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ABSTRACT 
 
 
The aim of this degree project is to evaluate the impact of product’s factors and 
service’s factors on customer’s perceptions and to study how these factors combined 
can lead to purchase intention. The sector chosen for this study is the BtoC sector within 
the clothing industry. This industry operates within a global market, where potential 
customers can be reached all over the world. Consequently, the demand is as higher as 
the offer; the market is very competitive and has the advantage or the disadvantage 
depending on the perspective to present low entry barriers. For that reason, we want to 
focus on new products and especially new companies. It is indeed hard to succeed when 
challenging old-established companies and famous clothing brands when those have 
already built a globally known reputation and gained significant market shares. 
 
In this paper, we explore three important elements that define the product which are the 
price, the design and the quality, and three service features which are the store, the 
website and the staff. We especially want to gather information from the consumers’ 
point of view since we deal with the impact that those factors have on their perception. 
To achieve our study, we have created a tentative brand and asked young potential 
customers aged from 20 to 35 years old to give their opinions about experimental 
products. Our questionnaire was translated in three different languages and was 
distributed online in order to be filled in by people from different countries. The aim 
was to sample a global clientele in the apparel industry and to receive as many answers 
as possible. We collected 208 valid responses using convenience and snowball sampling 
and used frequency and contingency tables through SPSS to turn the data into 
information. 
 
The results we have obtained show that design is the most important factor affecting 
consumers’ purchase intentions. Furthermore, price is positively correlated to quality 
and most of the people who associate high price with high quality are willing to pay 
more for a better quality product. This information is interesting when the results also 
show that quality is evaluated through the sense of touch and not through supported 
evidence. We also discovered that customers’ expectations from a website are basically 
simple and lead them to attend the store. Moreover the store’s appearance attracts 
customers and once inside, the staff’s behavior may result in customer’s loyalty.  
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1. INTRODUCTION 
In this chapter, we will introduce our subject and explain the reasons why we have 
chosen it. Then, we will define the theoretical background of the purpose and the 
knowledge gaps noticed. Eventually, the purpose will be developed, as well as the 
definition of the concepts used. 
 

1.1 General perceptions in the fashion industry 
 
Nowadays, the fashion industry is not only limited to the national market due to the fact 
that is a globalized industry (Jansson & Power, 2010, p. 892). A company can reach 
potential customers all over the world, either through physical shops or through online 
shopping; some websites even propose free delivery no matter where the shipping is 
such as “asos.com”. Fashion knowledge is a crucial concern to firms that are associated 
with fashion clothing because it enables the creation of value and differentiation within 
their products and services. According to Presutti et al., (2011) knowledge is the most 
important parameter in order to have a sustainable competitive entrepreneurial 
advantage. We do agree that through knowledge, firms can take advantage of new 
opportunities. This knowledge can come from several sources and we consider 
customers as the main source for our study in order to help future new entrant firms to 
develop strategies at the dawn of their creation. Within this sector there are several 
strategic resources to achieve differentiation such as positioning, acclaim, recognition 
and reputation (Jansson & Power, 2010, p. 889-891).For instance, marketing uses 
positioning in order to develop a positioning for a product in the mind of consumers 
(Wood, 2011, p. 12). We think that through the general perceptions of consumers, 
companies can create positioning of their products. For that reason, we want to study 
the general perceptions of factors that affect purchase intentions, in the context of 
fashion industry and from a consumer’s point of view. 
 
According to Polese & Lee Blaszczyk (2012), the term “fashion” could be described as 
a study of material such as clothing, apparel and accessories. Other authors define 
fashion as a cultural phenomenon that includes the way people dress and how they act 
and think (Polese & Lee Blaszczyk, 2012, p. 6). According to Kim (2012) “fashion” is a 
style related to apparel that a great group of people takes into account during a period of 
time and is connected to consumer products and consumer behaviors. Fashion industry 
as a global concern, which interacts with people, is a way of expression according to 
these authors so it is very important to study consumers’ behaviors and perceptions of 
factors that affect their purchase decision in order to know about their needs and to 
propose the appropriate product. Moreover, clothing could be considered as symbol of 
society and its values, which reflects perceptions of the self and other people. These 
perceptions have a great significance for motivations affecting purchase behaviors. 
(Hume & Mills, 2013, p. 463) 
 
Due to the globalization phenomena and the competition that emerges thoroughly, 
organizations and firms need to develop strategies to achieve competitive advantages. 
One way to achieve this advantage is the development of a new product. Decisions that 
are made around the development of something new are important but they are complex 
as well because there are some key areas to consider within the design product 
development such as customer requirements, customer satisfaction, product quality, 
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product design and pricing (Chan, 2011, p.178). In this industry they will deal with the 
definition of a price, the use of certain material, the choice of the design and so on. 
These strategic decisions play an important role not only in market penetration, but also 
in customer’s mind and perception of the new product. 
 
The result of the new product development in the fashion industry is the collection, a 
seasonal set of products created by a firm that takes into consideration of consumers’ 
needs, tastes, fashion and usage; in this way, the new product development is a crucial 
process for the fashion industry (Caniato et al., 2014, p.295). This is one of the reasons 
that make us pay attention to the proposed internal variables due to their influence on 
both product and consumers.  
 
We argue that customers in the BtoC textile market take into account internal variables 
to the product such as price, quality and design and variables of the service such as 
website, store and staff. 
 
There are two types of experiences in the shopping process: product experience 
(interaction with a product) and service experience (interaction with a store’s 
atmospheric and personnel variables). (Kim, 2012, p. 420) According to the experience 
consumers havewith products, they will have higher or lower expectations. These 
experiences represent a challenge in the marketing research process because it has to 
raise those expectations higher, and satisfy them.  
 
 

1.2 Our dissertations contribution 

1.2.1 Practical contribution 
 
We think that our study will help companies to expand a newly born brand. 
Furthermore, as our idea is conceived around factors that do not require high financial 
expenses, this paper may represent significant contribution to startups that want to 
specialize in the apparel industry. Indeed, new companies or startups usually have 
financial difficulties making it even harder to pay for advertising and endorsement and 
thus to compete with multinational firms. By helping develop new products either 
among established firms or new ones, the study would also enable startups entering a 
mature and competitive market, we think it is important to contribute with theoretical 
knowledge in this field, and to study how a new company can sell through its unknown 
brand image despite of the financial limits that it may meet. 
 

1.2.2 Theoretical contribution 
 
According to Guillison et al., (2014) there are several gaps in the literature, a lack of 
examining customer requests especially. In order to attract customers, it is necessary to 
know about factors of product and services which affect the individuals in their daily 
lives and influence their purchase activities (SakshiModi et al, 2012, p.527). In the 
development of our conceptual model we take into account the different variables (of 
product and service) affecting the purchase decision. It is important that marketers 
recognize how consumers act variously at different times and respond differently to the 
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same stimulus in order to make the precise decisions that will attach in more closely 
with consumer needs and wishes. (SakshiModi et al., 2012, p.527)In the development of 
our conceptual model we have taken into account the different variables (of product and 
service) affecting the development of a new brand. 
 
According to Sakshi Modi et al., product, packaging and labeling, pricing, advertising, 
promotion and personal selling are the considerable areas of interest to the customers. 
Marketers should determine how customers may perceive product quality and design 
product due to can help to attract new customers. In the same way, packaging and label 
add value by tangible product due to this concepts play an important marketing role 
(Wood, 2011, p. 100-101). There are several communications tools such as advertising, 
promotion, personal selling, etc; however, these tools need higher budgets due to the 
fact that firms have to do marketing plans to study their target in order to know which 
ways should be used to attract customers (Wood, 2011, p.156)  
 
In order to meet and even to anticipate the customers’ needs, flexibility appears to be 
one of the most important key success factors within the textile industry. According to 
Moon et al. (2012), flexibility is achievable in the manufacturing and the supply chain 
processes(Moon et al., 2012, p. 191-192).If many companies tend to be flexible in order 
to satisfy the customers, it is because the textile industry “is a typical consumer-driven 
industry with product demands being determined mostly by the demands of the final 
consumers.” (Moon et al., 2012, p.195). Indeed, this industry is following trends and is 
limited to time periods such as seasons and fashion moves, which are at their turn 
followed by the customers. This is why we believe that textile industry demands a 
constant customers’ satisfaction. 
 
According to Korunka et al., (2003) the startup creation process begins with the official 
registration in a state institution and ends at the release of a product or a service 
(Korunka et al., 2003, p.23). This period usually comes after a deep thinking and 
analysis of the market, the competition, the viability of the new venture and the 
planning and organization of actions. As stated by Estay et al., (2013) in their article, 
entrepreneurs are aware of the difficulties that they will meet when launching a new 
business (Estay et al., 2013, p.263). Risks are inherent at the creation of startups, for 
that reason, we would like to add a contribution to the pre-startup creation process in 
order to make it successful. In the literature, the famous Porter’s model propose a 
scheme of forces that influences industry equilibrium, it also treats the new entrance 
challenges. However, the strategy executed by established firms is different from 
startups’ and no attention is paid when considering startups’ entrance in a mature 
market such as the textile market. This is what Davis & Olson have tried to overcome 
by proposing a model, which assesses five external and internal forces: Suppliers, 
Customers/Markets, Competition, Regulation and Internal Culture (Davis & Olson, 
2008, p.212). Suppliers constitute an important actor since they represent in the model 
both the financial suppliers and the raw material suppliers. As many authors focus on, 
Davis and Olson emphasize more on the financial suppliers rather than the material 
suppliers (Davis & Olson, 2008, p.212). 
 
We want to change the general idea: instead of searching for more funding sources, 
startups can narrow their forces into internal factors to the product that we consider 
important for their survival and success: raw material suppliers (quality), creativity and 
innovation (design), an effective cost-management (price); adding other external factors 
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related to the service, we think the main objective is to match with customers’ needs 
and wishes. Another reason to develop our study is that there is little information about 
the startups managing their new entrance within a mature industry such as the textile 
sector. Indeed, neither Porter’s classic model nor the revised model of Slater and Olson 
make the difference of strategic forces in the execution of strategy between established 
firms and startups (Davis & Olson, 2008, p.212). 
 
 

1.3 Knowledge Gap 
 

While reviewing the literature, we have noticed several knowledge gaps within this 
field. Many articles deal with the clothing industry and the steps of creation of a new 
brand. Other articles also deal with the consumers’ perception of clothes, their behavior 
in the store, and the link that they can see between price and quality. 

Some research are also more technical than the majority of the ones that we have read, 
one of which deals with the qualities that a good website should have (Cao et al., 2005). 

However, all those studies do not take into account one or more specifics. Indeed, none 
of the scientific research led within this area deals specifically with new clothing 
products and how their different characteristics are perceived from potential young 
customers, nor with the targeted respondents that we have chosen. For instance, 
Holmlund study indeed deals with service in a clothing store, quality and price as well, 
but the targeted consumers are exclusively mature women (Holmlund et al., 2011). Cao 
et Al (Cao et al., 2005) study deals with the specifics of a website but again, the targeted 
consumer is not the same and the crossing of information such as the combination of 
different variables (website and store for instance) is not developed. 

 Moreover, none of the several articles that we have been through focus on consumers 
from different countries of the world. We have chosen this criterion because we notice 
that nowadays, the clothing industry is expanding and reach people from all over the 
world.  

For these reasons, we wanted to contribute in this field of study and gather some of the 
most important criteria investigated in only one study (considering our subject). We 
believe that studying the combination of different and essential variables within a 
growing and competitive industry can result in an interesting output, especially 
considering our targeted population. 

Eventually, Guillison et al., (2014) points out that there are several gaps in the literature, 
a lack of examining customer requests especially. Noticing that the article is very 
recent, we would like to try filling one of those gaps with our study. 
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1.4 Research question 
 

Taking into consideration the literature contribution in this area, our paper will deal 
with this research question: 
 

Which factors in the clothing industry are the most important according to the 
consumers’ perceptions, and how can they affect their purchase intention? 

 

1.5 Purpose 
 
The purpose of our research is to study three internal factors to the product which are 
price, design and quality and three service factors which are independent from the 
product such as the store, the website and the staff. This study is aimed to evaluate their 
importance and their impact on the customer’s perception in order to create purchase 
intentions. This study will be conducted within the clothing industry in the BtoC sector, 
and will focus on a young population of consumers aged 20 to 35 years old, from all 
around the world. 
 
We want to come up with a theoretical and practical view that will contribute to help 
launching new products within the fashion industry. Our study is aimed to help 
companies in making strategic decisions when it comes to define a price or a design, for 
instance for a new product in the market. Those strategic decisions will be dependent on 
the customers’ perceptions, and this is the reason why we made this field the purpose of 
our study. 
 
Our demonstration will rely on a conceptual model that we will be developed later in 
the research. In order to conduct the research, we have come up with 3sub-purposesto 
follow thoroughly: 

• To evaluate how the three product factors (price, design and quality) are 
perceived by consumers. 

• To evaluate how the three service factors (website, store and staff) are perceived 
by consumers. 

• To evaluate how the perceptions on product factors and service factors lead to 
purchase decision. 

 

1.6 Definition of concepts 
 

• Price: It is a variable managed by marketers and used by customers in order to 
evaluate the utility of the products (Lam et al., 2001, p.198). 

• Quality: According to Slack et al. (2010) there are several approaches to 
defining quality. We may define it such as consistent coherence to customers’ 
expectations. Another definition is how well a product can satisfy customer 
needs (Wood, 2011, p.100).  
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• Design: The term “design” is to achieve the looks, arrangement and workings of 
something before it is created. Within design we can found several development 
levels where it is necessary to know the main design objectives (Slack et al., 
2010, p. 87). Here, design represents the shape, color and general fashion aspect 
of the product. 

• Business to consumer: An important key on business is what relationships there 
is within supply chains (Slack et al., 2010, p. 386). In our study we focus on the 
business to consumer due to retailers have direct relation with their customers. 

• Consumer’s perception: We are surrounded by several stimuli in our 
environment; however, only a small number of them are noticed. According to 
Solomon et al., (2006), the term “perception” is the process by which these 
stimuli are selected, organized and interpreted. Another possible solution of 
perception can be how people organize environmental inputs and give meaning 
from the data. (Wood, 2011, p. 2011) 
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2.THEORETICAL FRAMEWORK 
In this chapter, we will explain and discuss the main concepts through previous 
academic studies and theories within our topic. The theories discussed will cover all the 
variables that we have decided to study and the findings will be developed and linked to 
each variable. They will also be summed up in 2 tables (List of tables) and linked to the 
hypotheses. 

 

2.1 Product 

2.1.1 Price 
 
Marketing mix of product, price, promotion and place was introduced by E. Jerome 
McCarthy in 1960 to market education (Yudelso, 1999, p.60). Over the years, marketing 
sources have developed the definition of each variable to validate them. In the case of 
price, the concept is redefined as “everything that the acquirer gives up to obtain 
benefits”. This definition allows for barter, monetary prices, psychic and opportunity 
costs; besides, we can say that price include non pecuniary elements too (Yudelso, 
1999, p.62-64). 
 
There are several important reasons to consider for pricing decisions: firstly, these 
decisions are crucial due to are related to revenues; secondly, firms should pay attention 
to pricing due to you can implement decision more quickly and at less cost than 
implementing changes in product, promotion or place (Wood, 2011, p. 112). Within a 
dynamic environment where consumers’ perceptions of value and price may change, we 
need to learn about it and develop strategies to change the price on short notice to be 
prepared for any changes on the market (Wood, 2011, p.112).  Within an uncertain 
economy among consumers, the concept “value of a product” (the difference between 
the total perceived benefits by consumers and the total perceived price they pay”) has 
developed a certain importance; due to the fact that consumers pay more attention to the 
benefits, which they can obtain from products (Wood, 2011, p.114).  
 
There are two types of pricing influences: external and internal (Wood, 2011, p.120), 
which should be taken into account. We pay attention to the external pricing influences 
since the price can be influenced by consumers, competitors, channel members, and 
legal, regulatory, and ethical concerns (Wood, 2011, p. 120).However, we will focus 
only on consumers to know how consumers perceive price and help us with an 
important factor of decision to buy on the market. Investigations show that consumers 
will buy a product or service if the price is between ranges that consumers see as 
acceptable for that product or service (Wood, 2011, p.120). 
 
