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Abstract

The purpose of this study is to determine the relationship of brands, self-concept and reference
group and the willingness to pay premium of career women in Ireland in fashion clothing. The
study revealed that fashion clothing in Ireland is growing vastly and in correlation to the
growing number of career women, influence factors such as brand status, brand attitude, self-
concept and reference group, they are motivated into willing to pay premium for fashion
clothing.

The methodology for this research followed a quantitative research design where primary data
were obtained by quantitative research design. A total of 152 participants responded to the
survey distributed where data are then collected and gathered in SPSS. Based on the results
from the findings of the research, it was learnt that career women in Ireland are willing to pay
premium in fashion clothing where brand status, brand attitude, self-concept and reference
group had a shown positive relationship with the willing to pay premium. Secondary data were
acquired through literature review to develop theoretical understanding, objectives and to
support the findings. According to the findings, recommendations are also stated where
marketers can apply for improvement in the business of an organisation to further understand

the willingness to pay premium within career women in Ireland especially in fashion clothing.

Keywords: Willingness to pay premium, career women, fashion clothing, brand status, brand

attitude, self-concept, reference group
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Chapter 1: Introduction

1.1 Research Background

This research is to discover the factors influencing the willingness to pay premium
towards the buying behaviour of career women in Ireland especially in the fashion
clothing industry. The matters focused in this research is very much relevant as it
involves the current issues where the buying behaviour of consumers differ from one
consumer to another towards fashion clothing and the number of career women in
Ireland is increasing over the years. Chapter 1 will provide readers with the essential
information for further understanding of the following chapters. In most parts of the
world years ago, many women were not exposed in being involved with the ‘working
life’ or being independent. However, over the years this concept and thinking has
changed where women are now being more involved in being employed and are
fighting for their rights. In a recent development in Ireland, there has been an increase
in the women’s labour force employment and participation where the increase of
women employment rate is from 37% in 1993 to 42% in 2004 (Russell, et. al., 2009).
The increase in number of career women in Ireland has a high potential in contributing
to the growth of the fashion clothing industry where market researchers are constantly

focused on.

1.1.1 Career Women in Ireland

Ireland represents a country with a population of over 4 million and to be exact as of
April 2018, the population has reached to 4.9 million (cso.ie, 2018). Over time, the
population of females has surpassed the population of males and as of 2018, it is
recorded that there is a population of 2.5 million females in Ireland (cso.ie, 2018).
Moving onto the employment rate, there has been an increase in percentage of

employment rate in Ireland especially after the economic crises and with the data
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provided, this proves that there is a high possibility that the number of employment for
women has also been increasing. As of 2016, the percentage of employment rate of
women in Ireland is at 59.5%. The gap between employment rate between men and
women is at 10.4% as of the year 2016 showing that the women employment rate is
catching up to men employment rate as compared to the previous years where the gap
in 2015 was at 11.1%. (cso.ie, 2018).

1.1.2 Fashion Branding

Fashion branding according to Zeb et al., (2011) is defined as a ‘behavioural observable
fact evidence in a diversity of material and non-material contexts’ which in other words
mean that a consumer can attain both tangible and intangible benefits through fashion
branding. Brands has always played a major role towards the buying behaviourr of
consumers and with the association of fashion lifestyles, marketers are constantly
giving extra attention to this matter. The awareness of fashion branding established to
the public will eventually convince consumers to invest in clothes (Bruce and Kratz,
2007). One of the many reasons that marketers are very focused on brands is to achieve
differentiation through competitive advantage (Zeb et al., 2011). Consumers are
dependent on brands and places trust towards it because it is able to avoid uncertainty
and quality related issues (Elliot and Yannapoulou, 2007). A study in Malaysia was
conducted and it was found that the availability of shopping malls, brand outlets in
Malaysia, consumers are prone and motivated into purchasing branded goods
(Tajuddin, et al., 2014).

1.1.3 Fashion Branded Clothing among Career Women in Ireland

Considering the fashion clothing in Ireland, it has been growing tremendously, creating
many organisation to drive their brand name to be known to the consumers. Perhaps
consumers in Ireland want to be more involved with what they wear to achieve a more

meaningful relationship. The involvement of branded fashion clothing within the career
2




women community in Ireland is important because it reflects their connections
(Banister and Hogg, 2004) and identify themselves with others (Piamphongsant and
Mandhachitara, 2008). As this study looks into career women between the ages of 18
until 50 years of age, the population sums up to an estimation of 1,180.6 million (cso.ie,
2018).

1.2 Purpose of Study: Justification for Research

The purpose of this study is to examine the influences of brands towards the buying
behaviour of career women in Ireland especially in the fashion clothing industry. A
survey of career women consumers between the ages of 18 — 50 in Ireland will be
conducted in this research where data will be collected and analysed to produce a certain
result which can be explained and to provide recommendations particularly to
marketers. There are four contribution to brand that has been identified which
influences the buying behaviour of career women. These contributions include brand
status, brand attitude, self-concept and reference group that will be studied to further
understand which one will contribute most, which influences the willingness to pay

premium of career women in Ireland in fashion clothing.

However, there has not been enough research which looks into the factors influencing
the willingness to pay premium towards the buying behaviour of career women in
Ireland especially in the fashion industry. This study could help the marketers to
consider and obtain a better understanding for improvement in their products and
services. Although there has not been many research done, a few related past studies
showed that the number of employed women is increasing in Ireland and this could be
a contribution towards the increase in purchases of branded fashion clothing by career
women. According to a recent report published by World Economic Forum (2018)
Ireland is in the top ten position among the most advanced countries globally in
narrowing the gender gap which proves that women are catching up in the employment
status. In a recent study, it has been identified that the influence of brand status, brand
attitude and self-concept is the most significant in the involvement of female consumers
3




in fashion clothing (Zeb, et. al., 2011). There is definitely a gap and limitation in this
study as there has not been many research on this particular area which is the more
reason for this study to be conducted.

1.3 Research Aims and Objectives

The aim of this research is to examine the important factors of brand that influences the
buying behaviour of career women especially in the fashion clothing industry in Ireland.
The objective of this study is to:

RO1 To determine the relationship between brand status and the willingness to

pay premium behaviour of career women in Ireland in fashion clothing

RO2 To determine the relationship between brand attitude and the willingness to

pay premium behaviour of career women in Ireland in fashion clothing

RO3 To determine the relationship between self-concept and the willingness to pay

premium behaviour of career women in Ireland in fashion clothing

RO4 To determine the relationship between reference group and the willingness

to pay premium behaviour of career women in Ireland in fashion clothing

1.4 Research Question

Research question are questions inquired by the researcher to assist in a research by
providing guidance and structure towards the procedure of collecting and analyzing
information to achieve the purpose of a study. There are several research questions

intended for this study which were based on the variables as follows:




RQ1 What is the relationship between the influence of brand status towards

willingness to pay premium of career women in Ireland in fashion clothing

RQ2 What is the relationship between the influence of brand attitude towards

willingness to pay premium of career women in Ireland in fashion clothing

RQ3 What is the relationship between the influence of self-concept towards

willingness to pay premium of career women in Ireland in fashion clothing

RQ4 What is the relationship between the influence of reference group towards

willingness to pay premium of career women in Ireland in fashion clothing

1.5 Hypotheses

Hypotheses is a prediction or assumption on a certain expected outcome. The outcomes
are referred on an existing knowledge where these existing knowledge can be specified

to either be accepted or rejected.

In this research, the researcher provides predictions based on the relationship between
the dependent which is the willingness to pay premium with the independent variables
which includes brand status, brand attitude, self-concept and reference group explained

as follow:
H1: Brand status has a positive relationship with the willingness to pay premium

behaviour of career women in Ireland when buying fashion clothing

H2: Brand attitude has a positive relationship with the willingness to pay premium

behaviour of career women in Ireland when buying fashion clothing




H3: Self-concept has a positive relationship with the willingness to pay premium

behaviour of career women in Ireland when buying fashion clothing

H4: Reference group has a positive relationship with the willingness to pay

premium behaviour of career women in Ireland when buying fashion clothing

1.6 Summary of Research Methods

Primary data collection was performed through questionnaires based on survey method.
Questionnaires was then collected to identify the significance of the factors that affects
the brand in fashion clothing industry towards the buying behavior of career women in
Ireland. A five point likert scale was used to measure all the variables. The scale varies
from 1 representing strongly disagree, 2 representing disagree, 3 representing neutral,
4 representing agree and 5 representing strongly agree respectively. A total of 152

career women respondents participated in this study.

1.7 Structure of the Research

Chapter 2 reviews the applicable literature which discuss brand (brand status and brand
attitude), self-concept, reference group, willingness to pay premium, career women
and/or career women in Ireland, understanding the willingness of career women to pay
premium, fashion clothing and the involvement of career women willingness to pay a
premium and understanding brands, self-concept and reference group towards the

willingness to pay premium behaviour of career women in Ireland in fashion clothing.

Chapter 3 is the research methodology section where the collection and analysis of data
from participants is presented, followed by the discussion of ethics surrounding the data

collected, the validity and reliability of the data collected and produced.

The findings of this research is based from the research questions that will be listed and
6




discussed in chapter 4 and the analysis of the research questions will also be included
in this chapter.

Chapter 5 consists of the discussion where the findings of the primary data research
from chapter 4 will be discussed and compared to the secondary data gathered for their

similarities and differences.

The final chapter, chapter 6 consists of conclusion and recommendation that is based
on the data that has been discovered. The influences, recommendations and limitations
for this research will be clarified especially for future references especially for future
business opportunities.




Chapter 2: Literature Review

2.1 Chapter Introduction

A literature is a research which has already been executed and published (Quinlan,
2011, p. 481), and it is an evaluation of articles from professional literature or journals
and books that is related to a particular study (Cooper and Schindler, 2014, p. 94). This
chapter provides the findings of secondary research carried out the by the author of the
present thesis, which involved rigorous review of peer-reviewed journals, government
publications, and research textbooks predominantly, locating any findings relevant to
the present study. In identifying gapes, it is hoped that this chapter will provide a better
insight into the reasons for this study and highlight the need for more.

This research looks into the influences of brand status, brand attitude, self-concept and
reference group towards the willingness to pay premium of career women in Ireland
and especially in branded fashion clothing industry where there has been a growth with
a revenue of $3.7 billion in 2017 in the fashion industry in Ireland (MarketLine Industry
Profile, 2018). The growth of branded fashion clothing could be as a result from the
increase of the employment level after the economic crisis which occurred between the
year 2006 and 2007, displaying a strong increase in the Irish consumer spending. The
growth in population of Ireland and the combination of favorable age demographics
will encourage the spending of consumers in the fashion industry (MarketLine Industry
Profile, 2018).




2.2 Brand

A brand can be defined as an image where it is easy to be remembered by the public
especially when it creates a positive brand (Aaker, 1997) and usually related with a
specific image that can create a distinct connection to the minds of consumers such as
a perception of a good or service which is a reflection of consumers’ memory about the

product.

Brands do not only refer primarily to the product, but it can also refer to the surrounding
of consumption (Arvidsson, 2005). Consumers will become more attracted towards a
certain brand when they have more knowledge about the goods and services such as the
price, quality and other features, being more aware of the brand (Chakraborty, et. al.,
2017). Sakara and Alhassan (2014) mentioned that there are a few different sources and
levels of knowledge that is linked to brand and the way a consumer understands it which
includes the awareness, benefits, attributes, feelings, attitudes, images thoughts and
experience. It is also said by Chakraborty et al., (2017) that ‘a brand is built over time

and people use brands to categorize their choices’.

Brands represents a significant tool which communicates marketing strategies and the
positioning of brand to consumers and business markets (Ghauri and Cateora, 2010). A
brand functions as a platform for action as mentioned by (Arvidsson, 2005), enabling
production of certain immaterial use-values making the brand to become ubiquitous.
Brands become more valuable as it signifies one of the most valuable intangible asset
of an organisation is the brand and consumers see brands as something that can assist
them in simplifying choices, provide a promising feeling as brand is perceived to have

a certain quality level, reduce risk and gain trust (Keller and Lehmann, 2006).

