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	Structure 
a) Abstract:

Every generation has it’s own characteristics. They have been affected by the changes of world and vice a versa they changed the world. Soon a new generation will rule the world and we have to prepare for it. Huge amount of information is now as distant as a cell phone. The old standards and ways should be redesigned and adapted to the new demands. In order to do so it is important to evaluate and understand the patterns and motives behind shopping attitude. The main purpose of this research is to find out if the shopping patterns of the millennials are different than other generations. The secondary purpose of the study is to analyse if brand loyalty of millennials is associated with any other elements related with purchasing behavior. 

b) Introduction:
The changes in consumption expenditure can best be understood by taking a generation approach. Generational determined lifestyles and social values, exercise as much influence on buying and purchasing as more commonly understood demographic factors like income, education, and gender do, perhaps even more. Different generations and demographic consumer groups are exposed to: (a) different social and economic opportunities and barriers, (b) different types of technology activities, (c) different social perceptions and different community norms, and (d) different life experiences and events. Generational cohort marketing has become a useful tool in segmenting markets since cohort members share similar values and generational cohorts have different experiences, which influence their values, preferences and shopping behaviour. Generation Y is three times more the size of Generation X and constitutes the largest market since baby boomers. Determining the specific factors that influence Millennials and their purchasing attitudes and patterns has become an important focus of consumer research as their potential spending power, the ability to be trendsetters, adoption to new products and potential for becoming a lifetime customer
c) Method/Approach 
This paper examines the loyalty in a mental stage and as an attitude. Among other attitude questions that guide purchasing behavior; brand loyalty is asked in terms of psychological preference of a brand.  Others factors are labelled as price, trend, prestige, brand, fit, quality, recommendation, advertisement, ambiance, availability, variety and service. 4000 inventories have been distributed to the customers of 2 different (one male and one female oriented) fashion retail companies. Each company operates more than 200 nationwide and almost 100 international stores. After the elimination of incomplete and inaccurate ones 2068 inventories have been used for the analysis. 

d) Conclusion:
The main scope of the study is to understand the decisional patterns of millennials and find out the basic similarities and differences between other generation cohorts. ANOVA technique is used to understand whether the mean differences of the attributes between generation cohorts are significantly different. Mean scores of Price, Recommendation, Ambiance and Availability are not significantly different for any of the generational cohorts.  Among all attributes Trend is the most differentiated attribute for Millennials. Their buying decisions are more affected by social media than any other generations. They may trust the ideas of their virtual friends more than their real friends. Multidimensional Scale Analysis is used to find out the perceptual maps of every generational cohort.  Perceptual maps help us to identify which attributes are grouped (clumped) with each other. Quality is generally grouped with Fit, Service and Variety. For the Millennials Prestige is also grouped with Trend.  
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