Suk et al. (2012) search if the price sequence whether it is ascending or descending can 
influence on brand choice due to the fact that consumer often make their choice of 
products and services according to price. According to Suk et al. (2012) lower price 
perceptions are related to more favorable price perception; nonetheless, when customers 
have to choose between more than one products with different prices, they can do 
inferences about quality. In this way, lower price perceptions are not the most favorable 
price perception (Suk et al., 2012, p. 709). Research had shown that the information, 
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which was obtained by the consumers before, they will use it to evaluate the next 
information; for instance, sometimes people evaluate the product’s current price against 
past prices from other products (Suk et al., 2012, p. 709). 
 
We argue that if we know how consumers perceive prices, we can create purchase 
intentions by fixing the acceptable price, which shows the fair value of the product. It is 
one of the strategic decisions that can make the product appeals to buyers. 
 

2.1.2 Quality 
 
According to Hines and Swinker, previous studies show that the judgment of clothes’ 
quality relies on many criteria and include both abstract and concrete criteria. In their 
method to define how consumers define quality, they use four types of informational 
cues such as intrinsic (fiber, content…), extrinsic (brand image, price…), aesthetic 
(cutting, colors…) and performance (resistance, treatment) cues (Hines& Swinker, 
2001, p.73). It turns out that from the results they obtained, that consumers ranked 
abstract aesthetic cues the higher when they are forced to make a choice among the cues 
(Hines & Swinker, 2001, p.75). This means that without any knowledge or reference, 
consumers perceive and evaluate quality through criteria such as the fit and the esthetic 
appeal to the product. On the other hand, when consumers have access to evaluate the 
product, concrete intrinsic cues such as the fiber content or the length of stitches, are 
ranked higher (Hines & Swinker, 2001, p.75).  
 
Indeed, abstract quality often differs from consumers’ perceived quality. Not only 
consumers associate quality with the product’s cost, but also with the type of store, 
perceiving a high quality product when the brand sell its products in its own labeled 
store (Morganosky, 1990, p.45). Moreover, it appears that consumers also associate 
quality with designed products rather than non-designed ones (Morganosky, 1990, 
p.45). 
 
A close attention has to be paid in order to reach the optimal combination between the 
type of store and the brand reputation, so that the quality is perceived positively or fairly 
(Morganosky, 1990, p.45), especially when the consumer is inclined to easily judge of a 
bad quality product than to recognize a high quality one (Morganosky, 1990, 
p.49).However, the store name, the brand name and the designer name can rapidly have 
a low impact at the perception of a product’s quality when it comes to the country of 
origin. Indeed, consumers tend to lower the quality associated with the brand and the 
store rather than to raise the quality associated with the country of origin (Khachaturian 
& Morganosky, 1990, p.28). 
 
The country of origin is effectively one way to assess the quality related to the product 
(Dowling, p.18, 2001). Indeed, people associate some products to a certain country: 
wine with France, watches with Switzerland or clothes (leather) with Italy. This 
relationship can positively or negatively affect the perception of the quality of the 
product, but generally it is a proof of quality when used properly. It also works on both 
ways: consumers may identify a certain brand’s quality to the country of origin; others 
evaluate the origin of the product to guess its quality. In both ways, consumers have an 
idea of the quality of what they are prepared to buy (Dowling, p.186, 2001). 
Furthermore, producers often stamp “Made in ...” just next to the brand name on some 
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clothes for instance, they show the country of origin explicitly on advertising and even 
make it a company’s baseline such as the brand “American Apparel”, Made in USA. 
 
According to the articles cited above, quality is not only a matter of fabric and material. 
One can influence the quality of a product in several and different ways. We agree that 
there are multiple ways to make an appropriate decision when it comes to create a 
perception of a product’s quality, either through tangible or intangible ways. 
 

2.1.3 Design 
 
The design process mainly depends on two variables that enable to achieve high 
creativity which both are personal interpretation and inspiration, either from a technical 
point of view or from a visual one (Mete, 2006, p.278). The clothing design process is 
also assimilated to engineering design process because it has to take into account many 
elements such as the textile material, the adaptation, the functional property and so on 
(Mete, 2006, p.279). 
 
According to Sauro, “Creativity and inspiration are essential elements of the fashion 
design process” (Sauro, 2009, p.1939).  Indeed, the clothing industry requires a 
continuous change as well as innovation to achieve success among customers, where 
creative designers have to come up with new and inspired ideas for their creations 
(Sauro, 2009, p.1939). A source of inspiration is the key to increase the general quality, 
creativity and originality of the design (Mete, 2006, p.282).  
 
Inspiration represents a primitive stage in the creative process that a designer goes 
through, and the designer’s stimulation can come from different sources (Cho, 2009). 
Anything which comes from the sensual world, either visual or tactile, can represent a 
source of inspiration in the clothing industry (Mete, 2006, p.291), but the changes 
within the textile design usually consists in small adaptations of historical creations. 
Thus, it is common that universities use historic costume pieces to teach creativity to 
students and to inspire them in order to succeed in the fashion industry (Sauro, 2009, 
p.1939). As fashion trends change quickly, designers need to come up with something 
that is new but at the same time recognizable so people adhere to it, this is why old 
creations are usually adjusted to the taste of today (Mete, 2006, p.290). Designers 
usually mix styles and create combinations of designs from different historical periods. 
What is more they are also inspired by different cultures (Mete, 2006, p.284). 
 
Some designers travel all around the world such as Asia and Africa in order to find 
inspiration in new lines, new shapes and motifs that are unique to some ethnic groups. 
When coming up with cultural assimilated clothes, these latest give to the person a 
feeling of adventure. Wearing these types of clothes the impression of adventure and 
exotism is already given (Mete, 2006, p.284-285).  
 
Another element to which attention should be given is the consistency of the collection: 
one can create an inspired dress but the other pieces of the collection should be in the 
same line, presenting the same inspiration, and relate on ones and other so that the 
collection keeps its unity (Mete, 2006, p.282).Eventually, due to the design of clothes 
has a high impact on the commercial success, it must be relevant to be right on which 
types of clothes will be wanted by the future customers. Thus “awareness, research and 
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planning” are essential elements for designers in order to anticipate the customers’ 
tastes and the changing of trends in the fashion industry (Mete, 2006, p.288). 
 
Not only design is the most changing concept at perception, but it is also the fast 
changing one. We think that design could play an important role in the conception of a 
product and in the customer’s decision whether to buy. 
 

2.2 Service 

2.2.1 Website 
 
According to Lee & Yurchisin, an attractive website enables the customers to identify 
with the apparel retail company. This identification creates a trustful relationship which 
leads to purchase intention (Lee & Yurchisin, 2011, p.283). Thus, website identification 
is a way to bring commercial success, and it is, by all the ways companies try to create 
this identification. Designing an attractive website supposes  one great way to do so, 
although it implies to have a deep knowledge of the company’s image, so that the 
website reflects faithfully the image of the company and its brand in order to appeal to 
the target market (Lee & Yurchisin, 2011, p.283-284). 
 
Trusting is a very important dimension in running a website. That can be fulfilled when 
apparel retailers keep their website updated by presenting the right information and 
accurate products and even also events linked to their product. Also apparel retailers 
should invest in informatics maintenance so that their website function correctly (Lee & 
Yurchisin, 2011, p.284). Identification is not the only way to increase trust. Another 
way is to put at the customers’ disposal a safe online payment (Lee & Yurchisin, 2011, 
p.284). Payment safety is a main concern in the internet shopping in a way that it 
influences the online purchase intentions: the less consumers are concerned about 
payment safety, the more they are willing to shop online (Kwon &Lee, 2003, p.182). To 
conclude, “Trustworthiness is an imperative feature of consumer websites” (Lee & 
Yurchisin, 2011, p.284). 
 
Apart from attractiveness, Cao et al. identify three additional components that are 
necessary to have a high quality website which are functionality, service and content 
(Cao et al., 2005, p.648). 
The service dimension implies that the website should be safe from a legal and ethical 
point of view, and provide personalized information to consumers not only automatic 
responses (Cao et al., 2005, p.651). 
The content dimension is linked with the information quality, that is to say, with the 
information accuracy and relevance (Cao et al., 2005, p.650-651). Indeed, Huizingh 
defined two main characteristics of a website: content and design (Huizingh, 2000, 
p.124), where content is more objective and more important, whereas design is 
subjectively assessed and depend on the perceptions of the target (Huizingh, 2000, 
p.124-125). The information related to the company’s activities (products, services, 
events...) displayed in the website is accurate when it is reliable and updated, free of 
errors in order to protect the company’s image from a consumer’s perspective. It is also 
expected to be relevant, so it answers the needs of the target consumers (Clyde, 2000, 
p.100).  
 



Master thesis Amina & Fátima June 2014 
 

18 
 

Eventually, the functionality dimension concerns the practical use of the website and the 
general system performance. It is relied on three qualities: “search facility”, 
“responsiveness” and “multi-media capability” (Cao et al., 2005, p.649-650). System 
quality includes “responsiveness” (Cao et al., 2005, p.649-650).  Searching facility 
deals, for instance, with the convenience of navigation tool that makes it easy to find 
what one is searching in the website (Clyde, 2000, p.103). Responsiveness, as the word 
implies, relies on offering to the consumer a fast performance of the system in order to 
avoid a long waiting time for the consumer at the moment of displaying a product’s 
details, for example. Indeed, Weinberg stressed this point out saying that when one 
wants to design a website, he should be aware of the time it will take to display the 
information put on the webpage.(Weinberg, 2000, p.37) Multi-media capability deals 
with the design and the graphics of the website interface that can make the surfing 
pleasant (Cao et al., 2005, p.649-650). 
 
The concept of website encloses several dimensions which will affect the perception of 
the customers online. So according to the articles cited above, the website should be 
designed while paying close attention to its functionality, the services presented its 
appearance and so on. 

 

2.2.2 Store 
 
The reliability of the store represents the second most important factor after the staff 
interaction. The reliability affects service in the apparel retailing, and thus affecting 
customer satisfaction (Nallamalli & Shekhar, 2011, p.7). 
Several articles appraise the store, its physical aspects and its facilities that add more 
convenience to the shopping experience (Dabholkar et al., 1996, p.7). Indeed, tangible 
aspects of the store such as the appearance of equipments and fixtures, the appealing 
physical facilities and the materials within the store are measurements that can be 
valuable in the eye of the customers. Other measurements such as a clean store and 
convenient fitting rooms, for instance, are more of necessary for a positive shopping 
experience (Dabholkar et al., 1996, p.14). 
 
Many international companies within fashion industry sell their products in their own 
stores. The penetration of private fashion brands in fashion market has grown 53 per 
cent in the UK, and a way to market brand within this sector is through store image 
(Herstein et al., 2013, p. 331). One of the several definitions of store image is how 
consumers perceive in their minds the store through functional qualities and 
psychological attributes (Herstein et al., 2013, p. 333). From the literature, within the 
fashion sector there are some important qualities to take into account in building a store 
image such as price, promotions, location and style of merchandise. Some 
psychological or abstract components like quality, reputation, service and atmosphere 
are taken in account too (Herstein et al., 2013, p.334). 
In the fashion sector of retail, store atmosphere is an important variable due to the fact 
that can influence on consumer behavior when they are shopping in the stores (Parsons, 
2011, p.428). According to some writers, four of the five senses (olfactory, aural, tactile 
and visual dimensions) may create an environment that affects emotions and behavior 
when consumers are shopping. Music style, volume and other sounds are identified such 
as aural stimuli; different smells are identified like olfactory stimuli; while tactile 
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stimuli are temperature and flooring; finally, lights and colors are visual stimuli. The 
last sense, taste, is not taken into account because of his less importance within the 
textile industry (Parsons, 2011, p.430). For instance, there is a link between the 
brightness and the increased examination of products on shops; or that slow music may 
not encourage consumers to be more time in store (Parsons, 2011, p. 429). From the 
literature about store atmospherics there are some stimuli that had been studied, ranging 
from smells, music, colors, lighting to temperature (Parsons, 2011, p.430). 
 
According to Surchi (2011) stores are a great opportunity to have contact with 
consumers, so marketers should take into account this opportunity to create strategies 
related to products. Some authors suggested to achieve this goal: creating expressive 
exhibitions, showing fashion clothes in a way that attracts consumer to enter in the 
shop, and everything in the shop should evoque the spirit of the products in order to 
consumers interact with the brand (Surchi, 2011, p.259). 
 
Sometimes consumers have not the same perception of the image store that firms would 
like them to have (Birtwistle et al., 1999, p. 2). There are several definitions of the 
concept "store image", one of these definitions suggest that brand image may be a 
"specific situation" depending on the objectives of each consumer purchase (Birtwistle 
et al.,1999, p.3). There exists a hard competition within fashion retailing market where 
image is a central key. Store image congruences between employees' and consumer 
perceptions is important; through the measurement of this congruity, retailers can 
anticipate how consumers perceive the attributes of image-store (Birtwistle et al., 1999, 
p.11). According to Birtwistle et al. (1999) the store image represents a strong 
communication with consumers and encloses an important range of attributes that are 
perceived by customers (Birtwistle et al., 1999, p.14). The attributes that researchers 
considered on their study to know about the congruence of store image perception were: 
fashion, layout, price, quality, refund, reputation, selection and staff (Birtwistle et al., 
1999, p.11). 
 

We agree that store is an important concept when affecting consumers’ perceptions 
because it represents a direct interaction with the customer. It gives the customers a live 
experience and affects highly its willingness whether to buy a product. 

 

2.2.3 Staff 
 
It has been confirmed by recent studies that consumers perceive the retail service as 
inadequate (Gagliano & Hathcote, 1996, p.60) even though personal interaction with the 
staff represents the most important factor that affects service, and thus customer 
satisfaction (Nallamalli &Shekhar, 2011, p.7). 
As the retail world is evolving rapidly, actors in the industry need to differentiate 
themselves from the competition in order to meet the growing customers’ expectations. 
This differentiation mostly relies on the quality of the service one company is able to 
offer to its customer (Dabholkar et al., 1996, p.3). 
 
The staff’s qualities that customers value the most are courteousness and helpfulness. 
These qualities are necessary for a satisfying staff service as well as they can be 
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observed within several and different situations under assurance, responsiveness and 
empathy dimensions. Indeed, customers perceive the staff responsiveness when the 
employees are promptly available dealing with their issue. If they are without being too 
busy to answer to customers requests and at the moment when they give customers 
precise deadlines concerning, their request will be satisfied.  
Empathy is perceived when the customer feels like having the attention he expects when 
he is in the store. Eventually, the assurance dimension usually appears the employees 
are courteous under any circumstances with the customers (Dabholkar et al., 1996, 
p.14). 
 
Besides the qualities mentioned above, there are another ones the staff should have 
which are positively perceived by customers. For instance, when employees have the 
necessary knowledge about the products to answer correctly and exactly to the 
customers’ questions. Also, when their behavior inspire confidence during the purchase 
experience (Dabholkar et al., 1996, p.14). In other terms, this criterion is assimilated to 
reliability and relies on three items which are “error-free records”, “reliable service 
performance” and “reliability in transactions” (Gagliano & Hathcote, 1996, p.64). These 
components raise the consumer’s confidence in the store, and are enhanced when the 
staff is professional and have sufficient knowledge about the product sold. As soon as 
while he respects the deadline he proposes and when he is trustworthy at the 
payment(Gagliano & Hathcote, 1996, p.63). 
 
Customers usually feel comfortable during their purchase experience while they are not 
feeling pressure by employees who sometimes practice that in order to sell (Dabholkar 
et al., 1996, p.14). When employees give a positive impression even if they are 
experiencing an uncomfortable situation, they express positive emotion to customers, 
for example, smiling at a consumer who is being rude (Lin& Lin, 2011, p.191). The 
positive image that employees show, also affect at the customer, resulting in a positive 
customer’s emotion where through mimesis customers get in the same mood as the 
people they are interacting with (Lin& Lin, 2011, p.187). Eventually, it has been shown 
that “the more positive the customer’s emotion, the more positive is the behavioral 
intention” (Lin& Lin, 2011, p.188). Affecting the customer’s attitude by making him 
adopting a positive attitude, leads logically to a repurchase (Lin& Lin, 2011, p.188). 
 
Therefore staff attitude differs from one store to another and it is, from our point of 
view, essential to define and work on that concept. Not only because the staff represents 
the company but also it is a way to be introduced to new products. Human interaction 
with the customers should have the right behavior with each type of customer. 

