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Abstract — The primary purpose of this article is to explore the dominant influencers on the inter-generational purchasing  

behaviours with regard to footwears. This study investigates the impact of five factors such as promotional tools, purchasing 

parameters, willingness to spend, brand preference and the number of footwears owned by an individual. 132 responses were 

collected from income earning individuals belonging to two generations i.e., Millennials and Generation X using online survey 

through controlled quota sampling. The survey data captures the impact of dependant and independent variables from an individual. 

The sample represents the effectiveness of each of the influential factors on the respective generational cohorts. Chi-square Testing 

and One-way ANOVA are used to test the hypothesis and the conceptual framework. The results showed that three out of the five 

factors – number of footwears possessed, promotional tools and purchasing parameters had significant influence on the footwear 

purchasing behaviour of individuals belonging to both generational cohorts. 
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 I. INTRODUCTION 

Companies have lost their ability to enforce people into buying products that they have manufactured. They can no longer 

expect to achieve their goals and ensure sustainability in the market only by just catering to the needs of the consumers and 

simply satisfying those needs. In return, they need to formulate ways to further indulge consumers and achieve customer delight 

rather than customer satisfaction. ―Manufacture against Exclusion‖ and ―Inclusive Manufacturing‖ are gaining popularity 

among business owners.  There is a need for companies in this age to not just manufacture their products according to the taste 

and preferences of the majority of people in the society [1].  

Companies have to map out the most unpredictable and volatile being in the world and identify the changes in their mindsets, 

needs, tastes and trends pertaining to different factors and variables that have influenced them across different generations into 

taking certain decisions. Differences in purchasing behaviour exist when consumers’ preferences are being influenced by the 

values they hold within their own generational cohort [2].  Research suggests that the relationship between generational cohort 

and purchase behaviour is due only to generation and not being impacted by any other demographic variables [3]. 

    Generation X and Millennial, the two major generations that make up the customer market in our country are considered in 

this research to analyse the influential factors of inter-generational purchasing behaviour. Generations are found to be more alike 

than different and the differences between them are over exaggerated [4]. Every generation has been chastised by the generation 

before them.Therefore, it is important to understand the reasons behind their differentiated taste and preferences towards a 

particular product, (in this case each of the cohort’s preference towards a particular type of footwear) and test whether these 

reasons can be targeted or included to attain better customer base and profits. 

A. Research Questions 

i. What are the major influencers causing the differences in inter-generational purchasing behaviour? 

ii. How far the influencers have their impact on the purchasing behaviour of Generation X and Millennial? 

B. Objectives of the Study 

i. To identify the key aspects which people belonging to Generation X and Millennial look for while purchasing 

footwear. 

ii. To understand the reasons behind the choice of footwear made by the customers belonging to each generational 

cohort. 
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 II. LITERATURE REVIEW 

C. Generational Cohorts 

Marketing is dependent on market segmentation. It is a crucial marketing strategy that aims to identify and portray the market 

segments or ―sets of buyers‖ who are the preferable targets for marketing [5]. ―Sets of Buyers‖ are divided based upon a 

common group of people relating to different generations. Generation is generally regarded as the differences between the age 

groups of certain time periods [6]. Age group has been a useful way to create groups which describe segments. A generational 

cohort is a group of individuals who share similar cultural and historical experiences such as ―economic changes, wars, political 

ideologies, technological advancements and social upheavals that have an adverse impact on the society redefining social 

values, attitudes, and preferences‖. These shared experiences give unique attributes to each of the generational cohort [7]. As a 

result of the ecological events, each and every generation constructs distinct structure of belief, attitude and attributes [8] and a 

unique identity which remain relatively unchanged throughout one's life. Individuals belonging to varied generations of age 

have their sole experiences, views, habits and work style. In spite of, there being five different groups of generation in the 

literature, workforce can be assumed to be formed by individuals from Baby Boomers, Generation X and Generation Y, taking 

into consideration the fact that majority of the population forming a part of the traditionalist generation (those born before 1943) 

and generation Z (those born after 2000) are not involved in the present working life [9]. 

D. Purchasing Behaviour 

It is evident that customers of this era are targeted by mass media. They change the consumers' way of thinking through 

emotions, needs, wants and demands. Market researchers and organizations invest millions on consumer research to identify 

major factors that influence on purchasing decisions [1].Thus, marketing experts require a clear strategy backed by a complete 

understanding of reasons that encourage consumers purchase a product [10]. Customers purchase decision is a complex process. 

Purchase behavior is a key point for consumers to access and evaluate a specific product [11]. Purchase behavior is an effective 

tool to predict the customer’s buying process [12]. It is remarkable that purchase intention may be changed under the influence 

of price or perceived quality and value. In addition, consumers are affected by internal or external motivations during the buying 

process [13]. 

