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Abstract

Purpose: The baby boomers and the millennials, who make up the largest share of the market, are showing the gap in their differentiated cultural
styles. The purpose of this study is to study the consumption propensity and purchasing determinants of the baby boomers generation and the
millennials generation, which have become a very important key pillar in shaping the market based on the cultural dimension model theory of
h(=>H)opstead, and to identify the difference Research design, data, and methodology: In order to verify the research hypotheses, The data was
collected from the baby boomers and the millennials using online questionnaires. The pre-test was conducted from October 10 to 12, 2019, and
the main survey was conducted from October 15 to 25. A total of 230 copies were recalled, and the final 219 copies were used for the final
analysis. Results: The consumption propensity between the baby boomers and the millennials differed in resource saving purchase propensity and
impulse buying propensity. The baby boomers showed higher resource saving purchase propensity than the millennials, while the millennials
showed higher impulse buying propensity. There was a difference in the determinants to purchasing only in the evaluation factor. Results of
gender differences by generation, baby boomers differed in their planned purchase propensity, and women were higher. The millennials
generation differed in resource saving purchase propensity and awareness propensity for others, all higher in men. In determinants to purchasing,
the baby boomers did not differ in gender, and the millennials did differ in product factors. A canonical correlations analysis of the relationship
between the baby boomers and the millennials showed a significant relationship between consumption propensity and determinants to purchasing.
Also, the baby boomer generation has the biggest link between impulse buying propensity and evaluation factor. The millennials generation
showed the biggest link between resource saving purchase and product factors. Conclusions: This study compared consumption propensity and
determinants to purchasing of baby boomers and millennials on the basis of Hopstead's cultural dimension model theory to identify differences
between generations, presenting practical and theoretical implications for establishing a correct understanding and specific marketing strategy
among generation.
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Figure 1: A Change in the Consumption Population
Sources: Shin & Lee, 2018.
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Table 1: Demographic Profile of the Respondents (n=219)

Generation
Total
Demographic variables Baby Boomers Millennials
Frequency(n) % Frequency(n) % Frequency(n) %
Male 108 476 39 339 60 577
Gender

Female 119 524 79 66.1 44 423
20s 76 34.7 0 0 76 73.1
30s 27 123 0 0 27 269

Age 40s 49 224 49 426 0 0

50s 60 274 59 513 0 0

60s 7 32 7 6.1 0 0
High school 76 347 37 323 39 375
Education Two year college 38 174 19 16.5 19 18.3
Level University 80 36.5 39 339 41 394
Master Course 25 114 20 174 5 4.8
Professionals 45 20.5 25 217 20 19.2

Public official 9 41 7 6.1 2 19
Salaryman 37 169 18 157 19 183

Self-employed 19 8.7 15 130 4 3.8

Job

Service 19 8.7 10 8.7 9 8.7

Manufacture worker 9 4.1 6 52 3 29

Housewife 19 8.7 18 15.7 1 1.0
Others 62 283 16 139 46 442
Under 2 million 78 356 26 226 52 500
- il 45 39.1 45 433

Income 2 ~ <4 million 90 41.1

(unit=won) 4 ~ <6 million 36 16.4 32 278 4 38
Above 6 million 15 6.8 12 104 3 29
Total 219 1000 115 525 104 475
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Table 2: Exploratory Factor Analysis and Reliability Analysis
Factors and items FaCt.or Eigen EX plain Cronbach a
loading values Variance(%)
Resource saving purchase propensity 3.191 18.772 746
I tend to try to use my old one for a long time rather than 704
buying new ones. ’
I tend to buy only the products that I really need. 787
They tend to Precious cherish, and use even cheap goods. 676
I always think about the propriety of my situation and 490
situation when I buy things. :
Consumption Awareness propensity for others 2.804 16.491 752
propensity
When I use a trendy or expensive product, I would be 845
happy if other people would recognize me. ’
I feel good when I talk to others about high-end products I 839
own. ’
When I buy something, I tend to be aware of other people's 637
evaluations. ’
T look carefully at what people around me wear. S18
Planned purchase propensity 2484 14.613 759
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I tend to buy products using discount period of products. 864
I find and buy the cheapest way to buy things. 844
I tend to plan and buy anything in advance. 506
Before shopping, I tend to make a list of purchases and buy
- . 490
them according to the list.
Impulse buying propensity 2.049 12.054 .861
When new and unique products come out, I tend to buy 756
them immediately. ’
Even unplanned products are often purchased if they are
- 689
liked.
I tend to buy what I want regardless of other people's eyes. 756
I think living happily today is a happier life than saving 315
money for an opaque future. :
I tend to buy expensive goods by all means when I want 712
them. ’
KMO = 810, Bartlett = 1552.916(df=136, p = .000)
Product Factor 2.176 21.765 662
Purchase considering product quality and function 789
Purchase considering the price of the product 708
Purchase considering the ease of use of the product 737
Brand Factor 2.067 20.671 694
Purchase considering the brand image of the product 612
D i Purchase considering the manufacturer of the product 800
eterminants
to . Purchase considering the reputation and trust of the product 643
purchasing
Purchase considering the country of origin of the product 614
Evaluation Factor 1.939 19.395 715
Considering product experience or reviews 749
Considering the surrounding image of the product 716
Considering the evaluation of the people around me 738

