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ABSTRAKT

UZelem piedkl adané préace mezwyzkumomdklul

Zmén mezi gener acemi X a Y v dobé sdil ene
z4dkl ady ekonomi kyifsdil emibeazngilchovidnér &po
ho ovlIiviuj i, druhy chowdmii kaj kr @Ky, nlatk e q
teorie se zaméfuje na marketingovy vyzkun
rdzné vyzkumné metody. V neposl edni fadé
Generaci X a Y, stejné |jakdigerPara&kdn ic kme X
vyzkumu provedeného dotaznikem. Pfredposl e
vysledkl dotazniku. Zavér je posledni ¢ast
Kl 2] ovv&6eakpbpaae X, Generace Y, sdilena ekor
mar ketingovy vyzkum, generacni 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 extes 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 stefise consumers are taking w&imaking a shopping decision.
Ancther part of theheory 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.
Theone butlast part of the thesis summarizes the findings deduced from the results of the

questionnaireThe final part of the work is the conclusion.

Keywords Generation XGeneration 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 qusteod time ago and has
been a greatly discussed subjdtte 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 evatl @ an economy. It would probably be
much better to call it just a ewhtdimwhiohr at i \
one or more persons consume economic goods or series in the process of engaging in joint
activities with one or more oth&rby Marcus Felson and Joe Spaeft1978 suggests that
even having a cup of coffee or sharing a meal with a friend or family member would make
you a part ofit. Nowadays, the term sharing economy rather represents an economic
system in which peoplshare goods or services, usually for a fee and some agree that it
usually happens via the Internet rather than in pefBo@.sharing economy allows people
to use and dispose goodkills, experience and other things they own by now.

There have been marstudies 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 impacthibaharing economy
might have onhe 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 geneal.

The aim of this work is tdind out, analyze and subsequentlympare the shopping
habits among generations X andir¥ Slovakiaand therefore to portrgyotential changes
that may bea result of constantlghanging environment around #gegeneratiain the
age when the trend of sharing economy is expandinig 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 twatiyemeil he goal of
this thesis is to research a sample of both generatioasorm of a questionnairi order
to find out whether the sharing economy has influenced their behavior, as well as to either
confirm or refute the arguments/statements aligemeration 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 bralghg. Car/transport sharing,
accommodation sharing, peterpeer lending and borrowing, secehdnd products buying

and selling, as well as “dumpster diving”.
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. THEORY
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1 THESEHARI BEGONOMY

Sharing economy, sometimes called collaborative economy or boaildve
consumption, causes a huge ambiguity when attempting to find one, clear definition.
According to Botsmamand Rogers (2010jhe authas of the influential bookWhat's Mine
is Yours: How Collaborative Consumption is Changing the Way We usieg these
terms as synonyms, is not valid. However, in order to avoid any uncemaiopnfusion
these words will be further treated as synonyms.

The very first definition of the term sharing economy was puéddiy Marcus Felson
and Joe Spakh in 1978 in their study,Community Structure and Collaborative
Consumption: A Routine Activity (Leismann, Schmitt, Rohn and Baedeker, 2013, 186).
They interpreted it asevents in which one or more persons consume economic goods or
series in the process ofgaging in joint activities with one or more othe(Felson and
Spa¢h, 614).In everyday life it would mean that even having a drink or coffaregoing
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 Ru&ssk:
,Collaborative consumption is people coordinating in acquisition and distributi@an of
resource for a fee or other compensatigBelk, 2013, 1597). The Oxford Dictionary
serves probably the most straightforwaefinition: ,[It is] an economic system in which
assets or services are shared between private individuals, either free ¢edptypically
by means of the Interrfet

Nowadays, mainly the Internet has become a powerful driver for expansite of
collaborative economypr decentralized peg¢o-peer marketplace€Sundararajan, 2017,

95). For the most pastsocial media such dsacebook, Twitter, Instagrarhjnkedin 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 fromesthers
Platforms like Uber, Lyft  Zoaz, Airbnb, and othersnake our everyday livegefinitely
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 (Sundawgan, 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 workMaking Sense of the UK Collaboratieeconomy thereare
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.

= =2 4 A -

Taking up inclusiviy, 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 ¢

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 nyaalso be sorted into four different pillars (Stokes, ClareAcglerson and
Rinne, 2014, 11).

1.1.1 Pillar 1 Collaborative consumption

Collaborative consumption ishe usage of a service or a good within a group
(investopedia.com). Access to the particulaodyoor 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, clahelectronic devices and others, retrieving goods
by paying to get the access rather than buying and owning them, as well as sharing assets

that ae not tangible, such as tinyegrsonakkills andexperience

1.1.2 Pillar 2 Collaborative production

Goods aredesigned, produced or distributed by a group of people or businesses
(Stokes, Clarence, Anderson and Rinne, 2014, TiHi¥ type of production is often called
also peer production (Benkler, Shaw and Hill, 2015). The most common and wel know
type of colldorative production is probably Wikipedigenkler, Shaw and Hill claim that
“[t]he gaps between conventional wisdom about the organization of knowledge production
and the empirical reality of <collective i
like Wikipedia have motivated research on fundamental social scientific questions
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organization and motivation of collective action, cooperation, and distributed knowledge
pr o d u.cBagicaly it is an online type of encyclopedia containing articles on various
topics and everyone can access #rattimeand anywhere and the visis can also edit the
content. The big question is how reliablethe 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 meangarning 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 financerepresentsinvestments that are not considered
traditional. Some of theintraditional ways of financing are crowdfunding, peepeer
lending, complementary currencies or collaborative insurance (Stokes, Clarence, Anderson
and Rinne, 2014, 11People 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):

1 B2C Businesgo-Consumer

B2B Businesgo-Business

1
1 P2P Peeto-Peer(Persorto-Person)
1 C2BConsumeito-Business

1.2Market Forces

These days, we may witness that the economy is not only being shared between
businesses and customenstually, but it is being emerged rather as an exchange between
individuals (Owyang, 2013, 4). Owyargso 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 gaesaairk.

1.2.1 Societal Drivers

Drivers such as increasing populatidensity drive for sustainability, desire for
community or generational altruism are involved here (Owyang, 2013Aif)nb,
Couwchsurfirg and other similar platforms ga people the opparity to become a part of

acommunity, 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 theeptlaer factors can
be considered economic (Owyang, 2013, I6)order to use the resources the best way
possible, one can turn to selling the things that are no longer needed oz ibtteer much
of something. Another reason feelling excessive stufé the possibility of extra income.
In the situations, when someone needs a particular thing onlylomoe 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 coist of elements such apreading of social networks, abnormal
usage of mobile phones and other devices used to sogjalifiee’, different payment
systems including online payments or payments that do not call for monetizing as such, but
they may invole for example using gift cards (Owyang, 2013, 6). Duartextensive
research done bthe Flurry Analytics, the sage of mobile applications, -salled app
minutes, drive major share of the time spent on mobiles overall (Flurry Analytics 2016
2017).
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2 COSUMER BEHAVI OR

Before analyzing the consumer behavior itself, it is necessary to understand the
difference betweethe buyer andhe consumer. The role of the consumer and the role of
the buyer are not identical. While buyer, or in other words purchaséie one that is
decidng on whatand wherto buy, he orders and pays for the goodsnsumer is the one
that is consuming the goods bought (businessdictionary.com). For businesses, both of them
are their customers (businessdictionary.cddy)the term consumer, not only the one who
buys finihed goods in the store is mednit also companies that make a purchase or
“otherwise contract for the provision of ¢
regar ded a €rane ansl Miberm 2013 339Y0n the other hand, Schiffman and
Kanuk (1997, &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 ord&r 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 aeleg on from which perspective
we are looking at it. Wike for the marketers it isssential to detect the preferences and
attitudes of their consumer to provide the best experience possible, consumers do not
analyze their shopping decisions that muks 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 Dionary, consumer buying behavior fhe process by which
individuals search for, select, purchase, use and dispose of goods and services, in
satisfaction of their needs and wdntg/alters (1974, 7) defined consumer behavior as:
Afét he pr oc e sividualw deeideewhether, what, when, where, how, and from
whom to purchase goods and services. o0

