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The study analyzes how gender, age and income level, as three independent variables, affect
the consumer decision-making process when buying the clothing accessories in Finland. The
purpose of the research is to get insight into the consumer characteristics and behaviors when
buying clothing accessories, helping the case company Suomi Accessory Qy. to improve their
marketing strategies and to build the consumer relationships.

The research is planned based on the theories of consumer decision-making process and con-
sumer behavior, and the study of clothing accessories. The quantitative method is utilized as
the main methodology. Correspondingly, a questionnaire is designed to gather the primary
data. The samples are potential consumers of clothing accessories in Finland. Among 200 an-
swers that the authors receive, the number of valid answers is 170. The data is gathered by
three ways: the online survey through emails, the street intercept survey, and the paper sur-
vey distributed in the store of the case company. Gender, age and income level are selected
as three variables to make the analysis. To process the data, the authors make descriptive
analyses on each question, and deeply analyze the statistics by means of correlation and Chi-
square analysis methods, supported by software SPSS 24.

Through the three-month investigation, the findings on how variables influence ‘purchase
frequency’, ‘importance for self-image’, ‘purchase motivations’, ‘information sources’, ‘ref-
erence groups’, ‘evaluation criteria’, ‘planned or impulsive purchase’ and ‘post-purchase
shop selection’ are examined, according to the order of the five stages of the decision-making
process.

In the future research, qualitative research, such as group interviews, can be conducted for
the deeper understanding on the target groups. Additionally, specific aspects can be explored,
i.e, how emotion affects consumer behavior, or how different categories of clothing accesso-
ries influence consumer behavior.

Keywords: consumer purchasing behavior; consumer decision-making process; clothing acces-
sory marketing
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1 Introduction

The first chapter provides the general background information of the research including: the
aims and objectives of this thesis research, the specific research problems the authors try to
solve, followed by the brief introduction of the research approaches the authors utilize, the

limitation and risks the authors confront with, as well as the structure and frame of this doc-

ument.
1.1 Background

According to Cumming, C. Cunnington and P. Cunnington (2010, 1), clothing accessory is an
item used to complement an outfit for the comprehensive promotion of one’s appearance. In
the contemporary Finnish society characterized by advanced living standard and state of the
art design, clothing accessory becomes indispensable for the appearance, since it contributes
to the symbolization of one’s personal style and make him or her out of the ordinary. The ex-
panding of the clothing accessory market is accelerating as the consumption capacity and

demand potential are growing.

Jackson and Shaw (2010, 5) deem that in many cases, the motivations for buying fashion

clothing and accessories are more likely to be associated with the top three levels of ‘belong-
ingness and affective needs’, ‘esteem needs’ and ‘self-actualisation needs’, in Maslow's Hier-
archy of Needs. The attitudes and choices on brands, and the pursuit of the latest trends, re-

inforce social intercourse and display personal status and identity to some extent.

In the information age, there are some common trends on the factors influencing fashion con-
sumers in western societies, proposed by Jackson and Shaw (2010, 16-17). The most promi-
nent factor is ‘the wider availability and access to fashion products’. The emergence of e-
commerce has credibly become alternative to ‘bricks-and-mortar’ shopping (traditional shop-
ping mode) since the late 1990s. Another factor, ‘the access to the wider range of media’,
has dramatically changed consumer habits in relation to the information search. Online media
replaced the traditional media such as broadcast, becoming the major information source in
daily life. The interest in celebrities flourishes a series of popular fashion magazines. The fac-

tors mentioned above reflect the complexity and dynamics of consumer behavior.

The certain thoughts and debates are aroused on the topics regarding consumer decision-
making process and consumer characteristics. From authors’ observation, knowing customer
behavior is the key to marketing, which can help build better marketing strategies, define
opportunities and generate potential solutions. Hence customer satisfaction and experience

can be improved and longer customer relationship can be built. The sophisticated decision-



making process, affected interactively by both internal and external aspects, is worth study-

ing in depth.

Therefore, a research is conducted by the authors for the case company Suomi Accessory,
which is operating an exclusive store authorized by the Finnish brand Marja Kurki, selling
clothing accessories as an agent. The authors make conversations with the personnel of the

case company to get the background information.

Marja Kurki, the founder, started her business with her own name in 1976, and in the follow-
ing year made an agreement with a Chinese company China Silk on exclusive rights for the
delivery of silk. The brand provide lines diverse products including silk scarves, wool scarves,
ties, leather goods, sunny umbrellas, gloves, hats and bags. The market has been expanded
from Finland Helsinki to Sweden, then south Europe, and nowadays Asia. Marja Kurki is fa-
mous for its design inspired by diverse elements of nature, and each product has its own
unique name which symbolized the specific culture. The products are appreciated by the poli-
tics and royal family, regarded by Finnish government as the gifts for guests. Customers value

the unique design concept and customized service in both business and art perspective.

The research utilizes the quantitative method, collecting data from the potential consumers
of clothing accessories. The data is analyzed by means of cross-tabulation analysis, correla-

tion analysis and Chi-square analysis.
1.2  The objectives and aims

The purpose of the research is to get insights into consumer characteristics and behavior in
clothing accessory industry, for the case company to improve their marketing strategies and

build consumer relationships and loyalty. Specifically, the main research issue is investigated:

What are the factors influencing each stage of the process when purchasing clothing

accessories in Finland?

The authors assume that gender, age, and income level, as three independent variables,
exert effects to consumer behavior in the five stages of the decision-making process.

Subsequently, the following sub-questions are set:

a) Do the females and the males behave differently in each stage of the consumer
decision-making process when purchasing clothing accessories in Finland?

b) Do people from different age groups behave differently in their decision-making
process when purchasing clothing accessories in Finland?

c) Does income level impact consumer decision-making when purchasing clothing

accessories in Finland?



1.3 Limitation

Possible risks exist in during the research progress. The background information is from the
personnel of Suomi Accessory. As the case company requires, the disclosure of the

confidential information should be avoided.

Considering the limitation of time, resources, accessibility and reachability, the sample size
of the questionnaire that the authors expect is 200. The target group is originally set to be
five age groups (18 to 25 years old, 26 to 35 years old, 36 to 45 years old, 46 to 55 years old,
over 55 years old). However, the authors do not receive sufficient responses from people over
35 years old. On the other hand, the survey scope is set as the store of the case company and
some public areas, such as shopping centers ranging from Helsinki to Espoo. As a result, the
survey lacks sufficient evidences to reflect the conditions in the whole Finnish market,

therefore affecting the generalization of the outcome.
1.4  The structure of the study

The first section provides the brief introduction of the research background and the
objectives of the study by listing questions and risks. In the second section, the authors
intensively review the theoretical literature regarding consumer behavior, customer decision-
making process and clothing accessory marketing. Methodology used are introduced in the
third section, such as quantitative method (questionnaire) and correlation analysis method.
The analysis of the outcomes is illustrated in the empirical study section, followed by the
suggestions the authors provide for the case company. Last but not the least, the authors give

the visions for the future research and development.
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Figure 1: Structure of the study

2  Theoretical background

2.1 Consumer behavior

2.1.1  Concept of consumer behavior

According to Kumra (2007, 2) consumer behavior is the study of how individuals or
organizations act in the process of the obtainment, use and disposal of goods or services. The
study of consumer behavior could include all problems with respect to the perspectives from
the what, when, where, how, from whom, and how often products or services are bought.
The whole process of consumer behavior starts from pre-purchase activities to post-purchase
and evaluation activities, involving all the participants, who have ever influenced, both
directly and indirectly, the purchase behavior. The participants could be either opinion
leaders who indirectly give advice on purchase, or salespersons with whom the customer

directly contacts.

Understanding consumer behavior, considered to be of practical significance, can be solutions
to marketing strategic problems. Hawkins, Mothersbaugh and Mookerjee (2011, 7) suggest
that all marketing decisions and strategies are made on the basis of knowledge and
assumptions of the survey on consumer behavior. Moreover, Dubois (2000, ix) believes that
“customer is the core of business”, therefore understanding consumer behavior is regarded as
the keystone of well-planned marketing programs. Through strategic marketing, marketers

could better predict the needs of customers and guide customers to form certain consumption



habits, thus influences can be exerted on the consumer behavior correspondingly with the

goal of stimulating consumption achieved as well.
2.1.2 Consumer decision-making process

The EKB model (Figure 2), developed by Engel, Kollat, and Blackwell in 1968, is a classical

and comprehensive depiction of a complete consumer decision-making process. The stimulus,
as the input exposing information, firstly evoke consumers. Subsequently, consumers step

into the information-processing stage based on their own acceptance, experience and
memory. Decisional variables and external factors are influencing the whole purchase process,
which are reviewed in the section 2.1.3 and the section 2.1.4. The core decision-making

process is composed of five main stages.