2.2.1 Brand Status

Brand status as defined by O’Cass and Frost (2002) is how consumers interpret a

brand’s quality, price, prestige and its ability to act as a status or success symbol.
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O’Shaughnessy and O’Shaughnessy (2002) states that a brand status is perceived by
consumers which depends on the life experiences, knowledge and awareness that they
have regarding a particular brand. Brand status is significant in purchase decision
especially when consumers are more concerned regarding the brand’s association with

its prestige and symbolism (Kao, 2015).

Brand status can be perceived by consumers in various criteria such as its history,
awareness, exclusiveness (Kirmani et. al., 1999), pricing, technical superiority and its
aesthetics (Vigneron and Johnson, 2004). It is important for marketers to study and
understand a brand’s status as the functionality and symbolic meaning that meets their
physical or psychological needs is what assist in them to make a purchase decision
(Kao, 2015). Del Rio et al., (2001) also mentioned that a brand status is the predicted
item of the symbolic goods embedded within the brand or brand name. Therefore,
organization will have to strengthen their brand status position towards the minds of
consumers so that it could compete with other competitors with an established brand

status and compete in terms of ranking from low to high (O’cass and McEwen, 2004).

2.2.2 Brand Attitude

Brand attitude is defined as an individual’s overall evaluation of a brand (Mitchell and
Olson, 1981). An attitude towards a brand represent a significant component in valuing
a brand’s equity (Liu, et. al., 2011). The attitude towards a particular brand depends on
the consumer’s perception and Shrimp (2010) mentioned that brand attitude has been
discussed whether it represents a reliable predictor of a consumers’ behaviour towards
brands. When a brand becomes an important part of a consumer’s life, this will most
probably build a favourable and positive attitude towards a particular brand especially
when there is a higher level of involvement because it is likely that the attitude a
consumer has towards a brand will be positive (Magnussen, 2008). A brand that
possesses a strong personality in terms of attitude that is consistent with what
consumers imagine it to be, this creates a greater preference towards a brand from

consumers (Rio, et. al., 2001).
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2.3 Self-concept

It is explained by Phau and Lo (2004) that self-concept is about the thoughts and
feelings that an individual experience solely. It is based on an individual’s self-
determination and interdependence where it involves the thoughts, feelings and
behaviour that are not considered by others but oneself. According to Shukla (2010)
factors such as self-concept, self-image and product image that shows an interactive
effect between consumers is being expressed where individuals are able to display their
wealth through expenses and achievement. Self-concept mostly consist of the value that
a person views themselves as which is known as self-esteem where else self-image is
the perception that one has towards what they themselves are like (Runyan, 1988). The
existence of self-concept has made marketers to become interested and are focused into
this direction to further recognize self-concept because consumers purchasing decision
towards product and brands are based on their self-image as it could enhance their own
self-image. Mowen and Minor (2000) states that marketers should consider self-concept

as an influence because it forms a fragment towards an individual’s personality.

2.4 Reference Group

A reference group consist of a person or group of people that is able to influence the
behaviour of an individual (Bearden and Etzel, 1982). Consumers especially the
socialize to attain knowledge, skills and attitudes that are relevant to their execution as
consumers (Zeb, et al., 2011). Through the process of socialising, parental influence
represents one of the most important reference group because parents are the one that
provides confidence in developing skills to select and interpret the knowledge of a
particular product. Moreover, past research has established that celebrities also play an
important role for an individual because of their credibility and trustworthiness
especially as endorsers. Many individuals have at least one celebrity that they idolise
and wishes to look or even be like them, which may result in purchasing and wanting
to have what the celebrity have. Siblings and friends are also known to be a part of the

reference group which may influence an individual as they are role models for each
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other and this sometimes create peer comparison which result in an individual to be
influence (Zeb, et. al., 2011).

2.5 Willingness to Pay Premium

The willingness to pay a premium is defined by Netemeyer et al., (2004) as being
prepared to pay more for a certain service brand compared to another similar brands. Li
et al., (2012) states that the willingness to pay a premium price for products or services
reflects on a consumer purchasing intentions. Premium price can be explained as a
relatively higher price of products and services as compared to another similar product
and service (Farris, et. al., 2010). The perceived brand uniqueness, quality and value
cost signifies a direct antecedent towards the willingness of consumers to pay a
premium price for a particular brand (Netemeyer, et. al., 2004). Most consumers expect
that the higher the quality of a product or service is, the higher they will have to pay for

as the price will be more expensive (Farris, et al., 2010).

It is important for marketers to understand the mechanism and drivers towards
consumers’ willingness to pay premium for one brand which they prefer to other
alternatives especially in today’s competitive service sector that is increasing
tremendously (Ligas and Chaidhuru, 2012). Organisation should take the matter of
willingness to pay premium behaviour of consumers seriously as they are the ones that
will have the purchase intensions which could lead to a higher profitability and sustain
a competitive advantage (Casidy and Wymer, 2016). Previous research had explained
that the willingness to pay premium results in the effective of brand management as it
considers a brands ability to command a higher price as compared to its competitors
(De Chernatony and Segal-Horn, 2003) and again, Davcik et al. (2015) states that the
willingness to pay premium is being perceived by consumers as the value and quality

the a brand possess and that the higher the price will reflect in a better quality.
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2.6 Career Women and/ or Career Women in Ireland

There has been a change in the role of women as there is an increase of working women
in the work force leading towards a major demographic trend (Bartos, 1977). The
shifting of cultural change occurred because women worldwide were becoming more
educated and discovering greater opportunities especially knowing that they are able to

be more independent in many ways (Ball, 2015).

The legal age for a female in Ireland to be able to work a regular full-time job according
to the Protection of Young Persons (Employment) Act 1996, is that one must be above
16 years of age (irishstatutebook.ie, 2019). The working role is now more open to the
women in today’s society as a result from the cultural change as compared to the days
back then where careers was once exclusively men-oriented (Guha, 2013). According
to Bartos (1977), once these women have achieved something professionally such as
education, they obtain a career life for their own satisfaction or simply just to help their
family to maintain a better standard of life.

Sandy who was interviewed by Forbes (2013) stated that even though she has become
a mother and having to wake up at 6am in the morning for diaper change and feeding,
it did not stop her from doing her best at her work place as a career women. It was to a
point where she said she could become the next Marissa Mayer and also states that
‘success is getting what you want and happiness is wanting what you get’. Furthermore,
it was mentioned by a recent study, presented to the American Sociological Association
that mothers who returns to work within weeks prior to giving birth are less depress and
more energetic as compared to those who stays at home for months under maternity
leave (Forbes, 2013).

The strong outflowing number of employed women had recently contributed to the

rapid economic growth in Ireland (Russell, et. al., 2007) and Ireland has witnessed

major changes from the size of the workforce to the composition within the past decade.

Ireland is ranked at the 9" position as the country that represents the most gender-equal

country and there is an improvement in closing the gender gap based on the income

(WEF, 2018). It is said that many of the women in Ireland have been able to achieve
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the status of being a career women as there has been an increase in percentage of career
women within the past years. (cso.ie, 2018). More women than ever before are now
able to feel the experience of professional success (Forbes, 2013).

2.7 Understanding the Willingness of Career Women to Pay Premium

The buying behaviour of every individual or group is different from one another. It is
also presumed that there is also a certain characteristics in the buying behaviour of
career women. Babhtia et al., (2014), mentioned that middleclass working women are
the gatekeepers and ones making the decision in major purchases as they are now more
educated with high literacy. ‘Women today are financially independent’ creating a
stronger impact in decision making (Manchanda, 2012) which also guides them into the
willingness to pay premium because of having the financial independency. In addition,
Bartos (1977) stated that a working woman are more likely to have saving accounts,
regular checking accounts and credit cards as compared to non-working housewives
which could prove towards the willingness to pay a premium behaviour of career
women to be different from housewives. Career women are prone to indulge themselves
on branded items as they are more independent financially from the result of the
growing number of women being employed. A career-oriented working women
dominates the financial activities with an addition of having investments. Having
purchasing power, the will to purchase and financial independence make career women
more vulnerable to spending (Manchanda, 2012) and attain the behaviour of willingness

to pay more for a product or service.

Women shop, purchase and spend as a delightful activity (Faber, et. al., 1987), leisure,
(Elliot, 1994) and relaxation (Campbell, 2000). Manchanda (2012) suggested that
marketers should aim at career women because they have autonomy in terms of decision
making when making a purchase. Working women are prone into compulsive
purchasing behavior due to the independency and income level that they attain (Mick,
et al., 2004). The multiple roles that a working women has does not only influence their

own buying behavior, but also the buying behavior of their family members (Bartos,
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1977). According to Machandra (2012), physical and social appearance consciousness
is one of the many reason that women shop and also a way to pamper themselves.
Furthermore, Elliot (1994) stated that women shop to self-express and enhance their
self-image (Dittmar and Drury, 2000). The income level, social class and lifestyles will
have an impact towards the buying behavior of the female consumers (Chander and
Raza, 2015).

2.8 Fashion Clothing and the Involvement of Career Women Willingness to

Pay a Premium

‘Fashion lifestyles is an important characteristic of consumers’ and it represents an
important variable as it assists in predicting the shopping behaviour of consumers for
brands (Ko, et. al., 2007). It has been identified that there are six dimensions of fashion
lifestyles in the female apparel market in the US by Kim and Lee (2000) and these
dimensions includes price, fashion and time consciousness, information seeking, self-

confidence and attitude towards local stores (L1, et. al., 2012).

The fashion industry in Ireland is growing vastly and with the high demand as stated
by Fumi et al., (2013) the phenomena of shelf-out-of-stock must be avoided by retailers.
Fashion industry includes clothing, footwear and other accessories like cosmetics and
even furnishing (Bohdanowicz and Clamp, 1994). Its high value sector supports a
substantial number of economies and individual incomes around the world (De Felice
and Petrillo, 2013) also resulting in the fashion industry to become highly competitive
(Bhardwaj and Fairhurst, 2009). Women’s wear segment made a revenue of $2.2 billion
in the year 2017, making it the industry that provided the most profit which further
explains that the clothing industry is in demand and it is the largest segment of apparel

retail industry in Ireland (MarketLine Industry Profile, 2018).

Deliberating that the behaviour of career women varies, it applies the same towards the
fashion clothing industry. Even though proven that the number of purchases in the

fashion clothing industry is increasing, marketers should be aware that the fashion sense
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in a career woman differs from other. This is because they have a certain dress code,
status which needs to be portrayed. From an interview, Kerpen stated that what a person
wear should not affect how it feels at work, but it actually does affect and appearance
is very important because it does not only project what other perceive of us but also
about how we perceive ourselves, being able to look and feel confident (Forbes, 2017).

2.10 Understanding Brands, Self-concept and Reference Group towards the
Willingness to Pay Premium of Career Women in lIreland in Fashion
Clothing

Brands, self-concept and reference group influences the fashion industry and because
of this, the competitive level is rising resulting in the establishment of a stronger brand
image by many organisations (Anggraeni and Rachmanita, 2015). Escalas and Bettman
(2005) mentioned that having a brand in the fashion industry will have its own symbolic
meaning which is compared to other product categories and this may result in
consumers being able to pay more for that particular product or brand. The desire to
possess certain brands to achieve status and self-fulfillment is one type of behavior that
a career woman develop (O’Cass and Siahtiri, 2013). Particularly the brands of fashion
strongly influence the consumer’s lifestyle (McColl and Moore, 2011) as these working
women are more fashion conscious, constantly following the trend and being up-to-date
with the fashion (Casidy, 2012). According to Vieira (2009), it was found that the
fashion clothing involvement was related highly to personal characteristics which in
turn influences a consumer confidence in making decision in their purchase and even
for some, being motivated to pay more for fashion clothing. Stall-Meadown and Davey
(2015) has mentioned how important it is to understand the various consumer behaviour

as price premium has proven to be an important factor in the fashion industry.