In the Business Dictionaryone can also find the definition of consumer decision
making which is as it follows;Process by which consumers identify theiea® 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 vaiuEise whole processf 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, ih51)
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/c{(K&eiter and
Kotler, 2013, 153). The nationality, religion, racial group, region, all of those are
consideredo besubcultures (Keller and Kotler, 2013, 153hrough the culturepeople
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, religior racial group determine thoelying
behavior of people, but also social factors like reference groups, family iat sales
(Keller and Kotler, 2013, 153).

a) Reference groups

Under the term reference grqupe may understand all the groups that either directly
or indirectly affect our beliefs, opiniongecisioamakingand 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 (businessdictionarylbem).
major influence may have grougsat we adire, consisting of seaalled 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 selfoncept
d) Lifestyle and values
While Kotler and Keller in their book list only e 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, atgtaesd 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 Maslawe | | known for h i
hierarchy & needs, created an approachbhater understanding of the thations (Belch
and Belch, 2003109). His hierarchy consists of five levels of needs which are arranged in
a way to correspond with their level of imgamce (Belch and Belch, 200B09).

Physiological needs
(hunger, thirst)

Figurel Ma s | ow’ s ofméedsr(BelchcahdyBelch, 2Qa9)

As seen inFigure 1, the five levels are (Pphysiological— these include the basic
needs of people such as food, drinksl aleep, (25afety needs including the needs for

safety and security in people’s I|ives, el
like feeling of love, eagerness to have a happy and long lasting relationships with others,
and others, (4¢steem needsthis level consists of needs like seteem, recognition or

status and the need to be respected by other people, (artelfization needs this is a
strong yearning after t he rfudfibment ZBalthiamdn o f
Belch, 2003 109). When the lowest level of needs is completed, the needs are fulfilled;
one can move upwards to bring other needetoptetion (Belch and Belch, 200810).

b) Perception
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c) Learning and experience

d) Attitude and beliefs

All these factordhat influence consumer buying behavior can be further divided into
internal and external factor#awkins, Best and Coney, 1989,-29). Internal factors
include perception, learning and memory, motives, personality and emotion, lifestyles and
attitudesthe external factors include culture, values, demographics, social status, reference
groups and household (Hawkins, Best and Coney, 19829R5To sum up, the internal
factors are practically features that may be fully influenced by each individual. The
external factors are inherited for the most partmainly 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 consimer behavior

2.2.1 Programmed or routine behavia / habitual decision making

Programmed or routine behavior, or habitual decision making according to other
sources, involvethe long-term memory experienagf the consumeras the main factor of
influence. Wherthe consumer recognizes a ngag or her mind offers only one preferred
solution to that particular problermihat might be a single product or a brand that is already
known (Hawkins, Best and Coney, 1989, 538t only it might be a single product, but
also awareness set, the products that the consumer is aware of, or evokegr@ap of
goods that are in the c¢ons unpeoductdoughtimtde o n
endwill be choserfrom this set(Egan, 200754). The stage of evaluatiasf alternatives is
skipped in this type of behavior, alternativellye 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 vbitand loyalty, when the customer
based on his or her own experienteands 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 behaviotonnected with every so often purchases of unfamiliar goods or
services in an already known product categ&uyyers are not expected and motivated to
search for informatiomand evaluate the alternatives precisely, there is a high probability of
the decison 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 followea tymplex
process of different alternatives evaluation (Hawkins, Best and Coney, 1989]t534).
used when making important purchak® goods that are completely unknown or
unfamiliarusually connectedith higher expenditure (Egan, 2Q(5).

2.2.4 Impulsive buying

Impulsive buying, or for easier understanding unplanned buying, is any purchase made
without prior planning (Stern, 1962, 58eople often go to a store and buy something else
or something additional to what they originally planned to buy. Tue 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). Howeverg ittistomer 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 abovementioned types of consumer behavior, the consumer also
usudly 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 feehiatsmit
or herself (personal life) after the purchase, what will his or her peers think (social life) and
whether he or she witlapable of bearing the expenses of other needs and wants (economic

situation).
2.3 Buying behavior steps

2.3.1 Step 1 Problem (need) reognition

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, lustnaaaly others. The external
forces can be driven by the fact that we see something we like, or praise, somewhere
around usFor example, when we do a store and see a nice dress jacket, we start to
feel a need to buy that particular thing. After rguaing the need the consumer starts
thinking aboutgoods@ ser vi ce that can sati$fy i1t (°
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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 isobtained either from the previous knowledge, memory or personal
experience about certain product or service, or from external sbdineeperson does not
have any previous knowledgabout the goods and services' Bound|l ess mar
2014. Boththeexternal and internal information are derived from different sources.

2.3.2.1 Information sources (Kotler and Kelle2013 167):
1 Personai nf or mati on from one’'s surro-unding
workers, classmates
1 Commercial-information from everything that is connected to marketitige
package, advertisingf the goods and services, vsibs
Public—the information accessed through public mass media
1 Experiential-based on the personal experience of using or handiengroduct or
service
All these sources of information inénce the decisiemaking 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 good®wéryday 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 needartane 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 onéehtis the third stage of
the buying behavior process. During this stage, the consumers evaluate all the benefits that
individual options bring to themwhile comparing it with the amoumf money needed to
be spent (“ Bound). Alemg withtherb&nefitsithat@ tertainZofdudt or
service or goods can bring to the customer goes also the comparison of dmaigs
mar ket (“ Boundl e 3 sThe nhanefiks ehavie ntay torresp@nd with the
customer’s rational a n dnd Ketlen, 2013, @68)s Th¢ whdlgg e me
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 roservice 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 proceise actual act of purchase is taking place
(b, Boundl ess mpaTokealize anpgrthase @e0isiod, up to 5-debisions are
made (Kotler and Keller, 2013, 170). The consumer has to choose the brand, the dealer, the

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

2.3.5 Step 5 Postpurchase behavior

After the purchase process is over, the consumer starts to evaluate the decision made.
This evaluation may lead to a pgmirchase satisfaction, therefore a possiblpurehase,
or a disappointmenthat may lead to further information sear@gan, 2007 54). The
satisfaction or dissatisfaction depends o
product purchased (Solomon, Bamossgkégaard and Hogg, 2006, 32Byan (2007, 54)
emphasizes that the use tbke word may indicatethat thismodel is comprehensive and

therefore very individual.
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3 MARKETI NG 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 primsiglyed for
marketers at companies, most often to raise their revenues, for the purpose of this work
only the first 5 steps are needed. Howewaecording to other sources, one more step was
added— choosing the right sample. Generally, the steps, evan fiidferent authors,
include the same information. The only difference is in the activities included in the
particular steps.

3.1.1 Stage 1Define the Problem

The first step in any research process is defining the problem. The problem should be
nor too broad, either too narrow (Kotler and Keller, 2014, 99p specify the problem
properlyis probably the most important part of a marketing research. If the problem is not

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

3.1.2 Stage 2Develop theresearch 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 informatiofHyman and Sierra, 2015nd all the costs connted 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 ezgant
reason or a project, secondary data has already been collected be@ather purpose
by someone else and they already are available somewhere (Kotler and Keller, 2014, 100).
Another interpretation describes the secondary data as historicamation and the
primary data as some kind of raw information that still $sckolid 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 avasaislendary 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, 100When deciding to gather the secondary data it is also
essential to consider whether the data ismeitable 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. Othesources list more than just five approaches including also personal
interviews, computer simulations teglephone 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 thelevpopulation;
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, whahe method for the

selection and the size of the sample.