2.3Personal perceptions 
 
The environment is composed by a high number of stimuli; however, people notice only 
few of them. Besides, these stimuli do not have a specific meaning because of each 
stimuli can be interpreted in a different way. The perceptual process is composed by 
three different steps in which consumers are involved when they are exposed to stimuli. 
This process goes from sensation to perception. The three steps are sensation (sensory 
receptors) attention and eventually interpretation (Solomon et al., 2006, p.36). From our 
sensory systems many responses are generated. Besides, the type of information that is 
received by these systems determines the way consumers respond to products (Solomon 
et al., 2006, p. 39). According to Solomon et al. (2006), the degree of how people are 
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focused on stimuli is “attention”. In this way, firms need to be creative to gain the 
consumers’ attention. (p. 48) The last step is interpretation that refers to a meaning 
created through beliefs that people give to the different stimuli (Solomon et al., 2006, p. 
50). We argue that through knowledge about consumers’ perception of the product, we 
are able to guide the consumer towards the purchase intention. 
 
In relation to prices, firms need to know and to understand the link between promotional 
activities and how consumers are expecting the prices. From the experience, consumers 
establish prices for products that are usually bought and from this idea they develop a 
response (Stanforth et al., 2001, p. 80). According to Stanforth et al., the concept of 
mental prices is defined through this sentence: “prices are developed as consumers shop 
for needed items, and are stored in memory”. It means that from a price perception in 
the past, consumers will define their responses in future purchases. If the price is lower 
than the expected price, there will be a positive reaction from consumers to buy the 
product; otherwise, it is very likely that consumers won’t buy the product. (Stanforth et 
al., 2001, p. 82) 
  
According to Morganosky (1990), consumers have different qualitative impressions 
through which their purchase intentions are influenced. As we said earlier, people act 
according their perceptions; some researchers suggest that the quality perceived has 
more force to influence people than objective quality when they are shopping. This 
perceived quality would depend on the consumer desires (Morganosky, 1990, p.45). 
 
According to Mete (2006), inspiration and personal interpretation are taken into account 
within design process and the studies related to clothing industry are increasing on this 
field. Over all designers should study the entire environment to take ideas and develop 
product which will appeal to customers (Mete, 2006, p. 278-279). When we have 
defined the perceptual process, we said that sensory systems generate the responses; 
“sensory design” refers to products that create experiences that consumers will perceive 
through the senses. Clothing such as an example of design is an important experience 
with visual and tactile senses (Mete, 2006, p. 279-280) and this experience is lived 
through the consumers’ perceptions. 
 
In the research of Siddiqui et al., (2003) related to fashion websites, the authors have 
developed a qualitative research to examine 14 established fashion websites. The result 
related to consumer perceptions shows that customers complain about some websites’ 
characteristics such as how boring the store format is or how low is the level of 
interactivity on the website. Customers are looking for experiences when they use the 
store website, besides, companies should recognize their presence in Internet to create 
fashion brand experiences or special positioning. (Siddiqui et al., 2003, p.350). 
 
In relation to staff, sales people are considered how an important dimension because of 
their contribution to store image (Yan et al., 2011, p.346). Yan et al. (2011), studied 
how employee clothing style might influence consumers’ perceptions of store image 
through their expectations of service quality. Researchers show that consumer criticize 
clothing people from their own personal style. Yan et al. (2011) cited a study which 
demonstrated that consumers have a positive perception toward formal clothing of the 
salesperson. In this way, consumers’ perceptions of the staff clothing based on their 
style can influence their beliefs about the store (Yan et al. 2011, p. 348). 
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Brengman & Willems (2009) concluded in their study that fashion retail can create a 
store personality through the personality knowledge of their main target because of 
consumers are attracted by their personality perceptions. For instance, it is necessary to 
have a sophisticated environment within the store to attract sophisticated customers 
(Brengman & Willems, 2009, p. 352). 
According to the theories reviewed above, the personal perceptions define all the 
concepts we talked about earlier, which are: price, product and quality, but also the 
store, the website and the staff’s service. For this reason, we have to relate all the 
concepts to personal perception, because not only those concepts can’t be measured 
independently, but also they cannot achieve their objective (lead to purchase) if not 
according to personal perceptions. 
 

2.4Purchase Intention (purchasing process) 
 
According to Solomon et al. (2006), a consumer purchase is an answer to respond a 
problem. In order to carry out this answer, consumers need to follow a serie of steps. 
There are four main steps: problem recognition, information search, evaluation of 
alternatives and product choice (Solomon et al. 2006, p 258). Knowledge about the 
different reasons that move customers in each step can help to develop strategies to 
attract them. On the steps “evaluation of alternatives” and “product choice”, consumers 
compare different alternatives of products and services in order to choose one of them to 
satisfy their needs (Solomon et al. 2006, p.258). We argue that the factors chosen in our 
study play an important role while consumers are deciding for shopping. They compose 
the product that can be chosen by the consumer to satisfy its need. 
 
It is known that there was a growing of apparel sector in India from 1990's - after 2000 
where new brands appearing during this period. Because of customers have to choose 
between several brands; the retailers, designers and the brands needed to develop 
differentiation in their products to attract and keep loyalty of the consumers (Raturi & 
Parekh, 2012, p. 43 - 44). Companies were looking for intrinsic and extrinsic brand 
attributes in order to have effects on the customer purchase intentions. These attributes 
are related to the products: intrinsic attributes can be measured (e.x. colour, texture, 
quality and design) while extrinsic attributes are related to symbolic attributes and can 
be useful to measure product's quality (Raturi & Parekh, 2012, p.44). Four possible 
types of extrinsic attributes could be: price, user imagery, usage imagery and personality 
(Raturi & Parekh, 2012, p.45). In our study we are taking variables like price and 
quality in order to develop a product and from this, purchase intentions can be achieved.  
 
Some authors describe purchase intention as trying to buy a product; when customers 
are influenced by external factors; they are decided to buy products through a process 
decision-making. Consumers' purchasing behavior depends on the choice of products, 
while purchase intention are motivated by value and benefits perceived. Within 
purchasing decision clothes factors like price, quality and store image are important 
(Raturi & Parekh, 2012, p. 45). According to the research of Raturi & Parekh (2012) 
variables such as price and quality have a strong relation with customer purchase 
intention. 
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According to Nasermoadeli et al. (2013), consumers make purchase intention through 
their desires to buy products; the higher the desires are, the higher the purchase 
intention. Some authors discovered that there is a relation between the customer 
experience and purchase intention. The mean of consumer experience is described like 
"a particular feeling, incident, etc that a person have undergone"; this means that the 
consumer experience creates effects on purchase intention (Nasermoadeli et al., 2013, 
p.129-130). 
 
Our conceptual model will enable ourselves to know how every factor is perceived by 
consumers. We argue that this knowledge can create purchase intentions. Moreover, we 
believe that the product features and the service features selected are the most important 
criteria considering consumers perception and accordingly to all the theories that we 
have reviewed earlier.The conceptual model that we propose to follow our thesis 
purpose is the following: 

 

Figure 1. Conceptual Model 

Then, from the theoretical framework we have come up with theses hypotheses to help 
us prove our point of view: 
 
H1: Consumers chose clothes mainly through price, quality and design. 
H2. Quality is assessed mainly through the country of origin. 
H3. Design is a subjective criterion and relies mostly on personal style. 
H4. Consumers usually enter a shop because they know the brand. 
H5. Both women and men prefer the staff to be available in need. 
H6. People who are willing to pay more for a better quality, associate high quality with 
high price 
H7. The website is expected to contain mainly information about the products and their 
prices 
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On the Table 13 (Articles about Internal factors) and the Table 14 (Articles about 
External factors) there is a presentation of all the articles used in theoretical framework 
in order to highlight and to explain the choice of factors that we decided to include in 
our study. It also enables us to explain the choice of the hypotheses advanced and the 
construction of the links inside the conceptual model, as following: 
 
H1: This hypothesis was designed like a general idea from all the theories to know how 
consumers perceive the factors price, quality and design. From these theories we 
developed the question 9 of our questionnaire where the 3 different factors are linked. 
Question 9 is related to H6, where we could verify if consumers connect price and 
quality.  According to Suk et al. (2012) there is a relation between price and quality, 
from this fact we wanted to know if there is also a relationship with design. 
 
H2:  This hypothesis was developed from the article 3. Besides we have friends from 
different countries we want to know if this type of information is perceived the same 
way or differently by consumers. 
 
H3: This hypothesis was designed from the article 5 where designers should learn from 
the consumers to develop the clothes. The different choices developed on the 
questionnaire were chosen by our experience when buying clothes. We consider that 
due to the fact that our age is close to the mean of our sample, we can use our 
experience to the development of possible reasons to choose a clothing design. 
 
H4: This hypothesis was designed from the lecture of the articles used to describe the 
store. Where we could find that authors highlight the importance of the relation between 
customers and what they know about brand and how their perceptions are, related to the 
characteristics of the stores. 
 
H5: This hypothesis was designed from the personal staff importance for the customers 
due to the fact that the first impressions are considered very important. From our 
experience we know that the shopping experience is not the same for women and men, 
so we wanted to demonstrate if there is a difference between them with respecting the 
sense with store staff. 
 
H6: This hypothesis was designed from the authors’ ideas (article 1) of internal factors. 
In order to research whether or not it is true that consumers relate price and quality. 
(High price is high quality / low price is low quality) 
 
H7: This hypothesis was designed from the articles related to website on theoretical 
framework. From these articles we have taken into account several ideas in order to 
develop the questionnaire such as the information in the website, the safety service and 
prices of product. In this way, we wanted to know if products and prices are more 
important factors to customers than other important factors which are highlighted in the 
articles, for example: the waiting time (article 11). Even in these articles, the authors 
recommended knowing about customers’ perceptions (article 9) in order to develop the 
homepage of the website.  
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3.SCIENTIFIC METHOD 
In this chapter, we will present the different methods of collecting and analyzing 
convenient data, from theoretical and practical points of view and compare the different 
methods and discuss them in order to assume one of them.  
 

3.1 Pre-understanding 
 
We have agreed on the topic chosen because we are both students in business 
administration, currently enrolled in the Marketing program and the Business 
Development and Internationalization program (this latest was used to be named the 
Entrepreneurship program). Due to our specialization in those two fields, we have 
decided to study how some external and internal factors affects the consumers’ 
perception and may lead to purchase decision within the clothing sector. Our interest in 
this area is motivated by the willing of contributing to the marketing area by studying 
factors that play an important role within a new product development, and also by 
contributing to the business development and internationalization field of study because 
the release of a new product automatically deals with a new market, new customers and 
the development of a new business especially if this paper is aimed to study the opinion 
of people from all over the world. 
 
During our studies, we have acquired a significant knowledge about business 
development and marketing. Moreover, our professional experience within BtoC sector 
companies within the marketing department as a “Driver” and the sales department as a 
key account assistant gave us some practical experience about the selling process of a 
product and how to promote it in order to make it appeal to customers. Even though 
these internships were done in old established companies, we think that there might be 
similarities as well as huge differences when promoting a product in big companies and 
in start-ups. However, we are considering this research as a challenge, to test the 
knowledge that we have gathered during our studies even though our professional 
experiences does not follow it closely. 
 
Indeed, we consider this research as a challenge because we will test our theoretical 
background and because we lack of experience in this subject. According to Senko et 
al., performance-approach goals have resulted to high achievement in challenging tasks 
when a student considers the task to be interesting (Senko, 2013, p.66). In this approach, 
we hope that our desire to investigate in this interesting and challenging field will result 
in valuable findings that might propose additional knowledge in the marketing and the 
entrepreneurship fields. We believe that our interest in this project will be very 
motivating and will lead us to do our best. 
 

3.2 Scientific approach 
 

3.2.1 Research approach 
 
According to Bryman & Bell (2011), there are two main approaches of research: the 
deductive and inductive approach. Deductive approach consists in creating a model, 
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which will be tested through data collection to finish on its validity; while in the 
inductive approach, the final objective of the data collection is to start a new theory 
(Bryman & Bell, 2011). When one chooses an inductive scientific approach, the process 
to follow consists in 7 steps: firstly, the researcher gathers a set of theories to compare 
and obtain information from them; the research will ask several questions and a theory 
will be developed from the results. Before the new theory development, researchers 
look for patterns and form categories. We will not use this type of research approach but 
we do not think it is the appropriate way to answer our research question. Indeed, we 
already have a theory that we believe in and that we explain through our conceptual 
model, so we do not look for the emergence of a new theory to which we would be led 
after researches in the area. Our objective is to have a defined evaluation of the factors 
chosen that affect the personal perception and could lead to purchase decision. We are 
not searching for the impact of other variables but only the one that we have chosen at 
the beginning. Moreover, our research question does not seek an open answer but a 
close answer, which will confirm or reject our theory. 
 
On another hand, the process to carry out a deductive scientific approach is composed 
by 6 steps: firstly, the research should develop theory with the use of models. From the 
theory, the research will formulate the hypotheses, which he/she will test with the 
findings through collection data. These hypotheses can be confirmed or rejected; in the 
case that the theory is rejected there will be a revision of theory. The deductive 
scientific approach is very coherent with our approach and in the way that we want to 
conduct this study. Thus, we think this is the type of research that we will employ in our 
case. As we want to study perceptions in fashion industry, we want to test the validity of 
an advanced theory through some hypothesis that we built around important variables. 
Our objective is to confirm or reject the hypothesis around price, design and quality, but 
also other variables such as the website, the store and the staff. Our aim is to know if 
our theory is true or not, in the case of some unexpected results, the next step for us 
would be to revise our theory thanks to the results of our findings. For all these reasons, 
we will use deductive approach instead of inductive research approach. 
 

3.2.2 Philosophical considerations 
 
Epistemological considerations correspond to “what is (or should be) regarded as 
acceptable knowledge in a discipline” (Bryman & Bell, 2011, p.15), it enables to answer 
the question of whether the social world can or cannot be studied using natural science 
methods. There are three main views are developed within epistemological 
considerations: positivism, realism and interpretivism. Positivism confirms that one can 
use scientific methods to study the social world; human behaviour can be evaluated the 
same as scientific objects, whereas interpretivism states that scientific methods cannot 
be applied to social people because theyare not scientific objects, thus, it is 
inappropriate to use scientific methods to assess social criterias (Bryman & Bell, 2011, 
p.16). 
 
Ontological considerations enable to answer the following question: Can social 
interactions be linked to the social actors who are performing them? In their book, 
Bryman and Bell distinguish two directions in the ontological orientation: 
constructivism and objectivism (Bryman & Bell, 2011, p.20). As stated, objectivism 
does not associate the social interactions to the social actors but set a clear separation 
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between the two. Indeed, social phenomena can be studied and interpreted separately as 
a whole and independent entity (Bryman & Bell, 2011, p.21). On the other ontological 
side, constructivism consider the question from an opposite point of view, where social 
phenomena cannot be studied apart from the social actors that are performing them, 
thus, the ontological study of social phenomena will always be subjective because it is 
compulsory dependant of a specific situation (Bryman & Bell, 2011, p.22). 
 
From our point of view, we believe that the most appropriate approach for our study is 
the deductive approach. In our case, we start from the premises that a new company 
within the clothing textile should primarily focus on design, quality and price variables 
in order to create a product that will insure sales. Starting from this theory, we will 
collect data, issue hypothesis, test our conceptual model and analyze the results in order 
to confirm our initial theory or to revise it.  
 
Considering the epistemological considerations, we both agree that in the industry we 
are involved in, globalization and mass consumerism that nowadays affect the fashion 
industry lead us to think that natural science methods are able to study the social 
world.  Indeed, we believe that positivism suits best our thinking and will helps us to 
investigate our sub-purposes, since the respondents will have to rate variable that are 
quantitatively studied through a scientific approach.  
 
Considering the ontological view, we noticed that “objectivism” is the right orientation 
in this case, since the answers that will be provided by the respondents are eligible to be 
studied separately from the respondents. Indeed, we do not want to consider a specific 
situation, but we believe that the environmental situation is common and can be applied 
in a general way. 
 

3.2.3 Research design 
 
Now that we have chosen the deductive approach to conduct our study, and that our 
epistemological and ontological orientations are specified and set, the research method 
that we are going to adopt is obviously the quantitative research method. According to 
Bryman and Bell, there are two research strategies are not exclusive between them: 
quantitative and qualitative study (Bryman & Bell, 2011, p.26). Qualitative research 
strategy features and its basis, quantitative research strategy features and its basis.  
Based on our conceptual model, our survey will be sent by mail and through social 
media to young people mainly from Morocco, Spain, France and Sweden representing a 
mixed sample of global consumers, and the data collected will be processed 
scientifically (Positivism) and interpreted independently from the respondents 
(Objectivism) to test our theory, so that results can be considered true in a general case. 
 
