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Abstract: The aim of the study is to compare personality traits (extraversion, agreeableness, open-
ness to experience, conscientiousness and neuroticism) and buying behavior among respondents from
the Y and Z generations in the context of gender. The research sample consisted of 105 respondents
aged between 18 and 65 years (average age: 32.34, standard deviation: 11.81). The sample included 57
women, 48 men, 32 respondents from generation Y and 41 respondents from generation Z. A shortened
version of the Big Five (Janovska 2011) questionnaire was used to explore the personality traits, which
consists of 40 adjectives, where respondents answered on the scale from 1 — quite inaccurately to 8
— quite accurately. The Customers’ buying behavior (CBB) authors’ questionnaire consists of 7 items,
where respondents rated by the Likert scale from 1 — doesn’t matter at all to 5 — depends very much.
The research results were processed in statistical program IBM SPSS 20.00 Statistics and assessed by
T-test for two independent samples. Research results showed statistically significant gender differences
in the level of extraversion, agreeableness and conscientiousness in favor of women. On the other hand,
research results showed statistically significant difference in the level of extraversion between respond-
ents from generation Y and respondents from generation Z in favor of respondents from generation Z.
The limitation of research study is an occasional choice of research sample.
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1. THEORETICAL BACKGROUND

Personality traits deal with temporally and situationally invariant personal characteristics
that distinguish different individuals and lead to consistencies in behavior across situations
and over time (McAdams, 2001). Personality traits can be measured by the popular Big Five
model. It is defined as a hierarchical model with five broad factors, which represent personality
at the broadest level of abstraction. “Each bipolar factor (e.g., extraversion vs. introversion) sum-
marizes several more specific facets (e.g., sociability), which, in turn, subsume a large number
of even more specific traits (e.g., talkative, outgoing). The Big Five framework suggests that
most individual differences in human personality can be classified into five broad, empirically
derived domains” (Gosling, Rentfrow & Swann, 2003, p. 506).It focuses on a core set of behav-
ioral traits: extraversion, neuroticism, agreeableness, conscientiousness and openness to experi-
ence and its proponents argue that people can be understood by knowing how much they display
each of these five traits in their lives (Sheldon, Ryan, Rawsthorne & Ilardi, 1997).

As McCrae and John (1992) explain, the model integrates a wide array of personality con-
structs, thus can be used in many areas of research. Also, it is comprehensive and gives basis
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for exploration between personality traits and other indicators. Third benefit they point out is
efficiency of the Big Five model, because of only five scores. Baumgartner (2002) states that
“consumers’ standing on the purchase-related traits could also be related to more basic dimen-
sions of personality such as the Big Five factors in an effort to find out to what extent different
purchase behaviors have their roots in more basic tendencies of the individual” (p. 289).Accord-
ing to the literature (Nga & Ken Yien, 2013; Giovannini & Thomas, 2015; Lin, 2011) we aimed
our research to relationships between personality traits (measured with The Big Five model),
generations (Horvathova & Copikova, 2015) and gender.

Generation is defined as people within a delineated population, who experience the same sig-
nificant events within a given period of time (Robinson 2018). The differences in trade behavior
among individual generations are dealt with in generational marketing that uses the generation
segmentation in marketing communication (Kumar, 2014; Bacik et al., 2018).

Through the segmentation of customers, it is possible to acquire information enabling to create
new products and services, to understand the different requirements and preferences or to know
what customers appreciate (Mainland 2012). An overview of generations in Slovak conditions
is shown in Picture 1.

Generstion X Generation Y Generation Z Generation
Baby Boom
1946-1964 1965-1981 1982-1992 1993-2010

Picture 1. The boundaries of the years for individual generations

Source: Horvathova & Copikova, 2015.

