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ARTICLE INFO ABSTRACT

This paper focus on the seafood consumption attitudes and behaviours of the millennials
(Generation Y) and non-millennials (Generation X, Baby Boomers and Silent
Generation) comparatively. The data was collected from a face to face survey which was
applied to randomly select 407 individuals in the city of Adana, Turkey in November
2016. As a result of factor analysis applied in the study, it was found that Millennials was
significantly and inversely correlated with consumption of wild fish and freshwater fish.
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Millennials freshwater fish and mussels and the correlation is insignificant. According to the results
Seafood of the chi square test, it was determined that Millennials mostly preferred to consume
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fresh (unprocessed) fish. Mann-Whitney test results show that they value health and
nutrition factors for consumption and there is a significant difference between these two
factors. Besides, factors mainly effecting their purchase behaviour of seafood are directed
to freshness, seasonality, place of purchase and wild-aquaculture product classification
and there are significant differences between these factors. The fact that the Millennial’s
average response to consumption and purchasing is higher indicates that they are more
cautious.

DOI: https://doi.org/10.24925/turjaf.v5i12.1604-1608.1600

“"Corresponding Author:
E-mail: inancguney@gmail.com

Introduction

Consumer behaviour discipline is frequently used in
food consumption studies to examine the common
behaviours and choice patterns of different demographic
groups on decision-making process (Rugimbana, 2007).

Food consumption behaviour of consumer groups with
common attitudes has been one of the topics that
marketers focus on in recent years. Studying on the
generations, a group of people who were born in about the
same years and shared similar cultural experiences, could
present considerable results for analysing the common
food consumption attitudes. Differences in values, beliefs
and experiences among generations bring different food
consumption behaviours together. For this reason, it is
very important to understand the food consumption
behaviour of the generations, especially the ones more
influential on markets. (Inglehart and Carballo, 1997;
Lancaster and Stillman, 2003).

While for many years the Baby Boomer generation
(1946-1965) has dominated the market with the largest
purchasing power in the economy, this group is aging and
Millennials (Generation Y) (1980-2000) have begun to
take their position. The Millennials are three times bigger
than the Generation X (1966-1979), and constitutes the
largest market since the Baby Boomers (Ordun, 2015).

Millennials deal with initial, huge, exciting and dynamic
changes in the society during their growing period. They
experienced many first-time events like opportunities of
virtual business, gender equality and duel income in the
households. They also consider the thoughts of interest
groups and non-governmental organizations in their
decision-making process (Reeves and Oh, 2008).

Millennial generation is spending about $ 200 billion
annually and expecting to represent half of the total
consumer population by 2020. They also influence
purchasing decisions of the families and older
generations, thus have a great direct and indirect effects
on the World economy. Due to their population size and
high purchasing power, consumer behaviour researches
and marketing practitioners create special interest on
Millennial generation compared to the others (Morton,
2002; Nichols et al, 2015; Muralidharan et al., 2017).

The main factors affecting their purchasing process
are the convenience, price suitability and the value
created by the retailers. They also have a loyalty to the
brand and the seller and give more importance to
convenience and experiential qualities comparing with the
other generations (Hewlett et al., 2009; Kuhns and
Saksena, 2016).
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Food consumption patterns of the Millennials have
great influence on the food sector thus this generation is at
the focus of food marketing activities more than ever.
Food consumption attributes of this generation has started
to change through healthier, easy to consume and fresh
food products and accordingly, they prefer rather to
consume food at home instead of eating out. Factors
shape consumer preference of the Millennials are mainly
based on origin, quality, safety/health concerns, variety,
and environmental concerns. Same as other product
consumptions, they also have the potential of effecting
food consumption decisions of the previous generations
(Rugimbana, 2007; Kuhns and Saksena, 2016; Twenge,
2010; Terano et al., 2016).