KMO = 801, Bartlett = 565.203(df=136, p = .000)

43. A7 HS

431 Mch 7+ 2H|AS Kfo| 25

HloJH] S0} MClel LI Mk Zto] AH|ABI0] X[ZtEl Kjoj=
SRS test S 0|8310) ZSETIQICH 241 21} Table 30flA{2} 200,
HlolH] 20{ MCiel L2ILIY McHol [ XFIEOl A8 (=410
p<OlI} ZETOIASK=3510, p<0l0| SAMOZ Qof8t Kjo|2

HOl= A2 LIERT RIAEFEE2 H|O[H| 20 MCHM=5447}
2L MCHM=476) 2CF = UEfHCH SSTOIge2 ot
Hithz H|OlB| £ MCi(M=299) 7} 22|LIZ MCHM=367=Ct =

LIErGtTE
JBiLh EfRlolAlAMBI AT AEe AlCh Zte] fol7}
SAO R Qo[iR| QT MRk HL.2 SEXHE gQiCk
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Table 3: Independent Sample t-test Results for Testing Difference in Consumption Propensity between Generations

Consumption Mean 5D
Propensity Bab(i]lfl?sl;l ers I\/I(illllzlllgi?ls Baby Boomers Millennials Gyalue e Results
Resource saving purchase 5.44 476 1.194 1.240 4.110 000" Supported
Awareness propensity for 392 411 1443 1425 -997 320 | Not supported
others
Planned purchase propensity 497 4.70 1.271 1.299 1.524 129 Not supported

Impulse buying propensity 2.99 3.67 1.395 1.487 -3510 001" Supported

"p<.10,” p<05,"" p<0l1

432 Nch ZH FojEE el xto] dE LIEFRITE  B7tQol2  H|oH] 20  MCHM=4637t LS

HolH] 201 Mciet LY Ak 7iol RozEacl) xjzte
Ko7t K| UZHHOR SHUEL test S AABIUCH SA Zih
Tble: 4 OfAfet Zo|, Hlof| =0 AlcHet el Aokl 2
IR 0It=-3493, p<0l)0| EAH o2 Qo8 Xj0|2 BO|= ZHo=

MICHM=523)=C} =2 A2 LT
J2Lh MEQo 23E 2012 MO 7ol Xo7t sAHe=
FOISIA| AT R H2 = F2 A E[QACE

Table 4: Independent Sample t-Test Results for Testing Difference in Determinants of Purchase between Generations

c Mean S.D.
onsumption
Propensity Bab(i'1 flolosl;lers I\/I(illll:nl:‘n):‘i:)nls Baby Boomers D Fitamilt t-value p-value Results
Product Factor 5.86 5.74 856 1.074 284 Not supported
Brand Factor 4.95 4.66 1.088 1210 1.845 066 Not supported
Evaluation Factor 4.68 523 1.257 1.064 3493 001" Supported
" p<.10,” p<05,"" p<01
433, G0 [HE 2H| G2 x}o| HF Jdgt AZFoget ssTodee U Moiel Edat
HIO|H| SO MCHo| Mo M2 AH|MEE| RXIZHEl Xfo|7t =X Ol 22| XO|= SAHLZ ROSH| Be A= LIEHIC, M2t
HESS|AF ERHE ttest 2 AA|SIQICE 2A 2D} Table 5 0AQF H32 22 AEHZ|QUCE
Z0| HoH| RO AMchel Hdar ofdo mME aHIEE0=
ST =2605 p<O)O| SHXMOZ Qo KO|S HOlB 434 AHo| m}E TOHEHERQ Kto| HE