Research design is a type of research, which provides a guide for the collection, and 
analysis of data. Within business and management research there are three different 
ways in order to evaluate them: replication, reliability and validity. (Bryman & Bell, 
2007, p.40) The criteria replication means that the researcher decides to do again the 
study of other researchers, a common reason is that the last results do not give 
evidences; besides all studies must be possible to replicate (Bryman & Bell, 2007, p.41). 
The second criterion, reliability, is concerned about if the questions are measurable or 
not. This criterion is really important in quantitative research where researchers are 
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worried if the measures are stables (Bryman & Bell, 2007, p. 40-41). Finally, validity 
criteria is relate to the honesty of the results obtained through the research. There are 
three principal types of validity: measurement validity, internal validity and external 
validity (Bryman & Bell, 2007, p. 41-42). 
 
From the literature of research design, we find 5 different types of design in order to do 
a business study: experimental design, cross-sectional, longitudinal design, case study 
design and comparative design (Bryman & Bell, 2007, p. 44). We have closed out 4 of 
these types of research designs: Experimental design is usually not used within some 
fields such as business and management (Bryman & Bell, 2007, p. 44); longitudinal 
design is underlined as an important study to understand firms giving information about 
changes, but this type of design is not used because of time and costs (Bryman & Bell, 
2007, p.60); Case study design consists in a depth research of a particularly case, this 
case may be an organization (more common), a location, a person or an event (Bryman 
& Bell, 2007, p. 62), but we are not studying a specific case; finally, comparative 
design as its name suggests consists in the comparison between similar methods of two 
or more cases. 
We will focus on the explanation of our study, cross-sectional design that sometimes 
can be called social survey. According to Bryman & Bell (2007), a cross-sectional 
design “entails the collection of data on more than one case and at single point in time 
in order to collect a body of quantitative or quantifiable data in connection with two or 
more variables which are then examined to detect patterns of association”. This type of 
research is used to find variation due to the fact that more than one case is examined; all 
the data is collected almost at the same time; the established variation depends on the 
type of data and researchers can study the relationship between the variables (Bryman & 
Bell, 2007, p. 55). From a quantitative research, cross sectional design has important 
concepts such as reliability, internal and external validity which are related to the 
quality of measures. It is difficult to develop a causal direction from the results with this 
method, so internal validity is usually weak. However, external validity is strong when 
random methods of sampling are used (Bryman & Bell, 2007, p. 58-59). 
 
We will follow this thesis outline according to the research design chosen: 
 
 



Master thesis Amina & Fátima June 2014 
 

29 
 

    
 

Figure 2. Thesis outline (Bryman & Bell, 2011, p.11) 

 

The theory that we defend is that the way price, design and quality are perceived by 
consumer results in purchasing the product. But their perceptions do not only touch the 
product itself, they are also changed and altered by the service built around the product, 
which in our opinion is declined through three essential elements in this type of 
industry: the website, the staff and the store. 
 
 
We proceed in collecting the data through the questionnaires that we have presented 
earlier, and now, we are going to analyze the findings in order to confirm or reject our 
hypotheses. Eventually, we will revise our theory if needed along with the conceptual 
model. 
 

3.3. DATA COLLECTION 

3.3.1 Questionnaire design 
 
The questionnaire we have created is a self-completion questionnaire clearly structured 
and following the scheme of our conceptual model; it deals with one variable at a time 
so the respondents can fill it easily, and is composed with comparative variables 
questions. 
 
The advantages of a self-completion questionnaire are that it is cheap, quick and 
convenient to administer to the respondents, and also free of the interviewer’s effects or 
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variability so the answers are not affected and the questions are asked on one same 
order (Bryman & Bell, 2011, p.232-233).The disadvantages of this type of 
questionnaire, in our case, are that it has to be a short questionnaire so the respondents 
are not discouraged while filling it, nevertheless, some questions remained unanswered 
leading to a situation of missing data (Bryman & Bell, 2011, p.234). 
 
Our questionnaire is formed by close questions with horizontal format (Bryman & Bell, 
2011, p.230) leading to scale answers and yes/no answers, and one open question where 
the respondents are enabled to express freely their opinion. While designing the 
questions, we avoided questions with negatives, long questions, leading questions and 
technical terms in order to make the questionnaire as clear, easy to fill in and reliable as 
possible (Bryman & Bell, 2011, p.255). 
 
 
In former researches, the authors have mainly used quantitative research with a self-
completion questionnaire or with a questionnaire filled all along with the surveyor. For 
instance, in the study of Gagliano and Hathcote (Gagliano & Hathcote, 1996), the 
questionnaire was a self-completion questionnaire sent to households from Southern 
United States in order to assess the service quality according to the customers’ 
expectations and perceptions. 
In the study of Herstein et Al respondents “were approached” within the stores and “the 
survey lead each question out loud and marked participants’ answers” (Herstein et al., 
2013). 
Only few qualitative researches using interviews were found in the articles that we have 
read such as Holmlund et al. study where the authors interviewed its respondents to note 
their impressions of price and quality (Holmlund et al., 2011). 
Eventually, considering the most common type of questionnaire used in this area, we 
decided to use the self-completion questionnaire especially if some respondents need 
privacy to answer about their preferences of quality or price. 
 
Here is a sum-up of how we decided to create our questionnaire and to which theory and 
hypothesis each question is linked. The development of each theory and its findings is 
on the tables 13 and 14 on the List of Tables. 
 
Hypothesis 1: general questions 1, 2 and 10 of the questionnaire. Inspired by the article 
of Suk et Al (2012) and dealing with price, design and quality.  
Hypothesis 2:  question 3 of the questionnaire linked to the 3rd article of the table. 
Hypothesis 3:  question 4 of the questionnaire linked to the 5th article of the table. 
Hypothesis 4:  question 7 of the questionnaire linked to the articles related to “Store” in 
the table attached (and especially Parsons, 2011). 
Hypothesis 5: question 8 of the questionnaire inspired by the articles dealing with Staff 
in the table. 
Hypothesis 6: question 9 of the questionnaire linked to the first article in the table. 
Hypothesis 7: questions 5 and 6 of the questionnaire linked to the article 11of the table 
and widely the articles dealing with the website. 
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3.3.2 Sampling method 
 
In order to conduct our survey, we have targeted respondents aged from 20 to 35 years 
old among our friends, relatives and classmates. The most important criterion was the 
age because the imaginary fashion brand that we have introduced is intended to young 
people aged between 20 and 35 years old. We did not have any other specific conditions 
about the population chosen, except that it had to be well balanced between women and 
men and including different nationalities. Therefore, for our sampling process, our 
friends, classmates and relatives represented our sampling population. In order to 
minimize non-response error, we have managed to translate the questionnaire in three 
different languages: French, English and Spanish according to the main population 
studied. Indeed, those around us mainly speak one of these languages. Nevertheless, our 
choice to include different nationalities relies on the belief that the clothing industry 
became a global industry, where the tastes follow a common fashion dictated by the 
most famous designers. We have however the hope that cultural differences will not 
make bias on the assessment of some variables such as quality and service. 

According to Bryman and Bell, there are three types of non-probability sample: the 
convenience sample, the snowball sample and the quota sample (Bryman & Bell, 2011, 
p.190). The convenience sample represents a sample that is, as the term refers to, 
conveniently available to the researcher so that the researcher easily and rapidly collect 
answers from respondents that might not really representative of its studied population 
(Bryman & Bell, 2011, p.190). The snowball sample is more adequate to a qualitative 
research but not necessarily irrelevant to a quantitative research method. It is a sort of 
convenience sample and consists in approaching a first adequate group of respondents, 
and approaching a second adequate group through the first one. (Bryman & Bell, 2011, 
p.192). Eventually, the quota sampling is a sampling method where the interviewer set 
quotas to each of the defined categories of respondents and select the final results 
according to the number of people he wishes to have in each of these categories 
(Bryman & Bell, 2011, p.193).  
 
For our study, we used a combination of convenience sampling because we sent the 
questionnaires to our friends online, and snowball sampling because we asked some our 
friends to send the questionnaire to people of the age range desired. On another hand, 
we did not select any quota of the respondents according to their nationalities or social 
categories and so on because we believe that there is no or little variance of tastes when 
it comes to the clothing interest and that our field of study is global.  
 
We have considered that 208 answers were enough to constitute a proper sample size in 
order to start our qualitative analysis. The absolute size of a sample is more important 
than its relative size (Bryman & Bell, 2011, p.187), so even though our relative sample 
size constitutes 12% of the population asked, our absolute size sample is satisfying 
according to the number advised by the university. Moreover, it exceeds our 
quantitative objective that we have set at 170 answers. Thus, we didn’t experience any 
non-response error, since we have collected 208 usable answers during a short time 
period of three days.  
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3.3.3 Pretesting 
 
After creating a questionnaire consisting in 10 questions on Google Drive, we have 
proceeded to a pilot study among 10 people to pretest the questions in order to avoid 
any confusion before sending the questionnaire to a larger population (Bryman & Bell, 
2011, p.262). As the feedback proved to be positive, we sent the questionnaire to the 
population selected: 1798 people through social media, mainly Facebook. We received 
217 answers from which we have selected our sample. Besides, we deleted the 
unanswered questions, so 208 respondents compose our sample. As explained earlier, 
the sample of population has to be aged from 20 to 35 years old so we have evicted two 
answers from respondents aged 53 and 19 years old because they didn’t belong to the 
age range targeted. Indeed, our method of selection was based on a non-probability 
approach.  
 
 

4.  QUALITY CRITERIA 
 

4.1Validity 
 
The validity of a measure deals with whether the measure of a concept can really assess 
this concept (Bryman & Bell, 2011, p.159). For instance considering our conceptual 
model, we claim that the price affects the customers’ perception, if we want to know if 
the price really affects the perception, then we have to prove the validity of the price.  
Different and several features can be used in order to test the validity such as face 
validity, concurrent validity, predictive validity, construct validity, convergent validity 
and reflections on reliability (Bryman & Bell, 2011, p.160). We believe that we have 
read several articles and books as may be seen in the theoretical framework part in order 
to come up with the indicators we have chosen. Moreover, our background in marketing 
and business enables us to be sure of the validity of our measures, especially when we 
have been studying and working with these for many years. 
 

4.2Reliability 
 
“Reliability refers to the consistency of a measure of a concept” (Bryman & Bell, 2011, 
p.158). In order to know whether a measure is consistent or not, three factors are taken 
into account which are stability, inter-observer consistency and internal reliability 
(Bryman & Bell, 2011, p.158). 
 
The stability of a measure can be verified when the measure is tested and retested. The 
first test and the second one should be highly correlated. For our case, this implies that 
after asking the respondents to fill in our questionnaire, we would answer them later to 
fill in it again. The first results should be similar to the second one. Limitations: Few 
respondents may fill in the questionnaire a second time because it takes time and 
questionnaires might be considered as annoying in some cases. There is also low 
consistency if between the first time the questionnaire is filled and the second time; 
something happens that can change their mind. Moreover, filling in the questionnaire 
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the first time may influence the respondents when they will repeat this action the second 
time (Bryman & Bell, 2011, p.158). 
 
The inter-observer consistency is used when the respondents’ answers are very 
subjective and deal with open-ended questions for example (Bryman & Bell, 2011, 
p.159). In our case, we have only one question that enables the respondent to answer 
freely, so this method is not pertinent for our study.  
 
The internal reliability concerns the coherence between variables that have to relate to 
each other (Bryman & Bell, 2011, p.158). One method of testing the internal reliability 
is the split-half method. It consists in dividing indicators into groups and calculating the 
respondents’ scores on each of these groups. The resulted coefficient of the calculation, 
also known as Cronbach’s alpha, will be comprised between 0 and 1. The closest to 1, 
the more the groups are correlated between them, and thus, the higher the level of 
internal reliability. 0.8 for instance is an acceptable and correct level of internal 
reliability (Bryman & Bell, 2011, p.158-157). For our case, we are going to assess the 
reliability measure through Cronbach’s alpha in a later part of this paper because we 
believe it is the most convenient and reliable for us compared to the two other ways. 
 

4.3Testing reliability 
 

In order to know if the concept of our questionnaire has consistency, we used the 
coefficient Cronbach’s alpha (Appendix 6). This coefficient measures the internal 
reliability. Cronbach’s alpha value is between 1 (perfect internal reliability) and 0 (no 
internal reliability) (Bryman & Bell, 2007, p.164).We have divided the questions 
between the variables that our study takes into account in the conceptual model. In this 
way, we make two important groups of variables: product and service. Product group is 
formed by questions with the variables about price, quality and design; while service 
group is formed by questions with the variables about website, store and staff.  

According to the analysis, the Cronbach‟s alpha of the first group is 0.645, which 
indicates a low level of internal consistency and means the scale is considered a bit 
efficient. For the second group, the result is of 0.608, which means that there is a low 
internal reliability and the scale is a bit efficient. 
 
Even though our Cronbach’s alpha is not reflecting a high reliability, we think that our 
questionnaire was designed intentionally in order to cover all the features mentioned in 
the conceptual model. We also strongly believe that the results of our questionnaire will 
enable us to test our hypotheses because the questions asked to the respondents deal 
with their perceptions towards each factor that we want to study. Moreover and 
eventually, we designed the questionnaire by sections, each section dealing with one 
factor; thus we can recognize questions about price, quality and design from one part, 
and questions about the website, the store and the staff from another part. 
 

4.4Ethics 
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We have of course followed the ethical principles as mentioned in the thesis manual: no 
harm to participants, no lack of informed consent, no invasion of privacy and no 
deception involved (Bryman & Bell, 2011, p.128). Our respondents were informed of 
participating in an anonymous questionnaire, dealing with the fashion industry, where 
their opinion would be confidentially used in order to prove our idea that some factors 
within service and product are important in brand image building and lead to purchase 
intention. 
Moreover, they were informed of the area of study before even clicking on the link to 
fill in the survey. Indeed, we have presented the field of study while asking them to help 
us in our thesis. 
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5. DATA ANALYSIS 
The main objective of this chapter is to explain the results obtained. First, we will 
explain the sample composition. Second, we will explain the analysis methods used and 
relate them to our previous hypotheses. Eventually, we will measure the internal 
reliability through Cronbach´s alpha. 

 

5.1 General findings 
 

At the beginning, our sample was composed by 215 questionnaires; however, we 
reviewed all the answers and deleted some of them because they were either partly 
unanswered or missing some respondent’s information. For the data analysis, we have 
used informatics programs such as SPSS (version 21) and Microsoft Excel. 

Our final sample is composed by 208 respondents of which are 137 women (65.9%) and 
71 men (34.1%) (Appendix 4) 

 

Figure 3.Number of Women and Men 

 

The sample age is between 20 and 35 years and is divided here into 3 groups: group 1 
(20-24 years old), group 2 (25-30) and group 3 (31-35). Group 1 is composed by 139 
participants (66.8%), group 2 by 58 participants (27.9%) and group 3 by 11 participants 
(5.3%) respectively. The most prominent age group is group 1 due to the fact that our 
friends belong mostly to this age range. (Appendix 4) 
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Figure 4. Group Age Average 

In the questionnaire, we asked about the nationality of each participant and the results 
show 20 different nationalities. There are 5 representative nationalities: French (32.7%), 
Spanish (21.6%), Moroccan (10.6%), Sri Lankan (10.1%) and Swedish (7.2%). 
(Appendix 4) 

 

Figure 5. Main Nationalities 

 

5.2 Results 
 

In order to develop the results part, we have used two different methods to accept or 
reject our hypotheses. The methods are as follows: 
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Frequency table is a method through which we have a percentage of answers in each 
variable of the question (Bryman& Bell, 2007, p.357). Frequency table is used in the 
analysis in order to know whether or not the considered variables in our conceptual 
model are selected for the respondents when they are buying clothes. 

Contingency table is a similar method to frequency table; however, this method 
analyzes the relationship between 2 variables at the same time (Bryman& Bell, 2007, 
p.357). The method is used in the analysis to know whether or not there is a relationship 
between the variables gender, age and nationality with the buying choices.  