Millennials are mainly interested on healthful,
adventurous and environmentally sensitive products
including local and sustainable foods, thus millennials can
easily be associated with seafood product group.
However, the total amount of seafood purchase of
millennial generation is still low. This low purchase
situation is strongly related with the relatively
inconvenient preparation of the seafood products. Even
so, this consumer group have not yet been investigated
much about their attitudes towards seafood and therefore
satisfactory data is not available on this subject (Blank,
2014).

The fact that Millennials are making more food
expenditures and could influence the previous
generations, it is important to investigate this generation
in terms of food consumption (Peskett, 2006). In this
study, the attitudes and behaviours of the Millennial
generation in relation to the consumption of seafood
products were analysed by comparing with other
generations that make food purchase. In this context,
seafood consumption behaviours and patterns and
decision-making process on seafood purchase of the
related generation were determined. The results of the
research can contribute to the production and marketing
efforts of the units in the seafood sector and the
satisfaction of the pleasure and preferences of the relevant
consumer group at higher level.

Material and Method

Material

The research group of the study is named as
Millennial Generation (Generation Y). Millennials is the
name of the generation who was born between 1980-2000
and constitute 23% of the European and 25-27% of the
population of USA (Morton, 2002). In terms of age
distribution, Turkey has a very young population with the
median age 30.1. and millennial generation members
constitutes 35% of the population. The median age of the
Adana province, where the research was conducted, is
29.3 which is under the country average (Giiney and
Sangiin, 2017). In order to make comparisons with
Millennials other generations buying food products were
also considered at the research which was named as non-
millennials (Generation X, Baby Boomers and Silent
Generation).

To investigate the seafood consumption attributes,
patterns and purchase behaviours of the research
generation (Millennials) a consumer survey was designed
by the authors.

The fallowing formula was calculated to determine
sample size of the research (Yazicioglu and Erdogan,
2004).

NXxt?xpxq

= (N-1)+t2xpxq

n=Sample size; N=Population size; p=Frequency of
occurrence of the event to be investigated (%50);
g=Unrecognized frequency of events to be investigated
(1-p) (%50)

t=t value (1,96); d=Absolute error or precision as
mentioned in previous section (Usually 0,05 or 0,10)

The survey was applied to 407 individuals in the
Adana province of Turkey which 347 of them was
consuming seafood regularly. Within these consumers,
267 of them consist from the research generation group,
Millennials. The survey questions were designed based on
quaternary scale where 1 represents insignificancy and 5
represents extremely importance.

Method

In the study, factor analysis was applied to group the
consumption frequencies of the Millennials’ seafood
varieties. Factor analysis combines variables with high
correlation where two or more characteristics are being
evaluated at the same time in the investigations. Thus, it is
a method that is used to create new explanatory common
groups by having at least information loss and
independent of each other and fewer variables (Sangiin et
al., 2009; Dolekoglu et al., 2014).

The basic factor analysis equation can be presented in
matrix form as;

Z=AF+¢ 1)

Where:

Z = A px1 vector of variables

2 = A pxm matrix factor loading

F = A mx1 vector of factors

& = A px1 vector error (Sharma 1996).

In our study, the correlation matrix of variables was
used to obtain eigenvalues. In order to facilitate
interpretation of factor loadings (li), VARIMAX rotation
was used. Factor coefficients (ci) were used to obtain
factor scores for selected factor (Keskin el al., 2007).

In the study, the Mann-Whitney U test was applied to
test whether there is a statistical difference between the
factors that are effective on the consumption and purchase
behaviours of fish products of Millennial and non-
millennial generations. The categorical data obtained
from the respondents were tested with Chi square test.
The results were interpreted according to the significance
level of 0.05 and 0.01. The data analyses were performed
using SPSS 20.0 (SPSS Inc., Chicago, IL, USA).
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Results and discussion

When the demographic structures of the individuals
belonging to the Millennial generation participating in the
survey were examined, it was determined that the
education level of the generation concerned is
considerably higher than the other generations. It is found
that 89.5% of the consumers including the research group
have education level of high school or over while 27.3%
of them have the university degree. 32.2% of the
employees in the research group work in private sector
and 19.1% own their businesses and 17.6% of the
generation is unemployed. 39.3% of the millennials do
not have a regular income and 37.8% of has income level
between 1000-2000 Turkish Lira. The household size is
mainly 4-5 people (57.3%) and homeland of the majority
(78.7%) is the Mediterranean region.