Decision Process Decisional External
Variables Factors
hY

Exposure | Problem Recognition ‘ ‘ Belief | Culture
a l - @ n
Attention  search ~ Motives | Social Class
. amm i X )
Comprehension ‘ Attitudes | Reference
Alternative
Evaluation S|
Acceptance | ] ‘ Lifestyle | "
r Y [ ) i e3
Retention ‘ Choice ‘ ‘ Intensions |
71 EE—— Unexpected
Memory | Purchase ‘ Evaluative ‘ ircumstance
L J L y Criteria

{ Outcomes ‘
- . J

‘( Satisfaction | ‘ Dissatisfaction ‘

\ Normative Compliance \

Figure 2: Engel Kollat Blackwell (EKB) Model of consumer behavior
(Engel, Kollat & Blackwell 1968)

Consumer decision-making process involves all the consequences influenced by the internal
and external factors. According to Dubois (2000), ‘the idea of a purchasing process refers to a
sequence of successive stage until the final decision’. A purpose decision always corresponds

to a consumer problem.

As is illustrated in figure 3, the first step of the process is need recognition when the
problems are identified by customers and their motivation arises. The theories of needs are
reviewed by the authors in the section 2.1.3. Entering the second stage, the customers search
for alternatives to satisfy their needs. The internal memory, and the external advertisement
and suggestions are two main sources. The availability of and access to the certain products

and brands limits their choices as well. When there are many choices in minds, customers



11

start to evaluate the value of the product itself and its added-value, involving the
consideration of various consequences and possible risks generated from the purchase as well.
The final decision is made in the second to last phase, followed by the post-purchase behavior

when the customers measure the extent that the purchase satisfies their needs, with the

criteria from their initial expectation and the performance of the product.

Need Recognition
Information Search

Evaluation of Alternatives
Post-Purchase Behavior

Figure 3: The buyer decision-making process in EKB model

Dubois (2000, 10) provides a model (Figure 4) explaining buying and consumption behavior
factors at three levels. Individual level, interpersonal level and sociocultural level are
respectively presented as three concentric circles from inside to outside, which vividly
describes the fact that consumers are affected by internal and external aspects. The authors

specifies more in the sections 2.1.3 and 2.1.4.



12

Sociocultural Level

Interpersonal Level

Individual
Level
Motivations,
perceptions,
experience,
attitudes

Reference groups,
opinion leadership

Social class, lifestyles, culture

Figure 4: The three levels of explanation of buying and consumption behavior
(Dubois 2000, 10)

2.1.3 Internal influencing factors

Figure 4 reveals that at the individual level, four key factors exert influences on consumer
behavior: motivations, perceptions, learning experiences, and attitudes, which are specified

by the authors in this section.

The motivations and needs of the consumers are studied as the starting point, since the
purchasing behavior stems from needs identification. The theory of needs, proposed by
McClelland (1961) explains that the human motivations can be ascribed to the needs for
achievement, affiliation and power, which can be generalized and applied to all individuals
with different ages, gender, races and cultural backgrounds. Specifically, the fact that
humans are in pursuit of success and the sense of accomplishment generated by the feedback
from tasks and work, exposes the need for achievement. To meet the need for affiliation,
people tend to create links and interpersonal relationship with others, desiring to become a
member of groups and feel connected and loved by the others. People in need of power
desire competences and competition. They compete with others for winning higher status and
dominant positions, enjoying the recognition from the others and the impacts that they can

exert on people.

Another known theory, proposed by psychologist Abraham Maslow (1943), describes a

hierarchy of the combination of human’s biogenic and psychogenic needs. Maslow deems that
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people will seek to satisfy their current needs firstly, and then turn to the upper level needs.
According to the hierarchy illustrated in the figure 5, human needs can be categorized into
the following five incremental levels. Physiological Needs, as the foundation, represents the
biological needs such as hunger, thirst, and rest. Security Needs, stressing the shelter and
protection, is in the second place, followed by Belonging and Affective Needs which stands
for love, friendship and recognition from the others. Climbing to Esteem Needs, people attain
prestige, status and accomplishment. The top level comes the Accomplishment Needs, where

the self-fulfillment and enriched experience are required.

Accomplishment
Needs

Esteem Needs

Belonging and Affective Needs

Security Needs
(shelter, protection)

Physiological Needs
(hunger, thirst, rest)

Figure 5: Maslow hierarchy of needs
(Maslow 1943)

Perception is the second significant factor at the individual level. Solomon (2011, 82-83) in-
terprets that that perception is the entire process of one’s selection, organization and inter-
pretation on the sensory stimulus, such as sights, sounds, smells, taste and textures. Figure 6
presents an overview of the perception process, the sensory stimulus serve as the exposure,
which would arouse consumers’ attention before their interpretation of information. Market-
ers try to make use of and give meanings to the raw sensations in order to attract consumers
by stimulating their senses. Through the study on how consumers observe and perceive the
products or brands, they manage to establish the emotional and interactive association be-
tween consumers’ perception and the products themselves. The unique sensory quality of
products or services could leave a strong impression on consumers, making them differentiat-

ed from other brands and competitors.
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Sensory Receptors

-

Interpretation

Figure 6: The perceptual process
(Solomon 2011, 82-83)

The applications of classical conditioning and instrumental conditioning in the marketing have
proved the practical significance of the study on consumers’ learning experiences. The feed-
back and conclusions that people receive from the experiences over time shape their
knowledge, cognition and perspectives. Solomon (2011, 121) deems that people are aware
that the actions they take connect with either punishments or rewards based on their learned
experiences over time. Similarly, learning experiences would strongly affect consumers’ reac-
tion on the brands names, scents, jingles and other stimulus. An unsatisfied shopping experi-

ence that a person had influences choices on the same brand in the future.

Attitudes, describing how people generally value and evaluate certain objects or issues, are

formed from one’s long-term learned experiences. Marketers study on consumer attitudes in
order to make a well-planned marketing which can guide their behavior by giving psychologi-
cal hints, seeking the common values that the consumers could agree with. For example, the

attitudes could be towards the animal testing, green energy or healthy lifestyle.
2.1.4 External influencing factors

The external factors, classified into interpersonal level(reference group and opinion leader)
and sociocultural level(social class, lifestyles and culture), exert subtle but strong influences
on customers purchasing behavior. All specific influencing factors are associated and

dependent mutually (Figure 4).

A decision is often made with advice, confirmation and even approval from groups. The
concept of group is defined into different catalogues by different standards. Burnkrant (1975)
describes reference group as an realistic or imaginary community, which has significant
relations with one’s assessment, desire or behavior’. A reference group could be either the

relatives and friends of the buyer, or a political celebrity and a movie star. Buyers would
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listen to their reference groups to find a sense of identity and support, which helps them to
choose from alternatives, to affirm their certain consideration, or even to approve their

selections.

The opinion leader is the person who enjoys dominant position among the certain interest
followers group, but he or her could meanwhile be the follower of another opinion leader in
another community. An opinion leader is a medium of information for his or her followers,
and this requires expertise, honor and empathy. According to Dubois (2000), an opinion leader
should be a disinterested outsider: ‘Leaders are much better accepted if their actions are

perceived to be in the general interest, rather than being partisan’.

The sociocultural factors(socio-demographic variables), play an indispensable role in affecting
purchase behavior since it shapes individual behavior patterns in general. A society is formed
by social norms, values, conventions, rituals, institutions, communications and language,
which contributes its unique culture. Consequently, individuals are marked by the culture in
terms of lifestyles, the dominant personality types, the modes of expression, the value of

time, as well as the preferences towards other issues.

Social class, as another external factor, is defined by Krech, Ballachey and Crutchfield (1983,
338) as ‘a division of society made up of possessing certain common social characteristics’.
People are distinguished by the social identity and status, as well as the income level. Those
from the same social grade share the common buying behavior habits in terms of interests,
budget levels, values and the way of life. Through the study on the social grades, consumer

segmentations can be identified.

2.2  Clothing accessories

2.2.1  Consumer types

Customers are defined by specific attributes. The demographics, such as nationality, age,
gender, income, and profession, makes up different target groups. A blogger named
Missmeasured (2012), generally divides female fashion customers into three target groups by
ages, which are the markets of teenager (below twenties), twenties to thirties and forties

plus. Each target group shares similar buying habits and psychological characteristics.

To be specific, teenager consumers tend to be strongly affected by celebrity culture and the
latest trends, from which they get inspirations. They replicate their styles and looks by fol-
lowing celebrities. The teenager market is lower end due to their limited disposable budget.
Twenties to thirties consumers are in pursuit of distinctiveness, expecting that their fashion
styles can reflect their personalities. Most of them, who still have neither child to bring up,

nor any budget for the family to shoulder, are usually with more disposable income. Twenties
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to thirties consumers pay attention to fashion products ranging from low to high end, while
forties plus consumers, who are with the most disposable income, would buy high end brands

mostly from department stores.

Mintel (2006) finds out 9 different types of fashion consumers through the survey on clothing
retailing in UK conducted in 2004, which is presented in table 1 below. Another research
conducted by Cox (2011), Fashion Segments Handbook Females, introduces typical fashion

segments among women. The authors notice the shared points between these two researches.

e saenent

Big spenders ‘| spend a lot on clothes’

Label seekers ‘A designer label improves a person’s image’

Stylish ‘| have a very good sense of style’

Fashion-conscious 'l like to keep up with the latest fashions’

Well-dressed ‘It is important for me to look well-dressed’

Shopaholics ‘| really enjoy shopping for clothes’

Practical ‘| buy clothes for comfort, not style’

Sporty ‘| do some form of sport or exercise at least once a week’
Individualists 1 like to stand in a crowd’

Table 1: Fashion consumer typologies
(Mintel 2006)

The individualists and the fashion-conscious, are usually young urban women who desire to
stand out in a crowd and keep up with the trends. These two groups read fashion magazines
frequently and are conscious of the trends. Their values, attitudes, personality are expressed
through the clothing and accessories they wear. They usually do window shopping and online
shopping, spending much more time to find certain objects from a wide range of products for

matching and complementing their styles.