According to Malik, et al., (2013), the buying behavior of a female consumer is greatly
and positively affected by the brand status, brand attitude, self-concept and the opinion
of others. However, this research focus on the willingness to pay premium as the

behaviour where the research believe that consumers are driven and are motivated to
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pay more for a particular product or service based on the brands, self-concept and
reference group especially for career women in Ireland in fashion clothing. O’Cass and
Choy, (2008) states that the perception of a brand status could influence the consumer’s
attitude. Brand status consumption is a motivational process that an individual try to
improve and achieve to be able to show their social standing (O’Cass and Frost, 2002).
Those who are highly materialistic and are status conscious will be more involved,
putting in more effort for the branded item (Zeb, et. al., 2011).

A brand attitude on the other hand can be perceived as a positive or negative
predisposition towards a particular brand and if a certain brand provides a positive
attitude towards a consumer, there is a higher possibility that the particular brand will
be liked by the consumer as stated by (Chang and Thorson, 2004; Escalas, 2004). A
brand that has been assessed by consumers that developed a positive reaction may
become attached and an important part in their lives which mostly creates a favourable
attitude towards a brand (O’Cass and Choy, 2008). When there is a favourable
attachment and commitment (Riaz, 2015) it creates a behaviour where one is willing to
pay a premium towards that particular brand. The willingness to pay a premium can be
understood as the consumer’s acceptance of paying extra for a particular brand in
additional of its utilitarian value (O’Cass and Choy, 2008). Some researchers had found
out that consumers are willing to pay more for the symbolic of a brand or a brand with
a symbolic value where symbolic value is defined as the benefits that consumers receive
or obtain through the possession or consumption of a branded product (O’Cass and
Choy, 2008).

A past research has mentioned that consumers are willing to pay extra because of a
particular brand which has a symbolic meaning and value (Wu, et. al., 2006). The
willingness to pay premium towards a specific fashion clothing brand is definitely
affected by the status of a brand (O’Cass and Choy, 2008) and as stated by Manchanda,
(2012) that career women are financially independent. Therefore, this will result in the
capability of a career women to willingly pay more for branded fashion clothing as it
assists them with the multiple roles that they portray (Bartos, 1977). Bruce and Kratz

(2007) mentioned that consumers in China are becoming more brand aware and are
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willing to invest more in fashion brands. Although this study does not refer to
consumers in China, this proves that proves that consumers are becoming more brand

conscious.

Furthermore, owning branded fashion clothing will enhance the self-image of a career
women (Elliot, 1994). Self-concept influences the buying behaviour of female
consumers and especially within career women because to them, the physical and social
appearance is very important as there is a certain standard that they feel they need to
fulfill and that is why they purchase (Machandra, 2012) and to some extend they feel
that it is worth to spend more to achieve self-concept. Women is said to be more
involved in fashion clothing as compared to men and it is highly related with the status
of a brand or the symbolic value that it carries because it acts as self-expression
(Michaelidou and Dibb, 2006), self-identity, provides satisfaction and augment their
self-image (Khare, et. al., 2012). Based from a past study, Li et al., (2012) discussed
that luxury brands may expose social and emotional meanings in which consumers
could seem more successful, sophisticated and be respected when they wear luxury

fashion brands resulting in consumers being more inclined to pay extra.

The influence of others surrounding a career woman such as family, friends, celebrities
and especially colleagues could be a result in the behaviour to spend more. There is a
high possibility that consumers are influenced by others when making a decision to
purchase branded fashion clothes. They could also be influenced by others when
purchasing fashion clothing because they want to ‘blend-in’, seeking conformity in
social group (Khare, et. al., 2012) and assisting in improving their social image
(Phamphongsant and Mandhachitara, 2008).

The opportunity of sales of branded fashion clothing will be higher because women in
Ireland can be employed as early as 16 years of age, allowing them to be financially
independent and establish the behaviour of willing to pay a premium in fashion clothing
at a very young age. Istudor and Pelau, (2014) states that those who spend more than
initially planned are the younger people. It is very important for a brand to concentrate

on their customers and focusing on career women as they will become the potential
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market. Stall-Meadows and Davey (2015) has mentioned how important it is to
understand the various consumer behaviour as price premium has proven to be an
important factor. In other words, consumers are considering paying a premium towards
a particular product or service due to influence of brands where in this research will

study the brand status and brand attitude, self-concept and reference group.

2.9a Literature Review Conclusion

It can be concluded that there are differences in the buying behaviour of a consumer
but as the study focuses on the buying behaviour of career women the behaviour is more
or less the same as they are catagorised in the same group with a certain level of
similarities. An increase of career women in Ireland will have an impact in their buying
behaviour towards branded fashion clothing especially the willingness to pay premium.
Marketers will constantly have to be conscious with this particular behaviour as it is not
always necessary to put a higher price towards a product or service that won’t be able
to provide what career women perceive in the willingness to pay premium. Marketers
will have to make sure that when fashion clothing are at a higher price, career women
in Ireland are willing to pay more as it is able to provide and satisfy their wants and
needs where brand status, brand attitude, self-concept and reference group are
associated with. The hypothesis for this research is also mentioned where all the
hypothesis including brand status, brand attitude, self-concept and reference group
leads to a positive relationship towards the willingness to pay premium of career women

in Ireland in fashion clothing.
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Chapter 3: Research Methodology

3.1 Chapter Introduction

Chapter 3 will discuss the research methods that could be used when conducting a
research which may include publication research, surveys, interviews and other
research techniques provided with information from the past or present (Kumar, 2019).
This chapter is where the researcher will explore, to be able to achieve the objectives
which is to determine the relationship of brand status and the willingness to pay
premium behaviour of career women in lIreland in fashion clothing, determine the
relationship of brand attitude and the willingness to pay premium behaviour of career
women in Ireland in fashion clothing, determine the relationship of self-concept and the
willingness to pay premium behaviour of career women in Ireland in fashion clothing
and to determine the relationship of reference group and the willingness to pay premium
behaviour of career women in Ireland in fashion clothing. ‘The knowledge of research
methodology provides you with the techniques to find answers to your research

questions’ (Kumar, 2019).

3.2 Research Design

Research design indicates the blueprint or framework during the process of executing
a research paper. It displays the measures that are necessary for obtaining information
needed to organise or solve the problems of a research. A research design represents a
plan of action where it could be carried out to identify the procedures for data collection,
measurement and analysis (Cooper and Schindler, 2014, p. 82). According to McGahie
et al., (2001), a research design has three main purpose which includes (1) to provide
answers to research questions for better decision making, (2) to provide a guideline for
piloting a study using scheduled and deliberate approach that (3) organizes qualitative
observation and explain or controls quantitative variation.
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Figure 3.2 Research Onion (Saunders et. al., 2016 p. 124)

A research design can be developed with the help and understanding of a research
philosophy where it consist of the ‘research onion’ as shown in Figure 3.2, assisting in
figuring out which of the five management philosophy will be applied in a research

study.

Saunders et al., (2016) explains a research philosophy as a ‘system of beliefs and
assumptions about the development of knowledge’. Throughout the process of
completing the research study, one will continuously have assumptions at every stage
that will establish a research philosophy credible enough to allow the researcher to
distinguish the methodological choice, research strategy, data collection techniques and

analysis procedures.

A positivism philosophy best describes this research study compared to the other
philosophies such as critical realism, interpretivism, postmodernism and pragmatism

because as Saunders et al., (2016) had explained, positivism is a philosophy which
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associates natural science or scientific method and the observable social reality
(realism) to create a law-like generalization that assures a definite and accurate
knowledge which is what this research is regarding. Positivism is to obtain pure data
and facts that is not influenced by bias or human interpretation that provides a
hypothetical explanation and can be tested and confirmed based on the theory that
already exist. However, some positivism study may not necessarily begin with an
existing theory.

3.2.1 Quantitative Study

This study is a quantitative research paper where it is usually associated with
positivism, especially when it is being used with predetermined and highly organized
data collection techniques (Saunders, et. al., 2012). In addition, it is closely related with
an experimental and a survey research strategy where a survey research strategy is

usually carried out through questionnaire, a structured interview or observation.

Quantitative Data Qualitative Data

Based on meanings derived from numbers Based on meanings expressed

through words (spoken or

textual) and images

Collection results in numerical and Collection results in non-

standardized data standardised data requiring

classification into categories

Analysis conducted through the use of Analysis conducted through

diagrams and statistics the use of conceptualization

Table 3.2 Distinction between Quantitative and Qualitative Data (Saunders, et. al.,
2016)

A guantitative study represent the most appropriate analysis for this research rather than
a qualitative study because a quantitative approach allows the researcher to determine
the relationship of two or more variables (Tweksbury, 2009). This research consist of

objectives where the relationship of the variables such as brand status, brand attitude,
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self-concept and reference group needs to be distinguished. Therefore, a quantitative
research is much more suitable as it is based on the meanings of derived numbers, the
collection of results is in a numerical and standardized data and the analysis conducted

are through the usage of diagrams and statistics (Saunders, et. al., 2016).

3.2.1.1 Experimental and Survey Research Strategy

The purpose of an experiment research strategy was to study the possibility of a change
in an independent variable that causes a change in another, variable which is the
dependent variable. An independent variable is explained as a variable to measure its
impact on a dependent variable that is manipulated or changed, where else a dependent
variable is a variable that could change in response to changes in other variables
(Saunders, et. al., 2016). An experimental research strategy also consist of hypotheses
mentioned in 3.5. A survey research strategy was applied to obtain results that would

achieve the objective of this research.

3.3 Time Frame and Research Plan

The time frame for this research will be cross sectional study. A cross sectional study
is defined as ‘the study of a particular phenomenon at a particular time and it often
employ the survey strategy’ (Saunders et. al., 2012). This is because the data will be
collected once throughout this research. This research will take about 8 months which

is from January 2019 until August 2019 to be completed.
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STAGE DATES
Research proposal 4™ January 2019
Research plan updating 1% April
Literature review 17" April
Selecting primary research methods 20" May

Data collection (surveys) 19" June 2019
Data analysis (SPSS) 1% August 2019
Writing thesis and reporting findings 6% August 2019

Table 3.3b Grantt Chart, Time Frame (Quinlan, 2011, p. 26)

Table 3.3a Stages and Dates of Research Plan

Activity/Month

Proposal

Introduction

Research

Methodology

AMIJ|J A

pla|u|u|u

Findings and
Analysis

Conclusion

Reference

Bibliography
and Appendix

Thesis

Submission
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Based on Table 3.3a and 3.3Db, this research was very well organised as the starting date
was as early as on the 4™ of January which was the research proposal followed by the
literature review that was revised in the month of March until June that also included
the research methodology. The data collection was done on 19" June onwards and the
surveys were all collected within 3 weeks which was then followed by the findings and
analysis was done through the months of July until August. Finally, the conclusion and
finalising the thesis writing was done throughout the month of August and the thesis
was submitted on the 21% of August 2019.

3.4 Data Collection Method
3.4.1 Sampling: Research Participants

Research participants are also known as respondents who are those that are invited to
take part and have taken part in a certain study (Given, 2008). The respondents for this
research has a specific description where it consists of career women or working women
consumers in Ireland that is based on the legal act which is the Protection of Young
Persons (Employment) Act, 1996, which this research will study the career women in
Ireland between the ages of 18 until 50 years old with a sample of 150 consumers

distributed randomly in parts of Ireland.

The snowball sampling technique which is a non-probability sampling was applied for
this research study where the researcher firstly distribute the questionnaire to friends
which was then shared to their friends and colleagues who would fit the description and
are interested in participating. A snowball sampling is a non-probability sampling
method where subsequent respondents are obtained from the initial respondents that
had then distributed the information to them (Saunders et. al., 2016, p. 728) and the
researcher was able to collect a large quantity that is more effective and less time

consuming.
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The data collection was done through Internet- and intranet-mediated questionnaire
where it is distributed via emails or website (Saunders, et. al., 2012). Most of the
questionnaires were also distributed through social platforms such as Facebook (refer
to Appendix 2), Twitter (refer to Appendix 3), Linkedin (refer to Appendix 4) and
Whatsapp (refer to Appendix 5) where there was a total of 142 respondents via google
form. A total of 10 survey were distributed and collected personally to respondents who
fit the description on the streets of Dublin (refer questionnaire to Appendix 1).

