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Abstract 
Buying behaviour of Generation Y Indians is shaped by the changes in socio-economic and 

demographic status of the country. To examine the possible relationship between shopping 
motivation and purchasing behaviour among Generation Y, the study conceptualizes a research 
model. This study examines the influence of utilitarian motivation and hedonic motivations in 
determining the purchase intention among Generation Y Indian by using Structure Equation 
Modelling. Both hedonic motivations and utilitarian motivations are found to be influencing the 
purchase intention of foreign brand clothing. The antecedent of utilitarian motivations Customized 
Advertisements, and Convenience and the antecedent of hedonic motivations Adventure, Authority, 
and Status are found to be significant. The findings are applicable to marketers as while designing 
the integrated marketing communications for foreign branded cloth, management may emphases the 
hedonic dimensions of Adventure, Authority, and Status along with the utilitarian dimensions of 
Customized Advertisements and Convenience for greater impact on consumers. The paper adds 
value to the literature not only by validating previous work but also offering new insights on 
generation Y India. 
 
Key Words: Purchase Intention, Generation Y Indian, Clothing, Utilitarian Motivation, Hedonic 
Motivations. 
 

1. Introduction 
Clothing, an important product category, not only fulfils the basic need but also 

expresses the importance, position, and lifestyle of an individual. Clothing is a vital constituent 
in ‘material self’ and establishes itself as a key to overall self (Solomon and Schopler, 1982). 
Sontang and Lee (2004) argues that wearing clothes induces a positive sense of feeling about 
oneself. Individuals who are conscious about their self in public setting exhibit increased 
interest in clothing. These individuals are intrinsically and extrinsically motivated to invest 
time, money and effort in clothing. Multinationals, aware of this fact, design their 
advertisement and stores to reinforce the individual self of consumer. Studies indicate Age as 
determining factors for shopping (Dholakia and Uusitalo, 2002; Khare, Khare & Singh, 2012). 
However, the extant literature indicates that generational cohort is the more prudent base for 
segmentation than only by age (Lissitsa & Kol, 2016; Schewe, Meredith, & Noble, 2000).  

Marketing related to generational cohort is a profitable way of segmentation and 
targeting because a large number of potential consumers who share a strong bond from their 
past experiences can be targeted by same marketing offerings (Schewe & Meredith, 2004). 
Segmentation on the basis of cohort not only provides the stability that age segmentation offers 
(Lissitsa & Kol, 2016; Steenkamp and Hofstede, 2002) but also provides the insight on 
consumer’s motivation which is developed from consumers belief and values (Mitchell, 2003; 
Morgan and Levy, 2002). Although studies of generational cohorts are commonplace in 
occidental context especially Generation Y (Sullivan & Heitmeyer, 2008; Yan, Ogle, & 
Hyllegard, 2010), it is not frequent in oriental context (O'Cass & Siahtiri, 2013) especially in 
purchase intention with recent notable exceptions in mobile purchase intention (Trivedi, 2015). 
The paucity of studies on Generation Y towards their purchase intention is surprising as 
clothing, which is an important material good, is owned and showcased by most of Generation 
Y in developing the world. With the change in Indian demographic, Generation Y has become 
attractive market segment which has a substantial share in terms of number as well as in terms 
of spending power (Jurisic & Azevedo, 2011). However, it is difficult to gain attention and 
loyalty of Generation Y (Jain & Pant, 2012) as they have distinct attitude towards brand (Noble, 
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Haytko, & Phillips, 2009) and are known  as  “brand  switchers” (Ollivier & Tanguy, 
2008).  

With the increasing cross border trade and rise of new clothing brands in Indian 
markets, an enhanced understanding of the motivations behind the purchase of foreign brands 
is necessary. The study focuses on how foreign companies acknowledge Generation Y as a 
unique generation cohort which is worthy of attention. This study is first of its kind to examine 
the relationship of shopping motivations and purchase behaviour for Generation Y Indian.  