3.1.4 Stage 4Collect the information

This stage is considered to be the most important out of all 6 of them (Hyman and
Sierra, 2015). In this stag# is necessary to decide who will gather the gdatav 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 5Analyze the information
After gathering the information needed, it is important to analyze it in detitier to

find out whether the objectives of the research were met ofTha.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 (ikinand Babin, 2010,

359). To analyze the data properly reasoning has to be applied in order to be able to
understand the data collected well (Zikmund and Babin, 2010, 59Creating tables,
charts and other visual representations of the data is etsamiianakes it easier to

determine the findings and conclusions.
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3.1.6 Stage 6Present 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 resultse ofesiearch
(Zikmund and Babin, 2010, 60). In case when the researcher and the de@giemis 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, mehatrige 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 rEsalts.
report should be easy to follow and written inagopropriate language with respect to the
target audience (Shukla, 2008, 10Bherefore, 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 wastéme.

3.1.7 Stage 7Make the decision
In the last stage, the decistomaking 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 findingsandor the company or otherwise.

3.2Research 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). Opemded questions that serve bigger inteéoact
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 adottithitjue 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 metltavdsvery 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.

3.3The 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 researdhlthough, Shukla (2008, 86) argudisat 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 fuii# beeds of the researcher
and esure tlat 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
guestions may result in failure of the research or inability to reach the goal because of

improper information.

3.3.1 Question types
Openend questions

Also called unstructured questiorere questios 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

Closeended, close@&nd or structured questioneeahe types of questions where the
respondent is asked to choose one or more of predefined questions. The subcategories of
structured questions include dichotomdosly two options) multiple choice(a set of
alternativesind scale questions (Shukla03088).
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4 GENERATI ONS

4.1 Division of Generations

Different sources provida 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 Behr¢2011). Generation X comprises people born
between years 1965né 1979 (Van den Bergh and Behrer, 2011, 2Generation Y
consiss of people born between 1980 and 1996n den Bergh and Behrer, 2011, .21)

4.2 Generation X Characteristics

Synonyms for nami this generation includéhe Doer Baby Busters, Po&oomers,
13th Generation,Slacker Generation, Indifferent, h&dow Invisible X-ers or Lost
Generation (Van den Bergh and Behrer, 2011, Another synonym used in the
conrection with this generation sThe,Middle generatidnresulting 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 texpress opinions has definitely marked this
generation (Jancura, 2015). Thes&tnetions they had to facsused that generation X is

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

4.3 Generation Y Characteristics

Althoughthey are often referred to dllennials, there area 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 gendtaho
Boomers and many more (Van den Bergh and Behrer, 201WI@)e most of those
synonyms indicate that technology is a part of their edanylife, the name Millennials
rather relates to the time period of their adolescengillennials are thdirst generation
to become adults in the 3rd millennium. During their yottik children rights were put at
the forefront (Kazi c¢ka, 2015) . Thanks to |
adults.

There are two completely contradictory views@eéneration YThe first one says that
they are gocentric, extremely setfonfident, terribly lazy, responsibility avoiding
hedonists who are only interested in enjoying life to the fullest, travelling all around the
world, exploring or sharing meaninggeposts on Facebook (Trezova, 20M\8hile the
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other one argues that they agarnh players that are certainly flexible, mobile, open to new
possibilities, have no troubles with cooperati@ne interested in society, community,
concerned about environmehissuesand theyare 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. Bne 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 outAccording to the words of Sara Munder who was interviewed in this
article and belongs to the particular generatidde are sleepwalking through a networked
world of opportunity and feel insecure in the face of the plethora of options ... We no
longer krow what to dd, “We want to be there and not to miss anything anywhere
(Lyons, 2016).

Dan Schwabel (2012)n his article about Millennialsstatedthat they may be doled
out into 6 different segments within one generation, giving each of the segments a name.
The first group is called Hignnial. This name may create an impression of being some
kind of hipsters which is not true. This group considtpeople 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 ostly, but not onlywomen) béonging 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 theathey were pampered. They are sadbured, famibhoriented
and experts in technology (Scakel, 2012). AntMillennial is a nickname foamother
millennial segment. These people care only about their businesses and family nardbers
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 worklife 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 thgroup-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
attributessuch as interest in health, positive energy, social organizadimhsare mostly
causedriven (Schwabel 2014). And finally, the group €3dhool Millennial which goes

against the most typical habits of Generatior they prefer meeting in person to chati
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onl i ne, the author <calls them a “rare Dbre
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 differentes \wews, 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 worldinger 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 technologiesstlatid 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 IFer the marketerst is essential to understand
these differences, as well as the similasitito make the best possible decisions when
targeting different generations. Choosing the righannelsfor reaching the target group
and choosing the right language is also very imporfdrg.right decisions cannot be made
without the right backgroundnd insights in the behavior of tip®tentialcustomersThis
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 aremany attributes that checteriz thesegeneratios, are easily recognized
and thank to whiclit is also possible to distinguidietween themMillennials are said to
be ambitious but not entirely focused at themrkplace, because they are not used to
“gofing] to work, they jus work (Carey 2017)while generation X is highlyesponsibleat
their workplace(White D. and White P., 20J4Carri e’ s st atement a
suggests that thanks to technologies, Millennials do not need to get to their workplace to
get their job doe. 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 irGeneration Yare very attached to their devices, as they basically have
notexperienced a lifavithout computersind other devicess much as they are attached to
their parentsthey considethemto be their heroes unlike the Boomers that wedeed

pamperedincechildhood, but their parents had to spend long hours at work to make ends
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meet (McCrindle2011, 61-63). As McCrindle (2011 60-61) points out despite that
the members of the éberation X most often come from two income families, it is not
considered aadvantage. Although they had a lot of materialistic things in their childhood
and early adulthood, they were surely missing the time spétit their parents
(McCrindle, 2011 60).As a result, those born to this generation grew up beingedglht,
individualistic and sefsufficient (Kane, 2018). Other than thtte insufficient amount of
time spent with their parents made them the first generatyomg to create a balance
between work and the personal life of their ogwen though sometimes theibgpwould

not allow them and they had to go against the c{&dhll, 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 #naif dhe
values that Xers haveigfami | v bef or e wor %) As(théycd@mat fleed | e ,
like they got enough love and attention in their childhood they do not want to make their
children feelthe same way. On the contraryerigration Y is not lde to take on the
responsibility and usuallythey are postponing adulthood because they are still being
pampereddy their X parents (McCrindle, 2015263). Although, X-ers only wanted the
best for their kids, they failed in a way. Pampering childresnem 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 GreeteSfaiversity (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 liferX on the other hand, had to get used
to the use of technologieS ¢ e ¢ o v # This Za@t0ds7also a reason of why the terms
,di gi t al  digital immegrantsaamg into existence (Prensky, 2011). The purpose
of those terms is to emphasize different thinking and different process of handling
information among people that wererb 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, 201%jleVWMillennials use those
platforms as some kind of means of expressing themselves, their opinions and ideas and
for creating new relationships,-&s rather use such platforms to stay in touch with the
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people they already know (Ramasubbu, 2015). A Digitast 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%allagher, 201) It is very interesting that
according to this study the preferences are almost the &amadl generations. Other
research, conducted by Pew Research Center revealed that the average number of
Facebook friends of Millennials is 250, while for Genera¥oihis only 200 2014).