At the beginning of this research, a total of 300 respondents. However, perhaps the
number of 300 respondents was too large and with time constrain and lack of support
from potential respondents, the number of respondents was reduced to 150. A total of
152 respondents was received from supportive participants which still represents an
acceptable number in this research, that result in a large amount of data collection for

an accurate result.

3.4.2 Primary Data: Survey

Data collection is the gathering and measuring of information based on the variables of
interest that usually contain numerical data or other data to answer stated research

questions and to meet the objectives of a research (Saunders, et. al., 2012).

3.4.2.1 Questionnaire Design

The primary data collection is performed through questionnaires based on survey
method that is available in the appendices as appendix 1. Questionnaires was be
collected to identify the significance of the factors that affect the brand image in fashion
clothing industry towards the buying behavior of career women in Ireland. Five point
likert scale will be used to measure all the variables. The scale varies from 1
representing strongly disagree to 5 representing strongly agree for all the questions in

the questionnaire. Most quantitative research which includes the method of collecting
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data via survey are based on questionnaires or scales (Quinlan, 2011, p. 322).

The questionnaire for this research was adopted and adapted by a recent validated study
by Zeb et al., (2011) that will have an influence towards the structure of the
questionnaire. Saunders et al., (2012) mentioned that adopting and adapting questions
is more efficient as there is a strong reference rather than developing new questions and
data collected is able to answer the research question(s) and meet the objectives. The
questionnaire in this research includes category questions and rating questions where a
five likert scale is applied. It is known that questionnaires and scales represents
gathering instruments that is very accurate and is designed to produce short accurate
responses to the questions (Quinlan, 2011, p. 336-337). Saunders et. al., (2012),
mentioned that category questions is designed in a questionnaire for respondents to
answer only in one category or choose one option that represents or is close to the
respondent. Rensis Likert developed the likert scale that is used widely by many

researchers as a measurement instrument to measure attitudes (Quinlan, 2011, p. 481).
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3.4.2.1.1 Structure of Questionnaire

Section 1

Introduction, purpose and

expectation of questionnaire

Section 2

Questions designed to
acquire demographic profile

of respondents

Section 3

Questions designed to
acquire information on

willingness to pay premium

Section 4

Questions designed to
acquire information on

brand status

Section 5

Questions designed to
acquire information on
brand attitude

Section 6

Questions designed to
acquire information on self-

concept

Section 7

Questions designed to

acquire information on

reference group

Table 3.5.1.1 Structure of Questionnaire

There are 7 section for the gquestionnaire in this research. The questionnaire for this

research can be referred to the appendices as Appendix 1. Section 1 will be an

explanation regarding the researcher, purpose and what to expect in the questionnaire.

Section 2 is the demographic section where the respondent will have to choose one

option from the multiple choices provided, that best describes the respondent. It

includes questions related to whether they are living in Ireland, their employment status,
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education level, age, annual income and marital status.

Section 3 until section 7 is where respondents will have to answer based on the ratings
from 1 to 5 on a five likert scale, where 1 represents strongly disagree followed by 2
for disagree, 3 for neutral, 4 for agree and 5 for strongly agree. Section 3 consists of
only three questions where else sections 4, until 7 consists a total of four questions.
Section 3 consists of questions that are designed to acquire information regarding the
willingness to pay premium. Section 4 consist of questions discussed on the importance
and perceptions of brand status in fashion clothing towards career women. It is hoped
that section 4 will be able to prove the importance of brand status. Section 5 on the
other hand is designed to acquire information regarding brand attitude to understand
further the perception of career women towards a particular brand based on the attitude
it exposes. The following section which is section 6 consists of questions that are
designed to obtain information regarding the self-concept. Finally, section 7 consists of

questions that are designed to obtain the information on reference group.

Section 3 are questions related to the dependent variable that is willingness to pay
premium, where else section 4 until 7 are questions related to the independent variables
such as brand status, brand attitude, self-concept and reference group respectively.
These sections of the questionnaire are associated with the hypotheses (refer to 3.5)
where section 3 and section 4 explains H1, section 3 and section 5 explains H2, section

3 and section 6 explains H3 and section 3 and section 7 explains H2 respectively.

3.4.3 Secondary Data

Secondary data collection is also performed which is accessed through articles,
journals, company records, annual reports of companies, government publications,
websites and the internet (Saunders, et. al., 2012). Cooper and Schindler (2014) define
secondary data as studies that was made by others with a purpose of their own and these
secondary data may be in the form of textbooks, encyclopedias, handbooks, magazines

and newspaper articles. Secondary data will support the collection of primary data and
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assist in further understanding and clarification of the study (Sekran and Bougie, 2013).

3.5 Hypotheses

A hypothesis is (1) a statement that can be tested which shows the association,
difference or relationship between two or more variables or (2) a proposition that can
be tested regarding the relationship between two or more concepts or events (Saunders
et. al., 2016, p. 717). It is also a prediction of a particular expected outcome that is
referred to base on an existing knowledge.

There has been a number of research done on this particular study however in other
parts of the world and not in Ireland. Most of the research resulted in branded fashion
clothing is the prime focus which influences the buying behaviour and according to
researchers, individuals that are status conscious and highly materialistic puts in more

effort in being involved to products and brands (Zeb, et. al., 2011).

Consumers who feels that they have a certain status to represent are the ones who
purchase products that are branded to satisfy their symbolic needs and Zeb et al, (2011)
suggested that the higher the brand status is, the more inclined they are to being
involved in the willingness to pay premium for branded products. Thus:

H1: Brand status has a positive relationship with the willingness to pay premium

behaviour of career women in Ireland when buying fashion clothing

A brand is able to demonstrate a certain attitude and when consumers perceive that a
particular brand is important, it will build a favourable and positive attitude towards it.
Therefore, a positive brand attitude will influence the consumer’s involvement in
purchasing branded fashion clothing. Thus:

H2: Brand attitude has a positive relationship with the willingness to pay premium

behaviour of career women in Ireland when buying fashion clothing

Consumers are being influenced by the representation of their self- image and the image

they wish show to others (Zeb, et. al., 2011) which leads to the willingness to pay
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premium. Factors such as self-concept is an essential factor that is able to influence the
purchasing behaviour (Shukla, 2010) especially in the involvement of branded fashion
clothing. Thus:

H3: Self-concept has a positive relationship with the willingness to pay premium

behaviour of career women in Ireland when buying fashion clothing

It is suggested that the more a particular reference group is involved, it will result in a
higher branded fashion clothing adoption (Zeb, et. al., 2011) and that his will trigger a
consumer into wanting to purchase and willing to spend more as they are being
influenced. Thus:

H4: Reference group has a positive relationship with the willingness to pay

premium behaviour of career women in Ireland when buying fashion clothing

3.6 Data Analysis

Data collected and gathered from the questionnaire distributed is analysed via Statistical
Package for the Social Sciences (SPSS) IBM software (refer to Appendix 6). However,
the data was firstly gathered in an excel sheet spread (refer to Appendix 7) manually

before converting it into SPSS. This step was prepared to avoid inaccuracy.

The questionnaire is divided into several sections which includes introduction,
demographics and ranking questions based on willingness to pay premium, brand
status, brand attitude, self-concept and reference groups. The distribution of
questionnaires was done with the expectation to provide answers to the research. Since
the questionnaire consists of category and rating questions, it was able to obtain a
quantitative data which will be able to assist in determining the answers to the objective
of this research which is to: (1) to determine the relationship between brand status and
the willingness to pay premium behaviour of career women in Ireland in fashion
clothing, (2) to determine the relationship between brand attitude and the willingness
to pay premium behaviour of career women in Ireland in fashion clothing, (3) to

determine the relationship between self-concept and the willingness to pay premium
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behaviour of career women in Ireland in fashion clothing and (4) to determine the
relationship between reference group and the willingness to pay premium behaviour of
career women in Ireland in fashion clothing. Most of the analysed data was calculated
in percentage form and are measured to identify the impact of brand status, brand
attitude, self-concept and reference groups towards the willingness to pay premium
behavior of career women and the involvement in branded fashion clothing in Ireland.
A statistical data will also allow the recognition of patterns in the willingness to pay

premium behavior of career women.

3.6.1 Validity and Reliability Analysis

A questionnaire must be valid as this will allow accuracy in the data accumulated that
measures the concept interested in this research, where else a reliable questionnaire will

allow a consistency in the data gathered (Saunders, et. al., 2012).

Validity is defined as the relation to how truthful, reasonable, logical, meaningful,
robust, sound and useful a research is (Quinlan, 2011, p. 42). It also the degree where
data collection or methods is able to precisely measure what it is intended to measure
(Saunders, et al., 2012).

The questionnaire used in this research is adopted and adapted from a past research,
‘The Influence of Brands towards the Buying Behaviour of Female Consumers’ by Zeb
et al, (2011), proving that the questions in the questionnaires are valid and reliable. The
questionnaire in this research has also been approved to be valid and reliable by the
supervisor after a few adjustments and amendments made from feedbacks received
from a few participants and the supervisor. There were however some questions from
the research done by Zeb et al, (2011) where the researcher for this research had to
remove completely as it felt that the questions were unnecessary and would not be able

to provide much accuracy in the result for this research.
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3.6.1.1 Cronbach’s Alpha Reliability Test

Cronbach’s Alpha is generally applied to evaluate the consistency of responses to a set
of questions that are combined as a scale to measure a particular concept. The value
between 0 and 1 presents the alpha coefficient that consists in Cronbach’s Alpha.
(Saunders, et. al., 2016) where the higher the reliability, the higher and stronger the
result will be (Hinton et al., 2004).

Alpha Coefficient Range Strength of Associations
0.50 and below Low Reliability
0.50t0 0.70 Moderate Reliability
0.80t0 0.90 High Reliability
0.90 and above Excellent Reliability

Table 3.6.2.1 Hinton et. al., (2004) Reliability Scale

The table above shows the reliability scale presented by Hinton et al, (2004) that will
be referred to on for this research for the dependent and independent variable strength
of reliability. Table 3.6.2.1 explains that a reading of Cronbach’s Alpha coefficient of
0.50 and below indicates that the strength of reliability is low. A reading between 0.50
until 0.70 indicates a strength of moderate reliability which is then followed by a
reading of 0.80 until 0.90 that indicates a strength of high reliability. The highest
strength that is known as an excellent reliability is represented by a reading of 0.90 and

above.

3.6.2 Descriptive Analysis

Descriptive analysis allows the researcher to describe and compare variables
numerically that leads to a choice of statistics from the research question(s) and
objectives. The statistics describing a variable should focus on two aspects which

includes (1) the central tendency and (2) the dispersion (Saunder et. al., 2007, p. 527).
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Descriptive Statistics

Measures of central tendency

The mean The mode is the most commonly occurring value in a range of values
The mode The mode is the most commonly occurring value in a range of values
The median | The median is the middle value of a range of values

Measures of dispersion

The range The range is the minimum and maximum value in a range of data.
The The interquartile range (IQR) is a robust measure of sample dispersion. It
interquartile | eliminates outliers by focusing on the difference between the first and third
range (IQR) | quartiles. Outliers are extreme measures that skew a distribution

The standard deviation measure the speed of data about the mean. It is used
The to compare sets of data that have the same mean but a different range of data.
standard The standard deviation is calculated as the square root of the variance.
deviation Variance in a data set is the extent to which the values in the data set differ

from the mean.

Proportions

Proportions are a type of ratio in which the denominator is the total number

of cases

Frequency

distributions

A frequency distribution condenses information into a simple format which

will allow the reader to picture the way in which the variable is distributed.