Practical and sporty styles are usually favored by middle aged women, who are with relatively
low income. When buying clothing and accessories, instead of regarding the latest trend as a
top priority, functions, comfortableness and prices are given most consideration. Their new

clothing and accessories are usually bought until the old ones are worn out.

Big spenders are usually middle aged women (aged 36 to 55), who are with high disposable
income level and consuming level among the groups. They would stick to customized and best
quality clothing and accessories, such as superb natural fabrics. They are most likely to firstly

visit the key stores which they are loyal to, and to pay by credit and store membership cards.
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2.2.2 Customization

Okonkwo (2007, 249) defines the customization as an action to make adjustments on products
and services based on individual consumer demand. Customization is neither the product

variety, nor the same as personalization.

There are several ways for a brand to customize goods and services. Bespoke products are
mostly produced by high-end and exclusive brands. Standardized products can be customized
by alternating varieties (prices, colors, size, and materials), which can make multiple options
on customized clothing accessory products. Added values can be put into delivery process
with more choices on payment methods and personalized packaging, even a printing gift card.
In addition, a brand can involve customers into the clothing and accessory designing process
and give them more sense of controlling. The online and in-store shopping experiences can be
optimized by providing wide range of selections or asking for their preferences directly. The

authors emphatically discuss the communication in store environment in the next section.

After being satisfied with the basic functions and designs of the clothing and accessory
products, the majority of current fashion consumers require the customization of goods and
services they get from the brand, including special design, bespoke products and additional
services. Customization, according to the specific preferences of individual customer, can
give customers chances to differentiate themselves in a crowd, promoting individualization.
Simultaneously, customer relationship and customer satisfaction are boosted. Therefore,

customization is one of the core aspects which improves the brand loyalty.
2.2.3 In-store communications

According to Mazzalovo and Chevalier (2013), ‘communication is to provide meaning to infor-
mation’. Communications help to draw the attention of consumers, make the information

memorized and infused by consumers, and make consumers generate desires and motivations.
The information contained in the advertising and branding can be effectively conveyed to the
potential consumers through the good application of communication program. A strategic and

complete communication program makes a brand stand out and become more aware of.

Store is an effective channel from where consumers can obtain a great deal of information. It
is a powerful communication tool for branding, especially in fashion clothing and accessory
industry. Except for the products in stores, the multisensory features in stores such as deco-
rations, layouts, colors, lights, logos, music, and materials, make up physical information.
While wandering the shops, consumers can observe, touch, hear, smell and feel, to gain in-
sight into the brands and the values behind spontaneously. In most cases, consumer decisions
are firmly associated with their emotions produced from the whole purchase experience,

when buying clothing accessory products.
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The external architecture style, as well as the internal design of the stores help consumers to
distinguish the brand. The beautiful window displays, as one way of street advertising, can
draw attention of potential consumers. In addition, sales personnel, who makes direct com-
munication with the consumers, are representatives of the brand concept and image. Their
uniforms and grooming maintain consistency with the brand identity. All of the manifestations

in stores contribute to the building of brand loyalty.
2.2.4 Brand loyalty

Brand loyalty is the consequence of consumer purchasing habits and preferences. According
to Okonkwo (2007, 118), brand loyalty decreases the cost for consumers to search for the
information, as well as for the company itself to attract and service the customers. When
consumers become loyal to a certain brand, they purchase with more frequency and larger

amount, and are more likely to neglect the price.

Being valued by consumers is the key for a company to build brand loyalty. Among various
alternatives with the same features, the consumers repeatedly choose their prefered brands
and return to the same shops, to meet their specific growing needs upon the basic function,
such as the quality, the certain design, the individualization, the special customized services,

the building of their self-image, the symbolization of their status.

In addition, some people are in pursuit of special designs or the limited editions in different
seasons, which shrinks the range of their choices. The limited availability of the stylish

products binds a group of consumers who are with high level of brand loyalty.
3 Research approach
3.1 Research methods

The research oriented approach are mainly categorized into qualitative research methodology
and quantitative research methodology. Snape and Spencer (2003, 3) argue that, qualitative
research mainly studies on the social, material circumstances, experiences, histories and
perspectives of the respondents, trying to understand the social world of research
respondents deeply. Salmons (2016, 2) deems that qualitative researchers aims for
understanding the nuance of one’s experience and perspectives seems to be much favored,

rather than the general answers that quantitative research requires.

By contrast, the purpose of quantitative research is to gather the results and sort out the
interest groups, in order to conclude certain regular patterns. Saunders, Lewis and Thornhill
(2009, 414) deem that unprocessed numbers from quantitative research are originally not
valuable. However, by utilizing a series of analysis methods, for example, charts, graphs and

statistics, the data could be turned into values which assists to determine and find the



19

profound trends and links among the numbers. Meanwhile, Dr. Shirish (2014, 37) believes that,
in quantitative research, unbiased outcomes which could be generalized and applied to larger

population are expected by the researchers.

Questionnaires are better applied to descriptive research rather than exploratory research.
Since questionnaires cannot include many open-ended questions, all the respondents are

asked to answer standardized questions (Saunders, Lewis and Thornhill 2009).

The authors utilize the quantitative research as the main methodology. Correspondingly, a

questionnaire is conducted for collecting primary data.
3.2 Questionnaire Design

A questionnaire is designed differently according to the way it is administered, and contact
resources that the researchers possess. (Saunders, Lewis and Thornhill 2009, 363-366). As fig-
ure 7 shows, questionnaire is categorized as self-administered and interviewer-administered.
This thesis research applies two self-administered questionnaires, the internet and intranet-
mediated questionnaires, as well as the delivery and collection questionnaire, as a result of

the limited access to the respondents.

Questionnaire

Self-administered Interviewer -administered
Internet mediated Delivery and
and intranet- Postal ry. Telephone Structured
. i . collection h ; i .
mediated questionnaire questionnaire interview

. . uestionnaire
questionnaires a

Figure 7: Types of questionnaire
(Saunders, Lewis & Thornhill 2009, 363-366)

There are some factors to be considered when making the choices of questionnaire, such as
the size of sample, the possible response rate, the number of questions listed, the respond-
ent’s characteristics, the way to reach potential respondents, and the correct comprehension

on the answers, suggested by Saunders, Lewis and Thornhill (2009, 363-366).
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The object of the survey is the potential consumers of clothing accessories in Finland. One
with a decent salary, has bought or could afford, is qualified for the survey sample. The sam-

ple size is expected to be 200.

Questionnaire design

Question No. Question
1 Gender
. . 2 Age
Demongraphic profile 3 Education lovel
4 Average monthly income
5 Purchase frequency
Need recognition 6 Peak season
8 Importance for self-image
Decision- 9 Influencing motivations
making . 12 Information sources
Information search
process 11 Reference groups
Evaluation of alternatives 10 Purchase criteria
Purchase decision 7 Planned or impulsive purchase
Post-purchase behavior 13 Post-purchase shop selection
. 14 Open-ended comments
Open-ended questions 15 Email address

Table 2: Questionnaire design

The total number of questions listed is 15, which is divided into two sections. The first section
provides the personal information of the respondents for identifying their demographic
characteristics. The respondents are required to inform their gender and age, and are
voluntary to provide their education and income level. The second part is the main body of
the survey regarding respondents’ attitudes and perspectives towards purchasing accessory
products, containing nine key questions. The nine questions are categorized according to the
order of five stages of the consumer decision-making process, followed by two open-ended

questions in the end which are not required to answer.

The questions are created, selected and formed based on the review on the theories of
consumer purchasing behavior, consumer decision-making and clothing accessory marketing.
The questions are logically organized from the elementary to the profound. Additionally, the
choices of questions are presented in random order. The detailed questionnaire is listed in

the appendix.
3.3 Validity & Reliability

For the measurement of the questionnaire, validity and reliability are the most significant

elements. Reliability stands for the accuracy of the measurement, including consistency and
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stability. Validity is an aspect reveals the extent, amount and depth, to which the

questionnaire gathers the data.

To ensure the goodness of data collected, the authors conduct simulation tests on a group of
25 respondents. Based on the feedback, adjustment and revision are made correspondingly.

The authors receive 200 responses, from which 170 valid answers are reserved.

Cronbach’s alpha is used to analyze the reliability of the statistics, which is a common
reliability test method to assess the average correlation of a set of items. A high value of
Cronbach’s alpha means high internal consistency. Usually, a reliability coefficient of 0.60 or
higher is considered to be acceptable in the research. The authors describe the reliability test

process and results in detail in the section 4.2.
3.4 Data collection

The primary data is obtained from the questionnaires and the secondary data is collected
from the existing literatures and academic researches. Under any circumstances, a survey
consists of a sample of the population of the interest and the methods of data collection. The
quality of a survey mostly depends on how representative the samples are, and how serious

the respondents’ attitudes on the survey are.