4.4.4 Advertising
According to the Forbes articl&¢hawbel 2015),traditionaladvertising usuallyloes
not influence Generation ¥ any extent. Members of this generation tend to believe that
marketing is just an undercut and they do not think it is trustwoSchgwbel,2015).
However, they might trust a brand if it succeeds to bring across credibility, authenticity,
friendliness maturity and modesty in its marketibgcause those are the same values they
are looking for in their frienddS ol a&r i k o Vra additianOtd ¢ opinion that
advertising is just some kind of spin, Millennials do not apprecihee traditional
marketng (O'Connor, 2015.0° Connor (2015) says that Mi |
seeing traditional ads on the social media platforms, but they appreciate sponsored posts
much more. Usuallythey would not click on a traditional ad from traéagency offeing
cheap holidayrather they would read a sponsored post suggesting top destinations for the
holiday (O (Hxeept the spongofed pokts, the engagement on the social
media is important to them, if the company makes them feel like a part lmfishress 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 vadnhouth marketing strategy, surprisingly
even from those they do not know at all/l (C
The reeived wisdom about éheration 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, reachiags Xligitally may not

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

4.4.5 Consumer Behavior
Astudy conducted by the Alliance Data’s
2017, studied more than 2400 respondents focused on the generational perspdbive of

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 generationsiafleenced 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 experiencestomer service definitely wins
(Alliance Data, 2017)This study also found out that more than 7%%ople of the
generations in generdhink that seeing a product in the physical store is important.

Many sources agree thahe of themost evidendifferences that are present in the
consumer behavior of these two generations ispéreeption of the priceWhile for
Millennials the finance side is the most importagpect Generation X caresore about
the value hidden in the money spent on individualdgoor servicefAlliance Data, 2017).

The results of the research ran by the Brand Management in 2017 also showed that the
older generation cares more abthé value than the price. Despite the fact that Millennials

like the brands more than thefiorerunners, they look for sales and discounts (Brand
Management, 2017) whicdisoconfirmsthat they are pricgensitive.

The results of th&rand Managemersurvey(2017)also show that Millennials prefer
shopping online to the traditional-store shoppingunlike the Xers 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 andreefees from friends or family,

Mill ennials do not trust them more than t
resulted in the various review videos about almost everything, varying from food,

cosmetics to cars, one ckn find on YouTube
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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 tdind out, analyze and subsequentlympare the shopping
habits among generations X andir¥ Slovakiaand therefore to portrgyotential changes
that are a result of constanttyranging environment around #egegenerations 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 understandifighe various factors that may have resulted in the

contrasts among two generations.

5.2The Research Technique and Sampling

The target population for this research were people belonging to the generation X,
people born between (1965 and @97and those dlonging to the @neration Y (people
born between 1980 and 1996) (Van den Bergh and Behrer, 2011,

5.3The Method of the Data Collection

In order to meet the objectives of the research both primary and secondary data were
used. Considering that the maioad of this study is to compare differences, or changes, in
the buying habits, it is indispensable to analyze the historical bmaokgrof both
generations first and therefore to collect the secondary data.

The secondary data was collected from variowscas including books in the printed
versions, ébooks 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 questionnairavas created in the Google forms application and subsequently
distributed through Facebook. The questionnaire consisted9aduestions,the first
guestion was just a control question to make sure that all the respondents are from
Slovakia, the otherfew were mostly of demographic charagstics, and the resivere
based on the sharing economy as well as the buying habits#. them were closed/

semiclosed with the option of multiple choice aBdcale response type giiestions.
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5.4The Method of the Data Analysis
Afterwards the datahad been analyzed. All the data collected were divided into the
answers acquireddm generation X and those fromeeration Yin the Microsoft Excel

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

6.1 BasicInformation about Respondents

Number of respondents

m Generation X mGeneration Y

Tablel Number of respondents
A sample of 106 respondents wasurveyed The reason why the number of
respondents analyzed is only 104 is because 2 of them stated that they dhe ftaech
Republicwhich is not the object of the resear€hut of all people43, representing 413%,
belong to the Generation X and, 8&pregnting 58,7%, belong to the Generation Y.

Age

50

40

30

20

10 - —

Generation X Generation Y

m 38-45 m46-53 =21-30 = 31-38

Table2 Age
58, 1% respondents of Generation X wé€eto 53 years old, 41, 9988 to45 years
old, 77% respondents from the Generation Y were in theohgé to30 and 23% in the

ageof 31 to38 years old
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Gender

70
60
50
40 -
30 -
20 -
10 -

Generation X Generation Y

® Male mFemale

Table3 Gender
Most of the respondents among both generations were women. In generation X they
created a group of 35 females representdig 4% while there were only 8 men
representing 18, 6%. Generationi¥ 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

University, women are atistically more likely tgoarticipate in an online survelgan men.

50 Employment status
0 -
Generation X Generation Y

u Full time m Part time
Employed student ®m Unemployed student

u Self-employed m Unemployed - looking for a job
Unemployed - not looking for a jol® Maternity leave
Retired Disabled - not able to work
Other

Table4 Employment status
The most frequent occupatian both generations was a fdiline job, 62, 8% of
Generation X and 47, 5% of Generation Y. 9 membefSarvferation Y stated that they are
currently on a maternity leave, 6 introduced their occupation as unemployed students and
the same number stated yrere employed students. Amongii&ration X6 people stated
they are selfemployed, 3 have part time ja@md 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
“other” ther e Wanamgen waskingthreughlan &gencyloltaking care
of a family member.

Monthly net income

20 ~
15 -
10 -
5 .
O 4
Generation X Generation Y
mNo income m1-200€ 201-500€
m501-800€ 801-120C¢ ® 1202€ and more

Table5 Monthly net income

In the chart no. 5 the monthly net income of both generations is noted ¢own.
general, the respondents of Generation Y are earning more in averagarexgpthose
from Generation X, but also more Millennials stated that they have no income.
Interestingly, womenin Slovakia are earning less money while working at the same
posiions 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
earning8011 2 00€ and 25% even mé&%a womenasad thiep del € ,
eaerning more than 801€ and only one of the



TBU in ZI| 2n, Faculty of Humanities 39

6.2 Findings
Research question 1Do you commute to work or school?
Commuting
30 -
20 -
- l
0 - .
Generation X Generation Y
m Every day = Few times a week
Few times a year m | do not commute

Table6 Commuting
According to the bar chart above most of the people of both generatiomsute,
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 2wWhich way(s) of commuting do you use?

Ways of commuting
30 ~
20 -
10 -
s = ==
Generation X Generation Y
u Bus m Public transportation
Car m Bicycle
uTaxi = Car sharing

Table7 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-&rs. 1 Millennial and 4 »rs commute by bikeNone of the

respondents use car sharing as a way of commuting.

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

Housing
40 ~
30 -
20 -
10 -
0 - :
Generation X Generation Y
m | own a house/apt u | rent a house/apt
I live with parents u Other
Table8 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 finem
Generaibn X rent a house or apartmeand 4, 7% live with parents. One respondent chose
the option other as an answer, but unfortunatakly answer was not understandajhere
was just a “ F393% Millennidsestill dive svith @arents and 24,6%nt a

house or apartment.

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

Reason for not owning a property
25
20
15
10
5 L
0 .
Generation X Generation Y
m |t is too early m | do not want to
It is too expensive Other

Table9 Reason for not owning a property
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The main reason why people of Generation X do not own a houwgsmdment ishe
prices of the propertieshich 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 apariisntespondent
was a woman, withull time employment status and earningZDD 0 € mont hl y.
Among the younger generatiahe 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

“1 am po,ansnoionng” ;t “1 am currently | ooking f

Research question 5Which way of shopping do you prefer?

