
ABSTRACT 

HOOD, SARA LEWIS. Understanding the Role of Instagram in Young Adult Consumers’ 
Purchase and Post-Purchase Evaluation Behaviors. (Under the direction of Dr. Kristin Thoney-
Barletta). 
 

This study explored the role that Instagram, a prominent social media platform, plays in 

the consumer decision-making process of 21st-century young adults (age 18-27) in the United 

States as they shop online for apparel and interact with the digital profiles of apparel brands. 

Specifically, this study looked at how Instagram influences consumers’ purchase and post-

purchase evaluation behaviors, as defined by the Engel-Kollat-Blackwell (EKB) model of 

consumer behavior. Instagram has become an influential social media platform in the lives of 

young adult consumers, offering opportunities for users to shop for products, interact with 

brands, discuss experiences with peers, and seek inspiration from social media influencers. The 

sample population for this study is comprised of individuals from two generational cohorts – 

Generation Y (Millennials) and Generation Z – to enable the evaluation of any effect that 

generational cohort may have on consumers’ purchase and post-purchase evaluation behaviors 

on Instagram.  

This study had three primary objectives: (1) to compare the purchase behavior of young 

adult consumers from different generational cohorts on Instagram; (2) to compare the post-

purchase evaluation behaviors of young adult consumers from different generational cohorts on 

Instagram; and (3) to understand how young adult consumers’ trust of Instagram content affects 

their decision-making behaviors. Based on these objectives, the following research hypotheses 

were developed:  

H1: There is a difference on average in the purchase behavior on Instagram between 

Millennials and Generation Z 



H2: There is a difference on average in the post-purchase evaluation behavior on 

Instagram between Millennials and Generation Z 

H3: The mean score for Millennial consumers in sharing feedback on brand experience 

on Instagram will be higher than the mean score of Generation Z consumers  

H4: There is a difference on average in consumers’ trust of content on Instagram between 

Millennials and Generation Z 

H5a: There is a difference on average in consumers’ purchase behavior on Instagram 

based on whether they do or do not trust Instagram  

H5b: There is a difference on average in consumers’ post-purchase evaluation behavior 

on Instagram based on whether they do or do not trust Instagram  

Survey responses were collected via the Qualtrics panel service, then coded and analyzed using 

JMP statistical software. After the data was standardized, an exploratory factor analysis was 

conducted and the reliability and construct validity of each factor was confirmed. A series of 

statistical hypotheses were developed where research hypotheses H1-H5 became the alternative 

hypotheses, thereby rejection of a null hypothesis led to the acceptance of the corresponding 

research hypothesis. Appropriate methods, including one-way ANOVA, pooled t-tests, and 

standard t-tests, were used to test the statistical hypotheses. Results indicated that five out of the 

six statistical hypotheses were rejected; consequently, five out of six of the research hypotheses 

were accepted. These findings provide meaningful insights on the purchase and post-purchase 

behaviors of young adult consumers from different generational cohorts in the context of 

Instagram.  
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CHAPTER 1: INTRODUCTION 

1.1 Background of the Study 

Social media is an integral part of the lives of today’s young consumers, impacting the 

way they communicate with peers, consume content, and interact with companies. As such, 

social media platforms like Facebook and Instagram have become an important marketing tool 

for textile and apparel brands. Previous research has explored several aspects of the relationship 

between social media and marketing, including the role of Facebook as an influential factor that 

affects consumers’ brand awareness and purchase intention (Dennhardt, Hutter, Hautz, & Füller, 

2014). The rise of influencer marketing has also contributed to the increasing popularity of 

Instagram and the evolution of the platform’s role in consumer decision-making. “Social media 

influencers are referred to as people who have built a sizable social network of people following 

them… [they are seen as] being a trusted tastemaker in one or several niches” (Veirman, 

Cauberghe, & Hudders, 2017, p. 798). Many young adult consumers look to influencers for 

product reviews and recommendations, making influencer marketing a viable tool for brands. 

This shift has changed the landscape of digital advertising and product promotion, adding a new 

dimension to consumer decision-making in the age of social media. 

Young adult consumers, particularly those in Generation Y (Millennials) and Generation 

Z, are understood to be a powerful buying force in today’s economy. Generation Y has overtaken 

the Baby Boomer generation as the most populous generation in the United States, and a report 

from Morgan Stanley noted that while apparel spending has decreased among consumers age 65 

and older, subsectors of the apparel industry – especially retail and apparel companies with a 

focus on value – have the potential to position themselves for success among consumers in 

younger generations (“How a ‘Youth Boom,’” 2019). Generation Z, born between 1998 and 
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2013, accounted for approximately 40% of global consumers in 2020 and had a spending power 

of $143 billion (Davis, 2020). Women’s Wear Daily reported in 2020 that the Millennial 

generation represents the largest percentage of the workforce in the United States, are the biggest 

users of social media, and are the consumers most likely to make purchases online. Additionally, 

Millennials were projected to be the highest spending generation in 2020 with an estimated 

spending power of $1.4 trillion (Pastore, 2020). As Generation Y and Generation Z consumers 

continue to be a dominant buying force, especially within the apparel industry, understanding the 

factors that influence these consumers’ decision-making processes is incredibly important to the 

success of brands and companies working to reach this demographic. 

The consumer decision-making process as defined by Engel, Kollat, and Blackwell 

(1968) has five key stages: (1) Problem Recognition, (2) External Search, (3) Alternative 

Evaluation, (4) Purchasing Process, and (5) Post-Purchase Evaluation. Social media has the 

potential to impact several of these decision-making stages, especially within a market segment 

that has integrated social media platforms so deeply into their lives. Instagram has become 

especially popular among Millennials for social media interactions and fashion-related 

behaviors; a 2019 study found that Millennials are more likely to use Pinterest and Instagram for 

fashion-seeking behaviors than other social media platforms (Facebook, Twitter, etc.) and that 

Millennials are likely to use Twitter and Instagram for following celebrities, brands, and 

companies. The same study noted that Instagram was the top platform of choice for Millennials 

looking to view and post pictures and for entertainment purposes (Nelson, Moore, and Swanson, 

2019). A 2017 report by RetailDive revealed that of 2,000 Instagram users surveyed, 72% said 

that Instagram has influenced their purchase decisions and that they have made fashion, beauty, 

or style-related purchases after seeing an image on Instagram (Salpini, 2017). Additionally, 
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Hubspot data reveals that, “71% of people are more likely to make a purchase online if the 

product or service comes recommended by others” (Arnold, 2017). As Instagram becomes an 

increasingly prominent social commerce platform, exploring the role that Instagram plays in 

consumer behavior among young adults will become especially important.  

Instagram has been highly regarded for the role it plays in the e-commerce and brick-and-

mortar buyers’ journeys, with Forbes noting that, “a user’s ability to buy natively through 

Instagram radically shortens the buyer journey allowing businesses to easily find, inspire and 

convert a window shopper into a customer” (Svirskis, 2020). The ability to make purchases 

through Instagram is relatively new; Instagram introduced the in-feed shopping feature in 2018, 

began allowing users to checkout without leaving Instagram through the use of shoppable tags in 

2019, and debuted the Instagram “Shops” feature, which allows users to shop brands’ virtual 

storefronts on their individual profiles and to shop a curated collection of products from the Shop 

tab, in 2020 (Nishimura, 2019; “Introducing Checkout,” 2019; “Introducing Shops,” 2020). A 

GlobalData study on consumers in the UK found that 38.7% of Generation Z online shoppers 

had purchased products through Instagram shopping; following closely behind were Millennial 

consumers, 34.3% of whom had made a purchase through Instagram (Nishimura, 2019). 

Additional research is needed to explore how Instagram interactions, including peer-to-peer 

discussions of products, user-brand interactions on official corporate pages, and/or shopping 

through Instagram shoppable tags and Shop pages, affect the purchase and post-purchase 

behaviors of young adult consumers in the United States. 

1.2 Purpose of the Study 

The purpose of this survey was to examine the role that Instagram, a prominent social 

media platform, plays in the consumer decision-making process of 21st-century young adults 
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(age 18-27) in the United States as they shop online for apparel and interact with the digital 

profiles of apparel brands. Specifically, this study looked at how Instagram influences 

consumers’ purchase and post-purchase evaluation behaviors, as defined by the Engel-Kollat-

Blackwell (EKB) model of consumer behavior. Few prior studies were found that explore if and 

how social media, specifically Instagram, affects the decision-making behavior of young 

consumers – those who fall on the line in between the Generation Z and Millennial age groups. 

Members of Generation Z – individuals born after 1997 – and members of Generation Y or 

“Millennials”– individuals born between 1981 and 1997 – have unique characteristics, but 

studies on their differences in decision-making behavior are limited due to the age of Generation 

Z; many members of Generation Z have just reached the age of 18, making them eligible for 

participation in research studies. As new social media platforms become influential elements of 

young consumers’ lives, it is logical to assume that those platforms may impact their decision-

making behavior. This study will seek to understand those impacts within the context of young 

adults’ use of Instagram, helping to fill a gap in existing literature and enabling a deeper 

understanding of how generational characteristics and social media habits may influence 

purchase and post-purchase evaluation behaviors. 

1.3 Research Questions 

In order to effectively examine the role that Instagram plays in the decision making 

process of young adult consumers, the following research questions were developed: 

RQ1: Do consumers use Instagram for purchase behaviors? 

RQ2: Do consumers use Instagram for post-purchase evaluation behaviors? 

RQ3: How do purchase and post-purchase behaviors on Instagram vary among 

generational cohorts? 
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RQ4: Does consumers’ trust of Instagram and its content affect their decision-making 

behaviors? 

