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1. Introduction

According to Lars Perner, Ph.D. Assistant Professor of Clinical Marketing, consumer behaviour is:
"The study of individuals, groups, or organizations and the processes they use to select, secure, use, and dispose of products, services, experiences, or ideas to satisfy needs and the impacts that these processes have on the consumer and society." 
There are also a number of motivations as to why people by things. According to Bryan Eisenberg (2011) some motivations are:
· Basic need
· Addiction
· Replacement 
· Lower price
objectives:
This paper focuses on the study of consumer behaviour towards buying clothes. 
The objectives for this study are:
1. To study consumer behaviour between a wide range of groups when buying clothes
2. To study the main reasons as to why people buy clothes
Hypothesis:
What do you believe?
· Consumer behaviour varies between age group and sex
· Some consumer purchase behaviour is based on availability, quality and price of the product.
· Other consumer behaviour is based on basic need to want things and feel good.
I designed an online questionnaire and asked friends and family to complete the questionnaire, and forward it on to others who may be interested.  The questionnaire was open for a 2-week period.
A research was conducted to test out certain theories on consumer behavior in the retail sector, in particular, in the clothing business. These theories include common knowledge such as women prefer shopping for clothes more than men, people shop to feel happy, etc.
2. Data Collection Method
The data collection method I used in this research was an online questionnaire. I used this method because I felt that I would gain more responses than if I was to stand in the street and stop and ask customers. I believe this because using my method means people can answer this in their own space and through their own will whereas the street method makes people feel forced and may not want to respond. People are more likely to be honest in the comfort of their own home rather than when they may be in a rush in the street. Therefore, I thought that this was a more reliable method. I then put my results into a table to display my findings. 
The benefits of using online questionnaires, according to smart surveys (2017) are that they are faster, cheaper and quicker to analyse. This makes this method an easy process. 
Having the survey open for 2 weeks allowed a good amount of time to gain feedback although this could have been expanded to get more results. 
Valerie M. Sue, ‎Lois A. Ritter (2012) says that this method is being used more and more due to the cheap cost and the easy fielding of questions. 
It is also important to consider the target audience when create a survey in this method as it may not suit everyone. 
This will be a collection of quantitative data as this can emphasize objective measurements and the statistical, mathematical, or numerical analysis of data collected through questionnaires and surveys.
Babbie, Earl R. 2010. Says that Quantitative research focuses on gathering numerical data and generalizing it across groups of people or to explain a trend.
An online questionnaire was created and was forwarded to friends and family to be completed. They were also tasked to share it to others who may be interested in answering the survey. The test was conducted for two weeks, and the results were collected from the respondents.
This was preferred than other methods such as stopping people from the mall and asking them to answer questionnaires because it promotes a more comfortable atmosphere in answering the questions. The respondents are free to answer anytime within the two week period, and since it was forwarded to people who are in closer social sphere, the answers will tend to be more honest.


3. Results & Analysis

The tables below show the results of the questionnaire.
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Questionnaire response percentage:
Male – 12.5%
Female – 87.5%

Age group percentage:
21 or below – 0
21-29 – 46%
30-39 – 21%
40-49 – 21%
50-59 – 8%
60 and over – 4%




Motivation percentage:
Price – 33%
Fashion / Style – 16%
Word of Mouth – 4%
Want something new – 25%
Makes you feel good – 20%
Other – 2%

Loyalty card percentage:
Yes -27%
No – 73%


These results show that more females responded in comparison to males. This may be because more women than men may shop but also that this questionnaire may interests women more than it interest men. This does not surprise me as from my experience and knowledge, men do not shop as often on clothes as they are more likely to spend money on things to do rather than items. 
The results also showed that a high percentage of 21 – 29-year-old responded. This does not surprise me again as I think that it is an area of interests for this age group. I also think that this age group like to share their opinions and also are likely to have more access to the internet so likely to end up with a high response rate. 
I also am not surprised by the low rate of response of the over 50’s. This is because I think that they would rather spend their time doing something else and also that some of them may not have the know-how of technology so may not have access to the questionnaire. 
The results also showed that the main reason for people buying new clothes is the price. This is also not a surprise as it is known that people do like the sales and are likely to buy something that is reduced so that they are saving money. 
What does surprise me is the low rate of people with a loyalty card. This surprises me as a lot of shoppers like offers and some companies have offers if you have one of their loyalty cards. This is surprising as people like to save money and like sales so I would have thought that more people would have had a loyalty card to get access to more promotions and savings. 
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As Seen on the image above, most of the respondents reason for buying new clothes is to try something new, at 50%. The next most used reason is the price at 39%, which maybe associated to the stores having lower prices during sales. Next at 18% is because it makes them feel good, which is evident to some people who love shopping. Other reasons are trivial such as Fashion/Style, Word of mouth, and others at 9%, 7% and 1% respectively. It is surprising to see Fashion/Style having such small percentages since it would be the intuitive top reason for buying clothes. As it turns out, the idea of trying something new is more popular than following the latest fashion trend.
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4. Limitations of Research