 
2. Framework 

A generational cohort is defined as a group of people with shared traits typically ranging 
from 20 to 25 years or as long as it generally takes one birth group to be born, age and have 
children of their own (Lissitsa and Kol, 2016; Meredith and Schewe, 1994; Strauss and Howe, 
1991). Greenberg and Tobach (1997) indicates that brain reacts to the external stimuli and 
experiences in the similar way within a generation. Therefore, the cohort members, generally, 
have matching ideas, behaviour, experiences and belief systems. These characteristics among 
members evolve over a period by undergoing through shared understandings of broader level 
socio-economic and socio-political events that occurred while they are growing up (Lissitsa 
and Kol, 2016). Meredith and Schewe (1994) argues that the experiences of these events will 
shape their core values related to job, money, tolerance and sexual behaviour which remain 
constant throughout the lifetime of a generation and serves as generational personality (Egri 
and Ralsston, 2004; Hung, Gu, & Yim, 2007).  

Generation Y cohort was born between 1977 and 1994 which is also referred to as 
‘echo-boomers’ or ‘millennials’ (Noble et al., 2009; Norum, 2008). This cohort came of age 
17-24 year during the period of economic growth, the strong emergence of social media, 
technological advancement, and disappearance of modernist values, supported by 
internationalization and strong influences from popular culture (Parment, 2013). They are more 
driven to status seeking consumption as a means of displaying wealth and purchasing power 
(Eastman and Liu, 2012). Clothing is an important fashion to showcase their well-being and 
wealth (Giridhar, Joshi and Sadrangani, 2015). Generation Y is more conscious of the selling 
strategies and is more apprehensive about promotion driven activities when paralleled to earlier 
generations (Tsui and Hughes, 2001). Reisenwitz and Iyer (2009) argues that loyalty of 
Generation Y is fickle and dynamic which changes according to the current trend, brand, and 
popularity. Therefore, it is challenging to develop brand loyalty in Generation Y (Parment, 
2013). Additionally, a huge disposable income makes this cohort an attractive segment to target 
(Martin and Turley, 2004; Wolburg and Pokrywczynski, 2001).  
In the Indian context, there are many attempts to classify generations based on Indian socio-
cultural history (Ghosh & Chaudhari, 2009; Hole, Zhong, & Schwartz, 2010; Srinivasan, 
2012). Despite these attempts, there is a lack of consensus among researcher to locate 
generational classification. However, this study will consider Generation Y who were born 
between 1980 and 2000 as indicated by Ghosh and Chaudhari (2009).  

Marketing scholars describe the utilitarian motivation for shopping as goal-oriented, 
efficient, deliberate and rational (Giridhar et al., 2013; Wolfinbarger and Gilly, 2001). Goal-
oriented shoppers have a desire to purchase what they want as quickly as possible and without 
distraction. These transaction oriented shoppers usually relate shopping to work and evaluate 
the success of their effort. Wolfinbarger and Gilly (2001) argues that most of the online 
shoppers are utilitarian. Bazerman, Tenbrunsel, and Wade Benzoni (1998) differentiated the 
underlying choice between affective preferences i.e. ‘want’ and cognitive preference i.e. 
‘should.' The distinction between want and should forms the basis for differentiation between 
utilitarian and hedonic items. Purchases motivated by ‘should’ tend to have more utilitarian 
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dimension whereas purchases motivated by ‘want’ tend to have a more hedonic dimension 
(Dhar and Wertenbroch, 2000).  

Motivation of consumption in search for heightened involvement, escapism (Asraar, 
2015; Hirschman, and Holbrook, 1982), happiness, awakening, fantasy, enjoyment, sensuality 
arousal (To et al., 2007), is usually referred as hedonic motivation. Results of such 
consumptions are experiential and emotional. Wolfinbarger and Gilly (2001) indicated that 
experiential shopping is influenced by Involvement with product class, positive sociality, 
positive surprise, and bargain hunting resulting in the desired outcome of fun and commitment 
to experience. Dhar and Wertenbroch (2000) concluded that consumers may be more reluctant 
to accept cuts on hedonic dimension than utilitarian dimensions given a chance that firms are 
bound to reduce any of the prevalent features of product.  

However, addition of some utilitarian benefits may have more impact on overall market 
share than on addition of hedonic features. Therefore, marketers may be able to charge 
premiums for hedonic goods to which consumers have adapted when the consumers are faced 
with a decision to discontinue consumption. Moe (2003) infers that both utilitarian and hedonic 
motivations influence the purchase intention. Studies have shown that purchase intention is 
very closely associated with the actual purchase decision (Hosein, 2012). 