1.4  Research Objectives 

The objectives of this study were as follows: 

1. To compare the purchase behavior of young adult consumers from different generational 

cohorts on Instagram 

2. To compare the post-purchase evaluation behaviors of young adult consumers from 

different generational cohorts on Instagram 

3. To understand how young adult consumers’ trust of Instagram content affects their 

decision-making behaviors 

1.5 Study Assumptions 

In the development of this study, several noteworthy assumptions were made. First, it is 

assumed that the way survey respondents use Instagram for social networking may influence 

their behavior in post-purchase evaluations. For example, users who are more active on 

Instagram may frequently use the platform for sharing post-purchase opinions about a product, 

whereas users who use Instagram largely for browsing may be reluctant to share post-purchase 

evaluations. Similarly, it is assumed that respondents’ Instagram preferences may affect their 

purchase behaviors – for example, how often they are on Instagram, how long their account has 

been active, etc. The Instagram “shop” features, including shoppable tags and the Instagram shop 

page, are relatively new to the social media platform, so another key assumption of this study is 

that respondents are familiar with these features and will respond to survey items with these two 

specific purchase methods in mind. These assumptions will be considered in the development of 

survey questions to ensure that measures are reliable and valid while taking into consideration 
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factors and attitudes that may influence the behaviors being studied. Finally, it is assumed that a 

sample of individuals age 18-27 will provide an adequate representation of both Generation Y 

(Millennial) and Generation Z consumers; this range theoretically includes five birth years that 

are Generation Z-specific and five that are Millennial-specific in order to maintain a balanced 

sample population to the best possible extent, but literature is conflicting on where the Millennial 

generation “ends” and Generation Z begins.  

1.6 Limitations of the Study 

There are several key limitations in this study, most of which center around the nature of 

quantitative research methods like survey analysis. First and foremost, ensuring that the 

questionnaire used consists of reliable, valid measures is a distinct challenge, and limitations of 

our study may result from any scales or measures used that are determined to be unreliable or 

invalid. Additionally, online survey distribution can result in the receipt of incomplete or 

otherwise unreliable responses, so missed questions, ignored instructions, and dishonest answers 

can all prove to be limitations when using this research method. As we aim to understand 

consumers’ previous purchasing behaviors and willingness to purchase products via Instagram, 

another notable limitation is that we cannot verify purchases and must rely on participants’ 

claims when analyzing results and drawing conclusions. The anonymized nature of online 

surveys means that we cannot determine the intention and reasoning behind the answers 

provided by respondents, nor can we confirm with absolute certainty that the answers provided 

meet the criteria we have set forth in our instructions, so our study is also limited in that regard. 

Another major limitation to this study is the impact of the COVID-19 global pandemic on 

consumers’ buying behaviors. In March of 2020, the COVID-19 outbreak accelerated in the 

United States, resulting in widespread “stay-at-home” executive orders issued across the nation. 
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This pandemic created noticeable shifts in consumer behavior, with McKinsey & Company 

reporting that consumers worldwide dramatically decreased their discretionary spending in 

product categories like apparel, footwear, accessories, travel, and entertainment (Bhargava et al., 

2020). Consumers were also forced to adapt their purchasing behavior since the brick-and-mortar 

shopping atmosphere changed drastically with state and national safety mandates. In order to 

gain a holistic perspective of consumers’ purchase and post-purchase evaluation behaviors, 

respondents were asked to consider their behaviors over the past year (approximately from 

November 2019 – November 2020) and to describe their intended behaviors for the next six 

months. Widening the timeline should accommodate for some of the effects that COVID-19 may 

have had on consumers’ responses, but changes in the buying landscape that are associated with 

the global pandemic are a noteworthy study limitation. 
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CHAPTER 2: LITERATURE REVIEW 

2.1 The Engel-Kollat-Blackwell (EKB) Model of Consumer Behavior 

The EKB model of consumer behavior was developed in 1968, building on the stages of 

John Dewey’s (1910) problem-solving process (Darley, Blankson, & Luethge, 2010). The EKB 

model is made up of five stages: problem recognition, external search, alternative evaluation, 

purchasing process, and post-purchase evaluation (Engel, Kollat, & Blackwell, 1968; Leljak & 

Dobrinic, 2019). The five stages of the Engel-Kollat-Blackwell model provide a framework for 

this study, which will examine the role that Instagram, a prominent social media platform, plays 

in the consumer decision-making process of 21st-century young adults (age 18-27) in the United 

States as they shop online for apparel and interact with the digital profiles of apparel brands. In 

1978, Engel, Kollat, & Blackwell expanded their research on consumer behavior modeling and 

identified several key motives for why people shop. These included personal motives such as 

diversion, self-gratification, and learning about new trends, as well as social motives like peer 

group attraction, status and authority, and communications with others having a similar interest 

(Tauber, 1972, as cited in Engel et al., 1978). Social motives have become especially relevant as 

social networks have become more prominent, demonstrating the importance of understanding 

both personal and social motives when evaluating consumers’ purchase and post-purchase 

evaluation behaviors.  

Wen (2012) provides an adapted version of the EKB model based on a figure originally 

created by Darley et al. (2010). This figure, shown below, accounts for a multitude of external 

variables, including individual characteristics, social influences, situational factors, and online 
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environment aspects like website quality, interface, experience, and satisfaction (Wen, 2012; See 

Figure 2.1).  

 
Figure 2.1 The Engel-Kollat-Blackwell Model of Consumer Behavior in E-Commerce. Adapted from 

Wen (2012)  

Koo, Kim, & Lee (2008) also studied the effects of variables like web atmosphere, 

information quality, and visual design on consumers’ re-patronage intention, as well as the 

effects that consumers’ values – and whether they are hedonic or utilitarian in nature – had on 

their perceptions of online store attributes. Their study found that both hedonic and utilitarian 

motivations led to positive evaluations of online store attributes and that information quality, 

after-sales service, product assortment, and visual design all significantly affected re-patronage 

intention (Koo et al., 2008). For the purpose of this study, exploring online environment 
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attributes in the context of Instagram will be crucial; factors like profile quality, ease of 

shopping, satisfaction, and social connectivity and/or interactions could impact consumers’ 

experience with a brand and its products, thereby influencing their purchase and post-purchase 

evaluation processes. Furthermore, understanding the relationship between satisfaction or 

dissatisfaction and an individual’s beliefs, attitudes, and intentions could provide insight into 

how young adult consumers’ experiences with brands on Instagram affect their future purchase 

intentions and post-purchase evaluation behaviors. 

2.2 Social Media and Consumer Decision-Making 

Previous research has utilized the Engel-Kollat-Blackwell model of consumer behavior 

and decision-making to understand online consumer behavior and decision-making processes 

(Darley et al., 2010; Chen, Lee, Wu, Sung, & Chen, 2017). Darley et al. (2010) found that while 

previous literature has focused on the links between external search, behavioral intentions, and 

purchase with individual factors and online environmental factors, opportunities for future 

research are prevalent as researchers seek to understand consumer decision-making in a digital 

context. Chen et al. (2017) noted that, “as opposed to… physical store consumer behavior, online 

consumer behavior combines both the information search [stage] and the alternative comparisons 

to provide relatively customized information” (p. 143). Their study also found that consumers 

often rely on evaluations and experiences shared by other consumers who have purchased a 

product before, rather than information provided by retailers or obtained in brick-and-mortar 

stores, when making their own purchasing decisions. With that said, consumers appear to consult 

online salespersons in digital environments when seeking information on a product, especially if 

an immediate response is desired (Chen et al. 2017). 



  11 

 

As previously mentioned, several studies have looked at consumer behavior on social 

networking sites like Facebook and Twitter, platforms that have been around for more than a 

decade and have become popular amongst many generations (Hidvégi & Kelemen-Erdős, 2016; 

Kietzmann, Silvestre, McCarthy, & Pitt, 2012). Additionally, some studies have explored the 

impact of social media on consumers’ buying behavior; Oumayma (2019) found that Facebook 

was reported as the most influential social media network on consumer purchasing by Moroccan 

social media users, followed by YouTube and Instagram. More recently, Djafarova and Bowes 

(2020) explored the impulse buying behavior of Generation Z consumers in the fashion industry, 

using the stimulus-organism-response (SOR) model to understand how brand-generated content, 

key opinion leaders, and user-generated content on Instagram influenced impulse buying 

behavior. This study asserted that gender played an important role in, “determining the influence 

of Instagram marketing strategies on impulse purchasing behavior,” and encouraged brands to 

adapt their communication strategies accordingly (Djafarova & Bowes, 2020, p. 7). Nash (2019) 

conducted in-depth interviews and focus groups with members of Generation X and Generation 

Y to evaluate high fashion retailers’ presence on social media and its impact on consumers’ 

decision-making processes. This study found that members of Generation Y often used social 

media platforms to engage with high-street fashion and that social media has, “created a 

consumer that can be impacted at any stage of the decision process” (Nash, 2019, p. 95).  

While few studies have explored consumer purchase and post-purchase evaluation 

behaviors on Instagram specifically, Ko (2018) studied the factors driving social sharing and 

shopping intentions on social networking sites in general. Their research explored both the 

factors affecting social commerce desire and the effect of that desire on an individual’s social 

commerce intention on social networking sites through a questionnaire. The survey Ko used 
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focused primarily on Facebook, reinforcing the need for additional research on how other social 

networking sites may influence consumer behavior. Ko (2018) created a unique research model 

that has the potential to translate well into research on other social networking sites; their 

original figure has been adapted below (See Figure 2.2) 

 

Figure 2.2 Research Model: Social Sharing and Shopping Intentions. Adapted from Ko (2018). 

