ELMI TODQIQAT Beynolxalq Elmi Jurnal. 2026 / Cild: 6 Sayx: 1/116-119 ISSN: 3104-4670
SCIENTIFIC RESEARCH International Scientific Journal. 2026 / Volume: 6 Issue: 1/ 116-119 e-ISSN: 2789-6919

DOI: https://doi.org/10.36719/2789-6919/54/116-119

Nazrin Safaraliyeva

Azerbaijan State University of Economics
Master’s student
https://orcid.org/0009-0005-0962-3911
nazrinsafaraliyeva03@gmail.com

Psychological and Sociological Drivers of Generational Differences
in Online Shopping

Abstract

The growing prominence of online shopping has significantly impacted consumer behavior, with
different generations demonstrating varied patterns and preferences. These generational differences
can be attributed to psychological and sociological factors that influence shopping behaviors.

From a psychological perspective, generational differences in online shopping stem from varying
levels of trust, comfort with technology, and digital literacy. Younger generations, such as Millennials
and Generation Z, are often more tech-savvy and comfortable navigating e-commerce platforms,
which influences their greater frequency of online shopping. In contrast, older generations, including
Baby Boomers and Generation X, may approach online shopping with more caution, particularly due
to concerns about privacy, security, and the lack of physical interaction. Furthermore, younger
consumers are more inclined to engage in impulsive purchasing behavior, driven by the ease of access
and frequent online promotions, while older generations may exhibit more deliberate purchasing
decisions, valuing detailed product information and customer reviews.

On the sociological level, generational differences in online shopping can be linked to cultural
shifts, social influences, and changes in lifestyle. Younger generations, often raised in an era of
constant connectivity, view online shopping as an integral part of their social and cultural lives. Social
media plays a crucial role in shaping the buying behaviors of Millennials and Gen Z, as they are more
likely to make purchases based on influencer recommendations and peer reviews. In contrast, older
generations tend to have a stronger attachment to traditional shopping experiences, influenced by
social norms and values around in-person interactions and tactile product experiences.
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Onlayn ahs-verisdo nasil forqlarinin psixoloji vo sosioloji amillari

Xiilasa

Onlayn alig-verigin artan niifuzu miixtolif nosillor miixtalif niimunalor v istiinliiklor niimayis
etdirorok istehlak¢1 davranigina ohomiyyotli dorocods tosir etdi. Bu nasil forqlori alisg-veris
davraniglarina tosir edon psixoloji vo sosioloji amillorls slagalondirils bilor.

Psixoloji noqteyi-nozardon onlayn alig-verisdo nasil forqlori miixtalif soviyyali etibar, texnologiya
ilo rahatliq vo ragomsal savaddan qaynaqlanir. Millennials vo Generation Z kimi gonc nasillar tez-tez
texnoloji biliklora malikdirlor va elektron ticarat platformalarinda rahat naviqasiya edirlor ki, bu da
onlarin onlayn alig-veris tezliyina tosir gostorir.
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Bunun oksina olaraq, Baby Boomers vo Generation X daxil olmaqla yasli nasillor, xiisuson do
moxfilik, tohliikasizlik vo fiziki qarsiligl slagonin olmamasi ilo bagli narahatliglar sobabindon onlayn
alig-veriso daha chtiyatla yanasa bilorlor. Bundan olavo, gonc istehlakgilar, giris asanlig1 vo tez-tez
onlayn togdimatlarla idara olunan impulsiv satinalma davranigina daha ¢ox meyillidirlor, yash nasillor
iso otraflit mohsul molumatlarini vo miistori roylorini qiymatlondirorok daha diistintilmiis alig qorarlari
nlimayis etdira bilarlar.

Sosioloji saviyyado onlayn alig-verisdo nosil forqlori madoni dayisikliklor, sosial tosirlor vo hoyat
torzindaki dayisikliklorls slagalondirilo bilor. Tez-tez daimi olage ddvriinde bdyiiyon gonc nasillor
onlayn alig-veriso sosial vo moadoni hoyatlarinin ayrilmaz hissesi kimi baxirlar. Sosial media
Millennials vo Gen Z-nin alig davraniglarinin formalagsmasinda miihiim rol oynayr, ¢iinki onlar tosir
edanlorin tovsiyolori vo hamyasidlarin roylori osasinda alig-veris etmok ehtimali daha yiiksokdir.
Bunun oksins olaraq, yaslt nasillor soxsi qarsiliglh slage vo toxunma mohsul tocriibalori otrafinda
sosial norma vo doyorlordon tasirlonon ananavi alig-veris tocriibalorine daha giiclii bagliliq niimayis
etdirirlor.

Acgar sozlar: nasillorarasi, onlayn, psixoloji, sosial, texnologiya, istehlakgi, yaradici, impulsiv

Introduction

The rise of online shopping has revolutionized consumer behavior across generations, with each
age group exhibiting unique preferences and approaches to digital retail. These generational
differences in online shopping patterns can be attributed to various psychological and sociological
factors that shape how individuals interact with e-commerce platforms. Younger generations, such as
Millennials and Generation Z, have grown up in a digital-first world, making them more comfortable
and adept at navigating online marketplaces. In contrast, older generations, including Baby Boomers
and Generation X, often approach online shopping with more caution, shaped by differing levels of
technological proficiency and trust in digital platforms.