However, in this section we have used frequency tables for each question in order to 
obtain all possible information from the questionnaire using the mean value. First, we 
want to underline some information that appears on the tables: 

• Valid means that 208 respondents have answered the questionnaire without any 
missing values. As we have explained earlier, we decided to keep only the fully 
completed questionnaires; 

• There are tables where appears minimum equals 1 and maximum equals 5. 
These tables are showing the questions where respondents had to rank by 
importance a set of options between 1 and 5. The instructions are “1 = not very 
important”, “2 = not important”, “3 = neutral”, “4 = important” and “5 = very 
important”; 

• There are tables where the minimum and maximum take value between 1 and 2 
respectively. In this case, “1 = yes” and “2 = no”  

• And there are tables where the minimum and maximum take value between 1 
and 3 respectively. In this case, “1 = the most important”, “2 = important” and 
“3 = the least important” 

 
First question: 

Statistics 

 Price Design Quality Material Trend 

N 
Valid 208 208 208 208 208 

Missing 0 0 0 0 0 

Mean 3,75 4,03 3,87 3,23 3,16 

Median 4,00 4,00 4,00 3,00 3,00 

Minimum 1 1 1 1 1 

Maximum 5 5 5 5 5 
Table 1. Frequency table – First question 
 
Table 1 shows that the variables “price”, “design”, “quality”, “material” and “trend” are 
ranked with values between 3 and 4. In this way, respondents have ranked with values 
bigger than 2 and 1. The variable “design” is considered “important” (4.03), while 
“price” and “quality” have a neutral importance (3.75; 3.87) but the values are close to 4 
(important). “Material” and “trend” are ranked with a neutral importance and are close 
to the value 3 (3.23; 3.16). From these results we see that “design” is the most important 
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variable followed by “quality” and “price”. “Material” and “trend” are not considered 
important by respondents in clothes purchase. 
 
Second question: 

Statistics 

 Highquality = 

Highprice 

Pay more for 

better quality 

Pay more for 

better brand 

N 
Valid 208 208 208 

Missing 0 0 0 

Mean 3,68 3,72 2,87 

Median 4,00 4,00 3,00 

Minimum 1 1 1 

Maximum 5 5 5 

Table 2: Frequency table – Question 2 
 
Table 2 shows that the variables “High quality = high price” and “Pay more for a better 
quality” are ranked with values close to 4 (3,68 and 3.72). That means that respondents 
believe that high quality could relate to high price. Besides, they also agree to pay more 
for a better quality. However, respondents are not prepared to pay more for a better 
brand because the mean of the variable “pay more for a better brand” is less than 3 
(2.87) that means people do not value the reputation of a brand to pay more.  
 
 
Third question: 

Statistics 

 Composition Country 

oforigin 

Touching Washinginstru

ctions 

Ecofriendly 

material 

N 
Valid 208 208 208 208 208 

Missing 0 0 0 0 0 

Mean 3,54 2,69 3,64 2,51 2,44 

Median 4,00 3,00 4,00 2,00 2,00 

Minimum 1 1 1 1 1 

Maximum 5 5 5 5 5 

Table 3: Frequency table – Question 3 
 
Table 3 shows that the variables “Country of origin”, “Washing instructions” and 
“Ecofriendly material” are ranked with values less than 3 (2.68; 2.51; 2.44).It means 
that most of the respondents don’t consider these features to evaluate the product’s 
quality. “Composition” and “Touching” are considered important with values 3.54 and 
3.64 in order to evaluate the quality of clothes.  
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Fourth question:  

Statistics 

 Trendy Exclusive Personal style Shape 

N 
Valid 208 208 208 208 

Missing 0 0 0 0 

Mean 1,60 1,77 1,34 1,28 

Median 2,00 2,00 1,00 1,00 

Minimum 1 1 1 1 

Maximum 2 2 2 2 

Table 4: Frequency table – Question 4 
 
Table 4 shows that “Personal style” and “Shape” are the features that more respondents 
would choose to judge the design (1.34; 1.28), while “Trendy” and “Exclusive” are 
features that would not choose to judge the design (1.60; 1.77) because their mean 
values are close to 2. From the results we see that in general our respondents follow 
their style and the clothes shape to judge the design. 
 
 
Fifth question: 

 
Websitereflects the brand 

 Frequency Percent Valid Percent Cumulative

Percent 

Valid 

Yes 172 82,7 82,7 82,7 

No 36 17,3 17,3 100,0 

Total 208 100,0 100,0  

Table 5.1: Frequency table – Question 5 

 

Table 5: Frequency table – Question 5 
 
Table 5 shows that almost all of our respondents consider that the website reflects the 
brand because the mean value is close to 1 (82.7% table 5.1). From the results we notice 
the fundamental importance that companies should give to their website. 
 
 
 
 
 
 

Statistics 

Websitereflects the brand   

N 

Valid 208 

Missin

g 

0 

Mean 1,17 

Median 1,00 

Minimum 1 

Maximum 2 
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Sixth question: 

Statistics 

 Information 

about the 

company 

Information 

about the 

fashion 

industry 

Products in 

store 

Upcoming

products 

Products' 

prices 

Online 

ordering 

service 

Safety in 

payment 

N 

Valid 208 208 208 208 208 208 208 

Missi

ng 

0 0 0 0 0 0 0 

Mean 1,42 1,81 1,14 1,49 1,09 1,21 1,23 

Median 1,00 2,00 1,00 1,00 1,00 1,00 1,00 

Minimum 1 1 1 1 1 1 1 

Maximum 2 2 2 2 2 2 2 

Table 6: Frequency table – Question 6 
 
Table 6 shows that “information about fashion industry” is not an expected feature 
(1.81) within the website while “products prices” is the most expected feature with a 
mean value of 1.09. “Products in store”, “Online ordering service” and “Safety in 
payment” are expected features on the website. These results are interesting for 
companies so they know what the consumers’ expectations from a clothing website are. 
 
 
Seventh question:  

Statistics 
 

Brand 

awareness 

Outofcuri

osity 

The 

storefront is 

impressive 

Building 

is 

attractive 

Clothes 

look 

nice 

Clothesare

well 

presented 

Shop 

window 

is 

classy 

Bright 

lights 

Fewligh

ts 

Therearepe

ople inside 

N 
Valid 208 208 208 208 208 208 208 208 208 208 

Missing 0 0 0 0 0 0 0 0 0 0 

Mean 1,42 1,56 1,40 1,76 1,21 1,35 1,63 1,81 1,95 1,70 

Median 1,00 2,00 1,00 2,00 1,00 1,00 2,00 2,00 2,00 2,00 

Minimum 1 1 1 1 1 1 1 1 1 1 

Maximum 2 2 2 2 2 2 2 2 2 2 

Table 7: Frequency table – Question 7 
 
Table 7 shows that the features that make respondents want to enter in shops are 
“Clothes look nice” (1.21), “Clothes are well presented” (1.35), “The storefront is 
impressive” (1.40) and “Brand awareness” (1.42), while for the rest of the variables the 
mean values are higher than 1.5, it means that these features are not attractive. From the 
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results we can see that the appearance of productsin store is important in order to attract 
consumers and so is the building appearance. 
 
Eighth question: 

Statistics 

 Friendly Professional Considerate Available in 

need 

N 
Valid 208 208 208 208 

Missing 0 0 0 0 

Mean 1,32 1,40 1,69 1,24 

Median 1,00 1,00 2,00 1,00 

Minimum 1 1 1 1 

Maximum 2 2 2 2 
Table 8: Frequency table – Question 8 
 
Table 8 shows that respondents look for a staff which is available in need (1.24) 
followed by “friendly and professional”. “Considerate staff” is less important than the 
other features because the mean value is close to 2 (1.69) We can see that consumers 
want to have access to advice and help when they are shopping and the store staff 
should be friendly and professional. 
 
 
Ninth question: 

Statistics 
 

Pay more for 

more quality 

High quality 

but low 

design 

Medium 

design if price 

decreases 

Low quality 

if price 

decreases 

Pay more 

for more 

design 

More design 

but low 

quality 

N 

Valid 208 208 208 208 208 208 

Missin

g 

0 0 0 0 0 0 

Mean 2,80 2,95 2,88 2,94 2,91 2,99 

Median 3,00 3,00 3,00 3,00 3,00 3,00 

Minimum 1 1 1 1 1 1 

Maximum 5 5 5 5 5 5 
Table 9: Frequency table – Question 9 
 
Table 9 shows that respondents have not given importance to the variables related to our 
theoretical brand because all the options were ranged with a mean value less than 3. 
This could mean that people gave no importance or their answers were neutral. 
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Tenth question: 

Statistics 

 Price Design Quality 

N 
Valid 208 208 208 

Missing 0 0 0 

Mean 1,84 1,91 2,03 

Median 2,00 2,00 2,00 

Minimum 1 1 1 

Maximum 3 3 3 
Table 10: frequency table – Question 10 

Table 10 shows a ranking between the variables “price”, “design” and “quality”. No 
variable have had a mean value close to 3; however, we can rank these variables. The 
most important variable was quality, followed by design and price. From the results we 
can see that people give more importance to quality than the price. 
 

 
Contingency analysis 

 
• We have done a contingency table between the variables “gender” and 

“available in need” where the results were: 
 
Tables (appendix 5) show that the p-value/contingency coefficient is .091 (although is 
close to 0), which means that there is not a strong relationship between the variable 
“Available in need” and “gender”. Through this relationship, we wanted to know if 
consumers do not need help when they are shopping or if they prefer to look for what 
they need by themselves. From the results, we can conclude that men and women want 
to have available help during their purchases when they need it. This may be important 
for the companies because sometimes people are annoyed when the store staff asks if 
they need help, especially when the customer is simply looking around. 
The hypothesis could be accepted because consumers might need the staff at the right 
moment; however, the contingency coefficient is higher than 0.050 so we have rejected 
the hypothesis. 
 

• We have done a contingency table between the variables “pay more for a better 
quality” and “high quality = high price” 

 
Tables (appendix 5) shows that the p-value/contingency coefficient is 0, which means 
that there is a relationship between the variables “pay more for a better quality” and 
“high quality = high price”. Through this relationship, we wanted to know if there is a 
relationship between the association of high price with high quality and the willing to 
pay more for a better quality. From the results, we can conclude that when people 
consider the association between high price and high quality important, they also 
contemplate to pay more for a better quality. 
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Strengths and weakness 
Strengths: we have collected a random sample of 208 completed answers; collected 
information about each variable through importance ranking and selection of several 
choices; the comments we received from participants after responding are very positive: 
according to them, the questions were easy to understand and the questionnaire was 
short and fast to fill in. 
 
Weakness: the female percentage is bigger than male percentage; we have received 
about 137 answers from women whereas men were 71 to answer the questionnaire. This 
represents 65,9% of women in our sample against 34,1% of men. We were also 
expecting a balance number of ages in our respondents between 20 and 35 years old, but 
we have a high predominance of the group 1 (20-24) which is the most representative 
group in our sample scoring a percentage of 67%. 
 
Table 11 shows the link between each hypothesis with the used analysis method and 
their variables. 
HYPOTHESIS METHOD and variables 
H1. Consumers chose brand clothes 
mainly through price, quality and 
design. 

Frequency tables with V1 (price), V2 
(design), V3 (quality), V4 (material) and 
V5 (Trend) 

H2. Quality is assessed mainly through 
the country of origin. 

Frequency tables with V10 (composition), 
V11 (country of origin), V12 (Touching), 
V13 (Washing instructions) and V14 
(Ecofriendly material) 

H3. Design is a subjective criterion and 
relies mostly on personal style. 

Frequency tables with V16 (trendy), V17 
(exclusive), V18 (personal style) and V19 
(shape) 

H4. Consumers usually enter a shop 
because they know the brand. 

Frequency tables with V28 (brand 
awareness), V29 (out of curiosity), V30 
(the storefront is impressive), V31 
(building is attractive), V32 (clothes look 
nice), V33 (clothes are well presented), 
V34 (shop window is classy), V35 
(brightful lights), V36 (few lights), V37 
(there are people inside) and V38 (Other) 

H5. The feeling “comfortable when 
there is no pressure from the staff” is 
the same for men and women. 

Contingency tables between V42 
(available indeed) and V52 (gender) 

H6. People who are willing to pay more 
for a better quality, associate high 
quality with high price 

Contingency tables between V09 (Pay 
more for better brand) and V (Associate 
high quality with high price) 

H7. The website is expected to contain 
proprietarily information about the 
products and their prices 

Frequency tables between variables 
V21(Information about company) V22 
(Information about the fashion industry) 
V23 (Products in store) V24 (Upcoming 
products) V25 (Products’ prices) V26 
(Online ordering service) and V27 (Safety 
in payment) 

Table 11: Hypothesis and methods 
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6. DISCUSSION 
In this part, we are going to discuss the results obtained from the questionnaires, link 
them to the hypotheses set at the beginning of this paper and compare our findings to 
previous studies.  
 

Giving the analysis of the results above, we can now reject or confirm our hypotheses. 
The aim is to go through each hypothesis one by one and discuss it under different 
angles. 
 
Hypothesis 1  
Consumers chose clothes mainly through price, quality and design. 
 
As we have just seen in the analysis part, it appears that consumers indeed choose their 
clothes depending on mainly three elements, which are price, quality and design. We 
can therefore confirm this hypothesis, and even extract more information from it such as 
the ranking of these factors. 
 
The most important factor that leads to the purchase according to the respondents is 
design, followed by quality and then price. People first are attracted by the look clothes 
have, and then check the fabrics quality before eventually looking at the price. 
According to Suk et al. (2012) lower price perceptions are related to more favorable 
price perceptions in a way that people purchase cheap products; nonetheless, when 
customers have to choose between more than one brand with different prices, they can 
do inferences about quality. In this way, lower price perceptions are not the most 
favorable price perceptions when quality is taken into account.   
 
In a former study conducted in 2011 among mature women, these same factors appear 
already as important even though the price has less influence. Indeed, according to 
Holmlund and Al.’s study, the way clothes look is one of the most important elements 
that women pay attention to when intending to buy clothes. (Holmlund et al., 2011, 
p.114)“They preferred good quality fabric, good finishing” (Holmlund et al., 2011, 
p.112) which again meet our hypothesis in terms of quality of the clothes. Eventually, in 
this study, price is not an absolutely important element even if clothes have to worth 
their cost _ in terms of quality for good fit _ since it appears that “the respondents 
assigned more importance to factors such as pleasant and well-fitting design, colour, 
design details, good quality, good fitting and shopping convenience than to price” 
(Holmlund et al., 2011, p.115).  
 
Even if this study has been conducted among mature women, it appears that there is 
little difference when it comes to main factors leading to purchase in the clothing 
industry. The only slight difference that we can notice is the importance that price 
represents to the two samples. This difference could be explained by the nature of the 
two samples: indeed we have questioned younger people for whom money might be an 
issue since students do not have an income compared to older women. This may explain 
why our study ranks the price as the third most important factor out of five factors 
(design, quality, price, trend and material) whereas the other study ranks it as the least 
important factor. 
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Hypothesis 2 
Quality is assessed mainly through the country of origin. 
 
Our second hypothesis deals with how people evaluate quality. We thought that the 
country-of-origin is a good factor in assessing clothes’ quality. It has indeed be 
advanced by Dowling explaining that people nowadays associate quality to the country 
of origin, and reversely associate the country-of-origin to quality (Dowling, p.18, 2001).  
However, according to our analysis’ results, our hypothesis has to be rejected since 
quality is mainly assessed through the touching: it seems that before the purchase, 
people touch the clothes in order to have an idea about the product’s quality.  
Indeed, a previous research conducted among women only, most of them aged between 
18 and 25 year-old, a close age range to ours, dealt with the impact of knowledge in 
evaluating clothing quality.  
 
The respondents rank the touching or “how the fabric feels” factor higher when they 
have little knowledge about the product’s specifics. At the opposite, “how the fabric 
feels” is ranked lower when the respondents have more information about technical 
characteristics of the product. (Hines & Swinker, 2001, p.74-75) This means that people 
evaluate clothing quality through the touching when they have no more information 
about how the product was made. 
 
In this same test, the “country-of-origin” variable is ranked the same in both pre-test (no 
knowledge) and post-test (more knowledge). It was actually ranked higher than “how 
the fabric feels” factor. (Hines & Swinker, 2001, p.74-75) We can advance that the 
country of origin is a good factor to assess clothes’ quality, because it is a valuable and 
general knowledge, but we think perhaps our sample was beyond this factor, because 
nowadays, it is not always true to say that if some product comes from this country it 
means that it is a bad or good quality: China for instance is used to be considered as 
offering poor quality and cheap products. According to a study conducted among 
American respondents, both the product evaluation and the country evaluation of “Made 
in China” are perceived negatively. (Han & Wang, 2012, p.233) 
But it is not an undeniable thought since this study also shows that “those who pay no 
heed to the brand or country origin of products, along with those who have used 
Chinese goods, show more positive attitudes toward “Made in China.”” (Han & Wang, 
2012, p.235) 
 
Another explanation can be given by the results of a study on the impact of the country-
of-origin variable on quality perceptions from a consumer point of view, stating that 
“the educational level of the respondent will be inversely related to the strength of the 
COO [country of origin] cues” (Insch & McBride, 2004, p.261). In other words, 
respondents should have a high knowledge of the theme debated in order to obtain 
strong country-of-origin cues. 
 