Shopping preference

40
35
30
25
20
15
10 -

Generation X Generation Y

® Online mOffline =50/50

Table10 Shopping preference

As seen in the chart no. 9 Generation X (67, 4%) prefers to shomlitiommal 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) arguekat 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 onhe 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 veesa, if th
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 6How important are the following aspects for you when it comes

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

Importance of different factors whilst making a
shopping decision (Generation X)

m Extremely important m Important = Neutral mOf little importance = Not important at all

Table11 Importance of factors whilst making shopping decision (Gen X)

Importance of different factors whilst making a
shopping decision (Generation Y)

N
o
J

m Extremely important® Important = Neutral ® Of little importance = Not important at all

Table12 Importance of factors whilst making shopping decision (Gen Y)
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The questiomo. 6was a scale response questidrere 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
importantor neutral. The only two facte 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 pricgf quality goods and that is also supported by the outcome of this
qguestion. On the other hand, Millennials are said to be the-geitgtive generation, but
according to the results of this particular question, they would not put low price over value
tha 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 allajority 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 Xers. According to the results of the survey, inflemc’ s r ecommendart
visibly neutral to Generation X and neutral + important to Millennials, friends and family
recommendations are important tee¥Xs as well as Millennial#s for the online reviews
they are extremely important to important for Gatien 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 taliteel1this is trueas
majority of this generadin said it is either extremely important or important.
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Research question 7Do you fed overwhelmed by the nhumberof choices you have

during shopping?

= You feel like there aremo manysimilar products that make your shopping decisions

much more difficlt.

Choice overload

m Generation X mGeneration Y

Table13 Choice overload

This question was a scalesponse type of question where the respondents were asked
to chose how overwhelmed by the numlzgrchoices do they feel on the scale from 1 to
5, where 1 represented the answer “Yes, e
Majority of both generations feel neutral about the choice overload, while more people of
generation Y(21, 3% compark to 11,3 % of X-ers) feel extremely overwhelmed and
more people of generation (8, 6% compared to 9, 8% of Millenniaktated that they do
not feel overwhelmed at all.
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Research question 8How important is it for you to own the following?

Generation X

=

House/apartment Car TV Designer clothes

m Extremely importants Important = Neutral m Of little importance = Not important at all

Table14 Ownership importance (Gen X)

GenerationY
40
30 A
20 -
10 - ——— ] I —
0 -
House/aparment Car TV Designer clothes
m Extremely importan® Important = Neutralm Of little importance™ Not important at all

Table15 Ownership importance (Gen Y)

According to the chartso. 13 and no. 1dbove, the importance of ownership of house
or apartment, car, TV and designer clothes doesliffet excessively. For the majority of
both, 53,5% Generation X and 63% of Generation Y, owning a house or apartment is
extremely importantOn 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 @fr&iem 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% ofexs reportd that it is neutral, 3%%
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 eénésted irdesigner clothes. Howevehis 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 theyaybe would like to.

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

Advantages of online shopping
60 -
40 -
20 -
0 -
Generation X Generation Y
m Saving time ® Saving money
Greater offer m Detailed description
Simple search Nonstop shopping
Competition comparison

Table16 Online shopping advantages

The following question was multiple choice type of question. The respondents were
asked to chooséom the possible advantages of online shopping the ones that they
consider to be the most significant. For both generatibiesbiggest advantage of online
shopping is saving time (83, 6% Millennials, 83, 7% Generation X). The second place is
held by twooptions when speaking about Generation Y those beingodbsibilities to
compare the products with competition and greater offer at one place, both these options
were chosen by 50, 8% peopl&he geater offer was chosen by 30, 286 X-ers. For
Generaibn 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% »rs and for 40, 9% Millennials. These results show that there
realy 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,-886 X
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and for 42,6% Millennials. As for the simple seaiitis 23,3% of membersf 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 2% X

and 23% Millennials.

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

Disadvantages of online shopping
60 -

40 -

20 - l
O' . T

Generation X Generation Y

m Missing personal contact with the goods
m Waiting for delivery
Payment in advance
m More complex return process
Postage/packing fees

Tablel17 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 gsetfieus 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 bud#?g ¥K-ers and 27%
Millennials), the second place among the Generation X scored the postage and packing
fees connected with shopping on the Inter(&t%) for Millennials it was the more
complex return or complaint procel&3%) The third place in the Gemation X group was
the more complex return or complain procés8%), for Generation Y it is postage and
packing feeg20%) followed closely by the waiting time for delivering the god@9%).

The least important factors for Generation X are both paymedvance and the waiting
time, scoring the same percentage (13, 5%). For Generation Y the payment in advance is
the least importanbnly 11% voted for this option.

The main disadvantage of the online shopping seems to be the lack of personal contact
with the goods. Thiss another result thatonfirms 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 queson 11: Which of the following sharing economy possibilities have you

ever used?

Sharing economy

30

20

10

0 .
Generation X Generation Y
m Renting accommodation to sb  m Renting accommodation from sb
Transport sharing m Car lending

m Car borrowing Used goods selling
m Used goods buying Lending money (P2P)
m Borrowing money (P2P) Never heard of it
= None

Table18 The sharing economy experience

In the question no. 1@nultiple choice questiomespondents were asked to list all the
sharing economy sibilities they have ever experienced throughout their lives. The most
popular activity of sharing economy for both generations is buying used gobti®9%
Gereration X, 45, 9% Generation Y followed by the used goods sehirngP,5%
Generation X and 4% Generation Y. While car or transport sharing and renting room,
house or apartment frosomeone is very popular amongiri@ration Y (41% voted for
car/transport sharing and 36,1% for accommodation sharing) Generation X seems to be
more skeptical abouthose 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 bapwing, renting accommodation gbmeone or borrowing money,-so
called peeito-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 respondsets 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 theoynger generations.
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Research question 12If none - What was the reason?

Reasons against sharing economy
10 +

Generation X Generation Y
m | do not want to share my things with strangers
m | do not want to borrow things from strangers
| am worried about my safety
m | am worried that my things will be damaged
= | am worried that | might damage someone else’s things
m | prefer to deal with traditional companies
It is too difficult to sign up

Table19 Reasons against sharing economy

As seen in the table 19, the main reason why people did not participate in the sharing
economy possibilities is ¢hsame for both generations. 6 memlmdr&eneration 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 stranger®rs and 6 Millennials
do not wantto borrow things from strangers, 2efs and 3 Millennials are worried that
they things may be damaged and JeiXand 2 Millennials are worried that they may
damage someone’s things. 3 Millennials ar

X-ers close this option.

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

Sharing economy advantages
50 -

0 .
Generation X Generation Y
m Extra income = Save money

Save time m Greater choice
More efficient use of resourcesNone

Table20 Sharing economy advantages
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The most important factor when using different sharing economy possibilities is the
opportunity tosave money as the most people of both generations-8élo 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 bvotes 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 9%, more efficient use of resources scored 18% whiegreater
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 14What potential drawbacks do you see in the sharing economy?

Sharing economy disadvantages
50 ~

40 -
30 -
20 -
10 -

0 .
Generation X Generation Y

m No government regulation ~ ®No customer protection
Safety threats m Frauds and scams

u Lower profit of businesses Loss in government revenues

= None

Table21 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 mo#t pétiple are concerned
about their safety judging by the 41% ofexXs 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. dther options such as lower profit
of businesses, loss in government revenues or no government regulation scored less than
10%. 9% of Xers and 4% of Millennials do not see any disadvantages in the sharing

economy.
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Research question 15Have you ever prchased seconéhand products?

Second hand products

purchase
30 +

20 -

10 - .
0 -

Generation X Generation Y

m Yes, once or twicem Yes, regularly= Yes, few times= No

Table22 Seconehand products
Question no. 20 was about the secbadd products purchase. The respondents
were asked to say whether they have ever bought sdwomt 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 -bacwhd
products. On the other hand, 90, 7%-ers and 83, 6% of Millennials -¥rs have
purchased that kind of producsleast once.

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

Reasons for buying second hand

0 . products

20 -

10 -

Generation X Generation Y

H Save money H Better use of resources
Support small businesses ® More unique stuff
Other

Table23 Reasons for secoftthnd products purchase
The respondents who reported that they have bosgtdndhand products at least
once in thei 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 igrtiggienes®f the products, for
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Geneation Y it isthe better use of resourcesdisposal 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 impurtaason for purchasing secema@ndproducts is

the support of small businesses or individuals among both gemstafie other reason

one member of Generation Xwrptel do not know” and one “|
of Generation Y wrot When | need something only once

In thisresult one can again see the pedue relationship.