The Baby Boom generation refers to people born during economic prosperity after World War
IT in the USA (1946 - 1964). They grew up in a stable period believing that they have political
and social responsibility and can influence the world they live in (Mainland 2012; Hansen &
Leuty 2012). Baby Boomers are confident, independent, and self-reliant. Their negative feature
is avoiding changes and insufficient adaptability (Kane 2019). They are attracted to the foreign
or exotic and reject high fashion, imitations, and fakes (Littrell, Jin Ma & Halepete, 2005).
Baby Boomers “want to know how a product was made, who made it, and what will happen to
it when they are done with it” (Ray, 1997, p. 32). For the purposes of research study, the deter-
mination of years for generation X is the range of customers born between years 1965 — 1981.
As Wroblewski (2018) claims, this generation highly values freedom and independence. They
are competitive, self-assertive and hardworking, on the other hand individualistic and less loyal.
They prefer balance between a working and private life. Customers in the X generation, can be
gained by marketing staff through media means that are fragmented and reasonless. They better
respond on product design, which has more diversified choices (Lin, 2011). The customers of
generation Y (1982-1992) are able to actively search, classify, filter and analyze needed infor-
mation. This generation is more resistant and skeptical to traditional marketing tools and tactics
as the previous generations (Hershatter & Eprstein 2010; Broadbridge et al. 2007). Generation
Y consumers are viewed as being high public self-conscious individuals and are more likely to
be brand conscious when making purchase decisions (Giovannini & Thomas, 2015). For this
generation, the uniqueness of the product can be enhanced to create an atmosphere that is new
and unconventional to allow them to have the sense of superiority of being different (Lin, 2011).
For the generation Z (1993-2010), according to IBM (2017) technologies are still a natural part
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of their life and require a higher standard as the previous generations. They are accustomed
to high-tech and multiple information sources, with messages from all sides. They have never
lived without the Internet. Generation Z values authenticity and realness. From the marketing
view they are discerning consumers who think a lot about what they are going to wear and the
purchases they make themselves (Williams & Page, 2011).

The last facet of research study is comparison of customer buying behavior in the context of
gender. Birknerova, Frankovsky, Zbihlejova & Parova (2017) explain gender in three levels:
socio-structural level, interpersonal level and individual level. There are a number of studies
that confirm different buying behaviors from a gender perspective. As Benko & Pelster (2013)
report, women in buying behavior tend to collect important information during the actual pur-
chasing process. They enter the shop with a certain idea, but they are also open to the other
possibilities that occur during the meeting itself. Men focus their attention on a particular role
and do not change their plans and activities during the purchasing process. They trust more in
their judgment and decide faster than women. Jones et al. (1998) examined the role of gender
in forming a relationship between seller and buyer. They found that the perception of this re-
lationship depended on the seller’s and the buyer’s gender, the relationship being perceived as
stronger when the seller and the buyer are of the same gender. In the study Homburg & Stock
(2005) is shown that the relationship between the seller and the buyer is positively moderated
by sellers” empathy, expertise and reliability. The research by Mitchell and Walsh (2006) shows
that women are more perfectionist than men. Men are less sensitive to news and fashion and
women are more likely to get confused.

2. RESEARCH METHODOLOGY

The main goal of the research is to compare personality traits and customer buying behavior in the
context of gender and generation of respondents. Statistically significant differences are assuming
in the level of personality traits and customer buying behavior in the context of generation.

3. RESEARCH SAMPLE

Research sample consisted of 105 respondents aged from 18 to 65 years (average age was 32.34
with standard deviation 11.807). The proportionality of gender was uneven- the sample con-
tained 48 men and 57 women. The research sample consisted of 8 respondents from generation
BB (year of birth 1946-1964), 24 respondents from generation X (year of birth 1965-1981), 32
respondents from generation Y (year of birth 1982-1992) and 41 respondents from generation
Z (year of birth 1993-2010).The participants of the research were selected by using occasional
selection.

4. RESEARCH METHODS

For research purpose were used two self-reported questionnaires. A shortened version of the
Big Five questionnaire (Janovska, 2011) was used to explore the personality traits, which con-
sists of 40 adjectives, where respondents answered on the scale from 1 — quite inaccurately to 8
— quite (accurately). Factors of Big five methodology (extraversion, neuroticism, agreeableness,
conscientiousness and openness to experience) consist of 8 items. Shortened version of the Big
Five questionnaire measures five personality traits (extraversion, neuroticism, agreeableness,
conscientiousness and openness to experience). Cronbach’s alpha was 0.79.
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The Customers’ buying behavior (CBB) authors’ questionnaire consists of 7 items, where re-
spondents rated by the Likert scale from 1 — doesn’t matter at all to 5 — depends very much.
Cronbach’s alpha was 0.84.

Example of items CBB questionnaire:
» To what extent do you care about the price of the products?
» To what extent do you care about the color design of the store?

5. RESEARCH RESULTS

The comparison of differences in the level of personality traits (extraversion, agreeableness,
conscientiousness, openness to experience and neuroticism) and customers” buying behavior
in the context of gender and generation of participants were assessed by using statistical meth-
od t-test for two independent samples and processed in statistical program IBM SPSS 20.00
Statistics. Table 1 shows statistically significant differences in the level personality traits and
customers” buying behavior in the context of gender.

