ and 25% even more than 1201€, only 20, 8% of women said they are 

earning more than 801€ and only one of them is earning more than 1201€. 
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6.2 Findings 

Research question 1: Do you commute to work or school? 

 

Table 6 Commuting 

 According to the bar chart above most of the people of both generations commute, 

either to school or to work, every day (51, 2% Generation X, 41% Generation Y). 41, 9% 

people of Generation X and 34, 4% of Generation Y do not commute at all. The rest 

commutes few times a week to few times a year. 

 

Research question 2: Which way(s) of commuting do you use? 

 

Table 7 Ways of commuting 

 The most frequent way of commuting for both generations is by car (Generation Y 26 

votes, Generation X 13 votes), the second most frequent is a bus transportation between 

different cities (Generation Y 13 votes, Generation X 9 votes). 7 members of Generation Y 

reported that hey commute via public transportation (bus, metro or tram), this option was 
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not chosen by any of the X-ers. 1 Millennial and 4 X-ers commute by bike. None of the 

respondents use car sharing as a way of commuting. 

 

Research question 3: Do you live in an owned house/apt or do you rent it? 

 

Table 8 Housing 

 In the question no. 3 respondents were asked to say whether they live in an owned 

house or apartment or they rent it. The vast majority of Generation X (86%) owns a house 

or apartment, while only 34, 4% of Generation Y does. Only 7% people from the 

Generation X rent a house or apartment, and 4, 7% live with parents. One respondent chose 

the option other as an answer, but unfortunately, the answer was not understandable (there 

was just a “P” in the answer). 39,3% Millennials still live with parents and 24,6% rent a 

house or apartment. 

 

Research question 4: Why don't you own a house/apt? 

 

Table 9 Reason for not owning a property 
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 The main reason why people of Generation X do not own a house or apartment is the 

prices of the properties which are seen as too high to them and some of them stated that 

they do not want to own one. As other reason one person claimed that he or she is not 

earning enough money to be able to afford to buy a house or apartment. This respondent 

was a woman, with full time employment status and earning 201-500€ monthly.  

 Among the younger generation, the reasons differ. Most of the people said that it is too 

early for them to own a house or apartment, some said that it is too expensive and few of 

them do not want to. Other reasons stated by Millennials include: “I am looking for one”; 

“I am planning to, soon”; “I am currently looking for one”; and “I am working on it”. 

 

Research question 5: Which way of shopping do you prefer? 

 

Table 10 Shopping preference 

 As seen in the chart no. 9 Generation X (67, 4%) prefers to shop in traditional stores, 

while Generation Y (59%) prefers a combination of online and online shopping. 27, 9% X-

ers prefer 50/50 shopping, 4,7% online shopping, 27, 9% Millennials offline shopping and 

only 13, 1% explicitly online shopping. 

 Brenton (2017) argues that Millennials prefer digital (online) shopping to shopping in 

stores while the Generation X the exact opposite. In the questionnaire the results showed 

that Generation X really do prefer in store shopping, but Generation Y stated that 

combination of online and offline shopping is the best way for them. Nowadays, most of 

the stores also offer the online shopping experience, so if people are not sure about the size 

or other features of the goods, they can go to the store and check it. And vice versa, if the 

store is out of the size, color or the product itself, one can easily order it online and have it 

delivered either to the store and collect it or directly home.  
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Research question 6: How important are the following aspects for you when it comes 

to making a shopping decision? (Either online or offline) 

 

Table 11 Importance of factors whilst making shopping decision (Gen X) 

 

Table 12 Importance of factors whilst making shopping decision (Gen Y) 
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 The question no. 6 was a scale response question where people were asked to mark the 

importance of different factors whilst making a shopping decision. For Generation X it 

seems like none of the factors listed is extremely important, most of them were reported as 

important or neutral. The only two factors that are visibly extremely important to a bigger 

number of members of Generation X are the good value for the price (37%) and trusted 

seller status (42%). X-ers are said to be the generation that looks for the value regardless 

the possible higher price of quality goods and that is also supported by the outcome of this 

question. On the other hand, Millennials are said to be the price-sensitive generation, but 

according to the results of this particular question, they would not put low price over value 

that much as majority of them marked it as neutral. Trusted seller status is important and 

extremely important for the majority of Millennials as well. Free samples prior to purchase 

seem to be either neutral, of little importance or not important at all to majority of both 

generations.  