After this research, I believe that there are some limitations to this and this could have been better. There possibly could have been more of a wide range of responses from age groups if this was also done using the method of stopping and asking people in the street. I believe that this may have increased a response rate from the older generation as they may not have had access to the internet so this method may have suited this age group. A mix of both methods may have increased an overall response. 
Sarah Mae Sincero (2012) explains that a limitation of online surveys is that some people don’t have access to the internet and these include the elderly and people who live in remote areas.
Elise Wile (2017) says that one disadvantages of online surveys is that they are not sent to specific individuals selected as part of a sample pool do not have a random sample. Rather, they are targeted toward individuals fitting a specific demographic who will self-select depending on their interest in the product or topic. Online surveys, by their very nature, exclude individuals who are not literate in English. Surveys of this type cannot be considered scientific as a random sample cannot be obtained.
I also think that the street method may have increased the number of responses from men so it would have had more varied results. 
I also think that I could have asked why people don’t buy loyalty cards. This may have given me more info as to why they don’t have them which would have given my research more detail and more of an insight on consumer behaviour. 
Limiting this survey to just 2 weeks limited the number of responses so this could have been improved if the survey was sent out for longer. 
This was also limited by the fact that I only asked friends and family so this was quite a bias approach. I think that to have more honest and more responses, I should have opened up the survey to more people. 
There is also a number of reasons as to why people shop so trying to just pinpoint one main motivation limited the response of my answers and also the depth of my research. 
The survey was limited to a specific group of people within my social sphere. This might have prevented having respondents who may be of different social status, of different preference, and the like. The sample size was also too small to be actually conclusive of anything. By law of large numbers, more respondents tend to bring us to a more actual representation of the status quo.
If I were to redo the experiment using a different approach, I believe it would still be better to do a sit down interview and give incentives for participating instead. Although the answers may not be as honest as what we got from our method, the sample size will be bigger, which essentially will give us a more ideal result.

5. Conclusion & Recommendations
This research found that I had more response from women rather than men. This may show that more women prefer to shop for clothes although this result may have changed if I used the street approach. 
This research showed that I had a good response from middle age ranges. This could have improved across the whole response rate if I used the street method as I could have specifically asked a wider range of people to vary my responses. 
I could have also improved my result within the loyalty cards by using different methods to collect data which would have given me more of a reason behind consumer behaviours when buying clothes. 
The results showed that people mainly buy clothes due to the price so this showed that people like sales and also like spending less so this shows that consumers are drawn in by retail company promotions and advertising. 
I think that retailers should do a similar research project on a regular basis in order for them to get an idea of what people really want. This may change the stock they buy which may then improve profits for their organisation. 
From research by Vijayanta Gupta (2017)
“Late last year, one study found 44% of retail executives in Germany, Japan, the U.K, and the U.S. claiming that improving in-store experiences was a strategic priority for the year. As mentioned previously, seamlessly connecting the digital experience with brick-and-mortar visits is critical to a successful in-store experience.
As technology such as voice-activated devices and interactive kiosks allows for greater shopping sophistication, retailers should also focus marketing efforts around building excitement about being in the store.”
One recommendation from this could be that retailers should use technology more to excite and entice shoppers to buy more, which in theory will motivate the shoppers. 
Based on the research we conducted, we have discovered that more females prefer shopping than males. The most popular reason for shopping clothes is for the consumers to try something new, and the least popular, besides having other reasons, is because somebody else told them that the purchase will be ideal. We have seen that more consumers use loyalty cards, to avail discounts. Lastly, while no participant is aged 21 and below, we see a large uptick for ages 21-29, with decreasing respondents as the age increase.
This research can be better conducted if we used a wider scope and more questions, so that the actual consumer base will have a better representation.
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