The samples of the questionnaire are the potential customers of clothing accessories in Fin-
land. The authors mainly choose online surveys which are distributed to the schoolfellow by
email invitation to the survey website. Meanwhile, street intercept survey are carried out in
shopping centers in Helsinki and Espoo. The collection period is one week from 23th of March
to 30th of March. Simultaneously, paper questionnaires are handed out orienting the custom-
ers of the case company, which has been authorized to be the retailer by the Finnish local
brand Marja Kurki. Their main market and target group are Finland and Finns, in which Hel-
sinki is the core and representative consuming market, and their exclusive store is located in

Helsinki.
3.5 Analysis methods

The authors set gender, age and income level (euro after tax) as three main independent
variables. Several analysis methods below are utilized during the research, which are
supported by software SPSS 24, to summarize and conclude general regulations out of the

statistics.

Cross tabulation is one of the descriptive analysis methods, which illustrates the statistics in
the form of dimensional tables, examining the relationship between different variables. In
this way the author make comparative analysis and average analysis on the question No. 10

‘evaluation criteria’ and the question No. 12 ‘information sources’.
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Chi-square test method, also known as x2 test, is a method for statistical hypothesis test. An
asymptotic significance value lower than 0.05 represents a highly significant relationship

between the variables. In this research, the method is used for the questions No. 10 and No.
12 as well, to test whether there is any significant associations between ‘evaluation criteria’

and gender and between ‘information sources’ and gender.

Correlation analysis method studies into the level of association between continuous variables,
and whether the association is positive (if the Pearson correlation value is more than 0) or
negative (if the Pearson correlation value is less than 0). If the significance value is lower

than 0.05, it can be inferred that the variables have a significant association between each
other.

4  Empirical study

4.1  General statistics

The amount of distribution 236
The amount of respondents 200
The amount of valid answers 170
Recaovery rate 84.7%
Effective returns ratio 85%

Table 3: Statistics results

The statistics report is summarized in table 3 above. 236 questionnaire are distributed by
means of online, street intercept and in-store survey. Among 236 questionnaires, 200 ques-
tionnaires are responded. The recovery rate is 84.7%. After the collection period, the authors
examine answers individually to check whether they are filled in according to the settings and
requirements. Finally, the authors reserve 170 valid answers and eliminate 30 invalid answers.

Correspondingly, the effective questionnaire returns-ratio is 85%.
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4.2  Reliability statisics analysis

Reliability statistics analysis
QLA Question Crl?nel?(if:dsealpha
No. Al . Difference
question No.

5 Purchase frequency 0.567 -
6 Peak season 0.651

7 Planned or impulsive decision 0.587

8 Importance of self-image 0.577 0.553 -
9 Motivations 0.334 -
11 Reference groups 0.489 -
13 Post-purchase shop selections 0.571 -

Table 4: Reliability statistics analysis

The single choice questions No. 5 to No. 9, No. 11, and No. 13 are set to be the core
questions investigating consumer attitudes towards purchasing clothing accessories. The
authors use the software SPSS 24 to make the reliability statistics analysis. As revealed in
table 4, the Cronbach’s alpha value of all the questions are 0.577, which is under the
acceptance level. However, the authors exclude each question to measure the differences.
The Internal consistency is acceptable (Cronbach’s alpha value is 0.651) only if the question
No. 6 is excluded, as is shown in the figure 8 below. Consequently, the authors decide to only

descriptively analyze the data of question No. 6.

Reliability Statistics

Cronbach's
Alpha M of ltems

651 17

Figure 8: Reliability statistics of questions No. 5, 7, 8, 9, 11, 13
4.3  Profile demographics

The section describes the background profile information of the respondents in detail, gath-
ered from the question No. 1 to No. 4 in the questionnaire, regarding gender, age, education
level and income level. The valid answers are from 170 residents in Finland, who are the po-

tential consumers of clothing accessories.
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Gender (170 responses)

® male
58.8% ® female

Figure 9: Question No. 1 ‘Gender’

As shown in the pie chart above, the population (170 respondents) consists of 58.8% females

with the amount of 100, and around 41.2% males with the number of 70.

® 18 to 25 years old
28.8% ® 26 to 35 years old

@ 36 to 45 years old

® 46 to 55 years old
} @ 56 years old and the older

Figure 10: Question No. 2 ‘Age’

Age (170 responses)

The respondents are separated into five age groups, ranging respectively from 18 to 25 years
old (64.1%), 26 to 35 years old (28.8%), 36 to 45 years old (3.5%), 46 to 55 years old (1.8%),
and older than 55 years old (1.8%). However, the figures of the over 35-year-olds with limited
sample amounts, are not sufficient to represent the consumer behavior of the age groups typ-

ically.
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Education level (170 responses)

@ High school or equivalent
® Vocational school

@ Bachelor's degree

@ Master's degree

@ Other advanced degree beyond a
Master's degree

® Other

Figure 11: Question No. 3 ‘Education level'

The majority of the population hold bachelor's degree with the amount of 106 (62.4%), fol-
lowed by the people with education level of high school degree (15.3%) and master’s degree
(12.9%). The share of people with degree from vocational school is 8.2%, while those with

other advanced degree beyond a master’s degree occupy merely 1.2%.

Average monthly income (euros after tax) (16 responses)

@® 0-1000

@® 1001-2000
@ 2001-3000
@ over 3000

Figure 12: Question No. 4 ‘Income level (euros after tax)’

The survey reveals that, 105 out of 170 respondents are with low monthly income of 0-1000
euros, (62.5%), while 22.6% of the population earn 1001-2000 euros monthly. The statistics of
people with 2001-3000 euros’ monthly salary and over 3000 euros’ monthly salary are respec-
tively 10.7% and 4.2%.

4.4  Analysis on decision-making processes

The authors make the intensive analysis on each stage of the consumer decision-making pro-

cess by utilizing the software SPSS 24.
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4.4.1 Need recognition

How consumers value clothing accessories influences their needs and purchase frequency.
Simultaneously, purchase frequency reflects the level of demand and the motivations and

needs could vary from gender and ages.

What is your frequency of the purchase of clothing accessories on average?

(170 responses)

@ about 1-2 times in a week

@ about 1-2 times in a month
about 1-2 times in a season

@ about 1-2 times in a year

@ less than once in a year

@ Other

Figure 13: Question No. 5 ‘Frequency of purchase’

The aim of the question No. 5 is to know consumers purchase frequency when buying clothing
accessories. The data reveals that the majority of people purchase clothing accessories once

or twice in a month or in a season, together accounting for 73% of the respondents. The num-
ber of frequent buyers (more than once per week) takes up 8.2%. 18.8% of people do not buy

clothing accessories frequently, merely for once or twice in a year or less.

Correlations
Frequency

Gender Pearson Correlation -.248"

Sig. (2-tailed) 0.001

N 167
Age Pearson Correlation -.208"

Sig. (2-tailed) 0.007

N 167
IncomeLevel Pearson Correlation -0.127

Sig. (2-tailed) 0.101

N 167
**. Correlation is significant at the 0.01 level (2-tailed).

Table 5: Correlation analysis - Question No. 5 ‘Frequency of purchase’

The table 5 is the correlation analysis of the purchase frequency. The Pearson Correlation
value ‘between frequency and gender’ and ‘between frequency and age’ are relatively -0.248
and -0.208, the significance of which are 0.001 and 0.007. Therefore, gender and age both
have significant negative correlation with the purchase frequency. The purchase frequency of

females is higher than that of males. Most women go shopping once or twice per month, and



27

men are more likely to shop once or twice a quarter. Simultaneously, the purchase frequency

is decreasing with the growing age.

Which season do you spend the most on clothing accessories? (170 responses)

® Spring
® Summer
Autumn
® Wwinter
@ No difference between these periods
® | do not know

]

Figure 14: Question No. 6 ‘Seasons of purchase’

Another frequency-related topic discussed in the question No. 6, inquires consumers of their
purchase season. The order of the selected season comes summer (33.5%), spring (11.8%),

winter (10%) and autumn (5.3%). However, around one third of people do not see any differ-
ences between these periods, and 7.1% of the respondents neglect the influences of seasons

(Figure 14).

How would you rate the importance of your clothing accessories for your self-

image?
(170 responses)

80

55 (32.4%) 721 (4274%)

60

40

16 (9.4%)

20

1 2 3 4 5

Figure 15: Question No. 8 ‘Importance for self-image’

The question No. 8 is to investigate the importance of clothing accessories for consumers’
self-image, which reflects their level of demand on the clothing accessory products. From the
figure 15, most of the respondents score the importance of clothing accessories for their self-
image as 4, with the proportion of 42.4%. Simultaneously, 32.4% of the population give an

average score of 3.
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Correlations
Importance
Gender Pearson Correlation -0.103
Sig. (2-tailed) 0.181
N 170
Age Pearson Correlation 0.036
Sig. (2-tailed) 0.640
N 170
IncomeLevel |Pearson Correlation 0.008
Sig. (2-tailed) 0.914
N 170

Table 6: Correlation analysis - Question No. 8 ‘Importance of self-image’

The correlation analysis method is used to analyze the correlation between the importance of
clothing accessories for consumers’ self-image, and three variable groups. However, the
figure indicates that there is no significant correlation between them, since the significance
values are all higher than 0.05 (Table 6).