The study proposes an integrative research model, given in figure 1, to explore the 
relationship between shopping motivation and purchase intention for foreign branded clothing 
among Generation Y consumers. According to Indian Census data of 2011 India has nearly 
40% of Generation Y population. India is one of the fastest growing economies in the world 
which indicates a sharp increase in disposable income of individuals. Generation Y is fashion 
conscious generation, which invests time, money, and effort in selecting proper clothing. This 
makes clothing a very attractive product.The study will focus on Convenience or Accessibility, 
Product Selection, Information Availability and Customized Advertisement as antecedents of 
utilitarian motivation.  

Four important antecedents of hedonic motivation are identified from Westbrook and 
Black (1985) and Arnold and Reynold (2003): Trend discovery, Socializing, Adventure, and 
Authority and Status. In conclusion, the research model includes four antecedent for each of 
utilitarian and hedonic motivation. Convenience or Accessibility refers to the saving time and 
effort including physical and mental effort whereas accessibility refers to the location of stores, 
products and available hours for stores.  

 
Online shopping has offered much convenience or accessibility to utilitarian shoppers. 

With the growth in technology, purchases are boosted by easy transactions mechanism. Unlike 
offline shopping, online shopping doesn't offer immediate gratification which could be an 
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inconvenience to shoppers (Wolfinbarger and Gilly, 2001). Information Availability is a prime 
concern for utilitarian customers. Online shopping offers a wide range of information along 
with search options which help in the easy evaluation of alternatives. Whereas gathering 
information from offline involves time, money and inconvenience. Purchasing from online 
shops offers a more perceived sense of control over the interaction with a sales person in the 
shop (Wolfinbarger and Gilly, 2001).  

Information about foreign branded clothing is easily accessible on web or brick and 
mortar shop which foster utilitarian motivation to purchase. Utilitarian shoppers find online 
shops to be far better than offline shops. In an online setting, companies can display a whole 
range of products, and it is very easy to choose among them. Few customers, who have special 
requirements (for example- clothing for special occasion) may not have to drive long ways to 
get the product (Giridhar et al., 2015; Wolfinbarger and Gilly, 2001) as companies can display 
all product categories in online setting and customer can choose among them accordingly. 
Customization is a unique value proposition that online stores can provide easily. To et al. 
(2007) indicates that customization means alteration in product features along with alteration 
in packaging, transaction and shipment mechanism. The way advertisements of clothing are 
designed may evoke a sense of uniqueness and pride among owner of those product. Foreign 
branded clothing companies presents customized advertisement to make a greater impact to the 
target audience.  

Hedonic shoppers enjoy the shopping process and love to get appreciations for their 
effort made while purchasing. With celebrity endorsement and attractive advertisement, firms 
have created foreign branded clothing as an aspirational item. Generation Y may use the 
internet to know the current market trend and to exchange the information regarding their latest 
purchase. They may also from a group of likeminded people to talk, discuss and purchase 
branded clothing. Hedonic shoppers socialize while shopping. These shoppers not only enjoy 
the shopping but also treasures a beautiful memory of shopping with friends and families 
(Arnold and Reynold, 2003), adding an emotional dimension to the shopping. While 
purchasing shoppers usually ask opinion from their friends and families to maximize the 
benefits that they seek to get from the product. In online shopping, the friends and families are 
replaced with friends made online. Shoppers may also look for an expert in online forum to 
seek their advice about a purchase or showcase their latest purchase to members to get their 
appreciation. Indian Generation Y form online communities to talk and discuss their latest 
interest, purchases and trends which may influence the hedonic shoppers.  

Hedonic shoppers explore the shopping experience as the need for sensual excitement. 
For these shoppers, the shopping process values more than the product itself. In online 
shopping, shoppers are curious and feel the excitement while interacting with the website 
(Webster, Trevino, & Ryan, 1994). Hovering through a wide range to products and different 
sections evoke a sense of adventure among shoppers. While purchasing in offline stores, 
visiting a store itself is considered adventurous.  In physical stores, going through different 
shelves of products with a sense of touch and feel offer greater adventure to shoppers. In brick 
and mortar stores, shoppers have an option to try out the latest fashion and explore different 
sales and marketing schemes. Generation Y is very frequent in trying new products as 
compared to earlier generations thereby, ready to explore new products frequently.  