Within the scope of the study, the frequency of
consumption of seafood products on the basis of varieties
of the millennials has been revealed. The results of the
Rotated Component Matrix obtained by the factor
analysis are given in Table 1.

According to the factor analysis, the frequency of
consumption of seafood of the millennials and non-

consumption of marine fish and fresh water fish
constitutes the first group, and it is observed that there is a
negative relationship between those two fisheries. In
addition, Spearman's correlation analysis also showed that
the correlation value was negative (-0.39) and significant
(P<0.01). This negativity indicates that consumers of
marine fish generally does not consume fresh water fish,
or vice versa. The same observation is existing for non-
millennials but differently mussel consumption added to
the first factor group opposite but not significant
correlation between consumption of marine fish and
consumption of the other two seafood products emerged.

Other groups of seafood consumption for the
millennials and non-millennials are similar. Second
seafood group that is subject to consumption is squid,
mussels and shrimp. The mentioned products generally
reflect consumption away from home category like street
food or restaurants. The third group, octopus, sea
cucumber, lobster and crab, formed a group of fisheries
products with very low consumption frequency. Erdogan
et al. (2011) also found that consumers do not frequently
consume octopus, lobster respectively.

In the study, the frequency of consumption patterns of
the Millennial generation has been revealed.

millennials constitute 3 groups. For millennials,
Table 1 Rotated Component Matrix

Millennial 1 Comgonent 3 Non-millennial 1 Comp;onent 3
Octopus 0.747 Lobster 0.863
Clam 0.738 Octopus 0.788
Lobster 0.702 Clam 0.762
Crab 0.626 Shrimp 0.806
Squid 0.815 Crab 0.790
Mussel 0.764 Squid 0.629
Shrimp 0.579 Fish (Fresh Water) 0.770
Fish (Fresh Water) 0.834 Fish (Sea) -0.676
Fish (Sea) -0.817 Mussel 0.591
Variance 2.749 1.366 1.167 Variance 2.559 1.654 1.255
% of Variance 30.549 45.182 12.961 % of Variance 28.436 18.373 13.948

Table 2 Chi-Square test results and frequency percentages for the frequency of seafood consumption patterns of the

millennial generation

Consumption Form Never Rarely Sometimes Always Total Df  Chi-Square
Fresh ZA) 2‘.52 ) 72% 5(‘;13 igg 2 390.494***
Frozen % a6 52 180 22 w0 3 a2
Marinated f%) 583 % 61 Z i‘; O% 4 igg 3 574.273%**
Smoked P S 2 ] 202 aseeseee
Salted % a0 4o 2 07 oo 3  oa73e
Canned % 809 . 116 30 I a
Dried % or0 ro o7 04 oo 3 Tawaos
Pre-cooked o2 ) ) 2 203 670,933
% P<0.001
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The chi-square test for frequencies of consumption
patterns of the millennial generation show statistically
significant differences (P<0.001) between consumption
for all consumption patterns (Table 2). When the
frequency of consumption is examined, it has been
determined that 90.3% (241 respondent) of consumers do
not prefer any type processed products and they prefer to
consume seafood fresh. Erdogan et al. (2011) also found
similar result on fresh seafood consumption 96.59% are
prefer consume seafood fresh) at their studies. Among the
processed products frozen and canned products are the
most notable preferences other than fresh consumption. In
their study Erdogan et al (2011) also stated that the most
preferred processed product type are canned seafoods
(37.64%) following by frozen seafoods (26.80%).

Factors affecting seafood consumption are analysed
comparatively for millennials and non-millennials.

When the factors affecting consumption of seafood
were examined, there is a statistically significant

difference between millennial and non-millennial
generations (Table 3) for the factors health and nutritional
(P<0.01). Although both groups place considerable
importance on health and nutritional value factors,
millennials are a bit more susceptible to these two factors.
When other factors are examined (habit, prestige and
taste), there was no statistical difference between the
generation groups, but the values obtained are above the
average and all factor effecting the consumption.