 As far as the recommendations are concerned, Millennials are said to trust 

recommendations from friends, family as well as strangers (in this case influencers) more 

than X-ers. According to the results of the survey, influencer’s recommendations are 

visibly neutral to Generation X and neutral + important to Millennials, friends and family 

recommendations are important to X-ers as well as Millennials. As for the online reviews 

they are extremely important to important for Generation Y, while important or neutral for 

Generation X. 

 Generation X also needs to trust the store they are shopping in, meaning that the 

trusted seller status is extremely important to them. As seen in the table 11 this is true as 

majority of this generation said it is either extremely important or important. 
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Research question 7: Do you feel overwhelmed by the number of choices you have 

during shopping?  

= You feel like there are too many similar products that make your shopping decisions 

much more difficult. 

 

Table 13 Choice overload 

 This question was a scale-response type of question where the respondents were asked 

to choose how overwhelmed by the number of choices do they feel on the scale from 1 to 

5, where 1 represented the answer “Yes, extremely” ending at 5 representing “Not at all”. 

Majority of both generations feel neutral about the choice overload, while more people of 

generation Y (21, 3% compared to 11, 3 % of X-ers) feel extremely overwhelmed and 

more people of generation X (18, 6% compared to 9, 8% of Millennials) stated that they do 

not feel overwhelmed at all. 
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Research question 8: How important is it for you to own the following? 

 

Table 14 Ownership importance (Gen X) 

 

Table 15 Ownership importance (Gen Y) 

 According to the charts no. 13 and no. 14 above, the importance of ownership of house 

or apartment, car, TV and designer clothes does not differ excessively. For the majority of 

both, 53, 5% Generation X and 62, 3% of Generation Y, owning a house or apartment is 

extremely important. On the other hand, owning a car is not as important for Generation X 

as it is for Generation Y – only 25, 6% of people from Generation X stated that it is 

extremely important, for 46, 5% it is only important and 27, 9% consider it neutral in their 

lives, while 41% members of Generation Y consider owning a car extremely important, 34, 

4% important and only 18% think it is neutral. Unlike Generation X, 1 person from 

Generation Y also stated that it is of little importance and 3 of them said it not important at 

all to own a car. When it comes to a possession of TV, for the majority of Generation X it 

is neutral, while more Millennials think it is important. 11, 5% Millennials stated it is 
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extremely important, 32, 8% important, 26, 2% neutral, 16, 4% of little importance and 13, 

1% do not think it is important at all. 39, 5% of X-ers reported that it is neutral, 32, 6% 

important, 18, 6% extremely important, 7% of little importance and it is not important at 

all only for 1 person. 

 When considering the fact that most of the respondents were women, people would 

usually expect that they are interested in designer clothes. However, this result refutes this 

expectation. This fact can be caused by the amount of money that the respondents are 

earning and therefore may mean that they do not have enough money to buy designer 

clothes even though they maybe would like to. 

 

Research question 9: What are the advantages of shopping online for you? 

 

Table 16 Online shopping advantages 

 The following question was multiple choice type of question. The respondents were 

asked to choose from the possible advantages of online shopping the ones that they 

consider to be the most significant. For both generations, the biggest advantage of online 

shopping is saving time (83, 6% Millennials, 83, 7% Generation X). The second place is 

held by two options when speaking about Generation Y those being: the possibilities to 

compare the products with competition and greater offer at one place, both these options 

were chosen by 50, 8% people. The greater offer was chosen by 30, 2% of X-ers. For 

Generation X, the second most important aspect of online shopping is the possibility to 

compare competition voted for by 41, 9% members. Saving money while shopping online 

is important for 32, 6% X-ers and for 40, 9% Millennials. These results show that there 

really is more price sensitivity among the Millennials with regards to the surveys studied in 

the first part of the work. The nonstop shopping opportunity is important for 34, 9% X-ers 
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and for 42,6% Millennials. As for the simple search, it is 23,3% of members of Generation 

X and 42,6% of those belonging to the Generation Y. The least important aspect of online 

shopping is the detailed description of the goods or services offered with only 21% X-ers 

and 23% Millennials. 