Table 3.6.3 A Summary of Descriptive Statistics (Saunders et. al., 2007)

The central tendency is when a data is described for both samples and populations

quantitatively which usually provides the general impression of values that could be

perceived as common, middling or average and is then discussed. There are three

method to measure the central tendency which includes: (1) value that occurs most

frequently (mode), (2) middle value or mid-point after the data have been ranked

(median), and (3) value, often known as the average that includes all data values in its
calculation (mean) (Saunders, et. al., 2016, p. 528-529).

Dispersion can be described as: (1) the difference within the middle 50 per cent of

values (inter-quartile range range) and (2) the extent to which values differ from the

mean (standard deviation) (Saunders, et. al., 2016, p. 531).

In this research, the descriptive analysis is being applied for willingness to pay
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premium, brand status, brand attitude, self-concept and reference group. Section 1 is
the demographic section where the analysis used is frequency analysis and enables the
researcher to acquire the percentage of respondents living in Ireland, employment
status, education level, age, annual income and marital status can be found from the set
of questionnaire in section 1. As for section 2 until section 6, the central tendency and
dispersion is measured by mean and standard deviation of every variable which
includes willingness to pay premium, brand status, brand attitude, self-concept and
reference group. Descriptive analysis for this research is applied to firstly achieve the
research objective where it had assessed the current level of willingness to

pay premium.

3.6.3 Correlation Analysis

A correlation analysis enables the researcher to quantify the strength of the linear
relationship between two ranked or numerical variables (Saunders, et. al., 2016).
Furthermore, correlation analysis is applied when the researcher wishes to initiate the

possibilities of connections between variables (Malholtra, 2010).

3.6.3.1 Pearson Correlation Analysis

Pearson Correlation (r) analysis was used for this research as it can identify how the

variables relate to one another (Saunders, et. al., 2016).

The strength of a linear relationship can take on any value between +1 and -1. The
direction of relationship is determined by a (+) or (-) sign. In Pearson Correlation (r)
testing, a value of r(+1) signifies a perfect positive correlation where it explains that
two variables are specifically related and as one of the variable values increase, the
value of the other variable will also increase. Moreover, a value of r(-1) signifies a

perfect negative correlation which means that the two variables are specifically related
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but if values of one variable increase, the value of the other variable will decrease.
Correlation coefficients between +1 and -1 represent weaker positive and negative
correlation, a value of 0 meaning the variables are perfectly independent (Saunders, et.
al., 2017). Also, if the result is 0, this indicates that there is no relationship between the
two variables as mentioned by Malholtra (2010).

The significance level for a Pearson Correlation testing is at 0.001 or 99% of the
confidence level. If the significant value (p-value) is less than 0.01, the hypothesis will
accepted (Malholtra, 2010). This can further be explained by the Saunders e al, (2016)

where:

P-value < 0.001, there is significant relationship and the hypothesis is accepted

P-value > 0.001, there is no significant relationship and the hypothesis is rejected

3.6.4 Multiple Regression Analysis

Multiple regression analysis is to recognize the relationship between dependent variable
and two or more independent variables. This method is applied when there is more than
one independent variables that is used to explain the variance in the dependent variable
(Sekaran, 2013). Multiple regression will assist in achieving the objectives of this
research which is to (1) determine the relationship between brand status and the
willingness to pay premium behaviour of career women in Ireland in fashion clothing,
(2) determine the relationship between brand attitude and the willingness to pay
premium behaviour of career women in Ireland in fashion clothing, (3) determine the
relationship between self-concept and the willingness to pay premium behaviour of
career women in Ireland in fashion clothing and (4) determine the relationship between
reference group and the willingness to pay premium behaviour of career women in

Ireland in fashion clothing.
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According to Saunders et al, (2016), to calculate the multiple regression coefficient, it
is best to use the statistical analysis software where it will automatically calculate the
significance where the reading are as follows:

If the significant value (p-value) < 0.005, this shows that there is a relationship

If the significant value (p-value) > 0.005, this shows that there is no relationship

The coefficient of determination (r?) and coefficient of multiple determination (R?) can
both take on any value between 0 and +1. It is used to measure the degree of linear
correlation variable that exists in regression analysis. A multiple regression analysis is
applied for this research as it consists the calculation of a coefficient of multiple
determination and regression equation which uses two or more independent variables
(Saunders et. al., 2016). The higher the value of R? which is between 0 and +1, the more
reliable and beneficial it is as it has a better variance in which a higher degree of

dependent variable is being explained by the independent variable.

The next multiple regression analysis is the ANOVA and is being applied in this
research as a hypotheses testing to discover if the means between the two or more
groups has a difference. ANOVA analyse the variance by comparing the means from
the range of data values between and within groups of data. The F statistic or ratio
signifies these differences and if it display a probability of less than 0.05, it is known
to be statistically significant (Saunders et. al., 2016, p. 544). In this study, the researcher
use ANOVA to identify the significant level between the independent variables and

also the impact on willingness to pay premium.

3.7 Ethics

An ethical guideline and procedure will be followed by the ethical standards of National

College of Ireland as there is the involvement of human participants. Saunders et al,

(2012) discussed ethics as the criteria of behavior that guides the researcher to the rights

of those who become the subject or are involved with when conducting a research. All
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the participants in the questionnaire are above the age of 18 years old and they will be
verified as a career women before participating in the questionnaire. It is hoped that
most of the participants purchase branded fashion clothing and are living in Ireland as
this will be determined by a question in the questionnaire. Furthermore, if the
participants do purchase branded fashion clothing and are living in Ireland, the findings
of this research will become beneficial to them. The safety aspects will be discussed
firstly to the respondents as it concerns them because it deals with public and that the
participants are not from vulnerable groups such as children or young adults with a
diminished mental capacity. Saunders et al, (2012) stated that no harm, pain, stress or
embarrassment must be caused during the collection and usage of date.

Although the gquestions may be personal to a number of the participants, they will be
assured that the data collected and stored from the questionnaire are in a secure manner
and that their participation is anonymous. Participation in this research will be voluntary
and they will be able to retreat from this research at any time. The findings of this
research will also be available to the participants via email upon request once the thesis

is finalised, corrected and graded (Saunders, et. al., 2012).

3.8 Methodology Conclusion

Chapter 3 discuss upon the consideration of a number of qualitative and quantitative
research methods based on the retrieval of information that is relevant to this study. It
is then decided that this study will have a quantitative approach where data is collected
via distribution of questionnaires. The multiple adjustments and amendments made
before finalising the questions assisted in the structure of the questionnaire to be clearer
for the participants. Furthermore, the target population, sampling techniques and data
collection has also been discussed in this chapter. The issues related with the data
analytics, ethics, validity and reliability was also discussed, assisting in providing

justification in the chosen research methodology.
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Chapter 4. Research Findings and Analysis

4.1 Introduction

Research findings represent the results that is obtained from the research and is
analysed where in this research, the findings from the questionnaire were
analysed by using SPSS. This chapter is where the researcher explains further
regarding the demographic of the respondent, reliability analysis of the variables,
the correlation between the buying behaviour of career women in Ireland and the
influences of brands especially in fashion clothing. Furthermore, re-evaluation
through item elimination procedure may occur to certain variables that are found
to attain lower strength with the purpose of providing a higher reliability of the

characteristics of each scale, their individual distributions and shape.

4.2 Demographic Profiles of the Respondent

The first section of the questionnaire consist of the demographic profile of the
respondent which included the place they live in, employment status, education level,
age, annual income and marital status. For this research, a total of 152 participants
responded to this survey and therefore, (n=152). The demographic of the respondents
are demonstrated in ‘Table 4.2.1° until ‘Table 4.2.6’ below with pie charts which

presents the percentage and frequency of the observation.
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Demographic

Research Sample (n=152)

Variables Frequency Percentage (%)
Living in Ireland

Yes 135 88.8
No 17 11.2
Employment Status

<20hrs/week 14 9.2
20-30hrs/week 25 16.4
>30hrs/week 96 63.2
Unemployed 13 8.6
Self-employed 4 2.6
Level of Education

None

Primary/Secondary 4 2.6
3rd Level Education 64 42.1
Postgraduate/Masters 84 55.3
Age

18-29 96 63.2
30-40 43 28.3
41-50 13 8.6
Annual Income

< €20,000 47 30.9
€20,000-€30,000 29 19.1
€30,000-€40,000 22 14.5
€40,000-€50,000 20 13.2
€50,000-€70,000 18 11.8
> €70,000 16 10.5
Marital Status

Single 67 44.1
In a Relationship 35 23
Married 49 32.2
Seperated/Divorce 1 0.7

Table 4.2 Summarised of Respondents’ Demographic Profile

40




4.2.1 Respondent living in Ireland

Living in Ireland

Valid Cumulative
Frequency Percent Percent Percent
Valid Yes 135 88.8 88.8 88.8
No 17 11.2 11.2 100.0
Total 152 100.0 100.0

Table 4.2.1 Table of Respondents’ Living in Ireland

LIVING IN IRELAND

H Yes

H No

Figure 4.2.1 Pie Chart of Respondents’ Living in Ireland

This research focus on the career women that are living in Ireland which is the reason
as to why the respond of ‘yes’ obtained the highest percentage which is at 89%.
However, there were some respondents which had participated and states that they do
not live in Ireland. This small percentage of participants who do not live in Ireland
would not have much effect on this research and will be explained further in

limitation.
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4.2.2 Employment Status of Respondent

Employment
Valid Cumulative
Frequency Percent Percent Percent
Valid Employed <20hr/week 14 9.2 9.2 9.2

Employed 20- 25 16.4 16.4 25.7
30hr/week

Employed >30hr/week 96 63.2 63.2 88.8
Unemployed 13 8.6 8.6 97.4
Self-employed 4 2.6 2.6 100.0
Total 152 100.0 100.0

Table 4.2.2 Table of Respondents’ Employment Status

EMPLOYMENT STATUS

B Employed <20hr/week
W Employed 20-30hr/week
B Employed >30hr/week
B Unemployed

B Self-employed

Figure 4.2.2 Pie Chart of Respondents’ Employment Status

The findings for employment status shows that the highest percentage of career women
in Ireland based on the respondent participated are employed with more than 30 hours
per week with a percentage of 63%. This is then followed by those who are employed
20 to 30 hours with a percentage of 16% and a same percentage of 9% for those who
work less than 20 hours per week and unemployed. There is a small percentage of 3%
of respondent participated who are self-employed.

42




4.2.3 Education Level of Respondent

Education
Valid Cumulative
Frequency Percent Percent Percent

Valid Primary/Secondary 4 2.6 2.6 2.6

3rd Level 64 42.1 42.1 44,7

Postgraduate/Master 84 55.3 55.3 100.0

S

Total 152 100.0 100.0

Table 4.2.3 Table of Respondents’ Education Level:

EDUCATION LEVEL

M Primary/Secondary

H 3rd Level

B Postgraduate/Masters

Figure 4.2.3 Pie Chart of Respondents’ Education Level

Table 4.2.3 and pie chart 4.2.3 above shows that most of the respondent have obtained
an education level of postgraduate or master’s degree with the highest percentage of
55% followed by a 3 level of education with a percentage of 42% and an education

level of primary or secondary with a percentage of 3%.
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4.2.4 Age of Respondent

Age
Valid Cumulative
Frequency Percent Percent Percent
Valid 18-29 96 63.2 63.2 63.2
30-40 43 28.3 28.3 91.4
41-50 13 8.6 8.6 100.0
Total 152 100.0 100.0

Table 4.2.4 Table of Respondents’ Age

AGE

m18-29

W 30-40

m41-50

Figure 4.2.4 Pie Chart of Respondents’ Age

Table 4.2.4 and Figure 4.2.4 above shows the frequency and the percentage of the
respondents’ age that are between 18 until 50 years of age. The highest percentage of
career women that contributed to this research are those between the ages of 18 until
29 with a percentage of 63%. This is followed by career women who are between the
ages of 30 to 40 with a percentage of 28%. The lowest percentage are career women

who are between the ages of 41 to 50 with a contribution of 9% to this research.
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4.2.5 Annual Income of Respondent