On another hand, a former study conducted in 2011 among mature women, when it 
comes to the evaluation of quality, it is found that “the women preferred natural fibres 
in clothes because they found them neater, and longer-lasting.” (Holmlund et al., 2011, 
p.113). This goes against our study’s results since our respondents have ranked the eco 
friendly material element the lowest. When the sample of this study “typically wanted 
more information on materials, since they appreciated detailed care instructions on 
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labels and information offered by shop assistants” (Holmlund et al., 2011, p.113), our 
sample again ranked the “Washing instructions” as a poor factor to assess quality. 
 
We can conclude that the country of origin is an important variable according to Hines’ 
study, so are washing instructions and natural material in Holmlund’s study, but in our 
case, the touching plays an important role in assessing clothes’ quality according to 
young people’s opinion; and these differences might be a result of samples’ differences. 
 
 
Hypothesis 3 
Design is a subjective criterion and relies mostly on personal style. 
 
One of our hypothesis was that when one thinks of design, he wants the clothes to be 
likable according to his own and personal tastes. According to the results we have 
obtained, clothes’ design is assessed through personal style (66,3%) and shape (71,6%). 
This means that the majority of our sample doesn’t necessarily follow the current 
fashion trend, or seeks exclusive and unique clothes but relies mostly on subjective 
criteria. This hypothesis is partly confirmed since our respondents choose their clothes 
according to their personal style from a design point of view at 66,3%. 
 
Similarly to our conclusion, a former study has shown that a good fit (right shape) is 
considered as one of the most important feature in clothing (Holmlund et al., 2011, 
p.112), fashionability is also important since the women surveyed said that they try to 
follow fashion trends but also their own style: “The informants wanted to look stylish 
and they appreciated fashionable, well-fitting clothes and having an individual style” 
(Holmlund et al., 2011, p.111). Not only women follow trend, but they also rely on their 
personal tastes. 
Therefore, our findings meet those of this 2011 study, even though this latest has been 
conducted among mature women aged between 50 and 63 year-old. 
 
Another recent study conducted in 2012 within North American, Italian and Dutch 
samples deals with clothing design and the ways it can fit body measurements of the 
different segments of the population studied (Viktor, 2012, p.286). It is interesting to 
produce clothes that will be sold significantly because they will fit the most common 
body measurements of both men and women such as arm length, waist circumference 
and so on (Viktor, 2012, p.300). More interesting, the study also aims to associate the 
types of body profiles with different layers of the population through demographic 
attributes such as the age, the gender, the fitness or the income level for instance 
(Viktor, 2012, p.301). However, not all the body profiles will have a specific clothing 
fit, the objective is to better know the clients and organize clusters of body shapes into a 
reduced and globalized number of tailoring categories, to propose the adapted product 
to them and to practice a targeted marketing strategy (Viktor, 2012, p.284). 
 
Moreover, if we combine our findings to those of this study, we can definitely confirm 
that “shape” is an important criterion in clothes selection, and that it should meet the 
requirements of the most widespread body measurements to be more efficient, 
especially for the manufacturer. 
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Hypothesis 4 
Consumers usually enter a shop because they know the brand 
 
According to our initial point of view, a potential customer will decide to go inside a 
shop because of brand awareness. When verifying this hypothesis, it turns out that most 
people (78.8%) enter a shop first because the clothes showed in the storefront look nice. 
Moreover, when clothes are also well presented and the storefront is globally 
impressive, well decorated and attractive, people are more willing to take a look inside. 
Brand awareness comes as the fourth reason to enter inside a store out of (number of 
answers) choices presented to the respondents. Therefore, this hypothesis has to be 
rejected. 
 
In a study led in 2011, it was found that mature women make the decision to visit a 
store because of an advertising that they found in magazines, they go out for shopping 
intending the store that contains the clothing item they noticed in magazines or 
catalogues (Holmlund et al., 2011, p.115). The study gives further information about 
shopping routines as for instance that women will go back again to the store because 
they appreciate the clothes sold but also the service offered by employees (Holmlund et 
al., 2011, p.115).  
 
In overall, we can conclude that most people enter a store because the clothes displayed 
look nice, either in the store window, or in a clothing magazine, as resulted from both 
studies. This idea is also shared by our first hypothesis where design is ranked first 
among the characteristics that make people willing to buy clothes, therefore, it appears 
that design can be more valuable than the brand reputation. 
 
Hypothesis 5 
Both women and men prefer the staff to be available in need. 
 
Through this hypothesis, we want to know if regardless of the gender, all consumers 
want the staff to be available if needed during their purchase experience. From our 
results, we can conclude that men and women appreciate to have help for their 
purchases when they need it since the majority of both men and women chose 
“available in need” as an appreciated quality in a clothing store’s staff. This output 
confirms the study of Holmlund M. that was conducted among mature women, where 
these do not want to waste time and expect a good personal service when they “wanted 
help with finding correct sizes” for instance (Holmlund et Al., 2011, p.114).But we have 
to consider this hypothesis with caution because our sample is mostly composed by 
women (137) than men (71), especially when Holmlund study dealt with women only. 
If we only stick to the results we have and consider the percentages, we can confirm this 
hypothesis. 
 
Also, according to the data collected about the staff attributes, the second most valuable 
quality according to our sample is friendly behaviour, which is also one important 
quality in Holmlund study. Indeed, “the women wanted to deal with familiar shop 
assistants” (Holmlund et al., 2011, p.114). A friendly attitude usually reflects openness, 
thus the staff seems more open and available for the customer if this latest needs 
information or help during his purchase experience. 
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Furthermore, when the staff is expected to be available in need, this implies that the 
staff should not practice any form of pressure on the customers. In the case of our study, 
one respondent left a comment saying that the reason that would prevent him to enter in 
a clothes shop is pressure. Most of our respondents are familiar with the business 
practices because they study economics, this may reveal that they are aware of the sales 
practices among salespeople, which are for the most of them making the client 
uncomfortable during his purchase experience. Indeed, a previous study has shown that 
customers enjoy their shopping time when they don’t experience any kind of staff 
pressure (Dabholkar et al., 1996, p.14). 
 
 
Hypothesis 6 
People who are willing to pay more for a better quality, associate high quality with high 
price 
 
The results that we have obtained to assess this hypothesis are very significant. Indeed, 
139 people out of a total of 208 people consider that a high price reflects a high quality 
and would pay more to satisfy their quality requirements. We find the same results in 
Holmlund study, where mature women clearly associate price to quality. “Price is also 
an indicator of the quality; high quality and low prices don’t go together” (Holmlund et 
al., 2011, p.115). From this statement, we can confirm one part of this hypothesis and 
the relationship that it establishes between price and quality.  
 
Another study conducted in 2010 states that “a high price offers a signal to a buyer of 
what to expect, and a low price likewise offers a signal that can influence 
expectations.”(Betsy, 2010, p.62). And the output of the study is that people believe that 
“they get what they pay for” from a quality view, however, “they do not get what they 
do not pay for” from an extra features’ view (privileges, options not included in the 
basic price) (Betsy, 2010,p.60) 
 
Nevertheless, we found another study that defines the product through price and quality 
and considers that the product cost is totally based on its performance (Qian, 2011, 
p.506). This study goes from the premises that “all customers agree that a higher 
performance level is preferable than a lower one even they may be not willing to pay 
more for one product or service.” (Qian, 2011, p.505)It shows that even people who are 
not willing to pay more for a better quality, may associate high quality with high price 
and thus confirming our statement from the previous research. But we can also 
understand that one perspective on our hypothesis is that the relationship that it 
introduces is not exclusive. It means that one can indeed associates quality with price 
and not pays more for quality.  
 
However, as our results show that 67% of our respondents share this thought, we 
confirm our hypothesis. 

Hypothesis 7 
The website is expected to contain proprietarily information about the products and 
their prices 
 
According to the results, consumers visit a brand website for two main reasons. They 
want to have information about the products in store (86.1%) and their prices 
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(90.9%)and very few of them would visit a website to have information about the 
company. Some of them also would like to have an online ordering service that is safe 
to use.  
 
From our point of view, we think that even if the respondents didn’t choose to see 
information about the company, it is necessary for a new company or a new brand to 
introduce itself. Indeed, the website purpose is to provide information not only to 
customers, but prospects and other stakeholders too (Rahimnia & Hassanzadeh, 2013, 
p.241). 
 
Also, the fact that people want to know what products are in store and how much they 
cost, can be a way for them to check what they could purchase in order to save time, to 
prepare their shopping list on the internet before attending the store. This is what mature 
women do when they shop, they usually see an interesting item on a magazine before 
pick it up from the store (Holmlund et al., 2011, p.115), considering the age difference 
between our study and Holmlund study, we think that the young people are more 
internet users and their buying process might be the same expect the difference of the 
media and the paper support. 
 
“Internet marketing involves using the Internet to provide information, to communicate 
and to conduct transactions” (Rahimnia& Hassanzadeh, 2013, p.240), and the result of a 
study conducted in 2013 shows that website content such as the informational elements 
do have an impact on e-marketing (Rahimnia& Hassanzadeh, 2013, p.244). This study 
however emphasizes the design dimension as much as the informational one, where a 
fluid navigation on the website is the key to enable online consumers to find the 
information they need easily (Rahimnia& Hassanzadeh, 2013, p.245) with which we 
agree. 
 
According to the findings of a study of Internet value led by Keeney (1990), the overall 
objective of internet commerce is to maximize customer satisfaction (Keeney, 1999, 
p.538). Whatever the company chooses to sell its products online or in the store, the 
value proposed to the consumer through the website is satisfying and help the company 
reach its objectives (Keeney, 1999, p.541). 
 
Table 12 shows which hypotheses were accepted and which were rejected. 

HYPOTHESIS ACCEPTED OR REJECTED 
H1. Consumers chose clothes mainly 
through price, quality and design. 

ACCEPTED 

H2. Quality is assessed mainly 
through the country of origin. 

REJECTED 

H3. Design is a subjective criterion 
and relies mostly on personal style. 

ACCEPTED 

H4. Consumers usually enter a shop 
because they know the brand. 

REJECTED 

H5. The feeling “comfortable when 
there is no pressure from the staff” 
is the same for men and women. 

REJECTED 



Master thesis Amina & Fátima June 2014 
 

50 
 

H6. People who are willing to pay 
more for a better quality, associate 
high quality with high price. 

ACCEPTED 

H7. The website is expected to 
contain proprietarily information 
about the products and their prices 

ACCEPTED 

Table 12. Summarize Hypothesis accepted and rejected 

According to the discussion, we have revised our conceptual model as following. As 
one can see, the design is connected to the website and to the store, it even affects them 
(as the narrows show). The design of clothes has a significant impact on the website 
because customers mainly seek products when visiting a brand’s website. This leads us 
to think that it is important to display well-designed clothes in the website. This also 
applies to the storefront. The design has an impact on the store because customers enter 
the store attracted by the clothes’ design. Eventually, the website has a direct impact on 
the purchase intention since customers will visit a website to have information about the 
products and prices in store. We deleted the link between the website and consumer 
perception because it appears that customers are not buying a new product because of 
the website featured. In other terms, the website as an independent factor is not 
perceived by consumers negatively or positively in a way that it may affect their 
purchase intention. The website, is visited after the consumer perception has been set by 
the other factors. Indeed, a customer will visit a company’s website directly with an 
intention to purchase, which explain why the products and their prices are the most 
requested. 

 

Figure 6. Revised Conceptual Model 
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7. CONCLUSION AND RECOMMENDATION 
The main objective of this chapter is to underline the most valuable information 
discussed previously and to suggest our recommendation for companies within the 
apparel industry.  

The aim of this paper was to study the consumer’s perceptions of six different factors 
that play an important role in the purchase decisionand to answer to our research 
question: Which factors in the clothing industry are the most important according to the 
consumers’ perceptions, and how can they affect their purchase intention? 
 
The most important factors according to the consumers’ perceptions are first the design, 
second, the quality and third the price. They affect their purchase intention in a way 
where consumers make associations in their minds, between price and quality for 
instance even if they evaluate quality depending on their little knowledge of the product 
since this latest is new. They are more attracted by the appearance, whether it is the 
appearance of the store or the product itself. Marketing strategies can be very efficient 
in attracting the 20-35 people because they are very sensitive to the showing. The 
external factors to the product that are linked with the service also play an important 
role that is beyond the purchase. An available and helpful staff can assure loyalty, a 
well-managed store can attract new customers and a website containing the adequate 
information about the products to be purchased gains customers’ interest. 
 
Therefore, we came to the conclusion that the adequate product along with the adequate 
service and an efficient marketing campaign can make the difference in leading the 
customer to purchase decision. The product is to be assessed through three criterions, 
which are design, price and quality.The study shows that design is the most important 
factor because not only it attracts customers into the store but also represents the first 
reason why customers would buy one product over another. Price and quality are 
associated and young customers have declared that they are willing to pay more for a 
better quality. Even though the association that links quality to price is confirmed, 
customers do also rely on the way the clothes feel when they touch it to evaluate 
quality.  
 
For the second part of the assessment, our results show that the staff is a relevant factor 
in the purchase decision and helps building loyalty. Young customers are expecting the 
employees to be available in need and friendly when they are shopping. At the opposite, 
when they feel pressure from an employee trying to sell, they are uncomfortable and 
this feeling doesn’t make them come back to the store.  
 
According to the results, young customers do not necessarily expect having an online 
ordering payment on a clothing website, but rather find information about products in 
store, upcoming products and their prices. This information leads us to assess the third 
factor within the service section, which is the store. Indeed, young customers are more 
willing to buy their clothes from a physical shop; this is why efforts should be put in the 
presentation of the store. Most of the customers decide to enter a store because of the 
clothes displayed in the storefront. As said earlier, design is a significant factor in the 
purchase decision, but also in the decision of entering a store. 
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We recommend to companies in the clothing industry, that are targeting young 
customers, to focus on three products features which are price, design and quality, and 
three service features which are staff, website and store, in order to build a new brand. 
 
Considering specific recommendations for the product, price is expected to be on the 
market average, but moreover, price should be positively correlated with quality. This 
applies especially to startups, which doesn’t have any praised company image yet, so 
when price can’t be justified by the reputation of the brand, the customers are expecting 
a good quality in return. 
 
Design is not especially linked with the fashion trend, according to our respondents; 
design is a matter of subjective tastes and personal style. An important criterion is that 
design does not only rely on the physical aspect of the clothes, but also on the fitting. 
Shape should be well studied to meet the body measurements of the clientele. Thus, an 
inspirational and functional design is more efficient. 
 
Quality is as we have said correlated with the price. It is assessed mostly through the 
touching. So we recommend manufacturers to use soft and comfortable material, even if 
this material might be more expensive, the cost can be leveraged by the price practiced. 
Considering the service features, the website is considered by 82,7% of the young 
customers as reflecting the brand. For a long-term strategy, the website should be 
designed in order to help creating the brand. The most important information that 
should be found in the website is the products in store, the upcoming products and their 
prices. An online service ordering is not necessary according to the customers’ opinion 
and we think that companies are better to focus on the physical store. 
 
The store appearance is what will make customers enter inside and make purchases. The 
storefront will give the first impression of what it contains, so well designed clothes, a 
good presentation and bright lights will attract customers.Once inside, the staff is a very 
important factor because not only represents the first practical contact that a customer 
may have with the company, it is also as the website a brand interface. The company 
should form its employees and advise them to be friendly with the young customers. We 
also recommend finding a way to reward employees independently from the number of 
sales. When employees earn more because they sell more, they are more willing to 
practice pressure on customers, and this is as our results display, one of the feeling that 
make a purchase experience uncomfortable. 
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8. LIMITATIONS 
 

We have experienced some limitations during our study. The first one concerns the 
nature of the respondents that have participated in our survey: we have an unbalanced 
number of answers between men and women. This limitation makes it difficult to 
conduct a study on the different perceptions between the two genders and disables us to 
give a relevant recommendation when it comes to the marketing strategy to adopt when 
facing female consumers or male consumers. However, it makes us think that women 
are more interested in the fashion industry than men because we have announced the 
nature of our study before administering the questionnaires to a balanced population of 
potential respondents. 
 
Another limitation consists in the internal validity of the questionnaire. Even if we had 
208 answers to our survey, our questions scored an Alpha Cronbach coefficient between 
0,6 and 0,7 only. It means that our analysis doesn’t have a strong reliability. 
 