 

Research question 10: What are the disadvantages of shopping online for you? 

 

Table 17 Online shopping disadvantages 

 Following up the previous questions, respondents were also asked to list some of the 

disadvantages they can see in the online shopping. As well as the previous one, this was 

also a multiple choice question to allow respondents list more disadvantages. 

 The results are as following: the biggest disadvantage for both generations is the fact 

that there is no personal contact with the goods they are buying (34% X-ers and 27% 

Millennials), the second place among the Generation X scored the postage and packing 

fees connected with shopping on the Internet (21%), for Millennials it was the more 

complex return or complaint process (23%). The third place in the Generation X group was 

the more complex return or complain process (18%), for Generation Y it is postage and 

packing fees (20%) followed closely by the waiting time for delivering the goods (19%). 

The least important factors for Generation X are both payment in advance and the waiting 

time, scoring the same percentage (13, 5%). For Generation Y the payment in advance is 

the least important, only 11% voted for this option. 

 The main disadvantage of the online shopping seems to be the lack of personal contact 

with the goods. This is another result that confirms a statement about these generations. 

According to research conducted by Alliance Data in 2017, 75% members of the 

generations said that seeing the product in the physical store is important. 
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Research question 11: Which of the following sharing economy possibilities have you 

ever used? 

 

Table 18 The sharing economy experience 

 In the question no. 19 (multiple choice question) respondents were asked to list all the 

sharing economy possibilities they have ever experienced throughout their lives. The most 

popular activity of sharing economy for both generations is buying used goods – 44, 9% 

Generation X, 45, 9% Generation Y followed by the used goods selling – 39,5% 

Generation X and 42,6% Generation Y. While car or transport sharing and renting room, 

house or apartment from someone is very popular among Generation Y (41% voted for 

car/transport sharing and 36,1% for accommodation sharing) Generation X seems to be 

more skeptical about those options – only 11,6% of respondents belonging to that 

Generation have already used car or transport sharing and only around 14% rented a room, 

apartment or house from someone. The less popular options of the sharing economy are car 

lending or car borrowing, renting accommodation to someone or borrowing money, so-

called peer-to-peer loans. 18, 6% members of the Generation X have not used any of the 

options that the sharing economy is offering and almost the same number of Generation Y 

(18%). 6 respondents in total have never heard of the sharing economy.  

Based on the results it is obvious that the modern options of the sharing economy, such as 

car or transport sharing or renting accommodation from someone (understand strangers) 

are mainly used by the younger generations. 

0

10

20

30

Generation X Generation Y

Sharing economy  

Renting accommodation to sb Renting accommodation from sb

Transport sharing Car lending

Car borrowing Used goods selling

Used goods buying Lending money (P2P)

Borrowing money (P2P) Never heard of it

None



TBU in Zlín, Faculty of Humanities 49 

 

Research question 12: If none - What was the reason? 

 

Table 19 Reasons against sharing economy 

 As seen in the table 19, the main reason why people did not participate in the sharing 

economy possibilities is the same for both generations. 6 members of Generation X and 7 

of Generation X (out of 8 and 11 in total that did not participate in the sharing economy) 

stated that they do not want to share their things with strangers. 5 X-ers and 6 Millennials 

do not want to borrow things from strangers, 2 X-ers and 3 Millennials are worried that 

they things may be damaged and 1 X-er and 2 Millennials are worried that they may 

damage someone’s things. 3 Millennials are worried about their safety, while none of the 

X-ers chose this option. 

 

Research question 13: What advantages do you see in the sharing economy? 

 

Table 20 Sharing economy advantages 
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 The most important factor when using different sharing economy possibilities is the 

opportunity to save money as the most people of both generations said – 34% Generation 

X and 29% Generation Y. The second most important aspect is again the same for both 

generations - the extra income opportunity – 18% for Generation X and 23% Generation 

Y. The number of votes for the other options among generation X does not differ that 

much – saving time scored 11%, greater choice of goods and services 12% and more 

efficient use of resources 14%. In the Generation Y the differences are more visible – 

saving time scored 19%, more efficient use of resources scored 18% while the greater 

choice of the goods and services only 8%. 11% members of Generation X and 3% of 

Millennials do not see any advantages in the sharing economy. 