Annual Income

Valid Cumulative
Frequency Percent Percent Percent
Valid <20k 47 30.9 30.9 30.9
20-30k 29 19.1 19.1 50.0
30-40k 22 14.5 14.5 64.5
40-50k 20 13.2 13.2 77.6
50-70k 18 11.8 11.8 89.5
>70k 16 10.5 10.5 100.0
Total 152 100.0 100.0

Table 4.2.5 Table of Respondents’ Annual Income

ANNUAL INCOME

m <20k

W 20-30k

H 30-40k

W 40-50k

W 50-70k

m>70k

Figure 4.2.5 Pie Chart of Respondents’ Annual Income

According to Table 4.2.5 and Figure 4.2.5, most of respondent have an annual income
of less than €20,000 per year with a percentage of 31%. This is then followed by career
women who earn €20,000 to €30,000 per year with a percentage of 19%, €30,000 to
€40,000 per year at 14%, €40,000 to €50,000 per year at 13%, €50,000 to €70,000 per
year at 12% and more than €70,000 per year at 11% respectively.
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4.2.6 Marital Status of Respondent

Marital
Valid Cumulative
Frequency Percent Percent Percent

Valid single 67 44.1 44.1 44.1

in a relationship 35 23.0 23.0 67.1

married 49 32.2 32.2 99.3

separated/divorc 1 T v 100.0

e

Total 152 100.0 100.0

Table 4.2.6 Table of Respondents’ Marital Status

MARITAL STATUS

W single

M in a relationship

B married

M separated/divorce

Figure 4.2.6 Pie Chart of Respondents’ Marital Status

The findings from Table 4.2.6 and Figure 4.2.6 above shows the marital status of the
respondent, where the highest contributor to the questionnaire comes from career
women who are single with a percentage of 44% and followed by career women who
are married with a percentage of 32%. Career women who are in a relationship
contributed to a percentage 23% and followed by the lowest percentage of 1%

contributed by career women who are separated or divorced.
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4.3 Reliability Test

A reliability test is to focus on measuring the internal consistency of the data values
collected from 152 respondent by implementing Cronbach’s Alpha test to the individual
scales.

Cronbach's

Construct Variables Alpha Items
Brand Status 0.843 4
Brand Attitude 0.674 4
Self-concept Independent 0.8 4
Reference Group 0.586 4
Willingness to pay

premium Dependent | 0.789 3

Table 4.3 Reliability test of Actual Survey

Based on the Table 4.3, the result of Cronbach Alpha coefficient is from 0.586 to 0.843.
Brand status shows the highest Cronbach Alpha which is at 0.843 resulting in having
the strongest reliability for this research which is then followed by self-concept with a
reading of 0.800. The willingness to pay premium shows a reading of 0.789, followed
by brand attitude which shows a reading of 0.674. Reference group obtained the lowest

reading for Cronbach Alpha coefficient which is at 0.586.

The alpha coefficient values obtained in this research from SPSS proves to be
acceptable as the lowest reading is above 0.5, where an alpha score of below 0.5 usually
indicates a scale of low reliability, 0.5 to 0.75 is generally accepted as it indicates a
moderate reliable scale and an alpha score of above 0.75 is taken to indicate a scale of
high reliability (Hinton et. al., 2004, p. 363). Therefore, all statements used in this

research are considered to be reliable.
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4.4 Descriptive Analysis

This section presents the descriptive analysis on willingness to pay premium, brand
status, brand attitude, self-concept and reference group.

4.4.1 Willingness to Pay Premium

N Minimum Maximum Mean Std. Deviation

WTPP1 152 1 5 2.65 1.141
If a brand enhances my

status, | will be willing

to pay more for that

WTTP2 152 1 5 1.80 .984
It is important to me

that | purchase branded

clothing with a higher

price

WTPP3 152 1 5 2.08 1.113
| prefer to pay higher

prices to purchase

branded clothing

products

Valid N (listwise) 152

Table 4.4.1 Willingness to Pay Premium (Dependent Variable)

Table 4.4.1 shows the descriptive statistics for willingness to pay premium. The range
of mean is from 1.80 until 2.65 meanwhile the range for standard deviation is from
0.948 until 1.141. Question 1 for willingness to pay premium contributed to the highest
mean. The result shows that most of the career women in Ireland are willing to pay

more if a brand enhances their status.
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4.4.2 Brand Status

N Minimum Maximum  Mean  Std. Deviation

BS1 152 1 5 2.77 1.142
Branded fashion

clothing is important

BS2 152 1 5 2.72 1.209
Branded fashion

clothing adds quality

to my life

BS3 152 1 5 2.15 1.132
| prefer wearing

branded clothing

products only

BS4 152 1 5 2.77 1.253
| purchase branded

items which make a

good impression

Valid N (listwise) 152

Table 4.4.2 Brand Status (Independent Variable 1)

Table 4.4.2 shows the descriptive analysis of brand status which is an independent
variable with a mean and standard deviation reading of 2.15to0 2.77 and 1.132 to 1.253
respectively. The highest contribution of mean to brand status is both question 1 and
question 4 where most career women in Ireland believe that branded fashion clothing

is important and that they purchase branded items which make a good impression.
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4.4.3 Brand Attitude

N Minimum Maximum Mean  Std. Deviation
BA1 152 1 5 2.49 1.261
| think a lot
about which
branded fashion
clothing to buy
BA2 152 1 5 3.47 1.162

Reliable and

trusted brands

are important to

me when |

purchase

clothing products

BA3 152 1 6 3.30 1.311
Brands do not

add quality to

my life

BA4 152 1 5 3.74 .938
| prefer using a

brand | favour

regularly

Valid N 152

(listwise)

Table 4.4.3 Brand Attitude (Independent Variable 2)

The mean for independent variable, brand attitude from table 4.4.3 above shows a
reading from 2.49 until 3.74 and a standard deviation from 0.938 until 1.311. The result
shows that question 4 obtain the highest mean which explains that career women in

Ireland prefer using a brand that they favour regularly.
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4.4.4 Self-Concept

N  Minimum Maximum Mean  Std. Deviation

SC1 152 1 5 2.26 1.263
Branded clothing
product improves my
personality
SC2 152 1 5 2.01 1.077
Branded clothes play
an important role in
my life
SC3 152 1 5 2.87 1.355
Do you agree with the
following statement,
“You are what you
wear”?
SC4 152 1 5 2.34 1.122
Brands enhance my
status and make me a
more successful
person
Valid N (listwise) 152
Table 4.4.4 Self-concept (Independent 3)

Table 4.4.4 above shows the descriptive statistics for self-concept. The range of mean
is from 2.01 until 2.87 where else the standard deviation has a range from 1.077 until
1.355. Question 3 from self-concept has the highest contribution to the mean where it
can be explain that career women in Ireland agree with the statement that “you are what

you wear”.
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4.4.5 Reference Group

N  Minimum Maximum Mean  Std. Deviation

RG1 152 1 5 3.68 1.182
| am not easily
influenced by an
opinion from someone
about branded clothing
products
RG2 152 1 5 2.67 1.233
My family and friends
influence me a lot
when | purchase
clothing products
RG3 152 1 5 2.17 1.254
Celebrities influence
me a lot when |
purchase clothing
products
RG4 152 1 5 1.91 1.112
I judge people’s
personally by the
brands that they are
wearing
Valid N (listwise) 152
Table 4.4.5 Reference Group (Independent 4)

Reference group represent another independent variable where the reading of the mean
is from 1.91 until 3.68 meanwhile the range for standard deviation is from 1.112 until
1.254. From table 4.4.5, question 1 contributed to the highest mean. Thus, the result
shows that family and friends influence a career women a lot when she purchase

clothing products.
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4.5 Pearson Correlation Coefficient

Correlations

WTPP BS BA SC RG

Willingness ~ Pearson 1 658" 548" 643" 413"
to Pay Correlation
Premium Sig. (2-tailed) .000 .000 .000 .000

N 152 152 152 152 152
Brand Status Pearson 658" 1 571" 714 3617

Correlation

Sig. (2-tailed) 000 000 000 000

N 152 152 152 152 152
Brand Pearson .548™ 5717 1 484~ 443
Attitude Correlation

Sig. (2-tailed) 000 000 000 000

N 152 152 152 152 152
Self-concept Pearson 643" 714" 484" 1 426"

Correlation

Sig. (2-tailed) .000 .000 .000 .000

N 152 152 152 152 152
Reference ~ Pearson 413”7 361" 443" 426" 1
Group Correlation

Sig. (2-tailed) .000 .000 .000 .000

N 152 152 152 152 152

**_Correlation is significant at the 0.01 level (2-tailed).

Table 4.5 Correlation on Willingness to Pay Premium

In the result of Pearson Correlation test, a significant correlation was shown between

willingness to pay premium and brand status (p=0.000 < 0.001). Hence H1 is accepted.

The magnitude of association between willingness to pay premium and brand status had

obtained a moderate relationship (r = 0.658). The direction of the relationship for these

variables is positive meaning that these two variables will increase or decrease together.
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Furthermore, table 4.5 shows that there is a significant association between the
willingness to pay premium with brand attitude (p=0.000 < 0.001). Thus, H2 is
accepted. The strength between the variables has a moderate relationship (r = 0.548).
Thus, the direction of the relationship between the willingness to pay premium with
brand attitude is positive resulting in the two variables to increase or decrease together.
The correlation table above shows a significant relationship between the willingness to
pay premium with self-concept (p=0.000 < 0.001). Therefore, H3 is accepted where the
magnitude of relation had obtained a moderate relationship (r = 0.643). In addition, the
direction of the relationship between willingness to pay premium with brand attitude is
positive which results in the two variables will increase or decrease together.

Finally, the relationship between willingness to pay premium and reference group from
table 4.5 proves that there is a significant relationship (p=0.000 < 0.001). Thus, H4 is
accepted and the strength between the variables is moderate (r = 0.413). The direction
of these variables are positive which demonstrates that they will increase and decrease

together.

4.6 Multiple Regression Analysis
4.6.1 Model Summary

Model Summary
Adjusted R Std. Error of
Model R R Square Square the Estimate
1 7302 532 520 .62856

a. Predictors: (Constant), referencegroup, brandstatus,
brandattitude, selfconcept

Table 4.6.1 Multiple Regression (Model Summary)

Table 4.6.1 presents the table of model summary that displays the list of dimensions.
The dimension includes all of the independent variable that may influence the

willingness to pay premium behaviour. Based on the table above, it shows that R square
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is 0.532 or 53.2%. This indicates that the dependent variable that is willingness to pay
premium can be explained by the four independent variables in this research which is
brand status, brand attitude, self-concept and reference group. However, the remaining
46.8% of the variance in willingness to pay premium may be explained by other

variables that are not mentioned in this model.
Furthermore, every 1% change in the independent variable will lead to a change of

53.2% of the dependent variable. The higher the value of R square, the better the model
fits the data.

4.6.2 Multiple Regression (ANOVA)

ANOVA?
Sum of Mean
Model Squares df Square F Sig.
1 Regression 66.126 4 16.532 41.843  .000P
Residual 58.078 147 395
Total 124.204 151

a. Dependent Variable: willingness
b. Predictors: (Constant), 55eference, brandstatus, brandattitude, selfconcept
Table 4.6.2 Multiple Regression (ANOVA)

Based on the table above, it shows that the significant value (Sig.) is smaller than 0.05
(p-value < 0.05), in which the p-value of the finding is 0.000, where F= 41.843. This
explains that the model is fit to be used for any further research analysis. Therefore, this
model has explained the significant amount of the variance in willingness to pay
premium using the combination of brand status, brand attitude, self-concept and

reference group.
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4.6.3 Multiple Regression (Coefficients)

Coefficients?

Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error  Beta t Sig.
1 (Constant)  -.069 204 -.337 736
Brand Status .284 .080 .306 3.534 .001
(BS)
Brand .196 .075 190 2.619 .010
Attitude
(BA)
Self-concept .278 079 293 3.505 .001
(SC)
Reference .096 .067 .094 1.433 154
Group (RG)

a. Dependent Variable: Willingness
Table 4.6.3 Multiple Regression (Coefficients)

The table above displays the Coefficients of Multiple Regression where it provides the
information to develop multiple regression equation that explains willingness to pay

premium in terms of brand status, brand attitude, self-concept and reference group.