A gap in the current literature exists wherein the aforementioned consumer decision-

making behaviors have not been explored on Instagram or similar platforms, specifically in the 

context of comparing behaviors among Generation Y (Millennial) and Generation Z consumers. 

Understanding consumers’ attitudes toward using Instagram for purchase and post-purchase 

behaviors, as well as how their actions in these decision-making processes differ on Instagram in 

comparison to other online or offline shopping environments, will provide valuable insights that 

are beneficial for brands and market researchers. Exploring the role that Instagram plays in the 

purchase and post-purchase evaluation stages of the Engel-Kollat-Blackwell consumer decision-
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making model will enable a deeper understanding of consumers’ purchasing behavior, decision-

making processes, and online apparel consumption behavior via social media.  

2.3 Generational Cohort Characteristics 

Schewe & Meredith (2004) explain that generational cohorts are, “groups of individuals 

who are born during the same time period and travel through life together. They experience 

similar external events during their late adolescent/early adulthood years [and] these ‘defining 

moments’ influence their values, preferences, attitudes and buying behavior in ways that remain 

with them over their entire lifetime” (p. 52). Generational cohort theory suggests that these 

shared experiences constitute a generational identity that is unique and differentiating. While 

previous studies have shown that the online decision-making processes of each generation differ, 

it is possible that exploring the role of Instagram in the consumer decision-making process will 

reveal unexpected similarities and differences in members of both generations. Further 

exploration of the role that Instagram plays in the purchase and post-purchase evaluation 

behaviors of Millennial and Generation Z consumers is also beneficial to fill a gap in the 

literature, as limited studies are currently available that thoroughly explore these behaviors 

among young adults in the United States.  

2.3.1 Millennials vs. Generation Z: Purchase and Post-Purchase Behaviors 

Studies have shown that Millennials - specifically, younger members of the Millennial 

generation - will purchase products online and, “do not delay to make a purchase by analyzing, 

discussing, or examining a product of similar kind with friends, peers, [etc.]” (SivaKumar & 

Gunasekaran, 2017, p. 229). On the contrary, Hidvégi & Kelemen-Erdős (2016) found that 

members of Generation Z – at the time of their study – did not prefer online to offline shopping, 

perhaps because of their financial and/or economic status. As previously mentioned, Djafarova 
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and Bowes (2020) have explored how brand-generated content, user-generated content, and key 

opinion leaders on Instagram influence the impulse buying behaviors of Generation Z 

consumers. While previous studies have explored the shopping behaviors of Millennial 

consumers using social networking sites, further research is needed to understand Generation Z 

consumers’ buying behaviors in online shopping environments and via social media platforms 

like Instagram. Some studies have explored the influence of social networking sites like 

Instagram on consumer misbehavior and on young consumers’ attitudes towards social 

commerce and their intentions to adopt social commerce, but additional research to understand 

young consumers’ purchase and post-purchase behaviors via Instagram was not widely available 

(Jacobsen & Barnes, 2020; Cho & Son, 2019). Understanding how peers influence their 

purchasing decisions is critical to reaching Generation Z consumers; for this reason, Instagram 

may be a beneficial tool for understanding post-purchase evaluation behaviors, as social 

networking sites provide a way for young consumers to connect and share their experiences with 

others (Nelson et al., 2019). 

Members of Generation Z have been found to use the internet as their primary source of 

information but ask for the opinions of family members and friends when making purchasing 

decisions (Hidvégi & Kelemen-Erdős, 2016). The information-seeking behaviors of Millennials 

in digital fashion domains – e.g. fashion blogs and social media platforms – have been 

previously explored, but limited studies were found that explored the information-seeking 

behaviors of Generation Z members in similar domains (Jones & Kang, 2019). Research 

suggests that Millennials are more likely to use Instagram and Twitter to follow brands and 

companies compared to other social networking sites, demonstrating the relevance of a study 

focusing on the role of Instagram in consumer decision-making and buying behavior (Nelson et 
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al., 2019). Kennedy and Guzmán (2017) found that Millennial consumers’ perceived ability to 

influence a brand on Instagram positively affected their attributions about a brand, their 

willingness to engage in co-creation (the process of two or more parties coming together to 

create value), and their purchase intention; this is indicative of the value that Millennial 

consumers place on their ability to influence brands on Instagram and how that affects their 

sharing behaviors and purchase intentions. 

2.3.2 Millennials, Generation Z, and Consumer Trust of Instagram 

Consumer trust is a widely-explored factor that influences consumer decision-making 

behaviors in a multitude of contexts. For the purpose of this study, consumer trust of social 

networking sites like Instagram is important to consider in the evaluation of consumers’ purchase 

and post-purchase evaluation behaviors on the Instagram platform. Jones and Kang (2019) 

studied Millennial consumers’ fashion information-seeking behaviors and motivations, using 

focus groups to explore consumers’ use of different forms of digital fashion media, including 

social media sites and fashion blogs. This study found that consumers valued authenticity and 

trusted bloggers more than traditional fashion media sources, seeking opinions from individuals 

they relate to and placing value in authentic, trustworthy opinions (Jones & Kang, 2019). 

Herrando, Jimenez-Martinez, & Hoyos (2019) compared consumers’ trust of user-generated 

information and company-generated information on social commerce websites, finding that 

Generation Z was more trusting of user-generated information, while Millennials (Generation Y) 

preferred company-generated information.  

In their study of social capital on Instagram, McKneely, Kim, Leung, and Fookulangara 

(2020) found that perceived usefulness, perceived enjoyment, shared values, and norms of 

reciprocity (cognitive social capital) affected consumer trust. The sample for this study was 
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largely comprised of young adults age 18-25, providing valuable insights on factors that 

influence young adult consumers’ trust of Instagram; however, this study was specifically 

designed to provide information for small apparel retailers so that they can remain competitive, 

potentially limiting the generalizability of results to more broad-scale contexts like consumer 

decision-making behaviors on Instagram (McKneely et al., 2020). Each of these studies provides 

valuable information on the factors that influence consumers’ trust of Instagram, but further 

research on how consumers’ trust of Instagram affects their purchase and post-purchase 

behaviors on the platform could provide meaningful insights for brands looking to reach young 

adult consumers. 
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CHAPTER 3: METHODOLOGY 

3.1 Purpose Statement and Research Objectives 

The purpose of this survey was to examine the role that Instagram, a prominent social 

media platform, plays in the consumer decision-making process of 21st-century young adults 

(age 18-27) in the United States as they shop online for apparel and interact with the digital 

profiles of apparel brands. Specifically, this study looked at how Instagram influences 

consumers’ purchase and post-purchase evaluation behaviors, as defined by the Engel-Kollat-

Blackwell (EKB) model of consumer behavior. The objectives of this study were as follows: 

1. To compare the purchase behavior of young adult consumers from different generational 

cohorts on Instagram 

2. To compare the post-purchase evaluation behaviors of young adult consumers from 

different generational cohorts on Instagram 

3. To understand how young adult consumers’ trust of Instagram content affects their 

decision-making behaviors 

3.2 Survey Development 

This survey aimed to measure several key variables, including consumers’ purchase 

behavior on Instagram, if - and how - consumers use Instagram for post-purchase evaluation, 

consumers’ trust of online purchases, and consumers’ willingness to seek out and/or provide 

information on a brand experience with peers on Instagram. Demographic factors like age, 

gender, and income level were also captured through this questionnaire, as well as psychographic 

characteristics like Instagram habits (account duration, activity level, etc.), offline purchase and 

post-purchase evaluation behaviors, and web-based, non-Instagram purchase and post-purchase 

evaluation behaviors. The questionnaire for this study was developed using scales and questions 
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from external research literature where applicable. A combination of multiple choice and Likert 

scale questions was provided to gain a full understanding of respondents’ perspectives on the 

topics being addressed. The survey used for this study can be found in Appendix A.  

Survey items used to measure respondents’ Instagram activity level were adapted from 

Ko (2018) (See Appendix A, Q4 & Q5). Scales measuring consumer purchase behavior in 

physical, online, and Instagram channels were adapted from Ko (2018) (See Appendix A, Q11-

13). Respondents’ willingness to consider the experiences and/or follow the recommendations of 

their followers on Instagram were measured using five-point scales adapted from Ko (2018), as 

were the scales used to measure respondents’ willingness to share their own experiences with 

followers on Instagram (See Appendix A, Q14 & Q17). Consumer post-purchase evaluation 

behaviors were measured on seven-point Likert scales that were adapted from the findings of 

Djafarova and Rushworth (2017) (See Appendix A, Q15 & Q16). Finally, items used to measure 

consumer trust of Instagram were adapted from Herrando, Jimenez-Martines, and Martin-De 

Hoyos (2018) (See Appendix A, Q18 & Q19). 