Please rate how influencing the motivations below are, when buying clothing
accessory products.

I not influencing M neutral fairly influencing Il very influencing
90
60
30
| need this product for | am in pursuit of I am in pursuit of | need suitable clothing It symbolizes my It symbolizes my | buy them as gifts for
its functions individualization and fashion trends accessories for work. personal status religion and faith my relatives, friends,
differentiation. or others.

Figure 16: Question No. 9 ‘Motivations’

The question No. 9 investigates the influencing motivations for people when purchasing cloth-
ing accessories. The authors set seven choices which involves almost all the motivating fac-
tors when buying clothing accessories: ‘functional need’, ‘demand for individualization’,
‘pursuit of fashion trends’, ‘need for suitable clothing accessories for different occasions’,
‘symbolization of personal status’, ‘symbolization of religion and faith’, and ‘need for acces-

sories as gifts’.

The statistic shows that, 43 of 170 respondents choose ‘very influencing’ for the ‘functional
need’, winning the most votes among these seven motivating factors. Meanwhile, the least
influencing motivation is ‘symbolization of the religion and faith’, which receives 62.4% nega-
tive votes, and merely 10% positive votes. All the motivations gain ‘neutral’ votes from over a
quarter of the population. Over 25% people vote for ‘fairly influencing’ for motivations except

for the ‘symbolization of religion and faith’. (Figure 17)
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Correlations
Functional | Individualiz| Fashion Personal
Need ation Trends Occasions Status Religion Gifts

Gender [Pearson Correlation 152" -0.096 -164" -0.017 -0.043 -0.054 0.053

Sig. (2-tailed) 0.048 0.212 0.032 0.829 0.582 0.485 0.495

N 170 170 170 170 170 170 170
Age Pearson Correlation 182 -0.029 -0.126 -0.055 -0.010 0.000 -0.114

Sig. (2-tailed) 0.018 0.704 0.101 0.474 0.893 0.996 0.139

N 170 170 170 170 170 170 170
IncomeLe\Pearson Correlation 0.026 -0.070 -0.134 -0.025 -0.090 0.031 -0.100

Sig. (2-tailed) 0.735 0.364 0.082 0.745 0.245 0.687 0.195

N 170 170 170 170 170 170 170
*. Correlation is significant at the 0.05 level (2-tailed).

Table 7: Correlation analysis - Question No. 9 ‘Motivations’

The correlation analysis of purchase motivations (Table 7) shows that, between functional
need and gender, the Pearson correlation value of 0.152 and significance value of 0.048 indi-
cates a significant positive association. Meanwhile, the Pearson correlation value between
fashion trends and gender is -0.164 with a significance value of 0.032. It can be inferred that
the need for fashion trends is significantly related to gender. Therefore, the males have high-
er demand level for functional need than the females do, and have lower demand level for

the need for fashion trends than the females do.

Besides, the Pearson correlation value of 0.182 with the significance value of 0.018 reveals a
significant positive association between functional need and age. As age growing, the demand

level for products’ functions is increasing.

4.4.2 Information search

Gender*$InformationSources Crosstabulation
SInformationSources®
Email People Shop TV & Social |Newspapers| Shopping
subscription | around you | windows | Broadcast | media |& Magazines| websites Total
Gender |female |Count 11 49 44 6 43 11 30 100
% within Gender 11.0% 49.0% 44.0% 6.0% 43.0% 11.0% 30.0%
% within 73.3% 58.3% 64.7% 37.5% 61.4% 57.9% 54.5%
SInformationSources
% of Total 6.5% 28.8% 25.9% 3.5% 25.3% 6.5% 17.6% 58.8%
male Count 4 35 24 10 27 8 25 70
% within Gender 5.7% 50.0% 34.3% 14.3% 38.6% 11.4% 35.7%
% within 26.7% 41.7% 35.3% 62.5% 38.6% 42.1% 45.5%
SInformationSources
% of Total 2.4% 20.6% 14.1% 5.9% 15.9% 4.7% 14.7% 41.2%
Total Count 15 84 68 16 70 19 55 170
% of Total 8.8% 49.4% 40.0% 9.4% 41.2% 11.2% 32.4% 100.0%
Percentages and totals are based on respondents.
a. Dichotomy group tabulated at value 1.

Table 8: Cross tabulation - Question No. 12 ‘Gender*Sources of information’

The information search is the second step of consumer decision-making process. Seven
different sources are listed randomly in the question No. 12, for respondents to choose at
most two frequently-used sources. The result reveals that the top two selections for the
females are ‘people around you’ and ’shop windows’, and males choose ’people around you’

and ‘social media’.
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Gender*Information Sources Chi-square

Criteria Email People Shop TV & Social |Newspapers| Shopping Total
subscription | around you | windows |Broadcast | media |& Magazines| websites
Pearson Chi-square 1.430° .016* 1.619°  3.316 .333° .008* 6147 5.894°
Value
Asymptotic 0.232 0.898 0.203 0.069 0.564 0.930 0.433 0.435
Significance (2-sided)

Table 9: Chi-square analysis - Question No. 12 ‘Gender*Sources of information’

As table 9 illustrated, there is no significant association between different information

sources and gender. Only the Pearson Chi-square value between TV & Broadcast and gender is

3.316 and the asymptotic significance value is 0.069, closely approaching the significance

level of 0.05.
Age*SInformationSources Crosstabulation
SInformationSources®
Email People Shop TV & Social |[Newspapers| Shopping
subscription | around you | windows | Broadcast | media |& Magazines| websites Total
18 to 25 |Count 11 52 37 11 51 11 36 109
years old |% within Age 10.1% 47.7% 33.9% 10.1% 46.8% 10.1% 33.0%
% within 73.3% 61.9% 54.4% 68.8% 72.9% 57.9% 65.5%
SInformationSources
% of Total 6.5% 30.6% 21.8% 6.5% 30.0% 6.5% 21.2% 64.1%
26 to 35 |[Count 3 26 26 4 17 3 16 49
years old |% within Age 6.1% 53.1% 53.1% 8.2% 34.7% 6.1% 32.7%
% within 20.0% 31.0% 38.2% 25.0% 24.3% 15.8% 29.1%
SInformationSources
% of Total 1.8% 15.3% 15.3% 2.4% 10.0% 1.8% 9.4% 28.8%
36 to 45 |Count 0 2 5 1 1 3 0 6
years old |% within Age 0.0% 33.3% 83.3% 16.7% 16.7% 50.0% 0.0%
Age % within 0.0% 2.4% 7.4% 6.3% 1.4% 15.8% 0.0%
SInformationSources
% of Total 0.0% 1.2% 2.9% 0.6% 0.6% 1.8% 0.0% 3.5%
46 to 55 |Count 1 2 0 0 1 0 2 3
years old |% within Age 33.3% 66.7% 0.0% 0.0% 33.3% 0.0% 66.7%
% within 6.7% 2.4% 0.0% 0.0% 1.4% 0.0% 3.6%
SInformationSources
% of Total 0.6% 1.2% 0.0% 0.0% 0.6% 0.0% 1.2% 1.8%
56 years [Count 0 2 0 0 0 2 1 3
old and |% within Age 0.0% 66.7% 0.0% 0.0% 0.0% 66.7% 33.3%
the older |% within 0.0% 2.4% 0.0% 0.0% 0.0% 10.5% 1.8%
SInformationSources
% of Total 0.0% 1.2% 0.0% 0.0% 0.0% 1.2% 0.6% 1.8%
Total Count 15 84 68 16 70 19 55 170
% of Total 8.8% 49.4% 40.0% 9.4% 41.2% 11.2% 32.4% 100.0%
Percentages and totals are based on respondents.
a. Dichotomy group tabulated at value 1.

Table 10: Cross tabulation - Question No. 12 ‘Age*Sources of information’

Table 10 illustrates that most age groups select ‘People around you’ as the top frequently-

used information source when gathering information about clothing accessories. It is also

worth mentioning that the utilization of social media is different between age groups. 18 to

25-year-old people are more inclined to gain information by surfing the internet.
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IncomeLevel*$InformationSources Crosstabulation
SInformationSources®
Email People Shop TV & Social [Newspapers| Shopping
subscription | around you | windows |Broadcast| media |& Magazines| websites Total
0-1000 |Count 11 50 40 9 45 8 37 105
% within IncomeLevel 10.5% 47.6% 38.1% 8.6% 42.9% 7.6% 35.2%
% within 73.3% 59.5% 58.8% 56.3% 64.3% 42.1% 67.3%
SInformationSources
% of Total 6.5% 29.4% 23.5% 5.3% 26.5% 4.7% 21.8% 61.8%
1001- Count 2 19 18 3 17 6 12 39
2000 % within IncomeLevel 5.1% 48.7% 46.2% 7.7% 43.6% 15.4% 30.8%
% within 13.3% 22.6% 26.5% 18.8% 24.3% 31.6% 21.8%
SInformationSources
Income % of Total 1.2% 11.2% 10.6% 1.8% 10.0% 3.5% 7.1% 22.9%
Level {2001- Count 1 9 9 4 7 3 5 19
3000 % within IncomeLevel 5.3% 47.4% 47.4% 21.1% 36.8% 15.8% 26.3%
% within 6.7% 10.7% 13.2% 25.0% 10.0% 15.8% 9.1%
SInformationSources
% of Total 0.6% 5.3% 5.3% 2.4% 4.1% 1.8% 2.9% 11.2%
over Count 1 6 1 0 1 2 1 7
3000 % within IncomeLevel 14.3% 85.7% 14.3% 0.0% 14.3% 28.6% 14.3%
% within 6.7% 7.1% 1.5% 0.0% 1.4% 10.5% 1.8%
SInformationSources
% of Total 0.6% 3.5% 0.6% 0.0% 0.6% 1.2% 0.6% 4.1%
Total Count 15 84 68 16 70 19 55 170
% of Total 8.8% 49.4% 40.0% 9.4% 41.2% 11.2% 32.4% 100.0%
Percentages and totals are based on respondents.
a. Dichotomy group tabulated at value 1.