EEM=4550| O gM=518)=Ct 2 = LIE} '-“if ApaEoRge
EtRlojAlde, S3Toidet2 HolH| £ Mol H
Kol= SAHLCZ ROPIA| fie A2 LIERCE oHH, 2L
MicHel Ednt ol mME AHgElE ARG E=2308
p<05)2t ‘EtRIO|AYekt=258 p<05)0| SAHL2Z Folst A0S
2ol 22 LIEtHCE ARESgE2 YUY Mo
BHEM=5000]  OlgM=4MECt =2 Ae=E  LIED,
EfRlojAldet= 2L MLl B M=4420] OlgM=370=Ct

E AOZ LEIGITE

IT

HoH] £ Miel Jgof| wE ToiEFEalo XZE Ko7t
UeX| ASSIOA} ZEHE ttest 7} MA|Z|QUCE BM Zu) Table
6 OfiAet 20|, H|O[H] £ Mtio| Hdnh o dof mE FoiEE
200l HMZF [0 2= 29l HIF 22lo] M Zf 220
SAHLZ Rt Ko7t fl= A2 LiEtGCh obH, LY
Mol =8t ofgol mE FoEEedds MERQ1t=3152
p<0D)0| SAH2Z Folh A0|E HOl= A2 LIEfKIT,

MEeel2 YUY Mol HEM=59%)0] OgM=545=LCt
EXACE LIHX| EHEQ0 7t l2 JEel Xo|7t SAH2=
TOISIA| AT, R HA = F2 A E[QACE
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Table 5: Independent Sample T-test Results for Testing Differences in Consumption Propensity between Gender

q Mean S.D.
Cl());lsunlllp.ttlon Generation t-value p-value Results
opensily Male Female Male Female
R . B 5.17 5.57 1.351 1.091 -1.697 092 Not supported
esource saving
purchase M 5.00 444 1.224 1.204 2.308 023° Supported
Awareness B 3.79 398 1.381 1478 -.674 502 Not supported
propensity -
for others M 442 3.70 1416 1.347 2.586 011 Supported
_ *
Planned purchase B 4.55 5.18 1.334 1.189 2.605 010 Supported
propensity M 478 4.60 1.381 1.188 700 486 Not supported
. B 3.05 2.96 1.564 1310 338 736 Not supported
Impulse buying
propensity M 354 387 1.573 1358 1113 269 Not supported

" p<.10," p<05, " p<01
Note: B(Baby Boomers: Male(n=39) / Female(n=76)), M(Millennials: Male(n=60) / Female(n=44))

Table 6: Independent SampleTt-test Results for Testing Differences in Determinants to Purchasing between Generations

: Mean S.D.
Cl(;:_l sump.ttlon Generation t-value p-value Results
ORISR Male Female Male Female

B 5.68 596 330 .888 -1.641 .103 Not supported

Product Factor
M 5.96 545 736 926 3.152 002%* Supported
B 499 492 1.146 1.064 306 760 Not supported

Brand Factor
M 4.80 448 1.219 1.188 1.307 194 Not supported
B 4.60 472 1.216 1.285 -470 639 Not supported

Evaluation Factor

M 5.36 507 1.123 966 1.392 167 Not supported

* p<.10, #* p<.05, ##* p<.01
Note: B(Baby Boomers: Male(n=39) / Female(n=76)), M(Millennials: Male(n=60) / Female(n=44))

435. 2H[ gt FOHEERQ 7o 2A| A=976, p>051h LI MEH &=~ 3(r =186, A=965 p>05)S H|2let
Hjo|H| £t LafL|Y McH Zizto| AH|deknt POiZAFQQl Ziof  HIO[H] SO MEH &= 1r=674 A=449, p<0l, LY ACH

o

o= = L O] U=KIE WL QM FEGE 2 Ur =616 A=462 p<OL} H|OH] L0} MEH 2t 2r=395 =824
£ M(canonical correlation analysis)O| AA|E| ULt p<0D), 2L MICH === 2(r =479, A=744, p<01)0j| M F2|0|ot oz

HEATEMOIN 2t Ho| QM2 MEDMAPMAK|nonical coss  EHEHEIACE WEkM HS oF H6 = AHRZ|RACL FEEL2EAM A,

r

loadng)S 013101 LEHEICL HEDAEIYAIE BSZO2 HE| ol 8% 2 20t 84 10| & O SA%O= Qolufs My2e Kl
o Hao CIE WSZomeE QL TSl MBEPIS  EHE UK UM B @ToMs w4 1 g Bdo=
LEtle Zom o waot O Fbo| 4SS Esl  UENDEA 2N MHEYTH (abe T, igue 2 H%)