3.2.1 Hypotheses 

Based on the contents of the survey questionnaire and the objectives of this study, the following 

hypotheses were developed: 

H1: There is a difference on average in the purchase behavior on Instagram between 

Millennials and Generation Z 

H0: There is no difference on average in the purchase behavior on Instagram 

between Millennials and Generation Z 

H2: There is a difference on average in the post-purchase evaluation behavior on 

Instagram between Millennials and Generation Z 
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H0: There is no difference on average in the post-purchase evaluation behavior on 

Instagram between Millennials and Generation Z 

H3: The mean score for Millennial consumers in sharing feedback on brand experience 

on Instagram will be higher than the mean score of Generation Z consumers  

H0: There is no difference on average between Millennial consumers and 

Generation Z consumers in sharing feedback on brand experience on Instagram 

H4: There is a difference on average in consumers’ trust of content on Instagram between 

Millennials and Generation Z 

H0: There is no difference on average in consumers’ trust of content on Instagram 

between Millennials and Generation Z 

H5a: There is a difference on average in consumers’ purchase behavior on Instagram 

based on whether they do or do not trust Instagram 

H0: There is no difference on average in consumers’ purchase behavior on 

Instagram based on whether they do or do not trust Instagram 

H5b: There is a difference on average in consumers’ post-purchase evaluation behavior 

on Instagram based on whether they do or do not trust Instagram 

H0: There is no difference on average in consumers’ post-purchase evaluation 

behavior on Instagram based on whether they do or do not trust Instagram 

3.2.2 Qualifying Questions 

In order to ensure that all respondents selected for survey participation fit the ideal 

sample, a series of qualifying questions were used. These qualifying questions were implemented 

to help preserve the integrity of the study and to ensure that the data collected are reliable, valid, 

and ultimately meaningful in helping to address the research questions and test the stated 
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hypotheses. Birth year was used to ensure that respondents fit into the desired range for analysis 

(age 18-27), while account status – whether or not the respondent had an Instagram account – 

and account activity level were used to eliminate respondents who would not have the level of 

experience necessary to provide accurate data on Instagram behaviors. If respondents answered 

“no” when asked if they had an Instagram account, their survey response was terminated; 

similarly, respondents were terminated if they selected “never” when asked how often they used 

Instagram (See Appendix A, Q3 & Q5). Attention-check measures were also implemented by 

Qualtrics through the use of two attention-check survey items, one placed at the beginning of the 

survey and one placed near the end to ensure that all responses were fully completed to the best 

of the respondents’ abilities (See Appendix A, Q1 & Q17 – item 4). 

3.3 Data Collection and Analysis Methods 

In order to accomplish the objectives of this study, a survey was distributed via Qualtrics 

– a web-based survey software – to 226 participants in the United States between the ages of 18 

and 27. Initially, a total of 225 respondents were requested from Qualtrics; a pilot test of the 

survey was distributed to 20 participants in the target demographic, after which a sample of the 

results was analyzed to ensure that all measures on the survey were functioning properly. The 

survey was updated to fix an error in one of the attention check questions, then the updated 

instrument was distributed via Qualtrics to collect a final sample of N = 226. A total of 236 

respondents took the survey; 9 responses were eliminated after failing an attention check during 

the pilot testing phase of the survey, while one additional response was eliminated due to an 

unusable response for birth year (one of the primary categories used for analysis). Data obtained 

through this survey was analyzed using JMP Pro statistical software (Version 14.2). Analyses 
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conducted include exploratory factor analysis, reliability testing, and hypothesis testing using 

appropriate methods for the variables being explored.  
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CHAPTER 4: RESULTS 

4.1 Descriptive Analyses 

Descriptive analyses on the frequency and distribution of responses for each component 

in section one (demographics) were evaluated in order to understand the characteristics of the 

sample population. The population included 226 participants born between the years 1993 and 

2002, 71% of whom identified as female. 41.5% of respondents have had an Instagram account 

for more than 5 years, and 42% of respondents stated that they use Instagram 5 or more times per 

day. Further information on the demographics of the sample population, including Instagram 

behaviors, educational level, and personal income level, are found in Table 1. It is important to 

note that birth year and self-identified generational cohort were captured in separate items; birth 

year was used to place respondents into generational cohorts for hypothesis testing, while results 

from the cohort self-identification question were used to compare actual birth cohort collective 

behaviors to the collective behaviors of respondents per their self-identified cohorts.  

Table 1. Descriptive Statistics of Participant Characteristics. 

Characteristics Frequency (n=226) Percentage 

Birth Year   

     1993 14 6.195% 
     1994 20 8.85% 
     1995 27 11.947% 
     1996 17 7.522% 
     1997 25 11.062% 
     1998 25 11.062% 
     1999 19 8.407% 
     2000 33 14.602% 
     2001 19 8.407% 
     2002 27 11.947% 

Account Duration   

     Less than 6 months 6 2.655% 
     6 months – less than 1 year 15 6.637% 
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Table 1 (continued). 

     1 year – less than 3 years 43 19.027% 
     3 years – less than 5 years 68 30.088% 
     More than 5 years 94 41.593% 

Instagram Activity   

     1 – 3 times per week 53 23.451% 
     4 – 6 times per week 19 8.407% 
     Once per day 24 10.619% 
     2 – 4 times per day 35 15.487% 
     5 or more times per day 95 42.035% 

Gender   

     Male 62 27.434% 
     Female 162 71.681% 
     Other (non-binary) 2 0.885% 

Education Level   

     Some high school education 19 8.407% 
     High school diploma or equivalent 65 28.761% 
     Some college, no degree 58 25.664% 
     Associate degree 29 12.832% 
     Bachelor’s degree 48 21.239% 
     Master’s degree or above 7 3.097% 

Annual Personal Income Level   

     < $10,000 61 26.991% 
     $10,000 - $19,999 32 14.159% 
     $20,000 - $34,999 46 20.354% 
     $35,000 - $49,999 31 13.717% 
     $50,000 - $74,999 28 12.389% 
     $75,000 - $99,999 20 8.85% 
     $100,000+ 8 3.54% 

Cohort Identity (Self-Identified)   

     Generation Z 108 47.788% 
     Generation Y (Millennials) 72 31.858% 
     Not Sure 46 20.354% 

In addition to the descriptive analysis conducted on the items from section one, data 

analysis was conducted on the distribution and frequency of responses to the “select all that 

apply” question included in section two (See Appendix A, Q10). The purpose of this analysis 
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was to better understand where respondents had shopped for apparel items over the past year; 

other questions on the survey, including the Likert-type items in sections two, three, and four, 

sought to understand consumers’ future shopping intentions (as opposed to their previous 

shopping behaviors). Since respondents were able to select all applicable options to the “select 

all that apply” question, the frequency of each item was calculated out of the total number of 

respondents (226) and each percentage is out of 100%. The results of the descriptive analysis of 

Q10 are found in Table 2. Respondents could also choose “other” and enter their response into a 

text field. The respondents who chose “other” mentioned shopping via Amazon, Etsy, and 

Instagram “flash sales” (wherein the respondent would interact with the brand page to purchase 

items, commenting “sold” on desired items). 

Table 2. Descriptive Statistics of Participant Purchase Behavior. 

 Frequency (n=226) Percentage 

In the past year, which of the following retail channels have 
you used to make a purchase?  

Select all that apply. 

  

     Physical retail store (in-person) 172 76.11% 

     Apparel brand website (e.g. Nike.com, 
          oldnavy.com, zara.com) 

143 63.27% 

     Department store website (e.g. target.com, 
          nordstrom.com, macys.com) 

120 53.10% 

     Instagram shoppable product tag (found on a 
          photo posted by a brand or department store) 

71 31.42% 

     Instagram “Shop” page (found on the Instagram 
          profile of a brand or department store) 

71 31.42% 

     Instagram “Shop” page and/or shoppable 
          product tag 

103 45.58% 

NOTE: Frequency for each item is out of 100% since respondents could select multiple options 

4.2 Factor Analysis 

In order to perform an exploratory factor analysis that included both five-point and 

seven-point scales, all forty Likert-type survey items were standardized prior to analysis using 
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the Column Standardization formula in JMP. The Kaiser-Meyer-Olkin (KMO) Measure of 

Sampling Adequacy was calculated over these forty items. Since the KMO was found to be 

0.881, the proportion of variance that might be caused by underlying factors was deemed 

sufficient to perform factor analysis (KMO > 0.6). Bartlett’s Test of Sphericity was found to be 

significant with a p-value of  <0.0001, indicating that there are one or more underlying factors. 

Furthermore, the Measure of Sampling Adequacy of each of the items was greater than 0.5 

(lowest 0.620), indicating that all the variables can be used in factor analysis. A total of eight 

factors were found with Eigenvalues greater than 1.0; after suppressing absolute loading values 

less than 0.4, seven factors remained and were used to determine which (if any) items needed to 

be excluded from analysis and to group items for the calculation of factor means. The results of 

the exploratory factor analysis after performing varimax rotation, including information on 

which items were loaded onto each factor, are located in Table 3.  

Table 3. Results of Factor Analysis after Data Standardization. 

Item Factor Loading Eigenvalue Variance  

Purchase Behavior on Instagram (Factor 1)  12.2533 5.1624 

1. I want to purchase apparel products on Instagram 0.7765   
2. I plan to purchase apparel products on Instagram 0.7862   
3. I find it easy to purchase apparel products on Instagram 0.6768   
4. I trust the process of purchasing apparel products on 

Instagram 
0.6774   

5. I have previously purchased an apparel product on 
Instagram 

0.6813   

6. I will consider the shopping experiences of my Instagram 
followers when making a shopping decision 

0.6910   

7. I will ask my Instagram followers to provide their 
suggestions before I go 

0.5604   

8. I am willing to buy the products recommended by my 
Instagram followers 

0.6134   
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Table 3 (continued). 