To predict the value of a variable from one or more other variable, an equation is

formulated from the table above as follows:

Yi=p0 + Bl BSi+ B2 BAi+ B3 SCi + p4 RGi

Where:
B0 is the regression constant
B1, B2, B3 and B4 represent the beta coefficients

BS is brand status
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BA is brand attitude
SC is self-concept

RG is reference group

Yi=-0.69 +0.284B + 0.196C + 0.278D + 0.069E

Unstandardised coefficients (B) acquired from the regression coefficient explains the
degree of effects of each predictor towards the dependent variables, if the effects of all
other predictors are held constant, but it also explains the positive and negative
relationship between the dependent variable with each predictor variables.

Table 4.6.3 illustrates that there is a positive effect between brand status (0.306), brand
attitude (0.190), self-concept (0.293) and reference group (0.094). This means that
when there is an increase in every single score in brand status, brand attitude, self-
concept and reference group, the score of willingness to pay premium will increase by
0.284, 0.196, 0.278 and 0.096 respectively.

From the result shown in table 4.6.3, by considering the influence of variables with
regression coefficients, it is found that brand status is a factor which has the greatest
and strongest influence towards the willingness to pay premium behaviour of career
women in Ireland since it has the highest unstandardized coefficient value of 0.284

among brand attitude, self-concept and reference group.

4.7 Hypotheses Result
4.7.1 Hypotheses 1

H1: Brand status has a positive relationship with the willingness to pay

premium behaviour of career women in Ireland when buying fashion

clothing
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The analysis result from Multiple Regression (Coefficients) shows that the relationship
between brand status and the willingness to pay premium was significant since the p-
value is 0.001 which is less than 0.05. Standardised coefficient beta for brand status is
0.306. Based on the multiple regression (coefficient) equation in 4.6.3, since the value
of unstandardized coefficient beta for brand status is positive, it shows that there is a
positive relationship between brand status and the willingness to pay premium. The
relationship was supported at 95% confidence interval. Thus, H1 is accepted.

4.7.2 Hypotheses 2

H2: Brand attitude has a positive relationship with the willingness to pay
premium behaviour of career women in Ireland when buying fashion

clothing

The Multiple Regression (Coefficients) from table 4.6.3 shows that the relationship
between brand attitude and the willingness to pay premium was significant since the p-
value is 0.010 which is less than 0.05. The standardised coefficient beta for brand status
is 0.190. Based on the multiple regression (coefficient) equation in 4.6.3, since the value
of unstandardized coefficient beta for brand attitude is positive, it shows that there is a
positive relationship between brand status and the willingness to pay premium. The

relationship was supported at 95% confidence interval. Thus, H2 is accepted.

4.7.3 Hypotheses 3

H3: Self-concept has a positive relationship with the willingness to pay
premium behaviour of career women in Ireland when buying fashion

clothing

The analysis findings from Multiple Regression (Coefficients) shows that the

relationship between self-concept and the willingness to pay premium was significant

since the p-value is 0.001 which is less than 0.05. Standardised coefficient beta for
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brand status is 0.29. Based on the multiple regression (coefficient) equation in 4.6.3,
since the value of unstandardized coefficient beta for self-concept is positive, it shows
that there is a positive relationship between brand status and the willingness to pay
premium. The relationship was supported at 95% confidence interval. Thus, H3 is

accepted.

4.7.4 Hypotheses 4

H4: Reference group has a positive relationship with the willingness to pay
premium behaviour of career women in Ireland when buying fashion

clothing

The analysis result from Multiple Regression (Coefficients) shows that the relationship
between reference group and the willingness to pay premium was insignificant since
the p-value is 0.154 which is more than 0.05. The relationship between reference group
and willingness to pay premium was not supported at 95% confidence interval.
Standardized coefficient beta for reference group is 0.096. Based on the multiple
regression (coefficient) equation in 4.6.3, since the value of unstandardized coefficient
for beta for reference group is positive, it shows that there is positive relationship

between reference group and willingness to pay premium. Thus, H4 is accepted.

Among the influence mentioned in this research which includes brand status, brand
attitude, self-concept and reference group, brand status influence most towards the
willingness to pay premium behaviour of career women in Ireland in fashion clothing.
This is because the findings from Pearson Correlation for brand status and willingness
to pay premium indicates the highest r-value (r = 0.658) among the other influences.
The multiple regression coefficient of brand status also indicates a p-value of 0.010
where (p-value < 0.05) and that the value for standardized coefficient beta are both

positive.
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Chapter 5: Discussion

5.1 Introduction

This chapter will discuss the findings on the primary research based from chapter 4
which includes the hypotheses result, followed by the discussion based from the
findings on secondary research from chapter 2. The discussion for this chapter will
compare the similarities and differences that has been obtained in this research.

5.2 Demographic Profile of Respondents

The findings of demographic profile based on 152 respondents who participated are
living in Ireland with a percentage of 89% and are working for more than 30 hours per
week on average mostly with a postgraduate or master’s degree level in education.
Moreover, most of the respondents are between the ages of 18 until 29 years of age,
earning an annual income between €30,000 until €40,000 and are mostly single. The
findings with the highest percentage from the 152 respondents who participated for
employment status, education level, age, annual income and marital status are
represented by 63%, 55%, 63%, 31% and 44% respectively.

5.3 Discussion on Findings

The researcher concludes that this study had achieved the objectives where this study
is to determine the with the gap of gender in employment rate decreasing in Ireland,
more women are becoming employed which results in having a source of income. It
has been mentioned that career women are inclined to indulge themselves in branded
items. Based on this research, the branded items are represented by fashion clothing.

The involvement of fashion clothing was found to be significant to career women
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because they have a certain image that they have to portray.

The findings had identified that all of the influences which includes brand status, brand
attitude, self-concept and reference group all had a positive relationship towards the

willingness to pay premium of career women in Ireland in fashion clothing.

Hypotheses 1 explains that brand status has a positive relationship with the willingness
to pay premium behaviour of career women in Ireland when buying fashion clothing.
It has been clarified that brand status have the most influence towards willingness to
pay premium of career women in Ireland in fashion clothing because a brand with
strong status proves to have a symbolic meaning, value and high quality. As mentioned
in the literature review, the desire to possess fashion clothing with a high or strong
brand status allows career women in Ireland to achieve a particular status and self-

fulfillment. Thus, proving to H1.

Brand attitude has a positive relationship with the willingness to pay premium
behaviour of career women in Ireland when buying fashion clothing is identified as
hypotheses 2. A brand attitude that exposes a positive vibe could develop the feeling of
attachment with the consumer. Career women who acquire these affection could lead
to brand loyalty which is however not being studied in this research. Fashion clothing
that deliver a positive brand attitude would affect the willingness of a career women to
pay extra which could be a result to achieve a particular image as mentioned earlier.

Therefore, H2 is supported with the literature.

Hypotheses 3 states that self-concept has a positive relationship with the willingness to
pay premium behaviour of career women in Ireland when buying fashion clothing.
Although it may not be the most influential impact, but self-concept is significant when
contributing to the willingness of career women in Ireland to pay premium in fashion
clothing. This is because everyone exist with thoughts and feelings of their own as
mentioned in literature review, creating a unique personality. From personality or
personal characteristics, it leads to an image that one wishes to represent especially for

career women where explained earlier that they do have a certain image to show thus,
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supporting the literature.

Even though reference group represent the influence with the lowest impact towards
the willingness to pay premium, it still have a positive relationship with the willingness
to pay premium behaviour of career women in Ireland when buying fashion clothing.
It represent the lowest because reference group such as family, friends, celebrities and
colleagues may not have much impact. Most of the respondents participated had proven
in the findings that reference group do influence them, but it does not influence them
as much as brand status, brand attitude and self-concept do in willing to pay more for
fashion clothing. In the literature review, it explains that reference group is an important
factor that influence career women to pay more for fashion clothing because they could
‘blend-in’ and seek conformity in social groups. However, perhaps this could not be the
only reason as presented by the multiple regression coefficient that the relationship was

insignificant due to the p-value being more than 0.05.
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Chapter 6: Conclusion, Limitation and Recommendation

6.1 Introduction

Chapter 6 consists of the conclusion, recommendation and limitation based from the
findings of this research. The conclusion indicates the overall findings obtained from
this study regarding the relationship between brand status, brand attitude, self-concept
and reference group towards the willingness to pay premium behaviour of career
women in fashion clothing. Also, the researcher provides suggestions in
recommendations that are well associated in this study and for future study. The
limitations are also explained in this chapter where the researcher had to encounter

some restrictions during the course of this study.

6.2 Conclusion

This research was conducted to fill in the gap which had existed from the literature
review (chapter 2) to be able to provide a better understanding in regards to the
influences of willingness to pay premium of career women in Ireland in fashion clothing

as career women represent a vast growing consumer segment in Ireland.

The aim of this research was to determine the influences and its relationship towards
willingness to pay premium behaviour of career women in Ireland especially in fashion
clothing. Such influences includes brand status, brand attitude, self-concept and
reference group that are known to have an influence towards the willingness to pay
premium. It is necessary to understand the willingness to pay premium behaviour of
career women as marketers are able to overcome the pricing strategy in fashion clothing

products and are able to obtain competitive advantage.
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Moreover, the findings had shown that there are positive relationship between brand
status, brand attitude, self-concept and reference group towards the willingness to pay

premium behaviour of career women in Ireland in fashion clothing.

It has been discovered that most career women in Ireland who works more than 30
hours per week on average with a postgraduate or masters degree perceive that brand
status influences them most in willingness to pay premium in fashion clothing.
Furthermore, these career women are also between the ages of 18-29 with an annual

income between €30,000 until €40,000 and are mostly single.

6.3 Limitations

This research was absorbed on studying the willingness to pay premium behaviour of
career women in fashion clothing. Thus, the researcher had encountered a number of

limitation throughout the process of this study.

The sample size for this research was considerably small as it only focused on career
women in lIreland with an interest in fashion clothing. The original number of
respondent was aimed at 300 participants. However, due to difficulties in data
collection, the researcher was only able to collect 152 responses from the respondents.
From this, the researcher had realised that many career women are not willing to

voluntarily participate in this study which perhaps were caused by personal issues.

In addition, this research had a limitation where it only focused on career women and
in fashion clothing. The researcher had not considered that, not all career women are
interested in the fashion clothing. Thus, they might behave otherwise when responding
to other product category or industry. Also, the findings for this research could only be
applied to certain industry and/or sector especially in fashion clothing and career

women.
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Time constraint was one of the major limitation as it did not only limit the number of
sample size which could have been larger if more time was given, but also towards the
accuracy of data as the researcher had realise a mistake in the questionnaire. However,
due to time restriction, the researcher could not make amendments but to just use the
data that was already collected and gathered.

Another limitation towards this study was the snowballing sampling method where
there was a possibility that this method turned out to be bias for example, the
questionnaire were firstly distributed to respondents who are acquaintance of the
researcher. The snowball sampling method limits the respondents to a specific segment
of population that could be based on the demographic profile such as the employment
status, education level, age, income and marital status. Furthermore, this research
represent a quantitative analysis and findings such as descriptive facts acquired from
the questionnaire regarding self-concept for example, is hard to generalise because the

actual responds in regards to self-concept personally may vary.

6.4 Recommendations

The sample size for this research is considerably small although results regarding the
influence of brands, self-concept and reference group towards willingness to pay
premium of career women in Ireland in fashion clothing were still able to be acquired.
However, it is recommended that the sample size should be of larger size because this
will result in a more realistic findings. By obtaining a larger number of sample size, it

will be able to increase the accuracy and decrease the error’s margin.

As mentioned in the limitations, this research only focus on career women and fashion
clothing. The researcher suggests that perhaps this study should consider to focus on
other industry where the consumers are more brand conscious so that the results will be
more precise. Future research for example could study on automobile industry where
the findings could clarify better in regards to the influence of brands, self-concept and

reference group and compared to fashion clothing because consumers are more
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conscious in automobile industry.