The process of purchasing foreign branded clothing may offers a sense of excitement 
and adventure to Generation Y shoppers. Hedonic shoppers feel the authority and status when 
they are presented with special privilege by a sales person in offline shopping. These shoppers 
can demand to see a wide range to products unless they feel satisfied with the product and feel 
the authority they possess. In online shopping, the customer has authority to choose, what to 
see, when to see, what to order, when to order, when to receive the delivery, and when to return 
the delivery in case of any issue (Parsons, 2002). In online shopping, the level of authority and 
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status is controlled by technology whereas in offline shopping it is controlled by human 
interactions. Generation Y while purchasing foreign branded clothing, which is priced at a 
premium, may feel the authority and status.  

Utilitarian shoppers collect information either offline or online to achieve a set 
objective. The information helps shoppers to make a better decision while purchasing. The 
more utilitarian value a store or a website possesses, the more would be purchase intention 
among utilitarian consumers (To et al., 2007). Information on foreign branded clothing is easily 
available in both online and offline shopping. However, the utilitarian consumers evaluate the 
online and offline shopping before making any purchase decision. Foreign companies target 
utilitarian customers by designing integrated marketing communications which focus on a 
utilitarian aspect of clothing. Generation Y which is well aware of the marketing tactics, 
analyses various trade off before making a purchase.  

The sense of enjoyment is primary shopping motivation for hedonic shoppers (Falk, 
1997) in the storefront as well as in online shopping. Theses shoppers seek the intrinsic 
experiential values of enjoyment which is hedonic in nature. Shoppers visit websites not only 
for information collection but also for satisfying sensual ease and need of experience. Foreign 
companies aware the consumers about their clothing through advertisements and highlight the 
emotional connect with the product. Foreign braded clothing companies can capitalise on their 
high perceived value and sensual stimulation (Giridhar et al., 2013). Generation Y may be 
attracted towards purchasing of foreign branded clothing in both online and offline stores. 

 
3. Methodology 

The study uses survey method to collect the responses. The questionnaire is designed 
based on research model. The research instrument for information availability, product 
selection is derived from Wolfinbarger and Gilly (2001). Additionally, one more research 
instruments were developed and added to estimate the information availability variable. We 
developed two research instruments for convenience and included the same in the 
questionnaire. Research instrument for customized advertisement is derived from J. Han and 
D. Han (2001) and To, Liao, and Lin (2007). Trend discovery variable is derived from Arnold 
and Reynolds (2003), Socializing variable from To, Liao, and Lin (2007), adventure variable 
from Westbrook and Black (1985), and Authority & Status variable from Parsons (2002). The 
original questions were modified in our study to include the Indian context and make it suitable 
for Generation Y respondents. Research instruments for hedonic motivation and utilitarian 
motivation are taken from Childers, Carr, Peck, and Carson (2002) and O’Brien (2010). 
Purchase intention variable is derived from Brown, Pope, and Voges (2003) and modified 
according to our scope of the study. One additional research instrument is self-developed and 
added to estimate the purchase intention.  

 
3.1 Instrument Design 

The questionnaire is divided into four parts. The first section collected the demographic 
profile of the respondents. The second part included 10 questions to measure four different 
dimensions of utilitarian motivation as well as nine questions to measure four different 
dimensions of hedonic motivation. The third part included 10 questions to measure the hedonic 
and utilitarian motivations. The last part included three questions to measure the purchase 
intention. For second, third and fourth sections seven points Likert scale, in which 1 refers to 
strongly disagree, and 7 refers to strongly agree, is used to collect responses. 

 
3.2 Pre-test and Pilot study 

The management students and doctoral students of Indian Institute of Management 
Shillong are selected based on their experiences on online and offline shopping for pretesting. 
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During the pretesting phase, open-ended suggestions are welcomed from the subjects. These 
suggestions comprised of the revision of questions by including few words in all research 
instruments except hedonic and utilitarian motivations. After the pretest, pilot testing was 
conducted. The questionnaire was distributed in the classroom of post graduate management 
students. A total of 51 filled questionnaire were received for which reliability as well as factor 
analysis is performed. All constructs have a Cronbach’s alpha value greater than 0.7. After that, 
factor analysis was performed. Rotated component matrix indicates that almost all items loaded 
correctly except one item of purchase intention. This item is removed from the questionnaire. 