Table 11: Cross tabulation - Question No. 12 ‘Income level*Sources of information’

The data in table 11 indicates that people with different income level seem to gain

information about clothing accessories mostly from ‘People around you’.

Generally, regardless of gender, age and income level, the top two selection of information
sources are ‘people around you’ and ‘social media’. It seems that the advanced information
technology development accelerates the retirement of traditional media such as ‘TV and

broadcast’ and ‘Newspapers and Magazines’.

How reliable do you think the advices from the following sources are, when
buying clothing accessory products?

Il notreliable [ neutral fairly reliable [l very reliable
90
60
30
0 —
Family members Friends & colleagues Advertisements Celebrities Expertise (fashion Salesperson

bloggers)

Figure 17: Question No. 11 ‘Reference groups’

Reference group is one of the essential information sources for consumers buying clothing
accessories. The question No. 11 inquires the respondents to assess the reliability of advices

from different source groups.
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‘Family members’ and ‘friends and colleagues’ get the same number of positive votes (21).
Advices from the ‘Celebrities’ group seem to be the most unreliable with a share of 33.5%
negative votes, closely followed by ‘salesperson’ (28.8%) and ‘expertise’ (26.5%). It is worth

mentioning that ‘advertisements’ gains 98 neutral votes (57.6%).

Correlations

Family Friends | Advertisements |Celebrities| Expertise |Salesperson
Gender [Pearson Correlation -0.092 -0.068 -0.065 -0.092 -157 -0.117
Sig. (2-tailed) 0.233 0.376 0.398 0.232 0.040 0.129
N 170 170 170 170 170 170
Age Pearson Correlation 0.048 -0.123 0.015 -0.061 -0.101 0.013
Sig. (2-tailed) 0.534 0.110 0.842 0.429 0.192 0.864
N 170 170 170 170 170 170
IncomeLe\Pearson Correlation 0.076 -0.038 -0.033 -0.093 -0.094 -0.045
Sig. (2-tailed) 0.325 0.626 0.669 0.227 0.222 0.561
N 170 170 170 170 170 170

*. Correlation is significant at the 0.05 level (2-tailed).

Table 12: : Correlation analysis - Question No. 11 ‘Reference groups’

According to the table 12, the authors make correlation analyses on different reference
groups with gender age and income level respectively. Only the reference group ‘expertise’ is
inferred to have a significant negative correlation with gender, since the Pearson correlation
value is -0.157 and the significance value is 0.040 (lower than 0.05). Therefore, females are

more likely to listen to the suggestions from expertise, such fashion bloggers, than males do.

4.4.3 Evaluation of alternatives

Gender*$Criteria Crosstabulation

SCriteria®
After-sale | Quality & | In-store |Individuali Display | Style & Price &
services | materials | services | zation Brand |Package |in store |matching| Availability | Function |promotion| Total
Count 14 72 6 7 41 3 8 66 8 16 44 100
% within 14.0% 72.0% 6.0% 7.0%| 41.0% 3.0% 8.0% 66.0% 8.0% 16.0% 44.0%
female Sencen
% within 63.6% 56.7% 46.2% 53.8%| 64.1%| 75.0% 66.7% 60.0% 61.5%  44.4% 61.1%
SCriteria
Gender % of Total 8.2% 42.4% 3.5% 4.1%|  24.1% 1.8% 4.7% 38.8% 4.7% 9.4% 25.9%| 58.8%
Count 8 55 7 6 23 1 4 44 5 20 28 70
% within 11.4% 78.6% 10.0% 8.6%| 32.9% 1.4% 5.7% 62.9% 7.1%|  28.6% 40.0%
male Gender
% within 36.4% 43.3% 53.8% 46.2%| 35.9%| 25.0%| 33.3%| 40.0% 38.5% 55.6% 38.9%
SCriteria
% of Total 4.7% 32.4% 4.1% 3.5%| 13.5% 0.6% 2.4% 25.9% 2.9% 11.8% 16.5%) 41.2%
Total Count 22 127 13 13 64 4 12 110 13 36 72 170
% of Total 12.9% 74.7% 7.6% 7.6% 37.6% 2.4% 7.1% 64.7% 7.6%  21.2% 42.4%| 100.0%

Percentages and totals are based on respondents.
a. Dichotomy group tabulated at value 1.

Table 13: Cross tabulation - Question No. 10 ‘Gender*Evaluation criteria’

Investigating purchase criteria is the core of understanding consumers’ evaluation process
when purchasing clothing accessories. The authors randomly list 11 different choices in the
question No. 10 for respondents to select at most three answers. Table 13 shows that, regard-
less of gender, ‘quality and material’ ranks the first place, and the second comes ‘style and

matching’, followed by ‘price and promotion’.
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Gender*Criteria Chi-square

Criteria Aftertsale Quahty& In-st.ore Indwnlduah Brand |Package .D1splay Style‘& A Chneten Pr1ce§: Total
services materials | services zation in store matchlng promotlon
P Chi-
o e 2427 0413|933 1447 11637 4432 3287 .178° 0437 3.899Y  .270° 6.221°
o O 0.623|  0.332| 0.334] 0.704| 0.281| 0.506| 0.567| 0.673 0.836| 0.048|  0.603| 0.796
Significance (2-sided)

Table 14: Chi-square analysis - Question No. 10 ‘Gender*Evaluation criteria’

Chi-square analysis is applied to test whether different evaluation criteria have significant

relationship with gender. According to table 14, the Pearson Chi-square value between crite-

ria ‘function’ and gender is 3.899 with the asymptotic significance value of 0.048(lower than

0.05), which means that there is highly significant association between criteria ‘function’ and

gender.
Age*$Criteria Crosstabulation
SCriteria®
Afterjsale QualitY & In-sFore Indivifiuali Brand |Package Pisplay Style ‘& Availability | Function Price &
services | materials | services zation in store |matching promotion| Total
18 to |Count 17 77 9 12 41 4 9 68 7 21 46 109
25 % within Age 15.6% 70.6% 8.3% 11.0%| 37.6% 3.7% 8.3% 62.4% 6.4% 19.3% 42.2%
years |% within 77.3% 60.6% 69.2% 92.3%| 64.1%| 100.0%| 75.0% 61.8% 53.8% 58.3% 63.9%
old SCriteria
% of Total 10.0% 45.3% 5.3% 7.4%| 24.1% 2.4% 5.3% 40.0% 4.1% 12.4% 27.1%| 64.1%
26 to |Count 5 4 4 1 21 0 3 31 5 11 19 49
35 % within Age 10.2% 83.7% 8.2% 2.0%| 42.9% 0.0% 6.1% 63.3% 10.2% 22.4% 38.8%
years (% within 22.7% 32.3% 30.8% 7.7%| 32.8% 0.0%| 25.0% 28.2% 38.5% 30.6% 26.4%
old SCriteria
% of Total 2.9% 24.1% 2.4% 0.6%| 12.4% 0.0% 1.8% 18.2% 2.9% 6.5% 11.2%| 28.8%
36 to  |Count 0 5 0 0 1 0 0 6 0 1 5 6
45 % within Age 0.0% 83.3% 0.0% 0.0%| 16.7% 0.0% 0.0%| 100.0% 0.0% 16.7% 83.3%
Age years (% within 0.0% 3.9% 0.0% 0.0%: 1.6% 0.0% 0.0% 5.5% 0.0% 2.8% 6.9%
old SCriteria
% of Total 0.0% 2.9% 0.0% 0.0%|  0.6% 0.0% 0.0% 3.5% 0.0% 0.6% 2.9%| 3.5%
46 to  [Count 0 2 0 0 0 0 0 3 1 1 1 3
55 % within Age 0.0% 66.7% 0.0% 0.0%|  0.0% 0.0% 0.0%| 100.0% 33.3% 33.3% 33.3%
years |% within 0.0% 1.6% 0.0% 0.0%|  0.0% 0.0% 0.0% 2.7% 7.7% 2.8% 1.4%
old SCriteria
% of Total 0.0% 1.2% 0.0% 0.0%|  0.0% 0.0% 0.0% 1.8% 0.6% 0.6% 0.6%| 1.8%
56 Count 0 2 0 0 1 0 0 2 0 2 1 3
years |% within Age 0.0% 66.7% 0.0% 0.0%| 33.3% 0.0% 0.0% 66.7% 0.0% 66.7% 33.3%
old and |% within 0.0% 1.6% 0.0% 0.0% 1.6% 0.0% 0.0% 1.8% 0.0% 5.6% 1.4%
the SCriteria
older |% of Total 0.0% 1.2% 0.0% 0.0%|  0.6% 0.0% 0.0% 1.2% 0.0% 1.2% 0.6%| 1.8%
Total Count 22 127 13 13 64 4 12 110 13 36 72 170
% of Total 12.9% 74.7% 7.6% 7.6% 37.6% 2.4% 7.1% 64.7% 7.6% 21.2% 42.4%| 100.0%

Percentages and totals are based on respondents.

a. Dichotomy group tabulated at value 1.