Consumer Trust of Instagram (Factor 2)  3.9293 5.1060 

1. Company Instagram pages provide reliable information 0.6570   
2. Company Instagram pages provide accurate information 

on apparel items I want to purchase 
0.6893   

3. Company Instagram pages provide sufficient information 
when I try to make a transaction 

0.5821   

4. Overall, the recommendations and referrals generated by 
Instagram users are trustworthy 

0.7199   

5. Overall, the ratings and reviews generated by Instagram 
users are trustworthy 

0.6727   

6. Instagram is trustworthy 0.6710   
7. Instagram wants to be known as a company that keeps its 

promises and commitments 
0.5443   

8. Instagram will keep its promises 0.6458   
9. I believe in the information that Instagram provides 0.6602   

Purchase Behavior in a Physical Retail Store (Factor 3)  3.0390 3.5484 

1. I want to purchase apparel products in a retail store 0.8069   
2. I plan to purchase apparel products in a retail store 0.8060   
3. I find it easy to purchase apparel products in a retail store 0.7602   
4. I trust the process of purchasing apparel products in a 

retail store 
0.7020   

5. I have previously purchased an apparel product in a retail 
store 

0.6499   

6. If I am satisfied with an apparel product, I will tell others 
about it face-to-face 

0.5133   

Purchase Behavior Online (Factor 4)  2.3363 3.0521 

1. I want to purchase apparel products online 0.6967   
2. I plan to purchase apparel products online 0.7243   
3. I find it easy to purchase apparel products online 0.8147   
4. I trust the process of purchasing apparel products online 0.6367   
5. I have previously purchased an apparel product online 0.5251   

Post-Purchase Behavior on Instagram: Sharing with 
Followers (Factor 5) 

 1.6962 2.2180 

1. I am willing to provide my experiences and suggestions 
when my followers on Instagram seek my advice on 
buying something 

0.5806   

2. I am willing to share my own shopping experience with 
my Instagram followers 

0.7727   

3. I am willing to recommend a product that is worth buying 
to my Instagram followers 

0.7412   
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Table 3 (continued). 

Post-Purchase Behavior when Dissatisfied with an 
Apparel Purchase (Factor 6) 

 1.4964 2.1054 

1. If I am dissatisfied with an apparel product, I will tell 
others about it face-to-face 

0.5974   

2. If I am dissatisfied with an apparel product, I will leave a 
review on the company’s website 

0.6115   

3. If I am dissatisfied with an apparel product, I will share 
my review on Instagram 

0.5516   

4. If I am dissatisfied with an apparel product, I will 
unfollow the brand on Instagram 

-0.6005   

5. If I am dissatisfied with an apparel product, I will engage 
less frequently with the brand on Instagram 

-0.5432   

Post-Purchase Behavior when Satisfied with an Apparel 
Purchase (Factor 7) 

 1.2766 1.9361 

1. If I am satisfied with an apparel product, I will leave a 
review on the company’s website 

0.5154   

2. If I am satisfied with an apparel product, I will share my 
review on Instagram 

0.4914   

3. If I am satisfied with an apparel product, I will follow the 
brand on Instagram 

0.6931   

4. If I am satisfied with an apparel product, I will engage 
more frequently with the brand on Instagram 

0.6122   

Scale reliability and construct validity was evaluated for each factor to ensure that 

hypotheses could be tested fairly and accurately. Cronbach’s alpha values, means, and standard 

deviations for each factor-based scale are located in Table 4. In two different cases, items from 

different scales were loaded onto the same factor. For Factor 1, items from two different 

purchase behavior scales loaded onto the same factor (See Appendix A, Q13 & Q14). One item 

from Q15 loaded onto Factor 3 with all items from Q11; this was deemed to be a logical 

association, so the factor was maintained (See Appendix A). Scale means and standard 

deviations were calculated from the means of all items in each scale as determined by factor 

analysis; since those scales were standardized prior to EFA, the scale means and standard 

deviations are noticeably low (all less than 1.0). Cronbach’s alpha values for six out of the seven 
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scales were satisfactorily high, but the low reliability score for factor 6 resulted in the scale’s 

exclusion from hypothesis testing. 

Table 4. Results of Scale Reliability Tests after Data Standardization. 

Scale (# of Items) Mean SD Cronbach’s α  
Factor 1: Purchase Behavior – Instagram (8)  -0.0095 0.8183 0.9258 

Factor 2: Consumer Trust (9) 0.0206 0.7556 0.9066 

Factor 3: Purchase Behavior – Physical Store (6) 0.0329 0.7605 0.8659 

Factor 4: Purchase Behavior – Online Store (5) 0.0182 0.7802 0.8425 

Factor 5: Post-Purchase Behavior – Sharing with Followers (3) 0.0091 0.8789 0.8496 

Factor 6: Post-Purchase Behavior – Dissatisfied (5) 0.0102 0.4833 0.1671* 

Factor 7: Post-Purchase Behavior – Satisfied (4) 0.0240 0.8082 0.8211 

*Excluded from analysis due to reliability score 

4.3 Hypothesis Testing 

Statistical tests were used to examine the hypotheses of this study. In each case, the 

Brown-Forsythe test was used to test the null hypothesis that the population variances are equal. 

In the cases in which the null hypothesis was not rejected, a (pooled) t-test was used to compare 

the population means. When the null hypothesis was rejected, Welch’s t-test was instead 

performed to compare the population means. An alpha value of 0.05 was used for all tests. Table 

5 displays the independent variables, dependent variables, and null hypotheses for each research 

hypothesis. 

Table 5. Hypotheses. 

 Independent Variable Dependent Variable 
H1: There is a difference on average in the purchase behavior on 
Instagram between Millennials and Generation Z 
H0:  There is no difference on average in the purchase behavior 
on Instagram between Millennials and Generation Z 

Generational Cohort 
by Birth Year 

Factor 1  
(Purchase Behavior 

on Instagram) 

H2: There is a difference on average in the post-purchase 
evaluation behavior on Instagram between Millennials and 
Generation Z 
H0:  There is no difference on average in the post-purchase 
evaluation behavior on Instagram between Millennials and 
Generation Z 

Generational Cohort 
by Birth Year 

Factor 7  
(Post-Purchase 

Behavior: Satisfied) 
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Table 5 (continued). 

H3: The mean score for Millennial consumers in sharing 
feedback on brand experience on Instagram will be higher than 
the mean score of Generation Z consumers  
H0:  There is no difference on average between Millennial 
consumers and Generation Z consumers in sharing feedback on 
brand experience on Instagram  

Generational Cohort 
by Birth Year 

Factor 5  
(Post-Purchase 

Behavior: Sharing) 

H4: There is a difference on average in consumers’ trust of 
content on Instagram between Millennials and Generation Z 
H0:  There is no difference on average between Millennial 
consumers and Generation Z consumers in their trust of content 
on Instagram  

Generational Cohort 
by Birth Year 

Factor 2  
(Consumer Trust) 

H5a: There is a difference on average in consumers’ purchase 
behavior on Instagram based on whether they do or do not trust 
Instagram 
H0:  There is no difference on average in consumers’ purchase 
behavior on Instagram based on whether they do or do not trust 
Instagram 

Factor 2  
(Consumer Trust) 
Divided into “Not 
Trust” and “Trust” 

Factor 1  
(Purchase Behavior 

on Instagram) 

H5b: There is a difference on average in consumers’ post-
purchase evaluation behavior on Instagram based on whether 
they do or do not trust Instagram 
H0:  There is no difference on average in consumers’ post-
purchase evaluation behavior on Instagram based on whether 
they do or do not trust Instagram 

Factor 2  
(Consumer Trust) 
Divided into “Not 
Trust” and “Trust” 

Factor 7  
(Post-Purchase 

Behavior: Satisfied) 

Factor 2  
(Consumer Trust) 
Divided into “Not 
Trust” and “Trust” 

Factor 5  
(Post-Purchase 

Behavior: Sharing) 

4.3.1 Generational Cohort and its effects on Purchase and Post-Purchase Evaluation 

Behaviors 

In H1, it was asserted there is a difference on average in the purchase behavior on 

Instagram between Millennials and Generation Z. The null hypothesis that the mean score for 

purchase behavior on Instagram is equal for Generation Y and Generation Z was tested. Since 

the variance of Generation Y and Z was not found to be different (using a Brown-Forsythe test), 

a t-test was conducted, resulting in a p-value of 0.0705. Therefore, the null hypothesis could not 

be rejected, and H1 was not accepted.  

H2 stated that there is a difference on average in the post-purchase evaluation behavior 

on Instagram between Millennials and Generation Z. The null hypothesis that the mean score for 



  30 

 

post-purchase evaluation behavior on Instagram is equal for Generation Y and Generation Z was 

tested using a t-test (due to equal variances). Due to the p-value of 0.0136, the null hypothesis 

was rejected and H2 was accepted. The mean for Generation Y was 0.168 and the mean for 

Generation Z was -0.097, which indicates that Millennial respondents had higher post-purchase 

evaluating behavior on Instagram. 

H3 stated that the mean score for Millennial consumers in sharing feedback on brand 

experience on Instagram will be higher than the mean score of Generation Z consumers. 

Consequently, the null hypothesis that Millennials’ mean score for sharing feedback on brand 

experience with their followers was equal to Generations Z’s mean score for sharing feedback 

was tested. To test this hypothesis, Welch’s t-test was used since the variances were determined 

to be unequal. The p-value of the one-sided test was statistically significant at 0.0184, so the null 

hypothesis was rejected and H3 was accepted.  

4.3.2 Consumer Trust of Instagram, Consumer Behaviors, and the Impact of Generational 

Cohort 

H4 asserted that there is a difference on average in consumers’ trust of content on 

Instagram between Millennials and Generation Z. The null hypothesis that Generation Y and 

Generation Z have the same mean score of consumer trust of content on Instagram was tested. 