 

Research question 14: What potential drawbacks do you see in the sharing economy? 

 

Table 21 Sharing economy disadvantages 

 While answering this question, these two generations again agreed on what the biggest 

disadvantage of the sharing economy is. It seems like the most of the people are concerned 

about their safety judging by the 41% of X-ers and 31% Millennials that chose the 

possibility of frauds and scams as the first option. On the second place, there is the lack of 

customer protection, followed by the safety threats. The other options such as lower profit 

of businesses, loss in government revenues or no government regulation scored less than 

10%. 9% of X-ers and 4% of Millennials do not see any disadvantages in the sharing 

economy. 
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Research question 15: Have you ever purchased second-hand products? 

 

Table 22 Second-hand products 

 Question no. 20 was about the second-hand products purchase. The respondents 

were asked to say whether they have ever bought second-hand products and how 

often. Only 9, 3% respondents belonging to the Generation X and 16, 4% of those 

belonging to the Generation Y said that they have never purchased second-hand 

products. On the other hand, 90, 7%  X-ers and 83, 6% of Millennials X-ers have 

purchased that kind of products at least once. 

 

Research question 16: Why did you choose to buy secondhand products? 

 

Table 23 Reasons for second-hand products purchase 

 The respondents who reported that they have bought second-hand products at least 

once in their lifetime were also asked to mention what inspires them to do so. For both 

generations saving money by buying something that has already been used is the most 

important reason. The second place for Generation X is the uniqueness of the products, for 

0

10

20

30

Generation X Generation Y

Second hand products 

purchase 

Yes, once or twice Yes, regularly Yes, few times No

0

10

20

30

Generation X Generation Y

Reasons for buying second hand 

products  

Save money Better use of resources

Support small businesses More unique stuff

Other



TBU in Zlín, Faculty of Humanities 52 

 

Generation Y it is the better use of resources – disposal of unused or useless stuff. The 

uniqueness of the products is just a little less important for Generation Y following closely 

better use of resources. The less important reason for purchasing second-hand products is 

the support of small businesses or individuals among both generations. As other reason, 

one member of Generation X wrote, “I do not know” and one “I liked it” and one member 

of Generation Y wrote, “When I need something only once”.  

 In this result one can again see the price-value relationship. 

 

Research question 17: What would encourage you to buy second-hand product? 

 

Table 24 Possible reasons for second-hand products purchase 

 The chart no. 22 shows the possible reasons for buying second-hand products of those 

who never bought them. The majority of Generation Y said that lower price would be the 

first driver that would encourage them to buy such products, for Generation X it would be 

the fact that second-hand products are usually more unique than those being sold in regular 

stores in huge numbers. For Millennials the uniqueness is in the second place and as the 

last aspect, they would consider recommendations as a source of inspiration for buying 

second-hand products. Few members of Generation X would also care about supporting 

small businesses or individuals. 
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Research question 18: Have you ever heard of so-called „dumpster diving“? 

 

Table 25 Dumpster diving experience 

 “Dumpster diving” is a trend of these days (ObčasNečas, 2008). According to the 

website Dictionary.com, it is “the practice of foraging in garbage that has been put out on 

the street in dumpsters, garbage cans, etc., for discarded items that may still be valuable, 

useful, or fixable”. Although, the “dumpster diving” for food is the most popular way. 

 33 respondents (54, 1%) belonging to the Generation Y and 27 people (62, 8%) 

belonging to the generation X have already heard of “dumpster diving”. 28 Millennials 

(45, 9%) and 16 X-ers (37, 2%) have never heard of it.   

 The number of people that would like to try and those who would never try it is almost 

equal among the two generations. In the Generation X 30, 3% would try it if there was a 

possibility and 69, 7% would never try it. 31, 2% of Generation Y would try it and 68, 8% 

would never. This result shows that there is no visible difference in the opinions depending 

on the age. The reason why the majority of the people would never try dumpster diving 

may be the insufficient amount of information about this possibility, as well as the usual 

prejudices of Slovak people.  