It has been analysed whether there are differences in
the factors affecting the purchasing behaviour of seafood
for millennials and non-millennials.

Table 4 shows that there is a statistically significant
difference (P<0.05) between the millennials and non-
millennials in terms of freshness, packaging, capture
technique, price, availability, presentation, capture zone
and season (P>0.05) where among other factors (type,
size and wild or aquaculture) and there is no difference
(P>0.05).

Table 3 Factors affecting consumption of seafood products of millennial and non-millennial generations

Factors Generations N Mean Rank Mean Mann-Whitney U Z
e ah S meesw s
e[ Mlemd i wea o
e D% 37 aeme  amw
e s 9B umew  omg
Tast Nonwilernial @0 17s0p 4z 0594000 01
% P<0.01
Table 4 Factors affecting purchasing behaviour of seafood for millennials and non-millennials.

Factors Generations N Mean Rank Mean Mann-Whitney U Z
W el mm 4% suwssw 2
Packaging Nonwileial 8 13 sz 704000 -43e07
Catching Technique '\N"(;'r:e&”l'l‘?énmal 28607 iig:gi g:ig 8403.000 -3.031%*
ol OB 4B oy s
Type Nonilenal 80 o0 ase %8000 100
pesity |V 2039 g o
rnaion Ml 2 9% oo s
CopreZone | No W lernial @0 1445 ass 92000 3w
e B2 3 en ao
Season NonMilemial s 137 401 778800 410
Point of Purchase I\N/I;Ir:?:/lniil?elznnial 28607 gz;g jgg 9149.000 -2.352*
Wild or Aquaculture “Nﬂgg?&r}il";‘énnial 2o Lo e 10307.000 -0.545

*: P<0.05; **:P<0.01
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When Table 4 is examined, all factors affect
purchasing behaviour at a high level for both generations,
but we can see that millennials are more sensitive to
packaging, price, availability and presentation.
Geethalakshmi et al. (2013) also concluded that
consumers are ready to pay a premium price for safe and
quality seafood.

Conclusion

In terms of food consumption, there is a close
relationship between food consumption motivations of the
millennial generation and the qualifications of seafood
which increases the significance of studying the
behaviour of this generation. Seafood consumption is
influenced by many factors such as socioeconomic
background, general food consumption patterns, personal
health status of the consumers, and a number of attitudinal
dimensions and previous studies regarding seafood
consumption have shown that, like taste, health, nutrition
and convenience, age is also an important determinant of
seafood consumption behaviour (Erdogan et al., 2011).

The results obtained from the research show that, the
millennial generation's sensitivity and willingness to pay
more for fresh product consumption is also valid in the
case of seafood consumption, and this generation
predominantly prefers to consume fresh fish. The other
important forms of consumption are frozen and canned
products, which are also very significant for this
generation, who prefer consume food products mainly at
home.

When the seafood consumption motivations of the
millennial generation are examined compared with the
non-millennial generation, it has been determined that all
factors are important for both groups, while nutrition and
health factors are forerunners for millennials. In the case
of fish based products consumers are pay attention on
quality and food safety and they are ready to pay a
premium price for safe and quality food (Geethalakshmi
et al., 2013). These factors also mentioned as they are
important for general food consumption of this
generation. For the other factors (habit, taste and
prestige), while there is no difference between the
generations' responses, the millennial generation gives
more importance to the habit and prestige factors, the
non-millennial generation gives more importance to taste.

When the buying behaviours of non-millennial and
millennial generations are examined, both generations
give importance to freshness, season, place of purchase
and wild-aquaculture product type, and in general it is
given a little more importance these factors by the
millennial generation. About buying behaviour, the most
different responses are observed in price, accessibility,
packaging and presentation factors and millennials give
more importance all to these factors. For other factors
(capture technique, variety, location and size) there are no
reaction differences between generations.
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