  
3.3 Sample selection 

Respondents for this study are mainly belong to Generation Y Indian. Conducting 
survey only on the Internet can bring bias as respondents would be mostly heavy users of the 
internet. To minimise the biasness in the sample, the study draws sample from three distinct 
sources. Apart from internet survey, the questionnaire was distributed to industry and 
management students. For industry survey, 200 questionnaire were distributed, and 86 
responses were received out of which 10 were invalid. In terms of internet survey, 150 
questionnaires were distributed via e-mail. A total of 60 complete and valid responses were 
received. The questionnaire was also distributed among post graduate management students. 
50 questionnaire were distributed, and 34 response were received out of which four were 
invalid. In summary, 400 questionnaires were distributed, and 180 responses were received. 
Out of 180 responses, 10 respondents were born after 2000. As this study is focused on 
Generation Y, only those who were born in between 1980 and 2000 are included in the study 
(Ghosh and Chaudhari, 2009). The analysis is performed on 166 responses (Table 1). The study 
covers the complete range to Generation Y people in both gender and a representative of the 
population. 

Table 1 Demographic Profile of Respondents 
Age N Percentage (%) 
17-20 31 18.67 
21-24 74 44.58 
25-28 49 29.52 
29-32 7 4.22 
33-36 5 3.01 
Gender 
Female 35 21.08 
Male 131 78.92 
Education Qualification 
Doctorate 4 2.41 
Graduate 119 71.69 
Post Graduate 43 25.90 
Household Income 
< 300,000 (INR) 31 18.67 
300,000 - 500,000 (INR) 55 33.13 
500,000 (INR) - 1,000,000 (INR) 48 28.92 
> 1,000,000 (INR) 32 19.28 

 
4. Discussion of Results 

A three step analysis process is used to analyse the data. First, an initial investigation 
of the data is done to check whether measures of each construct can explain enough variance 
in the construct. Second, reliability, validity, and model fit is checked along with confirmatory 
factor analysis. Third, structure equation modelling is used to test the possible relationships. 
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Factor loading score is estimated for each measure of each construct. To predict internal 
consistency of reliability, a factor score greater than 0.55 is usually accepted. Any value less 
than 0.55 cannot explain the enough variation in construct and needs to be removed before 
further analysis (Ringle, Wende, and Becker, 2015). One instrument ‘PS3’ removed from the 
analysis.  

Multicollinearity is assessed through VIF (Variance Inflation Factor) value by 
conducting collinearity statistics among each construct. VIF value ranged from 1 to 3.6 which 
does not appear to be an issue and we can proceed with the further analysis of data (Hair, Black, 
Babin, Anderson, and Tatham, 1998). 

 
4.1 Common Method Bias 

Although the questionnaire is collected from a variety of respondents, it is suggested to 
examine common method bias with cross sectional research designs (Steensma, Tihanyi, Lyles, 
& Dhanaraj, 2005). Since the same questionnaire is used to collect all the data, a variance that 
is credited to measurement method instead of the constructs may cause systematic 
measurement error. It may either inflate or deflate the true relationship among theoretical 
constructs (Podsakoff, MacKenzie, Lee, & Podsakoff, 2003). Harman’s single factor test is 
conducted to examine the common method bias in which a single factor will account for the 
majority of covariance among variables during exploratory factor analysis (Steensma et al., 
2005). If the result of Harman’s test is a single factor representing more than 50% of the 
variance, then the common method bias is present. For this study, analysis of data resulted in 
one factor that could represent 33% of total variance which indicates that there is no common 
method bias.  

 
4.2 Confirmatory Factor Analysis 

The proposed model fits well with Standardized Root Mean Square Residual (SRMR) 
value of 0.07 for the saturated model. SRMR score less than 0.09 indicates a good model fit 
(Hu & Bentler, 1999). Convergent validity of the model is checked through average variance 
explained (AVE). The AVE score (Table 2) varies from 0.55 to 0.97 which is greater than the 
cut-off value of 0.50 (Fornell & Larcker, 1981). Construct validity can be examined though 
composite reliability score. The score (Table 2) ranges from 0.70 to 0.98 which is greater than 
the cut-off value of 0.70 (Fornell & Larcker, 1981). 