Table 15: Cross tabulation - Question No. 10 ‘Age*Evaluation criteria’

Despite of age, the total number of votes for ‘quality and materials’ and ‘style and matching’

rank the top two that consumers consider when buying clothing accessories, followed by

‘price and promotion’.




34

IncomeLevel*$Criteria Crosstabulation

SCriteria®
Afterjsale Quality & In-st.ore IndiviFiuali Brand |Package D isplay | Style ,& Availability | Function Price&
services | materials | services | zation in store [matching promotion| Total
0-1000 |Count 12 75 9 11 41 3 7 64 10 21 44 105
% within 11.4% 71.4% 8.6% 10.5%| 39.0% 2.9% 6.7% 61.0% 9.5% 20.0% 41.9%
IncomeLevel
% within 54.5% 59.1% 69.2% 84.6%| 64.1%| 75.0% 58.3% 58.2% 76.9% 58.3% 61.1%
SCriteria
% of Total 7.1% 44.1% 5.3% 6.5%| 24.1% 1.8% 4.1% 37.6% 5.9% 12.4% 25.9%| 61.8%
1001- |Count 9 27 3 2 14 1 2 26 2 8 20 39
2000 (% within 23.1% 69.2% 7.7% 5.1%| 35.9% 2.6% 5.1% 66.7% 5.1% 20.5% 51.3%
IncomeLevel
% within 40.9% 21.3% 23.1% 15.4%| 21.9%| 25.0% 16.7% 23.6% 15.4% 22.2% 27.8%
SCriteria
Income % of Total 5.3% 15.9% 1.8% 1.2% 8.2% 0.6% 1.2% 15.3% 1.2% 4.7% 11.8%| 22.9%
Level |2001- |[Count 1 19 1 0 8 0 3 14 0 4 7 19
3000 |% within 5.3% 100.0% 5.3% 0.0%| 42.1% 0.0%| 15.8% 73.7% 0.0% 21.1% 36.8%
IncomeLevel
% within 4.5% 15.0% 7.7% 0.0%| 12.5% 0.0%| 25.0% 12.7% 0.0% 11.1% 9.7%
SCriteria
% of Total 0.6% 11.2% 0.6% 0.0%| 4.7% 0.0% 1.8% 8.2% 0.0% 2.4% 4.1%|] 11.2%
over |Count 0 6 0 0 1 0 0 6 1 3 1 7
3000 |% within 0.0% 85.7% 0.0% 0.0%| 14.3% 0.0% 0.0% 85.7% 14.3%|  42.9% 14.3%
IncomeLevel
% within 0.0% 4.7% 0.0% 0.0% 1.6% 0.0% 0.0% 5.5% 7.7% 8.3% 1.4%
SCriteria
% of Total 0.0% 3.5% 0.0% 0.0%| 0.6% 0.0% 0.0% 3.5% 0.6% 1.8% 0.6%| 4.1%
Total Count 22 127 13 13 64 4 12 110 13 36 72 170
% of Total 12.9% 74.7% 7.6% 7.6%| 37.6% 2.4% 7.1% 64.7% 7.6% 21.2% 42.4%| 100.0%

Percentages and totals are based on respondents.

a. Dichotomy group tabulated at value 1.

Table 16: Cross tabulation - Question No. 10 ‘Income level*Evaluation criteria’

Divided by income level, ‘quality and materials’, ‘style and matching’ and ‘price and promo-
tion’. are also the top three criteria that consumers take into account when shopping clothing

accessories.

Furthermore, respondents are voluntary to answer open-ended questions on other specific
factors that they weigh important, which are not mentioned in the questionnaire above. We

receive 44 valid comments, which are sorted out and explained below.

Four respondents mention that their budgets limit their buying behavior. Most of them are
with the monthly income of 0-1000 euros, who may be part-time workers or students. Even
though they have strong willingness to promote their appearance and strong motivation to
buy additional clothing accessories, the disposable income is unneglectable factor for them.
Special offers and seasonal promotions are fairly welcomed by the group of people with less
disposable income. Meanwhile, there are three respondents evaluating their emotion as prin-
cipal factors for them. The buying behavior of this group of people may be fairly depended
and driven by their mood and feeling. Another three respondents believe that their purchases
are only depended on whether they like the products or not. However, the “like” is a very
vague concept driven by emotion, rather than reason. In this case, those consumers may not
be very loyal to any specific brands as well. Besides, a few people provide specific answers,
i.e. their partners’ opinions and even decisions, the person they go shopping with, the repu-
tation of the brand or the company, online reviews, suitable colors for kids, brand actions on

sustainable development goals (SDG), and the level of cost performance.
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4.4.4 Purchase decision

Purchase decisions are made according to the assessment of alternatives as well as the previ-
ous experiences. After the analytical consideration on prices, conditions and payment meth-
ods, consumers decide whether they forward to the paying step or give up the products. This

phase of the process is not significantly affected by the varing variables the authors set.

Are your purchases mostly planned or spur of the moment? (170 responses)

@® Planned
@ Spur of the moment
Either

Figure 18: Question No. 7 ‘Planned or impulsive purchase’

The statistics of the question No. 7 show that the amount of people making impulsive deci-
sions (40.6%) overweights the number of planners (32.4%). Still, 27.1% respondents either plan

for their purchase in advance or purchase on the spur of the moment (Figure 19).

Correlations

Inpulsive or planned purchase
Gender Pearson Correlation -0.005
Sig. (2-tailed) 0.953
N 170
Age Pearson Correlation -0.150
Sig. (2-tailed) 0.051
N 170
IncomeLevel |Pearson Correlation -.188"
Sig. (2-tailed) 0.014
N 170

*. Correlation is significant at the 0.05 level (2-tailed).

Table 17: : Correlation analysis - Question No. 7 ‘Planned or impulsive purchase’

The authors make a correlation analysis on whether people’s decisions are planned or made
on the spur of the moment, to test if it is influenced significantly by gender, age or income
level. The result in table 17 illustrates that there is a highly significant association between
consumer purchase decisions and income level, since the Pearson correlation value between

them is -0.188 and the significance value is 0.014 (lower than 0.05).
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Post-purchase behavior occurs when consumers are evaluating the product performance.

Based on consumer satisfaction, they make future choices on stores or brands. Gradually they

accumulate purchase experiences and build up their own buying habits.

When shopping clothing accessories, you usually: (170 responses)

Figure 19: Question No. 13 ‘Shop selections’

@ Return to the same shops

@ Try new shops randomly
Go to shops which provide special
offers

@ Search for information before visiting
the right store

@ Other

The question No. 13 is a single-choice question, linking with consumer post-purchase behavior

and consumer loyalty. Besides, the selection of shops involves the process of information

search. The respondent selects the only and the most usual one among the choices according

to his or her habit.

The proportion of respondents trying new shops randomly and returning to the same shop, are

similarly and respectively 33.5% and 32.9%. Meanwhile, 17.1% people are inclined to search

for the exact information before directly visiting the store, and the rest respondents (15.9%)

are fairly attracted by discounts and offers (Figure 20).

Correlations

PostPurchase

Gender Pearson Correlation 0.146
Sig. (2-tailed) 0.059

N 169

Age Pearson Correlation 0.001
Sig. (2-tailed) 0.993

N 169

IncomelLevel |Pearson Correlation -0.038
Sig. (2-tailed) 0.624

N 169

Table 18: Correlation analysis - Question No. 13 ‘Shop selections’
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The correlation analysis is utilized on the consumers’ shop selections. However, the
significance values are all higher than 0.05, which indicates that consumers’ shop selections

have no significant association with gender, age or income level (Table 18).
4.5 Summary of the research

The aim of the research is to understand consumer characteristics when buying clothing ac-
cessory products, and get insights into their decision-making processes in detail. The poten-
tial consumers are segmented by three variables (age, gender, and income level) in the study,

by which different behaviors and characteristics of target consumers are investigated.

Through the analysis on the investigation results, in the first stage of the decision-making
process, needs recognition, the authors conclude that consumers generally believe that
clothing accessories highly contribute to their self-image, and that the peak shopping season
is summer. However, the correlation test reveals that the ‘level of the importance for self-
image’ and the ‘purchase peak season’ are not associated with three variables selected. From
the analysis, the purchase frequency varies with gender and age. Females consume clothing
accessories more frequently than males do, and the frequency is decreasing with the age
growing. In addition, ‘functional need’ and the ‘need for fashion trends’ are highly
significantly related with gender. Females are more in pursuit of fashion trends, while males
are in need of functions more. Meanwhile, growing age also raises people’s demand for

products’ function.