Research question 1’7What would encourage you to buysecondhand product?

Possible reasons for second hand

products purchase
10 +

o | il

Generation X Generation Y

m L ower price ® More unique stuff
Recommendations Support of small businesses

Table24 Possible reasons for secohdnd products purchase

The chart no. 22 shows the possible reasons for bsgognehandproductsof those
who never bought thenThe majority of Generation Y said that lower price wouldHhee
first driver that would encourage them to buy such products, for Generation Xlit @u
the fact thaseconehandproducts 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 aspectthey would consider recommendations as a source ofratigpi for buying
seconehand products. Few members of Generation X would also care about supporting

small businesses or individuals.
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Research question 18Have you ever heard of saalled Adumpster divingfi?

Dumpster diving experience
50 ~

o--,-L

Generation X Generation Y

mYes and | have also tried it

m Yes, but | have never tried it, | would like to
Yes, but | have never tried it and never would
No, but | would like to try it

mNo and | would never try it

Table25 Dumpster diving experience

“Dumpster divin§ is a trend of these daysOb ¢ a s Ne ¢ Axqrdin@t0 th8 )
website Dictionary. com, it is “the practi.
the street in dumpsters, garbage cans, etc., for dettarems that may still be valuable,
useful, or fixable”. Although, the *“dumpst

33 respondents (54, 1%) belonging to the Generation Y and 27 people (62, 8%)
bel onging to the gener atuinoppnstXrhaveialgrfead
(45, 9%) and 16 »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 éréf 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 wouler rigy dumpster diving
may bethe insufficient amount of information about this possibility, as welthesusual

prejudices of Slovak people.

Research question 19Have you tried dumpster diving in Slovakia oranother

country?
None of the respondentsisever tried dumpster diving.
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Research question 20Why would you never try idumpster divingo?

Dumpster diving - reasons not to try it

20 -

0 -
Generation X Generation Y
m | prefer to buy the food
m | do not need to save any money
| do not care about wasting of food
m | think it is desgusting
® | am concerned about what others would think
Other

Table26 Dumpster diving reasons against
Thosewho said that would never tthe dumpster divinglso had to choose the most
serious reasorBoth generations reported that they prefer to buy the food in the first place.
The second most voted reason against is that it is disguS&vwing money, opinions of
others or wasting food are of a little cena for both generations.

Research question 21What is the biggest advantage you see in tlelumpster

divingfi?

Biggest disadvantage of dumpster
diving
10 -

0 - :
Generation X Generation Y

m Threat of an infection
u The food may be harmful
Dirt in the waste containers
It could be illegal - trespassing

Table27 Biggest disadvantage of dumpster diving
This chart showghat the members of the generations concurred about the biggest
di sadvantage of the “dumpster diving”. Ma
t hat the food may be harmful. The | east
Generation Y woulde the possibility of illegality/trespassing, whilene of the members

of Generation X is concerned about illegalifyo eliminate the negative notions about
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dumpster diving, educating people in this field may help. In the countries that are more
develod than Slovakia, this trend is very popular and people usually take an advantage of
it (ObcasNecas, 2017).

Research question 22What is the biggest disadvantage you see in tiidumpster

divingo?
Biggest advantage of dumpster
15 - diving
10 -
5 -J
0 -
Generation X Generation Y

m Possibility to save money
m L ess wasting of food
Less garbage
Help for people in need

Table28 Biggest advantage of chpster diving
The bar chart above shows that the main
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 @enexais the
possilllity to save money, while for &eration 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 questionsio significant differenceamong the twagenerationsvere
reported.

Millennials value the opinions and recommendations of their friends and family but
first and last they look for the experiences of other consumeis far as the
recommendations are concerned with regard to the results ofutvey, the visible
di fference among t he recommendati on perc
recommendation@nd online reviews Majority of the Xers stated that that kind of
recommendations are neutr al to phretmantwhids
option, but almost the sameumber also stands for neutralrighds 'and family

recommendations scored approximately the sdewel of importance among both
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generationsAs 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 (2016andBrenton (2017) agree that social media markgts 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 activitiesti@social media. The important factor is
the strategy that the companies on the social media-ysesting information is not
sufficient; the important factor is the engagement with the customers and nthkimga
part of -tinloelertotoaanoe’tme 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 tMillennials.

Brenton (2017) also argues that Millennials prefer dig{@hline) shopping to
shopping in storesvhile the Generation X the exact opposite the questionnaire the
respondents were askeddimoosewhetherthey prefer online, offline or 50/50 shopping.

In the questionnaire the results showed that Generation X really do preferrén sto
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 gwdsan 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 bookcalled The ABC of XYZAuggested 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 thi
purpose of this work bothegerations 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
thoughthe age of Millennials starts at 21, 39, 3% still live with their parents. As the main
reason for noowning a property, 56, 4% Generation Y said that it is too early, on the
contrary with 60% of Xers that said that it is just because it is too expensive.

More than 75%o0f both generations (study oflllance data) said that seeing the
product in physidaform is important Even though the results of our research show that
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only34% of xer s and 27% of Millennials think so
personal contact with the goods” i s seen &

It is reasonble to agree that the sharing economy systdmould be seen as an
advantage to save some time and therefore have more time for other atiaggdson the
fact that both generations are tirpeessed According to the results of the surydie
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 impaciantof
online shopping both generatischosethe timesaving possibility.

X-ersare 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 thesgmiitve
generationin 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 #enty of Millennials manifested irmany of
the survey question$/ajority of those who never bought secemahd products said that
lower price would be the main factor that would encourage them to do so, wkile X
reported that uniqueness of such prddus more important than saving money. In this
result one can again see the priedue relationship.

The sharing economy, along with all the advantages, has also brought one significant
di sadvant age + the chotce pverledd.sPedptowadays 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 dmerefore 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 Xers feel extremg}l overwhelmed. That supports the statement of Sara
Munder, in which she claims that Millenniadse justoverloaded by all theptions and
opportunitiesaround thenthatthey 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 wato find out, analyze and subsequerthmpare the shopping
habits among generations X and M Slovakia When comparing the theoretical
background with the results of the research conducted, it is important to say that
most of the questions no visible differences were repordthough 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 sensitiWtii@finials
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 beingsisicare 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 possibilitieslowever, the sharing ecomy 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, 201Zs@&cially,
after the crisis in 2008, people were forced to firtkdeo ways to make ends meet, so they
started to use the sharing economy possibi
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.ddtiee threats that the
sharing economy may face in the future s
where people will be just concerned about making money and the real purposeagf it

disappearThe ot her threat ma g forbregulagjoosvregardingehe t ’ s
sharing economyin 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 competitoifrom the Slovak marketDespite 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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APPENDIX P I: QUESTIONNAIRE IN SLO VAK

Dotaznik
Prieskum nikupnych zvyklosti
Dobry den,
moje meno je Veronika Privrelovd a momentdlne som $tudentkou 3. roénika Univerzity Tomdsa Batu v Zline, v Ceskej
republike. Touto cestou by som vds chcela poZiadat o zodpovedanie nasledujiicich otdzok, ktoré si sucastou prieskunu
k majej bakaldrskej préci. Tdto praca pojedndva o zmendch nakupnych zvyklosti medzi generdciami X a Y. Dotaznik je

urceny vylucne obyvatelom Slovenskej republiky narodenym od roku 1965 do roku 1996, Vopred dakujem za vasu
ochotu a tiprimnost pri vypliani dotaznika.