Although the respondents come from several countries, we noticed that there were no 
relationships between the nationality and any other variable from the questionnaire 
according to the analysis. Therefore any findings linked with this variable would be 
inconclusive. For this reason we decided not to include any analysis with the variable 
“nationality” in the analysis part. 
 
Furthermore, the answers received from different countries are to be taken into account 
with prudence. Indeed, people from different countries and backgrounds may not have 
the same evaluation of price, quality or service. The most obvious evidence relies here 
in the Swedish behavior for instance. When Swedish people are known to be distant 
with strangers, Spanish people are more willing to meet others. For this reason, perhaps 
the attitude towards the staff can be evaluated very differently. Another aspect relies on 
the price, where European customers may have another scale for cheap clothes than Sri 
Lankan customers because of the price policy (or inflation) that changes from one 
country to another. 
 

9. FURTHER RESEARCH 
 

Future research should study a new real company in order to help them in the 
development of new clothing products through consumers’ perception. As we have 
explained in the theoretical framework, different perceptions create different responses 
Solomon et al., 2006, p. 39) Theses perceptions are constantly present because people 
have perceptions about everything and they act following their perceptions. Companies 
look for a positioning in the consumer mind in order to link their products to an idea. 
We argue that knowledge about perceptions of products and services is fundamental to 
achieve, so that consumers relate the company image to a “good perception”.  
 
From a theoretical point of view, we would suggest that future research focus on the 
brand image and the consumers’ intention to purchase, because products’ perception 
lead the customer to have its own opinion about the brand image. We have noticed a 
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theoretical gap in the literature about these two notions and we think that this area can 
be successfully investigated. As young consumers are attracted to the showing, 
according to our findings, we believe that their perception of brands with high or low 
reputation can be interesting to study. 
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APPENDIX 1- Questionnaire English version 

We are students at Umea University and we are conducting this survey for our master 
thesis.The survey consists in 10 short questions regarding your opinion as a customer on 
the fashion industry.After general questions on the field, the last questions will deal 
with a theoretical new brand : FAME. 

FAME  is a new company specialized in young women and men clothes (aged between 
20 to 35). Styles of clothes that it proposes are urban, casual, classy and professional 
wearing styles. Here are some examples of articles you can buy in the store:
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1.- Which elements are the most important when you want to buy clothes? 
Please rate the following features according to their importance. (1 = not very 
important; 5 = very important) 
 1 2 3 4 5 
Price      
Design      
Quality      
Material (leather, 
cotton..) 

     

Trend (fashionable)      
 
 
2.- How do you feel about the prices of clothes? 
Please rate the following features according to their importance. (1 = not very 
important; 5 = very important) 
 1 2 3 4 5 

In general terms, the 
higher the quality of 
a product, the higher 

the price. 

 
 

  
 

  

You would pay 
more for a better 
quality product. 

 
 

 
 

 
 

 
 

 
 

You would pay 
more for a 
prestigious branded 
product 

     

 
3.- How do you assess quality on clothes? 
Please rate the following features according to their importance. (1 = not very 
important; 5 = very important) 
 1 2 3 4 5 
Composition      
Country of origin      
Touching      
Washing intructions      
Ecofriendly material      
 
4.- According to which feature do you judge design? 
You can select several choices 
 
 Trendy (fashionable) 
 Exclusive (unique model) 
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 Personal style 
 Shape (fitting your measures) 
 
5.- Do you think a website interface reflects the image of the brand? 
 
 Yes 
 No 
 
6.- Which features would you expect to find on a clothing company website? 
You can select several choices 
 
 Information about the company 
 Information about the fashion industry 
 Products in store 
 Upcoming products 
 Products’ prices 
 Online ordering service 
 Safety in payment 
 
7.- Which elements make you want to enter inside a shop? 
You can select several choices. 
 
 Brand awareness 
 Out of curiosity 
 The storefront is impressive 
 Building is attractive 
 Clothes look nice 
 Clothes are well presented 
 Shop window is classy 
 Brightful lights 
 Few light 
 There are people inside 
 Other: 
 
8.- ¿What behaviour do you expect from a clothing store staff ? 
You can select several choices 
 
 Friendly 
 Professional 
 Considerate 
 Available in need 
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9.- Please answer these questions according to your agreement (1 "Totally agree" 
to 5 "Totally disagree") 
Thank you for considering the pictures below according to your gender. 
 
 1 2 3 4 5 
Would you agree to 
pay more for a high 
quality product 
(picture 1)? 

     

Would you agree to 
buy a low designed 
product but with a 
much higher quality 
(picture 1)? 

     

Would you accept a 
medium designed 
product if the price 
decreases (picture 
2)? 

     

Would you agree to 
buy a product at a 
lower quality if the 
price decreases 
(picture 2)? 

     

Would you agree to 
pay more for a well 
designed product 
(picture 3)? 

     

Would you agree to 
buy a well designed 
product even if the 
quality is low 
(picture 3)? 
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10.- Please rank these features by importance according to you. 
From 1 "The most important" to 3 "The least important" 
 
 1 2 3 
Price    
Design    
Quality    
 
 
Gender 
 Male 
 Female 
 
What is your age? 
 
 
What is your nationality? 
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APPENDIX 2 – Questionnaire French version 

Nous sommes deux étudiantes à l'université d'Umea et faisons une étude pour notre 
thèse de master. 

Ce questionnaire consiste en 10 questions et s'intéresse à votre point de vue en tant que 
consommateur dans l'industrie de la mode. Après quelques questions générales, les 
dernières questions se réfèrent à une marque nouvelle et théorique : FAME. 

FAME est une nouvelle entreprise spécialisée dans le prêt-à-porter pour jeunes femmes 
et jeunes hommes (âgés entre 20 et 35 ans). Les styles de vêtements que la marque 
propose sont des styles urbains, décontractés, classes et professionnels. Voici quelques 
exemples des articles que vous pouvez acheter en magasin:
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1.- Quels sont, selon vous, les critères les plus importants quand vous achetez des 
vêtements ? 
Veuillez classez les éléments suivants selon leur importance. (1 = pas très important; 5 
= très important) 
 1 2 3 4 5 
Prix      
Design      
Qualité      
Materiau (cuir, 
coton) 

     

Mode (qui suit la 
tendance) 

     

 
 
2.- Que pensez vous des prix des vêtements ? 
Veuillez classez les éléments suivants selon leur importance. (1 = pas très important; 5 
= très important) 
 1 2 3 4 5 

En général, plus la 
qualité d'un produit 
est élevée, plus son 

prix est élevé. 

 
 

  
 

  

Vous seriez prêt à 
payer plus cher pour 
un produit de 
meilleure qualité. 

 
 

 
 

 
 

 
 

 
 

Vous seriez prêt à 
payer plus cher pour 
un produit de 
marque prestigieuse. 

     

3.- Comment évaluez-vous la qualité des vêtements ? 
Veuillez classez les éléments suivants selon leur importance. (1 = pas très important; 5 
= très important) 
 1 2 3 4 5 
Selon leur 
composition 

     

Selon le pays 
d’origine (de 
fabrication) 

     

Au toucher      
Aux instructions de 
lavage 

     

Si confectionnés à 
partir de matériaux 
bio 
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4.- Selon quels critères jugez-vous le design ? 
Vous pouvez sélectionner plusieurs critères. 
 
 Tendance (à la mode) 
 Exclusivité (pièce únique) 
 Style personnel (prope à vous) 
 La coupe (le vêtement vous va 

bien) 
 
5.- Pensez-vous qu'un site web reflète l'image d'une marque? 
 
 Oui 
 Non 
 
6.- Quels éléments vous attendez-vous à trouver dans le site web d'une entreprise 
de prêt-à-porter ? 
Vous pouvez sélectionner plusieurs critères. 
 
 Informations sur l'entreprise 
 Informations sur le milieu de la mode 
 Produits en magasin 
 Produits à venir 
 Prix des produits 
 Un service de commande en ligne 
 Un paiement sécurisé 
 
7.- Quels éléments vous donnent envie d'entrer dans un magasin ? 
Vous pouvez sélectionner plusieurs critères. 
 
 La connaissance de la marque 
 La curiosité 
 La vitrine est impressionnante/imposante 
 L'immeuble est attirant 
 Les vêtements semblent jolis 
 Les vêtements sont bien présentés 
 La vitrine est classe 
 Les lumières sont éclatantes 
 Peu de lumières 
 Des gens sont à l'intérieur 
 Otro: 
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8.- A quel comportement vous attendez-vous d'un employé de magasin de prêt-à-
porter ? 
Vous pouvez sélectionner plusieurs critères. 
 
 Amical 
 Professionnel  
 Avenant 
 Disponible en cas de besoin 
 
9.- Veuillez répondre aux questions suivantes selon votre accord (1 "totalement 
d'accord" to 5 "totalement en désaccord") 
Merci de prendre en compte les images ci-dessous selon votre sexe. 
 1 2 3 4 5 
Seriez-vous d'accord 
pour payer plus pour 
un produit de 
meilleure qualité 
(photo 1)? 

     

Seriez-vous d'accord 
pour acheter un 
produit peu design 
mais de meilleure 
qualité (photo 1)? 

     

Seriez-vous d'accord 
pour acheter un 
produit de design 
moyen si le prix 
baisse (photo 2)? 

     

Seriez-vous d'accord 
pour acheter un 
produit de faible 
qualité si le prix 
baisse (photo 2)? 

     

Seriez-vous d'accord 
pour payer plus pour 
un produit plus 
design (photo 3)? 

     

Seriez-vous d'accord 
pour acheter un 
produit très design 
même s'il est de 
faible qualité (photo 
3)? 
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10.- Merci de classer ces éléments selon leur importance, selon vous. 
De 1 "Le plus important" à 3 "Le moins important" 
 
 1 2 3 
Prix    
Design    
Qualité    
 
 
Vous êtes? 
 Un homme 
 Une femme 
 
Quel est votre âge? 
 
 
Quelle est votre nationalité? 
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APPENDIX 3 – Questionnaire Spanish version 

Somos estudiantes de la Universidad de Umea, y estamos llevando a cabo esta encuesta 
para nuestra tesis del máster. La encuesta consta de 10 preguntas cortas con respecto a 
su opinión como cliente en la industria de la moda. Después de las preguntas generales 
sobre el campo, las últimas preguntas versarán sobre una nueva marca teórica: FAME.  

FAME es una nueva empresa de ropa especializada en mujeres y hombres jóvenes (con 
edades comprendidas entre los 20 a 35 años). Estilos de ropa que propone son urbanas, 
casual, elegante y profesional. Estos son algunos ejemplos de artículos que se pueden 
comprar en la tienda: 

 



Master thesis Amina & Fátima June 2014 
 

71 
 

 

 

1.- ¿Qué elementos son los más importantes cuando quiere comprar ropa? 
Por favor, califique las siguientes características según su importancia. (1 = no muy 
importante; 5 = muy importante) 
 
 1 2 3 4 5 
Precio      
Diseño      
Calidad      
Material (lana, 
algodón..) 

     

Tendencias (la moda      
 
 
2.- ¿Cómo piensa usted acerca de los precios de la ropa? 
Por favor califique las siguientes características según su importancia. (1 = no muy 
importante; 5 = muy importante) 
 
 1 2 3 4 5 
En términos 
generales, cuanto 
mayor sea la calidad 
de un producto, 
mayor será el precio. 

 
 

  
 

  

Usted pagaría más 
por una mejor 
calidad de producto. 

 
 

 
 

 
 

 
 

 
 

Pagaría más por la      
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marca prestigiosa de 
un producto 
 
3.- ¿Cómo evalúa la calidad de la ropa? 
Por favor califique las siguientes características según su importancia.(1 = no muy 
importante; 5 = muy importante) 
 
 
 1 2 3 4 5 
Composición      
País de origen      
Tacto      
Instrucciones de 
lavado 

     

Material ecológico      
 
 
 
 
4.- ¿Según qué característica juzgas el diseño? 
Puede seleccionar varias opciones. 
 
 Tendencias (moda) 
 Exclusivo (modelo único) 
 Estilo Personal 
 Forma (ajustado a sus medidas) 
 
5.- ¿Cree usted que la interfaz del sitio web refleja la imagen de la marca? 
 
 Si 
 No 
 
6.- ¿Qué características esperaría encontrar en la web de una empresa de ropa? 
Puede seleccionar varias opciones. 
 
 Información sobre la empresa 
 Información sobre la industria de la moda 
 Productos en la tienda 
 Próximos productos 
 Precios de productos 
 Servicio de pedido en línea 
 Seguridad en el pago 
 
7.- ¿Qué elementos hacen que desee entrar en el interior de una tienda? 
Puede seleccionar varias opciones. 
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 La notoriedad de marca 
 Por curiosidad 
 El escaparate es impresionante 
 El edificio es atractivo 
 La ropa se ve bien 
 La ropa está bien presentada 
 El escaparate es elegante 
 Luces brillantes 
 Poca luz 
 Hay gente dentro de la tienda 
 Otro: 
 
 
 
 
 
 
 
8.- ¿Qué comportamiento es el que espera del personal de la tienda de ropa? 
Puede seleccionar varias opciones. 
 
 Simpatía 
 Formal/Profesional 
 Considerado 
 Disponibilidad en necesidad 
 
9.- Por favor, conteste las siguientes preguntas según su grado de acuerdo  (1 
"totalmente de acuerdo" hasta 5 "Totalmente en desacuerdo") 
Gracias por considerar estas fotografías de acuerdo con su sexo. 
 
 1 2 3 4 5 
¿Estaría de acuerdo 
en pagar más por un 
producto de alta 
calidad (imagen 1)? 

     

¿Estaría de acuerdo 
en comprar un 
producto de bajo 
diseño pero con una 
calidad muy 
superior (imagen 1)? 

     

¿Aceptaría un 
producto de diseño 
medio si el precio 
disminuye (imagen 
2)? 

     

¿Estaría de acuerdo      
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en comprar un 
producto con una 
calidad inferior si el 
precio disminuye 
(imagen 2)? 
¿Estaría de acuerdo 
en pagar más por un 
producto bien 
diseñado (imagen 
3)? 

     

¿Estaría de acuerdo 
en comprar un 
producto bien 
diseñado, aunque la 
calidad sea baja 
(imagen 3)? 

     

 

 
 

 
 
10.- Por favor, ordene estas características según su importancia para usted. 
Desde 1 "Lo más importante" a 3 "Lo menos importante" 
 
 1 2 3 
Precio    
Diseño    
Calidad    
 
 
Género 
 Hombre 
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 Mujer 
 
¿Cuál es su edad? 
 
 
¿Cuál es su nacionalidad? 
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APPENDIX 4 – Frequency Tables 

 

Gender 
 Frequency Percent Valid Percent CumulativePerc

ent 

Valid 

Male 71 34,1 34,1 34,1 

Female 137 65,9 65,9 100,0 

Total 208 100,0 100,0  
 

GroupAge 

 Frequency Percent Valid Percent CumulativePerc

ent 

Valid 

1 139 66,8 66,8 66,8 

2 58 27,9 27,9 94,7 

3 11 5,3 5,3 100,0 

Total 208 100,0 100,0  
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Nationalitygroup 

 Frequency Percent Valid Percent CumulativePerc

ent 

Valid 

1,00 68 32,7 32,7 32,7 

2,00 45 21,6 21,6 54,3 

3,00 22 10,6 10,6 64,9 

4,00 21 10,1 10,1 75,0 

5,00 15 7,2 7,2 82,2 

6,00 8 3,8 3,8 86,1 

7,00 8 3,8 3,8 89,9 

8,00 4 1,9 1,9 91,8 

9,00 3 1,4 1,4 93,3 

10,00 1 ,5 ,5 93,8 

11,00 2 1,0 1,0 94,7 

12,00 1 ,5 ,5 95,2 

13,00 2 1,0 1,0 96,2 

14,00 1 ,5 ,5 96,6 

15,00 1 ,5 ,5 97,1 

16,00 1 ,5 ,5 97,6 

17,00 1 ,5 ,5 98,1 

18,00 1 ,5 ,5 98,6 

19,00 1 ,5 ,5 99,0 

20,00 2 1,0 1,0 100,0 

Total 208 100,0 100,0  
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APPENDIX 5 – Contingency Tables 

 

Crosstab 

 
Gender 

Total Male Female 

Available in need Yes Count 49 109 158 

% within Gender 69,0% 79,6% 76,0% 

No Count 22 28 50 

% within Gender 31,0% 20,4% 24,0% 

Total Count 71 137 208 

% within Gender 100,0% 100,0% 100,0% 
 

Chi-Square Tests 

 Value df 

Asymp. Sig. (2-

sided) 

Exact Sig. (2-

sided) 

Exact Sig. 