Table 2 Convergent and Construct  validity 
Construct Average Variance Extracted (AVE) Composite Reliability 
Adventure 0.659 0.852 
Authority & Status 0.703 0.824 
Convenience 0.978 0.989 
Customized Advertisements 0.572 0.798 
Hedonic Motivation 0.711 0.925 
Information Availability 0.550 0.702 
Product Selection 0.646 0.783 
Purchase Intention 0.739 0.849 
Socializing 0.967 0.983 
Trend Discovery 0.618 0.751 
Utilitarian Motivation 0.576 0.871 

 
Discriminant validity which refers to the extent to which a measure does not correlate 

with other constructs from which it is supposed to differ is also examined. To establish the 
discriminant validity in PLS, the square root of average variance explained must be higher than 
the construct correlation value. Table 3 indicates that model has discriminant validity. 
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Table 3 Discriminant Validity 

 1 2 3 4 5 6 7 8 9 10 11 

Adventure 
(1) 0.812           

Authority & 
Status (2) 0.298 0.838          

Convenience 
(3) 0.106 0.192 0.989         

Cust. Advt. 
(4) 0.504 0.278 0.211 0.757        

Hedo. 
Motiv. (5) 0.519 0.313 0.079 0.296 0.843       

Info. Avl.(6) 0.114 0.132 0.316 0.146 0.064 0.741      

Prod. Sel.(7) 0.11 0.214 0.21 0.149 0.21 0.251 0.804     

Pur. Int. (8) 0.444 0.29 0.278 0.256 0.524 0.075 0.079 0.86    

Social. (9) 0.391 0.284 -
0.131 0.345 0.193 0.12 0.291 0.142 0.984   

Trnd. Dis. 
(10) 0.487 0.154 0.036 0.526 0.271 0.058 0.033 0.112 0.246 0.786  

Uti. 
Motiv.(11) 0.585 0.413 0.205 0.349 0.602 0.132 0.125 0.56 0.214 0.308 0.759 

Diagonal elements represent the square root of AVE 
 

Above results indicate a good model fit with adequate reliability and validity.  
Hirschman and Holbrook (1982) have specified that hedonic and utilitarian motivation 

is extensively tested in shopping motivation. Previous studies have focused on the evaluation 
of overall population and their motivation towards shopping in both offline and online setting 
separately. This study empirically examines the motivating factors for both utilitarian and 
hedonic motivations for the purchase of foreign braded clothing among Generation Y. Indian 
Generation Y is the largest contributor to India’s gross domestic product. With the projected 
growth rate of India’s GDP, the contribution by Generation Y cohort is likely to increase in 
coming years. Generation Y like to showcase its wealth and status by possessing luxury items 
which include foreign branded clothing. The purchase intention of foreign clothing is indirectly 
influenced by adventure, authority & status, and customized advertisement. The direct effect 
represented in figure 2 indicates that convenience influences utilitarian motivation which is 
also supported by To et al. (2007). However, availability of information and product selection 
is not supported which is, in contrast, to result of To et al. (2007). There could be two 
possibilities for this result.  
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First, Generation Y also known as the Net Generation can have access to any 

information anytime through the internet which includes accessing the information within the 
store while purchasing or ordering cloth online. Possession of such information does not 
directly lead them to purchase the product. Second, the availability of vast amount of user 
generated content apart from information provided by companies over the internet may lead to 
over burdening of information about any product. This huge amount of information may leave 
them disappointed and frustrated. Therefore, Generation Y decision of purchase is not 
significantly influenced by information availability. With regard to product selection, 
Generation Y may believe that online shopping offers a considerably large array of products 
than a brick and mortar store. Moreover, the cost of search is less in the online medium. 
However, Generation Y may not get influenced by a range of available brand. This could be 
because they have created a special cognitive position for their favourite brand. Parment (2013) 
argue that loyalty of Generation Y is difficult to attain which does not seems to be the case 
among Indian Generation Y. it calls for a future examination of loyalty among Generation Y 
Indian about foreign branded clothing.  