Secondly, in the information search procedure, two main sources that consumers gather
information about clothing accessory products from, are ‘people around you’ and ‘social
media’. Within the reference groups, suggestions from ‘family members’ and ‘friends and
colleagues’ are believed as the most credible. According to the correlation test, females are

more inclined to take the advices from ‘expertise’ than the males do.

Next, consumers evaluate the alternatives based on their own criteria and principles.
According to the survey, the ‘quality and material’, ‘style and matching’, and the ‘price and
promotion’ are the most influencing measurements. The result of Chi-square test reveals that
there is significant relationship between criteria ‘functions’ and gender. Specifically, males

value products’ functions more than females do.

Purchases are either planned or impulsive. For the clothing accessories products, more
consumers shop on the spur of the moment. The exact decisions are made after consumers’
assessments on the alternatives and consideration on the payment. This procedure is

influenced only by income level.
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Lastly, consumers’ post purchase behavior is based on the product performance and the past
purchase experiences, which determines whether the consumer will repeat their purchase or
even become loyal. The analysis indicates that this procedure is not affected by gender, age

and income level.

4.6  Suggestions for the case company

The marketing implications gained based on the research are summarized. Firstly, the
frequency and time for launches of the new products could be adjusted based on the

consumer shopping frequency.

Secondly, since consumers value ‘functional needs’ and ‘the need for suitable products for
different occasions’ as the top two motivations for shopping clothing accessories, a single
product would be popular when it is equipped with different functions which is suitable for

different occasions.

Thirdly, different media could cater for different target groups for effective advertisements
correspondingly. For example, younger age groups are more likely to gather information from
social media more than the older age groups. Meanwhile, consumers are taking the advices
from people around, so that the reputation of the brand and the store accounts much. A
product is not sold alone, but is with added value of the service, which could be emphasized
more by the company. Additionally, shop window, as another important information source, is
a very important advertising and communication channel, whose design could be very eye-

catching.

5  Conclusion

5.1  Self evaluation

Through the three-month investigation, the authors make a comparison and analysis of theory
and realistic situations, and makes use of quantitative research (questionnaire). Cross-
tabulation is utilized to categorize the data descriptively. Correlation analysis and Chi-square
test are used for examining the associations between variables. The authors analyze the
results and summarize the general regulations of the consumer decision-making process when

buying clothing accessory products.

However, the authors conclude the shortages of the research under the limitations of time,
range and sample size. Firstly, the cultural factor could have been considered and analyzed.
The respondents of the questionnaire are potential clothing accessories consumers in Finland
market. However, the respondents are with different cultural backgrounds, which may also
exert subtle influences on their behaviors. Secondly, to ensure the validity and reliability, the

authors test 25 preliminary respondents in advance. However, the pre-test could have been
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conducted for several more times and in different target groups, in order to enhance the
quality of the questionnaire. Last but not the least, the questionnaire consists of merely 15
questions, which is not sufficient to cover all the research aspects in depth. In the open-
ended question, some respondents describe that, there are several specific factors that they
also weigh important when making choices on clothing accessories, but neglected by the
authors when designing the questionnaire, i.e. disposable budget limits, emotion, and brand

actions on sustainable development goals.
5.2  Vision on future research

The present research investigates into the whole consumer decision-making processes and
consumer characteristics when buying clothing accessories. However, there are gaps between
theories and realistic situations. The future research will benefit from deeper and more spe-

cific analysis on consumer behavior.

Firstly, in terms of content, our research investigates the whole decision-making process
comprehensively, which is a wide topic including many aspects of consumer behavior. There-
fore, deeper research into one or several specific aspects could be conducted. To be specific,
the authors find out in the current research that consumers are more likely to buy clothing
accessory on the spur of the moment, which is to a large degree linked with their emotions.
For example, the topic regarding how emotion makes impacts on consumer behavior when
purchasing clothing accessories, deserves further researching. And the topic on how a brand

can attract consumers by stimulating their emotion, involves the marketing implications.

Besides, due to wide classification of clothing accessories, consumer behavior varies when
buying distinct categories. Therefore, a further research can be explored into customer be-

havior of purchasing different sorts of clothing accessories.

In terms of the future methodology, qualitative research such as group interviews with target
consumers could be combined with the existing quantitative research, contributing to the
study. In addition, the confidence interval could be taken into account when determining the
sample size, based on which, enlarging the sample size can contribute to the generalization

of the regular patterns concluded from the statistics.
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Appendix 1: Questionnaire

20721 Consumer Attitudes to Clothing Accessaries

Consumer Attitudes to Clothing Accessories
Dear SirfMadam:

My colleague and | are Business Management students from Laurea University of Applied
Sciences. We are conducting research inte THE FACTORS INFLUENCING CONSUMER
PURCHASING BEHAVIOR IN FINNISH CLOTHING ACCESSORY INDUSTRY, for our thesis

project.

We would like to invite you to kindly participate in our survey. The questions about your attitudes
and preferences to clothing accessory products, consist of two parts: your profile and consumer
behavior. It will take approximately 3-5 minutes.

We sincerely appreciate your time and participation! You will have the chance to win a small gift
afterwards!

*Required

PERSONAL INFORMATION

FPleaze note that this information is only for academic research purposes. The information is stricthy
confidential.

1. Gender *
Mark only one oval.

T male

) female

2. Age*

Mark only one oval.
18 to 25 years old
| 26 to 35 years old
D) 36 to 45 years old
() 46to 55 years old

(AN AN

') 56 years old and the older

3. Education level
Mark only one oval.

| High scheool or equivalent

LAY

‘Vocational school

__f; Bachelors degree

) Master's degree

Other advanced degree beyond a Master's degree
) Cther:

hitps: lidocs google.com/ormsid/ 1M dyC Ogh_74uF Swdv R ODx S Ty EbawtyL yssfohiedit 14
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20721 Consumer Attitudes to Clothing Accessories

4. Average monthly income (euros after tax)
Mark only one oval.

) 01000
~ ) 1001-2000
() 2001-3000

) over 3000

CONSUMER BEHAVIOUR

Clothing accessories include collars, ties, belts, scarves, gloves, purses, wallets, handbags,
eyewsar, hats...

*The choices are presented in random order.

5. What is your frequency of the purchase of clothing accessories on average? *
Mark only one oval.

about 1-2 times in a week
about 1-2 times in @ month
| about 1-2 times in a season
"\ about 1-2 times in a year

| less than once in a year

" Other:

6. Which season do you spend the most on clothing accessories? *
Mark only one oval.

) Spring

Summer

’ 1 Autumn

Winter

No difference between these periods

| do mot know

7. Are your purchases mostly planned or spur of the moment? *
Mark only one oval.
() Planned

_\___'_: Spur of the moment
" Either

8. How would you rate the importance of your clothing accessories for your self-image? *
Mark only one oval.

Motimportant () () (O () () Veryimportant

hitpes:/idocs google: comiformis/d/ IMdyC Ogh_T4yF SwdYROD:SaAT Try Eb3wiVL SyssBolVedit 254
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10. What are your 3 main criteria when buying clothing accessory products? *

1.

Consumer Atfitudes to Clothing Accessories
9. Please rate how influencing the motivations below are, when buying clothing accessory

products, *
Mark anly one oval per row:

I need this product for its
functions.

I am in pursuit of individualization
and differentiation_

I am in pursuit of fashion trends.

I need suitable clothing
accessories for work.

It symbolizes my personal
status.

It symbolizes my religicn and
faith.

I buy them as gifts for my
relatives, friends, or others.

Tick all that apply.

Aftersale services

Quality and material

Brand

Package
Display in store
Style and matching

Functions
Price or promaotion
Other:

HOodudooododd

How reliable do you think the advices from the following sources are, when buying

clothing accessory products? *
Mark only one oval per row.

not reliable
Family members C
Friends & colleagues i’ )
Advertisements (J
Celebrities C
Expertise (fashion bloggers) Q -}
Salesperson C

In-store services (attitudes of assistants...)
Individualization or customized service

neutral
——
7
| ]
.
o
.\ v
o
I\ A
r
| ]
.
e o
{ ]
.
=
| ]
LA,

neutral
|f -\1\
. A
II : ) )
)
! J
o -
B
[ }
(N
-
I
Fa ™ 'Y
'\ A
i ™

Availability and accessibility to the stores/producis
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20721 Consumer Attitudes to Clothing Accessories.

12. Please select your 2 main sources of information about the clothing accessory products, *
Tick all that apply.

[ ] Email subscribtion

Pecple around you

Shop windows

TV & Broadcast

Social media (Facebook, Instagram, Twitter..)
Newspapers & Magazines

Shopping websites

O ooooon

Other:

13. When shopping clothing accessories, you usually: *
Mark only one oval.

() Retum to the same shops

~

| Try new shops randomly

Go to shops which provide special offers

| Search for information before visiting the right store
Other:

14. Are there any other specific factors affecting your decisions on buying clothing accessory
products? (Or any comments)

15. Provide your email address to win a small
gift ! :)
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