Table 1. Comparison of statistically significant gender differences in the level of personality
traits and customers’ buying behavior of participants

aaer [ 0 | e | ponet T T T
Extraversion W&‘:;“ i; g.';gj g?g? 2.442 103 0.016
Agreeableness WI\‘;[‘:;“ i; gt;gf ?_‘333 3243 103 0.002
Conscientiousness WI\‘;[‘:;“ i; g;z; g:g;‘é 3.065 103 0.003
Openness to experience W&I:;n i; 2(2)23 (l)gg 1.120 103 0.266
Neuroticism WI\‘;[‘:;“ i; :'.?883 (1):(9);6‘ 1003 103 0.318
Buying behavior WI\‘;[‘:;“ i; iffﬁ 8:232 2.637 103 0.010

Source: own processing

The comparison of means of gender differences is statistically significant in four cases. Statisti-
cally significant gender differences in the level of extraversion (p=0.016) were detected. In the
level of extraversion was the difference 0.384 in favor of women. Statistically gender differences
were found in the level of agreeableness, conscientiousness and customers” buying behavior. In
the level of agreeableness was the difference 0.592 in favor of women. In the level of conscien-
tiousness was the difference 0.569 in favor of women. Finally, in the level of customers” buying
behavior was the difference 0.294 in favor of women. Table 2 shows statistically significant
differences in the level of personality traits and customers” buying behavior in the context of
generation.

The comparison of means of differences in the context of generation was statistically signif-
icant in one case. Statistically significant differences were found in the level of extraversion
(p=0.007). In the level of extraversion was the difference 0.488 in favor of participants from
generation Z. In the level of agreeableness, conscientiousness, openness to experience, neuroti-
cism and customers” buying behavior we did not find statistically significant differences.
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Table 2. Comparison of statistically significant differences in the level of personality traits
and customers” buying behavior in the context of generation of participants

Generation n Mean ]S)z:f;:;:; t ];ifzsz::lf p
Extraversion g:;‘:;:t:l‘:;; fﬁ ézg; 8:;2 2755 | 69812 | 0.007
Agreeableness ?}erizzttii(())i ; 435 Zi;; 832?7’ -1.700 71 0.093
Conscientiousness g:i:i?igi ; ﬁ 2232 8322 -0.610 71 0.544
Openness to experience ?}:Irll::?i?)lrll; ﬁ ‘5‘247‘2 (1)23411 -1.899 71 0.063
S o o PPy T P
Buying behavior gzzzrrz?lzﬁ ; fﬁ ;iﬁ 8:24212 1641 71 0.105

Source: own processing

6. DISCUSSION AND CONCLUSION

The aim of the study was to compare personality traits (extraversion, agreeableness, openness
to experience, conscientiousness and neuroticism) and customers” buying behavior among re-
spondents from the Y and Z generations in the context of gender. The research results were
processed in statistical program IBM SPSS 20.00 Statistics and assessed by T- test for two
independent samples.

The use of the Big five methodology in relation to customers” buying behavior has found ap-
plication in many studies. The recent study of Ratnawat & Borgave (2019) was focused on
investigation of Big-Five personality to impulsive buying behavior. The data for the present
study were collected from 178 respondents and random sampling in India was chosen as the
technique. In this study agreeableness and neuroticism significantly correlated with impulsive
buying behavior. Vice versa extraversion, openness and conscientiousness practically did not
have correlations with impulsive buying behavior.

Results of the study showed statistically significant gender differences in the level of extraver-
sion, agreeableness and conscientiousness in favor of women. Women scored higher than men
in the level of extraversion, agreeableness, conscientiousness and customers” buying behavior.
Similarly, McCrae & Cost (1990) refer to gender differences concerning to the Big Five model
such that women tend to show higher scores on agreeableness and neuroticism, are evident in
different cultural contexts.

In the generational context, on the base of analyses were confirmed statistically significant dif-
ference only in the level of extraversion between customers from generation Y and Z. In this
identified statistically significant difference, customers from the generation Z scored higher
than customer from the Generation Y. The customers from younger Generation Z are more
extroverted than the Generation Y.

These findings are consistent with earlier studies (Ratnawat & Borgave 2019; Farwizah, Rahim
& Abd Rahim 2018; Ercis & Unalan 2017; McCrae & Costa 1990). All these findings point out to

importance of knowledge different personality traits in the context of customers” buying behav-
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ior from the point of view of gender and generation of customers. This issue creates space for fu-
ture research that has a general and interdisciplinary character. The limitation of research study
is an occasional choice of research sample and low number of respondents. The research results
are basis for future research with more socio - demographic and personality characteristics.
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