HEHIo] 27 M-S LHEHHCH ee & Yoon, 2007). YEHYRE 7o MONQ M2 UEihs wew ¥E

HIkle] R RAIQ| Wakg LIEHHD HMIX|Q| 37| #Ale]  S=A|FRedundany Coeffident Inded= THOHZEROIQ210] 2[510]

HEE LIEEH, 2 d7oME 2 d7oMe Mol 37|17t 28&ls HOH| FO M| SHlEY SFEdes 12 177 =2
Hrigt 3 O|ME 7|02 MEMT Evt metzioict 24 Znp UERD, ZEUY Mool HlEer SEdtEe 1 2 12 2

TN 371 YEATSITt EEE|RIOH, 75 HIg(ikeihood ratiyS  LIEHGTE Eot AHIGEO| off HPEl= HOH] £H AHLHS|
2|0[5k= Wiks Lamda 42 &fTH2 Zut H|O|H| £ M &==3(=153,
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TOAERC FELER 1 2 169 2 LIEH, 2L Mojel oAl @Ediiels 12 117 2 LIEHICE
Canonical  Cross Cross Canonical
Loadings Loadings Loadings Loadings
Resource saving B: .042 B:.028 B: .127 B: .188 Product
purchase :-.908 M:-.559 M: -.584 M: -.948 Factor
Awareness tendency
for others
Consumption Deterl:;mants Brand
propensity . M: .090 Factor
purchasing
Planned purchase B: 169
propensity M: 117
Note : B(BabyBoomers), M(Millennials), CRI(Canonical Redundancy Index)
Impulse buying B B: -.590 Evaluation
propensity M:.520 M:.320 M: -.091 M: -.147 Factor

Figure 2: Structural Coefficients of Canonical Correlation

Table 7: Results of Canonical Correlation

e ] Canonical loadings Cross loadings
correlation coefficients & &
Factors 1 2 3 1 2 3 1 2
B M B M B M B M B M B M B M B M B M
ASP | -088 | -.697 | 308 | 302 | -777| -075 | 042 | -908 | 664 | 239 |-700 | -211 | .028 | -.559 | 262 | 014 | -.107 | 016
cp APO |-496 | -024 |-337| 781 | -683| 723 |-.871| .089 |-094 | 920 |-.353 | 316 |-.587 | 055 | -037 | 441 |-054 | 059
PPP | -.100 | -424 | 843 | 038 | 573 | -557 |-.183 | -708 | 941 | .089 | .038 | -.338 | -.124 | -439 | 371 | .043 | 006 |-.063
IBP -633| 133 | 174 | 445 | 523 |-1.012|-875| .520 | -.168 | .605 | .369 | -.583 | -.590 | .320 | -.066 | 290 | 057 |-.108
Redundancy
Coefficient 177 | 152 | 053 | 070 | .004 | .005
Index
PF 536 | -1.020 | 910 | -.082 | 910 | -251 | .188 | -948 | 980 | 239 | -059 | -211 | .127 | -.584 | .387 | .114 | -.009 |-.039
DP BF -185| 337 | .110 | 385 | .110 | -1.079 | -.588 | 090 | 437 | .778 | 680 | -.621 |-397 | 056 | .173 | 373 | .104 | -.116
EF -922 | -020 | 124 | 762 | 124 | 951 |-857|-.147| 486 | 945 |-.171 | 291 |-578 |-091 | .192 | 453 |-.026| .054
Redundancy
Coefficient 169 | 117 | 072 | .119 | .004 | 006
Index
Canonical function 1 Canonical function 2 Canonical function 3
Function
Baby Boomers Millennials Baby Boomers Millennials Baby Boomers Millennials
Canonical 674 616 395 479 153 186
Correlations
Eigenvalue 834 611 185 298 024 036
Wilk’s Lamda 449 462 .824 744 976 965
Chi-SQ 87.982 76.547 21.251 29.339 2.620 3.489
df 12.000 12.000 6.000 6.000 2.000 2.000
Sig. 000 000 00273 0003 270 175

" p<0.10, " p<0.05, ™ p<0.01

Note: B(Baby Boomers), M(Millennials), CP(Consumption Propensity), DP(Determinants of purchase), ASP(Resource saving purchase),
ATO(Awareness purchase for others), PPP(Planned purchase propensity), IBP(Impulse buying propensity), PF(Product Factor),
BF(Brand Factor), EF(Evaluation Factor)
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