Equal variances were found among the variables, so a t-test was conducted. The p-value was 

0.0120, indicating that the null hypothesis was rejected and H4 was accepted. The mean for 

Generation Y was 0.158 and the mean for Generation Z was -0.095, which indicates that 

Millennial respondents demonstrated higher trust of Instagram. 

To enable the analysis of consumer trust data for the purposes of H5, results for the 

consumer trust scale were divided into “trust” (mean greater than or equal to zero) and “not 
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trust” (mean less than zero).  Part A of H5 suggested that consumers’ trust of content on 

Instagram will influence their willingness to use Instagram for purchase behaviors. 

Consequently, the null hypothesis that the mean score for purchase behavior on Instagram is 

equal for those who “trust” Instagram and those who do “not trust” Instagram was tested using a 

t-test. Based on a statistically significant p-value of <.0001, the null hypothesis was rejected and 

H5(a) was accepted. Similarly, part B of H5 suggested that consumers’ trust of content on 

Instagram will influence their willingness to use Instagram for post-purchase behaviors. Two 

separate analyses were run for this hypothesis – the first explored the impact of consumer trust 

on consumers’ post-purchase behaviors when they are satisfied with a purchase, while the second 

explored the impact of consumer trust on consumers’ willingness to share their shopping 

experiences with their followers on Instagram. The first null hypothesis was that the mean score 

for post purchase behavior when satisfied with a purchase between those who “trust” Instagram 

and those who do “not trust” Instagram is equal. The second null hypothesis was that the mean 

score for sharing shopping experiences with followers on Instagram between those who “trust” 

Instagram and those who do “not trust” Instagram is equal. Both t-tests resulted in p-values 

<.0001; consequently, both null hypotheses were rejected, indicating that H5(b) is accepted. For 

all three hypotheses in H5, the mean score for “trust” was greater than “not trust”, indicating 

those consumers who trust Instagram have higher purchase and post-purchase behaviors. All of 

the hypothesis test results are displayed in Table 6.  

Table 6. Hypothesis Test Results. 

 p-value Statistical Decision Research Hypothesis Conclusion 

H1 0.0705 Failed to Reject Null 
Hypothesis 

Consequently, there is no statistically significant 
difference on average in the purchase behavior on 
Instagram between Millennials and Generation Z 
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Table 6 (continued).  

H2 0.0136* Null Hypothesis 
Rejected 

Consequently, there is a statistically significant 
difference on average in the post-purchase evaluation 

behavior on Instagram between Millennials and 
Generation Z 

H3 0.0184* Null Hypothesis 
Rejected 

Consequently, the mean score for Millennial 
consumers is higher than the mean score of Generation 

Z consumers 

H4 0.0120* Null Hypothesis 
Rejected 

Consequently, there is a statistically significant 
difference on average between Millennial consumers 

and Generation Z consumers in their trust of content on 
Instagram 

H5a <.0001* Null Hypothesis 
Rejected 

Consequently, there is a statistically significant 
difference on average in consumers’ purchase 

behavior on Instagram based on whether they do or do 
not trust Instagram 

H5b <.0001* Null Hypothesis 
Rejected 

Consequently, there is a statistically significant 
difference on average in consumers’ post-purchase 
evaluation behavior on Instagram based on whether 

they do or do not trust Instagram  <.0001* Null Hypothesis 
Rejected 

4.4 Exploratory Analyses: Other Demographic Factors 

Based on findings from previous studies, the impacts of several demographic variables 

were also tested for exploratory purposes. Gender, account duration (length of time the 

respondent has had an Instagram account), Instagram activity level (how often the respondent 

uses Instagram), and self-identified generational cohort were tested as independent variables, 

with purchase behavior on Instagram (Factor 1), consumer trust (Factor 2), and post-purchase 

evaluation behavior on Instagram (Factors 5 and 7) as the dependent variables. Few statistically 

significant mean differences were found among these variables in the context of our survey. 

Account duration and self-identified generational cohort were not found to have statistically 

significant mean differences when tested with any of the other factors. Gender was found to have 

a statistically significant impact on consumer trust (p-value = 0.0464), rejecting the null 
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hypothesis that the mean score for consumer trust on Instagram is equal for men and women. 

Additionally, since the mean score for men was greater than that for women, men exhibited 

higher trust of Instagram than women in the context of this study. The exploratory analysis also 

revealed statistically significant mean differences between Instagram activity level and purchase 

behavior on Instagram (p-value = 0.0121), rejecting the null hypothesis that the mean score for 

purchase behavior on Instagram is equal across all activity levels on Instagram. To further 

explore this finding, a Tukey test was run, and there were no significant differences found in the 

pairwise comparisons of the means of Instagram purchase behavior for each Instagram activity 

level. Further analysis also determined that the mean values for purchase behavior on Instagram 

do not strictly increase or decrease with the amount of Instagram activity level. Statistically 

significant mean differences were not found between gender or Instagram activity level and any 

of the other study factors explored. A full table of the results, including the p-values resulting 

from the analyses, are located in Appendix B. 
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CHAPTER 5: DISCUSSION 

5.1 Summary of Findings 

The purpose of this survey was to examine the role that Instagram, a prominent social 

media platform, plays in the consumer decision-making process of 21st-century young adults 

(age 18-27) in the United States as they shop online for apparel and interact with the digital 

profiles of apparel brands. Specifically, this study looked at how Instagram influences 

consumers’ purchase and post-purchase evaluation behaviors, as defined by the Engel-Kollat-

Blackwell (EKB) model of consumer behavior. Five different hypotheses were tested that 

explored various aspects of consumer behavior relating to purchase and post-purchase behavior 

on Instagram, as well as the impact that generational cohort and consumer trust of Instagram as a 

platform have on those behaviors. Results indicated that while statistically significant mean 

differences were not found among generational cohort and respondents’ purchase behavior on 

Instagram (H1), statistically significant mean differences were found between generational 

cohort and post-purchase behaviors on Instagram (H2, H3) as well as generational cohort and 

consumers’ trust of Instagram (H4), which encompassed trust of user-generated content, brand-

generated content, and information distributed by the Instagram platform itself. Hypothesis 

testing also revealed statistically significant mean differences between consumers’ trust of 

Instagram – i.e. whether or not they trust the platform and its content – and their willingness to 

use the platform for purchase and post-purchase behaviors (H5a and H5b). 

5.2 Discussion of Findings 

This study had three key objectives, the first of which was to compare the purchase 

behaviors of young adult consumers from different generational cohorts on Instagram. Results of 

the study indicated that 103 respondents had made a purchase via Instagram in the last year, 
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either through the use of Instagram shoppable tags or the newly-introduced Instagram “Shop” 

page (See Table 4). Additionally, dividing the results from Factor 1 (Purchase Behavior: 

Instagram) into “use” – standardized value greater than or equal to zero – or “not use” – 

standardized value less than zero – indicated that 118 respondents would use the platform for 

Instagram purchase-related behaviors, while 108 fell on the “not use” side of the spectrum. No 

statistically significant mean differences were found between generational cohort and purchase 

behavior on Instagram (H1), suggesting that while there are individuals 18-27 years old who 

have used Instagram for purchasing behaviors in the past or plan to do so in the future, 

generational cohort identity does not play a role in determining whether or not an individual 

might use Instagram for purchasing behaviors. Since the p-value to test H1 was 0.0705, which 

was just above our alpha of 0.05, it is possible that a future study with a larger sample size may 

lead to the conclusion that generational cohort does have an effect. 

The second objective of this study was to compare the post-purchase evaluation 

behaviors of young adult consumers from different generational cohorts on Instagram. Results 

indicated that Millennial consumers are more likely to use Instagram for sharing their shopping 

experiences with followers than Generation Z consumers (H3). A significant difference was also 

found between generational cohort and post-purchase evaluation behaviors when satisfied with a 

purchase (H2).  The higher mean score for Generation Y indicates that Millennial consumers are 

more likely to use Instagram for post-purchase evaluation behaviors when satisfied with an 

apparel purchase than Generation Z consumers.  

Since the scale used for H2 (Factor 7) included items related to Instagram as well as 

online post-purchase behaviors like leaving a review on a company’s website, a breakdown of 

the response distributions was conducted. Based on this evaluation, where “use” was identified 
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by a standardized mean greater than or equal to zero and “not use” was identified as a 

standardized mean less than zero, it was determined that 118 respondents (52.2%) would leave a 

review on a company’s website, 134 (59.2%) would share their review on Instagram, 114 

(50.4%) would follow the brand on Instagram, and 110 (48.7%) would engage more with the 

brand on Instagram if satisfied with an apparel purchase. This analysis suggests that consumers 

in this age range are likely to use Instagram for certain post-purchase behaviors on Instagram and 

that generational cohort does have an impact on consumers’ use of Instagram for post-purchase 

evaluation behaviors, with Millennials being more likely to use Instagram for post-purchase 

evaluation behaviors. 

The third and final objective of this study was to understand how young adult consumers’ 

trust of Instagram content affects their decision making behaviors. Analyses of these variables 

determined that statistically significant mean differences were present between generational 

cohort and consumers’ trust of Instagram (H4), and Millennials trusted Instagram more. 

Consumers’ trust of Instagram had a statistically significant impact on their willingness to use 

Instagram for both purchase and post-purchase evaluation behaviors (H5), with those consumers 

who trusted Instagram more being more likely to use Instagram for purchase and post-purchase 

evaluation behaviors. This finding is incredibly significant due to its practical implications; 

understanding that consumers’ willingness to use Instagram for purchase and post-purchase 

behaviors is affected by their trust of the platform and content therein is important for brands, 

users, and the company itself.    