1. Odkial’ ste? " 7. Dochddzate za pricou alebo $kolou?
O Slovenska republika 0 Kazdy deil
0 Iné O Niekolkokrat za tyzdefi
O Niekolkokrét za mesiac
2. Ste..? 0 Niekolkokréat roéne
0 Muz O Nedochddzam
O Zena .
8. Akym spdsobom dochddzate?
3. Kedy ste sa narodili? & Autom
O Medzi 1965 a 1979 (vritane) £ Autobusom
O Medzi 1980 a 1996 (vratane) ©  Mestskd hromadna doprava - autobus,
elektricka, trolejbus
4a. Kol’ko mite rokov? & Taxikom
O 38-45 & Spolujazdou (Uber, BlaBlaCar...)
O 46-53 & Na bicykli

©  Nedochadzam
4b. Kol'ko mite rokov?
o 21-30 9. Byvate vo vlastnom alebo prenajatom
O 31-38 dome/byte?
O Vo vlastnom dome/byte
5. Aky je va§ zamestnanecky status? O 'V prenajatom dome/byte
O Zamestnany na trvaly pracovny pomer O Byvam s rodiémi
O Zamestnany na ¢iasto¢ny Gviizok 0
O Samostatne zdrobkovo &inn4a osoba

Iné

(Zivnostnik) 10. Preco nevlastnite byt & dom?
O Zamestnany 3tudent : 0 Je to prili§ drahé
O Nezamestnany $tudent O ESte mam Gas
O Nezamestnany - nehladdm si pracu O Nechcem
O Nezamestnany - hl'adam si pracu 0 Iné
O Materskd/ rodicovsk4 dovolenka
O Déchodca 11. AKy spésob nakupovania preferujete?
o ZTP- neschopny pracovat’ 0 Kamenné obchody (offline nakupovanie)
0 Iné O Online nakupovanie (mobil, PC, tablet...)

O 50/50 (50% offline, 50% online)

6. AKY je va§ Cisty mesaény prijem?

0 Bez prijmu
1-200€
201-500€
501-800€
801-1200€
1201€ a viac

Q

OO0 00O




TBU

n ZIl 2n,

Faculty

of

Humani

tie

S 67

12. Ak dolezitost’ maji nasledujiice faktory pri vafom nikupnom rozhodovani?

Velmi

Délezité

Neutralne

Skér

dolezité

neddlezité

Absoltitne
nedbleZité

Reklamaény poriadok

)

0

0

0

0

Kbvalita tovaru (som ochotny
zaplatit’ viac za kvalitny tovar)

o

0]

0

o

0]

Cena nehfadiac na kvalitu
(kvalita nie je ddleZita, chcem
nakipit’ ¢o najlacnejsie)

o

<

o

o

Vernostny program

Postovné zdarma

Zl'avové kupény na d’alsi nakup

Overeny a doveryhodny
predajca

Online recenzie

Odporiiéania od influencerov

Odporiiania od priatelov

Odporti¢ania od rodiny

Pokrytie na socialnych médiach
(Facebook, Instagram, Twitter,
Linkeln...)

QIOIQ(Q[C]| O|C|0|0

=li=l|=]{c] =] el le]le]f!

=li=l{=]l=]{=]BN-]][]le}

=l{=](=]=][=] BN l{e]{e]le

=] (=]} ] (=] Bl e](e] (=}

Vizualna pritaZlivost' tovaru

Etika a moralka danej znatky

Vzorky zdarma pred samotnym
nékupom

=][=][e)

|0

=)=} a]

Qoo

(=) (e} e}

13. Citite sa zahlteni obrovskym mnoZstvom roéznych moznosti pri nikupnom rozhodovani?
= Mate pocit, Ze existuje prili§ vela variant jedného produktu a to vam stazuje rozhodovanie pri

nakupovani?
1 2 3 4 5
Ano, urégite o 0 o 0 0 Vdbec nie

14, Ako doleZité je pre vis vlastnit’ nasledujiice veci?

Velmi Doélezité Neutralne Skor Absoliitne

délezité neddlezité neddleZité
Dom/byt 0o [¢] [8) 0 0
Auto 0] [0 0] 0 O
TV 0O [0 0 0O 0
Znatkové oble¢enie 0 0o 0 (o) 0]

15. Aké sii podl’a vas vyhody nakupovania online?

% Uspora asu
Setrenie pefiazi

Detailny popis produktov
Jednoduché vyhladdvanie

(o R R e e R« R e

& Iné

Sirsf sortiment na jednom mieste

Moznost’ nakupovat’ nonstop
MoZnost’ porovnania s konkurenciou
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16. Aké s podla vés nevyhody nakupovania online?

o
&
L8]

Chybajici osobny kontakt s tovarom

Cakanie na dorugenie

Platba vopred

Zlotitejsi proces vybavenia reklamdcie/ staZnosti
Poplatky za dopravi/ postovné a balné

Iné

17. Ktoré z nasledujiicich moZnosti zdieFanej ekonomiky ste uZ niekedy vyuzili?

o

[ R = )

Zdielanie ubytovania - prendgjom domu bytu/izby niekomu
ZdieTlanie ubytovania - prendjom domu/bytw/izby od niekoho
ZdieTanie dopravy (napr. cesta autom)

Prendjom auta od niekoho

Prendjom auta nickomu

Predaj pouzitych veci

Nékup pouZitych veci

PoZitanie pefiazi niekomu (socidlne pozitky, P2P pozitky)
PoZitanie pefazi od niekoho (socidlne pozicky, P2P pozicky)
O takejto moznosti som este nikdy nepocul/a

Ziadne z uvedenych

18. Ak Ziadne - z akého dévodu?

e}

[’
¥

e}

Nechcem zdiel'at’ svoje veci s cudzimi Fud’mj
Nechcem si poZigiavat' od cudzich Pudi

Mém obavy o svoju bezpeénost’

Bojim sa, Ze niekto mé2e poskodit moje veci
Bojim sa, Ze mdZem poskodif’ cudzie veci
Registrdcia je prili3 zlozita

Zicastnil/a som sa aktivit zdielanej ekonomiky
Iné

19. Aké st podla vis vyhody zdiePanej ekonomiky?

e

Moznost’ privyrobenia si

PrileZitost’ udetrit’ peniaze

PrileZitost’ ugetrit’ &as

Vicsi vyber tovaru a sluZieb
Efektivnejsie vyuZivanie zdrojov/zisob
Ziadne vyhody

Iné

20. Aké st podl'a vds moZné nevyhody zdicPanej ekonomiky?

Chybajica reguldcia zo strany vlady
Chybajlca ochrana spotrebitela

Ohrozenie bezpednosti

Maéze to viest' k podvodom

Tradi¢né podniky prichadzaji o trzby

NiZ3ie tatne prijmy (najmi z platenych dani)
Ziadne nevyhody

Iné
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21. Kipili ste si uZ niekedy second-hand produkty?
0 Ano, pravidelne
0 Ano, niekorkokrat
0 Razalebo dva krat
0 Nie

22, Kvéli ¢omu ste sa rozhodli pre kipu takychto produktov?
O Aby som uSetril/a peniaze
O Aby som podporil/a malych podnikatelov
O Aby som si kipil/a nieco jedine¢né
O LepSie vyuzitie zdrojov — neplytvanie
O Iné

23. Co by vis presvedtilo o kiipe takychto produktov?
O NiZsia cena
O Podpora malych podnikatel'ov
O Jedine¢nost’ - unikatnost’ veci
O Odportitania od inych
O Setrenie Zivotného prostredia
O Lepsie vyuzitie zdrojov — neplytvanie
0 Iné

24. Potuli ste uZ niekedy o tzv. "dumpster diving"?
Dumpster diving = "stravovanie” z kontajnerov, kedy reitaurdcie &i supermarkety vyhadzuji zdravotne
nezdvadné potraviny, ktoré si vizudine nepritazlivé (ovocie, zelenina) alebo im prdve v ten defi skondila
doba trvanlivosti a nestihli sa predat, do Specidlnych kontajnerov na bioodpad a odtial maju Fudia moznost’
vzial’si ich domov a tak usetrit.