 

Research question 19: Have you tried dumpster diving in Slovakia or another 

country? 

 None of the respondents has ever tried dumpster diving. 
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Research question 20: Why would you never try “dumpster diving”? 

 

Table 26 Dumpster diving – reasons against 

 Those who said that would never try the dumpster diving also had to choose the most 

serious reason. Both generations reported that they prefer to buy the food in the first place. 

The second most voted reason against is that it is disgusting. Saving money, opinions of 

others or wasting food are of a little concern for both generations. 

 

Research question 21: What is the biggest advantage you see in the „dumpster 

diving“? 

 

Table 27 Biggest disadvantage of dumpster diving 

 This chart shows that the members of the generations concurred about the biggest 

disadvantage of the “dumpster diving”. Majority of both generations voted for the option 

that the food may be harmful. The least important factor while “dumpster diving” for 

Generation Y would be the possibility of illegality/trespassing, while none of the members 

of Generation X is concerned about illegality. To eliminate the negative notions about 
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dumpster diving, educating people in this field may help. In the countries that are more 

developed than Slovakia, this trend is very popular and people usually take an advantage of 

it (ObčasNečas, 2017). 

 

Research question 22: What is the biggest disadvantage you see in the “dumpster 

diving”? 

 

Table 28 Biggest advantage of dumpster diving 

 The bar chart above shows that the main advantage of “dumpster diving” for both of 

the generations is less wasting of food, followed by the help for people in need in the 

second place. The least important aspect of dumpster diving for Generation X is the 

possibility to save money, while for Generation Y it is the less garbage option. Higher 

price sensitivity of Millennials is visible again in the view of the results.  

6.3 Summary 

 In most of the questions, no significant differences among the two generations were 

reported.  

 Millennials value the opinions and recommendations of their friends and family but 

first and last they look for the experiences of other consumers – as far as the 

recommendations are concerned with regard to the results of the survey, the visible 

difference among the recommendation perception can be seen in the influencer’s 

recommendations and online reviews. Majority of the X-ers stated that that kind of 

recommendations are neutral to them, while more Millennials chose the “important” as an 

option, but almost the same number also stands for neutral. Friends’ and family 

recommendations scored approximately the same level of importance among both 
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generations. As for the online reviews they are extremely important to important for 

Generation Y, while important or neutral for Generation X. In this question, we can see a 

proof of the fact that Millennials trust anyone, even strangers when making a shopping 

decision. 

 Amerongen (2016) and Brenton (2017) agree that social media marketing is extremely 

important to reach Generation Y. On the other hand, all of the people that agree that social 

media marketing is important to Millennials are definitely right. The survey did not go into 

too much detail about the marketing activities on the social media. The important factor is 

the strategy that the companies on the social media use – posting information is not 

sufficient; the important factor is the engagement with the customers and making them a 

part of the “team” - in order to convince them to buy the products or use the services they 

offer. The results of the question only confirm that pure presence on the social media is not 

that important to Millennials.  

 Brenton (2017) also argues that Millennials prefer digital (online) shopping to 

shopping in stores while the Generation X the exact opposite. In the questionnaire the 

respondents were asked to choose whether they prefer online, offline or 50/50 shopping. . 

In the questionnaire the results showed that Generation X really do prefer in store 

shopping, but Generation Y stated that combination of online and offline shopping is the 

best way for them. Nowadays, most of the stores also offer the online shopping experience, 

so if people are not sure about the size or other features of the goods, they can go to the 

store and check it. And vice versa, if the store is out of the size, color or the product itself, 

one can easily order it online and have it delivered either to the store and collect it or 

directly home.  

 McCrindle in his book called The ABC of XYZ suggested that Millennials usually do 

not want to take on responsibility and they postpone adulting and the Bowling Green State 

University’s survey of 2017 confirmed this statement. In the research conducted for the 

purpose of this work both generations were asked to say whether they live on their own, 

with parents, if they own the property or they just rent it. The study showed that even 

though the age of Millennials starts at 21, 39, 3% still live with their parents. As the main 

reason for not owning a property, 56, 4% Generation Y said that it is too early, on the 

contrary with 60% of X-ers that said that it is just because it is too expensive. 

