
Many shoppers are now moving from traditional retail stores 
to online marketplace. Among these shoppers, three age 
groups are the most identifiable: Millennials, Generation X, 
and Baby Boomers. Yet Internet shopping has inherent risk: 
like any other form of shopping, online customers are 
engaging in risky behaviors through their entire purchase. In 
this study, I showed that Millennials show the strongest 
preference for Internet shopping out of the three generations. 
However, Millennial cohorts are less risky behaviorally than 
older generations.

•Online Shopping preference is negatively related to Neuroticism. This means that an 
individual with higher preference for online shopping is also less neurotic (see Table 
1). 

•There is no evidence to support the idea that cohorts from both Millennials and 
Generation X are different in terms of their risk-taking behavior and their online 
shopping preference (see Table 2).

•Millennials are the dominant force when it comes to purchasing online. However, 
Millennials participants appeared to be less prone to taking risks than Baby Boomers 
due to Millennials’ higher Neuroticism score (see Table 3). This is against my original 
expectation that Millennials are the riskiest cohorts. Baby Boomers’ neurotic lower 
score was highly unexpected, indicating that they are more likely to take risk 

•There were no significant differences between male and female participants in terms 
of predictors of risk-taking (Openness to Experience and Neuroticism Traits) or online 
shopping preference.

Study One (Item-Reliability)
Twelve (n =8) Kalamazoo College students, both male and 
female, volunteered to take part in this portion of the 
study. Participation in the study took approximately five 
minutes. Volunteers were tested individually. Participants 
filled out a 57-question survey that consisted of 20 
questions regarding risky behavior (adapted from the 
International Personality Item Pool) and 37 questions 
measuring online shopping preference.
Study Two (Comparison)
Across all genders, 131 people (n = 131) volunteered to 
take part in this survey. 59 people were from the age of 18 
to 40 (n = 59), 14 people were from the age of 41 to 52 (n 
= 14), and 60 people were from the age of 53 to 71 (n = 
60). This survey consisted of two parts: a 16-question item 
pool measuring risky personality trait (adapted from the 
International Personality Item Pool), and a 20-question 
item pool measuring online shopping preference. 
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Millennials are an overwhelming on the online marketplace. 
This can be explained with their “digital nativeness” - being 
born in the age of technology. Millennials cohorts show 
stronger preference for online shopping than any other 
generational cohorts. Yet, despite having the biggest presence 
on the online market, Millennials were shown to be less risky 
than older generations, especially the Boomers. A possible 
reason is the social pressure that Millennials experience. When 
shopping for products online, Millennials are influenced by 
brand loyalty and social media influence, hence they are less 
prone to risk from online market. Older generations, not 
swayed by these factors, are more likely to engage in risky 
behavior when shopping online. Further research is 
recommended to identify these risks more clearly, and help 
online businesses devise more ways to protect their consumers 
of all age group.

I proposed in this study that because Openness to 
Experience is a positive predictor of risky behavior, online 
shopping should positively correlated with Openness to 
Experience. Likewise, because Neuroticism is a negative 
predictor of risky behavior, online shopping should 
negatively correlated with Neuroticism. Generation Y 
cohorts are the riskiest online shoppers amongst the three 
generational cohorts because they prefer online shopping 
the most. Finally, male and female online shoppers differ 
in terms of risk-taking because of the difference between 
their online shopping preference.
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Table 1  

Correlationsb Results Between Average Scores for Openness, Neuroticism, and Online Shopping 

Behavior 

 

Openness 

AVG NeuroAVG 

OnlShop 

AVG 

OpennessAVG Pearson Correlation 1 .032 .089 

Sig. (2-tailed)  .717 .313 

NeuroAVG Pearson Correlation .032 1 -.211* 

Sig. (2-tailed) .717  .015 

OnlShopAVG Pearson Correlation .089 -.211* 1 

Sig. (2-tailed) .313 .015  

 

*. Correlation is significant at the 0.05 level (2-tailed). 

b. Listwise N = 131 

 

Table 2 

Average Neuroticism and Online Shopping Behavior Scores for Millennials and Gen X 

 

How old are you? N Mean 

Std. 

Deviation 

Std. Error 

Mean 

NeuroAVG From 18 to 40 - year 

old 

59 2.8305 .79491 .10349 

From 41 to 52 - year 

old 

14 2.6429 .73193 .19562 

OnlShopAVG From 18 to 40 - year 

old 

59 3.8136 .38739 .05043 

From 41 to 52 - year 

old 

14 3.6357 .60270 .16108 
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