E. Influencers of Purchasing Behaviour 

There are three major influences found in generational marketing research: life stage, current conditions, and cohort 

experiences [14]. Differences in purchasing behaviour exist when consumers’ preferences are being influenced by the values 

they hold within their generational cohort [15]. Many influencers, elements and characteristics affect the individual consumer’s 

decision-making process, shopping patterns, buying behaviors – the brands he prefers and also the retailers he goes to. A 

purchase decision is dependent on many factors (such as social, cultural, economic, personal and psychological), where initially 

the consumer figures out his own liking towards a commodity before selecting a product of great utility. After which the 

consumer considers the pricing of product to acquire it [16]. Marketers have to understand the vital influences so as to tailor 

their marketing efforts in a way that satisfies the consumer as well as the marketer [17]. 

 

 
Fig. 1 Conceptual Framework 
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 III. RESEARCH METHODOLOGY 

A. Data Analysis and Validity Tests 

This paper uses Structural Equation Modelling (SEM) utilizing AMOS-20 to test the hypothesis framed in the past segments. 

Chi-square tests were run on the data considering for two sets of variables. First, the Generational Cohorts and Influential 

Buying Factors. Second, Generational Cohorts and Preference of the individuals. Chi-square tests were run in order to deduce 

the significant value of the two sets. 

 

 

B. Measurement and Instrument Design 

Measurement Scale: Controlled Quota sampling has been used in this study. Where certain restrictions such as the proportion 

of population taken up for study relating to each of the generational cohort was limited to an extent (50-50 ratio between 

Generation X and Millennials). 

C. Questionnaire Design 

The main data tool used for the collection of data from the participants is an online questionnaire. The questionnaire 

included 16 research questions split across 3 sections. Section 1- Demographics included questions such as Age, Gender, 

Occupation and Income. Section II consisted of 7 questions aiming to identify the Prime Factors influencing Footwear Purchase 

in the two generations. Questions under Section III were created to identify the Major Influencers of Purchasing Behaviour 

among the two Generational Cohorts. All the questions presented to the individuals were multiple choice questions. 

Sample Characteristics: The minimum characteristics required for a sample size to test the proposed model is 393. Data was 

collected from 132 respondents (33.58% response rate). The data was collected through online questionnaire using quota 

sampling method. Overall, the sample represents the influence buying factors have on the two Generational Cohorts 

(Millennials and Generation X). 

D. Preliminary Data Analysis 

After examining measurement models and assessing their validity, the study continued with finding the relationship between 

the variables taken up for research. Few tests were conducted that supported the hypotheses. 

TABLE I 
DEMOGRAPHIC INFORMATION OF RESPONDENTS 

 

Table I shows the cumulative data related to the demographics of the research. Out of 132 respondents who participated in 

the study, 50% belong to Millennial and 50% fall under the Gen-X categories. 59.1% of the participants are males and 40.9% 

are females. Out of these, 72.7% are Working Professionals and 27.3% are Self-Employed. Majority of the participants fall 

under two income categories: 38.6% earn an income between 1 lakh and 5 lakh. Whereas, 40.2% earn an income of 5 lakh and 

above. 

 

 

 

 

 

SI No Classification Categories Frequency Percent 

 

1 
Generational Cohorts 

Millennials 66 50.0 

Gen-X 66 50.0 

Total 132 100.0 

 

2 
Gender 

Male 78 59.1 

Female 54 40.9 

Total 132 100.0 

 

3 
Occupation 

Working Professional 96 72.7 

Self Employed 36 27.3 

Total 132 100.0 

4 Income 

Below Rs 50,000 14 10.6 

Rs 50,000 – Rs 1,00,000 14 10.6 

Rs 1,00,001 – Rs 5,00,000 51 38.6 

Rs 5,00,001 and above 53 40.2 

Total 132 100.0 
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TABLE II 

QUALITY PREFERENCE * GENERATIONAL COHORTS CROSSTABULATION 

 

 

The above table on crosstabulation between Quality Preference and Generational Cohorts depicts that majority of the 

individuals belonging to both cohorts i.e., 66.7% of Millennials and 81.8% of  Generation X would opt for quality over variety  

while purchasing footwear. 
 

H1: There is a significant difference in quality and the variety in Footwear expected by both the generational 

cohorts 

TABLE III 
CHI-SQUARE TEST 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 3.962a 1 .047 

Continuity Correctionb 3.209 1 .073 

Likelihood Ratio 4.007 1 .045 

Fisher's Exact Test    

N of Valid Cases 132   

  

H2: There is a significant impact of the influential buying factors on the generational cohorts. 

H2a: There is a significant difference in the number of footwears possessed between the generational cohorts. 

H2b: There is a significant difference in promotional tool preference between the generational cohorts. 

H2c: There is a significant difference in the purchasing parameters held by the customers between the generational 

cohorts. 

H2d: There is a significant difference in the willingness to spend between the generational cohorts. 

H2e: There is a significant difference in brand preference between the generational cohorts. 

TABLE IV 
ANOVA 

Influential Buying Factors Sum of Squares Df Mean Square F Sig. 