5.3 Theoretical and Practical Implications 

From a theoretical perspective, this study provides several important contributions. First, 

it provides evidence that supports the idea that generational cohort has an impact on young adult 



  37 

 

consumers’ post-purchase behaviors on Instagram and their trust of Instagram and the content 

therein. Additionally, it reinforces the idea that while young adult consumers age 18-27 are likely 

in similar stages of life, have similar buying power, and have comparable levels of experience 

with Instagram and other social media platforms, their behavioral patterns suggest that 

Millennials behave like other Millennials and Generation Z consumers like other Generation Z 

consumers, as opposed to all young adults displaying similar behaviors. Finally, this study 

asserts that subjective generational identity (i.e. self-identification of which cohort an individual 

belongs to) does not place individuals into well-defined groups with similar characteristics and 

behavioral patterns, but true generational cohort theory by birth year does. In comparing 

respondents’ birth year cohort to their self-identified cohort, we found that 46 respondents were 

“not sure” which generational cohort they identified with, 72 identified as Millennials, and 108 

identified as Generation Z. Of these respondents, 30 Millennials (by birth cohort) misidentified 

as Generation Z and 18 members of Generation Z (by birth cohort) misidentified themselves as 

Millennials; this indicates that 25% of self-identified Millennials were in the wrong cohort for 

their age, while nearly 28% of those who self-identified as Generation Z were in the wrong 

cohort for their age. Understanding how consumers perceive their own generational cohort and 

others is important in the study of generational cohort and its impact on consumer behavior, so 

finding that true generational (birth) cohort places individuals into groups more effectively than 

self-identified cohort is important from a theoretical standpoint. 

Practically, this study provides meaningful insights into consumer behaviors related to 

purchase decision-making and post-purchase evaluation behaviors on Instagram. Understanding 

the powerful impact that consumers’ trust of Instagram content has on their willingness to buy 

products and share their experiences with followers is crucial from a brand perspective; to 
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encourage trust, building strong, meaningful connections and providing transparent 

communication is critical to the success of brands who are trying to reach the young adult 

demographic on Instagram. Additionally, the fact that Millennial consumers were significantly 

more likely to use Instagram for post-purchase evaluation behaviors than Generation Z 

consumers is important for brands to know, especially as they work to reach younger 

demographics. While this finding was not intentionally studied due to a lack of previous 

literature on the decision-making behaviors of Generation Z, it was consistent across both of the 

post-purchase behavior factors being studied (Factors 5 and 7); this indicates that significant 

differences exist in consumer decision-making behavior among young adults from different 

generational cohorts, reinforcing the need for additional research into how consumers from 

younger generations (especially Generation Z) prefer to shop and how they can best be reached 

by apparel brands.   

It is also important to note that gender had a statistically significant impact on consumer 

trust of Instagram (Factor 2). This has important practical implications because it communicates 

the importance of a diverse social media strategy. Reaching young adult consumers requires the 

creation of content that will meet people where they are, which includes accounting for 

differences in gender and generational cohort characteristics. Gaining a deeper understanding of 

the unique needs and wants of consumer groups can have a powerful impact on the ability of a 

brand to encourage purchase and post-purchase behaviors on Instagram, helping them to 

effectively transition into new shopping platforms and ultimately to reach new consumers. 

5.4 Limitations and Opportunities for Future Research 

One of the major limitations of this study is the fact that research was conducted in the 

midst of the COVID-19 global pandemic, an event which significantly and drastically changed 
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the retail landscape. Widespread stay-at-home orders resulted in consumers turning to online and 

social media-based platforms for shopping, which could have skewed the results based on when 

the survey was conducted. Additionally, the impact of targeted sponsored content on Instagram 

(i.e. paid advertisements) was not explored as a part of this study; while the results still speak 

volumes about consumers’ purchase and post-purchase evaluations on the platform in general, it 

is possible that an exploration of consumers’ shopping behaviors within the realm of targeted ads 

may reveal more about consumer decision-making behaviors on Instagram. Both of these 

limitations also present opportunities for future research – conducting a similar study after the 

effects of the COVID-19 pandemic has subsided may result in different findings, as could future 

research on the mediating effects of targeted sponsored content on consumers’ purchase and 

post-purchase evaluation behaviors on Instagram. 

Finally, a distinct limitation of this study is the young age of Generation Z and the impact 

that has on their ability to participate in research studies. As Generation Z grows older and 

continues to be a dominant force on social media platforms, it is possible that future research 

may indicate different patterns in purchase and post-purchase evaluation behaviors across 

generational cohorts than those found in this study. The Millennial generation is advanced in 

their buying power, more varied in life stage, and more expansive in age range than the members 

of Generation Z who are able to be studied for research purposes (i.e. over the age of 18) which 

serves as a limitation for studies like this one. In the future, research on larger groups from each 

generation may provide interesting insights into how purchase and post-purchase evaluation 

behaviors vary within generational cohorts, not just between cohorts. Additionally, further 

research could be conducted in order to identify which, if any, specific traits or characteristics of 

each generational cohort may be correlated to their decision-making behaviors on Instagram.  
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Appendix A 

The purpose of this survey is to explore the role that Instagram, a prominent social media 
platform, plays in the consumer decision-making process of young adults in the United States as 
they shop online for apparel and interact with the digital profiles of apparel brands.   
    
In this survey, we ask that you consider only apparel purchases made over the last year. 
"Online" commerce refers to the practice of shopping on an apparel brand website or 
department store website. Instagram purchases are purchases made specifically through 
shoppable product tags or Instagram Shop pages, not through e-commerce websites found on 
Instagram profiles.   
    
Thank you for taking the time to consider and answer each question to the best of your ability.   
 
Q1: Do you commit to providing your thoughtful and honest answers to the questions in this 
survey? 

o I will provide my best answers  
o I will not provide my best answers  

o I can't promise either way  
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SECTION ONE: DEMOGRAPHICS 
Q2: In what year were you born?  

_________________________________________ 
Q3: Do you have an Instagram account? 

o Yes 
o No 

 
Q4: How long have you had your Instagram account? 

o Less than 6 months  
o 6 months - less than 1 year  

o 1 year - less than 3 years  
o 3 years - less than 5 years  

o More than 5 years  
 

Q5: In a typical week, how often are you active on Instagram? 
o Never 
o 1 – 3 times per week 
o 4 – 6 times per week 
o Once per day 
o 2 – 4 times per day 
o 5 or more times per day 

 

Q6: What is your gender? 
o Male  

o Female 
o Other ___________________________ 

 
Q7: Level of Education 

o Some high school education 
o High school diploma or equivalent 

o Some college, no degree 
o Associate degree 

o Bachelor’s degree 
o Master’s degree or above 
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Q8: Annual personal income level 
o < $10,000 

o $10,000 - $19,999 
o $20,000 - $34,999 

o $35,000 - $49,999 
o $50,000 - $74,999 

o $75,000 - $99,999 
o $100,000+ 

 
Q9: With which generational cohort do you identify? 

o Generation Z 
o Generation Y (Millennials) 

o Not Sure 
 
  



  50 

 

SECTION TWO: CONSUMER PURCHASE BEHAVIOR 
Q10: In the past year, which of the following retail channels have you used to purchase an 
apparel product? Select all that apply. 
� Physical retail store (in-person)  

� Apparel brand website (e.g. Nike.com, oldnavy.com, zara.com)  
� Department store website (e.g. target.com, nordstrom.com, macys.com)  
� Instagram shoppable product tag (found on a photo posted by a brand or department 

store)  

� Instagram "Shop" page (found on the Instagram profile of a brand or department store)  
� Other (please describe) 

_________________________________ 
 
 
Q11: Please indicate your level of agreement with the following statements regarding your plan 
to purchase apparel products when shopping in a physical retail store over the next six 
months. 

 Strongly 
disagree 

Disagree Somewhat 
disagree 

Neither 
agree nor 
disagree 

Somewhat 
agree 

Agree Strongly 
agree 

I want to purchase 
apparel products in 
a retail store 

o  o  o  o  o  o  o  

I plan to purchase 
apparel products in 
a retail store 

o  o  o  o  o  o  o  

I find it easy to 
purchase apparel 
products in a retail 
store 

o  o  o  o  o  o  o  

I trust the process 
of purchasing 
apparel products in 
a retail store 

o  o  o  o  o  o  o  

I have previously 
purchased an 
apparel product in a 
retail store 

o  o  o  o  o  o  o  
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Q12: Please indicate your level of agreement with the following statements regarding your plan 
to purchase apparel products when shopping online over the next six months. 

For the purposes of this question, "online" refers to the e-commerce websites of apparel brands, 
retailers, and department stores. "Online" does not include social media sites like Facebook or 
Instagram. 

 Strongly 
disagree 

Disagree Somewhat 
disagree 

Neither 
agree nor 
disagree 

Somewhat 
agree 

Agree Strongly 
agree 

I want to purchase 
apparel products 
online 

o  o  o  o  o  o  o  

I plan to purchase 
apparel products 
online 

o  o  o  o  o  o  o  

I find it easy to 
purchase apparel 
products online 

o  o  o  o  o  o  o  

I trust the process 
of purchasing 
apparel products 
online 

o  o  o  o  o  o  o  

I have previously 
purchased an 
apparel product 
online 

o  o  o  o  o  o  o  
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Q13: Please indicate your level of agreement with the following statements regarding your plan 
to purchase apparel products when shopping on Instagram over the next six months. 
For the purposes of this question, consider only your intention to shop via the Instagram 
shoppable tags found on individual photos posted by brands or department stores and/or via 
Instagram Shop pages found on brand and department store accounts' Instagram profiles. 