O Pocul/a a uz som to aj vyskusal/a
Potul/a, e3te som to nevyskasal/a, ale CHCEL/A by som
Pocul/a, e3te som to nevyskusal/a a ani by som NECHCEL/A
Nepoctul/a, ale ak by bola moZnost’ vyskisal/a by som
Nepocul/a a nikdy by som to ani nevyskusal/a

O 00O

25. Vyskiifali ste si "dumpster diving" na Slovensku alebo v zahrani&i?
0 Na Slovensku ‘
0 'V zahranici
O Aj na Slovensku, aj v zahrani¢{

26. Preto by ste nikdy nevyskuaiali "dumpster diving"?
O Rad3ej si potraviny k(pim

Nepotrebujem udetrit’ peniaze

Nezaujima ma plytvanie potravinami

Myslim si, Ze to je nechutné

Vadi mi, ¢o by si 0 mne myslelo okolie

Iné

© O O OO0
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27. Aka je podl'a vis najviitSia vyhoda "dumpster diving"?

0

O O O O

MoZnost’ udetrenia pefiazi
Menej plytvania potravinami
Mensie mnoZstvo odpadu
Pomoc l'ud’'om v niidzi

Iné

28. Aki je podPa vés najvitia nevyhoda "dumpster diving"?

0

©c O OO0

Hrozba nékazy réznymi chorobami
Neistota, Ze potraviny st zdravotne nezdvadné
Spina v kontajneroch

Moze to byt ilegdlne - vstup na stikromny pozemok
Iné
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APPENDIX P II: QUEST IONNAIRE IN ENGLISH

Questionnaire
Buying Habits Survey

Hello,

My name is Veronika Privrelovd and I am a student of English for Business Administration of Tomas Bata University in
Zlin, Czech republic. This way I would like to kindly ask you to answer some questions related to a research included in
my bachelor’s thesis.The thesis is dealing with the changes in buying habits among generations X and Y. This
questionnaire is designated only for residents from Slovakia who were born between 1965 and 1996, Thank you for
your time and sincerity while answering the questions.

1. Where are you from? 7. Do you commute to work or school?
O Slovakia - O Everyday
O Other O Few times a week
O Few times a month
2. Areyou...? 0 Few times a year
0 Female 0 Ido not commute
O Male
8. Which way(s) of commuting do you use?
3. When were you born? © Car
O Between 1965 and 1979 @ Bus
O Between 1980 and 1996 ©  Public transportation (within a town) -
O Neither of the above bus, metro, tram
& Taxi
4a. How old are you? @ Car sharing (Uber, BlaBlaCar, etc.)
0 3945 & Bicycle
0 46-53 % I do not commute
4b. How old are you? 9. Do you live in an owned house/apt or do
o 22-30 you rent it?
o 3138 O I own ahouse/apt
O Irent a house/apt
5. Which of the following categories best O Tlive with parents
describes your employment status? O Other
O Full time
O Part time 10. Why don't you own a housefapt?
0 Self-employed O Itis too expensive
O Employed student O TItistoo early
O Unemployed student O Ido not want to
0 Unemployed - NOT looking for a job O Other
O Unemployed - looking for a job
O Maternity leave 11. Which way of shopping do you prefer?
O Retired O Online (mobile, PC,tablet, etc.)
O Disabled, not able to work 0 Offline (in store)
0 Other O 50/50 (50% offline, 50% online)

6. What is your monthly net income?
0 No income

1-200€

201-500€

501-800€

801-1200€

1201€ and more

o O O 0O

TR
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12. How important are the following aspects for you when it comes to making a shopping decision?
(Either online or offline)

Extremely | Important Neutral Of little Not
important importance | important
at all

Good return policy 0 0 9] 0 0
Good value for the price (you are (0] (0] (0] 0 0
willing to spend more for good
quality goods)
Price regardless the quality/value 0 0] 0] 0 o
(quality is not important, you just
want to spend as little money as
possible)
Customer loyalty/ reward programs 0 0 0 0] )
Free shipping 0 0 o) 0O L))
Discount coupons for your next 0 0o 0 o o
purchase/s
Trusted seller status 0 0 0 0] o
Online reviews 0 (0] 0 [0) o
Influencer's recommendations 0 0 0 0] o
Friend's recommendations 0 0 o 0 0
Family recommendations 0 [0 o (0] o
Social media presence (Facebook, 0 o o (0] o
Instagram, Twitter,LinkedIn)
Visual appeal of the goods [0 0 o 9 4
Brand morals and ethics 0 0 o 8 0
Free samples prior to purchase 0 0] o o 1))

13. 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 difficull.

1 2 3 4 5
Yes, extremely o o 0] o 0] Not at all

14. How important is it for you to own the following?

Extremely Important Neutral Of little Not important
important importance at all
House/apartment 0] 0 0 o 0
Car 0 0 0 0 0
TV [8) o 0 o (9]
Designer clothes 9] o 0] o o

15. What are the advantages of shopping online for you?
© Time saving

Money saving

Greater offer at one place

Detailed product description

Simple search

Nonstop shopping

Possibility to compare competition

Other
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16. What are the disadvantages of shopping online for you?

Missing personal contact with the goods
Waiting time - delivery time

Payment in advance

More complex complaint/return process
Postage and packing fees

Other

17. Which of the following sharing economy possibilities have you ever used?

RO

&

Accommodation sharing - renting house/apt/room to someone
Accommodation sharing - renting house/apt/room from someone
Car/transport sharing

Car lending

Car borrowing

Used goods selling

Used goods buying

Lending money to someone (peer-to-peer loans)

Borrowing money from someone (peer-to-peer loans)

Never heard of it

None of the above

18. If none - What was the reason?

ray
o

s

19. Wh

TS

1 do not want to share my things with strangers

I do not want to borrow things from strangers

I am worried about my safety

I am worried that my things will be damaged

I am worried that I might damage someone else’s things
I prefer to deal with traditional companies

It is too difficult to sign up

I participated in those activities

Other

at advantages do you see in the sharing economy?

Extra income opportunities
Opportunity to save money
Opportunity to save time

Greater choice of goods and services
More efficient use of resources
None

Other

20. What potential drawbacks do you see in the sharing economy?

i

e

Lack of government regulation

Lack of customer protection

Safety threats

It can lead to fraud and scams

It takes away profit from businesses

Loss in government revenues (mainly from the taxes)
None '
Other
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21. Have you ever purchased second-hand products?
0 Yes, regularly
0 Yes, few times
0O Yes, once or twice
0 No

22. Why did you choose to buy second-hand products?
0 To save money '

To support small businesses or individuals

To buy more unique stuff

To support not wasting - better use of resources
Other

OO0 00

23. What would encourage you to buy second-hand product?
O Lower price

O Support of small businesses or individuals

O More unique stuff

0 Recommendations

O Helping the environment

O Better use of resources

O Other

24. Have you ever heard of so called " dumpster diving"?
“Dumpster diving” 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.
O Yes and I have also tried it
Yes, but I have never tried it, I would like to
Yes, but I have never tried in and never would
No, but I would like to try it
No and I would never try it

O O 0O O

25. Have you tried "dumpster diving" in Slovakia or other country?
O In Slovakia

O Abroad
O Both

26. Why would you never try "dumpster diving?
O Iprefer to buy the food
I do not need to save any money
I do not care about wasting of food
I think it is disgusting
T'am concerned about what others would think

O O OO
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27. What is the biggest advantage you see in the "dumpster diving"?

28.

0

O 0O O O

W]
0
0]
&)
o]
0

Possibility to save money
Less wasting of food
Less garbage

Help for people in need
Other

hat is the biggest disadvantage you see in the "dumpster diving"'?

Threat of an infection
The food may be harmful
Dirt in the waste containers

It could be illegal — trespassing
Other