(1-sided) 

Pearson Chi-Square 2,849a 1 ,091   
ContinuityCorrectionb 2,301 1 ,129   
LikelihoodRatio 2,780 1 ,095   
Fisher'sExact Test    ,123 ,066 

Linear-by-Linear Association 2,836 1 ,092   
N of Valid Cases 208     

a. 0 cells (0,0%) have expected count less than 5. The minimum expected count is 17,07. 

b. Computed only for a 2x2 table 
 

 

Pay more for better quality * High quality = High price Crosstabulation 

Count   
 Highquality = Highprice Total 

Not 

veryimporta

nt 

Not 

important 

Neutra

l 

Import

ant 

Veryimp

ortant 

Pay more for better quality 

Not veryimportant 2 0 2 0 1 5 

Not important 3 3 5 3 3 17 

Neutral 2 7 13 21 8 51 

Important 2 4 19 55 13 93 

Veryimportant 0 2 5 23 12 42 

Total 9 16 44 102 37 208 
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Chi-Square Tests 

 Value df Asymp. Sig. 

(2-sided) 

Pearson Chi-Square 
47,312a 1

6 

,000 

LikelihoodRatio 
39,770 1

6 

,001 

Linear-by-Linear 

Association 

22,190 1 ,000 

N of Valid Cases 208   

a. 14 cells (56,0%) have expected count less than 5. 

The minimum expected count is ,22. 
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APPENDIX 6 – Cronbach’ Alpha 

Product section. 
 
Variables tested are related to price, quality and design questions by Cronbach’ alpha. 
 

Case ProcessingSummary 

 N % 

Cases 

Valid 208 100,0 

Excludeda 0 ,0 

Total 208 100,0 

a. Listwise deletion based on all variables in the 

procedure. 

 
ReliabilityStatistics 

Cronbach'sAlph

a 

Cronbach's 

Alpha Based on 

Standardized 

Items 

N ofItems 

,645 ,633 17 

 
 

Item Statistics 

 Mean Std. Deviation N 

Price 3,75 1,060 208 

Design 4,03 1,047 208 

Quality 3,87 ,996 208 

Material 3,23 1,047 208 

Trend 3,16 1,185 208 

Price 1,84 ,775 208 

Design 1,91 ,820 208 

Quality 2,03 ,813 208 

Highquality = Highprice 3,68 ,995 208 

Pay more for better quality 3,72 ,958 208 

Pay more for better brand 2,87 1,207 208 

Composition 3,54 1,076 208 

Country oforigin 2,69 1,272 208 

Touching 3,64 1,076 208 

Washinginstructions 2,51 1,188 208 

Ecofriendly material 2,44 1,250 208 

High price and high qulity 

association 

3,54 ,779 208 
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ANOVA 

 Sumof Squares df Mean Square F Sig 

BetweenPeople 573,637 207 2,771   

WithinPeople 

BetweenItems 1763,740 16 110,234 111,987 ,000 

Residual 3260,142 3312 ,984   
Total 5023,882 3328 1,510   

Total 5597,519 3535 1,583   

Grand Mean = 3,09 

 
Service section. 
 
Variables tested are related to website, store and staff questions by Cronbach’ alpha. 
 

Case ProcessingSummary 

 N % 

Cases Valid 208 100,0 

Excludeda 0 ,0 

Total 208 100,0 

a. Listwise deletion based on all variables in the 

procedure. 

 
 
 

ReliabilityStatistics 

Cronbach'sAlph

a 

Cronbach's 

Alpha Based on 

Standardized 

Items N ofItems 

,608 ,609 22 
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Item Statistics 

 Mean Std. Deviation N 

Websitereflects the brand 1,17 ,379 208 

Information about the 

company 
1,42 ,495 208 

Information about the 

fashion industry 
1,81 ,395 208 

Products in store 1,14 ,347 208 

Upcomingproducts 1,49 ,501 208 

Products' prices 1,09 ,289 208 

Online ordering service 1,21 ,409 208 

Safety in payment 1,23 ,419 208 

Brand awareness 1,42 ,495 208 

Outofcuriosity 1,56 ,498 208 

The storefront is impressive 1,40 ,492 208 

Building is attractive 1,76 ,428 208 

Clothes look nice 1,21 ,409 208 

Clothesarewell presented 1,35 ,477 208 

Shop window is classy 1,63 ,483 208 

Brightful lights 1,81 ,395 208 

Fewlights 1,95 ,214 208 

Therearepeople inside 1,70 ,459 208 

Friendly 1,32 ,467 208 

Professional 1,40 ,492 208 

Considerate 1,69 ,463 208 

Available in need 1,24 ,428 208 
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Table 13: Articles of Internal factors 

VARIABLE ARTICLE AUTHORS FACTORS i RESULTS ii 

PRICE 

1º. The Influence of 
Price Presentation 

Order on Consumer 
Choice 

Kwanho Suk, 
Jiheon Lee and 

Donald R. 
Lichtenstein 

“The authors examine the influence of price 
order on consumer choice across differing 

brands in contexts in which consumer quality 
perceptions are free to covary with price and 

they are manipulated to be correlated or 
uncorrelated with price”. 

“Using reference dependence theory as a 
framework, they find that when differing brand 
options are presents in descending price order, 
consumers tend to choose higher-price options; 

when they are presented in ascending price order, 
consumers tend to choose lower-priced options.  

In addition, the authors show that consumers’ 
price-quality perceptions are a necessary 

condition for this effect”. 
2º. Adapting 

McCarthy’s Four P’s 
for the Twenty-First 

Century 

Julian 
Yudelson 

The marketing mix of Product, Price, Promotion 
and Place. 

The expansion of the Marketing mix concepts 
(Product, Price, Promotion and Place. 

QUALITY 

3º. Knowledge: a 
variable in evaluating 

clothing quality 

Jean D. Hines 
and Mary E. 

Swinker 

“This study was designed to determine the 
effect knowledge has on the types of 

information cues used to evaluate clothing 
quality. Students ranked the importance of 24 

product attributes for evaluating clothing 
quality before beginning a 15-week university 
course on evaluation of clothing products and 

again at the conclusion of the course”. 

“The findings of this study suggest that knowledge 
does influence how consumers evaluate quality 

and additional research that focuses on the effect 
of knowledge in consumers’ evaluation of clothing 

quality is needed”. 

4º. Store and Brand 
Type Influences on 
the Perception of 
Apparel Quality: A 
Congruity Theory 

Approach 

Michelle A. 
Morganosky 

“The purpose of this study was to use 
perceptual data to test hypotheses based on 

congruity theory. Changes in the perception of 
apparel quality when two brand types were 

associated with four store types were 
measured. A national probability sample was 

used for the study (604 individuals)”. 

“Results indicated that the perception of quality 
for name brand apparel was significantly lowered 
by association with national chain. Off-price, and 
discount stores. There was not a corresponding 

improvement in the quality perception of national 
chain, off-price, and discount stores when 

associated with name brand apparel”. 
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DESIGN 

5º The creative role 
of sources of 
inspiration in 

clothing design. 

Fatma Mete 

“The purpose of this study is to assess the 
creative role of sources of inspiration in visual 

clothing design. It aims to analyse simple, 
general accounts of observed design behaviour 
and early stages of the clothing design process, 

what is the nature of design inspiration, how 
sources of inspiration are gathered and how 

they affect the creativity and originality in 
clothing design.” 

“Identifies the major types of idea sources in 
clothing design and provides information about 
each source. Recognizes that these sources of 

inspiration help designers to create design 
elements and principles of individual designs. In 
order to foster originality, sources of inspiration 

play a powerful role throughout the creative stage 
of design process, and also in the early stages of 

fashion research and strategic collection planning. 

6º Digitized Historic 
Costume Collections: 
Inspiring the Future 

While Preserving the 
Past 

Clare Sauro 

“Creativity and inspiration are essential 
elements of the design process. Many historic 
costume collections were founded specifically 
to educate and inspire designers and students. 

While traditional research took a hands-on 
approach to using these collections, students 

and designers increasingly rely on the Internet 
and other digital resources for inspiration.” 

From the factors, “Consequently, to remain 
relevant, costume collections need to adapt to 
this new way of conducting research. Several 
projects, such as the Digital Dress Project, the 

Drexel Digital Museum Project, and the recently 
launched searchable catalog of The Costume 

Institute of the Metropolitan Museum of Art, have 
advanced this process.” 

 

                                                            
i From abstract 
iiFrom abstract 
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Table 14: Articles of External factors 
 
VARIABLE ARTICLE AUTHORS FACTORSii RESULTSii 

WEBSITE 

7º. B2C e-
commerce web 
site quality: an 

empirical 
examination 

Mei Cao, 
Qingyu 

Zhang & 
John Seydel 

“Identification what constitutes web site quality or what 
makes a web site effective. The authors examine four sets of 
factors that capture e-commerce web site quality usingan IS 
success model: system quality, information quality, service 

quality and attractiveness”. 

“A set of instruments of web site quality has 
been developed and empirically validated by 

factor analysis”. In order to have a better 
results in designing an e-commerce web site, 

authors had focused on customers’ 
perceptions of a web site. In this way they 
gave a several step to design a website.  (p. 

656-657) 

8º. A strategic 
planning 

approach to Web 
site 

management. 

Laurel A. 
Clyde. 

On this document are discussed a number of factors related 
to creating and maintaining a professional Web site, within a 

context of strategic planning approach to Web site 
development. 

The development of a web site should be 
done taking into account a several stages of 

planning such as “identification of user 
needs, selection and evaluation of 

information, organization of information, 
etc”. This study is can help for the creation 

and management of a library. (p. 107)  

9º The content 
and design of 
web sites: an 

empirical study. 

Eelko K.R.E. 
Huizingh 

Development of a framework to analyze and categorize the 
capabilities of Web sites. “This distinguishes content from 

design. Content refers to the information, features, or 
services that are offered in the Web site, design to the way 

the content is made available for Web visitors”. This 
framework was used to study how different groups of 

companies are using the Web for commercial purposes; they 
have been compared by their sources, industry and size.  

“On average, larger Web sites seem to be 
“richer” and more advanced”. The author 
recommended normative studies where 

could be interesting to determine what kind 
of design according to the perception and 

behavior of visitors. (p.133)  
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10º Concerns 
About Payment 

Security of 
Internet 

Purchases: A 
Perspective on 
Current On-line 

Shoppers 

Kyoung-
Nan Kwon 
& Jinkook 

Lee 

“Consumers’ concerns about payment security have been 
recognized as an obstacle to the growth of Internet 

shopping. The purpose of the study was to investigate the 
influence of payment security concerns on Internet 

purchases. The authors proposed that consumers’ concerns 
about payment security mediate the relationship between 
attitude toward Internet shopping and actual purchases”.  

The authors found empirical evidence 
supporting the mediating relationship. 

Attitude toward Internet shopping was found 
to be negatively related to security concerns, 

and security concerns were found to be 
negatively related to Internet purchases. 

Besides, it was found that providing 
alternative off-line payment methods reduces 

security concerns and therefore promotes 
on-line purchases. 

11º Don’t keep 
your internet 
customers 
waiting too long 
at the (virtual) 
front door 

Bruce D. 
Weinberg 

“One of the primary e-commerce challenges on the World 
Wide Web is when users experience intolerably long waits 

for a website’s homepage to load. Zona Research, Inc. 
estimates that over $4 billion in lost revenue is due to slow 

downloads over the Internet.” 

“Given the important role of a homepage as a 
portal to a website or to a host of websites, it 

is critical that a homepage design consider 
not only appearance and functionality, but 
also loading time. The Internet industry has 

been devoting significant attention to solving 
the waiting time problem.” 

STORE 

12º A Measure of 
Service Quality 

for Retail Stores: 
Scale 

Development and 
Validation. 

Pratibha A. 
Dabholkar, 

Dayle l. 
Thorpe & 
Joseph O. 

Rentz 

“Current measures of service quality do not adequately 
capture customers’ perceptions of service quality for retail 

stores. A hierarchical factor structure is proposed to capture 
dimensions important to retail customers based on the retail 

and service quality literatures as well as three separate 
qualitative studies”. 

The instrument could be used as a diagnostic 
tool that will allow retailers to determine 

service areas that are weak or maybe need 
more attention. The hierarchical structure of 

the scale has implications for practitioners 
and academics too. (p.13) 
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13º Store image 
in the UK fashion 
sector: consumer 

versus retailer 
perceptions 

Grete 
Birtwistle, 
Ian Clarke 

& Paul Frea 

In this article the effect of store image on store choice in 
fashion retailing is discussed and the author analyze the 
responses from customers of multiple fashion retailers 

selling menswear clothing in Glasgow. 

“The paper highlights the implications of 
understanding store attributes for 

encouraging customer loyalty. It concludes by 
emphasizing the importance of company-

image perception by retail staff and proposes 
that, for the fashion sector, this needs be 

more positive than the views held by target 
customers.” 

14º Private and 
national brand 

consumers’ 
images of fashion 

stores 

Ram 
Herstein, 
Shaked 

Gilboa and 
Eyal 

Gamliel 

This study investigated the role of brand store image in the 
context of private and national fashion brands. The study 

examined twi issues: do private brand consumers differ from 
national brand consumers in their perception of the 

attributes they value in their store image? And, do fashion 
consumers in general differ in their perception of the 

attributes they value in a store image? 

From the results, the authors find some 
different types of consumer related to store 
image. The results can be used to different 
marketing strategies to fashion sector. The 
author say that distributors in the fashion 
industry should build a strategy for Brand 

Image Store Image for Enthusiasts who are 
high in their perception. 

15º Atmosphere 
in fashion stores: 
do you need to 

change? 

Andrew G. 
Parsons 

The main objectives of this study are to establish: a typical 
women’s apparel store environment as a realistic base for 
measuring the effects of changes; effective environmental 

stimuli levels and the effect of repeated exposure on affect. 

The results of the study show that the 
interactions between sensory stimuli have a 
significant effect on fashion shoppers’ affect 

for a store. “Fashion retailers are less 
differentiated in their use of sensory stimuli 
than they could be to achieve the responses 

they expect. Stagnation from repeated 
exposure can diminish affect for the store 

whereas small changes in stimuli levels can 
revitalise and increase affect. 
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16º The 

temporary store: 
a new marketing 
tool for fashion 

brands. 

Micaela 
Surchi 

The main objective of this study is understand the 
motivations that lie behind the choice of the “temporary 

store” as a marketing tool, with particular reference to the 
fashion sector in Italy.  However, in the UK and USA is more 

usual the terminology “pop-up store” 

This study provides researchers and 
practionars with new information about the 
use of the temporary store as a marketing 

tool, and the managerial implications. 

STAFF 

17º Customer 
Expectations and 

Perceptions of 
Service Quality in 

Retail Apparel 
Specialty Stores 

Kathryn 
Bishop 

Gagliano & 
Jan 

Hathcote 

“The purpose of this study was to obtain information 
regarding retail apparel customers’ expectations and 

perceptions of the level of service quality offered in apparel 
specialty stores”. Besides, the importance of service as a 

patronage criterion is examined and there are managerial 
implications. 

The results show the importance of personal 
attention highlights the service act provides 
by store sales associates. The store service 

often form consumers’ first impressions, it is 
important for retailers to create an image for 
the store that they wish to project and then 
survey customers as to their perception of 

the store’s image. (p.66-67)  
18º What makes 

service 
employees and 

customers smile: 
Antecedents and 
consequences of 
the employees’ 

affective delivery 
in the service 

encounter 

Jiun-Sheng 
Chris Lin & 
Cheng-Yu 

Lin 

The main objective of the study is to examine the 
phenomenon of emotional in service encounters by 

proposing and testing an empirical model of the antecedents 
and consequences of affective service delivery by 

employees. 

“Results showed that employee inner 
emotion, work group mood, and service 

environment all have a positive influence on 
employee affective delivery, which, in turn, 
positively influences customer emotion and 

service outcomes”. 

12º A Measure of 
Service Quality 

for Retail Stores: 
Scale 

Development and 
Validation. 

Pratibha A. 
Dabholkar, 

Dayle l. 
Thorpe & 
Joseph O. 

Rentz 

“Current measures of service quality do not adequately 
capture customers’ perceptions of service quality for retail 

stores. A hierarchical factor structure is proposed to capture 
dimensions important to retail customers based on the retail 

and service quality literatures as well as three separate 
qualitative studies”. 

The instrument could be used as a diagnostic 
tool that will allow retailers to determine 

service areas that are weak or maybe need 
more attention. The hierarchical structure of 

the scale has implications for practitioners 
and academics too. (p.13) 
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