Footwears Possessed 

Between Groups 6.371 1 6.371 5.072 .026 

Within Groups 163.288 130 1.256   

Total 169.659 131    

Promotional Tool 

Between Groups 3.341 1 3.341 4.584 .034 

Within Groups 94.742 130 .729   

Total 98.083 131    

Purchasing Parameters 

 

 

Between Groups 6.371 1 6.371 4.349 .039 

Within Groups 190.439 130 1.465   

Total 196.811 131    

Preference 
Generational Cohorts 

Total 
Millennials Generation X 

Would you like 

to have 

 Few good quality 

pairs of footwear 

Count 44 54 103 

% within Generational 

Cohorts 66.7% 81.8% 88.8% 

Variety in 

collection of 

footwear 

Count 22 12 13 

% within Generational 

Cohorts 33.3% 18.2% 11.2% 

Total 

Count 66 66 132 

% within Generational 

Cohorts 
100.0% 100.0% 100.0% 
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Willingness to spend 

Between Groups .030 1 .030 .034 .854 

Within Groups 115.939 130 .892   

Total 115.970 131    

Brand Preference 

Between Groups .273 1 .273 1.420 .236 

Within Groups 24.970 130 .192   

Total 25.242 131    

 

Table IV shows that, 0.026% is the level of significance for the pair of footwear possessed by the generational cohorts. 0.034% 

is the significant level between Generation X and Millennial in relation to Promotional tool employed. The purchasing 

parameters significantly differ by 0.039%.Whereas, customers’ willingness to spend on footwear and preference of branded 

over unbranded footwear does not depict any difference across the generational cohorts. 

 IV. CONCLUSIONS 

A. DISCUSSION 

The present study makes us understand the purchase behavior construct of Millennials and Generation X. It helps in 

distinguishing the factors that emphasize the individuals to value their choice of footwear. The research aims at identifying the 

dominant influential factor that determines the differences between two generational cohorts’ purchasing behavior. Theoretical 

analysis has been made on pairs of footwear possessed, promotional tools, purchasing parameters, willingness to spend and 

brand preference of the two generations. In this study, the influential buying factors are independent variables while purchase 

behavior is the dependent variable. The result exhibits that influential buying factors employ dominance on the inter-

generational purchase behaviours. Primarily, result has clearly shown that a vast population of both Generation X and 

Millennials prefer quality in footwear over the variety they are offered with while purchasing. Secondly, it is evident that the 

prominent influential factor that distinguishes the purchasing behavior between the two groups are the footwears possessed and 

promotional tools purchasing parameters such as comfort, style, durability, price and brand. Generation X seek comfort in 

footwear while Millennials seek more of durability. It is seen that the number of footwears possessed by an individual currently 

differs where Generation X prefers to have 2 or below pairs of footwear. While Millennials prefer having 5 and above pairs of 

footwear. Result depicts that Generation X and Millennials are drastically influenced by discounts. Millennials seem to be 

attracted towards buy on get one offer to make their purchase. 

Millennials should be targeted more prominently as they will remain as customers in the market for a longer period of 

time compared to Generation X. Therefore, in order to attract and retain Millennials it is essential for a manager or 

organization to understand what motivates and satisfies the younger generation [18]. Product quality is also a key factor in 

assessing purchase intention among Millennials. Product quality improvement is a continuous process that needs to be focused 

on to increase product performance and consequently the satisfaction of customers’ needs. It is important to adapt to the speed 

of the changing world to prolong survival. However, quality should be improved every moment [19]. Findings have concluded 

that if a product has a better quality, customers will be more inclined to purchase it [20]. Also, study emphasizes that product 

quality has a positive impact on customers’ purchase intention. Investigations revealed that higher quality product creates higher 

purchase intention [20]. 

 

B. Managerial Implication 

As discussed above, the influencers of buying factors can be used to identify potential customers in the different generational 

cohorts. This study enables managers to analyse the purchase behaviour of customers falling under the Generation-X and 

Millennials category and the different ways their purchase decisions get influenced in respect to their requirements. Proper 

assimilation of the purchase behaviour of individuals helps the company in developing its own specific consumer base. 

Especially in an era where customization is gaining importance, products have to be tailored according to the requirements of 

the customers. Having a clear conception of the varied influencing factors will not only enable the company to know the market 

situation but also lead to a significant boost in the business. Information from the study which shows that Generation X prefer 

comfort while Millennials prefer durability can be used while designing the product. Also, promotional tools can be specifically 

targeted based on the audience. Buy one get one free offers can be targeted specifically for Millennials while discounts can be 

provided to both groups. Since, majority of Generation X and Millennials both prefer quality wears companies should formulate 

ways to achieve high quality standards while reducing the lead time. Companies that fail to achieve this balance may lose 

significant amount of market share. Since individual of this era have no problems finding substitutions to a product. A simple 

change in the mindsets of people could either land companies substantial amounts of profits or loss based on whether the change 

is favourable or unfavourable to the company.  
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