 Strongly 
disagree 

Disagree Somewhat 
disagree 

Neither 
agree nor 
disagree 

Somewhat 
agree 

Agree Strongly 
agree 

I want to purchase 
apparel products on 
Instagram 

o  o  o  o  o  o  o  

I plan to purchase 
apparel products on 
Instagram 

o  o  o  o  o  o  o  

I find it easy to 
purchase apparel 
products on 
Instagram 

o  o  o  o  o  o  o  

I trust the process 
of purchasing 
apparel products on 
Instagram 

o  o  o  o  o  o  o  

I have previously 
purchased an 
apparel product on 
Instagram 

o  o  o  o  o  o  o  

 
Q14: Over the next six months, please indicate your intention to make your purchase decisions 
for apparel products based on the experiences of your Instagram followers 

 Never Sometimes About half 
the time 

Most of the 
time 

Always 

I will consider the shopping 
experiences of my Instagram 
followers when making a 
shopping decision 

o  o  o  o  o  

I will ask my Instagram 
followers to provide their 
suggestions before I go shopping 

o  o  o  o  o  

I am willing to buy the products 
recommended by my Instagram 
followers 

o  o  o  o  o  
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SECTION THREE: CONSUMER POST-PURCHASE BEHAVIOR 
Q15: For the purposes of this question, "engagement" on Instagram can include liking photos, 
leaving comments, and/or sharing posts 
 
Please indicate the degree to which you agree with the following response statements:  
 
"If I am satisfied with an apparel product I have purchased, I will..."   

 Strongly 
disagree 

Disagree Somewhat 
disagree 

Neither 
agree nor 
disagree 

Somewhat 
agree 

Agree Strongly 
agree 

Tell others about it 
face-to-face o  o  o  o  o  o  o  

Leave a review on 
the company’s 
website 

o  o  o  o  o  o  o  

Share my review 
on Instagram o  o  o  o  o  o  o  

Follow the brand 
on Instagram o  o  o  o  o  o  o  

Engage more 
frequently with the 
brand on Instagram 

o  o  o  o  o  o  o  
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Q16: For the purposes of this question, "engagement" on Instagram can include liking photos, 
leaving comments, and/or sharing posts 
 
Please indicate the degree to which you agree with the following response statements:  
 
"If I am dissatisfied with an apparel product I have purchased, I will..."   

 Strongly 
disagree 

Disagree Somewhat 
disagree 

Neither 
agree nor 
disagree 

Somewhat 
agree 

Agree Strongly 
agree 

Tell others about it 
face-to-face o  o  o  o  o  o  o  

Leave a review on 
the company’s 
website 

o  o  o  o  o  o  o  

Share my review 
on Instagram o  o  o  o  o  o  o  

Follow the brand 
on Instagram o  o  o  o  o  o  o  

Engage more 
frequently with the 
brand on Instagram 

o  o  o  o  o  o  o  

 
Q17: Over the next six months, please indicate your intention to share your experience shopping 
for apparel products with your followers on Instagram 

 Never Sometimes About half 
the time 

Most of the 
time 

Always 

I am willing to provide my 
experiences and suggestions 
when my followers on Instagram 
seek my advice on buying 
something 

o  o  o  o  o  

I am willing to share my own 
shopping experience with my 
Instagram followers 

o  o  o  o  o  

I am willing to recommend a 
product that is worth buying to 
my Instagram followers  

o  o  o  o  o  

Your response to this item will 
be used for attention-check 
purposes. Please select "Most of 
the Time" 

o  o  o  o  o  
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SECTION FOUR: CONSUMER TRUST OF INSTAGRAM 
Q18: For the purposes of this section, consider your experiences with Instagram as a 
shopping platform for apparel products. Please indicate your level of agreement with the 
following statements: 

 Strongly 
disagree 

Disagree Somewhat 
disagree 

Neither 
agree nor 
disagree 

Somewhat 
agree 

Agree Strongly 
agree 

Company 
Instagram pages 
provide reliable 
information 

o  o  o  o  o  o  o  

Company 
Instagram pages 
provide accurate 
information on 
apparel items I 
want to purchase 

o  o  o  o  o  o  o  

Company 
Instagram pages 
provide sufficient 
information when I 
try to make a 
transaction 

o  o  o  o  o  o  o  

Overall, the 
recommendations 
and referrals 
generated by 
Instagram users are 
trustworthy 

o  o  o  o  o  o  o  

Overall, the ratings 
and reviews 
generated by 
Instagram users are 
trustworthy 

o  o  o  o  o  o  o  
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Q19: For the purposes of this section, consider your experiences with Instagram as a 
shopping platform for apparel products. Please indicate your level of agreement with the 
following statements: 

 Strongly 
disagree 

Disagree Somewhat 
disagree 

Neither 
agree nor 
disagree 

Somewhat 
agree 

Agree Strongly 
agree 

Instagram is 
trustworthy o  o  o  o  o  o  o  

Instagram wants to 
be known as a 
company that keeps 
its promises and 
commitments 

o  o  o  o  o  o  o  

Instagram will keep 
its promises o  o  o  o  o  o  o  

I believe in the 
information that 
Instagram provides 

o  o  o  o  o  o  o  
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Appendix B 

Independent 
Variable 

Dependent Variable Null Hypothesis p-value Decision 

Gender Factor 1  
(Purchase Behavior 

on Instagram) 

Mean Score for Purchase 
Behavior 

Male = Female 

0.0756 Failed to Reject 
Null Hypothesis 

Gender Factor 2  
(Consumer Trust) 

Mean Score for Consumer 
Trust of Content on 

Instagram 
Male = Female 

0.0464* Null Hypothesis 
Rejected; Males 
trust Instagram 

content more than 
females 

Gender Factor 5  
(Post-Purchase 

Behavior: Sharing) 

Mean Score for Post-
Purchase Behavior: Sharing 

Feedback with Instagram 
Followers 

Male = Female 

0.6696 Failed to Reject 
Null Hypothesis 

Gender Factor 7  
(Post-Purchase 

Behavior: Satisfied) 

Mean Score for Post-
Purchase Evaluation 

Behavior 
Male = Female 

0.2785 Failed to Reject 
Null Hypothesis 

Account Duration Factor 1  
(Purchase Behavior 

on Instagram) 

Mean Score for Purchase 
Behavior 

Equal Across All Groups 

0.0555 Failed to Reject 
Null Hypothesis 

Account Duration Factor 2  
(Consumer Trust) 

Mean Score for Consumer 
Trust of Content on 

Instagram 
Equal Across All Groups 

0.7808 Failed to Reject 
Null Hypothesis 

Account Duration Factor 5  
(Post-Purchase 

Behavior: Sharing) 

Mean Score for Post-
Purchase Behavior: Sharing 

Feedback with Instagram 
Followers 

Equal Across All Groups 

0.4664 Failed to Reject 
Null Hypothesis 

Account Duration Factor 7  
(Post-Purchase 

Behavior: Satisfied) 

Mean Score for Post-
Purchase Evaluation 

Behavior 
Equal Across All Groups 

0.6455 Failed to Reject 
Null Hypothesis 

Instagram Activity 
Level 

Factor 1  
(Purchase Behavior 

on Instagram) 

Mean Score for Purchase 
Behavior 

Equal Across All Groups 

0.0121* Null Hypothesis 
Rejected; Tukey 
test indicated no 

significant 
differences 

between pairs of 
Instagram activity 

levels 
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Instagram Activity 
Level 

Factor 2  
(Consumer Trust) 

Mean Score for Consumer 
Trust of Content on 

Instagram 
Equal Across All Groups 

0.2839 Failed to Reject 
Null Hypothesis 

Instagram Activity 
Level 

Factor 5  
(Post-Purchase 

Behavior: Sharing) 

Mean Score for Post-
Purchase Behavior: Sharing 

Feedback with Instagram 
Followers 

Equal Across All Groups 

0.1621 Failed to Reject 
Null Hypothesis 

Instagram Activity 
Level 

Factor 7  
(Post-Purchase 

Behavior: Satisfied) 

Mean Score for Post-
Purchase Evaluation 

Behavior 
Equal Across All Groups 

0.0704 Failed to Reject 
Null Hypothesis 

Self-Identified 
Generational 

Cohort 

Factor 1  
(Purchase Behavior 

on Instagram) 

Mean Score for Purchase 
Behavior 

Generation Y = Generation Z 

0.5715 Failed to Reject 
Null Hypothesis 

Self-Identified 
Generational 

Cohort 

Factor 2  
(Consumer Trust) 

Mean Score for Consumer 
Trust of Content on 

Instagram 
Generation Y = Generation Z 

0.305 Failed to Reject 
Null Hypothesis 

Self-Identified 
Generational 

Cohort 

Factor 5  
(Post-Purchase 

Behavior: Sharing) 

Mean Score for Post-
Purchase Behavior: Sharing 

Feedback with Instagram 
Followers 

Generation Y = Generation Z 

0.8269 Failed to Reject 
Null Hypothesis 

Self-Identified 
Generational 

Cohort 

Factor 7  
(Post-Purchase 

Behavior: Satisfied) 

Mean Score for Post-
Purchase Evaluation 

Behavior 
Generation Y = Generation Z 

0.4923 Failed to Reject 
Null Hypothesis 

 
For Gender, participants that selected “other” were excluded from analysis due to the small 

sample size. Similarly, participants who chose “not sure” when responding to the measure for 

Self-Identified Generational Cohort were excluded. 