It is also suggested that this research includes the demographic profile information of
respondents especially in future research such as employment status, education level,
age, annual income, and marital status as a variable to determine the influence towards
willingness to pay premium of career women in fashion clothing. The association of
demographic profile information of respondents may be able to provide alternative
results which is more reliable, clarified and accurate. Therefore, marketers too are able
to obtain further understanding and insights on the career women of Ireland and fashion

clothing.

Time constraint was one of the limitation for this research, thus, it is recommended that
for future study, more time is spent especially in developing the questionnaire as the
questionnaire for this research had encountered some gaps and difficulties. Allocating

extra time towards this can assist in acquiring a more reliable and accurate result.
It is highly recommended that for future studies, the mentioned limitations and

recommendations should be considered as it can achieve what was not able to

accomplish in this research.
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Appendices

Appendix 1: Questionnaire

Influence of Brands, Self-Concept and Reference Group
Towards the Willingness to Pay Premium of Career

Women in lreland

Dear Respondent.
| am & student at Mational College of Ireland and this is a research project for a Master's thesis. Tha
purpose of this questionnaire is to obtain information and identify the significant influences of brand

towards the buying behaviour of career wornen. This questionnaire contains a few demographic

guestions and guestions about brand stetus, brand attitude. willingness to pay premium, self-concept
and reference group.

The full questionnaire should take spproximately seven minutes to complete. our participation is

voluntary, anonymous and entirely confidential. Mo identifying data will be collected. The findings of the
research will be provided to you on request.

| 'wiould be grateful if you could fill in and pleass feel free to forward on survey to anyone you feel would
have an interest in taking part.

Should you have any enguiries, you can email me at nadja 1302@yshoo.com. Thank you for your
cooperation.

Madis Eanis

Section 1: Demographics
Choose one of the multiple choices provided

1. Are you living in Ireland?
Mark anly one oval.
Yes

Mo

2. What is your employment status?
Mark anly one oval.
Employed and working less than 20 hours per week on average
Employed and working 20 to 30 hours per week on average
Employed and working more than 30 hours per week on average
Unemployed
Self-employed

3. What is the highest level of education that you have completed to-date?
Mark anly one oval.

MNaone
Accomplished primary or secondary education

Accomplished third level education qualification

Accomplished postgraduate or master's degree
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4. Whatis yourage?
NMark only oneoval
18-29
30 -40
41 -50

5. What is your annual income?
Mavrk only one oval.
Less than€20,000
€20,000 —£30,000
£30,000 —£40,000
£40,000 —£50,000
€50,000 —£70,000
Kaore than€70,000

6. What is your marital status?
Mark only one oval
Single
In = relationship
Ielarried
Seperated ! Divorce

Section 2: On a 5 point scale that ranges from strongly disagree
to strongly agree, please indicate what degree you would
disagree or agree with the following statements regarding
willingness to pay premium (higher) prices.

1 - Strongly Disagree

2 - Disagres

3 - Meutral

4 - Agrae

5§ - Strongly Agres

T.If a brand enhances my status, | will be willing to pay more for that
Mavrikc only one oval.

Strongly Disagree Strongly Agree

(==}

. It is important to me that | purchase branded clothing with a higher price
Mavrk only one oval.

Strongly Disagree Strongly Agree
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4. | prefer to pay higher prices to purchase branded clothing products
Mavk only one oval.

Strongly Disagree Strongly Agree

Section 3: On a § peint scale that ranges from strongly disagree
to strongly agree, please indicate what degree you would
disagree or agree with the following statements regarding brand

status.

1 - Strongly Disagres
2 - Disagres

3 - Meutral

4 - Agree

5 - Strongly Agree

10. Branded fashion clothing is important
Mavk only one ovall

Strongly Disagree Strongly Agree

1

. Branded fashion clothing adds quality to my life
Mark only one oval.

Strongly Disagree Strongly Agree

12. | prefer wearing branded clothing products only
Mavk only one oval.

Strongly Disagree Strongly Agree

13. | purchase branded items which make a good impression
Mavk only one oval.

Strongly Disagree Strongly Agree

Section 4: On a 5 peint scale that ranges from strongly disagree
to strongly agree, please indicate what degree you would
disagree or agree with the following statements regarding brand
attitude.
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8.1 prefer to pay higher prices to purchase branded clothing products
Mavk only one oval.

Strongly Disagree Strongly Agree

Section 3: On a 5 point scale that ranges from strongly disagree
to strongly agree, please indicate what degree you would
disagree or agree with the following statements regarding brand

status.

1 - Strongly Disagree
2 - Dizsagres

3 - Meutral

4 - Agrae

5 - Strongly Agree

10. Branded fashion clothing is important
Mavk only one oval

Strongly Disagree Strongly Agree

11. Branded fashion clothing adds quality to my life
Mark anly one oval.

Strongly Disagree Strongly Agree

12. | prefer wearing branded clothing products only
Mavk anly one oval

Strongly Disagree Strongly Agree

13. | purchase branded items which make a good impression
Mavk only one oval.

Strongly Disagree Strongly Agree

Section 4: On a 5 point scale that ranges from strongly disagree
to strongly agree, please indicate what degree you would
disagree or agree with the following statements regarding brand
attitude.
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19. Branded clothes play an important role in my life
Mark only one owval

Stronghy Disagree Strangly Agree

20. Do you agree with the following statement, “You are what you wear™?
Mark only one owal

Strongly Disagree Strongly Agree

2

=

. Brands enhance my status and make me a more successful person
Mark anly one oval

Strongly Disagree Strongly Agree

Section 6: On a 5 peint scale that ranges from strongly disagree
to strongly agree, please indicate what degree you would
disagree or agree with the following statements regarding

reference group.
1 - Strongly Disagree

2 - Disagres

3 - Meutral

4 - Agree

5 - Strongly Agres

22. 1 am not easily influenced by an opinion from someone about branded clothing products
Mark only one owal

Strongly Disagree Strongly Agree

23. My family and friends influence me a lot when | purchase clothing products
Mark only one owal

Strongly Disagree Strongly Agree
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A48 nfluerc: of Brands Toweands the Buying Behaviour of Career Waomen in reland

24. Celebrities influence me a lot when | purchase clothing products

IMarH Oy one oval

25. | judge people’s personality by the brands that they are wearing
Mark only one oval.

StronglyDisagree (" ) (3 (3 (3 () Strongly Agree

Pawened by

B Google Forms

Appendix 2

Nadja Faris oo
June 30 - g v

Hi everyone,

| am a student at National College of Ireland and is about to finish a Masters
degree in International Business. | am searching for participants who are
career women between 18 - 40 years of age to take part in this survery
which will only take a few minutes. If you do not fit the description above but
know someone who does, do share the link attached below as the more
participation | get, the more accurate and clear the result will be. Your
participation is much appreciated and many thanks in advance. The link is
attached below:

https://forms.gle/UYdgqSZzruAd8pMD6

#careerwomeninireland #mastersthesis #nationalcollegeofireland
#careerwomen #brands
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Appendix 3

Thread

g“- nadjafaris

Hi everyone,

| am a student at National College of Ireland and is
about to finish a Masters degree in International
Business. | am searching for participants who are career
women in Ireland to take part in this survey which will

only take a few minutes.

Appendix 4
in A s & ® 0 ¢
Home My Network Jobs Messaging  Notifications M4

Nadja Faris posted in Ireland Business and Professional Network L]

% Nadja Faris
i Motivated MSc Inte st with an BBA in Marketing actively loo...
(] ,ﬂ-f, reland Bus Jetwork

Hi everyone,

I'am a student at National College of Ireland and is about to finish a Masters degree
in International Business. | am searching for participants who are career women in
Ireland between 18 - 40 years of age to take part in this survey which will only take
a few minutes.

View full profile If you do not fit the description above but know someone who does, do share the
link attached below as the more participation | get, the more accurate and clear the
result will be. Your participation is much appreciated and many thanks n advance.
The link is attached below:

https://Inkd.in/e9HpKwa

Kind Regards,

Nadja

#brands #internationalbusiness #careerwomen #nationalcollegeofireland
#buyingbehaviour #careerwomeninireland #ireland #influences #mastersthesis
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Appendix 5

- o4 & MScIB @NCI 0y
w A Abiram, Balgis, Daniel, DG, Faisal, Flavia, Fortune, Gabriel, Gonul, Indrani, Komal, Nathalia, Ninad, Pra...

msc Hi everyone,
| am a student at National College of Ireland and is about to finish a Masters
degree in International Business. | am searching for participants who are
CHATS career women to take part in this survery which will only take a few minutes. If
you do not fit the description above but know someone who does, do share
the link attached below as the more participation | get, the more accurate and

- clear the result will be. Your participation is much appreciated and many
% MSc 1B @NCI o thanks in advance. The link is attached below:
Fernanda left https://forms.gle/UYdgqSZzruAd8pMD6 BRI 1
MsSc IB JANUARY 2018 7 Flavia
¥/ Thanks you.
Hi everyone,
Msc B 7/30/2019 I am a student at National College of Ireland and is about to finish a Masters
“ +353 89 441 5343 changed to +353 87 387 4505 degree in International Business. | am searching for participants who are career
Done!
MESSAGES
Balgis
MSc 1B @NCI Sunda M S,

+91 98207 30284: https://docs.google.com/forms/d/TWIEQNP... I am a student at National College of Ireland and is about to finish a Masters

degree in International Business. | am searching for participants who are career

MSc 1B @NCI 772
+353 89 442 0388: https://docs.google.com/forms/d/e/1FAIpQ...

Done

Type a message

©

MSc IB @NCI 7/2/2019

Appendix 6

A%, nadja_spss.sav [DataSet1] - IBM SPSS Statistics Data Editor

File Edit View Data Transform Analyze Graphs Utilities Exensions Window Help

SEele~ HHAE 0 BFE 19[4

Name | Type | Width | Decimals | Label | Values | Missing | Columns |  Align | Measure |  Role
.1 |Living Numeric 1 0 {1, yes}... None 12 = Right & Nominal N Input =
2 |Employment Numeric 1 0 {1, Employe... None 12 = Right & Nominal N Input
3 Education Numeric 1 0 {1, none}...  None 12 = Right & Nominal N\ Input
4 Age Numeric 1 0 {1,18-29}...  None 12 = Right & Nominal N Input
5 Income Numeric 1 0 {1, <20k} None 12 = Right & Nominal N Input
6 | Marital Numeric 1 0 {1, single}...  None 12 = Right & Nominal N\ Input
7 \ Status1 Numeric 1 0 None None 12 = Right & Nominal N Input
8 Status2 Numeric 1 0 None None 12 = Right & Nominal N Input
9 Status3 Numeric 1 0 None None 12 = Right & Nominal N Input
10 Status4 Numeric 1 0 None None 12 = Right & Nominal N Input
1 | Batt1 Numeric 1 0 None None 12 = Right & Nominal N Input
12 | Batt2 Numeric 1 0 None None 12 = Right & Nominal N\ Input
13 J Batt3 Numeric 1 0 None None 12 = Right & Nominal N Input
14 |Batta Numeric 1 0 None None 12 = Right & Nominal N Input
7157\ Willing1 Numeric 1 0 None None 12 = Right & Nominal N\ Input
16 | Willing2 Numeric 1 0 None None 12 = Right &> Nominal N Input
17 | Willing3 Numeric 1 0 None None 12 = Right & Nominal N Input
18 | Selfcont Numeric 1 0 None None 12 = Right & Nominal N\ Input
19 |Selfcon2 Numeric 1 0 None None 12 = Right & Nominal N Input
20 | Selfcon3 Numeric 1 0 None None 12 = Right & Nominal N Input
21 | Selfcond Numeric 1 0 None None 12 = Right & Nominal N Input L
22 |Reft Numeric 1 0 None None 12 = Right & Nominal N Input B
[l D
w Variable View
Open data document [1BM SPSS Statistics Processoris ready | | |Unicode:ON T
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