From a psychological perspective, factors like digital literacy, trust in technology, and consumer
behavior play pivotal roles in these differences. Additionally, sociological influences such as cultural
norms, social media trends, and changing lifestyle priorities further contribute to how different
generations engage with online shopping. This divergence in online shopping habits highlights the
need for businesses to adapt their marketing and sales strategies to cater to the distinct characteristics
and preferences of each generational cohort. Understanding these psychological and sociological
drivers is crucial for businesses seeking to effectively reach and serve consumers in today’s digital
economy.

Research

Online shopping has experienced exponential growth in recent years, with distinct generational
cohorts showing varying preferences and behaviors. Statistical data reveals that these generational
differences are influenced by several factors, including digital literacy, trust in technology, and the
influence of social media (Syamsudin, Sabirin, Elliyana, 2025; Fedorko, 2022; Quetua, 2023; Novita,
Lina, 2024).

1. Digital Literacy and Technological Comfort: A key factor driving generational differences in
online shopping is the level of digital literacy. According to the 2021 Statista Digital Market Outlook,
Generation Z and Millennials, who are often referred to as "digital natives," are more likely to engage
in online shopping, with 93% of Gen Z and 89% of Millennials shopping online regularly. In
comparison, only 60% of Baby Boomers and 68% of Generation X are consistent online shoppers.
This discrepancy is largely attributed to the comfort and familiarity younger generations have with
digital platforms.

2. Trust and Security Concerns: Trust in online shopping platforms and security concerns also
play a significant role in shaping generational behavior. A 2020 survey conducted by Nielsen revealed
that 78% of Gen Z and 75% of Millennials express confidence in online shopping security. In contrast,
only 56% of Baby Boomers and 60% of Generation X share the same level of trust. Older consumers
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are often more cautious about making online purchases, citing concerns about data privacy, fraud,
and the inability to physically inspect products.

3. Social Media Influence and Peer Recommendations: Another prominent sociological factor
affecting online shopping behaviors is the influence of social media. According to a 2021 report by
GlobalWeblIndex, 68% of Gen Z and 64% of Millennials report that social media platforms, such as
Instagram and TikTok, significantly impact their purchasing decisions.

4. Consumer Priorities and Purchasing Habits: Generational priorities also differ in terms of
convenience, product research, and decision-making processes. Younger generations, particularly
Millennials and Gen Z, prioritize convenience and speed when shopping online. A study by McKinsey
& Company found that 83% of Gen Z consumers are attracted to online shopping because it saves
time, while 72% of Millennials value the convenience of shopping from home. On the other hand,
older generations tend to place more importance on the quality and details of the product, often
spending more time researching items before making a purchase. A Pew Research Center study
revealed that 62% of Baby Boomers and 59% of Generation X prefer shopping in physical stores
because they enjoy the tactile experience and feel more confident in their purchases when they can
see and touch the product (Singh, 2025; Journal of Social Trends & Marketing, 2022; Masters, 2024).

5. Impulse Buying and Promotional Impact: Impulse buying behaviors also differ significantly
across generations. According to a 2021 report by Adobe, 48% of Millennials and 54% of Gen Z
admit to impulse buying when shopping online, particularly during sales events such as Black Friday
or Cyber Monday.

Graphic 1. Generational Differences in Online Shopping Behaviors.
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Source: Statista Digital Market Outlook, 2021.

The graphic 1 presents generational differences in various aspects of online shopping behaviors.
It highlights key factors such as the percentage of regular online shoppers, trust in online shopping
security, the influence of social media on purchasing decisions, impulse buying tendencies, and the
importance of convenience (Catana, 2025; Helmi, Suherman, Zusnita, 2025; Henderson, et al., 2024;
Theocharis, Tsekouropoulos, 2025; Nwobodo, 2024).

Younger generations, particularly Gen Z and Millennials, demonstrate higher engagement in
online shopping, with a significant portion considering convenience as a primary factor. These
generations also show a stronger influence of social media on their purchasing choices and higher
rates of impulse buying compared to older generations. Gen X and Baby Boomers, on the other hand,
exhibit lower percentages in these areas, reflecting more cautious and planned purchasing behaviors.
Additionally, while younger consumers are more trusting of online security, older generations tend to
have more reservations about privacy and security issues in online transactions.

118



ELMI TODQIQAT Beynalxalq Elmi Jurnal. 2026 / Cild: 6 Sayx: 1/116-119 ISSN: 3104-4670
SCIENTIFIC RESEARCH International Scientific Journal. 2026 / Volume: 6 Issue: 1/ 116-119 e-ISSN: 2789-6919

Conclusion

The analysis of generational differences in online shopping reveals distinct psychological and
sociological drivers that influence purchasing behaviors. Younger generations, such as Gen Z and
Millennials, are more comfortable with technology and exhibit higher levels of trust in online
shopping platforms. Their shopping behavior is heavily influenced by social media and often includes
impulse buying due to the convenience and immediate gratification provided by digital platforms.
These generational cohorts prioritize convenience, time-saving, and seamless digital experiences,
making them more likely to engage in frequent online shopping.
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