 More than 75% of both generations (study of Alliance data) said that seeing the 

product in physical form is important. Even though the results of our research show that 
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only 34% of X-ers and 27% of Millennials think so, at the same time, the option “missing 

personal contact with the goods” is seen as no.1 disadvantage of online shopping. 

 It is reasonable to agree that the sharing economy system should be seen as an 

advantage to save some time and therefore have more time for other activities based on the 

fact that both generations are time-pressed. According to the results of the survey, the 

possibility to save time is not seen as the biggest advantage of the sharing economy and not 

even the second biggest. For Generation X it is the least important factor, for Millennials it 

is the third place of an importance. On the other hand, as the most important factor of 

online shopping both generations chose the time-saving possibility.   

 X-ers are said to be the generation that looks for the value regardless the possible 

higher price of quality goods and that is also supported by the outcome of the research 

(namely, question no.6). On the other hand, Millennials are said to be the price-sensitive 

generation, in comparison to the Generation X, but according to the results of the same 

question, there is not a big difference between these two generations when considering the 

sharing economy possibilities.  

 However, at the same time, the price sensitivity of Millennials manifested in many of 

the survey questions. Majority of those who never bought second-hand products said that 

lower price would be the main factor that would encourage them to do so, while X-ers 

reported that uniqueness of such products is more important than saving money. In this 

result one can again see the price-value relationship. 

 The sharing economy, along with all the advantages, has also brought one significant 

disadvantage to people’s lives – the choice overload. People nowadays have so many 

options in every sphere that it makes the decision making process much more difficult. But 

do people really feel overwhelmed by the number of choices in everyday life? Do they feel 

like there are too many similar products in offer and therefore they cannot decide easily? 

According to the research conducted for the purpose of this work, majority of the members 

of both generations feel neutral about the choice overload. Although, higher percentage of 

Millennials than X-ers, feel extremely overwhelmed. That supports the statement of Sara 

Munder, in which she claims that Millennials are just overloaded by all the options and 

opportunities around them that they are no longer able to decide, because they do not want 

to miss anything anywhere. 
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CONCLUSION 

 The aim of this work was to find out, analyze and subsequently compare the shopping 

habits among generations X and Y in Slovakia. When comparing the theoretical 

background with the results of the research conducted, it is important to say that in the 

most of the questions no visible differences were reported. Although some of the 

arguments about these generations were refuted, or partly refuted, most of the statements 

about Generation X and Generation Y were confirmed. The price sensitivity of Millennials 

or the value over price for Generation X have manifested in many of the questions. The 

preference of online or offline shopping, adulting postponing and many others as well. 

These results show that the characteristics that are widely being discussed are not changing 

rapidly even though the environment, either social or economical is constantly changing. 

 People in Slovakia, mostly the older ones, still seem to hesitate over the use of the 

sharing economy possibilities. However, the sharing economy is still penetrating and it is 

expected to grow by almost 2400% by 2025 based on the rapid growth of the sharing 

platforms for accommodation and transport (Yaraghi and Shamika, 2017, 3). Especially, 

after the crisis in 2008, people were forced to find other ways to make ends meet, so they 

started to use the sharing economy possibilities more (Vrábel, 2015).  

The sharing economy can be seen as some kind of a phenomenon of these days, 

although it is sure that many of its forms are still unknown to us. One of the threats that the 

sharing economy may face in the future is the threat of it turning into a “real” business, 

where people will be just concerned about making money and the real purpose of it may 

disappear. The other threat may be government’s attempts for regulations regarding the 

sharing economy in the near future. That was recently seen in Slovakia, when the 

traditional taxi companies went to a trial with Uber, succeeding and therefore eliminating 

Uber as a competitor from the Slovak market. Despite all the possible threats, the 

expansion of the sharing economy is probably inevitable as people are getting used to it 

and it is slowly becoming part of their everyday lives.  
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