Antecedents of hedonic motivation namely adventure and authority & status are found 
to be significant which is supported by To et al. (2007). However, trend discovery and 
socializing are not significant. To et al. (2007) supports the finding that socializing is not 
significant. For socializing, Generation Y Indian may perceive that shopping in a mall or online 
shopping would not increase their social network. It may also be presumed that popularity on 
an online forum is not a strong incentive for Generation Y to realize the its value and involve 
in purchasing activity. With regard to trend discovery, there could be two possible reasons. 
First, the earlier stated reason for loyalty could be a possible cause for this. Loyal Generation 
Y Indian may not be highly influenced by market trends, or celebrity endorsement thereby 
doesn't involve themselves into the purchase of foreign branded clothing. Second, Generation 
Y may perceive that purchasing clothing online or offline could not satisfy their desire for latest 
fashion trend unless they visit a specialised store for fashion clothing. Also, it could be 
perceived that most of the things sold online are ordinary and don’t contribute much towards 
fashion trend of Generation Y.   

Two out of four dimensions in each utilitarian and hedonic motivation are found to be 
significant with slightly more intensity to hedonic dimensions. Hedonic shoppers emphasise to 
purchase clothes from brick and mortar store especially high involving categories of fashion 
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such as foreign branded clothing. Visiting such stores offer people a sense of adventure. During 
shopping, they also exert authority and status on sales person who is largely absent in online 
shopping. However, online vendors have initiated many programs such as instant refund policy, 
return after the first trial to realize the authority and status that the consumers seek. Generation 
Y who is going through the company website and browsing for shopping is driven mostly by 
utilitarian motivation. Online shopping firm who are into foreign branded clothing can 
recognize their unique utilitarian characteristics to gain an edge over their competitor. Hedonic 
shoppers of Generation Y mostly visit stores for purchase as they would like to enjoy the 
journey of shopping. For foreign branded fashion stores, it is recommended to identify the 
unique dimension of hedonic motivation and gain a competitive edge over a competitor. For 
example, keeping the sales person as and when required in stores would give a feeling of 
authority and status to shoppers which may make their shopping enjoyable. Also, stores can 
use a different theme to evoke a sense of adventure in Generation Y shoppers. Advertisement 
of foreign branded clothing with a theme of adventure may bring shoppers one step closer to 
the brand.  

 
5. Conclusions 

Unlike West, Asian Generation Y is very visible and distinct generational cohort. Issues 
of the generational cohort can be best examined through generational lenses. Also, generational 
cohort helps in easy segmentation and targeting by designing single marketing offering 
applicable for a specific generational cohort. The study focuses on the consumption of foreign 
branded clothing by Generation Y Indian. The study explores the utilitarian and hedonic 
motivation among Generation Y to examine their intention to purchase of foreign branded 
clothing. Four dimensions of utilitarian motivation namely convenience, information 
availability, product selection and customized advertisement and four dimensions of hedonic 
motivation namely trend discovery socializing, adventure and authority & status are examined 
for both online and store front shopping. The study indicates that convenience and customized 
advertisement can significantly influence utilitarian motivation and adventure and authority & 
status influence hedonic dimension. The purchase intent of consumers differs from utilitarian 
to hedonic shoppers. Therefore, online shopping and offline stores can design and showcase 
the characteristics of the product as well as a store to attract both utilitarian and hedonic 
shoppers of Generation Y.  

 
6. Limitations and Recommendations for future research 

The future research may include more of the dimensions which may be linked with 
Indian Generation Y. Dimension such as political, social and technological which affect the 
daily functioning and determine the behaviour of Indian can also be incorporated into the 
model. There are other factors such as buying capacity, purchasing pattern, personality and 
life-style which may be incorporated into the study. Although the study has covered pan India, 
adding more respondents by collecting data from different respondents such as street 
distribution may bring more insight to the study. Also, comparing the result of this study with 
the similar study done in other Asian, European or Western context may bring more interesting 
features of Generation Y. It may also help to compare Generation Y of different contexts them 
on different consumer behaviour. Future study may also examine the moderating effect of 
gender, income or other demographic variables. 
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